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Winning Approaches!

– NEEA Overview

– Why HPWHs?

– Emergency Replacement

– Winning Approaches

– Questions 
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NEEA Overview

• Northwest Energy Efficiency Alliance (NEEA)  - Nonprofit 
organization using market transformation to maximize 
energy efficiency and meet future energy needs

• Funded by:

» Bonneville Power Administration (BPA)

» Energy Trust of Oregon

» More than 100 Northwest utilities

• Covers Idaho, Montana, Oregon and Washington

• Energy efficiency is now the region’s second largest 
power resource
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Why HPWHs?

Reliable energy savings

Over 100 qualified HPWHs

93% customer satisfaction
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NW Measure Savings Potential
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Northwest Accomplishments

• Nearly 20,000 incented units

• 78 NW HPWH utility programs

• Long-standing partnerships with 

water heater manufacturers

• Over 500 trained installers
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Primary Market Barriers

Upfront cost
Consumer 

familiarity

Engaged 

installer base
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*This is crucial

Barrier: Engaged Installer Base*
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Emergency Replacements

Key product influencers

• Contractors/plumbers

• Utilities

• Peers

Motivating tactics

• Existing reward programs

• Product champions

• Trust – manufacturers rep 

and distributors 

Key insights

• 80-90% of water heaters 

sold are emergency 

replacements

• Installers typically do not 

offer HPWHs as natural 

replacement 

• HPWH sales are 85% 

planned replacements 

(early adopters)
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Emergency Replacements

• Customers look to 

installers to provide 

immediate guidance 

and solutions

• Customers will wait max 

1-3 days to get a new 

water heater

• Few open to researching 

new technology in 

emergency situations
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HPWH Pro Deal

• Activity: distribute 

HPWHs to installers to 

install and operate in their 

own home

• Goal: increase installer 

familiarity and comfort 

with HPWHs to increase 

sales and confidence in 

the technology’s 

performance

• Timeframe: 2016 test 
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Pro Deal Selection Criteria 

Participant selection 

considerations:

• Homeowner

• Electric water heat

• Rural/urban

• Utility and distributor 

referrals  

• Interviews and data 

requirements  
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Pro Deal Participant Locations
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Pro Deal: Ease of Installation

• “It was easy and simple to install. No 

complications.”

• “[The installation] went off without a hitch”. 

• “It was ‘gravy’. It was a simple remove and 

replace job.”

• "I had a couple questions about ducting, but the 

installation of the tank went well. It's a perfect 

replacement for my electric tank."

• “Easy. It connected up pretty well.”
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Pro Deal: Performance Satisfaction

• Ten of the 13 participants were satisfied with 

their GeoSpring. 

• "[The GeoSpring] looks good, works good. No 

leaks. What more can you ask for?" 

• “The different operating modes are nice if you 

aren’t going to be home for a while.”

• "The energy rating alone is a good selling point 

as it is only a quarter of the kilowatt usage of my 

old Marathon water heater."  
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Pro Deal: Savings and Operation

• Energy savings – Majority of participants 
noticed energy savings

• Quiet operation – Many participants noted 
they were surprised by how quiet the HPWH 
was 

• “My wife was concerned about noise, but that hasn’t 
been an issue at all. The unit is located right under our 
office in the basement and we can’t hear it.”

• One installer had fears about noise. He was so 
surprised by how quiet the unit was after 
installation that he called customer service to make 
sure everything was okay. 

• Installer mentioned unit noise is so minimal she can 
sleep with it placed on the opposite side of her 
bedroom wall
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Pro Deal: Lessons Learned

• 75% of participants developed more positive 

perceptions about HPWHs

• 2 out of 13 companies reported increase in sales 

and reported sales ability strengthened

However…

• Positive perception did not always translate into 

increased sales
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Pro Deal: Challenges 

• Recruiting participants and completing interviews 

was more time-intensive and costly than 

anticipated

» Installers reported being extremely busy

» Once they received product they had little motivation to 

fulfill additional requirements

• Participation alone did not overcome barriers to 

increasing sales, including:

» Up-front cost

» Increased installation time and expense 

» Convincing customers
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Pro Deal: Final Thoughts
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Installer Rewards Programs

• Activity: For every 5 units 

purchased by participating 

installers, they received a 

$500 visa gift card

• Goal: Increase installer 

purchases HPWH       

products 

• Timeframe: October -

December
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HPWH 5 for 5
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Hot Water Solutions
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Image Library 
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Marketing Resources 
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Other Resources
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HPWH Educational Video
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Thank You.


