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Residential Enerqy Efficiency Program

1. Program Name: Residential Energy Efficiency Program

Program ID:

Program Type: Core

SCE-SW-001

2. Projected Program Budget Table

Table 1*
Integration Budget
Total Total Direct Allocated to other
Administrative Cost| Total Marketing & | Implementation Programs (If Total Budget By
SCE-SW-001_|Main Program Name / Sub-Program {Actual) Outreach {Actual) (Actual) Applicable) Program (Actual)
RESIDENTIAL
Residential Energy Efficiency Program
Home Energy Efficiency Survey Program 5 1676249 3 2243048 & 5.964.703 5 12.786.000
Residential Lighting Incentive Program for Basic CFLs § 348246 3 219481 % 28,694,303 5 32,659,000
Advanced Consumer Lighting Program 5 5071312 3 97531 3 37,440 653 5 43,110,000
Home Energy Efficiency Rebate Program 5 31651200 § 4490300 § 21,328 581 5 28,974,000
Appliance Recyeling Program § 3739.066| § 6187821 § 30,547,113 5 40.474.000
Business and Consumer Electranics Program 5 1611070 3 38825300 3 7,148,400 5 12,642,000
Multifamnily Energy Efficiency Rebate Program $ 4690.211] S 488800 § 51.341.989 5 56,521,000
TOTAL:| § 23,590,774 | § 18,109,481 | § 185,465,746 | § $ 227,166,001

3. Projected Program Gross Impacts Table — by calendar year

Table 2
200911 EE 200911 EE 200911 EE
Program Gross | Program Gross | Program Gross
SCE-SW-001 |Residential Energy Efficiency Program kWh Savings kW Savings | Therm Savings
Home Energy Efficiency Survey Program 31,265,232 8,697
Residential Lighting Incentive Program for Basic CFLs 935,464,302 125475
Advanced Consumer Lighting Program 47,851 441 31,397
Home Energy Eficiency Rebate Program 76,844,090 36,368
Appliance Recycling Program 304,114,440 46,665
Business and Consumer Electronics Program 51,622 602 5334
Muttifamily Enerqy Efficiency Rebate Program 157,672,718 12,313
TOTAL| 1,904,834,825 266,449

! Definition of Table 1 Column Headings: Total Budget is the sum of all other columns presented here
Total Administrative Cost includes all Managerial and Clerical Labor, Human Resource Support and Development,
Travel and Conference Fees, and General and Administrative Overhead (labor and materials).
Total Direct Implementation — includes all financial incentives used to promote participation in a program and the cost
of all direct labor, installation and service labor, hardware and materials, and rebate processing and inspection used to

promote participation in a program.

Total Marketing & Outreach includes all media buy costs and labor associated with marketing production.
Integrated Budget Allocated to Other Programs includes budget utilized to coordinate with other EE, DR, or DG

programs.

Total Budget is the sum of all other columns presented here
Definition of Sub-Program: A “sub-program” of a program has a specific title; targets; budget; uses a unique delivery
or marketing approach not used across the entire program; and for resource programs, has specific estimated savings

and demand impacts
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Residential Enerqy Efficiency Program

4. Program Description
a) Describe program
California has set ambitious goals of reaching all 13 million existing homes with
comprehensive energy efficiency improvements by 2020. To achieve significant
progress toward this goal, programmatic efforts must be more integrated, coordinated,
and significantly scaled over the next 11 years. To work towards this goal,
California’s Investor Owned Ultilities (IOUs) will work more closely with Publicly
Owned Utilities (POUs), water agencies, and other organizations across the state.
During the 2009-2011 program cycle, the IOUs will continue to offer comprehensive
activities to reach across California’s diverse population, climate zones, and socio-
economic classes to tap the economic potential available while advancing the
initiatives of California’s Long Term Energy Efficiency Plan” (Strategic Plan).

The Residential Energy Efficiency Program (REEP) is designed to offer and promote
specific and comprehensive energy solutions within the residential market sector. By
encouraging adoption of economically viable energy efficiency technologies,
practices, and services, the Residential portfolio employs various strategies and
tactics to overcome market barriers and to deliver programs and services aligned to
support the Strategic Plan. The program's ultimate focus is:

e To facilitate, sustain, and transform the long-term delivery and adoption of
energy-efficient products and services for single and multi-family dwellings;

e To cultivate, promote and sustain lasting energy-efficient behaviors by residential
customers through a collaborative statewide education and outreach mechanism,;
and

e To meet consumers’ energy efficiency adoption preferences through a range of
offerings including single-measure incentives and more comprehensive
approaches.

The 2009-2011 REEP is designed to begin the shift towards comprehensive energy
efficiency changes in homes that are the goal of the Strategic Plan. It does this
through a multi-pronged, comprehensive set of offerings that capture much of the
current potential for single-measure savings while building the framework for the
longer term need for more costly changes in building envelopes, HVAC systems, and
occupant behavior patterns.

The current system of upstream and midstream rebates is the most efficient and
effective method for widely installing most forms of energy efficient equipment into
the building stock because it minimizes overhead costs of the program while allowing
access to large segments of the market. Simultaneously, local programs that focus on
comprehensive change within the home are being continued and piloted, with growth
planned, as more is learned about the requirements for success. These are further
described in section 6. These two major program approaches are not inconsistent, but

2 Strategic Plan refers to the CPUC’s Long Term Energy Efficiency Strategic Plan, as adopted on September 18, 2008,
located at www.CaliforniaEnergyEfficiency.com.
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Residential Enerqy Efficiency Program

rather mutually supportive of achieving the largest total of cost-effective short and
long-term energy savings.

To date, the California IOUs have offered a number of residential existing-building
sub-programs that are in various stages of maturity and availability across the state,
including Home Energy Efficiency Survey, Appliance Recycling, Home Energy
Efficiency Rebates, and Multifamily Energy Efficiency Rebates. In addition, a
variety of efforts focused on lighting, HVAC, and appliances. For 2009-2011 and
beyond, the IOUs will continue to integrate and coordinate all sub-programs to
increase comprehensiveness of measure delivery. Beginning in 2009 the IOUs will
further expand integration efforts to include consumer electronics, workforce
education and training, marketing education and outreach, low income programs and
demand side management integration.

The I0Us will employ multiple strategies and tactics that integrate, leverage and
build upon existing delivery channels and customer relationships including: direct
install, upstream, midstream and downstream mass market channels and web-based
tools in order to surmount market barriers. Market transformation and direct energy
savings and demand reductions will be achieved through a series of sub-programs that
are described in detail in separate program implementation plans (PIPs) and are
summarized below.

Home Energy Efficiency Surveys

The Home Energy Efficiency Survey (HEES) Program is a continuation of the
existing HEES Program. In accordance with goals of the Strategic Plan, the HEES
Program will work towards advancing whole-house energy solutions. HEES will also
pursue innovative initiatives to reverse the growth of plug load energy consumption
through behavioral solutions and, as warranted, DSM integration opportunities. The
HEES Program is used to reach out to customers in multiple languages through
different delivery channels to perform a variety of energy surveys. The program
provides survey results to enable participants to understand how their energy use
varies throughout the year and how their household compares with similar
households. A multi-language approach enhances the program’s ability to reach
California’s diverse culture and provides efficiency recommendations based on a
whole-house system approach. Additionally, HEES provides information and
referrals to other energy efficiency programs, water conservation efforts, demand
response and low-income programs, as applicable.

Residential Lighting Incentive Program for Basic CFLs

The Residential Lighting Incentive Program for Basic CFLs provides customers with
incentives in the form of discounts that greatly reduce the cost of energy-efficient
lighting products. The program introduces energy-efficient lighting products to the
market and strives to influence future purchasing behaviors of customers. More than
370 retailers at more than 2,700 store locations are expected to participate.
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Residential Enerqy Efficiency Program

Advanced Consumer Lighting

The Advanced Consumer Lighting program also provides customers with incentives
in the form of discounts that greatly reduce the cost of energy-efficient lighting
products. The program introduces energy-efficient lighting products to the market and
strives to influence future purchasing behaviors of customers. A broad array of
product types, models, and technologies are available for this program's incentives.
Typical technologies include specialty CFLs, LEDs, cold cathode, and high-
efficiency incandescent (HEI). In addition, the IOUs will collaborate on a statewide
Lighting Market Transformation program strategy.

Home Energy Efficiency Rebates

The Home Energy Efficiency Rebate (HEER) Program is a continuation of the
existing HEER program. In accordance with the Strategic Plan, this program
advances comprehensive energy efficiency measures, including whole house
solutions, plug load efficiency, performance standards, and opportunities for
integration with local government and DSM programs.

HEER meets the need of consumers who need either a single measure or multiple
devices by encouraging the adoption of energy-efficient choices when purchasing and
installing household appliances and equipment. It does this by offering customers
educational materials about energy efficiency options, rebates, and other incentive
offerings. In addition to influencing efficient purchases, the program educates
customers about correct use of products correctly and guides customers toward
exploring other demand-side management opportunities, including demand response
(DR), as appropriate. In addition to an on-line rebate application process, the
program offers immediate (point-of-sale, or POS) rebates for many measures at the
retailer’s cash register.

Appliance Recycling Program

The Appliance Recycling Program (ARP) is a continuation of the existing ARP. The
program picks up operable but inefficient appliances from residential dwellings and
businesses and prevents their continued operation by recycling them in an
environmentally safe manner. In accordance with the Strategic Plan, this program
advances several comprehensive energy efficiency measures including whole house
solutions, plug load efficiency, performance standards, local government, and DSM
integration opportunities. ARP produces cost-effective energy savings and peak
reduction in residential and non-residential market sectors.

Business and Consumer Electronics

The Business and Consumer Electronics Program (BCEP) is a new addition to the
2009 - 2011 residential energy efficiency portfolios. The BCEP provides midstream
incentives to retailers to encourage increased stocking and promotion of high-efficient
electronic products including computers, computer monitors, cable and satellite set-
top boxes, televisions, smart power strips, and additional business and consumer
electronics as they become available on the market. The program continues to
expand the POS rebate delivery method and provides field support services to update

Southern California Edison 2009 — 2011 Energy Efficiency Plans
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Residential Enerqy Efficiency Program

marketing materials in retail stores and support education of the retailer sales force.
The BCEP includes a linkage to an online information system designed to identify the
most energy-efficient and environmentally friendly products available in the market
for multiple categories, including televisions, appliances, and computers.

This program supports the Strategic Plan by motivating retailers to stock more
efficient products which, in turn, can drive manufacturers toward the development
and introduction of more efficient products into the market. Since the midstream
incentives are offered on measures that have been identified as “plug load” products,
BCEP addresses the “plug load” efficiency strategy identified in the Strategic Plan.

Multifamily Energy Efficiency Rebates

The MFEER Program is a continuance of the existing Residential Multifamily Energy
Efficiency Rebate Program. The program promotes energy efficiency and provides
equipment rebates to owners and tenants of multifamily properties, including
residential apartment buildings, condominium complexes, and mobile home parks.

b) List measures

Heating and Cooling Lighting

Electric storage water heaters T5 or T8 Lamps w/electronic ballasts
Central system natural gas water heaters Exterior CFL fixtures (ENERGY STAR Qualified)
Natural gas water heater and/or boiler controllers Ceiling Fans (ENERGY STAR Qualified)
Natural gas storage water heater Screw-in CFLs (ENERGY STAR Qualified)
Tankless water heaters Screw-in CFL Reflector bulbs (ENERGY STAR Qualified)
Attic and/or wall insulation Interior CFL Fixtures (ENERGY STAR Qualified)
Whole House Fans Bare Spiral CFLs > 30 Watts
Ducted Evaporative Coolers Specialty and high performance CFLs
Cool Roof CFLs of advanced quality (Super CFLs)
Central natural gas furnace Exterior and interior fluorescent fixtures
Room air conditioners (ENERGY STAR®
Qualified) Night lights (including LED)
High Performance Dual-Pane Windows Interior screw-in LEDs for task, accent, and area lighting
Package terminal air conditioners & heat pumps Interior hardwired LED fixtures

Appliances Exterior LEDs
Refrigerators (ENERGY STAR® Qualified) LED holiday lights

Other variations of fluorescent lighting such as cold
Freezers cathode and induction
Screw-in halogen lights (early compliance with codes for
High efficiency Dishwasher 2011 and beyond)
Clothes Washer Floor lamps
Pools and Spas Torchieres

Pool Pumps and Motors LED night lights

Electronics LED holiday lights
>ENERGY STAR® Televisions Occupancy sensors
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LCD monitors Photocells

ENERGY STAR 4.0® Qualified Computers Table/desk lamps
Other incentives Exit Signs

Shower Heads

Faucet Aerators

c) Non-incentive Customer Services

Non-incentive customer services consist of energy surveys offered through the HEES
program and significant advertising and promotional activities to increase customer
participation. Details of this and other non-incentive customer services are provided
within the sub-program descriptions.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
Market Transformation (MT) metrics proposed in Tables 3 and 4 are preliminary. The
proposed metrics are meant to initiate a collaborative effort to elaborate meaningful
metrics that will provide overall indicators of how markets as a whole are evolving.
MT metrics should neither be used for short-term analyses nor for specific program
analyses; rather, should focus on broad market segments.

Market transformation is embraced as an ideal end state resulting from the collective
efforts of the energy efficiency field, but differing understandings of both the MT
process and the successful end state have not yet converged. The CPUC defines the
end state of MT as “Long-lasting sustainable changes in the structure or functioning
of a market achieved by reducing barriers to the adoption of energy efficiency
measures to the point where further publicly-funded intervention is no longer
appropriate in that specific market.”” The Strategic Plan recognizes that process of
transformation is harder to define than its end state, and that new programs are
needed to support the continuous transformation of markets around successive
generations of new technologies”.

Market transformation programs differ from resource acquisition programs on 1)
objectives, 2) geographical and 3) temporal dimensions, 4) baselines, 5) performance
metrics, 6) program delivery mechanisms, 7) target populations, 8) attribution of
causal relationships, and 9) market structures’. Markets are social institutions®, and
transformation requires the coordinated effort of many stakeholders at the national

3 California Public Utilities Commission Decision, D.98-04-063, Appendix A.

4 California Public Utilities Commission (2008) California Long Term Energy Efficiency Strategic Plan, p. 5. Available
at http://www.californiaenergyefficiency.com/docs/EEStrategicPlan.pdf

3 Peloza, J., and York, D. (1999). “Market Transformation: A Guide for Program Developers.” Energy Center of
Wisconsin. Available at: http://www.ecw.org/ecwresults/189-1.pdf

¢ Blumstein, C., Goldstone, S., & Lutzenhiser, L. (2001) “From technology transfer to market transformation”.
Proceedings of the European Council for an Energy Efficient Economy Summer Study. Available at
http://www.eceee.org/conference proceedings/eceee/2001/Panel 2/p2 7/Paper/
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Residential Enerqy Efficiency Program

level, directed to not immediate energy savings but rather to intermediary steps such
as changing behavior, attitudes, and market supply chains’ as well as changes to
codes and standards. Resource acquisition programs rely upon the use of financial
incentives, but concerns have been raised that these incentives distort true market
price signals and may directly counter market transformation progress®. According to
York®, “Market transformation is not likely to be achieved without significant,
permanent increases in energy prices. From an economic perspective, there are 3
ways to achieve market transformation: (1) fundamental changes in behavior, (2)
provide proper price signals, and (3) permanent subsidy.”

The question of what constitutes successful transformation is controversial because of
a Catch-22: Market transformation is deemed successful when the changed market is
self-sustaining, but that determination cannot be made until after program
interventions are ended. Often, however, the need for immediate energy and demand
savings or immediate carbon-emissions reductions will mean that program
interventions may need to continue, which would interfere with the evaluation of
whether MT is self-sustaining. Market transformation success has also been defined
in terms of higher sales of efficient measures than would have otherwise occurred
against a baseline absent of program interventions. The real world, however, provides
no such control condition. Evaluators must estimate these baselines from quantitative
factors such as past market sales that may be sparse and/or inaccurate - particularly
for new products. Evaluations must also defer to expert judgments on what these
baselines may have been as well as on the degree of successful market
transformation'’. Due to the subjective nature of these judgments, it is imperative that
baselines as well as milestone MT targets be determined and agreed upon through
collaborative discussion by all stakeholders, and these targets may need periodic
revision as deemed necessary by changing context.

Market transformation draws heavily upon diffusion of innovation theory'', with the
state of a market usually characterized by adoption rate plotted against time on the
well-known S-shaped diffusion curve. In practice, however, the diffusion curve of
products may span decades'?. Market share tracking studies conducted 3, 5 or even
10 years after the start of an MT program may reveal only small market
transformation effects'’. The ability to make causal connections between these

7 Sebold, F. D., Fields, A., Skumatz, L., Feldman, S., Goldberg, M., Keating, K., Peters, J. (2001) A Framework for
Planning and Assessing Publicly Funded Energy Efficiency. p. 6-4. Available at www.calmac.org.

8 Gibbs, M., and Townsend, J. (2000). The Role of Rebates in Market Transformation:

Friend or Foe. In Proceedings from 2000 Summer Study on Energy Efficiency in

Buildings.

® York, D., (1999). “A Discussion and Critique of Market Transformation”, Energy Center of Wisconsin. Available at
http://www.ecw.org/ecwresults/186-1.pdf.

19 Nadel, S., Thorne, J., Sachs, H., Prindle, B., and Elliot, R.N. (2003). “Market Transformation: Substantial Progress
from a Decade of Work.” American Council for an Energy-Efficient Economy, Report Number A036. Available at:
http://www.aceee.org/pubs/a036full.pdf

" Rogers (1995) Diffusion of Innovations, 5" Ed.

12 Example in bottom chart of this graphic from the New York Times:
http://www.nytimes.com/imagepages/2008/02/10/opinion/100p.graphic.ready.html

13 Sebold et al (2001) p. 6-5,
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market transformation effects and any particular program’s activities fades with time,
as markets continually change and other influences come into play.

These challenges mentioned above are in reference to programs that were specifically
designed to achieve market transformation; and these challenges are only
compounded for programs that were primarily designed to achieve energy and
demand savings. However, since the inception of market transformation programs
almost two decades ago, many lessons have been learned about what the
characteristics of successful MT programs are. First and foremost, they need to be
designed specifically to address market transformation. “The main reason that (most)
programs do not accomplish lasting market effects is because they are not designed
specifically to address this goal (often because of regulatory policy directions given to
program designers.)'*” The Strategic Plan recognizes that regulatory policies are not
yet in place to support the success of market transformation efforts', but also reflects
the CPUC’s directive to design energy efficiency programs that can lay the
groundwork for either market transformation success or for codes and standards
changes.

Above all else, the hallmark of a successful market transformation program is in the
coordination of efforts across many stakeholders. The most successful MT programs
have involved multiple organizations, providing overlapping market interventions'®,
The Strategic Plan calls for coordination and collaboration throughout, and in that
spirit the utilities look forward to working with the CPUC and all stakeholders to help
achieve market transformation while meeting all the immediate energy, demand, and
environmental needs. Drawing upon lessons learned from past MT efforts, the Energy
Center of Wisconsin’s guide for MT program developers'’ suggests that the first step
is not to set end-point definitions, progress metrics or goals. Rather, the first steps
include forming a collaborative of key participants. As the Strategic Plan suggests,
these may include municipal utilities, local governments, industry and business
leaders, and consumers. Then, with the collective expertise of the collaborative, we
can define markets, characterize markets, measure baselines with better access to
historical data, and define objectives, design strategies and tactics, implement and
then evaluate programs. The collaborative will also provide insights that will set our
collective expectations for the size of market effects we can expect, relative to the
amount of resources we can devote to MT. No one organization in the collaborative
will have all the requisite information and expertise for this huge effort. This truly
needs to be a collaborative approach from the start.

The metrics and baselines described below in Tables 3 and 4 are presented for the
purposes of starting the much-needed discussion between all key participants. These
are suggestions, intended to allow key participants to pilot-test processes for

' Peters, J.S., Mast, B., Ignelzi, P., Megdal, L.M. (1998). Market Effects Summary Study Final Report: Volume 1.”
Available at http://calmac.org/publications/19981215CADO0001ME.PDF.

'3 CPUC (2008) Strategic Plan, p. 5.

' Nadel, Thorne, Saches, Prindle & Elliot (2003).

' Peloza & York, (1999).
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Residential Enerqy Efficiency Program

establishing baseline metrics, tracking market transformation progress, and for
refining evaluation tools. Early trial of these evaluation metrics will reveal any gaps
in data tracking so that we may refine our processes before full-scale market
transformation evaluations take place.

The set of metrics we selected is intentionally a small set, for several reasons. First, as
mentioned, the full set of metrics and baselines need to be selected by key
participants. Second, we anticipate that market share data for many mid- and low-
impact measures will be too sparse to show MT effects and not cost-effective to
analyze. Third, we selected core measures and metrics that would both be indicative
of overall portfolio efforts. These measures are also likely to be offered on a broad
level by other utilities, providing a greater base of sales and customer data that could
be analyzed for far-reaching MT effects.

Therefore, for the Residential sector, the following approach to quantitative baseline
and market transformation information is presented as follows.

10Us are proposing several metrics believed to reliably detect market transformation
for energy efficient solutions in the residential sector. While all metrics fall short of a
perfect measure, the ideal metric would have a baseline that is already established that
includes a reasonable and easy method of duplication and comparison. Market
transformation cannot be measured on a year to year basis but will take several years
and measurements to reliably discern trends.

Over the past several years a good baseline of market saturation has been established
in the California Lighting and Appliance Saturation Study. The original study was
completed in 2000 and then updated in 2005. The overarching goal for these studies
is to provide efficiency levels of appliances in order to understand future energy
savings potential and past accomplishments in the residential sector. The IOUs
propose that the values in these studies and the data made available in the “California
Residential Efficiency Saturation Tool” be used as the basis for the metric for EE in
the residential sector. Specifically it is proposed that a new California Lighting and
Appliance Saturation study be conducted in 2010 to estimate again the efficiency
levels for key measures. A comparison could then be made to the previous baseline
studies of 2000 and 2005 and a determination made if a trend is taking place that
indicates that more energy efficient solutions are being installed in residential
households. As market transformation is more than just market share of measures, the
suggested metrics also include an attitudinal metric.

Attitudinal change is an important part of any market transformation effort. This
change may be tracked with a battery of questions that probes customer attitudes,
knowledge and awareness (AKA) of energy efficiency. In order to gauge an
attitudinal based metric for this sector the CBEE Baseline Study on Public Awareness
and Attitudes study may be employed. The CBEE Baseline Study on Public
Awareness and Attitudes uses a battery of questions that have subsequently formed
the foundation of surveys used in several later program evaluations. The California
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Residential Lighting and Appliances Program (CRLAP) Study, Phases 1, 3, and 4,
track changes in the market on several AKA dimensions. These and any nation-wide
attitude studies may provide a glimpse as to the state of customer AKA of energy
efficiency. The usefulness of past surveys as baselines would have to be discussed by
the MT collaborative since these were studies that took place before the CA energy
Crisis.

The surveys used in the CBEE and CRLAP studies may be modified and updated. Or,
another battery of questions might be constructed to probe more contemporary
knowledge of EE. Energy Attitude/Knowledge scales could be constructed from these
questions and the first year responses on the scale could serve as the baseline for
subsequent attitudinal change. Customers could be probed annually and their AKA
change measured along the scale. Responses of customers for a particular sub-
program could be pulled out for separate analysis, as needed. In addition, the
suggested metrics also include a behavioral metric.

In addition, behavioral change is an important part of any market transformation
effort. This change may be tracked with a battery of questions that probes customers’
past behaviors and intentions about energy efficiency. In order to gauge an behavioral
based metric for this sector the statewide Home Energy Efficiency Survey (HEES)
may be employed. The long-running Home Energy Efficiency Survey has provided
recommendations for behavior changes, and program evaluation studies have
assessed the adoption rate of these recommendations for both participants and
nonparticipants over the past few program cycles. This information may be used to
provide both a baseline and rate of change across time.

The surveys used to evaluate the HEES program may be modified and updated. Or,
another battery of questions might be constructed to probe adoption of more
contemporary behaviors such as unplugging unused electronics. Energy Behavior
scales could be constructed from these questions and the first year responses on the
scale could serve as the baseline for subsequent attitudinal change. Customers could
be probed annually and their Energy Behavior change measured along the scale.
Responses of customers for a particular sub-program could be pulled out for separate
analysis, as needed.

With this discussion in mind, IOUs propose the following metrics for this sector:
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Table 3

Baseline Metric

Metric A Metric B Metric C

Metric developed as a
ratio of a collection of
indicator measures
over a base case

Measure-based metric

Ratio of survey
participants that

Attitudinal-based consider Energy
metric Efficiency when
making purchase

decisions

Behaviors of
Residential sector
based on a scale
developed to
measure Energy
Efficiency
behaviors

Behavioral-Adoption
based metric

b) Market Transformation Information

As stated above, market transformation draws heavily upon diffusion of innovation
theory, with the state of a market characterized by adoption rate plotted against time
on the well-known S-shaped diffusion curve. In practice, however, the diffusion
curve of products may span decades. Market share tracking studies conducted 3, 5 or
even 10 years after the start of an MT program may reveal only small market
transformation effects. Therefore it is problematic, if not impractical, to offer internal
annual milestones towards market transformation sectors and specific program
activities.

As a consequence, it is not appropriate to offer more than broad and general
projections. Any targets provided in the following table are nothing more than best
guesstimates, and are subject to the effects of many factors and market forces outside
the control of program implementers.
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Table 4

Internal Market Transformation Planning Estimates

2009

2010

2011

Metric developed as a
ratio of a collection of
indicator measures
over a base case.

Improvement over
baseline, over time

Improvement over
baseline, over time

Improvement over
baseline, over time

Ratio of survey
participants that
consider Energy
Efficiency when
making purchase

decisions.

Establish baseline

Improvement over
baseline, over time

Improvement over
baseline, over time

Behaviors of
Residential sector
based on a scale
developed to measure
Energy Efficiency
behaviors.

Establish baseline

Improvement over
baseline, over time

Improvement over
baseline, over time

¢) Program Design to Overcome Barriers

Due to its diversity, complexity, and size, the residential customer base served by all
California IOUs constitutes one of the nation's largest and most challenging groups of
electricity, gas, and water users. The residential energy efficiency portfolio of
California IOUs has been developed to deliver a wide array of programs and services
to increase awareness of energy efficiency, to provide relevant energy-efficient
solutions, and to advance the policy ideals of the Big Bold Energy Efficiency
Strategies (BBEES), the Strategic Plan, and the California Energy Action Plan (EAP)
for the benefit of all customers.

The approach to the residential portfolio aims to advance energy efficiency through
the modification of consumer behaviors and attitudes towards Energy Efficiency (EE)
through education and reinforcement. The following figures are indicative of the
accepted annual economic potential of residential electricity consumption.
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Electric Economic Potential by End Use and Residential Segment*®

Residential Annual Economic Potential of Energy
Efficiency by End Use (MWh)
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Residential Annual Economic Potential of Energy
Efficiency by End Use (kW)
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Water Heater
Refrigeration

SCE attempts to align portfolio planning with estimates of energy efficiency potential
in the Residential sector as identified in the Strategic Plan. The 2006 and 2008 Itron
studies of energy efficiency potential provide a significant amount of useful
information for program planning for the sector.

As evident from the figures above, the prominent economic opportunities for the
residential sector lie in the following areas: lighting, refrigeration, HVAC and motors
and pumps. In terms of economic potential, consumer awareness, and motivating
factors, the Residential market sector - defined as living quarters and energy-
consuming devices of private households - differs from that of the Commercial,
Industrial, and Agricultural sectors of the energy efficiency portfolio. The factors
which influence or inhibit private citizens to respond to energy efficiency are broad
and distinct. The residential sector is highly fragmented and diverse in terms of
geography, consumption patterns, and demographics. Furthermore, the influences of
legislative actions, policies, standards, and technologies have significant impacts on
the delivery of residential programs. The REEP offered herein for this market
segment is a product of the careful consideration of each of these factors and the

realities of energy consumption by Californians, and results in a comprehensive, and

cost-effective portfolio for the 2009-2011 program cycle. In addition, this plan
outlines the broad strategies and tactics that will advance the long-term policy goals
of California and the United States.

'8 SCE’s economic potential refers to the technical potential of those energy conservation measures that are cost-
effective when compared to supply-side alternatives. This chart is based on data extracted from multiple utility specific
MS Excel workbooks that are referenced in appendices G, H, and I of the California Energy Efficiency Potential Study

by Itron (May 24, 2006).
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Residential programs encounter many barriers to the adoption of energy efficiency
measures, including:

Evolutions in consumer use patterns;

The upfront cost of measures;

Lack of consumer awareness;

Incentives split between property owners and tenants;

Manufacturer and upstream market resistance;

The level of disruption necessary during the installation or retrofit of occupied
dwellings (switching costs);

Lack of a qualified supply of technologies and trained installers in the market;

Vintage cycles and unwillingness to replace working equipment;

Perceived uncertainty of savings;

Language and socioeconomic factors;

Lack of enforcement for measures installed; and

Often, general indifference to energy efficiency.

These factors contribute to a reliance on customer incentives, customer awareness,
and outreach campaigns to create demand for new programs plus an increasing
reliance on studies and research into emerging technologies.

In view of the overall uniqueness, size, and diversity of the sector, California IOUs
approach residential market segments as broad groups within the Residential portfolio
along the lines of EE potential available. As such, the approach to the residential
market is not program-specific. Instead, it is a combination of delivery and
market-based activities to target the principal barriers to adoption in key sectors.
Segmentation in this manner is warranted due to the scope and breadth of uses,
barriers, and influential stakeholders.

These aggregate segments combine to enable the portfolio to reap the economic

potential of cost-effective technologies and measures in the present, while moving

towards the goals and objectives outlined in the Strategic Plan. The objectives of the

Residential EE portfolio are to:

e Capture cost-effective energy savings and demand response opportunities for the
benefit of all Californians;

e Encourage residential consumers across California to consider “energy efficiency
first” in their daily lives;

e Promote support of and compliance with more stringent appliance and building
standards;

e Move the residential market towards coordinated demand-side management,
including self-generation and a "smart meter" initiative;

e Promote the adoption of comprehensive residential retrofits;

e Encourage, adopt, and integrate promising emerging technologies;

e Develop public awareness and to promote effective decision making to create a
widespread demand for high efficient measures; and

e Contribute to the ultimate transformation of energy consumption patterns.
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d) Quantitative Program Targets
Refer to Section ‘5d’ within sub-program elements.

e) Advancing Strategic Plan goals and objectives

The REEP will work with businesses and industry to achieve the Strategic Plan's
goals for the residential and residential low income sectors by implementing the
support and infrastructure needed to serve as many households as feasible.

The program will help to achieve the following near-term strategic goals identified in
Section 2 of the Strategic Plan:

e Goal 1: Home buyers, owners and renovators will implement a whole-house
approach to energy consumption that will guide their purchase and use of
existing homes, home equipment (e.g. HVAC systems), household appliances,
lighting, and “plug load” amenities.

To address this goal, the IOUs present a comprehensive portfolio of solutions
developed to reach energy consumers across California’s diverse climates,
cultures, and demographic segments. These offerings range from
informational and home surveys to an assortment of single-measure
approaches to comprehensive residential solutions.

HEES are an important component of broader IOU efforts to raise awareness
for steps that Californians can begin to take on the path to more sustainable
living. HEES provides opportunities for residents to assess the energy impact
of their dwelling spaces, appliances and plug load devices. HEES programs,
coupled with broader marketing efforts, are designed to move consumers from
awareness towards attitude changes and action.

Single-measure approaches provide the greatest level of participation in ways
that are most relevant to consumers through a range of mass market
approaches. These approaches include upstream, downstream and point-of-
sale activities through popular programs such as HEER, BCEP, lighting
programs and ARP. By reaching great numbers of Californians in mass,
program activities of this type are designed to be transformational.

Statewide comprehensive approaches for energy efficiency also include the
multifamily market. Comprehensive solutions are also reached for residents
through their combination of elements from programs such as HEER, ARP,
BCEP and lighting programs in ways and over time periods that are most
meaningful and attainable to them. In addition, IOUs are piloting several truly
comprehensive “home performance” approaches to one-stop energy
efficiency. Since packaged comprehensive solutions are new, these particular
efforts are reflected within individual IOU local or third party program
elements.
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Combined, each of these programmatic efforts not only will continue to
deliver marked energy savings to reach viable economic potential, but
continue to move energy efficiency programs towards more bundled solutions
in ways that are most relevant to Californians.

e Goal 2: Plug loads will be managed by developing consumer electronics and
appliances that use less energy and provide tools to enable customers to
understand and manage their energy demand.

To address growing plug loads within California and to align with the
objectives of the Strategic Plan, IOUs have developed the BCEP. For 2009-
2011, the BCEP will incorporate new measures that yield demonstrated
energy savings and several that can enhance consumers’ abilities to manage
their energy use through home energy management systems and/or AMI-
enabled technologies.

The BCEP will be operated in close collaboration with the HEER program,
market actors, and emerging technology programs, as appropriate, to increase
the availability of technologies and tools that will enable Californians to better
manage their energy consumption.

e Goal 3: The residential lighting industry will undergo substantial
transformation through the deployment of high-efficiency and high-
performance lighting technologies, supported by state and national codes and
standards.

After many successful years of demonstrated results in managing Upstream
Lighting programs, the IOUs will offer several additions to the residential
lighting portfolio for 2009-2011. In recognition of the success of standard
CFL measures in delivering energy savings and demand reductions to
Californians, IOUs present the Advanced Lighting Program for 2009-2011 in
response to the need to continue the penetration of increasingly complex
lighting solutions. Refer to the Advanced Lighting Program sub program
element for details on this new initiative.

In addition, to specifically address the need for beyond compact-fluorescent
measures, the IOUs have devised a Lighting Market Transformation (LMT)
program strategy. The LMT strategy is an effort devised specifically to
address the objectives of the Strategic Plan and will advocate and promote the
development of ultra-high efficiency lighting technologies. This effort will
work in close collaboration with IOU lighting technologies programs, codes
and standards efforts, and other market forces. Although the LMT program
strategy is not a part of the IOU Residential portfolio, its efforts will directly
influence the implementation of the Basic CFL and Advanced Lighting
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programs. Reference the LMT program narrative within Exhibit 3 (Section 7)
for specific details.

6. Program Implementation
a) Statewide 10U coordination
i. Program name: Residential Energy Efficiency Program

ii. Program delivery mechanisms

The Residential program portfolio includes an array of programs and services.
Detailed descriptions of each supporting program are presented in the
accompanying narratives and will not be repeated here. Rather, this document
discusses several key components of the tactical approaches to implementing the
proposed Residential portfolio. Additional items presented related to program
implementation are: incentives, customer awareness and marketing, third party
roles and responsibilities, cross-cutting activities, DSM integration, and non-
energy activities.

In order to address the diversity and breadth of the residential sector, the
Residential portfolio employs a variety of tactical approaches to overcome
barriers, tap available economic potential, and maximize EE benefits, including
upstream, midstream, downstream, direct install, and outreach campaigns. The
particular approaches have been planned to make the most of each program. For
more information, refer to the program details provided with each sub program's
PIP.

In addition to the economic potential of available resources, technologies, and
approaches, many other market factors have significant influence on the delivery
of the portfolio, including: BBEES, the Strategic Plan, EAP, Low Income Energy
Efficiency Programs (LIEE), Integrated Demand Side Management (IDSM),
Assembly Bill AB32 (on greenhouse gas reductions), Emerging Technologies,
Public Interest Energy Research (PIER), and Codes and Standards (C&S). In
addition to state and federal legislative activities, each of these factors, influence
the goals, baselines, strategy, and composition of the Residential market sector
plan. The discussion that follows briefly describes how the policy influences
affect the approach taken by California’s IOUs in providing energy efficiency and
lists several programs within the portfolio that target this issue.

The REEP is part of the solution to meeting the goals of the Strategic Plan. Any
major new effort by the IOUs, including REEP, must be designed with careful
consideration of the results of statewide potential studies and with evidence to
demonstrate the value of the approach. For example, the additional savings
claimed for bundling of measures should be demonstrated.

iii. Incentive levels
Refer to Sections ‘6 a iii” within the applicable sub-programs.
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iv. Marketing and outreach plans

The 2009-2011 Residential program offerings are more comprehensive,
integrated, and complete than ever. The REEP is the result of a calculated process
to consider the factors that influence energy efficiency and deliver a cost-efficient
portfolio. In addition, the Residential portfolio strives to ensure the maximum
participation of customers throughout California. Through California’s IOUs’
portfolio approach, individual consumers have an opportunity to become aware of
and make informed decisions about energy consumption in their homes. Indeed,
the Residential EE portfolio offers a resource or solution applicable to each and
every private dwelling within each IOU's service territory.

The design of programs within the portfolio has been closely coordinated with
each utility's marketing unit in order to target various residential customer groups
and drive the adoption of energy efficiency and the eventual transformation of
energy use. Furthermore, the approach uses a comprehensive and integrated
approach to Marketing, Education, and Outreach (ME&O) to modify consumer
behaviors towards EE which not only feeds market demand for efficient products
and services, but provides a reinforcing conduit for other DSM programs .

Much care has been taken in the design of programs to maximize the economic
potential through achievable measures, and the portfolio was developed
employing recent EE potential information developed by studies funded by
California ratepayers™. By continuing to tap large segments of economic
potential through lighting and appliance recycling programs in the short term, the
Residential portfolio simultaneously proposes calculated movements towards
California’s mid- and long-term policy goals through increased
comprehensiveness in program design, implementation of viable technological
advancements, supporting through incentives and cross-partnership campaigns,
and additional training of resources to enhance the supply of qualified technicians
and contractors.

In the near term, activities outlined are expected to position the portfolio for

future growth through:

¢ Introduction of emergent technologies (such as LED & specialty lighting,
consumer electronics) into the portfolio;

e Use of new technologies in delivery of programs (such as the Appliance
Recycling and HEER programs); and

e Use of mass marketing and other outreach campaigns and educational efforts
to motivate consumer attitude shifts.

1 Other DSM programs include DR, CSI, SmartConnect and Electric Transportation. SCE’s portfolio actively works
to integrate all programs and initiatives where it is feasible to do so. Reference respective filings, testimony and PIPs
for additional details.

20 Refers to the 2006 and 2008 EE Potential studies by the CPUC and Itron.
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These near-term actions are expected to set the foundation for mid-term EE
portfolios by advancing the market transformation of economically viable
technologies while building a comprehensive array of measures and resources.
These activities are intended to contribute to the long-term evolution in energy
efficiency throughout California. The approach to addressing the complexity and
diversity of residential market segments is an effective platform from which to
tackle the technical challenges faced, the policy requirements in place, and the
economic realities throughout the sector. Refer to Sections ‘6 a iv’ in the
appropriate PIPs for more details about the marketing and outreach plans of each
program.

Building consumer awareness and, ultimately, a broad and self-sustainable
demand for residential EE is not only dependent upon the technologies and
incentive structures enacted, but also on the effectiveness of outreach campaigns.
The Residential portfolio recognizes and addresses the diversity of the residential
sector from the program statement and rationale through strategy and marketing.

As presented in the respective sub-program elements, marketing, education, and
outreach facets of the Residential portfolio will be implemented with specific
segments of the residential market in mind. Portfolio deployment will include
identification and prioritization of key customer action opportunities, as well as
marketing tactics to address the deployment of economically efficient
technologies. These actions will affect consumer attitudes and behaviors while
simultaneously developing market supplies towards ultimate market
transformation. The residential and IOU local government partnership programs
will join efforts to provide coordinated outreach programs and increase the impact
of outreach and awareness events.

This portfolio will conduct or promote outreach events that are applicable to the
residential market. Where possible, all other energy efficiency, demand response,
solar initiative, and low income programs will be promoted and integrated. In
addition, REEP is ideally positioned to educate and inform consumers about the
deployment and benefits of smart meters as they become a reality within
California’s residences. Combined, these offerings provide residential users with
a diverse array of choices that will help them save money on their utility bills and
reduce their impact on the environment with no loss to their health, safety, or
comfort. Refer to the respective PIPs for complete details.

v. 10U program interactions

In addition to advancing the initiatives of California’s BBEES, as advocated
through the Strategic Plan, the Residential portfolio actively seeks to capture
available opportunities through integrating applicable demand-side management
schemes, incorporating the latest research through programs such as those in new
construction portfolios. This portfolio will support educationally focused efforts
to enhance public understanding of AB 32 by relating the carbon reduction effects
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b)

of energy efficiency programs to program participants. Refer to sub-program
descriptions of program interactions for detail.

In addition, the Residential portfolio offers several comprehensive and integrative
EE, CSI, and green building programs for home audits. All programs offering
lighting measures will be compliant with AB1109%'. The portfolio also offers
several rate assistance programs for income-qualified individuals. The 2009 -
2011 portfolio is more comprehensive than in previous years because it offers
several integrated programs that provide customers ways to not only lower their
electricity use, but to lower their consumption of gas and water as well. The
REEP sub-programs offer details about relevant program interactions, as
appropriate.

vi. Similar IOU and POU programs

This program was developed as a collaborative effort among California’s IOUs
and the CPUC's Energy Division. As stated in the Strategic Plan, the coordination
of demand-side management programs is necessary to increase the penetration of
energy efficiency and to avoid lost opportunities. Through a tactical approach to
customer outreach and marketing, the potential to create awareness and educate
consumers about other programs will be maximized. This approach will create
additional energy savings through inter-program referral and data sharing, and
bundling of DSM solutions across energy efficiency, demand response (DR), the
California Solar Initiative (CSI), smart meters, and other IDSM initiatives**. The
statewide residential energy efficiency programs will incorporate Integrated DSM
opportunities as available. Several IOUs will implement directed IDSM efforts
through pilot programs and benchmarking efforts within their portfolios. For
example, SCE’s local portfolio will offer a Comprehensive Home Performance
Program aligned with the overall concept of IDSM. For details on this and other
specific IDSM efforts, refer to Sections ‘6 a vi’ within the appropriate sub-
programs and local PIPs.

Program delivery and coordination

i. Emerging Technologies (ET) program

As stated in the Strategic Plan, the long-term EE vision of California can only be
attained through the long-term and continuous development and verification of
new technologies and their acceptance into the market. The achievement of
long-term goals requires new technology as well as information, training and
market development to maximize the EE benefits of cutting-edge technologies. In
recognition of the importance of emerging technologies, the Residential portfolio
will include several programs that will be particularly active in integrating

2! California Assembly Bill 1109 (the Huffman Bill) (August 31, 2007). [http:/info.sen.ca.gov/pub/07-
08/bill/asm/ab_1101-1150/ab_1109 _bill 20070717 _amended sen v94.pdf]

22 IDSM includes: energy efficiency, demand side self-generation and demand response, but also includes solar hot
water, water efficiency, greenhouse gas reduction and towards objectives towards zero net energy building.
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emerging technologies: Business and Consumer Electronics (including Plug Load
efficiency) and Advanced Consumer Lighting Program. In addition, portfolio
staff actively works to incorporate promising research and analyses from PIER
projects into the EE portfolio. Sub program PIPs offer details on how these
activities are coordinated and delivered.

ii. Codes & Standards program

The Strategic Plan's Strategy 1-5, improve coordination of energy codes and
standards with utility programs, describes the specific actions that the codes and
standards program will employ to address Residential Portfolio program needs.
On an ongoing basis, C&S staff communicates with program managers regarding
potential adoptions of new standards. Depending on the opportunity, program
managers may decide to provide incentives in advance of the effective dates of
new standards in order to prepare the market. Sub-program PIPs offer details on
how activities are coordinated with Codes and Standards efforts.

iii. WE&T efforts

10U residential EE programs are not directly linked to or directly fund WE&T
(WE&T) efforts, per se, however WE&T efforts do create a pathway to improved
delivery and realization of DSM opportunities, which include Energy Efficiency.
Reference sub-program PIPs for specifics on sub-program interactions with
WE&T.

iv. Program-specific marketing and outreach efforts
Refer to the budget table within sub-programs.

v. Non-energy activities of program

Non-energy activities of this program include: home energy efficiency surveys,
workforce education and training outreach efforts, and statewide marketing and
outreach efforts such as “Flex Your Power.” Details of non-energy activities are
provided within the sub-program.

vi. Non-10U programs
This joint IOU residential offering is a major advocate of DOE initiatives, which
include a partnership in ENERGY STAR®. The ENERGY STAR® partnership
provides instant brand awareness of, and lends credibility to programmatic efforts.
The 10U residential portfolio is also closely coordinated with the Council for
Energy Efficiency (CEE) and the American Council for an Energy Efficient
Economy (ACEEE). California’s IOUs will continue to seek and entertain ideas
and influences from other organizations, utilities and resources throughout the
program cycle to avoid lost opportunities and incorporate best practices.

vii. CEC work on PIER
Through joint IOU efforts to advocate the development and adoption of promising
technologies, residential program staffs work through statewide IOU emerging
technologies efforts to influence the strategies and approaches for research and
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development that can improve future program delivery. Reference the joint [OU
Emerging Technologies PIP for insight into efforts such as PIER.

viii. CEC work on C&S
Through joint IOU efforts to advocate the development and adoption of advanced
codes and standards, residential program staffs work through statewide IOU
Codes and Standards programs to influence the strategies for research that can
influence future program design and delivery. Reference the joint IOU Codes and
Standards PIP for insight into these efforts, and sub-program PIPs for specific
details, as appropriate.

iX. Non-utility market initiatives

As a partner in the DOE’s ENERGY STAR® initiative, the residential portfolio
benefits from — but does not directly contribute to - statewide marketing and
outreach efforts such as “Flex Your Power.” Refer to the joint Marketing,
Education, and Outreach PIP for greater details on these efforts. Refer to the joint
Workforce, Education and Outreach PIP for greater deals on these efforts. In
2009-2011, the utilities will work with local and statewide retailers,
manufacturers, and contractors to encourage end-use marketing of the utilities’
statewide residential programs and services.

c) Best Practices

California’s EAP requires a decrease in per capita electricity use through increased
energy conservation and efficiency measures®. Policy in California requires that
energy efficiency receive the first loading order in terms of adding energy generation
resources. Through incentives, education, and outreach programs, the Residential EE
portfolio has contributed to the increased growth and penetration of energy-efficient
products into the marketplace as well as building a supply of qualified contractors and
suppliers to support new market demands.

As stated in the Strategic Plan, eligible consumers who wish to participate in LIEE
programs will be encouraged to do so, and will be provided the chance to participate
in all cost-effective EE measures by 2020. LIEE is an income-qualified program that
provides services and/or measures designed to assist low-income households
conserve energy and reduce their electricity costs. The Residential portfolio has
taken several steps towards fully integrating LIEE programs through a series of cross-
marketing programs to ensure that low-income customers contacted through all
program delivery channels are made aware of the California Alternate Rates for
Energy (CARE) and Family Electric Rate Assistance (FERA) Programs. CARE
provides a 20% discount on electric bills for qualifying customers, and FERA allows
qualifying households with three or more persons to receive Tier 3 electrical services
at Tier 2 rates. Primarily, the integration of LIEE into Residential EE will continue to
rely upon cross-marketing efforts so that one program will funnel participants

2 EAP http://docs.cpuc.ca.gov/published/Report/28715.ht
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towards the other. For example, LIEE participants will be referred for home energy
audits, and CARE customers will be encouraged to take advantage of other LIEE
programs when completing surveys.

d) Innovation

California’s IOUs have coordinated efforts in the past, yet a key aspect of innovation
associated with this program is more comprehensive coordination of statewide IOU
delivery channels and the incentive levels offered. This increased coordination can
positively influence negotiations with program participants (i.e., retailers and
manufacturers) and improve market availability of improved products.

Reference individual sub-PIPs for specific details of innovative efforts undertaken.

e) Integrated/coordinated Demand Side Management

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

f) Integration across resource types

As available, the IOUs bundle service offerings across resource types including
electric, gas and water. When possible, these offerings are packaged to streamline
service offerings from a customer’s perspective. Reference appropriate sub programs
within the residential offerings for specifics on integration across resource types.

g) Pilots

Joint IOU efforts include an Emerging Technologies offering, an element of which
includes a pilot program offering named TRIO. For details on innovative approaches
external to the residential portfolio offering, refer to the statewide Emerging
Technologies PIP.

h) EM&V

Updates to the Residential Appliance Saturation Study and the statewide potential
studies will be undertaken during the 2009-2011 cycle. Both of these efforts will
provide crucial insight into the residential market, informing stakeholders about the
state of the market, as well as the appropriate emphases for future efforts. See the
individual PIPs for planned EM&V activities in each of the sub-programs.
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7. Diagram of Program
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8. Program Logic Model

PY2009-2011 Statewide Residential Energy Efficiency Program Portfolio - Logic Diagram
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1. Program Name: Home Energy Efficiency Survey Program
Program Type: Core

2. Projected Program Budget Table
Table 1 - reference the REEP for budget details
3. Projected Program Gross Impacts Table — by calendar year
Table 2 - reference the REEP for projected gross impact details
4. Program Description
a) Describe program
This program is a continuation of the existing statewide Home Energy Efficiency
Survey (HEES) program within the residential energy efficiency portfolio. Although

SCE, PG&E and SDG&E share similar program theory, design and goals, each IOU
may implement its program logistics differently.

The program provides customers with information to help them become familiar with
ways to control and reduce energy and water usage in their homes by offering
customers up to four options (mail-in survey, on-line survey, phone survey, and in-
home survey) in multiple languages (English, Spanish, Vietnamese, Chinese, and
Korean) including an action plan for implementation. The program also provides
survey results to enable participants to understand how their energy use varies
throughout the year and how their household compares with similar households. This
multi-language approach enhances the program’s ability to reach Southern
California’s diverse culture and provides efficiency recommendations based on a
whole-house system approach.

b) List measures
Measures or offerings vary by 10U, as outlined below:

Measures SCE SCG PG&E SDG&E
On-line Survey X X X X
Mail-in Survey X X X X
In-home Survey X X X n/a
Telephone Survey X n/a X n/a
Multi-family Survey X X n/a X
CFLs X n/a X X
Southern California Edison 2009 — 2011 Energy Efficiency Plans
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Faucet Aerators X X tbd tbd
Showerheads X X tbd tbd
LED night lights X n/a tbd tbd
Air-Filter Alarms X X tbd tbd

c) List Non-incentive Customer Services

The HEES Program offers customers detailed reports on their actual energy usage,
including:

e Rate and usage analysis, and

e Household usage data and comparison.

In addition, the program provides information and literature on:
e Water conservation;
e Energy efficiency and IDSM Programs:
e Residential Energy Efficiency
Summer Discount Plan (SDP)
California Solar Initiative (CSI)
Peak Demand Initiatives (DR)
Low Income Energy Efficiency (LIEE).

The information provided in the comprehensive HEES report sent to customers will
be developed on a statewide level. The report options will include historical usage
data for customers. The report options may also provide a platform to measure
sustainable reductions in energy usage for the customer and the IOU’s. In addition,
data collected from the survey questionnaire will be utilized to provide targeted
marketing and strategic planning opportunities for all Residential energy efficiency
and demand response programs. The report will be the primary mechanism to drive
customers to save energy by educating the customer on their household impacts to the
environment, while comparing household usage with similar households. Statewide
coordination efforts may also afford the report to provide information promoting the
whole-house approach with information leading customers to whole-house products
and services, including financing options, energy efficiency product and service
providers, rebate program applications and customer service touch points.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics
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b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

Promoting energy and water efficiency to the residential customer provides
opportunities to foster market transformation. The main barriers include:

e Lack of energy efficiency information;

e Lack of awareness of specific measures and practices; and

e Inability to read or understand information when it is provided only in English.

To overcome these barriers, the HEES Program will provide accurate and
comprehensive information about energy and water saving strategies, customized
recommendations and suggestions for energy and water conservation and installation
of energy-saving measures, and detailed analysis of energy billing, energy usage, and
energy costs, based on actual household consumption. This information encourages
permanent changes in customers’ attitudes and actions toward energy conservation by
helping them understand their usage, as well as providing information on a wide
variety of possible measures, practices, and actions. The program will also continue
to provide information in multiple languages to overcome language barriers for non-
English-speaking customers.

Marketing is a key component in the success of the HEES Program, first to generate
awareness of the program, and second - and more important - to encourage
completion of a survey. A statewide marketing campaign will be used to reduce
overall implementation costs and to ensure uniformity throughout the state of
California. In a further effort to reduce costs, the HEES Program will also partner
with local municipalities and water agencies. Partnering with other entities will lower
costs with cost sharing initiatives and will increase program awareness and
effectiveness.

Statewide delivery mechanisms continue to include the Online and Mail-In Surveys.
The individual utilities may also provide In-Home and Telephone surveys, if they feel
these types of survey are warranted. Online and Mail-in surveys will be coordinated
with a statewide emphasis. Each survey will be provided in multiple languages to
bridge language barriers among California’s diverse population. For all types of
surveys, whether offered statewide or not, substantially the same questions and
recommendations will be provided to ensure consistency statewide. The HEES report
will provide participants with usage and comparison data among similar households.
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It is necessary to persuade Californians to commit to energy conservation. For many,
this will be a gradual process facilitated by readily available, well placed educational
materials that encourage the customer to make the greater commitment to participate
in HEES. Without the commitment to change, either behaviorally or with material
changes, there is no viable incentive to complete the survey. While the HEES report
and action plan should result in changes in customer utilization, it can not be
considered a conclusion of the process. Rather, once customers have been engaged
by HEES, companies will motivate them to achieve even greater conservation savings
through additional education on-line, by e-mail, by mail, by telephone, through
CBOs, and through any other appropriate mechanism.

d) Quantitative Program Targets

The proposed targets may be modified due to funding restrictions, especially for the

2009 bridge funding year.
Table 5
Program Target by Program Target by Program Target by
SCE 2009 2010 2011
On Line Survey 18,750 21,875 21,875
Mail In Survey 11,250 13,125 13,125
In Home Survey 6,750 7,875 7,875
Telephone Survey 750 875 875

e) Advancing Strategic Plan goals and objectives
The HEES program will advance the strategic plan goals and objectives of the
Strategic Plan as outlined:

e Goal 2.2: Residential Sector including Low-Income - Tracking Transform
home improvement markets to apply whole-house energy solutions to existing
homes - The HEES Program will plan to deliver a new HEES Report which
will strive to implement decision triggers and call to action to support
advancement of whole-house energy solutions. The reports will also pursue
initiatives to reverse the growth of plug load energy consumption through
behavioral solutions. HEES will provide educational services to participants
on plug-load measures such as “smart plug strips”, as appropriate.

e Goal 8.3: DSM Coordination and Integration - Deliver integrated DSM
options that include efficiency, demand response, energy management and
self generation measures, through coordinated marketing and regulatory
integration - The HEES Program will seek partnerships with local water
agencies, municipals and other key stakeholders to develop and implement a
comprehensive plan to promote water conservation. Further integration
strategies will also include DSM (CSI, SDP, Peak Demand, etc), LIEE and
energy efficiency programs.
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e Goal 9.2 - Workforce, Education and Training - Ensure that minority, low-
income and disadvantaged communities fully participate in training and
education programs at all levels of the DSM and energy efficiency industry -
For IOUs offering In-home surveys, the HEES In-home survey team will be
comprised of a contracted (and in some cases utility staff) workforce who will
be trained in areas of energy conservation and technologies towards an
increased knowledge base of demand-side management and energy efficiency.
A comprehensive training curriculum will be implemented to formalize the
knowledge base of the survey workforce. This strategy falls in line with a goal
of the WE&T Strategic Plan intended to ensure that minority, low-income and
disadvantaged individuals fully participate in training and education programs
at all levels of demand-side management and energy efficiency.

6. Program Implementation
a) Statewide 10U coordination
I. Program name: Home Energy Efficiency Survey Program

ii. Program delivery mechanisms
The HEES Program is delivered to customers in four ways. Customers can
complete the survey On-Line, by mail, by telephone (offered by PG&E and SCE

only), or by having a surveyor visit their home (offered by SCE, SCG, and PG&E
only).

iii. Incentive levels
This program does not offer monetary incentives.

iv. Marketing and outreach plans, e.g. research, target audience, collateral,
delivery mechanisms

Marketing efforts will be coordinated statewide to develop a portfolio of

communication methods. The utilities can use these methods, including but not

necessarily limited to, blast e-mails, flyers, On-Line marketing, and direct mail, as

suits the target audience, the message, and the resources.

v. 10U program interactions with CEC, ARB, Air Quality Management
Districts, local government programs, other government programs as
applicable

The HEES program does not interact, as such, with other programs or
organizations. However, the program will maintain the flexibility to coordinate
program services to support initiatives generated by agencies.

vi. Similar IOU and POU programs
The HEES program provides a consistent and recognizable presence throughout

the state and offers a menu of similar services and processes implemented
statewide by PG&E, SDG&E, SCE and SCG. The program will work with
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municipalities, such as LADWP, to offer this service. Efforts will be made to
provide consistent reporting of survey results across the state.

The program also will be implemented in close association with other residential
energy efficiency programs. HEES will be the starting point for residential
customers to tap into the IOU’s residential energy efficiency services. Through
marketing, education and outreach, each program will encourage end-users to adopt
multiple measures to gain the benefits associated with an integrated whole-house
approach to energy efficiency.

HEES will leverage its survey information to provide information and referrals to
other energy efficiency programs such as HEER, ARP and others. During the
2009-2011 program cycle, HEES will be working on a pilot program to test a multi-
family energy survey service. Aggregated data from online surveys and other
program efforts will be examined to provide direct marketing opportunities with
water conservation efforts, demand response programs, and low-income programs,
as applicable.

The HEES program collaborates with the Low Income Energy Efficiency (LIEE)
Program by making the service available to them and by providing customers
with residential program information. HEES will coordinate with local and other
outreach efforts, as appropriate.

b) Program delivery and coordination
i. Emerging Technologies (ET) Program
HEES will collaborate statewide with emerging technologies initiatives and
incorporate other measures into the customer energy report, as warranted, to
support the Strategic Plan.

ii. Codes & Standards program

Continuous improvements and enhancements will be coordinated statewide to
ensure the HEES Program maintains consistency with updates to codes and
standards. Additionally, whenever analysis of HEES-related data suggests an area
that may be of interest to codes and standards, the program will proactively
provide appropriate direction.

iii. WE&T efforts

As mentioned, for IOUs offering in-home surveys, the HEES In-home survey
team will be comprised of a contracted (and in some cases utility staff) workforce
who will be trained in areas of energy conservation and technologies toward an
increased knowledge based of demand-side management and energy efficiency.
A comprehensive training curriculum will be implemented to formalize the
knowledge base of the survey workforce. This strategy falls in line with a goal of
the WE&T Strategic Plan intended to ensure that minority, low-income and
disadvantaged individuals fully participate in training and education programs at
all levels of demand-side management and energy efficiency.
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iv. Program-specific marketing and outreach efforts

In addition to the statewide marketing efforts outlined above in Section 6.a.iv, the
program may be utilized as an outreach mechanism in conjunction with CBOs,
faith-based organization, local community events, fairs, etc.

v. Non-energy activities of program

The HEES program is a successful effort to reach consumers through self, and in
some cases direct, contact in ways that consumers prefer. The HEES Program
will outreach to customers in multiple languages and through different delivery
channels, to perform a variety of energy surveys. The delivery outreach and
marketing efforts may include: direct mail, e-mail, online banner ads, and news
media. Utilities will improve HEES prominence through creative initiates such
as: analyzing websites to insure high visibility of HEES; utilizing telephone
representatives to explain and suggest HEES to callers; describing HEES in
conservation literature; promoting HEES in conjunction with community outreach
efforts, and so on.

vi. Non-10U programs

The program will promote non-utility programs (e.g. financing options, tax
credits, and recycling) to further encourage customers to adopt energy efficiency
measures.

vii. CEC work on PIER
HEES will work with the statewide Emerging Technology Program, CEC and
PIER to take advantage of all new emerging technologies activities. The
information may be shared in the customer energy report.

viii. CEC work on C&S
HEES will work with the statewide codes and standards to take advantage of all
new emerging technologies activities. The information may be shared in the
customer energy report.

ix. Non-utility market initiatives
HEES will coordinate with DOE’s ENERGY STAR® to provide customers with
information on energy efficient lighting, appliances, and equipment.

c) Best Practices
While all California utilities have offered residential energy survey programs for
some years, 2006-2008 was the first time surveys were offered statewide as a
coordinated program with the same kinds of survey services everywhere. In
addition, there was an initial emphasis on hard-to-reach customers which will be
continue throughout the 2009-2011 program cycle by targeting and outreaching to
in-language communities. Statewide best practices are outlined below:

Southern California Edison 2009 — 2011 Energy Efficiency Plans
34 March 2009



Residential: Home Enerqy Efficiency Survey Program

o HEES Report and Customer Usage History: Because the HEES Report
includes comprehensive usage and billing information, the HEES Program
will continue to promote the survey program as a way to educate customers on
their potential energy savings opportunities;

e Ethnic communications: The program will continue to be offered to customers
in several languages based upon IOU demographics to minimize the
opportunities lost due to language barriers; and

e Targeted marketing: On a statewide level, the HEES program will continue to
focus HEES marketing campaigns toward residential and multifamily
households with higher usage. As mentioned, the program may also be
utilized as an outreach mechanism in conjunction with CBOs, faith-based
organization, local community events, green initiatives, etc. This approach
reduces overall marketing costs by maximizing the response rates generated
from marketing efforts.

d) Innovation

Improvements will be made to the customized HEES Report recommendations and
will include demographic data (income, household size, education, etc). This will
enhance the reports, ensure consistency, and reflect EE strategic planning. Further,
HEES will improve the customer experience by incorporating practical and credible
information and relevant recommendations validated by Energy Engineering sources,
such as providing the percentage of consumption reduction realized by implementing
recommendations, providing a Carbon Foot Print Calculator, or providing similarly
pertinent information.

SCE

e The SCE HEES program will integrate the On-Line aspects of the program with
the upcoming On-line Buyers’ Guide Program. As overall concepts are
developed, integration specifics will be determined as to ensure seamless
integration to the customer.

SCE/SCG

e The HEES program will integrate the On-Line HEES with "My Account" on-line
customers to streamline the customer experience, making it more efficient and
convenient;

e The HEES Program will initiate new enhancements to the program for 2009-2011
to provide a quarterly follow up report to enable participants to understand how
their energy use varies throughout the year and how their household compares
with similar households, in multiple languages. This multi-language approach
will enhance the program’s ability to reach California’s culturally diverse
consumers and provide on-going efficiency recommendations based on a whole-
house system approach; and

e Software updates will take into account updates to climate zones, weather regions,
demographics, and improved household comparison analysis. This information
will also allow for the integration of gas- and water-related measures and
information. Updates to all energy savings assumptions will be reviewed and
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adjusted to reflect changes in usage patterns and energy savings values. Values
used will be validated by the DEER Database, SCE Work Papers, or SCE’s
Engineering and Design Resources Team.

SDG&E

e The SDG&E HEES program will partner with K-12 stakeholders to ensure that
energy education is provided from kindergarten through high school;

e SDG&E will integrate the On-Line HEES with customer historic data to
streamline the customer experience, making it more efficient and convenient; and

e SDG&E will manage all collateral and related outreach through the Residential
Customer Education Information Program.

PG&E

e PG&E’s Universal Energy Audit Tool (currently in development) will centralize
both residential and non-residential energy survey recommendations and
calculations and customer survey information in a central database. This will
provide uniformity of information and presentation, allow integration of energy
conservation, energy efficiency, DR and SG, establishment of benchmarks, and
use models, and improve data management and reporting; and

e PG&E’s on-site Home Energy Efficiency Survey will incorporate a logic protocol
that will assist the utility representative in determining whether the customer is a
viable candidate for a technical performance analysis. Program design,
implementation details and component elements of the logic protocol to be
developed.

e) Integrated/coordinated Demand Side Management

The analysis portions of the residential audit programs will be expanded to include
demand response and distributed generation. This would be accomplished by adding
on to the current audit formats. Current audits gather the information needed to
calculate energy and demand savings and provide recommendations of the cost-
effectiveness of installing energy efficiency measures. Simplified algorithms will be
designed to gather the necessary information to perform similar analyses for demand
response and distributed generation applications. Customers will be provided
immediate recommendations on the cost-effectiveness of demand response and
distributed generation applications for their residence. Customers will also receive
applications for these programs, when appropriate. Residential tracking systems will
be modified to record and track the additional data. Reports will be developed and
forwarded demand response and distributed generation programs for additional action
as needed.

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.
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f) Integration Across Resource Types (energy, water, air quality, etc)
The HEES Program will continue to pursue alliances with local municipalities and
water agencies, as feasible.

g) Pilots

Statewide Pilot — Low Income Energy Efficiency (LIEE) Initiative: Statewide, the
HEES Program will begin to encourage eligible customers to participate in the LIEE
programs and other programs that will help them lower their energy consumption.

SCE/SCG/SDG&E Pilot - Multi-Family Program: SCE, SCG, and SDG&E intend to
offer the HEES Program to the multi-family sector as a pilot program in 2009-2011.
This will involve combined common-area and individual renter-occupied unit
surveys. The resulting report for the tenant will focus closely and specifically on
lifestyle modifications and other tenant issues, including gathering information on
tenant-controlled systems and appliances, such as HVAC units, dishwashers,
refrigerators, etc. This information will then be exported for analysis with the
information gathered in the common area survey and included with the results of the
subsequent owner report.

SCE/SCQG Pilot: SCE and SCG will provide a quarterly, post-survey feedback
mechanism (opt-in) for customers. The pilot initiative will provide customers with a
comprehensive energy usage report and will contain historical usage data to reinforce
positive trends towards sustainable energy conservation. The mechanism should also
increase customer actions in response to the survey, so that HEES continues to
monitor its effectiveness in creating energy savings by behavioral change, as well as
rebate program participation.

h) EM&V

The program is meant to encourage action - to inform participants of opportunities to
save money and provide resources to execute the recommendations. It will be
important to know if the design of the HEES report is successfully imparting useful
knowledge, referring participants to helpful resources, and if this coordinated effort is
motivating participants to adopt more energy- and water-efficient behaviors.

The utilities plan to work together and with the Energy Division to develop a
complete plan for 2009 - 2011 studies and budgets after the program plans are
finalized and filed. This plan will be submitted to the CPUC in time for approval,
together with the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this
program will be developed after the final program design is approved by the CPUC
and program implementation has begun, since final plans will be based on identified
program design and implementation issues and questions. However, a brief
description of the current, preliminary plans is provided here.
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The Statewide HEES program has been continued from past program cycles but has a

few new program elements. The HEES program has planned a preliminary process

evaluation near the end of the first program year to address specifically how well the

new program elements are operating, and to obtain recommendations on how to

improve program operations. After the beginning of the last program year, a full

process evaluation will address researchable issues based on the program theory and

logic model. These issues will include the following as appropriate:

e How well HEES participants learned about advancing whole-house energy
solutions;

o How well HEES participants learned behavioral solutions to plug-load energy
consumption;

e How effective was the multi-language outreach;

e Whether incentive levels are appropriate to spur actions toward participation;

e Whether integration of water-related measures and information was useful to the
customer;

e Whether the pilot programs with the LIEE program were effective; and

e  Whether the individual IOU pilot programs were successful.

To address these issues, the following major evaluation tasks will be completed:

e Logic model and program theory. The logic model and program theory will
establish a starting point for all evaluation activities. The structure of the logic
model, which links program activities and expected outcomes, will be a useful
instrument for identifying specific program assumptions that can be tested using a
survey or other primary data collection activities;

e In-depth interviews. In-depth interviews will be conducted with program
managers and other key staff members. Program staff members will clarify
program goals and gauge program progress, provide valuable insight into daily
operations, and propose research topics to be addressed during the evaluation;

e Participant survey. The primary data collection instrument will be a customer
post-participation survey, fielded over the phone and via mail. The survey will
explore the participant's experience with the program's services and address the
research issues identified by the logic model. When appropriate, results will be
examined by survey mode (Mail-In, On-Line, In-Home, and Telephone) to
investigate how the various modes compare with regard to the most effective
marketing strategies, recommendation implementation rates, and measures of
satisfaction; and

e Program-specific data collection and review. Another key evaluation activity will
involve a comprehensive review of all program documents. In particular, this
evaluation will assess the effectiveness of the program’s marketing materials and
will identify which specific recommendations have been implemented.
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Residential Lighting Incentive Program for Basic CFLs
Program Type: Core

2. Projected Program Budget Table
Table 1 - reference the REEP for budget details
3. Projected Program Gross Impacts Table
Table 2 - reference the REEP for projected gross impact details

4. Program Description
a) Describe Program
The IOUs’ residential upstream lighting incentive programs represent a continuance
of the existing residential lighting incentive programs within the IOUs’ residential
energy efficiency portfolios. For 2009-2011, the programs have been split into
separate programs: the Residential Lighting Incentive Program for Basic CFLs and
the Advanced Consumer Lighting Program. The lighting incentive programs have
been an important part of utility EE portfolios for many years and have been
successful in making inroads toward the market development of efficient lighting
products within California’s homes and businesses. Lighting remains a significant
opportunity in terms of economic potential for California’s electricity consumers*. A
strategic aspect to IOU lighting programs that is new for the 2009-2011 program
cycle is the Lighting Market Transformation strategy. The residential upstream
lighting incentive programs will be implemented in coordination with the Lighting
Market Transformation strategy.

Much of the participant activity of this program is a result of targeting low income
households through demographic-based allocations to stores in disadvantaged
communities. This has an integrating effect when these households are given CFLs
through low-income programs, which generate customer acceptance and additional
sales.

Within California’s energy efficiency policy, and outlined in the Strategic Plan, the
energy intensity within residences will be addressed. Any activity to do so must
include the adoption of efficient lighting technologies, and the IOUs’ residential
lighting incentive programs are positioned to deliver sustainable energy efficiency
benefits for many years to come.

This program, the Residential Lighting Incentive Program for Basic CFLs, provides
customers with incentives in the form of discounts that greatly reduce the cost of
energy-efficient lighting products to customers. It introduces energy efficient lighting
products to the market and strives to influence future purchasing behaviors of

# CPUC/Itron Potential Study from September 2008.
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customers. More than 370 retailers at over 2,700 store locations are expected to
participate. No sub-programs within this program will be implemented, whereas the
Advanced Consumer Lighting program will house new sub-programs and those
repeated from previous years.

The program will integrate into its promotional materials messaging to promote other
energy efficiency and low-income programs, including numerous pathways to a
variety of energy-efficient solutions.

Although this program is designated as residential, it does have characteristics that
result in nonresidential installations. By virtue of the fact that retail outlets cannot
control whether products are purchased for residential or nonresidential, some
installations will inevitably take place in business environments. This is beneficial
for the program because of the greater energy savings and demand reduction in those
environments. Where possible, the program attempts to drive increased penetration
into nonresidential sectors by partnering with retailers that cater to businesses, such as
large office supply stores, and club stores with business member discounts.

b) List of Measures

This program will offer ENERGY STAR®-labeled screw-in compact fluorescent bare
spiral lamps of up to and including 30 watts. Lamps must be single brightness. They
must not be dimmable or 3-way products because those products will be part of the
Advanced Consumer Lighting Program. The most common wattage and lumen levels
are: 13 to 15 Watt at 800 to 900 lumens, 18 to 20 Watt at 1,100 to 1,200 lumens, and
23 to 26 Watt at 1,600 to 1,800 lumens. All other combinations up to 30 Watts will
be acceptable if they are ENERGY STAR®-listed. Although we use the term “bare
spiral”, if bare tube CFLs of other shapes are introduced, they will fall into the
category of this program.

This program will run concurrently with the Advanced Consumer Lighting program,
which will include all dimmable, three way, specialty bulbs, “super” CFLs,
fluorescent fixtures, and non-fluorescent products. All upstream measures from the
two programs will be combined into one unified program offering to participants.
This does not reduce the comprehensiveness of either the lighting portfolio or the
bare spiral CFL measures. Reporting for the two programs will be separate.

Basic CFL Lumens Incentive
0 to 799 $1

800 to 1,099 $1.25
1,100 to 1,599 $1.75
1,600 or greater $2

c) Non-incentive customer services

These services include advertising and promotion, as well as activities that leverage
other parts of the organization, such as energy efficiency customer phone line access,
web access to lighting pages, access to web contact page to send messages to the
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program staff, education, information, and training. The program will also leverage
other energy efficiency programs by mentioning them in its outreach materials,
including links to energy survey pages and other pathways to efficiency. The IOUs
have no plans to distribute free basic CFLs under this resource program.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

Despite the huge market potential for non-dimmable bare spiral up to 30 Watts, steep
barriers to tapping that potential appear to exist, indicated by the fact that according
to the most recent saturation studies 80% of lamps sold in California are still non-

CFL (incandescent, halogen and special)*. Based on the most recent California
Lighting and Appliances Saturation Study data, by RLW, in 2005, only 11.4% of
SCE household sockets are occupied by CFLs (11.7% for PG&E and 7.6% for
SDG&E). This data suggests that we still have a way to go to meet the proposed 60%
market share or saturation goal. Although the Advanced Consumer Lighting Program
features a wider variety of solutions to these barriers, this program is designed to
continue aggressively in overcoming the most important barriers to non-dimmable,
bare spiral purchases and installations. The basic bare spiral will likely always be the
least costly, high quality choice of CFLs for consumers. Therefore, it has more
growth potential to fill sockets currently containing incandescent lights than any other
type of CFL.

The initial price market barrier still exists for these CFLs. This program is designed
to mitigate high initial cost with its upstream incentive structure, which is synergistic
because it results in price reductions in excess of the incentives. The program

25 California Residential Efficiency Market Share Tracking: Lamps 2007 (draft report), prepared by Itron, Inc., April
2007.
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encourages low retail pricing and educates retailers that high volume sales at low
prices generally produce their greatest profitability overall.

CFLs are not adaptable to all sockets due to issues like size and taper constraints.
This creates a barrier. The program influences manufacturers to offer products using
a T2 or smaller size, with a smaller, more tapered base to fit into more sockets.

A large knowledge gap still exists among many customers who have never used
CFLs. The program uses bill inserts, special events, and promotional materials to
expose more people to the benefits of CFLs.

d) Quantitative Program Targets

The proposed targets may be modified due to funding restrictions, especially for the

2009 bridge funding year.
Table 5
Lighting Program for | Program Target by Program Target by Program Target by
Basic CFLs 2009 2010 2011
Increase Participating
Retail Locations 10% over 2008 10% over 2009 10% over 2010
Increase Retailers
Visited and Trained 10% over 2008 10% over 2009 10% over 2010
Increase Retailer
Mailings Featuring
Program Requirements
and Selling Tips 20% over 2008 20% over 2009 20% over 2010
Increase products over
26 Watts 10% over 2008 10% over 2009 10% over 2010

e) Advancing Strategic Plan Goals and Objectives

This program aggressively advances the goals, strategies and objectives of the
Strategic Plan by encouraging the development of more energy-efficient lighting.
This is accomplished by tapping the economic potential of available lighting
technologies. The program does so by encouraging the manufacture of and

motivating the adoption of high efficiency solutions. The IOUs’ residential lighting
incentive programs were designed to be compliant with the Huffman Bill*®, and this
program will be coordinated with the Codes & Standards program to ensure that the
impacts of any code changes are incorporated into program design and
implementation. This program will support educational efforts to enhance the

26 The Huffman Bill (AB 1109) directs the California Energy Commission (CEC) to develop and implement a strategy
for reducing California’s energy consumption for general purpose indoor lighting by 50 percent by the year 2018.
California Assembly Bill 1109 (the Huffman Bill) (August 31, 2007). [http://info.sen.ca.gov/pub/07-
08/bill/asm/ab_1101-1150/ab_1109_bill 20070717 _amended_sen v94.pdf]
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public’s understanding of AB32%’ by relating carbon reduction effects of participation
in energy efficiency programs to program participants. Efforts to educate the public
on the contributions of energy efficiency in reducing green house gases take place via
brochures, direct mailings, direct marketing campaigns and/or other appropriate
means.

The prominent economic opportunity for residential energy efficiency is available in
lighting. More potential for energy savings exists with energy efficient lighting than
with any other technology at present. Much of that potential can be fulfilled through
the market for bare spiral CFLs up to 30 Watts.

Energy efficiency is the least cost, most reliable, and most environmentally sensitive
resource, and minimizes our contribution to climate change. Bare spiral CFLs are
among the least costly, most reliable, and most environmentally-sensitive energy
efficiency measures with the largest technical market potential.

In recognition of the great economic potential remaining for lighting in California’s
homes, and in alignment with the PUC’s BBEES and long-term Strategic Plan, this
program continues to drive the transformation of the lighting market in Southern
California. The path towards zero-net energy homes requires a broad and
comprehensive approach on many fronts including technology, training, codes and
standards and innovative practices, plus the continual promotion of more efficient
products in the marketplace. This program continues many years of successful
activities to advance the market transformation of lighting in California by providing
cost-competitive lighting choices to consumers via discounted CFLs to retailers.

In accordance with the Strategic Plan, the Residential Lighting Incentive Program for
Basic CFLs contributes to the expanded penetration of more efficient products by
supporting state and federal legislation that requires a transition from general service
incandescent lighting to more efficient solutions. A new generation of incandescent
lamps will take their place. The IOUs’ lighting programs will be essential in
transitioning the public to this new paradigm, thereby greatly mitigating the inherent
difficulties of supporting the legislation at the point of public behavior.

This program can greatly contribute to the aggressive scale-up of the enabling policy
framework supporting energy efficiency investment that is central to the Strategic
Plan. Key components are adequate financial incentives and funding with robust
administration. When applied to this program, the IOUs can actualize the vision of
the framework.

According to recent findings, CFL market penetration in California appears to have
grown nearly 100% (from roughly 10% to slightly over 20%) in 2007 compared to

%7 California Assembly Bill 32 (California Global Warming Solutions Act of 2006) (August 31, 2006).
[http://www.arb.ca.gov/cc/factsheets/ab32factsheet.pdf
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previous years. This is due primarily to the commensurate expansion of funding for
bare spiral CFL incentives in that year. The correlation between increased funding
and market penetration is borne out year after year. In 2009 — 2011, market
penetration will be increased or reduced on the basis of that criterion. Current funding
parameters necessitate a reduction in market penetration for 2009 - 2011 compared to
previous years because IOUs are decreasing the total ratio of basic CFLs to overall
lighting products in the portfolio. For that reason, increased market penetration
milestones are not specifically applicable to this program. Increased market
penetration milestones are applicable to the Advanced Consumer Lighting program in
light of its relationship to this program. The value of the program to support State
efforts, like AB1109, is equally correlative to funding parameters. Primarily, the
more CFLs incentivized, the more the program will bolster the effects of new
equipment codes. Secondarily, promotion to support the regulation includes customer
education and awareness about future standards. This can be administered through the
promotional activities of the program. The effect of these efforts on a successful
transition to future code acceptance can be quantified only after applicable EM&V
protocols are established. This would include the selection of milestone metrics.

The program will help to achieve the following near-term strategic goals identified in
Section 2 of the Strategic Plan:

4-1: Drive continual advances in lighting technology through research programs and
competitions - The Lighting Programs contribute to the expanded penetration of more
efficient products by supporting state and federal legislation that require a transition
from general service incandescent lighting to more efficient solutions. A new
generation of incandescent lamps will take their place. The IOUs’ lighting programs
will be essential in transitioning the public to this new paradigm, thereby greatly
mitigating the inherent difficulties of supporting the legislation at the point of public
behavior.

4-2: Create demand for improved lighting products through demonstration projects,
marketing efforts, and utility programs - The Residential Lighting programs will
support educational efforts to enhance the public’s understanding of AB32 by relating
carbon reduction effects of energy efficiency programs to program participants.

4-3: Continuously strengthen standards - The IOUs’ residential lighting incentive
programs were designed to be compliant with the Huffman Bill, and this program will
be coordinated with the Codes & Standards program to ensure that the impacts of any
code changes are incorporated into program design and implementation.

4-4: Coordinated phase out of Utility promotions for purchase of CFLs - The
Residential Lighting Incentive Program for Basic CFLs contributes to the expanded
penetration of more efficient products by supporting state and federal legislation that
requires a transition from general service incandescent lighting to more efficient
solutions. A new generation of incandescent lamps will take their place. The IOUs’
lighting programs will be essential in transitioning the public to this new paradigm,
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thereby greatly mitigating the inherent difficulties of supporting the legislation at the
point of public behavior. The Strategic Plan describes goal results as the state of
beginning a phase-out of traditional mass market CFL bulb promotions and
giveaways. Since the goals are met by beginning, not ending the phase-out of
promotional activities for basic CFLs, then it cannot be interpreted that full phase-out,
especially of incentives, is suggested during this period. Transition to the
environment envisioned by the Huffman Bill, will require that incentives and support
for basic CFLs not be phased out between 2009-2011. However, the IOUs will
transition from traditional mass market CFL bulb promotions and giveaways to
untraditional activities by a shift of focus that aggressively features in promotional
outreaches, advanced consumer lighting rather than basic CFLs.

4-5: Ensure environmental safety of CFLs and other emerging lighting solutions -In
alignment with AB 1109, the program will support a statewide approach for
continued customer education and public awareness for proper CFL disposal.

6. Program Implementation
a) Statewide 10U coordination
I. Program name: Residential Lighting Incentive Program for Basic CFLs

ii. Program delivery mechanisms
The program primarily uses a manufacturer wholesale buy-down mechanism, but
retains flexibility for retailer-direct midstream incentives, where beneficial.

iii. Incentive levels

Published incentive levels will remain the same as in the 2006-2008 program as
illustrated below. Incentive levels will also continue to be downward negotiable
by manufacturer and retailer.

Basic CFL Lumens Incentive
0 to 799 $1

800 to 1,099 $1.25
1,100 to 1,599 $1.75
1,600 or greater $2

iv. Marketing and outreach plans

The most successful marketing involves in-store signage and displays. Such
outreaches will see quality upgrades and signage will be graphically consistent
among utilities. One or two bill inserts promoting and educating customers on
high efficiency residential lighting will be sent per year. Multi-program
brochures, web pages, and retailer outreach will also be used. The most effective
form of advertising is through in-store displays. Manufacturers are responsible to
erect eye-catching displays that include multiple forms of signage with stickers on
individual products explaining that the discount is made possible by the utility.
Such advertising demonstrates its effectiveness year after year through expansive
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sales. Many manufacturers work with retailers to coordinate additional outreach
such as circulars, newspaper advertisements, and occasionally radio spots.

The I0Us issue bill inserts to provide mass exposure to the program, host
promotional web pages (e.g. www.sce.com), and have conducted outreach efforts
that use various media to solicit consumers to take the ENERGY STAR® pledge,
committing to replace standard lighting with energy efficient products. Public
awareness of the program will be enhanced through activities including referrals
from the ‘On-line Buyer’s Guide, the statewide IOU marketing campaign,
income-qualified programs, and other DSM activities.

v. 10U program interactions with government agencies and programs

The IOUs use the CEC as a resource for complementary programs and data, feeds
into CEC initiatives through input such as the AB1109 scoping activities, and sits
on joint committees with CEC personnel. The Torchiere and Plug-in Lamp
Exchange program element is designed for use primarily among local government
partnerships.

Indirectly the program is involved with ARB on occasion, through corporate
initiatives based on environmental requirements such as in AB32. According to
our calculations, in the last few years, the Residential Lighting Incentive Program
has contributed more toward carbon reduction than any other energy efficiency
program in our portfolio. Using the CEC’s 2008 update of 6.9 Ibs per kWh in
California, the 2006-2008 carbon saved by SCE’s program calculates to more
than 4.4 million lifecycle tons of carbon reduction. Due to the language of AB
32, this helps fulfill air quality mandates and objectives. The IOUs have
integrated CFLs with water and gas, through energy efficiency kits that promote
conservation of water, gas, and electricity, but not in this program. The
Livingwise and Lightwise programs are historical examples.

vi. Similar IOU and POU programs

Programs like this are in place within many utilities and energy efficiency
program suppliers nationwide. We interact with their program managers during
ENERGY STAR® Conferences, CEE meetings, steering committees, the PEARL
board, and team workshops.

b) Program delivery and coordination
i. Emerging Technologies program
Each utility lighting program has meetings with its emerging technology program
group and considers new technologies presented by them. Program managers
contribute jointly with emerging technology engineers on steering committees,
boards, and workshops. Emerging technology program data is considered in
program planning. Program managers feed into selection of emerging
technologies to review.
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ii. Codes and Standards program

The program staff works with Codes and Standards engineers to monitor codes
and standards being designed and adopted. Where the opportunity exists,
Program Managers express preferences and input to Codes and Standards
Engineers who are contributors to steering committees and workshops.

iii. WE&T efforts

Due to the characteristics of this program as upstream and staff driven, there is no
provision for WE&T. However, the technologies of energy-efficient lighting
have great potential for inclusion in other WE&T programs. They are particularly
suited for those aimed at energy education. The program staff will support such
efforts with information about the technologies and products.

iv. Program-specific marketing and outreach efforts

The most effective marketing and outreach entails in-store displays, signage, and
stickers. Other effective mechanisms are bill inserts, fact sheets, web site, multi-
program brochures, retailer letters, manufacturer announcement emails, and
promotional events such as the “Change-A-Light” campaign.

v. Non-energy activities of program

Activities that do not contribute directly to energy impacts include marketing,
outreach, education, industry involvement, and involvement in non-IOU
programs.

In alignment with AB 1109, the program will support a statewide approach for
continued customer education and public awareness for proper CFL disposal. The
IOUs and several other utilities across the state are working with the California
Environmental Protection Agency’s Department of Toxic Substances Control to
develop synergies that leverage this program’s activities in order to expand the
CFL disposal infrastructure in California and educate consumers about
responsible CFL disposal. The desired team objective will be the placement and
maintenance of disposal services, involving collection bins, promotional signs,
and literature racks in nearly all retail outlets participating in this program. It will
involve forming teams with retailers, manufacturers, disposal services, local
government partnerships, sanitation districts, third party implementers, and
recyclers.

vi. Non-10U programs

The I0Us work with ENERGY STAR®, the Consortium for Energy Efficiency,
the Program for Evaluation and Analysis of Residential Lighting (PEARL), the
California Lighting Technology Center (CLTC), and the CEC to further their
visions, goals, and priorities in the application of energy efficient lighting. The
IOUs serve on the steering committees, review panels, and working groups of
such organizations. The IOUs are on the PEARL board. PEARL nominates
products for off-the-shelf testing, purchases products for that purpose, and send
them in for testing. SCE serves on the DOE’s CALIPER Committee for quality
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standards and testing of solid state lighting. The IOUs also serve on the DOE
Solid State Lighting L-Prize committee. SCE has formed a cooperative branch of
the CLTC called the Southern California Lighting Technology Center (SCLTC) in
SCE’s Lighting Lab facility. Program staff is involved with activities of this
organization by providing sample products, attending meetings, using its
expertise, and working as a team in industry relations.

vii. CEC work on PIER
Although the IOUs have a strong association with PIER through their Design &
Engineering Services Organizations, the residential lighting programs historically
have not maintained direct involvement. Efforts will be made to find practical
avenues for such involvement in a way that conforms to the program parameters.

viii. CEC work on C&S
The program staff will continue to attend CEC workshops pertaining to
equipment and building codes related to residential lighting. The IOUs’ Codes
and Standards organization will continue to sustain primary involvement in these
activities. The Upstream Lighting Programs will increase knowledge sharing and
market insight with this group.

iX. Non-utility market initiatives

The program takes part in retailer-originated market initiatives, such as Earth Day
and Fall Lighting Season campaigns, parking lot sales, and ENERGY STAR®
“Take The Energy Pledge” drives. The program will pursue expansion
opportunities as they arise.

c) Best Practices

The program approach constitutes “best practice” as evidenced by its national
leadership in forward thinking, new approaches, and cost-effectiveness. It avoids
lost opportunities by leveraging mechanisms like encouraging both manufacturers
and retailers to include additional discounts of their own while allowing
manufacturers to compete based on per-unit utility incentive amounts. It sets
incentive levels so the wholesale price can be reduced to zero or near-zero levels. It
employs extensive controls to avoid program abuse, overstocking, leakage, and
slippage. The payment of the incentive to the manufacturer at the highest point
upstream in the distribution channel creates a synergistic reduction when retailers
retain the same mark-up percentages as usual.

d) Innovation

The program manages market penetration and transformation from within by shifting
allocations away from recently penetrated sectors and locales, and into the areas of
lowest penetration and saturation. The program is innovative in its use of
independent retailers, deep discount stores, and small chains. These stores are where
the highest combined product volume is found and they have the lowest historical
rates of free-ridership. They often coincide with low income areas where the people
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need the economic benefits of energy efficiency the most. We cultivate their
participation by encouraging manufacturers to approach more of them.

e) Integrated/coordinated Demand Side Management

Of the demand side management emphases: peak shaving, load shifting, valley
filling, and load curtailment, the program contributes to three of them. Due to its high
volume, the program substantially reduces peak demand in amounts exceeding many
air conditioning programs, and thereby, significantly contributes to system peak
shaving. The program contributes on a lesser scale to energy-efficient valley filling
where new lighting load is added through exterior lighting and night lights. We look
forward to technological advancements that might someday allow the program to
contribute toward demand response through remote dimming, possibly leveraging
advanced metering initiatives among the IOUs.

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

f) Integration Across Resource Types

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

g) Pilots

No pilot programs are planned to fall within the Residential Lighting Incentive
Program for Basic CFLs. All planned pilots will be part of the Advanced Consumer
Lighting plan.

h) EM&V

The utilities plan to work together and with the Energy Division to develop a
complete plan for 2009 - 2011 studies and budgets after the program plans are
finalized and filed. This plan will be submitted to the CPUC in time for approval,
along with the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this
program will be developed after the final program design is approved by the CPUC
and program implementation has begun, since final plans will be based on identified
program design and implementation issues and questions. However, a brief
description of the current, preliminary plans is provided below:

e The utilities will continue to conduct the Residential Market Tracking Study to
monitor product saturation. Further refinement of this report may be required to
better track the lighting metrics proposed by the 2009-2011 program.

e The utility will continue to conduct process evaluation to monitor CFL awareness,
purchase and disposal behavior, program participant demographics and key
characteristics between program participants and non-participants.
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e As part of the WET&S program process evaluation, the utility will continue to
monitor new curriculum design to meet the needs of the future California
workforce.

This program is an important element to fulfill the CPUC’s long-term EE strategy
plan. As we know, one of the first steps to adopting EE measures is to have
awareness. With consistent implementation, the CFL lighting program has achieved
95% awareness in 2008, up from 68% from 2001. Likewise, the CFL purchase rate in
California has steadily increased since 2001. As indicated in our interim process
evaluation study results?®, in 2008, 70% of consumers have purchased at least one
CFL as compared to 35% in 2001. As reported by the draft “California Residential
Efficiency Market Share Tracking: Lamps 2007 report, by Itron, the annual (non-
California) US lamp sales consisted of nearly 10% CFLs. In contrast, the annual
California lamp sales consisted of nearly 20% CFLs. All these studies confirm the
steady progress the program is making toward meeting California long-term EE
strategy plan and bold vision. Due to concerns for free-ridership, the Basic Lighting
program has taken action to set 2009-2011 program goals to reduce the amount of
rebate allocations to big box retailers. This action is consistent with the evaluation
findings from the 2004-2005 study.

This program has an indirect link to the WE&T needs. Although this program
primarily targets CFL manufacturers, retailers and end-users, topics such as lighting
design for buildings, lighting standards or efficiency LED lighting are important
topics for the workforce of the future. As part of the WE&T Synergy Program
(WET&S) effort, sub-programs such as Energy Centers (CTAC/AGTAC) and
Building Operator Certification programs currently offer these classes and are
committed to design new classes to fill gaps.

B KEMA, 12/2000
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Advanced Consumer Lighting Program
Program Type: Core

2. Projected Program Budget Table
Table 1 - reference the REEP for budget details
3. Projected Program Gross Impacts Table
Table 2 - reference the REEP for projected gross impact details

4. Program Description
a) Describe Program
SCE’s Residential Upstream Lighting Incentive Programs represent a continuance of
the existing Residential Lighting Incentive Programs within SCE’s residential energy
efficiency portfolio. For 2009-2011, the programs have been split into two separate
programs; the Residential Lighting Incentive Program for Basic CFLs and the
Advanced Consumer Lighting program. Lighting incentive programs have been an
important part of utility EE portfolios for many years and have been successful in
making inroads toward the market development of efficient lighting products within
California’s homes and businesses. Lighting remains a significant opportunity in
terms of economic potential for California’s electricity consumers®’. To develop
strategies to continue to tap economic potential, the Advanced Consumer Lighting
program will be implemented in close alignment with the new Lighting Market
Transformation strategic lighting initiative offered for the 2009-2011 program cycle.

Within California’s energy efficiency policy, and outlined in the Strategic Plan, the
energy intensity within residences will be addressed. Any activity to achieve this
must include the adoption of efficient lighting technologies, and SCE’s residential
lighting incentive programs are positioned to deliver sustainable EE benefits for many
years to come.

This program, the Advanced Consumer Lighting program provides customers with
incentives in the form of discounts that greatly reduce the cost of energy efficient
lighting products to customers. This program introduces energy efficient lighting
products to the market and strives to influence future purchasing behaviors of
customers. A broad array of product types, models, and technologies are available for
incentives in the program. Typical technologies include specialty CFLs, LEDs, cold
cathode, and high efficiency incandescent lighting.

Hundreds of retailers at over 5,600 store locations throughout the three IOU
territories are expected to participate.

2 CPUC/Itron Potential Study from September 2008.
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Other sub-programs are planned under the Advanced Consumer Lighting Program.
The Advanced LED Ambient Lighting sub-program will apply upstream incentives to
drive market emergence and sales of high power LED products. For any recessed can
fixtures or products requiring more than simple installation, the proposed end-use
delivery mechanism is lighting contractors, using midstream incentives to mark down
the prices. LED products that illuminate rooms and large residential areas will qualify
for the higher incentives.

Quality assurance of LED ambient lighting in this sub-program will follow the
guidance of the DOE and EPA, particularly the CALiPER testing program, and the
ENERGY STAR® Solid State Lighting specifications. Promotion of the program
will be unique in that a different set of manufacturers is targeted than the main
upstream programs. Materials will be customized to fit the LED market.

The I0Us were early proponents of solid state lighting, and have been actively
pursuing ways to promote their adoption in the market. The IOUs are very involved
in the development of LED products under the auspices of DOE and EPA programs,
and in conjunction with our Emerging Technologies Program. This sub-program will
provide an outlet to those efforts.

The “California Super CFL” program is aimed at mitigating longstanding market
barriers for CFLs among high and upper medium income customers. The IOUs will
offer higher incentives to manufacturers for bringing a new generation of dimmable
lighting into the program.

The I0Us will also offer lighting event strategies, which will include the Plug-in
Lamp Exchange Program (Exchange Program). For that program, SCE will conduct
local events at which customers may exchange their incandescent table, desk, and
floor lamps, including torchieres, for energy-efficient lamps. An Energy Expo theme
will be incorporated into the events to educate participating customers. This helps
leverage the program to educate and promote other energy efficiency and low income
programs. Seasonally, holiday light exchanges will also be included in which LED
light strings are offered. PG&E and SDG&E will offer events similar to the
Exchange Program.

Web, catalog, and phone sales activities are also being planned. These will allow
customers within the utility service territories to purchase advanced lighting products
online through qualifying web sites.

A lighting showroom store outreach sub-program will offer higher incentives for
high-end products.

A major thrust of the Advanced Consumer Lighting Program is to attempt an
aggressive campaign to shift the buying public’s behavior from purchasing
incandescent specialty products to high efficacy products of the same type. At the
same time it attempts to increase the ratio of specialty products to total lighting
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products. The marketing plans include bill inserts, in-store displays, promotional
events, and advertising.

Much of the participant activity of this program is a result of targeting low income
households through demographic-based allocations to stores in disadvantaged
communities. This has an integrating effect when these households are given CFLs
through low income programs, which generate customer acceptance and additional
sales.

This program covers all lighting products that are not non-dimmable bare tube CFLs
up to 30 Watts. One of the program’s objectives is to influence advancements in all
these lighting technologies, and particularly in the products that consumers can see
obvious areas of inferiority to incandescent lighting of the same style.

Although this program is designated as residential, it does have characteristics that
result in nonresidential installations. By virtue of the fact that retail outlets cannot
control whether products are purchased for residential or nonresidential, some
installations will inevitably take place in business environments. This is beneficial for
the program because of the greater energy savings and demand reduction in those
environments. Where possible, the program attempts to drive increased penetration
into nonresidential sectors by partnering with retailers that cater to businesses, such as
large office supply stores, and club stores with business member discounts.

b) List of Measures

All forms of ENERGY STAR® labeled screw-in compact fluorescent lamps will be
offered in the program with the exception of non-dimmable screw-in bare tube CFLs
< 30 Watts (Basic CFLs). Also offered are ENERGY STAR® labeled hardwired and
plug-in fixtures. All other energy efficient lighting products such as screw-in,
hardwired, or plug-in LED lamps and fixtures will be offered, contingent on SCE
approval based on quality, efficacy, suitability for mass retail sales and, when
applicable, ENERGY STAR® listing. Additionally, early production of general
illumination screw-in halogen lamps that meet the 2012 state and federal equipment
standards will be eligible for incentives. This program will run concurrently with the
Residential Lighting Incentive Program for Basic CFLs. All upstream measures will
be combined into one unified program offering to participants. Reporting for the two
programs will be separate.

The program offers incentives on the following measures:

e Bare Spiral CFLs > 30 Watts

Specialty and high performance CFLs

CFLs of advanced quality (Super CFLs)

Exterior and interior fluorescent fixtures

Fluorescent table lamps, desk lamps, floor lamps and torchieres
Night lights (including LED)

Interior screw-in LEDs for task, accent, and area lighting
Interior hardwired LED fixtures
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Exterior LEDs

LED holiday lights

Other variations of fluorescent lighting such as cold cathode and induction
Screw-in halogen lights (early compliance with codes for 2011 and beyond)

The Exchange component of the program will include the following products:
e Table lamps, desk lamps, floor lamps and torchieres

e LED night lights

e LED holiday lights

¢) Non-incentive Customer Services

These services include advertising and promotion, as well as activities that leverage
other parts of each IOU organization, such as energy efficiency customer phone line
access, web access to lighting pages, access to web contact page to send messages to
the program staff, education, information, and training. The program will also
leverage other energy efficiency programs by mentioning them in the IOU’s outreach
materials, including links to energy survey pages. Expanded advertising and
promotion for products such screw-in specialty CFLs and LED products will be
undertaken. This activity will also reference other pathways to efficiency. Any
distribution of advanced lighting products for free will be conducted selectively based
on high perceived strategic value to influence mass market adoption. Such costs will
be considered promotional expenses.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

More potential for energy savings exists with energy-efficient lighting than with any
other technology at present. Steep market barriers to tapping that potential exist,
indicated by the fact that, according to recent saturation studies, 80 percent of lamps
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sold in California are still non-CFL (incandescent, halogen and special)®. Based on
most recent California Lighting and Appliances Saturation Study data, by RLW, in
2005, only 11.4% of SCE household sockets are occupied by CFLs (11.7% for PG&E
and 7.6% for SDG&E). In light of these barriers, specialty screw-in compact
fluorescent lamps are the most natural solutions for sockets where bare spiral CFLs
are not preferred. Hardwired fluorescent fixtures also provide a very efficient way for
residential and small nonresidential customers to save significant amounts of energy.
Fluorescent portable lamps, and LED products have seen negligible penetration in the
market. The IOUs will be instrumental in the emergence of the “Super CFL”, a
newer technology of potentially great significance and applicability during the 2009 -
2011 program cycle.

The sectors where market barriers may be most common include high and upper
medium income households, which tend to coincide with ZIP codes of relatively low
saturation in previous years. The California Super CFL sub-program will target
these sectors using higher per-unit incentives for advanced CFLs meeting stringent
standards and specifications for dimmability, color, mercury content, dimensions,
longevity, efficacy, and an extremely low defect rate. Prior to this program, no
qualified CFLs of this advanced configuration existed in the market place. This sub-
program will start as a pilot marketing test to confirm the hypothesis that the
advanced CFL will overcome market barriers. Upon confirmation, it will be
expanded into a targeted campaign.

The initial price market barrier still exists for advanced consumer lighting such as
specialty bulbs, high-end fixtures, and LED area lighting. This program is designed
to mitigate high initial cost with its upstream incentive structure, which is synergistic
because it results in price reductions in excess of the incentives. The program
encourages low retail pricing and educates retailers that high volume sales at low
prices generally produce their greatest profitability, overall.

Specialty CFLs are not adaptable to all sockets due to issues like size and taper
constraints. This creates a barrier. The program influences manufacturers to offer
products of smaller size, with a smaller, more tapered base to fit into more sockets.

These challenges are compounded by the fact that most high-efficacy specialty
products do not perform as well as incandescent products of the same type, other than
in the areas of energy cost and long life. For example, fluorescent A-line lamps
(standard light bulb shaped) are not yet dimmable, they don’t have thin stems that can
fit into many sockets, and they are of relatively low light output. The program is
designed to produce profound effects in the areas of market penetration of specialty
product types, and in increasing the ratio of specialty products to total products.

3% California Residential Efficiency Market Share Tracking: Lamps 2007 (draft report), prepared by Itron, Inc., April
2007.
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A large knowledge gap still exists among many customers who have never used
CFLs. The program uses bill inserts, special events, and promotional materials to
expose more people to the benefits of CFLs. Special emphasis will be placed on
specialty CFLs, LED products, and fixtures.

d) Quantitative Program Targets
The proposed targets may be modified due to funding restrictions, especially for the

2009 bridge funding year.
Table 5
Advanced Consumer | Program Target by Program Target by Program Target by
Lighting Program 2009 2010 2011

Increase Participating
Retail Locations that
offer advanced lighting

products. 10% over 2008 10% over 2009 10% over 2010
Increase Retailers
Visited and Trained 10% over 2008 10% over 2009 10% over 2010

Increase Retailer
Mailings Featuring
Program Requirements
and Selling Tips 20% over 2008 20% over 2009 20% over 2010

e) Advancing Strategic Plan Goals and Objectives

This program aggressively advances the goals, strategies and objectives of the
Strategic Plan by encouraging the development of more energy-efficient lighting.
This is accomplished by tapping the economic potential of available lighting
technologies. The program does so by encouraging the production and adoption of
high efficiency solutions. SCE’s residential lighting incentive programs were
designed to be compliant with the Huffman Bill*!, and this program will be
coordinated with the Codes & Standards program to ensure that the impacts of any
code changes are incorporated into program design and implementation. This
program will support educational efforts to enhance the public’s understanding of
AB32°? by relating carbon reduction effects of energy efficiency programs to
program participants. Efforts to educate the public on the contributions of energy
efficiency in reducing green house gases take place via brochures, direct mailings,
direct marketing campaigns and/or other appropriate means.

3! The Huffman Bill (AB 1109) directs the California Energy Commission (CEC) to develop and implement a strategy
for reducing California’s energy consumption for general purpose indoor lighting by 50 percent by the year 2018.
California Assembly Bill 1109 (the Huffman Bill) (August 31, 2007). [http://info.sen.ca.gov/pub/07-
08/bill/asm/ab_1101-1150/ab_1109_bill 20070717 amended sen v94.pdf]

32 California Assembly Bill 32 (California Global Warming Solutions Act of 2006) (August 31, 2006).
[http://www.arb.ca.gov/cc/factsheets/ab32factsheet.pdf
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The following figures represent the accepted annual economic potential of residential
electricity consumption.

As evident in the California Energy Efficiency Potential Study, the greatest potential
for energy savings exists with energy-efficient lighting than with any other
technology at present.

Energy efficiency is the least cost, most reliable, and most environmentally sensitive
resource, and minimizes our contribution to climate change. Advanced consumer
lighting products are among the least cost, most reliable, and most environmentally
sensitive energy efficiency products with the largest technical market potential, as is
also true of basic CFLs.

In recognition of the great economic potential remaining for lighting in California’s
homes, and in alignment with the PUC’s BBEES and Strategic Plan, this program
continues to drive the transformation of the residential lighting market in California.
The path towards zero-net energy homes requires a broad and comprehensive
approach on many fronts including technology, training, codes and standards, and
innovative practices. Zero-net energy requires energy-efficient lighting as an
essential element of implementation.

This program continues many years of successful activities to advance and promote
the market transformation of lighting in California by providing cost-competitive
lighting choices to consumers via discounted CFLs to retailers. In accordance with
the Strategic Plan, the Advanced Consumer Lighting program expands the
penetration of more efficient products by supporting state and federal legislation that
requires a transition from general service incandescent lighting to more efficient
solutions. A new generation of lighting will take their place. SCE’s lighting
programs will be essential in transitioning the public to this new paradigm, thereby
enhancing the public’s adoption of energy-efficient light sources. SCE works with
ENERGY STAR®, the Consortium for Energy Efficiency, the Program for
Evaluation and Analysis of Residential Lighting (PEARL), the California Lighting
Technology Center, and the CEC to further their visions, goals, and priorities in the
application of energy efficient lighting.

In alignment with AB 1109, the program will support a statewide approach for
continued customer education and public awareness for proper CFL disposal. The
I0Us and several other utilities across the state are working with the California
Environmental Protection Agency’s Department of Toxic Substances Control to
develop synergies that leverage this program’s activities in order to expand the CFL
disposal infrastructure in California and educate consumers about responsible CFL
disposal. The desired team objective is the placement and maintenance of disposal
services, involving collection bins, promotional signs, and literature racks in nearly
all retail outlets participating in this program. It will involve forming teams with
retailers, manufacturers, disposal services, local government partnerships, sanitation
districts, third party implementers, and recyclers.
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This program can greatly contribute to the aggressive scale-up of the enabling policy
framework supporting energy efficiency investment that is central to the Strategic
Plan. Key components are adequate financial incentives and funding with robust
administration. When applied to this program, the IOUs can actualize the vision of
the framework.

According to recent findings, market penetration in California appears to have grown
approximately 100% (from roughly 10% to slightly over 20%) in 2007, compared to
previous years. This is due primarily to the commensurate expansion of funding for
bare spiral CFL incentives in that year. The correlation between increased funding
and market penetration is borne out year after year. In 2009 - 2011 market penetration
will be increased or reduced on the basis of a commensurate change in funding.

The value of the program to support State efforts, like AB1109, is equally correlative
to funding parameters. Primarily, the more CFLs incentivized, the more the program
will bolster the effects of new equipment codes. Secondarily, IOU promotion to
support the regulation includes customer education and awareness about future
standards. This can be administered through the promotional activities of the
program. The effect of these efforts on a successful transition to future code
acceptance can be quantified only after applicable EM&V protocols are established.
This would include the selection of milestone metrics.

The program will help to achieve the following near-term strategic goals identified in
Chapters 2 and 3 of the Strategic Plan:

4-1: Drive continual advances in lighting technology through research programs and
competitions. The Lighting Programs contributes to the expanded penetration of more
efficient products by supporting state and federal legislation that requires a transition
from general service incandescent lighting to more efficient solutions. A new
generation of incandescent lamps will take their place. The IOUs’ lighting programs
will be essential in transitioning the public to this new paradigm, thereby greatly
mitigating the inherent difficulties of supporting the legislation at the point of public
behavior.

4-2: Create demand for improved lighting products through demonstration projects,
marketing efforts, and utility programs. The ACL program has been designed with
Strategic Plan strategy 4-2 in mind, through inclusion of demonstration projects and
targeted marketing and outreach activities.

4-3: Continuously strengthen standards. The IOUs’ residential lighting incentive
programs were designed to be compliant with the Huffman Bill, and this program will
be coordinated with the Codes & Standards program to ensure that the impacts of any
code changes are incorporated into program design and implementation.
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4-4: Coordinated phase out of Utility promotions for purchase of CFLs. The
Residential Lighting Incentive Program for Basic CFLs contributes to the expanded
penetration of more efficient products by supporting state and federal legislation that
requires a transition from general service incandescent lighting to more efficient
solutions. A new generation of incandescent lamps will take their place. The IOUs’
lighting programs will be essential in transitioning the public to this new paradigm,
thereby greatly mitigating the inherent difficulties of supporting the legislation at the
point of public behavior. The Strategic Plan describes goal results as the state of
beginning a phase-out of traditional mass market CFL bulb promotions and
giveaways. Since the goals are met by beginning, not ending the phase-out of
promotional activities for basic CFLs, then it cannot be interpreted that full phase out,
especially of incentives, is suggested during this period. Transition to the
environment envisioned by the Huffman Bill, will require that incentives and support
for basic CFLs not be phased out between 2009-2011. However, the IOUs will
transition from traditional mass market CFL bulb promotions and giveaways to
untraditional activities by a shift of focus that aggressively features advanced
consumer lighting rather than basic CFL in promotional outreaches.

4-5: Ensure environmental safety of CFLs and other emerging lighting solutions. In
alignment with AB 1109, the program will support a statewide approach for
continued customer education and public awareness for proper CFL disposal.

6. Program Implementation
a) Statewide 10U coordination
I. Program name: Advanced Consumer Lighting

ii. Program delivery mechanisms
The program primarily uses a manufacturer wholesale buy-down mechanism, but
retains flexibility for retailer-direct midstream incentives, where beneficial.

iii. Incentive levels

Incentive levels will remain the same as in the 2006-2008 program for upstream
measures, except the incentive for decorative LED light strings will increase to 5
cents per LED and LED night lights incentives will be reduced to $0.50, and
Electroluminescent, Fluorescent, or Neon Night Lights to $0.30. Additionally,
incentive levels for screw-in LED products from 800 to 1,099 Lumens will be
increased to $5.00, and those 1,100 lumens or greater will be increased to $10.
All products must meet ENERGY STAR® requirements if applicable. Incentive
levels will also continue to be downward negotiable by manufacturer and retailer.
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These are the published incentive levels:

Eligible Product:

Incentive Per Unit!

Specialty CFL Screw-in — 1 to 799 Lumens Pre-Incentive-Adder $1
Specialty CFL Screw-in — 800 to 1,099 Lumens Pre-Incentive-Adder | $1.25
Specialty CFL Screw-in — 1,100 to 1,599 Lumens Pre-Incentive-

$1.75
Adder
Specialty CFL Screw-in — 1,600 Lumens or greater Pre-Incentive-

$2.00
Adder
Specialty CFL with Incentive-Adder — Incentive Above plus: $1.50
Interior Hardwired Fluorescent or LED Fixture - < 1,100 Lumens $5
Interior Hardwired Fluorescent or LED Fixture-1,100 Lumens or $10
greater
Exterior Hardwired CFL or LED Fixture - < 1,100 Lumens $5
Exterior Hardwired CFL or LED Fixture — 1,100 Lumens or greater $10
LED Screw-in 800 to 1,099 Lumens $5
LED Screw-in 1,100 Lumens or greater $10
Fluorescent Torchiere Floor Lamp $10
Fluorescent or LED Table, Desk, or Floor Lamp $5
LED Night Light $.50
Electroluminescent, Fluorescent, or Neon Night Light $.30
LED Holiday Lights Per LED 5¢
LED Task or Accent Light $1

The I0Us are still in discussion of how to structure the incentives. Conceptually
the proposed incentives for the showroom program currently are as follows:

Per-fixture
incentive adder
for selling whole
fixture family as
Lamp Lumen Range Winner Just In Book bundle.
<1,100 Lumens $5 $5 $1
1,100 to 1,599 Lumens $15 $12 $1
1,600 to 1,999 Lumens $20 $16 $1
2,000 to 2,599 Lumens $25 $21 $1
2,600 to 3,599 Lumens $28 $23 $1
3,600 to 4,599 Lumens $30 $26 $2
>4,600 Lumens $35 $33 $5

Proposed incentives for the Super CFL program are: $10 per Screw-in Dimmable
CFL that meets the specification.

Proposed incentives for the L-Prize winning products will be covered under the
Advanced LED Ambient Lighting sub-program, described below. If that program
is not approved, L-Prize winning product incentives will range from $5 to $10 per

unit:
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Proposed buy-down incentives for the Advanced LED Ambient Lighting sub-
program are negotiable with manufacturers, and will be set to cover
approximately all manufacturing costs. The IOUs will collectively set the same
incentive level for each model proposed.

iv. Marketing and outreach plans

The most successful marketing involves in-store signage and displays. Such
outreaches will see quality upgrades and signage will be graphically consistent
among utilities. One to two bill inserts promoting and educating customers on
high efficiency residential lighting will be sent per year. Multi-program
brochures, web pages, and retailer outreach will also be used. The most effective
form of advertising is through in-store displays. Manufacturers are responsible to
erect eye-catching displays that include multiple forms of signage with stickers on
individual products explaining that the discount is made possible by the IOUs.
The program will provide display materials and train retail sales staff through
retail management representatives. Many manufacturers work with retailers to
coordinate additional outreach such as circulars, newspaper advertisements, and
occasionally radio spots. The IOUs will use signage designed in concert to deliver
cohesive messaging.

The IOUs issue bill inserts to provide mass exposure to the program and host
promotional web pages (e.g. www.sce.com), and have conducted outreach efforts
that use various media to solicit consumers to take the ENERGY STAR® pledge
committing to replace standard lighting with energy-efficient products. Public
awareness of the program will be enhanced through activities including referrals
from the On-line Buyer’s Guide, the statewide IOU joint marketing and outreach
campaign, income-qualified programs, and other DSM activities.

To explore lost opportunities further, the IOUs will investigate incorporating the
lighting program products into the home performance program. This will create a
stronger link between this program and the Strategic Plan.

v. 10U Program Interactions with Government Agencies and Programs
The IOUs use the CEC as a resource for complementary programs and data, feeds
into CEC initiatives through input such as the AB1109 scoping activities, and sits
on joint committees with CEC personnel. Indirectly, the program is involved with
ARB on occasion through corporate initiatives based on environmental
requirements such as in AB32. By sharing greenhouse gas reduction equivalents
through channels such as IOU websites users may be informed of the
environmental benefits of energy efficient choices, including lighting. The
Torchiere and Plug-in Lamp Exchange program element is designed for use
primarily among local government partnerships.

vi. Similar IOU and POU programs
Programs like this are in place within many utilities and energy efficiency
program suppliers nationwide. We interact with their program managers during
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ENERGY STAR® Conferences, CEE meetings, steering committees, the PEARL
board, and team workshops. To our knowledge, no other program implementers
outside California have spun-off advanced consumer lighting into its own
program.

b) Program delivery and coordination
i. Emerging Technologies (ET) program
Each utility lighting program has meetings with its emerging technology program
group and considers new technologies presented by them. Program managers
contribute jointly with emerging technology engineers on steering committees,
boards, and workshops. Emerging technology program data is considered in
program planning. Program managers feed into selection of emerging
technologies to review.

ii. Codes & Standards program

The program staff works with codes and standards engineers to monitor codes
and standards being designed and adopted. Where the opportunity exists,
program managers express preferences and input to codes and standards
engineers who are contributors to steering committees and workshops.

iii. WE&T efforts
Due to the characteristics of this program as upstream and staff driven, there is no
provision for WE&T. However, the technologies of energy-efficient lighting
have great potential for inclusion in other WE&T programs. They would be
particularly suited for those aimed at energy education. The lighting program
staff can support such efforts with information about the technologies and
products.

This program has a direct link to the Lighting Market Transformation initiative,
which has a component for WE&T activities. The ACL Program also has an
indirect link to the WE&T needs. Although this program primarily targets CFL
manufacturers, retailers and end-users, topics such as lighting design for
buildings, lighting standards or efficiency LED lighting are important topics for
the workforce of the future. As part of the WE&T Synergy Program (WET&S)
effort, sub-programs such as Energy Centers (CTAC/AGTAC) and Building
Operator Certification programs currently offer these classes and are committed to
design new classes to fill gaps.

Iv. Program-specific marketing and outreach efforts
The most effective marketing and outreach entails in-store displays, signage, and
stickers. Bill inserts, fact sheets, web site, multi-program brochures, retailer
letters, manufacturer announcement emails, and Change-A-Light promotional
events.
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v. Non-energy activities of program

Activities that do not contribute directly to energy impacts include marketing,
outreach, education, industry involvement, and involvement in non-IOU
programs.

vi. Non-10U programs
The IOUs work with ENERGY STAR®, the Consortium for Energy Efficiency,
the Program for Evaluation and Analysis of Residential Lighting (PEARL), the
California Lighting Technology Center (CLTC), and the CEC to further their
visions, goals, and priorities in the application of energy-efficient lighting. The
IOUs serve on the steering committees, review panels, and working groups of
such organizations. For PEARL, the IOUs are on their board, nominate products
for off-the-shelf testing, purchase products for that purpose, and send them in for
testing. SCE serves on the DOE’s CALiPER Committee for quality standards
and testing of solid state lighting. The IOUs also serve on the DOE Solid State
Lighting L-Prize committee. SCE has formed a cooperative branch of the CLTC
called the Southern California Lighting Technology Center (SCLTC) within
SCE’s Lighting Lab facility. Program staff is involved with activities of this
organization by providing sample products, attending meetings, using its
expertise, and working as a team in industry relations. The other utilities have
similar relationships with CLTC.

vii. CECworkonPIER
Although the IOUs have a strong association with PIER through its Design &
Engineering Services Organization the residential lighting programs historically
have not maintained direct involvement. Efforts will be made to find practical
avenues for such involvement in a way that conforms to the program parameters.

viii. CEC work on C&S
The program staff will continue to attend CEC workshops pertaining to
equipment and building codes related to residential lighting. The IOUs’ Codes
and Standards organizations will continue to sustain primary involvement in these
activities. The Upstream Lighting Programs will increase knowledge sharing and
market insight with this group.

ix. Non-utility market initiatives

The program takes part in retailer-originated market initiatives, such as Earth Day
and Fall Lighting Season campaigns, parking lot sales, and ENERGY STAR®
“Take The Energy Pledge” drives. The program will pursue opportunities for
expansion as they arise.

c) Best Practices

The program approach constitutes “best practice” as evidenced by its national
leadership in forward thinking, new approaches, and cost-effectiveness. It
incorporates the best practices of previous years’ efforts in basic and advanced
lighting solutions. For example, it avoids lost opportunities by leveraging
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mechanisms like encouraging both manufacturers and retailers to include additional
discounts of their own while allowing manufacturers to compete, based on per-unit
utility incentive amounts. It sets incentive levels so the wholesale price can be
reduced to zero or near-zero levels. It employs extensive controls to avoid program
abuse, overstocking, leakage, and slippage. The payment of the incentive to the
manufacturer at the highest point upstream in the distribution channel creates a
synergistic reduction when retailers retain the same mark-up percentages as usual.
Market intelligence such as light color preference among customers, and product
dimension concerns will be used in selection of program measures.

d) Innovation

The program manages market penetration and transformation from within by shifting
allocations away from recently penetrated sectors and locales, and into the areas of
lowest penetration and saturation. The program is innovative in its use of
independent retailers, deep discount stores, and small chains. These stores are where
the highest combined product volume is found and they have the lowest historical
rates of free-ridership. They often coincide with low income areas where the people
need the economic benefits of energy efficiency the most. We cultivate their
participation by encouraging manufacturers to approach more of them.

e) Integrated/coordinated Demand Side Management

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

f) Integration Across Resource Types

According to our calculations, in the last few years the residential lighting incentive
program has contributed more toward carbon reduction than any other energy
efficiency program in our portfolio. Using the CEC’s 2008 update of 6.9 Ibs per kWh
in California, the 2006-2008 carbon saved by SCE’s program calculates to more than
4.4 million lifecycle tons of carbon reduction. The IOUs have integrated CFLs with
water and gas, through energy efficiency kits that promote conservation of water, gas,
and electricity, but not in this program.

g) Pilots

The plan for most new sub-programs is to start at a pilot level to iron out practical
details in a real-world environment before implementing system-wide. For example,
the Super CFL component will begin as a pilot program targeting high income areas
with tests designed to eliminate subjective bias. The hypotheses behind the Super
CFL concept that are verified at significant levels will be pursued in a larger roll-out.
Pilot programs are not always planned in advance of the funding cycle. When new
ideas and opportunities arise, they are considered at that time.

h) EM&V
The utilities plan to work together and with the Energy Division to develop a
complete plan for 2009 - 2011 studies and budgets after the program plans are

Southern California Edison 2009 — 2011 Energy Efficiency Plans
70 March 2009



Residential: Advanced Consumer Lighting Program

finalized and filed. This plan will be submitted to the CPUC in time for approval
along with the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this
program will be developed after the final program design is approved by the CPUC
and program implementation has begun, since final plans will be based on identified
program design and implementation issues and questions. However, a brief
description of the current, preliminary plans is provided below:

e The utilities will continue to conduct the Residential Market Tracking Study to
monitor product saturation. Further refinement of this report may be required to
better track the lighting metrics proposed by the 2009-2011 program.

e The utility will continue to conduct process evaluation to monitor CFL awareness,
purchase and disposal behavior, program participant demographics and key
characteristics between program participants and non-participants. For initiatives
such as California Super CFL or the LED Lighting programs, they will be
incorporated into the overall process evaluation.

e As part of the WET&S program process evaluation, the utility will continue to
monitor new curriculum design to meet the needs of the future California
workforce.

¢ In addition to the focus on the future workforce, the WET&S program will also
need to deliver classes to educate residential customers on the value of these more
advanced CFL products and applications. The utility will continue the WET&S’s
curriculum design to meet this gap.

This program is an important element to fulfill the CPUC’s long-term EE strategy
plan. As we know, one of the first steps to adopting EE measures is to have
awareness. With consistent implementation, the CFL lighting program has achieved
95% awareness in 2008 up from 68% from 2001. Likewise, the CFL purchase rate in
California has steadily increased since 2001. As indicated in our interim process
evaluation study results (KEMA, 12/2008), in 2008, 70% of consumers have
purchased at least one CFL as compared to 35% in 2001.

The Advanced Lighting Program is aimed to increase the market share of CFLs not
covered by the Basic Lighting Program. Just by looking at the market opportunity on
an equivalent wattage basis (30+ CFL watts is equivalent to 150 watts of
incandescent light), in 2007, there are 14.6% of >30Watts incandescent lamps sold in
California (note, the draft Lamp2007 tracking report does not break down the 30+
incandescent watt lights down further). All of these studies confirm the steady
progress the program is making toward meeting California long-term EE strategy
plan and bold vision.
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7. Program Interaction Diagram
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8. Program Logic Model
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1.

Program Name: Home Energy Efficiency Rebate Program (HEER)
Program Type: Core

Projected Program Budget Table

Table 1 - reference the REEP for budget details

Projected Program Gross Impacts Table — by calendar year

Table 2 - reference the REEP for projected gross impact details

Program Description

a) Describe program

The Home Energy Efficiency Rebate (HEER) program is a continuation of the
existing statewide program within the residential energy efficiency portfolios.

Although SCE, PG&E, and SDG&E share similar program theory, design and goals,
each IOU may implement its program logistics differently.

By offering customers educational materials on energy efficiency options and
rebate/incentive offerings, HEER encourages customers to make energy efficient
choices when purchasing and installing household appliances and equipment
measures. In addition to influencing efficient purchases, the program educates
customers on how to use products correctly. For many measures, the program offers
immediate rebates at the point-of-sale (POS) in addition to an on-line/mail-in rebate
application process.

The program is designed for flexibility, efficiency, and cost effectiveness. It offers
agreed upon statewide measures with coordinated implementation, and is designed to
be able to segregate offerings, and add new measures tailored to specific market
opportunities that may emerge. The measures that will be offered through the
program will carry over from the 2006-2008 program cycle, with additional measures
offered in the 2009-2011 cycle that will further support savings in natural gas, water,
and electricity use.

High recognition of the ENERGY STAR® brand provides leverage in motivating
additional retailers at all levels to actively participate and support energy efficiency
through HEER. This also provides customers with easy access to purchase qualified
appliances and equipment, and helps them receive timely information to assist in their
selection process.
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b) List measures

The following incentives will be available through the program:

SCE SDG&E SoCalGas PG&E
gas n/a $30 $30 $30
electric $ 30 $ 30 n/a $ 30
solar n/a n/a n/a n/a
tankless ef>=0.82 n/a n/a $ 150 n/a
tankless ef>=0.90 n/a n/a $200 n/a

Mail-In Yes Yes Yes Yes
On-Line Yes Yes Yes Yes
Point of Sale Yes Yes Yes No
[Insulation |
attic $0.15/sq ft | $0.15/sqft | $0.15/sq ft $0.15/sq ft
wall $0.15/sq ft | $0.15/sqft | $0.15/sq ft $0.15/sq ft
insulated sliding n/a n/a n/a n/a
Mail-In Yes Yes Yes Yes
On-Line Yes Yes Yes Yes
Point of Sale n/a n/a n/a n/a
| Refrigerator |
ENERGY STAR® $ 50 $ 50 n/a $ 50
CEE tier 1 n/a n/a n/a n/a
CEE tiers 2 & 3 n/a n/a n/a n/a
Mail-In Yes Yes n/a Yes
On-Line Yes Yes n/a n/a
Point of Sale Yes Yes n/a No
| Dishwasher |
ENERGY STAR® (.65 EF) n/a $ 30 $ 30 No
tier 11 n/a $30 $ 30 $ 30
tier 111 n/a $ 30 $ 30 $ 50
compact n/a n/a n/a n/a
Mail-In n/a Yes Yes Yes
On-Line n/a Yes Yes Yes
Point of Sale n/a Yes Yes No
| Clothes Washer |
ENERGY STAR® (1.72 MEF / 8.0 WF) n/a n/a $ 35 No
tier 11 n/a n/a $ 35 $ 35
tier 111 n/a n/a $ 35 $75
Mail-In n/a n/a Yes Yes
On-Line n/a n/a Yes Yes
Point of Sale n/a n/a Yes No
[Fumace
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90 AFUE n/a n/a n/a n/a
92 AFUE n/a $ 200 $ 200 $ 200
94 AFUE n/a $ 200 $ 200 $ 300
Mail-In n/a Yes Yes Yes
On-Line n/a Yes Yes Yes
Point of Sale n/a n/a n/a n/a
| Room Air Conditioners | 5§50 $ 50 w/a $ 50
Mail-In Yes Yes n/a Yes
On-Line Yes Yes n/a Yes
Point of Sale Yes Yes n/a No
[ PoolPumpandMotor |
two speed $ 200 $200 n/a $ 100
variable speed $ 200 $ 200 n/a $ 100
contractor rebate $ 100 $ 100 n/a $200
Mail-In Yes Yes n/a Yes
On-Line Yes Yes n/a Yes
Point of Sale Yes Yes n/a No
| WholeHouseFan | 550 $ 50 n/a $ 100
Mail-In Yes Yes n/a yes
On-Line Yes Yes n/a yes
Point of Sale Yes Yes n/a No
| Ducted Evaporative Coolers | $300-8600 n/a n/a n/a
Mail-In Yes n/a n/a n/a
On-Line Yes n/a n/a n/a
Point of Sale n/a n/a n/a n/a
[ CoolRoof T na n/a n/a $0.10-$0.20/sq. .
Mail-In n/a n/a n/a Yes
On-Line n/a n/a n/a Yes
Point of Sale n/a n/a n/a n/a
| ShowerHeads |
Thermostatic Low Flow Restrictive Valve n/a $15 $15 $15
Low Flow - Self Install EE Kit n/a $ -
Mail-In n/a n/a n/a n/a
On-Line n/a n/a n/a n/a
Point of Sale n/a Yes Yes Yes
| Faucet Aerators |
Faucet Aerators Self Install EE Kit n/a $ -
Mail-In n/a n/a n/a n/a
On-Line n/a n/a n/a n/a
Point of Sale n/a Yes Yes Yes
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c) List Non-incentive Customer Services

HEER will include a retail management component to support retailers in training
staff about energy efficiency and in providing collateral/educational materials to
promote rebates for qualified products. Customers and trade professionals are
encouraged to take advantage of free classes offered by training centers located in
each utility's service area. In addition, through a variety of marketing and
promotional materials, energy surveys and online resources, customers will be
educated. Specifically, there will be significant education, outreach, and web tool
initiatives.

For energy efficiency to achieve full effectiveness throughout the state, there must be
a coordination of the many messages and resources available to participants.

When energy efficiency messages are properly timed and coordinated, their
effectiveness is multiplied. Therefore, for the 2009-2011 HEER, messages will be
dovetailed with product seasonality already established by retailers and
manufacturers.

HEER will provide information directly to utility customers through a variety of
methods including the IOU websites, call centers, bill inserts, direct mail, and email
campaigns. Utility websites will provide supplemental information, including
updates on available funding levels and printable forms. Forms that can be completed
online are being considered for development. Customers requiring in-depth
information can also call their utility's program manager to receive assistance and
detailed program information.

The program will also coordinate with manufacturers, retailers, distributors,
contractors, CBOs (CBOs), and other interested parties to increase awareness of the
utility rebate program, other related opportunities, and encouraging customers to
purchase qualifying products.

5. Program Rationale and Expected Outcome
The HEER Program is designed to promote energy efficiency by encouraging
installation of more efficient ENERGY STAR®-qualified appliances in the
household. The HEER Program fits within the suite of IOU residential portfolios by
providing an array of opportunities for consumers to participate in energy savings and
demand reduction measures in ways that are most convenient and customizable to
their needs. Participation in HEER a program not only provides energy savings, but
generates awareness for a range of opportunities that can be a springboard to more
comprehensive solutions. To be comprehensive, a list of varied measures is offered
for customers to select. The HEER program collaborates with other residential
program in the portfolio such as ARP, HEES, MFEER, and others.

a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
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program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

¢) Program Design to Overcome Barriers

The residential energy efficiency portfolio of California IOUs has been developed to
deliver a wide array of programs and services to increase awareness of energy
efficiency, to provide relevant energy-efficient solutions, and to advance the policy
ideals of the BBEES, the Strategic Plan, and the EAP for the benefit of all customers.

HEER is designed to overcome these barriers, including current inefficiencies in
home appliances, the appliance replacement cycle, and the additional barriers to early
retirement. The characteristics of the residential market segment and POS retailers
provide additional challenges and opportunities.

Among residential customers, whether home owner or renter, almost every
household’s energy consumption is driven by standard appliances (e.g. refrigerator,
stove top, microwave oven), and equipment (e.g. water heater, HVAC system,
laundry, plug load), as well as other appliances, such as televisions, personal
computers, and central air conditioners™>.

The standardization of household equipment within the residential segment offers a
unique opportunity for change-outs at specified intervals within the product lifecycle
in order to optimize energy savings. Customers typically consider replacement only
when a piece of equipment fails. However, major home products such as water
heaters, furnaces, and pool pumps have long life cycles and can easily become more
costly to operate over the long term than would be the case if replaced early with
higher efficiency products. The HEER program addresses early retirement issues by
attracting participation through its marketing campaigns coupled with attractive
incentives and outreach activities.

Most residential customers tend to want minimal interference with their daily
activities as a result of participating in energy efficiency activities. Program offerings
that are transparent, user-friendly, and easy to implement will be most attractive to

33 Based on the 2003 California RASS report
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the residential customer. The HEER program strategies attempt to reduce the need for
time-consuming research and to offer customers immediate cash savings via the POS
instant rebate program.

Working with POS retailers offers vast gains in IOUs’ ability to effectively reach a
high volume cost, but at a cost of some utility control (i.e., limited access to the end-
users). The program participation challenges and opportunities for manufacturers,
retailers, and consumers include:

The I0Us will continue to build on their existing external relationships (with retailers,
customers, and manufacturers) and resources in order to more effectively promote
products and services in ways that are relevant to consumers, showcase their energy

expertise, brand successes, and maintain a high level of customer satisfaction.

d) Quantitative Program Targets

The proposed targets may be modified due to funding restrictions, especially for the

2009 bridge funding year.

Table 5
Program Target | Program Target by Program Target by

SCE by 2009 2010 2011
ENERGY STAR ® 46,000 48,300 50,715
qualified refrigerators
ENERGY STAR ®
qualified room air 53,430 56,101 58,922
conditioners
Whole house fans 4,755 4,995 5,004
Electric storage water 50 55 60
heaters
Attic and Wall Insulation 7,000 7,350 8,600
Variable-Speed Pool 200 340 900
Pumps
Ducted Evaporative 1201 1201 1201
Coolers
Nurpbpr qf POS retailers TBD TBD TBD
participating

e) Advancing Strategic Plan Goals and Objectives
HEER specifically addresses the Strategic Plan strategy of helping consumers

understand both the importance of and the opportunities for using energy efficiently
through a variety of means, including incentives and targeted information. Through a
variety of incentives and offerings, the HEER program supports the PUC’s initiatives
to provide customers with attractive choices to reduce their energy demand and
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consumption, improve their safety and comfort, and contribute to overall
sustainability, and a reduction in greenhouse gas emissions.

In accordance with the Strategic Plan, the HEER program advances comprehensive
energy efficiency measures, including whole house solutions, plug load efficiency,
visual monitoring and displays, performance standards, local government
opportunities, and DSM integration. This program supports the Strategic Plan by
encouraging the adoption and market availability of more efficient products in
California.

The program will help to achieve the following near-term strategic goals identified in

Chapter 2 of the Strategic Plan:

e 2-2: Promote effective decision-making to create wide-spread demand for energy
efficiency measures. California IOUs will aggressively incorporate results from
studies that determine homeowner “decision triggers” for improving home energy
efficiency; and

e 2-3: Manage research into new/advanced cost-effective innovations to reduce
energy use in existing homes. California IOUs will work collaboratively to
promote the commercialization of home energy management tools, including
Advance Metering Infrastructure (AMI)-based monitoring and display tools.

Additionally, the deployment of “Smart Meters” creates an opportunity to more
effectively measure and monitor improvements in whole house and major system
efficiency. Customer access to this hourly billing data will also help support longer-
term behavioral strategies to reduce consumption. Moreover, when combined with
passive or automated enabling measures (e.g., In-Home Displays, programmable
controllable thermostats, load control devices, etc.), the Smart Meter technology will
provide customers with energy management tools that capture increased savings as
energy-efficient measures are installed within the home while positioning for unique
opportunities to increased participation in demand response and AMI-enabled
technologies. Placing these informational technologies in the home provides
immediate feedback, enables a more accurate assessment of program impacts, and
facilitates the future-development of targeted efficiency strategies for a particular
customer base.

6. Program Implementation
a) Statewide 10U coordination
i. Program name: Home Energy Efficiency Rebate Program (HEER)

ii. Program delivery mechanisms

The incentive is offered at either mid-stream POS locations or downstream (on-

line or mail-in applications). The program will be delivered through two major

program strategies to achieve maximum energy savings:

e Midstream strategy aimed at retail stores and home improvement centers to
increase stocking and sales of energy-efficient appliances and equipment; and
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e Downstream strategy based on customer education to create demand for
higher efficiency appliances and products.

A major implementation strategy for the program is expanding the POS rebate
delivery method (sales made at the store location and online), streamlining the
rebate application payment process, and integrating appliance incentives with
appliance recycling opportunities. A market-based delivery method approach will
be expanded to more retailers in each IOUs service area, and provide “instant
rebates” at the cash register for refrigerators (if applicable within the specific
IOU's service area), room air conditioners, whole house fans, and pool pumps will
be available. Retailers are key market actors in moving the energy-efficient
appliance and equipment market, and they will be engaged in ways to maximize
their participation.

Continuing to cultivate relationships with POS retailers is a powerful tool for
making the program efficient. All California IOUs will continue to build upon
their existing external relationships and resources in order to more effectively
promote products and services, showcase our energy expertise, brand our
successes, and maintain high levels of customer satisfaction. These relationships
include the use of contractors for roofs, pumps, and evaporative coolers in
previous program cycles, as well as HVAC contractors from other residential
programs.

The continued use of point of sale retailers as a distribution channel provides an

excellent conduit for developing a “one-stop approach” for customers, as noted in

the long term Strategic Plan. Participation by an increasing number of "big box"

and "mom and pop" retailers in the program will provide the following benefits in

support of this concept:

e an expanded network of customer convenience;

e cnhanced retail management support for energy efficiency;

e the ability to co-marketing and brand with retailers ;

e cxpanded cooperation between utility, retailer and manufacturer to promote
and stock high efficiency products; and

¢ information source for efficiency products.

As noted previously, the national trend by big box retailers toward promoting
“green” products within their stores creates an additional opportunity to reach the
end users through a preferred method of communication— directly from the
retailer. Beyond leveraging the ENERGY STAR® brand, HEER will use its retail
management support to develop bundled promotions, host events, train staff, and
conduct promotional campaigns with retailers to directly influence consumer
buying patterns for energy efficiency products.

Key external resource partners include:
e ENERGY STAR® (including co-branding opportunities);
e Flex Your Power;
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Cities and counties;

Large employers with employee “green” campaigns;

Retailers;

Home Owner Associations, property management companies, and community
associations;

Green-focused organizations and businesses;

Trade associations and contractors;

Statewide IOUs;

Various media channels; and

Contractors.

ENERGY STAR® provides an important resource for the program. The current
national trend among large, medium, and small retailers toward promoting “green
products” will allow IOUs to continue leveraging the ENERGY STAR® brand at
the retail level for qualified appliances and products. ENERGY STAR® is a
nationally recognized icon, with a high awareness value. Messages relating to
energy savings with the correlation to the green initiative will be uniquely tailored
to specific audiences. Collaborative relationships with consumer channels will
help facilitate and enhance consumer acceptance of energy efficiency products
and services.

California IOUs require the addresses of customer installations and often face
challenges in this delivery channel due to privacy concerns of store customers.
I0Us offer additional incentives to customers who provide their addresses, and
then inspect approximately 10% of the installations. Additional quality control
activities include an extensive review of program records and a process
evaluation.

For quality control, the HEER program has three levels of verifications:

e For selected installations (10%), the program verified actual installation
before issuing rebate checks;

e For record accuracy verification, SCE performs separate random program
record inspection against program guidelines to verify accuracy and
completeness; and

e As part of the M&E process evaluation, the satisfaction of program
participants and AKA (awareness, knowledge and attitude) is assessed
separately.

iii. Incentive levels
See Section 4b for the incentive levels.

iv. Marketing and outreach plans, e.g. research, target audience, collateral,
delivery mechanisms

The IOUs will develop an integrated marketing plan for all Californians by

conducting statewide segmentation research, including Low Income Energy

Efficiency (LIEE) and other hard- to-reach groups, on interests, awareness, and
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attitudes/perceptions related to energy efficiency and the climate change message.
I0Us will develop targeted and highly relevant energy efficiency and DSM
marketing messages to encourage behavioral change/action. HEER intends to
create partnerships with private industry and businesses that will help motivate
consumer and business sector action.

Each IOU seeks to integrate its LIEE program into HEER by providing customers
with information and marketing material on LIEE, California Alternate Rates for
Energy (CARE), and Family Electric Rate Assistance (FERA) rate discount
programs. The integration strategy with LIEE and HEER 1is designed to ensure
potentially eligible low-income residential customers are aware of the availability
of low-cost energy-efficient services and appliances through LIEE. The goal is to
inform residential customers about income-qualified programs before they expend
limited resources for appliances that are available at no cost through LIEE. In
turn, IOUs seek to make low-income customers aware of rebates available for
appliances that are not offered through LIEE.

To facilitate retail relationships, IOUs will implement website enhancements that
will ease of point of entry access for customers, enabling them to readily find
information about energy efficient products and services, identify participating
retailers in their neighborhoods, and complete on-line sign-ups to receive
notification about special efficiency offerings, rebates, or incentives.

The utilities will explore options for providing alternative strategies for marketing
the programs in constrained areas. One such approach may be neighborhood-
based marketing campaigns that target older, master-planned communities in
order to promote energy efficiency. Through this effort, local contractors will
independently market and install cost-effective measures such as duct testing and
sealing and other measures to help reduce energy loss in the home and increase
overall efficiency. By dealing in volume, this effort will offer low-cost measures
that are proven energy savers to a large number of program participants. In
addition to delivering energy savings, this approach will support the advancement
of local community and city goals related to energy efficiency, as well as
benefiting many neighborhoods and socio-economic groups.

Customers are often not aware of the true savings potential nor are they familiar
with energy savings products not associated with appliances. A "starter kit" will
be distributed to customers in order to introduce them to energy savings, by
providing information about comprehensive simple methods to reduce water, gas,
and electricity use. By supplying the tools necessary to begin saving gas and
water, the HEER program will increase participation and include other customer
segments that may have been excluded due to high product cost. This will allow
HEER to grow as a comprehensive, inclusive residential program and thus
maximize potential savings. As applicable, HEER participants will also be
educated about additional opportunities for energy efficiency beyond the
measures they are adopting.
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Web tool applications can also assist customers with their energy management,
capture actual savings as energy-efficient measures are installed, conduct
comparative analysis, and track their “carbon footprint.” These informational
technologies inside the home provide immediate feedback, enable a more accurate
assessment of program impacts, and allow the customer the ability to quickly and
easily make energy efficiency decisions.

The deployment of AMI will provide additional opportunities to educate
customers about their energy usage. The IOUs will explore opportunities to
maximize energy efficiency and demand side management opportunities as the
technology is developed and deployed to residential customers.

After the program is approved, each IOU will develop a detailed marketing
implementation plan that will specify tasks and milestones.

The program targets owners and renters of single family residences as well as
apartments, townhouses, condominiums, and mobile homes and operates in
parallel to the operation of the Multifamily Energy Efficiency Rebate (MFEER).
This downstream implementation strategy will also include coordinated statewide
elements as well as elements specially targeted to the customers in each utility's
service area. The program will also leverage relationships with trade allies,
manufacturers, retailers, and distributors to deliver information, measures, and
incentives.

Program campaign elements include:

e Statewide rebate promotions;

e Online/mail-in application processing;

e In-store POS instant rebate option;

e A whole house approach offering products that address all types of energy
use;

e Home energy surveys;

e Energy efficiency customer education and outreach; and

e And other residential EE programs such as upstream lighting or mid-stream
Business and Consumer Electronic Program (BCEP).

The Statewide program involves the traditional application process for customers
who purchase products from retailers who are not participating in POS or
customers not targeted through a tailored campaign. Residents will be offered
downstream deemed rebates for the installation of energy-efficient products that
meet or exceed predetermined specifications.
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v. 10U program interactions with CEC, CARB, Air Quality Management
Districts, local government programs, other government programs as
applicable

10Us will collaborate with other agencies and market players to ensure that

program offerings are consistent with proposed changes to codes and standards. In

anticipation of changing minimum standards on product specification, incentive
levels are adjusted to entice early retirement of products before the new codes take
effect. The programs will continue to support the Department of Energy’s national

ENERGY STAR® program and Consortium for Energy Efficiency.

HEER program managers hope to explore the possibility of partnering with local
governments to provide additional incentives for bundling measures. The IOUs
may be able to continue offering incentives for individual members, while
encouraging the local governments to provide additional incentives that would be
offered when measures are combined, pursuant to AB 811.

vi. Similar IOU and POU programs

Each IOU will coordinate with other IOUs and, if needed, applicable POUs (e.g.,
SMUD, LADWP), to maintain statewide consistency of rebate programs while
attempting to simplify customer requirements and procedures internally, rebate
offerings are consistent and program changes are discussed at the statewide level.
In addition, negotiations with retailers regarding incentives are conducted as a
team, in order to leverage participation on a statewide level and to benefit all
California customers. EE working groups, and new technologies research efforts
consist of representatives from each utility. This team approach allows us to
share best practices and available data to create the most cost-effective program
model. I0Us also collaborate on MFEER and BCEP. Please refer to separate
residential PIPs for details.

In addition, program design and implementation strategies will integrate HEER
with each IOUs demand response programs, such as the Summer Discount Plan,
or the SmartAC or SmartRate plan, as well as with the California Solar Initiative.
Joint marketing messages will be designed to increase participation in energy
efficiency and demand response programs.

I0Us will also coordinate with other programs. For example, they will coordinate
with HVAC to ensure that quality installation is met via duct test & seal rebates,
and raise awareness of the Refrigerant Charge and Airflow program to ensure that
there is integrated delivery of programs. Energy efficiency will be the foundation
for customers making changes to existing homes.

Program Integration: The program will be implemented in close association with
other residential energy efficiency programs. Through marketing, education, and
outreach, each program will encourage end-users to adopt multiple measures to gain
the benefits associated with an integrated whole-house approach to energy
efficiency.
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The HEER Program also works with the ARP and HEES to provide a convenient
in-home energy survey as well as a method to retire old refrigerators. HEER also
encourages residential customers to reduce their use of natural gas through rebates
for replacing less efficient gas-fired equipment with new energy-efficient
equipment and to upgrading their building envelopes.

Support for LIEE and Non-LIEE qualifying low-income families: The HEER
program collaborates with the LIEE Program by providing customers with
information and marketing material about low-income programs. IOUs will target
moderate-income customers that do not qualify for LIEE program assistance.

b) Program delivery and coordination

The HEER program, as part of overarching residential portfolio, will offer integration
with HEES, ARP, MFEER, CHPP and other relevant residential programs. In order to
have maximum energy savings and cost-effectiveness, the HEER program must be
rooted in marketing and education that encourages end-users to adopt multiple broad-
based energy-efficient measures to reduce their household usage.

Rebates for energy-efficient appliances will be targeted to the end-user primarily
through an application (either online or mail-in) or POS. The POS method offers
instant incentive discounts directly through the retailer at the point of purchase for
selected energy-efficient products and services. The customer participates without
having to complete and mail a rebate application. HEER will continue to collaborate
with [OUs throughout the state to ensure program consistency, increase number of
participating retailers, add plug-load efficiency measures to its portfolio, incorporate
more user-friendly website features, and explore ways to offer rebates through the
online purchases of qualified products within each California IOU's service territory.

Key program administration support will be provided for the following activities:

e Marketing and sales training includes training on program marketing concepts,
team building, quality control, job estimation and sales prospecting;

e Public education and marketing support will include information and training on
working with the utility and other market key influencers;

e Rebate and incentives administration/accounting discusses how program
administrator will track and manage incentive process;

¢ Quality assurance monitoring addresses and describes quality assurance protocols
including random site visits; and

e Data tracking, analysis, and reporting reviews and discusses program data
collection requirements, for performance tracking purposes.

HEER will feature a collaborative, educational approach with retailers, distributors,
contractors, manufacturers, and selected customers to ensure that early retirements are
presented as a cost-effective and viable alternative for home products that have an
extended life cycle. This approach is intended to make the energy efficient choice
attractive to the customer and beneficial to all market participants. The success of
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any early replacement campaign will therefore require specialized training that shows
contractors and distributors how to identify early retirement opportunities, how to sell
and promote energy efficiency to prospective customers, and show how to
significantly improve their profitability.

The Strategic Plan calls for increasing energy efficiency standards for housing and
residential appliances and to push for adopting more environmentally-friendly
household appliances. Consumers may still be less inclined to move up the energy
efficiency ladder by purchasing products that, in spite of providing a higher level of
energy savings, requiring a higher level of “out of pocket” expense. ENERGY
STAR® is keenly aware of these trends and is currently evaluating a “tiered rating
system” to help identify ENERGY STAR® rated appliances and products that exceed
its baseline and meet the efficiency program guidelines for incentives. 10Us,
ENERGY STAR®, and other parties will collaborate in workshops that guide the
design of future rating systems.

The HEER program staff will continue to work closely with ENERGY STAR® as it
reviews the feasibility of using a tiered rating system and evaluates the potential
impact on current utility sponsored residential rebate programs. The HEER will also
utilize its on-going education of retail management to help the sales staff and
customers understand the longer term benefits of selecting high efficiency appliances.

i. Emerging Technologies (ET) Program
The program will manage/coordinate the research for innovative methods to
improve energy efficiency in existing homes. This research, in accordance with
the Strategic Plan, will be conducted based upon best practices, technologies,
consumer market intelligence, and EM&V studies.

ii. Codes & Standards Program

HEER will be coordinated with the Codes & Standards program to ensure that the
impacts of any code changes are incorporated into program design and
implementation and to add additional measures to the program.

iii. WE&T efforts

HEER will work with Energy Centers to design and develop training curriculums
appropriate for retailers and contracts to develop skills and knowledge. In
addition, HEER will work with the trainers to identify training necessary to
support the workforce of the future.

iv. Program-specific marketing and outreach efforts

HEER will coordinate marketing efforts with manufacturers, distributors,
retailers, contractors, and other energy efficiency and demand response market
players and influencers to achieve the desired levels of customer awareness and
participation within the program. All IOUs are linking their HEES and ARP
(please reference the separate PIPs for more information) to leverage programs
across the utility and capitalize on the synergy of these offerings.
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All IOUs will continue to strengthen the connection between program incentives.
For example, collaborative marketing and implementation efforts will be made to
link program rebates with rebates from SDG&E’s third party Appliance
Recycling Program when customers purchase ENERGY STAR® refrigerators
and room air conditioners. PG&E is also widening its collaborative marketing
and implementation effort to link ARP rebates with customer purchases of
ENERGY STAR® refrigerators from appliance retailers. This particular program
strategy simultaneously provides a convenient means of properly and permanently
retiring replaced units. A similar effort will be undertaken with SDG&E’s third-
party residential HVAC program for new and existing cooling systems. The
integration with these and other DSM programs as well, as the Energy Leader
Partnerships, will result in increased awareness and adoption of energy-efficient
measures throughout each IOU’s service area while creating permanent and
verifiable long-term energy savings.

The I0Us will work together to develop an integrated marketing plan for all
Californians by conducting statewide segmentation research, including LIEE and
other hard-to-reach groups, on interests, awareness, and attitudes/perceptions
related to energy efficiency and climate change messaging. IOUs will develop
targeted and highly relevant energy efficiency and DSM marketing messages to
encourage behavior change/action; create partnerships with private industry and
businesses to help motivate consumer and business sector action; and use social
marketing techniques to build awareness and change consumer attitudes and
perceptions.

The specific marketing and outreach budget is shown in table 1.

v. Non-energy activities of program
To support the program, HEER will provide training and marketing activities for
participating retailers.

vi. Non-10U programs

To support the program, HEER will continue to work with various manufacturers,
retailers, ENERGY STAR®, and appropriate DOE activities..

vii. CECworkon PIER
HEER will work with the statewide Emerging Technology Program, CEC and
PIER to take advantage of all new emerging technologies activities. HEER is
committed to a timely and sensible program adoption for all cost effective
measures discovered by these organizations. In some cases, additional pilots may
be required to test certain parameters of these new applications.

viii. CEC work on C&S
As part of the ENERGY STAR® movement, the HEER program works closely
with the codes and standards groups. We are committed to continue this effort.
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iX. Non-utility market initiatives
It is possible for the participating retailers to initiate co-marketing activities with
the manufacturers. At this time, the IOUs are not aware of any planned activities.

c) Best Practices

California IOUs conducted several focus groups and market research studies, as well
as process evaluations, to ensure that program logic and design is consistent with
market best practice, and to leverage existing relationships with program partners.

In addition, program literature and energy savings benefits will target program
partners in ways specific to their interaction with customers.

In a systematic approach, the program will achieve energy savings through the
proposed measures, while addressing market barriers specific to each end-use
technology. HEER will offer other technologies as they become available during the
2009 - 2011 program timeframe.

The Program will maximize opportunities through IDSM. The IDSM approach will
create additional energy savings and integration through inter-program referral and
data sharing, and bundling of DSM solutions across energy efficiency, demand
response, California Solar Initiative, AMI and other IDSM offerings.

d) Innovation

The program’s traditional framework incorporates innovative approaches to address
opportunities in the midstream and downstream markets. The POS program element
provides maximum ease for customer participation, while offering an immediate
rebate at the retailer’s register. In an effort to take advantage of on-line appliance and
equipment sales, the POS program element definition will be expanded to include
retailer and manufacturer online sales made through their websites.

To reduce energy use in existing homes, and in alignment with the Strategic Plan, the
HEER program will coordinate with emerging technology, codes and standards, and
marketing and outreach. The program will also research new and/or advanced cost-
effective innovations, behavioral attributes, and AMI-based monitoring and display
tools.

There are several significant enhancements to the 2009-2011 program which include:

e Expanding POS rebate delivery method to include additional measures. This
method offers instant rebates for selected energy-efficient products. The
customer participates without having to complete and mail a rebate application;

e Expanding the POS retailer relationship to include sales made at retail store
locations and websites;

e Linking incentives to recycling opportunities through the purchase of new energy-
efficient appliances. The program seeks to accelerate the increase in market share
by facilitating consumer purchase of new units and the removal of old, inefficient
units. The program simultaneously provides a convenient means of properly and
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permanently retiring the replaced units. Increased retailer interest is expected as a
result; and

e Continued enhancements to the electronic rebate application to improve the rebate
payment process for customers using the direct customer rebate payment method.

The program expands the proportion of installed, energy-efficient equipment in
homes and small businesses wider and faster than would take place otherwise.

e) Integrated/coordinated Demand Side Management

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

f) Integration Across Resource Types (energy, water, air quality, etc)

PG&E is beginning its second year of a Cooperative High-Efficiency Clothes Washer
rebate program with a number of water agencies in the Greater San Francisco Bay
Area. In 2007, PG&E approached all water agencies within its service territory about
participating and 17 agreed to participate. These agencies have sub-agencies, for a
total of 33 water agencies (wholesalers and retailers) participating. PG&E processes
the rebate applications (submitted via paper application or online), sends customer
data to the respective water agencies through a secure swap drive, and then issues one
check to the customer that combines PG&E’s rebate (either $35 or $75, depending on
efficiency rating) and the water agency rebate (either $90 or $125, depending on
efficiency rating) for a check total of either $125 or $200. In 2008, PG&E paid
rebates on the highest number of clothes washer units in the program’s history with
more than 80% of the rebates paid on the highest-rated energy-efficient units.

g) Pilots

PG&E is planning to conduct a big-box retailer instant rebate program for
dishwashers and water heaters to launch Q1-Q2 of 2009. Successful instant rebate
programs exist with an independent appliance retailer that has 10 stores in PG&E’s
service territory. A third party is collecting data from PG&E and the retailer in order
to reconcile customer information with purchase/delivery information to maintain
privacy. During the pilot program, California’s other IOUs will maintain contact with
PG&E to monitor the success of this pilot, for potential deployment across California.

h) EM&V

The utilities plan to work together and with the Energy Division to develop a
complete plan for 2009-2011 studies and budgets after the program plans are finalized
and filed. This plan will be submitted to the CPUC in time for approval along with
the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this
program will be developed after the final program design is approved by the CPUC
and program implementation has begun, since final plans will be based on identified
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program design and implementation issues and questions. However, a brief

description of the current, preliminary plans is provided below:

e Work with the Energy Division to resolve market baseline and transformation
1ssues;

e Update and repeat CLASS and RASS/RMST Appliance Tracking & Saturation
studies, as appropriate;

e Conduct statewide process evaluation to track the all proposed key metrics,

e Conduct SCE specific process evaluation to improve program design,
implementation, and market effectiveness; and

e Design an M&E study to monitor the pilot program mentioned in above.

As indicated by the Itron Final Report: Scenario Analysis to Support Updates to the
CPUC Savings Goals, 3/2007, in nearly all scenarios, the residential sector will be
counted on to deliver a significant portion of the energy savings goal for California.
The statewide HEER program delivers a portion of the required savings and is part of
the total energy efficiency strategy.
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Appliance Recycling Program
Program Type: SCE/PG&E (Core Program)
SDG&E (Third-Party Program)
2. Projected Program Budget Table
Table 1 - reference the REEP for budget details
3. Projected Program Gross Impacts Table — by calendar year
Table 2 - reference the REEP for projected gross impact details
4. Program Description
a) Describe Program

The Appliance Recycling Program (ARP) is a continuation of the existing statewide
ARP within the residential energy efficiency portfolio.

This program prevents continued use of inefficient operable but appliances in
residences and businesses, whether by current owners or transfer recipients, by
picking up such units and recycling them in an environmentally-safe manner. The
ARP produces cost-effective energy savings and peak reduction in residential and
non-residential market sectors.

ARP offers a monetary incentive and a free pickup of each eligible appliance turned
in by customers for recycling. Customers may schedule pickups by calling a toll-free
number or by visiting the IOU web site, and receive their incentive check by mail
after the appliance is picked. As it has since 2006, the ARP will continue to service
both residential and nonresidential customers. ARP will increase the qualified
maximum unit size for refrigerators and freezers from 27 to 32 cu. ft. to target larger
manufactured units that are working inefficiently. Also, ARP will continue to explore
“non-core” opportunities, such as innovative limited-time offerings to increase
program volume and cover relatively untapped segments of the secondary market, by
involving new access channels such as the low-income refrigerator program, the
MFEERP, and retailer delivery services.

From its inception and until 2005, ARP’s measures included only the recycling of
refrigerators and freezers. For 2006-2008, a room air conditioner (RAC) recycling
measure was introduced on a limited basis and with limited success. SCE offered
participants a $25 incentive for operable, inefficient RACs if turned in and replaced
by a qualifying new ENERGY STAR® RAC at events held in conjunction with local
appliance retailers. PG&E and SDG&E offered a $25 incentive for operable,
inefficient RACs but did not require the purchase of a qualifying unit at turn-in events
held in conjunction with local appliance retailers. PG&E and SDG&E continue to
include RAC:s in their programs, but only when the old RAC unit is picked up in
conjunction with the pick up of a refrigerator or freezer. In all cases, the level of
RAC participation has been very low and, in the case of the early replacement (turn-
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in events) concept, has been costly to administer. In addition, SCE’s Residential

Room Air-Conditioner Recycling Scoping Study™* recommended limiting RAC

recycling to an adjunct status of “early replacement” for the following reasons:

e Given the small retail resale market for RACs, a round-up program is subject to
high levels of free-ridership; and

e A program that requires the customer to both purchase a new energy efficient unit
and turn in an old one to qualify for an incentive may succeed in reducing free-
ridership levels, but at the cost of limited potential participation, possibly
impacting both replacement and recycling.

The program will undergo further review of “best practice” RAC recycling/early
replacement programs to either modify or discontinue the RAC offering in the 2009-
2011 program. For now, SCE has decided to remove the RAC recycling measure, but
PG&E and SDG&E have elected to keep the RAC recycling measure in the ARP
implementation plan for 2009-2011.

Consistent with the current environmental concerns, during 2009-2011, the statewide
ARP program team will look into non-core, non-claimable savings opportunities to
avoid lost opportunities and work towards comprehensiveness by possibly expanding
the program to include recycling of other types of household/small business
appliances and devices, beyond refrigerators, freezers, and RACs. Recycling
consumer devices may require special care such as handling of the mercury in
television tubes. More generally, in considering inclusion of any additional equipment
for recycling within the program, IOUs must learn how to best dismantle the
equipment's components and recycle the subsystems in an environmentally sensible
and cost-effective manner before including the equipment it in the program.

b) List measures
The following incentives will be available through the program:

Incentive
10U Refrigerator Freezer Room A/C
PG&E $35 $35 $25!
SCE $50 $50 TBD?
SDG&E $50 $50 $25

'Offered in conjunction with the pickup of a refrigerator or freezer only.
*Offer to be determined following “best practice” review.

3 SCE Residential Room Air-Conditioner Recycling Scoping Study, by RLW. This study
included a RAC retailer survey, a review of RASS saturation data, and a review of
similar programs offered by other utilities
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c) List non-incentive customer services

As a part of the sign-up and pickup process, ARP will offer households and
businesses information about other energy efficiency and demand response programs.
This information will be provided at the time a household or business schedules a
pick up appointment, during the appointment confirmation process, and at the time of
pickup. Various means will be used to disseminate this information (i.e., e-mail, in-
store displays, phone, etc).

The LIEE program currently offers qualifying low income households a free
refrigerator, and then recycles the old refrigerator, along the lines of “direct
install/pickup” of such units. A recycling incentive is unnecessary under this design.
However, ARP is ready and willing to coordinate efforts with LIEE to better meet the
needs of both qualifying and non-qualifying households that LIEE may encounter in
its outreach efforts, while maintaining the integrity of the existing designs of the two
markedly different programs.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

There are two types of barriers that inhibit successful participation in the ARP: (1)
program design-related barriers and (2) market-related barriers. In 2007, the SCE
program team addressed an ARP design barrier in response to an evaluation study of
the 2004-2005 program. The study reported that many potential removals did not
occur because customers did not follow through with their scheduled pickup
appointments and ultimately cancelled their appointments. One reason cited was that
it took so long for the program to pick up the units that appliance owners needed to
find other ways to dispose of their units. As a result, the SCE program team looked at
solutions to overcome this program design-barrier and invested in state-of-art
technologies to speed-up the pickup cycle-time. In cooperation with the ARP
recycling service contractors (ARCA and JACO), SCE contracted with a software
developer (Enerpath) to design an end-to-end real-time ARP software application
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system in 2007. The new system has enabled the contractors to significantly reduce
the pickup cycle-time by using the new software with Portable Digital Assistant
(PDAs) and GPS technology to more efficiently schedule appointments and establish
pickup routes. This increase in productivity and efficiency has allowed SCE’s ARP
to reach new highs in both customer satisfaction levels and program unit goals in
2008. SCE reached 94% service delivery satisfaction in 2008 compared to 87% in
2007. SCE collected 88,630 units in 2008 which was an all-time high since program
inception.

As indicated by the 2004-05 statewide evaluation study, lack of customer awareness
of the ARP is essentially a market barrier to the program’s successful operation. As
reported by the 2004-05 statewide study, 48% of IOU service customers who
disposed of a refrigerator or freezer in prior years were not aware of the program.
The percentage of unaware customers was greater among PG&E and SDG&E
customers than in the SCE territory, where the recycling program has operated longer
and at considerably higher volume.

An important challenge to ARP is that 11% of the disposers prefer to sell their old
appliances into the secondary market or used appliance channels. In addition, there is
some ad hoc data that suggests that old appliances picked up by the retailers (25%)
are often reconditioned and then put back into the used appliance market. PG&E has
developed a pilot that has integrated its ARP directly with appliance dealers. In this
pilot, PG&E’s ARP will pick up old refrigerators directly and offer the ARP rebate in
conjunction with the HEER rebate for new appliances. The concern about this
approach is whether the level of free-ridership specific to the recycling contribution
may be higher than in the ordinary recruitment/call-in/scheduling procedure within
the ARP. More data is required to enable IOUs to gain better understanding of the
appliance resale market so that new program elements can be designed to address it.

For customers, there are three basic motivations for getting their units turned-in with
the program: convenience and timing of pickup, attractive incentive offers, and
environmental benefits.

The 2009-2011 program is designed to ensure that there are no programmatic barriers
working counter to these motivations. In addition to the proposed incentive and goal
of continued reduction of pickup time, the program will strive to enhance its
marketing messaging to promote environmental benefits of getting rid of old,
inefficient appliances and reducing the number of stock sold and given away. As part
of SCE’s 2006 - 2008 process evaluation study currently underway, SCE is
investigating additional marketing initiatives to overcome the participation and
market barriers that reduce the above-stated customer motivations to participate in the
program. SCE will take the lead and invite other IOUs for a joint study. The findings
from this study will be incorporated into the overall 2009-2011 statewide program
design.
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It bears emphasizing that there is a significant residential segment consisting of
renters who do not own their appliances, but generally, if not always (e.g., mobile
home parks that are sub-metered), are responsible for their electric bills, yielding a
split incentive with respect to replacement (which creates recycling opportunities).
Building upon past SCE approaches to this market barrier, the program will continue
to outreach to landlords, emphasizing the (a) landlord’s economic benefit when either
the tenant or landlord faces a smaller bill, and (b) the environmental benefits of the
program. Finally, in the case of sub-metered (typically mobile home park) situations,
joint outreach to both landlords and tenants may be feasible, along lines similar to the
approach developed by SCE’s recent CARE outreach work.

d) Quantitative Program Targets

The proposed targets may be modified due to funding restrictions, especially for the
2009 bridge funding year.

Table 5
Program Target for | Program Target for Program Target for
SCE 2009 2010 2011
Refrigerators 57,200 66,000 61,600
Freezers 7,800 9,000 8,400
Room A/Cs N/A N/A N/A

e) Advancing Strategic Plan goals and objectives

The program supports the Strategic Plan (Section 2) residential existing homes (Goal

2) and plug load (Goal 3) general objectives, as described below:

e 2-2: Promote effective decision-making to create widespread demand for energy
efficiency measures — This program advances the Strategic Plan by priming the
existing appliance retrofit market to get rid of inefficient appliances to support the
comprehensive, whole house energy efficiency measures, including whole house
solutions, plug load efficiency, and appliance performance standards; and

e 3-2:In coordination with Strategy 2-2 above, develop public awareness of and
demand for highly efficient products — As indicated by the Itron market potential
study, a significant portion of the EE savings from the residential sector is needed
to achieve the Strategic Plan’s vision. ARP will continue to promote public
awareness of and demand for highly efficient products through its active
participation with local government partnerships and leadership organizations
such as the EPA. For example, EPA formed the Responsible Appliance Disposal
Group (RAD) in 2006, which is a volunteer partnership program including
utilities, municipalities, retailers, manufacturers, universities and others. As part
of the program, EPA serves as a technical clearing house on responsible
appliances disposal program development and implementations.
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6. Program Implementation
a) Statewide 10U coordination
I. Program name: Appliance Recycling Program (ARP)

ii. Program delivery mechanisms

The program is designed to work with recyclers to schedule and pick up
appliances for recycling. The participants receive a cash incentive for their
participation.

iii. Incentive level
See section 4b for the incentive levels.

iv. Marketing and outreach plans

ARP will partner with retailers to inform customers about the program via print
collateral placed in the stores. In addition, ARP will continue its collaborative
efforts with appliance retailers to establish a working model (i.e., logistics,
verification) that would allow ARP to effectively coordinate the pickup of old
units at the time a new unit is delivered to a customer’s home. Typically, old
inefficient working and non-working units are collected by delivery service
vendors contracted by the retailer at the time they deliver new units, often
becoming a leading supply source to the secondary (used) appliance market. The
challenge will be to coordinate the collection of working units from all units
collected by the delivery service vendors. SCE will explore the expanded use of
the ARP PDA/real-time software to meet these challenges.

ARP will coordinate marketing tactics with manufacturers, distributors, retailers,
home improvement centers, contractors, and other energy efficiency and demand
response programs (as appropriate) to achieve the desired levels of customer
awareness and program participation. Marketing activities may include, but are
not limited to:

e POS collateral materials (e.g. clings, shelf talkers, counter stands, etc.) at
participating retail locations;

e Advertisements in retail circulars;

e Bill inserts;

e Community outreach (e.g. Community-based organization outreach,
promotions at home shows, etc.);

e EE partnership activities (e.g., “Pick Up Day Events”);

e Direct mail (e.g. targeted program promotions to customers who may be most
eligible or interested in recycling services.). This may include cross-
promotional direct mail with other demand response programs (e.g. Summer
Discount Plan);

e E-mail blasts to customers participating in home energy survey programs or
other SCE service offerings;

e Shared mail;

e HEES analysis and recommendation packages; and

e Statewide advertising campaigns.
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ARP will coordinate with other IOUs, and if needed, applicable MUNI districts,
to maintain statewide consistency of rebate programs while attempting to simplify
customer requirements and procedures internally.

SCE currently conducts three different types of customer satisfaction surveys,
which serve needs ranging from routine process quality improvement or
maintenance, to regulatory reporting, to longer term evaluation/assessment: (1)
satisfaction survey conducted by the program team, (2) service delivery
satisfaction survey conducted by SCE market research, and (3) independent
customer satisfaction evaluation as part of the process evaluation. To track
program customer satisfaction levels and specific process issues, SCE is
proposing to increase the internal program satisfaction survey from the current
pickup sampling rate of 5%, pending further analysis of the gains in precision
obtainable with respect to overall satisfaction as well as the ability (statistical
power) to detect specific problems that arise. The results of SCE’s customer
satisfaction surveys will be shared with other IOU program teams as part of
continued efforts to refine and improve the program’s delivery and impact.

v. 10U program interactions with CEC, ARB, Air Quality Management
Districts, local government programs, and other government programs as
applicable

ARP interfaces with national organization such as the EPA and others routinely.

ARP is part of the Responsible Appliances Disposal group formed by the EPA.

The RAD, formed in 2006, is a volunteer partnership program that includes

utilities, municipalities, retailers, manufacturers, universities and others. As part

of the program, EPA serves as a technical clearing house on responsible
appliances disposal program development and implementations.

vi. Similar IOU and POU programs
The ARP is replicated by utilities such as SMUD and others.

b) Program delivery and coordination
i. Emerging Technologies (ET) Program
The statewide ARP will work with the Emerging Technology Program to support
new measures for inclusion in ARP that are cost-effective and environmentally
sensible.

ii. Codes & Standards Program

The statewide ARP will work with the Codes and Standards team to revise and
update all necessary standards and savings estimate as appropriate and ensure that
the impacts of any code changes are incorporated into program design and
implementation.

iii. WE&T efforts
The ARP will collaborate with the various WE&T teams so that all relevant
programs’ training curricula incorporate ARP-related information appropriately.
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Support for LIEE and Non-LIEE qualifying low-income families: The ARP will
work with local agencies and municipalities to support AB811 and offer training
where appropriate so that the needs of non-LIEE qualifying families’ can be best
served, within the ARP program design.

iv. Program-specific marketing and outreach efforts
Marketing and outreach efforts include online ads, ARCA/JACO truck wrap,
seasonal campaigns, collateral and other marketing support, as needed.

v. Non-energy activities of program

All IOUs actively work to improve the convenience to customers and overall cost
effectiveness of ARP. For 2009 - 2011, customers will continue to be able to
schedule their pickups of refrigerators and freezers through a toll free number or
via IOU web sites. Customers will be encouraged to use the online option since it
offers both convenience (24/7 scheduling) and program administration cost
efficiencies. For 2009-2011 program implementations, SCE will encourage and
support PG&E ‘s and SDG&E’s efforts to transition over to a PDA/real-time
software technology platform, introduced in 2007 by SCE, to optimize program
performance as it relates to both customer service and a reduction in operational

35
costs™.

vi. Non-10U programs

The ARP is part of EPA’s RAD program. We will participate in all necessary
statewide and national recycling efforts. Best Buy recently announced offering an
appliance recycling program, the success of which may offer additional
information on the relative importance of convenience and rebates in particular
customer and appliance vintage segments.

vii. CEC work on PIER

Along with working with the Emerging Technology Program, the ARP program
will work with CEC/PIER to integrate all new recycling applications with its
recyclers in a cost-effective manner.

viii. CEC work on C&S

The ARP will explore opportunities to work with CEC and the Codes and
Standards team to integrate all new recycling applications with its recyclers in a
cost-effective manner.

iX. Non-utility market initiatives
ARP will continue to pursue non-utility marketing initiatives with other non-
profit/governmental agencies; retailers, manufacturers, etc. As an example, in

3*PDA/real-time software enable impromptu scheduling by recycling services contractors
and increased coordination for pickup and deliveries
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2008, ARP collaborated with the Department of Energy’s (DOE) ENERGY
STAR® “Recycle My Old Fridge Campaign.” to promote the environmentally
safe recycling of old refrigerators. This integration activity was aligned with
SCE’s ARP summer marketing campaign.

c) Best Practices

The implementation of the real-time software/PDA system introduced by SCE in the
2006-2008 program is considered “best practice” technology for ARP in California
and elsewhere. This technology has enabled the ARP to shorten the lead time for
both scheduling and pickups. By incorporating the GPS capabilities and providing
truck drivers with the handheld PDAs, SCE’s ARP has literally eliminated paper
work and streamlined the entire pickup process. SCE will encourage and support
efforts to introduce this technology to other ARPs within California and elsewhere.
In addition, SCE will explore the opportunities to expand and integrate this
technology to other SCE EE and DR programs.

d) Innovation

As indicated under “Best Practices” above, the implementation of Enerpath and real
time GPS system is one of the most innovative approaches for the program
nationwide. ARP will share relevant program data or recycling contacts to help other
utilities and cities to adopt these new applications.

e) Integrated/coordinated Demand Side Management

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

ARP has developed applications to further align its activities with other DSM
offerings. Through the new, real-time software technology employed by SCE in 2007,
ARP supported SCE’s Summer Discount Plan demand response program, particularly
in generating residential and non-residential leads for SDP. The leads provided by
ARP were used by SDP for direct mailings. These coordinated efforts will continue
and be expanded, where applicable.

To maximize the program’s success, ARP will continue to expand its efforts with
both internal and external market players through an assortment of approaches.
Internally, ARP will increase its collaborative efforts with local EE partnerships and
governments to offer “Refrigerator and Freezer Pickup Events.” These events,
typically held on Saturdays for the convenience of the customers, are scheduled in
advance and sweep specific geographic areas for old, inefficient working refrigerators
and freezers.

The program has strengthened its coordination with other EE programs such as the
HEER, and HEES through the following efforts: cross promoting programs through
POS materials at appliance retail stores; combining direct mailers; and offering
specific recommendations to participate in ARP through the survey reports. In
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addition, the HEES website will also offer a direct link to the ARP website for easy
information access. While PG&E does not currently offer refrigerator rebates, it does
work with retailers on promoting ARP.

Another strategy will be to increase integration efforts with other EE and Demand
Response (DR) programs. We will continue to collaborate with the Multifamily
Energy Efficiency Rebate Program (MFEER) to promote ARP by encouraging
property owners/managers to retire or replace older, inefficient appliances by offering
bundled incentives and rebate package for the turn-in of less efficient units and the
purchase of new ENERGY STAR® appliances. In addition, SCE will collaborate
with other EE and DR programs by using the new “lead generation” tools available
with the real-time software employed in the ARP 2006-2008 program and will work
with other utilities to do the same.

ARP will explore opportunities to collaborate with LIEE’s refrigerator replacement
program to complement both programs and to leverage the expertise and resources
available through a combination of the two programs. As part of the planning efforts,
we will investigate several possible methods of collaboration, including region
specific collaboration, or outreach to LIEE contractors. Prior to final implementation,
we will test the proposed collaboration to make sure that it is effective.

Another deployment strategy will be to explore opportunities to integrate ARP with
the future AMI systems and associated technologies. This includes looking into ways
to “alert” customers (e.g., communication tools) of their energy usage associated with
older, inefficient refrigerators and freezers.

f) Integration Across Resource Types (energy, water, air quality, etc)

As a part of the EPA’s RAD (Responsible Appliance Disposal) partnership program,
ARP will continue to support the EPA’s efforts to expand the development and
implementation of environmentally-safe recycling programs offered by other energy
utilities, municipalities and governmental agencies.

g) Pilots

One of the current program challenges is to coordinate the collection of working units
from all units collected by the new appliance delivery service vendors. To meet this
challenge, the program will consider pilot programs with retailers to test various
program designs and implications of integrating appliance rebate and recycling rebate
(mixing a program that addresses savings specific to replacement by a specific
customer with the recycling program that realizes its savings from prevented transfers
to hypothetical second owners). SCE will coordinate this pilot with other IOUs and
limit the collaboration to at least one major California retailer. A specific M&E
project will be designed to support data collection and analysis. The second possible
pilot is to test the new collaboration methods with the LIEE program.
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PG&E launched a pilot program for retailer pickups on October 2008 that has met
with success. This pilot will be shared with other IOUs as a model to consider as
program managers look to expand program participation.

h) EM&V

The utilities plan to work together and with the Energy Division to develop a
complete plan for 2009-2011 studies and budgets after the program plans are finalized
and filed. This plan will be submitted to the CPUC in time for approval along with
the PIPs.

Detailed research plans for process evaluations and other evaluation efforts specific to
this program will be developed after the final program design is approved by the
CPUC and program implementation has begun, since final plans will be based on
identified program design and implementation issues and questions. However, a brief
description of the current, preliminary plans is provided below.

A statewide process evaluation will be conducted. This evaluation will build on
previous process evaluation work (as well as some market assessment/description
work) that was a significant part of the 2004-2005 evaluation by ADM et al*.
Included in this effort will be a number of issue areas, addressed by a combination of
survey data collection/analysis, analysis of utility records, small area geographic
analysis, and qualitative, in depth interviews. Specific EM&YV issues include:

e Updating information from CLASS and RASS studies with respect to appliance
saturations by age, primary/secondary status, size, and rates/types of disposal. As
currently available, neither CLASS nor RASS are sufficient as a basis for
population estimation and planning work. Efficient survey sampling and use of
utility recycling data will assist in cost-effective, forward adjustment and
increased detail/precision, using RASS and CLASS data as a base;

e Addressing the need for market transformation baseline data. As noted, the “ARP
share” of disposals as well as population awareness of the existence and value of
ARP, are key estimates that must be developed on an ongoing basis; a somewhat
broadened mission for the process evaluation, building on procedures developed
in the 2004-2005 evaluation, will answer this need,;

e Tracking the proposed metrics. Going forward, repetition of the survey/tracking
data collection and analysis will provide key high level feedback on the “ARP
share” and customer awareness of recycling options;

e Describing the secondary appliance market in relation to ARP. Building upon the
2004-2005 evaluation, detail the current state as well as changes in the market,
including the existence of secondary appliance dealers and how that has changed
since 2005, the extent to which “flows” of secondary appliances through retail
and bilateral transfer channels appear to have shifted in terms of volume and
quality of appliances, the extent to which recycling programs may have affected
the availability of used appliances in lower income communities, and whether

36 Evaluation Study of the 2004-2005 Statewide RARP, by ADM, Athens, Hiner, Innovologie (April, 2008)
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there are changes in the “saleability” or simply the pricing of available secondary
appliances;

e Perform an analysis of the appliances collected by recycling vendors, to assess the
age and size of these units. This is an important contribution, in that the
estimation of savings (ex ante or ex post) entails accurate information on the
population distribution of appliances by size, configuration, and age. The
reliability of the tracking data as a source for this information is a reasonable
cause for concern, so that the development of estimates connecting tracking and
“verified” size and age values will be an important part of the toolkit for assessing
and planning ARP;

e Monitor the fraction of discarded/transferred appliances, by appliance type and
age, which are penetrated by the program within IOU territories. Understanding
the “disposal share” going forward relates not only to a key transformation-related
metric, but also can be useful if disaggregated, so that program management and
planning is based on knowledge of the extent to which the program is adequately
focused on aged and inefficient appliances;

e Assessment of the effectiveness of customer satisfaction with particular steps in
the program, as implemented. Following on the 2004-2005 evaluation, survey
work detailing successes and improvable processes will be conducted — specific to
enrollment by enrollment type, pickup and time to pickup, receipt of incentive,
etc;

e Assess program awareness in customer segments, including segmentation by
customer tenure and payer arrangement. This survey work will be critical in
identifying customer segments (residential/non-residential, income grouping,
renter/owner, electric payer/submetered tenant, etc.) in which significant
recycling opportunity or potential may be expected; and

e Evaluate the effectiveness of integration between other key programs in the
portfolio- including both (a) the extent to which coordination leads to increased
co-participation, and (b) the extent to which organizational variables, including
enhanced linkage between tracking databases, lead to greater participation.

Additionally, an SCE-specific process evaluation is planned, in order to improve
program design, implementation, and effectiveness. The follow topics and issues will
be addressed:

e As part of this study, SCE will follow up on the 2006-2008 process evaluation, as
well as leads provided by the 2004-2005 ADM study, in order to relate customer
segmentation to untapped recycling potential and cost-effective opportunities;

e Segmentation analysis will be extended to include testing of a few marketing
messages tailored to the segmentation results; and

e Short term, possibly quasi-experimental studies will be implemented with respect
to:

(a) payments specific to larger, higher-consumption appliances;

(b) the pilot program associating appliance retailer rebate/new appliance
delivery with recycling; and possibly

(c) appropriate linking with SCE’s LIEE program.
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Note that in each of these cases, there may be opportunities to increase volume (gross
savings), but at the possible expense of the net-to-gross ratio, such that cost-effectiveness
may depend upon eliminating or reducing incentives for a particular program design
alternative.
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7. Program Interaction Diagram ARP

|OU Residential EE Program & Portfolio Management Team

AR Program
Management
(Down-Stream)

Codes & Standzrds
Program Management

Emerging Technolagy
Pragram Management

WET Program Hm;ﬁ"”
Management Whegrabion

Statewide Statewide Statewide Statewide Statewiide Statewide
HEES Proaram =@ ARProgram  (geml§ Codes & Standards (el Emerging Technology —(Qemil WET Proaram =  Flex-YourPower
°d (Down-Strea) Program & CEC Program, CECIPIER °d Media Campaign
4
¢ AR Program Marketing &
Dowin-stream Incantives
AR Program's Participants:
| Coniractors, Property Owners|
Managers
AR Program WET
el (Property OwinersiManagers,
Contractors
Program GPS System Pick-ups by Program n
| [mplementer (Real time (il Recyclers [ o ] Recyf'cleal;ﬂelior:psoge LEo
schaduling & plckups) (ARCA, JACO) Or Recycle & Strap
Energy Star Program, EPA,
j—————— )0F, Othet National
International Organizations
Other legislations and/or local
— ngrams:
AB32, ABE11, etc.

Southern California Edison

109

2009 — 2011 Energy Efficiency Plans

March 2009




Residential: Appliance Recycling Program

8. Program Logic Diagram
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1. Program Name: Business and Consumer Electronics Program (BCEP)
Program Type: Core

2. Projected Program Budget Table
Table 1 - reference the REEP for budget details

3. Projected Program Gross Impacts Table — by calendar year
Table 2 - reference the REEP for projected gross impact details

4. Program Description
a) Describe program
The BCEP is a new addition to the residential energy efficiency portfolio for 2009-
2011. The BCEP provides midstream incentives to retailers to increase the stocking
level and promotion activities of high-efficiency (i.e., ENERGY STAR®) electronic
products including computers, computer monitors, cable and satellite set-top boxes,
televisions, and additional business and consumer electronics as they become
available in the market. Smart power strips are now being evaluated for inclusion in
the program. The BCEP will also provide incentives to manufacturers that sell
directly to consumers or key accounts. Although SCE, PG&E and SDG&E share
similar program theory, design, and goals, each IOU may implement its program
logistics differently.

The program plans to expand and leverage the point-of-sales (POS) rebate delivery
method, provide field support services to update marketing materials in retail stores,
and support education of the retailer sales force. The BCEP includes a linkage to an
online information system designed to identify the most energy-efficient and
environmentally friendly products available in the market for multiple categories,
including televisions, appliances, and computers.

b) List measures

The following incentives will be available through the program:
Measures Incentive
>ENERGY STAR® qualified Televisions $20.00
LCD monitors $7.50
ENERGY STAR 4.0® qualified Computers $8.35

c) List non-incentive customer services

The non-incentive services include a web-link to an on-line information system
mentioned above, to help California residents identify the most efficient and
environmental friendly consumer electronic products available in the market. The
non-incentive services also include outreach and educational activities for
manufacturers, retailers, and consumers. These outreach and educational activities
will be further detailed in the implementation plan below.
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5. Program Rationale and Expected Outcome
The BCEP is designed to respond to the growing plug-load energy usage in the
households. Today, the California IOUs all have a portfolio of residential programs
designed in two different approaches: (1) a measure-specific appliances approach
(i.e., HEER program) or (2) a comprehensive household performance and building
envelop approach (i.e., SCE’s local Comprehensive Home Performance Program).
The BCEP is designed to address the full range of growth of household plug-loads.
This program is a logical sub-component of the IOUs residential portfolio.

A review of residential plug-loads conducted by Foster Porter et al. (2006) shows that
home entertainment and information technology products dominate the electric
energy use for plug-loads, making up 60% and 31%, respectively of plug-load energy
use, and together represent more than 90% of total residential plug-load energy use as
shown in Figure 1, below.

Figure 1: Share of Plug Load Energy Use by Product Category (Foster Porter et.

al., 2006)
ormatio
e 0l0Q
% Small
appliances
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Other 5%
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Telephony Lighting
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Entertainment
Power
60% 1%
Personal
hygiene

0.4%

Source: Foster Porter, S., Moorefield, L., & May-Ostendorp, P. (2006). Final Field Research Report.
Retrieved November 11, 2008, from http://www.efficientproducts.org

The Foster Porter study included telephone surveys of 300 California homes to ascertain
the number and type of plug-load devices, field visits to 75 of these homes where power
consumption of an average of 17 plug load devices was measured, and extended field
visits to 50 of the homes where detailed, time-series measurements of energy
consumption were taken over a one-week period.

The tables below, also from the Foster Porter study, show the estimated average annual
energy use (kWh) by device type for the home entertainment and information technology
categories. Some of these measures are already selected for the initial BCEP
implementation.
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The BCERP is starting with three basic measures, but the program could quickly evolve to
include additional measures, including in-home energy monitoring systems, to address
plug-load growth in a comprehensive manner.

Home Entertainment Product Types and Energy Use

PRODUCT AVERAGE ANNUAL
ENERGY USE (KWH)
Plasma TV (<40") 441
Personal Video Recorder (PVR) 363
Digital Cable Set-Top Box (STB) 239
Digital Cable STB with PVR 376
Satellite Cable STB with PVR 236
Receiver 143
Satellite Cable STB 124
CRT TV (<40" 123
LCD TV (<40" 77
Speaker 66
Sub-woofer 60
Audio Mini-System 58
DVR 52
VCR 34
Portable Stereo 18
Radio 18
Video Game Console 16
DVD 13
Amplifier 13
CD Player 12

Source: Foster Porter, see citation above

Information Technology Types and Energy Use

PRODUCT AVERAGE ANNUAL

ENERGY USE (KWH)
Desktop Computer 255
Laptop Computer 83
CRT Monitor 82
LCD Monitor 70
Multi-Function 55

Printer/Scanner/Copier

Modem 50
Wireless Router 48
Fax 26
Computer Speakers 20
USB Hub 18
Printer 15

Source: Foster Porter, see citation above.

a) Quantitative Baseline and Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics
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b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

BCEP’s innovative program design, although exciting, has several built-in program

barriers. The program is designed to provide incentives to the mid-stream retailers.

The total distribution channel for the consumer electronic devices is complex and

worldwide. Below, we have outlined a few possible program barriers:

e Given the amount of incentive provided (between $7.50 and $20.00 per measure),
retailers may be reluctant to commit time and resources to promote the BCEP;

e Given the complexity of the products, the development cycle needed to include
products that exceed ENERGY STAR® specifications may take years to achieve.
In some cases, the manufacturers may be more motivated to develop features to
gain market share (i.e., reduce total product cost versus adding ENERGY STAR+
features) rather than devoting the resources needed to develop the necessary
ENERGY STAR® features; and

e [t is possible, despite the program promotional efforts and the appeal for
consumers to take environmentally responsible actions, an end user level rebate
might still be required to motivate actual purchase. The CFL lighting program
sought to reduce overall product cost at the consumer level through
manufacturing buy-downs, the BCEP’s approach to the consumer is more
indirect.

Based on our discussions with the retailers and manufacturers, we believe the BCEP’s
program design is sound. Initial discussions with the retailers indicate that they are
very excited about the program design and the level of program incentive is
significant, given their business model. As part of the ongoing process evaluation,
the IOUs will continue to monitor the other potential barriers.

BCEP will work with regulators to evaluate, develop and implement non-energy
programs, such as recycling and other non-energy benefit activities during the
program cycle, as appropriate.

d) Quantitative Program Targets

The proposed targets may be modified due to funding restrictions, especially for the
2009 bridge funding year.
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Table 5 - Program Activity Targets

Program Target by Program Target by Program Target by
SCE 2009 2010 2011
Target #1 Grow the list of
participating
Signup # | manufacturers to a
manufacturers to | minimum of 5 for
participate in the | 2009-2011 program
program cycle Same as 2009 Same as 2009
Target #2 Grow the list of
participating
Sign up # of retailers retailers to a
and retailer stores to | minimum of 5 for
participate in the [ 2009-2011 program
program cycle Same as 2009 Same as 2009
Collect a minimum
Target #3 of 1% POS
consumer contact
Collect % of POS data information for
so the consumers can | 2009-2011 program
be identified cycle Same as 2009 Same as 2009
Part-1: Visit or
contact each
participating
manufacturers and
retailers once per
year to deliver
program
information and
education
Target #4 | Part-2: Develop on-
line interactive
Complete # of | training to allow
marketing, educational | remote access by
and outreach events program
participants, to be Same as 2009 Same as 2009
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completed by 2010

Target #5

Meet 100% of program
kW and kWh goals.

Meet 100% kW or
kWh goals for
2009-2011 program
cycle

Same as 2009

Same as 2009

e) Advancing Strategic Plan goals and objectives

The BCEP supports the Strategic Plan by motivating retailers to stock more efficient
products which, in turn, can drive manufacturers toward the development and
introduction of more efficient products into the market. Since the midstream
incentives are offered on measures that have been identified as “plug load” products,
BCEP addresses the “plug-load” efficiency strategy identified in the Strategic Plan.

Residential plug-load has been identified as an area of increasing significance within
the Strategic Plan, due to increases in the number and volume of consumer electronics
devices in the market’’. BCEP will help stem the dramatic load growth attributed to
the rapid proliferation of increasingly energy-intensive consumer electronics, in both
business and residential customer categories. The program provides a consistent and
recognizable program presence throughout the state and offers similar measures,
incentives and processes.

Residential 3-1: Drive continual advances in residential energy usage, including plug-
loads, home energy management systems, and appliances - This program is part of
the solution to reduce energy consumption in California households. The current
design does not specifically address the Energy Division's request to transform the
market to meet the Strategic Plan’s goal of 30% or 70% deep energy consumption by

2020.

Residential 3-3: Create demand for such products through market transformation
activities — Plug-loads will be managed by developing consumer electronics and
appliances that use less energy and provide tools to enable customers to understand
and manage their energy demand.

Residential 3-4: Continuously strengthen standards, including the expansion of both
Title 24 and Title 20 to codify advances in plug load management - BCEP will
continue to interact with the California Energy Commission (CEC). The program
supports CEC efforts to draft modifications to California’s Title 20 Appliance Code
for new or updated efficiency standards. The BCEP Program will base advanced

37 The California Energy Efficiency Strategic Plan, Strategy 3; page 2 — 1.

Southern California Edison

117

2009 — 2011 Energy Efficiency Plans
March 2009




Residential: Business and Consumer Electronics Program

specifications, beyond ENERGY STAR®, on Consortium for Energy Efficiency
(CEE) standards.

6. Program Implementation
a) Statewide 10U coordination
I. Program name: Business and Consumer Electronics Program

ii. Program delivery mechanisms

The program will be delivered through a midstream strategy aimed at encouraging
manufacturers and retailers to increase the stocking, promotion, and sales of
energy-efficient electronic equipment. Retailer relationships established through
the HEER Program will be leveraged to establish a more robust relationship.

Midstream rebates will be paid to retailers on a per unit basis. Sales from each
approved retailer location will be summarized by store location and product type,
and then submitted to the program by the retailer on a monthly invoice. An
outside vendor will provide field support services to place marketing materials in
retail stores, ensure qualified product identification on retail store floors, remove
outdated materials and provide education to the retailer's sales force on delivering
the most effective energy-efficient decision message to the customer.

The rationale for a statewide program is twofold: (1) gain leverage with the
retailers and outreach, education and marketing entities to increase their
participation in this program and (2) gain economic leverage for each utility.
Combined, these factors will contribute to reduce the cost of electricity to
California's consumers by capturing the savings available from electronics.

Because it is statewide, the program will enjoy measure development efficiencies,
resulting from not duplicating the research and development cost for work papers,
etc. This is significant in that there are multiple product categories that need to be
managed on an ongoing basis. Additionally, the program provides a model for
utilities across the nation to follow, thereby increasing the overall leverage that
utilities can have to increase the share of highly efficient electronics in the US
market.

The program is designed to work with Original Equipment Manufacturers
(OEMs) and retailers. The consumer electronic market is served by a two-tier
distribution channel. OEMs can sell products directly to key accounts and on-line
stores, primarily a B2B model. OEMs will also use the two-tier distribution
channel to reach end users through mid-channel players such as retailers and
Value-added resellers (VARSs), this is typically referred to as a B2C model. OEMs
that sell directly to end-users and key accounts will be motivated to market high
efficiency electronics to the consumer market. Retailers will be incented to
market high efficiency electronics to both consumers and business customers.
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This midstream program design is based on several factors: the small size of the
potential incentives, their limited impact on consumer behavior, the large number
of rapidly changing product lines (i.e., often with 12 or fewer months of product
life), and the huge volume of electronics devices sold. In order to keep the
program cost effective, the average incentive offered is less than $20 per unit.

Combined annual sales of the consumer electronic products exceed $7 million.
This, combined with the fact that there are almost 7,400 retail electronics outlets
in California, necessitates a program that is top-down and driven by corporate
decision makers rather than store-level decision makers. This ensures an
economically efficient and effective program. If this was a downstream program,
it would require processing 1.4 million rebates to meet the proposed market share
goal of 20%. The associated costs of a downstream approach would make the
BCEP too expensive to implement.

Below is an initial list of targeted retail participants, on-line channels, and OEMs

for the BCEP:
Retailers Internet Retailers OEMs
Best Buy Co Inc Newegg.com Computer
Wal-Mart Stores Inc Amazon.com HP
Target TigerDirect Dell
Costco PC Mail Lenovo
Sears/Kmart Buy.com Apple
Sam’s Club Overstock.com Gateway
Apple Retail Stores Alienware Sony
Office Depot, Inc. CDW TV
Fry's Electronics Inc LG
Staples, Inc. Phillips
Office Max Sony
Buying Groups-Nationwide Samsung
Toshiba
Sharp
Panasonic

iii. Incentive levels
See Section 4b for the incentive levels.

iv. Marketing and outreach plans

The program will target the consumer electronics market, primarily with
midstream incentives, to increase the market share for ENERGY STAR®
qualified and/or higher efficiency electronics measures. Although measures
qualify for participation in BCEP based upon an ENERGY STAR qualification,
the program will monitor efforts such as the Topten USA  project for potential
consideration.
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The Topten USA project is a coordinated effort by several utilities across the
nation that provides an internet-based information system modeled after a product
currently available in Europe, to help customers identify the "top ten" most
energy-efficient and environmentally friendly products available. The Topten
USA website will be a collaborative effort of the World Wildlife Fund, Northeast
Energy Efficiency Partnerships (NEEP), the CEE, the California utilities, and
others. Eventually, Topten USA may expand to include other states, regions, or
the entire United States. The implementation of the Topten USA, as part of BCEP
marketing implementation, will be outlined in detail once the program is
approved. Topten USA and other consumer outreach activities such as SCE’s
Online Buyers Guide will be explored and cross-promoted during the program
cycle, as appropriate.

The educational marketing outreach will be comprehensive and integrated to

reach both B2B and B2C markets. Integration will also take place in cooperation

between all IOUs and other utilities within California. Four levels of marketing

outreach are planned:

e Outreach directly to corporate-level decision makers in retailers and OEM;

e OQutreach to store/field-level personnel and operations through professional
detailing groups. These actions ultimately reach the residential customer ;

e Outreach to associations and industry groups to garner program support and
participation; and

e Outreach to raise internal awareness for employees, and to service and sales
teams.

Marketing outreach to retailer channels and OEMs will be implemented by a
single entity at the program participants’ headquarters level. The program
coordination has to take place with program decision makers to agree on products
and promotional support activities. Coordination also has to take place with
program developers to implement the details of each marketing campaign across
multiple store geographies and multiple utilities. Finally, coordination has to take
place with data managers and data reporting functions.

Marketing outreach at the retailers’ field level will be conducted through detailing
firms who will provide in store/field level support for each channel program in
several ways:

e Place point of purchase materials in stores and on selected products;

Train store personnel about the program;

Track promotional and placement activity; and

Provide electronic reporting of activities.

Some customization of marketing promotional policy (i.e., possible restriction for
quantity limitations) may differ at the field level by region. However, point of
purchase signage requirements will be standardized, based on retailer
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requirements and program participation agreements for a standard look and feel
across stores.

Additional media recommendations for consideration include: broadcast media
(TV, cable, radio), print media (newspaper, journals and publications,
advertorials), and a possible micro-site. The program will assess the promotional
needs for in-home, outdoor, and other end-user outreach venues, based on cost-
effectiveness.

Outreach will be implemented with trade associations and trade groups to
promote the program and to increase the speed and efficiency of market
penetration. Some of the tactics under considerations include:

e Consumer Electronic Show (CES) — national/international format to bring
together manufacturers and resellers of all consumer electronics product lines,
and

e Retail Vision — national venue to bring together web retailers who control the
internet electronics retails space.

To fully understand the requirements for the different levels of marketing and
implementation effectiveness, various market research and measurement and
evaluation studies will be required. Below is a short list of possible studies:

e General consumer purchase behavior study, market trend monitoring,
competitive dynamic analysis within the BCEP market;

Pre-program launch data requirements (baseline data);

Program cycle data collection and Q/C process (satisfaction and AKA data);
Marketing program effective evaluation; and

Program participant satisfaction.

To address these market research and M&E requirements, please refer to the
M&E section of the PIP.

v. 10U program interactions with other entities

Extensive coordination will occur in 2009 between BCEP and the EPA ENERGY
STAR® Program. All program product specifications will be based on ENERGY
STAR® standards and reporting, and the ENERGY STAR® brand and marketing
efforts will be leveraged wherever possible.

BCEP will continue to interact with the CEC. The program works closely with
the CEC to draft modifications to California’s Title 20 Appliance Code for new or
updated efficiency standards.

The BCEP Program will base advanced specifications, beyond ENERGY
STAR®, on CEE standards.

More comprehensively, the BCEP will look to set up a national forum in
collaboration with DOE, EPA, CEE manufacturers, California IOUs, and other
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state and local energy efficiency programs. This forum will specifically address
the top level Strategic Plan strategy of raising plug-load efficiency and providing
behavioral solutions. The purpose of this forum is to increase awareness and to
encourage efficient use of BCEP-qualifying products.

vi. Similar IOU and POU programs

The most similar electronics program was the 80+ program, which provided
incentives to manufacturers to adopt a high-efficiency power supply as an OEM
component to computers. This program focused on creating market awareness of
the 80+ brand and worked with power supply manufacturers and computer OEMs
to gain adoption. Despite the good program concept, the 80+ program was
terminated early due to little market acceptance.

Consistent with the Strategic Plan strategy, the BCEP advances comprehensive
energy efficiency measures to specifically address the growth of plug-loads, and
plug-load efficiency. Over time, the BCEP could evolve to include smart-house
energy monitoring systems. The BCEP team will coordinate activities with IDSM
activities to ensure consistent implementation.

Program Integration: The BCEP is part of the overall residential program
portfolio to address and curb the various energy growths within the California
households. It will leverage and integrate marketing activities with programs
such as HEES, HEER, MFEER, ARP and others.

This approach will create additional energy savings and integration through inter-
program referral and data sharing, and bundling of DSM solutions across energy
efficiency, demand response, solar initiative, smart meters and other IDSM
efforts.

Support for LIEE and Non-LIEE qualifying low income families: The BCEP will
coordinate activities with LIEE to make sure all qualifying LIEE participants are
aware of the BCEP.

b) Program delivery and coordination
i. Emerging Technologies (ET) program
The BCEP has the potential to grow and add many other relevant measures
identified above. The BCEP has to aggressively monitor each of these product
categories to gauge the readiness of the measures. Some of these products have
very long product development cycles and others have short development cycles.
This means the BCEP must stay flexible to keep up with this dynamic market.

This emphasizes the importance of close coordination with Emerging
Technologies and Technology Transfer. A long-term strategic roadmap is needed
to guide the program in setting appropriate levels for product specifications within
the program. Below is an outline of a few key elements of this roadmap:
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e Understand and integrate electronics industry manufacturing and retail
product development and business cycles into BCEP planning;

e Integrate coordination with ENERGY STAR® standards development time-
line and availability;

o Keep the BCEP measures with their life cycle requirements (i.e., some of
these products may have a very short commercial product life cycle and newer
more advanced model may emerge quickly);

e Conduct technology assessments such as baseline energy use and energy
saving potential for new technologies to support new work papers; and

e Coordinate technology transfer activities with the statewide BCEP team.

ii. Codes & Standards program

The BCEP will work with the Codes & Standards program to ensure that the
impacts of any code changes are incorporated into program design and
implementation, especially any ENERGY STAR® standards.

The BCEP program team plans to work closely with the Codes & Standards teams
to focus on a long-term market transformation, using a combination of appliance
standards, customer incentives, and education. An overarching goal for this
coordination is to develop incentive and standard levels so that the incentive
program will support and encourage energy-efficient product innovation, while
paving the way for Title 20 performance standards.

iii. WE&T efforts

WE&T needs to take place at multiple levels: (1) the retail store, (2) the retailer
corporate/headquarters decision makers, and (3) Original Equipment
Manufacturers (OEMs).

For retail stores:

e BCEP representatives will provide training to store-level personnel at
participating retailers. These training activities will be supported by regular
surveys to determine the effectiveness of the training.

For retailer headquarters decision makers:

e The IOU account managers will work with buyers and merchandisers at the
headquarters of participating retailers to educate them about the availability,
desirability, and benefits of BCEP qualifying electronics.

For OEMs:

e The IOUs will work with OEM manufacturers to educate their product
managers and marketing groups about the importance of designing ENERGY
STAR® qualified and beyond features into their products.

Finally, the IOUs will work with all of the above to develop marketing programs
to educate consumers and increase awareness about the benefits of BCEP
qualifying products. Various efforts to educate sales associates of user and
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environmental benefits of BCEP-included products will take place during the
program cycle. BCEP initiatives include, but are not limited to, activities such as
site visits by program representatives, program participation agreements, and / or
literature, as appropriate.

iv. Program-specific marketing and outreach efforts

The BCEP is currently considering a full range of marketing tactics. Below, is a

short list of these activities:

e Specific outreach and training efforts to encourage manufacturers, retailers
and VARs to participate in the program. (i.e., individual meetings, trade
shows, and trade organizations);

e Media advertising as part of Flex-Your-Power ads (TV, cable, radio,
newspapers, internet, etc.,;

e Displays and signage such as billboards, out-of-home locations;

e Displayers at participating retailer locations;

e Other more innovative venue such as mobile communication, cell phone text,
and others;

e IOU-specific micro site; and

e Co-ops and co-branding with various manufacturers, retailers and VARs.

v. Non-energy activities of program

The program does not have any non-energy activities planned. All program
activities are directed to engage program participants at the multiple levels to
promote and purchase ENERGY STAR® qualified BCEP measures.

vi. Non-10U programs

The Los Angeles Department of Water & Power is in active discussions to start a
program similar to BCEP. There is also an active pilot program designed by the
Sacramento Municipality Utility District (SMUD) and PG&E. PG&E and SMUD
have been actively participating since mid 2008.

vii. CEC work on PIER
Similar to the discussion on the importance of working with the statewide
Emerging Technology Program, the BCEP will work closely with CEC and PIER
to maximize all outputs.

viii. CEC work on C&S
Similar to the discussion on the statewide Codes and Standards Program, the
BCEP program understands the importance of all standards-related work and will
implement all appropriate requirements.

iX. Non-utility market initiatives

The BCEP will work closely with the participating manufacturers, retailers and
VARs to design specific marketing initiatives. It is possible for the manufacturers
and retailers to conduct their own special promotions. However, the timing of
such activities is not known to the BCEP at this time.
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c) Best Practices

BCEP builds on the program designed for the 2008 Flat Panel Monitor and 80+
Rebate third-party programs. These programs, which offered upstream and midstream
rebates to major consumer electronic retailers and manufacturers, focused on
promoting high-efficiency computers and computer monitors.

We have learned two key challenges to the energy efficiency intervention: (1) the
small per unit savings can spread across millions of units; and (2) rapidly changing
baseline efficiencies due to quickly evolving products and markets. Past experience
with the HEER, upstream HVAC and Motors Program and others show that these
challenges are best addressed at the midstream level.

Past experience has also shown that major retailers have enough market power to
determine what product features the manufacturers bring to market. Increased
demand for high-efficiency consumer electronics from a retailer with strong
purchasing power can transform the supply chain. A midstream incentive to retailers
will create willingness for the retailer to report on the large number of individual sales
transactions and actively identify and display the new ENERGY STAR® qualifying
products that come to market.

The BCEP incorporated many “best practices” in its program design. Below are

examples of such program design lessons learned:

e Program timing — Each product category in the market has its own cycle (for
example, the television market life cycle, manufacturers work on an 18 month
design cycle — in terms of its impact on retail televisions. Thus, they need to
know 18 months in advance what televisions to promote in their sales cycle each
fall. For example, this means that by March 2009 they need to know the program
efficiency targets of the televisions they will sell in September 2011. Likewise,
retailers will make buying decisions in the late fall of 2010 through early 2011 for
the products they will sell throughout 2011 and into 2012 when the new 2012
models will be available. Such design and marketing cycles must be managed
and coordinated with all the stakeholders for each product category on an ongoing
basis. The BCEP roadmap planning and coordination activities will help facilitate
this level of planning.

e Dedicated/Experienced Account Relationship Management — This program is
based on changing the behavior of manufacturers and retailers. It requires access
and relationships with these people. It does little good to run this program
through environmental affairs groups unless those groups can and will influence
the buyers/decision makers. It is much more effective to develop direct
relationships with these personnel. Key lessons to keep in mind when trying to
influence the buyers/decision makers are:

e The target personnel are extremely busy, particularly at key seasons during the
year;
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e They focus their energy to attending only core activities relevant to their
business. It is critical that BCEP activities become more closely aligned to
their core activities;

e Assigning the right program people to fully dedicate to developing and
maintaining these multi-level relationships is critical to program success; and

e Developing relationships with all the channel players is critical to reaching the
shared goals with these key players.

The BCEP’s planned outreach and marketing activities are designed with the above

items in mind, and the need for quality data availability. Quality data is required in

order to develop accurate work papers and engage OEMs and retailers in the program.

There are several lessons learned from the PG&E television pilot:

e Data and product availability can be a serious problem. For example, there isn’t a
readily available list for qualifying televisions;

e Retailer’s purchasing decisions can seriously impact work papers and expected
sales volume; and

e Any delays in ENERGY STAR® standards development can impact channel
participation.

By working closely with retailers, PG&E was able overcome the issues identified
above and to gain access to retailer’s sales data, hence deriving the market penetration
estimate for ENERGY STAR®-qualified televisions.

d) Innovation

Innovative program implementation strategy is an excellent example of managing
complexity. The program has multiple moving parts and requires many levels of
participation among:

e OEM manufactures;

e Retailers at store front and executive offices;

e Many national and statewide stakeholders and trade association;

e Consumer groups; and

e Standards groups.

The BCEP consists of many design elements that can be a model for other statewide
implementation.

e) Integrated/coordinated Demand Side Management

The I0Us will coordinate program efforts with the local utility integration teams and
the Statewide Integration Task Force to identify successful integration approaches
and offerings, potential pilot programs and metrics.

f) Integration Across Resource Types (energy, water, air quality, etc)

Initially, the BCEPs will focus on electrical plug-load applications. Over time, as the
program evolves, water and air-quality monitoring in a smart house scenario is
entirely within the program scope and range.
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g) Pilots

In 2006-2008, The 80+ program was a SCE/PG&E pilot where we tested the
efficiency of ENERGY STAR computers. We have also tested ENERGY STAR
LCD monitors as part of the Monitor Program. As indicated earlier, the 2009-2011
BCEP program is building upon lessons learned from both of these pilots.
Collectively, we learned the importance of having a statewide program and the need
for cohesiveness support of ENERGY STAR standards.

PG&E and SMUD entered a pilot program in 2008 to develop the experience
necessary to ramp up a program in 2009 and to capture sales of televisions during the
transition to digital television. The PG&E pilot program team meets weekly to
identify status of program elements, identify future issues and develop actions to meet
future requirements. This team structure and operational procedures are part of a
program framework that can be expanded to a larger number of utility participants.
PG&E agrees to share all key pilot findings with other California IOUs and the
Energy Division in order to speed up the statewide BCEP implementation for 2009-
2011 program years. The BCEP 10Us will leverage lessons learned by
PG&E/SMUD pilot programs. Additional pilots may be explored as we add more
measures and components to this program.

h) EM&V

The utilities plan to work with each other and with the Energy Division to develop a
complete plan for 2009-2011 studies and budgets after the program plans are finalized
and filed. This plan will be submitted to the CPUC in time for approval along with
the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this
program will be developed after the final program design is approved by the CPUC
and program implementation has begun, since final plans will be based on identified
program design and implementation issues and questions. However, a brief
description of the current, preliminary plans is provided below:
e To validate and verify BCEP measure savings estimate with metering and
monitoring;
e Conduct statewide market evaluation to assess the following:
e Collect market baseline data — ODC is currently working on a statewide study
to provide market baseline data for manufacturers, retailers and VARs,
e Profile the customer behavior and attitude towards ENERGY STAR®
consumer electronic device purchases with or without incentive,
e Collect data for proposed metrics, and
e Monitor consumer electronic market trends; and
e Conduct IOU specific process evaluation to improve program design,
implementation and marketing effectiveness.

Program participants will provide information such as ENERGY STAR® vs. non-
ENERGY STAR® product sales through the program cycle plus sales totals by store
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location. This information will provide valuable insight into program successes and
can feed subsequent program strategies and deployment tactics.

7. Program Interaction Diagram
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8. Program Logic Model
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1. Program Name: Multifamily Energy Efficiency Rebate Program (MFEER)
Program Type: Core

2. Projected Program Budget Table
Table 1 - reference the REEP for budget details

3. Projected Program Gross Impacts Table — by calendar year
Table 2 - reference the REEP for projected gross impact details

4. Program Description
a) Describe program
The MFEER is a continuation of the existing statewide program within the residential
energy efficiency portfolios. In accordance with the Strategic Plan, this program
advances comprehensive energy efficiency measures, including: whole house
solutions, plug load efficiency, visual monitoring and displays, performance
standards, local government opportunities, and DSM integration.

Historically, owners and managers of multifamily properties have been less
responsive to energy efficiency efforts than other residential customers. As one of
California’s largest segments, this unique market warrants additional attention and
effort needed to motivate property owners and managers to actively participate in
energy efficiency programs. The MFEER proposes a series of comprehensive
measures designed to address systems within multifamily housing.

The MFEER offers prescribed rebates for energy efficient products to motivate the
multifamily property owners/managers to install energy efficient products in both
common and dwelling areas of multifamily complexes and common areas of mobile
home parks and condominiums. An additional objective is to heighten the energy
efficiency awareness of property owners/managers and tenants.

The MFEER must address the ongoing concern with “split incentives”, where the
residents are not the owners of the property, so they lack incentive to improve their
energy usage. Similarly, the property owners do not live on-site and pay higher
utility expenses due to inefficient appliances, thus lack any incentive to upgrade. The
MFEER was designed to drive this customer segment toward participation by
offering property owners a variety of energy efficiency measures and services.

Program Integration: The MFEER marketing plans include print material, direct
mail campaigns, print advertisement, trade show exhibitions, presentations, and
statewide advertising; the program also links program rebates for ENERGY STAR®
refrigerators with incentives from the ARP and coordinates with the HEES Program.
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Support for LIEE and Non-LIEE Qualifying Low Income Families: To make
property owners/managers aware of income-qualified services available to tenants,
the MFEER promotes the LIEE efforts within the customer application. The MFEER
will work with municipal entities to support AB811 to serve the needs of non-LIEE
qualifying low income families while still adhering to MFEER’s program design.

b) List measures
Measures and services to reduce energy usage may include, but are not limited to, the
following:

Electrical measures:

Screw-in CFLs (ENERGY STAR® Qualified)
Screw-in CFL Reflector bulbs (ENERGY STAR® Qualified)
High Performance Dual-Pane Windows

Ceiling Fans (ENERGY STAR® Qualified)

Interior CFL Fixtures (ENERGY STAR® Qualified)
TS5 or T8 Lamps w/electronic ballasts

Attic and/or wall insulation

Electric storage water heaters

Exterior CFL fixtures (ENERGY STAR® Qualified)
Occupancy sensors

Photocells

Exit Signs

Package terminal air conditioners & heat pumps
Room air conditioners (ENERGY STAR® Qualified)
Refrigerators (ENERGY STAR® Qualified)

Gas measures:

e High-efficiency Dishwasher

e (entral system natural gas water heaters

e Natural gas water heater and/or boiler controllers
e Natural gas storage water heater

e Central natural gas furnace

Measures may be added or removed from the program as technologies evolve and
market potential warrants.

c) List Non-incentive Customer Services

MFEER schedules training workshops to educate contractors about the benefits of the
measures offered by this program and other energy efficiency programs, including the
low-income program.
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5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

¢) Program Design to Overcome Barriers

Previous MFEER participants often state their intent to continue upgrading their
complexes with energy-efficient products. Lowered energy bills and reduced
maintenance efforts (e.g., changing out short-lived incandescent lamps) are
economical. Below, is a list of program barriers:

Ongoing Concern with Split Incentives

While some market barriers are the same as for other residential programs such as the
HEER (described below), others are unique to the MFEER. For this program, which
must deal with both owners/managers of multi-family buildings and with tenants, the
split-incentive barrier is high. Any measure or appliance that is installed in the tenant
dwelling area will provide benefits to the tenant while costs may go to the
owner/manager. This fact implies an uphill effort to get owner/manager participation.

In alignment with California’s BBEES and EAP policy initiatives, and advanced by
the Strategic Plan, the MFEER is in the unique position to overcome the split
incentive barrier by serving two distinct beneficiaries of energy savings, the property
owner and the tenant.

MFEER design has been overcoming the split incentive barrier since the program's
inception in 2002, as had its predecessor; the Residential Contractor Program did
since 1999. Program design has been effective to such an extent that the majority of
MFEER rebates paid were for products installed in tenant dwelling units.

Difficult to reach due to property owners lack cohesiveness as a group and high
turn-over rate of property managers

Further planning difficulties are generated by the fact that property owners/managers,
in large part, are not a cohesive group. This leads to disparities and gaps in industry
knowledge and poses a barrier to knowledge sharing. In addition, since on-site
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property managers tend to be somewhat transient, maintaining consistent contact is
difficult.

The multifamily property sector consists of commercial enterprises that provide
residential living spaces. In this quasi-commercial role, the property owner straddles
the residential and commercial energy efficiency programs’ definitions. The MFEER
specifically addresses their often overlooked needs.

The desired outcome of MFEER implementation is to realize long-term energy
savings through the installation of energy-efficient products in both the common
areas and dwelling units of multifamily complexes and the common areas of
condominium complexes and mobile home parks. Another objective is the inclusion
of rented mobile homes when those park owners/managers are making replacements
in common areas.

The creation of energy-efficient complexes provides benefits beyond the direct
energy savings to common areas. Through the incorporation of EE measures by
multifamily property owners and managers, the opinions and behaviors of tenants can
be influenced. These behaviors can contribute to a self-reinforcing cycle of EE
responsibility throughout a complex as more knowledgeable customers install
measures that can reduce the overall energy footprint, with no loss of safety or
comfort.

Issue of Affordability

Out-of-pocket costs pose a significant participation barrier for the customer. With the
exception of some of the larger property management firms, pay-back terms, no
matter how favorable, are perceived as an unacceptable risk by the average customer.

Selected Measures Account for Majority of Program Savings

Although the MFEER offers a comprehensive list of measures for multifamily
dwellings, most of the program results are provided by lighting related measures.
The cause of this is under investigation in the 2006-2008 process evaluation report,
which is expected to be completed in 2009.

Program Integration to Overcome Barriers

To address the trend toward comprehensive solutions and to reduce the potential for

lost opportunities, MFEER will integrate opportunities with other energy efficiency

programs and services, such as the ARP, HEES and income-qualified programs. This
collaboration should increase participation levels for each respective program.

e The MFEER will continue to work with the ARP to promote the turn-in of
inefficient (but functional) property owner-owned refrigerators. To generate
interest and gain higher participation levels through joint marketing efforts,
MFEER will also consider opportunities to cooperate with other energy efficiency
programs or services.

e MFEER will promote the LIEE program and the California Alternate Rates for
Energy (CARE) program within the application by making the property
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owner/manager aware of the available income-qualified services for the tenants.
Additional marketing efforts may include reaching tenants through direct-mail to
promote services not offered under MFEER, such as the CARE electricity bill
discount of 20% or more and the income-qualified refrigerator replacement.

e MFEER will coordinate with the HEES program to promote, and potentially
develop, a survey specific to the multifamily segment that engages the property
owners/managers by helping identify opportunities for saving energy and money
by using MFEER and other energy efficiency programs.

d) Quantitative Program Targets

The statewide MFEER is striving to meet the following program activity targets. The
proposed targets may be modified due to funding restrictions, especially for the 2009

bridge funding year.
Table 5: Proposed Program Activity Targets
SCE Program Target by Program Target by Program Target by
Program Name 2009 2010 2011
Target #1
Complete 20,000
Direct mailing to reach pieces of direct
20,000 multifamily mailing,
sites
place monthly trade
Advertising in trade | journal advertising,
journal (depended on
approved marketing | attend 3 trade shows
budget) per year
Support outreach
events such as trade Same as 2009 Same as 2009
shows
Target #2
Require 100% of
program participating
electrical contractors to
meet licensing 100% for 2009-
requirements | 2011 program cycle Same as 2009 Same as 2009
Target #3
Deliver program
specific
communications to
participating | 2 communications Same as 2009 Same as 2009
contractors per year
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Target #4

Continue to solicit
participation from
mega property
management Company 3 per year Same as 2009 Same as 2009

Note: The proposed activities above may be limited by program funding restrictions,
especially for 2009

e) Advancing Strategic Plan Goals and Objectives

In accordance with the Strategic Plan, this program advances comprehensive energy
efficiency measures, including: whole-house solutions, plug-load efficiency,
performance standards, leveraging of local government energy partnership
opportunities, and DSM integration. As technology progresses, this program will
adopt newer measures such as home energy monitoring and displays. Each of these
measures works to reduce the energy and carbon footprint of multifamily dwellings
and will create additional energy savings and integration opportunities through inter-
program referral, data sharing, and bundling of DSM solutions across energy
efficiency, DR, CSI, smart meter and other IDSM efforts.

The MFEER will support the following Strategic Plan as described below:

e 2.1.3.2. Home buyers, owners, and renovators will implement a whole-house
approach to energy consumption that will guide their purchase and use of existing
and new homes, home equipment, household appliances, lighting and “plug load”
amenities;

e 2.1.3.3. Plug loads will be managed by developing consumer electronics and
appliances that use less energy and provide tools to enable customers to
understand and manage their demand; and

e 2.1.3.4. The residential lighting industry will undergo substantial transformation
through the deployment of high-efficiency and high-performance lighting
technologies, supported by state and national codes and standards.

The current program design does not specifically address the Energy Division's
market transformation goal of having 100% of multifamily households achieve a 40%
reduction in energy consumption from 2008 levels by 2020. However, the program is
part of the solution to reach the multifamily transformation goal for California. A
portion of the 2020 goals could be achieved through codes and standards ratcheting or
by other local program’s implementations. To become a market transformation
program, MFEER will need to make significant changes to program design, program
cost effectiveness, and many other economical feasibility issues. Furthermore, the
MFEER program will need to be sensitive to the CPUC/CEC market potential

studies.
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6. Program Implementation
a) Statewide 10U coordination

I. Program name: Multifamily Energy Efficiency Rebate Program

ii.  Program delivery mechanisms

The MFEER provides cash rebates for installing qualified energy-efficiency

products in existing apartment dwelling units and in the common areas of

apartment and condominium complexes, and common areas of mobile home

parks. Property owners and managers of existing residential multifamily
complexes with two or more dwelling units may qualify.

iii. Incentive levels

MEASURE PG&E SCE SCG SDG&E

$0.15/Square $0.15/Square $0.15/Square $0.15/Square

Attic Insulation Foot Foot Foot Foot
$0.15/Square $0.15/Square $0.15/Square $0.15/Square

Wall Insulation Foot Foot Foot Foot

High Efficiency Clothes

Washer Level 1 - dwelling

unit $35/Unit n/a n/a n/a

High Efficiency Clothes

Washer Level 2 - dwelling

unit $75/Unit n/a n/a $75/Unit

High Efficiency Clothes

Washer Level 1 - coin-op $150/Unit n/a $150/Unit n/a

High Efficiency Clothes

Washer Level 2 - coin-op $150/Unit n/a $150/Unit $150/Unit

High Efficiency Dishwasher

Level 1 $30/Unit n/a $30/Unit n/a

High Efficiency Dishwasher

Level 2 $50/Unit n/a $50/Unit n/a

High Performance Dual $0.75/Square $0.75/Square

Pane Windows Foot Foot n/a n/a

Residential Cool Roof - Low

Slope $0.20 per sq. ft. n/a n/a n/a

Residential Cool Roof -

Steep Slope Tier | $0.10 per sq. ft. n/a n/a n/a

Residential Cool Roof -

Steep Slope Tier Il $0.20 per sq. ft. n/a n/a n/a

Central System Natural Gas

Water Heaters $500.00/unit n/a $500.00/unit $500.00/unit

Natural Gas Water Heater

and/or Boiler Controllers n/a n/a $750.00/unit $750.00/unit

Natural Gas Water Heater

and/or Boiler Controllers n/a n/a $1,500.00/unit $750.00/unit

Central system Natural Gas

Boilers-Hot Water/Space

Heating $1,500/system n/a $1,500/system | $1,500/system
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MEASURE PG&E SCE SCG SDG&E
Natural Gas Storage Water
Heater $30.00/unit n/a $30.00/unit $30.00/unit
Electric Storage Water
Heater $30.00/unit $30.00/unit n/a $30.00/unit
Commercial Steam Traps -
any pressure $50.00/unit n/a n/a n/a
Commercial Steam Traps -
< 15 psig $100.00/unit n/a n/a n/a
Industrial Steam Traps - >
15 psig $200.00/unit n/a n/a n/a
Low-Flow Showerhead $15.00/unit n/a n/a $5.00/unit
Faucet Aerators n/a n/a n/a $1.25/unit
Ducted Evaporative Cooler -
Level 1 $300.00/unit n/a n/a n/a
Ducted Evaporative Cooler
with New Pressure Relief
Damper(s) - Level 1 $400.00/unit n/a n/a n/a
Ducted Evaporative Cooler -
Level 2 $500.00/unit n/a n/a n/a
Ducted Evaporative Cooler
with New Pressure Relief -
Level 2 $600.00/unit n/a n/a n/a
Package Terminal Air
Conditioners and Package
Terminal Heat Pumps $100.00/unit $100.00/unit n/a $100.00/unit
Energy* Room Air
Conditioners $50.00/unit $50.00/unit n/a $50.00/unit
Variable Speed Motor
(VSM) Air Handler System $50.00/unit n/a n/a n/a
92 AFUE Central Natural
Gas Furnace $200.00/unit n/a $200.00/unit $200.00/unit
94 AFUE Central Natural
Gas Furnace $300.00/unit n/a n/a n/a
Energy* Exterior Hardwired
Fluorescent Fixtures $30.00/fixture $30.00/fixture n/a $30.00/fixture
Energy* Interior Hardwired
Fluorescent Fixtures $40.00/fixture $40.00/fixture n/a $40.00/fixture
Energy* Labeled Ceiling
Fans with Energy* CFL $20.00/fixture $20.00/fixture n/a $20.00/fixture
LED Exit Signs $35.00/fixture $35.00/fixture n/a $35.00/fixture
Occupancy Sensors $10.00/sensor $10.00/sensor n/a $10.00/sensor
Photocells $10.00/photocell | $10.00/photocell n/a $10.00/photocell
Screw-In Compact
Fluorescent (CF) Reflector
Bulbs - R30 $8.00/unit $8.00/unit n/a $8.00/unit
Screw-In Compact
Fluorescent (CF) Reflector
Bulbs - R40 $10.00/unit $10.00/unit n/a $10.00/unit

$36.00/time

Time Clocks clock n/a n/a n/a
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MEASURE PG&E SCE SCG SDG&E
T8 or T5, 2-ft. 1 lamp $32.00/unit $32.00/unit n/a $32.00/unit
T8 or T5, 2-ft 2 lamps $34.00/unit $34.00/unit n/a $34.00/unit
T8 or T5, 2-ft 3 lamps $38.00/unit $38.00/unit n/a $38.00/unit
T8 or T5, 2-ft 4 lamps $45.00/unit $45.00/unit n/a $45.00/unit
T8 or T5, 3-ft. 1 lamp $32.00/unit $32.00/unit n/a $32.00/unit
T8 or T5, 3-ft 2 lamps $34.00/unit $34.00/unit nla $34.00/unit
T8 or T5, 3-ft 3 lamps $38.00/unit $38.00/unit n/a $38.00/unit
T8 or T5, 3-ft 4 lamps $45.00/unit $45.00/unit n/a $45.00/unit
T8 or T5, 4-ft. 1 lamp $32.00/unit $32.00/unit n/a $32.00/unit
T8 or T5, 4-ft 2 lamps $34.00/unit $34.00/unit nla $34.00/unit
T8 or T5, 4-ft 3 lamps $38.00/unit $38.00/unit n/a $38.00/unit
T8 or T5, 4-ft 4 lamps $45.00/unit $45.00/unit n/a $45.00/unit
T8 or T5, 8-ft. 1 lamp $32.00/unit $32.00/unit n/a $32.00/unit
T8 or T5, 8-ft 2 lamps $34.00/unit $34.00/unit n/a $34.00/unit
T8 or T5, 8-ft 3 lamps $38.00/unit $38.00/unit nla $38.00/unit
T8 or T5, 8-ft 4 lamps $45.00/unit $45.00/unit n/a $45.00/unit
T12 Delamping $6.00/each $6.00/each n/a $6.00/each
Commercial Pool and Spa
Heater $2.00/Mbtuh n/a $200.00/each n/a
Efficient Two-Speed Pool
Pump and Motor $100.00/unit n/a n/a n/a
Efficient Two-Speed Pool
Pump Motor with controller $100.00/unit n/a n/a n/a
Efficient Variable-Speed
Pool Pump and Motor $100.00/unit n/a n/a n/a
Efficient Variable-Speed
Pool Pump Motor with
controller $100.00/unit n/a n/a n/a
Energy* Screw-in CFL 5-13
watts n/a $4.00/each n/a $4.00/each
Energy* Screw-in CFL 14-20
watts n/a $5.00/each n/a $5.00/each
Energy* Screw-in CFL 21-30
watts n/a $6.50/each n/a $6.50/each
Energy* Labeled
Refrigerators n/a $50.00/each n/a n/a

iv. Marketing and outreach plans, e.g. research, target audience, collateral,
delivery mechanisms
The MFEER statewide marketing plans include print collateral material, direct

mail campaigns, print media advertisements, trade show exhibitions and

presentations, and leveraging with other IOU energy efficiency efforts and
programs where feasible (see targets above, Table 5).
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v. 10U program interactions with CEC, ARB, Air Quality Management
Districts, local government programs, other government programs as
applicable

The MFEER program will coordinate with CEC, ARB, AQMD, and other local
agencies and municipalities to implement environmental programs in support of
California’s long term Strategic Plan and CPUC initiatives.

vi. Similar IOU and POU programs
The MFEER is a statewide program. Programs outside of California are
implementing similar program designs (e.g., Austin Energy).

b) Program delivery and coordination

To motivate multifamily property owners/managers to install energy-efficient
products in the common areas and dwelling units of multifamily complexes and
common areas of mobile home parks and condominiums, the MFEER Program offers
prescribed rebates for energy efficient products An additional objective is to increase
the energy efficiency awareness and knowledge of property owners/managers and
tenants.

The program leverages an extensive network of contractors to reach property owners
and property managers. In addition to these contractors, the program also makes
direct outreach to mega-property companies such as the Irvine Company. This
network of contractors helps identify prospective properties and contact people. The
contractors also help property managers develop lists of improvements that are
eligible for utility incentives. When ready, the contractors install the measures then
often will assist the property owners/managers complete the incentive application
paperwork.

For marketing and outreach activities, the MFEER not only reaches out to the end
users, but will also make special outreach and training sessions available to the
MFEER affiliated contractors on a regular basis.

i. Emerging Technologies (ET) Program

The program collaborates with the Emerging Technologies Program in assessing
energy efficiency technologies that are new and/or underutilized in the
residential/multifamily market.

ii. Codes & Standards Program
The MFEER works with the codes and standards group to ensure that all the
measures offered by the program are updated timely.

iii. WE&T efforts

The implementation of various training and coverage may differ for each IOU.
For SCE, the energy centers traditionally did not offer classes specifically
designed for the MFEER contractors and property owners. The MFEER will
work with the energy centers to develop new and modify existing education and
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training classes for contractors and property owners, to assist in advancing the
objectives of the Strategic Plan.

iv. Program-specific marketing and outreach efforts

The MFEER marketing plans consist of print collateral material, direct mail
campaigns, print advertisement, trade show exhibitions and presentations,
statewide advertising, and leveraging other IOU energy efficiency efforts and
programs where feasible.

v. Non-energy activities of program
Training of contractors and outreach to mega-property owners are part of the
program’s non-energy activities.

vi. Non-1OU programs

The program allows cross promotion of other applicable programs, such as those
of water agencies that offer rebates for clothes washers and dishwashers. Program
staff will work with other utilities and groups, as appropriate, to increase program
participation and savings levels.

vii. CEC work on PIER
The MFEER will work with the residential program team to track the latest
developments from CEC and PIER.

viii. CEC work on C&S
MFEER is very sensitive to the codes and standards that the IOUs and CEC are
working on. The program will monitor these activities and incorporate any
standards ratcheting as appropriate.

ix. Non-utility market initiatives

Along with the HEER program, MFEER supports all ENERGY STAR®
activities. In addition, MFEER also participates in activities with the local and
national housing authorities.

c) Best Practices

Given the difficulty of reaching potential customers, the MFEER is designed to
leverage the knowledge and contacts of its network of contractors. Given the limited
marketing budget, this targeted outreach method has yielded fruitful results for the
program. It also consistently helped the program in overcoming the split-incentive
barrier within this segment.

This program also drives permanent change in California and achieves market
transformation through the installation of ENERGY STAR® interior and exterior
hardwired fixtures, thereby reducing tenants’ energy usage in apartments and also
reducing property owners’ energy usage in common areas.
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d) Innovation

A key program innovation is the customer referral process, which was developed to
assist property owners who own apartment buildings served by different IOUs. In this
process, a property owner who is working with an IOU and owns properties served by
other IOUs is automatically referred to the appropriate program managers at those
I0Us. Confusion and barriers that can result when working with multiple entities is
reduced since the IOUs operate identical rebate programs and use similar rebate
applications.

As one of the few programs in the nation that specifically address this hard-to-serve
market segment, this unique and innovative program has developed a model approach
for other utilities to emulate. In addition, the program represents an innovative
partnership among California utilities, demonstrating the great potential of a
statewide energy efficiency program and creating processes, upon which other
partnerships can build.

This program is especially innovative since multifamily property owners/managers
and tenants have traditionally been unable to receive energy efficiency rebates. Some
tenants qualified for the low-income programs, and before 2002, under the RCP
program, a few multifamily properties received installation of CFLs, water heater
controllers, and duct test and sealing. The development and implementation of the
statewide MFEER has increased the participation of not only property
owners/managers (for the common area energy efficient measures), but also of
tenants who use approximately 80% of the energy in multifamily buildings.
Traditionally, this has been an untapped market. Each year that rebate funding has
been available, energy savings have increased exponentially.

e) Integrated/coordinated Demand Side Management (ISDM)

To identify successful integration approaches and offerings, potential pilot programs
and metrics, the IOUs will coordinate program efforts with the local utility integration
teams and the Statewide Integration Task Force.

The MFEER will work with IDSM initiatives to identify the best possible
collaboration. The potential offer could include smart metering, load management
and other services, as appropriate. The details of this collaboration will be better
defined in the 2009-2011 program cycle.

f) Integration Across Resource Types (energy, water, air quality, etc)

The program allows for cross-promotion of other available programs, such as water
companies that offer rebates for clothes washers and dishwashers. SCE agrees to
investigate and implement a similar market program to make multiple resource
offerings in MFEER consistent statewide.

SCE and SCG will collaborate to create a pilot program specifically for the
Multifamily market segment. The pilot will be created by adding a multifamily
component to the current (joint) HEES Program. The audits will address water, gas,
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and electric savings for multifamily buildings. SCE and SCG will share the results of
the multifamily HEES pilot. If successful, the MFEER will adopt this
implementation as part of the statewide initiative.

g) Pilots

A multifamily component will be added to the HEES program: SCE and SCG will
create a pilot program that emulates the current energy audit program for single
family residents. In order to accomplish this, SCE and SCG will work with a third
party to create the multifamily audit tool. IOUS plan to offer the pilot program at
various venues such as the Apartment Owners Association meetings, tradeshows, and
seminars. This approach should be met favorably as owners typically want to save as
much money as possible. By using the audit to perform a comprehensive energy
analysis, the MFEER core measures will be recommended when appropriate. We will
incorporate recommendations for water savings and refer customers to their local
water districts when appropriate.

h) EM&V

The utilities plan to work with each other and with the Energy Division to develop a
complete plan for 2009-2011 studies and budgets after the program plans are finalized
and filed. This plan will be submitted to the CPUC in time for approval along with
the PIPs.

Detailed plans for process evaluations and other evaluation efforts specific to this

program will be developed after the final program design is approved by the CPUC

and program implementation has begun, since final plans will be based on identified

program design and implementation issues and questions. However, a brief

description of the current, preliminary plans is provided below:

e Work with Energy Division to resolve market baseline and transformation issues;

e Update and repeat CLASS and RASS/RMST Appliance Tracking & Saturation
studies, as appropriate;

e Conduct statewide process evaluation to assess the following:
1. Track the all proposed key metrics;

e Conduct SCE specific process evaluation to improve program design,
implementation and market effectiveness; and

e Design an M&E study to monitor the pilot program mentioned above, especially
to examine the conversion rate from multifamily HEES to MFEER program
participation and assess the level of participation relative to the scope of HEES
recommendations.

As indicated by the Itron Final Report: Scenario Analysis to Support Updates to the
CPUC Savings Goals, 3/2007, the residential sector (single family and multifamily)
will be expected to deliver a significant portion of California's energy savings in
nearly all scenarios. The statewide MFEER program delivers a portion of the required
savings and is part of the total energy efficiency strategy.
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7. Program Interaction Diagram MFEER

IOU Residential EE Program & Portfolio Management Team

"MFEE“:ET;E:“‘ Codes & Standards Emerging Technology WET Program M;ﬂno
(Down-Stream) Program Management Program Management Management lgrten

Statewide Statewide Statewide Statawide Statewide Statewide
HEES Progran @==@ MFEERProgram  @eef§ Codes & Standards @l Emerging Technology —(mmil WET Proaram @mmd  Flox-Your-Power
% (Down-Stream) Program 8 CEC Program, CECIPIER % Media Campaign
4
MFEER Program Marketing &
 — Down-stream Incentives
MFEER Program's
| Participants: Contractors,
Property OwnersiManagers
MFEER Pragram WET
|} (Praperty OwnersiManagers,
Contractors
Energy Star Prograti, EPA,
@  DOE, Othar Nationall
International Organizations
Other legislations andlor local
Programs:
AB32, ABB11, etc.
Southern California Edison 2009 — 2011 Energy Efficiency Plans

144 March 2009



Residential: Multifamily Energy Efficiency Rebate Program

8. Program Logic Model MFEER
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1. Program Name: Commercial Energy Efficiency Program
Program ID: SCE-SW-002
Program Type: Core

2. Projected Program Budget Table

Table 1*
Integration Budget
Total Total Direct Allocated to other
Administrative Cost| Total Marketing & | Implementation Programs (If Total Budget By
SCE-5W-002 |Main Program Name / Sub-Program [Actual) Outreach (Actual) [Actual) Applicable) Program (Actual)
NONRESIDENTIAL
Commercial Energy Efficiency Program
MNaonresidential Audits 3 1709015 5 4735075) & 3.864.910 5 10,309,000
Calculated Incentives Program 5 5613676 3§ 8137816 3§ 37.362.507 3 51,114,000
Deemed Incentives Program 5 5119070 3§ 11891986 § 35,806,944 3 52.818,000
Commercial Direct Install Program 5 5852962 § 3279000 S 95.829.038 5 107.961.000
Continuous Energy Improvement 5 116500 § - 5 487,500 5 604,000
Energy Efficiency for Entertainment Centers 5 144565 § - 5 1,968,435 ) 2,113,000
Private Schools and Colleges Program 5 370201 § 75,000 S 2.032.799 ] 2.478,000
California Preschools Program 5 A73.000( § - 5 3.636.000 5 4.209.000
TOTAL:| § 22,496,989 | § 28118877 | § 180,988,133 | § L 231,606,000
3. Projected Program Gross Impacts Table — by calendar year
Table 2
200913 EE 200913 EE 200913 EE
Program Gross | Program Gross | Program Gross
SCE-SW-002 [Commercial Energy Efficiency Program kWh Savings kW Savings Therm Savings
Mon-Residential Audits 58,874,184 17,198 -
Calculated Incentives Program 246,579,542 37,936 -
Deemed Incentives Program 273,934,503 60,017 -
Commercial Direct Install Program 321.697.024 64,263 -
Continuous Energy Improvement - - -
Energy Efficiency for Entertainment Centers 6,961,230 4,476 -
Private Schools and Colleges Program 9,692,624 3,168 -
California Preschools Program 5.095.831 595 -
TOTAL 952,834,938 187,952 -

SCE is forecasting installations beyond 2011 to capture those projects committed (funds reserved) in the 2009-2011
program cycle, however are not installed until after 2011.

! Definition of Table 1 Column Headings:

Total Administrative Cost includes all Managerial and Clerical Labor, Human Resource Support and Development,
Travel and Conference Fees, and General and Administrative Overhead (labor and materials).

Total Direct Implementation — includes all financial incentives used to promote participation in a program and the cost
of all direct labor, installation and service labor, hardware and materials, and rebate processing and inspection used to
promote participation in a program.

Total Marketing & Outreach includes all media buy costs and labor associated with marketing production.

Integrated Budget Allocated to Other Programs includes budget utilized to coordinate with other EE, DR, or DG
programs.

Total Budget is the sum of all other columns presented here

Definition of sub-program: A “sub-program” of a program has a specific title, targets, and budget; uses a unique
delivery or marketing approach not used across the entire program; and for resource programs, has specific estimated
savings and demand impacts.
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4. Program Description
a) Describe program
The Statewide Commercial Energy Efficiency Program offers California’s
commercial customers a Statewide-consistent suite of products and services to
overcome the market barriers to optimized energy management. The program targets
integrated energy management solutions, including energy efficiency, demand
response (DR) and distributed generation, through strategic energy planning support,
technical support services, such as facility audits, calculation and design assistance,
and financial support through rebates and incentives.

Targeted end-users include all commercial sub-segments such as distribution
warehouses, office buildings, hotels, motels, restaurants, schools, universities,
colleges, hospitals, retail facilities, entertainment centers and “hard-to-reach” smaller
customers that have similar buying characteristics.

The Statewide Commercial Energy Efficiency Program includes five core Statewide
sub-program elements, including Non-Residential Audits, Calculated Incentives,
Deemed Rebates, Direct Install, and Continuous Energy Improvement support
services and incentives. Each utility also offers local program elements, third party
programs and local government partnerships that complement and enhance this core
offering for their region, as described below, and in complete detail in the
Commercial sub-program descriptions. Together these offerings are designed to not
only overcome the traditional market barriers to energy efficiency, but also use
efficiency to advance demand response and distributed generation opportunities
uniquely suited to the Commercial segment.

e Non-Residential Audits (NRA), including basic audits, Integrated Audits, and
Retro-Commissioning (RCx) audits, provide an inventory of technical project
opportunities and financial analysis information that can be used to support a
customer’s short- or long-term energy plan, and overcome both informational and
technical customer barriers.

e The Calculated program offering provides standardized incentives for customized
and integrated energy efficiency/DR projects for retrofit, and RCx projects, and
offers comprehensive technical and design assistance for each. It overcomes
information, technical, and financial barriers. Because it provides a customized
calculation method that can consider system and resource interactions, it will be
the preferred approach for supporting the integrated, whole system, and multi-
resource management strategies of the California Long Term Energy Efficiency
Strategic Plan (Strategic Plan).

e The Deemed rebate offering provides utility representatives, equipment vendors,
and customers an easy-to-use mechanism to cost-effectively subsidize and
encourage adoption of mass market efficiency measures through fixed incentive
amounts per unit/measure.
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e The Direct Install rebate offering provides small business customers that have a
small peak demand the opportunity to have a third-party contractor retrofit
existing systems to energy efficient systems at no cost to the customer.

e Continuous Energy Improvement (CEI) is a non-resource sub-program that
describes the strategic planning tools and resources which lay the groundwork for
long-term integrated energy planning and serve as a launching platform for other
utility and non-utility programs and services. Through analysis, benchmarking,
long-term goal setting, project implementation support, performance monitoring,
and ultimately energy management certification, CEI aims to transform the
market from a “project-to-project” approach to a continuous improvement
pathway. In support of the Strategic Plan, a CEI approach also sets the stage for
non-energy resource integration, such as greenhouse gas reduction, water
conservation strategies, and regulatory compliance.

When developing program metrics and targets for each sub-program element, each
utility will consider market potential as available, past program participation rates,
market progress, current economic conditions, work-paper and baseline updates, and
customer mix and penetration. Statewide coordination and planning will facilitate
inter-utility sharing of successes, lessons learned, and best practices in the pursuit of
those targets and metrics.

Statewide coordination and planning between utility program planning staff, utility
functional departments, government agencies, and other key partners and
stakeholders will also be critical to the advancement of the Strategic Plan. Leveraging
national and state initiatives, tools and resources to manage energy and resources —
including greenhouse gases (GHQ), air quality, and water — is a critical path to
optimizing the potential for California’s commercial customer segments to thrive. As
described in full in Section 6b, the Statewide Commercial Energy Efficiency Program
design includes the staged integration and coordination with existing non-utility
programs, initiatives and regulations, and later will drive or support advancements in
integrated resource planning, energy management certification, industry
benchmarking, workforce education and training, and sharing of industry best
practices.

The commercial customer markets are uniquely suited to integrated energy strategies.
Load management opportunities and demand response have had great success and
show additional potential. Opportunities for distributed generation from biogas,
biomass, solar, fuel cells and wind will be supported through this plan in support of
state renewable energy targets, state GHG reduction efforts under AB 32, and support
of emerging carbon markets and offset programs. Consistent with California’s
preferred loading order, however, the utilities will continue to aggressively market
and support energy efficiency first, as California’s most cost-effective energy
resource, while also being mindful of the customer’s ultimate interests and goals.
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b) List measures

Technologies addressed through this program effort are varied, and include lighting,
HVAC, refrigeration, food service equipment, boilers, vertical transportation, motors
and plug-load controls. A comprehensive list is located in Appendix A. Incentive
levels will be aligned with the Calculated and Deemed sub-programs.

c) List non-incentive customer services

The Statewide Commercial Energy Efficiency Program will include a wide variety of
non-incentive program services intended to support customer strategic planning,
educate and train customers and the workforce about energy efficiency, and provide
customized technical and project support. The service list includes:

Continuous Energy Improvement (CEI)

Energy management assessments.

Energy planning.

Baselining and benchmarking.

Project implementation support.

Customer recognition.

Resources on Energy Design Resources website.
Resource Conservation Manager (pilot).

Customer Education and Training

DOE Basic, Intermediate, and Specialist Training — refrigeration systems,
HVAC, motors, compressed air, and steam.

Other commercial process systems training.

Commercial lighting efficiency seminars.

Regulatory compliance and energy efficiency convergence, e.g., NOx and
boilers.

Integrated industry-focused workshops, e.g., restaurants, lodging, retail,
hospitals, commercial buildings, hi-tech and bio-tech facilities.

Workforce Education and Training

DOE Basic, Intermediate and Specialist Training in support of ANSI
Certification, per the Strategic Plan.

Title 24 Training.

Commercial refrigeration best practices (for designers), in support of the
Strategic Plan focus on refrigeration.

HVAC best practices for data centers, laboratories, and other specialized use
facilities.

California Advanced Lighting Controls Training Program (CALCTP).

Non-Residential Audits

Basic audits.
Integrated audits.
RCx audits.
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5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
Market Transformation (MT) metrics proposed in Tables 3 and 4 are preliminary. The
proposed metrics are meant to initiate a collaborative effort to elaborate meaningful
metrics that will provide overall indicators of how markets as a whole are evolving.
MT metrics should neither be used for short-term analyses nor for specific program
analyses; rather, should focus on broad market segments.

Market transformation is embraced as an ideal end state resulting from the collective
efforts of the energy efficiency field, but differing understandings of both the MT
process and the successful end state have not yet converged. The CPUC defines the
end state of MT as “Long-lasting sustainable changes in the structure or functioning
of a market achieved by reducing barriers to the adoption of energy efficiency
measures to the point where further publicly-funded intervention is no longer
appropriate in that specific market.”* The Strategic Plan recognizes that process of
transformation is harder to define than its end state, and that new programs are
needed to support the continuous transformation of markets around successive
generations of new technologies®.

Market transformation programs differ from resource acquisition programs on 1)
objectives, 2) geographical and 3) temporal dimensions, 4) baselines, 5) performance
metrics, 6) program delivery mechanisms, 7) target populations, 8) attribution of
causal relationships, and 9) market structures®. Markets are social institutions’, and
transformation requires the coordinated effort of many stakeholders at the national
level, directed to not immediate energy savings but rather to intermediary steps such
as changing behavior, attitudes, and market supply chains® as well as changes to
codes and standards. Resource acquisition programs rely upon the use of financial
incentives, but concerns have been raised that these incentives distort true market
price signals and may directly counter market transformation progress’. According to
York®, “Market transformation is not likely to be achieved without significant,
permanent increases in energy prices. From an economic perspective, there are 3
ways to achieve market transformation: (1) fundamental changes in behavior, (2)
provide proper price signals, and (3) permanent subsidy.”

? California Public Utilities Commission Decision, D.98-04-063, Appendix A.

? California Public Utilities Commission (2008) California Long Term Energy Efficiency Strategic Plan, p. 5. Available
at http://www.californiaenergyefficiency.com/docs/EEStrategicPlan.pdf

* Peloza, J., and York, D. (1999). “Market Transformation: A Guide for Program Developers.” Energy Center of
Wisconsin. Available at: http://www.ecw.org/ecwresults/189-1.pdf

3 Blumstein, C., Goldstone, S., & Lutzenhiser, L. (2001) “From technology transfer to market transformation”.
Proceedings of the European Council for an Energy Efficient Economy Summer Study. Available at
http://www.eceee.org/conference proceedings/eceee/2001/Panel 2/p2 7/Paper/

¢ Sebold, F. D., Fields, A., Skumatz, L., Feldman, S., Goldberg, M., Keating, K., Peters, J. (2001) A Framework for
Planning and Assessing Publicly Funded Energy Efficiency. p. 6-4. Available at www.calmac.org.

7 Gibbs, M., and Townsend, J. (2000). The Role of Rebates in Market Transformation:

Friend or Foe. In Proceedings from 2000 Summer Study on Energy Efficiency in

Buildings.

8 York, D., (1999). “A Discussion and Critique of Market Transformation”, Energy Center of Wisconsin. Available at
http://www.ecw.org/ecwresults/186-1.pdf.
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The question of what constitutes successful transformation is controversial because of
a Catch-22: Market transformation is deemed successful when the changed market is
self-sustaining, but that determination cannot be made until after program
interventions are ended. Often, however, the need for immediate energy and demand
savings or immediate carbon-emissions reductions will mean that program
interventions may need to continue, which would interfere with the evaluation of
whether MT is self-sustaining. Market transformation success has also been defined
in terms of higher sales of efficient measures than would have otherwise occurred
against a baseline absent of program interventions. The real world, however, provides
no such control condition. Evaluators must estimate these baselines from quantitative
factors such as past market sales that may be sparse and/or inaccurate - particularly
for new products. Evaluations must also defer to expert judgments on what these
baselines may have been as well as on the degree of successful market
transformation’. Due to the subjective nature of these judgments, it is imperative that
baselines as well as milestone MT targets be determined and agreed upon through
collaborative discussion by all stakeholders, and these targets may need periodic
revision as deemed necessary by changing context.

Market transformation draws heavily upon diffusion of innovation theory'’, with the
state of a market usually characterized by adoption rate plotted against time on the
well-known S-shaped diffusion curve. In practice, however, the diffusion curve of
products may span decades''. Market share tracking studies conducted 3, 5 or even
10 years after the start of an MT program may reveal only small market
transformation effects'?. The ability to make causal connections between these
market transformation effects and any particular program’s activities fades with time,
as markets continually change and other influences come into play.

These challenges mentioned above are in reference to programs that were specifically
designed to achieve market transformation; and these challenges are only
compounded for programs that were primarily designed to achieve energy and
demand savings. However, since the inception of market transformation programs
almost two decades ago, many lessons have been learned about what the
characteristics of successful MT programs are. First and foremost, they need to be
designed specifically to address market transformation. “The main reason that (most)
programs do not accomplish lasting market effects is because they are not designed
specifically to address this goal (often because of regulatory policy directions given to
program designers.)"*” The Strategic Plan recognizes that regulatory policies are not

% Nadel, S., Thorne, J., Sachs, H., Prindle, B., and Elliot, R.N. (2003). “Market Transformation: Substantial Progress
from a Decade of Work.” American Council for an Energy-Efficient Economy, Report Number A036. Available at:
http://www.aceee.org/pubs/a036full.pdf

10 Rogers (1995) Diffusion of Innovations, 5" Ed.

! Example in bottom chart of this graphic from the New York Times:
http://www.nytimes.com/imagepages/2008/02/10/opinion/100op.graphic.ready.html

12 Sebold et al (2001) p. 6-5,

13 Peters, J.S., Mast, B., Ignelzi, P., Megdal, L.M. (1998). Market Effects Summary Study Final Report: Volume 1.”
Available at http://calmac.org/publications/19981215CAD0001ME.PDF.
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yet in place to support the success of market transformation efforts'*, but also reflects
the CPUC’s directive to design energy efficiency programs that can lay the
groundwork for either market transformation success or for codes and standards
changes.

Above all else, the hallmark of a successful market transformation program is in the
coordination of efforts across many stakeholders. The most successful MT programs
have involved multiple organizations, providing overlapping market interventions'.
The Strategic Plan calls for coordination and collaboration throughout, and in that
spirit the utilities look forward to working with the CPUC and all stakeholders to help
achieve market transformation while meeting all the immediate energy, demand, and
environmental needs. Drawing upon lessons learned from past MT efforts, the Energy
Center of Wisconsin’s guide for MT program developers'® suggests that the first step
is not to set end-point definitions, progress metrics or goals. Rather, the first steps
include forming a collaborative of key participants. As the Strategic Plan suggests,
these may include municipal utilities, local governments, industry and business
leaders, and consumers. Then, with the collective expertise of the collaborative, we
can define markets, characterize markets, measure baselines with better access to
historical data, and define objectives, design strategies and tactics, implement and
then evaluate programs. The collaborative will also provide insights that will set our
collective expectations for the size of market effects we can expect, relative to the
amount of resources we can devote to MT. No one organization in the collaborative
will have all the requisite information and expertise for this huge effort. This truly
needs to be a collaborative approach from the start.

The metrics and baselines described below in Tables 3 and 4 are presented for the
purposes of starting the much-needed discussion between all key participants. These
are suggestions, intended to allow key participants to pilot-test processes for
establishing baseline metrics, tracking market transformation progress, and for
refining evaluation tools. Early trial of these evaluation metrics will reveal any gaps
in data tracking so that we may refine our processes before full-scale market
transformation evaluations take place.

The set of metrics we selected is intentionally a small set, for several reasons. First, as
mentioned, the full set of metrics and baselines need to be selected by key
participants. Second, we anticipate that market share data for many mid- and low-
impact measures will be too sparse to show MT effects and not cost-effective to
analyze. Third, we selected core measures and metrics that would both be indicative
of overall portfolio efforts. These measures are also likely to be offered on a broad
level by other utilities, providing a greater base of sales and customer data that could
be analyzed for far-reaching MT effects.

4 CPUC (2008) Strategic Plan, p. 5.
' Nadel, Thorne, Saches, Prindle & Elliot (2003).
' Peloza & York, (1999).
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Therefore, for the Commercial sector, the following approach to quantitative baseline
and market transformation information is presented as follows.

I0Us are proposing metrics believed to reliably market transformation for Energy
Efficient equipment in key energy end-use areas. While all metrics fall short of a
perfect measure, the ideal metric would have a baseline that is already established that
includes a reasonable and easy method of duplication and comparison. Market
transformation cannot be measured on a year to year basis but will take several years
and measurements to reliably discern trends.

The overarching purpose for this metrics is to gauge the saturation levels of energy
efficient lighting and high efficiency boilers in order to understand past
accomplishments and future energy savings potential in the commercial sector.
Specifically it is proposed that new lighting and boiler saturation studies be
conducted. The objective of these studies would be to estimate the efficiency levels
of equipment in the field. A comparison could then be made to comparable baseline
studies and a determination made if a trend is taking place that indicates that more
energy efficient solutions are being installed in commercial applications. As market
transformation is more than just market share of measures, the suggested metrics also
include an attitudinal metric.

Attitudinal change is an important part of any market transformation effort. This
change may be tracked with a battery of questions that probes customer attitudes,
knowledge and awareness (AKA) of energy efficiency. In order to gauge an
attitudinal based metric for this sector a battery of questions probing AKA among
customers would have to be created and used to scale AKA. Examples of AKA would
include knowledge of energy efficiency lighting and other specific measures.
Evaluators could also draw from customer surveys used in past program evaluation
studies to determine whether any response patterns would be a useful indicator of
market transformation, moving forward. The dimensions of any scale would need to
be selected by the MT collaborative. The baseline response pattern to the AKA scale
would need to be established early during the program cycle. Customers could be
surveyed on an annual basis and changes in their AKA tracked along the scale.
Responses of customers for a particular sub-program could be pulled out for separate
analysis, as needed. In addition, the suggested metrics also include a behavioral
metric.

In addition, behavioral change is an important part of any market transformation
effort. This change may be tracked with a battery of questions that probes customer
past behavior and intentions about energy efficiency. In order to gauge an behavioral
based metric for this sector a battery of questions about energy efficient behaviors
could be used to create a scale of Energy Behavior. Evaluators could also draw
questions about specific behaviors from customer surveys used in past program
evaluation studies to determine whether any response patterns would be a useful
indicator of market transformation, moving forward. The dimensions of any scale
would need to be selected by the MT collaborative. The behaviors that could be
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probed include maintenance behaviors to keep EE measures operating correctly, and
behaviors that maximize energy efficiency of existing equipment. Customers could be
surveyed early in the program cycle and their responses on the scale could serve as
the baseline for subsequent behavioral change. Customers could be probed annually
and their Energy Behavior change measured along the scale. Responses of customers
for a particular sub-program could be pulled out for separate analysis, as needed.

With this discussion in mind, IOUs propose the following metrics for this sector:

Table 3
Baseline Metric
Metric A Metric B Metric C Metric D
Ratio of high
efficiency
Measure-based lighting
metric installed over a
base lighting
case
Ratio of high
Measure-based efficiency
metric boilers over a
base case
Ratio of survey
participants that
have built EE
Attitudinal- practices into

based metric

their business
models when
considering
capital
improvements

Behavioral-
Adoption based
metric

Behaviors of
sector are
gauged based
on a scale
developed to
measure energy
efficient
behaviors in
businesses

b) Market Transformation Information

As stated above, market transformation draws heavily upon diffusion of innovation
theory, with the state of a market characterized by adoption rate plotted against time
on the well-known S-shaped diffusion curve. In practice, however, the diffusion
curve of products may span decades. Market share tracking studies conducted 3, 5 or
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even 10 years after the start of an MT program may reveal only small market
transformation effects. Therefore it is problematic, if not impractical, to offer internal
annual milestones towards market transformation sectors and specific program

activities.

As a consequence, it is not appropriate to offer more than broad and general
projections. Any targets provided in the following table are nothing more than best
guesstimates, and are subject to the effects of many factors and market forces outside
the control of program implementers.

Table 4
Internal Market Transformation Planning Estimates
2009 2010 2011
Ratio of high
efficiency lighting Improvement over Improvement over | Improvement over

installed over a base
lighting case

baseline, over time

baseline, over time

baseline, over time

Ratio of high
efficiency boilers over
a base case

Improvement over
baseline, over time

Improvement over
baseline, over time

Improvement over
baseline, over time

Ratio of survey
participants that have
built EE practices into
their business models

when considering
capital improvements

Establish baseline

Improvement over
baseline, over time

Improvement over
baseline, over time

Behaviors of sector are
gauged based on a
scale developed to

measure energy
efficient behaviors in
businesses

Establish baseline

Improvement over
baseline, over time

Improvement over
baseline, over time

¢) Program Design to Overcome Barriers

The 2009-2011 Statewide Commercial Energy Efficiency Program builds on past
program successes and best practices to overcome both common and unique barriers
to efficiency in the segment, including:

Commercial barriers:

e Commercial customers are a diverse and geographically widespread sector,
dependent on regional resources for information.

e Small business customers, such as franchisees, are generally regarded as ‘hard-to-
reach’ and are traditionally less likely to install EE technologies due to financial,

geographic, ethnic, and other market barriers.
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e Building owners, especially landlord owners'’, want to minimize first cost for
new buildings as well as for renovation.

e For multi-tenant landlord owned property management buildings, property
managers operate differently from owners because the building is their business.
Decision making is more complex, with emphasis on building value and Return
on Investment (ROI) rather than lower operating costs. They also depend on
complex legal agreements, and building and tenant turn over.

e Breaking the tenant-landlord barrier for implementing efficiency measures.

e Energy efficiency improvements are not perceived to add value and marketability
of properties.

¢ Institutional owners are often constrained by rigid boundaries separating capital
development and operating budgets and are limited by lowest-bid regulations for
capital projects.

e There is a general lack of awareness of the benefits of energy efficiency, and
uncertainty and skepticism over long-term energy and cost savings.

e Some activities like Healthcare and Biotech also face strong regulatory issues to
be integrated in the energy efficiency offer (for example: OSHPD and
CALOSHA).

e Insome activities like High-Tech and Hospitality, international competition

drives short-term survival attitudes versus a long-term continuous improvement

approach. In addition franchises have additional barriers to overcome such as

Franchise owner approval.

Efficient design alternatives can be lost in low-cost bidding scenarios.

Whole system opportunities are missed by individual equipment vendors.

Customers are often not aware of systems operating optimally.

Performance issues resulting from improper equipment installation, maintenance

and poor owner/operator education create customer dissatisfaction with energy

efficiency measures.

By uniquely approaching constituent vertical market sub-segments, this Program will
better serve commercial customers while gaining efficiency and consistency in the
delivery of the programs. This targeted and focused approach will mitigate the
indicated EE adoption barriers as follows:

e Program applications and processes will be simplified and made more consistent.
There will be a central core incentive/rebate offering, with service-specific riders
added as needed. This will enable customers to better understand the program
delivery process. Program verification processes will also be made more
consistent so that the customer is touched fewer times for multiple offerings.

e A package of program bundles will be made available so that typical offerings for
a sub segment will be grouped together. This will minimize lost opportunities as
a more comprehensive program and service offering will be readily available for
customers.

2 For properties where the landlord owns the equipment and the lessee pays the bills, there is currently minimal
incentive for the customer or the landlord to invest in EE
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e Marketing outreach efforts will be more focused on customer sub-segments rather
than programs, which should lead to improved customer adoption for all
programs. Ultilities will continue to foster strategic partnerships with industry
associations such as BOMA, DGS, Green Building Council, AHRI, ASHRAE,
Manufacturers Trade Associations, and specific sub-segment professional
association as CHA, CSHEE, ISPE, etc., to engage in a multi-faceted approach to
marketing energy efficiency practices and programs to targeted users. As well, the
program will focus marketing and outreach efforts on both regional and national
chains.

e Program bundling will be configured so that customers will have greater
flexibility in how they enroll. However, the program bundles will be packaged so
that customers will be encouraged to take a more comprehensive approach to EE.

e Because program offerings will be bundled, especially through the Continuous
Energy Improvement Program, the program eligibility requirements will be made
more consistent, leading to fewer areas where customers are not served.

e For public sector customers, existing federal and state programs and mandates
will be leveraged.

e Utilities will expand the On-Bill Financing Program, which offers unique benefits
to government departments by allowing them to retain rebates and cost savings
from EE projects without having to upstream these financial benefits to the
General Fund. This triggers and expedites EE project adoption.

e The new construction whole building approach (WBA) will be extended to
existing buildings as one example of the customized bundling outlined in the
Strategic Plan. This approach will make available the tools and resources
necessary for customers who take the most comprehensive approach to EE.

e Coordination with other parties will be enhanced so that related programs (e.g.,
water conservation, reduction GHG emissions, LEED™, etc.) are clearly and
concisely communicated to customers, which should improve participation in all
offerings.

¢ During the 2009-2011 period, as part of AB 1103 requirements, utility data to be
used for benchmarking buildings will be provided by the IOUs to the EPA for
facility owners’ use. While providing this data will meet the intent of the law, a
new offering will be added (the Energy Benchmarking Program) that will allow
customers to learn the process and methodology for setting up their own
benchmarks. This will give customers the information required to understand
how their buildings perform and how the improvements they make can be
tracked. It will associated with Retro-Commissioning services, focusing on
operation improvements and allowing many projects to funded through operating
budgets, overcoming a common financial barrier related to capital budget
approvals.

e The California Advanced Lighting Controls Training Program (CALCTP) is a
team made up of the IOUs, POUs, contractor and labor organizations, community
colleges and other interested stakeholders. The goal is to promote the proper
design, installation and commissioning of advanced lighting controls through
training and certification of contractors. CALCTP is being piloted in 2009 and
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will be expanded into a full-fledge program in 2010-2011. CALCTP addresses
specific market barriers preventing increased adoption of advanced lighting
controls by ensuring a qualified contractor base is available for customers
interested in lighting retrofits. Additional consideration will be given to including
additional lighting incentives for systems installed by certified contractors.
CALCTP also supports Statewide Workforce Education & Training activities by
partnering with local community colleges and labor organizations to deliver the
training.

d) Quantitative Program Targets

Table 5 -- In some cases, program targets are provided at the sub-program level.
Refer to each Commercial sub-program for more information.

e) Advancing Strategic Plan goals and objectives

Many activities under the Commercial Statewide Portfolio advance the goals,
strategies, and objectives of the Strategic Plan. Details on these actions are provided
in the tables found in the Commercial sub-program descriptions. The examples below
highlight some of the Portfolio strategies that align with the Strategic Plan:

e Integration: To encourage greater use of IDSM, IOUs will:

e Offer customers solutions that integrate site-specific and optimized
packages of comprehensive energy efficiency, demand response, solar and
combined heat and power and thermal storage opportunities.

e Develop an active cooperation network among the different stakeholders,
such as corporate and local managers, OSHPD, engineering firms, service
companies, architects, and vendors.

e Create customized long-term plans with large corporations connecting
corporate and local levels integrating energy efficiency, DR, self-
generation and renewables.

e New energy efficiency delivery methods: To take advantage of the
significant opportunities offered by information, behavior-change strategies
and training as delivery channels for increasing energy efficiency, utilities
will:

e Drive expanded involvement of the California Commissioning
Collaborative in developing Statewide measurement and verification
protocols and professional training and accreditation programs for the
Retro-commissioning industry.

e Champion adoption of stringent codes and standards within the industry.

e Publish baselines, best practices and calculation tools to facilitate the
dissemination of information and to help customers select and evaluate
energy efficient solutions.
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e Financing and Funds Leveraging: To overcome cost barriers to energy

efficiency, the IOUs will:

e Offer on-bill financing.

e Create new incentives for on-peak demand reduction related to retrofits
and Retro-commissioning.

e Partner with integrators to aggregate energy efficiency with other building
improvements, such as security, safety, waste management, and IT.

e Analyze the green vision of the corporations to align energy plans towards
their objectives.

e Advanced Products: IOUs will create demand for advanced, energy-saving
products—such as lighting and HVAC—by expanding incentives to include
both financial incentives and technical assistance for advanced systems,
working closely with Emerging Technologies to bring new technologies
through development to the market, and strengthening relationships with
vendors.

e Workforce Development: To expand their role in creating and meeting the
demand for a robust energy efficiency workforce, the IOUs will:

e Support the development of new and innovative programs to influence
commercial trade schools to teach about the financial incentives, tools,
protocols, partnerships, expert analysis, and implementation support
services that promote commercial building energy efficiency and optimum
load management.

e Engage various industry and energy-wise stakeholders to expand their
current intellectual knowledge and coordinate education/training
opportunities through the WE&T program, outreach through ME&O, and
coordination with research and technology.

e Expand the CALCTP initiative to create additional opportunities for
lighting contractors to become certified in the proper installation of
advanced lighting control systems.

e ZNE Commercial Buildings: To help make ZNE a reality in the commercial
sector, utilities will:

e Facilitate benchmarking and constant improvement by supporting the
initiative recently launched by the DOE and Lawrence Berkeley
Laboratory.

e Continue leadership position in the national Office of the Future
Consortium (“Consortium”) which was established to help shape and
inform the research and product development of individual component
products that have the ability to communicate with each other, are
interoperable, and that create a system that will meet defined performance
standards for a described office space type. The recent publication of the
25% Solution is intended to identify significant reductions in energy used
by lighting, plug-loads and HVAC systems using a comprehensive
“Systems” approach that also improves lighting quality and air
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conditioning/heating performance. The efforts of the Consortium will be
fully integrated into the Calculated and Deemed incentive programs to
create a delivery mechanism that supports the path to ZNE buildings.

6. Program Implementation
a) Statewide 10U coordination
I. Program name: Statewide Commercial Energy Efficiency Program

ii. Program delivery mechanisms

The Statewide Commercial Energy Efficiency Program will coordinate on a
Statewide level to ensure the program is continuously updated and enhanced
throughout the three-year implementation cycle. In addition, the five Commercial
sub-programs will be coordinated on a Statewide level to unify the
implementation of program aspects such as Program name, Program delivery
mechanisms, Incentive levels, Marketing and outreach plans, and IOU program
interactions. (For a detailed description of each of these program aspects and how
they will be coordinated Statewide, please refer to the Commercial sub-program
descriptions). The two coordination systems (one for the broad programmatic
level and one designed for the sub-program level) will interact with and support
one another. The broad, high-level coordination effort will be described below,
focusing on how the IOUs will work together to effect the continuous
improvement of the Statewide Commercial Energy Efficiency Program.

The Statewide IOU Coordination process for the Statewide Commercial Energy
Efficiency Program will be as follows:

e Designate an IOU Program Lead — The coordination process will begin
with each IOU designating a Statewide Commercial Energy Efficiency
Program “lead.” The IOU lead will represent one Commercial sub-program,
investigating new innovations, special accomplishments, and challenges
experienced by sub-program managers in all IOUs. Where such innovations
or challenges show potential for impacting the Statewide Commercial Energy
Efficiency Program across multiple sub-programs or the Statewide program as
a whole, the IOU lead will present such information to a quarterly
Commercial Steering Committee meeting.

e Hold Periodic Steering Committee Meetings — The Commercial Steering
Committee will be comprised of all designated IOU leads (including at least
one lead for each of the five sub-programs), and possibly other contributing
stakeholders identified by the IOUs. At the quarterly Steering Committee
meeting, individual innovations, challenges, and accomplishments
experienced in one IOU or by one sub-program will be transmitted to all
IOUs. The Steering Committee will evaluate these individual IOU and sub-
program experiences, hear ideas for course corrections and overcoming
challenges, replicate successful innovations for consistency Statewide, resolve
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differences in implementation to stay unified, and measure the Commercial
Energy Efficiency Program’s progress against Statewide metrics and goals.

e Adopt Program Enhancements — Once the Steering Committee agrees that a
particular implementation policy or innovation has merit on a Statewide level,
each IOU lead will distribute the information to their sub-program managers
for adoption and integration. Therefore, the IOU lead will act as a conduit,
feeding sub-program information up to the Statewide Steering Committee and
distributing measures for adoption back to the sub-program managers. This
feedback loop will assure consistency and unity in programmatic
improvements across the IOUs. In some cases, it may be necessary to invite
the sub-program managers to the Steering Committee meeting to get their
feedback and ensure they receive the same message.

e Evaluate Program Enhancements Against Statewide Targets — To
complete the adaptive management loop, the Steering Committee will track
the program’s accomplishment of Statewide targets and goals to ensure that
adopted program enhancements are generating their intended results. The
Steering Committee will determine whether further course corrections are
needed, and if so, rely on the above coordination process to generate the
improvements necessary to stay on track.

The high-level focus of this Statewide coordination effort will enable the
capture of new innovations and opportunities for program improvement, assist
in correcting program weaknesses that reveal themselves during
implementation, and help ensure achievement of Statewide targets across IOU
service territories. These efforts will promote Statewide focus on program
unity and continuous program improvement over the course of the three-year
implementation cycle.

During implementation, this program will utilize subcontractors to deliver certain
elements of the program (e.g., inspections, calculation review, and marketing). In
so doing the program takes advantage of diverse skill sets for current and future
program delivery.

iii. Incentive levels

Incentives for commercial customers will be provided through both prescriptive
and customized approaches. Refer to the Commercial Deemed and Calculated
sub-program descriptions for information regarding specific incentive levels.
Incentives are based upon energy savings established in the DEER database and
through IOU systematic workpaper development processes.

iv. Marketing and outreach plans

The I0Us are currently developing an in-depth segmentation of the commercial
market. The results of this customer segmentation will support the development
of targeted integrated marketing and outreach plans outlining multiple delivery
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b)

channels that target customers based on their needs. Such delivery channels will
likely include increased customer outreach through trade and community-based
associations, third parties, government partnerships and core IOU programs.
More specific marketing information is provided in each of the commercial sub-
program plans.

v. 10U program interactions with CEC, ARB, Air Quality Management
Districts, local government programs, other government programs as
applicable

The Commercial Energy Efficiency Program will scan the programs offered by

CEC, ARB, Air Quality Management Districts, and other government agencies to

capitalize on opportunities to share program information and marketing collateral

with commercial customers. Conventionally, each government agency and utility
has operated natural resource and energy programs independently, missing
opportunities to serve customers who must manage more than one resource type.

Refer to the Commercial sub-program descriptions for more specific information

on linkages with other government programs.

vi. Similar 10U and POU programs

Several of the initiatives described herein (i.e., California Advanced Lighting
Controls Training Program and Office of the Future Consortium) are joint efforts
with the other California IOUs and POUSs, as well as other domestic and
international utilities. In addition to these joint efforts, local third-party programs
that address niche opportunities within the commercial market segmented will be
implemented in each of the IOUs service territory. These various efforts will be
coordinated to ensure a consistent approach in terms of program message,
delivery and measure incentives (as appropriate).

Program delivery and coordination

i. Emerging Technologies (ET) program

The long-term energy efficiency vision of California can only be attained through
the continuous development, verification, and acceptance of new technologies
into the market. Portfolio staff actively works with Statewide emerging
technologies staff to identify new emerging technologies, support evaluation and
demonstration, develop and promote case studies, and market results to applicable
customers with the goals of total market penetration and eventual movement into
code. The Commercial Energy Efficiency Program is currently working to
support a diverse list of emerging technologies including advanced building
system controls, LED lighting technologies, forklift battery chargers, commercial
refrigeration advancements, commercial refrigeration design enhancements, and
solar thermal applications (hot water).

ii. Codes & Standards program

The program relies on the Codes and Standards program to maintain an updated
and relevant list of measures that will support savings. As Codes and Standards
impact measures, the program will act to align itself with appropriate offerings.
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Programs will include new offerings that will allow flexibility in adapting to
changes in codes and standards, market trends, and technologies. Planned
enhancements to Title 24 will be reflected in incentive levels and eligible
measures and services. In the Commercial Energy Efficiency Program, current
work focuses on transitioning the market to accept new Title 24 code changes,
and incorporating best practices and advanced energy efficiency practices into
that marketing and outreach effort.

iii. WE&T efforts

WE&T efforts support the education and training of a robust network of industry
trade allies, vendors, engineers, design teams and others who can support the
market transformation strategies of the Strategic Plan. For the Commercial
Energy Efficiency Program, WE&T efforts will focus in the near-term on
supporting national ANSI Energy Management Certification development efforts,
as outlined in the Strategic Plan. Programs will closely coordinate with key
stakeholders to ensure that California is poised to adopt this national standard and
be a leader in this effort. Specifically, prerequisite training will be offered in
DOE systems trainings to lay the groundwork for certification level trainings. The
education and training takes place through energy centers, technology test centers,
and education and training program offerings.

iv. Program-specific marketing and outreach efforts

To address the diverse commercial customers segments, utilities will continue to

foster strategic partnerships with trade associations and industry groups to engage

in a multi-faceted approach to marketing energy efficiency practices and
programs to targeted users. Specific efforts will include:

e Attending trade association meetings and providing information in monthly
newsletters.

e Close partnerships with key industry associations, and participation in their
annual conferences, with an effort to develop conference speaking
engagements.

e Targeted integrated education and training to specific market sectors to
support peer-to-peer interactions and industry advancement.

e Ads and articles, with program information and case studies, in trade
magazines.

e Targeted customer efforts through assigned account representatives and
program engineers, third parties, and government partnerships.

e Phone and web-based customer support and outreach.

e Market sector specific collateral that drives customers to account
representatives and websites for additional support.

v. Non-energy activities of program

Integrated Energy Audits and Retro-commissioning (described in the Non-
Residential Audit sub-program) and Continuous Energy Improvement are the
primary vehicles to promote project solutions that look across the various IOU
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DSM program offerings, as well as complementary options available through
other entities (e.g., water agencies). The results of the Water Efficiency Pilot
Program will identify potential opportunities to reduce water use and the potential
for associated Energy Efficiency savings. Since some customers within the
program sectors are major water users, this sector is well positioned to realize
linked water/electricity benefits through the Water Efficiency Pilot Programs.

vi. Non-10U Programs

In addition to the interactions with local, state and national programs, there are a
variety of programs that will be coordinated with and leveraged in support of the
Program objectives. These include:

e Connecting customers with the CA Climate Action Registry.

e AB32 support through CO2 tracking in program resources.

e Regulatory program coordination, including EPA air quality standards, water
quality standards, and new refrigerant regulations.

e Non-utility financing resources, including from water utilities, industry and
private banking, state and federal incentives, funds, grants, and loan products
to support energy and other resource management objectives.

o Water/Energy efforts within California.

e ANSI standard (see CEI section).

e SO international energy management standards (see CEI section).

The Program will continue to engage with Air Quality Management Districts,
CEC, CARB, DOE, water agencies, and other government agencies responsible
for regulating the various aspects and operations of customer facilities
participating in the programs.

vii. CEC work on PIER
The Program will interact with the Emerging Technologies Program to leverage
new technologies to increase the list of measures available for energy efficiency
projects. The portfolio staff actively works to incorporate promising emerging
technologies and PIER projects. The program will work with PIER on researching
new technologies for evaluation and testing for application in mainstream
projects.

viii. CEC work on codes and standards
Refer to Section 6.b.ii. of each Commercial sub-program description.

iX. Non-utility market initiatives

The Commercial Energy Efficiency Program will coordinate with applicable
market initiatives to leverage market momentum and areas of mutual advantage.
The Program will leverage the following efforts:

e (California Green Building Initiative

e LEED
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e Zero-net energy
e DOE
e ABI1103.

c) Best Practices

As described in prior sections, the Commercial Energy Efficiency Program reflects
the best of each utility program’s successful components of Statewide Commercial
Energy Efficiency Program offerings, and introduces new elements from other
utilities and national efforts. Best practices include:

A Continuous Energy Improvement approach that transforms the market and
reduces energy intensity while pursuing technical and management opportunities.
Development of a prioritization process, leveraging the CEI sub-program, that
works to identify the most significant upgrade potential based on building and
ownership characteristics. This process will help guide customers to a building
integrated approach leveraging all of the available utility programs for a customer
segment rather than only pursuing the “low-hanging fruit.” The utilities will
continuously educate the various delivery channels on the importance of the
building integrated approach and how to increase customer participation at a
whole building level.

Technical Assistance: The IOUs recognize the need for a personalized, full
service approach when providing technical assistance to customers: from audits
to design and technical assistance, presentation of recommendations, resources to
develop a long term plan, and the potential of project management assistance with
financial incentives.

Vendor Partnerships: This strategy will be coupled with vendor support and
educational workshops and classes to provide the full breath of support customers
may need to influence their decision to implement energy efficient equipment and
practices.

Statewide Coordination: The IOU program representatives will meet on a
quarterly basis to improve program operations by sharing successes and areas of
operational concerns.

Leveraging Local Commercial sector: Resources such as industry associations,
trade associations, and facility management associations will be leveraged.

d) Innovation
Significant innovative aspects of the Commercial Energy Efficiency Program offering
include:

Integration:

e Continuous Energy Improvement will foster a long-term energy management
approach.

e Integrated Energy Assessments provide targeted customers with integrated
solutions in efficiency, DR, and DG, and advise customers on other
sustainability practices such as water conservation opportunities, CO;
reduction potential, or other program opportunities.
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I0Us will link customers with the California Climate Registry to support
carbon foot printing of a customer’s plant.

Marketing:

Customer segmentation work currently underway will support development of
new, super-targeted integrated marketing and outreach plans outlining
multiple delivery channels that target customers based on their needs.

Closer coordination with third parties, government partnerships, core
programs, and other delivery channels will optimize portfolio performance.
Utilities will increase outreach to new trade and community-based
associations, leveraging best practices identified in ACEEE study of utility
Commercial Energy Efficiency Programs.

Energy Design Resources, developed Statewide by IOUs, will be expanded as
a web-based hub of commercial and food processing best practice
information, training, modeling and performance tracking tools.

Expanded workforce education and training efforts with vendors, design
teams, industry association members and other key market actors will help
overcome many customer informational and transactional barriers.

Training will be provided on modeling and quantifying savings opportunities
through tools such as eQUEST and Energy Pro.

Implementation:

Utilities will coordinate process improvements for Statewide programs to ease
participation barriers.

Energy performance measuring and benchmarking assistance/services to customers
will enable customers to compare themselves to “best in class” peers utilizing tools
such as the U.S. EPA’s ENERGY STAR Benchmarking tool.

e) Integrated/coordinated Demand Side Management

An integrated portfolio is cost-effective, captures program delivery efficiencies, and
serves the needs and wants of customers, who prefer a single, informed utility point
of contact who can help inform and prioritize their energy investment decisions based
on their unique needs. To that end, the Statewide utilities and the Statewide
Commercial Energy Efficiency Program have made tremendous progress in
advancing integrated solutions:

e Marketing — In marketing integration, the IOUs are placing major emphasis on
getting the right message to the right customer at the right time. Advanced
customer segmentation is being used to develop detailed integrated marketing and
outreach plans which outline multiple tactics, delivery channels and key messages
to target to specific customers based on their specific needs. The account
representatives, who serve as the key customer point of contact, will be attending
an integrated sales strategy and training program to ensure consistent delivery of
portfolio offerings.
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e Education and Training: Workshops organized around a customer segment
provide an ideal situation to integrate customer energy solutions. Utilities will
build on past successes to provide integrated workshops to restaurants, retailers,
office building facility managers, lodging, and warehouses. The workshop topics
generally start with “analysis” resources and methods, and move on to
“conservation,” “efficiency,” “demand response,” then “generation” topics and
resources. These workshops provide opportunities for utilities to cross-sell
solutions and share key information with other utility departments.

As appropriate, Workforce Education and Training will also cover integrated
energy and system solutions, which will be increasingly important as Critical
Peak Pricing matures. For example, the California Advanced Lighting Controls
Training Program addresses both the energy efficiency and demand response
capabilities through the proper design, specification and installation of lighting
system controls.

e Continuous Energy Improvement: This approach, especially for the largest, most
strategic customer accounts, will facilitate a thoughtful, integrated energy plan
and will allow utilities to stay engaged in supporting the progress of that plan.

e Integrated Energy Audits: Combines funds and resources of energy efficiency
and demand response programs to provide integrated recommendations to
customers that emphasize energy management in proper sequence, in support of
the California Loading Order: Permanent reductions will be achieved through
energy efficiency first, and then through demand response. Incentives from both
programs can help reduce payback cost and support advanced energy
management decisions. Demand response opportunities will be targeted in the
larger facilities, especially as part of monitoring-based retro-commissioning
efforts where the controls to facilitate demand response efforts would be installed.
Additionally, the energy audits that are required as a prerequisite for participation
in distributed generation programs will be expanded to include DR opportunities
and thus will address the three facets of DSM integration.

e Emerging Technologies: Along with CEC-PIER collaboration, ET is expected to
include pilot projects and market acceleration assistance for market-ready
products in the general categories of daylighting, lighting, HVAC, controls, and
building envelope improvements.

f) Integration across resource types (energy, water, air quality, etc)
California’s commercial sectors face a multitude of environmental, regulatory, and
financial (Landlord owned, capital outlay) challenges that impede the adoption of
new energy efficiency technologies. In addition, new regulations aimed at improving
air quality, water quality and reducing toxic environmental pollutants are proving to
be expensive and disruptive to business as usual, and in many cases will have the
impact of increasing energy use in compliance.

The Commercial Energy Efficiency Program proposes to leverage these challenges to
coordinate with the regulating agencies and the programs they are operating in order
to support mutually advantageous program designs, customer incentives, marketing
opportunities, and implementation opportunities.
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Utilities will pursue opportunities to partner with water agencies to offer joint energy
and water incentives in support of projects that reduce both resources, which reduces
project costs and improves payback.

Where applicable, the Program will integrate topics like LEED certification into
targeted customer workshops, marketing and communications, building on a strong
track record from the 2006-2008 program cycle.

Third party programs at the utilities will focus on specific customer segments offering
a complete project package that will include integration aspects.

g) Pilots

During the course of the three-year cycle, pilots may be created based on the needs of
the commercial customers. For example, an “Office of the Future” pilot is currently
being reviewed for 2010. The program focuses on a partnership with property owners
and managers to influence the tenant improvement process and facilitates tenant
related actions. This pilot will implement the current and future recommendations of
the Office of the Future Consortium as they demonstrate the path to ZNE buildings.

h) EM&V

The utilities are proposing to work with the Energy Division to develop and submit a
comprehensive EM&V Plan for 2009-2011 after the program implementation plans
are filed. This will include process evaluations and other program-specific studies
within the context of broader utility and Energy Division studies. More detailed plans
for process evaluation and other program-specific evaluation efforts cannot be
developed until after the final program design is approved by the CPUC and in many
cases after program implementation has begun, since plans need to be based on
identified program design and implementation issues.
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Nonresidential Audits
Program Type: Core

2. Projected Program Budget Table

Table 1 — See the overarching program for budget details.

3. Projected Program Gross Impacts Table — by calendar year

Table 2 - See the overarching program for gross impact details.

4. Program Description
a) Describe program

The Non-Residential Audits (NRA) sub-program is designed to deliver a coordinated
statewide integrated demand side management activity that promotes energy
efficiency, demand response, distributed generation and emerging technologies. The
current audit forms used for the 2006-2008 program can be found at www.sce.com.
Within the Non-Residential Audit umbrella, there are three distinct elements:

Remote Audit: The Remote Audit element is designed as a “do-it-yourself”
audit tool that is offered to customers in various formats including, but not
limited to, web-based, mail-in, and telephone-based. The audit results will be
available in English as well as other languages based on particular
demographics for each IOU service territory.

Integrated Energy Audits: The Integrated Energy Audit (IEA) element is
designed to help customers understand and identify their energy usage and
provide concrete suggestions for maximizing energy efficiency, demand
response, and distributed-generation options. The goal is to educate
customers and offer implementation guidance to bridge the education/action
gap. A full spectrum of energy management services will be offered to
customers in support of the Integrated Demand-Side Management (IDSM)
portfolio. In addition, IEA will provide Savings Calculation Assistance
(SCA) targeted to specific end-uses and systems for retrofit applications in
existing buildings. SCA will be provided by the IOU engineers or through
contracted third-party energy engineering firms and will help customers
prepare and submit accurate, technically complete retrofit project applications
to the Commercial Deemed and Calculated Incentive sub-programs. This
technical assistance will expedite the process and reduce expensive and time
consuming rework later in the process. Efforts have begun to develop an
integrated audit form by the time programs are underway.

Retro-commissioning: The RCx element is designed to optimize existing
building or system performance by identifying operational deficiencies and
making necessary adjustments to correct the deficiency. A “Master List of
Findings” results from the initial assessment that identifies low-cost projects
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with simple payback periods of less than 4 years. These projects may involve
resetting, repair or replacing of existing system controls and components.
Through the RCx assessment report, comprehensive projects are identified
and referred to other sub-programs for completion (i.e., Calculated and
Deemed Incentives). Energy savings from projects identified through RCx
will be claimed in the Calculated Incentives Program.

The Non-Residential Audits program is designed to support the goals of the Strategic
Plan by providing customers with comprehensive building-specific information on
cost-effective DSM opportunities. The IOUs believe this approach is the best way to
influence market transformation, serve customers’ needs, and increase adoption of
DSM solutions.

The Non-Residential sub-program strategy is designed to serve a diverse class of
customers and will bridge offerings across different IOU programs. From a customer
perspective, the audit analyses will appear as a single package, identifying
comprehensive options (i.e., energy efficiency, demand response, and distributed-
generation) that simplifies the customer decision-making process.

The primary program objectives are to:

e Support the Strategic Plan by offering integrated audits that address the full
spectrum of energy solutions, including energy efficiency, demand response, and
distributed generation (California Solar Initiative and distributed generation).

¢ Build upon established popularity and increased demand for audits to supplement
delivery channel marketing efforts.

¢ Implement innovative processes and establish an infrastructure that will
distinguish NRA from past programs.

e Maintain Statewide consistency by offering the same set of energy audits and
using them as instrument to offer customer best energy management practices and
projects.

e Offer additional products and services to bridge the gap between educating
customers about energy and environmental issues and taking action. Guide and
support customers as they implement technologies, processes and practices to
achieve energy efficiency goals.

e Provide a channel to recommend new and/or emerging technologies appropriate
for the customer’s facility (e.g., solid state lighting, lighting controls, demand
control ventilation, etc.)

b) List measures

The Non-Residential Audit sub-program is a non-resource, service program which
does not offer measures or incentives, but provides an avenue for implementing
measures through core commercial incentive programs (refer to the Commercial
Deemed and Calculated sub-programs for specific information).
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c) List non-incentive customer services

All activities conducted under the Non-Residential Audit sub-program are non-
resource with no associated incentives. Such activities include, but are not limited to:
marketing and outreach, retrofit project scoping, technical assistance, incentive
application assistance, savings calculation assistance, etc.

Program Rationale and Expected Outcome

a) Quantitative Baseline and Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

The Non-Residential Audit sub-program will help overcome customers' lack of
awareness of DSM opportunities by providing comprehensive energy solutions that
the customer can implement through relevant IOU incentive and/or finance programs.
The audit results summarize the cost/benefit of identified projects and include the
effect of utility incentives on the first cost of the facility upgrade. The sub-program
also addresses the hassle or transaction costs that prevent customers from acting upon
the audit recommendation. This barrier is reduced through the Savings Calculation
Assistance, which facilitates the customers’ completion of an incentive program
application for their project(s).

d) Quantitative Program Targets
The targets provided herein are best estimates, but nonetheless are forecasts.

Table 5
Program Target by Program Target by Program Target by
Program Name 2009 2010 2011
No. of audits 950 950 950
Square Footage 6,445,000 8,885,000 19,893,000
Benchmarked
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e) Advancing Strategic Plan goals and objectives

The Non-Residential Audit sub-program is designed to promote DSM coordination
and the integration strategies of the Strategic Plan. Foremost are recognition of the
linkage between energy and environmental policy and the importance of integrating
energy efficiency, demand response and distributed generation to support California’s
plan to reduce greenhouse gas emissions.

Specific near-term strategies proposed by the Strategic Plan that are addressed by the
Non-Residential Audits sub-program include:

2-1: Ensure all State-Owned and Leased Buildings are Retro-commissioned

By offering a dedicated retro-commissioning program a mechanism is created
whereby I0OUs can facilitate the achievement of this goal as a coordinated
effort with the IOU Government and Institutional Partnership Programs.

2-5: Strengthen Tools and Practices for Building Commissioning

Based on the IOUs' experience with managing the 2006-2008 Retro-
commissioning program, lessons learned and best practices can be integrated
into the 2009-2011 offering. To increase market adoption of these program
best practices, the IOUs will work in cooperation with the California
Commissioning Collaborative to disseminate relevant information to the retro-
commissioning community.

2-5: Identify New and Improved Tools and Strategies to Reduce Energy
Consumption in Commercial Buildings

Starting with energy conservation and proceeding to distributed generation
and demand response opportunities, the audits demonstrate to the customer a
comprehensive, site-wide solution for near and longer term energy
consumption and clearly state the positive greenhouse gas effects of their
actions. Addressing customer energy needs through long-term solutions
allows consideration of technologies and projects that benefit the state and
planet for a decade or longer (e.g., HVAC systems, industrial processes and
equipment, facility envelope upgrades and enhancements). Recommendations
for retrofit opportunities within existing commercial building stock contribute
to California’s zero net energy goals. Once implemented, recommendations
for operation and maintenance (O&M) practices on on-going commissioning
will ensure that customer facilities continue to operate in an efficient

manncr. 18

'8 Note that recommended O&M solutions will be linked with Quality Maintenance principles established
by the Statewide Residential and Commercial HVAC Program, thus supporting many of the goals of
Chapter 6 of the Strategic Plan.
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In addition, Non-Residential Audits promote acceptable practices of accounting,

auditing, and evaluation by:

e Offering targeted audits, savings calculation assistance and simplifying the
audit-to-project documentation process to bridge the gap between educating
customers about energy solutions to environmental issues and taking action.

¢ Guiding and supporting customers as they implement technologies, processes
and practices to achieve energy efficiency savings.

Energy-saving results will be achieved by providing comprehensive follow up with
customers who have received an energy audit. Follow up will include targeted, end-
use energy analysis and implementation of “audit to project” conceptual work.

6. Program Implementation

a) Statewide 10U coordination

Maintaining Statewide consistency in offering the same set of energy audits allows

customers to benefit from the collective experience of the IOUs and receive best

energy management practices. Specific areas of coordination include:

e Development of a Universal Energy Audit Tool (i.e., UEAT) and methodology:
Currently, Remote Audits provided by the IOUs include education on various
energy solutions. In an effort to enhance the offering, the IOUs will coordinate in
the development and piloting of the UEAT. The tool will enable customers to
conduct their own energy audits from the comfort of their home or office by
logging onto the Statewide IOU Web portal. It will be the primary tool for
providing energy conservation, energy efficiency, demand-response and
distributed-generation information to customers with load less than 200 kW.
Implementation of IEAs (i.e., accounting guidance, regulatory interpretation, etc.)
Development of marketing, outreach and education strategy.

Strategies to support the Strategic Plan and various market transformations.

Development of innovative audit approaches (i.e., Retro-commissioning).

Inter-utility coordination through regularly scheduled meetings to address

concerns and problems that may develop during program cycle.

e RFP process for development of audit tools: This process will focus on
consultants that have developed a simplified process that allows for better
understanding of energy efficiency technologies.

i. Program name: Non-Residential Energy Audits

Ii. Program delivery mechanisms

As an enhanced offering, the IOUs will glean best practices for the
implementation of [IEAs. The IEA will offer IDSM solutions to utility core
customers to optimize energy consumption in California and deliver significant
environmental benefits. Audit reports will offer an array of no-cost, low-cost and
capital-intensive actions that lead customers to invest in energy efficiency,
demand response and distributed generation options. The program will integrate
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demand side energy management opportunities to ensure that the customer
embarks on the most cost-effective, productive solution that meets his/her
business requirements and goals.

SCE’s account representatives support this activity within the Statewide large
commercial sector, as well as third parties, government partnerships, and SCE
local programs.

iii. Incentive levels
N/A (this sub-program is a non-resource offering).

iv. Marketing and outreach plans

A comprehensive audit marketing plan will be aligned and coordinated with the
marketing plans for each of the IOUs in order to maximize effectiveness, integrate
offerings, and as appropriate refer customers to relevant DSM programs. The
I0Us will look to partner with interested public and governmental bodies to
proactively promote energy efficiency and environmental green actions, in
partnership with programs such as the local government partnerships and green
communities.

Non-Residential Audit program evaluation studies conducted for program cycles
2002, 2003, and 2004-2005 clearly identify energy audits as one of the most
powerful tools in creating awareness, enforcing customers’ implementation of
energy conservation recommendations.

California’s IOUs have been offering energy efficiency audits and other customer
programs and services for more than 20 years. Customers have come to trust the
I0Us for comprehensive, unbiased information to guide their energy decisions.
The increasingly popular energy audits and information services provide the first
no-cost and low-cost recommendations that lead customers to invest further in
energy efficiency and other energy management programs. The audits help
customers assess energy efficiency opportunities and directly link them to other
IOU programs.

Additionally, SCE may investigate piloting alternative channel marketing and
outreach options that utilize community-based organizations and/or third parties
to recruit small businesses and influence them to take actions that result in energy
efficiency improvements. Regional and community entities tend to interface with
small businesses with some regularity; therefore, partnering with these
organizations could be a viable delivery option. Through this marketing and
outreach pilot, the proposed approach offers a “pay-for-performance” or
capitation fee for contracted organizations (“channel partners”) that successfully
deliver energy efficiency programs, measures and/or solutions to small business
customers.
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v. 10U program interactions with CEC, ARB, Air Quality Management
Districts, local government programs, other government programs as
applicable

Energy audit recommendations will be fully cognizant of the regulations required

by other bodies. For example, information about GHG reductions resulting from

AB 32 may be incorporated into the customer recommendations and to factor into

the projects cost-effectiveness.

vi. Similar 10U and POU programs

Over the next three years, the IOUs will seek to increase their interactions with
the POUs to better align IOU and POU Non-Residential Audits programs. This
may involve the creation of periodic California energy efficiency program
summits that seek to increase awareness of the Strategic Plan and how programs
could and should be designed to help meet its aggressive targets.

b) Program delivery and coordination
The sub-program will be coordinated with the following activities:

i. Emerging Technologies (ET) program
The IOU Non-Residential Audit Program Management Team will stay abreast of
and incorporate relevant emerging technologies into Remote Audit
recommendations. In addition, IOU field engineers, who deliver IEAs, are active
contributors to the Emerging Technology process by their participation in ET
Roundtable/Information meetings and continually seek to offer new technologies
to customers.

ii. Codes & Standards program

Codes and Standards are not a central focus of Non-Residential Audits, but
customer recommendations are consistent with the current governing energy
codes.

iii. WE&T efforts

Energy audits can support Statewide WE&T efforts by including educational
information about Certified Energy Manager (CEM) programs and requirements
in the audit reports. Such materials could suggest to customers that passing the
CEM exam will allow them to conduct facility audits at other facilities that they
may have. In addition, increased retro-commissioning activities will create
opportunities for third-party providers who deliver commissioning services such
as project scoping, investigations and assessments, air balancing, HVAC quality
maintenance, etc.

iv. Program-specific marketing and outreach efforts

Marketing collateral and messages for energy efficiency will be integrated with
other IOU programs. Through additional market segmentation and feedback from
customers, IOUs will further adjust approaches based on the varied needs of
targeted customers. Additional sub-program marketing will be accomplished by
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leveraging local third-party programs. Specific IOU marketing budgets are
provided in Table 1 of the core Commercial program.

v. Non-energy activities of program

The I0U’s Non-Residential Audit program team will participate in Statewide and
national efforts to develop and enhance audit and retro-commissioning tools and
practices. Such activities will likely occur in conjunction with ongoing industry
efforts managed by the Consortium for Energy Efficiency (CEE) and the
California Commissioning Collaborative (CCC).

vi. Non-10U programs
Non-Residential Audit reports will include information on Non-IOU Programs to
expose customers to funding, such as from air or water agencies, to support
integrated efforts. Non-Residential Audits will partner with programs offered by
CEC, ARB, Air Quality Management Districts, and other government agencies to
capitalize on opportunities to develop co-branded program information and
marketing collateral target to commercial-sector customers. Conventionally, each
government agency and utility has operated natural resource and energy programs
independently, missing opportunities to serve customers who must manage more
than one resource type. Closer alignment with these other programs will be
achieved in order to deliver the customer a more comprehensive solution. With
respect to water conservation, utility program managers will partner with the local
water districts to co-brand marketing collateral, attend trade shows, co-release
notices, for programs with interactive water and energy effects. Similarly, with
ARB and Air Quality Management Districts, [OUs will offer customers
Calculated sub-program incentives for energy efficient equipment that may also
reduce air emissions

vii. CEC work on PIER
The Non-Residential Audits Program will not be implemented with a direct
linkage to PIER.

viii. CEC work on C&S
The Non-Residential Audits Program will not be implemented with a direct
linkage to codes and standards efforts.

ix. Non-utility market initiatives
N/A (this is not a focus of this sub-program).

c) Best Practices

The I0Us have been delivering energy audits for more than twenty years and through
this coordinated Statewide effort will leverage program best practices into the current
Non-Residential Audit sub-program. Such best practices include regular Statewide
program management meetings to discuss program design and implementation issues,
consistent RFP process for selecting third-party vendors to ensure that programs are
delivered consistently and consistent audit approaches/report outputs to ensure that
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customers operating multiple facilities across IOU service territories receive the same
information.

d) Innovation

For 2009-2011, the IOUs are re-tooling their energy audit programs to focus on DSM
integration opportunities. The IOUs have tried this at several levels over the years in
various one-off or pilot program approaches. The most successful recent example of
such integrated DSM has been PG&E’s Integrated Audits Program. The lessons
learned from this program will be applied Statewide to benefit all California IOU
customers. In addition, the IOUs are introducing a Statewide Retro-commissioning
effort that will help achieve several goals desired in the Strategic Plan. This
innovative approach will provide a cost-effective means of facilitating the retro-
commissioning of all state-owned and leased facilities. Finally, the Non-Residential
Audit sub-program provides a channel to recommend new and emerging technologies
to customers that can lead to even greater energy savings. One focus of the sub-
program for 2009-2011 will be to support the Office of the Future Consortium Phase
2 recommendations, “The 25% Solution.” Audit recommendations for commercial
office space will be geared towards driving customers to implement measures that
reduce their energy usage 25 percent below Title 24-2005 as the a baseline.

e) Integrated/Coordinated Demand Side Management

The IEA program will serve as the foundation for integrated offerings by offering a
truly integrated audit to customers, seamlessly providing them with information and
recommendations regarding energy efficiency, distributed-generation, demand
response, greenhouse gas emissions and water energy savings, Customers will be
referred to other IOU programs that will help them implement the recommendations
resulting from the audit report and thus will be given a complete picture of their
energy usage and options for reducing costs and using energy more efficiently.

f) Integration Across Resource Types

The core focus of the sub-program in the near-term is to implement DSM integration.
Once this has been accomplished, the appropriateness of including water savings
measures into the recommendations will be evaluated.

g) Pilots
N/A

h) EM&V

The utilities are proposing to work with the Energy Division to develop and submit a
comprehensive EM&V Plan for 2009-2011 after the program implementation plans
are filed. This will include process evaluations and other program-specific studies
within the context of broader utility and Energy Division studies. More detailed plans
for process evaluation and other program-specific evaluation efforts cannot be
developed until after the final program design is approved by the CPUC and in many
cases after program implementation has begun, since plans need to be based on
identified program design and implementation issues.
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Calculated Incentives Program
Program Type: Core

2. Projected Program Budget Table
Table 1 — See the Commercial Energy Efficiency Program for budget details.
3. Projected Program Gross Impacts Table — by calendar year
Table 2 - See the Commercial Energy Efficiency Program for gross impact details.
4. Program Description
a) Describe program
The Statewide Commercial Calculated Incentives sub-program provides customers
technical and calculation assistance, as well as incentives based on calculated savings,

to influence the design and installation of energy efficient equipment and systems in
both retrofit and added load applications.

The Calculated Incentives sub-program is utilized for projects where a rebate is not
available through the Statewide Deemed program, where project conditions require
customized calculations to provide the most accurate savings estimates, or where a
project has interactive effects that are best captured through whole building or whole
system modeling. Because calculated savings estimates are based on actual customer
operating conditions, pre-inspections (for retrofit projects) and post-inspections are
typically required as part of each utility’s project documentation.

An important element of the Calculated Incentives sub-program is the design
assistance and calculation assistance provided by the IOUs to influence customers to
select the most efficient design and equipment options. For both retrofit and added
load projects, IOUs work with the customer and their project team to evaluate their
proposed projects and provide a report recommending efficient design alternatives
and detailing energy savings, CO, reductions, and calculated incentives available for
exceeding Title 24 code or industry standard practice baselines as appropriate. This
information is also available to customers through the Non-Residential Audit
offering. The combination of technical support and the availability and commitment
of approved utility incentive funds is an essential driver to overcome key customer
barriers, including lack of technical resources and lack of capital for energy efficiency
projects.

Customers and project sponsors (contractors, design teams, vendors, ESCOs)
participating in the Calculated Incentives sub-program may also opt to complete their
own calculations for submittal to the IOUs for review and approval. For this purpose,
consistent Statewide calculators are publically available to customers for use if
desired. The Statewide utility-created and maintained SPC Calculator can be used for
retrofits and is available online and through CDs. For whole building construction
projects, IOUs accept both Energy Pro, available for license, and the utility-sponsored
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EQEST, available for free on the Statewide Energy Design Resources website
http://www.energydesignresources.com.

Depending on whether a project is a retrofit or added load project, and on whether
Title 24 is triggered for a particular project, different baselines are applied to capture
appropriate project savings. For retrofit projects, incentives are capped at 50% of the
total project costs. For added load projects, incentives are capped at 50% of the
incremental project cost.

b) List measures

The Calculated Incentives sub-program is a resource program that offers financial
incentives for energy efficiency projects involving the installation of new, high-
efficiency equipment or systems. The more kWh or therms saved by the energy
efficiency project, the higher the incentive payment will be. The incentive options
offered by the Calculated sub-program have seen high participation due to the
program’s flexibility in customizing appropriate energy efficiency solutions for a
diverse range of customers. Below (see following page) is a listing of all calculated
incentives, grouped by measure category for all IOUs. Specific measures for each
IOU are provided in the attached E3.
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MeasureName Per kWh Incentive Per kW Incentive
1|Air Compressor System Replacement / Upgrade $0.09 $100
2|ASD - HVAC Compressor Motors $0.15 $100
3|ASD - Others $0.09 $100
4|Building Shell Improvements $0.09 $100
5|Carbon Monoxide Sensors $0.09 $100
6|Controls - Non-Lighting $0.09 $100
7|Equipment - Other not specified $0.09 $100
8|Extruder System Replacement / Upgrade $0.09 $100
9|Fan and Pump System Upgrades $0.09 $100

10|Furnace / Energy Efficient $0.09 $100
11|Heat Recovery Equipment (Process) $0.09 $100
12|Heat Recovery Equipment (Space Conditioning) $0.15 $100
13|HVAC - Chiller $0.15 $100
14|HVAC - Complete Subsystem Replacement / Upgrade $0.15 $100
15|HVAC - Heat Pump $0.15 $100
16|HVAC - Other $0.09 $100
17|HVAC - Package Unit $0.15 $100
18|Injection Molding Machine Replacement / Upgrade $0.09 $100
19|Insulation $0.09 $100
20|Lighting $0.05 $100
21|Lighting Controls $0.05 $100
22[Motors Project (HVAC Compressor) $0.15 $100
23|Motors Project (Non-HVAC Compressor) $0.09 $100
24|Precooling Equipment $0.15 $100
25|Process - Chiller $0.15 $100
26|Process - Complete Subsystem Replacement / Upgrade $0.15 $100
27|Professional Wet Cleaning $0.09 $100
28|Pumping System Replacement / Upgrade $0.09 $100
29|Rapid Closing Door $0.09 $100
30|Refrigeration - Complete Subsystem Replacement / Upgrade $0.15 $100
31|Refrigeration - Other $0.09 $100
32|Series to Parallel Street Lighting $0.09 $100
33|Special Window Glazing & Glazing Treatments $0.09 $100
34|Vacuum Systems $0.09 $100
35|Window Replacement $0.09 $100

c)

List non-incentive customer services

The Calculated Incentives sub-program is primarily an incentive program designed to
achieve energy savings through measure implementation. However, it does provide
such non-incentive measures as technical and calculation assistance to help customers
navigate through the application process. This assistance ensures that the sub-
program captures lost opportunities by not allowing projects to fall behind schedule
simply because the customer does not have the resources to complete the process.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
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program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

¢) Program Design to Overcome Barriers

The Calculated Incentives sub-program is designed to eliminate a significant number
of barriers to energy efficiency for commercial customers. Across all Non-
Residential customer segments, a significant barrier often mentioned is access to
information. This can include:

e Lack of awareness of operating best practices, energy efficiency opportunities,
and the viability of high-efficiency emerging technologies (due to slow market
penetration).

Difficulty in accessing industry-relevant technical assistance.

Inadequate availability of qualified industry specialists.

Lack of personnel resources to fully assess a building, system, or process.
Uncertainty as to how a specific energy efficiency project will impact their
emissions, resource consumption, or waste discharge streams.

In addition, much of the time, developers, building owners, building managers, and
building contractors only build or retrofit to current standards (i.e., Title 24), and on
the Architect and Engineering Firm side, design engineers only specify what they
already know or are familiar with.

To overcome these barriers, the Calculated Incentives sub-program encourages or
rewards developers, building owners, building managers, contractors, and A&E firms
to “push the efficiency envelope” and exceed Title 24 requirements and/or industry-
accepted baseline standards when retrofitting existing buildings or systems. This is
accomplished by:

¢ Providing up-to-date information on emerging technologies to bridge the
"knowledge gap" which typically prevents such technologies from being adopted
by the market.

e Offering “premium” incentives for emerging technologies that are proven but not
widely employed in the markets for which they are intended (such as solid state
lighting, advanced lighting controls, etc.)

e Providing highly skilled energy management professionals who perform basic and
integrated facility assessments.
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e Providing IOU Workforce Education and Training seminars through the Energy
Centers.

e Providing Web-based information and energy management tools that assist with
identifying DSM opportunities.

e Conducting in-depth plant or system assessments, such as the assessments jointly
provided by the IOUs and the U.S. Department of Energy (DOE) that focus on
improving production and optimizing energy efficiency.

e Offering incentives based on energy savings quantified through technical
assessments or basic audits that help customers overcome internal financial
hurdles.

e Setting up incentive mechanisms that reward implementation of advanced
technologies.

e Promoting integrated solutions that conserve energy and reduce GHG emissions.

e Providing a Statewide SPC Estimator that provides energy savings calculations
for most popular and common retrofit projects and measures, assists in filling out
program applications, and simplifies processing.

The Calculated Incentives sub-program delivers a consistent message Statewide to
commercial customers about the benefits, energy savings and GHG reductions that
efficient technologies and operating best practices offer. This eliminates the barrier
of getting incorrect or out-of-date information from local networks.

The sub-program also provides additional information about other opportunities for
project assistance, such as State or Federal funds available for energy efficiency
projects, tax incentives, and/or local and other sources of project funding.

d) Quantitative Program Targets
The targets provided herein are best estimates, but nonetheless are forecasts.

Table 5
Program Target by Program Target by Program Target by
Program Name 2009 2010 2011
Projects 680 820 970

e) Advancing Strategic Plan goals and objectives

The unifying objective of the Strategic Plan is to employ market transformation
strategies to encourage marketplace adoption of energy efficiency measures to a point
that public investment in energy efficiency is no longer necessary.'” The Calculated
Incentives sub-program will support this effort by employing two of the five market
transformation policies identified in the Strategic Plan. Specifically, the sub-program
will offer “carrots” in the form of financial incentives to help pull the marketplace
towards energy efficiency, and will also provide education and informational
resources through marketing and program outreach efforts. Therefore, these program

' Strategic Plan, Section 1.3 — Targeting Market Transformation, Page 4.
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elements will work in concert to transform the market towards sustained, long-term
energy savings.

The program will help to achieve the following near-term strategic goals as identified
in Chapter 3 of the Strategic Plan:

e 2-3: Ensure compliance with minimum Title 24 codes
The Calculated Incentives sub-program provides incentives for projects that
merely exceed current Title 24 minimum baselines. Incentive mechanisms
will be created to ensure deeper levels of energy reductions, including
implementation of the Office of the Future Consortium’s Phase 2
recommendations, “The 25% Solution,” which seek to reduce energy usage
25 percent below Title 24-2005 baselines.

e 2-5: Develop tools and strategies to reduce energy consumption in
commercial buildings
The Calculated Incentives sub-program directly supports this effort by
collecting data and conducting energy use and efficiency studies that, when
collected over multiple IOU service territories, will be very helpful in
supporting Statewide efforts to establish a robust and useful knowledge base
for the commercial sector.

e 2-7: Develop business models that deliver integrated energy management
solutions
The Calculated Incentives sub-program will implement incentive mechanisms
that will “reward comprehensive energy management retrofits” such as
incentives for reaching certain "stretch" goals that produce significant energy
savings beyond an established baseline.

e 2-8: Improve utilization of plug-load technologies
The existing incentive structure pays for energy reductions through plug-load
measures. Additional incentives that encourage greater penetration of plug-
load technologies may be required and will be developed to support
technologies recommended by PIER, the Office of the Future Consortium, etc.

6. Program Implementation
a) Statewide 10U coordination
The Statewide IOU Coordination process, described in detail in the Statewide
Commercial Energy Efficiency Program, will ensure continuous improvement and
consistent implementation of all of the sub-programs. The discussion below will
focus on how the IOUs will coordinate the Calculated Incentives sub-program
specifically.

The Statewide IOU Coordination process for the Calculated Incentives sub-program
will be as follows:

Southern California Edison 2009 — 2011 Energy Efficiency Plans
190 March 2009



Commercial: Calculated Incentives Program

e Hold Regular Program Manager Meetings — The Calculated sub-program
managers from each of the IOUs will meet on a regular basis and will unify, to the
extent possible, the implementation of program aspects such as program name,
program delivery mechanisms, incentive levels, marketing and outreach plans,
and IOU program interactions. The sub-program managers will also discuss new
innovations and develop solutions to overcoming implementation challenges.
Therefore, the regular meetings will focus on issues specific to the Calculated
sub-program only.

e Designate an IOU Program Lead — One of the Calculated sub-program
managers who participates in the regular meetings will be the designated
sub-program IOU Lead. The IOU Lead will represent the sub-program at the
regular Statewide Steering Committee meetings.

e Participate in Regular Steering Committee Meetings — The IOU Lead will be
responsible for attending the regular Steering Committee Meetings and sharing
Calculated sub-program innovations, experiences and challenges that have the
potential to impact multiple sub-programs or the core Commercial Energy
Efficiency Program as a whole.

e Adopt Program Enhancements — Once the Steering Committee agrees that a
specific innovation or implementation policy has merit on a Statewide level, the
10U lead will distribute the information to the Calculated sub-program managers
by e-mail or at the next regular meeting for adoption and integration. Therefore,
the IOU lead will act as a conduit feeding Calculated sub-program-specific
information up to the Statewide Steering Committee and distributing measures for
adoption back to the Calculated sub-program managers.

e Evaluate Program Enhancements — To complete the adaptive management
loop, the Calculated sub-program managers will track the success of the adopted
Statewide enhancement or implementation policy and report any challenges or
concerns at the regular Calculated Incentives sub-program meeting. The [OU
lead will report any challenges that transcend the Calculated Incentives sub-
program to the Steering Committee, who will determine whether further course
corrections are needed.

By following the process stated above, the Calculated Incentives sub-program
managers will play a critical role in ensuring unified implementation on a Statewide
level over the course of the three year implementation cycle. Sub-program
innovations and challenges will also feed productively into the higher-level Steering
Committee process, where the IOU lead will act as participant and conduit between
both Statewide coordination systems.

The coordination and unity of all program aspects will be handled through this
Statewide coordination framework. However, these aspects will start off at a high
level of Statewide consistency. In rare cases, there will be IOU-specific deviations.
Instances where one IOU will favor a different approach than the other IOUs will be
called out in italicized text throughout the Calculated Incentives sub-program.
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I. Program name: Calculated Incentives

ii. Program delivery mechanisms

The Calculated Incentives sub-program will be delivered consistently across IOUs
using the same application materials and energy savings calculation to ensure
consistency. Both retrofit and added load projects for commercial customers are
eligible for incentives.

SCE’s account representatives support this activity within the Statewide
commercial sector, as well as third parties, government partnerships, and SCE
local programs.

iii. Incentive levels
Incentives are listed in the chart in Section 4.b, above, in detail. To summarize,
the incentive levels are as follows:
e Lighting, $0.05/kWh and $100/kW.
Air Conditioning & Refrigeration I, $0.15/kWh and $100/kW.
Air Conditioning & Refrigeration I, $0.09/kWh and $100/kW.
Other, $0.09/kWh and $100/kW.
Therms, $1.00/therms, capped at 50% of project cost.

iv. Marketing and outreach plans

The Calculated Incentives sub-program will be marketed through IOU account
executives, as well as through third-party programs, educational, outreach and
other marketing activities. Marketing activities will target business customers,
ESCOs, trade associations, local business groups and government entities to
generate interest and program participation. In addition, direct customer contact
by account executives, Demand Response Program outreach, phone and e-mail
support will be provided.

In 2009-2011, the IOUs will implement segmentation research and messaging.
Marketing campaigns will provide a wide range of action-oriented solutions
targeted to “personas” identified through segmentation research. In addition,
marketing efforts will be “bundled.” That is, a menu of demand response, energy
efficiency and conservation programs will provide customers a full array of EE
and DR options. By providing packaged energy management solutions for each
industry segment, the IOUs will be better able to communicate with and serve
customers.

Marketing efforts will incorporate a variety of marketing tactics/activities to
promote the Calculated Incentives sub-program. Education, awareness and
outreach efforts will rely on a combination of mass media communication
channels and targeted communication channels to ensure the messages reach the
intended audiences with enough frequency to motivate attitude and behavior
changes. The marketing strategies may include, but are not limited to, a mix of
print, direct mail, e-mail, personal contact, trade shows, trade association
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meetings, customer workshops and seminars, energy related and other community
events and partnerships with business and industry organizations, specialized
collateral, case studies, website links and information with regular updates, bill
inserts, press releases, and newspapers.

The ideal marketing mix will be assessed for maximum awareness and
participation. Marketing and outreach coordination will be coordinated among
the IOUs utilizing the Statewide coordination process described above.

Additionally, SCE may investigate piloting alternative channel marketing and
outreach options that utilize community-based organizations and/or third parties
to recruit small businesses and influence them to take actions that result in energy
efficiency improvements. Regional and community entities tend to interface with
small businesses with some regularity; therefore, partnering with these
organizations could be a viable delivery option. Through this marketing and
outreach pilot, the proposed approach offers a “pay-for-performance” or
capitation fee for contracted organizations (“‘channel partners”) that successfully
deliver energy efficiency programs, measures and/or solutions to small business
customers.

v. 10U program interactions

The Calculated Incentives sub-program managers will partner with the programs
offered by CEC, ARB, Air Quality Management Districts, and other government
agencies to capitalize on opportunities to co-brand program information and
marketing collateral with this sector’s customers. Conventionally, each
government agency and utility has operated natural resource and energy programs
independently, missing opportunities to serve customers who must manage more
than one resource type. For customers who are regulated by or interested in more
than one resource issue, comprehensive information that discusses all resource
efficiency issues will benefit the customer to the mutual advantage of the single
resource programs.

With respect to water conservation, utility program managers will partner with the
local water districts to co-brand marketing collateral, attend trade shows, co-
release notices, for programs with interactive water and energy effects. Similarly,
with ARB and Air Quality Management Districts, [OUs will offer customers
Calculated sub-program incentives for energy efficient equipment that may also
reduce air and GHG emissions.

vi. Similar 10U and POU programs:

The I0Us will be delivering many third-party programs that utilize the Calculated
sub-program's infrastructure. This will help ensure a consistent delivery of
measure incentives and protect programs from undermining each other and
detracting from achieving cost-effective energy savings.
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b) Program delivery and coordination
The Calculated Incentives sub-program will be coordinated with the following
activities:

i. Emerging Technologies (ET) program

The long-term EE vision of California can only be attained through the long-term
and continuous development, verification, and acceptance of new technologies
into the market. The achievement of long-term goals requires new technology as
well as information, training and market development to maximize the EE
benefits of cutting edge technologies. In recognition of the importance of
emerging technologies, the Calculated sub-program is poised to adopt the
efficiency potential of new technologies. In addition, portfolio staff will actively
work to incorporate promising emerging technologies from IOU or PIER-funded
projects.

ii. Codes & Standards program

The Calculated sub-program relies on the Codes and Standards program to
maintain an updated and relevant list of measures that will support savings. As
Codes and Standards impact measures, the program will act to align itself with
appropriate offerings. Programs will include new offerings that will allow
flexibility in adapting to changes in codes and standards, market trends, and
technologies. Planned enhancements to Title 24 will be reflected in incentive
levels and eligible measures and services. As the market moves toward “low
energy”’ or “zero net energy’’ buildings, specific changes to each element of the
bundling will be made to ensure the latest cost-effective technologies/services
(e.g., solid state lighting) made available as these technologies transition from
research and development to the mainstream.

iii. WE&T efforts

WE&T is a portfolio of education and training programs that showcase energy
efficient equipment found on the list of measures offered in the program. The
education and training takes place through energy centers, technology test centers,
and education and training program offerings. In addition to providing the
education and training the classes also address how customers engage the energy
efficiency program offerings relative to the class. An Energy Efficiency
Ambassador will be present at all relative classes to provide detailed information
on the application process to the relevant Energy Efficiency program.

iv. Program-specific marketing and outreach efforts
Market outreach to raise awareness of EE programs available will use a number
of strategies, including:
e Account representatives will make a regular and consistent customer
calling effort to key customers within this sector;
o Utility representatives, Energy Efficiency program management
representatives, and field engineers will be available to provide additional
expertise;
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e Participation and membership in one or two key trade associations
affiliated with each high priority sub-segment within the Commercial
Market Sector;

e Attendance at the key trade shows for each high priority sub-segment
within the Commercial Market Sector;

e Utility-sponsored training events at the IOUs Customer Training Centers
and other convenient locations within the IOUs service territory;

e Hosting of utility-sponsored Webinars that provide sub-segment training
and program adoption; and

e Written collateral pieces that provide an overview of the IOUs Energy
Efficiency programs will be linked into the appropriate IOU DSM web

page.

v. Non-energy activities of program

Integrated Energy Audits (described in the Non-Residential Audit sub-program) is
the primary vehicle to promote project solutions that look across the various [OU
DSM program offerings, as well as complementary options available through
other entities (e.g., water agencies). The results of the Water Efficiency Pilot
Program will identify potential opportunities to reduce water use and the potential
for associated Energy Efficiency savings. Since some customers within the
program sectors are major water users, this sector is well positioned to realize
linked water/electricity benefits through the Water Efficiency Pilot Programs.

vi. Non-10U programs
The Program will continue to engage with Air Quality Management Districts,
CEC, CARB, DOE, water agencies, and other government agencies responsible
for regulating the various aspects and operations of customer facilities
participating in the programs.

vii. CEC work on PIER
The Program will interact with the Emerging Technologies Program to leverage
new technologies to increase the list of measures available for energy efficiency
projects. The portfolio staff actively works to incorporate promising emerging
technologies and PIER projects. The program will work with PIER on researching
new technologies for evaluation and testing for application in mainstream
projects.

viii. CEC work on C&S
The program will not be implemented with a direct linkage to codes and standards
efforts. However, see Section 6.b.1i., above.

iX. Non-utility market initiatives

The sub-program will support, educate customers, and/or enforce such initiatives
as AB32, renewables, ANSI certification, facility benchmarking, Continuous
Energy Improvement, California Green Building Initiative, and other initiatives as
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directed. The IOUs will remain engaged in these efforts and work to influence the
development of increasingly higher standards.

c) Best Practices

I0Us will continue working collaboratively on modifications to program policies and
procedures to address ongoing changes in customer expectations, market conditions
and program flexibility. Such changes have been and will be targeting ease of
program understanding and participation, measures eligibility, increase of customer
economical benefits and policy restrictions that will be identified as barriers to
participation. IOUs are implementing such process based on market studies
conducted on the subject and preceding discussion of the policy change. Among
modifications that would be potentially discussed and implemented are incentive
caps, redesign of measure/equipment early retirement according to the CPUC concept
and other.

I0Us are planning to consolidate various calculating software such as SPC Software,
Engage and other measure specific calculating tools to standardize our calculating
methodology. This will ensure that calculations will be more uniform and consistent
among all stakeholders. This will not limit the use of nationally recognized standard
DOE toolsets for certain measures.

I0Us are also planning to elaborate and utilize positive experience obtained using
Savings By Design and Energy Design Resources tools and extend it to energy
efficiency retrofit projects. Such tools substantially reduce application processing and
review time, minimize number of hand-offs, not sacrificing accuracy of energy saving
calculations.

Leveraging best practices from past program cycles, the Calculated Incentives sub-
program information will also be made available through industry organizations such
as the Building Owners and Managers Association (BOMA), and through advertising
in industry and trade publications. Trade associations and vendor allies have
historically delivered substantial energy savings through previous calculated program
models.

An issue discussed with the Energy Division is the matter of automating the

Commercial program application process. Key elements of the Commercial program
are already automated. System development efforts are presently underway that will
lead to complete automation in the future, to the extent possible. The IOUs intend to

keep the Energy Division updated in system development processes during 2009-
2011.

d) Innovation

Innovative aspects of the program are aiming major program performance indicators
such as accuracy of energy saving calculation, higher realization rate, overcoming
energy efficiency barriers, reducing application processing time and administrative
costs, and integrated energy management.
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For the new 2009-2011 program cycle, California IOUs have implemented a new
incentive structure that emphasizes peak demand reduction, addresses the current
economic downturn, and better motivates customers to participate in energy
efficiency incentive programs. During the program cycle, new incentive structures
will be periodically evaluated and necessary changes made in order to enhance
program benefits and performance.

Where possible, the [OUs will use an integrated approach to addressing DSM
opportunities. Innovative aspects such as merging energy efficiency and demand
response analysis and converting recommendations to projects under the Retro-
commissioning and/or Calculated programs, processing and reviewing energy
efficiency and demand response measures in a single application, and providing
analytical information about applicable distributed generation solutions, will
maximize customer adoption rates for most cost-effective energy management
opportunities.

The IOUs are planning to continue and expand their core RCx programs in multiple
target markets. After energy auditing is complete and applicable no-cost/low-cost
measures are identified, the scope of work will be handed off to an RCx implementer
who will follow RCx program protocols and report final results to the core program
office.

e) Integrated/coordinated Demand Side Management

As the primary incentive vehicle customers have for implementing efficiency
projects, the Calculated Incentives sub-program is the logical choice for
implementing greater demand side integration. Appropriate incentive mechanisms
will be developed and implemented during the 2009-2011 program cycle to reward
customers who implement comprehensive DSM programs. The first step on the path
towards DSM integration is to introduce incentives for kW demand reduction, which
as shown in Section 4.b will be available immediately. This will provide additional
incentives for demand reduction strategies such as lighting controls.

The IOU’s have identified integrated Demand Side Management (IDSM) as an
important priority. As a result they have proposed the establishment of a Statewide
Integration Task Force (Task Force). The program plans to work closely with the
Task Force to identify comprehensive integration approaches that feed into the
overall statewide strategy and to implement best practices as rapidly as practical.

f) Integration across resource types

Integration across resource types (e.g., energy, water, and air quality) will be
explored. Examples include working with Water Agencies to co-promote Food
Service appliances that save water and energy and working with Air Quality
Management Districts to co-promote Boilers and Water Heating measures that save
energy and improve air quality.
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g) Pilots
N/A

h) EM&V
Refer to the overarching PIP section
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Deemed Incentives Program
Program Type: Core

2. Projected Program Budget Table
Table 1 — See the overall program for budget details.

3. Projected Program Gross Impacts Table — by calendar year
Table 2 - See the overall program for gross impact details.

4. Program Description
a) Describe program
The Statewide Commercial Deemed Incentives sub-program provides rebates for the
installation of new energy efficient equipment. Deemed retrofit measures have
prescribed energy savings and incentive amounts and are generally intended for
projects that have well defined energy and demand savings estimates (i.e., T12 to T8
replacements). The Deemed Incentive mechanism is designed to help influence the
installation of energy efficient equipment and systems in both retrofit and added load
applications by:

e Reducing the initial purchase costs of such equipment, and
e Reducing the inconvenience of participating in utility rebate programs by
offering a simple application process.

The Deemed Incentives sub-program directly addresses key market factors that lead
to higher energy costs for California businesses. Providing a menu of prescribed
common measures simplifies the process of reviewing project proposals and provides
a "per-widget" rebate that reduces the cost of retrofitting outdated and inefficient
equipment. This sub-program makes it attractive for customers to spend money in the
short-run in order to achieve lower energy costs in the long run.

b) List measures

The following measure categories are eligible for Deemed Incentives:
Lighting.

Air conditioning equipment.

Food service equipment.

Refrigeration.

Plug Load Sensors

c) List non-incentive customer services

The Deemed Incentives sub-program is primarily an incentive program designed to
achieve energy savings through measure implementation. However, it does provide
such non-incentive measures as technical consultation and application preparation
assistance to help customers navigate through the application process.
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5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics

b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

The Statewide Deemed Incentives sub-program offers customers rebates to
implement energy efficiency measures that have been identified primarily through
standard utility energy efficiency audits, in-depth facility/process assessments or
retro-commissioning studies. The sub-program is designed to help commercial
customers overcome barriers to adopting energy efficiency program measures by
reducing financial costs to the customers for the implementation of energy efficient
measures that address major end-uses (e.g., lighting, HVAC, plug-loads).
Additionally, the easy-to-use online and paper application process reduces the
inconvenience and transaction costs generally associated with Calculated Incentives,
where engineering calculations and pre- and post-monitoring may be required.

The Deemed Incentives sub-program delivers a consistent message Statewide to
commercial customers about the benefits, energy savings and GHG reductions that
efficient technologies and operating best practices offer. This eliminates the barrier
of getting incorrect or out-of-date information from local networks.

The sub-program also provides additional information about other opportunities for
project assistance, such as State or Federal funds available for energy efficiency
projects, tax incentives, or and local and/or other sources of project funding.

In several instances, high efficiency emerging technologies are viable, but are
unknown to facility owners and system designers and thus are slow to penetrate the
market, causing energy efficiency opportunities to be lost. The Deemed Incentives
sub-program helps speed market penetration and associated energy savings for
Emerging Technologies by offering “premium” incentives for emerging technologies
that are proven but not widely employed in the markets for which they are intended
(e.g., solid state lighting, advanced lighting controls, etc.)
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d) Quantitative Program Targets
The targets provided herein are best estimates, but nonetheless are forecasts.

Table 5
Program Target by Program Target by Program Target by
Program Name 2009 2010 2011
Projects 2460 3010 3230

e) Advancing Strategic Plan goals and objectives

The unifying objective of the Strategic Plan is to employ market transformation
strategies to encourage marketplace adoption of energy efficiency measures to a point
that public investment in energy efficiency is no longer necessary.”’ The Deemed
Incentives sub-program will support this effort by employing two of the five market
transformation policies identified in the Strategic Plan. Specifically, the Program will
offer “carrots” in the form of financial incentives to help pull the marketplace towards
energy efficiency. The Deemed Incentives sub-program will also provide education
and informational resources through marketing and program outreach efforts.
Therefore, these program elements will work in concert to transform the market
towards sustained, long-term energy savings.

The program will help to achieve the following near-term strategic goals as identified
in Chapter 3 of the Strategic Plan:

e 2-3: Ensure compliance with minimum Title 24 codes

The Deemed Incentives sub-program only provides incentives for projects that
exceed current Title 24 minimum baselines. Incentive rates will be created to
encourage the implementation of advanced technologies (e.g., solid state
lighting) to ensure deeper levels of energy reductions, including
implementation of the Office of the Future Consortium’s Phase 2
recommendations, “The 25% Solution,” which seek to reduce energy usage

25 percent below Title 24-2005 baselines.

e 2-5: Develop tools and strategies to reduce energy consumption in
commercial buildings

The Deemed Incentives sub-program directly supports this effort by collecting
data and conducting energy use and efficiency studies that, when collected
over multiple IOU service territories, will be very helpful in supporting
Statewide efforts to establish a robust and useful knowledge base for the
commercial sector.

20 Strategic Plan, Section 1.3 — Targeting Market Transformation, Page 4.
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e 2-7: Develop business models that deliver integrated energy management
solutions

The Deemed Incentives sub-program will implement incentive mechanisms
that will “reward comprehensive energy management retrofits” such as
incentives for reaching certain "stretch" goals that produce significant energy
savings beyond an established baseline. Additionally the iBonus concept (see
Section 6.e.) will further encourage integrated solutions.

e 2-8: Improve utilization of plug-load technologies

The existing incentive structure pays for energy reductions through plug-load
measures. Additional incentives that encourage greater penetration of plug-
load technologies may be required and will be developed to support
technologies recommended by PIER, the Office of the Future Consortium, etc.

6. Program Implementation
a) Statewide 10U coordination
The Statewide IOU Coordination process, described in detail in the Statewide
Commercial Energy Efficiency Program, will ensure continuous improvement and
consistent implementation of all of the sub-programs. The discussion below will
focus on how the IOUs will coordinate the Deemed Incentives sub-program
specifically.

The Statewide IOU Coordination process for the Deemed Incentives sub-program
will be as follows:

Hold Regular Program Manager Meetings — The Deemed sub-program
managers from each of the IOUs will meet on a regular basis and will unify, to the
extent possible, the implementation of program aspects such as program name,
program delivery mechanisms, incentive levels, marketing and outreach plans,
and IOU program interactions. The sub-program managers will also discuss new
innovations and develop solutions to overcoming implementation challenges.
Therefore, the regular meetings will focus on issues specific to the Deemed sub-
program only.

Designate an 10U Program Lead — One of the sub-program managers who
participates in the regular meetings will be the designated Deemed Program IOU
Lead. The IOU Lead will represent the sub-program at the regular Statewide
Steering Committee meetings.

Participate in Regular Steering Committee Meetings — The IOU Lead will be
responsible for attending the regular Steering Committee Meetings and sharing
Deemed Incentives sub-program innovations, experiences and challenges that
have the potential to impact multiple sub-programs and/or the core Commercial
Energy Efficiency Program as a whole.

Adopt Program Enhancements — Once the Steering Committee agrees that a
specific innovation or implementation policy has merit on a Statewide level, the
IOU Lead will distribute the information to the Deemed sub-program managers
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by e-mail or at the next regular meeting for adoption and integration. Therefore,
the IOU Lead will act as a conduit feeding Deemed sub-program-specific
information up to the Statewide Steering Committee and distributing measures for
adoption back to the Deemed sub-program managers.

e Evaluate Program Enhancements — To complete the adaptive management
loop, the Deemed sub-program managers will track the success of the adopted
Statewide enhancement or implementation policy and report any challenges or
concerns at the regular Deemed Incentives sub-program meeting. The IOU Lead
will report any challenges that transcend the Deemed Incentives sub-program to
the Steering Committee, who will determine whether further course corrections
are needed.

By following the process stated above, the Deemed Incentives sub-program managers
will play a critical role in ensuring unified implementation on a Statewide level over
the course of the three-year implementation cycle. Sub-program innovations and
challenges will also feed productively into the higher-level Steering Committee
process, where the IOU Lead will act as participant and conduit between both
Statewide coordination systems.

The coordination and unity of all program aspects will be handled through this
Statewide coordination framework and will start off at a high level of Statewide
consistency. In rare cases, there will be IOU-specific deviations. Instances where
one IOU will favor a different approach than the other IOUs will be called out in
italicized text throughout the Deemed Incentives sub-program.

I. Program name: Deemed Incentives

ii. Program delivery mechanisms

Deemed Incentives will be primarily delivered via paper or online application.
Measures and incentive levels will be the same across IOUs, unless markets in the
individual IOUs require adjustments based on research, communication with
industry, and/or changes in the economic landscape.

iii. Incentive levels
Incentive levels vary by measure type, but will be offered consistently across [OU
service territory except where local market conditions necessitate different
amounts.

iv. Marketing and outreach plans

The Deemed Incentives sub-program will be marketed through IOU account
executives, as well as through third-party programs, educational, outreach and
other marketing activities. Marketing activities will target business customers,
ESCOs, trade associations, local business groups and government entities to
generate interest and program participation. In addition, direct customer contact
by account executives, Demand Response Program outreach, phone and e-mail
support will be provided.
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In 2009-2011, the IOUs will implement segmentation research and messaging.
Marketing campaigns will provide a wide range of action-oriented solutions
targeted to “personas” identified through segmentation research. In addition,
marketing efforts will be “bundled.” That is, a menu of demand response, energy
efficiency and conservation programs will provide customers a full array of EE
and DR options. By providing packaged energy management solutions for each
industry segment, the IOUs will be better able to communicate with and serve
customers.

Marketing efforts will incorporate a variety of marketing tactics and activities to
promote the Deemed Incentives sub-program. Education, awareness and outreach
efforts will rely on a combination of mass media and targeted communication
channels to ensure that messages reach the intended audiences with enough
frequency to motivate attitude and behavior changes. The marketing strategies
may include, but are not limited to, a mix of print, direct mail, e-mail, personal
contact, trade shows, trade association meetings, customer workshops and
seminars, energy-related and other community events and partnerships with
business and industry organizations, specialized collateral, case studies, website
links and information with regular updates, bill inserts, press releases, and
newspapers.

The ideal marketing mix will be assessed for maximum awareness and
participation. Marketing and outreach coordination will be coordinated among
the IOUs utilizing the Statewide coordination process described above.

Additionally, SCE may investigate piloting alternative channel marketing and
outreach options that utilize community-based organizations and/or third parties
to recruit small businesses and influence them to take actions that result in energy
efficiency improvements. Regional and community entities tend to interface with
small businesses with some regularity; therefore, partnering with these
organizations could prove to be a viable delivery option. Through this marketing
and outreach pilot, the proposed approach offers a “pay-for-performance” or
capitation fee for those contracted organizations (“channel partners”) that
successfully deliver energy efficiency programs, measures and/or solutions to
small business customers.

v. 10U program interactions

The Deemed Incentives sub-program managers will partner with the programs
offered by CEC, ARB, Air Quality Management Districts, and other government
agencies to capitalize on opportunities to co-brand program information and
marketing collateral with this sector’s customers. Conventionally, each
government agency and utility has operated natural resource and energy programs
independently, missing opportunities to serve customers who must manage more
than one resource type. For customers who are regulated by or interested in more
than one resource issue, comprehensive information that discusses all resource
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efficiency issues will benefit the customer to the mutual advantage of the single
resource programs.

With respect to water conservation, utility program managers will partner with the
local water districts to co-brand marketing collateral, attend trade shows, and co-
release brochures, for programs with interactive water and energy effects.
Similarly, with ARB and Air Quality Management Districts, [OUs will offer
customers Deemed sub-program incentives for energy efficient equipment that
may also reduce air and GHG emissions.

vi. Similar IOU and POU programs

The I0Us will be delivering many third-party programs that utilize the Deemed
Incentives sub-program infrastructure. This will help ensure a consistent delivery
of measure incentives and protect programs from undermining each other and
detracting from achieving cost-effective energy savings.

b) Program delivery and coordination
The Deemed Incentives sub-program will be coordinated with the following
activities:

i. Emerging Technologies (ET) program

The long-term EE vision of California can only be attained through the long-term
and continuous development, verification, and acceptance of new technologies
into the market. The achievement of long-term goals requires new technology as
well as information, training and market development to maximize the EE
benefits of cutting edge technologies. In recognition of the importance of
emerging technologies, the program is poised to adopt the efficiency potential of
new technologies through its programs. In addition, portfolio staff actively works
to incorporate promising emerging technologies from IOU or PIER-funded
projects.

ii. Codes & Standards program

The program relies on the Codes and Standards program to maintain an updated
and relevant list of measures that will support savings. As Codes and Standards
impact measures, the program will act to align itself with appropriate offerings.
Programs will include new offerings that will allow flexibility in adapting to
changes in codes and standards, market trends, and technologies. Planned
enhancements to Title 24 will be reflected in incentive levels and eligible
measures and services. As the market moves toward “low energy” or “zero net
energy” buildings, specific changes to each element of the bundling will be made
to incorporate the latest cost-effective technologies and services (e.g., solid state
lighting) made available as these technologies transition from research and
development to the mainstream.
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iii. WE&T efforts

WEKT is a portfolio of education and training programs that showcase energy
efficient equipment found on the list of measures offered in the program. The
education and training takes place through energy centers, technology test centers,
and education and training program offerings. The classes also address how
customers engage energy efficiency program offerings. An Energy Efficiency
Ambassador will be present at all classes to provide detailed information on the
application process for the relevant Energy Efficiency programs.

iv. Program-specific marketing and outreach efforts
Market outreach to raise awareness of available EE programs will use a number
of strategies, including:

e Account representatives will regularly and consistently call key
Commercial Market Sector customers.

o Utility representatives, Energy Efficiency program management
representatives, and field engineers will be available to provide additional
expertise.

e Participation and membership in one or two key trade associations
affiliated with each high priority Commercial Market Sector sub-segment.

e Attendance at the key trade shows for each high priority Commercial
Market Sector sub-segment.

e Conducting utility-sponsored training events at IOU Customer Training
Centers and other convenient locations within each IOU's service territory.

e Hosting of utility-sponsored Webinars that provide sub-segment training
and program adoption.

e Written collateral pieces that provide an overview of the IOU Energy
Efficiency programs will be linked into the appropriate IOU DSM web

page.

v. Non-energy activities of program

Integrated Energy Audits (described in the Non-Residential Audit sub-program
PIP) are the primary vehicle for promoting project solutions that look across the
various IOU DSM program offerings, as well as complementary options available
through other entities, such as water agencies. The results of the Water Efficiency
Pilot Program will identify opportunities to reduce water use and the potential for
associated Energy Efficiency savings. Since some Commercial Market Sector
customers are major water users, they are well positioned to realize linked
water/electricity benefits through the Water Efficiency Pilot Programs.

vi. Non-10U Programs
The program will continue to engage with Air Quality Management Districts,
CEC, CARB, DOE, water agencies, and other government agencies responsible
for regulating the various aspects and operations of customer facilities
participating in the programs
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vii. CEC work on PIER
The program will interact with the Emerging Technologies Program to leverage
new technologies to increase the list of measures available for energy efficiency
projects. The portfolio staff actively works to incorporate promising emerging
technologies and PIER projects. The program will work with PIER on researching
new technologies for evaluation and testing for application in mainstream
projects.

viii. CEC work on Codes and Standards
The Deemed Incentives Program will not be implemented with a direct linkage to
CEC codes and standards efforts. However, see Section 6.b.ii., above.

iX. Non-utility market initiatives

The sub-program will support, educate customers, and/or enforce such initiatives
as AB32, renewables, ANSI certification, facility benchmarking, Continuous
Energy Improvement, California Green Building Initiative, and other initiatives as
directed. The IOUs will remain engaged in these efforts and work to influence
the development of increasingly higher standards.

c) Best Practices

To maximize program effectiveness, best practices in Program Design and
Implementation will be employed and shared among IOUs. Areas of best practices
for the Deemed Incentive approach include:

e Best practices in Program Design:

e Establish regular communication among IOUs, which is critical to effective
program design.

o Identify qualifying products simply and effectively (Examples: ENERGY
STAR®, CEE, PIER, etc.).

e Seek input from industry in the development of new programs. The IOU
programs are trying to change how an industry operates from manufacturer
design to the customer's purchasing and maintenance practices. Industry
participation increases program volume and speeds market transformation.

e Best practices in Program Implementation:

o Strive to simplify messaging and participation for the customer ("Look for
the ENERGY STAR® label," "Purchase from a qualifying products list,"
etc.)

e Understand the key motivators that drive an industry and use that information

to market the program.

¢ Ensure that outreach efforts make the program visible to customers and the

market that caters to them.

e Always communicate program marketing and advertising plans in advance to

appropriate industry channels. Advanced notice allows industry partners an
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opportunity to leverage from utility marketing efforts and reinforce
messaging.

e Statewide coordination is important as it makes it easier for national chains
and manufacturers to understand and support IOU rebate programs. Statewide
coordination also includes regular meetings to share industry contacts,
marketing strategies, and lessons learned. Coordinated Statewide participation
at relevant industry events has reduced administrative expenses through cost
sharing arrangements.

d) Innovation

Innovative aspects of the program for 2009-2011 include persistent integration of new
and emerging technologies into the program processes. This will manifest itself in an
increased emphasis on plug-load technologies (in support of the Strategic Plan) and
by aligning rebates with the recommendations of the Office of the Future Consortium
to help make their “25% Solution” a reality.

Additionally, incentive mechanisms that emphasize peak demand reduction, address
the current economic downturn, and better motivate customers to participate in
energy efficiency incentive programs will be pursued. During the 2009-2011
program cycle, new incentive structures will be periodically evaluated and necessary
changes made to enhance program benefits and performance.

Where possible, IOUs will use an integrated approach to addressing DSM
opportunities. Innovative aspects such as merging energy efficiency and demand
response analysis and converting recommendations to projects under Retro-
commissioning and/or Non-Residential Audits, processing and reviewing energy
efficiency and demand response measures in a single application, and providing
analytical information about applicable distributed generation solutions will
maximize customer adoption rates for most cost-effective energy management
opportunities.

e) Integrated/coordinated Demand Side Management

Over the last few years, traditional DSM programs have learned that successful
customer participation in one program leads to a likelihood of repeat participation in
the same program. Additionally, this successful participation makes these customers
likely candidates for other, similar programs, but because of siloing — thinking of
programs as separate, unrelated efforts — this has proved difficult. To overcome this,
the Deemed Incentives sub-program will leverage lessons learned from IDSM efforts
by offering comprehensive, coordinated marketing and program delivery.

A primary issue when integrating energy efficiency and demand response programs is
that the two programs are at financial odds with one another, as both programs often
reduce the potential for each other’s financial incentives. For example, energy
efficiency may reduce the overall baseline that demand response program incentives
are based on. Since benefits from long-term energy savings derived from
technological measures outweigh the temporary demand reduction benefits derived
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from behavioral actions, the program will offer additional incentives for energy
efficiency measures that enable demand response when customers enroll, or are
already enrolled, in demand response programs. In so doing, the program seeks to
maximize the potential for both types of programs.

A secondary issue when integrating energy efficiency and demand response programs
is that communications of both types of DSM program are not often coordinated,
since energy efficiency is typically technology-based and demand response is often
focused on behavior. Also, demand response efforts often cluster before the summer
“event season” and wane throughout the remainder of the year. To overcome these
differences, the program will offer integrated and coordinated year-round marketing
through consolidated applications, collateral, websites, and events, where applicable,
giving customers the opportunity to enroll in both types of programs.

The integration of energy efficiency and demand response programs presents several
issues and, as stated previously, the Deemed sub-program seeks to overcome these
issues by focusing on several tactics:

e Promotion and incentivizing of demand response-enabling energy efficiency
measures to ensure that energy efficiency is completed first to maximize
potentials.

e Integrated and coordinated year-round marketing (e.g., applications, collateral,
websites, and events).

¢ Linking of program eligibility requirements (e.g., customer size).

e Providing unified technical assistance through enhanced EE/DR Audits through
the TA/TI Program to allow for cross-harvesting opportunities.

e Integrated presence on utility websites.

e Regular coordination meetings between energy efficiency and demand response
program management.

During the 2009-2011 program cycle, funding for energy efficiency and demand
response cannot be commingled. Therefore, payments will be split between the two
programs as appropriate.

A new incentive mechanism called an Integration Bonus (iBonus) will be put in place

to promote greater integration of DSM resources. The iBonus is available for

customers who:

e Purchase, install, and are eligible to receive a rebate for an addressable energy
saving device, and

e Sign up for, or are already signed up for, a voluntary or rate-based Demand
Response Program.

Technologies eligible for an iBonus will initially include the following addressable
Deemed measures, with additional measures added, as appropriate, when identified:
e Addressable Lighting Measures

e Addressable HVAC Measures
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e Addressable Computer Network Power Management Software
e Addressable Refrigeration Measures
e Addressable Anti-Sweat Heaters

The technologies listed above will be clearly demarked on the Deemed sub-program
application as being eligible for the iBonus and specific terms and conditions
concerning the respective measure will be included in the application.

f) Integration across resource types (energy, water, air quality, etc)
Integration across resource types (e.g., energy, water, and air quality) will be
explored. Examples include:
e Working with Water Agencies to co-promote Food Service appliances that
save water and energy, and
e  Working with Air Quality Management Districts to co-promote Boilers and
Water Heating measures that save energy and improve air quality.

g) Pilots
N/A

h) EM&V

The utilities are proposing to work with the Energy Division to develop and submit a
comprehensive EM&V Plan for 2009-2011 after the program implementation plans
are filed. This will include process evaluations and other program-specific studies
within the context of broader utility and Energy Division studies. More detailed plans
for process evaluation and other program-specific evaluation efforts cannot be
developed until after the final program design is approved by the CPUC and in many
cases after program implementation has begun, since plans need to be based on
identified program design and implementation issues.
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7. Diagram of Program
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8. Program Logic Model
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1. Program Name: Commercial Direct Install Program
Program Type: Core

2. Projected Program Budget Table
Table 1 — See the overall program for budget details.

3. Projected Program Gross Impacts Table — by calendar year
Table 2 - See the overall program for gross impact details.

4. Program Description
a) Describe program
The Direct Install sub-program delivers free energy efficiency hardware retrofits,
through installation contractors, to reduce peak demand and energy savings for
commercial customers with monthly demand of less than 100 kW. The program
targets very small and small businesses (those with monthly demand of less than 100
kW) in a staged delivery approach that provides program services in specific
geographic areas at different times, allowing for a more concentrated, directed, yet
comprehensive program.

b) List measures
Direct Install will implement selected measures at no cost to the customer. Eligible
measures include:

e Lighting.

e Air conditioning equipment.

e Refrigeration — gaskets, auto-closers, and strip closers.

e LED Exit Signs.

c) List non-incentive customer services

The sub-program provides a complete turnkey solution for the customer, including
equipment purchasing, installation, clean-up and disposal. In addition, it provides
information about the installed measures to the customer, explaining the energy
efficiency benefits they received and proper operation and maintenance practices to
ensure sustained performance.

5. Program Rationale and Expected Outcome
a) Quantitative Baseline and Market Transformation Information
By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics are proposed at the
program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 3 — Refer to the overarching program for quantitative baseline metrics
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b) Market Transformation Information

By its nature, market transformation occurs as a result of numerous factors and
programs, not single sub-programs. Therefore, all metrics and goals are proposed at
the program level. Please refer to the quantitative baseline and market transformation
discussion, presented in the overall program PIP.

Table 4 — Refer to the overarching program for market transformation metrics

c) Program Design to Overcome Barriers

Small businesses are a significant source of untapped energy-efficiency potential.
The primary barriers to participation include limited capital resources, lack of
expertise and understanding of the benefits of energy efficiency, a suspicion of the
“free offer” and its legitimacy, and generally higher interest rates for smaller
customers.

In addition, the majority of these customers occupy short-term leased facilities.
Consequently, there is also a split incentive barrier to adoption of energy efficiency
improvements. Split incentives occur when the customer or owner does not own the
equipment for which they pay a utility bill (for example, when the landlord owns the
HVAC equipment and the customer pays utility bills for it, or vice versa).

While these very small and small commercial customers may be eligible for other
program elements such as the itemized retrofit incentive, the primary barriers to their
participation are not addressed by that program, beyond some cost reduction. The
No-Cost Installation element addresses these barriers by providing all equipment and
installation services at no charge to the customer.

Additionally, the Direct Install sub-program has team members fluent in the
languages spoken and familiar with the cultures in its territory, so they can
proactively:
e Bridge cultural and language barriers to understanding the benefits of energy
efficiency, and
e Overcome suspicion of the “free offer” and its legitimacy.

d) Quantitative Program Targets
The targets provided herein are best estimates, but nonetheless are forecasts.

Table 5
Program Target by Program Target by Program Target by
Program Name 2009 2010 2011
Customer Installations 7,500 28,000 28,000

e) Advancing Strategic Plan goals and objectives
In accordance with the Strategic Plan, this sub-program advances comprehensive
energy efficiency, including:
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¢ Integrating marketing and outreach to the commercial customer sector

e Integrating the approach to better maximize savings and minimize lost
opportunities

e Identifying the most promising technologies that can provide multiple
solutions for energy efficiency.

e Cross-promoting other energy efficiency and demand response programs (e.g.,
Workforce, Education & Training).

6. Program Implementation
a) Statewide 10U coordination
All California IOUs will offer the Direct Install sub-program in a consistent manner.
Specific areas of coordination include:

i. Program name: Commercial Direct Install.

ii. Program delivery mechanisms:

Third-party contractors will be used to perform program services such as
customer outreach, surveying existing equipment, explaining and promoting
retrofits, performing retrofit installations for customers, and coordinating services
performed by Community-Based Organizations (CBOs).

iii. Incentive levels:
The sub-program does not pay a rebate or incentive. The products and their
installation are free to the customer.

iv. Marketing and outreach plans:

The sub-program is designed to increase the adoption of energy-efficient
measures by small and hard-to-reach commercial customers through offering
energy efficiency assessments, energy-efficient equipment, and installation at no
cost. Target commercial customers are those with monthly demand under 100
kW. Marketing efforts will be targeted based on customer size and demographics.
Program interactions include working closely with Faith-Based Organizations
(FBOs) and CBOs as job development partners, creating and providing jobs in
addition to the contract deliverables, and thus establishing a partnership in the
community that otherwise might not have been developed.

v. 10U program interactions:

The sub-program will coordinate its activities with local government partnerships
in order to leverage existing infrastructures (e.g., Chambers of Commerce) that
provide outreach to small business customers.

vi. Similar IOU and POU programs:
N/A
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b) Program delivery and coordination

Direct Install contractors are selected using a competitive bidding process to ensure
cost-effective delivery of services. The contractors will deliver all customer outreach,
existing equipment surveys, explanation and promotion of retrofits, and installation of
retrofits to customers.

The IOU Direct Install management staff will provide a customer contact list to
contractors. Using this list, the contractors will contact each customer to set up an
appointment to assess and install the recommended measures at no cost to the
customer. In cases where a customer name is not shown on the list (for example, a
new business that opened after the list was generated), the contractor confirms the
customer's eligibility before performing a survey. Contractors will have the main
responsibility for contacting eligible customers, but will also work with appropriate
CBOs, FBOs, and local government partnerships to reach customers.

After completing an energy survey, the contractor must discuss the recommendations
with the customer, explain which fixtures and/or lamps are recommended for upgrade
and/or replacement, and then ask the customer whether to proceed with the retrofit:

e If the customer needs time to consider the offer, the contractor must leave a copy
of a “Customer Authorization Form” and a contact telephone number.

e If the customer declines or decides not to proceed, the contractor must record this,
along with the customer’s reasons (if given), on the Authorization Form.

e If the customer accepts or decides to proceed with the retrofit/installation, the
contractor must have him or her sign the Authorization Form. This provides the
customer’s written permission to proceed with the work. The Authorization Form
includes language defining an agreement between the customer and the
contractor, and holds the contractor solely responsible, even if the contractor
assigns a subcontractor to perform the actual work.

The contractor typically installs the equipment within a few days of obtaining
permission to proceed, and must complete the installation no more than 30 days after
the customer signs the Customer Authorization Form. After completing the
installation, the contractor must do three things:

1. Perform an on-site post-verification of the installation. The test must ensure that
all retrofit work is completed and in compliance with all applicable statutes, acts,
ordinances, regulations, codes and standards of the federal, state and local
governmental agencies having regulatory jurisdiction.

2. Have the customer complete and sign a Customer Questionnaire.

3. If a customer has any complaint about work done through the Program, the
contractor is ultimately responsible for handling it.

Any advertising or marketing material that the contractor uses must be approved by
the sub-program manager in advance. All customer communications must be
presented in the customer’s primary language whenever possible.
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i. Emerging Technologies (ET) program
N/A (this program does not seek to influence emerging technologies).

ii. Codes & Standards program

N/A (this program is not directly involved with the Codes and Standards, but is
indirectly involved insofar as Title 20/24 requirements dictate minimum
efficiency standards).

iii. WE&T efforts

Direct Install contractors will be required to provide customers with informational
materials on Statewide and local WE&T opportunities. In addition, the Direct
Install program (through its contractor delivery network) offers an opportunity for
achieving one of the primary goals of Workforce Education & Training —
providing energy efficiency jobs for low income and disadvantaged workers. The
linkage between Direct Install and the Statewide WE&T efforts will be made
stronger as the WE&T program coalesces.

Iv. Program-specific marketing and outreach efforts

Program outreach occurs by working closely with local governments, FBOs and
CBOs. Marketing and outreach efforts focus on the energy efficiency benefits of
the equipment installed, proper operation and maintenance, and cross-promotion
of DR activities. (Specific IOU budget information for this marketing activity is
provided in Table 1 of the Commercial Energy Efficiency Program, above.)

v. Non-energy activities of program

As a turnkey program, Direct Install contractors are responsible for outreach
efforts, equipment specification, equipment procurement, equipment installation,
job-site clean-up, equipment disposal, and post-installation inspection.

vi. Non-10U programs

Direct Install will leverage the efforts of other philanthropic organizations, FBOs,
and CBOs to achieve additional energy savings. These efforts will be further
defined as the program design details are finalized and third-party contracts are
negotiated.

vii. CEC work on PIER
N/A (see Section 6.b.i, above).

viii. CEC work on codes and standards
N/A (see Section 6.b.ii, above).

ix. Non-utility market initiatives
N/A
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c) Best Practices
Direct Install Programs were successfully offered during the 2006-2008 program
cycle. Best practices were derived from these programs and include:

e Keep messaging and participation simple for the customer.

e Understand the key motivators that drive an industry and use that information
to market the program.

e Make the program visible to targeted customers.

e Contact targeted customers through identified organizations and associations,

e Maintain a high le