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Objective

The City of Cape Town aims to achieve a 26 - 40% reduction 
in the electricity consumption of mid-high income households.



Our approach

• Research, Research, Research

• Consumers unsure of which actions are effective

• Research established the need for simple authoritive 
actions consumers could implement

• No Cost, Low Cost and Invest to Save

• Communicate the actions as simple tips

• Establish : 

“Electricity is expensive. Saving is Simple.”



Campaign content: 
10 best ways to save at home (overall) 

• No cost behavior 
change

• Turn the geyser temperature down to 60°c. 
• Use less hot water
• Switch off equipment when not in use.
• Reduce pool pump operating hours 
• Reduce excessive heating or cooling

• Low cost options, 
investing under 
R1000

• Install an efficient shower head. 
• Insulate geyser and water pipes leading to it.
• Install efficient lighting

• Invest to save 
options

• Install a solar water heater
• Insulate the ceiling 
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ExhibitionsExhibitions

leaflets sent out with rates bills 

posters at 600 pre-paid vendors

messages on pre-paid tokens, 
You-tube flashes, link via email

Print and radio

Caps, stickers, magnets, clothing Shopping centers, schools &

Dedicated high traffic areas

Knock and drop

Community newspapers

Electricity Savings 
Campaign 

Electricity Savings 
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PartnershipsPartnerships

Campaign Structure



Campaign Identity



Communication Strategy

• Long term approach required

• Provide simple tips and drive consumers to the website 
for more information

• Engage consumers both on an emotional level as well 
as a rational level.

• Emotional Triggers: Environment, Natural Beauty, 

• Rational Trigger: Save Money, My Back Pocket



Emotional Approach: 
Electricity could cost 
more than you think.





Rational Approach: 
Electricity is expensive. 

Saving is simple.









Poster



Brochure



Rates Bill





Advice Booth



Website
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