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Where online marketing plays a role in statewide Organizational assessmentis the study of actors and institutions involved in managing and delivering the market- ~ Segmentation is the process of defining a population
marketing, reach and frequency analysis is based Ingcampaign. The aim is to identify key stakeholders, and document their role and relationship to one another.  of individuals or companies into distinct segments

on website data, and online ads either purchased that have similar characteristics. The goal is to iden-
directly by the program or indirectly as part of me- tify distinctive customer groups that can be targeted
dia buys and partnerships with television and radio through statewide marketing campaigns.
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Social Network Analysis Structural Equation Modeling SHELLEULT N UEWAR

Social network analysis is another tool that evaluators  Structural equation modeling is a tool that can be used to assess the relative impact of statewide marketing  Channeling analysis is used to assess the degree
can use to examine the ability of multiple organizations  effortsin influencing participant knowledge and awareness, or intent to participate in energy efficiency programs.  to which marketing efforts lead to customer patr-

tocoordinatetheimplementation of astatewide market- ticipation in energy efficiency programs, which is of-
iIng campaign. Thismethod helpsto identify bottle necks ten a key performance metric for program staff.
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iIn the process, as well as structural components that
foster effective communication among stakeholders.
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CFI1=.90

Chi-Square=2119, p=.26
Other Messages RMSEA= 05
Intention to ACT R°=.15

All paths shown, direct & indirect are significant
except direct path from PROGRAM to purchase
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