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How to engage a client to pursue the idea of 

purchasing an ENERGY STAR Certified Home? 
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Sales Training Kit Contents 

1. PowerPoint with speaker’s notes

2. Participant Guide combined with in-class activities

3. Trainer’s Guide that provides learning objectives and a step-by-step guide on 

training preparation and facilitation

4. Certificate of Completion
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Learning Objectives

Module 1:

1. Differentiate between: 

a) Average new homes

b) ENERGY STAR certified homes 

2. Describe the features and benefits

3. Identify ideal ENERGY STAR clients

Module 2:

4. Create value propositions

5. Apply a value proposition to a 
customer profile

Participant Guide: Page 3
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Activity #1 Better is Better Video

Directions: 

While watching the Better is Better 
video list a one benefit that align with 
the features on the left. Note the Pillars 
of ENERGY STAR Certified Homes 
below provides a reference for benefits 
as well.  

Participant Guide: Page 5



Profile of people who’ve 

purchased certified energy 

efficient homes, 2011-2013

• Somewhat more likely to 
be men

• More likely to be 25–34

• Married

• Slightly more likely to have 
children under 18 in the 
household

• Well-educated, with a 
bachelor's degree or higher

• Affluent, with a household 
income of $75k+

N=197



True Believers 

20% Concerned Parents 

32%

Cautious 

Conservatives

19%Working Class 

Realists

29%



Concerned Parents – 32% of 

Americans

• Somewhat more likely to be 
women (61%)

• Age 18–44

• White-collar and 
homemakers

• Average income

• Some college or bachelor’s

• Married with children

• Somewhat less likely to 
currently own home

• Below avg. # of energy 
conservation activities (5)

Participant Guide: Page 8



Connecting with Concerned Parents

• Connect to their concern for their kids, 

– Short-term: the comfort and health benefits of ENERGY STAR certified 

homes

– Long-term: buying an ENERGY STAR certified home helps them do their 

part to preserve the quality of life for future generations.

• Communicate that ENERGY STAR certified homes have lower utility bills.

• Position energy-efficient features as beautiful and stylish.

Participant Guide: Page 8



True Believers – 20% of 

Americans

• Most are between 35 and 64 

years old

• Equally likely to be men or 

women

• White-collar and professionals

• Very well-educated 

• High income ($75k+)

• Homeowners

• Married

• Environmentalists

• Highest # of energy conservation 

activities (10)

Participant Guide: Page 7



Cautious Conservatives –

19% of Americans

• Slightly more men than 
women

• Highest income (37% $100k+)

• Half are 55+ 

• Well-educated

• Professionals and retirees

• Married 

• Homeowners

• Driven by ROI

• Just above avg. # 
conservation of activities (7)

Participant Guide: Page 9



Working Class Realists –

29% of Americans

• Men and women

• Age 18–34  

• Blue-collar 

• Lower income

• Less educated

• Single

• Renters

• Primarily urban

• Low # of activities (3.5)

Participant Guide: Page 10



Conclusion:

• “One-size-fits-all” mentality for 
energy efficiency messaging 
simply does not work.

• Different client types have different 
drivers.



Activity #2: Better is Better Brochure



Activity # 3 Value Propositions

Participant Guide: Page 18

Activity Goal:  Use the wisdom of the 

crowd to create three ideal value 

propositions



Activity #4 Role Play

Directions: 
During this activity you will be working in pairs to role 
play meeting a client for the first time. If you are 
playing the role of the sales agent your job will be to 
convince the client to pursue the purchase of an 
ENERGY STAR Certified Home. If playing the client 
your job will be to represent a potential ENERGY 
STAR Certified Home client. 

1. Find a partner.

2. Choose who will play the sales agent first.

3. Use table below for hints on preparation for this activity. 

4. Role play.

5. Switch roles when complete with the first role play.

6. Let your instructor know when you have completed both 

role plays.

Participant Guide: Page 20



Scoring Matrix 

Goal:

• Engage the client to pursue the idea of 

purchasing an ENERGY STAR Home by:

– Understanding their values using active 

listening 

– Explaining benefits and feature that 

match their values in simple terms

– Keep the dialog conversational like your 

are speaking with a friend of family 

member

Participant Guide: Page 21



How to engage a client to pursue the idea of 

purchasing an ENERGY STAR Home? 
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Log into your “My ENERGY STAR Account” at www.energystar.gov/mesa.

If you don’t have access, please email us at energystarhomes@energystar.gov. 

How to Obtain Your Copy!
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Q&A
ENERGY STAR for New Homes 

Main: 

www.energystar.gov/newhomespartners

Marketing: 

www.energystar.gov/newhomesmarketing

Publications: 

www.energystar.gov/publications

Email: energystarhomes@energystar.gov

x

@energystarhomes

facebook.com/energystar
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