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What is Mass Save
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 An initiative sponsored by Massachusetts’ gas and electric utilities 

and energy efficiency service providers 

 Provides a wide range of energy efficiency services to help residents 

and businesses manage energy use and related costs.

 Mass Save’s social media channels are manage by its Residential 

Lighting and Appliance Program, supported by the electric Sponsors



Surprise: people use social media
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 65% of U.S. adults use social media

 On average, people in the U.S. 

check their social media accounts 

17 x per day

 Americans spend more time on 

social media than any other major 

Internet activity, including email

Frequency of Platform 

Use by Registered Users 

Pew Research Center, 2014



9 to 5 doesn’t apply to today’s customer
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59%
23%

10%

Mass Save Facebook traffic



Mass Save’s approach to social media
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 Deliver relevant content

 Offer exciting ways to engage

 Provide timely customer service

 Build brand advocacy

TwitterFacebook



How to make content relevant
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 Timely and seasonal

 Addresses customer 

pain points

 Builds on current 

conversations

 Offers:

- News and events

- Tips and tricks

- Educational nuggets 



Make your blog work harder for you
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 Mass Saver Blog
- Relevant content

- Owned content

 Why invest in content 
development?
- Increases engagement 

with the program

- Brings the audience 
into your site

- Provides opportunities 
to link to program 
actions



Make it interesting for your customers
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Giveaways and contests

 Giveaways and contests offer 
an opportunity to capture 
customer information for future 
communication

Video content

 Social channels are 
increasingly rewarding video 
content



Make it exclusive to them
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Exclusive limited-time offers

 Everyone loves a good deal

 Urgency adds excitement

2015 Mass Save online sales

 48,700+ EE products sold

 7,500+ unique customers



Surpass your customer’s expectations 
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 Customers appreciate a direct channel to submit questions

 The social media team fields questions and works with program 
Sponsors as needed

 Interactions are personal, genuine and prompt, improving customer 
experience



Build brand advocates
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 81% of people said they’re influenced by what their 

friends share on social media



Maintain their loyalty
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 Mass Save has used social media to:

- Spread awareness

- Grow engagement

- Establish trust

- Increase program participation

- Build loyalty

Mass Save Google Searches

Jul 2012 Jul 2013 Jul 2014 Jul 2015Jan 2013 Jan 2013 Jan 2013



An old story with a new twist

Awareness

Consideration

Conversion

Loyalty 

Advocacy



Thank you!

kristen.pomer@eversource.com

781-441-8380


