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The A.G.A. board and committees, the A.G.A. staff a 
3. Waiter Thompson Co. have recogni at cont 
communication policies and programs must take into 
account two overriding factors in gas eting t 
that merit special consideration: i 

2. the consumerism movement 28 

As a preface to what follows, it is appropriate 
( fore, that these Plans and Recommendations beg 

summary of the supply situation, and with the 
opportunity of the gas industry to identi: 
positive aspects of the consumerism movement 
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IHE SUPPLY SITUATION 
natural gas and all fuels today is A challenge acting natural gas and all fuels So¥ 12, the enormous growth in the nation's e 

these charts show, energy consumption in the United 
States has increased over 50% in the last 10 years. 
Today, more then a third of the nation's energy nee 
are supplied by natural gas. 

Extent of the Gas Shortage 

The extent of the gas shortage varies by region with / 
some utilities obviously affected more than others. 
Those least affected are in the Southern producing 

: regions where intrastate deliveries are not subject to 
federal regulation. 

, The effect so far has been more in the industrial part 
Of the business rather than commercial or residential. 
Many utilities have declared an embargo on additional : industrial business and cut back or eliminated indus- 5 trial advertising and promotion. 

Ex Most of the utilities hope to at least maintain the E residential load. Some are goregoing conversions. 
Others are not extending their lines to add new cus & tomers.
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What is Being Done i 
Eh 

The problem cannot be solved overnight. It is estimated | 
That evo at Bast teete my be a Dy of thies year spon NI 
from the time the producer hits a well until the gas B 
comes out of the housewife's burner tip, without consider- 
ing cuch other factors as additional pipeline capacity, ol 

8 
The quickest and surest solution without question is for AE 

all concerned —- all segments of the industry and govern- 
mental agencies —- to adopt a realistic approach to field al 
prices and get out the abundant reserves of gas which are i 
known to be in the continental U. §. and offshore. i 

The industry is seeking various other sources of gas EE 
3 supply —- v 

( —- liguified gas is being brought by tanker i 

from South America, Alaska, Algeria, etc. i 

—- natural gas from coal (with a pilot plant i 
already in operation and hope for a gigantic vo 
federal subsidy) 3 

—- importing gas from Canada via a new billion 
dollar pipeline k 

It is generally agreed, however, that the above and otl 

new sources are not going to solve the problem en tot 
or in the near future, that what is needed is relief 
the wellhead. Further, as of this writing, it is be 
that this relief is close at hand. 3 
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There are several reasons gas utilities must maintain 5 their residential market. he 
To mention only a few: 1% 

+ INPORTANCE OF mE MARKET 4 The residential market accounts for 92% of J 
the industry's customers and 52% of its gel revenues. On the other hand (and important - 
to the supply problem) it uses up only one- : 
third of gas consumed. : 

+ NO STRONG ALLIES 3 Unlike the electric industry, there are no 
giants like General Electric and Westinghouse : 
to support the gas franchise, particularly on P 
the national level. If the residential 
market is to be preserved, the promotion/ a 
advertising job must be done by utilities and 2 
pipelines working together through A.G.A. A 

. KEY TO RATES : 
Like any other industry, the gas industry x 
has certain costs which are fixed on a per 4 
customer basis and other costs variable in 
nature, such as the cost of purchased gas. 
The utility industry, however, is character- 3 
ized by an exceptionally high ratio of fixed x 
costs. In order to maintain reasonable unit 
costs, or rates to individual residential a 
customers it is necessary to maintain a high 
total level of residential consumption. 
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. mE wATIONAL INTEREST bs. 

1) Effect on low income families -- Any Bi Increase In rates caused by a loss in in 
residential per capita consumption 5 
would have its most grievous effect on a 
the 25 million people now living at or 4 
below the poverty level, many of whom Su 
look to gas energy to conserve their bi 
expenditures for the necessities of life. a 

2) Conservation of resources -- A key area, Le 
too, is resource conservation. Taking 3 
efficiency into account, it takes 125 ; 
units of gas to provide 100 units of heat 3 i 

in a gas heated home. It takes 250-330 

units of fossil fuel converted to elec- 1 
tricity to provide 100 units of heat in 3 
an electrically-heated home. 3 

3) Pollution -- A switch to electricity for 3 
Such Functions as space heating would 
compound the supply problem of all fossil a 
fuels and the national pollution problem 4 
as well. 

4) consumer Protection via Competition -- 

As former FEC Commissioner Carl Bagge has i 
said, "Our national ethos includes an un- 

questioning faith in the efficacy of com- 3 
petition as the ultimate means of assuring § 
protection of the consumer and efficiency : 
in our use of resources. The gas industry 
provides an effective competitive force 4 

which provides the power consumer with a . 

truly competitive choice." pe: 

5) Jobs -- $2% billion were spent in 1969 p 

for utility construction for the residen- 

tial market, meaning, of course, a lot of 
jobs for people outside the gas industry. | 
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Two other reasons were often mentioned for not letting gr 
up on residential marketing. SE 

. Preserve Market for Tomorrow Ril Utilities cited the intense competition 5 especially in heating. They stressed the 5 
need to get the new housing load today to : have that market tomorrow. a“ 
The electric industry has left no doubt as E 
to its intensions. Donald C. Cook, President oH 
of the American Electric Power System and of 
a frequent spokesman for the industry has ba 

said: 1 

"The electric energy business has ; 
been characterized by spectacular i 
growth, and by the inroads which A 
it has made into those areas tradi- 3 

tionally occupied by competitive ? 
energy forms. 3 

If we continue this growth - and i 
I know we are capable of doing so - 
the total electric way will be the iad 

standard way in our American society." a 

Any relaxation of the gas industry's residem- 
tial marketing effort would surely serve to kee 
accelerate competition's inroads. % 

. Preserve Builder, Dealer, Manufacturer 
Activit : 
Utilities felt continued residential market- 
ing support was essential to encourage these 
industry allies to maintain their interest 
in gas. 

i 
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Importance of Continued Communication  ¥ 
The question is sometimes asked: "Why advertise when 
you're selling all the product you can get2" 
Some utilities have been under pressure to consider this 5 

Question -- budgetwise, regulatorywise, from industrial Ad 
customers and even shareholders. 4 

The importance of maintaining the residential market : 

has already been noted. To do so without continued 
communication with the industry's customers and prospects 
is simply not ssible. 

In its utility survey, J. Walter Thompson found wide 3 

recognition of the need to continue to communicate with 
3 

their customers to protect existing markets and assure A 

their share of future business. Most companies said =. 

that supply considerations have not affected the size i: 

of their residential advertising budgets. 
ia 

Indeed many companies report that their A.G.A. matiomal 

advertising is more valuable to them now than ever before. 

This because the national ads and commercials give 
them 

product support in their market 
without the problems their 

local ads sometimes cause with 
industrial customers. 
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In any case, A.G.A. residential advertising as outlined HE 3 in these plans is not in a real sense what could be ie called "promotional" or "load building" advertising. a 
(This is particularly true since, as shown later, gas Er is out-advertised nationally by competition roughly A 
between 5 and 6 to 1.) # 

In present volume, A.G.A. advertising is in fact more Wu 
of a sustaining effort designed to maintain a favorable 
share-of-mind for gas for future sales. 3 

Further, as will be shown, the gas industry has new Ey 
needs for communication which go beyond marketing or 3 
sales -- needs which require communication with all 1 
of its publics (not just customers, but financial, aE 
regulatory, shareholders, builder/dealer allies, etc.) Bp 

Funds for this communication are not new funds, but 5 
are being diverted from product messages, which of 3 Bes 
course adds to the sustaining rather than load building 
nature of the residential campaign. % 
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A:G-A. advertising provides the industry's one means Of communicating with these publics. Its value, and the need for its support, while recognized by industry leaders and most utility managements, needs broader understanding among regulatory groups and others con- cerned. 

The A.G.A. Television Committee has taken note of this Py drafting a new statement of policy and objectives. 
he preamble and basic communication objectives stating the importance and function of communication to the gas industry during the supply imbalance are shown here. 
This document was reviewed and revised over a period Of weeks by many of the best marketing minds in the industry, actually the full Television Committee rep- Iesenting some 75% of participating industry meters. While drafted originally for television, its basic principles can and should apply equally to A.G.A. res- idential print advertising. 

Consequently, it has been used by J. Walter Thompson Co. as the basis for its recommendations on communication policy and priorities shown in the 'Communication Policy" section of these plans. :
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NATIONAL GAS INDUSTRY TELEVISION “ 

C STATEMENT OF POLICY AND OBJECTIVES 

iar em 
Americans today face a supply scarcity for of 
all types never before experienced in this yos oF 
The impact of this could affect everyone in the. a 
States in significant dimensions. ge x 

Ta It is no comfort to the natural gas industry that 
shortages exist in coal, electricity and oil. event a 
the problems of these energy suppliers tend to 
our own. “ia alg 

The present imbalance between new demands and new plies 
reguires that the gas industry market gas to provide the 
greatest good for the greatest number of people. eat a 
It is in the national interest that the gas industry 
Raintain ite TesiBentis) merhote aif Srotr  gid 

abi t 
- 1. To make the most efficient use Of the 

nation's energy resources. 1 

2. To maintain the competitive position of 
gas and preserve the consumer's choice 
among fuels. + 2S 

3. To protect the industry's primary fran- 
chise which makes possible quality service 
and reasonable rates to all users. 

on 
It is equally vital that the gas industry maintas ts 
communications with the public it serves. Today t 
are new needs for communication ... Fa | 
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1. To maintain share-of-mind today whi 
leads to share of market tomorro 

2.0m Co derstanding 
industry's position on environm 

concern for the consume: 
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1970 saw the beginning of a major innovatior 
industry communication -- "consumerism" adver! 
that will be continued and expanded in 1971. 
advertising. seitey 4 

This section covers the background of this a 
the wonderful yet virtually unknown story whic 
has to tell in this area ... the very c. ez 
it ... and the tremendous opportunity that it 
as documented by research which shows: 

1. awareness of how gas stands vis-a-vis 
consumerism criteria is virtually non- 
existent; zV HOA 

2. gas fortunately, however, has a story 
tell that is strong, powerful and truthf 

3. exposure to gas consumerism advertis 
has a profound effect on attitude 
the entire spectrum -- gas indus 
companies, products, and futu 
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One of the most powerful forces in business today is tl 
so-called consumerism movements gies i 

people are looking behind a business or an hry i 
today, behind its products and asking questions that are 
particularly appropriate to an industry like gas which 
operates under public franchise and in the public interest 

And consumers are not the only ones asking the questions. 
Increasingly, the gas industry's other publics are taking 
note of the questions -- and the answers. Publics such 
as state and national regulatory bodies, citizen action 
groups, the financial community interested in the indus- 
try's future, employees, and other components Of fos: 
business system -- builders, architects and dealers. 

si move pe 
They are asking questions like: tat 

7 Cw oe 
. "What is the company or industry doing 
about contemporary problems?" Rik 

. "Do they contribute to pollution problems, 
or are they basically on the side of a 
cleaner ecology?" LET 

. “What are they doing in research and devel - 

opment to make for a better tomorrow in 
terms of improved products and services? 

. Are they concerned with social px oblen s 

such as ghettos, jobs, urban decay, better 
housing?" aa 

. "Do they really care about the consum 
How carefully do they test thei: 

hy 
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The Need for the Gas Industry 
to Communicate its Consumerism Story 
With the public looking behind the product, the public 
profile of a company or industry is becoming increasingly important. 

In the case of gas, research indicates a clear need for 
communication if the industry is to bring its image into focus. 

As shown in this chart from a 1970 public attitude study 
by INGAA, the pipeline association, the gas industry has 
a very low profile. It is somewhat out of sight, lost 
in the middle between the sharply positive attitudes 
toward the electric industry and strongly negative atti- 
tudes toward the oil industry. 

In this day and age, however, there is no haven for 
industry in being out-of-sight. Its consumer, government, 
and financial relations, as well as consumer sales, all 
depend on a strong and positive image for the industry 

] as a whole -- which then translates, of course, to the 
] companies within that industry and to the basic product 
TR and service. 
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That the youth panel id not know whether gas or elec- tricity pollutes least, is something of a surprises 
Being in the gas industry and knowing that gas does not Sirty the air, it is easy to assume the pubiie Noows $35 13a non-orrrian On de mer 
They ‘dons 
Although gas is, of course, less of a pollutant (virtually 
no pollutant at all), the INGAA study shows the public perceives electricity as the clean ast fast ott : 
Undoubtedly, this is a rub-off from the greater amount 
of electric advertising over the years which has stressed 
"cleanliness" -- and the growing number of electric ads 
recently on ecology. 

In any case, with the growing importance of environmental 
considerations in all purchase decisions, the need for 
gas to identify itself as a "clean" energy and to communi- 
cate its ecolos story is strongly indicated. 

or
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Another aspect of consumerism important to the gas 
industry is research and development. What is the 
industry doing in RSD to improve its products and 
service? 

It is a well known marketing fact -- substantiated by 
massive research -- that people tend to equate a busi- 
ness or industry with what they think that industry is 
doing in research and deve lopment. 

| For example, a study conducted by Gallup for J. Walter 
Thompson showed these companies (including GE and 

k Westinghouse) most outstanding in public awareness of 
i the research and development they do to improve and 

develop new products. 

As shown on the following charts, there is a strong 
bs. correlation between these companies . . . 

Eo 
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Zl. 2nd the companies which financial and business executives single out as outstanding in terms of their opportunities for the future. 

This correlation between research and development and a company's overall image also exists among the public as a whole . . .
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One means used by research firms to wrap-up in one guestion a person's overall attitude toward a company is to ask: 

"If you had a son or nephew who was 
interested in going to work for one of 
these companies, which one would you r most want him to work for?" 

As shown opposite, the companies with the best overall public image are to a great extent the companies most highly regarded for their RsD. 
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That the public is still largely unaware of gas industry 
research and development, is seen in those further find- 
ings from INGAA's recent study. 

By a wide margin electricity is seen as the "fuel of the 
future” and as the "most progressive’ industry. 

It is essential that the gas industry start to communicate 
its research and development story if consumers are to 
believe that the industry is seriously interested in pro— : 
viding good products . . . and if the financial community 
is to have confidence in its future. 

Further, such advertising can be a real help to gas 
products. A prime deterrent to gas over the years has 
been the so-called electric syndrome -- the feeling that 
anything gas is not contemporary, has limited growth and 
future.
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One reason the electric industry has a favorable image 
in these areas is a massive volume of advertising 
communicating their "consumerism" story to the public. 
Shown here are but a few of their recent ads. 

Conversely, as we will see later in this section, 
attitudes of people exposed to gas consumerism commer-— 
cials on the Ford's Theatre TV special rose dramatically, 
vis-a-vis electric as the control. 

Tad
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The opportunity for Gas 
te of the censors the gael industey Gmomidien 
consumerism advertising is that it has a stro 
positive story to tell. This is not true of ev 
company or industry, but it is for gas. 

Shown opposite are just a few of the subjects whi 
lend themselves to ads. ¥ 

Early in 1970, J. Walter Thompson worked out and re- 
viewed with the appropriate committees a number of 
possible approaches for ads and commercials in tl 
subject areas. In this development they vere guid 
not by guesswork or opinion, but by highly professio 
consumer research. He 

The outcome of this creative work in terms of a 
commercials is reported later in the “Creative” a 
"Television" sections. Pertinent here, howeve 
the results of the creative guidance research 
serve to illustrate the opportunity for gas e 
its consumerism story. REET 
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In June of 1970, eleven pattern ads embracing the whole 
range of the gas industry's consumerism message were 
pilot tested in a series of in-home interviews with men 
and women 

Questioning focused on four areas: 

- Do the advertisements ... the campaign as 
a whole ... create a favorable impression 
of the gas industry? 

. Are the subjects important to consumers? 

. Do consumers respond favorably to gas 
industry involvement with these subjects? 

. Did the public learn anything new from the 
ads?



athe 
je fe Summarizing the results: Loh 

- Te public's impressions reflect their own personal experience wit 
gas or their gas company. 

5 
- Impressions of the gas industry as an industry were hazy and 1t 
to bring into focus. i 

+ Awareness of the industry's involve 
ment with ecology. R&D ox constme 
protection was almost non-exister 

After seeing the ads + varia 

- Consuners saw the gas industry in 
a new light. Rifai 

or [) . There was awareness that the industr 
does more than supply fuel, that 
has extensive involvement in these 
areas of current concern. 

. The campaign created a new way of 
thinking about the gas industry’ 

i from 1 

an established, old-line indu 
taken for granted as a fuel 
supplier ... 

© industry actively conce
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| on consumer protection . . . 

H 
| A.G.A.'s consumerism commercials showed a 
! significant effect in increasing the number 
{ of people aware that the gas industry seeks 
H to inform consumers on the use and care of CG 
{ its products. 

x
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3 On research and development . . . 

The A.G.A. commercials substantially increased the number of consumers aware that the gas industry does research and development to improve its products and service. 
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on ecology . . . 

The gas consumerism commercials on "Festival 
at Ford's" showed a dramatic effect among 
viewers in increasing awareness of the gas 
industry's concern and active role in helping 
to solve pollution problems. 
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6 "IS ACTIVELY CONCERNED WITH ENVIRONMENT AND 
IS HELPING TO SOLVE POLLUTION PROBLEMS" 

% WITH STRONG POSITIVE IMAGE 
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Source: CATV Test -- Festival at Ford's




