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Courtney:
Welcome to today’s DOE Technical Assistance Program webinar Using Social Media to Engage the Community in Energy Efficiency Projects.  Today’s presenter is Chris Galm from the Department of Energy.

And before we jump into today’s presentation, I’d like to take a few moments to describe the DOE Technical Assistance Program a little further.  TAP is managed by a team in DOE’s Weatherization and Intergovernmental Program Office of Energy Efficiency and Renewable Energy.  The Department of Energy’s Technical Assistance Program provides state, local and tribal officials with tools and resources needed to implement successful and sustainable clean energy programs.
The effort is aimed at accelerating the implementation of Recovery Act projects and programs, improving their performance, increasing their return on and sustainability of Recovery Act investments and building protracted 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.

These technical assistance providers can provide short term to unbiased expertise in energy efficiency and renewable energy technologies, program design and implementation, financing, performance contracting, state and local capacity building.  And in addition to providing one-on-one assistance, we’re available to work with grantees at no cost to facilitate peer-to-peer matching, workshops and training.
We also encourage you to utilize the TAP Blog, the platform that allows states, cities, counties and tribes to connect with technical and program experts and share best practices.  The blog is frequently updated with energy efficiency or renewable energy related posts.  We encourage you to utilize the blog to ask questions of our topical experts, share your success stories, best practices or lessons learned and interact with peers.

Requests for direct technical assistance can be submitted online via the Technical Assistance Center or by calling 1-877-EER-ETAP.  Once a request has been submitted, it’ll be evaluated to determine the level and type of assistance TAP will provide.

We’d also like to encourage you to join us for upcoming webinars.  We have one next week on May 31st and we will have more announced following approval of the June webinar schedule.

Now, we’ll turn the presentation over.  Chris, you can go ahead.

Chris Galm:
Thanks, Courtney.  Well, good afternoon, everyone.  Good afternoon if it is indeed an afternoon where you are, West Coast people wouldn’t be the case, but if you’re in sunny Washington, D.C. it is.

My name is Chris Galm and I am the Energy Efficiency and Conservation Block Grant Program communications and outreach coordinator.  That means it’s my job to help amplify the success stories and all the really innovative things going on at the 2400 block grantees of which you are a part all across the country.

And I will say that there’s a clear reason why I’m going to be moderating this and not really presenting and that is because as a large federal agency our social media guidelines are pretty restrictive.  So, we are really not in the best position to be telling you all how to be doing your social media procedures and all the different resources that are available to you for the simple matter that as a specific program, like in, you know, block grant, we really don’t have access to that ourselves.  You know, we don’t have our own YouTube channel.  We don’t have our own Facebook page.  We don’t have a lot of the other resources that you all have at your disposal.  And since we want to keep this grantee-focused, we wanted to definitely make this more of a roundtable, so we could have grantees that are out there on the frontlines doing really good things in social media and giving you all a platform to share information.

But I will say that this is how the Department of Energy defines social media, and you can see this on your screen, and that is:
“Tools and networks that allow individuals, groups and organizations to create, combine, share, discuss, edit, organize, and collaborate on content.  Social media Web sites and tools provide a unique opportunity to connect with people who are interested and engaged in your program’s work.”
I mean, really, what more could you say?  And I just started thinking about that like, okay, this is how we define it.  How is the public going to define social media?  And I just kind of came up with a sample response that, you know, my best friend’s teenage daughter would probably give you.  But then, also, social media is emerging, it is changing all the time.  And if you ask ten people online, you’re gonna get 100 different answers and about a 1,000 spam e-mails within a couple of minutes.  So, it really is a changing phenomenon.

And if we go to our next slide, there we go, you can see this is – you know, obviously, this will be outdated in about 15 minutes, but really when we talk about social media these are all the different modules that they’re currently making in the social media scene.  Obviously, you know, the Internet is an incredible portion of that.  Our most direct involvement is that we have been very effective in putting EECBG success stories up on our DOE blog.  That is one media that we do have access to.  But you can see all these other different mechanisms that are out there.  And, you know, I think our roundtable today is going to be able to demonstrate exactly how some of these resources can be effectively utilized.
Now, in terms of the power of social media, I mean, because this is such a changing phenomenon, obviously, the biggest positive, embracing social media can give your programs and organizations global exposure, I mean, better media coverage, enhanced public awareness and minimal cost and huge potential ROI.

I was thinking back to my first government communications job down in a city in Virginia.  And one of my first tasks was to literally drive hard copies of the city budget around to all of the branch libraries so that our citizens could have access to it and this was the ancient days of 1996.  So, that really shows you just how far we’ve come in not really a lot amount of time.  Now, the budget presentation in my city is streamed live and they don’t have to take someone like me and have them drive around all afternoon to all the libraries.  So, it just really shows how things really are advancing at a very quick pace.
Negatives, embracing social media can give your programs and organizations global exposure.  Ironic, isn’t it, same positive, also the biggest negative.  You put yourself out there.  You open a lot of these social media mechanisms, it’s going to give greater visibility for your opponents and your critics.  There’s really no such thing as equal time.

We’ve seen initially very positive, news stories on local newspapers and they put this little comment feature at the bottom, which is pretty common to all of news stories now, and the negative comments start piling up.  And if you don’t have a really good story up there to begin with, a positive news story can quickly have a negative connotation.

Also, you know, along with that, more visibility equals more risk.  You know, there’s really no typical format out there.  You know, you’re going to expose yourself to hackers, phishing.  There are paid bloggers out there that’d love nothing more than to find new material to ridicule out there.

And the most important thing, this is what I hope all of you will take away is without solid metrics and tracking work, you can get really nebulous results from a lot of your social media techniques.  You can talk all you want about, oh, look, we put this on our YouTube channel.  Oh, look, we got this Facebook posting.  We have this many likes.  But if you don’t have solid metrics, so if you can’t demonstrate to your city manager and your mayor and your council the impact of this, they’re not going to be as enthusiastic about it.  That’s one thing I really hope that you all are incorporating when you have your social media techniques in your activities.

So, with that being said, that’s about all I’m going to say for the moment and we’re going to jump into our roundtable participants and I will let them give little introductions on to their programs.

Courtney, do I have screen control on this?

Courtney:
You should have control of being able to switch the slides.

Chris Galm:
Yeah, I’m not seeing that.

Courtney:
Do we need to go to the next slide?

Chris Galm:
Yeah.  So, these are a couple social media best practices that we’ve identified.  You can, you know, obviously, look at them later.  Lake County, Florida, they have an EECBG Twitter account.  Massachusetts Executive Office of Energy and Environmental Affairs has its social media policy that you can look at.  Arlington, Virginia is doing a different – a lot of the consumer media techniques and the Cambridge Energy Alliance of Massachusetts.
And we’ll get on to our roundtable participants.

Yeah, I’m still not seeing where I can move these slides.

Courtney:
Here we are.

Chris Galm:
Okay, there we go.  So, I will do brief introductions just of our roundtable and then you can call make brief summaries based on your slide information you have on here.

So, from the Michigan Department of Energy, Labor and Economic Growth, we’re pleased to have Nicole Sunstrum with us.

Nicole Sunstrum:
Hello?

Chris Galm:
She works with media and – hello?

Nicole Sunstrum:
Yeah, uh-huh.

Chris Galm:
Nicole?

Nicole Sunstrum:
Yes, I’m there.

Chris Galm:
Okay.  Just doing quick introductions.

So, Nicole is the Emerging Media and Special Projects Coordinator.  From the City of San Antonio, Texas, we have Julia Diana, Senior Management Analyst for Sustainable Transportation.  From Frederick County, Maryland, we have Tyler Harshman with the Chesapeake Conservation Corps.  And from Clackamas County, Washington, we have Michael Piper, who’s a Senior Sustainability Analyst.

[Coughs]  Excuse me.  Now, I know that Nicole and Michael have to leave us first, so we will let you all do your initial background information.  So, Nicole, if you want to take it away?

Nicole Sunstrum:
Sure.  Well, actually, the Department of Energy, Labor and Economic Growth was recently renamed Licensing and Regulatory Affairs.  My primary role there over the last three years has been to create and then implement social media strategy.  So, I work with individual bureaus within our agency to create goals for reaching out to constituents and then help them justify those and move forward.

Chris Galm:
Ah, there we go.  Nicole, this is your background slide?

Nicole Sunstrum:
Ah, yes.  Yep, there you go.

Chris Galm:
Would you run through quickly just what you guys are up to.

Nicole Sunstrum:
Sure thing.  Yes, we branch out on three primary public networks, which would be Facebook, Twitter and YouTube and then also worked with a couple of local organizations, universities and businesses to create the Micheen network, which is strictly for energy.  And then, if you run down the bullets here, it gives a breakdown of when we began and also how many.  We’re actually up to 13 accounts now and we do have 4,000-plus constituent followers, each of them concentrated in a different area.  So, various public information officers represent programs such as, you know, energy and then also liquor control, occupational safety and health, so that we’re really hitting a specific target audience and can provide them with as much information as possible.
Chris Galm:
Excellent.  Yeah, Courtney, I’m still not having the ability to move these slides around.  So, can we jump forward to Michael, so he can go through his background?  I think he’s last, but we want to have him go next.

Courtney:
Sure, we’ll go to Michael.

Chris Galm:
Terrific.  There we go.

Michael Piper:
Yep, there we go.  Hello, my name is Michael Piper.  I’m with Clackamas County, but I should note it’s Oregon not Washington.

We’re a rather large county.  We have 1879 square miles and include Mount Hood and we have a population of about 367,000.  And I think one of our largest challenges is we have a lot of people that are not even connected to the Internet.  They’re very rural in small communities located on a vast area.

The other unique aspect of our programs is that we have a very robust, state-funded energy efficiency program that’s public‑purpose funds.  It serves as a surcharge on utility bills.  It’s called the Energy Trust of Oregon.  And they fund residential, commercial and industrial energy efficiency improvements and have a very robust social media effort from websites to webinars to a variety of workshops and lots of advertising.

So, we have elected to try to leverage that activity.  We use Twitter, Facebook.  We have our own county website and we have a county cable television that we do programs on.  And we advertise in local weekly papers in rural communities.  And we’re pushing people primarily to the Energy Trust of Oregon website, which in turn pushes them to workshops that we’re hosting throughout all the communities.  We host and participate in two‑hour workshops called “Home Energy IQ” and we do that at least twice a week, usually a weekday evening and a weekend day.

And then, we also push people to a nationwide website called Earthaid.net, which is – it’s sort of like the Facebook for energy conservation and it allows you to download – it automatically downloads your utility usage and water usage and reports it back to you and compares your month to your previous month to the month from the prior year, and pushes tips to you about what you might like to do, should do or suggests to do and then monitors that change.  If you save energy, you earn reward points and the reward points can buy you such things as a free dog wash or a dinner for two at a local sustainable restaurant.
The other thing that we’re doing is we’re partnering with all the city websites and posted on all their websites.  We’re also at farmers’ markets.

And we’re exploring programs with local school districts, where we’re developing curriculum in K-12 schools and inviting parents in on the evenings to learn about how they might participate.

And our programs are primarily funded as a rebate, so we’re using our money to leverage participation in already existing statewide programs.

And the last couple things that we’re doing is we’re hosting what might be known in some communities as Master Recycler or Master Gardener, we’re doing a Climate Masters workshop, which is related to energy conservation.  And we’re enlisting trainees and then as part of their learning effort, when they’ve completed the class, they have to give back a certain amount of volunteer hours and we’re asking them to go out and do outreach on energy conservation.

And, finally, we’ve enlisted contractors who go door-to-door and hang door hangers and ask people to participate in conservation programs that we and the Energy Trust of Oregon are funding in the state.

There you go.

Chris Galm:
Excellent, thank you, Michael.
Michael Piper:
Uh-huh.

Chris Galm:
Now, let me try to – I think I’ve finally found out how to advance these slides, but, Courtney, could you find Julia’s slide and she can give her background.

Courtney:
Sure.

Chris Galm:
Okay, Julia, you want to take it away?

Courtney:
Hey, Julia, you –

Julia Diana:
Okay.  Hi, this is Julia Diana from the City of San Antonio’s Office of Environmental Policy and I’m an analyst for sustainable transportation, which is a fancy title for the bicycle coordinator for the City of San Antonio.

And we are the seventh largest city in the United States right now in population.  We also are geographically very spread out and have over 1600 miles of roadways within our transportation system.  So, we are attempting to change behavior in San Antonio and promote alternative forms of transportation.  And my job, specifically, is trying to get people on bicycles.

So, we’ve been using social networking to reach out to the constituency that we are trying to most attract and maintain and we are doing that, primarily, through Facebook.

So, first of all, we’re branding a program, which we call “San Antonio Bikes”.  And as part of that brand, we’ve established both a website and a Facebook page, Facebook fan page, and we’re using it to bond to the constituency that’s out there and again try to attract new people and make them feel like they’re a part of this club, if you will, a cool club.  So, we try to keep our posts very relevant, very of the moment, fun.  We do use some of the social networking kind of lingo that’s out there as opposed to just government speak.  It allows us to provide real-time updates, such as photos from events even as they’re happening.  Of course, we post every news article or relevant event that’s coming up.  We create events on the Facebook page and we’re then able to invite people and see who might be coming.
And then, Facebook has this cool feature.  As an administrator, you can kind of go behind the scenes and look at actually who’s looking at you.  So, not only can you see how many people are viewing the post that you put, you can see what types of people are your fans.

And interestingly enough, our fan base currently reflects pretty much the demographic of the typical cycling community, which is mostly men between the ages of 18 and 44.  And that shows us that we need to concentrate on perhaps some other constituencies.  So, it’s really helped us target some of our messaging to maybe get more women to participate in some of our events, attract people both younger and older that fall outside of those demographic profiles.

So, primarily, I think the number one thing that Facebook has been beneficial for is that real-time ability to post.  We do have a website that’s a repository for all of our static information and a ton of just resources, but that requires, you know, several updates and several days before it actually makes the Web, whereas with Facebook you can go on and get it to your audience immediately.

Chris Galm:
Excellent, thank you, Julia.

Julia Diana:
Sure.

Chris Galm:
And, finally, we have Tyler Harshman with Frederick County, Maryland.

Tyler Harshman:
Hi, this is Tyler Harshman with Frederick County’s Sustainability Office.  Specifically, I’m with the Green Homes Challenge Program, a program based on educating and helping people to understand energy use and energy conservation in the county.

Specifically, with our social media, like everyone we’re on Facebook and Twitter.  We also are using Earthaid.net.  Unfortunately, we’ve been having some problems with them lately, so we may not be the best people to ask about them right now.  YouTube is an interesting case that we’ve been using it both for educating people, having videos that show about weatherization and things along those lines as well as using it to promote green homes in our community, things like that.
Specifically, we’re using our social media a lot with our live events to promote them and spread them throughout the community as well as with a program that we call the Green Ambassadors.  We’ve been using them out in the community to help kind of spread our message and get things out and make it a little more viral you’d say to get things to go through them, rather than people having to go specifically to our Facebook or our Twitter, have them come from their friends and neighbors and community leaders that are already out there.
Chris Galm:
Excellent, thank you, Tyler.  And, now, if anybody has any other background information to share, we will open up to our main discussion.

Okay, I think it’s just like two or three slides, Courtney.  There we go.

So, I guess, we just want to open up to our panelists and we’ll just take these in order, obviously, realizing that Nicole and Michael have to go first, we’ll push them to the front on some of the answers.  But, first off, if we could just kind of go through and if you could all outline how the social media outreach activities relate to your broader energy goals that your city might have, the county might have, your state and your sustainability program – which, obviously, Nicole, you have an interesting perspective, since you are with a state agency, but how have you seen all of what you’re doing interconnect?

Nicole Sunstrum:
Actually, Chris, this was the one question that I could not speak to.  There was supposed to be another representative from our specific energy office on this call and she retired as of last week.  So, if you need any broad social media knowledge, I’m the person to go to.

Chris Galm:
[Laughs.]  Fair enough.  We’ll just go down the roster then.  Julia, how are the things that you’re doing relates to the broader picture?

Julia Diana:
Well, I think ours speaks directly to effecting behavioral change and that is going to have to be a grassroots effort in our city.  Specifically, to the bicycle program, we don’t really have a bicycle constituent – we have a constituency and they’re very dedicated, but it’s not like a way of life around here yet.  So, it’s going to be a very broad effort from a number of perspectives to try to get people to not even have to think about bicycling as an alternative form of transportation, just to do it.  And, therefore, social networking, again, sort of makes you part of this bigger, broader effort.  It makes you feel like you’re actually doing something about it and I’m talking about users of social networking, I think, as opposed to us behind the scenes here.  But it’s just a way to be relevant in real time and I think that’s the key.

Chris Galm:
Excellent.  Michael, how about you in Washington State?

Michael Piper:
Yes, we don’t have an energy policy per se, although, interestingly enough, because of our activity on the Energy Efficiency and Conservation Block Grant, we’re actually exploring developing a more formal policy.  What we have been doing is trying to promote energy efficiency primarily at getting residents to make behavioral changes in their energy use, but also to take advantage of and to sweeten the already existing financial incentives for residents and small businesses to retrofit either their place of work or their house.  And we’ve had a lot of success in helping people do that and we want to continue it beyond the block grant period.  And so, we’re now looking into establishing an energy policy that would be specific to the county.  We’re very active in sustainability and recycling, but we haven’t really participated in the energy field, ’cause we have such a robust statewide presence with the Energy Trust of Oregon.
Chris Galm:
Excellent, thank you, Michael.  And, Tyler, how about you?

Tyler Harshman:
Unfortunately, I’m also not really the person to speak about kind of our broader county goals, but I can say that we’ve been using our outreach to help educate and bring people into our live events as well as doing a lot of follow up after those.  We’ve also found it’s a great way to get questions and be able to take those back out to the community and answer people specifically.  So, we really have kind of been using it in a broader sense as a county as a way of reaching out to people in the community and, you know, hearing what they have to say and letting them speak.

Chris Galm:
Excellent.  Well, moving right along, so as to Question 2, do we have documented policies out there or you all kind of making it up as you go along?

Julia Diana:
This is Julia from San Antonio.  We actually have what we call an Administrative Directive regarding social media that goes to certain employees that have access to utilize that resource and there’s a long list of guiding principles and then kind of a pledge that you sign off on that you will adhere to those principles.  So, to the extent possible, the City of San Antonio is attempting to at least lay some ground rules for users in a business setting.

Nicole Sunstrum:
Nicole Sunstrum from Michigan.  We have a very specific policy regarding social media usage from the department standpoint.  And like I said earlier, part of my role is to work strategically with these individual bureaus or agencies that are looking to explore social media platforms to evaluate the appropriate avenues for doing so, identify that target audience and then create goals for the best way to interact with them.  And then, we, you know, measure those at the end and really see what we’ve accomplished, because we do use this as the same sort of customer service as we would, you know, if someone called our offices.  We set those same standards for our social media accounts.

Chris Galm:
Excellent.

Tyler Harshman:
This is Tyler.  I can leap in on this question.  We actually seem to be kind of the opposite of some of the others that we don’t have a real defined policy right now.  It could be more because we really separate ourselves from the county and even from the sustainability office as a kind of separate program.  We have our own Facebook page, our own Twitter.  So, it’s allowed us to be a little more open and get away from some of the restrictions.  I think that’s something that we’ll have to face down the line.  Once we become, you know, a bigger presence, we have to think about those things more, but for right now being kind of more open and fluid has really worked well for us.

Chris Galm:
Excellent.  Michael, did we hear from you?  Okay, then.  Now, as for the third question, if there’s a defined audience you’re targeting.  Obviously, Julia, you mentioned a little bit about you found out that, you know, you were reaching, you know, the male demographic in San Antonio.  With all of your respective programs, who are you after?  Who do you really want to reach out to?  Nicole, want to start with you?
Nicole Sunstrum:
Sure.  We’ve said it quite a few times, but we’re just really trying to reach out to our constituents in an area where they’re already functioning.  Our websites, you know, provide as much information as possible.  However, we know that our constituents, our customers, consumers are not always visiting our website, but, you know, the demographic shows that they are out there conversing with friends, family and neighbors on Facebook or Twitter or watching videos on YouTube.  So, by bringing ourselves into those platforms, we’re able to reach the people that really might need, but not know that we offer the services.

With the broadness of programs underneath our department, it can sometimes be hard to know that, for instance, we handle both liquor control and unemployment insurance.  So, with those two different programs, we’re angling at, you know, completely different communities of people.

And so, we can branch into social media.  We can put out awareness programs.  We can access schools to do PSAs.  And then, you know, if there’s an outage on our – heaven forbid – on our website, we can post on there and say, hey, you know, we’re experiencing high call volumes or something, please try back or please try this avenue or contact us directly.

So, that’s part of our plan when we lay out justification is what target audience we’re aiming at and then also the variety of things that we can actually provide them as well as push them back to the primary source for the data which is our dot-gov sites.
Chris Galm:
Okay.  Michael, how about you all?
Michael Piper:
Sure.  We’ll since our programs are designed primarily at encouraging people to take behavioral changes in their energy use, we extend the number of workshops.  We’ve used Earthaid.net, although I will share we’re having problem with that as well right now.

And then, we’re also primarily targeting homeowners to take action which would retrofit their homes and we’re pushing them into participating in either one program operated by the Energy Trust of Oregon, which provides financial incentives that pay for 30 to 40 percent of the cost of the work, or a brand new program called Clean Energy Works of Oregon, which offers a free, four‑hour diagnostic home energy audit including blower door, infrared, duct blasting, air sealing tests.  And then, offers the homeowner rebates up to $4,000.00 and then finances the balance of the energy retrofit on their utility bill financed over 20 years, so it’s no cash out of pocket.

So, our metrics and our push primarily is to gain as much participation as possible in one of these two programs.  And then, we’re using part of our grants as incentives or bonuses if you will.  We’ll give extra rebates to homeowners who participate in any one of those programs.
So, it’s – we are – the one thing I would add is we’re looking at the most recent census data for the population types, densities, housing stock, age of house, income as ways to better target some of the programs to specific neighborhoods.
Chris Galm:
Excellent.  Terrific.  Julia, did you want to elaborate a little bit?
Julia Diana:
I guess I would say that, you know, I mentioned that we are trying to target probably users that aren’t riding bikes right now, but the way we are doing that is to make our posts variable.  So, we have events that would appeal to different types of people that we post, but we also use different news stories.  You know, I go out of my way to find interesting things that women would find interesting and post those as well.  So, again, so that it keeps them clicking on our site and opening up those links and perhaps piquing their interest.  And I think just a variety has been good to kind of get a variety of people to sign on.

We’ve also done sort of a fan membership push.  This month is National Bike Month, so we’ve asked everyone that’s on the site already to please send out to their networks in honor of National Bike Month and try to get our numbers up.  We’re just under 1,000 fans right now, so that’s worked really well.
And then, finally, I think the best method for all of this has just been keeping the posts to a minimum.  We try not to overload people with too much information.  And, again, we want to keep it fresh and keep it exciting, instead of, oh, my gosh, here’s another post coming in my inbox from San Antonio Bikes again.  So, we’ve made it a policy to try not to update people more than say once a week.

Chris Galm:
Excellent.  And, Tyler, did we hear from you?

Tyler Harshman:
I don’t think so.

Chris Galm:
Okay.

Tyler Harshman:
But ours seems to be similar to what others are doing.  We don’t have a real defined audience right now.  We’re just kind of trying to build our user base and generally get people interested in the program.

We may in the future look for those community leaders as a way to spread our message more organically to allow them to help spread it for us, you know, recruit them into our program and things like that.

But, yeah, right now, we’re really kind of trying to make it very general, try to get people, you know, as many people as we can who are interested.  We do find that we get people who are already generally green minded, already doing some of the energy conservation, so it is a little bit of preaching to the choir.  But getting them interested and getting them involved in what we’re doing has really been our focus right now.

Chris Galm:
Gotcha.  Okay.  So, we will roll right on to Question 4.  Let’s talk some metrics.  Do you or could you measure the effects of your social media activities?  So, we’ll go with Nicole and Michael first and then to Julia and Tyler.

Nicole Sunstrum:
Sure.  Yeah, this is Nicole.  We do take a look at the measurements.  Facebook specifically provides, you know, some analytics in their administration controls, administrative controls on their site.  And so, we will evaluate those and we’ll use the graphings and the charts to see, you know, traffic and then responses in case we need to roll those into a report at the end of the year.

However, on a day-to-day basis, we do try to constantly encourage, you know, to hit that next high mark whether it be, you know, 4,500 or 5,000 and we’ll interact with people that way.

But, mostly, the biggest issue for us in measurement is engagement.  All of our sites must have an open wall for response or, you know, someone that is there.  We have a 24-hour response policy standard.  Like I said earlier, you know, we would never leave someone in our voicemail in our office for, you know, more than a day, so we give the same respect to our social media platforms as a form of customer service.

So, as long as people are happy and they’re engaging with us and continuously asking questions and giving us good feedback, that’s how we deem it a success.

Chris Galm:
Excellent.  Michael?
Michael Piper:
Yeah, the only thing I would say or add to that besides monitoring traffic is since the primary outcome – our hopes for our programs is to get homeowners and businesses to take steps to improve the structural energy remodeling of their business or home, we measure the number of participants as well as the type of measures that are installed, the cost of the measures and the deemed or projected energy savings from each activity.  So, we do monitor that pretty closely.

Chris Galm:
Thank you, Michael.

Michael Piper:
Okay.

Chris Galm:
Julia?

Julia Diana:
Yes, and the only thing I would add is that we also do kind of like what Nicole described, look at the back pages.

We, however, are slightly different.  We’ve made a policy also to sort of be like the Wizard of Oz.  We’re sort of the man behind the curtain.  We allow people to post and actually look at what the posting are, but we generally do not respond.  We just kind of allow that to be sort of a peer-to-peer discussion and very rarely weigh in from the official standpoint, unless it’s a glaring misconception or mistake that needs to be cleared up, especially if it involves something regarding a trail closure or anything that would involve public safety, certainly.

And so, it’s been, again, just kind of an active tool by virtue of the fact that we do postings on a regular basis, but passive in that we are not publicly commenting on what the public is saying to us.

Chris Galm:
That makes sense.  And, Tyler, how about you all?

Tyler Harshman:
Yeah, ours is kind of – when Julia spoke about that we’ve kind of taken a hands-off approach to a lot of what we’ve done.  We haven’t been measuring our analytics specifically or really – we look at the numbers some, but we haven’t been using them for reporting or anything in depth like that.

We have been keeping track of where the people who register for our program come from, so we have seen some effects there.  We’ve seen people who have registered from the website or have come through and, you know, said that they specifically saw us on Facebook and joined the group and things like that, but we haven’t been keeping up with our analytics or reporting too much with that.
Chris Galm:
No, I know it is a constant battle.  In one of my previous incarnations, I was the webmaster among other things for a member of Congress, who has since retired.  And I used to wait with anticipation for our monthly website and tracking reports.
And one month, we noticed this massive spike and we went from, you know, like 20,000 hits a month to like 60,000.  I was like, wow, you know, we must really be, you know, just burning up the track in terms of reaching out to our constituents.  And we finally got the report and I started sifting through it and like all the increase was due to some interest that the Chinese military was showing on our website and had absolutely nothing to do with anything that Congress was doing whatsoever.

So, I mean, you just never know when you get some of these analytic reports until you start digging down and go like, what is going on?  But that is a constant process and it’s good that the analytics are constantly getting better and more evolved, ’cause you just really never know who you’re reaching out to.

And I will say, you know, we had some eye-opening experiences here since we debuted the Department of Energy blog.  I believe that was last September.  Well, in January, we opened it up and we started actively soliciting blog posts from our project officers, and so the people you’re connecting with as you process your grants are now offering blog posts.
And we did an initial one on one of our grantees in California and they had a biodiesel tank that they installed using block grant funds and they were converting all of their heavy fleet vehicles, everything from bulldozers to fire trucks, to run on this biodiesel.  And so, we posted it on a Tuesday.

On Friday, unbeknownst to us, the State Department had seen the blog.  They had reached out to the grantees and they had done an even bigger like magazine-length article and they have shot it out as, hey, it was way beyond like, you know, look what this city is doing with their energy grant money?  It’s like look at what this cool American city is doing.  You know, how cool is this?  And they translated it into like three different languages.

So, and they never came back to us and said, hey, is it okay if we, you know, expand on this.  They just did it.  And, you know, we’re like, oh, that’s pretty cool.
But you never know when you put something out there like, you know, what audience you’re reaching and what the larger impact could be.

So, we’ll move on to the final question.  And I know Nicole and Michael, your time is short, so we will let you take these first.  Cost and time requirements, obviously, in this era of government accountability and efficiency and reduced budgets, you know, this has got to be a paramount consideration with your social media activities.  So, Nicole, what have you all found?

Nicole Sunstrum:
Of course, when you originally did my introduction way back a while ago, you mentioned my sort of title which is emerging media coordinator and special projects.  Social media began, you know, two, three years ago just as a sidebar for us.  It was not a full-time position by any means.  But as it has continued to become more prevalent, it has, you know, branched out as its own part of my title.  So, I would be, right now, the primary for the entire department, so that would be – the cost and time would be my position.

But also in our communications offices, it’s, you know, become just another piece of the puzzle as far as outreach and really interacting with everyone, you know, no different than if someone calls your office.

So, we don’t necessarily view it as something outside of the box any longer.  It’s just one of those things that we have to do and it’s a part of everyone’s job.  However, we do, you know, take the time to identify the certain individuals that will be points of contact for social media.

So, cost and time, we don’t look at it too harshly, but, you know, with that 24-hour time requirement, we are checking these sites very regularly to make sure that no one is out there hanging.  And we just use mobile devices and things like that to synch our accounts and make sure that we’re getting the notifications when they come, so that we can get right back to those people.

Chris Galm:
Excellent.  Michael, how about you all?

Michael Piper:
Yeah, more broadly speaking, beyond just social media activities, we have put together a budget – a three-year budget for education and outreach, which is somewhat similar maybe broader of $250,000.00.  And then, currently, we are spending two-quarter or a total of a half of an FTE conducting workshops in working neighborhoods and various events solely on education and outreach and social media, so nearly a quarter of a million dollars for a three-year period.
Chris Galm:
Excellent.  And how much time would you spend, you all put in a week?

Michael Piper:
We do a couple hours a day and then we do a workshop, a three‑hour workshop twice a week, so.
Chris Galm:
Okay.  Julia, we’ll let you take it over.

Julia Diana:
Sure.  We are our own marketing department, which we don’t have a budget for, so it really is staff time but we consider it an essential piece of our puzzle in our outreach efforts as well.  What I have done is set a weekly appointment with myself to update the Facebook page and it’s on Friday afternoon at 4:00.  Do I stick to that every week?  No.  Sometimes, I do – you know, this particular month has been particularly busy so I’ve done more posts per week than normal, but sometimes we’ll go a week or two without anything.

And then, again, I try to pick the most relevant, the most newsworthy update that I can possibly think of that week that will catch everyone’s attention and put it on.

I will say that the power of the Web, alluding to what, Chris, you talked about earlier has worked in our favor.  We’ve had several projects and campaigns that have gone viral as people have picked up the story and written about it in other formats.  And the only way I have known about this sometimes is from other people out in the community sending me the links to those particular stories.
But it’s been interesting, ’cause, you know, you can copy and post any link or any post from one Facebook page to another and it has the capacity to spread just like wildfire.  And I think that’s helped us.  It’s helped us show the community that we are working on their behalf and have made a lot of significant progress, whereas the story could have gotten lost if we hadn’t had that much exposure from the media and through social networking.

Chris Galm:
Excellent.  And, Tyler, how about you all?

Tyler Harshman:
Yeah, ours is kind of similar that we are own marketing department and only two of us.  You know, the time requirement is a little bit of an issue.  We kind of tend to split it up between the two of us and we, just sort of similarly, we focus on, you know, we just set time aside each week to deal with, you know, Facebook or Twitter or YouTube.  Or we look for, you know, an alert when someone posts, you know, we’ll specifically set time aside then to deal with that and look into it and things like that.

We don’t really have a cost associated with it right now, which is nice.  We may be looking more in the future at having a specific, like an internship position that deals specifically with our social networking policies and social networking in general.  But for right now, just kind of us and, you know, the cost to our time really.

Nicole Sunstrum:
All right, I’m sorry.  I do have to step away, but you can forward anyone to my contact information that has questions, Chris.  I would be more than happy to answer them.

Chris Galm:
Excellent.  Thanks, Nicole.  Thanks for taking the time to join us.

Nicole Sunstrum:
Yes, thank you.

Chris Galm:
So, but before we open it up to the audience, do any of our panelists want to address anything else that we didn’t hit with our five?  Okay.  That being said and, Courtney, if we could just go one next slide –
Courtney:
Okay.

Chris Galm:
– and we can open that up to the audience, yes?

Courtney:
Okay, great.  Well, we do have some questions typed in and the other thing I will say is that for audience members who are interested in having some dialogue with these questions, if you can raise your hand, then we can unmute you in order to allow you to speak.

Chris Galm:
Gotcha.

Zach Abrams:
Chris, can you hear me?

Chris Galm:
Yes, I’m here.

Zach Abrams:
This is Zach Abrams.  I’m one of the regional coordinators for technical assistance and I’ve got a question or two if I can jump in.  I know that Nicole, who we’ve lost, has a very – she mentioned she has a very robust policy, a set policy, and there was definitely seemed to be some, you know, differences among the panel members.  And, you know, Julia also mentioned that they have, you know, a designated policy as well.  So, I guess I’ll start, you know, by asking Julia, you know, what were the keys for developing that policy?  And which were the, you know, really important stakeholders to bring in?  And is it something that is, you know, changing on an ongoing basis as you, you know, work with these programs and these ideas further?  Or is it something that you think is going to stay in its current form moving on?

Julia Diana:
Oh, I would probably guess that it’s probably a very fluid and dynamic policy that will change as new unexpected opportunities are added to the list of possibilities.

Our directive was formed in conjunction with our public information office for the City of San Antonio as well as the IT department.  So, the two, they were the primary leaders in establishing the policy.

And I actually pulled it out to kind of read it, ’cause it had been a while since I signed on with it, and noticed that we are able to use certain types of – we’re not able to use any type of social media.  In fact, the only ones that we have permission to access are Facebook, Flickr, RSS feed, Twitter, YouTube and blogging.  All other social media sites are blocked from use on city systems.
And, in fact, even sometimes when I, who have special permission, am on, I sometimes get, you know, a big red X on my computer screen that says I’m not authorized to do whatever and I have to call the IT department occasionally to get freed up again.

But, yes, I think that because of both the strength and the weakness of this tool, as was pointed out in the very first slide, it’s something that governments especially have to be careful and walk a fine line and only, you know, certain things and certain people probably are going to be authorized to use that for a good while I would think.

Zach Abrams:
Do you feel that could have a limiting effect?  I mean the nature – as I guess it was Tyler who was talking about, you know, how they find success working within the fluidity of, you know, social media.  Do you find that might be somewhat restrictive?  Or do you think it just is more beneficial to focus on the big elements, the elements that really everybody knows about as opposed to the more fringe elements?

Julia Diana:
I think it could be limiting as we go forward.  When I was setting up a Facebook page at the very beginning, I canvassed a couple of people that I felt were more experts in the field and asked them what the big three were, let’s say, so that I could spend my time in a way that would hit the most people and be the most utilized.  And it came back with Facebook and Twitter were the top two a couple of years ago and still are, I would say.

As far as limiting, our policy generally is that we do not allow the outside to post on our Facebook pages.  I had to actually get special permission to allow people to be able to post, because I wanted to see what the public was saying about things.  And I think the benefit of that has been demonstrated and several other departments that have Facebook pages have I’ve noticed have been allowed to now have that give and take, although that than was the previous policy.
Zach Abrams:
So, I guess as long as the policy is flexible, then it’ll be effective, remain effective.

Julia Diana:
Yeah, I would hope that we would have people in place in those two very important jobs, public information and IT, that are, you know, clued into how powerful and how many different options there are out there.  And I think right now from what I’m seeing, they are clued in, so that’s good.

Zach Abrams:
Uh-huh.  And, Chris, I kind of had another question.  It’s kind of a broader theme.  I don’t know if this is maybe appropriate to open up to the audience as well as the other questions, but, you know, Tyler mentioned kind of focusing on, in terms of target audience, preaching to the choir.  And then, I thought it was really interesting that I guess it was Julia who was talking about trying to bring in some new blood, some new folks who aren’t already bikers, because the bikers are already involved and excited about it.  So, I guess I’m curious about how either a panelist or other folks in the audience kind of weigh that balance between focusing on those who you already have their attention and focusing on those that, you know, you might – new blood as you might put it.  So, I would wonder if anybody in the audience had a thought on that as well as we move forward.
Chris Galm:
Well, if I could actually jump in, Zach, just for a second.  Just speaking from a strict block grant standpoint, since that’s where I am focused on, what I can tell you is that, you know, there’s no shortage of grantees who’ve reached out to us in asking how to, you know, refine their messages and reach the broadest number of their constituents so that they can share the good news.  And, you know, it’s as Tyler said, I mean, there’s certain core followers who are already interested in energy efficiency.  You know, they already know what you’re doing.

But what we’ve found is the message that resonates the most and crosses all the levels is when people, you know, really couldn’t even care less about energy efficiency is, you know, that the common denominator is, you know, people want to know that, you know, their local resources, as scarce as they may be now, you know, are being used effectively and for their benefit.

And we have yet to see any of our grantees run into any kind of problems when they’ve been able to demonstrate the cost savings, because, you know, not everybody might speak the language of energy efficiency, but everybody understands saving local money and that really is – and even the people that, you know, think that, you know, renewable energy is, you know, some sort of science fiction or magic, you know, they’re like, oh, this is great, yet another city hall, you know, boondoggle project.  Wouldn’t you say, no, this is actually going to save us $35,000.00 a year in your energy bills?  People take notice and we’ve seen that fringe element just immediately, like, whoa, okay, then, you know, next subject.

So, you know, I can encourage you that, you know, all of our grantees to be able to put it in that perspective, because everyone can understand that.
Zach Abrams:
That would be great, I imagine, to go viral as well as put –

Chris Galm:
Exactly.

Tyler Harshman:
Oh, this is Tyler, if I can just pipe in on that question for a minute.  Yeah, I think that’s a great point about the, you know, speaking everyone’s language.  I guess what I was saying about before with preaching to the choir, that it’s good to kind of build up your base first, I guess.  I think it would be a good strategy to kind of get people who are interested and then they can go and run with the message that you already have.  And things that you post, they can post and that spreads.  I think that’s sort of getting to the viral nature of a lot of the things that we’re doing and working on.

And, you know people might tend to pay more attention when it comes from a friend or a neighbor or someone in their family rather than when it’s coming through, you know, sort of an official channel from, you know, a government agency or things like that.

Zach Abrams:
And that speaks to your point about leaders, kind of bringing in leaders, identifying leaders?

Tyler Harshman:
Yeah.  We have a program, I guess, a non-digital program to do that, to kind of get people interested in and then go out and spread our message in the real world.  So, we’re kind of looking at, you know, how can we also do that online and, you know, how can we make that effective and what are the differences between the two.

Zach Abrams:
I wonder if there’s some commonalities between, you know, in different areas or different topics about which leaders are most effective?  I guess they really have to buy in and be passionate about the issue.

Tyler Harshman:
Yeah, we’re finding that it’s people that have already kind of, you know, taken this idea to heart.  We have one of our green ambassadors, one of the leaders in the community, who has already done a lot of retrofits to their house, in fact, so much so that they’re actually generating electricity that they sell back to the grid.  So, they’ve been a great resource of talking to people about those things as well as helping us, you know, refine our message and take it out to people.  And, you know, the circles that he’s associated with are maybe people that we wouldn’t really have contact to otherwise.

Zach Abrams:
And that’s the best message of all, right?  That’s what we’re saying, cost savings, so –

Tyler Harshman:
Yeah.

Zach Abrams:
– if it can be demonstrated by someone in the community that is not, you know, affiliated with the government, that is enthusiastic about it, I guess, that would be kind of a bio of a key leader and somebody who is active and social in general.

Chris, I’d wonder how, you know, some of the other panelists or audience members identify, you know, the leaders who can, you know, help take them to the next level and kind of help the messages have a better chance of going viral.

Chris Galm:
That’s a good question.  I mean, on the surface, I would probably say you just kind of look and see who’s already embraced, you know, a lot of the major new resources that are there and kind of go from there.  I know in some of these instances, you know, you can have the – it’s the middle managers that are more engaged than, you know, potentially, some of the electeds or some of your county officials, just maybe ’cause they haven’t really seen the benefits and they have to kind of be walked through it.
But I think by building on – you know, if you see what people are engaged and, you know, especially, those that really like to communicate to a wider audience, you know, that might give you an entry.
Julia Diana:
This is Julia.  Can you hear me?

Zach Abrams:
Yep, yeah, we can.

Julia Diana:
Okay, sorry.  I couldn’t tell.  I think this is interesting.  Our mayor has an official Facebook page and I guess that’s no so uncommon, but it helps that he sees the power of it.  And so, his whole, you know, everyone that’s looking at his stuff, we kind of linked into his page as well.

But, anyway, I think that the other benefit of social media is so the sound bite concept that you can – you know, you have to distill your message down into a few short words and try to get the excitement level up so that people are clicking on it or engaged in it and I think that’s very powerful for getting leadership involved, because they are pulled in so many directions and have so many issues to consider.  And, you know, we in the trenches are concerned about our own projects and we’re content specialists if you will, but they aren’t, so they need to know the salient points that they can talk about from the dais or whatever.

Courtney:
We do have a couple of questions typed in.  Chris, do we want to address some of those with the panelists?

Chris Galm:
Sure, I don’t see any issue there.
Courtney:
Okay.  Okay, so, let’s see, one of the questions that was asked is what sort of metrics and tracking are reliable?  And is there a recommended resource for these?  So, if any of the panelists have some insight into that question.
Julia Diana:
I don’t really have any other than what we’ve already discussed, but I’d be curious to know if there are some out there, more than what we know.

Tyler Harshman:
Just speaking about some of the little bit that we’ve done, I mean, Facebook has pretty good analytics on it already.  I know Google does some of that and there are some out there that like link shortener pages that will shorten your link, so you can push them to Twitter or onto Facebook much easier.  Some of those will actually have analytics built in to look at, you know, people who are clicking through those links, how many people click through and things like that, so those are really the ones that we’ve kind have been toying with for now.  We haven’t done anything major with them, but it might be a good place to start.

Courtney:
Okay.  So, another question we have is for Michael actually regarding Earth Aid.  Michael, you had mentioned some local rewards that were offered and where did these rewards come from?  For example, who is paying for these as well?

Julia Diana:
I think Michael left the call.

Courtney:
Oh, okay.  All right, well, we’ll send that question to him, so he can address that.

Tyler Harshman:
I can talk about Earth Aid a little bit if you’d like me to.

Courtney:
Sure, that would be great.

Tyler Harshman:
From what I understand and from what we’ve been using it, the rewards come from local businesses.  I know that they contact Earth Aid kind of from their end.  And from what I was understanding, they give, you know, small rewards like a free cup of coffee, things like that in exchange for really free advertising from Earth Aid.  It’s advertised on their website.  You know, it’s good publicity for them.  It shows that, you know, they’re helping with the green or energy conservation for us causes, which, you know, gets more people interested in their business.

Julia Diana:
There’s a similar program called NuRide.  It’s N-U-R-I-D-E.com.  And just as an energy efficiency motivators, this is for alternative transportation.  So, it sounds like a similar program.  You actually register and log in when you take the bus, when you ride a bike, when you walk, when you carpool and you can accrue points and get rewards, again, from local businesses.  And it’s been a great motivator here locally to try to get people to not only think about changing their behavior ’cause it’s good for the environment, but also ’cause it rewards their pocketbooks so to speak.

Courtney:
Okay.  And we have another question and this is for communities using Facebook.  Are you also using fan page, group page or business page?  And what regions do you have for your choice?
Julia Diana:
This is Julia again.  Mine is a fan page.  I looked into a group page and I’m trying to remember the reason that I went to a fan page.  I think it had something to do with who could join and who could see it originally, and that’s all I’ll say on that.  I looked at the options and that seemed to make the most sense for my application.

Tyler Harshman:
Yeah, we’re using a fan page as well.  I think that it was just that it seemed to provide more useful tools, like being able to post videos and links and things like that.  So, our reasoning was also really simple that just seemed to be what we needed, so we decided to go with that.

Courtney:
Okay.  So, another question we have is what are the best ways you’ve found to attract followers?

Julia Diana:
Ours has been a lot of word of mouth.  We link it to everything.  So, it’s in our signature block, the link to our Facebook page.  It’s, of course, on our websites.  We’re on complementary departmental websites and agency websites.  And then, at every event, you know, we make sure we make an announcement or just as we’re networking ask, you know, friend us on Facebook.  You can get all the latest updates and it’s a good way to keep in touch with what we’re doing.  So, we’re kind of constantly promoting it, but not in an obnoxious way.

Tyler Harshman:
Yeah, I mean, ours is really similar that we have just kind of been promoting it through word of mouth.  You know, once we had set up everything that we’ve put out has, you know, something at the bottom that says find us on Twitter and Facebook.  We’re actually looking into that, you know, how can we attract more followers, what kind of content do our followers, do consumers want to see from us?  So, I think that’s the big question it seems like for everybody right now.

Courtney:
Okay.  Another question we have is do you practice any kind of censorship of live posts?

Julia Diana:
And this is Julia again.  Yes, but very limited.  I think I’ve made the statement that we sort of don’t interact with our fans.  However, I’ve had, I think, two instances out of the many, many, many, many posts that we’ve had where it was inappropriate.  One had some language in it that, you know, shouldn’t have been there.  And the other was someone posted an advertisement for a business that wasn’t relevant to the site.  So, you have the ability to simply remove that post, to hide it or completely block that user from seeing the site.  I took the middle ground and just removed the post and didn’t reach out to that person, didn’t make any commentary whatsoever, but it just was there one day and gone the next.

Tyler Harshman:
Yeah, again, ours has been very similar.  We’ve had, you know, a few instances of just people posting, you know, kind of spam links, so we’ve just kind of quietly gotten rid of those.  You know, we allow people to post about what’s going on in the community or what’s going on.  You know, we’ve had some major changes in the local governments.  We allowed people to post about any of those that are relevant.  We haven’t had to do anything major yet, so I guess we’ll kind of take a wait-and-see approach to that really.
Courtney:
Okay.  Great.  So, another question is for organizations and grantees that are facing IT restrictions, what would be the key points behind a recommendation to their IT team to allow them to create a Facebook page?
Julia Diana:
If the limitations are financial or staff time related, then the argument would be that you’re actually creating more people that can help your organization, you know, of course, with permission, than relying on those few IT staff that are probably having to deal with so many other problems all the time.  As I mentioned earlier, I have an official website that contains, you know, lots of data.  But every time we need to update our website, we have someone in our office that submits the change to the IT department that has to approve it and send it back and it’s a multi-step process that takes a lot of time, a lot of staff time.  So, I would say that the best argument for a Facebook page is that it’s easy, fast and immediate and it’s, you know, good from that argument.
Tyler Harshman:
Yeah, I mean, we haven’t had really any restrictions, luckily.  Yeah, I would say the best argument is that it’s very simple to do.  You know, when you post content, we moderate it ourselves, so it hasn’t really bothered, you know, our IT staff any ’cause we really do all the work for it, so, you know, we haven’t had any complaints about it or anyone from IT approach us about it yet, so.

Chris Galm:
And I could say from a larger organization standpoint, we have limited direct social media resources.  However, that’s not to say that DOE as a whole does.  You know, Facebook exists, but only for senior DOE staff.  So, if we needed to get something out, you know, on Facebook, it would go out under Secretary Chu’s name or, you know, one of the assistant secretaries who have that access.
YouTube, yeah, there’s not a block grant YouTube channel.  Trust me, we tried at every possible way possible to get our own site.  We don’t have one, but DOE at large has one, so we can put our content there at least, you know, so people can get to that channel if they can find it.  You know, same thing with a lot of the other mechanisms.

You know, we do have our own control over our direct web content, which is nice, but the caveat there is, you know, basically, anything that shows up on our website has to be vetted through our public affairs folks and, you know, that has to go through the normal procedure, so we don’t have a direct – you know, we can’t just say, hey, let’s just put this up here.  You know, it has to be content that’s already been approved, which, you know, I would imagine is pretty standard for larger organizations.

Courtney:
Okay.  We actually have a attendee, who wanted to share some comments and ask some questions over the phone, so I’m going to unmute David Burd, if he’s still available.  So, David, you can go ahead.  David, do we have you on the phone?  Okay.  It seems like something is not working for him, so we will try someone else.
We also have Laurie Barnes, who had some questions.  So, Laurie, I’m going to unmute you if you’re still available.  Okay.  It actually looks like Laurie’s audio is not working as well.

Okay.  So, we have some more questions typed in, so we’ll continue with those and we can unmute the others if their audio starts working.
So, another question we have is a participant is looking at social media for working with electric customers to allow them to self‑describe their demographics and energy use system.  And this is in order to allow this individual to better understand their loads and ways to shift them for demand-side management and energy efficiency.  Is anyone else doing this or familiar with using social media for these purposes?

Tyler Harshman:
I guess that’s more of what we’re doing, so I’ll take a shot at it first.  We aren’t really doing anything like that, nor have I heard of anyone doing anything like that.  It’d be interesting to see, you know, what comes out of it or what you choose to go with.  I know there are some social media sites that let you build kind of your own site, your own network for your own purposes, so I would try starting with that.  Unfortunately, I can’t be more help than that.  That’s the only thing I’ve really heard of.

Courtney:
Okay.  It actually looks like David was able to get his audio working, so we’ll try and unmute him again.  Okay.  David, are you on the phone?

David Burd:
Ah, yes.
Courtney:
Okay, great.

David Burd:
Can you hear me?  Can you hear me?

Courtney:
Yes.  Yep.

David Burd:
Wonderful, wonderful.  Thanks a lot.  Just there are a couple of questions that came up that I wanted to just provide some input on.  So, there was a question about tracking and I just wanted to say, you know, Earth Aid service enables communities to track both the energy impact as well as the financial impact of programs for folks that are participating.  People just automatically link kind of their utility accounts to our platform and we can then provide those metrics to the city, the county, etcetera.

Also, just to touch on, I think Tyler got it pretty much right about the local businesses.  We have a number of local businesses already that are offering rewards for free.  It doesn’t cost them a thing.  Easy to sign up.  And we can work, you know, with our clients, you know, local and state governments and others to recruit more local businesses.  And usually when we’re working with the local communities, it’s pretty easy, ’cause it’s a pretty easy sell for them.
And, lastly, just wanted to say, you know, we are aware.  We just launched a new platform, which we’re really excited about.  There are a number of enhancements in that from the old one.  There have been some sort of issues we’re working through, and so, you know, have been in touch with Michael, Clackamas and folks in Frederick and we are excited sort of to be launching a number of new programs sort of late summerish, but, you know, certainly, doing all we can to sort of – to kind of get everything – sort of work out some of the kinks that we saw when we essentially totally redid the front and the back end.

You know, people are now – essentially, a lot of new features and I don’t want to go into all of them, but we’re very excited about the new platform, but, you know, we want to just sort of acknowledge that.

Courtney:
Okay, great.  David, could you also introduce yourself to let everyone know where you’re from?

David Burd:
Sure.  Sorry.  David Burd from Earth Aid.  So, we provide – it’s a website Earthaid.net.  We provide an online solution to help people track sort of their energy use online, compare, have competition, earn rewards for saving and working with a growing number of communities, cities, states, organizations to do the same.  And we have been working with Clackamas and Frederick as well as other, you know, some other states, some organizations, etcetera.  And my e-mail is david@earthaid.net.
Courtney:
Okay, great.  Well, thank you very much for that.

David Burd:
I appreciate that.

Courtney:
Okay.  We have another question that was typed in and this is from Todd Allen.  And he asked if you’re able to purchase e-mail lists to better target your social media efforts?  And, if so, what have been your typical response rate?  And these would e-mail lists that are similar to the buying lists that you can purchase with direct mailings.

Julia Diana:
This is Julia.  I’ll just say that we have not pursued that.  It’s an interesting option and may be something to look into in the future.

Tyler Harshman:
Yeah, this is Tyler.  We haven’t bought any e-mail lists.  We have been kind of gathering from our public events and tabling events and things like that.  So, in general, we’ve found that an e-mail campaign, sending out newsletters and things like that, has been rather effective.  I’m not sure about the return on investment for purchasing an e-mail list.  That’s something we haven’t really looked into.
Courtney:
Okay.  Another question is does anyone have any best practices to share with reaching rural communities via social media?

Julia Diana:
That’s a great question.  I would speak to maybe not rural communities as much as bilingual communities and/or Spanish‑only speaking, which we do have segments of in San Antonio.  Although I particularly have not targeted my Facebook postings to those segments of the population, we did do a media campaign that focused on reaching segments of the population that either may not speak English or may not have access to a computer.  And, but we found in some of our research that a lot of those segments – a large majority of them do have phones and a lot of them are smartphones.  So, we’ve been thinking when we re‑launch a media campaign that we’re working on through EECBG, which initially funded the first phase of the campaign, we’re going to be looking at phone app sorts of ways to get our messaging out and that may impact the larger program as well.  So, I thought that was interesting data to have accumulated.

Zach Abrams:
And, Courtney, I also think that, you know, Michael Piper of Clackamas, who we lost, kind of referred that that was one of their target audiences, more rural areas.  So, we’ll get an answer on that from him and that allows me to also mention that we will be able to – I think we should be able to put together a question-and-answer, a Q&A, you know, report, so a lot of these, you know, questions will be available in written form with the answers.

Chris Galm:
Actually, I can weigh in a little bit just from a macro perspective what we’ve seen is, you know, the same challenge and it’s, you know, as Diana pointed out, you know, it’s not necessarily just the rural underserved community, but just underserved communities in general.  What we’ve seen that seems to have worked pretty well is a lot of our grantees are using their public library systems to – you know, because a lot of people if they don’t have Web access, you know, they do utilize the computers at their public libraries, and it’s been a variety of everything from just putting information out at each terminal to even adjusting like, you know, the screensavers that pop up.  You know, if they don’t use a computer, it comes up, like, hey, did you know what, you know, Smallville is doing for energy efficiency and there’s just, you know, some more information and it also gives them the opportunity to, you know, interact with it.  Some of them, you know, make sure that their block grant information is right up on the city webpage, which is the default homepage for a lot of the library systems, you know, after you go to the library screen.  So, you know, that is – I do know that quite a few grantees have done that.

Also, some grantees, usually the ones that are working with ESCOs, you know, the energy service companies, have done informational kiosks, you know, little computer terminal kiosks like in the courthouses and in most of the public buildings to give, you know, well, not necessarily, Web access, it does interactively reach out to people that, you know, might not be Web connected to at least kind of in an engaging and interactive way show, you know, what the communities are doing with their grant funds.

So, those are two different ways the communities have tried to reach out to underserved communities.
Tyler Harshman:
Just to _______________, I think those are great answers.  We really have just kind of been trying to do word of mouth with that.  We have a somewhat rural community.  So, we just kind of focus on our events and trying to, you know, hit major population centers and hope that it spreads out from there, you know, or focus on that on Facebook looking for again those leaders of communities and hoping to spread from there, you know, friends or neighbors that might have Internet access, things like that.  But I think those were some great answers before and definitely some good ideas to try.

Courtney:
Okay.  So, we do have more questions typed in.  I know we are nearing the end of the webinar and the scheduled time, but as long as the presenters are still available to stay on for a few more minutes, we can address some more of them.
And another question we have is is anyone aware of existing mobile apps for energy efficiency and social networking for use on smartphones or iPad?

Tyler Harshman:
I don’t know of any specifically.  I know that there are likely some out there.  A good one just for general energy efficiency is called Light Bulb Finder that helps people, you know, to understand and be able to switch out to CFLs and LED light bulbs.  I don’t know about any for general energy efficiency.  I think that’s a good question, definitely something I’ll have to look into.

Julia Diana:
I’m going to refer the question to the rest of my office staff as well who are tuned into that.  So, if we get answers, we’ll certainly forward them along.

Courtney:
Okay.  Great.  Another question is whether there’s any experience reaching bilingual and less affluent communities via religious organizations?

Julia Diana:
Did you say via?

Courtney:
Yes.

Julia Diana:
Through religious organizations?

Courtney:
Yes.

Julia Diana:
Hmm.  That’s another great idea.

Tyler Harshman:
I can jump in with a little bit of experience with it.  We do live events that we call Power Parties and we’ve had a few in, you know, churches and religious settings and things like that and it’s usually have worked out well.  That’s also another place that we’ve kind of looked for our community leaders and green ambassadors in those associated communities.  You know, it makes it really easy if you can get one person who’s already interested in whatever your topic is to get them interested and they can spread it through, you know, Sunday school and things like that.  So, it is a great way to get into those communities.  We’ve only had a little bit of experience with it so far, but what we have done has been very positive.

Zach Abrams:
And it does appear that there are a number of iTunes apps.  I see that Light Bulb Finder is one of ’em.  I’ve got a list here.  TV Energy Labels, My Energy Tips, The Green Outlet.  These typically cost about $1.99.  So, we’ll include this list in the slides when they’re available.

Courtney:
Okay.  Another question is what do you see is the best role for the local power utility?
Tyler Harshman:
Um –

Julia Diana:
From a social network – oh, sorry, Tyler.

Tyler Harshman:
It’s okay.  Yeah, just quickly, I can say that we’ve found kind of the best role has been – they’ve been a great help with educating the community.  Specifically, we use a lot of their handouts for our events.  They’ve been a really great resource for that and helping people understand, you know, what are audits, how is it saving money, what can you do in your home and things like that.

Julia Diana:
And I would just echo, even though it’s not directly my job, just from living in a community where these programs are being put in place, our utility company has been a phenomenal partner in helping to promote the programs and the things you can tap into as a consumer through their marketing campaigns, so billboards, TV ads, radio.  I think – I don’t know if they have a website or a Facebook page.  I’m sure they have a website.  I don’t know if they have a Facebook page, but certainly they’ve done a good job in kind of blanketing the community with these messages.

Courtney:
Okay.  Another question is just whether Earth Aid is a free service?
Tyler Harshman:
Yes, to sign up it is a free service.  The only thing is that from my understanding of it and, maybe, our resident expert can jump back in and correct me if I get this wrong, but you have to show your account number.  And it doesn’t any information from that except what your power for the month is.  And I believe they recently upgraded to get some of your back monthly usages.  But, yeah, as far as I know, it’s a free service.  I believe it’s free for small businesses too, you know, as long as they put up a reward, free advertising and free for them to sign up as well.

Courtney:
Okay.  Another question we have is does anyone have experience creating an awareness with homeowners about energy efficiency mortgages via social media campaigns?  And how can they be used for employing energy improvement measures?

David Burd:
And someone asked a question and like, I was, okay, can I jump into to clarify?  The guy says yes and then she just didn’t – ’cause small businesses can’t use that.

Male:
Hello?

Zach Abrams:
Yeah, David, did you want to add something there?

David Burd:
Yeah, I’m sorry.  Actually, I wasn’t sure.  So, I just wanted to clarify from Earth Aid for a second.  It is a free service for individuals.  People, essentially, as I think Tyler suggested, they can essentially link their online utility accounts with our platform.  We’re actually just getting a number of the utilities compatible with the new platform, but if it’s done – you know, there today, it’ll be there shortly.  And it does pull whatever data is there, so must utilities have about a year of back data.  It’s helpful for people, but it’s also helpful if you’re running a program and you’re trying to get a sense of sort of what the energy usage has been compared to what it is now and looking at that delta, that change.

The other question that was just asked about small businesses, we don’t actually do tracking in that way for small businesses.  The main way we’ve been engaging small – and that’s sort of just based on how the technology works.  The main way we’ve been engaging small businesses is as rewards partners.  And also a great way actually is by having them engage their employee.

The notion of sort of how our system works is that if you empower all these different entities in the community, whether it’s a business and their employees, a non-profit and their members, and you can actually show them how they do – you know, a mayor that wants to challenge their citizens and track their results, you actually have all these other actors in the community that want to promote it, because all of a sudden they can see the results and the impact.

So, it’s free for people, but we do also actually contract with cities, states, organizations for a fee to essentially customize this platform to support specific campaigns.  And it’s David at Earthaid.net, sorry.

Courtney:
Okay.  Thank you, David.  So, it looks like we don’t really have more questions that – any new questions.  So, I think, Chris, if you had some other closing remarks, you can go ahead.

Chris Galm:
Well, I don’t think so.  I mean just want to thank the panelists for presenting their field experiences.  You know, all of our contact information is listed, so please don’t hesitate to reach out to us.  More than happy to elaborate if we can.

Julia Diana:
Thank you for the opportunity to participate and good luck to everyone.

Zach Abrams:
Yes, I will mention that I think we just put up some of those resources, so when the slides become available, you’ll all be able to take a look and there’s great links to some of the social media usage policies.  We’ll get Michigan’s up there as well.  And I think that these are models that you can kind of look to for developing your own policies and some interesting articles as well.

Courtney:
Okay.  Great.  And I want to thank everyone for attending the webinar and all our presenters for being great panelists.  And I do want to let everyone know that the materials and recording for this webinar will all be posted on the DOE Solutions Center.  So, I think that’s it.

Zach Abrams:
Okay.  Thank you, Courtney.

Courtney:
All right.

Zach Abrams:
Thank you to the presenters.

Courtney:
Well, thank you very much.

Julia Diana:
Bye-bye.

[End of Audio]
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