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Abstract

 

This paper examines how effectively working with students
and contractors can engage small commercial businesses in
energy efficiency measures. Small commercial businesses
are an underserved and hard-to-reach market for energy ef-
ficiency services. Yet, this sector comprises a significant per-
centage of all businesses and aggregate energy usage. Two
main barriers to doing an energy retrofit in small businesses
include getting the business to agree to participate and get-
ting them to implement suggested measures. Student out-
reach addresses the first, and using a mechanical or electrical
contractor as an ESCO is a great way to address the second. 

The Awareness for Community Energy (ACE) Program is
currently being offered throughout the United States. ACE
employs high school and college students as interns and
trains them in small business energy auditing. The business
more readily accepts the marketing of energy services by a
student, since it is seen as an opportunity to contribute to a
student’s educational experience. In one case, ACE program
participants audited over 150 small businesses in a three-
month period. 

Electrical and mechanical contractors are prime candi-
dates to both disseminate information on energy efficiency
and carry out the necessary retrofits. The owners of most en-
ergy using facilities already have trusted mechanical/electri-
cal service contractors. By diffusing ESCO concepts
amongst existing service contractors, there is a far greater
chance of upgrading the energy efficiency throughout the

small business sector. Such diffusion activities will involve
training and awareness programs for contractors, as well as
encouragement of financial institutions to develop support-
ive financing products.

 

Introduction 

 

Small businesses are an underserved and hard to reach mar-
ket for energy efficiency services. This is primarily due to
the time they have to spend in understanding the benefits
of energy services, but also because the people they typical-
ly rely on for information about energy-using technologies
are local contractors who don’t normally understand the ben-
efits of energy efficiency. This paper explores innovative ap-
proaches for working with small businesses, both in gaining
their interest in energy services, and in utilizing local con-
tractors to educate small business owners, and implement
energy efficiency in the buildings.

The term 

 

small business

 

 used in this paper refers to the mi-
cro (which employs fewer than 10 persons and whose annual
turnover and/or annual balance sheet total is not specified)
and small enterprises (which employs fewer than 50 persons
and whose annual turnover and/or annual balance sheet total
does not exceed 7 million Euro).

There is tremendous potential in targeting the small busi-
ness market for energy efficiency. In the United States small
businesses constitute 99.7% (or 23.7 million) of all business-
es, and employ 50% of the private work force (U.S. SBA,
2004). Given how much of the US’s economy is dependent
on small business, it is no wonder that energy efficiency pro-
grams have targeted them as a sector for dramatically affect-
ing our energy economy. According to Jerry Lawson, the



 

4,245 DANDRIDGE ET AL PANEL 4. MARKET TRANSFORMATION

 

876

 

ECEEE 2005 SUMMER STUDY – WHAT WORKS & WHO DELIVERS?

 

Environmental Protection Agency’s Energy Star Program
Director, “If all American small businesses cut their energy
costs by 30 percent, more than $15 billion a year would go
straight to their bottom line” (Worsham, 1998). 

In Europe, small business constitute 99.1% of all busi-
nesses and employ 54.9% of the private work force in the in-
dustry sector, while in the service sector small business
constitute 99.9% of all businesses and employ 69.1% of the
private work force (Guerrero, 2004). 

 

SURMOUNTING ENERGY EFFICIENCY EDUCATION 
BARRIERS

 

In order to truly transform the market for energy efficiency
services, the small business sector needs a lot more focus
than it has had in the past. As there are many barriers in
working with this sector, most energy services providers
tend to focus on sectors that are more accessible. This paper
will introduce strategies found to be successful in address-
ing barriers to reaching small businesses with energy effi-
ciency services. 

The authors have discovered that students make excel-
lent ambassadors for energy efficiency education. Student
enthusiasm for energy efficiency and for helping their com-
munity is contagious, and it helps to surmount the initial dis-
interest of the small business in energy efficiency matters.
Students have been able to get many businesses to partici-
pate in energy audits, thereby overcoming a barrier to effi-
ciency education. 

An example of a program that has used students success-
fully is Strategic Energy Innovation’s ACE (Awareness for
Community Energy) Program, which is currently being of-
fered in several locations in the United States. ACE employs
high school and college students as interns and trains them
in energy auditing small businesses. The business more
readily accept the marketing of energy services by a student,
as the collaboration can be viewed as an opportunity to con-
tribute to the student’s education while also maintaining an
active presence in the local community. In return, small
business owners receive valuable information about their fa-
cility’s potential savings with energy efficiency. 

In addition to using students for marketing and outreach,
the use of electrical and mechanical contractors has been
found to be a successful method in getting the small busi-
ness to implement the measures suggested as a result of the
audit.

Once the small business owner has the retrofit recommen-
dations in hand, a likely next step would be implementation
of the measures. Both electrical and mechanical contractors
are prime candidates to disseminate information on energy
efficiency and carry out the suggested retrofits. In California,
this method has been fully explored and supported through
public goods funds, under the auspices of the California
Public Utilities Commission. 

There are not many parts of the world that have these
funds available, so in this paper we explore an alternative
method of implementing small business energy efficiency
projects. This method exhibits successful implementation
of efficiency measures based on turning the aforementioned
electrical and mechanical contractors into “mini-ESCOs.”

By imitating an ESCO (Energy Service Companies) mod-
el among existing service contractors, there is a greater

chance of increasing energy efficiency throughout the small
business sector. However, the classic ESCO service is usual-
ly only provided to large energy users, which spend at least
$500 000 per year on energy. Only such users can have ener-
gy retrofit projects large enough to easily absorb the ESCO
fees needed to cover the costs of developing a relationship
and contract with a new customer. Most small businesses are
unable to benefit from ESCOs because of minimum savings
criteria. As they have neither the internal expertise nor fi-
nancing to spot and implement energy efficiency measures,
they rarely participate in an energy saving retrofit.

Most small businesses already have trusted mechanical/
electrical service contractors who know their facilities well.
Though these contractors are usually small, they can be-
come 

 

“mini-ESCOs”

 

 for the small business sector. There is
already an ongoing working relationship between small con-
tractors and their small business customers. As a result, the
small contractors do not incur any costs to build credibility
with their client. They do not have to provide formal savings
guarantees to convince customers of their capabilities or
willingness to stand behind their services. Both contractor
and small business know that the larger ongoing relationship
could easily be broken if the small business feels it is not
getting what it expected, and small contractors are particu-
larly sensitive to maintaining good customer relations.
Therefore, complex contracts are not needed to cover con-
tingencies of savings being at less than a guaranteed level.
The ongoing small business/small contractor relationship for
other services can be the foundation for an “ESCO-type”
sale of incremental energy efficiency products and services,
without the overhead of building a new relationship with a
new ESCO.

 

Barriers to Implementation of Energy 
Efficiency Services

 

The two main barriers that exist in getting small businesses
to become more energy efficient 1) Accessing the already
overwhelmed small business owner with information that
has seemingly little to do with his/her core business, and 2)
Educating her/him enough on the benefits so s/he will agree
to take on an initial financial and management hardship to
implement retrofit suggestions made as a result of the audit. 

These barriers may exist for a number of reasons. 

1.  

 

Access: 

 

Small businesses typically have few employees, 
and cannot afford to spare an employee time to visit with 
an auditor or implementation service provider. These 
few employees often do many different tasks that would 
normally be completed by a larger number of people, 
and cannot take time away from their work to discuss 
the audit, or to manage an energy retrofit. In addition, 
both the small business owner and his/her employees 
lack the initial interest in talking with people about 
energy services.

2.  

 

Time:

 

 Small business owners and their employees work 
long hours and have little time to spend on educating 
themselves on the benefits of energy efficiency.

3.  

 

Trust:

 

 

 

Small businesses are more likely to be wary of vis-
itors who may be selling wares, as they are strapped for 
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time or resources, and may view visitors as a hindrance 
to continuing the small businesses core business. This 
makes it difficult to gain their interest and inform them 
about the benefits of an energy audit or retrofit.

4.  

 

Money:

 

 

 

Small businesses are often cash poor, and barely 
have funds to do routine maintenance of their building, 
let alone pay for an energy audit or expensive retrofit. 
Even if an auditor surveys a small business and creates 
an implementation plan, it would be difficult for a busi-
ness to front money for a retrofit. Small businesses oper-
ate under tight budgets and often cannot spare outside 
expenses that are not absolutely necessary, which makes 
the initially higher cost of energy efficiency retrofits and 
technologies cost prohibitive for them. 

 

US SOLUTIONS TO ADDRESS THE BARRIERS 

 

1. Establishing a successful energy efficiency outreach 
program

 

Strategic Energy Innovations (SEI), a non-profit organiza-
tion based in the United States, was created to support low-
income or hard to reach customers with energy efficiency,
and has produced a number of programs that serve to bridge
the gaps created by these barriers. Through trial and error,
SEI has discovered a valuable model to successfully reach
small businesses by using students as ambassadors of energy
efficiency education. 

SEI’s Awareness for Community Energy (ACE) Program
has proven to be extremely successful in its four years of ex-
istence, reaching over 200 small businesses. The ACE pro-
gram trains high school students to become energy auditors.
The students actively market their energy auditing services
to small businesses within their community. Once they have
the small business’ commitment, the student will perform
an audit of the small business, primarily targeting lighting
and HVAC systems. They then create a report documenting
their findings and recommendations for energy efficiency
retrofits. The student’s services are also extended to helping
the small business find rebates and major discounts on ret-
rofit items.

An added benefit of the ACE approach is that by using
students, the workforce of energy professional grows, and
students gain valuable job-readiness skills like marketing,
sales and energy auditing through their participation in the
ACE program. In fact, 90% of students participating in this
program have stated they will seek a career within the envi-
ronmental or energy field.

The following steps were taken in the creation of the
ACE program.

Hire and train students.
College students are solicited for internships through
jobs postings at local community colleges, universities
and at Internet job posting boards. Students with some
background in energy conservation and spreadsheet
skills are preferable, but equally important is a student’s
social manner and outgoingness, since this will influence
how successful they are in marketing the program to
small businesses. 

Local high school students are solicited through a vari-
ety of means. Often, the high school or regional office of
education that has oversight over several high schools has
a career development office. We have also had success in
going directly to different high school teachers and either
having them talk with specific students, or giving presen-
tations to different classes. 

After students are selected, they are trained in several
areas including identifying lighting and HVAC technolo-
gies; energy efficient lighting technologies; marketing
strategies targeted to small businesses; calculating ener-
gy efficiencies (both in kWh and cost savings), and report
writing on energy efficiency technologies and financing. 

Produce marketing materials for the program and develop
specific talking points for the student auditors.

 

 

 

Marketing of energy efficiency services to small busi-
nesses need to be done well so that the energy auditor is
permitted by the owner to perform an audit. Through the
ACE program, we developed several marketing strate-
gies to readily gain the interest of a small business. First,
we created a single panel brochure and business cards for
the student auditor, which served to establish the stu-
dent’s legitimacy and which could be left with the owner,
so that if the owner was not available, s/he could follow
up via phone. We also compiled a list of area small busi-
nesses that had previously been audited, so that students
could promote this with neighboring enterprises. We also
collected letters of endorsement from local political offic-
ers and local business organizations to demonstrate the
business community’s commitment to energy efficiency. 
In terms of the student’s appearance, we made profes-
sional looking shirts with the words, “Community Ener-
gy Intern” on them. This helped to make it obvious to
customers within a store that was being audited, that the
person making notes on the clipboard was an energy au-
ditor and not a government inspector.

We developed several talking points for the students to
give to the small businesses. However, the students re-
ported that the magic phrase most successfully used to
gain small business interest was, “I’m an intern learning
about my community’s energy usage through a publicly-
funded program. Could you help me out on this project?”
As mentioned above, this type of introduction presented
an opportunity for the storeowner to help the student in
an educational exercise, and it also made it clear that
there was nothing for sale, and that in fact, the services
being offered were already publicly funded. Additional
talking points that the student told the small business in-
cluded discussing the energy saving, heat reduction and
longer lifetime of T8s versus T12 lighting; the minimal
amount of time it would take to conduct the audit, and
they offered an invitation for the business owner to ac-
company them on the audit. 

We also borrowed tips from the field of social marketing
which has shown that the more animated an auditor is
about an audit, the more likely others will be interested
in conducting one. Social marketing also tells us that peo-
ple display more powerful reactions to losses than to
gains, so energy and money losses were framed accord-
ingly in the student’s talking points. 
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Students make cold calls to businesses to engage them in
energy audits

Rather than sign small businesses up for audits via tele-
phone, students went door-to-door in their community’s
business sector and solicited interest for audits and con-
ducted them immediately on-site if there was interest.
Students were told to approach enterprises during slow
times during the day for an owner to increase their chanc-
es of success.

Students conduct the audit and prepare a report based on
their findings. The students return to the small business to
give them a copy of the report and make recommendations
for retrofitting. 

The student conducts an energy audit of the facility, pri-
marily focusing on lighting and HVAC technologies. The
student records the data on worksheets and enters the
data back in the office into spreadsheets that assist her/
him in calculating energy consumption and efficiencies.
The student prepares and delivers a detailed report to
the business that describes its estimated annual energy
consumption and associated cost, the energy and cost
savings if a retrofit was conducted, financial incentives
available, and the names and addresses of local contrac-
tors (electricians) and stores that perform energy efficien-
cy retrofits or which sale energy efficient technologies.

 

2. Using Effective Marketing & Outreach Strategies once the 
program is established

 

This program is successful for the following reasons:

1.  

 

Access:

 

 Several studies have shown that small businesses 
are much more likely to contribute both time and money 
to their local community than any other sector (NFIB, 
2003). By working under this premise, rather than mar-
keting a free energy audit to the small business, the 
ACE program markets the small businesses’ participa-
tion in a high school education program. As a result, the 
mall business is much more likely to participate.

2.  

 

Time: 

 

The student can assist the small business owner by 
bringing the information to them. They try to minimize 
the impact on the owner, by going door-to-door, and 
doing the audit on a drop-in basis, or by making an 
appointment, whatever fits the owner’s schedule. The 
reports are also easy to read, with the pertinent informa-
tion highlighted, and focused on low and no cost meas-
ures the owner can implement her/himself.

3.  

 

Trust:

 

 

 

Students make great energy ambassadors. As the 
small business owner understands that the student is 
participating in an education project, and therefore not 
selling a particular product or service, they are more 
likely to listen to the results of the audit. In addition, 
students present the information in an easy to under-
stand format, and with enthusiasm for the broader envi-
ronmental benefits of energy savings programs.

4.  

 

Money: 

 

The ACE program is funded through outside 
organizations (e.g. community foundations or a local 
energy agency), so although the student is being paid for 
their time, the audit and resulting report is free for the 

small business. In addition, the program costs are low 
compared with traditional marketing costs when work-
ing with small businesses; most of the cost of an audit is 
in people-time, and a student’s hourly rate is much less 
than that of a professional. As the information gathered 
for the audit is not usually overly complex (small busi-
ness buildings rarely have complex systems), a student 
can readily learn the technical information necessary to 
complete the audit.

While effective, the ACE program results in a positive
learning experience for the students, as well.

A valuable result from this marketing and outreach ap-
proach is in workforce development. A key component of
the ACE program is the mentoring aspect. Not only does
SEI staff spend time in training the student, we also hire
a college intern to more closely mentor the student, and
who preferably has a pending degree in the energy man-
agement industry. 

The student also benefits tremendously from the job
readiness training that conducting small business energy
audits offers. S/he leaves with an ability to market servic-
es to business, perform energy efficiency services, calcu-
late energy savings, and prepare professional reports.
The ACE program was able to easily engage students to
help them understand energy efficiency concepts, and in
return, they teach those difficult concepts to small busi-
nesses. 

 

3. Offering an Effective Implementation Strategy

 

Once marketing and outreach has successfully engaged the
small business, there needs to be a link to an acceptable im-
plementation strategy in order to ensure the small business
participates in an energy efficiency retrofit program. An au-
dit provides information on such a strategy to the small busi-
ness, which the small business owner can then pass on to its
local contractor, but as there are still several steps the small
business owner needs to take, the audit may be left un-
touched.

One effective implementation strategy would be to part-
ner the ACE program with a more broadly supported small
business implementation program. SEI partnered with the
firm Small Business Energy Alliance (SBEA) to do follow-up
retrofit services with all the businesses that the students had
visited. SBEA, a private energy services firm, had public
goods funding through the California Public Utilities Com-
mission, a state agency, to subsidize retrofit installation and
technologies by up to 70% of their cost. This meant that a
small business owner was presented with energy services for
only 30% of the market rate cost, thereby making the energy
retrofits highly affordable. Each small business that the stu-
dent initially audited had the owner sign an access agree-
ment that enabled SBEA to return to the business to
conduct a more detailed audit. Armed with the preliminary
audit results from the students, SBEA would enter a busi-
ness and inform the owner of the range of energy and cost
savings that the lightening retrofits would produce. They
then would conduct a thorough audit of the HVAC system
and insulation service. With the aid of a laptop and by the
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end of the audit, the experienced auditor would be able to
inform the business of specific retrofit recommendations
and costs. Several of the businesses that the students ap-
proached went through with retrofits. This model has there-
fore been proven to be extremely successful in securing the
commitment of businesses to conduct retrofits. 

While this strategy would effectively overcome difficul-
ties in a small business’s access to financing, there are few
places around the globe that have access to public goods
funds that could support such a program. For places without
such access, we suggest that using a “mini-ESCO” model
would be an effective implementation strategy. 

 

A EUROPEAN SOLUTION TO ADDRESS EFFICIENCY 
EDUCATION BARRIERS – THE CREATION OF THE MINI-ESCO

 

A second model for promoting the implementation of ener-
gy efficiency retrofits in small businesses follows the ESCO
model. ESCOs pair professional and local contractors to fol-
low behind the energy audit with low (or zero) cost retrofit-
ting for the small businesses. 

 

The Traditional ESCO 

 

An Energy Service Company (ESCO) provides a valuable
service for facility owners and the environment by finding
and implementing self-financed energy savings opportuni-
ties that replace energy waste and emissions. ESCOs are
useful to owners who may not understand their energy bills,
don’t believe they have any wastage, don’t understand how
they can save energy or how to design retrofits, don’t know
how to raise finances without debt, or don’t appreciate the
role of operational monitoring in controlling energy costs.

ESCOs receive payment for their services based on the
performance of their equipment and services implemented.
An ESCO provides performance and savings guarantees,
and their compensation is tied directly to the energy savings
achieved. Therefore, an ESCO risks payment on the per-
formance of equipment and services implemented. Some
ESCOs finance projects, recovering their investment cost
from the resulting savings. 

A typical ESCO project includes the following elements: 

 

•

 

Investment grade energy audit

 

•

 

Identification of possible energy saving and efficiency 
improving actions

 

•

 

Comprehensive engineering and project design and 
specifications

 

•

 

Guarantee of the results by proper contract clausesCode 
compliance verification and guarantee

 

•

 

Procurement and installation of equipmentProject man-
agement and commissioning

 

•

 

Facility and equipment operation & maintenance for the 
contract period

 

•

 

Purchase of fuel and electricity

 

•

 

Monitoring and verifications of the savings results

 

•

 

Project financing

As mentioned above, traditional ESCO services are usual-
ly provided to large energy users, those spending at least

$500 000 per year on energy. Therefore, only large energy
users can have energy projects large enough to easily absorb
the fees charged by an ESCO to cover their costs of devel-
oping their project. Small businesses cannot benefit from an
ESCO because they neither have the internal expertise nor
financing to spot and implement energy efficiency meas-
ures, including working with an ESCO. 

 

A New ESCO Model for Small Businesses

 

Though ESCOs are important catalysts in their market
niche, a large part of most nations’ energy savings potential
is usually contained within small businesses who have little
ability to make energy savings. However, there is hope of
bringing energy efficiency to the many small corners of an
economy by 

 

diffusing ESCO concepts

 

 amongst all existing
small contractors serving the small business sector. 

Most small businesses already have trusted mechanical/
electrical service contractors who know their facilities well.
These firms provide preventive maintenance, breakdown
repairs and sometimes small capital upgrades. Though these
contractors are usually small, they can become 

 

“mini-
ESCOs” 

 

for the SB sector. There is already an ongoing work-
ing relationship between small contractors and their SB cus-
tomers. As a result, the small contractors do not incur any
costs to build credibility with their client. They do not have
to provide formal savings guarantees to convince customers
of their capabilities or willingness to stand behind their serv-
ices. Both contractor and SB know that the larger ongoing re-
lationship could easily be broken if the SB feels it is not
getting what it expected. Small contractors are particularly
sensitive to maintaining good customer relations. Therefore
complex contracts are not needed to cover contingencies of
savings being less than a guaranteed level. The ongoing SB/
small contractor relationship for other services can be the
foundation for an “ESCO-type” sale of incremental energy
efficiency products and services, without the overhead of
building a new relationship with a new ESCO.

 

Small Contractor Needs

 

To begin behaving as mini-ESCOs, there are four areas
where small contractors typically need development and
help:

1.  Selling Energy Efficiency: Small contractors need to rec-
ognize that, by becoming a “mini-ESCO,” they can 
profit from selling more products or services to their 
existing clients. 

2.  Financing Energy Efficiency: Small contractors will 
need to learn how to represent and work with financing 
the efficiency needs of small businesses. Ideally, the 
energy efficiency financial products for small businesses 
will be packaged so that there is minimal effort involved 
for the small contractor. The contractors should be aware 
of finding ways to handle the credit risks of small energy 
users. 

3.  Savings Prediction Techniques: Small contractors will 
need to learn how to make a prediction of savings simple 
to perform and easy for the customer to understand. 
Though equipment suppliers may provide information 
about typical potential savings from their product, few 
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situations are ‘typical.’ Small contractors need to under-
stand possible areas of savings prediction error and be 
able to evaluate how much precision is needed for each 
customer. 

4.  Post-retrofit Savings Demonstration: If a small business 
ever desires verification of their results, the small con-
tractors should be versed in simplified savings measure-
ment techniques. They may also need to know 
procedures to manage any new performance risks they 
might undertake. 

 

Turning Small Contractors Into “Mini-ESCOs” 

 

Successful integration of ESCO-type techniques into the
business methods of small contractors, i.e. making them
mini-ESCOs, will require training and support. Unfortu-
nately, the natural tendency of a small contractor is to con-
tinue with its successful business model. Only competitive
forces are likely to move a contractor to try something new. 

The natural rate of diffusion of energy efficiency tech-
niques to small contractors can be accelerated beyond the
speed of competitive forces by exposing and explaining the
opportunities to small contractors. This “expose and ex-
plain” effort involves 

 

exposing

 

 small contractors to examples
of the model that show real increase to business volumes,
and then training and supporting them. 

To get the message onto the radar screens of the owners
of small contractors, they should be 

 

confronted

 

 by it in the
regular course of business, whether it is through their deal-
ings with their product wholesalers or through their own in-
dustry trade associations. There is little point in running
special energy management events for industry, since con-
tractors must acknowledge the need before they will make
the special effort to attend. General industry energy man-
agement conferences or publications usually appeal to too
broad an audience to enable focus and attention to each con-
tractor’s concern. Instead the business expansion opportuni-
ty message needs to be presented in terms very specific to
each kind of contractor in forums where they can have their
own concerns answered. 

Small contractor 

 

training

 

 and support is needed for selling,
financing, predicting and demonstrating of energy savings,
as described above. Though special products may be need-
ed, such as financial products, generally this training and
support process simply involves packaging standard knowl-
edge together for each type of person and communication
channel. For example, a lighting contractor’s owner needs to
hear business strategy messages, while its field people need
to know what information is required to predict savings and
how to sell clients on energy efficiency additions. The own-
er meets his peers at the trade association but also has peri-
odic meetings with wholesalers. Each of these channels may
be primed to deliver a specific strategic message about busi-
ness expansion. At the same time the field staff can be
equipped to observe lighting level, operating hours and con-
trol methods, and given sales literature to persuade a small
business representative to implement a lighting retrofit, for
example. 

 

The Path Forward

 

Each type of contractor (mechanical, electrical, building fab-
ric) faces different issues in becoming a mini-ESCO. So pro-
grams to accelerate diffusion of ESCO methods require
customised attention for each sector. However there are
some common themes that may be addressed centrally, such
as the co-ordination of banks and public bodies in the devel-
opment of pre-approved energy efficiency loans for small
businesses.

The support needs of each type of contractor are not usu-
ally clear to the policy makers who wish to accelerate the dif-
fusion of ESCO concepts. Before designing a program to
support small contractors, there must be good understand-
ing of contractor size, skills, interests and concerns. Such
awareness may require identification and contact with con-
tractors who previously have only been seen as a large homo-
geneous group. Co-operation with relevant individual trade
associations and wholesalers will be vital to designing appro-
priate support for each type of contractor.

We see this ESCO model as being an excellent program
to be funded by public agencies to first gain a better under-
standing on the marketing players, and then to begin and
training and implementation program that would start by pi-
loting it in a small local area, and then growing it based on
lessons learned.

 

Conclusion

 

We have presented two models in this paper that, when
paired, will create a low cost, effective, and complete pro-
gram to help small businesses with energy efficiency. 

The first program, ACE, was modeled in the United
States and uses students to provide energy audits to small
businesses, thus providing education to the students and
giving the small business a feeling that they contributed
both to the student’s education and to their local communi-
ty. The students in the ACE program can gain the trust of a
small business more easily, as well as provide the audit at
zero cost to the business.

The second program, using the European ESCO model,
pairs energy efficiency professionals and local contractors to
follow behind the energy audit with retrofitting services for
the small businesses. By pairing ESCO’s with local contrac-
tors, small businesses can follow the measures suggested
through the audit at a much lower cost than most other types
of small business energy efficiency programs. These small
contractors have the advantage of an ongoing relationship of
trust from their current customers, eliminating the typical
ESCO’s need to sell and prove itself to customers. 

In order to accept the concept of becoming a “mini-
ESCO,” small contractors need to “wake up” to the oppor-
tunity of expanding their businesses to include energy effi-
ciency services. They will need energy efficiency training
and support services presented on their terms. The diffu-
sion of ESCO-type services to small contractors can be ac-
celerated with the coordination of a national body such as
government, utility or broad trade association.

Paired together, these two program models provide solu-
tions to two major barriers preventing small businesses from
addressing their energy efficiency issues: 



 

PANEL 4. MARKET TRANSFORMATION 4,245 DANDRIDGE ET AL

ECEEE 2005 SUMMER STUDY – WHAT WORKS & WHO DELIVERS?

 

881

 

•

 

Gaining the trust and interest of the small business in 
order to get them to agree to an energy audit.

 

•

 

Getting the small business to implement the measures 
suggested as a result of the audit.

A program that pairs both the ACE approach with the
“Mini-ESCO” program in order to implement retrofits at a
small business will be extremely successful in unlocking the
large energy saving potential in small businesses. We strong-
ly recommend that public agencies focus on serving the
small businesses in their jurisdictions, by implementing a
program that would combine these models.
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