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Small but lovely!
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Cultural Events!

Peaks to Portland Swim!
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The summer residents have left, but c. 1,000 of us are still here.
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PEAT supported me all the way!
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Vinalhaven Wind

Maine’s Offshore Wind Resource

6Samsø Island hay in the boiler shed



Island Institute
Weatherization

Week -
108 homes weatherized!
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WindowDressers Insulating 
Window Inserts 8



Oil costs about $1 more per gallon than it does on the mainland.
Keith, the owner of Peaks Island Fuel got certified as a heat pump installer!
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Dana Fischer presented 10



Efficiency Maine’s online heating 
cost comparison tool was one very 
convincing way Islanders could get a 
sense of their potential savings if 
they purchased a mini-split.

View it at: 
https://www.efficiencymaine.com/at-
home/heating-cost-comparison/
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How do you communicate with fellow islanders about saving on energy?

At
the
Island
market

On the ferry

Via the Island email list (indispensible!)
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A portion of the
“Request for Proposals”
we sent to our contractors
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How we put customers together 
with their contractor of choice:
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How the meeting with prospective customers and contractors was divided up:
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A portion of the 
spreadsheet 
emailed 
prospective 
customers 
comparing what 
the contractors 
provided for their 
price
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Installation!
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Done!

We feel that our success 
with heat pumps was due 
in large part to the way 
we intensively “bundled” 
these energy efficiency 
oppportunities over a 
period of a couple of 
years.
And, we were fortunate 
to have email contact 
with almost everyone on 
the island, probably the 
biggest thing that helped 
us succeed.

Slideshow by Sam Saltonstall  sssalty88@gmail.com 18



The Life and Times of HeatSmart Tompkins

Jonathan Comstock
HeatSmart Program Director

Jonathan@HeatSmartTompkins.org
607-351-1752

HeatSmart
is a program of
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Where I mean to take you 

A. Evolution and Origins

B. Initial strategies

C. Initial results

D. Current efforts

E. Lessons learned



Evolution and Origins

A. We began as a Solarize Program in 2012
❖ We received invaluable coaching, training and resources from Solarize 

Madison, the first in NY.
❖ We were the second and first large Solarize program in NY.
❖ The 1st year only included three townships and solarized 110 homes. 

The second year we went county-wide and solarized 360 homes.

$
B.We have enjoyed good funding throughout.

❖ During both Solarize programs and the first 2 ½ yrs of HeatSmart 
funding was primarily through grants from the Park Foundation and a 
few individual donors.  We had municipal fiscal sponsors.

❖ We transitioned to funding from NYSERDA in the middle of our third 
campaign and it is ongoing for two more campaigns, one just started.



What was so special about 
HeatSmart Tompkins?

A. We think we were the first group in the country to create an 
integrated program including insulation and air sealing along with 
multiple options for heat pumps in a community program. This 
gave enrollees comprehensive home heating assessments.

B. We served as a guidepost for several programs to follow.

C. We still enjoy the position of being the only HeatSmart program 
with multiple years of experience to draw from.



The first strategy was to mimic 
Solarize as much as possible

We assumed some level of pent-up demand existed and organized 
our work around removing the barriers to individual action.

1) Lowering the cost through volume sales
2) Providing accessible information at public meetings
3) Provide home tours and other community events to share knowledge
4) Generating confidence in a path forward

a. Build knowledge base and comfort with technology
b. Best Practices
c. Vetted installers from competitive application process
d. Easy pathway requiring a minimum # of choices by participants
e. At Enrollment participants chose just one installer to work with

5) Present program as a limited-term option to spur immediate action
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enrollees contracts

Participation in HeatSmart Tompkins across 3 years

Year 1 participants
Wanted a Solarize-
type experience.

1) Vetted installers

2) Only wanted    
one bid

Year 2 participants
Were restricted to 1 bid 
at enrollment. Only a 
few  asked for a 2nd

** Feedback survey 
indicated many desired 
more assessments.

Year 3 participants
66% signed-up for 
both installers.

Of the dozen I talked 
to all also had at least 
1 outside bid and 
most had 2.

A) Shopping Approaches changed!

B) Was there evidence of market 
stimulation not represented in the 
enrollment numbers? 

This year’s participating installers 
had, between them, an additional 42 
jobs from their own leads

Both installers said most of these 
people had been motivated in part 
by HeatSmart activities

Anecdotal evidence says many other 
local installers and builders similarly 
benefited.

**Indirect market stimulation is 
several-fold greater than direct 
enrollment numbers.



How well did our Solarize 
model work?

We assumed some level of pent-up demand existed and organize our 
work around removing the barriers to individual action.

1) Lowering the cost through volume sales
2) Providing accessible information at public meetings
3) Provide home tours and other community events to share knowledge
4) Generating confidence in a path forward

a. Build knowledge base and comfort with technology
b. Best Practices
c. Vetted installers from competitive application process
d. Easy pathway requiring a minimum # of choices by participants
e. Allow only a single installer choice (i.e. just one bid)

5) Present program as a limited-term option to spur immediate action



What is our revised 
HeatSmart model?

Pent-up demand is limited at current price points.  Demand must be 
nurtured over a period of time.  People are not all ready at once.

1) Provide cost transparency across multiple participating installers
2) Provide accessible information at public meetings
3) Provide home tours and other community events to share knowledge
4) Generating confidence in a path forward

a. Build knowledge base and comfort with technology
b. Best Practices
c. More vetted installers for more choices
d. Support evaluation of choices participants need to make
e. Allow multiple bids within program

5) Run enrollment for most of the year to be there when we are needed



Broaden the Vision
A. Work at utilizing individual networks

House parties- host invites

B. Low Price is not what we bring most effectively.

1) Our knowledge of ‘market price’ is limited.

2) Participating installers must be tolerant of 
reporting issues that generate overhead.

3) We bring reliability and transparency 

C. Explore new public awareness methods such as 
public awards for HeatSmart businesses.



Lessons Learned

A. Pent-up demand is limited at current acceptance and price points.  
B. People are not all ready at once.  Be there when they need you!
C. Companies that respond to community RFPs tend to have similar profiles
D. Don’t run a ‘Stealth Program’!

1) Grassroots energy networks are invaluable at first but limited in scope.
2) There is initial pent-up demand only in a very limited group of the 

environmentally conscious.  Awareness may stay in that limited group.
3) Reaching the broader public may require extensive advertising.  In our 

5th campaign we have the resources to advertise on public busses, movie 
theaters, billboards, radio, newspapers and more.  We are testing it all!

E. Statewide programs avoid having every team reinventing the wheel.  They 
need to provide resources but leave flexibility for communities.
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Thanks for Listening!

from: HeatSmart Tompkins
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Heating and cooling is 

responsible for about 

1/3 of GHG emissions

• Role of CH&C in 

reducing GHG 

emissions 40% by 2030

• CH&C can also provide 

other benefits including: 

bill savings, improved 

comfort, electricity grid 

benefits

Clean Heating & Cooling Benefits
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Renewable Heating & Cooling Policy Framework
(Options to Advance Industry Growth and Markets in New York)

• Published February 7, 2017

• Policy Framework’s Three Pillars

– Reducing Technology Costs and Lowering Barriers

– Renewable Heating & Cooling Mandates

– Incentives
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NYSERDA Clean Heating & Cooling Initiatives

• Executing approved Clean Energy Fund Investment Plan Initiatives

• Implemented GSHP Rebate & Biomass and ASHP incentive programs

• Engage with utilities to hand off incentive programs

• Launched “Geothermal Challenge” with NYPA for State, local government, 

healthcare and higher education facilities

• Launched Clean Heating & Cooling Communities Program

• Developing comprehensive workforce training & development programs

• Launched a co-branded marketing and awareness campaign with the Joint 

Utilities

• Continued support of the RTA
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Why did NYSERDA Fund the CH&C CC Program?

• Community based approaches are critical to success in 

clean energy

• Soft cost reduction 

• Increase public education and awareness
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Learning from HeatSmart Tompkins

• Many discussions during the 2 years prior to our 

program launch

• Conducted focus groups with their participants

• Helped us understand critical success factors
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Round 1 & Round 2 

CH&C Communities

HeatSmart
Tompkins

Sustainable 
Homes 

Rochester

HeatSmart
Southern 
Tier East

HeatSmart
Otsego

HeatSmart
Ulster-Sullivan

HeatSmart
WestchesterHeatSmart

Orange

HeatSmart
CNY

Utica

Capital District

Putnam County

Bronx
Brooklyn

Erie County



8

Round 1 (PON 3723) CH&C Community Campaigns

• 8 community teams selected in Round 1 from across the state

– Over 1.2 Million homes

– 37% oil, propane, and electric heating

• Contracted with Cadmus to provide technical assistance to 

communities

• Contracted with Faraday to develop a customer targeting tool

• Contracted with KSV to develop marketing toolkit

• First campaigns began in Fall 2018
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Round 2 (PON 3922) CH&C Community Campaigns

• 6 community teams selected in Round 2 from across the state

• Contracted with Cadmus to provide technical assistance to 

communities

• Available customer targeting tool

• Available marketing toolkit

• First campaigns beginning this fall
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Program Changes

• Funding determined by number of campaigns

• Differentially funding downstate campaigns at a higher 

level

• Emphasizing campaigns in gas constrained areas
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Program Overview

• $2.5 Million available; 2 to 5 year contracts

• Multiple awards of up to $300,000 for Category A –

Campaigns

• Multiple awards of up to $50,000 for Category B –

Workforce Development

• Multiple awards of up to $200,000 for Category C – LMI 

Household Participation

• Only proposals selected for Category A will be evaluated 

for Categories B and C
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Solicitation Overview

• Community eligibility

– City, town, borough or region in NYS

– Outside of Long Island

– At least 40,000 residents
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Solicitation Overview

• Eligible proposers

– Community Based Organizations

– Municipality

• Other Team members recommended

– Local financial institutions

– Local higher education institution

– Local utilities
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Solicitation Overview

• Eligible technologies

– Air Source Heat Pumps

– Ground Source Heat pumps

– Solar Heating and Cooling Technologies

– High Efficiency, Low Emissions Biomass Heating

– Heat Pump Water Heaters

• All campaigns must include building envelope and 

distribution system improvements
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Solicitation Overview

• Technical Assistance Contractor will provide 

assistance with:

– Installer selection

– Campaign implementation

– Reporting and Analysis of lessons learned
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Category A – Community Campaigns

• Proposal requirements

– Campaign approach

– First year technology choice(s)

– Campaign team

– Campaign impact

– Project plan and budget
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Category A –Community Campaigns

• Evaluation criteria highlights

– Community commitment

– Gas constrained areas

– Previous Solarize experience

– Replication potential

– Teaming

– Other
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Category B – Workforce Development

• Proposal Requirements

– Need

– Outcomes

– Training partners

– Training courses and certification

– Budget
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Category B – Workforce Development

• Evaluation Criteria Highlights

– Clearly identified skill gaps

– Plan

– Trainer qualifications

– Curriculum

– Budget
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Category C – LMI Household Participation

• Proposal requirements

– Develop a plan to increase LMI household 

participation in community campaign

• Characterize LMI households in the community

• Identify a specific LMI target audience

• Income eligibility

• Ensure installation only in cases of clear economic benefit
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Category C – LMI Household Participation

• Evaluation criteria highlights

– Proposed plan

– Likelihood of success

– Leveraging federal, state and local resources

– Improving energy affordability

– Budget
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Campaign Results to Date
As of 6/7/19

Campaign Leads Site Visits Quotes Contracts

CNY 220 145 ** 30

Orange 24 21 13 4

Otsego 57 29 16 13

Rochester 198 58* 47 13

Southern Tier 58 ** ** 4

Tompkins 251 ** ** 26

Ulster/Sullivan 53 ** ** **

Westchester 200 47* 18* 28

Total 1061 300* 94* 118
*Likely underestimate based on review of reporting data
**Not captured/updated by installer reporting
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Challenges and Next Steps

• Reporting

– Common platform (Airtable)

– Better templates and definitions

– Videos and other support for installers
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How can I help?

• If you or someone you know is interested in 

participating, please reach out to 

chccc@nyserda.ny.gov

• You can find more information here

mailto:chccc@nyserda.ny.gov
https://www.nyserda.ny.gov/All-Programs/Programs/Clean-Heating-and-Cooling-Communities
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Thanks!
Rachel Genzer

rachel.genzer@nyserda.ny.gov
518-862-1090 x3081



Thank you for attending our webinar

Val Stori
CESA Project Director
val@cleanegroup.org

Find us online: 

www.cesa.org

facebook.com/cleanenergystates

@CESA_news on Twitter
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