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Moral Imperative?



Regulatory Imperative?
 Source:  theclimateregistry.com; coolmayors.com

40 states, including Idaho, representing over 70% 
of U.S. population have signed on to track green 
house gas emissions

Over 700 U.S. mayors, representing 75 million 
people, have adopted the Climate Protection 
Action Agreement including, Bellevue, Boise, 
Hailey, Pocatello, Sandpoint and Sun Valley 



Market Imperative?
 Select Cover Stories and Articles:  2007



Consumer Consciousness
 Source:  Google, December 17, 2007

“Britney Spears”

 

61,000,000
“sustainable”

 

39,100,000
“Angelina Jolie”

 

25,700,000
“global warming”

 

24,300,000
“climate change”

 

22,800,000
“gas prices”

 

15,200,000
“Iraq war”

 

14,100,000
“George W. Bush”

 

8,900,000
“Al Gore”

 

6,480,000
“Hillary Clinton”

 

5,500,000
“Jeff Kingsbury”

 

3,160



Why Go Green?

Which of the following should builders market as the reasons to 
buy green?

A. To recoup costs through energy efficiency?

B. Environmental stewardship, because it is the right thing to 
do?

C. To promote the health and wellness benefits?



The Survey Says…
 Source:  RCLCo

A disconnect exists between homeowners and how much 
impact they think their home has on the environment.
Traditional “green” motivations for home purchase share 
stiff competition with other priorities.
Currently, “the environment” presents a challenging market 
position for motivating homebuyers.
Only 2.5% of potential homebuyers consider “the 
environment” a motivating factor in their next home 
purchase.
Fewer than one in five homebuyers are willing to spend 
money on energy savings, even if they cannot recoup their 
investment in cost savings.
Almost 50% of homebuyers indicate a willingness to spend 
more money for perceived health and wellness benefits, 
even if they never recoup this investment.



Shades of Green

Forest Greens  “Because it is the right thing to do.”
Small fraction of all homebuyers (as little as 3%)
Undeterminable purchasing power

Greenback Greens “Because it will save me money.”
Price-sensitive buyer
Payback period averages less than four years
Trend older with lower incomes

Healthy Greens “For the health of my family.”
Well-educated – many have graduate degrees
High-incomes – 40% with incomes over $100k
91% of homebuyers willing to spend $ on health 
benefits
41% have no payback expectation



Marketing Mix
 The dollars will be the same, but the mix is different

Conventional Development
Advertising (33%)
Brokers (33%)
Referrals (33%)

Sustainable Development
Advertising
Brokers
Referrals
Public Relations
Co-branding
Events
Unconventional creative 
in conventional mediums
Unconventional mediums



Price

Of all homebuyers, Healthy Greens are willing 
to spend the most.

54% are willing to spend $15,000,
32% are willing to spend $20,000, and
15% are willing to spend at least $30,000,

All without the expectation of a payback.



Price:
 The Last Refuge of the Marketer

 Source:  Greenstreet

 

Ltd.

Undifferentiated

Differentiated

Commodity Pricing Premium Pricing

http://www.morehouselessmoney.com/index.asp


Promotion
 Source:  Strada

 

Advertising

How to use the word “sustainable”

 

in a sentence.
It’s an uncommon word and so we thought we would help you, so that you could 

impress your friends at your next dinner party.

When something is sustainable, that means it has enduring value.

 

For instance, when 
we say, “This community is designed to be environmentally sustainable,”

 

that 
means it is designed to conserve and renew certain things we believe are worth 
having –

 

like natural open space, and water, and trees and oxygen, and deer and 
. . . chipmunks. A sustainable community uses less and saves more. 

Which is why every home at Daybreak is Energy Star-certified. And why over a third 
of the community is dedicated to open space.

We invite you to expand your vocabulary this Saturday at the Daybreak Spring 
Festival. Enjoy a day of live music and good food while touring some very 
sustainable model homes. 

Daybreak. This is getting good.



What’s Wrong with This Picture?







Taking the High Road in
 a Buyer’s Market

McStain

 

also uses incentives 
that conform to its bigger 

"green building" mission.  Since 
July, buyers have received 100-

 
miles-to-the-gallon Vespa

 
scooters with their home 

purchases. Through the end of 
the year, however, McStain

 

is 
offering to partially subsidize 
utility bills for one year for 

Xcel

 

customers who choose 
the wind power option.

~Denver Post~ 



Place

Decide how to integrate sustainability into the 
community:  museum vs. theme park
Create the place first BEFORE a lot of marketing 
dollars are expended
Sustainability should be part of the palette for 
place-making
Sustainability creates a framework for community 
building in conjunction with programming and 
“soft infrastructure”



Presentation







Process

Define strategy:  market penetration, market creation or 
market share
Create a clear vision vs. the idea “du jour”
Decide where you are/aren’t on the sustainable 
development spectrum… and OWN it
Development Process: integrated vs. linear
Sales/Marketing at the front end…Planning/Design at the 
back end
Metrics and Benchmarks for Performance

Financial
Environmental
Social 

Evaluate



People

Build an aligned in-house and consultant team 
utilizing performance metrics and benchmarks
Functions: multi-disciplinary vs. silo
Explore creative and strategic alliances
Be consistent throughout the project’s execution 
…avoid marketing promising one thing and sales 
delivering something else
Train the internal AND external team… anyone 
that touches the customer



Leveraging a Sustainable Strategy

1. Sustainability is about competitive strategy
2. Listen to your customers, but ask the right questions
3. Commit to your “shade of green”
4. Develop an enduring vision, beyond the development
5. Establish metrics/benchmarks that are beyond financial
6. Get the right team to the table at the right time
7. Integrated vs. linear thinking and processes
8. Avoid green “bling”

 
and managing by checklist

9. Don’t assume green has to cost more
10. Market it…sell it…get credit for it

…while you still can
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