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• PRODUCTION BUILDERS (PD) AVERAGE A 5% MARGIN ON 
BUILDING THE BASE HOUSE

- RESULT IS A “COST FILTER”
-FOCUS ON UPGRADES THAT ARE EASY TO SELL
-GRANITE COUNTER TOPS ARE CHOOSEN OVER ENERGY 
UPGRADES 

- RENEWABLES ie. SOLAR HAVE TOO MUCH “STICKER SHOCK”

���.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'����.#� '/��"!#.��$/�"#!'�
"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�"��� �( �%!'��'0�

�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'�"'##�$��%�#�"/!���"�%!'
�$#�$#�$#�$#�$#�$#�$#�$#

P principal
I interest
T taxes
E energy (updated)
W water (added)
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• Possible mechanism for municipalities to help   
homebuyers to purchase low energy homes from builders

• Under Ontario REG 586/09 the definition of “work” could 
be amended to include “individual” improvements like 
rain water cisterns to reduce local infrastructure.
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• 65% said they would pay at least $5,000 
more to have an energy efficient home

• Top five considerations when buying a 
home:

1. Price of home 
2. Location
3. Energy efficiency of home
4. Size of home (number of bedrooms)

5. Decorative upgrades (aesthetics)

���",(� !%*�3��$�&'7�"�8��##'�!�%�#�1�&"! �45592���",(� !%*�3��$�&'7�"�8��##'�!�%�#�1�&"! �45592
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• 85% they are more satisfied with their new 
green homes than with their previous homes

• The new green home owner is affluent and 
well educated, in his/her mid-forties and 
married

• 63% report lower operating and maintenance 
costs as the key motivation behind buying a 
green home.

• 50% said they are motivated by environmental 
concerns and their family’s health

7�*�#�'( $7�*�#�'( $

�(! $�"#���� ��$�"#;�(! $�"#���� ��$�"#;
• Leadership caché
• Improved customer satisfaction
• Means of differentiation from the competition
• Government and utility incentives
• Permit fast tracking
• Green financing
• Preferential land acquisition or zoning 
• Improved municipal / regional relations
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• People buy benefits , not features

• To make the benefits feel compelling, 
understandable, and real

• But there are many benefits (health, comfort, 
environment, financial) which one will the 
customer want to hear?

• If you don’t market it, you won’t sell it.

%����"'7!���"' ��'0%����"'7!���"' ��'0
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RATING ONTARIO'S HOUSING STOCK
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Simple and straight forward:

• 25% reduction in household water draw

• 60% reduction in overall discharge flow

• 60% reduction in energy use

• 60% reduction in greenhouse gasses

• 60% reduction in solid waste
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2. Tell a good story (make it interesting)

a. Be sincere, spin-marketing lowers credibility
b. Sell the benefits, not the features 
c. Don’t be afraid to educate (be enthusiastic, but not preachy) 
d. Train sales staff (at least 2 times)
e. Train anyone else who will listen (inspectors, ci ty staff) 
f. Rely more on earned media (good stories keep ads apart) 
g. Position within the global context (reason for be ing green) 
h. Be innovative in your media story (don’t just pla nt a tree)
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EGNH

Rodeo Green 
EGNH of 85

OBC 2006 
EGNH of 73

HERS
Rodeo Green 
HERS 43

IECC2004

benchmark

0 100

100 0

No benchmark for 
new houses

* A HERS rating of 43 gives you 23 LEED points. What does an EnerGuide rating of 85 give you?

0 means Net 
Zero

“0 represents major in air leakage, no insulation and high energy consumption.” 

“100 represents very well insulated, airtight yet well ventilated, and heated by renewable energy 
sources, such as wind or solar power.”

OBC 2006
HERS 85
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Built by: Cadorin Homes
Conditioned floor area: 2,227 square feet

Estimated annual energy usage:
Natural Gas Consumption                                        1, 869 m3

Green House Gas Emissions                                8.54 Tonnes

Estimated average 
monthly energy bill $70.90
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186 Princess Avenue, Toronto, ON
Rated by: ClearSphere Consulting

Rating Conducted: August 28, 2009

This rating is available for homes built by leading edge builders who have 
chosen to advance beyond current energy efficiency programs and have 
taken the next step on the path to full sustainability.

Lenard Hart September 24th, 2009

Director,  Sustainable Housing Foundation 

110 100 90 80 70 60 50 40 30 20 10 0

41
Your Home is

IECC                     OBC 06      Builders Challenge           Net   Zero Energy
2004 75 50 

This house  is rated  using  the Home Energy Rating System (HERS), property of RESNET of Oceanside, 
CA. The Green  is 50 Bu ilders’ Cha llenge is a Pi lot Prog ram sponsored by CRESNET and de livered  by 

C learsphere.
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Cadorin Homes- Lot 2- Energy Saving Matrix

Chart Key
OBC Ontario Building Code Minimum Requirements

G is 50
R60 Attic, R20 Full BSMT + R10 Underslab, R22+5 wall, 96% Condensing Furnace, .99 DHW 
(Drain Water Heat Recovery included), 70% efficient HRV,  Double LowE Argon Windows, 2.66 
ACH 

OBC G is 50 Savings from OBC to G 50

EnerGuide Number 69 81 12
Green House Gas Emission (kg/year) 12270 8540 3730
Design Heat Loss at 1 F (btu/h) 55511 37380 18131

Natural Gas Consumption per Year (cubic meters) 3845 1868 1977
Natural Gas Cost per Year  $           1,749.48 $            849.94 $899.54

Notes
Natural gas consumption for space and domestic hot water heating only.  
Natural gas cost includes gas supply charge, customer charge & delivery charge averaged at $0.455 per cubic meter.
All gas calculations are based on typical usage patterns and are consistent across models, actual usage may vary.

EnerGuide rating is between 1 and 100 with most new homes fall ing in the 60 to 70 range and energy efficient R-2000 homes rating 80

Prepared by :
ALPHA TEC
CONSULTING
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• NET INCOME GENERATION UNDER FEED IN 
TARRIF  (FIT)

• 1 KW = $900 OF INCOME

• CADORIN HOMES 

- 3 KW x $900          =   $ 2700 income 
- Space and DHWH =  -$  850  expense

$ 1850 net income
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Zero Energy Homes……

What’s is missing in the 
current appraisal and 
financing process?

Walter Cuculic – Director of Sustainability
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�1&21�&4
� Today, most appraisal are more of a comparative market 

analysis (CMA) than a true detailed appraisal. 

� CMAs compare the home’s, style, square footage, number 
of bedrooms, bathrooms, location, size of garage, etc.

�� If you review most appraisal reports today these are the If you review most appraisal reports today these are the 
only details and adjustments you will see included and only details and adjustments you will see included and 
adjusted for on an appraisal report.adjusted for on an appraisal report.

�� The reason that appraisers likely only focus on these The reason that appraisers likely only focus on these 
features is because the are the items that they can observe features is because the are the items that they can observe 
from the exterior of the home or gather from public from the exterior of the home or gather from public 
information sources (MLS or County Assessor’s Office)information sources (MLS or County Assessor’s Office)

42

�1&21�&4
�� If you look at the categories on an appraisal report there are If you look at the categories on an appraisal report there are 

a number of categories that are very subjective, ignored or a number of categories that are very subjective, ignored or 
improperly completed by appraisers.  These include:improperly completed by appraisers.  These include:

1.1. Home’s ConditionHome’s Condition
2.2. Quality of ConstructionQuality of Construction
3.3. Functional UtilityFunctional Utility
4.4. Heating and CoolingHeating and Cooling
5.5. Energy EfficiencyEnergy Efficiency

�� Additionally there are 3 blank fields in which the appraiser Additionally there are 3 blank fields in which the appraiser 
can make additional adjustmentscan make additional adjustments

�� Why do appraisal reports have a space for calculating $ / Why do appraisal reports have a space for calculating $ / 
sq. ft?  This is like appraising car by $ per lb or cubic ft.   sq. ft?  This is like appraising car by $ per lb or cubic ft.   
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There are two methods use for residential propertie s:There are two methods use for residential propertie s:

�� Sales Comparison Approach Sales Comparison Approach -- The appraiser The appraiser 
estimates a subject property's market value by estimates a subject property's market value by 
comparing it to similar properties that have sold i n comparing it to similar properties that have sold i n 
the area. The properties used are called the area. The properties used are called 
comparablescomparables , or , or compscomps . . 

�� Cost Approach Cost Approach –– The cost approach is most useful The cost approach is most useful 
for new properties, where the costs to build are for new properties, where the costs to build are 
known.  With this methodology the appraiser known.  With this methodology the appraiser 
estimates how much it would cost to replace the estimates how much it would cost to replace the 
structure if it were destroyed. structure if it were destroyed. 
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Typical resale 
home today has a 
10 SEER A/C unit

HVAC Systems

Code new home 
today has a 13 
SEER A/C unit

Furnaces can vary from 70% efficient up to 96% 
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Advance Insulation => cooler summers, warmer winters, lower 
bills

Building Envelope

Blown-in Cellulose InsulationCathedral Attic Insulation

How do you value improved insulation? 

51

Tank-less Water Heater save ~30% on heating costs

Endless Hot Water

�0�5/"&))	�$#	@0#&2

Longer Warranty
(10 yrs vs. 6 yrs)

More room in the garage

How much more is a tank-less hot water heater worth?
52

Lighting accounts for 10-
12% of your annual 

electricity costs

��37#��3

Compact Florescent Lights 
(CFLs) are ~70% more 

energy efficient than 
incandescent bulbs

If a home cost less to heat, cool & light isn’t that home 
worth more than the same home which costs more to 

heat, cool and light?
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Water Conservation

Smart Irrigation Controls

High Efficiency Toilets / Fixtures

If your home uses less water and you have 
lower water bills, doesn’t that add value? 

Advance Plumbing Design
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Hedging Their BetsHedging Their Bets

Energy Efficient Homes and Solar PV protect 
homebuyers from rising energy costs

� NV Energy recently increased their rate by 
approximately 10% 

� This will add an additional $15 per month to your 
average utility bill of $150

� Energy Efficiency has real $$ savings for home 
buyers

� Why is a hybrid car worth more than a standard car?

56
56

What about heating, cooling and comfort 
guarantees?

Durability

New Home Warranties?  How do 
appraiser value these?
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Green, Energy Efficiency, Durability, etc are important to 
home buyers.  They are willing to spend more for these.

Buyers want to buy better products

Saving Green $$

Saving the Planet

Living Healthy

Home Buyers
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Value of Zero Energy HomesValue of Zero Energy Homes
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� Over 90% of energy efficient, green, solar homeowners would 
buy an efficient, green, solar home again

� 84% believe energy efficient, green, solar increases resale 
value

Source: Bernadette Del Chiaro, Environment California Research & Policy Center, 
“Rave Reviews for Solar Homes: A Survey of Homeowners in California” March 2006.

Home Buyers
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POWER LUNCH
reeep online webinar series

Net Zero Energy Homes: How 
stakeholders can contribute and 
recognize the value of NZEH

Eleanor Hughes
Acting Manager, Homeowner Policy
Insurance
CMHC
December 15, 2009 webinar

Funding for webinars provided by: Webinars managed and developed by:
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POWER LUNCH
reeep online webinar series

Overview

� Financing Options (conventional and High 
ratio)

� Grants and rebates to support energy 
efficient housing

POWER LUNCH
reeep online webinar series

Challenges

� What do you see as the challenges to 
recognizing and communicating the value of 
NZEH? 

POWER LUNCH
reeep online webinar series

Opportunities

� Flexible lender financing options
� CMHC Green Home (Insured Mortgage 

Financing) 
� Grants and rebates to support energy 

efficient housing

POWER LUNCH
reeep online webinar series

What is CMHC Green Home?

CANADA MORTGAGE AND HOUSING CORPORATION

Mortgage Loan Insurance flexibilities that can help 
your customers save money when financing the 
purchase of an energy-efficient home or when making 

energy-saving improvements to an existing home. 

POWER LUNCH
reeep online webinar series

Eligibility for purchase

CANADA MORTGAGE AND HOUSING CORPORATION

� R-2000 compliant; or

� Constructed under a 

CMHC eligible energy

efficient building program: or

� Rate 77 or higher on a

NRCan energy evaluation

POWER LUNCH
reeep online webinar series

Eligibility for improvements

� NRCan energy assessment
evaluation required

� Improvements must 
increase

the home’s energy 
assessment

rating by at least 5 points.

� Once improvements
completed, the property 

must
achieve a minimum energy
assessment rating of 40
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POWER LUNCH
reeep online webinar series

� 10% CMHC mortgage insurance 
premium refund 
for energy-efficient homes

� The option of extending the 
amortization period beyond 25 
years with no additional premium 
surcharge

� Available for purchase and home 
improvement

Flexibilities

POWER LUNCH
reeep online webinar series

When CMHC insured 
financing is used, 
borrowers can simply 
download the premium 
refund form and apply 
directly to CMHC

Applying for a refund

POWER LUNCH
reeep online webinar series

…$ave
…Now…Later…
…Your Health…
…Your Planet!!!

Provincial
& Municipal

Rebates

Federal Home
Renovation
Tax Credit

Federal /
Provincial
ecoENERGY

Navigating Government Grants

Green
Mortgages

CANADA MORTGAGE AND HOUSING CORPORATION

POWER LUNCH
reeep online webinar series

Additional FEDERAL Government Resources

� Natural Resources Canada (OEE)
www.ecoaction.gc.ca

� Environment Canada
www.incentivesandrebates.ca

� Canada’s National Housing Agency 
(CMHC)
� www.cmhc.ca

CANADA MORTGAGE AND HOUSING CORPORATION

POWER LUNCH
reeep online webinar series

Recommendations

� Effective communication of the tangible value 
(energy savings, healthier lifestyle) 

� Awareness of grant and rebate programs


