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Challenge

" |f you aren’t selling energy efficiency solutions
to women, you are missing out on potential
money, portfolio, good will

= BUT....

" |f you are selling “energy efficiency” to
women, you may be missing out on potential
money, portfolio, good will



5 Key Points

Understand what women know about energy
Connect energy solutions to home concerns
Build confidence

Be/Hire credentialed professionals

Reward your clients
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Homeowners, in general, know little

 ACEEE’s energy efficiency indicators show that
the United States is becoming more energy
efficient, but the improvements we measured
are generally small indicating that we are still
wasting tremendous amounts of

energy...(http://aceee.org/blog/2013/07/powering-energy-efficiency)
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 The January 2014 Short-Term Energy Outlook, US
Energy Information Administration’s first detailed
reveal of what it sees coming for 2015, shows
residential electricity consumption declining 1.1
percent this year and another 0.4 percent next
year.

 Adam Sieminski, EIA administrator, credited
efficiency improvements to appliances and
lighting as a factor slowing growth in electricity
use.
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SHE-CONOMY

= Makes/influence 85% purchasing decisions
" |nfluence 80% home buying decisions
= Warren Buffet is Bullish... on Women



Only 9% of women believe they are marketed to
effectively (Insights in Marketing “Getting Women to Buy” ebook)









15 million readers



Appliances, Lighting



Decorating, Cleaning, Organizing



TOP 1,000 Websites for Women

1-12: Google, Facebook, YouTube, Twitter,
Yahoo, Linkedln, Ebay, Amazon, Pinterest

275: Houzz

559: Real Simple

671: Martha Stewart

756: Better Homes & Gardens
902: HGTV

982: www.Apartmenttherapy.com



Search.share.shop

.news/blog-create -ask
be entertained >travelsfood >

home (Decorating > improvement)



-By Sarah Arrow












EASY ENCrgY SeVErs

Move furniture away from air vents
Wash in cold water

Close/open blinds

Hang clothes to dry

Unplug electronics

ower setting on water heater/thermostat




Seal attic and ceiling

Seal leaks at electrical outlets
High performance shower heads
Swap out light bulbs

Clean filters and service HVAC equipment
yearly

Automatic door closures on storm doors




= Solar
= Replace single pane windows
= Replace HVAC older than 10 years




Energy Thru Eyes of Women’s Media

Most Frequent = lighting, appliances
Energy solutions are not found in headings
Energy information requires “search”
“Energy Savings” > “Energy Efficiency”

More complex ideas need exact search words
= “Energy audit”

" “Home performance assessment”

= “Insulation”



“COMFORT”



NO

Air sealing of windows, walls, foundations
Insulation outside of attics

Bulk water/vapor management

Ice dams

Window condensation

Drafty rooms

Occupant ventilation

Systems thinking
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“What Home Buyers Really Want” —

NAHB 5/1/13

STORAGE/ORGANIZATION & ENERGY-RELATED SOLUTIONS
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* Yet buyers do want to know about a home’s projected utility

costs...In fact, /7 percent agree or strongly agree that
“knowing the projected utility costs of a home
Is important,” ... 71 percent agree they “would
prefer to buy a home from a builder that
provides home energy ratings.”

* Home buyers report being Willing to pay an
additional average of $7,095 in the up-front price of

a home if that saved them $1,000 annually in utility costs.






“Effective Green Messaging for New
Homes” — Home Innovation Labs 9/6/12

“...this study concluded that the vast majority
of homebuyers believe that buying a green
home is the right thing, even if they do not
readily associate it with its primary benefits.”

“...add language that helps validate the
potential homebuyer’s self image of being a
“do the right thing” kind of person.”



“What Women — the Largest Group of
Home Purchasing Influencers — Want

d V4
IN Home™ — NAHB Nations Building News 5-13-10

e 72 % of all women conduct research prior to
making major decision

* Looking for interactive business websites
* Seek social networks for credible opinions



SUCCESS!






“Green Home Features Should Appeal
to what Women Want” — naHs Nation’s
Building News 2-22-2010

_.ower home operating costs
ncreased comfort

mproved indoor quality
Enhanced durability and less maintenance
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Connect Energy Solutions to Familiar

ldeas and Desires

Beautiful homes

Clean/Organized homes

Lighting
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1 Step At A Time

Avoid “Choice Overload” = too many
options can lead to inaction

http://mn.gov/commerce/energy/topics/resources/Newsletters/Conservation-Improvement-

Program/2013-CIP-News/November-2013/emphasizing-options-energy.jsp
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SHOW § SELL
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BE/HIRE CREDENTIALED
PROFESSIONALS

Home buyers see value in professional
designations, as more than 70 percent agree
that contractors with specialized designations
are “more professional and credible,” “provide
better quality work and craftsmanship,”
“provide better service levels,” and are “more
reliable”.

NAHB “What Buyers Want”:
http://www.nahb.org/generic.aspx?genericContentlD=206669



http://www.nahb.org/generic.aspx?genericContentID=206669

BE/HIRE CREDENTIALED
PROFESSIONALS

e Utility partners for rebate redemption



BE/HIRE CREDENTIALED
PROFESSIONALS

* Certified energy professionals

— Specialist (versus general practitioner) with
diagnostic tools

— Targeted solutions

— Subsidized costs

— Predicted energy savings

— Access to specialized loans
— HERS scores for Green MLS
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USE FINANCIAL REWARDS

e What is the difference between a beautiful
project and a beautiful project with energy
solutions?

* Money: rebates, tax credits, subsidized energy
audits

* Green MLS — MN, Western WI
— HERS score
— Green certification



USE SOCIAL REWARDS

* Acknowledge them on Facebook, Pinte

f’ftter, website



Sell Energy Effectively

Understand that women know energy
differently

Draw them in thru beauty
Keep them interested with the familiar

Don’t overwhelm
Sell with images and words
Reward



Cindy Ojczyk (“o-check”)



