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Market Transformation:
What 1s It?

Influencing the market to support
resource efficiency
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Examples of incentive programes:
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Industry Partnerships Matter

Manufacturers, Contractors, and
Retallers



Industry Partnerships Matter

Rebates alone do not shift the market
without additional interventions...
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Increased Rebate Impacts on Water Heater Rebate Participation

Water Heater Production based on DateReceived
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| essons learned:

e Customers and suppliers need to KNOW about the
Incentives

o Suppliers need to “buy in” in order to support and
promote

Long term effectiveness is achieved

through education and training
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Manutacturers
Conduit for : Collaborative
sharing market I]?el(reedcbtscoku;%eogzlr resource for co-
Information : promotions
« Sales cycles e Product * Re-direct
« Stocking performance promotions
practices e Technology towards

« Barriers efficiency
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Examples of effective manufacturer
partnerships:

A
nicor

Energy Efficiency Program lEN NQ/D

* ™
USING ENERGY WISELY FOR A BETTER FUTURE" Innovation never felt so good.

Example #1: Interest rate buy-down for HVAC
equipment financing in lieu of rebates
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Example #2: Tracking brand performance

Provides regular feedback

|dentifies gaps in brand performance

Highlights additional insights into sales trends

13
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Retailers and Contractors

Key influencers . Proven
: Direct -
at time of : : influence over
interaction
purchase : product
o with customer :
decision selection
Serve as Specially- Familiar with

trusted advisor trained products
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Examples of effective partnerships:

Example #2: Retaller
agreements to track and

Example #1: Cooperatively
financed marketing for

participating contractors provide sales feedback for

specific quarterly targets

nicor
seam Energy Ef’ficia;t;;Program
ﬂ

USING ENERGY WISELY FOR A BETTER FUTURE"
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Training and Outreach is
Effective

Site visits and retailer/contractor training



Training and Outreach is Effective ¥

Promotes
ongoing market
engagement

Maintains
momentum and
helps to provide

consistent

messaging

Allows you to get
to know the
audience (aka-
the market)

Resource Solutions Group

Sales Associate Training at Pacific
Sales in Southern California
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Example:

High Efficiency Toilet Rebate Participation and Pacific Sales Associate Trainings

Pacific Sales HET Production % (based on rebates received)
14.00%

e
12.00%

10.00% //
8.00% KITCHEMN, BATH & ELECTRONICS

s 3 ¥/

SocCal
& watersmart
4.00%
Sales Associate Training Occured Frimarily
2.00% inJanuary, 2009
0.00%

Jul2008 Aug 2008 Sep 2008 Oct 2008 Mov 2008 Dec 2008 Jan 2009 Feb 2009 IMar 2009 Apr 2009
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Example:

Clothes Washer Rebate Participation and Sears Outreach

Sears Clothes Washer Production %
40.00%

35.00%

30.00% / \

25.00% /
20.00% / S~ ~7

15.00%
10.00%
13 Sales Associate Trainings occured
5.00% at Sears between May 3-14, 2009. C H I C AG ML A N D
' I N . NATURAL GAS SAVINGS PROGRAM
REDUCE TODAY. SAVE TOMORROW
0.00%

Jan 2009 Feb 2009 Mar 2009 Apr 2009 May 2009 Jun 2009 Jul 2009 Aug 2009 Sep 2009
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Smart Savings for

$mart Customers.

Effective consumer

- - . Rebates make it easy to save!
e l | ' at I O I l t ' t I ‘ S Statewide drought and emirenrmental rastrictions
| | hawa brought Southern Galifornia's water supphy

to entramely low levels, Your water-afficiant

purchassa will halp us during thess extracrdinary
tirnea—and you'll ssve monsyl

Rebates are now available for the

 Traditional utility marketing Sl e e

Inside your home. ..
High-Efficisncy Clothes Washars S oo,

e Direct mall e e

Weather-Based Irigation Controllers
For ks than 1 acre 00 unit]

- Faor mora than 1 acra S =tation
. B I St u e rS Rotating Mozzlas 5X ag.

“Retaias am offered on a frsf-oome find-served bhas's and may
Be farmbafed withow! prior noBoe. Proguam feams are efective
e 4, D040 Bhrough Ao 30, 2044,

e Work with retailers — Go el o bt sy

www.socalwatersmart.com

support their events

™ WaterSmart

SoC! WaterSmart s 2 ragion-wide program hrought fo pou by:
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Effective consumer

education tactics:

o Point-of-Sale materials
for retail-based marketing
 Cling labels

e Information for sales
associates as well

e Leverage the crediblility of
utility name/logo

e Can include contractor-
Installed measures

21
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PROGRAM NEWS AND UPDATES

Nicor Gas EEP Fall Breakfast Series Now In Session!

TR
CONTRACTOR NEWS AND NOTES ‘E

CONTRACTOR SPOTLIGHT!

Loescher's Piling Up the Business Customer Rebates!

The Micor Gas Energy Efficiency Program has launched
the Fall Breakiast Series, offering training sessions for
both residential and busingss contractors Tussday
mornings, 9AM - 11AM.

Seminars will cover a variety of topics related to energy
efficiency, including how to sell high efficisncy systems
Energy Recovery Ventilators and efficient boiler plant
designs.

Registration is free, and a light breakfast will be served
Visitthe Residential Contractor and the Business

Contractor Events and Trainings pages to learn more
and to register.

Additional events will be offered in October.

The Rebate for the 0.62 EF Water Heater has Expired:

As of September 1, 2010, rebates are no longer
available for 0.62 EF water heaters purchased and
installed after August 21, 2010. For 0.62 EF water
heaters purchased and installed on or before August 31,

o Ln,

CHICAG®LAND

NATURAL GAS SAVINGS PROGRAM

Home

Home

Welcome to the U1 0

Loescher Heating & AC in Freeport, IL was the first
contractor to take advantage of the Micor Gas Energy
Efficiency Program's business customer rebates when
the Program launched May, 2010. They have already
promoted the prescriptive offerings with approximately
40 of their business and residential customears (over
§7.000in rebates and countingl).

“The rebate program has been very useful in helping our
customers install energy efficient equipment,” savs Tom
Setterstrom of Loescher Heating & AC. “In the current
economy our customers are looking for the most cost
effective solution, and the rebate program helps them
install products that will actually save them more money
inthe long run while werking within their current fiscal
constraints.” Their landlord customers especially
appreciate the rebates, and their renters benefit from
lower utility bills

Loescher Heating & AC ensures all of their customers
are aware of the Program and the tax credits currently
available so their customers' costs are keptto a
minimum. Sharing this news enhances their customer
relationships, and has increased Loescher's sales of
high efficiency heating equipment. Loescher's staff
waorks closely with customers to ensure they submit
complets and accurate applications. "Our customars

|search...

Please enter the site via one of the options below to learn more about the Program.

» RESIDENTIAL

- NON-RESIDENTIAL

P
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Effective consumer

education tactics:

Online Marketing

e |nteractive website content
(l.e.- savings calculators)

 Industry partner web portals
to communicate program
resources

e E-newsletters, feedback
mechanisms

22
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Effective Consumer Messaging

Challenges and effective ways to induce
changes in purchasing or behavior
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Challenge:

How to get the consumer to “buy Iin"?

~

-
Habits and social influences shape purchase
decisions as much as monetary savings

-

AN

e
Consumers must enjoy the experience in order to
Influence others

\

\_
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What is the best way
to frame consumer
messaging in light

of these challenges?

25
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Comparisons to
help visualize
savings

Positive
solutions

Working together
towards a
common goal

Pledge
programs

/ N,
" M
in a drop?
HOMES are the largest urban water users ) ¢
in California, consuming more than 2.2 trillion Ay m W
gallens of water each year—enough water te fill
26,000 Rose ® : ‘ Take the Pledge! Help us save water! Every Drop Counts!
.-\.
| The San Diego region has been a leader in water .
{ TU|||.ET§m& CI;JOTHES w.ﬁ?ngﬁs arte water canservation far years thanks to dedicated efforts Total pledges: 6331
i guzzlers. Thesa alona account for almos by many residents and businesses. However, our current :
| half of your home's indoor water use. V4 < Y water supply challenges require further water savings. Total savings pledged:
] f A
Everyone can contribute to the San Diego region’s effort 1'309’09%2‘!96'"0”5 per

to increase conservation by 20 gallons per person per day.
Fill out the form below and choose the additional steps
vou pledge to take to save water. If the savings add up to| Check back often to watch our

20 gallons or maore a day, your pledge will be added to our water savings grow!

running total and you will receive a 20-Gallon Challenge 26
Pledge Appreciation Certificate that you can print out from your computer,



Effective Incentive Design
Strategies

Traditional vs. creative options
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When does it make sense to depart from the traditional
rebate package?

Effective strategies include:

Periodically increased incentive amounts

\,
7

J\.

Instant discounts vs. mail-in rebates

\,
7

J\.

Create shorter-term programs

\ J
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HET Instant Discount Rebate Participation

HET Production by Month Received

5000

4500

4000 /\

3500 / \
2000 / \
2500 / \

o smeoNe %

o e R ) -

- ///4// N e

e

Jul 2008 Aug 2008 Sep 2008 Oct2008 Nov 2008 Dec2008 Jan 2009 Feb 2009 Mar 2009 Apr2009

Al =—MNo DirectInstall

6 SoCal
O Water$mart
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Shaping Future Program Planning

Recommendations for moving forward



Incentive Design Strategles
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Leverage continuous partnerships with clear
avenues for communication between program
and industry

Co-promotions DO work (and can be more cost-
effective for low budget programs)

Encourage feedback and listen to the market

Define your success metrics

31
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Thank you!

Alison ten Cate
atencate@rsgrp.com
WWW.Irsgrp.com
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