Section 2�Residential Program Area





Overview


In 1999 the Residential customer energy efficiency programs were designed to continue the support of market transformation objectives.  Programs were developed to help residential customers identify ways to purchase energy efficient products and services.  


The Residential programs offered in 1999 made significant progress toward behavior changes in the residential market.  Some key successes included:


Statewide lighting and appliance programs were developed among the four California investor-owned utilities (IOUs).  The lighting and appliance programs were successful in their efforts to market Energy Star® equipment, fixtures, and compact fluorescent lamps (CFLs) through organized advertising, sales staff training, and incentives.  Pacific Gas and Electric Company expects the programs to continue to be successful in 2000.


The four California IOUs also created a statewide energy guide in English and Spanish that described energy efficient products and services, “The Big Picture, a Step-by-step California Guide to Smarter Energy Use.” 


Pacific Gas and Electric Company supported and promoted the Energy Star® label throughout its program offerings.  Marketing efforts were conducted through bill inserts, advertisements in Pacific Gas and Electric Company fact sheets, brochures, and information exchanges at the Smarter Energy Line (SEL).  The promotion supported included windows, heating and cooling equipment, clothes washers, dishwashers, refrigerators, lighting fixtures, and CFLs.


The Residential Contractor Program (RCP) was jointly developed statewide among the four IOUs and was targeted to single-family units and multifamily elements.  Also developed was the Energy Star® Financing Product which provided unsecured 100% financing up to $20,000.  


The Sierra Energy Center was established in Sonora County to provide training and technical services to the underserved rural market.  This energy center was created through an alliance between Pacific Gas and Electric Company and the Economic Development Company of Tuolumne County, along with Rebuild America (U.S. Departments of Energy and Agriculture), the Sonora City Council and other organizations.  





�
Residential Information 


1999 Program and Program Elements


Residential Heating & Cooling Systems - Efficient Residential Equipment Information and Education 


Information modules and educational materials were designed and targeted to reach consumers making planned or emergency equipment replacement decisions.  The information was designed to increase market/consumer recognition of Energy Star® and market demand for energy efficient equipment, comfort, and other benefits.  In addition, the information was provided to market participants to increase their understanding of the importance of proper sizing and/or installation of equipment.  


Targeted Market Participants and/or End-Uses 


Information was targeted to specially licensed contractors, specifically heating ventilation and air conditioning (HVAC) contractors, and the general residential consumer market.  Material was promoted through bill inserts sent to all residential consumers, and Pacific Gas and Electric Company’s SEL, a residential energy efficiency call center.


Implementation Strategies


Targeted information to HVAC market participants influencing planned or emergency replacement decisions on benefits and costs of efficient equipment, whole system replacement, planned replacement, and the importance of proper equipment sizing and/or quality installation practices; and


Promoted the Energy Star® brand to consumers as a standard for efficient residential equipment and controls.


Market Effects Observed


According to the January 2000 Aragon Consulting Group study, “Stockton Training Center Energy Efficiency Training Study,” page 14:  53.6% of respondents “have changed work practices,”  37.65% of respondents state that “changes have resulted in energy savings,” and 46.8% of respondents “either have made energy saving changes OR are likely,” and page 16:  66.0% “have shared knowledge” and 76.4% “plan to share knowledge”;


The number of contractors taking HVAC training at the Stockton Training Center totaled 370 in 1999; and


The number of calls received by the SEL related to heating and cooling increased from 216,621 in 1998 to 261,051 in 1999.


Milestones/Major Accomplishments


Initiated and completed development of a consumer educational fact sheet on the whole-systems approach, proper sizing, and quality installation entitled “Whole-Systems Approach to Heating and Cooling - Putting It All Together”


2,121 copies were distributed to customers; and


Initiated two technical information sheets for use with consumers and contractors, one entitled “What is HVAC System Sizing?” and one entitled “Why is Duct Testing Important?”  Two videos were also initiated, one for contractors about duct design, installation and sealing, and one for consumers about window installations.


Residential Heating & Cooling Systems - Improved HVAC Sizing and Installation Practices


This element sought to increase HVAC contractors and consumers’ knowledge of optimally sized equipment.  This element initiated and supported the initial establishment of an industry-accepted inspection/testing program and provided procedures for a third-party installer certification program.  This element also provided training and technical support for HVAC dealers/installers.  The existing Stockton Training Center (STC) and the new Sierra Energy Center (SEC) in Sonora, California support this element. 


Targeted Market Participants and/or End-Uses 


Targeted market participants included HVAC contractors, technicians, and installers; building officials; HVAC distributors; and California Home Energy Rating System (CHEERS) raters.


Implementation Strategies


Initiated training, third-party certification and/or inspection for HVAC market participants; and


Initiated technical assistance and sales tools development for HVAC market participants.


Market Effects Observed


Training sessions were conducted at the Stockton Training Center.  The pre-/post-test score differential was 56% for the HVAC Sizing, Duct Design, and Quality Installation Techniques sessions. 


Milestones/Major Accomplishments


Initiated and completed Residential HVAC Market Characterization Study;


Initiated and provided HVAC Sizing, Duct Design, and Quality Installation Techniques training to 337 different market participants who participated in 42 sessions and accumulated 495 participant-days, thus meeting the milestone to train 300 market participants.  In addition, four Duct Closure System classes were conducted for 57 building officials, and Duct Diagnostic Testing class was provided to 215 participants in 17 sessions.  Total HVAC training accomplishment:  767 participant days in 63 sessions;


Designed and marketed HVAC training related to sizing, duct design, installation standards, and diagnostic testing cooperatively with the California Energy Commission (CEC), which assisted in the implementation of new optional compliance credits in Title 24 applicable to efficient duct systems;


Developed a trade show booth focusing on a systems approach to residential energy efficiency; and 


Developed a three-year HVAC market transformation plan.


Residential Lighting - Targeted Information and Market Facilitation


Information and education was designed and targeted to reach consumers making planned or emergency equipment replacement decisions for screw-in lamp and fixture sub-markets.  It sought to improve market recognition of the energy and non-energy benefits of energy efficient lighting products and increase market awareness of the performance and applicability of newer technologies.  Information initiatives included general consumer awareness activities coupled with point-of-sale labeling and promotion of Energy Star® lighting products.  The mechanisms that helped consumers identify product sources and easily obtain desired products included promotion of the Energy Star® Web site, retailer lists, and development of targeted retailer outreach and education activities.  For large volume buyers of residential lighting products, e.g., elderly, institutional or multifamily housing, this program element included development of procurement assistance and bulk procurement for efficient lighting products.  Research data indicated a high percentage of lighting products are purchased during the fall and winter seasons.  Data also indicated a high percentage of consumer electronics and appliances are purchased during the holiday season.  With this information, Pacific Gas and Electric Company conducted a promotional effort to raise awareness of Energy Star® lighting and appliances during this period.  Part of the promotional efforts were targeted to include outreach to underserved markets including Hispanic, Asian, and rural media outlets.


Targeted Market Participants and/or End-Uses 


Consumers purchasing lighting products;


Owners and property managers of multifamily units; and


Lighting retailers, contractors, distributors, and manufacturers.


Implementation Strategies


Targeted information to consumers making planned or emergency replacement decisions i.e., developing and bringing to market a “miles per gallon” rating for lighting (lumens per watt); 


Increased availability and promotion of Energy Star® lighting products; and


Ran an end-of-year promotion of Energy Star® via the promotional campaign “Spirit of the Season.”


Market Effects Observed


The shelf space in big box stores devoted to Energy Star® products expanded considerably due to an increase in customer demand for Energy Star® products;


Over 22,000 contestants responded to the year-end Energy Star® promotion to win a suite of Energy Star® rated kitchen appliances and lighting; and


The four California IOUs working together made it easier for national manufacturers and retailers to actively participate in California’s large market.  Additionally, outreach was provided to California municipal utilities.  Outreach was made to regional utility market transformation efforts in the Pacific Northwest, New York State, and the New England area.


Milestones/Major Accomplishments


There were no specific milestones for this element.


Residential Appliances - Targeted Information and Market Facilitation


This element covered Pacific Gas and Electric Company’s efforts for 1999 that were not part of the statewide effort.  The statewide program for the second part of the year is shown as a separate element.


Information and education were designed and targeted to reach consumers making planned or emergency equipment replacement decisions.  It sought to increase market recognition of the energy and non-energy benefits of energy efficienct appliances and to improve the public’s understanding of the benefits of proper appliance disposal and recycling.  Information included general consumer awareness activities coupled with point-of-purchase labeling and promotion of Energy Star® products.  In addition, this element sought to increase product availability by helping consumers identify product sources.


Energy Star® refrigerators and dishwashers were promoted through customer incentives beginning in the latter part of the second quarter.


Targeted Market Participants and/or End-Uses 


Consumers considering the purchase of major appliances for discretionary or emergency reasons; and


Manufacturers and retailers who make production and inventory decisions.


Implementation Strategies


Targeted information to consumers making planned or emergency appliance replacement decisions; and


Promoted consumer labeling of Energy Star® appliances for retailers and consumers.


Market Effects Observed


Consumers asked for Energy Star® products when they entered the store.  Some customers asked for Energy Star® as if it were a brand.  Other customers requested that they be shown Energy Star® qualified products at the same time they requested color or other characteristics;


Retailers used Pacific Gas and Electric Company bill inserts and encouraged their salespeople to be prepared to answer consumer questions;


Major retailers gave Pacific Gas and Electric Company access to their national sales training publications in order to better prepare their salespeople; and


Major retailers requested Energy Star® identifying point-of-purchase materials that helped consumers identify Energy Star® products.


Milestones/Major Accomplishments


While no milestones were directly associated with this element, Pacific Gas and Electric Company made excellent progress toward establishing consumer demand for Energy Star® products;  


Retailers and manufacturers accepted salesperson training, which had been resisted previously; and


Manufacturers continued to introduce and improve the efficiency of Energy Star® products.


Residential Retrofit and Renovation - Facilitation of Efficiency Retrofit at Time of Sale or Renovation


Consumers who were buying or selling homes or who were planning major renovations were provided with information on the benefits of making cost-effective energy efficiency investments at the time of sale or renovation and offered services to facilitate making these improvements.  Energy Star® windows, equipment, lighting, and appliances were promoted.  Financial barriers were addressed with financial incentives for consumers and contractors, implementation and/or facilitation of energy renovation financing, and promotion of CHEERS and Energy Efficient Mortgages (EEM’S) such as the Energy Aware Housing Program (EAHP).


As part of the sale of existing homes, some local governments required inspections and corrections.  The program built on the successful programs of cities, e.g., Davis, to expand energy efficient upgrades at time-of-sale or renovation.  A contract was developed to provide education and incentives to have home inspectors educate consumers and promote home energy ratings and EEMs. 


Targeted Market Participants and/or End-Uses 


Home buyers, mortgage lenders, mortgage brokers, real estate agents, home inspectors, and other market participants with an influence on decision making in a home purchase.


Implementation Strategies


Targeted information and marketing to consumers planning purchase, sale, or renovation of home; and


Expanded the Third-Party Contract for institutionalization of Home Energy Rating System (HERS) and EEMs for existing home market such as EAHP.  Targeted this outreach to Department of Housing and Urban Development (HUD) sponsored housing at Hispanic outreach seminars.  


Market Effects Observed


Completed the Time of Sale Energy Renovation Program Assessment and Market Effects Study.  This study indicated that the program achieved significant results in impacting market participant understanding and support of EEMs.  Among the findings were that the training increased real estate agent and lender awareness and understanding of EEMs significantly; all major barriers for both real estate agents and lenders were reduced significantly; home buyers reflected an overall satisfaction with EEMs of 4.1 on a five-point scale; and EEMs were a 3.0% share of Federal Housing Authority (FHA) loans in program territory, compared with a 1.5% in non-program areas in California. 


Milestones/Major Accomplishments


The 1999 milestone required a 50% increase in the number EEM’s of relative to the base figure from the 1998 third-party program, EAHP.  The 1998 number was 641 EEMs; the goal for 1999 was 962.  Pacific Gas and Electric Company achieved 1,586 EEMs in 1999, an increase of almost 150%.


Residential Retrofit and Renovation - General Information, Education, Branding, Labeling, and Alliances


This element continued to support the foundation on which a sustainable energy efficiency market was being built.  Base support assured 800 telephone number service, residential technical information development, educational services to students, and Internet accessible tools and information.


California’s IOUs developed an energy guide for residential consumers as the first step towards consistency of information.  The utilities jointly developed and distributed the guide entitled “The Big Picture” in both English and Spanish.  This guide was designed to meet documented consumer energy efficiency information needs and to support the residential program portfolio. 


In addition, this element continued the participation with alliances for energy efficiency branding, labeling, and education aimed at reducing information search costs, product uncertainty, and product unavailability, i.e., Energy Star®, Alliance to Save Energy, Consortium for Energy Efficiency. 


Finally, a rural alliance was established with a local community, Sonora, California.  This rural alliance project involved the local government-supported, nonprofit economic development agency as a delivery channel for energy efficiency information for consumers and a location to offer training opportunities for contractors.  This pilot community alliance project, entitled the Sierra Energy Center, further enhanced the possible impacts of residential programs in this area that had been identified as underserved. 


Targeted Market Participants and/or End-Uses 


All residential customers and end-uses.


Implementation Strategies


Established a third-party contract to do a Residential Retrofit and Renovation Market Characterization Study that identified markets, sizes, participants, and drivers.  This study was utilized in 2000/2001 program planning;


Operated an 800 number, the Smarter Energy Line (SEL), for all Residential programs;


Established third-party contracts to develop and produce a consistent statewide energy guide which supported all Residential programs.  This was produced in two languages, English and Spanish; 


Established a third-party contract to develop and implement a rural community energy efficiency center.  Coordinated it in partnership with local municipal organizations and Rebuild AmeriCalifornia; 


Educated and promoted the benefits of Energy Star® to consumers; and 


Continued working with the National Fenestration Rating Council (NFRC), the American Architechtural Manufacturers Association (AAMA), Home Energy magazine, North American Technician Excellence (NATE), Consortium for Energy Efficiency (CEE), the National Resource Defense Council (NRDC), the American Council for an Energy Efficient Economy (ACEEE), National Appliance Standards and Affordable Comfort.


Market Effects Observed


AAMA received window manufacturers’ commitments to train over 40,000 window installers in 2000 utilizing the window training manual developed by Pacific Gas and Electric Company in 1999; 


Conducted focus group research on Energy Star® label for 2000 program planning.  Overall, consumers’ reaction to the label was positive and the label forced sales people to refer to energy efficiency;


Increased the number of consumers calling the SEL for information; and


Increased the number of consumers accessing energy efficiency information on Pacific Gas and Electric Company’s Web site.


Milestones/Major Accomplishments


Participated in a statewide agreement to develop and produce a statewide energy efficiency guide for residential customers;


Initiated and completed the Residential Retrofit and Renovation Market Characterization Study; 


Received a record high 261,051 customer energy efficiency calls at the SEL;


Established a magazine subscription for Residential Contractor Program contractors to increase their knowledge of the whole-house systems approach and its benefits; and


Initiated development of a West Coast Affordable Comfort Conference focusing on the needs of HVAC contractors and other building professionals.





2000 Program and Program Elements


Residential Heating & Cooling Systems - Targeted Information Delivery 


The overall strategy is to continue the targeted information delivery and education efforts of the PY 1999 program, specifically, to implement a plan for an integrated communications and information delivery campaign targeted at key market participant groups.  The campaign will be designed to raise general public awareness of HVAC system issues, educate consumers and contractors on the benefits of energy efficient equipment and practices, stimulate dialogue among the market participant groups, focus attention on climate zone-specific issues, and provide access to technical information to inform the decision-making process.  


Residential Lighting - Targeted Information and Market Facilitation


This element supplements the efforts of the statewide element and includes a sub-component of the Residential program-wide Energy Star( awareness campaign.  Information and education will be designed and targeted to reach consumers and multifamily property operators who are making planned or emergency equipment replacement decisions.  Additionally, more targeted marketing efforts may be directed at upstream market participants, as appropriate.  The primary focus will be to promote Energy Star( labeled lighting products.  Emphasis will be placed on improving market recognition of the energy and non-energy benefits of energy efficient lighting products and increasing market awareness of the performance and applicability of newer technologies.  


Residential Appliances - Appliance Early Retirement & Recycling


Pacific Gas and Electric Company will explore implementing an early retirement program for refrigerators complementing the early retirement campaign being developed by the Association of Home Appliance Manufacturers (AHAM) in association with the United States Department of Energy (DOE).  Such a program would accelerate the replacement of working, but less-efficient, older refrigerators with current Energy Star( qualified units.  The program element will encourage consumers to unplug the old unit and properly recycle it.


Residential Appliances - Targeted Information and Market Facilitation


Information and education will be designed and targeted to reach consumers who are making planned or emergency appliance replacement decisions.  This element covers activities that are distinct from, but complementary to, the statewide Residential Appliance program element.  This program element seeks to increase market recognition of Energy Star( and the energy and non-energy benefits of energy efficiency appliances and to improve the public’s understanding of the benefits of proper appliance disposal and recycling.  


Information will include Energy Star( brand efforts and general consumer awareness activities coupled with the promotion of Energy Star( products. This element may also address emerging technologies that become available.


Residential Retrofit and Renovation - General Information, Education, Branding, Labeling, and Alliances


This program element focuses on providing comprehensive and accessible information to increase awareness, value, and implementation of energy efficiency.  Basic information activities such as the toll-free telephone information service, residential technical information development, e.g., fact sheets, booklets, and videos, energy survey services, education services to students, and Internet accessible tools and information will be continued in PY 2000 and PY 2001.


In response to findings from the CBEE baseline study on public awareness and attitudes toward energy efficiency, Pacific Gas and Electric Company will develop and implement a comprehensive awareness campaign promoting the Energy Star( label and general energy efficiency themes for mass-market communication.  This comprehensive effort will strive to raise awareness and recognition of the Energy Star( label as well as awareness of energy efficiency attributes in equipment and services purchase decisions.


Participation in national alliances for energy efficiency branding, labeling, and education, e.g., Energy Star®, NFRC, CEE, Affordable Comfort, and several others will continue.  These national consortia assist with the provision of general information and establishment of voluntary guidelines and ratings that mitigate market barriers such as performance uncertainty and high information and search costs.


�
Residential Energy Management Services


1999 Program and Program Elements


Residential Retrofit and Renovation - Promotion and Facilitation of Comprehensive, Discretionary Retrofit Service


Consumer information was designed and targeted to move consumers toward a comprehensive approach to energy efficiency purchases rather than the current discrete purchases.  Consumers interested in either retrofit or renovation could be linked to providers of comprehensive energy service retrofits.  Emphasis was placed on planned equipment change-out as a way to maximize cost-effectiveness and reduce lost opportunity with emergency replacements.  


Marketing, comprehensive assessment of cost-effective efficiency opportunities, delivery of services, and financing were all provided as part of an integrated service.  The program encouraged service providers to differentiate themselves and compete with other firms by offering higher value retrofit services.  The retrofit energy service market was broadened by vendors who offered these services as part of bundled offerings. 


Targeted Market Participants and/or End-Uses 


Residential customers and contractors who are renovating residential units.


Implementation Strategies


Delivered mail-in and phone energy survey recommendations to over 90,000 participants;  


Implemented a Web site energy survey at the end of the year; and


Showed an overall program score on the customer evaluation rating of 3.9 on a scale of 1 (Poor) through 5 (Excellent), which is comparable to 1998.  The rating for how well the service helped the customer understand energy efficiency is 3.6 for direct mail. The cost to provide the Internet survey is expected to be lower than by phone or mail.  


Market Effects Observed


Over 44% of customers rated the SEL service as excellent (five on a one-to-five point scale), the highest rating the program has achieved to date.


Milestones/Major Accomplishments


92,966 customers received the direct mail energy survey.  The Internet Home Energy Survey tool became available.





2000 Program and Program Elements


Residential Retrofit and Renovation - General Information, Education, Branding, Labeling, and Alliances


Basic information activities such as the toll-free telephone information service, residential technical information development, e.g., fact sheets, booklets, and videos, energy survey services, education services to students, and Internet accessible tools and information will be continued and expanded in PY 2000 and PY 2001.  


�
Residential Energy Efficiency Incentives


1999 Program and Program Elements


Residential Retrofit and Renovation - Promotion and Facilitation of Comprehensive, Discretionary Retrofit Service


Residential Energy Efficiency Contractor Program


This program was designed to promote the development of a self-sustaining contractor market for energy efficiency services in the retrofit, remodeling/renovation, HVAC equipment, and appliance replacement markets.  To this end, a Residential Contractor Program (RCP), and an Energy Star® Financing Product were developed and implemented in 1999.


The Residential Contractor Program


The RCP was a statewide program jointly developed by Pacific Gas and Electric Company, San Diego Gas and Electric, Southern California Edison Company, and Southern California Gas Company.  The RCP had two distinct elements: a single-family element which applied to existing single family homes, condominium dwelling units, mobile homes, and small attached apartments, e.g., duplex, four-plex; and a multifamily element which applied to existing apartment dwelling units, common areas of apartments and condominium complexes, and common areas of mobile home parks. 


Single-Family Residential Contractor Program (SF-RCP):


The SF-RCP provided financial incentives to customers for qualifying energy efficiency retrofits which utilized a “whole-system” and/or “whole-house” approach which required consideration for how various measures interact with other components in the system, e.g., a furnace with ducts and the overall house as an energy system.  Therefore, emphasis was placed on comprehensive, multi-measure retrofits, as well as planned equipment replacement as a way to maximize cost effectiveness and reduce lost opportunities from emergency replacements.  


Incentives were structured so that consumer contributions would be required and to encourage comprehensive retrofits. 


Multifamily Residential Contractor Program (MF-RCP):


The MF-RCP was designed to foster energy efficiency improvements in multifamily apartment buildings by promoting sustaining relationships between apartment building owners/property managers and contractors/energy service companies (ESCOs).  Financial incentives were provide in the form of standard performance contracts (SPC) for retrofits performed by contractors/ESCOs. 


Contractors received incentives based on the energy savings from energy efficiency measures installed.  Incentives were based on demonstrated first-year energy savings. 


The Energy Star® Financing Program


Pacific Gas and Electric Company’s Energy Star® Financing Program provides information and advertising support for First Financial Funding Group’s Energy Star® Financing product which is an unsecured energy financing product designed to promote the development of a self-sustaining contractor market for energy efficient Energy Star® labeled equipment in the residential retrofit, renovation, and remodeling market.  Pacific Gas and Electric Company’s promotional and advertising activities will include press releases, utility bill inserts, direct mail pieces, newspaper ads, and the development and distribution of consumer and contractor kits.


Targeted Market Participants and/or End-Uses 


The RCP targeted single family and multifamily owners and contractors, with an emphasis on  integrating multiple end-uses in a whole-systems and whole-house approach; and


The Energy Star® Financing Product was targeted to residential customers who own and occupy their homes and moderate income consumers who are in the market for energy efficient retrofit and renovations and are able to qualify for unsecured financing.


Implementation Strategies


Targeted information and marketing to consumers with interest in and/or high potential for implementing cost-effective efficiency retrofits, including education about Energy Star®;


Provide consumer and/or contractor financial incentives for comprehensive, integrated retrofit services through the Residential Contractor Program; and


Facilitation of financing to end-users for efficiency retrofits.  


Market Effects Observed


Since program roll-out, the RCP rapidly gained momentum.  During the three months of July, August and September 1999, the SEL call volume related to RCP was 11%, 11% and 18% respectively.  This increase may be attributed to active promotion by participating contractors, since there had been little active Pacific Gas and Electric Company promotion of the program; and 


The RCP has not been operating long enough to achieve other observable market effects. However, at least one HVAC contractor was known to have begun taking a more comprehensive approach by combining insulation along with HVAC equipment replacement.  


Milestones/Major Accomplishments


During 1999, the statewide RCP achieved the following milestones:


Completed statewide program design based on input from public workshop; 


Began the program as of May 1, 1999;


Conducted six planning workshops throughout the state; and 


Signed agreements with over 20 participating contractors in Pacific Gas and Electric Company service territory by December 31, 1999.


Single-family RCP element: 


SEL received 7,834 requests for or offered SF-RCP vouchers;  


7,707 vouchers were issued to single family customers and 682 were paid totaling $129,545.96 as of December 31, 1999.  The Company continued processing vouchers issued in 1999 into 2000.  As of March 1, 2000, 1,268 have been paid, totaling $190,066.99; 


The RCP required participating contractors to meet certain program licensing, insurance, training, and other requirements to be eligible for RCP.  The Electric and Gas Industries Association (EGIA), the third-party program screener, has received 98 contractor applications to participate in RCP.  A total of 66 were screened and approved by EGIA as of December 31, 1999.  During 1999, EGIA sent out RCP eligible contractor lists to 4,467 customers who requested them;  


The RCP also required contractors to attend a mandatory orientation session.  Through December 31, 1999, 21 RCP orientation sessions have been held, with a total of 403 attendees.  In addition, Pacific Gas and Electric Company's Stockton Training Center conducted the following training sessions for RCP:


Combustion Appliance Safety, 16 sessions, 138 attendees;


Ducts Overview, 15 sessions, 169 attendees;


Windows Overview, 12 sessions, 110 attendees;


Walls Overview, 8 sessions, 54 attendees; 


Refrigerant Charging, 1 session, 25 attendees; 


Contractor In Field Training, 14 sessions, 8 contractors, approximately 40-50 people;


Pacific Gas and Electric Company began working on a pilot project with the City of San Jose which was designed to research, identify, and devise marketing strategies that would reach the communities and customer groups characterized as “underserved.” 


Multifamily RCP element:  


Through December 31, 1999, Pacific Gas and Electric Company received three Basic Project Applications.  The three projects covered over 4,000 tenant dwelling units at over 600 scattered sites. 


Collecting market feedback was an important component of RCP.  Pacific Gas and Electric Company conducted a public workshop and a follow-up meeting with energy service companies and multifamily contractors in August 1999 to solicit market input.  Pacific Gas and Electric Company revised the MF-RCP design, which included revising the payment split between the installation payment and the verification payment and removing the incentive limit to an individual host customer site.  








2000 Program and Program Elements


Residential Retrofit and Renovation - Promotion & Facilitation of Comprehensive, Discretionary Retrofit Service


This program element seeks to promote and facilitate an increase in the application of “whole-systems” and “whole-house” approaches to discretionary residential retrofit activities while increasing the market penetration of individual energy efficient products and services.  Two primary strategies comprise this element: facilitation of a consumer financing program and continuation of the statewide Residential Contractors’ Program (RCP).  The majority of funding for this element will be allocated to the RCP program, with the balance of the funding for the complimentary financing program.  


The financing program facilitates First Financial’s Energy Star( Financing Product, which provides unsecured debt financing for qualifying energy efficiency related retrofit and renovation investments.  Stand-alone public relations, advertising, general information, and links to promotions of the Energy Star( label, as well as cross-promoting through RCP, energy surveys, home center training classes, and other programs activities, and materials will be used to increase the use of such financing.  EEMs (secured debt) will be promoted where appropriate.  This strategy will encourage moderate-income consumers to make investments in energy efficiency related retrofit and renovation projects.  This strategy will compliment the RCP program and increase the sustainability of the comprehensive retrofit and renovation services market. 


As in 1999, the 2000 RCP contains two distinct elements.  The first element, the Single-Family Element (SF-RCP), applies to existing single-family homes, condominium dwelling units, small attached apartments, e.g., duplex, four-plex, and mobile homes.  The second element, the Multifamily Element (MF-RCP) applies to existing apartment dwelling units, common areas of apartments and condominium complexes, and common areas of mobile home parks.  The 2000 RCP is a continuation of the 1999 program but with a more streamlined process.  The 2000 MF-RCP also contains a calculated savings component and a simplified application process.  





�
Upstream Information


1999 Program Elements


Residential Heating & Cooling Systems - Regional and National Initiatives


This element supported the development and upgrade of regional and national standards guidelines and/or procurement specifications such as DOE, EPA, CEE, Northwest Energy Efficiency Alliance (NEEA), and Northeast Energy Efficiency Partnership (NEEP).  This element promoted the introduction of new cooling and other emerging technologies that operate more efficiently and with less peak demand.


It also addressed the potential need for new strategies that could be integrated into or added to the described program elements to address further market transformation opportunities with respect to air conditioners, furnaces, water heaters, ventilation equipment, emerging technologies, and/or integrated systems.


Targeted Market Participants and/or End-Uses 


The effort targeted upstream market participants at the regional and national level, including HVAC manufacturers, HVAC organizations such as Air Conditioning Contractors of America (ACCA), North American Technician Excellence (NATE), CEC, California Institute for Energy Efficiency (CIEE), DOE, other western utilities and utility consortiums such as NEEA and NEEP, and other stakeholders interested in collaborative effort to improve energy efficiency.


Implementation Strategies


Developed draft specifications for air conditioners optimized for California’s hot, dry climate; 


Participated in the DOE A/C standards development processes in PY 1999 and PY 2000;


Leveraged regional and national efforts to advance energy efficient technologies, practices, and market infrastructure in California, especially encouraging development of regionally consistent performance specifications for energy efficient technologies and practices that are optimized for the California climate; and 


Continued work on locking in energy efficiency gains through adoption in codes and standards.


Market Effects Observed


This is a long-term strategy with limited market effects occurring during the next two to three years.  The desired market effects include the development of common performance specifications, labeling, establishment of aggregated "demand" by utilities, and development of new products.  However, the Oregon State Energy Office publicly recognized Pacific Gas and Electric Company’s comments to DOE on the current AC standards rulemaking as the best document available to explain the needs and issues around AC standards that consider Energy Efficient Rating (EER) and meet western region needs.  If Pacific Gas and Electric Company’s position is successful, it will have a significant, long-term benefit to California with both energy savings and peak demand reduction.


Milestones/Major Accomplishments


Initiated a combined hydronic field demonstration project for possible program application.


Initiated the creation of a nationally recognized “Specification of Energy Efficiency Installation Practices for Residential HVAC Systems” based largely on Pacific Gas and Electric Company developed HVAC installation standards.


Participated in the DOE Appliance Standards Committee for Clothes Washers, Central AC/HP, and Water Heaters.


Supported the implementation of California Title 24 compliance credits for high efficiency HVAC ducts by collaborating with the CEC to train HVAC contractors.


Residential Lighting - High-Efficiency Torchieres 


This element generated a relatively rapid and sustainable re-direction of consumer buying from halogen torchieres to energy efficient alternatives.  Targeted information was provided at retail locations where consumers purchased these lamps, informing them of the full costs and benefits of their purchasing choices.  A major component was a halogen torchiere trade-in program where halogen can be exchanged for high-efficiency torchieres for one-third to one-half the normal cost of the efficient unit.  Alternative Energy Star® products were labeled and promoted in cooperation with retailers through point-of-purchase displays, sales training, financial incentives, and/or other marketing support.  Efforts with manufacturers and cooperation with other state and regional efforts focused on increasing the sources and availability of alternative products.  Procurement assistance and publicity for replacement efforts were available for high-volume purchasers, including institutional dormitories and senior housing.  Safety issues, e.g., the fire hazard of the high operating temperature of halogen torchieres, was addressed in promotional literature.  Alliances with entities such as the state fire marshals and the insurance industry provided synergistic educational communications to the public. 


Targeted Market Participants and/or End-Uses 


Residential consumers in the market for lighting products and Energy Star® torchiere manufacturers and retailers.


Implementation Strategies


Financial incentives, marketing incentives and/or marketing support to manufacturers and/or retailers; and


Labeling and promotion of alternate (Energy Star®) efficient torchiere products.


Market Effects Observed


The halogen torchiere turn-in events were a success.  Local media were receptive to passing on the consumer benefit information.


Milestones/Major Accomplishments


In 1999, 50,095 Energy Star( rated torchieres were sold in Pacific Gas and Electric Company service area.


Residential Retrofit & Renovation - Energy Efficiency Center(s)


This element recognized the value of in-place, on-call capability offered by the Stockton Training Center and the Sierra Energy Center to provide training and other technical support.  


Targeted Market Participants and/or End-Uses 


General and specialty contractors, building officials, distributors, home inspectors, home energy raters, energy consultants, retailers/home centers, realtors, and lenders.


Implementation Strategies


Contractor training for sub-contractors, i.e., window, plumbing, and water heating.  Installation standards and training for shell sub-contractors on rigid insulation and blow (wet and dry) insulation;


Training of building officials on Title 24 and renovation and energy efficiency.  Education of contractors on energy codes and standards; and


Third-party contract with California Window Initiative to educate window retailers and distributors.


Market Effects Observed


An evaluation study of the Stockton Training Center technical training classes was conducted by an outside consulting firm.  Overall satisfaction with the sessions was high, with nearly one-half of the respondents rating their satisfaction 9 and 10 combined, on a one- to ten-point scale with ten being the highest rating; 


Pre-/post-test score differential for the Home Inspector and Building Official classes was 43.5%; and


RCP Contractor pre-/post-test score percentage differential was 46.4 % based on average pretest of 46.3% and post test average of 86.3%.


Milestones/Major Accomplishments


Trained at least 30 home inspectors who promoted EEMs and building officials on Title 24 related to remodeling; 


Demonstrated that training increased the average knowledge level of the majority of participants by 40%;


Established a rural energy center in the community of Sonora, an area/county identified as “underserved”; and


Retrofit and Renovation Training overall accomplishment:  96 sessions and 1078 participant days.





2000 Program and Program Elements


Residential Heating & Cooling Systems - Technical Support to Trade Allies


This program element provides assistance to HVAC industry trade allies to help raise their technical skill sets and knowledge.  Pacific Gas and Electric Company’s existing training program for contractors was expanded to target additional upstream market participants such as architects, code officials, and HVAC course instructors and to offer new training formats and venues such as on-site and in-field training.  To address the shortage-of-qualified-labor barrier identified in the 1999 Residential HVAC Market Characterization Study, a strategy will be developed to explore opportunities to work with vocational schools and community colleges to develop trainer curriculum and support job training programs such as internships, possibly in the form of a third-party initiative.  Additionally, program efforts will include the development of technical tools and resources for trade allies.  Finally, this program element will support the establishment of industry-accepted third parties, which seek to address quality HVAC installation issues and to promote independent inspection, testing, and certification of installations, equipment, and contractors.  This program element will be supported by the Stockton Training Center and the Sierra Energy Center.  


Residential Heating & Cooling Systems - Emerging Technologies


This program element supports the development of new HVAC technologies, applications, and best practices appropriate for the California market and seeks to facilitate the full commercialization of existing emerging HVAC technologies and practices.  The focus will be on demonstration projects and education/outreach initiatives to help complete the commercialization of technologies like air conditioning, enhanced evaporative cooling, geothermal heat pumps, and integrated water/space heating systems.  Support will be provided for the development of new technology applications and best practices that are not under commercialization or not yet available.  This will be done through coordination with the CEC, CIEE, and other research and design organizations.  


Residential Retrofit & Renovation - Energy Efficiency Center(s)


This element recognizes the value of in-place, on-call capability offered by the Stockton Training Center, the new Sierra Energy Center, and the Pacific Gas and Electric Company’s Pacific Energy Center (PEC) to provide demonstrations, training, and other technical support.  Training is the primary intervention strategy to be supported by the energy centers.


�
Upstream Financial Assistance


1999 Program Elements


Residential Heating & Cooling Systems - Linked HVAC Financial Incentives


This element provided incentives and/or financing to support the desired consumer and dealer/installer decision-making regarding choice of equipment efficiency, proper sizing and installation, and/or simultaneous implementation of related measures.  This element was a pilot for a financial incentive program to dealers and/or consumers for replacement of equipment and/or related efficiency measures when such measures meet certain equipment and installation requirements.  The financial incentive program included a financing component.


Targeted Market Participants and/or End-Uses 


Residential customers for the financing program and HVAC installers and dealers.


Implementation Strategies


Provided financing and/or financial incentives to HVAC contractors and/or other market participants for installation of Energy Star® central A/C or heat pumps, other targeted emerging technologies and/or HVAC sizing, installation, or other services.


Market Effects Observed


Design work was completed by an outside consultant on the incentives; however, the work was not implemented.  The incentive for consumers was incorporated into the First Financial’s Energy Star® Financing Product and RCP. 


Milestones/Major Accomplishments


Designed First Financial’s Energy Star® Financing Product. 


Residential Lighting - Statewide Residential Lighting Program 


Pacific Gas and Electric Company worked with California’s other IOUs to develop a new statewide program for transforming residential lighting markets.  The statewide lighting programs were initiated in mid-1999 and continue to be aimed at the residential upstream market (manufacturers), the midstream market (retailers, vendors), and the downstream market (consumers) for energy efficiency.  An implementation contractor was chosen through a formal competitive bid process. 


Targeted Market Participants and/or End-Uses 


Residential lighting consumers, residential lighting retailers, and residential lighting manufacturers.


Implementation Strategies


Targeted information to consumers purchasing interior and exterior hard-wired fixtures, screw-in lamps, and portable lighting fixtures (including torchieres);


Consumer labeling and promotion of Energy Star® lighting products;


In-store promotions; and


Financial incentives, marketing incentives and/or marketing support to manufacturers and/or retailers.


Market Effects Observed


This program offered manufacturers incentives for screw-in based and pin-based Energy Star® certified CFLs.  Five manufacturers had their products certified in order to participate in the program; and


A major manufacturer offered torchieres at $49-$69 retail in 1998.  In 1999 they were able to acquire a major account.  This major volume source allowed the manufacturer to move major volume as low as $29.99.


Milestones/Major Accomplishments


In 1999 manufacturers shipped 230,000 screw-in based and 102,152 pin-based CFLs for a total of 322,332 total units shipped;


The breakdown of fixtures shipped was as follows:  34,090 indoor, 14,520 outdoor, and 50,095 torchieres for a total of 98,705 units shipped.  This achieved or exceeded the milestone of 97,200 units; and


Major inroads were made in 1999 related to the number of manufacturers producing Energy Star® products, the number of retail outlets for Energy Star® products, and the amount of shelf space devoted to Energy Star® products.  


Residential Appliances - Statewide Residential Appliance Program


The statewide appliance programs were initiated in mid-1999 and were aimed at the residential upstream market (manufacturers), the midstream market (retailers, vendors), and the downstream market (consumers) for energy efficiency.  The appliance program was implemented by a contractor chosen through a formal competitive bid process. 


Targeted Market Participants and/or End-Uses 


Residential consumers, retailers, and manufacturers.


Implementation Strategies


Consumer labeling and promotion of Energy Star® appliances for retailers and consumers; 


Promotion of program benefits to manufacturers/retailers; and


Financial incentives, marketing incentives and/or marketing support to manufacturers and/or retailers. 


Market Effects Observed


One retailer greatly expanded their line of Energy Star® qualified appliances.  They made a corporate commitment to be a major player in the national Energy Star® program.  Additionally, they made a commitment to use Energy Star® signing throughout their stores;


Another retailer agreed to use Energy Star® signing in its stores.  This is a change brought on by consumer demand; and


Several manufacturers brought out major new products that will exceed Energy Star® standards by a wide margin.  They expressed tremendous interest in engaging in cooperative advertising/promotional opportunities.


Milestones/Major Accomplishments


Clothes Washers:  36,062 qualified products sold in 1999.  A vast majority were the more advanced models that remove more moisture.  The milestone was 2000 units per month;


Dishwashers:  15,456 qualified products were sold in the second half of the year.  Once again a vast majority were the most efficient machines; and


Refrigerators:  35,589 Energy Star® models were sold in the second half of the year.  35% of the sales were of the units that meet the DOE 2001 standards.  These units are small, apartment-sized units.  The more traditional sized units are still to come to market.  46% of the sales were of the second most efficient Energy Star® models; 19% were of the least efficient Energy Star® models. 





2000 Program and Program Elements


Residential Heating & Cooling Systems - Linked HVAC Financial Incentives


This program element supplements the activities under the other four program elements by offering financial assistance where appropriate to influence manufacturers’ technology commercialization plans and consumers’ purchasing decisions.


Residential Lighting - Improved CFL and Emerging Technologies 


This element seeks to (1) increase sub-CFLs production/sales volume; (2) heighten interest in producing this improved CFL lighting product by other lighting manufacturers; and (3) lead eventually to the product being stocked by mass retailers.  The program will accelerate the introduction and increase the demand for sub-CFLs through an apartment association marketing and bulk-procurement program.  


Sub-CFLs are smaller than standard CFLs and they fit where incandescent lamps fit.  The new product is made in China and distributed by four or five small American companies.  It is not available through retail outlets because of its current low volume.  


Through this program element, multifamily property operators (representing hundreds of thousands of residential units) through their apartment associations will receive a presentation on the benefits of the new products.  They will then be offered a special price, e.g., $6 per unit.  Pacific Gas and Electric Company anticipates the program element will run for approximately one year and expects to see the product in retail stores by the end of PY 2000.  Providing services to multifamily properties contributes to the Company’s objective to expand activities to under-served customer groups.  The Company will also explore opportunities to support LED lighting residential applications.


Residential Lighting - Statewide Residential Lighting Program 


The Statewide Residential Lighting program seeks to transform the market for residential lighting products through a comprehensive set of market interventions that are coordinated statewide.  The program is focusing in three main areas:  (1) enhancing the manufacture and competitive pricing of high-quality energy efficient lighting products; (2) enhancing the distribution and marketing of energy efficient lighting products through established retail channels to consumers; and (3) building consumer understanding of how to purchase and use energy efficient lighting products.  In addition, the program will evaluate whether to add a fourth area to assist in the acceleration of the introduction of new lighting products with superior performance and energy efficiency characteristics into established retail channels.


A key aspect of this program is that it will be closely coordinated statewide by  the three IOUs, so that the single statewide program will be nearly identical in all three service territories.  From the perspective of lighting manufacturers and large retailers, presenting a single coordinated program has significant benefits.  


While this program builds on the momentum of past efforts, it has the added opportunity to include Energy Star( labeled screw-based CFLs.  The Energy Star( specification for screw-based CFLs was adopted in the summer of 1999, providing for the first time a means of tying these products to Energy Star( brand awareness.  In addition, the Energy Star( CFL program incorporates minimum product performance specifications and product testing, which enhance market transformation efforts by helping to assure that the available products are high quality.


Additionally, the proposed program for PY 2000 increases training to retail sales staff and emphasizes outreach to consumers to provide them with product-specific information and related skills to improve their purchasing behavior.  Finally, the program may incorporate market-based approaches for providing financial incentives.


This program is designed to run for several years, with the activities and strategies changing over time as market conditions change.


Residential Appliances - Statewide Residential Appliance Program


The Statewide Residential Appliance program focuses on the major energy using appliances in the home:  refrigerators; clothes washers; dishwashers; and room air conditioners (a/c).  The markets for these appliances have similar structures, with products moving from manufacturers through retailers to customers in similar ways.  Additionally, a small group of manufacturers dominate for most of the products, as do a small number of retailers.


While there are similarities among the appliance markets, the program must reflect the important differences among the appliances.  In particular, the availability of energy efficient models varies for each of the appliances, as does the status of current and future energy efficiency standards.  Consequently, while similar interventions and strategies are used across the appliances, there are important differences as well.


The program is focusing in three main areas:  (1) accelerating the introduction of moderately-priced energy efficient models, particularly for clothes washers; (2) enhancing the distribution and marketing of energy efficient appliances through established retail channels to consumers; and (3) building consumer understanding of how to purchase energy efficient appliances.


A key aspect of this program is that it will be closely coordinated statewide by the four IOUs, so that the single statewide program will be nearly identical in all four service territories.  From the perspective of appliance manufacturers and large retailers, presenting a single coordinated program has significant benefits.  


This program builds on the momentum of past efforts, including focusing on Energy Star( qualified products.  Efficiency levels above Energy Star( minimums may be incorporated for clothes washers, dishwashers, and refrigerators.


This program is designed to run for several years, with the activities and strategies changing over time as market conditions change.
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