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Creative Overview



video



Digital banners



Print ad



Paid Media



Awareness
Media 

Impressions

Linear TV CTV Audio

Consideration
Engagement 
& Education 

OLV Paid Social

Conversions
Newsletter 

Signups  

Standard 
Display

Meta 
Form Fill

Live Media



Audience Summary

Broad Reach Homeowners Small Biz 
Owners

Workforce / 
Contractors

Impressions: 1.5 million

Reach: 467,000

Frequency: 2.4x



Homeowner Survey



Baseline Survey

Methodology Denver MSA Split
317 com pleted  surveys 

95% confidence,  
5.5% m arg in of error 

Online Survey fielded   
from  11/ 10 to 12/ 17 2025



Key Findings

Heat Pump Awareness

Aided   
Heat  Pum p 
Awareness

Awareness of 
Heat ing  & 
Cooling  Benefit

Una ided   
Heat  Pum p 
Awareness

<4% 57% 56%



Key Learnings

Perceived Benefits 

UNAIDED BENEFITS

EFFICIENCY 39%

BILL 
PREDICTABILITY

24%

COMFORT 15%

REBATES 9%

HEALTH & SAFETY 3%

AIDED BENEFITS

COMFORT 80%

EFFICIENCY 78%

BILL 
PREDICATABILITY

70%

HEALTH & SAFETY 66%
%

REBATES 61%



Key Learnings

Perceived Barriers

UNAIDED BARRIERS

INSTALLATION COST

INCONVENIENT TO 

TECH RELIABILITY

EASE OF REBATES

INSTALL

FINDING A GOOD 
CONTRACTOR

36%

12%

12%

4%

3%

AIDED BARRIERS

EASE OF REBATES

INSTALLATION COST

TECH RELIABILITY

FINDING A GOOD 
CONTRACTOR

57%

34%

33%

13%

23%INCONVENIENT TO 
INSTALL



Key Learnings
Customer Behavior 

Openness to 
Learn ing  More 
About  Hea t  
Pum ps66%

Openness to 
Schedule a  
Hom e Energy 
Aud it 51% Open to 

insta lling  a  hea t  
pum p in  their 
hom e 34%

Already 
insta lled  a  hea t  
pum p in  their 
hom e 2%Willingness to take these actions  

in the next 1-2 years.



Key Learnings

Trusted Sources

4%
4%



Hispanic

Key Learnings

Demographic Segments 
Low- Incom e

TOP TRUSTED 
SOURCE 

AWARENESS

53% 72%

Heat Pumps
Friends & Family

AWARENESS TOP TRUSTED 
SOURCE 

65% 69%

Heat Pumps
Contractor

RECOMMENDATION:  Focus on 
identifying and leveraging peer 
advocacy network. 

RECOMMENDATION:  Leverage trust in 
contractors and focus on busting barrier 
myths. 



Questions?
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