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#1 Energy Efficiency Provider in New England

#1 Ranking

Å 3 states

Å 3.6m customers

Å 8,000 employees

Å $500m+ annual EE                       

investment

NH

MA

CT



Marketing Synergy

Broad multi-channel 
strategy that grabs our 
ŎǳǎǘƻƳŜǊǎΩ ŀǘǘŜƴǘƛƻƴ 
with relevant offers

Provide data-driven insights that demonstrate our 
understanding of the individual customer

Analyze and understand 
what offers will be 

relevant and resonate 
with our customers



Bridging Four Brands



ENERGY STAR Impact

91%

8% 1%

Are you familiar with ENERGY STAR? Does the brand 
influence your appliance purchase decisions?

Yes. Yes. Yes. No. No. No.

72%

28%

Eversource is an ENERGY STAR partner award winner. 
How does this affect your perception of Eversource?

Positively Negatively No Change



The common approach we 
had and we see from others:

Å Responsible for overall program goals
Å Tracks performance to goals
Å Education/experience is usually not marketing
Å Has a marketing budget
Å Provides a portion of budget to an agency of 

record or may have an in-house marketing team 
that helps with events, direct mail, media, etc.

A Different Approach to Stakeholder Engagement

Program Manager, Energy 
Efficiency Consultant, 

Program Analyst



Total Home Energy Assessments: 11,520

Total Special Home Visits: 3,506

Total Renter Visits: 1,280

Wireless Thermostats: 2,820

Insulation: 4,205

Total Bulbs Installed: 583,896

A Different Approach to Stakeholder Engagement

2016 Residential Program Managers 
ς6 unique goals x 4 territories x 
electric and gas

The common approach we 
hadand we see from others:



A Different Approach to Stakeholder Engagement

The common approach we had and we see from others:



Too Many Cooks



A Different Approach to Stakeholder Engagement

Eversource New Approach

C&I Marketing Strategist Residential Marketing Strategist



A Different Approach to Stakeholder Engagement

Eversource New Approach

C&I 
Marketing 
Strategist

Residential 
Marketing 
Strategist

Marketing 
Manager

PR 
Lead

Events Comms 
Lead

Email Graphic 
Designer

Copywriter Museums/
Educ

Web 
Content 



Informed Marketing



What is 

Business Intelligence?



Customers Are Multi-Dimensional

Firmographic or Demographic 

Characteristics
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What do we know 
about the homes 
customers live in:
Size; Heat; Age;

Who are they?
Household size?

Their motivations?
Personas?



What Motivates Customers to Participate in EE?

ÁRecent email campaign to 
promote online portal with A/B/C 
message testing

ÁIntegrated tools enabled 
sophisticated analysis

ÁñSave Moneyò message 
outperformed other messages 
promoting ñSaving Energyò or 
ñComfort in Your Home.



Measure Response to Understand What Resonates
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Demographic Differences
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What is 

Customer Engagement?



We are 

competing for 

our customersô 

attention.



Benefits of Customized Communications

65.3%

22.2%

12.5%

Generic
Open rate = 28%

Read Skimmed Glanced

80.4%

13.0%

6.7%

Customized
Open rate = 36%

Read Skimmed Glanced



Future Enhancements

Interactive 
components 
to increase 
engagement

Real-time 
components 
to add 
relevance 



Weatherization Initiative

Deploy multi-channel 
message specific strategy 
to target customers living 
within a certain geographic 
area

Utilize compelling data presented in ways that resonate 
to entice customers to set an appointment

Identify customers 
who are good 
candidates for 

insulation



Identifying Areas of Greatest Opportunity

FRAMINGHAM, MA



Degrees of Personalization

ONE-TO-ONE
Direct Mail

Email

HOME TYPE
Facebook

Gmail

COMMUNITY
Paid Search

Geo-Fencing



Spell Out Costs Rather than Advertise Savings
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ñA home like yours typically 

costs $3,600 to insulate, but 

your out-of-pocket costs are 

only $800ò

ñWe'll cover 75% of the 

costò

ñSave 75% off the costò

ñHomes like yours typically 

save around $2,800 off the 

costò



Emphasize Benefits for Customer, Not Just the Offer 

Constantly 

innovating and 

incorporating 

feedback so that 

messaging resonates

with our customers.

ñWe've insulated over 32,000 single family 

homes in Massachusetts since 2013.òUse humor

Increase comfort

Sell expertise



Jen Gray
jennifer.gray@eversource.com

Kara Marshall
kara.marshall@eversource.com

Amy Findlay
amy.findlay@eversource.com



US EPA



C+C

Corinne McCarthy 
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Corinne McCarthy Cindy Jolicoeur 



QUALITATIVE METHODS 

FOR UNDERSTANDING YOUR 

TARGET AUDIENCE


