
7.7  Equity Toolkit – Solar For All Campaign 

I. Who lives and works in Mansfield?  

Data from the Partnership for Strong Communities Town Profile helped to inform our conversation with 

the Town of Windham, Green Bank and the solar installer, PosiGen. Refer to the “1.1 Optimize for Equity 

– Housing Data Profile for 7.7 Solar for All” document included with this action. According to the 

Partnership for Strong Communities 2020 Housing Data Profile, 49% of Mansfield homes are owner-

occupied, the rest are rentals. Under the affordability section of the profile, 21% of households are cost-

burdened, spending more than 30% of their income on housing. Knowing this information helped to 

understand the potential extent of a population that is left out of the solar market –low to moderate 

income (LMI) homeowners. 

II. How did you connect with them?  

A member of Sustainable Windham approached the Mansfield Recycling Coordinator about working 

jointly with Mansfield on sustainability issues. Sustainable Windham was invited to a Mansfield 

Sustainability Committee meeting where a joint Solar for All campaign piqued the interest of both 

Windham and Mansfield parties. Mansfield and Windham had successfully worked together on a 

solarize campaign in 2013. Like the solarize program, the Green Bank was offering a packaged Solar for 

All program. Solar for All was specifically designed with LMI homeowners in mind. The solar vendor, 

PosiGen, had been vetted through the Green Bank, a trusted source, allowing both communities to 

focus on outreach. The Solar for All planning team included representatives from Sustainable Windham, 

the Mansfield Sustainability Committee, the Green Bank, the solar installer, PosiGen and a Sustainable 

CT equity coach. In the fall of 2019, the planning team began meeting in person to map out the 

campaign. Low to moderate income homeowners were represented in the planning team throughout 

the campaign. The original campaign plans included a kick-off event and presentations at schools and 

other community places at varying times of day and evening. The equity coach supported identifying 

LMI residents by connecting with Operation Fuel and getting a list of moderately valued homes from 

each town’s assessors departments.  Then COVID hit and the launch of the campaign was postponed. 

Anxious to offer this program, the planning team decided to run the campaign in spite of a pandemic. 

The campaign ran from June 24 to October 31, 2020. COVID offered an opportunity to stress how a low 

cost solar lease could lessen the stress of an unpredictable situation by offering lower electric bills. 

Messages were framed in this way. Having worked with other Connecticut communities, PosiGen 

reached out to Operation Fuel to locate Mansfield and Windham residents needing fuel assistance. The 

list from the assessors offices allowed a team of PosiGen canvassers to go door to door in key 

neighborhoods. COVID changed interactions with residents. Instead of an in-person kick-off event, key 

leaders in both communities that serve low to moderate income residents were invited to attend a 

webinar on the program. They were encouraged to bring Solar for All to their clients. Several half hour 

long webinars were scheduled during a lunch break or at dinner time to inform residents of the solar 

program. Phone calls and e-mails went to Human and Youth Services, Windham Area Interfaith Ministry, 

Grow Windham, Access Agency, school nurses, school principals and Town Council.  Please refer to the 

document “1.1 Optimize for Equity – 7.7 Solar For All Campaign Summary” for an outline of campaign 

activities. Campaign materials are included in action 7.7 Solar for All. 

III. What emerged from your dialogue? 

http://ww2.pschousing.org/files/PSC_2018HsgProfile_Mansfield.pdf


Over the course of the four-month campaign, the team met virtually every other week to discuss issues 

arising out of the campaign. The greatest challenge was being locked down and unable to interact in 

person with potential customers and partners. PosiGen staff offered the most direct contact with 

residents by going door to door or calling households. Team meeting discussions focused not only on 

planned webinars and activities, but also on negative participant feedback that included being pressured 

by PosiGen to sign a contract, slow response time to inquiries and poor communication about the 

installation process. During the bi-monthly meetings there were lengthy discussions about timely 

installations, communicating next steps and reasonable response times. The rate of attrition may be due 

to these issues. Understandably, PosiGen faced some difficult obstacles unique to a pandemic - finding 

subcontractors who completed their work in a timely and professional way and supply chain backlogs.  

IV. What was the result of your collaboration? 

The campaign reached 54 households interested in a rooftop solar installation. Of that, PosiGen received 

31 applications. In total there were 20 solar installations. 46% of the families that signed up were low to 

moderate income homeowners. Although the campaign ended October 31, 2020, it wasn’t until mid 

2021 when all the solar installations were completed. The planning team continued to meet virtually 

through the summer of 2021 to address repeated concerns. Eventually, the Green Bank created a 

customer survey with input from the team. The survey was sent in the summer of 2021 via e-mail and 

followed-up with a phone call reminder to complete the survey from PosiGen. Green Bank received ten 

responses. Please refer to “1.1 Optimize for Equity – 7.7 Solar for All Survey Data.” 

Based on the survey and planning team feedback, PosiGen began contacting customers regularly to 

address questions and provide updates on the installation process. A PosiGen Concierge Department 

was created to address customer concerns and explain the timeline for the installation and next steps. 

Additional measures included a rackard that was left after every field visit outlining next steps which 

allowed PosiGen to be proactive in addressing common questions. Additionally, customers received an 

“intro call” once their system was installed. These changes were a result of the feedback from the team.  

V. How will you refine, revisit, and improve?  

It was challenging to offer Solar for All during a pandemic. This type of program requires direct 

interaction with residents. Although the contractor was selected through a Green Bank bid process, the 

Town needed to look more deeply into the installer’s credentials before signing a letter of participation. 

While team members offered to contact participating households to assist Posigen in communicating 

the process and address issues, PosiGen was unwilling to share property addresses. Town 

representatives found this frustrating. All information going out to residents included contact 

information for PosiGen but did not include contact information for each of the towns. It became clear 

as the campaign progressed and patterns emerged, that residents did not know that they could contact 

their town to issue complaints or ask questions. If the town were to offer a program like this again, all 

information to residents would explicitly identify town contacts.  The Green Bank–vendor contract 

would be scrutinized and we would delay a campaign until society opened back up.    


