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Consumer Electronics Association

 Mission: Support industry growth

* More than 2,000 companies in the $208
billion U.S. consumer electronics industry

 Component suppliers, device manufacturers,
retailers, distributors, and service providers

* Market research, public policy, technology
standards, PR/media, International CES®
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CEA Initiatives

 Consumer research

e Consumer education




CEA Consumer Research Findings

* Shades of Green: Consumer Attitudes
Regarding Green CE (2010)

* Powering Intelligent Electricity Use (2011)

* Adoption and Usage of Home Automation
Technologies (2013)
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2010 Study: Attitudes

 Awareness and purchase of environmentally-
friendly (“green”) products was lower for
green CE products compared to products from
other industries
— Example: 78% of U.S. adults were aware of green

appliances compared to 41% awareness of green
CE devices (i.e., computers or televisions)
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2010 Study: Attitudes

 When considering the purchase of their next
CE device, consumers indicated green as one
of the top five elements to consider:

— Price (94%)

— Warranty (85%)

— Variety of features (83%)

— Environmentally-friendly attributes (74%)
— Size (64%); brand (59%); color (37%)
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2010 Study: Attitudes

* Actions speak louder than words:

— About 2/3 of consumers reported they usually or
always shut off their computer when not in use
and another 2/3 of consumers unplug chargers
when not in use.
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2011 Study: Energy Management

* Lowering electricity costs guide consumer
efforts to conserve and manage usage

* Concern regarding electricity consumption of
CE products is mixed (about 1/3 concerned,
about 1/3 not concerned)

* Monthly electricity bill remains the most
preferred method monitoring usage
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2013 Study: Home Automation

* Home automation technology awareness is
growing, but still an emerging category

* Most consumers still want to turn to
professionals to have home automation
technology installed

* Features focused on safety and security
should continue to be the building blocks of
home automation packages
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2013 Study: Home Automation

* A majority (61%) of households expect to
purchase energy efficiency home automation
technology at some point in the future,
followed by security technology (51%) and
entertainment products (40%).

 Programmable (34%) and smart thermostats
(32%) have the highest purchase intent within
the next two years across all home

nation technologies.
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Recent CEA Study

 The 12th Annual State of the Builder
Technology Market Study released on May 7,
2014

* Focus: Installations in new homes

e Structured wiring was the most common
technology installed in 2013 (78 percent, an
eight percent increase from 2012)...
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Recent CEA Study

...followed by monitored security (47 percent,
up three percent) and home theaters (32
percent, up five percent). Multi-room audio (21
percent), energy management (13 percent) and
home automation (12 percent) all saw increases.
A new addition to this year’s study are stand-
alone video surveillance systems (including pre-
wire),which were installed in eight percent of
new homes in 2013.
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Consumer Education

Try the Consumer Electronics (\
Energy Calculator

The calculator determines the energy cost per month and per year,
and compares your energy use to that of the average U.S. household.

" Recycle Electronics E\ Energy Calculator
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ENERGY STAR

e Of the cumulative number of ENERGY STAR
products sold as of 2013, more than 80% are
in the office equipment, home office
equipment and home electronics categories,
representing approximately 4 billion units.
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ENERGY STAR

* ENERGY STAR product savings attributable to
electronics as of 2011

— Dollar net savings:
$7.9 billion (about 60% of total)
— Emissions avoided:
53.6 MMTCO2e (about 54% of total)
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EnergyGuide

wd 5 hours use per Gy
s of the model: 126 kW

your utilty rates anc use.

“An advertisement for energy efficiency”
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CEA Earth Month Promotion

* Television — Total impressions: 3,789,926
e Radio — Total Impressions: 12,820,014
 CEA & EPA/ENERGY STAR Twitter chat
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CEA Satellite Media Tour
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Perspective

Dollar$ and Sense

Consumer electronics have become incredibly efficient. A liquid crystal display (LCD) flat-screen TV of today uses
63 percent less energy than a cathode ray tube TV in 2003. Across product categories, energy efficiency
and sustainability are central to the innovation of our products, resulting in lower costs to power your devices.

©
S
O
)
o
N

Annual Electricity Costs

$324.74 $329.01

©»
N
o
o
W
)

(e

$21.09

\

$7.22 $12.87 $15.49
& : -
=

= — =

("«

(Ao
e

-
® G

i
L

Sl A )

Satellite Video Game
Set-Top Box Console
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Water Central Central Heat
Heater Air Pump - Cooling

Blu-Ray

Player Laptop

Television R-frigerator Lighting

For mare information on the efficiencv =7 your electronics go to |/ greenerf*“d”.““ .0rg
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More helpful and uniform tips (considering
user behavior and power management)

More disc
ENERGY S

osures supporting informed choices
‘AR for installers?

Examine t

ne non-CE plug loads

How much can | save by using my electronics?

Are incent

ilves necessary?
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