Americans Want Smart, Healthy, Energy-Efficient Homes.
Here's How to Move Them from Desire to Action




Need help effectively marketing your organization?
Contact Shelton Group, the nation’s leading
marketing communications agency exclusively
focused in the energy and environmental arena:
http://www.sheltongrp.com/; info@sheltongrp.com.

Thank you!

© 2019 Shelton Commun ication Group, Inc. ALL RIGHTS RESERVED.
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We create a market advantage for
organizations that create a sustainable,
energy-responsible future

Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS R
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Gain a sustainable advantage.
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..and we end with marketing strategies and
plans that build brands, shift perceptions and
drive sales...

3-Point Framework

Path to Integration, Engagement and Pagticipation

y - 5

Drive awareness of/belief in clean Connect 1o the why and
energyprograms @ overcome sus picion
¢ One-two punch - wake them Tellt ! Y

J s
op marketing programs; start
keting 1o the customer
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..and communications that
build brands, shift
perceptions and drive
sales.
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A trip down memory lane

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



America is in the middle of a
social/cultural shift regarding the
environment



of Millennials are anxious about how

climate change will affect their children’s
quality of life

n=2,025
(Gain a sustainable advantage

Inc. ALL RIGHTS RESERVED.
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Would you like to be seen as someone who
buys eco-friendly products?

46%

40% 41%

33%
2016 2017 2018

2014 2015

2013

12 Source: Eco Pulse 2018  n=2,012 . .
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. Gain a sustainable advantage



3%

say a company’s environmental
reputation impacts their purchase
decisions

13 Source: Eco Pulse 2018 n=2,012 (Gain a sustainable advantage
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



6%

of Americans believe that companies
should take a stand for social issues

14 Q13 - Which of the following social issues do you expect companies to take a stance on? (Check all that apply.)

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. n=1,000
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Can you think of a time when you’ve purchased —
or not purchased — a product based on
the environmental record of the manufacturer?

Gain a sustainable advantage
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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Name the brand or company.

Gain a sustainable advantage
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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Source: Eco Pulse 2018

%

of Americans can name a specific
brand they’ve purchased — or not
purchased — because of the

environmental record of the
manufacturer... from 2009 - 2014 it was

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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9%

of people who expect to buy a new home in the next two years say higher

energy efficiency would cause them to choose one new
home over another

n=610

21 Source: Energy Pulse 2018
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Shelton™

energypulse”

nationally representative sample of

100%

of Americans

Just over half
(5 50/0) of those in the

market for a new home say
that energy efficiency would
very/strongly impact their new
home purchase decision.




1of 2

Garages, granite countertops, sound systems and pools still m
make the top 15 list for features these buyers want...

Garage I  34%

Granite countertops I, 7%

A Wi-Fi enabled sound system with speakers throughout | GGG 0 4%
A pool NG 2%

I 4 R latalaV]

23 Q24 - Which of the following features do you want your new home to have? n=223
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



1of 2

.. yet ENERGY STAR® appliances and certification, as well as
efficient HVACs and toilets, make up the bulk of the top tier.

Garage I, 54
ENERGY STAR® certified appliances i, 32%
High-efficiency heating and air conditioning system FEs 32%
Water-efficient toilets e 3%
ENERGY STAR® certification I 30%
Granite countertops | IIININILHPIM 0 /%

Water-efficient showerheads EE s 27%

A Wi-Fi enabled sound system with speakers throughout | GGG 0 4%
A pool NG 2%

24 Q24 - Which of the following features do you want your new home to have? n=223
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



... and smart thermostats and appliances, along with solar panels and
generators, are wanted more than pools.

A smart thermostat that learns my preferences and.. I 27%

Solar panels I 26%
Smart (connected to a mobile app) appliances T 26%
An electric generator I 25%

25 Q24 - Which of the following features do you want your new home to have?
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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n=223



There’s just one problem...



27

Most people don’t
connect their homes to
their environmental
impact

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.




Only

9%

Of Americans name their homes, buildings or
electricity production as a leading cause of
climate change

28 source: Energy Pulse 2018 n=2,009
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Admit they've done nothing to improve the efficiency of
their hnomes

29 Source: Energy Pulse 2018 n=2,009
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



30

So why is that?

Why the giant disconnect?

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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the Earth
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Wash your clothes
on cold to save
energy and money.

PN
energy ? saver

Tips on Saving
Money and Energy
in Your Home

EXECUTIVE CTOR. PACO
5 TOP WEATHERIZATION WAYS TO SAVE ENERGY
LAURA PIRAINO
3C OFFICE OF SUSTAINABILITY
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Save Energy Today
for a Shining Future

National Energy Conservation Day

CONSERVE TO SAVE THE Find the tools to fit your

) 4 energy-savings goals.
OR .
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TAKE QUIZ
YOU'’RE GOOD EITHER WAY.




What people do when we say “save money” or “save energy’

32
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.




Most people don’t think they need energy efficiency. m

79% 44%

of Americans think their

don’t think they homes are
use more energy already
than they did 5 energy
years ago efficient

33 Source: Energy Pulse 2018

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Most people think energy efficiency doesn’t work.

50% 63%

claim to have of those
made 1-3 people say
efficiency their utility

improvements bills did not

to their homes go down

34 Source: Energy Pulse 2016

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



0%

How much Americans expect to save on their utility bill if they spend $1,500
on energy-efficient products or improvements

35 Source: Energy Pulse 2018

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



4%

say they know only a little or nothing about what
to do to improve home energy efficiency

36 Source: Energy Pulse 2018 n=2,009

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. Gain a sustainable adva ntage



Bottom line:

Screaming “save money” isn’t the way in.

Messaging that aligns with what they actually care
about is.

Gain a sustainable advantage.
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Americans are worried about how the
products in their lives the impact on
their health



We're starting to avoid
buying products we fear
might contaminate our

bodies or have adverse
effects

‘I use [The Honest Company’s organic all-purpose balm]in place
of Vaseline. It has no petroleum and is totally organic...Products
containing petroleum jelly can contaminate the body, interfere
with estrogen levels, and may contain carcinogenic substances.”
-Eco Pulse Online Ethnography Participant, 2018

39 Source: Eco Pulse™ Online Ethnographies, Shelton Group, 2018
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



But we aren't just motivated by our own health—the
health and safety of our families is an important
motivator, as well

“When my kids were little, [the Honest Company] had a baby body care line,
and it was ridiculously expensive. But | didn’t care. | think like most parents /
tend to spend a lot more money on the kids’ stuff than | would myself
because you want it to be all organic and you don’t want it to have dyes.”
-Eco Pulse Online Ethnography Participant, 2018

40 Source: Eco Pulse™ Online Ethnographies, Shelton Group, 2018 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



When it comes to the health and safety of products, there are
3 important product categories:

In-me products

In-me products are defined as anything the consumer might eat or drink
Examples: Food items, drinks, medicines, etc.

On-me products

On-me products are defined as anything that comes in contact with the consumer’s
body, but is not consumed
Examples: Personal care items, clothing, etc.

Around-me products

Around-me products are defined as anything that exists in a consumer’s environment,
but does not necessarily come into direct contact with the consumer
Examples: Insulation, paint, flooring, etc.

41 Source: Eco Pulse™ Shelton Group, 2018 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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' We thought that Americans
would care more about

o, products they eat (In Me) or

touch (On Me) than

products in their

environment (Around Me)

Source: Eco Pulse™, Shelton Group, 2018 Gain a susta

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.

inable advantage.



But we were surprised!

43 Source: Eco Pulse™ Shelton Group, 2018 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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1. Thinking about products you eat or drink, which of the following
are reasons why you would choose a greener product option?

2. Thinking about products that come in contact with your body, but

you do not consume, which of the following are reasons why you
would choose a greener product option?

3. Thinking about products or materials for your home or work (e.g.,
furniture, windows, flooring, insulation, paint, etc.), which of the
following are reasons why you would choose a greener product
option?

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



The drivers for choosing greener products in all three m
4

categories are surprisingly similar

For the health and safety of me or my family

To save money

To limit my (or my family’s) exposure to toxins and chemicals

To support waste reduction

To preserve natural resources

To avoid harming animals during product testing

To do my part to reduce climate change

To preserve the quality of life for future generations

To prevent chemicals from going down the drain and into the water system
[ trust the quality of the product

To supportthe environmental reputation or mission of the brand
To support companies committed to human rights

| wouldn’t buy greener products in this category

It goes with my personal image

45 Source: Eco Pulse™, Shelton Group, 2018
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34%

32%

31%

31%

29%

28%

25%

18%

17%

12%

10%

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.

In

45%
37%
38%
33%
33%
32%
31%
29%
28%
26%
17%
17%
12%

10%

Around
43% 40%
36% 40%
37% 35%
33% 36%
30% 34%
33% 30%
30% 33%
27% 30%
28% 28%
25% 25%
18% 19%
17% 17%
12% 1%
10% 10%

n=2,012

L



And the intensity of the specific health drivers that m
influence purchase decisions are similar too, regardless @@ T {3
of category n o or

Around

A product that is chemical-free _ 58% 59% 58% 57%
A product that doesn’t produce chemical smells (VOC-free) _ 54% 55% 54% 54%
A product that is all-natural _ 54% 55% 54% 53%
A product made with recyclable materials _ 53% 52% 51% 56%
A productin a recyclable package _ 52% 53% 52% 52%
A product that has minimal packaging _ 51% S1% 50% 51%
A product made with renewable-energy sources _ 50% 50% 49% 51%
A product that is organic _ 45% 46% 45% 44%
46 Source: Eco Pulse™, Shelton Group, 2018 n=2,012

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



We dug a little deeper in the
“around me” category, thinking
specifically about their home
environments

47 Source: Eco Pulse™ Shelton Group, 2018 Gain a sustainable advantage.

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED



When it comes to home products, their health m
concerns are about chemicals/toxins

Toxins or VOC’s in paints 26%
Formaldehyde in cabinetry for the kitchen or bathroom 20%
Chemicals and toxins in foam insulation 19%
Toxins or VOC’s in carpet 18%
Chemical refrigerants in appliances 18%
Chemicals like dioxin and phthalates in vinyl flooring 17%
Arsenic in treated lumber 17%
Fiberglass contentsin traditional insulation 16%
Other | 0%

None of the above

48 Source: Eco Pulse™ Shelton Group, 2018 Which of the following health concerns have you had when choosing home n=2,012
© 2019 Shelton Communicatish Group;he.CALL RIGHTS RESERVED.



And those concerns about the home
environment are just one indicator of an
overarching trend that's emerging:

49 Source: Eco Pulse™ Shelton Group, 2018 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED
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2%

believe their house has a
moderate to strong impact on their health

51 Source: Energy Pulse™ Shelton Group, 2019 How much of an impact do you feel your house has on your health? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Indoor air quality is a
big part of health in
the home... ‘




0%

are at least moderately concerned about
indoor air quality

53 Source: Energy Pulse™ Shelton Group, 2019 How concerned are you about the indoor quality of your home? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



1%
Which often leads to O

considering upgrades to

ventilation systems of consumers say it is
important to upgrade the air
ventilation system in their

homes

How much each statement describe your feelings about creating and living
in a healthy home?

54 Source: Energy Pulse™ Shelton Group, 2019 n=2,028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



They perceive |AQ issues to stem from the original m
construction of the home; nearly 1in 4 believe construction
materials are the cause of poor IAQ

Cleaning products used 38%
HVAC system 26%
Sources outside (weather, emissions, etc)) 25%
Materials used in construction and/or home improvement processes 24%
Occupants 19%
Personal care products used 17%
Materials used in home or office furnishings 16%
Don’t know 15%
Volatile organic compounds (VOCs) in products in my environment 14%
Type of flooring chosen 14%
Other § 0%
55 Source: Eco Pulse™, Shelton Group, 2018 Which of the following do you believe most impacts the indoor air quality in n=2,012

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. your home or work environment?



But it’s not just air quality they’re
concerned with

56 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Water systems are
candidates for upgrades
as well f

of consumers believe
they would see an
improvement in their
health if they upgraded
their home’s water
system

=

How much each statement describe your feelings about creating and living
57 Source: Energy Pulse™ Shelton Group, 2019 in a healthy home? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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Energy efficiency

1%

of consumers believe that an energy-efficient
home is a healthy home

59 Source: Energy Pulse™ Shelton Group, 2019 Do you believe an energy-efficient home is a healthier home? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Smart technology

1%

of consumers believe that smart technology
makes a healthy home possible

60 Source: Energy Pulse™ Shelton Group, 2019 How much do you agree or disagree with the following statements? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



And layering smart
tech with EE only
makes each more
appealing

of consumers are somewhat
to very interested in adding

smart tech to their home for
EE reasons

How interested are you-in adding smart home features for EE reasons —maximizing how g

Source: Energy Pulse™ Shelton Group, 2019 heating/cooling systems work or using less energy overall, etc.?? n=2.,028
© 201 |
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In short, a smart, energy-efficient
home is a healthy home

62 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



So where do smart and EE overlap?

63 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



EE Technology

Devices, machines, or products
designed to monijtor or reduce
energy use

64 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Smart Technology

Devices controlled via the internet or
mobile devices, learned behavior
devices

65 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Shelton™

EE Technology Smart Technology

Devices, machines, or products Devices controlled via the internet or
designed to monitor or reduce mobile devices, learned behavior
enerqgy use devices

66 Source: Energy FPulse™ Shelton Group, 2 Gain a sustainable advantage.



What is smart and EE
technology doing for
consumers how?

Source: Energy Pulse™, Shelton Group, 2019
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED



of consumers agree that smart home technology
makes their life easier

*Smart home technology defined as devices controlled via the internet or mobile device and learned-behavior devices

68 Source: Energy Pulse™ Shelton Group, 2019 How much do you agree or disagree with the following statements? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Smart Home

Smart tech provides
tangible benefits like...

Livingroom  Bedroom Nursery Bathroom ‘

69 Source: Energy FPulse™ Shelton Group, 2019 a sustainable advantage.

© 2019 Shelton Communication G
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...alleviating the hassles of everyday life

Diagnosing what is causing high utility bills 55%

Improving the air quality of my home 55%

Running my home efficiently with the least impact on the environment as possible 53%

Detecting problems with my home’s systems and appliances before or as they happen 52%

Making my home convenient for daily tasks 50%

Maximizing the performance of my home systems and appliances 50%

Scheduling re pair technicians automatically when a problem is detected _ 36%
Keeping up with the latest technology _ 29%
Preparing my home for resale _ 29%
*Percentages are Top 2 box
Source: Energy Pulse™ Shelton Group, 2019 Please indicate how important each statement is to you when it comes to n=2,028

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. technology-driven features in your home.



\

...but it also gives emotional

3 | | benefits such as

~

Gain a sustainable advantage.
©201 tion Group, Inc. ALL RIGHTS RESERVED.

Shelton Group, 2019

1



A sense of security, entertainment, peace of mind, etc. m

64%

Making my home a safe, secure place for me and my family

64%

Feeling comfortable in my home

Adding fun and novelty to my daily life 32%
Satisfying my hobby of doing home improvements or upgrading my home 30%
Satisfying my hobby of tinkering with new technology 26%
*Percentages are Top 2 box
72 Source: Energy Pulse™ Shelton Group, 2019 Please indicate how important each statement is to you when it comes to n=2,028

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. technology-driven features in your home.



Think of it this way: Homes used to be

something we took care of ...

ALL RIGHTS RESERVED.



...NOW homes are starting to take
— care of us.

— | m—— . - <

il N .

SMART HOME ’

4
*
AUTOMATION SYSTEM ' b

Source: Energy Pulse™ Shelton Gro o ; -
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75

Consumers want a home that will take

care of their health but getting there
isn’t free.

So who is actually willing to pay more
right now?

Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED



9%

of the population are strong believers in the connection between
a home’s health and one’s personal health.

Let's call them the Healthy Home Believers.

76 Source: Energy Pulse™ Shelton Group, 2019 How much do you agree or disagree with the following statements? n=2.028
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Healthy Home Believers are...

Predominantly
Caucasian, but
significantly more likely
to be African-American
or Hispanic

Younger,
primarily
Millennials
and Gen Z

Significantly more likely
than Gen Pop to be
concerned about the
indoor air quality of
their home

Source: Energy Pulse™ Shelton Group, 2019

Significantly more likely
than Gen Pop to believe
their house has a strong
impact on their health

Primarily living in
suburban areas, but
significantly more likely
to live in urban areas

IRASERTEHAIRAITERAS

Education and
income are
representative of
the overall
population

Significantly more likely
than Gen Pop to
believe a truly healthy
home has to be newly
built

Homeowners
Significantly more likely
to have kids in the
home, especially ages
12 and younger

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. n=517



They believe even more strongly than the general m
population that energy-efficiency leads to health

0%

of Believers agree that an energy-efficient

home is a healthy home

(remember it was /1% overall)

78 Source: Energy FPulse™ Shelton Group, 2019 Do you believe an energy-efficient home is a healthier home? n=517, Healthy Home Believers
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



So they have a bias for action

of Believers say it is

important to upgrade their
air ventilation system

of Believers routinely have their
homes checked for issues such

as air quality, moisture,
contaminants, and pests

79 Source: Energy Fulse™ Shelton Group, 2019 How much do you agree or disagree with the following statements? n=517
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



And they’re willing to invest in
meeting healthy home standards
now

30 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



1%

of Believers believe “upgrading my home systems to meet
healthy home standards is a smart investment right now”

g Source: Energy FPulse™ Shelton Group, 2019 Do you believe an energy-efficient home is a healthier home? n=517, Healthy Home Believers
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



of Believers would be likely to
pay slightly more for a home

that has healthy indoor air
quality

of Believers would be likely to
pay slightly more for a home that

has higher energy efficiency
ratings

82 Source: Energy Pulse™ Shelton Group, 2019 What are the top reasons you haven’t made more EE home improvements? Choose your top 2 or 3 reasons. n=166
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. Asked of Believers who are likely to build or purchase a newly built home in next two years



And almost a third of
them are in the market
for a new home

are likely to build or
purchase a newly built (not

previously-owned) home in
the next two years

33 Source: Energy Pulse™ Shelton Group, 2019 In the next two years, how likely are you to build or purchase a newly built, n=517
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. not previously-owned, house?



These Believers are:

v in the
v very in

market for a new
terested in a hea

v and wi

Source: Energy Pulse™ Shelton Group, 2019
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What’s standing in the
way of Believers having

the healthy home they
. B
desire?

e: Energy Pulse™ Shelton Gﬂ9 advantage.
—— o



1% 6%

of Believers are overwhelmed of Believers don’t know what’s
with the choices best for my home or the way |
live
36 Source: Energy Pulse™ Shelton Group, 2019 What, if anything, holds you back from making “healthy home” related n=517

©2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. improvements to your own home?



The same pattern holds
true for the barriers to
adopting more smart
technology

Source: Energy Pulse™, Shelton Group, 2019
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



of Believers are overwhelmed of Believers don’t know what

with the choices technology is best for my home
or the way | live

83 Source: Energy Pulse™ Shelton Group, 2019 What, if anything, holds you back from making smart home technology- n=517
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. related improvements in your home?



Remember, Believers already want these products in
their homes.

Effective messaging in this case needs to address and
alleviate the barriers and concerns they have.

39 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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Here is some vocabulary: g ;].JJJ) /JJ market
and message to these J—J JJJ thy rJJm—A
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Believers are more familiar with some terms over others—it’s m
best to avoid using terms that may lead to confusion

T 5% Energy-efficient home

. Best terms to
T 57% Smart home

use

T ——— 6% Indoor air quality
I 40% Healthy home
I 9% Artificial intelligence (A/)
I—— s Carbon footprint Okay terms to
I a7 HVAC use
I a7 Green home
I 349% Connected home

I 2% Sustainable home
I 06 High-performance home Te”gs l‘ohbe
used wit
I Net- .
12% et-zero home caution
D 10% None of the above

Source: Energy Pulse™ Shelton Group, 2019 Please check any of the following terms or phrases that you know you could n=517
91 qy ! : 5
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. confidently and correctly explain to a friend.



Believers are almost twice as likely as all others to feel m
comfortable using the term “healthy home”

D e Energy-efficient home

Best terms to
L o Smart home e
I 46% Indoor air quality

i 40% Healthy home g
e 3% Artificial intelligence (Al)
I 37% Carbon footprint Okay terms to
S 3% HVAC use
S 3% Green home
et Connected home

L % Sustainable home
I 26% High-performance home | 1€/MS 0 be
used with

I 2% e caution
0% None of the above

92 Source: Energy Pulse™ Shelton Group, 2019 Please check any of the following terms or phrases that you know you could n=517
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Believers are significantly more likely than all others to feel m

comfortable using the term “green home”

Energy-efficient home

Best terms to

L o7 Smart home
use
I, 46% Indoor air quality
I, 40% Healthy home
L 39% Artificial intelligence (A))
I 57% Carbon footprint Oy e
] 37 HVAC use
e 37% Green home h
D 34 Connected home
D 28% Sustainable home
I 265 High-performance home | 1 €IS [0 D€
used with
Rkl Net-zero h :
12% et-zero home caution
0% None of the above
93 Source: Energy Pulse™ Shelton Group, 2019 Please check any of the following terms or phrases that you know you could n=517

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. confidently and correctly explain to a friend.



Even though it's lower overall, Believers are almost 3 times m
as likely than all others to feel comfortable using the term

“high-performance home~

Energy-efficient home

Best terms to

e ure Smart home
use
T 46% Indoor air quality
I 40% Healthy home
L 3% Artificial intelligence (A
R 37 Carbon footprint Okay terms to
L 37 HVAC use
L 3 Green home
D 349 Connected home
D 28% Sustainable home q
P 26% High-performance home Terms z‘g be
used with
12% Net-zero home caution
0% None of the above
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In order to move consumers from desire
to action on healthier, higher-
performing homes, you need to
overcome the barriers and use the right
words.

How do you take this step?

95 Source: Energy FPulse™ Shelton Group, 2019 Gain a sustainable advantage.
© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED



A couple of quick examples



3 pathways: Control/quality; comfort; health/peace of mind m

Engineered for

> _
g O : - " Certairlleed
P~ COMIOI ‘able Find out more | * * " insulation
- ‘ nsulation
to protect : =
Thermal Ar Moisture
Performance Tightress Acoustics Management

There's more to insulation
than you think.

-
SMARTBATT ™ knows how to
help keep mold out of your walls.

Find out more —

When "good
enough" isn't
good enough,
choose
CertainTeed
Insulation.

Certairileed

Insulation

Remodeling?
Your
insulation
matters.

Choose
CertainTeed

SMARTBATT™

Insulation helps Certain-!-gg‘m;

protect your Insulation
home & family.

Certairileed

Insulation

Certairileed

Insulation

97 Gain a sustainable advantage.

019 Shelton€o



98

SICEIERERAY L)

fiberglass insulation. Insulation

Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

& Yy
o i
|

of new homes have it.

So should yours.

Find out why

© 2019 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Gain a sustainable advantage.
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Fiberglass
insulation.

Breathe
easy.

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Fiberglass
insulation.

Safe
and
proven

for more
than
75 years.

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.
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Fiberglass
insulation.

A
smart
choice.

Learn more

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Gain a sustainable advantage.
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e

A

. o

Choose fiberglass e |4
insulation. w ~ Insulation

Institute.

Your family

deserves it. #<  Insulation
~Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

It's safe, it's proven.
It's non-petrochemical.

e Insulation

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Gain a sustainable advantage.
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Fiberglass
insulation. Fiberglass insulation.

& Safe.

& Proven.
Safe [M Non-petrochemical.

and
- 3 3 =2y
proven Ay IR hnsulation sttt

; w)
q

b B Familiar ingredients — non-petrochemical. JRULETENCIRINGTICE
/ A

for more
than
75 years.

R\

\ {

<N SR,

N4 7T lr!sulatlon. Discover why Insulation Institute.
A smart choice. o2 st vt

Insulation Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Insulation
Institute.

KNOWLEDGE. LEADERSHIP. CONFIDENCE.

Gain a sustainable advantage.
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Get the facts
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| ENERGY

or hot airin : H them off regularly

A | ARE WITHIN REACH

Lower the temperature on your
st  REDUCE , ) TALK TO WHAT TO ASK ABOUT
g i | get your questions answered Asking about these topics can save
@ o talk to. you money.
¢ WA S T E : real estate professional HomeStyle® Energy Mortgage Loan for home
Wash full loads of laundry : urchases or refinancin;
: Helps manage humidity, prevent Keeps good air in and DI T s <

using cold water e fency
mold, and improve air flow allergens out gy effic Upgrdes;and
e Energy Scores. Energy efficiency tax credits, rebates,
savings and financing options available

Lower energy bills are within your

reach. Start making easy, small nder about bundling from energy.gov
changes today. : jency upgrades into your

H : jpurchase or into your Free energy assessments, rebates and
pans. money-saving solutions from your local utility
Use a clothesline instead For more energy-saving 3

tor about your

of adryer Other ways to finance energy-efficiency updates

like low-interest-rate credit cards, personal
loans and appliance manufacturer financing

tips and solutions, visit

KnowYourOptions.com e Improves temperature
Improves insulation for noise reduction regulation and air quality
and temperature regulation

Switch to LED bulbs
ther Fannie Mae’s HomeStyle® Energy Mortgage is right for you?
ions.com to learn about this and other mortgage and refinancing options.

Works with insulation to create a
Improves insulation and molsture barrier

reduces moisture
Updates that improve energy efficiency Your home can be updated in big and
can help keep good air in, keep small ways, a little at a time or all at
allergens out, reduce mold, and once. Talk to your lender about
improve comfort. financing options.

@ The HomeStyle® Energy Mortgage makes it possible to add energy efficiency
features that make your family’s home a healthy place to live. Bundling energy
A hea.].thy home efficiency update costs into your mortgage creates one convenient and
affordable solution that you can take advantage of at time of purchase or

j.s W]_thj_n reaCh refinance

Ask your lender about your options today.




NAHB
+

NAR

How to talk about -
and sell — green homes.
Together.

(_Get started today > )

AEALTORS e members of
e Neth3eaf 2ssoctanion o REALTORS™

HoMmEe
PERFORMANCE
MATTERS

A joint initiative of

—_———
NAHB

National Association
of Home Builders

NATIONAL
ASSOCIATION of
REALTORS*
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HOME PERFORMANCE MATTERS

An initiative by the National of REALTORS* and
the National Association of Home Builders

NAHB + NAR

A high performance strategy for success in the green hom

Homebuyers
today are looking
for healthier,
more efficient
homes.

of potential homebuyers

And they're
willing to pay
for them.

green homes
ars harder to
arket

But when it
comes to
arketing
aren't raally:e tonabh

answring
oj o hontl pevlem\am:e

Professionals

Bridge the gap.

the ground

Next steps:
Expand your Increase your Edge out the
network knowledge competition

NAR ar 1N»«Mﬂ offer extensive
orofessional

to
ur position in your

local market

NAHB + NAR

Meet the demand for green homes together. Get started today.

Learn more at HomePerformanceMatters.info

REALTORS" a0 mombers of s Nakonal Assecinbon of Roabers.”

MATTERS

©2019

of people who expect to buy a new home in the next
TWO years say higher energy emciency would cause them
toc

52 0N@ NEW NOME over another

of single-famity home bullders
thetr homes green. and the numb:

rrently busld most of
of homes certified to
the National Green Bullding Standard has increased by
MOre than 57% In Just the Past two years

of REALTORS® report that their clients are at least
SOMewnat Interested In sustainabibity

How to Succeed

Selling green homes means bullding
features, knowing how to pro:

nght relationships.

Develop and use your profe:
have the techmical knowledge

estate ag

Wwhat homebuyers want. Toy
buyers with the knowledge t
pertor, home is righ
Stand out from the crowd. !
NUMETDUs eduatio

learn the Late:
€an even eam a green design:
from the competiton

Stay educated. Green builde

NAHS, and the Home Perform

Use the curd appeal you can|

Leverage your assets. if your
data fields, work together to

to implement RESO standard|

—_—
NAHB
e badors

| HomE PERFORMANCE MATTERS I
'

'Shelton Communication Group, Inc. ALL RIGHTS RESERVED.

1 to Know ...

1%

of people expecting to buy a new

home within two vears say higher
ergy efhciency would inflience

them to choose one new home

over anotl

All acress the country: hamebugers are shopping for healthier, more

efficient homes. CGreen hames. High-perfrmance homes. Builders with
an eye on the furure md REALTORSI focused an sucoess are Jeatning
what high-performing

ures panple laak for in a new home. ‘They're

ogether o develop homes chac integrate thise features,

they'ne working together to better market and sell these homes.

Arc you? Learn morc at HomePerformanceMarters.info

NATIONAL
e ASSOCIATION o

| REALTORY
Natlonal Assoclation v
of Home Builders




To Recap

7" Health is how you sell better homes for what they’re worth
7" Simplify the options available (better, bake them in)
7" Communicate the benefits:
7" Health, safety and comfort
7" Alleviating hassle
/7 Peace of mind
/7" Use terms they understand

7" Provide clear recommendations for their needs
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Discussion
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Thank you!

Suzanne Shelton

sshelton@sheltongrp.com
365-414-3926
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Thank you!

Join the conversation - #ZEEBASummit2019

Save the dates for next year:

Y W e m—
@ 11GH PERFORMANCE
HOME SUMMIT 2020

EEBA. A
EEBA




