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local energy alliance program

LOCAL ENERGY ALLIANCE PROGRAM
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The mission of the Local Energy Alliance Program is to
lead the effort to retrofit buildings with energy
efficient technologies. Our overarching goals include

cost savings, job creation, energy self-reliance, and

local economic development.




- Energy Efficiency Program
Implementer

- Community Education & Outreach

- Trade Ally Management and
Training

- Help create local jobs and
stimulate local economy

- Promote benefits of energy
efficiency at state level




QOur Partners:
_ending Institutions

Real Estate Community

Nonprofits and Businesses

Local Utilities

Local Government

State Energy Office (DMME)
DOE/HPwWES Support




20% Home Performance with ENERGY STAR®

Summary of Energy Improvements Performed

[ |
g a I l l Home Performance Improvements:

Iec p ¥ all knaewall areas & foamed & open call foam and installed passive

e arrangy Sl e Eregeem

*Main attic-foamed antira roof dack with 6 opan cell foam

Home Address:

John Q Public *Insulatad basement floor to an A3 with fiberglass batts
100 Main Street
Charlottesville, VA 22901 *Installed humidistat in attic to monitor moisture
Work Performed b\f *Insulated all hot piping runs off DHW tank
APLUS Insulation Cc'mpanv *Insulatad rim joist with opan 3" opan cell foam
Work Verified by: Home Performance Results Achieved:
The Best Energy Auditor All atfic areas were addressed and reconfigured spaces
brought duct into conditioned areas. Entire floor area
Work Completed on: was insulated. Stratification issues improved.
HOM E January 31 2011 Environmental Impact of Improvements:
Fam e Fuel usage and emissions reduced by treating entire attic and
PERFORMANCE| |
WITH HOME PERFORMANCE WITH | fonsfefiomatce wih EERCY STAe ofrs s compotersie ok o posch s bone sprovemsr

ENERGY STAR (w772 ENERGY STAR| g z:cmimmresmmmrrmss s e

Home Performance with ENERGY STAR




Current Residential Stats

618 completed homes retrofitted to date

$4 M in leveraged private capital$1 M in total program
spend (includes rebates —ave. $1800 program spend /
job and ave. $700 rebate/job)

$371 k projected annual energy savings

$600 in savings per home per year

Over 2.5 GWh in energy savings



understanding our
marketing impact:
actuals and proforma




Program Marketing

Home Energy Makeover Contests

Paid Print, Radio, Utility Bill Inserts

Earned TV and Radio Stories

Presentations, Tabling, Neighborhood Campaigns
Channel Partners: City Notes and eNewsletters
Customer Workshops

Contractor Collateral

Online Home Energy Report



Data Collection Sources

Master list of customers
BB reporting excel sheets

Residential Summary Data excel sheet (running
monthly totals

HEMC entries

Vertical Response lists

Customer Satisfaction Questionnaires

Online energy profiles and Optix (program software)

General ledger for programmatic spend
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AB - I | ='Program Marketing Actuals'!A32

A B C D E F G H | J K L
Program Costs
Channel Direct Cost HR Costs Overhead Total Cost % # # #lobs Cost/lead Costfaudit Cost/job
Leads Audits

Earned Media S = S 7,500 S 5900 S 13,400 1% 70 30 20 S 191 S 447 S 670
TV 3 -8 -8 -8 - 0% - - -7 gowv/or T #pivol T sDIv/Ol
Radio S 0,000 S 3,500 S 5100 S 17,600 2% 100 60 40 S 176 S 293 S 440 |
LPrint 5 17,000 S 16,500 S 5200 S 38,700 1% 35 15 10 S 1,106 S 2,580 S 3,870 |
Public Workshops 5 1,500 S 6,500 S 5100 5 13,100 7% 370 60 42 5 35 S 218 S 312
Presentations S 500 S 7,500 S 5100 S 13,100 6% 300 25 15 S 44 5 524 S 873
Tabling 5 1,000 S 4500 S 5100 S 10,600 4% 200 20 15 S 53 S 530 S 707
Campaign S 23000 $ 7,500 $ 5100 S 35,600  38% 2,037 240 188 $ 17 $ 148 S 189
Bill Inserts 5 3,000 S 17,500 S 5100 S 25,600 1% el 20 15 S 427 S 1,280 S 1,707
Referrals 5 - 5 2,250 S 5000 S 7,250 1% 50 50 35 % 145 S 145 § 207
Affiliate Partners S 2,000 25500 S 5000 S 32,500 2% 120 70 57 S 271 S 464 § 570
Utility Partners S 2,000 $ 5500 § 5,000 $ 12,500 0% - - -7 sowvor T osoivior T ospivior
Other S 10,000 S 17,500 S 5500 S 33,000 30% 1,600 160 35§ 21 S 206 S 943
Contractor Referral 5 - 5 5,500 S 5000 S 10,500 7% 400 250 212 S 26 S 42 S 50
GRAND TOTAL ] 69,000 S 127,250 S 67,200 § 263,450 5,342 1,000 684

L '.Hfl'-?li-Hl'l-:L‘i.“!l"'tI'l'l'!L‘-H(l'l'ﬂ'"'L"F.'!:!:!I'l'!l'l":'!l'"?.'-.‘-_ww r__ Program Marketing Assurmptions . Program Marketing Pro Forma. .« Contractor Model 11l
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OPEN HOUSE % Making an Old House NEW
ecoREMOD: "

The Energy House ecoREMOD m

The Ultimate Recycling Project

Join LEAF and fhe Cily of Charoliesvils fora

In o Town doffad with hishonc landmarnic, Bcluding Thomas
community Open House. Check out what's been JeMermon's own MonticaBo, Iving In an cldst home can ba g
going an inside this formaedy neglected heme source of paida. But B con alss have drmwihacks: hofs of

: crocks and keaks for ir fo move through, clder heafing and
ai the comer of Ridge and Ellcii. cooling equipment, Engle pans windows and nsulaton

Licshi relrast B el o of i | wil which - B presant of all - i lkely substandand. in otfer sords,
uncomiariobée roorms and high enengy Dils may 0ls0 come
be provided. wilth thie histosic home.

Whabhar you ve in 0 howse deamsed “highoric” in noura, a houss

: shucbed ina desgnabed histoic neighbartoad ™ orjust simply an
Thursday, May 12 from 5:00 fo 7:00 PM at i Wit u:lmq&mwm
408 Ridge Street, Charlotiesville thet will improve the comort and afforddabiity of your home wihou

Compeomising its unique chomchar

|.' ) 1S OFFERING ANOTHER FREE, PUBLIC WORKSHOP! The Lecal Enengy ABGNCE Program (LEAR) has openec s offcs in ecoREMOD H
- <2 SCOREMOD: The Energy House and, ingeiher with le CRy, nvites -
the Commenity 1o an Opan Houss on May 12 566 poge e,

I-II::".EI!r to Make an Old House Naw 1549 oo crgcn wokope T oo nekng v o
with Energy Efficiency e Sl

B coREMODm s B s

[T ETL T [, et A e
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AB - I | ='Program Marketing Actuals'lA32
A B C D E F G H | 1 K L
Program Costs
Channel Direct Cost HR Costs Overhead TotalCost %  #Lleads #Audits #Jobs Cost/lead Cost/audit Cost/job

Earned Media 5 - 5 7500 S 5900 S 13,400 1% 70 30 20§ 191 & 447 5 670
TV 5 - 5 - 5 - 5 - 0% - - - #DIV/0! #DIV/0! #DIV/0!
Radio 5 9,000 S 3500 S 5100 S 17,600 2% 100 60 40 5 176 & 293 § 440 |
|Print S 18,500 S 23,000 S 10,300 S 51,800 7% 405 75 52 S 128 S 691 S 996
Presentations 5 500 S 7500 S 5100 S 13,100 5% 300 25 15§ 44 5 524 S 873
Tabling 5 1,000 S 4500 S 5100 S 10,600 4% 200 20 15§ 53§ 530 $ 707
Campaign S 23,000 S 7,500 S 5100 S 35,600 36% 2,037 240 188 § 17§ 148 § 189
Bill Inserts S 3,000 S 17,500 S 5100 S 25,600 1% 60 20 15§ 427§ 1,280 S 1,707
Referrals 5 - 5 2,250 S 5000 S 7,250 1% 50 50 35 §$ 145 & 145 §$ 207
Affiliate Partners 5 2,000 25500 S 5000 S 32,500 2% 120 70 57§ 271 S 464 5 570
Utility Partners 5 2,000 S 5500 S 5000 S 12,500 0% - - - #DIV/0! #DIV/0! #DIV/0!
Other 5 10,000 S 17,500 S 5500 S 33,000 28% 1,600 160 35 §$ 21 | S 206 S 943
Contractor Referral 5 - 5 5500 S 5000 S 10,500 7% 400 250 212§ 26§ 42 5 50
GRAND TOTAL 5 70,500 $ 133,750 S 72,300 S 276,550 5,712 1,060 726

Ll < Prg. HR " Prg. Assumptions ¢~ Program Marketing Actugls Myl (MO e=ia oW v 80 Program Marketing Assumptions ¢ Program Marketing Pro Forma ¢

ontractor Model [ EN| 1l

v Calrulate

Averanes: 301 40.972491

Connt:

=7

Sum: 487754 7984 | ERI T M leaonssad
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Al5 - ( I | ='Program Marketing Actuals'lA113

A B C D E F G H | J L
Program Costs
Channel Direct Cost HR Costs Overhead Total Cost % # # #lobs Costflead Cost/audit Cost/job
Leads Audits

Earned Media S = S 7,500 S 5,900 S 13,400 2% 386 30 20 S 156 S 447 S 670
v S - S -8 -5 - 0% - - -7 #DIv/0! #DIV/0! | #DIV/0!
Radio S 9,000 S 3,500 S 5,100 S 17,600 2% 100 60 40 S 176 S 293 S 440
Print 5 17,000 S 16,500 S 5,200 S 38,700 1% 77 15 10 S 503 S 2,580 S 3,870
Public Workshops 5 1,500 S 6,500 5 5,100 S 13,100 7% 370 60 42 S 35 S 218 S 312
Presentations S 500 S 7,500 S 5,100 S 13,100 5% 300 25 15§ 44 5 524 S 873
Tabling 5 1,000 S 4500 S 5,100 S 10,600 4% 200 20 15§ 53 S 530 S 707
Campaign S 23,000 $ 7500 $ 5,100 $ 35,600  36% 2,037 240 188 S 17 S 148 S 189
Bill Inserts 5 3,000 S 17,500 S 5,100 S 25,600 1% 60 20 15§ 427 S 1,280 S 1,707
Referrals 5 - 5 2,250 5 5,000 S 7,250 1% 50 50 35 S 145 S 145 S 207
Affiliate Partners S 2,000 25500 S 5,000 S 32,500 6% 340 70 57§ 96 S 464 S 570
Utility Partners $ 2,000 $ 5500 $ 5,000 $ 12,500 0% - - - govor_ T spivjor T #DIv/ol
LDther S 10,000 S 17,500 S 5500 S 33,000 28% 1,600 160 35§ 21 206 S 943 |
Contractor Referral 5 - 5 5500 S 5,000 S 10,500 7% 400 250 212 S 26 S 42 5 50
GRAND TOTAL s 69,000 S 127,250 $ 67,200 S 263,450 5,620 1,000 684

UGB Prg. HR .7 Prg. Assumptions .~ Program Marketing Actugls LT ale (MO E s cin i fal e o —utl'l-n-"l-u-F.-r:1=.|'l'trl':'s.-s.-lltm:r'l-tL-—utl'l-n-"llL-F.-r:i=.|'|l'llrlIutlial-rrre-ﬁmin[qﬁﬂwﬁﬁﬁdI- 1l



- Home Energy Makeover Contest 2010 — 1100 entrants!
- Dominion Virginia Power sponsored the retrofits in two homes

- Powersaver Home Energy Makeover Contest 2011 —1250 entrants!
- UVA Community Credit Union (LEAP’s financing partner)
selected for national pilot for low interest energy efficiency
loans

CHARLOTTESVILLE
HOME ENERGY

MAKEOVER

PeowerSaver

Home Energy

Makeover
CONTEST CONTEST
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A0 - S | ='Program Marketing Actuals'lA68
A B C D E F G H | J K L
Program Costs
Channel Direct Cost HR Costs Overhead Total Cost % # # #lobs Costflead Cost/audit Cost/job
Leads Audits

Earned Media 5 = 5 7,500 S 5,900 S 13,400 2% 386 30 20 S 156 S 447 S 670
™V 5 - 5 - 5 - S - 0% - - - #DIV/0! #DIV/0! f #DIV/0!
Radio 5 9,000 S 3,500 5 5100 S 17,600 2% 100 el 40 S 176 S 293 S 440
Print S 17,000 S 16,500 S 5,200 S 38,700 1% 77 15 10 S 503 S 2,580 S 3,870
Public Warkshops 5 1,500 S 6,500 S 5,100 S 13,100 7% 370 el 42 S 35 S 218 S 312
Presentations 5 500 S 7,500 S 5100 S 13,100 5% 300 25 15§ 44 5 524 S 873
Tabling S 1,000 S 4500 S 5,100 S 10,600 4% 200 20 15 S 53 S 530 S 707 |
|Campaign S 23,000 $ 7500 $ 5,100 $ 35,600  36% 2,037 240 188 S 17 $ 148 $ 189
Bill Inserts S 3,000 S 17,500 S 5,100 S 25,600 1% 60 20 15§ 427 S 1,280 S 1,707
Referrals 5 - 5 2,250 S 5,000 S 7,250 1% 50 50 35 S 145 S 145 S 207
Affiliate Partners S 2,000 25500 S 5,000 S 32,500 6% 340 70 57§ 96 S 464 S 570
Utility Partners S 2000 S 5500 $ 5000 S 12,500 0% - ; - T ospivor T spiviol T #DIv/o!
Other 5 10,000 S 17,500 S 5,500 S 33,000 28% 1,600 160 35 S 21 206 S 943
Contractor Referral S = S 5500 S 5,000 S 10,500 7% 400 250 212 S 26 S 42 S 50
GRAND TOTAL s 69,000 S 127,250 $ 67,200 S 263,450 5,620 1,000 684
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H36 - Jx | Cost/ lead: projected

A B | ¢ ] o ] e | F | 6 | H Lo

Marketing Assumptions

Cost / lead: projected
Cost / audit: projected S 80| s 0
Cost / job: projected ) 111 | S 111
Lead-audit conversion: projectec 45% 45%
Audit-job conversion rate: projec 70% 70%
Spend S 2000|s5 2,000
Average job size S 7100ls 7,100
Presentations 5 44 5 524 § 873 8% 60% 5 7,100 Cost / lead: projected ) 44 5 44
Cost / audit: projected S 107 S 107
Cost / job: projected S 176 S 176
Lead-audit conversion: projectec 40% 40%
Audit-job conversion rate: projec 60% 60%
Spend S 3,000 S 3,000

. Assurmptions .~ Program Marketing Actuals ¢~ Program Marketing Costs ~_Contracti

v Caleulate | BAwerane: 13326523788 Count: 14 Som: 9377 ARAS




Future Sustainability

Membership model /HPWES enrollment
Dedicated Homeowner QA and Concierge Service
Contractor fees

Job fees — combination of flat lead fee per job and
tiered project fees billed at bid close

Customer aggregation for % of project fee
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AL6 - S | ='Program Marketing Actuals'lA122
A B C D E F G H | J K L
Program Costs
Channel Direct Cost HR Costs Overhead Total Cost % # # #lobs Costflead Cost/audit Cost/job
Leads Audits

Earned Media 5 = 5 7,500 S 5,900 S 13,400 2% 386 30 20 S 156 S 447 S 670
™V 5 - 5 - 5 - S - 0% - - - #DIV/0! #DIV/0! f #DIV/0!
Radio 5 9,000 S 3,500 5 5100 S 17,600 2% 100 el 40 S 176 S 293 S 440
Print S 17,000 S 16,500 S 5,200 S 38,700 1% 77 15 10 S 503 S 2,580 S 3,870
Public Warkshops 5 1,500 S 6,500 S 5,100 S 13,100 7% 370 el 42 S 35 S 218 S 312
Presentations 5 500 S 7,500 S 5100 S 13,100 5% 300 25 15§ 44 5 524 S 873
Tabling 5 1,000 S 4500 S 5,100 S 10,600 4% 200 20 15 S 53 S 530 S 707
Campaign S 23,000 $ 7500 $ 5100 $ 35,600  36% 2,037 240 188 S 17 S 148 S 189
Bill Inserts S 3,000 S 17,500 S 5,100 S 25,600 1% 60 20 15§ 427 S 1,280 S 1,707
Referrals 5 - 5 2,250 S 5,000 S 7,250 1% 50 50 35 S 145 S 145 S 207
Affiliate Partners S 2,000 25500 S 5,000 S 32,500 6% 340 70 57§ 96 S 464 S 570
Utility Partners S 2000 S 5500 $ 5000 S 12,500 0% - ; - T ospivor T spiviol T #DIv/o!
Other 5 10,000 S 17,500 5 5,500 S 33,000 28% 1,600 160 35 S 21 206 943 |
LContractor Referral 5 - 5 5500 S 5,000 § 10,500 7% 400 250 212 S 26 S 42 50
GRAND TOTAL s 69,000 S 127,250 $ 67,200 S 263,450 5,620 1,000 684
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HPwWES Staged Retrofit

Works w/ prescriptive or performance approach
Every energy improvement counts — all jobs HPwWES
Markedly increases size of customer market
Supports different contractor business models
Allows for aggregation of customers

Uses Contractor Referrals to generate future revenue



Affiliate Program Elements

Who participates?
Local government, utilities (co-ops), universities, large
businesses, other nonprofits

Leverages credible, 3" party nonprofit status
Provides a good value proposition

Online assessment becomes way for customer to
enroll

Scale needed — lots of enrollees!



ONLINE ENERGY ASSESSMENT

y F
qup local energy alliance program HEﬂlﬁEEEﬁEw%%HH

Free, Accurate, and Easy

Your Home Energy Report Type of home

® single family home
Take LEAP's confidential survey and create your home

energy profile. You'll get an energy ranking, savings
estimate, and unbiased, cost-effective upgrade advice.

Apartment, condo or townhome
Other
Year Built
It really only takes five minutes, and it's fun! Enter the year that your home was built even
if it's been remodeled since then.
Occupants
The number of people that normally live in
your home.
Floors
Don't include your basement, garage or attic
unless they're heated living space.
Size in Sgquare Feet
Don't include garages or patio areas unless
they are finished and heated.
Location
“Your home's Zip Code.




USES MORE ENERGY
ENERGY EFFICIENT

(orec) s one o he It $4,164

efficient in your
POTENTIAL 3-YEAR
neighborhood SAVINGS

Your Customized Action Plan

Air seal and control venfilation to eliminate drafts

Sealing up leaks in vour home's exterior is often one of the most
cost-effective ways to improve home energy efficiency by
significantly reducing the loss of conditioned air.

Upgrade attic insulation to modern standards
Air seal and insulate your ducts
Consider a higher efficiency heating system

Upgrade to a modern high efficiency refrigerator

Your Energy Profile

You lock like a great candidate for LEAP's Home
Performance with ENERGY STAR program.

With an energy retrofit, vou should be able to save a
significant amount on your utiliby bills.

The next step: meet with one of our LEAP-Certified home
energy performance experts to verify your potential and save
thousands with bundled cash rebates for energy
improvements to your home. Special 0% financing offers
available.

Get Started Now! =

Save your profile | Start over

Potential 3 year savings: 54,144




Overview
Conversion
Demoagraphics

Export

Traffic Conversion Qverview

Cwer time, using 7-day rolling average. why?
. ) . Oe. winy:

| 01/01/2012 - 06/30/201z| | Change Time Period |

Visitors ‘ ’ ‘ Hu:::::re:lers

107 [26% 28

2782 visitors, 1648 audits, and 735 Homeowners Enrolled in this time period. per week | | per week ‘

35

D -
Jan 12

Feb 12

Mar 12 Apr 12 iy 12 Tin 12 Jul 12

B visitors W@ Audits @ Homeowners Enrolled




| 01/01/2012 - 06/30/201: | | Change Time Period |

Overview Conversion Detail Report

This report breaks down each step a visitor goes through, showing where visitors fall out.

Conversion

i Jan 12 Feb 12 Mar 12 Apr 12 May 12 Jun 12 Jul 12
Demographics - i

Export

Total Visitors

Wisitors

71%

Audits Started T3
i __ T ~T J 04% -‘.h—*h'\_f-d““h-J—\___J'-‘i=-"--\‘_fJﬁ_""h-$—‘-'\r—\r\-\fm\'

5495 M=~ . ~

\
)

9

Audits Completed

\

Homeowners
CrirmlladA
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Refine by... Cl

Type -
[l Estimate Only 1015
1 Email Captured 973

[l Homeowners Enrolled 654

Savings Potential -

0% - 100%

Savings -

$0 - $10000

Answers =
Search answers

-
All Air Draftiness Types
[C] very drafty B
[C] somewhat drafty
[C] Mot drafty at all
[C] Unsure about draftiness

All Attic Insulations -

Clear

| 2642 Participants

sorted by Estimate Date E Download: Participants &

3600 sq ft., Built in 2010, 5chenectady, NY (12345)

burke.catherine.m@gmail.com
1190 sq ft., Built in 1930, Arlington, VA (area) (22202)

puppyraptor@gmail.com
1484 sq ft, Built in 1989, Dumfries, V4 (22025)

2700 sq ft., Built in 2006, Alexandria, VA (22304)

3200 sq ft., Built in 1999, Charlottesville, VA (22911)

July 8 2012, 3:58 p.m.

View Detail »

July 8, 2012, 8:49 a.m.

View Detail =

1500 sq ft., Built in 1946, Arlington, VA (area) (22204)uly 7, 2012, 7:28 p.m.

View Detail »

2100 sq ft., Builtin 1935, Arlington, VA (area) (22202)July 7, 2012, 2:25 p.m.

View Detail =

July 7, 2012, 10:02 a.m.

View Detail »

July 7, 2012, 9 a.m.

View Detail =

July 7, 2012, 7:53 a.m.

1 2 3 . 285

42% | $3,294

Savings | Amount
Potential

View Report »

40% |$2,139

Savings | Amount
Potential

View Report »

55% |$4,203

Savings | Amount
Potential

View Report »

42% |$2,901

Savings | Amount
Potential

View Report »

15% | $774

Savings | Amount
Potential

View Report »

3% | $345

Savings | Amount
Potential

View Report »

17% |$1,350

Savings | Amount
Potential




Owerview

. Homeowner Sources  Campaigns

Marketing

Operations

Results

Homeowners

Partners

Incentives

Custom

Campaigns

Referral

The Home Energy Detective, Inc.

Web search
Print ad
Direct mail
EDGE Energy
Television
Radio
Energize!250
Door hanger
Mack Morris

CroppMetcalfe

Weatherseal Insulation Co.

Filter by: All (51)

| 219 | 73% | @
(o [ @
| 46 | 4% | ®
| 40 | 13% | @

a0 | 21% | ®
| 30 | NnA | @
13 | NA | E
o | 5% | @
| 6 | NnA |3
| 5 | 100% | ®
| 3 | 100% | ®

2 N/A | [®

2 | NA | @




m | https://leap.energysavvy.com/manage/analytics/marketing/Tdr=20120101-20120630 W ':'l ~ Google

Cynthia {
| il
e G p Analytics Search

01/01/2012 - 06/30/201. Chang

Homeowner Sources Campaigns

Overview
Homeowner Sources
. Marketing
| For homeowners who applied to the program during this time period
Operations
Categories Channel
Results Gl Ocher
Contractor 12 %
&9 homeowners Unknown
Homeowners Click for homeowner list » No code — Commun
Radio
Program —— " isi
Partners a = Televisi
" No code ¥ Direct M,
) / 1 \/_,,_..—' Mewspape
Incentives - General Purpose : L

Custom



T ee——memm—
| |

01/01/2012 - 06/30/201: | | Change Time Period

Overview : :
Program Pipeline
Marketing 600
Operations S
Results
400
o
Homeowners @
z
o 300
Partners E
T
i 200
Incentives
Custom 100 -

D =
Jan 12 Feb 12 Mar 12 Apr 12 May 12 Jun 12 Jul 12

l BB intake B Testin @M Bidding [ Retrofit Ml Test Out MM Payout Il Complete @ On Hold




Cynthia Adams Log ou
il

leap

Analytics Search...

05/01/2012 - 06/30/2012 Change Time Period

Program Conversion Funnel  Average Time In Stages  Task SLA Results  Dropout Reasons

Overview
. . 0
Marketing Program Conversion Funnel 45.5%
Conversion Rate
For homeowners who applied to the program during this time period
Operations
78 2
w w
Results

’ Intake ’ Test In ’ Bidding ’ Retrofit ’ Test Out ’ Payout ’ Complete

Homeowners 188 26 69 37 16 6 8 14 68 0 68 1 69 69
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BRUSH Annual
Brush/ Customer Customer Target ™ Utility Program member -
Per Week Manth Oppts Brush Market Rappahannock Electric Cooperative
1,59{' EJ.TSD - El,{”:”j :- ED% %:m owner Dﬂcupied I'II'JI'I"I 25
Touch/ Enrolled \\\ Enrcliment Customer-
LEAD Month Customers *,, [Touch) based Fee
T e Contractor-
480 2,ﬂ3ﬂ = 24,30'0 SD% hased Fes
Per Week
Annual \K\ Enrollment
MEMBERSHIP ee L . -
A B C ()] E F G H | 1
ar Year 1l
Jan Feb March April May June July Aug |
3| affiliate Partners Cost/lead & 50 & 50 5 50 & 45 & 45 5 45 & an s a0
HER J Lead-audit conv 20% 20% 20% 20% 20% 20% 20% 20%
1 Audit-retrofit co 40% 40% 40% 40% 40% 40% 40% 40%
Par Week 2 Channel spend | & 3,000 S 3,000 S 3,000 S 3,000 S 3,000 S 3,000 3,000 3,000
3 Avg job size & 7,100 | & 7,100 & 7,100 & 7,100 | § 7,100 | & 7,100 | & 7,100 & 7,100
1 Leads 50 a0 B0 67 67 67 75 75
o5 Audits 12 12 12 13 13 13 15 15
RETROFIT 5 Retrofits - 5 5 5 5 5 5 B B
7 Cost / audit & 250 S5 250 S 250 S 231§ 231§ 231 S 200 S5 200
Market Cost / retrofit | § 600 S 600 S 600 5 500 500 S 600 S 500 S 500
_Penetration, Total revenue | § 35500 % 35,500 % 35500 % 35500 % 35,500 S 35500 % 42,600 5 42,600
| 1.04% °
1| Utility Partners Costflead 5 10 S 1 5 1 5 1 5 1 5 1 5 1 5 1
2 Lead-audit conv B0% 60% 60% B60% B60% B0% 60% 60%
i 3 Audit-retrofit co 40% 40% 40% 40% 40% 40% 40% 40%
FEE'”_E'S'S ] channel spend | & 1,000 § 1,000 & 1,000 & 1,000 % 1,000 % 1,000 § 1,000 § 1,000
forTiers 5 Avg job size 5 7,100 & 7,100 & 7100 & 7,100 % 7,100 5 7,100 & 7,100 & 7,100
e $S,|:|'|:|'|:|' 5 Leads 100 100 100 100 100 100 100 100
<8 D00; }EED[? Audits 60 60 60 60 60 60 60 60
J-—E Retrofits 24 24 24 24 24 24 24 24
. Cost / audit 5 17 5 17 & 17 5 17 5 17 5 17 5 17 & 17
3 Cost/ retrofit | & 47 5 42 5 42 5 47 5 47 8 47 5 42§ 42
1 Total revenue & 170,400 '5 170,400 & 170,400 & 170,400 S 170,400 5 170,400 & 170400 & 170,400
2




local energy alliance program

cvynthia@leap-va.org
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