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M arket Transformation Symposium

Jerry Rose

GM  – Dishwasher & Laundry

Growing the
Energy Star
Program

Appliancesg

• Leverage combined resources to drive increased penetration of Energy
Star products

W in/win for all involved!!

I purchased an
E-Star product

Com m on O bjective

$ • New Products
• Com m ercializationM anufacturers • Rebates

• Prom otions $
Energy Star

Utility Partner

$

• E-Star
Displays

• Advertising

Retailers

M arket Transformation Symposium Appliancesg



2

Great progress …  lots of room to grow!

Energy Star Appliance Penetration

Total Industry Energy Star Energy Star
           Product    Units (000)   Units (000) Penetration

Built-In Dishwashers 6,050 2,950 49%

Portable Dishwashers 160 20 13%

SxS Refrigerators 3,200 1,500 46%

Other Refrigerators 6,600 950 14%

W ashers 7,750 1,050 14%

Room  Air Conditioners    6,150 1,150 19%

     Total 29,910 7,620 25%

Source:  AHAM
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• Strong Energy Star product offerings

– M anufacturers …  Product innovation and E-Star expansion

– Retailers/Distributors …  Excellent floor displays and promotional
support

• Im proved execution of collaborative programs

• Increased builder participation

Grow E-Star penetration to 50% !

Keys to Energy Star Growth

M arket Transformation Symposium Appliancesg



3

• Over $1 Billion invested by GE since 2000!

• GE investing $200 million + per year 2003 – 2005

• Key driver in our product development is energy
efficiency …  Energy Star

• Over $20mm  per year in com mercialization costs to
drive Energy Star sales

GE committed to Energy Star efforts

New Product Innovation
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• Adequate lead time to support planning, promotional and communication process

6 month lead time required for effective execution

K ey to Im proved Collaborative Execution

Key Tasks Jan Feb M ar Apr M ay June July

Promotion plans/event
confirmed

Promotional support
materials developed

Customer communication

Support materials printed

Customer advertising/floor
displays planned

Sales training conducted

Support material delivered

Promotion/event begins
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Builder Channel 17%  of industry …  over 10M M  units!

Increasing Builder Participation …  W hy Does it M atter?

Retail

Builder

50.9.M M

10.1M M

Appliance Industry – Total Units
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• Home buyer target market

– First time

– Step-up

– Luxury

– Empty nester

• Com petitive environment

• Hom e price range

Numerous factors impact builder’s appliance selection

Appliance Selection Process Key Influencers
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Understanding a builder’s motivation is critical to success

Builder Type %  Total Builders

M arketing-Oriented Builders
• Focused on selling hom es quicker
• M otivated by products/ideas that generate sales

Finance-Oriented Builders
• Focused on costs and profitability
• M otivated by products that cut costs and increase
hom e profitability

Production-Oriented Builders
• Focused on building hom es efficiently, on-tim e and
com plaint free

• M otivated by products that im prove production
process and m inim ize com plaints

10%

75%

15%

Appliance Selection Process
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H ome buyer influences selection

Builder Appliance Allowance Standard Appliance Package

Custom /Sem i-Custom  Builders

15%

Production/Track Builders

85%

• Hom e buyer chooses appliances

– Retailer or distributor of their choice

– Retailer or distributor chosen by
builder

• M odel hom es

• Design center

• Option upgrade packages

Builder influences selection

Appliance Selection Process
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Builder focused on service/cost …
Home buyer focused on product benefits

Builder Hom e Buyer

• On-time delivery

• After-sales service

• Knowledgeable sales support

• Acceptable brand nam e

• Com petitive pricing

Appliance Selection Process Key Buying Cues

• Appearance

• Quality

• Flexibility

• Capacity

• Performance

• Energy efficiency
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Kitchen drives overall impression of a home

Source:  Professional Builder New Home Survey

Appliance Selection Process …

W hat M akes The Biggest Im pression In A Hom e?

Open Floor Plan
32%

Kitchen
38%

M aster Bedroom  - 9%

Entry - 4%

Living Room  - 4%

M aster Bath - 2%
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Focused, consistent programs will drive success

W hat’s Needed To Drive Higher Builder
Inclusion Of Energy Star Appliances?

1. Strong product offerings of Energy Star products by manufacturers,
retailers and builder distributors

2. High im pact m arketing and merchandising materials

3. Builder-friendly solution to Energy Star incentive funds
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New Construction Incentives

• W here offered, incentives need to be directed to the builder and

offered for longer durations (one year)

• Redem ption process must be simple, non-labor intensive

• A process handled directly with manufacturer/retailer would be

optim um  …  take the builder out of the process

M ake it compelling and easy for

builders to use Energy Star products
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• Strong Energy Star product offerings

– M anufacturers …  Product innovation and E-Star expansion

– Retailers/Distributors …  Excellent floor displays and promotional
support

• Im proved execution of collaborative programs

• Increased builder participation

Grow E-Star penetration to 50% !

Keys to Energy Star Growth
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Thanks for listening and

thank you

for your ongoing support/partnership!

Growing Energy Star together!
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