Tata Power Club Enerji issues clarion
call with #Switchoff2SwitchOn2

New Delhi,

Close on the heels of
winning“The Edison Award”
for Social Innovation for its
“Club Enerji
#SwitchOff2SwitchOn"” cam-
paign under the Social En-
ergy Solutions category, Tata
Power announces the sec-
ond edition of
“#Switchoff2SwitchOn"in or-
der to increase awareness,
promote sustainable living
and engage with a wider au-
dience than the previous
season. Looking at the cur-
rent scenario, where the
country is homebound, this
year, the company chooses
to focus on promoting re-
source and energy conserva-
tion from the comfort of
one’s home. Spread over
three months, this social me-
dia led campaign has been
rolled out with a teaservideo
and will be further promoted
via a series of videos encap-
sulating the dire need for the
millennials and Gen Z to
recalibrate their actions to
save natural resources and
energy to create a sustain-
able future.ltis no secret that

we, human beings, have
taken our planet for granted,
exploiting resources and de-
pleting its biodiversity to
feed ourunsustainable ways.
Looking at the different ex-
amples of the way in which
nature has reclaimed her
property, this pandemic also
serves as a reminder to all of
us about the need to step
back, take a closer look at our
development, change the
way we are living and
reconfigure our transporta-
tion to reduce our carbon
emissions. With children as
the target audience, Club
Enerji students will convey
the core message of the
campaign through a series of
videos on tips and tricks to
save energy and resources
amid the lockdown, which
will be promoted on the
Club’s social media pages.In
addition, it will be hosted on
Tata Power’s Green Commu-
nity page to encourage indi-
viduals across the globe to
clickon the'Thumbs up’icon
on the page as a sign of their
support for this campaign.
Ms Shalini Singh, Chief-Cor-

porate Communications &
Sustainability, Tata Power
said,”We, at Tata Power, have
always been walking the talk.
As an environmentally con-
scious organisation, it is our
endeavour to create nation-
wide awareness about the
importance of responsible
energy consumption and
conservation, through our
initiatives. We are confident
that this campaign will pro-
pel on the basis of the suc-
cess of the campaign’s first
season through continued
promotion and sensitisation
of,not just our offline custom-
ers,but also of a wider online
audience.” In order to pro-
mote this to a largeraudience,
aspecialpagehasbeendesigned
on Facebook wherein the com-
pany aims to engage with the
millennials and Gen Z through
tailormadecontentonvariousac-
tivitiesforthe campaign.Addition-
ally, it will be promoted through
influencermarketingvianewage
media platforms such as TikTok
(challenge), Snapchat (lenses),
Instagram (stories), Twitter (polls)
and Quora etc. to connect with
the millennials.




