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2004 ENERGY STAR®  

Change a Light, Change the World Campaign 
PR Campaign Essentials

It’s as simple as 1-2-3:

1. Make the connection:

When creating your 2004 PR materials, frame your local event or promotion as part of the “U.S. Environmental Protection Agency’s national ENERGY STAR Change a Light, Change the World” campaign. 

EXAMPLE:   “[Partner’s name] torchiere turn-in event is part of the U.S. Environmental Protection Agency’s national ‘ENERGY STAR Change a Light, Change the World’ campaign.”

2. Use the “Call to Action”:
Lead with or include the Change a Light (CAL) “call to action” in your CAL PR materials. Use supporting benefit statistics when possible (see marketing messages, fact sheets or brochures for these).

This year’s “call to action” is: “Replace your home’s five most frequently used light fixtures, or the bulbs in them, with models that have earned the ENERGY STAR.”
 
The supporting benefit statistics are:  “By making this change, a household can save more than $60 a year in energy costs.  If every home in America made this change, we’d prevent air pollution equivalent to the emissions from more than 8 million cars.” These supporting factoids should be used when space allows.

EXAMPLE:  “This fall, the U.S. Environmental Protection Agency is encouraging [partner’s location] residents to replace their home’s five most frequently used light fixtures, or the bulbs in them, with models that have earned the ENERGY STAR.  By making this change, a household can save more than $60 a year in energy costs.  If every home in America made this change, we’d prevent air pollution equivalent to the emissions from more than 8 million cars.”

3. Define ENERGY STAR as government-backed. 

Use the “voice of authority”, cyan (or black) building block as-is or as text when defining ENERGY STAR in your materials to demonstrate the “who” behind the ENERGY STAR label.  

EXAMPLE:  Include graphic in your materials (as demonstrated above) or include the following text in your press materials:

“Products that have earned the ENERGY STAR prevent greenhouse gas emissions by meeting strict energy efficiency guidelines set by the U.S. Environmental Protection Agency and the U.S. Department of Energy. www.energystar.gov.”

