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Agenda

Brief summary of PA Act 129

PECO Segmentation process and findings

Applying a sales funnel approach 

Using a CRM for tracking and nurturing

2



PA Act 129 Phase III Overview

• Solutions designed to achieve energy efficiency

• Help off-set increased cost of higher efficient equipment

• Electricity only, no renewables

• Utilities can be penalized for not achieving targets

• No incentive for exceeding targets

• Expires May 31, 2021
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5 year program cycle

1,962,659 MWh reduction 

161 MW Demand Reduction



Need to go from this…
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To this…
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Defining the stages of the funnel
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Educate: customer becomes aware of the utility program

Provide evidence: customer becomes aware they have an EE need

Build trust: customer looks for evidence the program will meet their need

Celebrate: customer re-enters the funnel and helps spread the word

Make it easy: customer evaluates cost of action vs. inaction

Close the deal: customer completes the project



Identifying your ideal prospect
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• Identified 14,000 new multifamily customers

• Increased business type identification from 20% to 60% 

• Discovered 1,000 “whale” and 4,000 “jumbo shrimp” targets  

• Found top-level decision maker contacts at 27% of the 

Jumbo Shrimp and Whale targets



ICF proprietary and confidential. Do not copy, distribute, or disclose. 8

11MM impressions 

67K clicks

https://app.box.com/s/ujbdktev70x1q34pb2gq6sjtlww5mmgm
https://app.box.com/s/ujbdktev70x1q34pb2gq6sjtlww5mmgm
https://app.box.com/s/f1a77tpxv0wejyvv29ta7i36cri0o3fg
https://app.box.com/s/f1a77tpxv0wejyvv29ta7i36cri0o3fg
https://app.box.com/s/rtb50yo6kk0fyj468mbq1392kmi9x0fr
https://app.box.com/s/rtb50yo6kk0fyj468mbq1392kmi9x0fr


Lead Generation 

9

 Increased projected 2018 leads 

by 48% through optimized media 

plan

 Grew number of leads from Q1 

to Q2 by 44% 

 Increased lead form response 

rates by 50% compared to 2017
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Lead Sourcing and Nurturing

PECO began using a CRM system in Q1 2017 

In Q1 2017, only 2% of leads had an identified 

source 

Through regular training and a commitment from all 

teams, the sources grew:

• 57% by Q4 2017

• 70% by Q1 2018

Implemented Lead/Opportunities nurturing 

campaigns in 2018 with an open rate range of 

17.25 – 26.83%
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Thank You
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