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CHARACTERIZATION OF THE NW MARKET

• Northwest Energy Efficiency Alliance (NEEA) is 

a nonprofit organization using market 

transformation to maximize energy efficiency 

and meet future energy needs.

• Funded by:

• Bonneville Power Administration

• Energy Trust of Oregon

• More than 100 Northwest utilities

• Covers Idaho, Montana, Oregon and Washington.
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CHARACTERIZATION OF THE NW MARKET

• 55 percent of all water heaters in the 
NW are electrically fueled.

• Water heaters are replaced roughly 
every 10 years.

• Slightly more water heaters are 
sold through the retail channel than 
through installers.

• Most HPWH sales to date were planned 
purchases (86 percent), as opposed to 
emergency replacements (14 percent).
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CHARACTERIZATION OF THE NW MARKET

PRIMARY MARKET BARRIERS
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CHARACTERIZATION OF THE NW MARKET

PURCHASERS OF PLANNED 
REPLACEMENTS

• Higher income earners

• Predominantly men 

• Consumers interested in exploring 
energy-efficient options 

• Planning for new construction

• Are more open to newer technology but still 
want a reliable product 

6



CHARACTERIZATION OF THE NW MARKET

• Typically will wait only 1-3 days 

to get a new water heater

• Few will be open to researching 

new technology (HPWHs) in 

emergency situations.

• Need to make a quick decision 

to ensure hot water for 

everyday needs.

• Typically look to installers to 

provide immediate guidance 

and solutions.
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PURCHASERS OF EMERGENCY REPLACEMENTS



HOT WATER SOLUTIONS
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2015 MARKETING APPROACH

• Refine product positioning and messaging

• Support product influencers and retail channel marketing

• Amplify market partner promotion efforts

• Create infrastructure to begin consumer awareness efforts
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UPDATED PRODUCT POSITIONING

Key product influencers 
(in order of influence)

• Utilities

• Peers

• Contractors/plumbers

Motivating messaging

• Saving money on 
energy bills

• Saving energy

• Durability of equipment

Key consumer insights

• Consumers want known, 
reliable products 

• Advanced tech is scary

• When in emergency 
replacement scenarios, 
consumers are not open to 
researching or considering 
new technology.
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MARKET INFLUENCER SUPPORT

• Segmentation

• Program refresh and new 
marketing toolkit for 
supply chain and utilities to 
leverage in ongoing 
marketing
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RETAIL MARKETING SUPPORT
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AMPLIFYING MARKET PROMOTIONS

• GE EDDM and utility 
direct mail

• Online media

• Print media and radio

• Smart target lists 
leveraged
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GE PROMOTION EDDM
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GE PROMOTION EDDM
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UTILITY DIRECT MAIL
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INSTALLER MEDIA SUPPORT
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CONSUMER AWARENESS INFRASTRUCTURE

• New website focus 
offers

• Stronger utility 
presence

• Consumer experience 
customized by utility

• Market promotions 
highlighted

• Enhanced product 
information

• Retail and contractor 
finder

• PSAs
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2015 RESULTS

• Increased market share of small tanks to 3 percent

• 84 percent of units sold were within 20 miles of an EDDM 
ZIP Code.

• Successfully achieved over 9.1 million impressions with 
an average click-through rate of .18%
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2016 FOCUS – EMERGENCY REPLACEMENTS

• Increase consumer awareness, familiarity and 
confidence

• Online peer and product review platform

• Online tools to support consumer education

• PSAs (radio and TV)

• Regional consumer media campaign

• Search Engine Marketing and Google AdWords

• Leverage national ENERGY STAR awareness campaign

• Amplified partner promotions

• Customizable promotion packets

• Enhanced segmentation and consumer profiles

• Marketing support to supply chain partners 

• Empower installer product champions
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QUESTIONS?
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OVERVIEW

• ENERGY STAR
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ENERGY STAR 2015 CAMPAIGN
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ENERGY STAR 2016 FOCUS

24



QUESTIONS?
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THANK YOU

Becca Yates, NEEA 

byates@neea.org

Steve Ryan, US EPA – ENERGY STAR


