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Section 2
Residential Program Area

Overview

In accordance with the Reporting Requirements Manual 2 (RRM2), the Residential Program Area includes Residential Information, Residential Energy Management Services, Residential Energy Efficiency Incentives, Upstream Information, and Upstream Financial Information.

Notable accomplishments in Program Year (PY) 2000 included:

The PY 2000 Residential Contractor Program (RCP) increased the number of participating contractors to 219 from 66 in PY 1999.  PG&E conducted 46 contractor orientations at which 518 contractors attended.  PG&E issued 30,417 RCP-SF vouchers totaling $7,242,918 in incentives as compared to 7,873 vouchers and $2,222,519 in PY 1999.  A total of 30,616 customers requested a voucher in PY 2000.

The PY 2000 Statewide Lighting Program increased the number of fixture manufacturers participating in the program; increased fluorescent torchiere sales to 3% of market share; and paid incentives on 35,941 torchieres.

The PY 2000 Statewide Appliance Program obtained signed retailer agreements with 85% of the total storefronts in the PG&E service territory; conducted Energy Star® sales training for at least 65% of sales staff in 60% of the participating retailers; and paid financial incentives for clothes washers (23,799), refrigerators (14,275), and room air conditioners (3,507).  

Total expenditures for these programs, including commitments, equal $46.181 million from a budget of $58.347 million.  
Residential Information 

2000 Program and Program Elements

Residential Heating & Cooling Systems - Targeted Information Delivery

The overall strategy was to continue targeted information delivery and education efforts and to implement a plan for an integrated communications and information delivery campaign aimed at key market participant groups.  The campaign was designed to raise general public awareness of heating, ventilation, and air conditioning (HVAC) system issues; educate consumers and contractors on the benefits of energy-efficient equipment and practices; stimulate dialogue among the market participant groups; provide customer access to technical information; focus attention on climate zone-specific issues; and to inform the decision-making process.  The information delivery effort was designed to use the channels of communication most appropriate for each market participant group. 
Targeted Market Participants and/or End-Uses 

Residential customers were targeted, including early adopters and early majority consumers at various stages of equipment purchases located in various climate zones and geographical locations, as well as customers in under-served markets (e.g. rural all electric customers).  Contractors and other market participants were also targeted as information recipients as well as delivery channels to consumers.  

Implementation Strategies
An information campaign was designed to familiarize consumers with the whole-system approach (i.e., optimizing system efficiency by selecting equipment that is appropriate for the house and occupants’ needs and correctly installing the equipment) and to emphasize the importance of planned replacement.  The consumer education process began with the basics of HVAC systems, including key components of the system, how they work together, the energy savings and associated cost benefits for consumers of energy-efficient equipment, and the importance of having the HVAC system function efficiently as a whole.  The focus of the information campaign then shifted toward the whole-house concept, after consumers had gained a basic understanding of, and appreciation for, the system components.  

Consumer informational and educational materials were developed in the form of Web-based products, videos, fact sheets and brochures.  Topics included HVAC best practices by climate zone, Energy Star® labeling, and the non-energy benefits of high-efficiency equipment.  Information was delivered to customers using a variety of media including print, radio, the Internet, direct mail, and PG&E’s Smarter Energy Line (SEL).

PG&E developed and implemented a comprehensive awareness campaign promoting the Energy Star® label and general energy efficiency themes for mass-market communication in response to findings from the California Board for Energy Efficiency (CBEE) baseline study on public awareness and attitudes toward energy efficiency.  While based in the Retrofit and Restoration (R&R) program, this comprehensive campaign included technology-specific sub-components included in each of the three other residential program areas with funding for such sub-components located in the respective residential program budgets.  This comprehensive effort raised awareness and recognition of the Energy Star® label as well as awareness of energy efficiency attributes in equipment and services purchase decisions.

This element also included a strategy to increase the efficacy of indirect information delivery channels.  This effort included a variety of market participants who interacted either directly or indirectly with the consumer, particularly contractors, as well as architects, engineers, retailers, distributors and manufacturers.  

Major Accomplishments

· PG&E completed fourteen Energy Efficiency Benefits Kit Trainings for 185 RCP contractor employees in PY 2000.  These trainings were conducted at various locations throughout PG&E’s service territory to enable contractors to attend.  The purpose of the Kit and related Training was to help contractors communicate the energy efficiency benefits of the RCP measures and services to customers.  

· PG&E developed a video on duct systems, “Duct System Design, Installation, Sealing, and Diagnostics,” to educate customers and contractors on the importance of ducts in the home’s heating and cooling system and to show the proper methods and materials to use when installing ducts.  The video was distributed as part of the Energy Efficiency Benefits Kit Training. 

· PG&E produced two technical information sheets entitled “Why Duct Testing Is Important” and ”What is HVAC System Sizing” for use by consumers and contractors participating in the Residential Contractor Program (RCP) to increase their knowledge about energy savings and other benefits of system sizing, duct testing, and diagnostics.  RCP contractors were provided these two informational pieces as a part of the Energy Efficiency Benefits Kit Training and consumers could also request this information through the SEL.  Procedures were developed for contractors to obtain quantity copies to use with their customers.  

· PG&E participated in the USDOE discussions and workshops on the proposed residential air conditioning and heat pump standards.  PG&E has promoted higher efficiency standards than the manufacturers or DOE in an attempt to capture future energy demand reduction and increase consumer savings.  President Clinton signed the higher SEER level (13 SEER) and the lobbied-for 13 SEER will mean at least 1,300 MW less demand in California by 2020.

Residential Lighting - Targeted Information and Market Facilitation

This element supplemented informational efforts included under the statewide element and included a sub-component of the Residential program-wide Energy Star® awareness campaign.  Information and education was designed and targeted to reach consumers and multifamily property operators who were making planned or emergency equipment replacement decisions and to facilitate improved product availability.  Additional targeted marketing efforts were directed at upstream market participants, as appropriate.  Promotion focused primarily on Energy Star® labeled lighting products.  This program element cut across the screw-in lamp and fixture sub-markets.  Emphasis was 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.  

Targeted Market Participants and/or End-Uses 

Targeted market participants were consumers purchasing lighting products, owners and property managers of multifamily properties buying lighting products, retailers selling lighting products, electrical and lighting contractors, lighting product distributors, and lighting product manufacturers.

Implementation Strategies 

Consumer information concerning Energy Star® lighting products was communicated through Web-based information resources, cross-promotion in other Residential programs, and bill inserts.  Consumers were educated about energy savings and other benefits of purchasing Energy Star® labeled lighting products.  The bill inserts referred consumers to the SEL from which they could obtain more detailed information about the benefits of Energy Star® labeled lighting products.  

PG&E developed and implemented a comprehensive multi-media awareness campaign promoting the Energy Star® label and general energy efficiency themes.  The lighting component of this campaign was positioned to complement planned statewide advertising activities.

All of these efforts reinforced the “Energy Star® message” and predisposed the consumer during visits to statewide program participant retailer sites to favorably receive/act on the “buy Energy Star®” messages at the retailer.

PG&E developed and brought to market a “miles per gallon” rating for lighting (lumens per watt) targeted to consumers making planned or emergency replacement decisions.

Major Accomplishments

Three articles and one bill insert were written and distributed about Energy Star® lighting, each reaching 4.5 million customers.  The October issue of Spotlight included an article on torchiere safety.  SEL representatives were trained about Energy Star® lighting and about upcoming promotions and rebates planned through the statewide program.  The awareness campaign, bill inserts, and Spotlight articles were used to promote Energy Star® label.

Residential Appliances - Appliance Early Retirement and Recycling

On August 21, 2000, the California Public Utilities Commission adopted the Summer 2000 Energy Efficiency Initiative and authorized Appliance Recycling Center of America (ARCA) to develop and implement an Appliance Early Retirement and Recycling Program in PG&E's service territory.  

Residential Appliances - Targeted Information and Market Facilitation

Residential Appliances information and education was designed and targeted to reach consumers making planned or emergency appliance replacement decisions.  This element covered activities that were distinct from, but complementary to, the Statewide Residential Appliance Program element.  This element included a sub-component of PG&E’s Residential program-wide multi-media campaign.  An Energy Star® awareness campaign was developed to make customers aware of the meaning of and to build confidence in the Energy Star® label.  This program element sought to increase market recognition of Energy Star® and the energy savings benefits and non-energy benefits of energy efficiency appliances.  

Information included Energy Star® branding efforts and joint marketing with appliance dealers coupled with the promotion of Energy Star® labeled products.  In addition, this element targeted retailer outreach by using coordinated media to help consumers identify product sources.  This element addressed emerging technologies through commercialization and demonstrations.

Targeted Market Participants and/or End-Uses 

Targeted market participants were consumers considering the purchase of a major appliance for discretionary or emergency purposes; multifamily property owners and operators; and retailers/manufacturers who made production and inventory decisions based on retail demand.

Implementation Strategies

Consumer educational information promoting the Energy Star® label was distributed through Web-based information resources, bill inserts, and materials cross-promoted through other PG&E program activities including the SEL.  Consumers were educated about the energy savings, cost, and non-energy benefits of purchasing Energy Star® qualified appliances and encouraged to ask for Energy Star® labeled products whenever they made purchases. 

PG&E developed and implemented a comprehensive awareness campaign promoting Energy Star® label and general energy efficiency themes for mass-market communication.  While based in the R&R program, this comprehensive multi-media campaign included technology-specific sub-components included in each of the three other residential program areas, such as this appliance sub-component, with funding for such sub-components located in the respective residential program budgets.  

In coordination with other codes and standards activities, support for aggressive energy efficiency codes and standards rulemaking processes on water heaters and clothes washers was provided including PG&E’s participation in USDOE rulemaking workshops, reviewing/commenting on draft standards, and developing and/or providing market and technical research data for use by standard setting agencies; and participated as a steering committee member on Energy Foundation’s Appliance Standards Awareness Project. 

Demonstrations and advertising generally encouraged customers to contact the SEL for additional information.  This effort gave the SEL the opportunity to cross-promote additional efficiency services.

Major Accomplishments

· Consumers responded well to rebates and bill inserts.  The SEL reported an increase in customer calls about rebate availability and the locations of participating retailers.  

· Two bill inserts or back of envelope ads appeared in consumers’ bills along with one article inside Spotlight.  The advertisements continued to promote Energy Star® label or advertise specific Energy Star® rebates.  SEL employees supported the program by answering customer questions and describing the advantage of Energy Star® labeled appliances and products.  The awareness campaign, bill inserts and Spotlight newsletter were used to promote Energy Star® label.

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

This program element promoted the benefits of completing energy efficiency-related retrofit and renovation projects to consumers buying or selling homes or planning major renovations and offered services to facilitate making these improvements.  Emphasis was placed on facilitating establishment of one-stop services for financing energy efficiency-related improvements with Energy-Efficient Mortgages (EEMs) and on supporting institutionalization of home energy rating systems (HERS), especially the California Home Energy Efficiency Rating System (CHEERS).  

Within the context of TOS retrofits and renovation, whole-systems and whole-house approaches were promoted.  Energy Star® windows, equipment, lighting, and appliances were promoted.  Program implementation is an extended 1999 third-party contract, though additional information activities occurred separately.  

Targeted Market Participants and/or End-Uses 

This program element placed an emphasis on potential EEM facilitators (usually general contractors), CHEERS raters, and EEM-supportive lenders, mortgage brokers, and real estate agents.  This element also focused on increasing general awareness among consumers of CHEERS and EEMs.  End uses addressed in this element included residential windows, HVAC, lighting, water heating, and thermal shell measures.  The focus, however, was placed on integrating multiple energy efficiency-related measures in comprehensive TOS projects.

Implementation Strategies

Implementation of this program element is done through the extension of the existing Time of Sale Efficiency Retrofit (TOSER) program.  PG&E administered additional market interventions to further support TOS retrofit and renovation and the institutionalization of CHEERS and the EEM industry.

PG&E provided incentives to market participants for promoting and educating consumers about HERS and EEMs.  Financial incentives included co-op advertising with real estate agencies, mortgage brokers and lenders participating in the program and training and coupons for first time homebuyers to receive certain free services.

PG&E expanded the public awareness campaign on EEMs, targeted primarily at hard to reach customers, rural areas, non-English-speaking, and first time homebuyers. 

The TOSER program specifically targeted Spanish and Russian speaking, moderate income, first-time, and rural homebuyers.  The program focused on integrating energy-efficient improvements into the purchase of Department of Housing and Urban Development (HUD) program homes, Federal Home Loan Administration (FHA)-insured homes, and United States Department of Agriculture (USDA) Rural Housing Service Loans financed homes.  Assessment of opportunities to collaborate with Fannie Mae and Freddie Mac continued.  A variety of approaches were used to promote funding TOS retrofit and renovation EEMs including:

· PG&E targeted information to mass-market outreach.  Advertising, Public Service Announcements (PSA), and articles placed in the media targeted TOS consumers to promote whole-systems and whole-house approaches and the use of high performance windows and Energy Star® HVAC equipment, lighting and appliances,

· TOSER provided HERS/EEM outreach and training to real estate agents, mortgage brokers, home loan consultants, and homebuyers, including on-site training at interested real estate and lending institutions, and

· The program supported the CHEERS ratings organization and provided CHEERS rater training through energy center classes.  CHEERS is the only home energy rating currently accepted by the CEC.  PG&E provided lists of CHEERS raters to help consumers locate appropriate service providers.  

TOS retrofit and renovation information was provided on the Website, including an explanation of the value of EEMs and a Web-based tool listing properties participating in the CHEERS pre-rating evaluation project.  

PG&E expanded the Third-Party Contract for institutionalization of Home Energy Rating System (HERS) and EEMs for existing home market.  This expanded contract targeted underserved and hard-to-reach market participants by providing outreach to US Department of Housing and Urban Development (HUD) sponsored housing at Hispanic outreach seminars. 

PG&E promoted marketing EEMs and HERS through use of the Energy Snapshot program, which identified the opportunities for energy efficiency to potential buyers.

Major Accomplishments

· Completed the Time of Sale Energy Renovation Program Assessment and Market Effects Study.  This study indicated that the program positively impacted market participant understanding and support of EEMs.  Study findings revealed that the training increased real estate agent and lender awareness and understanding of EEMs and reduced all major barriers for both real estate agents and lenders.  Homebuyers reflected an overall satisfaction with EEMs of 4.3 on a five-point scale, with 96% saying they would recommend EEMs to someone else.  EEM penetration rates were higher in PG&E’s service territory than in the rest of California.  EEMs in PG&E service territory were more resistant to a market downturn than were overall FHA mortgages.

· 66 EEM/TOS Program training classes were held for mortgage lenders and real estate agents and were attended by over 900 participants.

· 963 new brokers/realtors and 40 mortgage lenders joined the TOS Program as active partners promoting EEMs.

· 1,260 radio spots and 228 television public service announcements promoting EEMs were aired in Spanish on Spanish-language stations.  These promotional announcements were broadcast primarily in rural areas and were targeted to first time homebuyers.

· Over 892,000 hits were recorded in roughly the last half of the year on two Websites promoting the TOS Program’s Energy Snapshot program. 

· The penetration rate of EEMs (the number of EEMs as a percentage of the total FHA mortgages in California) increased from 2.7% in 1999 to 3.2% in 2000 while overall sales were down.

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

This program element focused on providing comprehensive and accessible information resources to increase awareness, value, and implementation of energy efficiency.  Basic information activities such as energy survey services, education services to students, Internet accessible tools, the toll free telephone information service, and residential technical information development were continued and expanded in PY 2000. 

PG&E developed and implemented a comprehensive awareness campaign promoting the Energy Star® label and general energy efficiency themes for mass-market communication.  This comprehensive campaign included technology-specific sub-components that were included in the three other residential program areas with funding for such sub-components located in the respective residential program budgets.  This comprehensive effort sought to raise awareness and recognition of the Energy Star® label as well as awareness of energy efficiency attributes in equipment and services purchase decisions.

PG&E participated in national alliances for energy efficiency branding, labeling, and education, e.g., Energy Star®, National Fenestration Rating Council (NFRC), and Consortium for Energy Efficiency (CEE).  These national consortia assisted with the provision of general information and establishment of voluntary guidelines and ratings to mitigate performance uncertainty and high information and search costs. 

Targeted Market Participants and/or End-Uses 

Most residential retrofit and renovation market participants were supported by activities within this element.  The majority of the activities and efforts revolved around providing consumers with general energy efficiency information and climate-specific recommendations.  Retailers, contractors and other service providers received informational resources to facilitate consumer awareness and education about energy efficiency benefits.  Other activities, such as support for codes and standards and support for certain consortia, focused more on upstream market participants including manufacturers and regulators.  Most technologies, products, and practices were addressed in this element.

Implementation Strategies

PG&E’s program element for integrated delivery of diversified information developed brochures technical fact sheets, program brochures, and the statewide residential energy guide (in English, Spanish, and Chinese).  This information was provided to the energy centers to display and distribute to walk-in consumers and as collateral with training materials to contractors, architects, and other market participants that attended training sessions at the energy centers.  General information pieces were also distributed as collateral materials through home center stores, RCP, and other implementation strategies throughout the residential program.

PG&E continued to offer the Energenius education program to schools within its service territory, providing curricula for teaching children in kindergarten through eighth grade about energy and energy efficiency.  Energenius was designed to influence values and perceptions about energy efficiency and was targeted to California’s youth. 

PG&E continued to operate the toll-free SmarterEnergy Line (SEL) providing energy efficiency information and education, which facilitated customers’ participation in all residential programs.  The SEL continued with the capability to service over 200,000 calls each year.  Fact sheets, brochures, videos, and other non-targeted information tools were developed and distributed through the SEL, since research showed that the utility was a key information channel for customers.  

Customer energy surveys were made available over the telephone at the SEL, by mail, and on the Website.

Demonstrations of energy efficiency equipment, products, and techniques were displayed by PG&E for trade allies and consumers, as appropriate.  Demonstrations were located at the Sierra Energy Center (SEC) in Sonora for access by hard-to-reach rural populations as well as at other energy centers, home-center stores, and high-visibility locations such as home shows.  Where feasible, demonstrations were used as opportunities to cross-promote other program elements and programs.

To the extent feasible, PG&E worked with other California investor-owned utilities to coordinate development and communication of values-based advertising messages or themes.  These mass-market communication activities sought to raise the level of importance consumers give to energy efficiency attributes in decision-making to make it easier for consumers to “do the right thing.”  Additional analysis of data collected in a baseline study along with focus groups was used to develop and test themes and messages.  Independently, PG&E implemented more specific advertising and PR activities promoting the Energy Star® label to consumers and retailers.

PG&E continued supporting and collaborating with the American Architectural Manufacturing Association (AAMA), Alliance to Save Energy, Home Energy Magazine, North American Technician Excellence (NATE), CEE, NFRC, the National Resource Defense Counsel (NRDC), the American Council for an Energy Efficient Economy (ACEEE), National Appliance Standards, Rebuild America, and Affordable Comfort.

PG&E continued emphasis on leveraging the Website to provide technical information, calculation tools, consumer contracting tips, and access to resources that facilitate energy efficiency implementation.  All residential programs were supported on the Internet.  Schools within PG&E’s service territory continued to order the Energenius™ student education materials from this Website.

Major Accomplishments

 The Department of Energy and the Environmental Protection Agency awarded PG&E the Excellence in Consumer Education Award for their efforts on this Energy Star® awareness campaign.  The award was presented in March 2001 by the EPA Administrator in Washington, DC.
 Provided educational materials segmented by grade level to schools within the service territory.  The student/teacher education kits focused on student’s achieving an understanding of energy use, energy efficiency, environmental impact, and basic safety while it incorporated core school curriculum in science, math, and earth sciences.  As of December 31, 2000, 300 schools, comprising 1,302 teachers and 27,888 students had participated in Energenius compared to 175 schools in PY 1999. 

 The Residential Statewide Energy Guide was made available in three languages, English, Spanish and Chinese.  Approximately 69,000 copies of these guides were distributed to customers during PY 2000.  Other energy efficiency related fact sheets were available to customers upon request through the SEL and other customer distribution centers.

 Produced an energy efficiency remodeling guidebook, “Energy Smart Renovation - Using Energy Efficiency to Make Your Remodel a Success.”  Approximately 14,000 copies were distributed from its release in August through December 2000.  The guidebook was part of the Energy Efficiency Benefits Kit Training for RCP contractors. 

 Revised the video, “How To Purchase High Performance Windows” and distributed it to RCP contractors as part of the Energy Efficiency Benefit Kit Training.  A “Window Installation Field Guide” was completed and used in window training for contractors and their crews.  PG&E initiated a video on installing replacement windows for contractors to use.

· Primary sponsor of two West Coast Affordable Comfort Conferences in January and in December of 2000 at the San Ramon Learning Center.  Approximately 350 contractors, building professionals, energy raters and other market participants in the retrofit market attended the conferences.  Other key sponsors included the California Energy Commission, California Home Energy Efficiency Rating System (CHEERS), Sacramento Municipal Utility District, Home Energy Magazine, Davis Energy Group, Panasonic – Building and Lighting, City of Lodi, Southern California Gas Company, and Conservation Services Group.  Other partners included the Bay Area Air Conditioning Contractors Association, Contracting Business News, The Electric and Gas Industries Association, the City of San Jose, and Pacific Property Consultants.

· Distributed “The Best of Home Energy” CD-ROM containing 200 articles on home performance concepts to each of the 185 RCP contractors, owners, sales people, and technicians as a part of the Energy Efficiency Benefits Kit Training.  

· PG&E supported the AAMA’s efforts to develop window installer training and registration testing with training at the Energy Training Center, Stockton (ETCS).  AAMA launched a nationwide installer training to reach 50,000 window installers in 2002.  The AAMA is the predominant national testing, certification, and window installer registration group.  

· Continued membership and participation with the National Fenestration Rating Council.  Continued serving on the NFRC Board of Directors as the utility industry representative.

· The Smarter Energy Line (SEL) received 266,102 customer calls, setting a new annual record for calls and a customer satisfaction rating of 79% for Excellent-Very Good combined.

 Messages about the Energy Star® label were presented in three bill inserts and in four Spotlight articles, each delivered to 4.5 million residential customers.  

 The Energy Star® awareness campaign was completed and included newspaper, radio, and television advertisements.  Messages were presented in English, Spanish, and five Asian languages in the media throughout the service territory.  

Residential Energy Management Services

2000 Program and Program Elements

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

PG&E’s energy surveys were 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.  The program encouraged customers to learn more about energy use and actions to take to reduce energy use in their homes.

Targeted Market Participants and/or End-Uses 

The majority of the activities and efforts revolved around providing consumers with general residential energy efficiency information and climate-specific recommendations.

Implementation Strategies

Targeted information through customer energy surveys continued to be made available over the telephone at the SEL, on PG&E’s Website, and through the direct-mail energy survey.  

Major Accomplishments

 Over 120,000 customers received the direct mail home energy survey.  

· Delivered mail-in and phone energy and Internet survey recommendations to over 123,000 participants.  

· Administered the Website energy survey and produced over 3,000 reports.

· Used the EMS database of participants to target market two programs, Energy Star® Financing and Pool Timer.

Residential Energy Efficiency Incentives

2000 Program and Program Elements

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

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

PG&E, Southern California Edison (SCE) San Diego Gas and Electric (SDG&E), and Southern California Gas Company (SoCalGas) jointly developed the RCP, a statewide program.  The single-family element applied to existing single-family homes, condominium dwelling units, mobile homes, and small, attached apartments, e.g., duplex, four‑plex. The multifamily element applied to existing apartment dwelling units, common areas of apartments and condominium complexes, and common areas of mobile home parks. 

The Statewide Residential Contractor Program contained two distinct elements, the Single-Family Element (SF-RCP) and the Multi-Family Element (MF-RCP).  Mobile homes were addressed in either program element as appropriate. 

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

The single-family element promoted the whole-system/whole-house approach by providing financial incentives, information/education to consumers, training to contractors for properly installed qualified measures, and equipment.  

The SF-RCP promoted and facilitated activities to deliver bigger energy savings, higher performance levels, and more thorough consumer education.  The SF-RCP was targeted to consumers with older houses with significant energy savings potential.  These approaches required consideration for how various measures interacted with other components in the system (e.g., a furnace with ducts) and the overall house as an energy system when planning retrofits and renovations.  The intervention strategy also encouraged service providers to compete with other firms by offering higher value replacement, retrofit, and renovation products and services. 

The single-family element measures included a basic HVAC diagnostic tune-up, which included checking and correcting refrigerant charge and evaporator coil air flow on central air conditioners and heat pumps; duct testing and sealing; an advanced HVAC diagnostic tune-up including the basic service plus duct testing and (if necessary) sealing; Energy Star® gas furnaces, central air conditioners, and central heat pumps; programmable thermostats; attic and wall insulation; high performance windows; efficient gas water heaters; pipe insulation; water-saving showerheads; hard-wired fluorescent fixtures; and screw-in compact fluorescents.  In addition, combustion appliance safety (CAS) testing was required for measures affected by airflows, such as duct testing/sealing, gas furnaces, heat pumps, air conditioners, and water heaters.  

In order to receive payments under the installation standards program, contractors followed a set of installation standards developed specifically for the Single-Family element of the program.  These standards covered both materials and installation procedures.  

Incentives for the single-family element were designed to encourage comprehensive retrofits.  Programmable thermostats, hard-wired fluorescent fixtures, screw-in CFLs, and low-flow showerheads were eligible for incentives as part of a package of measures.  Bonus incentives were also offered for the installation of measure packages (e.g., both ceiling and wall insulation).  A third-party entity was charged with approval of participant applications, maintaining the contractor list and distributing it upon request to consumer participants.

Contractors providing services such as duct testing/sealing, installation of wall insulation, or high performance windows, the basic diagnostics package, and combustion appliance safety testing, were required to receive specialized training offered by the utilities throughout the state.  

Incentive commitments were made through vouchers used to pay contractors for program services.  The contractor redeemed the voucher by submitting it and supporting materials to the utility for review, verification, and approval. 

Multifamily Residential Contractor Program (MF-RCP):

The multifamily element (MF-RCP), which was approved on September 15, 2000, was designed to target apartment building owners/property managers and contractors/ESCOs.  Financial incentives were made available, in the form of a standard performance contract (SPC), for retrofits performed by contractors/ESCOs.  

Contractor incentives were based on demonstrated first year energy savings from energy efficiency measures installed with the size of the incentives (per kWh or per therm) dependent upon the class of measure.  Electric incentives ranged from 14 to 39 cents per kWh, while gas incentives ranged from 60 to 80 cents per therm.  Incentives were paid in two installments:  50% upon completion of installation, and the remainder upon the approval of first-year verified savings.  Covered measures excluded such items as fuel switching, personal computers, home electronics, and measures with lives under three years. 

In order to maintain equity in the payment of incentives, limitations were placed on total payments to individual contractors, individual customers, with a single project sponsor payment not to exceed 25% of the program year’s incentive funds in each utility administrator’s service territory.  A utility affiliate was restricted to not greater than 15% of the available funds in the service territory of an affiliated utility.  

Contractors submitted a Basic Program Application (BPA) establishing site control and information about intended actions, a Detailed Project Application (DPA), including a defined measurement and verification process, a Project Installation Report (PIR) providing details of the actual installations, and an Annual Savings Report (ASR) presenting the one-year verified savings resulting from the installation of energy efficiency measures.  PG&E provided program materials with recommended measurement and verification (M&V) protocols for a set of common measures; however, contractors could propose alternate M&V approaches for these and other measures. 

The Energy Star® Financing Program 

PG&E provided information and advertising support for Energy Star® Financing, an unsecured energy financing product to promote the contractor market for energy efficient Energy Star® labeled equipment in the residential retrofit, renovation, and remodeling market.  PG&E’s promotional and advertising activities included the development and distribution of consumer and contractor kits, press releases, direct mail pieces, and utility bill inserts.
Targeted Market Participants and/or End-Uses 

The RCP targeted single family and multifamily owners and contractors, installers and repair personnel with an emphasis on integrating multiple end-uses in a comprehensive approach.  

Implementation Strategies

The statewide RCP continued in PY 2000 in collaboration with other California investor owned utilities.  The RCP integrated a variety of intervention strategies such as, providing 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 used to increase the use of financing options provided by the program.  PG&E made financial incentives available to contractors and ESCOs to encourage them to work with apartment owners and property managers to perform retrofits of their facilities.  PG&E provided consumer or contractor financial incentives in SF-RCP for comprehensive, integrated retrofit services.

PG&E also provided training to contractors, distributors, and architects in proper installation and testing techniques to ensure optimal energy efficiency related system performance and the features and benefits of energy efficient options.

PG&E targeted information and marketing to customers and contractors to increase their awareness of energy-efficient products and services and the financial costs and benefits of these products and services.

PG&E worked with the City of San Jose on a pilot local government intervention to reach under-served, non-English speaking consumers. 

Major Accomplishments

RCP - Single Family (RCP-SF)

· PG&E’s goal to achieve a 25% increase in number of RCP contractors completing required training and/or demonstrated required skills level through testing in whole-system approach (i.e. duct testing/sealing with HVAC installation) was met and nearly quadrupled.

· Through December 31, 2000, PG&E issued 30,417 RCP-SF vouchers totaling $7,242,918.79 in incentives, more than a three-fold increase in both vouchers issued and incentives levels reached over the same period in1999.

· PG&E’s Central Inspection Program completed 3,615 inspections.  The actual inspection rate was 33.7%.  Contractor pass rate was 90.5%.

· Through December 31, 2000, PG&E’s Smarter Energy Line received 266,102 calls, of which 40% were related to RCP.  Of the RCP calls, approximately 30,615 resulted in a request for a voucher.

· As of December 31, 2000, the Electric and Gas Industries Association (EGIA), the third party screening agency for RCP, distributed 599 contractor applications, received 251 in return, and approved a total of 219 contractor applications for PY 2000, which was more than triple the total number of eligible RCP contractors as of December 31, 1999. 

· EGIA received requests for and sent out 27,161 eligible contractors lists to customers through December 31, 2000.

· PG&E developed RCP program marketing materials, including brochures, targeted at contractors and customers and provided RCP contractors with 22,000 copies of August bill inserts to use for contractors’ distribution.  In addition, PG&E mailed a bill insert to 3.1 million residential customers and a Spotlight article to approximately and 4.5 million more. 

· PG&E conducted 26 contractor briefing sessions that 134 potential eligible contractors attended.  In addition, 46 contractor orientations were conducted with 518 contractors attending. 

· Results of the Customer Direct Mail Satisfaction Survey conducted for PY 2000, showed approximately 86% of the 2,440 respondents scored the RCP as “Excellent” or “Very Good”.

RCP - Multifamily

· The PY 2000 RCP Multifamily element was not approved by the Commission until September 15, 2000.  PG&E increased the number of contractors offering services to multifamily property owners/managers through performance contracting by 150% over the 1999 total, which exceeded the 2000 goal.

· PG&E received 221 applications in 2000 totaling $1,458,764 in incentives, which was more than 33% of the fourth quarter program incentive budget of $4,400,000.

Energy Star® Financing Program

· Energy Star® Financing provided unsecured debt financing to customers with homes older than 10 years, for qualifying energy efficiency related retrofit and renovation investments utilizing the “whole-house” approach, who were making planned or unplanned investments in products and equipment that contribute to the energy cost or efficiency of a home.

· PG&E developed Energy Star® Financing product educational materials for consumers and contractors and provided direct mail advertising.  

· As of December 31, 2000, 1,291 customers purchased energy-efficient equipment utilizing the Energy Star® Financing product, totaling nearly $9,471,000 with an average of $7,335 per loan.

City of San Jose TEEM-UP Partnership 
· PG&E and the City of San Jose continued to work on the joint pilot program Targeting Energy Efficiency Measures at Underserved Populations (TEEM-UP).  Since the August 2000 kick-off meeting, the City of San Jose has reviewed PG&E residential energy efficiency program materials, considered program involvement in the area, and initiated a literature search to collect information to help shape and inform the market research activities.  PG&E jointly helped to develop and then to review the winter 2001 bill insert to garbage customers.  
Upstream Information

2000 Program and Program Elements

Residential Heating & Cooling Systems - Technical Support to Trade Allies

This program element assisted HVAC industry trade allies raise their technical skill sets and knowledge.  PG&E’s training program for contractors was targeted to upstream market participants such as architects, code officials, and HVAC course instructors and offered 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 was developed to explore opportunities to work with vocational schools and community colleges to develop trainer curriculum and to support job-training programs such as internships, or third party initiatives.  Additionally, program efforts included the development of technical tools and resources for trade allies.  Finally, this program element supported the establishment of industry-accepted third parties to address quality HVAC installation issues and to promote independent inspection, testing, and certification of installations, equipment, and contractors.  The ETCS and the SEC supported this program element.  

Targeted Market Participants and/or End-Uses 

This strategy targeted HVAC contractors, technicians, installers, architects, engineers, building code officials and trade school and community college instructors. 

Implementation Strategies

Continuing and expanding the existing technical contractor-training program at PG&E’s energy centers was a key component of this element.  Training curriculum continued to focus on HVAC technologies, whole-system and whole house approaches, installation, sizing, and best practices.  The training was expanded to target architects, engineers and building code officials.  The curriculum was customized for each target group to meet their specific needs, such as the new Title 24 alternative compliance method (ACM) on duct sealing and infiltration for building code officials, architects and engineers.  Contractor courses focused on system sizing and installation practices.  In addition, the training program will be expanded to include a train-the-trainer component to target instructors at community colleges and an internship program to place students who have successfully completed the technical training program at participating schools.

Additional technical support included the commercialization of tools and resources for contractors (e.g., a technical resource kit), as well as an infrastructure to facilitate access to tools and information needed to help contractors do the job right.  Finally, this element promoted forums for exchange of information among HVAC industry market participants.  Activities included support for industry conferences, e.g., Affordable Comfort, and trade associations, Air Conditioning Contractors of America (ACCA), and outreach efforts to create opportunities for contractors, architects, engineers, and code officials to network.

Major Accomplishments

· The Third Party Request for Proposal (RFP) for “Attracting Employees to, and Enhancing the Knowledge and Skills of, Technicians in the Heating, Ventilation, and Air Conditioning Business” was bid and evaluated.  Two contracts were being negotiated for 2001 implementation.  A tool lending library was established to help contractors use more advanced diagnostic testing equipment to test leakage and combustion safety.

· In pursuit of demand reduction, PG&E collaborated with the CEE to develop the national “Specification of Energy Efficient Installation and Maintenance Practices for Residential HVAC Systems” which was published, distributed and uploaded to the Internet (link: www.ceeformt.org/resid/rs-ac/hvac.php3).  This resource included a supplementary document, “Duct Installation and Sealing Specification,” provided by PG&E.  This specification was developed to influence the content of the North American Technician Excellence (NATE) Installer Certification examinations.  In the future, it may be the basis for a specialty exam on efficient installation and diagnostic testing.  

Residential HVAC Training for 2000

	Class
	# Sessions
	# Attendees

	Duct Design
	8
	60

	Diagnostic Testing
	7
	36

	Installation Stds.
	7
	46

	Equipment Sizing
	7
	56


Residential Heating & Cooling Systems - Emerging Technologies

This program element supported the development of new HVAC technologies, applications, and best practices appropriate for the California market.  In addition, this program facilitated the full commercialization of existing emerging HVAC technologies and practices.  The focus was 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 was provided for the development of new technology applications and best practices not under commercialization or not yet available.  This effort was accomplished through coordination with the California Energy Commission (CEC), California Institute for Energy Efficiency (CIEE), and other research and design organizations.  

Targeted Market Participants and/or End-Uses 

This strategy primarily targeted upstream market participants such as manufacturers, distributors and contractors, with limited downstream activities.  

Implementation Strategies

This element focused on the implementation of demonstration projects and education/outreach programs to help complete the commercialization of emerging technologies such as the air conditioning two (AC2), indirect/direct evaporative cooling (IDEC), enhanced direct evaporative coolers, geothermal heat pumps, integrated water/space conditioning and other heating and cooling technologies.

Financial incentives that encouraged adoption of new technology applications and practices were implemented.  Efforts were coordinated with the nonresidential program activities to achieve maximum leverage.

Activities included assessment of technology and installation practices, demonstrations, monitoring projects, development and dissemination of case studies and information, and training and installation guidelines development.  This program element also supported the development of new technologies, technology applications, and best practices that are not under commercialization or not yet available, through coordination with the CEC, CIEE and other research design and development (RD&D) organizations.  

Major Accomplishments

· The Geoexchange consumer awareness campaign was completed during 2000.  The campaign used radio spots, newspaper advertisements, a direct mailer, and two billboards to inform approximately 150,000 underserved and hard-to-reach rural all electric consumers in Placer and El Dorado counties of the energy efficiency, comfort, and environmental benefits of Geoexchange technology.  

· PG&E’s efforts to identify and evaluate emerging ventilation, air conditioning, and heating technologies started in 1999 were completed by the end of the fourth quarter of 2000.  The final report on field-testing of an advanced ventilation cooling system and combined hydronic heating system demonstrated saving potential of up to 30% for both cooling and heating. 

Residential Retrofit & Renovation - Energy Efficiency Center(s)

This element recognized the value of in-place, on-call capability offered by the ETCS, SEC, and PG&E’s Pacific Energy Center (PEC) to provide demonstrations, training, and other technical support.  This program element served as the delivery channel for training classes for the HVAC program and the Discretionary Retrofit (DR) and the Time of Sale (TOS) elements of the Retrofit & Renovation (R&R) program.  

Targeted Market Participants and/or End-Uses 

Measure-specific contractors are the targeted market participants for training at the energy centers.  General contractors, architects, building code officials, prospective CHEERS raters, and distributors attended training at the energy centers.  Certain training classes and demonstrations were directed at consumers.  All residential measures were included in energy center activities.  In fact, energy centers offered a unique opportunity to cross-promote multiple programs, technologies, and practices. 

Implementation Strategies

In support of program elements, the energy centers displayed and distributed fact sheets, brochures, videos, and other general information pieces for all residential program elements.

Energy centers established short term and semi-permanent demonstration exhibits and presentations of energy-efficient technologies, products, and practices that focus on mitigating specific market barriers such as hidden cost and performance uncertainty not easily addressed by other program strategies.  Demonstrations were appropriate in all three (rural, suburban, and urban) energy centers depending on the target market.

The energy centers provided training for general contractors, measure-specific sub contractors (e.g., window contractors), HERS raters, architects, and customers.  As noted in other element descriptions, training topics included installation standards and training for windows contractors and wall insulation contractors and the training for contractors, architects, and other trade allies on the features and benefits of energy-efficient equipment and practices.

The ETCS provided toll free technical assistance to participants in its training classes.  This assistance focused on clarifying material presented in the class.

Major Accomplishments

PY 2000 training in support of the RCP program 

· Combustion Appliance Safety:  23 sessions, 252 attendees, 

· Duct Testing and Sealing:  22 sessions, 235 attendees, 

· Wall Insulation Installation:  11 sessions, 49 attendees, 

· Window Installation:  17 sessions, 261 attendees, 

· Advanced HVAC Tune-Up:  10 sessions, 130 attendees, 

· Energy Efficiency Benefit Kit Training:  14 sessions, 191 attendees, 

· PG&E contracted with Affordable Comfort, Inc., to deliver “Home Performance Strategies,” a residential energy efficiency conference held in San Ramon.  Contractors, builders, program managers, and market stakeholders participated in this highly rated event that focused on the house as a system and on diagnostic testing.  Concepts covered improving construction quality, reducing demand, and fostering safety and comfort.

· Nationally known building scientist John Tooley, conducted his renowned “House as a System” training for three days in Stockton,

· The Department of Energy Region Nine “Peer Exchange” training was held at the ETCS to share technical information pertaining to home weatherization.

· PG&E assisted AAMA in delivering its Window Installer Training and Certification program in Stockton.

· The ETCS and SEC took delivery of “Tell-Tale Houses” to assist in training regarding duct leakage, infiltration, and combustion safety.

· Completed a “Market Effects Study” showing that contractors changed to more efficient installation practices as a result of the ETCS and SEC training.

· SEC activities targeted underserved rural and hard-to-reach communities:

· The SEC recruited hard-to-reach contractors for the RCP program.  As a direct result of this effort, three HVAC contractors and one window company initiated operations.  Twenty-one training classes for contractors were offered in 2000.

· The SEC also assisted several hundred businesses in this underserved Sierra area location by recruiting contractors to serve them through the Express Efficiency lighting retrofit program.  

· Through its energy education program, the SEC continued to inform the public of the programs available to help conserve energy.  Talks were given to local branches of national and international service clubs and organizations including Lions, Rotary, Sonora Professional Association (S.P.A.), Masons, as well as to senior citizens groups.  

· One of the goals of the SEC, as a part of El Dorado County, was to promote a healthy environment for the businesses of the Mother Lode and to assist in the business communities’ continued success.  As a direct result of the efforts of the SEC, one local contractor hired an additional five employees to conduct business promoted and supported by the programs. 

· A “Torchiere Turn-in Event” was conducted in collaboration with the Tuolumne County Fire Chief’s Association with the dual purpose of safety and energy efficiency education.  The over one hundred residents who entered the SEC to exchange halogen torchieres for fluorescent versions also received additional energy efficiency information.

Upstream Financial Assistance

2000 Program and Program Elements

Residential Heating & Cooling Systems - Linked HVAC Financial Incentives

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

Targeted Market Participants and/or End-Uses 

This strategy targeted both upstream and downstream market participants, including contractors, distributors, and manufacturers, as well as consumers.

Implementation Strategies

Three or four specific HVAC technologies or practices were selected from a larger list of high-efficiency and emerging technologies for which financial incentives or financing was required to stimulate rapid growth in commercialization and market share.  Upstream or downstream incentive programs were developed for these selected technologies and practices.  Incentive program(s) complemented the Residential Contractors’ Program (RCP) where possible.  Appropriate measures were incorporated into the Energy Star® Financing program to facilitate planned replacement projects.  This program element was linked to the Targeted Information Delivery and Emerging Technologies elements to leverage program efforts wherever possible.

Major Accomplishments

· Home Cooling Program II (HCP2) provided customer and upstream financial incentives for installing evaporative condenser air conditioning equipment.  In 2000 seven applications were received and three units were installed.  

· The Residential Air Conditioner Distributor Incentive program provided incentives to increase the number of seasonal energy efficient rating (SEER) 12 and above systems installed with thermal expansion valves (TXVs) and to increase the market penetration of high energy efficient rating (EER) air conditioning systems that are more efficient during peak periods.  The program had 14 distributors sign-up to participate.  Nineteen applications were received and five distributors participated in the program.  The program resulted in the installation of 407 units, more than 200 of these units had EER of 11 or better.

· Through this linked HVAC financial incentive effort, PG&E met its PY 2000 goal to implement incentive programs for three or more technologies, one or more of which would be an emerging technology.

Residential Lighting - Improved CFL and Emerging Technologies 

This increased sub-CFLs production/sales volume, heightened interest in producing this improved CFL lighting product by other lighting manufacturers, and lead to the product being stocked by mass retailers.  The program accelerated the introduction and increased the demand for sub-CFLs through an apartment association marketing and bulk-procurement program.  Sub-CFLs are not available through retail outlets because of current low volume.  

Through this program element, multifamily property operators (representing hundreds of thousands of residential units) through their apartment associations received a presentation on the benefits of the new products.  They were offered a special price, e.g., $6 per unit.  Providing services to multifamily properties contributed to the objective to expand activities to under-served customer groups.

Targeted Market Participants and/or End-Uses 

Market participants were multifamily apartment and condominium associations, manufacturers of qualifying sub-CFL products, owners/managers/tenants of multi-unit properties, and retailers/suppliers of multi-unit dwellings (MUD).

Implementation Strategies

The program was implemented through targeted presentations with apartment associations to demonstrate the product’s benefits and through implementation of a manufacturer buy-down to reduce the sub-CFL product price. 

Major Accomplishments

· Promoted sub-CFLs to the multifamily market including market assessment activities, market education, and advertising in seven association journals with a combined circulation of 46,500.

· Contacted 15 associations representing 9,020 owner/operators who manage approximately 37,100 MUD properties and 548,500 MUD units.  PG&E achieved its goal to complete presentations that aggressively promoted sub-CFLs to 90% of the largest ten apartment association representing an estimated 25,000 MF properties in the service territory.

· Manufacturer agreements were not finished until October 2000.  Orders through the end of December 2000, totaled 32,230 sub-CFLs.  The average purchase has been 41 to 61 lamps indicating that the outreach to smaller properties has been effective.

· Competition among the manufacturers brought about prices as low as $2.25 per unit for a minimum purchase of six units or $1.85 per unit in quantities of one thousand or more. 

Residential Lighting - Statewide Residential Lighting Program 

The Statewide Residential Lighting Program sought to transform the market for residential lighting products through a comprehensive set of market interventions that were coordinated statewide.  The program focused on 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.  A key aspect of this program was statewide coordination among the three investor-owned electric utilities.  The statewide program was nearly identical in all three service territories.  

While this program built on the momentum of past efforts, it had the added opportunity to include Energy Star® labeled screw-based compact fluorescent lamps (CFLs).  In addition, the Energy Star® CFL program incorporated minimum product performance specifications and product testing, which enhanced efforts by helping to assure that the available products were high quality.

Targeted Market Participants and/or End-Uses 

Manufacturers, retailers, and consumers in the residential lighting products market were targeted.  To the extent that efforts in this program affected consumer awareness and demand for energy-efficient lighting products, this program may have had an indirect impact on the new construction market.

The end use technologies targeted were  (1) Energy Star® hard-wired fixtures that incorporate pin-based CFLs; (2) Energy Star® portable fixtures that incorporate pin-based CFLs, including torchieres that are alternatives to halogen-lamp products; (3) Energy Star® screw-based CFLs; and (4) pin-based CFLs that are used in Energy Star® fixtures.

Implementation Strategies

PG&E provided financial incentives to manufacturers on a competitive basis.  Incentives were used to promote increases in production and shipment of existing products jointly with manufacturers.  PG&E developed a method of promoting the design and introduction of new fixtures that emphasized those appropriate for use in indoor living spaces other than kitchens and bathrooms.  PG&E used financial incentives to secure participation on the part of manufacturers.  PG&E implemented participation requirements that provided incentives to manufacturers to develop and introduce the desired products were examined.  Also, PG&E worked with manufacturers to identify and promote the introduction of new products with superior overall performance and cost value.

PG&E provided financial incentives or value-based services such as training, merchandising, cooperative advertising, and promotions to retailers to obtain their participation and strengthen the retailer network.  Training was also provided to sales staff.  PG&E delivered point-of-purchase advertising materials through provision of merchandising field services.  This activity tied the products to the Energy Star® label.

For consumer, PG&E delivered product-related information to influence individual purchases at the time of purchase.  Promotions, advertising, and related store events were used to increase awareness and understanding of energy-efficient lighting.  These activities were tied to the Energy Star® label.

As a new activity, educational messages were delivered in appropriate forums to equip consumers with the skills and information needed to make proper lighting purchase decisions.  PG&E also coordinated with national and regional market transformation efforts and provided resources to further the program objectives.  PG&E collected and analyzed data needed to track progress and manage the program effectively.

Major Accomplishments

 Increased the number of fixture manufacturers participating in the program and obtained ten lighting manufacturer participation commitments.

 Worked to increase fluorescent torchiere sales to 3% of market share; shipped 35,941 torchieres to the service territory.

 Increased the number of qualified Energy Star® fixtures by 62%, from 1,144 models to 1,860 accomplished in May 2000.

 Torchiere Incentives Paid – 35,941

Residential Appliances - Statewide Residential Appliance Program

The Statewide Residential Appliance Program sought to transform the market for residential appliances through a comprehensive set of market interventions that were coordinated statewide.  The program focused on the major energy-using appliances in the home:  refrigerators, clothes washers, dishwashers, and room air conditioners.  The markets for these appliances had similar structures.  Additionally, a small group of manufacturers and retailers dominated most of the products.

The program focused 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 was the close statewide coordination among the four investor-owned electric and gas utilities; the single statewide program was nearly identical in all four service territories.  The program also endeavored to keep other relevant organizations informed about the proposed program plans and activities so that others can implement similar programs if desired.

This program built on the momentum of past efforts, including focusing on Energy Star® qualified products.  Efficiency levels above Energy Star® minimums were incorporated for clothes washers, dishwashers, and refrigerators.  This program was designed to run for several years, with the activities and strategies changing over time as market conditions change.

Targeted Market Participants and/or End-Uses 

Manufacturers, retailers, and consumers in the residential appliance market were targeted.  Consumers making both emergency purchases as well as planned purchases were targeted.  The end-use technologies targeted were refrigerators and clothes washers.  

Implementation Strategies

In coordination with national and regional market transformation programs, PG&E worked with manufacturers to further the development of the next generation of energy-efficient appliances.

PG&E used financial incentives and upstream value-based services to promote the production and distribution of qualifying models.

Rebates were provided to consumers as a means of providing an incentive to manufacturers to produce qualifying models.  Multiple rebate levels were used to provide added incentive for models that exceed Energy Star® minimums and that were priced to enable widespread consumer acceptance. 

Retailers:  
PG&E provided financial incentives and value-based services such as training, merchandizing, cooperative advertising, and promotions to retailers to obtain their participation and strengthen the retailer network.

Incentives were provided to retailers/sales staff to sell Energy Star® qualifying products.  Training to sales staff was provided and point-of-purchase (POP) advertising materials were delivered through merchandizing field services.  These were tied to Energy Star® label.
Rebates were provided and product-related information was delivered to influence individual purchases at the time of purchase.  PG&E used promotions and advertising to increase awareness and understanding of energy-efficient products tied to the Energy Star® label.  Educational messages to equip consumers with the skills and information needed to make proper purchasing decisions were delivered in appropriate forums.

PG&E worked in coordination with national and regional market transformation efforts to further the program objectives as well as to provide resources to coordinate efforts.  PG&E also collected and analyzed the data needed to track and manage the program effectively.

Major Accomplishments

· Obtained signed retailer agreements with 85% of the total storefronts in PG&E service territory.

· Increased the average percent of “on-floor” stock of high efficiency refrigerators by 50% in appliance retail stores.

· Increased sales of high efficiency refrigerators to 5% of retailer sales.

· Increased retailer sales of Energy Star® qualifying clothes washers to 16% of retailers total clothes washer sales.

· Conducted Energy Star® sales training for at least 65% of sales staff in 60% of the participating retailers.

· Financial Incentives Paid:  Refrigerator rebates – 14,275; Clothes Washer rebates – 23,799; Room Air Conditioners – 3,507

























2 - 1
2 - 5

