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Climate Change & Public Attitudes



Climate Change in the Spotlight

• 2006
– An Inconvenient Truth: 3rd 

highest grossing documentary 
ever

• 2007
– Inconvenient Truth Wins 

Academy Award

– Hollywood Joins the Cause 

– UN IPCC February 2007 
Report

– 2007 Nobel Peace Prize goes 
to Al Gore and the UN IPCC



By Early 2007…

…Public Awareness was growing:

– 89% had heard or read about global 
warming

– About half believe global warming is:
• A very serious problem
• Should be one of the highest priorities for 

government leaders

– About half believe global warming is:
• Having a serious impact already

Source: New York Times/CBS News Poll, 4/24-4/27/07
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In the News…



Warming
Global Warming

Climate Change

Google Search Trends



What Americans Believe…



The Effects of Global Warming…
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The Cause of Global Warming?
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You Agree?



What Americans Do…



Do You…Buy CFLs?
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…Buy Efficient Appliances?
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…Buy Green Energy?
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…Travel in a More Energy-
Efficient Way?
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What are People Willing to Do?

• 98% believe it is important to save energy in their 
homes*

• 95% believe saving energy helps the environment*
• 54% claim to always look for energy efficient products*
• 80-90% say they are willing to take these energy-saving 

actions: 
– Wash clothes in cold water
– Turn down water heater temperature
– Buy energy-efficient light bulbs
– Buy energy-efficient appliances
– Buy energy-efficient cars.**

Sources 
* Schulman, Ronca, and Bucavalas, Inc., (SRBI), and Research into Action, Inc. 2006 Energy 
Conservation, Efficiency and Demand Response. Report not yet published.

**Environmental Defense Poll Feb/March 2006



In Summary…

• American consumers 
worry and believe that 
they should act

• They only will act if the 
more energy efficient 
behavior fits into the 
framework of their 
everyday lives



ENERGY STAR Campaigns

• Helping bridge the gap between 
concern and action

• Employing global warming messaging 
to market ENERGY STAR qualified 
products

• Following traditional, proven 
marketing and social marketing 
techniques



DOE-Led National Campaigns

• Refrigerator Retirement 

• Operation Change Out
• Energy Smart Mobile Tour 

(NASCAR)
• Realtor Initiative

Contact: Lani MacRae
Email: lani.macrae@ee.doe.gov

Tel: 202-586-9193



Change a Light, Change the 
World in 2007

• Results (as of Jan 08)
– Over 1,100 new pledge drivers 
– More than 1.3 Million pledges*
– 1.2B kWh Avoided
– 1.9B lbs ghg emissions prevented
– $124M in energy costs saved



ENERGY STAR 2008 
Campaign
• A national year-long campaign inviting 

Americans to join in the fight against global 
warming with ENERGY STAR 

• Messaging Platform: Change the World, 
Start with ENERGY STAR
– Offers many ENERGY STAR products and 

practices 
– Executes media strategy to put ENERGY 

STAR at the forefront of the global 
warming/energy efficiency discussion

– Builds on existing tools and infrastructure



2008 Campaign Overview

• Main Components
– Expanded Pledge

– Testimonial Outreach
– Seasonal Promotions

– Strong national media outreach/partnerships
– Expanded Pledge-Driver push

– Multi-City Tour



Seasonal Promotions

• Seasonal pulses around relevant product 
categories throughout the year:
– Early Summer: Cooling and Programmable 

Thermostats
• Media outreach, Dedicated Web page, Videocast, PT Saver 

Tool
• Campaign newsletter

– Late Summer: Back to school/Home 
Office/Electronics 

– Fall: Lighting, Home Sealing, and PTs 
– Early Winter: Consumer Electronics
– Winter: Holiday Lighting 
– Earth Day 2009: Campaign Culmination



Multi-City Tour

• Morristown, NJ
– The Morristown 

Partnership and 
Communityearth, with 
support from NJCEP 

• Topsfield, MA
– National Grid

• Atlanta, GA
– Georgia Power, Lowe’s 

& OSRAM SYLVANIA

• Chicago, IL
– GE & the Midwest 

Energy Efficiency 
Alliance

• San Francisco, CA
– Pacific Gas and Electric 

Company 

• 6th Event TBD

• Culminates in New Year (2009)
– Capturing Testimonials from Across the Country
– Viral and media elements



How Program Sponsors Can 
Participate

• Join as Pledge Driver
– Promote the pledge to 

employees/customers
– Collect testimonials

• Host contests
• Share with ENERGY STAR 

for potential national 
exposure

• Conduct your own event
– ENERGY STAR Account 

Managers Can Help

• Have ideas? Let us know!



The ENERGY STAR Pledge



Leverage Industry Partner 
Platforms: Example—Best Buy



2008 ENERGY STAR Campaign 
Contacts

• West
– N. CA/NW: Tyler Huebner 

415-677-7126 
thuebner@icfi.com

– S. CA: Steve Culbertson  
818-325-4152 
sculbertson@icfi.com

• Southwest:
– Yashira Cangas 

214-247-0510, 
ycangas@icfi.com

• Northeast
– Marianne Graham 

603-291-0071 
mgraham@icfi.com

• Midwest
– Claire Cowan 

608-333-5256 
ccowan@icfi.com

• Mid-Atlantic/SE
– Selim Karabulut, 

703-934-3477  
skarabulut@icfi.com

W
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Electronics



Electronics: the Fastest-Growing 
Electricity End-Use

• What are electronics products?
– Devices that obtain, store, manage, and present 

information, a.k.a “Information Technology” or “Consumer 
Electronics”: 

• Key product types: computers, monitors, TVs, home 
entertainment systems, set-top boxes, servers, printers.

• Why do electronics matter?
– Projected to rise from 14% of home electricity use today 

to 19% in 2020, becoming the single largest category of 
home electricity use

– Other categories: lighting at 17%, appliances at 16%, will 
fall to secondary status

End Use Consumption Estimate is from EIA's Annual Energy Outlook 2006, Report #:DOE/EIA-
0383(2006)



A Few Products Dominate Usage

Sources: Residential Miscellaneous Electrical Loads, Tiax, July 2007; and EIA State Electricity Profiles
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Opportunities for Program Sponsors

–Near Term:
• Office Equipment (computers, monitors, 

imaging)
• TVs & Home Entertainment 

–Mid Term
• Office Equipment 
• TVs/Home Entertainment
• Set top boxes

–Education Only: DTAs



Challenges for Program Sponsors

• Complex and fast-moving product categories
• Low consumer awareness of 

environmental/energy impact 
• Retailer caution on developing CE messaging
• Small savings per unit vs. massive savings at 

market volume
• Making electronics cost-effective in utility 

markets 
– Costs of program administration and EM&V



Summing Up the 
ENERGY STAR Electronics Story

• Electronics are the fastest-growing element of electricity 
demand
– Meeting energy and climate challenges requires addressing 

electronics markets

• Electronics markets won’t transform fast enough by 
themselves

• ENERGY STAR can help
– Several established specs and new specs
– National campaign delivers retailer platform
– Working to share information on program approaches models 

that work



Suggestions for Approach
• Start simple: TVs, computers, monitors

• Considerations for Program Design
– Employ upstream/midstream incentives before downstream
– Build in flexibility for different retailer models
– Avoid customer-level or unit-based reporting
– Look for opportunities to adopt best practices from peers

• Leverage ENERGY STAR for peer and national assistance
– Tap the 2008 ENERGY STAR Campaign to align with national retailers
– Get assistance with identifying possible pilot partners
– Get program design/innovative ideas through peer exchange

• Join program design discussion with CEE

• Full Overview and Savings Workbooks Available

• Contact: Hewan Tomlinson, 202-343-9082, tomlinson.hewan@epa.gov



Thank You

Hewan Tomlinson
Email: Tomlinson.hewan@epa.gov

Tel: 202-343-9082

Bryan Berringer
Bryan.Berringer@ee.doe.gov

Tel: 202-586-0371


