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Program Description

The Disadvantaged Communities Marketing and 
Outreach (DACMO) Program will provide direct outreach 
to the underserved, Hard-to-Reach (HTR), and 
Disadvantaged Communities (DAC) customer segments. 
The program is non-resource and will utilize a 
downstream delivery approach to provide 100% in-
language marketing, outreach, and education services 
directly to customers. 
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Program Budget
Program Budget 
Cost Elements

2023 2024 2025 Total

Administration 
Costs

$51,300 $166,431 $167,019 $384,750

Marketing/Outreach $22,800 $73,969 $74,231 $171,000

Incentive/Rebate $0 $0 $0 $0

Direct 
Implementation -
Non-Incentive Costs

$495,900 $1,608,832 $1,614,519 $3,719,250

Total $570,000 $1,849,232 $1,855,769 $4,275,000
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Campaign Goals and Timeline
Tasks Year 

2023
(Q3&Q4)

Year 
2024

Year 
2025

Total
Tasks

Task 1: Outreach Events (includes 
in-language CBOs, churches, 
schools, community booths, and 
seminars

30 97 98 225

Task 2: Customer Energy Advisement 
(in-home EE/DR and Electrification 
assessment with report and door-to-
door marketing)

400 1,300 1,300 3,000

Task 3: Media Events (media ads –
newspaper/radio, social media, and 
city newsletter publications)

204 663 663 1,530

Task 4: Door Hangers 8,000 26,000 26,000 60,000
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A. Market Barriers and Program Strategies
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B. Market 
Barriers 
and 
Program 
Strategies
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Targeted Market/Customer Group
DACMO will use the SB 535 California Office of Environmental Health 
Hazard Assessment (OEHHA) and SCE zip codes to identify DAC/HTR 
customers.
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Seminars 
and 
Booths

Churches and 
Adult Centers

Local City Gov and
Partnership Events

Task 1: Outreach Events

Schools 
Outreach
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Multi - family 
Door - to -
Door Outreach

Residential In - Home 
Assessments

Task 2: Customer Energy Advisement
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Multi - lingual 
Website

City Newsletter 
Publications

Task 3: Media Events

Media Ads

Social Media 
& Ads
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Door Hangers

Task 4: Door Hangers



Innovative Marketing Strategies
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● DACMO will develop community - specific, two - sided in - language collaterals with 
English to address the language barrier in the Hispanic, Chinese, Korean, and 
Vietnamese communities. Bilingual collaterals will also provide information on EE/DR 
and Electrification programs.

● A Green Schools program in DAC/HTR demographics will create awareness and 
encourage students to enlist their parents in EE programs. Students will be encouraged 
to participate in the process to foster understanding and long - term evolution in their 
energy - use habits. Parents will also be encouraged to participate in EE/DR and 
Electrification initiatives. Students will each receive a $5 Target gift card once their 
parents enroll for a home survey.

● Target local DAC/HTR demographics with in - language staffing of booths and table - tops 
at local grocery stores, as well as selected home improvement stores.
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● A program bag with a LED night light inside will be used as a door hanger. This allows us 
to share comprehensive program information with individuals, instead of providing a 
door - hanger alone with minimum information. Targeted mailers will also be delivered to 
identified DAC/HTR CalEnviroScreen zip codes.

● To  m a xim ize  c u s t o m e r t o u c h  a n d  c o s t  e ffic ie n c ie s , DAC MO  w ill la u n c h  t a rg e t e d  
c a m p a ig n s  o n  e t h n ic  ra d io  s t a t io n s  a n d  in  n e w s p a p e rs . 

● DAC MO  w ill c re a t e  a  w e b s it e  w it h  la n g u a g e  o p t io n s  t h a t  p ro vid e  EE re b a t e  in fo rm a t io n  
a n d  lin ks  t o  e n ro ll c u s t o m e rs  in  EE p ro g ra m s .

● DAC MO  w ill p o s t  c re a t ive ly d e s ig n e d  a n d  t a rg e t e d  s o c ia l m e d ia  a d s  o n  d iffe re n t  s o c ia l 
m e d ia  p la t fo rm s , s u c h  a s  Fa c e b o o k, In s t a g ra m , Go o g le  Bu s in e s s , a n d  e t h n ic - la n g u a g e  
Po d c a s t s .
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Program End - to - End Process 

Collaterals design 
& printing,

program website

Marketing and
activities

Customer interest 
cards and home 
advisor sign-ups

EE survey and 
reports

Follow-up with 
emails and calls Secure data entry Reporting & 

invoicing

1. 2. 3. 4.

5. 6. 7.
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End - to - End
Process Flow
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