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M A R K E T  T R A N S F O R M A T I O N  I S  A  D I F F E R E N T  F R A M E W O R K
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M A R K E T  T R A N S F O R M A T I O N  
R E Q U I R E S  A  D I F F E R E N T  

E V A L U A T I O N  F R A M E W O R K

• Focus on market changes, rather 
than individual changes

• Don’t know where the equipment is
• The design is to make the 

comparison group invalid

Need some way to see an alternate 
future
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R E V I S E D  
L O G I C  

M O D E L

Pay incentives 
to increase PQS 

and obtain 
sales data

Use sales, 
data to 
advance 

specs, C&S

1 2

3

Sales increases 
lead 

manufacturers 
to improve 

efficient 
offerings
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N A T I O N A L  R P P  C O N T E X T

Since March 2016 RPP is a 
national effort under the 
auspices of ENERGY STAR

The most recent estimates from 
ENERGY STAR indicate the program 
covers roughly 18% of the total U.S. 
residential population.

In 2018, RPP had 9 Program 
Sponsors.

PY2018 Participating Retailers
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S I M P L E  E X A M P L E :  L E A V E - O N E - O U T  M O D E L  F I T
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J A C K K N I F E  M O D E L  A V E R A G I N G

• All models are simplifications
• Multiple models may have features 

that fit the underlying market 
behavior

• By combining multiple models we 
can create a better synthetic model

• Jackknife model averaging uses 
numerical optimization to combine 
the models to achieve the best 
leave-one-out fit.
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P R E / P O S T  M O D E L - A V E R A G I N G  F O R E C A S T  B A S E L I N E

Additional methods supplement the sales analysis to create a holistic picture.
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M O D E L  A V E R A G I N G  O F  S A L E S  D A T A
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S A L E S  D A T A  M O D E L I N G  R E S U L T S

Over two-year period

PG&E stopped incenting 
basic tier soundbars in 
April 2017.
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C O M P A R I S O N  O F  S A L E S  D A T A  +  S H E L F  A S S O R T M E N T  D A T A

A comparison shows general alignment, though soundbars shows opposite trend, 
and room AC trend is not significant.

** denotes statistical significance.
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• Market transformation efforts like RPP require a different 
evaluation framework

• Model averaging provides a method to combine competing 
models of program impact in a data-driven, statistically-
founded manner

• With PG&E’s RPP program, this approach lined up well with 
other sources of information

C O N C L U S I O N S
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Questions?

Brett Close
bclose@emiconsulting.com

t. 206.388.0988
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