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Oregon Program

• A collaborative approach between Green Mountain Energy 

Company and Portland General Electric provides integrated 

“Multi-Touch” marketing

• Sales/Marketing channels include Direct Sales at Events & 

Storefronts, Courtesy Knock, Bill Inserts, Bangtails, Web & 

Phone

• Cooperative marketing opportunities with business renewable 

customers proving successful.



Direct Sales at the Grassroots

• Provides local jobs

• Opportunity to make a 

connection with customer

• Customer opportunity to 

talk through objections 

with “expert”, fellow 

customer/ community 

member

• Storefront and Event 

tables, small B2B 

outreach, and Courtesy 

Knock foster a green 

power community



Utilities and Courtesy Knock

Overcoming Barriers

• Utilities typically reluctant to go door-to-door

• Several quality assurance methods used in early stages

• Carbon copy receipts with enrollment verification 

message

• Third-party verification phone calls at every sale

• Ongoing random check phone calls

• Rigorous new hire training and ongoing refresher 

trainings

• Naming the channel “Courtesy Knock”



Utilities and Courtesy Knock

Benefits of D2D Outreach

• Methodical coverage of territory

• Campaign directed at eligible 

prospects

• Quotes based on customer 

usage info (if available)

• Remove ASU and ineligible

• Low-pressure informed 

approach, ability to “call back”

• Low cost rep kit/ set-up

• Build annual knocking strategy

• Coordinate with other groups

Name:  Turf #: 1 13 Total Accounts 84 Doors on Turf

Date: Zip: 97210 23.62 Highest GS ASU 15% Penetration

Customer Name Number DIR Street APT Kwh GS

Acct. 

Opened CB Result Comments

JOHN SMITH 621 NW 23RD AVE 101 609 7.30 1/25/2010

FRED BROWN 621 NW 23RD AVE 103 566 6.79 6/24/2008

SARAH JENSEN 621 NW 23RD AVE 104 782 9.39 11/30/2006

INGRID SHESS 621 NW 23RD AVE 201 596 7.15 4/29/2009

ALEX CHANG 621 NW 23RD AVE 205 587 7.05 7/2/2009

ALFRED EGGERT 621 NW 23RD AVE 206 854 10.25 2/19/2008

JASPER SHERMAN 621 NW 23RD AVE 207 638 7.65 9/10/2007

BUD GRACEY 621 NW 23RD AVE 304 509 6.11 4/15/2010

AMBER GREEN 621 NW 23RD AVE BSMT 236 2.83 6/16/2003

SHELLY BURDEN 601 NW 24TH AVE 487 5.84 10/2/2007

EDWARD UMBATA 611 NW 24TH AVE 284 3.41 5/22/2007

MARNEE FRANK 623 NW 24TH AVE 520 6.23 4/21/2010

LAUREN STOLLY 629 NW 24TH AVE 383 4.60 10/9/2002

NS - No soliciting

VAC - Vacant House

ASU - Already signed up

LF - left form

NI - not interested

X - irate/angry customer - unsafe situation - do not 

return

GS - Green Source Sale

HH - Healthy Habitat Sale

CW - Clean Wind sale

NOB - Customer's name is not on the electricity bill

NSE - No speak english

BLANK - nobody home



Building Rapport at the Door

• Observe your turf—turf efficiency

• Note address on tick sheet before 

knocking

• Greeting- give this all the time it 

deserves

• Make a connection- use humor and your 

humanity

• Introduction and name recognition

• Suggest a need

• Suggest a solution/ product description

• Closing/ objection handling

• Share appreciation

The Basics of Canvassing



Mapping Turf



Pie Chart



Legitimacy

Overcoming Skepticism

• How can I trust you?

• How do I know the utility isn’t 

just pocketing my money?

• Who’s checking up on these 

programs?

• How do I know the money is 

being used for the indicated 

purpose?



Legitimacy



Success

Since 2004: 

• 350,000 doors knocked

• 150,000 customers contacted (conversations)

• Over 18,500 signups (40% of those in the last 

two years alone)

• Relatively low 10.7% attrition rate

2010 YTD:

• Already our best year ever (3829 signups)

• Highest team SPH ever (1.10)

• 3 reps already over 500 signups for the year 

(compared with at most 1 in previous years)

• Highest individual SPH on the team 3.33
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We Have the Power

to Make a Difference


