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Challenges
The challenges faced by the Trust can be summarised
brie y as follows.

Firstly, the Trust has no statutory powers of compulsion that
can force households and the public sector to behave in
an energy ef cient and nancially sensible way when they
purchase or use electrical equipment. The Trust can only
appeal to market players and consumers. As a result there
is no given or unequivocal link between the Trusts efforts
and the electricity savings achieved.

Secondly, the Trusts annual funding is modest in relation
to the turnover of the market in which it operates. Every
year, households and the public sector purchase electrical
equipment worth around DKK 50 billion, to which can be
added electricity bills of around DKK 20 billion per year.
By comparison, the Trusts annual funding amounts to just
under DKK 100 million (0.001 of market turnover).

Areas covered

The Action Programme is built round two elements includ-
ing permanent information and marketing campaigns that
need to ensure that households and the public sector are
well informed about electricity savings possibilities, regard-
less of whether these involve the use of existing equipment

or new purchases. The ambition is for these initiatives to

ful | the savings targets established. A total of DKK 75 mil-
lion has been set aside for these activities.

As an important supplement to the above, the Trust has
identi ed ve new areas of initiative. These involve areas
and projects that in the long term can be developed into
core initiatives within a few years. Development projects
like these will ensure that the Trust can continue to provide
consumers with relevant advice and offers.

The ve new areas of initiative are:

‘Quantum leap- technologies

Changing markets

New construction

Energy saving equipment and energy management
New business concepts for energy savings

Exceptionally in 2007, the Trust will have approximately
DKK 115 million at its disposal as a result of the discontinu-
ation of three subsidy schemes. This provides the nancial
backing for the Trust to spend DKK 25 million in the ve
areas of initiative.

The Trusts strategy and areas of initiative are described in

subsequent sections of the Action Programme.







Introduction

The Action Programme sets out the overall priorities for
the Trust’s activities in 2007 and subsequent years. The
Action Programme is built partly round permanent
information and marketing campaigns targeted at
households and the public sector, and partly round a
number of special areas of initiative.

The appendixes relating to the Action programme are
as follows:

Appendix A: The Trust’s working method — barriers and
initiatives

Appendix B: Environmental and socio-economic rea-
sons for saving electricity

Appendix C: Danish government funding and Action
Programme budget

The Danish Electricity Saving Trust is an independent
trust led by a Board appointed by the Danish Ministry of
Transport and Energy. The Trust was established in 1997
with the purpose of promoting electricity savings in the
household and public sectors.

The Danish Electricity Trust Saving Bill states that the Trusts
efforts must be directed at households and the public sec-
tor. Companies do not contribute nancially to the Trust.
The political agreement on the supply of natural gas and
energy saving of 29 May 2001 states however that the
Trusts initiatives can be offered to business and commerce
where these are construed as ‘spin-off- effects of initiatives
directed at the household or public sectors. However,

the Trust may not offer direct subsidies to business and
commerce.

Funding situation

The Trust is nanced by a special electricity savings charge
of DKK 0.006/kWh payable by households and the
public sector. In respect of the 2007 Danish Budget, the
Trust is authorised to spend DKK 96.4 million consisting

of the proceeds nanced by this special electricity savings
charge. As mentioned previously, the Trust will have a total
of approximately DKK 115 million at its disposal in 2007.

Prioritising electricity savings projects
According to the Electricity Trust Saving Bill the objective
of the Danish Electricity Saving Trust is ‘to promote savings
in electricity consumption in homes and public institutions
in accordance with socio-economic and environmental
considerations.- The socio-economic and environmental
reasons for saving electricity are described in Appendix B.

Following its establishment in 1997, the Trusts primary
task was to encourage conversions from electric heating
to district heating or natural gas. In the intervening period,
and in compliance with its legal obligations, the Trust has
developed and prioritised new initiatives that have resulted
in improved economics and greater electricity savings

in terms of Danish kroner per kWh saved (see 2004
Evaluation of Danish Electricity Saving Trust). In 2007, the
subsidy schemes currently in operation will be discontin-
ued. The Trust expects to allocate proposed funds on the
following basis:

1. Permanent information and marketing campaigns tar-
geted at households approximately DKK 45 million

2. Permanent information and marketing campaigns targeted
at the public sector approximately DKK 30 million

3. Special areas of initiative and development projects

approximately DKK 25 million

4. General activities DKK 3 million

5. Secretariat overheads DKK 7 million

6. Contingency DKK 5 million




Vision 2009

On 10 June 2005, the Danish government entered into
an agreement with the opposition parties in the Danish
Parliament (Folketinget) concerning future energy savings
activities. The agreement established the framework for
effective and increased activities in the coming years.

The parties agreed that total energy consumption (exclud-
ing transport) should decrease. For the period 2006
2013, the agreement set an annual target for energy
savings efforts equivalent to a reduction of 1.7 per cent of
the energy consumption in 2003.

Saving electricity is also a key plank in the governments
overall energy strategy because electricity consumption:

has the highest impact on the environment and equiva-
lent emissions of CO,

results in the greatest speci ¢ fuel consumption
impacts on security of supply and the need to expand
the capacity of the distribution network and power
stations

In the last 10 years (1996 2005), electricity consumption
by households has been relatively constant, but public sec-
tor electricity consumption has gradually risen by 10 per
cent. Recently however, consumption by households has
risen by 1.3 per cent in the period from 2004 2005. As
detailed on the following page, this rise in consumption is
caused by the increasing use of electrical appliances and
systems.




The overall vision for the total energy savings activities of
the Trust, other authorities and the electricity supply compa:-
nies can be formulated as follows:

VISION ‘the upward electricity consumption trend must be broken-
The vision for the Danish electrical equipment market in 2009 is that:

most consumers? should know how much electricity they use and what savings are available

Denmark should take a more intelligent approach to the use of electricity, with energy saving equipment

and better usage patterns limiting unnecessary consumption
the most energy ef cient appliances should be sold on the Danish market
most consumers? should consistently choose to buy energy ef cient appliances and equipment

These developments should halt the present increase in electricity consumption, breaking the upward

electricity consumption trend by 2009 at the latest.

However, these developments in energy consumption are
somewhat contradictory.

On one hand consumers are increasingly purchasing
electrical appliances that are generally more energy ef cient
such as at screens and portable computers, energy saving
bulbs, Arated pumps and A++ and A+ large appliances
(fridges, freezers, washing machines, etc.) all of which use
signi cantly less power than the equipment they replace.

On the other hand, the volume of electrical appliances
in homes and of ces is growing. Consumer electronics,
computers, of ce equipment and air conditioners are
selling in record numbers. At the same time, equipment is
used for longer and some appliances are never switched
off. Computers and mobile telephones are examples of
electronic aids that are on the whole time.

In technology terms, there is no doubt that the impact of the
growing number of appliances can be neutralised through
improvements in energy ef ciency. Householders: electricity
consumption would be halved tomorrow if all their current
equipment was exchanged for the best products on the
market.

In addition, there is considerable potential for saving power
through the use of more intelligent control systems. Equally,
the growth in public sector electricity consumption can only
be halted through the consistent purchase of energy ef cient
PCs and of ce equipment, and through the more ef cient
operation and maintenance of technical plant.

If the vision of breaking the trend and achieving a sub-
sequent fall in electricity consumption is to become a

both the household and public sectors.

reality, there needs to be a strong and effective input from |:1 In this context, the word “consumers” applies to consumers in

a number of players. The target groups that ultimately

decide electricity consumption are those with the nancial
or marketing power producers, retailers and consumers,
together with government authorities and opinion formers.

|



150 GWh/year or one per cent per year in the
period 2007 2009

As previously mentioned the Trust is one of a number of
players that needs to ensure that the vision becomes a
reality. The Trust has set a target for how its activities can
lead to electricity savings of 150 GWh/year in the period
2007 20009. This is equivalent to almost one per cent

of the electricity consumed by households and the public
sector.

The total of new permanent savings in the period men-
tioned above is thus 450 GWh split between households
(300 GWh) and the public sector and new special areas
of initiative (150 GWh).

The new target is twice the amount set for the Trust in the
original target (cf. the Danish Electricity Trust Saving Bill)
where the Trusts work was expected to achieve electricity
savings of 75 GWh/year.

This signi cantly higher target is closely connected with a
change in strategy which involves the Trust moving from
stand-alone areas of initiative and subsidies to comprehen-
sive communication and marketing campaigns directed at
the household and public sectors.




The Trusts strategy
2007 2009

The Trust has chosen a new strategy where the primary ac-
tivity involves implementing communication and marketing
campaigns targeted at the household and public sectors.
These key activities will ensure:

Consumers and the public sector have the necessary
knowledge in relation to electricity consumption and
potential savings

Improvements in energy ef cient behaviour associated
with electrical appliances and installations

The purchase and recommendation of products based
on the simple, safe and cheap concept

As part of this strategy the Trust has formulated the follow-
ing communication goal:

In 2009, the Trust will be known by consum-
ers! as the experts in, and the guarantors for,

energy ef cient consumer behaviour. At the
same time, the Trust should be a natural and
respected partner for retailers, as well as pro-
ducers and suppliers of electrical appliances
and systems

Ful lling this communication goal is an essential precondi-
tion if the Trust is to meet the targets set for electricity sav-
ings in the short and long term.

The Trusts interventions in the market are based on a
push-pull approach. The key elements are to involve and
deal with both the supply side and consumers. The goal
of the Trusts initiatives is to promote the development and
greater use of energy ef cient products and systems. This
policy aims to create so-called win-win solutions in which
suppliers can see the nancial advantage of complying
with requirements concerning quality, price and impartial
information in order to bene t from the Trusts information
and campaign activities, and its offers and ‘endorsements-
of products.



The Trust works with three target groups:

Private households
Private households (householders) comprise all private
consumers.

Public sector

The public sector comprises politicians, public sector
decision-makers and those working in the energy area at
government, regional and local authority level.

Trade sector

The trade sector comprises producers, importers, wholesal-

ers, retailers, suppliers of services (installers, electricians,
plumbers, etc.) dealing with electrical appliances and
systems.

The three target groups are described in greater detail in
the following sections.

Households

An extension of the Trusts overall strategy and communi-
cation universe involves the Trust becoming the preferred
adviser for consumers by communicating insights on
electricity savings and offering expert impartial advice and
guidelines in connection with the purchase and operation
of electrical equipment.

The Trusts intention is to make the market for energy ef-

cient products transparent by in uencing producers and
retailers to promote their ranges of energy ef cient products
on one hand, while stimulating demand through informa-
tion activities directed at consumers on the other.

The aim of becoming the preferred adviser for consumers
means that the Trusts activities must be visible throughout
the whole year and not just in the autumn months as has
been the case hitherto. This will strengthen the Trusts
position as a non-commercial adviser and increase the op-
portunities for entering into voluntary agreements with pro-
ducers and retailers. Voluntary agreements need partners
to be involved as active fellow players in the campaigns,
where the participants use the Trusts messages in their own
communications.




This role as consumer adviser also means that the Trust
must focus on more comprehensive information campaigns
within all the relevant areas. This will have the effect of
projecting the Trust as a signi cant and high-pro le adviser
which actively takes part in public debates.

Where consumers generally do not know enough about
their electricity consumption it is important to increase
their knowledge by providing information based on a
benchmark for sensible consumption, and by supporting
the Trusts product recommendations with a multisectoral
energy saving recommended label based on the Trusts
logo. Comprehensive information campaigns and an

industry-wide label also emphasise the importance of creat-

ing a synergy effect between the Trusts different activities,
in which general awareness of the label and the Trust as
initiator are perceived as having a positive impact across
the individual areas.

The Trusts ongoing activities will also need to be followed
up in order to maintain the partnership with the trade sec-
tors. This particularly applies to the Trusts major campaign
initiatives dealing with electrical heating, large appliances
such as fridges and freezers, energy saving bulbs and
circulator pumps.

Target for activities directed at households

A comprehensive information campaign with continuous
activities in relation to households is expected to produce
annual electricity savings of 100 GWh/year in 2007 and
subsequent years.

Funds totalling DKK 45 million will be spent on campaign
activities, voluntary agreements, efforts to improve consum-
ers- knowledge of their electricity consumption, marketing
and extending the scope of the energy saving recommend-
ed label, as well as an ongoing expansion of information
and guidelines on www.elsparefonden.dk.

Initiatives include:

Continuous marketing efforts to make consumers aware
of the Trusts activities throughout the year. This will
strengthen the Trusts position as the preferred non-com-
mercial adviser for consumers and increase the op-
portunities for entering into voluntary agreements with
producers and retailers

Further development and increased awareness of the
1000 kWh/year per person benchmark for ‘sensible-
consumption of electricity in Danish households in order
to increase consumers- knowledge of their consumption
Increased focus on outcome evaluation and consumer
research for mapping information needs as a result of
more broadly-based information campaigns

Energy saving recommended label to be marketed and
used across a wide range of product groups. The recom-
mended label was introduced for energy saving bulbs

in 2006 and its use will be extended to other product
groups covering large appliances, consumer electron-
ics, energy saving equipment and electrically powered
devices used for heating and ventilation

Ongoing expansion of www.elsparefonden.dk in rela-
tion to information, product lists and self-check systems
for analysing individual electricity consumption (e.g.
expansion of the Trusts Web site on energy ef cient heat
pumps, consumer electronics and electrical equipment)
Developing and re ning the general concept of volun-
tary agreements as a basis for further expansion of these
agreements with different trades, including those dealing
with heat pumps and TVs

Set up a permanent partnership with the retail trade
based on the trade s pivotal importance in the marketing
of energy ef cient electrical equipment across a range of
product groups

Create market transparency for new technologies in
areas where consumers nd it particularly hard to obtain
information about electricity consumption, especially for
IT and entertainment equipment

N




The public sector

The Trust has a special duty to in uence the public sector.
The Trusts guidelines and offers to make electricity con-
sumption visible have been made ‘law- for public sector
institutions. A number of local authorities have also taken
advantage of the Trusts offers. There is undoubtedly a
need for an intensi ed and sustained effort if government
and the public sector really are to take the lead in setting
an example to households and the private sector.

New efforts to make public sector purchasing more ef cient
and organisational transformation, which lead to operation-
al and maintenance improvements, should make it possible
to halt the growth in public sector energy consumption.

Target for activities directed at the public sec-
tor
A considerable strengthening of efforts directed at the
public sector in 2007 and the coming years is expected to
produce annual electricity savings of 25 GWh/year in the
rst year rising to 50 GWh/year in 2009. Funds totalling
DKK 30 million will be spent on a number of marketing
and campaign initiatives, as well as further developing
and expanding the ‘Customer Advice- service.

Market and campaign initiatives include:

Continuation of the special outreach initiatives covering
public sector institutions as well as those targeting local
authorities and the new regions

Purchasing campaigns targeted at purchasers in the
public sector, supplemented by a number of activities
directed partly at maintenance personnel and partly at
the political and central administrative levels

PR and marketing with a view to putting the need for im-
proved energy ef ciency and energy ef cient purchasing
near the top of the agenda for discussion in the public
sector

Use of the Trusts energy saving recommended label on
products as well as featuring the logo on purchasing
portals and in purchasing catalogues used by the public
sector

Binding agreements with selected local authorities and
institutions on targets and action programmes for energy
savings activities

Continuation of campaigns demonstrating how it is
possible to bene t nancially by reducing electricity
consumption to a set level per mt

The Trust will strengthen its ties with Danish producers,
importers, suppliers of turnkey solutions and others, with
a view to entering into additional voluntary agreements
in order to meet its target of having voluntary agreements
covering a broad range of products.

Ongoing expansion of www.elsparefonden.dk to allow
the Trust to tailor its communication to the public sector
Marketing of new offers relating to lighting and ventila-
tion check-ups, voluntary agreements, recommended
lists, self-check tools and other offers
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Trade sectors

The trade sectors are important players in terms of offers of
goods and services and their in uence on consumers with
reference to the push-pull strategy previously described.
The Trust will therefore cooperate and communicate with
producers, importers, wholesalers, suppliers of services
and other related organisations with the aim of promoting
the development and marketing of energy ef cient products
and systems. The sizeable impact of the Trusts campaigns
will ensure that the supply side will utilise and further pro-
mote the Trusts advice and recommendations.

Special areas of initiative

As an important supplement to the general activities men-
tioned above, the Trust has identi ed ve special areas of
initiative involving development projects on which it will
spend DKK 25 million in 2007. These areas offer great
potential, and in the years ahead they can be developed
into important initiatives in relation to this target group.
Projects of this nature are never completely risk free in terms
of their impact over the short and long term. However,
these relate to areas where the Trust has opportunities to
signi cantly in uence market developments by paving the
way for completely new savings possibilities, or conversely,
by limiting or advising against new and inef cient products
that are about to be launched on the market. It is expected
that these special areas of initiative will lead to savings of
at least 25 GWh/year.

The ve new areas of initiative are:

‘Quantum leap- technologies

Changing markets

New construction

Energy saving and energy management equipment
New business concepts for energy savings

Exceptionally in 2007, the Trust will have a total of
approximately DKK 115 million at its disposal as a result
of the discontinuation of a number of subsidy schemes. This
provides the nancial backing for the Trust to spend DKK
25 million in the ve areas of initiative. These areas will be
detailed later in the Action Programme.



Benchmarks and key indicators

The key issue relating to the Trusts efforts in 2007 is the
achievement of the projected savings goals. As mentioned
previously, the projected electricity savings for the house-
hold and public sectors will be achieved via massive infor-
mation and marketing campaigns. Nevertheless, the Trust is
not able to control or dictate how customers use electricity.
Success depends entirely on the Trusts ability to in uence
those who really decide how much electricity is used the
supply side which produces and markets electrical equip-
ment, and consumers who buy and use these products.

Whether an information and marketing campaign leads to
real electricity savings therefore depends on a humber of
related activities, each of which must succeed, namely:

- that the Trust offers relevant advice, recommendations and
tools to the household and public sectors

- that the Trusts communications not only reach consumers
but are also comprehensive, topical, well informed and
speci ¢

- that the supply side enters into voluntary agreements with
the Trust and actively supports the Trusts presentation of
knowledge as one element in the marketing of energy
ef cient products, and the use of the new energy saving
recommended label

To a large extent, the Trusts future activities will depend
on whether the Trusts communication goal is successfully
achieved.

With this in mind, an ongoing evaluation system will

be established to ensure that the Trusts presentation of
knowledge contributes to a growing level of awareness of
the Trusts energy saving recommended label, as well as
assessing the professional coverage and relevance of the
Trusts information.

One example of this process could be how the Trusts
activities and reputation are perceived by the selected
target groups. This will provide an indication of the quality
and relevance of the selected activities, such as Web sites,
customer advice, materials and advertising campaigns.

There also needs to be independent research into the level
of awareness of the energy saving recommended label

as well as its use by the supply side. A de nite precondi-
tion of the Trusts new strategy is that the use of the energy
saving recommended label expands rapidly to cover a
number of product categories, thereby creating a synergy
between the Trusts different activities.

Equally, an assessment can be made of the level of aware-
ness of the 1000 kWh/year per person benchmark, as
this is an important cornerstone of future consumer-related
activities.

A baseline survey will be carried out at the start of 2007
as a rst step in establishing benchmarks and key indica-
tors. These measurements will establish the framework for
setting the partial targets and key indicators for the different
elements of the total information and marketing campaigns.
In relation to the larger campaign activities, it is very
important that the Trust can measure whether communica-
tion campaigns are working or not on an ongoing basis.
This feedback can clearly indicate which activities the Trust
needs to initiate in order to meet the targets set.

The proposed alteration to the funding procedures for the
Trusts two permanent tasks in relation to the household and
public sectors is designed to ensure the continuous adapta-
tion and ne-tuning of the overall communication.




1. Households

Introduction

As mentioned in the previous chapters, the goal for the
Trusts activities aimed at households is to produce an-
nual electricity savings of 100 GWh/year in the period
covered.

An extension of the Trusts overall strategy and communi-
cation universe involves the Trust becoming the preferred
adviser for consumers by communicating insights on
electricity savings and offering expert impartial advice and
guidelines in connection with the purchase and operation
of electrical equipment.

The Trusts intention is to make the market for energy ef-

cient products transparent by in uencing producers and
retailers to promote their ranges of energy ef cient products
on one hand, while stimulating demand through informa-
tion activities directed at consumers on the other.
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The aim of becoming the preferred adviser for consumers
means that the Trusts activities must be visible throughout
the whole year and not just in the autumn months as has
been the case hitherto. This will strengthen the Trusts
position as a non-commercial adviser and increase the op-
portunities for entering into voluntary agreements with pro-
ducers and retailers. Voluntary agreements need partners
to be involved as active fellow players in the campaigns,
where the participants use the Trusts messages in their own
communications.

This role as consumer adviser also means that the Trust
must focus on more comprehensive information campaigns
within all the relevant areas. This will have the effect of
projecting the Trust as a signi cant and high-pro le adviser
which actively takes part in public debates. The potential
of the Trust to in uence consumers- purchasing patterns is
closely linked to their knowledge of the Trusts communi-
cation messages and tools, including the energy saving
recommended label and product lists.



Where consumers generally do not know enough about
their electricity consumption it is important to increase
consumers- knowledge by providing information based on
a benchmark for sensible consumption and by supporting

the Trusts product recommendations with a multisectoral en-

ergy saving recommended label based on the Trusts logo.

Comprehensive information campaigns and an industry-
wide energy saving recommended label also emphasise
the importance of creating a synergy effect between the
Trusts different activities, in which general awareness of
the label and the Trust as initiator is perceived as having a

positive impact across the individual areas.

The following section outlines the market characteristics for
electricity consumption by Danish households as well as
describing the Trusts strategy and activities targeted at the
household sector.

Market characteristics
Danish household electricity consumption is shown in the
table opposite.

Households

Scope: 2.48 million homes (detached houses,
ats, and farms) but excluding summer
houses*

5.43 million inhabitants: 1.21 million chil-
dren, 905,000 old-age pensioners and a
workforce of approximately 2.759 million
(2005)

Consumption: 8.8 TWh/year excluding electric heat-
ing, split between permanent residences
(8.5 TWh/year) and summer houses (0.3
TWh/year)
9.8 TWh/year including electric heating
for permanent residences (0.6 TWh/year)
and summer houses (0.4 TWh/year)

Consumption has remained stable for a
decade (1996 2005), but has risen by
1.3 per cent from 2004 to 2005

Breakdown of end-use (excl. electric
heating)
21,0% fridges/freezers
20,0% IT/entertainment systems
16,0% lighting
16,0% washing machines
11,0% water heating, etc.**
8.5% food preparation
7.5% miscellaneous

Standby consumption of approximately
820 GWh/year

Annual
electricity bill: DKK 16.5 billion at a price of DKK 1.75/
kWh (incl. Danish VAT)

Source: Statistics Denmark, Danish Electricity Supply
Statistics (2005) and ‘ELMODEL-homes-

* According to the Danish Electricity Saving Trust Bill, the
Trusts activities only include permanent residencies,
and therefore not Denmarks 227,000 summer houses.

** Electricity consumption by oil/gas boilers, electric
water heaters and circulator pumps.
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Electricity consumption in households is directly related to a
range of standard appliances which, depending on appli-
ance type, are normally replaced between every third and

fteenth year. Appliances are becoming ever more ef cient,
even though they are not always designed with energy sav-
ings in mind. In the last 10 years (1996 2005) electricity
consumption by households has been relatively stable de-
spite the rise in the number of appliances. Recently howev-
er, consumption by households has risen by 1.3 per cent in
the period from 2004 2005. Consumption uctuates from
a few large appliances to a range of smaller devices, with
a fair increase in standby consumption. Forecasts indicate
that power consumption by household appliances will grow
slightly in the period 2003 2010 (cf. the Danish Energy
Authority s December 2004 draft of its action programme
for a renewed energy savings effort).

Consumers do not generally know whether they have low
or high consumption. It is of course very dif cult to behave
in a nancially rational way if you have no knowledge

of your consumption patterns or the potential savings
available.

In September 2006, the Trust commissioned research into
consumers- knowledge about their electricity consump-
tion. This revealed that 70 per cent of consumers were not
aware of how high their consumption was, with 97 per
cent unaware of what constitutes ‘sensible- consumption of
electricity. Also, despite consumers wanting to act energy
ef ciently in their daily lives, most Danish consumers did
not know which products used the most electricity in their
households. Although the choice of electrical equipment is
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also enormous, generally speaking consumers do not have
the time and energy to analyse and compare products, or
research the best prices offers in the market.

Additionally, consumers do not see themselves as purchas-
ers of electrical equipment, but rather as purchasers of ap-
pliances with a secondary effect namely the consumption
of electricity. Electrical equipment purchases are also mostly
a question of habit. In some cases, following sustained
advertising and publicity campaigns, consumers become
aware of the just how much electricity they use and allow
this to in uence their choice. Typically this applies to equip-
ment such as large appliances (fridges, washing machines,
etc.) so long as the equipments primary function is not
reduced by the lower power consumption. By compatri-
son, it seems that electricity consumption is a secondary
consideration when purchasing TVs, DVDs and other home
entertainment systems.

Danish shopping patterns have also changed with super-
markets and grocery outlets selling more and more products
previously handled by specialist retailers. For example, over
60 per cent of all bulbs sold are bought in supermarkets.

The average experience is that consumers only occasion-
ally request general information on electricity and power
ratings. Conversely, consumers are very interested in factual
and accurate information on products and prices in the mar-
ket, both at the time of purchase or when they have been
made aware of their electricity consumption for example,
in connection with receiving an electricity bill. This situation
needs to be re ected by the Trusts strategy in relation to
electricity savings in Danish households, in order to make it
simple and easy for them to act in an energy ef cient way.



Savings potential the longer term covering the years up to 2015.The long-

The estimated energy savings potential for households is term energy savings percentages do not include savings
shown in the table below?. The current savings potential that could be considered nancially viable in the short

is de ned as the savings potential that already exists, but term. In order to present a complete picture, these need to
which for various reasons has not been achieved. This can be added to the ‘current potential-.

include potential savings that could be achieved over a

repayment period of O 4 years. The potential for long-term As the table and gure below show, the areas with by far
savings is de ned as the potential that can be achieved the greatest total potential are IT/entertainment, lighting
through intensive research and developments efforts over and washing machines.

HOUSEHOLDS SAVINGS POTENTIAL TWh/year? and in %2

End-use Total “current potential” Long-term potential
Fridges/freezers 0.09 (5%) 0.465 (25%)
IT/entertainment systems 0.53 (30%) 0.880 (50%)
Water heating (excl. heating) 0.24 (25%) 0.485 (50%)

Lighting 0.49 (35%) 0.560 (40%)
Washing machines 0.21 (15%) 0.845 (60%)
Food preparation 0.08 (10%) 0.260 (35%)
Miscellaneous 0.20 (30%) 0.330 (50%)
Total 1.84 (20.9%) 3.825 (43.5%)

As the table shows, there are signi cant ‘current potential- savings of approximately 1.84 TWh/year (20.9% of the total of 8.8 TWh/year),
and long-term potential savings of 3.825 TWh/year (43.5% of the total 8.8 TWh/year).

1 Based on the allocation of electricity consumption by end users in the public sector.
2 Cf. Outline of evaluation for energy savings in households, and the business and public sectors, Birch & Krogboe A/S, October 2004.

The sum of the total shortterm (current) and long-term savings potential is shown in the gure below.

TWh/year Savings potential
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The Trusts strategy in relation to households
The Trusts strategy in relation to households is to make the
market for energy ef cient products transparent by recom-
mending products, promoting price competition, increasing
the range of products and related information, and ensur-
ing the quality of the products. The initiative is twofold. On
one hand, the Trust attempts to persuade producers and re-
tailers to promote their ranges of energy ef cient products.
On the other hand, the Trust attempts to stimulate demand
through information activities directed at consumers. A key
factor concerning this advice is to focus on all the points
that consumers emphasise  quality, ease of purchase, and
price. It should be simple, safe and cheap for consumers
to choose the most energy ef cient products.

An extension of the Trusts overall strategy and communi-
cation universe involves the Trust becoming the preferred
adviser for consumers by communicating insights on
electricity savings and offering expert impartial advice and
guidelines in connection with the purchase and operation
of electrical equipment.

Financially rational and energy aware behaviour depends
on consumers being ready to take advantage of relevant
savings opportunities. Where consumers generally do not
know enough about their electricity consumption it is impor-
tant to increase consumers- knowledge in this area. This

is why in autumn of 2006 the Trust launched a rational
benchmark for ‘sensible- consumption of electricity of
1000 kWh/year per person. In order to increase aware-
ness in the next few years it will be necessary to publicise
the benchmark on a massive scale, with follow-up activities
in 2007.

In 2006, the Trust produced a design guide that es-
tablished the overall concept for presenting information
produced by the Trust. This concept will be implemented
on an ongoing basis for all campaigns and activities tar-
geted at private consumers, thereby ensuring that the Trust
is recognisable as the communicator across the different
activities.

The Trusts information initiatives should be based on per-
formance criteria and recommendations that have a notice-

able in uence on purchasing patterns. In the light of legal
complications associated with the introduction of a new
Danish energy label together with ELFOR (Danish power
distribution trade organisation) and the Danish Energy
Authority, the Trust decided to launch an energy saving rec-
ommended label in 2006 based on the Trusts logo. The
aim is for this label to be used across all product groups.
The label was rst introduced for Arated energy saving
bulbs in 2006 and will be expanded on an ongoing basis
to cover other product groups such as large appliances,
consumer electronics, and energy saving equipment for
heating and cooling.

Trade organisations and retailers have stated that they
would only like to use an energy saving recommended
label produced by the Trust, thereby guaranteeing that the
equipment is energy ef cient.

This role as consumer adviser also means that the Trust
must focus on more comprehensive information campaigns
within all the relevant areas. This will have the effect of
projecting the Trust as a signi cant and high-pro le adviser
which actively takes part in public debates. The potential
of the Trust to in uence consumers- purchasing patterns is
closely linked to their knowledge of the Trusts communi-
cation messages and tools, including the energy saving
recommended label and product lists.

This requires that the Trust also focuses on new products
and technologies and pays considerable attention to
market developments. This will be happen by building
ongoing partnerships and dialogues with retailers and
producers, and by developing closer working relation-
ships and the exchange of information with other market
players such as electricity supply companies and consumer
organisations.

This broadening of the communication universe means that
consumers must be able to nd relevant information via
the Trusts publicity campaigns and Web sites. In order to
integrate all the previous sites, the Trust launched its new
Web site www.elsparefonden.dk at the end of 2006. This




means that private consumers are considered as one group
with a single access point to the Trusts information for
households making it easy to obtain an overview.

The Trusts Web site will feature product and price over-
views together with recommended products. The informa-
tion will be expanded on an ongoing basis with purchas-
ing and consumer advice on energy saving appliances

in the home. The Trust will also develop more user-friendly
self-help systems in support of the Trusts efforts to increase
consumers- knowledge of their electricity consumption pat-
terns. These initiatives will pave the way for greater aware-
ness and knowledge of electricity consumption.

Apart from the Web sites, the Trusts information campaigns
will also consist of written guidelines for householders
featuring purchasing and savings advice. These guidelines,
which will also be updated on an ongoing basis, will be
in addition to the Trusts guidelines produced for the public
sector.

Comprehensive information campaigns and a wide-
ranging energy saving recommended labelling scheme
require new methods for measuring the impact of the Trusts
activities in order to ensure that communications achieve a
prominent position.

The information campaigns will be mapped out on the
basis of data and research into consumers- needs in
relation to energy saving behaviour in connection with the
purchase and use of electrical equipment. Knowledge and
information will also be collected on consumers- attitudes
and behaviour in respect of electrical appliances. This
accumulation of knowledge will allow the Trust to focus on
the most important areas.

The Trusts overall strategy requires that trade organisations
representing producers and retailers play a key role in
the efforts to in uence consumers- behaviour. The previ-

ous campaign-oriented partnerships with producers and
retailers should be replaced by a more permanent form of
cooperation that involves the marketing of energy ef cient
electrical equipment by shops.

IT and entertainment systems account for a signi cant
proportion of the electricity used by households and the
sales of these devices are growing. This is why the Trust is
particularly focusing on TV equipment, which accounts for
a large proportion of the total consumption of electricity
within the IT and entertainment area. With this in mind,

the Trust together with the Danish Consumer Electronics
Association will develop and introduce a product list cover-
ing TV equipment with information on power consumption
and other relevant product details.

The Trusts ongoing activities need to be followed up with a
view to maintaining the cooperation with the trade. In par-
ticular, this applies to the Trusts major campaign initiatives
in relation to heating, large appliances such as fridges

and freezers, Arated energy saving bulbs and circulator
pumps.

Voluntary agreements with manufacturers and wholesal-

ers in relation to energy ef cient circulator pumps are one
good example of an existing campaign which takes into
account the need for an ongoing follow-up in respect of
the trade and cooperation partners. Although the focus is
on the A-rrated pump campaign which started in 2006,
various follow-up initiatives relating to voluntary agreements
will be instigated in 2007.

Over the past ten years, the Trust has provided nancial as-
sistance to help approximately 30,000 electrically heated

homes switch to district heating or natural gas central heat-
ing systems This initiative has led to total savings of around
362 GWh per year. The Trust wound up these subsidy




schemes on 30 November 2006 in order to focus on
other areas that would yield even greater energy savings.
One of the Trusts follow-up activities involves updating the
previous price agreements in order to offer advice to con-
sumers on current plumbing prices applying to the cost of
converting to central and district heating systems. In respect
of electricity used for heating, the Trusts future strategy
involves the use of voluntary agreements with manufactur-
ers and wholesalers of heat pumps to promote the market-
ing of the most energy ef cient heat pumps. The Trust will
also further develop its product lists in order to publicise the
most energy ef cient heat pump systems on the market.

The A+ and A++ large appliance campaigns in 2004
and 2005 were designed to pave the way for a new
generation of energy ef cient fridges and freezers. The fact
that in 2004 A+ cabinets achieved a market share of over
50 per cent was a challenge for A++ cabinets in 2005,
as these only accounted for approximately 0.5 per cent of
the total sales of A+ and A++ products in the 2004 cam-
paign. The Trusts task in the years ahead is to prepare the
ground for the arrival of more A++ cabinets on the Danish
market and for the current and signi cant price differential
between A and A+ cabinets to be narrowed.

Preparation and implementation of the energy saving bulb
campaigns in 2005 and 2006 also showed that the

Trust should implement ongoing activities to maintain the
momentum in relation to the large campaign initiatives. The
concept behind the A-rated energy saving bulb campaigns
was to cooperate with the producers with a view to
introducing the recommended A-rated bulbs that ful lled
the EUs performance criteria, as well as working with the
retail chains to sell the recommended bulbs. It is important
to maintain the trade organisations future interest in A-rated
bulbs. There is also a need for follow-up activities in areas
covering both the producers: introduction of the recom-
mended A-rated bulbs as well as the retailers efforts to sell
them.

In relation to the new campaign areas, the Trust would

like to broaden the scope of its initiatives directed at
private consumers by including summer houses. Electricity
consumption in summer houses is growing and accounts
for around seven per cent of the total electricity used by
Danish households. This new initiative area will require
information and campaign activities targeted at the speci ¢
requirements applying to summer house environments.

Ongoing activities
Voluntary agreements with manufacturers and wholesal-
ers in respect of A-rated circulator pumps

Follow-up activities in relation to A-rated energy saving
bulbs to maintain and develop the partnership with retail-
ers and producers with a view to increasing the penetra-
tion and market share of recommended A-rated bulbs

Follow-up activities to maintain and increase the penetra-
tion of A++ rated fridges and freezers

Winding up the administration of the Trusts subsidy
schemes for converting from electric heating to district
heating, with a deadline for nal applications on 30
November 2006

Press coverage and marketing of the new SparOmeter,
which allows meter data to be analysed on the Trusts
Web site. Compared with the previous version, the new
SparOmeter with data port offers consumers the bene ts
of being able to analyse and compare their data

Ongoing expansion of www.elsparefonden.dk in areas
such as information, product lists and self-check sys-

tems for analysis of consumers- electricity consumption.
Examples of this planned expansion include sections
featuring energy ef cient heat pumps, consumer electron-
ics and energy saving equipment

The Trusts design guide will be implemented on an
ongoing basis for all campaigns and activities targeted
at private consumers, thereby ensuring that the Trust is
recognisable as the communicator across the different
activities

Consumer research for mapping information needs in
relation to energy saving behaviour in connection with
the purchase and use of electrical equipment




New initiatives
Continuous marketing efforts to make consumers aware
of the Trusts activities throughout the year. This will
strengthen the Trusts position as the preferred non-com-
mercial adviser for consumers and increase the op-
portunities for entering into voluntary agreements with
producers and retailers, and involve them as active
fellow players in the campaigns

In order to increase consumers- knowledge of their
consumption and the relevant savings opportunities, the
Trusts purchasing and savings advice will be combined
and presented as complete printed guidelines for
households

Further development and increased awareness of the
1000 kWh/year per person benchmark for ‘sensible-
consumption of electricity in Danish households

Increased focus on outcome evaluation as part of a
wider information initiative in which PR campaigns play
a prominent part

Energy saving recommended label to be marketed and
used across a wide range of product groups. The recom-
mended label was introduced for energy saving bulbs

in 2006 and its use will be extended to other product
groups covering large appliances, consumer electron-
ics, energy saving equipment and electrically powered
devices used for heating and ventilation

Developing and re ning the general concept of volun-
tary agreements as a basis for further expansion of these
agreements with different trades

Voluntary agreements with producers and wholesalers
of energy ef cient heat pumps and further development
of product lists to highlight the most energy ef cient heat
pump systems on the market

The Trust has considerable experience of xed price
agreements with the plumbing trade for the installation

of complete central heating systems in connection with
the subsidy schemes covering the conversion of electri-
cally heated homes. The Trust plans to update these price
agreements so it can offer advice to consumers on current
plumbing prices applying to the cost of converting to cen-
tral and district heating systems, gas and oil- red boilers,
biomass boilers and heat pump systems

Development of product list covering TV equipment in con-
junction with the Danish Consumer Electronics Association

Entering into permanent partnerships with retailers in rela-
tion to the crucial importance of marketing energy ef cient
electrical equipment across a broad range of product
groups

Projects and campaigns to create market transparency for
new technologies in areas where consumers nd it par-
ticularly hard to obtain information about power consump-
tion, especially for IT and entertainment equipment

Initiative in relation to houses that are not used as perma-
nent residences, where information and campaigns can
be targeted in terms of need. This applies particularly

to summer houses where, for example, efforts could be
directed at private consumers who might be considering
the installation of a heat pump




2. The public sector
and large consumers

of electricity

Introduction

As mentioned in the previous chapters, the goal for the
Trusts activities aimed at the public sector is for annual
electricity savings of 25 GWh/year rising to 50 GWh/
year in the period covered.

The task of persuading the public sector to save energy is
wide ranging and requires the use of a number of commu-
nication and campaign initiatives, as well as PR and direct

client contact over an extended period. To achieve the nec-

essary impact, the activities mentioned above will need to
continue over a number of years, in relation to the previous
permanent information and marketing campaigns.

An extension of the Trusts overall strategy and communica-
tion universe also involves the Trust becoming the preferred
adviser for the public sector by communicating insights, as
it does to consumers, on electricity savings and offering ex-
pert impartial advice and guidelines in connection with the
purchase and operation of electrical equipment and plant.

The Trusts communication messages, recommended
energy savings label, purchasing guidelines, and bench-
marks must become familiar to decision-makers and those
responsible for energy and purchasing in the public sector,
as well as to politicians. This will be achieved through the
implementation of the above mentioned information and
PR campaigns and through voluntary agreements with the
supply side. These voluntary agreements will not only help

publicise the Trusts advisory role but will also result in a
synergy across product groups through the use of a com-
mon label for example.

The Trusts strategy is that it should be simple, safe and
cheap to act in an energy ef cient way and obtain savings
in the operation of technical plant. With this in mind, the
Trust will be making available a range of tools, recom-
mended lists and information designed for the public
sector.

The following section describes the Trusts strategies and
activities in 2007 in relation to the public sector and large
consumers of electricity. These activities comprise a range
of information and campaign initiatives for promoting the
energy ef cient purchase and operation of technical plant,
as well as a number of multisectoral activities. The section
also describes ‘Customer Advice: activities which play an
important role both in connection with implementing the
marketing and campaign initiatives mentioned above, and
in terms of meeting the energy savings targets.

The following section outlines the market characteristics
and goes on to describe the Trusts strategy and activities in
relation to the public sector.

Market characteristics
Danish public sector electricity consumption is shown in the
table on the following page.




The public sector

Scope: Administration, teaching, hospital, day
care and residential care, supply compa-
nies, etc.

Consumption: 4.36 TWh/year excluding electric heating
consumption is growing (approx. 1%
per year in the last 10 years) as a result of
increased use of IT and of ce equipment.
Consumption covers around 50 million mf
of space.

Breakdown of end-use:
25% lighting
25% IT/electronics
18% ventilation and special fans
13% pump systems
5% motors
3% electric heating
2% cooling/refrigeration
2% process heating
2% air compression
5% miscellaneous

Annual
electricity bill: around DKK 6 billion at a price of DKK
1.4/kKWh (excl. Danish VAT)

Source: Outline of evaluation for energy savings in
households, and the business and public sectors, Birch &
Krogboe A/S, October 2004; Danish Electricity Supply
Statistics 2004; and others.

The public sector is a major consumer and purchaser of a
range of standard electrical appliances used in of ces and
workplaces, teaching establishments, hospitals, day care
and residential homes, etc. Additionally, the public sector
makes use of systems that consume signi cant amounts of
electricity such as IT, lighting, ventilation and pump systems
as listed in the table opposite.

It is precisely this use of standard equipment and systems
that clearly differentiates the sector from manufacturing in-
dustries, where a signi cant proportion of power consump-
tion is related to special equipment which is often geared
to an individual production process.

Electricity consumption in the public sector has risen by
about one per cent over the past 10 years; the reason for
this is that more IT and of ce equipment has been installed
in workplaces. Public sector institutions typically account for
base consumption (i.e. consumption irrespective of whether
anyone is physically working in an of ce or not) of 60 per
cent of total power consumption. This indicates that some
equipment is left running unnecessarily at night, which
suggests that there are considerable savings opportunities
within lighting and ventilation.

Because the public sector mostly uses standardised appli-
ances and equipment, it is generally accepted that con-

siderable electricity savings could be achieved in the long
term  possibly as much as 50 per cent of current usage.



The estimated energy savings potential in the public sector, not include savings that could be considered nancially

both now and in the future, is shown in the table below?. viable in the short term. In order to present a complete
The stated potential under ‘current potential- is the return picture, these need to be added to the ‘current potential-.
that could be achieved over a repayment period of 0 4

years, subject of course to good nancial management. As the table and gure below show, the areas with by far
The potential for long-term savings is de ned as the poten- the greatest total potential (approx. 80% of the total “‘cur-
tial that can be achieved through intensive research and rent potential- in TWh/year) are lighting, ventilation and
developments efforts over the longer term covering the years IT/¢electronics, including PCs, server rooms, photocopiers,
up to 2015. The longterm energy savings percentages do fax machines, etc.

PUBLIC SECTOR SAVINGS POTENTIAL TWh/year! and in %2

End-use Total “current potential” Long-term potential
Lighting 0.38 (35%) 0.54 (50%)
IT/electronics 0.32 (30%) 0.54 (50%)
Ventilation/fans 0.27 (35%) 0.19 (25%)

Pump systems 0.06 (10%) 0.14 (25%)
Motors 0.04 (20% 0.04 (20%)

0.02 (25%)

0.03 (15%)

Cooling/refrigeration 0.02 (25%
Process/electric heating 0.02 (10%

0.09 (40%)
1.61 (37%)

Miscellaneous 0.08 (35%
Total 1.22 (28%

)
)
)
Air compression 0.03 (35%) 0.02 (20%)
)
)

As the table shows, there are signi cant ‘current potential- savings of approximately 1.2 TWh/year (28% of the total of 4.36 TWh/year), and long-
term potential savings of 1.6 TWh/year (37% of the total 4.36 TWh/year).

1 Based on the allocation of electricity consumption by end users in the public sector.
2 Cf. Outline of evaluation for energy savings in households, and the business and public sectors, Birch & Krogboe A/S, October 2004.

The sum of the total shortterm (current) and long-term savings potential is shown in the gure below.
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With planning and good nancial management this ‘cur-
rent potential- for savings of 1.22 TWh/year is equivalent
to savings in the public sector of DKK 1.7 billion per year,
of which energy ef cient purchasing can produce savings
of up to DKK 700 million a year, with the balance of the
DKK 1.7 billion being achieved through improved opera-
tion combined with the refurbishment/replacement of tech-
nical plant. For example, IT and electronic devices such
as PCs and of ce equipment have short lifespans, which
typically involves the purchase of energy ef cient products.
Conversely, because lighting and ventilation systems have
long lifespans, savings are made through more ef cient
operation or replacement.

In the meantime, a number of studies and comparisons
show that savings are dif cult to achieve, mostly because
public sector institutions do not always act in a nancially
rational way. Some of the reasons are poorly de ned work
and competence demarcation, a large number of involved
parties and the public sectors unique funding structure. To
this should be added the fact that electricity consumption
and its associated overheads do not always feature high
on the list of priorities.

In April 2005, the Danish Energy Authority distributed a
circular on improving energy ef ciency in public sector in-

M

stitutions. Among other subjects, this contained regulations
on the implementation of energy savings projects, energy
ef cient procurement as well as reporting and visibility of
consumption. Regarding the latter, it was proposed that

all public sector institutions with electricity consumption

in excess of 100,000 kWh per year should render their
electricity consumption visible by registering it on the Trusts
www.elsparefonden.dk/se-elforbrug Web site. This will
take place once the respective institutions give their permis-
sion for the electricity supply companies- hourly readings to
be automatically transferred to the Web site.

There is no denying that there are a number of barriers

to the implementation of electricity savings in the public
sector. For this reason, more intensive efforts need to be
directed at the public sector if the vision of ‘breaking the
upward electricity consumption trend- is to be achieved.
The task of persuading the public sector to save energy is
wide ranging and requires the use of a number of commu-
nication and campaign initiatives, as well as PR and direct
client contact over an extended period.




