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VIA ELECTRONIC MAIL 

October 3, 2017 
 
Department of Toxic Substances Control 
Attention: Ms. Renee Avila 
1001 “I” Street 
P.O. Box 806 
Sacramento, California 95812-0806 
 
SUBMISSION OF APPROVED GROUP B & C OUTREACH PLAN ADVERTISING COMPONENT 
 
Dear Ms. Avila, 
 
The following document provides Thermostat Recycling Corporation’s (TRC) submittal of the 
requested advertising component of TRC’s approved Outreach and Pilot Plans for Group B and C.  
 
The document explains TRC’s strategy for the advertising component using advertising industry 
standards. Specifically, the document provides an Overview, Geographic Targeting, Audience 
Targeting, Media Overview, 2018 Advertising Selection, Media Rationale, Metrics/Analysis, 
Messaging, Media Flowchart and Ad Spend/Budget. The format of the document is a media strategy 
slide deck, which is the normal format for media/advertising documents. This advertising strategy 
provides a coordinated effort to build awareness among the various audiences, via multiple 
mediums and work towards enhancing and integrating awareness of the overall collection efforts. 
 
TRC is submitting this document on behalf of the 25 signatories of the Consent Order listed below.  
If you have any questions regarding this submission, please feel free to contact me at (562) 597-
0205, via email (sgroner@sga-inc.net) or the address below. 
 
Regards, 
 
 
 
Stephen Groner, P.E. 
California Program Manager - TRC 
100 W. Broadway, Suite 290 
Long Beach, CA 90802 
 
cc: Mr. Rick Brausch 

1001 “I” Street 
P.O. Box 806 
Sacramento, California 95812-0806 

 
 Mr. Ryan Kiscaden 
 Thermostat Recycling Corporation 
 500 Office Center Drive, Suite 400 

Fort Washington, PA 19034  
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(25) Company’s Signatures representing; 

Bard Manufacturing Company, Inc. 
 Burnham Holdings, Inc. 
 Carrier Corporation 
 Chromalox 
 Crane 
 Climate Master, Inc. 
 Empire Comfort Systems 
 General Electric Company 
 Honeywell International Inc 
 Hunter Fan Company 
 Invensys, Inc. 
 ITT Corporation 
 Johnson Controls 
 Lear Siegler 
 Lennox International Inc. 
 Lux Products 
 The Marley-Wylain Company 
 Nortek Global HVAC LLC 
 Sears Holdings 
 Thomas & Betts Corporation 
 Trane Residential Systems 
 Uponor, Inc. 
 Valliant Corporation 
 W.W. Grainger 
 White-Rodgers 
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Introduction: 
 
The following advertising component for TRC’s approved Outreach and Pilot Plans for Group B and C 

lays out a strategic approach and implementation road map to expanding awareness of mercury 

thermostat collections across the state of California through buying ad space in various media 

markets and media channels. The advertising strategy pairs data/research obtained from previous 

workplans on targeting regional areas with an understanding of effective media channel usage to 

target resources at audiences that are most likely to encounter mercury thermostats and/or regions 

that have seen the highest numbers of thermostats collected by the TRC program. 

 

As we have previously discussed, targeting mercury thermostat removal is a difficult task. To start, it 

is an event which is by nature is a very infrequent event for most residents and for the average 

resident or business it is an event that is not repeated. At the same time, we also have a more niche 

audience of HVAC contractors, where it may be a more frequent occurrence, however they are a 

fairly small target audience, which needs more pinpointed and directed advertising. Nonetheless, our 

goal is also to reach a large number of individuals across a broad geographic area in various very large 

media markets and other areas that are extremely rural. And lastly, the advertising component takes 

into consideration the need to reach Spanish speaking audiences in the State and incorporates that 

need into the mix of mediums selected for the campaign. 

 

In response to these and other factors, TRC enlisted the Gillespie Group, a firm specifically steeped 

in the field of mass media advertising, to design a media buy strategy (i.e., advertising component) 

to reach our array of audiences and demographics. The advertising component is designed to reach 

out to our audiences through both micro-targeting via market research of channels using online 

psychographic identification (i.e., using classifications of people according to their attitudes, 

aspirations, and other psychological criteria as opposed to focusing just on demographics which just 

relies on socioeconomic information) and audience trade targeting for key contractor audiences via 

niche trade publications, but also reach a mass audience via outdoor billboards/major freeway 

advertising that will enable us to connect with individuals at a broad scale and produce millions of 

impressions per quarter. The advertising component outlines the rationale behind the selection of 
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each of the media channels and provides some of the reasoning on why other channels were not 

selected. 

 

In addition, geographically the advertising component uses broad channel outreach to cover the State 

in general through online ad placements and then focuses specific geographic targeting in key media 

markets through “out-of-home” media placements (i.e., billboard advertising), building broad reach 

in the media markets of the Bay Area, Sacramento/Central Valley and Greater Los Angeles region 

(which includes the Inland Empire areas of San Bernardino and Riverside Counties). These are the 

regions from which the majority of thermostats have been collected and which best aligns with the 

criteria we have used to evaluate higher risk areas (age of structure, income level, demographics, 

etc.) as described in the approved Pilot Plans.  

 

The advertising component is broken into the following sections: an Overview, Geographic Targeting, 

Audience Targeting, Media Overview, 2018 Advertising Strategy/Selection, Media Rationale, 

Metrics/Analysis, Messaging and Media Flowchart. The format of the report is a media strategy slide 

deck, which is the normal format for media/advertising planning documents. This advertising 

component provides a coordinated effort to build awareness among the various audiences, via 

multiple mediums and with the specific aim of enhancing existing outreach efforts and integrating 

awareness of the overall collection efforts. 

 

At this point in the program with all the Outreach Plans and Pilot Plans designed and approved, our 

goal is to ensure residents are aware of the opportunity to properly recycle their mercury thermostat. 

In addition, we are looking to coordinate our efforts and integrate them so that each individual effort 

targeting a specific audience works hand in hand with parallel or overlapping outreach efforts so we 

have the best possible chance of capturing any mercury thermostat coming off a wall in California. 
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10/7/17

TOTAL NET
WEEK OF (Monday start):  30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 3 10 17 24 SPENDING

DIGITAL DISPLAY*

Native
Topic

 $9,000

Keyword
$15,000

600,000 Imp
$3,000

1,000,000 Imp
$5,000

NOV NOV DEC

600,000 Imp 600,000 Imp

APR MAY JUN JUL AUG SEPMARDEC JAN FEB OCT

$5,000 $5,000

$3,000 $3,000

1,000,000 Imp 1,000,000 Imp

THERMOSTAT RECYCLING CORPORATION
2017 / 2018 CALLIFORNIA EFFORT

Mobile
Behavior, Location, Brand

$25,500

DIGITAL VIDEO*

Behavior
$33,150

Ad Network

$33,150

Ad Networks - Browser set to Spanish

1,133,300 Imp
$8,500

1,133,300 Imp 1,133,300 Imp

$5,525 $5,525

$8,500 $8,500

325.000 Imp

325,000 Imp325,000 Imp
$5,525

325,000 Imp
$5,525

100,000 Imp 100,000 Imp 100,000 Imp 100,000 Imp

Home Improvement and Technology Ad 
Networks

325,000 Imp 325,000 Imp

100,000 Imp

325.000 Imp 325,000 Imp 325,000 Imp
$5,525

325,000 Imp
$5,525 $5,525 $5,525 $5,525

$5,525

325,000 Imp
$5,525

325,000 Imp
$5,525

100,000 ImpAd Networks  Browser set to Spanish
$10,200

OUT OF HOME **

Los Angeles Digital Billboards ###  ### ### ### ### ### $39,600
3 Billboards (Rotate faces each week)

Sacramento Digital Billboards ### ### ### ### ### ### $22,500
3 Units (Rotate faces each week)

San Francisco Digital Billboards ### ### ### ### ### ### $36,000
3 Billboards (Rotate faces each week)

 

TOTAL MEDIA SPENDING: $224,100$16,500

$1,700 $1,700
, p
$1,700

, p , p , p

$45,450

$1,700 $1,700

$29,100 $12,750$29,100 $12,750 $45,450$16,500 $16,500

, p
$1,700
, p

* Impression allocation per platform may change once the buy is put into market.  Impressions will be served based on what inventory is available. 
** Cost per unit is an average based on all of the units available in the market.  Total expenditure may change once individual units are selected.


