 The Value of the ENERGY STAR Market

For manufacturers and retailers, ENERGY STAR is a valuable market, with its own loyal consumers, products, manufacturers, retailers, and (in many states) utility incentive programs.  In fact, since the program’s inception in 1992, more than 1 billion ENERGY STAR qualified products have been sold in the United States alone.  So how large is the ENERGY STAR market?  Consider the following:

ENERGY STAR consumers are a large and growing segment of the population

· ENERGY STAR is recognized by 56% of consumers nationwide and 67% in many major markets, including New York, Boston, Seattle and San Francisco.

· After hearing about ENERGY STAR, 93% of consumers say they will look for ENERGY STAR qualified products in the future.
· 82% of consumers who recognize the ENERGY STAR report purchasing at least one eligible product in the last 12 months.

· 84.7% of people agreed somewhat/completely that it is important for household appliances, electronics, heating/cooling systems, and lighting products to have the ENERGY STAR label.

· 93% of consumers believe that saving energy is important for both the environment and their pocketbooks…They just don’t know where to start.

· 50-60% of those with a recent ENERGY STAR purchase say the presence of the ENERGY STAR mark influenced their purchase decision. 

· 95% of recent purchasers of an ENERGY STAR qualified product say they are likely to purchase an item with the ENERGY STAR mark in the future.

· 71% of consumer are likely to recommend ENERGY STAR to a friend.

· Incentives aren’t required: Of those who purchased an ENERGY STAR qualified product and received a rebate or discounted financing, approximately 66% of respondents indicated they would have been likely to have bought the product even without the financial incentive.

· 95% of consumers believe we must be responsible in energy use and that they can make a difference.

· Almost 91% of people are in total agreement with the statement “I care about protecting the environment”.

· 72% of adults “… make a special effort to look for products that are energy efficient”.

· 78% of consumers rate energy efficiency as important to their purchase decision.

Appliances

· 71% and 66.7% of people indicated that energy efficiency and electric bill reductions, respectively, were very important in the purchase of appliances.

· 80.3% of people state that ENERGY STAR certification is somewhat/very important for appliances.

· 58.5% of people indicate that they use energy-efficient appliances. 

Electronics

· 54.5% and 51.4% of people indicated that energy efficiency and electric bill reductions, respectively, were very important in the purchase of electronics.

· 77.5% of people state that ENERGY STAR certification is very/somewhat important for electronics.
· 52.3 of people indicate that they use energy-efficient electronic
ENERGY STAR products enjoy increasing market share and sales and high public visibility

· More than 1 billion ENERGY STAR qualified products have been sold in the United States to date. 

· There are more than 35 ENERGY STAR product categories.
· On average, 600 print articles per month mention ENERGY STAR, reaching a circulation of about 50,000,000 each month.

· More than 7000 print ads display the ENERGY STAR label on products each month.
· Energystar.gov receives an average of 120,000 Web hits per month; Since the new Web sites launch in February, ~ 300,000 store locator and special offers searches combined.

· Sylvania, a leading lighting manufacturer, increased sales of ENERGY STAR qualified compact flourescents by more than 85% in 2002. Participation in the ENERGY STAR Change a Light campaign in 2001 and 2002 increased sales by 120% and 300% respectively.

· In 2002, Lowe’s ENERGY STAR products inventory rose 30% over the prior year, and sales or ENERGY STAR qualified products rose 39%.

· Over 28% of Maytag’s residential appliance sales in 2002 were ENERGY STAR qualified, a 33% rise over 2001; Maytag’s qualified dishwasher sales rose 63%; qualified refrigerator sales rose 53%.

· In regions with active ENERGY STAR programs, the market share of qualified clothes washers is 10 to 15% higher than the national average.

· In CA, market share of major ENERGY STAR qualified appliances grew by 12 to 28%, depending on the product.  Sales of qualified CFLs reached nearly 2.8 million by mid 2001.
· In the NW, market share for ENERGY STAR qualified windows grew from 15% in 1997 to 66% by June 2001.  Market share for qualified clothes washers reached 30%. Sales of qualified CFLs reached 8.3 million in 2001. 

· In the NE, market share of ENERGY STAR qualified clothes washers is 65% greater than the national average.
· 2002-2003 PSA campaign achieved $17 million in ad value.  Ran coast to coast; 67% in best day parts.
· 2003 media outreach resulted in 100+ impressions

ENERGY STAR offers an extensive network of influential market players

· 160 utility and state partners promote ENERGY STAR, covering nearly 60% of the households across the country – equal to 62 million households.

· More than 1,250 ENERGY STAR manufacturing partners use ENERGY STAR to differentiate their products, access new customers, and increase sales. 

· More than 400 retail partners representing more than 20,000 storefronts in the U.S, use ENERGY STAR to communicate ‘value and quality’ to their customers and increase sales.  
· More than 100,000 new homes have now earned the ENERGY STAR representing a rapidly growing channel of distribution for qualified products.
· More than 600 companies advertise ENERGY STAR qualified products in print each month.

· Many of the most successful manufacturer and retail partners have dedicated ENERGY STAR product catalogs, Web pages, in-store displays, and marketing staff.
· Manufacturing partners include the largest names in office equipment, appliances, lighting, consumer electronics, and HVAC equipment, among other categories.
· Retailers include such names as Sears, Wal-Mart, The Home Depot, Lowe’s, Best Buy, among others.
· Many small retailers participate in ENERGY STAR through buying groups and trade associations, such as the American Lighting Association, Nationwide, or Ace Hardware.
· Retailers represented one of the top 3 sources consumers are most likely to use to obtain information about products covered by the ENERGY STAR program.
· Sales people and in-store materials were identified as very common sources of information for consumer buying decisions, 32% and 25% respectively.
Savvy industry partners also utilize ENERGY STAR to:

· Increase sales,

· Enhance their environmentally-responsible image,

· Leverage the marketing resources of ENERGY STAR utilities and industry partners, through events, coop advertising, rebates, and in-store promotions.  Use our special deals finder to see what utility incentives are currently available,

· Receive sales staff training resources,

· Access product development support,

· Participate in national product promotional campaigns,

· Receive PR and marketing materials and support,

· Access energy management resources and support for commercial buildings.
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