
Hard To Reach Efforts

National Grid

9/14/10



1

• Goal of 500,000 CFLs in the HTR segment (statewide)
• HTR Identified as Lower Income (non LI participants), non English speaking customers
• Mapped highest concentration of Seniors >65, 60-120% median income, and nonEnglish

speaking groups (Hispanics, Portuguese, Chinese & Korean)
• Conducted focus groups of Hispanic and Portuguese customers

Hard To Reach Customer Initiative
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Focus Groups - Takeaways

•Provide materials in Spanish and 
English

•Benefits of savings, but emphasize 
impact on future generations

•Simple images “Twist”

•Educate on variety of bulbs
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Outreach Tactics – Hispanic customers
• Retail Outreach 

• (Ocean State Job Lots, Dollar Store, Salvation Army, Goodwill, Price Chopper, Building 19)

• Bulb inventory (buy-downs), collateral materials with the theme of direct mail campaign

• Direct mail: Bristol, Essex, Middlesex county Hispanic customers

• Bilingual

• Includes customer survey with a call-in or mail-in option

• Delivery of 2 spiral bulbs with informational materials

• Phone support for questions and follow-up

• Transit Advertising – inside and outside of buses

• Worcester transit system
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Outreach Materials

Survey materials – bilingual

Delivery box and insert

Bus signage
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Worcester campaign

 5 - 6’ CFL sculptures

 Call for Worcester Artists

 Community centers (City Hall, Boys and Girls Club, 
Worcester Youth Center

 Community Event/ Family Day

 Energy Trivia

 Information Station

 Change the World campaign with EPA

 Transit Advertising
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Next Steps

Evaluate success and engagement

Additional customer segments


