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Roadmap Background 
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 Stakeholders re-activated the need for consumer 

lighting research in a road mapping discussion in Fall 

2013.  The top points identified on furthering consumer 

research to inform the ENERGY STAR lighting program 

included: 

 Selecting the right, more efficient lighting products. 

 Working together to assist consumers. 

 Identifying the critical challenges facing consumers in 

making a lighting selection. 

 Most effective avenues and tools for addressing those 

challenges. 

 The stakeholders participating in this discussion group 

would focusing on funding and designing the research 

tasks and desired outcomes for the research project(s). 



May 2014 Roadmap Research Meeting 
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 Library of lighting research 

 clasponline.org/LightingResources 

 Continue to create the library? 

 Submit to My Ton at mton@clasponline.org 

 

 Present research approaches for discussion and 

stakeholder direction 

http://clasponline.org/LightingResources
http://clasponline.org/LightingResources
mailto:mton@clasponline.org


Situation Summary 
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Common interests  

 Help consumers to adopt efficient lighting 

 Desire data-driven messaging and marketing 

 Interest to pool resources and attain 

economies of scale in marketing 

Common issues 

 Lighting is a confusing and dynamic category 

 There is no one secret sauce solution 

 



Base Approach 

5 

 Focus on one hypothesis at a time 

Data-driven = quantitative research 

 Test and learn 



Qualitative Data We Know 
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 Customers care about warm-up time, lighting quality 

(including color), ability to dim without flicker, and 

realization of longevity claims 

 Cite long lifetime as a major reason to purchase CFLs/LEDs: 

preference increases considerably when lifetime goes from 1 yr to 5 yrs 

with minimal gains that lasts longer than 5 yrs   

 Customers have expressed a need for dimmable lighting products but 

are confused on compatible accuracy 

 LEDs are more likely to be the satisfying efficient 

lighting choice 

 Customers are hesitant of LEDs due to little to no direct experience with 

the technology, price of LEDs, and negative past experiences CFLs 

 Customers are very satisfied with LEDs and prefer it to CFLs once they 

have experienced them  

 



Qualitative Data We Know 
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 Customers are more comfortable with “wattage” and 

“wattage equivalent” and make purchasing decisions 

based on these  

 Price and marketing impacts on consumer segments 

 Early adopters are generally less dependent on price and more 

respondent to marketing  

 LED sales in high-income areas were 4.1 times higher than 

sales in low-income areas and 1.9 times higher than sales in 

medium-income areas 

 LED sales in medium-income areas were 2.2 times higher than 

low-income areas 

 Nearly 67% of urban stores displayed promotional materials for 

efficient lighting compared to less than 10% of rural stores 

 



What We Know of Consumer Psychology 
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Objective – Help Consumers to Adopt Efficient Lighting 
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Research Approach I   
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Efficient Bulb 

Consumer 
Segments 

Qualitative and 
Quantitative  

Retail Channel 

• Technology: CFL 

or LED 

• A-line, globe, or 

reflector 

• Dimmable or non-

dimmable 

• Frequently used 

applications 

• Common 

replacements 

 

• Subset to bulb type 

• Market size 

• Income 

• Urban or non-urban 

• Age 

• Lifestyle 

• Social influencers 

• Pricing 

• Focus groups 

• Internet survey on 

messaging, creative 

and hierarchy 

• Images 

• Go to market 

• Product 

accessibility 

• Pricing 

• Merchandising 

• Demo displays 

• Trial products 

 



Research Approach II 
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Hypothesis is what can we learn from 

adopters to apply to non-adopters? 

 Focus groups or mine customer reviews  

 Screen for income levels, urban/rural, 

male/female, age 

 Inquiry/interview and then test with some 

messaging/creatives 



Research Approach III 
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What We Know on Consumer Psychology 

• Default condition 

• Whatever is readily at hand 

• What we see others do 

• Recommendations from similar people 

• Limited time / supply 

• Prompts, reminders 

• Choice overload 

• Prompts, reminders 

Collaborate and Channel Research into Go-to-Market 

Tactics/Tests 

• Trial (free or low-cost) LEDs 

• Special limited time deals 

• Efficient lighting demo displays 

• Get better placement of efficient lighting in stores – 

standout, eye-level, impulse buy 

• Seasonally focus on one bulb, one application 

marketing push 

• Get more social proof showcases into the market – 

blogs, customer reviews/star ratings, social media 

sweepstakes, celebrity sponsor 



Hypotheses 
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Open forum to hypothesize LED bulb 

type-consumer segment-retail channel 

 Insights on adopters vs non-adopters 

Collaborate and develop opportunities for 

merchandising, product demo displays, 

and trial products 

 


