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CHARACTERIZATION OF THE MARKET
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THE ALLIANCE



HOT WATER SOLUTIONS
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CHARACTERIZATION OF THE NW MARKET

• 55 percent of all water heaters in the 
NW are electrically fueled.

• Water heaters are replaced roughly 
every 10 years.

• Slightly more water heaters are 
sold through the retail channel than 
through installers.

• Most HPWH sales to date were planned 
purchases (86 percent), as opposed to 
emergency replacements (14 percent).
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CHARACTERIZATION OF THE NW MARKET

PRIMARY MARKET BARRIERS
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PLANNED REPLACEMENT PURCHASERS

• Higher income earners

• Consumers interested in exploring 
energy-efficient options 

• Planning for new construction

• Are more open to newer technology but still 
want a reliable product 
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EMERGENCY REPLACEMENT PURCHASERS

• Will wait only 1-3 days to get 

a new water heater

• Few will be open to 

researching new technology 

(HPWHs) in emergency 

situations.

• Typically look to installers to 

provide immediate guidance 

and solutions.
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CURRENT PRODUCT POSITIONING

Key product influencers 
(in order of influence)

• Utilities

• Peers

• Contractors/plumbers

Motivating messaging

• Saving money on 
energy bills

• Saving energy

• Durability/reliability of 
equipment

Key consumer insights

• Consumers want known, 
reliable products 

• Advanced/new tech is 
scary

• When in emergency 
replacement scenarios, 
consumers are not open to 
researching or considering 
new technology.
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2016 ACTIVITIES
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2016 FOCUS – EMERGENCY REPLACEMENTS

• Increase consumer awareness, familiarity and 
confidence

• Online peer and product review platform

• Online tools to support consumer education

• PSAs (radio and TV)

• Regional consumer awareness campaign

• Joint native advertising campaign with ENERGY STAR

• Amplify partner promotions

• Customizable utility promotion packets

• Enhanced segmentation and consumer profiles

• Marketing support to supply chain partners 

• Targeting emergency replacement market

• Empower installer product champions
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CONSUMER FAMILIARITY
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CONSUMER FAMILIARITY

15



CONSUMER FAMILIARITY
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Native 

Advertisement 

Campaign Results

2,934,317 Native Ad 

impressions 

13,918 Native Ad 

Engagements



CONSUMER FAMILIARITY
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11,409,074 total digital impressions 

28,035 total clicks to website

0.25% overall Click-Through-Rate 

$2.77 Cost-Per-Click

Emergency
Replacement

General
Awareness

Energy Saving Money Saving

Impressions 396,638 349,745 59,751 58,515

CTR 0.93% 0.64% 0.67% 0.56%

Clicks 3,686 2,228 400 330
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AMPLIFY PARTNER PROMOTIONS
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• Manufacturer EDDM 

• Utility promotion packets

• Online advertisement support

• Northwest sales channel support



AMPLIFY MARKET PROMOTIONS
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EMPOWER INSTALLER CHAMPION
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QUESTIONS?
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THANK YOU

Becca Yates, NEEA 

byates@neea.org


