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The PThe Paanelnel
The PThe Paanelnel
 
•	 Monica Curtis, Executive Vice President - Energy 

Operations, WECC 

•	 Shannon Montgomery Programs Planning and Analysis
Shannon Montgomery, Programs Planning and Analysis 
Consultant, WECC 

•	 R b  S ith

 M 

N  B i  D lRebecca Smith, Manager - New Business Developmentt, 
Lowe’s 

•	 Toby Swope, Manager of Marketing Analytics, D&R Intl
 



AgAgeennddaaAgAgeennddaa 

••	 What is a Market Lift program?What is a Market Lift program? 

•	 What is the Market Lift pilot? 

•	 What have we learned from the pilot? 

•	 Discussion – What are the challenges you see in 
participating in a market lift program? 



    
 

MarkMarket Lifet Liftt
MarkMarket Lifet Liftt
 

P  f  P 	  hPay for Perfformance program approach. 
•	 Rewards retailers for increasing category 

market share for energy efficient alternative. 



   

 

   

     

 

When to MoWhen to Movvee to Markto Mark et Lifet Liftt
When to MoWhen to Movvee to Markto Mark et Lifet Liftt
 
Example 

100% 

75% 

"Lift" 

Goal 

Establish Baseline50% 

Declining Program Impact 
Little to no impact 

Market 
Share 

25% Maximum Program Impact 

Little to no impact 

Time/Years ↦ Standard Rebate 
Program Ends 
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MarkMarket Lifet Liftt ProcessProcess
MarkMarket Lifet Liftt ProcessProcess
 

• EEstabliblishh ex
i

istiing markket shhare ff or program area.
 

• E tEstabli hblish existing markket shhare ff or compariison
i t

i  t  
area. 

• Establish a Pay for Performance system. 
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MarMarkket Lifet Liftt PilotPilot
 
• Partnered with Lowes in WI 

• 3 month pilot (July-Sept 2011) 

• 20% 50% lif20%-50% lift targets 
• CFL & LEDs bulbs 
• SSupportt 

– Point-of-purchase (POP) 
– MerchandisingMerchandising 
– Store events 
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•	 IndustryIndustry-wide increase in incandescent sales ofwide increase in incandescent sales of 
10%+ from prior year in response to EISA. 

•	 CFL price increase due to rare earth metal 
shortages. 

•	 Lowes executed a large planogram re-set in July.
 



 

ReRessuullttss
ReRessuullttss
 
•	 Messagg ging around the smart 

choice, retail price not 
discounted. 

•	 Stronger sales results in 
stores with pallets & end capsstores with pallets & end caps. 

•	 Market lift targgets not met in 
pilot time frame. 



ProgramProgram LearningsLearningsProgramProgram LearningsLearnings 
•	 Paradiggm shift in utilityy-retailer relationshipp. 


•	 Role of retail spponsor, buyyer and store 
management and manufacturer. 

•	 Program support needed. 

•	 Program time frame needed. 



   

RReettaailerilerRReettaa LearningsLearningsileriler LearningsLearnings 

• Customer purchase behavior. 

• Current economic and political climate. 

• CFL vs. incandescent replacement cycles.
 

• LiLightihting rese

t

t may hh ave iimpacttedd resultlts.
 



  

DatDataa ManagementManagementDatDataa LearningsLearningsManagementManagement LearningsLearnings
 

•	 Full categg yory sales data can be obtained. 

•	 Need a robust system to manage the amount of 
ddata requiiredd. 

••	 Managing the product catalog takes timeManaging the product catalog takes time. 

•	 With enough data, you can get a clear picture ofof
With enough data, you can get a clear picture 
the lighting market. 



 

QuesQuestions ftions foor the Tr the Teeam?am?
QuesQuestions ftions foor the Tr the Teeam?am?
 
For more information please contact:For more information, please contact:
 

Shannon Montgomery - WECC
 
800.969.9322 ext. 291
 

smontgomery@weccusa.org
 

Toby Swope– D&R International
 
301.628.2048
 

tswope@drintl com
tswope@drintl.com
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