
1

7 Key Things to Jump 
Start Your Business

Michael Rogers
SVP, Market Development

mike.rogers@greenhomesamerica.com

www.greenhomesamerica.com

© 2009 GreenHomes America

2

About GreenHomes America

• Founded in 2005 by The Linc Group
• Operations in upstate New York
• Leader in home performance 

contracting with 10,000+
customers

• Emphasis on quality
• Nationwide beginning Q3-2008
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What this is NOT

• Technical
I won’t be talking about blower door diagnostics, airflow 
across the coils, or the impact of radiant heat transfer on 
occupant comfort. 

• Advanced topics
You won’t learn all you need to know about marketing, sales, 
or business systems.

• Home performance specific
Most of what I’ll talk about could apply to almost any
business.

• A discussion of converting from a rating 
business to a home performance 
contractor
But I’ll stop a bit early for questions along those lines
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7 Simple Things

1. Figure out what business you’re in!
2. Make it Easy for Your Customer 
3. “Get the Right People on the Bus”
4. Effective Marketing 
5. Tracking, Tracking, Tracking and 

Metrics (KPIs)
6. Pricing
7. Reward what you want to see. 

Incentivize!



3

Figure Out What Business You’re In
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Consumer Demand Drivers
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•Fighting skyrocketing energy prices
•Concerns about rising energy
consumption

•Calls for energy independence
Environmental 

Protection

•Concerns about global 
warming

•77% worried about the 
environment

•Carbon and other offset 
markets

•Being “Green” is in vogue

Home Comfort

•Consistent temperatures 
throughout the home

•Draft free rooms
•Quiet environment
•Increased home value
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Desire/need to address:
•Poor indoor air quality
•Carbon monoxide poisoning
•Natural gas leaks
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What business SHOULD
you be in?

• Rating?
• Installation?
• Existing Homes?
• New Construction?
• Residential?
• Commercial?
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Where can you…

• Seize an Opportunity
• Use Your Unique Skills and 

Characteristics—Competitive 
Advantage

• Make Money
• Have Fun
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Make it Easy For Your Customers
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•Eighty percent of success 
is showing up.

•--Woody Allen
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Corollary—Don’t Scare Your 
Customer
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DUH!

• Answer the phone
• Return phone calls
• Show up on time
• (Call if you’re running late.)
• Don’t track doggie doo on the carpet
• Don’t smoke in the house
• Don’t pee in the sink
• Clean up when you’re done.
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To sell you need Financing

• Most customers can’t—or don’t want 
to—pay cash for big ticket jobs.

• More attractive rates help,
• BUT ease of access is critical

Simple, quick, and hassle free

• Make it easy for your customers to 
buy from you!
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Other things we do

• One-stop shopping
• Facilitate any program paperwork
• Tax credit information
• Simply look for ways to be helpful
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Get The Right People on The Bus
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Marketing
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What is What is 
Marketing?Marketing?
Marketing Marketing 
= Advertising= AdvertisingMarketingMarketing

AdvertisingAdvertisingReferralsReferrals
(relationships)(relationships)

Product/Product/
ServiceService

Feedback/Feedback/
RefinementRefinement

CustomerCustomer
ServiceService

EarnedEarned
MediaMedia

DemonstrationsDemonstrations

Events/Events/
ContestsContests

……andand
more!more!

MassMass
MediaMedia

OtherOther

P. R.P. R.
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If you want leads, YOU must 
market.

You can’t rely on any program 
to do it for you!
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Why People Call Us

• Comfort Problems
• Because they want (one of:)

Windows
HVAC
Insulation

• Building Performance Issues, e.g., 
Ice Damming
Moisture issues

• High Energy Bills

People don’t want heating 
fuel or coolant, people 
want cold beer and hot 
showers.

--Amory Lovins
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Home Makeover 
Contest

Variety of Marketing Mediums
TV Morning News Show Realtor Partnerships
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Vehicle Wraps
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The Lead Form…

• Separates the prospect from the suspect
• Identifies who in the home (or somehow 

attached to the home) is the “sponsor” of 
the project.

• Helps you determine need and ability to 
make an improvement (and plants a seed to 
help your sales person build trust)

• A good chance to LISTEN and gather key 
information for the sales process

34
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What You’re Looking For

1. Need
2. Ability
3. Trust (you usually won’t gain this on 

this first phone call—but you can lose 
it on that call)

The natural conclusion of a sales call is 
a close with a signed contract if three 
elements are present…

Tracking &
Metrics
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How do you know how you’re 
doing?

• How many leads do you need today to 
meet your production targets the week 
of April 6?

• Are sales on target for February?
• What margin did we make on the 

LaSala job?  If it was high or low, why?
• What is our expected profit for 

February?
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How do you know how you’re 
doing?

• How are we doing on receivables and 
collections?

• Should we being hiring, adding trucks, 
or digging in?
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Pricing
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Which costs you more to install?

•New furnace •New furnace
•Duct redesign and 
balancing
•Duct-Sealing

What about…
•Air-sealing
•Insulation
•Throw in a some 
lighting

OR…
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If it costs you more to install, you 
have to charge more!

To charge more, you have to 
differentiate and build value…

…and be able to consistently 
deliver on that value
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Corollary 1

If you don’t offer folks more, most 
won’t ask for more.
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Corollary 2

Sometimes they will ask!  And 
people may be willing to go much 
deeper than you’re used to.  If this 
is what they want, you don’t have to 
talk them out of it!
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Reward What You Want To See

Other Resources
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SAVE THE DATES

ACI Home Performance Conference 2009
Kansas City, MO

April 27 – May 1, 2009

Hyatt Regency Crown Center

www.affordablecomfort.org

Save the Dates!
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Talk with your peers

www.efficiencyfirst.org

Questions & Comments
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Comfort.  Energy Savings.  Guaranteed.

© 2008 GreenHomes America

greenhomesamerica.com


