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Strategies for Engaging Small and Medium Businesses in 
Energy Action and Advocacy 

June 2017 

The following strategies are intended to offer a menu list of options for how the St. Paul Area 
Chamber of Commerce can enable energy efficiency action and advocacy among its small and 
medium-sized members, taking into account the services and partners already working in this 
space. 

 

STRATEGIES FOR IMPLEMENTATION AND ADVOCACY 

1. Leverage existing relationships and brand credibility to serve as a 
conduit between businesses and key partners 

Nearly all of the service providers and advocates we interviewed mentioned that they could use 
help with business outreach and engagement. Many advocates also recognized that chambers 
can play a unique role in providing a voice to represent the needs of businesses. These potential 
partners recognize that business owners often rely on trusted and reputable individuals or 
organizations when making decisions, which was confirmed by business owners themselves in 
our interviews with them. 

SPACC may often have better credibility, trust, and established relationships with its members 
than a service provider or advocacy organization would have. Specifically, the individuals we 
interviewed said that SPACC could leverage its credibility and relationships in the following 
ways: 

a. Convening conversations -- Convene members to learn about and discuss 
both energy efficiency action opportunities and clean energy policy and 
regulatory issues. 

b. Cultivating leaders -- Identify leading businesses that might serve well as 
spokespeople, both for implementing energy efficiency and on advocacy efforts. Help 
these businesses to tell their story as an example of how they’ve benefitted from energy 
efficiency or how a policy might affect them. Seek a domino effect by starting with 
businesses who are leaders or networkers in their sector. 

c. Messaging -- Communicate program offerings and policy issues to members, including 
at events and via electronic communications. Assist partners with developing 
communications for members, including identifying audience segments, targeting 
messaging, and overcoming language barriers. 

d. Bridging trust – Introduce key partners (service providers and advocates) as 
credible organizations to businesses, including inviting them to speak at 
events. 

e. Serving – On implementation, serve as a “one-stop” resource (a first point of contact for 
anything energy-related) for members looking to implement efficiency projects. On 
advocacy, serve as the voice for members in aggregate when it makes sense, 
especially if there are contentious issues that businesses may be shy to engage in. 

 
 

2. Build thoughtful and lasting relationships with partners 

While small businesses remain an untapped audience for both energy efficiency 
implementation and advocacy, there are many partners doing excellent work in this space that 
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can support SPACC’s efforts. These partners can generally be thought of in two groups – 
service providers (or implementers) and advocates. Both groups were overwhelmingly 
interested in partnering with local chambers, but with slightly different considerations. In our 
conversations with service providers, there were a few considerations that emerged to help 
SPACC enter this space and form successful relationships with existing players: 

a. Longevity -- Some service providers that had partnered with local chambers in the 
past cited challenges and frustrations with the temporary nature of the relationship (in 
some cases, the challenges were on both sides). While partnerships were successful, 
they were short-lived and unsustainable. As a result, some service providers may be 
hesitant to establish partnerships. SPACC might address this by clarifying 
expectations about the longevity of the relationship upfront. 

b. Duplication – As our resource table shows, there are many organizations and 
programs providing energy efficiency implementation services to small and medium 
businesses in the Twin Cities Metro. Some potential partners may need to be reassured 
and reminded that SPACC is looking to build upon, not duplicate, existing efforts. 

c. Added value – Beyond avoiding duplication, some service providers felt strongly that 
partnerships with local chambers should be designed to add value to both parties, and 
expressed interest in developing models to that end. 

The advocates that we spoke to were overwhelmingly interested in partnering with local 
chambers. Some of the organizations we interviewed had successful models in place for 
working with businesses or local chambers on advocacy and education efforts, while others had 
less experience but were open to co- creating new models. Regardless of experience with 
small business advocacy, there was widespread interest in collaborating to achieve shared 
clean energy policy goals. Almost all of the individuals we spoke with felt that SPACC could 
most effectively help by making connections between leading businesses, advocates, and 
decision-makers. 

 

3. Help businesses promote themselves as energy efficiency champions 

The business owners that we interviewed noted that one of the biggest benefits to energy 
efficiency in their opinion is increasing their reputation as an environmentally-friendly company. 
SPACC could help to highlight businesses by developing case studies (click here for an 
example) or asking business owners to speak about their experience at events. 

As a more in-depth option, SPACC could also look into certification for energy-efficient 
members. For example, Energy Star is a national program that provides an annual 
certification to energy-efficient commercial buildings. 

One advocacy partner that we interviewed organizes meetings to showcase successful energy 
projects by inviting legislators to visit businesses in their district and see projects first-hand. 
This model provides a useful pathway for helping businesses promote themselves as 
champions while linking their action to the policies that support energy efficiency programming 
for small businesses. 

 
 

4. Keep the process streamlined 

Lack of time was one of the most-cited barriers to taking energy efficiency action. Therefore, 
limiting the amount of time that business owners have to spend sorting through information or 
connecting with different people to either take action on energy efficiency or engage in 
advocacy efforts will be crucial. 

While most service providers already have streamlined their program designs, SPACC can also 

http://www.cleanenergyresourceteams.org/blog/energy-coaches-help-cut-energy-bills-taqueria-la-hacienda-lake-street
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serve as a key point of contact between businesses and service providers, helping to ensure 
that programs and resources are streamlined. 

 

STRATEGIES FOR IMPLEMENTATION ONLY 

5. Tailor outreach to specific business types 

Small and medium sized businesses have diverse energy usage patterns and opportunities for 
energy efficiency. They also rely on individually-specific sources of information to inform their 
business decisions. The business owners we interviewed indicated that they trust their advisors 
because those individuals or organizations have knowledge about their business’ specific 
industry. Therefore, demonstrating industry- specific knowledge in outreach efforts could help 
build credibility. 

Of the 80 businesses that responded to our electronic survey, about a quarter of respondents 
classified their business under the “Office” category, and 17.5% classified their business under 
the “Service” category. The remaining businesses were widely dispersed among industries, 
including 35% who did not classify themselves under any of the listed categories.  There was 
very little overlap between the industries that respondents chose to identify under “Other.” Their 
responses ranged from nonprofit to banking to technology to HR and many others. This 
confirms that tailored outreach may be an effective strategy given the diversity of businesses 
that are SPACC members. 

As noted above, SPACC could partner with service providers to develop marketing materials or 
campaigns specific to certain business types (e.g. offices, grocers, retail, restaurants) or energy 
uses (e.g. lighting, refrigeration, ventilation). 

 
 

6. Engage landlords 

Over half of the businesses who responded to our electronic survey indicated that they rent some 
or all of their space. Of those, nearly a quarter pay their energy bills as part of their rent. This 
could be a low estimate, since another 29% of respondents didn’t know how their energy bills are 
paid. For these businesses, addressing energy efficiency may require engaging their landlords. 

Some service providers, such as Energy Smart, will conduct landlord engagement when it 
arises as a barrier to action. Another strategy is “green leasing,” in which commercial landlords 
and tenants address the costs and benefits of energy efficiency improvements in their lease 
contract. SPACC could facilitate the use of green or energy-aligned leasing among its 
members. 

For more information on green leasing, check out the Green Lease Library 
 
 

7. Offer or connect businesses to financing 

Perhaps even more than time, financing was cited as a barrier to energy efficiency action—not 
only for the businesses themselves, but also for the program providers. Additional funds (or 
improved access to funds) would likely increase participation in energy efficiency programs. 
SPACC could both help to document and promote funding opportunities, as well as to identify 
opportunities for consolidating or streamlining the process for acquiring financial incentives. 
One financing program suggested that this could be done by establishing memorandums of 
understanding or contracts to enable a group of partners to deliver their funding through a 
single entity or application process. 

http://www.greenleaselibrary.com/guidance.html
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PUTTING STRATEGIES INTO PRACTICE 

While the strategies described above could be mixed and matched in several ways, 
we’ve provided three options below for how SPACC could logistically put these 
activities into practice. These can be thought of as additive, so that the “high-effort” 
option includes the strategies listed in the lower-effort options. 

 

High-effort: Hire someone at full- or part-time 

Benefits: Many service providers cited longevity and sustainability as one of the key 
challenges in partnering with local business-serving organizations on outreach efforts. 
A long-term hire at SPACC would be able to address this by building relationships 
with service providers and advocacy partners alike, and helping both groups to 
leverage the Chamber’s resources and relationships. This person could also help 
SPACC to serve as a champion for energy efficiency actions and policies by 
organizing events and communications. 

Drawbacks: Long-term funding for a full-time position may be difficult to obtain. 
Foundations are generally interested in newer, innovative projects, rather than 
long-term positions. In advance of a new hire, SPACC might consider how a new 
position could be funded long-term from a source other than foundations. Some 
service providers said they would be willing to fund partner outreach efforts, but it’s 
not clear yet if that funding could adequately support a new hire. 

 
 

Medium-effort: Incorporate energy efficiency into existing 
staffing and programming 

Benefits: Even without hiring for a new position, there are many ways in which 
SPACC could help to advance energy efficiency actions and advocacy among its 
member businesses. Lighter-effort activities could include inviting service providers 
and advocates to present at events, highlighting opportunities in existing 
communication channels (e.g. Friday facts), identifying key businesses that are seen 
as leaders in their industry or community, creating an energy efficiency landing page 
on the SPACC website, and partnering with service providers and advocates as time 
allows. Incorporating clean energy activities into existing staffing might allow SPACC 
to more comfortably navigate the ebb and flow of available funding. 

Drawbacks: As noted above, some service providers have grown frustrated with 
local partnerships that are short-lived. This may continue to be a challenge without 
dedicated staffing to maintain relationships with service providers. Existing staff may 
also be challenged to keep up with opportunities related to energy efficiency if they 
have other tasks competing for their time. 

 
 

Light-effort: Commit to an annual energy-efficiency check-in with 
partners 

Benefits: At a minimum, SPACC could facilitate energy efficiency for its members by 
hosting two annual check-in meetings -- one with service providers and another with 
advocates. This would be a low-effort option, yet still provide opportunities for ongoing 
coordination. This check-in would allow service providers and advocates to identify 
current challenges and success, as well as highlight opportunities coming up in the 
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next year. This meeting would also provide a chance to review and update any 
communication materials that SPACC has made available in its offices or on its 
website. 

Drawbacks: While this option would still enable some coordination, it would not 
fully leverage the credibility and brand recognition that SPACC could bring forth to 
help members take action on energy efficiency.
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Summary of Findings: Interviews with Energy Efficiency 
Service Providers 
 

Interviewees:  
Kristen Funk (Center for Energy and Environment), Nicole Kessler (Center for Energy and 
Environment), Glen Fisher (City of Saint Paul), Patrick Hanlon (City of Minneapolis), Jill Curran 
(MN Chamber of Commerce), Laura Babcock (University of Minnesota), Mike Vennewitz (MN 
Pollution Control Agency), Audrey Partridge (Centerpoint Energy), Jon Packer (Xcel Energy) 
 

Background: 
Throughout March 2017, a total of nine interviews were conducted with representatives from 
organizations that provide energy efficiency services to small businesses in the Twin Cities 
Metro area.  The organizations included utility companies, nonprofit organizations that 
implement utility programs, and programs offered through state and local governments.   
 
The services provided by these organizations span a wide range, from energy assessments to 
assistance with making decisions, to finding vendors and financing, and filling out rebate 
applications.  The purpose of these interviews was to gain insight into the values held by the 
people who provide these services, the barriers that the organizations face to providing their 
services effectively, and the conditions necessary for their success.  We also sought to 
understand how these organizations have partnered with chambers of commerce in the past 
and how a partnership might be beneficial in the future.   
 
This summary highlights themes that appeared across the interviewees’ responses, with the 
goal of showing the collective values, attitudes, challenges, and ideas of stakeholders working 
in this space. We have intentionally left out information that would allow an individual’s 
response to identify the interviewee. 
 

Values: 
 
What do you think is most rewarding about working with small businesses on energy 
efficiency? 
 

• Helping them thrive 
o Improving their bottom line 
o Growing their businesses 
o Lowering their energy bills 
o Providing a competitive advantage 
o Helping them take advantage of available resources, like rebates 
o Overcoming barriers and provide support to get projects done 
o Thin profit margins mean small savings have a big impact 

• Helping a sector in need 
o Sector hasn’t had access to the same services as larger businesses 
o Often these customers don’t have enough resources internally to take action, 

but have a lot of opportunities for savings 

• Environmental Benefits 
o Reducing energy use leads to environmental benefits, even in small quantities 

 
When asked what they thought was most rewarding about this work, most providers cited 
reasons related to helping businesses thrive. Multiple providers indicated that they felt 
rewarded by helping businesses reduce their energy costs because it helps businesses 
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improve their profit margins and then re-allocate money saved to improve the business. 
Providers generally felt that business owners do not have the resources they need to figure out 
energy efficiency by themselves, and therefore programs are needed to fill that gap between 
business owners’ desire and ability. Some also noted that the sector has historically received 
less attention than larger customers. 
 
What is least rewarding?   
 

• Lack of action 
o Especially frustrating… 

▪ after investing significant time/effort 
▪ when the opportunity is really good (high savings or quick payback) 

o Not necessarily their fault – may be constrained by budget or other factors 
o Priorities may be elsewhere 
o Difficult to educate 

• High input of labor and resources 
o Lots of touches required 
o Sometimes lots of work for minimal savings 
o Less cost effective than larger projects 
o (Yet the effort can mean a lot to them) 
o Difficult to compete for their attention 

• Diversity of sector makes program design challenging 
 
The most popular answer to this question was that many small businesses fail to implement 
the energy efficiency measures suggested by the providers. This lack of implementation 
compounds the second most popular answer, which was that it takes a lot of work to reach 
smaller businesses and yet the payoffs are not as great as when working with larger 
businesses. Program constraints on budget and staff capacity can make this especially 
challenging. In this regard, energy efficiency service providers face some of the same resource 
limitations as small businesses. Some providers pointed out that a business owners’ priorities 
may be elsewhere, especially in a small business where one person must take on many roles, 
making it difficult to focus their attention on energy efficiency. 
  
Why do you think it’s important to provide energy efficiency services to 
small businesses?   
 

•  Energy and climate -- size of sector 
o Significant portion of building stock 
o Large audience -- many small businesses 
o Collectively, can make a significant impact on clean energy 

• Fairness/equity 
o Should have the same opportunities as larger businesses 
o Pay into CIP, so should be provided an equal opportunity and focus from 

utilities/implementers 
o Important to keep customer bills low in every segment 

• Societal benefits 
o Bedrock of our communities – more personal than larger businesses 
o Stronger local economy 
o Job creation 

  
Interviewees gave several reasons for why working with small businesses is important, 
including the fact that small businesses make up most of the commercial building stock, so 
collectively they can make a large impact on energy savings and clean energy initiatives.  
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There was a clear theme related to equity, in that small businesses pay to support energy 
efficiency programs through their energy bills, so should be afforded an equal opportunity to 
reap the benefits of energy efficiency. A handful of providers also cited the importance of small 
businesses in our communities and in the local economy. 
 
What is the ultimate goal of your program?   
  

• Save energy… 
o Cost effectively 
o In a market that’s historically difficult 
o To meet CIP goals 
o To reduce carbon emissions 
o To save money 

• Improve public health… 
o By reducing emissions (to air and water; of NOx, SOx, and CO2) from energy 

production 
o By reducing the costs to make upgrades, because health impacts are not 

included in energy bills 

• Support economic development 

• Provide a service to communities (by saving energy and improving public health) 
 
Not surprisingly, the most common answer to this question was to reduce energy use.  
However, a few providers also gave additional responses such as meeting state mandated 
energy savings goals and achieving cost effectiveness in energy savings.  One provider gave 
the improvement of public health as one of their goals, and another mentioned economic 
development.  
 

Barriers: 
 
What are the biggest barriers you encounter in working with small businesses?   
  

• Lack of resources, including… 
o Time/capacity 

▪ Owners and staff wear many hats and energy efficiency is not high on 
the to-do list. Will put off improvements unless they rise above other 
pressing concerns. Staff may have higher-ranking responsibilities. 

▪ Don’t have energy managers or facility directors to follow-through on 
actions or complete necessary paperwork 

▪ Difficult to get the attention of the right person, especially through 
outreach methods other than face-to-face (mail, email, phone) 

o Money/budget 
▪ Priorities for investing may be in a different place 
▪ Energy may not be a high percentage of operating costs 
▪ Tend to have small profit margins, especially compared to larger 

businesses 
o Knowledge/familiarity 

▪ Need to educate on the benefits in relation to costs. May be skeptical of 
opportunities that appear too beneficial or cost-effective 

▪ May not know what their options are, or if they do know, may not be 
clear on what to do about it 

▪ May lack deep understanding of the design and operation of commercial 
buildings, including how much energy certain pieces of equipment use 
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▪ May not be accustomed to completing forms for grants or rebates. 

• Ownership structures 
o Not owning the building 
o Part of a chain 

 
A lack of resources -- including time, money, and knowledge -- was by far the top cited barrier 
that providers face in working with small businesses. Many interviewees noted that, unlike 
larger customers, small businesses have neither a person at the business who is dedicated to 
making energy efficiency improvements, nor a representative from the utility (larger 
businesses are assigned a point of contact at the utility with whom they can consult on energy 
efficiency projects). A few providers mentioned ownership structures as barriers, including split 
responsibilities for energy investments between landlord and tenant, as well as having a larger 
ownership hierarchy as part of a chain. 
 
How does your program/service address those barriers?   
  

• Simplify the process 
o Full-service/one-stop shop -- bring everything they need to implement a project 

to the table for them, requiring as little allocation of resources as possible. For 
example, provide an audit/assessment, help with making the decision, help with 
finding a vendor, help with securing financing, and help with completing 
paperwork. 

o Phased approach – take action in stages if the resources aren’t available to do 
everything at once 

o Assist with identifying vendor through bidding 
o Make paperwork as simple as possible. Get feedback on paperwork design 

before releasing. 
o Streamline paperwork through a single entity. 

• Keep in touch 
o Scheduled follow-ups for each customer with at least 2 different touch points 

(email and phone) 
o Created specific role for someone to make personal contact with business 

owners 
o Call center agents get a monetary incentive for successful leads 
o Partner with locally-based organizations to come at businesses from different 

angles 
o Strike a balance between being persistent and not being a pest to business 

owners 

• Tailor communications 
o Frame the benefits in terms of their specific business model 

▪ Hospitality – compare to an improvement in the occupancy rate 
▪ Light manufacturing – compare to a reduction in process downtime 

o Present information as simply as possible. Make requirements and next steps 
very clear 

o Pay very close attention to body language and what they’re saying. Tailor the 
conversation accordingly, rather than using stock messaging 

o Provide small business-specific training to call center agents 
o Fund staff who can talk to customers at events/workshops 

• Tailor funding opportunities 
o Rebates tailored specifically to small businesses 
o Created a grant program to help with cost on an as-needed basis, only for 

projects that don’t appear to be moving forward otherwise. 

• Address barriers in ownership structures 
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o With business owner’s permission, contact property manager or building owner 
to explain opportunity and tailor message in terms of tenant retention (or other 
desired benefits on behalf of landlord) 

 
The most popular answers to this question were to keep the process simple and streamlined, 
and to make a strong and consistent effort at engagement.  Several providers stressed the 
importance of walking businesses through the process, conducting follow up, and/or staying in 
close contact.  They recognized that most of this work is accomplished through good 
relationships with businesses.  A few providers added that the purpose of communication is to 
bring as much information to the business owner as possible in a way that is easy to 
understand.  Funding opportunities were also mentioned as an important way that the 
programs are helping businesses, which is consistent with the cost barrier that providers 
identified above.  One program mentioned that they will work directly with landlords to address 
split incentives or responsibilities, if the business gives them permission to do so. 
  
How doesn’t your program/service address those barriers? (in what ways do you think it 
comes up short?)   
  

• Resource limitations 
o No way to make more time for business owners. 
o No way to change business owners’ financial situation 
o Can’t afford to spend too much time with businesses that don’t appear ready to 

take action 

• Opportunities for improvement 
o Haven’t historically had account managers for small businesses, but starting to 

change that. 
o Could be more efficient in processing paperwork – turning-around time between 

audit, action, and rebate check. 
o Complicated contracts/agreements can be intimidating – sometimes the same 

for both large and small projects. Could streamline for smaller customers. 
o Some programs don’t bring trust or credibility with all businesses. Could rely on 

partners, including vendors or local organizations. 
o Don’t do as good a job at bundling lighting improvements with bigger projects 

like HVAC, but doing so could result in better long-term savings. 
  
Resource limitations on behalf of both businesses and service providers came up once again 
in response to this question. Many providers noted that despite their efforts to simplify the 
process, engage persistently, and provide funding opportunities, some businesses just don’t 
have the resources to take action. Often, providers cited budgets as the key limitation, though 
certainly staff capacity is also a concern. Several respondents also mentioned that their 
program has limited funding and they have to keep in mind their own cost effectiveness 
measures, which might mean moving on from a business that’s slow to act.  One provider said 
that their program could be more efficient in its own operations (e.g. processing paperwork) 
and another talked about the difficulties of avoiding areas of work that may be effective at 
reducing energy use but that come with too much liability. 
 

Conditions for Success:  
 
What factors, within the control of your program, have the biggest impact on small 
business energy efficiency?   
  

• Quality of program staff, especially skilled at sales 
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o Success is more about sales knowledge than technical knowledge. Need to be 
able to listen to business owners and describe how improvements will address 
their needs and concerns. 

o Important to have people who know about and care about what they’re doing. 
o Staff that are well trained and careful with the process. 

• Outreach and engagement 
o More handholding, engagement, and intensive outreach yields better results 
o Building a strong relationship 
o Getting the face-to-face interaction right 
o Communicating frequently with customers, ideally multiple times per month 

• Allocation of program resources 
o Prioritizing time spent on businesses likely to take action 
o Hitting businesses at the right time (notably hard to predict though) 
o Setting rebate levels to incent action, yet maintain cost-effectiveness of program  
o Bundling multiple programs/incentives 

• Help business owners stay up to date on technology and product options 
  
In the responses to this question, a clear theme emerged around the quality of program staff 
and the necessity to adopt sales-based methods of working with businesses. This pointed to 
the importance of face-to-face interactions with businesses owners and listening closely to 
their needs and concerns. Persistent and high-quality outreach and engagement was also 
cited as a clear factor for improving success. A few providers also said that they can improve 
the success of their programs by strategically allocating resources. 
 
What factors, outside of your control, have the biggest impact on small business energy 
efficiency?   
  

• Factors related to service providers 
o Utility efforts to promote alternative CIP programs to customers 
o Local partners who are embedded in business community, can communicate 

the benefits in business terms, and foster trust. 
o Rebates 

▪ Monetary levels 
▪ Deadlines that create urgency 

o Having a reliable program budget 

• Factors related to businesses 
o Availability of resources (time, money) 
o Trust that a provider’s efforts are genuine 

• Other factors 
o Economy – has an effect on business’ confidence 
o Dropping cost of LED lighting 
o Bundling fast-payback improvements with slow-payback improvements 

 
When asking this question, we clarified for respondents that the “factors” could likely influence 
success positively or negatively. For example, if rebate levels go up, that will increase 
success, if they go down, the likelihood of more businesses taking action will decrease. 
Several respondents noted that the availability of local partners who can help making 
connections with businesses was important to success of their programs. 
   
Who are the key partners that allow your program to be successful?  

 
• Vendors, contractors, and trade allies 
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o Strong at communicating to customers 
o Provide another voice for utilities and programs 
o Help keep participation strong 

• Utilities (Xcel, CenterPoint, District Energy) 
o Provide financing and incentives for programs 
o Have partnerships and relationships with communities 

• Utility implementers 
o Center for Energy and Environment 
o Energy Smart 

• Other partners 
o Minnesota Chamber 
o MN Department of Commerce, Division of Energy Resources – good at helping 

to think through programming challenges 
o Minnesota Pollution Control Agency 
o Clean Energy Resource Teams (CERTs) 
o St. Paul Port Authority – PACE program 
o Local chambers of commerce and business associations 
o State and Local Governments 

• Program customers (small businesses) 
  
The purpose of this question was to identify key players in the small business energy efficiency 
space. The emerging theme is that there are many players, though some seem to have a more 
influential role than others. Vendors and utilities emerged as a common response across 
several participants. Many respondents also mentioned working with CEE’s One-Stop program 
or the MN Chamber of Commerce’s Energy Smart program, which seem to provide the most 
comprehensive services to small business in the Twin Cities area. Some providers also noted 
that the organizations that provide their funding are the most important to their success. 
Interestingly, only one respondent cited the businesses themselves as key partners for 
success. 

 
Which other small business energy efficiency programs, if any, do you view as peers or 
competitors?  

 
• Providers with similar services 

• Utilities 
• Vendors and private contractors  

 

When asking this question, we clarified that the point is not identify competition in a negative 
light, but rather to identify overlaps in service provision. While some respondents were quick to 
identify other programs that provide similar services, almost all respondents described working 
collaboratively with their peers or working to ensure they were filling a void that no other 
program is addressing. The emerging theme was that there are some overlapping services in 
this space, but there are also some unique programs that provide a service to businesses 
unlike any other. The overlaps tended to occur with alternative CIP funded programs that 
address general business needs like lighting and HVAC. The unique programs tended to have 
specific market segments, such as industrial customers, or specific services, such as grant 
funding or energy analysis that’s not available elsewhere. 
 
Who would you like to partner more with, that you’re not partnering with now, to make 
your program more successful?   
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• Locally-based organizations: community groups, neighborhood groups, chambers of 
commerce, business associations, city governments 

o Difficult to establish and maintain the relationship on both sides. Perhaps 
because nobody is paid to do it. 

o Interested in finding a way to add value for both parties 
o Tend to cycle in and out, but would be better if more stable 
o Need for both parties to be fully on board 
o Local orgs can help to deliver, add to, or streamline project funding 

• Trade allies or vendors 
o Can stock and sell more energy efficient equipment, and bring the upfront cost 

down through rebates 
o Can ensure customers receive equipment tune-ups 

  
Responses to this question yielded a clear and consistent desire to partner with locally-based 
organizations on outreach and relationship management. Many respondents also commented 
on the qualities or conditions of a successful partnership. Interestingly, energy efficiency trade 
allies or vendors also emerged as underutilized partners, as they tend to work with businesses 
at the point of action. 
 
How would you like to see the small business energy efficiency landscape change in 
the next 5-10 years?   
  

• Technology 
o Successfully going beyond lighting 

▪ This is a national issue 
▪ Not bundling larger projects with lighting is providing short-term gain, but 

putting up long-term barriers to efficiency 
o Transition from energy efficiency to renewables for small businesses. 

• Coordination/approach 
o More coordination with groups that have local connections in communities 
o Target specific sectors systematically (e.g., restaurants, auto-shops, etc.) 

▪ Identify the vendors they use, the groups they belong to, and to whom 
they go for information. 

o The same number or fewer players in this space, because it makes things more 
confusing for businesses 

o Simplify the process among service providers – allow businesses to go to a 
single place 

o Create a true one-stop shop or hub – a single point of entry. But the challenge 
is to make that something that’s beneficial to everyone’s work, rather than 
replacing or duplicating. 

• Funding 
o Make sure rebates don’t go down (but recognizing they must in some cases due 

to technological improvements) 
o Funding for service providers to follow-up on recommendations made in this 

process 
o More players pitching in small amounts of funding that add up to a significant 

impact 

• Other outcomes 
o More engaged and educated small business customers 

 
Respondents had a wide range of ideas for how they’d like to see the landscape of work on 
small business energy efficiency change. The top themes were a desire to work with 
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businesses on projects beyond lighting, and an interest in finding a more coordinated 
approach to the benefit of all parties involved. 
  

Associations and Chambers:  
 
Have you ever partnered with business associations or chambers of commerce? What 
did the partnership look like, and how did it go?  
  

• Have tried in the past, with much excitement at the beginning, but when it came to 
implementation the work just didn’t happen. The barrier was probably staff time on both 
sides – you need people with each party who are dedicated to building and maintaining 
the relationship. In some ways, chambers and associations have the same limitations 
as small businesses. Service providers may be limited in the same way. 

o Maybe it would make sense to hire a dedicated person to consistently build 
relationships with these organizations. 

• As the partnerships are developed, everybody needs to focus on all partners getting 
what they need out of the partnership. Sometimes new chambers/business 
associations are not sure what they can get out of it, so we need to get clear on that.  

• Setting up the partnership is fairly easy. Sit down to identify how the missions align, 
and no worries if they don’t. 

  
While providers clearly showed a desire to partner with local chambers of commerce and 
business associations, many also had readily available examples of how these partnerships 
have not gone well, or as well as they’d hoped, in the past. It became clear that successful 
partnerships require intention, planning, and adequate resources to maintain the relationship 
on both sides. One respondent remarked that finding alignment should be fairly easy, and 
recognized that it’s acceptable to move on if there’s no alignment. 
 
What do you think a local business association or chamber of commerce could do to 
help improve the success of your program?  
 

• Outreach and engagement 
o Invite service providers to present at events 
o Help introduce service providers as credible organizations to businesses 
o Help overcome language barriers 
o Seek a domino effect – start with a few key businesses who are seen as 

leaders or networkers in their sector, hoping they will encourage or inspire 
others to act 

o Have information on energy efficiency programs available in offices or on 
websites 

o Have the knowledge to be able to connect members to the right programs.  
o Serve as the “one-stop” resource for members. 
o Assist programs with developing communication pieces 
o Serve as champions of energy efficiency by telling their members about the 

opportunities 

• Some programs may be able to compensate local organizations for their time 

• For some programs, it’s important to partner in a way that makes the program more 
cost effective overall 

  
Providers, by far, thought that local business associations and chambers of commerce could 
add the most value by helping to bridge connections between their members and energy 
efficiency programs. Many respondents cited clear actions for what that engagement could 
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look like. Some of the actions, like having resources in offices or on websites, seemed easy, 
while others, like serving as a one-stop shop for programs, seemed more resource-intensive.   
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Summary of Findings: Interviews with Energy Efficiency 
Advocates 

April 2017 
 

Interviewees 
Annie Levenson-Falk (MN Citizens Utility Board), Sheri Brezinka (US Green Building Council – 
MN), Ben Rabe (Fresh Energy), Joe Sullivan (Center for Energy and Environment), Greg Mast 
(Clean Energy Economy MN), Nina Axelson (Evergreen Energy), Peter Frosch (Greater MSP), 
Sam Hanson (Environmental Initiative), Amanda Bilek (formerly GPI) 
 

Introduction 
A total of seven interviews were conducted with organizations in the Twin Cities area that 
support and/or advocate for energy efficiency policies and regulatory decisions in a variety of 
ways.  The majority of these were nonprofit organizations and one was a private company.  
These organizations address topics that span beyond energy efficiency, including clean 
energy and renewables, consumer rights, economic development, and other sustainability and 
environmental issues. 
 
The purpose of these interviews was to gain insight into who is advocating for energy 
efficiency in the Twin Cities area, how they are doing so, and how they might be partners for 
the Saint Paul Area Chamber of Commerce’s work on energy efficiency with small and 
medium businesses.  In order to gain this insight, we asked representatives from these 
organizations to tell us about their advocacy work, the barriers that they face, their partners 
and opponents, how they engage businesses, and their thoughts about partnering with 
business-serving organizations like the Chamber. 
 
The interviewees gave a wide range of rich responses to our questions. Where possible or 
where responses were similar, we have highlighted themes that appeared and provided 
summarized responses.  Where responses were more varied, we have pulled out particularly 
significant comments (paraphrased or edited for clarity in some cases) from individual 
interviewees’ responses.  We have intentionally left out information that would identify 
interviewees. 
 
NOTE: In the comments below, “CIP” refers to the Conservation Improvement Program, which 
provides for utility energy efficiency programming in Minnesota. CIP was established in state 
legislation by the Next Generation Energy Act of 2007. CIP helps Minnesota households and 
businesses use electricity and natural gas more efficiently --conserving energy, reducing 
carbon dioxide emissions, and lessening the need for new utility infrastructure. CIP is funded 
by ratepayers and administered by electricity and natural gas utilities. 
(https://mn.gov/commerce/industries/energy/utilities/cip/) 
 
 

 
 
 
 
 
 
 
 

https://mn.gov/commerce/industries/energy/utilities/cip/
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Background Questions 
 

What kind of clean 
energy advocacy work 
do you engage in?  

• Legislative and other policy  

• Education  
o Raise awareness of energy issues 
o Making people aware of resources 

• Story-telling (not traditional advocacy) 

• Bring up specific issues with contacts as they arise 
 

➢ “Education is the primary advocacy approach for our organization. 
We believe that educating policymakers and regulators, and those 
participating in the regulatory and policymaking processes, will be 
the most effective route to increasing energy efficiency, renewable 
integration, and resilience in our energy systems.” 

What is the ultimate 
goal of your advocacy 
work? 

• Protect the Conservation Improvement Program and energy 
efficiency policies 

• Educate stakeholders on the current state of clean energy 
technologies 

• Help consumers get affordable and clean energy 

• Shape and drive realistic clean energy policies that benefit all 

• Better holistic policymaking and rulemaking 

• Get more people to care about clean energy and climate 

• Make the business/economic case for energy efficiency 

• Help others advocate for themselves 
 

➢ “We want legislators and key staff and commissioners to 
understand conservation.  If they understand it, they’ll protect it.” 
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Conditions for Success 

 

What are the biggest 
challenges you face 
and why? 

 

• Lack of knowledge/understanding 
o People not aware of specific programs (e.g. participating in 

CIP without knowing) 
o Defeating misinformation 
o Not aware of how technology can be applied 
o Clean energy is complicated 

• Lack of engagement 
o Not a top issue for many people 

• Opposing interests are strong and well-funded 

• Politics, current make-up of state legislature  

• Time and resources 
o Administrative process – paying a lobbyist 

 
➢ “It is hard to convince people how important it is given other 

options and flashier technologies and issues.” 

➢ “Getting, for example, the state chamber to truly link energy 
efficiency to businesses and the economy. It’s like trying to turn a 
ship. They talk about it, but a lot more can be done to support 
efficiency businesses on, for example, legislative policy.” 

➢ “Such a specialized industry takes specialized knowledge.  Some 
businesses feel uncomfortable because they don’t have enough 
understanding of the nuances of the issues.” 

How would you like to 
see clean energy 
advocacy change in 
the next 5-10 years? 

➢ “I would like it to be more focused on the outcomes and less on 
particular technologies to get us there…. We shouldn’t get bogged 
down in the little fights and details that might not matter in the long 
term.” 

➢ “Getting businesses to join local chambers. Working with chamber 
partners on advocacy.” 

➢ “Sometimes take a different approach – perhaps we need 
programs outside the utility programs, where it makes sense.” 

➢ “It shouldn’t be a separate topic [from energy]. Clean energy 
should be the norm.” 

➢ “De-politicization of climate change. Realization that we all are 
experiencing big problems, and doing something about it.” 

➢ “It would be tremendous to see more collaboration and 
acknowledgement across sectors, since the energy challenges 
and solutions are clearly cross-sector.” 
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Who are your key 
partners? 

• Businesses 

• Business associations 

• Clean energy/environmental groups 
o Wind on the Wires 
o Conservation Minnesota 
o Sierra Club 
o Great Plains Institute 
o Fresh Energy 
o Ceres 
o Clean Energy Economy MN 

• Consumer advocates 
o AARP 
o Energy CENTs Coalition 
o MnCAP 

• Electrical and other contractors  

• Government agencies 
o Department of Commerce 
o Department of Labor and Industry 
o Pollution Control Agency 

• Legislators 

• Philanthropy organizations 
o McKnight Foundation 

• Utilities 

Who are your biggest 
opponents? 

• Emphasis on building relationships and finding common ground 

• Important to have wide buy-in 

• Varies depending on the topic 

• Certain advocacy groups (e.g. builders and construction) 

• Time 
 

➢ “We always want to find common ground and push things forward. 
Sometimes it can put us in an odd position, but overall has helped 
move energy policy forward.” 

➢ “[Organizations] can be opponents or partners depending on the 
topic. Large industrials, utilities, sometimes environmental groups. 
[There has to be a] balance between affordable, reliable, and 
clean.” 

➢ “Generally, the traditional stakeholders that have an archaic view 
around businesses and their approaches. This could include 
chambers (especially the larger ones), advocacy groups hired by 
large interest groups, and conservative groups that weigh in.” 
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Small Businesses 
 

What is your 
experience in 
engaging small 
businesses or their 
chambers? 

 

• Most interviewees (6/7) have not worked directly with businesses 
on advocacy, although many work with businesses in other ways 
or are part of organizations that advocate for or with businesses 
(e.g. chambers of commerce or Clean Energy Economy MN). 

• One interviewee had one example of having company write a letter 
of support for a codes bill. 

 

How can small 
businesses or 
chambers help with 
your advocacy 
efforts? 

• Sharing information with members about programs and issues 

• Making connections and facilitating dialogue 

• Increase engagement 

• Coordinate education and outreach efforts 
 

➢ “Chambers are the nexus for all of the businesses in the 
community. Business owners may not know how everything works, 
but if there’s a forum where the utility shows up, and have the 
contractors and businesses.” 

➢ “Telling stories that energy conservation is good when it comes 
under attack.” 

➢ “Coordinating more roundtables to identify common issues and 
challenges would be useful. We often have more in common than 
we realize and this would help build more coalitions, alleviate 
misinformation, and get more done.” 

 

How might engaging 
small business voices 
impact your work? 

• Balance out representation of larger businesses 
o Strength in numbers 
o Helpful to have unified voice 

• Adds weight to the argument to have business voices 

• Increase engagement with energy issues 

Which clean energy 
issues should small 
businesses weigh in 
on? 

• Most interviewees expressed that small businesses could weigh in 
on any issue they find important or did not have specific ideas 

• Specific examples from two interviewees were: 
o Supporting CIP 
o Energy conservation programs 
o Renewable energy access and pricing 
o Market innovation 
o Green jobs/labor force 
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Which clean energy 
issues shouldn’t small 
businesses weigh in 
on? 

• All respondents agreed that nothing should be off the table for 
small businesses 

 
➢ “CIP has restrictions on doing more creative things. We don’t want 

legislators to touch it, so the strategy is ‘don’t bring it up.’ Utilities 
that are not meeting [their current CIP] goals are not motivated to 
[go beyond what’s currently required].” 

How should small 
businesses engage in 
advocacy? 

• Face to face or telephone conversations with legislators 

• Write or sign onto letters (although not as effective) 
 

➢ “Long-term [advocacy] includes not just responding [when asked to 
write a letter or testify], but building capacity and knowledge and 
relationships.” 

➢ “Testimony helps, but there’s so much coming at [legislators] so 
it’s not going to flip the switch. The most effective advocacy is 
when people have enough time… Allow legislators to draw 
conclusions themselves (with the information that we supply) that 
this is the best program on earth.” 

➢ “There is a reason and a purpose for why we exist, because small 
and medium businesses don’t have the time or resources to be 
actively engaged in policy or regulatory discussions.” 

➢ “Some businesses would like for someone else to play an 
opposition role, especially against the utilities that they will still 
need to work with.” 

➢ “What is most important is to have a good set of urban, suburban 
and exurban [supporters] – they can get to the capitol, but must 
also include Greater MN so that it isn’t metro-specific.” 

➢ “It seems like it would be best to start by bringing small businesses 
together to exchange ideas and set common priorities before 
bringing them in to testify on specific issues.” 

 

Are you a member of 
any business 
associations or 
chambers of 
commerce? 

• Four interviewees are part of associations, including: 
o St. Paul Area Chamber of Commerce 
o Mankato Area Chamber of Commerce 
o Minnesota Chamber of Commerce 
o State Chamber Energy Policy Committee 
o Clean Energy Economy Minnesota 
o Bioeconomy Coalition 
o Sustainable Growth Coalition 
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Summary of Findings: Interviews with Business Owners 
 

Interviewees: 
Bonnie Vogel (Vogel Mechanical), Marc Cove (Platinum Bank), Tom Thomasser 
(Summit Brewing) 
 
Background: 
 
Over the course of March 2017, three interviews were conducted with owners of small or 
medium sized businesses who are members of the Saint Paul Area Chamber of Commerce.  
Each of these businesses represents a different industry: one bank, one brewery, and one 
contractor.  The questions were designed to gain insight into the values held by the business 
owners, the challenges that they face in their business, the conditions that they perceive to 
make them successful, and their actions to date on energy efficiency.   
 
The goal of the interviews was to generate ideas on how best to approach small businesses 
about energy efficiency, taking into account what is most important to business owners and 
what would make energy efficiency appealing to them, as well as what might prevent them 
from taking action.  Each interviewee was asked the same fifteen questions in the same order 
and according to the same written instructions for the interviewer.  This document summarizes 
the responses of the interviewees.  Identifying information about the interviewees has been 
omitted.  
 

Values: 
 
What is most rewarding about owning your business? Why? 
 
1. Making a difference 
2. Freedom and flexibility 
 
Two of the business owners who were interviewed emphasized making a difference in their 
community.  For the brewery, this meant providing a product that makes people happy.  For 
the bank, this meant supporting people’s economic ventures.  The third business emphasized 
the freedom and flexibility that comes with running one’s own business, as well as the ability to 
create something and see the results of your efforts.  
 
What is least rewarding? Why?  
 
The three businesses all gave different responses to this question that related to their industry 
and the work that they do.  The brewery was frustrated at a lack of brand recognition, the 
banker does not like to see people fail at their ventures, and the contractor struggles with 
differentiating their services from others. 
 
What is your ultimate goal as a business owner?  
 
1. Provide a high quality product 
2. Grow the business 
 
All three business owners were in agreement that their ultimate goal is to provide a high quality 
service or product to their customers.  These are clearly people who care about the work that 
they do and see it as valuable to others.  One of the interviewees also added that a main goal 
of their business is to continue to grow. 
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Barriers: 
 
What are the top 3 biggest challenges you face as a business owner? Why are those 
your biggest challenges?  
 
1. Finding the right employees 
2. Government regulations 
3. Competition 
4. Risk management 
5. Contracts (especially as technology changes) 
6. Keeping up with technology 
 
These were asked as two separate questions, but they are combined here in order to 
summarize them more easily.  All three business owners mentioned finding the right 
employees as a challenge that they face.  The reasons varied slightly, from turnover rate to 
finding people with the right skills, but they all agreed that hiring is a costly and time-
consuming process.  Two of the business owners cited government regulation as one of their 
top three challenges.  They both said that it is time consuming to stay in compliance with 
regulations, especially since they tend to change fairly quickly.  The other challenges that were 
mentioned were competition with other businesses, risk management, the particulars of 
contracts, and keeping up with technology.  The underlying themes for these challenges was 
that they are costly and/or time consuming, and that they carry heavy consequences if they 
are not addressed. 
 

Conditions for Success: 
 
What factors, within your control, have the biggest impact on the success of your 
business? Why are those factors so important?  
 
1. Messaging and reputation-building 
2. Quality of product 
3. Hiring the right employees 
 
The business owners were in close agreement on this question.  They all stated that the 
messaging and reputation-building that they do is extremely important to their success, as is 
the quality of their product.  As some pointed out, these two things are interrelated.  One of the 
interviewees also returned to the issue of hiring, saying that this has a big impact on how the 
business functions. 
 
What factors, outside of your control, have the biggest impact on the success of your 
business? Why are those factors so important?  
 
1. The economy 
2. Government regulations 
3. Trends in the marketplace 
4. Costs of materials 
 
Not surprisingly, two of the business owners said that the larger economy has an impact on 
their business because it affects how people decide to spend money.  Two of the business 
owners also brought up government regulations, consistent with their responses about their 
greatest challenges.  The other major factors that affect these businesses are trends in the 
marketplace and the cost of labor and materials. 
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Who are your business’ trusted advisors? (Who do you look to for resources and 
information to help your business thrive?) Why are they the trusted advisors?  
 
1. Board of directors 
2. Others in the industry 
3. Business partners 
 
Two of the interviewees said that their board of directors plays an important advisory role in 
their company, and two said that they consult with colleagues in their industry.  One business 
owner also relies on the advice of other business partners.  The underlying reasons for why 
these were trusted advisors was consistently that these are the people who know what they’re 
doing and know what is going on in the industry. 
 
Which businesses do you pay attention to as either peers or competitors?  
 
1. Businesses in same industry of similar size 
2. Successful businesses in same industry  
3. Complementary businesses 
 
Perhaps by definition, the interviewees considered businesses in the same industry that are 
about the same size as their business to be competitors.  Two interviewees added that they 
pay special attention to businesses in their industry that have shown themselves to be 
particularly successful, either by growing quickly or being larger.  One interviewee mentioned 
the importance of paying attention to complimentary businesses. 
 
How would you like to see your business change in the next 5-10 years?  
 
1. Grow larger 
2. Stronger reputation 
 
Two interviewees would like to see their business grow in the next 5-10 years, which for one of 
them included continuing to develop their staff.  The third interviewee would like to see their 
reputation grow stronger to promote brand loyalty. 
 

Energy Efficiency: 
 
Have you ever taken action to reduce energy use at your business? If so, what kind of 
action did you take? 
 
1. Lighting changes 
2. Machinery upgrades 
3. Sustainable purchasing 
4. Lot/property design 
 
One of the business owners has taken no action to reduce their energy use.  The other two 
had completed a variety of actions.  For example, they had both completed lighting 
improvements.  One business had replaced various machinery that they use with more 
efficient versions, while the other had bought materials for their building with sustainability in 
mind and had left trees on their lot to take advantage of their shading effect.  
 
What do you think are the top 3 benefits of reducing energy use at your business?  
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1. Saving money 
2. Environmental benefits 
3. Reputation of being environmentally friendly 
4. Learning ways to be more efficient 
 
The popular answer to this question, given as the top response by all three interviewees, was 
cost reduction.  Interestingly, environmental benefits came in second for all three as well.  The 
third benefit for two of the interviewees was the boost in reputation that being environmentally 
friendly can give a business.  The third benefit for the other interviewee was the prospect of 
learning ways to operate more efficiently. 
 
What are your top 3 challenges to reducing energy use at your business?  
 
1. Cost 
2. Climate control 
3. Unchangeable business operations 
4. Lack of knowledge 
5. Lack of time 
 
Two interviewees cited cost or cost effectiveness as one of their top challenges to reducing 
energy use.  Some other challenges, each mentioned once, included the necessity of climate 
control in the winter, the inability to alter some fundamental business functions to be more 
efficient (a brewery simply has to use a lot of water), a lack of knowledge about what to do, a 
lack of time to do it, and a lack of knowledge about the energy use patterns of their building.  
 
If someone were to walk into your business looking to talk with you about saving 
energy, how would you judge whether or not they were trustworthy?  
 
1. Reputation 
2. First impression 
3. Data and visuals 
 
The resounding consensus is that reputation is key.  The business owners all said that they 
would check on the reputation of the person approaching them, either by asking around to 
other businesses or by going and seeing what they had done for other businesses.  Secondly, 
the business owners all admitted that they would use some amount of “gut feeling” about the 
person and the quality of their pitch on energy efficiency.  One added that it would help if their 
pitch involved specific data and visuals. 
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Summary of Findings: Electronic Survey of SPACC 
Members 
 

Background 
 
An electronic survey on questions related to energy efficiency was sent by email to members 
of the Saint Paul Area Chamber of Commerce.  A total of 80 responses were collected 
between March 3rd and March 20th, 2017.   No identifying information was collected through 
this survey, either about respondents or the businesses at which they work.  The following 
summary describes the findings of the survey.  See the appendix of this document for a 
complete list of questions and responses. 
 

Characteristics of Respondents 
 

• Businesses from a wide range of industries 

• Both businesses that own and that rent their space 

• Two-thirds of businesses that responded employ less than 100 people 

• Individuals who responded were mostly managers or employees 
 
Industry 
When asked “Which industry best fits your business?” about a quarter of respondents 
(23.75%) classified their business under the “Office” category, and 17.5% classified their 
business under the “Service” category.  The remaining businesses were widely dispersed 
among industries, including 35% who did not classify themselves under any of the listed 
categories.  There was very little overlap between the industries that respondents chose to 
identify under “Other.”  Their responses ranged from nonprofit to banking to technology to HR 
and many others.  
 
Owning vs. Renting 
Almost half of the respondents (47.5%) indicated that their business owns the space it 
occupies.  Thirty-five percent of respondents rented space, and 17.5%, or 14 respondents, 
indicated that their business both rents and owns parts of its space. 
 
Number of Employees 
The largest number of responses (25 individuals, or 31.25%) came from businesses with over 
100 employees.  The second largest group of respondents (25.06%) occupies the opposite 
end of the spectrum, with 1-10 employees.  The remaining responses were spread fairly 
evenly between businesses that employ 10-25 people, 25-50 people, and 50-100 people.  
 
Role of Individual Responding 
Of the 80 individuals who filled out the survey, the largest percentage (45%) held a 
management role in their business, while 38.75% of respondents were employees and 11.25% 
were owners or co-owners.  The remaining 5% of respondents, or four individuals, included 
two presidents of nonprofits, a business advisor, and a partner.  

 
Energy-Related Responses 
 
Split Incentive for Renters 
Respondents were asked “If you rent, does your business pay an energy bill every month?” Of 
the 52 respondents who answered this question, 40.38% stated that they pay their own energy 
bills.  Twenty-three percent said their energy costs are included in their lease payment, and 
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28.85%, or 15 individuals, indicated that they do not know how the business’s energy bills are 
paid.  This suggests that approaches to solving split incentives or shared energy 
responsibilities between landlords and tenants will be important to energy efficiency 
programming for SPACC members. 
 
Notes: 

• Respondents were asked to skip this question if the business owns its own space.  
Twenty-eight respondents skipped the question, which is ten fewer than the number 
who indicated that the business owns their own space.  This suggests that some 
respondents from a business that owns its own space did respond to this question.   

• The number of individuals who did not know how the business’s energy bills are paid 
may have been affected by the number of employees (rather than owners or 
managers) who responded to the survey.  Looking closer at the results, only one owner 
and one manager didn’t know how the energy bills are paid, while 13 employees didn’t 
know. 

 
Energy Tracking and Assessment 

• About two-thirds of respondents indicated that their business tracks its energy use.  

• Respondents were split fairly evenly between those who have had an energy 
assessment, those who have not, and those who did not know if they had had one. 

 
Roughly a third of respondents said they could easily identify the business’s annual energy 
costs, and another third said they did not know off-hand but could look up the information.  The 
remaining third of respondents indicated either that they do not know how much their business 
spends on energy costs (22.5%) or that the energy costs are included in the business’s lease 
payment (13.75%). 
 
Slightly over a third of respondents, or 36.25%, reported having had someone come to their 
business to assess opportunities for reducing energy costs.  Another third, or 33.75%, said no 
one had ever come to assess these opportunities.  Slightly less than a third, or 30%, did not 
know whether anyone had come to assess energy cost reduction opportunities.  
 
Equipment Maintenance 

• Over half of businesses that responded have at least some of their maintenance 
performed by an employee.  

• Businesses were more likely to hire the same contractor repeatedly than to hire a new 
one each time maintenance is needed. 

• Most businesses have maintenance performed regularly. 
 
Respondents were asked “Who performs maintenance on your business's equipment?” and 
were able to select more than one option.  Almost half of the 80 respondents (48.75%) 
indicated that an employee other than themselves performs maintenance on the business’s 
equipment, and another 6.25% stated that they perform the maintenance themselves.  
 
Respondents who indicated that maintenance is performed by contractors were much more 
likely to hire the same contractor each time (42.5%) than to hire a different contractor each 
time (2.5%).  This suggests that working through existing contractors may be a successful 
approach for SPACC members. 
 
Seventeen respondents, or 21.25% of the total, selected “other” as at least one of their 
responses.  The descriptions provided with this response mostly indicated that the landlord or 
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building manager deals with maintenance. As noted above, this indicates the need for 
programming that can address landlord-tenant relationships. 
 
Most respondents (61.25%) indicated that maintenance is performed on a regular basis, while 
31.25% said it is normally performed only when something breaks.  Of the six respondents 
who selected “other,” two stated that maintenance schedules depend on the type of 
equipment, two were unsure about maintenance schedules, and two stated that building 
management handles maintenance. Keeping equipment tuned up is an important step towards 
keeping buildings operating efficiently.  
 
A very small number of respondents (3.75%) stated that their business does not have 
equipment needing maintenance.   
 
Energy Concerns 

• Funding and time were the two most cited barriers to reducing energy costs. 

• About 27% of respondents stated they had no concerns about energy use. 
 
Respondents were asked “What concerns do you have related energy use at your business?” 
They were able to select more than one answer and to fill in their own answer.  The concern 
most frequently cited by respondents was funding.  Slightly more than a third (36%) of 
respondents said they would like to reduce energy costs, but have limited funding to update 
lighting and equipment.  The second most frequently cited concern was time, which was 
selected by another third (31.25%) of respondents.  The remaining third (27.5%) of 
respondents stated that they have no concerns about their business’s energy use.  Notably, 
only one respondent stated that they did not see how reducing energy costs will help their 
business succeed. 
 
Almost a quarter of respondents (22.5%) provided their own response to this question. Five of 
these respondents mentioned efficiency or construction work that is being done or was 
recently completed, and three mentioned a general desire to be responsible stewards or 
reduce environmental impact.  Some respondents also mentioned that energy efficiency 
seems out of their control, either because the building is managed by someone else or 
because it is not within their position’s responsibilities.  The remaining responses varied widely 
in content.   
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Small Business Energy Efficiency Resources 
Twin Cities Metropolitan Area 
February 2017 

 
The following tables describe resources available in the Twin Cities metropolitan area to assist small businesses with energy 
efficiency project implementation. These are displayed in three categories: 

• Comprehensive Resources: These programs offer resources to help small and medium businesses move through most or 
all of the energy efficiency process, from initial assessment, to financing, to implementation, sometimes including assistance 
with finding and selecting contractors. These programs generally also provide assistance with applying for utility rebates. 
Some of these services provide their own additional funding sources. Most businesses will be a good fit for one of these 
comprehensive programs as a starting point. Staff from these organizations are often willing to refer a business to a different 
program if it will be a better fit for the business’ needs. 

• Assessment and Consultation Resources: These services generally offer assistance with identifying energy efficiency 
opportunities, prioritizing efficiency investments given a business’ particular situation, and measuring or monitoring energy 
usage. Some of the resources in this category are specific to particular business types, for example the University of 
Minnesota’s MnTAP Program is specifically aimed at businesses with industrial processes. These services tend to vary 
significantly in their cost, ranging from free (several programs) to $1,300 for an in-depth engineering study from Xcel Energy. 
They also tend to vary significantly in scope, ranging from a simple “walk-through” assessment, where a technician visually 
assesses a building’s opportunities for energy efficiency, to an in-depth engineering study that involves measurement, 
monitoring, and analysis of energy usage for specific equipment and activities. The cost of an assessment should be 
considered against a business’ annual spending on energy and potential for savings. 

• Financing Resources: These programs offer loans, grants, or specific financing mechanisms to help business owners invest 
in energy efficiency. Some programs are able to offer lower interest financing than most banks since energy efficiency 
upgrades generally result in lower operating costs, reducing the chance of default. PACE (Property Assessed Clean Energy) 
financing has emerged as a particularly good option for businesses because the responsibility of repayment transfers with the 
sale of the building. 

 

General Energy Efficiency Process for Small Businesses: 
 

Assess 
Opportunities 

Prioritize 
Actions 

Obtain 
Financing 

Implement 
Actions 

Verify 
Benefits 
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Comprehensive Resources (Assessment, Financing, and Implementation) 
Organization & 
Resource 

Service Eligibility Details 
Contact and 
Website 

Center for Energy 
and Environment: 
One-Stop 
Efficiency Shop 

Lighting Audit 
and Project 
Assistance 

For Minnesota 
businesses in Xcel 
Energy service 
territory that use less 
than 400kW of 
energy per month 

• Free 

• Lighting audit with recommendations and 
estimated project costs, rebates, and savings 

• Rebates are unique to One-Stop and based on 
energy savings (rebates tend to be better than 
Xcel prescriptive rebates) 

• Project assistance from beginning to end, 
including paperwork 

Cindy Kelly 
ckelly@mncee.org 
www.mncee.org 

MN Chamber of 
Commerce: 
Energy Smart 

Energy Audit/ 
Consultation 

For any Minnesota 
business 

• Free 

• On-site energy consultation 

• Business receives a summary that includes 
energy-saving opportunities, next steps, and a 
list of eligible financial incentives 

• Project assistance from beginning to end, 
including paperwork 

• Referrals to Xcel Energy rebate programs and 
CEE One-Stop Shop 

• Sometimes grant funding is available 

• Also offers assistance with achieving ENERGY 
STAR rating 

Benny Eriksson: 
651-292-4652, 
beriksson@mncha 
mber.com 
www.energysmart.c 
om 

Xcel Energy: 
Implementation 
Services 

Assistance 
with Energy 
Efficiency 
Projects 

Xcel Energy 
customer 

• Free 

• For businesses that have decided on an 
efficiency project but do not have time or skills to 
implement it 

• Services may include facilitating meetings with 
internal stakeholders, prioritizing conservation 
opportunities, and conducting a financial 
analysis on projects being considered 

Call Xcel Business 
Solutions Center at 
1-855-839-8862 

 

 

 

mailto:ckelly@mncee.org
http://www.mncee.org/
http://www.energysmart.com/
http://www.energysmart.com/
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Assessment and Consultation Resources 
Organization & 
Resource 

Service Eligibility Details Contact and Website 

CenterPoint Energy: 
Natural Gas 
Assessment 

Natural Gas 
Audit 

CenterPoint 
customers 

• $50 for basic review with 
general report 

• $200 for detailed technical 
report and calculations 

Business Customer Hotline: 612- 
321-4939 
or email MN- 
NaturalGasEnergyAnalysis 
@CenterpointEnergy.com 
www.centerpointenergy.com 

EnerChange Energy Audit Non-profit-owned 
buildings in 
Minnesota 

• Free 

• Site walk-through and 
efficiency recommendations 

• You can view your energy 
data/usage online after 
creating an online account 

• Referrals to Xcel & 
CenterPoint Energy programs 
& rebates 

Michael T’Kach: 
952-562-8697, 
mtkach@enerchange.org 
http://www.enerchange.org 

University of 
Minnesota: Minnesota 
Technical Assistance 
Program 

Electricity, gas, 
and waste 
audit/consultati 
on 

Manufacturing or 
chemical-heavy 
operations 
(automotive 
refinishing, dry 
cleaning, food 
processing, metal 
casting, wastewater 
processing, etc.) 

• Program focuses on reducing 
electricity, gas, & waste 

• Technical specialists provide a 
site walk-through & facilitate 
staff discussions about waste- 
related issues 

• Provides online resources, 
including case studies and 
informational videos 

612-624-1300 or mntap@umn.edu 
www.mntap.umn.edu 

 

 

 

 

http://www.centerpointenergy.com/
mailto:mtkach@enerchange.org
http://www.enerchange.org/
mailto:mntap@umn.edu
http://www.mntap.umn.edu/
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MN Pollution Control 
Agency: Minnesota 
Retiree Environmental 
Technical Assistance 
Program (RETAP) 

Energy Audit Small to mid-sized 
businesses (except 
industrial and 
manufacturing) in 
Minnesota 

• Program focuses on reducing 
electricity, water, waste, and 
gas 

• A team visits the facility and 
creates a written report with 
recommendations and 
potential savings estimates 

Mike Vennewitz: 
612-781-1307, 
mvennewitz@yahoo.com 
http://www.pca.state.mn.us/index. 
php/topics/preventing-waste-and- 
pollution/assistance-and- 
resources/retap/minnesota- 
retap.html 

Xcel Energy: Free 
Online Assessment 

Online Energy 
Assessment 

Xcel Energy 
customers 

• 20-30 minute questionnaire 
about your building, 
equipment, and energy use 

• Receive recommendations for 
energy savings 

https://www.xcelenergy.com/progr 
ams_and_rebates/business_progr 
ams_and_rebates/energy_audits_ 
and_studies/online_energy_asses 
sment 

Xcel Energy: 
Business Solutions 
Center 

Energy 
Efficiency 
Advice 

Xcel Energy 
customers 

• Free 

• Get help identifying energy 
priorities and navigating 
through Xcel rebate programs 

Call Xcel Business Solutions 
Center at 1-855-839-8862 
www.xcelenergy.com/rebates 

Xcel Energy: 
ASHRAE Level 1 
Assessment 

Energy Audit Xcel Energy 
customers 

• On-site walkthrough to identify 
energy-saving opportunities, 
as well as potential cost 
savings and rebates 

• Businesses may qualify for a 
30% rebate bonus for 
implementing actions identified 
by the audit 

• Provides simple payback 
estimates 

Call Xcel Business Solutions 
Center at 1-855-839-8862 

Center for Energy and 
Environment: Energy 
Intelligence for 
Industry 

Energy 
monitoring 

For small industrial 
Minnesota 
business in Xcel 
Energy service 
areas that uses 
less than 400kW of 
energy per month 

• Free 

• Monitoring equipment provides 
real-time building energy data 
for two months, after which 
time the equipment is removed 

Nicole Kessler: 
nkessler@mncee.org 
www.mncee.org 

 

 

mailto:mvennewitz@yahoo.com
http://www.pca.state.mn.us/index.php/topics/preventing-waste-and-pollution/assistance-and-resources/retap/minnesota-retap.html
http://www.pca.state.mn.us/index.php/topics/preventing-waste-and-pollution/assistance-and-resources/retap/minnesota-retap.html
http://www.pca.state.mn.us/index.php/topics/preventing-waste-and-pollution/assistance-and-resources/retap/minnesota-retap.html
http://www.pca.state.mn.us/index.php/topics/preventing-waste-and-pollution/assistance-and-resources/retap/minnesota-retap.html
http://www.pca.state.mn.us/index.php/topics/preventing-waste-and-pollution/assistance-and-resources/retap/minnesota-retap.html
https://www.xcelenergy.com/programs_and_rebates/business_programs_and_rebates/energy_audits_and_studies/online_energy_assessment
https://www.xcelenergy.com/programs_and_rebates/business_programs_and_rebates/energy_audits_and_studies/online_energy_assessment
https://www.xcelenergy.com/programs_and_rebates/business_programs_and_rebates/energy_audits_and_studies/online_energy_assessment
https://www.xcelenergy.com/programs_and_rebates/business_programs_and_rebates/energy_audits_and_studies/online_energy_assessment
https://www.xcelenergy.com/programs_and_rebates/business_programs_and_rebates/energy_audits_and_studies/online_energy_assessment
http://www.xcelenergy.com/rebates
mailto:nkessler@mncee.org
http://www.mncee.org/
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Financing Resources 

Org & Resource Eligibility Loan/Grant Amount and Terms Additional Details 
Contact and 
Website 

City of 
Minneapolis 
CPED: 
Alternative 
Financing 
Program 

All businesses 
located in the City 
of Minneapolis 

• Loan amount up to $50,000 

• 2 percent rate of return 

• Term length up to 10 years 
(length is set by the lender) 

• Private lender fees vary 

• City charges an origination fee of 
1 percent of the City’s principal 
amount with a minimum of $150, 
due at closing 

• Provides an alternative to the 
interest-based finance 
system that is in accordance 
with Islamic law, or Sharia. 

• Provides financing to 
purchase equipment and/or 
make building improvements 

• Private lender provides half 
of loan amount, City of 
Minneapolis provides the 
rest 

http://www.ci.minnea 
polis.mn.us/cped/ba/c 
ped_alternative_finan 
cing 

City of 
Minneapolis – 
CPED: 
Homegrown 
Business 
Development 
Center 

Food/agriculture 
businesses 
located in 
Minneapolis. A 
minimum of 10% 
of the business’s 
product must 
come from “local 
ingredients” (see 
website for more 
info) 

• Loan amount up to $10,000 

• 2% interest rate 

• Term length not to exceed 5 years 

• Loan Recipients will need to 
match the loan amount 

• A loan origination fee of $100 will 
be collected by MCCD at the time 
of loan closing. 

• If the business moves out of 
Minneapolis, the loan will become 
due immediately. 

• Purpose of this program is to 
foster the development and 
expansion of business 
ventures that promote 
sustainable agriculture and 
food production within 
Minneapolis and the 
surrounding region 

http://www.ci.minnea 
polis.mn.us/cped/ba/c 
ped_homegrown_bus 
iness_center 

City of 
Minneapolis – 
CPED: Two 
Percent Loans 

All businesses in 
the City of 
Minneapolis 

• Loan amount up to $50,000 

• 2 percent interest 

• Term length up to 10 years 
(length is set by the lender) 

• Private lender fees vary 

• City of Minneapolis charges a 1 
percent origination fee with a 
minimum of $150 due at closing. 

• Loan purpose is to provide 
financing to small 
Minneapolis businesses to 
purchase equipment and/or 
to make building 
improvements 

• Private lender provides half 
the loan at market rate and 
the City provides the rest 

http://www.ci.minnea 
polis.mn.us/cped/ba/c 
ped_two_percent 

 

http://www.ci.minneapolis.mn.us/cped/ba/cped_alternative_financing
http://www.ci.minneapolis.mn.us/cped/ba/cped_alternative_financing
http://www.ci.minneapolis.mn.us/cped/ba/cped_alternative_financing
http://www.ci.minneapolis.mn.us/cped/ba/cped_alternative_financing
http://www.ci.minneapolis.mn.us/cped/ba/cped_homegrown_business_center
http://www.ci.minneapolis.mn.us/cped/ba/cped_homegrown_business_center
http://www.ci.minneapolis.mn.us/cped/ba/cped_homegrown_business_center
http://www.ci.minneapolis.mn.us/cped/ba/cped_homegrown_business_center
http://www.ci.minneapolis.mn.us/cped/ba/cped_two_percent
http://www.ci.minneapolis.mn.us/cped/ba/cped_two_percent
http://www.ci.minneapolis.mn.us/cped/ba/cped_two_percent
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City of 
Minneapolis: 
Green Business 
Cost Sharing 
Program 

Businesses in the 
City of 
Minneapolis 

• Grant 

• Award amount up to $2,500 

• Applications are received and 
approved on a rolling basis 

• Awards are given in the 
following categories: dry 
cleaners, vehicles 
repair/service/maintenance, 
innovative ways to reduce 
pollution, and energy 
efficiency improvements 

http://www.minneapol 
ismn.gov/environmen 
t/green/index.htm 

Center for 
Energy and 
Environment: 
Energy Savings 
Fund for Non- 
Profits 

Non-profit 
organizations 

• Loan amount up to $25,000 

• 1-7 year terms 

• 3.9% interest rate 

• Loans to help non-profit 
organizations finance energy 
efficiency improvements to 
their buildings 

Jim Hasnik 
jhasnik@mncee.org 
612-335-5885 
https://www.mncee.or 
g/find-financing- 
incentives/energy- 
savings-fund-for- 
nonprofits/ 

Center for 
Energy and 
Environment: 
Commercial 
Energy 
Efficiency Loan 
Program 

 
Minnesota 
businesses 

• Loan amount up to $100,000 

• Loan term is from 60 months 

• 3.9% interest rate 

• Loans to assist businesses 
in making cost effective 
energy efficiency 
improvements 

Jim Hasnik 
jhasnik@mncee.org 
612.335.5885 
http://www.mncee.org 
/What-We- 
Do/Lending- 
Center/Business/ 

St. Paul Port 
Authority: 
Property- 
Assessed Clean 
Energy (PACE) 
Programs 

 
Property owners 

• Amounts will vary 

• Property owner uses energy 
savings to repay special 
assessment against the property 

• Local governments 
throughout Minnesota have 
established PACE programs 

• Repayment resides with the 
property assessment and 
therefore transfers with sale 
of building 

Contacts will vary by 
location. Use website 
below to find local 
PACE contact 
http://www.cleanener 
gyresourceteams.org/ 
pace 

St. Paul Port 
Authority: Trillion 
Btu Program 

All Xcel Energy 
commercial and 
industrial 
customers 

• Grant 

• Amounts vary 

• Customer chooses the project and 
contractors, Xcel Energy provides 
the rebate, Saint Paul Port 
Authority provides the financing 

 Peter Klein 
pmk@sppa.com 
651-204-6211 
http://sppa.com/finan 
cing-businesses/ 

 

http://www.minneapolismn.gov/environment/green/index.htm
http://www.minneapolismn.gov/environment/green/index.htm
http://www.minneapolismn.gov/environment/green/index.htm
mailto:jhasnik@mncee.org
https://www.mncee.org/find-financing-incentives/energy-savings-fund-for-nonprofits/
https://www.mncee.org/find-financing-incentives/energy-savings-fund-for-nonprofits/
https://www.mncee.org/find-financing-incentives/energy-savings-fund-for-nonprofits/
https://www.mncee.org/find-financing-incentives/energy-savings-fund-for-nonprofits/
https://www.mncee.org/find-financing-incentives/energy-savings-fund-for-nonprofits/
mailto:jhasnik@mncee.org
http://www.mncee.org/What-We-Do/Lending-Center/Business/
http://www.mncee.org/What-We-Do/Lending-Center/Business/
http://www.mncee.org/What-We-Do/Lending-Center/Business/
http://www.mncee.org/What-We-Do/Lending-Center/Business/
http://www.cleanenergyresourceteams.org/pace
http://www.cleanenergyresourceteams.org/pace
http://www.cleanenergyresourceteams.org/pace
mailto:pmk@sppa.com
http://sppa.com/financing-businesses/
http://sppa.com/financing-businesses/
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Potential Partners for Small Business Clean Energy Advocacy 
Twin Cities Metropolitan Area 
April 2017 

 

Organization Advocacy Type Advocacy Goals Partners 
Past Advocacy Work 

with Businesses? Website 

Center for Energy 
and Environment 
(CEE) 

• Mostly legislative 
• Some work at Public 
Utilities Commission 
• “CIP Tours” 

• Protect energy 
efficiency programs 
• Build knowledge and 
support for energy 
efficiency in legislature 

• For energy efficiency – electrical 
and other contractors 
• Wind on the Wires, Conservation 
MN, GPI, Fresh Energy, Sierra 
Club 

 
• One-stop 
Efficiency Shop 
customers 

 
mncee.org 

Clean Energy 
Economy 
Minnesota 
(CEEM) 

 
• Education focused 
• Co-present with 
businesses 

• Educate stakeholders 
about technology and 
energy efficiency 
• Make business case for 
energy efficiency 

• Tier 1 – Business community – 
they provide the dollars for us to 
do our work. 
• Tier 2 – Philanthropy partners 
and other orgs, including 
foundations, higher education 

 
• Educational 
meetings with 
clean energy 
businesses 

 
cleanenergyecono 
mymn.org 

Citizens Utility 
Board of 
Minnesota (CUB) 

• Legislative, Public 
Utilities Commission, 
other policy 
• Grassroots and 
grasstops 

 
• Represent consumer 
interests in clean and 
affordable energy 

• Clean energy and environmental 
groups 
• Consumer advocates – low 
income and senior, AARP, Energy 
CENTs, MNCAP 

 
 

• Not yet 

 
cubminnesota.org 

Environmental 
Initiative 

• Do not do 
traditional advocacy 
on policy 
• Stakeholder consensus 

 

• Policy-related 
stakeholder consensus 

• Businesses 
• NGOs like GPI, Ceres, 
Clean energy Economy MN, 
Fresh Energy, etc.  

• No direct 
advocacy work. 
Work with 
businesses on 
policy design/ 
analysis/education 

environmental- 
initiative.org 

 

 
Fresh Energy 

 
 

• Legislative and 
regulatory 
• Some grasstops 

 
• Policies in three areas: 
renewables, energy 
performance, carbon 
reduction 

• Legislators 
• Government agencies 
(Commerce, Labor and Industry, 
PCA) 
• Nonprofits (GPI, CERTs, CEE) 
• Utilities 
• Private sector 

 

 
• Once, could do 
more 

 

 
fresh-energy.org 

 
Greater MSP 

• Not traditional 
advocacy, creating 
stories to engage public 

• Convey to public that 
clean energy and 
climate matter 

 

• McKnight 
• Companies 

 
• No 

 

greatermsp.org 

Evergreen Energy/ 
District Energy 

• Educating policymakers 
and regulators 
• Advocate for energy 
policies 

• Create better 
understanding of 
complex energy system 

 
• Stinson Leonard Street acts on 
behalf at the legislature 

• Yes, through 
partner 
organizations 

ever- 
greenenergy.com 

https://www.mncee.org/
http://www.cleanenergyeconomymn.org/
http://www.cleanenergyeconomymn.org/
http://cubminnesota.org/
http://environmental-initiative.org/
http://environmental-initiative.org/
https://fresh-energy.org/
https://www.greatermsp.org/
http://www.ever-greenenergy.com/
http://www.ever-greenenergy.com/
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Reporting Structure for Small Business Energy Efficiency Programming 

April 2017 

The following table lays out metrics that can be used to measure the effectiveness, efficiency, and efficacy of small business energy 

efficiency programming by a chamber of commerce or business association. 
 

Metric Unit Source Purpose Compare to 

Outreach 

Businesses contacted/engaged # 
SPACC and/or service 
providers 

Effectiveness of outreach # assessments completed 

 

Energy assessments completed 
 

# 
 

Service providers 
 

Effectiveness of outreach 

# businesses 

contacted/engaged, # 
businesses taking action 

Businesses taking action # Service providers 
Effectiveness of assessments 
and follow-up 

# assessments completed, 
lighting vs. non-lighting 

Businesses doing lighting 
improvements 

# Service providers Depth of assistance/action 
# businesses doing non- 
lighting 

Businesses doing non-lighting 
improvements 

# Service providers Depth of assistance/action # businesses doing lighting 

Cost 

Gross project cost $ Service providers Relative size of project 
Total incentives received, 
lighting vs. non-lighting 

Rebates received $ Service providers Determine net project cost Gross project cost 

Other grants and incentives $ 
SPACC and/or service 
providers 

Determine net project cost Gross project cost 

Net project cost after all incentives $ Service providers 
Actual investment by 
business, simple payback 

Gross project cost 

Annual electric bill savings $ Service providers 
Ongoing financial 
impact/benefit 

Net Project Cost 

Simple Payback Years Service providers 
Financial impact/benefit over 
time 

Net Project Cost 
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Metric Unit Source Purpose Compare to 

Energy 

Annual energy savings kWh Service providers Energy-related benefits Gross Project Cost 

Demand reduction kW Service providers Energy-related benefits Gross Project Cost 

Advocacy 

Businesses contacted/engaged # 
SPACC and/or advocacy 
partners 

Effectiveness of outreach # businesses acting 

Businesses acting -- testifying in- 
person 

# 
SPACC and/or advocacy 
partners 

Effectiveness of outreach 
# businesses 
contacted/engaged 

Businesses acting -- signing letters # 
SPACC and/or advocacy 
partners 

Effectiveness of outreach 
# businesses 
contacted/engaged 

SPACC-relevant decisions/policies 
engaged 

# 
SPACC and/or advocacy 
partners 

Effectiveness of advocacy 
efforts 

# decision/policy wins 

Decision/policy wins # 
SPACC and/or advocacy 
partners 

Effectiveness of advocacy 
efforts 

# decision/policies engaged 

Streamlining 

Time between assessment and 
report/follow-up visit 

Days 
SPACC and/or service 
providers 

Service provider quality # businesses taking action 

Time between report/follow-up visit 
and action 

Days 
SPACC and/or service 
providers 

Effectiveness of follow-up # businesses taking action 

Time between assessment and action Days 
SPACC and/or service 
providers 

Effectiveness of follow-up # businesses taking action 

Time between submission for rebate 
and receipt of funds 

Days 
SPACC and/or service 
providers 

Business/vendor satisfaction N/A 

Equity and Engagement 

Businesses taking action that are 
owned by people of color/minorities 

# Survey 
Reach of disadvantaged 
businesses 

# businesses taking action 

Businesses that had not previously 
participated in utility energy efficiency 
programs 

 
# 

Survey, service providers, 
or utility company 

Reach of underserved 
businesses 

 
# businesses taking action 

 


