"$%" & $ ' ( % & )
+ -

LS %l &S( %l
YOS %+ (#

28>814;821(.2 6) 0$& >(1*(%18& "4<<4260/

$4%)& 6) 0$& 114)) 1&(2&-# 04 )&11 0$-4* $
>(1*& 49 -&(1 &)0(0&'

(;&-642 49 $4<& 4+.8-)$6; 49 ? /) "-&(0&)
(<&.0(160/ 49 0$& I"$&(;&)0 )$4-0 0&-< %*/#

"8 6) 1(.2, &.& /"4 &<6))64.) @
@ .40 ! -&&.#

4>&-.<&.0-41& A 6.91*&."& 0$& <(-B&0 .40
26)04-0 60 6. 0%& 14. & 0&-<

&.& 1)0(-, & 1&&2 $ !
&.&-/385- 3 4
3 -
-5 ( , %
$(6 &8 1)0( 0
v W
& ). 37"-8).808' $
1&&2"
$ " ( - 9 $
o . 3, "o
" 18&&2; $ '
. < , 0) $ 9
1" #1$ %! &"$( %!

YOSt 106k (#-

* 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”
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principal

interest

taxes

energy (updated)
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)
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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 m%mmgsog,;m«
concerns and their family’s health OF FIOME BUILDERS
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* Leadership cache
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.
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RATING ONTARIO'S HOUSING STOCK

Typical 1950s 45
Typical 1970s
Recent OBC min
New OBC min

Curent ENERGY STAR N
_l EGH rating
New ENERGY STAR 4
R-2000 / LEED-H
EQuilibrium
No Purchased Energy 100

40 50 60 70 80 90 100
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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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O Original Terms

B Peer Reviewed
Modeling

O Proposed Target
Revisions

Waste Energy GHGs Water Effluent/
Use Draw Run-off
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2. Tell a good story (make it interesting)

. Be sincere, spin-marketing lowers credibility
. Sell the benefits, not the features
Don'tbe afraid to educate (be enthusiastic, but not preachy)
. Train sales staff (at least 2 times)
. Trainanyone else who willlisten (inspectors, ci ty staff)
Rely more on earned media (good stories keep ads apart)
. Positionwithinthe global context (reason for be ing green)
. Beinnovativein your media story (don't just pla ntatree)
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“0 represents major in air leakage, no i ion and high

“100 represents very well insulated, airtight yet well ventilatedand heated by renewable energy
sources, such as wind or solar powér.

OBC 2006 Rodeo Green
EGNH of 73 EGNH of 85

EGNH

A No benchmark for
O newhouses 100

‘ IECC2004 OBC 2006 Rodeo Green Omeans
100benchmark HERS 85 HERS 43 Zero 0

*AHERS rating of 43 gives you 23 LEED points. What does an EnerGuide ratinm‘mﬁ&&)u?
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Conditoned foor area: B Y Y
Estmated annual energy usage: Freres <(ag)-
Natual Gas Consumpton 189m SEL LT
Green House Gas Emissions 854 Tomes
Estimatedaverage
monthly energy bil s7020
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Cadorin_Homes- Lot 2- Energy Saving Matrix
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Notes

Preparedby:

CONSULTING

+ 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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worth more than the same home which costs more to
heat, cool and light?
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‘ Overview

Financing Options (conventional and High
ratio)

Grants and rebates to support energy
efficient housing

POWERLUNCH

reeep online webinar series

| Challenges

Whatdo you see as the challengesto
recognizing and communicating the value of
NZEH?

POWERLUNCH

reeep online webinar series

| Opportunities

Flexible lender financing options
CMHC Green Home (Insured Mortgage
Financing)

Grants and rebates to support energy
efficient housing

POWERLUNCH

reeep online webinar series

L What is CMHC Green Home?

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.

POWERLUNCH

reeep online Webinar SEres  CANADAMORTGAGE AND HOUSING CORPORATION

Eligibility for purchase

R-2000 compliant; or

Constructed under a
CMHC eligible energy
efficient building program: or

Rate 77 or higher on a
NRCan energy evaluation

POWERLUNCH

reeep online Webinar SEres  CANADAMORTGAGE AND HOUSING CORPORATION

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
POWER LUNCH assessment rating of 40

reeep online webinar series




Flexibilities Applying for a refund

10% CMHC mortgage insurance When CMHC insured
premium refund financing is used,
for energy-efficient homes borrowers can simply

download the premium
refund form and apply
directly to CMHC

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

Available for purchase and home
improvement

POWERLUNCH POWERLUNCH

reeep online webinar series reeep online webinar series

Natural Resources Canada (OEE)
www.ecoaction.gc.ca
Federal / Environment Canada
Provincial www.incentivesandrebates.ca
eCOENERGY , . .
Federal Home oS Canada’s National Housing Agency
. ...Now...Later...
Renovation ...\\((ourl;lealtlli“. (CMHC)
Tax Credl_t - ——— www.cmhc.ca
Provincial Green
&Municipal Mortgages |:|
Rebaies
POWERLUNCH POWERLUNCH
recep 0nline Webinar SEres  CANADAMORTGAGE AND HOUSING CORPORATION recep 0nline Webinar SEres  CANADAMORTGAGE AND HOUSING CORPORATION

\ Recommendations

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

Awareness of grant and rebate programs

POWERLUNCH

reeep online webinar series




