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Section I.
Program Overview

A.  Program Concept

The Time-of-Sale Home Inspection Information Program (TOS program) managed by GeoPraxis, Inc. is a continuation of the innovative and highly successful Time-of-Sale Home Inspection program funded by the California Public Utilities Commission (CPUC) for Pacific Gas & Electric Company (PG&E) in 2002 - 2003, and Southern California Gas (SCG) and Southern California Edison (SCE) in 1999 - 2001.  The program targets the core participants in the existing home “time-of-sale” market event:  consumers (including single-family, multifamily and hard-to-reach audiences), home inspectors, and real estate professionals.  The overarching goal of the program is to overcome current market barriers to access reliable and impartial information on the energy efficiency of an existing home at the time it is sold.  Specifically, the program (1) educates all three targeted groups about the financial, comfort, safety, and environmental benefits of an energy efficient home, motivating consumers to act
; (2) trains inspectors to provide, and real estate professionals to recommend that their clients get an energy audit at the time-of-sale; and (3) provides consumers with free low cost measures and critical time-of-sale tie-ins to the energy efficiency rebate and financing programs of the Investor Owned Utilities (IOUs), third-party program providers and other organizations (e.g., EPA Energy Star®). Over the next two years, the program will continue to achieve these goals through a broad and synergistic range of marketing and outreach strategies including industry-approved training curricula; printed educational materials; collateral materials (in English and Spanish), print advertising (real estate sections of newspapers and real estate industry periodicals); public relations; events; a comprehensive website with resources serving all three targeted groups; two quarterly electronic newsletters (one for home inspectors; another for real estate professionals); and crucial partnerships with hundreds of businesses, government and nonprofit organizations. This program delivers an increasingly well-known, concise and compelling message: “Call for an EnergyCheckup before you buy, sell, or remodel.” The 2004-05 effort will continue to build on the successes and momentum of the past four years, focusing on innovative new marketing and outreach activities targeted to each key group, and ultimately resulting in a self-sustaining market for time-of-sale energy audit services that will dramatically speed the penetration of energy efficient products and behaviors into the existing home sector.

B.  Program Rationale

Time-of-Sale: The “Golden Hour” for Improving the Energy Efficiency of Existing Homes

In the vast existing home sector, the time-of-sale period is the “Golden Hour,” a time when influencing the homebuyer (or seller) can result in significant energy efficiency home improvements and upgrades that reduce consumer energy consumption and peak demand. Within the first 12 months following a sale, new homeowners frequently replace and upgrade systems and components that directly affect the home’s energy bills and load profile. For higher income buyers, 90% of home improvements are made in this time period. Overall, 25% of spending in the first 2 years is for replacements – appliances, windows, HVAC and water heating systems, etc. Another 25% is spent on interior changes and additions. Clearly, if these homeowners can be influenced to make wiser choices and purchases in these areas, major energy savings and demand reductions can be achieved.  When a prospective California homebuyer decides on a particular home, over 75% pay for a professional home inspection, primarily to uncover any possible deficiencies in the home prior to closing the transaction. The inspector, who generally has considerable experience in home systems and construction, physically inspects the major components of the home – roofing, structural, HVAC, etc. – and supplies the buyer with a written report detailing the condition of the components and identifying items in need of maintenance, repair, or replacement. This process typically takes 2 to 3 hours, based on the size of the home. By investing a small incremental amount of time while they are already on-site, an EnergyCheckup certified inspector is able to gather the additional information required to complete an energy audit. As impartial third parties — the most trusted professional in the real estate transaction process — home inspectors are the ideal market actors to deliver energy efficiency recommendations to California’s electric and gas ratepayers.

The Evolution of the Time-of-Sale Program

Since 1999, GeoPraxis has run the highly successful Time-of-Sale Home Inspection Program under “third-party initiative” funding from Southern California Gas (SCG), Southern California Edison (SCE) and the CPUC.
  Based on the initial success of the program, SCG increased funding in 1999 and renewed the program in 2000.  Also in 2000, Edison adopted the program for delivery in their service area. Subsequently SCE approved a modified program design that was implemented under Summer Demand Initiative funding in 2001.  In 2002, the CPUC authorized extending the program to the service area of Pacific Gas & Electric through 2004.  

Initially the program paid an incentive of $35 to home inspectors to perform the time-of-sale energy audits. This approach was phenomenally successful, generating over 27,000 Energy Efficiency Home Inspections in Southern California alone (i.e., roughly 1,000 audits per month). This achievement represents more than all state pilot HERS programs in all of 1998 combined.  The program achieved an estimated 24% market share of SCG service area home inspections in 1999, and since then thousands of referrals to the utilities’ rebate programs have been generated. Unfortunately program funding was ended in Southern California in 2001 without proper preparation for an orderly transition to a market sustainable, fee-based service. Many inspectors who were prepared to begin offering the service for a modest fee were extremely disappointed when the servers were disconnected after the program shut down.  

Under the 2002 – 2003 PG&E area local funding, the program eschewed a direct per audit incentive in favor of a “new value-added service” oriented approach to energy inspections.  Much of GeoPraxis’ work over the past two years has been dedicated to perfecting the new training and marketing infrastructure needed to support this fee-for-service system.  The main challenge has been to restore home inspectors’ confidence in the viability and continuity of the EnergyCheckup service after the previous disruptions caused by the discontinuity in funding. In Northern California, the program was redesigned to provide inspectors with the sales aides, point-of-sale marketing materials, and the technical and marketing support they need to effectively sell the benefits of the service to their clients and real estate agents.  

While it is still too soon to realize the full impact of the 2003 efforts, preliminary indications are very promising. Though the number of audits completed to date is still relatively small, inspector response to the trainings has been excellent and the new program concept appears to be proving out nicely.  Several pioneering independent inspectors have begun routinely performing the energy inspections for their clients (some as an included item in their inspections; others as an up-sell service).  Even more promising, a number of high volume, multi-inspector firms report that they are preparing to integrate EnergyCheckup into their regular business processes.  

Given these encouraging developments, and especially the recent testimonials collected from real estate professionals, the time has finally come to focus the CPUC-funded activities on the main remaining challenge:  Low awareness of the availability and benefits of a time-of-sale energy audit among consumers and real estate agents.  Therefore, for 2004  -2005 we propose to transform the TOS program once again, continuing to build on our past successes, but this time moving beyond the development of enabling infrastructure, to instead deliver a coordinated marketing and outreach campaign aimed at real estate professionals and the clients they serve.  

With this proposed re-implementation of the TOS program, California will continue making progress toward bringing impartial energy audits at the time-of-sale to the existing residential mass market.  California ratepayers through the CPUC-administered public goods charge have already invested over $3 million dollars in the TOS program to get to the stage we are at right now.  With so many inspection firms reporting that they are preparing to adopt time-of-sale energy audits, now is certainly the time to aggressively promote  – not interrupt – this historic market transformation.  

Program Activities and Successes in 2003

Over the past year, the TOS program has completed the following milestone achievements:

· Augmented the EnergyCheckup Certified Energy Inspector Training Curriculum to include the energy efficiency assessment of modular (mobile) homes and multi-family units
.

· Created a new sales training module to augment the EnergyCheckup Certified Energy Inspector Training Curriculum

· Recruited and trained over 140 home inspection professionals to be able to provide and sell energy inspections in conjunction with the home inspections they perform. 

· Taught inspectors to use advanced diagnostic tools (Measuring wheel, Sling Psychrometer, blower door, duct blaster) and powerful web-based software to produce the EnergyCheckup Report.

· Implemented the new EnergyCheckup™ Field Audit Software, and trained inspectors to use it to more easily submit the energy audit data collected in a Microsoft® Word document
.

· Conducted market research with inspectors and real estate professionals to identify EnergyCheckup hot button benefits, sales and marketing strategies, critique promotional campaign concepts and collateral materials, solicit testimonials, etc.  

· Created and distributed to home inspectors a PowerPoint presentation and a new brochure targeting real estate professionals with messaging that emphasizes how an EnergyCheckup can help them close a sale

· Created and distributed to home inspectors new consumer-targeted marketing materials (“Homeowner Energy Alert” brochure, Sample Report, “Free” and “20% OFF” coupons, etc.) 

· Designed and executed promotional campaigns (distribution of Spanish language brochures at Univision events; distribution of brochures and coupons at the California Association of Realtors Expo 2003, etc.) to promote the TOS program.

· Exhibited at one conference of the Residential Energy Services Network (RESNET) and two conferences of the California Real Estate Inspectors Association (CREIA) to build awareness of the TOS Program

· Attended numerous chapter meetings of the California Real Estate Inspectors Association (CREIA), the American Society of Home Inspectors, and the American Institute of Inspectors to build awareness of EnergyCheckup training seminars (and enhance credibility after the earlier discontinuation of program funding)

· Updated the EnergyCheckup™ Website to contain new messaging, and reflect the wide range of rebate and financing programs currently available to consumers in their local area.  

· Overhauled the text and format of the EnergyCheckup Report, making it easier for clients to review, understand and implement the energy conservation measures recommended.

· Worked extensively one-on-one with several highly motivated, pioneering inspectors and several major inspection organizations to integrate the energy inspections into their business processes.

· Filed a proposal with the Department of Building Inspection in the City and County of San Francisco to integrate the EnergyCheckup curriculum with the City’s own mandatory home energy inspector training and certification process

· Filed testimony on the California real estate and home inspection industries at a public hearing on existing home energy efficiency policy administered by the California Energy Commission’s AB549 Project.

· Provided start-up and ongoing technical support to home inspectors who had trouble getting started with the new web service

· Implemented a web-based, free measure order and fulfillment process that allows eligible consumers to review CPUC-required terms and conditions and request a variety of free items (e.g., compact fluorescent lights, faucet aerators, and/or low flow showerheads).

In addition, a number of “Hard to Reach” (HTR) goals have also already been achieved:

· The EnergyCheckup™ Server Software evaluates multi-family and mobile homes.  Currently, 11% of total audits performed are either multi-family or mobile home.

· The EnergyCheckup™ Certified Energy Inspector Training includes material on evaluating multi-family and mobile homes.

· The EnergyCheckup™ Report and cover email are available in a Spanish version.

· 6 of 12 inspector-training classes were delivered in designated HTR geographic areas.  52% of total trained were in one of these “hard to reach” areas.

· The “Homeowner Energy Alert” consumer brochure has been created in both Spanish and English.  15% of these brochures were printed in Spanish.

· The Energy Audit Receipt/Free Items Card is available in Spanish and English.

· The EnergyCheckup Report Sample is printed in Spanish and English. 

For the 2002-2003 CPUC funding cycle, the TOS program has been very successful in promoting an emerging web service technology; providing industry-approved training to home inspectors; disseminating highly site specific energy efficiency information; identifying inspector motivators; and providing the very first customer paid time-of-sale energy audits.  Program activities for inspector training, hard-to-reach customers and marketing have all exceeded expectations.  As a result of all these efforts, market transformation is starting to occur:

· Several sophisticated ‘early adopter” inspectors have begun offering the service, proving that the program concept works.

· Many other home inspectors have said that they will offer energy inspections as soon as they have the requisite time to incorporate the service into their business practices

· Home inspectors within Northern California have a significantly increased awareness of energy inspections.

· EnergyCheckup™ has achieved an excellent reputation throughout the California home inspection industry.

· Over 130 home inspectors have been trained throughout the Pacific Gas & Electric Company (PG&E) territory.  Almost all of the trained inspectors have expressed their intention to offer energy inspections.

· Four major home inspector trade associations active in California recognize the value of EnergyCheckup™ energy inspections.

· Two major inspection associations have recognized the TOS program training by awarding continuing education units to home inspectors for their attendance in the classes.

Evidence of Continued Demand for Program

Our newly trained “army” of 130 home inspectors has indicated loud and clear that they wish to offer the energy inspections as an extension to their home inspection services.  Their recent training has kept their new building science and energy efficiency knowledge fresh in their minds.  As inspectors prepare to enter their slower season, many report that they are eager to log the hours needed to improve their skill with collecting and entering the energy audit data as well as plan and enhance their sale activities.  At the recent California Real Estate Inspection Association (CREIA) conference, 49 inspectors visited the booth directly (12% of the conference attendees), and 16 inspectors received sales or technical re-training.  19 inspectors signed a waiting list, requesting that a full training class be provided.  Over the next few months, many inspectors plan to integrate the energy inspections into their business processes.

In addition to the many sole proprietor home inspectors who make of the bulk of the industry, two major accounts have stepped forward and embraced the energy inspections as a component of a standard home inspection.  One company is a multi-inspector firm based in Silicon Valley; another is a major franchise operator with numerous licensees based throughout the United States and Canada.  Currently, they are endeavoring to build the energy inspection into their standard process and marketing.  A third home inspection company with a presence in multiple states is preparing to provide the energy inspections to one of their best clients, a major real estate company with a widely admired package of services that includes pre-listing home inspections.

Most recently, discussions with REALTORS® and other real estate professionals have elicited some very positive responses.  Based on this feedback (and indeed several testimonials), we are confident that given sufficient time, real estate professionals who are properly introduced to the EnergyCheckup service can be educated to understand how energy inspections can be placed in the home sales transaction without negatively impacting the success of the sale.  Within a week of this writing, the TOS program team will undertake a major outreach initiative to extend on this success, exhibiting at the California Association of Realtors 2003 statewide exposition.

C.  Program Objectives: 2004 - 2005

The overarching goal of the Time-of-Sale Home Inspection Information Program is to overcome current market barriers to getting reliable and impartial information on the energy efficiency of an existing home at the time it is sold. To meet this goal, the specific objectives of the program will be to:

1. Overcome the public’s lack of information on the availability and benefits of an energy audit performed by a certified energy inspector at the time-of sale.

2. Overcome the unavailability of a training program to teach real estate professionals’ the benefits of a voluntary energy audit performed by a certified energy inspector at the time-of sale.

3. Overcome real estate professionals’ lack of information about how both they and their clients can benefit from an energy audit performed by a certified energy inspector at the time-of sale.

4. Overcome the unavailability of market-sustainable time-of-sale energy audit training alternatives by training new inspectors who wish to become “EnergyCheckup Certified Energy Inspectors”.

5. Ensure coordination with all major industry organizations and other parties that may be implementing energy efficiency programs that benefit the targeted time-of-sale groups.

6. Measure and document the effectiveness of this information program using an independent evaluator skilled in state-of-the-art quantitative and qualitative evaluation methods.

Specific implementation activities associated with each of the above objectives are detailed in the Program Implementation section immediately below.

Section II.
Program Process

A.  Program Implementation

The program implementation elements of this information program are segmented into four major categories:

· Administration

· Marketing

· Direct Implementation (i.e., training, and free measure kit fulfillment)

· Evaluation, Measurement and Verification

To ensure overall success of the program as well as effective management of the schedule and budget, each program activity has been designed to help achieve a specific objective.

The following sections describe the major program implementation activities, each organized under the specific objective it is designed to help achieve.

Objective #1

Overcome the public’s lack of information on the availability and benefits of an energy audit performed by a certified energy inspector at the time-of sale.

To achieve this Marketing objective, GeoPraxis will:

· Solicit and retain a highly qualified marketing and outreach subcontractor to implement a well-targeted consumer awareness campaign, the “Existing Homes Time-of-Sale Initiative”

· Model, to the extent possible, the Existing Homes Time-of-Sale Initiative after the “Flex Your Power (FYP)” “New Homes Initiative” implemented by the Efficiency Partnership

· Collaborate extensively with the FYP management team, as well as their subcontractors and media buyers, to ensure compatibility between the two marketing and outreach campaigns (and enable cost efficiencies whenever possible)

· Print customizable consumer brochures (in English and Spanish) and distribute them for use by certified energy inspectors to provide home buyers and sellers with information about the benefits of an energy audit at the time-of-sale

· Place print advertising promoting an energy audit at the time-of-sale in real estate sections of newspapers and in free new home guides 

·  Implement a real estate consumer-focused public relations campaign in two phases (an initial 6 month campaign in year one; and a second 4 month campaign in year two) designed to coincide with the peak of California’s home sales season.

· Produce at least 6 press releases resulting in at least 12 placements in major metropolitan newspapers, industry periodicals, television consumer affairs features, or other media outlets, all known for their prominence as reliable sources of real estate information

· Generate at least 6 placements to occur in local publications serving “hard-to-reach” geographic areas, and at least 2 Spanish language publications

· Implement either gratis or paid co-operative marketing activities with at least one major home improvement retailer (e.g., Home Depot, Lowe’s, etc.) including activities such as website banner advertising, direct mail, permission to place brochures, and/or other cooperative advertising as a component of their website, direct mail or print media ads 

· Make periodic updates to the content and format of the consumer-oriented pages of EnergyCheckup Website, to ensure accuracy and consistency with all new messaging and materials to be developed

· Maintain the database of the rebates and other energy efficiency related services offered locally by all IOUs, municipal utilities, water agencies, non-utility program providers, manufacturers, retailers of energy-efficient products, contractors and other energy efficiency service providers.

· Motivate consumers to implement cost effective energy efficiency improvements by providing free kits of compact fluorescent lamps, faucet aerators and low flow showerheads to all consumers with eligible homes that have a PG&E gas or electric meters who do not already have these free items installed on every light or faucet.

Objective #2

Overcome the unavailability of a training program to teach real estate professionals’ the benefits of a voluntary energy audit performed by a certified energy inspector at the time-of sale.

To achieve this Direct Implementation objective, GeoPraxis will:

· Solicit and retain a qualified and prominent real estate professional training subcontractor to design and implement a training campaign to teach real estate professionals how they can use an EnergyCheckup to their own advantage.

· Collaborate with the subcontractor to organize and facilitate an “Energy Inspection Roundtable” focus group with selected representatives of California’s real estate industry.  Summarize results.  Produce a report containing opinions and recommendations on how best to introduce and promote time-of-sale energy audit as a voluntary service that benefits real estate professionals.

· Work in partnership with the subcontractor to develop a 1-hour training curriculum based on the findings of the Roundtable Report.  Apply for California Department of Real Estate (DRE) approval for all training attendees who satisfactorily complete the course to be eligible for Continuing Education (CE) units.

· Engage the subcontractor to conduct at least two “train the trainer” seminars to prepare qualified real estate training professionals to offer “Time-of-Sale Energy Audit” training course as an additional module, which would complement and enhance other courses already offered to real estate agents and brokers.

· Provide the “Time-of-Sale Energy Audit” trainers with modest incentives to cover incremental costs of integrating the energy audit curriculum into their own schedule of course offerings and train at least 500 real estate agents by the end of 2004, plus an additional 1000 by the end of 2005 (1500 total)

Objective #3

Overcome real estate professionals’ lack of information about how both they and their clients can benefit from an energy audit performed by a certified energy inspector at the time-of sale.

To achieve this Marketing objective, GeoPraxis will:

· Develop a promotional campaign targeting California’s over 100,000 real estate professionals, based on the results of the training program’s “Roundtable” market research and initial activities

· Place print and web banner advertising targeted at real estate professionals which extols the benefits of an energy audit at the time-of-sale.  Placements will be sought in real estate trade publications and the California Association of Realtors (CAR) website.

· Attend and exhibit at the annual CAR expositions in 2004 and in 2005 

· Make periodic updates to the content and format of the pages of the EnergyCheckup Website for real estate professionals.  Integrate new messaging and materials as appropriate.

Provide real estate professionals who attend the training and refer 3 or more customers to get energy inspections with an EnergyCheckup Certification as a “Green” Real Estate Professional.  List them on the EnergyCheckup™ Website.
Add an “Energy Audit/Inspection Champion” award in recognition of the efforts of those real estate professionals who take a prominent stand in support of time-of-sale energy audits, and showcase the efforts of these leading industry innovators in the quarterly newsletters and the EnergyCheckup Website.

Objective #4

Overcome the unavailability of market-sustainable time-of-sale energy audit training alternatives by training new inspectors who wish to become “EnergyCheckup Certified Energy Inspectors”.

To achieve this Direct Implementation objective, GeoPraxis will:

· Schedule, recruit, and deliver 2 or more new training classes located in PG&E’s area (at least 3 per year) resulting in at least 16 newly trained inspectors (including at least 1 in a “hard to reach” region of the Central Valley).

· Utilize the training recruitment strategy developed for the CPUC funded EE program for 2002 – 2003, which involved partnering with the state’s leading inspector trade associations.  Other incentives provided would be to offer discounted training courses at convenient times and locations, “free” energy inspection tools, “free” Field Audit software, 10 “free” startup audits, and unlimited technical support.

· Provide ongoing technical, marketing, and quality assurance support to all previously trained inspectors as part of the re-training efforts.

· Conduct ongoing quality assurance of inspector energy audits.  Monitor quality to meet RESNET accreditation
 standards, and/or satisfy any new Home Energy Rating regulations or guidelines that may be applicable in California prior to the end of 2005 (e.g., by the California Energy Commission, the Federal Government, or other authorities) as part of the re-training efforts.

· Publish a quarterly EnergyCheckup Newsletter for trained inspectors to inform them of relevant news, best practice energy inspection methods, effective sales techniques, legislative updates, frequently asked questions, and other items of interest to energy inspectors

· Encourage inspector achievement and provide recognition by awarding certificates of completion, continuing education credit verifications, certification certificates, re-training materials and other applicable communications.

Objective #5
Ensure coordination with all major industry organizations and other parties that may be implementing energy efficiency programs that benefit the targeted time-of-sale groups.

To achieve this Marketing objective, GeoPraxis will:

· Coordinate closely with the statewide “Flex Your Power”, “Univision”, and rural counties campaigns, as well as any promotional campaigns that may be implemented by local investor or publicly owned utilities – all to ensure the most cost-efficient and effective marketing and outreach program possible.

· Notify inspectors of additional diagnostic training that is available beyond EnergyCheckup sponsored 2-day training classes.  Provide information on the 4 and 6 day seminars offered by the California Building Performance Contractors Association (CBPCA), the statewide Energy Star New Homes Program, the California Home Energy Efficiency Rating System (CHEERS), and/or other RESNET-accredited training providers as may be appropriate.

· Maintain quality relationships with the key real estate and home inspection industry members and organizations.  Liaison with 3-4 pioneering members and organization leaders on a periodic basis (5-8 times) to provide updates on emerging energy efficiency policies and legislation, new research findings, and any other topics which may be deemed relevant.  Organizations will include but are not limited to: the California Association of Realtors (CAR), the California Real Estate Inspectors Association (CREIA), the American Society of Home Inspectors (ASHI), the National Association of Home Inspectors (NAHI), and the American Institute of Inspectors (A.I.I.).

Objective #6

Measure and document the effectiveness of this information program using an independent evaluator skilled in state-of-the-art quantitative and qualitative evaluation methods.

For the specific activities associated with this Evaluation, Measurement, and Verification objective, please refer to the EM&V section on page 25.

B.  Marketing Plan

Detailed marketing plans for the Consumer Awareness Campaign ("Existing Homes Time-of-Sale Initiative”) and the Real Estate Professional Awareness Campaign will be prepared by our subconsultants once they have been selected.

Although the marketing plan may change as we develop partnerships with home inspectors, real estate professionals and retailers, the materials shown below will be produced for the TOS program:

	Marketing Materials
	Quantity two years
	Method of distribution
	Cost-printing/ distribution

	For English-speaking Consumers
	
	
	

	Point-of-Sale Brochures
	100,000
	Distribute in classes; mail to inspectors, real estate professionals and retailers; post to the Internet.
	$11,400

	For Spanish-speaking Consumers
	
	
	

	Point-of-Sale Brochures
	20,000
	Distribute in classes; mail to inspectors, real estate professionals and retailers; post to the Internet.
	$3,000

	For Real Estate Professionals
	
	
	

	Informational Brochure
	35,000
	Distribute in classes; mail to inspectors; post to the Internet.
	$8,750?


GeoPraxis will handle all website updates, rebate database updates, and the Retailer Co-Marketing Campaign internally. 

C.  Customer Enrollment

Customer enrollments are not applicable to this program.

D.  Materials

There will be three types of materials:  inspector training material (Full 2-day class in person and Update training via phone, email and Internet); real estate industry training material, and marketing materials, which are outlined in the table above.  The inspector and real estate industry training materials will only entail Xerox reproduction.  The cost of reproduction will be minimal and should not exceed $2,000.

E.  Payment of Incentives

NA

F.  Staff and Subcontractor Responsibilities

See workbook.

G.  Work Plan and Timetable for Program Implementation

The full list of program tasks is provided below.  

	Task ID
	Detail Task

	1
	Administration

	2
	Program Design, Planning, Meetings

	3
	Reporting and Invoicing

	4
	Subcontractor Management (RET, REM, C, EM&V)

	5
	IT, Clerical, Mailing, & Support

	6
	Marketing (Consumer Awareness Campaign)

	7
	Strategic Planning & Messaging

	8
	Consumer Brochures

	9
	Print Advertising Campaign

	10
	PR Campaign

	11
	Retailer Co-Marketing Campaign

	12
	Website Updates

	13
	Rebate Database Updates

	14
	Marketing (Real Estate Pro's Awareness Campaign)

	15
	Strategic Planning & Messaging

	16
	Real Estate Professional Brochures

	17
	Print / Web Banner Advertising Campaign

	18
	CAR Expo 2004 & 2005

	19
	Website Updates

	20
	Real Estate Pro's e-Newsletters

	21
	“EnergyCheckup Champion” awards

	22
	Direct Implementation (Real Estate Pro. Training)

	23
	“Energy Roundtable” Focus Group

	24
	DRE-approved Curriculum

	25
	“Train the Trainer” Seminars (2)

	26
	Training Campaign Implementation

	27
	Direct Implementation (Inspector Training)

	28
	 Inspector Training Seminars (6)

	29
	 Inspector Technical/Marketing Support & QA

	30
	 Inspector's e-Newsletter

	31
	 Coordination / Trade Assoc Networking

	32
	Direct Implementation (Measure Kits)

	33
	Free Measure Kit Fulfillment


Timelines for each of the five program elements are provided in the tables to follow.

Administrative Plan and Timeline

	Quarter
	Activity
	Task ID

	Quarter 1 2004
	Administration
	1

	
	Contract Signing / Kickoff Meeting
	2

	
	Detail timeline.  Assign staff.
	2

	
	Submit 7 and 10-day reports.  Submit program implementation report.
	3

	
	Create and issue a Request for Proposal (RFP) for Public Relations (PR) professional to spear head the consumer awareness campaigns.
	2

	
	Create and issue a Request for Proposal (RFP) for Public Relations (PR) professional to spear head the real estate awareness campaigns.
	2

	
	Write monthly reports
	3

	Quarter 2 2004
	Submit monthly reports
	3

	Quarter 3 2004
	Submit monthly reports
	3

	Quarter 4 2004
	Submit monthly reports
	3

	Quarter 1 2005
	Submit monthly reports
	3

	Quarter 2 2005
	Submit monthly reports
	3

	Quarter 3 2005
	Submit monthly reports
	3

	Quarter 4 2005
	Thank all core vendors and partners
	

	
	Submit monthly reports
	

	
	Submit final reports
	


Direct Implementation Plan and Timeline

	Quarter and Year
	Activity
	Task ID

	Quarter 1 2004
	Direct Implementation
	22, 27 & 32

	
	Compile list of major real estate training providers.  Contact 1-3 real estate training providers.  Interview.  Select one as a consultant.
	15

	
	Secure vendor to distribute free items.
	33

	
	Conduct round table for real estate professionals.  Surface realtor knowledge gaps and hot-buttons.  Summarize.
	8

	
	Produce the report on the real estate professional round table.
	8

	
	Contact inspector association key leaders.  Work together to create the training class dates and co-recruit. 
	31

	
	Write and publish 1st newsletter for inspectors.  Announce training classes; recruit sponsors; solicit best dates.
	28

	
	Schedule real estate provider training classes and sites.  Coordinate all ancillary logistics
	26

	
	Schedule inspector training classes and sites.  Coordinate all ancillary logistics
	28

	
	Hold 1st inspector training class
	28

	
	Complete real estate training curriculum.
	24

	
	Submit curriculum for Department of Real Estate approval for continuing education units.
	24

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 2 2004
	Write and publish 2nd newsletter for inspectors
	25

	
	Hold 2 RE training provider classes
	25

	
	Hold 2nd inspector training class
	28

	
	Collaborate with the trainers to schedule and offer training to at least 500 people for the rest of 2004.  Compile a database of all training activities.
	25

	
	Provide inspector technical and marketing support as requested
	29

	Qurater 3 2004
	Write and publish 3rd newsletter for inspectors
	30

	
	Hold 3rd inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 4 2004
	Write and publish 4thnewsletter for inspectors
	30

	
	Hold 4th inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 1 2005
	Write and publish 5th newsletter for inspectors
	30

	
	Hold 5th inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 2 2005
	Write and publish 6th newsletter for inspectors
	30

	
	Hold 6th inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 3 2005
	Write and publish 7th newsletter for inspectors
	30

	
	Hold 7th inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29

	Quarter 4 2005
	Write and publish 8th newsletter for inspectors
	30

	
	Hold 8th inspector training class
	28

	
	Provide inspector technical and marketing support as requested
	29


Marketing & Outreach Plan and Timeline

	Quarter and Year
	Activity
	Task ID

	Quarter 1 2004
	Marketing & Outreach
	6 & 14

	
	Send e-Newswire to announce project.
	10

	
	Hold 2-3 meetings with FYO and Univision to solicit best practice and identify common work areas.
	15

	
	Write and publish 1st newsletter for real estate industry.  Announce training classes; recruit sponsors; solicit best dates.
	20

	
	Collaborate with PR professional to create a PR plan, develop messaging, and schedule activities.
	10

	
	Create production schedule to include each quarter’s focus and material creation.
	7 & 15

	
	Create calendar of major inspector and real estate professional events (tradeshows, conferences, chapter meetings and trainings)
	7 & 15

	
	Research coordination opportunities.  Enlist all sector partners (commercial, local government, etc) to coordinate their programs with ours.  Update rebate database.
	13

	
	Collaborate with real estate training provide to initiate training curriculum development.
	14

	
	Develop Website updates for three target groups: consumers, home inspectors and real estate professionals.  Write copy.  Undertake technical development.  Re-launch with update by end of the quarter.
	12 & 19

	
	Formulate a list of select manufactures and retailers to participate in promotions.  Contact and enlist at least one of each to participate in Promotion 1.
	11

	
	Round 1 media:  Send press release to all pertinent public agency stakeholders and select non-profits.  Focus:  Announce new partnerships.
	10

	Quarter 2 2004
	Release 2nd e-Newswire.  Announce first release for consumers, home inspectors and realtors.  Announce Free Item Kit availability
	10

	
	Attend CREIA conference.
	31

	
	Contact retailers and manufacturers for Promotion 2.
	11

	
	Execute on any miscellaneous Website updates for the three target groups.
	12 & 19

	
	Round 2 media (TV news, radio news, newspaper).  Send press release to all pertinent public agency stakeholders and select non-profits.  Focus:  Homeowner Energy Alert.
	10

	
	Place 1st set of ads into real estate websites and industry magazines.
	17

	
	Write and publish 2nd newsletter for real estate industry.
	20

	
	Receive 1st set of printed marketing pieces.  Mail or stock as appropriate.
	9 & 17

	Quarter 3 2004
	Release 3rd e-Newswire.  Announce partnerships with real estate training providers and publish select schedules.
	10

	
	Round 3 media (TV news, radio news, newspaper).  Send press release to all pertinent public agency stakeholders and select non-profits.  Focus:  Add Some Good News.
	10

	
	Write and publish 3rd newsletter for real estate industry.
	20

	
	Attend CREIA conference
	

	
	Attend CAR Expo.  Place 2nd set of ads into real estate websites and industry magazines.
	31

	
	Check in with all identified coordination opportunities to ensure still current.
	13

	
	Receive 2nd set of printed marketing pieces.  Mail or stock as appropriate.
	9 & 17

	Quarter 4 2004
	Release 3rd e-Newswire.  Announce success stories.  Highlight latest new collaboration with key stakeholders:  water agencies, municipalities, etc.
	10

	
	Write and publish 4th set of newsletters for real estate industry
	20

	
	Check in with all identified coordination opportunities to ensure still current.
	13

	Quarter 1 2005
	Release 4th e-Newswire.  Announce:  The value of an energy audit is increased dollar savings, comfort and conservation.
	10

	
	Write and publish 5th newsletter for real estate industry.
	20

	
	Check in with all identified coordination opportunities and get updates for the new year.  Update database as appropriate.
	13

	Quarter 2 2005
	Release 5th e-Newswire.
	10

	
	Write and publish 6th newsletter for real estate industry.
	20

	
	Promotion 4
	

	
	Round 4 media (TV news, radio news, newspaper).  Send press release to all pertinent public agency stakeholders and select non-profits.  Focus:  Homeowner Energy Alert.
	10

	Quarter 3 2005
	Write and publish 7th newsletter for real estate industry.
	20

	
	Check in with all identified coordination opportunities to ensure still current.
	13

	
	Report on findings of project and provide to key energy legislative representatives
	15


Evaluation Measurement & Verification Timeline

	Quarter and Year
	Activity
	Task ID

	Quarter 1 2004
	EM&V
	EM&V

	
	Release an RFP for an EM&V subcontractor
	EM&V

	Quarter 2 2004
	Select EM&V subcontractor.
	EM&V

	
	Create EM&V plan, submit, and receive approval.
	EM&V

	Quarter 4 2005
	Work with EM&V subcontractor as EM&V is conducted.
	EM&V

	Quarter 1 2006
	Receive final report
	EM&V

	
	Submit to CPUC
	


Section III.
Customer Description

A. Customer Description

The TOS program will target consumers (home owners, sellers, buyers and renters of single family, multi-family and mobile homes), and three industry channels:

· Home inspectors

· Real estate professionals

· Home improvement retailers

These groups have varied characteristics, needs and motivators.  Their unique qualities and group characteristics are described briefly in the following paragraphs.

Home Buyers

The TOS program will target homebuyers who are receiving a time-of-sale home inspection.  Over 400,000 homes are sold each year in California.  Studies have shown that 75% of buyers will get a home inspection.  Most homebuyers are prone to investing in a new home (the average consumer will spend $8000 in the first two years).  Home buyers who purchases an energy inspection will get an energy rating report with a prioritized list of energy efficiency improvements, which can be a guide as they make their home improvements.  With the EnergyCheckup Report, the new homebuyer will get valuable energy efficiency rebates, free products, and information on Energy Efficient Mortgage (EEM) financing for improvements and appliances.  They will also have ready access to locators for ENERGY STAR products, retailers and qualified contractors.

Home Sellers

Home sellers can also benefit from the EnergyCheckup Report.  With this report, a home seller can demonstrate to potential buyers the value of energy efficiency improvements already made to the home.  Some home sellers may even be able to qualify for the Energy Star label, adding a significant feature to their home’s sales appeal.  Savvy home sellers provide their appraiser with a copy of the EnergyCheckup Report to demonstrate that the home is more energy efficient than other “comparable” homes.

Home inspectors

Home inspectors benefit from providing energy inspections.  With the extra value, they set themselves apart from their competition and give their customer access to saving money, reducing energy bills and improving home comfort.  Many home inspectors are very used to giving their client bad news.  By providing an energy inspection and producing an EnergyCheckup Report, inspectors provide their clients with good news.  Home inspectors have the added assurance of the high quality, credibility and support provided with their use of EnergyCheckup™.  They are able to produce a robust home energy rating in a relatively small amount of time using similar data points already collected in a routine home inspection.  They are also tapping into marketing assistance, materials and guidelines.  Home inspectors will value EnergyCheckup for the technology, marketing support and increased revenue. 
Real estate professionals

Real Estate professionals can also benefit from the energy inspection and resulting EnergyCheckup Report.  The report can be provided as a “thank you” gift to the homebuyer upon close of escrow.  The report can also change bad news to good by allowing a real estate professional a way to address a home’s shortcoming in a lower cost manner.  For example, rather than merely disclosing that an old air conditioner should be replaced, the EnergyCheckup Report allows the seller and real estate agent to demonstrate that the monthly energy savings will more than cover any financing costs, and generate reduced energy costs which pay for themselves over time.  

Home improvement retailers

Home improvement retailers can also benefit from the TOS program.  They already know that new homebuyers are likely customers.  With the TOS program, they will prime their prospects even more.  By co-marketing with the TOS program, home improvement retailers are able to show prospective customers products and services of most benefit to them.  As a result, they will get more customers buying more products which are more likely to satisfy them over time.

B. Customer Eligibility 

As noted above, the TOS program will service all parties involved in the home sales transaction in PG&E territory in Northern California.  Consumers will purchase the home inspection from home inspectors who are not directly employed by GeoPraxis, Inc.  Consumers who are in PG&E territory with either a PG&E gas or electric meter will be eligible to receive free item kits as long as the home doesn’t already have the energy saving devices already installed on every water faucet or light fixture.  For example, consumers would only be eligible to receive the compact fluorescent lights if they did not have them installed already in every light of the inspected home.  Likewise, consumers would only be eligible to receive aerators or low flow showerheads faucet in the inspected home. Consumers would only be eligible to receive a bathroom aerator if they do not already have them on every bathroom faucet in the inspected home. Consumers would only be eligible to receive a low flow showerhead if they do not already have one in every shower in the inspected home.  Energy saving devices would only be mailed to the inspected home 30 days or more after the home was inspected.

C. Customer Complaint Resolution

As noted above, consumers will only be customers to home inspectors who are not directly employed by GeoPraxis, Inc.  However, we will exercise reasonable quality control measures as a company interested in maintaining high standards.  These measures will include:

· We will control quality of the energy reports by reviewing them and ensuring they are within reasonable parameters on an ongoing basis.  

· We will exercise appropriate supervision over the inspectors to ensure that they are representing their status as an EnergyCheckup Certified Energy Inspection.  

· If any consumer loges a complaint about an inspector, inspection or the energy report, GeoPraxis, Inc. will research each side of the issue.  

· If the inspector did a poor job on an inspection, we will follow up and show them how do correct the problem.  If the inspector continues to exhibit poor performance after the remedial training, we will reprimand him.  If the inspector continues to exhibit poor performance after the reprimand, we will revoke his status as an EnergyCheckup Certified Energy Inspector and ask him to cease to utilize all TOS program produced marketing materials.  

· If a consumer gets a faulty report due to the performance of the software, we will address the issue and re-issue the report.  If for some reason we cannot address the technical issue, we will do manual calculations and provide the information to the consumer.  

· If a consumer loges a complaint which we find to be without basis, we will express our sincere apologies for the consumers satisfaction and offer to provide a referral to another inspector who will do another inspection at a discounted rate.

D. Geographic Area 

The TOS program will be targeted at consumers within the Northern California and PG&E service area.  Consumers will be addressed in major metropolitan areas and additional outreach will be provided to:

· Central Valley

· Sacramento

· Bakersfield

· Fresno 

· Redding/Chico

· Stockton

· North Coast

· Eureka

· Central Coast

· Santa Cruz

· San Luis Obispo

Section IV.
Measure and Activity Descriptions

A.  Energy Savings Assumptions 

NA

B.  Deviations in Standard Cost-effectiveness Values 

NA

C.  Rebate Amounts

NA

As mentioned in other sections of this Narrative, energy saving devices including compact fluorescent lights, faucet aerators and low flow showerheads will be issued if requested for a home inspection conducted during the program period, before the end of the program period, and while free items budget is still remaining. 

D.  Activities Descriptions

See objectives, work plan, and workbook for detail.

Section V.
Goals

See Workbook.

Section VI.
Program Evaluation, Measurement and Verification (EM&V)

The TOS program focuses on the broader goal of informing people of the value of energy inspections, disseminating educational materials and helping to overcome market obstacles that interfere with having more energy ratings produced.  To this end, the TOS program outreach and public relation will aim to raise the awareness of the value of energy inspections, ratings and efficiency with the public and people in industries involved in the home sales transaction.  This program also provides information to help the consumer make the best choices in the purchase and implementation of energy efficiency improvements as well as provides easy access to other public goods charge program incentives.  As a result, we, we propose that the measure of success for the TOS program be achievement of goals:  quality and quantity of training activities and information provided; and effectiveness of the technology in motivating consumers to implement efficiency measures.  Any energy savings achieved would be viewed as an ancillary benefit.  

The success of the consumer public outreach to would be based on:

· Effective communication to consumers.  The consumer public outreach campaign should communicate the value of energy inspections, ratings and efficiency in a clear and quickly understood manner.  Consumers should be able to quickly grasp why they should care about energy efficiency and how to improve their decision making in this area.

· Motivational communication to consumers.  The consumer public outreach should include one or more messages which would reasonably motivate the average consumer to make an energy inspection purchase.  Furthermore, they should also be motivated to review the resulting energy rating report and consider it as they make their current as well as future home improvements.

· Cost effective communication to consumers.  The consumer public outreach should employ the most cost-effective means for reaching the largest groups of consumers involved in the home sales transaction and improvement marketplace.  

Program evaluation should be consistent with the “Information Only” program objectives.  The RFP will be issued and various leadership vendors in the advertising and marketing research industry will be notified.  A EM&V contractor will be selected based on their volume of experience in branding, communications, and market research.

Once selected, the EM&V contractor should organize and lead focus groups for the audience being evaluated (consumers, home inspectors and real estate professionals).  The focus groups will assess the TOS program messaging in relation to the communication objectives. These mediums will be evaluated:

· Newspaper placements (paid and unpaid)

· Radio placements (unpaid)

· In-store displays

· Face to face presentations by involved industry groups:  home inspectors and realtors

· Point of sale marketing materials

The focus groups will consist of consumers with this profile:

· Age range 20 years younger and 20 years older than the average age of a home buyer

· Home buyers, owners and sellers

· Hold responsibility for making home improvement decisions

· Reside within the PG&E territory

· Other factors may be considered after the project has started
This research method replicates the one established for the “Flex Your Power” (FRP) program, which as come to be representative for “Information Only” programs.  FYP has labeled this program as a “Hybrid” research model, which encompasses qualitative and quantitative components.  This method would include an in-depth discussion of each communication piece led by an experience facilitator.  If budget allows, there would also be a scoring of each marketing and informational piece against pre-defined criteria.  This method acknowledges that there are differing opinions on the best way to assess the effectiveness of marketing and information dissemination.  As with any effective study, this evaluation method will have a sample size that is of appropriate statistical size.

The evaluation would include 2 focus groups consisting of eight to nine people.  The interview would be more formalized than most qualitative focus groups.  The group would see, score and discuss each piece:

· Each piece is shown in a random order to the group.

· Before discussion, each piece would be scored by the each person on a scale of 1-5 on a number of measures such as “Level of Appeal,” “Makes Me Interested In Energy Efficiency,” and “Influenced my decision to purchase an energy inspection.”

· The participants would share their qualitative response without having to provide any reasoning or their score.

After the focus group is conducted, a final report would be written which summarizes the discussion response as well as the scores for each piece.

In addition to the eight General Market focus groups, Research 360, using the Hybrid method, will perform six Hispanic focus groups.  If feasible, the TOS program evaluation will be coordinated with the Flex Your Power and Univision evaluation.  

Advertising reach and frequency verification. Targeted rating points (TRPs) are input into a third-party computerized reach and frequency program developed by Telmar.  The program utilizes the most up-to-date, media industry standardized reach and frequency statistical curves from independent sources like Nielson.  The program takes into account the demographic target, selected daypart
 mix, media type, and individual market characteristics to calculate average reach and frequency.  If multiple media types are used, an additional independent program incorporates various media types to calculate an overall reach and frequency estimate.

Retailer participation verification. The additional reach achieved through consumers exposed to the campaign through the residential retail promotions will be verified by confirming the number of retail stores who signed retail agreements.  Each of these retail stores will have agreed to utilize and distribute the consumer energy efficiency educational materials and sales aids provided by the TOS program, including sales staff training materials, rebate and tip cards, appliance stickers, and point of purchase signage on energy efficiency products. 

This evaluation and measurement plan has been outlined to meet the evaluation objectives specified in the Energy Efficiency Policy Manual.

Section VII.
Qualifications

A.  Primary Implementer

John F. Kennedy, P.E

John F. Kennedy is one of the founders of GeoPraxis and is responsible for GeoPraxis’ Information Technology. John, a licensed mechanical engineer, has over eight years of experience developing and expanding the market for building energy analysis tools.  These tools are used by a wide assortment of users, and applications on various platforms. John has led GeoPraxis’ software development efforts into areas that are at the forefront of building energy analysis. These include internet-based applications that enable GeoPraxis’ clients to streamline their business models with cost-effective and up-to-date approaches.

Mr. Kennedy has been the Program Director for the TOS Program for the past four years.

GeoPraxis is the developer of IDEA Server( an Internet-based energy analysis tool used in many of GeoPraxis’ web applications. GeoPraxis is also the originator of the Green Building XML schema that is now being accepted by the IAI-aecXML’s Building Performance and Analysis working group.

Experience with Other Energy Efficiency Programs

GeoPraxis, Inc. has made a business of energy efficiency.  Amongst the energy efficiency programs they have been instrumental in shaping and operating are those noted above.  Key accomplishment of these programs include the TOS program which has driven over 27,000 energy audits of existing homes; trained over 30% of the home inspectors in California to do energy inspections; helped major home inspection companies to integrate energy audits into their standard home inspection; and nurtured a market transformation which allows energy ratings to be produced in highly cost effective and assessable manner for consumers.  Through the varied TOS programs, GeoPraxis has forged strong relationships with the key participants of the home sales transaction including: real estate professionals, real estate industry associations, home inspectors, home inspector associations, other 3rd party implementers and home buyers.  In the past four years, the TOS program has been successful in overcoming numerous obstacles for making energy inspections available to the mass market.  The TOS program has also become expert at coordinating with the energy efficiency programs of the IOUs, 3rd party implementers, ENERGY STAR and other significant organizations involved in promoting energy efficiency.  Vital government representatives have also been touched as needed to garner support and provide input to long range planning.

B.  Subcontractors

Subcontractors will be selected via competitive solicitations.  Contractors already engaged on the Statewide Marketing & Outreach Programs will be included in all RFPs.

C.  Resumes or Description of Experience

Full resumes are available upon request.

Patrick J. Bailey – Principal, Energy Engineer P.E. 

Mr. Bailey is one of the founders of GeoPraxis and a registered mechanical engineer specializing in building energy analysis, simulation techniques (including DOE-2), building monitoring and HVAC design assistance.  He has carried out detailed analyses of hundreds of commercial buildings across the United States, and developed or helped develop training programs and materials which allow non-engineers to perform building energy audits and assessments.  Mr. Bailey is particularly interested in the synergies associated with the simultaneous application of simulation tools, intelligent software interfaces and research data to problems involving residential, commercial and industrial resource and energy use.  Mr. Bailey is continuing work on the development of calculation methods which allow home inspectors to quantify energy use and energy efficiency design assistance/assessment projects for several clients.  Recent projects include training of utility and home inspection professionals, management of audit projects and the integration of intelligent energy code and “building stock” information into software solutions.  Mr. Bailey is past president of the Redwood Empire Section of ASHRAE and a member of the Northern California Solar Energy Association. Prior to working as an energy engineer, Pat was a founding member of Minnesotans for an Energy Efficient Economy (ME3) and served for two years as a Peace Corps science teacher in Botswana, Africa.  Mr. Bailey has a BSc degree in mechanical engineering from the University of Minnesota, a certificate in energy management from Sonoma State University, and is a California Registered Professional Engineer.

Thomas P. Conlon – Principal Energy Markets Consultant

Mr. Conlon, a founding Principal of GeoPraxis, is an applied anthropologist and energy management specialist, whose career has focused on energy-related behavioral research, market assessment, program design and evaluation, and building energy simulation.  Over the past ten years, he has helped energy industry, governmental, and non-profit clients develop market intelligence for decision-making and new product development.  He has developed program plans, tracking systems, process and impact evaluations, and market assessments.  As a market researcher he has designed numerous survey instruments and conducted web surveys, on-site audits, personal interviews, focus groups, and detailed task analyses.  The projects he has managed have yielded attitudinal and satisfaction surveys, customer segmentation characteristics, market transformation baseline measurements, end-use load shape data, assessments of SIC Code accuracy, and strategic, programmatic, and policy recommendations.  Recently Mr. Conlon designed an Energy Star New Homes Pilot Program for the second largest market in the country (Dallas/Fort Worth) and directed the Conceptual Design Energy Analysis Tool software development project (enabling interoperability between CAD software and building energy analysis software).  Other recent projects include an assessment of the air conditioning and refrigeration energy savings potential in Jamaica, and baseline business practice surveys of architectural and engineering designers, building inspectors and appraisers, and industrial process experts.  In 1998, Mr. Conlon completed one of the nation’s first “market effects” studies, a review of an 85 year-old pump testing program, and a multi-year evaluation of a complete portfolio of DSM programs for one of the fastest growing electric utilities in the Southwest. Prior to becoming an energy consultant, Mr. Conlon helped write and support the California Organic Foods Act and worked as a construction manager.

Elizabeth Irvine Eells – Project Manager

Elizabeth brings over 15 years of communications and management experience.  Throughout her career, her communications and management skill has helped foster better utilization of technology, reduced cost and improved process.  For the last year, Elizabeth has been the project manager for the TOS program for PG&E and played a key role in brand development for EnergyCheckup™.  Through her keen stewardship, a complex project has been orchestrated with over 90% of the TOS program activities executed in 50% of the contract length.  Clear and compelling communications have reached target groups for a very low cost; 1200% of the planned marketing pieces were developed.  Previous to her work for GeoPraxis, Elizabeth managed a network of over 200 training organizations throughout the Americas that trained over 25,000 people a year.  Her work at this technology company included enhancing the Autodesk Training Center brand; creating fair and effective policies and procedures; identifying motivators and communications to inspire large groups of people to desired goals; and reducing program operational expenses by 30%.  She also authored a training column for A-Magazine.  Her work as an Event Planner on varied non-profit fundraisers (including the Black and White Ball in 1987) helped her develop the skill of finding low cost yet effective ways for getting the job done.  

Marjorie Stein – Research Analyst

Ms. Stein’s holds a Bachelor of Science degree in Environmental Studies, with a concentration in Energy Management and Design, from Sonoma State University. Ms. Stein’s expertise as an Energy Management Specialist is based on her practical experience as an energy market Technical Writer and Research Analyst. Her qualitative and quantitative assessments of the Residential Home Improvement Industry, the Residential New Construction Market in Texas, and IECC/IRC 2000 Building Codes have all demonstrated her considerable skill in summarizing technically challenging material for executive action. Ms. Stein has practical, first-hand knowledge of residential construction, California’s Title 24 energy code, and is an expert user of several building simulation programs including eQuest/DOE2, REM/RATE, EnergyPro, and GeoPraxis’ own HERS Server. Her database management and statistical analysis projects have yielded valuable insight to a wide variety of GeoPraxis clients. Ms. Stein developed and supports GeoPraxis’ own internal Customer Relationship Management (CRM) database, and has built several other tracking databases to assist in the management of GeoPraxis client projects. 

Section VIII.
Budget

The summary budget is provided below:

Administrative Budget

$213,053 

Marketing Budget


$395,036 

Direct Implementation Budget
$230,486 

EM&V Budget


$44,000 

Performance Award


$61,780

Total Budget 


$944,355 

For a complete breakdown, please refer to the template workbook.

GeoPraxis has been satisfactorily audited by the CEC’s PIER Program, providing the following summary of our allowable costs.

	Basis: Total Direct Labor (DL+Fringe=TDL)
	
	Fringe Benefits (FB)
	Indirect Overhead (OH)
	General & Admin. (GA)
	Direct Labor
	Profit (P) (10% Max)

	
	
	
	
	
	19.61%
	114.29%
	n/a
	0%
	7.00%

	Expense Items in the Budget Spreadsheets
	Provide the formula that is used to calculate the amount that is shown in the budget for each of these categories. 

	Fringe Benefits
	
	Budgeted Costs
	
	
	
	
	
	

	Indirect Overhead
	
	(Indirect Labor + Indirect Fringe + Indirect Costs)/Total Direct Labor
	
	

	General & Administrative
	
	NA (included in Indirect OH)
	
	
	
	

	Direct Labor
	
	
	Total Compensation/Productive Hours
	
	
	

	Profit
	
	
	7%
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� Studies have shown that home improvements average over $8000 in the first year of home ownership.


� Originally, GeoPraxis worked as a subcontractor to TOS Program implementer, Inspectech. Inspectech and GeoPraxis continue to be active partners working under a joint marketing agreement to promote energy inspections.


� Reconfiguration of the EnergyCheckup™ Server Software to enable the analysis of multifamily and mobile homes was also accomplished (outside of program scope)


� As recommended by the Charter Member Advisory Panel, GeoPraxis automated the data collection process through the development of the EnergyCheckup™ Field Audit Software, which employs a Microsoft Word document.  GeoPraxis, Inc. funded this improvement cost outside of the CPUC funded TOS program.


� Ultimately, the Efficiency Partnership may choose to integrate the Existing Homes Time-of-Sale Initiative into their statewide marketing and outreach program.


� The primary justification for distributing these items is to promote the audit service.  Therefore no measurable energy or demand savings are claimed, even though presumably some impacts might be expected to occur.


� RESNET implemented a new “Code of Ethics” in 2003, which EnergyCheckup supports and enforces among all members in good standing.


� Daypart Mix is the allocation of media weight (generally expressed in targeted rating points--TRPs) across standardized divisions of the broadcast day.








