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Demonstration Home 
Program – San Diego 

Bob Coleman - Assoc. Program Manager  
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Pilot Overview 

Phase 1 – Initial Pilot Focus  
• Bring neighbors together – reduce costs  
• Find participating contractors – provide discount pricing 
• Model/Demonstration home – ancillary tool  
 
Phase 2 – Refined Strategy 
• Demo homes – key tool  
• Homeowners & contractors – direct communication 
• High-quality, contractor-obtained leads 
• Focused marketing mix – techniques that work 
 
Phase 3 – Next Steps 
• Continue use of City-provided Demo homes 
• Teach/support contractors – enable them to apply Demo home marketing 

method 
• Run promotions to attract more contractors 
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Results – June 2012 
Phase 1 – 19 Events  
 

• 5 Home Tours/Open Houses – best method for homeowner-contractor 
communication  

• 14 Booths at Local Events – no contractor present 
• 115 Energy Assessment Sign-ups  

• 70  Contractor-obtained  Sign-ups at Open Houses – strong leads 
• 45  Non-contractor-obtained Sign-ups at Local Events – weak leads 

      Contractor contact & communication is essential! 
 

Phase  2 – 14 Events – Launch Event & 13 Home Tours 
 

• Model/Demo Homes - focal point for homeowner education and 
marketing 

• Drive Homeowners to Home Tours/Open Houses  
• Multiple Model/Demo Homes 
 

• 529  Attendees at 14 events – 39 people per event 
• 116 Energy Assessment Sign-ups – 8 per event - all contractor 

obtained 
• 87 Leads – 7 per event – want more information 

     26% of attendees sign up for Assessment with contractor! 
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Welcome to the Home Tour  

     Case Study 



5 



6 

Marketing Mix  
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Home Tour/Open House Visitors 

 

4-21-12 – Three simultaneous home 
tours in Chula Vista, CA. Each 
Demonstration home tour house is 
located in concentrated area of green, 
red and blue “tacks” – Each tack 
represents where each attendee lives. 
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Lessons Learned 

Demonstration Home – Tours/Open Houses 
• Hub for marketing efforts  
• Homeowners “stop and see for yourself” 
• Simple, inexpensive marketing techniques are effective 
• Messaging - comfort and safety top priority  
• Case studies – project facts, homeowner testimonials 
• “Trusted Advisors” homeowner participation - relay their 

experiences  
• High credibility setting – enhances communication 
• Contractor-obtained assessment sign-ups & leads  
• Proven method for driving demand 
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Challenges/Next Steps 

• Enticing contractors to find Demonstration Homes 
• Learn more about contractors’ motivations, 

customer relations and capabilities to conduct 
marketing  

• Promotions to motivate contractor and 
homeowner participation 

• Train/support contractors in Demonstration Home 
approach 

• Enable contractors to do this themselves 
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