
Quick Stats: 
80% of the population 
at least occasionally 
makes eco-friendly 
purchases

About 35% of all 
construction currently 
falls into the green 
building category
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The green consumer is changing. Buyers are no longer just 
motivated by saving the environment, but are going green 
to save money, show patriotism, and improve their overall 
health.

No Passing Fad

The green movement is proving to be no passing fad. In fact, according to a 
report from the U.S. Green Building Council, by 2016 it is estimated that half of 
the commercial and institutional buildings will be green structures. Additionally, 
green home searches online outpace those searching for condos, vacation and 
starter homes with approximately 1.45 million domestic searches each month. 
That’s why it’s vital for builders to market their green features eff ectively.

Show Off  Your Green Features

We all know of the benefi ts a new and energy effi  cient home provides versus 
a resale. But some consumers have concerns and doubts about quality of 
construction and the price tag of the home. A house is the biggest purchase a 
person will ever make and they want to be confi dent in the decision they have 
made for years to come. Alleviate their doubts by highlighting building certifi ca-
tions and standards you build to (i.e. LEED, Energy Star, local building require-
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Marketing to The Green
Homebuyer
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ments) as well as nationally recognized professional 
designations you have and professional associations 
you belong to.

Include a “Quality Built” section on your website that 
explains your company’s beliefs in building a quality 
product, warranties you provide, safety features and 
product lines that are used in your homes. A “Fre-
quently Asked Questions” document explaining the 
building process, what to expect and local statutory 
requirements will help educate shoppers and build 
trust with you and your company. Also, reiterate the 
low costs of living and hassle-free lifestyle that comes 
with a new energy effi  cient home.

Using Video

Using videos to create awareness of your brand is 
a great way to instill confi dence within a shopper. 
It is amazing that only 1 minute of video equates to 
1.8 million words; what a huge impact this can have! 
Create videos highlighting the uniqueness of your fea-
tures and even include testimonials from owners that 
are now living in one of your green homes. Also, get 
creative! Interactive Cutaways and infographics are 

  Diff erentiate yourself! Having green 
features as part of your building 
strategy is not only great for buyers 
but for the environment as well.  
Be sure to have  examples and 
models of your green features for 
buyers to touch and fully understand!

not only eye catching, but give shoppers and in-depth look at all the green products in the home. This is 
a great way to showcase products that may not be visible to the eye such as spray foam insulation or the 
inside of an energy effi  cient water heater.

The Power of E-Flyers

Generate interest among real estate agents and consumers by utilizing E-Flyers. Highlight a “Green 
Feature of The Week” and give tips to consumers for conserving energy in their future home. It is surpris-
ingly easy how even the smallest of energy conservation eff orts can make the most impact on your utility 
bills! For instance, did you know that toilets eat up about 30% of a household’s water usage? Consider 
switching to a low-fl ow toilet and you could be saving an average of 2 gallons of water for every fl ush. Tips 
such as these can help  sales agents boster their selling eff orts as well as provide potential homebuyers 
with money saving green alternatives.

We know that buying a home with green features won’t just help save the environment- it will save buyers 
money in the long run. So be sure to educate and highlight all of the benefi ts throughout your marketing 
eff orts!
 

For more information email: info@thebdx.com, call: 1-866-651-8866, or visit: www.thebdx.com.


