
ENERGY STAR

Annual Product Promotions
4th Quarter, 2019



Today’s Agenda

• What are Product Promotions?

– Benefits of participating

– How to participate

• What’s the Latest?

– Cooling

• Room AC

• Smart thermostats

• Updates: Fall Promotions

– Water Heaters

– Lighting

– Smart Thermostats

• Updates: Brand Campaigns

– ENERGY STAR Day

– Holiday

• New! HVAC Awareness Promotion
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Product Promotions

What Are the Annual Product Promotions?

• Bring together regional energy-efficiency program efforts across the country into united, 

product-focused, co-branded campaigns – timed with product seasonality.

• Reward ENERGY STAR partners by promoting their programs among our key audiences 

to drive mutual customer engagement and loyalty.

Co-Marketing Opportunities

• Facilitate and leverage promotional support from manufacturing and retail partners.

✓Media partnerships and other paid efforts, POS marketing, vast reach from earned and 
owned channels (including contractor outreach, where relevant), and more.

Resource Leveraging and Co-branding Opportunities

• Provide promotional materials and tools with compelling look and feel for effective 
consumer engagement and, ultimately, adoption.

✓Resources to support multiple media channels from retail and community events to 
digital (online and social).

What EPA Will Be Doing in the Market

• Push out through a variety of media channels that drive impressions and traffic to 

promotional ENERGY STAR webpage hub featuring partner programs. 

✓POS, online advertising, media partnerships, owned channels, and more!



• By leveraging the ENERGY STAR in 

communications, utility partners improve:

– Promotion Results

• A recent study by Focus on Energy demonstrated a 

60% increase in digital advertising click through 

rates when the ENERGY STAR logo was displayed 

on the ad.

– Program Results

• 2017 study demonstrates that when a utility 

partners with ENERGY STAR, it results in increases 

in Google searches for related items, such as 

energy efficiency and rebates.

– Customer Satisfaction

• 2017 study demonstrates consistent improvement 

in JD Power scores over time, by affecting 3 of 6 key 

measures:

» Corporate Citizenship, communications, 

customer service.

The ENERGY STAR Effect
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1. Leverage the value of the ENERGY STAR brand throughout your relevant 

program outreach activities.

– Throughout all channels where your programs are promoted.

• Display and social ads, retail, newsletters, Web, etc.

– Take advantage of our free suite of promotional assets.

• Messaging, videos, numerous digital assets (social, web buttons, 

infographics), and more.

2. During the promotional period, supplement existing program promotions 

with more in-market activity, such as social, leveraging our look and feel 

for marketing synergies.

3. Share your participation so we can feature you on our promotions page 

driving traffic to your programs!

How to Participate
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Starting Point:

We require and note 

“ENERGY STAR® 

certified” products

+ We include the 

ENERGY STAR logo on 

rebate forms and 

qualified product lists

+ We include the ENERGY 

STAR logo on POP & at 

in-store events

+ We include the ENERGY 

STAR logo and messaging 

in social media

+ We include the ENERGY STAR 

logo, tools, and messaging on our 

website = multifaceted, consistent 

messaging including ENERGY STAR

Using ENERGY STAR 

co-branding in your 

programs is a journey 

up a continuum

+ We include the ENERGY 

STAR logo and messaging 

in our online marketplace



energystar.gov/marketing_materials



How to Participate: Web

8

Ask the 

Expert 

Videos!



How to Participate: Online Marketplace
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How to Participate: Social Media
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How to Participate: In-Store Promotions and Events
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How to Participate: POP
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How to Participate: News/Press Releases
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How to Participate: Newsletter
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How to Participate: Mail Inserts
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What’s the Latest

Cooling Promotion: The Power of the Pooch



Spring 2019 Cooling Promotions | Room A/C (English)
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Social Media ads

Video and Social Media ad on 

Verve and Facebook/Instagram Video Display on Verve



Spring 2019 Cooling Promotions | Room A/C (Spanish)
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Social Media adsAsk the Expert :30 video ad on Facebook



Spring 2019 Cooling Promotions | Smart Thermostat
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Social Media ads

Video and Social Media ads on 

YouTube/Google and 

Facebook/Instagram

Display ad on Google Display Network
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OVERVIEW

Fall Promotions



Fall 2018 Water Heater Promotion
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Display ads on Google Display Network Video ad on YouTube



Fall 2018 Water Heater Promotion
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Both tactics drove web traffic to 
HPWH promotion page.

• Top-Line Performance

– 4.2MM Impressions, 350K+

Video Views.

– 22.9K Clicks to website

– This campaign exceeded

all industry benchmarks.

– These visitors spent an 

average of 2:19 minutes on 

the landing page.

https://www.energystar.gov/products/water_heaters/heat_pump_water_heaters?qt-consumers_product_tab=3&utm_source=gdn_video&utm_campaign=hpwh_promo#qt-consumers_product_tab


• Objective: Encourage homeowners to replace 

their old water heater with ENERGY STAR 

certified heat pump water heaters given huge 

savings opportunities.

– Feature Water Heater Replacement Guide.

• Approach: Increase investment in robust media 

mix to spur consumer conversion.

– Leverage successful tactics from last year.

– Supplement with additional tactics to increase 

impact.

• Paid search

• Increased partner engagement; particularly 

digital.

– Drive traffic to Guide and Product Finder.

• Timing / Targets:

– September/October

– Markets with active programs.
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Water Heaters 2019



• Integrate ENERGY STAR label and words into all your 

consumer-facing program outreach.

• Link to our Water Heater Replacement Guide from your 

websites.

• Join us in market during September – October by pushing 

out our messaging.

– Social media (stay-tuned for revised social media toolkit!)

– Paid search

– Other ideas welcome
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Water Heaters 2019: What You Can Do

New! Social Media Toolkit



Water Heaters: What Others Are Doing
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Infographic

Social

Media

Logo Lockup and 

Imagery



Spring 2019 Lighting Promotion
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Mobile Display ads 

on Groundtruth

Video ad on 

ShareThrough & 

Groundtruth

Social Media ads on 

Facebook and Instagram



• Objective:

– Capture all remaining opportunities to replace old, less 

efficient lighting with ENERGY STAR certified LED bulbs 

while we can!

• Approach:

– Continue to combine aspirational appeal of Light the 

Moment with practical benefits of low-cost, energy-

saving lighting.

– Focus on hard-to-reach where household penetration 

opportunities are greater; expanding from LMI to 

Spanish speaking and elderly.

– Deploy strategic media mix to effectively reach these 

segments.

• Timing/Targets:
– October/November

– Markets with active programs and relevant customer 

segmentation DMAs.

• Striving Conservationists

• Aspiring Energy Savers

• Sustaining Seniors

Lighting 2019
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• Integrate ENERGY STAR label and words into all your consumer-facing 

program outreach.

• Link to our Choose a Light tool from your websites.

• Join us in market during October – November by pushing out our messaging.

– Social media (seasonal moments all year round)

– Light the Moment video

– In-store messaging

– Other ideas welcome
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Lighting 2019: What You Can Do



• Product Finder

– Including even 

more buy downs 

from participating 

partners

• L’image

• Globe

• GE Lighting

Lighting 2019: What You Can Do
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Lighting: What Others Are Doing
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Newsletter Worksheets

Social 

Media

Retail



• GE Light the Moment pallets 

and displays are currently in 

hundreds of Lowe’s and 

Walmart stores.

• Dollar stores continue to 

increase the stock of  

ENERGY STAR bulbs across 

the country. These bulbs, in 

many cases, are branded 

with Light the Moment.

– L’Image Home Products

– Globe
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Lighting 2019: What Others Are Doing



• Objective: Increase adoption among consumers most likely to seek smart 

thermostats for their homes.

– Focus on eco-conscious homeowners.

• Approach: Ramp-up media with a focus on environmental benefits and a mix that 

engages at key points along the customer journey to purchase.

• Timing/Targets:

– October/November

– Markets with active programs and relevant customer segment DMAs.

Smart Thermostats 2019
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Smart Thermostats 2019: What EPA is Planning 

• Display and Video Advertising

– Attract and educate on Smart 

Thermostats benefits via online 

display & video ads. 

• Paid Social 

– Leverage compelling visual ads 

with environmental impact 

messaging on Facebook and 

Instagram.  

34

• Paid Search

– Bring in highly qualified consumers who are actively researching Smart Thermostats 

and more primed for purchase.  

• Content Marketing 

– Share educational content via e-mail and online research/review sites.

• Amazon, Best Buy, Lowe’s, The Home Depot, Sears, etc.

• Online marketplaces

• CNET, The Wire Cutter, The Verge, Engadget, etc.

• Website Optimization 

– Create a compelling and conversion-focused campaign landing page to incent purchase 

featuring rebates.



• Integrate ENERGY STAR label and words into all your consumer-facing 

program outreach.

• Since the majority (75%) of smart thermostats sold at retail (mostly online) 

AND shoppers research online prior to purchase; EPA recommends a online 

digital strategy leveraging ENERGY STAR and our tools, as needed.

– Web buttons, widgets and other digital graphics & educational content; and new 

content widget.

• Join us in market during October – Holiday by pushing out our messaging.

– Social media (stay-tuned for revised social media toolkit leveraging new concepts!)

– Paid search

– Other ideas welcome
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Smart Thermostats 2019: What You Can Do

New! Social Media Toolkit



Smart Thermostats: What Others Are Doing
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Social MediaLogo Lockup and Imagery



OVERVIEW

Brand Campaigns
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Paid Social Static ad

on Facebook

Video ad

on Facebook

• Top-Line Performance:

– 3.78M impressions

– Drove 21,252 clicks to 

energystar.gov/saveforgood landing page

• Lowest CPC of any campaign to date



ENERGY STAR Day 2019
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• Objective: 

– Celebrate the benefits of energy-efficiency with ENERGY 

STAR through collaborative broad public awareness 

campaign coupled with complimentary targeted 

outreach to underserved customers that can benefit the 

most.

▪ Utilize customer segmentation data for underserved 

targeting Striving Conservationists.

• Approach:

– Continue to leverage aspirational appeal of Save Today, Save Tomorrow, Save for Good.

• General and targeted outreach driving traffic to product finder with ENERGY STAR Day call-out 

and participating partner programs / offerings. 

• Also include outreach to Spanish-speaking audiences

• Deploy strategic media mix to effectively reach all targets

– Collaborate with partners to expand reach and to offer relevant services.

• Make participation easy by simplifying the “ask” focusing on sharing the ENERGY STAR Day 

video.

• Interested partners can also leverage other toolkit assets and the ENERGY STAR pledge.

• Timing/Targets:
– October/November
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ENERGY STAR Day 2019



ENERGY STAR Day: What Others Are Doing
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TV News Segment 

ENERGY STAR Day 

Video

Social Media



2019 Holiday Campaign
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• New! Holiday campaign concept

• Objective: 

– Promote ENERGY STAR certified 

products during the holiday season as 

the perfect gifts for your loved-ones’ 

world and our world.

• Approach: 

– Raise awareness about the benefits of 

ENERGY STAR certified products as 

holiday gifts.

– Leverage the holiday spirit by making 

the connection between great gifts that 

also help protect the environment.

– Drive clicks to the ENERGY STAR 

Holiday Gift Guide, 

energystar.gov/holiday.



Holiday: What Others Are Doing
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Web with 

Holiday Rebate 

HighlightSocial Media
Press Release



• Q4 2019 Phase I: Increase awareness 

of the energy-saving and other 

benefits of ENERGY STAR certified 

air source heat pumps (ASHP)

– Focus on huge savings potential of 

new ASHP as replacement for old 

ASHP.

– Feature new replacement savings 

tool and HPWH Product Finder.

• An interactive, mobile friendly tool 

that will calculate the savings 

associated with replacing your old 

heat pump and address key 

purchasing considerations.

• Q4 2020 Phase II: Expand to include 

cold climates.

NEW! HVAC Awareness Promotion
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Other Opportunities for Collaboration
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• Best Practices in Co-branding with ENERGY STAR

– An opportunity for partners to work more closely with EPA ENERGY STAR on energy-

efficiency outreach to improve both customer engagement and satisfaction

– Collaborate on marketing tactics and materials to increase partner effectiveness 

in driving conversion as well as improving consumer engagement and overall 

satisfaction.

• Leveraging EPA ENERGY STAR’s marketing expertise and customer segmentation data. 

• Leverage EPA ENERGY STAR Web Resources

– Facilitate a discussion between your Web representatives and EPA to learn about all 

the free tools, content, APIs, and more to enrich your websites, increase traffic, and 

ultimately overall program effectiveness.

ENERGY STAR certified

Pop-Up Logos

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjProb5oYriAhUHvFkKHXOLA_oQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Energy_Star&psig=AOvVaw1m8dkfSduzJVe-gChXeeVL&ust=1557347572992488


Thank You! 

Questions?

Jill Vohr

U.S. Environmental Protection Agency 

202-343-9002

Vohr.Jill@epa.gov

ENERGY STAR  Regional Account Manager

eeaccountmanager@energystar.gov
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