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Liz Stuart:
Hi, everyone.  Welcome to the “Workforce Development and Sales Training for Energy Efficiency Contractors” webinar.  Before we jump into today’s presentation, I’d like to take a few moments to talk about the DOE’s technical assistance program, or TAP for short, a little bit.  TAP is managed by a team in Department of Energy’s Weatherization and Intergovernmental Program, Office of Energy Efficiency and Renewable Energy.  So what is TAP?  It’s the Department of Energy’s technical assistance program provides state, local, and tribal officials the tools and resources needed to implement successful and sustainable clean energy programs.  
TAP is aimed at accelerating the implementation of Recovery Act projects and programs, improving their performance, and increasing the return on and sustainability of the investments from the Recovery Act.  And also, we want to build clean energy capacity at the state, local, and tribal level.  So TAP is offering a wide range of resources, from one-on-one assistance to an extensive online research library to facilitation of peer exchange of best practices and lessons learned – and webinars like this one today.  The technical assistance providers can provide short-term, unbiased expertise in energy efficiency and renewable energy technologies, program design, financing, performance contracting, state and local capacity-building.  
And in addition to the one-on-one assistance, we’re available to work with grantees at no cost to facilitate all kinds of peer-to-peer matching, workshops, and training.  So for you folks who are doing programs, we really encourage you to utilize the TAP blog.  It’s a platform that allows all of the states, cities, counties, and tribes to connect with technical program experts and to share best practices.  And this blog is frequently updated with energy efficiency and renewable energy-related posts, including a listing of upcoming webinars like this one.  And remember, it’s interactive, so we encourage you to utilize the blog to ask questions of our experts, share your success stories, best practices, and to interact with your peers.  
So, we encourage you to explore the solution center online, if you haven’t done so already, and if you want to submit a request, you do so through the technical assistance center.  So requests for direct assistance can also be submitted by calling this number on the screen here: 877-EERE-TAP.  And once you submit a request, it will be evaluated to determine the type of request and the level, and what kind of assistance we’ll provide.  So we’re gonna go on to our presentation for today, which has four presenters.  We’re maybe gonna stop for a little Q&A in between each of them, but we hope to have some time at the end for a goodly amount of Q&A.  
So we’ll start with a report that – two reports that Lawrence Berkley National Labs released fairly recently that came from a national study of the US energy efficiency services sector, funded by the DOE.  We started the study in 2008, prior to the Recovery Act, and then we expanded it, and we looked at the parts of the market that consciously self-identified as providing energy efficiency services and products.  We wanna understand the occupations, estimate the growth, and understand the needs of employers in the industry.  So from the top down, the energy efficiency services sector is driven by policy, historically, such as codes and standards, enabling legislation, rate payer-funded programs, and things like energy efficiency resource standards.  
So in our study, we needed to define energy efficiency services sector, which isn’t really an industry, per se.  It’s a multidisciplinary sector that cuts across, you know, construction and building and design, maintenance, equipment, and deals with installation, use, and maintenance of equipment and technologies in buildings – residential, industrial, commercial – and employs engineers, designers, economists, marketers, tradespeople.  And most of the activities of the energy efficiency services sector consist of a shift from standard practice to a more energy-efficient approach.  So this slide shows sort of the market chain of energy efficiency and the four pieces in the middle are what our study focused on, from project management planning through EMV.  
So taking our sort of top-down view, we had to diagram the structure of this services sector to understand the occupations and the firm types.  This slide here is on residential, and in our paper, which you can look at – we also have commercial and industrial sort of diagramming.  And so we learn a few things that, as I mentioned, it’s a multidisciplinary sector, and for some organizations, energy efficiency is the primary activity, such as federal and state utility customer-funded energy efficiency program administrators, weatherization agencies, implementation contractors.  But for other folks in the industry, energy efficiency might just be part of what they do.  
For example, HVAC firms may spend part of their time doing efficiency work, and part of their time doing standard work.  And in this chart, it’s a kind of a complicated chart, but something you notice here are the solid outlines and the dotted outlines, and the dotted outlines, they represent two primary paths for entering the field.  The dotted lines indicate those emerging service firm types or those expanding firm types that consist of occupations that are pretty much unique to the energy efficiency services sector, such as home energy raters, or home performance services.  And then the solid lines represent firm types that use existing occupations, such as HVAC or architecture firms that are transformed into more energy-efficient services and efforts.  
So our estimated size, we first estimated in person-years of employment, and we estimated this spending – we estimated the size based on spending of rate payer-funded programs, ESCOs, government spending.  We did an extensive look at all that data, and then we developed a method to estimate future spending under low, medium, and high scenarios.  So a couple things to notice in this chart: under the high scenario, we estimate that the energy efficiency services sector workforce will grow by a factor of four between 2008 and 2020.   And a large number of jobs are in the insulation work induced by codes, and one thing to note is that our estimates do not assume any kind of carbon legislation.  
So in that regard, they could be considered somewhat conservative.  So these are just our bottom-line numbers, which you can look at later, if you wanna download our paper and this presentation.  We did, through interviews with over 350 folks in programs, ESCOs, trade associations, across 11 states we found some challenges to growth.  The key broad categories of bottlenecks are a shortage of managers with energy experience, and that causes a bottleneck all the way down because these managers are at the top of the pyramid.  They create and manage a lot of the other jobs.  
And a shortage of engineers with energy experience, and also, based on interviews with trade associations, we discovered that the building and construction industry as a whole has some limited awareness of energy efficiency, and that their skills will be needed for an expanding industry.  And as all of you know who are on this webinar, the evolving landscape of training – it’s growing fast, and so maybe a question not is how are we dealing with coordination amongst the various entities – educational institutions, program administrators, and workforce development agencies – to develop career paths?  And of course, the starting point will be different in different states, depending on where they are on the energy efficiency ramp-up.  
And so training is largely focused on technical aspects of the work, such as – and certifications, such as DPI and RESNET, and this webinar’s gonna discuss there’s an increasing need for focus on sustaining and growing the contractor businesses by driving the market demand and contractors’ business competency.  A couple of new tools to just touch on here that the DOE is offering is a weatherization standardized curricula.  This is free; it’s available for download for experience.  The new trainers, they can use these materials as they wish; they can modify them.  
And then here’s the new workforce guidelines for home energy upgrades, which is a voluntary set of national guidelines designed to be used by all home energy upgrade programs for development of training content curricula, to standardize what quality means across the industry.  So the goals are, in addition to standardized worker certification, also building confidence among homeowners and financial institutions.  And these are just some recommendations that we’ve given to policymakers and program managers when we’ve given this presentation elsewhere.  And I am Liz Stuart; I’m at Lawrence Berkley National Laboratory.  
I’m on the team of folks that worked on these workforce studies, so you can download these from our web site and give me an e-mail or call if you have any questions further.  Leslie – since I’m new to this, I’m not sure how to hear if anyone has any questions.
Leslie:
The questions, when you look on your GoTo window, it says “dashboard.”

Liz Stuart:
Yes.

Leslie:
If you hit the plus sign, it becomes a negative or a minus.

Liz Stuart:
Okay, that’s great.  Well – great, okay.

Leslie:
Can you see questions of – and you click on the six.

Liz Stuart:
So we do have a question: where will this be available?  I presume you mean the study, or this particular webinar.  This particular webinar will be available on the Solution Center, and we’ll give you a little follow-up on that at the end.  Okay.  So I’m gonna go on to the next presenter, and we have Logan Brown, who’s manager of Efficiency Vermont’s Home Performance with Energy Star building performance and existing homes programs.  He has extensive experience in energy analysis and in detection and remediation of health and safety issues in residential buildings.  Program design, training, and contractor development are areas of special interest for Logan.  So Logan, just let me know when to move the slides forward.

Logan Brown:
Sure.  You can go to the next slide please.

Liz Stuart:
All right.

Logan Brown:
So thanks for the introduction.  I thought I’d give everybody a snapshot of the Home Performance with Energy Star program achievements to date here at Efficiency Vermont.  We started out in 2005 with three active contractors participating, and we completed seven whole-house retrofits, and in 2010, ended the year with 75 active contractors and 600 completed whole-house jobs.  And that’s definitely indicative of the amount of opportunities that we see in the field, and the number of contractors who have expressed interest in taking part and being part of the Home Performance with Energy Star program here in Vermont.  And I think it’s probably the same story nationwide.  
Next slide.  So at Efficiency Vermont, this year specifically, we’ve had to make some decisions about how we’re going to continue to grow the Home Performance with Energy Star program.  How do we get more jobs?  How do we get more people into the program?  And historically, we’ve done a lot of marketing, and we’ve also tweaked incentive levels upwards, and used those mechanisms as levers to get people’s interest and get participants in the program.  But after closing at 600 jobs, we definitely felt, you know, we’re beginning to exhaust the way, the different ways that we can market, and we’re getting a little tired of tweaking incentive levels.  We feel like we have a solid incentive structure right now.  
And so we began to look more closely at workforce development, and really, it’s driven by a number of things.  One, we know that we need to earn and maintain contractor loyalty to the Home Performance with Energy Star program.  We’re beginning to develop trainings specifically for Home Performance with Energy Star contractors, and we’re gonna piggy-back on what they’ve learned and what they’ve developed, and put that in place down here in Vermont.  The next step for us is, again, to launch the sales trainings here in the summer, trying to take advantage of some of the down-time the contractors have in the summertime.  But also, then, we’ll be launching our advanced technical trainings then, too.  Some current challenges that we face – having had Home Performance with Energy Star program for five years now – so we’ve got a bit of a mature service delivery sector out there.  
We have some friction between old-timers and newcomers.  We do have Home Performance contractors who encourage us to somehow distinguish their years in the business from the years that the newcomers don’t have in the business, and we don’t know exactly how to handle that in our marketplace in the way that we list contractors on our web site.  So it’s a question that we don’t have an answer for, but certainly something that we’re dealing with.  There’s also quite a bit of talk about audit fee and audit format.  Some contractors are big proponents of fixed audit fees and fixed formats, and others are not.  We don’t prescribe a fee or a format right now, but again, a question that we’re dealing with collectively is should we have a set audit fee or format?  
Certain business models are sometimes challenging.  We do have some participants who really wanna perform an audit only.  We’re encouraging contractors to be able to provide the audit and the complete work scope for the customer.   And then the final challenge we have right now is getting contractors engaged with marketing.  I mean there’s certain marketing that we do as Efficiency Vermont that’s designed to push work to the contractor base as a whole, but we’d really like to get involved with individual contractors to leverage their market resources and help them drive a lot more work towards themselves based on some of the resources we have here at Efficiency Vermont.  
So to summarize, that’s our workforce development plan for this year; really looking to invest in the contractor, looking to build their skills, and in so doing, bring a lot more to the contractor from Efficiency Vermont, and earn and keep that loyalty among that contractor base.  So I thought I’d hand it over here to Efficiency Maine, and Maine Dale Carnegie Institute, since they have been – already delivered the weatherization sales training, they can speak to the training more specifically and some of the successes that they’ve had.

Liz Stuart:
Great.  Thanks, Logan.

Logan Brown:
Yep.

Liz Stuart:
We do have a lot of questions.  We probably won’t be able to get to all of them, but we’ll ask those at the end of the webinar, I think – 

Logan Brown:
Great.

Liz Stuart:
And keep moving.  Thanks, everyone, for your questions.  There’s some really good ones out there, and we’ll try and group them and get to as many as we can.  All right – so Andy Meyer and Dave Stearns are next.  Andy Meyer is Efficiency Maine’s manager of residential programs.  His purview includes residential weatherization, lighting, appliances, heating, solar, and wind programs.  He came to Efficiency Maine from Safe Handling, where he was the vice president of sustainable development, and Safe Handling was the leader in the governor’s carbon challenge, which developed a way to transport bulk chemicals with 90 percent fewer emissions.  
And Dave Stearns has been the franchisee in the state of Maine for Dale Carnegie training since 1994.  He’s an internationally certified master trainer for the sales effectiveness competency for Dale Carnegie & Associates, and he’s conducted sales training throughout the US, as well as in other countries, such as Canada, Korea, Scotland, and Mexico.  And for the past ten months, Dave has been collaborating with Efficiency Maine to develop a customized sales training program for energy advisors, which you’ll hear about now.  All right, take it away, guys.
Andy Meyer:
Thanks.  This is Andy Meyer.  Can you hear me, Liz?  

Liz Stuart:
Hi.

Andy Meyer:
Hi there.

Liz Stuart:
Hi, go ahead.

Andy Meyer:
Hi, this is Andy Meyer; can you hear me?

Liz Stuart:
Yes, we can hear you now – thank you.

Andy Meyer:
Okay.  Let’s go to the next slide, please, Liz.  We started a market-based weatherization program at the beginning of last year.  As Logan describes his program, ours is similar in that it’s market-based; we don’t set rates, we don’t assign leads to individual contractors.  We are just trying to use incentives to get homeowners to work directly with participating energy advisors.  Our goal for the program is 4,000 homes in 2 years, which is 100 times more than we’ve done in our previous Home Performance with Energy Star program, and our goal is to get 25 percent energy savings, on average, in each home.  
To be honest, our first six months was painfully slow.  We did a lot of demand creation; we got a number of advisors on board.  We now have, similar to Vermont, about 100.  Unfortunately, with about 10,000 leads coming into our call center and our web site, after 6 months we only had 72 completed whole-house energy upgrades, and that’s just not sustainable for us.  We only have 500,000 homes in the whole state, and if it takes 10,000 to get up to 72, we’d never be able to hit our goals, so we did a lot of market research.  I spoke with hundreds of homeowners.  We spoke with all of our advisors.  We had focus groups with 20 homeowners.  
We set up an advisory board, which is still going strong, which included our peers and utilities, educators, oil dealers – Maine is mostly heated by oil heat.  We had homeowners on our advisory board.  We had a trade association specifically oriented toward residential weatherization.  But the most important market research we did was actually shadowing participating energy advisors in the home, and that’s when we developed a critical insight.  Liz, if we have the next slide, I would talk to that.  What we realized was there was – kind of think of it as two one-act plays, going on at the same time on the same stage, but no interaction.  
On the one hand, we had the energy advisors very much focused on how could they justify their $500.00 fee for a half days work – something they were very uncomfortable and insecure about?  And so their focus was trying to show off to the customer their building science expertise, so they were showing instruments and talking about ASHRAE 62.2 and trying to find as many problems with the home as they could, to demonstrate how valuable they were.  Simultaneously, the homeowner, who had no doubt that the energy advisor was competent – that was not a worry that needed to be addressed – they were worried about something very different.  They were worried about the biggest investment they’ve ever made in their life: their home.  
Did they buy the right home?  Had they maintained it properly?  They were worried about whether or not they were good homeowners.  And I remember one moment particularly poignantly; it was after we had been going through every nook and cranny of this beautiful trophy home that had been beautifully maintained, and we found some magnificent opportunities to improve energy efficiency.  It was just a perfect gold mine of an opportunity.  The homeowner asked, “How many – what are you finding,” and the energy – of course, thinking, “Do I have a good home?”  And the energy advisor, trying to demonstrate how good he was at finding problems, sighed, and said, “Oh, we’re finding lot of problems.”  
And I realized at that moment – and just so you know, we never upgraded that house.  I realized at that moment that we had – just as Logan said – we had done a good job of helping facilitate technical training – building science – but we had not trained them in how to communicate with the homeowner.  So we did a national search – we look on the next slide, Liz?  We found folks all over the country – and I kind of break this into a two-by-two.  Some of the folks didn’t know weatherization, but they had a very sophisticated professional sales model.  Some people knew weatherization, but their sales model was more gimmicks and closing techniques and ways of tricking homeowners; it wasn’t a professional sales model.  
We were able to find a couple of organizations that both understood weatherization, sort of speak the lingo, and understood a professional sales model.  One of them was in San Diego; it’s Jay Gentry, who will be presenting shortly.  And the other one happened to be – ironically – right in Maine, where we are located, so that turned out just to be ideal.  The one in Maine was Dave Stearns, who is the president of Dale Carnegie of Maine, so we ended up partnering with Dave, and you’ll see on the next slide, the results were pretty significant.  If you remember, our goal was 4,000 homes over two years; we were hoping to get about 900 homes completed, upgraded, in our first year.  
We ended up doubling our goal, and we had 1,800 homes weatherized – whole-house energy upgrades – in the first year, and so we were two times that goal.  And if you remember, our goal was 25 percent energy savings; we ended up with an average of 36 percent energy savings of the average home, so we were very pleased with the results.  If you take a look at this graph, you can see how many upgrades we were getting done as a percentage of the audits that were being done.  And for a long time, we saw about half of the audits would end up reserving rebates, and about half of the rebate reservations result in completed jobs.  So we were somewhere around 20 percent of the audits would end up in an upgrade.  
We did the sales training, Dave Stearns did, in the summer – August and September – and you can see what happened shortly after that.  The participating energy advisors were talking differently with homeowners, and they started to close jobs and complete them so that our close rate, by the end of the year, was 60 percent, meaning 60 percent of the audits resulted in a whole-house energy upgrade.  So we were very, very pleased with the results of our sales training.  I should note that we’ve had a number of other initiatives during that same time period, but the sales training was definitely one of the key factors that helped drive program success.  
To give you a feel for what was in that training, I’m gonna turn things over to Dave Stearns, who’s the president of Dale Carnegie–Maine.
Liz Stuart:
Can I insert a quick question here?  Someone asked a question about this graph, and it looks like the year on the graph is 2014, but the question was, is this graph supposed to be for 2010 or 2011 or?

Andy Meyer:
Well, it is supposed to be 2010, yes.  I’m looking – I can’t see that.

Liz Stuart:
2010 – okay.

Andy Meyer:
Yes.  That was – 

Liz Stuart:
Thanks for the question; just wanted to clarify that.

Andy Meyer:
Thank you.

Liz Stuart:
All right – go ahead, Dave.

Dave Stearns:
Okay.  Well, to Andy’s point, our goal right from the beginning in our first meetings was to make these people better building scientists.  We didn’t want to have them think that we were gonna turn them into salespeople, so we approached this from a couple of points to really leverage and blend selling science with building science, and we approached it from a couple of angles.  One, we introduced a proven sales model, and this is something that has been used in Dale Carnegie since the mid-‘40s when it was first developed.  It’s been updated, it’s been refined.  But we used this as a platform, because it’s based on the science of how people buy things.  
And the theory is that your mind has to go through certain steps to buy something, and as a professional, you need to facilitate this, and not manipulate it.  You’ll notice the homeowner relationship is the central theme in the model, and that’s what we stress throughout; at no time do you compromise that relationship with some kind of a quick or slick trick.  So the training is really – what we did is focus this training model or this sales around the various environments that a energy advisor would encounter on the road to a successful upgrade, and ultimately, a referral coming out of that.  
You’ll notice in this model that the front end of the model is prospecting, and we put that in because Andy has been telling these people from day one that at some point the incentives will go away.  And so this particular prospecting piece has been an important part of the training, and you’ll notice on the other side of the model, to the right, referrals.  Once you’ve followed through, once you’ve completed the upgrade, you should be able to leverage that into your next job or your next two or three jobs, if you do it right.  So this probably goes back in the directions of the follow-through aspect – it follows through what Logan was saying about, you know, returning calls, and scheduling and timeline.  
Some of those things are addressed right in the follow-through piece.  So this was the sales model; and now if you could move to the next slide.  We looked at the various environments that these people will encounter a homeowner in, certainly in a prospecting sense.  But the first thing that has to happen is they have to sell the audit, and that’s usually an inbound phone call in this environment.  Somebody sees an ad or somebody talks to somebody, and they pick up the phone, and they call in.  The emphasis in this aspect is to qualify; to make sure that it is a viable candidate, not just for an audit, but also for an upgrade.  So qualifying is a strong aspect of what happens in the first stage, selling the audit.  
Once you’ve sold the audit, you need to go to the home, and the whole process starts again.  You’ll still need to establish rapport, and then the conducting the audits, the whole interest step is really what happens around the audit.  When you’ve done the audit, there is a brief summary, back at the kitchen table, so to speak, and then you set the appointment to sell the upgrade.  Now, one of the things we’ve stressed is that each encounter ends with an appointment for the next one, so there’s a string of interactions that happen here.  So you show up to sell the upgrade with a proposal, and the whole thrust of this is in homeowner speech.  
We cover – extend it so the two-day program, in the first day, the importance of understanding that a homeowner buys something totally different than what we sell, and they buy comfort, and they buy lower energy bills, and they buy dry basements, and things like that, as opposed to what we sell.  So this is stressed throughout.  Once the upgrade is sold, once the retrofit is sold, the – we shouldn’t cut the homeowner loose.  This is probably the most critical part of the process, where the advisor is following this through, the upgrade through, to the completion, and then that sets up referrals.  
So the touchstone for this whole process is two – and if you could turn the slide, please – there are two documents, two pieces here that have been developed by Efficiency Maine, and refined around this process, that really focuses the audit discussion as well as the upgrade discussion around the homeowner needs, not on the science side of the proposal.  So we have a very comprehensive audit checklist that we base the sales training on, and the feedback – and we’re in our fourth generation with this – the feedback is that this document provides a thorough qualification as well as a thorough audit, and it gives a consistency throughout the state that everybody’s doing things the same way.  
The other document is this proposal template, which again, it has the science in it, but the front end of this proposal addresses homeowner interests and stays focused on the things that the homeowner is buying, as opposed to what we’re selling in the upgrade.  So these are the two documents that the training is based on.  Now, we are in a position, if anybody’s interested – the next slide, please – as a national contact for Dale Carnegie & Associates.  This program is packaged in the two-day format; it can be delivered any place in the country, with some warning, of course.  
And Bill Bertolet is vice president of global sales, and he can be reached at that number or that e-mail, and this type of thing can be set up.  So I don’t know if Andy, or Liz, I’ll turn this back to you to move on.

Liz Stuart:
Great.  Thank you guys so much.  So next we’re gonna move on to Jay Gentry, who you’ve heard a little bit about earlier.  He has over 30 years of experience as a marketing and sales consultant to business.  In 1980, he formed his company, Con-Com-T, which is a sales and marketing consulting firm, and he’s worked extensively with leading companies in the building products and home improvement industries.  His customers include Louisiana Pacific, where he developed and taught the sales curriculum, and Window World, where he developed their franchise owner training system, including marketing, home-selling, subcontractor management, and business systems.  Window World sold over 1.2 million replacement windows in 2010.  So Jay, take it away.
Jay Gentry:
Thank you very much.  Can everybody – can you hear me?

Liz Stuart:
Yes.

Jay Gentry:
Before I go on too far.  Well, first of all, congratulations to Maine and to Vermont for recognizing and being successful with the programs – you can change the slide, if you would, please.  As Liz said, I’ve been involved in sales and marketing for a long time, and because I have grandchildren and would like for them to have the planet, I got involved a few years ago in directing and moving toward home performance, or that sort of piece.  I live in Carmel, California, by the way, a little north of San Diego, but Andy and I met back at the – back lobbying for the Home Star Bill last year, and I’m a Californian, but a little further north.  
About today’s webinar, about my piece of it, I believe that most of the people on or many of the people on are program managers, and ultimately, you’re responsible for the results of your program – for getting people through it, for getting energy efficiency, you know, remodeling done, and lowering energy bills.  I’m gonna touch on three topics, and I’ll go rather fast to see if we can’t make it through.  First of all, why it’s important to enable contractors to do this; secondly, I’m going to share just a little piece of – but a very important piece of – the training models that I build around, which is a question-centered sale process, because in 2011, people are used to getting information as opposed to getting sold.  
And that’s what Andy referred to that he saw was going on in a home; as opposed to enabling, there was the attempt to sell.  And then, finally, I’ve just got one slide that I thought I would give you what my perspective is on how you should go about choosing and managing a resource to develop your training for the different programs that you’re responsible for.  The objectives of my part of the presentation – and you can change now if you would, please – will be to have a few “ahas” take place – have you go, “Wow, that’s kind of interesting,” and then hopefully to give you some ideas on how to make choices and how to move forward.  Consider this – and click again; I guess we’ve got some animation in here.  
Why do such a high percentage of contracting businesses fail?  Now this is true of building home performance contractors and others, and in particular in this industry, of people who try to take their design-build business and turn it into a home performance business.  And if you change slides, please – it’s really almost never that they fail because they can’t do the work.  We train them to do the work.  Where they fail is because they’re either unable to reach enough or get in front of enough prospects, unable to convince those prospects or sell those prospects that they do get a chance to talk with, or, unfortunately, when they sell one, unable to manage their own business in such a way that they have enough profit, not just to pay themselves something, but to invest in finding the next set of prospects.  
So it’s really a failure of – and change the slide, please – of either marketing, sales, or their ability to do business management.  That really is the gap.  As Liz pointed out, you know – and her organization is about making this happen.  She’s a part of this.  There’s already a large pool of people who are home improvement contractors, and they’re very interested in switching over and doing the home performance.  There are money and programs to train these contractors – that’s what probably most of us on the call today are involved in, trying to spend that money wisely.  Certainly, the public is more aware of it.  The recent disaster in Japan just puts more interest and energy behind it.  
And there’s a variety of incentives for homeowners to act now.  Just recently, SMUD, which is the Sacramento Municipal Utility District out here, raised their program to where you can get $1,500.00 for doing prescriptive measures, which is just doing things off of a checklist, in the right order, and up to $9,000.00 back for getting a 50 percent improvement in your HERS index.  But still, in order for these contractors to succeed, even with the deck stacked, as it is, toward them, if they can’t find and qualify a stream of customers, educate, and sell them – a close percentage, a reasonable one – and then deliver on their expectations with margins – change the slide, please – then they won’t make it.  
There are a bunch of things – whoa.  All right, that was my fault; my – anyway, there are a bunch of things.  What contractors need to do is answer all of these questions, and there’s more than we’ll answer today, but what business am I in, what should I be managing, why do people buy, how do I differentiate myself, am I making any money – those kind of things – and change it, please.  Today, I just want to touch on a couple of them that I think are particularly important: why do people buy, how do I differentiate myself, and then what questions do I ask – change the slide – to uncover the needs?  We’ll get a quick look at – it’s a little more complex than the Carnegie model that Dave shared, but it’s the same kind of process.  
I teach that you need to start out – which would be the open, the rapport-building.  Then the first responsibility is to discover what the customer’s interested in, then you figure out how to present it, handle objections along the way, get agreement.  You build rapport, et cetera, throughout.  If you’ll change the slide again – this whole process, as any process, is about getting to bat more often, raising the batting average when you do get to bat, and if you can increase the slugging percentage and wind up with larger contracts, and not just do a little bit at a time, you’re better off as well.  Slide change please.  So why do people buy?  
There’s a lot of research on the customer decision-making prospect, where they recognize they have a need, and then they need information, but they don’t wanna talk to anybody, so that’s – you know, we’ve all said, “Just looking, thanks.”  We don’t wanna talk to a salesperson.  But then they have to listen, and on down through the process.  But it reduces itself – or it can be reduced – to the barriers you have to overcome to make a sale are no need, no trust, no hurry.  What we find a lot of the contractors that I’ve worked with doing is trying to build on the trust part by showing how smart they are; by selling the benefits of doing the work, all of the things that they found, without going back and building the need.  
And I’m speaking about the need from the perspective of the homeowner.  Change the slide, if you would, please.  There are a lot of different ways of breaking down what I call the categories of need.  This is one that I use – it’ll take a couple of slides here – but they may already exist in some of the literature that you’ve got, which is fine.  It can be moved around a little bit.  But basically, I like to think of the home as performing for homeowners.  Sometimes it’s not as comfortable as they’d like it to be; it’s too hot or cold, or there’s cold spots or uneven temperatures, or they’re worried about their health.  They’re having allergy problems, or there’s funny smells, or they’ve got moisture coming in.  
Another way your home performs is it may be too expensive to keep it cool enough or hot enough to make you comfortable, or the electric or gas bills may be higher than you want them to be, and you believe that we ought to be able to – change slides, please – that we ought to be able to live in this home more comfortably.  There are a whole group of homeowners, though, for whom they look at it as a financial opportunity.  Either save money short-term, or every month; there’s obviously the rebates and credits, and hopefully the PACE programs will pick up again.  There is evidence all over the country that homes that are Energy Star, the Home Performance for Energy Star rated or BPI rated – and there’s lots of local and regional rating systems – there’s great evidence that those homes sell faster, and they sell for more.  
And obviously, there’s a lot of fear about increasing utility bills, particularly in the last couple of weeks.  There are some homeowners out there who are interested in having this kind of work done because they believe in the concepts.  They want to do their part to save the planet, or they want to advance the industry.  You know, they want to do the right thing.  And there are still others for whom it’s a – you literally hear people saying, “Could we put the solar panels on the front of my house, so my neighbors can see it,” who are doing it because of their image.  Change the slide, if you would, please.  The fact is, though, that everybody will have some set of, some profile of which of these needs are most important to them.  
And the old sales process would be to go up and make them sit down for an hour and a half while you take them through all the things you can do.  The more important one, though, is to educate them a little bit on the categories of need, so that they can figure out, and we can help them figure out, what it is they really care about and why.  A lot of contractors try to educate the homeowners on building performance; the more important educating is educating them on what they care about and why.  Slide change, if you would, please – this is about – and we can change it again right away from here – so what I’m gonna do is just share with you a little bit about discovering wants and needs.  
First of all, you need to understand what it is you want to learn, and there’s some training that can be done for people on what to observe.  There’s a lot of things you can see driving up to the home.  There’s a lot of things that you can ask on the phone when they call in with the possibility of your coming in, so that you don’t go in blind.  And then you need – and I teach – a set of topic questions that are around what you want to learn, the things you can observe.  And also you wanna ask some questions around ways of differentiating yourself, so that you can solve the – you know, the old-timer vs. new guy issue that Logan brought up when he talked about his.  
If you’d change slides, please – so one of the things we teach people is to think about what it is they wanna know about the home, the homeowners, their problems, their situation, who’s gonna make the decision and how, and there’s a bunch of other issues – change slide – a bunch of other issues that we work on and we go through.  Strategic questioning is what I wanna talk about.  If I were to question you strategically, I would ask things like, “Tell me about the responsibilities you have in the program you have; what’s changed in the last few months or year?”  In fact, let me ask that – nobody can answer, but think about it.  What’s changed in the last few months or year?  
Or answer the question, “This web exchange – or my visit to your home today – will be perfect if,” and ask them to respond to that.  Now, another thing you can do that fits in there is to use what I call an earn to learn question, where you set up the question and then ask it, so you give some information beforehand.  So down here at the bottom, you might say, “Most program managers I talk to are frustrated with the results they’re getting.  Are you having that experience,” or, “How about you?”  Or, “Many contractors are finding out that knowing how to do the work isn’t enough; they have to be able to find the work.  Is that happening here?”  And so on – slide change, please.  
So today I’m gonna just touch very briefly on what I call the change question.  A little bit about topic and follow-up questions – I just demonstrated what I call an earn to learn question – and then I’ll introduce problem-cause-impact to establish importance of what you’re doing – slide change, please.  So let’s start with the change question.  You’ll find your value and your ability to sell to a homeowner in your ability to solve a problem or deal with a need that they have.  When you ask people what has changed – what’s changed with your home or situation, or what are you expecting, or if you could change something, what would it be – things to deal with change cause people to think about the things that have gone wrong.  
I asked you a minute or so ago to think about what’s changed in your own program.  I may not have allowed enough time, but if I’d allowed enough time, what you would’ve brought, your answer, would’ve been around a new rule or a new measure or somebody’s noticed that something’s not working, or the pressure to deliver.  You would tell me about something that is on your mind that’s important to you, and my value – change slide – my value could be found in helping solve or deal with those challenges.  So let’s take an example: so you’re interviewing a homeowner.  After introductions and the howdy-doody stuff, you ask, “What has changed about your home or situation that has caused you to consider an energy upgrade at this time?”  
And the person you’re talking to says, “Oh, man – our energy bills have gone through the roof.”  So the way I teach it is I say, “So what do you then ask next?”  And if you change slides – ‘cause I wanna get through this – if you’d change slides for me, please – you could ask, “When you say ‘big’ or ‘through the roof,’ what do you mean?”  Or, “What do you think is causing this?”  Or, “What are you doing about it?  What kind of actions is it forcing you to take?  What specifically are you considering?”  So what we’re teaching is the interactive process for a contractor to uncover something, and then dig into it.  Because if you dig into it and keep asking questions about it, the homeowner will take you to what’s really important to them and exactly what they meant.  
For example, let’s say instead of saying, “They’ve gone through the roof,” they say, “Oh, we’re about to have a baby,” or, “My grandmother’s moving in with us.”  Change the slide on that, if you would, please.  What would you ask next to that?  You might say, “Gee, what are you concerned about when they arrive, or the baby arrives?”  “Oh, my grandmother, you know, she’s elderly, and she has breathing issues, and I’m really worried about this.”  Or, “She’s very thin, and she gets cold easily, and she’s gonna be in the back bedroom,” or, or, or, you know.  So why is it important or an issue; how is it affecting your priorities; those kinds of things.  
Somebody might say, “A neighbor just did an energy upgrade, and they’re really happy.”  What would you ask next there?  Change the slide.  You could say, “When you say an upgrade, what do you mean?”  They might’ve done a full upgrade; they might’ve just had insulation blown in the attic.  What is it that they’re happy about?  What positive ways is it changing them?  So you get the idea of what we’re talking about here.  What we’re talking about here – and change the slide, if you would – is topic and follow-up questions.  You introduce a topic related to the categories of need or suspected area of interest when you drive and you see their home as you get into their neighborhood, or something to differentiate your business.  
How important is experience to you, for the old guys vs. the new kids?  And then you listen to that answer – change the slide, if you would, please – you listen to that answer, and then based on the answer, you either – the second bullet down there, or the third box down here – you either ask a follow-up question, or you – excuse me.  You either ask a follow-up question and continue in that loop, or you go back, and if it’s not something that comes up that is of interest or that you can solve or that makes a difference, then you go on to the next question, or the next topic question.  Change the slide – and I said I would tell you a little bit about problem-cause-impact.  
When a problem is introduced, or a need is introduced, you can really learn a lot about it if you ask, “What do you think is causing that?”  Because that will tell you both whether or not you can help, or it also provides with an opportunity for you to provide expertise.  “Well, we think the reason for that moldy spot along the wall is this.”  You might be able to say, “Well, it could be that, but it could also be that the moisture is soaking up through.  We’d need to look in your crawl space; might be coming up through the bottom.”  So it gives you a chance to provide expertise.  When you ask about the impact – “Well, gee, what’s it causing you to do?  How’s that impacting your family?” – you’ll find out how important it is to them, so how important it should be in your sales proposal.  
And then when you ask about what have they done – “Have you done anything?  Are you doing anything?  Are you considering?” – you may surface opportunities, and you may avoid some negative perceptions in terms of they may have already tried the first thing you’re going to suggest.  So if you change one more time, the slide one more time for me, again – and then one more time, because we have two or three to go.  But when you teach homeowners, one of the things – or teach homeowners – contractors to do this kind of questioning, what you’re teaching them is, in reality, the person who’s asking the questions is in control.  
In the old days, when you brought the guys in that did the high-pressure sales, they thought that they were in control by driving the presentation and forcing things.  Today – particularly today – the person asking the questions is in control.  You have to be on the same side of the couch as they are, talking about and trying to understand and help them better understand their own – what they’re doing.  You’re gonna need to develop your own set of topic questions that you can use and become comfortable with them, and then when you hear a problem, ask about cause-impact and what they have done, doing, or considering?  Another slide change, please.  
I said that I would also tell you, just to give you my perspective on selecting a resource, those of you that are here that are program managers – I think the most important, or the first important thing, is a philosophical match with your program and your point of view.  Do you agree with what’s being taught?  As was said by a couple of the earlier speakers, you know, there’s a lot of sales training out there that is manipulative, and that is pressure-oriented, particularly in the building, in the home performance – or not home performance, but the remodeling and, you know, those industries.  So you wanna make sure that they get that.  You also wanna see to what extent are they willing to develop and custom and build it around what you need and where you are?  
You also want to look, as Andy talked about, if you’ve got experience in the home performance industry, that’s good, and they really need to be experienced in in-home selling today.  And then my final thing would be you want to look at a business model and an investment that allows you to look at what it’s going to cost or what you’re going to have to invest to get the program developed and tailored for you, you know, as we all do.  And then there’s a cost associated with launching it or ramping up, and then there’s an ongoing cost associated with teaching it; if they will train you to teach it and to train the trainers so you can take over that control that saves you that.  
And then you want to find out if you will own the materials; will they sell you the rights to the materials so that you can modify it and keep it going for years and years without having to pay them as you go forward?  Those are the things I would recommend.  Last slide, or next to last slide, anyway, which is this is where you can find me.  That’s my office number, that’s my e-mail address.  I do have a web site.  I don’t focus on home performance on my web site because, as I said, I’m much broader, and I work with some big companies in the other side.  This is my passion and where I want to be doing more work.  And then if you hit the last slide, I’d like to, you know, my suggestion would be to get out there and listen, and thanks for listening to me.
Liz Stuart:
Great; thanks a lot, Jay.  We really appreciate that presentation.  So we know that some folks expressed concern ‘cause audio has been cutting in and out for some people, so yes, the webinar will be online.  You can see the web site there – the energy.gov solution center – so make sure to check that frequently for updated – this webinar and other webinars will be available on the solution center for download.  And you can see here is a list of upcoming seminars.  Low-interest retrofit loan programs for multifamily; QECBs, et cetera.  
So let’s go into the questions – we had a lot of great questions, and we have about 25 minutes left, so we’re gonna start – we’re gonna kind of go back to the beginning, to Logan.  And Logan, someone asked if you could go a bit more into what marketing and incentives Efficiency Vermont is offering, and how these incentives and how the marketing efforts have influenced contractor loyalty.
Logan Brown:
Sure; absolutely.  Over the last two years, we have made a pretty dramatic change to our incentives.  Originally, we offered customers either an interest rate buy-down that we worked with a collection of credit unions on, or up to $500.00 back on the cost of the job.  It was either 10 percent – it was 10 percent of the cost of the job, up to $500.00.  Last year – and I’m sorry, before I go on, each one of those projects, we screened individually.  We looked at each one on a custom basis.  In 2010, we shifted over to what we called a prescriptive rebate approach, where we weren’t performing custom incentive analysis on each project.  
We instead approached the customer with something of a à la carte prescriptive menu, where we could say, “If you do X, you will receive Y in incentives.”  And in 2010 and now in 2011, those incentives are up to $2,500.00, so it’s been quite an increase, and what we’ve noticed is, of course, contractors are real excited about it, because it’s driving a lot more projects.  But removing Efficiency Vermont from the process of custom-analyzing the incentive for each project has put a lot of project ownership into the hands of the contractors, so right away at the customer’s house, they can tell the customer what their incentive level is likely going to be.  
And it helps them drive the sale more effectively, rather than taking the data, giving it to us, letting us calculate an incentive, and then getting back to the customer.  And so the incentive changes there have been very well received by the contractors.  It’s put a lot more of the job in their hands, and lets them control the sale of the projects much more effectively.  As for marketing, we had originally, early on in the program, tended to focus marketing efforts at the fall time of the year, when the phones would start ringing anyway.  We would take advantage of the cool weather here in Vermont getting weatherization on people’s minds.  
But starting last year, you know, we had some new goals we needed to hit, and we had a lot of contractors who wanted some more work in spring and summer of the year.  So we put together a real comprehensive, year-round marketing campaign, with specific messages geared towards the seasons.  And so in the winter, it’s pretty easy to come up with an image or a message about heat loss or the price of fuel – icicles on the house.  It’s new territory for us to start to think up spring and summer messaging, but what we have seen in Vermont is that more and more homes are including air conditioning, either in new construction or in a retrofit situation. 
So we’re beginning to have some messages around, you know, being warm in the winter, cool in the summer, that are really starting to resonate with the customers.  What we’ve also found is what we call the word-of-mouth marketing campaign goes a long way to engage customers and contractors, and that word-of mouth, the idea is that what drives a lot of jobs is having your neighbor tell you about the work that happened, or hearing from somebody how effective a Home Performance with Energy Star job was for them.  And so we asked our contractors to identify customers that they think might be a good word-of-mouth person, but we also survey each customer after a job is done and ask them if they’d be willing to release their testimony to our marketing department.  
And so we gather, both from contractors and from surveys, a lot of customer testimony that we use in our word-of-mouth campaigns, and that might be photographic image of the customer at their house with a quote about the effectiveness of the project for them.  And, you know, not only does that drive more jobs to the contractors, but it makes them feel great when they can turn over a customer to us and they say, “Hey, this customer was fantastic.  I think they’d be a great spokesperson for the program.”  And, you know, we can just keep the job going from there, for both the customer and the contractor.  It’s resulted in a lot of great relationships for us around the state.
Liz Stuart:
Great, thanks.  And we sorta have a question in general, I think, that could go to any and all of you, if you could maybe briefly touch on this if you feel like it.  In general, how have the contractors responded to the availability of sales training, and maybe along with it, sort of how have you, you know, sold the sales training program to your contractors?  I guess if you wanna answer, Logan, that’s great, or anyone can chime in there on that one.

Logan Brown:
Well, I think Andy would be the best one to speak to that.  We’ve only introduced the idea to our contractors; we don’t even have a date for it yet.  And you know, Andy, can you answer that?

Andy Meyer:
Yeah, sure, I’d be happy to, Logan.  When we first started offering sales training, demand, or rather leads, were quite high.  We offered the sales training at no charge, and we have filled every class.  The feedback – the training takes place over the course of two weeks.  It’s two one-day classes spread over two weeks so they have a chance to practice in between, and the testimonials – you’ve seen the data on the results it works, but the testimonials were very powerful for these energy advisors who had never been given any training on how to interact with consumers, homeowners.  
A couple indicators just in the testimonials and actual data results was we would see one employee from a company come, and after that, others would come.  We had some training this past week.  The owner ended up coming after having sent three or four employees, so I would say it was very warmly received.  I wanna be clear and open that we’ve been offering it, so far, at no charge.  We’re thinking of changing that going forward; we think that it’s a tremendous value, and so we’ll see how demand picks up.  But that would be how it works in Maine.  Would you add anything, Dave?
Dave Stearns:
Yep.  I would agree, and just from the standpoint of the trainer and the participants, they are very bright people, and they have received this with a very open, you know, very open and positive attitude.  I was concerned that there’d be some skepticism, and I think there always is, anyway, a little bit, in the opening, the first half day.  Actually, the first half of the first half-day, the morning of the first day, we talk and we peel back and we do some real rapport-building exercises and some brief conversational things that help them.  It kind of demystifies the whole sales process.  And you talk to them a little bit about, you know, it’s really all about service and about, you know, satisfying homeowners.  
And don’t think of this as selling as much as it is being of service.  And so a lot of the training focuses initially around their attitude toward what they’re doing, and their attitude towards homeowners.  And then when we introduce the processes and the templates, the whole thing comes together.  It’s a very interactive training.  They do some practicing.  they’re expected to report out on application of these things, so there seems to be a very high degree of retention.  And we do an assessment at the end, and those have consistently been, you know, “my expectations have been exceeded,” all from where they were when they came in.  

Jay Gentry:
This is Jay, and out here in California, we’ve been doing this for a while.  And I would encourage the program managers to introduce the programs, if you can possibly do it, as Andy has, without charge.  The issue being it’s a – for a contractor who is trying to, you know, stay afloat, trying to make business work, trying to make ends meet, it’s a hard-dollar expenditure for a projected soft-dollar return.  If he’s going to get a BPI certification, that’s one thing; but this is just to come out, you know – they do a marketing plan and some things like that in it, but it’s very hard to justify spending money when you’re not making money yet or you’re having trouble making it.  
We, like Dave said, we’ve had course responses in the between nine, you know, or above nine out of ten – they’re really anxious for it.  They really embrace it.  They can hardly wait to do things.  But it is difficult to get them in, because they simply can’t afford to invest the money.  Many of them have already spent some money getting trained to do the work.  So I’d recommend if you can start it that way, and then once the word-of-mouth goes, it picks up momentum and you can begin to charge for it.

Liz Stuart:
Great, thank you, guys.  This was a question directed toward Andy, but I suppose maybe any of these could answer.  Andy, do you experience any customer reluctance to buying an audit versus getting a traditional free quote?

Andy Meyer:
Yeah, that’s an easy one.  Yes, they do.  One of the barriers we had was the quandary of why would I pay for an energy audit if I don’t know I can save money in my house?  So we put – we borrowed from the Home Performance with Energy Star approach of putting a free calculator on our web site, so a homeowner can put in how much energy they use in their house, what the square footage is, and it’s a very simple calculator.  It ends up looking like a tachometer on a car, and if it goes over into the red zone, then it says, you know, “Your house is using 187 percent of the energy of a typical weatherized home.  Click here to find a participating energy advisor near you.”  
If they’ve got a very efficient home, it’ll tell them right up front, say, “You’re using about as much energy as a typical weatherized home.  This program is unlikely to benefit you.”  And that has helped overcome that initial sticker shock of having to pay money to find out if your house is a potential for saving money.

Liz Stuart:
Great.  We have – I’m sorry, go ahead.

Jay Gentry:
Well, an approach that has been working pretty well some out here is there is a charge for it going in, but as opposed to selling the audit separately, we try to sell the opportunity, or I recommend that we try to sell the opportunity to move up the HERS index.  And the rebates or tax incentives available for performance are actually for doing work, so most of the people that I work with position theirself as saying the cost of the audit is simply a fall-back if we don’t find – you know, if you choose not to go forward with some form of work.  We’d have to do the audit anyway in order to know exactly what to do for the repair, so the cost is there if you don’t go forward with the work.  But if you do go forward with the work, it’s just included.
Liz Stuart:
Great.  So we have a couple of questions that are sort of related – a question, probably to everyone, is how are you funding the training if you’re giving it away for free to the contractors?  You can talk a little bit about your program funding in brief.  And then someone asked about the cost of the Dale Carnegie program, and someone else asked if the Dale Carnegie Institute is offering free training, and I can answer that.  No, training’s not free.  Program managers will have to pay for that, but you can contact the Dale Carnegie folks to get more information about the cost.  But so talk a little bit about how you’re funding the training, and how that works.  I guess we could start with Logan and work our way to Andy.

Logan Brown:
Sure.  We have an annual budget for the Home Performance with Energy Star program that, you know, we can use in a variety of ways that we or I feel, as a program manager, are going to get us the savings results that we need to meet the performance indicators in our contract.  And in the past, we’ve done a variety of trainings for the contractors, none of which as kind of large or as costly as offering the sales training to anybody.  But it is something that we just take right out of our operating budget for the year.  We take a look at what it’s gonna cost, and then try and gauge what we think the results are going to be.  
And based on Andy’s experience in Maine, and based on a lot of the customer feedback that we get, and some of the challenges we know that our contractors have in the field to closing the sale, we’re moving ahead pretty confidently, saying it’s a good use of money from our budget.  Now, as to whether or not we charge the contractors for participation, we’re certainly not going to charge them the full cost.  We may ask that they contribute a portion of it, so that we can have them get some skin in the game and show up to the training if they say, “Yes, reserve a spot for me.”  But for Efficiency Vermont, we just take it right out of the Home Performance with Energy Star operating budget.

Liz Stuart:
Great; thanks for that.  Anybody else wanna follow up on that?  Okay.  We had another question.  This is directed toward – well, I guess Andy and Logan can both talk about this from the program manager’s standpoint.  What is the funding range needed for an energy efficiency program to develop these types of training programs for contractors?

Logan Brown:
I’m sorry; could you repeat that question?

Liz Stuart:
Well, people are wondering, basically, how much does it cost to develop these programs for your, you know, for your program?  What’s sort of your budget for developing a program?

Logan Brown:
Oh, gosh – Andy, would you wanna cover that one?

Andy Meyer:
Yeah.  Yeah, well, I’ll take it and toss it on.  We were very fortunate.  By going with Dale Carnegie – and I think Jay Gentry has the same approach – they already had a curriculum, so we didn’t have to end up paying anything.  It was a great savings to Efficiency Maine to be able to work with an organization that already had a sales model that fit.  And then we did some collaborative work, working with Dave Stearns to incorporate the audit tools, the building science tools that we had.  So we were very fortunate to take advantage of an existing class.

Liz Stuart:
Logan, do you wanna –
Logan Brown:
You know, as for the cost, I can say, too, that we were lucky to take advantage of a lot of the work that Andy and Dave had done up there in Maine.  And so we just sat down with Vermont’s Carnegie Institute and tweaked the existing training a little bit to more closely represent our program.  But the cost for developing it was really we haven’t paid anything yet for the development.  It is actually the delivery of the training where the cost is going to be incurred.  And, you know, I think the best bet for that would be to contact Carnegie Institute directly to determine what the costs might be.


[Crosstalk]
Jay Gentry:
Yeah, that was kind of the end, the last slide that I had.  There are different business models.  Carnegie and I both have that – and others that you find around – will have our curriculums that we build from, or build on.  They’ll need to be customized, and you’ll need to have them work with – I mentioned SMUD out here – you’ll have programs where you are that you’ll want listed into it, and there’s some customization that goes on.  And so that – there’s some development work, and then there’s the teaching, and then there’s the ongoing, whether you own it or not.  
And so some combination of investment up front and a daily rate to teach, and either a per-student rate as you go through, or if you own your own program, it’s just the daily rate, but there’s the development cost up front.

Liz Stuart:
Gotcha.  Folks have been asking for contact information for everyone, and I’ve been sort of stepping through the slide to provide that.  But Logan, can you give us your e-mail address, for the record, where they can contact you?

Logan Brown:
Sure.  My e-mail address is lbrown@veic.org.

Liz Stuart:
Great.  And phone number?

Logan Brown:
Is 802-860-4095, and my extension is 1155.

Liz Stuart:
1155 – okay, we’ll put that in the chat window as well.

Logan Brown:
Great; thank you.

Liz Stuart:
So I guess someone has a specific question about how much time was invested by Dale Carnegie of Maine to customize the program?

Dave Stearns:
Wow.  This is Dave.  I didn’t keep a time log on this.  I took a risk with Andy and Adam here in Maine, with the hopes that perhaps something like this would lead to bigger and better things, so I didn’t keep track of the customization time.  I will tell you this: that it’s been done and it’s gone, and if the interest is out there, there should be very, very little refinement around the model as it exists.  We’re in our fifth generation, and I think we’ve really got it simplified and focused into the energy advisor environment.  I wouldn’t anticipate that there would be too much tailoring, in that I don’t know what Logan has done with Tim in Vermont.  
But I would think that this program is ready to go, and we’re positioning this as a two-day program – a two-consecutive-day program – where we would bring the trainer in to deliver the program over the two days.  And then we would leave, and then it would be, you know, left with the state, so to speak, or whoever the offering entity is, to leverage that experience, so.  But the material is owned by Dale Carnegie, if that’s an issue.  We own the curriculum.  We developed it, we designed it, and so.

Liz Stuart:
Great; thank you.  We have a question for all of you, probably, that might be able to be answered quickly.  How much does an energy survey or energy assessment typically cost for a residence vs. a commercial building, if you know about that, and who typically bears this cost?  So this kind of tags onto another question asked earlier.


[Crosstalk]

Logan Brown:
Well, I can say in Vermont the fee for an audit is determined by the auditor.  What we see on average is between $3 to $500.00, depending upon the size and complexity of the home and the detail of the report required by the homeowner.  And the cost is borne entirely by the homeowner.  Some contractors will refund the cost of the audit if the homeowner goes through with the work; others, you know, sell the audit outright, and that is a fee borne by the homeowner.

Andy Meyer:
This is Andy.

Liz Stuart:
Andy?

Andy Meyer:
It’s the exact same situation in Maine.

Liz Stuart:
Gotcha.

Jay Gentry:
All kind of different things done out here in California, because it’s just a bigger and a more volatile kind of market.  I think $3 to $500.00 is a good range, if it’s charged towards there, but you have some of the larger companies that are trying to get into the market offering $100.00 specials, or even free.  And then you have people that are strictly auditors that sell based on the idea that they don’t have any vested interest in recommending any particular kind of work, that go up to $7 or $800.00 individually.  Commercial buildings are generally, you know, by hours, with a minimum.
Liz Stuart:
Gotcha.  And here was a question to Andy that could also be to Logan.  How are you documenting the energy savings?  I know that’s a big question; I don’t know if you can give a short answer.

Andy Meyer:
I can give an answer; I’ll try to make it short.

Liz Stuart:
Okay.

Andy Meyer:
We – almost all of the energy audits are using conservation services groups – CSGs – web-based energy modeling tool, “Real Home Analyzer.”  So all of the data is on the web; it’s in a database already.  It doesn’t even need to be submitted to us.  When the auditor does the energy model, we already have access to that data.  When they finish the job, the database is updated in case there are any changes in scope during the project, and our energy modeling database captures all that.  So we actually, by job, we know the energy savings.

Logan Brown:
And we use a program, a web-based auditing analysis and reporting tool that we designed here at Efficiency Vermont, called HERO – home energy reporting online.  And the contractor has access to that anywhere they have web access, and they perform the audit, update the information there, and it synchronizes with our data collection system here.  And that’s how we track the measures, the savings, and also the number of jobs contractors have done, and the sorts of extra measures they may have installed for the customer, like lighting or water conservation measures.

Liz Stuart:
Gotcha.  Someone asks, quickly, how long is Jay’s program and how does it compare to the Carnegie program?  That’s probably something that you can follow up directly with Jay and the Carnegie program and find out more about that.  But Jay, do you have a quick answer to how long your program is?

Jay Gentry:
I do.  Because I have the building blocks, but I build what the organization needs, so I can do one-day, two-day, three-day – the time-space learning, which is something that Carnegie developed, where if you’re – if everybody’s located in the same place you can do half-day multiple weeks.  In general, I generally teach about a day in the marketing, which is the setting up your marketing plan, a day in the sales process skills, and then a day in the business development and management, if you want those, but it can move around.

Liz Stuart:
Great.  And the Carnegie training, if I’m remembering correctly, is generally a two-day program?

Dave Stearns:
Yeah, it’s two-day.  For the national program, positioning it is two days, just for the availability of trainers and consistency.  So yeah, it’s a two-day program, and we cover the whole model.  We go from prospecting right through to referrals, with time for some interactive role plays and practicing, and they really get into it.  They really, really have enjoyed it.

Liz Stuart:
Great.  Well, we’re just about out of time, but someone asked a question about the energy advisor.  Do either of your programs have an energy advisor?

Logan Brown:
We certainly employ that term, but we – I’m not sure – the energy advisor – oh, gosh, how do I answer that?  We – 
Liz Stuart:
Well, the question was whether the energy advisor does the audit, and do they do the contractor referrals, and are they third-party advisors?

Logan Brown:
Okay.  In that sense, no, we do not have an energy advisor.  We publish the names and the locations of all our participating contractors, and we have our customers go directly to a contractor to set up an audit.  And from there on out, the contractor owns pretty much a majority of the job, up through completion, and upon completion, we would review the work and pay the incentive.  But we do not have advisors playing an intermediary role between the contractor and Efficiency Vermont.

Liz Stuart:
Gotcha; great.  Well, everyone, this is the end of the time slot that we have, and I know that we didn’t get to everybody’s questions.  So if you want to follow up with me, you can e-mail me at estuart@lbl.gov with questions about when this webinar will be available, and any other questions and contact information for the folks who presented here today, in case you didn’t catch that.  And the webinar will be posted on Department of Energy site, on the solution center site; I’m not sure exactly when.  Typically, it’s within a couple of weeks after the webinar date.  So make sure to check back regularly on the solution center.  
Thank you so much, everyone, and thank you so much, presenters; you gave a really terrific presentation.  We’re getting messages of thanks from the attendees.

Multiple:
Great.  Thank you.  Thanks, everyone.  Thank you.

Liz Stuart:
Thank you all.  Take care.

Jay Gentry:
All right.

[End of Audio]
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