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EXECUTIVE SUMMARY

Introduction

 This report is the second in a series of Market Progress Evaluation Reports (MPER)
documenting the progress of, and recommending any changes for, the Northwest
Energy Efficiency Alliance (Alliance) LightWise program.  It assesses LightWise
operations from September 1998 through May 1999, a nine month period, and
draws from the following evaluation activities:
 

• A November 1998 in-store audit
• March 1999 in-depth interviews with manufacturers
• An April 1999 survey of 500 consumers about light bulbs
• Review of program data and interviews with program contractors and staff
• Review of other CFL experience in California and in the Northeast
 
 The goal of LightWise is to accelerate the awareness and use – among residential
consumers – of high efficiency compact fluorescent light bulbs (CFLs) that meet
Alliance standards.  Greater consumer acceptance of CFLs matches the Alliance’s
desire to spur greater efficiency in lighting products and to transform the residential
lighting market to one where high efficiency lights are more regularly used.
LightWise provides lighting manufacturers with financial incentives to:
 

• Stimulate the production of qualified CFLs; and
• Lower the sales prices of the CFLs, making them more affordable to consumers.
 
 Based upon results from MPER #1 and program staff analysis, the Alliance adopted
four notable changes for LightWise in 1999:
 
1. Including normal power factor bulbs.   Until 1999, only high power factor and

low total harmonic dissonance (THD) CFLs were allowed in the program, which
deterred several major manufacturers from participating, limited bulb types, and
kept prices high.  Allowing normal power factor CFLs and eliminating the THD
requirement is expected to mitigate these problems.

2. Lowering the manufacturer’s incentive from $4.50 to $3.00.   This change is
designed to decrease market subsidies and encourage market independence.

3. Devoting greater marketing and distribution resources to rural and small
markets.   LightWise has not yet adequately reached these markets.

4. Developing new marketing materials to help consumers select the best and
most appropriate CFL models.  The buy-down has leveraged manufacturers’
cooperation but consumers need more information and encouragement.

 
 Through January 1999 LightWise continued to operate much as it had throughout
1998, with the same incentive levels, marketing, and outreach approaches.
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Although manufacturers selected to participate in the new program year were given
a “Notice to Proceed” in February 1999, most had to gear up for participation. No
bulbs were shipped in February, and only Lights of America, the most consistent
past participant, shipped bulbs in March.   Other factors, such as hiring and putting
in place a circuit rider team for small markets and a new marketing firm, along with
some internal administrative issues, also delayed the start of the revamped 1999
LightWise program until April/May 1999.
 
 The evaluation activities conducted for this MPER (from September 1998 to
April 1999) relate only to the 1998 version of LightWise.  This report also
describes the content and “hoped-for” effects of the 1999 LightWise
strategies; only further research can capture the effects of these new
strategies.

Summary of MPER #1 Findings

By October 1998, LightWise had made many positive strides.  It brought more and
varied CFLs into the Northwest market at a substantially lower price, and involved
many more retailers in selling and believing in CFLs.  However, prices were still too
high, the market share was still small, and many consumers were not familiar with
the product nor inclined to purchase the product.  In addition, the more rural markets
of Idaho and Montana were not adequately participating, the high power factor
requirement for program bulbs was interfering with manufacturer interest, and
retailers saw marketing and other support as inadequate.

Summary of MPER #2 Findings

Not surprisingly, findings in this report underscore that the 1998 LightWise strategy
did not foster many further program gains between October 1998 and May 1999,
when the new 1999 LightWise strategy began to be implemented.  In effect,
LightWise appeared stuck in a pattern that did not push it further toward market
transformation. Program bulb models remained at similar prices, market share did
not appear to change, the number of bulbs shipped was somewhat lower than
projected, further outreach and marketing was not yet done in rural and smaller
markets, and consumer awareness, attitudes, and barriers to purchase did not
change.  The one bright note was that non-program bulbs appeared to continue
downward in price, but were still far from a $10 price point goal.

The 1999 LightWise is operating under the program changes described above. To
what extent these changes will further transform the market will not be determined
until at least a year from now.  Still, initial data are encouraging.  Allowing normal
power factor bulbs led more manufacturers to participate in LightWise (an increase
from 3 to 6).  Having more manufacturers should increase competition, lower bulb
prices and encourage more bulb variety.  Notably, the lower incentive did not appear
to discourage manufacturers.

And, the Alliance’s decision to allow normal power factor CFLs in LightWise had
wider impacts.  It encouraged CEE and utilities around the country to include lower
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power factor CFLs in their endorsements and programs.  In addition, DOE used the
new LightWise specifications as a template for qualifying CFLs under its ENERGY
STAR® umbrella.

With a circuit rider team contacting utilities and retailers in Idaho, Montana, and
parts of eastern Oregon and Washington, more CFLs should be available in small
markets, with more retailers, utilities, and consumers being exposed to them.  And a
new marketing firm (Oliver and Russell from Boise, ID) is helping LightWise develop
point-of-purchase materials and a revamped marketing plan for 1999.  Still,
LightWise, while making progress, has a considerable way to go toward ensuring a
sustained, adequate market transformation for CFLs.

Key Indicator Status

The first MPER established key indicators for LightWise and measured how well it
met those indicators; these key indicators have been refined and updated in this
report, and some have been added.  The indicators, the progress of LightWise
against those indicators by May 1999, and notes on the strategies LightWise uses to
reach each indicator are shown in Table 1  below. The plus (+) or minus (–) signs in
the “Progress” column indicate positive or negative progress toward each respective
indicator between 1998 and 1999 measures.  Five areas of key indicators are
discussed: price, market share, retailer information, consumer views, and energy
savings.
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Table 1 - Key Indicators for LightWise Program

Price Indicators i Progress Strategy Notes
 1. Total prices of program

bulbs ii (including
incentives)  drop and
continue to drop.

+ Average total program bulb prices
(including incentives iii ) have dropped
since November 1997, when average
prices ranged from $13.70 to $27.11.
Prices for the same bulbs ranged from
$12.84 to $15.94 in April 1998, and from
$12.80 to $16.29 in November 1998.

 2. Shelf prices (without
incentives)  for program
bulb models are $10.00 or
less.

+ Four of six consistently tracked program
CFLs found in the November 1998 audit
were below the $10 goal (two between $8
and $9 and two between $9-$10).  The
remaining two were in the $11-$12 range.

Incentives to
manufacturers “buy
down” shelf prices
and will be phased
out as market
transforms.   A small
incentive drop ($.50)
did not affect prices.
The effect of the larger
drop from $4.50 to $3
for 1999 is unknown,
but more
manufacturers signed
on than ever before.

3. Shelf prices for comparable*
non-program  CFLs drop
and eventually equal the
prices of program bulbs.

*Six 1998 non-program CFLs
compared to the same six
program CFLs.

+ By the November 1998 store audit, four
of six comparable non-program CFLs
had dropped below their November 1997
levels but not below $10.

+ Shelf prices for five of six non-program
CFLs cost more than comparable
program bulbs, while one was equal.
When the $4.50 subsidy is considered,
however, the incremental cost rise for
three bulbs was less than the $4.50
incentive while the rise for the remaining
two was more.

Program bulbs will
pull down the prices
of comparable bulbs
without incentives.
The prices for other
manufacturers with
similar bulbs are not
tracked.

Market Share Indicator Progress Strategy Notes
4. Market share of CFLs

increases.
+ The original market share was assumed

to be to 0.  Market share is currently
estimated at 2.5%.
(We assume this share has been steady for
at least a year since parameters for
calculating market share haven’t changed.)

Market share
calculated using
survey data,
population figures,
and bulbs in an
average household.

                                           
i Price comparisons are made among 6 bulbs that have been consistently represented in 3 in-store
audits: November 1997, April 1998, and November 1998.  Figures used previously for “pre-program”
price comparisons (January 1996) were determined to be unreliable; thus the November 1997 prices
gathered at the first store audit are used as the baseline price data.  For more data on bulb prices, see
Chapter 3.
ii Unique bulb models within a store, across stores, are used in this analysis.
iii Manufacturers’ incentive was $4.50 at the time of these studies.  Shelf prices would be $4.50 less
than the prices listed.
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Retailer Indicators Progress Strategy Notes
 5. More qualified CFLs are

shipped to and sold in the
Northwest.   (Note:  The
program assumes shipped bulbs
closely match CFLs sold, since
CFLs are not returned to the
manufacturers.)

+ LightWise has increased the number of
qualified CFLs shipped to and sold in the
Northwest.   Few qualified CFLs existed
prior to LightWise.  134,156 were shipped in
1996, 203,998 units in 1997, 168,774 in
1998 (slightly less than expected), and
210,616 are planned for 1999.

− As of May 1999, 49,344 bulbs had been
shipped, somewhat behind schedule for
the year.  (Shipments didn’t begin until March
due to program changes.)

LightWise uses
retailers as partners
in the program and
manufacturers often
share incentives with
retailers.   The drop in
shipments in 1998
reflected one
manufacturer dropping
out that served many
small independent
retailers and several
retailer changes.

 6. The number of Northwest
retailers stocking qualified
CFLs year-round increases.

− Initially, retailers increased from 30 to
250 in 1997, then decreased to 145 in
1998, and are unknown for 1999.

− The number of retailers was especially
low in Idaho and Montana due to one
manufacturer dropping out, largely due
to the high power factor requirement.

Circuit rider outreach
in Idaho and
Montana should
increase the total.
LightWise operations
can be very sensitive
to manufacturer and
retailer changes.

 7. More retailers “regularize”
program CFLs by
consistent ordering and
promotions and by stocking
them in preferred locations.

+ 90% of LightWise retailers surveyed in
1998 report they regularly ordered CFLs.

+ MPER #1 reported more and better shelf
space and location since program
inception, as well as integration of
program and non-program bulbs, based
upon retailer opinions and store audits.
Due to store audit procedures, coverage
conclusions may not be accurate.

LightWise is
increasing retailer
support/training, and
will re-survey
retailers in August
1999. The in-store
audits will include
better measures of
coverage and
display.

 8. Retailer knowledge of CFLs
increases.

+ Retailers feeling knowledgeable about
CFLs increased from 37% in 1996 to 58%
in 1998.

– Due to low program coverage, retailer
knowledge may be lower in Montana and
Idaho.

Circuit rider service
emphasizes help for
small markets. Early
reports suggest
good response.

 9. Retailers are satisfied with
support for LightWise.

− Retailers were dissatisfied with
marketing and consumer education
support, manufacturer support, and
other support for Light Wise.

New circuit rider
service, marketing
materials, and more
manufacturer
support is designed
to up satisfaction.
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Consumer Indicators Progress Strategy Notes
 10. Consumer awareness of,

satisfaction with, and
likelihood to buy CFLs
rises .

− Virtually no changes were noted in
consumer awareness, satisfaction, and
likelihood to buy, between an April 1998
and April 1999 survey of 500 consumers.
In 1999:
• Only 57% of consumers were “aware” of

CFLs
• 17% had bought one or more CFLs in

the past five years.
• 18% were “very likely” to buy a CFL in

the future (current satisfied users plus
very interested non-users).

• While 52% of users were “very satisfied”
with their CFLs, 19% were very
dissatisfied.

Circuit rider service
and new marketing
materials help small
markets, but dollars
spent here may
detract large markets
efforts, which
determine market
share.  CFLs not
available in grocery
stores where most
buy bulbs.

 11. Consumer barriers to
purchase decrease.

− Consumer and retailers continue to
identify significant purchasing barriers,
including:
• High price and “sticker shock”

compared to incandescent bulbs
• Product unfamiliarity and lack of

persuasive marketing
• Lack of availability in grocery stores

where most people buy bulbs

Staff recognize need
to have grocery store
participation but
budget limits efforts.
1999 program has
more opportunity for
price competition.
The small marketing
budget may not have
much clout.

Manufacturer Indicators Progress Strategy Notes
 12. The number of qualifying

products expands.
+ The number of qualifying program CFLs

expanded from 6 in 1996, to 13 in 1997,
to 18 in 1998. However, only 13 models
were found in store audits in 1998.  Over
60 qualified models are expected in 1999.

More manufacturers
in 1999 and allowing
normal power factor
CFLs should up
number of qualified
bulbs.

13. Several manufacturers of
CFLs substantially compete
in the Northwest.

− Until 1999, only one manufacturer (Lights
of America), with low brand awareness,
had performed consistently in LightWise.

+ 6 manufacturers signed on for 1999, an
increase of 3 over 1998.  By May 1999, 2
had met product shipment goals, 2 had
shipped product but had not met full
goals, 2 had not shipped product.

+ Store audits now list 200 different
models of non-program CFLs.

The first step to
competition – more
manufacturers – has
been achieved.
Active participation
needs to be ensured.



LightWise Market Progress Evaluation Report 2 Executive Summary

99038MPER2.doc revised 9/3/99 Page 7

Manufacturer Indicators Progress Strategy Notes
14. Manufacturers expand

manufacturing of qualified
high power factor CFLs.

 

– The high power factor CFL requirement
discouraged some major manufacturers
from participating, produced higher bulb
prices, and hampered the variety and
distribution of CFLs throughout the
Northwest.

Allowing normal
power factor bulbs
for 1999 attracted
manufacturers, and
should encourage
competition, lower
prices, and more
bulb choice.

Energy Savings Indicators Progress Strategy Notes
 15. Energy savings meet cost-

effectiveness assumptions.
By the end of 1999, LightWise expects to
have shipped/sold over 717,500 CFLs,
thereby exceeding the original “buydown”
bulb assumptions (500,000), and the 215,000
buydown + induced sales figure of 715,000.

Some assumptions
for energy savings
calculations need to
be revisited.

 
 
Once again, it is important to note that the progress against key indicators shown in
the table above does not reflect the impact of significant changes already underway
for LightWise 1999 (as described above).

Conclusions and Recommendations

Each of the following recommendations is preceded by a discussion of the issues
that surround it.  These recommendations are in addition to the recommendations
the Alliance adopted at the end of 1998, and which LightWise is already putting in
place.

1. Issue: To date, LightWise has been hampered by a variety of factors, including
high power factor bulb requirements, limited manufacturer initiative and
competition, limited consumer education and retailer support, and changing
program contractors.  Despite these problems, it has brought many CFLs into the
Northwest, influenced downward prices for program and non-program bulbs, and
fostered CFL programs elsewhere.  However, a substantial price gap still
remains between CFLs and incandescent bulbs and many consumers are not
even minimally aware of this type of bulb (43%).  Even if they are, many are not
convinced they should buy them when they cost much more, are unfamiliar, and
are not available at their local grocery store.

Recommendation:  The Alliance should embrace even more fully the challenge
of transforming this market or stop the program.  Continuing with the current
level of effort will probably yield only modest changes that occur at a slow pace
and possibly not to a sustainable level.  To help further transform the market, at
least these steps should be taken:

• LightWise should be extended beyond Year 1999.  The current three-
year time frame is too short.
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• At the same time, greater efforts should be spent in educating consumers
about the applications and benefits for CFLs. Half the market or more is
not really aware of this bulb choice.  These efforts could be in the form of
targeted pilots that can be tracked to see if more intense education and
marketing can make a difference.  While LightWise has leveraged
manufacturer involvement with CFLs, it has been much less successful in
involving manufacturers in additional marketing and educational efforts.
Thus, LightWise needs to be more proactive in these areas.

• To ensure equity, attention to small markets should be continued.
However, marketing to small markets should not be at the expense of
large markets, which will be the largest determinant of market share.

2. Issue: The largest share of consumers conveniently buys their light bulbs in
grocery stores; currently, CFLs (LightWise or otherwise) are not in grocery
stores.  According to LightWise administrators, grocery stores are a difficult
venue in which to secure shelf space especially due to the expense of inventory
and relatively slow sales compared to other merchandise.  Some manufacturers
also appeared to think grocery store distribution was not feasible.

Still, in looking at the market from the consumers point of view, CFLs will not be
mainstreamed until they reach grocery store shelves or until consumers are
schooled to look elsewhere for their light bulbs (or at least are willing to spend
time going to and shopping at alternative locations).  Not having CFLs in grocery
stores does not mean that the market share cannot be increased or that market
transformation has not occurred to some degree.  Indeed, market transformation
could be defined as excluding grocery stores.  However, their lack as a
distribution point does appear to limit the program.

Recommendation: If not already known, LightWise staff should determine how
and if CFLs can be placed in grocery stores.  If groceries are a feasible
distribution channel, CFLs should be pilot tested with adequate support and
marketing.

3. Issue: While prices have dropped, they are not near a point where consumers
can make an easy purchase.  Even if bulbs generally reach the $10 level, which
was a good initial goal, the price needs to drop further so that buying CFLs can
be a routine purchase rather than a significant investment.  Even at $5, the price
is much more than an incandescent bulb.

Recommendation:  A new goal of a $5.00 price point should be set.  This is the
point at which manufacturers believe consumers will more readily buy CFLs.

4. Issue: Brand recognition for light bulbs resides primarily with General Electric
and, to a lesser extent, Sylvania.  Although many consumers report they buy the
cheapest bulbs, those that buy by brand most often choose these two
manufacturers.  Yet GE and Sylvania, while having participated in LightWise,



LightWise Market Progress Evaluation Report 2 Executive Summary

99038MPER2.doc revised 9/3/99 Page 9

consistently do not ship and, consequently, forfeit their bulb allocations.  While
Lights of America has been a very reliable partner, lack of the “big name guys”
limits the program’s effect on the market.

Recommendation:  If a bigger push is decided for LightWise, further effort should
be put toward determining how the recognized brand name manufacturers can
be more visible.

5. Issue:  Market transformation parameters are not clearly set for the program.
While we are assuming a 2.5% market share is low, others may view this level
as quite meaningful.  As described above, prices, while lower, may still have a
long way to go.  Or do they?

Recommendation:  Program staff and other experts should specify what levels of
price and market share constitute market transformation.

6. Issue: Since the future funding of LightWise is uncertain, the program, along with
the Alliance, has pursued national specifications for CFLs that match LightWise
specifications.  In May of 1999, CFLs became the latest addition to the ENERGY
STAR® family of products.

Recommendation:  LightWise should pave the way for its potential affiliation with
the ENERGY STAR® brand, particularly by working with the utilities to smooth
this transition from a regional “brand” to a national one.

7. Issue:  If the LightWise program is absorbed under or affiliated with ENERGY
STAR®, it will be possible to join the energy efficient lights and fixtures programs
together.  On the surface, joining them makes sense.  Fixtures and bulbs
logically go together, consumers may look for both at the same time, and looking
at these products together might solve “disconnects” in the marketplace.
However, the actual joining of these two programs may be more or less
complicated by the way in which each is constructed and the point at which each
market is positioned.  Many questions would need to be answered to determine
the compatibility of these two programs and the efficiencies of joining them
together.  For instance, how can program operations be integrated?  Are the
philosophies and purposes of each program similar?  Are the actors similar?

Recommendation:  The Alliance should explore the efficacy of merging these
programs.

8. Issue: Currently, the procedures used for the in-store audits do not allow a true
measure of bulb coverage at retailers, give little sense of volume in the stores,
use the aggregate of unique bulb models across stores as the basis for
calculating price, and appear to include unwieldy and less than useful data
collection requirements.  These store checks are a key mechanism for
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measuring program progress but it’s unclear whether they have provided
adequate measurement tools.

Recommendation: LightWise evaluators and staff should review in-store audit
procedures to see how they can be easier to implement and more amenable to
evaluation activities.  One suggestion is to make a representative sample of
bulbs the basis for determining average price, volume, and shelf-space
coverage. The procedures should continue to track the variety of bulb models
and their prices.

9. Issue:  Tracking of shipments and invoicing appears to plague program record
keeping, evidenced by unexpected payouts of incentives and issues with over
allocations.  Monthly reports of bulb shipments can be less than insightful and
difficult to understand.

Recommendation: Evaluators and LightWise staff should discuss how these
regular reporting mechanisms might be improved, and agreed upon
modifications should be implemented.
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1.0 LIGHTWISE INTRODUCTION AND BACKGROUND

Purpose

In early 1996, five Northwest utilities initiated LightSaver, a program to provide
incentives to manufacturers to increase production of energy-efficient screw-base
compact fluorescent light bulbs (CFLs) for the residential market.   Later that year
the Northwest Energy Efficiency Alliance (Alliance) adopted LightSaver as a market
transformation program, changed its name to LightWise, and expanded coverage to
include Idaho and Western Montana. LightWise will be present in eastern Montana
in the later half of 1999.

The goal of LightWise  is to accelerate residential consumer acceptance and
use of energy efficient bulbs that meet efficiency and quality specifications
established by the Alliance.  While the Pacific Northwest market is of central
interest, it is also hoped that this program will influence changes in the
national market.

 Greater consumer acceptance of CFLs matches the Alliance’s desire to spur greater
efficiency in lighting products and to transform the residential lighting market to one
where high efficiency lights are more regularly used.

LightWise was designed to overcome three major barriers that have hindered
market adoption of CFLs: limited product availability, high first cost, and limited
consumer demand.  Since its inception in 1996, the program has consisted of two
major interventions in the marketplace:

1. First, a performance based incentive paid to participating manufacturers to “buy
down” the shelf price of the bulb and to help pay for marketing and advertising of
the CFLs.  This approach, which differs significantly from many past utility CFL
programs that provided direct incentives to consumers, is intended to “invest”
manufacturers and retailers in developing the market for CFLs as well as reduce
the complexity and cost of many consumer incentive payments.

2. Second, consumer, retailer, and utility outreach, education, and marketing, both
by manufacturers, as part of their receiving incentives through LightWise, and
through separate LightWise efforts.

This report is the second in a series of Market Progress Evaluation Reports (MPER)
for LightWise.  These reports review the program’s progress and recommend how
changes in program strategy would enhance meeting its market transformation goal.

Key Findings from MPER #1

The first MPER (Final Draft, December, 1998) presented key findings from market
research beginning in early 1996 and running through October of 1998, including in-
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store audits, store and manufacturer records, program data, and surveys with
retailers and consumers.

Findings from the first MPER showed that LightWise had both pluses and minuses
in its pursuit of market transformation, but that overall, market transformation was
still in its infancy.  This should not be surprising given the market the Alliance is
trying to influence and transform.  LightWise desires to change consumer light bulb
buying patterns from a small, barely noticed purchase of a very familiar and
disposable item to a purchase of an unfamiliar and much more expensive, long-
lasting product.

The first MPER showed LightWise had made positive strides.  The program brought
more and varied CFLs into the Northwest market at a substantially lower price, and
involved many more retailers in selling and believing in CFLs.  But, prices remained
too high, the market share was still small, and many consumers were neither
familiar with nor inclined to purchase the product.  Manufacturer participation had
waned over the years and marketing obligations of participating manufacturers were
not fulfilled.  In addition, the more rural markets of Idaho and Montana were not
adequately participating, the high power factor requirement for program bulbs was
interfering with manufacturer interest, and retailers saw marketing and other support
as inadequate.

The first MPER established key indicators for success and measured how well the
LightWise met those indicators, as shown in Table 2  (taken from the Executive
Summary in MPER #1) below.

Table 2 - MPER #1 Key Indicators and Progress

Program Indicators  Program Status
 1.  Product prices
 2.  Shelf prices.
 3.  Prices for non-
participating CFLs.

Please refer to MPER #2 for all price comparisons, since price data
were recalculated since publication of MPER#1

 4.  The number of Northwest
retailers stocking qualified
CFLs year-round increases.

• The number of Northwest retailers stocking qualified CFLs year-round
increased from 30, prior to the program, to 250 in 1997.

•  However, the number dropped to 145 in 1998, largely due to the loss of
a major manufacturer that was the only supplier to many small retail
outlets.  In addition, a retailer with multiple outlets went out of business,
and another retailer had some financial troubles, which limited CFL
stocking.

• In 1998, 80% of participating retailers had program product in stock
compared to 84% in 1997.
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Program Indicators  Program Status
 5.  Retailers “regularize”
program CFLs by stocking
them in permanent, preferred
shelf locations and offering
periodic in-store promotions
rather than short-term
“special sale” prices.

• The 1996 – 1998 retailer audits show that most retailers integrate
program CFLs with non-program CFLs on regular shelf space as well
as in special, end-of-aisle displays.

• Significantly more CFLs are being stocked in preferred “eye-level”
location.

• In the 1998 retailer survey, 44% said they increased CFL shelf space
(for CFLs of all kinds) over the same time last year, while just 3% said
shelf space decreased.

• 91% of the retailers said they regularly stock LightWise CFLs during
peak lighting seasons.

 6.  More qualified CFLs are
shipped to and sold in the
Northwest.

• Prior to the program, few high-quality CFLs were shipped to retailers in
the Northwest.  LightWise shipped 134,156 in 1996, 203,998 units in
1997, and expects to ship 164,250 in 1998.  A reduction from the
original 1998 goal of 200,000 CFLs occurred due to late 1997 incentive
invoices that reduced the 1998 budget.  Note:  The program assumes
that the number of CFLs shipped, over time, closely matches the
number of CFLs sold, since CFLs are not returned to the
manufacturers.

 7.  Consumer awareness of
CFLs rises, consumer
satisfaction is high, and
consumers report they are
likely to buy CFLs in the
future.

• Consumer awareness and use of CFLs appears to be on the rise, but
awareness and satisfaction can still be improved.  Findings from
consumer surveys show that. . . . .

¾ 60% of all homeowners are “aware” of CFLs
¾ 46% have at least one CFL installed in their home
¾ Over half (52%) are “very satisfied” overall with their CFLs (program

and non-program CFL purchasers)
¾ Of the LightWise CFL purchasers, 74% are “very likely” to buy a CFL in

the future.
 8.  The number of qualifying
products expands. • The number of qualifying CFLs has expanded from 6 in 1996, to 13 in

1997, to 17 in 1998.
9.  Manufacturers expand
manufacturing of qualified
CFLs.

 

• Manufacturer commitment to high power factor CFLs is uncertain.  The
number of manufacturers participating in LightWise began at 2 in 1996
(Lights of America and Osram Sylvania), went up to 4 in 1997 (adding
MaxLite and Enertron), and was reduced to 3 in 1998 (losing Osram
Sylvania and Enertron but adding GE).  Osram Sylvania left due their
perception of high power factor CFLs as a “niche” market.

Approach and Organization of MPER #2

MPER #2 expands upon and refines the key indicator approach used in MPER #1.
(see Table 1  in the Executive Summary for a summary table of all indicators and
Chapter 2 for individual tables by type of indicator).  This MPER is organized into the
following sections:

• The Executive Summary pinpoints the progress of LightWise, discusses key
issues, and provides recommendations.

• Chapter 1 relays the background of LightWise, presents key findings from the
first MPER, describes the current MPER, and explains the multi-faceted
evaluation approach.
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• Chapter 2 narrates in more detail the program’s status and progress to date.

• Chapter 3 summarizes the results of the in-store audits of CFLs in November
1999 and compares them, where possible, to previous audit results.

• Chapter 4 discusses the interviews with manufacturers conducted in March
1999.

• Chapter 5 analyzes the results of the consumer survey completed in April 1999,
and compares the results with key findings from a similar survey in April 1998.

Data Collection Activities for MPER #2

 Please Note:  The evaluation activities conducted for this MPER (from September
1998 to April 1999) relate only to the 1998 version of LightWise.  This report also
describes the content and “hoped-for” effects of the 1999 LightWise strategies; only
further research can capture their effects.
 
 Data collection activities discussed in this report include:

• A November 1998 in-store audit
• March 1999 in-depth interviews with manufacturers
• An April 1999 survey of 500 consumers about light bulbs
• Review of program data and interviews with program contractors and staff
• Review of CFL programs in California and in the Northeast

 
 Table 3 below summarizes LightWise evaluation and research activities to date.  A
subsequent market progress evaluation report will be issued in December 1999.

Table 3 - Completed and Planned LightWise Research/Evaluation Activities

(Bold items  indicate activities discussed in this MPER; italicized items indicate future activities)

TASK DATES PURPOSE PARTICIPANTS
In-store CFL audits
(program and non-
program CFLs)

1996: Jan., Aug., Nov.
1997: March, May, Nov.
1998: April, Nov.
1999: November

Gather data on CFLs  -
models, watts, styles, and
prices.

34 to 58 stores in
OR, WA, ID, and
MT.

Consumer survey
(telephone
interviews)

1998: April
1999: March

Gather data on consumers’
light bulb habits, awareness
of and interest in CFLs

500 households in
OR, WA, ID, and
MT.

Manufacturer
Interviews

1999: March ,
September

Gather data on manufacture
views about LightWise and
CFLs

Executive
Interviews (by
telephone)

1996 – 1998
1999: May

Gather staff views and
history of LightWise.

Program
administrators/staff

Retailer survey (by
telephone)

1996: November
1997: May
1998: August
1999: September

Gather data on retailer
knowledge of and attitudes
toward CFLs.

30 to 36
participating
retailers in OR,
WA, ID and MT.
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TASK DATES PURPOSE PARTICIPANTS
LightWise Purchaser
Survey (by
telephone)

1997: April
1999: November

Gather data on consumer
satisfaction with program
bulbs.

405 purchasers of
program bulbs in
OR, WA, ID, MT.

Internet research 1996 – 1998 Gather background
information for internal use
and Market Progress
Evaluation Report.

N/A

Customer comment
cards (Return of card
attached to
LightWise CFL)

1996 – 1998 Gather data on LightWise
purchasers.  Database is
also used for Purchaser
telephone survey.

25,000 to 30,000
LightWise
purchasers from
OR, WA, ID, and
MT.

Customer Intercept
Survey (in-person
interview)

1996: November
1997: June

Gather data about why
customers select CFLs
versus incandescent light
bulbs.

20 to 30 consumers
shopping for light
bulbs at stores in
OR and WA.

Clipping service 1997 Collect CFL articles and
promotional advertisements.

Daily and weekly
papers in OR, WA,
ID, and MT.
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2.0 PROGRAM PROGRESS

Changes for the 1999 LightWise Program

 Overall, until 1999, LightWise had made few major changes since its inception.
However, based upon the findings from MPER #1, as well as input from Alliance
staff and board and program contractors, notable changes are underway for 1999.
In addition, LightWise is currently scheduled to be phased out at the end of 1999.
However, the Alliance is in the process of reviewing its portfolio and will determine
future direction in the fall of 1999.
 
 The 1999 changes for LightWise are described below.
 
1. Including normal power factor CFLs.  During its first years of operation,

LightWise required that program bulbs have a high power factor (PF) and a low
level of total harmonic distortion (THD) – qualities that Alliance utilities wanted in
the bulbs but which did not concern consumers.  Meeting these specifications
incurred additional production costs, increased the price of the bulbs, decreased
the number of types of bulbs available, discouraged some manufacturers from
participating, and did not enhance consumer buying.  Thus, beginning in 1999,
the Alliance decided to drop these requirements.  This decision resulted in more
manufacturers participating in the program (increase from 3 to 6), and will
hopefully result in a broader range of lower priced, more appealing, and better-
marketed CFLs.

An issue that emerged from lowering the power factor was how to handle
existing qualifying product made by participating manufacturers that was already
on the shelves.  Some manufacturers have, on their own, given money to
retailers to mark down existing products.  In addition, LightWise allowed some
manufacturers (e.g., Phillips and Osram Sylvania) to “retroactively” receive
incentives for and sticker small portions of their bulbs that were already on store
shelves.  This was intended to help move existing inventory, motivate
manufacturers and retailers to replace old product with new product, and ensure
a quicker manufacturer “presence” on store shelves (given the new players and
products for the 1999 program).

2. Lowering the incentive from $4.50 to $3.00.  While incentives to
manufacturers are key to lowering shelf prices of CFLs in the short term, the
intent, over time, is to transform the market by increasing demand and lowering
production costs.  Thus, the goal has been to lower the incentive over time.  The
incentive was $5.00 for each CFL shipped in 1996 and 1997 and dropped to
$4.50 in 1998.  The incentive was dropped more substantially to $3.00 for 1999.
This lower incentive, coupled with the change to normal power factor bulbs that
are cheaper to produce and seen as more “regular” merchandise by
manufacturers, did not appear to discourage manufacturers from participating.
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3. Devoting more resources to small and rural area marketing.  Despite
requests from LightWise implementers and retailers to increase marketing and
education budgets, and evidence that almost half of consumers know little or
nothing about CFLs, marketing efforts have been a small portion of LightWise’s
direct activities and budget.  Manufacturers, as part of their participation in the
program, are required to support these efforts, especially by attaching a
LightWise sticker to each CFL.  Manufacturers and retailers are also expected to
engage in education and promotional activities, but these efforts have been less
than consistent.

Overall, LightWise has achieved more success in major population areas in
Washington and Oregon, where product has been primarily shipped to regional
chains, than in more rural Idaho and Montana where small independent stores
dominate.   Small, rural retailers experienced two major barriers to joining
LightWise:

• They only purchase CFLs in small quantities.  Manufacturers thus have little
interest in their orders and, in addition, charge high prices for small quantities.

• Those who have purchased CFLs tended to still have high priced product still
remaining on the shelves

To address these market barriers, LightWise introduced:

• A “master distributor” to represent a variety of CFL products, so that retailers
could buy in small quantities for lower prices.  However, the venture found out
that small retailers have strong allegiances to current suppliers (especially if
they are part of a franchise chain such as Ace or TruServ), and did not want
to use the services of the master supplier.  Thus, LightWise is now working
with existing distributors to involve them with LightWise.

• A circuit rider team to circulate through Montana, Idaho, and eastern
Washington and Oregon to work with utilities, retailers, and, to some extent,
consumers.

LightWise has also proposed:

• A Retail Promotional Package that would provide incentives to mark down the
price of existing CFL inventory, so that the product can be sold and new
product can be introduced through LightWise.  To receive the incentives,
retailers would need to agree to participate, mark down existing product, hold
in-store promotions to coordinate with the price reductions, and place a small
fixture or torchiere order.

4. Developing new marketing materials.  Oliver and Russell is developing new
point-of-purchase marketing materials and an overall marketing strategy for
1999.  These will be especially applied to small markets but also will be used
throughout the four states.  (Note: Given the limited marketing budget, the
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emphasis on smaller markets will result in less marketing and outreach in urban
areas that, in turn, could affect market share.)

The changes in 1999 for LightWise meant that shipments of bulbs for 1999 did not
begin until March (with only one manufacturer), so that most new product will only
arrive in stores by May, with the first milestone of the year set for May 31.  (In the
interim, the 1998 program parameters continued through January 31, 1999.
Shipments were not made in February 1999, but product was still visible on the
shelves.)  Hiring of a circuit rider team for rural and small markets also took time and
got underway in early April.  In addition, it was necessary to hire a new marketing
firm, which also delayed these efforts until mid-year.

Note on Lights of America

Lights of America (LOA) only manufactures compact fluorescent bulbs, and has
been the mainstay of LightWise; where other manufacturers could not meet bulb
shipment expectations, LOA met their allocations and were allocated more.  To
date, LOA has been the largest supplier of LightWise bulbs.  Some quality problems
have plagued LOA, including early product failure and lower than expected light
output, but LOA has taken steps to correct these problems.

In 1999, LOA pre-sold CFLs to retailers based on assumed allocation awards.  All
major home improvement retailers (i.e., big box stores) in the Northwest, including
Home Depot, Home Base, and Eagle, placed orders for over 120,000 CFLs.  LOA
also received a contract with TruServ to supply their 750 stores in the Northwest.
LightWise was not prepared for this level of success so early in the 1999 year, and
was only able to provide incentives for the first 32,000 bulbs.  However, LOA, as the
long-time reliable participant in LightWise decided to label and attach the program
reply card to the first 120,000 bulbs shipped, in addition to holding the product to the
LightWise price.  Thus, at the time of this report, although some reallocation was
made after the first milestone, LOA must cover the cost of the incentive for the
“extra” bulbs unless further reallocations occur.

LightWise Influence on the Wider Development of the CFL Market

The Alliance decision to allow normal power factor CFLs and remove THD
requirements greatly influenced the CFL market development outside of the
Northwest.  Utilities in California and New England, along with other organizations
interested in furthering CFL markets (e.g., the Consortium for Energy Efficiency,
U.S. DOE), are using LightWise specifications and approaches.  Notably, U.S. DOE
recently adopted the LightWise specifications as a template for CFLs requirements
under their ENERGY STAR® umbrella.  Pacific Northwest National Lab’s volume
purchasing program for developing the sub-compact CFL market is also using
LightWise specifications.

Finally, at the recent LightFair (the lighting industry’s major trade show), interest in
the CFL market appeared to be stronger, as evidenced by the influx of Chinese
manufacturers wanting to find distributors for their CFLs in the U.S., and U.S.
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manufacturers showing greater interest in product testing and affiliating with the
ENERGY STAR® rating.

Key Indicators of LightWise Progress

 The progress of LightWise against six key types of indicators are discussed in this
chapter:
 

• Bulb prices
• Market share
• Retailer indicators
• Consumer indicators
• Manufacturer indicators
• Energy savings indicators

A summary of the progress of LightWise against these indicators by May 1999, and
notes on the strategies LightWise uses to reach each indicator are presented in
most sections. The plus (+) or minus (–) signs in the “Progress” column indicate
positive or negative progress toward each indicator; no change between 1998 and
1999 measures is also indicated.

Bulb Prices

Lower bulb prices are crucial to mainstreaming the CFL market and lowering CFL
shelf prices has been the central thrust of LightWise.  The baseline prices for bulbs
are from November 1997 store audit results, a year after LightWise began.  Six
comparable program and non-program CFL bulb models have been consistently
tracked in subsequent audits and are used as the basis for comparison in this
report.  Please bear in mind that shelf prices for program CFLs do not include the
$4.50 subsidy for the bulbs.

As shown in Table 4 below, prices for most program and non-program CFLs have
dropped since November 1997.  The shelf prices of most program CFLs are
between $8 and $10, meeting the shelf price goal of $10 or less.   Except for one
model where the prices are similar, non-program bulbs cost more than program
bulbs and are above the $10 shelf price goal.   However, for four of six bulbs, the
price differential between the subsidized price of program bulbs and the non-
subsidized price of non-program bulbs is less than the $4.50 incentive.  This
suggests the market is responding to the LightWise pricing beyond the level of the
incentive.  (Please see Chapter 3 for a list of prices for specific bulb models that
have been tracked and more information on bulb prices.)
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Table 4 - LightWise Progress On Price Indicators

Price Indicators iv Progress Strategy Notes
 1. Total prices of program

bulbs v (including
incentives)  drop and
continue to drop.

+ Average total program bulb prices for six
consistently tracked bulbs (including
incentives vi) have dropped since
November 1997, when average prices
ranged from $13.70 to $27.11.  Prices for
the same bulbs ranged from $12.84 to
$15.94 in April 1998, and from $12.80 to
$16.29 in November 1998.

 2. Shelf prices (without
incentives)  for program
bulb models are $10.00 or
less.

+ Four of six consistently tracked program
CFLs found in the November 1998 audit
were below the $10 goal (two between $8
and $9 and two between $9-$10).  The
remaining two were in the $11-$12 range.

Incentives to
manufacturers “buy
down” shelf prices
and will be phased
out as market
transforms.   A small
incentive drop ($.50)
did not affect prices.
The effect of the larger
drop from $4.50 to $3
for 1999 is unknown,
but more
manufacturers signed
on than ever before.

3. Shelf prices for comparable*
non-program  CFLs drop
and eventually equal the
prices of program bulbs.

*Six 1998 non-program CFLs
compared to the same six
program CFLs.

+ By the November 1998 store audit, four
of six comparable non-program CFLs
had dropped below their November 1997
levels but not below $10.

+ Shelf prices for five of six non-program
CFLs cost more than comparable
program bulbs, while one was equal.
When the $4.50 subsidy is considered,
however, the incremental cost rise for
three bulbs was less than the $4.50
incentive while the rise for the remaining
two was more.

Program bulbs will
pull down the prices
of comparable bulbs
without incentives.
The prices for other
manufacturers with
similar bulbs are not
tracked.

Market Share Indicator

At the start of LightWise, there were virtually no high power factor CFLs in the
Northwest.  Thus, we assume high power factor CFLs had 0% of the market in
January 1996.  We also assume a slightly higher market share for all CFLs: 1%.

To determine a current “back of the envelope” estimate for the total CFL market
share, we took the steps outlined in the table below.  (Unfortunately, the calculation
of market share for the LightWise program must draw upon a number of different
assumptions, data, and estimates, since there is no available source that will
provide us with actual sales data.)  As shown in Table 5 below, this set of
                                           
iv Price comparisons are made among 6 bulbs that have been consistently represented in 3 in-store
audits: November 1997, April 1998, and November 1998.  Figures used previously for “pre-program”
price comparisons (January 1996) were determined to be unreliable; thus the November 1997 prices
gathered at the first store audit are used as the baseline price data.  For more data on bulb prices, see
Chapter 3.
v Unique bulb models within a store, across stores, are used in this analysis.
vi Manufacturers’ incentive was $4.50 at the time of these studies. Shelf prices would be $4.50 less
than the prices listed.
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calculations reveals a notable market share increase to 2.5% or nearly 4 million
CFLs of which LightWise CFLs made up about 500,000 units or 12% of all CFLs in
the Northwest.  While it’s not possible to know how many other CFL purchases
LightWise might have influenced, it is likely that there is also some spillover effect to
non-program bulbs. (It needs to be kept in mind, however, that the market share
overall is still very small.)

Table 5 - Steps for Calculating Market Share

Step Statistics Source/Calculation
1. Determine total number of

households occupied in NW
5,146,000 Source: 1997 Census data plus projected

increase provided by the Alliance
2. Estimate % of HH that have

bought a CFL
16% Source: 1998 LightWise Consumer Survey

3. Estimate number of light
bulbs in average HH

30 Source: MPER #1

4. Estimate total light bulbs in
NW HH

154,380,000 Calculation: light bulbs per home times
population

5. Estimate average number
of CFLs in a HH, which
purchased a CFL.

4.62 Source/Calculation: Weighted average based on
1998 consumer survey that asked how many
light bulbs consumers had bought. (Note:
Question used ranges, so halfway point in the
range was used.)

6. Estimate number of CFLs in
NW

3,803,923 Calculation:  4.62 average CFL per HH X (.16 X
5,146,000 NW HH)

7. Estimate market share .025 or 2.5% Calculation:  3,803,923 CFLs / 154,380,000 total
light bulbs in NW

Retailer Indicators

Retailer indicators have been mixed during the life of the LightWise program, as
shown in Table 6  below.  Program administrators understand that retailers are a key
piece of widening the CFL market, and have successfully pursued their cooperation.
Still, LightWise is vulnerable to changes in the retail market (e.g., mergers), changes
in relationships between manufacturers and retailers, and changes in the financial
picture of retailers.  For instance, when Osram Sylvania dropped out of the program
in 1998, it left many small independent retailers without a supplier and the figures
show retailer numbers dropped and considerably fewer bulbs were shipped in 1998
than in 1997.

On the plus side, the number of qualified LightWise CFLs in the Northwest has
certainly risen since before the program, and the number of bulbs planned to be
shipped in 1999 is the highest ever – over 210,000.  Retailer knowledge of CFLs
has steadily increased at least in large markets and most retailers in the program
regularly order CFLs, stock them in preferred and long-term locations, and believe
they have a future in the marketplace.

On the less positive side, retailers have felt consumer marketing and education
assistance from the program and from manufacturers has not been adequate.
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Small markets, in particular have felt neglected compared to large market chain and
“big box” retailers.  While the 1999 program has heightened its efforts for these
small market retailers, this will draw resources from the I-5 corridor retailers, who
also have been dissatisfied with marketing and education help.

Table 6 - LightWise Progress on Retailer Indicators

Retailer Indicators Progress Strategy Notes
 5. More qualified CFLs

are shipped to and
sold in the
Northwest.   (Note:
The program assumes
shipped bulbs closely
match CFLs sold, since
CFLs are not returned to
the manufacturers.)

+ LightWise has increased the number of
qualified CFLs shipped to and sold in the
Northwest.   Few qualified CFLs existed prior to
LightWise.  134,156 were shipped in 1996, 203,998
units in 1997, 158,900 in 1998 (slightly less than
expected), and 210,616 are planned for 1999.

− As of May 1999, 49,344 bulbs had been shipped,
somewhat behind schedule for the year.
(Shipments didn’t begin until March due to program
changes.)

LightWise uses
retailers as partners
in the program and
manufacturers often
share incentives with
retailers.   The drop in
shipments in 1998
reflected one
manufacturer dropping
out that served many
small independent
retailers and several
retailer changes.

 6. The number of
Northwest retailers
stocking qualified
CFLs year-round
increases.

− Initially, retailers increased from 30 to 250 in
1997, then decreased to 145 in 1998, and are
unknown for 1999.

− The number of retailers was especially low in
Idaho and Montana due to one manufacturer
dropping out, largely due to the high power
factor requirement.

Circuit rider outreach
in Idaho and
Montana should
increase the total.
LightWise operations
can be very sensitive
to manufacturer and
retailer changes.

 7. More retailers
“regularize” program
CFLs by consistent
ordering and
promotions and by
stocking them in
preferred locations.

+ 90% of LightWise retailers surveyed in 1998
report they regularly ordered CFLs.

+ MPER #1 reported more and better shelf space
and location since program inception, as well
as integration of program and non-program
bulbs, based upon retailer opinions and store
audits.  Due to store audit procedures, coverage
conclusions may not be valid.

LightWise is
increasing retailer
support/training, and
will re-survey
retailers in August
1999. The in-store
audits will include
better measures of
coverage and
display.

 8. Retailer knowledge
of CFLs increases.

+ Retailers feeling knowledgeable about CFLs
increased from 37% in 1996 to 58% in 1998.

– Due to low program coverage, retailer
knowledge may be lower in Montana and Idaho.

Circuit rider service
emphasizes help for
small markets. Early
reports suggest
good response.

 9. Retailers are
satisfied with
support for
LightWise.

− Retailers were dissatisfied with marketing and
consumer education support, manufacturer
support, and other support for Light Wise.

New circuit rider
service, marketing
materials, and more
manufacturer
support is designed
to up satisfaction.
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Consumer Indicators

Consumer awareness, perceptions, and bulb buying habits are a significant
challenge for LightWise.  Between April 1998 and April 1999, when random sample
surveys were conducted with 500 consumers in the Northwest, no changes occurred
in consumer awareness (43% have never heard of CFLs, even when prompted),
buying behavior (17% have bought one in the past 5 years), satisfaction with CFLs
(1 of 5 were very dissatisfied), or likelihood to buy a CFL in the future (18% very
likely).

As shown in Table 7 below, strong barriers continue in the marketplace, particularly
with the shock of high prices (compared to incandescent bulbs), lack of familiarity
and trust in the technology, along with a lack of proof CFLs will do what they claim,
and unavailability of CFLs in grocery stores, where the majority of consumers are
used to buying their light bulbs.

Table 7 - LightWise Progress on Consumer Indicators

Consumer Indicators Progress Strategy Notes
 10. Consumer

awareness of,
satisfaction with, and
likelihood to buy
CFLs rise .

− Virtually no changes were noted in consumer
awareness, satisfaction, and likelihood to buy
between an April 1998 and April 1999 survey of
500 consumers.  In 1999:
• Only 57% of consumers were “aware” of CFLs
• 17% had bought one or more CFLs in the past

five years.
• 18% were “very likely” to buy a CFL in the

future (current satisfied users plus very
interested non-users).

• While 52% of users were “very satisfied” with
their CFLs, 19% were very dissatisfied.

Circuit rider service
and new marketing
materials help small
markets, but dollars
spent here may
detract large markets
efforts, which
determine market
share.  CFLs still not
available in grocery
stores where most
buy bulbs.

 11. Consumer barriers to
purchase decrease.

− Consumer and retailers continue to identify
significant purchasing barriers, including:
• High price and “sticker shock” compared to

incandescent bulbs
• Product unfamiliarity and lack of persuasive

marketing
• Lack of availability in grocery stores where

most people buy bulbs

Staff recognize need
to have grocery store
participation but
budget limits efforts.
1999 program has
more opportunity for
price competition.
The small marketing
budget may not have
much clout.

 

Manufacturer Indicators

Relationships with manufacturers have probably been one of the most varied – and
sometimes dicey – aspects of LightWise.  Manufacturers do not agree upon the
future of the CFL market, and definitely have not agreed upon the need for a high
power factor bulb, which has deterred some manufacturers from participating.
Although more than one manufacturer has always participated in the LightWise
program, they have not always performed.
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The stalwart Lights of America, which only produces CFLs, has been the mainstay
manufacturer of LightWise, shipping bulbs when no one else did.  They have
continued to improve their product, which has been criticized for bulb failure and
other quality issues.  While a devoted participant, LOA is not a household name in
lights.

In 1999, the number of manufacturers that have signed on to participate is six –
double the number if 1998, and the most ever for LightWise.  However, it remains to
be seen to what degree these manufacturers will meet the expectations of the
program.

Still, as shown in Table 8  below, the number of qualifying CFLs keeps expanding
each year, from 6 in 1996 to 18 in 1998; the number is expected to take a quantum
leap to 60 in 1999.  Non-program CFLs also keeps expanded – to over 200 in 1998.

Table 8 -  LightWise Progress on Manufacturer Indicators

Manufacturer Indicators Progress Strategy Notes
 12. The number of

qualifying products
expands.

+ The number of qualifying program CFLs
expanded from 6 in 1996, to 13 in 1997, to 18
in 1998. However, only 13 models were found
in store audits in 1998.  Over 60 qualified
models are expected in 1999.

More manufacturers
in 1999 and allowing
normal power factor
quality should up
number of qualified
bulbs.

13. Several manufacturers
of CFLs substantially
compete in the
Northwest.

− Until 1999, only one manufacturer (Lights of
America), with low brand awareness, had
performed consistently in LightWise.

+ 6 manufacturers signed on for 1999, an
increase of 3 over 1998.  By May 1999, 2 had
met product shipment goals, 2 had shipped
product but had not met full goals, and 2 had
not shipped product.

+ Store audits listed now list 200 different
models of non-program CFLs.

The first step to
competition – more
manufacturers – has
been achieved.
Active participation
needs to be ensured.

14. Manufacturers expand
manufacturing of
qualified high power
factor CFLs.

 

– The high power factor CFL requirement
discouraged some major manufacturers from
participating, produced higher bulb prices,
and hampered the variety and distribution of
CFLs throughout the Northwest.

Allowing normal
power factor bulbs
for 1999 attracted
manufacturers, and
should encourage
competition, lower
prices, and more
bulb choice.
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Energy Savings

This section:

• Explains the original key assumptions for impacts and cost-effectiveness for the
LightWise program

• Calculates the projected energy savings for the program based on these
assumptions

• Suggests revisions to the key assumptions based upon current evaluative data

Key Assumptions

Duration of the LightWise Program

The Alliance assumed the program would last three years, from late 1996 through
the end of 1999.

Cost of the LightWise Program

The Alliance included its costs of LightWise incentives and program operation, as
well as the costs for consumers who buy LightWise bulbs.  However, it was also
assumed LightWise would influence other CFLs to be bought both during the
program and afterwards, so these costs to consumers are also included (“spillover”
effect). The Alliance assumed the cost of LightWise to be $2.545 million over the 3-
year life of the program.

Bulb Prices

The Alliance assumed the pre-program bulb price for a high power factor CFL would
be $12.50 per bulb while post-program, the same bulb would cost $10.00.

Increased Sales of High Power Factor CFLs

Table 9 below shows the Alliance assumptions for sales of high power factor CFLs
under LightWise: the Alliance expected 500,000 CFLs with incentives (or “buy-
downs) to be sold over the 3 years of LightWise operation, and that sales of
215,000 more CFLs would be induced due to LightWise but not be covered by an
incentive (spillover sales), for a total of 715,000 bulbs.

The “spillover” assumption was estimated from a LightWise survey of participants
that found that 30% of all respondents bought CFLs again, 40% of which bought
non-discounted bulbs generating a net market impact for spillover of 12 percent.
Seventy five percent of all respondents to the LightWise survey also indicated that
they were likely to buy CFLs in the future.  In addition, during the initial phase of the
LightWise program the market responded by reducing product costs and increasing
product options.
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These survey results and currently observed market effects support the assumption
that the program will induce additional bulb purchases in the range of the 30%
originally assumed.  However, if this program induces a reduction in the first cost of
high quality compact fluorescent bulbs from the pre-program average cost of $12.50
per bulb to an post-program average cost of $10.00 per bulb it will be regionally
cost-effective from a total resource cost perspective without the need to take credit
for any additional market effects (e.g., spillover sales of non-buydown bulbs).

Table 9 - Increased Sales of High Power Factor CFLs

Period
Program “Buydown”

Sales – CFLs
Induced Sales -

CFLs
Total CFLs

Program Life 500,000 165,000 665,000
Market Effects - 50,000 50,000
Program + Market 500,000 215,000 715,000

Key Findings

The Alliance’s notes on cost-effectiveness add this analysis: “The annual electricity
savings assumption per bulb has been increased from an initial estimate of 50 kWh/year to 72
kWh/year. This assumption was revised based on the sales weighted wattage of CFLs sold (as
reported by manufactures) and the sales weighted wattage of incandescent replaced based on
purchaser survey reports.

Table 10 below depicts the consumer perspective in simple payback terms,
depending upon two scenarios for the cost of energy, with the payback being slightly
less post-program than pre-program in each case.

Table 10 - Consumer Payback

Consumer Perspective Payback in Years
Simple Payback Period @ 0.5 Cents/ kWh

Pre-program at $12.50 4
Post-Program at $10.00 3

Table 11 below takes the 715,000 assumed bulb sales and multiplies that number
by the annual kWh savings of 72 to show that the cumulative lifetime savings
projected for LightWise is 51,480,000 kWh or 5.876 aMW.
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Table 11 - LightWise Progress on Energy Savings

Energy Savings Indicators Progress Strategy Notes
 15. Energy savings meet

cost-effectiveness
assumptions.

By the end of 1999, LightWise expects to have
shipped/sold over 708,000 CFLs, thereby
exceeding the original “buydown” bulb
assumptions (500,000), and approaching the
215,000 buydown + induced sales figure of
715,000.

See discussion of
the need to revisit
assumptions below.

Revisiting Original Assumptions

The following assumptions should be reviewed, given program changes and
additional evaluative information.

1. “High Power Factor.”  The original estimates assumed all bulbs would have
a high power factor rather than a normal power factor.  This produced higher
average bulb costs.  In 1999, LightWise will allow normal power factor CFLs
and this should be calculated into the overall savings/benefit assumptions.
In addition, the baseline penetration rate should be updated to reflect the
inclusion of normal power factor bulbs in the program.

2. “Types of Bulbs Bought.”   If possible, the weighted average of the various
types of CFLs displacing incandescent bulbs should be updated, even if only
qualitative data is available from manufacturers.

3. “Buy Again.”  The assumptions used data from a survey of LightWise
participants, not a general population sample.  The 1998 and 1999 consumer
surveys may suggest different “buy again” assumptions, since these were
general population surveys, and not just consumers who had responded with
the program card (who might be more or less enthusiastic than a random
sample).

4. “Average Bulb Price.”   Both pre- and post-venture CFL price assumptions
should be revisited.  The pre-venture cost of  $12.50 appears to be low
based on initial store audit information.  The post-venture prices may be
high, given that prices appear to keep going down, with several bulbs under
$10 (again, based upon store audit data).

5. “Utility Costs.”  Actual expenditures should be compared to projected
expenditures.

ENERGY STAR® Affiliation

Over the past year, the Alliance and LightWise have been working through the
Consortium for Energy Efficiency’s (CEE) Lighting Committee to develop a national
specification for CFLs.  Their intent was to make this specification compatible with
the LightWise specification.  Recently, CFLs joined the ENERGY STAR ranks,
allowing LightWise to affiliate with a national presence and give up its regional
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branding.  While some utilities may prefer the LightWise name, the national
affiliation will help the future of CFLs in general, and those in the Northwest as well.
This affiliation will be especially important if the Alliance chooses not to support
LightWise after 1999.
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3.0 IN-STORE CFL AUDITS

Purpose

Since January 1996, in-store CFL audits or “distribution checks” have been
conducted at retail locations in Washington, Oregon, Idaho, and Montana.  While
other research activities – such as telephone surveys with consumers or retailers –
explore attitudes and knowledge about CFLs, the purpose of the in-store audit is to
assess CFL availability, stocking practices, and prices.  Results of the in-store audits
are central to measuring progress toward key indicators for LightWise.

This section of MPER #2 describes the results of the most recent in-store audit
conducted in November 1998 and compares these results, where possible, to
previous audit findings from April 1998.

Methodology

 According to LightWise documents, the audit methodology has changed somewhat
over time as presence of CFLs has grown in stores in the Northwest.  These
changes are briefly discussed in the next sections; however, the focus is on the last
two audits conducted since they had consistent methods.  Throughout the operation
of LightWise, Gilmore Research Group has conducted the in-store audits, and, until
this report, has analyzed the results.

Sample of Stores

The original baseline sample of stores (January 1996) included a cross-section of
major residential lighting suppliers in Oregon and Washington.  The sampling
methodology allowed additional participating retailers to be included as they joined
the program and comparisons of participating and non-participating retailers.

 With the November 1997 audit, non-participating stores were excluded so that the
audits could focus on “participating” stores, defined as stores that had ordered
LightWise product within the twelve months prior to the audit.  Stores were chosen
based on geographic location, budget, and availability of field inspectors, and the
sample should not be considered geographically representative of all participating
stores.  While the number of stores has ranged from 32 to 58, the 40 stores audited
in November 1998 were, with one exception, the same stores audited in April 1998.
In each case, 145 stores were participating in LightWise.  Most of the audited stores
were evenly divided between Washington and Oregon (87%) with the rest in Idaho
(10%) and Montana (3%)

Procedures

 Store visits are not pre-arranged.  Auditors follow prescribed data collection
procedures; in general, auditors are recording the unique CFL models or types in
each store, rather than taking a census or a sample of bulbs on display.  The form



LightWise Market Progress Evaluation Report 2 3.0 In-Store CFL Audits

99038MPER2.doc revised 9/3/99 Page 30

used for recording data in each store for the November 1998 audit was the same
form used in the April 1998 audit.  For each CFL model found, these data were
recorded:
 

• Manufacturer, Model number

• Wattage, Description of Tube style (e.g., twin, quad, reflector)

• Presence of screw base (yes/no)

• Power factor (high, normal, don’t know)

• Presence of LightWise sticker (yes/no)

• Location of Display (e.g., shelf, endcap, wall)

• Original price, and where applicable, Sale price, Store coupon amount, and
Incentive amount

• Cost at register

• Lineal footage devoted to all CFLs
 
 The model number, wattage, tube style, screw base, and power factor data identify
the technical characteristics of the bulb.  Display and height data are collected to
learn where retailers position CFL products in their stores.  The price data informs
the program about the cost of the model and, of particular interest, whether retailers
are selling LightWise CFLs for the program’s target price of $10.00 or less.  Lineal
footage data shows how much space retailers allocate to all CFLs in their store.

Capsule Summary of Key Findings

 Table 12  below presents highlights from the November 1998 in-store audit, and
where possible, compares them with April 1998 audit findings.
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Table 12 -  Highlights of November 1998 In-Store Audit

Product Stocking

• The proportion of audited stores carrying program bulbs has increased from 32 out of 40
(80%) in the April 1998 audit to 35 out of 40 (85%) in November.

• Thirteen (13) out of the 18 program bulbs for 1998 were found in stores in the November
1998 store check.

• Three (3) manufacturers of program bulbs (LOA, Sylvania, and GE) were represented in the
November 1998 store check, the same as in April 1998.

Product Placement

• Total lineal footage devoted to all CFLs audited in November 1998 was 611 lineal feet, with
an average of 15.28 feet per store. (Comparable data was not provided for April 1998.)

Product Prices

• Average shelf prices of six consistently tracked program and non-program bulbs dropped
between November 1997 and November 1998.  Program bulbs in November 1998 ranged
from $8.30 to $11.79 and were, with one exception, lower than comparable non-program
bulbs which ranged from $9.66 to $16.39.  Most program bulbs met the $10 shelf price goal
while most non-program bulbs did not.  However, when the $4.50 program subsidy is taken
into account, the spread between program and non-program bulbs for four models was less
than the $4.50 subsidy differential.

 

Expanded Analysis of Key Findings

Store Coverage

 At the time of the November audit, 88% of the stores – 35 of 40 – had LightWise
product in stock.  Most of them (91% or 32 stores) had product from the 1998
program manufacturers – that is, Lights of America or General Electric – while a
small percentage (9% or 3 stores) were selling through 1997 product left over from
Sylvania (see Figure 1 below).
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Figure 1 - How Program Models Were Distributed in the Stores

Program Models Found

The 1998 LightWise Program models are listed in Table 13 below, along with the
number of examples found of that model during the November 1998 store check.
“Number of examples” is used rather than “numbers of bulbs” because the auditors
only recorded each model found one time per store, not the total number of bulbs
found of that model.  For example, at least one example of LOA’s Model 2000 was
found in 17 stores; therefore, “number of examples found” will roughly equal the
number of stores that carried that model.

November 1998 A udit
N=35 stores who carried LightWise Product

31% of stores 
carry both LOA 

and GE 
models

57% of stores 
carry only LOA 

models

9% of stores 
carry only 
Sylvania 
models

3% of stores 
only carry GE 

models
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Table 13 - 1998 Program Models Found in November 1998 Audit

Number of Model Examples Found1998 LightWise Program CFL
Models (with bulb code) Stickered (Program) Non-stickered  (Non-Program)
LOA 2630 Circle (15) 15 7
LOA 2000 Bulb (1) 17 5
LOA 2127 Quad (8) 14 7
LOA 2213 Brite Lite (9) 12 6
LOA 2118 Quad (7) 12 5
LOA 2930/R30 Reflector (20) 6 7
GE FLE20TBX/HPF/SPX/SW
Triple Biax (316)

4 7

GE FLE15TBX/HPF/SPX27SW
Triple Biax (67)

1 5

GE FLE15DBX/HPF/SPX27
Double Biax (64/429)

8 0

Models found and marked as program bulbs, but not on 1998 Program list
Sylvania CF20EL (47) 2 8
Sylvania CF15EL (43) 2 7
LOA 2425 Twister (333) 1 9
LOA 2000BG Bug Light (337) 1 7

1998 Program Models not found in November 1998 Audit
Model Comments
LOA 2022 Circle Not found at all
GE FLE25TXB/HPF/SPX27/SW
Triple Biax (75)

Found 5 w/no sticker

MaxLite (7 models) One MaxLite bulb found (SK217MA); not a program bulb

Manufacturers Represented

Table 14  below lists the number of program and non-program model examples
found, listed by manufacturer.  As shown, 8 different LOA program model examples
were found and 67 non-program model examples manufactured by LOA were
found.

Table 14 - Manufacturers of Models Found

# of Different Models Found
Manufacturer

Program Non-Program
LOA 8 67
GE 3 48
Sylvania 2 30
Philips 0 29
FEIT 0 24
ABCO 0 5
MaxLite 0 1
OttLite 0 1
Prime 0 1
Total (N = Total number of
different models found) 13 206
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Product Placement

 Product placement plays an important role in product visibility, customer awareness,
and product sales.  Two factors – “lineal footage” and “location of display” – help to
determine how much space is being devoted to CFLs in the store, and where in the
store customers can find the CFL displays.
 
 Lineal footage is determined by counting the total number of lineal feet dedicated to
all CFLs (program and non-program models) in the store.  Total lineal feet reported
for all 40 stores was 611 feet.  Table 15 below gives the total lineal feet and average
per store by state.  As shown, stores in Oregon devoted the most space to CFLs
(average of 18.71 ft. per store), whereas stores in Idaho devoted only 4.0 ft per
store.
 

Table 15 - Average Lineal Feet Dedicated to CFLs per Store by State

State Total Lineal Feet # Stores Avg. per
store

OR 318 ft 17 18.71 ft
WA 265 ft 18 14.72 ft.
MT 12 ft 1 12.0 ft
ID 16 ft. 4 4.0 ft

N=4
states

N=611
total lineal feet

N=40
stores

 

Please note that "lineal feet" was recorded for each store’s total display of CFLs and
was not broken down by program bulb space vs. non-program bulb space.

Location of display was determined by noting where and how the CFLs were
positioned in the store; i.e., whether they were located on a shelf (mid-aisle or wall),
on a peg (mid-aisle or wall), on an endcap (prime space at the end of an aisle), on a
pallet (special store display), or in a bin (called “dump” display).  According to the
methods used in the November 1998 in-store audit, we were only able to determine
which program bulbs were found at a particular location (e.g., on a mid-aisle shelf),
but not how many.  Thus we do not have total bulb counts at a particular location,
nor can we calculate what percentage of all bulbs were found at that location.

The most popular location to find program bulbs was on a mid-aisle shelf, where
8 of the 11 program bulb types were found.  Seven bulb types were found either on
a mid-aisle peg and on an end cap.  Five bulbs types were found on wall pegs, and
2 were found in dump displays.  No program bulbs were found on wall shelves or on
pallets.
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Prices

 Table 16  below presents the average prices of eleven 1998 program models found
in the November 1998 in-store audit.  “Average price” was determined by adding all
the prices found for each model and dividing by the number of that model found.
For example, 17 examples of Model #1 (LOA 2000) were found with prices ranging
from $7.99 to $15.99.  Adding all 17 prices together and dividing by 17, the average
price was determined to be $9.90.  The last column shows the price change since
the November 1997 audit.  (Figure 2,  later in this section, compares the prices of
program and non-program bulbs for the first six bulbs listed.)

Table 16 - Average Prices of Program Bulbs Over Time

 Manufacturer/CFL Model
(and Bulbcode)

 Specifica-
tions

 November
1997

Price
vii

 April
1998

Price vii

 November
1998

Price vii

 Price
Change
(since

Nov. 97)

 LOA 2000 (1)  13 watt
bulb

 $9.22  $9.94  $9.90*  +$0.68

 LOA 2118 (7)  18 watt quad
tube

 $9.20  $10.45  $11.79  +$2.59

 LOA 2127 (8)  27 watt
bulb

 $10.28  $11.44  $9.17*  -$1.11

 LOA 2213 (9)  13 watt
tube

 $10.09  $9.15  $8.38*  -$1.71

 LOA 2630 (15)  30 watt
circle

 $10.74  $8.34  $8.30*  -$2.44

 LOA 2930/R30 (20)  13 watt
reflector

 $22.61  $10.34  $11.47  -$11.14

 GE FLE15DBX (64/429)  15 watt
double biax

 N/A  $7.97  $7.98*  N/A

 GE FLE15/TBX (67)  15 watt triple
biax

 N/A  $7.99  $7.97*  N/A

 GE FLE20/TBX (70/96/316)  20 watt triple
biax

 N/A  $12.32  $16.59  N/A

 LOA 2425 (333)**  25 watt
twister

 N/A  N/A  $11.99  N/A

 LOA 2000BG (337)**  13 watt
bug light

 N/A  N/A  $12.99  N/A

 * Meets program target price of $10.00
 ** Found stickered model, but not on List of 1998 Program Models

As shown, average prices dropped with four of the six bulbs that could be compared
between November 1997 and November 1998, with LOA’s model 2930 dropping the
most by far ($11.14) and other bulbs having more modest drops from $1.11 to
$2.44.  Two models experienced a price increases, with LOA’s model 2118
increasing the most  (by $2.59) and a second LOA model increasing by $.68.

                                           
vii Average price of program models (stickered) only. Previous price data were recalculated using
sales weighted averages.
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Non-Program CFLs

Table 17 below lists 11 non-program CFL models found in the November 1998 in-
store audit, along with the average prices (where available) from two previous store
checks completed in November 1997 and in April 1998.  The CFLs in this table have
the same model numbers as the 1998 program bulbs, but because no LightWise
sticker was present, the models are classified as “non-program.”  (Bulbs in shaded
rows are compared with program models in Figure 2  later in this section).

Table 17 - Average Prices of Non-Program  Models Over Time

 Manufacturer/CFL Model
(and Bulbcode)

 Specifica-
tions

 November
1997

Price viii

 April
1998

Price viii

 November
1998

Price viii

 Price
Change
(since

Nov. 97)

 LOA 2000 (1)  13 watt
bulb

 $11.40  $11.04  $9.66  -$1.74

 LOA 2118 (7)  18 watt quad
tube

 $12.74  $13.90  $14.89  +$2.15

 LOA 2127 (8)  27 watt
bulb

 $15.29  $15.74  $14.50  -$0.79

 LOA 2213 (9)  13 watt
tube

 $11.80  $12.38  $11.29  -$0.51

 LOA 2630 (15)  30 watt
circle

 $16.27  $19.34  $16.39  +0.12

 LOA 2930/R30 (20)  13 watt
reflector

 $18.74  $21.17  $15.62  -$3.12

 GE FLE15/TBX (67)  15 watt triple
biax

 $10.66  $16.99  $17.47  +$6.81

 GE FLE20/TBX (70/96/316)  20 watt triple
biax

 $16.09  $16.64  $17.35  +$1.26

 GE FLE25/TBX (75)  25 watt triple
biax

 $16.82  $19.98  $15.79  -$1.03

 LOA 2425 (333)**  25 watt
twister

 N/A  N/A  $12.76  N/A

 LOA 2000BG (337)**  13 watt
bug light

 N/A  N/A  $12.34  N/A

Prices on four of six comparable non-program models dropped since the November
1997 audit, with LOA model 2930 dropping the most – by $3.12 – with other drops
being from less than a dollar up to $1.74.  Prices on two models increased, with
LOA model 2118 increasing the most – by $2.15 – and the other model increasing
by just $.12.

                                           
viii Average price of non-program models (non-stickered) only. Previous price data were recalculated
using sales weighted averages.
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Average Price Comparison of Program Models vs. Non-Program Models

In Figure 2  below, average prices of six program models (highlighted in Table 16)
are compared with the same six non-program models (highlighted in Table 17).
(These prices were gathered during the November 1998 store audits.)

Figure 2 - Average Price Comparison of Six Program and Non-Program CFLs
in November 1998

(with price differences highlightedix)

With the exception of one model (#1-LOA 2000), all program models have lower
average shelf prices than non-program models.   Most of the program bulb prices
are below $10.00 while most of the non-program bulb prices are above, making the
program bulb prices more attractive.

However, the $4.50 incentive also needs to be factored into the interpretation of
these data.  Notably, only two non-program bulbs have an incremental price
difference above the incentive level, while the rest are within that $4.50 increment.
Thus, many of the non-program bulb prices are lower than what might be expected
and may reflect the competitive pull of LightWise to bring down bulb prices overall.

                                           
ix Previous price data were recalculated using sales weighted averages.

Comparison of Program vs. Non-Program Model Prices
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4.0 MANUFACTURER INTERVIEW RESULTS

Background & Objectives

As part of the ongoing assessment of LightWise efforts in transforming the market
for residential CFLs, Gilmore Research Group conducted qualitative interviews with
representatives of light bulb manufacturers.  The purposes of the interviews were to
investigate perceptions of LightWise performance from the manufacturers’ points of
view, assess manufacturers’ marketing strategies for compact fluorescent light
bulbs, and explore manufacturers’ reactions to recent events and their opinions of
the state of the market and market trends for the near future.

Methodology

In March of 1999, Gilmore conducted seven interviews with middle and senior
management personnel working for light bulb manufacturing companies.  LightWise
furnished the names of prospective respondents, and six of the seven were present
or past participants in the LightWise program.  The telephone interviews averaged
42 minutes in length.  The interviews were recorded, and a summary transcription
and preliminary report made, from which we constructed this analysis.

Capsule Summary of Key Findings

Manufacturers often agreed on their perspectives of LightWise; where their
perspectives differed, this generally reflected a split between large manufacturers
that are heavily invested in incandescent bulbs, and smaller manufacturers that
have more – or a singular – investment in CFLs.  Both perspectives have validity
and are important to keep in mind.  These findings are divided into two sections:
(largely) unanimous and split perspectives.

Largely Unanimous Perspectives

Most manufacturers . . .

• Focus on point-of-sale techniques, provide little consumer education and wish
LightWise would provide mass-market advertising;

• Like the idea of affiliating LightWise with, or subsuming it under, ENERGY
STAR®;

• Think the CFL market would grow, although some more rapidly than others;

• Don’t mention any technologies that would likely compete with CFLs, although
some thought LEDs might compete more with incandescent bulbs;

• Produce a variety of CFLs at a range of prices, and are continuing to
improve/change them;

• Can expand their production;

• Are abandoning high power factor bulbs;
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• Distribute CFLs through large chain stores, not dedicated sales forces;

• Say LightWise CFLs do not currently meet their company goals for profitability
(all but one);

• Think independent product testing was good;

Split Perspectives

Manufacturers differed more widely in their opinions on. . .

• The success of LightWise.  Some felt it paved the way for CFLs in the Northwest
and had greatly increased their sales.  Others disliked the focus just on price, not
quality; the insufficient involvement of retailers and utilities; and the requirement
for high power factor bulbs that was just abolished for 1999.

• The future of CFLs as a mainstream or niche product.  Larger manufacturers see
them more as a niche item; smaller ones see CFLs overtaking incandescent
lights.

Expanded Analysis of Key Findings

Perceptions of LightWise Impacts

When asked about the impact of LightWise, there was a sharp split in the opinions
of the respondents in this study.  Three manufacturers strongly praised LightWise,
while others were more critical.  The three positive manufacturers liked their
increases in sales.  One manufacturer said LightWise began the market penetration,
and now there’s a “market irrespective of the rebates.”  He continued by saying
LightWise helped them get their products “on the shelf.”  Two other manufacturers
said LightWise increased their CFL sales significantly during their program
participation, and one said they “documented sales increases of 35% in program
areas after the expiration of the program.”

The more critical manufacturers pointed to a variety of reasons to say LightWise has
been “marginally successful.”  One was concerned that CFLs are being promoted as
a “commodity product,” where all CFLs are treated as equal with the only difference
being price, which deters manufacturers from finding “unique selling propositions for
their products.”  This manufacturer was also concerned that LightWise sets the price
artificially low, but the consumer isn’t aware of it, which means they may not buy
when the real price is on the product.  Another manufactures said they would be
“happier if the consumer could get their money on the way out the door,” since “buy-
downs are difficult to track” and a “major hassle” for manufacturers and retailers.

Two manufacturers voiced strong concerns that there is not enough consumer
awareness and “buy-in,” nor enough utility and retailer involvement.  One said they
get consistent comments “from retailers that they don’t know about it.”  Another said
the utilities participating in the Alliance haven’t really “pushed it in their bills and
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newsletters,” and retailers “couldn’t invest in promotion.”  One manufacturer added,
“the program needs better integration.”

One respondent felt strongly that the Alliance, by requiring low harmonic and high
power factor CFLs are “promoting products that would appeal to the utility, not the
consumer” and went on to say “if you're trying to affect consumer behavior, you
need to appeal to the consumer” by promoting products that have quality from the
consumers point of view.

Marketing and Consumer Education

Larger companies, with considerable resources available to them, were able to point
to diverse marketing strategies.  Two large manufacturers said the strong
performance of CFLs overseas has helped support marketing here.  They reported
spending considerable time with marketing efforts, including aggressively pursuing
retailers, providing retailer training and spiffs, and focusing on point-of-purchase
marketing, including signage and packaging. One has done coupons on their own
and one is looking at incorporating “our CFL lighting in our corporate television
campaign.”  One large manufacturer mentioned wanting more utility marketing
support.

Smaller firms were more inventive, and also were more dependent on using utility-
based programs such as LightWise as a key component of their marketing
strategies.  As one respondent put it: “I market to private labelers, retailers, utilities,
distributors--anybody who's got a check. . . At this point, utilities with rebates have
done most of my marketing for me.”

When asked what LightWise could do to help in the marketing of CFLs, all
manufacturers gave the same advice.  “LightWise could help with mass market
promotion.  Advertising.”

Consumer education has not been a top priority for most of the manufacturers
represented in this study. Some do make a good faith effort, but don't seem to know
if it's having any effect.  They also point to the fact that volumes are low and
education is expensive.

Affiliation With ENERGY STAR ®

Respondents were asked to react to the possibility that LightWise would
affiliate in some fashion with ENERGY STAR®.  Reactions were generally
positive. As one manufacturer put it, “It’s a great idea.  The branding would be
great.  Consumers associate ENERGY STAR® with quality. We’re already
pushing for it.”  Another said “absolutely,” because so many resources are
going to be put into ENERGY STAR®, where the program means “superior
products,” which means that when a consumer buys the first CFL, it will work
and they will buy a second one.
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Some respondents had reservations.  One was concerned that: ENERGY
STAR® is going back and forth - fixtures and bulbs are not in sync.”  This
manufacturer said the focus should be on “bulbs and penetration,” not
“benchmarks and standards.”  Another manufacturer felt affiliation with
ENERGY STAR® might create confusion with consumers by using two names,
but that if the plan is to stop using the LightWise name and “just offer the
incentive for whatever product is ENERGY STAR® compliant, it reduces costs .
. .and it’s a step in the right direction.”

Independent Product Reviews and Testing

Respondents were asked about their reaction to a recent magazine article reporting
the results of testing on CFLs.  One manufacturer, who participates in LightWise,
received poor marks for product quality.  Predictably, this manufacturer was not
pleased, saying  “I’m really annoyed about it . . .we got blind-sided,” and received no
advance warning.  Notably, this manufacturer received support from a major
competitor.  Both disagreed with aspects of the testing approach, such as the
testing of “old clunkers” instead of current technologies.

Respondents from companies that weren’t reviewed or who received favorable
product ratings found little controversy in it, but didn’t know if it had much effect on
sales.  One noted that such reports were important to move utilities away from
“looking only at price.”  When asked if they would participate in further independent
testing, no one objected, and some smaller manufacturers were enthusiastic.  As
one said:  “Certainly.  It’s good to have some disinterested party test your product.
We can make claims about it, but hey - we’re selling it.”

However, most echoed the opinion of this large manufacturer:  “I can’t see where it
would do us any harm, but I don’t see where it would do us any good.”

Market Growth

All manufacturers interviewed for this survey believe that the market for CFLs is
growing; however, their opinions differed on the rate of expansion.  Two of the
largest manufacturers thought growth was modest, with one saying it was less than
10% and the other saying the dramatic growth in international sales was carrying the
domestic market, saying “There's no question that Europe is carrying America on its
back right now.”

However, some of the larger and all of the smaller manufacturers interviewed
believe “the potential out there is tremendous.”  One large manufacturer said their
sales grew 40% last year, and another said they brought out a new product line and
“things really perked up.”  One smaller manufacturer remarked, “I can't even
measure it.  I'm still in the middle of the explosion,” and another reported first quarter
sales for 1999 exceeded total sales for 1998.
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The Future of CFLs

All respondents gave their opinions about what the market for CFLs would
eventually look like – whether they would replace incandescent bulbs, remain a
niche market, or be somewhere in between.  Again, different opinions emerged
based largely on the size of the manufacturer and no doubt their relative
“investment” in incandescent and CFL products.  Large manufacturers believe
incandescent lights will dominate, with CFLs having a strong place where energy
prices are high or long life is needed.  Smaller manufacturers, on the other hand,
believe “compacts will replace incandescents,” especially if “prices keep coming
down.”

Other Technologies

Respondents were also asked if any new technologies might compete with CFLs as
an energy efficient alternative to incandescent bulbs for residential use.  Two
respondents mentioned light-emitting diodes (LED) as a power electronics
alternative.  Improvements to existing technologies were also mentioned, especially
halogen and low voltage lights, although these may compete more with
incandescent lights than CFLs.  Two manufacturers mentioned the importance of
having fixtures available to match the light bulbs.

Manufacturing and Distribution

With the exception of one small manufacturer (who is not a LightWise participant),
respondents reported their companies have fairly large CFL product lines.
Manufacturers report the number of models range from 8 to  “40 to 50.”   
Manufacturers appear to always be working on their product lines to improve CFLs,
including making them more compact, more flexible to meet fixture needs (e.g.,
replacing halogen torchieres), and increasing the amount of light emitted.

Increased production capacity was not an issue for any manufacturers; all could
produce more CFLs.  The one that reported first-quarter 1999 sales had surpassed
1998 sales also said they were at about 33% capacity.  Indications are, however,
that high power factor bulbs may become rarer.  These comments underscore the
appropriateness, from the manufacturers’ point of view, of LightWise changing to
normal power factor CFLs.

We're putting our money behind the normal power factor. . . HPF is just
for the utility, [not] what the consumer is buying.

Right now, our sales are about fifty-fifty HPF/NPF.  The day they quit the
rebates, HPF will disappear.

We declined to participate in LightWise last year because of the high
power factor.  We tried to convince them that they should change, and
this year they did, so we're right back in there.
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Distribution

Only one respondent said their company used a direct sales force to distribute
CFLs, and they piggy-backed CFLs on their business lighting efforts, using a sales
force of 500 representatives to call on lighting showrooms.  One respondent said
they had a Web site operating for taking CFL orders from retailers, distributors and
consumers.

All of the rest distribute through large chain stores, with Home Base and Home
Depot being mentioned by most.  Grocery stores have proven to be reluctant
channel partners, since the high cost of the inventory and the low turnover don't fit
grocery store expectations.

Two manufacturers mentioned distribution problems specific to LightWise.  One has
been frustrated trying to sell to big stores because of the “huge leftover inventory
from previous years with other companies.”  A second doesn’t like the cost of added
packaging elements for LightWise, because it conflicts with the manufacturer’s
approach and has to be tracked and treated differently.

Pricing

All of the manufacturers said they offer at least one CFL product under $10.00.  The
low prices in each product line vary from between $7 and $10, while the high-end
models range from $17 to $25.  One manufacturer commented that pricing is very
individual to retailers.

Profitability

Except for one manufacturer who said “All our products meet margin
guidelines.  All.  Margins rule,” manufacturers said LightWise products do not
meet their company goals for profitability.  One company said “we class it as a
promotion.  We were successful in the Northeast--we want the same success
in the Northwest, even if we have to sacrifice margins.”  Other manufacturers
appeared to also be focused on the longer term, where CFLs will be priced
lower, and that LightWise provides a current foothold.
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5.0 CONSUMER AWARENESS AND PURCHASING BEHAVIOR

Research Approach

The Gilmore Research Group conducted a market survey during the spring of 1999
to learn about consumers’ attitudes toward and purchases of compact fluorescent
bulbs (CFLs).  Gilmore had conducted an identical survey in spring of 1998.  Prior to
1998, several other research efforts – including telephone surveys and self-report
survey postcards – had specifically targeted consumers who had purchased
LightWise products.  The 1998 and 1999 telephone surveys targeted a
representative sample of all households in the Pacific Northwest.

Five hundred telephone interviews were conducted during April and May of 1999,
using a random sample of households in Idaho, Montana, Oregon, and Washington.
To have enough sample in each state to make statistical comparisons, Montana
residents were “over sampled” and 50 interviews were completed for that state.  To
allow for the extra Montana surveys, the total number of surveys completed for
Washington was lowered by 10 surveys.  The final data base totals 500, including
245 surveys from Washington, 150 from Oregon, 55 from Idaho, and 50 from
Montana.  This breakdown by state is identical to the one for the April 1998 survey.
The overall sample size carries with it a + or – 4.5% margin of error at the 95%
confidence level.

The survey covers a variety of areas, including consumer purchasing behavior of
bulbs in general, awareness about and purchasing of CFL bulbs, satisfaction with
CFLs, likelihood of purchasing CFLs in the future, and awareness of utility programs
promoting CFLs.  Because the 1999 and 1998 market surveys are identical, findings
from the 1999 survey are presented in this chapter, followed by comparisons with
relevant 1998 data.

The respondents in the 1999 survey are predominantly from rural areas (37%) and
the suburbs (35%), with a smaller proportion from urban areas (27%).  The vast
majority of respondents (71%) are homeowners, with the largest percentage from
two-person households (36%).  Seventy one percent (71%) are 35 years or older,
and more women are represented than men (62% vs. 38%).  Participants are evenly
distributed across education and household income levels.

Capsule Summary of Key Findings

One of the most important findings from this research, as illustrated in Table 18
below, is that little has changed in terms of consumer awareness of CFLs or percent
of consumers that are buying the bulbs since 1998.  There were no topics in which
there were significant changes between the 1998 and the 1999 data.  It is unlikely
that there will be large changes in consumer awareness or buying patterns unless
significant changes occur in the program approach (which, to some degree, is
happening by the acceptance of normal power factor bulbs in 1999) or in the
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economic factors surrounding bulb buying (e.g., relative prices of incandescent
bulbs or CFLs, the price of electricity, etc.).

Table 18 - Key Comparisons Between 1998 and 1999 Consumer Surveys

Questions  (Overall N = 500)
April
1998

April
1999

Have you heard of compact fluorescent light bulbs? (n = 183; 184) Yes = 57% 57%
Where have you heard of CFLs? Stores = 62% 57%

Media = 27% 41%
Word of Mouth = 29% 28%

Utility bill = 24% 22%
Have you ever purchased a CFL?  (n=86; 81) Yes = 17% 16%
Why did you by a CFL? (buyers only) Long lasting = 40% 49%

Energy efficient = 50% 46%
Quality of Light = 24% 14%

Was the purchase price for single bulb . . .? Under $10 = 38% 37%
Between $10 & $15 = 26% 40%

More than $15 = 11% 6%
Don’t Know = 25% 17%

Was it worth paying more for a CFL? Yes = 57% 62%
How satisfied were you with the CFL?   (buyers + users = 112) Very

= 52% 46%
Somewhat = 27% 36%

Not too = 19% 17%
Why dissatisfied? Poor Light Quality = 43% 37%

Did not fit fixture = 33% 31%
How likely to purchase CFL in future? Very likely = 18% 16%

Somewhat likely = 37% 41%
Not too likely = 43% 40%

(Of those aware) Why haven’t you purchased CFL? High initial cost = 40% 36%
Don’t know enough = 26% 26%

In terms of the status of the CFL market from a consumer’s perspective, there is a
significant level of awareness about CFLs with 57% of consumers aware; still, 43%
are unaware and many of those who report they are aware are probably minimally
so.  There are still very significant barriers to purchasing the bulbs.  These barriers
include the bulb’s high cost, lack of information about the bulbs and proof of their
effectiveness, problems with the bulbs themselves such as poor light quality and not
fitting fixtures, and the fact that the majority of consumers (54%) buy their bulbs at
grocery stores.

Expanded Analysis of Key Findings

Awareness of CFLs

Consumer awareness of CFLs is an underlying prerequisite, and an important
indicator of the success of any CFL program.  According to the 1999 data, just over
half (57%) of Northwest consumers have heard of CFLs. This overall level of
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awareness of CFLs has not changed since the 1998 survey, in which 57% of
consumers were aware of CFLs.  This lack of change in awareness may indicate
that the program has had little effect in the past year on overall consumer
awareness.

Awareness of CFLs does vary somewhat by demographic groups.  For example,
given that one of the benefits of a CFL is its long life, it is not surprising that
homeowners tend to be more aware of CFLs than are renters.  Also, urbanites are
more aware of CFLs than are consumers from the suburbs (with people from rural
areas falling in between).

According to the 1999 survey, among those individuals that have heard of CFLs
(N=283), 57% have seen or heard about the bulbs in stores, 41% have heard about
them through the media, 28% have heard of them from a friend or co-worker, and
22% have heard of CFLs from a utility bill insert.  The 1998 data show that very little
change has occurred in terms of where consumers have heard about CFLs.  A year
ago, 62% had heard from stores, 27% had heard through the media, 29% had heard
from friends, and 24% had heard from utility inserts.

The 1999 data show that residents of Montana were less likely to hear about CFLs
in stores, while Oregonians were more likely to hear about the bulbs from a utility bill
insert.  Homeowners were more likely to hear about CFLs in stores, while renters
were more likely to hear about CFLs on television.  People living in urban areas
were less likely to hear about CFLs from stores, and more likely to hear from bill
inserts.

Current Level of CFL Purchasing

While awareness is a prerequisite, actual purchases of CFLs must occur in order to
change the light bulb market.  A modest number of consumers - 16% - have
purchased at least one CFL according to the 1999 survey.  As with awareness of
CFLs, there was no change between 1998 and 1999: 17% of the total population in
1998 said they had purchased at least one CFL.

According to the 1999 data, more consumers in Washington and Oregon have
purchased CFLs than in Idaho and Montana, and, again, homeowners are more
likely to buy CFLs than are renters.  Given the higher price of CFLs, it is not
surprising that individuals with annual incomes over $40,000 are more likely to
purchase CFLs than are individuals whose annual income is less than $40,000.

In 1999, most CFL purchases have been recent (51% in the last 12 months and
another 32% in the past 1-2 years).  The vast majority (67%) of those consumers
who have purchased CFLs have purchased between 1 and 5 bulbs total.   Almost all
of these consumers (95%) have purchased the bulbs for use in their homes.

Consumers purchased CFLs instead of another kind of bulb because the bulbs are
long lasting and don’t need to be replaced as often (49% of CFL buyers) and
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because they are energy efficient (46% of buyers).  Another 14% cited quality of
light as a reason for buying CFLs.  Energy efficiency and the bulb’s long life were
also the dominant benefits cited in 1998.

The relatively high price of CFLs is a potential barrier to their purchase.  The CFLs
purchased by the consumers in this survey ranged from under $10 to more than $15
per bulb.  Prices of bulbs purchased in 1998 were similar to those in 1999.  More
bulbs under $10 were purchased in Washington, while more bulbs between $10 and
$15 were purchased in Oregon.

While a majority of CFL purchasers (62%) felt that it was worth paying more for a
CFL than a regular light bulb, a significant minority (38%) did not think the CFLs
were worth it.  Individuals who felt the bulbs were worth the extra cost cited the
bulb’s long life time and energy efficiency as the primary reasons, while those who
felt it was not worth paying more most frequently said that the bulbs did not save
money or that they had poor light quality.

Satisfaction Among CFL Users

While CFL price and energy efficiency are important elements in the bulb’s success
in the market, consumer satisfaction with how the product performs is also an
essential element of program success.  A series of questions about product
satisfaction was asked of all consumers who had purchased a CFL and of those
who had used a CFL even though they had not purchased one.  This group of “CFL
users” represents 22% of the total population (N=112).  When asked how satisfied
they were with their overall experience with CFLs, this group of CFL users said 46%
very satisfied, 36% somewhat satisfied, and 17% not very satisfied.  Those who
were somewhat or not very satisfied most frequently explained their ratings by citing
poor light quality and that the CFL bulbs don’t fit the fixtures.

As was the case for consumer awareness and CFL purchasing, the findings about
overall satisfaction in 1999 show little change from the 1998 data. The CFL user
group in 1998 represented 118 consumers, or 24% of the total population, no
significant difference from 22% in 1999.  Overall satisfaction with the bulbs among
CFL users in 1998 was 52% very satisfied, 27% somewhat satisfied, and 19% not
very satisfied. While these overall levels of satisfaction are adequate, they show no
improvement during the past year, and they reveal a notable proportion of
consumers may not buy CFLs again.

Consumer satisfaction varied somewhat by demographics.  Respondents from
Washington and Montana were more often very satisfied with their CFLs, while
individuals from Oregon were least likely to be very satisfied.  Homeowners were
more often very satisfied than were renters and individuals from urban areas were
more often very satisfied than were people from suburbs (with rural dwellers falling
in between).
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CFL users also rated specific features of the CFL bulbs, such as brightness and
color of light.  Most satisfaction ratings for particular features were similar to the
overall satisfaction ratings, although the bulb’s appearance/shape received lower
ratings.

Likelihood of Purchasing CFLs in the Future

As discussed above, the current level of CFL purchasing is modest.  Another
important indicator of program success is the likelihood that consumers will
purchase CFLs in the future.  In order to assess this, all respondents were told
about the benefits of CFLs (including energy efficiency, long life, and general
environmental benefits) and about their higher cost, and then asked how likely they
would be to buy a CFL in the future.  Sixteen percent (16%) said very likely, 41%
said somewhat likely, and a large group of 40% said not likely.  There was no
change in 1999 from the 1998 results in which 18% said they were very likely to buy
a CFL, 37% said somewhat likely, and 43% said not likely.

Consumers who are aware of CFLs and those who have already purchased or used
CFLs are more apt to say they are very likely to buy a CFL in the future.  However,
there is not a complete overlap between individuals who have purchased CFLs and
those who say they are very likely to buy one in the future.  While about 2/3 of CFL
users say they are very or somewhat likely to buy a CFL in the future, nearly a third
say they are not likely to buy a CFL in the future.  These consumers are primarily
dissatisfied by cost, quality of light, and poor fixture fit.

Likelihood of purchasing CFLs also varies by demographic groups.  For example,
consumers in Idaho are least likely to purchase a CFL in the future.  Homeowners
and individuals with annual incomes over $40,000 are more likely to purchase CFLs
in the future.

Barriers to Purchase of CFLs

To better understand why many consumers do not buy CFLs, a series of questions
probed consumers’ general bulb buying behavior, why people who are aware of
CFLs are not buying them, and what it would take to get consumers to buy CFLs.
These findings show that key barriers to CFL purchase include high initial cost, lack
of information about the bulbs, and that the bulbs are rarely sold in grocery stores
where the majority of people shop for their bulbs.  While the message that CFLs are
good for the environment may appeal to a majority of potential consumers, a
significant number of consumers do not see the connection between light bulbs and
the environment.  Specific findings are detailed below.

Why People Who Are Aware of CFLs Have Not Purchased Them

Individuals who were aware of CFLs but had not purchased one (40% of total
population) were asked why they had not purchased a CFL.  Thirty-six percent
(36%) of this sub-group said the bulbs were too expensive, and 26% said they didn’t
know enough about the bulbs or had not seen them in stores.  There is no
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significant change from the 1998 data, in which 40% on CFL-aware individuals said
they had not purchased a CFL because of the high price, and 26% said it was
because of lack of information or exposure.  Interestingly, in the 1999 findings,
individuals who do not usually read their utility bill inserts were more likely to say that
lack of information about CFLs was the reason they did not purchase one.

Interest in CFLs among People Who Are Not Aware of CFLs

Consumers who have never heard of CFLs (43% of total population) were asked
several hypothetical questions to gauge their willingness to buy a CFL in the future.
In response to the first question (Would you consider buying a light bulb that costs
10 times as much as the bulbs you normally buy if it lasted 10 times longer?), 36%
said yes and 48% said no.  Among those who said they were not interested in such
a bulb, 46% said it was because of the cost and 19% questioned the claims about
the product.

A second question asked respondents who had never heard of CFLs was “Would
you consider paying more for a light bulb that has the same quality as the bulbs you
normally buy but is better for the environment?”  Sixty two percent (62%) of the sub-
group said yes, and 18% said no.  Those who said no or maybe explained their
hesitation by saying the bulbs were too expensive or questioned the connection
between light bulbs and the environment.

While this finding suggests that promoting CFLs as “good for the environment” may
be a positive marketing message, price is still a major potential barrier.  Those
individuals who said they would consider paying for an environmentally beneficial
bulb were asked how much more they would be willing to pay.  Half of that group
was willing to pay up to $2 more per bulb.  Only 1% was willing to pay more than $5
more per bulb.  Thus, none of this group would have been willing to actually buy
one, since the lowest cost of current bulbs is around $6.00.

Where Bulbs Are Purchased

Consumers who have not heard of CFLs and those who have heard of CFLs but
have not purchased one (combined is 84% of total population) were asked where
they usually buy their light bulbs.  The majority (54%) buys bulbs at the grocery store
or supermarket, and another 22% buy bulbs at the hardware store.

In contrast, consumers who have bought CFLs were asked where they purchase
those bulbs.  Over half (54%) of CFL purchases were made at the hardware store,
and only 6% were made at the grocery store.  If CFLs are primarily available at
hardware stores, and the majority of consumers are shopping for their bulbs at the
grocery store, the product and the potential buyers are not in the same place.
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How Bulbs Are Purchased

When asked about their routine bulb shopping habits, 45% of the total population
said they buy whatever bulbs are cheapest.  Another 34% said they buy the same
brand; of that sub-group (N=199), 66% said they buy General Electric and 17% said
Sylvania.  Thus, nearly half the population is buying the cheapest bulb.  Given that
CFLs may have attractive life cycle costs, but will likely never have the lowest initial
cost, this is a major barrier to CFL purchase.   Again, little has changed since 1998,
in which 49% of respondents said they buy the cheapest bulbs, 29% said they buy
the same brand, and 73% of the brand-loyal sub-group bought GE bulbs.

Awareness of Utility Programs and Promotional Information

Consumers who are aware of CFLs were asked if they had ever noticed any
promotional information about CFLs in stores.  Among consumers who have
purchased CFLs, 30% had seen some kind of promotional information, and among
consumers who had not purchased CFLs, 10% had seen some kind of promotional
information.  The 1998 data show that a slight increase has occurred among CFL
purchasers in that only 21% of this sub-group had seen promotional materials in
1998 compared to 30% in 1999 (this difference, however, is not statistically
significant).  There was no difference between the 1998 and 1999 findings for
consumers who have not purchased CFLs.

Awareness of CFL programs is low, and awareness of LightWise is almost non-
existent.  This finding is not surprising due to the fact that the program does not
market to the consumer.  All respondents were asked if they had seen or heard
anything about a program that promotes CFLs to consumers.   Only 8% (N=41)
recalled such a program, which is exactly the same percentage which had heard of
such a program in 1998.  Those who were aware of CFLs and those who had used
or purchased a CFL were more likely to have heard of a program.  Only nine people
out of the total population (2%) had heard of LightWise, either at a store, through a
bill insert, or somewhere else.  In 1998, three people had heard of LightWise.

Individuals who have purchased a CFL were asked if they had every bought a bulb
through a utility-sponsored program.  Fifteen percent (15%) of CFL purchasers
(N=12) have done so, roughly half in the last two years and half more than two years
ago.  These 12 people represent 2% of the total population.  In 1998, seven people
had purchased a CFL through a utility program.
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6.0 CONCLUSIONS AND RECOMMENDATIONS
Each of the following recommendations is preceded by a discussion of the issue
that surrounds it.  These recommendations are in addition to the recommendations
which were acted on by the Alliance at the end of 1998, and which LightWise is
already putting in place.

1. Issue:  To date, LightWise has been hampered by a variety of factors,
including high power factor bulb requirements, limits on manufacturer
initiative and competition, limited consumer education and retailer support,
and changing program contractors.  Despite these problems, it has brought
many CFLs into the Northwest, influenced downward prices for program and
non-program bulbs, and fostered CFL programs elsewhere.  However, a
substantial price gap still remains between CFLs and incandescent bulbs and
many consumers are not even minimally aware of this type of bulb (43%).
Even if they are, many are not convinced they should buy them when they
cost much more, are unfamiliar, and are not available at their local grocery
store.

Recommendation:  The Alliance should embrace even more fully the
challenge of transforming this market or stop the program.  Continuing with
the current level of effort will probably yield modest changes, but at a slow
pace and possibly not to a sustainable level.  To help further transform the
market, at least these steps should be taken:

• LightWise should be extended beyond Year 1999.  The current three-
year time frame is too short.

• At the same time, greater efforts should be spent in educating consumers
about the applications and benefits for CFLs.  Half the market or more is
not really aware of this bulb choice.  These efforts could be in the form of
targeted pilots that can be tracked to see if more intense education and
marketing can make a difference.  While LightWise has leveraged
manufacturer involvement with CFLs, it has been much less successful in
involving manufacturers in additional marketing and educational efforts.
Thus, LightWise needs to be more proactive in these areas.

• To ensure equity, attention to small markets should be continued.
However, marketing to small markets should not be at the expense of
large markets which, will be the largest determinant of market share.

2. Issue:  The largest share of consumers conveniently buys their light bulbs in
grocery stores; currently, CFLs (LightWise or otherwise) are not in grocery
stores.  According to LightWise administrators, grocery stores are a difficult
venue in which to secure shelf space especially due to the expense of
inventory and relatively slow sales compared to other merchandise.  Some
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manufacturers also appeared to think grocery store distribution was not
feasible.

Still, in looking at the market from the consumers point of view, CFLs will not
be mainstreamed until they reach grocery store shelves or until consumers
are schooled to look elsewhere for their light bulbs (or at least are willing to
spend time going to and shopping at alternative locations).  Not having CFLs
in grocery stores does not mean that the market share cannot be increased
or that market transformation has not occurred to some degree.  Indeed,
market transformation could be defined as excluding grocery stores.
However, their lack as a distribution point does appear to limit the program.

Recommendation:  If not already known, LightWise staff should determine
how and if CFLs can be placed in grocery stores.  If groceries are a feasible
distribution channel, CFLs should be pilot tested with adequate support and
marketing.

3. Issue:  While prices have dropped, they are not near a point where
consumers can make an easy purchase.  Even if bulbs generally reach the
$10 level, which was a good initial goal, the price still needs to drop so that
buying CFLs can be a routine purchase rather than an significant investment.
Even at $5, the price is much more than an incandescent bulb.

Recommendation:  A new goal of a $5.00 price point should be set.  This is
the point at which manufacturers believe consumers will more readily buy
CFLs.

4. Issue:  Brand recognition for light bulbs resides primarily with General Electric
and, to a lesser extent, Sylvania.  Although many consumers report they buy
the cheapest bulbs, those that buy by brand most often choose these two
manufacturers.  Yet GE and Sylvania, while having participated in LightWise,
consistently do not ship and, consequently, forfeit their bulb allocations.
While Lights of America has been a very reliable partner, lack of the “big
name guys” limits the program.

Recommendation:  If a bigger push is decided on for LightWise, further effort
should be put toward determining how the recognized brand name
manufacturers can be more visible.

5. Issue:  Market transformation parameters are not clearly set for the program.
While we are assuming a 2.5% market share is low, others may view this
level as quite meaningful.  As described above, prices, while lower, may still
have a long way to go.  Or do they?

Recommendation:  Program staff and other experts should specify what
levels of price and market share constitute market transformation.
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6. Issue:  Since the future funding of LightWise is uncertain, the program, along
with the Alliance, has pursued national specifications for CFLs that match
LightWise specifications.  In May of 1999, CFLs became the latest addition to
the ENERGY STAR® family of products.

Recommendation:  LightWise should pave the way for its potential affiliation
with the ENERGY STAR® brand, particularly by working the utilities to smooth
this transition from a regional “brand” to a national one.

7. Issue:  If the LightWise program is absorbed under or affiliated with ENERGY
STAR®, it will be possible to join the energy efficient lights and fixtures
programs together.  On the surface, joining them makes sense.  Fixtures and
bulbs logically go together, consumers may look for both at the same time,
and looking at these products together might solve “disconnects” in the
marketplace.  However, the actual joining of these two programs may be
more or less complicated by the way in each which is constructed and the
point at which each market is positioned.  Many questions would need to be
answered to determine the compatibility of these two programs and the
efficiencies of joining them together.  For instance, how can program
operations be integrated?  Are the philosophies and purposes of each
program similar?  Are the actors similar?

Recommendation:  The Alliance should explore the efficacy of merging these
programs.

8. Issue: Currently, the procedures used for the in-store audits do not allow a
true measure of bulb coverage at retailers, give little sense of volume in the
stores, use the aggregate of unique bulb models across stores as the basis
for calculating price, and appear to include unwieldy and less than useful data
collection requirements.  These store checks are a key mechanism for
measure program progress but it’s unclear whether they have provided
adequate measurement tools.

Recommendation: LightWise evaluators and staff should review in-store audit
procedures to see how they can be easier to implement and more amenable
to evaluation activities.  One suggestion is to make a representative sample
of bulbs the basis for determining average price, volume, and shelf-space
coverage. The procedures should continue track the variety of bulb models
and their prices.

9. Issue:  Tracking of shipments and invoicing appears to plague program
record keeping, evidenced by unexpected payouts of incentives and over
allocations.  Monthly reports of bulb shipments can be less than insightful and
difficult to understand.
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Recommendation: Evaluators and LightWise staff should discuss these
regular reporting mechanisms might be improved, and agreed upon
modifications should be implemented.
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PARTICIPATING MANUFACTURERS INTERVIEW
Date:____________________________

Manufacturer:_____________________Contact:______________________

Phone:___________________________

INTRODUCTION  (ONCE THE APPROPRIATE PERSON IS REACHED)

Hello, this is ________ of Dethman & Associates. . I’m calling on behalf of the NW
Energy Efficiency Alliance – an alliance of electric utilities in the Northwest.  Right now
we’re helping the Alliance assess LightWise (a program that helps promote compact
fluorescent light bulbs) and the market for compact fluorescent bulbs in the Northwest
and elsewhere.. As a manufacturer participating in LightWise, your input is very
important to us and will be listened to very carefully.

Unless you tell me otherwise, this conversation is confidential; what you say will not be
attached to you or your company in any verbal or written report.  Sometimes, however,
you might like the Alliance to know your specific viewpoints, so if there are things you
want them to know from you, please let me know as we’re going along.  In general, what
are your feelings about keeping your comments confidential?

I would like permission to tape this conversation.  The tape will only be used to assist me
in writing my report.  No-one else will hear it.  Is that okay with you?

RESPONDENT BACKGROUND
Q1.   First, I just want to make sure I have the right information about you.  Could you

give me your job title and tell me a little about your overall job responsibilities?

________________________________________________________________________

Q2. And can you tell me how long your company has been involved with LightWise,
what your LightWise related responsibilities are, and how much of your time is spent
on LightWise related activities?

________________________________________________________________________



ASSESSMENT OF LIGHTWISE
Now I’d like to talk with you more about your views of LightWise.

Q3. Why did your company decide to participate in LightWise?  What were you hoping
it would provide?

________________________________________________________________________

Q4. How well has LightWise met these expectations?  Why or why not?  Has LightWise
helped you sell more CFLs?

________________________________________________________________________

Q5. What would you say are the strengths of LightWise?

________________________________________________________________________

Q6. And what would you say are its weaknesses, including any problems you may have
had with participating in the program?  How could weaknesses be remedied?

________________________________________________________________________

Q7. Overall, how successful has LightWise been in improving, expanding, and/or
accelerating the market for CFLs in the Northwest?  What impacts has LightWise
had? Why do you say that? Do you think it has had impacts elsewhere?

________________________________________________________________________



Q8. As you are probably aware, LightWise made some changes in its 1999 program and
we’re wondering how these changes affected your participation.  The first change
was:

¾ Accepting normal power factor bulbs, not just high power factor.  How has this
affected your participation?

________________________________________________________________________

¾ And how about the lowering of the manufacturer’s incentive from $4.50 to $3.00?
How has this affected your participation?

________________________________________________________________________

¾ And how about its devoting more of its marketing and distribution resources to
smaller markets? How has this affected your participation?

________________________________________________________________________

¾ And how about LightWise developing new marketing materials for consumers. How
has this affected your participation?

________________________________________________________________________

Q9. Given that the goal of LightWise is to accelerate the acceptance of CFLs in the
Northwest, what do you think are the most important things LightWise should do to
increase CFL demand in the NW?  (How should it be changed to better achieve
this goal?)



________________________________________________________________________

Q10. How, if at all, has the presence of LightWise affected your production schedules,
distribution, and marketing?

________________________________________________________________________

Q11. As you may know, EPA’s Energy Star program now has adopted standards for
CFLs. How strongly do you think LightWise should be aligned with Energy Star?
Why or why not?

________________________________________________________________________

Q12. As you may also know, the Alliance will soon be reviewing whether the
LightWise program should continue as it is, whether it should be expanded, or
whether it should be dropped as part of their energy efficiency program efforts.
Which option – continuing as is, expanding, or stopping – makes sense from your
point of view? And why?

________________________________________________________________________

Q13. If it continues or is expanded, how much longer should it operate in order to
achieve its goal of accelerating the CFL market?

________________________________________________________________________



Q14. If LightWise were to stop, how would it affect your company?

________________________________________________________________________

Q15. Under what conditions would you continue to participate in LightWise?

________________________________________________________________________

Q16. Under what conditions would you stop participating?

________________________________________________________________________

Q17. Do you have any other advice you would give to the Alliance as it considers the
future of LightWise?

________________________________________________________________________



GENERAL CFL MARKET VIEWS

Now I’d like to find out more about how your company views the CFL market in general.

Q18. Where do you think the overall CFL market is going in the near term – say over
the next year or so?  For instance, do you see it expanding, contracting, or staying
about the same?  Why?  How is your company planning to address this?

________________________________________________________________________

Q19. How about the longer term – say over the next ten years? For instance, do you
think CFLs will dominate the market as consumers become familiar with the
technology, or do you think it will remain a niche product that appeals to a certain
audience?

________________________________________________________________________

Q20. What are the biggest barriers to expanding the CFL market?

________________________________________________________________________

Q21. How important is the CFL market to your company?   Why? What percent of your
total light bulb production do CFLs currently represent?  Are CFLs more or less
profitable than other lighting products you sell?

________________________________________________________________________



Q22. How is your company currently marketing CFLs (ads, spiffs, dealer training, etc)?
How well are those strategies working?

________________________________________________________________________

Q23. Are there any CFL product changes or additions on the horizon  e.g. new features,
new applications – that you think will make a notable difference in the marketplace?

________________________________________________________________________

Q24. Do you know of any other technologies will have an impact on CFLs, such as
energy efficient lights that are not CFLs?

________________________________________________________________________

Q25. Any final comments about the CFL market?  About LightWise?

________________________________________________________________________

Thanks so much for your time.  Again, let me ask you if you want all of this conversation
to be confidential?  Again, thank you.
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NON-PARTICIPATING MANUFACTURERS INTERVIEW
Date:____________________________

Manufacturer:_____________________   Contact:______________________

Phone:___________________________

INTRODUCTION  (ONCE THE APPROPRIATE PERSON IS REACHED)
Hello, this is ________ of Dethman & Associates. . I’m calling on behalf of the NW Energy
Efficiency Alliance – an alliance of electric utilities in the Northwest that spends millions of
dollars each year sponsoring energy efficiency efforts..  Right now we’re helping the Alliance
assess the market for compact fluorescent bulbs in the Northwest and elsewhere.  Could I arrange
a time to talk with you and get your advice and insights for the Alliance.

Your advice is very important to us and will be listened to very carefully.  (It may be necessary to
mention LightWise at this point if the company submitted a proposal for 1999.  I plan to kibbutz
with respondents and say whatever seems best to gain their cooperation.

Unless you tell me otherwise, this conversation is confidential; what you say will not be attached
to you or your company in any verbal or written report.  Sometimes, however, you might like the
Alliance to know your specific viewpoints, so if there are things you want them to know from
you, please let me know as we’re going along.  In general, what are your feelings about keeping
your comments confidential?

RESPONDENT BACKGROUND

Q1.   First, could you give me your job title and tell me a little about your overall job
responsibilities and about your company?

________________________________________________________________________

GENERAL CFL MARKET VIEWS

Now I’d like to find out more about how your company views the CFL market.

Q2. Could you start by telling me about how important CFLs are to your company?   Why? What
percent of your total light bulb production do CFLs currently represent?  (If applicable) Are
CFLs more or less profitable than other lighting products you sell?
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Q3. Where do you think the overall CFL market is going in the near term – say over the next
year or so?  Do you see it expanding, contracting, or staying about the same?  Why?  How is
your company planning to address this market in the near term?

________________________________________________________________________

Q4. How about the longer term – say over the next ten years? For instance, do you think CFLs
will dominate the market as consumers become familiar with the technology, or do you think
it will remain a niche product that appeals to a certain audience?

________________________________________________________________________

Q5. What are the biggest barriers to expanding the CFL market?  (Probe price, consumers,
product problems further as shown below if needed.)

________________________________________________________________________

Q6. On price : What do you think about the price of CFLs?  What’s the average price of one of
your bulbs?  Do you expect that price to change much in the near term?

________________________________________________________________________
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Q7. On consumers:  What about consumer awareness or other consumer related issues?   Is that a
barrier to market growth?  How important is it to try and educate consumers about CFLs?
How does your company try to teach consumers about CFLs?

________________________________________________________________________

Q8. On product attributes:  Do you think the product itself still needs improvement?  In what
ways?

________________________________________________________________________

Q9. How is your company currently marketing CFLs (ads, spiffs, dealer training, etc)?  How well
are those strategies working?  How important is the role of the retailers?

________________________________________________________________________

Q10. Are there any CFL product changes or additions on the horizon  e.g. new features, new
applications – that you think will make a notable difference in the marketplace?

________________________________________________________________________

Q11. Do you know of any other technologies that will have an impact on CFLs, such as energy
efficient lights that are not CFLs?



Fall99NonPart MfrsIntrv.doc Page 4 03/23/00

Q12. Any other comments about the CFL market that will help the Alliance understand it
better?  Are there any specific insights you might have about the Northwest market?

________________________________________________________________________

Assessment of LightWise/Similar Efforts

Now I’d like to get your insights about government or utility programs that are trying to help the
market for CFLs expand.  I see from some recent information that you’ve become a partner with
EPA’s Energy Star, is that correct?

Q13. What prompted your company to partner with Energy Star?

________________________________________________________________________

Q14. Are you familiar with the Alliance’s LightWise program?

________________________________________________________________________

Q15.  Are you familiar with other programs in California and New England to promote CFLs?
Have you participated in any?

________________________________________________________________________
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Q16. If familiar:  What are your impressions of these programs?  Do you think they can help
change the market for CFLs?  Why or why not?

________________________________________________________________________

Thanks so much for your time.  Again, let me ask you if you want all of this
conversation to be confidential?  Thank you.
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LightWise Retailer Survey

Introduction

(If name available) Hello, may I speak with _______.  (If both store owner/manager and
lighting/electric department manager, choose lighting manager first.)

(If name not available)  Hello, may I speak with whoever is in charge of the lighting or
electric department?  (If not available, ask to speak with the store manager or owner.)

If person is available, say:   This is _____ and I’m calling from Gilmore Research
Group in Portland, Oregon, on behalf of the Northwest Energy Efficiency Alliance.  Are
you the best person to speak with about how you stock, promote, and sell light bulbs,
especially compact fluorescent light bulbs?

If no:   Can you refer me to that person?  (Work through store until you reach the best
person.)

When best person is reached:  The Alliance spends millions of dollars each year to
help encourage people to buy energy efficient products.  Right now, we’re asking
retailers to give us some advice.  We want to know how to best work with you to promote
compact fluorescent light bulbs or CFLs.  Your comments are confidential and will be
used to provide better services to stores like yours. This will take about 10 minutes.  Are
you available now? (If person mentions the LightWise program, say this study is
connected to LightWise.)  (If no, arrange callback.)

If best person is not available, say:   Could you tell me when would be a good time and
day to call back.  (If needed, tell message taker: the purpose as described above.)

Name __________________________________________________________

Callback Information: Date/_____________________Time/_____________

Q1. First,. I’d like to know a little more about you and your store.  May I have your job
title?

Owner
Regional Manager/Asst. Manager
Store Manager/Asst. Manager
Department Manager/Asst. Department Manager (e.g. Lighting, Hardware, Electric)
Buyer
Other (specify) _____________________________________
Refused
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Q2. Is your store part of a chain of large stores, part of a chain of smaller stores, or is it
an independent retailer? . .

Part of a chain of large stores
Part of a chain of smaller stores
An independent retailer
Other  (Specify ______________________________________)
Don’t Know
Refused

Q3. Would you describe the community that your store serves as more urban and
suburban or more small town and rural?

Urban/suburban
Small town/rural
Don’t Know
Refused

Q4. Would you say your customers expect you to carry a full range of light bulbs with a
wide variety of brands and models, or do they expect you to carry just the basic
types of bulbs?

Wide range of light bulbs
Just the basic
Other (Specify) ______________________________________
Don’t Know
Refused

Q5. Now I’d like to you think about compact fluorescent bulbs or CFLs.  If a customer
were to ask you questions about CFLs, do you feel you’d be very prepared to
answer their questions, somewhat prepared, or not too prepared?

Very prepared
Somewhat prepared
Not too prepared
Don’t Know how prepared
Don’t Know/Haven’t heard about CFLs  (Go to Close )
Refused



LightWise Retailer Survey3.doc 3 03/23/00

Q6. Where, if anywhere, have you gotten useful information about CFLs? (Don’t read;
record all.)

Manufacturer’s reps
Manufacturer’s literature or brochures
Training or information through the store or co-workers
Utility or LightWise program information or training
Articles in newspapers or magazines
Experience using them at home or elsewhere
Have not gotten useful information
Other  (Please specify)______________________________________________
Don’t Know
Refused

Q7. How important do you think it is that consumers be provided with more information
and education about CFL's?

Very important
Somewhat important
Somewhat unimportant
Not at all important
Don’t know

Q8. From what you know, what would you say are the major advantages to using
compact fluorescent bulbs compared to incandescent bulbs? (Don’t read; record all.

Last longer
Energy efficient
Higher quality
Cost-effective/cheaper over the long run
Good in certain applications (e.g., outdoor lighting)
Other (please specify) ______________________________________________
Don’t Know
Refused

Q9. And what would you say are the major disadvantages of CFLs compared to
incandescent bulbs? (Don’t read; circle all that apply)

More/too expensive
Product no familiar to customers
Some burn out sooner than they should
Low quality
Bad color
Flickering
Light too dim
Don’t fit fixtures
Strange shapes
Other (please specify) ____________________________________________
Don’t Know
Refused
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Q10. At this point, do you feel you can recommend CFLs to your customers if they ask
you about them?

Yes
No
Don’t know
Refused

Q11. Does your store regularly stock CFLs, stock them some of the time, or not stock
them at all?

Stock them regularly
Stock them some of the time
Do not stock (Go to Q35)
Don’t Know  (Go to Q35)
Refused (Go to Q35)

Q12. Why do you (insert answer from above)?

Customers ask for them
Customers expect a wide choice of bulbs
They’re a problem to order
Don’t sell/take up shelf space/customers don’t ask for them
Only have them during peak lighting season
Other (please specify)__________________________________
Don’t Know
Refused

Q13. About what portion of all  the residential light bulbs you ordered or received
during 1999 have been compact fluorescent bulbs?  (Confirm % out loud with
respondent by saying, “so just to make sure,  that would be X% CFLs”)

______%   CFL
Don’t Know
Refused

Q14. And about what portion of all the residential light bulbs you sold  during 1999
have been compact fluorescent bulbs? (Confirm % out loud with respondent by
saying, “so just to make sure,  that would be X% CFLs”))

______%   CFL
Don’t Know
Refused
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Q15. Do you expect to sell more CFLs, fewer CFLs, or about the same number of
CFLs in 1999 compared to 1998?

Sell more
Sell about the same
Sell less

Q16. Do you expect customer demand for CFLs to increase over the next 5 years, stay
about the same, or decrease?

Increase
Stay the same
Decrease
Don’t know
Refused

Q17. Why do you feel demand will (fill in rating)?

Q18. Do you order CFLs from the manufacturer, from a distributor, through a corporate
headquarters, or from some other source
From the manufacturer
From a distributor
Through a corporate headquarters
Other Source (Specify) _____________________________________________
Don’t Know
Refused

Q19. Have you ever experienced any problems ordering or receiving CFLs?

Yes
No (Go to Q20 )
Don’t Know (Go to Q20 )
Refused (Go to Q20)

Q20. What problem or problems have you experienced?

Could not get the bulbs in a timely manner
The right models were not available
The price was too high
Other (please specify)_________________________________________________
Don’t Know
Refused
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Q21. Now I’d like to ask about marketing and promoting CFLs in your store. Has your
store run any promotions or displays for CFLs in the past year or so?

Yes
No
Don’t Know
Refused

Q22. The Environmental Protection Agency has recently adopted qualified CFLs as
one of their Energy Star family of products, which includes products such as
computers, washing machines, and lighting fixtures.  This means that EPA will
endorse certain CFLs by allowing manufacturers to attach Energy Star stickers and
by helping with promotion and advertising. Do you think this association with Energy
Star could help sell CFLs in your store?

Yes
No
Haven’t heard of Energy Star
Don’t know
Refused

Q23. To your mind, what is the greatest barrier in selling more CFLs in your store?

Consumers don’t know about CFLs
Consumers don’t like CFLs
Need major manufacturers to get invested
We can’t get CFLs
Sales people don’t know enough about CFLs
We have no way to promote, sell them
Price and quality or bulbs
Don’t know
Refused

Q24. The LightWise program, sponsored by the Northwest Energy Efficiency Alliance,
pays incentives to manufacturers so that they can sell CFLs to retailers at
discounted prices.  LightWise also works with retailers to promote CFLs.  LightWise
CFLs have stickers that say LightWise.  Do you have any LightWise CFLs in stock
or are you taking part in LightWise?

Yes
No  (Go to Q29)
Don’t Know (Go to Q29)
Refused (Go to Q29)
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Q25. Why did you decide to get involved in LightWise?

We would get marketing support and training
We could sell CFLs for less
It ensured high quality bulbs
We believe in energy efficient products
We believe in offering our customers choices
Other (please specify) ______________________________________________
Don’t Know
Refused

Q26. Do you think the LightWise CFLs have brought down the prices of non-LightWise
CFLs?

Yes
No
Don’t Know
Refused

Q27. How important has the LightWise program been in selling CFLs in your store?

Very Important
Somewhat Important
Not Too Important
Not At All Important
Don’t Know
Refused

Q28. Do you think your store would continue to stock CFLs at about the same level
without the LightWise program?

Yes
No
Don’t Know
Refused

Q29. Would you store continue to sell CFLs at about the same prices they’re at now,
or do you think prices would rise without LightWise?

Could sell at about the same prices
Prices likely to increase
Don’t know – it depends on the manufacturers and the particular bulb
Don’t know
Refused

(Go to CLOSE)
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Q30. Have you heard of the LightWise program?

Yes
No (Go to Q35)
Don’t Know (Go to Q35)
Refused (Go to Q35)

Q31. If Yes:  How did you hear about LightWise?  Would it have been from . . .

A circuit rider or a person from LightWise who visited your store Yes No
A mailing from the Alliance or Utility  Yes No
A phone call from LightWise staff or utility staff Yes No
Reading or hearing about it in the media Yes No
Other (please specify) ____________________________________________
Don’t Know
Refused

Q32. The goal of LightWise is to increase the sales of CFLs through lowering the price
of the bulbs and providing training and marketing support to retailers.  How
interested might you be in participating in LightWise in the future?

Very Interested
Somewhat Interested
Not Too Interested
Not at all Interested
Don’t Know
Refused

Q33. Why do you say (insert rating)?

Need to bring the price down
Like the idea, general
Too much trouble
Not enough CFLs sold in store
Don’t like government subsidies
Other (please specify) ____________________________________________
Don’t Know
Refused

CLOSE: Thank you for spending the time talking with me today.  Your insights will help
us figure out how to improve the Alliance’s efforts to expand the market for compact
fluorescent bulbs.
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INFO ZERO UN, INTERVIEWER version 3.81

1: TZONE
Respondent's time zone

( 1/ 45)
N=..............................................................................................................................  150 100%
Eastern..................................................................................................................... 3  0 0%
Central ..................................................................................................................... 4  0 0%
Mountain ................................................................................................................. 5  50  33%
Pacific...................................................................................................................... 6  99  66%
Alaska...................................................................................................................... 7  0 0%

2: WAVE
ten sample waves

( 1/ 46)
N=..............................................................................................................................  150 100%
WAVE One Initial sample..................................................................................... 01  82  55%
WAVE Two........................................................................................................... 02  57  38%
WAVE Three......................................................................................................... 03  11  7%
WAVE Four .......................................................................................................... 04  0  0%
WAVE Five........................................................................................................... 05  0  0%
WAVE Six............................................................................................................. 06  0  0%

3: TYPE1
TYPE OF STORE FROM SAMPLE

( 1/ 48)

4: STORE
STORE NUMBER FROM SAMPLE

( 1/ 68)

5: COMP
COMPANY/RETAILER NAME FROM SAMPLE

( 1/ 78)

6: TYPE
LARGE OR INDEPENDENT/SMALL FROM SAMPLE

( 1/ 138)
N=..............................................................................................................................  150 100%
Other........................................................................................................................ 0  111  74%
Large ....................................................................................................................... 1  39  26%

7: ADDR
ADDRESS FROM SAMPLE

( 1/ 139)

8: CITY
CITY FROM SAMPLE

( 1/ 199)
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9: STATE
STATE FROM SAMPLE

( 1/ 229)
N=..............................................................................................................................  150 100%
IDAHO.................................................................................................................. ID  25  17%
MONTANA......................................................................................................... MT  25  17%
OREGON .............................................................................................................OR  49  33%
WASHINGTON..................................................................................................WA  51  34%

10: ZIP
ZIP CODE FROM SAMPLE

( 1/ 231)

11: OWNER
OWNER/MANAGER FROM SAMPLE

( 1/ 236)

12: MANGR
ELECTRIC/LIGHT DEPARTMENT MANAGER

( 1/ 276)

13: CONT
CONTACT NAME FROM SAMPLE

( 1/ 316)

14: CPHON
CONTACT'S PHONE NUMBER FROM SAMPLE

( 1/ 356)

15: BUYER
BUYER NAME FROM SAMPLE

( 1/ 376)

16: BPHON
BUYER'S PHONE FROM SAMPLE

( 1/ 416)

17: UNITS
UNITS FROM SAMPLE

( 1/ 436)

18: SHIP
SHIPMENT DATE FROM SAMPLE

( 1/ 446)
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19: ENROL
ENROLLMENT DATE FROM SAMPLE

( 1/ 456)

20: LAST
LAST CALL DATE FROM SAMPLE

( 1/ 466)

21: PART
( 1/ 476)

N=..............................................................................................................................  150 100%
Non-participant........................................................................................................ 0  112  75%
Participant................................................................................................................ 1  38 25%
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COMPANY:<COMP                                                          >
#1 TO ASK FOR:<CONT                                                          >
#2 TO ASK FOR: <OWNER                                     >
Hello, may I speak with (ASK FOR #1 OR #2 LISTED, IF NO NAME USE NEXT INTRO)
Hello, may I speak with whoever is in charge of the lighting or electric
department?  IF NOT AVAILABLE, ASK TO SPEAK TO STORE MANAGER OR OWNER.

WHEN ON-LINE: This is ___ calling from the Gilmore Research Group in Portland,
Oregon. We are conducting a research study on behalf of the Northwest Energy
Efficiency Alliance. We'd like to include your opinions and all your responses
will be kept confidential. The study takes approximately 5 minutes, is now a
good time?  IF NO ARRANGE CALL-BACK. IF NEEDED: This is not a sales call.

PRESS CODE @INT02  51  Speaking to #1 listed respondent (CONTINUE)
                   52  Speaking to #2 listed respondent (CONTINUE)
                   53  Speaking to other than a listed respondent (CONTINUE)
                   08  Referred to different number
                   02  Arrange callback
PRESS F1 TO SCROLL AND SELECT OTHER CODES. PRESS F7 TO SEE IF NEEDED
STATEMENTS.

22: INT02
Hello, this is ______________ for Gilmore Research Group.

( 1/ 477)
N=..............................................................................................................................  150 100%
Speaking to #1 listed resp.(CONTINUE).............................................................. 51 => Q1  28  19%
Speaking to #2 listed resp.(CONTINUE).............................................................. 52 => Q1  64  43%
Speaking to other than listed resp (CONTINUE).................................................. 53 => Q1  58  39%
02 ARRANGE CALL-BACK - OUT OF HOME................................................. 02 => /NAME  0  0%
03 RESPONDENT NOT AVAILABLE/TOO BUSY .......................................... 03 => /CALL1  0  0%
04 NO ANSWER .................................................................................................. 04 => /CALL1  0  0%
05 ANSWERING MACHINE............................................................................... 05 => /CALL1  0  0%
06 BUSY ............................................................................................................... 06 => /CALL2  0  0%
08 REFER TO NEW PHONE NUMBER............................................................. 08 => /TEL01  0  0%
09 arrange appointment ......................................................................................... 09 => /NAME  0  0%
10 INITIAL REFUSAL - SOFT............................................................................ 10 => /XIT10  0  0%
13 INITIAL REFUSAL - HARD .......................................................................... 13 => /END  0  0%
15 BLOCKED NUMBER ..................................................................................... 15 => /END  0  0%
16 CHANGE AREA CODE.................................................................................. 16 => /TEL02  0  0%
18 COMPANY POLICY / NO SURVEYS........................................................... 18 N => /END  0  0%
19 WRONG NUMBER/NO ONE BY THAT NAME AT THIS NUMBER ........ 19 N => /END  0  0%
20 DISCONNECT................................................................................................. 20 => /END  0  0%
21 BUSINESS NUMBER ..................................................................................... 21 => /END  0  0%
22 FAX - MODEM LINE ..................................................................................... 22 => /END  0  0%
23 LANGUAGE BARRIER.................................................................................. 23 => /END  0  0%
24 HEARING PROBLEM/OTHER PROBLEM WITH RESPONDENT ............ 24 => /END  0  0%
25 RESPONDENT GONE FOR REMAINDER OF SURVEY............................ 25 => /END  0  0%
34 DUPLICATED NUMBER............................................................................... 34 => /END  0  0%
50 NQ - MISCELLANEOUS................................................................................ 50 => /XIT50  0  0%
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23: Q1
First, I'd like to know more about you and your store. May I have your job title?

( 1/ 479)
N=..............................................................................................................................  150 100%
Owner .................................................................................................................... 01  26  17%
Regional manager/Assistant manager ................................................................... 02  7  5%
Store manager/Assistant manager ......................................................................... 03  50  33%
Department manager/Assistant department manager (e.g. lighting/hardware/electric) 04  42  2
Buyer ..................................................................................................................... 05  5  3%
Sales ...................................................................................................................... 06 N  6  4%
Clerk/Cashier......................................................................................................... 07 N  4  3%
Other (SPECIFY:) ................................................................................................. 97 O  10  7%
Don't know/Not sure.............................................................................................. 98  0  0%
Refused.................................................................................................................. 99  0  0%

24: Q2
Which of the following best describes your store? A franchise, part of a chain or
an independent retailer?

( 1/ 481)
N=..............................................................................................................................  111 100%
A franchise .............................................................................................................. 1  18  16%
Chain ....................................................................................................................... 2  22  20%
An independent retailer ........................................................................................... 3  70  63%
Don't know/Not sure................................................................................................ 8  1  1%
Refused.................................................................................................................... 9  0  0%

25: QUOTA
IF TYPE=1, 1 IF Q2=1, IF Q2=2, IF Q2=3, IF Q2=4, IF Q2=8 OR 9, 4

( 1/ 482)
N=..............................................................................................................................  150 100%
Large Chain ............................................................................................................. 1  39  26%
Small Chain ............................................................................................................. 2  40  27%
Independent ............................................................................................................. 3  70  47%
Don't know/Refused to classify ............................................................................... 4  1  1%

26: Q3
Would you describe the community that your store serves as urban, suburban,
small town or rural?

( 1/ 483)
N=..............................................................................................................................  150 100%
Urban/suburban ....................................................................................................... 1  51  34%
Small town/Rural..................................................................................................... 2  98  65%
Don't know/Not sure................................................................................................ 3  1  1%
Refused.................................................................................................................... 4  0  0%
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27: Q4
Would you say your customers expect you to carry just the basic types of bulbs or
a full range of light bulbs with a wide variety of brands and models?

( 1/ 484)
N=..............................................................................................................................  150 100%
Full range of light bulbs ........................................................................................ 01  82  55%
Just the basic.......................................................................................................... 02  64  43%
Other (SPECIFY:) ................................................................................................. 97 O  3  2%
Don't know/Not sure.............................................................................................. 98  1  1%
Refused.................................................................................................................. 99  0  0%

28: Q5
Now I'd like you to think about compact fluorescent bulbs, sometimes known as
CFLs or CFBs. If a customer were to ask you questions about this type of
lightbulb, do you feel you'd be very prepared, somewhat prepared, or not too
prepared to answer their questions? IF DON'T KNOW, PROBE TO FIT

( 1/ 486)
N=..............................................................................................................................  150 100%
Very prepared.......................................................................................................... 1  46  31%
Somewhat prepared ................................................................................................. 2  65  43%
Not too prepared...................................................................................................... 3  39  26%
Don't know how prepared........................................................................................ 4  0  0%
Don't know/Haven't heard about CFLS................................................................... 5 => GENDR  0  0%
Refused.................................................................................................................... 6  0  0%

29: Q6
Where, if anywhere, have you gotten useful information about Compact
Fluorescent Bulbs? PROBE TO FIT

( 1/ 487 - 489 - 491 - 493 - 495 - 497 - 499 - 501 - 503)
N=..............................................................................................................................  150 100%
Articles in newspapers or magazines..................................................................... 01  11  7%
Experience using them at home or elsewhere........................................................ 02  8  5%
Manufacturer's literature or brochures................................................................... 03  55  37%
Manufacturer's reps ............................................................................................... 04  50  33%
Training or information through the store or co-workers ...................................... 05  20  13%
Utility or LightWise program information or training .......................................... 06  16  11%
Packaging .............................................................................................................. 07 N  8  5%
Trade shows........................................................................................................... 08 N  3  2%
Customers.............................................................................................................. 09 N  2  1%
Other (SPECIFY:) ................................................................................................. 95 O  8  5%
Have not gotten useful information....................................................................... 97 X  20  13%
Don't know/Not sure.............................................................................................. 98 X  1  1%
Refused.................................................................................................................. 99 X  0  0%
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30: Q7
From what you know, or may have heard, what would you say are the MAJOR
ADVANTAGES to using compact fluorescent bulbs compared to incandescent
bulbs? PROBE TO FIT

( 1/ 505 - 507 - 509 - 511 - 513 - 515)
N=..............................................................................................................................  150 100%
Cost-effective/Cheaper over the long run.............................................................. 01  31  21%
Energy efficient ..................................................................................................... 02  99  66%
Good in certain applications (e.g., outdoor lighting)............................................. 03  3  2%
Higher quality........................................................................................................ 04  10  7%
Last longer............................................................................................................. 05  55  37%
Not hot................................................................................................................... 06 N  2 1%
Other (SPECIFY:) ................................................................................................. 95 O  3  2%
Don't know/Not sure.............................................................................................. 98 X  19  13%
Refused.................................................................................................................. 99 X  0  0%

31: Q8
And what would you say are the major disadvantages of Compact Fluorescent
Bulbs compared to incandescent bulbs? PROBE TO FIT

( 1/ 517 - 519 - 521 - 523 - 525 - 527 - 529 - 531 - 533 - 535)
N=..............................................................................................................................  150 100%
None ...................................................................................................................... 00 N  1 1%
Bad color ............................................................................................................... 01  4  3%
Don't fit fixtures .................................................................................................... 02  13  9%
Flickering .............................................................................................................. 03  2  1%
Light too dim......................................................................................................... 04  9  6%
Low quality ........................................................................................................... 05  2  1%
More/Too expensive.............................................................................................. 06  90  60%
Product not familiar to customer ........................................................................... 07  10  7%
Strange shapes ....................................................................................................... 08  2  1%
Some burn out sooner then they should................................................................. 09  1  1%
Slow start in cold weather ..................................................................................... 10 N  5  3%
Too large/bulkier ................................................................................................... 11 N  4  3%
Artificial light/different light................................................................................. 12 N  2  1%
Other (SPECIFY:) ................................................................................................. 95 O  9  6%
Don't know/Not sure.............................................................................................. 98 X  24  16%
Refused.................................................................................................................. 99 X  0  0%

32: Q9
Does your store regularly stock Compact Fluorescent Bulbs, stock them some of
the time, or not stock them at all?

( 1/ 537)
N=..............................................................................................................................  150 100%
Stock them regularly ............................................................................................... 1  106  71%
Stock them some of the time ................................................................................... 2  17  11%
Do not stock ............................................................................................................ 3 => Q30 25  17%
Don't know/Not sure................................................................................................ 4 => Q30  2  1%
Refused.................................................................................................................... 5 => Q30  0  0%



 9161    99/09/16 16:25                                       8

INFO ZERO UN, INTERVIEWER version 3.81

33: Q10
Why do you say that? PROBE TO FIT

( 1/ 538 - 540 - 542 - 544 - 546 - 548)
N=..............................................................................................................................  123 100%
Customers ask for them......................................................................................... 01  51  41%
Customers expect a wide choice of bulbs.............................................................. 02  36  29%
Don't sell/Take up shelf space/Customers don't ask for them ............................... 03  6  5%
Only have them during peak lighting season......................................................... 04  2  2%
Problem to order.................................................................................................... 05  0  0%
Stock them all the time.......................................................................................... 06 N  3  2%
Corporate office makes the decision ..................................................................... 07 N  12  10%
They are too expensive.......................................................................................... 08 N  2  2%
They sell ................................................................................................................ 09 N  2  2%
Cooperation with utilities ...................................................................................... 10 N  2  2%
Rebates from utilities............................................................................................. 11 N  2  2%
Other (SPECIFY:) ................................................................................................. 95 O  11  9%
Don't know/Not sure.............................................................................................. 98 X  4  3%
Refused.................................................................................................................. 99 X  0  0%

34: Q11
At this point, do you feel you could recommend compact fluorescent bulbs to your
customers if they ask you about them?

( 1/ 550)
N=..............................................................................................................................  123 100%
Yes........................................................................................................................... 1  108  88%
No............................................................................................................................ 2  10  8%
Don't know/Not sure................................................................................................ 3  5  4%
Refused.................................................................................................................... 4  0  0%

35: Q12
About what percentage of ALL the residential light bulbs you ORDERED or
RECEIVED during 1999 have been compact fluorescent bulbs? AFTER
RESPONDENT GIVES NUMBER, SAY: So just to make sure, that would be. . .
REPEAT NUMBER percent Compact fluorescent bulbs.

( 1/ 551)
N=..............................................................................................................................  123 100%
Don't know/Not sure............................................................................................ 101  9  7%
Refused................................................................................................................ 102  0  0%

36: Q13
And about what percentage of ALL the residential light bulbs you SOLD during
1999 have been compact fluorescent bulbs? AFTER RESPONDENT GIVES
NUMBER, SAY: So just to make sure, that would be. . . REPEAT NUMBER
percent Compact fluorescent bulbs.

( 1/ 554)
N=..............................................................................................................................  123 100%
Don't know/Not sure............................................................................................ 101  13  11%
Refused................................................................................................................ 102  0  0%
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37: Q14
Do you expect to sell more, fewer, or about the same number of compact
fluorescent bulbs in 1999 compared to 1998?

( 1/ 557)
N=..............................................................................................................................  123 100%
Sell more ................................................................................................................. 1  73  59%
Sell about the same.................................................................................................. 2  40  33%
Sell less.................................................................................................................... 3  1  1%
Don't know/Not sure................................................................................................ 4  9  7%
Refused.................................................................................................................... 5  0  0%

38: Q15
Do you expect customer demand for compact fluorescent bulbs to increase, stay
about the same, or decrease over the next five years?

( 1/ 558)
N=..............................................................................................................................  123 100%
Increase.................................................................................................................... 1  92  75%
Stay the same........................................................................................................... 2  21  17%
Decrease .................................................................................................................. 3  0  0%
Don't know/Not sure................................................................................................ 4 => Q17  10  8%
Refused.................................................................................................................... 5 => Q17  0  0%

39: Q16
Why do you feel demand will <q15 >

( 1/ 559 - 561 - 563 - 565 - 567 - 569)
N=..............................................................................................................................  113 100%
RECORD COMMENTS ....................................................................................... 95 O  110  97%
DEMAND WILL INCREASE (NET)...................................................................N1 N  0  0%
Prices of bulbs will come down............................................................................. 02 N  0  0%
Better consumer awareness will help sales increase.............................................. 03 N  0  0%
Energy savings/efficiency/Cost of energy/electricity ............................................ 04 N  0  0%
Bulbs last longer.................................................................................................... 05 N  0  0%
Cost effective......................................................................................................... 06 N  0  0%
Bulbs are environmentally friendly/Increased interest in energy conservation issues 07 N  0  0
Regulations/Legislation......................................................................................... 08 N  0  0%
Improved bulb efficiency/bulbs are getting better/more variety of bulbs available09 N  0  0%
Bulbs fit more fixtures........................................................................................... 10 N  0  0%
More news/advertising/consumer education available .......................................... 11 N  0  0%
DEMAND WILL DECREASE (NET)..................................................................N2 N  0  0%
Price/Cost too high ................................................................................................ 15 N  0  0%
Lack of consumer education/news/publicity ......................................................... 16 N  0  0%
Lack of awareness ................................................................................................. 17 N  0  0%
This area is too conservative/market not conducive/local customers don't want bulbs 18 N  0  0
Energy prices won't change................................................................................... 19 N  0  0%
WILL CHANGE IF / WON'T CHANGE UNLESS (NET) ..................................N3 N  0  0%
Prices fall............................................................................................................... 24 N  0 0%
Fit more fixtures .................................................................................................... 25 N  0  0%
Cost of electricity changes..................................................................................... 26 N  0  0%
Don't know/Not sure.............................................................................................. 98 X  3  3%
Refused.................................................................................................................. 99 X  0  0%
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40: Q17
How important do you think it is that consumers be provided with MORE
information and education about compact fluorescent bulbs? Would you say...

( 1/ 571)
N=..............................................................................................................................  123 100%
Very Important ........................................................................................................ 1  74  60%
Somewhat Important ............................................................................................... 2  46  37%
Not too Important .................................................................................................... 3  2  2%
or Not at all Important? ........................................................................................... 4  1  1%
-------------------------..................................................................................................   0  0%
Don't know/Not sure................................................................................................ 5  0  0%
Refused.................................................................................................................... 6  0  0%

41: Q18
Do you order compact fluorescent bulbs from the manufacturer, from a distributor,
through corporate headquarters, or from some other source?

( 1/ 572 - 574 - 576 - 578)
N=..............................................................................................................................  123 100%
From a manufacturer ............................................................................................. 01  28  23%
From a distributor.................................................................................................. 02  46  37%
Through corporate headquarters............................................................................ 03  53  43%
Other (SPECIFY:) ................................................................................................. 95 O  1  1%
Don't know/Not sure.............................................................................................. 98 X  4  3%
Refused.................................................................................................................. 99 X  0  0%

42: Q19
Have you ever experienced any problems ordering or receiving compact
fluorescent bulbs?

( 1/ 580)
N=..............................................................................................................................  123 100%
Yes........................................................................................................................... 1  5  4%
No............................................................................................................................ 2=> Q21  116  94%
Don't know/Not sure................................................................................................ 3 => Q21  2  2%
Refused.................................................................................................................... 4 => Q21  0  0%

43: Q20
What problem or problems have you experienced?

( 1/ 581 - 583 - 585 - 587 - 589 - 591)
N=..............................................................................................................................  5 100%
Could not get bulbs in timely manner ................................................................... 01 N  0  0%
Price was too high ................................................................................................. 02 N  0  0%
Right models were not available ........................................................................... 03 N  1  20%
RECORD COMMENTS ....................................................................................... 95 O  4  80%
Don't know/Not sure.............................................................................................. 98 X  0  0%
Refused.................................................................................................................. 99 X  0  0%
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44: Q21
Now I'd like to ask about marketing and promoting CFLs in your store. Has your
store run any promotions or displays for CFLs in the past year or so?

( 1/ 593)
N=..............................................................................................................................  123 100%
Yes........................................................................................................................... 1  66  54%
No............................................................................................................................ 2  54  44%
Don't know/Not sure................................................................................................ 3  3  2%
Refused.................................................................................................................... 4  0  0%

45: Q22
The Environmental Protection Agency has recently adopted qualified compact
fluorescent bulbs as one of their Energy Star family of products, which includes
products such as computers, washing machines, and lighting fixtures. This means
that the EPA will endorse certain CFLs by allowing manufacturers toattach Energy
Star stickers which helps with promotion and advertising. Do youthink this
association with Energy Star could help sell CFLs in your store?

( 1/ 594)
N=..............................................................................................................................  123 100%
Yes........................................................................................................................... 1  92  75%
No............................................................................................................................ 2  16  13%
Haven't heard of Energy Star................................................................................... 3  0  0%
Don't know/Not sure................................................................................................ 4  15  12%
Refused.................................................................................................................... 5  0  0%

46: Q23
What do you think is the greatest barrier in selling more compact fluorescent bulbs
in your store?

( 1/ 595 - 597 - 599 - 601 - 603 - 605 - 607 - 609)
N=..............................................................................................................................  123 100%
Price/cost ............................................................................................................... 02 N  0  0%
Lack of awareness ................................................................................................. 03 N  0  0%
Not enough information available to consumer..................................................... 04 N  0  0%
Not enough space in store ..................................................................................... 05 N  0  0%
Appearance of bulbs.............................................................................................. 06 N  0  0%
Light from bulbs/funny light/not bright enough.................................................... 07 N  0  0%
Bulbs don't fit all fixtures ...................................................................................... 08 N  0  0%
Past performance of bulbs ..................................................................................... 09 N  0  0%
People used to incandescent bulbs/habit ............................................................... 10 N  0  0%
Lack of interest...................................................................................................... 11 N  0  0%
No barriers............................................................................................................. 12 N  0  0%
RECORD COMMENTS ....................................................................................... 95 O  118  96%
Don't know/Not sure.............................................................................................. 98 X  5  4%
Refused.................................................................................................................. 99 X  0  0%
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47: Q24
The LightWise program, sponsored by the Northwest Energy Efficiency Alliance,
pays incentives to manufacturers so they can sell compact fluorescent bulbs
toretailers at discounted prices. LightWise also works with retailers to promote
CFLs. LightWise CFLs have stickers that say LightWise. Do you have any
LightWise CFLs in stock or are you taking part in LightWise?

( 1/ 611)
N=..............................................................................................................................  123 100%
Yes........................................................................................................................... 1  30  24%
No............................................................................................................................ 2=> Q30  76  62%
Don't know/Not sure................................................................................................ 3 => Q30  17  14%
Refused.................................................................................................................... 4 => Q30  0  0%

48: Q25
Why did you decide to get involved in Lightwise?

( 1/ 612 - 614 - 616 - 618 - 620 - 622)
N=..............................................................................................................................  30 100%
Believe in energy efficient products...................................................................... 01  5  17%
Believe in offering customers choices................................................................... 02  5  17%
Could sell CFLs for less ........................................................................................ 03  4  13%
Ensured high quality bulbs .................................................................................... 04  0  0%
Would get marketing support and training ............................................................ 05  5  17%
Corporate decision................................................................................................. 06 N  8  27%
Involvement of utilities.......................................................................................... 07 N  4  13%
Other (SPECIFY:) ................................................................................................. 95 O  4  13%
Don't know/Not sure.............................................................................................. 98 X  4  13%
Refused.................................................................................................................. 99 X  0  0%

49: Q26
Do you think the LightWise compact fluorescent bulbs have brought down the
prices of non-LightWise compact fluorescent bulbs?

( 1/ 624)
N=..............................................................................................................................  30 100%
Yes........................................................................................................................... 1  13  43%
No............................................................................................................................ 2  7  23%
Don't know/Not sure................................................................................................ 3  10  33%
Refused.................................................................................................................... 4  0  0%

50: Q27
How important has the LightWise program been in selling compact fluorescent
bulbs in your store? Would you say. . .

( 1/ 625)
N=..............................................................................................................................  30 100%
Very important ........................................................................................................ 1  11  37%
Somewhat important................................................................................................ 2  12  40%
Not too important .................................................................................................... 3  5  17%
Or not at all important ............................................................................................. 4  2  7%
------------------------ ...................................................................................................   0  0%
Don't know/Not sure................................................................................................ 5  0  0%
Refused.................................................................................................................... 6  0  0%
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51: Q28
Would your store continue to sell compact fluorescent bulbs at the same prices
they are now, or do you think prices would rise without the LightWise discount?

( 1/ 626)
N=..............................................................................................................................  30 100%
Could sell at about the same prices ......................................................................... 1 => GENDR  16  53%
Prices likely to increase........................................................................................... 2 => GENDR  11  37%
Don't know - would depend on manufacturers and the particular bulb ................... 3 => GENDR  1  3%
Don't know .............................................................................................................. 4 => GENDR  2  7%
Refused.................................................................................................................... 5 => GENDR  0  0%

52: Q30
Have you heard of the LightWise Program?

( 1/ 627)
N=..............................................................................................................................  120 100%
Yes........................................................................................................................... 1  41  34%
No............................................................................................................................ 2=> Q32  73  61%
Don't know/Not sure................................................................................................ 3 => Q32  6  5%
Refused.................................................................................................................... 4 => Q32  0  0%

53: Q31A
Please tell me if you have heard of LightWise from ANY of the following sources.
Was it from. . .

A circuit rider or a person from LightWise who visited your store?
( 1/ 628)

N=..............................................................................................................................  41 100%
Yes........................................................................................................................... 1  29  71%
No............................................................................................................................ 2  10  24%
Don't know/Not sure................................................................................................ 3  2  5%
Refused.................................................................................................................... 4  0  0%

54: Q31B
(Please tell me if you have heard of LightWise from. . . )

A mailing from the Alliance or Utility?
( 1/ 629)

N=..............................................................................................................................  41 100%
Yes........................................................................................................................... 1  12  29%
No............................................................................................................................ 2  28  68%
Don't know/Not sure................................................................................................ 3  1  2%
Refused.................................................................................................................... 4  0  0%

55: Q31C
(Please tell me if you have heard of LightWise from. . .)

A phone call from Lightwise staff or utility staff?
( 1/ 630)

N=..............................................................................................................................  41 100%
Yes........................................................................................................................... 1  5  12%
No............................................................................................................................ 2  34  83%
Don't know/Not sure................................................................................................ 3  2  5%
Refused.................................................................................................................... 4  0  0%
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56: Q31D
(Please tell me if you have heard of LightWise from. . .)

Reading or hearing about the program in the media?
( 1/ 631)

N=..............................................................................................................................  41 100%
Yes........................................................................................................................... 1  9  22%
No............................................................................................................................ 2  31  76%
Don't know/Not sure................................................................................................ 3  1  2%
Refused.................................................................................................................... 4  0  0%

57: Q31E
Have you heard of LightWise from any other source that I have not mentioned? IF
YES, PROBE: Which ones?

( 1/ 632 - 634 - 636 - 638 - 640 - 642)
N=..............................................................................................................................  41 100%
No/No other sources.............................................................................................. 00 X  37  90%
RECORD COMMENTS ....................................................................................... 95 O  3  7%
Don't know ............................................................................................................ 98 X  1  2%
Refused.................................................................................................................. 99 X  0  0%

58: Q32
The goal of LightWise is to increase the sales of compact fluorescent bulbs
through lowering the price of the bulbs and providing training and marketing
support to retailers. How interested would you be in participating in the LightWise
program in the future? Would you say you would be. . .

( 1/ 644)
N=..............................................................................................................................  120 100%
Very interested ........................................................................................................ 1  28  23%
Somewhat interested................................................................................................ 2  41  34%
Not too interested .................................................................................................... 3  25  21%
Or not at all interested ............................................................................................. 4  13  11%
-------------------------..................................................................................................   0  0%
Don't know/Not sure................................................................................................ 5  13  11%
Refused.................................................................................................................... 6 => GENDR  0  0%

59: WORD1
wording only

( 1/ 645)
N=..............................................................................................................................  120 100%
very interested? ....................................................................................................... 1  28  23%
somewhat interested? .............................................................................................. 2  41  34%
not too interested? ................................................................................................... 3  25  21%
not at all interested?................................................................................................. 4  13  11%
that? ......................................................................................................................... 5  13  11%
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60: Q33
Why do you say <word1 >

( 1/ 646 - 648 - 650 - 652 - 654 - 656)
N=..............................................................................................................................  120 100%
VERY/SOMEWHAT INTERESTED...................................................................N1 N  0  0%
Like the idea, general ............................................................................................ 02  27  23%
Would improve consumer education/awareness ................................................... 03  0  0%
Ability to sell bulbs at lower cost to consumer/good for consumer ...................... 04  0  0%
Might be interested, but want to know more ......................................................... 05  0  0%
Could increase sales of CFL's................................................................................ 06  0  0%
Promotional materials available to customers ....................................................... 07  0  0%
Just to see what product is about ........................................................................... 08  0  0%
To help save energy............................................................................................... 09  0  0%
Looking for ways to increase business .................................................................. 10  0  0%
NOT VERY/NOT AT ALL INTERESTED..........................................................N2 N  0  0%
Not my decision .................................................................................................... 20  0  0%
Don't sell enough light bulbs/Not enough CFL's sold in store .............................. 21  7  6%
Poor bulb quality in past........................................................................................ 22  0  0%
I get discounted bulbs from distributor.................................................................. 23  0  0%
Don't think it's a viable market .............................................................................. 24  0  0%
Location of store no conducive/no customer demand ........................................... 25  0  0%
High cost of bulbs/Need to bring price down........................................................ 26  8  7%
Not enough space .................................................................................................. 27  0  0%
Not enough resources to get involved/lack of time ............................................... 28  0  0%
Don't want to sell bulbs to benefit utility............................................................... 29  0  0%
No supplier available............................................................................................. 30  0  0%
Don't sell to public/don't sell that kind of lighting................................................. 31  0  0%
Too much trouble (non-specific) ........................................................................... 32  4  3%
Other (SPECIFY:) ................................................................................................. 95 O  80  67%
Don't know/Not sure.............................................................................................. 98 X  2  2%
Refused.................................................................................................................. 99 X  0  0%

61: NAME1
In case my supervisor needs to check my work, may I have your first and last
name please? IF SPEAKING WITH PERSON IN SAMPLE: May I verify your
name as... #1 FROM SAMPLE: <CONT > #2 FROM SAMPLE: <OWNER >

( 1/ 658)
N=..............................................................................................................................  96 100%
RECORD NAME.................................................................................................. 01 O  74  77%
SPEAKING WITH #1 FROM SAMPLE.............................................................. 02  0  0%
SPEAKING WITH #2 FROM SAMPLE.............................................................. 03  21  22%
REFUSED NAME ................................................................................................ 99  1  1%

62: GENDR
RECORD GENDER

( 1/ 660)
N=..............................................................................................................................  150 100%
Male......................................................................................................................... 1  121  81%
Female ..................................................................................................................... 2  29 19%
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63: TIME
time calculation

PROGRAMMERS NOTE:Installation Files TXT 'completion' Q
( 1/ 661)
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64: TIMEM
TIME IN MINUTES

( 1/ 665)
N=..............................................................................................................................  150 100%
........................................................................................................................... 0001  8  5%
........................................................................................................................... 0002  14  9%
........................................................................................................................... 0003  14  9%
........................................................................................................................... 0004  13  9%
........................................................................................................................... 0005  16  11%
........................................................................................................................... 0006  21  14%
........................................................................................................................... 0007  18  12%
........................................................................................................................... 0008  18  12%
........................................................................................................................... 0009  7  5%
........................................................................................................................... 0010  5  3%
........................................................................................................................... 0011  1  1%
........................................................................................................................... 0012  0  0%
........................................................................................................................... 0013  2  1%
........................................................................................................................... 0014  0  0%
........................................................................................................................... 0015  0  0%
........................................................................................................................... 0016  0  0%
........................................................................................................................... 0017  0  0%
........................................................................................................................... 0018  0  0%
........................................................................................................................... 0019  0  0%
........................................................................................................................... 0020  0  0%
........................................................................................................................... 0021  0  0%
........................................................................................................................... 0022  0  0%
........................................................................................................................... 0023  0  0%
........................................................................................................................... 0024  0  0%
........................................................................................................................... 0025  0  0%
........................................................................................................................... 0026  0  0%
........................................................................................................................... 0027  0  0%
........................................................................................................................... 0028  0  0%
........................................................................................................................... 0029  0  0%
........................................................................................................................... 0030  0  0%
........................................................................................................................... 0031  0  0%
........................................................................................................................... 0032  0  0%
........................................................................................................................... 0033  0  0%
........................................................................................................................... 0034  0  0%
........................................................................................................................... 0035  0  0%
........................................................................................................................... 0036  0  0%
........................................................................................................................... 0037  0  0%
........................................................................................................................... 0038  0  0%
........................................................................................................................... 0039  0  0%
........................................................................................................................... 0040  0  0%
........................................................................................................................... 0041  0  0%
........................................................................................................................... 0042  0  0%
........................................................................................................................... 0043  0  0%
........................................................................................................................... 0044  0  0%
........................................................................................................................... 0045  0  0%
........................................................................................................................... 0046  0  0%
........................................................................................................................... 0047  0  0%
........................................................................................................................... 0048  0  0%
........................................................................................................................... 0049  0  0%
........................................................................................................................... 0050  0  0%
........................................................................................................................... 0051  0  0%
........................................................................................................................... 0052  0  0%
........................................................................................................................... 0053  0  0%
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........................................................................................................................... 0054  0  0%

........................................................................................................................... 0055  0  0%

........................................................................................................................... 0056  0  0%

........................................................................................................................... 0057  0  0%

........................................................................................................................... 0058  0  0%

........................................................................................................................... 0059  0  0%

........................................................................................................................... 0060  0  0%

........................................................................................................................... 0061  0  0%

........................................................................................................................... 0062  0  0%

........................................................................................................................... 0063  0  0%

........................................................................................................................... 0064  0  0%

........................................................................................................................... 0065  0  0%

........................................................................................................................... 0066  0  0%

........................................................................................................................... 0067  0  0%

........................................................................................................................... 0068  0  0%

........................................................................................................................... 0069  0  0%

........................................................................................................................... 0070  0  0%

........................................................................................................................... 0071  0  0%

........................................................................................................................... 0072  0  0%

........................................................................................................................... 0073  0  0%

........................................................................................................................... 0074  0  0%

........................................................................................................................... 0075  0  0%

........................................................................................................................... 0076  0  0%

........................................................................................................................... 0077  0  0%

........................................................................................................................... 0078  0  0%

........................................................................................................................... 0079  0  0%

........................................................................................................................... 0080  0  0%

........................................................................................................................... 0081  0  0%

........................................................................................................................... 0082  0  0%

........................................................................................................................... 0083  0  0%

........................................................................................................................... 0084  0  0%

........................................................................................................................... 0085  0  0%

........................................................................................................................... 0086  0  0%

........................................................................................................................... 0087  0  0%

........................................................................................................................... 0088  0  0%

........................................................................................................................... 0089  0  0%

........................................................................................................................... 0090  0  0%

........................................................................................................................... 0091  0  0%

........................................................................................................................... 0092  0  0%

........................................................................................................................... 0093  0  0%

........................................................................................................................... 0094  0  0%

........................................................................................................................... 0095  0  0%

........................................................................................................................... 0096  0  0%

........................................................................................................................... 0097  0  0%

........................................................................................................................... 0098  0  0%

........................................................................................................................... 0099  0  0%

65: INT01
Thank you for your time and cooperation. Your insights will help us figure out
how to improve the Alliance's efforts to expand the market for compact
fluorescent bulbs.

( 1/ 669)
N=..............................................................................................................................  150 100%
Completed Interview ............................................................................................. 01 D => /END  150 100%
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66: INT
 IF YOU DID INTERRUPT THIS INTERVIEW, PLEASE RECORD CODE FOR
REASON.

( 1/ 671)
N=..............................................................................................................................  0  0%
01 COMPLETED INTERVIEW........................................................................... 01 N => /END  0  0%
02 ARRANGE CALL-BACK - OUT OF OFFICE/HOME.................................. 02 N => /NAME  0  0%
03 RESPONDENT NOT AVAILABLE/TOO BUSY .......................................... 03 N => /CALL1  0  0%
04 NO ANSWER .................................................................................................. 04 N => /CALL1  0  0%
05 ANSWERING MACHINE............................................................................... 05 N => /CALL1  0  0%
06 BUSY ............................................................................................................... 06 N => /CALL2  0  0%
07 INCOMPLETE SURVEY - SCHEDULE CALL-BACK ................................ 07 => /NAME  0  0%
08 REFERRED TO DIFFERENT TELEPHONE NUMBER............................... 08 N => /TEL01  0  0%
09 ARRANGE APPOINTMENT.......................................................................... 09 N => /NAME  0  0%
10 INITIAL REFUSAL......................................................................................... 10 N => /XIT10  0  0%
13 INITIAL REFUSAL - FINAL.......................................................................... 13 N => /END  0  0%
14 REFUSED TWICE........................................................................................... 14 N => /END  0  0%
15 BLOCKED NUMBER ..................................................................................... 15 N => /END  0  0%
16 CHANGE AREA CODE.................................................................................. 16 N => /TEL02  0  0%
18 COMPANY POLICY NO SURVEYS............................................................. 18 N => /END  0  0%
19 WRONG NUMBER/NO ONE BY THAT NAME AT THIS NUMBER ........ 19 N => /END  0  0%
20 DISCONNECT................................................................................................. 20 N => /END  0  0%
21 BUSINESS/RESIDENTIAL NUMBER .......................................................... 21 N => /END  0  0%
22 FAX- MODEM LINE ...................................................................................... 22 N => /END  0  0%
23 LANGUAGE BARRIER.................................................................................. 23 N => /END  0  0%
24 HEARING PROBLEM/OTHER PROBLEM WITH RESPONDENT ............ 24 N => /END  0  0%
25 RESPONDENT GONE FOR REMAINDER OF SURVEY............................ 25 N => /END  0  0%
26 TERMINATED SURVEY ............................................................................... 26  0  0%
34 DUPLICATED NUMBER............................................................................... 34 N => /END  0  0%
39 WILL CALL BACK GILMORE NUMBER.................................................... 39 N => /CALL2  0  0%
50 NQ - MISCELLANEOUS................................................................................ 50 N => /XIT10  0  0%
60 NQ -.................................................................................................................. 60 N => /END  0  0%
61 NQ -.................................................................................................................. 61 N => /END  0  0%
62 NQ -.................................................................................................................. 62 N => /END  0  0%
63 NQ -.................................................................................................................. 63 N => /END  0  0%
64 NQ -.................................................................................................................. 64 N => /END  0  0%
65 NQ.................................................................................................................... 65 N => /END  0  0%
66 NQ -.................................................................................................................. 66 N => /END  0  0%
67 NQ -.................................................................................................................. 67 N => /END  0  0%
68 NQ -.................................................................................................................. 68 N => /END  0  0%
69 NQ -.................................................................................................................. 69 N => /END  0  0%

67: XIT26
RECORD REASON FOR TERMINATION.

( 1/ 673)
N=..............................................................................................................................  0  0%
REASON FOR TERMINATION.......................................................................... 01 DO => /END  0  0%

68: XIT10
( 1/ 675)
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69: C1
SET IN INITIAL REFUSAL

( 1/ 676)
N=..............................................................................................................................  4 100%
First refusal.............................................................................................................. 1  4 100%

70: XBYE0
SKIP OUT

PROGRAMMER'S NOTE: (Xit10, c1 ,xbye0,int10)
( 1/ 677)

71: INT10
THANK & TERMINATE 2nd soft refusal

( 1/ 678)
N=..............................................................................................................................  0  0%
Final refusal........................................................................................................... 14 D => /END  0  0%

72: XIT50
RECORD REASON FOR NQ 50 CODE

( 1/ 680)
N=..............................................................................................................................  1 100%
RECORD COMMENTS ......................................................................................... 1 DO => /END  1 100%

73: F6
Hello, this is ______ of Gilmore Research Group. You have asked us to give you a
call back. NAME FROM CALLBACK <NAME >

( 1/ 681)
N=..............................................................................................................................  3 100%
Comments................................................................................................................ 1 O  3 100%
No comments........................................................................................................... 2  0  0%
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* We are not selling anything.  This is strictly a survey for research
purposes.
* I work for Gilmore Research Group, an independent survey research firm
located
  in Portland, Oregon.
* If you would like to verify this call and get more information, you may call
  my supervisor at 800-218-6148 in Portland. This interview will take about 5
  minutes.
* The Gilmore Research group is conducting a study on behalf of the Northwest
  Energy Efficiency Alliance.  The Alliance is a nonprofit organization who
  promotes energy efficiency.  The study contains questions about how your
  store stocks, promotes and sells light bulbs, expecially compact fluorescent
  light bulbs, also known as CFL's.  Yours answers are strictly confidential
  and will be combined with the resposes of other retailers like yourself to
  better services to stores.

* The alliance spends millions of dollars each year to encourage people to buy
  energy efficient products. Right now, we're asking retailers to give us some
  advice. We want to know how to best work with you to promote compact
  fluorescent bulbs, known as CFLs. Your comments will be used with others to
  provide better services to stores like yours.   PRESS ENTER @F7 TO CONTINUE

74: F7
IF NEEDED STATEMENTS AND PHONE NUMBERS

( 1/ 682)
N=..............................................................................................................................  6 100%
RETURN TO SURVEY.......................................................................................... 1 D  6 100%

75: TEL02
RECORD AREA CODE AND PHONE NUMBER

( 1/ 683)

76: XTEL
SKIP TEL02 / NEW AREA CODE

( 1/ 695)

77: TEL01
RECORD NEW NUMBER

( 1/ 696)

78: NAME
ENTER RESPONDENT'S NAME And who should I ask for?

( 1/ 708)

79: CB
ENTER CALL BACK TIME AND DATE

( 1/ 738)
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80: CALL2
( 1/ 748)

N=..............................................................................................................................  80 100%
................................................................................................................................. 1  80 100%
................................................................................................................................. 2  0  0%

81: CALL1
( 1/ 749)

N=..............................................................................................................................  87 100%
1 call ...................................................................................................................... 01  7  8%
2 calls..................................................................................................................... 02  3  3%
3 calls..................................................................................................................... 03  3  3%
4 calls..................................................................................................................... 04  0  0%
5 calls..................................................................................................................... 05  0  0%
6 or more calls ....................................................................................................... 06  0  0%

82: VOICE
VOICE CONTACTS

PROGRAMMERS NOTE: (VERIFY INT'S)
( 1/ 751)

N=..............................................................................................................................  91 100%
Initial refusal ........................................................................................................... 1  4  4%
Voice contact other than initial refusal.................................................................... 2  6  7%
APPOINTMENT SCHEDULED OR HARD CALLBACK ................................... 3  65  71%
NO VOICE CONTACT .......................................................................................... 0  16  18%


