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Presenter
Presentation Notes
I think it’s great we are having a regional conversation about how to create equity and expand our industry’s reach into new areas. If our industry is truly going to create change, we need to think about how we can go deeper and broader. While the research that my team and I have managed has been focused on tracking Momentum Savings, we also gather market intelligence and identify program opportunities. We think some of this information can be used as a resource for folks to use when considering how to research and identify hard to reach markets. Today, I will share some things that may be a little different than the conventional wisdom, but I hope they will provoke thought. What I hope you take away from this presentation today is a slightly different way of thinking about this important issue.
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Presentation Notes
Let’s start by looking at a high level at how our industry has thought about “hard to reach” in the past. Typically our industry thinks of  categorizing “hard to reach” as customers grouped by things like income (low to moderate income), type of home they live in (multifamily, mobile homes), or geographic areas (rural). Second, when our industry has historically tried to serve these customers, we’ve done so by focusing on going into homes and doing direct installation of efficiency measures or home weatherization. But there are other ways to save energy beyond weatherizing NW homes and businesses.
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Presentation Notes
So how do we expand our reach, to reach more end users, and more types of equipment? And how do we make our efforts scalable? It’s not always scalable to go widget by widget, home by home. In order to truly go deeper and broader and ensure equity, we can think about this problem of “hard to reach” as: how can we take the “hard” out of the equation and find the easiest way to get efficiency into the most buildings in the NW? 
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Presenter
Presentation Notes
We can think about how to do this in two ways:Home by home and business by business: boots on the ground approach. (Examples are weatherization, whole building retrofits, and other measures that require deep intervention.)Market Level: broad-stroke changes to the market through things like top-down price reductions or regulation. (Examples are light bulbs, consumer electronics, white goods)



 

Different measures or market 

segments need 

5 

Presenter
Presentation Notes
The key takeaway here is that different measures or market segments need different approaches. There isn’t a one size fits all approach.
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Presenter
Presentation Notes
So how do we best saturate the market and create equity at a market level? We can leverage price dynamics, and regulation dynamics. I’m going to talk about each one of these.
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By driving down prices at a macro level, you are making these items more affordable for everyone. This creates EQUITY in the market.So let’s look at an example of how price has been driving total market adoption with LEDs. Let’s start by looking at cost, then we’ll look at market adoption. 
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Presenter
Presentation Notes
In 2012, a general purpose LED without a rebate cost just under $19. Just three years later, that same LED cost less than $6. And with value LEDs, the prices are even lower. You can get a general purpose LED now for less than $2.00. Specialty lamps, dropped at a similar rate, from just under $20 in 2012, to just over $11 in 2015. When you look at the tangible benefits this price drop has consumers, even though an LED is more expensive than an incandescent up front, over the lifetime of the product it saves customers $58.What this price drop means is that LEDs are now going in practically everywhere, and EVERYONE has equal access to LEDs: including low income, renters, moderate income, small businesses, etc.Source: NEEA shelf survey data 
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Presentation Notes
Now that we’ve looked at cost, let’s look at market adoption. The DOE produced a forecast of LED stock saturation. Their forecast was very conservative because it assumed no program intervention and no regulation.And what DOE came up with was that LEDs will be in roughly 80% of sockets in homes by 2035.Source: U.S. DOE, Energy Savings Forecast of Solid-State Lighting in General Illumination Applications, Prepared by Navigant Consulting, Inc., 2016 Table 4.1 U.S. LED Forecast Stock Results for the Current SSL Path Scenario 
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In businesses, their forecasts look similar, with about 80% of businesses having LEDs installed by 2035. If you add in program investments and regulatory interventions that will happen, it could be close to 100% saturation.Summary of LED Example: So what all this lighting cost and saturation data shows us is that with prices dropping, this technology is now available to the masses, including hard to reach. Source: U.S. DOE, Energy Savings Forecast of Solid-State Lighting in General Illumination Applications, Prepared by Navigant Consulting, Inc., 2016 Table 4.1 U.S. LED Forecast Stock Results for the Current SSL Path Scenario 
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Presentation Notes
We talked about how price dynamics can help address the issue of hard to reach, now let’s talk about regulation dynamics.Regulation is the most equitable way you can get to HtR markets.But regulation isn’t a one-size fits all solution: They aren’t good at addressing “systems” (like control strategies or behavior)They don’t ensure maintaining efficiency (if a product is still functioning but hogging energy, a standard won’t help)Where regulation helps the most is with widgets. So let’s look at some examples of where regulation impacted price for white goods. 
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STANDARDS IMPACT OVER TIME 
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Presentation Notes
Even with gains in efficiency and increases in volume, refrigerators have dropped in price over time.  Based on research from ASAP and ACEEE, the average price of a refrigerator in 1987 was about $1300, in 2010 the average price was about $850.  The red line on the graph shows the general trend of this price decline over time.  It is important to note that prices have not followed an exact downward linear progression, but due to data limitations we are depicting the overall trend between the 1987 and 2010 data points.  UEC AND VOLUME SOURCE: AHAM – Energy Efficiency and Consumption Trends 2014.�PRICE SOURCE: (Better Appliance Report: page 28 in adobe viewer, first paragraph under price header) (Data is shown in 2011$). 



RESIDENTIAL CLOTHES WASHERS 
STANDARDS IMPACT OVER TIME 

Source: AHAM 
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Presenter
Presentation Notes
Like refrigerators, washing machines have increased in volume and efficiency over time while declining in price  Based on research from ASAP and ACEEE, the average price of a washing machine in 1987 was about $830, in 2010 the average price was about $470.  The red line on the graph shows the general trend of this price decline over time.  It is important to note that prices have not followed an exact downward linear progression, but due to data limitations we are depicting the overall trend between the 1987 and 2010 data points.  Summary: So what this UEC and price data for refrigerators and clothes washers means is that everyone can get a more efficient appliance, and it costs less, too.UEC AND VOLUME SOURCE: AHAM – Energy Efficiency and Consumption Trends 2014.PRICE SOURCE: (Better Appliance Report: page 40 in adobe viewer, first paragraph under price header) (Data is shown in 2011$). 
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What if hard to reach was not just a class of customers or types of homes or geographic areas? It could also be “pockets” in a market or layers in the supply chain that need program influence to gain more traction in a market.



Presenter
Presentation Notes
For instance, when BPA assessed the flow of new lamps into the market for the first non-residential lighting market study, we saw that most T8 lamps were going to serve the maintenance market, which is when building owners simply change out their lamps. Even though the region’s lighting programs have been running for a long time, our programs were exclusively focused on changing out entire systems, fixture and lamp. This is because system change-outs are the biggest savings opp. However, if you aren’t going building by building, the maintenance market had a huge potential and nobody was specifically targeting this pocket of the market. NEEA recognized this opportunity and launched a new program to move these T8 lamp replacements to lower wattage. We know many of these customers will eventually move to LEDs, but it’s bringing down the wattage forT8s in the meantime.The key point is that this is a taking a different look at a market that we have been operating programs in for a long time. We took a step back and said “what’s another way to think about this”. There was this opportunity right under our noses that we didn’t see. 
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Presentation Notes
Another way of thinking about this problem differently is by looking at the supply chain. With BPA’s HVAC research, we saw a slow moving market for ducted equipment. When researching the supply chain, we noticed that there were two distinct types of market actors: consolidated and fragmented. Up the supply chain, our research shows that there are about 20 major distributors across the region, and about 5-7 sell most equipment in the region. They are very consolidated.On the other hand, the contractor market is very fragmented. Nearly 600 contractors active in PTCS  in 2014--and those are only the ones in the BPA program. End users are the most fragmented with millions of homes.Currently, most HVAC programs in the Northwest focus on contractors and end users. Why this matters is that it’s harder to influence lots of different actors. The challenge in HVAC is that contractors are so influential but there are a lot of them.To extend our reach in the ducted HVAC market, there may be an opportunity to look at the more consolidated layers in the supply chain and think about strategies to increase efficiency with these market actors so that efficient equipment options are available to everyone.
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By stepping back and looking at surveying the big picture, we can see the forest for the trees and find the areas where work can be done.
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market level. 
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bfwatson@bpa.gov 
503-230-3693 
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