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The Universal Struggle

THE KICKOFF

WE SIT HERE TODAY WITH OUR BEST AND

BRIGHTEST, DRIVEN BY A CLEAR MANDATE To
GROW OUR BDSINESS, AND WE CORRENTLY KNOW DIDDLY

SQUAT AGOLT WHAT'S MOTIVATING OUR CONSUMERS
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Who i1Is NEEA

Founded in 1997 as a non-profit who leverages the Northwest’s
resources to deliver lasting energy savings and market change:

Funders

= $192M for 2010-2014

= Bonneville Power
Administration, on behalf of
more than 130 utilities

= Energy Trust of Oregon

= Six public and five investor-
owned utilities
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TV Initiative

Objective: Accelerate the
adoption of the most efficient
televisions on the market

Market intervention

= Influence product mix on retail
floor through mid-stream
retailer partnerships

= Influence future ENERGY
STAR spec

= Drive consumers to these
super-efficient TVs on the retalil
floor

= |ncrease consumer awareness
through regional marketing
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SAVE MORE POP Stickers

e i
SAVE
_MORE

Sentile Clty
S . energy, money, @
@roromomes & the environment CAEL]

SAVE

Energy, money, & the environment

SAVE & SAVE MORE

Program differentiator
BUT

Retailer concern: complicated
message to communicate

We felt it could be stronger

Hadn’t been tested in the NW
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New Messaging Objectives

Better product navigation

|dentify the strongest message

Deliverable:
Provide market and utility
partners with “message

framework” for consistent
regional messaging for

televisions ENERGY STAR

2
. neea



Context. Constraints. Concepts.

Exploration of copy alternatives and
communication opportunities.

Quantitatively confirm most
persuasive copy, double-check
Impact on ENERGY STAR brand.
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What we learned from our partners...

Retailers / Manufacturers:

Dollar savings messages won'ty,or K

ENERGY STAR is simple, it's well-known and it works

Need to draw consumers’ attention to the most efficient ENERGY STAR models

Acknowledged that ENERGY STAR awareness varies by category

Opportunity to promote TVs based on energy efficiency is greater than computers

Key Take-Away:
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What we learned from consumers

’ ‘ ENERGY STAR familiarity
W 100% 3

ENERGY STAR

90%

ENERGY STAR: 80%

» Energy-efficient, no 70%
more, no less

 Customers’ 60% Not at all
knowledge of = Not very
ENERGY STAR is 20% = Not sure
broad but shallow 40% ®m Somewhat

mVery

 Significant brand
equity 30%

20%

10%

0%
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What we learned from consumers

Overall importance of energy efficiency
100%

90%

o 80%
Televisions:

70%

» Key purchase
criteria: 60%
performance and
price, with brand
following

* Want the latest
and greatest 30%
technology (not
just replace, but 20%
upgrade)

» Performance =
Efficiency? 0%

* Energy efficiency 1
important

= Not at all
= Not very

0,
50% = Neither

B Somewhat
40%

B Extremely

10%
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Messages Tested

What Did Not Work:

Eco

Best in the NW
Smart purchase
Energy smart

Energy pioneer

Top performer

Overused, somewhat vague

Didn’t connect to NW green
reputation

Overused

Overpromise

Polarizing: cutting edge or 1840s
pioneers

Too vague



- Messagestested

What worked:
Energy Ieader

Technologlcally
advanced

Engineered —
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What people think/feel?

Energy efficiency Is not a top-of-mind
concern at retail.

However, people....
Want the latest technology, and are concerned about
obsolescence

Think that newer machines are generally more efficient
Resonated with “engineering” and “technology”
messaging
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What do we want people to think/feel?

Rational benefits
This TV (or consumer electronic) represents the best of
the best in energy efficiency
If | buy this model, I'm getting a technologically
advanced TV

Emotional benefits
This TV Is pretty special. It's cutting-edge
This TV will carry me into the future better
I’m smart to buy this TV
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Most
efficient.

Engineered to be the
best of ENERGY STAR:

EnergyEfficientElectronics.org

Ry}, ROCKY MOUNTAIN | IDAHO
‘*"%‘?f’ R “PowER ». POWER. g3

RURAL ELEGTRIC OOOPERATIVE  Tetrerdicnmonmet Let’s turn the answers on. An IDACORP Company ENERGY STAR

b
15 neea



POP: Stickers & Videos
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Marketing Collateral

WELCOME TO THE NEW AGE OF Click here to find the most
ENERGY EFFICIENCY. energy-efficient electronics.
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Online + Social Media

Most
sbeiqni G G

WELCOME TO THE AGE OF ENERGY
EFFICIENCY.

The orange Energy Forward button leads to the most efiicient, fechnologically advancec

TVs on the market ﬁ
Q

Energy Forward

Campany

MOST EFFICIENT PRODUCTS FIND A RETAILER WHAT'S T O
R ™.
Wall Energy Forward - Ewerpone (Most Recent) =
E m m Share: BE Past [H] Phote o Link W Videw
== !T'Jnle_snmelhlng
Televisions Pick a State Flaase pick 3 state. e

| RE-ENERGIZE
Hey Re-Energizens! It's "National Imprave Your Home Office Wesk ™ Thenks to

4 Energy Forward for sharing thase tigs on how o lowar your energy coasamption
in yaur heme office!

ENERGY FORWARD ENERGY FORWARD (1 PRESENTS i Eric o i Bk Wi |
Introducing a new way to find the most thE BlG @P" : I U e sy i,m",h, gov

efficient slectronics, E Saving energy for your home-haset! business may s=em lke
L it launt your savwy wordplay with = challenge, but there are some simpls, no-west o w-cast
Watch the Video clever photo captions for a8 chance t steps you can take to refluce your energy Bills by as much =s

Win a 55" Samsung LED HD 0%,

o] View Fost - 1% hours ago

» Energy Fonward
Life: Efficimncy Tig: Try getting up 30 minutes sacier than wsual. You will find you
ar= bmsz hurried and hzwe = fev =xire mingtes to tidy around the houss and
meybe mren do zame prep work far dinner!

Recycling Your Used Electronics  Energy Saving Tipe Our Methodology News Hoom

Like - Comment - Share - 24 hours ago - @

TNE Nornwest Ensrgy EMciency AliEnce [NEEA) I 3 PrivaE non-prafit orpanizatan funded by Narimwest LImss. the Energy Trusl of Oregan and e Ban 2 WeN

Agmintstration. NEEA works In collborsbon with is etaksholdsrs and glc markst pasners o 1= e EUEtSined Market adoption of enemy-sms L 1o HEEmEEE : ) :
technoiogles and pracices. NEEA's markel ransformation effors address ensmy eMeiency in homes, businessss and industry. Bs misslon IE 1o moblEzs @ & Friend Adtivity ::;W mk{;@ﬂ?!:kﬁ:&;:‘!ﬁ-?g- mnF:ng :‘rjj;nit;?rg
- Wi remote 2nd relaing, m Ervergy Forws you
pecoma Incrassingly ensmgy efMcant for @ susEInabE futura. & Phates herm yome = being ueed this i
= Discussions s
=] - Flex Your Power - Residential Sector: Energy Usage
Fan Bhiotas ﬁrn'. Cﬁﬂ:lwlw Household Applisnces
19 = . waee. fypawer.ong
& Questions Thie Flax Your Powwer website is 2 comprefensive ststewide
rmsnures for anargy efficincy, providing information and
About toals to Welp California consumers and business=s s

energy 2nd money.



Accelerating market adoption

Market Transformation

Consumer
messaging
&
marketing

Mid-stream
retailer
partnerships

Upstream
product
specification
Increases
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Impact of NEEA's work
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Elements of messaging development

Define what you want before you start:
= Focused objective avoid research creep
= Target audience

= Deliverables

Involve stakeholders early and often
Consider strategic “integrated” agency

Be open!
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Thank you!

Questions?

NORTHWEST ENERGY EFFICIENCY ALLIANCE



