
MOMENTUM SAVINGS? 
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Bonnie Watson, BPA:

Before BPA, I was an evaluation consultant doing work in other parts of the country. Then, much of my work focused on figuring out what portion of each program’s participants would have bought the high efficiency product without the rebate. We call these participants “free-riders” and, in much of the  country, utilities cannot claim energy savings for them. This focus on attribution is required under regulatory structures in other regions, but it leads to a “you have to cause it to claim it” mentality and offers only a narrow perspective of our industry. 

In the Northwest, thanks to Tom Eckman, we take a different approach to the region’s energy accounting. We don’t see energy efficiency programs as the only way that energy efficiency happens, and instead look at programs as only one tool in meeting region’s energy needs. As long as it’s above the Council’s frozen baseline, it’s savings. 

When I realized this, it caused me to shift my thinking from only looking at the impacts of programs to viewing our industry through a broader lens: a market lens. This shift from viewing the world through a program-centric lens to viewing it through a market lens is difficult, I know because I’ve experienced it. But I think this mind shift is very important and makes our industry better. Keep this in mind for the rest of the day.
 
Today I’m going to now talk about why we are doing this work, and the benefits that come along with it. 




GET THE MOST RESOURCE  
FOR THE LEAST COST 
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There’s one big picture and simple reason why we research and claim Momentum Savings, and it aligns with why we as a region invest in energy efficiency: They help us get the most power resource for the least cost. 

In the 6th Power Plan period, we counted over 174 aMW of energy efficiency that we did not have to pay incentives for. These were Momentum Savings. At an average incentive cost of $1.5 million per aMW, this means we saved roughly $261 million in incentive dollars. This means less cost built into our rates.



RESPONSIBLE 
STEWARDSHIP 
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It also means that we are responsible stewards of the environment and ratepayer funds, which lines up with BPA’s core values. 




THAT IS 

BUT THERE ARE  
BENEFITS BEYOND THIS 
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To quantify Momentum Savings, we have to assess the efficiency in the whole market. To do this, we perform market research such as collecting sales data on all the new sales of efficient and inefficient equipment, performing interviews with market actors in the supply chain, and attending trade shows to stay abreast of new trends in the market. This information is essential to perform our Momentum Savings analysis, however there are other benefits.




MARKET INTELLIGENCE 
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We can also leverage this information to take advantage of the other benefits that come along with it. Other industries use market research to learn how to best position themselves in the market, and so should we. So let’s talk about what those benefits are and some examples of the impacts this research has made on all of our work.  



CREATING AWARENESS OF  
SHIFTS IN MARKET DYNAMICS 
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The first benefit of leveraging the market data we collect for Momentum Savings to help our programs is that we can create awareness of shifts in market dynamics. Such as price changes, changes in market actors, changes in the supply chain. 




THEN 
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For example, in the residential lighting supply chain, our previous understanding was that there were a lot of contract manufacturers who purchase bulbs from overseas and relabel the packaging and sell them to retailers in the U.S. 




NOW 
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Through our research, we learned that the supply chain changed, and now those overseas manufacturers are going straight to U.S. retailers without the middlemen. This is important because our programs rely on relationships with manufacturers, and a change like this could impact quality and price although we will need to continue to monitor the impact this particular change had. 



PLAYERS + LEVERAGE POINTS 
IDENTIFYING 
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Another benefit of leveraging market data is that we can identify the players and their leverage points. It’s important to know who all the decision makers and influencers are in a market. 
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For example, through the first commercial HVAC study we learned how important the building specifiers (engineers, architects) are in the commercial building plan and spec market’s decision chain. This is important because it helps our program managers know who to target. 




FINDING NEW PASTURES FOR 
EFFICIENCY PROGRAMS 
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We can also use our data to identify new segments of the market that our programs are not currently influencing.
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For instance, when we 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 in a lamp-for-lamp change-out. In contrast, our programs are exclusively focused on changing out entire systems, the fixture and lamp. Nobody in the region was specifically targeting this maintenance market. So we just identified a huge gap in the market. Nobody was focusing on this and it was a huge opportunity for energy efficiency programs to really “lift” the market and that was super cool.

BPA provided this information to NEEA, and they launched a new program to move these T8 lamp replacements to lower wattage. This was an entirely new pasture for the region’s programs with huge opportunity to create savings.




CONFIRM WHERE THERE’S 
STILL WORK LEFT TO DO 
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Not everything is a new opportunity, though. We can also use market data that we collect for Momentum Savings to identify where inefficient products are still being sold that need program influence to become more efficient.
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An example of where we still have work left to do is with residential air source heat pumps. BPA collected sales data from distributors on all their HVAC equipment sold over the past several years. Most ASHPs sold into the market were the lower efficiency models (the bottom turquoise and pink bars). It’s clear from these data that this market still needs our programs to increase efficiency, and we still have work left to do in this market. We are continuing to track this market and are going out this Spring to collect more sales data. 


(Note that the federal standard minimum efficiency was 7.7 HSPF in 2013/2014, and increased to 8.2 HSPF on January 1, 2015. We will continue to monitor changes in sales data trends for 2015 and beyond.)



PAY FOR SAVINGS  
ONLY WHEN NEEDED 
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Our market data also tells us where we can redirect program resources to areas where we can create the greatest change in the market. 
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For example, leveraging information from NEEA’s shelf stocking study and from the ENERGY STAR partners meeting in October 2015, we learned that about half of the LEDs sold in the market today don’t qualify for ENERGY STAR. In the past, we’ve always just incented ENERGY STAR lamps, but there has been a lot of talk in the industry about moving our incentives to cover all LEDs that have savings, even though some of those bulbs have a shorter life and are of lower quality. This isn’t a bad thing because there are still savings from those LEDs, but that’s now what we want to incent in the long run. 

We only want to incent ENERGY STAR lamps because of the longer life, higher quality and that’s what’s best for our utility's customers. Meanwhile, we can still account for the savings for the shorter lifespan and lower quality LEDs through Momentum Savings. We just don’t have to pay for them with incentives. 



ACCURATE SAVINGS 
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Now that I’ve told you about how we leverage the market intelligence from our Momentum Savings research, I’m going to tell you about another ancillary benefit of this research which is to gather information to inform accurate savings estimates. 



DATA DRIVEN CURRENT PRACTICE 

BASELINES 
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We want our baselines to be kept up-to-date and reflect what is happening in the market. To do this, we use real market data. (Note: A current practice baseline is the average efficiency of all the products in the market at a given point in time, including all the efficient and inefficient products.)
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For example, residential lighting sales data showed us that that specialty lighting is still inefficient, and this is good to know that we still have work left to do in this market.  We provided this information to the Council and the RTF and it helped them in developing the lighting for this measure.




INCREASED  
SAVINGS BY 

40% 
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Another example of supporting data driven current practice baselines is with clothes washers. The RTF created a measure for clothes washers using the best data they had available to them which was an average of the product efficiencies from a CEC database product list. These were not weighted by actual sales because they simply didn’t have access to that information at the time. 

BPA provided the RTF with the market data we collected for the Momentum Savings work which showed the efficiency mix of clothes washers being sold in the market. The RTF was then able to weight the information by actual sales. Weighting the efficiencies using real market data increased the savings by 40%. Without this market data, clothes washers would have likely gotten pulled from our programs even though there was still savings potential. So we would have pulled out of a market erroneously, and having market data helped prevent us from doing that.




SUPPORTS POWER PLAN  
AND POTENTIAL STUDIES 
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If we know about all the efficiency in the market, as a region we can better plan for the future generation and capacity needs. 
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For example, we measured the total impacts from appliance standards and found that the amount of efficiency from standards was enough to power over 1 million homes over the next 20 years. 
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Standards had such a big impact on the market, that it changed the load forecast. As you can see on Tom Eckman’s slide, it has its own category (top, pink). Knowing this means we don’t need to build generation for that demand.



SUPPORTS RTF  
SAVINGS VALUES 
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The final benefit I’ll talk about today is about how our research supports reliable savings estimates from the RTF.

For example, with the BPA commercial HVAC market study, we did not have good per unit box savings for commercial HVAC units because the region doesn’t have good building simulation models that incorporated the most recent CBSA data. In order to develop the Momentum Savings estimates, we worked with Mike Kennedy and Navigant and co-funded a study with the RTF to develop commercial building simulation models for the region. A benefit of developing these models was that the RTF was able to improve their lighting savings estimates because the models gave them better information on the interactive effects of HVAC and lighting. 



 
 
REMEMBER THIS 

 
1. Why: To get the most resource 

for the least cost and be 
responsible stewards 
 

2. Mind shift to “market lens” 
 

3. The research shows us how 
our programs fit into the entire 
market 25 
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So as you think about Momentum Savings, remember these three things:
The big picture reason why we research and claim Momentum Savings is that they help us get the most power resource for the least cost and be responsible stewards of our resources.
There is a different lens through which to view the world of energy efficiency, and there is a big shift to thinking about markets at the macro level.
There are many different ways we can leverage the market data we collect for Momentum Savings to help us all understand how our programs fit into the entire market.





bfwatson@bpa.gov, 503.230.3693 
BONNIE WATSON 
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For a 1-page summary of the information in this presentation, please refer to the handout provided during the workshop in the packets labeled “Why Momentum Savings?” or email Bonnie Watson at bfwatson@bpa.gov to receive a copy.
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