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The Science Behind the Decision Gt

ENERGY STAR
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Let’'s compare!

ENERGY STAR
Researched a product of service yesterday
% of all adults who researched a product or service provider
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FaY *Pew Research Center’s Internet & American Life Project, August 9-September 13, 2010 Tracking Survey, n=3,001 adults and the
f’Em margin of error is +/- 2.5 percentage points



Where does environmental concern and
energy efficiency stand?

ENERGY STAR

Many Factors Influence Consumers' Decisions to
Purchase a New Product

Reputation of manufacturer/supplier _

Friend/family comment

Better-for-you ingredients

Eco-friendly usage

Sourcing

Third-party endorsement

Eco-friendly production/packaging

|
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Continuing to Maintain our Strong
Brand: With Your Partnership!

ENERGY STAR

ENERGY STAR continues to influence customer purchases!
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The ENERGY STAR mark ranks among the highest level of influence on product purchase among
all consumer emblems, similar in ranking to the Good Housekeeping Seal.
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Maintaining our Brand:
Partners-in-Success TR

Continue to use ENERGY STAR to increase sales and customer
loyalty by providing energy saving and environmental benefits.

Consumer awareness and desire for efficiency
savings is high
» |If every appliance purchased in the United States, in 2011,
earned the ENERGY STAR we would:

* Prevent more than 3 billion pounds of greenhouse gas
emissions, equivalent to the emissions from 300,000 cars.

« Save 2 billion kWh of electricity

« Save $585 million in annual energy costs

<EPA ;



. ENERGY STAR as your Sales Partner:
- Take Advantage of ENERGY STAR Sales Value

In 2010 alone, Americans—with the help of ENERGY STAR—saved
$18 billion on their energy bills and prevented greenhouse gas
emissions equivalent to the annual emissions of 33 million vehicles.
Consumer awareness and desire for efficiency savings is high

*In 2010, more than 75% of households nationwide recognized the ENERGY
STAR label

*Of households that purchased ENERGY STAR products in the past year:

— More than 90% of them reported the label as influential to their
purchasing decision

— More than 86% of them reported they are likely to recommend
ENERGY STAR products to friends

\e’ EPA Sources: 1) EPA Office of Air and Radiation, Climate Protection Partnerships Division. National Awareness of ENERGY STAR for 2009: Analysis of

2009 CEE Household Survey. U.S. EPA, 2010. 2) ENERGY STAR Overview of 2009 Achievements. March 2010.

ENERGY STAR
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ENERGY STAR
Appliance Rebates T

Appliance Program Budgets

2011 Energy Efficiency
Appliance Rebate
Programs are
maintaining their
success!

Undetermined

%0 - 1 million

%1 - 85 million

$5 - 510 million

mOCOE

$10 million +

FaY *ENERGY STAR Summary of Appliances & Water Heater Programs — October 2011
wEPA



The numbers don't lie

ENERGY STAR
ENERGY STAR Appliance Promotions by
Product Type Out of the 672 appliance
(Total 672) product promotions,
R N incentives for clothes
’\ [Ft-u:rm .:gb ::H!hzr Clearers and WaSherS and
S¥EL Y i / Prariiiers refrigerators and/or
2%

Ciehumidifiers
B

freezers lead the group,
representing ~24% and
~22%. With an
Impressive percentage
for recycling following
closely behind at ~18%
followed by dishwashers
at a ~12% and room air
conditioners at 11%

*ENERGY STAR Summary of Appliances & Water
Heater Programs — October 2011
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The numbers don't lie

ENERGY STAR

Average and Most Frequent Promotion Amount for ENERGY STAR Appliances
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*ENERGY STAR Summary of Appliances & Water Heater Programs — October 2011



ENERGY STAR

How Are We Doing So Far?

2011-2012 ENERGY STAR
Appliance

<EPA



ENERGY STAR Appliances

ENERGY STAR

Low Market Penetration High Market Penetration

'''''''
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Where do we stand?

ENERGY STAR

ENERGY STAR Penetration*

100% -
75% - 64%
50% m2008
' m 2009
w2010
25% -
0%

Clothes Washers Refrigerator Room Air Conditioners

“EPA
-
A4 “2011 EPA ENERGY STAR Program
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ENERGY STAR Qualified
Clothes Washers

ENERGY STAR

$150 [ $57 =—2.03 yr.

Price premium for Annual ENERGY STAR

ENERGY STAR savings Pay b aC k

gualified model

“EPA
-
A4 “2011 EPA ENERGY STAR Program



ENERGY STAR Qualified
Refrigerators

ENERGY STAR

nnual ENERGY STAR

savings P ay b aC k

Price premium for
ENERGY STAR
gualified model

$50 / $12 —4.33yr

“EPA
-
A4 “2011 EPA ENERGY STAR Program



Promoting Most Efficient

« 2011 Pilot launched on May 5,
2011; extended through 2012

* Products that are covered include:
— Refrigerators-Freezers
— Clothes Washers

- 18 C_Iothes Washers and 2 == Most Efficient
Refrigerator-Freezers have been % 2011
qualified as Most Efficient. stV

SEPA ‘
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What consumers want... et/

ENERGY STAR

Higher-efficiency
{EMERGY STAR") appliances

Higher-efficiency
(EMERGY STAR™) windows

Includes renewable electric
power generation systems such
as salar, gecthermal or wind

Water-conserving features like
low-Flow showerheads, tollets
and/ar rainwater collection systems

Higher-efficiency (or SEER)
HwaC, furnace or air
conditioning equiprnent

Q 10 20 30 40 50
Percent p—
Pick three features a green home MUST have. greenlivingpulse

2010

s
\'I-’EPA = Copyright 2010 by Shelton Group. Do not copy or distribute without wriften permission ft 17



Goal for Most Efficient

ENERGY STAR

Drive more energy efficient products
Into the market more quickly by
identifying the top, few, most energy
efficient products for early adopters

without confusing consumers or
harming the ENERGY STAR brand.

. 5catiﬁ‘ilcient

[ENERGY STAR www.energystar.gov
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High Penetration Appliances

ENERGY STAR

ENERGY STAR Penetration*

100%
100% - 89%
5% 82%
75% -
s, =2008
' m 2009
%2010
25% -
0%

Dishwashers Dehumidifiers

TaLMa LT

|

SEPA °
s “2011 EPA ENERGY STAR Program



Partner Resources

ENERGY STAR

Partner Resource Page: www.energystar.gov/partners

Ctl

About ENERGY STAR - Hews Room - FAQs + W03 Search

ENERGY STARY™— Produck — T Homo proremant_|_— Newomes ] Bulkdiogs ¥ Plans — IS

Home = Partner Resources

Partner Resources

BE A LEADER-CHANGE OUR ENVIRONMENT FOR THE BETTER

U.S. Environmental Protection Agency « U.S. Department of Energy

- Sales and Marketing
Materials

Spotlight

ENERGY STAR Award for
Excellence Winner

Southern Minnesota

Municipal Power Agency
(SMMPA)

We il.ISl Iaunched *A Response to OIG Evaluation Report

the Change the World, Start B
with ENERGY STAR Campaign!  CNERGY STAR 2011 Award Applicstions

Available
© Newsroom

TAR Top Tier proposal

ou can participate

* Access to Logos,
Calculators, Publications,

) Learn More

Become a Partner GetInvolved

Specific Resources for:

Join today! Partnership offers unique opportunities to leverage the
trusted ENERGY STAR name

*) Join ENERGY STAR

My Account Login

STAR Sponsorship Opportunity

» Change the World, Start with ENERGY
STAR Event Toolkit

» National Campaigns

your company information, plus the tools and resources you
kwith ENERGY STAR

Username

Password

Forgot password?

*! Training Resources ﬂb
» Meetings
» Awards

Find Partners & Product Info

1 Change the World, Start with ENERGY

» Maintaining the Value of ENERGY STAR
») Partner Directory
» Products & Program Requirements

Manufacturers
Retailers

New Home Builders, Raters, Sponsors,
& Lenders

Utilities/Regional Energy Efficiency
Program Sponsors

Buildings & Plants

Small Businesses

Congregations

Service & Product Providers

Home Performance with ENERGY STAR
HVAC Contractors

<EPA

and more
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ENERGY STAR

TRAINING CENTER

)
N7

The ENERGY STAR
Training Center serves
as a resource for
partners who are looking
to improve their sales
effectiveness
www.energystar.gov/trai

nings

Sales associates can
use product category
specific facts and
consumer tips when
speaking with customers

EPA

ENERGY STAR

ENERGY STAR
Clothes Washer Features

ENERGY STAR

i

Many qualified clothes washer models

incorporate high-efficiency features such as:

Higher capacity with front- and top-loading
options without central agitators

High-pressure spray rinsing that saves water

compared to filling and draining the tub

LEARN MORE AT
energystar.gov

Promoting ENERGY STAR Qualified Clothes Washers

‘What is ENERGY STAR?

ENERGY STAR Is Me govemment-backed symbol for snemy sfiency | dentfiss
prooucts In mor 1han 60 categories, Including chofies wasners, (hat use less energy
whhout sacrificing performance o qualy. ENERGY STAR qualfed products are an
£35y, CONVENIEN E0IUTON 10 ENErgy 3N CDE: CHNCEME.

ENERGY STAR qualified products save snergy, monsy. and the snwironment

How do clothes washers earn the ENERGY STAR?
Chines washers that have samed the ENERGY STAR rsducs snergy by about 30%

an

and water consumption by over 50% compared io reguiar washers. Cloines wasner

EMciency s MeasUred Dy MOmiMed Energy Factor (MEF) and Water Factor (WF).

= MEF Is fie ratio of cioines washer volume (capaciy) divided by ioial energy
£EEUMPTON per ad. The Nigher the valus, Me more eMciant Me cloines washer.

= WF I5 1 FII0 Of Waler USe dVded by CICMes Washer waiume (capacty). The lowsr
ha valus, the MOre eMcient e HoMes Washer.

SEAMNG oN JanuarY 1. 2011, GOMES WasNers will N2ed to have 3 MEF of 2.0 o greater

and 3 WF of 6.0 o lower to quallly for ENERGY STAR

‘Why sell ENERGY STAR qualified clothes washers?
- ENERGY STAR Is 3 highly recogrized and sought-after brand
- The ENERGY STAR label Was recognizsd by mors than 75% of housanalas
nationaide In 2009 Of the people who knowingly purchased an ENERGY STAR
qualfied product In 2003,
- B0% report the |zbel as Influential In their purchasing decision, and
- Mofe Nan 0% FEFOR they ars Mely T FECOMMENd POCUCEE M3t Nave
eamenne ENERGY STAR 10 Trengs.
= ATul-cize0 ENERGY STAR qUalied cioines Washer Uses 10-20 galions of water
Per 1040, COMParen 10 e 30-35 galons Us2d by a Sandard maching.
= By LSng 165 ensrgy, QUANTRD cioMies WISTErs feducs gresnnouss gas
Mmisalona o3used DY DUMINg 7065 TUsls 3t POWST PIants. By redusing wasr
consumptin, they help protect our lakes. streams, and oceans.
- Many mosels Incorporats high-sMclsncy featurss such as:
- EMiclency moiors and pracice stings tat can save anergy and watsr.
- Higher capaclty wiih front- and top-0ading options without ceniral agfiators.
- HIgn-Bressure pray Mneing that 53ves water.
- High-spesd spin oplions ial reduce drying tme and enargy use.

What in-store prometion ideas are available?
- Printand piace ENERGY STAR nang tags on all Gsplay=a quaiieg modess.
= Co-brand 3 pester of anner with 3 retaler or manutacurer.
» Distribuie window decals for dispiay on reallers’ windows.
= Use an In-atore or event bannar io oraw attention 1o a dsalay of all your qualifed
energy-eTicient products.
- Offer salss assoclats tralning on qualiied products
LEARN MORE about ENERGY STAR and Quallfled Produs

To cta:
Vislt www_snergystar. govitraining or cail 1-868-8TAR-YES (1-685-762-7037)
poated segremper 2010

21



ENERGY STAR Qualified
Dishwashers

ENERGY STAR

ENERGY STAR qualified dishwashers:

« Use less energy and hot water than new
conventional models, saving about $50
over the lifetime of a unit

« Offer energy-efficient features like internal
water heaters and high-pressure jets

* Help prevent climate change by reducing
the greenhouse gas emissions caused by
burning fossil fuels at power plants

Help reduce water consumption
22




Incentives Resources

ENERGY STAR

Database for Incentives & Joint Marketing Exchange (DIME)

* Visit www.energystar.gov/DIME to find:
— Appliance rebates in your area
— Incentive amounts, start and end dates
— Name, location, and contact information of rebate sponsors

» Retailers and manufacturers can also:
— Connect to local energy efficiency program sponsors
(e.qg., utilities)
— Find joint ENERGY STAR promotional and marketing
opportunities

— Promote your program! Contact your ENERGY STAR
partner account rep or e-malill
efficiencyrebates@energystar.gov.

\e’ EPA 23




National Campaigns

ENERGY STAR

Change the World, Start with ENERGY STAR Campaign

« Campaign intends to inspire Americans to make
sustained behavioral change around energy efficiency.
Over 2 million people have taken the campaign pledge.

« Ways Partners can participate:
o Become a’ pledge drlver ot ottt et W b i Y TR .
— Provide an incentive iy o

s Mgt [T

CHARR™- - _ = %oy
— STARs on our Map .3 TR A

.......

i Rea . o8
thap bR 1 Sureen Tgren oty vag Geooentre Sanzuting. INEG, HBELik, Tele Attw - 10110
Shezrar: 1 [Flras trurta

i Y *

STATE TERRTORY ] |\ TMomwide

m Inslivichuals: 2,E53,090 Desblars: 793,907 376
n Grennbouse Gas: 10,20),261.274 ba Energy Savings: S.008157.585 kWh
wEPA Sabecta waks o by i v loca s 24



EPA RAD Program

ENERGY STAR

» Recognizes partners that ensure the disposal of refrigerant-containing
appliances by using the best environmental practices available.

« Reduce emissions of ozone-depleting substances (ODS) and
greenhouse gases (GHGSs).

» Cost-effective way to reduce energy demand. Taking old, inefficient
units off the grid costs less than generating more electricity -
Benefit/Cost ratio = 3:1

« Partners report annually on the quantity of waste products recovered
and associated energy savings.

Responsible Appliance
‘_‘ ’ Disposal Program
o ' =RAD 2
SEPA 5
wEPA



Appliance Disposal

ENERGY STAR

Consumers want to recycle old appliances.

* 70% of consumers want all or part of their appliances
recycled.

* 82 % will go out of their way to purchase from a retailer
that recycles.

* 67 % of customers are also willing to pay more for an
appliance if a retailer offers recycling programs.

. “GE Expands Appliance Recycling for Consumers and Retailers — How RAD." 12 September 2011.
\‘?EPA <http://www.webwire.com/ViewPressRel.asp?ald=145434>. 26



Promote Replacement of Older
Appliances

¢ The Opportunity:

— Millions of older refrigerators, clothes washers,
dishwashers waste water, energy and money

— Millions of “second refrigerators ” creating strain on
the electricity grid and people’s pocketbooks

* ldeas:
— Upgrade to ENERGY STAR and Save

— Ask: How much is that second refrigerator/freezer
costing you?

— Rebates for recycling that older appliance

<EPA

ENERGY STAR
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Low Penetration Appliances

ENERGY STAR

ENERGY STAR Penetration*

100% -
5% -
50% m2008
' m2009
25% m2010
i 21%
25% 15% 19%
0% 0%
0%
Freezers* Room Air Purifiers

- @

“EPA *
N
A4 “2011 EPA ENERGY STAR Program, market share information not available for freezers for 2008-2009



ENERGY STAR Qualified
Air Purifiers

ENERGY STAR

nnual ENERGY STAR

savings P ay b aC k

Price premium for
ENERGY STAR
gualified model

$70 / $25 = 2.83yr.

“EPA
-
A4 “2011 EPA ENERGY STAR Program



Small Appliances, Big Savings oA

ENERGY STAR

« A standard room air purifier, operating continuously, uses
more energy than some new refrigerators.

« ENERGY STAR qualified room air purifiers can save
consumers about $220 over the product’s lifetime.

« Offer one of the highest lifetime greenhouse gas savings
of any appliance: over 3,140 Ibs of CO2 emissions,
compared to 2,614 Ibs for clothes washers

e )
LYy ] EPA 2011 ENERGY STAR Databook 20



Barriers

ENERGY STAR

* Limited awareness of savings opportunity

« Limited product availability

* Product price premium

* Fragmented consumer messaging

« Seasonal and geographic focused sales

SEPA ’



Opportunities

ENERGY STAR

« Educate consumers about the benefits of owning a room
alr cleaner, as well as the tremendous environmental
savings of an ENERGY STAR model.

« Coordinate promotions and events with retailers and
manufacturers, giving them an opportunity to market to
consumers and reduce the price premium.

* Program sponsors in pollen-heavy regions should
consider offering incentives Iin late winter and spring,
when most room air purifiers are seasonally purchased.

<EPA 2



Your Suggestions Are Welcome!

ENERGY STAR

« What do you need to assist in your ENERGY
STAR sales and marketing efforts?

* We welcome your ideas and suggestions for
additional tools, resources, and product-specific
campaigns.

<EPA



Next Steps

ENERGY STAR

* Ensure accurate ENERGY STAR labeling online and in-store

* Promote Most Efficient refrigerators and clothes washer, including
associate training and incentive program

 Become a RAD Partner and promote appliance recycling
« Design a rebate program for air purifiers

 Become a pledge driver for the Save the World, Start with ENERGY
STAR Campaign

SEPA .



Contact Information

ENERGY STAR

- Rosemarie Stephens-Booker

EPA ENERGY STAR
— Stephens-Booker.Rosemarie@epa.qov
— (202) 343-9529

 Jason Warner

ICF International

— jwarner@icfi.com
— (704) 237-4332

\.e’ EPA 35



ENERGY STAR

Q&A

<EPA



