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Program Overview- SECTION I
Honeywell Utility Solutions (Honeywell) in collaboration with Metropolitan Water District of Southern California (MWD) and the San Diego County Water Authority (SDCWA) is submitting this proposal to the California Public Utilities Commission to:

Request Funding for the 
Save A Buck Commercial Clothes Washer Rebate Program
Program Concept

The Save A Buck Commercial Clothes Washer Rebate Program is an incentive-based prescriptive rebate and marketing program encouraging the purchase of high efficiency clothes washers by laundromats, institutional, and multi-family common area laundry facilities.    

Program Objectives for 2004- 2005:

Overall Program Objectives:

· Replace 3,800 Commercial Clothes Washers throughout Southern California
· Save  2.66 million therms over the life of the 3,800 washers

· Save 11.4 million kWh over the life of the 3,800 washers

Objectives for this Specific Bid in Southern California Gas Company’s Territory:

· Replace 3,000 Commercial Clothes Washers in Southern California Gas’ Service Territory

· Save 2.1 million therms over the life of the 3,000 washers

· Save 9 million kWh over the life of the 3,000 washers

Program Rationale

In 2004, about 20,000 commercial washers will be sold in Southern California.  The purchaser has a choice between a low cost standard efficiency model and a higher priced energy efficient model.  With a washer life cycle of 10+ years, the choice they make will impact our states energy usage for the next decade. 
Calendar year 2004 will be the last year in which standard efficiency models will be allowed on the market.  Manufacturers and retailers must sell them or scrap them.  We expect that, as a result, retailers may be compelled to push these models and attempt to sway the buyer to buy a standard efficiency model.  This could result in customers purchasing standard efficiency models a higher percentage of time than typically seen in the last few years. 
We can swing the buyer’s decision by providing a rebate that defrays the cost differential between the low and high efficiency price tags.   By providing better price tag equity, the major barrier to participation erodes.  
In the last round of funding Energy Solutions, an Oregon-based company, was awarded Public Goods monies to operate the LightWash program for commercial clothes washer rebates.  Energy Solutions hired Honeywell to act as the administrator and marketing firm for the LightWash program in MWD’s territory.  Honeywell met all performance goals with ease.

Additionally, we provided marketing support to the LightWash program in SDCWA’s territory to help them boost their response. 

Honeywell, MWD, and SDCWA are prepared to join forces to provide an energy and water rebate that entices customers to purchase a high efficiency commercial washer.   MWD and SDCWA have an established water rebate for commercial washers.  Over the previous funding cycle, both water agencies worked with the LightWash program. 

For this round of funding, Energy Solutions decided not to bid for the MWD and SDCWA territories.  Honeywell, with full program knowledge and capabilities, has elected to continue this very successful energy/water rebate initiative.         

Honeywell, MWD and SDCWA will combine energy and water rebate dollars to build a program initiative that gets the customer’s attention with an attractive rebate amount.  This will make the purchase of a high efficiency washer a sound economic decision, even in the short run.  
Below is an overview of the proposed rebate structure: 

	
	Energy Rebate $

Through Public Goods monies
	Water Rebate $ from water agency
	Total Customer Rebate $

	MWD Customers
	$150
	$250 - $500*
	$400 - $650*

	SDCWA Customers
	$150
	$300
	$450


*Amount varies by MWD sub-agency territory
This program delivers high performance levels:

· Cost Effectiveness - With a TRC of 1.62 and a participant test ratio of 7.2, this is highly cost effective program. 

· Long-Term Annual Energy (Gas and Electric) Savings – The washers have a useful life of 10+ years.  Results have shown average savings of 70 therms per year and 300 kWh per year.     Additionally, when imported water is saved, electricity is saved since there is no need to pump the water (with electric powered pumps) to the retail water agency. 

· Peak Demand Savings – Laundromats and common area laundries are utilized during the electric peak demand hours therefore savings will be realized during this period.  

· Equity - One of the exciting aspects of this program is that it aids many commercial customers in the hard-to-reach “very small business” category; this includes Laundromat owners along with small multi-family property owners.  This group has few efficiency programs available and struggles economically.  

· Ability to Overcome Market Barriers -  Typically business owners that labor to make ends meet cannot justify the purchase of high-efficiency products and they end up buying a standard machine and paying more over the lifetime of the washer.   The Save A Buck rebate initiative will give these economically challenged business owners a fair opportunity to purchase a high efficiency model and to shave their operating costs on a month-to-month basis.
· Innovation - Our Program design is based upon originality in marketing and outreach to the customer. Honeywell does not sit and wait for a customer response, as with other rebate programs.  We go to our customers and grab their attention and their participation.  Instead of the traditional 1-3% response rate for a typical rebate program, we expect a 12% overall response rate. 

· Coordination with Programs Run by Other Entities - This program is a win-win for a number of parties.  IOUs can continue to operate their rebate programs as they choose to.   Honeywell will take the responsibility to coordinate with the IOUs to eliminate double dipping and promote other programs.  

· Demonstrated Success Implementing EE Programs – Honeywell is the leading service provider for energy and water programs in California.  We became the leader because we deliver on our performance goals.  For this program, the infrastructure is in place and the implementation staff is experienced in delivering high quality services to the customer. 

In addition there other major program benefits including:

· Water Savings - Water agencies have a critical need to reduce imported water usage in California.  This program saves approximately 52 gallons of hot water per washer per day.  It is expected to save approximately 2,947 acre-feet of water in the MWD and SDCWA service areas over the life of the washers.

· Economic - Our program provides meaningful economic relief to the coin laundries and small multi-family property owners.  Through utility bill savings alone, business owners will average a per washer savings of $220 annually for at least 10 years or $2,200 total over the life of the machine.  

· Partnership with other agencies -   The local water agencies have, and will continue to, co-fund this program and provide the staffing and infrastructure to deliver the incentives.

Program Process- SECTION II
The Save A Buck Program has two key elements that drive our success: 

1. A marketing strategy that builds participation through…

· A generous rebate offer that grabs the customer’s attention

· Customer outreach tailored to the 3 distinct types of customers

· Trade ally networking that builds a strong sales channel for the program  
2. The Honeywell Rebate Processing Operation with over 1,200,000 rebates performed in California. We have the operational experience to successfully meet our 3,800 rebate goal (3,000 rebates in Southern California Gas’ service area and 800 in SDG&E’s service area).  We bring the following capability this contract:

· A mature and disciplined operating company.  Honeywell has been providing energy and water services in California since 1983;

· Similar program experience.  With over 20 local rebate programs under our belt, we understand every detail of the rebate business;

· High customer service performance.  We maintain strong QC systems and protocols; 

· Information Systems strength with a strong national and local capability; 

· IS and accounting systems and controls that protect our clients and ourselves.

Program Implementation

Honeywell’s direct experience running MWD’s and SDCWA’s Water Rebate Programs, as well as much of Energy Solution’s LightWash programs, leaves us fully prepared to operate the Save A Buck Energy Rebate Program.  As indicated in the chart below, Honeywell has the necessary systems established and in-place to run the operation.  With the necessary infrastructure in place we will “hit the ground running” and meet our performance goals.    

We have the established benefit of the following:
	(
	Waiting List of Interested Customers

	(
	Phone System Designed Specifically for Rebate Programs

	(
	An Established Rebate Software System

	(
	Computer System Loaded with Past Participants to Prevent Duplicate Rebate or Double Dipping

	(
	Program Forms Designed for Public Goods Commercial Washer Program

	(
	In-depth Knowledge of the Commercial Washer Marketplace

	(
	Communication Channels and Rapport Established with Washer Manufacturers, Distributors, and Route Operators

	(
	Artwork and Marketing Materials for this Program 


Marketing Plan
A program with a generous customer rebate will fail to meet goal if the marketing campaign is ineffective. As a goal-driven organization, Honeywell has learned to become a marketing organization as well as an operations firm.

Honeywell has devised a strategy to overcome market barriers and succeed in this traditionally low-response market.   We will deliver 3,800 rebates by initiating two separate marketing plans…one directed at the “trades”; specifically the washer distributors and another separate outreach targeting the customer.  

Commercial customers purchasing washers fall into 3 groups.  Each of these groups is unique in their motivations and their purchasing barriers when considering a new commercial washer:

1. Route Operators - This segment comprises about 58% of the market for commercial clothes washers. 

2. Multi-family Property Managers and Owners - This group comprises about 32% of the market.  

3. Coin Laundry Owners - This customer group has less than 10% of the market.

We have a sound understanding of each customer group’s business issues and buying concerns in regards to clothes washer purchases.  Our program design and marketing strategies work to overcome the follow list of program barriers:  
High First Cost of Efficient Commercial Clothes Washers

The incremental costs for an efficient commercial washer, versus a standard model, ranges from $275 - $700.  This additional cost presents a considerable barrier to the many purchasers of these products and, in particular customers who are focused on cash outlay at the time of purchase.  Though utility savings will offset the incremental cost in a short period of time, one to four years, many multi-family property owners and Laundromat owners cannot afford the additional up-front monies. Route operators, the largest washer owner segment, do not pay the utility bill and are therefore not motivated to purchase an efficient machine.

Washer Ownership (No Incentive for Route Operators to Purchase Efficient Machines)

Approximately 60 percent of commercial washers in multi-family common areas are owned and maintained by route operators who lease and service the equipment in exchange for a share of the coin box.  The route operators are not responsible for payment of utilities associated with the washers so they are not interested in installing more expensive but more efficient washers.  

Lack of Cash Reserves

Research indicates a low level of cash reserves exists in the Laundromat segment.  This is especially true after recent increases in gas prices.  In 2000, many laundromats were on the brink of bankruptcy.  In California we need to be especially sensitive to the business community since our economy has been hard hit over the past couple of years.

Non-native English Speakers

It is common to find laundromats and small multi-family properties owned and operated by non-native English speaking customers.  This provides a language and cultural barrier that hampers the conveyance of program benefits.   

Unfamiliar Technology to End Use Customers

The ultimate end-user of the commercial washer, the household launderer, constrains the equipment choices made by landlords and Laundromat owners.  Laundry machine users are unfamiliar with efficient clothes washer technology, especially the front loading models, the dominant efficient washer design.  Customers are often hesitant to use the front loading models and therefore the owner may elect to stay with the traditional models of washers.

With this long list of market barriers, the message to the customer is fairly complex.  We must explain the positive cash flow over the life of the machine and how the rebate defrays much of the up front cost differential.  These two concepts alone can get complicated when trying to convey them to the customer.  For these reasons, we prefer as much face-to-face time as possible with the trade allies and our customers.  While we do include mailings into our overall plan in order to build general awareness, the major portion of our strategy relies on networking and “face time.   
Our marketing plan is split into two general categories:

1. Trade Ally Marketing - The distributor is the trade ally who most interacts with the customer and works with them to purchase their washers.  We will maintain a solid line of communication with this group and show them that they can win over customers by cross-marketing the program. Many distributors see the value in a high efficiency machine and will distribute program literature on our behalf. The distributors have access to a large volume of customers and aid us greatly in gaining participation.  We expect that 70% of our sign-ups will be a result of the distributor marketing strategy.
2. Direct-to-Customer Marketing -    As stated earlier, the “customer” can be one of three groups: 1) the route operator, 2) the multi-family owner or manager, or 3) the coin laundry operator.  Because each customer is motivated by unique financial needs, our marketing materials and seminars are customized for each.   We have been successful in reaching this audience by initiating direct mail, conducting breakfast and luncheon workshops, and making contact through the various trade shows.  We anticipate that 30 % of our participation will come from our direct-to-customer marketing campaign. 
The following are the actions that we take to gain participation from the distributors and the customers. Our Marketing Activities include:
· Attendance at Coin Laundry Association Meetings – Honeywell periodically attends the monthly meetings to maintain strong relationships and solicit participation.
· Participation in Distributor Sales Events for PWS and Pride Laundry - We are invited to attend sales events that are sponsored by the major distributors; PWS and Pride Laundry.  PWS and Pride Laundries sell the top 2 models in the nation.  Customers are asked to attend to learn about the distributor’s full product line.  At these events we are given the opportunity to network with customers and solicit participation in the Save A Buck Program. 
· Trade Ally Presentations to Manufacturers and Distributors - We have found that these presentations can be “hit or miss” but when the audience is receptive, the response can be overwhelming.  We are planning on conducting 5-7 presentations to distributors.  Our presentations usually consist of a 15 minute power point presentation highlighting the economic benefits of the high efficiency machines and the steps required to participate in the program.  Honeywell will distribute literature and collect business cards and attendee lists for follow-up marketing. 
· Presentations to Route Operators- The route operators maintain responsibility for large numbers of machines and, when sold on the program, bring us a high volume of repeat business.  We are planning to initiate 8 formal presentations to this customer group.    
· Place Ads in Trade Publications-   Trade publications bring in a limited number of customers directly but aid us in creating a general awareness of the program.   We will place ads in:

· New Era-  3 quarter page ads

· So Cal Laundry News-3 quarter page ads
· Conduct customer breakfast and luncheon workshops- Honeywell will hold either a breakfast or luncheon workshop in MWD’s territory and one in SDCWA territory as well.  The workshops are no more than two hours in length and cover a variety of topics including;

· Economic benefits of high efficiency washers

· The Save A Buck Program and how to participate

· The manufacturers and the various models
· Direct mail to customers- Honeywell will initiate 2 major mailings over the course of the year.  Each mailing will be sent to customers, notifying them of the program and the economic benefits of participation.  The pieces will be tailored to each of the 3 customer groups.  Honeywell will send out the mailings when a boost in participation is required; up to 10,000 pieces.
· Literature (Tri-fold brochure) - The tri-fold is the general purpose piece to be used in a variety of ways. This piece will be distributed at shows, meetings and other customer sales opportunities.
Customer Enrollment

The majority of rebate application requests will be generated during the marketing and sales activities.  The customer is required to telephone the program toll-free number to request a rebate application and verify eligibility.  During the initial phone call and using the capabilities of Honeywell’s proprietary rebate processing software the Customer Service Representative will:

· Request and verify customer’s address as well their IOU and water agency affiliation;

· Search the program database for duplicate requests and double dipping;

· Explain program requirements including approved models for purchase;

· Determine customer eligibility;

· Calculate the rebate depending upon their appropriate water agency;

· Assign a unique application number and give it to the customer;

· Reserve rebate funds.  

The customer will then be enrolled in the Program.  Following the telephone call and within one day an application will be mailed to the customer.  The mailing will include: instructions for completing the application, a program brochure and a list of approved commercial washers.   

Materials
For this program Honeywell will use specification and qualifying product lists from the Consortium for Energy Efficiency (CEE).  Most energy and water utilities throughout the nation use the CEE specs and list.  
How CEE's Washer Initiative Works: Manufacturers submit data about their clothes washers to CEE based on U.S. Department of Energy (DOE) residential washer test procedures. CEE then qualifies their products at the appropriate efficiency tier level based on CEE's performance specifications. Using CEE's list of qualified products, interested utilities and other market players (i.e. multi-family building owners, large institutional facility managers and route operators) are able to differentiate between standard- and high-efficiency products. 

Only products listed on the CEE’s qualified products will be approved for rebates under this program.  
Payment of Incentives
Incentives for this program are prescriptive.  All customers will receive $150 for the purchase of an approved commercial clothes washer.

Having processed 1,200,000 rebates Honeywell’s capabilities are sound.  We have the infrastructure and staff ready and waiting to begin processing PGC funded energy rebates.  

As described above the application will be initiated during the enrollment phone call.  The process for payment of incentives begins with the customer completing the application after they have purchased and installed the new equipment.  Customers will send completed applications to Honeywell’s Rebate Processing Center in El Segundo, California.  They will be required to attach an original sales receipt.  

Applications received will be distributed to a specific Account Specialist.  Honeywell has found that account assignments promote the ability of our staff to provide personalized customer service, and provides direct accountability throughout the rebate process.  It will be the responsibility of the Account Specialist to review the completed application for completeness, accuracy and legitimacy.  They will ensure that customers receiving rebate checks meet the following requirements:

· The customer’s site is located within the appropriate IOU and participating water agency territory;

· The customer has provided proof of purchase through an unaltered original sales receipt;

· The washer installed meets the program requirements including being listed on CEC approved models;

After verification of all collected forms and materials, the Account Specialists logs the application as complete and forwards it to quality control and check issuance.  
In instances when applications are received incomplete, the customer’s Account Specialist will contact the customer to obtain missing information.  If a customer cannot be reached after three telephone attempts, the application will be flagged as pending and a letter will be sent noting the missing information.  The customer will have a reasonable length of time to respond to this request.  The Account Specialist will again follow up with the customer to obtain the missing information.  If the information is not received and the application cannot be processed, we will return the application and receipt to the customer along with a letter of explanation.  

All applications will be quality checked for completeness and accuracy.  A separate QC Specialist, not part of the Account Specialist group, will conduct the quality control process.  

Applications passing the control check will then be set to pay rebate status and forwarded to the Accounting Manager.  The Accounting Manager will process checks on a weekly basis.  As a first step, a duplicate request and missing information check will be run on all rebate applications to ensure no duplicate or unqualified rebates are issued.

The software will produce a trial check report, which will be matched with the hard copy applications.  If any discrepancies are found between the check report and the application, the Accounting Manager will reconcile the differences and then print the checks along with a check register.  As an additional cross-reference, all checks will be matched with the trial balance report.  

The Accounting Manager will bring the checks to the Program Manager for review.  As a quality control and security check, the Program Manager will select a random sample of 3% of the applications, and ask the Accounting Manager to pull the hard copy documentation for these checks.  The Program Manager will review this sampling to ensure that all applications are complete and that the name on the check and the rebate amount matches the information on the application.

To ensure the security of rebate funds, only the Program Manager will have authorization to sign the checks.  Checks over a specified amount will require two signatures.  

Honeywell will then mail the checks to customers.  Blank check stock will be stored in a secured area.  

Honeywell will maintain a bank account for the purpose of issuing Save A Buck rebate funds.  We will process and mail rebate checks on a weekly basis and fund the account in accordance with rebates issued.  

Honeywell is committed to accelerated time for paying rebates.  Fast and timely payment is essential to ensuring satisfaction and continued support of the program.  It is our goal to mail rebate checks with 14 days from receipt of a completed application.    

Staff and Subcontractor Responsibilities

Below is the list of major roles and functions of each team member:

	Position
	Responsibilities 

	Program Manager
	· Overall program supervision
· Management of the program’s marketing strategy

· Quality review and authorization of check runs

	Marketing Manager
	· Develop and produce marketing materials
· Participated in trade ally events

· Manage direct to customer marketing activities 

	Customer Service Representative
	· Answer incoming calls on the toll-free program lines

· Support and advise customers with regards to program procedures and guidelines

· Pre-qualify customers

· Mail applications to customers

	Account Specialist
	· Application processing and data entry

· Follow up on incomplete applications

· Support customer with regards to incomplete applications and program guidelines

· Qualify customers

	Quality Control Specialist
	· Review applications for data entry accuracy and completeness

	Accounting Manager
	· Prepare check runs

· Compare trial and final check runs

· Resolve application of check discrepancies

· Generate and mail checks

· Maintain program bank account


Work Plan and Timeline

Listed below are the start up activities associated with the Save A Buck Program.  As stated earlier Honeywell has the necessary systems established and in-place to run the operation.  Production goals are documented in the Goals Section of this document.  Honeywell proposes only to operate the program until the new energy standard becomes effective in 2005 for commercial washers.  All 3,800 rebates shall be processed or reserved by December 31, 2004.  
	Activities
	Month 1
	Month 2

	CPUC Selects Save A Buck Program
	(
	

	Finalize Program Operations and M&V Plan
	(
	

	Contract Execution with Large IOUs
	(
	

	Select M&V Vendor
	(
	

	Establish Program Office and 800 Line
	In Place
	

	Computer Software Modifications
	In Place
	

	Recruit & Hire Personnel
	In Place
	

	Select and Procure Spray Valves
	In Place
	

	Finalize Work Plan and Schedule
	In Place
	

	Draft Policies and Procedures
	In Place
	

	Finalize Marketing Plan and Materials
	In Place
	

	Draft and Print Program Forms
	In Place
	

	Staff and Water Agency Training
	In Place
	

	Marketing Activities Begin
	
	(

	Rebate Processing Begins
	
	(

	Weekly and Monthly Reports
	
	(

	Verification Inspections Begin
	
	(


Customer Description - Section III
Customer Description 
The target customer for the Save A Buck fall into 3 groups.  

1. Route Operators - This segment comprises about 58% of the market for commercial clothes washers. 

2. Multi-family Property Managers and Owners - This group comprises about 32 % of the market.  This would also include institutional customers with common area laundries.  
3. Coin Laundry Owners - This customer group has less than 10% of the market.

Customer Eligibility

The Save A Buck program is built around participating water agency territories.  If both applications for San Diego Gas & Electric and Southern California Gas Company are approved, the program will operate inside the territories of MWD and SDCWA.  
Furthermore, the program will only service customers who pay into the gas or electric PGC fund. An important exception is made for route operators.  Although they may not pay into the PGC fund, the site they service will be served by SDG&E or SCG.  When incentives are provided to a facility that does not own or leases the washers (i.e. route operators), they will be required to show evidence of service agreements of at least four years.

The Save A Buck Commercial Washer Rebate Program will have no customer class, size or construction type restriction. This will allow for equity to the customers and the greatest program impact. 
Below is the list of customer eligibility requirements:

· The customer’s site must be located within the appropriate IOU and participating water agency territory;

· The customer has provided proof of purchase through an unaltered original sales receipt;

· The washer installed meets the program requirements including being listed on CEC approved models;
Customer Complaint Resolution

Even the best program will need to handle a percentage of customers who are disgruntled or in need of follow-up service.  Honeywell knows that you can restore customer satisfaction by handling complaints efficiently and in with high sensitivity to the customer’s situation.  This not only aids the customer; it protects the program as well.  Unresolved complaints can escalate quickly and be broadcast over a large number of potential customers.     

We take pride in our customer systems and our handling of customer complaints. Honeywell customer complaint resolution process is as follows:

Customer service complaints/concerns will be resolved or responded to with a plan of action within 24 hours of receipt of complaint.  Honeywell has formalized a ‘Customer Action’ process in which each Program staff person is trained; implementation and routine use of the process is mandatory in all field operations.  
The foundation of the process is the ‘Customer Action Form’, a document that allows Program staff to record standardized information from customer participants, documenting in detail the nature of the concern, which staff member within the Program office or field operation is accountable to respond, and commitments made to the customer by the Program employee.  The Customer Action Form is immediately forwarded on to the appropriate Program personnel, with a copy to the Program Manager for personal follow-up.

All complaints that remain unresolved will be referred to the IOU.  All complaints received will be reported to the IOU and CPUC in the Monthly Reports describing the customer, said complaint, date of complaint, the resolution and the date of resolution.

Honeywell will provide customers with toll-free telephone line to call for Program information or to log a complaint.  Customers will be able to reach Program staff during business hours at the toll-free number.  Program staff will be well trained and able to answer questions.  
Geographic Area
The Save A Buck program is built around participating water agency territories.  If both applications for San Diego Gas & Electric and Southern California Gas Company are approved, the program will operate inside the territories of MWD and SDCWA.  
Measurement and Activity Description- SECTION IV
Energy Savings Assumptions
Savings data for commercial high efficiency clothes washers is based on data from the California Measurement Advisory Committee.   

	
	
	Per Unit Savings
	
	

	 
	Units
	Annual gas Therm
	Annual KwH
	Annual Water (gallons)
	

	
	
	
	
	
	

	MFD Common Area Laundries
	
	
	
	
	

	Small
	            774 
	60.80
	205.86
	13140.00
	

	Medium
	            903 
	60.80
	274.48
	17520.00
	

	Large
	            376 
	60.80
	274.48
	17520.00
	

	
	
	
	
	
	

	Institutional Common Area Laundries  (large)
	            148 
	91.20
	411.72
	26280.00
	

	Laundromats
	            799 
	91.20
	411.72
	26280.00
	

	 
	 
	 
	 
	 
	

	Total
	          3,000 
	
	
	
	

	
	
	
	
	
	

	Weighted Annual Savings.  (Col E / Col D)  Take each group savings by percentage of units

	
	
	
	
	
	
	
	
	
	
	

	Annual Unit Gas Savings (Therms)          70.4
	
	
	
	
	
	
	
	
	

	Annual Unit KwH Savings
	300.1
	
	
	
	
	
	
	
	
	

	Annual Unit Water Savings (gal)
	   19,155.29 
	
	
	
	
	
	
	
	
	


Deviations in Standard Cost-Effectiveness Values

Net-to-Gross Ratio (Table 4.2)


t:  .96
Estimated Useful Life (Table 4.1)


Commercial Clothes Washers: 10 years
Incremental Measure Cost


The costs of an inefficient high efficiency clothes washer and a high efficiency clothes washers.


IMC:   $275 - 700
Rebate Amounts

The rebate amounts for this program will be uniform and set at $150 per high efficiency clothes washer installed.  
Activities Descriptions

All Program components activities are directed at measurable energy savings.  

Goals- SECTION V
Listed below are the monthly and total program goals for rebates distributed in Southern California Gas’ service area:
	Month
	Number of Rebates Processed
	Associated Lifetime Therm Savings
	Associated Lifetime kWh Savings

	January 2004
	250
	175,000
	750,000

	February 2004
	250
	175,000
	750,000

	March 2004
	250
	175,000
	750,000

	April 2004
	250
	175,000
	750,000

	May 2004
	250
	175,000
	750,000

	June 2004
	250
	175,000
	750,000

	July 2004
	250
	175,000
	750,000

	August 2004
	250
	175,000
	750,000

	September 2004
	250
	175,000
	750,000

	October 2004
	250
	175,000
	750,000

	November 2004
	250
	175,000
	750,000

	December 2004
	250
	175,000
	750,000

	Total
	3,000
	2,100,000
	9,000,000


Program Evaluation, Measurement and Verification Plans- SECTION VI
Baseline Information
Baseline energy savings data for commercial high efficiency clothes washers is available through the California Measurement Advisory Committee.   We anticipate that the M&V consultant will use these standards as the basis for the per-washer gas and electric savings numbers.

Measurement and Verification Approach
The best way to verify that a rebated washer is, in fact, installed in the correct location is to conduct a site visit to confirm this.  On this program, we recommend randomly selecting a sample of applications (5% - 10%) and conducting verification inspections.  The sampling will take into account each site category: multi-family properties - small, medium and large; institutional common area laundries and Laundromats.  

The results of the on-site inspections will be utilized and documented in the overall evaluation.  
The independent third party M&V consultant will be responsible for developing the final M&V plan and assessing the achievement/shortfall of the energy and gas savings goals.  This will be performed on a quarterly basis to allow for mid-course corrections.  The M&V consultant will be responsible for the final M&V report at program end.

We feel confident that our savings estimates will hold true over the course of the program because high efficiency clothes washer savings have been comprehensively studied and standard savings data exists. 

Evaluation Approach

The M&V consultant will use industry accepted method to assess the following:

Measurement of the level of energy savings achieved.  The primary objective is to verify gas and electric energy savings from this Program through on-site verification inspections.  

Measurement of cost-effectiveness.  Once energy savings are determined, the program cost-effectiveness will be calculated using the new TRC values and the workbook developed for the proposal and PIP.  

Continuing baseline analyses.   Market and baseline analyses are presently underway for the Energy Solutions LightWash Program.  The EM&V consultant will build on this data as well as any data from the IOUs and data collected during our program implementation to calculate the new baseline conditions. 

Provide corrective and constructive guidance regarding the implementation of the Program.  Data will be collected by the EM&V consultant, along with the program staff.  This data will be used to modify program operations, when required.  

Determine the indicators of effectiveness.  The consultant may unearth operational or customer trends that impact the programs effectiveness.  These will be reported and used to mitigate any loss in program performance. 

Assess the overall levels of performance and success.  The EM&V consultant will “roll up” the measurement criteria to report on the overall level of program success.  

Informing decisions regarding compensation and final payments.  To the extent that the CPUC finds the EM&V results to be useful, the EM&V efforts will satisfy this objective. 
Aid the CPUC to assess the program’s value and continuing need for the Program. Because of the legislative change in the commercial washer standards, Honeywell deems this to be a one year program with no need to continue beyond 2004.

Honeywell will work under the guidelines of the M&V plan and deliver all required data to the consultant in a timely manner. We will supply the consultant with the results of our on-site inspections for each customer site and customer category.  

Program evaluation will be published as part of the annual/final report.  

Description of Implementer’s Qualifications- SECTTION VII
Honeywell has been implementing resource conservation programs for 26 years.  With 600 employees and 32 offices nationwide, Honeywell offers its clients an array of technical services and support, marketing support, program design and delivery services and custom software tools.  Honeywell has also served over 100,000 commercial, industrial and institutional facilities and processed over 1,200,000 rebates.

Our services include:

· Commercial and Residential Rebate Programs including: ULFT, Spray Valve, High Efficiency Clothes Washers and Conductivity Controller Rebate processing

· Commercial Energy Audits

· Lighting Analysis and Retrofits

· Water, Gas and Electric Meter Programs

· Water efficiency analysis and retrofits

· HVAC, Lighting and Rebate Processing Services

· Technical/Engineering manpower support

· Commercial Direct Load Management

· Marketing Services/Lead Generation

· Measurement and Verification Services

Below are just a few of our Rebate and Customer Tracking Programs:

· MWD CII Save A Buck Program
20,000 Rebates
· SDCWA Water Equipment Rebates………………………………………...100,000 Rebates
· SCE  Appliance Rebate Program
60,000 Rebates

· 
Santa Monica Residential ULFT Rebates
50,000 Toilets

· LADWP  CBO ULFT Rebate and Distribution Program 1996 – Present
1,000,000 Toilets

Honeywell’s Capabilities at a Glance

	Capability
	Overview

	Rebate Experience 
	Honeywell is currently performing a variety of programs as small as $15K and as large as $15MM annually.  We have processed over 1.2 million rebates nationwide.  Within the El Segundo office we are already processing high efficiency clothes washer water rebates.  

	Available capital
	Honeywell has access to well over the needed working capital limits for this program.  Under no imaginable circumstances would we have difficulty meeting financial obligations created from this program.

	Quality Standards
	The goal of our Honeywell Rebate Center is simply to provide the highest quality services possible in the marketplace.  We are an organization that strives for continuous improvement.  We continually set quality and performance standards throughout the residential and commercial sectors and we are confident that we will participate with our clients in setting the standards for this program year as well.

	IS Team (local and national)
	We are one of the very few vendors in the market able to exceed the technology and data requirements of our existing clients as well as deliver for our new ones.  Our IS capabilities are second to none. The IS team has successfully conceived and delivered new software capability for hundreds of programs.  

	Customer Service Record
	Honeywell has earned a reputation for superior customer service through the successful contact with millions of our client’s customers over the last 26 years.  All of our hiring, training and management procedures focus on delivering superior customer service.  Over the last couple years, Honeywell has formally solicited feedback from our end use customers on all of our programs nationwide.  Our customers are asked to complete a post-card with several questions designed to gather feedback on their level of satisfaction.  We are proud to report that our national average score is 5.6 out of a possible 6.  For programs run out of our El Segundo office, Honeywell has received an average score of 5.9 out of a possible 6.  These scores are documented evidence of both our corporate and local commitment to providing superior customer service. 

	Accounting Practices
	Our rebate software system and accounting and administrative practices have been carefully organized to ensure maximum accuracy and security at all times.  Our Corporate Controller is responsible for internal audits and Honeywell employs an independent third party internal audit process.

	Marketing Expertise
	Honeywell staffs a full-time marketing department that supports all aspects of a marketing plan.  Between our El Segundo Office, regional locations, consultants and our corporate headquarters, we have a wide range of marketing professionals with talent and expertise who are accomplished at delivering results.


Described below are the managers assigned to the Save A Buck program:

Greg Kozykoski, Honeywell Program Manager

Greg has been operating energy and water efficiency programs since 1980.  Over the past three years, he has been focusing on the commercial rebate marketplace; gaining customer participation in the hard-to-reach small commercial customer class.  As program manager for MWD’s CII Region- wide Save A Buck Program, Greg has built the program from the ground up and created an effective marketing strategy to gain customer participation.  The MWD CII Save A Buck Program is open to all 26 MWD member agencies and exceeding all performance goals.  Under Greg’s leadership, the program has delivered over $800,000 in customer rebates. 

Christine Rangel, Rebate Accounting Manager
Christine has been managing the rebate accounting systems for Honeywell for the past decade.  Her responsibility includes oversight of payments for the MWD Save A Buck Program; LADWP ULFT Program; and MWD Orange County Program.  With Christine’s direction, her staffs of 20 rebate services reps handle all incoming and outgoing customer calls, data entry, check processing, and complaint resolution.  

Cathleen Morse, Honeywell Marketing Manager

Because of Honeywell’s drive to maximize customer response, Cathleen was hired to focus solely on this critical program component.  With 10 years of marketing and PR experience, Cathleen has established herself as the “talent” behind our customer outreach plans.  As marketing manager, Cathleen develops the strategy for specific target markets and conducts all activities to launch the campaigns.  She carries responsibility for all promotional events, collateral material development, and customer response.  Her recent accomplishments include oversight of the MWD CII and Midwest Energy Efficiency Alliance Rebate marketing campaigns.
Budget- SECTION VIII
The table below summarizes the estimated costs of the Program.  These costs represent an allocation of total Program costs for the Southern California area (two IOUs).  The costs listed below represent the allocation for the Southern California Gas service area.  

Program Administration

Managerial and Clerical Labor
$50,000 

Human Resource Support and Development (Payroll tax & benefits)
10,000
Travel and Conference Costs
10,000
Overhead
24,000
Total
$94,000 

Marketing/Advertising/Outreach
$155,000 

Direct Implementation 

Incentives
 $570,000

Rebate Processing and Applications
35,000 

Total
$605,000 

Evaluation, Measurement and Verification
$56,000 

TOTAL PROGRAM COST and REQUESTED FUNDING
$ 910,000
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