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Agenda

• Part 1

o ENERGY STAR Sales Training Toolkit

o What’s new in Version 2

• Part 2

o Shelton Group Energy Pulse Report

o Client Profiles

• Part 3 

o Value Proposition Exercise

• Q&A
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Poll Questions



Who do we have in the audience?

 Builder/Developer

 Energy Rating Company

 Utility Sponsors or Program Implementors

 Other
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Do you currently provide training on how to sell energy-
efficient, or specifically ENERGY STAR homes? 

 Yes

 No

 Uncertain or does not apply
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 Yes

 No

 Uncertain or does not apply
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Has your organization utilized the ENERGY STAR Sales Training Toolkit 
for any of your sales trainings? 



The ENERGY STAR Sales Training Toolkit
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Why use the Sales Training Toolkit? 

• Market Distinction

• Energy-efficient homes sell faster and for higher value

Best Practices for Delivering 

• Training staff at all new community developments

• Deliver as one training or as several small segments during a 
series of regular team meetings.  

• Offer training to all team members, including administrative and 
customer service staff, so that all are able to discuss ES value 
and benefits with customers. 

Utilizing the Toolkit: Builders and Developers
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Utilizing the Toolkit: Energy Rating Companies
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Why use the Sales Training Toolkit? 

• Offer to deliver the training directly to builder team, as 
a value-add or optional paid service. 

Best Practices for Delivering 

• Schedule a MESA tutorial with new builder clients

• Walk-through Sales Training Kit content with Sales 
Manager to identify areas of customization. 



Access the Sales Training Toolkit through your My ENERGY STAR Account (MESA)

www.energystar.gov/mesa
Need help with accessing MESA? 

Contact energystarhomes@energystar.gov
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http://www.energystar.gov/mesa
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3 Key Resources To Host a Training

1. PowerPoint Slides 2. Participant Guide 3. Trainer’s Guide 
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The Trainer’s Guide includes notes with additional context, explanations, & marketing 
concepts to assist you in hosting a training. 
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Module 1:

1. Identify ideal ENERGY STAR clients
2. Differentiate between: 
o Average new homes
o ENERGY STAR certified homes 

3. Describe the features and benefits
Activity #1: Better is Better Video 

Module 2:
4. Craft value propositions for ENERGY STAR

Activity #2: Better is Better Brochure 

Module 3: 
5. Apply a value proposition to a customer profile

Activity #3: Value Propositions

Module 4: 
6. Apply value propositions in a role-play scenario

Activity #4: Role Play

Updated modules for a more flexible format



You spoke, we listened. New and refreshed resources. 
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Fact Sheets

19



Market Research



Shelton Group’s Energy Pulse Report
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Homeowner
ship

Age

Income

Education

+ Attitudes Behaviors+
Homeownership



69%
say higher energy efficiency would cause 

them to choose one new home over 
another.

Data Source: Shelton 
Group



“Lower utility bills” leads the pack on messaging. Waste avoidance, 
comfort and control tie for second place.

73%

69%

63%

74%

75%

82%

73%

72%

72%

73%

76%

81%

64%

65%

66%

66%

67%

73%

Energy-efficient features can improve
resale value as much as, if not more

than, cosmetic upgrades.

An energy-efficient home gives you more
control over energy consumption and

future price increases.

An energy-efficient home is a more
comfortable home, with fewer drafts and

consistent temperatures in all rooms.

An energy-efficient home allows you to
set your thermostat to a more

comfortable setting without increasing
your utility bill.

Having an energy-efficient home helps
you avoid wasting money and natural

resources.

Energy-efficient homes have lower utility
bills.

2017
2015
2014

n=1,721
*New in 2017Data Source: Shelton 
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Research-Driven Client Profiles  
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Homeowner
ship

Concerned 
Parents 41%

Cautious 
Conservatives

17%
Working Class 

Realists
20%

True 
Believers 

22%



• Environmentalists

• Most are 45 or older

• More likely to be well-educated 

• More likely to be white-collar professionals, and retired

• More likely to have a high household income ($75k+)

• Homeowners

• Married

• Not as likely to have children in the house still 

• Highest # of energy conservation activities

True Believers – 22% of Americans



True Believers are knowledgeable about the environment and 
want to preserve natural resources.

• They’re very concerned about climate change and believe that personal 
energy conservation habits can make a real difference in preventing it.

• They will choose to make their homes more energy efficient over making 
them more comfortable or beautiful.

• Their top reason to participate in energy conservation activities or buy into energy-
efficiency is “to protect the environment and save natural resources”.

• One of their favorite messages is “Having an energy-efficient home is one way to 
help improve the environment”.



Connecting with True Believers
• Communicate that buying an ENERGY STAR certified home offers an opportunity to 

live out their environmental values.

• Communicate YOUR environmental initiatives and message around protecting the 
environment and saving natural resources.

• They are likely to want ENERGY STAR certified appliances, a smart thermostat, and a 
home automation platform in their home.

• They are likely to be early adopters of technology, so stress that ENERGY STAR certified 
homes have the “latest/greatest” features and incorporate “smart home” technology if 
possible.



Concerned Parents – 41% of Americans

• Married with children

• Somewhat more likely to be women (54%)

• Age 25–44 

• White-collar and homemakers

• Mid to high household income ($50,000-$99,999)

• Some college or a bachelor’s degree

• Somewhat less likely to currently own home

• More likely to live in urban areas

• Below avg. # of energy conservation activities



Concerned Parents want healthy, beautiful homes, 
and they like saving money.
• They are very concerned about indoor air quality and the health of their children.

• While the environment is not a top-of-mind driver, “preserving the quality of life for 
future generations” is an effective message.

• They would choose to make their homes more beautiful or comfortable over making 
them more energy efficient. 

• They are likely to say that “energy-efficient homes have lower utility bills” is the best 
message to encourage investment in energy-efficient features.

• They’ll participate in energy conservation activities or buy an energy-efficient product or 
service “to save money” and “to be responsible and not waste.”

• They are more likely to be technology-oriented, and they believe that smart/connected 
home technology makes life easier and adds value to homes.

Data Source: Shelton 
G



Connecting with Concerned Parents

• Connect to their concern for their kids, both short-term (the comfort and health benefits of 
ENERGY STAR certified homes) and long-term: buying an ENERGY STAR certified home 
helps them do their part to preserve the quality of life for future generations.

• They want to be good stewards of their family’s money. Connect by communicating that 
ENERGY STAR certified homes, by design, are energy efficient. It won’t take extra effort to 
“avoid wasting energy.”

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

• Make the connection between energy efficiency and resale value.

• Position energy-efficient features as beautiful and stylish.



Cautious Conservatives – 17% of Americans

• Slightly more men than women

• Highest household income (27% have $100k+)

• 60% are 55 or older 

• Well-educated

• Professionals and retirees

• Married 

• Homeowners

• More likely in suburban or rural areas

• Just above avg. # of conservation activities



Cautious Conservatives are driven by saving money and gaining control.

• Their primary purchase drivers are saving money and getting more control
over personal energy consumption and costs. 

• They are more likely to respond to messaging that offers tax incentives and/or 
utility rebates to offset the cost of an energy-efficient home/features.

• They strongly disagree that global warming is occurring and primarily caused 
by human activity.  

• They’re not as concerned about energy or water conservation. They think 
“buying more energy-efficient HVAC equipment allows you to choose more 
comfortable thermostat settings without increasing your bill.”



Connecting with Cautious Conservatives

• Make the case for the cost-effectiveness of energy efficiency (they 
understand the concept of “total cost of ownership”).

• Make the connection between energy efficiency and home value/ROI.

• Talk about gaining “control” over energy consumption and costs.

• Buying an ENERGY STAR certified home means they’re getting the best 
equipment, which helps avoid surprises/discomfort in the future.

• Don’t talk about the environment or climate change!

• Do talk about energy independence.

• Some will be retired or preparing for it, so managing/minimizing ongoing 
monthly expenses will be attractive.



Working Class Realists – 20% of 
Americans
• Equally likely to be men or women

• Younger, age 18–24  

• Blue-collar 

• Much more likely to be less educated

• Much more likely to be lower income

• Predominately live in suburban areas

• More likely to have never been married

• Renters

• Low # of conservation activities



Working Class Realists primarily want to save money, 
but they’re also environmentally minded.

• They’re very likely to be first-time homebuyers and will need an affordable/starter home.

• They’ll participate in energy conservation activities or buy an energy-efficient product or service both 
“to save money” and “to preserve quality of life for future generations.”

• They believe “having an energy-efficient home allows you to live responsibly and not waste 
energy”.

• Given a choice though, they’d rather spend money on making their 
home more beautiful (and on other things like travel, clothes, etc.).



Connecting with Working Class Realists

• This is the least likely group to buy an ENERGY STAR certified home. Many will always be renters. 
However, if you are building/selling homes in an affordable “starter community,” they could be buyers.

• Communicate that ENERGY STAR certified homes can help them better manage their energy 
consumption/pay their energy bills.

• Lead with rebates, if available. Use them to reduce out-of-pocket costs.

• Communicate that choosing an ENERGY STAR certified home is a great way to “do something” in 
support of the environment.

• They’re willing to spend money on their home to make it more comfortable, so highlight an energy-
efficient home’s ability to keep them cool in summers and warm in winters.



Take Away
• Different client types have different drivers.

• Speak to what motivates them and you’ll close more homes. 



Value Proposition 
Exercise
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Value Proposition Activity

• Draft a value prop for your assigned profile

• 1-3 sentences

• 1 value prop per table

• You have approximately 5 minutes 



Questions?
Feedback?



Web:
Home: www.energystar.gov/newhomespartners

Technical: www.energystar.gov/newhomesrequirements 

MESA: www.energystar.gov/mesa

Brice Lang
U.S. EPA
Partner Support Manager
ENERGY STAR Certified Homes
Lang.Brice@epa.gov

ENERGY STAR Certified Homes 

@energystarhomes

facebook.com/energystar

Social Media:

Inbox Support
energystarhomes@energystar.gov

http://www.energystar.gov/newhomespartners
http://www.energystar.gov/newhomesrequirements
http://www.energystar.gov/mesa
mailto:Rick.Gazica@icfi.com
http://www.facebook.com/energystar
http://www.twitter.com/energystarhomes
mailto:energystarhomes@energystar.gov
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