
Presenting the 
2004 ENERGY STAR® 

Change a Light, Change the World 
Campaign

Wendy Reed, US EPA
202-343-9122 / reed.wendy@epa.gov



2

What is Change a Light, 
Change the World?

Nationally coordinated effort each fall 
to encourage every American to 

make their next light an ENERGY STAR®, to 
Change a Light and Change the World.
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What is Change a Light, 
Change the World?

• Why Change a Light (or 5, for that 
matter)  
– Save more than $60 every year in 

energy costs
– Help prevent air pollution equivalent to 

the emissions from 8 million cars
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What is Change a Light, 
Change the World?

• Oct. 1- Nov. 30, national campaign acts 
as “umbrella” under which organizations 
participate individually or together:
– 3rd party campaign sponsorship and joint 

timing offers unique marketing and PR angle
– Supported by national PR push, partner 

“matchmaking,” free creative materials and 
array of in-store promotional tactics

– Executed by partners locally/nationally 
through in-store promotions and PR outreach
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My Role

• Co-manage campaign
• Develop CAL CD
• Lead national PR strategy
• Support regional efficiency 

programs with promotional 
ideas/tactics and PR guidance
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How was Change a Light 2003?

• National media coverage:
– TV: More than 80 broadcasts 

featuring energy-efficient lighting, 
reaching more than 2 million 
viewers

– Radio: More than 900 broadcasts, 
reaching more than 6 million 
listeners

– Print: Nearly 1.2 million impressions
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How was Change a Light 2003?

• Great participation:
– Thousands of retailers
– 18 lighting manufacturers
– 85 regional programs/utilities/states
– Nearly 100 showrooms made aware

• Strong regional and national sales 
• Many regional PR events
• Tremendous increase in national 

consistency of messaging
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How was Change a Light 2003?

• Award winning for partners...four awards 
for excellence in campaign participation: 
– Ace Hardware
– The Home Depot (for Cool Change, too)
– Efficiency Vermont
– Southern Minnesota Municipal Power Authority 

(for 3 campaigns)
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What’s new for 2004?

• National PR Plan: we’re all about a national “hit” in 2004!
– National morning show pitching ongoing
– Home improvement TV shows being approached
– National Public Radio story pitch
– Long lead consumer publications outreach
– Lighting trade publications outreach
– National Radio News Release carrying CAL message
– Targeted local print and radio outreach

• Working with partners
– For REPS: We’ll contact you for story integration if considering

your market for radio and print + CAL PR calls ongoing
– EPA spokesperson can be provided for CAL PR events
– Brainstorming with EPA and PR consultants...have ideas or need 

help creating some?  Contact me!
– Public relations kit 
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What’s new for 2004?

• Customized Guides to Capitalizing on CAL 2004 
(on CAL CD):
– 3 campaign basics answering, “If you do nothing else,...”
– Promotional tactics for taking CAL in-store 
– Quick view of CAL marketing and PR templates (note: last 

year’s “look and feel” back by popular demand)

• Lighting showroom / display promotional package, 
with 3 new items:
– Fixtures brochure template
– Poster template
– Colorful hang tag templates

• PR Media Kit on CAL CD
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New: Campaign Basics

Three easy ways to tie your PR and marketing efforts to the campaign:
Basics of Participation

1. Use the Call-to-Action language (where appropriate):
– When creating PR, marketing, or promotional materials that you consider 

part of campaign participation—distinguish from “business as usual”
– Marketing: “Make your next light an ENERGY STAR”
– PR: “The U.S. EPA and U.S. DOE are encouraging every American 

home to change their 5 most frequently used lights...” 

2. Use Change a Light Promotional Mark:
– Use the Change a Light, Change the World mark in PR and 

marketing/promotional materials you define as part of your participation 

3. Define ENERGY STAR® as U.S. government: 
– Use the “voice of authority” building block as is or as text when defining 

ENERGY STAR (“Products that earn the ENERGY STAR meet strict 
energy efficiency…”)
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Delivering on the Basics: 
3 Building Blocks 

1. Change a Light 
promotional marks

2.  Change a Light mark 
and Voice of Authority

3. Change a Light mark, 
Voice of Authority, 
and call-to-action 
message

* All building blocks are available in cyan & black 
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New: Promotional Tactics

• On message, turn-key 
promotional tactics to 
bring Change a Light 
campaign in-store:

• Sweepstakes / 
Giveaways

• Community Tie-Ins
• In-store events
• Cross-category 

promotions w/lighting 
as lead
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New: Showroom/Display Suite

Fixture Brochure

Showroom Poster

Hang Tags

Window Decal and/or Stand-Up Card 
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New: Colorful Hang Tags

Print (and co-brand) these 
colorful hang tags for display Front 

Options

Back 
Options

Customize with your logo, 
product, and message
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New: Public Relations Kit 
on CD

Kit includes:
1. Campaign 

Backgrounder
2. Press Release 

Template
3. Top 10 Ways to 

Save with Lighting

PR Campaign Essentials: 
3 Easy Guidelines 
Document on CD
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Also on CD

• Key marketing language
• Five fact sheets

– CFLs, Fixtures Generally, Outdoor, 
Decorative, and Torchieres 

• Bill stuffer
• Print ads for bulbs and fixtures
• General lighting handout
• Online lighting calculators
• Product images
• Web banners
• Infographics



18

Bill Stuffer

Customize with your logo(s), products, and message

Distribute customized bill 
stuffers
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Fixtures-Focused Print Ads

Customize with your logo, product, and message

Both Print Ad layouts available in 2 & 4 color, 8.5” x 11”
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Bulbs-Focused Print Ad

Customize with your logo(s), products, and message

Co-brandable print ad

• Note: Can be used for 
bulbs and/or fixtures
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General Lighting Handout

Versatile two-sided handout 
illustrating benefits of fixtures, 
bulbs and ceiling fans with 
lighting

Contains “look for lumens, not 
Watts” message and lumen 
chart

Text version also provided
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Fixtures-Focused Web Banner
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Bulbs-Focused Web Banner
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Infographics for Anywhere

Clearly illustrate energy and money savings potential 
offered by ENERGY STAR qualified lighting products 

Energy Savings - Fixtures

Long life - bulbs

Money Savings Energy Efficiency - light vs. heat
Time Savings - Bulbs
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Get started!

• Make sure your organization 
received a CAL CD at registration

• Get more information (live in 2-3 
weeks): 
energystar.gov/ nationalcampaigns
(click on Change a Light)
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Thanks!

• For helping to spread the word 
about ENERGY STAR and 
encouraging your customers 
this fall to Change a Light and 
Change the World
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