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Success with ENERGY STAR
labeled products
• Partnerships 

– 1,600 manufacturers labeling 11,000 models
– 730 retailers (12,000 stores) -- Sears, Home 

Depot, Lowes
– 100 utility partners supplying 50% of US 

customers

• Awareness
– 40% public recognition nationally

• Savings
– 600 million products purchased
– $3 billion being saved annually
– 5 GW of peak power offset
– Typical homeowner can save about $400/year
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Measured Success with
ENERGY STAR labeled Homes
•• 55,000+55,000+ homes with over 1,600 builder homes with over 1,600 builder 

partnerspartners
•• 26,000+ Labeled Homes in 200126,000+ Labeled Homes in 2001
•• 10 10 -- 25+% Penetration in Major25+% Penetration in Major MktsMkts. . [e.g., [e.g., 

Houston, Indianapolis, Las Vegas, Phoenix] Houston, Indianapolis, Las Vegas, Phoenix] 

•• Large Corporate Builder CommitmentsLarge Corporate Builder Commitments
[[e.g.,e.g., BeazerBeazer,, PardeePardee,, PultePulte, Mercedes], Mercedes]

•• ~40 Utility Partners~40 Utility Partners
•• ~20 Modular Housing Plants~20 Modular Housing Plants
•• ~60 Manufactured Housing Plants~60 Manufactured Housing Plants
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New Public Service Campaign

• Theme: how Americans make simple 
changes to save money and improve the 
environment

• ENERGY STAR is a credible symbol for 
saving money and protecting the earth
– ENERGY STAR is an easy way to save money and 

prevent air pollution

• Makes emotional connection
• Provides motivational context - actions of 

each individual can contribute to common 
good

• Call to action
– look for ENERGY STAR to save energy and 

prevent air pollution
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Distribution

• Top 150 television markets
• Over 5,000 daily and weekly 

newspapers
• National consumer and trade 

magazines
• 35 national radio networks and over 

1,000 English and Spanish-
language radio stations
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ENERGY STAR Label for Homes

• ENERGY STAR label for all homes
– Both new and existing homes
– HERS 86

• No new label for existing homes
– 2nd label would add confusion
– As soon as someone moves into a new 

home, it becomes an existing home 
• Focus will be on inserting energy-

efficiency into an array of transactions
– From product replacement to system 

upgrades to whole house improvements



10

ENERGY STAR Home 
Improvement Toolbox

Consumer Information Web site
Home Energy Yardstick, Home Energy Advisor,

Home Doctor, Home Remodeler

Products

Marketing 
Bundles

Home Sealing

Cool Change

Home 
Performance 

with
ENERGY STAR

HERS 86 -
ENERGY STAR
Labeled Home

Providing Unbiased Information to Homeowners

Extending the ENERGY STAR Brand to In-Home Services
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...to find out how your home’s
energy use compares to
thousands of your neighbors.

ENERGY STAR helps you identify 
solutions to help save money while
protecting the environment for 
future generations.

Visit: http://www.energystar.gov/yardstick

Stamp

Customer
Address

10
minutes

is all
it 

takes...

Contact: Your Company
Your City, PA  
1-800-YOUR ###

We offer diagnostic services and 
energy saving solutions to improve 
your comfort and save money.
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ENERGY STAR

Home Sealing
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ENERGY STAR Home Sealing

• ENERGY STAR Home Sealing
– A home envelope specification
– DOE recommended insulation levels for 

existing homes
– .35 air changes per hour 
– ENERGY STAR labeled windows 

recommended for replacement
– Blower door diagnostics and combustion 

safety testing

• Two Part Strategy:
– National consumer message
– Promote contractor services were available



ENERGY STAR Home Sealing
Consumer Messages
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ENERGY STAR Home Sealing
National Consumer Message
• Save up to 20% on your heating and cooling bill 

and increase the comfort of your home.  Energy 
Star recommends sealing the "envelope" that  
surrounds your living space: the ceiling, walls,  
windows and floors.

• To increase your home's comfort and energy 
efficiency: 
– Add insulation to stay comfortable during periods 

of extreme temperatures.
– Seal air leaks to stop drafts and get full 

performance out of your existing insulation.
– Look for Energy Star labeled windows when 

replacing windows in your home for improved 
energy efficiency.
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ENERGY STAR Home Sealing
Progress and Plans
• Nov. ‘01 -Video News Release (VNR), web site,       

NE Launch with National Grid and local 
contractor

• Jan. ‘02 - Launch at Indianapolis Home Show 
with Steve Thomas - Host of “This Old House”

• Feb. ‘02 - VNR re-release with media outreach
– 30 cities, northern climates, service providers
– Start with Wilmington, Philadelphia, Baltimore

• Spring ‘02 - Cool Change Promotion
– Tie in Home Sealing - “Keep the cool air in”

• On-going effort to launch Home Sealing as a  
service in regional markets - we need additional 
providers of this service
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ENERGY STAR
Cooling Promotion 2002

MULLEN
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• Increase awareness of the benefits of 
ENERGY STAR labeled cooling equipment 
and products among consumers, 
manufacturers, retailers, and utilities
– central air conditioners (CAC), heat pumps, 

room air conditioners (RAC), dehumidifiers, 
ceiling fans, and programmable thermostats

• Increase sales of ENERGY STAR labeled 
cooling equipment/products

• Educate consumers and HVAC industry 
about importance of systems approach to 
equipment replacement/upgrades

ENERGY STAR Objectives
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• Establish unified creative platform with 
common theme/messages and cooling 
equipment/products focus
– Joint promotions among utilities, states, 

manufacturers, retailers, distributors, and 
contractors

– Create consumer incentive to buy and 
contractor incentive to sell

• Introduce systems approach
– It’s more than just the equipment; it’s all 

components that contribute to efficient 
operation (equipment, ducts, thermostats)

Core Strategies
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Cooling Promotion Graphic

• Cool for the environment
• Cool for your home
• Saves Cool Change
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Cooling Promotion
Call-to-Action

• Now’s the time to check out the 
cooling system in your home and 
make a cool change to ENERGY 
STAR.  You’ll save energy and 
money and help protect the 
environment.
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Cooling Promotion 
Components
• Partner coordination
• Cool Change consumer education guide
• Web landing page
• Sales associate/dealer training
• Promotional templates to assist 

manufacturers, retailers, and 
utility/regional partners

• Media outreach
• Third-party outreach
• Partner recognition



Home Performance 
with ENERGY STAR
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Home Performance 
with ENERGY STAR

• Service to provide whole house analysis 
and ensure recommendations are 
implemented

• Building performance contractors provide 
evaluation AND perform work.

• Emphasis on comfort, durability, and 
professional problem-solving along with 
energy-efficiency
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• Home energy inspection with an energy 
specialist, e.g., a rater, including:
– Diagnostic testing
– Combustion safety
– Electric baseload analysis

• But also emphasis on implementing 
recommended improvements

• To a large extent, consistent with what 
Weatherization providers and many HERS 
raters already do!

Home Performance 
with ENERGY STAR
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• ENERGY STAR lends brand name to help 
with awareness and credibility

• Developing advertising templates and 
marketing assistance

• Essential to have oversight and a a 
QA/QC program.  Two models include:
– Certification and Accreditation (e.g., using 

BPI)
– Inspection

• Targeted to states or areas with the 
necessary interest, support, and expertise

Home Performance 
with ENERGY STAR
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Home Performance 
Implementation

• NYSERDA began Spring 2001
– Using BPI certification/accreditation
– Loan interest rate buy-downs
– Aggressive marketing campaign

• Wisconsin began October 2001
– Oversight through inspection protocol
– Initial emphasis on establishing contractor 

capacity; marketing ramping up soon

• Austin Energy beginning Spring 2002
– Large emphasis on cooling

• Exploring opportunities for additional 
pilots
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• About 400 jobs completed
• Almost 100 jobs in process
• Average price/job -- $9,000 for customers 

taking advantage of financing
• Customers asking for, and paying for, whole 

house audits.  “I want a blower door test.”
• Audit report—customer feedback shows 

that the report could be more 
comprehensive and “professional” looking 
to meet customers expectations.

Home Performance --
NYSERDA Results
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Home Performance --
Wisconsin Results

• 68 jobs completed (Oct-Feb)
• 54 jobs in progress
• Early focus on recruiting contractors

– Still establishing contractor base, but major 
areas of the state are covered

• Marketing just beginning
– Initial marketing limited to small amount of 

cooperative advertising
– Marketing firm contract awarded in January; 

comprehensive marketing plan under 
development

– Utilities are starting to use bill stuffer 
advertising
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What Can You Do?

• ENERGY STAR is exploring opportunities 
for additional Home Performance with 
Energy Star pilots.

• If you’re interested, please contact Mike 
Rogers
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Mike Rogers
rogers.mike@verizon.net
(802) 860-7825
www.energystar.gov


