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The R1973 Connecticut Retail Non-Lighting Evaluation covered two program groups
run by Eversource and United Illuminating (Connecticut Utilities): the ENERGY
STAR® Retail Products Platform (ESRPP) and E-commerce platform. The study had
two main objectives; (1) develop improved impact parameters for ESRPP and the E-
commerce platform programs, and (2) recommend improvements to the design and
implementation of each program.

The ESRPP and E-commerce programs are part of the Connecticut program
administrator’s (PA’s) efforts to provide additional energy efficiency opportunities to
residential customers in the face of recent declining savings opportunities from
lighting. This research supports the Connecticut PA’s expansion of energy efficiency
opportunities to residential customers.

Table 1 and Table 2 below summarize our recommendations out of the engineering
review for each of the ESRPP and E-commerce measures, including the original and
updated savings values, the source(s) of the recommended update.

Table 1. Summary of 2021 PSD Recommendations — Electric Savings:!

Updated Existing

Measure Gross Gross Source for Updated Value (with
Value Value Year34)
(kWh) (kWh)?2
ESRPP Measures
Refrigerator Tier I 64 64 PSD, 2017
Refrigerator Tier II 96 96 PSD, 2017
Freezer, Upright 50 45 Supplemental PSD documentation, 2017
Freezer, Chest 32 Supplemental PSD documentation, 2017
Clothes dryer, Gas 36 93 VT TRM, 2015
Clothes dryer, Electric 194 VT TRM, 2015
Clothes Washer, Tier I 88.1 66 VT TRM, 2018
Clothes Washer, Tier II 120.3 117 VT TRM, 2018
Room Air Conditioner 10.7 77.5 VT TRM, 2015
Dehumidifier 214 214 PSD, 2017
Air Cleaner/Purifier 214 227 VT TRM, 2004
Sound Bars* 24 45 VT TRM, 2013
E-Commerce Measures
Wi-Fi Thermostats 104 MA, 2018
Smart Thermostats Calculated 25° VT TRM, 2018
Deemed
Adv. Power Strips, Tier I 48 48 PSD, 2016
Adv. Power Strips, Tier 11 179 MA TRM, 2018

1The table represents gross values, a discussion of NTG values can be found in Section 2.2.3 Net Impacts.
2Existing values are pulled from the 2020 Connecticut PSD.

3Year represents the date of the source information, not the date the respective TRM was updated.

4The evaluation consultant has no reason to believe that a clothes dryer would operate differently in VT than in CT.
A follow-up email was sent on 6/25/20 to confirm there is no additional documentation not shared with the
evaluation consultant. To date no additional documentation has been received for sound bars.
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6 The Connecticut PSD deemed savings for Wi-Fi/smart thermostats distributed through ESRPP or E-commerce is
for cooling savings only.

Table 2. Summary of 2021 PSD Recommendations — Gas Savings!

Existing Gross Source for Updated

Measure Updated Gross Value Value? Value (with Year?)
ESRPP Measures
Clothes dryer — gas*> 1.2 therms NA New York, 2017
E-Commerce Measures

Wi-Fi Thermostats, gas 62.4 therms NA MA, 2018

Wi-Fi Th:i:;“ ostats, 5.7 MMBtu NA MA, 2018

1The table represents gross values, a discussion of NTG values can be found in Section 2.2.3 Net Impacts.
2Existing values are pulled from the 2020 Connecticut PSD.

3Year represents the date of the source information, not the date the respective TRM was updated.

4The evaluation consultant has no reason to believe that a clothes dryer would operate differently in NY than in CT.
>The evaluation consultant is aware that gas clothes dryers are not currently offered through the ESRPP program in
Connecticut.

6MA (and other state’s TRMs) do not have a value for propane savings. Connecticut could either conduct primary
research to determine the propane savings or assume the 5.7 MMBtu for the instance where a residence has
propane heat.

Our high-level evaluation findings and conclusions from the engineering review of
the ESRPP measures result in the following recommendations.

A number of changes in how the Connecticut Utilities interact with the national
program and participating retailers would likely improve the program’s success.
Retailers make purchasing and marketing decisions one year, or more, in advance
of stocking products. The Connecticut Utilities should institute two-year or
three-year incentive levels and budgets to better align with retailer
purchasing timelines. Retailers also need help understanding why customers
would be interested in different energy efficient (rebated) products. The
Connecticut Utilities should provide specific directions to national retailers
on purchasing and promoting specific products (e.g., marketing strategies and
content) and establish relationships with local retailers to ensure national guidance
is implemented. Lastly, the Connecticut Utilities should work with the
national ESRPP collaborative to recruit regional peer utilities into the
program. Recruiting additional, regional Program Sponsors will enhance the impact
of the program on retailer stocking and support greater savings.

The Connecticut Utilities can take a number of actions to better track the program’s
impact on the market and increase short-term savings. Tracking upright and
chest freezer purchases separately (if not doing so already) will allow
freezer type-specific savings estimates to be applied. The amount of potential
energy savings is different for these specific products and better tracking may
result in higher overall savings depending on the distribution of sales. The
Connecticut Utilities should also monitor key performance indicators
(KPIs) to help identify where the program is having success in the shorter-
term and where it is lagging. Table 3 below outlines suggested KPIs that can be

5 TRC
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developed using data that is already being collected by the Connecticut Utilities or
other ESRPP stakeholders.

Table 3. Key Performance Indicators for ESRPP

Metric Description Metric Calculation Data Collection Activity
Monthly deemed savings

Total Deemed Savings overall, and by product ICF sales data portal
category
Total

Net Benefit otal program spend ($) per Program data

kWh or kW saved
Number of unique store
locations participating in utility Program data
territory, by retailer
Count of product categories
incented overall
Documentation of efforts to
Efforts to recruit retailers recruit new national or regional Program documents
retailers

Number of Participating Store
Locations

Number of Product Categories Program data

Total incentive amount, by

Total incentive dollars paid .
P retailer and product category

Program data

Our high-level evaluation findings and conclusions from the engineering review of
the E-commerce measures result in the following recommendations.

The literature review indicates that consumers “broader online digital experiences
are continually refining and resetting” their expectations, and platform design
should enable an “effortless customer experience.”* The Connecticut Utilities have
made recent updates to their E-commerce platforms including additional products
and product information that enhances the customer experience. They should
continue to review the design and user experience of E-commerce
platforms by using non-utility E-commerce platforms as a benchmark for platform
design. The Connecticut Utilities should also continue to increase the number of
product categories available on E-commerce platforms. Any products that
have existing prescriptive rebates, as well as non-rebated efficient products, that
can be sold through the E-commerce platform such as dishwashers and clothes
washer and dryers, should be included. Eversource has recently updated their
platform to include these products. Lastly, the Connecticut Utilities should add
educational information to help customers understand the benefits of
buying efficient products. Eversource recently updated their site to include
educational information, but the UI platform focuses on products and information
about other energy efficiency programs. The more robust utility E-commerce sites

1 Accenture. The New Energy Consumer: Unleashing Business Value in a Digital World. 2015.
https://www.accenture.com/ acnmedia/accenture/next-gen/insight-unlocking-value-of-digital-
consumer/pdf/accenture-new-energy-consumer-final.pdf
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provide specific information on the efficiency of both rebated and non-rebated
products, buyers guide information, and customer ratings and reviews to give
products more credibility.

To improve the delivery of savings, the Connecticut Utilities should track Wi-Fi
and Smart (learning) thermostat purchases separately, as well as Tier I
and Tier II APS purchases separately (if not doing so already). The amount
of potential energy saved is different for these specific products. Tracking them
separately will allow for more specific savings claims which may result in higher
overall savings depending on the distribution of sales. The Connecticut Utilities
should also leverage direct email for effective marketing outreach. Peer
utilities noted this was their primary and most successful marketing channel to
drive traffic to their sites. The Connecticut Utilities should put in place a direct
marketing campaign (if they are not doing so already) and could consider either
separate engagement or partnering with other program outreach such as Home
Energy Reports.

5 TRC
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This report summarizes the results from the R1973 Connecticut Retail Non-Lighting
Evaluation conducted by TRC Companies (TRC), formerly EMI Consulting, on behalf
of the Connecticut Energy Efficiency Board (CT EEB). The evaluation covered two
program groups run by Eversource and United Illuminating (Connecticut Utilities):
the ENERGY STAR® Retail Products Platform (ESRPP) and the Connecticut Utilities’
E-commerce platforms.

The ESRPP and E-commerce programs are part of the Connecticut program
administrator’s (PA’s) efforts to provide additional energy efficiency opportunities to
residential customers in the face of declining savings opportunities from lighting.

ESRPP is a nationally coordinated program that seeks to increase adoption of
efficient appliances in select product categories by changing retailer stocking and
assortment through midstream incentives, with a long-term goal of advancing
codes and standards specifications.? E-commerce platforms provide an additional
path for residential energy efficiency savings by providing a centralized location for
customers to research and purchase energy efficient products.

This project had two main objectives; (1) develop improved impact parameters for
ESRPP and the E-commerce platform programs, and (2) recommend improvements
to the design and implementation of each program. The ultimate goal is to use this
research to support the Connecticut PA’s expansion energy efficiency opportunities
to residential customers.

Table ES-1 outlines the specific evaluation tasks we conducted to address the
evaluation objectives. The table also outlines which program(s) each research task
covered. A more detailed description of the evaluation methodology is outlined in
Section 1.3 Research Objectives and Methodology, Appendix A: Data Analyses &
Methodology, Appendix B-1. Program Sponsor and Stakeholder Interviews, and
Appendix C-1. Retailer Interviews Analysis.

2 The ESRPP logic model cn be found in Section 2.1.2 ESRPP Implementation.

5 TRC
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Table ES-1. Research Activities by Program

Research Activities ESRPP E-Commerce
Literature review v v

Peer utility interviews v1(n=6) v (n=4)
Retailer interview analysis v2 (n=8)

EM&V best practices comparison v

Shelf assortment survey analysis v
Sales data analysis v
v

Engineering review of impact parameters v

1ESRPP peer utility interviews also include external collaborators.

2Interactions with retailers through local or regional evaluations is prohibited. Instead, research on retailer
participation is done through a national evaluation effort. Retailer interviews were conducted in 2019 by Cadmus as
part of a national ESRPP program evaluation. Given that retailers’ participation is at the national level, the
interviews focus on the program from that perspective. The Connecticut ESRPP was implemented in 2018, and
therefore the key results and barriers to the success of the program are applicable to Connecticut.

This section summarizes the research findings as detailed in Section 2. ESRPP
Findings and Recommendations and Section 3. E-Commerce Findings and
Recommendations. Specific recommendations on impact parameters for each
program can be found in Appendix D: Detailed PSD Findings.

ESRPP KEY FINDINGS

ESRPP is designed as a national, long-term market transformation program.
However, most Program Sponsors, including the Connecticut Utilities,
operate it as a short-term resource acquisition program due to the lack of
regulatory framework needed to support market transformation programs. This has
caused Program Sponsors to stray from the national program design and limited
most Sponsors’ ability to claim savings and meet cost-effectiveness goals. Many of
the Program Sponsors interviewed cited the need to meet cost-effectiveness as a
reason to limit product incentives and modify the program to support claiming
short-term savings. Up until PY2020 the Connecticut Utilities only provided
incentives for advanced tier models which limited available incentives when
compared to other Program Sponsors.

Local ESRPP implementation differences weaken the programs ability to
impact the market because retailers cannot rely on similar incentives from
different Program Sponsors. While retailers generally view the ESRPP program
favorably, the different implementation and incentive strategies of the various
Program Sponsors dilute the program signal and leave little guidance on which
products retailers should purchase. One national program collaborator noted that if
sponsors continue to reduce incentive values, at some point it will no longer be
worth retailers’ time to participate. Notably, the Connecticut Utilities increased
incentive values in 2020. Retailers make product decisions over long timelines, at
least a year if not more in advance, so having annual incentive levels that are
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announced months before the start of the program year do not align with retailer
decision-making timelines. This also weakens the impact of the program.

The Connecticut ESRPP program is demonstrating limited impacts to-date.
The program is not yet impacting retailer stocking and shelf assortment of energy
efficient products. The Connecticut’s ESRPP has only been in place since 2018, so
this result is expected, as market transformation programs can take up to three
years to impact the retailer stocking. The market transformation program theory
indicates that increases in efficient product assortment (or stocking) and marketing
are mid-term outcomes, occurring after one to three years of implementation
because national retailer stocking and promotional decisions are made months to
years ahead of products hitting the shelves. These outcomes are critical to increase
qualified product sales.

However, room air conditioners and refrigerators showed significant sales increases
despite no evidence of retailer changes in stocking for these products. Our analysis
of point-of-purchase prices and product placement indicated some qualified
products were more likely to receive a larger sales discount (refrigerators, freezers,
clothes dryers and clothes washers) or preferential placement within retailer stores.
While the program targets retailer stocking of efficient equipment, the increased
sales of room air conditions and refrigerators is likely an indirect impact of the
program as equipment incentives could be impacting retailer treatment of qualified
products.

As implemented for the program year evaluated (2018-19), the
Connecticut Utilities’ product categories and incentive levels were below
the average for peers. The addition of two basic-tier product categories in 2020 -
and increases in incentive values across almost all categories - bring the
Connecticut program in line with other Program Sponsors. Table ES-2 compares the
Connecticut PY2019 and PY2020 incentives to the average product incentive across
participating Program Sponsors.

Table ES-2. Connecticut Product Incentive Benchmarking

Advanced- CT CT as % CT CT as %

Tier Incentive of 2019 Spi?::)rs Incentive of 2020 Spizzsgrs
Measure PY2019 Average PY2020 Average

Air Cleaner $0 -

Egz?iti’z';er $10 55% 6 $20 104% 7
Washer $15 91% 7 $20 141% 6
Dryer $45 46% 8 $45 91% 8
Sound bar $0 -

Freezer $10 33% 7 $20 80% 6
Refrigerator $10 59% 8 $20 127% 10

Most Program Sponsors, including the Connecticut Utilities, do not actively
participate in advocacy for equipment standards which limits broader
market transformation and reduces long-term savings for all Program
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Sponsors. Program Sponsors that operate ESRPP under a resource acquisition
framework indicated they do not participate in national ESRPP standards advocacy
activities and are more focused on short-term incentives. The Connecticut Utilities
only passively participate in standards advocacy activities; however there has been
a recent effort to develop a Codes & Standards Plan to more actively address these
issues. Two Program Sponsors that operate under longer-view market
transformation frameworks stressed the importance of actively part