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Outline

• Brands

• ENERGY STAR today 

• Managing the brand

• Benefits of borrowed brand equity

• Co-marketing platform

• Leveraging the ENERGY STAR platform effectively
– Co-op advertising

– Using ENERGY STAR to promote efficiency related services

– Differentiating superior efficiency

• Discussion
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A Brand:
-- Is a complex relationship of

functional benefits and emotional connections

-- Exists in the mind of consumer

-- Everything you do defines your brand:

-- products -- people -- communications

-- services and support -- website -- R&D

… the list goes on
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Great brands

• Are built on a belief system

• Create relevance

• Instill values beyond the product sector

• Deliver value to society

• Influence markets

• Owned by customers not company
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Loyalty is the goal

SatisfactionSatisfactionDifferential
Value

Differential
Value

RelevanceRelevanceAwarenessAwareness

Performance
Communications

LoyaltyLoyalty

ENERGY STAR has evolved

• Mark now works harder in the market

• Established brand guidelines; brand book

• Consistent personality and communications help in 
maximizing efforts; building on previous 
communications 

• Co-branding platform

• Dialed up emotional content with rational equity of 
the brand – speak to head AND heart
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Everything you do

• A brand is the symbolic 
embodiment of all the 
information connected 
with a product or service 
– Everything you do defines 

your brand

– Much of what comprises a 
brand is “below the water 
line”

What is ENERGY STAR?

• Protects the environment through superior 
energy efficiency

• No tradeoffs in performance or quality

• Cost effective (2nd price tag)

• ENERGY STAR is a government backed 
symbol providing valuable, unbiased 
information – source of authority 

• Power of the individual to make a difference
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Why talk about the environment?

• Americans are concerned about the environment

– 87% strongly agree or agree with the statement “I am 
very concerned about the environment.”

– 93% strongly agree that “Saving energy helps the 
environment

– 74% of consumers believe that a product that is better 
for the environment is a somewhat to a very important 
consideration when purchasing an appliance or an 
energy using product

• Protecting the environment creates a long term 
connection for action; helps to motivate change

• Emotional

A consistent personality
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ENERGY STAR Brand Guidelines
• Established parameters for messaging

– Always: Environment, Individual, Government source of 
authority 

• ENERGY STAR not an entity, the government is the 
source

– Can “dial up” 

• Energy savings

• Cost Savings

• Comfort

– “Blue box” – government “voice” and messaging

• Not marketing, sales language

• Other space can be co-branded

ENERGY STAR Brand Guidelines

• Created Brand book, including guidelines for using 
mark consistently

– Guidelines for visual representation reinforce 
relevance and positioning

• Active

• Participation of individuals and/or families

• Positive

• Simple

• Suggestion of sky and air
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ENERGY STAR Co-Branding Platform

• Offer building blocks that

– establish government real estate

• carry government voice of authority

• carry environmental message

– provide substantial real estate for partners

• carry cost savings, product features, special promotion 
information

• Example of Building Blocks

ENERGY STAR as a 
Co-Marketing Platform
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Retailers are a good example

• Customers looking for information in the store

• More and more retailers involved

– Involvement of current partners continues to deepen

– Newer retailers include Staples, Menards, Wal-Mart, 
Sam’s Club

• ENERGY STAR meeting their needs to talk to 
customers about energy and the environment

• Adopting ENERGY STAR platform

• Benefits of borrowed equity

Lowe’s
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Sears

The Home Depot
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New  Homes Outreach Partnership
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A Successful Program
• 60% consumer awareness

• Over 8000 partners

• Saving $12 billion annually, while reducing ghg emissions 
equivalent to those of 23 million cars

• Energy savings in 2005 = 4% of total electricity demand 

• Over 40 products can earn ENERGY STAR 

• Over 2 billion ENERGY STAR qualified products sold to 
date

• 1 in 10 new homes in US now an ENERGY STAR

• 26,000 organizations have benchmarked their buildings and 
2,500 have earned the ENERGY STAR
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Goals
• Triple carbon savings by 2012 (from 2000). 

– From 16 MMTCE to over 50

• Build consumer awareness of, and loyalty to, the brand
• Motivate consumers 
• Maintain meaning/integrity of label on full suite of products

– Quality, cost-effective, relevance

• Enhance partnership with utilities and energy efficiency 
program sponsors

• Build home improvement – beyond products
– Duct sealing, home sealing, whole home performance are big 

opportunities

• Transform C&I approaches
– Whole building approach, many building types

– Industrial 

Insuring integrity of the mark

• Tracking use of logo in the market
– Advertisements report- monthly

– All printed press coverage– daily, monthly

– Web report –qtly

– Store shelf assessments – twice a year

– New homes monitoring

– Ad hoc reports

• Insuring correct use of the mark
– All violations (major or minor) dealt with

– Coordinate with EPA’s Office of General Counsel

• Report coming for CEE (in the fall)
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Plans for the Future
Key areas :

– Protecting the integrity of the brand

• Constant monitoring of marketplace

• Product and homes testing

• Mystery shoppers

– Keeping the specifications up to date; evolving  of specifications

– Enhanced QA/QC 

• Home building, Home Performance with ENERGY STAR 

• Enhanced, on products (ie CFLs) where necessary

– Expanding our partnership with utilities and EEPS

– Enhance touch points & relevance to consumers with advice, work 
with retailers

– Reinforce government source of authority

– Performance based energy efficiency as part of Green Buildings

•

What’s new: Home 
Performance with 
ENERGY STAR
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Home Performance with ENERGY 
STAR

• A whole house retrofit program

– Managed jointly by  DOE and EPA with assistance from 
HUD

– A key activity under the Partnership for Home Energy 
Efficiency (PHEE) announced by DOE Secretary last 
July with HUD and DOE

• Three components to Home Performance with ENERGY 
STAR

– A whole house analysis of the home

– Performed by qualified technicians 

– Repairs and improvements to improve home energy 
efficiency are inspected by a third party.

HP with ENERGY STAR 
(contin..)

• Program sponsors report energy savings on 
average of 20% to 30%. 

• Program appeals to key allied industries

– Insulation manufacturers 

– HVAC installers 

– Big box retailers   

• 12 programs currently

Working together to develop and differentiate 
Home Improvement professionals
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Established Established 
ProgramsPrograms

Launching Launching 
ProgramsPrograms

Exploring Exploring 
ProgramsPrograms
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Over 20,000 Homes Served 
since 1999

Home Performance with ENERGY 
STAR

• Success depends on local sponsors who administer the program  

– NYSERDA, Wisconsin and Austin leading the way

– Provide local oversight and quality assurance   

• Federal Agencies collaborate on:

– Program policy 

– Program start up / contractor recruitment

– Sales training / business start up guides

– Marketing materials, templates and plans

– Promotion at key residential conferences

– Start up funding

– Research initiatives

• EPA, DOE, and HUD jointly funding a $1M grant to the Building Performance 
Institute (BPI) to help develop national certification and accreditation 
infrastructure of qualified technicians for Home Performance with ENERGY 
STAR. 
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Outreach and Educational 
Support

• Advertisements

• Public Service Announcements

• Sales tools for Homes professionals

• Tools for program sponsors

Home Performance with 
ENERGY STAR
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Fact 
Sheet

Postcard

Val Pack 
inserts
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Web Button

Ad

ENERGY STAR HVAC Proper Installation

• Poor installation of HVAC equipment imposes an energy penalty on
home owners and the environment

• Industry experts estimate that at least half the new systems are
installed outside of manufacturer’s specifications. 

– Energy savings for solving a variety of performance issues range
from 5 – 15%

– Total energy savings for some systems (including ducts) as high as 
30%

• ACCA, working with CEE, has developed specifications that define
proper installation as well as accreditation standards for contractors.

• EPA is piloting these specifications in California  to serve as a basis of 
a national ENERGY STAR proper HVAC installation program. 

• Expect national program in 2007                  
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What’s New: 

differentiating superior efficiency 
levels

Issues

• Programs want to lead customers to higher energy 
efficiency

– Regionally specific

– Where the markets will bear it

– Positive “selling-up” conditions (ie retail)

• Programs want more flexibility than national 
program offers 

• ENERGY STAR is designed as cost effective; how 
to meet multiple objectives
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Other tools

• Educational Materials

-- What is a SEER and why does it matter?

-- What to look for

• Web content

• Sales Training

Our future success will come from keeping our brand 
promise through communication, and performance

SatisfactionSatisfactionDifferential
Value

Differential
Value

RelevanceRelevanceAwarenessAwareness

Performance
Communications

LoyaltyLoyalty
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Discussion Questions

• Moving forward

– What are the right next steps?

– Roles and responsibilities for EPA and CEE

– Getting organized

• Challenges and issues with co-branding?

– Home Performance with ENERGY STAR 

– Quality Installation

• Other?


