Authorized Trade Ally Council Forum
Spring 2020

> evergy



) SKYPE Meeting Expectations

* We will start with a 20-minute presentation where all audience will be
muted

* Please save questions until the end

* Write down questions so you don't forget

* Please keep your phone on mute while you are not talking

* You will have to unmute yourself even after the audience is unmuted

* Text questions during the presentation will also be answered
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> Welcome

* |Introductions

» Safety Moment * What's New for 2020
 Trade Ally Mission * Current Standings

* How You Benefit * Marketing During COVID-19
» Co-op Advertising * Open Forum



KNIFE SAFETY

[/] Selectthe right knife for the task.

\

Keep blades sharpened and handles
in good condition.

Iﬂ Always use a cutting board.
E Cut downwards with firm

even pressure, away
from the body.

.

{:Iuan knives immediately

Sy |
Safety Moment 7] Nevertrytocateh

afalling knife.
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Trade Ally Mission

On behalf of Evergy, advocate the benefits
of energy efficiency including; saving

energy, saving money, and improving
indoor comfort for our mutual Missouri
customers, while using available rebates to

help offset customer upgrade expenses.
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How You Benefit

» Rebates = Greater customer value

» High efficiency equipment = higher
margins

« Marketing and lead generation = new

customers

* Association with Evergy = credibility,
trust and partnership

« Assigned account manager =
Personalized assistance with program
features & benefits

>>evergy

Find an Evergy-Authorized Contractor

Find an Evergy-authorized coniracion by entering your oty of Zip code, of by entering &

Aushorizsd Contractor Name

Search for Evergy-Authorized Contracton

PLUS... You are listed on the
Evergy website where customers are
looking for rebate info!



https://findprovider.evergy.com/?_
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How You Benefit

* Marketing Support

v" Targeted online advertising, email
campaigns, letters

» Contractor Incentives
v" Contests, spiffs, awards

* Trade Ally Portal
v" Social media tool kit

v Program news, training calendars

>>evergy



l) Co-op Advertising Program

S tr et c h youradvertising budget farther!

* Qualify for TV/Radio/Billboard assistance up to
$4,000 and up to $2,000 for direct mail and more

* (Co-branding with Evergy logo and rebate
information helps draw attention to your ad

Limited funds still available for 2020, first come, first served. Reserve yours today!

>>evergy
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> 2 What's New for 2020

 MEEIA* 3 is Underway!

v 3-year program through 2022 = ottt
» Program Now on Calendar Year vs Fiscal e

v" Synchs with industry norms and seasons Frorsi i . 2
* New Program Name = Q

v Evergy Heating Cooling and Home Comfort B

program (HC2) A

« Incentive Changes —

v ECM rebate eliminated; ECMs are now standard
equipment (effective July 2019)

v 15 SEER HP from $300 to $250

* Missouri Energy Efficiency Investment Act :‘;} eve rg y
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7 4 What's New and More

e New Terms & Conditions

v Captures email address and account #

* Enhanced Reporting Capabilities
v Ranking by H&C Units rebated

v" Total Units includes all cooling measures

e Reminders

v" Applications due within 30 days of
installation

v" Four applications per year to maintain E H
Authorized Trade Ally status

| Total A/C & | Ta
HP Units |

s>evergy
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Current Standings — Top 20

O 00O NOOULLE WN -

20

Authorized Trade Ally

A.B. May Company

Bob Hamilton Plumbing

Midwest Heating, Cooling & Plumbing
Buckner's Heating & Cooling Co.
Climate Control Heating & Cooling, Inc.
AFC Heating & Cooling

Neal Harris

Mission Plumbing Heating and Cooling
Rudroff Heating & Air Conditioning
Sharp-Long 72 Degrees

Lee's Summit Heating and Cooling
United Heating Cooling and Plumbing
Anthony Plumbing, Heating & Cooling PHC
One Hour Heating & Air Conditioning
A&S Mechanical Heating & Cooling
Summit Heating and Cooling

Heartland Quality Heating and Cooling
Comfort Heating & Cooling, Inc.
McDaniel Furnace & Sheet Metal, Inc.
Mclntosh and Company, Inc.

Total A/C &
HP Units
146
41
39
33
30
27
27
20
19
19
18
18
16
15
13
10

0 00 00 O

Total Rebates
Paid
$64,850
$15,750
$15,500
$12,400
$10,700

$9,200
$11,100
$7,100
$9,300
$7,150
$8,500
$6,350
$4,600
$6,350
$5,500
$4,750
$3,650
$3,100
$2,950
$3,100

Results for the period January 1, 2020 - April 28, 2020

How are we doing?

Good! Total Units (incl.
all TAs) are on pace for
expectations and ahead
of your projections!



Marketing During COVID-19

What's changed?

103%+ daytime TV viewership
39%+ news watching
29%+ social media following

24%+ in web use week-over-week

1 IN-PERSON SPENDING IS DOWN OVERALL,
YET IN-PERSON SPENDING IS UP ON
GROCERIES & TOILETRIES

WHAT THIS MEANS: Ratalors shouldn't court out the
in person experience. nvest in making the experience safe for

CONSUMER IMPACT BY THE NUMBERS

2 HALF OF AMERICANS HAVEN'T
CHANGED THEIR SPENDING HABITS

WHAT THIS MEANS: Retallers who are
seeing dodlines or who haven't yet soon
dedines may see them soon.

rMNEX+ CONSUMER IMPACT BY THE NUMBERS

Percent of delayed travel audience
reporting increase in consumption:

Con sumption habits 100% Overall, Americans are delaying travel plans, rising from
i'l f l b 11% two weaks ago to 20% this past week. This audience
change for would-be so% reports highar changes In consumption than other

Amricans by at lesst 10 points, across all channels.

51«
WHAT THIS MEANS: They're not 44%
traveling now. but it has never been
easier to reach this audience.

travelers more than most

nlowsma lnwmm BIO'NSING WATCHING ~ WATCHING
TELEVISION ON-DEMAND
SSTREAMING

s |
‘23, '32,

spanding less spending mare
in-person overall In-person on graceries

3 COMPLIANCE WITH SOCIAL
DISTANCING VARIES BY REGION
AND CONTINUES TO INCREASE
DRAMATICALLY, SPECIFICALLY IN
THE SOUTH

WHAT THIS MEANS: If consumers are
likely to visit retail environments, businesses
should consider ways that they can ensure
custamers are compliant while shopping.

ron-complisnoe rets.

5 IT'S TRUE

(BUT THEY WANT TO!}

WHAT THIS MEANS: Traval
and hospitality brands shouldn't
anticipata a rebound anytima soon
and should be careful to avoid
encouraging bahaviors that violate
shelterin-place.

= NO ONE IS TRAVELLING

+
% In every retall category, for

Both onlin sl in parcon
Sropping. mors than 505

=spending more
in-permen on talletries.

4

FEAR OF CONTRACTING THE VIRUS IS RISING,
AND ALL AGE GROUPS ARE AFRAID

WHAT THIS MEANS: Fearmongering may not be recsived
well by older sudiences. Brands should be factusl but avoid
panic or fear-inducing messages. Expect shifting bohaviors
fram younger age groups as fear increases

S3% of 1834 yEuralds are afraid

And, & smller portion

agod 55+ rapet bising
R RiPafagf very soned

Of thoas who have plom to 4% of & delayi
55 ottt i it plis bt Dol ol s This st ey
mk“umku@namw|m M"M#ﬂml\ﬂ‘ﬁm

>>evergy
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Marketing During COVID-19

So... what does this all mean to you?

Money matters more than ever

Consumers focused on comfort,

health, and home

Consumers challenging businesses,

Lil Floozy Shirt @StephMcNasty - Mar 16
and what companies care about profit only.

LY

The Coronavirus is really showing what companies care about their employees

demanding compassion Y @200 sunavara

Businesses MUST empathize

companies profiting off of pandemics at the sacrifice of
their employees' health and safety is disgusting

This is a HISTORICAL time for

marketing!

Jane Marie @ @SseJaneMarie - Mar 13 £
This thread will link to companies profiteering during the COVID-19 pandemic.
Boycotting them all is a good use of your time during isclation. Send tips to
DMs! 'l start: @youngliving and @doterra

>>evergy




) Marketing During COVID-19

Should you advertise? YES! Just keep in mind....

« Structure your message to what's important

v" Saving money for customers
v" Making them comfortable

* Is your content

v" Providing meaningful value?
v Tone appropriate?
v" Coming across as profiteering or helpful?

> evergy
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General Discussion
Y 4

« COVID-19

v How are your customers reacting?
v" How much internal impact have you seen?

v Survey URL: surveymonkey.com/r/EvergyCovid

* How is your spring going?

v" PMA's?
v Weather?

* What questions do you have about the program?

* How can we help?
P evergy


https://www.surveymonkey.com/r/EvergyCovid
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Outreach Team

K & 7] Main Office
eIty remper / @een| Zach Tarhin

Outreach Manager & rowenano 816-772-1000

Southern Region & Distributors cossnoms | ResidentialRebates@evergy.com

816-730-7613
terry.kemper@icf.com

Mike Trainor

Northern Region .
913-258-4061 Misso
mike.trainor@icf.com -

LEAVENWORTH

Brian Lunceford

Eastern Region
816-206-4448

brian.lunceford@icf.com >»eve rgy



Thank you!
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