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Find out best
products in Europe

Cold appliances

e Free standing refrigerators
e Built-in refrigerators

e Chest freezers

e Upright freezers

Washing machines
Dishwashers

Air conditioners
TVs

Tumble driers
* Residential use
e Semi professional use

Vacuum cleaners

Coffee machines
e Fully automatic
e Capsule espresso machines

Energy saving lamps
e Compact Fluorescent lamps
e LED lamps

o LED reflector lamps

Office equipment

e Computer monitors

e Laser printers

e Laser multifunction printers
e Inkjet printers

¢ Inkjet multifunction printers

Cars

o Mini

e Small

e Compact

o Middle class

e Upper middle class

e Vans 5 seats

¢ Vans 6 seats and more

Circulation pumps

Electric water heaters

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Executive summary

EURO-TOPTEN PLUS project

www.topten.eu
January 2009 - December 2011

20 partners presenting complementary backgrounds: energy spe-
cialists, energy agencies and research institutes, environmental
NGOs and consumer organisations with communication compe-
tencies:

ADEME - French Agency for Environment and Energy, Valbonne, France (coordinator)
AEA - Austrian Energy Agency, Vienna, Austria

DENA, German Energy Agency, Berlin, Germany

FEWE, Polish Foundation for Energy Efficiency, Katowice, Poland

ICEMENERG - Energy Research and Modernising institute, Bucharest, Romania
ICLEI - Local governments for sustainability

Lithuanian National Consumer Federation, Vilnius, Lithuania

Motiva, Helsinki, Finland

Norwegian Society for the Conversation of Nature / Friends of the Earth, Oslo Norway
Oeko-Zenter - Ecological Center, Luxembourg

Oko-Institut - Institute for Applied Ecology, Freiburg, Germany

Quercus - National Association for Nature Conservation, Lisbon, Portugal

SEVEN - The Energy Efficiency Center, Prague, Czech Republic

Wuppertal Institute for Climate, Environment and Energy, Wuppertal, Germany

WWE Belgium, Brussels, Belgium

WWEF European Policy Office (EPO), Brussels Belgium

WWEF France, Paris, France

WWEF Greece, Athens, Greece

WWE Italy, Rome, Italy

WWEF Spain, Madrid, Spain

The members of the Steering Committee show interest in the
Euro-Topten Plus project, support its partners or start to
manage a Topten activity in their country:

REGEA, North-West Croatia Regional Energy Agency, Croatia
SAFE, Swiss Agency for efficient energy use, Zurich

Swedish Society for Nature Conservation, Sweden

Topten Switzerland, Zurich

Cost: 1.71 M€
Support from the Intelligent Energy-Europe programme: 1.12 M€
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Purpose

Topten is a market transformation tool used to bring more energy efficiency on the market of prod-

ucts and equipment. Topten:

¢ Provides selections of the most efficient products available on the market. The selections are dis-
played on user-friendly websites managed at national level, close to consumers' markets

e Stimulates consumers and large buyers, via communication and support to professional procurers

e Stimulates manufacturers and retailers, via regular contacts, information and promotion of their
most efficient products

e Contributes to market transformation and policy design thanks to its analyses

Key results

¢ 16 websites presenting continuously updated selections of best appliances, recommendations for
users, and selection criteria

e |nformation available in 13 languages

e 35 product categories scanned in the 16 countries, broken down into more than 400 market seg-
ments reflecting consumers' preferences

e More than 4.65 million visitors over the three years of the project, 1.8 million in 2011. Together with
Switzerland, all European Topten websites have attracted 6.65 million visitors between 2009 and
2011, of which 2.5 millions for the sole 2011

e Extensive media coverage

e An open Topten platform: new organisations can join at any time (as the Society for Nature Con-
servation in Sweden did in 2011)

e Differentiated impact on numerous target groups: tailored information delivered to consumers, pro-
curement officers, policy makers, NGOs and institutions, support to utilities, support and recogni-
tion to product manufacturers and retailers investing in energy efficiency

e As a result, over 75 partnerships developed across Europe

e "Best of Europe": the only review of the supply of efficient appliances on the European market (BAT,
policy analyses)

e |ntegration in a world-wide network together with TopTen USA and Top10 China, www.topten.info

Target groups and main inputs brought by the project

Market Actor Topten Value Proposition

Consumers o User-friendly interface to identify most efficient products

e Educate consumers on total life-cycle cost (purchase price plus energy bill minus incentives) and good use of products

e Communicate benefits of efficient products for climate protection

Manufacturers e Support market introduction of new products
e Provide independent, objective marketing of products
e Channel incentives and increase demand for innovative products

Retailers e Increase of high mark-up products' sales
e Position retailer as “trend setter”, and build trust in the message against climate change

Large Buyers and e Support formulation of procurement specifications and award criteria

Procurement Officers e Ensure that very efficient products are available on the market (no pilot product, lower risk of unsuccessful calls for

tenders) from brands that are able to provide all associated services
* Reduce operating costs to enhance value-for-money

Policymakers ¢ Provide real-time market data on the “best” products, with energy efficiency as a key criterion
e Pave the way for new and more stringent standard & label specifications

Utilities e Continuously identify the highest-efficiency products
e Serve as a basis for rebate programmes
e Serve as a source of information for their clients

Media e Serve as credible, independent source of information
e |ssue regular updates
e Provide one-stop shop for broad range of product categories

NGOs & Institutions e Concrete actions to illustrate their campaigns on sustainable consumption and climate change
o Material and information for their campaigns

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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A Topten, a leverage
to market transformation

1/Source: Electricity Consumption and Efficiency
Trends in European Union - Status Report 2009
Joint Research Center, Institute for Energy,
24005 EN,

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

a.1 Topten, a Market Transformation tool
Since 1881 and the first Edison light-bulb, it has only been a little over a
century that mankind has developed the habit of using electricity. It is very
flexible for the user (just press a button), but it is energy intensive to produce
(8 parts of primary energy for 1 part of electricity), expensive, and very diffi-
cult to stock. It should therefore be used wisely.
However, electricity consumption in the residential sector has grown by 13%
between 1990 and 2007 when it reached 800 TWh in the EU27 countries'.
There are several reasons for this growth: appliances, and devices have
multiplied, but are not always eco-designed, have grown in size, user be-
haviour not always savings-oriented, etc.
The Topten network estimates that the specific electricity consumption could
be reduced by 30 to 50%, provided appliances as well as purchasing and
user behaviours continue to improve.

A synergy provider

While electrical appliances present a fundamental energy saving stake at
European level, the market for these appliances is a complex one,
generating three main difficulties:

e For consumers: Thousands of refrigerators, TVs, cars and other kinds of
energy-consuming equipment are available on the market. Consumers,
whether individuals or professional buyers can not always compare and
chose judiciously: no information available, there’s no time, it’s too
difficult to analyse the market...

¢ For manufacturers: The development of energy efficient and innovative
products has an initial cost. Manufacturers need to trust there is a
demand for these efficient products in order to start their production and
to develop a real marketing strategy.

e For policy makers: under the pressure of budget restrictions, it is not
always easy to carry out ambitious and successful policies, despite the
shared concern about climate change and energy issues.
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This observation has led to the

development of several

instruments, all part of the market

transformation tool box aiming at

shifting the markets towards more

energy efficiency:

e Data analysis and knowledge of
the market

¢ Informative labels

e Endorsement labels

* Minimum energy performance
standards

* Rebate programmes and tax
credits

¢ Information campaigns

* Training campaigns for salesmen

* \oluntary agreements with
industry, and/or retailers

* Commercial campaigns from
producers and/or retailers

* White certificates

e Public procurement programmes

e Technology and cooperative
procurement

e Support to research and
development

e Topten: promotion of best
models

With regards to this situation,
Topten encompasses and can serve
most of these instruments as it:

* Provides selections of most
efficient products available on
the market

e Stimulates consumers and large
buyers, via communication and
support to professional procurers

e Stimulates manufacturers and
retailers, via regular contacts,
information and promotion of
their most efficient products

e Contributes to market
transformation and policy design
thanks to its analyses

Minimum
energy
performance
standard

Market share %

Data analysis and knowledge of the market

Informative labels

Information campaigns

Training campaigns for sales people

Voluntary agreements with industry, with retailers
Commercial campaigns from producers and/or retailers

Public procurement programmes
White certificates
Rebate programmes and tax credits
Endorsement labels

Technology procurement

Support to research & development

Topten

- = Energy performance + +

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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NEW

The Topten for smartphone
interface was developped

in 2010

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Qualified, updated and widely accessed online

A major barrier to broad dissemination of more energy efficient and en-
vironment-friendly equipment, products and services is that consumers
do not have quick and easy access in their language to ready-made
qualified, independent and up-to-date product information. The purpose
of Topten is to provide consumers and energy professionals with credi-
ble, up-to-date information on the most efficient products available on
their local markets. The selection is much narrower than typical labelling
systems, making it easier for consumers to choose from among the
thousands of products available.

With Topten, consumers are directly informed about:

e the importance of choosing a good product (at the time of pur-
chase) for their electricity bill and overall expenditure, and for
the environment in general;

¢ the importance of using electricity consuming devices correctly,
for the same reasons.

A basis for Marketing, R&D, and policy decision makers

Topten goes further than providing direct information to consumers and use
synergies between the various Market Transformation tools: once the
selections of Topten products are available, this very valuable information can
also be used for other purposes. Topten provides key information to decision
makers on their markets and the status quo of best available technologies;
Topten can serve as a basis for rebate programmes or tax credits; Topten
can fit into white certificate schemes; Topten teams can assist in many ways
in cooperative and technology procurement operations; Topten feeds in in-
formation campaigns and the media — contributing to awareness raising;
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Topten reinforces existing informative and endorsement labels as it verifies
the information through a continuous dialogue with manufacturers at Euro-
pean level and in each of the countries where a Topten website is available;
Topten rewards retailers and producers who are seriously investing in energy
efficiency.

The Topten tool is especially adapted in countries where information on prod-
ucts is available (producers' declarations, informative labels on energy effi-
ciency, etc.) and where a significant number of people has access to the
internet.

Given European standards of living and equipment rates, Topten represents
a uniquely valuable tool, offering to European consumers and procurement of-
ficers a resource to replace the current generation of consumer appliances,
lighting, and products sold each year with super efficient models. In choosing
to purchase super efficient appliances, European consumers can reduce their
individual energy consumption while simultaneously playing a major role to
pull the global market toward urgently needed super-efficient products.

a.2 Showcasing

An internet tool... from the portal www.topten.eu 16 national close-to-
consumer Topten websites can be accessed (from 2012, at least 3 more
countries will develop their own website)...

...Targeting the average consumer... Green consumers can find in-
formation by themselves as they are ready to spend time looking for the
greenest possible products. On the contrary, a large number of consumers
may be resistant to, frightened or even upset by "green" information ac-
cused of promoting "expensive non functioning devices”. Even though the
whole purpose of Topten is to pro-
mote the most energy efficient prod-
ucts, this is not the message put
forward here. The environmental ra-
tionale is not the first information
even though it is explained - in detail
- on specific pages of the web site.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Centred on products... The main information (home page and
second and third levels) focuses on products, almost as if the web
site was a retailer's site that a consumer would visit before buying in
order to compare products and prices.

...Presenting appliances... all the product characteristics that
may interest a consumer are presented: the brand, the commercial
reference, the dimensions, the different services (for example for white
goods: no frost function, 0°C compartment, built-in), the picture, links
to manufacturers' site for more information...

...And only the "best appliances"... from the energy efficiency point
of view. These "best" appliances are presented in a table: the most energy
efficient is the first one to be seen. They are presented according to energy
efficiency but visitors can click on any information in the table to change the
ranking criteria. Around a maximum of ten appliances (Topten) are presented
in a category of products or a sub category (e.g. white goods / freezers / up-
right freezers / above a given volume).

..Emphasising the total cost over life time... ... For each prod-
uct, Topten provides the purchase price and the electricity cost over the life-
time of the appliance so that total cost is clearly displayed. Advice is also
given on how to use and maintain the various products.

...And highlighting the overall efficiency gain in comparison with
an inefficient model available on the market. The total cost difference with
the efficient models is almost always obvious. The "bad model" is a real
model but its brand is generally not published.

e Transparency: the whole Topten approach is published on the website:
manufacturers and consumers know, for each product category, the criteria for
selecting "best appliances". The methodology is available on-line, with a simple
additional click.

¢ Flexibility: The Topten products lists are updated frequently, at least twice
a year. The criteria are easy to revise and are strengthened according to the
markets' progress.

» Simplicity: priority is given to existing classifications and criteria. Where
an energy label exists, it is used to determine the best appliances (in Europe,
A+++ class for wet and cold appliances, A class for tumble driers, etc.).

Where it does not exist, other labels are used (such as Energy Star®, the Blue
Angel label, or ATE). When there is a lack of harmonised norms to measure en-
ergy efficiency, Topten may carry out tests and develop its own methodology.

¢ Neutrality: Topten is fully independent from appliance manufacturers, im-
porters or retailers. Thus fully independent from brands and commercial trends,
Topten enables consumers to choose environment-friendly products, an incen-
tive for manufacturers and retailers to favour them as well.

FEBRUARY 2012
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a.3 Achievements of in-depths field activities

The next graph illustrates that Topten is a concept that goes far beyond pre-

senting information on a website. The various activities reinforce each other with

the ultimate goal to encourage and accelerate the design, marketing and buy-

ing of highly efficient appliances and equipment within a reasonable timeframe.

For each type of product, Topten teams undertake regular market studies at na-

tional level in order to:

* verify their information with manufacturers (on technical issues, availability on
the market, price, photos, etc.);

* generate partnerships and publications in printed media and mentions of
Topten in audio-visual communication means.

A lot of effort is made to find media support: if Topten is known and its credi-
bility recognised, more consumers will visit the site and choose to buy efficient
appliances and more manufacturers will be willing to collaborate and hopefully
develop energy efficient products. However, Topten does not spend money on
advertisement, but grows thanks to the development of partnerships, which
multiply opportunities to make Topten known.

The fieldwork is therefore substantial for the Topten teams who gather special-
ists in project management, energy efficiency, technical issues for specific prod-
ucts, communication, and procurement.

The Topten teams:

Manage & Coordinate

e Establish a national Topten organisation (managing the project, the various
content editors, the information towards consumers, the relations with test-
ing laboratories, partners, etc.).

e Work in cooperation with manufacturers in
order to obtain as accurate product data as

possible. What

e Establish cooperation with the other national = >
Topten projects to benefit from and create 15 Topten =

international synergies, through specific pro-
grammes such as the Euro-Topten Plus proj-
ect sponsored by the European Market Transparency
Commission, and through the association « Topten websites

Topten International Group - TIG (see below). e Consumer advice

Above the water 10%
Websites

Assess & Report Below the water 90%

e Undertake market research on energy using
products to determine which product cate- oF

_ _ , nergy labels

gories should be targeted given the national « Testing standarts
market characteristics. The most compre- * Industry contacts
hensive Topten system has currently 8 major e Retail programmes
product fields online: domestic appliances, * Procurement
consumer electronics, office equipment, * Discount & rebates
lighting, building technology, mobility (incl.

* Market research

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Market Transformation
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cars, bicycles), leisure (incl. restaurants, vacation destinations) and green elec-
tricity.

» Define benchmark criteria for top energy efficiency for each product category
in cooperation with national standard and labelling organisations.
The selection is different for each product category and is based on
widely-accepted industry testing procedures, if available, or on a testing pro-
cedure defined by Topten. In the case of products bearing labels based on well-
defined procedures (e.g., EU Energy Label, TCO (Sweden), Blue Angel
(Germany)), Topten relies on the label information and on independent third-
party testing.

Create, operate and update data for Topten product lists. The primary tech-
nical task in establishing a national Topten system is to create an effective
database for a national market. All information is adapted to local needs and
market conditions. The data includes information for the most energy efficient
and environmentally friendly products in each category. It includes product
energy data, photo, sales price and all functional specifications of interest for
consumers. It also includes a "second price" which shows the energy cost
over the lifetime of the product, and a comparison with an inefficient model
however available on the market, to underline its relative importance for the
buying decision.

1
Technical analysis
and product criteria

8 2
Basis for policy Selections
measures and of Topten products
instruments
7 — 3
Market monitoring | I ( ’J r) F ; N\ | National websites
at national level and common
Best of Europe ( ) [ ¢ - homepage
Indep. testing oy LK-L ‘9 '
6 i}
Communication Recommendations
(printed and for users
electronic) 5
Procurement and
retailer
programmes
TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS FEBRUARY 2012
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e Exchange data with Euro-Topten Plus partners to stimulate market avail-
ability of best products.

¢ Provide for each product category the selection methodology in details —
it is crucial that the Topten selection of product is transparent and neutral.

e Provide for each product category recommendations for consumers re-
garding optimal use of the product.

* Monitor and evaluate segment and intensity of use of website, to guide fu-
ture Topten development.

Communicate

e Focus on the website which must be user-friendly, in particular for first-time
visitors who are more likely to be "average" consumers looking for prod-
ucts than "green" consumers looking for environmental information. The
website also contains more technical information for professional users,
procurement officers and media partners.

e Publicise Topten via print material in newspapers, journals, and dedicated
leaflets to attract first users. Consumer organisations, environmental or-
ganisations and the media are key partners to raise awareness among
potential users of Topten.

e |nitiate dialogue with responsible government officials and private sector
procurement officers on use of Topten for procurement.

¢ Initiate dialogue with producers and multipliers (for their campaigns).

In conclusion, Topten “backstage” activities are paramount to the websites’
success, as they ensure consistency and accuracy of information.

After some years of operation, from a for

policy point of view, the main advan-
tages of such a tool are that:

the number of visitors has been con-
stantly growing
for
many articles in newspapers, consumer
and environmental magazines
compared to a
label, there is no additional informa-
tion stuck on the product itself; the cri-
teria are easy to revise and strengthen
according to the markets progress
for gov-
ernmental programmes, such as rebate
schemes.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

public/private procurement pro-
grammes to increase market demand
for the most energy efficient products

as de-
tailed data is published, manufacturers
can compete to be "at the top" of the
Topten list (no threshold effect). As the
website is very often updated, the
competition on the energy efficiency
criteria is continuous. It creates a mar-
ket pull effect, beyond existing mini-
mum performance standards or
recommended labels

with manufacturers: they cooperate,
answer questions about appliances,
availability, provide photos and dis-
cuss possible problematic test results

and lowers barriers for con-
sumers to purchase the most energy
efficient equipment, products and serv-
ices

by provid-
ing real-time data on the efficiency
level of the best products currently
available on each national market, thus
giving policy-makers confidence to pro-
pose ambitious levels for new/updated
standards.

FEBRUARY 2012
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1 The Topten project acts

at both local
and international levels

no

/ December 20171 / January 2012, various

3in Finland
Topten web-

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

The strength of the European framework,
the need for national market expertise

Each step of the six-year Topten market monitoring has confirmed that the Euro-
pean market for appliances remains both internationally and nationally driven —
hence the necessity for Topten to cover both international and national issues:

On the one hand, many elements of the market chain drive it to-
wards homogeneity: a few large manufacturing companies are present in
all countries and are able to supply all countries; products are generally the same
from a technical point of view; the European Energy Label allows for homogenous
information across the whole of Europe; etc.

But on the other hand, there are important differences between
countries: design variety and corresponding differences in model references
requires study of the market at national level in order to reflect national prefe-
rences and availability in shops; the market structure is also less international
than it may seem: on the manufacturers' side, especially in the white goods sector
(as opposed to the brown goods where the situation is easier to track), national
branches are rather independent in their management: they choose the products
they want to sell (from a production line proposed by the headquarters), they de-
cide the marketing positioning of the various brands they manage, the price is set
at national level, etc. This is how we get to important differences:

- In terms of national preferences: e.g. Nordic consumers will prefer a
freezer at the bottom of a cold appliance; Latin consumers will buy a significant
share of top opening washing machines.

- In terms of supply policy from manufacturers: at the end of 2011/
beginning of 2012, the distribution of A+++ cold appliances in Europe is very
uneven: 65 models in Germany, 44 in Switzerland, 12 in Czech Republic,10 in
France, Italy, Spain, and 6 in Norway?. Likewise, the efficient heat pump driers are
not proposed and sold equally in European countries, even if they present compa-
rable equipment rates>.

These differences — which can be explained by cultural variations between coun-
tries, average wages, the sensitivity to environmental issues, policies implemented
(or not) by public authorities, etc. — are taken into account by Topten, which mixes
national market information targeting consumers and global action towards ma-
nufacturers, by working in parallel on two axis:

- at national level, a close to the ground market analysis, based on national mar-
ket preference and product availability; each country uses the same Topten
concept but is free to adapt the web site design and the working methodology ac-
cording to its own national context.

- at international level, the development of a "Topten system" in order to gain cri-
tical mass, share knowledge, compare data, understand the products’ energy effi-
ciency status quo and contribute to European policies.
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b.1 A six-year growing network

The Topten concept was first developed in Switzerland in the year 2000 by
S.A.FE., Swiss agency for efficient energy use. Within limited financial re-
sources, S.A.F.E. chose to build a flexible tool supporting consumers but that
would not need the design and implementation of a complex infrastructure
across the country. Topten benefited from a close cooperation with WWF
Switzerland which used its notoriety to make the concept and the website
known to the general public. Since then, Topten Switzerland has grown
steadily up to a point where www.topten.ch provides today an un question-
able service recognised by the public authorities which largely supported it:
8 product fields (office equipment, home equipment, mobility, etc.), 53 prod-
uct categories segmented in more than 200 sub-categories presenting over
2,000 Topten products, 50 partners, more than one million visitors in 2011.

Early 2004, and after the sound local anchorage of Topten Switzerland, the

Swiss Topten team started to contact their European colleagues, as it ap-

peared that a much larger impact could be gained thanks to a European crit-

ical mass:

* European consumers face the same situation when they want to buy elec-
tricity consuming equipment.

e Electricity demand is growing all over Europe.

* Manufacturers develop at least European-wide strategies: any tool aiming
at market transformation should integrate a European dimension in order
to be able to discuss with the manufacturers' head offices with one united
voice asking for concerted improvements.

¢ Participating NGOs, such as WWEF also offer both national and European
coverage.

The first countries to develop a Topten concept in cooperation with the

Swiss team were:

* France at the end of 2004: www.guidetopten.fr was launched as a part-
nership between an environmental organisation - WWF France and a con-
sumer organisation — CLCV - with support from ADEME (French Agency for
Environment and Energy Management); it is today managed by an inde-
pendent company.

e Austria in 2005: the Austrian Energy Agency launched www.topprodukte.at
as part of a large governmental "klima:aktiv" programme.

* And Germany where in 2005, the Oko-Institut launched ww.ecotopten.de
with support from the Federal Ministry of Food Agriculture and Consumer
Protection as well as from the Stftung Zukunftserbe (a German foundation
for sustainable projects) and in 2006 dena, the German Energy Agency went
on line with www.office-topten.de on which the most energy-efficient PCs,
notebooks, monitors, printers, copiers, scanner, and multifunction-devices
are presented.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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b.2 From the Euro-Topten project to the
Euro-Topten Plus project

The European Union's Intelligent Energy-Europe programme (IEE) supports
"action aimed at overcoming non-technological market barriers for energy
efficient products in the residential and tertiary sectors". One way of doing
S0 is to promote the best technologies, while guaranteeing end-user com-
fort levels. This promotion can be done through the implementation of var-
ious activities (including information campaigns, awards, benchmarking,
voluntary agreements, exhibitions, training, best practices, etc.) so that the
market share of energy-efficient products goes up and less efficient prod-
ucts are gradually phased out. The ultimate goal is that "products are de-
signed, manufactured, purchased, installed, used and disposed of in the
most energy-intelligent way".

The Topten concept fits perfectly within the IEE objectives and activities and
therefore, in 2006, the "Euro-Topten" project was launched in the frame-
work of this programme, followed by the "Euro-Topten Plus" project in 2009.
The projects aimed at encouraging consumers to ask for, choose and prop-
erly use energy efficient products, while getting retailers and large buyers
involved, and at creating multinational pressure to orient manufacturers to-
ward more energy efficiency across their range of products. They use syn-
ergies with existing instruments such as the European Energy label, utility
programmes, and information campaigns.

The projects' short-term goal is to create the best conditions to shift the
market towards higher energy efficiency, i.e.: sharing experience and reach-
ing the necessary critical mass through the efficient network of Topten web-
sites.

The Euro-Topten Plus project was built around 20 core formal partners, as
an open platform, to share information with a wider circle of countries and
to welcome organisations interested in the project, and willing to develop a
Topten project in the future, or leading complementary initiatives — the
Topten Steering Committee gathering these non-formal participants had
four members at the end of the project. As a result, 18 Topten European
websites were developed or joined the Topten movement between 2006
and 2011.
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Euro-Topten Plus
Steps and components

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

The Euro-Topten Plus IEE project has gathered 20 partners committed to
implement a work programme composed of 7 major components (all pub-
lic deliverables are available from www.topten.eu).

1 - Project management
Coordination: ADEME

Partners of projects gathering numerous teams must be able to rely on a
solid yet lively management. The project gathered 20 official partners and
4 additional organisations interested in the Topten concept and implemen-
tation.

e Euro-Topten Plus gathers teams with different and complementary back-
grounds: energy specialists, energy agencies and research institutes, en-
vironmental NGOs and consumer organisations with communication
competencies.

¢ A small coordination team led by ADEME (3 persons) deals with contrac-
tual and administrative issues, manages joint expenses in order to gener-
ate economies of scale, and also acts as a hot-line regarding technical
issues on all products and dissemination activities (see component 2).

* Two websites have been created: a collaborative working tool dedicated
to partners (www.eurotopten.eu) and a user friendly tool for the public
(www.topten.eu) also acting as a portal to the national websites and pro-
viding information on European best appliances.

2 - Developing the Euro-Topten Plus network
Coordination: ADEME

This component is at the core of the Euro-Topten Plus project: elaborating
the Topten product selections is the most time consuming activity (as it is
continuous) but constitutes the basis for all the other activities and feeds-in
the other components.

The coordination teams provides:

* Know-how transfer: working seminars on the Topten concept and its im-
plementation at national level.

* A hot-line on all issues: market studies, development of adapted selection
criteria and thresholds, information on specific products, advice on web
development, possible contacts with manufacturers, communication is-
sues, relationships with retailers, etc.
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e Fach partner is in charge of developing its national website and implement-
ing the numerous related activities (market studies, media events, partner-
ships with cities, etc.).

3 - Technical specifications
Coordination: AEA, Oko Institut

This component aimed at providing the necessary technical and general mar-
ket elements to a Topten team willing to update and / or start a new product
category.

* One of the European added values of the Euro-Topten Plus project is that this
technical information is developed once, by the most qualified partner, for the
benefit of all partners.

* Once the national situation has been analysed for a given product (energy
consumption, energy saving potential, interest from visitors), the Topten teams
can find in the Topten "criteria papers" all the needed information and guide-
lines for approaching manufacturers (thanks to a sound knowledge of the Eu-
ropean market) and fine-tune their selection criteria at the national level.

* 16 criteria papers are available for the following products, forming a good
documentary source: cold appliances, washing machines, dishwashers, tum-
ble driers, room air-conditioners, imaging equipment, monitors, computers,
TVs, domestic lighting, LED, LED directional, coffee machines, simple set-
top boxes, DVD recorders, windows.

4 - Stimulating Innovation
Coordination: Oko Institut

This component had 3 main activities:

« Topten innovation targets meetings with manufacturers - The Oko Institut reg-
ularly gathered manufacturers and Topten experts in order to identify planned
innovation and realistically review together the “innovation targets”, as well as
the Topten criteria that would make sense in the future. The aim is to learn
from one another, test ideas and keep a focus on energy-efficiency and en-
vironmental performance. Papers summarizing the discussion were produced
and innovation targets were identified for washing machines, dishwashers,
cold appliances and LED lamps. This dialogue also revealed differences be-
tween manufacturers and their assortment — some of them being more pro-
gressive/innovative and others less — and differences between the
participating European countries concerning the energy efficiency of the prod-
uct range on the market.

e The production of timely information on product regulation (adopted and to
come). As for WP3, synergies were used as one partner particularly well in-
troduced in the policy making process analysed the policy situation and de-
livered a summary to all partners.

® The Life-Cycle Cost issue was studied in two complementary ways: on the
one hand, a paper was produced on LCC for some Topten product cate-
gories, and on the other hand, a competition was organised, asking visitors
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of the Topten website in various countries (and languages) to find a more
catchy name than LCC to encourage consumers to consider it when buy-
ing a new product. A separate competition was also organised to pro-
mote the application of life-cycle costing in public procurement.

5 - Public Procurement and large-scale buyers
Coordination: ICLEI, with Oko Institut & dena

The aim of this component was to prepare documents in order to facilitate

the cooperation with public procurers and retailers, and share experiences

between the Euro-Topten Plus partners.

¢ A specific section of the website was developed from where ready-made
specifications and procurement guidelines can be downloaded for 6 prod-
uct categories of particular interest for public procurers (office equipment,
lighting and cars - including reference to the Clean Vehicle Directive.)
The Euro-Topten Plus project and its "professional buyers" section was
presented during targeted events and in relevant publications circulated
throughout Europe. Feedback from public authorities on the procurement
guidelines was incorporated and the criteria continuously updated to re-
flect the evolving product standards on Topten.eu.Three national partners
(Spain, Romania and Finland) were supported to develop their own
“Topten Pro“ sections on their websites.

¢ Regarding retailers, concrete examples on how Topten can support re-
tailers and be present at the point of sales were gathered, including those
showing the difficulties of working with this specific target: time consum-
ing activity, integration of Topten in retailers' business models and in their
stock of models, presence in shops, monitoring and evaluation of collab-
orations, etc.

6 - Market monitoring and evaluation

Coordination: WIKUE

Topten has been constantly monitoring the market for years, and its studies
confirms that even though the appliance market is a global one, it remains driven
by strong national preferences at consumer level, and by national supply poli-
cies at manufacturer/importer, and at retailer level.

The various Topten projects converge as much as possible concerning selec-
tion criteria, but take into account their national market situation when setting
the thresholds. For example, all Topten projects take as a basis the Energy label
for the selection of cold appliances, but in Luxembourg it is possible to select
only A+++ appliances while in Greece, the threshold must start at the A+ level
in order to reflect the Greek market which matters to Greek Topten visitors.

However, this component provided a monitoring tool at the national and Euro-
pean levels on most efficient products and their evolution and on the number
of visitors:

¢ Regarding the products presented on-line: each Topten projects reports
twice a year on key figures regarding the products available on-line: the

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Topten €co: specifically tagging
economic Topten models

Topten France conducted a specific
market survey at the request of the
French Ministry of Environment in
order to spot the Topten models with a
price equal or below the market aver-
age price. It clearly showed that effi-
cient models are not necessarily more
expensive to buy: for big white goods,
a third of the Topten models also qual-
ified as Topten €co.
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number of categories, of products, and mean values regarding energy con-
sumption. The objective is not to make a strict comparison, which would make
little sense since the threshold of selections may vary from country to country,
the sub-category may follow different logics, the updates are implemented when
it is best suited at national level, etc. The monitoring activities nevertheless allow
for a better understanding of major trends. For example, all Topten websites
were able to tighten the selection criteria for several products, underlining a pos-
itive evolution on the market. The next table shows the Topten TV energy con-
sumption improvement in Italy (by 50% in some cases), which was accompanied
by a drop in prices. This evolution should be similar in most countries.

Regarding web visitors, their number is monitored on a monthly basis, despite
some difficulties linked to the use of and switch to different monitoring tools. The
objective is to learn from comparisons between countries, between media
events generating traffic, etc.

7 - Communication and dissemination

Coordination: WWF EPO

Most communication activities are implemented at national level by the Topten

teams in order to make the Topten website known and visited. They concen-

trate on the media: without paying for publicity, the more Topten is quoted in

printed magazines, daily newspapers, on the radio, TV, on the Internet... the

more visitors will browse on Topten, get to know the site, the concept and the

stakes about energy savings in their homes.

¢ At national level, Topten teams regularly make interviews with journalists on
their Topten site, on specific products, and on wider issues as recognised ex-
perts able to popularize complex issues; they publish press releases and or-
ganise press conferences, make presentation at conferences and fairs,
organise the publication of posters and leaflets, sometimes targeting specific
target groups such as procurement officers, link Topten with national cam-
paigns on energy savings and climate change mitigation.

The Topten Game “Be the Top Energy Saver” aimed at actively engaging con-
sumers on energy efficiency by asking them to answer a quiz or to take picture
of themselves near a Topten listed energy efficient product that they would spot
at home, at work, or in shops. The winners of the game were sometimes re-
warded with energy efficient appliances.

The game was implemented in all countries with a Topten website, and ad-

vertised through different channels, such as radio and TV advertising, Face-
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book and Twitter, or events during a fair. The game increased web traffic for
many countries, for instance, in Lithuania, in the period during which the game
was carried out, the number of visitors increased by at least 10 times and in Fin-
land the number of visitors grew by more than 20 percent during the active
game time compared to the previous month. In some countries, the game was
also a good occasion to get in contact with manufacturers. In Greece, for ex-
ample, the game was sponsored by SMEG, Siemens, Epson, Canon, and

KRUPS.

e At European level, the promotion
focuses on the www.topten.eu por-
tal and the "Best of Europe" results.
The project has been widely pro-
moted at conferences and meetings
with decision makers (i.e. a Topten
Pro workshop during the Sustain-
able energy week, institutional and
technical presentations at the
ECEEE summer study and EEDAL
conference), meetings with manu-
facturers (e.g. Philips, B/S/H, LG)
and public procurers.

The association Topten International
Group is a member of Sustainable
Energy Europe.

| TOPTEN INTERNATIONAL GROUP

TOPTEN SWITZERLAND |

| TOPTEN AUSTRIA I

EcoTorTeN
TOPTEN FRANCE OFFICETOPTEN
GERMANY

Y

EURO-TOPTEN
12 WEBSITES,
BEST OF EUROPE,

www.topten.eu

Euro-TOPTEN PLUS

16 EUROPEAN WEBSITES

| TOPTEN SWEDEN |

v

ToprTEN USA

ToPTEN CHINA

3 MORE

WEBSITES
s

L

2000 END 2004

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

2006

2009

2010 2011 2012

FEBRUARY 2012

21



Next step: Euro-

Topten websites need time to be established at national level and become
well known. By covering several product groups and engaging in continu-
ous communication they succeed in becoming widely known and generate
considerable impact. No Topten website can “rest on its laurels”. If the mar-
ket surveys are not updated regularly and / or if communication activities
slacken, awareness levels and website visitor numbers drop sharply within
just a few months.

Up untill the end of 2008, Topten projects within the Euro-Topten network
have been focusing on technical issues in order to ensure sound and up-to-
date information for consumers and a credible ground to exchange infor-
mation with the manufacturers. From 2009, increasing communication
activities have been developed to promote Topten to individual consumers,
therefore contributing to consumer awareness on potential energy savings,
and more recently towards retailers and public procurers - with a focus on
office equipment.

The Intelligent Energy Europe Programme decided to support the “Euro-
Topten Max” project for the period 2012 — 2014: up to 18 countries (19 with
Switzerland) will develop and maintain a website, presenting more products
categories, generating more visitors, reaching more retailers and partners.
A product competition, including product testing, will be organised. The
project will count 21 partners and will be again functioning as an open plat-
form welcoming collaborations with interested organisations.

TIG - Topten International Group

Next to the national and European Topten projects (implying dedicated
budgets and work programmes), the association Topten International
Group— TIG has been founded with the objectives to support the launch of
and co-ordinate national Topten projects.

nfo
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-Topten Max - 2012 / 2014

The "Topten umbrella” has thus been created, which provides a
continuum in time to maintain international collaboration between
national Topten projects on the long run, and in space to welcome
Topten projects from outside Europe and therefore allow for a bet-
ter international understanding and the development of bench-
marks. Any country can join at any time.

Each of the national Topten has its own web site, which can be ac-

cessed through the common portal www.topten.info. Euro-Topten

partners and TIG members follow the Topten Charter whose pur-

pose is to guarantee Topten quality and neutrality vis-a-vis the mar-

ket actors (see appendix 1).

TIG oversees the continuous development of:

¢ 18 Topten projects in Europe accessible through www.topten.eu.
At European level, TIG runs the project "Best of Europe”, which
addresses researchers and policy makers, presenting the best
available technologies in Europe for specific products (see part
c.2). This concept identifies the most energy efficient products
available across Europe, indicating the countries where they are
marketed

e TopTen USA, which was launched in October 2010 and now
presents 10 products categories, linking to rebate programmes
of each State www.toptenusa.org

e Top10 China, which was launched on October 2010 in Chinese and Eng-
lish, and now presents 11 product categories www.top10.cn

e Feasibility studies are now assessing the opportunity to create Topten India
and Topten Russia

Now that Topten USA and China are well established, TIG has started a
long-run research project called "Best of the World" which aims at con-
tributing to the global appliance market's understanding and to the estab-
lishment of benchmarks between continents, starting with the most
“international" products.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

“Topten is the best global energy
efficiency project.

It is on the ground today making
a difference in 23 countries to ac-
celerate the adoption of super ef-
ficient products — using a
common approach tailored to the
needs, opportunities and culture
of each country.”

Sue Coakley, Director of the
Northeast Energy Efficiency Part-
nerships (NEEP), November 2011
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€ Over 85 product categories,

150,000 visitors/month,
over 75 partnerships

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

Multiple levels results and impacts Topten covers a wide range of
activities, from detailed market and technical studies to dissemination to
various target groups including the general public. This versatility offers
many keys for evaluation. A city modifies its procurement policy; a utility de-
cides on a rebate programme; policy makers favour ambitious regulations;
NGOs communicate on energy savings in homes in order to link individual
behaviour and climate change issues; retailers choose to adopt energy effi-
cient positioning and revise their product range; manufacturers develop
new efficient models and strongly market them; consumers' demand for ef-
ficient models grow — Though these decisions depend on the strategies
stakeholders decide to adopt, Topten may weigh, more or less explicitly, in
all of these decisions transforming markets.

Within the market transformation toolbox, Topten is considered as a "soft
measure", a measure that definitely impacts the market on crucial aspects:
it is a market shifter, a facilitator, an education tool, a decision-making aid.
The resulting number of saved kWh can be best quantified in the framework
of a structured and comprehensive evaluation project.

The monitoring activities undertaken within the framework of the Euro-

Topten Plus project confirm the most important trends:

¢ a constant growth of the websites’ contents (in number of product
categories);

¢ the fact that all Topten projects were able to strengthen their selec-
tion criteria for several product groups — showing that the best on
the market have evolved positively enough to look for even better
performance.

Next to the deliverables of the Euro-Topten Plus project, Topten brings about
three major positive impacts, which all together contribute to save energy.
e Visitors get to know very quickly and simply about best appliances.

* The www.topten.eu portal has enabled the Topten partners to develop-
synergies and develop the "Best of Europe" activity which identifies best
available technologies and present the status quo on efficient products.

e Through their daily activities, the Topten teams generate substantial pos-
itive impact and play a range of market functions that add value for the full
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range of market actors: consumers, manufacturers, retailers, procurement
officers, policy makers, utilities, the media, NGOs.These three major types
of impact are detailed below.

c.1 Topten available to millions of people

The best indicators of the vitality of a project largely based on internet are
the numbers of visitors, together with the numbers of quotes in the media.
Notoriety can only result from the intensive Topten teams’ communication
activities. A deficit in communication activities means fewer visitors, less in-
terest from manufacturers, and from large-scale buyers and less credibility,
this is why the Topten teams have actively worked to reach over 366 million
readers, listeners and viewers, and more than 4.65 million web visitors over
the three years of the project (1.8 millions in 2011). These numbers are ex-
pected to grow in the future.

However, the number of web visitors is difficult to assess, due to data dis-
crepancy from one web analysis software to another. Topten partners are
working on harmonizing the method: the majority uses today the least “op-
timistic” tool, which leaves out random bots hits, but some webmasters use
other software, with different metrics. It also depends on many external fac-
tors that do not fall under Topten's control: the public's general awareness
and sensitivity to energy environmental issues changes according to the in-
ternational context (economic crisis, climatic catastrophic event, raise or
drop of oil and energy prices...) and political agendas; the fact that media
follow trends and have the final say for what they publish even if Topten pro-
vides high quality material; the varying degree of interest and willingness of
partners to collaborate with Topten; etc.

Across the European media

Regarding the quotes in the media, few Topten teams have the means to do
an exhaustive follow-up and assess the value of their media coverage, but
all try to keep track of the number of "media contacts" —i.e. how many times
their Topten project is being mentioned in the press, on the radio, the TV, on
the internet etc. and how many viewers/ listeners or spectators are covered
by each of these mentions.

EcoTopTen presence in the German press: more than half a
million Euro worth of press coverage

Thanks to dynamic PR activities throughout the 3-year project, the esti-
mated amount of readers reached by articles about EcoTopTen over the pe-
riod is remarkable: 50.6 million circulations, for a total value of print media
coverage of 571,534 €. EcoTopTen was further broadcasted on the Radio
and television offering an overall good media exposure.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

¢ 150,000 average monthly visi-
tors for the Euro-Topten Plus
partners' websites (2011)

® 208,000 average monthly visi-

tors for all European websites, in-
cluding  Topten  Switzerland
(2011)

~
e up to 1.8 million visitors attracted

by the 16 Euro-Topten Plus
partners' websites and its por-
tals (20171) and 4.65 million visi-
tors for the 3 years duration of the
project

e Together with Switzerland, all Eu-
ropean Topten websites gathered
2.5 million visitors in 2011, and
up to 6.65 millions between 2009
and 2011

e Nearly 366 million readers / liste-
ners / viewers had a media
contact with Topten in the 16
countries over the project's dura-
tion
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c.2 www.topten.eu portal and Best
of Europe

* The portal www.topten.eu is an axis for all Topten projects: it provides ac-
cess to the national URLs, to the Topten Pro section for professional buy-
ers, information on the Euro-Topten Plus project, and also proposes a
specific international activity: "Best of Europe”.

e Best of Europe targets policy makers and researchers with up-to-date in-
formation on the best products available on the European market. The
objective here is to provide explicit and transparent information on best
available technologies and the status quo on energy consuming products
on the European continent.

The information is displayed in the Topten user-friendly way (quick access
to the information, various functionality of the products, etc.); additionally, the
site provides global market analysis and recommmendations for policy mak-
ers. This cross checking of product information fulfils two main functions:
e Best of Europe supports the national Topten teams:
® As a key source of information: teams starting to benchmark a new
product use the European selections as a market comparison
basis, they benefit from the already developed selection criteria,
from information in English on the product itself, etc.
® As a quality control tool: information issued by manufacturers'
headquarters can be checked in the field, in order to harmonize
national Topten selection and Best of Europe selections.
* Best of Europe allows crucial issues to become expilicit.
In a market covering 27 countries, Best of Europe is the only
review of the supply of efficient appliances.

Eventually Best of Europe data are to be used for future policy design, la-
belling strategies, dissemination programmes, as a basis for standard har-
monisation and the adoption of minimum efficiency requirements and
specifications for large-scale buyers. They offer the opportunity to coordi-
nate a common understanding and empower decision makers to launch
new initiatives promoting efficient products.
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Topten helped revise European labels

Topten teams form a strong technical network, using and contributing to

the European selection of the most efficient products; www.topten.eu sup-

ports regulation makers as it helps them base definition of performance lev-
els on identified best available
technologies. The Topten information
contributed to shift the planned Euro-
pean label scale between the various
energy classes.

- TVs — In part thanks to the Topten

market research, the new TV label was

revised and the thresholds between
energy classes tightened, leading
manufacturers to keep-up with the en-
ergy efficiency design.

- Air conditioners — Topten analysis
demonstrated that the most efficient classes would be populated from the
start of the new label: the A+++ threshold was then tightened to ensure
that scope for improvement was left for manufacturers and their new prod-
ucts.

- Tumble driers - in Switzerland, several local rebate and procurement pro-
grammes were based on Topten raising class A tumble driers market share
to 24.5%. Since January 1t 2012, only class A tumble driers — equipped
with a heat pump — are allowed on the Swiss market.

c.3 Positive impacts on target groups

With six years of steady international growth, Topten has built an unparal-
leled experience and represents a full educational and technical services
package, a unique best practice database. In short, Topten serves as
a genuine public service.

Topten plays a range of market functions that add value for the full range of

market actors. We have chosen to illustrate the Topten impacts through a
collection of sample activities led by the Topten teams.

Consumers’ full information

* A User-friendly interface to identify most efficient products

e Information on total life cycle cost (purchase price plus energy bill minus
incentives)

e Information on the good use of products

* General awareness on benefits of efficient products for climate protection

In Europe, 4.65 millions visitors have used the Topten websites in the last
three years. Consumers regularly contact the Topten teams to congratulate
them about the service, suggest improvements on the user friendliness of the
site (Topprodukte in Austria offers a specific on-line form for suggestions), ask
questions on specific models, or on the market in general (noticing the differ-
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Cold appliances

* Free standing refrigerators
® Built-in refrigerators

o Chest freezers

e Upright freezers

Washing machines
Dishwashers

Air conditioners
TVs

Tumble driers
e Residential use
e Semi professional use

Vacuum cleaners

Coffee machines
e Fully automatic
e Capsule espresso machines

Energy saving lamps
e Compact Fluorescent lamps
o LED lamps

e LED reflector lamps

Office equipment

o Computer monitors

e Laser printers

* Laser multifunction printers
e Inkjet printers

¢ Inkjet multifunction printers

Cars

e Mini

e Small

e Compact

¢ Middle class

e Upper middle class

e \ans 5 seats

e \/ans 6 seats and more

Circulation pumps

Electric water heaters
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ences between countries for example, asking about the new European energy
label), question the selection criteria, spot evolutions on the market, etc.

Topten €co: why should energy efficiency
be expensive?
Since October 2010, the French Topten team is undertaking a specific com-
parative study for each new Topten selection of white goods. If a Topten
model has a price equal to or below the average market price, it is high-
lighted on the Topten website by a specific logo "Topten €co”.
The Topten €co initiative in France revealed that up to one third of Topten
models were not more expensive than average energy-greedy appliances,
in opposition to the common belief that energy-efficiency is always costly to
the consumer. Topten updates of lists constitute market snapshots and help
assess the respective impact of marketing, introduction of new regulations
and of publicity on pricing policies.

“Sustainable development is a matter of societal choice. Consumption is a
lever for economic change. This kind of market transformation tool guides
responsible consumers’ buying decisions.” Nathalie Kosciuscko-Morizet,
French Minister of Ecology, Sustainable Development, Transports, and
Housing.

Manufacturers’ marketing facilitator

* A support for market introduction of new products
* Independent, objective marketing of products
e A channel for incentive, and increased demand for innovative products

Throughout Europe, in their daily work, the Topten teams are in contact with
hundreds of product managers, marketing and R&D staff checking data,
availability, prices, etc. in order to promote best models on line — hundreds
of products are highlighted by Topten, following a neutral and transparent
methodology.

Leading manufacturers
base marketing operations
on Topten Romania

Front-runner manufacturers were remarkably pro-active partners to Topten
Romania, who organised 2 competitions (also involving a recycling com-
pany RoRec), both disseminated on the portals of the organisers and in
mass media:

1. Over 600 participants competed to find out the efficient washing ma-
chines from www.topten.info.ro, their brand and answer a question.

2. Participants in the second competition had to take photographs of a very
old refrigerator still in use. The 4 winners {among 300 participants) had to
bring their old products to ICEMENERG and received a new super-efficient
model. Each of the old and new appliances were then put to test, which
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detailed their respective energy consumptions, energy efficiency, annual
electricity costs, etc.

The collaboration with manufacturers started in 2011, and has demon-
strated the potential market for highly efficient appliances, and the market-
ing advantage they could gain by using and supporting dissemination of
Topten information.

Market Actor Topten Value Proposition

Consumers e User-friendly interface to identify most efficient products

e Educate consumers on total life-cycle cost (purchase price plus energy bill

minus incentives) and good use of products

e Communicate benefits of efficient products for climate protection

Manufacturers e Support market introduction of new products
e Provide independent, objective marketing of products

e Channel incentives and increase demand for innovative products

Retailers e |ncrease of high mark-up products' sales

e Position retailer as trend setter and build trust in the message against cli-

mate change

Large Buyers e Support formulation of procurement specifications and award criteria
and Procurement Officers e Ensure that very efficient products are available on the market (no pilot
product, lower risk of unsuccessful calls for tenders) from brands that are

able to provide all associated services

e Reduce operating costs to enhance value-for-money

Policymakers ¢ Provide real-time market data on the “best” products, with energy effi-

ciency as a key criterion

¢ Pave the way for new and more stringent standard & label specifications

Utilities e Continuously identify the highest-efficiency products

e Serve as a basis for rebate programmes

e Serve as a source of information for their clients

Media e Serve as credible, independent source of information

e |ssue regular updates

e Provide one-stop shop for broad range of product categories

NGOs & Institutions e Concrete actions to illustrate their campaigns on sustainable consumption

and climate change

e Material and information for their campaigns

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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Retailers objective sales aid

* Increased sales of high mark-up products
e Clear positioning as trend setter, trust in the message against climate change

Dena and Media Markt cooperation for bet-

ter consumers buying decision
In Germany, dena led a 143-days pilot project in collaboration with Media
Markt, a large retail chain. The Topten website "topgeraete.de” served as a
basis to identify the most efficient models and the list of Topten products
was communicated to the retail stores half a year in advance so that they
could stock enough of these products during the pilot project. Six promo-
tion specialists, trained by Topten on energy efficiency issues and products,
directly counselled over 4,000 consumers at four points of sale. Sales of the
most energy efficient products increased by approx. 40% during the days
in which the advisors were present in shops. The revenues of the retailers
also rose during this period.

40 supporting retailers published
on OekoTopten.lu
In Luxembourg, Topten focused from the start on retailers. More than
40 partners have agreed to formally support it, by:
e Using the OekoTopten logo on the Topten products
* Showing in shops at least 2 Topten models per category of products pre-
sented on the website and ensure their promotion
e Informing OekoTopten about potential new Topten models
e Favouring the Topten models in its buying policy
¢ Displaying and disseminating Topten communication material in shops
* Showing OekoTopten sticker on appliances
The partnership with Cactus, one of the major retail chains of the country,
has been continuous. Most of the salesmen were trained and now help to
spread the word about Topten and energy efficient products.

Euro-Topten Plus for procurement

e Support in the formulation of procurement specifications and award criteria

* Assurance that very efficient products are available on the market (no un-
successful call for tenders), from brands that are able to provide all asso-
ciated services

e Reduction in operating costs to enhance value-for-money

e Integration of life-cycle costing into tender evaluation

A field demonstration by OfficeTopten
Dena, the German energy agency, measured for two-weeks the IT equip-
ment energy consumption and the user behaviour of representative offices
of the Berlin Police and the Ministry of Economics.
All the equipment was then replaced by Topten efficient products listed on
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OfficeTopten; for the Ministry this included the use of efficient laptops. Ad-

ditionally, users were trained on energy efficient use {(duration of use, shut

down behaviour, use of energy saving function).

The second measurement campaigns of the sample showed that on the

scale of a major administration, with orders of thousands computers and

copiers, the potential cost- and energy savings are huge.

° up to 56% energy saving for the Berlin Police, mostly due to the change
of equipment.

* 82% savings for the Ministry of Economics.

Both participants have started to make energy efficiency an important cri-
terion when procuring new IT equipment. The Ministry has already replaced
600 desktops by efficient notebooks between 2009 and 2011.

Sharing experience and expertise to fine
tune procurement guidelines
A workshop was held in Helsinki in November 2010 with a number of pub-
lic authorities. While the guidelines were considered useful, further informa-
tion on costs was expected. The procurement guidelines now contain
detailed information on the cost savings available through application of the
Topten Pro criteria.

French town Venelles wins European Topten

procurement competition
The Topten Project and ICLEI launched this competition in 2011 to help
public authorities use life-cycle costing in their procurement. The French
small town Venelles decided in 2007 to implement environmental criteria in
its procurement. It was selected as the winner of a free energy audit worth
up to €7,500. The audit will be carried out on the Ecole Marcel Pagnol, a pri-
mary school with 122 students built in 1960; it will cover all aspects of en-
ergy consumption, and recommend improvements.

Impacting policy

¢ Real-time market data on the “best” products, with energy efficiency as a
key criterion

¢ Indications on the way for new and more stringent standard & label spec-
ifications

Policy makers can use the Topten ready-made analysis for several purposes:

to base their policy decisions (at national and European levels), to promote
Topten to their citizens or to set an example.

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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Entscheiden Sie sicﬁ fﬁr Ene;gieeffizienz.
Wir helfen Ihnen dabei!

" Hefizienz

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS

"PRIMe Cool" and « CAR-e » rebate
programmes in Luxemburg
The Ministry of Environment of Luxembourg chose Oeko Topten for both re-
bate programmes’ official lists.
While Topten gave expertise to the rebate programme, its success and media
coverage gave a great visibility to the Topten website.
¢ "PRIMe Cool" for very energy efficient domestic cold appliances rated at
least A++. Retailers reported that the PRIMe Cool quadrupled the number
of sold A++ refrigerators and freezers.
» "CAR-e Bonus" for low CO, emission cars, with various rebate levels according to
the car size, fuel type, etc. proposed to consumers until the end of 2011,

Utilities’ reference

» Continuous identification of the highest-efficiency products
* A basis for rebate programmes
e A source of information for their clients

More and more utilities become interested in energy services for their resi-
dential clients — in some cases because regulators oblige them to invest in
energy efficiency, in others because they view the promotion of energy effi-
ciency as a way to build clients' loyalty.

Vattenfall Poland S.A. relays Topten’s
energy savings tips
Topten Poland partnered with Vattenfall Poland S.A. — a large electricity util-
ity in Poland to promote on their website Topten’s tips and advices, energy
savings good practices, and to give useful information on how to use elec-
trical appliances.

Topten is a well-known media source

¢ A credible, independent source of information
* Regular updates
* One-stop shop for broad range of product categories

Topten provides media with dependable and straightforward
resources through the promotion of the products' selection
(press releases, press conferences, etc.) and ready-to-use
editorial material for news articles, journals, TV and radio re-
ports. The resulting direct referrals by major media outlets
and on-line consumer resources (e.g. Google) are in turn a
major boost to Topten websites traffic.
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Topten “minutes” broadcasted in Portugal

The Topten team in Portugal regularly develops Topten information for:

¢ ATV programme called “Minuto Verde” (Green Minute), 196,000 viewers
on average: the Topten website is used and quoted each time the Green
Minute focuses on products consuming energy.

¢ A Radio programme called “Um Minuto pela Terra” (One Minute for the
Earth), 6,5% audience share: Topten is used and quoted whenever en-
ergy-consuming products are the focus of the programme.

e Topten Internet buzz videos posted on Topten.pt, with guest-stars sug-
gestively voicing the respective qualities of their latest crush (a washing
machine and a refrigerator).

NGOs' and Institutions
campaigns support - Raising Awareness with Topten

* Concrete actions to illustrate their campaigns on sustainable consumption
and climate change

e Material and information for their campaigns

Most Topten projects benefit from a close relationship -and in some cases
are co-managed- with a consumer organisation or an environmental NGO.
For Topten, this feature is essential to reach the general public and public au-
thorities, and to gain support (be it in the form of money, data or referrals in
the media); for these NGOs Topten brings information and a live illustration
of actions that can be implemented to mitigate climate change and con-
sume in a judicious way — two major objectives of these stakeholders. Like-
wise, many partnerships are developed with institutions, themselves leading
awareness campaigns and looking for synergies with concrete projects en-
abling citizens to act. (e.g. "Klimaaktive" in Austria, "Faisons vite, ¢a chauffe"
in France, "Energiansaastoviikko" energy efficiency week in Finland, "En-
ergieEffizienz" in Germany, "WWF climate group" in Switzerland).

“Green Light to Savings”: Topten inside

This Czech programme’s mission is to raise consumers' awareness and in-

form on household appliances, their impact on the environment, the market

situation and the potential savings, based on Topten’s expertise. Partners in-

clude experts, utilities, manufacturers, and a consumer association. The

programme carefully shifts the selection criteria for publication, helping the

Czech market to globally move progressively towards more energy-effi-

ciency.

3,800,000 visitors in electronic media and over 75,000 visitors for

http://www.zelenausporam-partnerstvi.cz, which presents a data base of

selected efficient household appliances, directly drawn from the experience

of Topten in Czech Republic

* Press releases and press conferences, resulted in good press coverage
reaching 300,000 readers

¢ Several thousands of brochures and leaflets were disseminated by

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS
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the Ministry of Environment and the State Environmental Fund, but also by
the partners, such as PRE, the Prague Energy Utility, ensuring a high multi-
plication effect.

Topten Poland’s aware citizens awards and
e-learning
The first competition included an e-training "l am an aware citizen", and ad-
dressed energy end-users. It was publicised on two dedicated websites,
www.topten.info.pl and the learning website www.e-szkolenia.topten.info.pl.
5 winners with the highest scores received energy efficiency related awards
(CFLs, LED bulbs, electricity socket energy meters, digital electricity socket
timers).
The second competition "l protect the climate through sustainable energy
use" was a photo/video contest addressing 34 high schools. It also included
an e-training on sustainable energy use, which was followed by 970 stu-
dents.

Choose Topten" in Lithuania
The Lithuanian Totpten team set up a Top-10 labeling agreement: based
on Topten criteria, with a 6-month validity to match the Topten lists revisions,
it serves as an independent label of household appliances helping con-
sumers to choose the most energy efficient products. Top-10 involves all
Lithuanian retail chains and has triggered collaboration with nGO’s, govern-
mental organisations and commercial enterprises.
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e Competent, neutral, independent: energy experts with no links to
manufacturers nor retailers design selection criteria

e Transparent selection: all methodologies are available on-line

* Only very best products are presented: work and budget concentrate
on efficiency

e Comprehensive variety of categories to attract visitors: 85 product
categories, hundreds of sub-categories and thousands of products

e Information on purchase price and global cost (with energy bills)

* Beyond energy features, market features that interest and attract
consumers: photos and main functionalities of products

e Simple, fast and up-to-date: direct access to product information on
what is available in shops (at least two updates per year)

e Advice for good use of the products

e Analytical studies of the market and technical expertise for specific
products

TOPTEN - CLICK YOUR WAY TO ENERGY SAVINGS FEBRUARY 2012
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Topten is a concept with tools for end-users to speed up sales, focus on
quality and lower barriers for market access of energy efficient equip-
ment and respective information in households, offices, buildings, in-
dustry, transportation, etc.

Topten is internationally coordinated by the Topten International Group
(TIG: a non-profit association, based in Paris/France) in order to increase
influence on energy efficiency standards, to safeguard high quality of
operations, to maintain independence, to accelerate exchange of ex-
peri- ences and data and to provide access to tools and web-systems
for national Topten organisations. TIG safeguards the use of the Topten
concept worldwide. It will protect international property rights of
Topten.info, its name, logo and web content.

Topten wants to move national and international markets, individual
manufacturers and retailers, organisations of trade and manufacturers,
international standard organisations, etc. to contribute to the efficient
use of energy by providing, designing, building, marketing and operat-
ing more energy efficient equipment.

In order to achieve this goal Topten has led by TIG the following tasks:

a. Research in national and international markets for the best
products.

b. Building and updating databases for energy efficient equipment.

C. Design of criteria catalogues for the Topten-qualification (cut-
off line).

d. Providing independent testing facilities.

e. Support of procurement programmes for energy efficient equip-
ment.

f. Design and hosting of a series of national and international web-
sites.

g. Support of design and distribution of print products with infor-
mation on energy efficient equipment, etc.

h. Training for personnel working in national Topten projects.

i, Contacts to national and international organisations to influence
the sale of more energy efficient equipment.
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5. Topten works in cooperation with, but is independent of, equipment
manufacturers and retailers and their respective associations.

6. Topten is not engaged in the sales of equipment that is mentioned on
any Topten site.

7. Topten is organised nationally in order to better understand and guide
market conditions.

8. Topten is financed and supported by national, regional, local and inter-
national governmental agencies, consumer and environmental NGO'’s
and other partners (utilities, media, etc.). No sponsor shall be directly
linked to the manufacturing and selling of energy using equipment dis-
played in Topten.

9. TIG does not normally support national Topten projects with funds ex-
cept in developing countries under special agreement.

10.  TIG chooses, gives accreditation and supports national organisations
that want to use and distribute Topten in their country according to the
Topten Charter. For the process of accreditation the prospective national
Topten organisation has to setup its national partners, funding, opera-
tion managers etc. and provide the relevant information to TIG. The ac-
creditation procedure is a transparent process with a peer review.

11.  TIG tries to avoid having more than one national Topten organisation in
a given country / or in a given market.

12. Al national organisations accredited by TIG are members of the Topten
International Group and are linked to www.topten.info. They pay an an-
nual membership fee. They can use the Topten logo, operate their na-
tional Topten system and have access to the Topten database and
international market research.

Since September 2006
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Who is Topten

The Euro-Topten Plus project is led by energy specialists, environmental NGOs and consumer associations and consists
of the following partners:

. Austrian Energy Agency
(Coordinator)

Ecological Center, Luxembourg Norwegian Society for the Conservation
of Nature, Norway Energy research and modernising

institute, Romania
-a» e
German Energy Agency

Deutsche Energie-Agentur GmbH (dena)
- German Energy Agency

Local governments for sustainability Motiva Oy, Finland
Oko-Institut e.V., Germany
Polish foundation for energy Lithuanian national Consumer  National association for na-
efficiency, Poland Federation, Lithuania ture conservation, Portugal

WWF for a living planet’
WWEF European Policy Office, Belgium

. WWEF-Belgium

SEVENn, 0.PS., Czech Republic Wuppertal Institute, Germany WWF-Fre?nce
WWE-Greece

WWF-ltaly

Additional partners are: WWE-Spain

ten .ch * Swedish Society for Nature Conservation

The sole responsibility for the content of this brochure lies with the authors. It does not
represent the opinion of the European Communities. The European Commission is not
responsible for any use that may be made of the information contained therein.



