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Today’s Session y

• ENERGY STAR Today 
• Guidelines for Using the ENERGY STAR 

– ENERGY STAR Marks 
– Avoiding Logo Misuse 
– Great Examples 

• Energy Efficiency Program Sponsors 
• Retailers 
• Manufacturers 

• Join Us! 
– ENERGY STAR Reaches Out To Consumers 
– Change the World, Start with ENERGY STAR Campaign 
– Resources 
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ENERGY STAR Today 



  

ENERGY STAR Today: Broad Platformy

Environmental 

Consumer 
Preferences 

Protection 

Manufacturer/Retailer 
InterestsInterests 

Utility 

Cost-effective 

No Sacrifice in 
Performance 

Program 
Sponsor 
Interests 

Consumer is Key 

Performance 
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Consumer is Key 



reduce greenhouse gas emissions and control air pollutants such as 
mercury, SOx and NOx 

• Environmentally beneficial – reducing energy consumption helps 
individuals reduce their carbon footprint, organizations meet corporate 
sustainability goals, and states and utilities meet local mandates to 

barriers to alter decision making for the long-term 

• Financially smart – consumers can save money on utility bills and 
businesses can make money selling efficient products and services. 

Why ENERGY STAR Works y

• Credible – recognized, trusted symbol – government backing provides 
objective, third-party information upon which businesses and homeowners 
can make informed decisions 

• Market-based – program works to identify market barriers to broader adoption 
of energy efficiency and develop strategies and related tools for overcoming 
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ENERGY STAR in the 
U S MarketU.S. Market 

Residential Commercial / Industrial 
Labeled Products Corporate energy managementp  gy  g  
-- 60+ products / 2000 manufacturers -- benchmarking, goals, upgrades 
-- 10-60% more efficient (mgmt & systems --not widgets) 
Labeled New Homes -- whole buildingg labelin gg  for excellence 
-- 20-30% more efficient --technical assistance 
Home Improvement Labeled Products 
Services -- for plug load, not system componentsp g  ,  y  p  
-- beyond products 
-- ducts / home sealing Industrial 
-- whole home retrofits Small business initiative 

International partnerships – Canada, EU, Japan, etc.
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Success: 2009 Accomplishments 

• Americans with the help of ENERGY STAR prevented 45 million 
metric tons of GHG emissions– equivalent to 30 million vehicles and q
saved nearly $17 billion on energy bills 

• Over 75% consumer awareness 
• 17,000 partners 
• More than 3 billion qualified products sold since 2000 
• Over 1 million new homes are ENERGY STAR 
• Tens of thousands buildings benchmarked and thousands upgraded 
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ENERGY STAR is one of the most 
influential labels in the marketplaceinfluential labels in the marketplace 
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    Guidelines for Using theGuidelines for Using the 
ENERGY STAR 



  

       

         
 

  

 

To Protect ENERGY STAR 
Integrity for AllIntegrity for All 
Identity Guidelines for Partners: 
 

•• No implication of endorsement by EPA or DOE
 No implication of endorsement by EPA or DOE 
• No alteration or distortion 
• No dispparaggingg use 
•	 Only used in association with ENERGY STAR qualified 

products, homes, or buildings
 
•• Partners are responsible for their own use of the 
 Partners are responsible for their own use of the 

ENERGY STAR marks, and their representatives, such as 
ad agencies and implementation contractors 

• ENERGY STAR ENERGY STAR shhould allways appear iin capit ital lett ttersld 	 l l 
•	 The registration symbol ® must be used with the first time 

the words ENERGY STAR appear in material 

Please refer to the ENERGY STAR Identity Guidelines document for additional information 
at https://www.energystar.gov/index.cfm?c=logos.pt_guidelines. 10 



          

            

 

ENERGY STAR Marks 

Use the Certification Mark as a label on products, homes, and buildings that 
meet or exceed ENERGY STAR performance guidelines. 

Use the Promotional Mark in public education campaigns on the Use the Promotional Mark in public education campaigns on the 
benefits of ENERGY STAR. 

Use the Linkage Phrase Marks in marketing materials and on Web sites Use the Linkage Phrase Marks in marketing materials and on Web sites 
to show that your company sells either ENERGY STAR qualified products 
or offers services that can deliver ENERGY STAR performance levels. 

Use the Partner Mark to promote your company’s 
commitment to and partnership in the ENERGY STAR 
program. 
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Protecting the Integrity of 
ENERGY STARENERGY STAR 

Across ENERGY STAR 
– More product testing 
– Logo 

monitoring/policing 
– Specification revisions 
– QA/QC 
– Enhanced verification 
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  Avoiding Logo MisuseAvoiding Logo Misuse 



 
  

  

  

Avoid Misuse of ENERGY 
STAR in TextSTAR in Text 

• 

INCORRECT: CORRECT: 
ENERGY STAR certifiedENERGY STAR certified 

• ENERGY STAR rated 
• ENERGY STAR endorsed 
• ENERGY STAR approved 

ENERGY STAR compliant 

• Products that have earned the 
ENERGY STAR 
• ENERGY STAR qualified products 

• ENERGY STAR compliant 

• ENERGY STAR© 

• ENERGY STAR™ 
• ENERGY STARSM 

• ENERGY STAR® 
• ENERGY STAR ® 
• ENERGY STAR ® 

• ENERGY STAR® 

(superscript, no space) 
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ENERGY STAR Marks 

CURRENT: 

OUTDATED:OUTDATED: 

INCORRECT: INCORRECT: 
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Partner Mark:

 

 

 

 

Avoid Logo Misuse in Marketing 
MaterialsMaterials 

• Company is an ENERGY Online or Print Company 
Ad ti 

p y  
STAR partner 

• Equipment is not 
ENERGY STAR lifi d 

Advertisement 

ENERGY STAR qualified 
• Use the ENERGY STAR 

Partner Mark: 
– Near company’s name 
– Cannot place on 

equipment 
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Avoid Logo Misuse in Company Ads 
or Specification Sheetsor Specification Sheets 

• One model earns the Online or Print Company 
Ad ti ENERGY STAR and one 

does not 
Advertisement must be 

Advertisement 

– Advertisement must be 
clear 

• Ensure the ENERGY 
STAR is only on the 
qualified model 

• Add a note under the Add a note under the 
ENERGY STAR 
Certification Mark listing 

lifi d d l 
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When Talking About ENERGY 
STAR: Don’t Imply Endorsement STAR: Don t Imply Endorsement 

Acme’s CFLs the thumbs up!” 

INCORRECT: 
 
“The ENERGY STAR Program gives 


CORRECT: 
 

“Acme has partnered with EPA’s ENERGY STAR 


Program to save energy and fight climate change.” 
 

“Look for CFLs that earn the ENERGY STAR at Joe’s 


Acme.”
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Great Examples: 
Energy Efficiency Program 

SponsorsSponsors 



 ComEd’s ENERGY 
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STAR Lighting Brochure 



 
MidAmerican 

Energy’s 

E  Effi  iEnergy Efficiency
Program page 
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PECO’s 
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ENERGY STAR Qualified Appliance 
and HVAC Rebate Page 



 Great Examples:Great Examples: 
Retailers 



Best Buy and Searsy
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Lowe’s and Nationwide 
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Sam’s Club and Walmart 
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The Home Depot and Amazon p



 Great Examples:Great Examples: 
Manufacturers 



    
GE ENERGY STAR 
Partner of the Year 
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Partner of the Year 
Award Catalog 



 GE’s ENERGY 
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STAR Page 



 
Sylvania Lighting

Features the ENERGY 
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STAR Choose a Light 
Guide 



 
ENERGY STAR Reaches Out 

To ConsumersTo Consumers 
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Engaging People of All Agesg g  g  p  g  
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Introduced in 2009 
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 Link to ENERGY STAR Kids 
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     Join Us!: Change the World StartJoin Us!: Change the World, Start 
With ENERGY STAR Campaign 



  

 
     

 

Campaign: Change the World, Start 
with ENERGY STARwith ENERGY STAR 
• Combat climate change 
• Launched Earth Day 2008 
• Expanded ENERGY STAR Pledge 
• Nationwide events with local sponsors • Nationwide events with local sponsors 
• Focus: youth (8-15) and families 
• Community service projects 
• National youth organization partnerships 

– Boys & Girls Clubs of America 
PTO Today – PTO Today 

– Do Something 

• Many ways to leverage 
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Cornerstone: 
The ENERGY STAR PledgeThe ENERGY STAR Pledge 

More than 
2 million 
Pledges 
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BGE includes theBGE includes the 
campaign identifier on 
its Smart Energy 
Savers Program, 
linking users to its 
pledge page. Thepledge page. The 
pledge page utilizes 
an iFrame to 
incorporate the 
ENERGY STAR 
pledge. 
http://conservation.bges 
martenergy.com/residenti 
al/lighting-appliances 

ComEd also utilizes the 
iFrame so it gets credit for 
the pledges taken through 
this website 
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https://www.comed.com/sites/H 
omeSavings/Pages/lightning_p 
ledge.aspx 



   
Sear’s “The Big Switch” 
campaign leverages the 
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campaign leverages the 
ENERGY STAR Pledge 



Resources 



 
 

    
 

Use Readily Available Resources 
from EPAfrom EPA 

Reserve the new Change the 
World, Start with ENERGY STAR ,
Event Booth 

-Contains much of the same 
messaging and imagery found in 
the Campaign Tour Exhibit home the Campaign Tour Exhibit home, 
yet smaller, lightweight, easy to 
ship, and best of all – FREE to 
use! 

-Other interactive elements 
available: 

• Watt meters 

• Lighting Display Hand Cranks 
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Change the World, Start with ENERGY 
STAR: Planning an Event?STAR: Planning an Event? 

The ENERGY STAR Event Toolkit 
h lhelps you: 

•Plan Your Event by showing how 
to best leverage the ENERGY 
STAR brand.STAR brand. 

•Integrate Change the World, 
Start with ENERGY STAR into 
Your Event through messaging, 

t i  l  d  th  materials and other resources. 

•Take Change the World, Start 
with ENERGY STAR into Your 
Community through educationy g 
and leveraging EPA partnerships 
and activity guides. 
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 Ameren Illinois included the ENERGY STAR @ home tool in its web 
frame, so users don’t have to leave the Ameren site. 
http://www.actonenergy.com/for-my-home/energy-saving-resources/energy-house/ 
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    Link in the right handLink in the right-hand 
navigation bar takes users to a 
customized version of the 
ENERGY STAR @ home tool. 
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http://www.columbiagasohio.com/en/your-home/YourEnergySolutions/home-performance-solutions.aspx 



E.On hosts the 
ENERGY STAR Home 

Energy Yardstick 
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Helpful Resourcesp

• www.energystar.govgy g 
• www.energystar.gov/logouse 
• www.energystar.gov/nationalcampaignsgy g p g 
• www.energystar.gov/publications 
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Questions? 

• Energy Efficiency Program Sponsors: 
G  l  C  i  ti  /M  k  ti  S  t  B itt  G  d  US  EPA–	 General Communications/Marketing Support: Brittney Gordon, US EPA: 
(202) 343-9122; gordon.brittney@epa.gov 

–	 Northeast: Marianne Graham: mgraham@icfi.com 
–	 Midwest: Nora Buehler: nbuehler@icfi.com 
–	 Mid Atlantic: Amanda Byrne: abyrne@icfi com Mid-Atlantic: Amanda Byrne: abyrne@icfi.com 
–	 Southeast: Marylou Einfalt: meinfalt@icfi.com 
– 	 Southwest: Jennifer Clymer: jclymer@icfi.com 
– West: Alice Liddell: aliddell@icfi.com 

•• Manufacturers:Manufacturers: 
–	 General Communications/Marketing Support: Jill Vohr, US EPA: (202) 343­

9002; vohr.jill@epa.gov 
– 	 Lighting & Consumer Electronics: Kate Buck: kbuck@icfi.com 

Appliances & Water Heaters: Colleen Bauer: cbauer@icfi.com
• Retailers: 

– General Communications/Marketing Support: Jill Vohr, US EPA: (202) 343-
9002; vohr.jill@epa.gov 

– All categories: Anna Siefken: asiefken@icfi com 

– Appliances & Water Heaters: Colleen Bauer: cbauer@icfi com 

All categories: Anna Siefken: asiefken@icfi.com 
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