Utility
Bill Media

Unlocking
New

Horizons
of Advertising

Branded Utility Bill Media

In Pakistan, nearly 29.1 Million Utility Bills carrying
important data i.e. utility service usage record, travel from
person to person each month. This document of high
importance has been turned into Pakistan's biggest and
strongest advertising medium by PowerAD. A medium
whose reach, targeting, customizability and flexibility are
matchless. Once your ad is on ulility bills, consider it
unavoidable. Its un-cluttered environment eliminates the
distortion and noise inherentin other media.

In addition te Utility Bill Media, Event
Managemenl Group also offers strategic media
solutions for Web Advertising on Yahoo!, MSN,
Google & AOL, and Qut Of Home Advertising
through its subsidiaries eTechsol and PowerAD.
eTechsolisthe Certified Ambassador of Yahoo! as
well as Certified Professional of Google Adwords.
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Top Features

Highest Reach

Utility bills media has the capability to deliver the adverlising message to 29.1 million
households of Pakistan via WAPDA, KESC, SSGC, PTCL and SNGPL collectively. The
unique subscriber base, based on electricily subscribers, is of 19.79 million households
nationwide. The only medium which reaches each & every house of Pakistan where
electricity exisls,

Targeted & Customizable Reach

The UWtlity Bills media provides advertisers with an unmalched level of geographic
targeting. The advertising message can be segregated for a particular region or a
particular city or a specific location within a city. It gives you full control to manage your
media spillovers & provides absolule penetration in the desired Target Markel. The clent
defines ils largeled reach himself to achieve his marketing objectives.

Customer Relationship

Bill is the main transaction driver which eslablishes the engagement with an individual or a househaold on long term
basis while crealing brand loyalty, integrity & image. Gross selling enhances the customer base.

Un-cluttered Medium

Dne advertizsing spot at front side of the bill provides un-cluttered environment, contrary to
other mediai.e. no distortion and no noise.

Guaranteed Delivery

The advertising message is carmied and printed on utility bill, hence, it must be delivered
bacausa the Govemment revenue is linked up. If bill is not delivered, people usually
contact the concerned office 1o get the duplicate bill.

Mo Cost Impact on Recall Ad

Eill is must seen on three different cccasions within one manth. Hence client does not
need to pay for the recall ad impressions within one month. In Newspaper and TV, the
client have to pay extra cost for each impression that he receives on a different occasion,
This is a big difference which reduces your cost par acquisiion.

Completely Unavoidable

Utility bills are seen by the decision maker of the house. Bill can’tl be deposited without
seeing. Hence advertising message is always delivered,

Cost Efficient

The medium is unigue not only in sense of its reach, cuslomizability, flexibility and high impact, but for low cost as well,
The cost per viewer is ransparent and calculated, The average cost per viewer and per impression is PKR 0.50 &% 0.21
respectively. Inother medium, you can't be specific about your cost per viewer as itis all theoretical. In electronic media,
the obsolete diary system is being used & its findings are disputed.




Statistics & Figures
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Electricity Subscribers (Households) In Pakistan : 19.79 Million
Average Number of Individuals per Household : 6.75
Total Individuals ; 133.58 Million
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Targeted Market Areas - TMAs

The smallest unit for advertising on Lility Bills s the Utility Companies Circles | Divisions | Subscribers
“Division”™ of the Uidity Company i.e. the Media provides

201 TARGETED MARKETAREAS. The no. of households | LESCO (Lahore) 7 k2 2907080

in each Division ranges from approximately 20,000 o |[ESCO (Islamabad) 5 15 1 B46.166

200,000, Imaging the freedom of selection of your desired -

B marakin andindkddiiale. GEPCO (Gujranwala) 4 20 2,307,905
¢ ) ) FESCO (Faisalabad) 4 19 2570417

The wtility bill media offers plenty of choices o advertisars

for area selection & the way of distribution of the ads. t | MEPCO {Multan) B 28 3,540,457

includes: QESCO (Quetta) 3 11 463,388

» Complete Specific Division (201 Areas) FESCO (Peshawar) i 30 2,388,206

« Random Distribution in Divisions

« Complele Specific Circle (47 Areas) TESCO (FATA) [RRSIES T " — 307,932

« Random Distnbubon in Circles

- Complete Specific City HESCO (Hyderabad) & 25 1,480,254

« Random Distribution in the City KESC (Karachi) a 13 1,975.517

« Complete Specific Company (10 Areas) —=
« Random Distribution in the Companias TOTAL a7 20 19,789,322




Control And Accountability

Utlllt}f Bills - Wtility Bills Media | Newspaper
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advertising to a pandent
new level of EHH'JET Guaraniesd Thaoratical Theoratical
tEI'gEtEﬂ Exposura Guaraniaed Mo Guaranias Mo Guarantes
market —_— =
penetration, | Eovironment | Unciutberad Cluttered Clutterad
fﬂﬂt“?' Engagement Kepl as Recond Unknewn Unknown
calculation, ‘ _
Eﬂntrﬂl Ell'id i {:anir MWE High, Govemment Document bedium Lo
accountability.  RecallAd cost No Additional Cost Additional Cost Additional Cost

Utility Bill Viewers & Impressions
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Tha wtility bill survey shows a |0l mars imprassions. The numbars shown hane ana the most cartain viewars & impressions,

Growth In Media Awareness
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Advertisement Response Rates

Market Survey (UK)

The response rates for different types of advertising on
Bills / Statements and Customer Correspondence are
defined through market survey conducted in UK by
Group 1 Software Europe Limited.

Adwartising on Existing Comespondenca
Campaign Type
Realerning (e Recyment 1 an Enclosd Lealsl o 65.5%
Otiher Documaond
Reirlarring 1 Ricpione 5o Tasophang Murmdr 0%
Ralerring the Rocipiant o a Yebsbe 5.3%
Rearlerring the Racipient to a Branch or Slore 4 4%

Survey Majer Findings

" Highly respectable response as compared lo any
other marketing channel.

® Using bills and staterent as marketing channel grows
the use of graphics is likely to grow exponentially in
the drive to grab customer attention and interest

Source; hitpfwww louchbriefings co.uk/pdi433group!_tech pdf

® Bills and statement are often viewed more than once,
as they tend to be left in a pile or pinned to board until
they need paying or filing. |

The lengthy attention, people pay to their bills, statements and letters combined with advertising that is
carefully targeted to highly relevant and timely recipient, overcomes any negative feeling that the
customer might experience.

The receiving person places the bill at pre-decided place in the home.

Market Survey (Pakistan)

The response rates for different types of advertising on Utility Bills are defined through market survey
conducted in Pakistan by Event Management Group.

.I'-.:'.{-rl-'_.:"-:_: an Ex sting Commespondencs

Survey Malor Findings

Campalgn Type Rate %) - :

Refernng b Recipan b Teepons Murmber 7.1% Highly respectable response as compared to any other
Rafarnng the Rocipsent to a Websile 2.0% markeling channel.

rt-aren-ng Ui Flacipeent 1o .a Branch or Siora S5.4%

Bills are often viewed more than once, as they tend to
be left in a pile or pinned to board unlil they need
paying or filing. A bill is often viewed by at least 3
individuals on different occasions and generates 7
most certain ad views.

The lengthy atlention, people pay to their bills,
combined with adverlising that is carefully targeted to
highly relevant and timely recipient, overcomes any
negative feeling that the customer might experience.

® The bills are kept safe as an important record at pre-
decided place in the home.

Generally, in A & B categories, the bills are received by
sarvants and handed over to owner’'s wife or children
while in C & D categeries, the bills are received by
owner's wife or children.




AC Nielsen India Research

AC MNielsen India conducted a research for a Ulility Bill Ad Space Selling company "Axis Ad-Print Media {India) Ltd." in
August 2007, The purpose of the research was fo measure the reach and effectiveness of UB medium, The research
largeting the house holds took in a sample of B54 respondents of age 18+ thal were exposed to the alectrcily bills,
According o AC Mielsen India findings, the tolal sponlaneous plus aided recall of ads is 50%. Tha recall (spontanaous +

aided) for eleciricily bill elements is as follows:

Tariff details 51 %, Ads 50%, Messages 35%, Due date B8%, Units consumed 85% and Past Consumption §1%.

Bements recalled [spont. + alded) in Bill
040 -

Ciooasion of rvolvement with last 3 Bedridty Bills
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In HH's where primarily one member is exposed to the bill, it is
generally males (husband). While, within households with
higher reach (3 members) for electricity bills, children and
wives account for a good proporion of the audience

WAPDA Advertising Spaces

Reach in HH v members axposed to the elactricty bills
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The booking of Back Panels i conditional and is subject 10 booking of Front Panal in the required ThiAs.



Bill Distribution Schedule

The distribution of bills starls between 10™ to 15" day of the month.

The total bills of the month are divided in to 20 batches. One batch per working day is distributed. Each
batch contains approximately 5% of the bills of each Division. The distribution of complete bills of 1 monthis

completed in 20 working days.

If the distribution of bills starts after 10” of the month, then the last few batches are distributed early next
month. Here, the next month is called as *Minor Distribution Month. The number of batches to be distributed
in Minor Distribution Month, depend on the start date of the distribution i.e. if it starts on 127 then the last 3 to
5 batches are distributed in the first week of Minor Distribution Month due to late start date, Sundays or any

Public holiday.

Releaso Order & Art Work Cut Off Dates |

Distribution Type Ad Month
100% Spacific Division AprOT
Random in Divisions (Partial Divisions) Apr-07
100% Specific Circle Apr-OF
Random in Circles (Partial Cincles) Apr-07F
100% Spacific Company Apr-07F

Random In Companées (Partial Company) Apr-07F

Distribution  Minor Distribution Lead Peanod

Manth Manth Cut Off Dale Working Days
AprlT May-07 28-Mar-07 12
Apr-07 May-07 Dependant® B
Apr07 May-07 25-Mar-0T 15
Apr-07 Pay-07 Dependant™ B
Apr-07 May-07 25-Mar-07 i5
Apr-07F May-07 Dependant*” B

"*The cul off date i3 dependant on the quantity of ordered bills at the e Release Order,

Bill Distribution Confirmation

Terms & Conditions

Another feature of the ulility bills media is iis
ransparency of quantity of bill distribution in
accordance with the Client's Release Order.

Thera are number of ways and means available to
the Clent for the guanttative check of the bills
against its releases, thus, ensuring thi planned
Reach even before the distribution of their
advertising message.

' The client can depute his representative
o count the number of bill forms printed
with his Ad at the time of delivery of bill
forms to WAPDA computer centars. Tha
bill forms are supplied 1o WAPDAIN boxes.
Each box contains 2000 bill forms. So its
easy to count the total quantity.

2 Acertificate of quantity and distribution of
the bills, issued by WAPDA, could be
provided upon request

Th Clent can choose any one of the above means
for quani®y confirmalion

Payment Terms:
o0% Advance Paymenl along with the Technically &
Commercially clear Release Onder,

50% Balance Paymeant againsi preseniation of printed proof of
the bill form & Original Invoice within 1 week of the Invoice date,

Mode of Payment :

The payment musl be made via Bank Drafl or Pay Order or Cross
Check in favor of M'S PowarAD. In case of Cross Check, the ball
printing will not be iniftiated until the Check is credited in
Company’s bank account. No Cash payment will be accapled.

Bill Distribution Accuracy :
The distribution accuracy will be as per the salected type of bill
distribution [Refer to Rale Card).

Art Work :

The Arl Work shall be preferably provided along with the Release
Order, but not later than the dales specified in the Bill Distribution
Schedule corresponding lo the type of distribution selected in the
Cirdar. The Art Work shall be provided in exact size and farmal of
the selecled Ad. The file formals accepted are GIFIJPEG. Tha
mdifications in Arl Work will nol be accepted after the initiation
of bill fiorms printing.

Force Majeour:
PowerAd is nol responsible for delays caused by strikas, fires,
and/or any other *Force Majeour” beyond one’s control,




Reference Client Comments
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MINISTRY OF HEALTH: Sucosssld public service massagieg is askaribord ASKAR BRANK: This & very much lncused madsem which fulfis

ool ths Ioughiest things in pdvertsndg fsid buk we raraged i qudes
sty using the modam of uilty bils The boauty of Sis modum (s
thal @ Tha Tiiorats aro koon 10 know oboul tho ds printsd on bils
o oo cores the mesdasm has an orasvnaishds resche Ve ans mone
thin haggry with our decision of going on hals.

Mt Khan, Heath Education Adwisor

TAPAL: We are 8 teand which i sheays bssn o tagel T familles
rathar T indbvichuads. VW o i meium axcapbanaliy good for
O CaETERaigns s The whola Tamily shows intonest in 8. The roswits
are haarerang pnd we are plesssd thal we wed for thes medipm

Hargen Rasticl, A Maruiling

WARID: "PovearAD provided 'Wand Tolecom with thi cpasmurily b2
wia bl Bilte &5 @ rrestium wisich fued @ liege and vaning resch and
WS el ofant an wanl TRiS fibsum Rk Sty ooomes i
Bisnntal lppon i all ol Wand's caSpalgns. ©

Hamia Fasong, CEQ

HE&EIE BANE: W hrv wiid B msbum for conpoeks siverang
nind preds promobss i Facnchi ind Lahans Spocinly is A caegesy
areas and feedback was eecolonl and Quils onlbiprsing

Aremanc Khan, Exsoutnag Wion Prosie

MINDSHARE PAXESTAN: This modim Ffas o greater mach as
oompared b plham and i geves Tha tegeled reach, Mesieldy
sl ercRon of it s nuimites of spbeorbars 0 ba iwgoied. e fe
ulmaio obpectiee of any modin plonnes o buyes D Favn Suoh
Phani ftalsby and corbrol oses medam

Syed Munir Ahmad Gadn, Marager Media Buying

BROOK BOND, UNILEVER: Adverising on Uity Bils i wndachl
wiy 0 rekch avery Bousehold o Pakwien This medom o vy
affective il you ane Lgetng decsson maker of tha house spacially
s fipmiiees

Brnnd Munsager, Brooks Bond

WHEEL: W found [hal tha mediam & wiry Nesbde and geees
nigsnd each i o8l guakhed nch Bl lwaal CPM, We e

advarising regulary or bitier retunn on Rdvintsing speeing
Brand Managar, Whos

MUTORDLA- Al Brsl wa wenn Quite hestont o pcdvastise usng this
madiam but e bold step pald off and | mus! say it pakd wel, Tha
rEsponme W Almosd enermous and the effects wers yel even mone
encouragng. Bes of ol we reached remole amas wsing ulity bils
iy ey mred oFpolraoly ugeng Hhis meddiem and Wi can say wih
guaranies thal nofng is betier han uliity bls ke remole ares
Covemge. e have aieady decided 10 opf Tor This medum of
odverisang on ulility bils using PowsAD. Have you'?

Sarien Abd, Coumiry Hoad

MCHLA, LINITED MORILE: We am mans Than pleassd 10 &y we ane
o luciy chont of PowdrAD Tt wanl for the wtility b8l msdium ged
samad gur resard for doing =0 in e shaps of business boost
beyend expecinlion. This madSum hai & chaim a8 well a8
offectivenass in . We hope this medium prospons mone and we can
puredy iy thal Inmomow besiong s 40 B mesdaym

Eiag Hassan, Exedutive Direcior Buieds Dawelopmani

PARISTAM STATE OOL: As o comparny runnig e biggesl chan
worh cormprisng 1400 cullsls thivughou! Pakslan, we wanl oul
prechiiarms &l dedamriting io b i pesasriul AR US, Adveriung on ity
Bl gEt s mRone thieh s Espichicl i 10 dobest. The Bigoist
fnatune of sihverseng on ubity bl wy feal ae fres Reial v,
carsiomernbilty and reach

It Ourmshd, Brmnd anages

PEL: Before adverising we were under impression thal fis s
usslesa madum and nobody views T Bl Bul whan our Sereor
manapoment phowed UL ID 00 N EAperinent T MESpONLE Wi 50
high thal our CMD phona momber and 10 board nes Docams
Fraufhciend 10 hnndis P Py, Thsn we P nesleod T sinengih
A DRSNS ol [ e

e Jamial, B ertereg Rbanisger

Heoad Office: Regional Office, Karachi:
104 N, Modal Town Exi Flat # 5, 3rd Floor
Lahore Pakisla G7-C, 11th Commearcial Sireal,

P +82.4

x +E2-4

Calt; D300

BAET020 Cell: D300-8250302

i Il Exl. Dalancs, Karsch
516 2298 Ph: +32-21- 538 8987, 824 0372

ol vl Pebebet. il Mridclin Bispee ang pdveresas. Ty B waly ulalul
adveriming vehice b conBumer promolon and CorpoTate
acvpiiming af wel, Sints wo have Adveriasd moio Ban 15
Ml o tha Uty bl e M iealized Bl tha mecall waks is
ey b in e s

SaPranF HhAR, Liscin WMarlssr

SONER] BANK: In tha Degenreng Wwe were Guibs resuctant o
adkerisa onels, bul cne Cay our presden] asked me o pdeeriiss
o the Bl IR e Bl phads we 150k tha SO Bl ol Earsahl
Dweferso area and 100% arpa of Gulshon-e-igbal. Tre rosponse

Soneri Bank s e BALCURIGING BT DUT CLINME: SARACH Wi Nol Akl 50

caler e cusiomans due lowork lned
Shafky Posha. Vice Prosden
FAYSAL BANK: Thal wad ghaal diny fof ma wheh Sy el

apprecisted ma kor inducting tha wility bills in the meda plan. The
o fancing compagn s Bunched on he bils of Lahons

FAYSAL BANE Farachi Fesaiabad, Islamabas, Rasalpnd b the & ca

aroas. The response wiss temendous. Our cuslomes sonvice sia
whad io st 61 M naghl for polseanl CEnSeReR Sl B
FESDONSS. Furtermoen, wis have advoriised for oms month, bul Bs
impact mmared up o 80 days. This B very cost efecte medium
wiiech edused our co% per oopuislicn .

5. Saiyligh Knrmi, Assistnnt Mansger Marieting

SAL 1 PAK SALM PAK LANE: Tha i highly aegeted madinm 15 Reps ™8

i mainrs . | gives us full ooieol b uliee his mede s v

B A N K wamA The i pmanng and esul cienied

Marsm Paracha, Head of Componds Communication

¥ FWACE BOOL : We aay we daal with haal Salanty i B baal
M;i of adverising on utlity bl advantages was 1oo Pl Bz handie for

L Wis WRE ArrAled By N ALGRN Ak i our BreeTS
saben. W soid oul rertanily in resgions far e near thanks to tha
propcmal grven B us by the PowerAD expcutives b come and
Seprling o ulESy (el

AL Bial, Managing Derecio

SHAN DAKASPATE: W want 10 taks opporiunity of this momen
B0 sy At thanks. 10 PowetAD . We 0ould never beliesa st
our makes grnph woaald reach the Bighest afier choosing PowesAD
o, our Acheiing Parings. 1| his bean andthis aleamy mont of

BUDODSS Sifon we adverised on ubilty bills for B monihs. & long
LA TALNTSRA o SLEefan oF e i bty viabli

Bl Cunciem, Chisl Exsutive

— HOOR BEAUTY SOMF & G SORP: W only boughd o sarall
| apade for o bRt of fun, Minking Thal ewehyone i doing this why

# Shouldn’l w, bul fow 'S i welng & pae of Dills helory, a8 we wan

fio o e soain and agan wilh the lergoat spaces avadlabis. We

fend| oul Gl apariercs Wisl largebing Aemeale gender

L-‘: Housgh vy bils s much easier than ony ofher medium. Ye'd
g o congraliisls PowstAl) Geel B leam |1 S B mosd cosl-

e effaciha mariedng ool we il enoouniend.”

Marhu iunnawses, Direcior, Axfar Comorabion Prsates LimSsd
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Midisn mogion wihich & ouwr el marol ond achsoved our
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i vy T ectv. Wa will b boneg term pasinons with PowerdD
iian Musinin, Depoonr Marksbing

FRBAN DEVELDPERS: R was wondorful axpenenca bo ke a
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Bl Javed, CEO
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e readicon e or iy ilis oG s well love o e Fen agmn
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Regional Office, Islamabad: | Website

Flat & 1, Block-3 URL: www. powerad_biz
PHA Housing Schame, Email: mloi@powarad.biz
a-Hid Isla

Ph:
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