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Marketing & Outreach — Identify Partners

Description

Just as strategic partnerships can support other residential energy
efficiency program components, your program’s marketing and

Marketing & Outreach

outreach efforts can receive a boost from organizations, utilities, Stages:
financial institutions, contractors and their networks, government _
agencies, and other trusted community sources. Marketing and Overview
outreach partners can distribute materials, provide forums for the 1. Assess the Market
program to deliver its key messages, and generate social norms 2. Set Goals & Objectives
around participating in the program. .
P P 9 prog 3. Ildentify Partners
Successful marketing and outreach partnerships are based on shared 4. Make Design Decisions
interests, trust, and complementary capabilities. These partners can:
5. Develop Implementation Plans

¢ Help create demand for your program’s offerings 6. Develop Evaluation Plans

¢ Bring relevant competencies to your communication efforts 7. Develop Resources

* Enhance the credibility of your messages 8. Deliver Program

¢ Potentially provide additional incentives for program participants. 9. Assess & Improve Processes

As you identify and recruit marketing and outreach partners, it is
important to understand what each potential partner would gain from
helping your program achieve its marketing and outreach goals, and
ensure that the partnership opportunity is clearly defined for all
involved. It can also be helpful to:

e Establish an agreement of ground rules to ensure effective
communication

e Agree on a shared vision for success

Identify shared goals

Develop a clear timetable to be followed

Determine regular and ongoing communication channels.

This handbook describes the following key steps to identify partners to
support your program’s marketing and outreach efforts:

o Assess gaps that marketing and outreach partners could help fill
¢ Determine and evaluate potential partners

¢ Recruit marketing and outreach partners

Develop a partnership agreement

e Engage partners early and often.
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Find related information across other program components:

e Market Position & Business Model — Identify Partners
Identify and engage organizational partners in your business
model design.

e Program Design & Customer Experience — Identify Partners
Establish relationships with organizations that can help deliver
your program by enhancing your knowledge, resources,
capabilities and access to customers and contractors.

e Financing — Identify Partners
Identify and partner with financial institutions that can provide
capital, underwriting, and other functions to enable your
customers to access financing.

e Contractor Engagement & Workforce Development — Identify
Partners
Establish relationships with contractors who will deliver
program products and services, and with organizations that
train and certify workers.

Step-by-Step
Your marketing and outreach efforts will go further by partnering with trusted organizations that have similar goals
and share common audiences. For lasting, effective marketing and outreach partnerships, you will want to:

Assess gaps that marketing and outreach partners could help fill

Before soliciting potential partners, take stock of gaps in your program’s marketing and outreach capabilities (i.e.,
areas where you could use assistance from established organizations in reaching potential customers). These could
include:

e Communication channels. Are you looking for more avenues to promote your program offerings? Partnering with
community organizations that share your target audiences could provide a number of convenient channels, from e-
mail lists to in-person events. What's more, marketing and outreach partners can help frame your communications
because they might have a better understanding of your target audience.

e Access to trusted messengers. Is there an organization or high-profile individual that has your target audience’s
attention? Successful programs have found that an influential person or organization already trusted by your target
audience can enhance your outreach efforts by promoting your program or home energy upgrades in general.

e Expertise. Do your staff and consultants have all of the expertise needed for a successful marketing and outreach
program, or should you look for organizations to supplement what they know? For example, community-based
organizations that have convinced your target audience to change some other type of behavior are more likely to
have the expertise to get them to invest in an energy upgrade.

e Lack of information. Is there information needed to sufficiently market your program that you do not have the
resources to gather? A strategic partnership might allow you access to this information. For example, an
organization with a similar target audience might have already completed audience research and be willing to
share it with your program if your goals overlap (e.g., promoting energy efficiency or reducing utility costs), and
providing their research can help their constituents achieve these goals.

Rutland County Relies On Neighbors to Promote Program

NeighborWorks of Western Vermont NWWVT used its existing strong community relationships to bring its
residential energy efficiency program to hundreds of low- to middle-income homeowners in the Rutland County.
NWWVT learned through previous experiences that neighbors, not the government or utilities, are the most trusted
messengers to local residents, so the program initiated partnerships with these trusted neighbors as volunteers to
speak out about the program.

Marketing & Outreach — Identify Partners
Better Buildings Residential Program Solution Center (https://rpsc.energy.gov) Page 2 of 16
Last Updated: 03/28/16


https://rpsc.energy.gov/handbooks/market-position-business-model-–-identify-partners
https://rpsc.energy.gov/handbooks/program-design-customer-experience-–-identify-partners
https://rpsc.energy.gov/handbooks/financing-–-identify-partners
https://rpsc.energy.gov/handbooks/contractor-engagement-workforce-development-–-identify-partners
https://rpsc.energy.gov/handbooks/contractor-engagement-workforce-development-–-identify-partners
http://energy.gov/eere/better-buildings-neighborhood-program/rutland-county-vermont

From engaging residents to promote the program’s Rutland County Town Energy Challenge contest to asking
volunteers to think about whom among their neighbors could benefit from the program, NWWVT found that people
did not want to leave anyone out and therefore worked to tell as many neighbors as possible about the program.
One way volunteers promoted the program was through yard signs. As people saw their neighbors displaying yard
signs promoting NWWVT'’s residential energy efficiency upgrade program, they called NWWVT to ensure that they
were not being left behind: “I saw that my neighbor has your sign up. | don’'t know what it is, but | want one.”

As a result of these strong partnerships with local citizens, in only six months, NWWVT facilitated 196 home energy
upgrades and as of December 2013 completed more than 650 upgrades.

Source: Spotlight on Rutland County, Vermont: How Local Ties Lead to Local Wins U.S. Department of
Energy, 2011.

Determine and evaluate potential partners

Strategic partner selection will help your program build meaningful, fruitful marketing and outreach partnerships.
Take the following considerations into account when brainstorming ideas for partners and evaluating their
usefulness to your marketing and outreach efforts.

Determine potential partners

The partners identified as part of your program design (link to PD.3. Identify Partners) are a good place to look for
support for your program marketing and outreach. Also consider any organizations or individuals that provided
feedback on your marketing and outreach-related goals and objectives.

If you still have marketing and outreach gaps, expand the partner search to new organizations. These could include
public, private, and nonprofit organizations with a history of collaboration and community involvement that are likely
to be trusted sources for your program'’s priority target audiences.

Some of the first partnerships you might want to consider are:

e Home Performance with ENERGY STAR® sponsorship. If your program is looking for a trusted, national brand
to fill a marketing gap, consider partnering with the U.S. Department of Energy and ENERGY STAR by joining the
Home Performance with ENERGY STAR (HPWES) program as a Sponsor. Sponsorship gives programs access
to technical and marketing tools branded with the credibility and familiarity of ENERGY STAR.

e Local contractors as sales partners. Many programs assume having qualified contractors is enough, but
bringing local contractors into your marketing and outreach efforts as a partner that can help “sell” your program is
a critical component of residential energy efficiency program success. Contractors are the primary point of contact
for homeowners during the home energy upgrade process. Take advantage of this direct contact by ensuring that
your contractors know how to sell your program. Learn how Better Buildings Neighborhood Program partners
turned their contractors into effective sales partners in the following U.S. Department of Energy case studies:
o Spotlight on Maine: Contractor Sales Training Boosts Energy Upgrade Conversions

o Spotlight on Portland, Oregon: Making the Program Work for Contractors

o Spotlight on Austin, Texas: Let Your Contractor Be Your Guide for Big Rewards

Engaging contractors as sales partners can also help your program’s bottom line. Some HPWES Sponsors
split the cost for marketing materials with contractors, saving the program money.

e Trusted nonprofit organizations or neighborhood groups. Partners might include civic organizations,
employers, faith-based organizations, universities, energy efficiency non-profits, state energy offices, or regional
energy efficiency organizations. These organizations’ goals and messages should align and complement yours,
and they should have readily available communications channels that can be used to promote your program’s
offerings.

o Utilities. Utility partners can provide communication channels, recognized brands, credibility, and information
about what motivates customers (and what does not).

e Financial institutions. In addition to enhancing your program’s financial offerings, financial partners can help
conduct marketing and outreach activities for your program. Their customers may be more likely to consider a loan
product for a home energy upgrade if they see a co-branded marketing piece from one of your financial partners.

e Media organizations. Local news outlets, bloggers, or home improvement columnists can help promote your
program offerings by sponsoring contests, covering events, or becoming early adopters and providing testimonials.
Try establishing a relationship with a local blogger or columnist and ask him or her to be an “early adopter” of
home energy upgrades in your community and then write about the experience and benefits.
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In Their Own Words: Empower Contractors to Sell Upgrades and Loans

Source: U.S. Department of Energy, 2012.

In Their Own Words: Empower Contractors By Building Sales and Business Skills

Source: U.S. Department of Energy, 2012.

Evaluate potential partners

With a list of potential partners in hand, you are ready to evaluate them and their potential usefulness to your
program. When evaluating potential marketing and outreach partners, look for organizations that have:

e A mission, capacity, and organizational strengths that meet your program’s needs, and vice versa

e Complementary marketing and outreach goals and messages

¢ Audiences that align with or complement your program’s priority audiences

o A reputation of credibility in the community

¢ An active constituency and an appreciation of the value of your program to constituents, and vice versa

e Motivation and sufficient resources to recruit participants from their constituents

¢ Well-established communications mechanisms with numerous followers or readers

¢ A person with the authority to fulfill commitments and act as your program’s champion within their organization

¢ A history of collaboration and community involvement, which provides security that they are likely trusted sources
for your program’s priority target audiences.

Better Buildings Neighborhood Program Partnerships
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Efficiency Maine provided contractor sales training and offered contractors a standard assessment checklist and
professional development courses to help them communicate with homeowners. The program organized monthly
webinars to explain available incentives, discuss what worked for contractors, and talk about what could be
improved. By creating a partnership with contractors, Efficiency Maine’s assessment-to-upgrade conversion rate
grew from 10% to 60% in less than six months. Learn more in the case study Spotlight on Maine: Contractor
Sales Training Boosts Energy Upgrade Conversions.

Philadelphia EnergyWorks partnered with local energy and gas utilities to share data, including marketing
results, that helped sustain the program into the future. EnergyWorks also partnered with faith-based
organizations to build trust for the program and conduct outreach within the local community.

The Greater Cincinnati Energy Alliance (GCEA) partnered with AFC First Financial, which provided the
marketing tools and training that contractors needed to promote financing options to homeowners, helping GCEA
save resources on marketing and outreach.

Better Buildings Program San Jose leveraged local, well-known organizations that delivered non-energy
services to low-income residents to provide targeted outreach on home energy upgrades in San Jose, California,
locations.

e The Milwaukee Energy Efficiency program (l\/le2) partnered with Wisconsin's statewide energy efficiency
program, Focus on Energy, to locally market home energy upgrades. Me?2 leveraged Focus on Energy’s
contractor network and community-based marketing to promote Focus on Energy’s statewide rebate program.

In Their Own Words: Marketing and Outreach Partnerships

Source: U.S. Department of Energy, 2012.

Foster Media Relationships

Strong media partnerships are a valuable program asset, but the relationship needs to be maintained over time.
Here are a few simple tips to help foster media relationships.

Do:

e Be helpful, responsive, and appreciative
e Keep your promises
e Position spokespeople as experts in subject matter

e Stay in touch and provide information even when you are not pitching a story.

Don’t:
e Be critical or complain if something minor is not right
e Ask to see a story before it runs
e Send a pitch to more than one person at the same organization

e Ask for more than one thing during your pitch.

Get more information on media partnerships and other tips for working with the media in the U.S. Department of
Energy’s How to Work with the Media webcast.

Recruit marketing and outreach partners
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After you identify potential partners, approach them with an offer to partner in your marketing and outreach activities.
Partner recruitment involves researching what marketing and outreach your partner has done, and why getting
involved in your program would be mutually beneficial.

Remember when recruiting partners to not only include suggestions for what the partner organization can do for your
program but also incorporate what you can provide to the partner organization. Understanding your potential
partner’'s business model and marketing and outreach goals will help you identify and communicate the benefits of
entering into a mutually beneficial relationship.

Here are some ideas on expanding existing or forming new partnerships:

e Expand existing relationship with the partner. Setting up a meeting or call to discuss expanding your
relationship to cover marketing and outreach is often straightforward with an existing partner.

e Forge a new partnership. Consider approaching the partner organization’s communications director or other
marketing professionals with a pitch that frames the partnership in terms of how your marketing relationship can
support their own goals, rather than simply focusing on the marketing benefits your program will gain. Suggest
specific campaigns or events where the two organizations can coordinate efforts or co-brand materials.

e Recruit media partners. Share information on your program with specific environmental or home improvement
reporters and bloggers, giving them early leads on program announcements, and inviting them to attend program
events. Make sure to promote the idea that home energy upgrades provide more than just energy benefits, but
comfort, economic, and health benefits as well. If your local television news outlet has a consumer reporter,
remodeling guru, or sustainability expert, you can start with that person.

Ongoing communication with potential, new, or existing partners is key to a successful partnership. As you discuss
forming or expanding a partnership, plan regular calls or in-person meetings with your partners to provide regular
updates on partnership progress and terms. More information on developing a partnership agreement and ongoing
communication is provided in the following steps.

Develop a partnership agreement

Establish expectations and partnership terms early in the relationship in order to develop and maintain productive
marketing and outreach partnerships. To do this, you can develop a partnership agreement or, if you already have a
partnership agreement in place, a memorandum of understanding (MOU) that defines the marketing and outreach
roles and expectations for each partner.

For example, consider promoting your program in partners’ newsletters and on their websites, drawing on their
membership lists to expand direct mailings, and working with them to find opportunities to promote your program
directly to their audiences. These kinds of activities could be written into your marketing and outreach partnership
agreement, or your broader program partnership agreement could include a commitment to collaborate on marketing
and outreach.

A partnership agreement does not need to be a formal legal document, but programs have found it helpful to outline:

¢ What resources each partner will provide
e Each partner’s role
e The approval process for any joint materials

e The terms, scope, and duration of the partnership, including how activities will conclude and how results will be
communicated.

Get Help With Partnership Agreement Template

The U.S. Department of Energy’s Creating a Partnership Agreement worksheet can be used as a partnership
agreement template. Visit the Program Design Identify Partners handbook for more information on developing a
partnership agreement.

Marketing & Outreach — Identify Partners
Better Buildings Residential Program Solution Center (https://rpsc.energy.gov) Page 6 of 16
Last Updated: 03/28/16


https://rpsc.energy.gov/handbooks/market-position-business-model-–-overview
http://www1.eere.energy.gov/buildings/betterbuildings/neighborhoods/pdfs/partnership_agreement.pdf
https://rpsc.energy.gov/handbooks/program-design-customer-experience-–-identify-partners

Creating a Partnership Agreement Worksheet

PARTNERSHIP AGREEMENT BETWEEN

Background (Short explanation of program and marketing needs):

Partnership Agreement Purpose:
The purpose of this agreement is to provide a framework in which and

can work together to successfully (Three bullets about desired outcomes/achievements of partnership):

Agreement:

Through their partnership with will provide:

.

will provide:

Approval Processes:
will send any materials with 's logo or that will be posted or distributed to
for approval. will send any materials promoting the events or campaign to
for approval, within agreed-upon turnaround times.

Terms of Agreement:
Agreement will be valid for [length of time 1, from the date of signing below. Amendments
to the scope or length of agreement can be arranged in writing between the participating partners at any time.

Agreement:

We, the undersigned, recognizing the value of saving energy in our communities by educating consumers
about the importance of home energy upgrades, commit our respective organizations to work together
on the [Campaign Name ] as outlined in this document.

Partner Name:

Partner Name:

Source: Creating a Partnership Agreement Worksheet, U.S. Department of Energy, 2011.

Engage partners early and often

Once you have solidified your new partnerships with an agreement, engage the partner quickly so the relationship
does not get cold. Ways to keep your marketing and outreach partners connected to your program include:

e Set up regular meetings, conference calls, or webinars to update the partner on your program’s marketing and
outreach efforts and results.
o Enhabit staff held monthly meetings at a convenient time (early morning) with a rotating group of
contractors to get their input on and alert them to upcoming outreach initiatives.

o As part of a data-sharing agreement, Philadelphia EnergyWorks sent regular marketing results reports
that were collected from the communications firm EnergyWorks partnered with to Philadelphia Gas Works
(PGW). As a result, PGW used the lessons learned by EnergyWorks’ successful online advertising
campaign to refocus its advertising dollars in online outlets.

¢ Invite partners to attend your program outreach events to enhance your credibility with attendees.
e Add partners to your newsletter mailing lists.

e Connect with partners through social media; follow them on Twitter, like their Facebook page, and post or retweet
their photos and posts as appropriate. Their followers could quickly become yours and help you raise awareness.
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EnergyWorks Finds and Shares Success With Online Ads

A partnership is not a one-way street. You can also support your partners’ marketing and outreach efforts:

e Attend their relevant outreach events, which could also help raise your program’s visibility
e Contribute to the partner’s social media conversations (e.g., start or add to discussions)

e Promote relevant partner news in your program’s newsletter, website, or social media.

Although the marketing and outreach activities outlined in your partnership agreement may not be continuous,
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regular contact will help keep the relationship fresh and might even help you discover collaboration opportunities that

had not previously been apparent.

Marketing & Outreach — Identify Partners

Better Buildings Residential Program Solution Center (https://rpsc.energy.gov)

Last Updated: 03/28/16

Page 8 of 16



Tips for Success

In recent years, hundreds of communities have been working to promote home energy upgrades through programs such
as the Better Buildings Neighborhood Program, Home Performance with ENERGY STAR, utility-sponsored programs, and
others. The following tips present the top lessons these programs want to share related to this handbook. This list is not
exhaustive.

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:

o Community-based organizations and nonprofit organizations
o Large employers, such as local universities

* Respected members of the community (e.g., local elected officials, company executives, community opinion
leaders)

o Utilities or fuel dealers.

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. Engaging credible messengers in program promotion could also help
influence individuals in those messengers’ social networks to undertake upgrades.

e Housing agency NeighborWorks of Western Vermont found that residents of Rutland County, a small, rural
community, consider neighbors to be the most trusted messengers, rather than the local government, federal
government, or utilities. The program enlisted respected local citizens and 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 the community.

e When Better Buildings Program San Jose in California set out to encourage homeowners to undertake home
energy upgrades, it joined forces with trusted community-based organizations to accomplish its goals. The
program knew that religious organizations not only shared its mission but also had the ability to help. The City of
San Jose previously worked in these communities with its partner, the Strong Neighborhoods Initiative, and was
able to leverage the trust and goodwill generated by this program to increase its access to partners for the home
energy upgrade program. The Most Holy Trinity Catholic Church lent its office space free of charge to Better
Buildings Program San Jose, which saved overhead costs and allowed program staff to host meetings with
homeowners to discuss their energy upgrade options and schedule home energy assessments. Additional events
were held at a Boys and Girls Club in the community. Partnering with highly regarded organizations in the
community enhanced the trustworthiness and visibility of the program.

e 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 the small town
model” to catalyze homeowner action to upgrade their residences. STEP-UP’s social marketing approach
included:

o Newsletter

o

Town events

o

Direct mailing

(e]

STEP house parties
o Yard signs
o Neighbor-to-neighbor outreach

This social marketing approach proved to be effective and low-cost. STEP-UP’s marketing budget was just
3% of its overall program budget and resulted in 30% of town households signing up to participate in the
program.
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Examples
The following resources are examples from individual residential energy efficiency programs, which include case studies,
program presentations and reports, and program materials. The U.S. Department of Energy does not endorse these

materials.
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Case Studies

Spotlight on Seattle, Washington: Community Partnerships Work to Extend Program Reach (5 MB)
Author: U.S. Department of Energy
Publication Date: 2011
This case study shares how Seattle's Community Power Works engaged a vast network of partners to build
on existing capacity and knowledge, extending the reach of its program in a short period of time.

Spotlight on Rutland County, Vermont: How Local Ties Lead to Local Wins (552 KB)

Author: U.S. Department of Energy

Publication Date: 2011
Building on its understanding of homeowners in Rutland County, Vermont, NeighborWorks of Western
Vermont (NWWVT) enlisted respected local citizens and organizations to spread the word about home
energy efficiency upgrade opportunities, an effort that helped drive demand for nearly 200 home upgrades in
just six months

Spotlight on Austin, Texas: Best Offer Ever Produces Upgrades in Record Time (555 KB)

Author: U.S. Department of Energy

Publication Date: 2011
With its Best Offer Ever promotion, Austin Energy completed comprehensive energy upgrades in a record
564 homes in only six months--more than 10 times the utility's typical participation rate. To quickly develop
momentum for BetterBuildings-Austin Energy's Clean Energy Accelerator program with homeowners, Austin
Energy leveraged its existing Home Performance with ENERGY STAR infrastructure, experience, and
contractor base but added a comprehensive rebate/financing offer for a finite launch period. Demand soared,
and due to thoughtful planning, Austin Energy and its contractors were able to keep up with requests for
energy assessments, inspections, improvements, and loan origination, while learning valuable lessons along
the way.

Spotlight on Austin, Texas: Let Your Contractor Be Your Guide for Big Rewards (445 KB)

Author: U.S. Department of Energy

Publication Date: 2011
This case study discusses strategies that Austin Energy, a municipally owned utility, used to collaborate
closely with building contractors to launch a new Best Offer Ever promotion quickly and effectively.

Spotlight on Maine: Contractor Sales Training Boosts Energy Upgrade Conversions (411 KB)
Author: U.S. Department of Energy
Publication Date: 2012

This case study explains how Maine provided contractor sales training to boost upgrade conversions.

Spotlight on Portland, Oregon: Making the Program Work for Contractors (536 KB)

Author: U.S. Department of Energy

Publication Date: 2011
As a program charged with saving energy and supporting economic growth, Clean Energy Works Oregon
(now Enhabit) balances contractors' work priorities with the program's need to enforce quality standards,
track results, and ensure good customer service. This case study discusses Clean Energy Works Oregon's
(now Enhabit's) strategies for actively engaging contractors to make the program successful.

It's Academic: BetterBuildings for Michigan Partners With University to Reach Employees (132 KB)

Author: U.S. Department of Energy

Publication Date: 2013
This Focus Series interview discusses the semester-long, employer-assisted partnership between
BetterBuildings for Michigan and Grand Valley State University (GVSU). This successful partnership involved
an early adopter outreach campaign and served as a model for other program partnerships.

In the City of Brotherly Love, Sharing Know-How Leads to Sustainability

Author: U.S. Department of Energy

Publication Date: 2013
Philadelphia EnergyWorks helped sustain future programs by sharing marketing insights and program data
with a local utility partner.

Program Presentations & Reports
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http://energy.gov/sites/prod/files/2014/01/f6/cs_seattle_gettingstarted.pdf
http://energy.gov/sites/prod/files/2014/01/f6/cs_rutland_drivingdemand.pdf
http://energy.gov/sites/prod/files/2014/01/f6/cs_austin_servicedelivery.pdf
http://energy.gov/sites/prod/files/2014/01/f6/cs_austin_wfdevelopment.pdf
http://energy.gov/sites/prod/files/2014/01/f6/maine_workforce_case_study.pdf
http://energy.gov/sites/prod/files/2013/12/f6/cewo_workforce_case_study.pdf
http://energy.gov/sites/prod/files/2014/02/f7/gvsu_interview_formatted_1-28-13.pdf
http://energy.gov/sites/prod/files/2014/01/f6/focus_series_energy_works_info_sharing_11-1-13.pdf

RePower Program -- People Will Talk: Making Energy Efficiency a Neighborhood Issue
Author: Helen Biersack, RePower
Publication Date: 2012
This presentation describes Washington's RePower program and lessons learned on community
engagement as a driver of demand.

Better Buildings Program San Jose: Serving Moderate Income Residents

Author: Adrianna Masuko, City of San Jose, California

Publication Date: 2012
Presentation describing San Jose Better Building program and tactics, including strategic partnerships, for
reaching moderate income residents.

Shared Value in Utility and Efficiency Partnerships - Local Energy Alliance Program
Author: Cynthia Adams, Local Energy Alliance Program
Publication Date: 2012
Presentation that focuses on grantee program-utility partnership models from the programs perspective.

Shared Value in Utility and Efficiency Partnerships - Vermont Energy Investment Corporation
Author: Nikki Kuhn, Vermont Energy Investment Corporation
Publication Date: 2012

Presentation that focuses on grantee program-utility partnership models.

Shared Value in Utility and Efficiency Partnerships - Lessons in Perseverance, Flexibility and Mutual
Respect
Author: Kerry O'Neill, Connecticut Neighbor to Neighbor Energy Challenge
Publication Date: 2012
Connecticut's Neighbor to Neighbor Energy Challenge's perspective on their partnership with Northeast
Utilities.

Working with Financial Partners - Clean Energy Works Oregon (now Enhabit)
Author: Brian Alfano, Clean Energy Works Oregon (now Enhabit)
Publication Date: 2012
Presentation describing how Clean Energy Works Oregon (now Enhabit) works with financial partners.

Program Materials

None available at this time.
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http://energy.gov/sites/prod/files/2014/01/f6/d5-biersack.pdf
http://energy.gov/sites/prod/files/2014/01/f6/s1-masuko.pdf
http://energy.gov/sites/prod/files/2014/01/f6/m1-adams.pdf
http://energy.gov/sites/prod/files/2014/01/f6/m1-kuhn.pdf
http://energy.gov/sites/prod/files/2014/01/f6/m1-altmann.pdf
http://energy.gov/sites/prod/files/2014/01/f6/m1-altmann.pdf
http://energy.gov/sites/prod/files/2014/01/f6/f3-alfano.pdf

Toolbox

The following resources are available to help design, implement, and evaluate possible activities related to this handbook.
These resources include templates and forms, as well as tools and calculators. The U.S. Department of Energy does not
endorse these materials.

Templates & Forms

Creating a Partnership Agreement Planning Worksheet

Author: U.S. Department of Energy

Publication Date: 2011
One-page template to use when developing a partnership agreement between an energy efficiency upgrade
program and another organization.

Tools & Calculators

Database for Incentives and Joint Marketing Exchange (DIME)

Author: U.S. Environmental Protection Agency

Publication Date: 2014
The Database for Incentives and Joint Marketing Exchange (DIME) is an online, searchable tool to help
manufacturers and retailers identify incentive and marketing opportunities for promoting ENERGY STAR
certified products, and to enable all partners to coordinate with the appropriate contact from other partner
organizations on promotional opportunities.
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http://energy.gov/sites/prod/files/2014/01/f6/partnership_agreement.pdf
http://www.energystar.gov/dime

Topical Resources

The following resources provide additional topical information related to this handbook, which include presentations,
publications, and webcasts. Visit Examples for materials from and about individual programs.

Topical Presentations

None available at this time.
Publications

Engaging as Partners in Energy Efficiency: Multifamily Housing and Utilities

Author: Anne McKibbin and Anne Evens, CNT Energy; Steven Nadel and Eric Mackres, American Council for an

Energy-Efficient Economy

Publication Date: 2012
This report outlines where costs and energy savings can be achieved and dives into strategies that utilities
and multi-family building owners can use to create a more effective partnership. With an understanding that
states and local regions sometimes can lack energy efficiency policies, this report outlines ways to go
beyond what's required and move the efficiency discussion forward in expanding the resources available for
energy efficiency upgrades.

Overview of Marketing Methods for Local Retrofit Programs

Author: Oak Ridge National Laboratory

Publication Date: 2011
This report shares strategies for marketing local energy efficiency programs, particularly through focused
messaging, leveraging partnerships, and social media.

Webcasts

Furthering Your Local Governments' Energy Efficiency Goals: Part 1 - Getting Support From Local Leaders
Presentation, Media, Transcript
Author: Chuck Clinton, National Association of State Energy Officials; Jay Fisette, Arlington County, Virginia;
Michael Yambrach, Washington, D.C.; Kaci Radcliffe, Skagit County, Washington; Jennifer Clymer, ICF
International
Publication Date: 2011
This webcast shares useful and effective strategies for getting local leaders to support local government's
energy efficiency goals.

Leveraging Partnerships with Faith-Based Organizations
Presentation, Media, Transcript
Author: Rev. Fletcher Harper, GreenFaith; Paul C. Raver, Jr., Green Market Solutions; Alexis Chase, Georgia
Interfaith Power & Light
Publication Date: 2011
This webcast explores how faith-based organizations and their partners have used energy efficiency as an
organizing motivator to upgrade the institutional building and then members' homes.

Marketing & Outreach: Working with and Learning from Contractors
Presentation, Media, Transcript
Author: Karen Villeneuve, NYSERDA,; Peter Krajsa, AFC First Financial Corporation; Michael Rogers,
GreenHomes America; Matt Golden, Recurve
Publication Date: 2010
This webcast highlights programs that actively engage the contractor community in program design and
implementation. Several contractors share their views on best practices for Marketing & Outreach.

Workforce Development and Sales Training for Energy Efficiency Contractors

Presentation, Media, Transcript

Author: Elizabeth Stuart, Lawrence Berkeley National Laboratory

Publication Date: 2011
This webcast reports on the energy efficiency services sector workforce size, expectations for growth, and
training needs and features a case studies from Efficiency Vermont and Efficiency Maine.
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https://rpsc.energy.gov/handbooks/marketing-outreach-–-identify-partners#block-views-handbook_static_blocks-block_5=&tabs=3
http://aceee.org/research-report/a122
http://www1.eere.energy.gov/wip/solutioncenter/pdfs/Marketing_Strategies.pdf
http://www1.eere.energy.gov/wip/solutioncenter/pdfs/furtheringyourlocalgovernmentsenergyefficiencygoalspart1gettingsupportfromlocalleaders.pdf
http://www1.eere.energy.gov/wip/solutioncenter/media/furtheringyourlocalgovernmentsenergyefficiencygoalspart1gettingsupportfromlocalleaders.wmv
http://www1.eere.energy.gov/wip/solutioncenter/docs/furtheringyourlocalgovernmentsenergyefficiencygoalspart1.doc
http://www1.eere.energy.gov/wip/solutioncenter/pdfs/leveraging_partnerships_with_faith-based_organizations.pdf
http://www1.eere.energy.gov/wip/solutioncenter/media/leveraging_partnerships_with_faith-based_organizations.wmv
http://www1.eere.energy.gov/wip/solutioncenter/docs/leveraging_partnerships_with_faith-based_organizations.doc
http://www1.eere.energy.gov/wip/solutioncenter/pdfs/driving_demand-working_with_and_learning_from_contractors_presentation.pdf
http://www1.eere.energy.gov/wip/solutioncenter/media/driving_demand-working_with_and_learning_from_contractors_video_11-9-2010.wmv
http://energy.gov/eere/wipo/driving-demand-working-and-learning-contractors-text-version
http://www1.eere.energy.gov/wip/solutioncenter/media/Workforce Development and Sales Training for EE Contractors - Slides.ppt
http://www1.eere.energy.gov/wip/solutioncenter/media/Workforce Development and Sales Training for EE Contractors 3-22-11.wmv
http://www1.eere.energy.gov/wip/solutioncenter/docs/Workforce Development and Sales Training for EE Contractors Transcript.doc

How to Work with the Media

Presentation (3 MB), Media, Transcript

Author: U.S. Department of Energy

Publication Date: 2011
This webcast offers a preview of tools and proven techniques to work with local media to increase program
visibility. The webcast also features a discussion where participants shared what is working with their
program's media efforts.

Energy Efficiency and Conservation Loan Program Webinar Series: #4 Residential Energy Efficiency Deep

Dive, Part Two

Presentation, Media, Transcript

Author: U.S. Department of Agriculture; U.S. Department of Energy

Publication Date: 2014
This webinar is the fourth (in a series of six) hosted by USDA Rural Utility Service (RUS) and focusing on
the Energy Efficiency and Conservation Loan Program (EECLP). The second in a two-part series, this
webinar shares best practices from the more than 40 competitively selected state and local governments
who participated in the U.S. Department of Energy’s Better Buildings Neighborhood Program. This webinar
focuses on data collection and continuous improvement, partnering with financial institutions, community-
based outreach, and quality assurance of contractor work. It also features a case study from Jackson Electric
Member Corporation about their audit tools, rebates and loans, tracking and reporting, and marketing and
advertising strategies.
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http://energy.gov/sites/prod/files/2013/12/f6/20110427_howtowork_media.pdf
http://youtu.be/kqlXz92l3QE
http://energy.gov/sites/prod/files/2014/01/f6/howtowork_media_text04272011_0.pdf
https://bbnp.pnnl.gov/sites/default/files/presentations/Energy Efficiency RUS DOE Webinar 4.pdf
http://youtu.be/FBAthXzw6wU
http://www.energy.gov/eere/buildings/eeclp-webinar-4-residential-energy-efficiency-deep-dive-part-2-text-version

Better Buildings Residential Program Solution Center
http://bbnp.pnnl.gov
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