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Who Is EGIA?



Home Performance Nationwide



Advanced Home Energy, Berkeley

• Started in 2006 as insulation‐only company
• Expanded to “whole house”

 

to avoid being the 

 
low‐cost bidder

• Then and Now:
• 1 crew with $1200‐$1500 jobs
• 7 crews with $7,000 ‐

 

$10,000 jobs 

• Biggest threats:
• High customer expectations 
• Organizational complexity
• More work than we can handle



ABC Cooling and Heating, Fresno

• Differentiates our business

• Increases our margins

• Higher average tickets

• Customers for life

• Reduces Seasonality

• Reduces Callbacks 



Brower Mechanical

• Pathway
• Started in Started in 1978 as HVAC Service Company
• Embraced building science in 2006 as a way to reduce callbacks

• “Why doesn’t 3‐ton work for all 1500 sq. ft. homes?”
• Participate in PG&E and SMUD programs
• June 2011 was busiest month is company’s history

• Biggest Challenges:
• Management must “own”

 

the process
• Need to go slow to modify pricing, operations
• Utility rebates validate to homeowners that whole house is the 

 right approach



Hartman-Baldwin, Los Angeles

• Remodeler integrate Whole House into every job
• Average job size $60,000
• Open Houses at completed projects
• “Home Remodelers' Survival Guide” Workshop



Top-Tier Contractor Traits

1.Diversification- Sells more then one product to help prevent 
seasonality and drive more profits through add-on sales.
2.Sales Consistency- Has pitch book or laptop in-home  
presentation that keeps salespeople consistent and helps overcome 
hidden objections.
3.Diverse Marketing- Spend money on mix of traditional 
advertising and social media outreach with a clear call-to-action 
message.
4.Sales Culture- Start with receptionist to installation team
5.Financing- Offer low monthly payment and/or “same as cash” 
options

Top-Tier Contractors have 
the tools and training to close the sale 

“at the kitchen table”



Build-Your-Own Marketing Plan

Define Success!
• Where do you want to go in 2011?  
• Where do you want to be in 2012?

Create a 90-Day Plan to Get There!
1. Define Yourself
2. Introduce Yourself as the Subject Matter Expert
3. Get into the Community
4. Celebrate your Customers
5. (Repeat application as needed)



1.  Expand Business Card Use

• Full color and professionally designed
• Mini-ad for your business
• Drive people to your website to learn more
• Everyone in the company needs a card
• Magnet for the refrigerator
• Peel-and-stick for HVAC system
• Rubber stamp special offers on the back
• Leave extras with:

– Trade allies
– Past customers
– EVERYWHERE



People Buy from People



2.  Work Your Customer Referrals
• “The analysis you provided on our 100-year-old home gave us the information we needed 

to make our decisions with confidence. The work you provided went far beyond our 
expectations of quality.”

Harold & Linda – Homeowners, Your Town

• “We installed new equipment and the energy savings more than pay for it! We had 
immediate positive cash flow, decreased maintenance costs, and increased property 
value; it was a no brainer.”

Walter – Apartment Complex Owner – Your Town

• “Between the insulation and the furnace, it is a very different house. If you have an older 
home or are contemplating buying one, this kind of work is an amazing way to make the 
cost of ownership much lower.”

Simon & Tracy – Homeowners – Your Town

Word-of-mouth marketing is 
the most believable



Winning Home Case Studies 
[Insert Your Name Here]

See examples at www.wjla.com/homeenergy
See template at www.efficiencyfirst.org

http://www.wjla.com/homeenergy
http://www.efficiencyfirst.org/


3.  Leverage Your Credentials



4.  Draft a News Release
• About you as local expert
• First customer!  100th customer!
• Local representative for your state program, BPI, etc.
• Free resources and case studies on your website
• Available to speak to groups



5.  Distribute the News Release

• Media and Search Engines via www.marketwire.com 
or www.businesswire.com

• Everyone you know via www.mailchimp.com
• Friends and Family via Facebook and LinkedIn

http://www.marketwire.com/
http://www.businesswire.com/
http://www.mailchimp.com/


6. Produce a Customer Open House

• During and after current customer project
• Email invites
• Door hangers
• Yard signs
• “Impromptu”



7.  Get on the Speaker Circuit
Topical and “How To” Speakers are needed at:
• Rotary Club and other Civic Organizations
• Home Owners Associations
• Chambers of Commerce
• Adult Learning Centers
• Realtors and Code Officials
• Business and Trade Groups

Download Brochure and 
Presentation Template at 
www.efficiencyfirst.org



8.  Produce Your Own Workshop

• 20-45 min. on “10 Tips to Save Money, Be More 
Comfortable and Make Your Home More Earth 
Friendly”

• 1-2 hours on “Whole House Improvements: How to 
Do it Yourself and/or Manage Your Contractors”



9.  Produce a Newsletter
• Your news releases
• Customer stories
• Latest on federal/state/utility incentives
• Reprints from other sources
• Distribute in print at health food stores, 

Chamber/Rotary meetings, etc
• Distribute online via Constant Contact and watch who 

click-thrus



10. Make the Most of Home Shows
• Cross-telling is Cross-selling

• Yellow boiler “as seen on energystar.gov”
• Solar? Home Performance is first step..”
• Whole House poster is key talking point

• Homepage on laptop
• Showcase case studies & presentations
• Live radio interviews
• Clipboard with “lead sheets”
• Bring your appt. book!                                          



Your Marketing Launch
1. Email and call all your local papers, radio and TV 

stations and ask if they need your help to produce a story 
on what local people can do to save energy, be more 
comfortable and reduce carbon emissions  

2. Email and call all local civic groups and ask if they need 
your help to make a presentation on what local people can 
do to make their homes perform better

3. Position yourself NOW to be the local “go to” home 
performance expert to leverage local media outlet when 
they decide to run a story about something related to home 
energy/performance (i.e. Energy Upgrade California, utility 
rate increases, cold/hot weather records, global warming 
concerns). 

4. Don’t build your business to rely on federal/state/utility 
incentives.  Sell the fact that your services are worth 
paying full price.. for savings, comfort, efficiency, 
health/safety…



Learn More at Leadership Academy
Workshops produced online or in-person by EGIA are designed to help 
contracting company owners and key management staff grow their 
business. Industry topics include:

•Internet Marketing for Contractors

•Home Show and Community Event Marketing for Home 

Improvement Contractors

•The Internet – In Your Own Hands

•Developing Listening Skills To Increase Sales

•Getting Quality Leads from Your Website

Free Archive Access at www.egia.org/acioffer
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