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Overview

ENERGY STAR

* The Energy Efficiency Picture
* What is the Market Telling Us?

« ENERGY STAR as a Solution: Tools to
Increase the Value of Energy Efficiency
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The Big Picture: Energy
Consumption in the United States
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Consumer Awareness of Energy
Efficiency and ENERGY STAR

ENERGY STAR

* Public awareness of ENERGY STAR has grown
to more than 75%

* 63% percent of households associate the
ENERGY STAR label with “efficiency or energy
savings.”

« Of households that recognize the ENERGY
STAR label and purchased a product in a
relevant product category within the past 12
months, 73% purchased an ENERGY STAR
labeled product.

2009 Consortium for Energy Efficiency (CEE) Survey
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Consumer Actions

ENERGY STAR

» Consumers believe that green products
cost more than comparable non-green
products, and also indicate they plan to
spend more money on green products In
the coming year.

» 77% of consumers say it is somewhat or
very important for companies to be “green”
and that corporate reputation is an
iImportant purchase consideration.

2009 ImagePower Green Brands Survey 5
%Em Harris Interactive



Perceived Causes of Global
Warming in the United States
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Importance of Energy
Conservation to Consumers
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Influence of a Company’s Environmental
Record on Purchasing Decisions
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Green Company Perceptions ety

ENERGY STAR

A company that uses renewable energy, 65.7
has zero waste in its manufacturing -
process and produces green products
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A company that recycles

A company that replaces the natural
resources used in its manufacturing process,
such as a paper company that plants trees

2009

A company that has replaced
synthetic chemicals in its products 47.5
with natural or bio-based ones*

manufacturing process to reduce emissions* 2008
A company that changes its lighting or (RN T )
refrigeration equipment to use less energy | m
A company that encourages its suppliers 34.7
to reduce their packaging*
A company that uses only hybrid cars m
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*New list option in 2009

~ Source: Eco Pulse 2009, www.sheltongroupinc.com/ecopulse
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Green Company Perceptions ety

ENERGY STAR

A company that donates money
to environmental causes

A company that sells both green 5.7
products and traditional products 8.8

An oil company that also 5.0

manufactures solar panels 2009

A company that produces wind turbines to
produce green power but creates chemical
waste during the manufacturing process

2008
A company that buys green power or 3

carbon offsets and manufactures

products that aren’'t green products | 8.7

A company that has zero waste in its
manufacturing process but uses large
amounts of electricity

A company that manufactures both
hybrids and large, traditional SUVs
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Green Behaviors at Home oL
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Always recycle aluminum cans,
plastic bottles, newspapers
and cardboard 67.9

Adjusted the thermostat and/or
hot water heater setting to save energy T W
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Replaced most incandescent bulbs with CFLs

Recycle harder-to-recycle products
(e.g., computer equipment, CFL bulbs, batteries,
printer cartridges, etc.)

B
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Bought ENERGY STAR® brand appliances 48.6

Always unplug things/turn off power strips

Replace toilets/showerheads
with low-flow alternatives

Regularly buy or make green cleaning products

Bought high efficiency water heater, AC or furnace

Search for concentrated formulas/Buy
products with the least packaging

Completed energy-efficient home renovations
(e.q., added insulation, replaced windows, caulked)
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