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About BCAP 
o Founded in 1994 as a joint initiative of 

 
 
 

o HQ-ed at Alliance office in DC 
 



BCAP Mission Statement 

“BCAP strives to be the premier resource for energy 
code support, coordination, technical assistance, 
news and information. 
 

Our mission is to reduce the energy consumed in the 
construction and operations of buildings by 
working with national, state, and local 
governments and other stakeholders to promote 
the adoption and implementation of building 
codes and standards.” 



Why target consumers?  
o Consumers can eliminate the biggest barrier to 

energy codes – opposition from home builders.  
 

o Builders supply what is demanded. 
 

o Builders claim consumers are not asking for energy 
efficiency, and won’t pay more for it. 
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Why target consumers?  
o It’s hard to make policy changes without public support;  

• Energy codes viewed as technical/confusing 
• Energy codes called an “unfunded mandate” 
• Big picture home owner and societal benefits not appreciated 

 
o In communities where public support is high, energy 

codes are easier to adopt 
 

o Providing information is good, but not enough 
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So… HOW to get consumers involved? 
 

1. Understand their current attitudes / 
awareness 
2. Find out what motivates them 

 

 



2011 BCAP & Consumers Union –  
surveyed consumers to learn 

1: Which messages resonate? 
• Money saving? 
• Environmental impacts? 
• Quality construction? 
• General benefits? 
• Common arguments against energy codes?  

 
2: Attitudes on specific energy code items?  
 
3: Consumer’s [energy] expectations for new homes?  

 



5,086 Internet respondents-
demographics:  

o 50% Males/ 50% Females; Aged 18+; About 2/3 own 
homes 

o Most (79%) purchased their homes more than 2 years ago 
and don’t have near-term plans to buy another home.  

o Most (84%) had an annual HH income of $79K or less.  
o Most had ave. mo. energy bills of $100-$199.  
o Results broken out into these sub-categories 

 

Presenter
Presentation Notes
(2008, the US Census reported that the Household Income: Less than $40k, $40k-$79k, $80k+) In 2008: Median annual income was $52,029.SUB CATAGORIES ARE: Home Owners Vs. Home Renters Newer Home Owners (purchased a home in the past 2 years or plan to) Older Home Owners (purchased home more than 2 years ago and do not) Age of Current Home: Less than 10 years, 10-19 years, 20-50 years, 50+  Total Monthly Energy Bills: Less than $100, $100-$199, $200-$299, $300+ By Geographic Region: (See following slide for details)



Respondents were from these 
regions 

Northeast: 
• New England - ME, NH, VT, MA, RI, CT 
• Mid-Atlantic - NY, PA, NJ 

Midwest: 
• East North Central - WI, MI, IL, IN, OH 
• West North Central - MO, ND, SD, NE, KS, MN, IA 

South: 
• South Atlantic: DE, MD, DC, VA, WV, NC, SC, GA, FL 
• East South Central: KY, TN, MS, AL 
• West South Central: OK, TX, AK, LA 

West: 
• Mountain: ID, MT, WY, NV, UT, CO, AZ, NM 
• Pacific: AL, WA, OR, CA, HA 

 



Statement Prior to Survey 

o Energy codes are minimum requirements that 
builders must meet to ensure that homes meet 
energy efficiency standards.  

 



PART 1: MESSAGING. 
How much do you  agree /disagree 
with each of these 17 messages: 

84% agree 

82% agree 

79% agree 

75% agree 

71% agree 
74% agree 

70% agree 

73% agree 
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Advocacy for green bldrs.Materials can also be used for policy makersEnergy efficient buildings reduce energy use and pollution: 84% 	Homeowners should have a right to a home that meets national energy standards 82% Energy codes should be enforced like other health/safety codes 75% 	Energy codes help ensure homeowner and taxpayer dollars are used wisely and efficiently – new buildings will be required to be built right the first time. 74% 	Homebuilders should not make less efficient homes at buyers’ expense. 73% 	Energy codes help make energy bills more affordable and predictable. 71% 	Energy codes help ensure the quality of home construction. 70% 	Energy codes help protect homeowners and renters from excessive energy costs 70% Energy codes add to the purchase price of new homes but lower the operating costs. 69% Energy codes make homes more comfortable to live in. 68% 	Homebuilders should not save money on construction by making homes less energy efficient. 65% 	



Findings: Key Points for Policymakers 

o The public feels that they have a right to a home that 
meets minimum energy efficiency standards. (82%)  
 

o The public believes that energy codes help ensure that 
homeowner and taxpayer dollars are used wisely and 
efficiently by requiring that new homes will be “built 
right the first time.” (74%)  
 

o The public agrees that energy codes add to the purchase 
price of a new home and effectively lower monthly 
operating costs. (69%)  
 
 

 





Findings: Key Point for Builders  
 

o The public doesn’t accept the argument that 
amenities of new homes have to be sacrificed in 
exchange for energy codes compliance. (77%)  
 
 

 



Example: For Building Professionals 
in KY 



PART 2: ATTITUDES. 
How much do you agree/disagree with 

each of the following statements: 

86% 

83% 



PART 3: Expectations: 
Which are most/least appealing 
o Adequate insulation in attic and walls 
o Well-sealed windows and doors 
o A Certificate proving a home meets state energy codes 
o Sealed fireplace 
o Programmable thermostat 
o Insulated ductwork 
o Insulated pipes 
o Energy efficient light bulbs 
o Efficient heating and cooling systems 
o Energy efficient windows 

Most important to save $ 

Most important to save $ 

Most important to save $ 
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Used Findings to Develop Toolkits 
for Consumers & Advocates 

National/Generic materials: 
1. Home Buyer Guide  
2. Home Buyer Checklist  

State-customized materials 
for KY, AL, NE, MO:, TX, 
AK, ID, MI 

1. Home Buyer Guide  
2. Home Buyer Checklist  
3. Homeowner Checklist 
4. Professionals Guide 

Presenter
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NEXT STEPS: Consumers Union and BCAP disseminate nationally via:WebsiteStakeholdersKentuckyAlabamaMissouri (specific jurisdictions since there’s no state energy code)CU developing outreach materials for… maybe for MI, OH, NH (probably more general, not specific to each state)



PNNL funded / BCAP created customized advocacy 
materials for these states: 

o Alabama 
o Nebraska 
o Kentucky  
o Columbia, MO 

 

Leveraging the national work / 
Customizing for states and jurisdictions 

 



EnergyCodesOcean.org/consumers-
take-action 



EnergyCodesOcean.org/consumers-
take-action 

  



Columbia, MO Home Buyers Guide 



Example: For Consumers in KY 

 



MAINE 



EXAMPLE: Brochure for Consumers 
in Alabama 





BCAP Outreach to Consumers in  
MI, AK, TX, PA 

o Paid media (paid ads on Zillow, Facebook) 
o Earned media (news releases; attempted radio interviews 

with NPR) 
o Other outreach: Asked organizations to forward email or 

print a newsletter article 
 

We did not: 
o Do direct outreach (direct mail, door hangers) 
o Reach out to real estate agents (MLS) 
o Radio PSAs 

 
 

 



Using Social Media: Facebook and 
Twitter 

o Ads ran April 11 - May 31 , 2012  
o 2,619,988 impressions; 652 clicks 
o Ads ran June 4th to July 31st 
o 5,439,107 impressions ; 2,762 clicks 

 
o 17 twitter posts  
o 119,995 impressions; 450 clicks 
o 22 Re-tweets  
o 450+ people visited website 

Presenter
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8 Facebook Posts 

o 16,182 Unique Users; 
28,882 total impressions 

o 358 “Likes”; 13 comments 
o 35 Shares to other User’s 

pages 
o 678 Clicks to BCAP 

website 
 



Paid Ads: Zillow 
o Zillow: 38 M unique visitors/mo (home buyers) 
o Ave. time visitors spend at site: 17.5 min 
o Ads ran Aug 8-26, 2012 
o About 1 million impressions; 1,700 clicks to 

BCAP website 



BCAP web traffic results 
Consumer Portal 
Hits by Month 

Consumer Portal 
Visits October 2011-September 2012 

2,529 visits    2,199 (82%) unique visitors    2.92 pages /visit    2:48 avg. time/visit 

Presenter
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Getting Media: Key Insights 
o Traditional media is difficult to secure without a 

newsworthy topic 
o The topic of energy codes by itself may not be covered, 

but there are ways to increase the odds of coverage 
o “Energy codes” can accompany a topic that has a 

current, and timely news value 
o You must have a news “hook” 

 

 



Possible News Hooks 

o Code update is being considered 
o Rise in energy prices 
o Rise in number of ENERGY STAR new homes 
o Energy prices going up 
o Horror story of a home buyer / owner with an 

inefficient home 
 

 



Consumers Union & 
Northeast Energy 
Efficiency 
Partnership  
Outreach in Maine 



Real Estate Agents 

o Northeast Energy 
Efficiency Partnership 
offers materials for real 
estate professionals 
• Brochure 
• Checklist 

 





Thank You! 
Maria Ellingson, Senior Program Manager 
Building Codes Assistance Project 
Toledo, Ohio 
419-724-4571 | mellingson@ase.org 
 
 
 
 



Group Feedback 

1. Ideas for improving printed materials? 
2. Ideas for dissemination? 
3. Other feedback on consumer outreach? 
4. Your news stories on energy codes? 
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