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Learning Objectives

Understand the role and Learn how to plan for
importance of evaluation in evaluation, develop
market transformation market progress indicators

Understand foundational
evaluation concepts and Become familiar with typical
distinguishing features of MT MT evaluation methods
evaluation
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Evaluation Concepts




Market Transformation Process

Determine MT ) IERCEU
MARKET

ObjeCtive BARRIERS

IDENTIFY
3RD PARTY OPPORTUNITIES
EVALUATION AND LEVERAGE

POINTS

DEVELOP &

] EXECUTE STRATEGIC
Exit MARKET
INTERVENTIONS
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Evaluation

¢¢ The systematic acquisition Provide unbiased,
and assessment independent, empirically-
of information to provide based information to
useful feedback decision-makers
about something. Vo

William Trochim, Ph.D. (to help them make better decisions!)
Cornell University
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Program Evaluation Uses

v" Document stated program activities, accomplishments, and outcomes
v' Determine if program is being implemented as planned

v" Track program/market progress

v" Understand changing market conditions

v Assess program impacts, market effects, cost-effectiveness

v Identify opportunities for program enhancement or improvement

v' Meet a statutory or regulatory requirements

CADMUS
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CORMATIVE SUMMATIE
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Types of Evaluation

@ MARKET RESEARCH/CHARACTERIZATION

|~ BASELINE ASSESSMENT

MARKET PROGRESS

@ IMPACT/SAVINGS

£y PROCESS
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Market Research/Characterization

PURPOSE TIMING TYPICAL METHODS

Inform program Before e Secondary * Social Network
design to launch, research Analysis
- . ongoing : :
maximize success * Interviews * Segmentation
Analysis
* Surveys

e Conjoint Analysis

KEY OUTCOMES

* Market size estimates

* Market structure (e.g., supply chain/channels, influencers, actors)
* Identify market barriers, opportunities, points of leverage
 Understand target audiences, segments

e Understand customer awareness, preferences, motivations

CADMUS
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Baseline Assessment

PURPOSE TIMING TYPICAL METHODS

Identify pre- Before * Secondary data/ Industry forecasts
intervention prepdieinn e Interviews

conditions: existing Intervention
and forecast market

adoption, to enable

impact evaluation

KEY OUTCOMES

e Estimate of naturally occurring market adoption- pre-program, and
over time-absent program intervention (“counterfactual”)

* Delphi panel

* Quantitative modeling

* Pre-program market conditions, behaviors, practices

2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM 12
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Market Progress Evaluation

PURPOSE TIMING TYPICAL METHODS

Assess progress Ongoing * Interviews ¢ Direct observation
toward market Surveys (e.g., behavior,
. marketing
transformation e  Market oractices, shelf/
data floor surveys, site
analysis assessments/

saturation studies)

KEY OUTCOMES

* Similar to process evaluation

 Assessment of market progress vs. hypothesized
e Assessment of market barriers, opportunities

e Recommendations to improve program

13
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Process Evaluation

PURPOSE TIMING TYPICAL METHODS

Identify During the * Interviews
opportunities to plefz el * Surveys
Improve program * Materials Review
design,

. i * Tracking system/Data Review
implementation,

operation, and
delivery

KEY OUTCOMES

 Documentation of program logic and operations

* Assessment of effectiveness against expected or planned
performance (e.g., program activities, administration, satisfaction)

e Recommendations to improve program
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Impact/Energy Savings Evaluation

PURPOSE TIMING TYPICAL METHODS

Quantify energy During pilot; » Data collection - program files,
and demand periodic surveys, billing information,

savings, other M&V, deemed savings

benefits, and
cost-effectiveness » Statistical/econometric analysis

 Engineering algorithms

* Economic analysis

KEY OUTCOMES

 Net energy and demand savings attributable to program
* Non-energy benefits
e Cost-effectiveness
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MT Evaluation in Context

Codes &
Standards

Natural
Baseline

Transformation

Market Share

Early Adopters Early Majority Late Majority

Time

Source: Adapted from 2015-19 NEEA Business and Strategic Plans, http://neea.org/about-neea/neea-strategic-planning.
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Planning & Conducting a
Market Progress Evaluation




Market Progress Evaluation

DIAVELT YT Iull Develop Market
Theory/ Logic Progress
Model Indicators

Identify Data Collect & Analyze
Sources Data
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Logic Models

4 : :
A systematic and visual way Your Program Road Map
to present and share your
understanding of the Where.are? O
) ) you going?
relationships among the
resources you have to

operate your program, the How will you
activities you plan, and get there?
the changes or results you

hope to achieve. )9 How will you

know that
W.K. Kellogg Foundation Logic Model you’ve x

5 : .
evelopment Guide arrived?
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Program Theory: If/Then

Certain resources are needed to operate the
program

RESOURCES

I If you have access to them, then you can use
ACTIVITIES them to implement activities you believe have
the greatest market leverage

OUTPUTS

If you implement these activities and produce
OUTCOMES the intended outputs, then you expect to
SHORT, INTERMEDIATE, LONG TERM .

realize these market outcomes

\ 4

IMPACT If these outcomes are achieved, then these
SHORT, INTERMEDIATE, LONG TERM  Ultimate impacts are expected

PLANNED

If you implement these activities, then you
will produce these outputs

ASSUMPTIONS

)
—
—
)
wn
L
o

INTENDED
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ic Model Example 1

Activities Training Product Installation Marketing Engage Utilities Recruit and engage Develop Specification/
Inordeqto address Support market actars Standard
our pradlem or
asset we will canduct |
these activities:

What do we do with
our resources?

A B c 0 3
|

| | | |
Outputs l i i l l

We expect that once Supply channel Best practice _ Y -

::;’::: ::'h':f'::s' understands and can installations. :\Aarkeung imvilles] 1 Incentives " M:'frtite ?:I?sslnto Speclf;catizn/r;' esting

i i campaign, PR, etc. \COrp tanda

will produce the sell/install DHPs for le:hniques are P
following electric homes utilizing communicated and f 5 product offerings
evidence. displacement theory quality ir ions ‘ 4 ,

What do we Offer?

8
|

are evident in the
;1 region ‘
11 ' ' '
l State Adapts Standard

!
Short-Term Supply chain adopts 1:1 3
3 -5 i
| Increased consumer Accessible financing DHPs available in retail

We expect that if
mmpmﬁz" aneoine retrofit installation and > aduption of DHPs A mect " slable
these activiti displacement approach - s
ities
will lead to the I— | )
following R — 11 N
changes in1-3 years 1

(Ao Soran

N
)

What do difference
does it make?

Med-Term
14

We expect that if
completed or ongoing
these activities
willlead to the following
changes in 35 years

does it make?

o
2
E
z

Long-Term 16
v
We expect that if DHPs preferred
. Federal Standard
m":i:::‘:g;v?;'::’mﬂ 15 » technology for electric
willlead Lo the following LS BT T
changes in 5-10 years

‘What do difference
does it make?

17

IMPACT
18

2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM

CADMUS




Logic Model

Example 2

PY2013-2014 BAYREN Single-Family Retrofit Program
Logic Diagram (Bold Arrows indicate PPMs)
Assessment Incentive Management;
Application Processing, QA
Flex Path QA; Desktopand Fisld
Coordinate w/ Verification of Projects
Local Gov,
10U, PUC
3 Contractor
= Outreach and Homeowner Markating
% Program Design, Recruitment and Outreach
< Systems,
Administration 1
1
. i
Enargy Advisor Szlesand Other \
Homeowner Support Trianing Support i
i
L
-
1
L]
[
v ,L Y
") v A"
=1 Final Assessment Energy "Audits”, EEKits Set of Contractors
g Incentive Program 2nd Low-Hanging List of Properties Participatingin with Higher Marketing Collztaral,
8 Design Mezsures Installed Assessment, Flex, Advanced Path Customer, Project Events, OtharActivities
DeliverySkills
| I .
E 3 \|, ;
5 N |V
o Increased/Improvad EE Attitude,
=] Reduced Market i /Imp s
E g Boiers Measures Installed KW, KWh, Therm Savings Knowledge and Awareness
| i
v
T Environmental and other non- Reduction in Kw, kWh, therm Implement Additional EE . N
o ) 3 §
g § snarzy bansfits l&— usses <— Mezsures }€&— ParticipantSpillover EE Behavior
23
£
E $ . I d f lified
g £ Increased market penetration nereased suppy of Qualine Long Term KW, kWh, therm Long Term environmental and
= o building professionzisto L
w O of EE reductions non-energy benefits
& 5 perform EEwork
S8 T

2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM

CADMUS




CADMUS

Where do we start?

[ CVSTOM) 5 e - o Tracks pr
I ' ! ‘ ! acketing ; d&&g . 55(4’»’.
fhejrten L i ' Pt 3 / Systems Procediuees

Pagrum - |
AcTNIT\ES ?? nning - tmf%wuﬁ b bree m;m“b

AEMJ‘ K] ! i ]
~gwiva qb'(-f “‘N"A’T ! @hf‘ e . |I _ﬁp m&
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CUTPUTS

‘hmmﬂi‘ Proginm | K g\%«ew =
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Why Logic Models Matter

 What problem are we trying to solve?

DJOIGIVI\VIS\ARADRA NN\  \Vhat precisely will be done?

* What are the desired/expected outcomes?

* A common road map for all stakeholders and

COMMUNICATION evaluators

* Everyone on the same page

e (Clarifies what and when to measure

EVALUATION

e Enables prioritization of evaluation efforts
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Why It Matters for Evaluation

“I think you
should be more
explicit here in

Step Two.”

SOURCE: Sidney Harris
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ACTIVITIES

@ INTERNAL PROCESSES

Map the products:

Who triggers it?
How tracked?
Agreement among
everyone?

How to map across
different depts.?

@ svstems

Conduct IT Alternatives
Assessment for DR
management and dispatch

©)

o0 oTo

0

a.

b.

O

DEFINE & TEST

. Price Points

. Purchasing Models

. Products

. Marketing Strategies

EVALUATE

Ongoing needs & costs
assessment

Develop a dynamic
evaluation strategy

OUTREACH

Outreach and engagement

CADMUS

Logic Model Example 3

RESULTS
(OF THE ACTIVITIES)

SOPs, Protocols & agreement between Transmission &

Power for how an event will be triggered
Activity: 1

Systems Plan
Activity: 2

DR Library (lessons learned, PM toolkit)
Activities: 1, 3a, 3b, 3¢, 3d, 4b

Budget and Rate Case implications
Activities: 3a, 3b, 3¢, 3d, 4a, 4b

Contracting: a) Approach, b) Process, c) Templates
Activity: 3b

# of potential “customers” (opportunity pipeline)
Activities: 3a, 3b, 3¢, 3d, 5

# of demonstration projects (“initial portfolio”)
Activities: 3a, 3¢, 3d, 5

# of internal & external success stories (tool &
approach)
Activities: 3d, 5

DR business plan for larger DR program
Activity: 4a

Evaluation and M&V framework and tools
Activity: 4b

~<
/
P

7
~ANAd ¥

~<
-
-

~ N

-
<

>
N,
Tec
[ ¢

@

®

©

NEAR-TERM TARGETS
(1 YEAR)

We know the specifics of the

purchasing contracts (who v
signs, what’s in the Ts&Cs, - - *
etc.) o - ]
1
1
A baseline, M&V and I'
settlement framework is in Iy
place and utilized. -7
O— 1
1
1
An IT “system” manages the ]
operations of DR that are 1
already under contract. 1
O =--r-
e
! ’
The DR products are ! p 7
defined (time periods, I,
loads that can map into 4"
the products, etc.) T —‘
1 /
Y ’
1 \\ /
DR is developed at the 1 \ /I
load/utility level. 1 .\L\— >
Ok N AN
SRS
B . s~ 4
There is an initial set of price ’ ~
points based on specific 7 - a"
drivers. O~ -

MID-TERM TARGETS
(2-3 YEARS)

DR is accepted as a reliable and
usable tool internally at BPA
and among utilities.

N
\
\
We have a framework to \
design, test and implement \\
new DR products as customer, \
agency and regional needs \
change. \
o 4
B
> 4
We know the products and e
have confidence in DR’s ability Pis ﬂ
to meet needs. - ’
og S
[
a: f
We know the value of DR // /7y
products to BPA and other Vi II /
regional stakeholders. O/ , !
/
/
’ 7
’ I’
DR is readily available in the / /
marketplace. 1 /
o ,
/
1
1

We know the value streams of
DR to customers.

LONG-TERM TARGET
(4-5 YEARS)

The DR portfolio is one
tool that can meet our
customer, transmission
and power needs.
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Market Progress Evaluation

Develop Program RDIEEGT N ETL (s
Theory/ Logic Progress
Model Indicators

Identify Data Collect & Analyze
Sources Data
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Market Progress Indicators

How will we know we
are making progress in

transforming the
market?

CADMUS 2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM | 28


https://teams.cadmusgroup.com/sites/ESD/Marketing/Examples of Marketing Materials/Forms/Thumbnails.aspx?RootFolder=/sites/ESD/Marketing/Examples of Marketing Materials/Icons&amp;FolderCTID=0x0120004357F60A0D8BC742A94CF68A415DF582&amp;View={0FE81C22-33D7-444D-85A2-AE00E3242B02}

Market Progress Indicators: DHP Examples

OUTCOME PROGRESS INDICATOR

Coop marketing dollars provided by
manufacturers & distributors

Supply chain promotes DHPs

Installers see DHPs as viable solution for

Installer attitudes: product viability, price
customers

% of sales volume from Master Installers

Installers utilize installation best practices
P Master Installer QA pass rate

Utilities promote DHPs Number of participating utilities

Consumers aware of DHP technology and

i Consumer awareness
benefits

Retail store availability (volume-weighted)

Equipment accessible to end-users 9% stores
(o]
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Example Market Progress Indicators

CHANGES IN...

Availability of products/services

Stocking and distribution patterns/practices
Expansion/change/retooling of manufacturing facilities
Production levels/schedules

Number/types of products offered

Changes in products/product attributes, quality

Trade ally (market actor) knowledge/knowhow

SUPPLY SIDE Increased trade ally advertising/promotion
New market entrants
Reduction in incremental costs of energy efficient products/services
Changes in business strategy
Product/service pricing
Creation/widening in scope of market support structures (e.g., associates or training programs)
Development of new financial instruments/intermediaries
Awareness
Attitudes
Increased recognition and acceptance

DEMAND SIDE Changes in decision-making/business practices

Changes to customer procurement practices

Who is purchasing (e.g., only early adopters?)

Consumer/purchaser satisfaction

Market share/sales

Progress toward codes or standards (e.g.., distinct action)
CODES/STANDARDS  Availability of a test standard

Adoption of national specification
CADMUS
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Market Progress Evaluation

Develop Program  Develop Market
Theory/ Logic Progress
Model Indicators

Identify Data Collect & Analyze
Sources Data
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Secondary Data Sources

PROGRAM-SPECIFIC § RELATED PROGRAMS MARKET DATA

Documents/records Evaluations Trade press
Collateral Conference papers Sales data
Databases Best practice studies Industry forecasts

Web Internet information Government Data
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Primary Data Sources

b gy
([ [ ]
SUPPLY CHAIN PROGRAM
MARKET ACTORS CUSTOMERS STAKEHOLDERS

CADMUS
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https://teams.cadmusgroup.com/sites/ESD/Marketing/Examples of Marketing Materials/Forms/Thumbnails.aspx?RootFolder=/sites/ESD/Marketing/Examples of Marketing Materials/Icons&amp;FolderCTID=0x0120004357F60A0D8BC742A94CF68A415DF582&amp;View={0FE81C22-33D7-444D-85A2-AE00E3242B02}
https://teams.cadmusgroup.com/sites/ESD/Marketing/Examples of Marketing Materials/Forms/Thumbnails.aspx?RootFolder=/sites/ESD/Marketing/Examples of Marketing Materials/Icons&amp;FolderCTID=0x0120004357F60A0D8BC742A94CF68A415DF582&amp;View={0FE81C22-33D7-444D-85A2-AE00E3242B02}
https://teams.cadmusgroup.com/sites/ESD/Marketing/Examples of Marketing Materials/Forms/Thumbnails.aspx?RootFolder=/sites/ESD/Marketing/Examples of Marketing Materials/Icons&amp;FolderCTID=0x0120004357F60A0D8BC742A94CF68A415DF582&amp;View={0FE81C22-33D7-444D-85A2-AE00E3242B02}

Market Progress Evaluation

Develop Program  Develop Market
Theory/ Logic Progress
Model Indicators

Identify Data Collect & Analyze
Sources Data
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Primary Data Collection Methods

DISCUSSIONS SURVEYS ON-SITE

Individual interviews Mail Site visits
Group interviews Telephone Store visits
Electronic Field observations
Ride-alongs
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Cost and Quality Dimensions

Unllm.lted COST
Questions In-depth Interviews
Focus Group
XL
|—
o
Ll
o
Mail Survey
Telephone Survey
Limited Electronic Survey
Questions R
small BREADTH Large
Sample Sample
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Sampling

Universe Population
(theoretical target (empirical target Original Final
population) population) sample E;mtplr
ata
T T o
,/D '3‘__, N T
0.7 ®® ™\ " o ® &® 0y
e e 'i , g P 8] PEN oo
0 0% e ; o © / %o
I\\. ._'FF- \"‘“'*-u-_.:._-a-ﬂ""f-‘i/
S — g = v
sometimes called Loss (non-
sampling frame response)

THE SELECTION OF A SUBSET OF INDIVIDUALS FROM WITHIN A STATISTICAL

POPULATION TO ESTIMATE CHARACTERISTICS OF THE WHOLE POPULATION

SOURCE: https://www.bcps.org/offices/lis/researchcourse/images/sampling_illus.gif
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CADMUS

Mapping Data Collection to MPIs

Database
Tracking

PROGRESS
INDICATORS

Phone
Interviews
with
Planning
& Program
Staff

DATA COLLECTION ACTIVITIES

Consumer
Survey

Market
Actor &
Utility
Interviews

Shelf
Surveys &
Mystery
Shopping

Sales Data

Field & Lab
Metering
Study

Consumer
Awareness &

x

Adoption

x

x

x

Supply Chain
Adoption

X

Retail Channel
Availability

Access & Use of
Financing
Mechanisms

Energy Savings

X

X

2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM

| 38



Adaptive Management

CONTINUED NEED FOR INCENTIVE
DOLLARS TO OVERCOME FIRST COST

NO MECHANISM TO CAPTURE

MARKET EFFECTS DATA

BARRIER
* Partner w/ manufacturers & e Continue utility program
distributors to obtain sales data; sign partnership/coordination
NDA e Explore upstream incentives to
e Evaluation plan to review sales data decrease utility program costs

& calculation methodology

HIGH COST THROUGHOUT SUPPLY NEED INCREASED VISIBILITY &

UNDERSTANDING OF DHPS IN

CHAIN RURAL AREAS
Implement retail strategy with big box e Continue utility program
retailers partnership/coordination

e Explore upstream incentives to
decrease utility program costs

CADMUS
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Market Progress Indicators
Exercise




Progress Indicator Exercise

Expected Progress Evidence/Data Needed

Outcome Indicator to Confirm
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MT Evaluation Challenges

Estimating Data
Establishing “naturally- acquisition
causality occurring & planning

baseline”

* Multiple entities intervening in the market
* Program design often involves national
market actors
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Distinguishing Features of MT Evaluation

Program theory
driven evaluation

Market studies —
annually, ongoing

CADMUS

Barriers/
opportunities
assessment

Data and program
activities — detailed
chronology

2017 ACEEE MARKET TRANSFORMATION SYMPOSIUM | 44

Baseline studies (early) and
periodic data collection to
understand the nature and
size of the pre-program
market and changes in the
market over time

Multiple lines of
evidence to increase
credibility, validity
and reliability of
evaluation findings
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Key Takeaways

Define what the transformed market looks like and how
you plan to get there

Design/plan for evaluation (make sure you know what
you need to measure

Plan for adaptive management

MT programs are designed to ultimately make the
program unnecessary (because it results in sustained
market adoption and changes)

Market transformation takes time
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Extra Slides




More About Energy Savings
and “Market Effects”




Resource Acquisition vs. Market Transformation Programs
(*caveat: a slight oversimplification)

Resource Acquisition Market Transformation

Save energy via customer Save energy by mobilizing widespread market

e dopti ia int ti desi dt li
Approach participation/uptake a o.p ion via interventions designed to deliver
lasting market change
End-User Participants/ enrollees are known & Adopters are not known (aside from early
Characteristics recruited directly* partners/ demonstrations)
Savings Unit energy savings estimated based on  Unit energy savings estimated based on sample
. . sample and extrapolated to and extrapolated to market; market baseline
Estimation participating customers; NTG applied estimate subtracted from market savings

* Savings based on modeled market projections

" Savings based on program using accepted & replicable techniques

participation S
*  Success of initiative based on long-term

*  Success of program judged on
Pros juds outcomes.

short-term results, and easily
determined.

Implications

*  Theory of change with specific market
progress indicators required to validate

*  No logic model needed .
progress and impact
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Savings Estimates

4
P with Program
(7]
o1}
=
%
7, Savings we can attribute
8o to Program
S
(<))
c :
w
Baseline
_ L =i (no Program)
TR ’ i r— Natural Savings
— - — - -
.— - i
e ; >
Program Launch Time Measurement
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Savings Estimates

Direct/Indirect Program
Spillover

(Participant and Non-
participant)

>
o B
o A
= H
O B
=
D H

Energy Savings

Direct Measured Savings
(Participants)

sBbuines
weiboid Sso0I9

Baseline
(no Program)

: - - -t }- Non-participants
E— .- E

= : >

Progr:a\m Launch Time Measurement
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Energy Savings

CADMUS

: -
-:—-

==

-

—

Savings Estimates

Direct/Indirect Program
Spillover

(Participant and Non-
participant)

Savings Directly
Attributed to Program

uoneneas

Baseline
= - (no Program)

Participant Freeriders

Non-participants

Progrém Launch

Time Measurement
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Target

Audiences

Mass
Market

—>

Minority
Families
(African Am.,
Latino) and
Children

Direct
Targeting

Landlords
Homeowners
Medicaid
Providers
Rehab and
Housing
Contractors

v

by

Secret
Shopper

Y

Paint
Retailers

CADMUS

A 4

Logic Model

Activities

Ad Campaign for Lead Awareness

Speakers at Church/Community
Events, Festivals

Newsletters and Speakers at
Trade/Civic Org. conferences

Outreach Team Training

Home Visitations/Canvassing to
apartments and houses

Outputs

350,000 to 640,000
minorities reached

# Media posted (per
location): billboards,
radio, TV, bus ads,
posters

Y

58,000 landlords
and homeowners
reached

Y

# of Kits given away

v

MCOs and ICHCs give BLL tests
to all Medicaid Children under 3
years of age

300 Medicaid
Providers Reached

~—>

Visits to rehab works; education
and training

70 Construction
owners and workers
reached

Train Secret Shopper Volunteers

Visit paint retailers — survey about
lead safety for home renovation

Share survey results with
management; education and
training

— 75 Store visits under

Secret Shopper

*r—r

QOutcomes

Short-Term

Increased awareness of
lead exposure, dangers of
lead poisoning, and
prevention in minority
communities

Long-Term

Increase property owner
understanding of
responsibilities to make
housing lead safe

Reduce the amount of

lead exposureto
children in minority
communities

Increase landlord
understanding of
responsibilities for making
pre-1978 housing lead safe

Reduce the amount of

lead hazards in
housing for minority
communities

Increase Medicaid
provider understanding of
lead paint dangers and
their role in prevention

Increase number of
licensedrisk assessorsand
lead abatement contractors
in minority communities

All Medicaid children
of 3 years old or
younger get BLL tests

Increase awareness in
rehab businesses of lead
hazards and need for lead-
safe work practices

Improve accuracy and
reliability of paint retailer
advice to customers on
lead-safe work practices

Lead awareness
integrated into
practices of Medicaid
providers, contractors,
rehab businesses,
paint retailers
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Measurement Approach

Program

. Outcomes Date Collection Methods Analysis Results
Categories
Increased awareness in  ¢$—» Baseline Phone
Mass | Minority Communities Survey
Market
Increase awareness of Did
| property owners | | Pre/Post Awareness
Questionnaire improve for
|, Increase Landlord these Target
Awareness of Lead Hazards Audi >
Direct L udiences?
Targetin i .
g Jd | In(;ret?ze awareness in Indiana Dept. of l
renab businesses Environmental
| | Increase Licensed Risk {3 Management Data Did a change in
Assessors and Lead Behavior result?
Abatement Contractors
ICLPPP and
[, | Increase Medicaid *+—* | Medicaid Data
provider understanding of
their role in prevention
Secret | » | Improve accuracy of paint Pre/Post Survey
Shopper retailer advice on Lead ) ’
safety
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Bringing It All Together
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Energy Savings (aMW)

—Total Regional Savings =——Naturally Occurring Baseline
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Typical Market Barriers & Intervention Strategies

- Market Barrier Intervention Strategy

Supply Side

Demand Side

CADMUS

Product
Availability

Product
Quality

Knowledge/
Capability

Product Price/
15t Cost

Product
Awareness

Value
Proposition/
Business Case

Develop relationships with regional and national market actors

Use targeted mid- and upstream incentives to influence stocking and promotion
practices of EE products

Run design competitions based on desired performance

Conduct lab/field testing and share results
Establish 3" part quality testing system
Establish or influence specification, code or standard

Partner with manufacturers, trades, retailers to influence technical and sales training
Provide technical assistance and information to trades and professionals who
influence EE choices

Utilize/coordinate incentives

Coordinate bulk purchase/buyer aggregation to create production scale economies
(emerging technologies)

Partner with market actors to offer financing options

Develop and deploy research-based marketing materials/tools
Collaborate/coordinate and use collective leverage to negotiate marketing
investments by market actors

Coordinate marketing efforts

Conduct research to identify compelling selling value proposition
Conduct demonstration projects; disseminate case study results
Develop and disseminate business case tools
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Source: Adapted from 2015-19 NEEA Business and Strategic Plans,

http://neea.org/about-neea/neea-strategic-planning.




