
The economic downturn has been 

hard on everyone – especially 

those individuals looking to sell 

their homes. Some people have 

even decided it is not worth 

trying, and have removed the “for 

sale” sign. But for homeowners 

relocating to new cities because 

of their jobs, they do not have the 

option to wait until the market 

corrects itself. 

The crisis in the U.S. housing market has 
put pressure on employers, too. Employers 
relocating their workers face the challenge 
of keeping the employees productive and 
mobile, while containing relocation costs. With 
houses taking longer to sell, employees are 
spending more time in corporate-paid housing 
or managing two house payments. These 
distractions often leave the employees stressed 
out and less focused on the job.

Unfortunately, these negative experiences 
could lead to a relocated employee becoming 
dissatisfi ed and unproductive, or even worse, 
leaving the company – and that means more 
expenses and stress for the employer. 

Even though recent news reports have 
indicated housing inventories are beginning 

to drop and home sales are starting to pick 
up, a large number of homes remain on the 
market. “At approximately 10 months’ supply, 
inventories remain double their normal rate. 
A further indication of oversupply in the market 
is the fact that there are presently around 
one million more vacant houses than the 
normal level.”1 These fi gures indicate that on 
average, homesellers can expect their homes 
to remain on the market for 10 months before 

they sell – a long and stressful waiting period 
for relocating employees. 

While there is no magic bullet to successfully 
guarantee the quick sale of an employee’s home, 
there may be a light at the end of the tunnel. For 
employees trying to sell their homes in the worst 
housing slowdown since the Great Depression,2 
energy-effi cient upgrades might be the ticket to a 
faster, more lucrative sale. 
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CATCHING THE BUYER’S 
EYE WITH SOME GREEN 
Residential and commercial buildings consume 
40-percent of the total energy used in the U.S.3 
Plus, emissions from these buildings account for 
39-percent of the carbon dioxide (CO2) emissions 
in the U.S. annually.4 These facts, along with 
the rising costs of energy and the new push to 
gain energy independence, have brought energy 
effi ciency to the center stage. People are quickly 
realizing that energy-effi cient or “green” homes 
can save money in the long run, make living more 
comfortable for residents, and contribute to a 
healthier environment.
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Homes with energy-effi cient upgrades have lower 
energy bills, reduced water usage, and better air 
quality. Two-thirds of consumers recognize the link 
between green homes, cost savings, and healthy 
living.6 This growing awareness is evident by the 
fact that in 2007 homeowners spent more than 
$52 billion on energy-related home improvements, 
such as new appliances, improved insulation, and 
upgraded heating and air conditioning.7
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According to the National Association of Home 
Builders (NAHB), 90-percent of homebuyers 
consider energy effi ciency an important 
consideration when shopping for a home.9 Further 
compounding the importance of energy effi ciency, 
the report also indicates that “72-percent of 
consumers report energy-effi cient features in a 
home would infl uence their purchase decision” 
and “61-percent would spend more than $5,000 
upfront to save on utility costs.”10 For these 
reasons, energy-effi cient and eco-friendly 
upgrades featured in advertisements and listings 
can attract attention and stand apart from the 
stiff competition on the market today. 

“61-percent of 
homebuyers would 
spend more than 
$5,000 upfront to 
save on utility costs.”

If their homes do not already have such 
upgrades, sellers may want to consider 
adding a few before they place their homes 
up for sale. Pre-existing energy-effi cient 
features increase value to the buyers, saving 
them time and money and enabling them to 
reap the rewards immediately. Plus, sellers 
can then actively market these features as a 
means of differentiating their homes from the 
competition, thereby attracting the buyers who 
are focused on energy effi ciency and 
the environment. 

For employers relocating employees from the 
U.S. east coast, encouraging employees to pay 
attention to marketing the energy effi ciency of 
their homes could prove extremely important. 
Faced with higher energy bills due to higher 
population densities, more humid climates, and 
greater demand for oil, this region tends to pay 
closer attention to energy costs.11 

ECO-FRIENDLY HOMES 
HAVE ADVANTAGES
Along with the aforementioned benefi ts 
to homeowners, eco-friendly homes may 
actually help sellers quickly attract buyers 
who are willing to pay more. According to the 
National Association of REALTORS® (NAR), 
“homebuyers who ranked energy effi ciency as 
‘very important’ purchased homes that 
had a median price $12,400 higher than 
those [buyers] who ranked it ‘somewhat’ or 
‘not important.’”12

In a housing market where homeowners are 
seeing declines in values, eco-friendly homes 
are bucking the trend. Professional trade 
organization the Appraisal Institute reports that 
the average U.S. home lost 5.7-percent of its 
value in 2007, but eco-friendly homes held their 
value, often appraising for 10- to 15-percent 
more than comparable homes.13 
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Unfortunately, the focus on greening homes is 
still too new to have concrete proof that energy-
effi cient homes sell faster and for more money. 
However, data in the Seattle, Washington market 
seems to indicate this trend is, in fact, true. 

In the fi rst year of tracking sales of 
environmentally certifi ed homes in the Northwest 
Multiple Listing Services (NWMLS), data shows 
these homes sold for 4.8-percent more than 
comparable homes. Additionally, these homes 
stayed on the market for 24-percent less time 
than similar homes.14 

These results lead the Executive Director of 
Built Green, Aaron Adelstein, to conclude, 
“Now, we have the fi rst hard data to back up 
what many of us have believed for a long time – 
green sells for more.”15

TAX INCENTIVES MAKE 
UPGRADES AFFORDABLE16

Recent legislation offers tax incentives to 
encourage homeowners to increase the effi ciency 
of their homes. In the past, energy-effi ciency tax 
credits were for 10-percent of cost up to $500, 
but that amount changed to 30-percent or $1,500 
when President George W. Bush passed the 
bailout package in 2008. The 2010 stimulus bill 

passed by President Barack Obama extended the 
30-percent credits for another year.17  

A variety of improvements and upgrades are 
eligible for the incentives, including heating and 
cooling equipment (i.e., furnaces, air conditioners, 
fans, water heaters, etc.), onsite renewable 
generation (i.e., solar water heating, solar panels, 
small wind systems, and geothermal heat pumps), 
and home envelope upgrades (i.e., insulation, 
roofs, windows, doors, etc.). Specifi c details on 
the Tax Incentives Assistance Project can be 
found online at www.energytaxincentives.org. 
Additionally, www.graebel.com provides a number 
of resources for eco-friendly information and 
federal sources concerning the tax initiatives. 

Of the heating and cooling initiatives included 
in the Tax Incentives Assistance Project, an 
article in The Washington Times suggests 
two upgrades as the most cost-effective for 
homesellers – insulation and replacement 
windows and doors. Insulation is an obvious 
improvement as “potential buyers will feel 
the difference immediately.” Energy-effi cient 
windows and doors not only improve the 
aesthetics of a home, but they also can save an 
average of $125 to $450 a year in heating and 
cooling costs.18 

Along with the federal tax credits, individual 
states, cities, and some utility companies 

offer energy-effi cient rebates and loans. These 
programs may cover improvements not included 
in the federal program, such as appliances.19 
More information can be found through the 
Database of State Incentives for Renewables & 
Effi ciency at www.dsireusa.org. 

MINOR UPGRADES CAN 
BE JUST AS EFFECTIVE

Not all upgrades have to be extensive. Some 
quick, cost-effective eco-renovations can make a 
huge difference in the eyes of homebuyers – and 
help homes stand out on the Multiple Service 
Listings (MLS). Thedailygreen.com suggests 
homebuyers consider these simple tasks:20 

> Replacing light bulbs with compact 
fl uorescents (CFLs)

> Upgrading old appliances to 
ENERGY STAR models

> Installing a programmable thermostat

> Sealing cracks and leaks

> Applying paint with low volatile organic 
compounds (VOCs) to prevent off-gassing 

> Replacing carpets, as old ones can emit 
toxins, allergens, and odors

> Installing low-fl ow toilets and shower heads
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PAYING FOR HOMES 
WITH ENERGY MORTGAGES
U.S. Department of Housing and Urban 
Development Secretary Shaun Donovan believes 
“mortgages should come with lower rates 
or better terms to encourage purchases and 
retrofi ts that save energy.”21 With his insistence, 
the U.S. may see more emphasis placed on the 
existing process of offering energy mortgages. 

Currently, Fannie Mae, Freddie Mac, the Federal 
Housing Administration, and various other lenders 
offer types of energy mortgages. Designed to 
encourage the purchase of energy-effi cient 
homes and upgrades, an energy mortgage gives 
a homebuyer “the ability to buy a higher quality 
home because of the lower monthly costs of 
heating and cooling the home.”22 

JUSTIFYING THE ENERGY SAVINGS
Providing proof of the home’s energy effi cient 
features can help convince skeptical buyers of 
the benefi ts. One way to accomplish this is by 
documenting monthly utility bills before and after 
upgrading, thereby demonstrating the decrease 
over time.23 Another option homebuyers have is 
using utility data for similarly sized homes. 

For those employees who own homes that are 
certifi ed by a third-party (i.e., Built Green, LEED, 
and ENERGY STAR), including these certifi cations 
in advertisements and listings could help sell 
their homes for 30-percent more money and 
18-percent faster.24

Third-party certifi cations 
can help sell homes for 
30-percent more money 
and 18-percent faster.

Home energy ratings can also help buyers identify 
homes that have investments in energy effi ciency. 
To receive a home energy rating, homeowners 
must contact an inspector who is trained and 

certifi ed by the Residential Energy Services 
Network (RESNET). These inspectors conduct 
onsite inspections of homes to either identify cost-
effective options for upgrading or to demonstrate 
the energy performance of the home. 

For performance ratings, the home is assigned 
a score between 1 and 100 based on the data 
collected. The score is then equated to a star 
rating, where 1 is very ineffi cient and 5 is 
highly effi cient. These ratings help standardize 
energy-effi ciency measurements and provide 
homebuyers with easily comparable data to help 
them with their purchase decision. 

In some cases, local utility companies may work 
with homeowners to conduct energy-effi ciency 
audits. Results of these audits may identify 
areas for improvement or show that the home 
is operating effi ciently. In Graebel’s experience, 
using these reports that demonstrate a reduction 
in energy usage can be helpful in convincing 
a homebuyer that specifi c homes are a good 
investment and will sell quickly. 

REAL ESTATE PROFESSIONALS 
GO GREEN
Understanding the ins and outs of the growing 
green trend can be diffi cult for many homebuyers 
and sellers. Real estate professionals are 
beginning to specialize in “green” homes in 
an effort to clear up the confusion surrounding 
energy-effi cient and eco-friendly residences. 

The NAR has created the Green Designation 
for residential, commercial, and property 
management professionals. REALTORS® who 
have earned the Green Designation have the 
knowledge and skills to help sellers represent 
their properties in the best light by:

> Providing ways to green their homes

> Pricing their homes effectively

> Helping them take advantage of available 
tax credits

> Marketing their properties to buyers

These REALTORS® can also assist buyers by 
helping them identify green features in the homes 
they are considering, understand green mortgages, 
and see the value of energy-effi cient upgrades. 

EcoBroker Certifi ed® is another certifi cation that 
is available to real estate professionals. Through 
EcoBroker, real estate agents receive education 
and tools that help them understand topics, 
trends, and challenges facing energy effi ciency 
and eco-friendly building. EcoBroker Certifi ed 
agents are educated on home certifi cation 
programs, and are equipped to help their clients 
market properties with green features. 

Graebel helps clients identify real estate brokers 
with proven track records of selling properties. 
Through an in-depth screening process, Graebel 
locates agents who have excellent local market 
knowledge, are experienced with relocation 
processes, and will work to aggressively market 
their clients’ properties. Graebel does not have 
any affi liations with appraisers, insurance or 
inspection companies, or real estate networks; 
therefore, clients can be assured that Graebel 
will locate the best suppliers in any given area – 
and not rely on affi liations and next-up, in-
rotation supplier selection process. Every supplier 
is held to Graebel’s high standards of excellence.  

PARTNERING WITH THE 
ENVIRONMENTAL LEADER 
IN RELOCATION
An expert in global mobility, Graebel helps 
companies manage their relocation and moving 
programs, save money, and reduce stress for 
everyone involved. From helping clients defi ne 
policies, to implementing programs, to fi nding 
innovative solutions for conquering diffi cult 
challenges – including today’s housing crisis – 
Graebel offers extensive experience in all aspects 
of employee global mobility. 

For Graebel, a commitment to environmentally 
friendly solutions is not just lip service – it is a 
way of life. Because Graebel is a fully integrated 
relocation company, every one of Graebel’s diverse 

21 Kenneth Harney. “HUD Secretary Shaun Donovan wants mortgage incentives for energy-
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service lines is focused on providing responsible 
relocation services that are high-quality, 
environmentally friendly, and best-in-class. 

Throughout the entire company, business 
practices are continuously evaluated to fi nd 
ways to reduce paper use, increase recycling, 
and implement new environmentally friendly 
practices. Additionally, Graebel’s entire fl eet of 
fuel-effi cient moving equipment is kept in mint-
condition to reduce emissions and exceed the 
U.S. Department of Transportation’s safety and 
inspection standards. 

Every household goods move is carefully planned 
to ensure on-time packing, loading, pick-up, and 
delivery, as well as to reduce its carbon footprint. 
Proper planning enables the effective utilization 
of van capacity, thereby eliminating redundancies 
in trips, shipment overfl ows, and unnecessary 
delays and expenses for customers. 

Graebel uses packing containers comprised of the 
highest percentage of post-consumer recycled 
content that will not jeopardize the safety of 
contents during handling and transport. 

Upon arriving at a customer’s destination, 
Graebel helps customers remove packing debris 
from their new homes and ensure these materials 
are disposed of properly – and in the most 
environmentally friendly way possible. Packing 
containers are examined for reuse. If containers 
meet Graebel’s integrity standards, they will be 
stored and made available for a reduced price to 
customers with the purchase of Graebel’s moving 
services or donated to charities. 

RECOGNIZED FOR 
ENVIRONMENTAL COMMITMENT
Graebel’s world headquarters international 
group has been recognized for its commitment 

to reducing its environmental impact. In 2007, 
the group earned the ISO 14001 certifi cation. ISO 
14001 provides a framework for companies to 
create policies, plans, and actions to control the 
environmental impact of their activities, products, 
and services. 

This same group was also recently awarded 
the Tetra Laval 2009 Environmental Award 
for outstanding progress and commitment to 
the environment. Headquartered in Lausanne, 
Switzerland, the Tetra Laval Group is an industry 
leader in the fi eld of food equipment. The company 
is working to encourage global supply chains and 
relocation companies to pay closer attention to 
environmental issues in global business. 

HELPING COMPANIES MINIMIZE 
THEIR ENVIRONMENTAL IMPACT
Graebel’s Commercial Workplace Services 
division successfully helps companies relocate 
their offi ces, headquarters, and healthcare or 
hospitality facilities by employing eco-friendly 
processes. For example, reusable plastic totes 
are suggested in lieu of corrugated boxes, 
thereby reducing waste destined for the 
landfi ll. These totes are compact and load more 
effi ciently inside moving vans, helping reduce the 
number of trucks required to transport goods. 

Graebel also uses facility protection and moving 
equipment from the International Offi ce Moving 
Institute (IOMI®). Space Gobblers™ enable 
Graebel to relocate fi ling cabinets and desks 
without emptying their contents – creating a 
Boxless Move.® To protect doors, windows, and 
elevators from damage, Graebel utilizes the 
reusable Mat-A-Door.®  

Graebel is experienced in helping companies 
consolidate and decommission their campuses, 
while minimizing their impact on the environment. 

Not only does Graebel employ the use of reusable 
packing equipment to reduce corrugate and 
packing material waste, but the company also 
focuses on fi nding alternative disposal sites for 
waste. Graebel has successfully sourced items 
and materials no longer needed by clients to new 
end-user organizations, such as schools and non-
profi t organizations. For one recent client, Graebel 
successfully identifi ed 18 different entities that 
either bought or received donations of nearly 1,800 
tons of furniture and fi xtures that otherwise would 
have been sent to the landfi ll. 

TAKE AN ENVIRONMENTALLY 
FRIENDLY APPROACH WITH GRAEBEL
Companies that have trusted Graebel to manage 
their relocation programs have saved money, 
reduced stress for everyone involved, and made 
them aware of eco-friendly options. By keeping 
abreast of the challenges facing corporate 
America today, Graebel is prepared to offer 
proven, proactive, trend-spotting solutions to help 
its clients succeed – today and tomorrow.  


