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Ed Thomas
• Director, UtilityExchange.org

• Regional Workshops and Webinars

• Managing Partner, Market Development Group
• Home Performance with ENERGY STAR® Workshops

• Manager, Intermountain Energy, Delta-Montrose Electric Assn
• Over 500 Geothermal Heat Pumps Installed
• Light Bulb Fund Raiser 
• Home Energy Makeover Contest

Education
• Bachelor of Science in Communications from Butler University  
• Masters of Science in Marketing from The American University



GreenHomes America
www.greenhomesamerica.com

• Customer referrals are best source
• Radio spots are worst (talk shows good)
• $1,000 for biggest icicles
• Free audit (if you prequalify)
• 90-minute weekly training sessions
• Market to services/issues; introduce HP
• Be persistent
• CRM system tracks leads (TRACK RELIGIOUSLY)
• BPI Accreditation demands we do no harm (combustion safety testing)



GreenHomes America
www.greenhomesamerica.com



HughesCo
www.hughescoinc.com



Sustainable Spaces
www.sustainablespaces.com

• Network, Network, Network
• Company benefit program
• Greenup Comprehensive Home Assessment
• Video case studies
• Discovery Channel, Ellen Degeneres
• 20 Frequently Asked Questions
• “Won’t be the second bidder”

http://www.sustainablespaces.com/healthyhome.html


Home Town Green
www.hometowngreen.net

• Living what you believe 
• networking (40 years in community); Search Engines 2nd, ENERGY STAR 3rd

• Print advertising (phone books) does not pay
• Every municipality in white text on white background on website
• Alliance with local Heating oil contractor 
• Lead sheet at phone and input results to CRM; phone survey with email packet
• All phone answerers have boon on more than 1 dozen audits
• Carbon Footprint 101 4-hour workshop for free with $50 off coupon for audit
• Positioned as more expensive and more thorough 
• Primary target market of women ages 45 to 69
• Have $100K; work 90 hour weeks for first 6 months



Green Build Technology
www.greenbuildtechnology.com

• “Governor’s Energy Auditor
• Be the energy expert
• Referrals from utility
• College classes
• Newspaper source

-Replacing windows in your home is one of the least cost effective measures in trying to create a more energy efficient and comfortable hom
-There is a great amount of heat loss and gain through your electrical outlets
-Adequate insulation and lowering your thermostat 2 degrees can save you over $200 dollars annually.
….just to name a few.



Home Visions West
www.homevisionswestcom

• Home Energy Makeover Contest Sponsor for insulation and windows in 
partnership with distributors

• Search Engine Optimization
• Angie’s List
• Energy Saving Articles

• Beating Winter's High Heating Costs!
• Energy Saving Tips For Around The Home
• Home Energy-Efficiency Improvement Tax Credit
• The Importance of Duct Sealing
• Got Attic Mold? Lets Talk Energy Conservation!
• What You Should Know About Insulation
• Save Money On Your Utility Bills
• Preparing Your Home For Winter
• Energy Star Windows and Doors
• Why Energy Efficient Windows Are a Clear Choice



Synergreen
www.synergreen.com

• Realtor, alternative medicine outreach
• Networking, workshops, not Yellow Pages



Performance Systems Contracting
www.pscontracting.com

B
ef

or
e

A
ft

er



Joe Kuonen
joekuonen@gmail.com

• Host a radio show @ $300 - $1000/hour
• Co-presenters with pre-screeners
• Position you as energy expert
• Lead-generating machine
• Start small:  talk show guest, rural AM
• Beware of dead air



•Developer outreach

•Home Revival - homerevival.typepad.com

Asdal Companies
www.asdalcompanies.com



Who’s the Competition:
Other Home Performance Service Providers?

• New York
• Over 10,000 jobs at over $7,000 per job. Homeowners have invested 

more than $50 million in home energy improvements. 
• Plus, over 3,500 income-eligible households for installation of eligible 

measures under the N.Y. Assisted HPwES Program

• California
• Over 1000 jobs in 2005 for about $12,000-14,000 with a range up to 

$40,000  

• Wisconsin
• Over 1,000 jobs in 2005 with homeowners spending over $3 million of 

their own money in 1,000+ homes



1. Diversification- Selling more then one product helps prevent 
seasonality and drives more profits through add-on sales.

2. Sales Consistency- A pitch book or laptop presentation that 
keeps salesmen consistent and helps overcome hidden objections.

3. Marketing- Spend money to make money and have a message 
with a clear call-to-action.

4. Financing- Offering a low monthly payment option or (for people 
that could afford to pay cash), a no interest / no payment option.

If the contractor, while in the home, 
doesn’t have the tools and training to close the sale,

it can be a lost opportunity

Top-Tier Contractors Are Consistent



Electric & Gas Industries Association
www.egia.org

• Contractor referrals
• Pitch book materials
• Training webinars
• Interest rate buy downs and promotions (6 months same as cash)
• BPI and RESNET Alliances



Contractor Direct Financing and Customer Referral Program

Online Referral Program 
Matching EGIA 
Approved Contractors 
With Motivated 
Consumers

300 Contractors 
Participating, Statewide

Participating EGIA 
Contractors Agree To 
Buy-Down Rate To 
9.99% APR At Their 
Cost



100 Million Existing Homes Today
(And They Ain’t Going Away)

• One-third of owner-occupied homes are at least 
45-years-old
plus
• Another one-third are between 25 and 45-years-
old
equals
• Majority of homes are in increasing need of 
remodeling and repair…AND upgrade of the home’s 
performance.



Utility Energy Efficiency
Ain’t What it Used to Be... 

• Electric and Gas Regulatory Mandates

• Dollars Spent is now Energy Saved

• AMR is now Smart Meters & Smart Grid

• Time-of-Use Rate is now “Prices to devices” 

“Energy Efficiency is Green”



Example of Smart Grid Communications



Energy Efficiency Doesn’t Sell?
Can Paul Harvey and the Amish be Wrong?



Who’s the Competition:
Everything!  Plus, Nothing!

• Vacations?  New Car? Kid’s Braces?
• Doing Nothing?

How are you “positioning” your company
in “marketplace” relative 

to homeowners’ alternatives?



What is your Message?

• Subject Matter Expert
• Energy Specialist?
• Comfort Specialist?
• Health and Safety Specialist?
• Whole House Improvement?

• Efficiency Expert
• Money-Saving Specialist?
• Energy-Saving Specialist?
• Time-Saving Specialist?

• Earth-Saving Expert
• Hybrid Home Conversion Specialist?



Traditional Marketing Activities

• Phone books
• Newspaper and magazine ads
• Radio/TV ads
• Web sites
• Truck lettering



Home Show Participation

• Showcase your customer testimonials and reprints
• Cross-telling is Cross-selling

• “Want Solar? Home Performance is first step..”
• Whole House poster is key talking point
• Yellow boiler “as seen on energystar.gov”
• Steve Thomas video excerpts
• Live radio interviews
• Bring your appt. book and                                            

follow-up lead sheets

from Jim Price, Freedom Solar, New Jersey



Letting Your Customers Market for You
• “The analysis you provided on our 100-year-old home gave us the information we needed to 

make our decisions with confidence. The work you provided went far beyond our expectations of 
quality.”

Harold & Linda – Homeowners, Ithaca, NY

• “We installed new equipment and the energy savings more than pay for it! We had immediate 
positive cash flow, decreased maintenance costs, and increased property value; it was a no 
brainer.”

Walter – Apartment Complex Owner – Syracuse, NY

• “Between the insulation and the furnace, it is a very different house. If you have an older home 
or are contemplating buying one, this kind of work is an amazing way to make the cost of 
ownership much lower.”

Simon & Tracy – Homeowners – Dryden, NY

Word-of-mouth marketing is 
the most believable



Non-Traditional Media Opportunities

• Newspaper/Magazine Articles
• Radio/TV Talk Shows



Type of Stories that Sell to 
Reporters and Show Producers

• People Stories
• Celebrity analysis
• Homeowner testimonials

• Road Trips/Slice of Life
• “Ride alongs”

• Today’s Local Events
• Immediacy and proximity
make it news



Type of Stories that Sell to 
Reporters and Show Producers

• People Stories
• Celebrity analysis
• Homeowner testimonials

• Road Trips/Slice of Life
• “Ride alongs”

• Today’s Local Events
• Immediacy and proximity make it news



Unfair Competitive Advantage



Identifying Workshop and 
Seminar Opportunities

Topical and “How To” Speakers are needed at:

• Rotary Club and other Civic Organizations
• Home Shows
• Home Owners Associations
• Chambers of Commerce
• Adult Learning Centers
• Realtors and Code Officials
• Business and Trade Groups



Sample Topics and Format

• 20-45 min. on “10 Tips to Save Money, Be More 
Comfortable and Make Your Home More Earth 
Friendly”

• 1-2 hours on “Whole House Improvements: How to Do 
it Yourself and/or Manage Your Contractors”



Tips for Organizing 
Seminars and Workshops

1. Draft a brief description and flyer for group to use to promote your “appearance”
• Use the Tool Kit images and brochure text

2. Recommend RSVPs and/or a modest registration fee to demonstrate “value”
• Allow host/sponsor to waive fee as appropriate

3. Script your presentation with plenty of customer stories
• Provide handouts and news article reprints 
• Make sure everyone gets your full contact information
• Provide extra copies for attendees to share with friends and family

4. Gather attendee info. through sign-up sheets, evaluation forms and door prizes
• Follow-up with attendees as sales leads and job referral sources



Home Energy Makeover Workshop



4 Simple Ways to Reenergize Your 
Company’s Marketing Efforts

1. Email and call all your local papers, radio and TV stations and ask if they 
need your help to produce a story on what local people can do to save energy, be 
more comfortable and reduce carbon emissions  

2. Email and call all local civic groups and ask if they need your help to make a 
presentation on what local people can do to make their homes perform better

3. Use the ENERGY STAR® Tool Kit images and “as seen in ….” text in all your 
traditional sales and marketing materials as well as on your web site 

4. Plan NOW to time your marketing efforts to “coincidentally” run at the 
PRECISE MOMENT when a media outlet runs a story about something related to 
home performance (i.e. utility rate increases, cold/hot weather records, global 
warming concerns). 



3 Rules for Leveraging
Program Sponsor Partnerships

1. Co-brand and cooperate.  Take full advantage of use of their 
program logo and promotional considerations. 

2. Move up their referral list.  Do what you need to be their top 
referral partner.  This includes job reporting and accreditation 
requirements.     

3. Don’t put them in criticial path to your success.  Don’t align 
your business to rely fully on their incentives and leads.  Leverage 
their efforts to allign with your own independent efforts



Home Energy Makeover Contest

Background slides



Home Energy Makeover Contest

http://www.homeenergymakeover.com/contest.htm




Maine “Whole House” Contest

Carpet and Rug Depot

Nu-Wool Cellulose

http://www.energykinetics.com/
http://www.paradigmwindows.com/
http://www.leeauto.com/
http://www.warmtechsolutions.com/


Integrating Energy with 
Non-Energy Benefits



Anaheim Home Energy Makeover
website

Dedicated Energy Makeover Contest Website, Online Contest          
Registration, Sponsor Links, Case Studies, Fact Sheets,                         

Photos and Video Links



Flyer in All City Facilities, Press Release (6 local papers), TV PSAs, 
LA Times Insert, Energy Fair Distribution and More

Anaheim Home Energy Makeover
print materials



Static TV Ad On Public Broadcasting Ch. 50   
Runs 6 Times Daily Throughout June

Flyer Highlighting Makeover Contest At Anaheim 
Green Lifestyle Community Fair

Anaheim Home Energy Makeover
broadcast & events



Anaheim Public Utilities 
Buying Down Interest 
Rate to 9.99% APR On 
Qualifying Home 
Performance Installations

Evaluating Tiered Rate 
Financing To Incent 
More Comprehensive 
Installations

Anaheim Home Energy Makeover
follow-up to all contest entrants



Strategic Goals of 
Home Energy Makeover Contest

1. Create homeowner awareness in a dramatic way
2. Capture media attention with the program concept
3. Prove that there is market demand for home performance to:

Contractors
Program co-Sponsors
Community Leaders 
Product/Service Providers

4. Demonstrate the measures that pay for themselves through 
energy bill savings

5. Demonstrate how to conduct a house performance analysis and 
communicate the results 

6. Model a collaborative process for home performance contractors 
to work together

7. Constipate the traditional home improvement market!



Lessons Learned
(Pioneers get the arrows...)

• Pick a typical home and saavy homeowner

• Award prizes based on building science rather than “luck” 
or “need”

• Focus media on winner AFTER measures installed

• Help “losers” “do their own home performance makeover”

• Cultivate media without playing favorites 

• Rally all product/service providers for their “conceptual” as 
well as “in-kind” support but maintain overall control of 
messaging 

• Showcase energy and non-energy benefits “through the 
winner’s eyes”
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