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Agenda

1. Promoting a Clean Energy Future
e Mission
 Key Consumer Research Learnings
e Consumer Education Campaign Overview

2. Campaign Performance
* Fall 24 Overview

3. Opportunities to Capitalize



Clean Energy Future

Nationwide Efficient Decarbonization



Opportunity for Efficient Decarbonization

More than 70 million
A single family homes in
America need
efficiency upgrades




Our Mission: Address Barriers to Adoption

Information Transactional
Barrier Cost Barrier Barriers

Easy Access to v
Targeted IRA Tax oroducts, Widespread

Consumer Efficient
Education from Decarbonization
a Trusted Source of U.S. Homes

Credits and incentives, &
Rebates trained installers
in my zip-code

Why Sh0U|’d |. dp How can | How do | get
this? What's in it afford it? this done?
for me? _
This seems

complicated.
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Consumer Centric Research Methodology

e Gauge awareness, attitudes, and behaviors e Length: 45 minutes
around Home Energy Upgrades, Efficient « Format: Online qualitative discussions in
Electrification, Heat Pump Heating/Cooling & C+C's proprietary MROC, Market Research
Water Heating Online Community

e Understand homeowners’ attitudes and « Sample Size:

feelings about the transition to the clean
energy future and incentives

 Inform communications, with a specific focus
on overcoming barriers relative to energy-
efficient upgrades with the help of
incentives

e N=75Homeowners
e English- and Spanish-speakers
 Audience: All incomes with focus on LMI

(low-to-moderate) income single-family
homeowners

*Income limits were calculated using FY 2023 low-income limits (80% of area median income) set by the Department of
Housing and Urban Development (HUD). Low-income is defined at the regional level, using averages of state level limits for
both metro and non-metro areas.



Key Learnings: Electrification Attitudes
& Framing

There is broad support for the concept of Electrification,
and an interest in learning more.

Given high interest and questions, a trusted resource will
be critical to answer questions and build broad-based
consumer confidence and support.

Messaging should be clear and free of jargon, leveraging
concepts related to a strategic transition toward a clean
energy future.

ENERGY STAR's environmental mission and energy
expertise make it a trusted resource on electrification.



Key Learnings: Barriers/Motivators

Barriers Motivators
Informational: Lack of Benefits: Energy savings, home comfort,
Awareness/Interest/Skepticism reliability, health, environment
Cost: Product & Installation Costs, Incentives: Rebates, tax credits; Instant
particularly first cost rebates most incentivizing
Transactional: Project overwhelm; Resources: Information from trusted
Lack of supporting installers messengers; Access to supporting

contractors



10

Clean Energy Future Campaign

* An overarching consumer education campaign that builds off of the
excitement around the clean energy future and access to new
Incentives to inspire audiences to learn more and take action.

Educates on benefits to overcome information barrier
Delivered from a trusted source to engage

Leverages key motivators to drive demand

Strategically targeted to optimize adoption

Multi-phased to take advantage of ripe markets for adoption

o & =



Multi-year outreach effort leveraging paid media to build awareness,
engage, and activate consumers around efficient electric home upgrades

Build awareness of the Awareness Tactics

. benefits of the clean Over-The-Top - OTT and
Build Awareness energy transformation [N SR
and available incentives

Engage consumers with Engagement Tactics

prc_)V|des information and Instagram)

guidance and moves them :

closer to action Display banners
Activate and drive conversion with Conversion Tactics
targeted CTA and access to incentives, Display banners
retailers/distributors and installers on Paid Search

energystar.gov/HomeSavings Partner co-marketing
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Video to Raise Awareness

e OTT (Over-The-Top) & Pre-Roll video best
known for increasing awareness/driving
Interest by reaching audiences at home via
streaming content across a variety of devices

e Mobile phones, Set-Top Boxes, Desk/Lap Tops, etc.

* Network and show inventory is curated based
on where the audience watches

* Premium inventory: Discovery, A&E, etc.

Example Creative



Start Your Clean Energy Future Today
ENERGY STAR Video Link


https://youtu.be/leGuUUmLP_Q
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Social Media to Engage

Example Creative (Static — Facebook)

Example Creative (Static — Instagram)
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Standard Display Banners to Incent Clicks

Heat Pumps Heat Pump Water Heaters
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Responsive Display to Optimize Messages

Heat Pumps Heat Pump
Water Heaters



Paid Search to Drive Action on Landing Page

o Keyword Categories
o Clean Electric
o Tax Credits
* Rebates
 Home Upgrades
» Heating and Cooling/HVAC
e Heat Pump
* Heat Pump Water Heater

Example Creative
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Clean Energy Future Campaign Launch

« May 30™ launch geo-targeted to where there are the most
favorable market conditions for efficient electric upgrades

 Warm vs cold climate
» Higher consumer acceptance hurdle for heat pumps in cold climates
» Higher first cost for cold climate heat pumps
 Electric heat/water heating dominates
» Simpler transaction without fuel switching
e Prevalence of homes with central A/C + existing duct work

e CAC and heat pump technology are basically interchangeable with
limited added cost

 Energy bill savings realized with upgrades
 Electric space and water heating replacement: up to $1277/yr.
» (Gas space and water heating replacement: up to $652/yr.



Campaign Performance

Insights to Inform Fall Campaign



Top Line Performance (all channels)

 The ENERGY STAR Clean Energy Future (CEF) campaign delivered 54% more
impressions and 20% more clicks than planned, which is attributable to insight-
Informed messaging that resonated with our audience, coupled with strong

media strategy and effective audience targeting that enabled a highly cost-
efficient reach.

Metric _______|Planned _______|Actual ______|Difference ____
Impressions 29,275,000 45,191,909 54.37%

Clicks 557,250 671,344 20.47%



Spring CEF Campaign Performance all Channels

Platform Impressions | Clicks CTR Video Web
‘ ‘ ‘ Views Engagement

ALL MARKETS

Paid Search 73,565 9,104 12.38% 35.92%
OTT/Pre-Roll Video 2,351,573 1,717 0.07% 2,067,378  22.20%
Meta Video 361,730 89,5651 4.96% 102,715 7.50%
HEAT PUMP

Google Banners 7,841,302 104,220 1.33% 42.57%
Google Responsive 6,045,458 152,158 2.52% 25.82%
Meta Image Ads 6,628,121 35,758 0.54% 6.60%
HPWH

Google Banners 8,327,687 102,053 1.23% 25.52%
Google Responsive 6,487,831 140,924 2.17% 21.96%
Meta Image Ads 7,074,642 35,859 0.51% 6.00%

CAMPAIGN TOTAL 45,191,909 671,344 1.49% 2,170,093




Top Performing Channels

e Over-The-Top & Pre-Roll Videos

e Generated 2.3 mm video views

e Achieved exceptional Video
Completion Rates (VCR) of 98%
and 83%, exceeding benchmarks
of 90% and 80%
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Top Performing Channels

« Standard & Responsive Display
Banner Ads

e Drove nearly 500,000 clicks and
high engagement rates on
energystar.gov/HomeSavings

e Achieving up to 6X the .49%
Click-Through-Rate
benchmarks with Heat Pump
Responsive Display at 2.52%
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Top Performing Responsive: Heat Pump

Improve Home Comfort & Health Best
Upgrade to ENERGY STAR & Save  Good
Save with Tax Credits, Rebates Good

Reduce Your Climate Impact Good

Best Good Good

Description Performance

Find incentives on super-efficient heat pump HVAC with the ENERGY STAR home savings tool Best
ENERGY STAR certified heat pumps are super efficient and provide year-round savings Good
Energy-saving heating & cooling is now more affordable with special governmentincentives Good

Replace your cooling system with an ENERGY STAR certified heat pump to save energy & money  Good
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Top Performing: Heat Pump Water Heater

Upgrade to ENERGY STAR & Save  Best

Save with Tax Credits, Rebates Good
Get Hot Water & Hot Savings Good
Reduce Your Climate Impact Good
Best Good Good
Energy-saving water heaters are now more affordable with special government incentives Best
Choose an ENERGY STAR certified water heater & save $1,000's in energy costs + incentives Good
Get fast pay back with an energy-saving ENERGY STAR certified water heater + incentives Good

Find incentives on super-efficient water heaters with the ENERGY STAR home savings tool Good



Top Performing Paid Search Keywords

 Paid Search drove highest CTRs, particularly terms related to incentives and
specific products

e 12+% CTR, 4x higher than the benchmark of 2.4%.

e Tax credit * Energy efficient home improvements
e Energy efficient HVAC  Electric heat pump

* Energy efficient appliances  Electric water heater

e Heat pump water heater e Energy saving solutions

* Air source heat pump e Heat pump HVAC

* Energy efficient heating and cooling * Energy rebates
» Energy efficient kitchen appliances
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Key Performance Takeaways

1.

2.

3.

4,

.

OTT & Pre-Roll: High engagement indicates that the content is highly
captivating and retains viewer interest until the end.

e Continue video ads to draw audience into the funnel

Display: High click rate well above the industry standard indicates that the

ads are highly relevant and engaging to the target audience.

e Continue display prioritizing best-performing images/messaging

Paid Search: Product-related keywords performed better indicating users

are actively seeking information about products and incentives.

e Focus on high-intent keywords like "energy efficient HYAC" to attract
more users who are in the market

Display & Paid Search resulted in highest engagement on

energystar.gov/HomeSavings vs Meta.

Prioritize to drive more conversion

Consider additional tactics to reach in-market consumers.



Clean Energy Future Campaign: Fall Overview

Campaign Objective

Drive consumers to the new Home Improvement Savings web
tool to access available incentives/resources and take action.

Target Audience

Focus on lower in the funnel moderate to upper income
homeowners who are in market/interested in home
improvement, heating & cooling equipment, and energy
efficiency.

Approach

Leverage high-performing tactics from the spring campaign to
target decision makers via OTT, Google Paid Search, Display,
and NEW: Nextdoor to increase reach among homeowners
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Nextdoor

Nextdoor is a powerful platform for reaching middle

and upper-income homeowners

 Engage homeowners interested in home maintenance,
safety, and neighborhood services.

* Influence homeowners who value local recommendations
and community-focused products.

900/ * 90%-+ of Nextdoor users are the main or joint Sample Nextdoor ad
0 shopper for their house.

77 % e 77% of Nextdoor users are homeowners

* Metrics from Nextdoor



Opportunities to Capitalize

For Partners and Other Stakeholders
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Integrate Offerings Into
Home Savings Web Tool

Optimize Program Design
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Integrate Offerings Into
Home Savings Web Tool

Arm Sales Associates/Pros
with Sales Tools

Optimize Program Design

Increase Work Force/Pro
Training
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Integrate Offerings Into . ,
Optimize Program Design

Home Savings Web Tool

Arm Sales Associates/Pros Increase Work Force/Pro
with Sales Tools Training

Leverage for

/”creased COHSumer Feature ENEHGY STAR
Engagement

Nationwide Efficient Decarbonization



Thank you!

Vohr.Jill@epa.gov

CGage@cplusc.com



mailto:Vohr.Jill@epa.gov
mailto:Cgage@cplusc.com

ENERGY STAR" Day is October 9th Email vohr.jill@epa.gov

: _ _ If you're participating!
Join your fellow ENERGY STAR Partners in promoting the

equitable access to the benefits of energy efficiency and help
all Americans take part in the Clean Energy Future. Let's
leverage our collective outreach power to make a difference!

\

Scan QR Code
to download the

ENERGY STAR
Day Toolkit
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