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Overview 

• The New Value PropositionThe New Value Proposition 
• Market Challenges and Opportunities 
• New Consumer Brochure 
• Other New and Updated Marketing andOther New and Updated Marketing and 

Educational Resources 



      

  
 

The New Value Proposition 

If you want your homes to be:If you want your homes to be: 

Affordable Comfortable Durable 

Building science says to have a: 

Complete Complete 

1 2 3 

Complete 
Thermal 

Enclosure 
System 

Complete 
HVAC System 

Complete 
Water 

Management 
SystemSystem System 



  

       

 

The New Value Propositionp

• Value for BuildersValue for Builders 
– Better quality and process control 
– Reduced costs from warranty issues & customerReduced costs from warranty issues & customer 

complaints 
– Maximum value for money invested 
– Reduced callbacks for comfort issues 

• Value for Homebuyers 
– Lower utility bills 
– Better comfort, durability, and quality 

A  li  bl  h– A more livable home 





Market Challenges and 
O  t  iti  Opportunities 
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Marketing Challenges and 
OpportunitiesOpportunities 

• Challenges: 
– Existing vs new construction Existing vs. new construction 
–	 Many consumers don’t understand ENERGY STAR certified 

homes 
– Many sales staff don’t know how to sell ENERGY STAR certified Many sales staff don’t know how to sell ENERGY STAR certified 

homes 
–	 There are other “green home” options 

• Opportunities: 
–	 ENERGY STAR homes is currently at more than 25% market 

penetration 
– More than 1.3 million ES homes built to date 
–	 Many large and small builders committed to ENERGY STAR 
–	 New spec. saves more energy and carbon emissionsp  gy  
– ENERGY STAR is a well recognized, government-backed brand 



   

        

 

Sources: NAHB June 2011, Pacific Northwest 2011 

Consumers Market Research 

• Market research shows that:Market research shows that: 

– Despite the fragile housing market, consumers still 
have a strong emotional desire to own a home.have a strong emotional desire to own a home. 

– Americans have an increasing interest in purchasing 
“green” products.green products. 

– Americans have a greater interest in energy-efficient 
homes than “green” homes.g



Consumers Market Research 
(cont.)( ) 

– Nearly 91% of new home purchasing decisions arey p g 
made or influenced by women (Source: NAHB August 2010) 

– Single women represent the second largest homeg p g 
buying demographic next to married couples (Source: 
MSN Real Estate 2010) 

f– Unlike men, women will read every word of a 
marketing piece, hang onto it, and show it to their 
friends (Source: NAHB August 2010)( g ) 



    

   

The New Marketing Opportunity 

• Partners have an opportunity to appeal to the 
emotional desire for homeo nership hileemotional desire for homeownership while 
presenting a rational argument for energy efficiency. 

•	 By offering better energy savings, ENERGY STAR 
bridges the gap between what consumers want and
what they can affordwhat they can afford. 



mer  Ne Cons Marketing New Consumer Marketing 
Materials 



  
Evolving ENERGY STAR New 
Homes Marketing MaterialsHomes Marketing Materials 



 

        

   

New Consumer 
Messaging Platformg g

• Marketing ObjectiveMarketing Objective 
– Aspirational and Emotional Appeal 

• Tie into the home ownership desire for performance,Tie into the home ownership desire for performance, 
durability, and comfort with an emotional hook. 

– Rational Appeal 
• Make a rational case for energy efficiency that builds on 

building science, quality assurance, third party 
verification. 

– Leverage the ENERGY STAR Brand 
•	 Develop a look and feel that falls within the guidelines 

f th ENERGY STAR b dof the ENERGY STAR brand. 



 

    

 
 

 

New Consumer 
Messaging Platformg g

• Market DemographicsMarket Demographics 
– 2009 data that shows that on average buyers of new 

homes are: 
• About 42 years old. 
• Average household income of $101,811.  
•• Average purchase price of $315 395 Average purchase price of $315,395. 

– New homes accounted for about 17% of homes sold. 

• Target SegmentTarget Segment 
– A new home buyer who seeks and places added 

value on personal and family comfort, lasting quality, 
energy efficiency and environmental protection. 



New Consumer 
M  i  Pl  tf  Messaging Platform 
Initial Creative Concepts 



 
New Consumer 
Messaging PlatformMessaging Platform 

Initial Creative Concepts 



 

    

 
  

        

   

  
• It meets rigorous new government-backed 

requirements for energy efficiency. 

quality is built-in and will last for years to come. 
• It provides added comfortIt provides added comfort. 

New Consumer 
Messaging PlatformMessaging Platform 

Creative Concept: Better is better Creative Concept: Better is better. 
•Differentiation 

A ENERGY STAR tifi d h i– An ENERGY STAR certified new home is 
simply better. 
• It supplies the peace of mind because genuine• It supplies the peace of mind because genuine 
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New Consumer 
Messaging Platformg g

• Positioning 
– An ENERGY STAR certified new home brings you 

peace of mind by delivering the promise of better 
energy efficiency and so much more.energy efficiency and so much more. 

– It’s also your assurance of better quality and 
durability, better comfort, better systems, a better 
vallue ffor todday, andd a bbetter iinvestment ffor 
tomorrow— plus a label backed by the Environmental 
Protection Aggency  (  y (EPA)). 

• Tone 
– Confident, reassuring, informative, trustworthy,Confident, reassuring, informative, trustworthy, 

authoritative, approachable 



   

        

  

tried-and-true, integrated construction 
practices are used from the ground up.g

2.Enduring Quality 
3.Wall-to-Wall Comfort 

New Consumer 
Messaging Platformg g

• Hook: Better is betterHook: Better is better. 
– An ENERGY STAR certified home is always 

built better and built to last because the bestbuilt better and built to last because the best, 

• Four Pillars 
1.Peace of Mind1.Peace of Mind 

4.Proven Value 



New Consumer Brochure 
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New Consumer Brochure 

• Peace of Mind • Peace of Mind 
– The result of a 

home that’s built home that s built 
better 

• Confidence 
• Rigorous 

requirements 
• Independent testing 

and inspection 
• Homeowner• Homeowner 

satisfaction 



 

New Consumer Brochure 

• Enduring QualityEnduring Quality 
– Better systems make all 

the difference 
• Built to Last 
• Integrated Systems 

Approachpp
• Energy-Efficient Features 



   
 

 

New Consumer Brochure 

• Wall to Wall ComfortWall to Wall Comfort 
– A better way to live 

• Better than older, in-
efficient homes 

• Satisfaction 
• A home that doesn’t leak 

and reduced indoor 
pollutants 

• Consistent temperaturesp



 

  

 

New Consumer Brochure 

• Proven ValueProven Value 
– A better investment for 

today and tomorrow 
• Better value 
• Use 20-30% less energy 
• Reduced utility billsReduced utility bills 
• Lower maintenance costs 
• Trusted ENERGY STAR 

labellabel 



New Consumer Brochure 



   

 

New Consumer Materials 
Under Development in 2012Under Development in 2012 

• Consumer Video 
• Online House Illustration 
– Draft ConceptDraft Concept 



 
New Consumer 
Outreach MaterialsOutreach Materials 

• Factsheets 
– Thermal Enclosure 
– Water Management 
– Heating and Coolingg g 
– Lighting and 

Appliancespp
– Independent Testing 

and Verification 
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New Consumer 
Outreach MaterialsOutreach Materials 

• HomeownerHomeowner 
Certificate 
– Details the standardDetails the standard 

features of an 
ENERGY STAR 
Home 

– Includes a HERS 
Index that shows a 
homes HERS score 



Other New and Updated 
Marketing and Educational 

ResourcesResources 
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Other Resources 

• EPA will continue to offer free training viaEPA will continue to offer free training via 
webinars including topics on: 

Technical specificationsTechnical specifications 
– Sales and Marketing 

Special Interest Topics (TRCs)– Special Interest Topics (TRCs) 
• Program design best practices 



 

ENERGY STAR Logosg

• Partners can download logos via their My ENERGY 
STAR Account (MESA) energystar.gov/mesa: 

Promotional Mark 
Partnership Mark 

Certification Mark 

Partners must use logos in accordance with our 
logo guidelines (energystar.gov/logos) 



ENERGY STAR Logos (cont.)g ( ) 

20th Anniversary Mark (horizontal) 

Designed to Earn logo – for verified home plans 

Partners must use logos in accordance with 
our logo guidelines (energystar.gov/logos) 



    

ENERGY STAR Logos (cont.)g ( ) 
• Using the ENERGY STAR Marks: Quick Reference 

Guide for New Homes PartnersGuide for New Homes Partners 



  
Partner Resources on the 
ENERGY STAR Website ENERGY STAR Website 



New ENERGY STAR Website for 
HomebuyersHomebuyers 



Partner Locator 

• http://energystar.gov/partnerlocatorp  gy  g  p  



Stay Connectedy

• Follow us on Twitter: 
http://twitter.com/energystarhomes 



Stay Connectedy
• Follow us on Facebook: 
http://www.facebook.com/energystar 



Questions?Q

Contact Information 
Brian Ng 
ENERGY STAR New Homes Communication Coordinator, EPA 
e: ng.brain@epamail.epa.gov p: 202-343-6192 

Joel Machak 
Executive Creative Director, Crosby Marketing 
e: jmachak@crosbymarketing.com p: 410-626-0805 

Jessica Steiner 
Marketing Project Manager, The Cadmus Group 
e: jessica.steiner@cadmusgroup.com p: 703-247-6168 


