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ES EXECUTIVE SUMMARY
This third Market Progress Evaluation Report (MPER #3) documents the progress of the
BetterBricks Grocery Initiative (formerly Smart Markets Program) between October 2006 and
October 2007. The Grocery Initiative is targeted to regional grocery stores and is currently
funded through 2008 as part of BetterBricks.

SUMMARY OF ACCOMPLISHMENTS
The Grocery Initiative has made steady progress since October 2006. The program is currently
working with ten Pacific Northwest regional chains – two of which are using an initiativepromoted template to develop an energy action plan. The market specialist is also working with
one national chain that has a strong regional presence. Together, these eleven chains comprise
about 10% of the total grocery floor space in the region; the ten Pacific Northwest regional
chains alone account for 34% of the targeted regional grocery store floor space.
The Grocery Initiative efforts in 2007 were concentrated on refrigeration services. The market
manager identified refrigeration as holding the greatest potential for gaining the attention of
grocery decision-makers and illustrating to them the importance of improved business practices.
To demonstrate the value of improved refrigeration practices, the manager contracted with a
refrigeration expert who conducted five trainings: two in-store tune-ups/training sessions with
refrigeration service providers, as well as three additional training-only sessions. These were
very successful in terms of increasing awareness and knowledge, both for the technicians and for
the regional chains.
The Grocery Initiative also continued its development of tools and products to assist regional
chains to change their business practices. In particular, the benchmarking tool has been useful in
communicating the difference that energy operations can make across stores, the draft tracking
tool was adopted by one chain and put into immediate use, the energy action plan template is
being developed with two chains who wish to use it, and an energy awareness video is in
production. Finishing these tools and making them more generally available will make it easier
for the market specialist to reach more chains and to aid all interested chains in changing their
business practices.
The greatest challenge for the Grocery Initiative is the daily pull on chain management to deal
with day-to-day issues. As smaller businesses, they do not have the capacity to take time for
strategic planning. They face daily pressures from larger national chains that have the financial
and staff capacities to be proactive toward reducing energy consumption. They face competitive
pressures from each other, as well as from national chains, big box retailers, and chain drug
grocery offerings, for the niches that locally-owned stores typically fill. With increasing energy
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costs, there is recognition of the need to change business practices, but there is also a lack of
capability. BetterBricks offers a promise to help address this lack of capability, and those who
are aware of the Grocery Initiative and understand this promise are enthusiastic and interested.

CONCLUSIONS AND RECOMMENDATIONS
The program theory and logic set the goals for the Grocery Initiative to achieve awareness of its
existence by 60% of Pacific Northwest grocery decision-makers and gain adoption of energy
action plans by Pacific Northwest regional grocery chains representing 16% of the targeted floor
space. Over 60% of the facility leads for Pacific Northwest regional grocery chains reported
awareness of the Grocery Initiative in the survey, which was an increase over the baseline. Two
of the regional chains, accounting for 4% of the total regional chain floor space, have made a
commitment to change their business practices and are beginning to make changes by improving
their refrigeration operations and maintenance practices. To achieve the 16% goal by 2010, the
initiative will need to gain commitment and changes in business practices from half or more of
the ten currently contacted chains or from additional chains not yet working with the market
specialist. While the savings estimated for the sector appear to be available – primarily in
refrigeration improvements – it will be difficult for the initiative to gain the additional
commitment and investment needed at current staffing levels and with currently available
products and services.
Conclusion 1: Two factors appear to be limiting progress with the market: tools and

product development is not keeping pace with interest; and Grocery Initiative staffing is
insufficient to reach more deeply into the market. The market manager and market specialist
have several important roles to play in the program: outreach to chains, identifying and
supporting the development of tools and products to support changes in business practice, and
providing the technical support to chain staff as they learn to use the tools and products.
Recommendation 1: The market manager and specialist need tools and products to

be developed and located on the website so that grocery store management can
easily access them and use them. In addition, a second market specialist is needed to
reach into the Oregon and the Idaho markets. Overall, the Grocery Initiative needs to
expand staffing. Decisions about tools and products need to be expedited, which will be
easier if the market manager is not also acting also as a market specialist, and effort
needs to be expanded to increase the technical capability of the team for providing
training on refrigeration and HVAC to refrigeration technicians and to store chain facility
leads.
Conclusion 2: Procuring the expertise the initiative needs for refrigeration training will be

challenging. A very competent and well-respected refrigeration technician worked with the
program for about ten months, but is no longer available. There are a limited number of experts
who understand the specialized grocery refrigeration and HVAC equipment and how a
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refrigeration system functions as a whole, and who are then able communicate what needs to be
done and to properly evaluate whether adjustments were made properly.
Recommendation 2: Refrigeration services should be a top priority for the Grocery

Initiative. Getting the tracking tool finalized could be key to getting information into the
hands of grocery store management to help them see the value of enhanced refrigeration
services. In addition, finding a qualified refrigeration technician to replace the previous
one should help in training consultants to get the best possible performance out of tuneups and to carry out the proper follow up, so that grocery chains realize the potential.
Conclusion 3: Finally, there are clear indications from our research that the Food

Marketing Institute (FMI) is an important potential connection for the Grocery Initiative.
Recommendation 3: The initiative should consider making greater connection with

FMI to identify experts to work with the Grocery Initiative and to facilitate the
development of tools and products.
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INTRODUCTION

The Northwest Energy Efficiency Alliance (NEEA) is a non-profit corporation supported by the
Bonneville Power Administration, electric utilities, public benefits administrators, state
governments, public interest groups and energy efficiency industry representatives. These
entities work together to make affordable, energy-efficient products and services available in the
marketplace.1
This third Market Progress Evaluation Report (MPER #3) documents the progress of the
BetterBricks Grocery Initiative (formerly Smart Markets Program) between October 2006 and
October 2007. The initiative, targeted to regional grocery stores, is currently funded through
2008 as part of BetterBricks, NEEA’s overall commercial sector initiative.2
BetterBricks comprises all of NEEA’s commercial sector activities. It seeks to:
Make energy efficiency an integral part of business decision-making. Within targeted vertical
markets, change energy-related business practices to achieve energy efficiency in design and
construction, and in building and facility operations. Create natural market demand for related
trade ally products and services.3

The changes in business practices will result in facilities that achieve reductions in energyrelated capital and operating costs. In addition, there are potential non-energy benefits, such as
occupant comfort and productivity, and an alignment of design and construction projects with
industry best practices.
BetterBricks currently addresses three “vertical” markets (hospitals and health care, groceries,
and commercial real estate) and two “cross-cutting” markets (design and construction, and
building operations), as shown in Figure 1.1. In broad terms, the distinction is between
companies that have a demand for services (vertical) and companies that supply services (crosscutting) across vertical markets.

1

See the website at: www.nwalliance.org.

2

Northwest Energy Efficiency Alliance. 2006. Commercial Sector Initiative 2006-2008 Project Description
(July 5, 2005). Portland, Oreg..: Northwest Energy Efficiency Alliance.
See: http://www.nwalliance.org/proposals/rfps/CSIProjectDescriptionForRFP.pdf.

3

Northwest Energy Efficiency Alliance. 2006. Commercial Sector Initiative 2006-2008 Project Description
(July 5, 2005). Portland, Oreg.: Northwest Energy Efficiency Alliance, p. 6.
See: http://www.nwalliance.org/proposals/rfps/CSIProjectDescriptionForRFP.pdf.
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Figure 1.1: BetterBricks

GROCERY INITIATIVE DESCRIPTION
The BetterBricks Grocery Initiative (Grocery Initiative), approved by the NEEA Board of
Directors in July 2005, works directly with regional grocery wholesalers and larger chain
operators (with over 5 to 35 locations) to change energy-related business practices. Efforts with
national chains are also planned, but have not yet been fully identified. The independent chains
that are the initial target represent 34% of the Pacific Northwest regional grocery market.
The ultimate goal of the Grocery Initiative is to transform the regional grocery market so that
stores are designed and operated more efficiently. The first phase of this program is to work with
a few selected chains to validate the benefits of changing energy-related business practices and
thus to create success stories that can then be used to influence the broader market.
NEEA’s Grocery Market Manager oversees the initiative. The market manager contracted with a
market specialist to work directly with grocery chains and wholesalers, as well as with specialty
contractors, to develop tools and materials that support the initiative (these are described in
Chapter 4), including those designed specifically for refrigeration service providers.
To identify receptive grocery chains, the market specialist meets with corporate contacts at the
regional grocery chains, and with wholesalers who are responsible for financial and operations
decisions. He also meets with facility managers in charge of implementing operational policies.
The goal of initial contact at a chain is to introduce and explain BetterBricks services; the goal of
continuing contacts is to attempt to influence the chain to adopt BetterBricks-like practices and to
offer and arrange for services that will help the chains move toward that objective.
The market specialist works with candidate chains to identify opportunities so that the chains can
create “energy action plans” for implementing sustainable changes in business practices. The
market specialist uses the tools and materials developed by the specialty contractors to assist the
targeted chains in implementing the action plan. The market specialist also works with the chains
and local utilities to identify opportunities for participation in incentive programs.
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The Grocery Initiative is supported by the cross-cutting BetterBricks services. Just as the market
specialists implement the Grocery Initiative, technical advisors implement the Building
Operations and the Design and Construction initiatives. Technical advisory services may be used
in activities, such as troubleshooting an HVAC system or in developing high-efficiency
specifications for a new building. They have also played a vital role in conducting studies, such as
assessing the effects of daylighting on HVAC and refrigeration requirements. The market
specialists are still evolving the role that the technical advisors will play to address the
interwoven business and technical needs of grocery stores as the initiative unfolds. The crosscutting initiatives intentionally do not include refrigeration expertise, so the Grocery Initiative has
developed its own relationships with refrigeration experts who can be used as technical advisors.
In addition to technical advisors, the initiative is supported by the BetterBricks marketing team
and the education and training (E&T) team, both of which are managed separately. The marketing
team’s activities fall into two main categories: developing materials for use by both market
specialists and grocery store staff; and disseminating success stories and lessons learned
throughout the grocery store market to speed market transformation. BetterBricks E&T can
develop curricula and deliver education and training to both technical and business-related
audiences from grocery stores and refrigeration service providers.
A chief education and training strategy has been to train refrigeration service providers in energy
efficiency maintenance services and in how to sell those services to grocery chains. To this end,
BetterBricks contracted with an experienced and well-respected refrigeration service consultant
to conduct both in-store refrigeration tune-up demonstrations and classroom seminars at other
locations. However, his availability is limited and in 2008 he will not be able to continue in this
role. Program staff are currently examining options for continuing and expanding this capability
through other contractors or engineering companies.
BetterBricks also contracted with a business development consultant to work with refrigeration
service contractors on their business models. This consultant’s goal is to get service providers to
see and understand the business opportunity for selling enhanced energy services, so that they can
articulate the need, and sell and deliver the services.

THE VALUE PROPOSITION AND SUCCESS STRATEGIES BROCHURE
The BetterBricks management team developed a brochure describing the value proposition
underlying the Grocery Initiative, together with a description of BetterBricks and its proposed
strategies for keeping Northwest grocery stores competitive. The value proposition – summed up
in the phrase improving cash flow and helping the environment through effective energy
management – ties the fundamental assumptions and goals for the initiative to a critical value of
grocery chains: improving cash flow. The key metric is that $1 in energy savings equals $50 to
$80 in increased sales revenue. The value proposition brochure was developed to help the
initiative’s target population – the owners and managers of grocery chains, as well as
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refrigeration service providers – understand what is involved in the initiative and how it helps
them achieve their goals.
The brochure identifies the reasons that the grocery market segment was identified for
intervention: the energy-intensive nature of the business, competitive pressure, lack of
consideration of energy impacts in typical refrigeration maintenance contracts, and the nonintegrated nature of new construction – all of which offer significant opportunities for energy
savings. It also identifies the scope of the initiative and the potential benefits to those involved.
The brochure provides a brief, high-level description of what is required to achieve energy
efficiency, outlines the steps leading to an energy-efficient grocery operation, describes what one
looks like, and gives information on resources available.
The Grocery Initiative identified eight steps for grocery chain management to take to accomplish
a change in business practices. They evolved over the course of the past two years, as the market
specialist and market manager identified grocery chain management as being focused on
immediate needs and immediate benefits, and needing a simple articulation of the concrete steps
to take both immediately and then afterwards. The eight steps are included in Appendix D. The
Value Proposition was finalized in July 2007.

INITIATIVE THEORY
The four hypotheses and associated long-term goals, as laid out in the 2005 project description
approved by the Board of Directors, are noted in Table 1.1.
Table 1.1: Grocery Market Transformation Initiative Hypotheses and Long-Term Goals
HYPOTHESIS

LONG-TERM GOALS

If national and regional grocery chain decision-makers
(and their wholesalers) are aware of the benefits
available through improving energy-related business
practices, then they will initiate and/or support energy
management plans and changes in business
practices.

Grocery owners and executive decision-makers
expect energy-efficient (high performance)
buildings and operations, driving changes in
energy-related business practices.

If energy managers, store managers, and others have a
license to pursue energy management more
aggressively, and are given the necessary support,
then they will develop and implement plans to do so.

National and regional grocery stores adopt plans to
change energy-related business practices,
including design and construction and store
operations.

If grocery decision-makers request trade ally support to
achieve energy efficiency in design and construction,
and facility operations, the trade allies will be able and
willing to support these efforts.

Energy managers, store managers, and others
make energy management an integral part of store
operations, resulting in a high level of operating
performance.

If trade allies for grocery stores are provided with
training and support by BetterBricks Technical
Advisors, then they will be able to support grocery
facility requests for energy efficiency in design,
construction, and facility operations.

Grocery store designers and construction
managers effectively apply advanced design and
construction practices, resulting in new and
renovated grocery stores that are highly energyefficient.
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The basic initiative logic, displayed in Table 1.2, assumes that sustainable changes in business
practices and policies (e.g., always considering life-cycle costs, rather than just first-cost for
energy-related investments) will result in changes in energy usage. When implemented, these
changed business practices and policies make energy efficiency standard in grocery
procurement, management, and operations, as well as in construction and design for upgrades
and new buildings. Phase 1 activities are those anticipated for the Grocery Initiative periods from
2005-2010. The full logic model, including the long-term outcomes, is included as Appendix E.
Table 1.2: Logic Model, BetterBricks Grocery Initiative4
PHASE I
ACTIVITIES

OUTPUTS

OUTCOMES – SHORT-TERM

IN ORDER TO ADDRESS THE SITUATION WE WILL

WE EXPECT THAT IF COMPLETED OR

CONDUCT THE FOLLOWING ACTIVITIES

UNDERWAY THESE ACTIVITIES WILL
PRODUCE THE FOLLOWING EVIDENCE

WE EXPECT THAT IF COMPLETED OR
ONGOING, THESE ACTIVITIES WILL LEAD
TO THE FOLLOWING CHANGES BY 2010

PROVIDE GUIDANCE AND COACHING:
Market Specialist develops close relationships
with a few targeted regional grocery chains,
articulates and sells the business case for
energy efficiency, assists with the development
and implementation of an energy action plan,
and provides ongoing support until energyefficiency-related business practices have
become standard practice.

Tools and Materials are produced and
distributed to appropriate parties with
sufficient information that they
understand their value and how to
use them. This includes
benchmarking data with grocery EUIs.

DEVELOP TOOLS & MATERIALS:

•
•
•
•
•
•

Succinct frame-work for managing energy
cost comprehensively in a regional grocery
environment (RG1)
Simple, effective tracking and monitoring
tool for energy use and cost
Energy awareness training presentation for
staff
Energy awareness reinforcement materials
(such as magnets, posters, stickers)
Energy action plan template
User-oriented information pieces that help
grocery energy managers understand cost
control opportunities, prioritize them, and
take action

ENERGY ADVOCATES/ CHAMPIONS:
The importance of designating a person to be
responsible for energy use in each store is
communicated in all appropriate program
materials.

Successful refrigeration tune-up
demonstration projects exist and are
documented so that others can
emulate their success.
Store managers have access to
information they need to take energysaving actions.
Trainings for refrigeration contractors
are offered.
Buyer group and wholesaler/retailer
meetings are held and best practices
are communicated.
Experts in store development and
refrigeration system design are hired
as resources for technical assistance
and collaborative design review.
Firm focus relationships are
established with selected refrigeration
service contracting firms.

Sixty percent of Northwest regional
grocery decision-makers are aware
of the specific benefits available from
new and existing energy efficient
grocery stores.
Regional grocers representing 16%
of targeted floor space adopt energy
action plans that change business
practices.
Managers no longer view energy as
a fixed cost, but as a manageable
expense. Energy cost is monitored
to detect excursions from expected
trends, and the information is used to
drive further improvement and
learning.
Chains and store managers use the
tracking spreadsheet, energy
awareness presentation and
materials, action plan template, and
informational materials on the
website or equivalent materials.
Chains and store managers
designate energy advocate/
champion for each existing store
They plan activities and projects that
reduce the chain’s overall EUI.

Continued

4

Grocery Initiative Logic Model 10/17/07, file dated 11/06/07.
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PHASE I
ACTIVITIES

OUTPUTS

OUTCOMES – SHORT-TERM

TRAINING:
Develop training for refrigeration contractors on
energy consequences of system setup and
opportunities in energy-related service offerings,
equipment upgrades, and controls
enhancement.

In new construction or major
remodeling projects, management
appoints someone to take
responsibility for the store’s overall
energy performance and to advocate
and intervene in decision-making
accordingly.

REFRIGERATION DEMONSTRATION PROJECTS:
Clarify the value of energy-related maintenance
services by conducting in-store system
optimization projects (“tune-ups”) in a handful of
selected stores.

Refrigeration service contractors and
purchasers of services begin to
integrate efficiency considerations
into their contracts and performance
expectations.

DEVELOP BENCHMARKING DATA:
Collect EUI data on NW grocery stores and
present it in scatterplot form for ease of
recognition and comparison.

Take rate for refrigeration contractor
trainings increases. Demand for
multiple sessions with the same
audience grows.

CATALYZE THE SHARING OF BEST PRACTICES:
Use the natural forums of buyer group and
wholesaler/retailer group meetings to share the
how-to framework, technical and managerial
details, and success stories.

Chains conduct refrigeration tuneups in their stores.

NEW CONSTRUCTION SUPPORT:
Identify experts in store development and
refrigeration system design to act as resources
for technical assistance and collaborative
design review.
FIRM FOCUS:
Assist interested refrigeration service
contracting firms with the planning, positioning,
and marketing of service offerings that
recognize and capture the value of energyefficient refrigeration system design and
operation.
Assist service contractors/ providers with the
positioning of new services that support grocers’
efforts to manage energy use and cost.
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EVALUATION METHODOLOGY

This chapter briefly discusses the approach for the third market progress evaluation for the
BetterBricks Grocery Initiative. The first MPER covered the period from January 2004 to
October 2005; the second MPER covered the period from October 2005 to September 2006; this
third MPER covers the period from October 2006 to October 2007.
Table 2.1 shows the tasks included in MPER #3, along with those for the previous two and next
planned MPER.
Table 2.1: BetterBricks Grocery Initiative Evaluation Tasks
COMPONENTS

MPER #1 MPER #2
JUN 2006 MAR 2007

Market Characterization

MPER #3
Q1-2008

MPER #4
2009

X

X

X

Assess Logic Model

X

X

X

X

Assess Market Progress

X

X

X

X

Assess Progress Towards Goals

X

X

X

X

Process Evaluation

X

X

X

X

Estimate/Validate Savings Impact

X

X

ACE Model Review

X

X

Table 2.2 shows the specific activities that have been or will be conducted and the data sources
that have been or will be used for each MPER.
Table 2.2: Activities and Contacts for Grocery Initiative MPERs
ACTIVITY
Interviews

DATA SOURCES

MPER #1 MPER #2
JUN 2006 MAR 2007

MPER #3
Q1-2008

MPER #4
2009

NEEA Contractors/Market Specialists

X

X

X

X

NEEA Staff

X

X

X

X

Market Professionals

X

Store/Facility Managers of Grocery Partners

X

X
X

X

Utilities

X

E&T Presenters

X
Continued
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ACTIVITY

DATA SOURCES

Interviews
(continued)

E&T Participants

MPER #1 MPER #2
JUN 2006 MAR 2007

E&T Developers

X

Tools and Materials Developers

X

X
X
X

X

BetterBricks Marketing Contractor

X

Grocery Staffs (full market)

X

BetterBricks Advisors

X

Corporate Facility Leads

X

X

Grocery Store Managers

X

X

Chain Owners

Document
Review

MPER #4
2009
X

Refrigeration service providers

Surveys

MPER #3
Q1-2008

X

X

New Construction Managers

X

Refrigeration service providers

X

Grocery Initiative Documents

X

X

X

X

X
X

X

X

Tools and Materials

X

X

X

Marketing Materials

X

X

X

X

X

X

X

X

X

X

Logic Models, Indicators
Literature Review

Grocery trade journal

Database Review

CTS, Grocery Initiative Documents

X

X

X

INFORMATION SOURCES
Information presented in Chapters 3 and 4 was based on in-depth interviews and a review of
program documents, such as monthly reports and emails. We interviewed four Grocery Initiative
staff members (the BetterBricks senior manager, the initiative market manager, and the
education & training and marketing leads), two consultants (a grocery market specialist and a
marketing and communications expert), and eight grocery and refrigeration key contacts
(typically the company’s owner, president, or head of operations). Interview guides are included
in Appendix F. Chapter 3 also incorporated information from surveys of grocery chain facility
leads, grocery store managers, and refrigeration trade allies. Table 2.3 shows the interviewed and
surveyed groups and the number of contacts in each.
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Table 2.3: Summary of In-Depth Interviews and Surveys
INTERVIEWED/SURVEYED GROUPS

POPULATION

INTERVIEWED

BetterBricks Staff

4

4

Consultant – Grocery Market Specialist

1

1

Consultant – Marketing And Communications Specialist

1

1

Grocery Key Contacts

5

4

Refrigeration Service Providers

5

4

Grocery Chain Facility Leads

21

11

Grocery Store Managers

189

50

Refrigeration Trade Allies

27

11

Utility Contacts

88

38

IN-DEPTH INTERVIEWS

SURVEYS

.
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MARKET CHARACTERIZATION

This chapter covers a brief overview of the independent retail grocery market, as well as a more
detailed analysis of current market concerns. We reviewed available issues for 2007 of the
journal Progressive Grocer to determine current market concerns in the grocery industry and
performed a content analysis of articles and advertisements in Progressive Grocer issues for
2004 and 2007 to comparatively gauge the attention being paid to energy. To do this, we
identified all the articles and advertisements that mentioned energy and coded them as to how
central energy was to the item’s focus and what it said about energy. Other information came
from both the in-depth interviews described at the end of Chapter 2 and selected questions from
the surveys described in Chapter 5.

MARKET DESCRIPTION
In the first MPER, we identified 24 independent grocery chains that fit the target market of
regional grocery wholesalers and larger chain operators (over 5 to 35 locations), all of which
were still operational at the time of the second MPER. At that time, we noted that wholesalers
are no longer seen as a major conduit to many of the chains. Since that time, one of the chains
has gone out of business, but four additional chains – for a total of 27 – were identified.
Data describing key characteristics of the Pacific Northwest grocery market are shown in Table
3.1. The 2003 data were compiled for the Commercial Sector Initiative/BetterBricks proposal in
July 2005, and thus provide a somewhat different combination of stores. The difference in total
number of regional stores between 2003 and 2007 likely is the result of both a different way of
analyzing the regional chains used for the initial analysis, and a true reduction in the number of
regionally owned and managed stores due to changes in the marketplace. (More information on
market changes is given below.)
Table 3.1: Key Characteristics of the Pacific Northwest Grocery Market
NORTHWEST
GROCERY CHAINS

2003 TOTALS

2007 TOTALS

NUMBER OF STORES

SQUARE FEET

NUMBER OF STORES

SQUARE FEET

1,628

50,066,886

1,184

67,545,832

National Chains

752

27,841,000

870

55,791,700

Regional Chains

876

22,225,886

314

11,754,132

All Chains

Sources: The data for 2003 are taken from Marketing Guidebook, 2004, Trade Dimensions International, Inc., Westport, CT
(compiled by Pacific Energy Associates). The data for 2007 are taken from Marketing Guidebook, 2008, Trade Dimensions
International, Inc., Westport, CT. (www.marketingguidebook.com).
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Table 3.1 shows a total of 1,184 chain-owned grocery stores operating in the four Pacific
Northwest states in 2007, with over 67 million square feet of retail space, compared to 1,628
stores with just over 50 million square feet in 2003. In 2007, 870 stores are owned by national
chains and 314 are part of regional chains, respectively accounting for nearly 56 million and 12
million square feet of retail space. The regional chains account for about 17% of the total square
footage and 26% of the total number of grocery stores in the Pacific Northwest.

MARKET CONCERNS
In this section, we present our analysis of interviews with BetterBricks staff, consultants,
contractors, and grocery store contacts as they pertain to market characteristics, as well as data
from surveys reported by a leading grocery trade journal and a content analysis that we
performed on articles and advertisements from that journal. The findings from the various
sources converge on two observations:
 The grocery market is highly competitive and cost conscious, with very low margins.
 Energy is starting to be seen as a market issue and is growing as an operation concern.
We address these observations in turn.
Primary Market Issues
Our review of all issues of the grocery trade journal Progressive Grocer from April to September
2007 found the following topics to be foremost on the minds of grocers: food safety, enhancing
customer service, sustainability and corporate responsibility, merging in order to stay
competitive, rising employee costs (especially healthcare), enhancing the shopping experience
for their customers, and expanding natural and organic product lines.
The interviews with program staff, consultants, and grocery and refrigeration contacts identified
many of the same issues that we found in the pages of Progressive Grocer.
NEEA initiative staff and the market specialist continue to see competition as the chief market
issue for grocery chains in the Pacific Northwest. The continuing trend for large chains to buy
out smaller ones makes it difficult for independents to compete. One particular aspect of this
concern is the ability of larger chains to invest in improvements with longer-term paybacks,
which independent operators find difficult. However, recent concerns about the national food
supply chain promote a buy local mind-set, which helps the regional chains.
Some refrigeration service providers and store contacts have echoed the competition issue. One
remarked on the threat posed by big-box stores that are able to achieve much lower labor and
product costs. Another stated bluntly, “Large groceries are taking over, forcing small ones out.”
Thus, there is a perception among at least some grocers and refrigeration service providers that
regional chains are struggling as a result of competition from large national chains. Although the
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net number of regional chains identified for this MPER is equal to the number identified for the
previous MPER (see Appendix A), some data may justify their concern. First, as shown in Table
3.1, there has been a drastic decrease since the previous MPER in the total number of stores and
total square footage in Pacific Northwest regional chains. As noted, part of the difference likely
comes from a change in the way that regional chains were counted for the initial analysis, but
part likely comes from a true reduction in the number of regional stores. For example, we
identified one regional chain (Larry’s Markets, Inc.) that has closed two of its stores since the
previous MPER. In addition, one chain (Brown & Cole, LLC.) is currently in Chapter 11
bankruptcy and SUPERVALU, as a wholesaler, was treated as a regional chain in the initial
analysis, but since its purchase of Albertsons in 2006, we have treated its stores as a national
chain.
The trend noted in the second MPER of regional chains competing by catering to communities
and niche markets continues. Commenting again on competition from big-box stores, one
grocery contacted stated, “We compete on quality and staff.” Another referred to his stores as
lifestyle stores.
Nevertheless, cost containment is a significant concern. The contact who made the comment
about competing on quality and staff also noted that sometimes customers “can’t walk away
from the price” at the large chains. In particular, in addition to concerns about labor costs,
contacts voiced concerns about construction costs and equipment operations and maintenance.
One noted the age of his stores – the newest one is 10 years old. Another contact pointed out that
stores now have several times the equipment per square foot than they did in grocery stores built
30 years ago. Thus, a major concern is finding a way to get the best equipment.
In addition to the above issues, one consultant commented that “small footprint” stores – those
occupying smaller spaces – operated by national chains will be a growing presence in the
market. This will create both opportunities for regional chains (if they take it), as well as
competition, as nationals (and internationals) develop small footprint store models to compete at
the local neighborhood level.
Energy as an Emerging Market Issue and Operational Concern
The grocery market specialist noted a growing interest and concern about the need for energy
conservation, driven by the public discussion of climate change effects, retailers’ desire to stay
competitive, and awareness of many new utility resource acquisition initiatives, including
Portland Energy Conservation, Inc.’s Energy Smart Grocer program. He reported that the Board
of Directors of one of the targeted chains adopted sustainability as a core value of its operation,
and the facility manager for another chain asked about what movement BetterBricks staff had
been seeing in the industry towards more green operations. In addition, the market specialist
noted that the Food Marketing Institute’s (FMI) Energy and Technical Services Conference in
September of 2007 had the largest attendance ever.
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In our interviews, no grocery contact explicitly mentioned energy costs as a significant concern.
However, one did note that the leading-edge work that one big-box store is doing in energy
conservation will benefit the entire industry in the end. Moreover, several of the refrigeration
service providers said that energy was a significant factor for grocery stores – one going so far as
to say that energy “will change how everyone does business.”
Our content analysis of Progressive Grocer supported the market specialist’s observation,
finding a large increase in the number of articles and advertisements in the April to September
2007 issues that mentioned energy, compared to the same period in 2004 – from a total of 3
mentions in 2004 to 23 in 2007. Most mentions of store energy use were brief, with few articles
making energy use the main focus. However, several made clear that energy is a concern.
Refrigeration was the energy topic most often addressed, mentioned in six articles and three ads.
Content from 2007 worth noting includes a quotation in the August issue from a retail marketing
manager about her having received LEED Accredited Professional status: “Our customers are
being asked to run more efficiently…our support in these efforts can help them translate those
efficiencies to the bottom line.” An advertisement from the August 2007 issue states: “Good for
planet earth…and your bottom line.”
The increase in the mentions of energy in articles and advertisements is consistent with the
results of research by the Food Marketing Institute.5 In that study, 88% of retailers said their
energy costs had risen from the previous year and 64% said that energy efficiency would be a
part of their new construction or remodeling plans. It is further supported by market research
conducted by Progressive Grocer.6 Respondents were asked how they expected a list of
operational factors to change at their company in 2007. On a scale of 1 to 100, (100 = large
increase, 50 = no change, 0 = large decrease), Western region grocers gave energy a score of 87.

5

Food Marketing Institute Research. 2006. 2005-2006 Annual Financial Review, as cited in McTaggart, J.
(2007, April 1). Green is the New Black. Progressive Grocer, 86(4), 18-22.

6

McTaggart, J. and Chanil, D. (2007, April 15). 74th Annual Report of the Grocery Industry: Seismic Shifts.
Progressive Grocer, 86(5), pp. 20-56.
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This chapter briefly describes Grocery Initiative activities. It summarizes the BetterBricks
market manager’s and market specialist’s key activities with grocery chains, as well as the
program’s education and training activities, and market activities, for the current period. It
concludes with brief summaries of activities carried out with the targeted chains.

MARKET MANAGER AND GROCERY MARKET SPECIALIST ACTIVITIES
During the period covered by this report, BetterBricks’ market manager and market specialist
have initiated or continued contact with 10 independent regional grocery chains – Bellingham
Community Food Cooperative, Haggen, Lamb’s Markets, Market of Choice, Metropolitan
Market, New Seasons Markets, Puget Community Cooperative (PCC Natural Markets), Saar’s,
Town & Country Markets, and Yoke’s Fresh Markets – and one national chain (WinCo) that has
a large presence in the Northwest, as well as in California and Nevada. These 11 chains represent
125 stores with nearly six-and-a-half million square feet of space.
The primary activities carried out in the period covered by MPER #2 were benchmarking and
assisting with design and construction. Benchmarking has continued in the current period, but
the primary focus has been in equipment maintenance, particularly in tuning-up refrigeration
systems. This was shown to provide significant savings and a quick return on investment. One of
the objectives of the program staff has been to leverage the recognition of the value of
performing refrigeration tune-ups into adoption of a more systematic and comprehensive
approach by the targeted chains.
The market manager and market specialist have worked with the chains and local utilities to
identify opportunities for participation in incentive programs offered by utilities. In particular,
they have worked closely with Puget Sound Energy’s Smart Grocery program, implemented by
Portland Energy Conservation, Inc. (PECI). They also have worked with the Bonneville Power
Administration (BPA), Avista Utilities, and Idaho Power.
These BetterBricks representatives also continue to support design and construction activities,
interfacing between the chains and the BetterBricks Design and Construction (D&C) team, and
continue to develop other products and services for use in business practice change.

EDUCATION & TRAINING ACTIVITIES
As described in Section 1, BetterBricks contracted with a refrigeration service consultant to
conduct in-store refrigeration tune-up demonstrations and classroom seminars to train
refrigeration service providers in energy efficiency maintenance services. The refrigeration
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expert completed five trainings: two in conjunction with store tune-ups, which were attended by
the respective chains’ service providers, and three seminars in other locations that were attended
by contractor firms.
In addition to the work with refrigeration service providers, BetterBricks E&T staff are pursuing
activities with design architects, refrigeration designers, and grocery chains. A total of six design
and construction-related events were offered; additionally, there were five sessions aimed at
lighting contractors and one session that was aimed mainly at architects, but was open to store
staff.
Program staff also conducted a forum in the Seattle area for grocery chain representatives to
exchange information and ideas about energy conservation. Representatives from all but one of
the larger regional chains in the Puget Sound area attended and openly discussed sustainability in
general, as well as their success with specific equipment upgrades. Program staff are planning at
least one additional forum. They are also considering a session on energy modeling for
refrigeration designers, to be held in the spring of 2008.

PRODUCT AND SERVICE DEVELOPMENT
The primary product and service development activities have been the development of a
benchmarking tool, a tracking tool, a template for an action plan, and energy awareness training
materials, and, most recently, providing marketing and communication consulting to
refrigeration service providers.
The marketing and communications consultant that BetterBricks contracted with is assisting
refrigeration service providers in packaging their energy conservation services and presenting
them to their clients. Her efforts are ongoing.
The benchmarking tool was developed in 2005 and has been used frequently since then by
various chains.
The tracking tool is still under development, though it has been shown in draft form to chains;
and at least one chain immediately adopted it and modified it for use in its management
practices.
The action plan template was drafted and two chains worked with the template and provided
feedback. Based on the two chains’ experience, a final version was developed and is expected to
be posted on the web by late winter 2008.
The energy awareness training materials are in development. The marketing team developed a
short (approximately 10-minute) video of energy-specific operational behaviors, using real
grocery staff as actors, which will be distributed to the target chains, most of which have
expressed interest. At the time of report preparation, the training video had just been completed
and additional collateral pieces were being developed for distribution in early 2008. .
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The intention is to have all of these tools readily available on the BetterBricks.com website so
that grocery chain managers and the market specialist have ready access to them. None of the
tools is currently on the website.

MARKETING ACTIVITIES
Marketing plans have focused on preparing success stories for publication in trade press outlets
and as case studies on the BetterBricks website. In particular, marketing staff plan to write a
success story for one chain that has so far come closest to adopting the recommended business
practices. Plans are in place to write case studies for two chains to be included on the website,
along with a case study of a successful chain from outside of the Pacific Northwest region.

GROCERY CHAIN ACTIVITIES
This section describes the types of activities that have been implemented with the target chains.
First, we present summary descriptions of activities at the four chains that have been most
closely involved with the initiative. Each one has undertaken some combination of the initiativepromoted activities. Following that, is a brief general summary of activities that have been
undertaken in other chains.
Most Advanced Chains
Haggen (Tune-ups and Upgrades)
Haggen is one of the largest regional chains. Many of its locations are very similar, which allows
its management to compare stores’ energy usage across facilities and to roll out proven changes
in one store to others. After BetterBricks staff made a presentation of refrigeration efficiency
tune-up, tune-ups were carried out at two test stores between April and July 2007. Since April,
the BetterBricks market specialist has had some conversations with Haggen about future
construction opportunities and the company has begun working with a BetterBricks Integrated
Design Lab. Haggen is currently putting most of its energy emphasis on equipment and control
upgrades. It has upgraded four stores to Envirogard 3 racks and is now using floating head and
suction. The BetterBricks market specialist helped to identify incentive programs offered by
utilities. The facility manager indicated that Haggen has done energy retrofits at 17 to 18
locations, all within the PSE operating area, and has realized substantial savings. In terms of
energy management, the chain is increasing each store manager’s responsibility for the store’s
energy use; for example, it is holding individual stores responsible for the cost of alarm calls for
open refrigeration doors.
Lamb’s Market (Tune-up and Energy Advocate)
Benchmarking data for all of Lamb’s stores were collected in November 2006. The market
specialist and his refrigeration consultant recommended a refrigeration tune-up at one of the
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stores that had experienced frequent overload problems, as well as adjustment of air dampers in
the HVAC system. The refrigeration tune-up produced a 9% savings, and both the refrigeration
and HVAC are operating more smoothly. As of preparation of this report, there had been no
equipment burnout or equipment overload, and both tripping and energy use has reduced, which
were attributed by program staff to the tune-up. The owners plan to do refrigeration tune-ups at
other stores and to look at reducing energy use through other measures, such as lighting. The
company contact has appointed an energy advocate to be responsible for switching lights off and
closing cases and doors.
Market of Choice (Energy Advocate, Tracking, and Employee Awareness)
Market of Choice had accomplished a range of energy conservation measures before
involvement with BetterBricks – solar power, heat reclaim, air curtains, lighting initiatives, and
glazing improvements. The BetterBricks market manager worked with Market of Choice on a
tracking spreadsheet for internal benchmarking, tracking usage, and measuring progress. During
preparation of this report, the facility manager reported that he had about 80% of the data needed
to do a complete energy evaluation at all stores. Market of Choice has named the facility
manager to be the energy advocate for the chain and is participating in preparation of a training
video for employee energy awareness; some of its store employees have been hired to be in the
video.
Town & Country Markets (Upgrades and Sustainability Focus)
Early in this period, Town & Country carried out benchmarking and began work on an article to
internally communicate sustainability steps taken in its Poulsbo Central Market remodel. The
company undertook some recommended control improvements, including floating suction, but
not refrigeration systems tune-ups. The company is working with a local non-profit that focuses
on sustainability and the facility manager began developing equipment upgrade strategies for
remodels and existing operations, including integration of variable speed drives on screw
compressors. The management has asked for help in developing opportunities for incentives
across utilities and in rolling out training to managers and staff for fall implementation. Plans are
underway for a remodel of its Shoreline Central Market, expected to integrate many of the
sustainability and energy efficiency operations at Poulsbo. As of report preparation, plans were
progressing for the Shoreline Central Market remodel, however no tune-ups or upgrades have
been reported other than those incorporated in the Poulsbo remodel and the use of floating
suction controls.
Summary of Activities in Other Chains
A variety of initiative-recommended and supported activities have been undertaken in other
chains. In most cases, no chain carried out more than one or two of the described activities.
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Benchmarking and Audits
Benchmarking has been performed at two chains in addition to those mentioned above. For one
chain, benchmarking was completed for all 11 stores. Another chain was coordinating with
Energy Smart to schedule Energy Smart audits of 10 of its 13 stores.
Tracking
The same chain that carried out benchmarking at all 11 stores also reported energy tracking in
each. One other chain reported plans to track energy savings associated with a planned
refrigeration tune-up.
Refrigeration Tune-Ups
Aside from those mentioned above, no other chains have carried out refrigeration tune-ups. At
the time of report preparation, however, one chain was planning a tune-up. Two other chains had
previously planned tune-ups, but postponed them because priorities were shifted to full remodels
at other locations.
Upgrades and Repairs
Two chains have carried out upgrades and retrofits in response to BetterBricks
recommendations. At one chain, upgrades included maintenance and installation of door seals
and strip curtains, under PSE’s Energy Smart Grocer program, and cleaning of all refrigeration
cases. At the time of this report, that chain also was working with Energy Smart and
BetterBricks to upgrade refrigeration maintenance and equipment at one store.
At another chain, a re-commissioning of one store by a firm from the BetterBricks D&C team
identified a number of problems. As this report was being prepared, that chain had completed all
suggested repairs except two, which were underway.
Design and Construction
Two chains had carried out or were in the process of carrying out design and construction
activities with BetterBricks assistance. In one, D&C assistance included refrigeration and HVAC
engineering coordination and skylighting. In another chain, new construction is underway and is
integrating many of BetterBricks’ best practices for new construction, with BetterBricks support
in equipment selection. In addition to these, some BetterBricks design and construction
assistance was carried out at another chain in 2006, but no additional activity was reported for
the period covered by this report.
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SURVEY RESULTS

For the current period, we conducted telephone surveys with three groups: facility leads – the
people responsible for decisions about facility operations, maintenance, and sometimes new
construction for the regional grocery chains; managers of grocery stores that are part of regional
chains; and contacts in refrigeration firms that provide services to regional grocery stores. The
purpose of the surveys was to provide data on the energy efficiency awareness and behaviors in
that segment of the target population that is not yet involved with BetterBricks, to offer an
accurate picture of the portion of the market that is still outside of BetterBricks’ “touch.”
Therefore, we did not contact representatives of chains or refrigeration service providers that are
already active in the program.
The population size, approach, and number of completions for each group is summarized in
Table 5.1. As we reported in the previous MPER, wholesalers are no longer deeply involved
with many of the chains; therefore, we did not survey them for this third study.
Table 5.1: Sampling Approach
GROUP

TARGET
POPULATION
SIZE

APPROACH

COMPLETIONS

Facility Leads

21

Census

11

Store Managers

189

Random sample

50

Refrigeration Service Providers

27

Census

11

As summarized below, the facility lead and grocery store manager surveys were consistent in
showing evidence of a reasonably high degree of both concern about energy use and
implementation of some energy-savings practices, but limited integration of energy management
into day-to-day business practices. The refrigeration service providers survey also showed
interest in energy efficiency in the grocery market segment and supported the other surveys’
findings that implementation of certain measures is still uncommon. (Detailed information on the
population, approach, and results of each survey are found in Appendices A through C. The
survey instruments are included in Appendix F.)
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FACILITY LEADS
Regional grocery chain facility leads are responsible for decisions about facility operations,
maintenance, and sometimes new construction for the chain. They typically report directly to the
head of operations, the CEO, or the CFO of the company.
We began with a list of 26 regional chains. For 5 of these, chain facility managers are already
active in the program. Because of that, we did not include the facility managers for those chains
in the survey, but separately conducted in-depth interviews with them. For each of the remaining
21 grocery chains, we attempted to interview the person responsible for making decisions about
facility operations for all the stores within the corporation. We completed 11 interviews.
Surveys covered a range of topics related to the chains’ orientation toward energy efficiency:
how stores deal with service and energy management of critical equipment; corporate guidance
or direction of local stores’ energy management practices; implementation of specific energysavings practices; the role of energy efficiency in equipment purchase, construction, and
remodeling; and the interest in energy conservation resources. The results showed a fair degree
of variability across chains in energy efficiency orientation, particularly in terms of equipment
service, corporate guidance, and use of energy-savings practices.
Similar to findings in the Baseline, this survey showed that chains in general have a reasonably
high degree of both concern about energy use and implementation of some energy-savings
practices. However, integration of energy management into day-to-day business practices in this
population of regional chains that are not yet involved with BetterBricks is still lagging. For
example, most contacts reported some corporate guidance or direction of local stores’ energy
management practices, with the majority (at least 7 of 11 chains) reporting that their chains
benchmarked energy usage, reviewed rate schedules and contracts, and regularly tracked energy
consumption data. However, two or fewer chains reported energy awareness programs, the
inclusion of energy management requirements into job descriptions, the use of energy accounting
software, or the existence of energy performance targets for local staff; and only four chains had
formally requested that local stores reduce energy.
In a similar vein, while all, or almost all, contacts reported that their chains assign specific
responsibility for HVAC and refrigeration service (to either employees or through service
contacts), only about half reported that they do so for energy management. Moreover, just one
chain had service contracts with energy efficiency instructions.
In terms of the implementation of specific energy-saving practices, the general finding was that
practices involving maintenance and monitoring of existing equipment – those solutions
involving lower initial cost and requiring less disruption to normal operations – were more
frequently reported than implementation of new energy-efficient equipment. For example, at
least 7 of 11 chains reported having a schedule for the cleaning of refrigeration honeycombs and
filters, maintaining door seals, implementing refrigeration tune-ups, and having a program to
shut off or reduce lighting during night stocking at all stores in the chain. The use of anti-sweat
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heating controls was somewhat less widely reported (six contact reported it in all stores and three
reported it for more than half of their stores). The most widely used HVAC-related practice was
a procedure to check thermostat set-points and programming (five chains reported doing this at
all stores and two more reported it in at least half of the stores). Permanent split capacity fan
motors (PSCs) and electronically-commutated fan motors (ECMs) were reported for even fewer
stores (four and three, respectively, reported them in at least half of their stores).
Equipment purchase, construction, and remodeling were areas in particular where orientation to
energy efficiency is lagging. Only three of eleven chains had written specifications for
equipment purchases, and only five had energy efficiency requirements in design contracts. We
found somewhat more chains – six – that performed lifecycle cost analyses. However, very few
contacts were familiar with integrated energy design (IED).
Nevertheless, interest in energy conservation resources was relatively high. A large majority (9
of 11) of respondents indicated some interest in training, although most did not give any detailed
description of the types of training desired. There were relatively high levels of both
involvement in professional associations and familiarity with BetterBricks (7 respondents each),
although no one reported Building Operator Certification. Together, these findings suggest that
professional associations are a potentially valuable source for promoting energy efficiency and
training opportunities.
We found that chains do not implement energy efficiency activities and practices in isolation, but,
rather, chains that adopt one tend to adopt others. Six of the activities that we asked about –
assigning employees responsibility for energy management, requesting local stores to reduce
energy use, benchmarking energy usage, tracking consumption, reviewing energy rates and
contracts, and carrying out lifecycle cost analyses – were moderately interrelated. One potentially
practical upshot of this finding is that chains are not evenly distributed across a continuum of
energy efficiency orientation, but that they tend to fall into clusters of “high” or “low” energy
efficiency orientation. This may be valuable in determining what chains to target for future
activity.

GROCERY STORE MANAGERS
We identified 47 store brand names representing the 26 identified regional chains. We obtained
names and contact information for managers at 189 local stores for 35 of the 47 brands,
representing all of the 26 identified chains. We interviewed 50 grocery store managers at 23 of
the identified grocery brands. The sample size of 50 was determined to provide the industry
standard precision of ±10%, with 90% confidence.
This survey covered a range of topics related to orientation toward energy efficiency in store
operations. The topics covered and questions asked overlapped to a significant degree with those
of the facility leads survey, although some questions asked of facility leads did not pertain to
store managers and vice versa. As in the facility leads survey, we found a reasonably high degree
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of both concern about energy use and implementation of some energy-savings practices, but lack
of complete integration of energy management into day-to-day business practices.
For example, consistent with what the facility leads reported at the corporate level, some energy
usage policies were active in most of the stores, but the two surveys were also consistent in
finding that chains’ corporate management typically does not formally make energy efficiency a
key part of store managers’ jobs. Most (at least 31 of 50, 62%) respondents had received
corporate guidance about facility operations, had reviewed energy usage data, and had received
gas and electric bills at their store. However, fewer than half reported that energy usage had ever
been benchmarked. This may at first appear inconsistent with the finding that the majority of
facility leads reported benchmarking, but a facility lead may have reported benchmarking, even
if it was done at only one store in the chain. Therefore, it is possible that benchmarking was
carried out at a minority of local stores, even if it was reported for a majority of the chains. On
the other hand, the fact that energy efficiency is not a formal component of store managers’ jobs
is shown by the finding that few managers reported energy usage goals or written energy usage
guidelines.
Store managers were consistent with facility leads in reporting that certain relatively low-cost
activities were fairly common – cleaning refrigeration honeycombs and filters, maintaining
cooler door seals, carrying out refrigeration tune-ups, turning off lights during night stocking,
installing anti-sweat heat controls for freezer and cooler doors, and checking thermostat setpoints and programming for HVAC systems.
The store manager survey supported the facility lead survey’s finding that equipment purchase is
an area where energy efficiency gains can be made. Over all managers surveyed, about one-third
reported that they make lighting purchases that have energy efficiency requirements and less
than one-in-five make refrigeration purchases with energy efficiency requirements. However,
this must be considered in the proper context: fewer than half of the contacts reported that they
make such purchases at all. Most managers who do purchase lighting or refrigeration equipment
(particularly in the case of lighting) reported that energy efficiency was a factor in equipment
purchase decisions.
The percentage of stores that use life-cycle cost analysis when making purchases (exactly 50%)
is comparable to that reported by facility leads. Interestingly, 40% of the respondents did not
know if this is done – consistent with the finding that fewer than half purchase lighting or
refrigeration equipment for their store.
Again, consistent with the results of the facility leads survey, interest in energy conservation
resources – professional associations and training – was relatively high, indicating a potential
avenue for influence. Fifty-eight percent of respondents reported involvement in industry
associations. Various state grocers associations accounted for the largest group of affiliations,
and the Food Marketing Institute was the most frequently reported national organization. Four
organizations were mentioned that had not been noted in the baseline survey: two wholesalers
(United Grocers and United Western Grocers), one membership organization (Provender
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Alliance), and the National Cooperative Grocers Association, a business services cooperative for
natural food co-ops. Overall, 68% of respondents indicated some interest in training, with the
plurality (38%) indicating interest in “any training” and 26% of sample saying that they would
like training in one or more specific energy savings practices. However, few managers reported
that they or any members of their staff had received certification from training in any areas of
building operations and maintenance, and, as with the facility leads, no managers reported that
they or their staff had received Building Operator Certification.
Many of the questions asked in this survey had been asked in the 2005 baseline survey, although
some were dropped and others added. Most differences were within the margin of error.
However, we found some increases since baseline that lay outside the margin of error in reported
implementation of some energy efficiency practices, in involvement in industry associations, and
in interest in training. There was an increase in reported use of a lighting control program for
night stocking (70% vs. 51%) and in the conduct of facility energy audits or assessments (40%
vs. 24%); on the other hand, reported use of case loading guidelines decreased from 75% at
baseline to 46%. The percentages of respondents who reported involvement in industry
associations and an interest in training both increased since baseline (58% vs. 37% and 68% vs.
35%, respectively). As previously noted, the most frequently mentioned type of training was
“any training”; however, the percentage giving this response (38%) was greater than at baseline
(18%). The second-most frequent response was a mention of specific energy savings practices
(13 respondents, 26% of sample), which well exceeded the baseline percentage (6%).
Although changes from baseline were few, they were predominantly positive changes,
suggesting an increase in energy efficiency orientation. Since the observed change was based on
comparison of two independently drawn samples, we could not identify the exact degree of
change or the cause of change in any particular case.
Unlike in the survey of facility managers, we found a low level of interrelatedness among the
various energy conservation behaviors and activities: the fact that a particular behavior or
activity was implemented at a given store did not greatly increase the likelihood that some others
were implemented. Thus, to the degree that there is segmentation based on energy efficiency
practice, it appears to be at the corporate level, not at the individual-store level.

REFRIGERATION TRADE ALLIES
We interviewed refrigeration service providers who work in grocery stores in Washington,
Oregon, Idaho, and Montana to provide information on current refrigeration decision-making
and practices in grocery stores in those states. Starting with a list of 36 locations for 23 firms, we
eliminated duplicates, firms that do not work with retail operations, and those with significant
BetterBricks-related work (with whom we conducted separate in-depth interviews). This left 27
locations for 17 firms. We completed interviews with 11 contractors representing 8 firms. For
the majority of survey questions, we treated responses by individuals at different locations of the
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same firm as independent. For questions that related to the company as a whole, we report a
single response for each company.
Most of the contractors work in at least two Pacific Northwest states, and two work in a variety
of other states. Firms varied widely in number of locations, employees, and years of experience
doing refrigeration service, although the sample tended toward small firms with few employees
and 25 years or less refrigeration experience. On average, the firms did about half of their
grocery refrigeration work for national chains, just under one-third for independent chains, and
about one-eighth for convenience stores, although the percentages varied widely among
contractors.
The majority of the survey questions were directed toward characterizing the types of
refrigeration and HVAC-related work that the contractors do for their grocery clients.
Specifically, contractors were asked about refrigeration rack design and installation, use of heat
reclaim, electronic expansion valves (EEVs), ECMs, anti-sweat heater controls, floating-head
and floating-suction controls, and LED lighting in refrigerated cases, specification of controls
and settings, and design of HVAC systems. However, the survey also addressed contractors’
awareness of BetterBricks, interest in training and education, and their market concerns. Like the
facility leads and store managers surveys, this survey revealed a fairly high level of concern
about energy efficiency, but also showed areas for potential improvement.
Most contractors are involved in refrigeration rack design decisions and all reported that they
install refrigerated display cases. All reported that energy is either an important or moderately
important consideration in designing refrigeration systems. However, most said that independent
regional chains do not make up a large part of this work, so refrigeration rack design does not
appear to be an important avenue for introducing greater energy efficiency into regional chains.
Heat reclaim and anti-sweat heater controls were the most commonly reported energy efficiency
measures. All 11 respondents had installed a heat reclaim system. In the case of both heat
reclaim and anti-sweat controls, more than half of the contacts said that it was in use in more
than 50% of their clients’ regional independent grocery stores, most of whom reported that it was
in more than 75% of stores. Floating head pressure controls were reported in use in more than
75% of stores by one-third to one-half of respondents. Use of floating suction controls was
somewhat less common.
On the other hand, consistent with the findings of the facility lead and grocery manager surveys,
contractors did not report a high level of use of ECMs by regional independent clients. More
than half reported that it had been specified by 10% or fewer of these clients and only one put
the figure at more than 75%. Moreover, there was little indication that clients who specify ECMs
in display cases also require them in walk-in coolers and freezers. Problems had been reported
for early generations of ECMs, so we queried contractors about their attitudes toward these
motor types. Contractors with negative opinions of ECMs are not likely to recommend them to
clients. The majority of contractors said that recent ECMs are reliable, although three mentioned
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problems relating to moisture and one said that they still do not have enough torque for lowtemperature applications.
EEVs and LED lighting were reported to be rarely specified by regional independent grocery
clients.
At least half of the contractors said that regional and national chains differed in use of heat
reclaim, anti-sweat controls, and ECM, with most of those saying that nationals were more likely
to require them. Somewhat fewer contacts noted a difference between nationals and regionals in
the use of EEV, but again, those who did so indicated that nationals were ahead of regionals, one
commenting that using EEV was more common on the East coast because of the availability of
rebates.
We asked the reasons that floating head and floating suction controls were installed, as well as
who specified controller set-points and control sequences. This information is useful in
determining the potential for influencing such decisions. Responses indicated that floating head
and suction controls were equally likely to be installed because of customer specifications,
equipment or system constraints, or energy savings. All but two contacts reported that controller
set-points and control sequences were specified before installation, with the responsibility –
usually spelled out in the contract – spread between owners, engineers, contractors, and
manufacturers.
Using the actual superheat at each case provides for the most efficient setting of EEVs. Most
contacts said that owners typically expect expansion valves in new installations to be set by
measuring the superheat at each case, indicating a concern by their clients to obtain the highest
efficiency. Set-points are most frequently specified by either the manufacturer or engineer.
Only two contractors said that they design HVAC systems, and only one of them said that he
also had commissioned new or existing HVAC systems in the past year. Therefore, this survey
could provide no valuable information on energy efficiency in HVAC systems.
In terms of awareness of and interest in energy efficiency resources, only 4 of the 11 contractors
we spoke with were familiar with BetterBricks, and none of them had taken the training.
However, most indicated an interest in training, the most frequently mentioned specific topic
being control mechanisms.
As mentioned, we asked about market involvement and concerns. Nine of 11 respondents said
that they proactively try to sell energy-efficient services or products. However, only three of the
eight firms in our sample put energy efficiency information in their marketing materials. Thus,
efforts to get contractors to incorporate energy efficiency information into their marketing
materials could potentially make this group of willing allies even more effective.
The most commonly reported market trends or concerns were energy efficiency and cost, again
confirming the importance of energy efficiency, but also underscoring the fact that greater
efficiency is weighed against greater cost.
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Given the initiative’s focus on regional independent chains, we examined whether responses
differed, based on whether the contractors’ firm did a large or small portion of its work for such
chains. Any such differences could be useful in interpreting the above findings. We note that
findings from small samples are subject to chance and, therefore, we urge caution in interpreting
these. We cite only the cases where we found large differences. Doing a relatively large portion
of work with regional chains was associated with more frequent mention of energy efficiency as
a major market concern and less interest in training in specific or new technologies.
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This chapter presents the results of a survey conducted to determine the level of awareness of
and perceptions about BetterBricks among utilities and other energy-related organizations in the
Pacific Northwest. The survey instrument is included in Appendix F.

METHODS
NEEA provided a list of 88 contact persons, representing 34 organizations, including public and
private utilities, as well as the Bonneville Power Administration and the Energy Trust of Oregon,
a public benefits administrator. We eliminated three entries because no telephone number was
available. This left a population of 85 possible contacts. With that size population, a sample of
38 is necessary to assure 10% precision of sample estimates with 90% confidence. We randomly
ordered the list of contacts and called through the list until we completed 38 interviews. We
made up to five calls to each contact and eventually contacted 39 persons, one of whom was not
familiar with BetterBricks, and so the interviewer terminated the call.
Table 6.1 shows the final disposition. In addition to the 38 completed interviews and the one
person who was dropped, two contacts were not available during the survey period, four had left
the company, eight declined the interview (seven of whom gave the interviewer a different
contact name), and we were unable to reach 31 persons despite repeated contacts. Interviewers
made multiple calls to 46% of the 38 persons who completed the survey, compared to 49% of all
other persons in the call list, indicating that the sample was not biased in favor of the easy to
reach.
Table 6.1: Final Disposition of Call Attempts
DISPOSITION

SUB-DISPOSITION

SUBCOUNT

COUNT

Completed

38

Did Not Pass Screen

1

Refused

Hard Refusal

1

Suggested Other Contact in
Company

7

8

Not Available During Survey Period

2

Left Company

4

Wrong Number

1

Quota Reached Before Contact Made

31

Total

85
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We characterized each firm as either “small” or “large” before drawing the sample. The large
firms consisted of investor-owned utilities (IOUs), energy agencies, and larger publicly-owned
utilities. The small firms consisted of smaller public utilities. Large firms accounted for 70% of
the contacts in the list and for approximately 71% of the final sample. Therefore, the sample was
not biased in favor of large or small firms, relative to the population.

RESULTS
Eleven of the 38 survey respondents (29%) reported that they had had some interaction with the
BetterBricks grocery market specialists. We asked these 11 contracts a variety of questions to get
at their satisfaction with market specialists, recommendations for improving coordination and
communication, experience accompanying technical advisors on facility assessments, and beliefs
about whether BetterBricks helps their grocery customers to become more energy efficient.
Coordination and communication with the utility contacts are the key to a successful relationship
with the utilities. We asked how well the market specialists gave notice of events and meetings
with utility customers and how well they communicated with the contact regarding their
activities with the contact’s customers. As Table 6.2 shows, responses were identical for the two
questions: four contacts said that both coordination and communication were either
“satisfactory” or “very well done,” three responded that they “could be better,” two said that they
did not know, and two did not provide a response to these questions. Comments by these last two
contacts indicated that they had had very little interaction with the market specialists and so did
not feel they had a basis for answering either question. This is valuable data in and of itself: as
one commented, “I have not been invited [to events and meetings] – was not aware that they’ve
interacted with any of my customers.”
Table 6.2: Ratings of Market Specialists’ Coordination and Communication with Utility Contacts
COORDINATION/ COMMUNICATION

RATINGS
VERY POOR

COULD BE
BETTER

SATISFACTORY

VERY WELL
DONE

Coordination with Utility

0

3

2

2

Communication with Utility

0

3

2

2

When asked what they would recommend for improving coordination and communication,
responses mirrored those to the general request for comments (discussed in General Results,
above). Most indicated the need for improved communication and contact. Some felt that they
did not have enough information about BetterBricks’ services and methods of operation. One
stated, “Spell out a little more clearly what is available and who should we work through?”
Another indicated that “not really knowing how they are laid out and what they are doing, it is
difficult to make recommendations….” Others just want to be kept in the loop: “[The utility]
would like to know any time someone talks to their customers”; “[follow] the no-surprised
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norm—make that the gold standard.” Some asked for specific types of communication: one
mentioned the need for more technical support, while another wanted more information on
progress being made in the segment, including information on implementation of specific
measures. Finally, one said that, whatever it is that BetterBricks does, he wants them to “do it
more.”
Accompanying a BetterBricks technical advisor contractor on a trip to assess facilities at a
grocery store is one way in which utility contacts can gain a better understanding of
BetterBricks’ offerings. However, only one contact indicated that he had done so. This
respondent indicated that he had been “very satisfied” with both the contractor’s technical
knowledge and energy efficiency suggestions.
By and large, the utility contacts who had had interaction with the grocery market specialists
said that they were not familiar with the refrigeration tune-up process that BetterBricks is
promoting for groceries. Of the eleven who responded to the question, the majority (eight) said
that they were not at all familiar; two said that they were a little familiar; only one contact
claimed to be moderately familiar with the refrigeration tune-up process (Table 6.3). When asked
how they would describe a refrigeration tune-up, only three contacts attempted a description.
Two of them mentioned that it was a “maintenance” activity and two addressed the issue of lowcost or easy energy savings; one indicated that it involved adjusting controls and one mentioned
the term “site analysis.”
Table 6.3: Familiarity with Refrigeration Tune-Up Process and Energy Action Plan Concept
PROCESS

FAMILIARITY
NOT AT ALL

A LITTLE

MODERATELY

VERY MUCH

Refrigeration Tune-Up Process

8

2

1

0

Energy Action Plan

3

3

4

1

Contacts reported that they were more familiar with the notion of an energy action plan,
however. While only three each said that they were not at all familiar or a little familiar, four
indicated that they were moderately familiar and one more reported “very much” familiarity. The
most common feature reported for energy action plans was the treatment of energy as a key
business cost or business decision factor, mentioned by four contacts. Two contacts addressed its
“holistic” or organizational nature. Four respondents gave a variety of disparate descriptions that
suggested an incomplete or incorrect understanding, such as that it was a “top-down” approach
or it focused on big-box groceries and hospitals. Two stated that they did not know.
Overall, no clear picture emerged regarding the extent to which contacts believe that
BetterBricks helps their grocery customers become more energy efficient. Four said that it helps
them “moderately,” three said “little,” one said “not at all,” and three said that they did not
know. Of those who said either that BetterBricks does not help much or that they did not know,
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most clarified that the reason was insufficient activity, outreach, or advance information of
events.
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ASSESSMENT OF
ACCOMPLISHMENTS

In this section, we provide an assessment of accomplishments for the Grocery Initiative, as of
October 31, 2007.

MARKET PROGRESS INDICATORS
The evaluation team developed the market progress indicators (MPIs), shown in Table 7.1, to
track progress toward accomplishing the overall goals of the program as articulated in the logic
model (Table 1.2). The table displays the current status of the Grocery Initiative relative to the
MPIs. An assessment of these progress indicators is provided below.
Table 7.1: Market Progress Indicators
MARKET PROGRESS INDICATOR

MPER #2
COUNT

MPER #3
COUNT

COMMENT

1. Grocery Initiative Energy Tracking – Number of Pacific Northwest grocery stores/chains…
…whose chain management adopted
BetterBricks-like Energy Tracking
spreadsheet for use by store managers.

0

1

The tracking spreadsheet tool is
in draft form and not available on
the website.

…whose Grocery Store managers conduct
energy tracking.

0

1

One chain enthusiastically took
the draft form and has modified it
for their use.

2. Grocery Initiative Energy Awareness Materials – Number of Pacific Northwest grocery stores/chains…
…whose chain management adopted
BetterBricks-like Energy Awareness materials
for use in stores.

0

0

The awareness materials are in
production.

…implementing training sessions in local
stores.

0

0

Interest is high.

3. BetterBricks Grocery Initiative Action Plan Template – Number of Pacific Northwest grocery stores/
chains…
…whose chain management adopted a
BetterBricks-like Action Plan Template for
use by store managers.

0

2

…whose chain management uses template to
identify activities.

0

0

An action plan is in draft form
and is being considered by two
chains.

Continued
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MARKET PROGRESS INDICATOR

MPER #2
COUNT

MPER #3
COUNT

COMMENT

4. Grocery Initiative Energy Advocates – Number of Pacific Northwest grocery stores/chains…
…whose chain management adopted the
concept of an energy advocate position for
implementation in local stores.

1

3

Three chains have adopted the
concept, one independent of
BetterBricks.

…which have assigned the role of advocate to
each local store staff member.

0

0

One chain independent of
BetterBricks has assigned some
energy advocate activities to
local stores but not all.

...which have active advocates planning and
implementing projects to reduce store energy
use.

0

0

5. Grocery Initiative Refrigeration Tune-Ups – Number of Pacific Northwest grocery stores/chains…
…that have conducted BetterBricks-like
refrigeration tune-ups at one local store in a
chain.

0

2

Tune-ups have been conducted
for two stores in one chain and
one store in another chain.

…number of additional local stores in chain
that have tune ups.

0

1

One chain has completed an
additional tune-up and a second
chain is in the process of
planning additional tune-ups.

6. Grocery Initiative Refrigeration Service Training – Number of Pacific Northwest grocery stores/chains…
…that have conducted BetterBricks-like
refrigeration service training with service
technicians teams for a chain at one or two
local stores.

0

2

Two trainings have been
conducted in conjunction with a
store tune-up – two service
companies attended one of
these trainings and one company
attended the other. In addition,
three service providers have
received trainings conducted at
locations outside of grocery
stores.

…that have service teams apply knowledge in
tune-ups in other local stores of the chain.

0

1

One chain, where the service
provider received training in the
store, is in the process of
applying training knowledge to
other local stores

ASSESSMENT OF PROGRAM PROGRESS
The Grocery Initiative has been making steady progress over the past 12 months. The activities
noted in Section 4 and the specific progress indicators highlighted above in Table 7.1 document
a great deal of interaction with the market. The finalization of the value proposition and related
brochure in July 2007 provided a clear statement of the purpose of the Grocery Initiative that
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contractors and staff could all work with. The market specialist and market manager are in touch
with ten regional chains that account for 30% of the total number of stores and 34% of the retail
grocery area of regional chains in the four Pacific Northwest states.7 Among these chains, two
are committed to actively taking steps to adopt a comprehensive change in their business
practices – primarily related to refrigeration operations and maintenance, where the greatest
savings potential lies. These two chains account for 4% of the regional grocery market floor
space. In addition to their contact with regional chains, the Grocery Initiative is in touch with a
large national chain that accounts for approximately 2% of the floor space of Pacific Northwest
stores owned by national chains. Between the ten regional chains and the one national chain, the
target chains with which the Grocery Initiative is engaged account for approximately 10% of the
total grocery market floor space in the region.
The challenge of the market continued to be evident over the past year. Grocery store chains are
small organizations with many immediate day-to-day concerns that distract them from the
opportunity to reflect on their business and consider how to more strategically run their
operations. National chains, in contrast, as large organizations, often with staff dedicated to
management activities, have been able to identify and take advantage of opportunities to improve
their business practices. This has led to a shift among many national chains to more careful
purchasing of energy-using equipment and to proactive maintenance of that equipment.
This challenge certainly confirms the need for the Grocery Initiative services for regional chains,
and yet it also limits the rate of progress for the Grocery Initiative as grocery chains prioritize
Grocery Initiative activities lower than their day-to-day needs. Coupled with this challenge is the
lack of tools and products for the market specialist and market manager to use in their work with
grocery chain managements that are interested.
As can be seen in the MPIs in Table 7.1, as of October 31, 2007, the tracking spreadsheet tool is
in draft form, the awareness materials are in production, the action plan template is in draft form,
and, while three tune-ups and five trainings have been conducted (two trainings in conjunction
with tune-ups), the contractor had to terminate his services with NEEA and the Grocery
Initiative is currently seeking a new contractor to provide comparable services. If the tools and
products are not available, then the market specialist is limited in what he can do. A grocery
manager might have an immediate need that could be addressed by a certain tool or product, but
if it not available, then the opportunity can pass.
Development of tools and products is a high priority of the market manager and market
specialist. The E&T team and the marketing team all express a readiness to work with the market
manager to finalize tools and products as they develop. The market contacts generally expressed

7

All figures pertaining to regional grocery chains exclude Bellingham Community Food Cooperative, for which
we were not able to obtain data on retail floor space.
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an interest in the tools and products they had heard of. If these tools and products become
available, it appears that the market will adopt them.

ASSESSMENT OF PROGRAM LOGIC
Generally, it appears that the program logic is valid. There is always a challenge for programs to
gain the attention and involvement of the target audience. The program logic assumes that
attention can be attained and that has been difficult, as noted. The program logic also assumes
that refrigeration is the target end-use that will lead to interest in the Initiative, and that has been
confirmed as the best way to gain the attention and involvement of the target audience. With
competent refrigeration specialists, the Grocery Initiative logic stands a good chance of being
confirmed, however, refrigeration specialists may be a limiting factor in how rapidly the
initiative can achieve it goals.
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MARKET STATUS
The BetterBricks Grocery Initiative was approved by the NEEA Board of Directors in July 2005
and began full operation in January 2006. In October 2006, the second MPER found that the
Grocery Initiative was in full operation with staffing and product and service development
underway. This third MPER finds that the Grocery Initiative has made progress in the market;
however, product and service development is still in process and is limiting market progress;
additionally, staffing challenges could cause further delays.
Between October 2006 and October 2007, the market manager focused much effort on the
development of the refrigeration technical services for the Grocery Initiative. Refrigeration in
grocery stores represents a unique energy end-use with little overlap into other market segments.
The technical requirements for refrigeration have become more complex with the introduction of
advanced electronic components and, as the facility managers survey shows, few chains have
implemented many of the necessary steps to manage their refrigeration equipment. Five trainings
were held with refrigeration contractor technicians, two of which included tune-up
demonstrations at local stores. These trainings were very well received, and are leading to
changes in technician services for at least one chain and at one refrigeration service provider.
Unfortunately, the trainer is no longer able to work for NEEA and a new trainer has not been
identified.
In addition to refrigeration services, the market manager and market specialist worked with
several chains to expand benchmarking and to engage them in discussions about developing a
commitment to improved business practices. Two chains have made commitments and are in the
process of developing energy action plans, working with a draft template developed by the
market manager. However, the tools that the market specialist would like to be able to provide to
chain managers are not yet available: the benchmarking tool is not yet on the website; the
tracking tool is still in very early development; and the energy awareness training video, though
in production, has been delayed a number of times. These materials are very important and need
to be available on the BetterBricks website so that the market specialist can introduce them to
grocery store management and have them available when store management is ready to engage
with them.
Finally, the market contacts we spoke with are interested in and enthusiastic about becoming
engaged with the Grocery Initiative. Many are excited about the tools they have seen and it is the
tools and the services that they see as making the Grocery Initiative concrete and effective.
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CONCLUSIONS AND RECOMMENDATIONS
The program theory and logic set the goals for the Grocery Initiative to achieve awareness of its
existence by 60% of Pacific Northwest grocery decision-makers and gain adoption of energy
action plans by Pacific Northwest regional grocery chains representing 16% of the targeted floor
space. Over 60% of the facility leads for Pacific Northwest regional grocery chains reported
awareness of the Grocery Initiative in the survey, which was an increase over the baseline. Two
of the regional chains, accounting for 4% of the total regional chain floor space, have made a
commitment to change their business practices, and are beginning to make changes by improving
their refrigeration operations and maintenance practices. To achieve the 16% goal by 2010, the
initiative will need to gain commitment and changes in business practices from half or more of
the ten currently contacted chains or from additional chains not yet working with the market
specialist. While the savings estimated for the sector appear to be available – primarily in
refrigeration improvements – it will be difficult for the initiative to gain the additional
commitment and investment needed at current staffing levels and with currently available
products and services.
Conclusion 1: Two factors appear to be limiting progress with the market: tools and

product service development is not keeping pace with interest and Grocery Initiative
staffing is insufficient to reach more deeply into the market. The market manager and market
specialist have several important roles to play in the program: outreach to chains, identifying and
supporting the development of tools and products to support changes in business practice, and
providing the technical support to chain staff as they learn to use the tools and products.
Recommendation 1: The market manager and specialist needs tools and products to

be developed and located on the website so that grocery store management can
easily access them and use them. In addition, a second market specialist is needed to
reach into the Oregon and the Idaho markets. Overall, the Grocery Initiative needs to
expand staffing. Decisions about tools and products need to be expedited, which will be
easier if the market manager is not also acting also as a market specialist, and effort
needs to be expanded to increase the technical capability of the team for providing
training on refrigeration and HVAC to refrigeration technicians and to store chain facility
leads.
Conclusion 2: Procuring the expertise the initiative needs for refrigeration training will be

challenging. A very competent and well-respected refrigeration technician worked with the
program for about ten months, but is no longer available. There are a limited number of experts
who understand the specialized grocery refrigeration and HVAC equipment and how a
refrigeration system functions as a whole, and who are then able communicate what needs to be
done and to properly evaluate whether adjustments were made properly.
Recommendation 2: Refrigeration services should be a top priority for the Grocery

Initiative. Getting the tracking tool finalized could be key to getting information into the
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hands of grocery store management to help them see the value of enhanced refrigeration
services. In addition, finding a qualified refrigeration technician to replace the previous
one should help in training consultants to get the best possible performance out of tuneups and to carry out the proper follow up, so that grocery chains realize the potential.
Conclusion 3: Finally, there are clear indications from our research that the Food

Marketing Institute (FMI) is an important potential connection for the Grocery Initiative.
Recommendation 3: The initiative should consider making greater connection with FMI

to identify experts to work with the Grocery Initiative and to facilitate the development of
tools and products.
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A

REGIONAL GROCERY CHAIN
FACILITY DECISION-MAKERS

This appendix presents the findings of a survey with 11 facility leads of regional grocery store
chains. The facility leads are the people who are responsible for decisions about facility
operations and maintenance – and sometimes new construction – for the regional grocery chains.

SAMPLE
For the BetterBricks Grocery Initiative, the Northwest Energy Efficiency Alliance (NEEA) has
targeted grocery chains that have at least five stores and operate mostly within the Pacific
Northwest – which excludes both very small chains and national entities. Research Into Action,
Inc. began with a list of 27 chains used in the baseline study, including 24 supplied by NEEA.
We identified an additional 4 chains through Progressive Grocer, for a total list of 31 chains. For
each grocery chain, we attempted to interview the person responsible for making decisions about
facility operations for all stores within the corporation.
We obtained contact information for the at the 31 chains and their managers through a
commercial business information provider (InfoUSA). Our contact information included the
names of 215 officials with titles suggesting managerial responsibilities. For 3 of the 31 chains
on our list, there was no information in the InfoUSA list. We found that another chain
(Tidyman’s) had gone out of business. This left a final total of 27 chains – of these, 6 chain
facilities are already active in the program and their managers were not surveyed, as they were
already targeted for in-depth interviews for the evaluation, and thus the total number of
qualifying chains was 21. From this list, we selected at least one contact for each chain whose
title suggested they may be responsible for making relevant decisions regarding facility
operations within their organization (e.g., CEO, Vice President of Operations, Director of
Facilities, etc.). We then contacted the officials listed and asked who would be the best person to
interview.
When we believed we had identified the right contact, we used some screening questions to
determine whether the contact was responsible for at least one of the following: facility
operations, facility maintenance, new construction management, or renovation management. We
attempted to interview one official at each chain. Officials at 3 of the chains refused to
participate and we were unable to contact officials at 7 chains despite repeated efforts. Thus, we
completed interviews with one decision-maker at each of 11 of the 21 qualifying grocery chains
(Table A.1).
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Table A.1: Sample Disposition
DISPOSITION

CHAINS
11

Completed
Refused

3

Not reached

7

Total

21

Our success rate was thus somewhat lower than that for the baseline, where we were able to
complete interviews with 15 of 24 chains. Assuming, however, that we are able to complete indepth interviews with the targeted contacts at 6 other chains, our overall success rate will be
comparable with the baseline rate.
As we found with the baseline survey, the screening questions gave the interviewer additional
assurance that the correct contact was made. Figure A.1 shows that the majority of the contacts
we spoke with had most of the responsibilities mentioned above.
Figure A.1: Contacts’ Responsibilities (n=11)
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SURVEY FINDINGS
Although the goal was a complete census of the chains (rather than a random sample), as in the
baseline survey, the fact that we completed interviews with officials at a subset of all chains
means that the results reported below represent a sample with somewhat limited precision. As in
all surveys, precision is lowest for an estimate of 50% and increases as the estimate decreases
toward 0% or increases toward 100%. In this survey, with the finite population correction
applied, the precision of estimates that are based on the entire sample (n = 11) will range from
±10% for estimates near 10% or 90% to ±17% for estimates of 50%. Precision will be lower for
estimates based on subsets of respondents.
Sharing of Energy Management and Equipment Service Duties
We asked contacts whether their company has employees that are responsible for energy
management, refrigeration, and HVAC, and whether their company has service contracts that
cover these items. Figure A.2 shows that all of the 11 chains represented in the sample have
either employees or a service contract (or both) covering HVAC, and 10 of 11 had employees, a
service contract, or both for refrigeration. However, just over half (6 of 11) of the respondents
have either employees or a service contract responsible for energy management.
Figure A.2: Energy Management and Equipment Responsibilities (n=11)

5
0

Energy
Management

6
0
1
4

Refrigeration

5
1
0
5

HVAC

2
4
0

1

Both

2

3

Employee only

4

5

Contract only

BETTERBRICKS GROCERY INITIATIVE: MPER #3

6

Neither

7

Page A-4

APPENDIX A: REGIONAL GROCERY CHAIN FACILITY DECISION-MAKERS

Sole employee responsibility was highest for energy management and lowest for HVAC
systems, whereas responsibility solely through a service contract was highest for HVAC and
lowest (nonexistent) for energy management. However, when sole employee responsibility and
combined employee/contract responsibility were both considered, it is clear that employee
involvement was as high for HVAC and refrigeration (6 of 11 – 54% for both) as for energy
management. When sole contract responsibility and combined employee/contract responsibility
were both considered, we found that 9 of 11 (81%) of surveyed stores reported that they have a
service contract for HVAC, compared to 5 (45%) with a service contract for refrigeration.
Only one respondent reported that a service contract covering HVAC, refrigeration, or energy
management includes instructions for energy efficiency; for that chain, the contracts for both
HVAC service and refrigeration mentioned energy efficiency.
Corporate Commitment to Energy Management
To assess corporate commitment to energy management, we asked whether anyone in the
company had made a formal request to local stores to reduce energy costs within the last two
years and whether the company has energy performance targets or goals for the contact and his
or her staff; for those who indicated that a formal request had been made to reduce energy costs,
we asked several follow up questions. As Figure A.3 shows, few respondents responded
positively to either of the two main questions about commitment.
Figure A.3: Indicators of Corporate Commitment to Energy Management (n=11)
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Contacts at 4 chains (36%) reported they or someone in their company had made a formal
request to local stores to reduce energy costs within the last two years. This was lower than the
percentage reported at baseline (12 of 15, 80%); the difference was outside the margin of error.
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Three of those respondents indicated that the request had been made at least a year ago (the other
response was nonspecific). Two respondents mentioned that the requests involved lighting, one
mentioned refrigeration, and one mentioned changing cooking and food preparation times. The
one respondent who reported that the company has corporate-level energy performance targets
said that there was no bonus tied to achievement of the targets.
We asked two additional follow-up questions of respondents whose company had made a formal
request that local stores reduce energy costs. First, we asked what they thought was the level of
commitment of their company’s CEO or COO to encourage energy management in local stores.
One respondent indicated a “moderate” level of commitment, while three indicated either a
“high” or “very high” level. This is consistent with the baseline survey, in which just over half of
respondents indicated at least a “high” level of commitment. Second, we asked whether the
company had any written guidelines for making energy decisions. All four respondents indicated
that the company had no such guidelines; this also is consistent with baseline survey results.
Corporate Direction/Guidance of Local Store Energy Management Practices
We asked contacts whether their company provides direction or guidance to local store energy
management through various key practices. Figure A.4 summarizes the responses to these
questions.
Figure A.4: Corporate Direction/Guidance of Energy Management at Local Stores (n=11)
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The majority (at least 7 of 11) of contacts reported that their company had benchmarked energy
use, currently tracks energy consumption across time, and had reviewed energy rate schedules
and energy contracts within the past 12 months. Two each (less than 20%) reported that their
company has written energy management into local store staff’s job descriptions or has an
energy awareness program for operations staff; one contact each reported that the company has
performance targets or goals for the local stores or uses energy accounting software.
The one contact who indicated that there are local-level energy performance targets said that
there are bonuses for achieving the targets, that progress toward the targets is regularly reviewed,
and that the targets had been achieved.
Of the eight contacts who said that their company had benchmarked energy use, five (62%)
indicated that it had been done for all stores, two (25%) said that it had been done for more than
half of the stores, and one gave a nonspecific response (Figure A.5). These contacts were asked
what the basis for the benchmarking was and we recorded all responses. Three of the eight
(38%) mentioned using data from either a utility or NEEA; four (50%) said that they compared
stores within the chain; four (50%) indicated that they compared their usage to either national
averages or figures for comparable area stores, without necessarily mentioning the source of the
data; and two (25%) referred to comparing current usage against prior data (Figure A.6).
Figure A.5: Number of Stores
Benchmarked Per Chain (n=8)

Figure A.6: Source of
Benchmarking Comparison Data (n=8)
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Of the seven respondents who indicated that their company regularly tracks energy consumption,
three (43%) said that it was done monthly, and four (57%) reported that it was done quarterly.
The only respondent who reported having used energy accounting software said that he had tried
a couple, but found them counter-intuitive and too feature-rich.
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Corporate Supervision of Operations Practices
For the baseline survey, NEEA market specialists had identified a number of key operations
practices that can save energy in grocery stores. In the current survey, some of those practices
were dropped and new practices were added. Moreover, whereas in the baseline survey we asked
contacts whether their grocery chain directly oversaw or provided active guidance about how the
practices should be carried out, or allowed the local stores to handle the practice as they saw fit,
in the current survey, we asked the contacts simply to estimate the percent of stores that have
implemented the practice.
Figure A.7 shows, the number of respondents who indicated that none, fewer than 50%, at least
50%, or all of the stores have implemented each practice, as well as the number who said that
they did not know or who gave other (usually nonspecific, such as “as needed”) responses.
Figure A.7: Energy Management Practices (n=11)
Remote Monitoring
of Energy Use

8

Facility Energy Audits
or Assessments

1

5

Program to Shutoff Reduce
0 1
Lighting for Night Stocking
Schedule to Clean
Honeycomb and Filters

1 0

2

2

1

8

Maintenance of Frozen
0
Display Case Door Seals

2

8

2

3

1 0

Use of Anti-Sweat Controls
0 1
on Freezer Doors

7

3

Posting Guidelines for
Loading Refrigerated Cases
Procedure to Check Thermostat
Setpoints and Programming

1

Use of Electronically
Commutated Fan Motors

1

2

0

0

1

3

5

1

< 50%

3

3

2

4

1

3

1

2
None

1

0 1

3

2

1

6

6

Use of Permanent Split
Capacitor Fan Motors

3

1 0

7

1 0

Implementing a Refrigeration
System Tune-Up

1

5

6
>= 50%

BETTERBRICKS GROCERY INITIATIVE: MPER #3

8
All

10
Other

12

Page A-8

APPENDIX A: REGIONAL GROCERY CHAIN FACILITY DECISION-MAKERS

General Practices
The first two bars on Figure A.7 address practices that address energy savings generally. Just
four respondents (36%) indicated that any stores had conducted facility energy audits or
assessments. Of these, three said that they had been conducted at all stores, and one said they had
been conducted in fewer than half of the stores; the remaining contacts either said that they had
not been conducted in any stores (5 respondents) or gave a nonspecific response (such as “as
needed”; 2 respondents). Three contacts (27%) said that the company remotely monitors energy
use. One each of these respondents said that all stores, more than half, and fewer than half did so.
Lighting Practices
The only lighting-related practice that we assessed in this survey was the existence of a program
to shutoff or reduce lighting for night stocking. Nearly all contacts (10 of 11, 91%) indicated that
at least some stores in their chain have such a program. Most of these (7 respondents, 63% of the
total) said that there is such a program in all stores, two more said that most stores in their chain
have such a program, and one said that fewer than half of the stores had that type of program.
Refrigeration Practices
Clearly, the most commonly implemented practices were having a regular schedule to clean
refrigerator honeycombs and filters, and maintaining door seals for frozen display cases, both of
which were implemented at all stores in 8 of 11 (73%) of the chains, and were reported in none
of the stores in only one chain. Ten of 11 respondents (91%) said that at least some stores in their
chain used anti-sweat controls on freezer doors, with just over half (6 of 11) saying that this is
the case in all stores, three saying that such controls are used in more than half of the stores, and
only one saying that they are used in fewer than half the stores. Seven contacts (64%) indicated
that all stores in their chain had implemented a tune-up of the refrigeration system that focused
on the setup of controls, and one additional respondent said that such a tune-up had been
implemented in fewer than half of the stores. Just three respondents indicated that all stores had
posted guidelines for loading refrigerated cases and one more said that guidelines had been
posted in most stores; six (54%) reported that no stores in their chain had such guidelines posted.
HVAC Practices
Nearly two-thirds (7 of 11) of the contacts said that at least some stores have a procedure in
place to check thermostat set points and programming, and most of these (5 respondents) said
that the procedure is in place in all stores. Seven respondents (63%) indicated that at least some
stores use electronically-commutated fan motors (ECMs); three said that these are in use in all
stores, one said they are used in most stores, and three said that fewer than half of the stores use
them.
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While relatively few respondents said that no stores in their chain used permanent split capacity
(PSC) fan motors, only slightly more than one-third (4 respondents) reported any use, and only
two said that they were in place in all stores; nearly half either did not know whether PSCs were
in use or gave some nonspecific response.
Policies Regarding New Equipment Purchase
An issue of interest was whether chains’ equipment purchases took energy efficiency into
consideration. We asked contacts whether their company had written specifications for major
equipment purchases and, if so, whether the specifications addressed energy efficiency and for
which equipment. We also asked whether the company conducted lifecycle cost analysis when
evaluating major purchases and, if so, who carried it out and what factors it took into
consideration.
Over three-fourths of the respondents reported that their company does not have any written
specifications for purchasing equipment (Figure A.8). However, all of the three contacts who
reported having written purchasing specifications indicated that the specifications have a
requirement for energy efficiency. All three said that the requirements applied to purchases of
lighting and refrigeration equipment; two additional respondents indicated that purchases of
HVAC equipment, motors, and control systems were included; and one contact each indicated
that, in addition to the above, the requirements covered food production and O&M services.
Figure A.8: New Equipment Purchase Policies (n=11)
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Just over half of the respondents said that their company carried out lifecycle cost analysis when
considering new equipment purchases. Of those six respondents, two each said that they carried
out the analysis themselves and that someone from outside the company did it; one said that
someone else in the company performed the analysis and one said that the responsibility was
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shared between himself and someone else in the company it. Only two of the six provided details
on what costs were taken into account; both indicated that operations cost, maintenance cost,
estimated lifetime of the equipment, and non-monetary benefits were considered, and one of
them also mentioned equipment cost and finance cost.
Construction and Remodeling
New to this survey were several questions designed to assess the extent to which chains consider
energy efficiency in their construction and remodeling activities. The results of these questions
are shown in Figure A.9. Nine of the 11 contacts (82%) indicated that they were responsible for
construction and remodeling activities, allowing our interviewers to obtain reliable information
on this topic. Of these respondents, nearly half indicated that they provide construction
management services, and somewhat more than half said that design services contracts included
requirements for energy efficiency. However, just two respondents (22%) were familiar with
Integrated Energy Design (IED), and both reported that they had not used IED on any
construction projects.
Figure A.9: Energy Efficiency in Construction and Remodeling (n=11)
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Energy Conservation Resources and Training
A final area of interest was the contacts’ access to resources for improving their knowledge of
energy conservation issues and practices. Thus, we concluded by asking them about their
involvement in professional associations, their opinions about what types of training would be
useful, whether they or their staff had received Building Operator Certification, and their
knowledge of NEEA’s BetterBricks program.
Nearly two-thirds (7 of 11) of contacts reported they or a member of their staff are involved in at
least one state grocery store association or other professional organization (Figure A.10); this is
double the percentage of respondents who reported such involvement during the baseline survey
(5 of 15, 33%). Of these 7 respondents, 2 each reported involvement with the Food Marketing
Institute, the Washington Food Industry, and the Northwest Grocers Association. One each said
that they were involved with the Oregon Grocery Industry Association and Associated Grocers.
Figure A.10: Involvement in Professional Associations (n=11)
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We asked contacts what kind of education and training related to energy management would be
most useful for them or their staff. Of the 11 respondents, 9 (82%) indicated interest in some sort
of training and gave codable responses, which are summarized in Figure A.11. Five contacts said
that they would be interested in any training offered by their vendors, contractors, or a utility; 3
simply mentioned general energy conservation training; 2 each mentioned equipment-specific
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training (e.g., training on lighting motors, training on specific equipment that the company is
considering purchasing); and one contact specified recycling as an issue.
Figure A.11: Types of Training That Might Be Useful (n=11)
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None of the 11 contacts we spoke with had received Building Operator Certification (BOC).
(The current survey did not inquire about awareness of other training programs offered.)
Finally, we asked respondents whether they were aware of NEEA’s BetterBricks Grocery
Program. Nearly two-thirds (7 of 11) reported being aware of BetterBricks; this is double the
percentage who reported such awareness in the baseline survey.
Data Interrelationships
Although the sample for this survey was small, we attempted to identify interrelationships among
the responses to various survey questions. The goal was to determine whether it was possible to
identify clusters or subsets of store chains that tended to report similar activities. Given the small
sample, we made no effort to test for statistical significance and we stress that any relationships
identified here may not generalize to the population of store chains.
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Energy Management and Equipment Service Duties
All companies had either employee or contract responsibility – or both – for HVAC service, and
all but one had some responsibility assigned for refrigeration service. Therefore, there is
insufficient variability in these behaviors to include in this analysis. Regarding energy
management, 6 of the 11 companies had employee responsibility and none had contracts to cover
this. Therefore, we examined the relationship between employee responsibility for energy
management and other interrelated energy efficiency behaviors. The results are discussed together
with the analyses of other behaviors and activities, below.
Corporate Guidance on Energy Use
There was some consistency within the companies with respect to several of the corporate
guidance activities. Of the eight contacts who reported that the company had ever benchmarked
energy use at local stores, seven (88%) also reported that the company regularly tracks energy
consumption, and six (75%) said that the company had reviewed energy rate schedules and
contracts within the past 12 months. Conversely, of the three contacts who reported that their
company had not ever benchmarked energy use, all three said that the company does not regularly
track energy consumption, and two of three said that the company had not reviewed energy rate
schedules and contracts. Of the seven that reported that the company had tracked energy
consumption, five (71%) said that the company had reviewed energy rate schedules and contracts;
however, the four that said that the company had not tracked energy consumption were evenly
split between those whose company had and those whose company had not reviewed energy rate
schedules and contracts.
There also was some consistency between these items and whether the company had made a
formal request that local stores reduce energy costs: of the four contacts who responded that their
company had made such a request, all of them indicated benchmarking and review of energy rate
schedules and energy contracts, and three (75%) reported tracking of energy consumption. In
contrast, the seven who said that their company had not made a formal request to reduce energy
were more evenly split on the benchmarking and rates review questions.
In general, then, formally requesting local stores to reduce energy consumption, benchmarking,
tracking consumption, and reviewing energy rates and contracts were interrelated in this small
sample: that is, knowing that a company had done one tended to improve the ability to predict the
others.
There was some overlap among the frequently reported corporate guidance activities and the less
frequently mentioned ones. All three of the contacts who reported energy performance targets for
local stores, job descriptions that include energy management, and/or energy awareness programs
also said that their company had benchmarked energy use and tracked consumption, and two of
them also reported that their company reviews energy rates and contracts.
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However, there did not appear to be any relationship between requests that local stores reduce
energy costs and the less frequently reported corporate energy guidance activities: the subset of
four companies that reportedly made such requests did not overlap at all with the subset of
companies that have energy performance targets for local stores, had put energy management into
job descriptions, or have energy awareness programs.
We examined the relationships between the four interrelated corporate guidance activities –
requesting local stores to reduce energy consumption, benchmarking, tracking consumption, and
reviewing energy rate schedules and contracts – and having employee responsibility for energy
management. We found that the latter was somewhat related as to whether companies had
reviewed rate schedules and contracts: of six companies with employees responsible for energy
management, five said that they had reviewed rate schedules and contracts; of five that did not
assign such employee responsibility, three said they had not reviewed energy rate schedules and
contracts.
Energy Management Practices
There were few clear patterns of interrelationships in the reported energy management practices.
Obviously, some of these practices clustered, in the sense that either most contacts reported that
most or all stores practiced them (reducing or shutting off lights for night stocking, having antisweat controls for refrigerated cases, maintaining seals on cooler doors, conducting refrigeration
tune-ups, changing honeycombs and filters) or that few or none did (remotely monitoring energy
use, posting guidelines for loading refrigerated cases). In such cases, however, knowing that a
company generally carried out one practice did not improve the ability to predict whether it
carried out others. Even among the practices for which responses were more evenly distributed
(conducting energy audits, use of ECMs, use of PSCs, checking thermostat set-points and
programming), there was no conclusive evidence of any patterns of interrelationship.
New Equipment Purchase and Construction/Remodeling Policies
There was little suggestion of any relationships in this sample between having written
specifications for major equipment purchases, conducting lifecycle cost analyses, and including
energy efficiency requirements in contracts for design services. There also were no clear
relationships between equipment purchase specifications and any of the corporate guidance
activities analyzed above.
However, there was some evidence that conducting lifecycle cost analyses was related to the
corporate guidance activities. Of the six contacts who said that their company does lifecycle cost
analysis, all six said that the chain had benchmarked energy use and five reported that it
regularly tracks energy consumption; by contrast, of the five who said that the company does not
do lifecycle cost analysis, three answered in the negative regarding benchmarking and the
tracking of energy consumption. Weaker relationships were seen between lifecycle cost analysis
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and past requests for energy cost reduction, job descriptions that include energy management,
and existence of an energy awareness program.
Finally, performing lifecycle cost analysis was related to employee responsibility for energy
management: of six companies assigning such responsibility, four said that they do lifecycle cost
analysis; conversely, of the five that reported that they did not have employees with such
responsibility, three also said they did not do lifecycle analysis.
Surprisingly, there was a fairly striking inverse relationship between having energy efficiency
requirements in construction/remodeling design contracts and a past request that local stores
reduce energy costs. Of the five respondents who reported that design contracts include energy
efficiency requirements, four said that their company had never made such a request; conversely,
of the four companies that did not have such requirements in design contracts, three had made
requests to reduce energy costs.
Energy Conservation Resources and Training
Finally, we looked for possible interrelationships among the responses to questions relating to
energy conservation resources and training, and between those and the responses to earlier
questions. There was some relationship between involvement in professional associations and an
interest in training. Of the seven contacts who said that they were involved in any association, all
indicated an interest in training; the four who were not involved in any association were split
evenly between those who did and those who did not indicate an interest. However, there was no
evidence of a relationship between knowledge of BetterBricks and the other items. Moreover,
there was little evidence of any relationships among any of these three items and those relating to
employee responsibility for energy management, corporate guidance, equipment purchase, or
new construction/remodeling.
Summary and Implications of Data Interrelationships
Six of the questions about the chains’ energy efficiency behaviors and activities showed evidence
of interrelated responses and a reasonably high number of positive responses. Chains that did any
one of the six – assigning employees responsibility for energy management, requesting that local
stores reduce energy consumption, benchmarking energy usage, tracking consumption, reviewing
energy rates and contracts, or carrying out lifecycle cost analyses – tended also to do some of the
others. We also found that involvement in professional associations was related to interest in
training, but that neither of these was related to corporate guidance, equipment purchase, or
construction/ remodeling activities.
If the six interrelated items were unrelated, they would be randomly distributed across the 11
chains represented in this survey, and we would expect to find only one or two chains reporting a
large or small number of the activities and the majority reporting a number close to the mean. On
the other hand, the greater the level of overall interrelatedness, the more we would expect to find
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that the chains clustered around either a large or small number. To illustrate the level of
interrelatedness of these activities, we created a composite variable that sums the number of these
six behaviors and activities for each of the 11 chains represented in this survey. Figure A.12 shows
the value of that variable for the 11 chains.
Figure A.12: Profiles of 11 Grocery Chains – Sum of Energy Efficiency Activities (n=11)
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This figure shows a moderate level of interrelatedness: the values of the summary variable are
neither highly clustered nor normally distributed, with four of the 11 chains reporting five to six
of the behaviors/activities; three reporting none to two; and four reporting three or four. The nonnormal nature of the distribution of this summary variable is shown in Figure A.13.
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Figure A.13: Distribution of Summary Energy Efficiency Behaviors Variable (n=11)
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The above analysis gives some evidence that the activities and behaviors assessed in this survey
are valid measures of grocery chains’ interest in energy efficiency. A composite variable
summing the six measures would be more reliable than any single measure. Again, we stress that
the generalizability of these results is limited by the small sample size. However, in absence of
other information, these results give the best indication of which grocery chains currently
demonstrate the greatest orientation toward energy efficiency and which show the least.
Summary of Survey Results
We found a high level of service responsibility for HVAC and refrigeration, but less for energy
management. Responsibility for HVAC was assigned to employees, a service contract, or both in
all 11 chains, and for refrigeration in 10 chains, but for energy management in only 6 chains. The
difference was in the number of chains reporting service contracts: they were involved in HVAC
for 9 chains, in refrigeration for 5 chains, and in energy management for none; in contrast,
employee involvement for HVAC, refrigeration, and energy management was reported for the
same number of chains – six. Service contracts had instructions for energy efficiency (for both
HVAC service and refrigeration) for just one chain.
Only four companies had made formal requests that local stores reduce energy. However, most
chains reported some activities indicating corporate guidance or direction of local stores’ energy
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management practices. The most frequent was benchmarking energy usage, followed closely by
reviewing rate schedules and contracts, and regularly tracking energy consumption data (all
reported for at least 7 of 11 chains, 64%). On the other hand, having energy awareness programs,
writing energy management into job descriptions, using energy accounting software, and having
energy performance targets or goals for local staff all were reported by fewer than one in five
contacts.
There was similar variability in energy-saving operations practices. The most widely
implemented practices related to refrigeration (having a schedule to clean honeycomb and filters,
maintaining door seals, implementing tune-ups – all reported for at least 7 of 11 chains) and
lighting (having a program to shutoff or reduce lighting during night stocking – also reported for
7 chains). Of the refrigeration-related activities, using anti-sweat heat controls and posting
guidelines for correct loading of refrigerated cases were less frequently reported. HVAC-related
practices were less widely implemented, with the most widely used one being a procedure to
check thermostat set-points and programming (5 chains), and few reporting the use of PSCs and
ECMs.
For the majority of chains, energy efficiency was not a large factor in equipment purchase,
construction, and remodeling. The existence of written specifications for equipment purchases
was reported for only 3 of 11 chains and energy efficiency requirements in design contracts was
reported for 5. We found somewhat more chains – 6 – that performed lifecycle cost analyses.
Very few contacts were familiar with IED.
Interest in energy conservation resources was relatively high. A large majority (9 of 11) of
respondents indicated some interest in training, although most did not give any detailed
description of the types of training desired. There were relatively high levels of both
involvement in professional associations and familiarity with BetterBricks (seven respondents
each), although no one reported Building Operator Certification.
We found a moderate degree of interrelatedness among key survey items, indicating that the
activities and behaviors assessed in this survey are valid measures of grocery chains’ interest in
energy efficiency. Using a composite variable summing six interrelated measures, we were able
to identify both the grocery chains that currently demonstrate the greatest orientation toward
energy efficiency and those that show the least.
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GROCERY STORE MANAGERS

This appendix presents results from interviews with 50 managers of grocery stores that are part
of regional chains. The store managers are responsible for retail operations in their store and may
have some oversight of facility operations.

SAMPLE
NEEA has targeted grocery chains that have at least five stores and operate mostly within the
Pacific Northwest, which excludes both very small chains and national chains. The survey of
grocery store managers focused on operations at stores affiliated with the targeted chains.
Our method for developing the contact list was basically the same as for the baseline study. As
described in Appendix A, through information provided by NEEA during the baseline study,
updated with information obtained from Progressive Grocer and a commercial business
information provider (InfoUSA), we identified a total of 27 chains. Through the information
provided by NEEA, Progressive Grocer, and InfoUSA, we identified 47 store brand names.8
Using the purchased list, we obtained names and contact information for managers at local stores
for 35 of the 47 brands, representing all of the 27 identified chains. The final compiled list
contained names and contact information for managers at 189 stores within the targeted group.
We called the store managers from late August through early September 2007. We attempted to
interview at least one store manager at each of the various grocery brands and tried to ensure that
the distribution of completed interviews across the four Northwest states and across small,
medium, and large store sizes reflected the population. For this analysis, small was defined as
doing less than $15M in business in 2006, medium was defined as doing at least $15M but less
than $25M, and large was defined as doing at least $25M in business.
Table B.1 presents the final disposition of the interviews. We interviewed 50 grocery store
managers at 23 of the identified grocery brands, representing 21 of the 27 chains. We were
successful in achieving a good distribution of completed interviews across the four states and

8

This was lower than the total of 51 brand names identified in the baseline study. Ten brand names identified
in the baseline study were not identified this time, while we identified seven store brand names for this
survey that were not identified for the baseline. We were not able to determine for any of the previously
identified brand names whether the store is now out of business or changed names. In some cases, the
same stores may have been included in both lists under slightly different names. For example, the baseline
list included “Kathleen Chevron Foodmart (Super 1)”, part of the Idaho-based Super 1 Foods chain; the
current list includes a Super 1 Foods on Kathleen Avenue in Coeur d’Alene, Idaho.
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three store sizes. For each state and size group, Table B.1 shows both the actual counts of
completed interviews and expected counts based on the population proportions. For all states, the
number of completed interviews was close to the expected count. A chi-square test comparing
the expected and actual counts was non-significant (p > .50). For store size, the number of
completed interviews was equal to the expected count.
Table B.1: Disposition of Interviews
DISPOSITION

COUNT

COMPLETES
Completed by State and Size
State

*

Size

Expected

Actual

Washington

19

15

Oregon

19

22

Idaho

10

9

Montana

3

4

Small

10

10

Medium

13

13

Large

15

15

50

NON-COMPLETES
Refused

Hard Refusal

4

Soft Refusal

3

Needs Corporate Clearance
List Errors

No Contact Made

42

Left Company/Changed Jobs

1

Duplicate Record

0

Disconnected Number

2

Not Qualified – Not A Store Manager

0

Attempts Failed or Quota Reached

40

No Attempt (Quota Reached)

47

Total

189

* Data on store size were available for 36 of the 50 stores a which we completed interviews. For an additional two stores, we
were able to use number of employees as a proxy for store size.

The interviews took about 20-30 minutes. As in the baseline survey, we confirmed that the
interviewee was the person responsible for decisions about operations and management for that
grocery store. If the person we were asking for was not actually the store manager, we asked to
be referred to the manager. The list from InfoUSA therefore was satisfactory to locate the store
and sometimes the store manager.
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FINDINGS
Since the sample used in this survey was drawn from a small population, we applied the finite
population correction factor to precision estimates. As in all surveys, precision is lowest for
estimates (i.e., estimated percentage of people giving any particular response) of 50% and
increases as estimates approach 0% or 100%. In this survey, with the finite population correction
applied, the precision of estimates that are based on the entire sample (n=50) will range from
±6% for estimates near 10% or 90% to ±10% for estimates of 50%. Precision will be lower for
estimates based on subsets of respondents.
Energy Usage Policies
We started by asking managers several questions regarding energy use policies, several of which
we also asked during the 2005 baseline survey. Figure B.1 shows that a large majority (45 of 50,
90%) reported that they had received guidance about facility operations from a contact at their
corporate office, wholesaler’s office, or some other source; however, only 25 respondents (50%)
reported that someone in their corporate office had ever formally requested that their store
reduce energy costs, just 19 (38%) reported that they had energy usage goals, and only 15 (30%)
indicated that they had received written guidelines involving energy usage or efficiency from
someone in their company.
Figure B.1: Energy Usage Policies (n=49)
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More than three-fourths (39 of 50) of respondents said that they reviewed energy usage in their
stores and nearly two-thirds (31 of 499) said that they received gas and electric bills at their store.
Forty respondents (40%) indicated that the store’s energy use had at some point been
benchmarked by comparing it to other stores.
Of the 19 managers whose stores have energy usage goals, 17 indicated that goals are reviewed
more than yearly, 16 said that staff are made aware of goals, 10 reported that someone on the
staff had the job of monitoring or improving energy use, and 6 said that there are bonuses tied to
achieving the goals. These figures represent, respectively, 34%, 32%, 20%, and 12% of all
contacts, and 89%, 84%, 53%, and 32% of those reporting goals.
Strategic Issues or Problems
Managers’ perceptions of major issues facing the store was of interest. We asked contacts to
identify any strategic issues or problems that the store faced in the current year (Figure B.2).
Figure B.2: Strategic Issues or Problems (n=49)
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No response to this question was reported for one respondent.
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As Figure B.2 shows, most (33 of 4910) could name no particular problem. The most commonly
identified issues or problems were fuel cost and energy conservation, and food safety and new
refrigeration guidelines set by the Department of Health (6 respondents, 12%, each). Only 4
respondents mentioned old equipment and maintenance issues (8%), 2 mentioned water usage
(4%), and one each mentioned community relations and media (2% each).
Implementation of Energy-Saving Practices
As shown in Figure B.3, we asked managers about implementation of several energy-saving
practices.
Figure B.3: Implementing Energy Efficiency Practices (Multiple Responses Allowed)
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No response to this question was reported for one respondent.
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This included five practices that we asked about at baseline and five additional practices.11
Figure B.3 shows that more than nine-tenths of managers reported that they regularly cleaned
honeycombs and filters in refrigerated cases. At least two-thirds reported regularly checking
thermostat set-points and programming, conducting maintenance of freezer door seals,
performing refrigeration system tune-ups (with a focus on controls setup), and having lighting
control programs for night stocking. About three-fifths indicated that they installed sweating
controls for freezer and cooler doors. Between two-fifths and one-half of the managers reported
the use of guidelines for correct loading of refrigerator cases or performing facility energy audits
or assessments, about one-quarter said that they provided an energy awareness program for staff,
and only one-in-six reported having a refrigeration contract with energy performance standards.
Policies Regarding New Equipment Purchase
Just under half (48%) of managers reported they purchase lighting or refrigeration equipment for
their stores. We asked the 24 managers who reported that they purchase these types of equipment
whether they have specifications or policies to follow which include a requirement for energy
efficiency. Sixteen respondents reported such a policy for lighting (32% of all contacts; 67% of
those who purchase equipment) and 9 reported that they had a similar policy for refrigeration
equipment (18% of all contacts; 38% of those who purchase equipment). There was near total
overlap between the group who said that lighting purchases had a requirement for energy
efficiency and those who reported such a requirement for refrigeration equipment: a total of 17
respondents (34% of all respondents; 71% of those who purchase equipment) reported an energy
efficiency requirement for either lighting or refrigeration.
In the current survey, we followed up the above questions by asking about three possible benefits
of having energy efficiency specifications in equipment purchase policies: reduction in energy
cost by at least 10%, employee pride, and positive image for the store within the community. We
recorded responses from only 8 those 17 managers who indicated the existence of such policies
for either lighting or refrigeration. Of these 8 managers, 3 (38%) said that having energy
specifications resulted in at least a 10% reduction in energy costs; 5 (63%) said that it resulted in
increased employee pride; and 6 (75%) said that it created a positive image for the store.
New to the current survey were several questions about life-cycle cost analysis. We asked
managers whether they or others in the company performed life-cycle cost analysis when
evaluating major purchases. As Figure B.4 shows, half reported that they did, less than one-inten said they didn’t, and fully 44% reported that they did not know. Of those who could answer
in the affirmative, most indicated that equipment cost, operations cost, maintenance cost, and

11

In this survey, we did not ask about control of parking lot lighting, which we asked at baseline, since the
baseline survey showed that virtually all managers were aware of it and nearly 9 of 10 implemented it. We
also did not ask about awareness of practices in this survey since the baseline survey showed a high level of
awareness for nearly all practices; thus, implementation was the critical issue.
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equipment lifetime were considered in the analysis. Just over half said that finance cost was
included in the analysis. Six managers mentioned other factors, including: installation costs (two
respondents), rebate issued (one respondent), and cosmetic appeal (one respondent); two
respondents indicated that other factors were considered, but did not name any.
Figure B.4: Life-Cycle Cost Analysis Performed
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Energy Conservation Resources and Training
The survey concluded with several questions about professional affiliations, training, and
certifications. Nearly three-fifths (58%) of respondents reported some involvement in industry
associations. All of the 29 managers who reported involvement identified either one (20
respondents, 69%) or two (9 respondents, 31%) associations. As Figure B.5 shows, various state
grocers associations accounted for the largest group of affiliations; this accounted for one in five
respondents. The most frequently mentioned national association was the Food Marketing
Institute, reported by about one in eight respondents. Several associations were mentioned in this
survey that were not identified in the baseline survey: three respondents identified United
Grocers, two each mentioned the National Cooperative Grocers Association and Provender
Alliance, and one identified United Western Grocers.
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Figure B.5: Involvement in Industry Associations (Multiple Responses Allowed)
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As in the baseline survey, a relatively large percentage of respondents named groups or
associations that we could not verify (18% and 14%, respectively). Some respondents may
simply have misremembered the name of the association; others may not have personally dealt
with it. It may be a good idea in future surveys to prompt recall with a list of known associations
or, in the case of respondents who mention associations that are not on an identified list, to ask
them the name of the person that deals directly with the association and to briefly interview that
person.
Thirty-four of the 50 respondents indicated interest in some sort of training. Figure B.6 shows
that, as in the baseline survey, the most frequent response among those interested in training was
a general interest, with no topic specified. About one-quarter of responses indicated an interest in
training in specific energy-saving practices. Interest in training in energy audits, evaluating
usage, and case loading comprised small percentages of responses.
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Figure B.6: Areas of Interest in Training (Multiple Responses Allowed; n=34)
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Only three managers (6% of respondents) reported that they or any members of their staff had
received certification from training in any areas of building operations and maintenance. No
managers had received Building Operator Certification, nor had any of their staff been so
certified.
Data Interrelationships
We examined interrelationships among the responses to various survey questions. The goal was to
determine whether it is possible to identify clusters or subsets of stores that tended to report similar
activities or to devise a single composite variable that best represented an energy efficiency
orientation. We did not include questions for which a large majority of contacts gave the same
response, as those would be less likely to be strongly related to other variables. Also, since we
decided that falsely concluding that two items were not related was a worse outcome than falsely
concluding that they were, we employed a more relaxed chi-square alpha of .10 (compared to the
standard alpha of .05) for concluding that two items were related.
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Energy Usage Policies
Five questions about energy usage policies had a sufficiently varied distribution to justify
examining interrelationships with others: receiving gas and electric bills at the store; reviewing
energy usage; having energy performance goals; having conducted an energy audit or
assessment; and having benchmarked energy usage. We found three relationships among the ten
possible unique combinations of these five questions.
Whether or not managers received gas and electric bills at the store was positively related to
whether they had conducted facility energy audits or assessments: those who reported receiving
gas and electric bills at their store were more likely than those who did not receive them to say
that they had conducted an energy audit or assessment (56% vs. 27%).
In addition, having energy usage goals was related to two items. Of the managers who said their
store has energy usage goals, all indicated that they had reviewed energy usage data for their
store and 61% reported that they had benchmarked the store’s energy usage, compared to 64%
and 33%, respectively, of the managers who said that the store does not have energy usage goals.
The fact that only three of the ten possible unique pairings of questions showed relationships
suggests an overall low-to-moderate level of interrelationship among the energy-usage policies.
In other words, in most cases, implementation of a given policy did not strongly predict
implementation of other policies.
Energy-Saving Practices
Six energy-saving practices had distributions that made examining interrelationships feasible:
control program for shutting off or reducing lighting during night stocking; anti-sweat heat
controls; maintenance of freezer/cooler door seals; refrigerated case loading guidelines; having
an energy-awareness program for staff; and a history of refrigeration system tune-ups. Of the
fifteen possible unique pairings of energy-savings practices, five showed relationships.
Having control programs to shutoff or reduce lights for night stocking was related both to having
anti-sweat heat controls and to having performed a refrigeration tune-up: managers who reported
the existence of such control programs were more likely than other managers also to report antisweat heat controls (79% vs. 53%) and refrigeration tune-ups (91% vs. 62%). In turn, managers
who reported refrigeration tune-ups were more likely than others to say that they had a
maintenance program for door seals on refrigerated cases (86% vs. 38%). Having guidelines
posted for correct loading of refrigerator cases was related to two other items: those who
reported such guidelines were more likely than other managers to report the existence of antisweat heat controls (82% vs. 57%) and an energy awareness program for staff (41% vs. 15%).
Again, the results suggest at most a moderate degree of interrelatedness of the energy-saving
practices.
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We also found five relationships between some energy-saving practices and energy usage
policies. Managers who reported the existence of anti-sweat heat controls were more likely than
others also to report that they received gas and electric bills at their store (77% vs. 38%) and that
they had conducted facility energy audits or assessments (55% vs. 18%). The latter was also
more likely to be reported by managers who did, versus those who did not, report the existence
of case-loading guidelines (62% vs. 23%). Those who said that they had implemented a
refrigeration system tune-up also were more likely than others to say they had received gas and
electric bills at their store (69% vs. 25%), as well as that their store has energy-usage goals (49%
vs. 12%).
Policies Regarding New Equipment Purchase
Having energy efficiency requirements for lighting or refrigeration purchases was not related to
whether or not stores conducted life-cycle cost analysis, nor was the latter related to any of the
energy-usage policies or energy-saving practices described above. However, having energy
efficiency requirements for purchases was related to two other items: managers who reported
energy efficiency requirements for purchases were more likely than others to say that their store
has energy usage goals (47% vs. 0%) and that guidelines are posted for the correct loading of
refrigerator cases (56% vs. 0%).
Resources and Training
Involvement in professional associations was not related to interest in training. Those who
reported any involvement were no more or less likely than others to report any interest in
training. Managers who reported involvement in professional associations were more likely than
others to say that they had control programs to shutoff or reduce lights during night stocking
(72% vs. 30%). Professional involvement was related to no other energy usage policy or energysavings practice.
Surprisingly, those who indicated an interest in training were less likely than those who indicated
no interest to report having conducted facility energy audits or assessments (36% vs. 67%) and
to receive gas and electric bills at their store (48% vs. 94%). It is possible that conducting energy
audits or assessments and receiving gas and electric bills are indicators of a higher-than-average
level of energy efficiency awareness among managers and that the managers who already
possess a high level of awareness do not see the need for additional training. Recall that these
two items were among the only three energy usage policies that were related to energy-saving
practices. Further, both were related to several other energy usage policies; having conducted an
energy audit or assessment, in particular, represented the highest number of interrelationships of
all the energy usage policies.
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Summary and Implications of Data Interrelationships
Twelve of the energy efficiency behaviors and activities were related to at least one other behavior
or activity. Of these, eight were related to two or more others. These included three items that
represented energy efficiency policies (having energy usage goals, conducting a facility energy
audit or assessment, and receiving gas and electric bills at the store), four energy-saving practices
(implementing a refrigeration system tune-up, having a program to reduce or shut off lighting
during night stocking, installing anti-sweat heat in freezer/cooler doors, and posting guidelines for
loading refrigerated cases) and one item related to equipment purchase (having energy efficiency
requirements for purchases of lighting or refrigeration equipment). Figure B.7 shows the pattern of
interrelationship of all 12 items (blue color indicates an energy usage policy; green indicates an
energy-saving practice; dark green indicates an equipment purchase policy; and heavy outlines
indicate multiple interrelationships).
Figure B.7: Interrelationships Among Energy Efficiency Behaviors and Activities
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If the interrelated items were unrelated, they would be randomly distributed across the 50 stores
represented in this survey and we would expect to find only one or two stores reporting a large or
small number of the activities, and the majority reporting a number close to the mean. On the
other hand, the greater the level of overall interrelatedness, the more we would expect to find
that the stores clustered around either a large or small number. To illustrate the level of
interrelatedness of these activities, we created a composite variable that sums the number of the
eight most interrelated behaviors and activities for each of the stores represented in this survey.
Figure B.8 shows the distribution of values of that variable.
Figure B.8: Distribution of Summary Energy Efficiency Behaviors Variable
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This figure shows a low level of interrelatedness: the values of the summary variable are not
highly clustered, which would indicate high interrelatedness. However, although they are not
normally distributed – which would indicate little or no interrelatedness – there is a tendency
toward normalness. Although this summary variable might be valuable for identifying the stores
that have the highest and lowest levels of energy efficiency orientation, it does not cleanly
segment the population.
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Summary of Survey Results and Comparison with Baseline Survey
Responses indicated that some energy-usage policies were active in most of the stores. Most (at
least 31 of 50) respondents had received corporate guidance about facility operations, had
reviewed energy-usage data, and received gas and electric bills at their store. However, fewer
than half reported that energy usage had ever been benchmarked, and even fewer reported energy
usage goals or written energy usage guidelines. Overall, the results regarding energy usage
policies were comparable to those reported in the 2005 baseline survey. The percentages
reporting that they had received guidance, had been requested to reduce energy costs, and had
energy-usage goals were comparable to those reported at baseline; the percentage who said that
they reviewed energy usage in their stores was somewhat higher than the percentage reported at
baseline (78% vs. 69%) and the percentage reporting receipt of written guidelines was somewhat
lower than at baseline (30% vs. 40%), but the differences for both were within the margin of
error. Similarly, although the percentages reporting that goals were reviewed more than yearly
and that bonuses were tied to achievement of goals were up from baseline, the differences were
inside the margin of error; the questions about staff awareness of goals and staff responsibility
for reviewing energy usage were not asked at baseline.
A relatively high level of implementation of energy-saving practices was reported: six of the ten
practices queried about were reported for at least 31 (62%) of stores. Refrigeration-related
practices (cleaning honeycombs and filters in refrigerated cases, maintaining freezer door seals,
performing refrigeration system tune-ups, and installing sweating controls for freezer and cooler
doors) accounted for the majority of the frequently reported energy-saving practices. However,
the one HVAC-related practice, checking thermostat set-points and programming, was reported
for 39 (78%) stores, and the one lighting-related practice, having lighting control programs for
night stocking, was reported for 35 (70%) stores.
We saw a trend for higher reported use of four of the five practices that we asked about, both at
baseline and in the current survey: a lighting control program for night stocking, maintaining
freezer door seals, conducting facility energy audits or assessments, and sweating controls.
However, the changes were outside the margin of error only for a lighting control program for
night stocking (70% vs. 51%) and conducting facility energy audits or assessments (40% vs.
24%). Interestingly, reported use of guidelines for the correct loading of cases decreased from
75% at baseline to 46% in the current survey, a difference that was outside the margin of error.
Although energy efficiency was a factor in equipment purchase decisions for most managers
who purchase lighting or refrigeration equipment (particularly in the case of lighting), just over
half of the contacts reported that they do not make such purchases. Over all stores surveyed, we
found that about one-third reported that they make lighting purchases that have energy efficiency
requirements and less than one-in-five make refrigeration purchases with energy efficiency
requirements. The differences from the respective baseline percentages are within the margin of
error.
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The percentage of stores that use life-cycle cost analysis when making purchases (exactly 50% in
this survey) cannot be compared to baseline, as this was not asked in the 2005 survey. An
interesting finding is that 40% of the respondents did not know if this is done. This is consistent
with the finding that more than half reported that they do not purchase lighting or refrigeration
equipment for their store. In the future, it may be preferable to confine questions about life-cycle
cost analysis to surveys of corporate-level managers.
Interest in energy conservation resources was relatively high. Both the percentages of
respondents who reported some involvement in industry associations and who reported an
interest in training were greater than at baseline (58% vs. 37%, and 58% vs. 35%, respectively),
with the differences falling outside the margin of error. As at baseline, various state grocers
associations accounted for the largest group of affiliations and the Food Marketing Institute was
the single most frequently reported national organization. The percentage of respondents
reporting in both of these categories was higher than at baseline, but the differences were within
the margin of error. As noted above, four new associations emerged in responses to this survey:
United Grocers, the National Cooperative Grocers Association, Provender Alliance, and United
Western Grocers.
Over all, 68% of respondents indicated some interest in training. This exceeded the baseline
percentage (35%) by an amount that exceeded the margin of error. As in the baseline survey, the
most frequent type of response to the question about training was general interest, with no topic
specified. The percentage of respondents giving this response (38%) was greater than at baseline
(18%), exceeding the margin of error. The second-most frequent type of response was mention
of specific energy savings practices (13 respondents, 26% of sample); this well exceeded the
baseline percentage (6%). Other responses were infrequent, with changes from baseline within
the margin of error.
As at baseline, few managers reported that they or any members of their staff had received
certification from training in any areas of building operations and maintenance, and no managers
reported that they or their staff had received Building Operator Certification.
Finally, we found a low level of interrelatedness among the various energy conservation
behaviors and activities: knowing whether a particular behavior or activity was implemented at a
given store somewhat increased the ability to predict whether some others were implemented,
but the increased predictive ability was not generally great.
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REFRIGERATION CONTRACTORS

This appendix presents the results of a survey of eleven contacts in eight refrigeration firms that
provide services to regional grocery stores.

SAMPLE
We interviewed refrigeration contractors who work in grocery stores in Washington, Oregon,
Idaho, and Montana to provide information on current refrigeration decision-making and
practices in grocery stores in those states. The focus of the interviews was on work done for
independent chain stores – those typically having 5 to roughly 35 locations, owned and
headquartered in the Pacific Northwest – rather than smaller convenience grocery stores
(convenience stores) and larger, national supermarket chains (national chains).
NEEA provided a list of 23 firms with a total of 36 locations. We eliminated one firm with two
locations because it works primarily with industrial ammonia systems, including warehouse
distribution centers, not retail operations. We eliminated on entry because it was a duplicate
record of a single firm with one location. We selected five firms with six locations for in-depth
interviewing, as they had received services from BetterBricks. This left 17 firms with 27
locations.
We made calls to attempt interviews with someone from each of the 27 locations of the 17 firms.
Table C. 1 shows the disposition of all entries on the original NEEA list. Of the 27 contractor
locations at which we attempted contact, we completed interviews with 11 contractors
representing eight firms. For one firm, we spoke with three persons at three locations; at one
other company, we spoke with two persons at different company locations. The majority of
survey items related to the interviewee’s particular experience and opinions; for these items, we
treated responses given by two or more individuals working at different locations of the same
firm as independent and report them as such below. A few questions related to the company as a
whole. For those items, we report a single response for each company. Details of how we
resolved discrepancies between multiple respondents for a given firm (where they existed) are
provided in the text.
In addition to the completed interviews, 12 contractors refused the survey and one reported that
the firm no longer works with refrigeration systems; we were not able to reach three firms after
repeated attempts.
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Table C. 1: Disposition of the Population
DISPOSITION

COUNT
ATTEMPTS

Qualified – Contact Attempt

Completed

11

Refused

12

Not Applicable*

1

Called, Did Not Reach

3

Total Attempted

27
NOT ATTEMPTED

Not Qualified – No Contact Attempt

No Work For Grocery Stores

2

Selected For In-Depth Interviewing

6

Duplicate Location

1

Total Not Attempted

9

Total

36

* No longer does design, installation, or maintenance of refrigeration systems.

FINDINGS
Although the goal was a complete census of the 36 contracting firm locations (rather than a
random sample), the fact that we completed interviews with contractors at a subset of the
population means that the results reported below represent a sample with somewhat limited
precision. As in all surveys, precision is lowest for an estimate of 50% and increases as the
estimate decreases toward 0% or increases toward 100%. In this survey, with the finite
population correction applied, the precision of estimates that are based on the entire sample (n =
11) will range from ±12% for estimates near 10% or 90% to ±20% for estimates of 50%.
Precision will be lower for estimates based on subsets of respondents.
Characteristics of Contractors and their Firms
As noted above, for questions that related specifically to companies as a whole – geographic
range, size, number of years of service – we report a single response per company. Typically, the
multiple contacts for a given company gave similar, but not identical responses. In the case of
geographic range, if at least one respondent indicated that the company worked in a given state,
we counted that state. In the case of size and number of years, we generally took the larger
number reported.
Six of the eight contractor firms (75%) work in multiple states: two each reported working in
two, three, and all four states. Six firms (75%) work in Washington or Idaho, five (62%) work in
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Oregon, and three (38%) work in Montana (Figure C.1). Three of the firms work in states
outside of the Pacific Northwest – specifically, Arizona, California, Colorado, Florida, Kansas,
Michigan, Missouri, Nevada, New Mexico, Texas, Utah, Virginia, and Wyoming – one of which
reported an international scope.
Figure C.1: States in Which
Contracting Firms Work (n=8)
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Figure C.3: Number of
Employees in Firm (n=8)
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2, 25%
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2, 25%
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Figure C.4: Number of Years
Offering Refrigeration Service (n=8)

Up to 25:
2, 25%

100 to
999:
1, 13%
26 to 100:
3, 37%

More
than 50:
2, 25%

26 to 50:
1, 13%

Up to 25:
5, 62%

The firms in our sample varied in both number of locations (Figure C.2) and employees (Figure
C.3). Half of the firms reported only a single location and one more reported just two locations.
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The number of employees reported for these five firms ranged from seven to over 50. One firm
reported four locations and 235 employees; one reported 35 locations with about 1,200
employees; and one (with an international presence) indicated some 200 locations and at least
10,000 employees.
The firms also varied in the number of years offering refrigeration services (Figure C.4). Five of
them had been offering such services for 25 years or less, the shortest duration being 10 years;
one had been doing so for between 25 and 50 years; and another two for over 50 years – one of
which had been doing this work for over 100 years. Number of years in the business was
generally related to company size: the company that had been offering refrigeration services for
the longest time also had the most employees and locations; the second-oldest firm was the
second-largest; and the companies with the shortest track records generally were the smallest.
One notable exception was that the company that had most recently begun offering refrigeration
services was the third-largest in terms of both number of locations and number of employees.
We also asked contractors about the portion of total grocery store refrigeration work they do for
three types of stores: convenience stores, independent chain stores, and national chains. Since it
is possible that the responses could legitimately differ for the different locations of a given firm,
we treated all responses as independent and we report the data at the consultant-level rather than
company-level for the proportion of work done for the three types of stores (see Figure C-2).
Figure C.5: Proportions of Consultants’ Work by Store Type (n=11)
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Not surprisingly, most of the grocery refrigeration work is being done for national chains,
followed by independent chains, and least for convenience stores. As the figure shows, three of
the 11 contacts reported doing more than 60% of their work for national chains, compared to
only one who reported that level of work for independent chains and none who reported that for
convenience stores.
The portion of work devoted to national chains ranged from 20% to 90%, with mean of 51% and
a median of 50%. The amount devoted to independent chains ranged from none to 80%, with a
mean of 30% and a median of 28%. Finally, the amount of grocery store work devoted to
convenience stores ranged from none to 40%, with a mean of 13% and a median of 10%.
We examined the relationships between firm size and percentage of work performed for national
chains and for independent, regional chains. The purpose was to see whether the contractors who
worked for the larger firms (more than 200 employees) were more likely to report doing more
work for national chains and less work for regional chains, relative to those who work for
smaller firms (fewer than 200 employees).
We found some slight differences. Contractors working for the larger firms reported a mean of
55% of work done for national chains, compared to 46% for contractors at smaller firms.
Conversely, contractors with larger firms did 25% of their work, on average, with regional
chains, compared to 36% for those with smaller firms. The very small sample size limited
statistical power, even though the population was small as well, and so significance tests are not
very meaningful. However, there is no strong indication that contractors with larger firms
generally do more work with national chains, or less work with regional ones, than do those with
smaller firms.
Refrigeration System Design, Installation and Maintenance
Of the 11 contractors interviewed, seven indicated that they are involved in refrigeration rack
design decisions (Figure C.6). These were split among two contractors who make the design
decisions and then pass the specifications to the manufacturers, two who collaborate with the
manufacturers on design decisions, one who indicated that his company was the manufacturer
and consulted on design, and one who indicated another, but unspecified, type of involvement.
All contractors said that they install refrigerated display cases. Most (nine of 11) said that half or
fewer of the display cases they had installed in the past year had been for independent chains
(Figure C.7); of these, seven said that no more than 30% had been for independents.
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Figure C.6: Contractor Involvement in
Refrigeration Rack Design (n=11)
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Respondents generally indicated that energy is an important consideration in the design of their
refrigeration system (Figure C.8).
Figure C.8: Importance of Energy in Considering Refrigeration System Design (n=11)
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On a scale of one-to-five, with five defined as “very important” and one defined as “not at all
important,” all 11 contractors gave a response of three or higher, and six gave a response of four
or five. (Note, the points in between were not defined for the interviewee.)
We examined whether there was any evidence that size of firm, amount of work done for
national chains, or amount of work done for regional chains was related either to whether they
design refrigerated display cases or to the amount of importance their clients place on energy in
the design of refrigeration racks.
Five of the six contractors with larger firms reported that they design refrigerated display cases,
compared to two of five of those with smaller firms (83% vs. 40%). Similarly, the six contractors
in this sample who said that they do more than 40% of their work for national chains were more
likely than the five who do 40% or less of their work for national chains, to report that they
design cases (83% vs. 40%). Conversely, the only one of the three contractors in this sample
who do more than 40% of their work for regional chains reported that they design cases,
compared to six of the eight who do less work for regional chains (33% vs. 75%).
Contractors from larger and smaller firms differed little in the level of importance they thought
their clients placed on energy in refrigeration system design. Those who reported doing more
work for national chains were somewhat more likely than others to report that their clients think
energy is important or very important (67% vs. 40%), and those who do more work for regional
chains were somewhat less likely than others to report that energy is an important or very
important consideration (33% vs. 62%).
Again, given the small sample, caution should be exercised in interpreting these results.
However, they may suggest there might be some value in considering ways that program
activities and approaches could be tailored to contracting firms based on their size or their client
profile.
Energy Efficiency Measures
The largest component of the survey addressed contractors’ experience with and opinions about
a variety of energy efficiency measures. Specifically, we asked questions about their work
relating to heat reclaim, electronically-commutated motors (ECMs), LED lighting, anti-sweat
heating control, and refrigeration controls and settings.
Heat Reclaim
New to the survey this time, we asked contractors several questions about the use of heat reclaim
from the refrigeration system for space heat in the store. The majority of contractors we spoke
with have a long track record of installing heat reclaim systems. As Figure C.9 shows, eight of
11 had installed their first one by 1990, and only one contractor had installed the first one since
1990 (two were unsure of the date). All respondents said that they had installed a heat reclaim
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system; all but two agreed that it is a good idea, while two of the contractors said they do not
know if it is or is not.
Figure C.9: When Contractor Installed First Heat Reclaim System (n=11)
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Just over half (6 of 11) of the contractors said that more than 50% of their regional independent
grocery clients use heat reclaim (Figure C.10). Five of these (almost half the sample) put the
figure at over 75% of their regional independent grocery clients.
Figure C.10: Use of Heat Reclaim by
Independent Grocery Clients (n=11)
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The most frequently cited reason that the contractor gave for installing the first heat reclaim
system was that it had been specified in the system design, either by the client or the design firm;
5 of 11 respondents gave this reason (Figure C.11). Three respondents merely noted that heat
reclaim was standard practice at the time; two specifically cited an energy-related reason; and
one could not give a reason.
The majority of contractors (7 of 11) said that there had been a change in interest in heat reclaim
over the past two years, with most of their comments indicating in increase in interest. However,
seven said that the trends differed for large national chains and independent chains. Of these,
five made comments indicating that the national chains were ahead of the independents in using
heat reclaim, generally because of greater resources. On the other hand, one contractor
commented that independents are most cost-conscious, while the national chains are more likely
to implement uniform designs across all their stores.
As with refrigeration rack design, we examined whether there was any evidence that size of firm,
amount of work done for national chains, or amount of work done for regional chains was related
to the percent of regional independent clients that use heat reclaim for space heating. We found
very little difference related to the amount of work for national or regional chains. However, we
found that, on average, the contractors in the sample who worked for large firms reported a much
higher percentage of clients that use heat reclaim, compared to contractors from small firms
(79% vs. 30%). Again, while caution is advised, this finding suggests that larger firms may be
different from smaller ones in a programmatically meaningful way.
Electronic Expansion Valves (EEV)
We asked contractors what percent of their independent regional grocery clients had specified
electronic expansion valves (EEVs) in new construction over the past year. Figure C.12 shows
that EEVs were rarely specified in new construction. Eight of the 11 respondents said that they
had been specified by 5% or fewer of their clients. Only one contact indicated a higher level –
70%. One contact said that he did not know the percentage and one said that his firm had not
done any new construction in the past year.
While five respondents said that national and regional chains did not differ in terms of specifying
EEV, four said that they did differ: two reported that national chains specified or “experimented”
with EEV; one said that it was more common on the East Coast because of the availability of
rebates; and one indicated that, while he knew of one major chain that was using them, other
chains did not. Two contacts said that they did not know whether national and regional chains
differed.
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Figure C.12: Independent Regional Clients Specifying EEVs in New Construction
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Electronically-Commutated Motors (ECM)
We asked contractors several questions about the use of and opinions about ECMs. We first
asked what share of their clients that are independent regional chains had specified ECMs in
display cases in new construction in the past year. Just over half – 6 of 11 – indicated that 10%
or fewer of these clients had specified ECMs (Figure C.13). Half that many said that more than
50% had specified ECMs; two respondents were unsure.
Six of the contractors responded that there is a difference between regional and national chains
in this respect. Most comments indicated that the national chains are more likely to require
ECMs – three contacts commented that it was an absolute requirement. One contractor noted that
it is mandated in California, so any chains operating there must install ECMs. This contractor
further observed that representatives from Pacific Northwest grocery stores with sufficient
resources follow and emulate what is being done in the California chains. Another contractor
echoed the importance of having sufficient resources to evaluate and implement ECMs and also
noted that whether or not someone adopts them depends in part on how well the supplier’s sales
representative explains the benefits.
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Figure C.13: Independent Regional Chain
Clients Have Specified ECMs for
Display Cases in New Construction (n=11)
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Figure C.14: Clients Who Specify ECMs in
Display Cases Also Require Them
in Coolers and Freezers (n=11)
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When asked whether clients who specify ECMs in display cases also require them in walk-in
coolers and freezers, three said that they did, three said that they did not, and five did not know
(Figure C.14).
Noting some of the problems with earlier generations of ECMs, we asked contractors whether
they thought that recent ECMs were reliable. The majority – 7 of 11 – answered in the
affirmative. Of the four that said they were not reliable, three mentioned problems relating to
moisture; one said that they still do not have enough torque for low-temperature applications, but
he noted that they were improving on this respect.
Again, we looked at whether client specification of ECMs was related to the size of contractors’
firms or their client profiles. We found little difference between firms based on size or the
percent of work done for national chains. We could not perform a meaningful comparison
between those doing more or less work for regional chains, as half of the respondents in one
group (those doing more of their work for regional chains) did not report the percent of clients
who specified ECMs.
LED Lighting
To assess adoption of LED lighting in refrigerated display cases, we asked contacts whether any
of their clients had specified LED lighting for that application in the past year. Only three
respondents said that clients had done so; a large majority – 8 of 11 – said that they had not.
We found no indication of a relationship between a report that any clients had specified LED
lighting in refrigerated display cases and contractor firm size or client profile.

BETTERBRICKS GROCERY INITIATIVE: MPER #3

Page C-12

APPENDIX C: REFRIGERATION CONTRACTORS

Anti-Sweat Heating Control
We asked contractors what percentage of the refrigerated display cases they had installed over
the past year included anti-sweat heater controls. Five – nearly half the sample – indicated that
more than 75% had them (Figure C.15). One other contractor said that they were included in
more than half of the display cases he had installed in the past year. Three said that they were
included in less than a quarter of the recently installed display cases, and two did not know.
Figure C.15: Controls Installed in Refrigeration Cases / Racks
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As was the case with ECMS, most – 7 of 11 in this case – said that national and regional chains
differed. Again, most comments indicated that national chains were ahead of regional chains in
this respect. As with ECMS, one contractor said that the suppliers’ representatives can influence
the decision to include or not include anti-sweat heating controls. One suggested that the
decision depends partly on the type of case, with anti-sweat controls being most appropriate for
low-temperature reach-in cases and those with metal-frame doors.
We found that, on average, contractors from smaller firms reported a higher percentage of
installed refrigerated display cases with anti-sweat controls than contractors with larger firms
(94% vs. 45%). Again, caution should be exercised in extrapolating these results. We found little
relationship between client profile and reported percentage of installed refrigerated display cases
with anti-sweat controls.
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Controls and Settings
A relatively large amount of attention in this survey was devoted to refrigeration controls and
settings. We asked contacts what percentage of the refrigeration racks they had installed in
regional grocery stores in the past year used floating head pressure control and floating suction
pressure control, and what had influenced their decision to install these measures. Figure C.15
(second and third bars) shows the distribution of responses. Regarding floating head controls,
contractors generally reported that they were more likely than not to have been installed: four
said they had been installed in 76% or more of the refrigeration racks and two in 51% to 75%,
compared to one reporting installation in 26% to 50% of racks and two reporting it in 5% or
fewer. Responses regarding floating suction controls were more evenly distributed, with three
reporting installation in 76% or more of racks and two in 51% to 75%, compared to two
reporting installation in 26% to 50% of racks, one in 6% to 25%, and three in fewer than 5%.
When asked what influences their decision to install a type of control, three respondents each
mentioned customer specifications, equipment or system constraints (including the fact that the
racks come from the factory with the controls installed), and energy savings (Figure C.16). Two
contacts said cost was a factor, one mentioned the ability of local contractors to understand and
take care of the controls, and one other indicated that store conditions played a role.
Figure C.16: Factors Influencing the Type of Controls Installed (Multiple Responses)
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The majority of respondents – 9 of 11 – reported that controller set-points and control sequences
were specified before installation. The other two said that they were determined during
installation. Two contacts each indicated that set-points and control sequences were specified by
the owner, the engineer, or the contractor, and one said that the manufacturer specified them;
four reported that they did not know who specified them (Figure C.17). Seven of the 11
contractors indicated that the responsibility for specifying set-points and control sequences was
specified in the contract, two said it was not specified, and one did not know whether it was or
was not.
Figure C.17: Who Specifies Set-Points and Control Sequences (n=11)

5
Specifies Set-Points for Low Temperature Cases
Specifies Control Sequences and Set-Points
4

3

2

1

4

2

4

2

4

2

2

1

1
0

0
Owner

Manufacturer

Engineer

Contractor

Don't Know /
Other

About two-thirds (7 of 11) of the respondents said that owners typically expect the expansion
valves to be set by actually measuring the superheat at each case in new installations, compared
to three who said that owners do not expect this and one who was uncertain. As to who specifies
the set-points for low temperature cases, most said that it was either the manufacturer or engineer
(four each), while two said that it was the owner’s decision, and one said that he did not know
(Figure C.17, above).
We examined whether the contractor firm size and client profile variables were related to the
reported percentage of installed refrigeration racks with floating head and floating suction
pressure control. Contractors from larger firms reported a higher percentage of installations with
floating suction control than did those from smaller firms (62% vs. 35%); those who reported
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doing more business with independent, regional chains indicated a lower percentage of
installations with floating head control, compared to other contractors (77% vs. 30%). Again, we
note weak statistical power – and hazardous generalizability – deriving from the small samples.
There was too little variability in other items addressed in this section – such as whether setpoints and control sequences are specified before installation and the percentage of regional
clients that had specified EEV in the past year – to compare these items with contractor firm size
and client profile.
Heating, Ventilation, and Air Conditioning (HVAC)
Only two of the contractors that we spoke with said that they design heating, ventilation, and air
conditioning (HVAC) systems. These two contractors represented the two largest firms in our
survey. One said that he designed 10 to 15 systems a year, while the other indicated that HVAC
made up approximately 30% of his work. One of these two said that he also had commissioned
50 to 75 new or existing HVAC systems in the past year; the other said that he had not
commissioned any systems.
Training
We asked contractors whether they were familiar with the training available through
BetterBricks and, if so, whether they had taken the training. Of the 11 contractors we spoke with,
only four were familiar with BetterBricks and none of them had taken the training.
When we asked what types of training they would be interested in receiving, 9 of 11 provided
some level of response (two said that they did not know what training would be helpful). The
most frequent response was training on control mechanisms, mentioned by four contractors
(Figure C.18). Two said that they would like any training they could get, while two indicated
that training on new products and technologies would be helpful (without specifying any
particular product or technology). One specified training on variable speed drives.
Two contacts indicated a specific format rather than content. One of these specified a “local
hands-on” format, and the other said that he would want someone to come do an “in-house”
program. Two of the respondents did not know what kind of training would be most helpful.
To examine whether or not a relationship existed between preference for a specific type of
training and firm size or client profile, we created a new dummy variable to represent desire for
training on specified technologies or any new technologies. This variable was coded as “1” if the
contractor mentioned a desire for training on any particular technology (control mechanisms,
variable speed drives) or for training on any new technologies; otherwise, the variable was coded
as “0”. (A mention of “any training” did not count as a desire for training on new or specified
technologies.)
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Figure C.18: Type of Training Preferred (n=11)
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We found no convincing relationship between this variable and either firm size or the amount of
work done with national chains. Interestingly, though, we found a relationship with amount of
work done for regional chains: of the three contractors who reported that they did relatively more
work for regional chains, none (0%) said that they wanted training in specified or any new
technologies, compared to six out of eight (75%) of those who worked less with regional chains.
Again, while it is possible that this finding would not hold up in the entire population of 36 from
which the sample was drawn, it is very likely that the difference would be in the same direction,
even if the size of the effect is not as large.
Market Involvement
We closed with two questions regarding contractors’ market involvement. First, we asked them
whether they ever proactively try to sell energy-efficient services or products. Nine of 11
respondents said that they do this.
We also asked if their firm put energy efficiency information in its marketing materials. Of the
eight firms in our sample, representatives of only three said that they do so. Interestingly, none
of the three largest firms put energy efficiency information in their marketing materials, while
three of the five smaller ones did.
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Finally, we asked the contractors what they think are the most important trends or concerns
affecting the grocery store refrigeration market right now. The most common response, given by
6 of the 11 contacts, was energy efficiency (Figure C-16). Five mentioned cost. Four indicated
that issues related to refrigerants are important (e.g., switching to environmentally friendly
types). Three mentioned nonspecific regulatory concerns. Two mentioned a variety of
miscellaneous concerns, such as rack efficiencies and specific technologies.
Figure C.19: Most Important Trends Affecting the Grocery Store Refrigeration Market
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There were some suggestive relationships between two of the trends and concerns mentioned and
the contractor firm size and client profile variables. All three of the latter appeared to be related
to mention of energy efficiency as a chief trend or concern. While only one of the six contractors
from large firms mentioned energy efficiency, all five of those from small firms did so (17% vs.
100%). Similarly, of the six contractors who do relatively more work with national firms, only
two mentioned energy efficiency, compared to four of the five contractors who do relatively less
work with nationals (33% vs. 80%). By contrast, all three of the contractors who do more work
with regional chains mentioned energy efficiency, compared to three of the eight contractors
who do less regional work (100% vs. 38%).
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Finally, we found that four of the six contractors from larger firms mentioned trends or concerns
related to refrigerants, compared to none of the five contractors from smaller firms (67% vs.
0%).
While we again suggest that better confidence would be obtained from a larger sample, it is
interesting that energy efficiency appears in this sample to be more widely recognized as a
concern by contractors from smaller firms, who work more closely with regional independent
grocery chains, while issues related to refrigerants are more likely to be recognized by
contractors who work for large firms.
Summary of Survey Results
Contractor/Firm Characteristics
Most of the contractors work in multiple states – half of them work in at least three of the Pacific
Northwest states and two of them work in a variety of other states as well. Half of the firms
reported only a single location, with the other half reporting from 2 to about 200 locations; the
number of employees ranged from 7 to at least 10,000. The firms had been offering refrigeration
services for 10 to over 100 years, with just over half reporting 25 years or less. The number of
years in the refrigeration business was generally positively related to company size, with the
notable exception that the third-largest firm (in both number of locations and number of
employees) had the fewest years of refrigeration service.
On average, the firms represented in the sample did about half of their grocery refrigeration work
for national chains, just under one-third for independent chains, and about one-eighth for
convenience stores; however, the percentage of work done for each type of store varied widely
among contractors.
Refrigeration System Design, Installation, and Maintenance
The seven contractors who are involved in refrigeration rack design decisions were split fairly
evenly among those who make the design decisions themselves and those who collaborate with
the manufacturers on design decisions or are involved in some other way. This work tended to be
reported more frequently by contractors from larger firms and those who do relatively more
work for national chains than do other contractors, and to be reported less frequently by those
who do more work for regional chains.
All contractors reported installing refrigerated display cases, but most said that independent
regional chains did not make up not a large portion of this work. More than half of the
respondents reported that energy is an important consideration in the design of their refrigeration
system (a response of “4” or “5” on a one-to-five scale), with the remainder indicating a
moderate level of importance (a response of “3”). A higher level of importance tended to be
reported more frequently by contractors who do more work for national chains, while those who
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do more work for regional chains were somewhat less likely than others to report a high level of
importance.
Energy Efficiency Measures
The most commonly reported energy efficiency measures were heat reclaim, anti-sweat heat
controls, and floating-head pressure controls. All three of these measures were reportedly more
likely than not to be in current use in stores. In all three cases, the most common response was
that they were in use in more than 75% of stores – reported by five respondents in the case of
heat reclaim and anti-sweat controls, and by four respondents in the case of floating head
controls. However, the second-most common response for anti-sweat and floating head controls
was that they were in use in less than 5% of stores. Use of floating suction controls showed a
more even distribution: equal numbers of respondents (three) said that they were in use in more
than 75% and less than 5% of stores.
Other findings regarding these more common measures were:
 All respondents had installed a heat reclaim system and all but two agreed that it is a
good idea, while the others were not sure. Most contractors had installed their first one by
1990, with the most common reasons for installing it being that it had been specified in
the system design and that it was considered standard practice at the time; only two
contractors explicitly cited an energy-related reason.
 The most frequently cited reasons for installing floating head and floating suction
controls were customer specifications, equipment or system constraints, and energy
savings (three respondents each), followed by cost (two contacts), local contractors’
ability, and store conditions (one each).
 All but two respondents reported that controller set-points and control sequences were
specified before installation, either by the owner, the engineer, the contractor (two each),
or the manufacturer (one response); four did not know. Most contractors indicated that
the responsibility for specifying set-points and control sequences was specified in the
contract.
 Most respondents said that owners typically expect expansion valves to be set by
measuring the superheat at each case in new installations, with the set-points for low
temperature cases specified by either the manufacturer or engineer (four each) or the
owner (two respondents).
The least frequently reported measures were LED lighting – a large majority of respondents said
that their clients had not specified it for refrigerated display cases – and the two measures asked
about in connection with new construction: ECMs and EEVs. Of these, EEVs were reported to
be rarely specified in new construction. The reported percentage of clients that had specified
ECMs in new construction in the past year was split between six contractors who reported that
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few clients (10% or less) had done so and three who put the figure at more than 50% (two
respondents were unsure of the percentage).
Other findings regarding ECMs were:
 Most contractors said either that clients who specify ECMs in display cases do not
necessarily require them in walk-in coolers and freezers, or that they did not know if
clients required them in both places.
 The majority of contractors said that recent ECMs are reliable. However, three
contractors mentioned problems relating to moisture and one said that they still do not
have enough torque for low-temperature applications (although he noted that they were
improving on this respect).
Some differences were noted between national and regional chains regarding some of the
measures. Most contractors’ comments indicated that national chains were ahead of regional
chains in using anti-sweat heat controls and ECMs. Additional comments noted the influence of
grocery chains in California – where ECMs are mandated – on Pacific Northwest grocery
retailers; the importance of having sufficient resources to evaluate and implement ECMs; and the
type of refrigerated case. One contractor said that the suppliers’ representatives can influence the
store’s decision to adopt both anti-sweat heating controls and ECMs.
Most respondents said that national and regional chains did not differ in terms of specifying
EEVs in new construction, but some contractors commented that national chains had specified or
“experimented” with EEV and that it was more common on the East coast because of the
availability of rebates.
Finally, we found in some cases that the responses contractors gave regarding some of the
measures differed depending on whether the contractor worked for a large or small firm, or did
relatively more or less work for national versus regional chains. Although we note that findings
from small samples are subject to chance, and so urge caution in interpreting these, we also note
that the current sample represents one-third of the entire population. We cite only the cases
where we found large differences – where the percentage reported for one group was on the
order of twice the percentage reported for the other group. These findings were:
 Contractors from larger firms tended to report a higher percentage of clients that use heat
reclaim than did those from smaller firms.
 Contractors from larger firms tended to report a higher percentage of use of floating
suction controls than did those from smaller firms.
 Contractors from smaller firms reported a higher percentage of anti-sweat control
installations than did contractors with larger firms.
 Contractors who do more business with independent regional chains indicated a lower
use of floating head control, compared to other contractors.
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Heating, Ventilation, and Air Conditioning (HVAC)
Only two contractors – representing the two largest firms in our survey – said that they design
HVAC systems, only one of whom said that he also had commissioned new or existing HVAC
systems in the past year.
Training
Of the 11 contractors we spoke to, only four were familiar with BetterBricks, and none of them
had taken the training. Of those who expressed an interest in training, the most frequently
mentioned specific topic was control mechanisms (four respondents), followed by new products
and technologies (two) and variable speed drives (one). The contractors who did relatively little
work with regional chains were more likely to say that they wanted training in specific or new
technologies than were other contractors.
Market Involvement
Regarding market involvement, 9 of 11 respondents said that they proactively try to sell energyefficient services or products. Representatives of only three of the eight firms in our sample –
none from the three largest firms – said that they put energy efficiency information in their
marketing materials.
The most commonly reported market trends or concerns were energy efficiency and cost,
followed by refrigerant-related issues and regulatory concerns (mentioned by, respectively, six,
five, four, and three contacts). Energy efficiency was more frequently mentioned by contractors
with small firms, those who do relatively more work with national firms, and those who do little
work with regional ones. By contrast, the six contractors from larger firms were more likely to
mention refrigerant-related concerns.
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EIGHT STEPS TO ACHIEVE
ENERGY EFFICIENCY

TO GET IMMEDIATE SAVINGS:
1. Optimize: Thoroughly review the setup of controls for refrigeration, HVAC, and
lighting. Optimize them so the building operates not only effectively, but efficiently as
well. Write down setup and schedule information, and post it so that staff and service
contractors can easily check that equipment is operating as intended.
2. Upgrade: Look into opportunities to upgrade refrigeration, lighting, HVAC, and
commercial kitchen equipment. Prioritize and invest in those that make sense for your
business. Take advantage of utility incentives and tax credits, which make many of these
opportunities remarkably cost-effective.
3. Educate: Set up and maintain an energy-awareness program to help staff recognize how
everyday work habits affect energy use. Reinforce the message that every contribution
counts. Welcome ideas from staff.
4. Integrate: In new construction, integrate energy considerations early in the design
process. Continue to coordinate decision-making during design and construction so the
benefits of an integrated approach aren’t lost because decisions about specifications or
installation details have been made in isolation.

TO SUSTAIN AND GROW THE SAVINGS:
5. Plan: Set goals and write an action plan prioritizing activities so the most worthwhile
matters are attended to first. Include timelines, expected results, and who is responsible
for carrying out each activity.
6. Lead: Identify an advocate within the organization to take the lead in delivering on the
plan.
7. Track: Track energy cost so that you can manage it. Establish a baseline energy-persquare-foot benchmark for each store and update periodically to monitor performance.
Watch trends and use them to spot problems and to measure progress.
8. Evaluate: Systematically consider the total cost of alternatives when making purchasing
decisions. Today’s decision based on first-cost alone often locks in tomorrow’s higher
energy and maintenance cost, putting a drain on future cash flow.
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BETTERBRICKS GROCERY INITIATIVE FULL
LOGIC MODEL

SITUATION

THE CONTEXT AND NEED
THAT GIVES RISE TO AN
INITIATIVE, INCLUDING
OPPORTUNITIES &
BARRIERS

Stores are energyintensive because of
the need for
refrigerated storage
and display, in-store
commercial kitchen
operations, long
operating hours, lack of
effective building
pressurization, and
retail merchandise
lighting needs.
Grocery is a highly
competitive, lowmargin business with
lean, busy staff who
are not aware of the
impact that everyday
working habits have on
store energy use.
Effective, accessible
awareness-building
training materials are
rare in the industry.

PHASE I

PHASE II

IMPACT

ACTIVITIES

OUTPUTS

OUTCOMES –
SHORT-TERM

ACTIVITIES

OUTCOMES –
LONGER-TERM

IN ORDER TO ADDRESS
THE SITUATION WE WILL
CONDUCT THE
FOLLOWING ACTIVITIES

WE EXPECT THAT IF

WE EXPECT THAT IF
COMPLETED OR
ONGOING, THESE
ACTIVITIES WILL LEAD
TO THE FOLLOWING
CHANGES BY 2010

IN ORDER TO ADDRESS
THE SITUATION WE WILL
CONDUCT THE
FOLLOWING ACTIVITIES

WE EXPECT THAT IF

COMPLETED OR
UNDERWAY THESE
ACTIVITIES WILL
PRODUCE THE
FOLLOWING EVIDENCE

PROVIDE GUIDANCE AND
COACHING:
Market Specialist
develops close
relationships with a few
targeted regional
grocery chains,
articulates and sells the
business case for
energy efficiency,
assists with the
development and
implementation of an
energy action plan, and
provides ongoing
support until energyefficiency-related
business practices
have become standard
practice.

Tools and Materials are
produced and
distributed to
appropriate parties with
sufficient information
that they understand
their value and how to
use them. This includes
benchmarking data with
grocery EUIs.

DEVELOP TOOLS &
MATERIALS:

Trainings for
refrigeration contractors
are offered.

•

Succinct frame-work

Successful refrigeration
tune-up demonstration
projects exist and are
documented so that
others can emulate
their success.
Store managers have
access to information
they need to take
energy-saving actions.

Sixty percent of
Northwest regional
grocery decisionmakers are aware of
the specific benefits
available from new
and existing energy
efficient grocery
stores.
Regional grocers
representing 16% of
targeted floor space
adopt energy action
plans that change
business practices.
Managers no longer
view energy as a fixed
cost, but as a
manageable expense.
Energy cost is
monitored to detect
excursions from
expected trends, and

Continue to build
market awareness and
capability to selfsupport energy-efficient
grocery operations:

•

•
•

•

Emphasize market
leader visibility with
success stories,
articles, awards,
events, etc.
Build/facilitate peerto-peer support
mechanisms
Support awareness
building activities by
others in the
market, such as
associations,
utilities, trade allies
Continue to support
and model
relationships
between service
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COMPLETED OR
ONGOING, THESE
ACTIVITIES WILL LEAD
TO THE FOLLOWING
CHANGES POST 2010

Market penetration of
Phase I outcomes
broadens as the
number of successful
examples grows and
networking effects
occur.
Existing market actors
see energy efficiency
as a business
opportunity and
develop the capability
to offer new services
that address this
opportunity.
Refrigeration, HVAC,
and lighting controls
are specified in an
integrated manner, set
up initially, and
maintained effectively
in 60% of new
construction projects.

CHANGES IN THE
MARKET RESULTING
FROM THE PRECEDING
OUTCOMES –
LONG TERM 2011-2015

Grocery owners and
executive decisionmakers expect energy
efficient buildings and
operations, driving
changes in energy
related business
practices.
The regional grocery
market segment in the
Northwest, taken as a
whole, reduces energy
consumption by an
average of 10% by
2015 (compared to a
2005 baseline).
Refrigeration
contractors are capable
of optimizing the setup
of a rack system from
an energy-use point-ofview.
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SITUATION

PHASE I
ACTIVITIES

In some cases, chains
regard their own
specific energymanagement practices
as proprietary
information.
Refrigeration
maintenance is usually
outsourced, guided by
a single directive –
make sure the cases
stay cold 24/7. Energy
consequences are not
part of the agreement.
There is no systematic
coverage of energy in
the training of service
mechanics.
Development of
detailed understanding
in this area is largely a
matter of self-study. As
a result, service
mechanics are often
surprised at the
magnitude of the
energy savings and
cost-impacts available.
Store managers do not
have the information
they need to detect
energy-consuming
problems and to
monitor progress.
Traditionally, there has
been a lack of
integration of

•

•
•

•
•

for managing
energy cost
comprehensively in
a regional grocery
environment (RG1)
Simple, effective
tracking and
monitoring tool for
energy use and cost
Energy awareness
training presentation
for staff
Energy awareness
reinforcement
materials (such as
magnets, posters,
stickers)
Energy action plan
template
User-oriented
information pieces
that help grocery
energy managers
understand cost
control
opportunities,
prioritize them, and
take action

ENERGY ADVOCATES/
CHAMPIONS:
The importance of
designating a person to
be responsible for
energy use in each
store is communicated
in all appropriate
program materials.

OUTPUTS

Buyer group and
wholesaler/retailer
meetings are held and
best practices are
communicated.
Experts in store
development and
refrigeration system
design are hired as
resources for technical
assistance and
collaborative design
review.
Firm focus relationships
are established with
selected refrigeration
service contracting
firms.

PHASE II
OUTCOMES –
SHORT-TERM
the information is used
to drive further
improvement and
learning.
Chains and store
managers use the
tracking spreadsheet,
energy awareness
presentation and
materials, action plan
template, and
informational materials
on the website or
equivalent materials.
Chains and store
managers designate
energy advocate/
champion for each
existing store They
plan activities and
projects that reduce
the chain’s overall EUI.
In new construction or
major remodeling
projects, management
appoints someone to
take responsibility for
the store’s overall
energy performance
and to advocate and
intervene in decisionmaking accordingly.
Refrigeration service
contractors and
purchasers of services
begin to integrate
efficiency

ACTIVITIES

contractors and
grocery
management
conceptually
structured around
results for both
parties – reliability,
efficiency,
responsiveness,
life-cycle cost
Monitor the
development of
enabling technologies
that are just now
emerging, such as
secondary loop
refrigeration systems,
low-refrigerant-charge
systems, LED case
lighting, integrated
controllers with remote
monitoring capability,
wireless mesh controls,
and a resurgence of
interest in various
methods of heat
reclaim. Disseminate
economic and
technical information to
build regional capability
to implement.
Assist service
contractors/providers
with the positioning of
new services that
support grocers’ efforts
to manage energy use
and cost.
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IMPACT
OUTCOMES –
LONGER-TERM
Energy managers,
store managers, and
others make energy
management an
integral part of store
operations, resulting in
a high level of
operating performance.
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SITUATION

PHASE I
ACTIVITIES

refrigeration, HVAC,
and lighting equipment
and controls in new
construction or
remodeling projects.
Upward cost pressure
has heightened interest
in controlling energy
cost and made
managers more
receptive. But the
combination of lean
staffing and an
avalanche of unprioritized information
from vendors leave
them wondering what
steps are actually
effective and
worthwhile.
No one in the chain is
in charge of monitoring
energy use and
proactively doing
something about it.
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TRAINING:
Develop training for
refrigeration contractors
on energy
consequences of
system setup and
opportunities in energyrelated service
offerings, equipment
upgrades, and controls
enhancement.
REFRIGERATION
DEMONSTRATION
PROJECTS:
Clarify the value of
energy-related
maintenance services
by conducting in-store
system optimization
projects (“tune-ups”) in
a handful of selected
stores.

OUTPUTS

PHASE II
OUTCOMES –
SHORT-TERM
considerations into
their contracts and
performance
expectations.
Take rate for
refrigeration contractor
trainings increases.
Demand for multiple
sessions with the
same audience grows.

ACTIVITIES

Focus on the
development of an
integrated design
process model
specifically for the
regional grocery design
& construction
environment.

Chains conduct
refrigeration tune-ups
in their stores.

DEVELOP
BENCHMARKING DATA:
Collect EUI data on NW
grocery stores and
present it in scatterplot
form for ease of
recognition and
comparison.

CATALYZE THE SHARING
OF BEST PRACTICES:
Use the natural forums
of buyer group and
wholesaler/retailer
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IMPACT
OUTCOMES –
LONGER-TERM
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SITUATION

PHASE I
ACTIVITIES

OUTPUTS

PHASE II
OUTCOMES –
SHORT-TERM

ACTIVITIES

group meetings to
share the how-to
framework, technical
and managerial details,
and success stories.
NEW CONSTRUCTION
SUPPORT:
Identify experts in store
development and
refrigeration system
design to act as
resources for technical
assistance and
collaborative design
review.
FIRM FOCUS:
Assist interested
refrigeration service
contracting firms with
the planning,
positioning, and
marketing of service
offerings that recognize
and capture the value
of energy-efficient
refrigeration system
design and operation.
Assist service
contractors/ providers
with the positioning of
new services that
support grocers’ efforts
to manage energy use
and cost.
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IMPACT
OUTCOMES –
LONGER-TERM

F

DATA COLLECTION INSTRUMENTS

Following are the data collection instruments for MPER #3 of the BetterBricks Grocery
Initiative, including:
 Corporate Facility Lead Survey
 Grocery Store Manager Survey
 Refrigeration Trade Ally Survey
 Utility Representative Survey
 NEEA Program Staff Interview Questions
 NEEA Education & Training and Marketing Staff Interview Questions
 Consultant Interview Questions
 Target Regional Chain Contact Interview Questions
 Target Refrigeration Contact Interview Questions
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
CORPORATE FACILITY LEADER SURVEY
Target: Corporate Facility Managers (or other corporate contact with relevant responsibilities –
those making key equipment-replacement decisions or who review the cost/benefit or other features
of major purchases)
Date
Name of Store
Name of Contact
Title/Position
Phone Number

Introductory Statement
May I speak to __________________?
My name is ______________, with Research Into Action, in Portland, Oregon; I am conducting research
for the Northwest electric utilities. I would like to ask you some questions about the use of energy in
grocery stores. My questions will take about 20-30 minutes. Can we schedule a good time to talk?

Screening Questions
1.

Are you currently the person responsible for decisions about facility operations and management
for grocery stores in your corporation?
Y N [If Yes, Skip to Q4]

Could you tell me the name of the person currently responsible for decisions about facility operations and
management activities for your corporation?
2.

Name

3.

Phone number or location

[Terminate and Thank Them for Their Time]

Survey
Thank you for taking time to talk with me today. These questions should take about 20 minutes.
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I’d like to begin by asking you about your responsibilities. Thinking about the local stores in your
corporation, do you have primary responsibility for any of the following? [READ LIST]
4.

Facility operations at local stores (equipment operations)?
Y N [If Yes, Skip to Q5]

4a.

Who has this responsibility?

5.

Facility maintenance at local stores (making sure things work)?
Y N [If Yes, Skip to Q6]

5a.

Who has this responsibility?

6.

New construction management for new local stores?
Y N [If Yes, Skip to Q7]

6a.

Who has this responsibility?

7.

Remodel and renovation management for existing local stores?
Y N [If Yes, Skip to Q8]

7a.

Who has this responsibility?

I will read a list of equipment and activities. For each one, let me know if your company has employees
responsible for maintenance and servicing or if you have a maintenance service contract for the
equipment or activities.
8.

About HVAC (heating, ventilation & air conditioning) systems…

8a.

Do you have employees responsible for it?
Y N DK

8b.

Do you have maintenance contract for it?
Y N DK
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9.

About Refrigeration Equipment…

9a.

Do you have employee responsible for it?
Y N DK

9b.

Do you have maintenance contract for it?
Y N DK

10.

Regarding Energy management…

10a.

Do you have employee responsible for it?
Y N DK

10b.

Do you have maintenance contract for it?
Y N DK

11.

[If Yes to 8b or 9b or 10b] Do you have specific instructions for energy efficiency for any of
these service contracts?
Y N DK [If not Yes, Skip to Q13]

12.

Which service contracts have such instructions?

13.

Within the last two years, have you or someone in your company’s main office made a formal
request to local stores to reduce energy costs?
Y N DK [If not Yes, Skip to Q18]

14.

When was the formal request made?

15.

What did the request specifically ask the stores to do?

16.

Using a scale of 1–5, where 1 is very low, 3 is moderate, and 5 is very high, what is the level of
commitment from the CEO or COO in your company to encourage energy management in local
stores?
1 2 3 4 5 DK

17.

Does your company have any written guidelines for energy decisions (involving fuel choice,
energy usage or equipment purchases)?
Y N DK
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18.

Does your company have energy performance targets or goals for you and your staff?
Y N DK [If not Yes, Skip to Q20]

19.

Is there any reward or ‘bonus’ tied to the achievement of these targets?
Y N DK

20.

Is energy management written into local store staff’s job descriptions?
Y N DK

21.

Does your company have energy performance targets or goals for the local stores?
Y N DK [If not Yes, Skip to Q25]

22.

Does your company regularly review progress towards these targets?
Y N DK

23.

Have your local stores met those targets in the last year?
Y N DK

24.

Is there any reward or ‘bonus’ tied to the achievement of these targets?
Y N DK

25.

Does your company have an energy awareness program for operation staff?
Y N DK

26.

Have you ever benchmarked energy use at any local store facilities?
Y N DK [If not Yes, Skip to Q29]

27.

How many stores was energy use benchmarked for?

28.

What was the basis for the benchmark (national averages, something else)?

29.

Do you or someone who reports to you regularly track energy consumption for all local stores by
recording use and comparing data to previous usage?
Y N DK [If not Yes, Skip to Q31]

30.

About how often is energy consumption data reviewed? Is it…
Daily Weekly Monthly Quarterly Yearly Don’t know
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31.

Do you use energy accounting software?
Y N DK [If not Yes, Skip to Q33]

32.

What is the name of the software you prefer?

33.

Have you reviewed your energy rate schedules and energy contracts in the past 12 months?
Y N DK

Energy Management in Existing Buildings
34.

I’m going to read you a list of energy practices. For each one, please estimate the percent of
your local stores that have implemented the practice…

34a.

Remote monitoring of store energy use with regular reporting to management

34b.

Facility energy audits or assessments

34c.

Programs to shut off or reduce store lighting during night stocking when the store is closed

34d.

Anti-sweat controls on doors for freezer cases or cooler cases

34e.

Maintenance program for frozen display case door seals

34f.

Implemented a tune-up of the refrigeration system, focusing on the setup of controls

34g.

Posted guidelines for correct loading of refrigerated cases

34h.

Use of electronically commutated fan motors (ECM)

34i.

Use of permanent split capacitor (PSC) fan motors
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34j.

Have a procedure to regularly check thermostat set points and programming

34k.

Have a schedule to regularly clean honeycombs and filters, if applicable, in refrigerated cases

Purchasing and Procurement Policies
35.

Do you have written specifications for major equipment purchases?
Y N DK [If not Yes, Skip to Q38]

36.

Do you address energy efficiency in the specifications?
Y N DK

37.

In the following list, which equipment in particular has an energy efficiency specification…

37a.

Lighting?
Y N DK

37b.

Refrigeration ?
Y N DK

37c.

Food prep equipment?
Y N DK

37d.

Motors?
Y N DK

37e.

HVAC?
Y N DK

37f.

Control systems?
Y N DK

37g.

O&M services?
Y N DK

38.

Is life cycle cost analysis something you or others in your company do when evaluating major
purchases? [If asked about life-cycle cost analysis, say life-cycle cost analysis is to
include the lifetime operations and maintenance costs as well as the initial cost of the
equipment]
Y N DK [If not Yes, Skip to Q43]
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39.

Who does the analysis: yourself, someone else in your company, a consultant or designer, or
some other person?
a. Respondent b. Someone else at their company c. An outside contractor consultant, designer
d. Other (specify) e. Don’t Know [If not a, Skip to Q43]

40.

[If Q39 = d, Skip this question] Specify “other”

41.

Which of the following costs did you take into account…

41a.

Equipment cost?
Y N DK

41b.

Operations cost?
Y N DK

41c.

Maintenance costs?
Y N DK

41d.

Finance cost?
Y N DK

41e.

Estimated lifetime of equipment?
Y N DK

42.

Did you consider non-monetary benefit and costs (such as increased productivity)?
Y N DK

43.

Do you have new construction or remodel responsibility?
Y N DK [If not Yes, Skip to Q49]

44.

Do you provide construction management services?
Y N DK

45.

Which company provides new construction and remodeling design services for your chain?

46.

Do you include requirements for energy efficiency in your contracts for design services?
Y N DK
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47.

Are you familiar with the design approach called Integrated Energy Design?
Y N DK [If not Yes, Skip to Q49]

48.

Have you used Integrated Energy Design on any construction projects?
Y N DK

49.

Are you involved in any of the state grocery store associations or other professional
organizations?
Y N DK [If not Yes, Skip to Q51]

50.

Which one(s)?

51.

What kind of education and training related to energy management would be most useful to you
or your staff?

52.

Have you or any of your staff received training to obtain Building Operator Certification?
Y N DK

Characteristics
53.

Have you heard of the BetterBricks Grocery Program with the Northwest Energy Efficiency
Alliance?
Y N DK

54.

In the future, we may be conducting follow-up interviews. Would you be willing to be contacted
again?
Y N DK

Thank you for your time.
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
GROCERY STORE MANAGER SURVEY
Target: Managers of local grocery stores in the 30 targeted organizations.
Date
Name of Store
Name of Contact
Title/Position
Phone Number

Introductory Statement
May I speak to ___________________?
My name is ______________ with Research Into Action in Portland, Oregon; I am conducting research
for the Northwest electric utilities. I would like to ask you some questions about the use of energy in
grocery stores. My questions will take about 10-15 minutes. Can we schedule a good time to talk?

Screening Questions
1.

Are you currently the person responsible for decisions about operations and management for this
grocery store?
Y N [If Yes, Skip to Q4]

Could you tell me the name of the person currently responsible for decisions about facility operations and
management activities for this grocery store?
2.

Name

3.

Phone number or location

[Terminate and Thank Them for Their Time]

Survey
Thank you for taking time to talk with me today. These questions should take about 10-15 minutes.
I’d like to begin by asking you about your responsibilities.
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4.

Do you receive guidance about facility operations?
Y N DK [If not Yes, Skip to Q7]

5.

Who provides guidance?
Corporate contact Main office Wholesaler’s office Other [If not Other, Skip to Q7]

6.

Specify “other”

7.

A few years ago, issues such as … or … concerned many grocery chains. Could you tell us any
strategic issues or problems your store is facing this year?

8.

Has your company main office or wholesaler ever made a formal request to you to reduce energy
costs?
Y N DK

9.

Has your company ever provided any written guidelines to you for decisions involving energy
usage or efficiency?
Y N DK

10.

Do you receive the gas and electric utility bills at your store?
Y N DK

11.

Have you ever reviewed the energy usage data for your store on your own or with someone from
the main office?
Y N DK

12.

Does your store have energy usage goals?
Y N DK [If not Yes, Skip to Q17]

13.

How often is the achievement of energy usage goals reviewed?
Every Year More often than every year Less Often than every year Never DK

14.

Is there any reward or “bonus,” tied to the achievement of these goals?
Y N DK

15.

Is staff made aware of these goals?
Y N DK
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Is anyone on staff assigned the job of monitoring or improving energy use for your store?
Y N DK

Energy Management in Existing Buildings
I’m going to read you a list of building practices. For each one, please tell me whether it has been
implemented at this grocery store.
Have you ….
17.

Conducted facility energy audits or assessments?
Y N DK

18.

Benchmarked the energy use of your store, comparing it with that of other stores?
Y N DK

19.

Implemented control programs to shut off or reduce the lights during night stocking hours when
the store is closed?
Y N DK

20.

Implemented anti-sweat heat control on doors for freezers or coolers?
Y N DK

21.

Established a maintenance program for door seals on refrigerated cases?
Y N DK

22.

Posted guidelines for correct loading of refrigerated cases?
Y N DK

23.

Implemented an energy awareness program for staff?
Y N DK

24.

Implemented a tune-up of the refrigeration system, focusing on setup of the controls?
Y N DK

25.

Implemented a contract with your refrigeration contractor that requires specific energy
performance standards?
Y N DK

26.

Set up a procedure to regularly check thermostat set points and programming?
Y N DK
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Set up a schedule to regularly clean honeycombs and filters, if applicable, in refrigerated cases?
Y N DK

Purchasing and Procurement Policies
28.

Do you purchase lighting or refrigeration equipment for your store?
Y N DK [If not Yes, Skip to Q33]

29.

When you purchase lighting equipment do you have specifications or policies to follow that
address energy efficiency?
Y N DK [If not Yes, Skip to Q33]

30.

When purchasing refrigeration equipment do you have specifications or policies to follow that
address energy efficiency?
Y N DK [If not Yes, Skip to Q33]

31.

As a result of your store’s energy efficiency purchasing specifications, have you seen any of the
following benefits? Please answer yes or no to each…

31a.

More than 10% reduction in energy cost in existing stores?
Y N DK

31b.

Employee pride in the organization?
Y N DK

31c.

Positive image in the community?
Y N DK

32.

As a result of the energy efficiency purchasing specification, have you seen improved comfort or
reduced comfort for customers and employees, or stayed the same?
Improved comfort Reduced comfort Stayed the same

33.

Is life cycle cost analysis something you or others in your company do when evaluating major
purchases? [If asked about life-cycle cost analysis, say life-cycle cost analysis is to
include the lifetime operations and maintenance costs as well as the initial cost of the
equipment]
Y N DK [If not Yes, Skip to Q35]

34.

Which of the following costs does your approach take into account…

34a.

Equipment cost?
Y N DK
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34b.

Operations cost?
Y N DK

34c.

Maintenance costs?
Y N DK

34d.

Finance cost?
Y N DK

34e.

Estimated lifetime of equipment?
Y N DK

34f.

Is there any other cost your approach considers?
Y N DK [If not Yes, Skip to Q35]

34g.

Specify “other”

35.

Does your company consider non-monetary benefit and costs (such as increased productivity)?
Y N DK

36.

Are you or others in your store involved in any of the state grocery store associations or other
professional organizations?
Y N DK [If not Yes, Skip to Q38]

37.

Which one(s)?

38.

Are there any training topics in the area of energy management in facility operations and
maintenance that come to mind as potentially useful for you or your staff?

39.

Have you or any of your staff received certification from training in any area of building
operations and maintenance?
Y N DK [If not Yes, Skip to Q41]

40.

Have you or any of your staff received a Building Operator Certification?
Y N DK
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In the future, we may be conducting follow-up interviews. Would you be willing to be contacted
again?
Y N DK

Thank you for your time.
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
REFRIGERATION TRADE ALLY SURVEY
Date
Name of Company
Name of Contact
Title/Position
Phone Number

Introductory Statement
May I speak to

.

My name is
, with Research Into Action in Portland, Oregon; I
am conducting research for the Northwest electric utilities. I would like to ask you some
questions about energy and refrigeration in grocery stores. My questions will take about 15-20
minutes. Can we schedule a good time to talk?
Screening Questions
1.

Are you currently the person responsible for decisions about the design of refrigeration systems
for grocery stores in the Pacific Northwest?
Y N [If Yes, Skip to Q3]

2.

Could you tell me the name and phone number of the people in your firm responsible for these
decisions?
a. Name
b. Phone number or location

[Terminate and Thank Them for Their Time]
3.

How about installation and maintenance of refrigeration equipment for grocery stores in the
Pacific Northwest?
Yes, equipment installation Yes, maintenance Yes both No neither [If Q3 not No, go to
Q5]
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Could you tell me the name and phone number of the people in your firm responsible for these
decisions?
a. Name
b. Phone number or location

[If 1 = No & B = No: Terminate and Thank Them for Their Time]

Survey
Thank you for taking the time to talk with me today. These questions should take about 15 minutes. The
first questions concern refrigeration services you provide to grocery stores.
[Note to interviewer: Whenever possible, the respondent should respond on behalf of
their company. If several branches exist, then responses should be relevant to their
particular branch.]
5.

Of the grocery stores your company works with, what percent are independent regional chains?
(i.e., PCC, Haggen, IGA, Lamb’s, Market of Choice, Food for Less, etc.)?

6.

What percent are convenience stores?

7.

What percent are large national supermarket chains (i.e., Fred Meyer, Albertsons, Safeway, CostCo, etc.)?

8.

Do you design racks for grocery store refrigeration systems? [If No or DK, Skip to Q10]
Y N DK

9.

Regarding designing refrigeration racks, which statement best describes the majority of your
design projects?
a. I make the design decisions and provide specifications to the manufacturers.
b. The manufacturer and I collaborate on the design process, giving about equal input.
c. I give basic specifications to the manufacturer and they do the rest of the design.
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10.

Does your firm install refrigerated display cases?
Y N DK [If No or DK, Skip to “Controls and Settings”]

11.

Please estimate the proportion of installed refrigerated display cases in the past year that were for
independent regional grocery chains?

12.

Using a scale of 1-5, where 1 is not at all important and 5 is very important, how important do
most of your clients consider energy for the design of their refrigeration systems?
1 2 3 4 5 DK

13.

What percent of your regional independent grocery clients use heat reclaim for space heat in the
building?

14.

Have you seen any change in the level of interest in heat reclaim for space heat in the past two
years?
Y N DK [If No or DK, Skip to Q16]

15.

Explain

16.

Would this answer be different for national chains than for independent regional grocery stores?
Y N DK [If No or DK, Skip to Q18]

17.

Explain

18.

Do you regard heat reclaim for space heat as a good idea?
Y N DK

19.

Have you ever installed one of these systems?
Y N DK [If No or DK, Skip to Q23]

20.

When (what year) did you install one for the first time?

21.

What influenced the decision to install it?
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22.

[Note any reservations, concerns, caveats, or expressions of enthusiasm]

23.

Over the past year, what percent of your independent regional grocery clients have specified
electronic expansion valves in new construction?

24.

Is there a difference between regional and national chains in this respect (i.e., whether they go
with electronic expansion valves)? [If No or DK, Skip to Q26]
Y N DK

25.

Explain

26.

Over the past year, what fraction of regional independent grocery clients have specified
electronically commutated motors (ECM’s) in display cases in new construction?

27.

Is there a difference between regional and national chains in this respect?
Y N DK [If No or DK, Skip to Q29]

28.

Explain

29.

Do clients who specify ECM’s in display cases tend to specify them in walk-in’s also?
Y N DK

30.

ECM motors have been through several generations of development. Earlier generations had
issues with moisture. Do you view the most recent models of ECM’s as reliable?
Y N DK [If Yes or DK, Skip to Q32]

31.

What problems have you seen?

32.

What percentage of the refrigerated display cases you have installed over the past year included
anti-sweat heater controls?

33.

Is there a difference between regional chain grocery stores and national chain grocery stores in
this respect?
Y N DK [If No or DK, Skip to Q35]
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34.

Explain

35.

In the past year, have any of your clients specified LED lighting in refrigerated display cases?
Y N DK

Controls and Settings
36.

What percentage of the refrigeration racks you installed in the past year in regional grocery stores
used floating head pressure control?

37.

What percentage of the refrigeration racks you installed in the past year in regional grocery stores
used floating suction pressure control?

38.

What influences your decision to install or not install these types of controls?

39.

Are the set-points and control sequences specified in advance of installation of a controller for a
refrigeration system? [If No, Skip to Q42]
Y N DK

40.

Who specifies them?
Owner Manufacturer Engineer Contractor

41.

Is this responsibility typically specified in the contract?
Y N DK [Skip to Q45]

42.

Are they determined during installation?
Y N DK

43.

Who determines them?
Owner Manufacturer Engineer Contractor DK

44.

Is this responsibility typically specified in the contract?
Y N DK

45.

In new installations, do owners typically expect (and pay for) setting the expansion valves by
actually measuring the superheat at each case?
Y N DK

BETTERBRICKS GROCERY INITIATIVE: MPER #3

APPENDIX F: DATA COLLECTION INSTRUMENTS

46.

Page F-21

Who typically specifies the temperature set-points for low temp refrigerated cases?
Owner Manufacturer Engineer Contractor

HVAC
47.

Do you design HVAC systems for regional grocery stores?
Y N DK [If N or DK, Skip to “Training and Education”]

48.

Please estimate the number of HVAC systems your company designed in the past year

49.

Do you commission new or existing HVAC systems?
Y N DK [If N or DK, Skip to Q51]

50.

How many new or existing HVAC systems have you commissioned over the last year?

51.

Are you active in any trade associations for refrigeration or HVAC?
Y N DK [If N or DK Skip to Q53]

52.

Which one(s)?

Training and Education
53.

Have you heard of BetterBricks training for refrigeration services?
Y N DK [If No, DK, Skip to Q56]

54.

Have you or any of your staff taken the training?
Y N DK [If No, DK, Skip to Q56]

55.

On a scale of 1-5, with 1 being not at all useful and 5 very useful, how useful was the training for
the type of work you do?
1 2 3 4 5 DK

56.

What kind of education and training related to energy and refrigeration systems would be most
useful to you or your staff to advance your skills and knowledge (verbatim)?

57.

Do you ever try to sell services or products that would make a grocery more energy efficient,
even if the client didn’t bring it up first?
Y N DK
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58.

Do you ever put information on energy efficiency in your marketing materials?
Yes No Don’t have marketing materials [If Not Yes, Skip to Q60]

59.

Could you send me a copy of your marketing materials?
Y N DK

60.

At a broad level, what do you think are the most important trends or concerns that are affecting
the grocery store refrigeration market right now (verbatim)?

Characteristics
61.

Which of the following states does your company work in…
a. Oregon
b. Washington
c. Idaho
d. Montana
e. Any others?

62.

How many locations does your company have?

63.

How many employees does your company have?

64.

How long has your company been offering refrigeration services for grocery stores?

65.

Would you be willing to be contacted again?
Y N DK

Thank you for your time.
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
UTILITY REPRESENTATIVES SURVEY
Contact Information
Sample ID
Contact Information
Name of Contact
Name of Utility
Phone Number
Interviewer Name
Contact Date

Introduction
Hello, my name is ________ from Research Into Action in Portland, and I am calling on behalf of the
Northwest Energy Efficiency Alliance. We are talking with experts in a select sample of utilities about
energy efficiency and your commercial customers. This is an important study that will guide many
activities targeted to commercial buildings in the Northwest over the next five years. Is this a good time to
talk or can we schedule another time? Our interviews are taking 15-20 minutes. Your responses are
completely confidential.
1.

What are your utility’s energy efficiency goals and priorities for its commercial customers?

2.

Which commercial customer groups or segments are most important to your utility’s efficiency
goals and priorities? [OPEN-ENDED. RECORD ALL THAT APPLY.]
 Hospitals
 Grocery stores
 Commercial real estate
 New commercial building and design and construction services
 Existing commercial buildings and building operations
 Other (please specify)
If you selected other please specify:
Additional comments:
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Have you ever heard of BetterBricks?
 Yes
 No [TERMINATE]

4.

How familiar are you with NEEA’s BetterBricks initiatives? Are you not familiar with it at all,
familiar with it a little, familiar with it moderately, or familiar with it very much?
 Not at all familiar
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW

5.

How would you briefly describe BetterBricks to one of your customers that hasn’t heard about it?

6.

How aligned do you consider BetterBricks to be with your utility’s energy efficiency goals and
objectives? Would you say ‘not aligned at all’, ‘aligned a little’, ‘aligned moderately’, or ‘aligned
very well’?
 Not aligned at all
 Aligned a little
 Aligned moderately
 Aligned very well
 DON’T KNOW
Additional comments:

7.

How has your familiarity with BetterBricks changed since last year, if at all? Would you say…
 Not at all increased/the same
 Increased a little
 Increased moderately
 Increased significantly
 DON’T KNOW
Additional comments:
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And as your familiarity with BetterBricks has increased, which of the following statements
describes your assessment of BetterBricks?
 More favorable than previously
 Less favorable than previously
 No change and have a favorable assessment
 No change and have a neutral or unfavorable assessment
 DON’T KNOW
Additional comments:

9.

What sorts of comments have you heard from your customers about BetterBricks, if any?

Hospitals Interactions With Market Specialists And Technical Advisors
10.

Have you had any interactions with the BetterBricks market specialist or technical advisors
working with hospitals in your area?
 Yes
 No
 Don't know

11.

Specifically with regard to you being invited to appropriate meetings and giving you adequate
notice of events and meetings with your customers, how would you describe the coordination
with the hospital market specialists? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
 NA
Additional comments:

12.

Overall, how would you describe communications between the hospital market specialists and
you regarding their activities with your customers? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
 NA
Additional comments:
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13.

Do you have any recommendations for improving communications and coordination between the
hospital market specialists and utility staff such as yourself?

14.

Have you ever accompanied BetterBricks technical advisor contractors as they have assessed
facility operations at hospitals?
 Yes
 No

15.

Using the scale of ‘very dissatisfied’, ‘dissatisfied’, ‘satisfied’, or ‘very satisfied’, how satisfied
were you with their…
VERY
DISSSATISFIED
DISSATISFIED

16.

SATISFIED

VERY
SATISFIED

DON'T KNOW

a. Technical Knowledge











b. Suggestions For Efficiency











How familiar are you with Strategic Energy Management Planning or SEMP, the business
approach that BetterBricks is promoting for hospitals? Are you not familiar with it at all, familiar
with it a little, familiar with it moderately, or familiar with it very much?
 Not at all familiar [PRESS "NEXT PAGE"]
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW [PRESS "NEXT PAGE"]
 NA [PRESS "NEXT PAGE"]
Additional comments:

17.

How would you briefly describe Strategic Energy Management Planning to one of your
customers that hasn’t heard about it?
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To what extent, if at all, do you believe that the BetterBricks initiative helps your hospital
customers become more energy efficient? Would you say…
 Not at all
 A little
 Moderately
 Very much
 DON’T KNOW
Additional comments:

19.

And why did you say that?

Grocery Store Interactions with Market Specialists and Technical Advisors
20.

Have you had any interactions with the BetterBricks market specialists working with grocery
stores in your area?
 Yes
 No
 DON’T KNOW

21.

Specifically with regard to you being invited to appropriate meetings and giving you adequate
notice of events and meetings with your customers, how would you describe the coordination
with the grocery market specialists? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
 NA
Additional comments:

22.

Overall, how would you describe communications between the grocery market specialists and
you regarding their activities with your customers? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
 NA
Additional comments:
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23.

Do you have any recommendations for improving communications and coordination between the
grocery market specialists and utility staff such as yourself?

24.

Have you ever accompanied BetterBricks technical advisor contractors as they have assessed
facility operations at grocery stores?
 Yes
 No

25.

Using the scale of ‘very dissatisfied’, ‘dissatisfied’, ‘satisfied’, or ‘very satisfied’, how satisfied
were you with their…
VERY
DISSSATISFIED
DISSATISFIED

26.

SATISFIED

VERY
SATISFIED

DON'T KNOW

a. Technical Knowledge











b. Suggestions For Efficiency











How familiar are you with the refrigeration tune-up process that BetterBricks is promoting for
groceries? Are you not familiar with it at all, familiar with it a little, familiar with it moderately,
or familiar with it very much?
 Not at all familiar
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW
 NA
Additional comments:

27.

How would you briefly describe the refrigeration tune-up process to one of your customers that
hasn’t heard about it?
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How familiar are you with the Energy Action Planning, the business approach that BetterBricks is
promoting for groceries? Are you not familiar with it at all, familiar with it a little, familiar with it
moderately, or familiar with it very much?
 Not at all familiar [PRESS "NEXT PAGE"]
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW [PRESS "NEXT PAGE"]
 NA [PRESS "NEXT PAGE"]
Additional comments:

29.

How would you briefly describe the Energy Action Planning process to one of your customers
that hasn’t heard about it?

30.

To what extent, if at all, do you believe that the BetterBricks initiative helps your grocery
customers become more energy efficient? Would you say…
 Not at all
 A little
 Moderately
 Very much
 DON’T KNOW
Additional comments:

31.

And why did you say that?

Real Estate
32.

Do you currently work with commercial real estate firms to improve the efficiency of their
buildings?
 Yes
 No

33.

Are you familiar with the BOMA BEEP education series that was offered recently?
 Yes
 No
 DON’T KNOW
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Were you aware that BetterBricks played a major role in bringing that series to your area?
 Yes
 No

35.

Please rate your assessment of the value of BOMA BEEP to your customers. Would you say…
 Not at all valuable
 Valuable a little
 Valuable moderately
 Very valuable
 DON’T KNOW
Additional comments:

36.

Using the same scale, please rate your assessment of the value of BOMA BEEP to your utility
efficiency program.
 Not at all valuable
 Valuable a little
 Valuable moderately
 Very valuable
 DON’T KNOW
Additional comments:

37.

Do you have any comments to offer to elaborate on your rating of the value of BOMA BEEP to
your customers or your efficiency programs?

New Construction
38.

Does your utility currently target new construction in its energy efficiency activities?
 Yes
 No
 DON’T KNOW

39.

What do you offer new construction projects?
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How familiar are you with the integrated design approach being promoted by BetterBricks? Are
you not familiar with it at all, familiar with it a little, familiar with it moderately, or familiar with
it very much?
 Not at all familiar
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW
 NA
Additional comments:

41.

How would you briefly describe BetterBricks’ integrated design approach to one of your
customers that hasn’t heard about it?

42.

Does your utility take steps to encourage customers to use an integrated design approach when
designing new buildings?
 Yes
 No
 DON’T KNOW

43.

Could you describe what your utility does to encourage integrated design?

44.

Does your utility have any activities specifically designed to align with the AIA 2030 Challenge
to make new buildings carbon neutral by 2030 or to reduce fossil fuel consumption to 50% by
2010?
 Yes
 No [PRESS "NEXT PAGE"]
 DON’T KNOW [PRESS "NEXT PAGE"]

45.

Could you describe the activities?
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Have you had any interactions with the staff from the BetterBricks integrated design labs?
 Yes
 No
 DON’T KNOW

47.

Specifically with regard to you being invited to appropriate meetings and giving you adequate
notice of events and meetings with your customers, how would you describe the coordination
with the Integrated Design Lab staff? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
Additional comments:

48.

Overall, how would you describe communications between the BetterBricks Integrated Design
Lab staff and you regarding their activities with your customers? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
Additional comments:

49.

Do you have any recommendations for improving communications and coordination between the
Integrated Design Lab staff and utility staff such as yourself?

50.

Have you ever attended a design charette or other work session led by the Integrated Design Lab
staff?
 Yes
 No [PRESS "NEXT PAGE"]
 DON’T KNOW [PRESS "NEXT PAGE"]
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Using the scale of ‘very dissatisfied’, ‘dissatisfied’, ‘satisfied’, or ‘very satisfied’, how satisfied
were you with their…
VERY
DISSSATISFIED
DISSATISFIED

52.

SATISFIED

VERY
SATISFIED

DON'T KNOW

a. Technical Knowledge











b. Suggestions For Efficiency











To what extent, if at all, do you believe that the BetterBricks initiative helps your customers who
are designing and constructing new buildings make them more energy efficient? Would you
say…
 Not at all
 A little
 Moderately
 Very much
 DON’T KNOW
Additional comments:

53.

And why did you say that?

Building Operations
54.

Does your utility currently encourage operations and maintenance practices that improve the
energy efficiency of existing buildings?
 Yes
 No

55.

What activities does your utility do to encourage efficient operations and maintenance practices?

56.

Have you had any interactions with the BetterBricks technical advisors for building operations?
 Yes
 No
 DON’T KNOW
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Specifically with regard to you being invited to appropriate meetings and giving you adequate
notice of events and meetings with your customers, how would you describe the coordination
with BetterBricks technical advisors? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
Additional comments:

58.

Overall, how would you describe communications between the BetterBricks technical advisors
and you regarding their activities with your customers? Would you say…
 Very poorly done
 Could be better
 Satisfactory
 Very well done
 DON’T KNOW
Additional comments:

59.

Do you have any recommendations for improving communications and coordination between the
BetterBricks technical advisors and utility staff such as yourself?

60.

Have you ever accompanied BetterBricks technical advisors as they have assessed a facility’s
operation?
 Yes
 No [PRESS "NEXT PAGE"]
 DON’T KNOW [PRESS "NEXT PAGE"]

61.

Using the scale of ‘very dissatisfied’, ‘dissatisfied’, ‘satisfied’, or ‘very satisfied’, how satisfied
were you with their…
VERY
DISSSATISFIED
DISSATISFIED

SATISFIED

VERY
SATISFIED

DON'T KNOW

a. Technical Knowledge











b. Suggestions For Efficiency











BETTERBRICKS GROCERY INITIATIVE: MPER #3

APPENDIX F: DATA COLLECTION INSTRUMENTS

62.

Page F-35

How familiar are you with the BetterBricks’ approach to building operations which emphasizes
tune-up and enhanced O&M practices for existing buildings? Are you not familiar with it at all,
familiar with it a little, familiar with it moderately, or familiar with it very much?
 Not at all familiar
 A little familiar
 Moderately familiar
 Very much familiar
 DON’T KNOW
 NA
Additional comments:

63.

How would you briefly describe BetterBricks’ approach to building operations to one of your
customers that hasn’t heard about it?

64.

To what extent, if at all, do you believe that the BetterBricks initiative help your customers who
work with existing commercial buildings operate their buildings more efficiently?
 Not at all
 A little
 Moderately
 Very much
 DON’T KNOW
Additional comments:

65.

Why did you say that?

Closing
66.

Finally, is there anything additional that you would like to tell NEEA about its BetterBricks
initiatives and how it works with your customers?

Thank You Very Much For Your Time!!!
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
NEEA PROGRAM STAFF INTERVIEW QUESTIONS
Date
Name
Title/Position

Goals and Objectives
1.

Thinking of the goals and objectives of the Grocery Store Initiative, have there been any
modifications or adjustments during this past year? (Probe: why were these changes made or not
made?)

2.

Do you feel the goals are achievable in the 2010 time frame? (Probe relative to barriers, timelines,
specific targets, etc.)

3.

So how long do you feel it would take for all of the business practices to be adopted by even one
chain?

4.

What are barriers have you been experiencing in 2007 to accomplishing these goals/objectives?
(Probe for most difficult)

How has the initiative been addressing these barriers?
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5.

Do you feel that you and the [Skip/Paul] are completely aligned on the vision for the program
(explain)?

6.

Do you feel that you and your/the contractors are completely aligned on the vision for the
program (explain)?

Implementation
I want to get a better sense of what has been happening in 2007 relative to the range activities
that were of interest in 2006, so before we talk about refrigeration what is the status of the
following: (probe for specific store activities)…
7.

Business Value Proposition:

8.

Benchmarking:

9.

EnVINTA Achiever presentations:

10.

Action Plan development: (probe is there a SEMP approach again?)

11.

Employee awareness materials development:
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12.

Promotion and training of Advocates for each store:

13.

Employee awareness training:

Refrigeration Demonstrations and Training
14.

What are the key activities with different chains?

15.

What types of changes are you expecting to see in the stores as a result of these activities?

16.

How do you see the changes in these stores affecting the rest of the chain’s stores?

17.

How do you see the changes in these stores affecting other chains in the Pacific Northwest?

18.

How about website tools and resources, what is happening?

What portion of the market do you expect to be using the web site based resources?
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What activities have been occurring with utilities and BPA?

Market Conditions
20.

What would you say are the most important issues facing independent grocery store chain owners
today?

21.

What are your expectations for the national chains involvement in this initiative at this time?

Specifically Wal-Mart

Albertsons, Safeway, Kroger/Fred Meyer, Others

Closing
22.

What has been the most difficult challenge of the grocery store initiative?

23.

What do you expect to be the most successful aspect of the initiative?

24.

What do you think most needs to be changed in the Grocery Store Initiative?

BETTERBRICKS GROCERY INITIATIVE: MPER #3

Page F-40

APPENDIX F: DATA COLLECTION INSTRUMENTS

BETTERBRICKS GROCERY INITIATIVE MPER #3:
NEEA EDUCATION & TRAINING AND MARKETING STAFF
INTERVIEW QUESTIONS
Date
Name
Title/Position

Goals and Objectives
1.

Thinking of the goals and objectives of the Grocery Store Initiative, do you feel that your fully
understand them?

2.

Are they clear enough to you so that you can create appropriate ET/marketing materials and
activities (explain)?

Implementation
I want to get a better sense of what has been happening in 2007 relative to the range activities
that were of interest in 2006, so before we talk about refrigeration what is the status of the
following:
3.

What type of ET/Marketing activities have you done for the Grocery Store Initiative?

4.

What do you have planned for the Grocery Store Initiative?
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5.

[Elaine:] What is the status of the website tools and resources?

6.

What portion of the market do you expect to be using the web site based resources?

Closing
7.

What has been the most difficult challenge of the Grocery Store Initiative?

8.

What do you expect to be the most successful aspect of the initiative?

9.

What do you think most needs to be changed in the Grocery Store Initiative?
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
CONSULTANT INTERVIEW QUESTIONS
Date
Name
Title/Position

Experience with the Program
1.

What type of services are you providing to refrigeration contractors?

2.

What is your perception of the goals that Paul W./BetterBricks has for these refrigeration
contractors?

3.

What is your perception of what these firms will need to do in order to accomplish these goals?

4.

How will the services you are providing facilitate this process?

Closer
5.

What types of materials do you think you need in order to be able to move forward with the
refrigeration contractors?
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6.

How long do you think it will take before this can happen?
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
TARGET REGIONAL CHAIN CONTACT INTERVIEW QUESTIONS
Date
Name
Title/Position

Introduction
The introduction will vary based on who we are talking to.
Introduce self, explain that we are working on an MPER for BetterBricks and want to discuss their
experiences working with Paul Enfield and Paul Warila.
[Need to document where the pilot chains are now for the practices we are promoting (i.e., the
8-steps.]

Experience with the Program
1.

About how often have you met with Paul Enfield or Paul Warila?

2.

How about other people from BetterBricks? (Which ones?)

3.

What type of projects/activities are you pursuing with Paul and BetterBricks?

4.

Have you been using the benchmarking information you received?
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[If Yes] Probe for how.

5.

[If not already mentioned] Have you talked with Paul about an awareness campaign for your
employees to increase their awareness of energy usage and their behavior in the store?

Prior Experience
6.

Prior to working with Paul and BetterBricks what, if any, specific steps had you taken to decrease
energy use in your stores? (Probe for specifics)

[If Any] Had you worked with outside companies to reduce energy use?

What services did they provide?

7.

Do you know of other organizations that are offering services similar to those being provided by
BetterBricks? (Probe for specific services they are aware of them offering.)

[If yes] What are their names?
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Approach to Energy
I want to talk about your current approach to setting policies and procedures related to energy
use.
8.

Are there any policies and procedures related to energy use?

[If Yes] When were they put into place? (Clarify if before or after BetterBricks and if they have
changed because of BetterBricks.)

9.

Are they set by you at the corporate level or are they set the store level?

10.

Do your local stores have a person responsible for reducing energy use? (Clarify if all or just
some of the stores.)

11.

Have you set any energy reduction targets for the chain? (What are they, how were they chosen,
have any been achieved etc.)

12.

How often do you track individual store energy costs and usage?

[If Yes] Do you review the energy rates and contracts as part of this?
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13.

Why do you do it that often? Has that changed since you started working with BetterBricks?

14.

How often do you check set points for refrigeration, for thermostats?
Monthly Quarterly Annually Rarely
Why do you do it that often?

Has that changed since you started working with BetterBricks?

15.

Do you have any efficiency requirements for your purchasing of equipment? (Lighting, HVAC,
refrigeration, cooking equipment)?

16.

Have those requirements changed since you started working with BB?

[If Yes] How have they changed? (PROBE for specifics)

17.

Have you used life cycle cost analysis for any equipment purchase decisions? (What does this
term mean to you?)
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When did you start doing that?

18.

Are you planning any store new construction?

If so, what are your plans in terms of working with your design team for the building and
refrigeration system? (Try to determine if they are doing integrated design, planning to work
with BB etc.)

19.

What firms do you use for design and construction services? (Clarify new construction,
remodel/renovation)

20.

What are the key market conditions facing grocery stores like yours today? (Probe – what are the
most important trends you see in the industry?)

21.

Do you believe the amount of attention paid to energy efficiency in grocery stores in the past 12
months has increased, decreased, or stayed about the same?

How about in the stores you work with?
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Program Feedback
22.

What role did BetterBricks play in your current decision to reduce energy use?

23.

What were the primary reasons you decided to work with BetterBricks?

24.

Overall, what is your overall impression of the BetterBricks?

Closer
25.

What types of materials do you think you need in order to be able to move forward to change
energy using practices chain wide?

26.

How long do you think it will take before your change is able to significantly change your use of
energy (such that it would show in benchmarking?)

27.

Finally, is there anything BetterBricks could have done differently that would have made it easier
for your organization to make the commitment to energy efficiency it has made?
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BETTERBRICKS GROCERY INITIATIVE MPER #3:
TARGET REFRIGERATION CONTACT INTERVIEW QUESTIONS
Date
Name
Title/Position

Introduction
The introduction will vary based on who we are talking to. Introduce as wanting to discuss their

experience with BetterBricks,
Experience with the Program
1.

Did you participate in training or a tune-up of a store with Bill Mershon?

2.

What would you say were the benefits of that experience to you personally?

To your company?

3.

How, if at all, did that experience affect the services you are currently providing to grocery
stores? (Probe for why it did or did not.)

4.

How, if at all, did that experience affect how often you check set points for refrigeration and
thermostats at your clients’ stores?
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5.

[Ask if any plans to change services/business practices in the future.]

6.

[If haven’t made changes and/or plan to in the future, ask what if any the obstacles are to making
those changes]

7.

Have the changes only affected what you personally do or have other people in your company
adopted those changes? [PROBE: which people, or is it everyone?]

8.

Are there any aspects of what Bill Mershon was trying to explain that you are uncertain of?

9.

Is there anything that was not covered in the training that you would have liked to know about?

[Key Mechanical Only:]
10.

You have had some assistance recently from Kathy Longholland. How many times have you met
with her?

11.

How many people have been involved in those meetings?

12.

What have been the main things that you have focused on in those meetings?
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13.

How, if at all, have these meeting affected the services you are currently providing to grocery
stores? (Probe for why it did or did not.)

14.

How would you assess the value of these meetings to you and your business?

Services Similar to BetterBricks
15.

Prior to working with Bill Mershon, had you participated in trainings on similar topics offered by
other companies?

16.

[If Q16 Yes] What if any changes did you make to the way you do business as a result of those
other trainings [Probe for specifics.]

How did what Bill Mershon offered differ from those others?

17.

[If Q16 No] Are you aware of other organizations that offer similar training?

[If Yes] What are their names? (Probe for specifics on what’s offered)
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18.
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What materials or knowledge do you feel that your firm still needs to be effective in providing
these services? In selling them to your customers?

Closer
19.

What are the key market conditions facing firms like yours today? (Probe – what are the most
important trends you see in the industry?)

20.

Do you believe the amount of attention paid to energy efficiency in grocery stores in the past 12
months has increased, decreased, or stayed about the same?

How about in the stores you work with?

Notes
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