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A 14 town community-based program that uses an 
outreach staff to enlist trusted sources to acquire 
customers 
 
Ratepayer-funded direct install/assessment 
program as gateway to upgrades, rebates and 
financing – historical conversion rate < 10% 
 
N2N manages subset of approved vendors 
working in ratepayer fund program 
 
Comprehensive technology platform employed 
with extensive data collection and analysis 
capabilities, built on Salesforce.com 

Governor Malloy announces  
the Program 

What is Neighbor to 
Neighbor 
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Program  
Partners 

Our outreach and data team 
Kerry O’Neill, Program Manager 
Coordinates partners, leads real-time data 
analysis 

Technology partner which customized 
Salesforce database for program use  

Roger Smith, Madeline Priest 
Responsible for outreach, data collection 
from field 

Kat Donnelly- designed data collection 
system, conducting look-back analysis 



Main Outreach Strategies 

• Education 

• Faith 

• Neighborhood-specific 

• Community 

• Town government 

• Business (incl. diner and realtor) 

Community 
Partners 



Word of Mouth 
Outreach 



 
a. Quarterly goals and strategies 
 
b. Weekly goals and tactics by town 
 
c. Event by event goals with post-event debriefs 
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1. Overall Outreach Planning Structure 

Planning Tools 



• Highly customized Salesforce database 
 

• Tracks outreach activities uniquely with volunteers and 
participants 
 

• Individuals- track participation in events over time with 
individual monthly utility data, data from home energy 
assessments   
 

• Can sort participants based on actions taken, interests, etc. 
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2. Outreach Tracking 

Data Tracking Tools 



a.  Quarterly trends 
b.  Overall by event type 
c.  Event by event (sign-ups per staff hour, etc.) 
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2. Outreach Tracking 

Data Tracking Tools 



Data Tracking Tools 





 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Learning: significant drop-off if more than ~3 days before contractor 
calls to schedule.  
 

Actions:  
Contractors: must contact within 3 business days 
Neighbor to Neighbor:   
•  Same day and in-field data entry 
•  Receipts with contractor name 
•  Automated reminder email upon entry of lead.  
•  Weekly call nights focusing on customers lost by contractors. 
•  Outreach staff obsessively watches high quality leads 
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3. Using Data- improving complete rates 



Learning:  
• Canvasses not walking tables.  
• Initial data indicated tabling/canvass had similar #s for  
 sign-ups per staff hour.  
• But… over time far lower canvass complete rates  
 

Actions:  
• In spring 2012 began to use canvassing as part of multi-touch  
 neighborhood strategy with letter from town, house parties. 
• Increase use of volunteers to improve sign-ups per staff-hour 
 (clean energy corps not allowed to approach doors alone) 
• Watching data for summer 2012 to see impact 
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3. Using Data- comparing outreach strategies 



To inform last year of program, Earthmarkets creating outreach 
model broken down by quarter to assess:  
 

• Staff hours/cost per energy assesment sign-up 
• Hours/cost per energy assement complete 
• Cost per completed upgrade 

 

Initial findings:  
• Highest performing outreach strategies include group     
 presentations and workshops. 
• Significant variation over time, by town 
• More to come! 
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3. Using Data- comprehensive outreach model 
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4. Lessons learned working with student corps  

Service Corps 

8-10 Americorps staff- face of program in community. Liked by 
volunteers and town leaders and public appreciates their energy. 



Difference between service corps and goal-driven outreach 
programs. 
 

Americorps service-based programs may better suited for 
implementation of set programs (installing bulbs, canvassing, 
etc.) than community outreach and organizing.  
 

Organizing- longer hours, more responsibility, more flexibility.   
 

Choice of using trained outreach staff for staff  
management vs volunteer development. 
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4. Lessons learned working with student corps  

Service Corps 



• Give HES- realtors giving energy assessments/energy saving 
measures at time of sale 

 

• Realtors charged upon completion of audit/direct install 
service 

 

• Software provider interested in providing similar service for 
other states. Can program to Salesforce 
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5. New Campaign: realtors 



Contact: 
 Roger Smith, Clean Water Fund                                                                     

(860) 372-4407, rsmith@cleanwater.org 
 

www.ctenergychallenge.com 

 Questions? 

mailto:rsmith@cleanwater.org
http://www.ctenergychallenge.com
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