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Overview

• Program background: Electronics is fastest growing 
electricity load.

• Implementation: All national retailers and top 
computer manufacturers on board to date.

• Results: PG&E is forecasted to exceed 2009 goals.
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Program Background 

• The Electronics Market 
– Electronics account for 11% of consumer and almost 6% 

of non-residential U.S. electricity use 
– Electronics load is growing at 6% per year (compared to 

1.8% growth overall)

• Electric utilities have a timely opportunity to drive energy efficiency in 
business and consumer electronics markets through leadership, 
education, and financial incentives.

• Program Goals
– Increase Stocking, Promotion and Sales of Energy Efficient 

Electronics
– Meet EM&V requirements
– Push specifications and standards (Energy Star, CEE) higher for 

greater efficiency 
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Program Strategy

Retailers 
Incentives to stock and sell EE 

products + Improve Green image

Manufacturers 
Incentives and channel pull to 

produce and sell more EE products 
+ Improve Green image

Users 
Education about 

efficient options
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Business and Consumer Electronics Alliance 
National Expansion Through Cooperation

In the Program In Discussion
…with utilities and energy 

organizations in the Southwest, 
Midwest and Northeast.

Washington, Oregon, Montana, Idaho
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Program Achievements
Agreements with All National Retailers and Top Computer OEM’s

In DiscussionUnder Agreement

http://images.google.com/imgres?imgurl=http://upload.wikimedia.org/wikipedia/en/thumb/f/f5/Best_Buy_Logo.svg/800px-Best_Buy_Logo.svg.png&imgrefurl=http://en.wikipedia.org/wiki/Image:Best_Buy_Logo.svg&h=551&w=800&sz=52&hl=en&start=17&tbnid=sCo_DVyj7x89mM:&tbnh=98&tbnw=143&prev=/images?q=best+buy&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://blogs.msdn.com/blogfiles/stevecla01/WindowsLiveWriter/Dellmakes500koffTwitter_57/Dell_Logo_68742782_2.jpg&imgrefurl=http://blogs.msdn.com/stevecla01/archive/2008/05/25/dell-makes-500k-a-year-off-twitter.aspx&h=480&w=640&sz=22&hl=en&start=18&tbnid=5URoBj-GLbmefM:&tbnh=103&tbnw=137&prev=/images?q=dell+logo&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://www.laptopgram.com/wp-content/uploads/2007/05/hp-logo.png&imgrefurl=http://www.laptopgram.com/category/hp-pavilion-laptop/&h=386&w=475&sz=45&hl=en&start=1&tbnid=5UrKyzNj7QXw5M:&tbnh=105&tbnw=129&prev=/images?q=hp+logo&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://www.costco.co.uk/Emp_Opps/images/costco_logo.jpg&imgrefurl=http://www.costco.co.uk/Emp_Opps/Recruitment_Tyre_fitter.html&h=126&w=324&sz=28&hl=en&start=16&tbnid=rQw2W7wCC7kt7M:&tbnh=46&tbnw=118&prev=/images?q=costco+logo&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://www.bbbslr.org/images/Partners%2520Logos/Sam's-Club-Logo-NEW.gif&imgrefurl=http://www.bbbslr.org/Hubcaps%252008.htm&h=509&w=509&sz=18&hl=en&start=1&tbnid=ZH7Vq6TGeIhsmM:&tbnh=131&tbnw=131&prev=/images?q=sam+club+logo&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://trak.in/wp-content/uploads/2007/08/walmart-logo.png&imgrefurl=http://trak.in/Tags/Business/retail-business/&h=137&w=640&sz=54&hl=en&start=22&tbnid=n5B25kXPvpoTIM:&tbnh=29&tbnw=137&prev=/images?q=walmart+logo&start=18&gbv=2&ndsp=18&hl=en&safe=active&sa=N
http://1.bp.blogspot.com/_k9rAcByVan0/SWwneqG8YkI/AAAAAAAABbA/oBMBB68pFtQ/s400/kmart_logo.gif
http://www.acer.com/
http://www.lge.com/index.jhtml
http://www.usa.philips.com/index.page
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Program Challenges

• Complex market structure with global manufacturing, 
large national retailers, and growing internet sales.

• Fast changing technology requires active 
management of product mix to deliver optimal energy 
savings.

• Complex data capture and validation requirements

• New EM&V model, focusing on changes in market 
channel behavior, not solely consumer behavior

• Meeting the needs of national retailers and 
manufacturers while satisfying the requirements of 
multiple utility partners.
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PG&E Implementation

• Key success factors in implementation
– Early formation of program management team

– Develop sound relationships with retailer and manufacturer 
participants with well defined account management process 
and experienced account managers.

– Include EM&V, marketing communications and data 
management requirements in participation agreement

– Creation of technology roadmap to guide changes in 
program specifications  through coordination with Energy 
Star and CEE

– Support product selection, specification and incentives with 
cost benefit calculations and detailed technical work papers
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Program Management

• Implementation is led by program manager with support of 
project management, internal functional groups, and external 
subject matter experts.
– Key internal functions include: EM&V, technology analysis 

and planning, marketing, cost benefit analysis, legal, and 
data processing.

– External support provided by three organizations:
• QDI Strategies, Inc. provides account development, 

account management, program administration, program 
planning and reporting services.

• Energy Solutions provides data collection, data 
management and technology support services.

• Opinion Dynamics Corporation provides EM&V planning, 
benchmarking, analysis, and reporting services.
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Marketing Communications

• Multi-faceted approach

– In-store point of purchase materials and training

– Press coverage
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Marketing Communications – Web Presence

CNET Partnership

PG&E Micro-site

NEEA Website –
Linked to All Members

http://www.pge.com/myhome/saveenergymoney/eebuyersguides/bce/index.shtml

http://reviews.cnet.com/showcase/pgehome/

http://energyefficientelectronics.org/

Participants’ Websites
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Data Management and EM&V

• Upstream program design necessitated innovative approaches to data 
management and EM&V

• A single decision by the buyer can impact sales of products for 12 
months LOCALLY AND NATIONALLY, therefore need to track 
decisions made by retailers and OEMs

– ODC baseline and market logic model to support EM&V case

– QDI Participant Relationship Management System to track real time 
market outreach, market participants communications and decisions

• Model matching to reconcile Energy Star data and sales data

– Initial model number matches <20% 

– After building model number database, almost 100%



12

Program Planning

• Specification changes and additions to product portfolio are 
detailed in a technology roadmap.

• Planning decisions driven by market forecasts, technology 
trends, evolving efficiency standards, and energy savings 
quantified in PG&E’s work papers.

• Example, television plan:
Qualifying Product 
Specification Level

Start Date End Date Incentive Amount

$20.00

$20.00

$10.00

1. ES 3.0 + 15% (current) 11/1/08 12/31/09

2. ES 3.0 + 30% 7/1/09 12/31/09

3. ES 4.0 1/1/10 TBD

$25.004. ES 5.0 1/1/10 TBD

Product 
Category

TVs (Retail)
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Program Includes a Portfolio of Electronic 
Products for Consumer and Business Markets

Flat Panel Televisions

LCD Monitors

ENERGY STAR 4.0  
Desktop Computers

Commercial Televisions

Laptops

All-in-One Printers/Faxes

Servers / Thin Clients

Set Top Boxes

NOW FUTURE
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Market Impact of Program

• Retailers
– Private Brand changed TV supplier to eco panel
– Added ES 4.0 Desktops to assortment  
– Added ES+15% and ES+30% TV’s to assortments

• Manufacturers
– Added specifications to new product development
– Supported model number translation efforts
– Sent models to CEE

• CEA
– Arranged Utility Program meeting at CES 2009

• Energy Star
– Approved use of logos in marketing 
– Supported development of a 2 tier specification!
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Energy Savings Impact

• PG&E expects to achieve 112% of 2009 Plan 
resulting in over 45 Million kWh in Energy Savings

• Keys for increasing impact:

– More products

– More sales channels

– More utilities

– More aggregated incentives
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Keith Reed, PG&E
Subid Wagley, PG&E

Tim Michel, PG&E
Sarah Bresko, PG&E

Steve Bassill, QDI Strategies
Mike Lukasiewicz, QDI Strategies, Inc.

Alex Chase, Energy Solutions, Inc.
Anne Dougherty, Opinion Dynamics Corporation

Thank You
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