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STATE OF THE REGION 

PROGRAM GOAL 

Drive market adoption of energy-
efficient homes in new construction. 
 

MARKET SNAPSHOT 

22,300 Certified single-family homes since 2005 

1,190 Multifamily certified homes 

161 Builders 

37 Rating organizations 

 



STATE OF THE REGION 

2007-2008 

Develop marketing 
messaging; co-op 

2009-2011 

Regional mass 
consumer marketing 

2011-2012 

Program rebranded, 
templates developed 

2012-2013 

Use ENERGY STAR to 
introduce next tier 

MARKETING PROGRESSION 



TODAY’S MARKET 

 High regional consumer demand for energy efficiency 

 Mature program, relatively educated market 

 Four-state region, several players 

 Decrease in builder participation 

 Aggressive Northwest codes & cycle timelines 

 Several local green labels, programs 
 

STATE OF THE REGION 



STATE OF THE REGION 

CONTINUINING TO RAISE THE BAR 
 

Using ENERGY STAR as its launching pad, NEEA is looking at 

the next wave of building products and practices that will 

continue to improve energy efficiency in new construction and 

influence codes. 

 

Market education and awareness today will help increase 

adoption tomorrow. 
 



CAMPAIGN OBJECTIVE 

INTEGRATED CONSUMER 
MARKETING CAMPAIGN 
 

Generate consumer & builder 
awareness for advanced 
building practices 

 

 Paid media 

 Public service announcements 

 Public relations 

 Local events 



 Ashland, OR 

 Plain Hills, OR 

 Olympia, WA 

 Seattle, WA 

 Coeur d’Alene, ID 

 Ennis, MT 

 Portland, OR 

 Billings, MT 

 

 
 

BUILDERS FEATURED (2012-2013) 

GEOGRAPHICAL COVERAGE 



DEMOGRAPHICAL COVERAGE 



PROJECT PROFILES 



EDUCATION 



MESSAGING 



TRAFFIC: PAID MEDIA 

OPTIMIZE, OPTIMIZE, OPTIMIZE 
 

Channels: 

 Zillow 

 News: LP, lifestyle, home & garden 

 Behavioral targeting 

 

Ad types: 

 Video streaming 

 Sliding billboards 

 Banner ads 

 TV 

 



TRAFFIC: EARNED MEDIA 

STORY TELLING  
VS. NEWS 
 

Story packets, including 

editorial content and 

side-bar stories, pitched 

to print publications, 

blogs, and news groups. 

 



TRAFFIC: LOCAL EVENTS 



CUSTOM COLLATERAL 



RESULTS 

YEAR OVER YEAR SUCCESS 
 

 
METRIC 2012 2013 

# projects 6 3 

Paid media impressions 18.9M 12.4M 

Timeline Aug-Dec Apr-Jun 

PSA value $600k $700k 

Press coverage 38 stories 16 stories 

Website traffic 72% increase 292% increase 

Click-through rate 0.21 0.25 



RESULTS 

EARNED MEDIA 
 

 Online banner ads: largest traffic driver 
 

 High-impact ads (sliding billboards, page takeovers): 60% of 

clicks, only 5% of budget 
 

 Video pre-roll, post-roll ads: second best performing ads 
 

 Behavioral targeting ads: Low click-through rates, long time 

on site, more qualified leads 
 

 Television ads: effective for spreading awareness; low traffic 

but long time on site (avg. 4:22) 
 



 

 A campaign without carrots. You don’t need prizes to 

achieve results. Determine your objectives. 
 

 Vet your projects. Identify invested partners who you can 

help elevate and are committed to the campaign. 
 

 You’re on the builder’s timeline. Working with projects in 

construction phase resulted in a lack of control over schedules. 
 

 Allow plenty of lead time for press pitching. Story packets 

were highly successful, but slower to generate press. 
 

 Creative has a shelf-life. By the third month, we saw a 

decrease in click-through rates for online ads. 
 

IN HINDSIGHT 
 



 

THANK YOU! 
Erin Diamond, Program Manager, Efficient Homes Initiative 
ediamond@fluidms.com, 971.409.6076 
 

Renee Yama, Marketing Acct. Manager, Efficient Homes Initiative 
ryama@fluidms.com, 503.688.1556 
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