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Resource Librarg by Topic RLEETTER

w Marketing & Communications Plans
A LA CountfCommunication®lan
A Oregon Draft Marketinglan & Product Definition
A Cambridge Energy Allian@®mmunicatior& Marketing Strategy
w Marketing Research & Segmentation
A LA County Home Energy Retrofits Research R&Bresentation
A OregonDraft Target Personas
A Oregon Residential Energy Awareness and Perception Study
A CA Market Segmentation Findings
w Stakeholder Surveys &terviews
Al! | 2dzydé a9y SNHEPresansatiab 4 ¢ { dzNISeé wS a d:
A CA Ethnographic Research Findings
A9y3al3aAay3a /| Katmirmtiesa 5A ISNES
A CommunityBased Social Marketing to Inform Homeowner Participation in CA
EnergyEfficiency Home ImprovemeRrograms
w Evaluations

A Clean EnergWorks Pilot Evaluation
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Resource Librarg by Location RLEETTER

w Californiag statewide (Ethnographid-indingsMarket Segmentation
FindingsCommunityBased Social Marketing to Inform Homeowner
Participation in CA Enerdsfficiency Home Improvement Programs

w Cambridge MA (Communication & Marketin§trategy)
w Chicago)LO@ y I Ay I /| KXQimdr#ti€&i 5A ISNHES
w Los Angeles Count A(Communications plan, Market research

presentation, Home energy retrofits research report, and Energy issues
survey resultpresentation)

w Oregon(Clean Energy Works Pilevaluation, Draftnarketing planDraft
targetpersonas, Product Definition, Residenfadergy Awareness and
PerceptionStudy)

w Your Program HERE
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LA County SeerTen
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w Four files postednline:
A Communications plan (must read)
A Market research presentation (must repd
A Home energy retrofits research report and presentation
A Energy issues survey results presentation
w Contact:
Melinda Barrett
Los Angeles County
323-267-2022
MBarrett@isd.lacounty.gov



http://groups.google.com/group/betterbuildingsalliance/web/driving-demand-customer-acquisition?hl=en

-_—
BETTER
BUILDINGS

LA County

Los Angeles County Energy Program | Energy-Efficiency Upgrades for Existing Homes

Extensive Market Research

« LA County: 1,200-person survey

* LA County: 4 focus groups

» Alameda County: 600-person survey
» Alameda County: 3 focus groups

« Bay Area: 900-person survey

« Statewide: 6 focus groups

«  Demographics
* Other surveys
+ Best practices
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w Observations from market research:

D D D>y D> D> D> P

Education does not move people to increased participation

Cost is both a major barrier and a major motivator

Rebates/tax credits are critical to success

The existing financing is not attractive, too complicated and interest rates are too high
Contractors are both a valuable asset and a perceived liability

Accountability is essential

Counties are both a valuable asset and perceived liability

There is an audience primed, ready amalting

w Key recommendation:
A Market the program as a simple, os¢éop-shop that will allow the

homeowner to make choices about what to do and how much to
spend, take advantage of rebates/tax credits, find certified
contractors and options for financingpackaged with quality
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Los Angeles County Energy Program | Energy-Efficiency Upgrades for Existing Homes

Key Target Markets

« Homeowners under age 50

« Women (college-educated)

« Homes built before 1940 (expand to built before 1970)

« With school-age children at home (large families)

» Of color (Asian-63%, Latinos-62%, African Americans-59%)

« Incomes of $60,000-$120,000

 Those who have made some energy upgrades

» Speak Spanish as a primary language (took survey in Spanish-68%
positive response)

« Transitioning (buying a house or increasing family size)
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w Elements of the strategy:
County wide Marketing & Media Relations

1.

© 0 NOoO Ok WD

Pilot Marketing Areas
TriggerEvent Marketing

City Outreach

Contractor Marketing

Realtor Marketing

Retail Partner Marketing
Multi-Family Marketing

Whole Neighborhood Marketing
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w Four FiledPostedonline
A Clean Energy Works PiBvaluation (must read!)
A Product Definition graphic
A DraftMarketing Plan
A Draft Target personas
w Contact:

Will Villota
Clean Energy Works Oregon (CEWO)

503-806-8929
will@cleanenergyworksoregon.org



http://groups.google.com/group/betterbuildingsalliance/web/driving-demand-customer-acquisition?hl=en
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w Lessons from the pilot

A Word of Mouth (24%)accounted for the highest share of
referrals (11/09¢ 05/10)

A Direct mail (17%pndemail (22%)were also large sources of
referrals, driven by a mailer from PGE and Pacific Power, and
emails from the Energy Trust, City of Portland and DHX
Marketing (purchased distribution list) (02/1005/10)

A A strong advertising and media presence drove a significant
Increase in leads
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LOHAS Consumer Seg

(% U.S. general population in NI

UNCONCERNED: 17%

* Unconcerned about the
environment and society

CONVENTIONALS: 24%
« Practical

* “Yankee Ingenuity”

« Conservation-oriented

DRIFTERS: 25%

* Looking for “easy green"
» Trendy
* Price sensitive

mentation Model

ned consumer segments)

LOHAS: 19%
* Active stewards of the environment
* Dedicated to personal and planetary

heaith

* Lifestyle-oriented
« Heaviest purchasers of green/ socially

responsibie products

NATURALITES: 15%

« Secondary target for many
mainstream LOHAS products

* Personal health motivated

* More likely to use LOHAS-
consumables than durables

* Income restricts some behavior,
creating attitudinal versus behavioral
disconnects

Figure 4.4: 2009 Segmentation Clusters

Hands Full
ShowMe 18%

1%

Main Street
Oregonians =
18% n=709
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Name

Gender | Age

Geography

HH Income | Job

Leslie

Female |34

Inner Metro

$100,000 | Freelance Designer

Name | Gender | Age | Geography | HH Income [ Job

Vanessa | Female [47 | Inner Metro

| $100,000 | Middle School Teacher

|

* New mother, married to urban planner

* 1926 bungalow with “character” that needs a lot
of work

* Values sustainability, community and personal
health

* Concerned about how cold and drafty her
baby’s room is

* Considering replacement windows but
confused about complex tax credits

* Learned about Energy Trust Home Energy

Review from utility bill insert

“LOHAS Leader” and ETO “Willing and Able”

47 years old, middle school teacher

HH income is $120,000

Married with 4 kids aged: 12, 14, 17 and 20

Neighborhood association board member

1922 home was partially updated before they moved in 16

years ago but have not done any work since

* Husband weatherizes home each winter to reduce energy
bills and keep home more comfortable

* Has never replaced furnace so expects they will need a new
one soon.

* LOHAS “Drifter” (follower) and ETO “Hands Full”

Name

Gender

Robert

Male

Geography HH Income | Job
Rural Far from Metro $35,000 | Retired

Name Gender | Age | Geography HH Income | Job

* Retired lumber mill supervisor, wife is a retired
librarian

* Living comfortably on a fixed retirement income
(includes pension, social security and savings)

* Avid fisherman/outdoorsman that is also a member
of his Church’s finance committee

* House built in 1970; has long been frustrated by
high heating bills— dreads wasting money on heat
that literally leaks out of the walls.

* Conservation means protecting outdoors areas for
recreation and saving money

* Has doubts about climate science

* 3 children and 10 grand children

* LOHAS “Conventional” and ETO “Main Street
Oregonian”

Ricardo Male 41 Rural Near Metro $45,000

House Painter

41 years old, wife works part time at a day care center
Moved to U.S. from Mexico in 1990 and has green card
3 children aged: 6, 8 and 10

Moved into 1954 home when 3™ child was born

House does not get warm enough with regular heat so
they use space heaters in a couple of rooms

* LOHAS “Drifter” (follower) segment and ETO “Hands
Full" segment

o o o o
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Convenient Affordable

Save me time and is a hassle free product to Makes the benefits of the program affordable for
O purchase/program to participate in. me (more affordable than other options). ABETTER
re g O n it's easier than my other options. I can afford this!

BUILDINGS

“"One Stop”
Multiple
Measures

Cptional
Financing

Ma Upfrant

Integrated
Bid & Loan

Discount

Clean Energy Works

y
&
g
]
g Oregon
s , ,
C? Provides a benefit that's important to me.

Contractor
Sceening

- Gives me control to reduce energy waste
- Makes my home and family maore
comfortable (specific pain points)

- Reduces my impact on the environment
- Shows people | care about the enviranment.

I need/want this!

Incentives

Objective Energy
Energy

Advisar High Quallty Audit &

Report

BPI
Certified
Contractor

Test Out
for Quality
Assurance

Confidence
Gives me the confidence that wark will be high
quality and will deliver the benefits as promised

(give me greater confidence than other options). /¥
. . . .
I won't regret this decision. 11/2/2010 13
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Marketing Objectives
w Lead GenerationGenerate 18,000 gualified leads during 3 years

A Based on the 2.5:1 leao-loan ratio from the pilot, it seems
reasonable to expect a 3:1 ratio of leatlsloans as the program
scales

w ConversionMaximize the leado-loan conversion rate

A While it will be difficult to maintain the current 66% le&atloan
conversion rate as the program scales, an opportunity exists to
better educateandinspirehomeowners as they consider whether to
implement recommended upgrades

w Behavior Changdnspire homeowners to adopt more energy efficient
behaviors

A CEWO must inspire responsible energy use among program
participants to avoid postipgrade increases in energy use and
SYSNHé O2ada GKIFIG OGKNBFGSY G2 dz
even lead to homeowner dissatisfaction

g
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Cambridge Energy Alliance -
Communications & Marketing Strategy BUILDINGS

LINK

w Direct outreachby CEA to sign up owners of large buildings and
commercial properties in the Cambridge Housing Authority network

w Community Leaders campaign

A Leaders commit to energy makeover, to showcasing the
Improvements in their community, and to spreading the word about
experience

w Neighborto-Neighbor campaigmvolving house parties

A Volunteer canvassing and community events focused-gn 1
neighborhoods at a time for maximum efficiency and response rates.

w Smaltbusiness campaigwith the Cambridge Chamber of Commerce,
Cambridge Local First and local business associations

A Will offer seminars on energy savings to local businesses and provide
I OKFyySt FT2NJ YFNJSGAyYy3 /9! Qa LI
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http://groups.google.com/group/betterbuildingsalliance/web/CEA Strategy FINAL.doc?hl=en

Cambridge Energy Alliance
Communications & Marketing Strategy2 Yy ( 521 ILDINGS

TTER

W

Paid doorto-door canvassingach summer coordinated with the Neighbor
to-Neighbor campaign, focusing on targeted residential neighborhoods and
retail business districts

Online organizinganchored by a consumeentric, actiororiented website
that would generate signups and mobilize volunteers through an energy
savings calculator, success stories, neighbaneighbor organizing tools
and video tours of home energy improvements

City of Cambridge initiativethat enroll consumers through the recycling
program, licensing commission, home improvement loan program, city
sponsored events and public schools

Paid advertisingo raise awareness and increase response rates through
newspaper ads, getargeted and subjectargeted online ads, public radio
and direct mail targeted at homeowners

Media coverageon the launch of each marketing campaign, the
iInvolvement of highprofile leaders and announcements of major program
achievements

P,
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Oregon Residential Energy Awareness and
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Research Into Action (200RINK

w Survey of residential energy users to help Energy Trust of Oregon improve
marketing activities.

w Market Segmentation for Oregon:

> > > >

A
A

Maybe Laterc young renters with green attitudes
Strugglersg renters in survival mode
Show Mecg Eastern Oregonians who are less receptive to energy efficiency

Hands Fulg large families with lower incomes and lower perception of the efficacy of
energy efficiency

Willing and Ableg financially capable, higher energy consumers with greener attitudes
Main Street Oregoniang non-urban residents who are receptive to green living

w Willing and AbleandMain Street Oregonianare the most attractive
market segments to Energy Trust, since they include the highest energy
consumers and are more likely to participate in Energy Trust programs,
given their high financial and attitudinal readiness to be engaged in
efficiency actions
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http://energytrust.org/library/reports/2009ResidentialAwarenessStudy.pdf

CA Ethnographic Research Findings EREETTER

Opinion Dynamics Corporation (200R0INK

w Key messaging, motivations, and messengers regarding energy conservati

& energy efficiency
Things that they aren’t saying...

CFLs Energy-saving bulbs, twisty light
bulbs, fluorescent

Carbon Footprint No term

Efficiency Use energy better. Waste less
Conservation Save. Waste Less. Do your part
ENERGY STAR New. Energy-saving

Kilowatt Energy

Demand response (or anything No terms
associated with time of day)
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http://cpuc.ca.gov/NR/rdonlyres/3D5AC333-D531-4734-AF9D-1A28AF7E5008/0/FinalEthnographicResearchPresentation.pdf

