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Solution Center Home  The Better Buildings Residential Program Solution Center is a repository of examples,
b+ About lessons, and resources for residential energy efficiency programs. It is intended to help

program administrators and their partners plan, operate, and evaluate their programs.
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What works (and what doesn’t

Don’t start from scratch.

0 In Their Own Words: Empower Contractors by Building
Sales and Business Skills &ax

Key Ta keaways Seattle Moves the Needle With the Help of Its
Partners

Seattle's Community Power Werks (CPW) program has engaged a vast network of partners
: i i to build on existing capacity and knowledge, extending the reach of its program in a short
early to identify opportunities  period of time. By evaluating patential partnerships and identifying strategic opportuni-

Engage potential partners

to expand your program’s ties to augment and enhance local ideas and programs, CPW s able to leverage its Better
impacl Buildings seed funding to serve all building sectors within a diverse area in the city of
Seattle. Simultaneously, CPW is set to achieve significant energy, dimate. and economg

Tap into other city programs development goals with its 40 partners—satting the city up for program sustainabil
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Austin’'s Home Performance with Energy Star Program:
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It's Asademic: Betterfuildings for Michigan Partners Making a Compelling Offer to a Financial Institution Partner

With University to Reach Employees

BetterBuildings for Michigan has conducted numerous neighborhood “sweeps" to promg L
efficiency upgrades to homeowners as part of its partnership with the U.5. Energy Depart Home Pexformunes it Fuegy St (MEwES) pgmes fThe pogsun s Lowgng g er, W elosty Cortit

g 5 p H : i Union (VCU) has originated almost 1,800 loans, totaling approximately $12.5 million. Residential cnergy
Buildings Neighborhood Program. To expand its reach in the Grand Rapids, Michigan, are el e e e e it

maximize its marketing resources, the program initiated a semester-long, employer-assis products. National lenders have been hesitant to deliver attractive loan products to this small, but growing,

partnership with Grand Valley State University (GV5U). Following is an abridged transcrip Al e e e R R e s S Pt e ]

interview about that successful partnership with two BetterBuildings for Michigan leader gl :”J“ “";d" L R D d“’;:"i]m“’ e ‘“‘f;“';:“:'[c_[’p;] = ;‘:’;’“ S e
. . . encTgy cliliciency lmancng to homeowners. 5 CXpCTIEnCS W1 1 ustin CTEY program

Templeton, Program Manager, and Selma Tucker, Grand Rapids Regional Coordinator. i e o o e e e T T T O e ; i

Q. How did you come up with the idea to start an employee outreach partnership with




U.8. DEPARTMENT OF Energy Efficiency &

ENERGY | ren

Solution Center Home

ewable Energy

arketing & Outreac

opinion leaders)
s Utilities or fuel dealers.

b About Where Am I?
Handhook Index
Ef Driving Demand
S
Better Spotlight on Rutland County, Vermont:
Gl H:IBuiIdings How Local Ties Lead to
“ e Local Wins
BR
b P Key Takeaways Neighbors Excel in Spreading the Value of Energy
Efficiency in Rutland, Vermont
= Understand who is trusted Vermont. )
[ most in your community ot k Mwm«:(hzwdam‘::m sted weil local citizens
P Defuraadtennining te Dast ties,an effort that h for nesrly 200 hon six months.
voice for your program With its DOE Better Buildings funding. NWWYT Created the "Home Efficiency Assistance
Team, or the HEAT. Squad, which works with lacal arganizations across the 26 towns
= Leverage relationships within A hons, direct outreach,
] |: 'your community and across to develop public interest in energy anmmmhmmemmmmmmw 0
the state to identify resources 1o sign them up for an
aiickspread the weoed widely evaluation. After completing the evaluation, staff members offer t meet in person for a
“Hichen table” the contractor

= Adjust tactics quickly
in response to stakeholder
feedback

and financing options. Irs a neighbar to neighber approach that taps inta the strengths
of both the erganization and the communities where they are working

Leverage Existing Relationships and Strong
Community Ties to Deliver Real Benefits
Capitalizing an its experience operating atfordable housing programs in Rutiand County
for many years, NWWT is bri from Vermont' w
efficiency utlity, . NWWT

of Rutland County were Effiiency
Vermont's valuable programs and that the organization's own experience finding trusted
messengers
NV VT decided
efficiency he county. As a result in
oriy six months. NWWVT faciltated 195 energy efficiency upgrades and interest continues
to grow!

Finding the Right Messenger Builds Trust and
Buy-In

+ Partner with organizations or individuals that customers already trust

Many programs found it useful to partner with a range of trusted organizations or individuals to market
program offerings to their constituencies or followers. Better Buildings Neighborhood Program participants
enhanced their marketing and outreach efforts by partnering with trusted local groups including:

« Community groups and nonprofit organizations
+ Large employers, such as local universities
+ Respected members of the community (e.qg., local elected officials, company executives, community

Using partners’ existing communications channels proved helpful for many programs. They found that
marketing and outreach materials could be more effective when a potential customer received them from
an organization with which they had an existing relationship.

+ Housing agency NeighborWorks of Western Vermont found that residents of Rutland County, a small,

rural community, consider neighbors to be the most trusted messengers 5, rather than the local

government, federal government, or utilities. The program enlisted respected local citizens and

of organizations to work phone banks and spread the word about home energy upgrade opportunities,
This effort helped the program connect with low- and moderate-income homeowners and complete
nearly 200 home energy upgrades just six months after the program began promoting its services to

According to the Small Town Energy Program for University Park (STEP-UP) ) in Maryland, "low-cost

social marketing using trusted, established neighborhood channels was the comparative advantage of

oo
st
the community.
L]
ol
the small town model” to cata
marketing approach included:
za
o Newsletter
Town events
1)

o Direct mailing

o STEP house parties

il o Yard signs
Meiaghbor-to-neiaghbor outr

NWWVT ke Jdents have siran
COMMLUities and that the Most trusted MESSENgErs are NeKNbOrS Father than the

government or utilties. To put these insights inta actian, Executive Directar Ludy Biddle
tapped into her own hometown of Shrewsbury to launch the first phas of the prograrm.

April 201 Version 2

betterbuildings energy.gon/neighborhoods

-ugh financial incentives and time-limit

e outreach where people gather at thei
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audiences at least three times; one tou

+ Follow through with customers

¢ Make upgrade benefits visible by showcasing completed pr

+ Provide expertise and newsworthy stories to media outlets to garng
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Social Marketing step/UP.

* Low cost social marketing using trusted, established
neighborhood channels is the comparative advantage
of the small town model:

. Newsletter

. Town events

. Direct mailing

. STEP house parties
. Yard signs

. neighbors

* Marketing as a percentage of budget for a typical
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efficiency program is >30%. For STEP it is 3%.




Buildings Residential Program
Solution Center:
http://energy.gov/rpsc

Better
Buildings’

L.S. DEPARTMENT OF ENERGY



