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OW more
than ever,
improvements
to heating,

cooling, security, and so

much more inside our
homes are at our fingertips.

The demand for smart

home solutions—and

the experts who install

them—is soaring.
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By becoming a Nest Pro, industry
professionals can diversify and ex-
pand their offerings, ultimately reap-
ing the rewards of the smart home.

For Gene LaNois, head of Nest Pro,
it’s easy to see that smart home
solutions are becoming the norm,
and getting in on the ground floor
will pay dividends for companies
down the line. “It’s a great time
to get into an area with so much
growth in it,” he says. “It’s a new
trade that’s being started.” Whether
you face competition from local
businesses or big franchises, ex-
panding your offerings into an area
people want—smart homes—helps
you stay relevant.

But what is Nest Pro, exactly? It’s
NestLabs’ program that enables
HVAC or home automation profes-
sionals to install Nest’s roster of
smart home products with special
support and training from Nest.
Nest Pros can install products like
the Nest Learning Thermostat, Nest
Cam Indoor and Outdoor security
cameras, and Nest Protect smoke
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and carbon monoxide (CO) alarm.
Nest’s simple but intelligent prod-
ucts have made it a leader in the
smart home market.

Becoming a Nest Pro is easy and
free, LaNois says. You simply visit
the Nest Pro website (pro.nest.com),
sign up, and provide details about
your business. Applicants can be ap-
proved in as little as 24 hours. Once
training is complete, Nest Pros can
install any of Nest’s products. From
there, Nest Pros can find new cus-
tomers and establish a foothold in
the smart home market. Becoming
a Nest Pro also provides you with
leads. When a homeowner’s furnace
breaks, who are they going to call?
It’1l likely be the nice individual
who installed their thermostat who
can also do so much more.

The market continues to experi-
ence a burst of visibility and recogni-
tion—born from the increase in those
entering the industry as well as the
increase in space afforded to smart
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IT'S A GREAT TIME
TO GET INTO AN
AREA WITH SO
MUCH GROWTH
INIT. IT'S A NEW
TRADE THAT'S
BEING STARTED.”
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home products by big-box retailers.

The runaway success of Google Home—
which is compatible with the Nest Ther-
mostat—has also brought increased
awareness to the industry.

The Works With Nest program,
which encompasses more than 130
products that are compatible with
Nest products, represents one of
the most intriguing features and
reflects the promise of smart home
products. If, for example, a Nest
Thermostat owner who also owns a
Google Home happened to be lying
in bed and felt a little chilly, they
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could ask Google Home to turn up
the heat without moving. This kind
of responsive design is increasing-
ly what consumers expect out of
homes, and Nest is at the forefront
of providing it.

In fact, according to a Coldwell
Banker survey, 44% of Americans
say smart home technology is a
must when moving into a new
home. According to the same study,
one out of three people who desire
smart home tech also feel intimidat-
ed about installing these products
themselves. It’s a discrepancy that

presents one of many opportunities
for Nest Pros to create business.

Within the smart home space,
Nest—thanks in part to its establish-
ment as a pioneer in the early days
of the industry—draws some of the
highest name recognition of any
company. Mike Soucie, from Nest’s
product marketing team, pointed
to a survey conducted by Kelton Re-
search that showed 21% of consum-
ers named Nest as the top brand in
the smart home industry.
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Percentage of U.S. broadband
households who say smart home
tech is an important component
of a “move-in ready” house.

32

Percentage of U.S. broadband
households who feel too
intimidated to install smart home

technology themselves.

21

Percentage of people surveyed
who name Nest as the top brand
in the smart home space (the
highest percentage out of any
brand in the survey).

Percentage of U.S. broadband
households who believe smart

home technology is a major selling
point when buying a home.

In addition to Nest’s early success
with the smart home, Soucie attribut-
ed some of its prominent name recog-
nition to a reputation for well-crafted,
visually appealing products. Soucie
adds that Nest also aims to take a more
thoughtful, peoplecentric approach
to design. “Nest products make
connections between different parts
of people’s lives to create personalized
experiences that do even more to keep
them comfortable, secure, safe, and
help them save energy.”

Moreover, becoming a Nest Pro
allows businesses to associate them-
selves with the Nest brand, LaNois
says. For example, after successfully
installing a Nest Thermostat, a home-
owner, having been convinced of the
Nest Pro’s expertise, may continue to
seek out that same Nest Pro to install
additional Nest products, like one of
their smart security cameras.

“Our buyers are trying to invest
in their homes,” LaNois says. This
works to the advantage of prospec-
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tive Nest Pros, who can find a reli-
able new source of business after
installing their first smart home
product. Additionally, as the num-
ber of smart home products in one
household increases (we all know
those people with lots of gadgets),
the installation process can become
more complicated, and more suited
to a professional.

Thoughtful touches make Nest
more personalized than your aver-
age gadget. For example, working
in tandem with a Nest Cam, Philips
Hue light bulbs can automatically
switch on after the camera detects
movement, with the aim of scaring
off potential intruders and helping
to keep you and your family safe. For
Soucie, the goal with Nest is to create
“products that learn and anticipate
your needs, get better over time,
and can think for themselves to take
meaningful action on your behalf.”

Nest’s array of benefits also helps to
neutralize the relatively high cost of

Nest products work
together to keep people
safe and comfortable.

some of their devices. While a Nest
Thermostat generally costs $249,
LaNois says it can pay for itself with
savings on electricity bills within
two years.”

When it comes to the advantag-
es of being a Nest Pro, they’re as
attainable for independent contrac-
tors as they are for larger business-
es. “There are no new tools you
need,” LaNois says.

Once a business or contractor
becomes a Nest Pro, LaNois says
the biggest challenge is simply
staying abreast of all the devel-
opments in the rapidly changing
and expanding market. It’s a good
problem to have—one that presents
opportunities for growth for new
Nest Pros as it helps them learn
their new trade. Ultimately, he
sees the smart trade shaking up
how we conceive of trades
altogether. “By becoming a
Nest Pro, you’re able to appeal to
a whole new group of customers
and establish yourself as a
valuable consultant.” gb&d

* Independent

studies showed
th e

of 10-12% on
heating and
15% on cooling
Based on typical
energy costs,
we've estimated
average savings
of $131to 145 a
year. That means
the Nest Learning
Thermostat can
pay for itself

in under two
years. Individual
savings are not
guaranteed
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