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Working on appliances’ efficiency pays off

* Electricity consumption for appliances at the global level is growing
e Saving potential is large : estimated between 10% to 30%
« Good for consumers’ energy bills, but also at the point of sale

* Insights from policy tracking: more policies are being developed, more
stringent, but globally not enough yet to reach climate goals

* Not a technical / innovation problem:
 Make today’s best-in-class products the mainstream products
« Consistency in implementing policies on the long run: MEPS and labels
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In an “ideal” world Ieqd

There would be no need for consumer information and engagement
* One global standard to measure energy consumption

* One global MEPS with one global step by step calendar

* Inefficient products would be forbidden

« Consumer choice would be reduced

» Products would be energy efficient by default and no superfluous kWh would be
consumed



Consumer information and engagement: A few insights & examples |@C)

* Appliances policies are complex, consumers are not energy geeks -
policies must be accompanied by information, end-users should feel
engaged

e Culture matters

* Energy and environmental education: do people know what is a kWh,

how are they produced, which what impact? ENERGIA

Unidad inlenor

 What are the societal messages?
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Consumer information and engagement: A few insights & examples |@C)

« Education and Information programmes have an obvious impact, but are
difficult to quantify

* Programmes should be implemented on the long run to match a variety of
situations and provide information at the good moment

* Information programmes often implies
working with middlemen: importers, retailers,
Installers, civil society representatives
- each with their own logic

blablabla..




Consumer information and engagement: A few insights & examples 120

* They should rely on (tested) simple and
Intuitive messages whereas the issue is
complex and offers very few opportunities

to involve emotions

* Messages should relate to the wallet

and to the planet

* Use consumer friendly tools,
part of their daily life
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Merci

d’agir avant que le climat

Utilisez des appareils respectueux
du climat: www.topten.ch
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