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The Rapid Deployment Energy Efficiency (RDEE) Program Implementation Guide is 
designed to help state and local authorities and energy efficiency program 
administrators implement successful programs as they advance energy efficiency 
through the American Recovery and Reinvestment Act of 2009. 
 
The RDEE Implementation Guide was developed through a joint effort of the U.S. 
Environmental Protection Agency (EPA) and the U.S. Department of Energy (DOE), 
building upon technical information provided by the Leadership Group of the National 
Action Plan for Energy Efficiency. It was prepared by Peter Lemoine, Tyler Huebner, 
David Pickles, and Bill Prindle of ICF International. 
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Implementation Guide 

Rapid Deployment Energy Efficiency Toolkit 
 

I. Introduction and Purpose 
The American Recovery and Reinvestment Act (ARRA) contains over $18 billion in energy 
efficiency funding that qualifying entities (primarily states, cities, and counties) can pursue. The 
primary objectives of this funding are to build jobs, save energy, and build energy efficiency 
infrastructure for the longer-term. To accomplish these objectives, the Administration and 
Congress have placed heavy emphasis on transparency and accountability in the use of ARRA 
funds.1 At the same time, funds must be obligated and expended rapidly, to have a significant 
effect on economic recovery in the near future. 
 
The Rapid Deployment Energy Efficiency (RDEE) Toolkit is being provided to help 
recipients of ARRA funding meet these objectives and challenges. The Toolkit provides 
information on 10 different programs across the residential, commercial and industrial sectors, 
drawn from the experience of hundreds of federal, state, local, private, and utility organizations.2 
In many cases, these programs have undergone years of scrutiny by diverse groups of 
stakeholders in both their design and implementation, and have been used to distribute hundreds 
of millions of dollars in training, support, marketing, administration, and customer incentives. 
And, in some cases, these programs present opportunities for leveraging field-tested, pre-existing 
infrastructure. The programs included in the Toolkit are: 
 

1. Home Performance with ENERGY STAR 

2. ENERGY STAR Labeled Products 

3. Residential Efficient Heating and Cooling  

4. Residential Energy Audit and Direct Installation 

5. Non-Residential On-Site Energy Manager 

6. Non-Residential Prescriptive Rebates 

7. Non-Residential Retro-commissioning 

8. Non-Residential Benchmarking and Performance 

9. Non-Residential Custom Incentives 

10. Commercial Food Service Efficiency 
 
 
 
 
                                                 
1 See http://www.recovery.gov/?q=content/accountability-and-transparency. 
2 This includes the experience of the participants in the National Action Plan for Energy Efficiency, a public private 
initiative to pursue all cost-effective energy efficiency by 2025, www.epa.gov/eeactionplan. 
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The Toolkit consists of two Guides: 

 Planning Guide.  The Planning Guide, initially released on April 1, 2009, provides the 
information that state and local government recipients of ARRA funding need as they 
plan for the RDEE programs, both individually and as part of a portfolio of programs. 
The Planning Guide includes snapshots of each of the RDEE programs. It is available on 
the Web at www.epa.gov/cleanenergy/documents/rdee_planning_guide.pdf. 

 Implementation Guide.  This Implementation Guide provides the information that state 
and local government recipients of ARRA funding need as they prepare to implement 
RDEE programs, both individually and as part of a portfolio of programs.  The 
Implementation Guide is being released in two phases, as outlined below:  

 

Phase I – Included in This Document 

 Program/Portfolio Benchmarking 

 Overview of Strategies for Customer Targeting and Marketing 

 Training Needs and Resources Overview 

 

Phase II – Available in June, 2009 

 Marketing Strategies and Tactics for Each RDEE Program 

 Examples of and Links to Specific Trainings 

 Templates of and Links to RFPs and Proposal Evaluation Matrices 

 Detailed Program Timelines  

 Measurement and Verification Details 

 

II. Program/Portfolio Benchmarking 
 
Benchmarking your set of proposed programs against the performance of existing programs 
nationwide is a useful exercise as it provides a “reality check” before submitting your Master 
Plan to DOE. In this section, we discuss four metrics for benchmarking your set of programs: 
 

1. Cost per first-year kWh3. The U.S. Energy Information Administration and ACEEE 
provide data on the cost-effectiveness of programs run by program administrators 
spending $1M or more on energy efficiency initiatives in 2006. 

2. Annual energy savings as a percentage of total statewide kWh sales. Recent industry data 
illustrate the range of impacts energy efficiency programs have had on electricity sales in 
states, as well as Energy Policy Act (EPACT) of 2005 savings goals. 

                                                 
3Cost per first-year kWh is defined as total program costs during the first program year, divided by total programs 
savings gained during the first program year. 
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3. Savings by end-use. Experience strongly suggests that lighting improvements account for 
a large fraction of verified program savings, especially in the first few years programs of 
implementation.   

4. Residential versus nonresidential spending and savings. What are reasonable ratios of 
residential to nonresidential program spending and savings? 

 
The table below illustrates the range of typical values for each of these metrics, derived from 
several published sources. 
 

Total Program Benchmarking Metrics 

 
Benchmarking Metric  "Guidepost" Value(s) Source

$ per 1st year kWh $0.14 ‐ $0.44/kWh
† U.S. EIA; ACEEE

Median annual  energy savings  as  a % of statewide electricity sales 0.4% ‐ 0.7% Summit Blue; ACEEE

EPACT 2005 goal  (25% per capita reduction of 1990 levels  by 2012)  2% + DOE SEP FOA

60% ‐ 80% l ighting

(decreasing over time)

Residential  Spending (% of total) 40% ‐ 45% ICF; ACEEE

Residential  Savings  (% of total) 35% ‐ 40% ICF; ACEEE

†
The  DOE's  cost‐effectiveness  metric i s  in Mbtu/$1000. These  values  trans late  to 25‐70 Mbtu/$1000 in program spending

Savings  by end‐use ACEEE

 
 
Conceptually similar programs can vary widely state to state, reflecting the variance in markets 
and economies across the country; therefore, as with other metrics in this toolkit, we suggest 
using these benchmarking as guideposts rather than as hard targets for balancing your set of 
programs. 
 
Cost per kWh 
 
The DOE’s cost-effectiveness guide in the SEP Formula Grant FOA is 10 million source Btus 
(10 MBtus) per $1000 in energy efficiency program spending. This translates to approximately 
$1 per kWh.  
 
An analysis of U.S. Energy Information Agency data4 shows that of the 70 program 
administrators (including utilities, states, local governments and other entities) spending $1 
million or more on energy efficiency programs in 2006, 63 (90%) spent less than $1 per annual 
kWh savings. The median cost was approximately $0.25 per kWh, or 40 Mbtu per $1000.5   A 
similar analysis using 2006 data in ACEEE’s 2008 State Energy Efficiency Scorecard shows 
similar results at the state level. The median cost in that analysis is approximately $0.19 per 
annual kWh, or 50 Mbtu per $1000.6  

                                                 
4 Note: EIA Form 861 data is self-reported by utilities and other program administrators; therefore there may be 
some inconsistencies in terms of how the administrators calculated program cost metrics. 
5 U.S. Department of Energy (DOE), Energy Information Administration (EIA), Form 861 Data, 2006. 
6 American Council for an Energy-Efficient Economy. “2008 State Energy Efficiency Scorecard,” ACEEE Report 
#E086, October 2008. 

 6



 

 
Experience with the programs in the Toolkit shows that most of the ten programs are expected to 
achieve cost-effectiveness levels above the median on an individual program basis, and in 
combination would be expected to achieve cost-effectiveness levels well above $0.19 - 
$0.25/kWh. 
 
Annual energy savings as a percentage of total statewide kWh sales 
 
Many states have energy efficiency goals on the order of 1% or more of total annual energy use, 
which is aggressive relative to actual, verified savings of programs across the country. Only a 
handful states (among them CA, VT and CT) have breached the 1% mark in the past. Recent 
studies suggest that median annual electricity savings for larger programs is somewhere between 
0.4% and 0.7% of annual statewide kWh sales – these states are spending approximately 0.5% to 
1.5% of their annual sales to achieve this level of savings.  The Energy Policy Act of 2005 
(EPACT) goals suggest reductions that go beyond the most aggressive state-mandated savings 
goals. EPACT asks states to reduce energy use 25% per capita from 1990 levels by 2012.7 In 
order to reach this goal, even states that have been running successful programs for many years 
will need to significantly step-up their efforts and achieve annual savings of 2% or more per 
year. Achieving these results presents a serious, but technically feasible challenge to all states. 
 
Savings by end-use 
 
Evaluation, Measurement and Verification (EM&V) of energy efficiency programs over time 
suggests that programs have saved more energy by installing lighting measures than through all 
other end-uses combined. For example, lighting accounts for approximately 60% to 75% of total 
savings in five states considered leaders in energy efficiency – California, Rhode Island, 
Vermont, New Jersey and Wisconsin.8  
 
For better or for worse, states implementing programs in regions with low market penetration of 
energy efficient technologies should plan for a large majority of their savings to come through 
lighting measures over the next few years; for better, because lighting represents “low-hanging 
fruit,” e.g. quick and easy savings across all market sectors; for worse, because lighting is only 
one of many energy end-uses, and higher performance standards for general service consumer 
lamps, including CFLs, will start to phase-in in 2012. This means that in order to meet both 
national and state energy efficiency goals all program administrators must now set the 
groundwork for achieving a majority of savings outside of lighting. 
 

Residential versus nonresidential spending and savings 

Nonresidential energy savings is usually cheaper than residential energy savings, largely because 

                                                 
7 Section 9.1B of the FOA states, “Each state must describe within the Master File in the 2009 State Plan how it 
intends to achieve 25 percent (or more) along with any initial/preliminary progress toward achieving the 
improvement goal…DOE realizes that many States have developed State Energy Strategic Plans that include energy 
efficiency and renewable goals. Goals that are less than EPACT’s 25 percent requirement may be considered interim 
goals for meeting that requirement.” 
8 American Council for an Energy-Efficient Economy, “Meeting Aggressive New State Goals for Utility-Sector 
Energy Efficiency: Examining Key Factors Associated With High Savings,” Report # U01, March 2009. 
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residential projects tend to be smaller in scale and it usually takes more administrative and 
marketing dollars to successfully engage a homeowner than it does a business owner.  

Among leading states, nonresidential savings is approximately 20% to 40% cheaper than 
residential savings; on average, residential program spending is approximately 45% of total 
energy efficiency spending and accounts for approximately 40% of energy savings. Conversely, 
nonresidential program spending among these states averaged about 55% of total spending and 
60% of savings.9 These ratios will vary considerably state-to-state depending on a variety of 
factors, including whether large energy users (e.g. industrial customers) have the ability to opt-
out of paying for and/or being targeted for program participation. 

 

III. Overview of Strategies for Customer Targeting and Marketing 
 
Three conditions need to be met for an energy efficiency program to be successful. First, there 
must be market potential for the products and services offered by the program. Second, the 
program must be cost-effective from both the program administrator’s and participant’s 
perspectives. Finally, target audiences must know about and understand the advantages of 
participating in the program. Marketing fulfills this third condition of a successful program. 
 
In this section we briefly review the key components of planning for successful, cost-effective 
energy efficiency program marketing, including researching and defining target markets, and 
developing marketing strategies. The information in this section is intended to help states and 
local governments identify basic marketing strategies and tactics that can be incorporated into 
program submissions for ARRA funding, providing a more complete picture of planned 
programs (the call-out box at left illustrates how states can incorporate the information in this 
section into a simple high level marketing plan for use in their ARRA funding applications).  

Phase II of the RDEE Implementation 
Guide, to be released in June, will 
contain more detailed planning 
guidance for developing tailored 
marketing strategies and associated 
tactics for each of the ten RDEE 
programs. 
 
This section begins by discussing, at a 
high level, how to define target 
markets for each RDEE program, and 
then continues with an overview of 
illustrative marketing strategies and 
tactics. We also provide an overview 
of typical program marketing costs.  
 
 
 
                                                 

9 Ibid. 
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Example RDEE Marketing Plan Summary
 

Program:  
Non‐Residential Prescriptive  
Target Market: 
The program is targeted at commercial, institutional, and industrial 
customers.  

Marketing Plan Summary:  

Primary marketing strategies to reach commercial, institutional and 
industrial customers include: 

 Establishing an online presence: Building and regularly updating a 
program Web site, posting ads on local Web sites, sending email 
newsletters to target groups, developing key‐word targeted text ads 
(i.e. Google adwords) 

 Mass media: Radio spots, TV ads, press releases, posting local 
newspaper and magazine adds, attending local business events 

 Direct Marketing: Direct mail, door hangers, bill stuffers, PSAs or 
Ads in trade publications, In‐store/retail point‐of‐purchase (POP) 
displays, targeted  small business outreach 

Primary marketing strategies to reach trade allies, such as installation 
contractors and retailers include: 

 Establishing an online presence: Building and regularly updating a 
program Web site, posting ads on local Web sites, sending email 
newsletters to relevant business organization, developing key‐word 
targeted text ads (i.e. Google adwords) 

 Contractor trainings 

 Vendor breakfasts/workshops



 

 
Researching and Defining Target Markets 
 
Successful program marketing requires a clear understanding of target audiences, including both 
end-users (i.e. homeowner and business people) and market actors, or “trade allies.” Ideally, this 
understanding comes through substantial market research on the saturation of energy efficient 
technologies and services, as well as research on local demographics, housing stock, and 
economic activity. Since states and local governments may lack comprehensive data of this 
nature, we provide here some high level guidance for planning purposes.  
 
The snapshots in the RDEE Planning Guide include target markets for each program. For 
example, the target market for Home Performance with ENERGY STAR (HPwES) is typically 
homeowners with homes 15 years or older. Therefore, a HPwES marketing campaign will focus 
its tactics on this group. But there are other key market actors in moving a successful HPwES 
program, most notably home performance contractors, so naturally the program must also take 
steps to recruit and train members of this business community. Primary target markets for each 
program, as well as key trade ally target markets are summarized in Table 1. 
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Table 1. Program Target Audiences 

 

Program Primary Target Markets

Key Market 

Actors/Trade 

Allies

RESIDENTIAL

ENERGY STAR Products  Homeowners and renters  Retailers

Easy Audit and Direct Install  Homeowners 
Performance 

contractors

HPwES
 Typically homeowners who own homes 

that are 15 years or older 

Performance 

contractors

Efficient Heating and Cooling Homeowners with CACs and furnaces HVAC contractors

NON‐RESIDENTIAL

Prescriptive
 Commercial, institutional, and industrial 

customers 

Retailers; 

installation 

contractors

Custom
 Medium and large commercial, industrial, 

and institutional customers 

Retailers; 

installation 

contractors

Retrocommissioning

 Business owners and building managers 

with commercial facilities that are large 

and/or particularly energy intensive 

Commissioning 

providers

Commercial Benchmarking and 

Performance

 Business owners and building managers 

with commercial facilities that are large 

and/or particularly energy intensive 

Energy service 

professionals

On‐Site Energy Manager

 Business owners and building managers  

with commercial facilities that are large 

and/or particularly energy intensive 

Energy service 

professionals

Commercial Food Service Restaurant owners and managers

 Food service 

suppliers and 

distributors   
 
In the section below, we discuss illustrative marketing strategies and tactics that have been used 
to successfully reach each of these target markets. 
 
Adopting Key Marketing Strategies 
 
There is a range of marketing strategies and associated tactics that successful energy efficiency 
programs have used to reach prospective participants.  The strategies and tactics below are drawn 
from program literature and experience; they are not meant to provide an exhaustive list nor are 
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they necessarily required for the success of an individual program.  The strategies and tactics 
best suited for each program depend in part on the unique circumstances of the state or local 
government administering the program.  
 

 Creating an on-line presence. Illustrative tactics include: 
o Program Web sites (see call-out 

box at right) 
The Importance of Program Websites 
 
One strategy that is found in most, if not all, 
successful energy efficiency programs is the 
creation of an online presence; more 
specifically, an “energy efficiency landing 
page” from which Web site visitors can easily 
navigate to appropriate program Web pages. 
Examples of such a landing page include the 
following: 

 Wisconsin Focus on Energy. 
www.focusonenergy.com 

 New York State Energy and Research 
Development Authority. 
getenergysmart.org  

 Pacific Gas & Electric, Residential 
Programs. 
www.pge.com/myhome/saveenergymo
ney/energysavingprograms 

 Oncor Electric. 
www.oncor.com/electricity/teem 

A well‐designed program Webpage can have a 
significant influence on program participation, 
making it easy for target audiences to find and 
act on program information. For many 
successful program administrators, the main 
purpose of most of their marketing collateral is 
to drive potential participants to the program 
Web site. One of the advantages of Web sites 
is that they can be updated on a regular basis 
at relatively low cost, while printed materials 
can be costly and time‐consuming to keep 
current. 

o Ads on local Web sites 
o Keyword-targeted text ads (i.e. 

Google adwords) 
o Email newsletter 

 Reaching out through the mass media. 
Illustrative tactics include: 

o Radio advertising/new or talk 
radio spots 

o Newspaper/local magazine ads 
o TV advertising 
o Feature story opportunities (on 

TV news) 
o Press releases and proactive 

media relations 
o Press conferences with key 

political figures (i.e. mayors, 
governors) 

o School Events 
 Marketing directly to primary target 

audiences. Illustrative tactics include: 
o Direct mail 
o Door hangers 
o Bill stuffers 
o PSAs or Ads in trade 

publications 
o In-store/retail point-of-purchase 

(POP) displays 
o Collateral (stickers, pens, magnets, window clings, etc.) 
o Community event attendance 

 Marketing directly to trade allies/contractors. Illustrative tactics include: 
o Contractor trainings 
o Phone (contractors/trade ally contacts) 
o Vendor breakfasts/workshops 
o Ads in trade publications 
o Attending trade shows 
o Vendor incentives (e.g. recognition, awards, listing on Web site) 
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Key Marketing Strategies for Residential Programs 
 
In addition to a strong online presence, residential program marketing generally benefits from a 
heavier emphasis on mass media (i.e. radio) and traditional collateral (i.e. point-of-purchase 
displays) than does nonresidential program marketing. This is especially the case with the 
ENERGY STAR Products program because customers often learn about efficient products 
through traditional media channels, and then make final decisions on lighting and appliance 
purchases while shopping retail locations. Table 2 summarizes illustrative marketing strategies 
and tactics for each residential program. In designing their residential program marketing 
strategies, states can chose from amongst the associated strategies and tactics that they think will 
be most successful at reaching target markets in their area. The table describes which audience 
for each program (as shown in Table 1) is typically the target of each tactic; 
 
Key Marketing Strategies for Nonresidential Programs 
 
Nonresidential programs are largely contractor and supplier driven, so mass media is generally 
not as important as it is with residential initiatives, although ads in trade publications and 
attending trade events can be effective. Table 3 below summarizes illustrative marketing 
strategies and tactics for each nonresidential program. The table describes which audience for 
each program (as shown in Table 1) is typically the target of each tactic; for example, for the 
Commercial Food Service program, targeted small business outreach is applicable to restaurant 
owner and managers.  
 
 
 
 
 



 

Table 2. Residential Marketing Strategies 
 

Marketing 

Strategy
Tactic Summary notes ENERGY STAR Products

Easy Audit and 

Direct Install
HPwES

Efficient Heating and 

Cooling

Program Web sites

Ads on local Web sites

Keyword‐targeted text ads (i.e. Google 

adwords)

Email newsletter

Radio advertising/new or talk radio spots

Newspaper/local magazine ads

TV advertising
TargetAudience: 

Homeowners/renters  

Feature story opportunities (on TV news)
less cost‐effective tactic for this 

program

Typically less cost‐

effective tactic for this 

program

Press releases and proactive media relations

Press conferences with key political figures 

(i.e. mayors, governors)

School events
Students can help drive parent 

purchase decisions

Targetaudience: 

Homeowners/renters; retailers

Direct mail

Door hangers

Bill stuffers

PSAs or Ads in trade publications Targetaudience: Retailers

In‐store/retail point‐of‐purchase (POP) 

displays

Targetaudience: 

Homeowners/renters           

Targetaudience: Retailers

Collateral (stickers, pens, magnets, window 

clings, etc.)

Community event attendance 

Contractor trainings
Usually not applicable to this 

program

Phone (contractors/trade ally contacts)

Vendor breakfasts/workshops

Ads in trade publications

Attending trade shows

Vendor incentives (e.g. recognition, awards, 

listing on Web site)

Applicable to all target markets

Less cost‐effective tactic for these programs

Somewhat effective tactic for all Targetand TargetAudiences

TargetAudience: Performance 

contractors      

Online 

Presence

Less cost‐effective tactics, as these programs are largely 

contractor driven

Mass Media

TargetAudiences: Performance 

contractors; Homeowners

TargetAudience: Performance 

contractors; Homeowners

TargetAudience: 

Homeowners w/ CACs 

and furnaces

TargetAudience: Performance 

contractors; Homeowners

Applicable to all target markets

TargetAudience: HVAC 

Contractors   

TargetAudience:Home‐

owners w/ CACs and 

furnaces; HVAC 

Contractors;

Reaching out to, training and 

recognizing contractors are key 

tactics for all programs. Targetaudience: Retailers

TV ads are usually not cost‐effective tactics for these 

programs

Homeowners and renters rely 

heavily on the Web to learn about 

programs and products. Most other 

residential program marketing 

efforts should drive consumers to 

the program Web sites. All of the 

marketing tactics listed at left are 

relevant to each of the residential 

programs.

TargetAudience: 

Homeowners/renters  

Targetaudience: 

Homeowners/renters; Retailers

TargetAudience: Homeowners

TargetAudience: 

Homeowners w/ CACs 

and furnacesIn addition to the Web, many 

homeowners and renters learn 

about programs and products 

through traditional media outlets

Trade ally/ 

contractor  

Marketing

Direct 

Marketing

These efforts give programs 

greater political capital, in addition 

to greater legitimacy in the public's 

eye

Targetaudience: 

Homeowners/renters    
TargetAudience: Homeowners

TargetAudience: Performance 

contractors 
Traditional collateral such as this 

can be very effective for residential 

programs

TargetAudience: 

Homeowners w/ CACs and 

furnaces
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Table 3. Nonresidential Marketing Strategies 
 

Marketing 

Strategy
Tactic Summary Notes  Prescriptive Custom Retrocommissioning

Commercial 

Benchmarking 

and 

Performance

On‐Site 

Energy 

Manager

Commercial Food Service

Program Web sites

Target Audience: 

Business owners and 

managers; Retailers

Target Audience: 

Business owners and 

managers; 

Contractors/retailers

Target Audience: 

Commissioning 

Providers; 

Business owners 

and managers

Target Audience: Food 

service suppliers and 

distributors; 

Restaurant owners and 

managers

Ads on local Web sites

Target Audience: 

Business owners and 

managers; Retailers

Target Audience: 

Business owners and 

managers; 

Contractors/retailers

Target Audience: 

Restaurant owners and 

managers

Keyword‐targeted text ads (i.e. 

Google adwords)

Target Audience: 

Business owners and 

managers 

Target Audience: 

Restaurant owners and 

managers

Email newsletter 

Radio advertising/new or talk radio 

spots

TV advertising

Feature story opportunities (on TV 

news)

Less cost‐effective 

tactic for this program

Press releases and proactive media 

relations

Press conferences with key political 

figures (i.e. mayors, governors)

Newspaper/local magazine ads

Target Audience: 

Business owners and 

managers; Retailers

Attending community events

Direct mail

Target Audience: 

Business owners and 

managers   

Target Audience: 

Business owners 

and managers

Door hangers

Bill stuffers

PSAs or Ads in trade publications

In‐store/retail point‐of‐purchase 

(POP) displays

Less relevant than for 

residential, as most 

businesses go through 

contractors and/or 

suppliers for products

Targeted  small business outreach

Target Audience: 

Business owners and 

managers     

Target Audience: 

Restaurant owners and 

managers

Contractor trainings

Vendor breakfasts/workshops

Ads in trade publications

Attending trade shows

Vendor incentives (e.g. recognition, 

awards, listing on Web site

If utility, Account Managers 

(particularly for large customers)

Direct outreach to large 

businesses is an effective 

way to gain 

participants/savings

Effective tactic for all audiences

Typically not used for these programs

Less cost‐effective tactic for these programs ‐ trade publications are more appropriate

Effective tactic for all Primary and Secondary Audiences

Effective tactic for all audiences

Target Audience: 

Restaurant owners and 

managers

Less cost‐effective tactic for these programs

Effective tactic for all audiences

Target Audience: 

Commissioning 

Providers

Target Audience: 

Business owners and 

managers                           

Mass media ads are generally less important to nonresidential programs, as these programs tend 

to be more contractor driven, or have smaller target markets and participation targets

Possible large savings/high profile nature of some of the projects may lend themselves well to a 

TV spot

Effective tactic for all audiences

Less cost‐effective tactic for these programs

Direct 

Marketing

Trade ally/ 

contractor  

Marketing

Mass Media

Online 

presence

Target Audience: 

Business owners and 

building managers

Direct mail and similar 

tactics are still an 

effective tactics to gain 

program interest, 

particularly if it directs 

the audience to program 

Web sites

Target Audience: 

Retailers

Target Audience: 

Contractors /retailers

Target Audience: 

Business owners and 

managers; Retailers
Less cost‐effective tactics for these programs

Target Audience: Energy 

service professionals

Target Audience: Food 

service suppliers and 

distributors

Less cost‐effective tactic for these programs

Businesses rely heavily 

on the Web to learn 

about programs and 

products. Many other 

nonresidential program 

marketing efforts should 

drive consumers to the 

program Web sites.

Target Audience: 

Business owners and 

building managers

These efforts give 

programs greater 

political capital, in 

addition to greater 

legitimacy in the public's 

eye.

Reaching out to, training 

and recognizing 

contractors are key 

tactics for these 

programs ‐ these are 

important catalysts of 

market transformation.

Mass media ads are 

generally less important 

to nonresidential 

programs, as these 

programs tend to be 

more contractor driven, 

 
 



 

Illustrative Program Costs 
Program marketing costs vary considerably depending on market readiness for energy efficiency 
programs, the geographic distribution of eligible populations, and other factors. Residential 
program marketing budgets are typically 10-15% of total program budgets, whereas 
nonresidential budgets are usually lower, closer to 3-10% of total. Residential programs 
generally require larger marketing budgets because participants are often more difficult to reach, 
and because of higher levels of mass media activities.  For both residential and nonresidential 
programs, marketing costs tend to decrease over time as customers’ awareness and acceptance of 
energy efficiency increases; conversely, the proportion of program costs dedicated to incentives 
tend to increase over time. 
 
Table 4 shows an illustrative break-out of marketing costs that contribute to overall residential 
and nonresidential marketing budgets for programs in their first three years of implementation. 
During this early program period market research and creative development costs can be 
substantial, though ongoing market research is important even to mature programs. Direct mail 
and mass media usually play larger roles in residential programs, whereas contractor/trade ally 
related marketing costs (recruiting and training) are usually more substantial for nonresidential 
programs. 
 

Table 4. Illustrative Marketing Budgets  

Marketing Cost Category
Residential 

Programs

Non‐

residential 

Programs

Market Research and Creative Development 15% 15%

Web Related 10% 10%

Mass Media (i.e. Radio, TV & Print) 25% 10%

Direct mail, bill stuffers, etc. 10% 10%

Marketing Collateral (i.e. Brochures, point‐of‐purchase displays) 20% 25%

Recruiting and Training Trade Allies 20% 30%  
 
 

IV. Overview of Training Needs and Resources 
 
The RDEE Toolkit Planning Guide provides estimates of the number of new jobs that each 
RDEE Program could create. This section provides information on the skill level, relevant 
certifications, and training needed for these new jobs. States and local governments applying for 
ARRA energy efficiency funding can use this information as a starting point for building 
relationships with key trade allies and other program stakeholders.10 These relationships will be 
necessary to implement successful programs that create quality jobs for individuals and achieve 
energy savings 
 

                                                 
10 Phase II of the Implementation Guide will include examples of and links to specific training materials. 
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The necessary certifications, training infrastructure, worker readiness, and other factors will vary 
from state to state. Of critical importance is that programs are designed to take advantage of the 
existing local infrastructure of trade allies, including contractors, vendors, installers, auditors, 
and other skilled professionals. In addition, utility programs should be leveraged where they 
exist, as they are critical partners for undertaking energy-saving activities and reaching 
customers. In addition to the specific stakeholders listed in the tables, key stakeholders include 
community-based organizations, state labor departments, workforce investment boards, and state 
weatherization program offices. 
 
Both the degree of expertise required and the level of training provided by the program will vary 
among programs. The information below on “Program-Specific Training Needed” is intended to 
indicate the duration of time that the implementing organization (e.g. State Energy Office, 
County, or City) would train an organization or individual on how to participate in the program. 
For most programs, this assumes that the organization or individual already has the skills to do 
the work; in this case, the Program-Specific Training would only cover items such as 
participation contracts, rebate forms, verification of performance, and other program details and 
policies. In some cases, the program itself will likely provide training for contractors and other 
implementers. We noted this distinction where it applies. Programs are expected to cover the 
costs for Program-Specific Training. 
 
For newer markets, we expect that general energy efficiency education and training will be 
needed to bring participating entities up to speed. This education and training could cover 
general background on energy efficiency, an introduction to the specific program(s), and the 
details of participation.  
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Training Needs and Resources (Residential Programs) 
 

Program Trade Allies
Certifications 

Required

Technical Skill 

Level Required

Program Specific 

Training Needed
Notes

ENERGY STAR 

Products

• ENERGY STAR

• Retailers

• Manufacturers

Low ‐ Medium 0.5 ‐ 1 day

Expected that 1‐2 

days of general EE 

and ENERGY STAR 

training may also be 

needed.

Easy Audit and Direct 

Install

• ENERGY STAR

• BPI ‐ Building 

Performance Institute

• HERS ‐ Home Energy 

Rating System

• Local contractors

• Licensed 

contractor, but 

not all staff 

must be 

licensed.

Low

0.5 ‐ 1 day program 

training; 

1 ‐ 3 days skills 

training

Expect that the 

program will deliver 

training on how to 

perform "easy 

audits"

Home Performance 

with ENERGY STAR

• ENERGY STAR

• BPI ‐ Building 

Performance Institute

• HERS ‐ Home Energy 

Rating System

• Local contractors

• License, 

Insurance, Code‐

compliance

High 0.5 ‐ 1 day

Training for HERS and 

BPI are each 5 days; 

Expected that 

contractors will have 

certification or 

required skills upon 

entering program‐

specific training.

Efficient HVAC

• ENERGY STAR

• ACCA ‐ Air Conditioner 

• Contractors of America 

• Local HVAC contractors 

and distributors

Program 

certified to 

perform tune‐

ups and quality 

installations

High

0.5 ‐ 1 day program 

training; 

1 ‐ 3 days AC Tune‐

up skills training

AC Tune‐up skills 

training should focus 

on use of commonly 

accepted diagnostic 

tools

R
es
id
en
ti
al
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 Training Needs and Resources (Non-Residential Programs) 
 

Program Trade Allies
Certifications 

Required

Technical Skill 

Level Required

Program Specific 

Training Needed Notes

Prescriptive

• ENERGY STAR products

• Local contractors

• ESCOs

• Labor and Contractor 

Organizations 

Contractors 

license 

preferred

Medium 0.5 ‐ 1 day

Some states may 

already or may want 

to consider making 

contractor's license a 

requirement.

Custom

• Local Contractors

• Engineering Firms

• ESCOs

• Contractors 

license usually 

needed

• Contractors 

often have 

engineering 

education

High 1‐3 days

Some states may 

already or may want 

to consider making 

contractor's license a 

requirement.

Retrocommissioning

• Local Contractors

• Engineering Firms

• ESCOs

• Building 

Commissioning 

Association 

• Contractors 

license usually 

needed

• Contractors 

often have 

engineering 

education

High 1‐3 days

Some states may 

already or may want 

to consider making 

contractor's license a 

requirement.

Commercial 

Benchmarking & 

Performance 

• ENERGY STAR and

ENERGY STAR Portfolio 

Manager

• Product & Service

Providers 
• BOC ‐ Building 

Operator Certification

• BOMA ‐ Building

Owners and Managers

Association 
 • Utilities (billing systems)

•BOC
Medium 1‐3 days

Training focuses on 

use of the Portfolio 

Manager tool.

On‐Site Energy 

Manager

• Commercial, Industrial, 

Manufacturing Trade

Organizations 
• Large chain customers

Program 

certified
Medium ‐ High 1‐5 days

Initial workers will 

be program certified, 

but this could lead to 

becoming a Certified 

Energy Manager 

(CEM) 

Commercial Food 

Service 

• ENERGY STAR 
• CEE ‐ Consortium for 

Energy Efficiency

• Local distributors

• NAFEM ‐ National 

Assoc. Food Equipment 

Manufacturers

• SEFA ‐ Supply & 

Equipment Foodservice

Alliance 

Low ‐Medium 0.5 ‐ 1 day

Expected that 1‐2 

days of general EE 

and ENERGY STAR 

training may also be 

needed.

Non‐Residential 
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