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Building Decarbonization Goals
Current Challenge:

● En viro n m e n t a l a n d  in fra s t ru c t u re  c ris is  ro o t e d  in  b u ild in g -
re la t e d  g re e n h o u se  g a s  (GHG) e m iss io n s , o u t d a t e d  t e c h n o lo g ie s , 
a n d  s t ru c t u ra l in e q u it ie s  in  e n e rg y a c c e ss

Business Goals:

● Re d u c e  GHG Em iss io n s  a t  Sc a le

● Exp a n d  W o rkfo rc e  Re a d in e ss

● Cre a t e  a  Re p lic a b le  P o lic y Fra m e w o rk
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MARKET RESEARCH 

OVERVIEW 



PHASE 1

Ba se lin e  
Un d e rs t a n d in g
May-July 2025

In fo rm  b ra n d , 
p e rso n a s , a n d  

p re lim in a ry 
c a m p a ig n .

PHASE 2

Lo c a lize d  
Un d e rs t a n d in g
Aug-Nov 2025

In fo rm  re fin e d  
m e ssa g in g   & 

c a m p a ig n s  
(e .g . a u d ie n c e -

sp e c ific )

PHASE 3

On g o in g
Un d e rs t a n d in g

Jan 2026 +

To  a sse ss  
c a m p a ig n  

e ffe c t ive n e ss  
a n d  in fo rm  
c o n t in u a l 

re fin e m e n t .

Market Research Phases



GROUP 1:
Low-income 
Homeowners

GROUP 2:
Pragmatic Homeowners 

Objectives Me ssa g in g Me ssa g in g

Methodology Re sid e n t  Ad viso ry 
Gro u p  (Fo c u s  Gro u p

On lin e  d ig it a l su rve y (e .g . 
Re m e sh )

Sample 8 -12 CBOs, 
Ne ig h b o rh o o d  Gro u p s

150  su rve y p a rt ic ip a n t s  
re p re se n t in g  re s id e n t s  o f 
d ive rse  DRCOG 
g e o g ra p h ie s , g a t h e re d  
via  2 o n lin e  fo c u s  g ro u p s  

Phase 1 Research



GROUP 3:
Building Owners & Managers 

GROUP 4:
Contractors & Workforce

Objectives Me ssa g in g
St a ke h o ld e r Ma p

Me ssa g in g
St a ke h o ld e r Ma p

Methodology 1-1 Virt u a l In t e rvie w s 1-1 Virt u a l In t e rvie w s

Sample 5-12 in t e rvie w e e s  
re p re se n t in g  d ive rse  b u ild in g  
o w n e rs /m a n a g e rs  (e .g ., 
c o m m e rc ia l, m u lt ifa m ily, 
in d u s t ria l, e t c .) a n d  d ive rse  
DRCOG g e o g ra p h ie s

3-8  in t e rvie w e e s  
re p re se n t in g  c o n t ra c t o rs , 
t ra d e  sc h o o ls , w o rkfo rc e  
d e ve lo p m e n t  p ro g ra m s,  
p o s t -in c a rc e ra t io n  re e n t ry 
p ro g ra m s a n d  d ive rse  
DRCOG g e o g ra p h ie s

Phase 1 Research



● Over 100 n a t io n a l, in t e rn a t io n a l, a n d  re g io n a l p ro g ra m  re p o rt s  
& s t u d ie s

○ Ma n y s t u d ie s  fro m  p e e r-re vie w e d  jo u rn a ls

○ Mix o f m e t a  a n a lyse s , p rim a ry re se a rch , p ro g ra m  re p o rt s , 
a n d  c a se  s t u d ie s

● P rio rit ize d  re se a rc h  o n  h e a t  p u m p s , b u ild in g  e le c t rific a t io n , a n d  
e n e rg y e ffic ie n c y; a lso  a sse sse d  re se a rc h  o n  EVs a n d  w a t e r 
c o n se rva t io n

Literature Overview



● Do c u m e n t e d  mindsets; values; perceptions; awareness; 
motivators; barriers; m e ssa g in g  le ve rs , c h a n n e ls , a n d  key 
learnings; a n d  t ru s t e d  m e sse n g e rs

● Use d  Go o g le , Go o g le  Sc h o la r, Sc ie n c e Dire c t  & Else vie r t o  
id e n t ify re le va n t  lit e ra t u re

● Use d  Ch a t GP T in  so m e  in s t a n c e s  t o  fa c ilit a t e  syn t h e s is

Literature Overview



Campaign Overview
● Re vie w e d ~50 national, international, and regional campaigns

● Prioritized review of campaigns for building electrification & 
energy efficiency; also assessed some for EVs & water 
conservation

● Documented campaign name & tagline; la n g u a g e s ; motivators, 
barriers & m e ssa g in g  le ve rs  a p p lie d ; a n d  a n y p u b lish e d  re su lt s  o r 
key learnings, in c lu d in g  u n in t e n d e d  c o n se q u e n c e s

● Use d  Go o g le  t o  id e n t ify re le va n t  c a m p a ig n s

● Use d  Ch a t GP T t o  id e n t ify so m e  c a m p a ig n s  a n d  in  so m e  in s t a n c e s , 
t o  fa c ilit a t e  syn t h e s is
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Element Key Insights

Framing Fo c u s  o n  b e n e fit s  firs t . Sim p lify c h o ic e s .

Language Use  e ve ryd a y, n o n -t e c h n ic a l t e rm s  a n d  s im p le  la n g u a g e .

Motivators Co st , e ffic ie n c y, c o m fo rt , h e a lt h , e n viro n m e n t , p e e r 
in flu e n c e .

Barriers Co st , c o m p le xit y, la c k  o f a w a re n e ss , in e rt ia /b e h a vio ra l 
re s is t a n c e , risk  a ve rs io n , p e rfo rm a n c e /re lia b ilit y, la c k  o f 
q u a lifie d  in s t a lle rs .

Overall Summary – All Target Audiences



Element Key Insights

Messengers Co n t ra c t o rs , u t ilit ie s , p e e rs , lo c a l o rg a n iza t io n s , lo c a l 
g o ve rn m e n t .

Visuals Use  re a l-life  p ro d u c t  im a g e s  (e .g ., h e a t  p u m p s), ra t h e r 
t h a n  illu s t ra t io n s  o r life s t yle  sh o t s . Avo id  h ig h -t e c h  
im a g e ry.

Overall Summary – All Target Audiences



Anchor in Personal Benefit
● Lead with: Co s t  

sa vin g s , c o m fo rt , 
h e a lt h , e ffic ie n c y

● Avoid c re a t in g  
m isp e rc e p t io n s  o f c o s t  
sa vin g s  (i.e ., e n e rg y 
sa vin g s  vs . c o s t  sa vin g s)

● Position e n viro n m e n t a l 
im p a c t  a s  a  c o -b e n e fit

Low-income: Lead with affordability, 
minimizing energy burden 
(present & future), & equity



Cost is the Top Factor

So u rce : Ce n t e r fo r En e rg y & En viro n m e n t , Min n e so t a  20 0 4

W h e n  it  c o m e s  t o  h o m e  
h e a t in g  sys t e m  d e c is io n s , 
p e o p le  – e ve n  t h o se  w h o  
id e n t ify a s  e c o -c o n sc io u s  –
p rio rit ize price & cost of 
running the system.

https://www.etamn.org/sites/default/files/research-papers/Communication%20Strategies%20to%20Drive%20Heat%20Pump%20Adoption%20in%20Minnesota%20FINAL.pdf


But it isn’t always cheaper…
● Cost barriers in c lu d e  u p fro n t  

e q u ip m e n t  c o s t s , e le c t ric it y c o s t s , 
a n d  u n c e rt a in t y a b o u t  fu t u re  
e le c t ric it y c o s t s .

● Avoid misleading consumers about 
the cost benefit a s  n e g a t ive  
e xp e rie n c e s  c o u ld  le a d  t o  u n in t e n d e d  
c o n se q u e n c e s  t h a t  s lo w  t h e  
t ra n s it io n .

How do we tell a nuanced cost benefit 
story, but simply?

Exa m p le : Re w irin g  Am e rica  p ro g ra m  
t a ck le s  t h e  b a rrie r o f co m p le xit y in  t h e  
b u s in e ss  m o d e l b y o ffe rin g  cu s t o m ize d  
p la n s . 



W h a t  a re  t h e  ke y s t e p s  in  h e a t  p u m p  a d o p t io n ?

Awareness

Communicate the 
b e n e fit  w ith  soc ia l 
p roo f. 

Education

P rovid e  m ore  
d e t a ile d  
in fo rm a t ion  on  
th e  b e n e fit s

Adoption

P rovid e  se rvice s 
on  h ow  you  ca n  
se e  if t h e se  
b e n e fit s  fit  you r 
p e rson a l 
c ircu m sta n ce s.

Define the customer journey



Book a home energy 
a sse ssm e n t  t o  se e  
h ow  you  live  m ore  
com fort a b ly, sa ve  
e n e rg y & m on e y.

Awareness

En e rg y e ffic ie n cy 
ca n  m a ke  you r 
h ou se  m ore  
com fort a b le .

Education

Com fort  n ow  
cost s le ss, st a rt  
sa vin g  $750 /yr o r 
m ore  w ith  e n e rg y 
e ffic ie n t  
im p rove m e n t s.

Example Campaign Journey

Adoption



● He a t  p u m p  a d o p t io n  is  n o t a b ly h ig h e r in  re g io n s  w it h  lo w  
e le c t ric it y p ric e s .

● Ad o p t e rs  o f so la r a re  m o re  like ly t o  u p g ra d e  t o  a  h e a t  p u m p , in  
p a rt  b e c a u se  o f e le c t ric it y c o s t s .

● St u d ie s  re c o m m e n d e d  t a rg e t in g  h o u se h o ld s  t h a t  a lre a d y u se  
electric resistance heating systems a n d propane users, a s  
t h e y like ly t o  re a lize  c o s t  sa vin g s . (CEE, 20 24 )

Targeting



So u rce : Es t im a t e  b a se d  o n  US Ce n su s  ACS (20 22) a n d  EIA RECS (20 20 ), DOE Le a d

Solar, Electric Resistance & Energy Burden in Front Range, CO



● Common barriers: Co st , c o m p le xit y, la c k  o f a w a re n e ss , 
in e rt ia /b e h a vio ra l re s is t a n c e , risk  a ve rs io n , 
p e rfo rm a n c e /re lia b ilit y

● Sim u lt a n e o u s ly amplify motivators & mitigate barriers

● Reduce resistance first b e fo re  a m p lifyin g  b e n e fit s

Note: We need to ground-truth statements about cost, 
ease, and comfort before leaning in. 
Cit a t io n : Cla u d y, M.C., Ga rc ia , R. & O’Drisco ll, A. Co n su m e r re s is t a n ce  t o  in n o va t io n —a  b e h a vio ra l re a so n in g  
p e rsp e c t ive . J . o f t h e  Aca d . Ma rk . Sc i. 4 3, 528 –54 4  (20 15). h t t p s ://d o i.o rg /10 .10 0 7/s1174 7-0 14 -0 399-0

Address Barriers Directly



Exa m p le : Ele c t rify Am e rica ’s  
“No rm a l No w ”

https://workingnotworking.com/projects/301537-normal-now-electrify-america


Low Income 
Homeowners

Insights "I just want my energy bills to go down and 
st a y d ow n . It ’s  h a rd  ke e p in g  th e  h ou se  
w a rm  a n d  th e  lig h t s on . If t h e re ’s a  sa fe  w a y 
to  m a ke  th in g s m ore  a ffo rd a b le
—a n d  fa ir—I’m  op e n  to  le a rn in g ."

Messaging Relieve the energy burden

Audience Messaging Needs



Pragmatic 
Homeowners 

Insights “If electrification means more control, lower bills, and at 
le a st  t h e  sa m e  le ve l o f com fort  I h a ve  n ow , I’ll con sid e r 
it—b u t  it  h a s t o  p e n cil ou t  a n d  b e  w orth  t h e  sw it ch .’

Messaging Upgrade - control energy use and the bills

Audience Messaging Needs



Building Owners & Managers 

Insights "I care about operational costs and tenant 
sa t isfa c t ion . If I h a ve  p roof t h a t  
e le c t rifica t ion  b oost s ROI, cu t s 
m a in t e n a n ce  h e a d a ch e s, w orks fo r m y 
b u ild in g , a n d  h e lp s re t a in  t e n a n t s, it ’s  
som e th in g  I’ll e xp lo re ."

Messaging Tenant retention, ROI 
& reliability

Audience Messaging Needs



Contractors

Insights "Customers are starting to ask about heat 
p u m p s a n d  e le c t ric  u p g ra d e s. I w a n t  t o  
st a y a h e a d  o f t h e  cu rve , b u t  I a lso  n e e d  to  
kn ow  it ’s  d oa b le , p ro fit a b le , a n d  w orth  
o ffe rin g ."

Messaging Meet customer demand with ease

Audience Messaging Needs



Pragmatic 
Homeowners

● Se e  e le c t rific a t io n  a s modern, efficient, 
a n d  p o t e n t ia lly cost-saving

● Skepticism about performance a n d  
re lia b ilit y c o m p a re d  t o  g a s

● Mixed attitudes toward climate
b e n e fit s  – m o re  m o t iva t e d  b y p ra c t ic a l 
a d va n t a g e s

● Ma y p e rc e ive  e le c t rific a t io n  a s  complex 
o r disruptive

Perceptions - Electrification



● P e rc e ive  e le c t rific a t io n  a s expensive 
o r out-of-reach d u e  t o  u p fro n t  c o s t s

● Co n c e rn e d  a b o u t  higher bills if ra t e s  n o t  
d e s ig n e d  e q u it a b ly; replacement costs
if e q u ip m e n t  h a s  lim it e d  life

● Ma y vie w  e le c t rific a t io n  a s  policy for others, 
n o t  p e rso n a l

● Less likely to associate e le c t rific a t io n  w it h  
c o m fo rt  o r d ire c t  b e n e fit s  a n d  im m e d ia t e  
b e n e fit s  a re  a  d e c id in g  fa c t o r.

Low Income 
Homeowner
s

Perceptions - Electrification



So u rc e : Yo u Go v 20 24

Colorado over indexes on Green 
W h e n  Ke e n  - th e y a g re e  c lim a te  
ch a n g e  is  a  p rob le m  a n d  w e  
sh ou ld  d o  m ore , b u t  it ’s  n o t  
e n t re n ch e d  in  t h e ir life style  ye t . 
Th e y a re  P ra g m a t ic . 

Consumer Mindset Segmentation



Although cost is the primary message, there will be different segments 
w ith in  P ra g m a t ic  Hom e ow n e rs t h a t  w ill re sp on d  to  d iffe re n t  co -b e n e fit  
st a t e m e n t s. In  Min n e so ta , Life t im e  Va lu e  Se e ke rs w a s t h e  m ost  
a t t ra c t ive  se g m e n t  t o  t a rg e t ; in  t h e  Ne th e rla n d s it  w a s Eco-Con sc iou s 
In n ova to rs. 

So u rc e : Ce n t e r fo r En e rg y & En viro n m e n t , Min n e so t a  20 0 4

Heat Pump Segmentation

https://www.etamn.org/sites/default/files/research-papers/Communication%20Strategies%20to%20Drive%20Heat%20Pump%20Adoption%20in%20Minnesota%20FINAL.pdf


Lifetime Value Seekers Discerning Investors

“I a m  c o n c e rn e d  a b o u t  t h e  time 
and money I h a ve  t o  sp e n d  o n  m y 
h e a t in g  a n d  c o o lin g  sys t e m . I 
w a n t  a  sys t e m  t h a t  is easy to 
install, maintain a n d  w ill last a 
long time.”

“I a m  c o n c e rn e d  a b o u t  t h e  quality
t h a t  m y h e a t in g  a n d  c o o lin g  
sys t e m  o ffe rs . I a m  in t e re s t e d  in  
t h e  comfort t h a t  t h e  sys t e m  
p ro vid e s , t h e  h e a lt h  b e n e fit s  (fo r 
e xa m p le  b e t t e r air quality in s id e  
m y h o m e ) a n d  t h e environmental 
benefits.”

So u rc e : Ce n t e r fo r En e rg y & En viro n m e n t , Min n e so t a  20 0 4

https://www.etamn.org/sites/default/files/research-papers/Communication%20Strategies%20to%20Drive%20Heat%20Pump%20Adoption%20in%20Minnesota%20FINAL.pdf


Eco-Conscious Innovators Nearly-there converts

“I a m  c o n c e rn e d  a b o u t  t h e energy 
consumption o f m y h e a t in g  a n d  
c o o lin g  sys t e m . I like  t o  le a rn  
a b o u t  new and more efficient 
technologies t h a t  a llo w  m e  t o  
reduce my carbon footprint.”

“I h a ve  heard about air source 
heat pumps b e fo re  t o d a y, a n d  I 
w a s  already interested. I ju s t  n e e d  
t o  fin d  o u t  if it ’s  t h e  rig h t  c h o ic e  
fo r m e  a n d  m y h o m e .”

So u rc e : Ce n t e r fo r En e rg y & En viro n m e n t , Min n e so t a  20 0 4

https://www.etamn.org/sites/default/files/research-papers/Communication%20Strategies%20to%20Drive%20Heat%20Pump%20Adoption%20in%20Minnesota%20FINAL.pdf


● Offe r positive examples fro m  t h e  
lo c a l m a rke t  (De n ve r, Bo u ld e r).

● Re b a t e  m e ssa g e s  sh o u ld  b e  clear 
a n d  timely t o  a lig n  w it h  d e s ig n  
p h a se .

● Demonstrate reliability o f h e a t  
p u m p s  in  c o ld  w e a t h e r. Ad a p t  ULI 
Myt h b u s t in g  m e ssa g in g .

● Ne e d  training for O&M p e rso n n e l.

● Big g e s t  re t ro fit  o p p o rt u n it y:
buildings using electric or propane. 

Messaging Building 
Owners & 
Managers



Source: Pumping Up Sustainability, ULI, 2024

Mythbusting

https://knowledge.uli.org/-/media/files/research-reports/2024/pumping-up-sustainability.pdf?rev=97fbae2684d8463dab6e35b7bdaae072&hash=39BF0A2EAF1AA3AC561B6662D0931F7D


Contractors

● Offe r s t o rie s  o f customer demand
a n d  case studies o f c o n t ra c t o rs  
fin d in g  n e w  m a rke t  o p p o rt u n it ie s  in  
e n e rg y e ffic ie n c y se c t o r. 

● Op p o rt u n it y fo r good pay a n d  
e c o n o m ic  o p p o rt u n it ie s . 

● Increased production a n d  e m e rg e n t  
t e c h n o lo g y.

● De m o n st ra t e  reliability o f h e a t  
p u m p s  in  c o ld  w e a t h e r. 

Messaging 



Workforce

● Use  a u t h e n t ic  vo ic e s  o f c u rre n t  w o rke rs  
t o  p ro ve  it ’s  a well-paid, stable 
o p p o rt u n it y.

● Ma ke opportunities for growth cle a r.

● Sh o w c a se diversity, in c lu d in g  o f w o m e n .

● Sh o w  t h a t  it  is  easy to get training
(a ssu m in g  w ra p a ro u n d  se rvic e s  in  
p la c e ). 

● Leverage peer networks & t ru s t e d  
m e sse n g e rs  (e .g ., sc h o o ls , W F c e n t e rs , 
CBOs).

Messaging



Timing

Exa m p le : En e rg y W o rks  (P A)

● Focus on key moments & 
decision points 
○ Eq u ip m e n t  fa ilu re  / e n d  o f life
○ Mo vin g
○ Ho m e  re n o va t io n s
○ Re t ire m e n t , p a re n t h o o d

● Create urgency (lim it e d  t im e )

● Ensure relevance (c o n t e xt u a l 
t im in g : se a so n s , b ill c yc le )

● Co o rd in a t e  t im in g  w it h installer 
capacity



● Tone: Hu m a n , u p lift in g , 
re la t a b le . 

● Words to avoid: Re t ro fit , 
a u d it , d e c a rb o n ize

● Words to embrace:
Up g ra d e , h o m e  vis it , 
e a sy, c le a n , sm a rt

● Storytelling, 
testimonials: Ot h e rs  like  
yo u  a re  d o in g  t h is Exa m p le : So u t h e rn  CA Ed iso n ’s  “W e  Ha ve  t h e  P o w e r”

Approachable, Empowering Brand 

https://www.rpa.com/work/project/southern-california-edison-we-have-the-power-campaign


Visuals

Aw a re n e ss  o f h e a t  p u m p s  is  
lo w . Visualizing heat pumps
w it h  p h o t o g ra p h y h e lp s . 
Re se a rc h  (CEE, 20 24 ) sh o w s 
t h a t  u s in g  p ro d u c t  im a g e s  
in c re a se d  in t e re s t . 



Social Proof

Descriptive norms –
d e sc rib in g  t h a t  a ll yo u r 
n e ig h b o rs  a re  d o in g  it  –
p e rfo rm  w e ll. 



● Trusted local messengers: P e e r s t o rie s , CBOs, c o n t ra c t o rs

● Channels: P a id  m e d ia , lo c a l a m b a ssa d o rs

● Tools: Visu a l n o rm in g  c u e s  (e .g ., ya rd  s ig n s), 
n e ig h b o rh o o d  e ve n t s , p o in t -o f-sa le  d e m o s

● Integrated approach: Co u p le  w it h  h a n d s-o n  c o m m u n it y 
e n g a g e m e n t  & o u t re a c h

Channels



Exa m p le : Th e  He a t Sm a rt  To m p kin s  (NY) c a m p a ig n  in c lu d e d  a  
w e b s it e , Yo u Tu b e  c h a n n e l, m e d ia  c o ve ra g e , lo c a l a d ve rt ise m e n t s , 
e m a il lis t -se rvs , p a m p h le t s , a n d  ya rd  s ig n s . Ho w e ve r, m o s t  e n ro lle e s  
le a rn e d  a b o u t  t h e  c a m p a ig n  t h ro u g h  frie n d s  a n d  w o rd  o f m o u t h .



Campaign Adoption Audience 
Reach

Motivators Campaign 
Elements

National Grid (Mass 
Save) – The Great 
Indoors
(MA & NY)
(m u lt i-ye a r t a rg e t e d  
c a m p a ig n  fo c u se s  o n  
m o vin g  c u s t o m e rs  
t h ro u g h  m a rke t in g  
fu n n e l, e sp . h ig h -
p ro p e n s it y se g m e n t s )

8 ,20 0 + 
h e a t  
p u m p s  
in s t a lle d ; 
$57M 
c u s t o m e
r re b a t e s

27.4  m illio n  
t o t a l 
c a m p a ig n  
vis it s
W e b : 
936 ,0 0 0  
vis it s ; 
4 0 0 ,0 0 0  
n e w  vis it o rs ; 
2,70 0  a vg  
s it e  vis it s / 
d a y

Comfort, 
Cost 
Savings/ 
Afford-
ability, 
Efficiency

P a id  
Me d ia
Dire c t  
Ma il
Em a il 
Tra ve l & 
Le isu re  
Ma g a zin e
So c ia l 
Me d ia
Go o g le  
Se a rc h

Most Effective Campaigns

https://www.mower.com/work/national-grid-heat-pumps/
https://www.mower.com/work/national-grid-heat-pumps/


Campaign Adoption Audience 
Reach

Motivators Campaig
n 
Elements

Baltimore Gas & Electric 
– Fairy Tale
(Ba lt im o re , MD)
(t e s t e d  t h e m e s : It  P a ys  
b e a t  o u t  Co n t ro l (o f 
e n e rg y u se ) & Ge t  it  
Do n e  (m a ke  e a sy t o  
c ro ss  o ff t o -d o  lis t )

312% 
in c re a se d  
p a rt ic i-
p a t io n  in  
Sm a rt  
En e rg y 
Sa ve rs  
P ro g ra m
s

>25 m illio n  
b ro a d c a s t  
t e le vis io n  
im p re ss io n s
W e b : 120 % 
in c re a se  in  
t ra ffic , 113% 
in c re a se  in  
n e w  vis it o rs

Comfort, 
Cost 
Savings/ 
Afford-
ability, 
Efficiency

P a id  
Me d ia  -
TV

Most Effective Campaigns

https://www.icf.com/clients/energy/bge-utility-program-viral


Campaign Adoption Audience 
Reach

Motivators Campaign 
Elements

PSE&G – Welcome to 
the Saverhood
(NJ )
(id yllic  c o m m u n it y, 
sm a rt  c h o ic e s)

219% c o n ve r-
s io n  ra t e  
in c re a se ; 8 9% 
m o n t h - o ve r-
m o n t h  
c o n ve Rsio n s

676  m illio n  
im p re ss io n s
W e b : 265% 
in c re a se  in  
vis it s

Comfort, 
Cost 
Savings/ 
Afford-
ability, 
Efficiency, 
Conven-
ience

TV
So c ia l 
P a id
Billb o a rd s
Dig it a l 
P a id  Ad s
Eve n t s

Most Effective Campaigns

https://www.icf.com/clients/energy/pseg-energy-efficiency-saverhood-campaign
https://www.icf.com/clients/energy/pseg-energy-efficiency-saverhood-campaign


Campaign Adoption Audience 
Reach

Motivators Campaign 
Elements

Wisconsin Utilities –
Focus on Energy
(W I)

10 9 .9% o f 
e n e rg y 
sa vin g s  g o a l 
re a c h e d  in  
20 16 ; 
134 .4 5% in  
20 17

32,594  n e w  
c u s t o m e rs
W e b : 630 % 
in c re a se  in  
vis it s ; 511% 
in c re a se  in  
n e w  vis it o rs

Comfort, 
Cost 
Savings/
Afford-
ability, 
Efficiency, 
Home 
improve-
ment

Dig it a l
W e lc o m e  
P a c ks

Most Effective Campaigns

https://www.mwalliance.org/blog/focus-energy-inspiring-efficiency-marketing-award


Campaign Adoption Audience 
Reach

Motivators Campaign 
Elements

Consumers Energy 
– Powered by 
Charles 
(MI) 
(yo u r “n e xt -d o o r” 
e n e rg y m e n t o r –
c o m m u n it y 
o rie n t a t io n )

No  d a t a 66  m illio n  
im p re ss io n s , 
34  m illio n  
vid e o  vie w s
W e b : Mo re  
t h a n  160 ,0 0 0  
c lic ks

Cost 
Savings/ 
Afford-
ability, 
Safety, 
Environ-
mental

TV
Yo u Tu b e  
Ch a n n e l

Most Effective Campaigns

https://www.youtube.com/playlist?list=PLmi8EGIdDXJhEPVocK4kfs9Wywd9qh1t7
https://www.youtube.com/playlist?list=PLmi8EGIdDXJhEPVocK4kfs9Wywd9qh1t7


Multi-year targeted campaign fo c u se s  o n  m o vin g  c u s t o m e rs  t h ro u g h  
m a rke t in g  fu n n e l, e sp e c ia lly h ig h -p ro p e n s it y c u s t o m e r se g m e n t s

National Grid’s 
“The Great Indoors”
NY & MA



BG&E’s “Fairy Tale”
Ba lt im o re  Ga s  & Ele c t ric  t e s t e d  se ve ra l 
t h e m e s  & u lt im a t e ly c h o se  Saving Money (It  
P a ys) o ve r Co n t ro l (o f e n e rg y u se ) a n d  Ge t  it  
Do n e  (m a ke  e a sy t o  c ro ss  o ff yo u r t o -d o  lis t ).



PSE&G’s “Welcome 
to the Saverhood”

● Fo u n d e d  o n  c o n c e p t  “If 
sa vin g s  w e re  a  p la c e ”

● De p ic t s  idyllic 
community w h e re  a ll 
ro a d s  le a d  t o  smarter 
e n e rg y c h o ic e s

NJ



● Authentic stories b a se d  o n  in t e rvie w s  w / re a l h e a t  p u m p  o w n e rs

● La u n c h e d  Ma r ‘25 so  n o  d a t a  b u t  p ra ise d  fo r w a rm t h , c h a rm , & 
e ffe c t ive n e ss  in  m a kin g  h e a t  p u m p s  re la t a b le

UK Government’s “Feel
All Warm & Fuzzy Inside”

https://www.youtube.com/watch?v=1pxFjrGMVew
https://www.youtube.com/watch?v=1pxFjrGMVew


Ikea’s “Life is Full of Energy Thieves”
● Down-to-earth storytelling t o  re so n a t e  g lo b a lly

● Playful t o  c o m m u n ica t e  b e n e fit s  & d iffe re n t ia t e  
fro m  t ra d it io n a l, t e c h n ic a l e n e rg y a d ve rt is in g

● La u n c h e d  20 24  b u t  n o  p u b lic  d a t a

https://lbbonline.com/news/ikea-highlights-everyday-energy-thieves-in-latest-campaign
https://lbbonline.com/news/ikea-highlights-everyday-energy-thieves-in-latest-campaign
https://lbbonline.com/news/ikea-highlights-everyday-energy-thieves-in-latest-campaign


● Cost savings/affordability m o st  u n ive rsa l 
b e n e fit s , fo llo w e d  b y efficiency, a n d  
comfort b e n e fit s .

● Ot h e r m o t iva t o rs  c o u ld  b e  t e s t e d  fo r 
re le va n c y w it h  se le c t  a u d ie n c e s  a s  
se c o n d a ry b e n e fit s : En viro n m e n t , He a lt h , 
Sa fe t y, Co n t ro l, Co n ve n ie n c e , Re s ilie n c y, 
Re lia b ilit y, In n o va t io n , Ho m e  im p ro ve m e n t , 
Co m m u n it y.

Common Elements



● Fo r c a m p a ig n s  sp e c ific  t o  heat pumps, 
comfort was most common motivator.

● Barriers were not explicitly addressed in  
c a m p a ig n s , w it h  o n ly o n e  e xc e p t io n

● Ma n y c a m p a ig n s  w e n t  beyond marketing 
t o  in c lu d e  c o m m u n it y p ro g ra m s (e .g ., in fo  
m e e t in g s , w o rksh o p s , c o m m u n it y e ve n t s , 
ya rd  s ig n s , e t c .)

Common Elements



Campaign Titles
● Ma n y action-oriented: Cre a t e  se n se  o f im m e d ia t e  a c t io n  & fe e l 

p a rt ic ip a t o ry

● “Electric” m o st  c o m m o n ly u se d : So u n d s  m o d e rn  & a p p e a lin g

● “Energy” c o m m o n ly u se d : Ne u t ra l, g a t e w a y t e rm  a p p e a ls  t o  w id e  
a u d ie n c e s

● So m e  fo c u s  o n emotional/lifestyle benefits (e .g ., c o m fo rt , w a rm t h , 
b e t t e r, fa iry t a le ): Hu m a n ize  m e ssa g e  & t ie  t o  e ve ryd a y q u a lit y o f 
life

● So m e  su g g e s t personal identity o r local community: Ma ke  p e o p le  
fe e l p a rt  o f so m e t h in g  b ig g e r

● So m e  u se storytelling o r playful c o n c e p t s  (e .g ., fa iry t a le , e n e rg y 
t h ie ve s , sa ve rh o o d ): Ma ke s  t e c h n ic a l t o p ic  m o re  a p p ro a c h a b le



Top Ranked Campaign 
Name Themes

Top Ranked Benefits 
from the Campaigns



Th e re  m a y b e  benefits or detriments in  su p p o rt in g  / a lig n in g  w it h  

e xis t in g  p ro g ra m  t it le s . 

● En e rg ize  De n ve r

● Bo u ld e r Co u n t y’s  Livin g  Ele c t ric : Ma kin g  p o w e r m o ve s  in  Bo u ld e r 

Co u n t y

● Effic ie n c y W o rks  (Es t e s , Lo n g m o n t , Ft . Co llin s , Lo ve la n d )

● HEAR (Ho m e  Ele c t rific a t io n  a n d  Ap p lia n c e  Re b a t e  P ro g ra m )

DRCOG-Region Program Titles



● CARE (Co lo ra d o 's  Affo rd a b le  Re s id e n t ia l En e rg y) P ro g ra m  

● RENU (Co lo ra d o  Re n e w a b le  En e rg y Up g ra d e  Lo a n ) 

● C-P ACE (fin a n c in g )

● Co lo ra d o  Cle a n  En e rg y Fu n d  (fin a n c in g )

Bo t t o m  lin e : Th e re  is  no dominant, unifying c a m p a ig n  o r p ro g ra m . 

DRCOG-Region Program Titles
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NEXT STEPS



Gaps & Next Steps
● Ne e d  t o  ground-truth e xp e rie n c e s  o f e a rly a d o p t e rs , 

e sp e c ia lly h o m e o w n e rs  & sm a ll b u s in e sse s : 
○ Up fro n t  c o s t s
○ Op e ra t in g  c o s t s  
○ Co m p le xit y, o p e ra t in g  issu e s
○ Co m fo rt  a n d  p e rfo rm a n c e

● Use  in s ig h t s  t o  in fo rm  d isc u ss io n  g u id e s  fo r primary 
research

● Segmentation fo r su b -a u d ie n c e s  a n d  se c o n d a ry c o lla t e ra l 
d e ve lo p m e n t  



THANK YOU!
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Homeowners
Including Low-Income



Denver-Specific Data
For Under-Resourced & POC Communities

Energize Denver Renewable Heating and Cooling Plan – Lotus, June 2021:

● Exp re sse d  p re fe re n c e  fo r e le c t ric  a p p lia n c e s , w it h  e xc e p t io n  o f w a t e r h e a t e rs  fo r h o m e o w n e rs , 

w h e re  60 % p re fe rre d  g a s-p o w e re d  w a t e r h e a t e rs

● Ma in  c o n s id e ra t io n s  fo r re p la c in g  h o m e  a p p lia n c e s  a re : 1. Sa fe t y., 2. Re lia b ilit y a n d  c o s t , 3. En e rg y 

e ffic ie n c y, 4 . He a lt h .

● No t a b ly, le a s t  im p o rt a n t  p rio rit y fo r q u a lit ie s  in  re p la c e m e n t  a p p lia n c e s  w a s  im p a c t  o n  in d o o r a ir 

q u a lit y YET t h e se  h o m e o w n e rs  a lso  sa id  t h e y w o u ld  p a y m o re  fo r a n  a p p lia n c e  if it  m a d e  t h e ir 

h o m e  h e a lt h ie r (61%).

● P rim a ry c o n c e rn  w a s  a d d it io n a l u p fro n t  c o s t s . O t h e r c o n c e rn s : a d m in is t ra t ive  b u rd e n  o f u s in g  

a ss is t a n c e  p ro g ra m s; la c k  o f c u lt u ra lly a p p ro p ria t e  o u t re a c h  m a t e ria ls

● Mo re  e n c o u ra g e d  t o  u se  a ir so u rc e  h e a t  p u m p s  (ASHP ) if p ro vid e d  b o t h  sp a c e  h e a t in g  a n d  c o o lin g



Denver Regional Data
For Under-Resourced & POC Communities

The path to pollution-free buildings: Meeting Xcel's 2030 gas decarbonization goals, W e s t e rn  

Re so u rc e  Ad vo c a t e s , 20 23:

● La c k  o f a w a re n e ss  is  m a jo r b a rrie r: Re s id e n t s  u n fa m ilia r w it h  h o w  e le c t ric  h e a t in g  sys t e m s  

w o rk  o r h o w  c o m p a re  t o  g a s-b a se d  sys t e m s

● Ed u c a t io n  & o u t re a c h  re : b e n e fit s  & p e rfo rm a n c e  o f h e a t  p u m p s  (e sp e c ia lly in  c o ld  

c lim a t e )

● Co n t ra c t o rs  a re  a  p rim a ry o u t re a c h  c h a n n e l

● Co n su m e r-fa c in g  t o o ls  c rit ic a l: On lin e  t o o ls , h o t lin e s , c o m m u n it y e ve n t s

● St re a m lin e d  p ro g ra m s: Sim p lify c o n su m e r jo u rn e y b y e n su rin g  re b a t e s , in c e n t ive s , & 

u p g ra d e  p ro c e sse s  e a sy t o  a c c e ss  & u n d e rs t a n d



Mindsets - Homeowners
● Min d se t  sh a p e d  b y su s t a in a b le  life s t yle , risk  t o le ra n c e , a g e , p o lit ic a l id e n t it y, kn o w le d g e  o f 

e n e rg y sys t e m s  (Bro w n , e t  a l., 20 23)

● Low-income g ro u p s  a re  m o s t  c o n c e rn e d  w it h  a ffo rd a b ilit y, m in im izin g  e n e rg y b u rd e n , a n d  

e q u it a b le  a c c e ss  (Sa n d o va l, N., e t  a l., 20 25)

● He a t  p u m p  a d o p t io n  s t ro n g ly c o rre la t e d  w it h  e le c t ric it y p ric e s  (En viro n m e n t a l a n d  En e rg y 

P o lic y a n d  t h e  Ec o n o m y, 20 24 )

● He a t  p u m p  w a t e r h e a t e r c u s t o m e rs  m o re  like ly t h a n  HP  c u s t o m e rs  t o  e xp lo re  n e w  o p t io n s  

w h ile  e xis t in g  e q u ip m e n t  s t ill fu n c t io n in g  w e ll (Op in io n  Dyn a m ic s , 20 22)

● Th o se  w h o  h a ve  so la r m o re  like ly t o  a d o p t  HP W H o r HVAC HP  (Op in io n  Dyn a m ic s , 20 22)

● Fe e lin g  in  c o n t ro l p o s it ive ly in flu e n c e s  in t e n t io n  t o  a d o p t  h e a t  p u m p  (Ma rt e n s , E., e t  a l., 20 25)

● On e  c a n  h a ve  p o s it ive  a t t it u d e  t o w a rd  h e a t  p u m p s  b u t  lo w  in t e n t io n  t o  a d o p t  (Ma rt e n s , E., e t  

a l., 20 25)



● Hig h  u p fro n t  c o s t s  (Sa n d o va l e t  a l., 20 25) 
● In c o m p a t ib ilit y w it h  e xis t in g  in fra s t ru c t u re , re q u irin g   a d d it io n a l h o m e  u p g ra d e  re q u ire m e n t s  (Sa n d o va l e t  

a l., 20 25) 
● Co n c e rn s  o f c o m p le xit y (in c lu d in g  re la t e d  t o  m a in t e n a n c e ) a n d  d is ru p t io n  (Jo a n a  Ne ve s  & T. Olive ira , 20 21)
● La c k  o f t ru s t e d  c o n t ra c t o rs  (Ta n , L., e t  a l., 20 25)
● Lo n g  life t im e s  o f e xis t in g  fo ss il fu e l e q u ip m e n t  (Re w irin g  Am e ric a , 20 24 ) 
● Co n c e rn s  t h a t  h e a t  p u m p s  s lo w e r t o  h e a t  (Op in io n  Dyn a m ic s , 20 22)
● P e rc e ive d  risks : P o o r p e rfo rm a n c e  a n d  ske p t ic ism  t h a t  lo c a l p o w e r g rid s  w ill su p p o rt  t ra n s it io n  & 

g o ve rn m e n t  in c e n t ive s  w ill c o n t in u e  (Ad  Co u n c il Re se a rc h  In s t it u t e , 20 25)
● Lo w  a w a re n e ss  o f in c e n t ive s  & t e c h n o lo g ie s  (e sp e c ia lly c o ld -c lim a t e  h e a t  p u m p s), e sp e c ia lly a m o n g  low-

income & yo u n g e r c o n su m e rs
● Lim it e d  o r c o m p le x p o lic y su p p o rt , e sp e c ia lly fo r low-income g ro u p s  (Yim , E., & S. Su b ra m a n ia n , 20 23)

○ Slo w  re b a t e s , in c o n s is t e n t  sp e c s  (Ta n , L., e t  a l., 20 25)
○ P ro g ra m s p e rc e ive d  a s  c o n fu s in g , in a c c e ss ib le  (Ta n , L., e t  a l., 20 25)

● Fo r low-income, Ske p t ic ism  a b o u t  u p g ra d e s  t h a t  c o u ld  in c re a se  c o s t s  o r risk  d isp la c e m e n t  (Sa n d o va l, N., e t  
a l., 20 25)

● Fo r low-income, risk  o f h ig h e r e n e rg y b ills  if ra t e  d e s ig n  isn ’t  e q u it a b le  (Yim , E., & S. Su b ra m a n ia n , 20 23)

Barriers - Homeowners



Mo t iva t o rs  d e p e n d e n t  o n  w h a t ’s  sa lie n t  w it h  p e e r g ro u p  (W o lske , K. S., e t  a l, 20 20 ) b u t  in c lu d e :
● Low-income m o t iva t o rs

○ Eq u it y & ju s t ic e  c e n t ra l: fa ir t re a t m e n t , p ro t e c t io n  fro m  c o s t  in c re a se s , a c c e ss  t o  b e n e fit s  
(Re w irin g  Am e ric a , 20 24 )

○ P ro t e c t io n  fro m  ris in g  fo ss il fu e l c o s t s  (Yim , E., & S. Su b ra m a n ia n . 20 23)
● Co st  sa vin g s  (4 0 %) a n d  e n viro n m e n t a l b e n e fit  (25%) (Re w irin g  Am e ric a , 20 24 )
● Co st  sa vin g s  & lo n g -t e rm  ROI (Bro w n  e t  a l., 20 23) 
● En e rg y e ffic ie n c y & im p ro ve d  p e rfo rm a n c e  o f e le c t ric  a p p lia n c e s  (Ad  Co u n c il Re se a rc h  In s t it u t e , 20 25) 
● He a lt h  & c o m fo rt  im p ro ve m e n t s  (e .g ., fe w e r p o llu t a n t s , sa fe r o p e ra t io n ) (Yim , E., & S. Su b ra m a n ia n , 20 23)
● En viro n m e n t a l b e n e fit s  & c lim a t e  a c t io n  (Yim , E., & S. Su b ra m a n ia n , 20 23) 
● Fin a n c ia l su p p o rt : Re b a t e s , t a x c re d it s , in c e n t ive s  (Kirszn e r, M., C., e t  a l., 20 22) 
● So c ia l p ro o f / p e e r a d o p t io n  (Ko o , J ., 20 18 )
● De sire  t o  c o m p le m e n t  e xis t in g /fu t u re  so la r in s t a lla t io n s  b y c o n ve rt in g  a s  m a n y a p p lia n c e s  a s  p o ss ib le  

(Op in io n  Dyn a m ic s , 20 22)
● Lo c a l jo b  c re a t io n  (Cle a n  En e rg y St a t e s  Allia n c e , 20 19)
● Re d u c e d  g rid  d e m a n d  (Lia n g , J ., e t  a l., 20 22)

Motivators - Homeowners



● Affo rd a b ilit y & b ill sa vin g s  (Fin k , H. S., 20 11)
● Effic ie n c y & re lia b ilit y o f h o m e  sys t e m s  

(Su ssm a n , e t  a l., 20 24 )
● Re lia b ilit y & p e rfo rm a n c e  (Op in io n  Dyn a m ic s , 20 24 )
● So c ia l a c c e p t a n ce  / p e e r va lid a t io n  

(W o lske , K. S., e t  a l., 20 20 )
● Mo d e rn iza t io n  a m o n g  yo u n g e r, t e c h -sa vvy 

h o m e o w n e rs  (Ko o , J ., 20 18 )
● Ea se  o f u se  & a c c e ss  (Su ssm a n , e t  a l., 20 24 ; Ta n , L., 

e t . a l., 20 25)
● P o lit ic a l vie w s: Mo re  p o lit ic a lly c o n se rva t ive  in d ivid u a ls  

le ss  in  fa vo r o f in ve s t m e n t  in  e n e rg y-e ffic ie n t  
t e c h n o lo g y t h a n  t h o se  m o re  p o lit ic a lly lib e ra l – a n d  le ss  
like ly t o  p u rc h a se  a  p ro d u c t  if it ’s  la b e l a s  
e n viro n m e n t a lly c o n sc io u s  (D.M. Gro m e t , H. 
Ku n re u t h e r, & R.P . La rric k , 20 13.)

Low-income:
● Mo re  like ly t o  ra t e  co s t , e q u ip m e n t  

lo n g e vit y, p e rfo rm a n ce , & a va ila b ilit y o f 
d isco u n t s  a s  e xt re m e ly im p o rt a n t  w h e n  
co n s id e rin g  p u rch a s in g  n e w  w a t e r h e a t e r 
(Op in io n  Dyn a m ics , 20 24 )

● Up g ra d e s  m u s t  p ro vid e  im m e d ia t e , t a n g ib le  
b e n e fit s  & n o t  risk  d isp la ce m e n t  (Sa n d o va l, 
N., e t  a l., 20 25)

● Mo st  im p o rt a n t  b e n e fit s  a re  re d u ce d  u t ilit y 
b ills , lo w e r e n e rg y b u rd e n , a n d  e q u it a b le  
a cce ss  (Yim , E., & S. Su b ra m a n ia n , 20 23)

● Hig h -e ffic ie n cy e le c t rifica t io n  is  p rio rit ize d , 
a s  it  c a n  lo w e r a n n u a l u t ilit y b ills , w h ile  lo w -
e ffic ie n cy u p g ra d e s  ca n  in c re a se  co s t s  (Yim , 
E., & S. Su b ra m a n ia n , 20 23)

● Fa irn e ss , b ill a ffo rd a b ilit y, c lim a t e  a c t io n , 
re d u c in g  e n e rg y b u rd e n , e q u it a b le  a cce ss  t o  
b e n e fit s  (Yim , E., & S. Su b ra m a n ia n , 20 23) 

● Affo rd a b ilit y & b ill s a vin g s  m o s t  im p o rt a n t  
(Fin k , H. S., 20 11)

● En viro n m e n t a l b e n e fit s  a re  va lu e d , b u t  
se co n d a ry t o  a ffo rd a b ilit y (Sa n d o va l, N. e t  a l, 
20 25)

Values - Homeowners



● Ad o p t io n  h ig h e r fo r t h o se  w it h  h ig h e r a w a re n e ss  o f & su p p o rt  fo r p o lic ie s . (Co rb e t t , M., e t  a l., 
20 23)

● Ga t e w a y t e ch  o w n e rsh ip  (like  e le c t ric  la w n  e q u ip m e n t ) in c re a se s  o p e n n e ss  t o  fu rt h e r 
e le c t rific a t io n  (Su ssm a n , e t  a l., 20 24 )

● Ha vin g  so la r P V co rre la t e d  w / a d o p t io n  o f HP W Hs o r HVAC h e a t  p u m p s  in  CA (Op in io n  
Dyn a m ics , 20 25)

● Fa c t o rs  t h a t  m a ke  m o re  w illin g  t o  a d o p t  e n e rg y e ffic ie n cy u p g ra d e s : 1. Ch ild re n  a t  h o m e , 2. 
Ow n e d  h o m e  6-10  ye a rs  (o w n e d  h o m e  fo r m o re  o r le ss  t im e  p ro g re ss ive ly le ss  w illin g ), 3. Ow n  
h o m e  b u ilt  a ft e r 1991, 4 . Ma le s  s ig n ifica n t ly m o re  w illin g  t h a n  fe m a le s , 5. P re se n ce  o f 
h o u se h o ld  m e m b e r co m fo rt a b le  in s t a llin g  u p g ra d e s  (Re u ve n , S., e t  a l., 20 18 )

● Fa c t o rs  t h a t  in c re a se  like lih o o d  o f a d o p t in g  h e a t  p u m p : 1. u rb a n  a re a s , 2. yo u n g e r h e a d s  o f 
h o u se h o ld , 3. la rg e r h o m e s  a n d  4 . b e t t e r in su la t io n  (Mig u e l P o b le t e -Ca ze n a ve , e t  a l., 20 23)

● HP  a d o p t io n  n o t  fo u n d  t o  co rre la t e  w / in co m e , u n like  so la r & EV a d o p t io n  (En viro n m e n t a l a n d  
En e rg y P o licy a n d  t h e  Eco n o m y, vo lu m e  5, 20 24 )

EE Upgrade Correlations - Homeowners



Awareness
For home electrification

● Ge n e ra l a w a re n e ss  o f e le c t rific a t io n  h ig h , b u t  lo w  kn o w le d g e  o f d iffe re n ce s , e sp e c ia lly 
VSHP s a n d  t h e ir b e n e fit s . (Kirszn e r, e t  a l., 20 22)

● Ma n y re s id e n t s  u n fa m ilia r w it h  h o w  e le c t ric  h e a t in g  sys t e m s  w o rk  o r h o w  t h e y 
co m p a re  w it h  g a s -b a se d  sys t e m s . (W e st e rn  Re so u rce  Ad vo ca t e s , 20 23)

● Ove ra ll p u b lic  a w a re n e ss  lim it e d  a n d  u n e ve n , e sp e c ia lly o f sp e c ific  t e ch n o lo g ie s  like  
co ld -c lim a t e  h e a t  p u m p s . (Ro m e ro -La n ka o , e t  a l., 20 21)

● On ly a b o u t  a  q u a rt e r o f n o n -h e a t  p u m p  o w n e rs  a re  o p e n  t o  in s t a llin g  o n e , in d ica t in g  
n e e d  fo r e d u ca t io n . (Re w irin g  Am e rica , 20 24 ) 

● Op e n n e ss  t o  e le c t rific a t io n  sh a p e d  b y e a rly e xp o su re  / ch ild h o o d  e xp e rie n ce  w / 
e le c t ric  a p p lia n ce s . (Su ssm a n , Re u ve n  & Jo n a h  Eise n , 20 24 )



● In d ivid u a ls  m a y n o t  u n d e rs t a n d  lin k  b e t w e e n  e n e rg y e ffic ie n c y & t e c h n o lo g y w e ll e n o u g h  t o  h a ve  
c o n s is t e n t  o p in io n  in d e p e n d e n t  o f fra m in g  o f a  m e ssa g e . (Co le , J .C., e t  a l., 20 18 )

● Ra t h e r t h a n  u se  t e rm s  like  “re t ro fit ,” u se  "u p g ra d e s ." Us in g  p o s it ive , le ss  in t im id a t in g  la n g u a g e  c a n  c h a n g e  
p e rc e p t io n s  o f e n e rg y e ffic ie n c y fro m  t e c h n ic a l p ro b le m  t o  o p p o rt u n it y t o  in ve s t  in  o n e 's  h o m e  a n d  m a ke  it  
m o re  c o m fo rt a b le . (St e rn , S., 20 11)

● To  a vo id  d e c is io n  p a ra lys is , re c o m m e n d  t h re e  m o s t  e ffe c t ive  a c t io n s  h o m e o w n e rs  c a n  m a ke . (St e rn , S., 20 11)
● De sc rip t ive  n o rm  t h a t  c o m p a re d  re s id e n t  t o  n e ig h b o rs  (e .g ., 99% o f p e o p le  in  yo u r c o m m u n it y re p o rt e d  

t u rn in g  o ff u n n e c e ssa ry lig h t s  t o  sa ve  e n e rg y) w it h  a  g ra p h ic  re su lt e d  in  g re a t e r e n e rg y c o n se rva t io n  t h a n  
o t h e r t e s t e d  m e ssa g e s  (se lf-in t e re s t , e n viro n m e n t , o r so c ia l re sp o n s ib ilit y). (No la n , J . M., e t  a l., 20 0 8 )

● Me ssa g e s  o n  e n e rg y e ffic ie n c y c o m b in in g  sp e c ific  b e h a vio u r g u id e lin e s  & e c o n o m ic  b e n e fit s  m o re  e ffe c t ive  
t h a n  t h o se  b a se d  o n  e it h e r t yp e  o f in fo  a lo n e . (Fe rn a n d o  Ca sa d o , e t  a l., 20 17)

● Sp e c ific  m e ssa g e s  m o re  e ffe c t ive  t h a n  g e n e ric . (Fe rn a n d o  Ca sa d o , e t  a l., 20 17)

● Low-income: Me ssa g e s  fo c u se d  o n  a ffo rd a b ilit y, e n e rg y b u rd e n  re d u c t io n , e q u it y m o s t  im p a c t fu l. Fo r 
e xa m p le , h ig h lig h t in g  t h a t  h ig h -e ffic ie n c y e le c t rific a t io n  c a n  lo w e r u t ilit y b ills  & p ro t e c t  a g a in s t  ris in g  c o s t s . 
(Sa n d o va l, e t  a l., 20 25)

Messaging
Homeowners



Messaging - Homeowners
● Mo st  p o p u la r m e ssa g in g  & im a g e ry fo r US re sp o n d e n t s  (Co le , J .C., e t  a l. 20 18 ): Me ssa g e : “Th e  n e w e s t  e n e rg y 

e ffic ie n c y t e c h n o lo g ie s  a re  n o w  ju s t  w it h in  yo u r re a c h  & w ill sa ve  yo u  m o n e y fo r ye a rs  t o  c o m e ,” 
Im a g e ry: $  a n d  h o u se , $  & lig h t b u lb

● Re sp o n d e n t s  m o re  like ly t o  re p o rt  w illin g  t o  u p g ra d e  a ft e r re a d in g  m e ssa g e s  t h a t  e sp o u se d  sp e c ific  b e n e fit s  
o f u p g ra d in g  (b ill sa vin g s , h e a lt h  a n d  c o m fo rt ), a n d  m e ssa g e s  t h a t  t o o k  a d va n t a g e  o f a n c h o rin g  h e u ris t ic  (i.e ., 
re d u c in g  in it ia l c o s t  b y a m o u n t  h o m e o w n e rs  w o u ld  sp e n d  o n  re p a irs  a n yw a y). Ho m e o w n e rs  c h o se  t o  in ve s t  in  
m o re  e xp e n s ive  u p g ra d e s  if n o t  lis t e d  n e xt  t o  e xt re m e ly c h e a p  “n o -b ra in e r” it e m s  w it h  h ig h  a n n u a l sa vin g s . 
(Re u ve n , S., e t  a l., 20 18 )

● Me n t io n in g  h e a lt h , b ill sa vin g s  a n d  c o m fo rt  w e re  m o s t  p e rsu a s ive  b e n e fit s  t o  h ig h lig h t . (Re u ve n , S., e t  a l., 20 18 )
● Lo n g  p a yb a c k  d a t e s  sh o u ld  b e  d e -e m p h a s ize d , if p o ss ib le . W h e n  p a yb a c k  d a t e s  d isc u sse d , m a y b e  s lig h t ly 

m o re  su c c e ss fu l if p re se n t  d a t e s  a s  sp e c ific  m o n t h s  a n d  ye a rs , a s  o p p o se d  t o  ye a rs -fro m -t o d a y. (Re u ve n , S., e t  
a l., 20 18 )

● Me ssa g in g  sh o u ld  c o u n t e ra c t  b e lie f t h a t  EEHAs h a rd  t o  in s t a ll o r m a in t a in : Use  t e s t im o n ia ls  o r n a rra t ive s : "I 
t h o u g h t  t h is  w o u ld  b e  h a rd  — b u t  it  w a s  e a sy!" (Jo a n a  Ne ve s  & Tia g o  Olive ira , 20 21)

● Co u p lin g  b e n e fit s , c o s t  sa vin g s , a n d  e n viro n m e n t a l b e n e fit s  s t ro n g e r m e ssa g in g  s t ra t e g y. (Re w irin g  Am e ric a , 
20 24 )

● Me ssa g e s  c o m b in in g  p e rso n a l b e n e fit  (c o s t /c o n ve n ie n c e ), p e e r b e h a vio r ("yo u r n e ig h b o rs  a re  d o in g  it "), & 
e n viro n m e n t a l im p a c t  m o s t  e ffe c t ive . (Die t z, T., e t  a l., 20 0 9)

● En viro n m e n t a l m e ssa g e s  w o rk  fo r so m e , b u t  so c ia l p ro o f & p ra c t ica l b e n e fit s  g e n e ra lly m o re  p e rsu a s ive . 
(W o lske , K. e t  a l., 20 20 ).



● Ga in -fra m e d  m e ssa g e s  m o re  e ffe c t ive  in  e n c o u ra g in g  t a ke -u p  w illin g n e ss  a m o n g  
m o d e ra t e -in c o m e  h o m e o w n e rs  t h a n  lo ss -fra m e d  m e ssa g e s

● Fo r low-income h o m e o w n e rs , fra m in g  d o e s  n o t  a ffe c t  w illin g n e ss . (Ca t h e rin e  Ch e n , 20 23)
● Ne it h e r g a in  n o r lo ss  fra m e  s ig n ific a n t ly in c re a se d  w illin g n e ss  t o  p u rc h a se  e n e rg y-

e ffic ie n t  fu rn a c e . (Re u ve n  Su ssm a n , e t  a l., 20 18 )
● En viro  m e ssa g in g  c a n  t u rn  a w a y p o lit ic a lly c o n se rva t ive . (D.M. Gro m e t , e t  a l., 20 13)
● In  W e st , re d u c in g  h a rm fu l h e a lt h  & e n viro  im p a c t s  w e re  ke y m o t iva t o rs  fo r 

d e c a rb o n iza t io n . (Ch riss i A. An t o n o p o u lo s , e t  a l., 20 24 )
● Re a l-life  p ro d u c t  im a g e s  t h a t  fe a t u re  h e a t  p u m p s  fa vo re d  o ve r illu s t ra t io n s  o r life s t yle  

sh o t s . (CEE & Be h a vio ra l In s ig h t s , 20 24 )
● Mo st  im p a c t fu l w h e n  m e ssa g in g  is  t ra n sp a re n t  a b o u t  b e n e fit s  & t ra d e o ffs , a n d  fo c u se s  o n  

b ill sa vin g s  & e q u it y. (Yim , E., 20 23)

Messaging - Homeowners - continued



Messaging Levers
For Homeowners
● Le ve ra g e  p o s it ive  e xp e rie n c e  w it h  "g a t e w a y" t e c h  (e .g ., e le c t ric  la w n  e q u ip m e n t ). (Su ssm a n , e t  a l., 

20 24 )
● Ta rg e t  e q u ip m e n t  re p la c e m e n t  m o m e n t s . (Su ssm a n , e t  a l., 20 24 )
● P u b lic  c o m m it m e n t s  & vis ib le  le a d e rsh ip  c a n  b e  e ffe c t ive  b u t  va ry b y c o n t e xt . (Ro m e ro -La n ka o , P ., e t  

a l., 20 21)
● Ya rd  s ig n s  re in fo rc e  t ru s t e d  m e sse n g e rs  (yo u r n e ig h b o r) a n d  c a n  c re a t e  p e rc e p t io n  o f so c ia l n o rm  if 

e n o u g h  ya rd  s ig n s  in  n e ig h b o rh o o d . (St e rn , 20 11)
● Brin g in g  n e ig h b o rs  t o g e t h e r & h a vin g  t h e m  c o m m it  in  fro n t  o f o n e  a n o t h e r c re a t e s  a  so c ia l n o rm  o f 

t a k in g  a c t io n  t o  im p ro ve  e ffic ie n c y. (St e rn , 20 11)
● Ba se d  o n  su rve y in  w e s t e rn  US (Ch riss i A. An t o n o p o u lo s , e t  a l., 20 24 ):

○ Fo c u s  p ro g ra m  m e ssa g in g  o n  re d u c in g  h e a lt h  a n d  e n viro n m e n t a l im p a c t s  a s  it  re la t e s  t o  
t e c h n o lo g y c h o ic e .

○ P ro m o t e  h e a t  p u m p  t e c h n o lo g ie s  t o  h o u se h o ld s  w it h o u t  c o o lin g .



● W o rd  o f m o u t h  m o s t  co m m o n  w a y p e o p le  h e a rd  a b o u t  h e a t  p u m p s . 
(Op in io n  Dyn a m ics , 20 24 )

● P e e r in flu e n ce  via  so c ia l n e t w o rks  & vis ib le  n e ig h b o rh o o d  a d o p t io n  
(e .g ., s ig n a g e , t e s t im o n ia ls ) b o o s t s  co n fid e n ce  & m o t iva t io n . St ro n g e r p e e r e ffe c t s  
fo r h e a t  p u m p  a d o p t io n  in  u rb a n  (vs . ru ra l) se t t in g s . (Yo h a n  Min , 20 25)

● Mo st  e ffe c t ive  ch a n n e ls  le ve ra g e  lo ca l p e e r n e t w o rks : n e ig h b o rh o o d  p ro g ra m s , 
co m m u n it y g ro u p s , vis ib le  d e m o n s t ra t io n  p ro je c t s . Dig it a l so c ia l n e t w o rks  
& w o rd -o f-m o u t h  a lso  p la y s t ro n g  ro le , e sp e c ia lly w h e n  t ie d  t o  lo ca l id e n t it y.  
(W o lske , K. S., e t  a l., 20 20 )

● Mo st  im p a c t fu l w h e n  m e ssa g in g  is  d e live re d  b y t ru s t e d  lo ca l o rg a n iza t io n s  (Yim , E., 20 23)   
● Mo st  co m m o n  w a ys  re sp o n d e n t s  h e a rd  a b o u t  a va ila b ilit y o f HP W H in ce n t ive s  w a s  

t h ro u g h  u t ilit y b ill in se rt s , w e b  se a rch , & w o rd  o f m o u t h . (Op in io n  Dyn a m ics , 20 24 )
● Tru s t e d  co n t ra c t o rs  (Ta n , L., e t  a l. (20 25)
● Dire c t  o u t re a ch  (d o o r-t o -d o o r, w o rksh o p s , in -h o m e  a sse ssm e n t s ) h e lp s  p e rso n a lize  

m e ssa g in g  a n d  a d d re ss  in d ivid u a l co n ce rn s .
● P o in t -o f-sa le  e d u ca t io n  (Su ssm a n , Re u ve n  & J o n a h  Eise n , 20 24 )
● Ma ss  m e d ia  (TV, ra d io , p rin t ), so c ia l m e d ia , co m m u n it y-b a se d  so c ia l m a rke t in g  (d o o r-t o -d o o r, 

p e e r-t o -p e e r), fe e d b a ck  m e ch a n ism s  (re p o rt s , o n lin e  a u d it s , in -h o m e  d isp la ys ), co m p e t it io n s . 
(Ha rris , J ., e t  a l., 20 10 )

Low-income:

● Lo ca l u t ilit ie s , 
CBOs , & t ru s t e d  
lo ca l le a d e rs  
id e n t ifie d  a s  
e ffe c t ive  
(Sa n d o va l, 20 25)

● Co m m u n it y-
b a se d , t im e -
lim it e d  
ca m p a ig n s  
(So la rize  m o d e l) 
a re  e ffe c t ive  
(Ko o , J ., 20 18 )

Channels - Homeowners



Building Owners & 
Managers

Co m m e rc ia l, Mu lt i-fa m ily, In d u s t ria l



Denver-Specific Data
For Commercial Buildings
En e rg ize  De n ve r Re n e w a b le  He a t in g  a n d  Co o lin g  P la n  – Te c h n ic a l Ap p e n d ix, Lo t u s , Ju n e  20 21:
● Lo w e st  firs t  c o s t  d rive s  m o s t  d e c is io n s  fo r c o m m e rc ia l g ro u p s
● Bu ild in g s  t u rn  o ve r e ve ry five  t o  se ve n  ye a rs . Th e  t im e lin e  fo r in ve s t m e n t s  is  sh o rt .
● Co n c e rn s  a b o u t  h a vin g  t o  re p la c e  e ve ryt h in g  w h e n  g o in g  e le c t ric .
● Sp a c e  c o n s t ra in t s  in  so m e  b u ild in g s ; c o n t ra c t o rs  c a n n o t  p h ys ic a lly g e t  so m e  e q u ip m e n t  in  

d e s ig n a t e d  sp a c e .
● Im p ro ve d  h e a lt h  a n d  c o m fo rt  b e n e fit s  d o  n o t  re so n a t e  w it h  c o m m e rc ia l o w n e rs .
● Co m m e rc ia l c u s t o m e rs  s t a rt in g  t o  lo o k  a t  c a rb o n  im p a c t  a n d  c o n s id e r e le c t rific a t io n  o p t io n s .

NOT COMMERCIAL-SP ECIFIC: Ge n e ra lly, p a rt n e rsh ip s  re c o m m e n d e d  b y a d viso ry g ro u p s  (P u b lic  
He a lt h  & Air Qu a lit y, Bu ild in g  Co n t ra c t o rs , & Bu ild in g  Ow n e rs  a n d  P ro p e rt y Ma n a g e rs ): HOA 
m a n a g e m e n t  c o m p a n ie s , Re s id e n t ia l n e ig h b o rh o o d  o rg a n iza t io n s , Re a lt o rs , Ho m e  in sp e c t o rs , La rg e  
b u ild in g  o w n e rs  (n o t  sm a ll o n e s), P ip e fit t e rs , P lu m b e r u n io n s



Barriers
For Building Owners & Managers
● Co st  & p a yb a c k  p e rio d  (Ce n t e r fo r En e rg y a n d  En viro n m e n t , & Ele va t e  En e rg y, 20 21), in c lu d in g  

fo r u p g ra d e s  like  e le c t ric a l w irin g  & se rvic e  p a n e ls . (Yo rk , D., C. Co h n , D. Mo ra le s , a n d  C. 
To le n t in o , 20 22)

● La c k  o f kn o w le d g e  a b o u t  h e a t  p u m p  o p e ra t io n  & m a in t e n a n c e  (Ce n t e r fo r En e rg y a n d  
En viro n m e n t , & Ele va t e  En e rg y, 20 21)

● La c k  o f u n d e rs t a n d in g  o f im p lic a t io n s  fo r t e n a n t  c o m fo rt  & re t e n t io n  (Ce n t e r fo r En e rg y a n d  
En viro n m e n t , & Ele va t e  En e rg y, 20 21)

● Co n c e rn s  re : a b ilit y o f h e a t  p u m p s  t o  ke e p  t e n a n t s  w a rm  (Ce n t e r fo r En e rg y a n d  En viro n m e n t , & 
Ele va t e  En e rg y, 20 21)

● In e xp e rie n c e d  h e a t  p u m p  d e s ig n e rs  & in s t a lle rs  (Op in io n  Dyn a m ic s , 20 22)
● Co n c e rn s  re : sp a c e  / w h e re  t o  s it e  h e a t  p u m p s  (Op in io n  Dyn a m ic s , 20 22)
● Un c e rt a in t y & va ria b ilit y o f m o n t h ly e n e rg y c o s t  sa vin g s  d u e  t o  d iffe re n c e s  in  c lim a t e , e le c t ric it y 

ra t e s , fu e l c o s t s , e q u ip m e n t  e ffic ie n c y (Yo rk , D., e t  a l., 20 22)
● Sp lit  In c e n t ive s  b e t w e e n  b u ild in g  o w n e rs  & t e n a n t s : W h e n  t e n a n t s  p a y u t ilit ie s , la n d lo rd s  

u n d e r-in ve s t  in  e n e rg y e ffic ie n c y u p g ra d e s , re su lt in g  in  h ig h e r e n e rg y c o s t s  & c o n su m p t io n  fo r 
t e n a n t s . (Me lvin , 20 18 )



Motivators
For Multifamily Building Owners & Managers
Multi-Family

● Re lu c t a n c e  t o  b e  a t  fo re fro n t  o f t e c h n o lo g y b e c a u se  o f p a s t  n e g a t ive  e xp e rie n c e s . (Ce n t e r fo r En e rg y a n d  
En viro n m e n t , & Ele va t e  En e rg y, 20 21)

● Sp a c e  h e a t in g  a n d  c o o lin g  w it h  h e a t  p u m p s  vie w e d  a s  e a s ie r t o  im p le m e n t  t h a n  w a t e r h e a t in g  w it h  
h e a t  p u m p s  b /c  e q u ip m e n t  s im ila r t o  w h a t  w o rk fo rc e  u se d  t o  w o rk in g  (a ir c o n d it io n e rs , ro o ft o p  u n it s , 
VRF sys t e m s). (Op in io n  Dyn a m ic s , 20 22)

● W a n t  t o  kn o w  e q u ip m e n t  h a s  w o rke d  e ffe c t ive ly a t  o t h e r p ro p e rt ie s . (Op in io n  Dyn a m ic s , 20 22)
● W illin g  t o  t ry e q u ip m e n t  t h a t  o p e ra t io n s  a n d  m a in t e n a n c e  (O&M) s t a ff m ig h t  n o t  b e  fa m ilia r w it h . 

(Op in io n  Dyn a m ic s , 20 22)
● Buildings with centralized fossil heating system: Re u s in g  in fra s t ru c t u re  n o t  p o ss ib le  w it h  c u rre n t  

t e c h n o lo g ie s  – m a y o ve rb u rd e n  e xis t in g  c a p a c it y/in fra s t ru c tu re ; sh ift  h e a t in g  c o s t s  t o  re s id e n t s ; a ffe c t  
u t ilit y a llo w a n c e s  su b s id ize d  t o  o w n e rs  b y HUD (Yo rk , D., e t  a l., 20 22)

● Nonprofit-owned Affordable multifamily: Lit t le  fle xib ilit y t o  c o n s id e r HVAC sys t e m s  t h a t  in h e re n t ly 
c o m e  w it h  o p e ra t io n a l o r fin a n c ia l risks  (Ce n t e r fo r En e rg y a n d  En viro n m e n t , & Ele va t e  En e rg y, 20 21)

Subsidized affordable housing developers
● W h e re  u t ilit y a llo w a n c e s  e m p lo ye d , if c o s t  o f t e n a n t  u t ilit ie s  d e c re a se s , o w n e rs  c a n  c a p t u re  d iffe re n c e  in  

a d d it io n a l re n t  – p a rt ic u la rly c rit ic a l t o  n o n p ro fit -o w n e d  a ffo rd a b le  h o u s in g  o w n e rs .



Values
For Building Owners & Managers

● In s t a lla t io n  o f h e a t  p u m p s  n e e d s  t o  m a ke  fin a n c ia l se n se . (Ce n t e r fo r En e rg y & 
En viro n m e n t , 20 21)

● P e rfo rm a n c e  & Re lia b ilit y, p a rt ic u la rly im p o rt a n t  fo r c o ld  c lim a t e  h e a t  p u m p s
● Lo w e st  Firs t  Co s t s  d rive  m o s t  c o m m e rc ia l d e c is io n s . (Lo t u s , 20 21)
● No n p ro fit -o w n e d  a ffo rd a b le  m u lt ifa m ily:

○ No n p ro fit s  o p e ra t e  w it h  t ig h t  m a rg in s  a n d  n e e d  t o  a vo id  p a ss in g  c o s t s  t o  
t e n a n t s . Bu t  if u t ilit y c o s t s  d ro p , so m e  n o n p ro fit s  (e sp e c ia lly in  su b s id ize d  
h o u s in g ) c a n  c a p t u re  va lu e  t h ro u g h  h ig h e r re n t  via  a d ju s t e d  u t ilit y 
a llo w a n c e s—m a kin g  e ffic ie n c y u p g ra d e s  fin a n c ia lly a t t ra c t ive  (Ce n t e r fo r 
En e rg y & En viro n m e n t , 20 21



Case Study

So u rce : P u m p in g  Up  Su s t a in a b ilit y, ULI, 20 24

https://knowledge.uli.org/-/media/files/research-reports/2024/pumping-up-sustainability.pdf?rev=97fbae2684d8463dab6e35b7bdaae072&hash=39BF0A2EAF1AA3AC561B6662D0931F7D


Messaging
For building owners/managers

● Me ssa g e s  a b o u t  re b a t e s  o r in c e n t ive s  sh o u ld  b e  c le a r, t ra n sp a re n t , & t im e d  t o  a lig n  w it h  
p la n n in g  fo r re h a b  w o rk  o r e a rly in  d e s ig n  p ro c e ss  o f n e w  b u ild in g s  (Ce n t e r fo r En e rg y & 
En viro n m e n t , 20 21)

● Re lia b ilit y o f h e a t  p u m p s  in  c o ld  w e a t h e r m u s t  b e  d e m o n s t ra t e d . (Ce n t e r fo r En e rg y & 
En viro n m e n t , 20 21; Yo rk  e t  a l, 20 22)

● Se ve n  o u t  o f n in e  m u lt ifa m ily o w n e rs /m a n a g e rs  in t e rvie w e d  m e n t io n e d  t h a t  t e c h n ic a l 
su p p o rt , in  fo rm  o f m o re  kn o w le d g e a b le  c o n t ra c t o rs  o r t ra in in g  fo r O&M s t a ff, w o u ld  b e  
im p o rt a n t  fo r c o n s id e rin g  h e a t  p u m p s . (Ce n t e r fo r En e rg y & En viro n m e n t , 20 21)
○ Co n sid e r: Ad a p t  ULI’s  m yt h -b u s t in g  m e ssa g in g  u s in g  lo c a l c lim a t e  & e n e rg y d a t a  

(Pumping Up Sustainability: Myth -Busting Heat Pumps in Commercial Real Estate ). 
Myt h s  m o s t ly re la t e d  t o  c o s t  & p e rfo rm a n c e , b u t  e xc e lle n t  re so u rc e  a t  e n d  fo r 
d e ve lo p e rs  o n  w h a t  q u e s t io n s  t o  a sk  d u rin g  d e s ig n  p h a se .



Contractors



Denver-Specific Data
For Workforce & Labor

En e rg ize  De n ve r Re n e w a b le  He a t in g  a n d  Co o lin g  P la n  – Te c h n ic a l Ap p e n d ix, Lo t u s , Ju n e  20 21:

● Co n t ra c t o rs  a re  su p e r b u sy.

● Diffic u lt  t o  m o t iva t e  t o  d o  so m e t h in g  n e w  & u n fa m ilia r.

● W o m e n  & p e o p le  o f c o lo r sh o u ld  b e  re c ru it in g  t o  h e lp  d ive rse  yo u n g  p e o p le  se e  

t h e m se lve s  in  t h is  w o rk fo rc e .

● Re c ru it m e n t  o p p o rt u n it ie s  sh o u ld  s t a rt  a s  e a rly a s  h ig h  sc h o o l.



Mindset
For Contractors
● Th e re  a re  t h re e  t yp e s  o f c o n t ra c t o rs  (Ya o  Zh a n g , 20 23) : 

○ Ad o p t e rs : In it ia lly p o s it ive  b u t  fra g ile , e va lu a t ive , w a t c h in g  e xt e rn a l s ig n a ls , lo o k in g  fo r re a lize d  b e n e fit s . 
○ P o t e n t ia l Ad o p t e rs : Am b iva le n t , se n s it ive  t o  p e e r b e h a vio r, re so u rc e  c o n s t ra in e d , e va lu a t in g  e xp e c t e d  

b e n e fit s , p e e r b e h a vio rs , c o s t s , & t e c h n ic a l b a rrie rs . 
○ Ab a n d o n e rs : Ske p t ic a l, risk -a ve rse , d is illu s io n e d  b u t  p o t e n t ia lly re c o ve ra b le , lo o k in g  a t  in c e n t ive s , p u b lic  

p re ssu re ,  c o m p e t it o r su c c e ss , a n d  c la rit y o f s t a n d a rd s . 
● Mo re  c o n fid e n c e  in  se llin g , s izin g , & in s t a llin g  HP W H e q u ip m e n t  in  sm a lle r b u ild in g s  & s in g le -fa m ily h o m e s  

t h a n  la rg e r p ro p e rt ie s  w it h  c e n t ra lize d  sys t e m s . (Op in io n  Dyn a m ic s , 20 24 )
● Oft e n  c u s t o m e r-c e n t ric , d e fe rrin g  t o  c u s t o m e r n e e d s  & c o s t  se n s it ivit ie s  a n d  w a n t in g  t o  g u id e  w it h  e xp e rt ise , 

ye t  n o t  c o n fid e n t  in  e xp la in in g  a n d  e d u c a t in g  a b o u t  h e a t  p u m p  t e c h n o lo g y a n d /o r b e n e fit s  (Kirszn e r, e t  a l., 
20 22)

● Mo re  in t e re s t e d  in  p ro vid in g  u n c o m p lic a t e d  se rvic e  (i.e ., w it h  fe w  c a llb a c ks) t h a n  se llin g /u p se llin g  it e m s  
m o re  d iffic u lt  t o  in s t a ll & e xp la in  t o  c u s t o m e r. (Ce n t e r fo r En e rg y a n d  En viro n m e n t , 20 21)



Values
For Contractors 
● Co re  Bu s in e ss  Va lu e s : Ec o n o m ic  ra t io n a lit y, c o s t  se n s it ivit y, re so u rc e  c a p a b ilit y & fit n e ss , c o rp o ra t e  

re sp o n s ib ilit y, fu t u re  c o m p e t it ive n e ss , re p u t a t io n , im a g e . (Op in io n  Dyn a m ic s  20 24 )
● Cu st o m e r Sa t is fa c t io n : Co s t  Effe c t ive n e ss , Re lia b ilit y, Co m fo rt , En viro n m e n t a l Va lu e s  (t o  a  le sse r e xt e n t ) 

a ll p la y a  p a rt . (Kirszn e r, Ho g a n , & P it t , 20 22) 
● Ca p a c it y & Ca p a b ilit y: Ab ilit y & c o n fid e n c e  in  se llin g , in s t a llin g , & m a in t a in in g  h e a t  p u m p  t e c h n o lo g ie s . 

(Op in io n  Dyn a m ic s , 20 24 )
● Lo w e st  Firs t  Co s t s : Co n t ra c t o rs  kn o w  (& p e rh a p s  a ssu m e ) t h a t  lo w e s t  firs t  c o s t s  d rive  m o s t  c o m m e rc ia l 

d e c is io n s . (Lo t u s , 20 21)
● Co re  b u s in e ss  va lu e s : Ec o n o m ic  ra t io n a lit y, c o s t  se n s it ivit y, re so u rc e  c a p a b ilit y & fit n e ss  (c o m p a n ie s  w it h  

s t ro n g e r c a p a b ilit ie s  & c a p a c it ie s  m o re  like ly t o  va lu e  & a d o p t  g re e n  b e h a vio rs ). (Ya o  Zh a n g , 20 23)
● St ra t e g ic  & Cu lt u ra l Va lu e s : Co rp o ra t e  re sp o n s ib ilit y, fu t u re  c o m p e t e t ive n e ss , re p u t a t io n  & im a g e . (Ya o  

Zh a n g , 20 23)



Perceptions
For Contractors
● Ma n y u n c o n vin c e d  ASHP s w o rk  e ffe c t ive ly in  c o ld  c lim a t e s  o r b e lie ve  t h e  t e c h n o lo g y “isn ’t  t h e re  ye t .” 

(P ic ka rd , e t  a l. 20 20 )
● P e rc e p t io n  t h a t  s t a n d a rd  (n o t  c o ld -c lim a t e ) ASHP s c a n ’t  m e e t  w in t e r n e e d s , re q u ire  m o re  m a in t e n a n c e  t h a n  

o t h e r HVAC sys t e m s , w ill c o s t  c u s t o m e rs  m o re  m o n e y (d u e  t o  lo w  n a t u ra l g a s  p ric e s ). (P ic ka rd , e t  a l., 20 20 )
● Ma n y re m a in  u n a w a re  o f a d va n t a g e s  & c h a lle n g e s  o f e m e rg in g  HP  t e c h n o lo g ie s . (No rt h e a s t  En e rg y 

Effic ie n c y P a rt n e rsh ip s , 20 24 )
● Am o n g  c o n t ra c t o rs  fa m ilia r w it h  c c ASHP s, p e rc e ive d  b e n e fit s : lo n g -t e rm  m o n e t a ry sa vin g s , e n e rg y sa vin g s , 

a b ilit y t o  b o t h  c o o l & h e a t ; c c ASHP s c a n  p e rfo rm  a t  c o ld e r t e m p e ra t u re s  t h a n  s t a n d a rd  ASHP s, so  m o n e y 
sa vin g s  o n  h e a t in g  b ills  b e c a u se  re ly le ss  o n  b a c ku p  h e a t in g  sys t e m s . (P ic ka rd , e t  a l., 20 20 ).

● Mo st  c o n t ra c t o rs  (59% o f su rve ye d ) a w a re  o f re b a t e s  o r in c e n t ive s  a n d  sa id  t h e y p ro m o t e  t o  c u s t o m e rs . 
(Op in io n  Dyn a m ic s , 20 24 )

● Ele c t rific a t io n  & VSHP s o ft e n  se e n  a s  “p re m iu m ” o r “b e s t ” o p t io n , w h ic h  m a y n o t  b e  w a rra n t e d  if c o s t  is  h ig h . 
(Kirszn e r, e t  a l., 20 22) 

● Ma n y c o n t ra c t o rs  g e n e ra lly kn o w le d g e a b le  b u t  se e  g a p s  in  p e e r t ra in in g  & p ro p e r s izin g  o f HP  t e c h n o lo g ie s  
(Kirszn e r, e t  a l., 20 22) 



Motivators
For Contractors 

● Offe r o f livin g  w a g e s  & su p p o rt in g  c a re e r a d va n c e m e n t  o p p o rt u n it ie s  c a n  m o t iva t e  
u n d e rre p re se n t e d  w o rke rs  t o  p a rt ic ip a t e  in  p ro g ra m s. (Sh o e m a ke r, e t  a l.,  20 20 ) 

● Go o d  p a y & n e w  e c o n o m ic  o p p o rt u n it ie s  c a n  m o t iva t e  c o n t ra c t o rs  & t h o se  se e k in g  t o  e n t e r t h e  
t ra d e s  t o  e n t e r in t o  t h e  e n e rg y e ffic ie n c y se c t o r. (Op in io n  Dyn a m ic s , 20 24 )

● Ma n u fa c t u re rs  in c re a s in g  p ro d u c t io n  o f w id e r ra n g e  o f m o d e ls  & p ric e  p o in t s , m a k in g  e a s ie r fo r 
c o n t ra c t o rs  t o  p ro m o t e  & p ro vid in g  in c re a se d  e xp o su re /e xp e rie n c e  w it h  HP  t e c h n o lo g ie s . 
(Kirszn e r, e t  a l., 20 22) 

● Cu st o m e r in t e re s t  in  lo n g -t e rm  c o s t -sa vin g s  &, fo r so m e , “g o in g  g re e n ” c a n  m o t iva t e . (Kirszn e r, e t  
a l., 20 22). 

● Re g u la t o ry m a n d a t e s /c o d e s  & in c e n t ive s  c a n  m o t iva t e  c o n t ra c t o rs  & c u s t o m e rs . (Kirszn e r, e t  a l., 
20 22; Zh a n g , e t  a l., 20 23)

● Mo t iva t e d  b y p e e r b e h a vio r if se e  o t h e r c o n t ra c t o rs  o r firm s  fin d in g  su c c e ss  o r m a rke t  
o p p o rt u n it ie s . (Kirszn e r, e t  a l., 20 22; Zh a n g , e t  a l., 20 23)

● So m e  c o n t ra c t o rs  e xp re sse d  t h e y fe e l it ’s  t h e ir re sp o n s ib ilit y t o  a d vise  c u s t o m e rs  o n  e n e rg y 
e ffic ie n t  o p t io n s . (Be e k , e t  a l., 20 25)



Barriers
For Contractors
● Su p p ly c h a in  & lo g is t ic a l c h a lle n g e s : Ava ila b ilit y o f a p p lia n c e s  & p a rt s  fo r in s t a lla t io n  c a n  b e  d iffic u lt  (Ba s t ia n  

& Co h n , 20 22; W o rld  En e rg y Ou t lo o k , 20 22). 
● La c k  o f a w a re n e ss  & c o n fid e n c e  / risk -a ve rs io n : Co n t ra c t o rs  a re  risk  a ve rse  a n d  fo u n d  t o  b e  le a s t  c o n fid e n t  in  

a b ilit y t o  p ro p e rly s ize  HP W H e q u ip m e n t . Co n fid e n c e  in  se rvic in g  & m a in t a in in g  HP W H e q u ip m e n t  s im ila r 
a c ro ss  d iffe re n t  p ro p e rt y t yp e s , (Op in io n  Dyn a m ic s , 20 24 ; Zh a n g , e t  a l., 20 23) Also  fin d  la c k  o f c o n su m e r 
a w a re n e ss  c h a lle n g in g . (Ba s t ia n  & Co h n , 20 22)

● La c k  o f m u lt ifa c e t e d  sk ills  t ra in in g  & c a p a c it y: A n e e d  t o  in c re a se  c a p a c it y & a d d re ss  b u s in e ss  sk ills  & so ft  
sk ills , a lo n g  w it h  t e c h n ic a l sk ills , t o  h e lp  m in o rit y-o w n e d  b u s in e sse s  & u n d e rre p re se n t e d  w o rke rs  n a vig a t e  
p ro g ra m s, lic e n s in g , c e rt ific a t io n s , & p ro je c t  fin a n c in g . (Sh o e m a ke r, e t  a l., 20 20 ) 

● P syc h o lo g ic a l re s is t a n c e : Ma y b e  u n c o m fo rt a b le  w it h  sys t e m  c o m p le xit y o r t e c h n o lo g y c u s t o m e rs  d o n ’t  fu lly 
u n d e rs t a n d  & t h a t  m a y re q u ire  c a llb a c ks  & so  a re  le ss  like ly t o  p ro m o t e  d u a l-h e a t , h yb rid , o t h e r t yp e s  o f 
sys t e m s  t o  c u s t o m e rs . (Ce n t e r fo r En e rg y a n d  En viro n m e n t , 20 21; Kirszn e r, e t  a l., 20 22) 

● Cro ss-lic e n s in g  & t im e  c o n su m in g  a d m in : Oft e n  n o t  c ro ss-lic e n se d  a c ro ss  t ra d e s  (e .g ., e le c t ric a l, p lu m b in g , 
HVAC) & re q u ire m e n t s  d isp a ra t e  a c ro ss  ju risd ic t io n s . Ele c t rific a t io n  o ft e n  re q u ire s  m u lt ip le  t ra d e s  fo r fu ll 
in s t a lla t io n , m a k in g  p ro je c t s  m o re  c o m p lic a t e d  & sc h e d u le s  lo n g e r (Op in io n  Dyn a m ic s  20 24 ). Co m p la in t s  
t h a t  t im e -c o n su m in g  t a sks  & p a p e rw o rk  re q u ire d . (SERT, n .d .)



Messaging
For Contractors & Workforce Development
● Co n t ra c t o rs  p la y c rit ic a l ro le  a s  t ru s t e d  m e sse n g e rs  & “m id d le  a c t o rs” in  in flu e n c in g  cu s t o m e r d e c is io n s . Em p o w e r t h e m  a s  

a d vo ca t e s  w it h  s t o rie s  o f su cce ss , u se  ca se s , & c le a r e xp la n a t io n s . (Be e k , e t  a l. 20 25) 
● Ma ke  su re  m e ssa g in g  is  co n s is t e n t  & a lig n e d  a c ro ss  w o rkfo rce  d e ve lo p m e n t  & co n su m e r e d u ca t io n . (Be e k , e t  a l. 20 25)
● Cre a t e  w o rkfo rce  d e ve lo p m e n t  & t ra in in g  t h a t  is  a cce ss ib le , p ra c t ica l, & b u ild s  co n fid e n ce . Ad d re ss  b u s in e ss  & so ft  sk ills  

a lo n g  w it h  t e ch n ica l sk ills . (Be e k , e t  a l., 20 25)
● P e e r-in flu e n ce  im p o rt a n t , e sp e c ia lly fro m  co m p e t it o rs  & b e n ch m a rk  e n t e rp rise s . In c re a s in g  co n t a c t  b e t w e e n  a d o p t e rs  & 

p o t e n t ia l a d o p t e rs  o r e ve n  n o n -a d o p t e rs  ca n  e ffe c t ive ly in c re a se  co n ve rs io n  t o  a d o p t e rs . (Zh a n g , e t  a l., 20 23)
● Te n d e n cy t o  o ve re m p h a s ize  e n e rg y e ffic ie n cy & e xp e c t e d  co s t  sa vin g s  fro m  h e a t  p u m p  in s t a lla t io n  re ve a lin g  n e e d  fo r 

in c re a se d  e ffica cy, t ra n sp a re n cy, & co n s is t e n cy in  m e ssa g in g . (Mikh a il, e t  a l., 20 25)
● Es t a b lish  b e llw e t h e r b y id e n t ifyin g  e a rly a d o p t e rs , m a n u fa c t u re rs , d is t rib u t o rs , t ru s t w o rt h y co n t ra c t o rs  a lre a d y su cce ss fu l. 

(Ba s t ia n  & Co h n , 20 22)
● P a rt n e r w it h  co m m u n it y-b a se d  o rg a n iza t io n s , u t ilit ie s , m a n u fa c t u re rs , s a le s /d e s ig n  t e ch n ic ia n s , & d is t rib u t o rs  a s  t ru s t e d  

m e sse n g e rs  fo r in fo rm a t io n  & t ra in in g . (Ba s t ia n  & Co h n , 20 22; Kirszn e r, e t  a l., 20 22; P icka rd , e t  a l., 20 20 )
● P e e r in flu e n ce  fro m  co m p e t it o rs  & b e n ch m a rk  e n t e rp rise s . De m o n s t ra t io n  p ro je c t s . Co m m u n ica t in g  g ro w in g  m a rke t  

d e m a n d . P u b lic  p re ssu re . So c ia l n o rm s  a ro u n d  g re e n  co n s t ru c t io n  p ra c t ice s . P ro fe ss io n a l n e t w o rks , p a rt n e rsh ip s , in d u s t ry 
g ro u p s . Me ssa g in g  co u ld  a lso  co m e  fro m  g o ve rn m e n t  t h ro u g h  m a n d a t o ry re g u la t io n , fin a n c ia l in ce n t ive s , o r e va lu a t io n  
c rit e ria . Fie ld  vis it s  a n d /o r p e e r b e n ch m a rk in g  re co m m e n d e d  so  co n t ra c t o rs  ca n  se e  b e n e fit s , le a rn  firs t -h a n d  & re d u ce  risk  
a ve rs io n . (Ya o  Zh a n g , 20 23)



Prospective Workforce



Motivators
For Future Workforce

● Ec o n o m ic  o p p o rt u n it y: P a t h w a ys  t o  fin a n c ia l se cu rit y, g o o d  p a yin g  jo b s , e c o n o m ic  
m o b ilit y, a n d  c a re e r a d va n c e m e n t . (Sh o e m a ke r, Aya la , & Yo rk , 20 20 ; Op in io n  
Dyn a m ic s , 20 24 )

● So c ia l im p a c t  (St u d e n t  En e rg y, Ors t e d , 20 23)
● Sa la ry (St u d e n t  En e rg y, Ors t e d , 20 23)
● Alig n m e n t  o f va lu e s  w it h  t h o se  o f t h e  c o m p a n y (St u d e n t  En e rg y, Ors t e d , 20 23)
● Op p o rt u n it ie s  fo r g ro w t h  (St u d e n t  En e rg y, Ors t e d , 20 23)
● Jo b  s t a b ilit y (St u d e n t  En e rg y, Ors t e d , 20 23)
● Go o d  p a y & n e w  e c o n o m ic  o p p o rt u n it ie s  c a n  m o t iva t e  c o n t ra c t o rs  & t h o se  se e k in g  

t o  e n t e r t h e  t ra d e s  t o  e n t e r in t o  t h e  e n e rg y e ffic ie n c y se c t o r. (Op in io n  Dyn a m ic s , 
20 24 )



Barriers
For Future Workforce

● Lo w  a w a re n e ss  o f “e n e rg y e ffic ie n c y” a s  c a re e r p a t h  (ACEEE, 20 25)
● Ne g a t ive  p e rc e p t io n s  o f c a re e rs  in  c o n s t ru c t io n  a s  b e in g  p h ys ic a lly d e m a n d in g , o u t d o o rsy, 

& m a sc u lin e  (Ale xa n d e r, K., e t . a l, 20 24 )
● P e rc e p t io n s  o f c o n s t ru c t io n  a s  a  ‘m a le ’ o c c u p a t io n  (Ale xa n d e r, K., e t . a l, 20 24 )
● Sh o rt a g e  o f a lig n e d  t ra in in g  p ro g ra m s (ACEEE, 20 25)
● In a d e q u a t e  p ro fe ss io n a l d e ve lo p m e n t  su p p o rt  (ACEEE, 20 25)
● La c k  o f su p p o rt  se rvic e s  t o  su p p o rt  le a rn in g  – in c lu d in g  w ra p a ro u n d  se rvic e s , su c h  a s  fo r 

t ra n sp o rt a t io n , c h ild c a re , a n d  h o u s in g  (Be rko w it z 20 19 ; Ma d ig a n  & Bo n n e y, 20 21)
● Lim it e d  jo b  p re p a re d n e ss , in c lu d in g  su p p o rt  fo r w rit in g  a  re su m e , a c c e ss  t o  w o rk  c lo t h in g , 

a n d  p re p a rin g  fo r in t e rvie w s  (Le h m a n n , e t  a l., 20 21)
● La c k  o f a c c e ss  t o  c a re e r p la n n in g  a n d  p o s t -t ra in in g  a d va n c e m e n t  su p p o rt  (e .g ., jo b  

d e sc rip t io n s , c a t a lo g  o f a va ila b le  jo b s  fo r jo b s  se e ke rs ) (Fa ze li, 20 21)
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APPENDIX B

Campaign Examples



NATIONAL

Organization Campaign Name Tagline

DOE Better Buildings Initiative Saving Energy. Saving Money. Leading the Way

IRA Home Energy Rebate Program Electrify everything- affordably

EPA Energy Star Home Upgrade Build a better home for you - and the planet

BDC The Switch is On The clean energy future starts at home. Ditch Gas. Go Electric

Rewiring America Electrify Everything Save money. Save the planet. Go electric

RMI Electrify Efficiently Electrify with ease. Smarter retrofits. Cleaner homes. 

MEAM Electrify Your Life Comfort. Convenience. Clean energy. 

  



Organization Campaign Name Tagline

Te ch  Cle a n  Ca lifo rn ia Th e  Sw it ch  is  o n Th e  c le a n  e n e rg y fu t u re  s t a rt s  a t  h o m e ; Bre a k  u p  w it h  g a s

NYC Ma yo r’s  Office Ele c t rifyNYC He lp in g  NYC Ke e p  Co o l, Sa fe  a n d  Su s t a in a b le

Effic ie n cy Ve rm o n t Bu t t o n  Up  Ve rm o n t Ke e p  t h e  h e a t  in  a n d  t h e  co ld  o u t ; Bu t t o n  u p  fo r a  w a rm e r, m o re  
e ffic ie n t  h o m e

En e rg y Tru s t  o f Ore g o n En e rg y Sa ve rs , Re a d y fo r 
To m o rro w

En e rg y Tru s t  h e lp s  yo u  sa ve  e n e rg y a n d  m o n e y

Effic ie n cy Ma in e Sa ve  like  a  Ma in e r Sa ve  like  a  Ma in e r

Ma ss  Sa ve St a rt  sa vin g  w it h  Ma ss  Sa ve Sa vin g s  t h ro u g h  En e rg y Effic ie n cy

En e rg yW o rks W h e n  yo u r h o u se  is  m o re  co m fo rt a b le , yo u ’re  h o m e .

Bo u ld e r Livin g  Ele c t ric Ma kin g  p o w e r m o ve s  in  Bo u ld e r Co u n t y

Cle a n P o w e rSF Bre a k  u p  w it h  Ga s Mo ve  o n  w it h  e le c t ric

Ele c t rifyDC Ele c t rifyDC W o rkin g  t o g e t h e r t o  e le c t rify a ll h o m e s

Cit y o f Be lle vu e En e rg y Sm a rt  Ea s t s id e To g e t h e r w e ’re  e le c t rifyin g  t h e  Ea s t s id e

    

REGIONAL



Organization Campaign Name Tagline

Ba lt im o re  Ga s  & Ele c t ric Fa iry Ta le Live  e ffic ie n t ly e ve r a ft e r

W isc o n s in  Ut ilit ie s Fo c u s  o n  En e rg y W isc o n s in  is  in  fo r Ho m e  So lu t io n s

Co n  Ed iso n En e rg y fo r Eve ry Da y (20 24 )

W h e re  Cle a n  En e rg y Live s  
(20 21-23)

Cle a n  En e rg y fo r All (20 19-20 )

En e rg y Fu t u re  (20 18 -19)

Ne w  Yo rk  ru n s  o n  e n e rg y. W e ’re  m a k in g  it  c le a n .

A c le a n e r, g re e n e r e n e rg y fu t u re

En e rg y t o u c h e s  e ve ry m o m e n t  o f o u r live s . 
Sw it c h in g  t o  re n e w a b le  e n e rg y m e a n s  t h e se  
m o m e n t s  c a n  la s t  fo re ve r.

W it h  Co n  Ed iso n , yo u  h a ve  t h e  p o w e r

P SE&G W e lc o m e  t o  t h e  Sa ve rh o o d

Xc e l En e rg y Ge t  P u m p e d  fo r He a t  P u m p s

De n ve r W a t e r Use  Eve n  Le ss Use  o n ly w h a t  yo u  n e e d

Life  is  Be t t e r w it h  W a t e r W a t e r is  e ve ryt h in g

    

UTILITIES



Organization Campaign Name Tagline

Ike a Life  is  Fu ll o f En e rg y 
Th ie ve s ...

...Ma ke  su re  yo u r h o m e  isn 't  o n e .

LG Sw it c h  fo r Go o d Ma ke  t h e  sw it c h  fo r g o o d

UK Go ve rn m e n t  / 
De p a rt m e n t  fo r 
En e rg y Se c u rit y 
a n d  Ne t  Ze ro

Fe e l All W a rm  & Fu zzy 
In s id e

    

PRODUCTS & 
INTERNAT’L



City Level Campaigns for Biz
Baltimore Gas & Electric’s “Small Business, Many Hats” campaign:
h t t p s ://vim e o .c o m /90 3758 58 5

● Mo t iva t o rs  fo c u se d  o n  c o s t  sa vin g s , c o n ve n ie n c e , a n d  e n viro  b e n e fit s
● Hig h lig h t e d  sm a ll b u s in e ss  o w n e rs  w h o  h a d  "t ru ly" b e n e fit t e d  fro m  BGE's  

e n e rg y & c o s t  sa vin g  p ro g ra m
● Me ssa g e s  in c lu d e d :

○ "Sm a ll b u s in e sse s  a re  t h e  h e a rt  o f e ve ry c o m m u n ity. An d  Ba lt im o re 's  a re  
d o in g  b e t t e r t h a n  e ve r, t h a n ks  in  p a rt  t o  BGE."

○ “W h e n  d o  yo u  fin d  t im e  t o  c u t  c o s t s?  Ne ve r s t o p  lo o k in g  fo r w a ys  t o  sa ve .”
○ A c h a n c e  t o  g e t  "a  h e lp in g  h a n d , a  lit t le  b re a k , a  lit t le  sa n it y"

https://vimeo.com/903758585


City Level Campaigns
Baltimore Gas & Electric



City Level Campaigns (Denver)
CO 

FOCUS

Denver Water
Vid e o s  h e re : h t t p s ://w w w .d e n ve rw a t e r.o rg /a b o u t -u s /h is t o ry/u se -o n ly-w h a t -yo u -
n e e d /u se -o n ly-w h a t -yo u -n e e d -vid e o -g a lle ry

https://www.denverwater.org/about-us/history/use-only-what-you-need/use-only-what-you-need-video-gallery
https://www.denverwater.org/about-us/history/use-only-what-you-need/use-only-what-you-need-video-gallery


City Level Campaign
CO 

FOCUS

Denver Water: Life Is Better with Water
Vid e o  h e re : 
h t t p s ://w w w .fa ce b o o k .co m /De n ve rW a t e r/vid e o s /8 4 0 4 70 5332228 37

https://www.facebook.com/DenverWater/videos/840470533222837


City Level: Campaign Evolution
CO 

FOCUS

Con Edision (NYC)

Ca m p a ig n s  fo c u se d  o n  e n e rg y s in c e  a t  le a s t  20 18 :
● En e rg y Fu t u re  (20 18 -19) - fo c u s  o n  in n o va t io n
● Cle a n  En e rg y fo r All (20 19-20 20 ) - fo c u s  o n  c o m m u n it y, fa m ily & t e c h
● W h e re  Cle a n  En e rg y Live s  (20 21-20 23) - fo c u s  o n  in n o va t io n  & re la t io n sh ip s
● En e rg y Fo r Eve ry Da y (20 24 ) - fo c u s  o n  d ive rs it y & w o rt h in e ss ; p o rt ra ys  NYC n o t  o n ly 

a s  b u s t lin g  m e t ro p o lis , b u t  a s  c o lle c t ive  h o m e  d e se rvin g  o f p re se rva t io n .



City Level
Ann Arbor’s A2Zero

No t  m a rke t in g  c a m p a ig n  p e r-
sa y – m o s t ly c o m m u n it y e ve n t s , 
w e b s it e , & n e w s le t t e rs



City/County Level Campaigns
CO 

FOCUS

City of Boulder w/ Boulder County

● Fo c u se d  o n  p ro m o t in g  c o m fo rt  o ve r sa vin g s
● No t  ro b u s t  m a rke t in g  c a m p a ig n : In fo  m e e t in g s , 

t a rg e t e d  m a ilin g s , so c ia l m a rke t in g ; Go o g le  a d s ; TV a d s
● Id e n t ifie d  h o m e o w n e r c o h o rt s  like ly t o  c o n s id e r 

u p g ra d in g : 
○ Ea rly En e rg y Te c h  Ad o p t e rs
○ Sm a ll Ra n c h  Ho u se s  (la c k in g  c e n t ra l AC)
○ W e ll-To -Do  P ro g re ss ive s
○ “Gre e n s” in  n e e d  o f re p la c in g  AC/fu rn a c e  in  n e xt  5 

ye a rs
○ AirBn B Re n t a ls  La c k in g  AC



County Level Campaigns
Boulder County’s Living Electric



County Level: 3-Phase Campaign
En e rg yW o rks  P h a se  1: Aw a re n e ss  (Se ve ra l P A c o u n t ie s )



County Level: 3-Phase Campaign
En e rg yW o rks  P h a se  2: Ha rd e r Se ll / Ma rry Va lu e  w it h  Co m fo rt  
(Se ve ra l P A c o u n t ie s )



County Level: 3-Phase Campaign 
En e rg yW o rks  P h a se  3: Ed u c a t io n , Co m fo rt  & Sa vin g s  (Se ve ra l P A c o u n t ie s )



State Level
Na t io n a l Grid  (NY & MA)
Marketing to Businesses



State Level (continued)
Southern California Edison’s “We Have the Power”
Vid e o  (En g lish  & Sp a n ish ) h e re : 
h t t p s ://w w w .rp a .co m /w o rk/p ro je c t /so u t h e rn -ca lifo rn ia -e d iso n -w e -h a ve -
t h e -p o w e r-c a m p a ig n

Ut ilit y c u s t o m e rs  o ft e n  fe e l p o w e rle ss  a n d  iso la t e d : Ca m p a ig n  m a ke s  t h e m  
fe e l p o w e rfu l a n d  u n it e d  a n d  in sp ire s  c o lle c t ive  a c t io n  b y sh o w in g  t h a t  
e ve ryd a y a c t io n s  m a ke  d iffe re n c e  fo r sh a re d  c o m m u n it y – b y m a k in g  
h e ro e s  o f o rd in a ry So u t h e rn  Ca lifo rn ia n s  o f a ll w a lks  o f life .

https://www.rpa.com/work/project/southern-california-edison-we-have-the-power-campaign
https://www.rpa.com/work/project/southern-california-edison-we-have-the-power-campaign


State Level Campaigns
Wisconsin Utilities’ Focus on Energy
Vid e o  h e re : h t t p s ://w w w .yo u t u b e .co m /w a t ch ? v=FYW BsFa fRyw

https://www.youtube.com/watch?v=FYWBsFafRyw


State Level Campaigns 
PPL Electric Utilities’ Opportunities Everywhere



State Level Campaigns (continued)
Consumers Energy’s Powered by Charles



National Level Campaigns
Electrify America’s “Normal Now”
Vid e o s : h t t p s ://w o rk in g n o tw o rkin g .c o m /p ro je c t s /30 1537-
n o rm a l-n o w -e le c t rify-a m e ric a

Co m p a re s  “n e w  t e c h ” o f p a s t  
w it h  t ra n sp o rt a t io n  m e t h o d  o f 
u t u re . Exp lo re s  h o w  sc a ry o ld  
“n e w  t e c h ” w a s  & re in fo rc e s  
t h a t  w h ile  it  m a y se e m  w e ird  a t  
firs t , it ’s  n o rm a l n o w .

https://workingnotworking.com/projects/301537-normal-now-electrify-america
https://workingnotworking.com/projects/301537-normal-now-electrify-america


National Level Campaigns (Continued)
U.S. Department of Energy (2011)



International Campaign
UK Government’s Feel All Warm & Fuzzy Inside
Vid e o  h e re : h t t p s ://w w w .yo u t u b e .co m /w a t ch ? v=1p xFjrGMVe w

https://www.youtube.com/watch?v=1pxFjrGMVew


Product Campaign
Ikea’s Life is Full of Energy Thieves
Vid e o  h e re : h t t p s ://lb b o n lin e .co m /n e w s /ike a -h ig h lig h t s -e ve ryd a y-e n e rg y-t h ie ve s -in -
la t e s t -ca m p a ig n

https://lbbonline.com/news/ikea-highlights-everyday-energy-thieves-in-latest-campaign
https://lbbonline.com/news/ikea-highlights-everyday-energy-thieves-in-latest-campaign


Product Campaigns
Ikea’s It’s What Nature Would Do
Vid e o  h e re : h t t p s ://c a m p a ig n m e .co m /ike a s -n e w -ca m p a ig n -o n -su s t a in a b ilit y-sh o w s-t h e -ch a n g in g -re la t io n sh ip -o f-p e o p le -
w it h -n a t u re /

https://campaignme.com/ikeas-new-campaign-on-sustainability-shows-the-changing-relationship-of-people-with-nature/
https://campaignme.com/ikeas-new-campaign-on-sustainability-shows-the-changing-relationship-of-people-with-nature/


BDC
CO 

FOCUS

Bu ild in g  De c a rb o n iza t io n  Co a lit io n  (BDC) is  a  n a t io n a l c o a lit io n  t h a t  
w o rks  a c ro ss  9  s t a t e s  in c lu d in g  Co lo ra d o  t o  d rive  t h e  c le a n  b u ild in g s  
t ra n sfo rm a t io n  b y b u ild in g  p a rt n e rsh ip s  w it h  u t ilit ie s , la b o r a n d  
w o rk fo rc e , e n viro n m e n t a l, c lim a t e  ju s t ic e , a n d  p u b lic  h e a lt h  
s t a ke h o ld e rs .



BDC - The Switch is On
Th e  Sw it c h  Is  On  in it ia t ive  w a s  la u n c h e d  in  20 19  b y t h e  Bu ild in g  
De c a rb o n iza t io n  Co a lit io n  (BDC) t o  e d u c a t e , in sp ire , a n d  m a ke  
sw it c h in g  t o  e le c t ric  a p p lia n c e s  e a s ie r fo r c o m m u n it ie s , 
c o n t ra c t o rs , a n d  a ll t h o se  w h o  live  a n d  w o rk  in  b u ild in g s .

CO 
FOCUS

http://www.youtube.com/watch?v=BtTChd-3Egk


What others are saying…
CO 

FOCUS

Yo u Tu b e  c h a n n e l is  
fille d  w it h  vid e o s  
a d d re ss in g  a ll k in d s  o f 
q u e s t io n s  + c o n c e rn s  
a b o u t  sw it c h in g  t o  
e le c t ric . Vie w s  a re  
q u it e  lo w , h o w e ve r.

http://www.youtube.com/watch?v=s6Lucsx1uVs
http://www.youtube.com/watch?v=BtTChd-3Egk
http://www.youtube.com/watch?v=KOi7VdmGct0
http://www.youtube.com/watch?v=pfXZjXrvyXk
http://www.youtube.com/watch?v=21uDUfQvPCs


MEAM - Electrify your Life
STATE

Mu n ic ip a l Ele c t ric  Asso c ia t io n  o f Ma ssa c h u se t t s  p ro vid e s  so c ia l m e d ia  
c o n t e n t  fo r Ut ilit y c o m p a n ie s  t o  sh a re . Fo c u s  o n  p o w e r, a n d  e n e rg y p u n s  t h a t  
e m p o w e r yo u  t o  b e  t h e  h e ro , b e  sm a rt , b e  se a so n a l a n d  sa ve  m o n e y



Rewiring America 
NATIONAL

Na t io n a l n o n -p ro fit  o rg a n iza t io n  t h a t  p ro vid e s  c o n su m e r-fa c in g  
c o n t e n t  t o  e le c t rify in  a d d it io n a l t o  re se a rc h  re so u rc e s  o n  a d o p t io n  b e s t  
p ra c t ic e  a c ro ss  ke y g ro u p s . 

Consumer-facing microsite

https://homes.rewiringamerica.org/


Rewiring America (2 of 3) 
NATIONAL



Rewiring America (3 of 3) 
NATIONAL



Gas Leaks 
NATIONAL

Na t io n a l n o n -p ro fit  o rg a n iza t io n  t h a t  se e ks  t o  e xp o se  t h e  t ru t h  a b o u t  t h e  d a n g e r o f 
n a t u ra l g a s  a n d  t h e  Fo ss il Fu e l In d u s t ry’s  d is in fo rm a t ion  m a c h in e . Use s  h u m o r o f 
‘Bre a k  Up  w it h  Ga s’ a n d  ‘Ho t  & To xic ’ sp o o f re a lit y s t a r sh o w . 



City Level Campaigns 
CITY

Bo u ld e r Co u n t y c a m p a ig n  o n  e le c t rific a t io n  u se s  
h u m o r o f a n im a t e d  b e a r t o  sh o w  b e n e fit s  o f 
g o in g  e le c t ric .  No  c a m p a ig n  re su lt s  a va ila b le . 
Co n t e n t  re le a se d  o n  In s t a g ra m , Yo u Tu b e  in  t h e  
la s t  m o n t h  (Bo u ld e r Co u n t y)

Bre a k  u p  w it h  Ga s  c a m p a ig n  fro m  
Cle a n P o w e rSF, s it e  a t t ra c t e d  10 ,0 0 0  vis it o rs , 70 0  
fo llo w e d  lin ks  t o  fin d  o u t  a b o u t  in c e n t ive s  
(Cle a n P o w e rSF)

Bo u ld e r Co u n t y Sa n  Fra n c isc o

https://bouldercounty.gov/livingelectric/
https://static1.squarespace.com/static/5a79fded4c326db242490272/t/64cbcc599e62ec6943efc06e/1691077722285/CleanPowerSF+Quarterly+Report_Q3_August+2023_FINAL.pdf)


City Level Campaigns (2 of 2) 
CITY

No n -p ro ft  w o rk in g  t o  d e c a rb o n ize  W a sh in g t o n  DC.

ElectrifyDC



Healthy Homes
NATIONAL 

+ STATE

Na t io n a l HUD c a m p a ig n  t o  su p p o rt  lo w  in c o m e  fa m ilie s  
w it h  h e a lt h ie r h o m e s  c o ve rin g  h e a lt h , sa fe t y a n d  
e n viro n m e n t , su p p o rt e d  b y lo c a l c a m p a ig n s . Fe d e ra l 
fu n d in g  ju s t  g o t  p u lle d . 

https://www.orangecountync.gov/656/Healthy-Homes
https://www.greenandhealthyhomes.org/news/events/
https://www.hcdnnj.org/healthyhomescommunities
https://www.kcmo.gov/city-hall/departments/health/environmental-health-services/tenant-information-healthy-homes-rental-inspection-program
https://www.healthyhomesfair.org/
https://www.facebook.com/ohiohealthyhomesnetwork/


Green & Resilient Retrofit
NATIONAL 

+ STATE

Na t io n a l HUD c a m p a ig n  t o  su p p o rt  
b u ild in g  re t ro fit  w it h  fu n d in g  fo r e n e rg y 
e ffic ie n c y a n d  b u ild in g  m a t e ria ls .



Efficiency
STATE
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