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Single Family Home Energy Efficiency Rebate Program
I.
Program Overview

A.
Program Concept  

The Single Family Energy Efficiency Rebate (SFEER) program is designed to help Southern California Gas Company (SoCalGas) residential customers reduce their energy usage and save money on their utility billsby replacing inefficient appliances with new energy-efficient ones and weatherizing their homes.  The program contains three core components: (1) customer incentives; (2) customer information and education; and (3) marketing and outreach to trade allies including manufacturers, retailers and distributors.  Each component is essential to enhancing understanding of and demand for energy efficient products in the residential retrofit and renovation market.  The program targets energy usage in existing residential homes including single-family dwellings up to four units, condominiums and mobile homes, and covers ENERGY STAR( appliances, ENERGY STAR( lighting, home improvement, heating, ventilation and air conditioning (HVAC) and pools.  
B.
Program Rationale 

The California Energy Action Plan calls for a significant amount of energy savings to come from energy efficiency programs. This statewide rebate program seeks to overcome the market barriers of higher start-up costs for high efficiency measures relative to standard measures, lack of consumer information about energy efficiency benefits and lack of availability of high efficiency products.  By providing incentives, information/education, and outreach to trade allies, this program will help residential customers take action to reduce their energy use and become more conscious about purchasing the energy-efficient products they need.  In 2002,  after the peak of the energy crisis, the programs achieved full subscription, and for some measures exceeded their unit goals.  Some of the utilities transferred funds from other programs to avoid closing those over-subscribed measures.  

In addition to the measures that have been a traditional part of SFEER, the 2004-2005 statewide program will now offer measures that have been a part of the lighting program.  By merging SFEER  and the lighting programs, both of which focus on the same markets, greater efficiencies and cost savings can result.  However, since SoCalGas does not provide electricity to its customers, no lighting-related activities or rebates will be offered in the utility’s program. 
An example of greater efficiencies is the area of manufacturer and retailer relationships. The utilities have established long and successful communication channels and as a result have been able to institute the innovative point-of-sale incentive delivery mechanism.  This was recognized by the national “exemplary” award given by the American Council for an Energy Efficient Economy (ACEEE) in 2003.  Coordination with these vital allies has provided new opportunities to deliver and promote energy-efficient products, such as  investor-owned utilities’ (IOUs) extending point-of -sale to include ENERGY STAR( programmable thermostats using the terms and conditions already existing in the agreements for lighting products. The IOU program managers continue to strengthen their relationships and knowledge of the industry, and are expanding these relationships to new product allies such as pool pump and motor retailers and manufacturers.   Manufacturers and trade allies play a significant role in bringing new energy efficient products to the market.  

The program will build on the successes of the 2002-2003 programs by expanding its use of the point-of-sale method of product delivery, which has proven successful with the light program and has great potential for single-family program measures.  SoCalGas expects an increase in both program participation and cost effectiveness.  The program will continue to align the efforts of manufacturers, contractors and retailers to increase the availability and market penetration of energy-efficient products and thereby achieve energy savings and peak demand reduction goals.  In addition, based on IOUs’ collective experiences of running energy efficiency programs, there will be some changes to rebate levels, product specifications, and delivery methods.  

Other program changes for 2004 include:

· A two-tiered incentive for clothes washers, which distinguishes the highest efficient clothes washers with a $75 or $125 incentive.

· A new set of incentives for advanced whole-house evaporative coolers.  These include an incentive for the more efficient two-stage evaporative cooler, and an additional $100 for installations that include exhaust dampers and a programmable thermostat.  Customers can now receive as much as $600 for a two-stage unit that has the dampers and thermostat installed.

· An increased incentive for High Performance Windows from $0.50/sq. ft. to $1.00/ sq. ft.

· A new tiered incentive for ENERGY STAR( CFLs based on lumens rather than wattage.   

· A new tiered incentive for ENERGY STAR( fixtures based on lumens rather than wattage.   

· No incentives for ceiling fans are planned due to the September 2002 RLW Analytics study which showed energy savings are much lower than previously claimed.  

· Updated energy savings calculation tables have been developed to reflect emerging products and to base savings on the ENERGY STAR® specifications for lighting products.

· The IOUs may include other measures such as duct testing and sealing as requested by the CPUC.

The IOUs are on track to meet or exceed the 2003 hard-to-reach targets defined by the California Public Utilities Commission (CPUC)in its Energy Efficiency Policy Manual .  In a relatively short period, the program has made great strides to overcome the market barriers of price and availability.  Because of the program, new retailers are beginning to understand the benefits of promoting ENERGY STAR® technology.  

C.
Program Objectives  
SoCalGas expects to achieve a reduction in peak demand of 871 kW; energy savings of 2,420,152 kWh; 1,083,621 therms saved, and increased customer participation  in the hard-to-reach areas over the 2004-2005 program years.  Other objectives include: 1) customer incentives that will negate the barrier of higher start-up expense for high efficiency measure relative to standard efficiency measures; 2) customer information and education such as on-line product information sheets and point of sale promotions to overcome the deficiencies in customer information about energy efficiency benefits; and 3) marketing and outreach to trade allies to overcome the barrier of the lack of energy efficiency products.  

II.
Program Process


A.
Program Implementation

The program meets CPUC requirements for delivering a coordinated statewide program among the IOUs.  The utilities also coordinate with programs at the state, federal, and community levels.  Collaboration will occur with municipalities, water agencies, city programs and other entities as appropriate. This multi-faceted collaboration is creating powerful synergies to impact the marketplace and overcome barriers.

The IOUs meet regularly to plan how the program is to be implemented, identify and overcome market barriers for participation, determine which products will be rebated, set specifications for each product and what rebate amount will be offered.  This provides uniformity throughout the four IOU service areas and enables the IOUs to achieve a majority of participation from the major retailers, manufacturers and contractors who seek to integrate our program into their operations and promotions.  The statewide programs are consistent in incentive levels, application procedures and program implementation.  Coordination with the statewide multi-family program will occur to ensure that all residential customers have the opportunity to benefit from energy efficiency efforts including residents of buildings that are five dwelling units or more. During 2004 – 2005, the utilities will continue their nationally recognized efforts to promote the ENERGY STAR( label as a simple way to recognize and select energy efficient products.

· The utilities will also continue promoting energy efficiency in segments within their service areas defined as hard-to-reach.  Consistent with this, the IOUs may provide rebate applications, marketing materials and/or program information in multiple languages through various delivery channels.
Program information will be available on websites and through phone centers, as well as mass marketing efforts.  The timing of the advertising and promotion cycles will be consistent throughout the state.  This approach not only assures optimum use of advertising resources, but also helps retailers and manufacturers plan product shipment to meet projected demand in the marketplace.  Additionally, the timing of incentives and promotions will coincide with the Flex Your Power campaigns.  The goal is to provide customers with a focused and consistent message statewide.

The IOUs will also continue to offer rebate applications for non-lighting measures to help ensure equity in participation, since some retailers are unable to implement point of sale rebates.  For those retailers that can, the customer benefits by its ease of participation.  There is no application to fill out or send in.  Many of the large home-improvement, grocery hardware and drug stores have participated in this program and have served as distribution points for the ENERGY STAR( products. In 2004-2005, this successful delivery mechanism will be used with other single-family measures. 

The IOUs design and provide instructions, agreement documents, rules and requirements, frequently asked questions, fund reservation request forms, and worksheets to the retailers and manufacturers as part of the program announcement.  In these documents are all the parameters of the program including equipment specifications and guidelines for participation in the point of sale measures.  The recipients who wish to participate, complete and submit the forms to request incentive funds.  The IOUs then assign fund reservation amounts and send Notification of Allocation forms to the participants indicating enrollment and the level of incentives reserved for each month in the promotion period.  
B.
Marketing Plan

The IOUs will provide information directly to their customers using a variety of  methods including,  IOU websites, IOU phone centers, bill inserts, direct mail, newspaper and radio advertising, and e-mail.  The IOUs will also coordinate with manufacturers, retailers, distributors, contractors, community based organizations (CBOs) and other interested parties in increasing awareness of the utility rebate program, other related opportunities, and encouraging customers to purchase qualifying products.   Marketing and outreach efforts may include:

· Coordination with manufacturers through wholesale cost buydowns to increase supply of lower cost energy-efficient products in the marketplace.

· Coordinated efforts with retailers to expand the innovative upstream incentive mechanism of point of sale for other single-family products such as appliances, and pool pumps and motors.  The point-of-sale agreements with participating retailers may include advertisements and marketing materials, and additional support needed to ensure promotions are effective.
· Support for the pool, appliance, and home improvement products may include training for large retail store staff on rebate promotions and field services to ensure marketing materials are posted in the stores.

· Broad-based efforts including direct mailing, media, bill inserts, etc.
· Targeted material specific to a particular measure for customers likely to benefit from this information (i.e. pool owners receiving information on the pool pump/motor rebate). This may include retail campaigns, point-of-purchase material, direct mailers, co-op mailings, and bill inserts.
· Outreach efforts in customer’s primary language.
· Outreach to other hard-to-reach customers, which may be accomplished through the use of CBOs.
In 2004-2005, the IOU’s will explore options for providing alternative strategies to marketing the programs in constrained areas.  One such approach  may be  a neighborhood-based marketing campaign targeting older master-planned communities to promote energy efficiency.  Through this effort, local contractors would independently market and install cost-effective measures such as duct testing and sealing and other measures to help reduce energy loss in the home and increase overall efficiency. By dealing in volume, this effort would offer low-cost measures that are proven energy savers to a large number of program participants.   In addition to delivering energy savings, this approach would support the advancement of local community and city goals related to energy efficiency, as well as benefiting many neighborhood and socio-economic groups.

For energy efficiency to achieve full effectiveness throughout California, there must be a coordination of the many messages and resources available to participants.  The California IOUs are uniquely positioned to serve in the role of providing unifying guidance to each of the many organizations chartered to deliver energy efficiency.  The IOUs have, in fact, exerted their  collective influence since the energy crisis of 2001, notably with many municipalities, seeking to achieve greater commonality and alignment each year.  The IOUs intend to do likewise with the agencies that directly market energy efficiency throughout California, Flex Your Power and others yet to be designated by the State of California.  When energy efficiency messages are properly timed and coordinated, their effectiveness is multiplied.  The messages will be dovetailed with the product seasonality already established by retailers and manufacturers.  

Marketing Materials Planned

	Material
	Quantity
	Distribution Method
	Projected Cost

	Program Applications
	70,000
	Direct Mail/Community Events
	$19,000

	Program Applications
	100,000
	Internet
	$0

	Bill Inserts by topic:
	1,000,000
	Direct Mail
	$65,000

	    Clothes Washers – Tier I
	Bill Inserts, email advertisement
	

	    Clothes Washers – Tier II
	Bill Inserts, email advertisement
	

	    Dishwashers
	Bill Inserts, email advertisement
	

	    Programmable Thermostats
	Bill Inserts, email advertisement
	

	    Water Heaters
	Bill Inserts, email advertisement
	

	    Attic and Wall Insulation
	Bill Inserts, email advertisement
	

	    Furnaces
	Bill Inserts, email advertisement
	


C.
Customer Enrollment

There are no enrollment requirements for customers to participate in the program.  Because the service territories of the IOUs are specifically defined, each IOU uses the definition of hard-to-reach given in the Energy Efficiency Policy Manual Version 2 to determine their criteria for these  customers. Each IOU has a different hard-to-reach goal based on IOU familiarity with the service area and historical customer participation levels.

D.
 Materials


Not Applicable.

E.
Payment of Incentives


Customers submit applications to their IOU’s Rebate Processing center along with proof-of-purchase and any additional documentation specified on the application.  The application is reviewed for completeness.  Within six to eight weeks of receipt of a completed  application, the customer will be mailed a rebate check.  The rebate amount is fixed by measure, as indicated on the application. 

F.
Staff and Subcontractor Responsibilities

SoCalGas will use current employees to market the program, answer customer questions and provide applications and other information, process rebates, inspect installation sites and make customer payments.  In 2003, SoCalGas used Richard Heath and Associates to inform retailers and other trade allies of program activities.  It is unclear whether  this function will be outsourced in 2004.

 G.
Work Plan and Timeline for Program Implementation

 Timeline for Program Implementation

	Activity/Event
	Targeted Date

	Program Launch
	January 3, 2004

	Website Updated
	January 3, 2004

	Training of Call Center and Processing Center Completed change order
	January 3, 2003

	Application Available
	January 3, 2004

	Program Announcements
	January 3, 2004


Seasonal advertisement’s will be conducted in conjunction with the Statewide Marketing and Outreach Program plans.

III.
Customer Description

A.
Customer Description

The  program targets all residential customers paying a Public Goods Charge and residing in dwellings of 4 units or less, including condominiums and mobile homes.  The four  IOUs working with the two largest state municipalities serve approximately 80% of the residential customers in California.  

SoCalGas has approximately 5 million residential customers.  The hard-to-reach  component for this program is 23%.  Customers are defined as hard-to  reach based upon their language, geographic, and/or income status.  For program implementation purposes, a zip code list was established that defines these customers for SoCalGas’ program.

B.
Customer Eligibility


All residential customers paying a public goods charge and residing in dwellings of 4 units or less, including condominiums and mobile homes are eligible to participate in the program.

.

C.
Customer Complaint Resolution 

Any customer questions or complaints that cannot be dealt with by the IOU call center are referred to the program manager.  The program manager brings each escalated complaint to conclusion in accordance with the policies and procedures manual developed for the program.  Every effort is made to satisfy the customer’s request.

D.
Geographic Area 

SoCalGas service area encompasses 23,000 square miles of diverse terrain throughout most of Central and Southern California, from Visalia to the Mexican border. As the nation’s largest natural gas distribution utility, it serves 18 million through 5 million gas meters in more than 530 communities.  
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IV.
Measure and Activity Descriptions

A.
Energy Savings Assumptions

In most cases the savings (kW kWh, and Therm) values and incremental measure cost values are from the DEER database.  In cases where the values were either not available in the DEER database or the DEER database values were not consistent with the program design, SoCalGas used alternative sources for savings and/or incremental measure cost values. Estimated Useful Life and Net-to-Gross values are from the CPUC Policy Manual (Version 2, August 2003). SoCalGas’ workpapers provide documentation for all values used in the cost-effectiveness analysis.

B.
Deviations in Standard Cost-effectiveness Values

See A. above.

C.
Rebate Amounts

All measures by fuel source are identical among the IOUs, both in specifications and rebate amounts.  The full portfolio of single family rebate measures offered statewide by the IOUs is presented in the tables below (measures applicable to SoCalGas are highlighted and asterisked*).

Single Family Home Energy Efficiency Rebate Program Measures

	Measure
	Rebate
	Offered By

	Clothes Washers – Tier I*
	$75
	PG&E, SDG&E, SCG

	Clothes Washers – Tier II*
	$125
	PG&E, SDG&E, SCG 

	Room Air Conditioners
	$50
	SCE, PG&E, SDG&E

	Dishwashers*
	$50
	PG&E, SDG&E, SCG

	Programmable Thermostats*
	$20
	All IOUs

	Pool Pumps and Motors - Single
	$125
	SCE, PG&E, SDG&E

	Pool Pumps and Motors  - Two
	$300
	SCE, PG&E, SDG&E

	Water Heaters*
	$40
	All IOUs

	High Performance Windows
	$1/sq.ft.
	SCE, PG&E, SDG&E

	Whole House Fans
	$100
	SCE, PG&E, SDG&E

	Attic and Wall Insulation*
	$.15/sq.ft.
	All IOUs

	Advanced Whole House Evap Cooler – Tier I
	$300
	SCE, PG&E, SDG&E

	Advanced Whole House Evap Cooler – Tier I w/dampers and thermostats
	$400
	SCE, PG&E, SDG&E

	Advanced Whole House Evap Cooler – Tier II
	$500
	SCE, PG&E, SDG&E

	Advanced Whole House Evap Cooler – Tier II w/dampers and thermostats
	$600
	SCE, PG&E, SDG&E

	HVAC*
	$200 - $500
	All IOUs


Note:  Measures, such as duct testing and sealing are still undergoing cost effectiveness evaluation and may be offered in the 2004- 2005 program.
D.
Activity Descriptions

See Program Process section above.

V. Goals 
	Net Projected Energy Effects

	Coincident Peak kW
	Annual kWh
	Lifecycle kWh
	Annual Therms
	Lifecycle Therms

	1,555
	5,484,524
	75,624,888
	2,493,508
	32,325,048


VI. Program Evaluation, Measurement and Verification 

General Approach to Evaluating Program Success

This statewide EM&V effort is based on the Commission’s objectives as outlined in the Energy Efficiency Policy Manual Version 2  and adheres to the guidelines in the International Performance Measurement and Verification Protocol (IPMVP). 

This statewide EM&V plan will continue to use the existing manual and established EM&V methods to evaluate the SFEER program’s success while the M&V protocols and framework are being revised by the New Evaluation Framework Team. At such time, a detailed M&V plan will defer to the M&E protocols and framework as appropriate to evaluate the program’s success.

The proposed evaluation of the SFEER program’s success will primarily be to provide measurable and quantifiable results in the form of achieved levels of energy and peak demand savings by the program.  The success of the program is also gauged by other program evaluation studies, such as process evaluation and market assessment and customer behavior analysis studies.  Such studies provide (a) ongoing feedback and corrective guidance regarding program implementation and delivery to customers through program process evaluation, and (b) measured indicators of the program effectiveness through analysis of market data and customer’s satisfaction.

Approach to Measure and Verify Energy and Peak Demand Savings 

The Measurement and Verification (M&V) approach for the statewide SFEER program will be to validate energy and demand savings estimates of program impacts.  The primary measurement of program success will be verification of measures installation and tabulation of the energy and demand savings for measures installed through the program, versus baseline measures.  Estimates will be based on an ex post onsite verification of a selected sample of installations (across all utilities) on an ongoing basis to ensure that the rebated measures were installed correctly. An assessment of the verification process will be undertaken on a schedule as outlined in the EM&V protocol and framework to ensure sampling validity.  Savings estimates will be updated to reflect the best available information, as needed.  

Approach to Evaluation Program Success

To comply with the objectives of the Commission for ongoing assessment and improvement of programs, the EM&V plan will also focus on process issues.  The plan will also include 1) analysis of program accomplishments: 2) benchmarking comparisons between a variety of initiatives to identify best-practices for program design, delivery and implementation; 3) an assessment of program targeting and customer satisfaction; 4) an analysis of incentive levels and options, and 5) additional market assessment and evaluation as needed.  More specifically, these activities may be done as follows:

· Market Assessment and Customer Behavior Analyses: These activities assist with assessing customer awareness, behaviors and practices given their participation in the SFEER program.  Market baseline data is available from such statewide studies as the California Statewide Residential Energy Efficiency Potential Study (2002); Assessment of Customer Behaviors and Practices due to 1-2-3 Cashback (2002); Statewide Residential Appliance Saturation Survey 2003, and Statewide Residential Customer Needs Assessment Study (2001).  Baseline information includes saturation of old measures in households and consumer awareness and behavior regarding purchase of single-family measures.  The market assessment study will analyze the market penetration of the SFEER measures as part of the energy efficiency-related gains achieved by the program. 

· Process Evaluations: These activities will include evaluations of program delivery in terms of adherence to procedures, timeliness and customer satisfaction.  The objectives of these activities will be to provide feedback to the program implementers on elements of the SFEER program that can be improved to enhance the program’s performance.  By assessing performance of various delivery aspects of the program will help to identify specific, actionable servicing actions to make the program more effective, including statewide integration between the investor-owned utilities, and with other implementers of California programs, as appropriate to improve program delivery.

Potential EM&V Contractors

The contractors listed below can objectively and effectively evaluate program success.  As a group, their work includes impact evaluation, measurement and verification, process evaluation, market assessments, and verification of program accomplishments.  These firms have a track record of completing high quality, objective studies of energy efficiency programs either for the California investor-owned utilities or for other entities whose studies we have been able to review.  This list does not include all of the qualified evaluators who could objectively evaluate program success.  The final list of evaluation consultants will be based on several factors including: future Commission decisions, the mix of approved programs and the experience of the evaluation consultants.

	ADM Associates
	KVDR Consulting

	Aloha Systems
	Megdal & Associates

	Alternative Energy Systems Consulting (AESC)
	Nexant

	Applied Management Sciences Group?
	Opinion Dynamics

	Architectural Energy Corporation (AEC)
	Quantec LLC

	ASW Engineering Management 
	Quantum Consulting

	Aspen Systems Corporation
	Ridge and Associates

	EcoNorthwest
	PA Consulting Group

	Energy & Environmental Economics
	Research Into Action

	Energy Market Innovations
	RLW Analytics

	Equipoise Consulting
	Robert Mowris & Associates

	Freeman Sullivan & Co.
	SBW Engineering

	Frontier Associates
	Science Applications International Corp. (SAIC)

	GDS Associates
	Skumatz Economic Research Associates (SERA)

	Global Energy Partners
	Summit Blue Consulting

	Heschong-Mahone Group
	TecMRKT Works

	ICF Consulting
	Vanward Consulting

	Itron (RER)
	Wirtshafter Associates

	KEMA-Xenergy, Inc
	


VII.  Qualifications

A.
Primary Implementer 

SoCalGas is the primary implementer of this program in SoCalGas service territory.  SoCalGas has provided residential and nonresidential customers with energy efficiency programs at the direction of the Commission since 1976.  Early programs provided information to residential customers on energy efficient appliances, home insulation, heating and air conditioning while providing commercial customers detailed, on-site energy analyses (audits).  Programs and services for both markets evolved into information programs coupled with equipment rebate programs, loan programs and incentives for new building construction by the early 1980s.  These programs have grown, contracted or been redirected based on the changing goals of the Commission, the needs of the marketplace and the input from the many community stakeholders in the energy efficiency industry.  

Surveys of customers indicate that SoCalGas has remained the most trusted source for unbiased energy efficiency information, services and programs.  Customers continue to look to SoCalGas for assistance in managing their energy use and costs.

Teams of SoCalGas engineers, marketing professionals and customer service specialists have demonstrated significant competencies in a variety of essential areas of program design and deployment, reporting/ accountability program measurement, assessment and evaluation.

The Program’s Managing Supervisor is Lance DeLaura who has overall responsibility for program operations and achievement of program goals, particularly energy and peak demand savings for several programs and supervises program staff.  

He is supported by the Program Manager, Trevor Ware, who has overall responsibility for program operations and achievement of program goals, particularly energy and peak demand savings.  These activities include program design and budget preparation; overseeing of program operations including the development of program procedures; program promotion; program data processing; customer communications; contracting and procurement for program services as needed; working with market suppliers, vendors, trade organizations and other industry-related organizations; working with community-based organizations; budget tracking and reporting of program activities; and supervision of program implementation staff.

Please see resumes below in section C. 

B.
Subcontractors
Not applicable.

C.
Resumes 



(see attached pages)

Qualifications of Lance DeLaura

Program Manager

Professional Experience as it relates to Current Position:

2002—Present, Residential Rebates and Incentives Manager (SoCalGas/SDG&E): I have overall responsibility for program operations and achievement of program goals, particularly energy and peak demand savings for the residential rebates programs.  For SoCalGas this includes the single family, multifamily program, Pilot Bidding programs and an energy efficiency financing program.  For SDG&E this includes the single-family rebate program, appliance recycling program, upstream lighting program and residential and non residential in home/in business audits programs.  Activities include program design and budget preparation; overseeing of program operations which include the development of program procedures; program promotion; program data processing; customer communications; contracting and procurement for program services as needed; working with market suppliers, vendors, trade organizations and other industry-related organizations; working with community-based organizations; budget tracking and reporting of program activities; and supervision of program implementation staff.

2000—2001, Products and Services Manager (SoCalGas).  Managed over 20 programs relating to residential Demand Side Management including Standard Performance Contracts (SPC), Pilot Bidding, Residential Contractor Program, multifamily programs and energy efficiency financing program.  Served as technical expert and witness to a wide variety of energy conservation related initiatives and regulatory proceedings with the California Energy Commission.  This included initiatives that directly responded to the energy crisis in California.  Developed services to make it easier for customers to participate in energy efficiency programs.   Served as technical expert in the CPUC Line Extension proceeding.

1998—2000, Regulatory and Small Commercial Segment Manager (SoCalGas). Principal responsibilities included leading collaborative efforts for consumer marketing and operations organizations to ensure an effective new business process redesign and implementation.  Led new business tariff design and modifications.  Segment manager for the small commercial market.  Residential Services liaison to the California Energy Commission.  Led collaborative efforts for company implementation of Assembly Bill 622 (mandated mobile home park gas system takeover).  Managed a wide variety of residential Demand Side Management programs including Standard Performance Contracts (SPC), Pilot Bidding, Residential Contractor Program and multifamily programs.  Developed and implemented the most successful utility-sponsored energy efficiency financing program in the nation.  Served as technical expert and witness in the CPUC Line Extension proceeding.

1996—1997, Business-to-Business Segment Manager (SoCalGas). Responsible for the profitability, strategic planning, and customer satisfaction for all products and services marketed to residential new construction homebuilders and small commercial customers. Responsible for existing multifamily master meter customers.  Led research development and demonstration project efforts for residential and small commercial natural gas technologies in conjunction with Technology Development Group.  Led efforts in preparing testimony and testifying at California Public Utilities Commission (CPUC) for shareholder earnings in the Annual Earnings Assessment Proceeding (AEAP).

1993—1995, Residential New Construction Segment Manager (SoCalGas). Responsible for developing and managing Demand Side Management (DSM) and shareholder funded programs for the homebuilding industry.  Additional responsibilities included new product and service development, brand positioning, and advertising effectiveness.   Served as witness in the Annual Earnings Assessment Proceeding (AEAP).

1990—1992, Director of Marketing (Watt Industries). Headed Los Angeles based marketing and construction operations of numerous housing projects throughout the San Fernando Valley, Santa Clarita Valley and the Antelope Valley.   Direct P&L responsibility for $400,000,000 of home building operations.  Corporate real estate broker.

1987—1990, Marketing Director (Premier Homes).  Headed Inland Empire based marketing and construction operations in Temecula Valley and throughout San Bernardino County.  Direct P&L responsibility for $275,000,000 of home building operations.   Corporate real estate broker.

1984—1987, Vice President of Sales and Marketing (Diversified Western Equities- Colorado) Responsible for managing a $300,000,000 real estate portfolio of single family and multifamily properties in three states.  Dealt extensively with acquisition of foreclosed properties (REO’s) and lending institution financially troubled projects. Corporate real estate broker.

1980—1984, Marketing Director (Hutchinson Homes- Colorado).  Headed Denver based marketing and construction operations throughout Denver, Jefferson and Arapahoe counties.  Direct P&L responsibility for $350,000,000 of home building operations.   Corporate real estate broker.

Educational Background:

B.S.—Business Administration/Finance/Marketing, Denver University (1979)

Consumer Marketing Executive Training- Northwestern University

Numerous Energy Efficiency Seminars in conjunction with Energy Star, American Gas Association, Pacific Gas Association and the California Energy Commission

Professional Affiliations:

Member, Board of Directors, Consortium for Energy Efficiency (CEE)

Member, Board of Directors, California Home Energy Efficiency Rating System (CHEERS)

Marketing Executive Section Chair (formerly), Pacific Coast Gas Association (PCGA)

Qualifications of Trevor Ware
 Program Manager

Professional Experience as it relates to Current Position:

2000—Present, Program Manager (SCG): Responsible for the design and implementation several residential rebate and incentive programs including those targeted to single family and multifamily customers.  Job responsibilities include all aspects of designing, marketing and executing a consumer focused rebate program.  Duties include: coordination with peers at IOUs and municipal utilities; coordination with retailers and manufacturers on a local and national level; coordination with other market actors including Flex Your Power and Unvision; management and training of resources used to receive rebate applications, determine customer and product eligibility, communicate with customers, and approve customer rebates for payment; and coordination of marketing activities with market actors and SCG Call Center personnel.

1995-2000, General Manager (ICD Corporation): Managed all operational aspects for a holding company of retail stores.  Duties included: cash management for $4M annual revenue; development of employee hiring, recognition and retention system; site selection for retail stores; negotiation of leases; construction supervision; permitting; negotiation of master development agreements, etc.

Educational Background:

MBA—Information Technology, University of California, Los Angeles, CA (1990)

B.S.—Electrical Engineering, University Southern California, Los Angeles (1982)

Professional Affiliations:

Member, National Black MBA Association

Member, UCLA Alumni Association

Member, USC Alumni Association

VIII. Budget 

	Program Budget

	Cost Description
	 Amount ($Nominal) 

	Administrative Costs
	 

	 
	Managerial/Clerical
	 $       320,000 

	 
	Human Resources
	 $       278,800 

	 
	Travel / Conferences
	 $         40,000 

	 
	Overhead
	 $       393,600 

	 
	Sub-Total Administrative
	 $    1,032,400 

	Marketing Costs
	 $       765,200 

	Implementation Costs
	 

	 
	Incentives
	 $     4,000,000 

	 
	Activity
	 $                -   

	 
	Installation
	 $                -   

	 
	Hardware / Materials
	 $         40,000 

	 
	Rebate Processing
	 $       644,400 

	 
	Sub-Total Implementation
	 $    4,684,400 

	EM&V Costs
	 

	 
	Activity
	 $       160,900 

	 
	Overhead
	 $           8,100 

	 
	Sub-Total EM&V
	 $       169,000 

	Total Program Budget
	 $     6,651,000 
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