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PROGRAMS 
As an industry, 

have been our lens into the market. 
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Presenter
Presentation Notes
As an industry, we know programs.  It’s what we do. It’s what we know. We know they have great impact.  Because we have a direct line of sight into programmatic activity, we confuse programs with the market. Which makes sense: not so long ago, programs were the entire market for energy efficiency, since energy efficiency didn’t happen much, if at all, outside of programs.�



WITHOUT 
OUR MONEY? 

Why would anyone do efficiency 
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Presenter
Presentation Notes
And it is confusing: why would people do efficiency without our money? 
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BROADER 
MARKET 

CONTEXT 

Momentum Savings research  
is finding a 

Presenter
Presentation Notes
In our Momentum Savings research, we are discovering a broader market context for efficiency than our efficiency programs. This broader market context provides an opportunity to make our programs even more powerful and cost-effective by leveraging market dynamics and nuances outside the scope of our typical program focus.  It’s not about eschewing and replacing a program-centric view, it’s about enhancing what our programs can do by broadening our perspective. 
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PROGRAM AS PERCENT OF MARKET 
FOR ASHP ALL HEATING ZONES 

Presenter
Presentation Notes
In our analysis of the HVAC market, we found that our programs touch between 10 and 20% of the total units sold. We are a portion of the market.Source: Sales data and analysis for the residential HVAC project, soon to be released on www.bpa.gov/goto/MomentumSavings, contact Bonnie Watson bfwatson@bpa.gov
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~25% OF ALL BULBS SOLD 
In 2014, programs bulbs represented roughly 

in the Northwest 

Presenter
Presentation Notes
In 2014, our estimate of programs bulbs represented roughly one half of all efficient bulbs and one quarter of all bulbs sold in the Northwest. 
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ECOSYSTEM 
We are seeing an 

of efficiency 
in the 

market.  
 

Presenter
Presentation Notes
We see a system of efficiency, and programs are one piece of this system. But there is an interconnection in the system, and all parts of the system are important. The more we view our programs within this system, the more effective we can be in those programs.



EFFICIENT 
ACTIVITY 

CAUSES OF 

IN THE BROADER MARKET 
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Presenter
Presentation Notes
There are many reasons why consumers and businesses make efficient choices that save energy outside of programs.  I want to be clear: this doesn’t mean programs are not necessary.  They absolutely are.  It just means programs do not tell the whole story of efficiency.  



“INCIDENTAL” 
EFFICIENCY. 
Popular product features drive sales; 
Sometimes they are also efficient. 
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Presenter
Presentation Notes
In our industry, we work so hard to help people make efficient choices in order to save energy that we often lose sight of the many other reasons why people make choices that happen to save energy as a side effect.



Good-better-best differentiation 
achieved through bundling 

STRATEGIES 
Manufacturer Branding 
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Presenter
Presentation Notes
Another common driver of incidental efficiency is manufacturer or retailer product positioning. Good-better-best product differentiation is ubiquitous in manufacturer product lines and on retailer shelfs.  This is achieved through bundling increasing more desirable features in premium products.  Very often high efficiency is part of that bundle.   Very rarely is a high efficiency product marketed without any extra features.  These other features (stainless steel, wrinkling-reducing, digital displays, special operating cycles, etc.) often drive the consumer decision. 



EXTERNAL 
POWER 

SUPPLIES 
Lightweight Mobility 
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Presenter
Presentation Notes
Massive adoption of mobile devices drove need for lighter power supplies, which happen to be more efficient.  External power supplies used to use something called linear power supply design.  This design was heavier and bigger than the more efficient ‘switch mode’ designs.  As mobile devices become ubiquitous, so too did smaller, lightweight switch mode power supplies.  As manufacturers increasingly specified switch-mode designs, economies of scale took over and they became cheaper than their less efficient predecessors. 



LED LIGHTING 
For Retailer Parking Lots 
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Presenter
Presentation Notes
KIMCO Realty owns and operates North America's largest portfolio of neighborhood and community shopping centers.  They are retrofitting their parking lots at hundreds of their properties with LED lighting.  The value they see is primarily rooted in increased “curb appeal”—more attractive, safer looking properties—that help them reduce tenant turnover an negotiate higher rents. They also see value in the controls embedded in the LED fixtures, which provide them with greater ‘operational awareness’—for example, they know when a fixture is not working properly without having to send a truck out to inspect the lamps one a week.  



NON-ENERGY 
OPERATING  
COSTS  

Efficient products may reduce   
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Longer Lifetimes:  
 Avoided lamp purchases 

 Avoided installation costs  

 Reduced shut downs 

Presenter
Presentation Notes
Staying with LED Lighting in non-residential applications…  they dramatically lower non-energy operating costs,



Sometimes it’s just comfort. 

DUCTLESS 
Heating and Cooling 
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Presenter
Presentation Notes
 From Executive Summary of this MA report: The majority of participants are installing DMSHPs to obtain an improved level of comfort instead of a focus on saving energy. Roughly, 1/3rd of participants indicate that saving money is a primary motivator for installing a DMSHP. The other 2/3rd of participants report that improved comfort is the primary motivator for installing the DMSHP (i.e. providing a higher level of comfort; space not cooled/heated or cooled/heated adequately; or wanting zoned or central heating or cooling).



INCIDENTAL 
EFFICIENCY THEORY 
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Negligible Strategic
“Eh..” 

“Gotta have it!” 
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OPERATING COSTS 

REFRIGERATORS 

LED IN STREET 
LIGHTING 

Presenter
Presentation Notes
They have cool features or they substantially reduce operating costs. And the more they do this, the more likely they are to sell like hotcakes.



PRICING 
Market Dynamics change 
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The efficiency premium is often about 

VALUE PRICING  
AND ECONOMIES 

of scale. 
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Presenter
Presentation Notes
When electronic ballasts first gained market traction in ‘90s they were substantially more expensive than their less efficient magnetic alternative due to their lower production volumes and the fact that manufacturers priced the electronic options based on value, rather than cost to produce.  The electronic ballasts weren’t a commodity at the time.   But as the electronics industry in general took off and electronic ballast production grew, economies of scale and competition took over, driving down the cost of electronic ballasts, ultimately leading to a point where the more efficient electronic ballasts were in many cases less expensive than their magnetic predecessors. 
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Source: NEEA shelf survey data 

Price with Rebate Price without Rebate 

SPECIALTY 

GENERAL 
PURPOSE 

LED SPECIALTY vs. GENERAL PURPOSE 
PRICES, 2012-2015 

Presenter
Presentation Notes
Source: NEEA shelf survey data 
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PROFIT 
National corporate 
policies driven by both  

and corporate 
sustainability goals. 
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2020 goals in operations: 

30% absolute energy reduction 

33% of real estate  
portfolio LEED certified  
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GOAL: Reduce stores’  
energy consumption by 25% (vs 2008). 

Installed Energy Management  
Systems 4,000 stores 

LED and natural lighting strategies 
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Further reduce energy 20% per  
kwH/conditioned space from 2007 baseline 

Increase LEED certification 
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Retrofitting parking lots and retail spaces  
with LEDs across country. 
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First major U.S. retailer to only  
sell LED bulbs and lighting. 
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Only sells CFLs and LED bulbs  
in most of the country. 



CODES + 
STANDARDS 
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2008 

External  
Power 

Supplies 

Commercial  
Unit Heaters 

2009 

Metal 
Halide 
Lamp 

Fixtures 

Walk-in Coolers 
and Freezers 

2010 

Commercial  
Refrigeration  

Equipment 

Commercial Package  
AC and HP including Single 
Package Vertical Units 

2011 2012 

Dehumidifiers 

Incandescent 
Reflector Lamps 

General 
Service 

Fluorescent 
Lamps 

Kitchen Ranges & Ovens  
Commercial Packaged Boilers 
Beverage Vending Machines 

General Service  
Incandescent 

Lamps 

Commercial 
Refrigeration 
Equipment 



2015 

Clothes 
Washers 

Clothes  
Dryers 

Water 
Heaters 

Small 
Electric 
Motors 

2016 

Electric  
Motors 

Distribution 
Transformers 

External  
Power  
Supplies 

Microwave  
Ovens 

2017 

Walk-in 
Coolers & 
Freezers 

Commercial 
Refrigeration 
Equipment 

Metal 
Halide 
Lamp  
Fixtures 

2018 

Ice Makers 

2013 

Fluorescent 
Lamp 

Ballasts 

2014 

Refrigerators 
& Freezers 

Room  
AC 

2019 

Furnace 
Fans 
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National 
Corporate 
Policies 

Codes + 
Standards 

Price Parity 

“Incidental” 
Efficiency 

Programs 

Presenter
Presentation Notes
Within the market, there is a broader market context driving efficiency. Understanding that market context and leveraging that market context ensures our investments are meaningful and helps us understand where we see efficiency outside of our programs.



CONTACT INFO 

Carrie Cobb 
clcobb@bpa.gov 

503.230.4985 
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