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Northeast Energy Efficiency Partnerships 88

“Assist the Northeast and Mid-Atlantic region to reduce building sector energy consumption 3% per
year and carbon emissions 40% by 2030 (relative to 2001)”
Mission
We seek to accelerate regional collaboration to promote advanced

energy efficiency and related solutions in homes, buildings,
industry, and communities.

Vision
We envision the region's homes, buildings, and communities

transformed into efficient, affordable, low-carbon, resilient places
to live, work, and play.

Approach

Drive market transformation regionally by fostering collaboration
and innovation, developing tools, and disseminating knowledge

One of six REEOs funded in-part by U.S. DOE
to support state and local efficiency policies and programs.



The Need for a New Apprdach e
Region’s Aggressive Carbon Reduction Targets Gp
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The Need for a New Approach:
Are we on the path to 80% CO2 reductions?
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* Not yet...a lot of additional work needs to be done
 Emissions are nearly triple the goal of 80% reduction




Enter RPP: A Streamlined Approach for EE ne
Programs Gp
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History:
 Born out of Business and Consumer
Electronics (BCE) program in late 2000s

e 2014 RPP kicks off with expanded group of
partners and retailers

e 2016 pilot launches:

Why this matters to Program Managers:
The retailer focus is on improving Energy Efficiency




2018 RPP Program Structure and Participants 88

Program sponsors represent 17% of US market * Products in 2018 with basic and advanced tiers:

EM&V Products

Other partners /\

ENERGY STAR
() ()
Retailers in Retail Action Council nﬂtlomlde
marketing group Legal Marketing
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Is this real Market Transformation?

* Yes, it’s getting there!
* Logic model is key!

‘ Market penetration of

I ENERGY STAR goes up,

justify shift to Most
More ENERGY STAR Efficient or higher tier

products sold . .
RPP working with

RPP in place ENERGY STAR to

Retailers incentivized IR se Sueelicaiiems

to increase
stocking/sales
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Manufacturers participate to
change their practices, keep up

Today’s Most Efficient levels
become tomorrow’s base
ENERGY STAR

Most Efficient pushes innovation

(codes and standards lock in
savings in long term)

This model can expand to dozens of new products, with small incentives paid in large volumes



Assets and Liabilities...or How | Learned to Stop
Worrying and Love Market Transformation

* RPP Has:
— Stakeholder buy-in and expertise at the table

— A solution to a major problem: how will programs get savings (for cheap)

— Sales data
 full category, which can really show changes in the market

 RPP Lacks:
— Full Regulatory buy-in

* many wants to do “Market Transformation”....but they don’t want utilities to spend ratepayer
funds on a program that does show short term savings

— Established evaluation methodology.

* No lack of ideas, but early days...



40%
35%
30%
25%
20%
15% n
10%
5%

0%
3/1/2015  6/1/2015  9/1/2015  12/1/2015  3/1/2016  6/1/2016  9/1/2016  12/1/2016

cmm Pre-Program e Forecast Lower Cl Upper CI == == Actual Program Period
Market Share Market Share Market Share




shvart-Term
Outcames

[ =

Wid-Term
Cutcomes
(3-8 Years)

Lang-Term

Activities

Cutputs

Outeames

{1-2 Years)

0 Years)

(7-1

Con Edison pelicopies in
national RPP eaordinalicon
effores

Con Edison recruits and
enpapes retailers specific 1o
Con Edison's service terrion.

Con Edison and other
Program sgonsors provide
incentives 1o participating
ratadars (PRs)

Con Edspon develops and
maintaing poent-of-purchass
(O8] materials in FR stores

Con Edison provides input on
ESREF process for onioff
boarding products and defining

s

CF collects PR siores” monthly
sales data

ncrease in numbss of
participating program
SPONSOES

Inzreass in member of
parlicipating retaders,

Con Edison provides
meefbves for gqualified units
soldd

'

l

L

POP materials. promalional
activity data

Dieyelon and Froduet
Implermeant sles b
process o crieria
praduct onioff developed and
boanding bisbind

Comprehensive database of
retailer sales data

Y

ESRPP has sufficient scale to
influence PR hehayor

PHs facior ESRPP mcenbvies
11 ASSOTTEET OSSN

PR= tactor ESRPP incenlives
Al A ] decmons

Increased sales of fqualified
products in PR siores

Reliable PR maikst share and
peer-umit savings information
nforms program activities

i

R,

L

PR=% increase he gromdetion of
gualitied products o e
assorment

PHs reguest more gualitying
producis from manufacturers

k4

Y

FRs favor qualified products
i Lheiir rsrkating

Y

Energy efficiency criteria for
st tying products increasas

Specilonbon upcdabes 1o New
Yook State Technieal Resourca
samual (TR

Mamudaciurers increase
number and types of highhy
eMficient models in lageed
procluct eatsgones

Pesmanent inereasa in the
availahility of highly effcient
models in targeted product
catzgories among FRs and
non-paricipating retailars

Increass in madional markat
share ol highly eficient
milels i langeied prodect
calpgoiies

Federal standards increase for
RPP product categories




Just kidding! ConEd Evaluation is out! ' gg

 And it was good!

— “program is operating in a manner consistent with program theory in its first year of operation.”

— “Short and mid-term program activities are occurring as outlined in the program logic model,
leading to the expected outputs and several short term outcomes in some but not all program
categories”

— “beginning to influence the market leading to increases in sales and assortment of program
qualified models for refrigerators , freezers and dryers. “

— For the remaining 4 product categories that do not show changes in sales “this may be because it
is too early for the impacts to be detected.”

* Program needs: pretty minor

— further refinements on data reporting and model matching and integration of year 2 retailer
interviews

e Conclusion:
— Successful evaluation based on Market Transformation logic model
— Based on evaluation, ConEd is moving forward

* Only the beginning! Hope to see many more like this!
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http://documents.dps.ny.gov/public/Common/ViewDoc.aspx?DocRefId={F082B6D4‐4D67‐4C25‐A86CB71FBA2031D8%

Opportunity presented by RPP uunmgrsenm\
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OPPORTUNITY.
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* This is the Residential Products program of tomorrow...today!

— Covers a handful of ENERGY STAR retail products and 5 major retailers—has
potential to really grow.

* Collaborative process: opportunity to join in, ask questions, and
contribute

— Reach out!

* Need early regulatory buy-in and commitment to market transformation
OR flexibility for a long-term pilot as paradigm shifts

— Success will be more expensive and only tell part of the story if held to resource
acquisition standards.
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— Thank you!
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Let’s talk!
Claire Miziolek
Technology and Market Solutions Senior Manager
Northeast Energy Efficiency Partnerships
cmiziolek@neep.org
781-860-9177 x115
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