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Extensive Market Research

LA County: 1,200-person survey

LA County: 4 focus groups

« Alameda County: 600-person survey
« Alameda County: 3 focus groups
 Bay Area: 900-person survey

« Statewide: 6 focus groups

« Demographics
e Other surveys
* Best practices



Program Goals

15,000 home energy
retrofits (unincorporated
County)

2,600 jobs
(unincorporated County

Generate highest numbers in shortest time

“Retrofit-Ready” and “Retrofit-Persuadable”

Increase awareness of Whole House Performance




1. Education Does Not Move People to
Increased Participation.

 The more complex the program is, the less people want to hear
about it.

« From 52% initial interest, down to 45%

Recommendation:

e Simplify

 Don’t Market Two Separate Paths

* One Path with Two Entrances

* First-Step Efficiency Package

 Whole House Investment-Grade Package



2. Cost Iis a Major Barrier.

« “l am trying to cut household expenses wherever | can”

« ‘| cannot afford to make any major improvements to my home right
now”

Recommendation:
 First-Step Efficiency Package: $3,000-$5000
 Whole House Investment-Grade Package



3. Cost is a major motivator.

e Save Money on Utility Bills: 61% with older homes, 57% with kids
« Energy Independence: 59% with older homes, 54% over $60,000

Recommendation:

« Show How it Pencils Out—Interactive Website
* First-Step Efficiency Package



4. Rebates/Tax/Credits are Critical to Success.

 Interest Dips to 38% at $5,000 Cost
e Back up to 69% with Rebates

Recommendation:

 Make it Easy to Get ALL Rebates
* Only Launch When ALL Rebates in Place



5. The financing plan is not attractive.

* 48% Interested in a Loan

* 40% When Your Property is Collateral
* 24% When Interest Rate is 7-8%

* 55% of Initial Supporters Lost Interest

Recommendation:

* This is a Home Energy-Saving Upgrades Program
* Financing Presented as an Option

« Offer a Cash Rebate or Lower Interest Loan



6. Contractors are Both a Valuable Asset and a
Perceived Liability.

Work with a Contractor, Trust that Contractor
e But Horror Stories Abound
« High Response to BPI certification

Recommendation:

« Stress BPI Credential

« Department of Energy and Environmental Protection Agency
« Stress Quality Assurance



7. Accountability is Essential.

« Approvals at 65% for Quality Assurance
* 50% of Initial Detractors More Likely to Participate

Recommendation:
« Stress QA for “Basic Path”



8. Counties are Both a Valuable Asset and a
Perceived Liability.

e 49% Negative Response to County “Program”
 BUT County is Official, Neutral Agent

Recommendation:
 Use County Logo
* Include Partners: ARRA, Utilities, Environmental Organizations



9. There is an Audience Primed, Ready and Waiting.

 90% Say They Have Made Behavioral Changes
 Most Have Made Home Energy Improvements
 Ready to Make More

Recommendation:

* Program is Simple, One-Stop-Shop
« Homeowners Make Choices
 Rebates/Tax Credits

e Certified Contractors

« Financing Option



Key Target Markets

Homeowners under age 50

Women (college-educated)

Homes built before 1940 (expand to built before 1970)

With school-age children at home (large families)

Of color (Asian-63%, Latinos-62%, African Americans-59%)
Incomes of $60,000-$120,000

Those who have made some energy upgrades

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

Transitioning (buying a house or increasing family size)



Key Messages

Save on Utility Bills. Upgrading a home to use less energy and
water can reduce utility bills by 20 percent or more—saving you
money over time.

Reduce Foreign Oil/Fossil Fuels. At a time when we are trying to
reduce our dependence on foreign oil and other fossil fuels,
upgrading the energy efficiency of our homes is an important step
we can all take. (In focus groups the concept of energy
independence further resonated as independence from utility
companies; getting off the grid).



Key Messages

Increase Property Values. Homes that are energy-efficient and
environmentally friendly are more appealing to home-buyers in the
Bay Area. These upgrades can increase your property value.
(Scored higher in Bay Area.)

Help the Environment/Climate Change. We all need to do our
part to help the environment and slow climate change. Making our
homes more green and energy efficient is an important step we

should all take.



Key Messages

e Certified Contractors Save Money. Specially trained and
certified contractors know how to find improvements that the
average homeowner would not. Their assessments will ensure
that you find more energy savings and, therefore, save more
money on your utility bills.

Secondary Messages
« Comfort
* Indoor Air Quality



Messengers

Neighbors and other homeowners
Architects/design professionals
Gas and electric utilities
Environmental organizations
Building contractors

Home improvement store staff



Modes

o Utility bill inserts

 Newspaper articles

 Mailers

e Television ads

* Posters/notices at public venues

 Social media



Criteria for Successful Launch

1.
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All rebates (federal, utility, county) in place and available to
homeowners

Robust website up

Sufficient certified contractors

Strong majority of cities are participating

Coordination with utilities

Marketing materials

Community outreach plan

Media plan

Program design finalized (can launch without financing)






Principles

How the Brand Will Be Created

« Does not conflict with existing brands of I0Us, local governments
* Builds on existing work done by IOUs, local governments

« Allows flexibility in manipulation of brand components

« Allows for local identity



Brand Foundation

Attributes that are Critical to Grounding the Brand
» Easy to understand

» Descriptive

e Credible

* Trans-political

 Compelling

» Resonates with diverse audiences

« Effective

e Inspirational



Brand Personality

Core Values and Characteristics Described as
Human Personality Traits

« Practical: We provide one-stop-shop information
« Can-Do: We make it easy so you can get things done

« Empowering: We provide you with the ability to make choices and
take actions that make sense for you

* Inspirational: We bring new ideas that will inspire you to go
beyond what you thought you could do



Brand Positioning

Who Brand is For, What We Want Them to Do
and Why

For home owners in Los Angeles County who want to reduce their
homes’ energy use and increase comfort, while saving money and
helping the environment, we are the source for practical
Informaiton and innovation—we make it simple.






Brand Names

Empower LA County
Re-Energize LA County
EcoFit Home

EcoQuest

PowerSmart

EcoSaver Home
EcoSense Home
TerrafitHome

Energy Independence
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Website Goals

Transparent Navigation
 Simple Message and Focus
* Robust

* Interactive

 Expandable



Website Goals

Inform: Offer a clear description of program goals and elements

Encourage: Show the benefits of participation
Empower: Help users make informed decisions

Make it Easy: Process is easy to understand and simple to follow



Website Goals

The website should answer the following key questions:

« What services are available?

(e.g., basic, performance, solar, etc.)

 Who can provide these services?

(e.g., contractors, HVAC repair, etc.)

 How can | pay for these services?

(e.g., rebates, PACE financing, etc.)
























LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

WELCOME

General text describing goals and benefits of the

overall program.

How does it work? Take a Tour (Guided tour with

opportunities to enter info along the way)

Learn more
about
programs in
your area

Find a
contractor or
other
professional

Find out about
rebates and
financing
opportunities




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Program Tour

Quick Links

e | want...

* What solutions are
right for me?

e Find a contractor

|.Choose services
Learn more (link to slide 5)

Don’t know what you need to do?
Schedule a home performance test
or evaluate your home.




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Program Tour

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

ll. Find a contractor
Learn more (link to slide 6)

Already working with a contractor?
Here are some things you both should
know...




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Program Tour

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

lll. Funding options
Learn more (link to slide 7)




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

PROGRAMS

To learn more about programs in your area, enter
your zip code here:




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

CONTRACTORS

To find a contractor in your area, enter your zip
code here:




LOGO (home)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

REBATES, TAX CREDITS AND FINANCING

To find rebates, tax credits and financing
opportunities, enter your zip code here:




LOGO (county-branded)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

COUNTY PROGRAM

Description of county-specific program

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

What solutions are right for me?

| am a... | (Custom drop down)
Homeowner
Property Owner (<x units)

Property Owner (>X units)
Small Business Owner
Contractor/Professional

Program content generated by drop-
down choice above (e.g., single family,
multi-family, small business,
contractor, etc.)




LOGO (county-branded)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

REBATES AND FINANCING

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

REBATES & TAX CREDITS

List of all applicable federal, state and county
rebates (context-sensitive), with links

FINANCING

List of all applicable financing opportunities (PACE,
home mortgages, etc.).

Link to application process




LOGO (county-branded) about | for contractors | news & events | library | contact

Log on to MyPage | | CONTRACTOR LIST

(Tool to allow users to track
status of applications, etc.) Genera| Contractors

Listing of general contractors

HVAC Installation/Repair

| want... Listing of providers

Quick Links

* \WWhat solutions are

right for me? Solar Installation

Listing of providers

Etc.

Listing of general providers

CONTRACTOR REVIEWS

Customer Generated Reviews

* Find a contractor




LOGO (county-branded)

about | for contractors | news & events | library | contact

Log on to MyPage

(Tool to allow users to track
status of applications, etc.)

Home Performance Test

Quick Links

e | want...

* What solutions are
right for me?

* Find a contractor

Tell us about your property

Detailed survey
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