
October 12, 2023

VIA ELECTRONIC MAIL ONLY
Ms. Lora W. Johnson, CMC, LMMC
Clerk of Council
City Hall - Room 1E0
1300 Perdido Street
New Orleans, LA  70112

Re: Filing of Entergy New Orleans, LLC’s Energy Smart Midyear Report for
Program Year 13 (Resolutions R-11-52, R-17-31, R-17-176, R-17-177, R-17-623,
R-19-516, R-21-153, R-22-523; UD-08-02, UD-17-03)

Dear Ms. Johnson,

On February 3, 2011, the Council of the City of New Orleans (“Council”) adopted
Resolution R-11-52 requiring periodic reports regarding Energy Smart to be filed with the Council.
Council Resolution R-22-523 adopted on December 15, 2022, approved the PY13-14
Implementation Plan, with reserved approval for PY15, and approved APTIM, Environmental and
Infrastructure (“APTIM”) as the Third-Party Administrator.  Council Resolution R-21-153 altered
program reporting requirements from quarterly to semi-annual reports.

On behalf of APTIM, Entergy New Orleans, LLC submits this Energy Smart Program Year
13 Midyear Report for the period of January 1, 2023 through June 30, 2023 and requests that you
file this submission in accordance with Council regulations. Should you have any questions
regarding this filing, please contact my office at (504) 670-3680.

Sincerely,

Kevin T. Boleware

Enclosure

cc: Official Service List UD-08-02 and UD-17-03 (via electronic mail)

Kevin T. Boleware
Manager – Regulatory Affairs
Entergy New Orleans, LLC
504-670-3567 | kbolewa@entergy.com
1600 Perdido Street, New Orleans, LA 70112

mailto:drosenb@entergy.com
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Executive Summary 

The Energy Smart Program (Program) was developed by the New Orleans City Council (Council), is 

administered by Entergy New Orleans, LLC (ENO) and is implemented by APTIM, the Third-Party 

Administrator (TPA). This report contains performance data and activities for the Program for the period 

of January 1, 2023 - June 30, 2023. This report includes pre-evaluated gross savings.  

To ensure success in current and future programs, APTIM has engaged several subcontractors that 

have extensive experience in energy efficiency programs and in the New Orleans market to implement 

the program, including:  

• ILSI Engineering 

• Legacy Professional Services 

• Spears Consulting 

• Green Coast Enterprises 

• Energy Wise Alliance 

• Franklin Energy Services 

• EnergyHub 

• Harris Energy Solutions 

• MD Energy Advisors 

• Urban League of Louisiana 

• Bidgely Inc 
 

 

This report contains data on the Energy Smart program offerings, including: 

• Summary of activities by offering. 

• kWh savings achieved, kW reduction and incentives spent. 

• Marketing, outreach and engagement. 

• Training and workforce development activities. 

• Supplier diversity highlights. 
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Staff List   

Name Title Company Location 

Brenda Hopewell Vice President, Energy Solutions APTIM San Francisco, CA 

Dan Reese Director of Energy Programs APTIM Portland, OR 

Tony Hass Portfolio Director – Utility Programs APTIM Hartford, WI 

Megan Sykes Marketing Manager APTIM Baton Rouge, LA 

Michelle Krueger Program Director APTIM New Orleans, LA 

John Krzystowczyk Commercial Program Manager APTIM New Orleans, LA 

Dawn Ellerd Marketing & Outreach Lead APTIM New Orleans, LA 

Reagan Gill Marketing Communications Specialist APTIM Dallas, TX 

Kevin Fitzwilliam Training & Development Specialist APTIM New Orleans, LA 

Spencer Kurtz Sr. Energy Engineer APTIM Charlotte, NC 

Michael Slaughter Finance APTIM Baton Rouge, LA 

Nick Bengtson Sales Executive EnergyHub Brooklyn, NY 

Nathan Meadows Client Success Manager EnergyHub Brooklyn, NY 

Meredith Seale Education Coordinator Energy Wise Alliance New Orleans, LA 

Brandon Muetzel Community Outreach Manager Energy Wise Alliance New Orleans, LA 

Nate Wolf Residential Program Manager Franklin Energy Services New Orleans, LA 

Alan Mitchell Field Manager Franklin Energy Services New Orleans, LA 

Amanda Welch Operations Analyst Franklin Energy Services Milwauke, WI 

Melissa Carlson Client Marketing Manager Franklin Energy Services Chicago, IL 

Kat Piacentino Client Marketing Manager Franklin Energy Services Rochester, NY 

Wendy Becker Outreach Manager Franklin Energy Services Milwaukee, WI 

Daniel Franklin Operations Manager Franklin Energy Services New Orleans, LA 

James Herman Operations Analyst Franklin Energy Services New Orleans, LA 

Dwayne Haley Energy Advisor Franklin Energy Services New Orleans, LA 

Jackie Dadakis Chief Operating Officer Green Coast Enterprises New Orleans, LA 

Joe Ryan Director of Energy Services Green Coast Enterprises New Orleans, LA 

John Eskew Energy Management Specialist Green Coast Enterprises New Orleans, LA 

Ben Meyers Benchmarking Associate Green Coast Enterprises New Orleans, LA 

Brandon Brown Energy Management Specialist Green Coast Enterprises New Orleans, LA 

Jessica Harris President Harris Energy Solutions Austin, TX 

Iam Tucker President & CEO ILSI Engineering New Orleans, LA 

Keeley Evans Project Specialist ILSI Engineering New Orleans, LA 

Gill Page Energy Engineer ILSI Engineering New Orleans, LA 

Alcide Tervalon III Principal Legacy Professional New Orleans, LA 

Aaron Herbert Project Energy Engineer  Legacy Professional New Orleans, LA 

Iryell Richard Small Commercial Project Coordinator Legacy Professional New Orleans, LA 

Denzel Harry Energy Advisor Legacy Professional New Orleans, LA 

Louis Bart Energy Advisor Legacy Professional New Orleans, LA 

Jacob Pohlman Residential QA/QC Legacy Professional New Orleans, LA 

Derrick Hammond Energy Advisor Legacy Professional New Orleans, LA 

Larry Tervalon Energy Advisor Legacy Professional New Orleans, LA 

Vindocto Torns Energy Advisor Legacy Professional New Orleans, LA 
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Brandon Barbre Recycling Specialist Legacy Professional New Orleans, LA 

Wilbert Curtis Recycling Specialist Legacy Professional New Orleans, LA 

Ethan Cartwright Energy Advisor MD Energy Advisors New Orleans, LA 

Layne Carroll Energy Advisor MD Energy Advisors New Orleans, LA 

Cleveland Spears President/CEO Spears Consulting New Orleans, LA 

Meredith Adams Account Executive Spears Consulting New Orleans, LA 

Klassi Duncan VP Entrepreneurship & Innovation Urban League New Orleans, LA 

Cherie Duckworth VP of Workforce Development Urban League  New Orleans, LA 
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Offerings Overview  

Residential 

Energy Efficiency 

• Home Performance with ENERGY STAR®.  

• Retail Lighting & Appliances. 

• Income-Qualified Weatherization. 

• A/C Solutions. 

• Multifamily Solutions. 

• Appliance Recycling & Replacement Pilot. 

• Behavioral Energy Efficiency. 

• Energy Academy Education and School Kits. 

Demand Response 

• EasyCool Bring Your Own Thermostat. 

• Peak Time Rebate Pilot. 

• Residential Energy Battery Storage Pilot 

• Bring Your Own Charger EV Pilot 

 

  

Commercial & Industrial  

Energy Efficiency 

• Small Commercial & Industrial Solutions. 

• Large Commercial & Industrial Solutions.  

• Publicly Funded Institutions. 

• Commercial & Industrial Construction Solutions. 

 

Demand Response 

• Large Commercial & Industrial Demand Response 
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Program Performance and Activity  
 

Table 1.1 

 kWh 
SAVINGS** 

kWh GOAL* 
% TO 
GOAL 

kW 
SAVINGS 

kW 
GOAL* 

% TO 
GOAL 

INCENTIVES** BUDGET 
% TO 

BUDGET 

Commercial & 
Industrial - Energy 

Efficiency 

21,636,575 54,247,606 40% 1,727.71 8,639 20% $2,584,226 $6,367,571 41% 

Commercial & 
Industrial - Demand 

Response*** 

N/A N/A N/A N/A 6,970 N/A $22,570 $418,200 5% 

Residential - Energy 

Efficiency 
19,990,895 50,370,779 40% 2,474.92 3,614 68% $2,244,407 $6,919,833 32% 

Residential - Demand 

Response*** 
N/A N/A N/A N/A 10,974 N/A $72,125 $450,875 16% 

Total 41,627,470 104,618,385 40% 4,202.63 30,197 14% $4,923,328 $14,156,479 35% 

*Goals are reflective of the Energy Smart Implementation Plan PY 13-15. Summary tables show savings achieved and incentive spend from 

1/1/2023 through 6/30/2023. 

**Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 

***Demand Response program results are determined and evaluated after completion of the program year.  

 
 
 

Table 1.2 

 

  PROGRAM COSTS* PROGRAM BUDGET 
% OF PROGRAM 

BUDGET 

Commercial & Industrial - 

Energy Efficiency 
$4,518,808 $11,367,686 40% 

Commercial & Industrial - 
Demand Response 

$279,020 $878,200 32% 

Residential –  
Energy Efficiency 

$3,644,464 $10,118,854 36% 

Residential –  
Demand Response 

$541,258 $1,419,573 38% 

TOTAL $8,983,550 $23,784,313 38% 

 
*Program costs are reflective of projects that have been completed as well as projects that are being implemented.  

 
 

Table 1.3  

 

EM&V SPENT  EM&V BUDGET  % OF EM&V BUDGET  

$146,368 $985,955 15%  
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Residential Summary 

The Energy Smart Residential Portfolio had a successful start to Program Year 13 (PY13). The portfolio 

achieved 19,990,895 in kWh savings and reached 40% of the energy savings goal. In May, the 

Department of Energy recognized the Energy Smart Program as an ENERGY STAR Sustained 

Excellence Partner of the Year for a fourth consecutive year. The ENERGY STAR® program annually 

honors a group of organizations that have made outstanding contributions to protecting the 

environment through superior energy achievements. Winners are selected from a network of thousands 

of ENERGY STAR® partners. The Energy Smart program was recognized for its efforts to advance 

innovations in residential energy efficiency programs and technologies, therefore improving the 

affordability of home energy upgrades for diverse households through Home Performance with 

ENERGY STAR® offering.  

The Retail Lighting and Appliance and Home Performance with ENERGY STAR offerings have been 

the main drivers within the portfolio in Q1 and Q2 and are on track to meet energy savings goals. These 

programs focused on achieving lighting savings in the first half of PY13 due to the changes in lighting 

standards by the Energy Independence and Security Act (EISA) effective July 1, 2023. The EISA 

regulations decrease the energy savings Energy Smart may achieve with LED lighting, and therefore 

the quantity of LED lighting measures will decrease in the residential portfolio for Q3 and Q4. The 

Multifamily Solutions offering served eight properties in Q1 and Q2. Income Qualified Weatherization is 

on track to meet participation and energy savings goals with the support of customer outreach and 

partnerships in the community. Lastly, the Behavioral offering began utilizing AMI data for Home 

Energy Reports and upgraded the emailing platform to impact more customers. 

Commercial & Industrial Summary 

 

The Energy Smart Commercial & Industrial (C&I) portfolio built a pipeline of 21,636,575 kWh in the first 

two quarters of PY13, resulting in a forecast of 40% to the energy savings goal and 41% to the 

incentive budget. While impacts of COVID-19 and the associated restrictions have been limited in 

PY13, trade allies and customers alike have reported ongoing staffing challenges as well as continued 

supply chain disruptions that cause very long lead times for equipment such as chillers and VFDs.  The 

Energy Smart C&I pipeline was negatively impacted by the delay in program approval for 2023. Project 

pre-approvals for PY13 could not be issued until December 2022, leading to a decrease of 6.5 million 

kWh in pipeline to start PY13 in comparison with PY12.   

 

Energy Smart designed a bonus structure in Q1 that built upon lessons learned from PY12 Step-Down 

Bonus to incentivize trade allies and customers to submit and complete projects earlier in the program 

year. A 25% incentive bonus was offered for applications submitted by June 30 for projects that 

anticipated completion by September 30. The 25% bonus was successful at driving additional program 

applications. A total of 72 projects reserved the 25% bonus incentive which contributed an additional 

11.7 million kWh to the commercial portfolio pipeline. 
 

New program offerings were introduced in Q2 including compressed air leak repair and small business 
energy assessments. Compressed air incentives are paid per leak repair, the incentive rate is 
determined by the facility’s operation schedule. Outreach staff focused on trade ally recruitment and 
direct outreach to industrial customers during the first half of the year. Small business energy 
assessments were designed to introduce small commercial customers to the Energy Smart program, install 
measures for immediate savings and connect the participants with program trade allies to complete 
additional recommended measures.  
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Residential Offerings Summary 

Table 2.1 

OFFERING 
kWh 

SAVINGS 
kWh 

GOAL* 
% TO 
GOAL 

kW 
SAVINGS 

kW 
GOAL* 

% TO 
GOAL 

INCENTIVES BUDGET 
% TO 

BUDGET 

Home Performance 
with ENERGY STAR® 

11,157,892 16,461,506 68% 511.96 883 58% $840,067 $1,929,175 44% 

Retail Lighting & 
Appliances 

5,567,188 7,997,811 70% 904.77 1,110 82% $404,013 $1,143,327 35% 

Multifamily Solutions 418,644 2,678,475 16% 51.67 142 36% $79,758 $677,241 12% 

Income Qualified 
Weatherization 

1,399,681 3,817,679 37% 618.07 108 572% $643,651 $1,850,412 35% 

A/C Solutions 724,147 2,848,496 25% 301.31 1,239 24% $109,707 $999,341 11% 

Appliance Recycling & 
Replacement 

59,639 1,701,810 4% 1.05 25 4% $68,611 $221,737 31% 

Behavioral** - 14,067,914 0% - N/A 0% $0 $0 N/A 

Energy Academy 

Education and School 
Kits 

663,704 797,088 83% 86.10 107 80% $98,600 $98,600 100% 

EasyCool - Bring Your 
Own Thermostat** 

- N/A N/A - 9,600 0% $59,375 $355,000 0% 

Peak Time Rebate 
Pilot** 

- N/A N/A - 714 0% $0 $48,275 0% 

 Residential 

Energy Battery 
Storage Pilot** 

- N/A N/A - 135 0% $5,400 $18,500 29% 

Bring Your Own 
Charger EV Pilot** 

- N/A N/A - 525 0% $7,350 $29,100 25% 

Total  19,990,895 50,370,779 40% 2,474.92 14,588 17% $2,316,532 $7,370,708 31% 

*Goals are reflective of the Energy Smart Implementation Plan PY 13-15. Summary tables show savings achieved and incentive spend from 

1/1/2023 through 6/30/2023. 

**Behavioral and Demand Response program results are determined and evaluated after completion of the program year. 
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Home Performance with ENERGY STAR® 

Description 

This offering will achieve long term, significantly cost-effective electric savings through the use of local 

auditors and contractors who will help residential customers analyze their energy use and identify 

opportunities to improve efficiency, install low-cost energy-saving measures, and identify and 

implement more comprehensive home efficiency projects. The offering includes a home energy 

assessment which may also recommend follow-up measures to be completed by trade ally contractors. 

The home energy assessment includes a walk-through inspection and direct installation of low-cost 

measures such as LED lighting, high-efficiency showerheads and water aerators, smart power strips, 

pipe wrap and smart thermostats. The home energy assessment may recommend follow-up measures 

which require diagnostic testing to achieve deeper savings in the home. Follow-up measures, 

completed by an Energy Smart approved trade ally, include attic insulation, air conditioning tune-up, air 

sealing, and duct sealing. This offering also includes an energy- saving kit component offered through 

the Online Marketplace, which provides an easy customer entry point. The Home Performance with 

ENERGY STAR® offering includes all buildings with four or fewer units. Structures of this size and 

construction type often behave and function more like single-family homes, with owners often 

occupying one of the units, thus minimizing the split-incentive barrier.  

Highlights 

The Home Performance with ENERGY STAR® offering achieved 11,157,892 in kWh savings, reaching 

68% of the goal. The Energy Smart team completed 352 assessments in the first half of the year and 

generated 40% of the savings from direct-install measures at the time of the assessment. The deeper 

savings measures by the trade allies, which include attic insulation, air sealing and duct sealing, 

generated the remaining 60% of the savings for retrofit customers. This measure mix allowed the 

offering to produce an average of 2,297 kWh per customer. Lighting kits were mailed to 24,637 

customers and 1,501 Online Market kits were ordered by customers, which the program team used to 

create marketing leads and generate low-cost savings. Lighting kits were utilized to increase lighting 

savings while still allowed prior to EISA standards changing. The Department of Energy recognized the 

Energy Smart Program as an ENERGY STAR® Partner of the Year, Sustained Excellence, for the 

fourth consecutive year for its exemplary commitment and dedication to energy efficiency. The 

ENERGY STAR® program annually honors a group of organizations that have made outstanding 

contributions to protecting the environment through superior energy achievements. The Energy Smart 

program was recognized for its efforts to advance innovations in residential energy efficiency programs 

and technologies, therefore improving the affordability of home energy upgrades for diverse households 

through Home Performance with ENERGY STAR® offering.  

Performance 

Table 3.1 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal 

kW 

Savings 
kW Target 

% to 

Target 

Incentives 

Spent 

Incentive 

Budget 

% to 

Budget 

11,157,892 16,461,506 68% 511.96 883 58% $840,067.05 $1,929,175.00 44% 
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Retail Lighting & Appliances 

Description 

The objective of the Retail Lighting and Appliance offering is to increase awareness and sales of 

efficient lighting and appliances to Entergy New Orleans residential population. The offering will provide 

customers the opportunity to purchase a variety of discounted products that are ENERGY STAR 

qualified or better. The Energy Smart Online Marketplace features energy efficiency products at 

discounted prices. This allows Entergy New Orleans customers to purchase energy efficiency products 

online and have them shipped directly to their home. 

Highlights 

During the first six months of PY13, the Retail Lighting and Appliances offering achieved 5,567,188 in 

gross kWh savings, reaching 70% of the goal. The offering continues to provide a large portion of 

savings for the residential portfolio and continues to be the most cost-effective and visible residential 

offering.  

Point-of-sale lighting rebates, particularly with standard LEDs, were the main driver of savings at 

participating retailers.  Additional savings came from the Online Marketplace and mail-in appliance 

rebates for ENERGY STAR® certified refrigerators, window air-conditioning units, pool pumps, 

dehumidifiers, smart thermostats and heat-pump water heaters. Big-box stores, including The Home 

Depot, Costco, Lowe’s and Walmart, all participated in the point-of-sale offering, with sales at Costco 

providing the most savings. The program team also continued its partnership with more local stores, 

such as The Green Project, Eddie’s Ace Hardware, and Habitat for Humanity’s ReStore. Partnerships 

with local stores are vital to providing access to quality energy-efficient products to customers who shop 

locally and to support local businesses. 

The mail-in appliance rebate offering continues to be vital to providing customers better access to 

energy-efficient products with the increasing cost of goods.  Placement of marketing materials in The 

Home Depot, Lowe’s, and Walmart, alert customers of potential appliance rebates as they are making 

their selection in-store. 

The Online Marketplace continues to play an important role in providing customers access to energy-

efficient products. In addition to the manufacturer and retailer discounts during the winter and spring 

promotional periods on smart thermostats, LED bulbs, indoor water savers, and advanced power strips, 

Energy Smart also offered a three-day flash sale on the Amazon smart thermostat, with a customer 

cost of only $4.99.  In the first six months of PY13, the Online Marketplace sold 4,528 LEDs, 90 

advanced power strips and 144 water-saving products largely as add-on purchases for customers 

purchasing smart thermostats. 
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Performance 

Table 4.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

5,567,188 7,997,811 70% 904.77 1,110 82% $404,013 $1,143,327 35% 

 

Table 4.2 

Retail & Appliance Sales Quantities  
 

Participation type 

In-Store   QTY  

Lighting  37,980 

Online Marketplace  QTY  

Advanced power strips 72 

Smart thermostats 546 

Smart thermostat accessories 57 

Insulation 69 

Lighting 855 

Water savers 109 

Mail-In rebates  QTY  

Pool pump 4 

Heat pump water heater 6 

Refrigerator 51 

Window A/C 18 

       Water cooler 0 

Smart thermostat 41 

Portable dehumidifier 7 
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Table 4.3 

Participating Retailers 
 

RETAIL COMPANY 

SUPPORTED RETAIL PROGRAMS 

ADDRESS 
Lighting Appliances 

Barto Appliance  X 1400 Airline Dr 

Costco Wholesale  X 3900 Dublin St 

Home Depot (Bullard) X X 12300 I-10 Service Rd 

Home Depot (Central) X X 1100 S Claiborne Ave 

Lowes (Central)  X 2501 Elysian Fields Ave 

Lowes (Read)  X 5770 Read Blvd 

Walmart (Tchoupitoulas) X X 1901 Tchoupitoulas St 

Walmart (Chef Menteur) X X 4301 Chef Menteur Hwy 

Walmart (Behrman) X X 4001 Behrman Pl 

Walmart Bullard  X X 6000 Bullard Ave 

The Green Project X  2831 Marais St 

Eddie’s Ace Hardware X  4401 Downman Rd 

Habitat for Humanity’s ReStore X  2900 Elysian Fields Ave 
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Multifamily Solutions 

Description 

This offering targets multifamily property owners (landlords) and managers, as well as apartment 

and condo renters. The offerings will address their unique needs through a combination of incentives 

for both direct install and prescriptive measures, and through property owner and tenant 

education. A property must have a minimum of five units to qualify for Multifamily Solutions. This allows 

for the Multifamily Solutions offering to be more focused on the unique needs of owners, managers and 

renters of larger buildings.   

Highlights 

The Multifamily Solutions offering achieved 418,644 in kWh savings, reaching 16% of the goal. The 

program team began the year working with eight properties completing direct installation and 

assessments. Trade allies have been assigned to five of the properties with a sixth property available 

going into Q3. Trade ally follow up work is scheduled to start in June and the program will accrue the 

majority of the program offering energy savings in Q3. Outreach efforts to multifamily property tenants 

and managers will continue for pipeline opportunities for PY14. 

 

Performance 

Table 5.1 

 

 
ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

 418,644 2,678,475 16% 51.67 142 36% $79,758 $677,241 12% 
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Income-Qualified Weatherization 

Description 

The Income-Qualified Weatherization offering is designed to offer qualifying customers free energy 

efficiency projects ranging from direct install measures, such as LED bulbs and water savings measures, 

to demand response enabled smart thermostats and comprehensive envelope measures.  

Highlights 

The Income-Qualified Weatherization offering achieved 1,399,681 in kWh savings, reaching 37% of the 

goal. During the first half of the year, the Energy Smart team completed 371 Income Qualified home 

energy assessments. The Income-Qualified Weatherization offering generated 24% of kWh savings from 

direct install measures at the time of the assessment. Trade allies performed follow up measures 

recommended in the energy assessment report, which include attic insulation, air sealing and duct 

sealing. Follow up measures generated the remaining 76% of the kWh savings achieved. This measure 

mix allowed the offering to produce an average of 3,941 kWh reduction per customer. 

The Income-Qualified Weatherization offering coordinated with multiple local organizations that support 

income-qualified customers. Total Community Action and AmeriHealth invited the Energy Smart team to 

provide education tables, present program information at energy efficiency training events and enroll 

customers in the program offering. Vietnamese Initiatives in Economic Training (VIET) continued to 

collaborate with the program by signing up their members for home energy assessments and supporting 

language translation. The Estates, a neighborhood in the Desire area, has enrolled all qualified residents 

in the offering. This work began in May and will include almost 400 customers.  

Performance 

Table 6.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

1,399,681 3,817,679 37% 618.07 108 572% $643,651 $1,850,412 35% 
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A/C Solutions 

Description 

The A/C Solutions offering provides residential customers with a more comprehensive set of 

options to help lower the energy consumption associated with keeping their homes cool and 

comfortable in the summer. Customers with functioning air conditioning can improve the efficiency of 

their units with the help of a comprehensive air conditioning tune-up or replacement. The offering also 

includes the installation of new Demand Response (DR)-enabled smart thermostats. The program 

works to enhance the ability within the territory’s HVAC contractor network to provide value-added 

services to customers.  

Highlights 

The A/C Solutions offering achieved 724,147 in kWh savings, reaching 25% of the goal. The offering 

served 316 customers. Air conditioner tune-ups provided 52% of the kWh savings, duct sealing 

generated 47% and Smart thermostats were installed for 4 participating customers, totaling 1%. The 

offering will continue to utilize targeted marketing for air conditioner tune-ups throughout the second 

half of the program year in addition to adding more eligible trade allies to support the offering. 

Performance 

Table 7.1 

 

 
ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

 724,147 2,848,496 25% 301.31 1,239 24% $109,707 $999,341 11% 
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Appliance Recycling & Replacement Pilot 

Description 

The Appliance Recycling and Replacement Pilot offering will encourage early recycling of qualifying low 

efficiency appliances, such as refrigerators and freezers, for residential customers. The Pilot will also 

offer a refrigerator replacement option for income-qualified residential customers. This offering will go 

beyond federal recycling requirements using environmentally friendly best practices for recycling all 

components of each appliance and ensuring the inefficient equipment is permanently removed from the 

electric grid.  

Highlights 

The Appliance Recycling and Replacement Pilot achieved 59,639 kWh savings this reporting period. 

The offering served 83 income-qualified customers with the refrigerator replacement measure, installing 

a new ENERGY STAR® refrigerator which will reduce appliance electricity consumption. The Income-

Qualified Weatherization home energy assessment now includes refrigerator replacement criteria to 

identify more qualified customers for this measure. The offering recycled 42 inefficient refrigerators to 

remove them from the electric grid permanently as well as four freezers. The Program Team has 

integrated the Appliance Recycling offering in cross promotional marketing with all residential portfolio 

program offerings, including the bill insert advertising free home energy assessments for the Home 

Performance with ENERGY STAR® offering.  

Performance 

Table 8.1 

 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings 
kWh Goal % to Goal kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

59,639 1,701,810 4% 1.05 25 4% $68,611 $221,737 31% 

 
 
 



ENERGY SMART PROGRAM MIDYEAR REPORT – PROGRAM YEAR 13 22 

 

Behavioral Energy Efficiency 

Description 

The Behavioral offering provides customers a Home Energy Report/Scorecard (HERs). Residential 

customers will receive a monthly HER that compares them to similar and efficient households, shows 

their usage over time, provides tips for saving energy and directs them to other program offerings. 

Residential customers that have provided email addresses are opted into the offering and can opt-out at 

their discretion. Customers who have not provided an email address may receive a printed HER on a 

quarterly basis.  

Highlights 

The first Home Energy Reports (HERs) for PY13 were sent to customers in April and have continued 

each consecutive month to present. A total of 79,862 HERs have been delivered to customers year to 

date. In PY13 multiple enhancements were made to the Behavioral offering which included a redesign of 

the HERs template with updated program branding and easy-to-read graphics. The program team 

upgraded the email marketing platform to increase the number of customers that could receive email 

HERs. This platform upgrade doubled the number of HERs that could be sent to customers electronically. 

In addition, the Behavioral offering began utilizing AMI usage data for Home Energy Reports instead of 

monthly billing data.  

Performance 

Table 9.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal* kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

 14,067,914  N/A N/A N/A $0 $0 N/A 

 
*Behavioral program results are determined and evaluated after completion of the program year. 
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Energy Academy Education and School Kits 

Description 

The Energy Academy program, a collaborative effort between Entergy New Orleans and National Theatre 

for Children, has achieved its targeted milestones in promoting energy efficiency within the NOLA Wise 

School Kits initiative during the first half of the year. The program's live-in-school energy efficiency 

program was designed to achieve a kWh savings target of 797,088 kWh. Key highlights of this 

accomplishment are successfully implemented across the Entergy community, reaching 30 schools in 

total. Among these, 28 elementary schools and 2 middle schools actively participated, benefiting from 

engaging and informative live-in school educational performances that focused on energy efficiency and 

energy savings. 

Highlights 

The NOLA Wise School Kit program effectively accomplished its kWh savings objective of 797,088 kWh. 

This outcome was made possible through the distribution of 4,102 energy savings kits to the 30 

participating schools. These kits enabled students to practice energy-saving techniques in their 

classrooms and also in their homes, fostering a culture of sustainable energy efficiency. NTC’s 

partnership with ENO and the successful execution of the Energy Academy program demonstrates the 

commitment to promoting energy-wise behaviors and environmental stewardship within the community. 

Performance 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal* kW Savings kW Target % to Target 

Incentives 

Spent 

Incentive 

Budget 
% to Budget 

663,704 797,088 83% 86.10 107 80% $98,600 $98,600 100% 
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EasyCool for Residents 

Description 

The residential Bring Your Own Thermostat (BYOT) Demand Response offering taps into the existing 

installed base of connected thermostats in the Entergy New Orleans territory. Through technical 

integrations with the leading thermostat manufacturers in the industry, Energy Smart will have the 

ability to enroll, monitor, and control connected thermostats and leverage the enrolled aggregation as a 

capacity resource for peak demand reduction.  When a Demand Response event is dispatched, 

targeted devices will experience a temperature adjustment (an “offset” or “setback”) that will in turn 

curtail HVAC usage during the peak period.  

Highlights 

The EasyCool offering enrolled 1,242 new customers during the reporting period bringing the total 

enrolled devices to 6,210. New Orleans experienced record-breaking heat in the month of June, which 

resulted in higher electricity demands. According to the National Weather Service, 2023 surpassed the 

record for the greatest number of excessive heat warnings in a year. In 2022, five excessive heat 

warnings were issued. As of June 29, 2023, seven excessive heat warnings have been issued in 

Orleans Parish. The Program Team dispatched three events in June, detailed in the table below. All 

events included 30 minutes of pre-cooling by two degrees, followed by increase in set temperature by 

three degrees. Customers can “opt-out” of the event at any time by changing the temperature setting on 

their thermostat. All four events produced full participation rates between 55-59%. Customers are 

counted as full participants if they do not “opt-out” of the event.  

Performance 

Table 10.1 
 

EASYCOOL 

FOR 
RESIDENTS 

DEMAND REDUCTION (kW)  ENROLLMENT BUDGET  PARTICIPATION BUDGET ** 

kW 
Savings*  

kW Target  % to Target  
Incentives 

Spent  
Incentive 
Budget  

% to Budget  
Incentives 

Spent  
Incentive 
Budget  

% to Budget  

BYOT  - 9,600 N/A $59,375 $230,000 26% $0 $125,000 0% 

 
*Demand Response program results are determined and evaluated after completion of the program year. 
** Demand Response participation incentives are issued at the conclusion of the summer season in October.  

 
Table 10.2 

 

EVENT DATE 
EVENT 
TIME 

EVENT 
LENGTH 

FULL 
PARTICIPATION 

6/13/2023 4:00-7:00 3 hours 56.90% 

6/15/2023 4:00-7:00 3 hours 55.90% 

6/29/2023 3:00-6:30 3.5 hours 58.60% 
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Peak Time Rebate Pilot 

Description 

The opt-in Peak Time Rebate Pilot will engage customers to reduce energy consumption during 
Peak Events. The proposed Pilot allows Entergy New Orleans to call events year-round and will include 
customer engagement through email. Email communications will notify customers when events are 
imminent and provide clear recommendations on how and when to reduce their energy consumption. 
The Pilot includes a tiered incentive for low, medium, or high savers ranging from $10 to $50.  
 

Highlights 

The Peak Time Rebate Pilot completed the opt-in enrollment period, successfully recruiting 2,700 

participants. The enrollment campaign targeted customers with higher average loads, with more 

opportunity to shed load during peak demand events, as well as customers who are not enrolled in the 

EasyCool Bring Your Own Thermostat program. The event notifications were designed, approved and 

will launch in July 2023.  
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Bring Your Own Charger (BYOC) EV Pilot 

Description 

The BYOC program incentivizes EV owners to charge their vehicles during preset off-peak hours, with 

no special hardware or separate meter required. Participants will program their vehicles to charge 

during off-peak hours, and software developed by program administrator, Sagewell, will confirm off-

peak charging is taking place using AMI data. The program has a 2023 enrollment goal of 350 vehicles. 

Enrolled customers will receive a credit of $7 per month, paid quarterly.  

Highlights 

The BYOC program launched on July 18, 2023. Approximately 9% of the program enrollment target 

was achieved in the first 14 days of the program between July 18 and July 31 with a total of 27 

customers and 31 EVs enrolled. As setting a charging schedule is a required part of enrollment, 

participants began charging off-peak immediately upon enrollment.  

In the first 3 days after launch, there were 20 vehicles enrolled and scheduled to charge off-peak when 

New Orleans temperature was 98 degrees July 20, 2023. There were 31 vehicles approved as of July 

31, 2023 when temperature reached 100 degrees. July 2023 was the second hottest July on records 

and Entergy New Orleans benefited by launching BYOC in time for record-breaking heat. 

The program was initially marketed via email to 270 ENO customers who received an EVSE rebate. 

Over 75% of recipients opened the email, and 30% of those that opened the email clicked a link to 

learn more about the program. Marketing efforts will continue via electronic newsletter and other 

channels in August 2023 and beyond.  

Performance 

Performance of program participants will be determined via AMI data analysis. Program performance 
metrics will include percentage of charging sessions during on-peak and off-peak periods, aggregate 
EV charging load shapes and other metrics. ENO staff and Sagewell are still working on finalizing an 
automated AMI meter data transfer process for reporting. 
 
Data from other BYOC programs around the country shows that over 90% of EV charging occurs 
outside of the afternoon and evening peak windows and 98% of EV charging occurs outside of 
coincident system peak hours. Additionally, because BYOC shifts EV load via everyday charging 
schedules instead of active management, no DR events are called. This every-day load shifting feature 
helps reduce localized distribution system overloading throughout the year and not just on the 
systemwide highest peak load days of the year. 
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Residential Battery Energy Storage Pilot  

 

Description 

The Residential Battery Pilot has a one-year term which began on April 1, 2023 and continues through 

December 31, 2023.  The objective of the program is to secure 135 kW in peak demand reduction through 

the participation of 30 residential battery customers. The target audience is residential customers that 

have already purchased, or plan to purchase, a residential battery storage solution as part of their home 

solar photovoltaic (PV) system. The incentives being proposed are designed to encourage participation 

in the battery storage demand response program.  They are not high enough to meaningfully influence 

battery storage adoption or convert a PV system customer into a PV + battery storage customer.   

There are two main objectives of the pilot.  The first is to understand how much demand reduction can 

be realized during peak time periods.  The second is to determine acceptance of the program’s utilization 

of customers’ battery for a demand response program. 

Highlights 

Currently have eleven residential customers enrolled and seven additional being integrated into the 
demand response system. There is ongoing challenges in the area with some of the local installation 
contractors. Multiple contractors have gone out of business, did not complete the installation fully, or 
equipment was installed incorrectly. We are working with the contractor community to refer customers 
to an alternate contractor to allow for participation in the program.  
 

Entergy has called for four demand response events this season. Honeywell has marketed the program 
to residents, manufacturers, and installers. A referral incentive is available for customers and trade 
allies.  
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Commercial & Industrial Offerings Summary 

 
Table 11.1 

 

OFFERING 
kWh 

SAVINGS** 

kWh 

GOAL* 

% TO 

GOAL 

kW 

SAVINGS 

kW 
TARGET

* 

% TO 

GOAL 
INCENTIVES** BUDGET 

% TO 

BUDGET 

Small Commercial & 

Industrial Solutions 
1,801,554 4,925,994 37% 158.73 949 17% $221,528 $711,293 31% 

Large Commercial & 

Industrial Solutions 
15,080,371 35,008,874 43% 1,174.85 6,475 18% $1,857,776 $4,037,813 46% 

Publicly Funded  

Institutions 
4,141,910 10,799,767 38% 270.44 409 66% $435,360 $1,486,165 29% 

Commercial & 

Industrial Construction 
Solutions 

612,740 3,512,971 17% 123.69 806 15% $69,563 $132,300 53% 

Large Commercial & 

Industrial Demand 
Response*** 

- - N/A - 6,970 0% $22,570 $418,200 5% 

TOTAL 21,636,575 54,247,606 40% 1,727.71 15,609 11% $2,606,796 $6,785,771 38% 

*Goals are reflective of the Energy Smart Implementation Plan PY 13-15. Summary tables show savings achieved and incentive spend from 

1/1/2023 through 6/30/2023. 

**Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 

***Demand Response program results are determined and evaluated after completion of the program year. 
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Small Commercial & Industrial Solutions 

Description 

The Small Commercial & Industrial Solutions offering provides small businesses (100 kW demand or 

less) and other qualified non-residential customers the opportunity to achieve electricity savings 

through strategies designed specifically for this sector. This offering helps small business customers 

analyze facility energy use and identify energy efficiency improvement projects. Program participants 

are advised on applicable offerings through the program as well as financial incentives for eligible 

efficiency measures that are installed in their facilities by trade allies.  

Highlights 

The Small Commercial & Industrial offering reached 1,801,554 kWh, resulting in a forecast of 37% to 

goal. Participation in the Small Commercial & Industrial offering increased compared to the mid-year 

point of PY12 with 44 Small Commercial & Industrial project applications received in PY13 compared to 

30 applications in PY12. In order to drive Small C&I customer participation, the Energy Smart team 

prioritized direct outreach and marketing strategies including directing customers to the Project Inquiry 

form on the Energy Smart website, designed to reduce application barriers for busy small business 

owners.  
 

Energy Smart introduced the PY13 25% Customer Bonus at the beginning of Program Year 13 to allow 

customers to apply for a project by June 30th and reserve a 25% increased incentive as long as the 

project was completed before September 30, 2023. The PY13 25% Incentive Bonus helped reduce 

project costs for Small C&I customers and in the first half of the year increased overall Small C&I 

incentives by over $13,000.  
  

Throughout the first half of PY13 the Energy Smart team maximized the number of customer-initiated 
Small C&I projects by performing direct outreach and providing one-on-one support from project 
initiation to incentive payment. The team’s Small Commercial Outreach Specialist immediately 
contacted customers following an Inquiry Form submission. The Outreach Specialist assisted 
customers in gathering additional project information, soliciting project estimates from program trade 
allies, ensuring equipment eligibility and completing project application documents. Over 60% of the 
Energy Smart Inquiry Forms received were associated with Small Commercial customers. 
 

Performance 

• A total of 14 projects were completed during the first half of PY12 and 30 additional projects are 
currently being implemented. 

• 44 orders were processed from the Small Business online store. 

• Small Business online store orders achieved 59,456 kWh. 
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Table 12.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal kW Savings* kW Target % to Target 

Incentives 

Spent* 

Incentive 

Budget 
% to Budget 

1,801,554 4,925,994 37% 158.73 949 17% $221,528 $711,293 31% 

*Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 

 
 

Chart 12.2 

 

 
 

 
 

Chart 12.3 
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Large Commercial & Industrial Solutions 

Description 

The primary objective of the Large Commercial and Industrial Solutions offering is to provide a solution 

for larger (greater than 100 kW demand) non-residential customers interested in energy efficiency 

through a prescriptive or custom approach. The Large Commercial & Industrial offering is designed to 

generate significant energy savings, as well as a longer-term market penetration by nurturing delivery 

channels, such as design professionals, distributors, installation contractors and Energy Service 

Companies (ESCOs).  

Highlights 

By the end of Q2, the Large Commercial & Industrial offering reached 15,080,371 kWh, resulting in a 

forecast of 43% to goal. The Energy Smart Large C&I pipeline was 5.7 million kWh higher at the 

midyear point in PY12. Energy Smart received more projects in the first six months of PY13 than in the 

same period in PY12 and these projects contributed 1,072,106 kWh more to the Large C&I pipeline in 

PY13 compared to PY12. This Large C&I pipeline decrease is a result of delayed Energy Smart 

program approval in 2022; the Program was not able to pre-approve projects for PY13 until mid-

December 2022 which led to zero projects in the pipeline until January 2023. Large C&I projects 

generally have longer sales cycles, longer equipment lead times and longer installation timelines. 

Delayed Energy Smart program approval negatively affects Large C&I program savings more than any 

other offering.  
 

Large C&I customers and trade allies continued to report staffing challenges, tighter budgets and long 

lead-times for non-lighting measures such as chillers and VFDs. The 25% Customer Bonus was 

designed to allow customers to reserve a higher bonus amount throughout an additional quarter 

compared to PY12’s bonus structure. In the first half of PY13, 43 Large Commercial & Industrial 

projects reserved a 25% Customer Bonus incentive which added over $200,000 in additional incentives 

and 8.1 million kWh to the PY13 pipeline.  

  

Energy Smart continues to prioritize recruiting new trade allies and re-activating existing trade allies to 

meet the energy savings goal for Large C&I customers in PY13. Publicly available bid documents and 

Utility Service Request Forms were utilized so far in PY13 to maximize trade ally recruitment and 

participation.  Energy Smart also added new measures and project tracks in the first half of PY13 

including the Compressed Air offering and the Continuous Commissioning project track to ensure 

Energy Smart provides the most comprehensive portfolio of measures and offerings to meet the energy 

needs of Large Commercial & Industrial customers.   

 

Performance 

• A total of 25 projects were completed during the first half of PY13 and 56 additional projects are 
currently being implemented. 

• Measure Mix: 29% lighting and 71% non-lighting. 
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Table 13.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal kW Savings* kW Target % to Target 

Incentives 

Spent* 

Incentive 

Budget 
% to Budget 

15,080,371 35,008,874 43% 1,174.85 6,475 18% $1,857,776 $4,037,813 46% 

*Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 
 
 
 
 

Chart 13.2 

 

 
 

Chart 13.3 
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Publicly Funded Institutions 

Description 

The Publicly Funded Institutions offering is targeted at local publicly funded institutions. The offering 

assists end-use customers in overcoming barriers that are specific to publicly funded groups. Through 

hands-on expertise and consulting, the program benchmarks the institution’s energy use and identifies 

a roadmap to success. Customers are given guidance throughout their engagement with the program. 

Highlights 

The Publicly Funded Institutions offering reached 4,141,910 kWh, resulting in a forecast of 38% to goal. 

After several years of exceeding the PFI energy savings goal and incentive budget, Energy Smart 

proposed to nearly triple the PFI energy savings goal from 3.6 million kWh in PY12 to 10.8 million kWh 

in PY13. Along with increased goal and incentive budgets, PFI outreach staff was expanded with an 

emphasis on retro-commissioning. Retro-commissioning has proven to be a cost-effective measure for 

PFI customers and helps facility managers better understand and control the energy use in their 

buildings.  

 

Budget restrictions and limited funding for capital projects continue to impact PFI customers’ ability to 

make energy efficiency investments. The Energy Smart program 25% Bonus aimed to address this 

challenge. The 25% Bonus increased PFI incentives by almost $67,000 and contributed 2.8 million kWh 

to the PY13 pipeline. Customers that received the bonus include several public charter schools, city 

government and federal government facilities.  

 

In order to meet the increased energy savings goal for PFI customers in PY13 the Energy Smart team 

continues to meet regularly with high impact PFI customers with substantial energy savings potential. 

Energy Smart Provides technical and application assistance as well as education for facility staff and 

City Departments about Energy Smart opportunities. In addition, Energy Smart staff is coordinating with 

the City’s Office of Resilience & Sustainability to provide energy efficiency support to meet the City’s 

aggressive sustainability goals as outlined in the Resilient New Orleans Strategy Report.   
 

Performance 

• Two projects were completed during the first half of PY13, and 15 additional projects are 

currently being implemented. 

• Project Type: Both completed projects were Building Automation System projects. 

 
 

Table 14.1 

 

 
ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal kW Savings* kW Target % to Target 

Incentives 

Spent* 

Incentive 

Budget 
% to Budget 

 4,141,910 10,799,767 38% 270.44 409 66% $435,360 $1,486,165 29% 

*Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 
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Commercial & Industrial Construction Solutions 

Description 

The Commercial & Industrial Construction Solutions offering encourages customers to design and 

construct higher efficiency facilities than building code or planned designs. This offering is available to 

ground-up construction, additions or expansions, building repurposing and commercial building 

restorations. The New Construction offering provides incentives for design assistance, prescriptive 

measures and custom upgrades tailored to the customer’s building operations. 

Highlights 

The Commercial & Industrial Construction Solutions offering reached 612,740 kWh, resulting in a 
forecast of 17% to goal. With program approval coming late in 2022, Energy Smart was unable to pre-
approve C&I Construction Solutions projects in PY12, which had a negative impact on the Program’s 
ability to build a pipeline of new construction/major renovation projects that typically have long 
implementation timelines. 
 
However, the Energy Smart outreach and marketing efforts have built momentum for this offering to 
garner more applications in Q1 and Q2 PY13 than any other program year since the C&I Construction 
Solutions offering was introduced. Outreach staff continue to educate and enroll prospective trade allies 
on the benefits of the Energy Smart program. Energy Smart also continues to receive several C&I 
Construction Solutions project leads each month via the Project Inquiry Form on the Energy Smart 
website. Many of these customers inquire specifically about building shell improvements such as 
windows, doors and insulation. Through the end of Q2, three C&I Construction Solutions projects 
received a 25% Customer Bonus incentive which added 95,000 kWh to the PY13 pipeline.   
 

Performance 

 

• Five Commercial & Industrial Construction Solutions projects compared to two projects in PY12. 

• Measure Mix: 50% lighting and 50% non-lighting. 

• Measure Mix: 70% prescriptive and 30% custom. 
 
 

Table 15.1 

 

 

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW) BUDGET 

kWh 

Savings* 
kWh Goal % to Goal kW Savings* kW Target % to Target 

Incentives 

Spent* 

Incentive 

Budget 
% to Budget 

612,740 3,512,971 17% 123.69 806 15% $69,563 $132,300 53% 

 
*Savings and incentives are reflective of projects that have been completed as well as projects that are being implemented. 
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Large Commercial & Industrial Demand Response 

Description 

The Large Commercial & Industrial Demand Response (DR) offering launched with an objective to secure 

a total of 7.5 megawatts (MW) of commercial demand shed over term of the program cycle. Large 

commercial customers (exceeding 100kW peak demand) are being recruited and enrolled for an 

automated turn-key DR solution.  

An advanced software platform, Concerto®, was deployed for dispatch, control and optimization of all 

DR resources enrolled in the offering. Concerto is utilized to advance goals of maximizing customer 

satisfaction for participants in the offering while being adaptable to new and changing technologies that 

can provide flexibility and reliability, such as batteries, electric vehicles and distributed solar. 

Highlights 

The Program Team conducted 41 site surveys including hospitals, secondary schools, commercial office 

space, university, and industrial sites totaling 5.6 MW. The offering includes 19 enrolled customers 

totaling 5,923 kW. There are three projects in the installation and testing phase totaling 763 kW.  

An effort to integrate with Entergy electrical meters has been completed. The integration allows 

Concerto® to produce same-day consumption and demand baselines to monitor customer performance 

in the Large C&I DR offering. Daily monitoring allows the customer, and in turn the Program Team, to 

maximize energy savings. 

In addition to directly targeting customers, the outreach team is educating controls contractors on 

program benefits for both the controls company and their customers. Honeywell has joined local industry 

organizations to further conduct outreach and promote the multiple benefits of program participation in 

Energy Smart and the Large C&I DR offering.  
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Marketing, Outreach & Engagement 

Public Awareness Campaign 

Highlights 
 

The Energy Smart team launched the program’s public awareness campaign on May 8. The goal of the 
year-long campaign is to utilize high-impact media tactics to drive awareness of the programs savings-
benefits and increase participation. A laser-focused targeting strategy was implemented. Media 
placement and messaging was placed within 11 zip codes identified as areas with customers having 
severe energy burdens. The 11 zip codes targeted were: 70126, 70127, 70129, 70117, 70116, 70119, 
70112, 70125, 70113, 70115, 70114.   
 
The team developed four static ads for the May 8 campaign launch. The ads ran on digital out-of-home 
(OOH) billboards and digital display ads followed by transit ads, launching on June 19. The OOH 
placements consisted of five 14’x48’ digital bulletins that rotate throughout 14 locations in the city and 
four 10’x21’ digital posters that are in fixed locations. Two are adjacent to the University Medical Center 
and the other two are targeting people entering and leaving the French Quarter and Central Business 
District. Digital dominant display advertising utilized geo-targeting to deliver ads to customers in the 
designated 11 zip codes while Device ID targeting delivered ads specifically to Energy New Orleans 
customers mobile devices visiting discount grocery, dollar stores and community assistance centers.  
 
As of June 30 reporting, overall traffic to the Energy Smart website is up 12% and dominant display ad 
conversions are up 100%. The Energy Smart team is developing new creative executions with 
anticipated early August launch date. 
 
Performance 
 

Table 16.1: Digital Billboard 
 

DIGITAL BILLBOARDS DATE # OF BILLBOARDS IMPRESSIONS 

Digital Bulletins May 8 – June 30 5 12,650,342 

Posters May 8 – June 30 4 3,217,785 

 

Table 16.2: Transit Ads 

TYPE DATE # OF UNITS IMPRESSIONS 

Bus Shelters June 19 - 30 10 528,000 

Bus Kings June 19 - 30 7 504,000 

Bus Wrap June 19 - 30 1 1,980,000 

 

Table 16.3: Digital Ads 

TYPE DATE IMPRESSIONS CLICKS CTR CONVERSIONS 

Device ID May 5-31 104,025 185 .18% 52 

 June 1 - 30 103,795 256 .25% 38 

Dominant Display May 5 - 31 282,990 515 .18% 100 

 June 1 - 30 281,593 483 .17% 222 
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Residential Marketing and Outreach  

Highlights 
 

Program Year 13 kicked off in January with customer satisfaction survey emails to customers who had 

recently participated in the Energy Smart program. A second set of customer satisfaction survey emails 

were sent in May. 

 

On Feb. 8, the Q1 digital campaign launched. The campaign targeted customers in the Entergy New 

Orleans territory. The digital campaign consisted of a Facebook ad, Google Search ad and Google 

Display ads. The Facebook ad launched on February 8 and the Google Search and Display ads kicked-

off a week later on Feb. 15. The messaging for all three Q1 ads focused on the Home Performance 

with ENERGY STAR® offering with Residential Appliances as a secondary message. 

 
Table 16.4: Q1 Digital Campaign Results 

CHANNEL IN-MARKET DATE IMPRESSIONS/ 

SENDS 

AUDIENCE 

REACH/ 
OPENS 

OPEN 

RATE CLICKS 
CLICK-

THROUGH 
RATE 

Facebook ad (gif) February 8–March 31, 2023  25,556 N/A N/A 353 1.38% 

Google Search ad February 15–March 31, 2023  2,983 N/A N/A 330 11.06% 

Google Display ads February 15–March 31, 2023  614,772 N/A N/A 507 0.08% 

  
Every month, the Energy Smart team creates an article for the monthly Circuit newsletter and a 

corresponding social media post to increase awareness and promote program participation. 

In February, the Energy Smart team produced a Home Performance with ENERGY STAR® bill insert. 

The two-sided bill insert showcased the benefits of the Home Performance with ENERGY STAR® 

offering along with all the other offerings available to customers through the Energy Smart program. 

The bill insert was sent to 110,000 customers between Feb. 2 and March 1.  

 

On Feb. 13, a campaign focusing on the Home Performance with ENERGY STAR® offering and lighting 

discounts available in-store or on the Online Marketplace launched. The campaign included a postcard 

mailing, a lead generation email, a did-not-open email and a did-not-click email. The did-not-open email 

is a remarketing email to customers that did not open the lead generation email and the did-not-click 

email is a remarketing email to customers that opened the lead generation email but did not click the 

call to action in the lead generation email. The campaign targeted residential customers who had not 

participated in the Home Performance with ENERGY STAR® (HPwES) offering and lived within the 

Entergy New Orleans territory. The first postcard was sent on February 13 to customers that lived in the 

ZIP codes 70112, 70118, 70119 and the lead generation email was sent on February 13 to customers 

that lived in the ZIP codes from 70112-70119. The second postcard drop was sent on February 28 and 

targeted customers that lived in ZIP codes 70113, 70115, 70116 and 70117 while the second lead 

generation email was sent on March 2 and targeted customers that lived in ZIP codes 70122-70130, 

70114 and 70131. 
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Table 16.5: Home Performance with ENERGY STAR Campaign Results 

CHANNEL IN-MARKET DATE IMPRESSIONS/ 
SENDS 

AUDIENCE 
REACH/ OPENS 

OPEN 
RATE CLICKS 

CLICK-
THROUGH 

RATE 

Postcard – Drop 1 February 13, 2023 5,164 N/A N/A N/A N/A 

Lead Gen Email – Drop 1 February 13, 2023 49,073 8,848 18.74% 395 0.84% 

Did Not Open Email – Drop 1 February 20, 2023 42,389 3,360 8.05% 145 0.35% 

Did Not Click Email – Drop 1 February 20, 2023 4,704 2,745 58.35% 51 1.86% 

Postcard – Drop 2 February 28, 2023 5,721 N/A N/A N/A N/A 

Lead Gen Email – Drop 2 March 2, 2023 52,710 9,391 18.26% 489 0.95% 

Did Not Open Email – Drop 2 March 9, 2023 45,877 4,619 10.2% 190 0.42% 

Did Not Click Email – Drop 2 March 9, 2023 37,957 6,907 18.33% 188 0.5% 

  

A large focus for the first six months of the year was on lighting. To help achieve the lighting savings 

goals, the Program Team sent an LED kit to eligible customers who had not had a Home Performance 

with ENERGY STAR® or Income-Qualified Weatherization assessment, with a focus on customers that 

were high energy users or in arrears. The LED kit contained five 9-watt standard LEDs, two 15-watt 

spotlight LEDs and one 13-watt standard LED. After the kit was mailed to customers, the team follow-

up with a postcard mailing and three emails for those customers that had an email address. The three 

emails sent were a lead generation, did-not-open and did-not-click email. The kits and subsequent 

follow-up campaign was broken into four separate drops. All customers that were targeted had not 

received a kit or had a Home Performance with ENERGY STAR® or Income-Qualified assessment. 

Customers were then targeted based on the ZIP code for their residence. Drops 1 and 2 was sent to 

customers who lived in 70014 or 70131 and also focused on customers in arrears. Drop 3 was sent to 

customers who lived in 70112, 70113, 70115, 70116, 70117, 70118, 70119, 70125, 70130 and also 

focused on customers that were high energy users or in arrears. Drop 4 was sent to customers who 

lived in 70122, 70124, 70126, 70127, 70128, 70129, 70148 and also focused on customers that were 

high energy users or in arrears. 
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Table 16.6: LED Kit and Follow-Up Campaign Results 

CHANNEL IN-MARKET DATE IMPRESSIONS/ 
SENDS 

AUDIENCE 
REACH/ OPENS 

OPEN 
RATE CLICKS 

CLICK-
THROUGH 

RATE 

LED Kit – Drop 1  February 21, 2023 4,242 N/A N/A N/A N/A 

Postcard – Drop 1  March 7, 2023 4,242 N/A N/A N/A N/A 

Lead Gen Email – Drop 1 March 15, 2023 2,916 438 15.18% 26 0.9% 
Did Not Open Email – Drop 1 March 21, 2023 2,597 213 8.32% 11 0.43% 

Did Not Click Email – Drop 1 March 21, 2023 299 155 51.81% 6 2.01% 
LED Kit – Drop 2 March 7, 2023 4,250 N/A N/A N/A N/A 

Postcard – Drop 2  March 17, 2023 4,202 N/A N/A N/A N/A 
Lead Gen Email – Drop 2 March 24, 2023 2,974 555 19.48% 26 0.91% 

Did Not Open Email – Drop 2 March 31, 2023 2,006 123 6.25% 9 0.46% 
Did Not Click Email – Drop 2 March 31, 2023 318 148 46.67% 1 0.32% 

LED Kit – Drop 3 April 21, 2023 8,122 N/A N/A N/A N/A 
Lead Gen Email – Drop 3 & 4  May 9, 2023 6,148 794 13.15% 48 0.8% 

Postcard – Drop 3  May 18, 2023  16,115  N/A  N/A  N/A  N/A  

Did Not Open Email – Drop 3  May 16, 2023  5,598  368  6.69%  18  0.33%  

Did Not Click Email – Drop 3  May 16, 2023  479  204  42.62%  4  0.84%  

LED Kit – Drop 4  May 11, 2023  8,122  N/A  N/A  N/A  N/A  
Lead Gen Email – Drop 4  May 25, 2023  7,226  981  13.9%  84  1.19%  

Did Not Open Email – Drop 4  June 1, 2023  6,417  487  7.61%  52  0.81%  

Did Not Click Email – Drop 4  June 1, 2023  634  325  51.23%  28  4.42%  

  

In April, the Department of Energy announced that the Energy Smart program won the 2023 ENERGY 

STAR® Partner of the Year Award—Sustained Excellence for the fourth consecutive year. The Energy 

Smart program was recognized for its efforts to advance innovations in residential energy efficiency 

programs and technologies to improve the affordability of home energy upgrades for diverse 

households through Home Performance with ENERGY STAR®. The Energy Smart team worked 

collaboratively with Entergy New Orleans communications team in developing the news release that 

ran on the Entergy New Orleans website.  
 

On April 1, the Q2 digital campaign launched and targeted customers in the Entergy New Orleans 

territory. The digital campaign consisted of a Facebook ad, Google Search ad and Google Display ads. 

The messaging for all three Q2 ads focused on the Home Performance with ENERGY STAR® offering 

with A/C Tune-Up as a secondary message. 
 

Table 16.7: Q2 Digital Campaign Results* 

CHANNEL IN-MARKET DATE IMPRESSIONS/ 
SENDS 

AUDIENCE 
REACH/ 
OPENS 

OPEN 
RATE CLICKS 

CLICK-
THROUGH 

RATE 

Facebook ad (gif) April 1-June 30, 2023  160,808  N/A  N/A  1,299  0.56%  

Google Search ad April 1-June 30, 2023  5,426  N/A  N/A  427  7.87%  

Google Display ads April 1-June 30, 2023  903,831  N/A  N/A  786  0.09%  

  
*Data as of June 15, 2023. 
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On April 14, the April campaign launched. The April campaign consisted of a postcard, lead generation 

email, did-not-open email and did-not-click email. The campaign targeted any customer who lived in the 

Entergy New Orleans territory, have not had an assessment, and did not receive the LED kit that was 

sent on April 21. The campaign kicked off with the lead generation email on April 14 that was sent to 

110,611 customers and then was followed up by the postcard that was mailed on April 18 to 9,999. The 

did not open and did not click emails were sent 10 days after the lead generation email on April 24. 
 

Table 16.8: April Campaign Results 

CHANNEL IN-MARKET DATE IMPRESSIONS/ 
SENDS 

AUDIENCE 
REACH/ OPENS 

OPEN 
RATE CLICKS 

CLICK-
THROUGH 

RATE 

Lead Generation Email April 14, 2023  110,611  13,856  13.02%  559  0.53%  

Postcard April 18, 2023  9,999  N/A  N/A  N/A  N/A  
Did-Not-Open Email  April 24, 2023  98,859  8,241  8.5%  467  0.48%  

Did-Not-Click Email April 24, 2023  8,425  4,815  57.4%  171  2.04%  

  

In May, the Energy Smart team produced an A/C tune-up bill insert. The two-sided bill insert 

showcased the benefits of an A/C tune-up along with the other rebates available through the A/C 

Solutions offering. The May bill insert was sent to 110,000 customers between May 2 and May 31. 

  
On May 26, the May-June campaign launched. The May-June campaign consisted of a postcard, lead 

generation email, did-not-open email and did-not-click email. The campaign targeted any customer who 

have not had an assessment or received a LED Kit. Customer were also targeted based on the ZIP 

code they lived in. The ZIP codes used included: 70112, 70113, 70115, 70116, 70117, 70118, 70119, 

70125, 70130, 70122, 70124, 70126, 70127, 70128, 70129, 70148. The campaign kicked off with the 

lead generation email that was sent on May 26 to 63,875 customers and then was followed up by the 

postcard that was mailed on May 31 to 4,791. The did-not-open and did-not-click emails were sent 

June 19. The second portion of the campaign kicked off with the postcard that was mailed on June 15 

to 4,980 customers. It was followed a week later on June 22 by the lead generation email. The did-not-

open and did-not-click emails were sent after the lead generation email on July 12th. 
 

Table 16.9: May-June Campaign Results 

CHANNEL IN-MARKET DATE IMPRESSION

S/ SENDS 
AUDIENCE 

REACH/ OPENS 
OPEN 

RATE CLICKS 
CLICK-

THROUGH 
RATE 

Lead Generation Email – Drop 1 May 26, 2023  63,875  8,039  12.97%  241  0.39%  

Postcard – Drop 1 May 31, 2023  4,791  N/A  N/A  N/A  N/A  

Did Not Open Email – Drop 1 June 19, 2023  58,781  3,560   6.25% 208   .37% 

Did Not Click Email – Drop 1 June 19, 2023  5,238  2,253  42.56%   101 1.91%  

Postcard – Drop 2  June 15, 2023  4,980  N/A  N/A  N/A  N/A  

Lead Generation Email – Drop 2 June 22, 2023   57,100 7,272 12.93% 269 .48% 

Did Not Open Email – Drop 2 July 12, 2023   51,389 4,880 9.63% 212 .42% 

Did Not Click Email – Drop 2 July 12, 2023   5,028 2,800 55.74% 108 2.15% 

  
In June, the team launched point-of-purchase (POP) signage for a select group of mail-in rebate 

products. The goal of the new POP is to help encourage more customers to take advantage of the 

rebates offered by the Energy Smart program. 
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Table 16.10: Residential Emails 

EMAIL NAME IN-MARKET DATE IMPRESSION
S/ SENDS 

AUDIENCE 
REACH/ 
OPENS 

OPEN 
RATE CLICKS 

CLICK-
THROUGH 

RATE 
A/C Tune-Up Survey - January 

2023 January 30, 2023 16 2 15.38% 1 6.25% 

EE Kit Survey - January 2023 January 30, 2023 22 10 100% 3 14.29% 

HPwES Survey - January 2023 January 30, 2023 112 28 38.36% 10 9.01% 

IQW Survey - January 2023 January 30, 2023 193 47 37.01% 19 10.22% 

OLM Survey - January 2023 January 30, 2023 57 13 44.83% 3 5.66% 

OLM Survey - May 2023 May 18, 2023 215 47 32.64% 10 4.69% 

IQW Survey - May 2023 May 18, 2023 297 57 26.39% 29 10.10% 

HPwES Survey - May 2023 May 18, 2023 226 64 46.72% 20 8.97% 

EE Kit Survey - May 2023 May 18, 2023 110 34 47.89% 9 8.18% 

A/C Tune-Up Survey - May 2023 May 18, 2023 134 20 21.51% 7 5.51% 
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Table 16.11: Circuit Newsletter Metrics 

  

DATE 
SCHEDULED 

RECIPIENTS OPEN RATE  CLICK-TO- OPEN 

RATE  
UNIQUE 

OPENS 
UNIQUE 

CLICKS 

CLICK-
THROUGH 

RATE 
 January 

January and February Results were not available by Entergy Operating Company 
 February 

March  83,986 42.57% 1.26% 35,613 448 0.54% 

April   84,574 47.12% 1.57% 39,681 623 0.74% 

May   84,830 48.20% 1.83% 40,719 747 0.88% 

June 85,335 46.43% 2.19% 36,808 991 1.04% 

 
 

Appliance Replacement and Recycling 

All collateral and marketing pieces for this program offering were rebranded in Q1 and Q2. Digital 

advertising components were created and approved for upcoming marketing efforts which include a 

media mix of paid search, paid social, in-store signage, outreach events and email campaigns.  

Forecasting for search generated leads was conducted and it was determined the offering needed a 

presence on Google. The marketing team facilitated the creation and verification of the appliance 

recycling google business account which is expected to be complete late July. This will allow Energy 

Smart to populate local search engine optimization searches in the New Orleans area with targeted 

keywords and zip codes. In addition to the upcoming marketing efforts, the Energy Smart team has 

partnered with several title companies in the New Orleans area. The appliance recycling offering 

information will be included in promotional gift bags distributed to new homeowners in July and August 

2023. Appliance Recycling was also featured in The Green Project’s June newsletter and will be 

featured on the Green Project’s New Orleans Recycling Guide listed online.   

Table 16.12: Appliance Recycling Metrics 
 

CHANNEL IN-MARKET DATE 
IMPRESSIONS/ 

SENDS 

AUDIENCE 

REACH/ OPENS 

OPEN 

RATE 
CLICKS 

CLICK-
THROUGH 

RATE 

Earned Media: The Green 
Project June Newsletter 

June 2023 TBD TBD TBD TBD TBD 

       

EasyCool 

The EasyCool offering marketing launched in Q2 during cooling season.  Marketing efforts for this 

offering include paid social media, recruitment email marketing and a new table display for outreach 

events.  The new booth display includes a scannable QR code which directs customers to a newly 

updated webpage.  Webpage edits focused on added emphasis to the “Enroll Now” button. In addition 

to the current and upcoming marketing efforts, the EasyCool offering will also be included in 

promotional gift bags that will be distributed to new homeowners in July and August 2023. Marketing 

and advertising plans for the remainder of PY13 include text message marketing campaigns, 

informative leave behinds, point of purchase in-store signage, banner ads on the online marketplace 

and paid/organic/earned social campaigns. 
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Table 16.13: EasyCool Metrics 

 
 

CHANNEL IN-MARKET DATE 
IMPRESSIONS/ 

SENDS 
OPEN 
RATE 

CLICKS 
CLICK-

THROUGH 
RATE 

Paid social  March – April 2023 159,283 n/a 718 0.45% 

Enrollment Email March 27, 2023 5,505 55.9% 189 2.5% 

Earth Day Email April 20, 2023 61,832 16.8% 423 0.4% 

Pre-Season Reminder June 9, 2023 4,754 60.7% 0 0 

 

Peak Time Rebate 

The Energy Smart team supported the launch of the Peak Time Rebate Demand Response Pilot with 

several marketing efforts in Q2. Three recruitment emails were drafted and deployed over the span of 

two months, May-June 2023, resulting in 633 enrollments. A/B testing was conducted on email subject 

lines to ensure best practice for future efforts. The marketing team drafted and distributed a Circuit 

article, Entergy New Orleans’ Residential, monthly e-newsletter, featuring the pilot and enrollment 

information. A press release was distributed to local media outlets the last week in June as an 

additional tactic to advertise the pilot. Ongoing efforts will include organic social media posts with 

Entergy New Orleans as well as the exploration of using text message and email marketing that will 

target zip codes with high energy usage.  

Table 16.14: Peak Time Rebate Metrics 
 

CHANNEL IN-MARKET DATE 
IMPRESSIONS/ 

SENDS 
AUDIENCE 

REACH/ OPENS 
OPEN 
RATE 

CLICKS 
CLICK-

THROUGH 
RATE 

1st Drop: Recruitment 

email 
May 25, 2023 62,446 16,268 17.8% 1,372      1.3% 

Remarket Email: Did not 

click 
June 8, 2023 13,721 13,721 16.5% 696 0.8% 

Remarket Email: Did not 

open 
June 8, 2023 5,096 5,096 7.6% 189 0.3% 

3rd Drop: Recruitment 

Email 
June 23, 2023 N/A N/A N/A N/A N/A 
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Energy Smart Online Marketplace 

Throughout PY13, the team promoted the Energy Smart Online Marketplace by using email marketing, 
Facebook ads, Google Shopping ads, homepage online store banners and a postcard. These tactics 
were used to create awareness for marketplace offerings, promotions and the duration of the 
promotions.  
  
For the first six months of the year, the focus for the team was on promoting the LED discounts and the 
no-cost energy-efficiency kit available on the Online Marketplace.  
 

Each campaign utilized email marketing that included a lead generation email, which first notified 
customers of marketplace promotions and their timeframes. Remarketing emails were used as 
reminders for customers to act on the promotion before it ended. A Facebook ad was used to help 
promote the new Amazon smart thermostat being added to the marketplace. The ad brought in 200 
users during its short runtime. Google Shopping Ads have also been an ongoing tactic. So far this year, 
Google ads have yielded a 6.34% conversion rate on the marketplace. Marketplace discounts were 
also promoted via homepage online store banners. For each promotion, a homepage banner was 
created and added to the homepage of the marketplace. The banners included imagery pertaining to 
the discount, a message on the promotion and its duration.  
 

By the end of Q2, the online marketplace reached 87.6% of the energy-efficiency kit goal, 14.6% of the 
annual thermostat goal (5,200 thermostats) and 59.5% of the annual LED goal (9,000 LEDs). The 
Google Nest Thermostat was the most popular thermostat, with 386 sold. The Sensi smart thermostat 
was the second most popular thermostat with more than 245 sold. Overall, the marketplace achieved 
an 8.88% conversion-rate average.    
 
  

Table 16.15: Online Marketplace Promotions  

 

PROMOTION NAME  RUN DATES  PRODUCTS PROMOTED  

LED PROMOTION  January 18-March 1, 2023  Standard LEDs  

WINTER HELPFULNESS 

PROMOTION  February 15-March 1, 2023  Specialty LEDs, Google Nest Thermostat, Google Learning Thermostat  

EARLY SPRING PROMOTION  March 2-March 29, 2023  ecobee3 lite, ecobee Enhanced, ecobee Premium, Standard LEDs, 
Indoor Water Savers  

EARTH DAY PROMOTION  April 10-25, 2023  
Google Nest Thermostat, Google Learning Thermostat, Emerson Sensi, 
Emerson Sensi Touch, Flood LEDs, Advanced Power Strip, Amazon 
Smart Thermostat  

MEMORIAL DAY PROMOTION  May 22-July 5, 2023  Emerson Sensi, Emerson Sensi Touch, ecobee3 lite, Standard LEDs  

FATHER’S DAY/FOURTH OF 
JULY PROMOTION  June 21-July 14, 2023  ecobee3 lite, ecobee Enhanced, ecobee Premium, Google Nest 

Thermostat, Google Learning Thermostat  
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Table 16.16: Online Marketplace Emails and Facebook Ad  
  

EMAIL NAME  IN-MARKET DATE  IMPRESSIONS/ 

SENDS  

AUDIENCE 

REACH/ 
OPENS  

OPEN 

RATE  CLICKS  
CLICK- 

THROUGH 
RATE  

Energy-Efficiency Kit + Lighting – 
Lead Generation Email  

January 20, 2023 25,000 3,885 24.03% 956 3.89% 

Energy-Efficiency + Lighting - 
Remarketing Email  

January 31, 2023 49,995 7,402 22.51% 1,643 3.35% 

February 2023 Campaign – Lead 
Generation Email  

February 24, 2023 61,439 7,600 19.05% 2,009 3.32% 

February 2023 Campaign – 
Remarketing Email  

February 28, 2023 51,898 3,797 11.26% 920 1.79% 

Energy-Efficiency Kit – Lead 
Generation Email  

March 9, 2023 3,026 538 26% 121 4.20% 

March 2023 Campaign – Lead 
Generation Email  

March 17, 2023 67,573 6,076 13.46% 278 0.41% 

March 2023 Campaign – 
Remarketing Email  

March 23, 2023 50,485 3,420 10.52% 139 0.28% 

Facebook Ad  
March 23-April 23, 2023 17,614 N/A N/A 523 2.87% 

Earth Day Promo Campaign – Lead 
Generation Email  

April 12, 2023 63,078 6,124 15.04% 339 0.55% 

Earth Day Promo Campaign – 
Remarketing Email  

April 22, 2023 56,609 2,091 5.69% 112 0.20% 

Memorial Day Promo Campaign – 
Lead Generation Email  

May 30, 2023 61,945 4,687 10.95% 426 0.70% 

Memorial Day Promo Campaign – 
Remarketing Email  

June 6, 2023 56,021 2,931 7.77% 418 0.75% 

LED Discount Going Away 

Campaign – Lead Generation Email 
Send 1  

June 15, 2023 66,936 4,120 8.60% 363 0.55% 

LED Discount Going Away 

Campaign – Lead Generation Email 
Send 2  

June 16, 2023 54,302 2,360 6.02% 324 0.71% 

Father's Day/ Fourth of July Promo – 
Lead Generation Email  June 21, 2023 

          
LED Discount Going Away 

Campaign – Remarketing Email  June 22, 2023 
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Marketing Collateral 

• General Energy Smart Overview Brochure. 

• General Energy Smart Overview Brochure (Spanish). 

• General Energy Smart Handout.  

• Residential Customer Authorization Form. 

• Rebate Forms. 

o A/C Tune-Up Rebate Form. 

o Central A/C Rebate Form. 

o Duct Efficiency Improvement Rebate Form. 

o HPwES and MF Attic Insulation and Air Infiltration Reeducation Rebate Form. 

o IQW Attic Insulation and Air Infiltration Reeducation Rebate Form. 

o IQW Duct Efficiency Improvement Rebate Form. 

o Dehumidifier Rebate Form. 

o Heat Pump Water Heater Rebate Form. 

o Pool Pump Rebate Form. 

o Refrigerator Rebate Form. 

o Smart Thermostat Rebate Form. 

o Trade Ally Smart Thermostat Rebate Form. 

o Water Cooler Rebate Form. 

o Window A/C Rebate Form. 

• Customer Satisfaction Surveys. 

o Home Performance with ENERGY STAR Satisfaction Survey. 

o Income-Qualified Weatherization Satisfaction Survey. 

o A/C Tune-Up Satisfaction Survey. 

o Energy Smart Online Marketplace Satisfaction Survey. 

o Energy Efficiency Kits Satisfaction Survey. 

• Sensi Smart Thermostat Leave Behind. 

• HPwES Contractor Agreement. 

• HPwES and IQW Sorry We Missed You Door Hanger. 

• Multifamily Sorry We Missed You Door Hanger. 

• Multifamily Broken Item Leave Behind. 

• Multifamily Landlord Permission Form. 

• Multifamily Direct Install Service Agreement. 

• Multifamily Program Sell Sheet. 

• Multifamily Tenant Leave Behind. 

• Multifamily Tenant Notification Flyer. 

• Retail Employee Education Flyer. 

• Four-Pack LED Bulb Giveaway Label. 

• Energy Efficiency Kit Label. 

• Energy Efficiency Kit Insert. 

• Smart Thermostat Rebate Landing Page. 

• Dehumidifier Rebate Landing Page. 

• Water Cooler Rebate Landing Page. 

• Trade Ally Rebate Forms Landing Page. 

• HERs Reports. 

• CEP Widget. 
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• Vehicle Magnet. 

• Point of Purchase Signage. 

• Appliance Recycling rack card. 

 

Marketing Tactics 

• Home Fitness Campaign Materials. 

• Circuit E-Newsletters Content. 

• EasyCool Switch Removal Letter and Envelope. 

• Trade Ally Emails. 

o Q1 Newsletter. 

• High Energy User Campaign Materials. 

• Home Performance with ENERGY STAR® Bill Insert 

• Spring into Energy Savings Campaign Materials. 

• Trade Ally Emails. 

o Save the Date. 

o Q2 Newsletter. 

• A/C Tune-Up Customer Reach Back Campaign Materials.  

• LED Kit Materials. 

• A/C Tune-Up Bill Insert. 

• Keep Your Cool Campaign Materials. 

• My Rewards Emails. 

• Online Marketplace Promotions. 

o Valentine’s Day Promotion Materials. 

o Earth Day Promotion Materials. 

o Memorial Day Promotion Materials. 

o Summer Promotion Materials. 

o Postcard (Google Promotion Only). 

• Appliance Recycling Campaign. 

o Paid search. 

o Digital display. 

o Email. 
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Community Outreach 

Highlights 
 

Table 16.17: Community Outreach Events by Council District 

 

COUNCIL 

DISTRICT 

NUMBER OF 

EVENTS 
ATTENDANCE 

A 3 850 

B 29 3366 

C 7 430 

D 8 2056 

E 6 439 

Combined 6 1523 

Total 59 8,664 

 

The community outreach strategy included attending live meetings run by community groups, inviting 

community members to monthly Energy Smart hosted virtual briefings about the program and in-person 

tabling events. In addition to tabling, the Energy Smart team offered flexible content options to 

community groups, ranging from five-minute briefings to 60-minute energy efficiency lessons. During 

this period, community outreach was conducted over 61 event days, to gain visibility with up to 9,164 

community members.   

Eleven outreach events at public buildings reached a combined 1,311 customers. Event locations 

included Eastbank and Westbank Entergy Customer Care Centers, Amerihealth Caritas and the 

Orleans Parish Sheriff’s Office. 

The Energy Smart team continued to partner with the City of New Orleans at several Neighborhood 

Cares events in the Upper 9th Ward, Lower 9thWard and Taylor Park. The events pair community 

resources with volunteers that clean public spaces throughout the city.  

As in previous years, neighborhood associations invited Energy Smart to their regular meetings to 

provide a five to 15-minute briefing. These presentations included five neighborhood associations 

including Hoffman Triangle, East New Orleans Neighborhood Advisory Committee (ENONAC), Aurora 

West, Treme and The Irish Channel Neighborhood.   

The Energy Smart team continued to attend community resource groups such as Central Circle and 

Gladewaves and added the CADA Prevention and Recovery Center this Spring. These groups meet 

periodically and have standing invitations for all community members which help the team continue to 

expand the program’s reach within their respective communities. 

The team continued to offer ‘Power Trip: Your Journey to Energy Efficiency.’ Community members 

were invited to attend a 20-minute webinar on the Energy Smart program, followed by a question-and-

answer session with an energy expert that provided individuals with information specifically for their 

home energy needs. In the first half of PY13, these events reached 18 participants.  

During the springtime, the Energy Smart team partnered with Market Umbrella and tabled at several 

Crescent City Farmer's Markets throughout New Orleans. This offered additional networking 

opportunities as well as visibility to 1,450 community members. 
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Commercial Marketing and Outreach  

Highlights   

Marketing campaigns during the first six months of PY13 were heavily focused on supporting the 25% 

Bonus Incentive and the Small Business Online Marketplace promotional offerings. Marketing 

communication assets were developed and implemented to support these offerings throughout Q1 and 

Q2.  

The website was updated to include the customer testimonial videos from Café Reconcile and LSU 

Health Science Center, 25% Bonus incentive messaging and the new 2023 program lighting and non-

lighting calculators. The team refreshed the creative for the small business kit labels, developed new 

trade ally recruitment collateral and designed and printed new window clings for business customers 

that received incentives to display on their storefronts. Website content and collateral to support the 

new small business energy assessment and compressed air leaks offering were initiated in May and 

June and will be deployed in early July. 

Energy Smart presentations were updated to reflect new program offerings and presented at a variety 

of customer and program partner meetings to include Entergy New Orleans Customer Service 

Managers, GNO Inc., Greater New Orleans and Company, Downtown Development District and Algiers 

Economic Development Foundation. The program also participated as panelist at the Love Your City 

Keep It Clean NOLA Kick-Off and the 2023 Women in Construction Convening: Pathways to Profit 

seminar.  

Small commercial customers were targeted with promotional offers from the small business online 

marketplace. During the first of the PY13, three campaigns were implemented to promote the energy-

saving products available during promotional periods when the online marketplace offered additional 

manufacturer discounts. The first campaign to launch was the Early Spring campaign in March, 

followed by Earth Day in April and Memorial Day in May. These campaigns were supported with email 

and a two-week paid social flight.  

The Energy Smart team secured earned media opportunities in the first half of PY13. A press release 

was developed and distributed to media outlets highlighting the 25% bonus. The story was picked up by 

Biz New Orleans and made homepage headlines on NOLA NewsWire. During Earth Day, Energy 

Smart had an on-air appearance on WDSU to share how customers can save energy and money. 

Lastly, the Energy Smart team participated in the ribbon cutting and big check presentation ceremony 

for Poree’s Embroidery on June 22. Poree’s Embroidery completed a new construction project through 

Energy Smart.  
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The following advertising campaigns were launched throughout the first half of PY13.   

 

• 25% Bonus Incentive. 

o Target: Large and small business customers and trade allies. 

▪ Social. 

▪ Digital Display. 

▪ Print. 

▪ Email.  

▪ Radio. 

▪ Earned Media. 

• Early Spring OLM. 

o Target: Small business customers. 

▪ Social. 

▪ Email. 

• Earth Day OLM.  

o Target: Small business customers. 

▪ Social. 

▪ Email. 

• Memorial Day OLM. 

o Target: Small business customers. 

▪ Social. 

▪ Email. 

25% Bonus Incentive Campaign Details 

The 25% bonus incentive bonus offering was promoted heavily throughout the first six months of PY13 

to increase awareness of the offering and help drive application. By the end of Q2, 72 projects reserved 

the 25% bonus.   

The campaign launched on Jan. 26, 2023, with a targeted email campaign to over 11,000 Entergy New 

Orleans business customers and 223 Energy Smart program trade allies. Emails to these segments 

continued throughout the first half of the year and on average saw open and click through rates above 

the programs benchmarks for these targets.   

Table 16.18:: 25% Bonus Email Campaign Results 

 
CUSTOMER LIST 

IN-MARKET IMPRESSIONS/SENDS REACH/OPENS OPEN RATE CLICKS CTR 

C&I January 6 11,082 4,561 42.5% 155 1.4% 

Trade Ally January 27 223 131 62.1% 35 16.6% 

C&I February 13 10,944 3,318 31.1% 96 .9% 

C&I March 9 7,581 2,535 33.7%% 85 1.1% 

C&I April 19 7,596 2,661 35.3% 44 .6% 

C&I May 31 11,215 3,083 28.2% 91 .8% 

Paid media to support this offering launched March 10 and ended on June 30. The media mix consisted 

of :15 and :30 radio spots traditional and digital streaming radio, print ads in Biz New Orleans and The 
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Times-Picayune, Facebook social, programmatic digital display, digital display ads on City Business 

Journal and NOLA.com home pages, City Business Journal Daily Alert e-newsletters, Biz New Orleans 

Morning e-newsletter, Chamber of Commerce e-newsletter and dedicated emails from Biz New Orleans 

and NOLA.com.  

The 25% Bonus digital display ads launched on March 10. The first set of digital ads had LED imagery. 

The second had HVAC imagery. Reporting through June 15 showed the ads delivered 553,291 

impressions and generated 1,611 clicks to the business landing page. These ads exceeded the 2022 

program CTR benchmark of .14%. Individually, the HVAC creative outperformed the best with a CTR of 

1.03%.   

The paid social media approach consisted of launching an awareness campaign to maximize media 

reach and to build a retargeting audience of people who engaged with the program. In April, the 

strategy pivoted to a traffic driving campaign resulting in higher click through rates, but lower audience 

reach. This type of campaign is geared towards increasing the frequency or number of times the ad is 

served. In June the strategy pivoted to test a lead generation format which produced 47 leads. Results 

of each strategy are outlined below.  

The Energy Smart team continued to utilize digital audio and the Biz Talks Podcast sponsorship and 

expanded the radio buy to include spots running on the WWL 105 FM traffic updates and on NFL Draft 

coverage.  

QR codes were included in the print ads that ran in City Business Journal, Biz New Orleans and The 

Times-Picayune. The front-page strip ads on the business section of The Times-Picayune received 

168,096 targeted impressions and reached 32,021 (44.2%) business decision makers in Orleans 

Parish.  

Newsletter and social post content was shared with program partners such as, New Orleans Chamber 

of Commerce, Downtown Development District, Algiers Economic Development Foundation, GNO, Inc., 

NOLABA and StayLocal, for inclusion in their member newsletters and social media pages. 
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Table 16.19: 25% Bonus Paid Media Campaign Results 

Reporting Period: Launch to June 19, 2023 
 

TACTIC IN-MARKET DATE 
IMPRESSIONS/ 

SENDS 
AUDIENCE REACH/ 

OPENS 
CLICKS/LEADS CTR 

Digital Display March 10-June 30 553,291 90,642 1,611 .29% 

Paid Social - Awareness March 13-April 10 176,313 79,489 355 .20% 

Paid Social - Traffic April 11-May 31 59,087 17,706 2,497 4.23% 

Paid Social - Leads June 2-June 19 21,146 8,965 377/48 1.78% 

WWL Radio Traffic Updates April 3-June 30 2,822,400 215,300 N/A N/A 

Digital Audio April 6-June 30 81,852 12,061 N/A N/A 

NFL Draft Radio April 24-April 30 38 spots N/A N/A N/A 

NOLA Chamber E-Blast 
Digital Ad 

April 3 N/A 2,444 N/A N/A 

City Business Print Ad March 10 15,000 N/A N/A N/A 

City Business Print Ad March 24 15,000 N/A N/A N/A 

City Business Daily Alert Ads 
 

April 1 234,938 N/A 330 .12% 

City Business Home Page Digital 

Ad 
 

March 18-March 25 5,671 N/A 14 .25% 

City Business Home Page Digital 

Ad 
 

March 26-April 3 11,607 N/A 15 .13% 

City Business Home Page Digital 

Ad 
April 8-April 14 10,433 N/A 7 .07% 

Times-Picayune Front Page Print 

Strip Ad 

April 2 
April 16 

April 23 
May 14 
May 21 

168,096 total of  

5 insertions 

32,021 total for  

5 insertions 
N/A N/A 

Biz New Orleans Biz Talks Podcast 

April 11 

April 18 
April 25 
May 1 

N/A 

105 

79 
128 
93 

N/A N/A 

Biz New Orleans ½ Page Print Ad April 10 N/A 40,000 N/A N/A 

Biz New Orleans E-Blast & Re-Drop 
May 9 
May 22 

May 31 

17,000 
40,000 

40,000 

N/A 
8,717 

8,688 

N/A 
898 

991 

N/A 

2.25% 

2.48% 

Biz New Orleans Morning Biz 
Newsletter 

May 4-June 4 N/A N/A 425 N/A 

Biz New Orleans Afternoon Biz 
Newsletter 

June 6 
June 13 

2,254 
1,928 

 

5,715 
4,919 

193 
147 

N/A 
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Table 16.20: Digital Display and Digital Audio Ad Delivery by Zips 

DIGITAL DISPLAY & DIGITAL AUDIO: GEOGRAPHIC DELIVERY 

ZIP CODE * IMPRESSIONS CLICKS CTR REACH 

70114 46,589 165 0.35% 9,024 

70119 30,305 76 0.25% 5,719 

70117 24,596 79 0.32% 4,987 

70115 18,040 52 0.29% 3,197 

70113 17,109 33 0.19% 3,794 

70112 15,111 69 0.46% 3,131 

70130 7,809 19 0.24% 1,227 

70116 6,092 12 0.20% 1,278 

70125 3,737 8 0.21% 681 

 

*Sample of the zip codes that showed the most impressions delivery via the digital display and digital audio ads.  

Table 16.21: Most Engaged Audience Segments* 

AUDIENCE NAME IMPRESSIONS CLICKS CTR REACH 

Eyeota > Americas > US > Job Function 5,262 26 0.49% 586 

Receiving email about business operations 2,884 13 0.45% 378 

Receiving email about Small Business 2,942 13 0.44% 881 

Receiving emails about business finances 3,133 12 0.38% 1,484 

Liveramp > D&B > Job Function > SMB Owners 6,974 23 0.33% 1,317 

Flurry > Recently visited locations for Business Taxes and Payroll 6,503 18 028% 1,927 

Flurry > Recently visited locations for Corporate Finance & 

Investments 
10,721 28 0.26% 2,645 

Flurry > Recently visited Construction & Electrical suppliers 4 times 

within 30 days 
8,137 21 0.26% 2,593 

Flurry > Visited locations for Commercial Realtors in the past 30 
days 

7,607 18 0.24% 1,863 

Receiving Email about Commercial Insurance and Corporate 
Finance 

3,482 13 0.37% 1,204 

 

 

*Sample of audiences targeted via geo-farming, email domain conquest and third-party audience targeting to anonymously 

advertise to prospects as they browse the web and use mobile apps was implemented.   

  



ENERGY SMART PROGRAM MIDYEAR REPORT – PROGRAM YEAR 13 56 

 

Small Business Online Marketplace Campaign Details 

Early Spring: Campaign ran March 3 through March 15. It launched March 3 on social media followed 

by an email on March 6, targeting small commercial customers. The promotion messaged deals on 

smart thermostats available on the Small Business Online Store. Sales metrics for March reported 639 

users to the online marketplace representing a 660.7% increase from February. Session also 

experiences a triple digit increase over the prior month with a 500% increase. Social media drove 

60.6% of the traffic to the online store. The average cart total was $48.92. The 2.7% click through rate 

is 3x’s greater than the benchmark link CTR for Meta social ads. 

Earth Day: Campaign ran April 4 through April 23. It launched on April 14 on social media followed by 

an email on April 18, targeting small commercial customers. The promotion featured smart thermostats, 

LED bulbs, power strips and free small business kits. Sales metrics for April reported 853 new users to 

the online marketplace representing a 33.5% increase from March. Sessions also experienced a double 

digit increase over the prior month with a 39.6% increase. Social media drove 60% of the traffic to the 

online store. The average cart total was $10.94.  

Memorial Day: Campaign ran May 16 through May 29. It launched May 16 on social media followed by 

an email on May 23. The promotion messaged the clearance sale on LED bulbs – up to 80% off. Sales 

metrics for May reported 376 new users to the online marketplace, a 55.9% decrease compared to 

April. The number of sessions also decreased 52.8% compared to April, but conversions and the 

average cart totals had triple digit increases. The average cart total during this promotion was $65 

versus prior months cart total of $10.94. This increase can be attributed to the new 4’ linear LEDs 

priced at $50 for a 25 pack.   

Table 16.22: Small Business OLM Campaign Results 

 

CAMPAIGN/PROMO 

 

CHANNEL 

IN-

MARKET 
DATE 

IMPRESSIONS/ 

SENDS 

AUDIENCE REACH/ 

OPENS 

OPEN 

RATE 
CLICKS 

CLICK-

THROUGH 
RATE 

Early Spring Email March 6 7,391 3,096 42.2% 138 1.9% 

 Social 

March 3-
March 15 

 
26,929 14,488 N/A 728 2.84% 

Earth Day Email April 18 7,338 2,600 35.8% 73 1% 

 Social 
April 14-
April 23 

40,489 16,628 N/A 719 1.8% 

Memorial Day Email May 23 7,562 2,383 31.8% 71 .9% 

 Social 
May 16-

May 29 
33,349 9,254 N/A 526 1.6% 
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Table 16.23: Trade Ally Newsletters and Emails 

MESSAGE/CHANNEL 
IN-MARKET 

DATE 

IMPRESSIONS/ 

SENDS 

AUDIENCE 

REACH/OPENS 

OPEN 

RATE CLICKS 

CLICK-

THROUGH 

RATE 

Kick-Off Meeting Email January 10 185 100 54.9% 14 7.7% 

Kick-Off Meeting Reminder Email January 16 184 118 64.1% 22 12% 

25% Bonus Incentive Email January 27 223 131 62.1% 35 16.6% 

Q1 2023 TA Quarterly Newsletter March 20 65 36 55.4% 36 7.7% 

Q2 2023 TA Quarterly Newsletter May 11 154 60 39.5% 2 1.3% 
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Marketing Collateral 

Trade Ally Recruitment collateral: Become an Energy Smart Trade Ally 

• Redesigned window cling and accompanying Thank You note. 

• New Online Marketplace ‘Thank You’ insert. 

• Small Business Energy Assessment web content. 

• Compressed Air overview. 

• Energy Smart program presentations. 

• Social post templates. 

• Meeting invite template. 

Marketing Tactics 

• 25% bonus press release. 

• 25% bonus email. 

o Owned. 

o Publisher dedicated eblasts. 

• 25% bonus digital display ads. 

• 25% bonus social media ads. 

• 25% bonus print ads. 

• 25% bonus :15 and :30 radio ads. 

• OLM Early Spring email. 

• OLM Early Spring social. 

• OLM Earth Day email. 

• OLM Earth Day social. 

• Earth Day media interview on WDSU. 

• OLM Memorial Day email. 

• OLM Memorial Day social. 

• Events/Sponsorships. 
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Customer Outreach  

During the first half of PY13 the Energy Smart C&I Energy Advisors focused on direct customer 

outreach to business customers throughout the programs large, small and publicly funded segments to 

promote the 25% bonus incentive offering. During the first half of PY13, the outreach team met with 71 

large commercial customers and 45 small commerical customers. Large commercial customers came 

from  a a mix of segments such as hotels, universities, city government, economic development 

organziations, industrial service providers and contractors/real estate developers. Small commercial 

customer outreach focused primarily on the food and beverage segment followed by retail stores.  The 

Energy Smart team participated in three Life City Keep It Clean NOLA events throughout the first half of 

PY13. On April 6, Energy Smart was a panelist at the Impact Officer Roundtable. On May 25, Energy 

Smart was one of four panelist at the Life City ‘Keep It Clean NOLA Campaign’ Kick-Off and lastly on 

June 28, the Energy Smart was one of three presentors at the “Keep It Clean NOLA” event at Café 

Negril. The Energy Smart team will have more opportunities to participate in these Life City events 

throughout PY13. 

The Energy Smart team kicked-off the new small business energy assessment offering the first week of 

May. The outreach team pushed this new offering to small commerical customers through cold calling, 

direct customer meetings and presentations to organziations.  
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Table 16.24: C&I Customer Outreach 

 

Date Customer 

1/6/2023 St. Stephens  

1/6/2023 Tulane University 

1/9/2023 Lagniappe Pharmacy  

1/12/2023 National World War II Museum 

1/18/2023 Lakeview Christian Center 

1/20/2023 General Services Administration 

1/24/2023 University of New Orleans 

1/24/2023 Louisiana Cancer Research Center 

1/25/2023 Highgate Properties 

1/25/2023 New Orleans Food Co-op  

1/25/2023 Hyatt Regency New Orleans 

1/26/2023 Westin Hotel 

1/30/2023 New Orleans Business Alliance 

1/31/2023 NO Board of Trade Building 

2/1/2023 City of New Orleans 

2/1/2023 Canal Place 

2/2/2023 Fire Food and Spirits  

2/3/2023 General Services Administration 

2/6/2023 SWBNO 

2/6/2023 New Orleans & Company 

2/7/2023 Louisiana Children's Museum 

2/8/2023 Jonquil Wise 

2/9/2023 Mad Chef  

2/13/2023 GNO, Inc. 

2/16/2023 Kevin Alker 

2/17/2023 NOLA LED 

2/23/2023 Hilton Riverside 

2/28/2023 Port NOLA 

3/1/2023 LSU-IAC 

3/2/2023 Gloss Beauty Bar  

3/7/2023 Bywater American Bistro  

3/7/2023 Bywater Bakery  

3/7/2023 Bywater Brewpub  

3/7/2023 Better Boxing Company  

3/8/2023 ROI Energy Investments 

3/9/2023 AJ's Produce 

3/9/2023 Bar Redux  

3/10/2023 Bethlehem Lutheran Church  

3/10/2023 Kevin Alker 
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3/13/2023 Diversified Enterprise New Orleans  

3/13/2023 Krewe of Red Beans  

3/14/2023 Bratz Y'all Bistro  

3/14/2023 Country Club New Orleans  

3/16/2023 Chester Development 

3/16/2023 Kirk Williams 

3/17/2023 GSA - Ameresco 

3/17/2023 General Services Administration 

3/17/2023 Nation World War 2 Museum 

3/17/2023 National World War II Museum 

3/22/2023 Plume Algiers  

3/22/2023 Olive Branch Restaurant  

3/22/2023 Dry Dock Café  

3/22/2023 DiMartino's  

3/22/2023 Kevin Alker 

3/23/2023 Taste and See  

3/23/2023 Touro Infirmary 

3/24/2023 Isidore Newman School 

3/24/2023 Praxus 

3/27/2023 SWBNO - Procurement 

3/28/2023 Meals from the Heart  

3/29/2023 M3 Design 

3/30/2023 Marriott EBC 

3/31/2023 General Services Administration 

3/31/2023 New Orleans Women in Business Conference  

4/3/2023 IZ Systems 

4/3/2023 Daniel Rich - PEC 

4/4/2023 Air Power USA 

4/5/2023 LSUHSC 

4/5/2023 Arana Taqueria Cantina 

4/6/2023 Life City 

4/10/2023 Wisznia Architects 

4/10/2023 GNO, Inc.  

4/12/2023 Leo's Bread  

4/13/2023 Second Line Stages 

4/13/2023 Enterprising Women of Color  

4/15/2023 New Orleans African American Museum  

4/17/2023 Riley Foods 

4/17/2023 JW Marriott 

4/17/2023 TraElle Salon  

4/20/2023 Goodwill Industries 

4/25/2023 Textron 

4/26/2023 Textron 
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4/26/2023 Gabrielle's  

4/26/2023 The Ritz Carlton 

5/1/2023 Impetus 

5/1/2023 Baby's Snackbox  

5/8/2023 WHO DAT Barbershop  

5/9/2023 Algiers Economic Development Foundation 

5/12/2023 General Services Administration 

5/16/2023 New Orleans & Co 

5/17/2023 Rusty Nail 

5/18/2023 Avenue Plaza Hotel 

5/24/2023 Jumpstart Childcare Development  

5/25/2023 EMR Group 

5/25/2023 Synergy-MEP 

5/25/2023 Ruby Slipper 

5/25/2023 M&J Restaurant/Flea Market  

5/25/2023 Xclusive Arts  

5/25/2023 Off the Porch Barbershop  

5/25/2023 Block Body Training  

5/30/2023 Hampton Inn Convention Center 

5/30/2023 Hampton Inn Convention Center 

5/31/2023 NBG LLC 

5/31/2023 Liberty Bank 

5/31/2023 Rendez-vous Haitian Restaurant  

6/1/2023 Café Negril  

6/1/2023 Spotted Cat  

6/1/2023 R&B Bed and Breakfast  

6/6/2023 Ferrand ACS 

6/6/2023 Moses Engineering 

6/6/2023 Ferrand ACE  

6/12/2023 Pepperoni Ray's  

6/13/2023 Energy Smart TA Advisory Meeting 

6/19/2023 Galaxie  

6/20/2023 EMR Group 

6/20/2023 Link Restaurant Group  
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Trade Allies  

Overview 

The overall mission of the Trade Ally Network is to develop and increase the local residential, commercial, 
and industrial contractor base by facilitating training and marketing engagement opportunities, aiding with 
program participation, and providing support with obtaining supplier diversity certifications.  
  
Engaging the registered Trade Ally Network is a key factor in the success of the Energy Smart program 
as trade allies bring in a substantial portion of program savings. 
 

Network Development & Highlights  

 
Table 17.1: C&I Trade Ally Tiers 

 

TIER # OF TRADE ALLIES 

Platinum 2 

Gold 6 
Silver 29 

General  59 

 

 

Commercial & Industrial Trade Ally Network 

In Q1, the Energy Smart team updated the Commercial & Industrial trade ally tier system based on 
trade ally participation in the prior program year. The designations of Platinum, Gold, Silver or General 
correspond to benefits such as the option to co-brand marketing materials. Trade allies learned their 
status prior to the Kick-Off meeting. In Q2, Energy Smart hosted four trade ally trainings on a variety of 
topics, both sales and technical. 

Residential Trade Ally Network  

The Residential Trade Ally Network held the Trade Ally Kick-Off and Awards on January 17, which 

served as the Q1 TAAG meeting. The Q2 TAAG Meeting occurred on June 14. The Energy Smart team 

discussed the following topics:  

• Award Presentations. 

• Program Savings to goal. 

• Status of the Home Performance with ENERGY STAR® clipboard projects. 

• Trade Ally referrals. 

• No-shows and missed-appointments discussion. 

• Income Qualification Attic Insulation Rebate Discussion. 
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Commercial & Industrial Trade Ally Advisory Group  

Energy Smart hosted the Commercial & Industrial Trade Ally Kick-Off and Awards Ceremony on January 
17. Program staff reviewed the following topics:  

• Overall budget and goals for PY13. 

• Program caps. 

• The 25% bonus in the first half of the year.  

• Updates to program requirements, such as an upgrade to the Design Lights Consortium 
standards.  

• Updated tier rankings.  

• Workforce development efforts with community colleges, LSU, Urban League, LA Green Corps, 
Youth Force NOLA and other local organizations.  

• The opportunity to record audio/video descriptions of trade ally job descriptions which would be 
promoted within the workforce network.  

  
Energy Smart provided the following awards to trade allies during the kick-off:  

• Lighting Trade Ally of the Year. 

• HVAC Trade Ally of the Year. 

• Building Automation Trade Ally of the Year. 

• Retro-commissioning Trade Ally of the Year. 

• Small Business Trade Ally of the Year. 

• Customer Service Trade Ally of the Year.  
  
On June 13 the team hosted the Mid-Year C&I Trade Ally Advisory Group meeting. Program staff 
covered:  

• The project pipeline and program status of goals and budget.  

• The leaderboard of trade ally participation to that point in the year.  

• Adjustments to offerings such as compressed air and continuous commissioning. 

• Workforce development and training opportunities.  

• Reminders about the project submission process. 
• Emphasis on Q1 &Q2 bonus. 
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Measuring the Network 

Contractor Engagement  

Engagement is defined as contractors who have applied and been approved to become Registered 

Residential Trade Ally and/or Registered Commercial & Industrial trade ally. Contractors who register 

with both are counted in both totals. 

Table 17.2: Trade Ally Engagement 

 

CATEGORY # OF COMPANIES 

C&I Network 78 

Residential Network 14 

Total Engagement 92 

 

Contractor Participation 

Participation is defined as registered trade allies who have completed and closed out projects in the 
current program year. 
 

Table 17.3: Trade Ally Participation 
 

CATEGORY # OF COMPANIES 

C&I Network 23 

Residential Network 11 

Total Engagement 34 
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Training Program 

Commercial & Industrial Highlights 

Audiences Trained  

Energy Smart provided technical training to:  

• Commercial & industrial trade allies. 

• Residential trade allies. 

• Facility directors. 

• Architecture firms. 

• Commercial business owners. 

• Workforce agency staff and students.   

• Program staff. 

   

Training Topics  

Energy Smart provided onboarding training to 21 new Commercial & Industrial trade allies in the first half 

of PY13. The onboarding of individual Commercial & Industrial trade allies consisted of the following 

overview of the application process:  

• Instructions on using the incentive application.  

• An overview of the items required for project submission, such as a utility bill and a verification 

the equipment meets industry specifications.   

• A review of the custom and prescriptive measure incentive rates.  

• Training on communicating effectively about all Energy Smart offerings, including services which 

the individual trade allies do not offer themselves.  

  

On March 22, Energy Smart welcomed energy engineer Adil Khan, CEO of TransPower Company and 

senior member of the Association of Energy Engineers, to lead the training ‘Unlocking the Mystery of 

Utility Bills.’ Topics included:  

• Line items that determine overall utility bill price. 

• Demand charge, energy charge and reactive power charge. 

• Purchased power cost. 

• Base rate charges. 

• Riders. 

• Franchise fees. 

• Active power and apparent power. 

• Power quality and power factor. 

 

On April 12, Energy Smart welcomed David Bonaventure, PE, CEM, to discuss updates to the state 

Building Energy Code. David is the past president of the Baton Rouge Chapter of ASHRAE. The training 

covered how the changes will impact the state's Energy Code will impact:  

• New insulation levels. 

• Building envelope construction. 

• HVAC equipment efficiencies. 
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• Building ventilation changes. 

• Energy recovery. 

• Lighting controls. 

• Mechanical and electrical commissioning. 

 

On April 26, Adil Khan led the training ‘Power Factor: Back to the Basics.’ Topics included:  

• Understanding Power Factor. 

• How non-linear loads or equipment affect the Power Factor in buildings. 

• How Power Factor impacts watts per square feet in a building.  

• How Power Factor affects power quality. 

• How improving the Power Factor of electrical panels and equipment can improve overall building 

Power Factor.  

• How energy inefficiencies in commercial buildings increase total power demand and consumption.  

  

On May 23, Energy Smart welcomed renowned sales trainer Mark Jewell, author of Selling Energy, to 

lead a sales training for Energy Smart trade allies focused on the following topics:  

• Prospecting through success stories.  

• Understanding proper financial metrics in lieu of simple payback period.  

• Speaking the language that facility directors and building owners need to hear.  

• The purpose of the one-page proposal.  

• How to sell to different audiences.  

• How to craft a useful elevator pitch. 
 

 

 

Chart 18.1: Hours of Training by Type 
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Chart 18.2: Training by Audience Type 
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Initiatives 

Workforce Development 

A key component of Energy Smart’s delivery model is to continuously improve and elevate trade ally 

skills and capabilities through training and workforce development initiatives. Energy Smart’s core 

training and workforce development partner is the Urban League of Louisiana (ULLA), a national 

organization with significant experience with workforce development and training initiatives.  

The ULLA serves an integral role in the New Orleans community as an advocate, a service provider and 

a trusted source of information for communities of color and underserved populations on a variety of 

topics. As such, the ULLA plays a pivotal role in engaging these communities on behalf of Energy Smart, 

reaching minority contractors to prepare them to provide energy efficiency services for clients and to 

prepare them for green industry opportunities in the region. Additionally, ULLA’s Contractor Resource 

Center provides support and training to local contractors who may not have previous experience 

performing energy efficiency upgrades or who haven’t worked with a utility incentive program in the past.  

Energy Smart coordinates program trainings through the program’s partnership with the Urban League 

of Louisiana’s Contractor Resource Center that provides year-round training for contractors at their 

multiple Louisiana locations.  

In addition to the partnership with the ULLA, Energy Smart team coordinates with other local workforce 

development agencies, including:   

• YouthForce Nola. 

• Delgado Community College. 

• YouthWorks in the City of New Orleans. 

• New Orleans Business Alliance. 

• Louisiana Green Corps. 

 

In the first half of program year Energy Smart worked with trade allies on several workforce objectives: 

• Energy Smart staff facilitated connections between workforce organizations and the trade allies 

who were open to consider internships and entry-level employees. 

• Energy Smart exhibited at career fairs on behalf of their trade allies. 

• Energy Smart planned the creation of a Clean Energy Career Fair which will take place Q4.  

• Energy Smart introduced the New Orleans Technical Education Provider director to several trade 

allies via separate individual meetings.  

• Energy Smart introduced the LA Green Corps career counselor to several trade allies via separate 
individual meetings. 

• Energy Smart staff tabled alongside the Urban League of Louisiana at the Coalition of Black Trade 

Unionists. 
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Supplier Diversity & Inclusion 

Energy Smart partners with multiple small and disadvantaged businesses to help deliver the program. 

These partners create a dynamic and diverse program delivery model. Energy Smart invests in the 

development of these businesses, providing them with necessary experience to thrive and grow in the 

energy efficiency sector. These small, minority, and/or disadvantaged businesses that supported 

Energy Smart are meaningful contributors to the program design and delivery. Their scopes are 

developed to increase their skills and capabilities in the energy efficiency field.  

In total, Energy Smart spent over $1.14 million of non-incentive program funds on diverse suppliers in 

the first six months of PY13.  
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Budget Highlights 

 

Table 19.1  

OFFERING INCENTIVES** BUDGET* % TO BUDGET 

Small Commercial & Industrial Solutions $221,528 $711,293 31% 

Large Commercial & Industrial Solutions $1,857,776 $4,037,813 46% 

Publicly Funded Institutions $435,360 $1,486,165 29% 

Commercial & Industrial Construction Solutions $69,563 $132,300 53% 

Large Commercial Demand Response $22,570 $418,200 5% 

Home Performance with ENERGY STAR $840,067 $1,929,175 44% 

Retail Lighting & Appliances $404,013 $1,143,327 35% 

Multifamily Solutions $79,758 $677,241 12% 

Income Qualified Weatherization $643,651 $1,850,412 35% 

A/C Solutions $109,707 $999,341 11% 

Appliance Recycling & Replacement $68,611 $221,737 31% 

Behavioral Energy Efficiency $0 $0 N/A 

Energy Academy Education and School Kits $98,600 $98,600 100% 

EasyCool - Bring Your Own Thermostat $59,375 $355,000 17% 

Peak Time Rebate Pilot $0 $48,275 0% 

Residential Energy Battery Storage Pilot $5,400 $18,500 29% 

Bring Your Own Charger EV Pilot $7,350 $29,100 25% 

TOTAL  $4,923,328 $14,156,479 35% 

*Budgets are reflective of the revised Energy Smart Implementation Plan PY 13-15. Summary tables show savings achieved and incentive 

spend from 1/1/2023 through 6/30/2023. 

**Incentives are reflective of projects that have been completed as well as projects that are being implemented. 
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Table 19.2  

ENERGY SMART EXPENSES/INVOICES FUNDING SOURCES 

Year Month 
Program 

Year 10 

Program 

Year 11 

Program 

Year 12 

Program 

Year 13 
Total        EECR 

Total Ending 

Balance 

2022 January    $     751,172   $        304,262     $    1,055,435  $1,608,154  ($4,925,669) 

2022 February 

 

 $     619,315   $        512,310    $    1,131,625  $1,587,348  ($5,381,392) 

2022 March    $     107,209   $     1,567,619     $    1,674,828  $1,541,703  ($5,248,267) 

2022 April 

 

 $     852,071   $        786,649    $    1,638,720  $1,420,329  ($5,029,876) 

2022 May    $         9,283   $        163,514     $       172,797  $1,608,370  ($6,465,449) 

2022 June   $     148,353   $     1,865,910    $    2,014,263  $1,956,262  ($6,407,448) 

2022 July    $       29,862   $        465,407     $       495,269  $2,082,335  ($7,994,515) 

2022 August  $  207,040   $     451,615   $     1,862,624    $    2,521,278  $1,969,151  ($7,442,388) 

2022 September      $     1,044,905     $    1,044,905  $1,665,392  ($8,062,875) 

2022 October    $        155,600    $       155,600  $2,172,969  ($10,080,244) 

2022 November      $     2,002,433     $    2,002,433  $1,537,437  ($9,615,248) 

2022 December    $     4,127,373    $    4,127,373  $1,623,144  ($7,111,019) 

2023 January      $     1,857,381     $    1,857,381  $1,413,564  ($6,667,203) 

2023 February    $          68,094    $         68,094  $1,208,735  ($7,807,845) 

2023 March        $  1,920,487   $    1,920,487  $1,244,079  ($7,131,437) 

2023 April    $        674,911   $  1,908,053   $    2,582,964  $1,217,807  ($5,766,280) 

2023 May      $        380,298   $  1,250,753   $    1,631,051  $1,314,890  ($5,450,120) 

2023 June    $          17,718   $  2,326,116   $    2,343,834  $1,587,406  ($4,693,692) 

2023 July        $  1,116,883   $    1,116,883  $1,828,572  ($5,405,381) 
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Appendix A: School Kits & Education 

SCHOOL NAME                     DATE 
 

          KITS 
 

ENROLLMENT 
OFFERING 

Bishop McManus Academy 4/17/2023 48 Private 

Life of Christ Christian Academy 4/18/2023 24 Private 

Ursuline Elementary Academy 4/19/2023 72 Private 

Saint Benedict The Moor School 4/20/2023 24 Private 

Elan Academy Charter School 4/21/2023 120 Charter 

Alice M Harte Charter School 4/24/2023 264 Charter 

Bricolage Academy 4/25/2023 168 Charter 

Saint Paul’s Episcopal School 4/26/2023 72 Private 

Einstein Charter School - Sherwood Forest 4/27/2023 96 Charter 

Dr. King Charter School 5/4/2023 144 Charter 

Christian Brothers School Canal Street Campus 5/5/2023 96 Private 

Wilson Charter School 5/8/2023 216 Charter 

Martin Behrman Charter School 5/10/2023 312 Charter 

Lafayette Academy Middle School 5/11/2023 94 Charter 

Robert Russa Moton Charter School 5/12/2023 144 Charter 

Dwight D Eisenhower Charter School 4/17/2023 240 Charter 

Fannie C Williams Charter School 4/18/2023 72 Charter 

Foundation Preparatory Charter School 4/19/2023 96 Charter 

Saint Stephen Catholic School 4/20/2023 48 Private 

Kipp East Community School 4/21/2023 264 Charter 

Lycee Francais De Le Nouvelle Orleans - Priestley Campus 4/24/2023 216 Charter 

Lafayette Academy Lower School 4/25/2023 120 Charter 

International School of Louisiana-Westbank 4/27/2023 120 Private 

Noble Minds Institute for Whole Child Learning 5/1/2023 48 Charter 

Mary McLeod Bethune Elementary School 5/5/2023 264 Charter 

Benjamin Franklin Elementary Math and Science School 5/3/2023 288 Charter 

Saint Andrews Episcopal School 5/4/2023 72 Private 

Audubon Charter School - Uptown Upper Campus 5/11/2023 120 Charter 

Homer A Plessy Community School - Treme 5/12/2023 144 Charter 

Benjamin Franklin Middle School 5/8/2023 96 Charter 

TOTAL 
 4,102  
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Appendix B: Community Outreach 

 

Date Group People at Event 

1/10/2023 Power Trip 5 

1/10/2023 Hoffman Triangle NA 22 

1/11/2023 Irish Channel NA 75 

1/25/2023 Central Circle 34 

2/9/2023 Entergy CCC Eastbank 150 

2/10/2023 Entergy CCC Westbank 100 

2/13/2023 ENONAC 26 

2/14/2023 Power Trip 2 

2/22/2023 Central Circle 16 

3/4/2023 Saints and Pelicans Stem 
Fest 

1500 

3/6/2023 Entergy CCC Eastbank 200 

3/7/2023 Youth Force NOLA 1200 

3/8/2023 Entergy CCC Westbank 120 

3/10/2023 Neighborhood Cares 
Initiative 

50 

3/11/2023 Super Tax Day 100 

3/14/2023 Power Trip 2 

3/18/2023 Super Tax Day 75 

3/24/2023 Home and Garden Show 500 

3/25/2023 Dillard Communiversity 
Living Garden Health Fair 

150 

3/25/2023 Super Tax Day 100 

3/26/2023 Home and Garden Show 500 

3/29/2023 Central Circle 33 

3/29/2023 Orleans Parish Sheriff's 
Office 

100 

3/30/2023 Capdeau STEAM Fest 150 

4/1/2023 Health first 80 

4/2/2023 Crescent City Farmer's 
Market 

500 

4/6/2023 Crescent City Farmer's 
Market 

500 

4/11/2023 Power Trip 4 

4/11/2023 ENONAC 30 

4/12/2023 Regional Sustainability 
Committee 

8 

4/15/2023 Super Tax Day 50 

4/15/2023 NOAAM Black Chamber of 
Commerce 

35 

4/18/2023 Gladewaves 45 

4/19/2023 Academy of the Sacred 
Heart 

500 
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4/22/2023 Neighborhood Cares 60 

4/25/2023 Sheriff's Office / JenCare 
Health and Wellness Fair 

100 

4/26/2023 Central Circle 16 

5/4/2023 Entergy CCC Eastbank 200 

5/16/2023 CCFM Farmer's Market 250 

5/16/2023 Amerihealth Caritas 
Community Wellness 
Presentation 

3 

5/16/2023 Aurora West Neighborhood 
Association 

15 

5/18/2023 Amerihealth Caritas 
Community Wellness 
Presentation 

3 

5/18/2023 CCFM Farmer's Market 200 

5/20/2023 Neighborhood Cares 
Initiative 

300 

5/20/2023 Community Health Fair and 
Farmer's Market 

100 

5/24/2023 Entergy CCC Westbank 60 

5/25/2023 Jericho Road presentation 9 

5/27/2023 Dillard Living Garden Health 
Fair 

45 

5/31/2023 Central Circle 20 

6/12/2023 Entergy Customer 
Appreciation Day 

300 

6/13/2023 Power Trip 5 

6/15/2023 CADA Recovery and 
Prevention Community 
Resource Meeting 

16 

6/21/2023 Faubourg Treme Neighborhood meeting 

6/24/2023 Farmer's Market and Health Fair 

6/27/2023 District E Community 
Meeting 

  

6/28/2023 Central Circle   

6/28/2023 District C Community 
Meeting 

  

6/29/2023 Women's Health Day   

6/29/2023 District B Community 
Meeting 
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Appendix C: Training 

Date Title Audience 
Atten
dees 

Length Objective Description 

1/5/2023 Workforce Development 
LA Green Corps 
Career 
Resources 

1 60 

Provide a 
program overview 
to a workforce 
partner 

Provided an overview of career 
opportunities within the trade ally 
network.  

1/6/2023 Customer Training C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/9/2023 Customer Training 
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/12/2023 Customer Training C&I Customers 1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/17/2023 Trade Ally Kick-Off 
C&I Trade 
Allies/Contractors 

28 60 
Provide program 
updates for 
Program Year 13 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the bonus 
applicable to the first half of the 
year. 

1/18/2023 Customer  C&I Customers 1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/20/2023 Customer  C&I Customers 1 60 

Review 
application 
process for an 
existing project 

Discuss savings methodology and 
project timelines for an existing 
project. 

1/20/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 30 

Provide a 
program overview 
to a potential 
commercial trade 
ally 

Reviewed prescriptive and custom 
incentives as well as the process 
for submitting applications. 

1/24/2023 Customer  C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  
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1/24/2023 Customer  C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/25/2023 Customer  C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application + 
conduct a summary walkthrough 
of customer's facility 

1/25/2023 Customer  C&I Customers 1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/25/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/26/2023 Customer  C&I Customers 1 30 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

1/26/2023 Contractor 
C&I Trade 
Allies/Contractors 

6 30 

Provide a 
program overview 
to potential new 
trade allies 
attending 
Opportunities 
Outlook 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

1/27/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to an existing 
trade ally 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

1/30/2023 Customer C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Outreach to members of the New 
Orleans Business Alliance 

1/30/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to an existing 
trade ally 

Train trade ally on prescriptive and 
custom lighting application 
process. 

1/31/2023 Customer  C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  
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2/1/2023 Customer  C&I Customers 1 60 

Program 
overview with a 
potential 
customer 

Review incentives and process for 
submitting an application.  

2/1/2023 Customer  C&I Customers 1 60 
Provide program 
updates for 
Program Year 13 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the bonus 
applicable to the first half of the 
year. 

2/2/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Review 
application 
process for an 
existing project 

Input lighting information in the 
Excel spreadsheet and review 
spec sheets and other application 
documents. 

2/3/2023 Customer  C&I Customers 1 60 

Review 
application 
process for an 
existing project 

Discuss savings methodology and 
project timelines for an existing 
project. 

2/3/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to an existing 
trade ally 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

2/6/2023 Customer  C&I Customers 3 60 

Program 
overview with a 
potential 
customer 

Outreach to members of New 
Orleans and Company 

2/7/2023 Workforce Development 
C&I Trade 
Allies/Contractors 

2 60 
Connect a trade 
ally with a 
workforce agency 

Discuss trade ally job openings 
and potential candidate matches 
for the position. 

2/8/2023 Customer C&I Customers 1 15 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive and custom 
incentives as well as bonus 
eligibility to Hotel Vinache staff  

2/8/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to a potential 
commercial trade 
ally 

Reviewed prescriptive and custom 
incentives as well as the process 
for submitting applications. 

2/8/2023 Customer C&I Customers 1 15 

Program 
overview with a 
potential 
customer 

Discuss incentives for a hotel 
renovation.  
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2/9/2023 Customer  
Commercial 
Customer 

1 15 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

2/9/2023 Customer 
Commercial 
Customer 

1 15 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

2/10/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 30 
Review small 
business kit 
distribution 

Review process for collecting 
small commercial data as well as 
inquiring about potential new trade 
allies. 

2/13/2023 Stakeholder  
Community 
Partner 

1 60 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

2/15/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Review 
application 
process for an 
existing project 

Input lighting information in the 
Excel spreadsheet and review 
spec sheets and other application 
documents. 

2/16/2023 Customer  C&I Customers 1 15 

Program 
overview with a 
potential 
customer 

Discuss new construction offering 
incentives and requirements for a 
potential gut rehab project. 

2/16/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to an existing 
trade ally 

Train trade ally on prescriptive and 
custom lighting application 
process. 

2/22/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 30 

Discuss potential 
new HVAC 
incentive 
structures 

Review trade ally participation with 
neighboring incentive programs to 
gauge the possibility of changing 
incentive structures.  

2/28/2023 Contractors  
C&I Trade 
Allies/Contractors 

10 15 

Program 
overview with 
various 
contractors 

Trade ally program overview for 
submitting projects.  

3/1/2023 Customers  C&I Customers 6 60 
Program 
overview with 
LSU IAC students 

Energy assessment and effective 
communication about the program 
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3/2/2023 Customers 
Commercial 
Customer 

1 15 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

3/7/2023 Workforce 
Workforce 
Development 

5 300 
Provide general 
education on 
energy efficiency 

Discuss energy efficiency with 
school students from the metro 
area. 

3/8/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 30 

Discuss potential 
new HVAC 
incentive 
structures 

Second conversation reviewing 
trade ally participation with 
neighboring incentive programs to 
gauge the possibility of changing 
incentive structures.  

3/10/2023 Customer C&I Customers 1 60 

Program 
overview with 
customer and 
engineer 

Review incentives and process for 
submitting an application.  

3/10/2023 Customer 
Commercial 
Customer 

3 30 

Provide a 
program overview 
to three small 
commercial 
churches 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

3/13/2023 Customer  
Commercial 
Customer 

1 30 

Provide a 
program overview 
to a small 
commercial 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

3/13/2023 Customer 
Commercial 
Customer 

1 30 

Provide a 
program overview 
to a small 
commercial 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

3/13/2023 Customer  
Commercial 
Customer 

1 45 

Provide a 
program overview 
to a small 
commercial 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

3/14/2023 Customer  
Commercial 
Customer 

1 30 

Provide a 
program overview 
to a small 
commercial 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

3/14/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 30 

Discuss potential 
new HVAC 
incentive 
structures 

Third conversation reviewing trade 
ally participation with neighboring 
incentive programs to gauge the 
possibility of changing incentive 
structures.  
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3/15/2023 Workforce  
Workforce 
Development 

1 60 
Discuss careers 
in energy 
efficiency 

Network with career counselors 
and trade allies to review potential 
paths for career mobility in energy 
efficiency 

3/16/2023 Customer  
Commercial 
Customer 

1 30 

Discuss new 
construction 
offering and 
review project 
drawings 

Discuss new construction offering 
incentives and requirements for a 
potential development project. 

3/16/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 

Review 
application 
process for an 
existing project 

Input lighting information in the 
Excel spreadsheet and review 
spec sheets and other application 
documents. 

3/17/2023 Customer  
Commercial 
Customer 

1 30 

Review 
application 
process for 
potential projects 

Provide bi-weekly check-in 
meetings to review the application 
process for several potential 
projects 

3/17/2023 Customer  
Commercial 
Customer 

2 30 

Review 
application 
process for an 
existing project 

Discuss new construction offering 
and review submittal documents 
and drawings 

3/17/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
of RCx incentives 
to a service 
provider 

Train a consultant on the customer 
and trade ally incentive process for 
retro-commissioning.  

3/21/2023 Contractor  
C&I Trade 
Allies/Contractors 

2 60 

Provide a 
program overview 
to an existing 
trade ally 

Train trade ally on prescriptive and 
custom lighting application 
process. 

3/21/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 

Provide a 
program overview 
to an existing 
trade ally 

Train trade ally on prescriptive and 
custom lighting application 
process. 

3/22/2023 Customer - C&I Customers 1 30 

Discuss new 
construction 
offering and 
review project 
drawings 

Discuss new construction offering 
incentives and requirements for a 
potential development project. 

3/22/2023 Contractor  
C&I Trade 
Allies/Contractors 

12 60 Utility Bill analysis 
Understanding utility bill features 
and terminology 
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3/23/2023 Customer  
Commercial 
Customer 

1 60 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

3/23/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process 

3/24/2023 Customer 
Commercial 
Customer 

1 30 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

3/27/2023 Customer  
Commercial 
Customer 

1 60 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

3/27/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process 

3/28/2023 Customer  
Commercial 
Customer 

1 15 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

3/29/2023 Contractor  
Commercial 
Customer 

6 60 

Provide a 
program overview 
to a potential 
commercial trade 
ally 

Reviewed prescriptive and custom 
incentives as well as the process 
for submitting applications. 

3/30/2023 Customer  
Commercial 
Customer 

1 60 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

3/31/2023 Customer  
Commercial 
Customer 

1 30 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

3/31/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process 
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3/31/2023 Customers 
Commercial 
Customers 

30 240 

Provide a 
program overview 
to a small 
commercial 
customers 

Reviewed prescriptive incentives, 
the process for submitting 
applications and the online store 

4/3/2023 Customer C&I Customers 1 30 

Discuss program 
offerings and 
review potential 
project drawings 

Discuss new construction offering 
incentives and requirements for a 
potential project. 

4/3/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process 

4/4/2023 Contractor 
C&I Trade 
Allies/Contractors 

4 60 
Review Customer 
Air incentives 

Detail the upcoming leak-detection 
incentives  

4/5/2023 Customer  
Commercial 
Customer 

1 60 
Program 
Overview 

Discuss potential upcoming 
projects and current incentives. 

4/6/2023 Stakeholder 
Community 
Partner 

12 120 

Program 
overview with 
Community 
members and 
customers 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

4/6/2023 Contractor 
C&I Trade 
Allies/Contractors 

10 15 
Program 
overview  

Discuss Energy Smart incentives 
and tiers with potential trade allies. 

4/6/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process. 

4/10/2023 Stakeholder  
Community 
Partner 

1 60 
Program 
overview with a 
BRE program 

Effective communication about the 
program to GNO's Business 
Retention and Expansion program. 

4/12/2023 Contractor 
C&I Trade 
Allies/Contractors 

5 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process. 
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4/12/2023 Contractor  
C&I Trade 
Allies/Contractors 

12 45 

Review of 
changes to state 
building energy 
code 

David Bonaventure reviews 
changes to lighting code, with 
respect to lighting, HVAC, and 
other areas.  

4/13/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 45 
Program 
overview  

Review of custom and prescriptive 
incentives.  

3/22/2023 Customer  C&I Customers 2 60 
Program 
overview and site 
visit 

Review of custom and prescriptive 
incentives while walking down 
property for potential opportunities  

4/13/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

4/13/2023 Workforce  
C&I Trade 
Allies/Contractors 

3 60 
Connect a trade 
ally with a 
workforce agency 

Discuss trade ally job openings 
and potential candidate matches 
for the position. 

4/15/2023 Customer  
Commercial 
Customers 

20 180 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

4/17/2023 Customer  C&I Customers 1 60 
Program 
overview and site 
visit 

Review of custom and prescriptive 
incentives and new compressed 
air offering 

4/17/2023 Customer  
Commercial 
Customer 

1 30 
Program 
overview  

Review of program incentives and 
potential projects. 

4/17/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 
Program 
overview  

Review of custom and prescriptive 
incentives.  

4/17/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 
Program 
overview  

Review of custom and prescriptive 
incentives.  
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4/17/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

4/18/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 30 
Program 
overview  

Review of custom and prescriptive 
incentives.  

4/20/2023 Customer  
Commercial 
Customer 

1 60 
Program 
overview  

Review of custom and prescriptive 
incentives; prep for a future 
meeting regarding continuous 
commissioning.  

4/20/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 30 
Program 
overview  

Review of custom and prescriptive 
incentives; prep for a future 
meeting regarding continuous 
commissioning.  

4/25/2023 Customer C&I Customers 6 360 
Program 
overview with 
LSU IAC students 

Energy assessment and effective 
communication about the program 

4/26/2023 Customer 
Commercial 
Customer 

1 60 
Program 
overview  

Review of program incentives and 
potential projects. 

4/26/2023 Contractor  
C&I Trade 
Allies/Contractors 

12 60 
Power Quality 
discussion 

Review of the engineering concept 
of power quality and its effect on 
building efficiency.  

5/1/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

5/3/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 30 
Program 
overview  

Review of custom and prescriptive 
incentives.  

5/8/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 
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5/9/2023 Customer  
Commercial 
Customer 

1 30 
Program 
overview  

Review of program incentives and 
potential projects. 

5/9/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 45 
Calculator/applica
tion training for a 
specific project 

Train trade ally on prescriptive and 
custom lighting application 
process. 

5/12/2023 Customer  
Commercial 
Customer 

1 30 
Program 
overview  

Review of program incentives and 
potential projects. 

5/12/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Review 
application 
process for an 
existing project 

Input lighting information in the 
Excel spreadsheet and review 
spec sheets and other application 
documents. 

5/16/2023 Customer  
Commercial 
Customer 

1 60 
Program 
overview  

Review of program incentives and 
potential projects. 

5/17/2023 Customer  
Commercial 
Customer 

1 60 

Program 
overview with a 
potential 
customer 

Discuss the Direct Install offering 
and prescriptive and custom 
incentives 

5/18/2023 Customer 
Commercial 
Customer 

1 60 
Program 
overview  

Review of program incentives and 
potential projects. 

5/23/2023 Contractor 
C&I Trade 
Allies/Contractors 

40 240 Sales Training 
Prospecting, financial analysis, 
and speaking the language of your 
customers.  

5/24/2023 Contractor  
C&I Trade 
Allies/Contractors 

8 45 
Program 
overview  

Review of custom and prescriptive 
incentives with a focus on 
continuous commissioning.  

5/25/2023 Customer  C&I Customers 1 60 
Program 
overview  

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 
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5/25/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 
Program 
overview  

General check-in with trade ally 
regarding projects and paperwork.  

5/26/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 
Program 
overview  

Custom and prescriptive 
application for an existing project. 

5/30/2023 Customer 
Commercial 
Customer 

1 60 
Program 
overview & site 
visit 

Reviewed prescriptive incentives, 
the process for submitting 
applications and property 
walkthrough for potential 
opportunities 

5/31/2023 Customer 
Commercial 
Customer 

1 60 
Program 
overview  

Review of program incentives and 
potential projects. 

5/31/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/1/2023 Customer 
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/1/2023 Customer   
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/1/2023 Customer 
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/6/2023 Contractor  
C&I Trade 
Allies/Contractors 

1 60 

Work on an 
existing 
commercial 
project 

Calculator application assistance 
for Gloss Beauty 

6/8/2023 Customer 
Commercial 
Customer 

1 30 
Customer 
application 
assistance 

Commercial kitchen equipment 
assistance 
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6/12/2023 Contractor 
C&I Trade 
Allies/Contractors 

1 60 
Program 
overview  

Reviewing potential contacts with 
Latter & Blum 

6/12/2023 Customer 
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/13/2023 Contractor  
C&I Trade 
Allies/Contractors 

17 30 
Program 
overview  

Review of program year to date 
and update on future changes of 
the program. 

6/14/2023 Contractor Facility Directors 15 20 
Program 
overview  

Presentation at the Synergy 
Building lunch and learn for area 
facility directors 

6/19/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/20/2023 Customer C&I Customers 1 120 
Program 
overview & site 
visit 

Reviewed prescriptive incentives, 
the process for submitting 
applications and property 
walkthrough for potential 
opportunities 

6/20/2023 Customer  
Commercial 
Customer 

1 30 

Program 
overview with a 
potential 
customer 

Reviewed prescriptive incentives, 
the process for submitting 
applications and effective 
communication about the program. 

6/23/2023 Contractor  
C&I Trade 
Allies/Contractors 

10 15 
Program 
overview  

Presentation at the city 
Procurement Fair 
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Training by audience 

 

 

Training by type 
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Public Awareness Campaign 

Print  
Print  

 Billboards  

400x400 
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Print 

Posters 

 
 

 
 



21 
 

 
 

 

  



22 
 

 

Print 

Kings 

 

  

Kings – 91x30 

 

 

 

 

 

 

 

Kings – 144x30 
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Kings – 192x30 
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Print 

Bus Shelters 
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Print 

Bus Interior Cards 
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Print 

Bus Wrap 
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Digital 
Dominant Displays 
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Residential Collateral 

Energy Smart Overviews 

General Energy Smart Handout with Lighting Discounts – English 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

General Energy Smart Handout without Lighting Discounts – English 
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General Energy Smart Handout without Lighting Discounts – Spanish 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

General Energy Smart Handout without Lighting Discounts – Vietnamese 
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Rebate Forms 
A/C Tune-Up Rebate Form 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Central A/C Rebate Form 
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Duct Efficiency Improvement Rebate Form 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

HPwES and MF Attic Insulation and Air Infiltration Reeducation Rebate Form 

 

  
 

 

 

 

 

 

 

 

 

 

 

 



35 
 

IQW Attic Insulation and Air Infiltration Reeducation Rebate Form 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

IQW Duct Efficiency Improvement Rebate Form 
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Air Purifier Rebate Form 

 

 

 

 

 

 
 

 

 

 

Dehumidifier Rebate Form 

 

 

 

 

 

 
 

 

 

 

Freezer Rebate Form 
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Heat Pump Water Heater Rebate Form 

 

 

 

 

 

 

 

 

 

Pool Pump Rebate Form 

 

 

 

 

 
 

 

 

 

 

Refrigerator Rebate Form 
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Smart Thermostat Rebate Form 

 

 

 

 

 

 

 

 

 

 

Trade Ally Smart Thermostat Rebate Form 
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Water Cooler Rebate Form 

 

 

 

 

 

 

 

 

 

 

Window A/C Rebate Form 
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Customer Satisfaction Surveys 

 
Home Performance with ENERGY STAR® Satisfaction Survey 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

Income-Qualified Weatherization Satisfaction Survey 
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A/C Tune-Up Satisfaction Survey 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Energy Smart Online Marketplace Satisfaction Survey 
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Energy Efficiency Kit Satisfaction Survey 
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Leave Behinds  

 
Sensi Smart Thermostat Leave Behind 
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HPwES and IQW Sorry We Missed You Door Hanger 
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Multifamily Landlord Permission Form 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Multifamily Direct Install Service Agreement 
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Multifamily Program Sell Sheet 
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Multifamily Tenant Notification Flyer 
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Four-Pack LED Bulb Giveaway Label 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Energy Efficiency Kit Label 

 

 

 

 

 

 

 

 

 

 

 

 

Energy Efficiency Kit Insert 
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Rebate Online Forms 
Air Purifier Rebate Online Form 
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Dehumidifier Rebate Online Form 
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Freezer Rebate Online Form 
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Heat Pump Water Heater Rebate Online Form 

 

 



54 
 

Pool Pump Rebate Online Form 
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Refrigerator Rebate Online Form 

 

  



56 
 

Water Cooler Rebate Online Form 
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Window A/C Rebate Online Form 
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Home Energy Report Reports 
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CEP Widget 
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Vehicle Magnet 

Point of Purchase 
 

Lighting Discounts Point of Purchase Signage 
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Mail-In Rebates Point of Purchase Signage 
 

Air Purifier       Dehumidifier 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

Freezer      Refrigerator 
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Smart Thermostat     Window A/C 
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Residential Multi-Offering Campaigns 

 

Q1-Q2 Digital Ads Campaign 
 

Q1 Google Search Ad 

 

 

 

Q1 Google Display Ads 
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Q1 Facebook Ads 

 

 

 

 

 

 

 

Q1 Facebook Ad Gif.mp4
 

 

 

 

Q2 Search Ads 
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Q2 Google Display Ads 

 

 

 

Q2 Facebook Ads 

        

Q2 Facebook Ad Gif.mp4
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Circuit E-Newsletter 
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Home Performance with ENERGY STAR® Campaign Materials 

 
Emails 
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Postcard 

 

 

 

 

 

 

 

 

 

February Bill Insert 
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LED Kit and Follow-Up Campaign Materials 
 

LED Kit Insert 
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LED Kit Follow-Up Emails 
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LED Kit Postcard 
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April Campaign 
Emails 
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Postcard 

 

 

 

 

 

 

 

 

 

 

May Bill Insert 
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May-June Campaign 
Emails 
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Postcard 
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Online Marketplace Promotions 
 

Energy Efficiency + Lighting 

Lead Generation Email      Remarketing Email
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February 2023 Campaign 

 

Lead Generation Email    Remarketing                                    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Email Marketing  
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March 2023 Campaign 

 

Lead Generation Email        Remarketing Email                     Marketplace Homepage Banner             

 

                                                   

Facebook Ad 

Marketplace March 

Promo Facebook Ad.mp4
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April Earth Day 2023 Campaign 

 

Lead Generation Email       Remarketing Email      Marketplace Homepage Banner                                              
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Memorial Day 2023 Campaign 

 
Lead Generation Email                  Remarketing Email                                        
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Fourth of July/ Father’s Day 2023 Campaign 

 
Lead Generation Emails         Remarketing Email                Marketplace Homepage Banners 
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LED Discount Going Away 2023 Campaign 
 

Lead Generation Email        Remarketing Email                 Marketplace Homepage Banner  
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Peak-Time Rebate 
Email Campaigns 

Recruitment Email 
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Follow-Up Email 
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Follow-Up Recruitment Email 

 

` 
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Monthly Circuit Newsletter 
June 2023 
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Formstack 
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EasyCool Demand Response 

Email Campaigns 
Enroll in EasyCool 

 

 

 

$4.99 Amazon Smart Thermostat +EasyCool 
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Pre-season Reminder 
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EasyCool Social Posts 

     

 

 

EasyCool Social: Re-branded to Public Awareness Campaign 
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EasyCool Outreach Table Display 
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EasyCool Webpage Updates 
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Appliance Recycling 
Flyers 

 

 

 

 

 

 

 

 

 

 

 

 

 

Social Media 
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Earned Media 

The Green Project June 2023 Newsletter 
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Monthly Circuit Newsletter 

June 2023 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



99 
 

Commercial Marketing Collateral  



100 
 

Program Conferences/Speaking Engagements 

 

Keep It Clean NOLA 
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Trade Ally 2023 Kick-Off Meeting and Award Ceremony Email 
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Selling Energy/Energy Smart Training 
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Selling Energy/Energy Smart Training Registration 

 

 

Customer Big Check Presentation 
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Earned Media 
NOLA Newswire Newsletter 
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NOLA Newswire Social Post 

 

WWL Earth Day Interview – April 20 
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Commercial Collateral 

Digital Media 
 

Customer Testimonial Videos 

 

Customer Testimonial Social Posts 

Facebook 
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Twitter 

 

Entergy New Orleans Blog 
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Small Business 

 

Small Business Online Marketplace Collateral 

 

Small Business Online Marketplace Box Stickers 
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Print Material 
Window Cling and Thank You Note 
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Trade Ally Recruitment Collateral 

Front side 

 

Back side 
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Compressed Air Overview 

Front side 
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Compressed Air Overview 

Back side 
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25% Bonus Incentive Campaign 

 

Business Landing Page Update 

 

Print Ads 
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Times-Picayune Strip Ads 

 

Biz New Orleans ½ Page Print Ads 
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Digital Display Ads 

300x250 

 

 

320x50 
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550x250 

 

728x90 

 

600x200 

 

320x100 

 

970x90 

 

 

  



117 
 

300x600 

 

 

970x250 
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Biz New Orleans Dedicated E-blast 

 



119 
 

 

NOLA.COM Dedicated Eblast 

 

 

 

Traditional Radio:15 and :30 As Produced Radio 

APTIM Energy - 

ENO_ BONUS-VANITY URL_15_032923_mb Mixdown 2.mp3
 

Energy Smart 15 

second (2).m4a
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Digital/Streaming Radio :15 and :30 

APTIM Energy - 

ENO_BONUS-VANITY URL_30_032923_mb Mixdown 1.mp3
 

Energy Smart 30 

second (2).m4a
 

 

Paid Social 
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Leads Form in Social Posts 
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25% Bonus Incentive Email Campaigns 

January Eblast 
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April E-blast 
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May E-blast 
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Program Partner Marketing 

StayLocal Newsletter 

 

 

StayLocal Facebook Post 
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Chamber of Commerce – Press Release on Chamber Website 

 

Downtown Development District Social Post 
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Downtown Development District Newsletter 
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Earned Media 

25% Bonus Incentive Press Release 
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Biz New Orleans February 8 Article 
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Small Business Online Marketplace Campaigns 

 
Early Spring Promo 

Social Post 
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Email 

 

 

Earth Day Promo 

Social 
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Email 
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Memorial Day Promo 

Social
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Email 
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Trade Ally Q1 Newsletter 
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Trade Ally Q2 Newsletter 
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