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Local Nonresidential 
Hard To Reach Lighting Program (PGE)
SECTION I.  Program Overview

A.  Program Concept.  

The proposed program is an efficient two-year program which expands and improves upon previous direct install programs for non-residential hard to reach (HTR) customers.  The target is the HTR small business customer in the southern central valleys of California; Antelope Valley, Santa Clarita Valley, and San Joaquin Valley.  It includes Pacific Gas and Electric(s (PGEs) customers in Fresno, Kern, Tulare, and Kings Counties.  For this plan, the small business customer is defined as any customer with power consumption below 100 kW (very small and small) or a customer below 500 kW (medium) whose lighting upgrade is valued at less that $3500.  The program(s intent is to address all the non-residential HTR barriers as defined in the CPUC(s Energy Efficiency Policy Manual, Version 2.  In addition to HTR barriers, the program addresses an important sustainability barrier: lack of ready access to replacement parts.  This barrier deters customer acceptance and reduces the sustainability of new technologies, particularly for small businesses with limited or no staffs.  This program would develop a means to improve new technology supply support for participating businesses. 

B.  Program Rationale. 
1. Overview.   On a limited basis, San Diego Gas and Electric (SDG&E) and Southern California Edison (SCE) have implemented HTR lighting programs in their service areas since 2002.  Based on a draft evaluation report completed by Quantec, Measurement and Evaluation of Three 2002 Programs, 22 July 2003, the results of the non-residential HTR programs were very positive and encouraging. These documented results,  combined with vast geographical areas of HTR customers yet to be served, point to a critical need for a very low administrative cost program that cost effectively ($/kWh and $/kW) delivers the latest energy efficient lighting technologies to HTR customers.  The efficiencies in delivery would result from program scale; learning the marketing lessons of the previous programs; updating the lighting measures to those which are most efficient and compatible for the customers; automating the flow of program information; using multi-functional employees (those trained in more than one of the following functions:  auditing, engineering, marketing, customer service, and installation); and reusing program evaluation, measurement and verification (EM&V) techniques and procedures already developed. 
2.  Previous Programs.  According to Quantec and reports filed with the Public Utility Commission, the previous HTR lighting programs have achieved their objectives.  The SCE program realized 115% of its demand goal, and 112% of its energy goal.  In addition, there are numerous other documented benefits which resulted from the program, to include customer education.  

Even with the success of previous programs, only three ZIP codes in the SCV geographical area have been addressed: 93205, 93215 and 93230.  None of these are within PG&E’s service territory.  The success within these ZIP codes demonstrates a significant demand for direct install services which exists in the regions proposed for the targeted customer base. 

Some of the results reported by Quantec show high levels of satisfaction and program utility such as:

- 99% of the participants were satisfied with the lighting results.
- 90% learned of the program through face-to-face marketing.
-  Only 3%  were very likely to have upgraded without incentives.
-  Only 9%  did not see savings in their electric bill.
All these factors are indicators of a well-received program.
C.  Program Objectives. 
Objective 1: 
Achieve a minimum of 2800 kW peak load reduction with a direct implementation cost of less than $1.00/W reduced.

Objective 2: 
Achieve a minimum of 10,000,000 kWh annual energy reductions with a direct implementation cost of less than $.30/ annual kWh

Objective 3: 
Maintain a “Total Administrative Cost” rate less than 12% of the program cost.

Objective 4:
Successfully overcome a sustainability barrier by providing reasonable access to spare parts for the implemented measures through supplier arrangements.
SECTION II.  Program Process.
A.  Program Implementation.  This program borrows from lessons learned in other HTR lighting programs, particularly in the areas of marketing to HTR customers.  The program maintains control of activities and information through the use of a secure web based data management system.  This system provides the basis for all program information flow, reducing duplication and improving efficiencies.

As this is a direct install program, it is not expected that there will be a direct overlap between this and other “Public Goods Charge” (PGC) programs that provide lighting measures.  It is anticipated that there will be independently-operated utility (IOU) programs which complement this proposed program.  This program anticipates meetings with the IOU to coordinate activities which support the objectives of all programs.  

B.  Marketing Plan.

1.  Concept.  Previous HTR program found that face-to-face marketing was significantly more effective than any other marketing technique.  A Quantec report states, (One-on-one sell was best; mass marketing would have overwhelmed them and we also would have spent a lot of time with customers who we could not really have helped.( [op. cit. p. III-2]  

Another tool which significantly improved marketing was an IOU list of customers that matched the initial qualifying criteria.  The lists were provided to the contractors supporting both the SCE and SDG&E programs.  Use of the lists reduced wasted time and confusion that results from contacting business which do not qualify.  It also assisted in planning marketing strategies. This program will request and anticipates receiving a basic customer list from the IOUs that is similar to the lists provided to the contractors in previous and current programs.  The lists will be maintained and used only for the purposes and objectives of this program.

This program will use face-to-face marketing at customer facilities.  During the marketing process, marketing and technical materials will be provided and explained to the customer.  The customer will be asked if a survey could be performed and if he/she would like to sign up for the program.  From experience with the current HTR program, greater than 95% of customers allow a survey on initial contact and 80% sign up on the initial contact.   If a survey is completed and a sign-up is not received, a follow-up visit or a phone call is made to the customer to help resolve any hesitation that exists.  Fewer than 5% of those who allow a survey do not follow through with implementation.  Following the visit, the survey data will be entered into the database management system and will be ready for engineering, production planning and implementation.
2.  Marketing Materials.  Marketing materials will include a pocket brochure with a business card.  Inside the brochure will be three handouts.  The first will outline the program being marketed to include a brief outline of the technologies and their benefits.  The handout will also discuss requirements, limitations, and source of funding.  A notice on (double dipping( will also be included.   The second handout would describe other programs of the IOU that are available and how to contact the appropriate IOU representative for more information.  The makeup of this handout will be coordinated during Phase I.  A third handout will be information on energy efficiency measure (EEM) maintenance, warranty, and supply support.

3.  Marketing Costs.   The total marketing costs are expected to be less than $100 per customer.

4.  Other Marketing Efforts.  Previous HTR programs found that general marketing of energy efficiency programs had minimal effect in signing up customers other than to make the customer more aware that energy efficiency programs existed and were promoted by the IOUs.  

C.  Customer Enrollment.  

1.  Initial Visit.  Customer enrollment will most often take place on the initial visit as discussed above.  The process will involve first, a review of the project handout to ensure that the customer has an understanding of the program; second, a review of the most current utility bill if available; and third, a signature on an agreement form which signs the customer up for the program.

2.  Alternatives.  If the customer does not qualify, the marketing representative will use the second handout to discuss alternative programs for which the customer may qualify and contacts for those programs.

3.  Scheduling and Construction.  Once the agreement is signed by the customer, the equipment installation is scheduled, work orders issued, and construction completed.

4.  Customer Satisfaction.  The marketing representative acts as the customer service representative and is responsible for customer satisfaction.  The representative will receive the completed work order and will contact the customer to ensure that the work was completed to his/her satisfaction. If discrepancies exist, the data will be entered into the data management system and corrective actions taken.  When the customer is satisfied, the completion data will be entered into the data management system for the preparation of the invoice. 

D.  Materials.

1.  Procurement.  Primary project materials will consist of T8 lamps, electronic ballasts, compact fluorescent lamps, LED exit signs, and reflector/retrofit kits.  Suppliers have been contacted and competitive pricing has been obtained for use by the subcontractor.  The subcontractor will be responsible for the purchase, storage, breakage, transportation, and installation of the materials.  The subcontractor is also responsible for the proper disposal of both hazardous and non-hazardous wastes which are created from the project (PCB ballasts and lamps containing mercury).  All hazardous wastes will be processed through a recycler. 
2.  Installation.    The construction manager produces work orders and service orders using the data management system.  Schedules and material requirements are coordinated with the subcontractor.  The subcontractor completes work orders and obtains a sign-off after installation is complete.  The completion data is entered into the data management system and is available for creating the invoice.  Installations are scheduled based upon the convenience of the customers.  The subcontractor completes work based upon industry standards and warranties the labor for one year.

3.  Specifications.  

a.  All ballasts to be installed are electronic with a THD less than 20%.  Only major manufacturers are used (Sylvania, Universal, GE, Howard, Magnetek, MaxLight, and Advance).  Ballasts have a 5-year manufacturer warranty.

b.  All lamps installed are instant start tri-phosphor T8 lamps with a CRI no less than 80.  Lamps have a one- to three-year warranty period.  All lamps are provided by major manufacturers such as Sylvania, MaxLight, and GE.

c.  All exit signs are LED with an expected life of 20 years. 

d.  All compact fluorescent lamps have an expected life of 10,000 hours.

4.  Ongoing Customer Supply Support.   Electronic ballasts and T8 lamps have limited availability in the general marketplace.  Small businesses may or may not have the first- generation lamps readily available through their normal supply chain.  The second-generation lamps are seldom available to small businesses through their normal suppliers such as Home Depot or Lowe’s.  This lack of follow-on support was one of the barriers which was discovered during the current HTR program.  To overcome this barrier, a tentative arrangement has been made with a major wholesale house to provide ongoing small business customers with support from multiple locations in the geographical area of this proposal.  This arrangement will provide customers with warranty support of installed materials, as well as follow-on spares support at competitive prices.  The support concept is limited to the geographic region of this proposal.  If successful, the concept may be able to be expanded to support other programs in other areas.

E.  Payment of Incentive.  As this is a direct install program, this section is not applicable.

F.  Staff and Subcontractor Responsibilities.
1.  Vice President for Operations.   Acts as the program manager for the project and is responsible for all activities relating to the program.
2.  Director for Financial Management.  Oversees all financial activities of the program to include accounts payable, accounts receivable, and cost accounting activities.  Ensures financial policies are adhered to.  Oversees day-to-day business activities relating to taxes, insurance, etc. Provides financial control of data and reports for the program manager.
3.  Director for Engineering.  Reviews all surveys, finalizes site design, and prepares production planning documents as necessary.

4.  Marketing Manager. Contacts the customers, obtains customer authorizations, and performs on site inventory of equipment.

5.  Construction Manager.  Schedules construction, oversees installation activities, and provides quality control

6.  Installation Subcontractor.  Manages and installs program materials.  

7.  Recycler.  Recycles all hazardous wastes.

G.  Work Plan and Timeline for Program Implementation.

Phase I:  Project Development.   

Timeline: 28 Feb 2004.  

a.  Select an EM&V contractor and finalize the EM&V plan.

b.  Prepare and produce marketing and customer educational materials.

c.  Finalize survey forms and customer authorization forms. 

d. Coordinate marketing policies with the IOUs with consideration of all the approved PGC programs.  Identify areas where program marketing activities can assist the IOUs in the marketing of IOU PGC programs.  Specific details of this coordination will depend upon the programs which are approved and a mutual interest from the IOUs in coordinated activities.   An example of coordination might include providing customers IOU marketing materials and points of contact for complementary programs relating to residential, maintenance, or HVAC programs.  During the implementation of the current (Hard to Reach( programs, there have been frequent inquires from customers concerning related programs.

e. Conduct employee and subcontractor employee training on the specific program procedures and policies.  A quarterly refresher and a (How goes it?( review will be conducted to review and update employees as needed.  The program is to ensure that employees understand and implement contractual requirements and limitations, the most effective technologies, marketing materials, policies relating to concurrently running PGC programs in the geographical areas where they are working, safety policies, and accepted and approved construction policies.
f. Complete information technology planning and software which supports the program’s marketing, implementation, customer service and reporting requirements.   The software will be a modification of existing software developed for similar programs.  It provides management control over sales, technical data, construction data, customer service, financial information, and project management information.  An effective management information system is required to manage the variety and quantity of customers which are expected to be encountered in this program.

g. Complete a detailed marketing plan and schedule.  The plan will provide details of when each ZIP code will be marketed and the expected results from each ZIP code.

h. Complete the coordination with the major distributor which will be providing warranty support and follow-on parts support to customers.  Coordination will finalize methods for educating the customer on maintenance activities, as well as how and where to receive supply support.

Phase II:  Marketing Activities

Timeline: 28 Feb 2004  to 1 Nov 2005 

(See Section II, Part B: Marketing Plan, page 5) 

31 Dec 2004
Marketing to have committed 50% of available funds.

31 Oct 2005
Marketing to have committed 100% of available funds.
Phase III: Construction.  

Timeline: 75 days to 21 months.  

The construction of projects will occur within 30 days after a customer authorizes the project.  The expected number of construction personnel at any given time is expected to be 20.  Construction teams of 3 to10 will normally be used for a given site.  For efficiency reasons, construction planning and implementation activities will be fully integrated with the marketing and engineering activities.  This is accomplished using the intranet-based software developed during Phase I.   Marketing data, survey data, work orders, invoicing, and reporting data all result from inputs and outputs from a common system.  Users access the system securely and remotely.

31 Jan 2005
Construction completed for 50% of the available funds.

15 Dec 2005
Construction completed for 100% of the available funds.

Phase IV: EM&V.  

Timeline: 1 Feb 2006.

The EM&V contractor will prepare a written final report which describes the program, its accomplishments, limitations, and lessons learned, along with recommendations for future programs.  
SECTION III.  Customer Description.
A.  Customer Description.  An analysis has been conducted of the demographics of the geographical areas being included in this program and its related program in the SCE service territory. The table Financial Demographics compares key statistics.

Financial Demographics

	County


	Population

(,000)
	Minority %
	Hispanic %


	Language in Home non-English %


	 Household Income ($,000)

/% of CA


	Per Capita Income ($,000) 

/% of CA
	Poverty Level  %

(US =12%

CA=14)




	Fresno
	816
	60
	44
	41
	$35/74
	15.5/68
	23

	Kern
	676
	50
	38
	33
	$35/74
	15.8/70
	21

	Kings
	132
	58
	44
	37
	$36/76
	15.8/70
	20

	Tulare
	374
	58
	51
	44
	$34/72
	14.0/62
	24

	North LA
	400 (est)
	NA
	NA
	NA
	NA
	NA
	NA




The statistics are compiled from United States Census data for the year 2001 with the exception of poverty data which is for 1999.

The table of financial demographics illustrates why financial incentives are critical to the successful implementation of energy efficiency programs in these geographical areas.  As there is a high percentage of the population in the targeted area that does not speak English as a primary language in the home, it is expected that an important percentage of the businesses implementing the program will be minority businesses.
Though not a formal program goal, the program plans to collect data to determine which types of barriers have been overcome with this program.  A desirable program outcome is to achieve percentages depicted in the table Desired HTR Outcomes, which follows. 
Desired HTR Outcomes.

	Barrier
	% of Total Customers

	Language
	10

	Business Size
	25

	Geographic
	100

	Lease
	50


B.  Customer Eligibility.
- Accounts with addresses in the geographical area described in paragraph D (follows).
- Accounts that consume less than 500 kW.
- Accounts that consume more than 100 kW and less than 500 kW.   These accounts would have a total incentive (labor & material) cap of $3500. 
Rationale.  This program includes businesses that have a power demand up to 500 kW.  The purpose for the cap of $3500 is to include businesses that are in reality small but use significant electrical power in their business to produce goods and services.  Lighting consumption for these companies is a smaller percentage of their total power usage than for other small businesses.  These companies are more likely to be small business manufacturing firms and small food service firms which depend upon motorized machinery and/or refrigeration.  Expanding the market to 500 kW customers, while placing a cap on the incentives, achieves the goal of reaching truly small businesses and not penalizing those small businesses that have energy intensive operations.  The cap also ensures that funds are not excessively utilized on a few large accounts.

C.  Customer Complaint Resolution.   Customer complaints may be categorized in two groups: those that are correctable; and those which are beyond the authority or ability of the program to correct. The second type of complaint might include a customer complaining because his business is not eligible for the program, or a customer who wants additional services not included in the program.  The two different groups of complaints require different responses.
1.  All customers will be provided the phone number of the customer service representative. 
2.  All complaints received will be recorded in the customer database.  The purpose of this record is to ensure that complaints are resolved in a timely manner and to be able to identify trends which might require additional corrective action.

3.  Customer complaints which require action on the part of the program will have an action plan created within 24 hours.  This plan will be reported to the customer and documented in the customer database.

4.  After the completion of the steps recommended in the action plan, the customer service representative will follow up to ensure the complaint has been resolved.

5.  Complaints which are outside the program’s responsibility will be documented and resolved though a verbal explanation and/or recommendation as to how the issue can be resolved.  If deemed necessary by either the customer service representative or requested by the customer, a letter will be sent explaining the issue and possible solutions.

6.  Any complaint which cannot be resolved by the customer service representative will be handled by the Vice President for Operations.

7.  All complaints will be reviewed by the Vice President for Operations.

D. Geographic Area.   The proposed HTR geographical area combined with the proposed geographical area proposed in its companion proposal, “Local Non-residential Hard to Reach Lighting Program (SCE),” were selected to be large enough to operate an effective program in rural areas and small enough to be manageable from a logistics perspective.  Though the center of the combined area is three hours from the two major metropolitan areas of Los Angeles and San Francisco, it contains four cities of modest size:  Fresno, Bakersfield, Santa Clarita, and Lancaster/Palmdale.  These cities are one to two hours driving distance apart.  This combined area has a unique characteristic in that it is divided geographically in half from the northwest to the southeast by two IOUs (See Figures 1 and 2.  IOU Boundaries are approximate).  This proposal includes only those areas serviced by PGE.
Based upon the definition in the Energy Efficiency Policy Manual, all geographic areas of this program are considered to be Hard to Reach.  The geographic area covered includes the PGE service territory within Fresno County, Tulare County, Kings County, and Kern County. 
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Figure 1 Program Area - Key Map
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Figure 2  Program Area Detail
SECTION IV.  Measure and Activity Descriptions.
To optimize the benefits to the customer, this program limits the number of available energy efficiency measures (EEMs) for lighting to those which will provide the maximum customer benefit while maintaining existing light levels.  Though improvements in the quality of light (CRI) and lamp maintenance will result from this program, the EEMs were purposely selected to match existing light output and maximize energy savings at the lowest cost.

The primary lighting technologies which were selected provide initial efficacies of over 90 lumens/Watt.  This compares favorably to the 60 lumens/watt of the baseline existing four foot fluorescent systems.   This is an efficiency improvement of nearly 50%.  One of the important factors in achieving the maximum savings is to select measures which maintain light levels to within 10% of the existing design.  (For more technical data on lighting design, see Advanced Lighting Guidelines, 2001 Ed.)

A.  Energy Saving Assumptions.

The tables Analysis of Two to Four Foot Lamp Retrofit Measures and Analysis of Other Lighting Measures provide the numerical assumptions used in computing the coincident peak demand reduction kW and electric energy savings kWh.  It is assumed that the interior lighting measures are direct contributors to the (Gross Coincident Peak Demand Reduction.(   The (Gross Annual Energy Savings( are based upon 4685 operating hours per year.  This is the same assumption used in SCE(s previous HTR lighting program.  According to the EM&V for the 2002 program, the average operating hours were 4713 for SCE and 5245 for SDG&E.  [QUANTEC, Measurement and Evaluation of Three 2002 Programs, 22 July 2003 p. ES 4,5]
Analysis of Two to Four Foot Lamp Retrofit Measures
	Measure ID
	Baseline
	Measure Specifications
	Changes

	
	Type
	Power

(W)
	Lumens

Efficacy
	BF

Lamp
	Power

(W)
	Lumens

Efficacy
	ΔL

%
	ΔP

%

	C44X
	F44EE
	144
	8208

57
	.77

28 W
	86
	7889

92
	319

- 4%
	- 58

- 40%

	C44L
	F44EE
	144
	8208

57
	.77

32 W
	102
	11968

90
	3760

+ 46%
	- 42

- 29%

	C33X
	F43EE
	115
	6555

57
	.77

28 W
	67
	5917

92
	638

-10%
	48

-58%

	C33L



	F43EE
	115
	6555

57
	.77

32 W
	89
	8976

90
	2421

+ 37%
	26

- 23%

	C22X
	F42EE
	72
	4104

57
	.77

28 W
	43
	3945

92
	159

- 4%
	29

-40%

	C22L
	F42EE
	72
	4104

57
	.77

32 W
	52
	5984

90
	1880

+ 46%
	20

- 28%

	C11X
	F11EE
	43
	2451

57
	.77

28W
	22
	1972

92
	479

- 19%
	21

- 49%

	C11L
	F11EE
	43
	2451

57
	.77

32 W
	26
	2992

90
	541

+ 22%
	17

- 40%

	C22UX
	FU2EE
	72
	3935

55
	.77

30 W
	48


	4053

84
	118

+ 3%
	24

- 33%

	C22UL
	FU2EE



	72
	3935

55
	.77

32 W
	52
	4050

78
	115

+ 3%
	20

- 28%

	
	The C22UL measure is for reference only as it is not recommended


Notes: 

1.  Measure code is created as follows: A = 2 ft lamp; B = 3 ft lamp; C = 4 ft lamp; G = 8 ft lamp followed by the existing lamp quantity, then the new lamp quantity.  The U is for U bend lamps.  The final letter represents the ballast-lamp type.  L = ballast factor (BF) of .77 with 32 Watt lamp.  X = ballast factor of .77 with 28 Watt lamp. 

2.  Table data were derived as follows: Baseline data and 32 Watt lamp data were derived from 2003 SPC Program Table of Standard Fixture Wattages.  Data for the 28 Watt lamp-ballast combinations were computed from GE Lighting and Sylvania Lighting specification sheets.

3. Lumens are maintained lumens.  Efficacy is maintained lumens/system Watts.

Analysis of Eight Foot Conversion Retrofit Measures
	Measure ID
	Baseline
	Measure Specifications
	Changes

	
	Type
	Power

(W)
	Lumens

Efficacy
	BF

Lamp
	Power

(W)
	Lumens

Efficacy
	ΔL

%
	ΔP

%

	G2C4X
	F82ES
	128
	6098

48
	.77

28 W
	86
	7889

92
	1791

+ 29%
	- 42

- 33%

	G42H
	F84ES
	256
	12196

48
	1.15

59 W
	151
	12919

86
	723

+ 6%
	- 105

- 41%

	G4C4S
	F84ES
	256
	12196

48
	.88

32 W
	112
	11088

99
	1108

- 9%
	-144

-56%

	G1C2X
	F81ES
	75
	3600

48
	.77

28 W
	43
	3945

92
	160

+ 1%
	- 32

- 43%


Other measures not included in the table above include replacing incandescent exit signs with LED exit signs, and replacing incandescent lamps with compact fluorescent lamps.
B.  Deviations in Standard Cost-effectiveness Values.

1.  Net-to-Gross Ratio.   The net-to-gross ratio of 0.96 is the same as used in previous years( programs for similar HTR areas.  The .96 factor is substantiated by survey data reported by QUANTEC, Measurement and Evaluation of Three 2002 Programs, 22 July 2003, Table III.9,  on page III-10, where 4% of the participants reported they were very likely to have implemented efficiency measures in the next two years without SDG&E(s non-residential HTR program.  Table III.21 on page III-21, provides similar data for the SCE program, where only 3% reported they were very likely to have implemented measures without the program.
2.  Estimated Useful Life.  No deviations.
3. Incremental Measure Cost.  An appropriate (Gross Incremental Measure Cost (IMC)( was not found in the DEERS tables for the proposed retrofit work.  The California Standard Practice Manual: Economic Analysis of Demand-side Programs and Projects, October 2001, states that the customer costs should include (any equipment or materials purchased, including sales tax and installation; any ongoing operation and maintenance costs; and removal costs...( As the installation and equipment is provided at no cost to the customer, the Gross IMC would be the difference in the cost of maintenance between the existing and new systems over the expected useful life of the equipment (EUL).   The Table, Gross IMC for Component Retrofit Parts, describes the Gross IMC computations used for each of the component parts of a retrofit EEM.  There are no IMC costs to the customer for compact fluorescent lamps or LED exit signs as the exit signs have an expected life beyond the EUL used in the program and the lifetime cost of incandescent lamps exceeds the costs of the compact fluorescents now available.

Gross IMC for Component Retrofit Parts
	
Part
	Baseline 

Type
	Baseline 

$ ea
	Installed 

Type
	Replacement $ ea
	Δ$
	#
	IMC/part

	Lamps 4' (ea)
	34 W CW
	1.30
	28 W or 32 W Series 841
	2.10
	0.80
	4
	3.20

	Ballasts

3-4 lamp
	2 Mag
	17.00
	Elect 3/4L
	12.00
	(5.00)
	.75
	(3.75)

	Ballasts

1-2 lamp
	1 Mag
	8.50
	Elect 1/2L
	10.00
	1.50
	.75
	1.12

	Lamps 8' (ea)
	60 W CW
	3.50
	59 W CW
	4.00
	0.50
	5
	2.50

	Ballasts

8 ft
	1 Mag
	16.00
	Elect 2L
	17.00
	1.00
	.75
	0.75


C.  Rebate Amounts.  As this is a direct install program there are no rebate amounts.  The program incentives were calculated on the latest material and labor pricing available from suppliers and subcontractors.

D.  Activities Descriptions.
1.  Facility audits.  The face-to-face marketing effort will involve the conducting of concurrent facility audits of the lighting system.  It is expected that a minimum of 80% of the audits will result in the implementation of energy efficient measures.   One of the additional benefits of conducting the audits and performing face-to-face marketing is the additional information which the customer receives concerning energy efficiency activities and supporting programs.  Customers become aware of additional opportunities, to include opportunities to improve efficiencies at their homes.

2.  Installation.  Many of the businesses where the upgrades are performed are in very old buildings that are not well maintained.  During the installation, minor electrical repairs are frequently performed which are indirectly related to the efficiency upgrade.  These activities include wire repairs in or around the lighting fixture and circuit breaker repair of a lighting circuit. In one case during the current program, a dangerous electrical situation was discovered and secured with the owner being notified that he should have his electrician correct the situation.  The pre-existing situation could have resulted in personal injury or a fire.  Other benefits include cleaner fixtures and improved quality of light (higher CRI), which is particularly noticeable in retail applications.
3.  Upstream Program.  One of the barriers to the implementation and sustainability of lighting efficiency upgrades is the lack of availability of the most efficient lighting components.   Though compact fluorescent lamps are available and first-generation T8 lamps are becoming more available in the general market place, the more efficient second- and third-generation lamps are not readily available.  In addition, electronic ballasts of all types are difficult for the general public to locate.  This problem will be addressed by establishing and promoting a spares arrangement for the component parts of the installed energy efficiency measures, so these parts become readily available in the local HTR areas.   In addition, the program will be providing training materials for customers to assist them in maintaining the new equipment and obtaining spares.  The total program cost of the training materials is estimated at $1,000.

4.  Hazardous Waste Removal.  Many of the older facilities still contain significant quantities of ballasts which contain polychlorobiphenyl (PCB) capacitors.   PCB material is considered a health hazard and is handled as a hazardous waste.  Ballasts containing PCBs are separated from other waste materials and sent to a hazardous waste disposal company.  The customer receives the benefit of having PCB ballasts removed at no cost.  Disposal of a PCB ballast costs between $2.00 and $5.00 each. 

SECTION V.  Goals.
A.  Savings. The proposed savings goals for energy and peak demand are found in the Table Energy and Peak Demand Savings Goals.  The achieving of the peak demand goal is a function of the mix of measures that is realized during the program.  The actual mix will be dependent upon what current conditions actually exist in customer facilities. The program worksheet provides an estimate of expectations.  The energy savings is a function of the demand multiplied by the estimated hours of operation.  This estimate is based upon the achievements of the existing HTR programs.

Energy and Peak Demand Savings Goals

	Performance Measure
	Quantity

	Peak Demand (kW)
	3004

	Energy Savings (kWh)
	14,163,128


B.  Customers Served.  The number of customers to be served is a function of the customer mix which is achieved.  The goal of this program is to reach as many small businesses as possible and disperse the technologies as evenly as practical among the various geographical areas based upon potential customers.   The table Customers Served depicts the minimum percentage of incentives to be used in each county.  The quantities do not add to 100% to allow for some flexibility in the program.
 Customers Served 
	Measure
	County

	
	Fresno
	Kern
	Tulare
	Kings
	Total

	Minimum Incentive %
	45
	29
	3
	3
	80%

[20% flexibility]


C.  Maintenance and Parts Availability.  The goal is to have a minimum of eight locations within a reasonable distance of the participating businesses where customers may obtain warranty replacements and follow-on spares for the component parts used in the lighting upgrades.  A complementary goal is that 100% of all customers receive information on the maintenance and support of the newly-installed equipment.

SECTION VI. Program Evaluation, Measurement and Verification (EM&V).
The basic concept of the EM&V approach is similar to that used on existing HTR lighting programs.  The program suggests one of four EM&V contractors be used:  Alternative Energy Systems Consulting; RM Engineering; Quantec LLC; and RLW Analytics.  All of these contractors were approved in Rule 01-08-028 for the SCE Small Nonresidential Hard to Reach Program.  To eliminate redundancy, Quantec LLC would be a logical choice as the EM&V contractor as they have performed the EM&V tasks on the previous non-residential HTR programs.

Quantec provided a comprehensive review of SCE and SDGE HTR programs in its report, Measurement and Evaluation of Three 2002 Programs, 22 July 2003.  This report provides an excellent baseline for evaluating the proposed program.  All of the factors identified on page 26 of the (Energy Efficiency Policy Manual Version 2” are included.  Using a previously-developed plan and approach should keep the cost of the EM&V to a minimum, provide a solid basis for comparison of the proposed program with previous programs, and provide a sound basis for determining the program’s success.  For details, refer to QUANTEC, Measurement and Evaluation of Three 2002 Programs, 22 July 2003. 

SECTION VII.  Qualifications.

A.  Primary Implementer.  
1.  DSM Participation.  nStar first participated in demand-side programs beginning in 1994, when it teamed with FE&S to implement the SCE Large C/I Program.  nStar was responsible for the marketing, engineering, financing and implementing of the program.  Customers served included McDonnell Douglas (now Boeing), City of Hope Medical Center, and Toyota Motor Corporation.  This effort was valued at $5,000,000.   Among other tasks, the effort included a complete lighting redesign of aircraft production hangars. All goals and commitments for the project were met.  nStar participated in a PacificCorp DSM program in conjunction with ONSITE Energy.  Again nStar was responsible for the marketing, engineering, and implementation of energy efficiency measures.  The task included the lighting upgrade of over 200 buildings belonging to Hercules Chemical Company (now Alliant TechSystems) in West Salt Lake City. Special lighting fixtures were designed and manufactured for use in tunnels where rocket propellants were transported.  Much of this work was accomplished in Class I and Class II explosive environments.   The program value was over $3,000,000.  More recently, nStar participated in Reliant Energy’s DSM program where over 80 branch banks received lighting upgrades.  Currently, nStar is participating with Express Energy in marketing and implementing the SCE HTR program.  

2.  Implementing Small Site Programs.  Mobil, now ExxonMobil, selected nStar to implement a national energy efficiency program for its service stations, to include corporate- owned stations, franchises, and independent dealers.  Within six months, nStar had conducted surveys and developed engineering for over 6000 sites.  By contract, nStar was required to market the lighting upgrade program to both the franchises and independent dealers.  Over 2000 sites were upgraded, which met the Mobil program goal.  Site locations were from Maine to Florida and Michigan to California.  

As a result of these experiences, nStar has developed experience in working demand-side management programs as well as implementing lighting programs with both large and small customers.  A successful, cost-effective program with small customers requires efficiency in the handling of large amounts of technical information.  Through the experience of its programs, nStar has developed in-house technology to accomplish that task effectively.
B.  Subcontractors.  Express Energy has been the preferred subcontractor for nStar since 1994.  They have participated in every major program undertaken by nStar.  They have extensive experience in working utility-sponsored programs as well as non-utility programs across the United States.
C.  Resumes or Description of Experience for Program Management.  

Charles (Terry( Mitchell.   A retired USAF Lieutenant Colonel, Terry gained important practical business experience as the USAF program representative for the production of over $2B of E3A aircraft for the USAF, NATO, and Saudi Arabia.  His education includes a BS in Chemistry and an MS in Contracting and Acquisition Management from the Air Force Institute of Technology.  After retiring with 22 years in the USAF, he entered the lighting design and retrofit business in 1993.  In 1994, he participated with others in the formation of North American Lighting, now nStar.  The name was changed in 2000 to reflect additional business being performed overseas.  As the Vice President for Operations, Terry has been responsible for the design and implementation of nStar programs for the last nine years.  
Larry A. Wood.    A Certified Public Accountant, Larry has been responsible for the financial activities of nStar since its organization.  He had previous experience with Arthur Anderson before working with several small businesses before joining nStar.  His financial knowledge and experience with previous DSM programs provide nStar the financial expertise needed to fulfill the responsibilities of this program. 

Mark Smith.   A graduate in Electronics Technology, Mark has been responsible for lighting technology engineering and implementation during his fifteen years in the lighting industry.  Mark joined nStar at its formation in 1994 and has provided expertise in retrofit lighting design, data processing, and implementation management.

Donald Rivers.  A holder of a C-10 Electrical license, Don has been responsible for the on site implementation of all of nStar’s major construction projects since 1994.

SECTION VIII.  Budget Summary.
	Category
	Amount $
	Description



	Administrative Labor & HR
	241,600
	Salaries & benefits associated with the management of the program

	Travel & Conferences
	12,300
	Meeting with IOU and other overseeing agencies

	Overhead
	
	

	General
	54,000
	Administrative materials, equipment, etc

	Travel
	30,000
	Travel primarily associated  with direct marketing to the customers

	Marketing

	70,000
	Salaries & materials associated with direct marketing to the customers

	Direct Implementation
	2,584,412
	Labor associated with auditing and cost of the direct labor and materials for installation

	EM&V
	65,000
	Costs associated with EM&V subcontractor

	Financing Costs
	28,000
	Costs associated with financing materials & labor for implementation

	TOTAL
	3,085,312
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