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The Northwest Energy Efficiency Alliance (the Alliance) is a non-profit 
group of electric utilities, state governments, public interest groups and 
industry representatives committed to bringing affordable, energy-efficient 
products and services to the marketplace.  In 1997, the Alliance initiated a 
market transformation effort in the clothes washer industry.  First known 
as the WashWise program, the ENERGY STAR

 Resource-Efficient Clothes 
Washer (ES-RECW) Program has evolved considerably over the past four 
years into a nationally known example of effective market transformation.   

Initially, the program was primarily a consumer rebate-driven effort, with 
rebates of $130 for the purchase of qualifying products.  As it achieved 
initial success, and the costs grew, consumer rebates were first reduced, 
and then eliminated.  Since November of 1998, the program has relied on 
consumer marketing and retailer support (including “spiffs”) to maintain 
sales of ENERGY STAR

 resource-efficient clothes washers.  Earlier in 2000, 
the program expanded to include other ENERGY STAR

 home appliances.  
Throughout 2000 and into 2001, the program continued to operate in a 
low-cost manner in an effort to ensure the market was supported while 
Federal Standards were being negotiated. 

The program has now concluded.  This final Market Progress Evaluation 
Report (MPER) documents the history of the initiative, summarizes keys 
to the program’s success, and offers suggestions on how to track the 
sustainability of the program’s impact after the Alliance funding is 
completed. 

A key progress indicator of the ES-RECW program is the impact on sales 
of ES-RECWs in the Northwest.  Figure ES-1 illustrates sales of ES-
RECWs from May of 1997 through February of 2001.  The sharp rise in 
sales rates at the beginning of the program continued unabated until the 
incentive levels were reduced from $130 to $75 at the end of February 
1998, when over 4,000 units were reported sold in one month.  After that 
point, sales were remarkably stable despite later elimination of rebates; 
monthly sales of ES-RECWs were between 2,500 and 3,500 during most 
of the program period.  The sales peaks in November 1999 and September 
2000 were caused by short-term marketing promotions and events, and 
included the Grimiest Soccer Team contest in 1999 and 2000, and the 
ENERGY STAR

 Cleanup Sweepstakes (in partnership with Fred Meyer) in 
2000.  Sales in 2000 seem to reach an even higher plateau, typically 
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exceeding 3,000 units per month, and accounting for an average market 
share of 14.2%. 

Figure ES - 1  

Note: To account for sales made in 1997 that were received in 1998, PEA used a sales-weighted average to 
allocate 3,564 rebates to May through December 1997. 

Table ES-1 shows the program costs over time, grouped into three broad 
categories for analysis: administration, marketing, and incentives.  It 
clearly illustrates the drop in incentive costs.  In 2000, the program costs 
dropped to $42 per ES-RECW sold, a five-fold decrease from the first full 
year of the program (1998).  

PROGRAM UNIT SALES BY MONTH
May 1997 through February 2001
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Table ES - 1 

ENERGY STAR RECW PROGRAM COSTS (IN DOLLARS) 

Program Cost 
Category 

1997  1998  1999 2000 2001* Total 

INCENTIVES 1,927,180 2,995,209 344,515 445,711 106,605 5,819,220 

MARKETING 350,625 783,289 672,223 614,027 33,664 2,453,828 

ADMINISTRATION 551,909 424,981 372,973 604,780 122,890 2,077,533 

TOTAL    2,829,714 4,203,479 1,389,711 1,664,518 263,159 10,350,581 

Source: PECI cost data.   
Note: Minor Direct expenses were merged into the Marketing category to improve readability.  Administration 

includes: PECI management and implementation labor, APT subcontract field labor and direct 
expenses, PECI travel, and other PECI direct expenses.  Year 2000 Administration reflected increased 
costs due to the APT subcontract and program expansion to the eastside of Montana Power Company 
territory. 

* 2001 costs are through February 

Another progress indicator is the extent to which manufacturers began to 
supply more qualifying ES-RECWs.  In general, there has been an 
explosion in both the number of manufacturers making ES-RECWs as 
well as the number of models.  Before 1997, the only products available 
were European models that were considered small by American standards, 
as well as expensive.  Maytag and Frigidaire both introduced resource-
efficient washers in 1997, which changed the market substantially.  Now 
there are 18 different manufacturers and 62 different models available for 
consumers to choose from (see Figure ES-2). 

While success in the market was a major element of the program’s history, 
this success also contributed to achievement in another forum.  A key 
objective of the WashWise/ENERGY STAR

 Clothes Washer Program was to 
foster the advancement of the high-efficiency clothes washer market in 
order to influence the development of improved Federal Appliance 
Efficiency Standards (“Standards”).  Through the strategic and persistent 
efforts of the Alliance, its contractors, and others across the country, this 
progress indicator also has been accomplished.  Proving that the market 
existed for a new generation of clothes washers was a component of 
achieving agreement with manufacturers on the level and implementation 
date of the standard. 
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Figure ES - 2 

The Alliance is in a remarkably good position to inexpensively monitor the 
persistence of some of the key program and market effects to assess the 
longer-term impacts of the program’s accomplishments.  The two major 
accomplishments PEA suggests the Alliance monitor over time are the 
market share of ES-RECWs and the implementation of the new Federal 
Appliance Efficiency Standards for clothes washers.  The necessary 
information is available from the U.S. Environmental Protection Agency 
(and its contractors), industry and energy-efficiency advocate news 
releases, and the Federal Register.  The Alliance may also want to 
consider augmenting this information with additional market research into 
consumer and retailer attitudes, although this information is not critical at 
this time.  

Summary of Accomplishments 

The initiative was initially designed to fulfill two broad goals: create a 
substantial and sustainable market share for resource-efficient clothes 
washers; and help establish a new Federal Standard that would require all 
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clothes washers to be efficient.  Both broad goals have been met and from 
nearly any perspective, the ENERGY STAR

 Resource-Efficient Clothes 
Washer Program has been a major success.  Key among the initiative’s 
successes are the following: 

X The Alliance-funded effort established the leading resource-
efficient clothes washer (RECW) market in the nation, proving that 
RECWs could be more than a niche product. 

X The Alliance played a major role in establishing federal standards 
for efficiency in clothes washers, a standard that is now secure. 

X The Alliance initiative served as a model program for others, most 
notably in New England, to further national goals in support of 
RECWs. 

X Program decision-making and operation provided an excellent 
example of “Adaptive Management,” reflecting the Alliance’s 
desire to actively manage programs to adjust to market conditions 
and improved information. 

X The program provided cost-effective energy resources to the 
region.  Alliance funding of $11.5 million leveraged over $400 
million in efficiency investments in the area, and by 2010, over 100 
aMW of electrical energy savings will be realized annually within 
the region because of this investment. 

X The ENERGY STAR
 Resource-Efficient Clothes Washer Program 

provided an excellent demonstration of the ability of well-
designed, well-managed programs to change markets – a clear 
indication of how a new generation of market transformation 
organizations and programs can work. 

X PEA believes that the ENERGY STAR
 Resource-Efficient Clothes 

Washer Program represents an excellent example of a deliberate, 
successful energy efficiency market transformation effort, and that 
the strategies of the Alliance are a model for future market 
transformation initiatives, particularly for those efforts targeting 
technology advancement culminating in improved Standards. 
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The Northwest Energy Efficiency Alliance (the Alliance) is a non-profit 
group of electric utilities, state governments, public interest groups and 
industry representatives committed to bringing affordable, energy-efficient 
products and services to the marketplace.  This final Market Progress 
Evaluation Report (MPER) reviews the status of the Alliance’s regional 
ENERGY STAR

 Resource-Efficient Clothes Washer Program (ES-RECW 
Program) and its influence on the market.   

The report is divided into six chapters.  In this first chapter, Pacific Energy 
Associates, Inc. (PEA) presents a brief history of the program and its 
changes, including documentation of key findings and recommendations 
from previous MPERs.  In Chapter 2, the status of key program and 
market indicators is presented, typically with information showing the 
entire history of the period of program intervention.  Chapter 3 discusses 
the status of the appliance manufacturing industry regarding ENERGY STAR

 
Resource-Efficient Clothes Washers (ES-RECWs).  The status of the 
Federal Appliance Standards is discussed in Chapter 4, while Chapter 5 
documents the energy savings and benefits of the ES-RECW Program.  
Finally, in Chapter 6, PEA presents key findings and lessons learned from 
the operation and evaluation of the ES-RECW Program. 

Summary History of the ES-RECW Program 

The ES-RECW Program started as the WashWise Program1 in 1997, and 
has evolved considerably over the past three years.  The original WashWise 
Program was comprised of two major elements – incentives and a 
marketing/promotional campaign.  There were two incentive elements to 
WashWise.  A direct consumer rebate was available to purchasers in the 

                                                 
1  As the program and the technology promoted by the program each had two 

names, the nomenclature can be confusing.  Originally the WashWise Program 
supported Resource-Efficient Clothes Washers (RECWs).  With the adoption of a 
national specification for ENERGY STAR Clothes Washers, the program changed 
both the name of the technology promoted (to ENERGY STAR Clothes Washers, 
or ES-RECWs) and the program name.  Because the national specification for 
the ES-RECW technology was identical to the regional RECW specification, only 
the name used changed, not the underlying technology being promoted.  
Likewise, the ES-RECW Program was a direct extension of the WashWise 
Program – only the name changed. 
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form of a $130 instant, in-store discount off the retail purchase price of 
qualifying WashWise Resource-Efficient Clothes Washers (RECWs).  
Additionally, the retailers received $20 per qualifying RECW sold.  The 
WashWise marketing and promotional elements primarily focused on:  1) 
educating consumers regarding the financial and other benefits of RECWs; 
2) creating an awareness of the incentive element of the WashWise 
Program; and 3) informing, training, and motivating appliance retailers. 

Using a process of Adaptive Management to actively manage its programs, 
the Alliance was consistently able to adjust to conditions in the 
marketplace.  For example:  based on strong consumer response to the 
original program offering and the realities of budget constraints, the design 
of the WashWise Program and plans for its future were refined in 
December 1997.  Primarily, the refinements focused on reducing the 
original program incentives from $130 and $20 to the consumer and the 
retailer, respectively, to $75 to the consumer and $10 to the retailer.  
March 1, 1998, was set as the changeover date to the new incentives.   

Additionally, based on consumer response projections and Alliance budget 
allocation decisions, plans were made to phase out consumer incentives 
completely and transition to an ENERGY STAR

 program and marketing 
platform in the fall of 1998.  In accordance to the plan, consumer rebates 
were completely eliminated at the end of September 1998.  Ten dollar 
($10) “spiffs” (rebates to salespeople for each product sold) were 
implemented to motivate sales personnel to continue to promote RECW 
products and to provide a mechanism to track product sales data in the 
absence of rebate-generated information.  The program identity was 
changed from WashWise to the ENERGY STAR

 Resource-Efficient Clothes 
Washer Program, and the program marketing platform and materials were 
redesigned and repositioned to emphasize ENERGY STAR

.  The venture 
continued with these strategies while expanding the marketing messages 
and retailer support to include other ENERGY STAR

 appliances.     

Program History as Documented Through Previous 
MPERs  

Key Findings and Recommendations From MPER #1 

The first Market Progress Evaluation Report (MPER, E98-003, January 
1998) presented an initial look at the market for resource-efficient clothes 
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washers, the progress and trends in that market, and the influence of the 
WashWise Program to date.  In its investigation, PEA surveyed or 
interviewed recent purchasers of RECWs and people actively shopping for 
clothes washers, as well as retailers and manufacturers.  Program and other 
industry data were reviewed. 

Key findings from the first MPER included the following: 

X The initial task of the WashWise Program was to achieve a 
marketshare of 3%, or 2,785 RECW sales in 1997.  The venture 
used a consumer incentive of $130 (which was rebated at the time 
of sale), as well as marketing and promotion strategies.  These 
included consumer education about the benefits of RECWs and the 
availability of the incentive, and training and assistance to retailers 
selling RECWs.  

X The size of the regional market for clothes washers was 
estimated to be 21,400 units sold per month, of which 3% to 
4% might be expected to be RECWs, based on normal market 
conditions at that time.  (Estimates included the introduction of 
RECWs from two U.S. manufacturers, Frigidaire and Maytag.)  

X Sales of RECWs in the Northwest greatly exceeded program 
goals and expectations.  For example, sales in October 1997, 
alone, were 2,684 units – more than 12% of all clothes washer 
sales for the month, and 96% of the program goal for the year.  
While market baseline conditions may have been originally 
underestimated, the WashWise Program was also very successful 
in promoting the sales of RECWs. 

X Purchasers were very satisfied with the performance of their 
RECWs, and 91% would recommend such a purchase to a 
friend .  The primary reason consumers purchased a RECW was 
for energy and water savings, but cleaner clothes and gentleness 
were also important considerations. 

X Retailers were also enthusiastic about RECWs.  Consumers 
generally were unaware of RECWs until they entered a retail 
establishment.  However, despite an incremental cost of $300 to 
$500 for the RECWs, retailers believed that they were worth the 
money, and that at incremental costs of $100 to $200, one-third to 
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one-half of all consumers would buy one.  They also rated the 
WashWise Program highly for its assistance.  

While the WashWise Program was enjoying unprecedented success in the 
market, the first MPER pointed to a number of broader issues that required 
attention in order to achieve the long-term goals of market transformation.  
Most importantly, PEA believed it was critical that the Northwest efforts 
continue to be successful and promoted in various national forums, even 
while budgets would have to be managed because of the program’s 
unanticipated initial success.  As the Northwest provided the country’s 
best example of the potential for RECWs, its success became important in 
ensuring that all manufacturers developed appropriate products, a key step 
towards improving RECW market share, achieving incremental price 
reductions, and working with the Federal Standards process. 

PEA also recommended that marketing and educational efforts be 
increased, even while rebate levels would need to be significantly dropped 
due to budget constraints.  Marketing costs are more controllable than 
rebates, and increased education was indicated since the vast majority of 
consumers were unaware of the existence and benefits of RECWs.   

PEA noted that sales of RECWs could be expected to continue at an 
aggressive pace, and could be in the 15% to 20% range for 1998, assuming 
a substantial ($100+) rebate and an increased marketing effort. 

In response to the first MPER and escalating costs, the Alliance cut the 
rebate nearly in half, to $75 for consumers, and noted that the rebate would 
be phased out within the next year.  Marketing efforts were enhanced.  
Some key program and evaluation results were written up in The Duffy 
Report – a four-color marketing piece aimed at retailers, manufacturers, 
and policy makers – that trumpeted the program’s success.  Information 
from the purchaser and retailer surveys was used to develop support for 
improved Federal Standards for clothes washers. 

Key Findings and Recommendations From MPER #2 

There were several key issues that were of particular interest for the 
second WashWise Market Progress Evaluation Report (E98-012, August 
1998).  First, how did the Northwest market weather the transition to 
smaller rebates?  Second, from a national standards perspective, did 
customer satisfaction with RECWs continue after the “honeymoon” period 
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of initial ownership?  Third, how informed were general consumers 
regarding the technology and the program?  Fourth, how might the market 
be impacted when incentives were eliminated in the Northwest? 

To help examine these issues, PEA surveyed recent purchasers, general 
consumers, and shoppers.  Interviews were also conducted with 
representatives from the national chain stores, the largest regional 
appliance retailers, and all of the major manufacturers. 

Findings from the second MPER included the following: 

X PEA found that market activity peaked in the last months of 
the $130 rebates, with RECWs obtaining over 18% market 
share.  After the rebate reduction, market share for RECWs still 
persisted at an average of 12%, and tended to increase.  

X Customer satisfaction continued at very high levels, even after 
six months or more of ownership. 

X Of general consumers (those not currently in the market for a 
clothes washer), more than half were aware that RECWs could 
be purchased for home use.  Cleaning ability, load capacity, 
efficiency, and price were all ranked “very important” by the 
majority of consumers.  More than half of those consumers 
familiar with RECWs reported that they were at least somewhat 
likely to purchase one, with the likelihood increasing for customers 
intending to replace their clothes washer soon.  However, 
consumers showed an unwillingness to pay the incremental costs 
currently associated with RECWs – 40% of consumers said they 
would not pay any more money for a clothes washer that saved 
them $50 a year in operating costs.  More than 20% had heard of 
ENERGY STAR

, the national brand label, while only 6% had heard 
of WashWise. 

X There were significant signs that the national marketshare of 
RECWs would increase, even without rebates in the 
Northwest.  Manufacturers were diversifying and improving their 
product lines, and sales of RECWs continued to increase 
nationwide.  Half of the major retailers believed that the regional 
market would fully recover after rebates were eliminated.  
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Nationally, there was a significant marketing/rebate effort starting 
in the Northeast, as well as a variety of programs in California. 

Based on information from multiple sources, PEA projected that the 
RECW market could be maintained at the 10% to 12% level in the 
Northwest without rebates.  PEA recommended continuing a regional 
marketing and educational program for RECWs, focused on supporting 
retailers.  PEA also recommended consideration of the ENERGY STAR

 
Home Appliance Program as a way to sustain the RECW market position 
and raise the profile of other energy-efficient appliances.  Finally, PEA 
recommended the development and implementation of a detailed plan for 
supporting and influencing the Federal Appliance Standards process. 

Key Findings and Recommendations From MPER #3  

At the time of MPER #3 (E98-026, April 1999), consumer rebates were 
eliminated and the program transitioned to the ENERGY STAR

 Resource-
Efficient Clothes Washer Program to more closely identify with national 
marketing efforts.  MPER #3 provided information on the current program 
and the market responses over the preceding nine months, including a 
survey of retailers and a review of the Federal Standards process. 

Findings from MPER #3 included the following: 

X The WashWise/ENERGY STAR
 Resource-Efficient Clothes 

Washer program continued to be very successful in stimulating 
regional sales of RECWs.  RECW sales for 1998 were 37,100 
units, 13% of all clothes washer sales. 

X The positive results in the Northwest were having an impact on 
manufacturers’ plans and the Federal Appliance Standards 
process. 

X Sales continued at a reasonable pace after the end of the 
rebate, dropping only 14% on average, and there were a variety of 
indicators that sales of RECWs would continue to expand in the 
Northwest and nationally. 

X While prices of RECWs had moderated slightly, the higher 
incremental cost of RECWs (an average of over $350 more 
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than standard washers with similar features) was still a very 
substantial barrier to increasing market share. 

X Projects in other areas of the country were enjoying success.  In 
particular, the TumbleWash project in the Northeast had built sales 
as rapidly as WashWise did, being limited in growth primarily by 
production and distribution capacity. 

X Manufacturers were continuing to improve and diversify their 
product lines.   

The RECW Program had a very successful introduction and contributed to 
the acceleration of the market for RECWs; a sustainable market for 
RECWs had been established.  However, in PEA’s assessment, there were 
still substantial barriers to achieving full market transformation.  These 
barriers were related, and at their base were rooted in a lack of full 
competition among all of the U.S. manufacturers.  Given that the market 
for RECWs and the U.S. product entries into the market were recent 
events (only about 30 months old), it was be unreasonable to expect that 
all of the market barriers would be overcome.   

These continuing market barriers were: 

X The Federal Standards process was uncertain.  Because almost 
all RECWs sold in the U.S. (97% in the Northwest) were made by 
two manufacturers, other manufacturers might feel that Federal 
Standards at a high level would put them at a competitive 
disadvantage, causing them to vigorously oppose such standards.   

X RECWs still had a high incremental cost over standard clothes 
washers.  The top-selling units had incremental costs of between 
$250 and $500.  Only a small percentage of consumers, certainly 
less than one-third, were willing to pay incremental costs in this 
range, even for very substantial benefits.  Lower prices were 
needed to broaden consumer appeal. 

X Competition among the U.S. manufacturers for the RECW 
market was limited.  Only two U.S. appliance manufacturers were 
enjoying the benefits of having their RECWs accepted by 
consumers.  Other manufacturers appeared to be unwilling to 
commit to the RECW market in a substantial way.  Until there was 



1.  Introduction and Background 

  ENERGY STAR RESOURCE-EFFICIENT CLOTHES WASHER PROGRAM  MPER #5 
 Pacific Energy Associates, Inc. Page 8  

fuller competition, higher prices would remain, and technology 
innovation might be constrained.  

X Consumers were not aware of the benefits of RECWs.  While at 
least half of the consumers in the Northwest were aware of 
RECWs, the remainder was not.  Retailers would be able to sell 
more RECWs if consumers were educated about RECWs prior to 
the time of purchase. 

Given the barriers, PEA made two broad recommendations.  First, PEA 
suggested that the RECW Program be continued at some level, even 
without any rebates.  A specific concern was that a complete shut down of 
the WashWise/ENERGY STAR

 program would send a message to 
manufacturers that, once again, utility support for energy efficiency was 
fleeting.  While manufacturers’ product plans do not rely on the existence 
of utility programs, utility programs clearly can help support the 
development of a market for new energy-saving products.  

While providing additional rebates at this point would be expensive and 
probably unnecessary, PEA recommended that any of a variety of 
marketing and market support initiatives be pursued.  PEA also 
recommended that the Alliance continue providing leadership and support 
for upgrading the Federal Standards for clothes washers, where the 
Northwest had become an important player.  PEA argued that, given the 
effort expended to get the RECW market to its current point, insuring that 
the remaining barriers to transforming the market continue to be addressed 
was a prudent investment. 

Key Findings and Recommendations From MPER #4 

Since November of 1998, the program has relied on consumer marketing 
and retailer support to maintain sales of ENERGY STAR

 clothes washers.  
Earlier in 2000, the program also expanded to include other ENERGY STAR

 
home appliances.  For MPER #4 (E98-065, October 2000), the primary 
emphasis was on reviewing the effectiveness of the marketing efforts over 
the last eighteen months, as well as generally updating the status of the 
program and the market.  To complete this review, PEA conducted 
extensive discussions with program staff, reviewed detailed sales data 
from independent retailers, and interviewed the most active retailers in the 
Northwest. 
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In MPER #4, PEA found that the ES-RECW Program had been very 
effective at maintaining relatively high sales levels of ES-RECW.  
Throughout the history of the ES-RECW Program to date, the Program 
had been very effective in moving the market, and had provided leadership 
and support to the Federal Appliance Standards process, thus helping 
provide success in both forums.  Other specific findings included: 

X Despite the elimination of consumer rebates from the program, 
sales continued at strong levels.  Overall market share in 1999 
was 12.9%, effectively the same as 1998, when rebates were 
available for nearly all of the year. 

X The average retail price of ES-RECWs has been reduced by 
about $100 since January 1998.  This was caused by market share 
shifts to less expensive ES-RECWs, price point drops in some 
models, and the entry of new products.   

X PECI, the program contractor, has done an outstanding job of 
crafting an effective marketing campaign on a modest budget.  
The program contractor demonstrated creativity in their approach 
to marketing, and, most importantly, maintained an effective line 
of communication and a solid relationship with retailers.   

X PEA believes that the “spiff” program, supported by the Great 
Escape Sweepstakes, was the most important and successful 
element of the marketing effort.  The relationship established by 
this marketing approach kept sales personnel focused on promoting 
ES-RECWs, and had a direct impact on short-term sales.  Related 
to the success of the spiff effort was the continued support for POP 
materials, and the ability to support retailers through personal 
communications and service. 

X Retailers continue to be optimistic about the future of the ES-
RECW market.  Retailers expect that ES-RECWs will have half 
of the market share in five years.    

X Expanding the program to cover all ENERGY STAR
 appliances 

has been a useful change.  While the key marketing elements 
reviewed in this report were almost exclusively targeted to clothes 
washers, retailers expressed their strong support for the expanded 
program. 
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From a market transformation perspective, the biggest news was that 
appliance manufacturers and environmental/energy-efficiency advocates 
had agreed to a negotiated settlement regarding future clothes washer 
standards.  The negotiated standard is proposed to begin in 2004, with a 
second step in 2007 that will require efficiency levels similar to the current 
ES-RECWs for all clothes washers.  The negotiated settlement resolved a 
potentially problematic political process, and seemed nearly certain to be 
fully supported in the standard-setting process.  The settlement represents 
a major step in increasing the energy efficiency of clothes washers, and the 
Alliance played a significant role, both in establishing the early market for 
resource-efficient clothes washers, and in providing data and policy 
support to the standards-setting process. 

At the time of MPER #4, the program was nearing the end of its contract 
period, and within that period, PEA did not have any specific 
recommendations for program changes or enhancements.  With the 
program’s success in the market and at the Federal Standards level, the 
original program objectives had been fully achieved.   

With the negotiated settlement regarding future clothes washer standards, 
the Alliance had shown success both in the appliance market and in 
increasing government standards, the two forums identified as targets for 
success in the initial program planning.  PEA concluded that the Alliance 
clothes washer program had become a textbook case of how to transform a 
market effectively, due to the development of a successful overall strategy 
followed by strong implementation. 
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In this section of the report, some key measures of the success of the ES-
RECW Program and the status of the clothes washer market are tracked 
over time.  In most cases, information begins with the initiation of the 
program in 1997, and data are tracked through the end of 2000, or into the 
first few months of 2001. 

Sales and Market Share of ES-RECWs in the Northwest 

A key measure of the success of the ES-RECW program is the impact on 
sales of ES-RECWs in the Northwest.  A key program goal was to:  
“Dramatically increase the market share of RECWs [ES-RECWs] in the 
Program area over the next three years.”   

The initial short-term numeric goal of the program was to achieve a 
market share of 3%, or 2,785 rebated sales of RECWs in 1997.  As the 
figures below show, these short-term goals were substantially exceeded. 

Figure 1 illustrates sales of ES-RECWs from May of 1997 through 
February of 2001.  Six months into the project, monthly sales of RECWs 
were exceeding the expectations for annual sales.  The sharp rise in sales 
rates at the beginning of the program continued unabated until the 
incentive levels were reduced from $130 to $75 at the end of February 
1998, when over 4,000 units were reported sold in one month.   

The early sales success of the program required some budget-related 
adjustments in an attempt to keep sales at a relatively high level while 
ensuring that program costs did not get out of hand.  The basic changes 
were the previously mentioned drop in rebate amount in February 1998, 
followed by the elimination of consumer rebates in September 1998.  (The 
program continued to provide a variety of marketing support and a $10 
incentive to salespersons and/or retailers through February 2001.) 

As Figure 1 shows, sales were remarkably stable despite these major 
program financial changes; during most of the program monthly sales of 
ES-RECWs were nearly always between 2,500 and 3,500.  The sales peaks 
in November 1999 and September 2000 were caused by short-term 
marketing promotions and events.  Sales in 2000 seem to reach an even 
higher plateau, typically exceeding 3,000 units per month. 
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Figure 1 

 Note: To account for sales made in 1997 that were received in 1998, PEA used a sales-weighted average to 
allocate 3,564 rebates to May through December 1997. 

Figure 2 

Figure 2 tells a 
similar story of 
steady sales, with 
an increase in 
2000.  (As 1997 
represents a period 
of less than a year 
when the program 
was first being 
implemented, it is 
not included in 
this graph.) 

 
Note:  Sales results from independent retailers were adjusted to correct for 10% 

under-counting of spiff data.  AHAM washer sales were also adjusted to 
correct for the absence of Circuit City sales and spiffs from the program.  
This adjustment impacted January through October 2000 results.  Circuit 
City exited the laundry market after October 2000. 
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Sales By State 

While the Alliance funding program effort operated across the entire 
Northwest, some utilities offered additional incentive and/or marketing 
support for ES-RECWs, and beginning in January 1998, Oregon offered a 
state income tax credit.  Figure 3 shows the most recent data on 
performance by state.  While all four states experienced substantial 
increases in sales, Oregon had the highest market share, followed by 
Washington. 

Figure 3 

In Oregon, the 
state income tax 
credit is the most 
likely explanation 
for the high rate of 
sales.  In a letter 
of analysis to the 
Oregon Office of 
Energy, PEA 
estimated that the 
income tax credit 
increased sales in 
Oregon by 18% to 
38% compared to 
the rest of the 
region.  That an-
alysis calculated 
sales of ES-
RECWs per 1,000 

house-holds, as shown in Table 1.  

Washington sales of ES-RECWs also track higher than Idaho and 
Montana, probably due to the presence of strong utility programs as well 
as higher household income levels. 
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Table 1 

ENERGY STAR CLOTHES WASHER SALES BY STATE PER 1,000 HOUSEHOLDS 

State MPER 
and Date 

Oregon Washing-
ton 

Idaho Montana 

Notes 

MPER #1  

JAN 1998 

1.8 1.5 1.2 2.0 Covers sales in the first six months of 
the Alliance program (5/97-10/97).  
This was prior to implementation of 
the tax credit. 

MPER #2 

AUG 1998 

9.1 7.8 5.9 8.6 Covers a 14-month period – the last 
eight months of 1997 and first six 
months of 1998. 

MPER #3 

APR 1999 

11.0 8.0 5.9 10.2 Covers a 20-month period.  Oregon 
sales were 40% higher than the 
average of the other states.  
Includes sales for all of 1998, as 
well as the last eight months of 
1997.  Non-Oregon sales averaged 
7.8/ 1,000 households. 

MPER #4  

OCT 2000 

13.8 12.0 9.2 7.3 Covers an 18-month period from 
January 1999 through June 2000.  
The Montana number now includes 
program expansion into the entire 
state, which reduced the penetration 
rate.  The Non-Oregon region aver-
aged 10.3 sales/1,000 households. 

Comparison to Other Regions and National Data 

The increase in the sales of ES-RECWs is not just a Northwest experience.  
Major appliance manufacturers have made commitments to efficient 
clothes washers, and several other states or regions have run programs 
similar to the Alliance effort.  Figure 4 shows comparable data from New 
England, California, and the rest of the country 

 

Figure 4 
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Note: The data used in this figure are only for national retailers, and so varies from other data included in this 
report. 

The program in New England is operated by the Northeast Energy 
Efficiency Partnerships (NEEP), a multi-utility, multi-state collaborative 
effort.  The program was modeled after the Alliance program, but started 
in 1998 rather than 1997.  In general, the NEEP program has pursued a 
more aggressive marketing campaign, including extensive television 
advertising, and rebates (ranging from $50 to $100) are still being paid to 
consumers.  Despite the higher costs of the NEEP program, as compared 
to the Alliance’s ES-RECW Program, the results are very similar for 2000. 

The California program actually was in place before the Alliance effort, 
but has been hampered by the lack of a consistent, coordinated campaign, 
and has experienced funding disruptions. 

The Alliance program shows a market share roughly twice as high as the 
national average.  When the national average is corrected to compensate 
for those areas of the country with the most active utility-supported 
programs, the difference is even greater. 

ES-RECW REGIONAL AND NATIONAL MARKET SHARE (1999 & 2000)
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Retailer Participation 

The program has always placed a high value on getting as many Northwest 
retailers to take part as possible.  As Figure 5 indicates, the greatest 
participation was achieved during the period when consumer rebates were 
available.  The number of participating retailers has declined over time; 
however, the largest reason for the decline is a reduction in the number of 
stores selling appliances.  Several appliance-retailing chains, both national 
and regional, have gone out of business, as have some independents, and 
some independent retailers have grown into small chains.  Overall, 90% of 
appliance retail outlets remained with the program into 2001, and none 
requested to be dropped. 

Figure 5 

Program Costs Over Time 

Program costs were grouped into three broad categories for analysis: 
administration, marketing, and incentives.  Table 2 shows the changes in 
costs over time, primarily showing the drop in incentive costs.  
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Table 2 

ENERGY STAR RECW PROGRAM COSTS (IN DOLLARS) 

Program Cost 
Category 

1997  1998  1999 2000 2001* Total 

INCENTIVES 1,927,180 2,995,209 344,515 445,711 106,605 5,819,220 

MARKETING 350,625 783,289 672,223 614,027 33,664 2,453,828 

ADMINISTRATION 551,909 424,981 372,973 604,780 122,890 2,077,533 

TOTAL    2,829,714 4,203,479 1,389,711 1,664,518 263,159 10,350,581 

Source: PECI cost data.   
Note: Minor Direct expenses were merged into the Marketing category to improve readability.  Administration 

includes: PECI management and implementation labor, APT subcontract field labor and direct 
expenses, PECI travel, and other PECI direct expenses.  Year 2000 Administration reflected increased 
costs due to the APT subcontract and program expansion to the eastside of Montana Power Company 
territory. 

* 2001 costs are through February 

Related to the change in program costs, are the program costs per unit 
sold, as shown in Figure 6.  This figure shows a dramatic, fivefold drop in 
program costs over time; as incentives were reduced and annual sales 
increased. 

Figure 6 
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Overview 

For this final MPER, PEA reviewed program data on sales and costs of 
ES-RECWs, and interviewed all five U.S.-based manufacturers of clothes 
washers, and the three major importers, to determine their current status 
regarding pricing, production, marketing plans, and opinions regarding 
ENERGY STAR

 clothes washers.   

Changes in ES-RECW Prices and Manufacturer 
Market Share 

ES-RECWs still cost more on average than standard clothes washers.  Part 
of the increase is due to the positioning of ES-RECWs as a premium 
product by some manufacturers, part is due to recovery of investments in 
research, marketing, and manufacturing facilities, and part is due to some 
higher imbedded costs of technologies used in the more resource-efficient 
products.  Retailers in the Northwest believed that a standard washer with 
similar features (e.g., size, controls, quality) would cost about $500.  DOE 
research indicates that the average standard washer cost is $453, and they 
expect efficient clothes washers to cost $240 more than that in 2007. 

Figure 7 indicates that the average cost of ES-RECWs is on a downward 
trend.  Part of this trend is due to reductions in the retail prices of ES-
RECWs, while part is due to the shifting in market share from higher-cost 
ES-RECWs (from Maytag and European manufacturers) to lower-cost 
products (primarily from Frigidaire and Whirlpool).  Since the inception of 
the Alliance program, the average cost of ES-RECWs has dropped nearly 
$100, but is still more than $300 above standard clothes washers with 
similar features. 

 

 

Figure 7 
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 Note: May 1997 through December 1997 average prices were adjusted to incorporate sales made in 1997, but 
recorded later and reported in 1998 results.  

Figure 8 

In Figure 8, the 
annual changes in 
market share by 
manufacturer are 
tracked.  In the 
first full program 
year, 1998, May-
tag had a majority 
of all ES-RECW 
sales.  In 2000 and 
the early months 
of 2001, ES-
RECWs made by 
Frigidaire now 
account for over 

50% of the market.  Whirlpool is the largest maker of clothes washer by 
far, but was a late entrant in the resource-efficient market.  They are 
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adding different models to their line-up in 2001, and their market share 
among ES-RECWs may continue to grow, although from a modest base.  

In general, there has been an explosion in both the number of 
manufacturers making ES-RECWs as well as the number of models.  This 
is perhaps the most compelling evidence, from a market perspective, that 
ES-RECWs have become a major opportunity to grow market share.  
Before 1997, the only products available were European models that were 
considered small by American standards, as well as expensive.  Maytag 
and Frigidaire both introduced resource-efficient washers in 1997, which 
changed the market substantially.  Most recently, there are now 18 
different manufacturers, and 62 different models available for consumers 
to choose from (see Figure 9). 

Figure 9 
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Manufacturer Interviews 

Table 3, below, presents a summary of the key responses from 
manufacturer interviews.  Some significant details from each of the 
manufacturer interviews are presented after the table. 

Table 3 

SUMMARY OF KEY RESPONSES FROM MANUFACTURERS 

Subject Frigidaire General 
Electric 

Maytag Whirlpool Asko Equator Miele 

NEW PRODUCTS 
SINCE MPER #3 
(SEPT 99) 

No Yes – 
two front 

load 

Yes – 
one front 

load 

Yes – 
one top 

load 

Yes – six 
front load 

No No 

NEW PRODUCTS 
PLANNED 

Yes –
front load 

Yes –  
top load 

NA Yes –  
top load 

Yes – 
front load 
$599 to 
$799 

No Yes 

PRICE RANGE IN 
1999 

$649 to 
$699 

$699 to 
$749 

$1,099 to 
$1,999 

(combined 
w/dryer) 

$599 $999 to 
$1599 

$999 
(combined 
w/ dryer) 

$1,395 to 
$1,795 

PRICE RANGE IN 
2001  

$599 to 
$699 

$649 to 
$999 

$1,049 to 
$1,999 

$599 to  
$1,099 

$999 to 
$1,699 

$1,099 $1,399 to 
$1,799 

ES-RECW 
PERCENT OF 
PRODUCTION 

25% to 
30% 

15% to 
20% 

32% to 
50% 

NA 100% 90% 100% 

PLANNED 
CHANGES TO 
PRODUCTION 

No No Yes – 
adding  

production 
line 

Yes Yes –     
a second 

shift 

No No 

STRONGER SALES 
W/ UTILITY  
PROGRAMS 

Yes Yes Yes – 
initially 

Yes Yes Yes Yes 

Continued 
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SUMMARY OF KEY RESPONSES FROM MANUFACTURERS 

Subject Frigidaire General 
Electric 

Maytag Whirlpool Asko Equator Miele 

RETAILERS 
REQUESTING 
MORE Energy 
Star 
PRODUCTS FOR 
OTHER 
APPLIANCES 

Yes –  
but only 
in areas 

w/ 
rebates 

Yes Don’t 
Know 

Don’t 
Know 

NA Yes Yes 

HAS Energy 
Star WASHER 
SUCCESS 
INFLUENCED 
OTHER PRODUCT 
PLANS? 

Yes –   
now have 

an ENERGY 

STAR  
refrigerator 

No Yes –      
it raised 
expect-

ations for 
marketing 

Don’t 
Know 

NA –    
only sell  
laundry 

equipment 

Yes – 
brought 
out an 

ENERGY 

STAR 
dish-

washer 

Yes 

IMPACT OF 
NORTHWEST 
PROGRAM 

Significant 
– it drove 
ES sales 

Significant Influential  
in NW only 

A success 
in NW 

Very 
Important 

Very 
Important 

Important 

Energy Star USE 
IN MARKETING 

Yes Yes Yes Yes Yes Yes Yes 

Energy Star  

LABELS ON 
PRODUCTS 

Yes Yes Yes Yes Will 
begin 
May 
2001 

Yes Yes 

 

Amana 

While Amana has no current qualifying models (and is therefore not 
included in the table above), they continue to monitor the ES-RECW 
market and plan to remain in the clothes washer business after the new 
standards take effect.  Detailed product plans were not shared.  

General Electric  

General Electric believes that energy efficiency is no longer a niche, and 
that the energy-efficient market will continue to grow.  The company has 



3.  Manufacturer’s Update and Perspectives on ES-RECWs 

  ENERGY STAR RESOURCE-EFFICIENT CLOTHES WASHER PROGRAM  MPER #5 
 Pacific Energy Associates, Inc. Page 24  

been closely watching the market response to Whirlpool’s Calypso 
washer, and indicated it would be introducing its own energy-efficient, 
top-loading unit within the next two years.  Expansions to its front-loading 
line-up are also planned. 

GE noted that its ENERGY STAR
 product has enabled it to increase sales 

volume and sales revenue.  Sales have been increasing over the past six 
months, primarily on the East and West Coasts.  GE expects demand will 
continue to increase over the next six months.   

The company reported that retailers were requesting more ENERGY STAR
 

products for other appliances, most notably for refrigerators and room air 
conditioners.  The company noted it was not sure how to manage the 
different state requirements for water-factor that are now appearing in 
California and Texas. 

Frigidaire 

Beginning September 2001, Frigidaire will introduce six new ENERGY 

STAR
 clothes washers to replace their old line-up.  The units will present 

new styling and graphics, and come in at price points similar to the 
existing line-up.  The company continues to manufacture units for Sears 
(Kenmore), and General Electric. 

ENERGY STAR
 washers represent 25% to 30% of overall washer 

production at Frigidaire.  Sales are stronger in areas where there are active 
utility programs.  The Northwest is the biggest market for Frigidaire. 

Retailers are generally not requesting more ENERGY STAR
 products for 

other appliances, according to Frigidaire.  However, in areas where 
ENERGY STAR

 is being actively promoted, and rebates are offered, the 
company indicated that ENERGY STAR

 sales are increasing.  

The success of Frigidaire’s ENERGY STAR
 clothes washer has indirectly 

influenced “other” product plans, according to the company.  For example, 
due to the awareness of ENERGY STAR

, Frigidaire, who had never had a 
qualifying refrigerator before, will produce ENERGY STAR

 product. 

The Northwest’s program was mentioned as the one that helped drive the 
sales of front-loading clothes washers in the market. 
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Maytag 

Maytag builds three front-loading ENERGY STAR
 clothes washers, and one 

top-load unit.  While the company would not say what percent of washer 
production the ENERGY STAR

 clothes washers represent, they indicated it 
was less than 50%.  A March 2001 press release indicated that 32% of 
Maytag’s products, including washers, refrigerators and dishwashers, are 
ENERGY STAR

-rated, which is double the average for the U.S. appliance 
industry. 

Maytag noted that sales were initially stronger in areas with utility 
programs, but are now strong everywhere.  They noted that retailers are 
more aware of the program and becoming better at selling ENERGY STAR

 
as a benefit.  Maytag credits the Northwest’s ES-RECW program as being 
influential, and believes the rebates were powerful in jump-starting the 
market.   

Whirlpool 

At the 2001 Kitchen & Bath Show, Whirlpool will introduce a new line of 
energy-efficient products that meet ENERGY STAR

 levels (a press release 
indicated a new Calypso washer, a dishwasher, and a refrigerator).  This 
May/June introduction will be supported with a full media ad launch.   

Whirlpool says it has seen a slight increase in sales volume and revenue 
from its ENERGY STAR

 products.  The company anticipates the market will 
continue to grow.  Whirlpool reported stronger sales in areas with utility 
programs, especially when rebates were offered.  Whirlpool also reported 
seeing more ENERGY STAR

 activity, and interest in it from retailers like 
Sears and Best Buy.  The company does not directly credit the success of 
their ENERGY STAR

 washer with influencing other product plans.  Rather, 
Whirlpool credited the market, ENERGY STAR

 incentives, and consumers’ 
need for energy-efficient products as having a greater influence over 
product plans. 

Whirlpool credited the Northwest’s ENERGY STAR
 program for driving a 

higher segment of energy-efficient washer sales than the national average. 
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Asko 

Asko will be showing six new, lower price-point models at the annual 
Kitchen and Bath Show.  Asko was purchased one year ago by an Italian 
firm, Antonio Merloni Group, one of the largest OEM manufacturers in 
the world.    

The company continues to grow rapidly, citing both increases in sales 
volume and revenue, although they would not give any specific data.  Over 
the past six months, sales have been increasing, with activity highest in 
California and New York.  The company sees demand continuing to 
increase over the next six months as other states, besides California and 
Oregon, respond to the growing energy crisis and support more energy-
efficient and water-saving products.  

They indicated the Northwest’s ENERGY STAR
 program has been very 

important to the success of ENERGY STAR
 clothes washers in the 

marketplace.   

Equator 

Equator’s ES-RECW is a condensing (ventless) all-in-one, combination 
washer and dryer.  The company sees the unit as a niche product where 
space (footprint) is a prime consideration.  The strongest sales are in New 
York City and the San Francisco Bay Area, where living spaces are 
somewhat constrained, and space-saving appliances are valued.  Future 
marketing plans call for targeting senior citizens in retirement centers.  

Sales have been increasing substantially over the past six months and the 
company expects demand to stay strong over the next six months.   

The company noted that the success of Equator’s ENERGY STAR
 clothes 

washer had influenced other product plans, such as their new ENERGY 

STAR
 dishwasher.  The company noted that the Northwest’s program was 

very important to the success of ENERGY STAR
 washers in the 

marketplace.   
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Miele 

Miele had planned to roll out eight new models in the U.S. this year, under 
the name Generation-2000.  However, their U.S. introduction has been 
pushed back to mid-2002, to allow the company to first establish sales in 
the European market.  The company indicated that distribution has grown 
by 30% per year over the past five years.  Over the past six months, sales 
have increased, and demand over the next six months is also expected to 
increase.     

All of Miele’s clothes washer product line is ENERGY STAR
.  Seven of 

eleven dishwashers are also ENERGY STAR
.  The success of their ENERGY 

STAR
 clothes washer has influenced Miele to expand their washer line-up, 

especially in areas where ENERGY STAR
 is strong.  And, the company 

expects to expand into refrigerators in less than one year.  The company 
reported that the Northwest’s ENERGY STAR

 program has definitely been 
important to the success of ENERGY STAR

 washers in the market, 
particularly in Oregon and Washington.   

Summary 

The ES-RECW market has continued to expand since the last interviews 
with clothes washer manufacturers in September 1999.  Most 
manufacturers have introduced new models, and more are on the way.  
Pricing continues to hold up well, reflecting strong demand for the 
product, and the efficient market continues to grow in relation to its share 
of overall production.   

Utility programs continue to drive sales, especially in regions where 
rebates are offered.  The Northwest is the largest market for Frigidaire, and 
that market has remained strong, even with the elimination of rebates and 
changes to program identity and marketing.  The Northwest program 
received very high marks from manufacturers concerning its impact on the 
market.  The success of the ES-RECW effort appears to have influenced 
the product plans of most of the manufacturers. 
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A key objective of the WashWise/ENERGY STAR
 Clothes Washer Program 

was to foster the advancement of the resource-efficient clothes washer 
market in order to influence the development of improved Federal 
Appliance Efficiency Standards (“Standards”).  Through the efforts of the 
Alliance, its contractors, and others across the country, this objective has 
been accomplished.  This chapter discusses the final stages of the 
Standards-setting process and the role of the Alliance in this important 
development.2 

The Negotiated Agreement for the New Standard 

On May 23, 2000, after a protracted rule-making process marred by 
concerns with DOE’s economic analyses and the equipment-testing 
procedures, a landmark agreement on revisions to the minimum efficiency 
standards for clothes washers was announced.  The agreement culminated 
months of negotiations between appliance manufacturers and a broad 
coalition of public interest advocates.  This negotiated agreement included 
recommendations for: 1) efficiency standard levels and implementation 
dates; 2) ENERGY STAR

 program specifications; 3) federal tax credits for 
manufacturers; and 4) energy and water-use performance disclosure/ 
reporting. 

Standard Levels and Implementation Dates 

The agreement proposed increasing the minimum energy efficiency 
requirements in two stages for clothes washers manufactured in this 
country.  It called for an initial 22.5% improvement over the current 
standards, effective for clothes washers manufactured on or after January 

                                                 
2  Most of the information in this section was provided or obtained through 

interviews with Tom Eckman of the Northwest Power Planning Council and 
Andrew DeLaski of the Appliance Standards Awareness Project.  Additionally, 
detailed information and documentation was obtained from the Federal Register 
(January 12, 2001) and the websites for US DOE’s Office of Building Technology 
(http://www.eren.doe.gov/buildings/codes_standards/applbrf/) and the Consorti-
um for Energy Efficiency (http://www.ceeformt.org/).  
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1, 2004.  The final step in the agreement was a 35% increase in energy 
efficiency for washers manufactured on or after January 1, 2007.   

ENERGY STAR Specifications 

The agreement also called upon DOE to set the minimum efficiency level 
for clothes washers to qualify for the ENERGY STAR

 label in 2001 at 35% 
above the current standard, and raised it to 42.5% above the current 
standard in 2004.  Interestingly, as evidence of the complicated nature of 
these negotiations, the agreement also included aspects related to ENERGY 

STAR
 specifications for refrigerators and freezers.   

Federal Tax Credits 

Parties to the agreement committed to supporting legislation that would 
provide federal income tax credits for manufacturers producing clothes 
washers complying with the new standards prior to its effective date.  In 
addition, manufacturers could receive tax credits for producing ENERGY 

STAR
-compliant refrigerators and freezers. 

Performance Disclosure and Reporting 

The negotiated standard established the minimum energy efficiency of new 
clothes washers, but did not propose to regulate the amount of water that 
can be used by the machines.  However, manufacturers agreed to disclose 
the energy efficiency and water consumption of all clothes washers sold 
that qualify for the tax credit and ENERGY STAR

 designation beginning in 
2001.  The Association of Home Appliance Manufacturers (AHAM) will 
also report the sales-weighted average energy efficiency and water 
consumption of all machines sold, beginning in 2002, and each machine's 
water factor beginning in 2007. 

From Negotiated Agreement To Federal Standards 

With the negotiated agreement between the key participants in the 
Standards rule-making in hand, the Clinton Administration issued the new 
standards for clothes washers (as well as for other appliances, including air 
conditioners) just before leaving office in January 2001.  A copy of the 
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Federal Register Final Rule for this subject is located in Appendix A.  
However, as part of a 60-day review period that these new Federal 
Standards are under, the Bush Administration quickly ordered the review 
of the Standards and the proceedings, indicating that over-turning the 
Clinton administration decision was a real possibility.   

Lawyers for DOE (under Bush) directed the DOE to examine whether 
former President Clinton’s appointees exaggerated the benefits or played 
down the costs of the energy-efficiency standards.  Petitions to overturn 
the Clinton actions on Standards were filed on behalf of consumers.  A 
Joint Resolution (H.J RES.44) from the U.S. House of Representatives was 
issued to nullify the Standards. 

In the end, the new Standards for clothes washers survived this opposition, 
and became effective as of April 13, 2001.  Other appliance Standards 
being reviewed were not as resilient.  The proposed Standards for air 
conditioner efficiency, for example, ended up being “rolled back” from 
requiring new units to use 30% less energy than the current Standards to 
requiring a more modest 20% reduction in consumption. 

It appears that there were several key factors that enabled the clothes 
washer standard to survive this review intact, while the air conditioner 
standard was rolled back.  Key among these factors was that the appliance 
manufacturing industry supported the new standard.  The industry, through 
its association (Association of Home Appliance Manufacturers, or 
AHAM), weighed in heavily during the 60-day review process, responding 
directly to the petitions of consumer and other groups trying to reopen the 
Standards rulemaking process.  A copy of an AHAM letter to the Secretary 
of Energy is located in Appendix B.  This letter indicates the strong support 
of the industry for the Standards.   

All documentation reviewed by PEA, and all of the interviews conducted 
for this report, indicated that the single biggest reason the Standard for 
clothes washers went through was the appliance manufacturers’ support 
for the new Standard as outlined in the negotiated agreement.  The 
Standards were negotiated, rather than imposed on the industry, and the 
manufacturers supported the agreement to the end.  Several process 
observers noted that, “The manufactures will make a lot more money 
selling these new machines than the old ones.”  PEA assumes that the 
industry support is profit-motivated, but nevertheless, it appears to be the 
industry support that ultimately delivered the new clothes washer Standard 



4.  Federal Appliance Efficiency Standards Update 

  ENERGY STAR RESOURCE-EFFICIENT CLOTHES WASHER PROGRAM  MPER #5 
 Pacific Energy Associates, Inc. Page 32  

in the face of significant opposition.  Their support came from the fact that 
the market for energy-efficient clothes washers had been demonstrated to 
exist, and manufacture of this new generation of clothes washers held 
benefits to the manufacturers (in the form of increased revenues), as well 
as benefits for consumers.  The Alliance program played a strong role in 
demonstrating the potential market for these new appliances.    

By contrast, the Standards for air conditioners were not supported by the 
HVAC manufacturing industry, leading to sufficient pressure from those 
opposed to the new Standards to cause the Bush Administration to “roll-
back” those Standards. 

The Role of the Alliance  

The contributions of the Alliance to the Standards setting process are 
several. 

Strategic Program Design and Implementation 

As was noted earlier, from the beginning, the Alliance established program 
objectives targeting the Federal Standards.  Additionally, the program 
design and implementation strategies that either directly or indirectly 
provided support for improved Standards included: 

• Consumer rebates to create early consumer demand and retailer 
interest, stimulate product sales, and encourage product 
development and introduction by the manufacturers; 

• Retailer support and training, and consumer marketing to produce a 
knowledgeable sales force and increased consumer awareness; 

• High quality program and market activity tracking and reporting; 
and 

• Gradual reduction and elimination of consumer rebates (while 
continuing marketing and other retailer support program elements) 
to demonstrate unsubsidized market viability (i.e., that the market 
share of clothes washers was not “bought”). 
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Program Evaluation and Market Research 

Through a series of Market Progress Evaluation Reports, each with a 
somewhat different focus and emphasis, the Alliance provided several key 
pieces of information to program designers, market actors, and the 
Standards setting process.  Areas addressed included: 

• Consumer awareness, satisfaction, and behavior market research 
results; 

• Reliable market share estimates and projections; and 

• Identification of program design evolution opportunities and short-
term feedback on program changes.  (This process not only proved 
invaluable to the Alliance Program designers and implementers, 
but also to program designers around the country, most specifically 
New England utilities, who developed a “sister” program patterned 
after the Alliance program.) 

Direct Participation in the Standards Setting Process 

In MPER #2, PEA recommended that the Alliance “develop and 
implement a detailed plan for supporting and influencing the Federal 
Appliance Standards setting process.”  PEA recommended continuing 
support for the Standards setting process in MPER #3.  The Alliance 
responded by funding the development of an aggressive plan and a small 
team of consultant/contractors to represent the Northwest region and to 
participate in the U.S. DOE’s Standards setting process for clothes 
washers.  Over the course of more than two years, the team, led by Tom 
Eckman, provided the process: 

• Support from a organization that was neither primarily an 
environmental advocacy group, nor an “inside-the-beltway” 
political player; 

• Analytical support, primarily in the areas of market data and non-
energy benefits, developed through program, evaluation, or other 
means; 

• Consumer market research results designed to refute specific 
consumer barriers (developed through the evaluations); and 
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• Support for the standards from utilities and government entities. 

While DOE needed to replicate much of the Northwest’s market research 
to provide a national perspective and to represent industry perspectives, 
the Northwest’s lead in the marketplace and the quality of the market data 
generated set the standard for additional research.  The Alliance-funded 
participation also added outside perspectives, which changed the dynamics 
of the negotiations. 

Summary 

The successful Northwest clothes washer program and participation of the 
Alliance in the national Standards process were at least partially 
responsible for the development of a new Standard for clothes washers 
that already has withstood a major political test.  The Standard is virtually 
certain of going into effect as planned. 

The support of the appliance manufacturing industry was critical in 
developing negotiated standards, and the role of the Northwest in 
demonstrating that a market existing for ES-RECWs was critical to 
assuaging the fears of the manufacturers regarding consumer acceptance of 
this new technology.  The political and technical support provided to the 
standards process by the Alliance also substantially assisted the 
development of the new Standards. 

PEA believes that the ENERGY STAR
 Resource-Efficient Clothes Washer 

Program represents an excellent example of a deliberate, successful 
energy efficiency market transformation effort, and that the strategies of 
the Alliance are a model for future market transformation initiatives, 
particularly for those efforts targeting technology advancement 
culminating in improved Standards. 
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This section contains a brief background discussion and the results of the 
most recent Alliance analysis of energy and resource savings for the 
WashWise/ENERGY STAR

 Resource-Efficient Clothes Washer Program.  
The current analysis is based on the Northwest’s regional market 
characteristics and efficiency levels, and changes to the market that will be 
required by the new federal appliance efficiency standards. 

Program Cost and Savings Analysis (1999-2000) 

As part of an Alliance project to standardize and formalize the analysis of 
program effects and cost-effectiveness, Alliance staff developed a program 
cost-and-savings analysis for the WashWise/ENERGY STAR

 Resource-
Efficient Clothes Washer Program.  To support the analysis, Alliance staff 
reviewed all available program planning and market research 
documentation, as well as PEA’s previous evaluation work products and 
recommendations pertaining to the analysis.  The staff also interviewed 
and discussed the available information and the analysis with selected 
program, industry, and evaluation personnel to confirm or revise the list of 
assumptions used for the analysis.  The analysis was completed in the 
spring of 2000. 

In the fall of 2000, as part of developing Market Progress Evaluation 
Report #4, PEA reviewed the Alliances’ program cost and savings analysis 
in detail.  Based on PEA’s understanding of the characteristics of the 
negotiated industry agreement for proposed new Federal Appliance 
Efficiency Standards for clothes washers, PEA recommended that the 
Alliance staff modify several key assumptions that drive the cost-
effectiveness analysis for the program.  In general, PEA recommended that 
the analysis be changed to reflect the latest information regarding the 
efficiency levels and timing of the proposed federal appliance standards 
for clothes washers.  The negotiated industry agreement for the Standard 
included three levels of efficiency: the current standard, a change in the 
standard in 2004, and a final change in 2007.  Specifically, PEA 
recommended: 

1. Expanding the analysis from its former approach of having only 
“standard” and “qualifying” clothes washers, to having three 
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categories of products: those meeting the current minimum 
appliance efficiency; those meeting the first stage of the new 
standard; and those meeting the final stage of the new standard. 

2. Examining and documenting any assumed effects of using the 
Modified Energy Factor (MEF) as the efficiency performance 
scale.  Primarily, this would include integration of Remaining 
Moisture Content (RMC) with the previous Energy Factor, which 
may have an assumed effect on the dryer savings estimate.  PEA 
also suggested that the Alliance consider modifying (slightly 
reducing) the water savings assumptions to reflect the uncertainties 
regarding this resource, due to the election of the parties to the 
negotiated agreement to not include a Water Factor component of 
the standards. 

PEA also worked with Alliance staff to develop market share projections 
for the staged implementation of the new clothes washer standards in an 
attempt to characterize projected manufacturing ramp-up and consumer 
market acceptance of the various levels of product efficiency.  These 
market share curves were presented in MPER #4. 

Current Status of Program Cost and Savings Analysis 

In February of 2001, the Alliance staff updated the program cost and 
savings analysis for the WashWise/ENERGY STAR

 Resource-Efficient 
Clothes Washer Program as part of the Alliance’s annual reporting 
process.  The current analysis incorporates the timing and efficiency levels 
of the new Federal Efficiency Standard for clothes washers and the market 
share projections developed for MPER #4. 

The Alliance’s updated Cost-Effectiveness Summary for ENERGY STAR
 

Resource-Efficient Clothes Washers is presented in Appendix C.  The key 
results of the analysis included the following:   

X $11.5 million in Alliance funding leveraged over $400 million in 
efficiency investments in the region. 

X By 2010, over 100 aMW of electrical energy savings will be 
realized annually within the region because of these investments. 
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X Over multiple analytical perspectives and timeframes, the 
program/venture is very cost-effective. 

Summary 

The Alliance staff has done a very good job of assembling and 
documenting planning assumptions.  Likewise, the staff has developed a 
high quality analysis approach with results presented in a very readable 
format (see Appendix C).  PEA has no further recommendations for the 
Program Savings Analysis effort. 
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By virtually any measure, the Alliance’s ES-RECW program has been a 
success.  It has achieved both of its primary goals (developing a 
sustainable market share and passage of a Federal Appliance Standard), 
and has had many other accomplishments and successes through its 
history.  In this chapter, PEA attempts to extract lessons learned that may 
have value for similar programs, similar attempts to influence national 
standards, and similar evaluation efforts.  These key lessons are broken 
into component areas for discussion, although many of the lessons learned 
cut across the categories. 

Program Operations 

Key lessons learned include: 

X Early use of rebates stimulated interest and sales.  Rebates 
succeeded in driving early sales; however, greater-than-expected 
sales exceeded budget projections.  The Alliance Board decided to 
increase program funding in the short run, but scaled back rebates 
in two stages, keeping some stimulus in the market while reducing 
program costs substantially. 

X The program was able to transition from rebates to marketing 
only, and sales rebounded even without rebates.  Sales dropped 
slightly after the rebates were reduced, and finally eliminated, but 
sales later rebounded to higher levels.     

X Because of rebates, and later “spiffs,” the program had 
excellent access to data that enabled easy monitoring of trends.  
The program contractor recognized the importance of good data to 
monitoring and adjusting program strategies.  Data sources and 
analysis were strong components of the overall approach. 

X Communication and relationship-building with retailers was a 
key component of the initiative’s success.  Communications 
enabled the program to change strategies with minimal damage to 
retailer relationships. 

X Low cost marketing strategies were successful in maintaining 
relationships and building market share.  The program never 
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had a budget large enough to support major media buys, such as 
television advertising, but still was successful in raising consumer 
awareness and supporting sales by retailers. 

X The program contractor, PECI, did an excellent job of both 
general administration of the program, as well as the 
development of relatively low-cost marketing and relationship 
building strategies.  PECI showed excellent creativity in 
marketing the program, as well as strong administrative control in 
managing the program. 

Market and Program Strategy 

Key lessons learned include: 

X The positioning of the first RECWs/ES-RECWs as premium 
products by the manufacturers eventually paid dividends.  
While the higher prices of RECWs were viewed as an issue by the 
program, the other side of the higher prices was that manufacturers 
(and retailers) were able to increase revenues and (likely) profits.  
Premium products appeal to early adopters.  Because the initial 
U.S. manufacturers could easily recover the costs of R&D and 
manufacturing changes, while adding market share, other 
manufacturers had to pay attention or lose sales.  Eventually, the 
ability of manufacturers to increase revenues led to solid support 
for national standards.  

X The inception of the program coincided with the availability of 
qualifying products from two major U.S. appliance 
manufacturers.  Having well designed products from major U.S. 
appliance manufacturers substantially contributed to the success of 
the program, and the success of the ES-RECWs across the country.  

X The RECWs had other benefits, in addition to energy savings, 
that helped secure a place in the market.  The program could 
sell water savings as well as the ability to handle larger loads, 
better cleaning power, etc. to expand the reach to more consumers. 
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Standard Setting Process 

Key lessons learned include: 

X The early success of the Alliance’s initiative demonstrated the 
market potential of ES-RECWs to the industry.  Key industry 
players did not believe that RECWs could be successful beyond a 
niche product.  The rapid increase in sales, and the ability of 
RECWs to sell well without rebates, proved the merit of the 
product in the marketplace. 

X Market research conducted by the program influenced the 
Federal Standards process.  Alliance-funded research on 
retailers, general consumers, and early purchasers all aided the 
perception that ES-RECWs could be more than a niche product, 
which was the early position of several manufacturers.  While 
much of the research was replicated nationally to directly influence 
the standard-setting process, the Northwest research helped set the 
direction of later national work. 

X Direct participation in the Standards-setting process by 
program representatives was valuable.  The representatives from 
the Northwest changed the dynamics of the Standard-setting 
process, adding representation from interested groups that were 
either not consistently represented, or that were not represented at 
all. 

X The negotiated standards process was instrumental in securing 
the support of the industry.  Once the industry decided that a 
substantial Standard was inevitable, they negotiated in good faith.  
Their support for RECWs later led to the Standard, withstanding a 
major political challenge. 

Evaluation 

Key lessons learned include: 

X Overall, the Alliance’s process of “Adaptive Management” 
proved very successful.  Staff, contractors, and the Alliance Board 
responded to issues raised and recommendations made by the 
evaluations, which contributed to a successful program.  Several 
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substantial changes were made to the program over time, with 
positive results. 

X Broad coverage of the market (consumers, retailers, 
manufacturers) helped extract useful information for adjusting 
program goals, and enabled the Alliance Board to keep a 
broad perspective.  Seeing the broader market picture aided the 
process of making balanced program decisions. 

X Each of the MPERs had a distinct focus of attention, which 
increased their value.  Going deeper in certain issues at critical 
times added to the value of the evaluations.  For example, the 
second MPER was focused on collecting data that might influence 
the national standards process, and the fourth MPER examined the 
value of the marketing effort. 
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The Alliance is in a remarkably good position to inexpensively monitor the 
persistence of some of the key program and market effects to assess the 
longer-term impacts of the program’s accomplishments.  The two major 
accomplishments PEA suggests the Alliance monitor over time are the 
market share of ES-RECWs and the implementation of the new Federal 
Appliance Efficiency Standard for clothes washers. 

Thanks to the data collection efforts of the U.S. Environmental Protection 
Agency (and its contractors), the market share of ENERGY STAR

 appliances 
sold through the national chain partners are available on a quarterly and 
annual basis.  The national chain partners represent approximately 50% of 
all ES-RECW sales nationally.  Although these data only indicate the sales 
from the national partners and do not include the sales from independent 
retailers, PEA has examined these data in the past and believes the 
national partner market share to be a reasonable proxy for the entire 
market share of ES-RECWs. 

The actual implementation of the recently adopted federal appliance 
efficiency standards for clothes washers can be easily monitored over the 
next few years through any number of channels.  These channels include 
reviewing industry and energy efficiency advocate new releases and the 
Federal Register.  An ongoing review of the number and efficiency levels 
of the ENERGY STAR

-qualified products list may also provide some insight 
to the actions of manufacturers in anticipation of, or in response to, the 
changing standards. 

Additional information regarding the longer-term impacts of the program 
accomplishments would be available through additional market research.  
EPA has conducted and may repeat consumer awareness studies from 
which the Alliance could access results.  In the past, EPA allowed 
interested partners to over-sample a particular geographic area (for modest 
cost) to allow a better state- or region-specific understanding of the results.  
The Alliance may want to consider this in the future.  Additional Alliance-
funded market research of consumer and retailer attitudes may also be 
useful in assessing the persistence of various program and market effects.  
At this time, PEA does not consider this additional information critical. 
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April 4, 2001 
 
The Honorable Spencer Abraham 
Secretary of Energy 
United States Department of Energy 
Forrestal Building 
1000 Independence Avenue, S.W. 
Room 7A-257 
Washington, D.C. 20585 
 
RE: AHAM Response To Petition By CEI, et al To Reconsider Clothes Washer Energy 

Conservation Standard 
 
Dear Mr. Secretary: 
 
 The Association of Home Appliance Manufacturers  files these comments in response to 
the March 13, 2001 Petition by CEI and other groups to reopen the clothes washer rulemaking.  
We are opposed to the petition and reopening a legally-completed, seven-year rulemaking.   
 

The petition erroneously claims that the clothes washer regulations, issued on January 12, 
2001, will force consumers to pay high prices for unsuitable and unattractive “front loading” 
clothes washers.  This assertion is unsupported.  In fact, as discussed below, the standard was 
carefully designed by DOE -- with input from a number of interested parties, from manufacturers 
to consumer groups to environmental and efficiency groups -- to ensure that future clothes 
washers will be energy efficient and water-conserving, while maintaining the diversity of designs 
and features which American consumers now enjoy.   

 
AHAM respectfully requests that the petition be denied.  No new information is provided 

and all assertions in the petition have been thoroughly reviewed by DOE previously.  AHAM 
will not address every issue raised in the petition, but will provide background and perspective 
on the rulemaking process and substantive rule. 

 1111 19th street, nw ▲ suite 402 ▲ washington, dc   20036 
 tel 202 ● 872 ● 5955 ▲ fax 202 ● 872 ● 9354 e-mail ▲ aham@aham.org 
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I. Introduction and Background - The History of the Federal Appliance Standards Program 
and the Clothes Washer Rule. 

 
 A. NAECA 
 
 DOE has had authority to issue standards since legislation was requested by President 
Ford in the 1970’s.  In the case of clothes washers, we are now on the third round of such 
standards (previous standards were implemented by federal law in 1990 and then by DOE 
rulemaking effective 1994.)  The U.S. appliance industry has not been enthusiastic about federal 
standards which supplant, to some extent, the marketplace, but the legislation is 30 years old (in 
relevant part most recently updated in the Reagan Administration).  It has been necessary to have 
federal regulations in order to preempt state and local requirements which would eviscerate the 
marketplace and undermine national economies of scale to the great harm of consumers and 
industry. 
 
 B. Industry Opposed Clothes Washer Standards Which Restrict Consumer Choice 
 
 In the first half of the Clinton Administration, there were indications that the Department 
of Energy would promulgate radical efficiency standards and effective dates for clothes washers 
which would produce exactly the harms that the critics are now proclaiming -- forced design 
changes so only horizontal axis products (similar to that used in Europe and much of the rest of 
the world) could be sold at high costs which might translate into unacceptable price increases for 
consumers.  Because of these proposals, some AHAM companies joined other industries in 
supporting a one-year appropriations moratorium to prohibit the DOE from issuing any new 
appliance standards.   
 

During this one-year “time out,” the Republican appropriations committees encouraged 
DOE and stakeholders to meet to improve the transparency, fairness, and balance of the DOE 
regulatory process.  This so-called “process improvement” effort resulted in a procedural rule 
which was published for comment several times and placed in the Federal Register.  New DOE 
procedures rely less on “black box” analyses by consultants and the usual “over the transom” 
notice and comment rulemaking and instead emphasize workshops and communications which 
allow all interested parties to participate and learn about the rulemaking.  Congress also 
encouraged consensus “reg-neg” negotiations. 

 
 C. Industry Supported a Balanced, Reasonable Clothes Washer Standard 
 
 Subsequent to the process improvement rule, DOE held at least a half dozen workshops 
and solicited comments at least 12 times about a variety of aspects of the clothes washer analysis, 
including the engineering, consumer and manufacturers impact analyses.  In addition, there were 
an equal number of public participation opportunities for the development of the process 
improvement rule.  A number of groups and individuals participated in these workshops, 
including some of the self-appointed consumer critics who now complain about the lack of 
openness of the process.  Arguably, the clothes washer rule was the most open rulemaking 
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process in the federal government.  Almost no stone was unturned to make sure consumers and 
manufacturers would be unharmed while energy and water would be conserved. 
 

It should be noted that the National Appliance Energy Conservation Act of 1987 contain a 
number of consumer protections to limit DOE’s discretion.  These include provisions which 
prohibit DOE from eliminating product types and designs which create significant consumer 
utility.  NAECA contrasts with the Clean Air Act, for example, which contains relatively little 
limit to discretion or agency authority. The United States Supreme Court recently held that CAA 
standards can be set without any consideration of economics.  

 
 Last year, after the rulemaking had been pending for six years, the appliance industry 
discussed possible standards with state and local governments, several utilities, water districts, 
and advocacy groups interested in energy efficiency and water conservation.  The result was a 
proposal to DOE for an energy efficiency standard.  (Notably, these same groups also developed 
proposals for a tax credit for high-energy efficiency appliances although the tax credit and the 
regulation are not dependent on each other.)  As a result, the DOE issued a proposed rule which 
was the subject of notice and comment and was then finalized in January. 
 
 Unlike other rules issued by the Clinton Administration, which were rushed to 
finalization, the clothes washer rule is a result of six-years of analysis and discussion.  There are 
no elements in it that are surprising.  The rule is fully justified procedurally and substantively 
under the law.  The rule places a new standard in effect in 2004 which will eliminate the most 
inefficient models from the marketplace and then puts in place a stringent standard in 2007.  
However, by allowing manufacturers six years to develop models which comply with the most 
stringent standards, there is a high level of confidence that this can be done while maintaining the 
features, designs and variety of price points which retailers and consumers desire.  No design is 
mandated by this standard. 
 

In contrast, in California and Texas there are proposals to accelerate the effective dates of 
the DOE rule and to add stringent water factors.  These proposals would undermine national 
manufacturing and distribution, radically limit consumer choice and impose large costs on 
consumers and manufacturers. 

 
II. The Clothes Washer Standard Was Promulgated Properly and Fairly Under the Law, Will 

Benefit the Vast Majority of Consumers, and Conserve Vital Energy and Water. 
 
 A. The Benefits of the Rule 
 
 The benefits of the standards can be quantified in consumer energy and water savings as 
well as environmental impact.  The 2007 standard benefits greatly the vast majority of 
consumers.  Consumers on average will save around $260 over the product life in reduced  
energy costs.  With respect to water savings, about 7,095 gallons of water per washer will be 
conserved over the life of the washer.   
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The law is written in a manner which does not mandate that every single purchaser of a 
product benefit from the regulation.  However, even consumers who rarely use their washer will 
benefit by helping alleviate regional water and energy problems and related pollution from 
energy generation.   

 
Recent DOE and industry data agree that 1997 estimates of new product cost probably 

were overstated.  As a consequence, better than 90% of consumers will benefit directly from the 
standard.  When water and pollution abatement benefits are considered, all Americans will 
benefit.  Cumulatively, the standards will save 11.59 trillion gallons of water, equivalent to the 
water use of 6.6 million households for 25 years.  The cumulative energy savings is 5.5 quads 
over approximately 30 years which is equivalent to over three months of total U.S. residential 
energy use. The standards will avoid the construction of 15 additional power plants.  The net 
present value of the energy savings is $15.3 billion which assumes relatively high costs of 
products and relatively low cost of energy.   
 
 B. The DOE Rulemaking Process Was Reasonable 
 
 The petitioners state that the DOE rulemaking process is complex and relies on invalid 
analyses and data.  The process is fairly complex, but that is only because so many protections 
have been set in the law to restrain DOE’s authority to set unrealistic standards which would 
adversely impact consumers and manufacturers.  DOE is required to undertake complex 
engineering and economic analyses in order to make sure that any standards are based on feasible 
technology and full consideration of economic implications.   
 

Since the standards are set in the future and will last for many years, it is necessary to 
make forecasts of future events which by their nature are speculative.  It is difficult, however, to 
posit the alternative to this process.  A simplified, streamlined rulemaking could result in poorly 
constructed standards which could force consumers to buy products which do not have all the 
features and utilities which they seek.  Even though analyses of impacts on consumers, 
manufacturers, employment, and energy are far from perfect under the process improvement rule, 
they reasonably analyze relevant criteria and are open and available to all persons. 

 
 The petitioners claim that DOE has made no arrangements to secure views from 
organizations representing the interests of “real consumers.”  This presumably means only 
consumers the petitioners choose because Consumers Federation of America and AARP, among 
others, participated in this rulemaking and DOE’s Appliance Standards Advisory Committee.  In 
fact, conservative interest groups, whether they represent many real consumers or not, have been 
encouraged to fully participate in all these processes and have had their views considered.  The 
fact that some of their unsubstantiated views have not been accepted by DOE does not mean they 
have not been considered. 
 
 Further, DOE, at the request of industry and other parties, set up focus groups to attain 
consumer views.  These groups and procedures were carefully selected and peer reviewed.  As 
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far as we know, the Mercatus survey, which was a self-selected sample, did not benefit from this 
scrutiny.   
 
 C. DOE Adequately Justified The New Clothes Washer Standards. 
 
  1. Life Cycle Cost 
 
 As noted above, the standards are estimated to save most consumers on a life-cycle cost 
basis $260 on energy alone.  Due to industry protestations, DOE analyzed life-cycle costs not 
only on an average consumer basis, but for low-income consumers, consumers in high and 
relatively low energy cost states and other types of consumers, in order to provide an overall 
picture/sensitivity of the impact of the regulations.  The petitioners use only the worst case 
scenarios, not acknowledging the positive results of most of the cases analyzed.   Since the initial 
product cost has a major effect on overall LCC, DOE was reasonable to rely on more 
contemporary manufacturer submissions indicating cost impacts might be less than originally 
estimated.  Therefore, the older analysis likely overstates the number of consumers adversely 
affected by the rule. 
 
  2. Availability of Product and Price of New Products 
 
 The petition claims that virtually only expensive front-loading washers will be available.  
Again, petitioner relies on older data and not the information submitted in 2000.  In fact, 
conventional vertical axis washers at a variety of price points already are available six years in 
advance of the rule.  There are at least three manufacturers with vertical axis and over a half a 
dozen models.  Many new models will be made available soon.   
 

With respect to horizontal axis, a number of models at various price ranges already are 
available.  Most of these products have been “Americanized” and will be subject to additional 
improvements in the years leading up to 2007. 

 
The pricing mechanism may be the most complex aspect of our economy.  There can be 

no guarantee as to what any future price may be.  (Manufacturers cannot even discuss it 
collectively.)  The historical record that shows that appliance prices have increased well below 
the CPI and PPI.  Historically, the appliance industry has not been able to pass through costs 
regulatorily-induced cost increases to the public.  In fact, the PPI and CPI show clothes washer 
prices have remained relatively stable for the last 18 years even with two sets of standards. 
Analyses conducted by Lawrence Berkeley Laboratory and in the record show that costs due to 
the DOE standards have not been passed through to consumers.   

 
The reason these costs have not been passed through is not, of course, because of the 

charitable nature of manufacturers.  Rather, price stability has been due to fierce competition in 
the marketplace, the existence of mass retailers who will not accept increases and the tremendous 
productivity of U.S. national manufacturers who have been able to design ever-increasingly 
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useful and long-lasting products which are much more energy efficient and water-conserving, but 
at a reasonable cost. 

 
 The models in the marketplace today which meet the 2007 standard are the horizontal 
axis or front-loading products made by both United States and foreign manufacturers and several 
new vertical axis models.  These products range in price from roughly $500 to over $1,000 as 
compared to the current average price of a clothes washer which is $300-400.  However, the very 
purpose of setting the effective date in 2007 was to provide a transition period for manufacturers 
to develop new models meeting consumers needs and expectations which can comply with the 
standard.  If the standard were in effect today, then the kinds of price increases and disutilities 
which the critics raise would be highly likely.  Thus, our opposition to the Texas and California 
proposals.  But, it was reasonable for the Department of Energy to rely on analyses and data 
collected from manufacturers and others to determine that 2007 is a sufficient lead time to avoid 
these possible negative consequences. 
 
III. DOE Properly Balanced the Standards-Setting Criteria in NAECA. 
 
 NAECA requires the Secretary to set a standard which conserves the maximum amount 
of energy and which is technically feasible and economically justified.  In addition, a standard 
cannot violate the so-called “safe harbor” provision which protects consumer choice and features.   
 
 Based on available products, the standard is indisputably technically feasible.  The 2007 
date ensures that conventional vertical axis designs will be preserved. 
 
 The economic justification factors require a careful balancing of relevant considerations.  
DOE adequately undertook this task in the proposed and final rules.  No one criterion is 
conclusive but all must be considered.  A review of the preambles to the proposed and final rules 
show how this was done thoroughly and rationally. 
 
 Finally, consumer preferences, choices and utilities have been preserved.  Vertical axis 
products meeting the 2007 standard already exist.  DOE was justified in concluding that a full 
range of products will be available by 2007.  Not only will vertical “access” be available but 
there are already products available which do not require special detergent or extra wash time.  
Second, the Soap and Detergent Association has stated that even new detergent formulations are 
widely-available and many are not priced above conventional formulations. 
 
 The appliance industry has an excellent track record in meeting reasonable standards 
without detriment to consumers.  Our refrigerators use only one-third the energy of 1980 models 
but are just as well built, larger and more feature-laden.  There is no record of industry 
supporting a standard which harms the value or utility to consumers of our products.  Our 
products are highly-rated by satisfied consumers.  We do not intend to impair that trust. 
 

*          *          * 
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 For the reasons stated above, AHAM requests that the petition be denied.  Reopening the 
rule in any respect would create uncertainty and litigation which would impair the smooth 
transition to next generation products. 
 
      Respectfully submitted, 
 
 
 
      Charles A. Samuels 
      Government Relations Counsel 
      Association of Home Appliance Manufacturers 
      Phone:  202-434-7311 
      Email:  casamuels@mintz.com 
 
Cc: Jill Holtzman, Esq. 
 Mr. Joseph Kelliher 
 Mr. Michael McCabe 
 Mr. Edward Pollock, Jr. 
 
DCDOCS:194024.1(45PK01!.DOC)  
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