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Introduction 
The Midwest Energy Efficiency Alliance (MEEA) rolled out our Change A Light, Change the 
World regional campaign in October 2001. This promotion was designed to raise consumer 
awareness on the energy saving benefits of compact fluorescent light (CFL) bulbs by offering 
advertising, educational information, and a $3 instant rebate towards the purchase of an ENERGY 
STAR® qualified CFL. MEEA’s initial goal was to sell up to 100,000 CFLs for a total energy 
savings of 51,464,000 kWh over the life of the CFLs. 
 
MEEA received funding from eight sponsors across the region: City of Chicago, Commonwealth 
Edison, Illinois Department of Commerce and Community Affairs, Xcel Energy, Minnesota 
Power, Minnesota Department of Commerce, Ohio Department of Development, and Missouri 
Department of Natural Resources Energy Center. This funding was used to offer the rebate in 
Illinois, Minnesota, the St. Louis, Missouri metropolitan area, and Ohio and to leverage funding 
from participating retailers and manufacturers. 

Program Background 

Program Origin 
Change A Light, Change the World was MEEA’s first program.  It was selected by the MEEA 
Program Committee and staff as an appropriate first step for several reasons.  First, EPA and 
DOE ENERGY STAR had decided to design a national Change A Light campaign with support 
and participation from national manufacturers, retailers and other program partners.  Building off 
the national program, created an excellent support system for MEEA’s first market intervention.   
 
Second, CFLs as a product category are relatively mainstream products.  Consumer recognition 
and awareness of CFLs is high and they occasionally know about some of the benefits associated 
with CFLs.  Standard labeling by the manufacturing industry is widespread and qualifying 
products are available nationally, making the consumer rebate regional program design easier 
than an up-stream promotion to get a  product on the shelf where none existed before.   
 
Finally, MEEA was administering the Illinois DCCA Residential ENERGY STAR Lighting 
program and our experience and coordination with that program made residential lighting rebates 
at a regional level a natural next step.  In addition, the Wisconsin Energy Conservation 
Corporation (WECC), working through the Focus on Energy program and funded by the 
Wisconsin public benefit fund, was participating in the national Change A Light campaign and 
was able to help MEEA design the program, negotiate participation with private-sector partners, 
and launch the promotion. 

Program Coordination 
Coordinating across service-territory and state lines proved to be challenging.  Getting financial 
commitments, securing final program design and approval, and finalizing contracts with 
sponsors was MEEA’s first hurdle and took nearly three months from start to finish.  In future 
programs, there will be opportunities to overcome the delays experienced in this up-front 
process, but our first program was a capabilities building program.   
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Although MEEA staff was reluctant to move forward with the program until all resources had 
been committed and contracts were in hand, the time necessary to design, produce and distribute 
appropriate promotional materials was drawing near and required action.  The upfront time 
necessary to secure funding did impact the time allowed for program execution as described in 
detail later in this report. 
 
In September, MEEA also learned of several competing CFL rebates in the Chicago marketplace 
as the promotion roll-out neared.  Osram Sylvania, working with persons outside of the ComEd 
Environmental Services group, offered a $12 mail-in rebate on all Osram Sylvania products, 
including incandescent and halogen products. This offer was provided to ComEd customers prior 
to the start of the Change a Light promotion, but customers had several months to redeem the 
rebate. 
 
Finally, through a separate program, the City of Chicago gave its City Aldermen 40,000 coupons 
good for one free CFL (any manufacturer) at any retail store that carried CFLs. This promotion 
competed against MEEA’s regional Change A Light promotion in the Chicago area. 

National Issues 
In addition to the internal logistical issues and the regional coordination issues associated with 
the first MEEA program, external events contributed to last minute program changes and 
ultimately impacted the program.  The events of September 11, 2001 drastically changed the 
marketing plan for the national Change A Light campaign.  MEEA’s marketing plan, which was 
built upon the national support targeted at specific media markets in the region, suffered the 
same fate.  The circumstances in which consumers process media messages and information 
related to the media also changed. 
 
Hill & Knowlton, ENERGY STAR’s media consultant for the strategy and launch of the national 
Change A Light campaign, gathered data surrounding media/consumer responses to national 
tragedies.  Unfortunately, the most recent data indicated that a media vacuum exists up to four-
weeks after a deeply moving disaster.  We really had no idea how the media would handle other 
issues in light of the unprecedented event, nor did we know how consumer spending patterns 
would respond to the September events and their magnitude.  Whether the messages surrounding 
energy efficiency, and in fact, anything not related to the September 11th tragedy would get 
through was uncertain. 
 

Program Design and Process 
Roles and Responsibilities 
In the summer of 2001, MEEA worked closely with the Wisconsin Energy Conservation 
Corporation (WECC) and with ECOS Consulting in Portland, Oregon to design and implement 
the first stage of the program. 
 
WECC staff had developed a similar promotion for the State of Wisconsin Focus on Energy 
program and facilitated the contracts between MEEA, the retailers, and the CFL manufacturers. 
WECC also provided template point-of-purchase (POP) materials that MEEA drew upon as we 
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designed the region-wide POP. As the promotion got underway, WECC continued to support 
MEEA by acting as liaison to the retailers and manufacturers at the corporate and local levels. 
 
Drawing from their experience with the Northwest Energy Efficiency Alliance, ECOS consulting 
helped with the design, printing, and distribution of the POP materials. Additionally, ECOS 
provided support in Illinois during the promotion with use of a field representative to train the 
participating retailers on the promotion. 
 
As the promotion launched, MEEA staff administered the program and deferred to WECC and 
ECOS when needed. 
 

Point of Purchase Materials 
Each store that participated in the Change a Light, Change the World promotion received from 
MEEA, via ECOS, a POP kit for the stores to set up a display on the promotion. Each kit 
contained the following materials: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

       
Figure 1. 

 
 

 
 
 
 
 
 

 

 

 
 

 

Two different ENERGY 
STAR® posters.  These 
high quality posters 
were created with the 
intention that the 
retailers would leave 
them up past the 
promotion (October – 
December 2001) to 
advertise the money and 
energy saving benefits 
of CFLs.  Figure 1. 
illustrates these posters. 
Figure 2. 

Retailer Staff “Cheat Sheets.”  Five 
laminated cards were provided to each 
store so that employees could provide 
additional information about CFLs in 
the event that a customer asked 
questions. Please see Figure 2. 

An equivalency “Bulb Wheel.” A laminated wheel was created so customers could 
determine which CFL to buy , determine the lumen equivalency, and to compare that 
lumen output to a standard incandescent light bulb. The wheel also demonstrated what 
the CFL would save per year and over the life of the CFL based on average electricity 
prices in the Midwest. 
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 An “End Cap” Banner. This banner was designed to be placed at the end of the lighting 
aisle where a display of CFLs would be set up. It could have also been used on a display 
table or been hung at the top of the aisle. 

 An 8.5 x 11 inch informational sheet on the benefits of CFLs. This piece highlighted 
some of the key reasons to buy a CFL over an incandescent bulb including: 1) CFLs use 
75% less energy; 2) CFLs last up to ten times longer; 3) CFLs can save consumers up to 
$45 over the life of the bulb; and 4) CFLs fit anywhere a standard light bulb fits.  
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 8.5 x 11 inch information sheet 
 how to receive the rebate. This 
ce pointed to the coupons that the 
tomer needed to fill out in order to 
eive the instant rebate. Each 
tomer was asked to provide their 

lity company’s name and their 
ress for verification. This sheet 

s personalized for each state so 
t it identified the sponsors for that 
te. Please see Figure 3. 
upons.  Each store was provided with 3 tear pads of 50 coupons per pad that listed the 
nufacturer and SKU numbers of the CFLs that qualified for the rebate.  Stores were 
tructed to call MEEA if they needed more coupons.  Instructions for the store manager 
 where to send the coupons were also provided. Please see figure 4. 

Figure 3. 

ochures. Brochures were also made available for stores to display that explained more 
out energy efficient lighting and the different types of lighting technologies. 
ange A Light National Sweepstakes Information and Entry Forms. MEEA 

onsored EPA’s Change A Light sweepstakes and provided each store with a riser card 
d tear pads of entry forms to be filled out by customers for a chance to win an ENERGY 
AR® product. Please see figure 5. 

Figure 4. Figure 5.
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True Value Hardware Participation 
The Change a Light, Change the World promotion launched on October 12, 2001 with True 
Value Hardware stores and GE Lighting in Illinois, Minnesota, Missouri and Ohio. GE Lighting 
agreed to provide $1 of the $3 instant rebate per CFL. GE Lighting also helped with advertising 
expenses and reaching out to the individual True Value Hardware stores. Rebates were available 
for three different GE CFLs models. Tru-Serv Corporation, the parent of True Value Hardware, 
agreed to encourage their stores to participate and contributed significant advertising funds in the 
forms of print, radio, and television advertising. The remaining rebate and advertising funds were 
derived from MEEA’s sponsors. 
 
Prior to the launch date, MEEA staff sent out packets to 278 True Value Hardware stores in the 
participating states. MEEA, in partnership with GE Lighting, provided information on the 
promotion along with information on CFLs and an application for participation. These packets 
identified all of the advertising that would be available in the major media markets and offered 
cooperative advertising to those stores in central Illinois that would not fall within the main 
advertising areas. It was clearly identified that the individual store’s only responsibility would be 
to set up a display using the POP materials that MEEA would provide and then to submit the 
coupons back to MEEA for reimbursement. 
 
After the packets were sent out, MEEA staff called all 278 stores to see if they had received the 
packets and asked if they would participate. A verbal okay was satisfactory if no application had 
been received. Out of the 278 stores, 198 stores agreed to participate in the promotion, a 71% 
participation rate.  
 
Prior to October 12th, the POP kits were sent out to the 198 participating stores and MEEA staff 
called to alert them the POP kits should or would be there at the start of the promotion. 
 
Additionally, the following advertising was used to promote the campaign: 

 Full-page black and white ads in the Chicago Tribune, Chicago Sun Times, and St. Louis 
Post-Dispatch, see figure 6. 

 Full-page color ad in the Alton Telegraph, see figure 7. 
 15 second radio spots in the Chicago and St. Louis markets. 
 30 second TV commercials in Ohio and Minnesota. 
 Co-op advertising was offered to stores in central Illinois. 

 
The True Value print, radio, and television advertising did not focus on one intended audience. 
The print ads were placed in the front sections of each newspaper to reach maximum number of 
viewers. The radio scripts were run in conjunction with a home improvement talk show. 
 
The radio script read as follows: 

“Help with the high cost of energy is just around the corner—at True Value. During 
October, get three dollars off at True Value when you buy GE Compact Fluorescent 
Twist Light Bulbs, regularly $7.99 each. ENERGY STAR®-qualified GE Bulbs use up to 
seventy-five percent less energy and last ten times longer than standard incandescent 
bulbs. Get yours today for just $4.99! Start saving money and help the environment. 
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Change a light—and change the world—with Energy Star. This month only at 
participating True Value stores. Sponsored by the Midwest Energy Efficiency Alliance.” 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

 

Figure 7. 
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ovided a brief write-up on the promotion in October in The Source, their 
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ustomer’s bill for that month. 

ous experience of the Wisconsin Energy Conservation Corporation in 
an effort to avoid over-subscription to the promotion, MEEA felt that this 
fficient enough to lead to a sales estimate of 250 CFLs sold per store. 

h True Value Hardware ran through the end of October. After the promotion 
 staff contacted each of the participating stores to assess sales volume and to 
mit their coupons to MEEA for redemption. 

received all of the True Value Hardware stores’ coupons, they were sent to a 
or processing and verification. The fulfillment house then sent the 
cks back to the stores along with a store survey to provide MEEA with 
omotion. 
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lue Hardware promotion concluded at the end of October, MEEA launched the 
e Change A Light campaign with Home Depot stores and Philips Lighting in 
and Ohio. Minnesota was later included to compensate for the lower than 
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expected True Value Hardware sales. Philips Lighting agreed to provide $1 of the $3 instant 
rebate per CFL as well as assistance from their contractor, Creative Retail Services (CRS). CRS 
representatives distribute Philips’ products to Home Depot stores on behalf of Philips, similar to 
how food companies use contractors to stock their products on grocery store shelves. The 
remaining rebate funds were derived from MEEA’s sponsors. Initially, ten different Philips CFLs 
were eligible to receive the rebate and the Home Depot promotion was scheduled to end on 
November 12, 2001. After the first few weeks of the promotion, MEEA assessed the sales 
volumes and decided to extend the program into December. Three new Philips Twister CFLs 
were also added to promotion. 
 
Since their divisional and corporate offices directly manage Home Depot stores, MEEA first 
worked with the Home Depot corporate office to gain their support for the promotion. Once the 
corporate office agreed to participate, letters were sent to the 81 stores in Illinois, Missouri, and 
Ohio as well as to the stores’ respective district manager to provide them with a schedule and 
summary of the promotion. 
 
Prior to the start of the promotion, the POP kits were mailed to Philips’ CRS representative 
which they agreed to hand deliver to each store and help set up the display. MEEA staff then 
called both the Home Depot stores and CRS representatives to ensure that they received the kits. 
 
Home Depot Corporate decided not to contribute to any advertising costs since they felt that foot 
traffic normally generated in a Home Depot store would be enough to meet estimated sales of 
350 CFLs per store.  
 
After the promotion concluded, the individual Home Depot stores sent the coupons to the Home 
Depot redemption center in Atlanta. The redemption center then sent one single bill and the 
individual coupons to MEEA’s fulfillment house for verification. 
 
MEEA staff then faxed out follow-up surveys to all participating Home Depot stores. 
 

Results and Analysis 

Point of Purchase Kits 
Due to a short time frame to roll out the program, MEEA and ECOS Consulting had only one 
month to design, develop, and print all of the POP materials prior to the launch of the True Value 
Hardware promotion. The process of designing, editing, receiving logo and print approval from 
sponsors and then printing took longer than anticipated, leaving very little time to mail the kits to 
each True Value Hardware store.  
 
Kits were sent out 2 days prior to the start of the promotion, so some stores did not receive their 
materials until the day of or the day after the start of the promotion. Although this may not have 
hurt sales since the advertising did not run until a few days into the promotion, it may have 
affected the individual stores attitude in participating in the promotion. Due to some packaging 
errors at the fulfillment house, some POP kits were received damaged with the posters and end-
cap banners creased. 
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The Home Depot store kits were mailed out at the same time as the True Value Hardware kits 
because they were first sent to CRS. The kits were sent to CRS so that they could hand deliver 
the kits to the Home Depot stores to ensure that the kits were received by the appropriate Home 
Depot employee. The delay in mailing the kits left little to no time for some of the CRS 
representatives to deliver the materials to their stores in time for the November 1st launch. In 
some cases, CRS representatives had over 10 stores per representative to deliver the POP 
materials to.  
 
 Despite the time constraints, the overall quality of the POP materials was excellent. The design 
and color usage was very eye catching and the majority of the materials could easily stay within 
the stores long after the promotion. However, through store visits, phone calls, and surveys, 
MEEA determined that most of the stores did not use all of the POP materials and many of them 
were thrown out as soon as the promotion ended, and in some cases, before the promotion ended. 
 

True Value Hardware Results 

Overall Sales Numbers 
As MEEA staff began to make follow-up calls to the participating True Value Hardware stores, it 
became readily apparent that they did not sell nearly the quantities of CFLs that MEEA and our 
consultants had estimated. 
 
By late November, MEEA had only received coupons from 65 True Value Hardware Stores out 
of the 198 stores that were confirmed to participate in the promotion.  MEEA called the 
remaining 133 stores to follow up and learned that 59 of these stores did participate but either 
had not sent in their coupons yet or sold zero bulbs and the remaining 74 had not participated in 
the promotion, bringing the total number of participants to 124 stores; 63% of the total confirmed 
to participate.    
 
Of the 74 stores that did not participate, 50 stores maintained that they never received the POP 
materials and 24 stores chose not to participate. Some of the reasons given for choosing not to 
participate were too busy, did not carry CFL bulbs, did not receive the materials in time, and just 
never got around to it.  
 
Of the stores that did participate, 24 stores had a poor response to the promotion and did not sell 
any CFL bulbs. Two stores (both in Illinois) said they did not realize the rebate was “in-store” 
and sent the rebate coupon home with the customer.   
 
The total number of CFL bulbs sold during the True Value Hardware promotion was 1472. On 
average, each store that participated in the promotion sold 12 CFLs.  

Reasons for Low Sales 
There were several factors that contributed to the lower than expected sales of CFLs in the 
Change A Light True Value Hardware promotion. These reasons include: 1) Some of the POP 
materials were not fully utilized; 2) Some store managers were not familiar with CFLs and 
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therefore did not carry CFLs in stock; 3) True Value Hardware stores generally have a lesser 
sales volume than larger stores like Home Depot; and 4) A lower store participation rate.  
 
In-store visits of the participating True Value Hardware stores identified that most True Value 
Hardware stores are relatively small in size and do not have the space to set up a large display of 
the POP materials. Figure 8. depicts how one True Value Hardware store could only set up the 
rebate informational sheet and did not display any of the other materials. Other stores exhibited 
similar problems in which the majority of the POP materials were not utilized. 
 
Phone calls made to True Value Hardware stores as well as survey responses gave additional 
insight into low sales.  Some store managers suggested that the promotion was too short to be 
successful, saying that their customers were not impulse buyers and needed more time to 
consider purchasing a CFL.  A few store managers did not understand the rebate instructions.  
Another store manager said that small towns do not benefit from large promotions.  Finally, the 
cost of CFLs was blamed for low CFL sales, even with the rebate.  More than one store 
managers said that their customers make purchases based on low price rather than quality, and 
one store manager suggested a promotion in which the customer is completely refunded by the 
rebate. 
 
 

 
 
 
This can be further explained by noting that WECC has been working with True Value Hardware 
stores for several years and has built strong relationships with the storeowners. WECC has 
asserted that this will take time. With each passing year, more and more stores have participated 
in Wisconsin, and the successes have increased. 

Due to a limited budget, MEEA was not able to 
provide field representatives to set up the displays, 
train sales staff and check-in on the promotion in 
each store. Wisconsin Energy Conservation 
Corporation ran a similar promotion in Wisconsin 
but also incorporated field representatives. Looking 
at WECC’s results, it may seem evident that 
employing field representatives to set up complete 
promotional displays and to train sales staff will 
likely increase the success of the program.  
However, this was not the case for MEEA. 
 
Although MEEA employed one field representative 
for Illinois to provide information and awareness of 
the promotion to individual stores, we did not see 
any correlation to a higher sales volume per store for 
Illinois or the individual stores that received the 
training. Figure 8. 

 
As MEEA staff initiated talks with the True Value Hardware stores about the promotion it 
became evident that many stores were not familiar with energy efficient products.   The field 
representative employed by MEEA conducted 22 field interviews in central Illinois True Value 
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Hardware stores.  The interviews indicated that 17 store managers, 77.3%, had little to no 
knowledge of ENERGY STAR products; 4 store managers, 18.2%, had some knowledge of 
ENERGY STAR products; and only one store manager, 4.5%, knew about ENERGY STAR. On the 
positive side, 18 of the 22 stores, 81.8%, expressed willingness to suggest ENERGY STAR® 

products to their customers. 
 
MEEA initially estimated that each True Value Hardware store would sell an average of 250 
CFLs during the two weeks of the promotion. After ascertaining that most of the rural and 
suburban stores either do not carry CFLs or sell a very small amount, MEEA realized that 
attaining the 250 CFL average per store was unrealistic. Additionally, as previously mentioned, 
74 stores did not participate, which also contributed to the reduced sales numbers from MEEA’s 
original estimate that included those 74 stores. The stores that did not participate, stating that 
they did not receive the POP materials, may not have known what to look for. MEEA fielded 
several calls at the start of the promotion from True Value Hardware stores asking were their kits 
were and once staff described the box shape and look, they were able to locate the kit in their 
receiving office. 
 

Participating True Value Hardware Store Feedback 
MEEA staff drafted a survey and faxed it to the True Value Hardware stores that participated in 
the Change A Light, Change The World promotion.  Out of the 126 True Value Hardware stores 
that participated in the promotion, only 12 responded to the survey, a 9.5% response rate. Please 
see Appendix A. for a copy of the True Value Hardware Retailer survey. 
 
POP Materials 
The survey asked the store manager which of the POP materials were used and to rate the 
helpfulness of each POP piece on a scale of one to five.  The lowest number indicated “not very 
helpful” whereas the highest number indicated “extremely helpful.” 
 
All 12 respondents indicated on the survey that they used the posters and coupons.  The average 
helpfulness rating for the poster and coupons were 3.33 and 4.17, respectively. 
  
Eleven respondents marked that they used the coupon redemption instruction sheet and gave it an 
average helpfulness rating of 3.58. 
 
The End-Cap banner and the Equivalency bulb-wheel received equal usage as both were marked 
by 7 respondents.  The End-Cap banner was rated an average of 2.58 on the helpfulness scale 
while the Equivalency bulb-wheel was given an average rating of 1.92. 
 
Six respondents used the Chang A Light, Change the World sweepstakes info and entry forms 
and gave it an average helpfulness rating of 2.08. 
 
The Benefits of CFLs sheet was marked by 4 respondents and received an average helpfulness 
rating of 2.   
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Finally, only one respondent used the Employee cheat sheet.  An average of 1.75 was given to 
this piece on the helpfulness rating scale.  
 
 
The following chart summarized what POP was used by the participating stores: 
 

POP Materials Used Respondents Rating 
Posters 12 3.33 
Coupons 12 4.17 
Coupon redemption instruction sheet 11 3.58 
End-Cap banner 7 2.58 
Equivalency bulb-wheel chart 7 1.92 
Employee cheat-sheets 1 1.75 
Benefits of CFLs sheet 4 2.00 
Change a Light sweepstakes info / entry forms 6 2.08 

Total Number of Respondents 12  
 

Promotion Type Used 
The store managers were asked on the survey how their customers heard about the Change A 
Light, Change the World promotion.  Five respondents indicated newspaper ads and 2 indicated 
TV commercials. Radio commercials received no response on the surveys.  Four respondents 
marked that their customers heard about the promotion through word of mouth.  Two 
respondents wrote in that customers first learned of the promotion when they saw the display at 
the store.   
 
Almost all of the respondents did not do any additional advertising outside of MEEA’s 
advertising; however, one store did indicate on the survey that they advertised in the local paper.   
 
CFL Knowledge 
The survey asked whether the store’s customers had any previous knowledge, were somewhat 
knowledgeable, or if they were very knowledgeable about CFLs. The majority of respondents, 10 
out of 12, indicated that their customers were somewhat knowledgeable about CFLs while only 2 
indicated that they had little, if any, previous knowledge. 
  
Promotion Success 
Finally, the survey asks if the promotion was beneficial to the store and if the store manager 
would consider participating in a similar promotion in the future.  Most respondents, 9 out of 12, 
marked that the promotion was beneficial to the store.  The same 9 that answered yes to this 
question also marked that they would consider participating again.  The remaining 3 respondents 
answered no to both questions.  It seems the main reason for their negative response was that the 
store sold very few CFLs.  One of these respondents wrote in that the store was not interested in 
pulling new stock in, and that its customers tended to be more interested in low price rather than 
better quality.   
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Home Depot Results 

Overall Sales Numbers 
MEEA anticipated that a Home Depot store would sell an average of 350 CFLs during the 
duration of the promotion. Furthermore, with the lower than expected sales estimates from the 
True Value Hardware promotion, MEEA staff initially took several steps to ensure that the 
Home Depot sales would hit their target sales figure as well as additional sales to make up for the 
shortfall of True Value Hardware CFL sales. These steps included: 

• Extending the Home Depot promotion through the end of November.  
• Adding three new Philips “twister” CFLs to the list of CFLs qualified to receive 

the rebate.  
• Expanding the Change A Light promotion to the 19 Home Depot stores in 

Minnesota. 
• Allowing for a second promotion extension through the end of December. 

 
Despite these efforts, the overall CFL sales number for Home Depot was 30,150. This number 
was derived from the total sales from the CFLs in the specified markets in the region provided to 
MEEA by Home Depot Corporate. Unfortunately, due to reasons unknown to MEEA, coupons 
for only 2,746 CFLs were turned in and processed.  MEEA is counting the total sales figures 
derived by Philips and Home Depot as the total CFLs sold under the Change A Light promotion. 

Reasons for Low Sales 
Several factors affected the lower than expected sales total. These reasons include the point-of-
purchase materials distribution, poor communications with Home Depot staff, and early removal 
of POP. Initially, MEEA had hoped that the POP kits would be shipped to Philips CRS two 
weeks prior to the start of the promotion so the representatives would have enough time to 
personally set up the displays in each of their respective Home Depot stores. MEEA experienced 
a delay in shipping the kits due to an error with the coupons, so the CRS representatives did not 
receive the kits until only a few days prior to the promotion. Some CRS representatives managed 
over 15 stores, so in most cases, the CRS representatives simply left the kits with a store 
employee and did not set up the displays.  
 
After the kits were set up in the Home Depot stores, MEEA staff made weekly calls to the 
participating Home Depot stores to see how the promotion was progressing. In very few 
instances were MEEA staff able to talk to the same Home Depot employee, and when asked if 
the promotional materials were still up, the majority of the Home Depot staff did not even know 
of the promotion. Due to the length of time and lack of progress that each call took, MEEA 
worked with CRS to touch base with the store employees to get status checks on the promotion. 
This provided some information; however, not having one person at the store that MEEA staff 
could contact was a significant hindrance to the success of the promotion. 
 
This lack of communication also was a significant factor in why the extension of the Home 
Depot promotion through December was not as beneficial as it could have been. When MEEA 
staff decided to extend the promotion through the end of November and then through December, 
staff made several calls to each participating Home Depot store to make sure they kept up all of 
the POP materials and let them know that new coupons would be arriving via the CRS 

-  - 14



Midwest Energy Efficiency Alliance                  Change A Light, Change the World 2001 Promotion 
Final Report                                                                                  May 6,2002 

representative. In most cases, the Home Depot staff person that MEEA had talked to did not 
communicate this information to their co-workers or supervisor and the displays were torn down 
prior to the end of the promotion in all but a few stores.  
 

Store Feedback  
MEEA staff drafted a survey and faxed it to the Home Depot stores that participated in the 
Change A Light, Change The World promotion.  Out of the 100 Home Depot stores that 
participated in the promotion, only 5 responded to the survey, a 5% response rate. Please see 
Appendix B. for copy of the Home Depot store survey form. 
  
POP Materials 
The survey asked the store manager which of the POP materials that were provided were used 
and to rate the helpfulness of each POP piece on a scale of one to five.  The lowest number 
indicated “not very helpful” whereas the highest number indicated “extremely helpful.” 
 
All five respondents marked that they used the coupons, coupon redemption instruction sheet, 
equivalency bulb-wheel charts, and sweepstakes info/entry forms.  Four respondents used the 
posters, employee cheat-sheets, and benefits of CFL sheet.  Only three out of the five 
respondents indicated that they used the end-cap banner.  The average helpfulness that the 
respondents rated for these pieces are as follows:  
  

POP Materials Used Respondents Rating 
Posters 5 3.25 
Coupons 5 3.25 
Coupon redemption instruction sheet 5 3.40 
End-Cap banner 5 3.00 
Equivalency bulb-wheel chart 5 2.60 
Employee cheat-sheets 5 2.75 
Benefits of CFLs sheet 5 3.20 
Change a Light sweepstakes info / entry forms 5 3.00 

Total Number of Respondents 5  
 
 
Number of CFLs Sold 
Two respondents indicated that their store sold between 101 and 150 CFLs.  One store sold 
between zero and 25 CFLs.  The other 2 survey respondents left this question blank; indicating 
that they did not know how many CFLs had sold at their store during the promotion. 
 
CFL Knowledge 
The survey asked whether their customers had any previous knowledge, were somewhat 
knowledgeable, or if they were very knowledgeable about CFLs.  Three respondents indicated 
that their customers had little, if any, previous knowledge about CFLs while only one indicated 
that they were somewhat knowledgeable.  
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Promotion Success 
Finally, the survey asks if the promotion was beneficial to the store and if the store manager 
would consider participating in a similar promotion in the future.  Three respondents marked that 
the promotion was beneficial to their store and these same three marked that they would consider 
participating in a similar promotion.  One respondent answered that the promotion was not 
beneficial to his store because the customers did not comprehend the money CFLs would save.  
He suggested for future programs that there should be more education material and the POP 
pieces arrive at the store at least 1 month in advance.   
 

Overall Results 
The total CFLs sold for the True Value Hardware promotion was 1,472 in Illinois, Missouri, 
Minnesota and Ohio. The total Home Depot sales figures show that 30,150 CFLs were sold in 
the region during November and December. The combined total CFLs for the promotion was 
31,622 CFLs sold. This translates to an average energy lifetime savings of 16,601,550 kWh. The 
chart below summarizes the number of participating stores and total CFL sales by retailer by 
state: 
 
  Illinois Minnesota Missouri Ohio 

Number of Participating 
Stores 

 
58 

 
48 

 
17 

 
3 

 
True Value 
Hardware CFL Sales 648 508 268 37 

Number of Participating 
Stores 

 
40 

 
19 

 
6 

 
35 

 
Home Depot 

CFL Sales 16,870 5,019 1,837 6,424 
 Total Number of 

Participating Stores 
 

98 
 

67 
 

23 
 

38 
 Total CFL Sales 17,518 5,527 2,105 6,461 

Lessons Learned 
The following list of lessons learned from the Change A Light, Change the World promotion was 
derived from MEEA staff as well as from debriefing meetings coordinated by MEEA at their 
offices with all of the participating stakeholders. 

• Timing is essential. MEEA had a little over one month to execute the Change a Light 
program. This was not sufficient time to engage each store to encourage them to 
participate and stress the importance of their roles in the promotion. By spreading out the 
interactions with the individual stores and the corporate offices, MEEA staff would have 
been better able to understand any potential issues and concerns prior to the start of the 
promotion. Additionally, the design, printing and shipping of the POP materials took 
longer than anticipated and were delivered to the stores with no time to spare.  

• More in-store visits are mandatory. In-store visits by a field representative serve 
several purposes: the store owner/manager will become more comfortable with the 
concept of the promotion and realize that MEEA and our sponsors are not out to sell them 
anything; visits will continually foster the lines of other forms of communication and will 
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make it easier to work with the stores when last minute changes occur in the promotion; 
field representatives can work with the stores to set up an effective POP display; and field 
representatives can take time to answer any questions on the product(s) and conduct 
informal training sessions with store employees. 

• Larger is not necessarily better. Different issues and problems arise when working with 
smaller independently owned stores and with larger nationally owned stores. The key to 
long-term success is the support received from the corporate office. Without support, the 
promotion may succeed in the next year, but the issues will still be there, but with 
corporate support and commitment to the program, these hurdles can be overcome sooner 
and quicker and ensure larger success in the second year.  

• Education with the retailers and consumers is still essential. The Midwest has not felt 
the energy crunch experienced in other states, so the need to identify ENERGY STAR® 
qualified products, with the exception of the State of Wisconsin, has been nonexistent 
and, therefore, consumers and retailers still need more education about energy efficient 
products and technologies. 

• Support from lighting manufacturers. Whether or not the lighting manufacturer 
contributes to the rebate, their buy-in and support is essential to help gain access to the 
retailer buyer who can make or break the promotion. 

• Roles and responsibilities need to be clearly defined. The easiest way for a task to fall 
through the cracks is to assume that someone else is taking care of it. Each task should be 
clearly defined and assigned to a member of the team. 

• POP kits should be clear and easy to put up. Providing instructions and a diagram or 
picture of a typical set-up will help the stores understand how to set up the displays and 
will allow for a greater assurance that more of the POP materials will be used. 

• The promotion must be simple and easy for the participating stores. With each task 
and expectation that you place on each store, you gain a greater likelihood that the store 
will either decide not to participate or not fully commit to the promotion and sales of the 
product may be affected. 

Sponsor Recommendations 
The Change A Light, Change The World promotion sponsors agreed with the lessons learned 
and reiterated the need for the following actions for the Change A Light 2002 campaign: 

• A minimum of a two month lead time to negotiate approach, scope and budget of the 
Change A Light campaign; process grant agreements; and review administrative 
requirements. 

• Identify the increase in sales of CFLs from one year to the next, especially if not all of the 
coupons had been redeemed to give and better estimate on the outcome of the promotion. 

• Simply the rebate process and/or consider other incentives and approaches. 
• Reduce the overhead per CFL purchased. 
• Obtain an advanced commitment from the participating manufactures and retailers. 
• Provide advance training to the participating retailers. 
• Focus on the retailers that have committed to the promotion and have completed training. 
• Simply Point of Purchase materials for the store displays based on the survey results. 
• Ensure advanced advertisement in collaboration with the retailers. 
• Allow sufficient time for advanced planning. 
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Conclusion 
Although MEEA did not see the CFL sales numbers that we had hoped for, we still feel that the 
Change A Light, Change the World promotion was a tremendous success. MEEA was able to 
leverage funds from eight sponsors across four states and obtain funding from the manufacturers 
and one retailer for the rebate and advertising of the promotion. The relationships with the 
manufacturers and retailers have been fostered and MEEA is confident that those relationships 
will translate into a more successful 2002 lighting promotion.  
 
Over 30,000 CFLs were sold in the region that translated to over 10,700,000 kWh savings over 
the life of the CFLs. Through the extensive print, television and radio advertising as well as in-
store promotional information, MEEA is confident that consumer awareness was raised on the 
energy saving and environmental benefits of CFLs. 
 
Additionally, the Southern Minnesota Municipal Power Agency (SMMPA) was broached with 
participating in the program, but due to some financial restrictions, they were not able to partner 
under MEEA’s promotion and decided to use MEEA’s model and run a similar lighting 
campaign with the municipal utilities in Minnesota. According to Larry Johnston, Director of 
Corporate Development and Agency Relations, “working with the Midwest Energy Efficiency 
Alliance (MEEA) was very instrumental in our agency putting together a program in a short 
amount of time.  The compact fluorescent light (CFL) program was highly successful with our 
participating members.  We found the program so successful that we are continuing to promote 
CFLs into 2002.” SMMPA and its eleven participating members rebated 3,146 compact 
fluorescent lights during the October-November 2001 campaign.  
 
Although the CFL sales were not as high as MEEA had initially anticipated, we strongly feel that 
the promotion design and overall concept was solid based on the great success that the State of 
Wisconsin had in their identical program. MEEA is planning on using a similar design for a 2002 
lighting promotion, and will include more in-store visits with communication beginning several 
months prior to the start of the promotion. MEEA is also hoping to expand the number of 
participating retailers and lighting manufacturers in the region, and establish a closer relationship 
to Wisconsin’s lighting program both promotions will look seamless to consumers in the region. 
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Appendix A. True Value Hardware Store Survey Form 
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How did your customers hear about the promotion? 
___ Newspaper ads 
___ TV commercials 
___ Radio commercials 
___ Word of mouth 
 
Did your store do any additional advertising outside of the advertising that MEEA and our 
sponsors provided? 
 ___ Yes  ___ No 
 If Yes, please describe: 
 
Were your customers knowledgeable about CFLs? 
___ No previous knowledge 
___ Somewhat knowledgeable 
___ Very knowledgeable 
 
Was this promotion beneficial to your store? 
 ___ Yes  ___ No 
 If No, please explain: 
 
Would you consider participating in a similar promotion again? 
 ___ Yes  ___ No 
 If No, please explain: 
 
Do you have any recommendations or changes for future programs? 
 
 
 Please provide MEEA with any additional comments below. 
 
 
Optional: 
 

Name:   _________________________________________ 
 

Store Name:  ____________________________________ 
 

Phone Number:  __________________________________ 
 
 

Thank you for participating in our Change A Light, Change the World Promotion! 
*** Please fax or mail this survey to MEEA’s offices at 312-673-6518 *** 

MEEA, 35 East Wacker Dr. Suite 1300, Chicago, IL 60601 
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Appendix B. Home Depot Store Survey 
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Were your customers knowledgeable about CFLs? 

 No previous knowledge 
 Somewhat knowledgeable 
 Very knowledgeable 

 
Was this promotion beneficial to your store? 
 ___ Yes  ___ No 
 If No, please explain: 
 
 
 
Would you consider participating in a similar promotion again? 

 ___ Yes  ___ No 
 If No, please explain: 
 
 
 

Do you have any recommendations or changes for future programs? 
 
 
 
Please provide MEEA with any additional comments below. 
 
 
 
Optional: 
 

Name:   _________________________________________ 
 

Store Name:  ____________________________________ 
 

Phone Number:  __________________________________ 
 
 

Thank you for participating in our Change A Light, Change the World Promotion! 
*** Please fax or mail this survey to MEEA’s offices at 312-673-6518 *** 

MEEA, 35 East Wacker Dr. Suite 1300, Chicago, IL 60601 
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