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Basic Problem

-1
- People don’t buy houses often enough




Location

-]
- Still a driver when it comes to selling a house

“Every Home begins with a great Colorado location. Parks, trails
and beautiful recreational facilities surround the Front Range and

mountain communities in which we build”




Aesthetics

-]
- Still a driver when it comes to selling a house

House style
o Countertops

- Hardwood



Life Style

- Still a driver when it comes to selling a house
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Educating sales people

-]
- Marketing and Selling the Better Built Home

- Green MLS

- National Association of Realtors Green
Designation

®

DDYOKE

THE GREEN DESIGNATION*

ASKELENA! ©

Certified New Home Specialist ™

Interactive CD-ROM -
Certification Program




Sales Agents
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Silent sales tools and the deconstructed homes

It's An Open And Shut Case

CALL IT A WINDOW OF OPPORTUNITY. We make smart choices that

are good for you and the earth. That is why we led the
n way in introducing low-e windows that save energy,

and UV-protect your interior.

| GREEN
L LIVING

Leadership in Green Home Building

R

WE'RE HAPPY TO TELL YOU MORE




Largest Purchase / Least knowledge

= The fact is that People buying houses don't
know that they want to talk about
performance




How do we make buying decisions?

Copryighted Material

Making Everything Easier!” 4th Edition

Learn to:
* Find the right home in today’s market

* Obtain a mortgage
* Negotiate your best deal

* Improve your credit score

Eric Tyson, MBA

Finandial counselor and bestseling outhor

Ray Brown
Residential real estate consultant and
bestselling author



How do we make buying decisions?
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How do we make buying decisions?
-

u;nnlm perzonal

progressive
o multiple towards others less
way II'II|I.|I|'!|\' ways n“E = Developing & k"'" P ossibie often

e wmbre beeior Moy Luide

i . antmns .understandinglook’ m e rofsssions] PTOYE =

= reflectiv

heart social ** g @ cgem e ..,.-u--l" ces values h
develop - I ﬂl'lgﬂ
_ oiie ;.'ﬂu'ﬂgméngsm - practiCe: guesiions : e
question I] s e b~ forces - "'"I"BSEHI'B gr Inarmng rBSEﬂrB ers

improvement

““ﬂ*‘-‘ shal:lu

mknhuldurs Eu
hfhar helps
e - taken
nm::mty-?nﬂmﬂlg Wﬂl‘l‘(ll’lg

(1] [CQE—

work



Car Performance — A Complete system




* Phone Performance — A complete system
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HOME
PERFORMANCE

* House Performance — A complete system

“Air Infiltration and
Attic Bypasses”




Look how houses have changed




- Bhye Netw Hork Times Magazine

The Greening of Geopolitics
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Focus starting to be put on housing

-




What expectations do people have?

Cost of ownership
Efficiency
Comfort

Floor to floor / Room to
room

Safety

Carbon monoxide

=,
“\ N Q
Building durability &% § \
Moisture issues § N . %

Environmentally sound
100 Year House



Part of the conversation!

-]
- Not a replacement for other conversations.....
- Location
- Aesthetics
- Floor plans

- Life style

- How to include performance in the conversation?



2007 NAHB-RC Study

Energy Improvements toped the list of how buyers would

spend an extra $5,000 on their home
-

26% would pay for energy improvements
22% for new countertop

23% for other

17% for upgraded flooring

6% for upgraded appliances

5% for upgraded bathroom features

1% for new siding



Avid Home Design Research Survey 2010

www.avidbuilder.com
e,

WHAT DO HOME BUYERS REALLY WANT?
Gray bar represents less

desirable rating by 100%
survey respondents

91%

80% 60%
Green
Features
62%
38%
Home
Design
9% 40%
Home
Fixtures

W 2iS the clear winner. 60% of the green features surveyed were
labeled must haves by the survey respondents, compared with only 38% of the home design features
and 9% of the home fixtures (bars shown in green). The gray bars represent a “less desirable” rating by
the survey respondents.



First Time: Must

IR 1.8 Overall Energy Efficiency — “Must have”
Move Up: Must

Really Want 335%

it - First time Home Buyer - 57.7%

Not Important | 09%
mmmmmmm

Second Home:Must - Move Up Market —51.6%

R?aistyt:l:‘rl\i 63.9%
i — - Second Home Buyer — 63.9%
b - Displaced (relocated or seeking

Really Want 346%

Might Be Nice If Affordable 5% Sma”er home) - 52.6%

Micht Be Nice If Included | 13%

oy - Empty Nester — 62.5%

Must Have 625%
Really Want 281%

sl B - Custom Buyer —74.2%
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Custom: Must

Must Have
Really Want 242%
Might Be Nice If Aifordable ;oo
0 10 W40 s 70 80




Thank you!

Robby Schwarz
Robby@nrglogic.com

www.nrglogic.com

720-838-0677

Upside down house Szymbark Poland



