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Ideal New Product Developm ent ProcessIdeal New Product Developm ent Process

Opportunity Identification
 m arket definition, idea generation

Design
custom er needs, product positioning, segm entation, 

sales forecasting, engineering, m arketing m ix 

Testing
advertising and product testing, pretest and 

pre-launch forecasting, test m arketing 

Introduction
launch planning, launch tracking 

Life-Cycle Managem ent
m arket response analysis, com petitive m onitoring & 

defense, innovation at m aturity 

CEE’sCEE’s Residential Lighting Fixture Residential Lighting Fixture
Market Assessm ent: ObjectivesMarket Assessm ent: Objectives

►► To assess the national residential lightingTo assess the national residential lighting
fixture m arketfixture m arket

►► To identify prom ising m arket segm ents forTo identify prom ising m arket segm ents for
the creation of m arket transform ationthe creation of m arket transform ation
opportunitiesopportunities

►► To narrow these segm ents to the two m ostTo narrow these segm ents to the two m ost
prom isingprom ising

►► To identify possible m arket interventionsTo identify possible m arket interventions



CEE’sCEE’s Residential Lighting Fixture Residential Lighting Fixture
Market Assessm ent: MethodologyMarket Assessm ent: Methodology

►► CEE m em ber depth interviewsCEE m em ber depth interviews

►► Secondary research: from  utilities, utilitySecondary research: from  utilities, utility
groups, public benefits groups, public benefits collaborativescollaboratives, the, the
U.S. governm ent, and the lighting industryU.S. governm ent, and the lighting industry

►► Attendance at a lighting industryAttendance at a lighting industry
conferenceconference

►► Interviews with lighting m anufacturers andInterviews with lighting m anufacturers and
retailersretailers

Lighting Fixture Market: PotentialLighting Fixture Market: Potential
Segm entation Schem esSegm entation Schem es

►► Product typesProduct types

►► Basis of fixture designBasis of fixture design

►► High-use areas of the hom eHigh-use areas of the hom e

►► High-use fixture typesHigh-use fixture types

►► Purchase opportunitiesPurchase opportunities

►► Distribution channelsDistribution channels

►► Consum er preferencesConsum er preferences

►► Regional differencesRegional differences



Lighting Fixture Market: FinalLighting Fixture Market: Final
Segm entation Schem eSegm entation Schem e

►► By product typesBy product types

◊◊ Basis of fixture designBasis of fixture design

◊◊ High hours of operationHigh hours of operation

◊◊ High-volum e sale potentialHigh-volum e sale potential

◊◊ Appropriate use of CFL technologyAppropriate use of CFL technology

◊◊ Em erging technologiesEm erging technologies

◊◊ Consum er preferencesConsum er preferences

Potential Product Types to Focus OnPotential Product Types to Focus On

►► Recessed lighting—Recessed lighting— already being developedalready being developed

►► Torchieres—Torchieres— already available, successful utility program salready available, successful utility program s

►► Portable task/desk lighting—Portable task/desk lighting— only 2%  of residential lightingonly 2%  of residential lighting
energy consum ption, light quality issuesenergy consum ption, light quality issues

►► Light-em itting diodes (Light-em itting diodes (LEDsLEDs)—)— m ore R&D still neededm ore R&D still needed

►► Ceiling fans—Ceiling fans— 15-19 m illion units per year, potential energy15-19 m illion units per year, potential energy
savings of up to 60%  (lighting, m otors, controls, and blades)— and 60%savings of up to 60%  (lighting, m otors, controls, and blades)— and 60%
of energy usage com es from  lightingof energy usage com es from  lighting

►► Outdoor lighting—Outdoor lighting— used by two-thirds of U.S. hom es, longused by two-thirds of U.S. hom es, long
operating hoursoperating hours



Final Product FocusFinal Product Focus

►► Ceiling fansCeiling fans

►► Outdoor lightingOutdoor lighting

Ceiling Fan Market CharacterizationCeiling Fan Market Characterization

►► Product attributesProduct attributes

►► Energy-saving potentialEnergy-saving potential

►► Lighting configurationsLighting configurations

►► Major m anufacturersMajor m anufacturers

►► Shipm entsShipm ents

►► Distribution channelsDistribution channels



Barriers to CFLs in Ceiling FansBarriers to CFLs in Ceiling Fans
►► Lack of perceived consum er dem andLack of perceived consum er dem and

►► Lim itation of strobe effect with m oving bladesLim itation of strobe effect with m oving blades

►► Need for dim m ing capabilitiesNeed for dim m ing capabilities

►► Need for high light outputNeed for high light output

►► Degradation of CFLs with electronic controlsDegradation of CFLs with electronic controls

►► CFLs too large for certain fan stylesCFLs too large for certain fan styles

►► Fragm ented m arket: m ost m anufacturers not bigFragm ented m arket: m ost m anufacturers not big
enough to pursue ideal product developm entenough to pursue ideal product developm ent
paradigmparadigm

Possible Market InterventionsPossible Market Interventions
►► Develop EDevelop ENERGYNERGY S STARTAR standard— addressed standard— addressed
by Natural Resources Defense Councilby Natural Resources Defense Council

►► Target niche m anufacturers for initialTarget niche m anufacturers for initial
m odest successm odest success

►► Long-term  focus on hom e im provem entLong-term  focus on hom e im provem ent
retailers— 80%  of sales by two chainsretailers— 80%  of sales by two chains

►► Make ceiling fans a core com ponent ofMake ceiling fans a core com ponent of
utility lighting program sutility lighting program s



EENERGYNERGY S STARTAR Specifications for Specifications for
Ceiling FansCeiling Fans

Tier 1: Spec introduced January 1, 2002Tier 1: Spec introduced January 1, 2002

►► Lighting (for fans with lighting): eitherLighting (for fans with lighting): either
screw-based or pin-based CFLsscrew-based or pin-based CFLs

►► Requirem ents for im proved air flow (CFM),Requirem ents for im proved air flow (CFM),
air flow efficiency (CFM/watt), controls,air flow efficiency (CFM/watt), controls,
warranty, consum er inform ation, andwarranty, consum er inform ation, and
testingtesting

EENERGYNERGY S STARTAR Specifications for Specifications for
Ceiling Fans (cont.)Ceiling Fans (cont.)

Tier 2: Scheduled for October 1, 2003Tier 2: Scheduled for October 1, 2003

►► Lighting (for fans with lighting): pin-basedLighting (for fans with lighting): pin-based
CFLs onlyCFLs only

►► Additional requirem ents for im proved airAdditional requirem ents for im proved air
flow (CFM), air flow efficiency (CFM/watt),flow (CFM), air flow efficiency (CFM/watt),
controls, and noisecontrols, and noise



EENERGYNERGY S STARTAR-Qualifying Ceiling Fans-Qualifying Ceiling Fans
with Lighting and Light Kitswith Lighting and Light Kits

February 18February 18

►► 12 screw-based m odels, 2 m anufacturers12 screw-based m odels, 2 m anufacturers

►► 0 pin-based m odels0 pin-based m odels

►► 177 non-lighting m odels, 7 m anufacturers177 non-lighting m odels, 7 m anufacturers

February 28February 28

►► 1 screw-based m odel1 screw-based m odel

►► 7 pin-based m odels, 3 m anufacturers7 pin-based m odels, 3 m anufacturers

►► 227 non-lighting m odels, 13 m anufacturers227 non-lighting m odels, 13 m anufacturers

2002 Utility Program s Prom oting2002 Utility Program s Prom oting
EENERGYNERGY S STARTAR-Qualifying-Qualifying
Ceiling Fans with LightingCeiling Fans with Lighting

►► Montana Montana►► Verm ont Verm ont

►► Idaho Idaho►► New Ham pshire New Ham pshire

►► W ashington W ashington►► Connecticut Connecticut

►► Oregon Oregon►► Rhode Island Rhode Island

►► W isconsin W isconsin►► Massachusetts Massachusetts

►► California California►► New York New York



W hy the Role of MarketW hy the Role of Market
Transform ation Organizations in NewTransform ation Organizations in New
Product Market Research Is Lim itedProduct Market Research Is Lim ited

Energy-efficient onlyEnergy-efficient onlyMultipleMultipleProduct linesProduct lines

Any with EAny with ENERGYNERGY

SSTARTAR label label
Their ownTheir ownBrandsBrands

PublicPublicConfidentialConfidentialInform ationInform ation

Energy savings,Energy savings,
pollution preventionpollution prevention

Profits, sales,Profits, sales,
m arket sharem arket share

Long-termLong-term
GoalsGoals

MarketMarket
Transform ationTransform ation

CorporateCorporate

W here W e Fit in the New ProductW here W e Fit in the New Product
Developm ent ProcessDevelopm ent Process
Opportunity Identification
 m arket definition, idea generation

Design
custom er needs, product positioning, segm entation, 

sales forecasting, engineering, m arketing m ix 

Testing
advertising and product testing, pretest and 

pre-launch forecasting, test m arketing 

Introduction
launch planning, launch tracking 

Life-Cycle Managem ent
m arket response analysis, com petitive m onitoring & 

defense, innovation at m aturity 


