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V.
Statewide Marketing and Outreach

Statewide Marketing & Outreach - Flex Your Power 

[image: image1.wmf]1.

Projected Program Budget

14,748,727

$         

 

2.

Projected Program Impacts

   MWh

n/a

   MW (CEC Factor)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


Note – The budget amount shown reflects only the funding associated with SCE’s service territory for this statewide program.  The overall statewide program budget is $45,000,000 which does not include SCE administrative budget to support this program activity.

4. 
Program Descriptors

Market Sector: 
Residential/Nonresidential - All sectors (Commercial, industrial, Government, agricultural and residential)

Program Classification: 
Statewide

Program Status: 

Existing

5.
Program Statement

The Flex Your Power statewide energy efficiency marketing and outreach program is an extension of the innovative and historically successful Flex Your Power public education and outreach effort initiated by the State of California in 2001. The program works in partnership with the investor-owned utilities (IOUs), third parties and businesses, local governments, water agencies, non-profits and others including the state and federal government agencies with responsibility for energy and water efficiency. 

The campaign is designed to educate Californians on the energy, financial and environmental benefits of energy efficiency and to support the energy efficiency programs of the Investor Owned Utilities (IOUs), third-party program providers and other organizations. The campaign does so through a full and synergistic range of marketing and outreach strategies including television; radio and newspaper ads; earned media; printed educational materials; events; a website resource; a biweekly electronic newsletter; and cooperative marketing and outreach efforts with businesses, government and nonprofit organizations. 

The campaign will continue to coordinate with IOUs, municipal utilities, water agencies, non-utility program providers, manufacturers, retailers of energy-efficient products, and other energy efficiency service providers. The campaign also coordinates closely with demand response and renewable energy generation marketing and outreach programs including a combined energy efficiency/demand response Flex Your Power campaign (the CPUC-approved Flex Your Power NOW! campaign). .

California’s economy and population are expected to grow over the next three years, which means that, without action, so will the state’s demand for electricity. In fact, energy consumption is projected to grow by as much as 2% annually over the next 10 years. 

The lessons learned during the 2001-02 energy crisis as well as Energy Star sales data showing increased sales of energy-efficient equipment and products over the last five years demonstrate that Californians can be motivated to reduce energy use.

· Continuity in marketing and outreach. To be effective, statewide marketing and outreach programs need long-term planning cycles to build and maintain lasting relationships, cost-effectively take advantage of mass media strategies and leverage additional public and private resources to make the most of the limited funding available. 

· Constant information. Consumers must have constant and consistent messages to take action. 

· Compelling information. To effectively communicate to consumers through mass media, the Internet and other forms, the messages conveyed must be clear, compelling and concise. 

· Consistency and coordination across the state. In order to avoid confusing customers and amply compelling messages, California should coordinate messages and timing with the myriad of programs offered by program providers in the state – IOUs, municipal utilities, water agencies, manufacturers, retailers, third parties and contractors. 

· Leverage resources to promote energy efficiency. Given their limited funding, energy efficiency marketing and outreach programs need to leverage private sector and other resources. 

6.
Program Rationale
Continuity. The Flex Your Power campaign will: 

· Build on the existing momentum, structure, relationships, materials, and strategies. 

· Continue to work with existing and build new relationships with sector leaders across the state.

· Maintain the equity of the campaign’s “call to action” brand, Flex Your Power.

Constant information. The Flex Your Power campaign will:

· Continue to employ a wide range of message delivery vehicles, including paid and free media, outreach and partnerships, to reach targeted audience within each sector. 

· Continue to utilize a variety of marketing and outreach tools to support energy efficiency programs.

Compelling information. The Flex Your Power campaign will:

· Convey the energy, financial and environmental savings potential of energy efficiency measures.

· Utilize market, focus group and other research to develop and test compelling messages for all sectors.

Consistency and coordination across the state. The Flex Your Power campaign will:

· Serve as a statewide umbrella for energy efficiency marketing and outreach and communicate across service areas, private sector market territories and media markets. 

· Provide opportunities for regional and local educational efforts to benefit from identification with the Flex Your Power umbrella campaign in a way that would be cost prohibitive for them to undertake individually.

· Continue to coordinate with programs and partners to reduce confusion, eliminate duplication, and amplify each program’s messages.

· Work with stakeholders and participants in the coordinated campaign through regular meetings and calls, the Flex Your Power website and e-Newswire.

Leveraged resources. The Flex Your Power campaign will:

· Continue to develop cooperative marketing and outreach programs with municipal utilities, water agencies, government and the private sector.

· Pending approval of the Flex Your Power NOW! campaign from the CPUC, provide integrated marketing and outreach of energy efficiency and demand response. 

7.
Program Outcomes

The campaign seeks to: 
· Educate its target audiences on the economic, environmental and system reliability benefits of energy efficiency; 

· Support the energy efficiency programs of the Investor Owned Utilities (IOUs), third-party program providers and other organizations; and 

· Coordinate with the marketing and outreach efforts of other program providers, other energy industry stakeholders and customers from all sectors.

8.
Program Strategy

The 2006-08 Flex Your Power statewide energy efficiency marketing and outreach program will use a full and synergistic range of marketing and outreach strategies including television; radio and newspaper ads; earned media; printed educational materials; events; a website resource; an electronic newsletter; and cooperative marketing and outreach programs with businesses, government and nonprofit organizations. The program works in cooperation with the investor-owned utilities (IOUs), third parties and businesses, local governments, water agencies, non-profits and others including the state and federal government agencies with responsibility for energy and water efficiency. 

When appropriate, Flex Your Power will coordinate closely with all the abovementioned entities. The campaign will also coordinate with demand response and renewable energy generation marketing and outreach programs such as Flex Your Power NOW!, which is an existing partnership between the IOUs, the ISO, CEC the administration and Flex Your Power. 

The campaign design is intentionally flexible to allow Flex Your Power to take advantage of new opportunities over the course of the three years. In 2004-05, for example, this flexibility allowed Flex Your Power to take advantage of the Administration’s request to host regional energy summits statewide to educate business and government leaders about energy efficiency. The summits drew more than 900 business and government leaders together with state officials and the utilities. 

Another reason for flexibility is California’s changing energy needs. In both 2004 and 2005, Flex Your Power was able to respond to requests from the CPUC, ISO Governor’s office and the utilities to integrate peak energy use reduction messaging during the summers. Also, when natural gas prices began to skyrocket in late 2005, Flex Your Power was able, once again, to respond to a request from the CPUC, Governor’s office and utilities to redirect media and outreach messaging and strategies to educate the general and ethnic markets about reducing natural gas use. 

Finally, flexibility allows Flex Your Power to develop cooperative marketing and outreach strategies with manufacturers and retailers. These cooperative partnerships, which cannot be anticipated ahead of time and respond to the private sector’s view of opportunities, augment the state’s energy efficiency marketing and outreach. 

9.
Program Objectives

As an information-only program, Flex Your Power’s efforts are not currently tied to direct energy savings goals. Flex Your Power’s objectives include maximizing targeted reach and frequency of our general energy efficiency communications through paid advertising, continuing to build the subscriber base of the e-Newswire; continuing to drive traffic to Flex Your Power’s website; and building new, and expanding existing, cooperative marketing and outreach programs.

Another objective is to support IOU and third party programs. Once the IOUs select these programs and the final plans are approved by the CPUC, EP will work with program providers on specific strategies.

10.
Program Implementation

10.1 Mass-Media Advertising

EP will continue to produce and place television, radio and newspapers ads to educate California residents about the energy, financial and environmental benefits of energy efficiency. 

The development of these ads will be informed by the results from a baseline (benchmark poll) in early 2006 measuring the awareness, education, propensity to act, motivators, messengers, sources of information, and tone. Before finalizing the ads, EP will test the ad concepts and messages, targeted to different audiences, in focus groups and gather feedback from the integrated campaign steering committee (comprised of members from the other marketing and outreach firms and the IOUs).  All technical data in the ads will be vetted with the CEC and Energy Star when appropriate.

As it did in the past, EP will continue to refine media buys to ensure broadcast messages have the greatest impact on targeted markets.  For instance, the general market media buy will reflect a targeted approach to reach those residents that are most likely to purchase energy-efficient products and appliances. 

The media buy will also be run seasonally to help ease strain on the grid during seasons with high peak demand (e.g., during the summer months to keep energy at the top of residents’ minds), and during winter when natural gas usage is high.

The Flex Your Power campaign will explore other mass-media opportunities, including online, direct mail and outdoor. As mentioned above, EP will also incorporate and coordinate where appropriate or as requested by the CPUC demand response and renewable energy generation messages into the overall efficiency messages.

10.2 Ethnic media partnerships 

The Flex Your Power campaign will continue to work with its existing relationships with ethnic media publications to reach non-English speaking residents. EP will continue to place advertising for a wide range of cultural groups and work with the papers to run editorial content in support of energy efficiency.

The Flex Your Power campaign will continue to coordinate advertising with partner publications to outreach to their readers, which represent 16 different ethnicities and 13 different languages. Advertising, co-developed with the ethnic press, will follow the overarching themes of the general market campaign and be culturally relevant to the audience. Potential joint outreach strategies between Flex Your Power and partner publications include educating residents and businesses through editorial content (press releases, op-eds or articles); creating web links between media’s and Flex Your Power’s websites; and communicating with ethnic community leaders. 

10.3 Educational Materials 

EP will continue to produce written educational materials. The design and content of the materials will be targeted to the audience. All materials contain consistent messages and have data and facts checked by the CEC and Energy Star when appropriate. Past and potentially future, examples of informational materials include energy saving tip cards, grocery store flyers, appliance stickers, bill inserts and payroll stuffers. All materials will be presented to the integrated campaign steering committee for input and coordination of delivery channels (e.g., retailers). 

EP will also continue to write and disseminate industry-specific case studies and best practice guides of successful projects to provide guidance on investment in energy efficiency. EP will work with program providers and partners to identify successful projects. The materials will be displayed on the Flex Your Power website and promoted via e-Newswire and through Flex Your Power campaign partner organizations.

10.4 Earned Media
The earned media will be a mix of opportunistic and planned events. For 2006, the press events will most likely include: 

· An annual summer energy assessment press conference, held jointly with the Flex Your Power NOW! campaign, IOUs, ISO and Governor’s office. 

· An announcement of Flex Your Power Awards, both the call for applications and winners.

EP will participate in other opportunities in support of the IOUs, administration, and 3rd parties (e.g., ethnic small business gatherings with newspapers).

10.5 Events
EP will continue to convene and participate in events throughout 2006-08. In these events, EP will provide attendees access to information and resources to help them understand the benefits of energy efficiency and the state’s long-term goals and needs (e.g., meeting the goals of the Governor’s Green Building Initiative), as well as learn about successful programs from peers in their sector. At these events, EP will facilitate these organizations interaction with utilities, third parties, state agencies and other stakeholders. 

While participation in many 2006-08 events will be opportunistic and cannot be described at this point (e.g., fairs, ethnic festivals), there are certain proposed events. For example EP will work with business and government associations to introduce Flex Your Power’s Best Practice Guides and other resources that the utilities, third parties and others offer.

EP will disseminate materials at events and promote important energy efficient events through e-Newswire and website.

10.6 Flex Your Power Website 
EP will continue to host and expand the Flex Your Power website. The Flex Your Power campaign will keep the web content timely, useful and relevant through regular communication and coordination with energy efficiency program providers and other stakeholders. The web address will be published in ads and materials and promoted through online outreach and link exchanges.

The website will continue to provide:
· Energy efficiency, demand response, and water efficiency programs (including rebates, grants, loans, technical assistance, classes, and audits offered by utilities, 3rd parties, water agencies, municipal utilities, and other relevant providers).
· Energy efficiency product guides describing the benefits and savings potential of high-efficiency products/equipment.
· Links to relevant information, program providers and other sites.
· Additional tools, such as Best Practice Guides.
· Information in Spanish and Chinese.
10.7 Direct Mail and Newsletters
EP will continue use of direct and electronic mail in support of programs and general awareness and education. Additionally, EP will continue to pursue cooperative mailings with manufacturers and retailers.

EP will also continue to communicate regularly with subscribers of the Flex Your Power e-Newswire. Through this medium, EP will bring timely information to Californian’s desktops and link them to more in-depth information on the Flex Your Power website and the websites of program providers. EP will publish success stories to demonstrate what can be done and show that energy efficiency measures have many benefits. 

10.8 Flex Your Power Awards
EP will recognize the successful energy efficiency efforts of entities statewide – businesses, governments, organizations, manufacturers, retailers, new home builders and water agencies through the Fifth (2006), Sixth (2007) and Seventh (2008) Annual Flex Your Power Awards. The winners will be acknowledged for their achievements through Flex Your Power-developed case studies, the Flex Your Power website and the e-Newswire. Their leadership and energy savings measures will be highlighted in congratulatory newspapers ads.

10.9 Joint Marketing and Outreach
· Retailers and manufacturers: (e.g., cooperative marketing and outreach promotions).     
· State agencies and administration (e.g., marketing and outreach with the governor’s office and state agencies to develop to promote the Green Building Initiative).

· Associations (e.g., CUWCC, League of Cities, BOMA, Sustainable Silicon Valley, Climate Registry, etc.).

· National and regional organizations (e.g., energy efficiency promotions of Energy Star, utilities and third parties).

· Water agencies (e.g., leverage the numerous synergies between water and energy efficiency strategies).
 11.
Customer Description

EP targets a range of customers and market segments and actors across the state, including hard-to-reach. Customers include:

· Residents: English-speaking, non-English speaking residents.

· Commercial: large commercial facilities (e.g., office buildings) and small commercial (e.g., small retail and restaurants).

· Industrial: fabrication, process, heavy industrial manufacturing, hi-tech facilities and wineries.

· Government: state government facilities, local government facilities and water agencies.

· Institutional 

· Agriculture: irrigation and processing (integrated into industrial outreach)

12.
Customer Interface

EP will work and coordinate with IOUs, third parties and other program providers to develop materials, events, the Flex Your Power website and other outreach strategies that provide program information using consistent and compelling messages. 

13.
Energy Measures and Program Activities 

13.5.
Quality Assurance and Evaluation Activities

EP will conduct ongoing quality assurance activities to ensure the program runs efficiently and cost-effectively. EP will continue to work with groups such as BOMA and Flex Your Power Silicon Valley, to improve and coordinate energy efficiency marketing and outreach. EP will also meet regularly with the integrated steering committee to find the most effective ways to promote programs to help the utilities and third parties meet their goals.

EP will also conduct ongoing quality assurance activities of each marketing tool. The proposed tracking includes:

Mass-media advertising
· Vetting all technical data with the CEC and Energy Star when appropriate

· Running pre-production focus groups

· Compiling tear sheets and confirming run of each ad, reconciling any credits

· Confirming reach and frequency with consultant

Ethnic-media newspaper advertising
· Vetting all technical data with the CEC and Energy Star when appropriate

· Compiling tear sheets and confirming run of each ad, reconciling any credits

· Collecting editorial content and tracking publication dates

Educational materials
· Vetting all technical data with the CEC and Energy Star when appropriate

· Running pre-production focus groups

· Tracking the number materials distributed, by whom, to who, where and when

Events
· Providing sign-in sheets for events when appropriate
· Distributing, where permitted, attendee survey to participants
Flex Your Power Website
· Tracking web usage data (e.g., page hits and downloads). Activity patterns will be compared before and after any major changes.
· Posting an online website appraisal questionnaire 

Direct mail and e-Newswire
· Verifying distribution from mail house

· Tracking subscriber usage data (e.g., page hits and downloads). Activity patterns will be compared before and after any major changes.
· Sending a subscriber survey

Joint Marketing & Outreach
· Monitoring whether the partners are successfully fulfilling joint work plans

· Gathering assessment from partners about the joint promotions

The three statewide marketing and outreach programs and the IOUs jointly suggested principles and methods to evaluate overall marketing and outreach for the coordinated campaign. These recommendations were given to the statewide PRG and CPUC. EM&V is the subject of a separate proceeding at the CPUC. It goes without saying that EP will follow the CPUC’s guidance and facilitate a thorough evaluation. 
Univision Television Energy Efficiency Marketing
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Projected Program Budget

2,989,999

$           

 

2.

Projected Program Impacts

   MWh

n/a

   MW (CEC Factor)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


Note – The budget amount shown reflects only the funding associated with SCE’s service territory for this statewide program.  The overall statewide program budget is $9,000,000 which does not include SCE administrative budget to support this program activity.

4.
Program Descriptors

Market Sector:


Residential Crosscutting

Program Classification:
Statewide

Program Status:

Existing

5.
Program Statement

Hispanics represent one-third of California’s population.  According to the state’s IOUs,

Hispanics have been underrepresented in residential energy efficiency programs.  Barriers to participation have included language, income, and location.  In addition. Hispanics do not have the level of access to the web that the population in general enjoys.

6.
Program Rationale

Despite the fact that Hispanics are responsible for the majority of the population growth in California and make-up one-third of the population, this audience is underserved by Spanish-language media.  In fact, there is only one Spanish-language daily newspaper in the state.  Growth in the Spanish market has been better realized in the broadcast media.

According to a recent study in Adweek, ethnic media fills the emotional, cultural and credibility gap link that is crucial to marketers building brand loyalty in ethnic communities. Research into the Spanish-speaking market, both in California and the rest of the nation, consistently identifies television as the number one preferred source for news and information.

Between 1990 and 2000 the Hispanic population grew more than four times as fast as the population as a whole (57.9% vs. 13.2%). Hispanic consumers are now driving forces in most of the largest markets in the country, including Los Angeles. Despite its importance, the Hispanic market is still underserved by many consumer-products companies and continues to offer significant opportunities for growth. 

According to research by Yankelovich, 2000, Hispanic Monitor:

Latinos tend to "adopt and adapt" to customs and habits in the U.S. without shedding traditions and value systems. Along that line, marketers, and those trying to tap into the Hispanic segment, cannot simply transfer directly to the U.S. Latino market the conceptualizations or marketing strategies that work with more traditional, general market consumers. Latinos are assimilating to prevalent U.S. culture, but they are not, and probably never will be, fully assimilated. Instead, theirs is a path of acculturation. It is a process of integration of native and traditional immigrant cultural values with dominant cultural ones.


Language is one of the most obvious examples of this, with studies predicting that Spanish is likely to remain the language of preference among U.S. Latinos. In fact, Univision is now the #5 network in the United States, behind ABC, NBC, CBS and Fox. 
Univision reaches over 97% of all Hispanic households. 

Television is, in virtually al studies, the primary source of news and information for California’s Hispanics. Research shows that Spanish language television commercials are 40% more effective at increasing awareness levels and twice as persuasive as English language commercials for the Hispanic audience.* The visual confirmations provided in television advertising are extremely important, especially so for Spanish-dominant Hispanics. 

Univision often considered the fifth full time broadcast network in the US, is also the nations' fastest growing network, broadcast or cable, among the most highly prized audience segments, viewers aged 18-34 and 18-49.  It is important to note that, whereas the prized demographic for the population at large is 25-54, Hispanics trend younger in terms of marrying and having families.   
The UTEEM statewide marketing and outreach program was specifically designed to take advantage of this powerhouse medium – Spanish language television --in reaching California’s Hispanic population with energy efficiency messages.

This program proposes to build on past success in reaching California’s Hispanic population with information about and access to statewide energy efficiency programs. UTEEM utilizes a statewide network of Hispanic television stations to provide energy efficiency messages in Spanish, generating in-depth editorial coverage of energy efficiency subjects; deploying an aggressive program of outreach activities in Hispanic communities and distributing bilingual informational materials to Hispanic audiences.  The program has encouraged audience acceptance of the messages by using well-known Hispanic media personalities as spokespersons.

7.
Program Outcomes

This is an information-only program designed to increase participation in residential energy efficiency programs by Hispanic customers.   

8.
Program Strategy

Since 2001, this program has used the Univision Television Group as the sole media subcontractor.  Univision has 11 stations strategically located throughout the state of California which reach up to 98% of the IOUs customers with their broadcast signals.

The primary component of the program is an annual 20-week schedule of 30-second commercials promoting energy efficiency programs and initiatives. By focusing the advertising campaign in a single media, we have been able to effectively negotiate value-added opportunities worth over $1 million. 

 Delivered at no charge to the program, these bonus components include interviews on locally produced talk shows and news programming, distribution of program materials and information at Hispanic-oriented outreach activities throughout the state, and a bonus 10-second schedule worth 50% of the 30-second schedule.

To ensure that we are effectively reaching the statewide Hispanic audience and achieving the highest value for the available budget, Staples Marketing will investigate other statewide Hispanic media outlets that could be used alone or in combination with other media. At the time this program plan was submitted, Staples Marketing was reviewing a proposal from Telemundo television network.

For example, Univision has proposed to include its “sister” Telefutura network for the 2006-2008 program cycle. TeleFutura is the first 24-hour national broadcast network to premiere with network programming in every day part.  TeleFutura is the first 24-hour national broadcast network to premiere with network programming in every daypart.  TeleFutura counter programs existing Spanish-language television networks, airing alternative genres during nearly every daypart. For example, TeleFutura broadcasts hit movies against primetime novelas, first-run talk shows against daytime novelas, and original novelas against news and talk shows.  TeleFutura also features original news briefs, original Latin American talk shows, first-run and encore novelas for all members of the family and a weekend morning kids block.  In addition, TeleFutura broadcasts teen-related hit programming, and blockbuster sports programming.

A sister station to Univision, Telefutura serves nine major media markets in California.
Spanish-language television stations have a special commitment to their communities, including aggressive public service activities that lend stations credibility with the pubic. Over the years, Univision has been interested in increasing home ownership among California’s Hispanics.  California Energy Efficiency Programs are relevant because Hispancs can decrease the total cost of home ownership by reducing their utility bills each month.

9.
Program Objectives

This is an information only program and, therefore, is not tied to energy savings goals.  

Staples Marketing has a goal of achieving 161,418,000 gross impressions in the Hispanic market per year.  This translates to reaching 5,380,600 Hispanic consumers per year at least three times with energy efficiency messages.

The program also proposes to accomplish at least 14 talk show/public affairs programming/news interviews with IOU, CPUC, local government partnership or other relevant spokesperson each year among the statewide network of stations.

In addition, the program has a goal of at least two special events per station per year during which the public is provided with program information and materials.

Finally, the ultimate goal of the UTEEM program is to increase the number of Hispanics who are aware of and participate in the energy efficiency programs provided through the IOUs. 

10.
Program Implementation

Staples Marketing will investigate, plan and place an integrated advertising schedule designed to reach the statewide audience of Spanish-speaking Californians with market-specific information about energy efficiency programs available through SCE and the other IOUs.

Staples Marketing will augment the advertising campaign with outreach activities in the Hispanic community, providing outreach staff with training and orientation, as well as supplies of informational materials and handouts. 

Handouts include a program-specific brochure developed for statewide marketing and outreach, as well as materials from the IOUs and third-party program implementers.

To provide Hispanic customers with more in-depth information regarding energy efficiency and statewide and local programs, Staples Marketing will work with the subcontracted media to identify opportunities for editorial coverage, such as interview shows or news programming, depending on availability.  In addition, Staples Marketing will coordinate with all IOUs , CPUC and other stakeholders to identify bilingual representatives willing to be interviewed by the media subcontractor.  

On a quarterly and as-needed basis, Staples Marketing will meet with the Marketing and Outreach Steering Committee to ensure program coordination.

11.
Customer Description

The program targets California’s Hispanic population, ages 18-54, with a primary focus on customers who speak Spanish as their first or second language. The majority of customers reached are moderate and middle income, with a large proportion of renters in certain SCE markets where there the economy is dependent on agriculture.

12.
Customer Interface

The goal  of this program is help Hispanic customers understand the value of and  provide access to energy efficiency programs. Specifically, the advertising and marketing materials will provide phone and web contacts that allow them to access information about residential and small business energy efficiency programs in Spanish. 

For the 2006-2008 program cycle, Staples Marketing will coordinate with Runyon Saltzman & Einhorn and Efficiency Partnership to offer a new toll-free phone number. The number will be provided, along with the Flex Your Power website, on all UTEEM materials. When an energy customer dials the number, he will have the opportunity to choose either English or Spanish language. The phone company offers a  product,  Call Navigator, which will ask the customer which utility he belongs to and then directly connect him to the correct utility. For example, a caller from the Sacramento area code will have the choice of being connected to PG&E or SMUD.  The phone line will allow us to more closely coordinate the efforts of UTEEM with Flex Your Power and the RS&E program, 2) avoid boundary confusion among IOUs and muni’s and 3) facilitate more frequent tracking of activity generated by the marketing efforts.
13.
Energy Measures and Program Activities 

Staples Marketing will not be installing any energy measures.

13.1.
Measures Information

This does not apply.

13.2.
Energy Savings and Demand Reduction Level Data

This is an information-only program and, therefore, does not have energy savings and demand reduction level data attached to it.

13.3.
Non-energy Activities (Audits, Trainings, etc.)  

All activities associated with this program involve marketing and the distribution of information.    

13.4.
Subcontractor Activities

The media subcontractor will broadcast the advertising campaign; schedule, sponsor and staff outreach activities; and provide vehicles for editorial coverage and facilitate interviews with SCE representatives.

UTEEM is unusual in its level of commitment to the program and the  value added to the paid media schedule in terms of bonus spots, editorial opportunities on talk shows and public affairs programming, and outreach at special events.  

Staples Marketing continues to invite proposals from Spanish language television other than Univision, with a requirement that any new media partner provide the same level of reach into California’s Hispanic market for the budget dollars.  For example, in 2005, Univision provided Staples Marketing a schedule at a cost per thousand that was under $15.

13.5.
Quality Assurance and Evaluation Activities

For quality assurance, Staples Marketing will monitor advertising schedules and review monthly reports from the media subcontractor.  Any advertising that doesn’t not appear as ordered will be compensated for in the form of a no-charge “make good.”  Monthly media reports will update progress toward the program goals in terms of number of paid and no-charge ads realized on all media outlets and approximate audience reached.

Prior to the production of advertising, Staples Marketing will facilitate message testing on the previous year’s marketing materials. An independent third-party research firm will use focus group(s) to review and comment on previous messages and creative approaches. The results of this message testing will drive the development and production of all future advertising and marketing materials for greatest effectiveness.

Staples Marketing will monitor outreach activities and editorial coverage on a monthly basis.

As in the past, Staples Marketing will provide all draft materials to the program administrator for review and approval.  In addition, Staples Marketing will make the program administrator aware of each upcoming commercial flight, make any necessary adjustments, and identify and pursue new opportunities.   

Marketing is, by its very nature, opportunistic. The UTEEM program schedule and budget will be designed with adequate flexibility to take advantage of opportunities that arise as a result of extreme weather or market conditions not that were not originally anticipated by the marketing plan.

The evaluation project will be three-pronged in its approach:

Tier I will involve verification of program activities, including the commercial schedule, outreach activities and talk show opportunities.  It is expected that the program tracking database of information will be available for use within the verification portion of this evaluation as well as any other information gathered by the program implementer. 

Univision uses NHSI (Nielsen Hispanic Service Index),
Nielsen Media Research (U.S.), an independently owned broadcast research firm, provides audience estimates for all national program sources, including broadcast networks, cable networks, Spanish language networks, and national syndicators. Local ratings estimates are produced for television stations, regional cable networks, MSOs, cable interconnects, and Spanish language stations in each of the 210 television markets, including electronic metered service in 56 markets. 

To be responsive to customer needs, Nielsen Media Research is organized vertically by customer segments and aligned by the different sources of data.   
Tier II will involve a combination of qualitative and quantitative research.  Staples Marketing will subcontract with an independent third-party research firm to conduct focus groups of Spanish-speaking consumers. These groups will be used to test message effectiveness and identify issues that will guide a more extensive and statistically meaningful survey into the target market.

The survey will address impacts (effects) of the marketing on awareness, knowledge, attitudes and stated intentions to take energy efficiency purchase actions. The EM&V subcontractor will determine the best method to field the survey and locate a database of phone numbers or addresses of the targeted market (depending on the type of survey to be fielded). The survey will be statistically representative of Spanish-speaking population and enable 90/10 certainty that the results represent the population for the areas being analyzed.

Tier III will involve quarterly tracking of activity on the Spanish-language toll-free phone line to identify the immediate impact of marketing efforts in generating response to the call for action.

13.5.1.
Expected Number/Percent of Inspections (planned percent of projects)

This does not apply.

13.6.
Marketing Activities

This is an information only program and, therefore, entirely a marketing effort
Production of Marketing/Outreach Materials

Based on the results of the previous year’s message testing, accomplished through focus groups, Staples Marketing will script and produce a series of 30-second, Spanish-language commercials.  They will be designed to deliver important energy efficiency messages to California’s Hispanic population and motivate them to action.  

Specifically, the call to action will direct viewers to the new toll-free phone line or Flex Your Power website.  Whichever route of access the viewer chooses, he or she will be connected to the appropriate utility for access to rebate applications, online home or business energy surveys, appliance recycling instructions, and so on.

As in previous years, Staples Market will use on-air (television or radio) talent provided through the media contractor. Use of well-known personalities increases the memorability and credibility of the message among Hispanic viewers.

Staples Marketing will also produce compatible 10-second messages to compliment and enhance the 30-second spots.  These 10-second spots will be used in the bonus schedule.

Staples Marketing is working with Efficiency Partnership and Runyon Saltzman & Einhorn to investigate either coordinating the graphics and messages of our respective program brochures or creating one brochure that can be used by all three statewide marketing and outreach programs.

Schedule of 30-Second Television Commercials

Staples Marketing will coordinate the Spanish-language television schedule with the statewide marketing and outreach programs of Efficiency Partnership, Runyon Saltzman & Einhorn and the four IOUs to present a more seamless program of energy efficiency messages to the public.

Commercials will be aired in a series of flights – totaling 20 weeks -- that coordinate with the program roll-outs of Efficiency Partnership and Runyon Saltzman & Einhorn:

January-February: 

Natural Gas Demand Reduction

May-June:
        

Energy Efficient Appliances

July-August:
        

Energy Efficient Cooling Equipment

September:
        

Lighting

Marketing is, by its very nature, opportunistic. The UTEEM program schedule and budget will be designed with adequate flexibility to take advantage of opportunities that arise as a result of extreme weather or market conditions not that were not originally anticipated by the marketing plan.

Messages will be designed to promote the goals of the 2006-2008 portfolio. For example, the lighting promotion in August will focus on hardwired fixtures, as opposed to CFLs.  

We might also include a message about installation quality in any central air conditioning commercials prepared for the 2006-2008 program cycle. In other words, the messages will relate directly to key issues identified as priorities for the portfolio.

Because 2006 is an election year, Staples Marketing will avoid placing television schedules during September-November when availabilities are low and rates are high.

The same will hold true in 2008.

The inclusion of the natural gas focus in the late fall-early winter is a result of a request from Sempra Utilities that the statewide marketing and outreach programs help customers reduce their demand for natural gas in light of rising prices.

In 2005, Staples Marketing prepared four 10-second commercials on the topics of energy efficient water heaters, programmable thermostats, furnaces and insulation. It is anticipated that compatible 30-second commercials will be produced on the same topics for 2006-2008 to take further advantage of this opportunity for savings.

The 30-second commercial schedule will be augmented by a concurrent schedule of 10-second bonus spots to be provided at no charge to the program by the media subcontractor. Staples Marketing will negotiate a bonus schedule that has the value of approximately 50% of the paid media schedule.  The 10-second messages will reinforce the 30-second messages or repeat the call to action.

Staples Marketing places the media schedules on a quarterly basis to allow for as much flexibility as possible.

As noted previously, Staples Marketing is entertaining proposals from other television stations.  Should Univision remain the primary media for this program, the commercial schedules will air on the following stations:

· KABE-TV -- Bakersfield

· KOFZ-TV -- Chico/Redding 

· KFTV-TV -- Fresno

· KMEX-TV-- Los Angeles

· KVER-TV – Palm Springs

· KUVS-TV -- Sacramento

· KSMS-TV—Salinas/Monterey

· KBNT-TV – San Diego

· KDTV-TV – San Francisco

· KPMR-TV – Santa Barbara

· KVYE-TV – Yuma/El Central

The current plan is to air 5,928 30-second commercials and 2,632 10-second commercials over the 11 stations for an estimated total of 8,560 spots per year.  These totals may or may not be changed, should Staples Marketing utilize a television subcontractor other than Univision Television Group.
Earned Media

Staples Marketing will work with producers of local talk shows, public affairs and news programming on the subcontracted television station(s) to arrange interviews of CPUC, IOU and stakeholder spokespersons. These interviews allow for the distribution of more in-depth information regarding energy efficiency programs. These programs also offer the UTEEM effort third-party credibility, since the information is coming from a valued news source.  Though the content of specific interviews are left to the talk show producers and interviewees, Staples Marketing suggests topic ideas and lines of questioning that reinforce and augment and commercial schedule. 

Staples Marketing is also working to offer these earned media opportunities to third-party program facilitators, local government partners and other stakeholders. For example, one of the first such talk shows during the 2006-2008 program cycle would feature a representative from the City of San Francisco on KDTV-TV discussing that city’s partnerships for energy efficiency.

 During the 2006-2008 program cycle, Staples Marketing will coordinate more closely with the public relations staffs of the IOUs to ensure that the news departments of the Univision or other television station subcontractor receives frequent information about energy efficiency programs and opportunities.

Outreach 

Since the Univision program began in 2002, Staples Marketing has reached around 800,000 individuals through special events throughout the state. During the 2006-2008 program cycle, Staples Marketing will work with the television subcontractor to develop and facilitate a UTEEM outreach effort at Hispanic cultural events , festivals, fairs and other community events.

Specifically, the UTEEM program takes advantage of subcontractor booths and staffs for community outreach by training staff to incorporate energy efficiency information and materials into their usual activities.  This includes a program brochure, relevant IOU materials and handouts imprinted with the contact phone number and web site.

Prior to the start of  “festival season,” Staples Marketing will orient station staffs to program policies and procedures, use of display, brochure and giveaways, and sources for additional information.  Stations will be provided an Orientation Manual to serve as a resource for staff in the booth.

As in past years, Staples Marketing will send a broadcast email to all third-party program implementers, offering them the opportunity to provide outreach materials to the subcontractor television station(s) serving their target markets.  We will also contact the muni's and local government partnerships with a similar offer.

Staples Marketing will also provide each of the subcontractor television stations with some type of interactive game that will motivate people who stop at the booth to make sure they obtain information regarding energy efficiency.

Imprinted giveaways provided by Staples Marketing will feature the toll-free phone number and web site to further encourage Hispanic consumers to take action.

Branding

Staples Marketing has never branded its marketing and outreach program to avoid any potential confusion with the IOUs and other statewide marketing and outreach efforts.

Though Staples Marketing has utilized the Flex Your Power brand on all print materials during previous program years, the FYP brand will be applied to all marketing materials, including television commercials, in the 2006-2008 program cycle. This will further coordinate the statewide marketing and outreach programs for a more seamless approach. 

Consistent use of the new toll-free phone number and FYP website will enhance the coordination of the programs. 

Partnering

Staples Marketing has partnered with California’s HUD offices in the past to reach moderate-middle income homebuyers with energy efficiency information. For the 2006-2008 program cycle, Staples Marketing will investigate mutally beneficial outreach opportunities with the HUD regional office in Santa Ana and branches throughout the state.  Possibilities may include the inclusion of energy efficiency information in first-time homebuyer classes as well as distribution of energy efficiency materials at HUD sponsored homebuyer fairs and neighborhood events.

Summary

By its very nature marketing is not an end in itself, but a means to an end. The role of UTEEM is to help support and promote the total portfolio by increasing the target market’s awareness of and receptivity to the benefits of energy efficiency and providing the target market with easy access to energy efficiency programs.

During the 2006-2008 program cycle, Staples Marketing Communications will build on UTEEM’s past successes and enhance its impact through improved coordination with all other statewide marketing and outreach programs.

Specifically, statewide branding and employment of a toll-free phone number will help prevent confusion among the marketing and outreach programs, while allowing for ongoing tracking of public response to our efforts. 

All UTEEM elements, though coordinated with the other programs, will also address the unique language and cultural characteristics of the Hispanic market to ensure their effectiveness.

Flex Your Power Rural Program
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Projected Program Budget

2,474,788

$           

 

2.

Projected Program Impacts

   MWh

n/a

   MW (CEC Factor)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


Note – The budget amount shown reflects only the funding associated with SCE’s service territory for this statewide program.  The overall statewide program budget is $7,500,000 which does not include SCE administrative budget to support this program activity.

4.  
Program Descriptors

Market Sector:  Rural

Program Classification:  Statewide

Program Status:  Existing

5.  
Program Statement

The Flex Your Power rural marketing campaign, formerly called Reach for the Stars, is a comprehensive statewide energy efficiency communications effort designed to encourage residential energy users in rural areas to make permanent upgrades to their homes and to participate in statewide gas and electric energy efficiency activities.   

In California, a typical homeowner is spending more on electricity than necessary.  In fact, the average household could cut up to one-third of its current energy bill by switching to energy-efficient appliances, equipment and lighting, which use less energy than standard products.  For rural communities, this issue is especially critical, given they are often situated in remote areas with extreme summer and/or winter climates and significantly greater electricity and/or natural gas requirements. They also historically have been underrepresented in energy efficiency programs. The rural campaign exposure is critical to the overall effectiveness of the California Public Utilities Commission’s (CPUC) energy efficiency effort because many California communities are under-reached by traditional mass-market media. 
6.  
Program Rationale

By extending RS&E’s contract to implement one of three statewide energy efficiency marketing and outreach programs through 2008, we will be able to maintain the momentum built during the last three years.  Since RS&E was awarded this contract in April 2003, we have made notable headway within the rural communities of California.  However, ongoing education is imperative in changing people’s attitudes and purchasing behaviors and creating social norms where communities and individuals understand and act responsibly when it comes to saving energy. Our program’s advertising, public relations and grass roots outreach components, which have a synergistic effect in the rural communities, are intended to teach consumers about ways to reduce their energy consumption, while emphasizing long-term residential improvements.  

As noted above, this program has been extremely successful in reaching the rural consumers in IOU territories and delivering energy efficiency messages. Some highlights of our 2004 campaign include:

· Generation of more than 85 million advertising impressions via radio.

· Outreach through ads in newspapers that had a total readership of almost 52 million.

· Outreach to more than 1.5 million Hispanic rural California residents throughout the state through media relations activities and radio and print partnerships.  

· Dissemination of more than 111,000 pieces of collateral, including informational brochures and branding items at conferences, fairs and community events in rural areas statewide. 

· Outreach to more than 100 community-based organizations (CBOs) and state organizations in recruitment of 15 grassroots organizations as partners. 

7.  
Program Outcomes

RS&E has identified (through research) two key outcomes of its marketing and outreach activities: 

Rural consumers have learned about ways to reduce their energy consumption and lower their utility bills, with emphasis on long-term residential improvements.

Rural residential energy users have made permanent upgrades to their homes and participated in statewide gas and electric energy efficiency activities.   
8.  
Program Strategy

RS&E will maintain the key components of its current effort, recognizing the importance of grass roots outreach and the necessity of targeting rural communities through local media outlets. RS&E will also maintain flexibility in it’s program structure in order to accommodate for opportunities that present themselves over the course of the campaign, i.e. spikes in energy costs or weather related.  To reach the target audience and achieve its program objectives, RS&E intends to:

· Continue placing newspaper ads and radio commercials in rural markets throughout California.

· Expand the activities of the CBO network to facilitate direct access to rural consumers in need of energy efficiency information by coordinating more closely with other statewide marketing and outreach programs.  

· Participating in a bi-weekly conference call between M&O contractors, as well as the IOUs and representatives of the CPUC.

· Sharing information, including a monthly report of marketing activities as well as collateral and advertising creative, in order to avoid duplication of marketing efforts.

· Continue providing consumers with an easy-to-access point of contact through the 24-hour toll-free phone line that provides information for energy efficiency programs.  Additionally, RS&E will add messaging regarding the Flex Your Power marketing program to the introductory information on the toll-free phone line.

· Produce advertising and outreach messages with energy efficiency information that is relevant to all rural customers.

9.  
Program Objectives

RS&E’s statewide program will provide information about IOU and third-party energy-efficiency programs and the related energy saving benefits to the target group of all households in rural areas in order to ultimately reduce energy consumption by the target audience.  Rural areas of California are based upon zip code data provided by the IOUs.

To reach these program objectives, our team will:

· Place newspaper ads in rural markets throughout the state.

· Develop a radio campaign to air in rural markets statewide.

· Augment the network of CBOs that will provide outreach to rural consumers seeking energy efficiency information.

· Continue the toll-free phone line service to provide energy efficiency program contact information and support throughout the contract.

· Implement a Spanish-language public relations effort throughout rural California.

· Evaluate messaging and awareness levels related to energy efficiency.

10.  
Program Implementation

RS&E firmly believes in the importance of coordination between marketing and outreach implementers.  Coordination and consistency can only enhance results achieved by everyone.  Since all marketing and outreach efforts support the IOU and statewide energy efficiency programs, we believe it is vitally important that the contractors work closely with each other and continually share information to avoid duplication.  To that end, RS&E will coordinate its campaign efforts with those of both other marketing and outreach programs: 

· Efficiency Partnership/McGuire & Co., Inc.’s (EP) statewide general market media campaign.

· Univision Television Group and Staples/Hutchinson and Associates’ (Univision) Spanish-language media and outreach campaign.

RS&E will participate in regular conference calls and meetings between the M&O contractors listed above, as well as the IOUs and representatives of the CPUC.  Additionally, all marketing and outreach materials will be accessible to these groups so information can be shared and the duplication of efforts can be avoided.  

In order to implement a successful program, it will be imperative that we begin planning for the 2006 – 2008 program during the end of the 2005 campaign.  We will coordinate the messaging and the timing of that messaging with the other statewide marketing and outreach contractors.  In addition we will send out requests for proposal to CBOs, research vendors and suppliers to ensure that the 2006-2008 program is as cost efficient as possible.  Additionally, our media planning work will also begin early in order to negotiate the most beneficial rates for this program.

11.  
Customer Description

The populations targets for our 2006-2008 extended energy efficiency advertising component are rural “hard-to-reach” IOU customers who do not have easy access to information or generally do not participate in energy efficiency programs.

We will utilize zip code data provided by the IOUs to guide our media and marketing planning.  Only those zip codes categorized by the utilities as “rural” and where the majority of households receive service from a participating IOU will be considered for advertising coverage.  This is the same strategy RS&E used in identifying and targeting the appropriate customers in the past.  

12.  
Customer Interface

In order to ensure that energy efficiency program information is accessible, RS&E will continue to direct consumers to the existing toll-free phone line, as well as to the Flex Your Power Web site.  The toll-free phone number and the Web site address will be displayed on all our advertising and outreach materials.  Additionally, RS&E added a Spanish-language option to the phone line in 2004 in an effort to support the Spanish-language collateral and Spanish language PR efforts, which will continue in the 2006 – 2008 contract term.  

13.  
Energy Measures and Program Activities

13.1.  Measures Information

Not applicable.

13.2.  Energy Savings and Demand Reduction Level Data

Not applicable.

13.3.  Non-energy Activities
All of the activities of the Flex Your Power rural campaign fall under the category of “non-energy activities” since the entire program is focused on marketing and outreach.  That said, below is an outline of projected activities and tactics proposed for the 2006 – 2008 campaign.  We should note that these are estimated projections that will be more clearly defined as development of the program implementation plan gets underway.

Advertising 

RS&E will produce between 4 and 6 radio spots to air statewide each year.  We will run more than 30,000 radio spots in 12 California metro markets and nine remote counties, including:

Metro Markets include:

· Bakersfield

· Chico

· Fresno

· Merced

· Modesto

· Palm Springs

· Redding

· Riverside/San Bernardino

· Sacramento

· San Luis Obispo

· Santa Maria

· Visalia/Tulare

Non-rated remote counties include:
· Humboldt

· Inyo

· Kern

· Lake

· Mendocino

· Plumas

· Riverside East

· San Bernardino West

· Tuolumne

RS&E will produce between 4 and 6 print ads per year to support the three seasonally appropriate messages (i.e. appliance replacement, cooling and heating and lighting).  Print media will run in rural communities throughout the state.  RS&E will place between 10 and 15 insertions per year in approximately 120 newspapers statewide. 

CBO Outreach

RS&E’s program will include the recruitment of between 16 and 18 CBOs strategically located in IOU rural territories throughout the state.  These CBOs will be trained and monitored to disseminate materials and garner public relations locally to promote the energy efficiency messages associated with the Reach for the Stars program.  

In order to ensure proper messaging is delivered in a quality manner, RS&E will also offer media training opportunities and host an annual gathering where best practices and ideas can be shared between grassroots organizations.  

Each CBO will be required under contract to annually:

· Staff the campaign portable exhibit and distribute campaign materials at no less than three community events.

· Conduct a minimum of three presentations for local organizations or groups appropriate to the energy efficiency message (e.g., business groups, PTAs, etc.).

· Develop events or products themselves to further extend campaign messages (e.g., poster contests, public service announcements, etc.).

· Distribute press releases to local print media outlets and place campaign advertisements in local venues such as newspapers, newsletters or movie slides. 

Hispanic Marketing and Public Relations

Through our Hispanic marketing and public relations efforts, RS&E will distribute press releases to more than 140 media outlets statewide.  Additionally, we will secure radio partnerships with two radio networks covering the following markets:

· Placerville

· Grass Valley

· Auburn

· Palm Desert

· Hemet

· Moreno Valley

· Murrieta Hot Springs

· Temecula

· Sun City

· Tracy

· Bakersfield

· Tehachapi

· Hanford

· Atascadero

· Paso Robles

· Porterville

· Visalia

These radio partners will distribute promotional items at various community events, conduct live remotes, air 60-second spots and promote press coverage in the Hispanic markets.  RS&E will also secure several print partners to run ads and place stories that support the energy efficiency messages directed at the Hispanic market.   

13.4.  Subcontractor Activities

RS&E plans to retain SG Henderson Consulting (SGH) to coordinate CBO activities acceptable for the 2006 – 2008 cycle.  SGH, led by Suzane Henderson, has been actively involved in the Reach for the Stars program since RS&E was awarded the contract in 2003.  For the next three years, these efforts will include:

· Implementing a request for proposal process to secure 18 CBOs throughout the state for a one-year term.  (We will seek new participants as part of this process.)

· Conducting a two-day training session for all CBOs upon award of their contracts to educate them on the program.

· Coordinating CBO marketing activities in partnership with RS&E.

· Providing a final report of all CBO marketing activities each year of the contract.

RS&E will review proposals and select a research vendor to perform focus groups, the results of which will be used to guide creative development of the campaign.  We will secure this vendor in 2006 for a three-year term to ensure continuity.  

13.5.  Quality Assurance and Evaluation Activities

While the evaluation and verification of marketing activities will be conducted by the California Public Utilities Commission, RS&E will conduct quality assurance and evaluation activities including:

· Tracking of incoming phone calls to toll-free line.

· Measuring the number of advertisements and media placements.

· Measuring the quantity of information distributed by participants in the grass roots outreach component.

· Conducting focus groups that help guide the messaging.

RS&E’s focus groups will be conducted by a research firm based in California that has experience with energy related issues and marketing techniques.

13.5.1.
Expected Number/Percent of Inspections 

In order to ensure work is performed in a quality and timely manner as stated in agreements secured with vendors, RS&E will conduct a review process for each CBO under contract each fiscal year.  This review will consist of a monthly report submitted by contractors to detail their marketing activities, as well as a monthly follow up call conducted by RS&E staff.  Additionally, RS&E will conduct random inspections of marketing and outreach activities performed by all subcontractors.  These inspections will be conducted, at a minimum, on a monthly basis and will include random site visits to events and trainings hosted by grassroots organizations.  

13.6.
Marketing Activities
Our experience tells us that the sole use of a traditional medium, such as television, will not be successful in breaking down the barriers faced by this campaign’s target audiences.  As a result, we propose continuing with a multi-tiered, synergistic marketing approach, utilizing the following tactics:

· Placement of media specifically geared to consumers in the IOU rural service territories, using radio and local newspapers as primary mediums.

· A strong community connection in which CBOs will be encouraged and rewarded for spreading the word about these energy-saving programs within their communities.

· Hispanic/general market rural public relations (PR) activities to secure maximum interest in energy efficiency programs through the engagement of the news media, community leaders, etc.

· A toll-free telephone line to provide information in several languages for people who are confused about energy efficiency products or hesitant about taking advantage of IOU or local programs.

VI.
IDEEA And InDEE Selected Programs*

* - SCE’s IDEEA and InDEE selections are pending final approval by the California Public Utilities Commission

Coin Operated Laundry Program
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4.
Program Descriptors


Market Sector:
            Non-residential




Program Classification:
Local



Program Status:

New


5.
Program Statement

This is a gas, electric, water and sewer conservation program in which “Laundry Team” members UCONS, ASC, Intergy, RMC, and Battelle will collaborate with electric and gas utilities and local water districts and associations.  The primary goal of the program is to increase early replacement of inefficient coin operated laundry machines in high-usage laundromats and multi-family common areas.


In the first quarter of 2005, this program was originally developed in coordination with SoCalGas, SCE and the Metropolitan Water District.  After approval of the template by the PAG in April 2005, the Team began further development of the program.
 
This program has been developed to reduce kWh and kW usage in the nearly 10,000 coin-operated washing machines with electric water heating in Southern California. The energy savings is achieved by providing appropriate incentives and education to equipment manufacturers and leasing companies to facilitate the early retirement of existing leased equipment. Additional energy savings can be achieved concurrently in upgrading water heating equipment and in use of lighting measures. In addition, this program benefits both the end-user and the environment by providing, substantial ancillary water and sewer savings by replacing older laundry machines with newer, more efficient models which use substantially less water  and energy than the current equipment.


The program employs marketing and outreach approaches to bring multiple decision makers and stakeholders together to facilitate energy efficiency actions in the coin-laundry industry. It involves both rebates and direct install program elements. 


6.
Program Rationale

This program addresses gas, electricity, and water & sewer conservation, and involves electric and gas utilities, in addition to water districts and associations, creating a synergy the results in greater savings across the board.  In addition, the program employs innovative marketing and outreach approaches, as well as both rebates and direct install elements to bring multiple decision makers together to facilitate energy efficient actions in the coin laundry industry. 

7.
Program Outcomes

Targeted outcomes for this program include bringing together multiple decision makers/stakeholders in the coin laundry industry, educating equipment manufacturers and leasing companies, and facilitating the early retirement of existing leased equipment.  In addition, the program aims to concurrently upgrade water heating equipment and lighting measures to avoid lost opportunities.


8.
Program Strategy

One of the primary barriers to success in the industry is the involvement of multiple decision makers in terms of equipment decision making.  This program plans to address this by jointly involving the multiple stakeholders in the program by connecting the equipment leasing companies with property managers and educating them jointly on the benefits of the program.


A second major barrier to success in this market is the low response level in the past.  Less than 20% of customers in this segment have responded to similar past programs, even with higher rebate levels than today.  To address this, this program will combine individual packaging of financing, education, rebates, and comprehensive services to laundromat managers and apartment property managers.

9.
Program Objectives
The goals of this program are to replace 2,450 inefficient coin operated laundry machines in 400 laundromats and multi-family units, for a total savings of 4,918,194 kWh and 1,107 kW.
10.
Program Implementation

Task 1: Build Tracking System

Cal-UCONS proposes to use the currently approved SCE/IDEEA tracking system in place for its evaporative cooler mobile home program. This program will have fewer measures and fewer elements than the current program. 

Task 2: Develop Marketing Materials

There will be a low level of marketing materials required for this program. This is an information and education program in which Team members will demonstrate the separate economic advantages to both leasing companies and to property managers to make a substantial change in their current lease agreement to replace current washing machines with Energy Star commercial washers.

Task 3: Implement Marketing Campaign

The marketing campaign has already been initiated in the program development phase during 2005. There are 3 separate elements to the marketing and education campaign.   These include:
                  1) Working with each water district to increase the rebate levels for
                       commercial washers to pre-2005 levels by 2007 
                  2) Working in partnership with all water districts and water agencies to
                       educate their customers on program benefits, and 
                  3) Arranging 1-on 1 meetings between the large leasing companies and their 
                      larger property management clientele. 

The purpose will be demonstrating to both parties the overall economics to modify both equipment and lease terms. The benefits are very different between multi family property managers and managers of commercial laundromats. 

Task 4:  Enroll Customers

Customer enrollment will be initiated concurrently with the marketing campaign. When leasing equipment suppliers and property managers determine to write a new lease agreement (and replace inefficient washers with efficient ones), this defines the first step in customer enrollment.


Task 5: Install hardware and perform Services

Installation and all servicing and maintenance of coin-operated washers will be the sole responsibility of the equipment leasing companies. All direct install of supplemental energy efficiency measures (lighting, pipe wrap, temperature setback) will be the primary responsibility of Laundry Team member, American Synergy Companies. 

Task 6: Inspect Jobs

American Synergy and UCONS have a well-defined QC/QA program which they bring to the supervision of all installation activities. An additional element of inspection will be the innovative “pre M&V” to be performed by Laundry Team member, Battelle PNW. Battelle has previously done an assessment of commercial laundry equipment for SCE For this program, and will assist in the startup phases of the project to ensure that sufficient data is captured to evaluate overall program benefits and to further ensure that the correct application of Energy Star machines are used in each application. Their assessment will include both an estimation of energy and water savings.

Task 7:  Remedy Installation Issues
American Synergy and UCONS QC/QA program includes remedies for all customer issues. This program is currently in place.

Task 8: Customer Satisfaction Surveys

UCONS and American Synergy will perform a customer satisfaction survey that will be submitted to SCE.

Task 9: Address Customer Satisfaction Issues

The QC/QA program for UCONS and American Synergy includes addressing any customer satisfaction issue. This program element is currently in place.


Task 10: Program Reporting

UCONS and direct install Team members will provide SCE the following program reporting elements: program workbook, program narrative, flat file and ad hoc reports, as required.

Task 11: Program ramp down

This program will not have a great deal of program ramp down time and expects to complete installations during the third quarter of 2007.  However, as this project is on a fixed budget, it could be ramped down earlier, in which case participants would be notified of any deadlines.

Task 12: Program shut down

Leasing companies, property managers and water agency participants will be made aware there is a fixed budget for this program. All parties will be given a 90-day notice when The Team expects the program to be completed. All customer service elements will be provided for at least one-year from date of service.

Task 13: Follow up With Remaining and New Customer Issues

The QC/QA programs of UCONS (and direct install Team member American Synergy) include a response to any customer issue following program shutdown. For the Laundry program, the typical issue involving long-term customer support will be the washer (which will be covered by both a manufacturers warranty and by the separate obligations of the equipment leasing company).

Task 14: Submit Final Program Report

UCONS will provide a Final Program Report to include program challenges, goals attained, lessons learned, program recommendations, and program “next steps”. 

11.
Customer Description

This program is designed for non-residential SCE customers, specifically commercial laundromats and apartments with common area laundry rooms which use electric water heating. 

12. Customer Interface
Intergy will be primarily responsible for working with water districts and agencies to educate their customers on program benefits.  Resource Management Corporation will be responsible for arranging 1-on-1 meetings between the large leasing companies and their larger property management clientele.
13.
Energy Measures and Program Activities

	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	Summer Peak kW Savings per unit (kW/unit)

	Electric Applicance-Washing Machine Replacement
	2200
	0.5

	ELECTRIC Non RES Water Heater Setback to 130 degrees from 139 degrees
	420
	0.05

	Electric Tank Efficiency Upgrades
	1250
	0.14

	Energy Star Common Interior CFL's
	209.162
	0.08

	Energy Star Common Exterior CFL's
	209.162
	0.08

	T8 El Ballast change out
	44.44
	0.08


13.1
Measures Information & Energy Savings and Demand Reduction Level Data



13.2
Subcontractor Activities
American Synergy Corporation will be responsible for all direct installation and will deliver the supplemental measures required.  Battelle’s Pacific Northwest Division will be responsible for the Evaluation, Measurement, and Verification portion of the program.  Intergy will be responsible for working with the various water agencies and municipalities to coordinate the outreach, rebate levels, and education.  RMC will also serve as a consultant for the lead program management, Cal-UCONS.


13.4
Quality Assurance and Evaluation Activities
American Synergy and UCONS have a well-defined QC/QA program which they bring to the supervision of all installation activities. An additional element of inspection will be the innovative “pre M&V” to be performed by Laundry Team member, Battelle PNW. Battelle has previously done an assessment of commercial laundry equipment for SCE (at the Laguna Woods retirement facility). For this program, Battelle will assist in the startup phases of the project to ensure that sufficient data base is captured to evaluate overall program benefits, and to further ensure that the correct application of Energy Star machines are used in each application. Their assessment will include both an estimation of energy and water savings.

13.6.
Marketing Activities
There will be a low level of marketing materials required for this program. This is an information and education program in which Team members will demonstrate the separate economic advantages to both leasing companies and to property managers to make substantial changes in current lease agreements for commercial laundry machines

The marketing campaign has already been initiated in the program development phase during 2005. There are 3 separate elements to the marketing and education campaign.   These include:


1) Working with each water district to increase the rebate levels for commercial washers to pre-2005 levels or higher (by 2007). 
     

2) Working in partnership with all water districts and water agencies to educate
    their customers on program benefits 

3) Arranging 1-on-1 meetings between the large leasing companies and their
                larger property management clientele. The purpose will be demonstrating to
                both parties the overall economics to modify both equipment and lease terms. 

The purpose will be demonstrating to both parties the overall economics to modify both equipment and lease terms. The benefits are very different between multi family property managers and managers of commercial laundromats. 

Energy Efficient Program Made Efficient

[image: image5.wmf]1.

Projected Program Budget

1,500,000

$           

 

2.

Projected Program Impacts

   MWh

n/a

   MW (Summer Peak)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


4.
Program Descriptors


Market Sector:



Cross-cutting


Program Classification:


Statewide


Program Status:



New

5.
Program Statement

The Recovering Opportunities program finds potential "lost opportunities" and exploits them. These opportunities are energy efficiency options offering long-lived, cost-effective savings and which, if not exploited promptly or simultaneously with other low cost energy efficiency measures or in tandem with other load-reduction technologies, can easily be lost.
6.
Program Rationale

In general, consumers assume that replacing an HVAC system is the most that can be done to make energy efficiency upgrades.  But the installation process provides a significant opportunity to inform them on other energy saving measures. This opportunity arose from new regulation:  A recent title 24 changes that took affect in October requires an HVAC installer to have his/her system independently tested by a HERS rater when there is a change in the HVAC equipment.  Our plan is designed to use the regulations to promote energy efficiency programs by assisting the rater – who is already in the consumer's home – to complete a duct test for the installer. In the process, this rater, armed with the knowledge of energy efficiency programs and ability to provide other services, including an in-home survey and consumer information on other energy efficiency programs offered by SCE.

7.
Program Outcomes

The overarching goal of the program is to encourage installers to secure building permits through training and awareness to ensure quality installations.  According to the California Energy Commission, nearly 95% of the replacement systems that are installed each year are not permitted.  A goal of our program is to increase the number of permits pulled by HVAC installers.  There is no definitive statistics indicating the exact number of permits pulled each year, but the quoted number is a starting point.  The importance of increasing the number of permits being pulled is revenue generation for the local municipality and allows the homeowner to be in compliance with the codes.  In fact the California Association of Realtors has developed a disclosure for home sellers indicating if the home seller has installed a new HVAC system recently and asks was the system permitted.  Having this in place increases the awareness of the requirements.

8.
Program Strategy

This program provides homeowners with the opportunity to take advantage of Federal Tax Credits that go into effect on 1/1/06.  Some of what the HVAC installer does may qualify for the credit, and according to the regulations the items have to be verified by a rater that follows the RESNET national guidelines.  CHEERS raters would be compliant with such guidelines.
A key to the success of this plan is assisting both the installer and the consumer in participating. To that end CHEERS will promote those installers that agree to specific participation guidelines.  A component of this plan is to run advertising listing those installers that agree to participate.  The ads provide an opportunity for installers to differentiate themselves from other installers, and more importantly give the consumer a source for selecting an installer to complete a job.  The ads will indicate that consumers who use one of these installers will receive a free in-home survey, collateral material on other programs and will have their systems independently tested to ensure quality and thoroughness.  The ads will also indicate the contractors listed on the page have all the licenses, bonding and insurance requirements, plus provide the free in-home survey, have the systems independently tested.

9.
Program Objectives

[image: image38.wmf]10.
Program Implementation

Task 1 – Re-asses Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

The implementer will provide an updated timeline document to SCE.

Task 2 – Assemble and Submit SCE Approved Purchase Order Kit

A purchase order kit will be developed and submitted.


Task 3 – Build Tracking System

The tracking system will be developed to support those elements that are accepted by SCE program managers.  The contractor will use a mobile device when they are completing the verifications for duct testing and completing the in-home survey.  

Sub-Tasks:

· Establish Data System Details

· Data Integration & Exchange

· Database Format & Details

· Hard Copy Backup & Procedures

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

CHEERS has already developed several marketing products for raters, installers and homeowners that are effective means of encouraging them to participate in this plan. Other products include, but are not necessarily limited to, the following: 

Identity System 
Electronic Newsletter – to support participating installers and distributors.

Web Site – including a new look and content to support the program. CHEERS has the address already reserved (www.HVACdoneright.org).

PowerPoint Presentations, including:

· CHEERS to Distributors - to help distributors establish relationships that will help them build their business and build their income. 

· CHEERS & Distributors to Installers - to persuade installers in specific markets that CHEERS provides an important and marketable service.

· CHEERS & Installers to homeowners - message that points to a “CHEERS approval” of a HVAC installer is a solid indication of the installers dedication to quality. 

Installer Brochure – outlining benefits of using CHEERS for compliance and quality installations.  This brochure has been developed.  A pdf is available.

Consumer Brochure – including the five questions to ask prior to having a system installed.  This brochure has been developed.  A pdf is available.

Program Road Show –during March, April, and May.  These shows will be to introduce our plans to installers and explain our goals for them (such as ways to be more professional, etc.). 

“How To Put The Program to Work” Brochure – dealing with how each installer can/should use the program to their individual benefit.

The Installers Manual – providing information on all SCE energy efficiency programs for the installer and the homeowner.  This also would include examples of letters they can send to the homeowners or others, as well as sales approaches for the installers to use 

Installer Road Show “Take Home Kit” – including all material that team will be producing to support installers and their homeowner clients.

Installer Program Letter – allowing installers to provide a one page “leave behind” outlining the benefits of using their services and CHEERS raters. 
Incentive Program – to entice installers by putting extra money in their pockets, provide a trip or other incentives for a certain number of successful verifications. 

Folder/Carrier –to be used when presentation are made to distributors or installers.

Co-Op Advertising Program – explaining how installers can participate.
In-Office Display Cards – to be used when installers go to shows or in their own office.

Lawn Sign – to inform the neighborhood of a job well done. 

Removable Point-of-Rating Stickers – which can be used by the raters when they verify the system.  
Task 5 – Implement Marketing Campaign

Planning 

The marketing contractor will develop and test a concept for the program brand and design brand elements for application to all marketing materials, including advertising, signage and brochures.  The brand identity will include the program name, logo and audience-specific taglines, as well as a graphics approach.

Task 6 – Enroll Customers

The program will target upstream HVAC distributors as a means to promote the program to HVAC installers.  Since the installers buy the equipment from the distributors, these firms are likely candidates to promote our program.  The new energy regulations require duct testing to occur when a new piece of equipment is installed in residential and non-residential properties.  Distributors have an interest in providing value to their services.  By working with Cypress CHEERS will be able to target distributors that wish to participate in this program.  We will market to the distributors in a variety of means (direct marketing, current relationships) and determine their willingness to participate.  We will have guidelines developed that indicate what we expect the distributor to do.  Once the distributor agrees to participate we will gather their information.  A component of the program will allow distributors to market the program to their installers, and may provide co-op advertising, hosting meetings at the distributors office locations.

Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

There are several measures included in this plan.

· An in-home energy efficiency survey will allow the rater to collect the data on the home and report back to SCE with the results, and provide additional guidance to the homeowner on what can be done to make their home energy efficient.  The information collected may include both gas and electrical.  This allows our program to address the lost opportunities that will occur if the data is not collected when the equipment is being installed.  This data will be sent to SCE electronically so the gas related measures could be provided to SCG for their programs.  As an example, if the rater collects the data on the water heater and it turns out to be very old, then SCG could offer the consumer information on water heater rebates or other related programs.

· The rater will provide three free CFL’s to participating consumers.  The rater will collect the old light bulbs or at least capture what he/she is replacing (incandescent 60w, 75w, etc).

· Countermind, a nationally reconigized mobile solution program, will develop the mobile solution for the rater. The mobile solution will include the in-home survey to let the rater collect data about the home while at the home.  This provides significant efficiencies in program delivery.  The results of the in-home survey will be sent electronically to SCE for their use.  Data that will be collected can then be sent to program implementers for their use such as the age of the refrigerator, or any window air-conditioners.

· The rater will provide information to the consumer about other programs, including collateral material from other SCE programs and 3rd party programs.

· Based upon information gathered by the rater or measures installed by the HVAC contractor, the rater will provide information to the homeowner about the availability of Federal Tax Credits for existing housing.  Tax credits are available up to $500 per home (Please see Appendix 4 for existing housing tax credit eligibility).  It is important to note for the Federal Tax Credits they must be verified by a RESNET Accredited rater.  All CHEERS raters are RESNET accredited.

Task 8 – Inspect Installed Jobs 

The Bidder with present a quality control plan that involves inspection of the job site for hardware installation (Resource programs) and/or customer satisfaction surveys (Non-Resource programs).  This task with also include a plan to address customer complaints.

All individuals using CHEERS to provide field verification services for this program will have their performance continuously monitored through a Quality Assurance Program, which has four components:

· Initial rater & Installer QA

· Documentation Review

· Onsite Field QA Inspection

· Registry Data Entry Review

Task 9 – Remedy Installation Issues

To insure that customer complaints and concerns receive timely responses and quick resolutions we have listed our suggestions in our customer complaint response plan: 

1. Make available to customers contact information for complaints such as: contact person(s), telephone numbers (during-office hours and after-office hours), mailing address, email, and fax number.  Communication methods such as newsletters, bill stuffers, CCR can be used. 

2. Designate personnel who are responsible for managing the complaints.  This person(s) documents the complaint, initiates the response, and insures that the complaint is addressed in a timely manner. 

3. Maintain a log of customer complaints with information to track the life of the complaint. The log may include customer name, customer address, date of complaint, address of occurrence, description of complaint, and resolution of compliant. 

4. Document who in the field is responsible for responding to the complaint and make them accountable for a timely resolution of the problem.  If possible, give work orders to personnel responsible for resolving the complaint, assisting the field staff in maintaining accountability of the problem. 

5. Review records of complaints received and responses provided periodically. Look for underlying causes of problems that could be corrected and better ways of responding. Consider mapping the location of complaints in distribution system to identify problem areas. 

Task 10 – Perform Customer Satisfaction Surveys 

CHEERS will rely on its customer services partner, Cypress, to handle the customer satisfaction surveys.  Cypress will conduct these services out of their Customer Service Center (CSC), a full-service call center and data warehouse located in Hemet, California.

Task 11 – Address Customer Satisfaction Issues

Customers that rate low on the satisfaction chart will be asked if they are willing to allow SCE (the Cypress CSC) to provide further support to improve their opinion.  If so, the CSR will schedule a time for Cypress to contact the customer.  The CSR will also note the primary nature of this customer’s dissatisfaction, along with any other notes or feedback from the conversation.

At that date, a technical expert will contact the customer, and conduct a phone interview to identify what issues have caused the customer dissatisfaction.  Information available will include the survey results as well as the CSR records to date and the log of problem and resolution calls from Task 9 (if applicable).  The primary role will be to diagnose the reason for dissatisfaction, and identify a remedy (if possible) to the issue.  If possible, the CSR will provide additional information to educate the consumer to remedy the situation at that time.  Some satisfaction issues may result from the customer forgetting or misunderstanding the nature of the CHEERS program, so this may be possible as an immediate strategy.

If the issue is resulting in ongoing technical issues related to the CHEERS rating itself (e.g. complaints about performance), the CSR will note this item in the data system, which will trigger a notification of the CHEERS problem solving technician (e.g. from Task 9) assigned to the task.  The technician will then be assigned the task of troubleshooting, which could include contacting the customer again to provide additional education or service.

Regardless of the issue and resolution, the customer will be “flagged” for additional follow-up after this process to identify that we have addressed the satisfaction issues to the greatest degree possible.  All dissatisfied customers will be tracked, over time, as a special customer that will be followed to identify how their satisfaction improves during the life of the program.

Task 12 – Invoice SCE for Completed Jobs

Cypress, one of CHEERS key subcontractors, has the systems in place to provide all reporting and invoicing requirements.  All systems are tied to a singular database to provide accuracy in reporting and mitigate issues regarding multiple databases.  All data collected in the field, hours billed and expenses incurred for implementing the program will be tracked and reported. 

Task 13 – Perform Program Reporting

Ongoing information tracking is a key portion of the Cypress internal processes and marketing systems.  Cypress also provides information about ongoing performance in a clear, easy to understand format.

Task 14 – Program Ramp Down

The program will be able to implement a ramp down of our elements quite easily.  We will have ramp downs occurring two different times during the program year.  Most of the cooling related installations occur between Memorial Day and Labor Day.  Our advertising is designed to coincide with this change-out part of the year.  CHEERS anticipates this occurring twice, once during 2006 and once during 2007.  This is similar for our training that we will implement for HVAC installers, distributors, and others where we will need multiple ramp down and ramp ups of programs.  History indicates training for installers should not occur during the summer months, and our plan is designed with that in mind.  We anticipate providing the majority of our training and outreach during the months leading up to June.  We will have limited training during the summer months – such as sessions after work where we provide buffet dinner – but the majority of the training will be ramped down prior to summer. 

All hardware will be installed during the time when a HVAC system is being installed and rater is verifying the duct systems.  Also, all of our advertising will indicate there are a limited number of measures for participating installers and consumers.

Task 15 – Shut Down the Program

Upon shut down of program we will be able to provide continuing support.  In addition many of the HVAC installers provide continuing maintenance contracts with the consumer once they install the equipment.  This maintenance includes such items as changing out the filters or checking the systems once or twice a year.

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests

CHEERS and Cypress have the systems and technology in place to provide access to and creation of any reports necessary.  Because raters will use our mobile device for collecting data, we will can provide real-time reporting.  The rater will collect the data from the home (results of duct test, results of in-home survey) and synchronizes with the Cypress database.  This will occur in two instances, from a wireless connection or when the rater will place the device into a cradle that is linked to their computer.

Task 17 – Follow Up with Remaining and New Customer Issues

CHEERS and our subcontractors will have all of this information available to SCE for their use.  As indicated in Task 15 most of the HVAC systems installed will have a warranty of some type.  This information will be passed on to SCE and our reporting and database will indicate the type and term of warranty provided to the consumer.  This could include an extended warranty that is purchased by the consumer or is offered by the installer as a part of the program.

Task 18 – Submit Final Program Report

CHEERS will provide continuous feedback to the program, and will provide the final report.

11.
Customer Description

· HVAC Distributors – this customer group is a valuable element in the promotion and implementation of this program.  Through one of our key subcontractors, Cypress, who has experience in providing outreach to the upstream HVAC market, will market our program and concept to the distributors throughout SCE service territory.  There are several large distributors that provide the majority of the equipment to installers such as U.S. Air and Slakey Brothers.
· HVAC Installers – According to the Contractors State License Board (CSLB) there are a total of 10,158 C-20 installers statewide.  These C-20 contractors can be further segmented into the markets they target (Residential, non-residential, & other).  Further work will indicate the installers will segment the markets by new construction and replacement. Estimates according to the 2005 Building Energy Efficiency Standards work papers developed by PG&E indicate there are approximately 300,000 HVAC replacements each year in Residential properties and approximately 140,000 in non-residential.

· CHEERS raters – Due to the recent Title-24 revisions CHEERS has trained and certified a number of raters that are planning to complete verifications for the replacement market.  CHEERS plans to reach out to these raters for participating in our program.  This provides an opportunity for raters to expand the scope of their services.

· Homeowners – Through Staples Marketing we will have an advertising campaign promoting quality installations by participating HVAC installers.  We plan to educate the homeowner on asking certain questions when they hire a HVAC installer.  The material we have attached is an example of how we plan to educate the consumer.

13. Customer Interface

The final phase of the marketing program is the consumer outreach, a combined effort of CHEERS and the participating installers. Equipped with Take Home Kits, the installers will apply the program brand and message to their own sales activities. To support them in that effort, CHEERS will place a co-op advertising campaign that pays part of the cost of approved advertising prominently displaying the program brand, tagline and message. In addition, the program will provide a web site regarding the program and pay for a top response position when consumers undertake internet searches with key words such as HVAC installers.

13.
Energy Measures and Program Activities

13.1.
Measures Information

Non-Resource

13.2. Energy Savings and Demand Reduction Level Data

Non-Resource

13.3.
Non-energy Activities (Audits, Trainings, etc.)

[image: image39.wmf]
13.4.
Subcontractor Activities

[Query bidder]

13.5.
Quality Assurance and Evaluation Activities

The main component of the CHEERS QA program, the Onsite Field QA, requires a CHEERS QA representative to visit the site and observe the rater performing the onsite field verification and diagnostic testing.  This will insure that the correct procedures are being followed in the verification and testing process, and will provide instant feedback to the rater.
When a rater is due for this type of QA, CHEERS will notify the rater and require them to provide their verification and diagnostic testing schedule within a specified period of time.  The CHEERS QA representative will meet the rater onsite to observe the onsite verification and diagnostic test and independently verify the test results for accuracy.

The frequency of this type of QA will depend upon the rater's experience level.  For raters with less than 25 field verifications and diagnostic tests the target level of field QA will be 10% of those homes requiring field verification and diagnostic testing. For raters that have completed more than 25 field verifications and diagnostic tests, and at CHEERS QA representative’s discretion, the field QA level can be reduced to a 5% QA level.

The CHEERS QA representative will complete a written report detailing the results of this QA review, will provide a copy to the rater, and will submit a copy to be included in the rater’s permanent file.

Registry Data Entry Review 
A CHEERS QA representative will be responsible for reviewing the reporting of test and or sampled data through the CHEERS Registry to CHEERS.  The frequency of this type of QA will be 1% monthly of lots added including the project.
The Registry Data Entry Review will include:

· The completeness of information provided for the builder, project, plan and lots/buildings including project addresses as well as all test questions filled out.

· The project is at the appropriate test/sampled percentage based on CEC/EPA guidelines.

· The floor plans follow the appropriate test/sampling guidelines.

The CHEERS QA representative will complete a written report detailing the results of this QA review, will provide a copy to the rater, and will submit a copy to be included in the rater’s permanent file.

13.6. Marketing Activities

See Tasks 4 and 5 above.

Demand Response Emerging Tech

[image: image6.wmf]1.

Projected Program Budget

528,000

$              

 

2.

Projected Program Impacts

   MWh

76

                         

 

   MW (Summer Peak)

0.14

                      

 

3.

Program Cost Effectiveness

   TRC

0.27

                         

 

   PAC

0.28

                         

 


4. Program Descriptors


Market Sector: Residential





Program Classification:
Local



Program Status:
New



5. Program Statement: 

Demand responsive devices shows promise for reducing peak load.  Research and field trials have shown that improving HVAC equipment and installation practices significantly reduce peak load and annual consumption.  As new technologies become available for use in production building, new inspection and evaluation methods need to be developed to ensure correct application. This program seeks to identify key emerging technologies to develop inspection and evaluation processes in residential new construction that will be needed to ensure proper application and recover energy otherwise lost to poor implementation.  Using combinations of established and promising technologies, demonstration/test homes will be built at least 30% above 2005 Title 24 code.  A final report will capture the benefits and issues of these technologies for both the builder and consumer and include recommendations for implementation of above-code technologies. 

6. Program Rationale: 

This program examines emerging technologies and will develop recommendations for both practices and evaluation methods.  The program will build approximately 50 new homes with various combinations of demand responsive devices and emerging technologies.  These technologies are currently available but not commonly installed.  Some of the technologies to be evaluated are:

· Demand response thermostats that provide a simple visual indication of current service area load and current home’s energy demand, allowing the consumer to control the usage.
, 

· Improved Forced Air Units that have improved aerodynamic design and improved manufacturing tolerances and that use more efficient motors such as electronically commutated motors (ECM) and brushless permanent magnet motors (BPM).
 

· Computerized evaluation of refrigerant charge and airflow performed by an EPA-certified HVAC installer that will ensure the proper system performance.
, 

· Improved duct work, buried in insulation, using quick mechanical connections and aerosol type sealants to achieve quick installation and very low duct leakage.  This combination of technologies may provide cost savings to the builder and increase the installation of very tight HVAC ducts.  

· High IR-reflectivity roof pigments
 to reduce peak load.

· Advanced framing techniques such as optimum-value engineered (OVE) framing which using less wood and increases wall and ceiling insulation to reduce annual consumption.

The bidder will generate participation from builders who are willing to research construction techniques to improve energy-efficiency, quality, reduce risks, and potentially simplify field operations.  While the main focus of this work will be evaluation of and potential solutions to market barriers, limited field monitoring will be delivered in partnership with BIRA, the DOE Building America research team administered by the bidder.  The BIRA Building America team has extensive monitoring skills derived from working with its partners and monitoring substantially above-code homes in the California and Nevada markets.

The bidder will report monthly on program progress and deliverables.  A final report on market barriers, consumer surveys and construction techniques and protocols will be generated.  

7. Program Outcomes: 

The first step in implementing this program will be to secure builder participation.  The bidder will identify candidate builders in SCE service territory who are available to build homes demonstrating new, emerging technologies for evaluation.  The bidder’s compliance staff will analyze plans for the proposed homes to determine feature sets that would make the homes comply with the 30% above code requirements.  As the homes are built, the bidder will work with the participating builders to address problems, develop information sheets and protocols for the new technologies, and train the subcontractors using protocols for quality construction.  In a small number of the homes, monitoring equipment will be installed to evaluate home performance; this data will be shared with SCE, builders, and homeowners.  The bidder will inspect and test 100% of the demonstration homes at rough and final stages of construction.  As the homes are sold, a homeowner survey will be conducted to capture consumer factors considered in buying these demonstration homes.    

8. Program Strategy: 

This program seeks to identify key emerging technologies to develop inspection and evaluation processes in residential new construction that will be needed to ensure proper application and recover energy otherwise lost to poor implementation.  

9. Program Objectives:

The program will build approximately 50 new homes with various combinations of demand responsive devices and emerging technologies.  These technologies are not readily adopted by the residential building industry so the incentives have been estimated at 80% cost coverage.  The bidder estimates the average incentive per home to be $775. These 50 research homes will generate approximately 75,752 kWh and 142 kW of annual savings.  

10. Program Implementation

Upon funding by SCE, the bidder will immediately begin with the following tasks. 

Task 1.     Identify candidate builders in SCE service territory who are agreeable to build demonstration homes.  

The first program area involves developing a list of potential builder partners and obtaining the preliminary commitment from builder partners to build the 50 emerging technology homes.  The list of potential builder partners will be developed using The bidder's database of builders selecting those that already build above code and whom have expressed satisfaction with their above-code programs for improving quality, differentiating their homes from competition, and improved sales, as well as those who have queried The bidder regarding other opportunities to differentiate themselves from other builders.  The bidder will meet with the target builders to market the Demand Responsive/Emerging Technology concepts to obtain preliminary commitment to build a demonstration home(s).  This will likely require numerous meetings to convey the program requirements and to provide the builders with the necessary information.  The bidder has developed some potential design packages and has sufficient information to know what types of features are likely to be required and will discuss this with the builder partners.
Prospective builders must be in SCE service territory and be likely candidates, based on current practices of building over code, quality construction practices, and desire to differentiate from other builders based on energy- efficiency and quality.
Deliverable:  List of candidate builders
Due Date:  1 month from start
Task 2.      Evaluate and document technology.  

Each technology will be evaluated to identify any market and/or code barriers.  Easy-to-understand marketing materials will be developed to help explain the program, the emerging technologies, and their applications and benefits.  Develop preliminary protocols and test procedures for each technology will be developed.
Deliverable: 
Marketing Material
Preliminary Protocol and Tests
Due Date:  2 months from start
Task 3.     Determine project and obtain commitment from Builders.  

Once the preliminary commitment is obtained, the bidder will work with them to develop a design that will meet the program requirements and that is acceptable to the builder.  Much of this work may be performed in the Task 1, because the builders may need to fully understand the increased construction costs before committing to this project.  The design process will include discussions with the builder to determine how they typically build, what super-efficiency features are acceptable to the builder and what features are unacceptable. Based on this information, the bidder will use the builder's home plans to develop alternative sets of efficiency features and emerging technology that will produce the desired program goals, including a minimum 30% reduction in Title 24 energy use.  These feature sets will be discussed with the builder partners and the team will settle on a final feature set to meet program goals. This will likely require a series of meetings with the builders and analyses to determine the final energy-efficiency package
The bidder will market the emerging technologies to target builders.  Evaluate potential builder projects will be evaluated and the bidder will work the builders to determine acceptable energy-efficiency feature sets. Demonstration home designs will be Developed and analyzed to ensure that their energy efficiency packages comply with program requirements.  Develop a final commitment from builder(s) to participate in project.
In advance of construction, the bidder will work out any necessary agreements with the local jurisdictions for installation of emerging technologies, if required.  The bidder  will work with builder and building department to minimize plan-review and field problems due to design.  If  possible. Benefits will be obtained for projects from building department.
Deliverable:
Design and Analyses for demonstration homes
Any required installation agreements with local  jurisdictions
Jurisdiction benefits, if available
Due Date:  3 months from start
Task 4.     Construct homes.  

During the process of developing the construction package, the bidder will work with builder staff to answer any purchasing or construction issues that arise.  This will include details for purchasing, special processes for construction, and improved quality control processes.  Once construction begins, the bidder will train the builder field-staff and their subcontractors in any special procedures required by the new features.  Field staff will also be trained in improved construction practices that will be required to achieve the required efficiency performance level.  Local building officials will be invited to the construction site to be introduced to the technology.  Building official involvement is crucial to identify and minimize code barriers.  The bidder will work with the builder throughout the construction process to ensure the required features are installed, installed properly and that they are working properly.  This will include performing inspections and tests as the homes are built.  The work will include inspections of the air sealing features, the proper installation of the insulation, the proper installation of the HVAC duct system, duct leakage testing, blower-door testing, and HVAC airflow testing.  Inspections and tests will be performed as necessary to maintain the required level of quality.
The bidder will work with builder to ensure that construction practices specific to each technology are well understood by the builder and subcontractor. 
The bidder will assist builders with designations and specifications of emerging technology features.  Where possible, the bidder will identify and solve potential construction issues to minimize any construction issues due to the technologies.
Develop training program for builder(s), subcontractors, and building officials will be implemented.  Starting with Comfortwise training program, existing training material will be enhanced with issues specific to emerging technologies.  Training materials will be used to train builder field staff and installing subcontractors.
Feedback will be collected on the technology installation and protocols and enhanced as needed for following homes.
Deliverable:
Feature specifications Trained staff Construction feedback
Due Date:  6-12 months from start
Task 5.     Monitor a subset of homes.  

The bidder has substantial experience in monitoring from its Building America projects.  Optimally, the monitoring will allow 15- minute sampling of each, so that both kWh and kW can be determined. The bidder will work with SCE staff to determine the most important monitoring information and the best methods to perform the monitoring within budget. As the homes are built, a minimum of 10% will be equipped with monitoring equipment so that, at a minimum the whole-house energy-use, and the specific emerging technology can be monitored.
The bidder’s team anticipates monitoring the demonstration homes to evaluate how they perform compared to the predictions of the design analysis.  There are plans to instrument "control" homes that would represent "normal" homes built to just meet code.  If SCE is willing to provide electricity-bill data for both the demonstration homes and nearby control homes, the bidder is willing to perform comparison analyses.  In this case, the bidder would also relate the data from the monitored homes to the bill data provided by SCE.  The goal of this effort is to evaluate both the design process and the designs themselves. The bidder will install monitoring equipment and collect and analyze monitoring data.  Results will be provided to SCE, builder’s partners, and the homeowners.
Deliverable:  Monitoring results
Due Date:  6-18 month from start
Task 6.    Inspect homes.  

Perform inspections and tests of all energy-efficiency features.  Inspections include air sealing, insulation, HVAC, and water heating features.  Tests include duct blaster, blower door, and airflows.  100% of the demonstration homes will be inspected and tested to ensure quality and proper functioning. Using preliminary test plans, test all installed emerging technology features. Collect feedback and update test plans as needed.
The bidder will work closely with the builders to ensure that all problems are addressed and that retests are conducted as needed.  When the home passes the final inspection, the bidder will enter the results into CHEERS or CalCERTS and the home is then eligible for incentives that will be managed by [image: image40.wmf]Pr
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the bidder.
Deliverable:
Inspection test results Issues and feedback Updates HERS system
Due Date:  6-12 months from start
Task 7.     Homebuyer education. 

 Develop easy to understand informational and instructional materials on each of the Demand Responsive / Emerging Technology features.  These materials will be provided to the builders for the inclusion in the homeowner manual for the new homeowners.  These materials could also be used during the sales process.
Deliverable:  Informational and instructional material
Due Date:  10-12 months from start
Task 8.      Conduct  Homeowner Survey.  

The bidder will survey the homebuyers to understand the value they place on the installed emerging technologies.  The team will attempt to determine the impact of these technologies to the homebuyers' purchase decision, the importance of the technologies since they've moved in, and the impact of the technologies on their level of satisfaction with their new homes.
The bidder will develop a survey instrument for home buyers to assess the importance of the technologies in the buying decision and any impact on customer satisfaction.  Information will be collect on ease of use of features, as appropriate.
Deliverable:
Survey instrument
Survey results
Due Date:  12-18 months from start
Task 9.     Evaluate and report on technology with feedback from builders and Homeowners.  

Using Homeowner feedback, the bidder will assess consumer interest in products, performance from user perspective, and effectiveness of marketing material.  Builder feedback will be used to assess installation costs, installation issues, performance issues, potential barriers, training program and materials, and effectiveness of protocols and test procedures.  Builder feedback will be used to assess satisfaction with project and additional lessons learned.
Deliverable:  Summary report with recommendations and follow-on
Due Date:  18-24   months from start
11. Customer Description: 

Builders and manufacturers servicing the residential new construction market in SCE’s service territory will be the primary benefactors of this project.  Homeowners will also benefit.

The bidder has been working with builders since 1981 providing a full range of services to improve quality control of energy-related features in new homes. The bidder’s expertise in all phases of residential construction and its ability to bring new building products and concepts to market has helped it gain recognition as the builders’ energy-efficiency expert. 

In 2004 The bidder worked with builders on over 600 communities providing systems analyses, code-compliance, mechanical design, value engineering, building commissioning, home energy ratings, testing and verification of field performance in homes and in some cases, leading builders to integrate renewable technologies. The bidder has very strong working relationships with production builders and has demonstrated its ability to drive them well beyond code as their normal building practice as demonstrated by 12,000 ComfortWise( homes built in 2004. 

The bidder’s work leading the Building Industry Research Alliance (BIRA) for one of the U.S. Department of Energy’s Building America teams has gained respect from and notoriety for participating builders.  The bidder has extensive knowledge of the building and energy codes and its vice president of operations, Eric Borsting, was one of the nine drafting members of the International Residential Code and currently serves on the International Energy Conservation Code Maintenance Committee. Additionally, The bidder staff has served as members of the plumbing, mechanical and energy committees of California State Building Standards Commission. The bidder has trained nearly 1,500 builders, subcontractors and building officials on the new 2005 Building Energy Efficiency Standards in the past year and a half.

12. Customer Interface:

The bidder will generate participation from builders who are willing to research construction techniques to improve energy-efficiency, quality, reduce risks, and potentially simplify field operations.  While the main focus of this work will be evaluation of and potential solutions to market barriers, limited field monitoring will be delivered in partnership with BIRA, the DOE Building America research team administered by the bidder. The bidder’s sample builder clients include:

· Castle & Cook of California

· Centex Homes

· Del Webb

· KB Home

· Lennar Homes/US Home /Greystone

· Pardee Homes

· Pulte Homes

13. Energy Measures and Program Activities: 

13.1. Measures Information: 

Some of the technologies to be evaluated are:

· Demand response thermostats that provide a simple visual indication of current service area load and current home’s energy demand, allowing the consumer to control the usage.
, 

· Improved Forced Air Units that have improved aerodynamic design and improved manufacturing tolerances and that use more efficient motors such as electronically commutated motors (ECM) and brushless permanent magnet motors (BPM).
 

· Computerized evaluation of refrigerant charge and airflow performed by an EPA-certified HVAC installer that will ensure the proper system performance.
, 

· Improved duct work, buried in insulation, using quick mechanical connections and aerosol type sealants to achieve quick installation and very low duct leakage.  This combination of technologies may provide cost savings to the builder and increase the installation of very tight HVAC ducts.  

· High IR-reflectivity roof pigments
 to reduce peak load.

· Advanced framing techniques such as optimum-value engineered (OVE) framing which using less wood and increases wall and ceiling insulation to reduce annual consumption.

13.2. Energy Savings and Demand Reduction Level Data:
	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	Demand Response Thermostats
	0
	0.65

	Brushless Motor; Furnace
	571
	0.68731481

	CheckMe
	394.884
	0.9873225

	Aeroseal
	122.122
	0.3219766

	Cool Roof (Residential)
	399
	0.48027778

	Advanced Framing
	685
	0.82453704

	Combined RCA + Duct Seal (5-ton AC)
	499.104
	1.2228615


13.3. Non-energy Activities (Audits, Trainings, etc.): 
The potential savings of these technologies is huge in the production market, but market barriers exist to their use in a production-home environment.  This project is designed to determine the market barriers and explore the next steps in solving the barriers.

13.4. Subcontractor Activities:

None listed.

13.5. Quality Assurance and Evaluation Activities: 

While the main focus of this work will be evaluation of and potential solutions to market barriers, limited field monitoring will be delivered in partnership with BIRA, the DOE Building America research team administered by the bidder.

The first step in implementing this program will be to secure builder participation.  The bidder will identify candidate builders in SCE service territory who are available to build homes demonstrating new, emerging technologies for evaluation.  The bidder compliance staff will analyze plans for the proposed homes to determine feature sets that would make the homes comply with the 30% above code requirements.  As the homes are built, the bidder will work with the participating builders to address problems, develop information sheets and protocols for the new technologies, and train the subcontractors using protocols for quality construction.  In a small number of the homes, monitoring equipment will be installed to evaluate home performance; this data will be shared with SCE, builders, and homeowners.  The bidder will inspect and test 100% of the demonstration homes at rough and final stages of construction.  As the homes are sold, a homeowner survey will be conducted to capture consumer factors considered in buying these demonstration homes.    
13.6. Marketing Activities: 

The Demand Responsive / Emerging Technologies project does not require a marketing campaign, per se.  Task 3 of the Scope of work describes the limited marketing to enroll the required builders.    
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4. Program Descriptors


Market Sector: Non-Residential





Program Classification:
Local



Program Status:
Components from a prior IDEEA Program



5. Program Statement
80 PLUS is a national upstream buy-down program that enlists utilities and computer manufacturers to integrate more energy-efficient power supplies into desktop computers (PCs) and desktop-derived servers (smaller severs with similar components that are used for managing network traffic, routing e-mail, and centralizing printing and file storage resources). This program offers an immediate opportunity to secure energy and peak savings for about 3 cents per lifetime kWh. The continuation of 80 PLUS is 100% performance based for SCE. All up front initiation fees and costs were paid under the prior IDEEA award, and this future funding is solely to accommodate incentives that are attached to delivery of 80 PLUS product in SCE’s territory.

6. Program Rationale
All PCs and desktop-derived servers contain power supplies that convert high-voltage alternating current (ac) to low-voltage direct current (dc) for use by the microprocessor, hard drive and other electronic components. Typical current PC power supplies waste about 30% to 40% of all the electricity that passes through them. Desktop-derived server efficiency ranges from 60% to 70%. These power supplies are sized to provide up to 200 to 600 watts of dc output, but can require up to 300 to 850 watts of maximum ac input, converting the rest to heat.

This program is a unique, short-term opportunity to capture savings that would otherwise be lost, and it does not duplicate any other program. This program includes both customer education and information and hardware/incentives.

7. Program Outcomes
The following factors illustrate the benefits of implementing the 80 PLUS program:

· Achieving savings from an end use that has not been addressed: The opportunity is within plug loads, whereas energy efficiency programs have traditionally focused on lighting and HVAC

· 80 PLUS makes a stricter ENERGY STAR® specification more achievable in the near term, enabling future product promotion and government/corporate procurement opportunities

· Educating customers about the importance of selecting efficient consumer electronics and office equipment, which will impact the success of future program offerings that could

include a broader commercial plug-load reduction program

· Reduced heat output and improvements in power quality offer substantial benefits to customers who use 80 PLUS certified power supplies. Together, they can improve the overall computer reliability by up to 40%.

· An increase in power supply efficiency to the 80 PLUS specification which will result in a substantial energy savings opportunity.

· The program addresses the primary market barrier – the higher cost of the premium power supply.

8. Program Strategy

The strategy of the 80 PLUS program is to overcome the price barrier of premium power supplies while educating customers about their benefits to create and maintain market demand. The program will offer a $5 manufacturer buy-down for each PC and $10 for each desktop-derived server containing a qualifying power supply that is sold in the SCE territory. Each efficient PC represents 85 kWh savings per year, with a four-year life and a demand reduction of 16 watts per unit. Each efficient desktop-derived server represents 301 kWh savings per year, with a four-year life and a demand reduction of 34 watts per unit.

Most computer manufacturers are continually seeking ways to reduce component costs by pennies or even fractions of pennies. For them, the $5 or $10 incremental cost of a better power supply is substantial and potentially untenable barrier, because most competition occurs over purchase price and performance, rather than total cost of ownership. Computer and server manufacturers will be tentative about incorporating more efficient power supplies until such designs offer them a compelling market advantage or the price premium can be overcome through economies of scale. The 80 PLUS program overcomes this barrier by taking away the financial risk and creating a “winwin” situation: PC/server manufacturers

9. Program Objectives

Typical PC power supplies today waste about 30% to 40% of all the electricity that passes through them, consuming about 125 to 150 kWh/year by themselves. In office buildings, much of this usage occurs on or near the commercial peak, increasing demand charges and the need for additional generating capacity. Desktop-derived servers generally run 24 hours a day, seven days a week, with no sleep modes or power management, so energy savings per unit can be significantly higher than in desktop PCs. These power supplies can consume about 450 to 720 kWh/year, so each one represents a savings opportunity of about 300 kWh/year (based on current efficiencies of 60% to 70%). The goal of this program in is to save 4,874,056 kWh in energy and produce a demand reduction of 853 kW in SCE’s service territory.

10. Program Implementation
Task 1 - Re-assess Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

	Deliverable
	Schedule

	Hold kick-off meeting with SCE Program Manager
	Late January 2006; specific date TBD

	Submit revised implementation timeline, marketing plan 
	Within two weeks after kick-off meeting  


Task 2 - Assemble and Submit SCE Approved Purchase Order Kit

Ecos will modify the Purchase Order Kit as required.

	Deliverable
	Schedule

	Submit Draft Purchase Order Kit
	Kick-off meeting

	Submit Final Purchase Order Kit
	Within two weeks after kick-off meeting  


Task 3 - Build Tracking System

Ecos has developed a universally applicable system to serve their sponsor program participants. This system is based on tracking by ZIP code (or ZIP+4 if available) which allocates incentives on pre-defined coverage from utilities and facilitates utility incentive tracking/payment/kWh and reporting. Access to the Program Tracking System (PTS) is available via Ecos’ custom-designed Web-based dashboard. 

The PTS is the primary data-tracking tool for the 80 PLUS program, and all reporting will be accessed through this system. Utility program staff will be able to quickly access “live” incentive and energy efficiency metrics via a standard Web browser. Monthly and biweekly reports will be generated from the PTS in both HTML and Excel file formats, and Ecos will provide a de-normalized “flat file” download facility in the dashboard interface to export relevant data fields.

	Deliverable
	Schedule

	Review of existing tracking system*
	Late January 2006; specific date TBD


*Tracking system development is well underway and close to launch now that units are beginning to move in the market and as more product becomes available; a review of the system will be done at the kick-off meeting to ensure SCE’s needs are met. 

Task 4 - Develop Marketing Materials and Obtain Approval from SCE

The Marketing Tool Kit will include:

· General Marketing Brochure

· Fact Sheets that explain in greater detail the key 80 PLUS benefits, increased reliability benefits and power quality benefits

· Digital Materials that can be downloaded from the Web site or provided on CD:

· Advertisement template

· Bill insert template

· Boilerplate language (for use on SCE’s Web site and other collateral, such as newsletters)

· Newsletter article

· PowerPoint for account representatives

· Style guide and logos

· Digital versions of the brochure and fact sheets

	Deliverable
	Schedule

	Review existing marketing elements and determine any modifications
	Kick-off meeting: ~January 20, 2006

	Submit final marketing plan
	Within two weeks after kick-off meeting

	Identify cooperative marketing opportunities specific to SCE territory
	Within one-month of the kick-off meeting; re-evaluate on quarterly basis


Task 5 - Implement Marketing Campaign

While the 80 PLUS Program is open to all SCE customers, the target markets is large commercial and institutional customers who purchase substantial volumes of computers and servers. The marketing efforts for this program includes the following:

Marketing Through SIs and OEMs

There are two distinct market channels:

· Large OEMs (Original Equipment Manufacturers)

· System Integrator (SI) – SIs acquire product and sell to organizations, usually near their own physical location. SIs are companies that combine computer components to build complete systems and they frequently work for institutions, governments and corporations. 

When Ecos originally began this program, they envisioned it mainly running through large OEMs; however, it was SIs who readily saw the benefits of the program and engaged to participate. SIs compete with the large OEMs (e.g., Dell, HP) for market share. The 80 PLUS program helps SIs differentiate themselves in the marketplace by offering the option to purchase a premium-quality product. Ecos expects that SIs will remain a central market actor, but they are still continuing efforts to engage the larger OEMs.

Marketing Through Utilities and Other Funding Organizations

The program’s principal marketing and sales focus will be directed primarily to the large corporate and institutional customer category, given the size and computer purchasing power of this target market. The utilities’ commercial account executives will work with the program to promote qualifying products to the decision-makers responsible for the volume purchases of desktop computers.

Marketing/Branding

The marketing requirements for SCE include:

· Promotion Support: Ecos will provide the “Run Cool, Run Reliably” Marketing Tool Kit. 

· SCE Account Executive Sales Training: Ecos will work with SCE’s Account Executives to identify opportunities to reach their larger commercial and institutional customers. They will provide an 80 PLUS PowerPoint presentation to assist Account Reps in discussing 80 PLUS with commercial, institutional and government customers. 

· Manufacturer Support: Ecos will provide content for manufacturers’ communications channels, such as news releases, Web site content and others. 

Public Relations

Efforts to publicize the 80 PLUS Program will help customers understand the benefits of energy efficient power supplies and will provide recognition for participating utilities, manufacturers and computer sellers. Ecos will promote the program through:

· Technology publications and Web sites used by IT managers

· Prominent national and regional newspapers

· Business and other popular periodicals

· Industry newsletters

Deliverables: A final marketing plan will be delivered within two weeks after the kick-off meeting.

Task 6 - Enroll Customers

Customers will not be required to enroll in the program – they only need to specify 80 PLUS in their purchase of desktop computers and desktop-derived servers to reap the benefits of the 80 PLUS power supplies. Ecos will work with SCE customer Account Executives to market the program to the IT managers at the large corporate and institutional accounts. Customer requests will encourage manufacturers to incorporate the technology into a broader range of products. Participation in the program will be tied to ZIP codes of the product shipped by OEMs and SIs or by power supply manufacturers into the territory.

Task 7 - Perform Program Services

Recruitment Phase

Goal/Objective: Continue to create momentum for the national program, which will help drive the market to the 80 PLUS standard.

Sales and Outreach Efforts (to attract and involve more utilities, power supply manufacturers, SIs and OEMs, e.g., Dell, HP): Ecos will continue to recruit regional-based SIs to participate in the program. Discussions with OEMs have been ongoing since program inception, and we will continue to target this market segment as well. 

Qualification Phase

Goal/Objective: Ensure that only 80 PLUS qualified products are promoted in this program.

Test Products for Qualification: Ecos will conduct testing to confirm that products meet the 80 PLUS standard and can be promoted under this program. Ecos maintains the services of a nationally recognized testing organization, EPRI Solutions, to deliver independent, qualified product testing and results.

Implementation Phase

Goal/Objective: Implement a successful program to meet the unit targets established by SCE within the specified budget.

· Manage Manufacturer Relationships: Ecos will maintain relations with participating PC and desktop-derived server manufacturers/SIs, including providing regular reimbursement of $5/unit incentives for PCs and $10/unit incentives for desktop-derived servers, and assisting with marketing efforts wherever appropriate.

· Conduct 80 PLUS Sales Training with SCE Commercial Account Executives: Ecos will work with SCE to establish training sessions with Commercial Account Executives to support 80 PLUS sales efforts.

· Conduct Outreach to SCE Commercial Customers: Ecos will engage collaboratively with SCE Account Executives and participating SIs/OEMs to market the program to commercial/ institutional customers. Ecos will also implement other marketing components.

· Incentive Fulfillment: Ecos will generate a monthly report for each participating utility detailing – by manufacturer, computer model, and end-use or retailer ZIP code – the number of qualifying computers delivered and the resulting incentive payments due to manufacturers. In order to maintain a reasonable turnaround time for manufacturers, Ecos has established a 30-day period for payment by utilities following receipt of an acceptable invoice from Ecos. Ecos will provide SCE a monthly compilation of incentive-payment invoices on behalf of manufacturers. Ecos will pay manufacturers within 14 days of receipt of payment from SCE.

· Support of Evaluation Efforts: Through complete and accurate recordkeeping, analysis of data and summations of monthly reports, Ecos will support a single overall program evaluation jointly sponsored by all utilities, or individual evaluations by each participating utility/market transformation organization.

	Deliverable
	Schedule

	Sales and Outreach Efforts to Industry
	Ongoing – will decline significantly at the end of 2006 (unless need for continued program is identified)

	Test Products for Qualification
	Ongoing through to completion of program

	Manage Manufacturer Relationships
	Ongoing through to completion of program

	Conduct 80 PLUS Sales Training with SCE Commercial Account Executives
	First training conducted under current contract in September 2005; schedule TBD with SCE Program Manager, but hope to schedule bi-monthly or quarterly through 2006

	Conduct Outreach to SCE Commercial Customers
	Starting now under current contract, but will have full launch in early 2006

	Incentive Fulfillment
	Monthly

	Support of Evaluation Efforts
	As needed


Task 8 - Inspect Installed Jobs

For Quality Assurance purposes, Ecos’ subcontractor, EPRI Solutions, will verify units shipped during the program that meet 80 PLUS specifications. EPRI Solutions will test a small percentage of power supplies, desktop computers and desktop-derived servers on a random and regular basis to verify compliance by manufacturers. (These will be pulled off the manufacturer line; additionally, we will spot check shipped units to customers.) The efficiency tests will be reviewed on a regular basis and reported to participating sponsors and manufacturers. This audit will be facilitated by the Evaluation Measurement & Verification (EM&V) contractor and may become part of the program sponsor reports.

	Deliverable
	Schedule

	Quality Assurance and Verification
	Quarterly starting March 2006 through program’s end


Task 9 - Remedy Installation Issues

Customer Complaint Resolution Procedures

	Complaint
	Proper Procedure
	80 PLUS Team Support

	Product failure
	Consumer follows complaint/warranty process with OEM or SI
	SIs and OEMs will be instructed to report product failures; Ecos will facilitate discussions with manufacturer if necessary, and remove qualification if product has continued, excessive failure rates.

	Delay in rebate processing
	Complaint is filed with the Program Manager
	Ecos investigates cause of delay (e.g., insufficient information from OEM/SI on invoice), and then identifies next steps to provide timely payment (e.g., paperwork or verification data needed).


	Deliverable
	Due date

	All complaints will be documented and reported to SCE in monthly reports
	Complaints will be addressed immediately as they come in.


Task 10 - Perform Customer Satisfaction Surveys

Ecos is prepared to work with SCE to develop and implement a survey component to the program. 

Deliverable: To be determined

Schedule: To be determined

Task 11 - Address Customer Satisfaction Issues

If a survey is conducted, and should there be any customer satisfaction issues, Ecos will first discuss them with the SCE Program Manager and provide recommendations to reconcile them. 

	Deliverable
	Due date

	All complaints will be documented and reported to SCE in monthly reports.
	As complaints occur


Task 12 - Invoice SCE for Completed Jobs

	Deliverable
	Due date

	Invoice for work completed
	Tenth day of month following the period covered, for duration of contract (January 2006 – June 2007) 


Task 13 - Perform Program Reporting

Ecos will provide Monthly Workbook Reports and ad-hoc reports as needed. In addition, their tracking system will be made available to SCE, with program activity viewable or downloadable on demand in the form of a de-normalized “flat file.” 

	  Deliverable
	Schedule

	Monthly Workbook Reports
	Due the tenth day of the month following the period covered, for the duration of the contract

	Ad-hoc Reports
	As requested 


Task 14 - Program Ramp Down

All services of the 80 PLUS program, which does not itself include any hardware installation, will likely be performed long before the Dec. 31, 2007, deadline. 

Schedule: Based on the current timeline of the ENERGY STAR® specification, Ecos expect s the program to begin ramping down early-mid Q1 2007 (unless incentives are depleted before then). Details will be provided in monthly reports.

Task 15 - Shut Down the Program

The 80 PLUS program includes a process to successfully conclude the program. This begins with the final step of the ramp down: immediate release of a letter upon receipt of final commitments and orders that clearly explains that incentives are no longer available. Follow-up phone calls to participants will immediately follow.

	  Deliverable
	Schedule

	Letter to program participants advising of program’s end
	TBD, but estimated to occur in March 2007

	EM&V support
	As requested 


Task 16 - Respond to Miscellaneous Utility/CPUC Data Requests

As with ad hoc reporting, Ecos agrees to respond to miscellaneous utility and CPUC data requests.

	  Deliverable
	Schedule

	Provide data requests
	As needed within one week of request


Task 17 - Follow Up with Remaining and New Customer Issues

The program completion process outlined in Task 15 includes follow-up with 80 PLUS customers (i.e., SIs, OEMs, SCE Commercial Account Executives, SCE commercial/ Institutional Customers) to ensure any remaining or new issues are resolved.

	  Deliverable
	Schedule

	Documentation of client issues with line item of how the issue was resolved
	Included in monthly reports


Task 18 - Submit Final Program Report

Ecos has broad experience producing final reports for its various programs. As required by SCE, the 80 PLUS Final Program report will include:

· Program Achievements
· Program Challenges

· Goal Attainment

· Lessons Learned

· Program Improvement Recommendations

	  Deliverable
	Schedule

	Draft final report to SCE Program Manager
	Within one month of program completion

	Final report
	Within two weeks of receiving edits from SCE Program Manager


11. Customer Description
80 PLUS is available to all SCE customers, both residential and nonresidential, across the territory. However, the program’s principal marketing and sales focus will be directed primarily to the large corporate and institutional customer category, given its size and computer/low-end server purchasing power. The program will work with the utilities’ commercial account representatives to promote qualifying products to the decision-makers responsible for volume purchases of desktop computers.

12. Customer Interface: Please see Task 6 (Above)

13. Energy Measures and Program Activities

13.1. Measures Information: Please see Table 1

13.2. Energy Savings and Demand Reduction Level Data: Please see Table 1

Table 1: Net Impacts by Measure
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13.3. Non-energy Activities (Audits, Trainings, etc.): Please see Task 4 and 5 (Above)
13.4. Subcontractor Activities & Quality Assurance and Evaluation Activities: Please see Task 8 and 9 (Above)

13.5. Marketing Activities: See Task 5 (Above)
EE/DR Flex Program
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4. Program Descriptors


Market Sector: Non-Residential, Commercial/Light Industrial





Program Classification: Local with Statewide Potential


Program Status: New Program (Contractor currently implementing a 2004-2005 IDEEA program (Cold Cathode Lighting))
5. Program Statement
This program is designed to showcase an emerging demand response (DR) dimming technology for lighting systems which reduces the overall costs for implementation. It accomplishes the objective of targeting the small to medium size marketplace where alternative technologies would not otherwise prove to be cost-effective. The system integrates a paging network and leverages high efficiency dimming electronic ballasts coupled with power line control (PLC) from the electrical panels to the fixtures.

This will allow authorized SCE personnel to execute demand response calls to the installed lighting network. A circuit control module, mounted at the head of each lighting circuit, uses the existing branch circuit power conductors to deliver control signals to downstream dimming ballasts; power reductions of up to 50% of full load can be implemented.

6. Program Rationale
EE/DR-Flex program is designed to optimize the delivery of combined lighting energy efficiency and demand response technologies to SCE’s customers. A primary feature of this technology is the significant “first cost” savings due to the avoided expense of additional wiring and/or the added components for addressability. Another primary feature is transparency in delivering demand savings that are for the most part uncompromising in comparing other DR technologies. Each site is commissionable to desired lighting levels for maximum quality and efficiency, and may be dimmed via DR Pager calls to the circuit controllers. 

7. Program Outcomes
The desired outcomes of the program are to conduct an innovative program which combines

lighting efficiency with demand response in a cost effective manner and captures lost demand response opportunities at the time of lighting upgrade.

The EE/DR Flex Program objective is to complete the direct installations of DR dimming lighting retrofits for approximately 142 businesses. The EE/DR Flex Program will target design strategies to convert historically non-cost effective ECMs to cost-effectiveness by coupling DR to them.
Customers participating in the EEDR-Flex program will be engaged by:

· Receiving an energy efficiency lighting upgrade that is demand responsive,

· Executing a Demand Response control contract offering peak savings during critical periods,

· Receiving an optional ACRx HVAC tuneup

· Learning about additional resources and programs available to help reduce energy and usage and other demand response technologies.

8. Program Strategy
This new technology leverages existing business processes within SCE and synergizes existing aspects of energy efficiency (direct install of lighting upgrades) with added benefits of demand response (load shed capability through dimming control). This EE/DR Flex Program objective is to complete the direct installations of DR dimming lighting retrofits for approximately 142 businesses. In the course of EE/DR Flex Program, economic perspectives will be determined to further define targeted market potential and engineering perspectives will assess DR dimming strategies that may potentially serve rate assessment (cases) for EE/DR potential. The EE/DR Flex Program will target design strategies to convert historically non-cost effective ECMs to cost-effectiveness by coupling DR to them.

9. Program Objectives

ECC plans to deliver this program to customers in climate regions which benefit most from EE and DR synergies, namely the inland valley and desert regions (Climate Regions 9, 10, 13, 14, and 15).  At the proposed budget of $1,000,000, ECC will provide 985 kW in demand reduction and 2,401,919 kWh in energy savings.

10. Program Implementation
Task 1 – Re-asses Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

The proposed timeline allows for the first quarter of 2006 to be dedicated to developing outreach and marketing materials, targets and strategies. ECC will roll out actual installations for customers to be recruited during the latter part of Q1 2006. 

Deliverables: Revised E3 Calculator, Marketing Materials, Revised Staffing Budget

Due Date: 10 Working Days from Contractor Selection/Negotiations Finalized

Task 2 – Assemble and Submit SCE Approved Purchase Order Kit

ECC will begin the collaborative targeting procedure upon receipt of the Purchase Order. Any program flow revisions that SCE requires shall be implemented in an expeditious manner within 10 days of Purchase Order Award.

Deliverables: Final Purchase Order Kit Submittal

Due Date: 10 Working Days from Contract Award/Negotiations Finalized

Task 3 – Build Tracking System

ECC has a special license to utilize EnerPath’s program tracking website for the delivery of utility programs. A Summary Report will highlight information on installed projects and committed projects. A flat file (ASCII CSV) that supports the reporting shows all data elements in a customer record will be used to record customer contacts and any customer activities including installations, and rebating. The flat file records, for a given project, will be updated on a regular basis so that the progression from a sales contact to an installation to an inspect project are fully documented.

Deliverables: Detailed Tracking System Overview with Program Manager, Flat File, other

reporting documents.

Due Date: 25 Days from Purchase Order Execution

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

ECC will submit marketing materials for SCE review within 2 weeks of Purchase Order Receipt. The pieces will include information on the program which details incentives and approved hardware for the program. At minimum the brochures will contain marketing information on demand responsive dimmable lighting and the energy efficiency tune-up measures included in the base program. 

Deliverables: Program Description, Program Signup Form, DR Commitment Form

Due Date: 20 Days from Purchase Order Execution

Task 5 – Implement Marketing Campaign 

A direct email will be sent to the potential program participants after targeting has taken place for those customers with an email account of record within SCE customer information. The primary roll of marketing for the program will be a direct sales force equipped with PDAs and wireless printing devices enabled to produce all the reports for enrolling customers with work authorizations etc. right in the field

Deliverables: Program Introduction Email Form, Program Direct Sales Powerpoint

Due Date: 20 Days from Purchase Order Execution

Task 6 – Enroll Customers 

ECC Energy Service Representatives (ESRs) will direct market and sign-up prospects by directly visiting their facilities. If the customer has any additional program questions, technical support staff will be available during business hours via a telephone support call. For larger clients necessitating a multi-step sales support effort, our ESRs will have the depth of ECC’s professional lighting and demand management staff upon which to draw to support these efforts. It is estimated that approximately 6 to 7 customers per month will be enrolled in the program. A list of other programs which may be suitable for the customer will be part of the program reports delivered to the customer for ECMs not covered by this program’s scope. In addition, a special cross-marketing effort to garner customer interest in other Demand Response programs will be made. ECC intends to track percentage uptake rates to other DR programs as a result of our direct sales and marketing efforts.

Deliverables: Other Available Programs List 

Due Date: 20 Days from Purchase Order Receipt

Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

ECC intends to create a hybrid Direct Install program with a hurdle above which the customer is asked to participate financially. The hurdle will be a co-pay amount which is only assessed if both the cumulative Demand Response Incentive and the Energy Efficiency Direct Install funds are not sufficient to cover the costs of the entire system upgrade. It is ECC’s goal to jump start the program with 100% funding for early adopters in the first year, ratcheting back to a blended average of $0.24/kWh saved and $250/kW/yr demand controlled per aggregate program period (cumulative for term of signup offsets material costs). 

Deliverables: Revised Program Workflow Diagrams and Text

Due Date: 10 Days from Contractor Selection/Negotiations Finalized

Task 8 – Inspect Installed Jobs

ECC will have trained field verification agents inspect 100% of the projects’ lighting upgrade measures. 

Deliverables: Verification of Installation Report, ESR questions, 10% Extra Flex Incentive

Due Date: 20 Days from Purchase Order Execution

Task 9 – Remedy Installation Issues 

The verification/inspection agent will be capable of directing and affecting any remedies with respect to installation issues. Each trade will be responsible for obtaining final completion sign-off from the customer, however, the VIA will be enabled to direct any final adjustments necessary for total customer satisfaction. 

Deliverables

• Verification of Installation Report Form – 5 Days after Contract Signature

• Punch-list Items / Issue Notification Report – 5 Days after Contract Signature

Due Date: Within 72 hours of Issue Notification Report

Task 10 – Perform Customer Satisfaction Surveys

ECC uses EnerPath’s customer satisfaction tools to insure customer satisfaction surveys are

completed and recorded electronically. These surveys will not only gauge satisfaction but

also interest and awareness of the idea of Flexing your Power through the use of Demand

Responsive technologies that are integrated in at the time of retrofit / tune up. 

Deliverables: Online Customer Satisfaction Template

Due Date: 25 Days from Purchase Order Execution

Task 11 – Address Customer Satisfaction Issues

Any installation or other problems discovered during the verification process will be entered into the web-based project log and dealt with, if possible by the Site Verification Agent. Subcontractors will be brought back to fix any problems found. Larger problems will be brought to the attention of the ECC Program Manager. Problems ultimately rectified and verified will be log. The SCE program manager will regularly be advised of additional entries into the project log.

The Customer Satisfaction Interview

Using the tools (questionnaire) provided by SCE, the customer satisfaction interviews will be

registered on the web and viewable by SCE. The Verification Agent will perform the interview on site during inspection at the customer’s place of business. In the event that a business owner or manager is not present, attempts will be made to conduct the interview by phone.

Deliverables: Online QV Issue Log Review

Due Date: Any revisions to that which is available now, due 25 days from Purchase Order

Execution

Task 12 – Invoice SCE for Completed Jobs 

Deliverables: Walkthrough of Invoice and Installation Activity Portal with SCE PM

Due Date: Any revisions to that which is available now due 25 days from Purchase Order

Execution

Task 13 – Perform Program Reporting 

ECC plans to utilize EnerPath tools and website to produce downloadable reports available on a daily basis. Invoices shall include the workbook, budget expenditures and requisite flat files from the EnerPath system. Ad hoc reporting via various reports and data viewports will be made available to program administrative staff via the web so that management may have immediate access to information. 

Deliverables: a) Final Program Workbook b) Sample Program Narrative c) Sample Flat File d) Develop Ad Hoc Reporting format, Walkthrough of Program Tracking, Invoice and Installation Activity, and Program Reporting Portal with SCE PM

Due Date: Any revisions to that which is available now due 25 days from Purchase Order Execution.

Task 14 – Program Ramp Down 

ECC plans to ramp the program down over the 4th quarter of 2007 so that all clients may be served and satisfied before the program ends. ECC proposes to send a notification of program ramp down and close out to all prospective customers who have not subscribed to the program as a method of building awareness of project termination horizon, and build a final pulse of project interest. Ramp-down activities are scheduled from Mid November to Mid December 2007 so that all program reporting and documentation may be delivered in advance of the holidays.

Deliverables: Online Performance Tracking in Real Time

Due Date: Available now via EnerPath Tools

Task 15 – Shut Down the Program

Each project’s final completion sign-off will serve as the trigger for warrantee period tracking and each client will have a warrantee horizon date assigned as the project completion documentation is cataloged. In the final weeks of the program there will be no additional sales efforts and the focus will turn to finalizing the program reporting and installations. The program will terminate, but all clients serviced in the past year will remain under warrantee until their term, started when Construction Completion Sign-off is signed by the customer, ends. 

Deliverables: Program Wrap Up Notification

Due Date: July 2007

Task 16 – Respond to Miscellaneous

It is ECC’s intent to work closely with SCE administration staff to insure that any program reporting requirements are met. 

Deliverables: Online Reporting of Program Success

Due Date: Available throughout the term of the purchase order performance period.

Task 17 – Follow Up with Remaining and New Customer Issues

A project closeout workbook will be developed with cut-sheets (specifications) and warrantees for new equipment installed during the course of the program. ECC will maintain a copy for its warrantee period and will inform clients of manufacturer material warrantees as a function of the customer closeout package. Additional hardware warrantees will be determined and posted in the project material specifications workbook submitted to SCE at project closeout. Every customer will receive a completion package upon signed certificate of completion containing ECC and manufacturer contact information along with warrantees.

Deliverable: Customer Warrantees

Due Date: 20 Days from Purchase Order Receipt

Task 18 – Submit Final Program Report 

The final document that will submitted at the conclusion of the program shall be the final program report. 

Deliverables: Program Success Matrix, Program Experience Discussions, Program/Product, Vision Report

Due Date: December 2007

11. Customer Description

The program will target small to medium commercial, retail and light industrial accounts with an emphasis upon 277 Volt lighting systems as they are generally more cost effective to control with this technology. 

12. Customer Interface: Please see Task 6 (Above)

13. Energy Measures and Program Activities: 

13.1. Measures Information: Please see 13.2 (Below)
13.2. Energy Savings and Demand Reduction Level Data: 

	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	4ft 2L T12 to F32T8 with DR Elect Ballast
	84.105
	0.02592

	Pager Responder & DR Circuit Controllers
	45.9
	0.918

	8ft 2L T12 to 2L F32T8 with HBF DR Dimming Elec Ballast
	180
	0.054

	4ft 3L T12 to 4ft 2L F32T8 with DR Dimming Ballast WPC Refl
	223.2
	0.062

	4ft 4L T12 to 4ft 2L F32T8 with DR Dimming Ballast WPC Refl
	302.4
	0.084

	(2) 4ft 2L T12 to (2) 2L F32T8 with DR Elect Ballast per fixture (Double DEER est)
	168.21
	0.05184

	251-400WHID to HBF DR T8 Fluorescent Hibay
	709
	0.197

	ACRx HVAC Tuneup
	966.3
	0.71932

	Commission 10% dimming for customer for $100
	1652.4
	0.459

	Screw-in Compact Fluorescent Lamp, 5-13 Watts
	102.68
	0.026012

	Screw-in Compact Fluorescent Lamp, 14-26 Watts
	209.162
	0.052988

	Screw-in Compact Fluorescent Lamp, >27 Watts
	273.812
	0.069367

	LED Exit Sign
	351.31104
	0.04248

	8ft 1L HOES T12 to 2L F32T8 with HBF DR Dimming Elec Ballast
	144
	0.04


13.3. Non-energy Activities (Audits, Trainings, etc.): Please see Task 4 and 5 (Above)
13.4. Subcontractor Activities

Subcontractor activities for the program are listed below for all survey components:

Lighting:

ECC will leverage its network of prequalified lighting and electrical labor contractors to insure the upgrades are completed in a manner which insures high quality. ECC will integrate the commissioning process with the final inspection to insure customers are satisfied with the program delivery.

HVAC ACRx:

ECC will utlize its HVAC contractors who are trained in the use of the ACRx tool to complete the HVAC tune-ups.

All Subcontractors will have direct report to Energy Controls and Concepts who will handle all aspects of program management, subcontractors role in this program will be to provide high quality, timely and cost effective installation and maintenance services.
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13.5. Quality Assurance and Evaluation Activities: Please see Task 8 & 9 (Above)
13.6. Marketing Activities: Please see Task 4 & 5 (Above)
MAP Energy Efficiency Program
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4.
Program Descriptors


Market Sector:


non-residential





Program Classification:

SW



Program Status:


IDEEA

5.
Program Statement



Lack of strong access to decision makers and split incentives continues to be among the most significant barriers to energy efficiency in the commercial office building and retail market segments.  This Program provides an opportunity to address these barriers by gaining the involvement and partnering with the decision-making level of property management companies to secure preferred access to the decision makers of the management company clients and for the property managers to be given a directive by their management to work with the Program to identify and implement energy efficiency opportunities.

6. Program Rationale



The key differentiating factor of MAP is its high policy-making level partnership with property management companies, whose senior management will establish the interest in the Program opportunities with the decision makers of their client companies and will direct the activities of the property managers at their client sites to engage in the process to identify energy efficiency opportunities.  The focus on emerging technologies provides the Program with a fresh approach and greatly broadens the potential applications for energy efficiency, especially for companies that have already completed most conventional type energy projects.

7.
Program Outcomes
 


Education and training are main components.  Under this Program, with its attractive incentives and focus on emerging technologies, the management companies see a valuable opportunity for them to serve their clients.  As a result, management companies are making their resources available for training and education of their property manager, staffs, and client base to fully recognize the breadth of energy efficiency opportunities and its impact on net operating income, property value, employee productivity, improved aesthetics, improved environment, and the contribution toward more efficient use of energy in America
8.
Program Strategy


MAP will gain preferred access to decision-makers and will be positioned by the management company as a program that can have a major impact on the operating costs and value of the properties, provides a very attractive incentive, and which can provide creative financial structuring to enable owners to complete comprehensive projects to significantly benefit their buildings without any capital outlay.  This access will enable MAP to engage in a comprehensive needs analysis that includes everything – retrofits (lighting, HVAC, emerging technologies), demand response, self generation, photovoltaic, etc.  

1. The primary focus will be to expand the use of emerging technologies with proven performance or enhancements of existing technologies, but which are not yet in general use in the market.  The initial technologies proposed for MAP are: 

· Lighting Power Regulator for indoor and outdoor lighting

· HVAC Cycle Manager for packaged HVACR

· CO Sensing System for garage exhaust fans

· CO2 sensing system for Demand Control Ventilation

· Turbocor Oil-Free Compressor

2. The MAP program will not provide rebates to companies for conventional energy projects, such as a lighting retrofit, HVAC upgrade, or high efficiency motors.  

9. Program Objectives



To leverage MAPS relationships to install Lighting Power Regulators, HVAC cycle Managers, CO Sensing Systems, CO2 sensing systems, and Turbocor Oil-Free Compressors in Commercial Buildings with the goal of achieving a cumulative of 7,132,212 kWh annual savings.

10.
Program Implementation


Task 1 – Re-assess Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

Task 2 – Assemble and Submit SCE Approved Purchase Order Kit

Task 3 – Build Tracking System

The MAP team will develop a  database to track the data element requirements for each business in the program. These include:

· The date of the field audit 

· Measures recommended to the customer based on the audit

· Date of contract signing by the customer and the measures agreed to

· Date of completion of installation of the measures

· Measures installed at the business

· Estimated and achieved kWh and kW savings saved 

· Rebate provided to customer for corresponding kWh and kW savings

· Verification/approval of installation by SCE

· Date of verification

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

We will develop marketing materials for participating property management companies to use, to include:

· Direct mail to approximately up to 400 management company clients

· Email alerts to property managers of all buildings managed by management company

· Technology Opportunity Identifier form for each property manager for use in obtaining basic key customer information used in the qualification process (ex. size and age of facility, hours of operation, previous installation of energy efficiency measures, type HVAC system, lighting, garage exhaust fans, etc.)

· Web pages of management company describing the program and the process for clients to participate

· Inserts for management company to provide in new client information packages

· Program information to be included in newsletters with distribution probably of approximately 1,500.

· 1,000 Program flyers to be provided to clients and property managers.

· Technology descriptions of all technologies approved for program to be provided to management companies for their knowledge and also to clients.

· Training materials for management company staff to enable them to discuss the program with their clients.

All materials will be approved by SCE and include the SCE logo.

Task 5 – Implement Marketing Campaign
EIG will elaborate on the task of initiating the marketing campaign and will show a direct correlation of what marketing efforts or materials are implemented or distributed to obtain specific desired program results.

Task 6 – Enroll Customers

After EIG has received information from property managers about their buildings’ operations, has identified energy efficiency opportunities, and has secured interest from owners, a detailed facility assessment will be completed.  The emerging technologies, which are the focus of this Program are a key basis of development interest, but the assessment will encompass all opportunities, including the services and opportunities of SCE, other third party programs, and demand response programs.  Once a facility assessment has been performed, all facility and equipment data will be uploaded into the Program database.  Measures applicable to the customer will be selected and an energy analysis will be performed.  Customized incentives will then be calculated.  The incentive of $0.16 per kWh is targeted to bring the customer cost of the measures below a one year simple payback; however, this payback cannot be guaranteed in all cases.

Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

EIG has a network of Program contractors that have performed services for EIG’s management for up to 10 years, including EIG managed rebate programs with the CEC and the CPUC.  EIG’s management has performed these services for 29 years.  Once a customer has approved a proposal, the appropriate supplier(s) will enter into a contract with the customer.   Once the contract is signed, the contractor will request a pre-installation inspection and provide a copy of the proposed scope of work and contract to EIG.  Once the ATP is signed by the customer, a work order is generated by EIG authorizing the appropriate subcontractors to perform the installation.

Task 8 – Inspect Installed Jobs

EIG will present a quality control plan that involves inspection of the job site for hardware installation.  This task shall also include a plan to address customer complaints.

Task 9 – Remedy Installation Issues

EIG will provide procedures in addressing customer issues (customer complaint resolution), including plans to correct any deviation from specification or workmanship issues.  EIG operated a rebate for the California Energy Commission resulting in almost 400 participating companies without a single complaint.

To correct any complaints or questions, should they arise, the situation is forwarded to the project manager, Ed Berlen, at 310-313-1917.  The project manager will speak with both the customer and subcontractor, if necessary, to allow them to properly remedy the dispute.  The subcontractor shall reasonably attempt to resolve the dispute within 3 business days of notice.  If the subcontractor has not reasonably resolved the dispute within the 3-day period, EIG will work with both the customer and the subcontractor to arrive at a mutually beneficial solution within 30 business days of the original dispute date.

Task 10 – Perform Customer Satisfaction Surveys

During the course of, and upon completion of all installations, Program staff will contact every customer to complete a Program report of customer satisfaction both during the process of the installation and upon completion.

Task 11 – Address Customer Satisfaction Issues

As part of the Program’s process to complete a post inspection and to complete a customer satisfaction interview, EIG will identify any customer satisfaction issues.  EIG will work closely with contractors and customers to assure that any issues are appropriately resolved.  

Task 12 – Invoice SCE for Completed Jobs

Every invoice will contain the direct tie-in to energy savings, based on the completed spreadsheets and energy savings calculations for every project.

Task 13 – Perform Program Reporting

· Program Workbook

· Program Narrative, in the required format

· CSV flat files, including all data elements specified

Task 14 – Program Ramp Down

The Program will be structured to have all projects completed by June 30, 2007 with a cut off of April 30, 2007 for any pre-installation inspection requests.  It is expected that all Program invoicing, processing, and reporting requirements will be completed by August 31, 2007.

Task 15 – Shut Down the Program

Task 16 – Respond to Miscellaneous Utility / CPUC Data Requests

Task 17 – Follow Up with Remaining and New Customer Issues

EIG will remain available to customers throughout and after the warranty period.  As part of the communication with customers, property managers and the management companies, EIG will provide a Certificate of Service that guides all parties of the contact information for any information or assistance at any time, during and subsequent to the completion of the Program.

Task 18 – Submit Final Program Report

1) Program Achievements will be presented in terms of:

a. Number of building owners or managers that were introduced to us by management companies.

b. Number of buildings for which we received completed data information.

c. Number of buildings for which an opportunity assessment/audit was performed.

d. Number of Opportunity Reports/proposals that were issued.

e. Number of projects that were completed.

f. Number of projects that included more than a single measure

g. Number of projects created for SPC and Express Efficiency and the kW and kWh savings achieved through those projects.

h. Number of projects created for other third party programs and the kW and kWh savings achieved through those projects.

i. Customer satisfaction reports of 100%

j. Absence of customer complaints that required intervention by EIG or involvement of SCE

2) Program Challenges, if any, would be report ed with respect to:

3) Goal Attainment will be addressed as Total kW and kWh to be equal or greater than Program targets

4) Lessons Learned will encompass any Program design, preparation, strategy, and implementation experience that caused the Program to not achieve its maximum objectives

11.
Customer Description



Commercial Buildings

12. Customer Interface



Management Affiliates Partnership

13.
Energy Measures and Program Activities 

13.1. Measures Information


Lighting Power Regulator for indoor and outdoor lighting

· HVAC Cycle Manager for packaged HVACR

· CO Sensing System for garage exhaust fans

· CO2 sensing system for Demand Control Ventilation

· Turbocor Oil-Free Compressor

13.2. Energy Savings and Demand Reduction Level Data


See E3 calculator


13.3.
Non-energy Activities (Audits, Trainings, etc.)

Not Applicable

13.4.
Subcontractor Activities


Installation of hardware
13.5.
Quality Assurance and Evaluation Activities




Inspection protocol



Quality control plan



Plan to address customer complaints

13.6. Marketing Activities
  


See #10 Program Implementation for marketing.

Lighting Energy Efficiency with Demand Response Program (LEEDR)
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4.
Program Descriptors


Market Sector:


Non-Residential



Program Classification:

Statewide



Program Status:


Revised Existing

5.
Program Statement
The LEEDR program plans to implement new and emerging lighting technologies in the small commercial market and into the governmental, educational, and commercial office sectors.  The program will also be testing General Electric’s Wireless Lighting Management system to provide wireless dimming for existing lighting systems using less energy.


 In conjunction with these technologies, the program will also implement EnergySolve’s Utility Bill Analysis and Reporting (“UBAR”) system to measure precisely the energy efficiency savings, customer dimming and demand response savings resulting from the installation of dimmable lighting technologies.  They will also use a new wireless meter and software to control the wireless dimmable lighting systems and turn off other devices to reduce kWh and demand charges. 

6.
Program Rationale

This program will significantly reduce both energy consumption and peak demand through the installation of new and emerging lighting technologies.  In addition, Energy Solve provides traditional or proprietary financing for customers and guarantees that periodic usage payments will be paid from savings, increasing the feasibility for customers.

7.
Program Outcomes
This program will allow lay the foundation for further expansion of energy efficient technologies into the small commercial markets as well as the governmental, educational and commercial office sectors.  In addition, it increases the lighting quality within these facilities and adds the convenience of customer dimming capabilities, providing for not only energy savings, but peak demand savings as well.

8.
Program Strategy

The greatest barrier to implementation for this program is the financial risk/capital investment required to invest in new equipment.  To address this issue, Energy Solve has created a no risk/no cost financing option that will be heavily promoted in the program’s marketing materials. 
 
EnergySolve will be delivering the program through a proprietary Service Agreement where the project costs are paid out of savings, similar to performance contracting. While the program is focused on the wireless, dimmable T-5 lighting, EnergySolve will also finance other energy efficiency or demand reducing measures that are cost-effective and acceptable to the customer. It is in the economic interest of EnergySolve to convince the customer to accept all cost-effective energy efficiency or energy demand reduction opportunities.


9.
Program Objectives
Program objectives include installation of 20,000 wireless dimmable T-5 fixtures, 5,000 T-5 highbay fixtures, 50 Nxegen smart meters, and 10 GE Lighting Management systems.  Total targeted savings for this program are 10,993,672 kWh and 3,794 kW.

10.
Program Implementation

Task 1: Build Tracking System
Energy Solve will utilize the UBAR system to track by facility the data element requirements pertaining to its performance-based proposal, including all customer information and energy savings data, as well as incentives, invoices,  payments, etc.  This data will be available to the SCE IDEEA program management staff on the internet through EnergySolve’s Utility Bill Analysis and Reporting system.  

Task 2: Develop Marketing Materials and Obtain Approval from SCE
The program is primarily marketed based on five key customer benefits including: reduced utility costs due to reduced energy consumption, reduced utility costs due to reduced peak energy demand, better lighting quality, convenience of customer dimming, and financing total project costs with EnergySolve Demand Response, which provides a guarantee that any customer payments will be paid for from utility payments.  The key objective of all marketing materials will be to clearly communicate these points to potential customers. The channels for communication will be direct customer testimonials and referrals, telecommunication contact with potential customers, PowerPoint presentations communicating the benefits and relating brief case studies, brochures communicating the benefits and relating brief case studies, and site visits to potential customers.

Task 3: Implement Marketing Campaign
 The LEEDR program will focus on broader commercialization and expansion of the technologies. Marketing efforts will focus on 1) identification of potential customers, including referrals from existing customers and 2) selling the technology and benefits to potential customers through the marketing collateral and existing customer testimonials. The marketing campaign will include building a  database of potential customers based on size and business sector to be consistent with program goals, soliciting potential customers by phone and e-mail, arranging appointments with interested customers, and presenting the program to interested customers.

Task 4: Enroll Customers
Once an interested potential customer has been qualified, an audit will be conducted to ensure the customer fits the program profile.  If it is a fit, Energy Solve will submit a proposal to the customer and close the transaction by securing the commitment of the customer to proceed and negotiating a Service Agreement. 

Task 5: Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

EnergySolve DR will conduct facility-by-facility, fixture-by-fixture detailed lighting audits to establish pre and post implementation fixture counts, conditions, confirm equipment and labor costs and energy savings. It will also identify demand reduction opportunities for the Nxegen and GE technologies.  They will then use their subcontractors to procure the appropriate measures, and will hold a pre-construction meeting with customers and subcontractors to discuss the project.  EnergySolve project managers will oversee the subcontractor installation of the project.

Task 6: Inspect Installed Jobs
At the completion of each facility, EnergySolve will do a  facility walk-through to establish as-built equipment counts and to ensure all hardware is working properly.  This includes identifying and counting each installed lighting fixture type, ballast and or piece of control equipment and ensuring that it is operating properly.  The equipment is turned off and on several times and is then tested for dimming by running test-dimming sessions in each established dimming zone.  These tests are conducted three to four times in an effort to ensure their proper operation.   


Task 7: Remedy Installation Issues
After each installation, Energy Solve will work with the customer to make sure they understand how to use the technology, and will give each customer a user manual with customer service contact information.  When a complaint or question does arise through the customer service telephone number, EnergySolve typically responds within four hours directly by telephone and will include the equipment manufacturer on the call if needed to provide immediate guidance, service or corrective work. They also have several trained contractors on call in the SCE area to rapidly respond to field issues if needed.  EnergySolve also maintains a customer service log to track such customer calls and the service that was provided.  


Task 8: Perform Customer Satisfaction Surveys 
Upon project completion, customers will be surveyed to assess their satisfaction with the services, equipment, and value provided by the program. Survey topics will range from the customer’s perceived convenience of the program to customer’s overall satisfaction with the implementation.  Surveys will be delivered to the customer upon project completion with instructions and a postage paid addressed envelope for collection.  

Task 9: Address Customer Satisfaction Issues
The Service Agreement between the customer and EnergySolve will provide for mediation relating to any dispute.  Any dispute that cannot be resolved by mediation will be resolved by arbitration.  Since EnergySolve Demand Response will own the lighting for approximately 5 years before the customer is permitted to buy the fixtures at fair market value, EnergySolve will be responsible for spot and group re-lamping and will not involve the customer in any product warranty disputes during the Service Agreement term.

For satisfaction issues without liability, discovered through either the survey feedback or other customer contact, the program will pursue continuous improvements and will track customer satisfaction issues using the customer database.

Task 10: Perform Program Reporting
Program workbook, flat files and project narratives will be submitted monthly and will include invoices.

Task 11: Program Ramp Down
In order to have a proper ramp down of the program, EnergySolve will ensure that the scheduling and implementation of all Tasks occur in a timely manner so that the program will successfully ramp down.
 
Task 12: Shut Down of the Program
The program will officially shut down December 31, 2007, but EnergySolve Demand Response will own the lighting and control equipment for approximately 5 years before the customer is permitted to buy the fixtures at fair market value.  Therefore, EnergySolve will be responsible for spot and group re-lamping and overall maintenance of the system in each facility even after the close of the program.  At the official end of the program in December 2007, EnergySolve will again review its ongoing obligations and requirements with SCE and the customer.   

Task 13: Follow Up with Remaining and New Customer Issues
After program shut down, EnergySolve will maintain a customer service number for a period of 12 months.  EnergySolve has negotiated a five-year warranty for any problems with the wireless, dimmable ballasts.  It will also send information to all customers concerning how they can submit any warranty claims to Westinghouse following the period that the service number is maintained and make sure SCE is fully informed about the warranty claim procedures.  

Task 14: Submit Final Program Report
EnergySolve will submit the final report containing program achievements and challenges, goals attained, lessons learned, program improvement and program “next steps” proposed.

11.
Customer Description

Target customers for this program include non-residential SCE customers, specifically the small commercial sector, the educational sector, and medium sized businesses including office buildings, warehouses, and industrial facilities. 

14. Customer Interface
Customer interface will include phone marketing and e-mails sent out with program information, meetings with potential customers (including PowerPoint presentations), audits, and direct mailing of program brochures.
13.
Energy Measures and Program Activities

13.1.
Measures Information & Energy Savings and Demand Reduction Level Data

	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	Wireless dimmable T-5 Retrolux 
	424.536
	0.114

	Wireless dimmable T-5 Retrolux 
	391.305
	0.114

	Wireless dimmable T-5 Retrolux 
	284.088
	0.114

	Wireless dimmable T-5 Retrolux 
	312.246
	0.114

	Wireless dimmable T-5 Highbay 
	800.8
	0.28

	Wireless dimmable T-5 Highbay 
	940.94
	0.329

	Nxegen Smart Meters/ End Use control
	723.84
	3.48

	GE Smart Meters/End Use control
	0.018463422
	0.01757576


13.2
Non-energy Activities (Audits, Trainings, etc)

Not applicable

13.3
Subcontractor Activities

Intergy will assist in coordinating all outreach, installation (including scheduling), and customer sign up processes for this program.


13.4
Quality Assurance and Evaluation Activities

As a part of the project management process, EnergySolve commits to establishing quality control through all stages of the project.  They will maintain control of all project documentation, meeting minutes, status reports, correspondence, and as-built drawings.  


13.5 Marketing Activities 

Marketing activities for this program will include direct customer testimonials and referrals, telecommunication contact with potential customers via phone and email, PowerPoint presentations communicating the benefits and relating brief case studies, brochures communicating the benefits and relating brief case studies, and site visits to potential customers.

Since Energy Solve is currently running a similar program with SCE that has laid a foundation for this program, their marketing efforts will focus more on broader commercialization and expansion of technologies that builds on current program marketing. 
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4.
Program Descriptors


Market Sector:


Non-Residential




Program Classification: 

Local




Program Status:


New

5.
Program Statement

The primary purpose of the Cool Change Program is to promote annular refrigerant flow devices (ARFDs) to SCE’s agricultural and food processing customers.  ARFDs are easily installed on existing refrigeration systems, provide significant energy savings (15-20% on average) and have short simple paybacks relative to other refrigeration measures. 


ARFDs increase the cooling capacity of the evaporator coil and refrigeration system and significantly decrease the defrost cycles.  This technology is compatible with a wide range of direct expansion refrigeration systems such as milk cooling equipment, warehouse freezers, small coolers and air conditioning systems.  The Cool Change Program will offer customer rebates and midstream incentives on ARFDs and will promote the program by working closely with manufacturers and a network of equipment dealers and installers.


6.
Program Rationale
This is a generally applicable technology that will produce significant energy savings with a short payback time and relatively little hassle for customers.

7.
Program Outcomes

Outcomes include increased adoption of ARDF technology in refrigeration systems and increased awareness of this technology and energy efficiency practices within the agricultural and food processing industries, as well as with manufacturers and equipment dealers.  This program will also reduce emissions at the utility level through energy savings.


8.
Program Strategy

The greatest barrier facing this program is lack of awareness and communication.  EnSave uses a program delivery method that establishes fluid communication with manufacturers, equipment dealers, and the agricultural and food processing community to consistently update them with program news and encourage applications.  This process ensures that producers and processors hear about the program and puts the strength of the entire marketplace behind the promotion of these technologies.


9.
Program Objectives
The program’s goal is to install 260 ARFDs for an energy saving of 3,493,912 kWh and 553 kW over a 24 month program period.


10.
Program Implementation

Task 1: Build Tracking System
EnSave will create a database that will be used to compile information on measurable energy efficient activity and expenses and will available upon request to SCE.


Task 2: Develop Marketing Materials and Obtain Approval from SCE
Marketing materials developed by EnSave will include information packets for ARFD manufacturers, equipment dealers, and the food processing and agricultural communities.  Examples of information included in these packets are program announcements, program applications, steps to follow, and program contact information.  Dealers will also receive an installation completion form, sample invoice and invitation to register with EnSave’s Dealer Webpage.

In addition, marketing materials will be created for distribution by participating food processing and agricultural groups.  This will include a program letter for participants, an application, a program announcement, and a “ten steps to installation” brochure.  


Other marketing materials will include program newsletters and EnSave web pages pertaining to the program

Task 3: Implement Marketing Campaign

The Cool Change Program will use a multi-pronged approach to marketing that reaches out to the agricultural and food processing communities.  The agricultural community includes key players such as the USDA Resource Conservation and Development Councils, the University of California Cooperative Extension, and the California Department of Agriculture.  The broader food processing community includes commodity organizations and broad-based food organizations, such as the California League of Food Processors.  The program team will work closely with the ARFD manufacturers and its dealer network in order to spread information about the technology to both key sectors.  The overall marketing rationale for this program is to use a comprehensive outreach approach that establishes fluid communication with all players in the market to constantly update them with program news and encourage application.


Marketing techniques will include face-to-face marketing directly to producers, processors, their equipment dealers, and the agricultural and food processing community, and will include a training session and networking trips.  In addition, the program will implement a phone marketing campaign at the beginning of the program, encouraging food processing and agricultural groups to market the program to its members.


Task 4: Enroll Customers

As a result of marketing, the producers and processors will apply to the program by submitting an application form.  EnSave will contact the applicants to clarify or add information as necessary and will then determine whether or not the customer qualifies for the program, using pre-set standards.  If qualified, EnSave will notify the customer by mail and will also include an Information Verification Form that will contain a rough estimate of the projected energy and dollar savings to result from measure installation.  Once the completed form is returned to EnSave, the installation can proceed.  In the event the customer does not qualify, they are notified by mail and given a list of other available programs.


Task 5: Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

Participants will purchase and install equipment through a dealer of their choice, and will receive their rebate through EnSave.  In addition, EnSave will offer a midstream incentive of $50 per ARFD installed to the refrigeration dealer.  Although EnSave will not be responsible for installation, they will oversee both the installation process and the rebate payment to ensure the equipment is actually installed.

Task 6: Inspect Installed Jobs   
After the receipt of the Installation Completion Form and a copy of the invoice, EnSave will inspect each installation to ensure the ARFDs have been installed and are functioning correctly.  SCE may also complete inspections on a percentage of installations.  Any customer complaints will be routed to EnSave.


Task 7: Remedy Installation Issues
If a complaint regarding installation arises, EnSave will contact the appropriate dealer and inform them of the situation.  If the complaint is related to the ARFDs themselves, EnSave will contact the manufacturer.  Any complaints regarding EnSave will be resolved internally.  All complaints will be tracked in a log. 

Task 8: Perform Customer Satisfaction Surveys 
Along with the rebate payment, each participant will receive a survey requesting feedback on customer satisfaction with the program.  The survey will address issues such as ease of filling out forms, satisfaction with EnSave, availability of information on other related programs, potential future energy efficiency projects, and suggestions for improvement.


Task 9: Address Customer Satisfaction Issues

The program will address customer satisfaction issues by analyzing the results of its Customer Satisfaction Survey, which will occur following installation.  Any warranty concerns will be the responsibility of the equipment dealer/installer.  As a result of the survey, EnSave will create a matrix of the response that clearly identifies the degree of satisfaction and an action plan for exceeding expectations.  

Task 10: Perform Program Reporting

EnSave will submit a monthly report to include a brief narrative summary, invoices, E3 calculator, budget workbook and flat files.  They will perform ad hoc reports upon request.


Task 11: Program Ramp Down

In August 2007, EnSave will send a program deadline reminder to all potential participants and will post it on its website.  On October 1, 2007, applicants will be sent a certified letter, notifying them of the December 1, 2007 deadline to submit all installation paperwork.  This will also be the deadline for all applications.  December 1, 2007 will be the closing date for all installations and the last day to submit verification paperwork.  December 15, 2007 will be the last day to complete EnSave installation verifications, and December 31, 2007 will be the last day to complete SCE installation verifications.


Task 12: Shut Down the Program

The program will be completed by December 31, 2007.  EnSave will send its final report to SCE by March 30, 2008.  They will continue to accept queries about the program and any warranty issues from program participants for at least three years after the program closes.
  

Task 13: Follow up With Remaining and New Customer Issues
 EnSave will address customer satisfaction issues after the program shut down.  This plan does not address hardware warranty issues, as EnSave is not responsible for installation/maintenance.  As stated above, EnSave will continue to accept questions from program participants up to three years after the program closes.


Task 14:  Submit Final Program Report

EnSave will submit a final program report at the conclusion of this program that will include program achievements and challenges, goals attained, lessons learned, improvement recommendations, “next steps” proposed, mainstreaming of the program, continued development and end program concept.

11.
Customer Description
This program is designed for non-residential SCE customers, specifically medium (100 to500 kW), small (20 to 100 kW), and very small (less than 20 kW) agricultural and food processing customers with existing refrigeration systems.  EnSave will target upstream, midstream and downstream players by targeting ARFDs manufacturer, refrigeration equipment dealers and installers, and the producers and processors.

15. Customer Interface

Customer interface will include face-to-face marketing with producers, processors, equipment dealers, and the agricultural and food processing community.  Customers will also interface with the program through networking trips and training sessions initiated by EnSave.  In addition, the program will interface with customers via phone marketing, in order to inform the agricultural and food processing community of the benefits of participation.  EnSave will also use direct mail marketing by sending information packets to manufacturers and dealers, as well as food processing and agricultural producers.


13.
Energy Measures and Program Activities

	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	ARFD - Food Processors Freezers up to 59,999 BTU
	4165
	0.49

	ARFD - Food Processors Freezers 60,000 - 107,999 BTU
	15492
	1.82

	ARFD - Food Processors Freezers 108,000 - 143,999 BTU
	23238
	2.73

	ARFD - Food Processors Freezers 144,000 - 215,999 BTU
	33197
	3.91

	ARFD - Food Processors Freezers 216,000 - 299,000 BTU
	47583
	5.6

	ARFD - Food Processors Coolers up to 59,999 BTU
	2486.532288
	0.48660123

	ARFD - Food Processors Coolers 60,000 - 107,999 BTU
	7815.425344
	1.52943745

	ARFD - Food Processors Coolers 108,000 - 143,999 BTU
	11839.94336
	2.31701436

	ARFD - Food Processors Coolers 144,000 - 215,999 BTU
	17059.24017
	3.33840316

	ARFD - Food Processors Coolers 216,000 - 359,999 BTU
	24105.14114
	4.71724875

	ARFD - Dairy Refrigeration up to 59,999 BTU
	2486.532288
	0.48660123

	ARFD - Dairy Refrigeration 60,000 - 107,999 BTU
	7815.425344
	1.52943745

	ARFD - Dairy Refrigeration 108,000 - 143,999 BTU
	11839.94336
	2.31701436

	ARFD - Dairy Refrigeration 144,000 - 215,999 BTU
	17059.24017
	3.33840316

	ARFD - Dairy Refrigeration 216,000 - 359,999 BTU
	24105.14114
	4.71724875

	ARFD - Agriculture Other than Dairy Coolers up to 59,999 BTU
	2486.532288
	0.48660123

	ARFD - Agriculture Other than Dairy Coolers 60,000 - 107,999 BTU
	7815.425344
	1.52943745

	ARFD - Agriculture Other than Dairy Coolers 108,000 - 143,999 BTU
	11839.94336
	2.31701436

	ARFD - Agriculture Other than Dairy Coolers 144,000 - 215,999 BTU
	17059.24017
	3.33840316

	ARFD - Agriculture Other than Dairy Coolers 216,000 - 359,999 BTU
	24105.14114
	4.71724875


13.1.
Measures Information & Energy Savings and Demand Reduction Level Data

13.2
Non-energy Activities (Audits, Trainings, etc.)
Not Applicable

13.3
Subcontractor Activities
EnSave will be hiring a subcontractor through a request-for-proposal process to complete the site inspections.  
13.4
Quality Assurance and Evaluation Activities
EnSave will maintain quality control throughout the program by scheduling a site inspector to inspect the installation to ensure that the ARFDs have been installed and are functioning correctly.  The process will consist of 100% inspection for verification, completion of verification site form attesting to installation, and SCE inspection on percentage of installation, as necessary.  Customer complaints will be routed to EnSave.  In addition, EnSave will send a customer satisfaction survey with the rebate and will present the results and a customer satisfaction action plan to SCE on a monthly and quarterly basis, respectively.


13.5
Marketing Activities

The Cool Change Program will use a multi-pronged approach that reaches out to the agricultural and food processing communities.  The agricultural community encompasses organization such as the USDA Resource Conservation and Development Councils, University of California Cooperative Extension and others.  The broader food processing community is comprised of commodity organizations.  EnSave will work closely with the ARFDs manufacturer and its dealer network in order to spread the information.


EnSave will market the Cool Change Program using information packages targeted at ARFD manufacturers, equipment dealers, and the food processing and agricultural communities.  In addition, the food processing and agricultural producer communities will receive marketing materials to pass on to their customers, such as a program letter, application and “ten steps to installation” brochure.  The Cool Change Program will also use program newsletters, web pages, training sessions, phone marketing, and networking trips to market its program.
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4. Program Descriptors


Market Sector: Non-Residential (Food Processing Businesses)





Program Classification:
Statewide



Program Status:
New



5. Program Statement
EnVINTA Sustainable Energy Efficiency Development (SEED) program is as an energy management program for the food processing industry. SEED will improve the energy performance of manufacturers, using a continuous improvement methodology. This is the classical approach to drive continuous improvement in other management disciplines, now being successfully applied for energy management. The program will engage the top management of Californian food processing companies, driving savings through improved business practices and application of energy efficient and load response technologies.

The program also focuses on a continuous improvement methodology that has repeatedly delivered ongoing savings through enhanced business practices and the application of energy efficient and load response technologies. EnVINTA’s SEED Program entails five key steps:

Step 1: Customer Recruitment

Step 2: Initial Management Diagnostic and a Technical Site Audit

Step 3: Detailed Implementation Support

Step 4: Repeat Diagnostic

Step 5: Documentation, Reporting and Success Story Dissemination

6. Program Rationale: 
The key to the proposed SEED program is a business based continuous improvement methodology. This is a completely complementary approach to a more traditional approach for driving energy savings. In most traditional DSM programs, it is assumed that the customer is not committed to making energy savings and rebates are therefore used to try to overcome that barrier. In the SEED program, management commitment combines with staff competency and commitment to build encouragement for companies to drive an on-going process that substantially reduces these barriers to implementing energy efficiency improvements.

7. Program Outcomes
SEED will generate savings in the following ways:

· By engaging senior industry decision makers in energy management, helping businesses to define their key energy management needs, and establishing processes to support achievement of on-going improvements and strategies to overcome barriers.

· By providing coaching support to facilitate implementation of energy efficiency within organizations. 

· By increasing the range of savings targeted by DSM programs through effectively targeting and achieving operations and maintenance savings in core process. This allows for further substantial enhancement in sector savings. 

· By driving on-going demand for DSM through a continuous improvement approach. The program supports implementation of critical changes in management policies and practices, creating a much larger pool of committed companies conducting repeat energy projects on their own merit. These improvements include establishment of formal savings policies/ commitments, targets and key performance indicators/metrics, enhanced management reporting, equipment procurement procedures, personnel accountabilities, operations and maintenance procedures (focused on energy intensive processes), and enhanced procedures relating to quality of supply and load management. 

· Through increased program participation in the full range of SCE’s DSM programs. SEED exposes senior managers to SCE’s programs, and effectively links customer needs to the programs to greatly increase the uptake of the DSM programs. 

· By substantially enhancing the marketing of SCE’s DSM programs in the food processing sector by providing a customer-focused and integrated view of energy and SCE’s DSM offerings to customers. SEED assists companies to review all aspects of energy management (energy efficiency, purchasing and rates, load response, and quality of supply/distributed generation) to prioritize their needs. These are used to define DSM programs that best meet these needs. Most customers do not understand their business energy needs until they conduct this process.

8. Program Strategy

EnVINTA’s Sustainable Energy Efficiency Development Program:

· Builds management commitment together with a bottom-up approach engaging staff (accountabilities and training/competency building) 

· Is an integrated and holistic program which is business process based, not just technical

· Utilizes industry best practice decision support tools to assist companies to identify their priorities;

· Provides ‘coaching’ support – SEED consultants work with the company team as a coach to overcome obstacles to progress and support on-going achievement of savings

· Integrates energy into existing company systems, such as quality and environmental, so it becomes a core part of business

· Involves companies making an on-going commitment to continuous improvement, rather than just selling a series of one-off projects. This drives a permanent market for energy efficiency

9. Program Objectives
The SEED program will market to a targeted group of 60 companies and will aim to engage 30 large (e.g. >0.5MW load) customers in the food processing sector (SIC20) for participation.  EnVINTA will work with industry associations and SCE account managers to help recruit customers to the program. All participants will be engaged in a management diagnostic, resulting in a 180-day savings plan and practices benchmarking report comparing business practice against peers. Customers will be provided with consulting follow-up, linked to the SCE DSM programs that best address their identified needs, and to self-help tools to support management system improvements.

Based on past programs, EnVINTA expects 65-75% of participants at this stage implement energy efficiency improvements as a direct result of the program.  Competitive basis, 5 participants would be offered the opportunity to participate more intensive support phase of the program moving them towards achievement greater energy savings. These companies will be ‘coached’ through consulting support for the client team to define and implement energy savings activities practice changes that can be implemented in their first 180-day plan. Participating companies will contribute 50% of the cost of coaching. 

These companies are expected to identify savings of at least 3-5% of their existing electricity use and often significant load management opportunities (experience shows that some of these companies ultimately achieve up to 10-15% energy savings). The cycle will then continue with a repeat diagnostic and updated savings plan for the next 180-days. 

10. Program Implementation

Task 1 – Confirm Timeline, Marketing Plan, and Pricing with SCE

Following contract award, EnVINTA will work with SCE to confirm the implementation timeline and confirm details of any negotiated variations in scope. 


Deliverable and Due Date: Any required changes to the project marketing plan, unit pricing, and clarification in staffing and staffing rates shall be completed within 10 days upon SCE’s request.

Task 2 – Submit SCE Approved Purchase Order Kit

On selection for contract negotiations, EnVINTA will prepare a purchase order kit containing the following documentation that will be developed and reviewed in close consultation with SCE.

· Stage 1 - Program Procedures and Process Flow Diagram

· Stage 2 - Scope of Work Document

· Stage 3 - Program Budget

· Stage 4 - Contract Type and Implementation Specifications: 

Task 3 – Build Tracking System 

EnVINTA will utilize its existing web-based survey system to deliver the tracking system. These web-delivered surveys are constructed by defining the form and content of questions and survey pages in various data tables. EnVINTA will construct survey forms to capture the key data required by SCE to track the SEED projects. Details of program participants and of projects identified through diagnostic sessions, technical studies, coaching and other activities conducted during the course of the program will be entered into the tracking system via custom forms. Each web-delivered survey will include a number of custom reporting options, and Envinta will implement a report that provides the data required by SCE in the desired format. 

Additional information will be captured for both ‘installed’ and ‘committed’ projects, including:

· Total dollar amount installed/committed-to-date;

· Total installed/committed kW demand reduction-to-date (using program assumptions);

· Total installed/committed kWh savings-to-date (using program assumptions);

· Total number of installed/committed customers (based on assigned project number);

· Number of customers installed/committed. 

Task 4 – Develop Marketing Materials and Obtain Approval from SCE 

EnVINTA will prepare professional marketing materials in hard copy, PDF and PowerPoint format for mailing and presenting to prospective businesses. The marketing materials shall clearly convey the value proposition to the business of program participation. Materials shall be supported by case studies detailing business achievements from programs using the SEED program principals.

Deliverables and Due Dates:

· Program brochure including flow diagrams, program description and value proposition

· Program Introductory Presentation for use in meetings with target businesses, conferences and industry association meetings

· Memorandum of Understanding for engaging businesses from Stage 3.1 of the program

· All materials will be developed in close consultation with SCE and approved by SCE prior to use

· Marketing materials will be prepared within 3 weeks of contract award, with a further 2 weeks for SCE approval. For printed materials an additional 2 weeks will be required.

Task 5 – Implement Marketing Campaign 

The foundation of EnVINTA’s marketing plan is firstly to qualify and then to engage with potential program participants, both through a direct marketing approach and through industry associations (such as California League of Food Processors). 

During the initial steps of the SEED program’s marketing approach to recruit businesses, EnVINTA will work from the industry association’s customer lists, any available SCE customer lists and EnVINTA’s own business contacts. By using this approach, EnVINTA will be able to identify the firms within targeted industries that are most likely to benefit from the program offerings. 

Deliverables and Due Dates:

· Prepare target customer list and industry associations in consultation with SCE program manager within 3 weeks of contract award

· Prioritizing target customers based on business characteristics (such and ISO 9000 certification, participation in earlier voluntary programs) within 5 weeks of contract award

· Commence customer marketing and marketing through industry associations from 5 weeks of contract award

Task 6 – Enroll Customers

Enrollment in EnVINTA’s SEED program will take the form of a two-stage process. 

Stage 1

Prior to the initial management diagnostic session, EnVINTA will seek a written commitment from business participants. The business will commit to making both senior management and site personnel available to attend the diagnostic and review process and to participate in developing the initial Action Item Plan. 

During this initial diagnostic session Envinta will introduce all the key SCE programs to the business. The immediate follow up session from the diagnostic will specifically link all the identified customer priorities with the other SCE programs most appropriate to assist the business. For all customers, EnVINTA will provide follow-up calls to the individual business to ensure that the customer was linked with the appropriate programs.

Stage 2

The second stage of the enrollment process occurs after a participant has received its Management Benchmarking Report and Action Item Plan. Participants will be given the opportunity to enroll in the more intensive implementation phase of the program. This will be offered on a competitive basis with limited entry. Participants will be required to sign a Memorandum of Understanding. The document will be a voluntary agreement confirming that the business will implement cost-effective action items and contribute time and materials to match the support provided to them through the program. 

Task 7 – Perform Program Services 

Following customer enrollment in the program, EnVINTA will commence by facilitating an energy management diagnostic session with the business management team of each business. The diagnostic session will be followed by:

· Validation of the diagnostic results;

· A high level technical site audit;

· Preparation of an energy management benchmarking report; and,

· A comprehensive review with the management team.

Deliverables and Due Dates:

· Conduct energy management diagnostic with each program participant within 3 months of business enrolling in program (based on business availability);

· Conduct high level technical review with each program participant within 3 months of business enrolling in program (based on business availability);

· Provide energy management diagnostic, high level technical review and energy management benchmarking reports within 2 weeks of conducting energy management diagnostics;

· For 5 businesses, provide agreed detailed implementation support and conduct energy management diagnostic review within 12 months of business signing MoU.

Task 8 – Inspect Installed Jobs 

· For large capital projects - either an inspection on implementation and monitoring, or a calculation based on agreed savings and parameters, and measured hours run;

· For non-capital projects - businesses will be require to have formally documented procedures or monitoring of performance and a routine audit process to ensure the procedures are being maintained.

EnVINTA will seek feedback at set points in the program:

· Repeat the energy management diagnostic, immediately provides feedback on the effectiveness of the program. 

· Throughout the duration of the program EnVINTA will continually seek feedback on the effectiveness, strengths and weaknesses of our continuous improvement methodology; 

· The final step (Documentation and Case Studies) will further identify strengths and weaknesses of our program. 

Deliverables and Due Dates: Conduct activities detailed above on an on-going basis during the program.

Task 9 – Remedy Installation Issues 

This task has previously been discussed as part of Task 8. If the repeat diagnostic does not see an improvement in the star rating, we will work with management to firstly gain their support for the process, and secondly to identify a number of quick wins that do not require capital expenditure. Quick win actions will be identified for their certainty to deliver savings and, in our experience, these quick wins can always be found.

Deliverable and Due Dates:

· In consultation with SCE account managers, EnVINTA will develop a feedback survey question set. This will be done within one month of receiving approval to proceed;

· Deploy this survey on EnVINTA’s web delivered survey platform;

· Provide all participants with access to the web survey form or a paper version;

· Provide SCE with access to the web survey results. This will allow program mangers to view customer feedback as required.

Task 10 – Perform Customer Satisfaction Surveys 

EnVINTA will measure the value of the program from the customer’s prospective and use this feedback to improve the process. EnVINTA will also seek feedback from customers both formally and informally during the latter stages of our program. Formal feedback will be gathered via a customer satisfaction survey. 

Deliverables and Due Dates:

In consultation with SCE, EnVINTA will develop a feedback survey question set. This will be done within one month of receiving approval to proceed:

· Deploy this survey on EnVINTA’s web delivered survey platform

· Provide all participants with access to the web survey form or a paper version

· Provide SCE with access to the web survey results. This will allow program mangers to view customer feedback as required

Task 11 – Address Customer Satisfaction Issues 

Overall program success will hinge not only on EnVINTA’s performance during program implementation, but also on the quality and responsiveness of their customer service should any problems arise. They will therefore have in place customer dispute resolution capabilities with office-based customer service representatives who will communicate any issues immediately to the program manager or other appropriate personnel. 

The SEED program will maintain a tracking database of all customer complaints regarding the program. The program team will contact each individual submitting a complaint, and document the complaint and the resolution method in the program database. The conversation will be followed up with a confirmation letter. The database will be updated in real time allowing the program team to review inputs to see if any trends are evident then proactively adjust services to better meet customer expectations.

Task 12 – Invoice SCE for Completed Jobs 

EnVINTA will develop and provide an invoicing schedule and delivery plan that meets SCE’s needs based on the agreed schedules. 

Deliverables and Due Dates: Invoicing will be conducted on a monthly basis or at an alternative interval agreed with SCE

Task 13 – Perform Program Reporting

The EnVINTA team will submit monthly and quarterly reports as part of the SEED program process. The program will collect data necessary to satisfy program process and impact evaluation requirements. This will include an analysis of industry needs from the benchmarking database to define common needs, which can also be used in the design of future DSM programs. Reporting will be linked to invoicing as described in Task 12 and include flat files from the program reporting database and budget workbooks. Additionally, requests for ad-hoc reporting will be made available to SCE.

Task 14 – Program Ramp Down 

In order to ensure the program is completed prior to December 31, 2007, program ‘ramp down’ shall include:

· Completing initial diagnostics by June 30, 2007

· Commencing Stage 3 of the last participants in July 2007

· Commencing final ramp down at the end of November 2007

· The remainder of program services and final program report will be conducted in December 2007

Task 15 – Shut Down the Program 

As outlined in Task 14, the program will be designed for completion in December 2007, with delivery of program services designed to achieve this goal. After December 2007, EnVINTA will maintain phone based support to resolve any outstanding customer issues and queries for an additional 4 months or another performance period as agreed with SCE.

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests 

With EnVINTA’s web-based program tracking system, as outlined in Task 3, EnVINTA will be able to rapidly respond to data requests from SCE and CPUC. They will download either CSV files or Excel (XLS) files as required by SCE. A web based application and database will enable transparency of data and ease of auditing. All data requests will be resolved by EnVINTA’s program manager.

Task 17 – Follow Up with Remaining and New Customer Issues

After December 2007, EnVINTA will maintain phone based support to resolve any outstanding customer issues and queries for an additional 4 months, or another performance period, as agreed with SCE. 

Note: EnVINTA’s proposal does not involve direct payment or hardware installations.

Task 18 – Submit Final Program Report 

On completion of the project and prior to December 31, 2007, EnVINTA will prepare a final written report on the program outcomes. The report will include: 

· Program achievements including customer details, numbers of participants in each step, quantitative energy consumption and savings details

· Customer feedback will be collated in both quantitative and qualitative formats

· Typical barriers identified to implementation and how these barriers were overcome

· Benchmarking of customer energy management practices, strengths and weaknesses of businesses and strategies for overcoming weaknesses

· The final program report will also include:

o Program Challenges

o Goal Attainment

o Lessons Learned

o Program Improvement Recommendations

o Program Next Step Proposed

o Mainstream

o Continue Development

o End Program Concept

11. Customer Description

EnVINTA’s Sustainable Energy Efficiency Development (SEED) Program targets industrial customers in the food processing industry (SIC 20). Senior managers of food processing firms and facility site personnel will be involved in the program. 

As company size is positively correlated with receptivity to principles and practices of management standards, the Sustainable Energy Efficiency Development (SEED) program targets large food processors. Large customers are defined as greater than 500 kW of electric demand. In addition to their potential energy savings being difficult to achieve through traditional energy management programs, the food processing industry is geographically disparate and qualifies as a non-residential hard-to-reach market segment as defined by CPUC Decision 03-08-067.

12. Customer Interface: All SCE customers in SIC 20 with electric demand of greater than 500kW are eligible to participate in the Program. To enroll in the program, eligible participants will sign a written commitment that they will make both senior management and site personnel available to attend the diagnostic and review process and to participate in developing the initial action plan.

13. Energy Measures and Program Activities

13.1. Measures Information: Non-Resource

13.2. Energy Savings and Demand Reduction Level Data: Non-Resource
13.3. Non-Energy Activities (Audits, Trainings, etc.): 
· Market and engage businesses in the program gaining an initial commitment to management availability for a 2 hour energy management diagnostic to develop an energy management strategy and benchmark the business against industry best practice.

· Work with Management on a management diagnostic session and a facilitate a high level technical walkthrough audit to highlight specific technical solutions with corresponding management practice solutions. This will also aid in the “sale” of the businesses ongoing participation in the program.

· Provide implementation support that is tailored for the individual business. Support is also provided to link businesses to other relevant SCE support programs.

· Review, with the management team present, the business’ progress and generate an updated business energy management action plan. Facilitates a process of continuous improvement.

13.4. Subcontractor Activities
EnVINTA will utilize in-house experts, with strong experience in the food processing sector, supplemented by CA consultants including Nexant.

· Bob Hinkle and Mark Stetz (Nexant) – Both will support program implementation activities.

13.5. Quality Assurance and Evaluation Activities: Please see Task 8, 9 and 10 (Above).
13.6. Marketing Activities: Please see Task 5 and 6 (Above)
Convenience Store and Service Stations EE
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4. Program Descriptors


Market Sector: Non-Residential (Convenience Stores & Service Stations)





Program Classification:
Statewide



Program Status:
New



5. Program Statement: 

The Convenience Store & Service Station Energy Efficiency (CS/SS) Program will promote greater energy efficiency in new convenience stores. The program focuses on recovering heat that is rejected by refrigeration and ice maker equipment (to the geoexchange heating and cooling ground loop system) where it can be used to heat domestic water and water for a car wash or other such application. Geoexchange systems (a.k.a. geothermal or ground source heat pumps) heat and cool buildings at significant savings, 25 to 70 percent, compared to traditional heating and cooling systems. In the heating mode, a geoexchange system brings the earth’s natural warmth into the building and transfers the heat into each room or zone via a heat pump. In the cooling mode, they work in reverse, absorbing the heat from inside a building and transferring it to the cooler earth below. The Program will reach potential participants through outreach and marketing, and provide design assistance including soil thermal conductivity testing, field support and follow up services. The Geothermal Heat Pump Consortium (GHPC) will partner with two to three equipment vendors and installers to provide the design and installation assistance services proposed herein at preferred pricing to the CS/SS. 

6. Program Rationale
The “Taking Convenience Store & Service Station Energy Efficiency to the Next Level Program (CS/SS Program) will promote greater energy efficiency in new convenience stores. The Geothermal Heat Pump Consortium (GHPC), a nonprofit organization, has partnered with three major turnkey geoexchange providers: Trane Southern California, Trison Construction, and WFI Global, Inc. Together, the team will focus on a market—convenience stores and service stations—that is an ideal candidate for this unique hybrid adaptation of geoexchange. Specifically, the team will target multi-facility owners and offer them a packaged deal to leverage economies of scale and ensure commitment to install and installations are secured within the project period.

The program is designed not to pay for these measures, but the team will provide owners with assistance and access to any other available SCE rebates, incentives or program opportunities as applicable (i.e. emerging renewable technologies, such as LED exit lights, efficient lighting designs, proper infiltration and insulation, and daylighting).

7. Program Outcomes: 

The Team’s goal is to make sure the units get into the ground, energy is saved and the customers are satisfied. To finance these projects, the GHPC and its partners will, in addition to traditional financing, employ several alternative financing mechanisms and techniques to help secure these projects, including job pooling to achieve economies of scale, loop leasing to defray the cost of installations. 

8. Program Strategy: 

This Program will dramatically improve energy efficiency in convenience stores and service stations through the installation of geoexchange, which will be installed in a total of 45 facilities throughout the SCE service territory. The Program Team will identify eligible multi-site franchise locations and/or chain operations through a targeted outreach and marketing effort. In cases where this state-of-the-art geoexchange application is found to be a good technology fit for the particular store and the owner can be convinced of its merits, the Program Team will provide design assistance that will include a life cycle cost analysis, soil conductivity testing, and field support. The team will be able to provide to the project access to traditional and alternative financing mechanisms and help the facilities obtain additional Federal tax benefits, making them eligible for tax deductions of up to $1.80 per square foot of facility space. Although all projects in this sector are potentially eligible, the team will focus on chain stores in order to secure faster installations and projects at multiple sites. They will work with key industry players that can support their effort and accelerate deployment, including the National Association of Convenience Stores, California Grocers Association Convenience Store Council, and California Independent Grocers & Convenience Stores.

9. Program Objectives: 

The program will result in 1,798,497 kWh of direct electricity savings and 594 kW of direct demand savings in the near term. This would reduce CO2 emissions by 2,201 metric tons per year, NOx by 0.013 pounds per year and SO2 by 0.026 pounds per year. These savings are equivalent to removing 486 cars from the road or planting 301 acres of new trees. Because geoexchange systems do not consume water, these installations would save 235,000 gallons of water per year. 

For the convenience store or service station, the benefit occurs right at the point of use, permanently lowering heating, cooling and water bills. Annual operating costs average ten cents per square foot, compared to about forty cents per square foot for conventional HVAC systems. 

10. Program Implementation

The Program will commence within two weeks of the kick-off meeting. Customer and industry contacts, sales calls and outreach sessions would be scheduled within the first month. Initial installation commitments will begin roughly 120 days after initiation and continue through the two-year Program.

 Pricing with SCE
Task 1: Reassess Timeline, Marketing Plan & Pricing with SCE

The first task will be to make any necessary changes to the CS/SS Program Team’s scope of work to ensure that SCE’s expectations are fully met in this program. 

Due date: Month 1

Deliverable: Meeting with SCE, revised timeline, marketing plan, budget (as requested).

Task 2: Assemble and Submit SCE Approved Purchase Order Kit
Due date: Month 1

Deliverable: No modifications are required.

Task

Task 3: Building Tracking System 3: Build Tracking System

The Program Team will tailor an already existing program tracking systems to support ongoing internal and external monitoring of this program. It will be modeled on the system that is routinely developed for these types of programs, with enhancements or features that SCE requests. The program team will use this tracking system to compile and analyze program data on a real time basis. The database will be adapted to export data to an ASCII CSV flat file mapped into the reports that is supplied to SCE. It will contain information on installed projects (number of projects, total kW demand reduction, total kWh savings, estimated cost of install, estimated annual cost savings) and committed projects. Each project will have a tracking system project number and all relevant SCE information (account number, service address, etc.), information on site visits, scheduled construction, savings, program budget disaggregated and milestones achieved.

Due date: Month 2

Deliverable: Template for the tracking system in the design and final stage. Actual copy of tracking system provided upon request.

Task 4: Develop Marketing Materials and Obtain Approval from SCEta Approval from 
Due date: April 2006

Deliverables:

1. Four press releases

2. Presentation materials for upcoming personal meetings with prospective customers

3. One case studies of geoexchange installations in convenience stores and service stations

4. Industry marketing materials for trade association meeting booths we will man

5. Program brochure tailored to the convenience store and service station market in Southern

6. California that will be handed to nearly everyone we meet and mailed to targeted groups

7. Mass mailing to convenience store and service station owners and decision makers

8. Modifications to the GHPC website www.geoexchange.org to include information on this program and links for use by customers and trade allies involved in the program

9. Access to GHPC’s toll-free 800 number manned by GHPC staff

10. Access to GHPC fulfillment center materials, which includes publications, videos and studies

Task 5:

Task 5: Implement Marketing Campaign 
The CS/SS Program Team will directly market the program to the target sector in multiple ways:

· GHPC will issue several press releases to introduce the program to key audiences, working with organizations such as the National Association of Convenience Stores, California Grocers Association Convenience Store Council, and California Independent Grocers & Convenience Stores to identify specific projects in Southern California. 

· After contacting these key people, they will schedule one-on-one meetings to describe the program and the value proposition for geoexchange. 

· They will provide case studies of geoexchange installations in similar establishments and encourage the prospective customer to contact the owner or project designer with questions. 

· They will also provide the program brochure and a video describing geoexchange in this sector. Once the program begins to develop they will bring in one of partner providers (Trane, Trison, or WFI) to work with the prospective customer early on to help establish the relationship and provide sales support. 

· The Team will also promote the program at trade association conferences and meetings and conduct mailings to owners and decision makers, with an emphasis on chains that have multiple sites in the region and provide information through their website and toll-free 800 number. 

· The Team will also contact all of the architects, engineers, installers and other service we know about in the region to inform them about this program. 

At the outset, the Team will contact all of the architects, engineers, installers and other service providers that work with the CS/SS market segment that we know about in the region to inform them about this program and get qualified leads from them. We ultimately expect to have 100 or more face-to-face meetings, which will typically be held at the customer’s offices. Our goal is to cultivate existing relationships between our trade allies and CS/SS owners and decision makers.

Due date: March 2007

Deliverable: Summary of marketing plan implementation activities in Monthly Reports.

Task 6: Enroll Customers Task 6: Enroll Customers

The Program Team will enroll customers in this program in a manner that is somewhat different from other programs. In this program, customers will be provided with Design Assistance to help demonstrate the feasibility of the project and if needed provided with a thermal conductivity test to help determine the actual length and ultimately cost of the ground heat exchanger and are then given the opportunity to choose am installer on their own or they can use one of our partner providers. The team’s role will be to advise customers on geoexchange system and give them the technical assistance and general troubleshooting that is needed when a new technology is being adopted. 

Due date: March 2007

Deliverable: Summary of customer enrollment activities in Monthly Reports.

Task 7: Perform Program Services ask 7: Perform Program Services

Upon completion of task 5, subsequent activities will center around design assistance, alternative financing, and necessary follow-up activities. 

Design Assistance: The design assistance task will attempt to eliminate the knowledge barriers and technical difficulties that jeopardize the successful execution of energy efficiency projects that are complex in scope. The Program Team will provide design assistance for 45 projects, working closely with design practitioners and other key players by utilizing an approach that features geoexchange in the context of all building elements. Project representatives will include engineers, architects, and design experts skilled with designing and implementing energy efficient construction techniques. These experts will conduct energy audits, review design documents, verify life cycle cost analyses that were prepared, and provide assistance with a variety of design and other project documents as required. Overall, program intervention will be aimed at getting commitments to install geoexchange systems at 45 convenience stores and service stations in SCE’s service territory. 

Financing Activities: The Project Team will work with several financial institutions that offer financing of geoexchange installations. To ensure success (and minimize problems), the Team will focus on alternative financing approaches that have proven successful in the past such as standard loans, innovative loans, loop leasing, chauffage, loop guarantee and performance contracting.

Due date: March 2007 for design assistance to secure commitments. November 2007 to provide installation, project and financing support as needed.

Deliverable: Summary of all design assistance and follow up activities conducted in Monthly Reports.

Task 8: Inspect Jobs 

The Program Team will inspect activity at each step in the design and installation process. 

Due date: Inspections will be completed at the end of each project through December 2007
Deliverable: Description of all inspection activity contained in Monthly Reports to SCE, including the name of the customer, the name of facility, purpose of the visit, issues identified and resolution.

Task 9: Remedy Installation Issues and Re-inspect Corrected Jobs Task 9: Re

Customers will be protected by the contractual agreement entered between them and the partner providers through warrantees on equipment and loop and/or performance guarantees. Nevertheless, in cases where a problem does arise, the team will first alert SCE of the issue, then personally work with the customer, contractors and other parties to achieve a resolution. They will report back to SCE on the ultimate outcome. 

Due date: Remedy issues (if any) through December 2007

Deliverable: Description of problems as they emerge, actions taken, and resolution.

Task 10: Perform Customer Satisfaction Surveys 
Surveys of all participating customers will be conducted, covering all 45 locations, as well as customers who begin the process and drop out. The Program Team will conduct the surveys on 2 occasions (mid program and program end) over the duration of the program to reflect the pattern of installations that emerge. The surveys will be conducted by telephone because of the historically low completion rate associated with written surveys, and the opportunity phone interview gives to clarify questions and/or responses. 

Due date: December 2006 and December 2007

Deliverable: Customer satisfaction survey instruments, Analysis of results of surveys.

Task 11: Address Customer Satisfaction Issues Task 11: Address Customer Satisfaction The Program Team will prepare a survey analysis which will help develop an “action plan” based on findings. The Program Team will resolve any problems that are identified in these surveys, and undertake mid-course correction where the surveys identify any deficiencies in program administration. 

Due date: December 2006 and December 2007

Deliverable: Survey analysis, action plan, description of changes to program

Task 12: Invoice SCE
Due date: Monthly -- Ongoing

Deliverable: Monthly invoices, along with monthly reports.

Task 13: Perform Program Reporting

Task 13: Perform Program Reporting

The GHPC team will submit SCE]’s required workbooks each month and an ASCI flat file generated by the program tracking system. These documents will validate the energy savings and all program activity in the relevant period. The GHPC team will submit program summary reports and any ad hoc reports that are needed. 

Due date: Monthly – Ongoing

Deliverables: Monthly Reports and supporting spreadsheets submitted to SCE

Task 14: Program Ramp Down Task 14: Program Ramp Down

Two months before the end of this two-year program, the Program Team will begin ramping down the program activities. This will include the completion of surveys, closure of marketing activities and recruitment of participants, completion of design assistance work, and added assistance to implement any other actions expected of the team prior to the program’s conclusion.

Due date: December 2007

Deliverables:

1. Field the final customer satisfaction survey and analyze results

2. Seek closure (go/no go) on projects that are stalled in the pipeline

3. Cease active program marketing and outreach aimed at finding new customers (all 45 installations should be in the works at this point)

4. Accelerate efforts to complete outstanding jobs

5. Implement what other actions SCE expects at this stage of the program

Task 15: Shut Down the Program Task 15: Shut Down the Program

The Program Team will shut down the program in the final month. The Final Report and invoice would ideally be submitted to SCE in February 2008, but can be moved to December 31, 2007, if required by SCE guidelines.

Due date: December 2007 / February 2008

Deliverables:

1. Submit Final Report to SCE

2. Submit final invoice to SCE

3. Implement other actions SCE expects at this stage of the program

Task 16: Respond to Miscellaneous Utility and CPUC Data Requests

Task 16: Respond to Miscellaneous Utility/CPUC Data Requests
The Program Team will respond to all SCE and CPUC data requests on an as-requested basis over the course of the program, and the months following its conclusion. 

Due date: Ongoing through December 2007

Deliverables: Written response to all data requests within 2 business days. Full access to any

documents requested by SCE and/or CPUC.

Task 17: Follow Up with Remaining and New Customer Issues

Task 17: Follow Up with Remaining and New Customer Issues
The team will work diligently to resolve any and all issues that arise. 

Due date: Ongoing through December 2007

Deliverables: List of customers contacted for follow up, actions taken, and description of how these actions resolved the issues

Task 18: Submit Final Program Report

Task 18: Submit Final Program Report

The Program Team will submit a final program report that describes the program in terms of its

achievements, challenges, goals attained and lessons learned. 

Due date: February 2008

Deliverable: Final Report

11. Customer Description: 

Customers in this program are defined as convenience stores and service stations—either existing or planned—that are located within the SCE service territory. In all, there are approximately 4600 such establishments in the SCE territory. A total of 45 projects will be designated “customers” insofar as the team will work with each of these project teams to implement geoexchange systems. The GHPC will focus on multi-facility owners and offer them a package deal or individual store owners with convenience stores and service stations that are either planned for construction or scheduled for a major renovation in the near future. Together, these projects represent a significant energy consumer group. 

12. Customer Interface: Please see Task 6 (Above).
13. Energy Measures and Program Activities: 

13.1. Measures Information: Installation of 45 Geothermal Systems.

13.2. Energy Savings and Demand Reduction Level Data: 
Gross Unit Annual Electricity Savings: 39966.6 kWh/unit

Demand Savings: 13.2 kW/unit
13.3. Non-energy Activities (Audits, Trainings, etc.): Please see Task 4, 5 and 7 (Above)
13.4. Subcontractor Activities: The team is led by the GHPC, which is a non-profit organization that has been implementing large-scale programs for more than a decade. Other major partners in the team include Trane, WFI Global, Inc., and Trison Construction.
13.5. Quality Assurance and Evaluation Activities: Please see Task 8 & 9 (Above).
13.6. Marketing Activities: Please see Task 5 (Above).
Affordable Housing EE Alliance
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Statewide
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5.
Program Statement

An important lesson learned from the “Designed for Comfort” program is that Public Housing Authorities (PHAs), Redevelopment Agencies, and non-profit housing associations are in need of technical assistance, but are too under-resourced to obtain it themselves.  They have a tremendous influence on the status of efficiency in affordable housing, but they need help in identifying, implementing, and promoting energy efficiency programs to their constituent property owners and developers.  PHAs do not have the resources to become proficient in identifying energy efficiency opportunities and how to utilize the various programs that may be available to them.  This program will overcome this barrier to participation through the use of alliances.

6.
Program Rationale

Affordable housing is particularly susceptible to economic, legislative, and political forces.  Given recurrent budget crises at the state and federal level, current funding cuts for affordable housing, and the threat of increased gas costs, there is a controlling need to ensure that the affordable housing market is well-equipped with information about energy efficiency programs, resources, and assistance.    

7.
Program Outcomes

The policy changes, education and information dissemination generated by the program do not directly yield energy savings, but are a necessary infrastructure to support adoption of energy efficiency. These efforts will result in PHA clients (owners and builders) undertaking energy efficiency upgrades (both new construction and retrofit), but not directly.  Savings from these policy changes will continue to occur long after the program ends. 
8.
Program Strategy

The program will over come barriers because it:

1) Addresses the specific unmet needs of the affordable housing industry

2) Provides a clearinghouse so the industry can consider programs and resources appropriate to their needs within their tight budgets

3) Eases the burden of time to research and implement energy efficiency programs

4) Provides a broad range of policy and technical assistance to the industry. 
9.
Program Objectives

This discussion of program goals assumes that PY2006-07 programs will launch on January 20, 2006.  Because there may be unforeseen delays, the deadlines for deliverables may shift according to the contract execution date.   HMG proposes to create the AHEEA Alliance and to act as its energy efficiency advocate, trainer, and clearinghouse by consistently sending messages via training, workshops, presentations, articles, Web site, newsletters, exhibits, and meetings and providing services.  These messages and services will include: 

· Technical design training  

· Presentations on programs and services,  

· Case studies and success stories of affordable housing projects (new and retrofit) 

· Presentations on specifications and bulk purchasing practices  

· Hands on technical and design assistance to affordable housing owner- developers 

· Assistance to voluntary rehab organization staff for incorporating energy efficiency into their standard practice   

The program has the following goals and deadlines over the 2006-2007 funding cycle-

	Establish Alliance


	1

	Create Web site


	1

	Conduct 15 Workshops 


	15

	Create and Distribute Manuals 


	500

	Publish 5 Articles in Industry Trade Journals 


	5

	Exhibit at Industry Meetings


	8

	Electronic Newsletter (bi-monthly) 


	12

	Project Assistance
	20

	Electronic Newsletter (bi-monthly)


	12

	Project Assistance
	20


10.
Program Implementation

Task 1 – Re-assess Implementation Timeline, Marketing Plan, and Staffing 

Rates or Unit Pricing with SCE for Inclusion in the Purchase Order 
Task 2 – Assemble and Submit SCE Approved Purchase Order Kit 
Task 3 – Build Tracking System 
HMG will build a project tracking system for program data that will log all of the activities and beneficiaries of activities. This tracking system will compile program data on measurable energy efficiency activities, other activities, and expenses 

Task 4 – Develop Marketing Materials and Obtain Approval from SCE 
HMG and Pat David Design Group will draft marketing materials specifically designed to reach the affordable housing community.

Task 5 – Implement Marketing Campaign
The AHEEA Manual will serve to guide PHA staff through a maze of resources available to them, but which they currently are unaware of.  It will also provide guidance for adoption of an EEBUA with a minimum amount of direct assistance from HMG. As a resource that will outlive the program, this will create significant energy savings well into the future.  

Task 6 – Enroll Customers 
HMG will meet with leaders in the affordable housing community and engage them in a discussion of the state of energy efficiency in affordable housing.  In these discussions, we will be identifying needs and resources, and soliciting them to host a workshop or training for their members, peers, organization, or association.  Once they are engaged, HMG will offer an array of services including training, workshops, the manual, articles, and a newsletter to further encourage them to champion efforts within their own realm.
Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or 

Perform Program Services 
Not applicable

Task 8 – Inspect Installed Jobs 
Not applicable

Task 9 – Remedy Installation Issues 
Not applicable

Task 10 – Perform Customer Satisfaction Surveys 
A customer satisfaction survey will be provided to each customer receiving AHEEA services.  The survey will identify whether HMG and AHEEA are serving market needs and meeting customer expectations.  The survey will evaluate how HGM provided AHEEA services, if all applicable energy efficiency programs were identified, and if the customer valued AHEEA’s recommendations.

Task 11 – Address Customer Satisfaction Issues 
If a problem should arise indicating an unsatisfied customer, HMG will address the issue in a timely manner.  However, this is unlikely since (a) this is not an incentive or direct install program and (b) the focal point of the program is to identify and serve the target community’s energy efficiency information needs.  Questions will be addressed in real time by telephone or through a meeting, as necessary. 

Task 12 – Invoice SCE for Completed Jobs 
Not applicable

Task 13 – Perform Program Reporting 
HMG will submit a monthly report by the 21st of each month following the reporting month.

Task 14 – Program Ramp Down 
HMG will develop a program ramp-down plan.

Task 15 – Shut Down the Program  
HMG will provide a program shutdown plan.

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests 
The tracking system that HMG will establish will allow timely access of data for these types of requests. 

Task 17 – Follow Up with Remaining and New Customer Issues 
If a customer satisfaction issue continues to need to be addresses after the program is shut down, HMG will continue to respond.  Questions will be addressed in real time by telephone or through a meeting, if required.

Task 18 – Submit Final Program Report 
The final report will serve a dual purpose.  First, it will summarize achievements, issues and recommendations made in the series of monthly reports.  Second, it will provide recommendations for continuing, drastically reshaping, or completely terminating the Alliance and program.
11.
Customer Description

The customers served by this program are Public Housing Authorities, affordable housing owners and developers, and non-profit housing associations. These are the affordable housing leaders and stakeholders who influence (a) how properties are designed, built, rehabilitated, and maintained, and (b) which policies affecting efficiency are adopted and implemented. These entities in turn serve affordable housing tenants. All services will be provided to entities whose jurisdiction is served by Southern California Edison.

12. Customer Interface

The customer interface will be in-person and electronically through the program administrator.

13.
Energy Measures and Program Activities

13.1.
Measures Information

Non-Resource

13.2. Energy Savings and Demand Reduction Level Data

Non-Resource

13.3.
Non-energy Activities (Audits, Trainings, etc.)

· Establish Alliance

· Create Web site

· Conduct 15 Workshops

· Create and Distribute Manuals

· Publish 5 Articles in Industry Trade Journals

· Exhibit at Industry Meetings

· Electronic Newsletter (bi-monthly)

· Project Assistance
13.4.
Subcontractor Activities

Pat Davis Design Group will update and reprint program collateral materials including brochures, website, exhibit displays and Energy Smart Pak inserts and covers.

13.5.
Quality Assurance and Evaluation Activities

See Tasks 10 and 11 above.

13.7. Marketing Activities

See Tasks 4 and 5 above.

Design for Comfort: Efficient Affordable Housing
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5. Program Statement

Designed for Comfort: Efficient Affordable Housing (referred to as DfC hereafter) is a resource acquisition program that addresses the multifamily affordable housing retrofit market segment. The program uses a performance-based approach to encourage affordable housing property owners to choose the most cost-effective measures to achieve a 20% energy improvement over existing building conditions. Because of the substantial interest in the previous program years, HMG seeks to continue the program offering and expand the range of services available. The program aims to transform the multifamily retrofit market away from a prescriptive, one-size-fits-all approach, toward a comprehensive building analysis approach that uses energy consultants and HERS Raters to evaluate a wide palette of energy efficiency options when rehabilitating multifamily properties. The program will provide training to owners and property managers on the effective use of this performance-based approach and train tenants on the proper use of their upgraded apartments. The program will capture opportunities related to behavioral changes that would otherwise be lost, and will also capture some lighting energy savings that the residential Title 24 standards would not.

6. Program Rationale

The primary target of the program is affordable and supportive housing owners. They and their tenants (the ultimate beneficiaries) meet several of the CPUC criteria for hard-to-reach ratepayer categories: affordable multifamily owners, supportive housing owners, income-qualified tenants/renters, and those with special needs. The supportive housing market consists of housing for tenants with special needs, such as young adults transitioning out of foster care. This hard-to-reach market has typically not been allowed to benefit from previous energy efficiency programs because these older buildings are master-metered for electricity. Past attempts to achieve energy efficiency through LIHEAP programs have been focused on “weatherization” types of measures.

7. Program Outcomes

The DfC program provides long-term energy benefits by promoting a performance based,

comprehensive, cost-effective package of energy efficient measures with long useful lives (typically 16 to 20 years). These include high performance windows, better insulation, high-efficiency heating, cooling, and water heating equipment, and most likely, a combination of these measures to achieve maximum savings potential.

The following table provides the unit goals of the program.  The categories of “units” include three targeted housing types: large affordable multifamily (240 units), small affordable housing (50 units), supportive housing projects (50 units), energy consultants (450 units), HERS Raters (450 units), and EnergySmart Paks (450 units).  A majority of the unit and energy savings goals will occur in the second year to allow time for project recruitment, audit, analysis, rehabilitation construction, and HERS verification.
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2006

2007

2008

Total

MF Units Large 9+ units (Rehab)

80

160

240

MF Units Small 3-8 units (Rehab)

15

35

50

Supportive Housing 

15

35

50

Energy Consultant

150

300

450

HERS Raters

150

300

450

EnergySmart Paks

200

250

450

Goals 2006-2008 


8. Program Strategy

To overcome a wide array of regulatory, market, and financial barriers, the program provides incentives toward the cost of rehabilitating existing affordable and special needs housing projects. The incentives partially offset costs to install or replace measures needed to achieve a 20% reduction in energy use. Energy savings for each project will be calculated using an approved program (e.g., MICROPAS) and installation will be verified by a HERS rater before payment of incentives to a property owner.

Furthermore, even when eligible, the affordable and supportive housing market has mostly been unresponsive to energy efficiency programs due to lack of awareness, lack of funds, actual or perceived regulatory barriers, and a perception that efficiency costs too much. Additional and consistent attention is warranted to overcome the persistent attitude that “affordable” means “cheap.” DfC focuses on older affordable housing projects already in need of rehabilitation in order to leverage funds that may already be allocated for improvements. The program will also provide incentives for energy consultants and HERS raters to increase their expertise and presence in this hard-to-reach market. Without DfC, the typical rehab project would implement entirely cosmetic or structural improvements - without even considering energy efficiency. Typical affordable housing properties are rehabilitated no more frequently than every 10-15

years and it is only at these time that major changes to the building envelope are feasible. If Designed for Comfort did not assist on these projects, they would represent a huge lost opportunity.

9. Program Objectives

While a person earning the median income in the Southern California Edison area pays

about 5% of monthly household income on utility expenses, affordable-qualified tenants

(typically earning less than 75% of median area income) spend approximately 20% of

their income on utilities. With natural gas prices expected to increase by more than 50%

this winter, utilities will be an even higher percentage than now. This market segment

needs the energy cost savings more than any other. DfC will reduce the second largest

component of their housing burden and free up resources for other necessities, such as

clothes, medication or childcare.

Below are energy savings estimates related to the unit goals indicated in Section 7 (Above).
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10. Program Implementation

Task 1 – Re-assess Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

HMG will provide a revised Contractor’s Scope of Work, Implementation Timeline, Marketing Plan, Staffing Rates or Unit Pricing Schedule and all other requested documents and revised contract language to reflect negotiated changes within 10 business days of notification of contract award.

Task 2a – Assemble and Submit SCE Approved Purchase Order Kit

HMG will prepare the all documents for the Purchase Order Documentation Kit for use by SCE.

Task 3 – Build Tracking System

HMG has a substantial infrastructure of data collection, project tracking, and program reporting tools at its disposal. These were developed by HMG for use with the current programs HMG administers: Designed for Comfort and SCE’s portion of the California ENERGY STAR New Homes Multifamily program. 

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

Working from the existing marketing materials for DfC, HMG will subcontract to Pat Davis Design Group (PDDG) for graphic design and print management services. PDDG will provide graphic design consulting as we update these templates They include a case study, a brochure detailing the program benefits, and a one-pager discussing the HERS Rating process. 

Task 5 – Implement Marketing Campaign

Figure 1 lists a variety of strategies that will be used to reach the target audience. Attending affordable housing conferences is paramount to the success of the recruitment efforts. 

Figure 1:
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Task 6 – Enroll Customers

6a. Recruitment

HMG will recruit owners and meet with them to discuss their projects and how they may qualify for DfC. Upon understanding the owner’s funding situation, rehabilitation needs, and commitment to improving energy efficiency, HMG will invite the owners to complete an application and begin the program process.

6b. Review Applications

Applicants will submit an application form similar in format to the forms used with

Designed for Comfort during the 2002-2005 program years. The application form acts as a commitment on both the part of HMG and the owner-developer. It will also allow us to estimate the incentive amount and allow for cross-checks to prevent double- dipping. At this point, the project will be considered “in queue.  To qualify for the program incentives, a project must have documentation of existing conditions, modeling of the building using approved software, identified upgrade measures resulting in a reduction of building energy use of at least 20%, a commitment to implement the necessary measures, and third party verification that the measures were installed. An alternate way for a project to qualify is to meet the 2005 Title 24 Energy Standards, including the lighting measures. This alternative is deemed to be far in excess of a 20 percent improvement over existing conditions for older buildings.

6c. Initial HERS Rating/Audit

A California Home Energy Rating Systems (C-HERS) rating and audit will be conducted on each building to establish the existing conditions of a potential rehab project. The owner will contract with a certified C-HERS Rater to perform the initial audit and rating. The Rater will submit documentation of the existing conditions to DfC program staff. The HERS Rater may also perform the services of an Energy Consultant (see “Title 24 Compliance Run” below). If not, then the HERS Rater submits the building existing conditions to the Energy Consultant, or authorizes DfC to do this on the owner’s behalf.

6d. Title 24 Compliance Run

The owner will contract with an Energy Consultant to develop a baseline and proposed whole building simulation model.

6e. Measure Selection

HMG will play a significant role in moving each project through the pipeline. DfC program staff will meet with owner in person on by conference call to discuss merits of the energy efficiency upgrade options. The meeting will usually include the Energy Consultant and other project stakeholders. Additional research may be required to answer questions or address concerns with new technologies or solutions. Generally, there will be no specific deliverable from this interaction other than a record of the meeting and its outcome.

6f. Contractor Selection

At this point, the owner will typically have selected a contractor or invited a contractor to provide price quotes for the upgrade options presented by the Energy Consultant. DfC staff plays no role in this selection process other than to make sure the participant has selected someone and is moving forward.

DfC will verify that the owner would like to go forward with a specific list of project

upgrades. When DfC staff receives a signed application, the project is considered

“committed,” and we will request SCE to commit funds for the owner’s participation in the program.

Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

DfC is not a direct install program, and has no direct relationship with any parties installing hardware.

7a. Install Upgrades

The owner needs assurance that once the rehabilitation construction begins, incentive funds will be available on a timely basis. HMG will work with the owner to ensure that the project construction is scheduled within the timeframe of the funding cycle, and to assist along the way. If the construction timeline is over an extended period of time, DfC staff will ask the owner or contractor to submit a detailed work plan. Otherwise, start of construction, as witnessed by the HERS rater, will serve as evidence that work is progressing and the participant is moving steadily through the program process. 

7b. HERS Inspection/Rating

The HERS rater may, depending upon the choice of measures, perform as inspection during the construction period. Upon completion of the rehab project, a HERS rater will conduct a final inspection to ensure that the recommended equipment is actually installed. The HERS Rater will submit documentation to DfC staff certifying that the as built, upgraded conditions match the simulation performance parameters. 

7c. Prepare Incentive Request

Upon receipt of the final HERS verification certificate, HMG staff will prepare a rebate request form and submit it to the owner for a signature. 

7d. Owner/Tenant Training and EnergySmart Pak Distribution

Sometime during the construction, or shortly after, HMGE will offer a seminar for owner’s staff and tenants of the property. These events may be scheduled during evening hours with food and drink to attract the greatest number of tenants. During the presentation, the upgrades will be presented and energy efficient use of the building will be discussed. On-site maintenance staff will also have an opportunity to walk the site with DfC staff to ask any questions regarding the proper long-term maintenance of the new equipment. DfC staff will also deliver a one EnergySmart Pak for each dwelling unit at the property.

Task 8 – Inspect Installed Jobs

8a Quality Control/Inspection

Quality control by way of the C-HERS verification process in an integral part of the DfC implementation structure. In addition to requiring a HERS inspection for each participating project, HMG will inspect 10% of participating projects using in house HERS-certified raters. If a deficient verification is discovered, HMG staff will work directly with the HERS rater to remedy the situation. In rare cases, if a rater refuses to cooperate or demonstrates a lack of sufficient knowledge to perform the HERS Rating process, a complaint may be filed with the certifying HERS Provider. 

8b Customer Complaint Process

In the event of a complaint from a project owner, a HERS rater, or a tenant, HMG will work diligently with the parties to resolve the issue. Owner-developer questions and complaints will be addressed in a timely manner. Questions will be addressed as soon as possible. When an immediate response is not possible, DfC will send an acknowledgement of receipt of the complaint within 3 business days. 

Task 9 – Remedy Installation Issues

If there is a problem with a specific project (e.g., whereby it does not pass the final HERS inspection) HMG will work with the HERS rater, installing contractor, and property owner to identify a remedy for the deficiency within five business days. HMG will notify the owner of the property of any deficiencies and, at the property owner’s request, will assist him/her in conveying appropriate information to the installing contractor. We will inform the owner that rebate funds will be withheld until the deficiency is remedied.

Re-inspect Corrected Jobs

Once an installation problem is remedied, HMG will work with the HERS rater to verify that the problem is resolved. In any case where such an issue arises, C-HERS certified staff at HMG will personally re-inspect the deficient dwellings before the upgrade incentive is paid.

Task 10 – Perform Customer Satisfaction Surveys

Customer satisfaction surveys will be provided to each property owner at the completion of project upgrades. The survey will identify whether HMG and the DfC program are meeting customer expectations and representing the best interests of SCE through its CPUC-directed energy efficiency programs. The survey will evaluate how HGM provided DfC services, if all applicable and available energy efficiency programs were identified, and if program marketing and participation guidelines, HERS Rater process and Energy Consulting services met the owner’s expectations.

Task 11 – Address Customer Satisfaction Issues

If survey responses indicate a customer is unsatisfied with services from DfC, HMG will make every attempt to resolve the issue immediately. If the customer’s dissatisfaction is with the contractor with whom the customer contracted, HMG will make sure that the contractor is aware of the issue and will attempt to get a commitment for the contractor to resolve the issue, HMG will address any dissatisfaction issues in a timely manner. 

Task 12 – Invoice SCE for Completed Jobs

Task 13 – Perform Program Reporting

HMG will: a) Submit Program Workbook on a monthly basis, b) Submit a Program Narrative on a monthly basis, c) Submit Flat File data reports on a monthly basis (or other times requested), and d) Perform Ad Hoc Reporting as requested by SCE program manager or EM&V contractor.

Task 14 – Program Ramp Down

As with the current funding cycle, HMG will work with participating property owners near the end of the program funding cycle to ensure they complete construction and hardware installation on participating projects, to ensure they obtain final HERS verifications, and to process incentive payments within the funding cycle. HMG proposes to front-load the program outreach and marketing; target a majority of the project activity (including HERS verifications) to occur near the middle of the program, and taper activities off in the final months of the program.

HMG will provide a program ramp-down plan within 60 days of contract execution.

Task 15 – Shut Down the Program

All hardware and other measures should be installed by November 31, 2007, HERS inspections completed by December 31, 2007, and payments processed (checks sent) by January 31, 2008.

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests

Task 17 – Follow Up with Remaining and New Customer Issues

If a customer satisfaction issue is not fully resolved before the program is shut down, HMG will work with the property owner, the energy consultant, the HERS rater, and the installer to continue to diligently address the issue. 

Task 18 – Submit Final Program Report

HMG will provide a final report that includes a summary of achievements, issues, lessons learned, and other important topics from the monthly reports. 

11. Customer Description

Three types of customers are targeted for this program: housing authorities, owners of multifamily affordable housing projects and owners of supportive housing projects. At least 10% of the units in participant affordable housing (generally closer to 90%) will be occupied by tenants identified as “affordable qualified” (e.g., Section 8 voucher recipients, individuals with SSI as their primary income). Most of the tenants in supportive housing (e.g., young adults transitioning out of foster care, single mothers escaping abusive situations, emotionally or physically handicapped) also fit the definition of income-qualified.

12. Customer Interface: Please See Task 6 (Above)

13. Energy Measures and Program Activities: 

13.1. Measures Information: Please see Section 7 (Above) and 13.2 (Below)
13.2. Energy Savings and Demand Reduction Level Data:
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13.3. Non-energy Activities (Audits, Trainings, etc.): Please see Task 7d (Above)
13.4. Subcontractor Activities

Pat Davis Design Group

Existing generic marketing materials can be used to immediately initiate program marketing. Pat Davis Design Group (PDDG) will help to update and reprint program collateral materials including brochures, Web site, exhibit display, and EnergySmart Pak inserts and covers. The design firm may also design collateral materials including, but not limited to: 

• A template advertisement to be placed in conference programs and other venues to advertise the program.

• An “advertorial” that showcases case studies

• A template for participating project case studies

• Other collateral material as needed

PDDG provided graphic design work for the launch of the statewide non-residential

program, Savings By Design, as well as every iteration of Designed for Comfort. Pat Davis has worked with PG&E and SDG&E on brochures and other graphics for several of their programs.

EnergySmart Pak vendor: Resource Action Program

HMG proposes to continue delivering the EnergySmart Paks to program participants, tenants and key market actors. HMG proposes to use Resource Action Program as the vendor to compile and ship these EnergySmart Paks. 

13.5. Quality Assurance and Evaluation Activities: Please see Task 8 (Above)

13.6. Marketing Activities: Please see Task 5 (Above)

CA Preschool Energy Efficiency Program
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4.
Program Descriptors


Market Sector:


Non-Residential




Program Classification:

Statewide



Program Status:


New 

5.      Program Statement
The Low-Income Investment Fund (LIIF), working with the California Department of Education’s Child Development Division, the California Head Start Association and Intergy, will be running the California Preschool Energy Efficiency Project (CPEEP).  This program will be a cost effective and innovative resource and information program that will bring energy efficiency to preschool centers in Southern California Edison’s territory for the first time
  
CPEEP’s primary objectives will be to deliver cost effective energy and demand savings through a comprehensive strategy that includes detailed audits, technical assistance in understanding the recommended technologies and preparing a financial analysis of the identified projects, implementation, and verification.  It will also include facility staff workshops to educate preschool owners and managers on new energy efficiency practices and technologies and the development of outreach materials for preschool families and children, to help educate the public about energy efficiency.


LIIF will also work with the preschools to identify and finalize supplemental funding opportunities – including, but not limited to, program budgets, CEC low interest loans, and state funding.
6.
Program Rationale
Though K-12 and higher education facilities have been targeted and funded for energy efficiency programs in the past, there is significant identified potential for energy efficiency projects in preschool facilities that have not been addressed because of lack of information and funding.  Many of these preschools are housed in older energy intensive facilities that have never implemented energy efficiency retrofits, meaning a significant number of lighting retrofits, sensors, and controls can be anticipated.  Additionally, many older facilities are also located in areas that endure hot summer climates, thus major energy savings will be available in retrofitting HVAC systems.  

7.
Program Outcomes

The expected outcomes of this program are to increase awareness of energy efficiency among preschool children and families, to train and prepare preschool owners and managers on energy efficiency techniques, and to lay the foundation for energy efficiency practices in the preschool segment in preparation for the potential effects of the Preschool For All Act, which will be voted on in June 2006.


8.
Program Strategy

Lack of information, lack of funding, and the absence of targeted programs for the preschool segment are the primary barriers facing the implementation of energy efficiency measures and practices for most preschools within SCE’s territory.  In order to overcome these barriers, LIIF will use its existing channels, including its association with the California Department of Education and California Head Start Association to increase communication and begin marketing to preschools.  Forms of communication include newsletters, email, and direct mail to center directors, a web site, and conferences and professional development meetings to educate this market sector on the benefits of energy efficiency and the program designed to assist them.  


In addition, LIIF will work with each preschool on a case-by-case basis to determine the incentive that will make the project feasible for the customer.


9.
Program Objectives

LIIF plans to audit 3,000 centers and from them have energy efficiency measures installed in a subset.  Projected savings for this program are 3,786,435 kWh and 1,899 kW.
        

10.
Program Implementation


Task 1: Build Tracking System
The CPEEP team has developed a sophisticated database to track the data element requirements for each preschool in the program, which SCE can use to load information 
into its internal database system. 

Task 2: Develop Marketing Materials and Obtain Approval from SCE.
CPEEP will use communication and networking system that exist within the early care and education sector in California.  Examples of marketing materials that will be developed include letters from the Department of Education and articles in CHSA newsletters that will explain the program to all state-contracted preschools. Brochures about the program will also be distributed to the preschools and presentations will be made at conferences and seminars. 

In addition, age-appropriate information and material will be developed as part of the preschool centers’ curriculum for use in the centers to help children understand energy efficiency, as well as to educate their families.
The CPEEP team will work with SCE, Head Start, and the CDE on design and content and develop language-appropriate information about energy efficiency for this new market segment.   The CPEEP information and outreach effort will also coordinate the program and materials for this market segment with SCE’s Integrated School Based Program
 
Task 3: Implement Marketing Campaign
Implementation of the marketing campaign will be through the preschool centers’ networks and communications channels.  All members of the proposal team—LIIF, the Department of Education, and the California Head Start Association, have developed methods of communicating with the centers.  Examples include newsletters, professional development conferences and direct mail. Program information will be easily distributed to the centers through these communication links, and centers will be able to enroll online.  Materials will then be distributed through the preschools to families and children. Outreach will also be coordinated with the SCE Integrated School Based Program.  The table below lists a variety of strategies that will be used to reach the target audience. 
Table of marketing activities, and outreach—includes distribution channels:

	Materials/actions
	#s of units
	website
	email
	direct mail
	In person
	By phone

	Program brochures
	4,000
	X
	
	X
	
	

	Program instructions
	3,000
	X
	X
	
	X
	X

	Program enrollment
	2,000
	X
	X
	
	
	

	Outreach brochures to families/ distributed through preschool centers/English & Spanish
	100,000
	X
	
	
	
	

	Age-appropriate materials for preschools
	100,000
	
	
	
	
	


Task 4:  Enroll Customers

CPEEP will enroll preschools in the program through an online application and tracking system.  Projects will be analyzed and selected based on a tiered system that will take into account potential energy savings, available funding options and related criteria.  Selection criteria for projects will be developed that will maximize kWh savings, annual peak demand, and reductions in utility costs. 
Task 5: Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

This task will be managed by the program’s subcontractor, Intergy, and will include retrofits of T8s, LED exit signs, CFLs, HID retrofits, time clocks and lighting controls, programmable thermostats, HVAC upgrades and food service measures.  Other measures may be retrofitted based on facility needs and requirements.  

The program does not assign any specific co-pay percentage for each project, but instead treats each project on a case-by-case basis to determine co-pay amounts. Projects will be based on energy demand and savings and preschool centers budget conditions.   The program will also provide technical assistance in understanding the recommended technologies and in preparing a financial analysis of the identified projects. A primary goal will be to move from project identification to installation, including identification and finalization of funding for the projects.


After installation, subcontractors will follow up with post-installation checks and verifications to ensure that all implementation has been completed as per guidelines and will document the actual measures installed. The project completion form will indicate the actual products installed and will note any differences from the original work order.  All data from the report will be entered into the program-tracking database; this database will be available to the centers as well as SCE. 


Task 6: Inspect Installed Jobs

Within 15-30 days after the subcontractor has completed installation and post-installation verification, a program representative will visit each completed installation site.  The representative will have a list of the actual measures installed and will complete a verification report checklist. The representative will also confirm the type and approximate quantity of qualified energy efficient measures installed and will confirm that they are operational.  In addition, the representative will visually check for problems such as missing light covers, exposed wiring, hazardous conditions, etc.  For programmable thermostats, the representative will ensure that the time clock and programmable settings have been properly adjusted.  The verification checklist will be completed and discrepancies noted.  All discrepancies will be entered into the program-tracking database, and a corrective action work order will be issued to the subcontractor if necessary. 

Task 7: Remedy Installation Issues 

Any installation issues that arise from the inspection will be noted in the program database and corrective action will be taken within ten working days. Intergy will re-inspect corrected jobs and will complete a verification form. 
Task  8: Perform Customer Satisfaction Surveys  

Customer satisfaction surveys will be conducted to allow participants to comment on the program and the contractor. Because of the large number of sites, surveys will be conducted either by mail or by telephone. The results of the survey will be entered into the database management tool.   

Task 9: Address Customer Satisfaction Issues 

Any unsatisfactory issues from the survey will be corrected within ten working days and a follow-up customer satisfaction survey conducted.  The results of any revisits will be entered into the database management tool.  

Task 10: Perform Program Reporting 

Each month, LIIF, with assistance from Intergy, will submit a Program Workbook, Program Narrative, and Flat Files as well as ad hoc reports as required.  

Task 11: Program Ramp Down

From the beginning, preschool centers will be notified of the program’s timelines and deadlines for scheduling audits and retrofits. Timelines will also be published on the website, including installation deadlines.  The CPEEP program will send out a final timeline notification via mail in July 2007 and will begin ramping down by October 2007, requiring all final projects to be underway by November 2007.  Final projects will be installed and completed by December 30, 2007. 

Task  12: Shut Down Program 

Program shut down will be December 30, 2007. Timelines will be communicated to preschools by mail and online. 

Task 13: Follow Up with Remaining and New Customer Issues 

Any remaining customer issues will be followed up with 30 days of program shut down. Any corrective action needed will be completed immediately. The program website will be open for any remaining customer issues, and the program will be proactive in resolving any potential issues. The program reports will reflect any customer issues.

Task 14:  Submit Final Program Report

After program shut down, and all follow up issues have been completed and resolved, CPEEP will submit a final report that reviews the program’s progress and accomplishments. The report will respond to the any task issues and detail the program’s achievements and challenges. It will review goals and whether they were attained, review the lessons learned, and suggest recommendations for program improvement. Finally, after careful analysis of the program’s data, the report will provide a “next step” for the program: either to be mainstreamed, continue in development, or end the program’s concept.  

11.
Customer Description
The CPEEP program targets the non-residential sector, specifically public and private preschool facilities or preschool contractors within SCE’s service territory, including stand-alone and shared-space facilities that educate and provide care for pre-kindergarten age children.

13. Customer Interface

Customer interface will include outreach primarily through established communication channels- newsletters, mail and email, and conference presentations.  Interested centers can learn more about the program and directly enroll for it through a program website run by LIIF.


13.
Energy Measures and Program Activities


13.1.
Measures Information & Energy Savings and Demand Reduction Level Data


	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	Lighting-T12 to T8 retrofits (20 2-lamp)
	979.2
	0.68

	Lighting-Dimmable T8/T5 (20 2-lamp)
	979.2
	0.68

	Lighting-CFL retrofits (10)
	1275.12
	0.39778

	Lighting-LED exit signs (1) 
	351.311
	0.04248

	Lighting-occupancy sensors-wall (2)
	428
	0.3524

	Lighting-occupancy sensors-ceiling (3)
	2367
	1.143

	HVAC-evaporative cooling systems (1)
	2500
	1.9

	Refrigeration-refrigerator replacements (1)
	53
	0.00901


13.2
Non-energy Activities (Audits, Trainings, etc.)
Not Applicable
13.3
Subcontractor Activities 

Intergy will be serving as the primary subcontractor for the program and will be responsible for completing CPUC filing documents, developing the online application for tracking, M&E Coordination with PG&E, and the installation of measures and technical assistance to centers.  Intergy may also employ its own subcontractors if necessary.


13.4
Quality Assurance and Evaluation Activities
Subcontractors working in the preschool centers will complete the required verification and licensing procedures. Coordination will take place with center directors to minimize disruptions to operations. With oversight by Intergy, subcontractors will be responsible for purchasing and installing all required materials, ensuring that all products meet the program requirements. Customer satisfaction will be emphasized and failure to meet these standards will result in removal of the subcontractor from the program.  


13.6 Marketing Activities

Please see Tasks 2 & 3 (Above)

E-mail Based Energy Efficiency Program
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4.
Program Descriptors


Market Sector:



Residential


Program Classification:


Statewide


Program Status:



New

5.
Program Statement

A personalized email/Web based information program, designed to subscribe a large segment of residential customers to an ongoing dialog of energy use feedback and direction to programs and resources.
6.
Program Rationale

This program establishes a “web community,” which can in time target at least 30% 

(1,000,000) of SCE’s residential customers as subscribers, and can anticipate energy and demand savings of  2-5% as compared with a matched set of non-subscribers, as a result of the email subscription alone. These expectations are consistent with many indicators of customer interest and the energy impact of these email/Web technologies in related similar projects; but the focus and scale envisioned here, including all necessary program management, marketing, content and software, and evaluation services, has not yet been deployed to achieve this level of result.
7.
Program Outcomes

This program will subscribe over 250,000 of SCE’s 3.6 million residential customers over 2 years to a monthly personalized email newsletter with customer-specific content and calculations, and with personalized hotlinks to customer and program-specific interactive Web content and tools, for the dual purposes of: 

• increasing the participation in SCE’s efficiency and demand response programs, and 
• producing significant, highly cost-effective and measurable energy and demand savings attributable to this program. 

8.
Program Strategy

Nexus’ proposed program will provide subscribed customers with personalized email communications based on customer profiles and modeled energy use; which link to advanced analytical tools to be deployed through the addition of supplemental Web-based applications. The proposed program delivers monthly, ongoing electronic and traditional mail support to present customized bill analysis, encourage customer interaction and program participation, and improve customer’s energy management practices. The content will include linkages to all SCE efficiency Web program descriptions and enrollments based on customer characteristics, as well as energy bill analysis software shown to attract customers more broadly than efficiency information alone. The proposed program will proactively bring information and analytics to SCE’s residential energy consumers to empower them to make informed choices in regards to how they use energy and can save money.  In addition, these Web technologies can also bring the information and analytics to the SCE contact representatives to help them subscribe customers in the program. 

9.
Program Objectives

1. Conduct an impact evaluation at the end of 2007 to establish, to reasonable levels of statistical significance, an unbiased estimate of annual energy savings per subscriber, based on a bill analysis of use over time compared with a control group of similar customers who are not subscribers.  

2. The goal is 3% or higher energy savings attributable to the subscription.  This savings goal is conservative and consistent with other measurements of the impact of bill feedback. 
3. Measure the rates of acceptance of other SCE programs in the subscriber population as compared with the control group. 

10.
Program Implementation

Task 1 Re-assess Implementation Timeline   

· Meet with client to discuss Program objectives, Program metrics, Project Plan, Staffing Plan, Marketing Plan

· Review Web strategy and data integration 

· Review “E-gram” layout, content, timeline for delivery and gather specifications 

· Plans reviewed and approved
Task 2 Assemble and Submit SCE Approved Purchase 

Order Kit   
Not Applicable
Task 3 Build Tracking System   
· Confirm requirements
· Complete design 
· Code the system 
· Perform testing
· Implement tracking system 
Task 4 Develop Marketing Materials and Obtain Approval from SCE   
· Draft sample marketing materials 
· Revise materials
· Repeat for each campaign and customer communication treatment
Task 5 Implement Marketing Campaign   
· Design subscription based email approach.
· Implement e-grams.
Task 6 Enroll Customers   
· Identify all customer touch points 
· Develop plans to register customers for the program at as many avenues as possible
· Implement plan to install applications and build interfaces at each enrollment avenue.
Task 7 Install Energy Efficient Hardware, Issue Customer 

Rebates, and/or Perform Program Services   

Not applicable   
Task 8 Inspect Installed Jobs   

Not applicable    

Task 9 Remedy Installation Issues   

Not applicable   

Task 10 Perform Customer Satisfaction Surveys   

· Define survey requirements

· Create survey 

· Implement survey 

· Gather survey data 

· Analyze and report results 

Task 11 Address Customer Satisfaction Issues   
· Make modifications to program based upon customer feedback in Task 10 
Task 12 Invoice SCE for Completed Jobs   

· Nexus will invoice with all supporting document on a monthly basis 
Task 13 Perform Program Reporting   

· Tracking reports 
Task 14 
Program Ramp Down 

· Send notices to program participants that the end of the program is near and that they must complete the implementation of any remaining energy savings measures.   Notification to program participants include web messages, E-grams and newspaper articles.  

· Complete campaign analysis.  Review all e-gram reports to identify trends. 
Task 15 Shut Down   

· Remove web applications from SCE's site. 

· E-gram infrastructure removed 

· All data collected and delivered to SCE 

· Final accounting for the program prepared. 

Task 16 Respond to Miscellaneous Utility/CPUC Data 

Requests   

Task 17 Follow Up with Remaining and New Customer 

Issues   

 We expect that customers will not require support after 12/31/2007, as the web site and “E-gram”s will have ended.   

Task 18 Final report   

· Load analysis completed

· Initial draft 

· Second draft:

· Final report

11.
Customer Description

SCE’s entire 3.6 million residential customers.
14. Customer Interface

The primary customer interface will be through email and web-sites.

13.
Energy Measures and Program Activities

13.1.
Measures Information

Non-Resource

13.2. Energy Savings and Demand Reduction Level Data

Non-Resource
13.3.
Non-energy Activities (Audits, Trainings, etc.)

Once subscribed to the Web Community, customers will receive an email “bill supplement” (ENERGYgram®) each month, with links to personalized information on the Web including: 

• End-use costs (i.e.; lighting, A/C, hot water, heat, etc.) for the month and critical peak period if applicable. 
• Benchmarks providing scorecard of the prior months bill in relation to norms. 
• Explanation of causal factors of bill increases 
• Personalized options for bill savings 
• Other one-to-one campaign messages targeted only to relevant customers, with customer-specific costs and benefits where appropriate, and identification of other relevant services offered by SCE. 

13.4.
Subcontractor Activities

Courier Graphics will produce printed materials.

13.5.
Quality Assurance and Evaluation Activities

See Tasks 8, 9, 10 and 11 above.

13.8. Marketing Activities

Nexus will manage the marketing process to enroll subscribers, which will continue on an ongoing basis during the life of the project.  Subscribers will be asked to opt-in for future emails.  Whenever possible, we would ask customers to provide a profile at the time of initial interest in subscribing.  Where that is not practical, we will follow up with an email that directs them a web page where they can provide their profile, which will complete the registration process.   If requested, we can provide customers without Web access with a mail or phone based alternative. Subscribers will initially receive an email providing them with a list of programs for which they are eligible, and hotlink access to a Website with additional content and tools including bill analysis.
Lights for Learning CFL Fundraiser
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Projected Program Budget

612,882

$              

 

2.

Projected Program Impacts
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Program Cost Effectiveness

   TRC

3.03

                         

 

   PAC

7.12

                         

 


4.
Program Descriptors


Market Sector:


Residential





Program Classification:

local



Program Status:


IDEEA

5. Program Statement


The Lights for Learning CFL Fundraiser captures electric savings and furthers customer awareness of CFLs using a unique sales channel. Working with schools, foundations and community youth organizations, participants sell ENERGY STARP P qualified CFLs to raise needed funds. Lights for Learning offers CFLs—which people can feel good about purchasing for their efficiency and moneysaving benefits—as an alternative to the items typically sold through fundraisers (such as magazines and gift wrap). The Lights for Learning Fundraiser specifically targets youth organizations which have the eager support of their communities, even as they face chronic funding needs.

6.
Program Rationale


Because a wide variety of organizations can participate, Lights for Learning reaches a diverse group of residential SCE customers, providing them an opportunity to purchase and install CFLs in their homes. As a result, communities gain a deeper awareness of CFLs and their benefits.

7.
Program Outcomes
 


The program measures success by achieving long-term energy savings through the replacement of incandescent bulbs with CFLs, educating the community on the benefits of CFLs and energy efficiency, as well as providing SCE with a positive energy savings program to offer to customers.

8.
Program Strategy


When choosing a CFL manufacturer partner, PECI will give preference to those with products that have undergone independent testing for quality. PECI will negotiate a low wholesale price that, with a modest buy-down, allows for a retail-competitive price point.

In some cases, a buy-down may not be necessary to attain a reasonable price while still providing the 50% profit margin that the fundraiser offers to all participating organizations. Lights for Learning participants also have the opportunity to earn sales bonuses which are paid out upon reaching a customized sales goal. The bonus structure sets this goal according to the number of people selling, and encourages sales by providing extra incentives to participating organizations.

9.
Program Objectives


The proposed budget for the program is $612,882. This includes $86,606 for incentives. The budget will deliver 8,517,757 annual kWh.

10.
Program Implementation



TASK 1: Re-Assess Implementation Timeline, Marketing Plan and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

Any negotiated changes to the program timeline, marketing plan or unit prices will be applied to the contract and implemented within 30 days.

TASK 2: Assemble and Submit SCE Approved Purchase Order Kit

Upon award of the contract, PECI will create a purchase order kit including a program process flow diagram process flow narrative, scope of work document, program budget, contract type and E3 Calculator.

TASK 3: Build Tracking System

PECI will develop a tracking system that accurately quantifies the results of the program and monitors progress toward overall program goals. 

TASK 4: Develop Marketing Materials and Obtain Approval from SCE

Upon award of the contract, PECI will develop, design and produce all of the materials to support the Lights for Learning fundraiser in SCE’s service area.   PECI has an excellent in-house marketing staff with a breadth of experience in creating materials that are attractive and effective. Drawing on this resource, printed and electronic materials will be developed to recruit organizations and to provide support and success once they sign-up. 

TASK 5: Implement Marketing Campaign

Marketing is Lights for Learning’s primary recruitment tool. The marketing campaign will be structured to continuously recruit fundraiser participants throughout the life of the program. Direct marketing and telephone outreach will contact target organizations and the fundraising decision-makers therein. To maintain efficient use of resources, marketing efforts will be conducted using a phased approach, narrowing the aim to organizations who indicate interest in the program.  PECI will develop a database of potential participants with which it may conduct its marketing efforts. The database will consist of any organizations in SCE’s territory that undertake fundraising efforts, including schools, foundations and community youth organizations. It will also include organizations that have existing relationships with potential participants and possess a resource conservation, environmental or energy efficiency focus.

TASK 6: Enroll Customers

PECI will be proactive in enrolling customers. To gauge interest and further promote the program, phone calls will be placed to organizations that have received program mailings. If these organizations are interested but unable to participate right away, they will be flagged for further follow-up. As interested organizations contact the program we will respond to them immediately, providing additional information and determining how to tailor the program to fit their needs. 

TASK 7: Install Energy Efficient Hardware, Issue Customer Rebates and/or Perform

Program Services

· Manufacturer and product selection

1. Identifying manufacturer partners
2. Developing product mix
3. Negotiating pricing and policies
· Marketing and Recruitment

· Participant support

1.  Setup Coordination
2. Sales period
3. Collection and bulb delivery:
4. Follow up

TASK 8: Inspect Installed Jobs

The fundraiser is not a direct install program but PECI understands the need to be able to inspect installations, if necessary. Upon completion of the fundraiser, the field coordinator will pick up the completed order forms from participating organizations and return them to PECI. The order forms will contain information from each customer, including address and zip code, which can be used to do an inspection if desired.

TASK 9: Remedy Installation Issues

1. Broken bulbs

2. Bulbs that fail early

Due to our long-standing relationships with lighting manufacturers, PECI will ensure that the partners selected immediately replace any bulbs that arrive burned out or broken at no cost.

TASK 10: Perform Customer Satisfaction Surveys

All participating organizations will receive a postage paid satisfaction survey to identify outstanding concerns or opportunities for further work. Survey results will be tracked, and reports will be generated and shared with SCE. Topics shall include:

􀂃 Product pricing and availability

􀂃 Marketing materials

􀂃 Ease of implementation

􀂃 Product delivery

􀂃 Results and overall satisfaction

The results of the survey will be tabulated and shared with SCE.

TASK 11: Address Customer Satisfaction Issues  

 All surveys will be reviewed upon arrival and any issues presented will be addressed promptly.

TASK 12: Invoice SCE for Completed Jobs

Monthly reports will include, at a minimum:

􀂃 Report Narrative – brief discussion of program status, challenges, coordination activities, and next steps for the upcoming months;

􀂃 Supporting Documentation – includes completed surveys, energy savings, number of participating organizations, and any other relevant documentation;

􀂃 Expense Documentation – Invoice and backup for direct expenses;

􀂃 Marketing Materials – samples of materials created and/or distributed;

􀂃 CPUC Workbooks – if required.

TASK 13: Perform Program Reporting

T13a) Submit Program Workbook: PECI will build the program's supporting workbooks, to track accounting and activity information.

T13b) Submit Program Narrative: PECI will provide monthly Program Summary reports. This report will outline administrative, marketing, and direct implementation activities. Progress to goal will be tracked.

T13c) Submit Flat File: PECI will provide a flat file of information extracted from the database

T13d) Perform Ad Hoc Reporting

TASK 14: Program Ramp Down

The Program Ramp Down will begin in October 2007. To successfully shut down the program by

December 31st, the Program will:

􀂃 Cease marketing and recruitment activities;

􀂃 Inform interested organizations of the need to have fundraisers concluded by November 1, 2007;

􀂃 Complete scheduled fundraisers, including any presentations;

􀂃 Finalize order placement, delivery and outstanding issues; and,

􀂃 Pay outstanding manufacturer invoices.

TASK 15: Shut Down the Program

􀂃 Submitting final invoice to SCE

􀂃 Delivering final program report

􀂃 Providing contact information for product warranty

TASK 16: Respond to Miscellaneous Utility/CPUC Data Requests

PECI will respond to all SCE and CPUC-related data requests during the purchase order performance period. 

TASK 17: Follow Up with Remaining and New Customer Issues

As ENERGY STAR qualified CFLs have a 2-year guarantee, PECI will ensure that end-users have a method for receiving replacement bulbs, should they need them, even after the program shuts down.

TASK 18: Submit Final Program Report

 The final report will include the following items:
1. Program Achievements:

􀂃 Number of fundraisers conducted

􀂃 Number of participating organizations

􀂃 Number of end-users who purchased CFLs through the fundraiser

􀂃 Total number of bulbs sold

􀂃 Profits raised for participants from sale of CFLs

􀂃 Total incentives earned by participants, if applicable

􀂃 Total amount earned by participants

􀂃 kWh saved overall

􀂃 Annual savings realized by those who purchased CFLs

􀂃 Environmental impacts

2. Program Challenges: Discussion of the overall issues that may have arisen during the

program period, gathered from customer satisfaction surveys and discussions with participants.

3. Goal Attainment: Achievements will be compared to program goals.

4. Lessons Learned: Results of customer satisfaction surveys, observations of program staff, and comments gleaned from conversations with product end-users will contribute to this narrative report.

5. Program Improvement Recommendations: Using customer satisfaction results and

observations of program staff, a list of recommendations for further program improvement will be prepared and provided to SCE.

6. Program Next Steps Proposed: TA thoughtful recommendation that will be developed through analysis of items 1-5 above.

 1: Work Plan Schedule

11.
Customer Description


The program will target organizations in SCE’s territory that undertake fundraising efforts; including schools, foundations and community youth organizations.  To help ensure that only SCE customers purchase the bulbs offered through Lights for Learning, PECI will market the Fundraiser exclusively within selected counties.

12. Customer Interface



Schools, foundations, and community youth groups


13.
Energy Measures and Program Activities 

13.2. Measures Information


CFLs

13.2. Energy Savings and Demand Reduction Level Data


15 watt integral CFL                 34.6kwh/unit annual      .0033kw/unit peak

18 watt integral CFL

     43.8kwh/unit annual      .0042kw/unit peak


25 watt integral CFL

     57.7kwh/unit annual      .0055kw/unit peak

23 watt integral CFL

     59.2kwh/unit annual      .0056kw/unit peak


16 watt integral CFL
   
     33.8kwh/unit annual      .0032kw/unit peak

13.3.
Non-energy Activities (Audits, Trainings, etc.)

Not Applicable


13.4.
Subcontractor Activities


13.5.
Quality Assurance and Evaluation Activities


13.6. Marketing Activities
  


See Program Implementation for marketing.
Aggregation of Public Housing for Energy Efficiency
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Projected Program Budget

1,363,569

$           

 

2.

Projected Program Impacts

   MWh

n/a

   MW (Summer Peak)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


4.
Program Descriptors


Market Sector:



Non-Residential


Program Classification:


Local


Program Status:



New

5.
Program Statement

The program will use aggregation to bring efficiency and energy savings to a market that has been traditionally ignored: small and medium-sized public and assisted housing agencies (containing 1,200 units or less).

6.
Program Rationale

1) Aggregation creates significant opportunities for energy efficiency upgrades.  By aggregating individual agencies into larger, more concentrated groups, this large, underserved market will be better able to implement energy-efficiency and demand-reduction strategies using energy performance contracts and traditional energy management services. Aggregation can be very successful, but it is often difficult for small housing agencies to research, staff and lead such efforts. The proposed project essentially creates a project team of housing energy experts that can educate, organize and coordinate the aggregation process up to a point where the aggregated agencies become attractive investments for energy services companies (ESCOs), can leverage their net assets to finance significant energy upgrades, or can leverage their purchasing power to gain access to better bulk purchase agreements.   

2) A further innovation of this program will be to aggregate building-specific greenhouse gas emissions, which are generally not marketable, into a large pool of risk-diverse credits that is attractive to investors on the international market for greenhouse gas reduction credits. In doing so, the program will use typical energy efficiency performance contracts at the front end to leverage additional resources through the climate market at the back end. Research has shown that small-scale emissions reductions have virtually no value as “carbon credits”— but when aggregated, they could be combined with ESCO contracts to unlock value that has gone untapped in the energy efficiency retrofit market. This innovation could make performance contracts even more financially attractive to both housing agencies and their ESCO partners

7.
Program Outcomes

The Project Team with provide the small and medium public and assisted housing market segment with advanced regulatory and policy knowledge, particularly of publicly assisted housing agencies, and with proven strategies for integrated funding strategies using energy savings to provide capital repairs and operating cost reductions. Housing agencies frequently aggregate with peers to share knowledge and leverage capabilities and the program will make the most of these naturally occurring relationships.  In addition, because they are also conduits for federal and state funds deployed locally, housing markets provide additional access to numerous other small assisted-housing providers and stakeholders without further marketing and outreach.  

8.
Program Strategy

The program will help aggregated groups capture lost opportunities and implement more efficient technology using energy financing from performance contracting, operating cash flow and capital reserves, bulk procurement techniques, aggregated energy commodity purchases and sales of greenhouse gas emissions reduction credits, and other energy management strategies. 

· Market to and recruit housing agencies by attending state and regional housing conferences, by working with association leaders, and by using direct sales, mailing, and other marketing/sales strategies.  

· Screen and aggregate potential program participants and provide assistance to enable them to finance retrofits with third-party energy services firms or through internal net operating cash flow and capital reserves.  Aggregation will focus on the geographic and financial feasibility of customers, becoming a solution to the administrative challenge of working with small housing agencies. 
· Help each aggregated group assess its physical needs, potential efficiency dollars saved and invested, and procure ESCOs for performance contracts.  The Project Team with develop specifications for efficient products, A/E firms and professionals, and construction contractors to help those aggregated and individual housing agencies interested in managing their efficiency enhancements internally.  When needed, the Project Team with also provide technical assistance to interested agencies on energy management and commodity purchases. 

· Complete verification and final reporting.  For projects constructed under energy services companies, we will evaluate measured energy, true up reports, and compile program impacts.  In other projects, the Project Team with maintain contact with agencies and owners until construction is complete and will calculate savings.  

· Use a web-based tracking system to facilitate communication with recipients of technical assistance, track and report energy efficiency performance metrics, and manage and report project financials.
9.
Program Objectives

Energy and peak demand savings goals are 7.05 million kWh and 1,529 Net kW by the end of the second year.  To achieve this, the Project Team work to get up to 25 housing agencies started with retrofit projects impacting 5,000 apartments and 15 small offices in the first year, and up to 75 agencies started with retrofits of 15,000 apartments and 45 small offices by the end of the second year.  Equipment installed will include interior and exterior lighting, refrigerators and electric domestic hot water heaters, DX air conditioning systems, and heat pump heating systems.  Envelope upgrades such as windows and insulation are less common but will be completed where an opportunity is offered. 

The project aims to sell carbon credits for approximately 10,000 tons of avoided CO2 by the end of 2007.

The Project Team anticipates educating up to 500 housing agencies through marketing & outreach efforts and through participant training on energy efficiency strategies and achieving greater affordability for their tenants.  This education and outreach component of the program will include knowledge of energy management, equipment options, commissioning, and bulk procurement strategies.

10.
Program Implementation

TASK 1 - Make Necessary Changes and Adjustments to Contract Documents and Procedures

This will occur after negotiations and bid clarification. 

TASK 3 - Build the Tracking System for the Project (Task 3) 

With SCE approval, the Project Team with develop a systems based on Siebel’s CRM On Demand Tool (or equivalent) to manage and track the daily, monthly, and annual progress of the Project team and customers served by the program.

TASK 4 - Develop Final Marketing Materials and Approach (Task 4).

A two-stage Marketing approach will be used.  In Stage 1 the focus will be to use mail, telephone, and email and direct engagements efforts to identify and enroll program participants.  In Stage 2 the Project Team with focus on disseminating results of the program, A Marketing Plan will be prepared for each stage, including segmentation and targeting strategies, marketing message, and events/channel marketing approaches.  Materials will be prepared and necessary SCE approvals will be obtained.

Project Team members with be trained on all SCE requirements as well as internal procedures.  Team training and procedures will be developed to achieve and ensure quality results and effective reporting. 

TASK 5 - Implement the Two-Part Marketing Program

In Stage I of the Marketing Program, the Project Team with conduct marketing and recruit customers by 1) speaking at housing industry events, 2) working through industry leaders and association contacts; 3) making direct targeted calls to local housing agencies in SCE territory, and 4) working through industry stakeholders such as HUD and DHCD.  

Recruiting will be most intensive during the first three to six months of the 

Project and will continue at a maintenance level through Year 2.  We will speak directly with key decision makers and present program advantages and outcomes.

Interested customers will respond to marketing.  A Program Representative will 

be assigned to each interested customer.

In Stage 2 of the Marketing Program, the Project Team with document program results and accomplishments. We will prepare and place products such as Case studies, articles, and presentations which will be disseminated through email broadcasts, industry web sites, association events, and other venues.

Deliverable(s):

· Mailing of printed marketing materials (3 mails of approximately 300 pieces/mailing)

· Telephone call follow-up (up to 2 calls to approximately 300 people)

· Attendance at conferences and meetings (5-7)

Due Dates:

· Mailing of printed marketing materials (2nd, 4th, and 6th quarters of contract)

· Telephone call follow-up (on week following mailings)

· Conference attendance as necessary

TASK 6 - Enroll Customers

The Project Team with screen interested customers to determine 1) the extent of its energy savings opportunity, and 2) their fit for the program. The initial screen will include telephone discussions or other contacts to discuss types of buildings, recent modernization activities, utility costs and any previous reduction strategies.  Because housing agencies with existing portfolios have ongoing modernization and maintenance needs, efficiency projects must be integrated into their current planning needs.  For example, equipment or systems such as window replacements that are needed to improve egress or repair a building condition are important targets for efficiency improvements.  In this example, the first cost for the window is borne by the housing agency and already allocated in their budget but savings from the replacement can be further increased through efficiency improvements.  Projects will also generate non-electricity benefits from gas, water, sewer, and maintenance that will generate significant savings and will assist to finance longer payback electricity measures.  Agencies that have these other savings sources will also be identified as potential candidates.

Customers interested and able to benefit from performance contracting, will be aggregated to assemble an attractive portfolio of retrofit measures, energy demand reductions, and accompanying emissions reduction credits. The resulting project will be solicited for bids from energy services companies.  Target groupings of at least 600 to 1,000 housing units will be assembled.

If the customer seeks to use its own capital or operating funds to perform the work, the Project Team with work with the customer to specify products that maximize SCE incentives.  Assistance will include benchmarking of utility bills, walk-through audits, and other techniques, as appropriate.   Aggregation will be performed to reduce the travel distance between participants for access by services providers and to increase their buying power for lower cost installations.

Additional work will not be pursued with customers determined during this screening not have adequate savings potential or be a good it for the program.  

The Project Team with develop and obtain sign offs on an MOU that defines the aggregation relationships. 

TASK 7 - Provide Technical Assistance and Install Measures 

The Project Team with provide technical assistance and due diligence for participating customers.   

An RFP will be developed and issued for aggregated portfolios to attract energy services companies.  The Project Team with review proposals, audit contracts, and energy services agreements for the participating agencies. In projects not utilizing performance contracts, the Project Team with review plans, engineering specifications, and procurement documents to assist agencies in making more efficient selection and implementation of energy technologies. The Project Team with also support owner’s issuing RFPs for construction or A/E services and other project implementation requirements.

Where appropriate, the Project Team with also assemble procurement documents for bulk equipment purchases, energy management services or commodity purchases for aggregated agencies.  The Project Team with also act as a strategic advisor to the aggregated agencies (and their ESCO partners as appropriate) to link them with brokers operating in the worldwide emission reduction credit markets.  Specific tasks will include structuring measurement and verification protocols for emissions reductions credits that satisfy the legal requirements for tradable commodities and negotiating forward contract terms with emission credit brokers.  

TASK 8 - Perform Inspection and Oversight

For customers using performance contracts, ESCOs will be required to commission projects, and report on the results of its own construction inspections.  The Project Team with also inspect a sample of completed units.

For customers not using performance contractors, the Project Team with educate and train participants to complete internal project commissioning and inspections or hire a project engineer to do this work to complete this work.   The Project Team with review plans and inspect a sample of completed units.

Installation defects will be identified and remedied through commissioning and inspection.  Defects will be the responsibility of the trades contractors selected by the owners.  The Project team will facilitate a process to resolve complaints but will not be direct installers of equipment nor have any direct contractual agreements with vendors. (Tasks 9, 10, and 11) 

The Project Team with implement an escalating system to address any customer complaints about program implementation. Every attempt will be made to resolve problems at the lowest possible level (i.e. closest to the customer) in the delivery chain.  The SCE program manager with be the final decision maker in the complaint resolution process.

Task 9 – Remedy Installation Issues

Installation defects will be identified and remedied through the commissioning process.  Construction defects such as missing equipment, poor installation quality, and broken or non-operating equipment will be repaired by the trades’ contractors performing the services.  The Project Team with work with project participants to facilitate communication and ensure repairs are completed as required and within contractual requirements.

TASKS 10 AND 11 - Determine and Address Customer Satisfaction 

Customer satisfaction with be primarily through Customer Satisfaction Surveys developed and conducted by the Project Team or a third party organization hired by the Project Team.  The surveys will be completed in two stages – 1) Interim performance survey and 2) a Post-Project Assessment.  

If surveys discover issues that have not yet been effectively resolved, the Project Team with find a resolution to customer concerns as discussed in Task 9 above.

TASK 12 - Invoices to SCE

The Project Team with provide SCE with invoices on a monthly basis.  These invoices with provide a clear and visible tie in of all budgetary cost items and supporting documentation. The expenditures with provide a direct tie in for energy savings results or information services rendered.  

TASK 13 - Provide Program Reporting 

The Project Team with provide monthly regular reports at the same frequency as our invoicing consistent with the plan described in the attached workbook.  This report with include a) the invoice; b) the E3 Calculator/Workbook, and c) the flat files generated by our tracking system that validates reported energy savings.

An Annual Summary Report will be provided to SCE by December 31, 2006.

Deliverable(s):

· The Project Team with submit Monthly Summary Reports that include a current program narrative, an updated flat file, and updated E3 Calculator and Budget Workbooks.

· Annual Summary Report 

· The Project Team with submit ad hoc reports upon request by SCE or CPUC. 

Due Dates:

· The Project Team with submit Monthly Summary Reports electronically during the first week following the end of each month.

· The Project Team with submit Annual Summary Report to SCE by January 2007 for the first year of project activities.

· Ad hoc reporting due dates will be determined by the Project Team and SCE when each request is made.

TASK 14 - Ramp Down Stage

A two step process will be used to ramp down the program

· Stop program marketing in September 2007. 

· Stop technical assistance/project facilitation by December 31, 2007.  Some technical assistance or help with contracting issues may be required up until the last day of the project, however every effort will be made to have all implementation work complete by mid-December.

In addition, the Project Team with develop and market the Emissions Credit Package that will be required to attract carbon credit investors.  

TASK 15 - Shut Down Stage

Shut down program operations by December 31, 2007.  At this point customer services and installations will cease.  

TASK 16 – Miscellaneous CPUC/Utility Data Requests

Ad hoc reporting will be provided on as an-needed basis to meet SCE and CPUC data requests and needs. These data requests may involve auditing of data as related to these requests.

TASK 17 - Follow-up with Remaining and New Customer Issues 

During this period the Project Team with continue to follow-up and resolve customer issues to the end of the purchase order performance period.  In addition, the Project Team with provide SCE with guidance and recommendations on how to deal with warranty issues after the end of the contract.  Construction and manufacturer warranties will continue as per their individual contracts with owners and are typically one year from date of service.

TASK 18 - A Final Report will be prepared

The program will wrap up with submission of a final report.  This report with address a) Program Achievements; 2) Program Challenges; 3) Goal Attainment; 4) Lessons Learned; 5) Program Improvement Recommendations; 6) and Proposed Program Next Steps.

11.
Customer Description

The program is designed to serve owners and managers of federally subsidized and federally assisted housing.  These agencies may be non-profits, affiliated with local government, state-chartered agencies, or private owners.

12. Customer Interface

The project team will aggregate customers and assemble teams of professionals. The relationships will be managed through a formal Memorandum of Understanding.  In addition, an extranet will provide project stakeholders including technical assistance recipients, project sponsors, and project team members with access to a secure, password-protected workspace.  The Project Team with use the tool to share project documents, facilitate dialogue, coordinate schedules, track project milestones, and report project progress.  This will include written narratives on project challenges and progress.

13.
Energy Measures and Program Activities

13.1.
Measures Information

Non-Resource

13.2. Energy Savings and Demand Reduction Level Data

Non-Resource

13.3.
Non-energy Activities (Audits, Trainings, etc.)

The program team will provide guidance to:

1. Aggregate needs

2. Assemble a qualified implementation team

3. Assist in securing project financing.

13.4.
Subcontractor Activities

Global Green USA will assist in project design.

Facility Strategies Group will perform energy audits.

Forum One Communications will develop and manage web-based applications.

13.5.
Quality Assurance and Evaluation Activities

See Tasks 8, 9, 10 and 11 above.

13.6. Marketing Activities

See Task 4 above.
Southern California Home Performance Program
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Projected Program Budget

1,333,851

$           

 

2.

Projected Program Impacts

   MWh

n/a

   MW (Summer Peak)

n/a

3.

Program Cost Effectiveness

   TRC

n/a

   PAC

n/a


4.
Program Descriptors


Market Sector:



Residential


Program Classification:


Local



Program Status:



New

5.
Program Statement

This program finds, screens, trains, and mentors qualified HVAC and remodeling contractors to deliver comprehensive home performance improvement packages tailored to the needs of each existing home and its owner.
6.
Program Rationale

This program will enlist and support HVAC and remodeling contractors as effective promoters of energy efficiency.  Rather than allow the “mid-stream” to be an uncertain element in the energy efficiency marketplace, this program ensures support from a critical, but often neglected component.

7.
Program Outcomes

· Home retrofit measures and associated energy savings:  A top-quality home energy retrofit may include an extensive set of measures such as the following, as needed:

· Envelope air sealing (structural air bypasses, interior penetrations such as can lights, conditioned space perimeter separations) to under 0.35 ACH

· Enhanced insulation (quality installation of additional attic insulation, possible wall and underfloor insulation)

· Windows (sealing or replacement with appropriate low-E/SS varieties, possible exterior shading as needed)

· Crawl space sealing and insulation (if needed)

· Moisture problem source correction (leaks, entrapments, condensation, interior source abatement, site drainage correction, etc.)

· Air conditioner upgrading and rightsizing via Manual J/D (SEER 13 minimum, with quality installation including duct sealing and verification testing plus charge and airflow corrections)

· Duct deficiency correction (sizing of runs and apertures of supply and return, proper connections and bends, avoidance of flow restrictions, filter sizing and type)

· Combustion appliance safety testing (to assure that envelope changes avoid dangerous pressure imbalances)

· Mechanical ventilation (as appropriate to provide high-efficiency space conditioning with adequate fresh air)

· High efficiency lighting replacements (CFLs, pin-based fluorescent fixtures, dimmers, timers)

· Homeowner instruction in proper home operation (filter replacements, thermostat use, moisture source control, control of lights, pool pump/sweep timers, time-of-use considerations, refrigerator use and upgrades, etc.)

· Only essential incentives used: No special customer incentives are involved; instead, this program’s contractors are trained to support the SCE measure rebates and guide homeowners in their use.  If SCE later implements an alternative financing incentive such as EGIA’s excellent program of easy consumer financing with interest rate buydowns and no utility risk, we will also support that option with our contractors.  

· Future low-cost continued energy savings option: The program’s trained and active contractors in place at the end of this program will continue to add more jobs and their associated long-term energy savings, even without continued training of more contractors, with only the cost of continued contractor reporting incentives and administration.

8.
Program Strategy

The program includes marketing activities to help educate customers on this new service and provide additional customer leads to the trained contractors, although most customers for this service will come from contractors’ own customer records and marketing.  At this initial stage, we propose providing contractors with financial incentives to become accustomed to doing formal home diagnostics, post-retrofit quality assurance testing, and reporting of data on all jobs.  We also provide independent quality assurance inspections on a sampling basis.  This program will be delivered under CBPCA’s status as an Energy Star Partner for the national “Home Performance with Energy Star” initiative, enabling the Energy Star banner to be used in all program marketing and contractor activities.

9.
Program Objectives

Number of Contractor Training Sessions Held

The CBPCA proposes to conduct an ongoing series of training and mentoring events.  The initial 1-day Home Performance Orientation event will be conducted 5 times in 2006 and 3 times in 2007.  This event is intended to introduce the idea of home performance to contractors who are unfamiliar with the concept, with special emphasis on business and marketing topics.  The 2-day Home Performance Basics session will cover building science principles and the interactions of systems within a home.  We will hold 3 sessions in 2006 and 3 in 2007.  After the overview session, contractors will have the option of taking one or both of the 2-day continuing education sessions, Advanced Diagnostics and Advanced Remediation.  Advanced Diagnostics will be offered 3 times each year and Advanced Remediation will be offered twice in 2006 and 4 times in 2007.  Finally, CBPCA will conduct 1-day, in-field mentoring sessions.  Mentoring sessions will be offered 3 times in 2006 and 4 times in 2007.  The total number of training events held will be 33 — 16 in 2006 and 17 in 2007.

	Training Topic
	Sessions Held in 2006
	Sessions Held in 2007
	Total Sessions Held

	Home Performance Orientation
	5
	3
	8

	Home Performance Basics
	3
	3
	6

	Advanced Diagnostics
	3
	3
	6

	Advanced Remediation
	2
	4
	6

	Mentoring
	3
	4
	7

	Totals
	16
	17
	33


Number of Contractors Trained

CBPCA aims to provide Home Performance Orientation training to 96 contracting firms operating within SCE’s service territory.  We will target 60 of these firms to participate in the 2-day Home Performance Basics training, with a minimum goal of moving 30 contractor companies to participate in either of the 2-day continuing education courses.  Most firms will avail themselves of the in-field mentoring

	Training Topic
	Contractors Trained in 2006
	Contractors Trained in 2007
	Total Contractors Trained

	Home Performance Orientation
	60
	36
	96

	Home Performance Basics
	30
	30
	60

	Advanced Diagnostics
	15
	15
	30

	Advanced Remediation
	15
	15
	30


Person Days of Training Completed

The CBPCA proposes to use an additional metric of number of person days of training completed.  This differs from contractors trained in that each contractor (defined as distinct companies) will most likely send an average of 1.5 staffers to each of the sessions in which they participate.  We calculate this number to be 515 over the two-year period.

	Training Topic
	Contractor Training Days in 2006
	Contractor Training Days in 2007
	Total Contractor Training Days

	Home Performance Orientation
	100
	60
	160

	Home Performance Basics
	60
	45
	105

	Advanced Diagnostics
	45
	45
	90

	Advanced Remediation
	30
	60
	90

	Mentoring
	30
	40
	70

	Totals
	265
	250
	515


10.
Program Implementation

Task 1 – Re-asses Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

Task Discussion

Changes to the program: After negotiations and bid clarifications, CBPCA will make changes to the implementation timeline based on the purchase order or contract effective date. 

Implementation of Changes: CBPCA will implement the negotiated changes within two weeks after agreement on the changes, to be effectuated in contractual terms per SCE RFP requirements.

Task 2 – Assemble and Submit SCE Approved Purchase Order Kit

Task Discussion

· Process Flow Chart of the proposed program

· Process Flow Narrative

· Additional documentation needed

· Scope of Work document

· Program Budget

Task 3 – Build Tracking System

Task Discussion

Proposed tracking system to be developed:  CBPCA already has a job and contractor tracking system built as an Access database.  That system receives inputs from our contractor solicitation process, training enrollments and completions, contractor reports, CBPCA marketing leads, customer complaints, and CBPCA job verifications.  Simple field additions will be made to that system to add tracking of contractor incentives paid and verified or adjusted plus other data required by SCE.  

Summary Report:  The following report highlights will be provided on the summary of the CBPCA program progress report:

Training days and module sessions completed

Company-days and individual-days of training completed

Number of marketing event days accomplished

Number of media articles published on program

Projects Completed by Trained Contractors

· Total dollar amount installed-to-date

· Total installed kW demand reduction-to-date (using program assumptions)

· Total installed kWh savings-to-date (using program assumptions)

· Total number of installed customers (based on assigned project number)

· Number of customers installed

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

Task Discussion

Proposed CBPCA program marketing materials: The current CBPCA plan for initial marketing materials includes the following:

For solicitation of contractors:
· Expansion of the current www.cbpca.org and www.calhomeperformance.org informational websites to present course schedules, applications, participation agreements, and other relevant information to prospective contractor trainees.

· Presentations to trade group meetings throughout the region plus postings within their own regular member communications such as newsletters.

· Personalized letters to contractors introducing the program and directing readers to the website plus toll-free telephone number for further information.

· Followup well-designed email and fax descriptions and reminders of course offerings and schedules, particularly for the introductory management orientation sessions.

· Existing CDs for ride-along audio-only explanation of the program and videos on customer and contractor testimonials.

For Customer Education and Marketing:

· Contractor “guerilla” marketing kit: A CD filled with low-cost contractor marketing ideas, tips, and templates for media advertising and other materials, for distribution to program-trained contractors.

· Copies of existing and new mass media articles on the program, gained through outreach to newspaper and radio/TV journalists and editors (throughout program)…for display on CBPCA website and copies used by contractors in their own marketing and sales.

· Existing display materials for home show booths to be staffed in collaboration with trained contractors.

Task 5 – Implement Marketing Campaign

Task Discussion:  The CBPCA program marketing plan includes delivering an explanation of the correlation between what marketing efforts or materials are implemented or distributed and the specific desired program results. A current description of that correlation is as follows.  

Marketing to Contractors: This CBPCA program markets the training and support services to contractors, largely through local chapters of various trade associations such as NARI, NAHB Remodelors’ Council, ACCA, SMACNA, IHACI, and ICA plus use of targeted commercial contact databases.  For this purpose the marketing materials and activities will include all those specified in Task 4 for contractor outreach.  

These contractor marketing activities are what fill the training courses that qualify contractors to deliver comprehensive home performance retrofit services to customers, thereby creating the energy savings.  Without such tactics to reach contractors, there would be no program and no savings. 

Marketing to the public: The program marketing strategy involves empowering the trained contractors to be the primary public educators and marketers, as has worked well in a prior program.  This will use updated versions of the new and existing CBPCA materials and activities cited in Task 4.  Those consumer marketing and education efforts, including marketing training and support to contractors, help them to be successful at developing and managing the customer leads that provide the necessary path to specific home performance jobs.

Task 6 – Enroll Customers

Task Discussion: The enrollment process for customers is purposely made the responsibility of the individual contractors who must find customers and sell retrofit projects.  The only enrollment responsibilities of the program itself are to receive inquiries from the public (generally via the toll-free telephone listing or the website), screen and record them, and allocate those who so desire equitably to the trained contractors.  This process covers only a small share of all customers, since most will come from the efforts of the contractors themselves in mining their prior customer base and conducting their own marketing in various ways (e.g., per suggestions of the program’s Guerilla Marketing Kit). 

All customers receiving actual retrofit projects are enrolled in the project database (post-project) through routine reporting by contractors as a condition for receiving the $100 contractor incentive payment. 

Task 7 –Field Training, Contractor Support, and Reporting Services

Task Discussion:  This task requires delineation of the steps to be taken to issue contractor incentives and perform other program services. We also include here a summary of our proposed program operation procedures. If selected, per the RFP instructions CBPCA will submit a program operations manual that supports this task.  Following is a summary of those steps.

a. Training and Mentoring Services

1. Scheduling and advertising of training content, sites, and schedule per website, fax, phone, & email 

2. Marketing to contractors to solicit their involvement (per Task 5)

3. Receipt and screening of training applications from contractors

4. Securing and logistics for training sites throughout the service area

5. Providing reminders, directions, and encouragement to contractors to attend the training

6. Conducting the training sessions

7. Securing contractor evaluations of the training sessions

8. Evaluating each trainee on general competence via written tests and field performance; recording status of all trainees

9. Contacting each trained contracting company’s designated representative to monitor progress and arrange participation in further training and group mentoring as continuing education and advancement.

10. Conducting informal ad hoc group mentoring sessions as demand dictates

11. Recording and updating status of all participants

b. Contractor Reporting and Incentive Payments
1. Explain incentive process to contractors in initial outreach materials, training sessions, and early mentoring.

2. Qualifications for payment: Conduct home assessment, record data and findings, propose and sell retrofit project, complete project, do verification tests as dictated by job scope (e.g., duct blaster for duct sealing), and report to CBPCA the customer name and address, house size and configuration, diagnostic results, job scope, and test-out results.

3. Job verification: On sampling basis (approximately 10% average, more for beginning and marginal performers) arrange visit with homeowner, and do independent test of key elements of job (e.g., blower door for envelope leakage, visual inspections of insulation and air sealing, combustion safety check.

4. Reconciliation: Adjust ongoing payment stream to each contractor as needed to reverse unqualified incentive payments.

Task 8 – Quality Assurance

Task Discussion: As noted in Task 7, CBPCA will independently verify an average of at least 10% of all reported retrofits.  Those verifications will consist of a checklist walkthrough inspection of the reported job scope plus physical tests of each job’s key quantifiable measures, particularly duct sealing, airflow, combustion safety, and envelope leakage reduction.  All verification data will be recorded in the project database for SCE review and reporting as necessary, as well as CBPCA’s estimation of energy savings through a combination of computer simulation modeling (currently TREAT) and normalization on utility bill data.  

Task 9 – Remedy Installation Issues

Task Discussion: Complaints rising to CBPCA are immediately investigated with both the customer and contractor.  If it is determined that the contractor is at fault, CBPCA has the option to terminate that contractor’s involvement in the program if that contractor provides no satisfactory solution. Such cases will be reported to SCE.  

Task 10- Perform Customer Satisfaction Surveys

Task Discussion: As noted in Task 9, retrofit customers will receive a short satisfaction survey.  Responses will be tabulated by contractor, and any needed actions will be taken per Task 9.

Task 11 – Address Customer Satisfaction Issues

Task Discussion: As noted in Tasks 9 and 10, we will address all customer satisfaction issues immediately with the customer and contractor involved.  Regarding warranty issues, home improvement contractors are required in California to provide a one-year warranty on work done, in addition to manufacturers’ warranties on any products and equipment involved.  Such post-project concerns will be addressed in the same manner as issues that arise during the job or as an immediate result of its unsatisfactory completion.  Fairness to both the customer and the contractor is crucial; disputes are not always the fault of the contractor.  

As noted in the previous tasks, customer satisfaction issues that CBPCA cannot resolve will be reported to SCE along with any disciplinary actions taken by CBPCA against the contractor, if any.  In addition, CBPCA will advise both parties on other avenues for mediation or legal action.

Task 12 – Invoice SCE for Completed Jobs

Task Discussion: SCE with work with the selected Contractor in providing guidance and understanding and delivering these requirements. For example, the invoice presented by CBPCA to SCE with provide a clear and visible tie-in of all budgetary cost items and their supporting documentation, by contract task. The expenditures related to the program services (information and training) with provide a direct tie-in to the program’s estimate energy savings results and information services rendered.

Task 13 – Perform Program Reporting

Task Discussion: The proposed monthly report and invoice with include the invoice, the E3 calculator or workbook, the budget expenditures workbook, and the requisite flat files generated by the CBPCA tracking system to indicate quantitative non-resource goal achievement progress (trainings, number of contractors, trainees, materials, etc.) and to validate the program’s estimated energy savings tie-in quantities.  All those elements are described in later tasks in this proposal.

Task 14 – Program Ramp Down

Task Discussion: This program has minimal ramp-down requirements.  In the 4th quarter of 2007, if the program is not extended in some form by SCE, all participating contractors will be notified of CBPCA’s transition plan and procedures for continuing contractors.  That plan will involve a shift to contractor-paid services for further training, marketing materials and support, and mentoring as well as verifications (similar to the Title 24 independent third party “quality installation” verification process payments).  Contractors entering the program at that point will be advised of the change before the 4th quarter training sessions.  

Task 15 – Shut Down the Program

Task Discussion Trained contractors will continue to do program-generated projects and achieve savings indefinitely after the program ends, so there is no concern with ending services or warranties to their customers.  

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests

Task Discussion: All project data will be maintained by CBPCA throughout and beyond the project term.  Much of this data will be entered in the project’s Microsoft Access databases for contractor status/activity and customer/home data.  All backups (paper, email, spreadsheets) to those databases will be retained for inspection.  Specific data requests from SCE will be handled promptly, and SCE personnel will also be given access to the databases if requested.  

Task 17 – Follow Up with Remaining and New Customer Issues

Task Discussion Our plan for closeout-period customer satisfaction issue response is the same as during the active program: CBPCA will promptly address all issues, whether raised by customer or contractor, and will report all such incidents routinely.  Unresolvable issues will be reported to SCE along with any CBPCA disciplinary action and other recommendations made to either disputing party.  

Task 18 – Submit Final Program Report

Task Discussion:  The final document submitted at the conclusion of the program with be the final program report. As requested, in Appendix A we provide a sample of a program report from a similar prior program (a somewhat simpler form than required for this SCE program). We also discuss here how CBPCA will report on the following in the final report:

1. Program achievements:  Bulleted and categorized text descriptions reflecting the major accomplishments both in contractor engagement and their success in generating home retrofit projects and associated energy savings.
2. Program challenges:  Separate section discussing each major challenge encountered, the means employed to overcome it, and the nature of the result.

3. Goal attainment:  Bulleted listing of goals versus achievement on each, with brief discussions of each.
4. Lessons learned:  Includes positive and negative lessons learned in both program design/operation and contractor operations.
5. Program improvement recommendations:  Categorized according to function.
6. Program next step proposed: We anticipate that this will be a mainstreaming resource program transition.  However, depending on outcomes other options including continued refinement and termination would be addressed. 
11.
Customer Description

This program’s customer targets are owners of existing homes (i.e., anything other than brand new), with emphasis on the hot/dry climate zones in the SCE territory.  At SCE’s option, the program can be more tightly focused or intensified in specific communities with especially severe energy use and demand reduction needs within those climate zones.  We recommend SCE assistance in identifying such areas of high electricity use or high-bill customers for targeting, although the program can operate successfully without such support.  

15. Customer Interface

The primary customer interface will be with HVAC installers and remodeling contractors.

13.
Energy Measures and Program Activities

13.1.
Measures Information

Non-Resource

13.2. Energy Savings and Demand Reduction Level Data

Non-Resource

13.3.
Non-energy Activities (Audits, Trainings, etc.)

This program’s goals encompass both information delivery quantities and estimated energy savings tie-ins.  We propose the following goals for the 2006-07 period:

· Over 30 training module sessions delivered (6-8 cycles of each of 5 modules); 

· Over 90 contracting firms completing owner orientation/business training (1 day)

· Over 60 firms completing basic building science course (2 days)

· Over 30 contracting firms completing at least one advanced practices course (2 days)

· Over 150 individuals completing basic building science training

· Over 500 person-days of training received

· At least 4 major local mass media articles published (newspapers, TV, radio)

· At least 4 exhibits at regional home shows and other relevant events

· At least 200 program-generated leads for contractors

· At least 1000 homes retrofitted at various levels of comprehensiveness (more expected)

· Estimated energy savings 2,000,000 kWh from qualified contractors in home retrofits

· Estimated peak demand savings 2000 kW minimum 

13.4.
Subcontractor Activities

Bevilacqua-Knight, Inc. 

BKi is the current home performance project’s administrator and planner and is also principal contractor on a related California Energy Commission PIER project to research and refine contractor methods for building science-based home diagnostics and retrofits, resulting in a long-term plan for statewide implementation.  BKi has a long history of activities in planning and moving energy-saving technology and practice innovations such as whole-house contracting into practical use.  BKi is the author of studies on whole-house retrofit programs for the CEC and PG&E and is active in the national Home Performance with Energy Star program. Bevilacqua-Knight, Inc. is also leading a program for the California Energy Commission’s PIER program that is developing complete protocols for home performance contractors.

Quality Assured Comfort

QAC is a multifaceted diverse consulting entity providing programmatic market transformational solutions and a prototype general contracting, HVAC and air balance company that includes interests in residential and commercial state-of-the-art home/structure as a system approaches. Specialties of focus include insulation, heating and air conditioning and balancing, windows, analysis and performance testing and energy use warranty programs.
Chitwood Energy Systems, Inc.  

One of the most respected California authorities in home energy efficiency diagnostics and comprehensive improvement; Rick Chitwood now assists Mr. Locke in all curriculum refinement, training, and field operations while he is not running his own successful home performance business in Mount Shasta. 

Solem & Associates

Solem, the current customer marketing subcontractor, will continue in that role with the assistance of Adrising as a sub-subcontractor and expert adviser on consumer marketing methods.  Solem is a major public relations and marketing consulting firm in San Francisco specializing in public programs and issues.  The firm has close ties with other related firms throughout the state, and by working with those allies can place marketing personnel for the program in virtually any city.  We will rely on that capability to carry out economical local “on the ground” activities in each program city.

13.5.
Quality Assurance and Evaluation Activities

See Tasks 7, 8, and 9.
13.6. Marketing Activities

See Task 4 and 5.

Innovative Pool Pump Technology Delivers Radical Efficiency Gains
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Projected Program Budget

500,000

$              

 

2.

Projected Program Impacts

   MWh

1,209

                    

 

   MW (Summer Peak)
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3.

Program Cost Effectiveness

   TRC

2.03

                         

 

   PAC

3.86

                         

 


4.
Program Descriptors


Market Sector:


Residential





Program Classification:

local



Program Status:


INDEE

5. Program Statement


The improved technology allows for more precise control of the motor and pump system, as it involves monitoring the pool system for optimization. Rather than running constantly or at pre-set and possibly unnecessary intervals, the new technology monitors the pool conditions and adjusts the pumping system automatically. By incorporating variable speed drive, the pumping system can be run at lower levels much of the time, reducing both consumption and demand levels.. The new system, called Intelliflo, also significantly outperforms the pool pump systems already receiving rebates through SCE. 

6. Program Rationale



Pool pump systems are a serious and growing consumer of energy in the Southern California Edison (SCE) service territory. Some studies estimate that pool pumps are the third largest user of residential electricity. With as many as 500,000 residential pools in the service territory, we estimate that pool pumps are responsible for 1.3 billion kWh per year and a potential demand of as much as 750 MW. And the demand and consumption appears to be growing, as tens of thousands of new pools are built each year. While it is very difficult to break out the number of new pools and replacement pump systems by utility service territory, we estimate that as many as 50,000 new and replacement systems are installed each year in your territory. This provides an incredible opportunity to have a significant effect on lowering utility demand and customer costs at the same time.
7.
Program Outcomes
 


To speed the market penetration of the Intelliflo variable speed drive pool pump system by offering training to pool sales companies, pool installers, service companies and pool owners so that they understand the energy benefits and savings potential available with the new system. To improve the impeller design and controller panel and reduce the cost of the Intelliflo variable speed drive pool pump system by $300 per unit within two years.

To independently test and verify energy and demand savings through the use of the Intelliflo pool pump system compared to standard systems and compared to existing systems receiving energy efficiency rebates.
8.     Program Strategy


This project is best understood if taken in two phases. The first and primary phase is the introduction of Intelliflo into the SCE market area. Because this system is more complex it requires a more intense training and verification system which is included in this proposal to ensure the highest quality results and customer satisfaction. Also, because this is a new technology, we are proposing a customer rebate program to help get the system marketed and installed. Because the variable speed drive system is not currently addressed in SCE s current rebate program, this model does not currently receive any subsidy for installation, despite the significant demand and energy savings. The marketing, training, verification and rebate program will help speed this new technology to market and provide significant benefits to this SCE program. The second phase of the program involves working toward improving the Intelliflo design and reducing the production cost. We believe that, given the support of SCE under this solicitation, the project team will be able to reduce the cost of the system so that it is within the range of current efficient systems.
9.
Program Objectives


Essentially, the goal is to reduce cost enough to achieve the price point of two speed pumping systems while delivering even greater efficiency. Additionally, because of the controller technology, it may be possible for SCE and other utilities to communicate with the pool pump systems and reduce demand during peak days, offering SCE yet another option for limiting demand on a broad scale.
10.
Program Implementation


Task 1 Implementation Timeline, Marketing Plan, Staffing Rates and Unit Pricing

These items will be reviewed and considered during contract negotiations.

Marketing materials for SCE approval

Training schedule

Training materials

List of qualified installers

Accounting of systems installed

Reports of quality control

Reports of customer service

Impeller design evaluation

Controller pod design and fabrication

Energy savings reports

Other reports as needed

Staffing  

For pricing of the Intelliflo pool pump system, we estimate that after vendor markup and installation, the cost to the customer will be approximately $1,700. 

Task 2 SCE Approved Purchase Order Kit

1. Program Procedures

a. Process Flow Diagram -

b. Process Flow Narrative

2. Scope of Work Document (Described in proposal)

a. Program Overview

b. Tasks

3. Program Budget (Attached to proposal)

Task 3

Build Tracking System

This will include the Summary Report which describes the installed projects and their savings data. The tracking system will also include the Flat File. 

Task 4

Develop Marketing Materials and Obtain SCE Approval

For the most part, Pentair Water Pool and Spa already has much of the marketing materials already created for this particular technology. These created materials will be submitted to SCE for approval and can be modified to reflect the support of SCE, CPUC and the INDEE program.

Task 5 Implement Marketing Campaign

Because of the nature of this product and sales mechanism, the marketing component is primarily directed to the vendors and installers. Fortunately, Pentair Water Pool and Spa is currently the largest provider of pool pump systems in California and has positive relationships with the majority of swimming pool installers and service companies. When implementing the marketing program, the fastest way to get the product to market is to work within existing relationships and service agreements with vendors and installers, moving through the established supply chain. Top vendors have already expressed interest in Intelliflo, and several custom installations have already been completed in California. With the support of SCE and the rebate process, the interested vendors will have the financial incentive to include the systems in their sales process.

Task 6 Enroll Customers

As stated in Task 5, the project team has a long standing relationship with vendors, sellers and installers across the country and in the SCE territory. We intend to use these relationships with vendors, sellers and installers to roll out the new pool pump system. Some of this roll out is happening, but in order to achieve significant market penetration we will need to conduct training programs in many areas of the SCE territory. 

Task 7 Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform

Program Services

This first part of this task is rather self explanatory and will be carried out by the qualified vendors and installers only after they have attended the required training programs. As modeled after the Energy Star Homes program, the project team will inspect each installer s first two installations of the pool pump system. If the systems are installed and working properly, then we will reduce the inspection protocol to every one in seven installations on a random basis. If the systems are not functioning properly, we will work with the vendor to fix any problems and follow up with inspections at the next two installations.

Task 8

Inspect Installed Jobs

The quality control objective for this project consists of several steps. In the first step, installers will not be certified to install the system until they have attended a training session on the operational characteristics of this new technology. Only upon completion will installers be eligible to participate in rebate programs provided under this solicitation. In the second step, the proposal team will send technical field representatives to inspect the first two installations of each vendor/installer. The inspection will include both the inspection of the system itself as well as a confirmation that the pool owner/operator understands how to use the system.

Task 9 Remedy Installation Issues

Pentair s warranty procedure which will be used to ensure customer satisfaction and satisfactory remedy of any installation problems. 

Task 10 Perform Customer Satisfaction Surveys

In order to manage customer satisfaction, the proposal team will implement a survey process after approval from SCE. The first phase of the survey will be internet based, where we ask the customers who have had new pools installed or gotten replacement pool pumps for their opinions on performance and quality and if they have noticed any changes in energy consumption. A second survey will be administered to vendors/installers of the systems to determine the most appropriate ways to move this technology further into the market.

Task 11 Address Customer Satisfaction Issues

We are confident that all of our customers will be extremely pleased with the service they receive from the proposal team. And all pool owner/operators will be completely satisfied with the installation and training and performance they get from their systems. In the unlikely event that a customer is not pleased we will make all efforts to determine the nature of the problem and work to a resolution of the issue. Representing the lion s share of pool pump systems installed today, it is critical that we maintain a satisfied customer base. We can assure SCE that protecting our reputation and customer satisfaction is as important to us as it is to SCE.

Task 12 Invoice SCE for Completed Jobs

As in standard business practice, the proposal team will work closely with SCE to create a useful and functional invoice system. We recognize the need to be transparent when using public benefit funds in this way. Project partners have more than 25 years of experience working directly with electric utilities such as Duke Energy, Progress Energy, Dominion, PG&E and SCE. The proposal team already has in place strong cost allocation and budgeting abilities borne through work with utilities and government agencies. These can easily be translated to match with the requirements of the SCE systems, as well as accommodating the CPUC reporting requirements.

Task 13 Perform Program Reporting

To match with standard billing processes, the proposal team suggests a monthly invoice and reporting process. The monthly report will include all the necessary information as described in Appendix D to the RFP. Additionally, once contracted, the proposal team will make available the reports, calculator, expenditures workbook, and flat files electronically via a password protected web link so that SCE staff has ready access to the project list for completed and committed projects, as well as the log of trainings and contacts.

Task 14 Program Ramp Down

In order to ramp down the project and complete all contractual activities by the end of December, the proposal team intends to halt training of new installers of the Intelliflo system by October. Those who had already been through the training process will still be supported through the rest of the year and beyond, via Pentair Water Pool and Spa distribution system. 

Task 15 Shut Down the Program

Final reports and invoices will be submitted to SCE in December. In the project closeout plan, we will be ending installer training in October and, in order to be eligible for rebates, installations must be complete and verified by November. This allows time for surveying customers to determine satisfaction and make any modifications and inspections of equipment before the contract expires.

Task 16

Respond to Miscellaneous Utility/CPUC Data Requests

The proposal team has included capacity to respond to reasonable requests for information from SCE and CPUC. Most data collection will be available upon demand via a password protected web page that should provide answers to most questions. More detailed questions and responses may require more time considerations. Based on previous work with utilities and utility commissions, we believe we can respond in an appropriate and timely manner to questions and data requests.

Task 17 Follow Up with Remaining and New Customer Issues

Clearly, the purpose of this proposal is to establish a long term and successful introduction of a revolutionary efficient pool pump system in the SCE service territory.  Because it is new and more complex technology, it currently carries a higher front end cost for both purchase and installation. However, with the support of this project, and with time for improvement, a key goal is to reduce the up-front cost of the technology through improved impeller design and controller module. We believe that, within a few years, we can produce a product that matches the performance of the Intelliflo (90% reduction from standard pool pump systems) without a significant incremental cost.

Task 18 Submit Final Program Report

As described in the RFP and in the above task discussions, the proposal team will provide SCE with a final program report that covers a variety of topics and program areas. At a minimum, the final report will include:

a - Program Achievements

b Program Challenges

c Goal Attainment

d Lessons Learned

e Program Improvement Recommendation

f Program Next Steps Proposed

i. Mainstream

ii. Continue Development

iii. End Program Concept

Clearly, this report is an important component in making decisions about whether to continue or end certain projects and evaluate performance. We will work closely with SCE to ensure that all questions and topics are covered adequately and provide the level of detail needed for SCE and CPUC coordination and reporting.
11. Customer Description



New pool construction and pump replacement

12. Customer Interface


Pool vendors and service providers

13.
Energy Measures and Program Activities 

13.1. Measures Information


Intelliflo variable speed pump

13.2 Energy Savings and Demand Reduction Level Data


See E3 Calculator

13.3.
Non-energy Activities (Audits, Trainings, etc.)


Not Applicable


13.4.
Subcontractor Activities


13.5.
Quality Assurance and Evaluation Activities


Inspections of first 2 installations As necessary

Inspections of random samples One of seven installations
13.6. Marketing Activities
  


See Program Implementation for marketing


Low Pressure R.O.
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4.
Program Descriptors


Market Sector:


Non-Residential




Program Classification:

Local



Program Status:


New


5.
Program Statement
Membrane filtration is widely used in industrial application for purification of water.  Applications include pretreatment of boiler feed water, product water such as bottled water, reconstitution of juice concentrates, and in general process water. Although the new membranes can be retrofitted into the existing filtration system, modifications are needed to the pump installation to operate at the lower pressure.  Often opportunities are lost when new membrane filters are replaced without considering the needed pump retrofit to achieve the benefit from using the low energy membrane filters.

This program will provide the technical assistance to the customers for the combined retrofit of pump and membrane filters.
Although the potential market is in the thousands across several industries, this program will target a relatively small number of facilities (25) in the food processing industry, a key industrial sector for SCE. These successfully retrofitted systems will provide a commercial proof-of-concept for industrial application in general. 

6.
Program Rationale
Membrane filtration is a widely used process with strong potential for energy savings.  With the emerging technology utilized by this program, there is a potential to greatly decrease the amount of pressure needed for filtration, providing substantial energy and demand savings.

7.
Program Outcomes
A potential program outcome is to lay a foundation for widespread commercialization and to open the door for rolling this program out to a much larger target market.

The technology also has broad energy, process, water and environmental benefits to thousands of SCE customers, providing multiple benefits.  


8.
Program Strategy

The primary drivers for this program are its streamlined retrofit opportunity, short payback and quick investment cycle (e.g., because the total costs are approximately $11,000 and will therefore not need to follow a plants “normal” budget cycle”).  In addition, a major barrier in this market is the lack of incentive for the facilities and water management contractors to upgrade during the life of the systems, because electrical cost for operation is not included in their operation agreement/contract.  This program will attempt to decrease the effect of this barrier by implementing a direct-to-plant decision makers marketing approach.

9.
Program Objectives
Objectives for the program include the installation of low energy filters in 10 dairy plants and 15 other food industry segments, reducing annual energy consumption by 1,298,892 kWh.  They also expect to reduce demand by 276 kW.

10.
Program Implementation

Task 1: Build Tracking System
Dantec will create a tracking system that will be available to SCE INDEE program management staff  This tracking system will compile program data information on measurable energy efficiency activities and expenses, and administrative and marketing expenditures.


Task 2: Develop Marketing Materials and Obtain Approval from SCE
The marketing plan and material will be developed together by Dantec and equipment vendors and will address the energy saving potential achievable through application of the low pressure membranes.  Performance data for individual membrane filtration modules will be discussed.  System modifications required for reducing pump pressure will be explained.  Examples of the three possible pump system changes will be addressed including introduction of variable speed drives to lower pump RPM, replacement of electrical motors with lower RPM unit, and modification of impeller configuration in pump.

Task 3: Implement Marketing Campaign

To implement the marketing plan, Dantec will educate the vendor sales team on the program, enabling them to sell the membrane retrofits to customers that qualify for this program.  Sales staff will use marketing brochures as well as their own materials.  Dantec and equipment vendors will develop a target customer list and a marketing schedule. By working closely with equipment vendors, Dantec will be able to reach and implement retrofits at a larger number of customers.    The program will begin with telephone contact with a targeted customer (e.g., plant or engineering manager with a soft drink manufacturer).  If the customer expresses interest, they will be sent a brochure and retrofit savings estimator tool and then followed up with a conference call and/or meeting to help the customer estimate retrofit savings.


Task 4: Enroll Customers

For customers that are interested in applying for an incentive and performing a retrofit, the Dantec-Vendor Team (the Team) will enroll customers by requiring them to sign a work order.   They will schedule an appointment with the customer to begin this process, which will involve continuing to sell the benefits of the retrofit service and to inventory existing equipment to further qualify the customer.   Vendor equipment inventory will be modified as appropriate based on this step.    Finally, the work order issued with customer authorization signature. 

As part of this enrollment process, Dantec will ensure that the customers are informed of the variety of services and other opportunities SCE and that energy efficiency other third-party programs, such as business incentives.     


Task 5: Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

The rebate application will be approved by SCE after the letter of intent (LOI) is signed by the customer, and before the work order is issued.  Based on the work order the vendor will deliver, and in most cases, install the equipment. Dantec will verify the installation and determine if the customer is satisfied with the work. They will also be responsible for taking the lead on resolving quality issues with the vendor and customer and will issue the customer rebates approved by SCE.   


Task 6: Inspect Installed Jobs   
Dantec will assign staff to inspect installed jobs and will develop an inspection checklist to guide this process.  Any deficiencies will be noted and addressed with the vendor and the customer.   Customers will sign off on completed jobs.

Task 7: Remedy Installation Issues
Dantec and the vendor team will develop specific procedures for addressing customer problems.  The procedures will involve reporting the customer problem through a complaint form and in the tracking database.  Dantec and the vendor will consult with the customer to better understand the issue, and identify corrective actions and implement them.  Remedied installations will also be re-inspected.

Task 8: Perform Customer Satisfaction Surveys 

Dantec will survey customers who have implemented the systems.  Typical questions will focus on the quality of information, timeliness, responsiveness, performance of the system, and clarity of the process. The final survey instrument will be sent to customers with a follow-up phone call. 

Task 9: Address Customer Satisfaction Issues

The Dantec program manager will review projects every other week to detect and resolve issues early.  If an issue arises, we will document it in the tracking system, assign a task manager to the issue, and contact the customer, vendor or other parties to resolve it.  Actions may include follow-up services for warranty concerns.

Task 10: Perform Program Reporting

Dantec will submit monthly progress reports together with the invoice.   These reports will include the E3 calculator or workbook, the budget expenditures workbook, and the requisite flat files generated by the contractor’s tracking system that validates the reported energy savings.  Ad hoc reporting will be providing upon request.

Task 11: Program Ramp Down

The ramp down plan will ensure that the program is shut down by December 31, 2006 and that all projects and related activities under this contract are completed.  

Task 12: Shut Down the Program

The program will be completed by December 31, 2006.  The shut down plan will specify that the vendors will be responsible for ensuring the continuation of warranty services one year from the date of service.


Task 13: Follow up With Remaining and New Customer Issues
Dantec will work on customer satisfaction issues in coordination with SCE after program shut down.  This procedure will be presented in a specific plan to be provided during the course of the contract.  Vendors will be solely responsible for hardware warranty issues after the end of the contract with SCE.
Task 14:  Submit Final Program Report

Dantec will submit a final program report at the conclusion of this program that will include program achievements and challenges, goals attained, lessons learned, improvement recommendations, “next steps” proposed, mainstreaming of the program, continued development and end program concept.

11.
Customer Description
The target customer includes non-residential customers in SCE territory, specifically soft drink and beverage, dairy and food processing plants.  
12. Customer Interface
Customer interface will include telephone contact with an eligible customer (e.g., plant or engineering manager with a soft drink manufacturer) either by Dantec or by a vendor.  If interested, the customer will receive a brochure and retrofit savings estimator, which is followed up, as appropriate, with a conference call and/or meeting with the purpose of helping the customer estimate retrofit savings. Typically, as part of this meeting, Dantec staff will conduct a technical walkthrough of the plant and process areas to answer questions and help the customer fill in any data needed to run the retrofit savings estimator tool.  From here, upon approval, installation and verification is completed.


13.
Energy Measures and Program Activities

13.1.
Measures Information & Energy Savings and Demand Reduction Level
            Data

	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	Summer Peak kW Savings per unit (kW/unit)

	Dairy processing plants
	102,930
	11.75

	Bottling plants
	 23,500
	11.75


13.2
Non-energy Activities (Audits, Trainings, etc.)

Not Applicable


13.3
Subcontractor Activities
Not Applicable          

13.5.
Quality Assurance and Evaluation Activities
Dantec will assign qualified and trained staff to inspect installed jobs.  Dantec will develop an inspection checklist to guide this process.  Any deficiencies will be
noted and addressed with the vendor and customer.  Customers will sign off on
completed jobs. 

13.6. Marketing Activities

See tasks 2 & 3.

NightBreeze EE Program
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4.
Program Descriptors


Market Sector:


residential


Program Classification:

SW



Program Status:


INDEE

5.
Program Statement
The NightBreeze Energy Efficiency Program (NEEP) Introduces and supports commercialization of the NightBreeze technology by leveraging the Southern California Association of Government (SCAG) relationships with city administrations to reach local builders and encourage them to install NightBreeze units in new residences. The objective is to mainstream this technology 
6.

Program Rationale

NightBreeze integrates HVAC with a fresh air ventilation system that saves energy, improves indoor air quality, and enhances comfort. It was designed to eliminate the need for air conditioning in mild climates and reduce the size of air conditioners in hotter climates, while providing improved indoor air quality and comfort. The system maximizes free nighttime cooling through a smart ventilation system and is ideally suited for the Southern California climate.

7.
Program Outcomes



The primary outcome of the program is to make significant inroads to mainstreaming the technology.

8.
Program Strategy



• Identify cities with high residential new construction activity

• Leverage city relationships with the developers to encourage them to install NightBreeze units – higher incentive levels will be provided to mitigate the initial performance uncertainties for the developer. NEEP will initially offer an incentive of $1500 per unit to developers. The total cost of the NightBreeze unit is $2850. Based on initial discussions with two developers, we expect the $1500 incentive to be close to the incremental cost for the measure and enough to make it an attractive proposition to the developer;

• Install 150 NightBreeze units in the targeted new residential communities – initially be installed in the “model” homes typical in a residential new construction site – which will allow all new homebuyers to review the product and ultimately choose it as an option;

• Provide extensive easy to understand literature about the NightBreeze technology in the model homes – including simple technical and financial advantages;

• Monitor its performance with the objective of documenting energy savings and to create case studies;

• Provide training to the developers to ensure that installations can be completed for future units;

9.
Program Objectives



• Case studies will be developed. The units will be carefully monitored and energy savings documented. Case studies will be developed to support energy and demand savings leading to broader market acceptance.

• Overcome market barriers. Once the results are documented, NEEP will work with city administrations and building departments to overcome builders’ reluctance and move toward market acceptance.

• Expanded installations. The $1500 incentive, which will cover incremental costs, will facilitate the installation of 150 units in the residential market.

• Energy savings and demand reduction. Because NightBreeze delivers superior cooling and dramatically reduced energy consumption, significant energy and demand savings will be demonstrated.

• Mainstream Nightbreeze into SCE’s programs. This is the primary objective of NEEP. SCE is already planning to offer Nightbreeze through the residential new construction program in 2006-2008. NEEP will introduce and commercialize this technology in 2006, and hence streamline its being mainstreamed into the SCE residential new construction program. NEEP will lead to broader market acceptance, and will help bring the NightBreeze cooling system to Southern California’s robust residential construction market.

10.

Program Implementation



Task 1. Re-assess Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order
Task 2. Assemble and Submit SCE Approved Purchase Order Kit.

Task 3. Build Tracking System.

The team will develop a  database to track the data element requirements

for the program. These include:

• The date of initial contact

• Recommendation

• Date of contract signing

• Date of installation of NightBreeze unit

• Rebate approved

• Verification/approval of installation by SCE

• Date of verification

Task 4. Develop Marketing Materials and Obtain Approval from SCE.

Marketing materials will be developed about the unit to be placed in model homes. In addition, a website, that includes cased studies and has more information about the technology, will be developed. Builders as well as home owners will have the information needed to choose NightBreeze during the purchase process.

Task 6. Enroll Customers NEEP will enlist the participation of new home developers partly through governmental leverage involving support of SCAG and approval authorities of member agencies. Training sessions with the developers and builders will help explain the product’s advantages, and the documentation of the energy savings from the initial installations will help to clarify NightBreeze’s advantages. In addition, the marketing outreach program will create a demand for the program among new home buyers. Ultimately, builders will offer the NightBreeze system as an option to new home buyers. This approach will be the basis to introduce NightBreeze to the Southern California market and begin to commercialize it to the mainstream residential market.

Task 7. Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services Davis Energy Group, designer of NightBreeze and the program’s subcontractor, will oversee the supply availability and installation of NightBreeze units. The program will:

• Work through SCAG and the cities to reach builders and developers

• Provide training session on the NightBreeze system

• Schedule installations

• Perform installation

• Verify installation and issue rebates

Task 8. Inspect Installed Jobs

An Intergy representative will visit each completed installation site, with the site visit expected to be within 15-30 days of installation completion. The representative will have a list of the units installed and will complete a verification report. The representative will visually check for any installation problems. All discrepancies will be entered into the program-tracking database, and a corrective action work order will be issued to the subcontractor. As part of the energy savings demonstration, a specific percentage of projects will be monitored to verify actual energy savings. The monitoring equipment will measure and log:

• Outside ambient conditions such as temperature and humidity;

• Interior (conditioned space) conditions such as temperature and humidity;

• Temperature control set points for unit;

• Instantaneous current, voltage, power draw, and power factor of the unit.

Data collected during the monitoring phase will be analyzed to document actual energy savings. The results of the monitoring will be used to build case studies, and the case studies will be used as marketing collateral.

Task 9. Remedy Installation Issues

Any installation issues that arise from the inspection will be noted, and subcontractors will take corrective actions. Issues and corrective action will be noted in the program’s database and reports.

• Re-inspect Corrected Jobs

Intergy will re-inspect corrected jobs and will complete a verification form.

Task 10. Perform Customer Satisfaction Surveys

NEEP will conduct follow-up customer satisfaction surveys with all participating builders and new home buyers so that evaluations may be made for the program and the contractor. Customer satisfaction surveys will be conducted so that participants may comment on the program and the contractor. Intergy may conduct surveys of installations either by mail or by telephone. The results of the survey as well as any revisits will be entered into the database management tool.

Task 11. Address Customer Satisfaction Issues

Any unsatisfactory issues from the survey will be corrected within ten working days and a follow-up customer satisfaction survey conducted. The results of the survey as well as any revisits will be entered into the database management tool.

Task 12. Invoice SCE for Completed Jobs

Invoices will be sent to SCE on a monthly basis. 

Task 13. Perform Program Reporting

On a monthly basis NEEP will submit to SCE a) the EEGA Program Workbook, b) the

Program Narrative, and c) the CSV flat files; files will be uploaded online to EEGA as per SCE’s required reporting process.

Task 14. Program Ramp Down

The NEEP program will begin ramping down by October 2006. All final projects will be underway by November 2006; completion is anticipated by December 2006.

Task 15. Shut Down Program

Program shut down will be December 30, 2006.

Task 16. Respond to Miscellaneous Utility/CPUC Data Requests

Any miscellaneous data requests will be responded to within ten working days. All program data will be archived and available to support any data requests.

Task 17. Follow Up with Remaining and New Customer Issues

Any remaining customer issues will be followed up within 30 days of program shut down. Any corrective action needed will be completed immediately.

Task 18. Submit Final Program Report

After program shut down, and all follow up issues have been completed and resolved, NEEP will submit a final report that reviews the program’s progress and NightBreeze Energy Efficiency Program Page 18 accomplishments. The report will cover:

• Program Achievements—How many NightBreeze units were installed? Were the goals met? Was the program cost effective?

• Program Challenges—What were the significant obstacles that were overcome? Were builders and developers receptive? Were buyers interested and responsive to the incentive?

• Goal Attainment—Did the program reach its goal of million kWh? Was the informational component effective? Did it finish within budget?

• Lessons Learned—Could the program have accomplished more? Were builders receptive to energy efficiency concerns?

• Program Improvement Recommendations—What improvements could have been made to help the program be more successful?

11.
Customer Description



New residential housing development

12.
Customer Interface


A marketing approach that leverages the Southern California Association of Government (SCAG) relationships with city administrations to reach local builders and encourage them to install NightBreeze units in new residences.

13.
Energy Measures and Program Activities 



13.1 
Measures Information  


Night Breeze HVAC 

13.2. Energy Savings and Demand Reduction Level Data


1013 kwh/unit 
(gross unit annual electric savings)


13.3.
Non-energy Activities (Audits, Trainings, etc.)



Not Applicable.

13.4.
Subcontractor Activities


Homebuilders (to be determined)

13.5. Quality Assurance and Evaluation Activities


An Intergy representative will visit each completed installation site, with the site visit expected to be within 15-30 days of installation completion. The representative will have a list of the units installed and will complete a verification report. The representative will visually check for any installation problems. All discrepancies will be entered into the program-tracking database, and a corrective action work order will be issued to the subcontractor. As part of the energy savings demonstration, a specific percentage of projects will be monitored to verify actual energy savings.

13.6. Marketing Activities



Marketing activities are defined in Program Implementation.

BEST Wireless HVAC Maintenance System
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4.
Program Descriptors


Market Sector:


Non-residential



Program Classification:

SW



Program Status:


INDEE

5.
Program Statement



Install and monitor a BEST System on 240 HVAC units in small to medium sized commercial buildings.  Ten BEST trained HVAC sub-contractors will install units that monitor, control, diagnose, analyzed performance of AC units and provide clients with data through the internet identifying energy inefficiencies.  

6.
Program Rationale



Typical HVAC energy management systems are used primarily on larger commercial buildings, this provides real time management control and monitoring for small commercial buildings.

7.
Program Outcomes



Energy savings will result from increased HVAC efficiencies due to BEST control, monitoring, and diagnosis as well as modeling advanced  energy efficient HVAC systems for small commercial buildings. 

8.
Program Strategy



Using HVAC contractors’ customer base to install the BEST system at no cost for the hardware will provide the customer with the incentive to incorporate the program into their facility. 

9.
Program Objectives



240 HVAC units will be installed with the BEST System by 5-10 sub-contractors.  These units are expected to deliver 468,086 kWh annual savings and 399 kW peak summer savings.

10. Program Implementation



Task 1 – Re-assess Implementation Timeline, Marketing Plan, and Staffing Rates or Unit Pricing with SCE for Inclusion in the Purchase Order

· Review proposed changes by SCE

· Submit and negotiate proposed revisions to SCE changes

· Implement agreed upon changes to the timeline (schedule), work plan, marketing plan, staffing, staffing rates and unit pricing for inclusion in the contract and purchase order kit.

Task 2 – Assemble and Submit SCE Approved Purchase Order Kit

NorthWrite will delineate the procedural steps of the proposed program and develop additional documentation as necessary to add into the purchase order or contract.  

Task 3 – Build Tracking System
Summary Report:

NorthWrite will create Summary Reports at the frequency required by SCE Program Management. NorthWrite will modify its software system to include the additional reporting metrics required for this program. 

Task 4 – Develop Marketing Materials and Obtain Approval from SCE

The NorthWrite program team will develop a number of marketing materials  as described below:


Program Flyer to HVAC Service Providers

This flyer will be developed for distribution to prospective HVAC service providers before selection to participate in the program. 

Program Brochure

This flyer will be developed for distribution by participating HVAC service providers to prospective customer participants in the program.

Press Releases

Task 5 – Implement Marketing Campaign

The proposed marketing campaign makes use of the materials produced in Task 4 and consists of several steps as shown in the diagram below.  The major steps are organized into four subtasks:

Recruit HVAC Service Providers

Train HVAC Service Providers

Marketing Meeting with Service Providers

Release Flyers and Press Releases

Task 6 – Enroll Customers

Service providers will recruit prospective customers/buildings for participation in the program and submit a customer information form for verification of qualification of the customer by the program team. The program team will determine eligibility of customers to participate by reference to this list.  Approval (or denial) of customer eligibility will be provided back to the service provider within 48 hours of submission.   

Task 7 – Install Energy Efficient Hardware, Issue Customer Rebates, and/or Perform Program Services

This task concerns installation of the BEST Wireless HVAC Maintenance system and associated tasks.  Activities are categorized into three subtasks:

· SOptimize Sensor Suite for local climate

· Install Best Wireless HVAC Maintenance System on rooftop HVAC units (RTUs)

· Technical Support

Task 8 – Inspect Installed Jobs 

Work under this task will be managed in three tasks:

· Test and Monitor Units 

· Repairs

· Data analysis

The performance of all installation will be verified remotely using the web connection to each installed system.  Testing will include:

· Verification of data collection, including sensor installation and performance

· Verification of data quality

· Verification of diagnostic tool operation

Task 9 – Remedy Installation Issues

Installation issues will be addressed in two ways:  1) if identified during customer inspection (before sign-off), the issue will be addressed immediately and 2) if found during remote testing and verification, the service provider will be asked to remedy the problem within one week or as soon as site time can be arranged with the customer.  

Task 10 – Perform Customer Satisfaction Surveys 

Surveys or satisfaction will be completed for two group:  1) the service providers participating in the program and 2) the participating customers.

Service providers will be survey with two primary objectives:

1) determine their satisfaction with the program and the way it was run

2) determine their satisfaction with the BEST Wireless HVAC Maintenance System

Task 11 – Address Customer Satisfaction Issues

Customer satisfaction with the installation is addressed in Task 7, and the customer will not sign off until satisfied with the installation

Task 12 – Invoice SCE for Completed Jobs

NorthWrite will submit invoices and supporting documentation to SCE.
Task 13 – Perform Program Reporting

Reports will directly tie-in and support the invoice submitted concurrently.  Program reporting will coincide with submission of invoices.  Main reporting will be monthly unless specified differently in the final terms of the purchase order
Task 14 – Program Ramp Down

The project team will ensure that all program activities are completed and ready for shutdown by December 12.  Most actions under this task will involve notifying service contractors at critical program points, monitoring each providers progress in completing activities, raising issues and jointly developing ramp-down plans with service providers who do not make sufficient progress towards completion, and implementing termination of participation of service providers if a service provider fails to enact the jointly developed corrective ramp-down plan.

Task 15 – Shut Down the Program

The program will be shut down on December 12, 2006.   All participating customers will be informed of the date of program termination at the time of enrollment.  One month prior to close of the program (November 10), all customers will be informed again that the program terminates on December 12.  This is particularly important because in addition to the hardware installed,  the companion service that ordinarily has a monthly fee associated with it, will end.  The customer will be informed to contact their HVAC service provider and/or NorthWrite regarding continuation of the program. 

Task 16 – Respond to Miscellaneous Utility/CPUC Data Requests

All data, analyses, and reports will be stored on servers and accessible via the web with proper security permissions.  Requests from SCE and the CPUC will be responded to by either directing the inquirer to the data on the web or by creating a database report with the requested information and sending it by email or hard copy to SCE and the CPUC.

Task 17 – Follow Up with Remaining and New Customer Issues

All program activities will be closed on December 12, 2006.  Because of the nature of this program, providing a service as well as hardware, no use of the hardware, unless arranged as described in Tasks 14 and 15 for a fee will be provided to customers after that time.  As a result, unlike many other programs, no customer issues or support needs should arise after shut down of the program.  As described earlier, customer will be directed before program shut-down to contact their HVAC service provider or NorthWrite for requests for continuation of the service (which will use the installed system hardware) after the program.

Essentially all customer issues should be addressed in Task 11.  Customer issues submitted after mid-October will not be included in the customer issues satisfaction report, which is due on October 29, but will be addressed using a procedure identical to that described for Task 11 and reported only in the final program report.

Task 18 – Submit Final Program Report

The final report will report on the following:   

a) Program Achievements

b) Program Challenges

c) Goal Attainment

d) Lessons Learned

e) Program Improvement Recommendations

f) Program Next Steps Proposed

11.
Customer Description



Small and medium commercial buildings are targeted that are not currently being served by state of the art energy management systems for HVAC.

12. Customer Interface



The HVAC contractors’ existing customer base will provide participants for the BEST system.

13.
Energy Measures and Program Activities 



13.1. Measures Information



See Section 13.2 below.

13.2.    Energy Savings and Demand Reduction Level Data


	Measure Name
	Gross Unit Annual Electricity Savings (kwh/unit)
	User Entered kW Savings per unit (kW/unit)

	Condition based maintenance for Acs #1 (new customer)
	2473.74
	2.038665

	Condition based maintenance for Acs #2 (new customer)
	2899.86
	2.185965

	Condition based maintenance for Acs #3 (new customer)
	2618.925
	2.22855

	Condition based maintenance for Acs #4 (new customer)
	1261.575
	1.783395

	 
	 
	 

	Condition based maintenance for Acs #1 

(existing customer)
	334.5
	0.4

	Condition based maintenance for Acs #2 

(existing customer)
	236
	0.4

	Condition based maintenance for Acs #3

 (existing customer)
	381.5
	0.4

	Condition based maintenance for Acs #4 

(existing customer)
	154.5
	0.4


13.3.
Non-energy Activities (Audits, Trainings, etc.)


            N/A
13.4.
Subcontractor Activities


5-10 HVAC contractors to be determined

13.5.
Quality Assurance and Evaluation Activities


Real time monitoring of HVAC units will provide continuous review of the HVAC system efficiencies by the contractor as well as NorthWrite.  A hot line will be provided for service providers in case of problems. 

13.6. Marketing Activities



Marketing activities are defined in #10 Program Implementation.

IDEEA/InDEE Future Solicitations
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1.

Projected Program Budget
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$         

 

2.

Projected Program Impacts
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3.
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1.

Projected Program Budget
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3.

Program Cost Effectiveness
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   PAC
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Note – SCE plans to conduct IDEEA and InDEE program solicitations in during program cycle.  The above budgets reflect the funding levels for these future solicitations only.
4.
Program Descriptors

Market Sector:


All

Program Classification:
Local 

Program Status:

Existing Revised

5.
Program Statement
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The competitive bid process proposed by SCE is a comprehensive and multi-faceted approach that draws from the skill, experience, and creativity of the energy efficiency community.  SCE’s competitive bid process will help to enhance current program design as well as uncover newer approaches to capturing cost effective energy savings and demand reduction for both the short and long-term.  This approach is consistent with the Commission direction to conduct a competitive bid “for the purpose of soliciting innovative ideas and proposals for improved portfolio performance”.
  Additionally, the planned competitive bid will also search and promote the latest energy efficiency technologies throughout the 2006-08 program cycle.  Although these newer program approaches and technologies may be unproven in the marketplace, SCE believes these tests are necessary to help sustain cost effective energy efficiency for the longer-term.

In order to capture cost-effective energy efficiency for both the short and long-term, SCE proposes to offer three unique types of solicitation:

· Targeted.  SCE has targeted various programs and areas which we propose to bid.  During the planning process, SCE looked to current programs which could be enhanced through improved design and implementation.  In the competitive bid, SCE will set the program criteria and seek bids which will improve overall program effectiveness through innovative approaches.  The enhancements could take on various forms such as greater outreach, improved penetration, improved coordination with other programs, or a creative delivery approach which may reduce ratepayer cost.

· IDEEA (Innovative Design for Energy Efficiency Applications).  SCE proposes to conduct a general solicitation to look for new program designs that have a real potential for cost effective energy efficiency.  The overall IDEEA portfolio must provide cost-effective energy efficiency opportunities similar to the performance of the overall program portfolio.  The winning bids must also provide installed energy and demand savings in the years they are funded.

· INDEE (Innovative Design for Energy Efficiency).  The INDEE solicitation is a search for unique and newer energy efficiency technologies and/or very distinctive approaches to capturing cost effective energy efficiency in order to create a future for the next generation of energy efficiency programs.  INDEE places much more emphasis on innovation and promotion of promising technologies and as a result the INDEE programs may be less cost effective than other programs in the portfolio.  The INDEE solicitation proposal is borne from SCE’s current experiences with the 2004-05 IDEEA solicitation.  SCE found a number of interesting program designs typically promoting the application of emerging technologies.  Although these technologies had proven their technical feasibility through lab testing and individual showcasing, it was not clear whether, and if so where, their application was feasible in the marketplace.  In addition, many of these proposals were very costly to implement and/or had very weak potential for short-term cost effective energy and demand savings.

Each of these solicitations will be conducted during calendar year 2005 to allow for program implementation beginning 2006.  For IDEEA and INDEE, SCE proposes to conduct additional solicitations during the three year program cycle.  This will allow SCE to continue to identify the latest program concepts and technologies in order to constantly improve and enhance the overall program portfolio for the longer-term.

SCE/SCG PAG and Public Workshops – Recommendations
Stemming from the PAG recommendations, IDEEA program planners have addressed and built into the program design the following:

· Targeted bidding approach –solicitations will be targeted for these specific programs.

· Two-stage bidding approach – The two-stage bidding approach will be used to solicit abstracts (Stage I) and proposals (Stage II) as a way to reduce expenses for administrators and bidders.

· Encourage bidders to present program designs to promote identified technologies – Under the INDEE umbrella program, technologies and concepts that show promise will be identified and subject to directed solicitation.

6.
Program Rationale

Program Portfolio Solicitation and Administration

The proposed solicitation builds upon SCE’s 2004-05 IDEEA solicitation.  The marketplace is a fertile source of new and innovative ideas to enhance the overall energy efficiency program portfolio. SCE proposes the continuation of IDEEA to find, fund, and test the best of these ideas from the marketplace and to provide the opportunity to “mainstream” them into the overall SCE-managed portfolio of proven, successful, and reliable programs.  SCE’s objective is to ensure that the Commission’s energy and demand savings goals are achieved through the installation of cost effective energy efficiency.

Promoting a significant source of program innovation

SCE proposes to seek out interested organizations that have special knowledge and experience or different links to some of our customer that permit them to promote installation, reduce market barriers, and effective use of energy efficient options through innovative ways.  Through a well-advertised general solicitation, SCE will seek organizations that may find ways to “mine” energy efficiency to targeted customer segments and/or promote a promising technology.

Covering possible gaps in the SCE portfolio
SCE’s comprehensive energy efficiency portfolio provides a broad coverage of market and customer segments, program approaches, and energy-efficient technologies.  However, as demonstrated in the 2004-05 IDEEA programs, winning bidders where able to design boutique programs that targeted niche markets.

Under the targeted market approach, SCE will encourage participation from those market segments and sub-segments with greater potential for energy efficiency. As indicated in Figure 1 below, in the residential market
, the greatest potential for energy efficiency can be prioritized by refrigeration, lighting, pool pumps, cooling, and other. In addition, when analyzing the potential for emerging technologies, cooling is identified as the greatest potential for future demand and energy savings.  Lighting in the residential market is another example of a possible gap in the energy efficiency portfolio. Although SCE’s and third-party providers’ lighting programs have been extremely successful, studies
 indicate that in California, only a small percent of lighting products sold and used are compact fluorescents lights (CFL), thus there is a huge potential to expand this market and for energy savings.  Many of the energy efficiency programs offered by California’s investor-owned utilities have caused California CFL sales to begin outpacing the rest of the nation. The barrier for many customers to use CFL is typically the higher initial cost, limited availability and quality concerns.

Figure 1.

Residential Market Economic Potential
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In the commercial market, shown on Figure 2 below, the greatest potential for energy efficiency can be prioritized by lighting, refrigeration, cooling, office equipment, and ventilation.

Figure 2.

Commercial Market Economic Potential
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7.
Program Outcomes

The desired program outcome is to capture cost effective energy savings and demand reduction opportunities for both the short and long-term that help the overall portfolio achieve the targets, both annual and cumulative, as set forth by the Commission. The first step to achieving this desired outcome is to successfully solicit, select, and award program under each solicitation in time for implementation beginning 2006.

SCE will conduct multiple solicitations throughout most of the three-year program cycle. Each of the solicitations has specific desired outcomes.  The following is a list of those preferred outcomes.

Specific outcomes for the program elements are:

· Targeted

1. Early start of the solicitation process to allow implementation in January, 2006

2. Complete program and contractor selection by November, 2005

3. Implement multi-year programs that typically run from two to three years

· IDEEA

1. Early start of the solicitation process to allow implementation in January, 2006

2. Complete program and contractor selection by October, 2005

3. Select innovative boutique programs that serve to complement SCE’s portfolio

4. Attempt to “mainstream” successful program concepts or parts of programs concepts into SCE programs as early as the 2007 program year, after proper evaluation 

5. Implement multi-year programs that typically run from two to three years

6. Perform another round of solicitation in 2006 for implementation in 2007

· INDEE

1. Early start of the solicitation process to allow implementation in January, 2006

2. Complete program and contractor selection by October, 2005

3. Find, fund, and test emerging technologies that would otherwise be too expensive for smaller organizations to commercialize

4. Have an annual solicitation for pilot programs to test new technologies or non-resource concepts

5. Attempt to “mainstream” successful program concepts and/or technology into SCE programs as early as the 2007 program year after proper evaluation

6. Perform subsequent annual solicitations in 2006 and 2007

7. Implement targeted solicitations for identified technologies and encourage bidders to present program designs to promote those technologies

8.
Program Strategy

For the Targeted programs, will require less time because the targeted market sector, technology or strategy is predetermined thus allowing for a shorter solicitation process.  For IDEEA and INDEE, SCE plans to implement the full IDEEA solicitation to caste a wide net in an effort to capture all program and technology types.  

Two-Stage Approach
The two-stage approach was a recommendation from a 1999 study
 that enables organizations to submit program abstracts as a precursor to a full proposal.  Prospective bidders will not be burdened with the cost of developing a full proposal.  Also, the two-stage approach allows SCE the ability to evaluate more program concepts in a more efficient manner. This two-stage approach also allows a comprehensive solicitation that explores all program design ideas and technologies.  As part of the public workshop process, many public members like the two-stage process and encourage the IOUs to propose this approach.

Staggered Implementation

All three solicitations (i.e., Targeted, IDEEA, INDEE) will have different solicitation and implementation schedules.  This will allow potential bidders the opportunity to participate in more than one solicitation throughout the program cycle.  Additionally, the staggered approach allows SCE the flexibility to shift program funds as needed to programs that perform beyond expectations or to pull funds from programs that perform below expectations.  Each solicitation has different selection, implementation, and funding guidelines.

Targeted.  In general, Targeted programs will be implemented throughout the three-year program cycle.  Budgets will be pre-determined as part of the open solicitation.

IDEEA.  Typically, IDEEA programs will be implemented during a two-year period within the three-year program cycle.  The program award values may range from $500,000 up to $3,000,000.  The first round of solicitation and implementation will be for the 2006 to 2007 program cycle, and the second round of solicitation and implementation will be for the 2007 to 2008 program cycle.  Allowing for enough time for implementation, the solicitation starts six months prior to the intended implementation date.  For example, 2006 programs will be solicited in June, 2005, and 2007 programs are solicited in June, 2006.  To ensure complete program shut down, each program cycle will allow for ramp-down as long as six-months before the end of that cycle.  This effectively suggests a program effective run time for customer participation, from start to close, of one and a half years.  Since these programs are of different nature and different customer segments, there will not be a perceived gap or downtime in between program implementation dates.

INDEE.  Programs selected through this solicitation will have shorter durations.  Serving as a test bed for new technologies or concepts, these contracts will typically be for one-year or less with smaller budgets typically running from $300,000 and no larger than $500,000.  However, if some programs find promise, SCE may extend the program term and budget to test the program’s potential for mainstreaming into the program portfolio.

Mainstreaming
For programs that show potential for mainstreaming into one of program portfolio, SCE may elect to merge these concepts or technologies before the conclusion of their implementation period.  If a greater demand is determined that is beyond the capability of the contractor or their program design, SCE may elect to shorten the program and its contract and mainstream the technology or concept.

Programs from the 2004-05 IDEEA that show promise but need more development either in technology, marketing, or implementation will be encouraged to bid for the this upcoming program.  The evaluation criteria will have a subcategory that favors these prior program designs and concepts that show promise and needs continuation of development.

9.
Program Objectives

A. Achieve cost-effective energy and peak demand savings
The focus will be on proposals that provide cost-effective, energy savings and peak demand reductions for both the short and long-term.

B. Filling gaps and adding best practices
Winning proposals may complement or fill market niches and technology gaps, in the overall portfolio and/or offer best practices not incorporated in particular programs in the portfolio.  Program implementation participants, in addition to the participants from a broader base, will include specific segments such as manufacturers, energy services companies, consultants, energy management system contractors, lighting contractors, and mechanical contractors. As an example, specific market sub segments such as:  (1) commercial office market through asset managers; (2) pharmaceutical/biomedical facilities through design-build contractors; and (3) refrigerated warehouses and produce packing houses present a significant opportunity for energy and demand savings in the short and long-term.

C. Coordinating programs in SCE’s portfolio for maximum effectives
The winning proposals will be implemented by the bidders with SCE active support.  Wherever feasible and desirable, coordination among programs will be facilitated by SCE to provide maximum effectiveness of these programs that complement SCE’s services or other third-party program services.

10.
Program Implementation

The solicitation process incorporates the two-stage (Stage I abstract and Stage II full proposal) approach tested effectively in two solicitation rounds of SCE’s 2004-05 IDEEA Program.  The full solicitation process involves multiple steps with multiple review loops by SCE management that allow for process checks and to ensure the solicitation process moves forward and for best portfolio fit that meets SCE’s long-term energy efficiency plan.  In addition, the newly formed Peer Review Group (PRG) will have a chance to review SCE’s solicitation process in an oversight role.  Below are the steps in this solicitation process.  Illustration of the complete process is in Table 1C.

Table 1C – IDEEA RFP Process Flow (Solicitation Process)
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Solicitation Process

I. Pre-announcement – A pre-announcement will be sent to all energy efficiency providers, engineering firms, consultants, government organizations, and non-profit organizations.  This wide network will notify the availability for SCE’s programs for competitive bid solicitation.  These organization contacts will be encouraged to share and forward program information to ensure the widest coverage.  SCE understands that through time, key decision makers and contacts for these organizations change.  This pre-announcement allows for this information update and a list of new e-mail notification address for the forthcoming solicitation announcement.  In addition, SCE’s website will link to an announcement page for prospective bidders for the Targeted, IDEEA, and INDEE programs.  SCE will work with the CPUC to create a direct link to the CPUC website.

II. Solicitation (RFP announcement and release) – The beginning of this sealed bid process starts with an official notification.  This two-stage process includes an abstract submission (Stage I) and a full proposal submission (Stage II).  This process allows SCE to cast a wide net on Stage I to receive as many program abstracts or concept papers without having to burden prospective bidders with writing a full proposal.  The solicitation list will be from the original pre-announcement and additions to that list, as a result of the mass mailing.  

III. Abstract Submission (Stage I) – Due to the expected large volume of abstracts, the evaluation will be fairly subjective with a high level review of program concepts.  SCE program managers, analysts, and engineers will review abstracts.  Recommendations are submitted to portfolio managers.  Selected abstracts will also receive technical energy savings review from SCE’s engineering group.

The abstracts must follow a SCE recommended format and must cover the proposed concept’s target market, proposed ways of achieving goal (energy savings for resource programs or non-energy savings milestones), technology offering (for resource programs), program innovation, program budget, and metrics of the proposed goal.  Selected Stage I bidders will be notified of selection and asked to develop a full proposal based on the concepts of the abstract.

IV. Proposal Submission (Stage II) – The proposal submission for all programs is aided by a web-based submission of the soft copies of the proposals and its attachments.  The hard copies are still submitted to SCE, but the soft copies are uploaded into a system that provides content validation documentation completeness.  This central repository allows SCE to model a certain portfolio program mix that meets the utility needs and delivers cost-effective customer- based programs.

The proposal review process involves a complete evaluation of each proposal with the illustrated evaluation criteria proposed (Example 1D, below).  Evaluation teams are organized with each team comprised of program management, marketing, and design and engineering members.  This ensures an evaluation on all aspects of the program and evaluation category scores are negotiated between team members.  In addition, a cost effectiveness and budget evaluation is done as part of the process.  The proposals are ranked from high to low and certain evaluation categories such as energy savings realization is taken into consideration.  This ranking is presented to management (portfolio managers) for determination of program suitability.  The relationship of the RFP phases, review loops, and evaluation teams are illustrated below (Table 1D).

Table 1D – Evaluation Process

[image: image36.wmf]Review Loops

Phases

SCE Teams/

Actors

Abstract

“Stage I”

2), 3), 5)

Full Proposal

“Stage II”

1), 2), 3), 4), 5)

Portfolio

Management

2), 5)

- Preliminary

- Management Review

- Final Scores

1) Marketing

2) Program Management

3) Design and Engineering

4) Measurement and Evaluation

5) Portfolio Managers

EVALUATION PROCESS


V. Program Portfolio – The portfolio managers evaluate the reviewed program proposals and hold an open discussion with the review teams.  This open forum is designed to discuss the strengths and weaknesses of each program design and how it may fit into SCE’s overall portfolio.  Any proposal discrepancy, changes, and suggested improvements are noted and if selected for implementation, these suggested changes are incorporated by the bidder into the program design.

Evaluation Process and Criteria

The evaluation process is a series of “review loops” for Stage I and Stage II.  Evaluation teams that consist of marketing, program management, engineering, measurement and evaluation, and portfolio management, provide input at certain phases of the process.  This ensures that the teams’ evaluation is conducted under the portfolio manager’s oversight.  It is the task of the portfolio managers to ensure that the program designs and technologies all fit in SCE’s overall vision of energy efficiency.

Portfolio Management
Targeted programs are managed in the pre-determined areas of the portfolio.  Portfolio management for IDEEA and INDEE requires managers to look for programs that may target market and technology niches that the current portfolio programs, through its existing delivery channels, may not be able to penetrate.  In addition a balance is sought for the following:

· Distribution of residential and nonresidential programs,

· Program delivery mechanism (incentive, direct install, etc.), and/or 

· Customer education delivery mechanism.

Staff and Subcontractor Responsibilities
The SCE directly manages all of the component programs under the Targeted, IDEEA, and INDEE.  SCE’s task is to facilitate these program contracts and provide needed guidance, assistance, and direction.  SCE’s administrative duties include various tasks such as:

· Tracking and reporting to the Commission the status of activities and goals

· Making payments to the component program contractor

· Assisting in resolving issues among solicited programs and across the program portfolio

· Coordinating program activities with other SCE programs and non-IOU programs

11.
Customer Description

Customer Description
This program applies to all residential and nonresidential customers within SCE’s service territory.

Customer Eligibility
In terms of bidders, all entities able to meet or successfully negotiate SCE’s standard terms and conditions are eligible to submit proposals for this program.  In terms of customers eligible to participate in the winning proposals, all customers who meet project-specific criteria and who are distribution customers of SCE are eligible.

Customer Complaint Resolution

Bidder Questions and Complaints – All bidder inquiries and concerns related to SCE’s solicitation process, commercial and contractual terms, or the purchase order contracts are directed to SCE’s procurement agent.  With regards to issues of program design or implementation, SCE will provide assistance to the bidder.

Customer Questions and Complaints – Customers concerns and questions regarding any IDEEA component program projects will be directed to SCE’s IDEEA program manager.  The program manager will involve the component program contractor in developing an effective response based on the contract terms and SCE policy.  If a dispute arises and the program manager cannot resolve it, the issue will be brought to the attention of the next level of utility management, so that additional SCE resources can be brought in to resolve the issue.

12.
Customer Interface

In terms of the umbrella programs, the program is presented to prospective bidders through mass e-mail distribution, web announcement, industry newsletters, and various industry contacts.  Once component programs are in place, communication between SCE and contractors will be through each program’s assigned SCE program managers.

For SCE customers, methods will vary with the program selected.  SCE will provide advice and support in the development and use of these methods, when requested by the program contractor.

13.
Energy Measures and Program Activities

13.1.
Measures Information

For targeted programs, the known measure details, energy savings, and corresponding budgets are discussed in their respective program implementation plans.  For IDEEA and INDEE programs, the measure information and program activities are not known until program proposals are received from prospective bidders.

13.2.
Energy Savings and Demand Reduction Level Data

Energy savings and demand reduction information provided in corresponding portfolio workbook.

13.3.
Non-energy Activities (Audits, Trainings, etc.)

SCE’s non-resource programs under the Targeted element are found in their respective programs.  For IDEEA and INDEE, the activities will not be known until the winning proposals are selected.

13.4.
Subcontractor Activities

As mentioned under program implementation, subcontractors are the winning bidders.  These program implementers will have the primary implementation responsibility for:

· Identifying target customers and conducting marketing activities 

· Managing internal staff or contracting and managing subcontractors to carry out program work 

· Coordinating with SCE on energy efficiency training seminars or workshops 

· Meeting established goals and performing the work specified in the contract

· Documenting expenditures and program activities 

· Resolving customer issues

13.5.
Quality Assurance and Evaluation Activities

13.5.1.
Expected Number/Percent of Inspections (planned percent of projects)

The planned inspection rates will range from 5% to 20%, depending on program design.  Programs implementers that perform 100% inspection on their subcontractors before payment for work completed can be inspected by SCE at a rate as low as 5%.  

13.6.
Marketing Activities

Outreach for the open solicitation is discussed in previous sections.

14.
Program Changes

At the end of 2005, SCE completed its first round of program solicitations in support of the 2006-08 energy efficiency program cycle.  The first round included all targeted solicitation as well the first of two IDEEA and the first of three InDEE program solicitations.  SCE will conduct the next round of IDEEA and InDEE solicitations during the 2006 calendar year with implementation targeted for 2007.   SCE also plans to conduct the remaining InDEE solicitation in calendar year 2007 for implementation in 2008.
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What’s New for 2006-08?


Innovation


Offer 3 types of competitive bids


Include a 2-stage proposal to reduce expenses for administrator and bidders


Special solicitation to promote next generation of energy efficiency technologies








� Not all of the categories in the Program Plans template applied to Statewide Marketing and Outreach Programs.


� Demand Responsive Hardware and Tariffs:  California’s Vision and Reality presentation, ACEEE Summer Study; August 2004; Art Rosenfeld, Karen Herter, Dave Hungerford, Mike Jaske, Pat McAuliffe, Mike Messenger, John Wilson


� SCE Report on Interruptible Load Programs and Demand Response Programs for May 2005


� Ian Walker Presentation on 2008 T-24 Standards Development; May 16, 2005


� Home Energy Online; EPA reports 72% air conditioners incorrectly charged; Nov/Dec 2000, page 1


� CEC PIER Report:  Instrumented Home Energy Rating and Commissioning, Max Sherman, Iain Walker, Craig Wray; page 17 and Attachment I: Guidelines for Residential Commissioning; February, 2004


� Hashem Akbari, Improved Materials for Cooler Roofs:  LBNL Fall Newsletter, 2005


� National Association of Home Builders Research Center, Advanced Framing Techniques: Optimum Value Engineering (OVE); Toolbase website 2005


( The bidder, all rights reserved, 1995.


� Demand Responsive Hardware and Tariffs:  California’s Vision and Reality presentation, ACEEE Summer Study; August 2004; Art Rosenfeld, Karen Herter, Dave Hungerford, Mike Jaske, Pat McAuliffe, Mike Messenger, John Wilson


� SCE Report on Interruptible Load Programs and Demand Response Programs for May 2005


� Ian Walker Presentation on 2008 T-24 Standards Development; May 16, 2005


� Home Energy Online; EPA reports 72% air conditioners incorrectly charged; Nov/Dec 2000, page 1


� CEC PIER Report:  Instrumented Home Energy Rating and Commissioning, Max Sherman, Iain Walker, Craig Wray; page 17 and Attachment I: Guidelines for Residential Commissioning; February, 2004


� Hashem Akbari, Improved Materials for Cooler Roofs:  LBNL Fall Newsletter, 2005


� National Association of Home Builders Research Center, Advanced Framing Techniques: Optimum Value Engineering (OVE); Toolbase website 2005


� D.05-01-055, Section 5.2.1, p.94.


� Documentation of Energy Efficiency Potential Estimates, KEMA-XENERGY Report, pp. 31-40, July 12, 2004.


� A 3.3% saturation of CFLs to total lamps sold is indicated in the California Lamp Report, 2001, Volume1. 


� Evaluation of the Third Party Initiative Program, Final Report, Quantum Consulting, June 10, 1999. In addition, in preparing this program, SCE reviewed other IOUs and NYSERDA’s approach as well as receiving input from the Program Advisory Group (PAG) and selected stakeholders to Third Party Programs.
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