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Agenda oS

Conservation Advisory Council EnerevIr
Wednesday July 15, 2015 1:30 pm — 3:45 pm ergy ofl(;'rfgton
Address:

421 SW Oak St., #300

Portland, OR 97204

1:30 Welcome, introductions

1:35 Old Business
June CAC minutes

1:40 Q2 Dashboards (information)
Information on progress to date towards 2014 goals

2:00 My Business marketing campaign (information)
Energy Trust’s first fully-integrated business-to-business marketing campaign
was launched in May. Staff will provide an overview of the 3 major components
of the campaign (advertising, website and trade ally cooperative marketing), and
share results to date and next steps.

2:20 Residential Sector 2015-2019 Strategic Plan (discussion)
Overview & CAC discussion on the draft plan, which describes historical trends,
and addresses the Residential Sector’'s and programs’ contribution and strategic
approach to meeting the goals of Energy Trust’'s 2015-2019 Strategic Plan.
Input such as feedback and advice on sector strategies is requested at this time.
These plans will inform programs’ annual action and budget planning.

3:30 Public Comment

3:45 Adjourn

The next scheduled meeting of the Conservation Advisory Council will be on
September 9, 2015

421 SW Oak St #300 Portland, OR 97204  1.866.368.7878 503.546.6862 fax energytrust.org






2015 Q2 Savings Dashboards: Unofficial, Early Forecasts
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EnergyTrust

of Oregon

Conservation Advisory Council Meeting Notes

June 3, 2015

Attending from the council:

Jim Abrahamson, Cascade Natural Gas
Brent Barclay, Bonneville Power
Administration

Stacy Blumberg, Northwest Energy
Efficiency Alliance

Warren Cook, Oregon Department of
Energy

Wendy Gerlitz, Northwest Energy Coalition
Chatrlie Grist, Northwest Power and
Conservation Council

Garrett Harris, Portland General Electric
Scott Inman, Oregon Remodelers
Association

Don Jones, Jr., PacifiCorp

Don MacOdrum, Home Performance Guild
of Oregon

Holly Meyer, NW Natural

Elaine Prause, Oregon Public Utility
Commission

Stan Price, Northwest Energy Efficiency
Council

Attending from Energy Trust:
Mike Bailey

Adam Bartini

Kim Crossman

1. Welcome and introductions

Mia Hart

Ally Hoffman
Fred Gordon
Marshall Johnson
Oliver Kesting
Ted Light
Spencer Moersfelder
Thad Roth

Erin Rowland
Adam Shick

Kate Scott

Paul Sklar

Ed Wales

Peter West

Others attending:

Dave Backen, Evergreen Consulting
Susan Brodahl, Energy Trust board

John Charles, Cascade Policy Institute
Sarah Fredrickson, CLEAResult

Cameron Gallagher, Nexant

Bill Henry, EQL Energy

Aaron Leatherwood, Evergreen Consulting
Alan Meyer, Energy Trust board

Todd Poehlman, CLEAResult

Kim Crossman convened the meeting at 1:30 p.m. The agenda, notes and presentation
materials are available on Energy Trust’s website at: www.energytrust.org/About/public-

meetings/CACMeetings.aspx.

Kim invited members to suggest guest speakers for future meetings.
Don MacOdrum: If there’s extra time, a summary of key topics from the previous Renewable

Energy Advisory Council meeting would be helpful.

Holly Meyer: | would like a presentation on passive houses and EcoDistricts.

Alan Meyer announced that the board of directors aims to have two board members present at
each Conservation Advisory Council and Renewable Energy Advisory Council meeting. Alan
attends both advisory council meetings, primarily as an observer. Susan Brodahl is now

attending Conservation Advisory Council meetings.

2. UM 1622 incentive cap outcomes
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Conservation Advisory Council Notes June 3, 2015

Marshall Johnson presented planned residential and multifamily weatherization incentive
changes and other program design adjustments related to the Oregon Public Utility
Commission, OPUC, Docket UM 1622.

Marshall: Duct insulation and air sealing incentives expired for Existing Homes in January and
April 30, respectively. The OPUC extended certain measures through June 30 and approved an
incentive cap.

On July 1, modified insulation incentives for Existing Homes customers will be available.
For prescriptive and Home Performance with ENERGY STAR® projects, certain ceiling
insulation measures will be incented up to $100, and wall and floor insulation measures
will be incented for gas-heated homes up to $150when installed with qualifying ceiling
insulation.

For Savings Within Reach and single-family rental customers, wall and floor insulation
incentives are available at the current Savings Within Reach incentive levels, and a new
tier of ceiling insulation measures will be incented up to $100. Incentives for self-installed
floor insulation up to $150 will be available when installed with ceiling insulation. Knee
wall insulation will be included under ceiling insulation, but can qualify as a standalone
measure under certain circumstances.

In conjunction with these incentive changes, the Existing Homes multiple upgrade
incentive, which was originally designed to support contractors who install more than
one measure at one time, will be modified. Currently, each insulation measure qualifies
independently as one measure toward a multiple upgrade incentive. The modified
incentive will group all insulation measures under one of the two qualifying measures for
a single project. There are no modified incentives for multifamily customers on July 1.
Multifamily staff are assessing feasibility and cost-effectiveness scenarios for gas-heated
multifamily properties with an incentive cap.

Alan: What is the logic behind a per-square-foot incentive for ceiling insulation and an incentive
cap?

Peter West: The OPUC was interested in reducing the cost of those measures and requested
incentive caps.

Marshall: Technical specifications require the whole area to be treated, and we expect average-
sized homes to exceed the incentive cap. There will not be an incentive cap for electrically
heated homes.

Don Jones: How does the new incentive structure minimize free ridership?

Marshall: We prioritized measures that were most cost-effective, and ceiling insulation is a
priority.

Holly Meyer: The OPUC decision wasn’t about changing the incentive for ceiling insulation. It
was a request to reduce measure costs and free ridership, while also targeting moderate-
income, multifamily and rental property customers.

Jim Abrahamson: If income is self-declared in Savings Within Reach, a customer could opt out
of standard incentives and apply to receive Savings Within Reach incentives.

Marshall: Correct. The customer consents to the terms about qualifying income on the incentive
application.

Jim: 1 would like to review the terms and conditions to ensure there is clarity about the two
separate incentive tracks available to customers.
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Conservation Advisory Council Notes June 3, 2015

Don MacOdrum: Do these incentive changes tie into Senate Bill 844?
Marshall: There could be ties to SB 844 since it has a goal of promoting gas weatherization and
a provision to target rental properties.

Holly: My understanding was that Multifamily incentives would also be modified on July 1.
Marshall: We’re not confident in the cost-effectiveness of these measures yet, and the OPUC is
comfortable with this decision to continue to assess viability of applying the exception to
Multifamily. We don’t want to announce measure changes that may need to be modified again.

Garrett Harris: What is the measure forecast for each program?

Marshall: For gas and electric homes, we expect an increase in ceiling insulation measures. We
may see a decrease in wall and floor insulation measures in gas homes because of the ceiling
insulation qualification.

Don Jones: Are you making program delivery changes to reduce costs?
Marshall: There are adjustments to the weatherization specification manual to simplify the
criteria associated with measure installations.

Don Jones: Are there any proposed changes to the quality assurance approach?

Marshall: There will be adjustments to the quality assurance approach, including reduction in
the volume of field quality assurance, introducing alternative ways of performing desk quality
assurance and leveraging some evaluation elements.

Warren Cook: Is air sealing left as a prescriptive measure?

Marshall: We’ve completed a prescriptive air sealing pilot and are wrapping up the evaluation.
Warren: Does this change the message from the Home Performance Guild or Energy Trust?
Marshall: Energy Trust has changed our position.

Don MacOdrum: It's unfortunate that this is what the data is showing. | think the larger question
will be about free ridership.

3. Advanced Power Strips Pilot for Multifamily customers

Kate Scott provided an overview of a pilot in the Multifamily program to determine if Tier 1
advanced power strips are cost-effective as a measure left behind for tenants to install as part of
the programs direct-installation track. Advanced power strips shut off peripheral devices when a
controlling device, such as a television, is turned off by the customer. Energy use and power
strip configuration were monitored for 60 participants with advanced power strips and for 60
participants with standard power strips over two weeks. Results presented were for roughly half
of the sample for which data was available at the time. Preliminary results indicate a savings
opportunity from equipment such as game consoles and DVD players, and energy savings are
approximately 76 kilowatt hours per year. Results and measure cost-effectiveness will be
determined in early July.

Alan: Is there surge protection on the advanced power strips?
Kate: Yes.

Don MacOdrum: The advanced power strips used were all Tier 1?

Kate: Correct. Several other utilities have used Tier 2 power strips, but they’re more expensive
and weren't as cost-effective for this application. Existing Homes and Products programs are
also looking into a similar pilot.

Garrett: What are the measure life assumptions?

page 3 of 5





Conservation Advisory Council Notes June 3, 2015

Paul Sklar: The measure life is five years. There is variability, and determining measure life for
Multifamily customers will require additional thought. We will need to examine how many
customers are moving out of our service territory and taking power strips with them.

Alan: Does the manufacturer provide recommendations for equipment to plug in?
Kate: We worked with the manufacturer to develop our own instruction materials, and 100
percent of participants said they were helpful.

Don MacOdrum: Was there feedback about the size of the power strips and providing a
sufficient number of outlets?

Kate: There’s one control outlet, four controlled outlets and two are always on. The
manufacturer has a power strip with additional outlets, but it wasn’t tested in the pilot.

4. Commercial and industrial lighting measure changes
Spencer Moersfelder provided an update on commercial and industrial lighting measure
changes in July.

Spencer: The 2014 Federal Ballast Standards change the baseline for linear fluorescent lighting
measures, requiring all electronic ballasts manufactured to be 5.8 to 10.8 percent more efficient
than past standards. This change reduces savings and impacts cost-effectiveness and Energy
Trust’s ability to offer incentives for some lighting measures. Some combinations of existing
lamps and ballasts are still cost-effective when retrofitted with more efficient linear fluorescent or
LED measures, and some delamping measure applications are still cost-effective. However,
one-for-one and two-for-two lamp retrofits are no longer expected to be cost-effective.

Incentive changes to accommodate for impacted lighting measures will be released in
July. Concurrently, many customers are gravitating towards LED lighting, and this
migration will help make up for some of the savings that will be lost from linear
fluorescent measures that are no longer cost-effective. Proposed measure changes will
position Energy Trust to respond to both developments while we continue to meet the
market demand for a wide variety of lighting measures.

Elaine: What percent of lighting savings are from the measures set to expire?

Spencer: We can provide those measure savings, but we don’t have this information on hand.
Kim: There has been so much change over the past few years due to the rise of LED
technology that measure data from prior years doesn’t tell us anything about the measure mix
this year or in future years.

Spencer: Some of the linear fluorescent measures may be cost-effective for custom projects
that have long run-time hours, such as industrial facilities that operate multiple shifts in a day.
The incentive changes we're addressing are prescriptive only.

Don Jones: Are you proposing to drop all these prescriptive lighting measures in July?
Spencer: Not necessarily. Some combinations of measures impacted by the federal standard
will still be cost-effective. Some trade allies that have enjoyed the incentives for the linear
fluorescent measures that are being phased out may have a tough time adjusting to these
incentives changes.

Kim: There are challenges in communicating to trade allies about the lighting tool, and we’re
hitting an interesting inflection point between commercial and industrial sectors. Prescriptive
measures are effective in the commercial sector and custom measures are effective in the
industrial sector. Yet these two sectors share the lighting program.
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Fred Gordon: There is a mixture of different measures set to expire, and we will continue to
discuss how this will impact customers and trade allies.

5. Public comment
There was no additional public comment.

6. Meeting adjournment

The meeting adjourned at 2:55 p.m. The next Conservation Advisory Council meeting is
scheduled on July 15, 2015.
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Oregon Electric Savings (2009-2014)
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Oregon Gas Savings (2009-2014)

3,000,000
2,500,000
2,000,000

1,500,000

1,000,000
500,000

2009 2010 2011 2012 2013 2014

reportable therms

m Existing Homes ® Products New Homes*





Electric Savings Acquired & Remaining
Resource Potential — Single Family
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Customer Engagement

North Coast: 27%
‘ Portland Metro: 36%

Mid-Willamette:
36%

Central Oregon: 32%

Southem Willamette:
33%

South Coast: 38%






Challenges to our Continuing Success

Low avoided

COSIsS

Measure
saturation

Expanding
participation






Strategies for Continued Success

Orient program designs around technologies and market channels
» Reduce costs to deliver programs
 New measure development

« Mitigate shrinking savings from traditional conservation strategies

« Expand customer participation






Alignment with Energy Trust Strategic Plan
I - I R

Contl_n el Improve program Manage the total cost of efficiency Broaden participation by serving Replenish energy conservation
designs to provide excellent - . -
. to maximize cost-effective people and businesses we have resource through new technology,
customer service and support . . ] ] ’
. . conservation potential not yet reached strategies, and innovations
customers with energy solutions
Overall Residential Sector
Regional Outreach Strategies X X X
New Measure Development X X X
New Delivery Strategies X X X X
Rebid PMC Contracts on regular
X X X
schedule
Trade Ally Engagement and
o X X X
Training
Stakeholder Engagem X X
Expand Upstream Offerings X X X X
Develop New Incentives X X X
Refine Weatherization X X
Expand Home Heating X X X
Refine EPS X X
Refine Data Use in Consumer
: X X X
Targeting
Refine Kit Offering X X
Develop Behavior Based
. . X X X X
Savings Strategies
Develop Consumer Electronic
: X X X X
Engagement Strategies
Develop Smart Device
: X X X X
Strategies





Thank You

Thad Roth,

Residential Sector Lead
EnergyTrust
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My Business campaighn Is designed to:

* Help small businesses

* Direct customers to contractors

* Avoid year-end operational bottlenecks

» Create demand for all efficiency projects

» Support trade allies in marketing and sales






18% 30%
Industrial 32% Industrial
Residential

38%
Residential

38%
Commercial

44%
Commercial










My Business
Campaign Website




http://www.energytrust.org/mybusiness



30-second Radio Spot

« Statewide (OPB)  Coast

* Southern *  Willamette Valley
 Central  Portland Metro
 Eastern





ENERGY COSTS TOO HIGH?

A DIFFERENT LIGHT.

Want to lower your energy costs? When you update lighting and other equipment, you can see the difference

instantly and recoup your investment in no time. Talk to a qualified trade ally to learn about Energy Trust of Oregon
cash incentives for all kinds of energy-saving solutions

Get more from your energy.
Visit www.energytrust.org/mybusiness or czll us at 1.866.368.7878.

Serving customers of Portland General Electric,

Pacific Power, NW Natural and Cascade Natural Gas. EnergyTl’USt

of Oregon

THE RIGHT KIND OF
LIGHTING CAN MAKE
YOUR PRODUCT

Get more
from your energy.

EnergyTrust EnergyTrust

of Oregon of Oregon

slide to
ENERGY-EFFICIENCY UPGRADES learn more
CAN MAKE YOUR WORKPLACE...  EnergyTrust

of Oregon

ENERGY-EFFICIENCY UPGRADES
CAN MAKE YOUR WORKPLACE B Triat
HAPPIER AND MORE PRODUCTIVE. e






Publicity on LEDs

« Attention grabbing press Kit
* Press Release

* Fact Sheet

» Customer Success Stories
* Results to come

finy






Social Media Results
Starting a conversation

Energy Trust of Oregon Watch Hood River Middle School's journey to become the first public
school in the US to be netzero cerified. hitpo//hit ly1HKDUY A

Hood River Middle School | Energy Trust of Oregon
bitly - “We can gquantify the financial benefits, but we also have

-~ - 19
this excitement and this ability to have kids think about things they Feel like a zombie at work:
might not know exist.” — Principal Brent Emmeons, Hood River ENERGYTRUST ORG

Middle School

Like - Comment - Share

thh Organic

Targeted to: All Followers Jody Tuttle viz Energy Trust of Oregon

4,167 16 20 0.86% I <uy.10a3t5:4%am-@

impressions clicks interactions engagement
Show Attachment

Gained from Sponsoring Share

Sponsored in: Net Zero HR Middle School (stopped)

+8,956 +47 +50 +18 +1.28% F7 - Bi ; ,

impr’essiuns clicks interactions followers acquired engagement ondlia Kiamath I_ce Sports - Bill Collier ifs Like Page
i Community Ice Arena via Energy Trust of

Manage Oregon

Like (66) - Comment (3) - Pintotop - 1 month ago KIS will be updating all of our exterior lighting beginning next week. So

excited!!

Show Attachment
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My Business

Providing options and value
to trade allies





What’s in it for trade allies?

A different kind of partnership with
Energy Trust

« More direct role in generating leads

« Marketing materials, tools and support

« Opportunity to provide feedback and
iInput

Our goals

* More business to ally businesses, more
quickly

* More savings for Oregon ratepayers, at
the lowest cost






Support for
Campaign Allies

* Cooperative
Marketing Guidebook

« Marketing Hotline 2015 “MY BUSINESS”
« Dedicated Emall AMPAIGN ALLY

GUIDEBOOK

+ ENERGY TRUST + CO-OP MARKETING = MORE BUSINESS




mailto:mybusiness@energytrust.org



May June July August September October
Ipplupleely  eglssleeh lesleelwwl leelsslesh dewlselweh dewivsie!

Spring Energy Trust Flight — May 11 — June 8
Cooperative Marketing Period — June 15 — September 15

Fall Energy Trust Flight — October 1 to November 1





Animated Online Ad with Direct Link to Custom Website

THE RIGHT KIND OF
LIGHTING CAN MAKE
YOUR PRODUCT

EnergyTrust

of Oregon

Get more
from your energy.

EnergyTrust

af Oregon

Talk to your Energy Trust trade ally.

(CACRDEINGELIG S ERVICERES

EnergyTrust

of Oregon





My Business
Trade Ally
Campaign Website




http://energytrust.org/mybusiness/cascade-lighting-service



What's it all mean?





7 million

Media

Impressions
(Energy Trust buy)

1.8 million

Media

Impressions
(Pacific Power TV)

Ad Spend
38% print
33% TV
15% radio
14% online

10,677
Unique Web
Visits

#1 Action
“Find A
Contractor”

15%
Web visits
directly from
digital media

70%*
Non-Portland
Web Visitors

#2 Action
“Watch the
Video”

50+%
Keyed-in or
Arrived by

Google

Search

*Not verified

3:39
Average Time
on Website

#3 Action
“Load More”
Success
Stories

2014 Co-op:
$17,300

2015 Co-op:

$33,262
(to date)

60
Campaign
Allies

3
Trade Allies
with
Campaign
Co-op at 50%

20
Trade Allies
with Standard
Co-op at 33%
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PROJECT COUNT

Hotline Inquiries

JAN FEB MAR APR MAY JUN JUL AUG SEP oCT NOV DEC
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
[m2015 61 61 51 76 80 89
[2014 42 33 53 21 36 30 21 32 2} 50 37 39
MONTH
@2015 @2014

19





What's Next?

- Compilation and analysis of
marketing activity

- Evaluation of trade ally
engagement

2016 Planning






Thank you!

Questions?

\I2
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EnergyTrust

Get more from your energy of Oregon
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Production Efficiency
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I. Residential Sector Summary

Energy Trust of Oregon’s Residential Sector provides energy-efficiency services and cash incentives for
newly built and existing single family site-built homes (including rental properties) and manufactured
homes. The sector’s primary activities are accomplished through three program management contracts:
CLEAResult for Existing Homes, CLEAResult for New Homes, and Ecova for Products. Energy Trust staff
also directly manage other sector initiatives including — financing initiatives, trade ally initiatives,
collaboration with market actors, behavior savings and pilot efforts.

Sector staff oversee program management contracts, drive program strategy and design, manage
relationships with stakeholders and provide strategic direction for marketing and outreach activities
implemented by contractors.

Energy savings delivered by the Residential Sector have increased significantly since 2009. After an
aggressive increase in savings goals and funding in 2010, electric savings have doubled through 2014
while gas savings have achieved 60% growth since 2009.

The number of measures the Residential Sector relies on for savings is declining, partly due to Energy
Trust’s success in serving customers with an entry point of free offers, along with market and code
transformation, resulting in a number of consumer incentives being retired. The energy savings potential
in the Residential Sector is still significant with new and emerging technologies and practices, but the
cost of acquiring these savings may increase. With resource opportunities for electric and gas savings
not overlapping as easily as in the past, along with gas prices at historic lows, the sector will need to
develop and manage more measures to reach savings goals. With cost-effectiveness parameters
particularly related to more traditional program delivery approaches and measures, we will need to
change how we implement and communicate offers in these markets.

Key challenges to reaching program goals in the next five years will be:

e Expanding program offers to reach underserved customers and geographic areas while
meeting cost-effectiveness requirements

e Generating cost-effective retrofit savings in the face of lower gas and electric costs that reduce
savings opportunities

e Identifying new savings opportunities, adapting legacy program designs to meet new
opportunities and to reduce cost of delivery

e Maintaining/increasing customer engagement in an evolving media and communications
environment

Il. Sector Vision and Leadership Statements

To provide long-term vision, guidance, and consistency to the Residential Sector, the following principles
have been established in accordance with the organization’s 2015-2019 Strategic Plan:

2 Trust
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Vision Statement — Residential customers living in Energy Trust service territories will modify the way
they use and produce energy to reduce home energy use, lower energy costs and to experience
comfortable and healthy living environments.

Mission Statement — Deliver consumer and market energy solutions resulting in individual homeowners
and communities reducing energy use and investing in clean, renewable energy.

Leadership Position — Energy Trust is an influential and valued leader demonstrating effective programs
that transform markets which impact the built environment and support energy-saving efforts within
our service territory while receiving regional and national recognition.

Measures of Success

Residential customers will increasingly utilize Energy Trust residential programs to achieve greater
energy savings. This will enable Energy Trust to work with participating utilities in meeting the IRP goals.
Measureable activities that will support success include:

e Expanding participation and influence to customer groups and geographic areas with lower
levels of program participation

e Replenishing energy efficiency sources of savings with new measures and strategies to expand
participation and to engage customers seeking to save energy at home - as a new participant or
re-engaging as a past participant

e Improving program design and services to gain efficiencies that control program delivery costs

lll. Sector Level Savings

History

Savings in the Residential Sector have grown rapidly in the last five years. 2009 to 2014 electric savings
for the sector have more than doubled from just over 6 aMW in 2009 to 13.6 aMW in 2014. Lighting has
been a reliable source of program savings with a large ramp up in 2012 as we provided more kits to
participants and experienced strong retail sales of lighting, helped along with the increased availability
of LEDs.

During this same time period, NEEA has contributed between 3.2 aMW — 5.6 aMW annually. NEEA
savings vary from year to year based on the success of their individual initiatives. Including NEEA, the
resulting portfolio has grown from just over 9 aMW and peaking at 19.2 aMW in 2014. The 2015 budget
forecasts 13.6 aMW of electric savings for Energy Trust programs and an additional 3.7 aMW from NEEA
activities.

3 Trust
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Natural gas savings doubled between 2009 and 2012, from 1.34 MMtherms to 2.66 MMthermes. This
trend plateaued in 2013 and 2014 at just over 2.1 MMtherms. The 2015 budget forecasts natural gas
savings at 2.1 MMtherms.
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Residential Savings and Resource Potential

The charts below indicate overall savings achieved between 2009 and 2014, as well as resource
potential for the next 20 years, distinguished between single family site-built and manufactured homes.

Electric Savings Acquired and Remaining Resource Potential-
Single Family
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*Kit savings potential is contained in Lighting and Water Heating bars.
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Electric Savings Acquired and Remaining Resource Potential-
Manufactured Homes
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Engaging Customers

The Residential Sector has engaged nearly 440,000 households across all regions since 2009, which
equates to 34% of all eligible households. In looking at penetration by region, there are only 3 out of 11
regions where the number of sites served is less than 25% and only one region that falls below 20%.
About 33% of our electric savings have come from rural areas since 2009 while 14% of gas savings have
come from rural areas. The savings distribution across our portfolio has varied by program within the
sector.

North Coast: 27%
| Portland Metro: 36%

Mid-Willamette:

36%

Central Oregon: 32%

Southemn Willamette:
33%

South Coast: 38% |

New Homes

The New Homes program plays an important role in advancing new residential building techniques,
advancing building codes, and introducing new residential efficiency technologies. The program offers a
whole-house approach through EPS™, an energy performance scoring tool, as well as measures which
can be implemented either as a package or individually. From 2009 to 2014, the market share of EPS
homes grew from 18% to 34%.

Since 2009 the electric savings for the New Homes program has grown from 0.24 aMW to 0.39 aMW, an
increase of 63%. Market transformation savings associated with our participation in this market are
included in NEEA’s savings. In 2014, NEEA claimed 1.1 aMW in market transformation savings from
accelerating new code adoption.
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New Homes- Reportable Electric Savings
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On the natural gas side, savings have also significantly increased. Savings related to new homes built
beyond code increased over 150% from 2009 to 2014. In addition, Energy Trust is able to claim the
market transformation savings related to advancing new codes (savings that NEEA claims on our behalf
on the electric side). These savings also increased by over 150%. While this is a small program, the
natural gas savings represent over a third of our total gas savings in 2014.

New Homes- Reportable Gas Savings
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Products

As with the New Homes program, the Products program also contributed positively to the growth in
electric savings over the last five years. The Products program more than doubled electric savings
between 2009 and 2014. The key growth driver was lighting, both CFLs and LEDs. The increase in savings
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between 2009 and 2014 for lighting products was over 350%. Currently, savings from lighting measures
represent our biggest individual savings category by a large margin.

Savings from showerheads represent the largest share of retail gas efficiency. The Products Program has
worked with manufacturers and retailers to provide cost-competitive energy and water efficient options
to consumers, across a range of product categories and flow-rates including showerheads and shower
wands. Energy Trust anticipates continued engagement with manufacturers and retailers, along with
strategic partnership with water management agencies to drive further market uptake.

Not all products have continued to expand. Savings potential from appliance measures has declined due
to increases in federal energy efficiency standards and increased market baselines. Dishwasher
measures were discontinued in 2009 due to high common market baseline, leaving few models available
for sale to consumers. Various refrigerators models were also removed as efficiency standards increased
in 2014, leaving a much smaller percent of existing fridge stock qualifying for incentives under the
ENERGY STAR® specification. Savings from clothes washers have trended down, with a continued decline
expected over the next few years, although the program anticipates progress and increased uptake of
high-efficiency clothes dryers.

Products Program- Reportable Electric Savings
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Products Program- Reportable Gas Savings
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While the New Manufactured Homes track was successful in expanding savings over the last five years,
sale of efficient new manufactured homes has remained relatively static. The 2008 economic downturn
reduced the number of manufactured home builders and the subsequent recovery has been slow, with
fewer manufactured home purchases and a decline in the number of sales lots promoting efficient
manufactured homes.

Existing Homes

The Existing Homes program represents the most diverse offering of individual measures to customers
and sources of savings. However, much like the New Homes and Products programs, the Existing Homes
program has relied on a narrow set of measures to drive growth and maintain savings.

Between 2009 and 2014, total electric savings peaked in 2012 at 175% of 2009 levels, then declined to
just under 100% of 2009 levels by 2014. The program was able to accomplish these savings increases
primarily by utilizing Energy Saver Kits (ESKs).

Savings from ESKs have covered the declining savings in weatherization, water heating, and appliances.
ESKs are free and contain products that are easy to install, making them a popular measure for
customers to access. ESKs are available to all residential ratepayers (including renters), making them the
most widely available consumer savings measure. In 2010, ESKs became available through online
ordering, making the acquisition of a kit easier for participating customers and reducing program
administration cost. ESKs are a gateway measure for deeper future participation and are frequently used
to build targeted marketing offers to drive participation in other measures.

On the gas side, the trend is much the same. While savings peaked in 2012 (almost doubling from 2009),
the numbers fell over the next two years returning to a level similar to 2010. Similar to the electric
portfolio, ESKs were also the primary driver in both the growth from 2009 to 2012 as well as covering
the gap in declining savings from other core measures, such as water heating and space heating, along
with flat savings from weatherization.
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IV. Key Challenges

Oregon is experiencing a dynamic growth in population and a rebounding economy. While there is a
renewed interest in energy efficiency, Energy Trust faces challenges for energy-efficiency projects due to
relatively low fuel costs. New approaches and technologies are needed to bring new opportunities
forward for the sector; cost-effectiveness parameters will continue to place pressure on our legacy
program approaches to delivering savings. Sector and program changes will need to occur over the next
five years in order to continue to meet savings goals in the future.

Our key challenges in the next five years include:

e Relatively Low Fuel Costs
0 Lower avoided costs, upward measure installation costs, and declining evaluated savings
are resulting in historical approaches to program design and savings delivery no longer
achieving cost-effective savings.
=  An Oregon Public Utility Commission (OPUC) ruling in 2015 allowed most gas
insulation measures to continue with the expectation that steady progress
toward improved cost effectiveness is demonstrated.
0 Lower retail energy costs to the consumer may reduce motivation to invest in energy-
efficiency home improvements.

e Measure Saturation
0 The Residential Sector has relied on lighting and water heating savings (faucet
aerators/showerheads) for the bulk of its expanded energy savings since 2009. While
our Resource Assessment suggests there is still significant savings potential available
from these measures, the acceleration of uptake (particularly in lighting) will require
developing significant new resources to replace those savings over the next five years.

e Structure Alignment with Resource Potential
0 The current sector and program design of competitively bidding program management
contracts (Existing Homes, New Homes, and Products) results in siloed performance
goals and acquisition strategies within the construct of the historical program sorting
rules and market engagement frameworks.

e Manage Program Delivery Costs
O Legacy program designs create overlapping operational protocols and approaches
leading to redundancies between PMCs targeting savings from the same technologies.

=  For example, resource potential from domestic hot water (DHW) systems are
currently targeted by the New Homes and Existing Homes programs, resulting in
parallel market engagement strategies targeting an overlapping network of
installation contractors.

= Legacy program designs have also contributed to redundancies in back-end
program operations.
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e Expand Participation as Energy-Savings Opportunities Decline and Implementation Costs
Increase
0 Our success in expanding geographic reach and developing offerings for a wider range of
customer groups is being directly challenged by program and measure cost
effectiveness. These goals of lower cost and increased inclusion will require sector and
program savings portfolio balancing to achieve acceptable outcomes.

e Customer Engagement in an Evolving Media and Communications Environment
0 Increases in targeted marketing messages, by the nature of targeting, may reduce
general knowledge of program offerings. We need to ensure that as we tailor getting
the right message to the right customer that we are not alienating our other
communications and narrowing the perception of our audience.

V. Sector Level Strategies

Over the next five years, the top-level efforts required for the success of the Residential Sector will
center on achieving sector savings goals, continuous improvement of program design and services,
and to expand customer participation in our programs.

Achieve Sector Savings Goals

The residential programs expect to meet our contribution to Energy Trust’s five year savings goals.
In the near term we expect savings goals to be dominated by lighting and showerheads/aerators.
Based on our Resource Assessment we expect longer term success to come from expanding focus on
potential high-savings measures.

e The programs will continue to pursue strategies to reach savings goals as identified in the
2015-2016 budget. We will address challenges related to cost effectiveness of measures in
an environment of low avoided costs.

e The sector will expand focus on water heating (beyond showerheads/aerators), behavioral
measures, weatherization, new construction, along with mid-stream and up-stream
program designs.

0 Electric savings: we anticipate continuation of lighting savings to account for the
majority of the electric savings goal, while heating systems, fridge recycling, and
new construction continue to contribute to our portfolio; the five-year objective is
to expand savings outside of these measures. We also expect program designs to
leverage behavior opportunities and leverage smart technology opportunities to
begin supporting savings goals during this five year period.

0 Gas savings: In the near term, we expect to achieve gas savings goals by relying on
showerheads, aerators and new construction. Weatherization is expected to
continue to contribute positively to our gas portfolio if we are successful in
improving cost effectiveness. Our goal is to focus on continuing to expand our
presence in the new construction market, and to work with NEEA to develop new
gas efficiency measures.
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Continuous Improvement of Program Design and Services

e QOrient program designs around technologies and market channels

0 The sector expects program design, along with contracting, budget and savings
acquisition strategy to evolve and change with shifting resource availability.

0 A strategic shift to better align with resource potential creates an opportunity to
cultivate direct, performance-based partnerships with technology and market-channel
leaders outside the small number of traditional “turn-key” providers of program
management services.

0 Reorientation of program structures affords Energy Trust an opportunity to leverage the
expertise and capabilities of PMC contracting in a more holistic manner, addressing all
available savings opportunities within a given technology or market channel.

e Reduce costs to deliver programs

O Reorientation in sector sorting strategies would allow for new program design to enable
efficiencies in back-end administrative and management functions.

O Leveraging Energy Trust’s business systems to reduce redundancies between consultant
groups. Legacy program designs have resulted in varying operational protocols for
similar functions. Energy Trust has made great progress optimizing and standardizing
process for back-end program functions (from incentive processing to customer service
protocols). Our investment in more functional and streamlined business systems creates
a sector opportunity to direct process optimization and standardization in our program
management contracting.

0 Work with current supply chains to improve cost-effectiveness of measures. There has
been significant focus nationally, regionally, and locally on comprehensive services for
residential customers. To continue to offer these services, we will work with supply
chains to lower costs to deliver these services.

e New measure development
0 Work with NEEA to fill the pipeline for both gas and electric technologies.
0 Implement pilots, as appropriate, to test new measures or delivery strategies with cost-
effective potential.
0 Explore opportunities to influence new construction activities engaging with planners
and developers, in addition to the traditional engagement with builders.

e  Mitigate shrinking individual measure-level unit savings acquired from traditional conservation
strategies
0 Develop mid-stream and up-stream savings acquisition, as direct consumer channels for
individual units of appliances and home equipment represent smaller savings potential
at the individual item level.
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Expand Customer Participation

The Residential Sector will focus on aligning incentives with savings opportunities, refining delivery and
utilize or develop new consumer engagement methods. We will continue to need a portfolio of tools to
reach an expanded customer base and increase participation.

e Reach new, and historically hard-to-serve customers

0 Through ESKs, developing new online engagement tools, online/mobile retail experience
and leveraging connected devices, we will have both lower-cost opportunities to reach
new customers and new ways to reach past customers.

0 Improve integration between disparate strategies, tailoring offers and messaging in an
increasingly individualized manner, recognizing diversity within our customer base,
housing stock and service territory.

0 Develop affordable housing program designs for new construction, rental housing, and
both new and existing manufactured homes, as permitted by existing cost-effectiveness
thresholds.

e Reach customers with compelling energy-saving offers

0 Expand electronic communication delivered to qualifying participants promoting offers
tailored to particular audiences.

0 Develop relationships with the smart technology market, the emergence of smart
appliances and connected in-home devices, which offer a potential to reach qualifying
customers in new ways. Leveraging smart devices and data could reduce some
engagement costs with new customers by delivering messages through the devices and
technologies that are a part of customers’ lives.
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VI.

Alignment with Energy Trust Strategic Plan

The Residential Sector strategies and activities described above are intended to respond to the changing
market, meet the needs of customers, and align with Energy Trust’s Five Year Strategic Plan completed
in 2014. The table below shows how the sector’s key strategies and activities align with Energy Trust’s

overall organizational plan.

Energy Trust Strategy Plan Objectives
Continuously
improve program Manage the total Broaden Replenish energy
designs to provide cost of efficiency participation by conservation
excellent customer | to maximize cost- serving people resource through
service and effective and businesses new technology,
support customers conservation we have not yet strategies, and
with energy potential reached innovations
solutions
Overall Residential Sector
Regional Outreach Strategies X X X
New Measure Development X X X
New Delivery Strategies X X X X
Rebid PMC Contracts on regular schedule X X X
Trade Ally Engagement and Training X X X
Stakeholder Engagement X X
In Programs
Expand Upstream Offerings X X X X
Develop New Incentives X X X
Refine Weatherization X X
Expand Home Heating X X X
Refine EPS X X
Refine Data Use in Consumer Targeting X X X
Refine Kit Offering X X
Develop Behavior Based Savings
. X X X X
Strategies
Develop Consumer Electronic Engagement
: X X X X
Strategies
Develop Smart Device Strategies X X X X
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