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Two webinars – two aspect of making the case

• Webinar one:  Financial Analysis

▪ Treating energy efficiency as an investment opportunity

▪ Quantifying the financial value

• Webinar two:  Building the Business Case

▪ Understanding the decision-making process

▪ The One Page Proposal
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Workshop goal – two purposes – one path

Overall goal

To provide you with techniques, tools and hands-on experience with 
building the business case for an energy efficiency investment

External

selling to your prospect

To a customer

Internal

securing buy-in

From a supporting staff and 
decision maker
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A quick review of webinar one
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Energy management benefits

Direct and indirect energy 
savings

Increase comfort, quality, 
productivity & safety

Environmental impact 
reduction

Improved reliability & reduced 
maintenance



Business cases that get approved

Properly quantify the energy, cost and carbon benefit

www.retscreen.net

Photo: https://en.wikipedia.org/wiki/Heating,_ventilation,_and_air_conditioning



The whole picture
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Level two financial analysis
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Understanding the decision making dynamics
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Business cases that get approved…address the decision-
making process
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Operational 
analysis

Financial 
analysis

Strategic 
analysis

Proposed
projects

• feasibility 

analysis

• operational 

impact & value

• other benefits

• savings

• cash flow

• capital expense

• benefits stream

• return (IRR, 

NPV…)

• business case

• strategic fit

• financial value

• stakeholder 

issues

Approved
projects



Decision makers and criteria

Speaking the language of decision makers

Decision points Who
What are the questions decision makers need answered to 

determine value?

operational

financial

strategic
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A behavioural model of decision making

12



Awareness versus behaviour change

Awareness
Attitude

Perception
Beliefs

Behaviour 
change
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The approach incorporates strategies to address
benefits and barriers

A green globe with a plant growing out of it

barrier

Benefits Barriers
Behaviour 
change
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Key behavioural barriers

Present bias

People prioritize immediate and short-

term rewards over long-term benefits - 

contributing to procrastination and 

underinvestment.

Energy efficiency investments often 

have upfront costs with long-term 

payoffs. How can we can make 

those payoffs feel more 

immediate?

Image source : Nir and Far

Loss aversion

In general, people will exert more 

effort to avoid a loss than achieve an 

equivalent gain.

We generally think people will 

equally weigh costs and benefits. 

How can we highlight the 

“losses” that efficiency 

investments avoid?

Image source : Why Customers Buy

Status quo bias

All else being equal, people have a 

strong preference for the status quo.

Change is always an uphill battle. 

How can we make energy 

efficiency investments the 

“default option” or at least the 

path of least resistance?

Image source : The Leadership Sphere

Availability bias

People will often focus on the 

information that comes to mind most 

easily (i.e., the most “available”) - not 

the information that is most important.

The first thing that decision-makers 

think about might not be the net 

benefit of the investment over time. 

How can we make the most 

relevant information the most 

“available”?

https://www.nirandfar.com/hyperbolic-discounting-why-you-make-terrible-life-choices/
https://www.linkedin.com/pulse/one-most-powerful-marketing-tools-peoples-aversion-loss-colin-shaw/
https://theleadershipsphere.com.au/insights/availability-heuristic-the-cognitive-bias-that-will-hold-you-back/


Key behavioural barriers (con’t)

Confirmation bias

People prioritize information that is 

consistent with their existing beliefs. 

They also interpret new information in 

a way that aligns with those beliefs.

If decision-makers have negative 

beliefs about efficiency investments, 

they will review business cases in 

that light. How can we avoid 

misinterpretations caused by 

confirmation bias?

Image source : Farnam Street Media

Bounded rationality

People do not have infinite cognitive 

resources to weigh the pros and cons 

and make “optimal” decisions all the 

time.

Decision makers might not have the 

“bandwidth” to rigorously evaluate 

investment decisions. How can we 

make it easier - less cognitively 

demanding - to make good 

decisions?

Image source : The Decision Lab

Social norms

People are deeply influenced by how 

others behave and by how they expect 

us to act.

Rather than thinking of the pros and 

cons of an investment, decision-

makers may focus on what their 

peers are doing. How can we 

highlight positive social norms?

Image source : Behavioural Scientist

https://fs.blog/confirmation-bias/
https://thedecisionlab.com/biases/bounded-rationality
https://behavioralscientist.org/cartoons/fashion-fades-social-pressure-is-eternal/


Focus on benefits!
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Business cases that get approved… show the full value 
of the decision
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Energy management benefits

Direct and indirect energy 
savings

Increase comfort, quality, 
productivity & safety

Environmental impact 
reduction

Improved reliability & reduced 
maintenance



Business cases that get approved…consider the 
bottom line
Reducing the average energy spend by 

$1,000, in a business with a 2% margin 

would have produced a similar economic 

result as having sold another $50,000 of 

product.

$1 Energy Savings
Net Profit Margin

~ $ Revenue
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Asset value in commercial real estate

Assuming a 10% capitalization rate, every 

$1.00 savings in energy expense (or $1,00 

increase in NOI) can translate into an 

increase of $10.00 in asset value.
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Energy $ Savings
Cap Rate

~



Re-frame the situation

• You will purchase this variable speed drive project in one year whether 
you commit to the project or not.

• 1-year simple payback

• Pre-pay part of your electricity bill for the next two years and get a free 
lighting retrofit.

• 2-year simple payback

• Eliminate a pump seal replacement next year and get $2,500 extra in 
your expense budget

• $2,500 saved plus pump rebuild avoided!
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Making the pitch – the One-Page Proposal
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The One-Page Proposal
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What is a One-Page Proposal?

• It is a document that:

• concisely explains all the factors, 

reasons for, and circumstances 

concerning the proposed action 

• proposes a specific action to be taken

• uses the persuasive process to construct 

a strong case for saying “yes”

• Accomplishes all of the above in a single, 

powerful page
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The strategic steps of your One-Page Proposal

Follows a logical process of thought:

• Title & subtitle - what’s to come

• Target & secondary targets- goals

• Rationale – background, WHY, the pitch

• Financial - $$$ 

• Status – what’s happening

• Action – what do you want?
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One-Page Proposal (Titles)

TITLE and subtitle

• TITLE (ALL IN UPPER CASE) labels and defines the entire proposal

• TITLE condenses the details into a single, captivating phrase – if nothing else 
gets read, this will

• Subtitle (in upper and lower case below the main title) gives more detail, builds 
interest, adds ‘punch”

• subtitle provides a second chance to “hook” your reader
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Titles  |  Target  |  Rationale  |  Financial  |  Status  |  Action



One-Page Proposal (Target)

Target

• This is the main goal of your proposal

• Could also be called the “intention”

• Answers your reader’s question, “What exactly will happen if I accept this 
proposal and it goes forward?”
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Titles  |  Target |  Rationale  |  Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



One-Page Proposal (Target, con’t)

Secondary targets (not titled)

• Almost all proposals have more than one target/objective

• Alone, each may not be able to justify the proposal, but together they add 
weight and purpose to the main objective

• Secondary targets highlight additional perceived benefits In your reader’s mind 
your idea goes from “this is an interesting idea” to “this a great idea”
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Titles  |  Target |  Rationale  |  Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



One-Page Proposal (Rationale)

Rationale (not titled)

• This, the longest section, is the all-important step where you “sell” your idea

• Better still, if this section is well crafted, your proposal will sell itself

• In two or three concise paragraphs, it convincingly presents all the reasons 
WHY your proposal should be accepted (think benefits!)

• Back up your objectives by showing you’ve done your homework – discuss 
needs and present key features, advantages, and benefits

• Here’s your chance to show you are prepared, and to infect the reader with 
your passion!
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Titles  |  Target |  Rationale  |  Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



One-Page Proposal (Rationale, con’t)
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Titles  |  Target |  Rationale  |  Financial  |  Status  |  Action



One-Page Proposal (Financial)

Financial

• This is where you clarify the financial commitments required and benefits that 
will result

• Even though the 1st reader may not be a financial investor, it is still important 
to explain the money issue, another reader may be financial!
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Titles  |  Target |  Rationale  | Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



One-Page Proposal (Status)

Status

• Here’s where you answer some key questions:

• what is the current situation?

• what has been accomplished already and/or what preparations are underway?

• who have you talked to and are there any agreements/related deals already in 
place?

• This is a great chance to build credibility and  momentum
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Titles  |  Target |  Rationale  | Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



One-Page Proposal (Action)

Action

• Your action statement is in response to your reader’s implied question 

• “what exactly do you want me to do?”

• Remember – if you don’t ask for something, it’s not a proposal
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Titles  |  Target |  Rationale  |  Financial  |  Status  |  Action

Adapted from http://www.slideshare.net/uvic/the-one-page-proposal-presentation



A complete
One-Page 
Proposal
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The One-Page Proposal template
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Did you enjoy the course?

Fill the evaluation form under the Course Evaluation tab to share your 

feedback

Thank you!
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Stay connected with tools and resources

• Virtual one-on-one coaching: post-webinar support intake form for 
tailored support for organizations to manage energy resources 
effectively

• Monthly bulletin: sign up to receive monthly training updates on all 
Save on Energy training and support new tools and resources

• Live training calendar: visit this page to easily register for upcoming 
events and workshops

• Training and support webpage: visit this page to access all training 
and support materials
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https://forms.office.com/r/11Tu0btLgZ
http://eepurl.com/iGbDJM
https://saveonenergytraining.ca/
https://www.saveonenergy.ca/Training-and-Support


Post-webinar support

One-on-one coaching: tailored support for managing energy resources 

effectively

Post-webinar support intake form

Coaching sessions conducted virtually: phone, video calls, and email

Designed for organizations, new or old, seeking guidance.
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https://forms.office.com/r/11Tu0btLgZ


Thank you!

SaveOnEnergy.ca/Training-and-Support

trainingandsupport@ieso.ca

@SaveOnEnergyOnt

facebook.com/SaveOnEnergyOntario

linkedin.com/showcase/

SaveOnEnergy-Ontario

Sign up for Save on Energy’s 
quarterly business newsletters for 
the latest program, resource and 
event updates

http://saveonenergy.ca/Training-and-Support


Disclaimer

This training material is part of the Dollars to $ense energy management 

workshops developed by Natural Resources Canada and offered by CIET 

across Canada under a sole delivery license.

© Her Majesty the Queen in Right of Canada, as represented by the 

Minister of Natural Resources, 2016
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