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The	
  Program	
  



In	
  the	
  beginning	
  

Marke&ng	
  
Website	
  
Landing	
  
Page	
   ?	
   Rebate	
  

Reserva&on	
  
Requests	
  

Provided	
  users	
  with	
  program	
  
informa&on	
  and	
  contractor	
  list	
  



Google	
  Analy&cs	
  are	
  great	
  but..	
  
•  Didn’t	
  know	
  if	
  they	
  were	
  interested	
  in	
  the	
  
program	
  or	
  not?	
  

•  Didn’t	
  know	
  if	
  they	
  were	
  connec&ng	
  with	
  
contractors…	
  

•  Had	
  no	
  way	
  of	
  asking	
  them	
  –	
  no	
  lead	
  capture	
  
•  Didn’t	
  know	
  if	
  changes	
  to	
  the	
  website	
  were	
  
having	
  a	
  posi&ve	
  or	
  nega&ve	
  impact	
  



Enter	
  –	
  EnergySavvy	
  
•  Provided	
  users	
  with	
  a	
  fun	
  quiz	
  that	
  es&mated	
  
their	
  home’s	
  poten&al	
  energy	
  savings	
  



Enter	
  –	
  EnergySavvy	
  
•  Captured	
  User	
  Contact	
  Informa&on	
  



Enter	
  –	
  EnergySavvy	
  
•  Allowed	
  users	
  to	
  select	
  a	
  contractor	
  from	
  the	
  
approved	
  list	
  to	
  contact	
  them	
  



Enter	
  –	
  EnergySavvy	
  
•  Provided	
  us	
  with	
  detailed	
  analy&cs	
  



90%	
  comple&on…	
  
…But	
  only	
  	
  26%	
  conversion	
  to	
  ac&on	
  



Choice	
  is	
  good,	
  right?	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

	
  

Choice	
  can	
  overwhelm,	
  lead	
  to	
  inac&on	
  



Blind	
  Round	
  Robin	
  



Drum	
  Roll…	
  

“The	
  leads	
  have	
  definitely	
  been	
  more	
  qualified	
  star6ng	
  around	
  
November	
  2012	
  [when	
  the	
  changes	
  were	
  made],	
  meaning	
  more	
  
leads	
  being	
  converted	
  to	
  tests,	
  and	
  genuinely	
  interested	
  in	
  
considering	
  retrofit	
  work.”	
  	
  	
  	
  	
  	
  

	
   	
   	
   	
   	
   	
   	
   	
  -­‐	
  Tom	
  DiCanida,	
  SDI	
  Insula&ons	
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Don’t	
  do	
  this	
  



Drum	
  Roll	
  (again)…	
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What	
  does	
  this	
  mean	
  for	
  you	
  
•  More	
  customer	
  leads	
  
•  Can	
  augment:	
  
– Big	
  contractor	
  list	
  
– Or	
  more	
  sophis&cated	
  approaches	
  

•  Legal	
  liability	
  considera&ons	
  



Thanks!	
  

David	
  Wolpa	
  
EnergySavvy	
  
david@energysavvy.com	
  
(281)	
  660-­‐7972	
  

Luke	
  Easdale	
  
San	
  Francisco	
  Department	
  of	
  
the	
  Environment	
  
luke.easdale@sfgov.org	
  
(415)	
  355-­‐5007	
  	
  


