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Brand Strategies Committee Meeting Minutes
Date: July 21, 2026
Approvals and Decisions
· February meeting minutes approved following a motion and second.
· Committee leadership reaffirmed that meetings should prioritize member feedback rather than report-outs.
· The 2026 advertising plan will continue its stronger emphasis on video and connected television to build brand awareness.
· The current national-ad closing line, “your source for power and information,” will be replaced with language that more clearly conveys member ownership, community value, and the cooperative advantage.
· Previous website platforms will not be sunset in the near term; members will continue to be encouraged, but not required, to migrate to SHiNE.
Key Points
· Cooperative identity remains a major satisfaction driver. Members who recognize themselves as member-owners reported substantially higher satisfaction than those who think of themselves as customers.
· Data centers are a high-risk communications issue. Concerns vary by community and include rates, reliability, water use, land use, transparency, and nondisclosure agreements. Participants favored fact-based, locally adaptable messaging centered on obligation to serve, cost-of-service protections, reliability, and community decision-making.
· Internal communications are essential during complex or emergency issues. Employees, managers, frontline staff, and call-center teams need concise, timely talking points because their interactions directly affect member trust and satisfaction.
· Emergency-preparedness communications should be broadened. Wildfire, vegetation management, severe weather, evacuation readiness, livestock considerations, and internal employee updates can be addressed through a flexible preparedness playbook.
· New-member education should be delivered in smaller, more useful pieces. Ideas included staged welcome communications, tangible welcome kits, outreach through real estate agents and home builders, and materials that explain rates, capital credits, outages, SmartHub, and the cooperative difference.
· Digital media is increasingly important. Connected TV, streaming video, YouTube, and targeted social advertising can reach younger and harder-to-reach audiences more efficiently than relying primarily on traditional television.
SHiNE Program and Digital Services
· SHiNE reported 164 live sites during the presentation, with more than 500 total cooperative sites managed across the broader portfolio.
· 2026 goals include growing program and subscription revenue, adding sites, moving half of managed websites to SHiNE, and continuing quarterly page-template releases.
· Current capabilities include broadband label building, rate and time-of-use calculators, cookie-consent controls, modern event/news layouts, configurable maps, image optimization, live chat, mobile editing, MFA/single sign-on, NISC forms, reusable page and form templates, social feeds, and site-wide translation.
· Future work includes AI-powered search, SHiNE Data Bridge for secure third-party data integrations, theme improvements, and rebuilding Touchstone Energy’s own sites on SHiNE.
· Migration capacity has improved from months to a few weeks in many cases. 
· Members receive support establishing the overall site branding + design, homepage layout, creation for the first 25 pages and reusable templates, with an option for the team to build the entire site.
Creative Services and Advertising
· Creative services include print and digital ads, newsletters, signage, brochures, annual reports, image libraries, fact sheets, animation, podcast promotion, and customizable video/radio/social assets.
· Newsletter redesigns can reduce print length and cost, align with SHiNE branding, and use clickable links or QR codes to drive readers to web content.
· The “People First” national campaign is designed to emphasize member ownership, not-for-profit status, community reinvestment, and localized cooperative branding.
· Media delivery exceeded planned impressions, with roughly 41 million impressions reported overall and video-completion rates near 100% in premium, non-skippable environments.
· A Cooperative Advantage study showed competitive awareness and favorable “customer first” and “environmentally responsible” perceptions, while also indicating that simply adding more ad impressions is unlikely to increase satisfaction by itself.
Action Items
· Post meeting slides in the member/board portal early enough for attendees to follow along.
· Collect and share data-center case studies, FAQs, internal training examples, and adaptable messaging that reflects state and community differences.
· Explore a broad emergency-preparedness playbook covering wildfire, severe weather, evacuation, internal communications, and ready-to-use templates.
· Develop goal-oriented playbooks for member identity and member engagement, including suggested metrics and leadership-ready reporting.
· Create practical digital-advertising guidance, including channel selection, audience considerations, sample budgets, do-it-yourself instructions, and potential reimbursement support.
· Consider adding questions about entertainment, news, and social-platform habits to support audience segmentation and media planning.
· Develop and test a new national-ad tagline focused on member ownership, community, and human connection; gather committee feedback before production deadlines.
· Explore reusable newsletter templates for Canva, Adobe Express/Creative Cloud, print, and accessible digital PDF formats.
· Follow up on site-wide translation for SHiNE websites and distinguish it from the accessibility widget.
· Consider hosting SHiNE migration workshops at statewide and G&Ts, hands-on assistance, or page-cost incentives for member cooperatives.
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