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ENERGY STAR

ENERGY STAR
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Builds Upon Intersection of Interests

Cost-effective

No Sacrifice in
Performance

ENERGY STAR EQUg 0=l

Utility
Program
Sponsor
Interests

consumer is
Key



ENERGY STAR

ENERGY STAR

Residential Commercial / Industrial

Labeled Products -- Corporate energy management

-- 60+ products / 2000+ manufacturers  --Benchmarking, goals, upgrades

-- 10-60% more efficient (mgmt & systems; not widgets)

Labeled New Homes --whole building labeling for excellence

-- 20-30% more efficient

Home Improvement Services Labeled Products

-- beyond products -- for plug load, not system components

-- ducts / home sealing Industrial

-- whole home retrofits Small business initiative

International partnerships i Canada, EU, Japan, etc

ENERGY STAR means:
Protects the environment through superior energy efficiency
No tradeoffs in performance or quality
Cost effective



ENERGY STAR

A Began an source of information; evolved to be a
brand
A Source of authority:
A government backed
A provides valuable, unbiased information
A trusted, easy to understand (binary)

A few keys to success:

A Deliver on brand promise

A Appeal to head and heart

A Partner with thousands of organizations

A Structure program/outreach to change behavior



Loyalty Is the goal

Communications Performance
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Brand Influences Product
Purchases
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Behavior vs. preference change

A Change preference i easier

Changing brands 1 traditional marketing is effective

So, whi |lakeady shappimgelook for the
ENERGY STAR

A Change behavior i not already doing a parallel behavior

I Use less water

I Get a home energy audit

I Seal up gaps and cracks, add insulation
:
|
|

Programmable thermostat proper usage

" Peak energy use
" HVAC maintenance



Driving behavior change as
part of outreach

ENERGY STAR

ENERGY STAR (EPA)

BRAND AWARENESS
I\/Iarketlng Corporations,
Grassroots Orgs., Non-
Traditional Partners: Profits, Community
Retailers, Groups
Manufacturers, EEPS
Product Social RELEVANCE
MANY PRODUCTS IN Marketing Marketing DIFFERENTIATION,
STORES/INCENTIVES SOCIAL NORMS




Coordinated Outreach Across Program
Partners and Key Product Categories

ENERGY STAR

A Educate Consumer

I Second price tag (life cycle costs)

I Environmental choice Multiple Goals

I Tools/advice/unbiased information _

i Information at transaction points Build Awareness

I Speak to head and heart Provide value of
A Broad _ program partners

I PSAT profiles of real people _

i ENERGY STAR Home Energy Advisor Promote action

I Change the World, Start with ENERGY STAR Promote growth in
A Sf.pecmc campaigns oroduct sales

I HVAC-- Summer campaign, DIY Home sealing,
Properly used thermostat

I Office equipment
I Consumer electronics



Engaging People of All Ages

Join Leona and Will in the
Fight Against Global Warming.

They've joined over one million American families across
th untry living in ENERGY STAR®™ qualified hom:

COLLECTVE savives To DATE: $1.24 bllion | 22 billion Ibs. C0;

LORAX

Join the Atilano Family and EPA in

the Fight Against Global Warming. 4 ' ene‘r'gg*s- TVs, | things you won't use
Lourdes and her family are choosing ENERGY STAR® qualified products for k i ; )

their home including appliances, lighting, and cooling equipment as simple 4 Jullly

ways to save energy, save money, and help protect the environment by y | N ¥ . ENERGY STAR ~ .
reducing harmful greenhouse gas emissions. & - Once-lers el

Against global warming,

'Y STAR meet strict guidelines for energy efficiency.
pwer utifity bills, and reduce the greenhouse gas
rarming. Learn more at energystacgov.

JOIN PEPSICO IN THE AGHT AGAINST GLOBAL WARMI
cna of thousands of arganzations seving anergy with help from EPA’

That mesns kower snargy bils for PopsiCa and » clomer environment

your ergenization omn ba u part of tho solution at ensegyster.gov.

JOIN THE LORAX AND EPA IN THE FIGHT AGAINST GLOBAL WARMING.

We can all do our part by making easy changes in our homes, at
school, and at work. Learn more at energystar.gov.

We can all do our partin helping to protect the environment by choosing
products, homes, and buildings in our community that have eamed the
government’s ENERGY STAR. Learn more at energystar.gov.



ENERGY STAR label on
roducts, In stores, In ads

e Pays

1ake A’ Difference

Cut utility
biggest power user
in your home
Be environmentally
aware—help
conserve energy

I |ENERGY STAR| . eFatgpidainen

4 protection agreement |

0 parts and labor
guaranlee included







