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Who makes the Social & Cultural Impact
decisions at home?

Woman,
The Decider at Home
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An Edge for Women on What to
Do and What to Buy
Who makes the final decision when...
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EQUALLY weekend activities %
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DEC'S'ONS Waries/depends 6
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Buying major
Results based on responses to questions on things for home
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things for the home, deciding what to watch on Decide together 46
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Diversity of consumer needs
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Multicultural Opportunities in Packaged Goods

Doliars reflect UPC-coded categories reported by Nielsen
$600Bilion - Growth based on population projections & does not reflectinflation  +74%
$520 Billion
$500 Billion ‘
= Asian o,
 Black/African American +25./ 9
$400 Billon ® Hispanic $373 Billion

$299 Billion .

$300 Billion

$200 Billion

o - - .
$0 Bilion
Today 2020 2050

Source: The Nielsen Company / U.S. Census Projections
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Growing Power of Minority
Marketing to LGBTs

Lesbian, gay, bisexual and transgendered (LGBT) people
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From Luxury to Necessity—and Back Again
Percent rating each item as a necessity

100 -

PR

canditioning

Dizhwaszher
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Question wording: Do wou pretty much think of this as a necessity ar
pretty much think of this & a luxury you could do without?

Source: 1973 to 1983 surveys by Roper; 1996 surwey by Washinghon
Post fKaker Harvard; 20068 and 2009 surveys by Pew Research Center,
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Change of Life Value

Luxury vs. Necessity
. ‘Necessity’ Reevaluation

* Yesterday's Necessities Become Today's Luxuries
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* “Recession-proof” high-tech devices
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Increase of Multi-Generational Family

8 =34 9] 7P o g9l 3]




Part] Social & Cultural

Lifestyle Research/ US
Social & Cultural Impact

S5hare of U.5. Population Living in Multi-Generational
Family Households, 1940-2008
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source: Pew Research Center analysis of the U5, Decennial Cenzus data, 1940-2000,
and TO0&, 2007, 200§ American Community surveys, based on IPUMS samples.
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Lifestyle Shift

The coupon comeback
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Lifestyle Shift

Entertaining at home
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Lifestyle Shift

Cook at home
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Lifestyle Shift

Return of DIY
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Georgia Organics &
Atlanta Communm Food Bank
/) resent

\ ‘ PartI Social & Cultural
Social & Cultural Research/ US

' THE INCREDIBLE EDIBLE W, _Lifestyle Shift

GROW-IT-YOURSELF
FRUIT TREE, VINE & Food—Producing Garden
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TO BENEFIT THE ATLANTA LOCAL FOOD INITIATIVE
PLANT YOUR OWN FRUITS AND BERRIES!

BLUEBERRIES RASPBERRIES BLACKBERRIES Food-producing garden H 2 7}H 02 Azt Q7|5 SAlS
Kiwi MUSCADINES APPLES PI.UMS HBstn, 24H 2 EYo2M KAl Bt UXIZES YU 4 9l
' SFIGSPOMEGRANATES Che FollM 22D QS

"

2. oo
o2 FA|Y 020| LIWz| M B2 AIFS0| food-producing
gardeng 7t37| A|Ef
4 oj=o| Wt TojEo| 354

ATLANTA COMMUNITY FOOD BANK
970 JEFFERSON STREET, NW

r ATLANTA, GA 30318

'. AND MUCH MUCH MORE!
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http://www.psfk.com/wp-content/uploads/2010/05/12gardenspanALT-1-articleLarge.jpg

HOW IT SAVES
YOU ENERGY...
AND MONEY

M Sustainable timber
frame and wooden
walls filled with glass
wool insulation to
reduce heat loss,

M South-facing,
triple-glazed

windows capture
heat from sun.

M Three wind turbines
and photovoltaic solar
panels on roof

generate electricity.
[~

M Solar panels
| heat water for
baths and showers.

4 " Building
o designed
o be as airtight
as possible, Airin
the house Is

4 replaced just
once an hour;
ompared
i with ten
timesan
hourina
= normal home.

H‘Grey’ water from
baths, showers, sinks

Passive alr |
ventilation stack i
draws warm air =
up the stairwellin
the summer (1)
and out through 7 : - 2
vents in the roof. ] ’ ¢
In the winter, : 3
automatic vents H
close to keep ;
warm air trapped

1| MRainwater
channelled into
i|garden water butts. |}
in home (2).
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Lifestyle Shift

Eco—Friendly Home
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RESULTS
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Lifestyle Shift
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GE Energy Management & Demand Response Appliances

Part] Social & Cultural

GE's Demand Response Appliances react,
saving money while lowering peak demand
and the need for more power generation

Utility companies that have implemented
time-of-use pricing communicate their
daily rate schedules to the home.

Optionally, the GE Home Energy Manager
correlates rates with user-preferences to
balance cost, comfort, and convenience

Social & Cultural Research/ US

== | Social & Cultural Impact
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= Smart Grid

i

Home Energy Moncger‘
This energy brain works
n conjunction with

Dishwasher
The dishwasher is
aware of expensive

Evolution of Smart Appliances

Laundry Pair
When high ra
this laundry pair

Hybrid Water Heater
The water heater can

you and your home to
help understand and
optimize energy use

on demand and delay
defrosts to inexpensive
rate periods

Refrigerator Range & Microwave
This Profile refrigerator |} Cooking energ;
can reduce energy use 3 d with dual

the range can

getting yo!
clean and dry

A

Rt |

s 9

Ol 7L F7| 5Ll Yoo = ADE 12|29 250 of it
= Algshtte 24,

7122401 oA} LSOl BIOIA ATHS WA Do} 47| N2,
NIEE| 268 Of8 71 AIOIM £213 LIERE 24O = o). Ofzf
B AH|2 A0l MBS 5 AUASS A8 I 70f Ao

|




arket Trend ,
Small Home Appliance



ENERGY STAR

Eiigibin for up 1o

$1,500
FEDERAL TAX CREDIT

U-factor and SHGE < 0.0 reguirad,
Pluet b instaled in
2008 or H10.
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SHA Market Trend

Energy—Saving Appliances
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Projected US Smart Appliance Market Value
2017 - 2015 | (US millions)
Compound Annual Growth Rate = 40%

$6,000 -

Source: Zpryme $5,462
$5,000 -
$4,302
$4,000 -
$3,186
,000
3 $2,431
2,000 -
$ $1,427
$1,000 -j
$0 - T . . .
2011 2012 2013 2014 2015

Projected US Smart Appliance Product Sementation

2015 | (US millions)

Freezer

$326
6%

Clothes Washer
$1,051
19%
Refrigertor
$953
18%

Source: Zpryme
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Smart Appliances Market
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Stainless Steel as Luxury

of 242 Z2A1517| Y20| Staf3t |zl

O_
ekl

19 3]
It b
mjo >4

Sl
71

o

=
rir ox
»u 10
mjo >

ol

=
T

SE ARER E 02| 2O M EE Z2|0[Y 7H0|2t= 0]0|A]
2 AB|R0H Bt AH|E e

SOl T2 At FO42| OF 40% 7t AE| Q12| A A2 Zhd0[2tn &
FEZ 0|59 AFE 3 AT

2 A A8 A2 S OfF
— Attractiveness of the steel finish
- Ease of cleaning

- Long life span of stainless steel

— Health issues
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Bold Colored Appliances
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Dual Purpose Appliances

0} Zeo] 37|7t 22t 2ob2lof wfat &[B! 27| HR20l &
20] C3t 2H410] £OFR|2IM StLIo| 7|7]0)M Ciekst 7|5 X Bste
JtHe s

DuoChef MC8088HLC
21 M2} Q1A
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Compact & Built—in
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Top 10 Small Appliances

#1. Coffee maker

#2. Toasters and ovens
#3. Blender

#4. Rice cooker

#5. Food processor
#6. Mixer

#7. Electric grill

#8. Slow cooker

#9. Microwave

#10. Fryer

Small Appliances to Give as Wedding Gifts

#1. Rival Crock Pot

#2. Sunbeam Bread Maker

#3. KitchenAid Stand Mixer

#4. Hamilton Beach Toaster Oven
#5. Cuisinart Ice Cream Maker
#6. Presto Deep Fryer

#7. Oster Blender
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