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Introduction 

• EPA’s ENERGY STAR program and partners EPA s ENERGY STAR program and partners 
have a common goal: to save energy 

• Under our current campaign, Change the World,p g  ,  g  ,  
Start with ENERGY STAR, EPA promotes 
energy-efficient products and practices to 
homeowners and renters, and to youth and their 
families 
Wi h EPA d ki h• With EPA and partners working together to 
educate consumers, we can promote energy 
efficiency and change behaviorsefficiency and change behaviors 
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The Value of Social Marketingg 

“The use of marketing principles and techniques to influence a target audience 
to voluntarily accept, reject, modify, or abandon a behavior for the benefit of 

individuals, groups, or society.” 
-- Philip Kotler and Nancy Lee, preeminent authors on social marketing 

• 	 Principle: taking individuals from awareness of a 
new behavior, to understanding, to adoption of 
thhat bbehavior, to thhe beh ihavior becomiing theh i b b  h  
community norm 

• 	 PPurpose: edducati  ting consumers andd chhangiing 


behavior 
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Social Marketing Applied to 
ENERGY STAR PracticesENERGY STAR Practices 

• Shift in emphasis from primarily promotingShift in emphasis from primarily promoting 
ENERGY STAR labeled products to promoting 
energy-saving practices (behaviors) 

• 	 Engaging our audiences means two-way 


conversations with a strong focus on peers 


influencing each other 
 
• Redefinition of communities 

– Online communities create new social norms 
– Social norm of saving energy is the ultimate behavior 


change that ENERGY STAR hopes to accomplish
change that ENERGY STAR hopes to accomplish 
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Social Marketing for ENERGY 
STAR PartnersSTAR Partners 

• ENERGY STAR Partners work to createENERGY STAR Partners work to create 
new community norms, too 
– Utility partners apppp  y  ly behavioral economics to encouragey p  g  

neighbors to reduce their energy use 
– 	 Consumers demand products that have earned the ENERGY 

STAR,,  to save energy and save money on utilityy billsgy 	
 
y  

– 	 ENERGY STAR qualified new homes create energy-efficient 
neighborhoods 

– Building and manufacturing plant owners and facility managersBuilding and manufacturing plant owners and facility managers 
work to reduce energy in order to save on operating costs; they 
also encourage employees to learn and apply energy-saving 
behaviors at work and at home 
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History and Highlights 

Change the World Start with Change the World, Start with 
ENERGY STAR Campaign 
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Evolution of the Campaignp g

• Lighting identified as key energy saving issueLighting identified as key energy saving issue 
• Change a Light, Change the World 

• Evolved to become powerful social marketing 
campaign 

• Change the World, Start with ENERGY STAR 
 

E d d f i• Expanded scope of campaign 
and partner involvement 

• More ways to make a difference 
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2007 Get on the Bus 

• 20 Day Coast-to-Coast20 Day Coast to Coast 
Tour 
– 12 partner-sponsored 

consumer events 
– 4 media events 

S / t– Sponsor/event 
descriptions 

– Online presenceOnline presence 
– Blogs from EPA 
– Event photos 
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Bus Tour Sponsor Highlightsp g g 

• Osram Sylvania • The Home Depoty 
•	 Walt Disney Company 
 

•	 Pacific Gas & Electric
 

•	 Xcel Energy 
•	 JCPenney 
•	 MidAmerican Energy 


Company 
•• GEGE 
•	 Midwest Energy 

Efficiency Alliance 

p 
•	 TCP 
• New Jersey Clean 


Energy Program
 

•	 National Grid 
•	 NSTAR Electric NSTAR Electric 
• New York State Energy 
•	 Georgia Power Georgia Power 
•	 Research Development 

Authority in Union Squarey 
• Motor Coach Industries 
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Change the World, Start with 
ENERGY STAR C iENERGY STAR Campaign 

• Fight climate changeg g 
• Launched Earth Day 2008  
• Focus on youth and families 

Community service projects – Community service projects 
• National youth organization

partnerships 
– Boys & Girls Clubs of America 
– PTO Today 
– DoSomething.org 

• Expanded ENERGY STAR Pledge 
– Opt-in newsletter; testimonial outreach 

• Local events nationwide 

10 

Local events nationwide 



 

     

 

Campaign Highlights, 2009-2010p g  g g ,  

Meaningful Interactions with Target Audience: ~ 2.5 million 

Pledge 
• 821 pledge drivers. Pledge drivers responsible for 99% of pledges 
•• Almost 340 000 individuals took the pledge Almost 340,000 individuals took the pledge 

– 1.6 billion GHG emissions prevented; nearly 1 bill. kWh saved 

MediaMedia 
• 	 Campaign generated almost 10 million media impressions from 

national and local media associated with the overall campaign, local 
events tour, and product trade media outreach 

Youth partnership activities 
• Reached > 500,000 youth & their families 
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Highlights Continuedg g

Four local events - Fall, 2009 
15 236 i i i it d h ENERGY STAR E hibit H – 15,236 visitors visited the ENERGY STAR Exhibit House 

– 2,494 visitors took the ENERGY STAR Pledge onsite at events 
– More than 2.9 million media impressions and over $103,000 in ad value

equivalency (AVE) 

Opt-in NL subscribers 
– More than 300,000 

Web page views (consumer interactive tool and pledge) 
– 2 million 

Partner leveraging impressions 
– Billions – exact figure N/A 
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ENERGY STAR Exhibit House 
SSponsors 

2008 
• 	 JCPenney, Oncor, Morristown Partnership, New Jersey Clean 

Energy Program, Honeywell, Georgia Power, Lowe’s, Osram 
Sylvania, National Grid, GE, ComEd, Midwest Energy Efficiency 
Alli (MEEA) t f C d E iAlliance (MEEA), DDepartmentt of Commerce and Economic 
Opportunity (DCEO), Pacific Gas & Electric (PG&E) 

2009
 

JCPJCPenney, GDF S GDF Suez, The HHome DDepot, SSouthern CCalifliforniia 
• 	 Th h 
Edison, Southern California Gas, Metropolitan Water District of 
Southern California, Puget Sound Energy, National Grid, Kenmore, 
Sears, Boston Medical CenterSears, Boston Medical Center
 

2010
 

• 3M, Utah State Energy Program 
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Change the World Campaign 

Opportunities for Involvement 
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Engage Youth Partnershipsg g  p  

Why Youth?Why Youth? 
• Understand concepts of climate 

change 
R  ti  t  i• Receptive to empowering 
messages 

• Developing personal set of 
purchase and behavior criteria 

• Still deeply engaged with family, 
able to spur broader dialogue 

• Influence behavioral change 
among peers and family 
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Boys & Girls Clubs of America y
• More than 4,400 Club members at 

60 Clubs from across the United60 Clubs from across the United 
States have participated in 
ENERGY STAR community service 
projects between Earth Day 2009 
and by Earth Day 2010 

• Integrates local community-Integrates local, community 
focused, energy efficiency activities 
from EPA into club projects 

• Engages members in service 
projects to educate youth and 
communities about the benefits ofcommunities about the benefits of 
energy efficiency 
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BGCA Partnering Opportunitiesg pp

• Provide resources to support a project(s)pp p j ( ) 
•	 Donate products for use in projects or as prizes in 

contests 
• Provide an informational display for special events • Provide an informational display for special events 
• Speak to young people about energy efficiency issues, 

training them to talk to their communities 
• Collect ENERGY STAR pledges at Club special events 
• For local energy-efficiency service providers, coordinate 

Clubs’ activities with local retailers, manufacturers, or Clubs activities with local retailers, manufacturers, or 
other organizations that might like to help. Put your 
business contacts to work. 
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Partnering with BGCAg

ExamplesExamples 
•	 HP donated computer products requested by Clubs for 

use in their ENERGY STAR projects 
B t  B  d  d  TV  f  Cl  b  i• Best Buy donated a TV for a Club to use as a prize; 
families who completed educational activities at an
ENERGY STAR family night were entered to win. 

Sears donated suites of ENERGY STAR appliances to 
Clubs and families as part of the Big Switch campaign. 

• Maxlite donated CFL bulbs for Clubs to change out light 
bulbs. 

• Sears donated suites of ENERGY STAR appliances to
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PTO Today - Go Green Nightsy	 g 

•	 Go Green Nights are school-based events that
teach kids and their families about energy efficiency 
in fun and engaging ways.  

•	 Since Earth Dayy 2009,, more than 6,,100 schools 
have requested Go Green Night kits to host their 
own energy-education nights at schools across the 
United States 

•	 “Go Green With ENERGY STAR Family Nights Out” 
has the potential to reach up to 600,000 parents and 
childrenchildren 

•	 Visit www.energystar.gov/eventtoolkit for more 


information
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PTO Today - Go Green Nights 
Partnering OpportunitiesPartnering Opportunities 

Provide resources and/or services to 
support a project(s) 

• Offer educational assistance and 
volunteers. 
– Speak to a youth and parent audience. 

• Donate products or premiums (including 
coupons or rebates) for use as p ) 
giveaways or prizes at Go Green Nights. 

• Provide an informational display. 
• Consider running a sweepstakes with aConsider running a sweepstakes with a 

grand prize giveaway for schools 
hosting events. 
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Partnering with Go Green Nightsg	 g 

ExampleExample 
•	 National Grid sponsored a series of Go 


Green Nights in 2009
Green Nights in 2009
 

– Integrated themes of energy efficiency into classroom 
learningg, held student comppetitions to demonstrate 
this knowledge through art, science, and writing 
projects 

– Hosted a special “Go Green NightGo Green Night” family/communityfamily/communityHosted a special 
event to showcase these student projects, celebrated 
the school’s energy efficiency improvements and 
shared valuable information with the community 
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Do Something 
• Do Something is a teen action 

outreach organization 

g 

outreach organization 
• EPA and Do Something joined 

together to launch a fun, 
environmentally focused online gameenvironmentally focused online game 
on Facebook called eMission 

• Gamers will have a chance to win 
$2,000 college awards$2,000 college awards 

• Game launches this fall 
• Do Something has a huge teen 

following:following: 
– 362,000+ followers on Twitter 
– 86,000 friends on Facebook 

2 400 subscribers and over 3 million2,400 subscribers and over 3 million 
upload views on Youtube.com 

22 



 

  

The ENERGY STAR Pledgeg

• Since 2006, EPA has collected ,
more than 2.6 million pledges 
to save energy and prevent 
greenhouse gas emissionsgreenhouse gas emissions 

• Collectively, these pledged 
actions will result in a 
reduction of: 
– 8.6 billion pounds of greenhouse 

gas emissionsg
– 5.3 billion kWh of energy 
– $646 million in energy costs 

t / l d• www.energystar.gov/pledge 
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Become a Pledge Driverg 

• 280 Pledge Drivers for this Campaign Year 
– 	 Current Top 5 Pledge Drivers: Sears Holdings, Boeing, Saint 

Gobain, ComEd, and Cemex 

• Becoming a pledgge driver is easy!g p 	
 

y  
– 	 Visit www.energystar.gov/pledgedrivers to get started and 

contact changetheworld@cadmusgroup.com with any questions 

• Create some competition:Create some competition: 
– Set a goal for the year and see if you can reach it 
– Have a competition between employees 
– Measurable Results: Pledge Drivers can see and compare theirMeasurable Results: Pledge Drivers can see and compare their 

level of success 

• Share your story: www.energystar.gov/shareyourstory 

24 



    

 

 

Campaign Resources for 
P tPartners 

• Event Booth • Consumer & Pledge Event Booth 
– Interactive, free exhibit 

• Seasonal Outreach 

Consumer & Pledge 
Driver Newsletters 
– Receive fun tips and Seasonal Outreach 

– Earth Day, Energy 
Awareness Month 

program updates from 
ENERGY STAR to help your 
constituents, employees, or 

• Event Toolkit 
– Turn-key events 

customers save money 

– ENERGY STAR 
messaging with 
customizable materialscustomizable materials 
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Partner Resources Pageg
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Publications Pageg
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ENERGY STAR Social Media 

• ENERGY STAR has a presence in onlinep
social networking communities 
– Facebook Fan Page 

Twitter: @ENERGY STAR – Twitter: @ENERGY STAR 
– YouTube 

• Examples of outreach: 
– Tweeting low- to no-cost cooling tips 
– Promoting Earth Day Live with 

EPA Administrator Lisa P JacksonEPA Administrator Lisa P. Jackson 
– Boston event ENERGY STAR hunt 
– Online video testimonials 
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More Opportunities with 
ENERGY STAR 
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Home Improvementp

• Look into starting a Homeg
Performance with ENERGY 
STAR Program 
– Educate consumers onEducate consumers on 

home energy usage 
– Materials available are DIY 

Guide and brochuresGuide and brochures 
– Host online tools such as 

the ENERGY STAR Home 
Advisor, Yardstick ,andAdvisor, Yardstick ,and 
heating and cooling quiz 
on your website 

– www.energystar.gov/homeiwww.energystar.gov/homei 
mprovement 
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Compete in EPA’s 2011 
N ti l B ildi C titiNational Building Competition 

• Nominate your building forNominate your building for 
the 2011 Competition 
– www.energystar.gov/buildingcontest 

O i h• Opportunity to strengthen 
already successful 
partnershippartnership 
– Buildings’ progress on 

energystar.gov micrositegy g 
– Culmination event with 

national and regional 
media attentionmedia attention 
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• Encourage employees to save energy at 
work www.energystar.gov/workgy g 

Other Building Opportunitiesg pp

• Earn the ENERGY STAR for your buildingsEarn the ENERGY STAR for your buildings 
– ENERGY STAR labeled buildings typically use 

35% less energy and generate 35% fewer 
greenhouse gas emissions than their peers 

• Take the ENERGY STAR Challenge 
Ch ll d it– Challenge your company to reduce its energy 
use across your portfolio of buildings 

– www energystar gov/challengewww.energystar.gov/challenge 
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Q&A and Contact Information Q

• Q&AQ&A 
• Contact Information 

– Melissa Klein, U.S. EPAMelissa Klein, U.S. EPA 
• Phone: 202-343-9207 
• Email: Klein.Melissa@epa.gov 

C  i  /Pl  d  D  i  S– Campaign/Pledge Driver Support 
• Email: changetheworld@cadmusgroup.com 
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