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 The EmPower New York Mission: 

 
To deliver energy 
efficiency services  
to low-income  
households with  
high energy  
burdens. 



EmPower New York  Energy Services 

 
• Electric Reduction 

(ER) Measures 
• Home Performance 

(HP) Measures 
• Energy Education 
 

 



EmPower Services  
through April 30, 2012 

Electric Reduction (ER) Only:        43,304 
Home Performance and  ER:         19,146       
Total Households Served:           62,450 
 
Est. Annual kWh Savings:          72,595,161 kWh 
Est. Annual therm Savings:          5,027,250 therms 
 
Est. Annual Savings per household:         $231 
                                         



Special Project: 
Storm Assistance 

EmPower services included 
replacement boilers, water heaters, 
refrigerators and energy efficiency 
measures to 138 low-income 
households affected by Tropical Storms 
Irene and Lee 

Presenter
Presentation Notes
Income eligible for EmPower New York
Home affected by Tropical Storms Irene or Lee
Home viable for continued habitation
Priority to households affected by the storms, even if previously served
Measures not covered by FEMA, flood insurance or other NYSERDA programs




Special Project: Green and 
Healthy Homes Initiative, Buffalo 

• Funding through the Community Foundation of 
Greater Buffalo 

• Goal: Combine energy efficiency services with 
“Healthy Home” services, such as lead hazard 
control, home repairs and reduction in athsma 
triggers. 

• NYSERDA is partnering with the Foundation 
through EmPower, along with a variety of other 
organizations. 

• Area: City of Buffalo 



Special Project: The Advanced Air 
Sealing Protocol 

• NYSERDA developed 
the protocol in 
collaboration with 
NYSWDA, the 
Honeywell team, Bob 
Kahabka and other 
experts  

• Classroom and field 
training is in progress 

 
 



Looking Forward 

The Public Service 
Commission 
approved expanded 
services to low-
income households 
through EmPower 
New York. 

   
 
  



Production Goals for 2012 

 Program Funding 
Households To   

Be Served 

EE Portfolio Standard – Electric only 8,834 

EE Portfolio Standard – Gas and Electric 5,196 

National Fuel Gas - Conservation Incentive 
Program (Round 5) 

829 

Regional Greenhouse Gas Initiative 300 

Total units to be completed 15,159 

This represents an increase of 57% over 2011 production 



Looking Forward 

Increased funding will 
allow the program to 
provide funding to WAP 
agencies impacted by 
the end of ARRA 
funding, while 
continuing to support 
private contractors who 
have partnered with the 
program. 

   
 

  



Contractor Participation 

Private Contractors:              59 
 

Weatherization Agencies:  40 
 

Vendors:                                6 
 

Total:                             105 



Establishing Goals 

Written agreements are in 
place with contractors and 
weatherization agencies 
who provide energy 
efficiency services: 

 
• Funding commitments 
• Production 

expectations based on 
commitments  

   
 

  



• Health and Safety measures now limited to 
4% of program budget.  All other measures 
must be cost-effective. 

• These restrictions limit the number of times 
EmPower can replace: 
• Leaking/failed water heaters 
• Failed refrigerators or freezers that do not make 

SIR 

Updates to Program Guidelines: 
Health and Safety 



• Developed by Brand Cool 
• Based on low income marketing 

research, feedback from Program staff, 
contractors’ suggestions, and Brand 
Cool’s experience.  

New Outreach Materials 
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General Awareness Campaign:  
Print & Online 

Facebook Ad 

 

Print Ad 

Presenter
Presentation Notes
In addition to activities conducted by outreach coordinators, to generate additional awareness for the program, NYSERDA will be implementing tactics to reach prospects through other media.

As you’ll recall from the research, more than 50% of our target audience reads community papers. Print ads promoting the advantages of EmPower will be placed in these publications.  Given a tight budget, print advertising will be geographically targeted based upon the program’s needs.  Initially (Q1 and Q2) those print ads will be concentrated in CNY, Capital Region, Central Hudson Valley and NYC area.  In June, NYSERDA will work with the Honeywell to review the program and identify geographic regions to target print advertising. In addition, we are continuing our online presence throughout 2012. 
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New Program Fact Sheet 

Available in 9 languages 

Presenter
Presentation Notes
To provide prospects with more detailed information in order to make decisions on participation, several tools are being created. For example, you’ll have the ability to hand out a program fact sheet to prospects – in their native language.  This fact sheet replaces the EmPower “Save the Pinch” Brochure.

Case studies, featuring residents who have participated in the program, will also provide an overview of the benefits of the program—from the customers’ point of view—which is important for peer-to-peer communication. 

This content will be repurposed whenever possible to further expand awareness.  As the campaign unfolds, public relations activities will be done to place articles in the paper featuring customers and how EmPower has helped them reduce their energy use … and to engage bloggers in posting commentary online, like the simple steps consumers can take to reduce their energy bills.
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Advocate Brochure 

Presenter
Presentation Notes
The last marketing strategy is focused on making sure those individuals who interact with low-income residents are prepared to share details on the EmPower program.
These influencers include contractors such as yourself, Constituency Based Organizations – like those working to fulfill goals of the Green Jobs-Green New York legislation—landlords, Energy Star Community Coordinators, State agencies, and program participants. 

To help provide a comprehensive overview of EmPower—and share insights on how to work effectively with low-income residents—an easy-to-read advocate guide will be available. 
This brochure can serve as a vehicle where you can offer to provide training for an agency or utility who may need assistance in talking with this audience. 
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Posters, Lawn and Lobby Signs 

Posters 
 

Usage: Display at offices and 
community venues to 

promote program and/or 
event 

Lawn and Lobby Signs 

Usage: Displayed in the yard or lobby when 
work is being completed by 
contractors 

Presenter
Presentation Notes
NYSERDA will also help you promote the program at places where the target audience might go frequently. 

Posters, which can be hung at senior citizen centers, government buildings, community centers, town halls, and lobbies in multifamily dwellings, provide a low-cost marketing mechanism for attracting attention.

And, placing lawn signs in front of homes where EmPower projects were completed will foster neighborhood interest, as well as peer-to-peer conversations.
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Referral Post Cards 

Consumer Referral Card 
 

Contractor Referral Card 

Presenter
Presentation Notes
Finally, referral cards have been developed to make it easy for contractors, landlords and participants to pass along information about the program (once work has been completed) to their family, friends and neighbors.





Targeted Mailing Outreach 
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Making Referrals to EmPower  

Options: 
 Assist household in filling out application 
 Provide household with application packet 

(application, instructions, flyer and stamped 
and addressed envelope) 

 Provide household with postage-paid 
postcard 

 Provide household with the program phone 
number: 800-263-0960 

Presenter
Presentation Notes
The last marketing strategy is focused on making sure those individuals who interact with low-income residents are prepared to share details on the EmPower program.
These influencers include contractors such as yourself, Constituency Based Organizations – like those working to fulfill goals of the Green Jobs-Green New York legislation—landlords, Energy Star Community Coordinators, State agencies, and program participants. 

To help provide a comprehensive overview of EmPower—and share insights on how to work effectively with low-income residents—an easy-to-read advocate guide will be available. 
This brochure can serve as a vehicle where you can offer to provide training for an agency or utility who may need assistance in talking with this audience. 



To all the 
hardworking people 

who have helped low 
income households 

through 

EmPower New York: 

THANK 
YOU! 



Contact Information 

Kelvin Keraga, Senior Project Manager  
 Phone: 518-862-1090 ext. 3374    kk2@nyserda.org 
 
Dave Friello, Project Manager  
 Phone: 518-862-1090 ext. 3355    daf@nyserda.org 
 
Gladys Brangman, Project Coordinator 

 Phone: 518-862-1090 ext. 3467    geb@nyserda.org 
 
 
 
Carol Sweeney, Program Manager, Honeywell 

International  
 Phone: 315-463-7208   carol.sweeney@honeywell.com 
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