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Better Buildings Residential Network Peer 

Exchange Call Series: Residential Energy 

Efficiency Customer Service Best Practices 

Call Slides and Discussion Summary 

January 22, 2015 



Agenda 

 Call Logistics and Introductions 

 Opening Poll 

 Residential Network and Peer Exchange Call Overview 

 Featured Speakers 
 Lauren Brois, Assistant Director of Residential Programs, Energize NY 

 John-Ryan Lockman, Energy Programs Manager, Energy Smart Colorado 

 Madeline Priest, Residential Programs Associate, Connecticut Green Bank (Clean Energy 

Finance and Investment Authority) – Residential Network member 

 Discussion 
 What approaches has your organization used to improve (or sustain quality) customer 

service for residential energy efficiency work? 

 What feedback have you had from customers or contractors about what is most important to 

customer satisfaction? 

 What strategies provide the best “bang for the buck”? 

 What other lessons have you learned about what works well or doesn’t for keeping 

residential customers happy? 

 Other questions/issues related to customer service best practices? 

 Closing Poll 2 



Call Participants 

 City of Chula Vista, 

Conservation Section 

 Clean Energy Works 

 CLEAResult 

 CMC Energy Services 

 Connecticut Green Bank 

 Center for Sustainable Energy 

 Efficiency Nova Scotia 

 Elevate Energy 

 Efficiency Maine Trust 

 Energy Smart Colorado 

 Greater Cincinnati Energy 

Alliance 

 Local Energy Alliance Program 

 Northeast Energy Efficiency 

Partnerships 

 Performance Systems 

Development 

 Sonoma County Energy 

Independence Program 

 South Burlington Energy Prize 

 Spirit Foundation 

 StopWaste 

 Vermont Energy Investment 

Corp. 



Opening Poll Results 

 What is your familiarity with customer service best practices for 

residential energy efficiency? 

 Familiar with my organization's customer service practices, not 

others – 47% 

 Some familiarity with customer service practices of energy 

efficiency programs – 33% 

 Very familiar with customer service practices of energy efficiency 

programs – 20% 

 New to the topic – 0% 

 Other (please explain) – 0% 
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Better Buildings Residential Network 

 Better Buildings Residential Network: Connects energy efficiency programs and 

partners to share best practices to increase the number of American homes that are 

energy efficient. 

 Membership: Open to organizations committed to accelerating the pace of existing residential 

upgrades. Commit to providing DOE with annual number of residential upgrades, and information 

about benefits associated with them. 

 Benefits:  

 

 

 

For more information & to join, email bbresidentialnetwork@ee.doe.gov. 
 

 Better Buildings Residential Network Group on Home Energy Pros 

 Join to access: 

 Peer exchange call summaries and calendar 

 Discussion threads with energy efficiency programs and partners 

 Resources and documents for energy efficiency programs and partners 

  http://homeenergypros.lbl.gov/group/better-buildings-residential-network 
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 Peer Exchange Calls 
 Tools, templates, & resources 
 Newsletter updates on trends 

 

 Recognition: Media, materials 
 Optional benchmarking 
 Residential Solution Center  

mailto:bbresidentialnetwork@ee.doe.gov
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network
http://homeenergypros.lbl.gov/group/better-buildings-residential-network


Better Buildings Residential Network 

Group on Home Energy Pros Website 
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Peer Exchange Call Series 

 Calls are held the 2nd and 4th Thursday of every month at 12:30 

and 3:00 ET 

 Calls cover a range of topics, including financing & revenue, data & 

evaluation, business partners, multifamily housing, and marketing & 

outreach for all stages of program development and implementation 

 Upcoming calls: 
 February 12, 12:30 ET Coordinating with Corporate and Institutional Affiliate Programs 

 February 12, 3:00 ET  Financing Multifamily Energy Efficiency Upgrades 

 February 26, 12:30 ET   Voluntary Initiative on Incentives: Toolkit Training Webinar 

 February 26, 3:00 ET  Normalizing Weather Data to Calculate Energy Savings 

 Send call topic ideas or requests to be added to the peer exchange 

call distribution list to peerexchange@rossstrategic.com 
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Peer Exchange Call Summaries 
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How do you eat an elephant? One bite at a time. A 

slight shift in perspective goes a long way. 

 

Understanding how EE can solve a financial, public 

relation, or customer service problem for the utility 

is the right place to start. 



Web portal of residential EE upgrade program resources, & lessons learned 

to plan better, avoid reinventing the wheel. 

 BB Neighborhood Program, Home 

Performance with ENERGY STAR 

Sponsors+ 

 Provides: 

o Step-by-step guidance 

o Examples 

o Tools 

o Templates 

o Lessons learned 

o Best practices 

o Tips 

 Continually add content to support 

residential EE upgrade programs—

member ideas wanted! 

Residential Program Solution Center 
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Program Experience: Energize NY 

 



Energize NY  
 

L A U R E N  B R O I S  –A S S I S T A N T  D I R E C T O R ,  E N E R G I Z E  N Y  R E S I D E N T I A L   

 

 

 

Better Buildings Residential Network 
for Peer Exchange Calls  
  
Customer Service Best Practices 

E N E R G I Z E  N Y  –  W W W. E N E R G I Z E N Y. O R G  



Types of Interaction 
•Energize NY is the homeowner’s (customer) 
main point of contact  

•Homeowners can interact with Energize NY : 
• In person:  

• Tabling at Community Events & Libraries  

• Drop ins to Energize office 

• Virtually:  

• Phone 

• Email 

• Facebook/ Twitter/  Social Media 

E N E R G I Z E  N Y  –  W W W. E N E R G I Z E N Y. O R G  



Customer Service 

• Patient, caring and supportive interaction 

• All Energize NY staff members trained to 
answer basic questions  

• Extremely knowledgeable about the Home 
Performance program, procedures, processes 
and systems 

• Prompt courteous responses through all 
communications channels 

 

 

E N E R G I Z E  N Y  –  W W W. E N E R G I Z E N Y. O R G  



Trustworthiness  

Energize NY Comfort Corp List 

u 

•Messaging sent from Municipalities  

•Energy Coach 

•Customer feedback surveys 

• Contractor ratings & Energize Comfort corps 

 

http://www.youtube.com/watch?v=4Fvv_CkV3N0  

E N E R G I Z E  N Y  –  W W W. E N E R G I Z E N Y. O R G  

http://www.youtube.com/watch?v=4Fvv_CkV3N0
http://www.youtube.com/watch?v=4Fvv_CkV3N0


Customer Feedback 
The homeowner is always heard 

POSITIVE   

•Testimonials shared 

•Neighbor Outreach 

• Customer Feedback Surveys 

 

CRITIQUES 

•The voice and advocate for homeowners with 
NYSERDA and contractors 
• Policy to funnel comments to our Comfort Corp 

Contractors, in a positive way.  

• Intermediary to New York State 

 

 

E N E R G I Z E  N Y  –  W W W. E N E R G I Z E N Y. O R G  



Customer Management  
 



Friendly Marketing  



Energize NY – Presentation Highlights 

 Successful Customer Service Practices 

 Customers appreciate getting direct contact with program coordinators, who 

adhere to a strict 1-2 hr response time via email. 

 Good record keeping is essential when multiple people are fielding calls. 

 To encourage contractor growth, Energize NY provides contractors with 

negative feedback in the most constructive way. 

 Customers can engage with the program’s Energy Coach for free to receive 

a 3rd party perspective from a trusted expert. 

 Energize NY engages with contractors on a regular basis to ensure excellent 

customer service: 

 Semi-annual contractor meetings 

 Quarterly contractor ratings, evaluated via customer feedback surveys, 

number of projects completed & accreditations 

 Daily interaction between Energy Coach & contractors 

 The Energize NY list of approved contractors changes; the program is not 

afraid to revoke membership due to poor performance. 
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Program Experience:  

Energy Smart Colorado 



John-Ryan Lockman 

Energy Programs Manager 

  

 

“Making energy improvements 

simple and affordable” 

Customer service success stories 

from rural mountain communities  



ARRA – Better Buildings 

County collaboration 

Partner nonprofits 

 

HISTORY 



PROGRAM  

TERRITORY 

Rural Mountain  

 Communities 

• Aspen 

• Vail 

• Summit County 

 

 

 

 

 



PROGRAM GROWTH 



CUSTOMER SERVICE  

PRINCIPLES 
- Quality not Quantity 

 

- Knowing our customers 

 

- Importance and roles of local non-profit 

     partners 

 

- Importance of QA  

 

- Listen to feedback  

 

 



BEST PRACTICES • Utilizing locally based, knowledgeable  

    “Energy Coaches” that can take a  

    a customer through all of the stages: 

• Energy Assessment 

• Report review/coaching 

• Contractor referral/Bid review 

• Project facilitation / QA 

• Rebate Processing (one stop shop) 

 

• 3rd party feedback / surveys  

 

• Customizing scope of services for each  

     client based on demand. 

 

 



THANK YOU 

John-Ryan Lockman 

Energy Programs Manager 

Walking Mountains Science Center 

www.energysmartcolorado.com 

 

http://www.energysmartcolorado.com/


Energy Smart Colorado – Presentation Highlights 

  Successful Customer Service Practices 

 Energy Smart Colorado’s core principle of excellent customer service is to 

guide the homeowner through the program from beginning to end and 

maintain a personal connection. 

 This hand-holding ensures that there are no barriers to program participation, from the 

enrolling process, to contractor communication, to incentives.  

 Knowing the customer is extremely important, especially in the rural, small town 

settings where Energy Smart Colorado operates. 

 Many of the program customers sign up their 2nd homes, and therefore are not in town 

year-round.  Energy Smart Colorado records when the homeowners plan to be back 

in town and when they are best reached. 

 Energy Smart Colorado customizes its outreach & email campaigns based on 

homeowner schedules, interests, etc. (e.g., if someone has already installed LEDs, 

that's a good sign that they'd be interested in deeper upgrades), and uses Salesforce 

& Mail Chimp to manage and connect with homeowners.  

 Local non-profit partners offer program trainings and co-branding, and are very 

important to Energy Smart Colorado’s successful campaigns. Because they are 

entrenched in the local communities, they offer great connections to customers. 
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Program Experience:  

Connecticut Green Bank 

 



January, 2015 

Residential Energy Efficiency  

Customer Service Best Practices 

Lessons from the Connecticut Green Bank  



Early Lessons from BB Grant 
Always keep customer experience at the forefront when 
solving program problems 

▪ Example: Project completion rate for Neighbor to 
Neighbor program started at 26% 

▪ Solutions incorporated customer service improvements: 
– Contractor RFQ 
 Service Level Agreement: Must contact customer within 3 business days 

– Programmatic:  
 Same day data entry into CRM 

 Identify hot leads to contractors 

 Receipts given to customers with contractor name 

 Automated reminder email 

 Contractor liaison monitors leads and contractors 

 

 



N2N Lessons Learned 
 CRM investment is an absolute necessity for 

contractors and for program 
 Extreme data transparency and market innovation 
 Contractor scorecard with key performance indicators that 

incorporate customer service – supports benchmarking 
across contractors 

 Energy Advisor/Contractor Liaison critical to help 
customers and contractors navigate through the 
process 
 Reduced consumer confusion and uncertainty 
 Supported contractor sales processes 
 Advised contractors on customer service best practices 



Smart-E Loan 

▪ Giving the contractors the skills they need to 
support their customers 
– Not financing experts 

– Providing them with calculators  

– Marketing collateral  

– Charts to compare  

▪ “Bundle” offer with a reduced interest rate – 
contractor doesn’t own the whole scope of work, 
this can create customer service issues 

 Contractor introductions 

 Lenders, customers, and the Green Bank support project 



Contacts 
 

▪ Madeline Priest, Associate, Residential Programs 

     

▪ Kerry O'Neill, Director of Residential Programs 

     

 

Connecticut Green Bank 

Clean Energy Finance and Investment Authority (CEFIA)  

http://www.ctcleanenergy.com/  
 

http://www.ctcleanenergy.com/


Connecticut Green Bank – Presentation Highlights 

 Successful Customer Service Practices 

 To improve a poor (26%) conversion rate from sign-up to project completion, 

Connecticut instituted both programmatic and contractor customer service 

requirements, focusing on expedient customer intake and warm hand-off 

from program to contractor. 

 A customer relationship management (CRM) system is a necessity for both 

the program and the contractors.  The CRM provides data transparency and 

the ability to generate a contractor scorecard.   

 The best indicator of successful contractor customer service was the number of 

days it took them to respond to homeowner sign-ups. 

 Many contractors were start-ups or “mom & pop” organizations, so it was 

also important to help contractors with customer service training and advice. 

 For example, the Energize CT program provides contractors with clear and 

concise marketing materials for distribution, along with a financing chart just for 

contractors to compare the many different financing products in Connecticut.  
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Discussion Questions 

 What approaches has your organization used to improve (or sustain 

quality) customer service for residential energy efficiency work? 
 

 What feedback have you had from customers or contractors about 

what is critical to customer satisfaction? 
 

 What strategies provide the best “bang for the buck”? 
 

 What other lessons have you learned about what works well or 

doesn’t for keeping residential customers happy? 
 

 Other questions/issues related to customer service best practices? 
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Customer Service Tips  

 Get to know your customers and tailor outreach messaging and materials to 

each neighborhood/community. 

 Energize New York included photos of local homes of program participants on 

outreach leaflets. 

 Energy Smart Colorado customizes its outreach based on the homeowner’s 

availability and project history. 

 Use data to evaluate what works and does not, then inform programmatic 

changes. 

 The Connecticut Neighbor-to-Neighbor (N2N) program collected and evaluated 

the time contractors took to respond to homeowner sign-ups, and found that a 

maximum of three days was critical to success. The program invested in 

institutionalizing the three day maximum, and the conversion rate increased 

dramatically.  

 Many successful programs utilize CRM software, such as Salesforce or 

EnergySavvy, to track customer interactions and program status.  
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Customer Service Tips continued 

 Consider offering the homeowner a 3rd party consultant, such as an 

“Energy Coach.”  

 The Connecticut N2N program provided a representative who acted as both an 

Energy Advisor to the customer and a Contractor Liaison, and who was critical 

in helping customers and contractors navigate the program.   

 To be successful, an Energy Coach needs to be accessible (timely and low or 

no cost to the homeowner), and must not undermine the contractor’s 

relationship with the homeowner or impede project scheduling. 

 It is critical to empower contractors by providing them with sufficient 

program support (e.g. program outreach materials, program-related 

trainings, and customer service training if needed).  

 Efficient rebate processing is important to leaving the homeowner with a 

positive experience.   

 Energy Smart Colorado processes rebates within one month, and 

includes a thank-you letter with the rebate check. 

 Other programs credit the discounts to the homeowner upfront, and 

collect the rebates and incentives themselves. 
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Closing Poll Results 

 After today's call, what will you do? 

 Evaluate potential changes to your customer 

service approach – 73% 

 Tell a colleague or partner something you 

learned – 64% 

 Try an idea or approach discussed on this call 

in your work – 36% 

 Make no changes to your current approach to 

customer service – 0% 

 Other (please explain) – 0% 
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