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Today’s Talk:

Market Transformation Lessons

from the NW:

Its all about innovation
A long-term View

Market Barriers occur on both
Demand and Supply side

Don’t forget opportunities
Its logical to be strategic

Measuring progress in the near-
term for long-term success

Adaptive Management
The power of collaboration



The Northwest Energy Efficiency Alliance
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Market Transformation — A Histori of Success
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Cumulative Total Regional Savings from Market Transformation
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Energy Efficiency & MT: all about innovation
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Market Transformation IS a long-term process that
accelerates market adoption of EE innovations
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Market Barriers: Demand Side

Product quality, features,
performance ’
Price I

Information gathering, shopping

Lack of Knowledge, w
Capabillit
Moment of

consideration purchase
set Tenants vs
Landlords
Trigger
i Lack of Awareness l
Ongoing exposure
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Market Barriers — Supply Side

Material
Availability/Price Single or limited
Suppliers
Manufacturing “inertia”
prioritizes maturity over
mnovatlon
Supplier
Raw Materials
Manufacturing
Pric_:e vs Volume: Limited
Chicken or Egg? N manufacturing
“f % ‘ capabilit
Consumer Distribution
Retailer/Wholesa — .
le distributor Limited distribution
channels/path to market

Lack of local
inventory/stockin )
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Don’t forget Market Opportunities!

“Any driving force for change in a
market that can be harnessed to pull
energy efficiency along with it.”
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ocumenting intent. Logic Models and Measuremen

DHP TARGET LOGIC MODEL: Single Family existing homes(Electric Zonal Resistance and Electric FAF). Existing MFR Homes (Electric FAF) 20 year savings 130+ aMW's (To be reviewed and edited by Q2 2016) Focus on the Displacement electric home

Supply-chain lack of
upply-chain fack o Weak supply-chain support Lack of standardized rating/

LOW consumer conhdence [X\E‘[H'\g Business Model
of Marketing and Training testing protocol

and familiarity /Product No Trigger Event drives higher costs
Valuation

acceptance of 1:1/ Utility Cost Effectiveness

displacement approach

Installer Support and Marketing Utility Engagement Manufacture, Distributor Specification/Standard
In order to address Engagement Consumer Awareness and Retail Engagement Development
our Dmhl“emf: Social media tools D1— =
asset we will conduct —4/
these activities: / ——T”J \—rz \
@ B K
: i !
«
“
E = Improved quality *  Marketing plans = Utility communications = Properly Trained Installers s Active Collaboration + Sharing field & test
% Ol.ltpl.lts installations and campaigns = Utility influence initiative e Strong relationships with responsive to regional data
We expect that once * New contractor ¢  Effective Marketing * Incentives and Financing supply chain goals * Specification and
;“_’;""l:e‘::a‘)ﬁ"u"l":; models emerge resources available e Sufficient installers for e Sufficient pool of Test Procedure
iviti
Mp;duw the following « Installer engagement Market needs market actors for - Perfmmfmce and
evidence. platform 7 competitive market cost optimize:
g —— « DIY/CAI Channel
— \v ﬂ develops
— -
Outcomes MPI | MPI Il \k
Supply chain adoption of MPI Il d Higher Consumer confidence that MPIIV
- :1/ di ask for Increased performance at 19
Short-Term “Ir dls:\am::'\em l;qrc'ha_se frunne\ ‘_/ wmpgmise e DHPs regionally available 1
We expect that if app U?C nci -ESEF activity increases. in mu\liple channels
completed or ongoing Appropriate Application Widens and accelates
these activities for the Technology Reduced time for
illlead ta the following sales /install process
changes in 1-3 years —
e 16
e 14
" l v
]
] 15 MPI VI
— o
2| Med-Term lg———17. MPI VI DHP-specific ratmg_f
& | weexpect that it DHP affordability testing procedure is
| completed or angaing improves. available
@ | theseactivities MPIV
< willlead to the following Consumer adoption of \
A —
g changes in 3.5 years DHPs increases = =
Enerey Star develons a
iy DHP product category
MPI1 VIl
Long-Term 22
MPI IX
We expect that if MBSV Federal or State
completed or ongoing DHP Technology of -
hese activities efficiency standards for
L choice for zonal and 23
ill lead to the following FAF N DHPs are adopted ——
changes in 5-10 years
| -
]\ INITIATIVE: DHP
DHPs displace majority SECTOR: Residential Consumer Products
2
N of electric resistance ILC PHASE! IR 6, 20162
_ IM_PACI' heating load in target OWNER: Product Manager
What is the final state of the ST
market after it has LAST REVISION: Version 1.0: April 12, 2016 version b
5 i
transformed? APPROVAL STATUS: <Approved>
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What makes a good market progress indicator?

« Direct link to market barrier/opportunity

o Descriptive of the strategic intervention
goals and objectives, logic

 Measurable: practical and cost-effective
measurement available

e Grounded in market data
e |ntegrated with program implementation
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Objective

Evaluate

Implement

Market
Assessment

MT Theory &
Strategy

Implementation
Plan '
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The Power of Collaboration — The power of
OneVoice

NW: 145 Utilities <>Together 5% of US
PG&E & SMUD: 6% of US Market
PG&E & SMUD + NW: 11% of US Market

Together we influenced global market for
flat-screen TVs from 2009-2013
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Thank You!
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Filling the
Energy

Accelerating
Market
Adoption

Delivering
Regional

Efficiency Advantage

Pipeline

Jeff Harris
Chief Transformation Officer, NEEA
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Extra Slides
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The strategic process of intervening in a market to
create lasting change in market behavior by removing
identified barriers and/or exploiting opportunities to
accelerate the adoption of all cost-effective energy

efficiency as a matter of standard practice.
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A Tale of Two Program Types: Direct Acquisition
and Market Transformation

Direct Acquisition Market Transformation

“buying kWh savings” “buying market change that
results in kWh savings”

Focus on individual end- Focus on permanent changes to

users; single transactions  whole markets

Incentives targeted to Incentives targeted to change

consumers to buy down supply chain behavior

cost

Assumed direct linkage Actions designed to expand

between actions beyond immediate action and

(incentives) and results diffuse into whole market.

Annual or bi-annual Long-term (5 to 10 year) market

savings targets adoption goals (eg. 85%)
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DHPs — Market Transformation Objective




DHPs — Market Transformation in Action

Retail Partnership
Launches

Insialled Ductiess Systams

" Receive Up to $1,200 in Utility Rebates™

2006-2007 2008 009 2010 20 am2

>
neea



DHPs — Market Transformation in Action

Barriers:
Availability
* Trained installer base
+Confractor Business Modal
»Consumer Awareness/Demand
* Price

MEEA brings Technical Training to the
ragion and conducts field tesing

Opportunities / Leverage:
=Supply Side Parinarship

«Local Utility Programs

Comfortable Customers
are Happy Customers

Pilot Program a
Soaring Success

900+
Ingtaliers oriented

Regional inslallalion goal of

Utility Programs

Retail Partnership
Launches
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