
Monthly Call 
October 5, 2016 

MOMENTUM SAVINGS  

1 



AGENDA 

• Update on baseline library    - Bonnie 

• Residential Lighting Model    - Jessica 

• Non-Residential Lighting     - Jessica 

• Conduit-Ed & Momentum Savings  - Ethan 
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Presenter
Presentation Notes
BONNIE
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UPDATE 

Presenter
Presentation Notes
BONNIEBaseline Library/Market Data Repository: Working with Jenn Light at the RTF to figure out how to get a centralized place for market data. This will take some time to work through, but we are working on it. Savings Allocation: Hit some technical bumps that Carrie went through on last month’s call. Still working through that. The first step is we will be setting up a call with interested utilities to dive into that issue, per the utilities’ request on last month’s call. Stay tuned for an email from the EERs to try and find a time that works.Technical Bumps:Savings are irregular: small in some biennium, big in othersMany of the savings are already accounted for in the biennium baselineVery challenging technical issues to reporting against CPA vs. 7th Plan and reporting on a two year period
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RTF Market Analysis Subcommittee has 
provided comments 

 Comments are being reviewed and will 
integrated where appropriate 

Final model will be released in early 
November 

 

RESIDENTIAL LIGHTING STUDY 
UPDATE 

Presenter
Presentation Notes
SPEAKER NOTES:In addition to our own internal review, the residential and nonresidential momentum savings model will be shared with the RTF’s Market Analysis Subcommittee.  The subcommittee consists of approximately 15 members of the RTF, including Council staff.  The committee has been integral to many methodological decisions we have made during the data collection and model development process and are familiar with our general approach.  The members of the subcommittee will have full access to each model, which has been developed in Analytica.  The review period will between five and six weeks for each model which will enable committee members to deep dive into the model.  BPA will collect comments from subcommittee members, review them and determine what modifications should be made to the model.



Northwest  
Non-Residential  
Lighting Sales 
2015 ? 

Presenter
Presentation Notes
These are the results of the third annual BPA and NEEA Northwest Electrical Distributor Lighting Survey.We conduct this study to collect sales data that represent the non-residential lighting market in the region. Past surveys have collected data going as far back as 2010, and this year we have added to our data set considerably by getting new data from previous participants, as well as recruiting new distributors to participate in the study.We have worked in close partnership with NEEA on this study since its inception. This year, we expanded our outreach team to include Evergreen Consulting’s lighting specialists, as well as getting outreach help from several utility program managers. 



Data Collected  
from 34 Distributors 

Presenter
Presentation Notes
A total of 34 unique distributors have now provided data for at least one of the three surveys conducted since 2012. This year’s outreach efforts resulted in sales data contributions from 29 Northwest distributors, including 14 new participants, as well as more detailed sales categories for controls and LEDs. As shown here, the participating distributors included a diverse range of small, medium, and large companies; and we captured Northwest sales data from distributors that serve national, regional, and local areas. Including all these categories is important to improve the representativeness of the data. For example, a small, locally-focused distributor may sell different types of products than a large distributor that is part of a national-scale company. Therefore, we targeted all types of distributors in our outreach, and were successful in recruiting a diverse mix.
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Presenter
Presentation Notes
Likewise, we prioritized getting good representation of the whole Northwest region. This graph compares the distribution of sales in our dataset to total commercial floor space in each Northwest state, showing that the data appear to be largely representative of the region with the majority of sales going to Washington (48%) and Oregon (37%).



35-70% 
of the total market 
represented 

M O N T A N A  

I D A H O  

W A S H I N G T O N  

O R E G O N  

Presenter
Presentation Notes
While we have not yet estimated total market size – that analysis is forthcoming via the ongoing modeling process – we believe that our sales data represent approximately half o f the total market.The research team estimates the total sales of these distributors represented 35 percent to 70 percent of the total Northwest non-residential distributor market. This varies by product category. For example, lighting controls have lower representation since not all distributors reported those product sales.



Data has not 
been scaled up 
to represent the 
total market 

Presenter
Presentation Notes
We’ve collected data from 34 distributors, but there are 40+ distributors that we know of in the Northwest market. There also may be smaller numbers of non-residential lighting sales going through other channels, such as manufacturer direct sales, which we did not capture in this data collection effort. Therefore, it’s important to note that in this presentation, we are presenting only the data we collected – which reflects only part of the Northwest market. We did not scale these numbers up to reflect total market size. However, we did interpolate and extrapolate the data to cover missing years from our participating distributors. For example, if Distributor X provided data from 2010-2013, but not for 2014 or 2015, we used Distributor X’s historical sales, as well as the trends in the rest of the data set to estimate 2014-2015 sales for Distributor X. This extrapolation affects about 20% of the data – and even less in the recent years where we have better coverage (6% for 2015) – and it is important because it allows us to make meaningful comparisons between years.



A MARKET IN FLUX 
S A L E S  D A T A  F I N D I N G S  

Presenter
Presentation Notes
So, what do these data show us about the non-residential market? It will come as no surprise that there have been big shifts in the market over the past five years, and many of these changes are leading to greater and greater energy efficiency in the Northwest.



LED sales,  
while still a small  
part of the market,  
are booming 
 

Presenter
Presentation Notes
LED sales, as you’ll see, still only make up a small portion of total lighting products sold. However, LEDs have seen major growth as that market matures and the technology becomes better known and trusted by market actors and end-users.



Long-life LEDs mean 
fewer replacements  

Presenter
Presentation Notes
And an important feature of LEDs – their long lifetimes – means that one LED product sale will offset the sales of legacy products. In other words, when an LED product replaces a legacy product like a fluorescent lamp, this is not a one-for-one replacement: the LED will persist for longer, and the customer will buy fewer replacement products over time.



Total Unit Sales  
are shrinking 
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Presenter
Presentation Notes
As a result of longer lived products gaining traction, the market is seeing total sales shrink over time, as LED sales grow. This graph shows the total unit sales in our dataset from 2010 through 2015, illustrating an overall decline in unit sales.



Manufacturers are Phasing Out 
Legacy Products 

Presenter
Presentation Notes
Further explaining this decline in legacy technology unit sales, we heard from market actors that major manufacturers are beginning to phase out their legacy product lines. In some cases they have reduced the number of products they offer in legacy lines – eliminating less common wattages, for example. And manufacturers are no longer investing in developing new legacy-technology products: several major manufacturers reported that they now devote all of their R&D efforts toward developing new LED products.



But LED Unit Sales are Growing 
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Presenter
Presentation Notes
These efforts are showing up in the sales data as increasing growth of LED sales. While LED product sales have been growing for several years, this past year was the biggest growth year yet.



But LED Unit Sales are Growing 
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Presenter
Presentation Notes
Estimated unit sales grew from approximately 770,000 in 2014 – 9% of total unit sales – to nearly 1.2 million in 2015, over 15% of total unit sales.This shows that LEDs are gaining traction and the pace of their growth is increasing.



Product Type  
Differences 

L E D  G R O W T H  

Presenter
Presentation Notes
In the next slides, we’ll look a little deeper into the growth of LEDs to see how this growth is appearing in different product categories.



2015 TLED Unit Sales  
saw 2.7x Growth  

2014: 84.7K 2015: 229.9K 

Presenter
Presentation Notes
TLEDs, or LED tubes, are one LED product that has garnered a lot of attention in recent years. And indeed, this has been one of the fastest growing LED product categories.As shown, TLED unit sales nearly tripled between 2014 and 2015. And distributors’ 2015 sales included more TLEDs than any other single LED product category. However, TLEDs still account for only a small portion of linear lamp sales, making up 5% of combined LFL and TLED sales.



Downlights saw  
2x Growth  

2014: 97K 2015: 199K 

Presenter
Presentation Notes
LED A-lamps and reflectors grew in earlier years, as they were among the earlier LED products to be developed and accepted in the market. LED downlights, on the other hand, were slower to show major growth. But this year they boomed, with unit sales doubling from 2014 to 2015.



Fixtures saw  
2.2x Growth 

2014: 86K 2015: 189K 

Presenter
Presentation Notes
Another area of major growth was LED Fixture sales – including not just the wallpack style fixtures shown here, but also linear luminaires, outdoor pole fixtures, and others. Combined fixture sales more than doubled last year, going from 86k in 2014 to 189k in 2015.



Still Dominant 
L I N E A R  F L U O R E S C E N T  L A M P S  

Presenter
Presentation Notes
With all this discussion of LEDs, we can’t lose sight of the most common lighting product type in the non-residential market: the ubiquitous linear fluorescent lamp. 



LFLs Remain Dominant in  
Market Share 
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Presenter
Presentation Notes
As shown here, linear fluorescents still make up over half of the non-residential lighting market in terms of unit sales. The number of linear fluorescent products being sold shows how dominant this technology is: it is the default option for much of the interior ambient lighting in commercial buildings.



…but show steady decline  
in unit sales 
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Presenter
Presentation Notes
However, despite their dominance, Linear Fluorescents have been showing a steady decline since 2011.  Estimated total LFL unit sales among our responding northwest distributors have declined from a peak of 7 million in 2011 to just over 4 million in 2015. Remember, these figures do not account for all regional sales, only those among reporting distributors. But this declining sales trend has also appeared in national sales: NEMA (National Electrical Manufacturers Association) tracks sales of electrical products, and has reported a continued decline in LFL sales over this period as well. (NEMA graphs pasted in to left of slide for reference.)



LFLs are shifting toward 
more efficient options 
even as sales decline 

Unit Sales 

Presenter
Presentation Notes
Within the linear fluorescent category, sales are shifting toward more efficient options. Products with lower efficacies, such as 700 series T8s and four-foot T12s, showed the sharpest decline, reflecting changes in the federal standards for General Service Fluorescent Lamps. A combination of 800 series T8s and reduced wattage T8 lamps, and a smaller but growing number of TLEDs absorbed this changing market share. These changes continue a trend toward higher-efficiency lighting across the Northwest. 



Continue to Decline 
H I D  L A M P S  

Presenter
Presentation Notes
While a much smaller portion of the market than linear fluorescent lamps, HID lighting has historically been an important lighting category, especially in outdoor applications. HID sales have also declined over our study period, and the next few slides will take a deeper look at that trend.



HID displaced by 
fluorescent and LED 

Presenter
Presentation Notes
Market actors reported – and our sales data confirms – that applications traditionally filled by HID lighting are shifting toward fluorescent and LED products. Linear fluorescent fixtures have been a popular replacement for older HID systems, especially in high-bay and low-bay applications like warehouses and industrial facilities. But in more recent years, some of these applications have converted to LED. Furthermore, in outdoor lighting, where HID has traditionally dominated, market actors report that up to 80% of sales are now LED. This trend is another area where high efficiency options are steadily displacing less efficient legacy technologies.



2011: 800K Units 

2015: 300K Units 

In 2015 HID Unit Sales  
dropped 37% 

Presenter
Presentation Notes
Like linear fluorescents, HID sales have been in decline since 2011, dropping from over 800K in 2011 to just 300k in 2015. 2015 saw the sharpest decline yet, with a 37% drop in unit sales compared to 2015. This also represents a decline in HID share relative to other technologies. Some of the decrease likely reflects the strong adoption of LED lamps in outdoor lighting in recent years.



More Changes to Come 
D Y N A M I C  F U T U R E  

Presenter
Presentation Notes
While the shifting trends of lighting sales have already had a big impact on the market, there’s no end in sight. The future of lighting is a highly dynamic market, with LED technology becoming more and more a part of the landscape.



LED in the  
mainstream  

Today 

2030 

Presenter
Presentation Notes
With market actors pushing to make LED more and more available and accessible, we expect to see the trends described here continuing in future years as LED penetrates more of the non-residential market. Though it may seem like there’s a long way to go before LED becomes the mainstream option for non-residential lighting, the sales data show that it’s happening fast.According to recent forecasts from the DOE, LED lighting will account for over 80% of lighting sales by lumen-hours in the commercial and industrial sectors in the United States by 2030. With this kind of dynamic and fast-changing market, all market actors – including BPA, utilities, and energy-efficiency program administrators – will need to continue putting in the work to maintain an up-to-date understanding of the market.



CONDUIT ED  
&  

MOMENTUM SAVINGS 
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ETHAN MANTHEY 
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       BACK TO SCHOOL TIME! 
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CONDUIT ED &  
MOMENTUM SAVINGS 
Syllabus 
Week 1: What are Momentum Savings? 

Week 2: Focus on residential HVAC 

Week 3: Focus on residential lighting 

Week 4: Focus on appliance standards 

Week 5: Focus on non-residential lighting 

Week 6: How do we know the savings are real? 

Week 7: Wrap-up and Survey 

33 

Presenter
Presentation Notes
The "coursework"  is  fairly straightforward - it will consist of reading a few articles, viewing some videos, and completing a self-assessment survey.  Tell us in the comments below what you want to learn about. If you think you know everything there is to know about Momentum Savings then give us a hard question.  ��We will try to answer these questions and give you a basic understanding of what they are, the valuable market research that we use to find them and how this helps strengthen our EE programs, regardless of where you are starting from.
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Go to Conduit for 
more information! 

 
ConduitNW.org 

 
Follow the elephant! 
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WATCH FOR 
  

1. Draft non-residential lighting model 

2. Lighting market intelligence booklet 

3. Agriculture market presentation series 

4. Conduit Ed Series - Starts Tomorrow! 
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Next meeting: November 2th at 9am 
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