
June 8, 2010

3pm Eastern3pm Eastern

Marketing Roundtable

Moderator: 
C S (CO S)Joel Rogers, Center on Wisconsin Strategy (COWS)

Satya Rhodes-Conway, Center on Wisconsin Strategy (COWS)



AgendaAgenda
 Welcome and intro (5 min)

 Presenters (45 min)
 Mike Rogers, Senior Vice President, Green Homes America

Matt Golden, President, Founder, and Chief Building Scientist, Recurve
B  G i  P  Di  f h  C  f  B i  d h  E i  Bryan Garcia, Program Director of the Center for Business and the Environment, 
Yale University 
Kerry O’Neill, President and CEO, Earth Markets LLC. 
Dorian Dale, Energy Director and Sustainability Officer, Town of Babylongy y y

 Questions and discussion  (40 min)

 Close
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where we are & where we might go

FROM HERE TO ETERNITY…



DRIVING DEMAND ISDRIVING DEMAND IS

…OF ENERGY EFFICIENCY…OF ENERGY EFFICIENCY

Before…
 Fi iFi i FinancingFinancing
 Workforce DevelopmentWorkforce Development
 Work DevelopmentWork Development Work DevelopmentWork Development

The MarketThe Markete a ee a e



SPUTTERING DEMAND TO DATE 
30yrs of efficiency programs =30yrs of efficiency programs =
Low interest rates offeredLow interest rates offered
BPI contractors trained
Over 150, mostly utility run programs <1% penetration

Clarion Calls GaloreClarion Calls Galore



CHANGE THE WORLD YET?  
Keeping up with the Jones…

grassrooting



GREENING HOMES

The Value of Green…

Cost Cost 

ComfortComfortComfortComfort

ConvenienceConvenience



COST
nothing down – 12% ROI



COMFORTCOMFORT



CONVENIENCE

OneOne--stop retrofitstop retrofit



IMPACT HIERARCHY OF BEING EFFICIENTIMPACT HIERARCHY OF BEING EFFICIENT
FEELING BETTER EVERY DAY IN EVERY WAYFEELING BETTER EVERY DAY IN EVERY WAY

AA
B  B  Better Better 
WorldWorld

Better sense of Better sense of Better sense of Better sense of 
CommunityCommunity

B tt  S lfB tt  S lf W thW thBetter SelfBetter Self--WorthWorth

B ttB tt ff Fi i llff Fi i llBetterBetter--off Financiallyoff Financially

Famil  Feels BetterFamil  Feels BetterFamily Feels BetterFamily Feels Better



what’s at stake…

MARKET MAKERS ROUNDTABLE



GREEN HOMES AMERICA - WEB SITE
you deserve for your family to be comfortable, safe, and healthy

offers residential home performance contracting solutions

each home that implements GreenHomes project helps keep p p j p p
200 tons of carbon dioxide a year out of the atmosphere

http://www.greenhomesamerica.com/default.htm



RECURVE - WEB SITE

W t f th f t h lth d ffi i f hWe transform the comfort, health, and energy efficiency of your home

we are passionate about selling the truth

solving the energy crisis one home at a time

www.recurve.com

formerly:
rere‐‐energize your homeenergize your home

“Recurve changed their name so as not to sound so kitch, so greenwashy, so yesterday.”



DO-IT-YOURSELF
WEB SITEWEB-SITE

http://www.thebabylonproject.org/bloghttp://www.thebabylonproject.org/blog/



&&

helping residential electricity customershelping residential electricity customershelping residential electricity customers helping residential electricity customers 
participate in environmental marketsparticipate in environmental markets

Clean Energy Communities Bonus Rewards



WEB 
SITESITE

Six degrees of separationSix degrees of separationSix degrees of separationSix degrees of separation

http://barabasilab.com/personnel/who.php?who=Barabasi



LOGO CONFORMITY-



SLOGANS
SSUGGESTIVE UGGESTIVE V INFORMATIONAL

 Just Do It
 Got Milk?

 GreenHomes
 AMERICA

A more comfortable  energy efficient home

 Where's the Beef?
 Don't Leave Home 

A more comfortable, energy efficient home
guaranteed

Without It
 You're in Good 

Hands

 Long Island Green Homes 
green your house, slash your energy bill, reduce your 
CO2 footprint at little or no cost to you

Hands
 We Try Harder  recurve

THE BAY AREA’S LEADER IN ENERGY REMODELINGTHE BAY AREA S LEADER IN ENERGY REMODELING



LEAVE THE DRIVING TO US?

make the client make the client 

selfself‐‐reliant?reliant?

Be so dependableBe so dependableBe so dependableBe so dependable
They depend on usThey depend on us



benefits you can bank on…

PUSHING QUANTUM LEAPS



THOUSAND POINTS OF INFILTRATIONTHOUSAND POINTS OF INFILTRATION
THE PROMISE OF THE PROMISE OF NEUROMARKETINGNEUROMARKETINGTHE PROMISE OF THE PROMISE OF NEUROMARKETINGNEUROMARKETING

$10K home improvements $10K home improvements ––
Subject  to Socratic Method?Subject  to Socratic Method?

eye tracking heat mapseye-tracking heat maps

real-time neurological data(EEG)



COST-EFFECTIVE PROMOTION

A CFL goody bag to 50,000 houses announcing
G  H   Big b  lt  i k   t bGreen Homes.  Big box realtor picks up tab

for bulbs, carters deliver door-to-door.

CivicsCivics
Events
Parks 
Beaches



CHOICE ARCHITECTURECHOICE ARCHITECTURE
golden rule of nudging: 
get laziness on your side; get laziness on your side; 
make inertia work for you.

nudges are not mandates –
Don’t ban junk food; put fruit at eye‐levelj ; p y

 decision by default

opt‐out instead of opt‐in

Give folks something to aim at



CONSUMER SALES FORCE

You can toot your own horn….You can toot your own horn….



EARLY ADOPTERS FOAF

TRAIL BLAZERS

levels and rewards for participationlevels and rewards for participation

life‐time “Green Homers" with 

i l i ilspecial privileges

user profile page and chat group
Ultimate
Target

Put pictures of real users on office 

walls



BANKING THE BENEFITSG S

Green



COST-CUTTING CURRENTCY

1010

ENERGY
SAVINGS

CERTIFICATE

Ten greenbacks
10 10

Supervisor

DYNAMIC
ENERGY

EFFICIENCY

Deed card

DIVIDENDS
Supervisor

9111 4357 9484 3333

Deed card



VANGUARD OF    COMMUNITY    SERVICEVANGUARD OF    COMMUNITY    SERVICE

TimeBank Shares

ENERGY
SAVINGS

CERTIFICATE

1010

Greenbacking

Ten greenbacks
10 10

CERTIFICATE

Supervisor energy savings

Energy Mavens
Make

Prevent Global  WarmingEnergy Misers



Marketing  Energy-
Efficiency to ExistingEfficiency to Existing

Home Owners

Michael Rogers
SVP  M k  D lSVP, Market Development
mike.rogers@greenhomesamerica.com

© 2010  GreenHomes America

www.greenhomesamerica.com



About GreenHomes America

• Founded in 2005 by The Linc Groupy p
• Operations in upstate New York, New Jersey, 

and California
• Leader in home performance contracting 

with 10,000+
customerscustomers

• Emphasis on quality, 
customer-service, and one-stopcustomer service, and one stop
shopping
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Mike Rogers
GreenHomes America
http://greenhomesamerica.com
http://Greenhomesamerica.wordpress.p p
com 

MessagingMessaging



Consumer Drivers and Messaging

•Fighting skyrocketing energy prices
•Concerns about rising energy

•Concerns about global 
warming

consumption
•Calls for energy independence

•77% worried about the 
environment

•Carbon and other offset 
marketsmarkets

•Being “Green” is in vogue

•Consistent temperatures 
throughout the home

Desire/need to address:
P  i d  i  litthroughout the home

•Draft free rooms
•Quiet environment
•Increased home value

•Poor indoor air quality
•Carbon monoxide poisoning
•Natural gas leaks

4

•Increased home value



People don’t want heating 
fuel or coolant  people fuel or coolant, people 
want cold beer and hot want cold beer and hot 
showers.

--Amory Lovins



Market to What People Need and Market to What People Need and 
Want
• Problems
Comfort  drafts  IAQ  building issues  high Comfort, drafts, IAQ, building issues, high 

energy bills

Wid  f  l   f• Widgets, for example, one of:
HVAC IAQ Solutions

Insulation
Windows

Solar

Windows

• Opportunities

6
Tax credits, rebates, special offers



Marketingg
Examples



Make it Easy for People Make it Easy for People 
to See You

• Job signs
• Door hangers• Door hangers
• Shirts/uniforms
• Collateral

8

• Collateral
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Mike Rogers
Mike Rogers
GreenHomes America
http://greenhomesamerica.com
http://Greenhomesamerica.wordpress.

g
GreenHomes America
http://greenhomesamerica.com
http://Greenhomesamerica.wordpress.
com p p
com 

EvaluatingEvaluating



The Lead Form…

• Separates the prospect from the suspect
Id tifi  h  i  th  h  (  h  • Identifies who in the home (or somehow 
attached to the home) is the “sponsor” of 
the projectthe project.

• Helps you determine need and ability to 
make an improvement (and plants a seed to make an improvement (and plants a seed to 
help your sales person build trust)

• A good chance to LISTEN and gather key • A good chance to LISTEN and gather key 
information for the sales process

17



Business by Lead Source Business by Lead Source 
(Syracuse)( y )

Referral 36.0%
Previous Customer 10.1%
Advisor Self‐Generated 9.4%
Outbound (all sources) 8.8%
W b it 8 4%Website 8.4%
TV 6.5%
Newspaper/Print 4.2%
Home Makeover 2008 3.4%
State Fair/Home Show 3.1%
Di t M il 2 7%Direct Mail 2.7%
NYSERDA 0.3%
Other 7.1%
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If you want leads, YOU must 
market.market.

Y  ’t l     You can’t rely on any program 
to do it for you!y

19



Mike Rogers
GreenHomes America
http://greenhomesamerica.com
http://Greenhomesamerica.wordpress.p p
com 

Random ThoughtsRandom Thoughts



Opportunity:Opportunity:
Customer for Life

• Great results lead to very happy customers
• Contractor becomes the trusted source
• Opportunity of generate ongoing revenue pp y g g g

through maintenance contracts and 
additional services

• Happy customers give referrals and start the 
qualification process on the next generation qualification process on the next generation 
of customers

21



Summary—Be…

• Consistent in messaging

• Persistent with your efforts—stay in 
front of customers so you’re there front of customers so you’re there 
when they decide to act

• Diligent in tracking so you know what 
works and what doesn’tworks and what doesn t

22



Mike Rogers
GreenHomes America
http://greenhomesamerica.com
http://Greenhomesamerica.wordpress.p p
com 

Comfort   Energy Savings   GuaranteedComfort.  Energy Savings.  Guaranteed.

www greenhomesamerica com

23© 2008 GreenHomes America

www.greenhomesamerica.com



Yale Center for Business and the Environment

Connecticut Clean Energy Communities Program
Efficiency Cities NetworkEfficiency Cities Network

June 8, 2010
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Ed i L d f B i d S i

Biodiversity Water LandAir Energy SocietyBiodiversity Water LandAir Energy Society

Educating Leaders for Business and Society

Innovator

Employee

Biodiversity Water LandAir Energy Society

Innovator

Employee

Biodiversity Water LandAir Energy Society

p y

Operations

Fund Manager

p y

Operations

Fund Manager

State & Society

Customer

Competition

State & Society

Customer

Competitionp

Investor

p

Investor

E i E i t lEconomic 
Progress

Environmental 
Degradation



MegaWatts on Main Street
 Explore the marketing, finance, technology, policy, 

and economic development opportunities in the 
emerging residential energy efficiency and cleanemerging residential energy efficiency and clean 
energy market.

 Understand the barriers that prevent energy p gy
efficiency and clean energy from happening today.

 Identify the various ways these barriers are being 
h d b h dapproached by the government and private sector 

through policy instruments, innovative business 
models and new technologies.models and new technologies. 
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Webinar Speakers and PartnersWebinar Speakers and Partners
Policy, Marketing, Technology and Finance

Human Dimensions Research Associates
Smart Energy Initiatives through Applied Social Science Research

Human Dimensions Research Associates
Smart Energy Initiatives through Applied Social Science Research
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Community Program DesignCommunity Program Design
Engaging Citizens as Program Marketers

Town and Residents Community Region Society

“Tipping Point…that moment in an epidemic when a virus 

34

pp g p
reaches critical mass.”

References
Malcolm Gladwell – The Tipping Point



A i iti C t & P ti i ti R tAcquisition Costs & Participation Rates
Connecticut Clean Energy Communities Program

20% by 2010 Campaign 
Commitment to Clean Energy

Free 1 kW Solar PV

=
+

Free 1 kW Solar PV

100 Sign-Ups in Your Town to the

$7 500 $10 000/kW Solar PV Installed $75 $100

35

$7,500‐$10,000/kW Solar PV Installed
100 Sign‐ups

$75‐$100
Sign‐up

=



Nexus Market ResearchNexus Market Research
Monitoring and Evaluation Findings

3

3.5

Bill 
stuffers

Bill stuffers 
issued in 
September

1 5

2

2.5
stuffers 
issued 
in April

0.5

1

1.5 Direct mailing issued 
by clean energy 
marketer in October

0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan

('07)
Non-Particip. Communities 20% by 2010 Communities
CT Clean Energy Communities Community Innovation Grants Recipients
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References
“The Green, Green Grassroots of Home: Measuring Community‐Based Clean Energy Market Development Initiatives in Connecticut” by Tim Pettit, Greg Clendenning, and Bob Wall. 

CT Clean Energy Communities Community Innovation Grants Recipients



Yale UniversityYale University
Research Findings
 Program is responsible for increasing sign‐ups to the 

CTCleanEnergyOptions program by 35%, creating an additional 
7 000 more customers;7,000 more customers;

 Participation rates for households in the 
CTCleanEnergyOptions program is 2.7%: non‐participating 
communities is 1.5%, 20% by 2010 is 3.7% and Connecticut 
Clean Energy Communities is 4.9%; and

 Environmental benefits are 23 000 MTCO2 avoided each year Environmental benefits are 23,000 MTCO2 avoided each year 
from these additional customers.  Households willing to spend 
$100 per year for reducing 3 MTCO2.
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References
“Climate Policy and Voluntary Initiatives: An Evaluation of the Connecticut Clean Energy Communities Program” by Matthew Kotchen of Yale University.  Submitted to the National Bureau of 
Economic Research for comment (April 2010).



ENERGY EFFICIENCY?ENERGY EFFICIENCY?

38



Food Chain of Sustainable EnergyFood Chain of Sustainable Energy
From One Thing to Many Things

=
Move People from 
One Thing…

=
…to Many Things

=

By getting them on the “food chain of

39

of sustainable energy usage”



Mainstreaming Market Demand

Efficiency Cities Network
June 8, 2010



Earth Markets 
A People‐Planet‐Profit Social Enterprise

What We DoWhat We Do
Program design, management and consulting to 
accelerate & aggregate demand for residentialaccelerate & aggregate demand for residential 

energy efficiency 

Mission
Empower communities to provide homeowners with 
easy, measurable and affordable solutions to reduce 

energy usage and costs, using the strength of 
i t l k t & fi d thenvironmental markets & energy finance and the power 
of community engagement & social marketing

41



Consumer Marketing – A Powerful Bag of Tricks
Learn and Use Them!

All these tools need to be adapted tested and refined for energyAll these tools need to be adapted, tested and refined for energy 
efficiency and the public sector

 C h d k t h Consumer research and market research

 Integrated marketing strategies 
 Branding, database marketing, direct marketing, viral marketing, PR, in‐

kind, sponsorships, event‐based, programming

 Community outreach and campaign tactics

 Behavioral strategies Behavioral strategies
 Goal‐based commitments, social norms, community‐based social 

marketing, choice architecture
l i hi Customer relationship management

 Lifetime value of a customer
 Up‐sell, cross‐sell, pull‐through 42



Start a Conversation – And Don’t Stop

Target

Call to Action Call to Action Call to Action

g
Community A Lot Some

Fewer

Easy Actions
• Commitment

Harder Actions
•Audit

Hardest Actions
• Insulation &

Remember…
1. Meet people where they are

• Commitment
• CFLs

•Audit
• Programmable
Thermostats

• Insulation &
Weatherization

• Major Appliance
Replacementp p y

2. Hang onto everyone you meet/recruit
3. Keep converting them up the “food chain”
4 This will take time plan for it and keep things fresh!

Replacement

43

4. This will take time – plan for it and keep things fresh!
5. Measure everything
6. Adapt!!



CASE STUDYCASE STUDY

Neighbor to Neighbor Energy Challenge
A Community Energy Savings ProjectA Community Energy Savings Project 

Submitted to U.S. DOE Competitive EECBG Program – Topic 2

Goal: Target participation of 10 percent of households to set 
specific, measurable stretch goals of 20 percent for energy p , g p gy
savings and clean energy usage, and provide a portfolio of 
actions and support to assist in achieving these goals.

Community: 14 towns in Connecticut with 260K residents 
and 97K households, mix of suburban densities and rural



The Solution
A Comprehensive Approach That Adapts

Incorporating best practices from across New England and the US…

Community 
Outreach & 
Marketing

Community 
Outreach & 
Marketing

Behavior 
Change
Behavior 
Change

A iA iActions 
that are 
Easy to 

Undertake

Actions 
that are 
Easy to 

Undertake

Affordable 
Actions 

with Impact

Affordable 
Actions 

with Impact
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UndertakeUndertake pp



Neighbor to Neighbor Energy Challenge
Program Model

Community‐based social marketing strategies
l i i d i h bi d i h li Local grassroots organizing and community outreach combined with online 

platform, marketing, friendly competition between neighborhoods/groups/towns

and…performance‐based rewards at the municipal leveland…performance based rewards at the municipal level
 Town sets a goal vs. a baseline, is eligible for awards based on hitting resident 

participation/savings milestones

l d d d f d l ffto…accelerate and aggregate demand for residential efficiency 
programs
 Provided by the utilities through a contractor network, and includes home 

assessments, retrofits and financing

then…track and report back to towns and residents their collective 
outcomes

46

outcomes
 Participation rates, homes retrofitted, energy/$ saved, emissions reduced, jobs 

created, energy efficiency credits produced, carbon offset equivalent, etc.



Neighbor to Neighbor Energy Challenge
Partners & Roles

Program Administration
Overall program coordination, community incentives, grants admin.

Earth Markets: overall program management
Clean Energy Fund: grants management

Community Outreach, Education & Support
Including an on‐the‐ground Clean Energy Corps

Clean Water,
Student Conservation AssociationIncluding an on‐the‐ground Clean Energy Corps Student Conservation Association

Marketing
Media, PR, viral and web‐based strategies, promotional materials

SmartPower, Efficiency 2.0

Online Platform Efficiency 2.0

47

Energy Efficiency & Renewable Energy Measures
Lighting, HES, retrofits, CTCEO, solar thermal water, PV, financing

Energy Efficiency Fund, Clean Energy Fund,
Earth Markets, AFC First Financial

Evaluation, Measurement & Verification MIT, Earth Markets, Efficiency 2.0



Neighbor to Neighbor Energy Challenge
Project Impacts & Metrics (Lifetime)

Projected Program Impacts

 8000 households reached – from simplest to most involved actions

 386 Job‐Years Created or Retained

 $147 Million in Household Utility Savings across 8000 households

 248,726 MTCO2 of Emissions Reductions

 1 769 356 MMBt ’ f E R d d 1,769,356 MMBtu’s of Energy Reduced

Program Model Metrics – For Comparison w/ Other Program Models 

 21.7 Million Btu’s saved per $1000 invested – 2x better than DOE benchmark21.7 Million Btu s saved per $1000 invested 2x better than DOE benchmark 
of 10MM

 Cost of Saved Energy $.037 per kWh, $.030 for EE only – vs. incumbent EE 
ratepayer fund programs at $ 045

48

ratepayer fund programs at $.045

 $266 household acquisition cost – too high for a traditional lending/financing 
model?



Kerry E. O’Neill
President

kerry@earthmarkets.com
203‐258‐2550

www.earthmarkets.com



Contact Information
ECN:

ADMINISTRATOR: ecn@efficiencycities.us

LISTSERV: ecnmembers@efficiencycities usLISTSERV: ecnmembers@efficiencycities.us

WEBSITE: www.efficiencycities.org

Dorian Dale, Town of Bablyon - ddale@townofbabylon.com, www.ligreenhomes.com

Mike Rogers, Senior Vice President, Green Homes America –
mike.rogers@greenhomesamerica.com, 802-862-3250, www.greenhomesamerica.comg g g

Matt Golden, President, Founder, and Chief Building Scientist, Recurve - 415.294.5380, 
www.recurve.com

Bryan Garcia, Program Director of the Center for Business and the Environment, Yale Bryan Garcia, Program Director of the Center for Business and the Environment, Yale 
University - bryan.garcia@yale.edu, www.cbey.research.yale.edu 

Kerry O’Neill, President and CEO, Earth Markets LLC - kerry@earthmarkets.com, 203-
258-2550  www earthmarkets com
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258 2550, www.earthmarkets.com


