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Executive Summary

• The study was a final test on the new television spot and two radio spots, with the objective being to 

identify any red flags prior to the spots running in market. 

• The television spot “Little League” averaged 7.5 out of 10 in terms of the overall rating. 

• Both radio spots “Reliability Has a Name”  and the “The Source”, averaged 7.0. 

• Customers generally felt better about Ameren Missouri after watching the TV spot (7.1), as well as after 

listening to both radio spots (6.9 for both). 

• There were no critiques or objections regarding specific scenes or components from the open-ended 

responses. 

Based on this research, HLK recommends proceeding with the TV spot, “Little League” and the 

recommended and approved “Reliability Has a Name” radio spot.

Note anything rated under a 5 would be a red flag
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Overview

• Ameren Missouri customers were surveyed in order to assess perceptions of a rough cut version of the 

2018 Reliability Campaign, “Little League,” as well as the two radio spots, “Reliability Has a Name” and 

“The Source.” 

• A total of 233 customers completed the online survey between May 8th and May 20th, 2018. 

• 105 from St. Louis (45%) 

• 75 from Jefferson City (32%) 

• 53 from Cape Girardeau (23%) 

• No other quotas (i.e., age, gender, ethnicity, etc.) were established during fielding to ensure that a 

sufficient number of responses were collected to assess the advertisements.
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Overall Rating and Advertisement Makes Me Feel About Ameren Missouri

• Participants were asked to rate the television spot and each 

of the two radio spots on their overall rating as well as how 

the spots made them feel about Ameren Missouri after being 

exposed to them individually. 

• Regarding the television spot, it’s overall rating averaged at a 

7.5 and it averaged a 7.1 with regards to how it made the 

respondents feel about Ameren Missouri. 

• The two radio spots averaged similar to one another across 

both the overall rating and how the spots made the 

respondents feel about Ameren Missouri. Both radio spots 

averaged 7.0 in regards to their overall rating, and both spots 

averaged 6.9 in regards to how the spots made the 

respondents feel about Ameren Missouri. 

• There were no significant differences between the two Radio 

advertisement attribute averages. HLK recommends moving 

forward with “Reliability Has a Name.”

* Significant at 95%

Q14/Q16/Q22/Q24/Q30/Q32:  Using a scale from “1” to “10,” where “1” is “Poor” and “10” is “Excellent,” how would you rate the video advertisement overall that you just watched? / Using a scale from “1” to “10,” where “1” is 
“Significantly worse” and “10” is “Significantly better,” how does the advertisement that you just watched make you feel about Ameren Missouri as a company? / Using a scale from “1” to “10,” where “1” is “Poor” and “10” is 
“Excellent,” how would you rate the radio advertisement overall that you just listened to? / Using a scale from “1” to “10,” where “1” is “Significantly worse” and “10” is “Significantly better,” how does the advertisement that you just 
listened to make you feel about Ameren Missouri as a company? / Using a scale from “1” to “10,” where “1” is “Poor” and “10” is “Excellent,” how would you rate the radio advertisement overall that you just listened to? / Using a 
scale from “1” to “10,” where “1” is “Significantly worse” and “10” is “Significantly better,” how does the advertisement that you just listened to make you feel about Ameren Missouri as a company?
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Liked About Advertisement

• The customers were asked to say what they liked, as well as what they felt the main message was for each advertisement. 

• Regarding the television advertisement, customers tended to like the family, community and employee aspects. 

• When responding to what the main message was, the customers stated that reliability of electricity/service and Ameren is part of 

the community were generally the message.

Q11/Q12/Q13:  Based on the video that you just finished, what were some things that you liked about the video? Please be specific. / Based on the advertisement that you just finished, what were some things that you did not like 
about the advertisement? Please be specific. / Based on the video that you just finished, what do you feel was the main message of the advertisement? Please be as detailed as possible.

Main Message

Television Spot, “Little League” Open-Ended Responses
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Liked About Advertisement

• Related to the “Reliability Has a Name” radio spot, customers tended to like the reliability and community involvement aspects of 

the advertisement. 

• When responding to what the main message was, reliability and reliable energy came through strong.

Q19/Q20/Q21:  Based on the video that you just finished listening to, what were some things that you liked about the video? Please be specific. / Based on the advertisement that you just finished, what were some things that you 
did not like about the advertisement? Please be specific. / Based on the video that you just finished listening to, what do you feel was the main message of the advertisement? Please be as detailed as possible.

Main Message

“Reliability Has A Name” Radio Spot Open-Ended Responses
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Liked About Advertisement

• Related to “The Source” radio spot, customers again appreciated the reliability and community involvement aspects of the

advertisement.

• When responding to what the main message was, the customers stated that reliable energy and being involved in the community

were the main messages present.

Main Message

“The Source” Radio Spot Open-Ended Responses

Q27/Q28/Q29:  Based on the video that you just finished listening to, what were some things that you liked about the video? Please be specific. / Based on the advertisement that you just finished, what were some things that you 
did not like about the advertisement? Please be specific. / Based on the video that you just finished listening to, what do you feel was the main message of the advertisement? Please be as detailed as possible.
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Television Spot Ratings By Segment

• The segmentation that was commissioned by the 

Cambridge Group was also implemented in an 

attempt to find any glaring issues with the 

advertisements that would have otherwise gone 

unnoticed in viewing only the overall averages for 

each of the two attributes. 

• In reviewing the television advertisement, the overall 

rating and makes you feel attribute averages by 

segment showed no surprises given what is known 

about each segment, and their general tendencies 

toward Ameren Missouri. 

• The Proud Providers and Eco-Aspirers rated the 

television advertisement higher than the overall 

average.

Q9/Q14/Q16:  Please indicate how much you personally agree or disagree with each of the statements listed below. Please read each statement carefully; although some items may appear similar, no two items are 
exactly alike. Where asked about a “service provider,” please think about companies that offer you different services in exchange for money (for example, cable, electricity, gas, internet). / Using a scale from “1” to 
“10,” where “1” is “Poor” and “10” is “Excellent,” how would you rate the video advertisement overall that you just watched? / Using a scale from “1” to “10,” where “1” is “Significantly worse” and “10” is “Significantly 
better,” how does the advertisement that you just watched make you feel about Ameren Missouri as a company?
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• Similar to the television spot, the two radio 

advertisements rating attribute averages were 

assessed by segment. 

• In reviewing the attribute average for overall rating 

and how the advertisements make the customers feel 

about Ameren Missouri by segment, similar insights 

were observed in that the Proud Providers and Eco-

Aspirers rated both of the radio advertisements 

above the overall average.

Radio Spots: Ratings by Segment

Q9/Q22/Q24/Q30/Q32:  Please indicate how much you personally agree or disagree with each of the statements listed below. Please read each statement carefully; although some items may appear similar, no two items are 
exactly alike. Where asked about a “service provider,” please think about companies that offer you different services in exchange for money (for example, cable, electricity, gas, internet). / Using a scale from “1” to “10,” where “1” 
is “Poor” and “10” is “Excellent,” how would you rate the radio advertisement overall that you just listened to? / Using a scale from “1” to “10,” where “1” is “Significantly worse” and “10” is “Significantly better,” how does the 
advertisement that you just listened to make you feel about Ameren Missouri as a company? / Using a scale from “1” to “10,” where “1” is “Poor” and “10” is “Excellent,” how would you rate the radio advertisement overall that you 
just listened to? / Using a scale from “1” to “10,” where “1” is “Significantly worse” and “10” is “Significantly better,” how does the advertisement that you just listened to make you feel about Ameren Missouri as a company?
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Conclusion 

• Based on the results of this research, all three of the advertisements tested, performed 

well and are recommended to be used in market.



Thank You





Appendix
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire



DEMOS

* Significant at 95%
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Q2/Q3  What state do you currently reside in? / What county do you currently reside in?
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Age and Gender
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Q4/Q5:  What age group are you in? / What is your gender?

6.4% 

19.3% 
16.3% 17.6% 

40.3% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

90.0% 

100.0% 

18 to 24 25 to 34 35 to 44 45 to 54 55 or older 

Age Break-Out 

28.8% 

71.2% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

90.0% 

100.0% 

Male Female 

Gender Break-Out 



Ethnicity and Household Income
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Q6/Q7:  What is your ethnicity? / Please indicate your annual household income before taxes.

91.8% 

3.0% 2.1% 1.3% 1.7% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

90.0% 

100.0% 

White/Caucasian Black/African 
American 

Hispanic/Latino Asian/Pacific Islander Other 

Ethnicity Break-Out 

17.2% 
13.3% 

18.0% 
22.3% 

13.7% 12.0% 

3.4% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

90.0% 

100.0% 

Less than 
$25,000 

$25,000 - 
$34,999 

$35,000 - 
$49,999 

$50,000 - 
$74,999 

$75,000 - 
$99,999 

$100,000 - 
$149,999 

$150,000 or 
more 

Household Income Break-Out 



Utility Bill Responsibility and Segmentation
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Q8/Q9:  Who is responsible for paying the monthly electric energy statement (utility bill) at your home? / Please indicate how much you personally agree or disagree with each of the statements listed below. Please read each 
statement carefully; although some items may appear similar, no two items are exactly alike. Where asked about a “service provider,” please think about companies that offer you different services in exchange for money (for example, 
cable, electricity, gas, internet).
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