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Zack Abrams:
Hello, good Afternoon, and good morning.  Welcome to this Department of Energy webcast entitled How to Design and Market Energy Efficiency Programs to Specific Neighborhoods.  So, we’re getting started a minute or two late.  Thanks for bearing with us.  My name is Zach Abrams.  I’m with ICF International.  I’m a regional coordinator for technical assistance and I work to coordinate grantees with the resources of the technical assistance program in the central region.  

Moderating this call is Scott Ledford, a colleague at ICF International.  I’ll let him introduce himself and his background.  And we have three great grantee speakers from the county of Volusia, Florida, the city of Seattle in Washington, and a grantee from The Greater Cincinnati Energy Alliance.  Scott will introduce these speakers.  And after their presentations we will have time for a Q&A session.  Please type in your questions as we go along in the control panel on the right side of your screen, I think, and we’ll make sure to incorporate these questions, and hopefully get to all of them before we run out of time.  


I do want to mention that slides will be available on the solution center as soon as we can get them up.  It might take a week or so, so please note to check back there.  So, I’ll just move ahead with a few housekeeping slides, and then we’ll get to the main presentation.  So, what is TAP?  The Department of Energy’s Technical Assistance Program provides state, local. And tribal officials the tools and resources needed to implement successful and sustainable clean energy programs.  This effort is aimed at accelerating the implementation of recovery act projects and programs, improving their performance.  Increasing return on sustainability of recovery act investments, and building proactive clean energy capacity at the state, local, and tribal levels.  From one-on-one assistance, to an extensive online resource library, to facilitation of peer exchange of best practices and lessons learned, TAP offers a wide range of resources to serve the needs of state, local, and tribal officials, and their staff.  So, that’s TAP. 

There is an important announcement that was released September 12th.  The Department of Energy’s Technical Assistance Program is transitioning to a new era of existence.  The state and local governments, and this includes a reduced set of resources beginning the week of September 30th.  As of September 12th, The TAP will commence an assessment of the current program.  And during this time, new requests for direct technical assistance will not be considered until the assessment period is concluded at a date to be determined.  DOE will be maintaining a waiting list for all requests during this assessment time.  So, if you would like to submit your request as normal, you can go ahead and do that.  I can point to a few ongoing resources that are available, though.  We encourage you to get involved with peer exchange.  There is one-on-one peer exchange which is facilitated by regional coordinators.  There is small group peer exchange on specific topics.  We do have one ongoing with behavior change.  And there are some other topics we’re developing.  And then, of course, there are the monthly regional peer exchange calls, which I think many of you participate in on a region by region basis.  

Finally, we encourage you to explore these online resources via the Solution Center, which is being updated.  We’re making sure that all the documents there are relevant and interesting.  And we also encourage you to access the TAP blog at the website on your screen.  With that, I’m going to – well, also number four, here, you can feel free to call the solution center number or email us at solutioncenter@ee.doe.gov.  With that, I’ll turn it over to Scott, who will be moderating our topic here; How to Design and Market Energy Efficiency Programs to Specific Neighborhoods.  

Scott Ledford:
Thank you Zach.  This is Scott Ledford, also with ICF International.  I guess I’ll keep my bio fairly brief here, and just mention I’ve cut my teeth working with some of these programs in local governments many years ago.  I’ve been working with ICF for about a decade and a half, now.  I’ve worked with state and local governments throughout the country on a lot of neighborhood based programs in a variety of manner.  


What we want to talk about today, and I’m excited we have three great panelists from around the country to share their experiences and their input, as well.  Then we’ll talk about the keys to success for undertaking the energy efficiency programs, and marketing them effectively to specific neighborhoods.  So, to sum it up in three bullets, you definitely need to understand your target market designer program that meets those needs.  Also, it’s worth spending the time to leverage additional resources.  And then obviously, marketing your program effectively.  So, we’ll go through each one of these in a bit more detail.  Zach, if you could advance to the next one.


So, when we talk about understanding your target market, what area are you targeting, and why are you targeting that area?  And another way to think about this, is where do you want to target your program?  There’s a variety, as you can see the list here, there’s a variety of things to think about as you’re looking at your program design and your target market for that program.  So, the building stock in the area, if it’s a housing focused program then you look at the housing.  If it’s a commercial focused program, then you also want to look at the commercial building stock.  What is the age of those buildings?  What’s their potential for energy savings if they’re pre-1980’s, or pre-1950’s buildings?  That may mean that there’s a different level of potential for those buildings, as opposed to some of the newer neighborhoods that may be in your communities where presumably, anyway, they may be built to a higher standard of energy efficiency, already.  


Also, look at the demographics of the neighborhoods.  What is the ability to pay within those neighborhoods, to take advantage of some of these opportunities for energy-efficiency upgrades?  You know, in some cases, not only whether there is a high income in a particular neighborhoods, but there’s also neighborhoods where they, that population may be eligible for other programs that other departments in the city, or even in the state might be running.  Programs that the income makes them eligible for those programs, as opposed to having a lot of individual wealth.  


There’s also different neighborhood incentives around your community.  Some neighborhoods may be “progressive”.  Others may not have a history of participating in programs very much.  Also, what are the networks in those neighborhoods.  What are the social networks?  I don’t mean Facebook, by that.  But what are the networks like in those neighborhoods?  And is there a strong or week owner’s association in that area?  Also, there may be some neighborhoods in your community that have need for concentrated investment of resources.  You know, of course, with a down turned economy, we’ve seen many neighborhoods facing foreclosure, and rental vacancy issues.  There may already be some activity that’s going to be happening in those neighborhoods as a result of other city departments or state intervention.  That might be an opportunity.  And actually, we’ll go into one of our cases, today.  

So, in addition to that, who are you targeting?  There’s folks who are living in their homes, and have lived there for dozens of years.  There are folks who are looking to buy in new neighborhoods.  We have rental property under an ____.  If you are talking about doing a neighborhood canvass, the likelihood of reaching the owner of a rental property is probably pretty small, so that’s something you need to think about.  Who your target market is when you’re going to be designing your program for your outreach.  Also, there’s commercial properties.  And there’s also a market of folks who may want to come into a particular neighborhood to make it work.  Go ahead, Zach.  


So, another level of understanding your market is what is going to motivate these persons to participate in a program that you may be designing?  It’s not all across the board what motivates an individual to do things.  So, desires to improve comfort and/or energy efficiency.  In some communities in some neighborhoods there’s a need for health and safety repairs, or code corrections, where when going in and doing that type of work already, it would make sense to consider putting in energy-efficiency upgrades as well.  Or retrofit.  Making improvements to enhance the livability or tenant appeal.  Particularly when you start talking about rental properties.  As your property owner is trying to compete in the marketplace, they’re definitely going to need to be thinking about these things.  And there’s a potential market for you to tap with your programs.  

In other situations, there is a need to rehab properties to standard conditions, kind of as we’ve talked about.  Maybe in the context of foreclosures.  And also, think about what resources these individuals have to invest.  Would it be coming out of their savings?  They may have the ability to borrow funds from either a bank, or use their credit card to do so.  There’s also the concept of sweat equity, where an individual may not have a lot of financial resources, but they’re willing to put in their time, and thereby, save some of the cost that may be associated with some of the less technical improvements.  


And also, as I described earlier, there are some folks who may be eligible for assistance from other programs that are either run by other city agencies, or by state agencies.  Go ahead, Zach.  


So, tying the energy efficiency improvement that are offered and funding levels to the needs of the target market.  So, what resources are available?  And figure out what level of investment would be feasible and attractive to the applicant.  So, again, this comes back to, in the parenthesis, there’s what resources are available from the owner?  From you as a grantee, and from other programs, that you might be able to structure in order to get the types of energy efficiency improvements that are necessary to benefit that particular individual, and see the goals that your program is trying to accomplish.  So, another part of that is creating incentives to participate, such as low-cost energy audits, or rebate programs as a way to get participants to look at these opportunities that are in front of them with a little bit more of a keen eye.  

Analyzing the funding limits versus the property needs.  You’ll need to take a look and determine what are the eligible expenses.  And again, if you’re layering them with various programs, eligible expenses can vary across as programs, so sometimes it takes some creativity to figure out what is going to be the right way to structure your program.

There’s also a concept of core property investment limit.  Not all programs have these.  Some programs do.  One of the things about a Pro Property Investment Limit, is it kind of sets a bar that says, you know, any of the programs, your program or a partnering program could say, we’re willing to invest up to X dollars per property, assuming that the energy efficiency improvements would need that much investment.  Consider the typical property needs when structuring incentives.  If you’ve put in place a small incentive and the property needs a lot of work, the owners of those properties are probably less inclined to take advantage of that.  So, really taking a look at, you know, even on an average basis, what would be the average that would be required on any of these properties when you’re targeting these neighborhoods.  And structure incentives to make it attractive.  
And I’d say, again, on that, ensuring that program rules are transparent and applicants are treated fairly, one of the things about putting in a Pro Property Investment Limit is that it allows people to understand what the possibilities are for whether they should continue in the program.  And they know what the rules are so that they feel like everybody is treating them fairly.  Go ahead, Zach.  
So, again, determining your financing options, it really comes down to looking at what funds are also available to assist in your program, and whether your going to make grants, or whether your going to make loans to the beneficiaries of your own fund.  So, other resources?  You can see a list here.  To point out a few.  Whether it’s an assistance program, the state energy programs, utility programs, state tax incentives.  I don’t know how many of you will be very familiar with some of the HUD programs that are real property improvement programs, as well.  One of them is called the HOME program.  Another is called Community Development Block Grant.  Many communities around the country receive these funds already, and if you haven’t looked into the ability to leverage those, you may want to do a little bit of research around your community.  
Also USDA has weatherization funds.  There are community development financial institutions, whose mission is a little bit different that your typical bank, in particular as it relates to low-income neighborhoods.  They may be able to do some lending and funding that is a little bit different than you might get from a typical private lender.  And I’m sure many of you are familiar with DSIRE – Database of State Incentives for Renewable Energy, which is another resource.  Go ahead, Zach.

So, staff capacity is also another thing to consider when you’re looking at your program design.  Can the existing staff manage the program?  Particularly the scale of the program that you might be planning to do.  Are their other offices, or department within either your city, in the state who could contribute expertise and staff time, to help make the program successful.  
I think one of the real keys here, is also recognizing that when you’re talking about getting out into local neighborhoods, identifying local partners to champion your program out in those neighborhoods is going to really, really key to your program.  You know, there’s owner’s associations.  There’s community leaders out there who have their finger on the pulse of what’s happening in their neighborhood.  And they can help you with things like messaging, and how to design an outreach campaigns in a way that, speaking from my own experience, working for a city, you don’t always know what’s happening in your neighborhood in the same way as when you’re sitting in your office.  Go ahead, Zach.
So, another important thing is to think in advance about what kinds of challenges you will face in trying to get the word out.  As I mentioned with rental properties, many times the property owner is not living at that property.  Also, there may just be some vacant units where the property owner’s are either seasonal, or they’ve abandoned, or something else is going on with that property.  Many neighborhoods will have non-English speaking tenants, and owners.  You may also face a situation where there may not be a lot of neighborhood based institutions available who makes those local connections.  Post things up on bulletin boards.  Go to places of worship, and engage some of those community leaders.  There, or at the public library, or community center.  So, if that’s the situation neighborhood you’re targeting, you have to think about some other ways to get the word out.  
There also may not be effective media channels available for the communities that your targeting.  Not everybody is going to read the main newspaper in the community.  Again, depending upon what neighborhood you’re targeting and where you want your program to go, it may make sense to do things like, you know, look for some of the ethnic, or language-based smaller newspapers that are in a community, in addition – in addition, or instead of your large city’s newspaper.  Go ahead, Zach.
Some strategies that can work on outreach and marketing, and again I think that our three panelists are going to give you some interesting insight into things that they’ve been able to accomplish.  Have public meetings about the program, and make presentations at other public meetings.  I mentioned the HOME program, and the EECBG Program out of HUD.  There’s an extra requirement in those HUD programs to have community meetings in order to decide how their going to spend those funds.  Reach out.  Find out when those meetings are.  Participate in those.  You can also hold your own neighborhood meetings at local places of worship, libraries, community centers, etc.  Again, getting out into the neighborhood is very different than taking an add out in the largest circulation newspaper in your community.  
Home owner neighborhood association meetings.  Newspapers.  TV stories.  And again, if you are able to get coverage from newspaper, or TV without having to pay for that, and you’re able to have them write a story about the program, that’s yet another angle on that.  And again, think about those ethnic, or language based newspapers, and even TV channels that might be available, as well.  You can do  neighborhood phone-a-thons.  Informational mailings.  Door-to-door contact.  And also consider engaging your local contractor in your community, as their working with clients that may be able to bring them into your programs.  Go ahead, Zach.
Let’s go on to what I would like to call the main event.  I would like to introduce our panelists, briefly.  And the order you see them on the slide is the order that they’ll actually speak.  So, I would like to welcome Michelle Leigh, from the county of Volusia, Florida.  She is a sustainability manager, and she will talk about an interesting partnership that they developed in their local community for their program.  Next will be Andrea Petzel, and Ruth Bell, who will be presenting about the Community Power Works Project in the city of Seattle.  And Lilah Glick will be presenting for the greater Cincinnati Energy Alliance about a neighborhood canvasing effort that was quite successful.  So, Zach, if you want to go ahead and turn it over to Michelle.

Michelle Leigh:
Thank you, Scott.  Good afternoon, everybody.  What I’m going to be speaking about today is a partnership that we did with our community assistance department, here in Volusia County in conjunction with funding that they received underneath the Neighborhood Stabilization Program, and also our EECBG funding.  Next, Zach.  Thank you.


Volusia County did receive $2.4 million dollars from the Department of Energy, through the EECBG.  With that funding, one of the big things that we wanted to do was try to engage the community as much as possible with some of the projects that we were developing.  With that, we developed seven projects with our EECBG funds, one of which was this partnership with our Community Assistance Program.  They had actually started their NSP Program prior to us receiving our EECBG funds, so we kind of came in after the fact with them in trying to establish this program.  They were very cooperative with us, and it was actually the first time we had ever worked with that department in trying to green some of these projects that they were working on.  Next.  Thanks.  

The core mission of this program was to leverage the NSP fundings that our communities defense department did receive.  They received about $2.4 - well, you can see on the slide, with that program.  That was their phase one of the funding.  One of the things that the NSP program required was they were doing rehabilitation on foreclosed homes within Volusia County.  One of the things that we strived with, with the EECBG is, how do you make those homes more affordable for the people once they actually are in there?  So, what we’ve proposed to community assistance was to do green rehabilitation.  On those homes, particular units, that they were replacing, such as windows, HVAC systems, hot water heaters, we would use the EECBG funds to make them more energy efficient, or basically to find a more energy efficient unit, and kind of work with them on that.  

One of the great things that kind of came out of this is, we were also able to partner with the Florida Solar Energy Center.  And what they provided for us was pre- and post-retrofit analysis on the first 30 homes.  We then used the DOE calculators to calculate post-retrofit analysis.  So, that gave us a really good opportunity to see where the homes were, and then what the energy savings for the new homeowner’s would be, looking at an annual time snapshot.  Next, please.  
One of the things that the EECBG funds also did, was we wanted to do a community outreach, not only for those homes that EECBG funds were used in, but also for the homes that weren’t.  Because what NSP did, was they had specific target areas within Volusia County that they were looking at, and again, as I was saying, they focused on those foreclosed homes in certain areas.  And the criteria that our Community Assistance office used was the Housing and Economic Recovery Act of 2008.  Next, please.

Based on that, Volusia County is actually a very large county here, in Florida.  We have 16 municipalities.  We’re over 1,200 square miles.  But those areas that were concentrating on were in unincorporated Volusia.  The cities of Deland, Edgewater, Holly Hill, and Orange City.  But even though it was only four of the 16 municipalities, it still covered over half of the county.  But after they initially established the NSP criteria, they also started looking at those municipalities that were adjacent to those original areas.  And that’s where the cities of DeBary, Lake Helen, New Smyrna Beach, Orman, and South Daytona were included then, as a secondary kind of target areas.  And with that, we were actually able to cover about three fourths of the county.  So, when you’re looking at the geographic boundaries of Volusia municipalities, we were very happy with the amount of outreach that we were able to do.  Not just in rehabbing a home, but also with the educational component that went along with it.  Next, please.
Working with our Community Assistance staff and the Florida Solar Energy Center, one of the great things that we were able to do with our Office of Sustainability and Energy Management, is the program managers for our EECBG fund, is we actually created a pre-approved equipment list that was going to be used for each of the contractors that Community Assistance had pre-qualified for the construction or renovation of these homes.  That was huge in coordination, because a lot of these contractors, it was the first time that they had ever heard about some of these requirements associated with the EECBG.  None of them really knew what the EECBG was, so it was our way of helping them be more efficient with what they were doing and with the reporting requirements.  Next, please.
One of the things that Scott was talking about earlier was marketing.  And this was also a huge concern component and actually something that Community Assistance did with little help from our OSEM office.  What they started with, is they selected real estate brokers.  It was through a competitive procurement process as with everything with the county, that were with the specific task of marketing those properties.  Because I was mentioning Volusia County is quite large, we decided to split the county.  One was eastside, and one was west side.  The reason for that was not only just because of the geographical, but also the demographic.  The cities in each of those jurisdictions are quite different.  Our eastside is very different from our westside.  We are a crystal county, so the east side is a kind of very beach habitat feel, where the west side is, the majority of those cities run along St. John’s river, so demographically speaking, it was quite different.  

One of the things that they did was, they did outreach and marketing to the first time homebuyers, because that’s whom the program was being geared towards.  And to also, all of the real estate agents within the county as well.  Just informing them one, about the program, and two, about the qualifications of it.  And also, to help get the word out once we started doing our public meetings.  Next, please.

One of the great things with working with the realtors in Volusia County, is we were able to get some great press off of this.  We had three different articles written in our local newspaper, and one article published in our business magazine within Volusia County.  In addition, staff, with the Community Assistance Department, conducted three workshops that was directly aimed at informing first-time homebuyers about the programs, about the homes, the criteria, and letting them know which of the neighborhoods those homes were in.  That way, when they homes did become available and were placed on the market, there was already that build-in kind of base of, “Hey we knew you were interested”, to try to expedite that application process.  And as of right now,  we have a couple more scheduled, because our Community Assistance Department did receive Phase Two funding for NSP, so they are in the phase of  purchasing several more homes to coincide with this program.  Next, please.
Another thing, this is the first time that Community Assistance and our Environmental Management and our Office of Sustainability and Energy Management Department work together.  It was really great in the fact that not only were we doing the service to benefit the first-time homebuyers, we were able to leverage to different funding sources.  But our Community Assistance Department did revise their standards for rehabilitation for all of the their NSP homes to include the purchasing of ENERGY STAR appliances.  We’re economically feasible to do better serating for air handlers do to programmable thermostats in all of the homes.  As of about two weeks ago, about 35 homes were purchased underneath NSP programs, and 25 had EECBG funding used, again, to do windows, HVAC systems, hot water heaters.  The other great thing about this, is we had an educational component that went along with it.  Each of the home owners received a packet that was very specific as to the items that was replaced in their homes.  Best management practices of how to effectively use it.  
For example, the programmable thermostat.  A lot of people have them.  They really don’t know how to use them.  So, we did a step-by-step as to how this is how you use it, talking specifically about the windows that went into their home.  And then, additional information about energy efficiency, about water conservation.  What we did, then, for the other homes in the NSP program, is we made a generic packet.  So, it wasn’t specific as to the items in place, but it was that, “This is what you can do for energy efficiency.  This is what you can do for water conservation both inside and outside the home.”  So, that was another way of getting out to the community, and just expanding beyond just those 25 homes.  Next, please.  Thank you.  
Scott Ledford:

Okay, thanks very much, Michelle.  

Michelle Leigh:

Thank you.

Scott Ledford:
Okay, thanks very much, Michelle.  Next we’ll have Andrea Petzel, and Ruth Bell, who are coming to us from Seattle Community of Power Works Project.

Andrea Petzel:
Okay, so this is Andrea Petzel, and I am the Project Manager for the Community Power Works Home Sector, and I am staffed out of the city of Seattle in our office of Sustainability and Environment.  And I have with me Ruth Bell, who is part of Cascadia Consulting, a consulting group that we have hired to help with our outreach implementation of our outreach programs.  So, I’m just going to take the first couple of minutes to talk to you about Community Power Works and how we both applied for the grant – made some choices in how we applied for the grant, and developed our program, and how that has sort of had implications on how we’ve done our outreach and implemented our outreach.  I’ll have Ruth talk specifically about some of the challenges we’ve had with our outreach plan and some of the success that we’ve had.  So, you can go to the next slide.


Okay, so what Community Power Works is, is a $20 million dollar DOE Better Buildings grant.  We launched this April in 2011.  We are a neighborhood based building upgrade program, and our full mission in life is to achieve deep energy savings and create jobs.  So, within the home sector we have some pretty high program goals.  We want to upgrade 2,000 homes by June of 2013.  And by upgrade, we mean achieve a 15 percent savings in each home that’s upgraded.  We are reducing the cost of these upgrades through new incentives that the program brings to the table.  We have a carbon reduction incentive fund, and we’ve worked with our utility partners, Seattle City Light, and Puget Sound Energy, to offer specific rebates for utility customers in our Community Power Works territory.  We also are creating affordable financing.  We have a lending partner in Enterprise Cascadia, and have developed a great loan program to offer to homeowners.  We want to reach out to diverse homeowners.  In a second we’ll talk about the Community Power Works territory, and just what a unique part of Seattle it is.  We also want to create community access to jobs.  Jobs are a crucial piece to Community Power Works.  So, next slide.

So, here’s a map of community Power Works territory.  It’s a collection of neighborhoods.  If any of you are familiar with Seattle, this is the central and southeast portions of the city.  The northern border cuts through Capital Hill Neighborhood, down through downtown, and our international business district.  And then, the east/west boundaries are the Duwamish River on the west, and Lake Washington on the east.  We run all the way down to Seattle City borders on the south side.  So, if you’re not familiar with Seattle, this is just a really unique collection of neighborhoods.  It’s our most ethnically, and economically diverse part of the city.  It’s a real challenge for us to conduct outreach given the different stakeholders and interest groups that exist in central and southeast Seattle.  And that’s part of the reason we chose to target this particular area when we applied for the grant.  Next slide.


Another big element of Community Power Works is our contractor pool.  We wanted to create not only jobs, but good jobs.  Living wage jobs.  So, we have a Community High Road Agreement and with that, established a pool of contractors that have agreed to certain standards in their hiring and their business practice.  But it includes wage rates, it includes hiring from Quality Training Providers.  It includes – we have program goals for hiring targeted workers, and that’s 50 percent.  And technical work hours, works for each project - we want targeted workers to be working 33 percent.  And when we say targeted workers, we’re talking about people who have received ______ out of poverty.  Historically, underrepresented communities, and formerly incarcerated individuals.  We also have targets for business ownership rates in our contractor pool.  We wanted to see 80 to 100 percent small business, to 30 percent minority owned business, 10 percent women owned business, and we wanted to increase opportunities for veterans to participate in the contractor pool.  And so, as of right now, we have 100 percent small business, and actually 100 percent local business owned.  We are not even close on our minority-owned business.  I think we’re only at like six percent minority-owned businesses.  And we are at 13 percent women-owned businesses.  We only have – we started off with 13 contractors in the pool.  We’re now down to 11, and we’re going to be re-opening that pool in the fall – in a couple of weeks, actually, to try to better achieve some of those minority ______ and ______ rates.  Next.

In just a really quick - before Ruth jumps into the outreach process - this is just a really high-level overview of the customer experience when they come into Community Power Works.  They come in through our outreach process.  They can choose to apply for a loan for that particular period.  And then they go through our energy performance score, energy assessment, and they receive a bid, close out the loan, work with a contractor, get our energy upgrade done, and then we have a pretty rigorous quality assurance and test-out approval before we disburse all of the incentives and pay our contractors.  Okay, next slide.


Okay, so now I’m going to turn it over to Ruth to talk a little bit more about the outreach.  And I should have said at the beginning that the Community Power Works for homes is just one of six sectors that we actually are representing in Community Power Works.  We also reach out to small businesses, large commercial projects, municipal buildings, and hospitals, and multi-family units.  So, the single-family program that we’re talking about now is by far the biggest part.  More than half the money dedicated to Community Power Works goes to our single-family home programs.  And it’s the one where we have the most pressure to drive demand and achieve our targets for upgrades.  Ruth?

Ruth Bell:
So, as Andrea said, the Community Power Works territory encompasses some of the most diverse residential areas in Seattle, or the most diverse – actually 98118, the zip code 98118 is actually considered the most diverse in the country, according to the last census.  So, and 98118 is really a large portion of the community Power Works territory.  There’s probably four zip codes represented.  Five zip codes represented in the territory primarily.  But, 98118 is a very large chunk of it.  And by the estimates of the census, there’s 59, probably more languages spoken in the territory.  And so we have a lot of recent immigrant communities.  We’ve got East African.  Vietnamese.  Chinese.  Latino.  Whatever you name it, we’ve got folks that are living in the Community Power Works territory.  

So, at first we really felt that our focus on outreach and marketing should be on reaching obviously a diverse homeowner group, knowing that that was going to be representative of the territory.  And as we went down that road, we realized that it was going to be a hard sell.  It was going to be difficult.  We sort of truth-checked that approach with various folks in the city, and in the mayor’s office, and throughout the communities, and realized, “You know, what we really need to focus on is driving demand.  First and foremost.  We can get to the diversity issue as we go along.  And we will.  I’m confident that we will.  But we really need to drive demand for the program, and get our numbers starting to show some early success.”  And so we’ve  sort of re-focused on that as our target as we go foreword.  
I’ve labeled this slide “A Rocky Start”, mostly for that reason.  Part of what happened was, you know, as the program sort of regrouped, we had some very eager contractors getting out there and selling themselves as the program.  And what that did was sort of cause some confusion among customers.  And so, I think we’ve learned a lot of lessons.  We’re very clear now about our path forward.  We still need to drive demand as our number one focus.  But it’s been an interesting road, here.  And I think certainly a lot of lessons learned.  We’d love to see those questions that we can get more into.  Want to go to the next slide?

So, part of the regroup was realizing that what we really needed to do was just get the Community Power Works name out in the community.  It was summer, and we realized, you know, there was a lot of people going out.  Summer in Seattle is the beautiful season when people go outside and enjoy events in the neighborhoods.  Do a lot of socializing.  So, we decided to ____ that ____ and really try to make a splash.  Get some attention.  Hand out cards about the program.  We also, as part of that effort, decided to hire local teens who are fantastic break dancers at a high school in south Seattle, and very representative as a small group, very representative of the ethnic diversity of southeast Seattle.  So, they had a lot of fun.  Were super high-energy.  And did their break dancing thing in events, and really got a lot of attention.  Wore the Community Power Works t-shirts, and made a splash out there in the community.  We gave out free t-shirts.  We did a lot of door hanging, as well.  Fifteen thousand homes we hung door hangers on, just introducing the program.  

Really, the idea was to drive people to the website, have them call us up, and just make sure that they had heard of Community Power Works.  Understanding that it was going to be the first touch of many to get people, you know, assuming that it was going to take probably three to five touches to get people to, “Yes, I want to participate in the program.”  We were really focused on, “Let’s get the one or two touches.  The first and second touch out there.  

We also did a little bit of advertising in the local newspapers.  One of the things, of course, in a neighborhood specific program that is a challenge is that you can’t use the big media outlets without drawing people into the program that aren’t eligible to participate, of course.  So, we went to the local neighborhood newspapers to do some advertising.  

In the fall we’ll, be doing a lot more of that.  The PR will include media buys in local blogs.  We’re fortunate in southeast Seattle.  We have several very highly used local blogs.  So - having visited, I guess I should say.  So, we’ve got media buys going out there.  We also have had conversations with those local blogs and local newspapers, and some radio to pitch earned media stories to them.  And of course, we’ll be building up our social media, as well.  

The other thing that we decided we needed to do is really clarify the roles of the contractors.  Like, who’s selling the program, and who’s selling their business.  And part of doing that and supporting our contractors and auditors is to provide a sales training.  And the sales training – my hope is that it really gives them the skills to, you know, to get into the living rooms in our target community.  And again, to close the deals that we know are out there to be had.  So, we’ve incentivised that as well, with a sales bonus to auditors and contractors, that every home that they bring into the program that completes a retrofit that they would get $100.00 for that home.  
And finally, echoing what Scott said at the very beginning, it’s very important to identify your champions in the communities.  And we’ve identified quite a few champions.  We’ve got council members that live in the community.  We’ve got, you know, a lot of local leaders that are very outspoken people.  And so, we know who they are.  We’re still working on getting in front of them, and getting them on board with the program.  And I think as we do that, I’m sure we’ll see a lot of success coming from their leadership.  So, I’m optimistic that that will happen, as well.  And working hard on getting that done.  Okay.  

Scott Ledford:
Great.  Thanks very much Andrea, and Ruth.  Now we’ll hear from Lilah Glick, from the Greater Cincinnati Energy Alliance.  Lilah?
Lilah Glick:
Great.  Do I have the ability to move the slides?  Or should I just say - I know we had talked about enabling me.  

Scott Ledford:
Zach?

Zach Abrams:
Lilah, you should now have control.  Give it a try.  

Lilah Glick:
Hello?

Zach Abrams:
Lilah, I think you should now have control.

Lilah Glick:
Okay.  Looks like – 

Zach Abrams:
Just use the up and down buttons.  

Lilah Glick:
It’s not working.  It’s okay.  Move the slide ahead.  All right.  Well, thanks everyone.  Just a quick overview on who we are.  We are also a DOE recipient.  And we received $17 million dollars, primarily to focus on the residential sector, but we do have some funds available to assist non-profits in the greater Cincinnati region.  As you can see, we’re in sort of the southwest and northwest corner of Ohio and Kentucky, with three counties and four major cities.  Next slide.


All right.  So, what I would like to share with everyone today, is an overview, and sort of a step-by-step process that we went through to develop a major door-to-door campaign.  We worked with AmeriCorp NCCC to develop a two month summer outreach program.  As you can see the picture from our AmeriCorp members who were literally from all over the U.S.  East Coast, West coast, and literally not one of them had ever been to Cincinnati before.  So, this was a wonderful cultural exchange for the youth.  And it gave them an opportunity to get to know our region.  So, the goals of the program were, you know, for us to reach 15 thousand homes.  We had a number of assumptions, based on – we figured about a third f the people would be home.  Maybe a third of those would be interested in an assessment.  And then 50 percent might move forward to actually scheduling the assessment.  And with that, we came up with the numbers of, we were hoping to get about 876 people scheduling an assessment, and about 200 improvements.  Next slide.  


All right.  So, some of the things that we did to help plan for the program.  We had to really figure out, sort of, I talked about us at the high level, reaching 15 thousand homes.  That was really based on the number of AmeriCorp members we had, and the number of days we estimated for them to be in the field, and how many households teams of two can reach every hour.  So, those were four teams, plus one team leader – and then I’ll go over the schedule.  So, based on that, we assumed that they can hit 25 houses an hour, and then based on the number of ____ days, and total hours, that was the number that we reached.  We submitted our proposals.  Once we were accepted by AmeriCorp to move forward, we did a very sophisticated mapping analysis, which I’m going to go over.  We created a project plan that really had very detailed timelines, media outreach, responsible party-type collateral that we would develop.  We developed a full-scale two day training program, which I’m going to talk about little bit more about.  And then we also reached out to municipal and community partners.  So, that’s folks weren’t going out into the field doing cold calls.  
To the left, you can see that there’s little bit of a budget outlay.  That was the original budget.  I’m still pulling together the last bit of information, but we’re pretty close.  There are some things that went over budget, and a couple of other things that went under budget.  So, I believe at most, it’s probably around $15,000 total outlays for the whole summer program.  
Just to let folks know who might be interested in AmeriCorp NCCC, you get the members for free for two months.  You just need to take care of housing, and certain types of provisions.  So, it was a wonderful resource that we were able to tap into.  Next slide.
All right.  So, this is how our, sort of, methodology went into developing the program.  Based on our service territory, we know we have over a million residents within an area.  We knew from analysis that there was about 475 housing units.  Occupied housing units.  And we were using census data, but we’ve also contracted with ACEEE, and our local university, the University of Cincinatti, to provide a housing study to help ____ the information we needed for this program.  We also looked at existing retrofit clusters based on staff.  And a total knowledge of where the good neighborhoods are.  There were other considerations, though, that we looked at as well, in determining where we want to go.  Whether it was a walk-able neighborhood.  A lot depended upon how large lot sizes were.  It might be within the county, but the zip code may include part of a county that’s inside and also outside of our territory, so we had to cut that out.  And then, any sort of, canvassed areas we also had to remove.  Next slide.  
All right.  So, here, the next three slides are looking at those three levels of data.  This one is based on the ACEEE UC study.  You can see the squares in bright blue.  Those are regions that were considered most beneficial for canvassing.  So, high college education levels, high owner-occupied data.  Low foreclosure rates were a number of factors that we were looking at.  And that really helped us whittle down to 80,000 homes.  Once we then broke it down based on the number of mortgage holders, that brought us down to 13,000 homes.  So, you can see we were really creating a funnel process for us to identify where we needed to go.  Next slide.

The next level of data we’re looking at is where our existing clusters were already located.  And what we did was, based on the original map, there were a number of reds and oranges, which indicated they weren’t good neighborhoods.  Well, if we saw clusters of homes that have already been retrofitted that were in other areas, we then added it to the study.  So, as I said, those one markers would actually retrofit homes, and yellows were new additional neighborhoods that we wanted to canvass.  Next slide.

And then, finally, we developed an additional list of an additional neighborhoods.  And this was based on anecdotal knowledge.  So, places where we knew where there were a number of home owners.  Older housing stock.  Higher household incomes.  But especially, we were really interested in progressive-minded, and college-oriented neighborhoods.  Okay, next slide.  

All right, here’s a little bit on, sort of, setting up the program.  We had a two-day professional training program.  It was really critical that the AmeriCorp members, that when they were in the field, could accurately describe our program.  We, in the past, I’ve run a number of canvasses where we’ve used clipboards.  We’ve evolved forward to using iPads.  So, we had a whole system where all the maps were uploaded onto their iPad, so that they could seamlessly input information such as assessment requests, phone numbers, emails, and all of that would be able to be uploaded each day, where we could communicate with them instantaneously via email daily.  So, the members were trained on how to do that.  They had canvass training.  We actually had canvass scenarios to help them prepare for, you know, a number of different scenarios, such as the enthusiastic homeowner.  The antagonistic one.  The one who didn’t know anything, but was interested.  And actually, the canvassers really found that part of the exercise extremely helpful for them.  And probably one of the most helpful aspects that they didn’t enjoy while we did it, but afterwards they remarked when we did an analysis of the program with them is the final quiz.  We actually spent an hour for them to really go through what they had learned.  And then us going through the answers as a group.  So, there’s this sort of breakout of their weekly tasks, which was a little bit over 40 hours a week.  It sometimes changed based on things that came up.  All right.  Next slide.
Some highlights.  We had them do a major low-income weatherization event.  This was one that was connected to a free entry at the zoo, and touring a number of the green investments that the zoo had made.  Over 50 people came out for that event.  We had a number of press releases, and 21 press hits from the canvass.  So, we had pre-, during, we had hits for the special events that we did, and then we sent out a press release with sort of, the final stuff on how we did.  Next slide.

So, here are the results.  And it was close to what we were hoping for.  We reached 32 communities of a total of 36 canvass days, so some communities, they were so large it took us multiple days.  We also integrated events into that.  One, because I think the variety was important for the members.  And also, even though they were only able to reach a fraction of the people, the actual percentage of people who were interested in the program was much higher, because people are coming to the table, versus the canvassers are going to uninterested homeowners.  We hit 13 thousand homes, so we’re just short of the 15 thousand mark.  Part of that was, the three or four days, we actually had high heat index days.  We just couldn’t go out in the field.  So, there were some unforeseens we had not planned for.  Over nine thousand door hangers were distributed.  We spoke to 2,300 people.  As you can see that ____ the break out.  So about 18 percent of the people were home.  And of those, sort of, 7 percent were willing on the spot to request an assessment.  And 20 percent who were spoken to actually wanted an assessment.  There was a list below of some other things that the AmeriCorp members did.  Next slide.
So, lessons learned.  As I had mentioned, we did a final survey with our AmeriCorp members.  So, we were able on a one to five scale, their knowledge before, and after the canvass, so they doubled, they felt like they doubled their knowledge.  And in general, they had a very good experience.  They were, felt they got the support and the training that they needed.  Some of the difficulties is, canvassing, is hard for a lot of folks.  There’s a lot of negative feedback, and doors closing on folks.  But in general, they had a rewarding time.  Some of the overall observations surprised us, somewhat.  The ACEEE and UC study, while it identified some of the best neighborhoods on paper, what we found was, in reality, those were not the best homes.  And part of that had to do with sort of, those higher income, lower foreclosure rate areas where the sort of, McMansions, cul-de-sac neighborhoods, which actually they found communities were a little bit more hostile to being reached.  Also, Kentucky was less interested in the program – Kentucky residents – than Ohio residents.  What we found our best areas for reaching out to were progressive, low to moderate income households.  Though they could afford it less, energy is a much larger portion of their overall spending, so it was more important to them.  And then for us, if we were to do this in the future, which we hope to, more prep time is needed.  We need to reach out to communities earlier.  We found out a lot of communities needed permitting.  There was other foreseen issues of, “What do we do when there’s a high heat day?”  And we need that to do something else.  Next slide.
All right.  So, last but not least.  This is sort of high-level.  I mean, the door-to-door canvass which is sort of a high level summary.  This is just a piece of what else we’re doing, but it is one of the largest outreach activities we’ve done to-date.  But in general, we’ve reached twice that number of people through, over the year by doing community events types of activities.  We’re using a mix of both traditional and social media to get the word out.  And then, finally, overall, we’ve completed about 880 evaluations and over 260 energy upgrades.  And I think that was my last slide.  All right.  Thanks, and happy to take questions.

Scott Ledford:
Great.  Thanks, Lilah.  So, I again, want to thank all of our panelists.  I think the audience was able to hear three fairly different programs, and some stories from your experiences during these energy-efficient programs and neighborhoods.  I’ve had a fair amount of questions roll in, so what I want to do, I think, is we’ll try to go through some of the general questions first.  And please, any of the panelists, feel free to jump in on them.  And then, we do have some specific questions for each of you, as well.  So, we’ll start with the general questions, and we’ll get to some of the ____ ones after that.  Zach, do you want to start with the general questions?
Zach Abrams:
Sure.  Here is the first general question.  Can you mention leveraging existing home inspection transactions?  

Scott Ledford:
Any of the panelists want to take that on?  

Andrea Petzel:
Andrea from Seattle, and I’ll just say that we don’t.  It would be great if we could.  We have talked about a variety of ways we could leverage not just home inspections, but other things like permitting.  People who have to go through our Department of Planning and Development who are doing remodels.  Can we get in there?  People who are already ripping up their homes, it would be great to get them into a conversation about weatherization.  But we have not gone down that path, yet.  

Scott Ledford:
Thank you.  Anybody else?

Michelle Leigh:
This is Michelle from Volusia County.  We’re in the same boat.  It’s something that we want to do.  We’re actually looking into how do we incorporate our current permitting system to flag those.  That’s just not been something that’s been feasible to this point.  
Scott Ledford:
Okay.  And I’ll just throw in a little bit on that.  I know in this energy efficiency world, one of the things of interest is that when you do have that touch point, and you have the opportunity to look at a property for, whether it’s a home inspection, or a capital _____ assessment for rental properties, there is a lot of interest in using that touch point as an opportunity to do an energy audit at the same time.  I don’t have, you know, personally I can’t recommend any other places that I know have done a good job of that.  I think it is one of the challenges and opportunities that we all face in trying to use one touch point to be able to accomplish ____ more effectively.  Next question, Zach.
Zach Abrams:
Okay, let’s see.  The second general question is, “Please give examples of energy-efficiency leave-behinds.”  

Lilah Glick:
This is Lilah Glick.  During our canvass, we had a couple leave-behinds.  Hold on one second.  We had a door hanger.  We provided a kitchen magnet that included energy-efficiency tips, as well as ways to contact us.  We had a free light bulb postcard that was provided by the utility that households could turn in for up to 15 cfl light bulbs, as well as our brochure.

Scott Ledford:
Great.

Ruth Bell:
This is Ruth, from the Seattle – from the Community Power Works Program.  One of the most successful things that we’ve given away in the program so far, is the Community Power Works t-shirts.  They say, “One House, One World” on the front.  And they’re bright orange, or their bright blue.  And they’ve been very popular.  We’ve given enough of them out that we’ve seen them out in the community randomly.  So, it’s been fun to see that.  

Michelle Leigh:
This is Michelle from Volusia County.  We did specific home owner packets for the NSP EECBG homes.  And in there, and we also did the more generic ones for the remaining of the NSP homes.  And in there, it was detailed information about the systems in the home.  And it also had some magnets with our ____ Volusia website address on there, where they could go to, to learn additional information and see updates as our utility companies – we have five utilities in Volusia County – and as they were doing different promotions.  So, that’s the way that we were able to kind of keep them still engaged with the educational aspect.  

Scott Ledford:
Great.  Thank you.  Zach, do we have any other general questions?
Zach Abrams:
Yeah, we do have two more.  Here’s one about the middle class.  The questioner feels that the neighborhood-focused programs might over-serve the poor and do nothing to pull in the middle and upper classes.  Any comments?

Lilah Glick:
I will say we had a multi-targeted approach.  Those three slides sort of indicated three ways that we targeted neighborhoods, and specifically homeowners that we want to reach.  One, was based on the higher income.  The lower foreclosure rate.  There were I think ten factors that we looked at to demonstrate that they would more likely have the income available to invest in their home.  Two, was based on where those existing retrofits were already happening.  So, word of mouth, and maybe this neighborhood is maybe better than reaching out to another neighborhood.  And then three, maybe they weren’t ideally based on sort of, the income, but based on other factors such as a progressive neighborhood, or near a college, or more older homes.  We literally pulled those three datas in, and as I said, we found the moderate, the low to moderate income neighborhoods were actually more receptive.  But again, this is for Cincinatti, so every community will be different.  
Scott Ledford:
Any other experiences?

Michelle Leigh:
This is Michelle with Volusia.  Our program didn’t necessarily look at income classes.  We did target first-time homebuyers.  The areas in which the neighborhoods were identified were with the higher foreclosure rates, which ironically in some of those areas were more the middle class.  So, that’s sort of the criteria.  There was now specific class distinction between middle class and high class.  Things like that.  

Scott Ledford:
Okay.  Zach, do we have another one?

Zach Abrams:
Sure.  We can go with one more general, and then maybe get to some specific questions for the grantees, Scott?

Scott Ledford:
Sounds good.

Zach Abrams:
Okay, so here’s one more general.  Were the energy-efficiency recommendations fuel-blind, or based on just electric savings measures?

Scott Ledford:
Andrea, do you have a thought on that?

Andrea Petzel:
Yeah, we were just discussing this.  Pretty much fuel-blind in the city of Seattle.  Interestingly enough, we have quite a few homes that are oil heated in the southeast and central Seattle.  We do have electric heated homes, and we also have natural gas.  So, we might roll out a program specifically to target oil-heated homes, because producing carbon is a big focus of Community Power Works.  And we get our best bang for our buck with the oil heated homes.  And so do homeowners, based on incentives and rebates.  So, I would say that we’re fuel-blind.  

Scott Ledford:
Lilah, or Michelle?  Do you guys know on your programs?

Lilah Glick:
We both look at gas and electric savings.  

Michelle Leigh:
That’s the same here, in Volusia.

Scott Ledford:
Great.  

Zach Abrams:
Okay.  The next question is for Volusia.  What is on the approved equipment list for contractors?  

Michelle Leigh:
We have everything from roofs, windows, programmable thermostats, HVAC systems, hot water heaters, insulation, and ductwork.  The way our program was designed, we just paid for the equipment itself.  The NSP funding actually paid for the contractor’s labor and any additional material.  

Zach Abrams:
Okay, and here’s a follow-up.  Did you work only with selected or approved contractors?  Or was the program open to any contractor?  And if you did only work with approved ones, what was the criteria, or selection cost?

Michelle Leigh:
It was - we worked with a select group.  There were ten contractors - or I should say- the program is still going on, so there are ten contractors.  They have to go through a procurement process with the county.  So, in the beginning, when Community Assistance set up the programs they did an open-competitive process for all the contractors in the county.  Then they selected the ten with the best criteria.  Then each of those, as each home came online - basically after Community Assistance approaches them - the bids would go out to those ten in whoever won that.  So, it was almost really like a two step process.  They had to go through that first procurement process, and then they also had to bid on each of the individual homes.
Zach Abrams:
Okay, great.  Thank you.  And one more for Volusia.  Let’s see.  How are the funds sustainable with the improved foreclosed properties.  Is the loan paid off at sale, or forgiven?  

Michelle Leigh:
Yes.  How the program was set up is as Community Assistance sell the home, the funds recovered from that sale go back into the pot to purchase additional homes.

Zach Abrams:  
Okay, great.  And why don’t we shift to some questions for Seattle.  Andrea, or Ruth.  The first one is, “How would the city of Seattle verify the 15 percent savings in each home?

Andrea or Ruth:
We have a base lining process, and then a test-out.  So, the test-in we use the energy performance score developed by Earth Advantage Institute.  That is a score that is developed for the home.  We have auditors who do that work, and that’s paid for in the program through the utility.  And then, that establishes the potential savings in the home.  And then the contractors use that audit, that EPS score, to develop a bid to achieve that 15 percent savings that is approved and worked out with the homeowner.  And then at the end – and that’s what’s used to determine their eligibility for the program and the 15 percent.  At the end, the test-out, that will be interesting information, certainly, to see if they achieve that 15 percent.  But that doesn’t retroactively default them, or anything.  They’re in if it looks like there’s potential, and they have selected the work to achieve that potential 15 percent.
Zach Abrams:
Great.  And how long does the process take for individual project completion?

Andrea or Ruth:
Long.  [Laughter].  Much longer than we ever would have anticipated.  I think that we set up the program thinking it would be two to three months cradle to grave, and people would be out.  We’re finding it’s taking two months to three months sometimes just to work out a bid.  We did launch the program in late spring, and you know, starting the energy upgrade program in the city of Seattle in the summertime, when nobody is thinking about home efficiency, and their all outside enjoying the sun wasn’t, you know – we couldn’t escape that.  But we’re hoping that it picks up in fall and maybe the turnaround time shortens down a little bit.  We did just release a new homeowner incentive, so they get an additional five hundred dollars towards the cost of their upgrade if they sign up by Thanksgiving, and if they get the work done by April of 2012.  So, we’re really trying to incentivize getting that work done, because we need to get our numbers up.

Zach Abrams:
Okay.  Let’s see.  This is a question about Community Power Works.  Do they track to determine which of their marketing outreach efforts are most successful at enrolling customers?

Michelle Leigh:
Yes.  One of the key indicators is that we have a, “How heard about the program” question on the intake form.  So we keep very careful track of, you know, how each person who has completed that intake form has heard about the program.  For example, friends and family referrals is our number one, right now.  And then we’ve got sort of a tie for the second spot, which, let’s see if I can remember exactly.  Let’s see.  There’s direct mail.  We’ve had mail go out from our utility to homes with high potential.  The direct mail it’s one up high there.  There’s door to door, which I had mentioned we did 15 thousand door hangers.  And then events is the third one.  So high up is referrals.  And then the three are sort of tied for second place.

Zach Abrams:
Okay.  Well, let’s move on to a few questions for Lilah.  Lilah, here’s one.  What do you mean by improvement in the Cincinatti program?  A whole home performance with Energy Star improvement, or individual projects?  
Lilah Glick:
That is _____ Home Performance with Energy Star program with a 15 percent minimum improvement.  
Zach Abrams:
Okay.  Let’s see.  Somebody was asking to remind them of the full name of the ACEEE usage study.  That will be on the slides, I think.  

Lilah Glick:
The study has not been released yet.  We’re going to be having a formal release in November.  So, something for folks – I’m sure we’ll be working with DOE and a number of other folks to get the study out.  But it basically looks at the energy efficiency potential for our region.  We’re looking forward to getting that information out to folks.  

Zach Abrams:
Great.  Okay, thank you.  And what type of events were most successful for outreach?  

Lilah Glick:
Well, you know, the zoo project.  What we did was, we coordinated with a low-income weatherization provider called People Working Cooperatively.  We worked with them to weatherize five homes in the community of Avondale, which is where the zoo is located.  We actually trained AmeriCorp members, and project partners to be team leaders.  Then we had volunteers from the neighborhood come out and learn basic weatherization skills.  It was a well-attended event.  It got some great press.  The main thing – the issue – I guess it was more for brand awareness.  There was a number of reasons why we did it.  We wanted to give AmeriCorp members some hands-on experience versus just straight canvassing.  But in regards to recruiting people into our program, this was not our target audience.  But again, that wasn’t the goal of the event.  We also had our AmeriCorp member participate in the EEE summit, which was the cities 3rd annual energy efficiency program that brought together leaders within the communities to talk about how to green businesses and organizations bottom line.  And that was a really well-attended event.  We were able to showcase last year’s – our big project, the Clean Your Home contest.  And it’s a really great way to get the word out about our program.  But as I said, they also did eight tabling events, which as I said, they only spoke to 134, some odd people, but they had a much higher – ________ most like 34 people were interested in the program, which was the higher conversion rate than what we had when they were going door to door.  But again it’s self-selecting versus us reaching out to the general community.  So, we’re trying a lot of different approaches, because you know, there’s the saying that people need to hear things, you know, six to eight times before they’re ready to take action.  We had NPR radio ads running.  We, you know, did a lot of press work that goes along with this.  So, we’re really thinking, you know, we’re not sure how long it’s going to take for those full conversions to come through.  Right now, I’m developing a post card ad campaign that’s going to be going out to our canvass groups.  And I’m actually targeting three different groups to see what those conversion will be.  One, are to the folks who just received the door hangers who weren’t home.  Two, were for the 200 individuals who said they were interested at some level.  And three, to the groups of households that we were not able to canvas, to see if there’s a difference between those conversion rates based on the number of touch points they had.  
Zach Abrams:
Okay, well thank you.  These questions came out of Lilah’s presentation, but I think it’s more of an open general question.  It was, “Can we do this in Alabama?” was a specific question.  I guess the more general question is, are these programs transferable, in your opinion, to other states?

Lilah Glick:
AmeriCorp NCCC actually this year, added energy conservation as one of their program elements.  Typically they’ve been sort of, they work on conservation projects, or major weather events, or disasters.  So, energy conservation was added, and they are looking for new projects.  I actually have a call after this with AmeriCorp NCCC to evaluate from their perspective, how the program went, and whether we’d like to do this again next year.  So, I think it’s very much accessible to other communities, and I do know of other communities who have received AmeriCorp members.  And I think there’s advantages and disadvantages of having an outside group coming in.  There’s the scalability of this.  There’s quality control that you can get at.  There is something to say of also doing a community based training and outreach campaign.  You’re not going to be able to do the same level of volume.  You’re not going to be able to have a full two day training session, but you also have the people knowing their own community.  So, I’ve done many different versions of canvasses.  I think there are pluses and minuses to both.  
Zach Abrams:
Okay, well, let’s keep moving.  We have a bit of time left.  And Scott you can tell me when to stop.  But here’s a general question.  “My program targets specifically low-income neighborhoods.  Many have ____ to do door-to-door canvassing.  Any suggestions, or success stories that were effective?  

Andrea Petzel:
This is Andrea from the city of Seattle.  WE chose to sort of back off from the really hard core canvassing approach.  We did two things.  We backed off hard core canvassing, and simply led with a door hanger campaign as sort of a lighter touch, based on the fact that none of us really like to get knocks on our door during dinnertime.  And we really just wanted to get the word out about the program.  And the second big shift we did with that is that we actually started including the city of Seattle logo that said, “In partnership with the city of Seattle.”  We had originally not done that.  We wanted Community Power Works to stand on it’s own a little bit.  And then the feedback that we got was that there was more legitimacy coming from, with a partnership with the city of Seattle, which was, again, kind of a surprise to us.  We didn’t think people wanted either hangers on their door, or flyers coming from a city program.  But it turns out that that did in fact give it a little bit more legitimacy.  
Zach Abrams:
Okay.  Any other thoughts from the speakers?

Michelle Leigh:
This is Michelle.  One of the things that we did.  Community Assistance had their campaign where they were doing more of the marketing approach.  But during other events that we had within the county and within the cities over the past year, we’ve also been marketing, as far as informationally, and some of the stuff on our website, just to the general public, of one that says how we’re using EECBG funds, but then this is also how it’s impacting your community.  And that, I think, in conjunction with the public meetings, and the marketing campaign with Community Assistance.  That was really effective for us in getting the word out.   

Zach Abrams:
Great.  
Scott Leford:
Zach, this is Scott.  I’ll jump in.  We just have a few minutes left on the – on our timing for this presentation.  So, I just kind of wanted to ask one question for the panelists, and you guys can just take it each in order.  Maybe Michelle, then Andrea and Lilah.  I’m interested – all of your programs feature a partnership component.  I think we focused a lot on this webcast that, you know, that’s really going to be one of the keys to reaching out to some of the neighborhoods.  The partners that you have engaged with, in some cases are similar, and in some cases are different.  I guess one of the things that I would like to ask, and Michelle, you guys had an opportunity to work with another local government department in doing that.  What worked well for you in doing that?  How did you make that connection?  And what was challenging?
Michelle Leigh:
Well, what worked well for us is, you know, yes it is a – we’re both departments within Volusia County, but we had never really worked together.  It was a good opportunity for us to get their input in actually developing our activity worksheet for DOE.  And then also for us to give them suggestions on how that they could possibly tweak their programming as far as the other modifications and retrofits that they were doing to their homes.  One great thing that also came out of this, is that we were also able to work with the Florida Solar Energy Center, which is a non-profit group, here in Florida.  They actually came out and did a lot of the – as I was saying, they did the pre- and post-retrofits on the first 30 homes, which was very beneficial.  And actually was a connection that was made through the community assistance.  Not something that we had ever thought of as – when I say “we”, I say our office of Sustainability and Energy Management.  The only thing I would say was difficult, but they were really great with it, was the fact that our Community Assistance Program already had their NSP program in place.  So, we were coming already after they were established.  So finding that common ground.  But again, they worked with us when we came to them with the idea, and very quickly got it reorganized and up to speed.

Scott Ledford:
Great.  How was that connection made in Volusia County?  

Michelle Leigh:
That connection was made – actually one of our members of our Office of Sustainability and Energy Management.  We’re a little unique in the fact that when I say Office of Sustainability and Energy Management, it’s more of a virtual office.  There’s only three of us who work directly on implementing the grant.  But we pull from other county departments for the projects.  One of those departments was our legislative group, who was working with Community Assistance at that time.  And that’s where we were able to make the connection, because she was aware of NSP funds that they had just received, and of the program being implemented.
Scott Ledford:
Great.  And Andrea.  I particularly noted the partnership you guys had with the utilities.  I’m interested to know a bit about how that connection was made.  And also, you know, how long did it take from the time you were first contacted a utility, until you were able to integrate that into your program design and get the dollars flowing?

Andrea Petzel:
Yeah, so we were really lucky in the fact that Seattle City Light is officially another department of the city of Seattle.  So, in some ways we didn’t have much choice but to work with one another.  And I would say that you could not possibly engage a utility soon enough to get that partnership up and running.  It was kind of a clash of two worlds.  Our very small, innovative, forward thinking grant receiving office with a big utility who is very used to doing their own thing all the time.  And so both of our departments had to make some pretty major cultural shifts in dealing with one another.  And we’re in a really good place right now.  But you cannot underestimate the amount of time that it takes to build that relationship.  I mean, we had multiple meetings every week.  Sometimes just about how our relationship was going.  But we were utterly reliant on them to run the EPS Assessment Program.  They provide incentives.  And they have a history of doing this kind of work.  And then we also have an on-bill payment program so customers can pay back on their city light bill.  So we were just really entwined with one another, and really had a difficult time getting off on the right foot together.  But just through time, and patience I think we’re in a really good place.  We still have management meetings every other week just to make sure we’re all on the same page.  And that will probably continue for the length of the program.  But it is in a good stage, right now.  

Scott Ledford:
Great.  Thanks.  And Lilah, you mentioned in an answer to another question about AmeriCorp, and they can be tapped from wherever.  I guess a similar question for you.  How did you engage AmeriCorp?  Who did you reach out to to do this?  And how long did it take for AmeriCorp to be on-board so you could get the program moving?

Lilah Glick:
I was made aware of the program by one of our consultants from Clean Energy Solutions, probably, maybe back in December-January of this year.  Or, late last year, early this year.  Once I found out whether or not we wanted to move forward with the application, probably from start to finish, took, you know, two months from when it was submitted to when we were approved.  And I mean, it was a relatively simple application.  Unfortunately, the approval kind of came late March.  It was late March or early April, so it only gave us two or three months to really do all the planning.  That’s probably one of the main feedbacks I’ll have for them is just needing a little bit more of a longer lead-time, specifically because reaching out to each of those 32 neighborhoods really took a lot of time.  Whether it was figuring out the permitting, to getting on eBlast, and newsletter lists.  Going out and letting residents know that we were planning to be there.  So definitely that was one of the biggest challenges.  So, I know AmeriCorp NCCC, you can go to their website and find out their, I think it’s a rolling application program, but I highly recommend it.  If you have staff that can help with it, it’s a really nice way to use a great resource that’s inexpensive and get the word out to your community.  
Scott Ledford:
Great.  Thank you.  So, I again want to thank all of our panelists for their time and their presentations.  I think you guys were able to hear some different stories from across the country.  A variety of experiences in reaching out and doing energy-efficiency programs in different neighborhoods.  So, with that I will mention, on the last slide here, that you can find up-to-date information and a registration link, as well as archives and webcast material as a link provided on this slide.  So, thank you all very much for your attention, and again, thanks to our panelists.  And wishing everybody well and much success with all of your programs.  Thank you.  
Michelle Leigh:
Thank you.

Andrea Petzel:
Thank you.

Ruth Bell:
Thank you.

Lilah Glick:
Thank you.

[End of Audio].
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