
ENERGY STAR

Annual Product Promotions Kick-Off
2019



Today’s Agenda

• What are Product Promotions?

– Benefits of participating

– How to participate

• Fall Results; Key Takeaways

– Lighting

– Smart Thermostats

• Updates: Spring Promotions

– Pool Pumps

– Flip Your Fridge

– Lighting

– Room AC

– Smart Thermostats

– Laundry
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Product Promotions

What Are the Annual Product Promotions?

• Bring together regional energy-efficiency program efforts across the country into united, 

product-focused, co-branded campaigns – timed with product seasonality.

• Reward ENERGY STAR partners by promoting their programs among our key audiences 

to drive mutual customer engagement and loyalty.

Co-Marketing Opportunities

• Facilitate and leverage promotional support from manufacturing and retail partners.

✓Media partnerships and other paid efforts, POS marketing, vast reach from earned and 
owned channels (including contractor outreach, where relevant), and more.

Resource Leveraging and Co-branding Opportunities

• Provide promotional materials and tools with compelling look and feel for effective 
consumer engagement and, ultimately, adoption.

✓Resources to support multiple media channels from retail and community events to 
digital (online and social).

What EPA Will Be Doing in the Market

• Push out through a variety of media channels that drive impressions and traffic to 

promotional ENERGY STAR webpage hub featuring partner programs. 

✓POS, online advertising, media partnerships, owned channels, and more!



• Leverage ENERGY STAR’s trusted brand, 

reputation, popularity – as well as its strong 

network of supporting manufacturers and 

retailers

• Take advantage of national campaign 

positioning, tactics, and marketing materials 

(messaging and graphics) – all developed by an 

expert marketing, PR, and advertising team

Benefits of Participating
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• Benefit from a strategic, effective mix of 

targeted media that will drive exposure 

for your program among EPA ENERGY 

STAR’s broad consumer base

– Geo-targeted to your market

– Driving clicks to your programs

• NEW this year: participants can 

receive data on traffic from your 

region and other metrics (time on 

page, pages visited, etc.)



1. Leverage the value of the ENERGY STAR brand throughout your 

relevant programs

– Not just POS, but on your websites and in digital and other media

– Take advantage of our suite of promotional materials to support your existing 

efforts

2. During the promotional period, supplement existing program 

promotions with more activity in-market, leveraging our materials and 

messaging

– Use web graphics in your relevant web pages

– Share digital content (ads, videos, social media)

– And more: blogs, newsletters, events, etc.

3. Let us know how you plan to participate / share your co-branded tactics 

so we can feature you on our promotions page driving traffic to your 

programs!

How to Participate
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Starting Point:

We require and note 

“ENERGY STAR® 

certified” products

+ We include the 

ENERGY STAR logo on 

rebate forms and 

qualified product lists

+ We include the ENERGY 

STAR logo on POP & at 

in-store events

+ We include the ENERGY 

STAR logo and messaging 

in social media

+ We include the ENERGY STAR 

logo, tools, and messaging on our 

website = multifaceted, consistent 

messaging including ENERGY STAR

Using ENERGY STAR 

co-branding in your 

programs is a journey 

up a continuum

+ We include the ENERGY 

STAR logo and messaging 

in our online marketplace



energystar.gov/marketing_materials

https://www.energystar.gov/marketing_materials


Fact Sheets for 

Every Promotion

• Pool Pumps

• Refrigerators

• Room AC

• Lighting

• Laundry

• Water Heaters

• Smart Thermostats

• More Coming!



Widgets for Every

Promotion & More!



How to Participate: Social Media
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How to Participate: Online Marketplace
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How to Participate: In-Store Promotions and Events
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How to Participate: POP
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How to Participate: News/Press Releases
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How to Participate: Newsletter
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How to Participate: Mail Inserts
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How to Participate: Web
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Ask the 

Expert 

Videos!



Widgets with Feeds!

• Ways To Save 
Tips Web 
Service

energystar.gov/waystosavetips

https://www.energystar.gov/waystosavetips


Way to Go on 

Ways to Save!



Product Content Widgets

• A web service that 
delivers product 
educational content

– Content 
automatically 
updates

– One and done!

728 pixels wide

320 pixels wide



RESULTS TO DATE

Fall Promotions



Fall Lighting Promotion
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Native mobile ads on ShareThrough Native video ad on ShareThrough

Mobile display ads on GroundTruth • First ever all-mobile promotion

– Educate and drive 

awareness among lower-

income audience; drive 

video views among broader 

audience 

– Geo-targeting active 

program markets



Results/Key Takeaways

• Top-Line Performance

– 2MM Impressions, 64K Video Views

– This campaign met or exceeded all industry 

benchmarks

– These visitors spent more than 2.4 minutes 

on the landing page, almost 1 minute 

longer than page average of 1:55 minutes

• Key Takeaways

– Overall performance was on the higher end 

of the benchmark range for CTR

– Simple, straight forward messages 

converted best; environmental messages 

resonated with low-income audience

– Static ads were most effective

– Keep the CTA consistent throughout the 

frames
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• “Do It On a Dime”

– Partnered with a thrifty YouTuber to 

create a holiday themed gift giving video 

to promote Smart Thermostats

Fall Smart Thermostats Promotion
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Video ad on GDN

Video ad on Oath

Video ad on YouTube

• Carley Knobloch 

– Partnered with tech lifestyle influencer 

Carley K to develop a customer 

testimonial video

– Leveraged Carley’s video in a paid 

campaign targeted at tech enthusiasts



Results/Key Takeaways

• Carley Knoblock

– 616,425 Impressions, 372,157 Video 

Views

– Extremely engaging video with a 67% 

VTR on Oath and 42% VTR

– Tech audience targeting (Oath 1st party) 

delivered the most views and best 

overall view rate
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• “Do It On a Dime”

– 137,000+ views, 10,000 likes, 555 

comments, 4:04 average watch time 

from her YouTube followers

• Key Takeaways

– Content and influencer resonated very well with the super techie audiences

– Desktop Computers delivered the most views and highest view rates

– Older men drove majority of views and best view rate 

– Top 10% HHI were the most engaged audiences, delivering best VTR and 

2nd most views
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OVERVIEW

Spring Promotions



• Tagline / Call-to-Action
– Make a Savings Splash!

– NEW! Specification change: Only 

variable speed; includes above-ground

• Objective
– Encourage consumers to replace old pool 

pumps with ENERGY STAR certified pool 

pumps based on huge savings and 

rebates as applicable

• Timing
– March - April

– Will customize our regional outreach 

with your plans

28

Pool Pumps 2019



New Certified Above-Ground Models Now Available!

Pool Pump Type Models Available

Certified Above-Ground 3

Certified In-Ground 70
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Type of Pool 

Pump

Annual 

Savings ($)

Lifetime 

Savings ($)

Payback 

(years)

Small In-

Ground
$85 $415 1.2

Standard In-

Ground
$310 - $445 $1,500 - $2,200 1.2

Standard 

Above-Ground
$28 $120 1.0

• Above-ground certified pool pumps use 17% less energy than 
standard models.

• For more information, download our factsheet!

https://www.energystar.gov/sites/default/files/tools/ES_PoolPumps_FactSheet_2019.pdf


• Continue placing engaging video ad 

via YouTube and social media

• Supplement with targeted display 

ads

– Target pool owners in markets with 

active programs

• Utilize GDN and explore other 

platforms to best target pool 

owners

– Leverage custom targets based on 

video views

• Working with Pentair and Hayward, 

as well as Leslie’s Pools on co-

marketing projects featuring ENERGY 

STAR certified pool pumps
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Pool Pumps 2019: What EPA is Planning



• Digital media

– Online / Social

• Web buttons, digital graphics, 

and educational content

• Video assets (Ask the Expert & 

short promotional videos)

• Direct mail / email

• Retail POP building blocks and 

factsheet

– Includes above-ground

– Leslie’s Pool Supply in-store 

POP opportunities
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• Notification of Participation: End of 

February for EEPS promoting in March

Pool Pumps 2019: What You Can Do



Pool Pumps 2019: What Others Are Doing

32

Infographics

Co-Brandable 

Fact Sheet

Widgets & 

Share Graphics
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Flip Your Fridge 2019

• Tagline / Call-to-Action

– Flip Your Fridge. Replace and Recycle / Recycle and Save.

• Objective

– Encourage consumers who have older (more than 15 years old) refrigerators 

(either first or second) to recycle and replace them with ENERGY STAR 

certified refrigerators

• Focus on hard-to-reach based on consumer data

– Low to mid-income (LMI)

– Elderly

– Spanish-speaking

• Timing

– Earth Day through Memorial Day



• Continue placing engaging video 

ad via YouTube and social media

• Supplement with targeted 

display ads via GDN, Instagram 

and YouTube

– Target hard-to-reach in markets 

with active programs

– Leverage custom targets based 

on video views and other sources

• Bringing back BobVila.com 

sweeps with regional 

opportunities!
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Flip Your Fridge 2019: What EPA is Planning



• Digital media

– Online / Social

• Web buttons, digital graphics, 

and educational content

• Best Value Finder

• Refrigerator calculator

• Retail POP building blocks and 

factsheet

– Ruler

• Notification of Participation: 

April 8th
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Flip Your Fridge 2019: What You Can Do



Flip Your Fridge 2019: What Others Are Doing

36

Contests!

Press Release and 

FYF Calculator



• Tagline / Call-to-Action
– Light the Moment with ENERGY STAR

– Supplemental LMI targeted promotion

• Objective
– Broadly encourage all consumers to replace 

inefficient light bulbs with ENERGY STAR 

certified LED lighting

• Make an emotional, personal connection to 

incent behavior change

• Educate on what makes ENERGY STAR certified 

lighting the best choice

– Supplement broad outreach with more 

targeted outreach to LMI consumers

• Utilize more direct messaging based on 

learnings from fall 2018 promotion

• Timing
– Earth Day through Mid-May

Lighting 2019: Spring Push
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• Continue effective all-mobile focus

• Two-pronged approach:

– Broadly promote Light the Moment 

video ad to engage all consumers

• YouTube

• Facebook

– Supplement with highly targeted 

mobile display ads based on the 

success of fall lighting promotion

• Exploring most effective media 

vendors

– Add in other tactics to effectively reach 

LMI, e.g. Instagram
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Lighting 2019: What EPA is Planning



• Digital media:

– Choose a Light tool

– Light the Moment Video

– Seasonal “moments” graphics and 

messaging

• Retail POP building blocks and fact 

sheets

• Light the Moment event kit

• NEW! Set of digital assets that 

leverage optimal channels and 

messaging to reach hard-to-reach

Lighting 2019: What You Can Do
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• Best Value Finder
– Now featuring buy 

downs from 

participating partners

• L’image

• Globe

• More to come

Lighting 2019: What You Can Do
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Lighting 2019: What Other Are Doing
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Choose 

A Light 

Tool!

Ask the Expert 

Video

Retail 

partnerships for 

instant rebates

Contest 

using LTM 

hash tag & 

seasonal 

imagery



• GE Light the Moment 

pallets and displays are 

currently in hundreds of 

Lowe’s and Walmart 

stores.

• Dollar stores continue to 

increase the stock of  

ENERGY STAR bulbs 

across the country. These 

bulbs, in many cases, are 

branded with Light the 

Moment.

– L’Image Home Products

– Globe
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Lighting 2019: What Others Are Doing



• Tagline / Call-to-Action
– The Cool Choice for Room AC

• Objective
– Encourage consumers who need 

room AC to choose ENERGY STAR 

certified models for energy-savings 

and increased comfort

• Focus on hard-to-reach and urban 

demographic based on consumer 

data

– LMI

– Elderly

– Spanish speaking

• Timing
– Earth Day through July with 

proactive, geo-targeted, customer 

segmented pushes during expected 

heat waves
43

Room AC 2019



• Continue placing 30 second 

informative video ads via 

YouTube and social media

• Supplement with targeted 

display ads via GDN

– Target hard-to-reach in markets 

with active programs

– Leverage custom targets based 

on video views and other sources

• Supplement with social media 

posts timed with heat waves to 

leverage high demand
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Room AC 2019: What EPA is Planning



• Digital media

– Online / Social

• Web buttons, digital graphics, 

and educational content

• Ask the Expert video

• Best Value Finder

• Room AC calculator

• Retail POP building blocks and 

factsheet

• Notification of Participation: 

End of April
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Room AC 2019: What You Can Do



Room AC 2019: What Others Are Doing

46

Infographics

Co-Brandable Fact 

Sheets (Spanish 

Version Available) and 

Ask the Expert Video!



• Tagline / Call-to-Action
– The Smart Choice Made Simple

• Objectives
– Continue to raise awareness about 

the new specification and what 

differentiates ENERGY STAR smart 

thermostats from non-ENERGY 

STAR

– Encourages consumers most likely 

to seek smart thermostats for their 

homes to choose ENERGY STAR 

smart thermostats

• Timing: Mid-May - July

Smart Thermostats 2019: Spring Push
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Smart Thermostats 2019: What EPA is Planning 

• Emphasize cooling benefits for Spring / Summer

• Continue to work with e-tailers and online research / review sites to 
include educational content and display ads featuring ENERGY STAR 
smart thermostats

– Amazon, Best Buy, Lowe’s, The Home Depot, Sears, etc.

– CNET, The Wire Cutter, The Verge, Engadget, etc.

• Continue promoting impactful video by tech influencer Carley Knobloch 
as well as video ads on major tech sites and YouTube/GDN

• Follow up with targeted display ads and social media posts

– Target new home buyers and tech enthusiasts in markets with active 

programs

– Leverage custom targets based on video views and other insights
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• Digital media for Web

– Since the majority (75%) of smart thermostats are 

sold at retail (mostly online) AND shoppers research 

online prior to purchase, EPA recommends a web-

facing strategy leveraging ENERGY STAR and our 

tools, as needed

• Web buttons, widget, other digital graphics & 

educational content, and NEW content widget

Smart Thermostats 2019: What You Can Do
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• Product Finder

• Retail POP building blocks and 

factsheet

• Notification of Participation: 

End of April
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Smart Thermostats 2019: What You Can Do



Smart Thermostats 2019: What Others Are Doing
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Widgets and Co-brandable 

Fact Sheets



• Tagline / Call-to-Action
– Laundry Made Better

• Objective
– Leverage the partner interest and 

consumer traction inherent for the laundry 

category to reap the energy-saving benefits 

associated with ENERGY STAR

– Promote a value proposition for ENERGY 

STAR laundry that will resonate with an 

important, large and growing consumer 

segment: Dads who do laundry and, of 

course, the Moms who love the idea of 

Dads doing laundry

• Timing
– June through 4th of July weekend to 

coincide with Father’s Day 2018 (Sunday, 

June 16th) and 4th of July weekend 

appliance promotions
52

2019 Laundry Promotion



• Continue placing engaging 

video ads and Influencer 

content

• Follow up with targeted 

display ads and social 

media posts

– Target families / new home 

buyers in markets with 

active programs

– Leverage custom targets 

based on video views and 

other sources

• Exploring new YouTuber

– Ex. Ellie and Jared

• Bringing back BobVila.com 

sweeps with regional 

opportunities!
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Laundry 2019: What EPA is Planning

https://youtu.be/wCAYuy4mc00


• Digital media

– Online / Social

• Web buttons, digital graphics, 

and educational content

• Promotional Video

• Product Finder

• Retail POP building blocks and 

factsheet

• Notification of Participation: 

End of April
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Laundry 2019: What You Can Do



Laundry 2019: What Others Are Doing
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Infographics

Contests!



Stay Tuned for Next Webinar on 

Fall 2019 Promotions in May

THANK YOU!

Jill Vohr

U.S. Environmental Protection Agency 

202-343-9002

Vohr.Jill@epa.gov

ENERGY STAR  Regional Account Manager

eeaccountmanager@icfi.com

mailto:Vohr.Jill@epa.gov
mailto:eeaccountmanager@icfi.com



