











DOE energy test procedure. Of the millions of consumer decisions that will be made during the 6
month period between March and September 2014, many will be “wrong” in that the product selected,
despite the label’s assurances, will use more energy, not less, than the 2014 ENERGY STAR model.
If just 10% of the potential ENERGY STAR purchasers select the older model, there will be a loss of
over 300 million kWh of lifetime energy efficiency benefits.

Not only does the label indicate—incorrectly— that Model A is more efficient and less costly to
operate, consumers also “learn” that it is one cubic foot largerl This is a further confounding
consequence of the DOE test procedure change, which, in redefining capacity for dispensing models,
deducts volume associated with the dispensing mechanism that was previously included in the
calculation.

These models, and their confusing labels, will certainly be in close proximity to each other—if not side
by side—for much of the 6-month period between March and September 2014. The law, common
sense and economic necessity will assure this result:

e As noted earlier, such products are lawful to manufacture and sell during the 6-month period

¢ Manufacturers, who may not yet have replacement models, will want to maximize the return on
their investments in the “old” 2001-compliant units

e Retailers, who will not have a full line of replacement products, will want to preserve customer
traffic for as long as possible until the new 2014-compliant models arrive

¢ Manufacturers and retailers will want to reduce inventory of obsolete models ahead of
September 2014

¢ Discounting is likely to make Model A even more attractive to consumers

As much as one might want to believe that consumers will overcome the confusion, it would be a
serious error to rest EPA’s efficiency and greenhouse gas-reduction goals on such an assumption.
Even under normal market conditions, consumers still place price above energy efficiency and all
other features when they shop for major appliances. That preference can only be exacerbated by the
confusion that will result from an accelerated, disconnected March effective date.

The Companies acknowledge that some confusion will exist even with the aligned September
effective date, which the Companies have been working hard with the FTC to minimize. But that
confusion will be reduced substantially if the effective dates are synchronized:

» By September the new models that manufacturers developed to meet DOE's September 2014
compliance date will have been infroduced in significant numbers, and displaced older models
on retail floors

e Manufacturers and retailers will have had more time to train sales force personnel on the new
labels, what they mean and don’t mean, so there will be many fewer with the “old” labels on
the floor and more retail personnel to help consumers understand the labels.
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The impact of this consumer confusion on the Program’s goals of promoting energy efficiency
awareness and reductions in greenhouse gas emissions can only be negative. Unfortunately, the
ENERGY STAR logo will be associated with and even a major contributor to the confusion and the
resulting losses in energy efficiency. For the first time, in the eyes of many consumers, the logo will
promote the “less” efficient products. The resulting loss of actual efficiency and potential damage to
the integrity of the ENERGY STAR brand would greatly outweigh any benefits associated with the
March date.®

The March effective date will likely generate competitive and economic pressures that will exacerbate
efficiency losses.

The Companies celebrate the market positive impact of the ENERGY STAR logo. This is one of the
reasons why individual companies and AHAM supported the inclusion of the logo on the
EnergyGuide.® Retailers demand that manufacturers provide them a certain percentage or number of
ENERGY STAR-qualified models for inclusion in the showroom. Failure to accommodate these
requests could lead to termination of the supply arrangement. It often causes a loss of floor “spots” or
space to display the manufacturer’s products, which in turn results in lower sales. Retailers assume
the non-ENERGY STAR models merely meet the legal standard.

While individual companies make their own decisions regarding offerings and pricing, and the
Companies submitting these comments have not collectively discussed their future product plans,
offerings or prices, we can make certain general observations.

The Program's success has created a market phenomenon in which, for our direct customers—i.e.,
retailers—ENERGY STAR is the hallmark of energy performance. As a result, the market for
enhanced energy performance between the DOE standard and ENERGY STAR, or above ENERGY
STAR, may not exist.

Thus, ENERGY STAR-qualification level changes can dramatically reduce marketability of the
formerly qualified product. With no value attached to less-than-ENERGY STAR level energy
performance, there may be an incentive in this highly competitive, low-margin industry, for some
manufacturers to make changes to reduce product cost by removing expensive components that
contribute to efficiency and reduce energy performance to the level of the 2001 DOE standard. The

% EPA has yet to produce data to support the statement that a high penetration rate diminishes the brand’s integrity or adversely affects
efficient product up-take. The record does contain a letter from one retailer, with less than 10% retail appliance outlet share,
expressing concern that a high rate makes it more difficult for the brand to call out efficient products, No other retailer has supported
this concern. On the contrary, the two largest retailers of major appliances, Sears and Lowes, have urged EPA to go with the
September 2014 date. Support also has come from Nationwide Group, the largest buying group that represents hundreds of retailers,
including small businesses, who will bear the brunt of transition costs, and who, because they are generally not well resourced and do
not have specialized trainers on staff, will face greater sales force training woes. Together Sears, Lowes and the Nationwide Group
comprise much more than 50% of the outlet share.

% 10 CFR 305.1 1(f)(12)(iii)









The undersigned Companies urge EPA to make the effective date of the refrigerator/freezer
specification September 15, 2014, the effective date of the DOE standard. Doing so will minimize
consumer confusion and enable EPA and industry to work together to promote the sale of 2014
ENERGY STAR-qualified products.

Sincerely,

Electrolux North America

sl YV LA

VP, Design Engineering
Sub-Zero

General Manager, Refrigeration
GE

i

Jeff Noel
Corporate VP, Communications & Public Affairs
Whirlpool









in summary, Lowe's requests EPA delays issuing the new refrigerator specification until
September or [ater so that a more complete range of qualified products can be integrated into
the major floor transition that will occur in advance of the new DOE standards.

Sincerely,

Michael Chenard
Director, corporate sustainability









EXHIBIT 4

€T0C ‘TCT AVIN

NVHEO0dd VLS ADd4dNd 4471444
~d01Vdd91d43d 404 4ONVHO 11va JAI1D4444































	Letter
	4

