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Topten advice at the point of sales: good for consumers, good for retailers
Example from Germany


In Germany, dena, the German energy agency, led a pilot project in collaboration with a large retail store. The idea is that when consumers are advised at the point of sales, at the moment of choosing their new model, a larger share of them chose very energy efficient products, which is also good for retailers who increase their revenue.

The approach was that the advice should be given to consumers neither by retail staff (who can always be suspected of not being impartial) nor by dena's staff (who are skilled in energy efficiency but not necessarily in sales' speeches). As a result, promotion specialists were trained by dena on energy efficiency issues and products; they were then hosted in retail stores in order to provide advice to consumers at the point of sales.

[image: \\Vmfile64\global\Energiesysteme\F Projekte\11-25-28-11\13_TopGeräte Datenbanken\2 Euro-Topten Plus\6 Deliverables\D 13 Materialien am POS für ETop+\Stromsparguide Materialien\StromSparGuide München.bmp]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 in advance so that they could stock enough of these products during the pilot project.












One of the trained advisers hosted by Media Markt









Results

During the project, 6 trained promotion specialists based in 4 different shops from the Media Markt retail chain in 4 different cities personally advised more than 4 000 consumers.
The project lasted 143 days.
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.

These good results were achieved because of the pre-existence of the Topten TopGeräte lists that made it easy for the retailers to build their range and stock the good models, but also because of the chosen approach of having specialised promotion staff involved.

Lessons learnt

The market counts so many references available that providing the Topten TopGeräte lists half a year in advance was crucial. In a range of 20 models exposed in a shop for example for refrigerators, there would have normally been one or two Topten models (to be compared to the thousands of references available). More choice in the energy efficient models is needed to convince consumers, and this extension of the efficient range was possible thanks to the Topten selection.

Retailers need time to decide to participate in specific operations. And even when the results are positive and profitable, it is very difficult to transform a pilot action into a long lasting approach.
In this specific case, the pilot project was planned to be extended, the training of advisors being eventually funded thanks to a part of the additional revenues raised by the retailers. In practice, the retailer did not whish to extend this to all shops and dena could not pay for such a measure on permanent grounds.



For more information 
XXX topgeräte
www.stromeffizienz.de
XXX Anton





The sole responsibility for the content of this document lies with the authors. It does not necessarily reflect the opinion of the European Union. Neither the EACI nor the European Commission are responsible for any use that may be made of the information contained therein.
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