Energy Efficiency in Commercial Foodservice Equipment -  Market Effects Study Appendices

Appendix I
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METHODOLOGY

Approach: Focus group

Sample Size/

Participants: 9 FSTC advisors

Market: San Ramon Food Service Technology Center

Timing: Session conducted on November 6, 2003
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Most advisors disagree that there has been a nominal impact among non-

participating end-users regarding the FSTC program.

• Many of the advisors believe that non-participants who purchase energy efficient 

equipment were probably impacted by FSTC efforts at least in an indirect manner.

– Most agree that even unawareness of the FSTC is not necessarily an indicator of 

the Centers impact in the marketplace.

– Some contend that the lack of familiarity or awareness of some of the acronyms 

(ASTM, FSTC, etc.) is not an indicator of ineffectiveness.

• Some of the advisors believe that a considerable number of end-users prioritize 

energy efficiency well below cost and performance criteria.

– A few believe that split incentives continue to be a barrier.
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Most advisors believe that many of the non-participant end-users have been in one 

way or another impacted by the efforts of the FSTC.

…“I’d like to challenge the question…So we’re asking why there has been no impact on people 

they have not been in touch with at all.  You would expect to have no impact, but the truth of 

the matter is there has been an enormous impact. Anybody who is buying equipment and 

finds an Energy Star marking on it even though they never even heard of San Ramon or Don 

Fischer is being influenced by this thing.  They’re (labeled as) non-participants, they don’t 

even know they’re being influenced by it.  I think there has been a tremendous secondary 

impact on non-participants.”…

…“We put together a program to help off-set the cost of buying more energy efficient appliances 

for the foodservices.  The foundation for the program was work developed by the Center 

(FSTC).  Customers may not know anything about anything about anything but they are now 

buying more energy efficient appliances because there is a program that off-sets some of the 

costs and that body of work, the technical portion, was done here.  They (non-participants) 

are being influenced.”…

…“A few years ago I’d be talking to manufactures and they would say ‘The only thing our 

customers care about is lowest cost out the door.  They don’t care if it uses 20 times more 

energy.’   That has taken a 180 degree turn.  Now they are recognizing that it isn’t just the 

first dollar that they put out but it is fewer dollars out of their pocket down the road that 

matters .”…

…“It’s unfair to say there isn’t an impact.  It’s fair to say that they don’t recognize that there is an 

impact or they are not aware of an impact…(They may be) unaware of the work that they are 

(FSTC) doing.  They may have been impacted by it through regulatory issues, through 

rebates that utilities put out there.”…
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Several advisors identified some areas for the lack of penetration among non-

participants –lower priority of energy efficiency vs. other criteria, split incentives, 

confusion over nomenclature.

…“When we think of what a person operating a restaurant wants for their 

equipment, energy efficiency isn’t the top line.  It comes probably third place, 

fourth place…maybe not  even in the top five.  ‘It has to cook my food to my 

quality standards.  It has to work on Friday nights, whenever my busy time is. It 

better be working.  And the perception of the operating cost comes into play.’  

And so the insurance needs to go to the restaurateur that you are a reliable 

company with a reliable piece of equipment and it is going to cook the food 

properly.  Then you start thinking about the cost (and energy efficiency) .”…

…“I think there is a separation in the foodservice industry between the person who 

decides what equipment to purchase and the person who is paying the bills.  For 

example, if chefs get to pick their own equipment and they are not the owner, 

they probably have no sensitivity to energy use of the appliance or some of these 

quantitative measures of performance.  They are looking for ‘How does it cook, 

simple controls.’  They are looking for functionality, user friendly, intuitiveness.  

They are not paying the bills, so energy is not even in their question.”…

…“if you’re asking a question of somebody and you are asking them to know the 

lingo and they are a cook or a chef or a restaurant owner, they are not going to  

know the lingo, but they might know (about energy efficiency appliances)”
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Numerous suggestions were offered by advisors to reduce barriers for non-

participating end-users.

• Some believe that the Center should focus on selling energy efficiency and not on 

building its own name recognition and to identify it’s many accomplishments. Survey 

may have asked wrong question by asking whether people recognized FSTC.

• Others believe that their target audience should be operators and not engineers.

• A few contend that more proactive approaches should be utilized with non-

participants, (e.g., direct calling, doing regional and national symposiums) and that 

they should go to key market actors.

• A few think that monetary incentives may entice some of the non-participants.


Slide 7


[image: image7.emf]6

Advisors provided a variety of suggestions to reach the non-participant end user 

segment.

…“The FSTC does tech transfer very well but they don’t get up there and say ‘We’re FSTC’.  

What they’re getting out is the energy saving message.  People that go to these seminars 

may not identify that FSTC is the source.  To make the survey look good, they have to toot 

their own horn more, but I am not sure that is the purpose.  Thepurpose is to get the people 

to save energy and if that is the message and people are getting the message, they don’t 

need to know where the information came from.”…

…“The center is focused on being engineers talking to other engineers, but in the foodservice 

arena, it sure is not the engineers that are making the purchasing decisions.  It is the 

operations people who ultimately decide what equipment is purchased.”…

…“Most of the out-reach is in a seminar context at national meetings or regional meetings or 

their own seminars.  Have they ever picked up the phone, having met somebody at a chain, 

and say ‘We would like to call on you and  tell you about what we are doing.’  Or ‘We would 

like to invite you to come out and see our place and show you what we have been doing.’  It 

is an assertive or an active contact versus a passive contact.”…

…“Direct sales always helps.”…

…“The incentives they mentioned would seem to work.  We’ll pay you $50 and we will show you 

how to save $500 or whatever.”…

…“I don’t know what they could do any more than to be in  groups (like) MAECO and NAFEM 

and MUFES to interact with end-users and manufacturers.  That is the single biggest thing 

they could do to increase their exposure.”…
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Most agree that the FSTC website, as currently configured (including recent 

modifications) would not be a strong vehicle to reach the non-participant end user.

• Some believe the website is too passive an approach, especially versus the direct 

sales call option.

• Many believe the verbiage that is used on the website is too technical for end-users. 

• Reports on website should have summaries or abstracts that make the information 

more available.

• Include a Frequently Asked Questions page.
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Most advisors believe the website, as currently structured, does not appear to be a 

viable option to capture non-participant end users.

…“It’s an option, but somebody has to go to it.  How do they know that a website 

exists?”…

…“Prior to the new one (FSTC website), it was not particularly end user friendly.  It 

is much more friendly to people who know the words.”…

…“It is not so much layout or clickability or whatever, it is the jargon.  It is the 

vocabulary.  It is teaching them kindergarten before you give them a high school 

class.”…

…“It would be very nice if their report would have a summary, a three line summary 

telling you the bottom line.  That is  a lot of work, because they have a lot of 

reports.  I mean you condense that entire report into three lines..”
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Many of the advisors felt that they unclear regarding the exact definitions of 

product availability and split incentives as manufacturer barriers, but discussion 

pointed out that they did understand the concept.

• Most of the advisors agreed that the energy crisis over the last several years, 

especially in California, has increased awareness, knowledge and receptivity to 

energy efficient options and, as a result, this has brought forth a greater willingness to 

compromise.

• Some advisors felt that Product Availability is less of a problem because there are 

more tests and more pieces of energy efficient equipment on the market.
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Although quite a few advisors were unsure of the definitions of product 

availability and split incentives, most believe that the recent energy crises may 

explain why fewer manufacturers currently perceive these as barriers.

…“We had it (product availability) explained to us, what it meant, and most of us, I think, still 

don’t understand it and I doubt whether the people who answered the questions understood 

it either.”…

…“One reason is because it is now entered into the Energy Star.  It is entered into California 

codes.  Now they are recognizing to settle in California they have to use the ASTM test 

method.  To get Energy Star and to compete with their peers, they have got to use the ASTM 

method.  So the ante has been raised in this energy game both by code and marketing 

pressure to test the appliances.”…

…“The brown-outs, the electrical shortages made people much more aware of asking for energy 

efficient appliances.”…

…“From ’99 to 2003 we have a major energy crisis in California and it’s almost politically correct 

to tell your customer that now my appliances use X amount of energy or less than somebody 

else.  We have very attractive utility incentives so the manufacturers see that they can sell 

more of their stuff by giving the energy angle a chance because the incentives are so high in 

2003.  All this pushed them to say ‘Yeah, let’s put forward the energy piece.’.”…
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Continued

…“Energy efficiency has become more important.  Now perhaps due to the energy 

crisis, perhaps due to Energy Star, advertisement, acquired knowledge, energy 

has become part of the decision of purchasing that widget.   Therefore, the 

manufacturer has perceived that being energy efficient is no biggie.  It is part of 

the process of selling something.”…

..“The manufacturer has a wider range of products now so that he can provide both 

the energy efficient product and the cheap model so that now he doesn’t see it 

as a barrier because he’s got this whole variety to respond better to what the 

purchaser wants.”…

…“With corporate downsizing, where you might have had Operations, Purchasing, 

Engineering and all these different entities that you had to talk to, now it is all the 

same person.”…
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A few reasons were provided why many manufacturers continue not to use ASTM 

test methods – lack of ownership during development stage, too costly to invest in 

equipment.

…“There is a cost issue.  It costs more to make it meet a performance spec.  The nation doesn’t 

regard it as a high priority yet.”…

…“Testing costs a lot of money and manufacturers are going to test only if they have some 

incentive to do it.  The Energy Star is a  good way to go.”…

…“The ASTM procedures have to be renewed every 5 years.  AS the FSTC goes through that 

process, when they get to the fryer once they invite fryer manufacturers in (for feedback and 

ownership).”…

…“It is nice to ask the players that are going to participate tobe part of the solution.”…

• Some felt that the FSTC needed to partner with engineers from manufacturers, since 

engineers don’t attend ASTM.

• To the extent that they do use the tests, they are forced to by some large users…thus they 

don’t have ownership.
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Advisors agree that for manufacturers to adopt ASTM test methods they must make them 

part of the process and they should simplify the results so they can be more easily used.

…“The test method is very key.”…

…“One of the main focuses of the Center should be the pursuit of ASTM test 

development.  The testing standard is in fact a major thing.”…

… “I think the end results should be more simplified, even for myself who is 

supposed to be a technical person, it is a little too complex.  Even if we could get 

it to where these independent operators can see something simple.”…

…“If the Center can tie-in the cooking characteristics with the energy performance, 

they are going to reach more people and it is going to correlate.”…
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What should the FSTC do next?

• The main focus of he Center should be ASTM test procedure development.

• The FSTC should focus on key appliance types.


Equipoise Consulting Incorporated
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Most advisors believe that many of the non-participant end-users have been in one way or another impacted by the efforts of the FSTC.

…“I’d like to challenge the question…So we’re asking why there has been no impact on people they have not been in touch with at all.  You would expect to have no impact, but the truth of the matter is there has been an enormous impact. Anybody who is buying equipment and finds an Energy Star marking on it even though they never even heard of San Ramon or Don Fischer is being influenced by this thing.  They’re (labeled as) non-participants, they don’t even know they’re being influenced by it.  I think there has been a tremendous secondary impact on non-participants.”…



…“We put together a program to help off-set the cost of buying more energy efficient appliances for the foodservices.  The foundation for the program was work developed by the Center (FSTC).  Customers may not know anything about anything about anything but they are now buying more energy efficient appliances because there is a program that off-sets some of the costs and that body of work, the technical portion, was done here.  They (non-participants) are being influenced.”…



…“A few years ago I’d be talking to manufactures and they would say ‘The only thing our customers care about is lowest cost out the door.  They don’t care if it uses 20 times more energy.’   That has taken a 180 degree turn.  Now they are recognizing that it isn’t just the first dollar that they put out but it is fewer dollars out of their pocket down the road that matters .”…



…“It’s unfair to say there isn’t an impact.  It’s fair to say that they don’t recognize that there is an impact or they are not aware of an impact…(They may be) unaware of the work that they are (FSTC) doing.  They may have been impacted by it through regulatory issues, through rebates that utilities put out there.”…
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Most agree that the FSTC website, as currently configured (including recent modifications) would not be a strong vehicle to reach the non-participant end user.

		Some believe the website is too passive an approach, especially versus the direct sales call option.





		Many believe the verbiage that is used on the website is too technical for end-users. 





		Reports on website should have summaries or abstracts that make the information more available.





		Include a Frequently Asked Questions page.
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Many of the advisors felt that they unclear regarding the exact definitions of product availability and split incentives as manufacturer barriers, but discussion pointed out that they did understand the concept.

		Most of the advisors agreed that the energy crisis over the last several years, especially in California, has increased awareness, knowledge and receptivity to energy efficient options and, as a result, this has brought forth a greater willingness to compromise.





		Some advisors felt that Product Availability is less of a problem because there are more tests and more pieces of energy efficient equipment on the market.
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Continued



…“Energy efficiency has become more important.  Now perhaps due to the energy crisis, perhaps due to Energy Star, advertisement, acquired knowledge, energy has become part of the decision of purchasing that widget.   Therefore, the manufacturer has perceived that being energy efficient is no biggie.  It is part of the process of selling something.”…



..“The manufacturer has a wider range of products now so that he can provide both the energy efficient product and the cheap model so that now he doesn’t see it as a barrier because he’s got this whole variety to respond better to what the purchaser wants.”…



…“With corporate downsizing, where you might have had Operations, Purchasing, Engineering and all these different entities that you had to talk to, now it is all the same person.”…
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Advisors agree that for manufacturers to adopt ASTM test methods they must make them part of the process and they should simplify the results so they can be more easily used.

…“The test method is very key.”…





…“One of the main focuses of the Center should be the pursuit of ASTM test development.  The testing standard is in fact a major thing.”…





… “I think the end results should be more simplified, even for myself who is supposed to be a technical person, it is a little too complex.  Even if we could get it to where these independent operators can see something simple.”…





…“If the Center can tie-in the cooking characteristics with the energy performance, they are going to reach more people and it is going to correlate.”…
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What should the FSTC do next?





		The main focus of he Center should be ASTM test procedure development.





		The FSTC should focus on key appliance types.
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A few reasons were provided why many manufacturers continue not to use ASTM test methods – lack of ownership during development stage, too costly to invest in equipment.



…“There is a cost issue.  It costs more to make it meet a performance spec.  The nation doesn’t regard it as a high priority yet.”…





…“Testing costs a lot of money and manufacturers are going to test only if they have some incentive to do it.  The Energy Star is a  good way to go.”…



…“The ASTM procedures have to be renewed every 5 years.  AS the FSTC goes through that process, when they get to the fryer once they invite fryer manufacturers in (for feedback and ownership).”…



…“It is nice to ask the players that are going to participate to be part of the solution.”…



Some felt that the FSTC needed to partner with engineers from manufacturers, since engineers don’t attend ASTM.



To the extent that they do use the tests, they are forced to by some large users…thus they don’t have ownership.
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Although quite a few advisors were unsure of the definitions of product availability and split incentives, most believe that the recent energy crises may explain why fewer manufacturers currently perceive these as barriers.

…“We had it (product availability) explained to us, what it meant, and most of us, I think, still don’t understand it and I doubt whether the people who answered the questions understood it either.”…



…“One reason is because it is now entered into the Energy Star.  It is entered into California codes.  Now they are recognizing to settle in California they have to use the ASTM test method.  To get Energy Star and to compete with their peers, they have got to use the ASTM method.  So the ante has been raised in this energy game both by code and marketing pressure to test the appliances.”…



…“The brown-outs, the electrical shortages made people much more aware of asking for energy efficient appliances.”…



…“From ’99 to 2003 we have a major energy crisis in California and it’s almost politically correct to tell your customer that now my appliances use X amount of energy or less than somebody else.  We have very attractive utility incentives so the manufacturers see that they can sell more of their stuff by giving the energy angle a chance because the incentives are so high in 2003.  All this pushed them to say ‘Yeah, let’s put forward the energy piece.’.”…
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Most advisors believe the website, as currently structured, does not appear to be a viable option to capture non-participant end users.

…“It’s an option, but somebody has to go to it.  How do they know that a website exists?”…





…“Prior to the new one (FSTC website), it was not particularly end user friendly.  It is much more friendly to people who know the words.”…





…“It is not so much layout or clickability or whatever, it is the jargon.  It is the vocabulary.  It is teaching them kindergarten before you give them a high school class.”…





…“It would be very nice if their report would have a summary, a three line summary telling you the bottom line.  That is  a lot of work, because they have a lot of reports.  I mean you condense that entire report into three lines..”
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Numerous suggestions were offered by advisors to reduce barriers for non-participating end-users.

		Some believe that the Center should focus on selling energy efficiency and not on building its own name recognition and to identify it’s many accomplishments. Survey may have asked wrong question by asking whether people recognized FSTC.



 



		Others believe that their target audience should be operators and not engineers.





		A few contend that more proactive approaches should be utilized with non-participants, (e.g., direct calling, doing regional and national symposiums) and that they should go to key market actors.





		A few think that monetary incentives may entice some of the non-participants.
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Advisors provided a variety of suggestions to reach the non-participant end user segment.

…“The FSTC does tech transfer very well but they don’t get up there and say ‘We’re FSTC’.  What they’re getting out is the energy saving message.  People that go to these seminars may not identify that FSTC is the source.  To make the survey look good, they have to toot their own horn more, but I am not sure that is the purpose.  The purpose is to get the people to save energy and if that is the message and people are getting the message, they don’t need to know where the information came from.”…



…“The center is focused on being engineers talking to other engineers, but in the foodservice arena, it sure is not the engineers that are making the purchasing decisions.  It is the operations people who ultimately decide what equipment is purchased.”…



…“Most of the out-reach is in a seminar context at national meetings or regional meetings or their own seminars.  Have they ever picked up the phone, having met somebody at a chain, and say ‘We would like to call on you and  tell you about what we are doing.’  Or ‘We would like to invite you to come out and see our place and show you what we have been doing.’  It is an assertive or an active contact versus a passive contact.”…



…“Direct sales always helps.”…



…“The incentives they mentioned would seem to work.  We’ll pay you $50 and we will show you how to save $500 or whatever.”…



…“I don’t know what they could do any more than to be in  groups (like) MAECO and NAFEM and MUFES to interact with end-users and manufacturers.  That is the single biggest thing they could do to increase their exposure.”…
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Several advisors identified some areas for the lack of penetration among non-participants –lower priority of energy efficiency vs. other criteria, split incentives, confusion over nomenclature.

…“When we think of what a person operating a restaurant wants for their equipment, energy efficiency isn’t the top line.  It comes probably third place, fourth place…maybe not  even in the top five.  ‘It has to cook my food to my quality standards.  It has to work on Friday nights, whenever my busy time is. It better be working.  And the perception of the operating cost comes into play.’  And so the insurance needs to go to the restaurateur that you are a reliable company with a reliable piece of equipment and it is going to cook the food properly.  Then you start thinking about the cost (and energy efficiency) .”…



…“I think there is a separation in the foodservice industry between the person who decides what equipment to purchase and the person who is paying the bills.  For example, if chefs get to pick their own equipment and they are not the owner, they probably have no sensitivity to energy use of the appliance or some of these quantitative measures of performance.  They are looking for ‘How does it cook, simple controls.’  They are looking for functionality, user friendly, intuitiveness.  They are not paying the bills, so energy is not even in their question.”…



…“if you’re asking a question of somebody and you are asking them to know the lingo and they are a cook or a chef or a restaurant owner, they are not going to  know the lingo, but they might know (about energy efficiency appliances)”
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METHODOLOGY

Approach:	Focus group





Sample Size/

Participants:	9 FSTC advisors



			

Market:		San Ramon Food Service Technology Center

			



Timing:		Session conducted on November 6, 2003
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Most advisors disagree that there has been a nominal impact among non-participating end-users regarding the FSTC program.

		Many of the advisors believe that non-participants who purchase energy efficient equipment were probably impacted by FSTC efforts at least in an indirect manner.



		Most agree that even unawareness of the FSTC is not necessarily an indicator of the Centers impact in the marketplace.



		Some contend that the lack of familiarity or awareness of some of the acronyms (ASTM, FSTC, etc.) is not an indicator of ineffectiveness.





		Some of the advisors believe that a considerable number of end-users prioritize energy efficiency well below cost and performance criteria.



		A few believe that split incentives continue to be a barrier.
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