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Obijective

The objective of this project was to increase the amount of higher-level ethanol blends (E15 and higher)
used in North Dakota by unifying the state’s ethanol stakeholder groups to develop and implement a
two-year statewide, coordinated marketing campaign targeted at North Dakota flex fuel vehicle (FFV)
owners and the state’s auto industry. The partner entities committed to the project included the North
Dakota Ethanol Council, North Dakota Ethanol Producers Association, North Dakota Corn Utilization
Council, North Dakota Corn Growers Association, and American Lung Association of North Dakota.

The strategies implemented to meet the objective were 1) creating a consistent statewide promotional
message for higher-level ethanol blends, 2) increasing the percentage of FFV owners using higher-level
ethanol blends, and 3) increasing auto industry familiarity with the use of higher-level ethanol blends.

Results

There was a 36 percent increase in the number of ethanol gallons (E10-E85) that stayed in North Dakota
from 2010 to 2013. This equates to an additional 10.7 million gallons being used by North Dakota
consumers and not shipped out of state. In 2010, prior to the campaign, total gallons of ethanol sold in
the state were 23.6 million gallons. In 2013, at the end of the campaign, this had increased to 34.3
million gallons. In addition, there was a 26 percent increase in the amount of fuel sold in North Dakota
that is blended with ethanol. As of December 2013, 83 percent of the fuel sold in North Dakota was
blended with ethanol. This is up from 57 percent in 2010 prior to the campaign.

The campaign was successful in developing a consistent statewide message for higher-level ethanol
blends, which decreases consumer confusion. The campaign theme and messages were used in
numerous partner efforts outside of the campaign and will continue to be used after the campaign has
ended. It has also further strengthened partner relations, which will enhance all future efforts to
educate North Dakota’s fuel consumers on ethanol blends. The auto industry also reported a six percent
increase in its familiarity with higher-level ethanol blends.

One of the considerations in developing the campaign was the expectation that higher-level ethanol
blend availability in the state would increase due to the success of North Dakota’s Biofuel Blender Pump
Program. However, blender pump use actually decreased, thus reducing the availability of higher-level
blends, specifically E20 and E30. This was a result of refiners no longer offering 87 octane gasoline
without ethanol, which limits retailers’ ability to blend mid-level ethanol blends. The campaign partners
and other stakeholders are looking into options for addressing these issues in order to utilize North
Dakota’s blender pump infrastructure to its full capacity.

Accomplishments on Deliverables

Strategy 1: Create a consistent statewide promotional message for higher-level ethanol biends
» Results of Tactic 1: Develop a campaign theme
The theme “Run With It” and supporting messages, such as the ones below, were used on
campaign materials targeted at FFV owners and the auto industry.
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® Flex fuel vehicles are built to RUN WITH IT—any blend, including E20, E30 and all the way up
to E8S.

e The North Dakota economy can RUN WITH IT. It creates jobs in agriculture and industry—
jobs that can’t be shipped to other countries.

e The US can RUN WITH IT—without importing so much foreign oil.

¢ The world can RUN WITH IT—because lower emissions mean a cleaner environment.

e Look for the yellow hose and RUN WITH IT.

The theme and messages have been used by the partnering entities for additional marketing
and promotional efforts outside of the campaign. This included a flex fuel billboard campaign
and an E15 campaign, which began the fall of 2013. The relationship between the partnering
entities has been strengthened significantly as a result of the campaign, and it is the intent of all
groups to continue working collaboratively on higher-level ethanol blend promotion long-term.
This will ensure our entities provide a consistent message for the state’s consumers into the
future.

Samples of the materials developed and messages used throughout the campaign are included
in Appendix A.

Strategy 2: Motivate FFV owners to use higher-level ethanol blends
» Results of Tactic 1: Partner with auto dealerships

The campaign engaged 22 North Dakota auto dealerships in promotional efforts for customers
purchasing FFVs. The dealerships distributed fuel tracker cards with a link to
www.runflexfuel.com, and an informational handout with the opportunity to receive a $30
voucher to be used toward a higher-level ethanol blend purchase by visiting
www.freeflexfuel.com. Upon completion of the campaign, 106 people had visited the landing
page, and 84 vouchers were redeemed.

» Results of Tactic 2: Partner with fuel retailers
There were 66 fuel retailers that participated in the campaign. They displayed signage and
collected coupons from flex fuel customers. Materials provided to retailers included posters,
pump toppers, nozzle talkers, bollard signs, handouts, window clings and an electronic message
for Daktronics boards.

In addition, Facebook and radio ads were developed and implemented. Both ad series directed
FFV owners to www.ndflexfuel.com to receive a coupon toward the purchase of higher-level
ethanol blends. This also allowed us to gather additional information on their fuel purchasing
habits. During the life of the campaign, over $26,000 in coupons was redeemed for flex fuel
(E20-E85) from all retailers.

» Results of Tactic 3: Direct mail & nurture campaign
The specific objectives of the direct mail campaign were to 1) build an enhanced database for
subsequent marketing and communication efforts, 2) make FFV owners aware that their vehicle
is a FFV and what that means, and 3) encourage FFV owners to use higher-level ethanol blends
in their FFVs by educating them on the benefits.

Throughout the campaign, nearly 37,000 FFV owners were directly reached through six direct
mailings. These mailers included information on the benefits of higher-level ethanol blends,
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coupons, and the chance to win free flex fuel. This effort resulted in the collection of 2,100
email address of FFV owners, which were added to a database that received further
communication regarding benefits of higher-level ethanol blends through the nurture campaign.

The nurture campaign allowed us to collect additional behavior information and insight into
ethanol use and factors that would influence the increased use of higher-level ethanol blends.
Materials used for the nurture campaign included personalized emails, personalized landing
pages, general/educational landing page and videos on the landing page.

Strategy 3: Educate the auto industry on the benefits of using higher-level ethanol blends
» Results of Tactic 1: Training program for dealership personnel (sales team and service writer)
Rich Cregar, instructor and department head for advanced transportation technologies at
Wilson Community College in Wilson, North Carolina, was brought to North Dakota in June
2012. His presentation was recorded and is located on the NDEPA YouTube Channel. The video
can be used in the future for further educational opportunities.

» Results of Tactic 2: Promotional materials throughout dealership
There are 22 auto dealerships across North Dakota that engaged in the campaign by distributing
materials to individuals purchasing fiex fuel vehicles. Included in the materials were coupons,
fuel tracker cards with a link to www.runflexfuel.com, an easel display with coupons, and an
informational handout with the opportunity to receive a $30 voucher to be used toward a
higher-level ethanol blend purchase by visiting www.freeflexfuel.com. Throughout the life of
the campaign, 84 vouchers were redeemed.

» Results of Tactic 3: Partner with the North Dakota Auto Dealers Association
NDEPA attended the Automobile Dealers Association of North Dakota convention on Nov. 11-
13, 2012, in Bismarck. Upon evaluation of the event, it was recommended that we not
participate in future years as attendees are primarily management and controllers versus the
sales force or mechanics, which we were targeting.
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Purpose
The objective of this project was to increase the amount of higher-level ethanol blends (E15 and higher)

used in North Dakota by unifying the state’s ethanol stakeholder groups to develop and implement a
two-year statewide, coordinated marketing campaign targeted at North Dakota flex fuel vehicle (FFV)
owners and the state’s auto industry. The partner entities committed to the project were the North
Dakota Ethanol Council, North Dakota Ethanol Producers Association, North Dakota Corn Utilization
Council, North Dakota Corn Growers Association, and American Lung Association of North Dakota.

The strategies implemented to meet the objective were 1) creating a consistent statewide promotional
message for higher-level ethanol blends, 2) increasing the percentage of FFV owners using higher-level
ethanol blends, and 3) increasing auto industry familiarity with the use of higher-level ethanol biends.

Work Accomplished

The campaign was successful in developing a consistent statewide message for higher-level ethanol
blends, which decreases consumer confusion. The campaign theme and messages were used in
numerous partner efforts outside of the campaign and will continue to be used after the campaign has
ended. It has also further strengthened partner relations, which will enhance all future efforts to
educate North Dakota’s fuel consumers on ethanol blends.

The campaign was successful in educating nearly 37,000 flex fuel vehicle (FFV) owners on the benefits of
higher-level ethanol blends. This was accomplished through direct mail correspondence and
partnerships with 66 petroleum retailers and 22 auto dealerships across the state. During the life of the
campaign, FFV owners saved $26,000 on flex fuel (E20-E85) through coupon redemption.

Results

There was a 36 percent increase in the number of ethanol gallons (E10-E85) that stayed in North Dakota
from 2010 to 2013. This equates to an additional 10.7 million gallons being used by North Dakota
consumers and not shipped out of state. In 2010, prior to the campaign, total gallons of ethanol sold in
the state were 23.6 million gallons. In 2013, at the end of the campaign, this had increased to 34.3
million gallons. In addition, there was a 26 percent increase in the amount of fuel sold in North Dakota
that is blended with ethanol. As of December 2013, 83 percent of the fuel sold in North Dakota was
blended with ethanol. This is up from 57 percent in 2010 prior to the campaign. The auto industry also
reported a six percent increase in its familiarity with higher-level ethanol blends.

Potential Applications

The campaign could be used as a model for other states developing efforts to increase the use of higher-
level ethanol blends, including E15, E20 and E30. In addition, the campaign partners will continue to use
materials and strategies developed, as applicable, into the future.
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coupons, and the chance to win free flex fuel. This effort resulted in the collection of 2,100
email address of FFV owners, which were added to a database that received further
communication regarding benefits of higher-level ethanol blends through the nurture campaign.

The nurture campaign allowed us to collect additional behavior information and insight into
ethanol use and factors that would influence the increased use of higher-level ethanol blends.
Materials used for the nurture campaign included personalized emails, personalized landing
pages, general/educational landing page and videos on the landing page.

Strategy 3: Educate the auto industry on the benefits of using higher-level ethanol blends
» Results of Tactic 1: Training program for dealership personnel (sales team and service writer)
Rich Cregar, instructor and department head for advanced transportation technologies at
Wilson Community College in Wilson, North Carolina, was brought to North Dakota in June
2012. His presentation was recorded and is located on the NDEPA YouTube Channel. The video
can be used in the future for further educational opportunities.

» Results of Tactic 2: Promotional materials throughout dealership
There are 22 auto dealerships across North Dakota that engaged in the campaign by distributing
materials to individuals purchasing flex fuel vehicles. Included in the materials were coupons,
fuel tracker cards with a link to www.runflexfuel.com, an easel display with coupons, and an
informational handout with the opportunity to receive a $30 voucher to be used toward a
higher-level ethanol blend purchase by visiting www.freeflexfuel.com. Throughout the life of
the campaign, 84 vouchers were redeemed.

» Results of Tactic 3: Partner with the North Dakota Auto Dealers Association
NDEPA attended the Automaobile Dealers Association of North Dakota convention on Nov. 11-
13, 2012, in Bismarck. Upon evaluation of the event, it was recommended that we not
participate in future years as attendees are primarily management and controllers versus the
sales force or mechanics, which we were targeting.
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