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Executive Summary  
This study identifies effective program planning, design, implementation, and evaluation 
practices as described in the market transformation (MT) literature. It also examines practices 
that have been used to support MT for five types of residential programs (lighting, products 
including appliances and consumer electronics, whole house, HVAC, and new construction) in 
jurisdictions outside California. The purpose of the study was to identify and summarize 
effective practices in support of MT from both programs and the literature for the consideration 
of the California investor-owned utilities (IOUs).1 

Approach 

To meet the study objectives, NMR reviewed key reports and conference papers on the planning, 
design, implementation, and evaluation of MT programs to develop a summary of practices 
recommended in the literature. NMR also identified residential programs in the Pacific 
Northwest, New England, and New York that qualify as “strategic market transformation” 
programs as described by Prahl and Keating: 

Strategic market transformation is a program approach that uses ‘the tools of market 
transformation to make a deliberate and rigorous effort to intervene in [targeted], clearly 
defined markets.’ Strategic MT programs are expected to have market-transforming 
effects. Strategic MT acknowledges that not all markets are transformable, and allows for 
the tactical incorporation of other programs in the effort to change the target market. 2 

For these programs, NMR obtained and reviewed program reports to glean information on the 
program designs, strategies, evaluation approaches, and other relevant topics. Finally, the 
research team interviewed staff representing eight programs across four administrators of 
strategic market transformation programs—Efficiency Vermont, the Massachusetts Program 
Administrators (Berkshire Gas, Columbia Gas, National Grid, New England Gas, 
NSTAR/Western Massachusetts Electric, and Cape Light Compact), the New York Energy 
Research and Development Authority (NYSERDA), and the Northwest Energy Efficiency 
Alliance (NEEA)—to further understand the actual planning, design, implementation, and 
evaluation practices for these programs.  

Summary of Effective Practices 

Through the literature review, NMR identified the following effective planning, design, 
implementation, and evaluation practices in support of MT program approaches.   

Effective program planning, design, and implementation include the following practices: 

1. Identify target markets 

                                                 
1 Pacific Gas & Electric, Southern California Edison, San Diego Gas & Electric, and Southern California Gas. 
2 Prahl, R., & K. Keating, “Planning and Evaluating Market Transformation: What the Industry has Learned, and 
Possible Implications for California” (Market Transformation Workshop, Consultant Whitepaper Draft, October 17, 
2011). 
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2. Characterize the market 
3. Identify the baseline and ensure ample savings are possible 
4. Develop a market model 
5. Develop program theory and logic model and match program theory to market 

characterization 
6. Develop a market transformation story 
7. Establish interim and long-term indicators of market effects 
8. Articulate an exit or transition strategy for when transformation is complete 
9. Continue to measure and monitor key market indicators after transition 
10. Work with markets by doing the following:  

• Recognize and use market forces 
• Find market allies who are willing to work with the program 
• Promote competition 
• Share risks with other market actors 
• Use upstream market actors to influence downstream adoption of energy-efficient 

products and services 
11. Identify and promote non-energy benefits to the product or service 
12. Leverage resource acquisition tools or programs 
13. Take the innovation adoption curve into account: 

• Focus on early adopters in opening markets for innovative products, including 
energy-efficient products 

• Avoid the “chasm” between adoptions by innovators and the general public 
14. Form a market-based advisory group to help shape and review the program 

Effective program evaluation includes the following practices: 

1. Match the evaluation strategy to the program logic 
2. Track indicators tied to expected outcomes 
3. Perform regular, ongoing research into the status of the market 
4. Assess market effects periodically 
5. Refine the program theory and logic model 
6. Assess attribution 
7. Calculate net savings at the market level 
8. Assess sustainability and prepare for exit or transition 
9. Tell the market transformation story 
10. Continue tracking market effects after the program has ended 

Implementation of Practices 

The interviews and review of program reports suggest that the program administrators with 
programs examined for this study undertake most of the planning, design, implementation, and 
evaluation practices listed above. There are a few exceptions, mostly practices that we were not 
able to examine for the study or practices carried out by NEEA alone.  
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We found that one practice—developing a graphic market model (3.1.4)—is not routinely carried 
out by any of the program administrators. In addition, only NEEA carries out four of the 
practices associated with planning for market exit or transition and tracking market effects after 
the program has ended. 

In regard to claiming savings from market effects, the Massachusetts Program Administrators 
and NYSERDA are able to claim these savings to the extent that they are embedded in net-to-
gross (NTG) ratios. NEEA funders are able to claim the energy savings from the net market 
effects of NEEA initiatives. 

We found no MT-specific evaluation protocols in use by any of the program administrators, 
although NYSERDA operates under evaluation guidelines that provide general guidance on 
spillover attribution measurement and is developing market effects measurement guidelines, 
while Massachusetts Program Administrators operate under standardized approaches to 
estimating program-level net savings. However, these guidelines and standards are not 
prescriptive. 

While the study did not focus on policy, it yielded the following policy-related insights from the 
interviews: 

 Claiming savings from programs’ market effects may be simpler in states or regions with 
a clear, consistent market transformation program track and framework, especially the 
Pacific Northwest. 

 Less prescriptive evaluation protocols may be preferable for MT, as these approaches 
allow methods to change as programs and markets change.   

 If programs focused on transforming markets are to be treated like generation or resource 
acquisition savings, the relatively long wait before MT efforts bear returns must be taken 
into account in both planning and evaluation.  

 While the calculation of NTG based on a program’s effects within a single year is an 
example of an evaluation timeframe that is too short to take market effects from MT into 
account, the near-annual measurement of NTG for residential lighting in Massachusetts 
has accounted for the acceleration of the adoption curve, thereby demonstrating the 
market effects of the Massachusetts program and partially overcoming the limitations 
imposed by the regulatory requirement of examining net savings within the program year 
only. 

 For cases in which program administrators report to regulators, an informal, collaborative 
approach to evaluation planning may benefit MT efforts. Several interviewees offered 
some important related insights, including the following:  

 MT evaluation can be improved by involving program staff members in 
evaluation planning and obtaining their input in developing measurement 
instruments such as survey questions and data collection forms.  

 It is wise to plan for evaluation while planning the program in order to make sure 
to collect the data that will be needed for evaluation from program inception.  
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 Program administrators should work together to try to negotiate getting sales and 
other data as part of contracts with program partners. 

 Placing responsibility for market research with an organization other than the program 
administrator may impede carrying out timely market characterization studies that 
provide rich information about the dynamics of a particular market. 

 It is difficult to operate programs with MT goals while simultaneously attempting to meet 
ambitious resource acquisition goals, although resource acquisition programs can be 
leveraged as part of a greater MT effort. 

Supporting Appendices 

The study includes appendices with detailed information about barriers commonly identified for 
the program types, strategies of each individual program and the market actors targeted, the types 
of market progress indicators tracked, and program descriptions and logic models. 

 


