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Energy Efficiency Program Marketing: 
Methodological Approaches to 
Quantifying Program Success
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64% of all referrals from search engines
PROGRAM most used search term
TV/Radio station sites brought in 3 times
more visitors than paid ad sites, mostly
due to buys through m2omedia.

~ 10,000 sites referred visitors to PROGRAM
(top 200 sites brought in 86% of visitors)

PROGRAM Website

Close to 3 million visits in 2006 and 2007
(1.1 million in 2006 and 1.8 million in 2007)

-The majority of visits occur Monday –
Friday between 12pm and 5pm
(Pacific)

-In 2006, people looked at 4 pages on
average when they visited the website.
-In 2007, people looked at 5 pages on
average when they visited the website.

-Daily visits to the website increased
by 33% during campaign seasons.

Of the top 50 click-throughs to external sites:
64% were to IOU and 3rd party demand
side management programs
34% were to tax incentive sites.

Viewers went to 614 sites from PROGRAM

-Among the top 45 most viewed pages:
Residential pages – 38%
Homepage – 30%
Commercial pages – 11%
Energy News pages – 8%
Rest of pages – 13%

-Residential sector is spending 2
minutes on average viewing product
guides and 1.4 minutes on average
viewing energy tips.

-Rebate, service and incentive pages
were viewed 123,053 times with 91%
of those being residential focused.

Sites Sending People to PROGRAM Sites Where People go from PROGRAM

People went to external
site 112,275 times*

People were referred to
the site 870,445 times*

0.0%

1.0%

2.0%

3.0%

4.0%

5.0%

6.0%

7.0%

8.0%

9.0%

10.0%

0.00%

0.10%

0.20%

0.30%

0.40%

0.50%

0.60%

Ja
n-

08
Fe

b-
08

M
ar

-0
8

Ap
r-0

8
M

ay
-0

8
Ju

n-
08

Ju
l-0

8
Au

g-
08

Se
p-

08
O

ct
-0

8
N

ov
-0

8
D

ec
-0

8
Ja

n-
09

Fe
b-

09
M

ar
-0

9
Ap

r-0
9

M
ay

-0
9

Ju
n-

09
Ju

l-0
9

Au
g-

09
Se

p-
09

O
ct

-0
9

N
ov

-0
9

D
ec

-0
9

Ja
n-

10
Fe

b-
10

M
ar

-1
0

Ap
r-1

0
M

ay
-1

0
Ju

n-
10

Ju
l-1

0
Au

g-
10

Se
p-

10
O

ct
-1

0
N

ov
-1

0

Cu
m

ul
at

iv
e 

Pa
rt

ic
ip

at
io

n 
R

at
e

M
on

th
ly

 P
ar

tic
ip

at
io

n 
Ra

te

Month of initial program participation

Monthly Part. Rate - Control Monthly Part. Rate - Treatment

Cumulative Part. Rate - Control Cumulative Part. Rate - Treatment

First Program Year

Higher participation rate 
begins 2 months after 
program start
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Organizational Assessment

Where online marketing plays a role in statewide 
marketing, reach and frequency analysis is based 
on website data, and online ads either purchased 
directly by the program or indirectly as part of me-
dia buys and partnerships with television and radio 
stations. The graphic below depicts the type of in-
formation generated through this type of analysis.

Structural equation modeling is a tool that can be used to assess the relative impact of statewide marketing 
efforts in influencing participant knowledge  and awareness, or intent to participate in energy efficiency programs.

Organizational assessment is the study of actors and institutions involved in managing and delivering the market-
ing campaign. The aim is to identify key stakeholders, and document their role and relationship to one another.

Segmentation

Channeling analysis is used to assess the degree 
to which marketing efforts lead to customer par-
ticipation in energy efficiency programs, which is of-
ten a key performance metric for program staff.

Segmentation is the process of defining a population 
of individuals or companies into distinct segments 
that have similar characteristics. The goal is to iden-
tify distinctive customer groups that can be targeted 
through statewide marketing campaigns.

Social Network Analysis Channeling Analysis

Social network analysis is another tool that evaluators 
can use to examine the ability of multiple organizations 
to coordinate the implementation of a statewide market-
ing campaign. This method helps to identify bottle necks 
in the process, as well as structural components that 
foster effective communication among stakeholders.


