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Outline 

1. Understand your audience 

2. Start from the beginning 

3. Keep it simple 

4. Winning messages 
• Dollars and common sense 
• Invest in people not power plants 
• Keep our money in our communities 
• Fairness and safety 

5. Coalition building: the messenger can be more 
important than the message 



1. Understand your audience 
 

• First do your homework on the legislator 

– What district does she represent? 

– Who are his constituents?  Allies? Trusted advisors? 

– Party? Politics? 

– Legislative committee assignments? 

– History? Accomplishments? 

– Knowledge, views re energy and codes? 

– Goals? Priorities? 

 



2. Start from the beginning 
 

• Listen!! 

• Show that you know how important the legislator is by 
briefly acknowledging his/her relevant 
accomplishments, leadership, history and/or 
committee assignment 

• Briefly explain who you are, why you’re there and your 
big picture goals 

– Most who talk to legislators have an agenda and an ask; most 
legislators want to know yours up front 

• Establish alignment of goals between you and legislator 

• Stay high-level, big-picture, but very local 

 



3. Keep it simple 
 

• Assume no knowledge of codes, energy, 
construction or anything else 

• Avoid acronyms, jargon and unnecessary 
details – less is more 

• Explain where we are, where we want to be 
and how to get there 

• Be very direct and specific about what 
you’re asking: consider providing 
customized language legislation, resolutions, 
budgets, etc. 



4. Winning messages:  
Dollars and common sense 

 
 • Explain biz case 

• It’s cheaper to build EE 
from the beginning – 
explain why 

• Average local homeowners 
spends $x/year on energy;  
EE could save $y/year at a 
first cost of $z paying for 
itself in _ years 

• Energy prices go up and 
down – usually up 



4. Winning messages:  
Lowest Cost Energy Source 
 
 

 
 



4. Winning messages:  
Code compliance yields enormous energy savings 

8 

On average, every dollar spent on 
code compliance yields $6 in 
energy savings. 

 - See www.imt.org/codecompliance 

 



4. Winning messages:  
Bottom Line: High performance buildings are more profitable 
 



4. Winning messages: 
Invest in people not power plants 

 
 
 



4. Winning messages: 
Invest in people not power plants 

 
 
 
• Spending $1 million on 

clean energy investments 
is estimated to produce 
16.7 jobs 

 

• The same amount spent 
on fossil fuel generation 
creates only 5.3 jobs 
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Source: Political Economy Research Institute, PERI (2009) 



4. Winning messages: 
Keep money in our community 

Source: Center for American Progress, 2010 



Source: Center for American Progress, 2010 

5. Coalition building:   
The messenger can be more important than the message 

• Legislators discount messages based on their view 
of the messenger 

• Companies, workers and unions that are in the 
business of building efficiently can best make the 
case that EE creates jobs 

• Local coalitions supporting energy codes include 
builders, contractors, architects engineers, 
insulators, electricians, renewable energy installers, 
low-income housing providers, tenants, banks and 
unions 

– see www.thirtypercentsolution.org 



Source: Center for American Progress, 2010 

Summary 

1. Understand your audience 

2. Start from the beginning 

3. Keep it simple 

4. Winning messages 
• Dollars and common sense 
• Invest in people not power plants 
• Keep our money in our communities 
• Fairness and safety 

5. Coalition building: the messenger can be more 
important than the message 



Source: Center for American Progress, 2010 
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