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INTRODUCTION

The Bonneville Power Administration (BPA) began implementing its
regionwide uCold facts~ Hot ideaso u campaign in February 1986~ The campaign
promotes energy efficiency to consumers who are planning to ·buy new major
appliances. The campaign goal is to increase the Umarket shareu of
energy.... efficient models in the Pacific Northwest. Phase I of the campaign
(general consumer awareness) ran from February to June 1986~ Phase II
(ta~geting refrigerators and freezers) runs from July.to October 19860 .

The purpose of th i s summary and presentat i on at the 1986 ACEEE Summer
StUdy is to describe the design, implementation, and evaluation of the
UCold factse Hot ideas~u campaign@ The authors will demonstrate the large
role market research has playea in design ·of the campaign·~
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The authors have concluded from the market research that a properly
designed promotion campaign can be nearly as successful as a rebate program.
The necessary condition for success appears to be the clear identification of
the most energy-efficient models at the point-of-purchase (in appliance retail
stores)~ This is what is being attempted in Phase II of the ueola facts. Hot
ideas." campaign0

The authors have also concluded from the market research that consumers:

l@ do not generally behave in an economically-rational manner when
purchasing new major appliances&

2~ are generally unaware of the wide range of energy efficiencies in new
appllances~

3~ are often willing to pay more for energy-efficient models, as long as
they can get the other features they want&

4@ have difficulty unaerstanding and using the EnergyGuiae labels~

5@ will respond more to advertising messages that emphasize "preventing
the loss of moneyu than Usaving moneY$u

CAMPAIGN DE GN

The campai in 1986:

l@ Phase I .- The objectives of this phase are to increase consumer
awareness the range of energy efficiencies in new appliances and
to get appliance retailer participation (needed for Phase 11)@

2* Phase I -- The objective of this phase is to make it easier for
consumers to find/iderttify the most energy-efficient refrigerators
and freezers$ BPA plans to accomplish this by providing "award
stickers u to retailers to affix to display moaels which ITleet BPAls
energy efficiency qualification levels~ BPA also plans to distribute
to consumers a brochure that lists the models which qualify for the
award stickere
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ADVERTISING AND PUBLIC RELATIONS

The following advertisements and materials have been produced for Phase I
of the campaign and will be presented at the ACEEE Summer Study:

l~ Two television and two newspaper adse

2. One appliance dealer trade journal ad@

3. Retail store poster and window icker.

4. Flyer that explains how to use EnergyGuide Labelso

5@ utility bil1-stuffer@

The advertisements and materials for Phase II of the campaign are
currently being designed. These will be incluaed in the authors l presentation

the ACEEE Summer Study, along wi a description of pUblic relations
activities for both phases the campai
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BPA plans implement the Heald facts@ Hot ideas@u calnpaign for at least
three years~ The level of expend; in these years will de~end on

results of annual campaign evaluationsQ




