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Members 
• NYSERDA representatives from marketing and clean heating & cooling, 

all six investor-owned utilities have at least one participating member, 
and KSV (NYSERDA’s marketing agency of record)

Purpose
• To guide the development, roll out, and performance reporting of an 

integrated statewide consumer awareness, education and marketing 
program

• To create an avenue for NYSERDA and utility collaboration to 
ensure that all heat pump marketing efforts are optimized 
and coordinated

Marketing Working Group - Overview



Goals

To increase the awareness and installation of 
electric heating and cooling equipment 

throughout the State of New York. 

To reduce customer acquisition costs for 
installations of heat pumps to be on parity with 

traditional HVAC installations.

To build consumer demand and consideration 
for and market confidence in heat pumps and 
complementary energy efficiency measures.  
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3.6 Tbtu of 
energy savings 

by 2025

~130,000 
heat pump 

installations

~ 1 Million 
Leads

NYS Clean Heat Marketing



Marketing 
Strategy
&
Audience 
Identification

4



5

NYS Clean Heat Marketing Strategies

A statewide consumer education and awareness campaign will be launched to spur heat pump 
awareness and  adoption. This will support electric utility marketing efforts targeting their 
customer base with specific offers and opportunities.

Reach All Homeowners 
Who Meet our Targeting 

Criteria Via “Digital” 
Media

Increase Reach and 
Frequency with 

Broadcast & OOH in 
Areas with High 

Concentrations of 
Target Homeowners

Target Customers with 
Offers Related to 
Energy Use and 

Equipment

NYS Clean Heat Marketing Utility Marketing
Coordinated with NYSERDA’s 
CHC Community Campaigns 
and Co-op Advertising     
(Mfgs, Distributors, Installers)



Leverage available data to hyper-target 
consumers with a combination of ideal 
home typologies* and higher 
propensity to adopt clean heating and 
cooling technologies. Prioritize 
campaign efforts to these audiences. 

*Target set will not be required to meet all identified criteria. For example, any consumer in the State who 
is actively seeking an HVAC upgrade will be targeted regardless of how many other criteria they meet.

NYS Clean Heat Audience Identification

No access to 
natural gas

Owns single 
or 1-4 

family unit 
property

Project is 
viable

Planning on building a home

Ideal
Target
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Messaging and Channel Ownership
NYS Clean Heat
Utilize awareness and education messaging and 
channels, particularly those where statewide scale 
will help reduce overall costs or may reach 
customers from more than one utility:
● TV and Digital Video
● Terrestrial and Streaming Radio
● Native Advertising and Sponsored Content
● Research and Education Focused Digital Marketing 

(social, google banners, paid search)

Utility Marketing
Continue to own offer-based and participation related messaging, particularly in channels where the utility has a 
direct line to their customers:
● Owned Email/CRM

CHC Communities, MFGs, Distributors, 
and Installers
Utilize awareness and education messaging and 
channels at a local level, key in on local support and 
benefits of membership. Channels may include:
● Social media
● Direct Mail
● Local Publications – Print and/or Digital
● Local TV/Radio
● Out of Home – Billboards, Storefronts, etc.
● Hosted Events and Webinars

● Direct Mail ● Owned/Paid Social ● Offer-Focused Digital Marketing ● Events



Media
Channels
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The campaign will a variety of data sources to target any home that meets 
our targeting criteria. Most channels will be in market year-round. Channels 
may include:

> Addressable TV
> Advanced TV*
> Digital Banners*
> Digital Video/YouTube*
> Streaming Radio
> Native Advertising/Sponsored Content*
> Email
> Social Media*
> Paid Search*

* Indicates channel planned to run even during off-sprint timeframes

Statewide Digital Campaign
First Sprint Mid-April through Mid-June (10 weeks)
Second Sprint Early September through Late November (12 weeks)
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In addition to reaching all target homeowners with digital channels, NYS Clean Heat 
will focus higher-cost channels in regions with a high concentration of our target 
audience. Channels may include:

All identified regions:

> Cable TV – AM News, Prime Time, Weekend Daytime (Lifestyle)
> Terrestrial Radio – :30 second spots (6 weeks)

Albany region:
> Local News/Broadcast TV – Albany (4 weeks)                                     News & Prime 

Access

Future:
> Out of Home (back half of 2021)

Broadcast and Out-of-Home Geographies
First Sprint Mid-April through Mid-June (10 weeks)
Second Sprint Early September through Late November (12 weeks)
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Leads coming from the statewide awareness campaign, will take two forms:

Lead Definition & Tracking

Customer leaves email, home 
address or other identifiable 

information through “Find Available 
Rebates” or “Find a Contractor.”

Customer takes action as a result of 
marketing tactic or visit to landing 
page – connects with Contractor or 

CHC Community

Expected volume of leads will be high. 
> In Westchester County this Fall there were approximately 100 leads per week generated through the website. 

Collectively, we are responsible for documenting our impact through every stage of the decision-making process 
> For larger purchases and home improvement projects, the customer’s decision-making process can take 

anywhere from a few months to a few years
> We will use the data we collect to connect exposure to the awareness campaign and installations; this will 

require data sharing across all entities
> Potential data sources for reporting include:

- NYS Clean Heat website - NYS Clean Heat contractor websites and co-op reporting
- Google trends - Implementation vendor 
- Utility websites and program - Clean Heating and Cooling Communities

Website Visitors 
where information is 

captured

Co-op & 
Contractor 

Intake



Creative 
Samples



Social Media

Social Media

Digital Ads

Email

Creative Samples



Sponsored Content/Native Ads

Social Media

Creative Samples

New Broadcast spots 
are in development
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Landing Environment
cleanheat.ny.gov
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Navigation

Homepage

Rebates & Financing Find a Contractor About Us
Footer Only

Contact Us
Footer Only

Learn About 
Heat Pumps

Compare Your 
Options

The Benefits of 
Switching

How They Work

What to Expect

How to Get Started

Available Rebate 
Programs

Financing Options

No-Upfront Costs 
with Sealed
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> Homepage will include hero image with singular 
call-to-action (CTA) that will encourage 
consumers to learn more about heat pumps

> A scrolling design will allow for short descriptions 
and links to additional site content (i.e. The 
Benefits of Switching, Comparing Your Options, 
Savings Calculator, etc.)

> Full width logo lockup of all utility logos that link 
to utility homepages. 

> Footer inclusive of links to utility homepages

Homepage 
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> User will be asked to select their home-type (i.e.
two-story with ductwork, single-story without 
ductwork) and if they are looking for whole-house 
or just zone heating & cooling

> Based on their input they’ll be presented with a 
high-level comparison of two-to-three potential 
options (i.e. mini-splits, central ASHP). 
Comparisons will include pros and cons and 
relevant information about each option.

> Users will be able to either email themselves the 
options or dig deeper into a specific option via an 
interactive diagram that includes benefits, 
financial information, and questions to ask their 
contractor

Compare Your Options 
Heat Pump Planner User Experience
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User answers a few simple questions to pair them with the 
appropriate utility and/or NYSERDA programs:
> Address
> Home Type (single-family, condo)
> Home Age
> Recent Insulation (Y/N)

Available Rebates

Based on user inputs a list of available options will be presented:
> Clean Heating and Cooling Community -Connect
> Utility Programs (ASHP, GSHP, HPWH) – Learn More/Find Contractor
> NYSERDA Programs (Comfort Home, EmPower, Assisted Home 

Performance) – Learn More/Find Contractor
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> User will be asked to provide their address (required)
> User may also select the type(s) of contractor they are 

looking for (optional)

Based on their input they’ll be delivered a list of qualified 
contractors that service their area.
> Users will have the option of having the list emailed to 

them
> List can be filtered by type of service, contractor name, 

locations
> If the user resides in a CH&C community campaign, the 

campaign will show up as the first search result
> Contractor display order will be randomized
> All links and click-to-call taps will be tracked

Find a Contractor
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NYSERDA Cooperative Advertising

March 2021



What is the Cooperative Advertising and 
Training Program?

Cost-sharing incentives to support advertising, special promotions, 
events, or training for eligible clean energy technologies:
> cold-climate air source heat pumps

> ground source heat pumps

> energy efficiency (i.e. air sealing and insulation)

> high-efficiency low-emission wood heating systems

22



23

NYSERDA may reimburse up to 50 percent of the cost of approved advertising, promotion or training 
activities for applications submitted through December 31, 2022 or until funding runs out.

What Incentives are Available?

Participant Type Annual Max. Cap 
for Advertising

Annual Max. Cap 
for Training

Annual Max. Cap
Total

Heat Pump and high-efficiency low-emissions wood heating 
system manufacturers, or a brand-agnostic manufacturer 
collaborative led by an industry association

$200,000 $50,000 $250,000

Heat Pump and high-efficiency low-emissions wood heating 
system distributors $100,000 $50,000 $150,000

Heat pump installers, high-efficiency, low-emissions wood heating 
system installers, residential efficiency contractors, clean heating 
and cooling campaigns, and pay for performance contractors

$100,000 N/A $100,000
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Technology: focused on clean heating and 
cooling technologies eligible through the NYS 
Clean Heat program or energy efficiency 
measures

Geography: funded activities must occur within 
the SBC service territory

Messaging: at least one technology benefit 
information message (energy savings, cost 
savings, healthy/safety, environmental, comfort, 
convenience, etc.) 
Reporting: Participants will be required to provide 
the number of leads the advertising generated, 
and the number of projects as a result of those 
leads.

• Initial information will be collected in the 
payment request form and again at three 
months post-marketing run dates. 

Co-op 
Advertising 

Requirements

NYSERDA’s program and 
marketing teams review all 
applications to evaluate cost-
effectiveness, lead 
generation potential, 
reach/impact, messaging, 
and overall quality of the 
design and content. 
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Become a NYS Clean Heat 
Participating Contractor

March 2021
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SaveEnergy.ny.gov/NYScleanheat
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Become a Participating Contractor

Step 1 Step 2 Participating 
Contractor

Submit Incentive Applications

Offer GJGNY Financing

Cooperative Advertising
Participation

Website Inclusion

Contractor Application     
and Energy Company 
Participation Agreement(s)

NYSERDA Participation Agreement
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Website Links
New Statewide Campaign Website – coming soon
cleanheat.ny.gov

Program Opportunity Notice (PON) 4482
Cooperative Advertising and Training for Clean Energy Partners
https://portal.nyserda.ny.gov/CORE_Solicitation_Detail_Page?SolicitationId=a0rt0000011YFNMAA4

Become a NYS Clean Heat Participating Contractor
SaveEnergy.ny.gov/NYScleanheat

https://portal.nyserda.ny.gov/CORE_Solicitation_Detail_Page?SolicitationId=a0rt0000011YFNMAA4
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