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• Founded in 2002 by The Connecticut Clean Energy Fund, The 
Pew Charitable Trusts, The John Merck Fund, The Surdna 
Foundation, The Emily Hall Tremaine Foundation and The 
Rockefeller Brothers Fund.

• Today our clients include utility companies, state agencies, 
private companies, the federal government and private 
foundations.

• We were named “The Best Non-Profit Marketing Firm in the 
US” in 2014 & 2015. And the Best Marketing Agency of the Year 
in 2016.

Background on SmartPower



For organizations and companies looking to engage customers in energy
efficiency and clean energy actions, SmartPower is the bridge linking
directly to residents and businesses.

Named the Unites States’ best non-profit marketing firm,
SmartPower's exclusive focus on energy efficiency and clean energy
results in high visibility, high impact campaigns designed to transform
how customers use, adopt and invest in clean energy and energy
efficiency. Our on-the-ground campaigns & conversations
consistently result in strong customer satisfaction.

We provide strategic program design and implementation that
transforms how your customers use, adopt and invest in clean energy
and energy efficiency.

Who Is SmartPower?



A Sample of SmartPower Clients



Solarize: It’s Not Just For Solar!

• Without a “trusted brand”,
people Need A “Trusted
friend” to navigate a
confusing marketplace.

• Word of mouth marketing
and “on-the-ground
outreach” can work for
solar, (residential,
community, tags, etc.)
energy efficiency, water,
electric vehicles – and a host
of products and gadgets.



What Do These Consumer Products Have In 
Common?



What Do These Consumer Products Have In 
Common?

• They all entered the
consumer marketplace
through on-the-ground
marketing and peer-to-
peer outreach.

• And all of them –
save for one – no longer
rely upon the on-the-
ground
outreach.

• The others, you can buy at
any CVS, Walgreens or Wal-
Mart



The Solution: It’s A Tupperware Party

“Just as Tupperware 
failed to fly off store 
shelves without a 
salesperson showing 
customers how to work 
the airtight seal, which 
inspired the party-plan 
model, solar panels often 
require demonstration 
and explanation to make 
the sale.”

Solar Industry Borrows a 
Page, and a Party, From 

Tupperware



Solar is Contagious: The Peer Effects To Solarize 



Current Community + 
Stakeholders

Community + 
Stakeholders +

Social Networks

Solarize 
Connecticut

Creating “The Tipping Point”



Solarize Research

After studying installations in Connecticut, researchers at 
Yale and Duke University concluded: 

•The single most important factor driving whether a given house installed 
solar was peer influence -- whether other houses nearby had recently done 
so.

•There is not as much difference for other socioeconomic and demographic 
factors - income, political party registration and the unemployment rate were 
not driving factors.

•The installation of one additional solar rooftop project within the 
past six months in a community increased the average number of 
installations within a half mile radius by almost one half.



Solarize is an on-the-ground outreach 

campaign that aims to leverage social interactions 

to encourage people to buy solar.  Through Solarize 

we increase the “peer effects” by creating:

• Buy-in from town/community leaders

• Peer to peer outreach from 

Solar ambassadors (or solar volunteers)

• Community meetings

• Group pricing discounts

• Social media campaigns

What is Solarize?



Goals of Solarize

Solarize is designed to reduce customer acquisition costs and other

common barriers to promote greater adoption of solar energy.

• Bring together a critical mass of educated, engaged solar 

customers.

• Reduce cost of solar installations for all solar participants.

• Raise awareness and increase the adoption of solar energy. 



•Launched in 4 communities – now expanded to over 70 communities 
state-wide; (Plus, NC, SC, RI, MA, PA, CA etc.)

•Working through community groups, local media, social media and city 
and town leaders we have increased residential and small business solar 
throughout the state;

•We host various events and work 
through existing local organizations;

•These aren’t canvassing campaigns –
but rather, community outreach.

An On-The-Ground Outreach Campaign 

To Increase Residential Solar



•We RFP Local Solar Installers to select a single 
installer for each 16 – 20 week long “Solarize” 
Campaign.

•We RFP the communities where we run Solarize 
Campaigns in order to get “Buy in” from the 
communities.

We Work With Town Leaders & Community Groups



Solarize Connecticut

• Generally each Solarize Campaign lasts 20 Weeks in a city or 
town;

• One solar installer is selected per town;

• Tested variations of the program:

 “Solarize Choice”
 “Solarize Express”

 “Solarize Classic”





Solarize Success!

 $100 million of solar installed – on investments of less than $3.5 
million 

 More than 3500 residential homes “solarized” (2,339 in CT in 70 
Communities)

 More than 20,000 residents inquired about solar energy for their homes

 More than 28 MW installed (over 18 MW in Connecticut)

 More than 25,000 Metric Tons of Green House Gases Reduced

 20-25% reduction in cost of solar 



Going Deeper & Best Practices

Putting Together Your Solarize Campaign

Campaign Outreach and Market Planning



Typical Solarize Timeline

Weeks 

1- 4

Week 5

Weeks

6 - 19

Week

20

Pre-Launch: Installer Selection, 

Outreach and Marketing Planning

Launch: Campaign Sign Ups Begin

Public Outreach Campaign: Education 

Events, Bi-Weekly calls, Solar Tours

Campaign Ends, Celebrate Success
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Defining Team Roles: Everyone Has A Role 

 Assign a Team leader

 Select a Coordinator 

for media outreach 

(print, radio, social)

 Coordinator for solar 

ambassadors 

 Scheduler for 

workshops/events

 Email attendees 

invitations

 Setting bi-weekly 

agendas/meetings 

 Building and 

Maintaining Database

 Taking pictures at 

events and 

maintaining photo 

album



Building an Outreach Strategy

•Identify Outreach Opportunities –

• Look at local calendars and tap into 

existing events

• Create your own events: workshops at 

libraries, solar home tours, financing 

workshops, etc.

• Work with Partners to plan events

• Churches, schools, Rotary Clubs, etc.

• Feed the Pipeline



Partnerships and Tapping into Existing Social Networks

• What organizations do team members have established 
relationships?

• What organizations share a common message or interest? 

• Identify influential organizations in the community that are 
effective in in connecting with people and in their work

• Keep in mind that partnering organizations do not need to 
share an obvious interest in environmental issues or solar, but 
may see the benefits to the members/constituents for 
supporting the program. 

About 20% of people who go solar through Solarize 
have never considered solar before!!



Create Compelling Marketing Materials

 Don’t over-clutter your 
materials (flyers, 
banners, etc.) with too 
many words.  

 Remember, you want 
to engage people with 
just enough 
information so they 
want to learn more.  



Create Compelling Marketing Materials

 Highlight messaging for the 
audience: 

• Maybe it’s the discount on 
the price of solar?

• Maybe it’s the pre-screened 
solar installer?

• Maybe it’s the ability to 
reduce energy costs?

• Remember: Deadlines are 
key!! 

• Website URL -- Goal is to get 
viewers to attend a meeting or go 
to the website



Creating visibility for the campaign

 Identify high visibility locations across your 
community to place banners, yard signs and flyers. 
Check with planning commission/zoning officer about 
regulations.

 Locate key bulletin boards across town to display an 
event flyer (libraries, coffee shops, local grocery 
stories, etc.).  

 Find out if you can pass out campaign flyers at the 
town’s waste station or inside a tax or water bill.

 Remember – this is a LOCAL campaign.  
Local…local…local.



Strategies for a Successful Launch

 Plan event with enough 
advance notice.

 Build excitement for the 
event – media, email 
invitations, social media, 
flyers.

 Advertise on 
community/partner websites 
and newsletters

 Set up registration for event

 Send press release about one 
week before event

 Plan to have local leader to 
speak at event

 Hold interviews with local 
media

 Invite solar installers and 
solar ambassadors to attend

 Serve light food/refreshments

 Make it fun!

 Have fun!!



Types of Launch Events

1) Workshop Launch - A “Solar
101” presentation, more formal
presentation that lasts about 1.5
hours.

2) Launch Celebration/ Meet &

Greet – More of a party atmosphere,
a few informal comments from
Solarize organizers, local leaders, and
current solar owner(s); meet the
installers; usually shorter in length



Types of Launch Events

Common elements:
•Introduce Solarize team
•Give brief facts about solar – but remember, 

this isn’t a “seminar”!
•Provide information about how to get a solar quote.
•Drive people to the website.
•Local leader endorses campaign.
•Introduce the installer(s).
•Have solar ambassador give testimonial.
•Build off an event that partner organization is 
already hosting.
•Trust the instincts of your local volunteers.
•Create a festive, fun atmosphere.



Maintaining Campaign Momentum 
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http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=jBC8d1mfNqFeWM&tbnid=KJsCsBGL1fDvUM:&ved=0CAUQjRw&url=http://www.westhartford.org/living_here/things_to_do/park_road_parade/parade_photos.php&ei=ZWrUUpHlEouhsQTP-YC4Dg&bvm=bv.59026428,d.eW0&psig=AFQjCNEvJaGHqLX4VcQ_-gr4rDs6eeph1A&ust=1389738974969134


Bi-weekly team call w/ team & installer

• Check on progress of campaign at these calls – number of inquires, 
site visits, quotes provided, signed contracts.

• Make sure the installer is providing updates/ metric tracking. 
• Talk about any problems, glitches or concerns.
• Review upcoming outreach events to see if there are enough planned 

for next two to four weeks (or too much activity planned).
• Prepare for marketing collateral for upcoming events.
• Review website – is it up to date? Events and photos added?
• Is installer(s) keeping up with site visits and customer contact
• Share comments and anecdotes from potential customers.
• If installations are scheduled, plan to get out to take pictures.



Telling Your Community’s Solar 

Story
• Be able to articulate why you personally wanted to

participate in Solarize - personal stories matter and inspire

• As a team, decide on the message that you want to convey:
why it’s important for your community to expand solar?

• Include messaging from community leaders (spoken and
written). When trusted leaders endorse the campaign, more

people will consider solar.

“Durham is very pleased to have been part of the successful 
pilot program offered by Solarize  Connecticut. The model 
allowed us to reach the lowest price level available, saving 
residents money and helping the environment. The Solarize 
Connecticut program was a gratifying community-building 
experience.”

- Laura Francis, First Selectman, Durham, CT



Telling Your Community’s Solar Story

“Reducing Bridgeport’s carbon footprint and making the City the
cleanest and greenest in the region is my top priority.

We are excited that Bridgeport was selected to participate in
Solarize Connecticut and look forward to providing our residents
with the opportunity to reduce their energy costs while also
making Bridgeport a cleaner place to live. The City has received
more than 600 requests from residents looking to learn more
about solar energy, and we’re happy this opportunity is available
to our community.”

- Mayor Bill Finch, City of Bridgeport, CT



Types of Outreach Activities

•Launch Event
•Solar Home Tours
•Installation Parties
•Canvassing – identify good 

solar neighborhoods, door hangers
•Home gatherings
•Yard signs
•Collect contact information for everyone attending events so 
you can follow up with them
•“Solar Sundays”
•Solar “Trivia Nights” at local pubs
•School events are good local media stories
•Follow-up emails after events to those who have not 
requested a quote or have not responded to a quote
•Letters to the Editor and Op/eds in local newspapers and 
blogs.



The Importance of Solar Ambassadors

• People want to hear from other people 
who have purchased solar.

• In lieu of a “trusted brand”, a trusted 
friend or a trusted name becomes 
extremely important and valuable.

• They are one of the most effective and 
enthusiastic sales agents



The Importance of Solar Ambassadors

Solar Testimonials – Telling the stories

“If anyone asks me about solar, I say yes

absolutely do it! Our electric bills are almost

nothing and that includes the electric car, the

air conditioning, everything. I get satisfaction

about saving money. But when I read about

climate change, I get satisfaction knowing that

my house is not contributing to climate change,

and knowing that we’re not contributing to

dependence on foreign oil.”

- Lloyd Trufelman and Allison Chernow, 

Bedford, NY



How Does This Happen?

Local Media Stories Help Build Awareness



Using Media to Build Success

• Letters to the Editor

• Earned media – feature articles 

• Human interest stories: Live installations and 
Solar Home Tours

• Social Media

• Develop relationship with reporters



Developing a Media Plan 

• Identify local media and contacts (editors and reporters) at local 
papers, radio stations, online news publications, local cable access 
stations, etc.  

• Articles in the local newspaper are one of the strongest ways to 
drive traffic to your website.

• Press release-worthy events:  Campaign launch, the first live 
installation, a solar tour, and  end of the program. Follow up with a 
call to specific reporters after press release sent.

• Remember “media” isn’t just the local newspaper – it’s blogs, 
postings to social media, listserves, etc.

• And local media has a long shelf-life – so post, repost...and post 
again!



Developing a Media Plan 

 Take pictures at your events (including a photo 
that includes the name of your Solarize program). 

 Place photos on website, Facebook and Twitter 
feeds.

 List events on the Event Calendar section of local 
papers.

 Tweet, Post and re-tweet and repost….



Outreach Tips to Engage Different Audiences

• Make sure that you are using the lingo and language of the 
community 

• Solar can provide a lower energy bill every month through loan 
programs for those who own their homes and have a newer roof. 
Energy is often an economic justice issue as residents in under-
resourced communities often pay a higher percentage of their 
income toward energy

• Connect residents with existing funding or financing programs

• Recognize the unique barriers the community has to overcome to 
go solar 

• Pairing with energy efficiency initiatives may be helpful



Celebrating Success During 

and at the End of the 

Campaign



Installation parties

• Arrange with installer and 
owner

• Some homes may not be 
suitable

• Send Media Notices in advance

• Success breeds success



End of Campaign Celebration

• Hold a gathering to recognize the volunteers and 
new solar owners

• Send out a press release

• Invite the press to attend

• Post pictures on Facebook

• Invite people who still are undecided about going 
solar

• Do a final solar home tour of all the sites that went 
solar during the campaign



After Solarize

• Link people to other energy initiatives in the 
community
o Since a majority of people who request a quote for solar 

will not actually purchase a system, this is a good time 
to encourage them (and those who went solar) to invest 
in other energy saving measures

• Keeping the solar momentum

• Hold an annual (or bi-annual) solar home tour
• Keep solar information active on your website
• Run another round of Solarize



Solarize Your Community

• Download the
guidebook for free:

• http://cbey.yale.edu/progra
ms-research/solar-energy-
evolution-and-diffusion-
studies-seeds

http://cbey.yale.edu/programs-research/solar-energy-evolution-and-diffusion-studies-seeds
http://cbey.yale.edu/programs-research/solar-energy-evolution-and-diffusion-studies-seeds


Thank You!

For More Information
Contact

Brian F. Keane, President
SmartPower

1120 Connecticut Avenue, NW
Suite 1040

Washington, DC 20036
202-775-2040

bkeane@smartpower.org


