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UM 1622 Final Gas Cost-


Effectiveness Order







Your Exception Decoder Ring!


A:  Significant, hard-to-quantify non-


energy benefits to consumer


B:  Will lead to reduced future cost


C: Consistency with other regional programs


D:  Helps increase participation in cost-effective 
program


E: Cannot be changed frequently, will be cost-
effective over program life


F:  Pilot or research project


G:  Required by law or commission policy







Gas Weatherization - Residential


Home Type Measure Exception Result


Single Family Ceiling insulation Exception, Criterion A


Duct, floor, wall insulation No exception, eliminate 


after April 30, 2015


Air sealing/ceiling


insulation – Pilot


Exception, Criterion F


Manufactured Homes Air and duct sealing Exception, Criterion C


Multifamily Ceiling insulation Exception, Criterion A


Windows and walls, floor,


duct insulation


No exception, eliminate 


after April 30, 2015







Other Residential


Measure Exception Result


Gas water heaters Exception, criterion B


Solar water heaters No exception – eliminate 


November 2014


Spa covers Exception, criterion C


New Homes BOP w/0.67 water 


heater


Exception, criteria B and C







Other Gas Existing Home 
Issues


• Program cost-effectiveness 
performance measure-- is for both 
fuels combined, but improve single 
fuel B/C performance 


• Hedge value – staff to report back in 
six months on development 


• Proposal for incentive cap in six 
months for weatherization measures 
that did not get exceptions- must have


-lower incentives, 


-low-cost, high savings 
measures, 


-minimize free riders, 


- benefits limited income 
customers







Business Measures


Measure Exception Result


Vent hoods with VSDs 2.5 hp or under No exception, eliminate January 1, 


2015


New construction water heaters Rework prescriptive focus on high use 


cost effective, custom measure for 


other uses. Exception criterion B for 


schools


Market solutions packages Exception criteria A,B,D,E







Oversight Processes
• Support for proceeding with pilots without formal exceptions


• Subject to reporting requirements


• Needs more definition


• Support for creating metrics other than annual cost/benefit for market 
transformation and pilots- in another docket, this January.


• Does not delegate to ET to approve exceptions on individual custom 
measures


• Another docket on cost effectiveness rules? OPUC expresses 
satisfaction with current rule







Questions?  Thank You
Fred Gordon


Director of Planning, Evaluation and Stuff


Fred.Gordon@ Energytrust.org   503-445-7602


THAT’S NOT ME IN THE PICTURE!








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


Agenda 
Conservation Advisory Council 
Wednesday, October 22, 2014   1:00 pm – 5:00 pm 
 
Address: 
421 SW Oak St., #300 
Portland, OR 97204 
 


 
 
1:00 Welcome, introductions  
 
1:05 Old Business  
 July CAC minutes                
 
1:10 Q3 Dashboard  (information) 
 Progress to date towards 2014 goals at the Portfolio and Sector levels. 
 
1:30 Gas docket update  (information) 


Information on Final order in gas cost-effectiveness docket, including issues of 
measure and program cost-effectiveness, and discussion of next steps.  
 


1:50 Proposed Measure Changes for 2015 - Residential  (discussion) 
 Update on measure design and incentive adjustments which are expected to impact the 
market on January 1, 2015 


 
2:40 2015 Commercial and Industrial Lighting Strategy  (discussion) 
  
3:00 Break   
 
3:15 2015 R1 Budget and Action Plan  (discussion) 
 
4:45 Public Comment  (discussion) 
 
5:00        Adjourn 
 
 
 
 
The next scheduled meeting of the Conservation Advisory Council will be on  
Friday November 21st.  








Efficiency Summary


1


2014 Adjusted Pipeline % of Goal


PGE: 96% PAC: 100%


NWN: 98% CNG: 113%







Industrial Programs Summary


2


2014 Adjusted Pipeline % of Goal


PGE: 93% PAC: 86%


NWN: 76% CNG: 58%







Commercial Programs Summary
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2014 Adjusted Pipeline % of Goal


PGE: 93% PAC: 113%


NWN: 116% CNG: 125%







Residential Programs Summary


4


2014 Adjusted Pipeline % of Goal


PGE: 104% PAC: 100%


NWN: 92% CNG: 106%








 


1 
 


New Homes – Program Plan 
 


2015 


New Homes    Mark Wyman | Monica Blakeslee-Kish 


Overview: 


In 2015, the program team will continue to build on program successes, streamline processes 


and program offerings while expanding into new markets, bringing on new ally groups and 


increasing market share. The program team will increase field support to trade allies and 


program allies, which are  key to increasing market share and savings. Program marketing will 


focus on reaching the customer or homeowner to drive EPS market awareness and demand. 


New standalone measure options are in development and implemention will help reach 


previously under utilized areas outside the Portland Metro region. Residential multifamily 


incentives will be developed in coordination with the New Buildings program to provide services 


to all possible market segments within the residential new construction market. The program will 


deliver increased gas and electric savings to Energy Trust within levelized cost targets and 


continue to transform the new construction market to prepare for the 2017 code change.  


Stakeholder coordination is expanding to offer new opportunities in 2015. The program will 


continue to partner with Conservation Services Group (CSG) to deliver technical and training 


support, as well as direct field support. The Oregon Homebuilders Association and the 


Homebuilders Association Portland Metro will continue to be utilized as partners to reach 


regional markets and deliver a voice for energy efficiency within their organizations and at the 


state level. A new partner for the program in 2015 is Earth Advantage. They are uniquely 


positioned to reach the real estate broker, lender and appraiser markets, as well as home builder 


developers to increase EPS potential in entire neighborhoods or housing developments. With 


these new and continuing partnerships the program will be able to deliver cost effective solutions 


to customers.  


Building on past successes, New Homes will continuously advance program offerings and 


prepare the market for 2017 code changes and beyond, strengthen and expand Energy Trust’s 


partnerships with market actors, increase savings and program value through efficient, market-


led delivery and provide an exceptional experience at all program touch-points.  


The program team will also continue to work with Energy Trust to bring new cost effective 


measures to market, such as furnaces with variable speed motors and low flow showerheads; 


improve program efficiencies; and enhance trade ally, program ally, customer engagement and 


satisfaction.  


 


 







 


2 
 


New Homes – Program Plan 
 


2015 


Overview of Overall Savings and Incentives: 


Overall 3,379,442 kWh and 281,805* therms in reportable savings and incentives of 


$5,044,472. By utility this translates to: 


 PGE – 2,264,378 kWh and incentives of $1,882,747.37 


 PAC – 1,115,064 kWh and incentives of $809,453.57 


 NWN – 244,540 therms and incentives of $2,093,754.16 


 CNG – 37,265  therms and incentives of $258,517.10 


* This does not include market transformation savings and compares against 2014 contracted savings 


goals and incentive budget. 


2015 Gas Market Transformation Savings* 


 NWN – 457,230 therms  


 CNG – 45,736 therms  


*Gas market transformation savings are included in the overall cost effectiveness of the New Homes 


program; however, market transformation savings are tracked separately from the remainder of the 


program savings.  


2014 to 2015 Year To Year Comparison  


 2014 2015 


kWh 1,388,820 3,379,442 


therm 270,782* 281,805** 


Incentives $3,608,864 $5,044,472 


*does not include gas market transformation savings of 553,300 therms used to build the 2014 


budget 


**does not include gas market transformation of 502,966 therms used to build the 2015 budget  


New Homes   


Measure Category Units 


EPS Homes 2,195 


Solar Ready  225 


Solar Ready verifications  225 


Stand Alones  417 


Air Sealing 600 
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New Homes – Program Plan 
 


2015 


Multifamily 200 


 


Objectives:  


 Continue to grow market share of new construction homes that receive an EPS through 


Energy Trust’s New Homes Program. 


 Extend program reach to capture savings opportunities in new areas; including small 


multifamily, new stand alones, increased solar uptake and expansion into new 


demographic areas.  


 Continue to collaborate with market actors such as home builder associations, builders, 


subcontractors and verifiers to prepare the market for the next building code change in 


2017.  


 Partner with Earth Advantage to provide a new level of engagement with real estate 


allies, lenders and appraisers to increase program awareness with the homeowner. The 


new level of engagement will provide a holistic approach to the home sale process and its 


players. New trainings for appraisers, brokers, lenders and home inspectors to recognize 


the value of energy efficiency in a home will be developed.  Leverage and grow the REA 


network by providing new tools such as an enhanced appraisal addendum and 


cooperative marketing strategies.  


 Continue to support affordable housing organizations such as Habitat for Humanity but 


offer new strategic partnership tactics to increase the program reach outside of the 


Portland area and diversity within the customer base. 


 Create a new upstream incentive driving developers to integrate energy efficiency 


standards into the lot selection process. Builders meeting the efficiency standards will be 


given top priority on lot choice and will also have access to cooperative marketing funding 


and support. Additional marketing support and incentives for developers will be provided 


during the planning stages of a development to implement energy efficiency standards 


into their master plan.  


 Refine implementation and optimize delivery mechanisms for program participants.  


 Provide new technical and solar field training and support staff to support free market 


verifiers and subcontractors. 


 Offer regional support through a new account manager that will target demographic 


segments such as affordable housing and multifamily. Use new marketing strategies to 


engage homeowners and increase awareness of EPS and Energy Trust offerings.  
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New Homes – Program Plan 
 


2015 


 
Strategic Approach and Tactics: 


 


1) Grow market share of new construction homes that receive an EPS through Energy Trust’s 


New Homes Program. All participating new homes that exceed code by 10 percent and 


meet Energy Trust Best Practices to receive an EPS. 


 Deliver 2,195 new single family homes with EPS through the New Homes Program. This 


is a 20 percent increase over the 2014 EPS unit goal.  


 Capture 26 percent of Energy Trust service territory new construction market.This is a 


three percent increase over the 2014 market share goal.  


 Continue to expand EPS awareness across the state to multiple levels of particapants 


including the homeowner. 


 Continue to support builder marketing opportunities through home tours and open 


houses. 


 Continue coordination with Existing Homes, SW Washinton New Homes, New Buildings, 


the Solar program, Earth Advantage and NW ENERGY STAR to leverage existing 


communication and support channels to deliver a consistent EPS message to 


customers.  


 Continue supporting Passive House, ENERGY STAR®, LEED® for Homes, and Earth 


Advantage® by helping verifiers to better understand and sell the benefits of each 


certification as it relates to EPS.  


 Promote Live Net Zero designation as a way to encourage builders to move to higher 


levels of efficiency to better market and sell their projects. Discover and support five Live 


Net Zero homes in 2015, which doubles the recognized LNZ homes in 2014 


 Support the verifier network through financial incentives and training as they become 


state certified Home Energy Assessors as a result of House Bill 2801.  


 


2) Extend program reach by using innovative approaches to capture savings opportunities in 


new areas, both technical and demographic areas to reach the 74 percent of the market we 


do not currently serve.  


 Push standalone incentive offerings in Portland Metro and regional areas to supplement 
the gap where EPS is not feasible for a trade ally.   


 Work with affordable housing builders to determine new strategies to overcome initial 
barriers to participation.  
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New Homes – Program Plan 
 


2015 


o Continue to support affordable housing organizations such as Habitat for 
Humanity and community action programs.  


 In 2015, begin a five year solar strategy that will incrementally deliver more solar 
projects and increase solar awareness.  


o Provide new solar support for builders to integrate solar ready and solar 
installations so they can make solar a standard option for home buyers by 2020. 


o Elevate market awareness of new construction solar options with increased solar 
field support and consumer marketing campaigns.  


o Provide new solar technical support to emphasize solar as a viable option for 
production homebuilders, that will increase incrementally over the next five years.  


 Focus on new accessory dwellings and small homes in the Portland Metro area. 
Develop training and education for homeowners and real estate trade allies who pursue 
and promote these building types.  


 Bring New Homes measures into builder-driven, small-rise multifamily new construction 
complexes.  


o Collaborate with New Buildings to identify and better serve builders who 
construct small-rise multifamily market.  


o Better serve allies that build both single family and multifamily homes. 


 Continue to offer EPS incentive on major remodels and leverage these projects as a 
market to engage with contractors,  customers, and perspective homebuyers and sellers 
around the benefits of EPS and high efficient construction. 
 


3) Continue to collaborate with market actors such as home builder associations, builders, 


subcontractors and verifiers to prepare the market for the next building code change in 2017.  


 Deliver a consistent message to the market by collaborating with industry stakeholders  


o Work with trade allies, NEEA, ENERGY STAR®, Earth Advantage, DEQ, BPA, 
and the state and local HBA offices across Oregon 


 Support developers by leveraging Earth Advantage’s existing framework of community 
engagement, allowing Energy Trust to gain savings, extended reach and market exposure.  


 Train real estate allies by leveraging Earth Advantage’s training materials to convey the 
value of EPS and efficiency to homebuyers, resulting in a recognized premium for the 
builder.  


 Differentiate energy efficiency in home sales transactions by educating appraisers and 
lenders with a new appraisal addendum, training these new allies to recognize and value 
energy efficiency, lowering cost barriers for builders and homebuyers. 


 Evolve codes and standards with NEEA, Energy Trust, Building Codes Division, EA, and 
OHBA.  
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New Homes – Program Plan 
 


2015 


o Identify the 2017 energy code options.  


o Provide field trainings, support and incentives to subcontractors and builders, 
preparing them for the change and driving market transformation.  


 


4) Refine and support the the Axis tool as the EPS delivery mechanism for verifiers with the 


goal of creating more efficient project throughputs, thereby achieving greater efficiencies in 


program delivery. The Axis database is an online cloud based portal developed by Pivotal 


Energy Solutions for the New Homes program. The platform allows verifiers to submit EPS 


program information directly into Axis which allows verifiers to receive and communicate real 


time feedback on new construction projects. This system enables builders, verifiers and 


realtors to make decisions about the efficiency of their home throughout construction and 


acts as a way to translate efficiency improvements to a potential homebuyer. The back end of 


Axis is linked to Energy Trust’s payment systems which streamlined incentive processing by 


eliminating the need for the program to perform data entry, which is key to creating a scalable 


program.  


 


o Evaluate the need to add builder logins to Axis for better program visibility. 


o Provide modeling and Axis support to verifiers as the tool evolves.  


o Continue to streamline EPS delivery while maintaining data integrity.  


o Coordinate with the Northwest ENERGY STAR® homes program to identify 


improvements in Axis.  


o Work with the Existing Homes program, Oregon Department of Energy, 


Construction Contractors Board and other stakeholders to help communicate and 


implement the admistrative rules in House Bill 2801 


o Support Energy Trust marketing to update the EPS score sheet to accurately 


reflect the requirements of a home energy score, as outlined in the administrative 


rules in House Bill 2801.  


 Provide a 2015 end of year assessment of the verifier market to identify a reasonable 
timeframe to reduce and phase out subsidies.  


 Support standards such as Live Net Zero, NEEA Next Step Home, Passive House, Earth 
Advantage Net Zero, and solar opportunities. 


 Quantify gas market transformation savings potential in new construction and assess 
new areas to create offerings. Identify the most valuable market segments and how to 
best engage the market to meet program goals. 


 Explore and develop new measures and approaches to save energy through standalone 


incentives, trainings and education to capture missed savings and prepare contractors 


for the code change. Stand alones may include: 


o 95 percent furnaces with ECM 
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New Homes – Program Plan 
 


2015 


o Energy Recovery Ventilator 


o Low Flow Showerheads 


o Central Air Conditioners   


o Fireplaces 


o New measures evaluated in any 2015 pilots (such as HEMS) 


 Continue to offer existing stand alones and evaluate their effectiveness in 2015 


o Heat Pump Water Heater 


o Ductless Heat Pump 


o Air Sealing  


o Gas Tank Water Heater 


o Alternative Waste Water Treatment  


 Perform ongoing quality assurance through diagnostic testing, REM/Rate accuracy and 
continued coordination with third-party quality assurance inspectors to ensure accuracy 
of claimed savings. 


 


5) Engage allies and homeowners through new marketing stratetgies, field training and simpler 


participation mechanisms 


 Support ally business needs to give allies the opportunity to actively participate in 
marketing campaigns and provide them with tangible, practical ways to deliver high-
quality homes to Oregon residents. 


 Collaborate with Habitat for Humanity and builders to launch a social engagement 
campaign. The campaign will offer incentive redirects from builders to affordable housing 
projects and progam presence during consumer facings events to demonstrate Energy 
Trust’s commitment to support affordable housing.  


 Leverage relationships with realtors to distinguish and enhance the EPS home-buying 
experience. 


 Increase awareness of EPS with homeowners that purchased an EPS home and show 
them how to maximize its benefits through a new homebuyer information basket.  


 Continue to customize event and tour sponsorships to highlight EPS and Energy Trust. 


 Continuie to promote Early Design Assistance with developers. Strengthen ties to 
developers to engage builders and designers early in the process, driving for deeper 
savings per home.  
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New Homes – Program Plan 
 


2015 


6) Broaden Participation By Underserved Customers: 


 Bring New Homes measures into builder-driven, small-rise multifamily new construction 


complexes. Collaborate with New Buildings to identify and better serve builders who 


construct small-rise multifamily market. Better serve allies that build both single family 


and multifamily homes. 


 Work with affordable housing agencies to support the need of projects on a slower 


construction schedule and longer budget cycle. Annual program budgeting for incentive 


levels creates uncertainty for affordable housing developers leveraging multiple financing 


streams and subsidy programs.  


 Grow the verifier network in areas that are either underserved or only have one option for 


verification. The program also aims to utilize both the eastern and southern Oregon 


Energy Trust representatives to increase our trade ally networks and program awareness 


in their territories.  


 


7) Develop & Launch New Pilots: 


 Code Change Pilot - Earth Advantage will coordinate with OHBA and NEEA to identify 


new measures that are likely to be used in the upcoming code change then outreach, 


train and support non-participating program builder to prepare them for the code change. 


At the same time program builders will be targeted so they can make incremental 


increases in their energy performance through designated measures that will help them 


maintain their level of efficiency once the code changes. The pilot is testing the ability of 


builders to transform the market prior to code regulation. 


 Home Energy Monitoring Systems (HEMS)--As an offering to EPS home builders, New 


Homes will create qualifications and offer subsequent incentives for HEMS systems and 


devices that include the home’s EPS.  The incentive will allow builders to install HEMS 


devices of their choice from a Qualified Product List (QPL).  The purpose of this offering 


is to determine the impact of using the EPS as a feedback mechanism to drive energy 


efficiency in the home, as well as to support builders in incorporating new, energy-saving 


devices in their houses 


 Program evaluations will be commissioned for each of the above noted pilots. A third 


evaluation is planned for program QA activities.  


Key Assumptions:  


 20 percent growth in EPS unit counts and a three percent  growth in EPS market share 


from 2014 to 2015. 


 Successful outreach and engagement with at least three additional production builders.  
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New Homes – Program Plan 
 


2015 


 Approved blessing memos for new proposed measures, such as energy recovery 


ventilators, showerheads, central air conditioner stand alones, etc. and limited uptake 


during intial rollout for those measures that do get approved.   


 Successful outreach and engagement with multifamily sector in order to realize project 


savings in 2015.  


 Developers and builders will adopt an upstream incentive for incorporating energy 


efficiency standards into developments and/or subdivisions.  


Risks or Challenges: 


 ISIP II is a potential challenge for the New Home program since there will be a shift in 


the system that Axis points to. Coordination with Pivotal support staff and Energy Trust 


IT will be key to ensure that the transition goes smoothly.  


 Slower than predicted housing market growth as indicated through the permit housing 


starts 


 Loss of verifiers and subsequent builders due to the impacts of House Bill 2801. House 


Bill 2801 requires that anyone offering an home energy score in Oregon must be 


registered with the CCB and ODOE plus hold a $10,000 bond. The cost for registering 


and to hold a bond may deter some verifiers, especially those in rural areas or those 


who have low project volume, to continue being enrolled as a trade ally verifier. There is 


also a chance that the builders who previously worked with verifiers that have 


discontinued may not transfer to an active verifier. There is a strategic document that 


outlines the impacts of House Bill 2801 and the New Homes program’s response and 


timeline.  


 Preparing the market to transition to the new energy code. 
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RESIDENTIAL PROGRAM PLAN 2015 


Program: Products     
Track: Products Program 


Energy Trust: Kate Scott | Alecia Dodd 


 


Overview  


Management of Energy Trust’s Products Program will be fully transitioned to Ecova by 


January 1, 2015. Through a combination of new and existing strategies, the program 


will continue to drive market transformation and encourage regional collaboration to 


reduce overall residential energy use in Energy Trust territory. The program will provide 


customers with upstream incentives on energy efficient lighting and showerheads and 


downstream incentives for energy efficient appliances, refrigerator and freezer recycling 


services, and new manufactured homes. Ecova will serve as PMC for the overall 


program, subcontracting with ARCA for the refrigerator and freezer recycling component 


and Earth Advantage for the new manufactured homes component.  


Summary of Overall Savings and Incentives  


The program is targeted to achieve 72,734,895 reportable kWh and 254,935 reportable 


therms of energy savings. The expected savings and incentive budget by utility, along 


with a comparison to 2014, is shown below: 


2015 Budget 


Utility 
Portland General 


Electric Pacific Power 
Northwest 


Natural 
Cascade 


Natural Gas 


Incentives $5,612,172 $4,034,919 $354,401 $21,371 


Electric Savings (kWh) 42,181,031 30,553,864     


Gas Savings (therms)     240,186 14,749 


2014 Budget 


Utility 
Portland General 


Electric Pacific Power 
Northwest 


Natural 
Cascade 


Natural Gas 


Incentives $4,826,306 $3,012,421 $237,992 $14,213 


Electric Savings (kWh) 41,398,560 28,095,180     


Gas Savings (therms)     200,856 14,298 


Net Change 


Utility 
Portland General 


Electric Pacific Power 
Northwest 


Natural 
Cascade 


Natural Gas 


Incentives $785,866 $1,022,498 $116,409 $7,158 


Electric Savings (kWh) 782,471 2,458,684     


Gas Savings (therms)     39,330 451 
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RESIDENTIAL PROGRAM PLAN 2015 


Electric incentives increased by 23.07% (14.00% for PGE and 25.34% 
for PAC) as a result of increased unit projections as well as higher retail 
incentives in underserved/rural locations.  


While electric measure-level savings were reduced by approximately 3% as a 
result of changing realization rates for CFLs, LEDs, retail showerheads and 
refrigerator/freezer recycling, the overall electric goal increased by 4.66% (1.86% 
for PGE and 8.05% for PAC) as a result of increased unit projections. 


Gas incentives increased by 48.99% (48.91% for NWN and 50.36% for CNG) as 
a result of increased unit projections as well as higher retail incentives in 
underserved / rural locations. 


Gas savings were not impacted by changing realization rates and the overall gas 
goal increased by 18.49% (19.58% for NWN and 3.15% for CNG) as a result of 
increased unit projections. 


Summary of Overall Delivery Improvements 


Ecova will improve efficiencies, reduce delivery costs and broaden program 


participation through a variety of tactics, including: 


 Apply a data-based approach to measure selection and promotions management 


in order to increases program flexibility and cost-effectiveness 


 Power the approach by a data management platform which facilitates mobile 


data collection and near-real-time reporting, providing access to sales data, 


testing of new promotions, enhanced program presence in the store and more 


efficient administrative processes 


 Drive marketing strategies by data, resulting in a customer engagement 


model which effectively increases program awareness, influences 


purchasing decisions, drives participation and inspires ongoing 


involvement 


 Transition field services from Simple Steps/APT to PMC staff and expand 


the number of participating retailers through a competitive bidding process 


in order to reduce cost to Energy Trust 


 Continue to foster regional collaboration by partnering with key industry 


partners such as NEEA, RTF and BPA 


Summary of Overall Objectives 


Broaden participation by underserved customers: 


 Ensure that a range of retail types are captured through the program 


including big box, warehouse, discount, locally-owned, hardware, and 


grocery retailers 
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RESIDENTIAL PROGRAM PLAN 2015 


 Increase promotions and program presence in rural locations 


through attendance at local events/festivals and partnering with 


local businesses 


 Customize lighting incentives by region to maximize uptake of lighting products in 


rural locations  


 In areas where traditional retail options are limited, expand on ways to purchase 


energy efficient products such as “pop-up” retail events and online sales 


Develop new measures and approaches to save energy: 


 New measures and approaches may include: new energy efficient clothes dryers, 


new consumer electronics, recycled clothes washers, additional efficiency tiers 


for existing measures, increased incentives for lower price-point refrigerators, 


piloting mid-stream incentive models for appliances and/or testing alternative 


incentive fulfillment options 


 Ecova will ensure that program funding is used wisely by coordinating with 


Energy Trust to identify the most promising pilots/initiatives and implementing 


data-based solutions 


Continuously improve program design and services: 


 Use Customer Engagement Mapping to identify opportunities to cross-


promote offerings with other Energy Trust programs  


 Use marketing tools, retailer education and word-of-mouth to encourage 


customers to apply for incentives via new methods and take advantage of 


new opportunities designed to streamline the incentive process 


 Leverage retailer expertise in strategies to effectively drive customer 


purchases of energy efficient products 


 Enhance web content, marketing and point-of-purchase materials to 


educate customers on the value of energy savings for efficient products 


 Utilize new appliance recycling vendor in order to reduce cost to Energy 


Trust and increase program cost-effectiveness 


 


Lighting and Showerheads 


Goals:  


 Achieve 2,832,740 units to save 44,432,856 reportable kWh from CFLs 


 Achieve 597,158 units to save 10,909,301 reportable kWh from LEDs 


 Achieve 33,660 units to save 4,980,605 reportable kWh and 157,343 


reportable therms from showerheads 
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RESIDENTIAL PROGRAM PLAN 2015 


 Achieve 43,000 units to save 3,071,031 reportable kWh and 


83,190 reportable therms from kits and giveaways 


Objectives:  


 Drive a large volume of cost-effective electric savings through lighting 


 Accelerate transformation of the lighting and showerhead market with a 


sophisticated promotions strategy 


 Work collaboratively with market actors in the region to provide a 


seamless program to participants and retailers across multiple service 


territories 


 Educate retailers and consumers in the benefits and features of energy 


efficient lighting and showerheads to drive uptake of the most efficient 


products 


Strategies and Tactics: 


Drive a large volume of cost-effective electric savings through lighting 


 Offer discounted energy efficient lighting options at a broad number of 


retail locations 


 Increase percentage of new LED technologies in the measure mix 


 Utilize flexible processes and tools to quickly respond to the market as 


new products become available, prices drop, and new partnership 


opportunities are presented 


 Hold “pop-up” events and provide an online avenue for purchasing energy 


efficient products in areas where retail options are limited 


Accelerate transformation of the lighting and showerhead market with a 


sophisticated promotions strategy 


 Use data analytics and forecasting to understand and respond to market 


needs 


 Set incentives by region to maximize budget in urban areas and increase 


uptake in rural locations 


 Monitor the market and adjust measure mix and incentive levels to 


maximize energy savings 


 Utilize findings from ETO evaluation efforts to inform 2016 planning (ex: 


lighting shelf space survey, lighting sales data, residential awareness 


survey, etc.) 
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RESIDENTIAL PROGRAM PLAN 2015 


Provide a seamless program to participants and retailers across 


multiple service territories 


 Use a scorecard to rate retailers and manufacturers for inclusion in the 


program 


 Execute methodology for dividing retail locations in cross-over territories 


between Simple Steps and Energy Trust that supports Energy Trust’s 


goals while also considering the goals of Simple Steps 


 Continue to support a strong working relationship with the implementer of 


Simple Steps that will allow for close collaboration 


Educate retailers and consumers in the benefits and features of energy 


efficient lighting and showerheads to drive uptake of the most energy 


efficient products 


 Enhance lighting and showerhead retail marketing collateral and POP to 


leverage Energy Trust brand and increase customer awareness of energy 


efficient products  


 Improve retail sales-staff understanding of lighting technologies and ability 


to help customers choose the correct bulbs for each task in their home by 


providing a Retailer Support Kit 


 Cement retailer relationships by providing a high level of service, training 


and event support to encourage prominent display of qualified products 


Key Assumptions: 


 General service bulbs will continue to sell at a rate comparable to 2014 


 CFL specialty bulbs will begin to see less shelf space, which will be taken 


over by LED specialty bulbs 


 LED sales will continue to increase as prices decline 


 More LED SKUs will become ENERGY STAR® certified 


 Retailers will submit data as requested and on time 


Risks and Challenges: 


 IT systems integration is more technically difficult than anticipated 


 The transition and/or coordination with BPA’s Simple Steps program 


results in possible retailer confusion 


 Holiday season makes it difficult to replace POP in stores or train retailer 


staff prior to January 1 


 Simple Steps program is awarded to new implementer and/or program 


design changes make it incompatible with Energy Trust’s program 
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 Number of participating manufacturers and retailers is not 


consistent with other lighting programs of this size 


 TechniArt Pop Up events and online channels don’t meet the program’s 


outreach needs in the more rural areas 


 


Appliances 


Goals:  


 Achieve 20,349 units (refrigerators, freezers and clothes washers) to save 


1,688,398 reportable kWh and 13,202 reportable therms 


Objectives:  


 Continue to support the downstream tiered incentive approach to engage 


consumers and retailers in advancing the market for energy efficient appliances 


 Explore innovative options to invigorate the program and streamline the 


application process 


Strategy and Tactics: 


 Propose a mid-stream incentive pilot which builds upon previous 


initiatives, engaging Energy Trust evaluation team to determine 


approprate protocols for measuring pilot success 


 Support Energy Trust in a formal evaluation of the mid-stream incentive pilot in 


order to verify the effectiveness of a mid-stream model. If pilot evaluation results 


are positive, include this model as a compliment to the existing downstream 


incentive model in 2016 


 Explore the opportunity to work with NEEA to pilot an incentive for energy 


efficient clothes dryers, utilizing subject matter expertise from Ecova’s Research 


and Policy team 


 Educate retail sales staff on the benefits of energy efficient dryer models 


 If pilot evaluation results are positive, incorporate clothes dryer incentive into the 


Products Program portfolio 


 Assist Energy Trust with locating the supply chain issue for refrigerators 


under $1,000 by leveraging existing relationships with manufacturers and 


retailers 


 Explore offering an increased incentive for lower-cost refrigerators to 


encourage increased stocking of these models 
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Key Assumptions: 


 Pilot business cases are approved by Energy Trust Planning and 


Evaluation team in time to implement pilots 


Risks and Challenges: 


 Available models of energy efficient appliances do not extend into the lower end 


of the price range, impacting the number of customers who will purchase an 


energy efficient model 


 Pilots are wholly unsuccessful or consume more resources than anticipated 


 


Refrigerator and Freezer Recycling 


Goal:  


 Achieve 16,686 units to save 6,671,379 reportable kWh 


Objectives:  


 Continue to achieve significant energy savings by removing inefficient 


refrigerators and freezers from the grid and ensuring they are safely 


decommissioned and recycled 


 Explore options to improve participation and customer satisfaction through 


innovative channels and incentive payment models 


Strategies and Tactics: 


 Subcontract with a new recycling vendor (ARCA) to improve customer call center 


service and lower delivery costs 


 Explore the possibility of a streamlined incentive process that replaces 


paper checks with retailer-subsidized gift cards 


 Target multifamily properties in order to cost-effectively serve multiple 


customers at a single location 


 Promote the program through cost-effective marketing based on earned 


media generated by consumer ability to donate their incentive to a 


charitable organization 


 Increase the number of charitable organizations to which incentives can 


be donated 


 Streamline customer participation by coordinating old appliance pick-up at 


the point-of-purchase 


 Increase retailer propensity to promote Energy Trust’s recycling service, and as a 


result improve customer awareness of Energy Trust appliance recycling offering 
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 Explore the possibility of working with at least one retailer to have 


retailer’s existing pick-up service collect old units at time of 


delivery and corral at distribution center for more cost-effective collection by 


ARCA 


 Explore possibility of expanding appliance recycling to include clothes washers 


Key Assumptions: 


 ARCA can meet Energy Trust call center SLAs 


 Older units (manufactured in 1993 or prior) make up approximately 45% of 


unit total 


Risks and Challenges: 


 Point-of-purchase sign-up may be hampered by existing agreement 


between retailer/s and other recycling vendor 


 Systems integration between Energy Trust, ARCA and Ecova is more 


technically difficult and/or takes longer than anticipated  


 


New Manufactured Homes 


Goals:  


 Achieve 120 units to save 674,222 reportable kWh and 1,200 reportable therms  


Objectives: 


 Invigorate the new manufactured homes market and continue Energy Trust’s 


commitment to market transformation 


 Introduce Energy Trust’s Energy Performance Score (EPS) into the 


manufactured homes market 


 Increase awareness of the benefits of energy efficient homes among sales staff 


and consumers to drive uptake 


Strategy and Tactics: 


 Work collaboratively with NEEA and BPA to ensure industry stakeholders 


are agreeable and enthusiastic champions for market transformation 


through EPS  


 Leverage Earth Advantage’s statewide presence and industry 


relationships to educate retailers and align program operations with other 


regional efforts 


 Recruit at least one flagship participating manufacturer to support Energy 


Performance Scoring and provide proof of concept 
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 Conduct energy modeling of participating manufacturers’ standard 


product packages and assign EPS values to each (Earth 


Advantage) 


 Develop marketing and educational materials to drive customers to 


purchase energy efficient models or select an energy efficient heat pump 


option 


Key Assumptions: 


 Scoring of a minimum number of models can be completed in time to 


affect 2015 program year  


Risks: 


 The case for energy efficiency is not enough to overcome the price barrier  


 Sales of efficient models are lower than anticipated 


 Manufactured homes market declines significantly 


 Manufacturers are reluctant to provide home plans required for EPS 


scoring 


 Energy efficient models do not score much higher than comparison 


home(s)  


 Manufacturers do not participate at the level needed to make EPS an 


effective sales tool because there are not enough scores on base model 


homes to allow for adequate consumer comparison 








PGE


EXPENSES
  Existing 
Buildings 


  New 
Buildings 


NEEA 
Commercial


  Production 
Efficiency 


NEEA 
Industrial


  Existing 
Homes 


 New 
Homes & 
Products 


NEEA 
Residential ETO Total


  Program Management 996,118       340,446       25,287          758,386       3,559           410,337       639,783       26,595         3,200,511      
  Program Delivery: 7,371,159    2,276,399    1,425,771     5,580,618    81,746          2,147,814    2,277,384    2,377,047    23,537,938     
  Incentives: 16,761,472  2,965,153    11,192,910  4,448,134    7,494,920    42,862,589     
  Program Eval & Planning Svcs.: 745,904       313,376       36,862          598,378       8,549           353,946       365,370       31,465         2,453,850      
  Program Marketing/Outreach: 773,033       243,810       141,862       734,875       656,731       2,550,311      
  Program Quality Assurance: 31,383         31,383           
  Outsourced  Services: 258,885       60,226         146,650       123,439       154,161       743,361         
  Trade Allies & Cust. Svc. Mgmt.: 63,549         27,774         15,591         197,302       95,654         399,870         
  IT Services: 171,888       128,208       4,766           153,667       681              278,968       156,192       6,128           900,498         
  Other Program Expenses 104,332       21,389         2,109           105,409       301              49,515         52,716         2,711           338,482         


TOTAL PROGRAM EXPENSES 27,246,340  6,376,781  1,494,795   18,693,471 94,836         8,775,713  11,892,911 2,443,946  77,018,793   


ADMINISTRATIVE COSTS


  Management & General 508,190       137,015       33,187          345,441       2,089           185,837       262,187       52,542         1,526,488      
  Communications & Customer Svc 453,457       122,297       29,607          308,243       1,864           165,830       233,908       46,930         1,362,136      


Total Administrative Costs 961,647      259,312     62,794        653,684     3,953          351,667     496,095     99,472       2,888,624    


Total Program & Admin Expenses 28,207,987  6,636,093  1,557,589   19,347,155 98,789         9,127,380  12,389,006 2,543,418  79,907,417   


Savings 88,256,303  19,136,437 5,003,011   89,200,691 876,561       23,194,579 44,445,410 19,147,777 289,260,769 


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY







PAC


EXPENSES
  Existing 
Buildings 


  New 
Buildings 


NEEA 
Commercial


  Production 
Efficiency 


NEEA 
Industrial


  Existing 
Homes 


 New 
Homes & 
Products 


NEEA 
Residential ETO Total


  Program Management 512,984       235,948       17,572          463,963       2,473          377,050       418,653       18,481         2,047,124      
  Program Delivery: 3,996,945    1,572,892    990,790        3,049,529    56,807        1,844,837    1,384,259    1,651,847    14,547,906     
  Incentives: 8,468,216    2,060,402    5,516,990    3,822,648    4,844,373    24,712,629     
  Program Eval & Planning Svcs.: 385,906       230,908       25,616          297,576       5,941          304,246       238,935       21,865         1,510,993      
  Program Marketing/Outreach: 394,130       168,767       72,988         609,642       421,819       1,667,346      
  Program Quality Assurance: 26,976         26,976           
  Outsourced  Services: 162,386       41,878         75,452         106,107       98,531         484,354         
  Trade Allies & Cust. Svc. Mgmt.: 32,878         19,313         8,021           169,598       61,136         290,946         
  IT Services: 88,929         89,150         3,312           79,062         473             239,796       99,829         4,258           604,809         
  Other Program Expenses 53,978         14,873         1,465           54,233         209             42,562         33,693         1,884           202,897         


TOTAL PROGRAM EXPENSES 14,096,352  4,434,131  1,038,755   9,617,814  65,903       7,543,462  7,601,228  1,698,335  46,095,980   


ADMINISTRATIVE COSTS


  Management & General 262,920       95,274         23,062          177,730       1,452          159,742       167,574       36,512         924,266         
  Communications & Customer Svc 234,604       85,040         20,574          158,591       1,295          142,545       149,500       32,613         824,762         


Total Administrative Costs 497,524      180,314     43,636        336,321     2,747         302,287     317,074     69,125       1,749,028    


Total Program & Admin Expenses 14,593,876  4,614,445  1,082,391   9,954,135  68,650       7,845,749  7,918,302  1,767,460  47,845,008   


Savings 45,099,200  17,117,683 3,476,669   45,219,287 609,135     17,427,534 31,668,927 13,306,082 173,924,518 


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY







NWN


EXPENSES
  Existing 
Buildings 


  New 
Buildings 


NEEA 
Commercial


  Production 
Efficiency 


NEEA 
Industrial


  Existing 
Homes 


 New Homes 
& Products 


NEEA 
Residential ETO Total


  Program Management 197,939        46,506       98,227          213,630     189,841        746,143        
  Program Delivery: 1,610,774     309,039     218,194        172,810        1,102,607  1,021,799     276,595      4,711,818     
  Incentives: 3,324,487     412,446     414,467        2,165,174  2,448,156     8,764,730     
  Program Eval & Planning Svcs.: 125,504        35,391       20,401          199,965     95,952          477,213        
  Program Marketing/Outreach: 153,470        33,222       5,541            396,773     228,842        817,848        
  Program Quality Assurance: 15,819       15,819          
  Outsourced  Services: 82,953          8,283         5,728            62,221       54,086          213,271        
  Trade Allies & Cust. Svc. Mgmt.: 13,044          3,820         609               99,452       33,559          150,484        
  IT Services: 35,281          17,632       6,002            140,616     54,798          254,329        
  Other Program Expenses 21,415          2,942         4,117            24,958       18,495          71,927          


TOTAL PROGRAM EXPENSES 5,564,867    869,281   218,194      727,902      -           4,421,215 4,145,528   276,595    16,223,582 


ADMINISTRATIVE COSTS


  Management & General 103,794        18,678       4,844            13,451          93,625       91,391          5,946          331,729        
  Communications & Customer Svc 92,615          16,671       4,322            12,003          83,546       81,534          5,311          296,002        


Total Administrative Costs 196,409       35,349     9,166          25,454        -           177,171   172,925      11,257      627,731      


Total Program & Admin Expenses 5,761,276    904,630   227,360      753,356      -           4,598,386 4,318,453   287,852    16,851,313 


Savings 1,480,940    314,741   -              289,057      -           839,780   941,956      -            3,866,473   


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY







NWN DSM


EXPENSES
  Existing 
Buildings 


  New 
Buildings 


NEEA 
Commercial


  Production 
Efficiency 


NEEA 
Industrial


  Existing 
Homes 


 New Homes 
& Products 


NEEA 
Residential ETO Total


  Program Management 32,677          1,590         113,949        148,216        
  Program Delivery: 248,951        8,000         672,632        929,583        
  Incentives: 997,817        46,729       1,171,417     2,215,963     
  Program Eval & Planning Svcs.: 31,168          2,518         58,271          91,957          
  Program Marketing/Outreach: 21,975          677            15,825          38,477          
  Program Quality Assurance: -               
  Outsourced  Services: 32,073          589            16,360          49,022          
  Trade Allies & Cust. Svc. Mgmt.: 3,239            272            1,739            5,250            
  IT Services: 8,762            1,254         17,142          27,158          
  Other Program Expenses 5,318            209            11,759          17,286          


TOTAL PROGRAM EXPENSES 1,381,980    61,838     -              2,079,094   -           -           -             -            3,522,912   


ADMINISTRATIVE COSTS


  Management & General 25,776          1,329         38,420          65,525          
  Communications & Customer Svc 23,000          1,186         34,283          58,469          


Total Administrative Costs 48,776         2,515       -              72,703        -           -           -             -            123,994      


Total Program & Admin Expenses 1,430,756    64,353     -              2,151,797   -           -           -             -            3,646,906   


Savings 530,145       11,180     -              741,504      -           -           -             -            1,282,830   


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY







CNG


EXPENSES
  Existing 
Buildings 


  New 
Buildings 


NEEA 
Commercial


  Production 
Efficiency 


NEEA 
Industrial


  Existing 
Homes 


 New Homes 
& Products 


NEEA 
Residential ETO Total


  Program Management 27,985          14,321       6,678            48,280       21,438          118,702        
  Program Delivery: 202,008        96,064       24,244          37,566          44,339       120,316        30,733        555,270        
  Incentives: 555,539        123,536     52,811          92,537       279,888        1,104,311     
  Program Eval & Planning Svcs.: 19,007          10,786       2,888            10,339       11,038          54,058          
  Program Marketing/Outreach: 23,971          10,269       784               16,431       25,701          77,156          
  Program Quality Assurance: 822            822               
  Outsourced  Services: 3,703            2,524         811               3,233         6,222            16,493          
  Trade Allies & Cust. Svc. Mgmt.: 1,975            1,164         86                 5,168         3,861            12,254          
  IT Services: 5,343            5,374         850               7,307         6,304            25,178          
  Other Program Expenses 3,243            897            583               1,297         2,128            8,148            


TOTAL PROGRAM EXPENSES 842,774       264,935   24,244        103,057      -            229,753   476,896      30,733      1,972,392   


ADMINISTRATIVE COSTS


  Management & General 15,719          5,693         538               1,904            4,865         10,513          661             39,893          
  Communications & Customer Svc 14,026          5,081         480               1,699            4,342         9,380            590             35,598          


Total Administrative Costs 29,745         10,774     1,018          3,603          -            9,207       19,893        1,251        75,491        


Total Program & Admin Expenses 872,519       275,709   25,262        106,660      -            238,960   496,789      31,984      2,047,883   


Savings 173,677       70,165     -              35,015        -            38,543     97,749        -            415,149      


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY







NWN WA


EXPENSES
  Existing 
Buildings 


  Existing 
Homes 


  New Homes 
& Products ETO Total


  Program Management 75,758          73,359        83,612          232,729        
  Program Delivery: 141,464        92,882        84,822          319,168        
  Incentives: 321,000        196,977      125,084        643,061        
  Program Eval & Planning Svcs.: 22,560          18,263        18,945          59,768          
  Program Marketing/Outreach: 44,070          32,682        3,400            80,152          
  Outsourced  Services: 550               550               
  Trade Allies & Cust. Svc. Mgmt.: 11,671          12,756        3,232            27,659          
  IT Services: 22,479          9,787         8,632            40,898          
  Other Program Expenses 18,563          13,047        11,372          42,982          


TOTAL PROGRAM EXPENSES 657,565      449,753    339,649        1,446,967   


ADMINISTRATIVE COSTS


  Management & General 14711 9363 7071 31,145          
  Communications & Customer Svc 13116 8347 6310 27,773          


Total Administrative Costs 27,827        17,710      13,381         58,918        


Total Program & Admin Expenses 685,392      467,463    353,030        1,505,885   


Savings 150,000      53,901      55,994         259,895      


Energy Trust of Oregon, Inc
Year to Date by Program/Service Territory


2015 R1 Budget


ENERGY EFFICIENCY
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2015 


Existing Homes    Marshall Johnson | Sara Fredrickson 


Overview: 


For 2015, key program design components will include the following strategies, objectives and 
goals.  


Major strategies for Existing Homes include:  


 Redesign program elements to further cost effective delivery approaches to meet utility 


cost test for gas and maintain UCT compliance for electric 


 Incorporate design elements into trade ally support, including the trade ally network 


structure and quality assurance alternatives, customer experience and 


marketing/outreach, with attention to maintaining value to all customers while directing 


program dollars to reach customers with highest savings potential 


 Manage trades to ensure awareness and fair opportunity to participate in new or 


changing program offers 


 Continue to advance core measures through market engagement activities utilizing 


upstream incentive structures, innovative product promotions and customized trade ally 


or market actor offers 


 Continue to evolve program offerings through analysis and evaluation to maximize cost 


effectiveness, savings and program benefit cost ratios 


 Assess new and/or alternative savings opportunities to improve cost-effectiveness of 


program portfolio 


 Focus on administrative cost reductions and program design approaches that address 


cost effectiveness 


 Conduct pilots to test savings strategies, investigate cost-effective technologies and 


better understand the best way to incorporate innovations into the program 


o Develop and implement pilots that aim to discover cost-effective electric savings 


in anticipation of reduced savings from CFLs and lower avoided costs 


o Investigate gas savings opportunities through innovative approaches to address 


portfolio challenges due to low avoided costs and removal of gas weatherization 


measures 


There are several challenges to address in 2015 to reach these goals. Challenges include:  


 Different incentive structures for gas and electric measures, related to removal of core 


gas savings measures: wall, floor, knee wall and duct insulation and whole-house air 


sealing for gas and electric 


 Finding cost-effective alternatives to instant savings measure (ISM) savings to support 


program goals to reduce long term reliance on ISMs 
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2015 


 Tradeoffs related to program delivery budget reductions 


 Program alignment with market shifts in equipment costs, availability and specifications 


Budget and Savings Overview: 


2015 Budget 


Utility 
Portland General 


Electric 
Pacific Power NW Natural 


Cascade 
Natural Gas 


Incentives $4,448,134  $3,822,648  $2,165,174  $92,537  


Electric Savings (kWh) 23,194,579 17,427,534     


Gas Savings (therms)     839,780 38,543 


2014 Budget 


Utility 
Portland General 


Electric 
Pacific Power NW Natural 


Cascade 
Natural Gas 


Incentives $4,507,519  $3,542,799  $4,433,555  $182,954  


Electric Savings (kWh) 26,021,507 19,611,614     


Gas Savings (therms)     1,181,808 41,899 


Net Change 


Utility 
Portland General 


Electric 
Pacific Power NW Natural 


Cascade 
Natural Gas 


Incentives ($59,385) $279,849  ($2,268,381) ($90,417) 


Electric Savings (kWh) -2,826,928 -2,184,080     


Gas Savings (therms)     -342,028 -3,356 


 


Achieve a total of 38,277319 kWh and 840,397 therms. 


o 36,437,935 kWh and 840,936 therms savings through the program tracks 


implemented by CLEAResult 


o 2,901,089 kWh and 34,478 therm savings through Opower efforts managed by 


Energy Trust 


 
 


 Behavior savings reduction from 2014 budgeted levels by approximately 15% to electric 
and by 85% to gas  


 Overall Gas savings down by 5% because of loss of core weatherization measures for 
seven months of 2015-  


 Increases in electric equipment volume  and inclusion of LEDs are the biggest factors in 
electric measure mix adjustment 


  







 


October 22, 2014 3  


Existing Homes – Program Plan R1 
 


2015 


Existing Homes  


 


Goals: Measure-level Savings 


 Collaborate with utilities on promotions and outreach to drive efficiency upgrades 


 Increase uptake of heat pump and ductless heat pump measures through strategies 


such as competitive bidding and streamlined purchasing options 


 Increase water heating measures as an important part of long-term savings goals and 


streamlined purchasing options 


o Design upstream strategies to influence stocking of energy efficient equipment to 


expand consumer choices during emergency purchase  


 Expand on NEEA’s efforts with manufacturers and installers to foster growth in heat 


pump water heaters 


 Collaborate with distributors selling qualifying products to influence the installation of 


higher efficiency gas furnace models in single-family rentals 


 Expand self-install measures and simplify requirements 


o Explore buy down  options for higher cost self-install measures such as LEDs 


and smart thermostats 


o Expand self-install incentives and alternative delivery mechanisms for smart 


thermostats 


 Support expansion of on-bill financing beyond Savings Within Reach 


o Explore the development of on-bill finance and direct referral strategies to 


support water heater emergency replacement savings 


 Develop additional delivery strategies for direct install measures including targeted direct 


install efforts, program ally engagement, and contractor-identified opportunities 


 Define a cost-effective LED offering to include in direct install and Energy Saver Kits 


 Continue developing new measure offerings to replace discontinued gas measures and 


explore innovation of electric savings measures 


o Inclusion of 8.5 HSPF heat pumps in Existing Manufactured Homes retrofits 


o Analyze results from 2014 ductless heat pump promotion and expand flat rate 


offerings in existing manufactured homes 


o Implement direct install of Nest thermostats in manufactured homes 


 Review results of prescriptive air sealing specifications combined with ceiling insulation 


pilot to understand options for inclusion in program offerings 


 Research savings validation for DHP replacing non-electric heat sources, such as wood 


stoves, to support energy efficiency upgrade opportunities, especially in Southern 


Oregon 


 Collaborate with low-income agencies to replace and recycle old, inefficient refrigerators 


 Plan for gas avoided cost changes in 2016 
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2015 


 Continue to explore and implement behavior savings strategies 


o Complete existing Opower effort to high use Pacific Power customers 


o Establish new behavior savings initiative for PGE and NW Natural customers, 


based upon the results of 2014 RFP for innovated behavior strategies 


 


Goals: Trade Ally and Market Engagement 


 Improve efficiency of trade ally management based on the prioritization of savings, 


enforcement of participation requirements and opportunities to deliver unique program 


offerings or promotions through 3-star trade allies or via competitive RFQ processes 


 Support strategic utilization, additional development and roll-out of TA Portal phase 2 


 Adapt trade ally quality management practices to reduce program administrative 


resources, including: 


o Create mobile/online tools for contractor-centric QC data collection and reporting 


for trade allies to feed electronic information into the program 


o Develop data-centric analysis methodologies to guide program-delivered field QA 


o Implement a revised quality assurance strategy that engages market actors to 


deliver field QA, reduces program in-field services and utilizes data to verify 


quality installation of projects 


 Continue to collaborate with CCS on Roundtable format changes to better engage 


market actors, such as distributors, lending allies and real estate allies in program 


activities 


 Evolve distributor SPIF offer to drive installation and improved incentive application 


submission for qualifying measures 


 Evolve the EPS program track to increase market uptake in compliance under HB 2801, 


with emphasis on program design that serves both Metro and non-Metro areas 


 Collaborate with partner agencies in non-Metro regions to increase uptake of efficiency 


measures and application submissions 


o Work with SCOEDD to increase DHP and weatherization measures in Southern 


Oregon  


 Promote financing options to contractors, including lending allies and on-bill, to reduce 


cost barriers to customer participation in making energy efficient improvements to their 


homes 


 Collaborate with market actors to promote incentives through channels which 


may include Smart Water Heat, NW Ductless Heat Pump Project, Ecorebates 


and Ecotone, among others 
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2015 


Goals: Customer Experience 


 Guide customers to action through strategic targeting based on usage, demographic 


information and housing characteristics to reach customers with the highest savings 


potential 


 Leverage automated email communications throughout the year that best utilize 


customer information to promote program participation 


 Continued refinement of customer services goals to evolve contact center requirements 


that address quality customer service, operational efficiency, staff cross-training and 


prioritization of savings acquisition while balancing the need to achieve administrative 


cost reduction goals 


 Emphasize electronic online interactions with customers 


o Improve customer experience through utilization of automated email 


communications triggered by program participation 


 Collaborate with utilities to do joint media campaigns that maximize/reduce program 


marketing budget 


 Leverage trade allies as salesforce in providing program marketing and customer 


service 


 Integrate lending options into the customer engagement process 


 Continue to improve incentive application data submission 


o Simplify application requirements and removal of ‘nice to have’ data fields 


leading to expedited processing, decreased DNQ and missing information 


o Promote instant incentives  


o Increase emphasis and value from online forms  


o Continue development towards paperless processing 


o Utilize electronic terms and conditions and signatures 


 Assess new strategies for Home Energy Review delivery that improve cost-effectiveness 


of home audits while adhering to ORS 469.633 


o Discontinue program delivery of in-home audits  


o Modify delivery of enhanced “Evaluate Your Home” services that inform 


customers of their energy-saving opportunities through online tools  


o Continue to offer on-call staff for homeowners to talk to an Energy Advisor 


 


Home Performance with ENERGY STAR® 


Goals: 


 Continue to support Home Performance with ENERGY STAR through sponsorship 


agreement with USDOE 


 Collaborate with Clean Energy Works and the Home Performance Guild of Oregon to 


support the Home Performance market and strategies to deliver cost-effective savings 
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Existing Homes – Program Plan R1 
 


2015 


 Support Energy Trust and Clean Energy Works contract through incentive processing 


 Discontinue the Home Performance Assessment Incentive  


 Addition of a multi-measure bonus for qualifying projects 


Savings Within Reach 


Goals:  
 Continue to support moderate income customers while maintaining program cost 


effectiveness goals  


 Review/adjust Savings Within Reach measures to meet cost-effectiveness requirements 


 Promote Savings Within Reach on-bill repayment product 


 Monitor the uptake and success of the moderate income loan product, which includes 


on-bill repayment, no participant fees, and no upfront costs to Savings Within Reach 


participants with PAC, PGE, and NW Natural as the primary heat source 


 Continue to offer instant incentives for SWR customers provided through their 


contractor’s invoice as a reduction in the total project cost 


 Continue coordination with CAPO to best serve customers and ensure clear awareness 


of eligibility  between Savings Within Reach and low income options 


Existing Manufactured Homes Free Service 


Goals:  


 Support trade ally network and delivery of Existing Manufactured Homes free services 


 Support participating trade allies in targeting parks with opportunity 


Schools 


Goals:  


 Coordinate with Resource Action Program to deliver LivingWise Kits to 6th grade 


classrooms with overlap in Pacific Power and PGE territories 


 Evaluate success of parent engagement strategy from fall 2014 and implement 


improvements 


Risks and Considerations:  


 With EISA coming into full effect and the LED market rapidly expanding, the lighting 


market is in a period of transition and savings from CFLs are uncertain. Budget and 


measure buildup are based on inclusion of LEDs starting January 1, 2015 


 Understanding consumption data for customer homes will be important to targeting 


priority measures. However, systems, data utilization protocols and marketing 


campaigns through CRM will need to be fully developed to maintain a high level 


customer experience 
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Existing Homes – Program Plan R1 
 


2015 


 Gas weatherization avoided costs have required the program to reduce incentives, 


eliminate measures, and change measure level requirements to the point that fewer 


projects qualify, impacting therm savings potential 


 Discontinuation of in-home audits comes with risks and considerations: 


o Will maintain compliance with ORS 469.633 through online Home Energy Profile 


via the online option  


o Budget and measure buildup are based on discontinuation of HERs starting 


January 1, 2015 


o Impact on customer experience through a transitional phase  


o Significant reduction in program delivery costs including decreased IT support of 


Custom Home Energy Report and measure updates to the field tool and XML, 


removal of financial audit certification process, reduction in call volume and 


scheduling time, reduced management overhead of logistics, and reduction in 


marketing and events 


o Reduction in savings from direct installs can be made up through contractor-


ordered Energy Saver Kits, an effort being tested in 2014 to address historical 


challenges identified through contractors participating in Trade Ally Direct Install 


(TADI) offering   


 Ductless heat pump average installed costs are close to the maximum to support TRC 


cost effectiveness test requirements. New strategies are in place to segment costs 


starting January 1, 2015 


 There may be a decrease in general awareness of Existing Homes offers due to an 


increase of targeted marketing and reduction of field services 


o This risk will be offset by maintaining Outreach and Events budget to participate 


in home-improvement events throughout service territory 


 Multiple program delivery and processing improvements which will lead to operational 


efficiencies rely on several factors: 


o Budget and resource availability for improved systems for data collection 


o Reduced requirements for processing/approving applications 


o Development of tools for trade allies including mobile applications for collecting 


data related to ISMs 


o Market based systems to support  EPS deployment 


o Customer experience automated email communications 
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Commercial & Industrial Lighting Overview







Lighting Offering Overview


• Delivery


– Common Delivery Contractor


– Cross-sector delivery with 
unified incentive structure


– Trade Ally Delivered Offering


• Incentives
– Prescriptive 


– Custom


– Controls


– Performance +







2015 Lighting 


Savings Goals


Program 2015 Savings
from lighting 
(kWh)


% Program’s 
total savings
goal


Production 
Efficiency


27,475,200 –
TA projects


21%


Existing 
Buildings


39,411,628 –
TA projects
3,566,124 –
Small Commercial 
Direct Install


49%


Multifamily 4,000,000 –
common area
2,619,892-
LED direct install


27%







Key Lighting 
Technologies


• LED


• Linear Fluorescent


• Compact Fluorescent


• Controls


• Exterior Lighting


• Street Lighting







2015 Focus Areas


• Increasing LED prescriptive 
incentives


• TLED


• Increasing uptake of controls –
daylighting, OCC


• Federal ballast standard and 
impact upon program savings 


• Ramping up Performance +


• LED Buy-down


• Small Commercial Direct 
Install


• Multifamily ISMs







Coordination with NEEA


• Top Tier Trade Ally


• Upstream Lighting Initiative


• Luminaire level lighting controls


• DLC coordination
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Existing Homes 


Planned 2015 Incentive Changes
Conservation Advisory Council -- October 22, 2014







Agenda


• OPUC ruling – Next Steps


• Q4 2014 measures


• Recap from September presentation


• Additions to 2015 Measure Changes







OPUC Ruling – Next 


OPUC Ruling—Next Steps– Next 


Steps
Measures


2014 


Incentive


2015 


Incentive Fuel


Wall Insulation $0.30/sq ft None gas only


Floor Insulation $0.30/sq ft None gas only


Duct Insulation
50% of cost, 
up to $100.


None gas only


Whole-house Air Sealing $150 None gas/electric 


• 2014 incentive levels and requirements to remain 


through heating season until April 30, 2015 


• Air Sealing pilot currently underway to allow for 


evaluation of prescriptive air sealing approach 


bundled with ceiling insulation







Incentive Changes







Q4 2014 Measures in Development


Energy Upgrade Requirements


Heat Pump Advanced 


Controls-New Installs


$150 incentive; available for trial 


through PGE approved contractors


Gas Furnaces in 


Single Family Rentals


$475 incentive; available through 


mid-stream channels to promote 


upselling


• These measures have been screened as cost-


effective and available in Q4 2014


• Are currently available through limited vendors 


and/or installers







September Changes Recap


Energy Upgrade Changes


Windows Tiers and Incentives changes


Gas Fireplaces Tiers and Incentives changes


Air Sealing


Removal from Home Performance 


with ENERGY STAR track Extended 


to April 30, 2015


Solar Water Heating Incentive Discontinuation


Pool Pumps Incentive Reduction


• Changes planned for January 1, 2015


• Solar water heating change is across programs, 


includes solar pool heating 


• Extended Air Sealing to align with OPUC ruling 







Additional January 1 Changes


Energy Upgrade Changes


Home Performance 


Assessment Incentive Removal of the $150 incentive


Electric Resistance Tank 


Water Heaters Removal of the .93 and .94 EFs ($35/$75)


Heat Pump Advanced 


Controls


Reduced incentive, inclusion of self-install 


option for qualifying products


Multiple measure 


incentive


Addition of a $75 incentive for installation of 


2 or more qualifying measures (non ISMs)


EPS Incentive


Addition of a $75 incentive for completion an 


EPS


• Changes planned for January 1, 2015, with the 


exception of EPS which is expected in early Q1 


2015







January 1 Changes Summary


Measure
2014 


Incentive


2015 


Incentive Notes


Windows Tier I $2.25 $1.75 Tier change to u-value 0.28-0.30


Windows Tier II $3.50 $4.00 Tier change to u-value ≤ 0.27


Gas Fireplaces 65-69% FE $200 None Potential pilot light-only savings


Gas Fireplaces 70%+ FE
$250


$250 Tier change to 70-74% FE


Gas Fireplaces 75%+ FE $350 New Tier 75%+ FE


Pool Pumps $350 $200 Lower 2015 incentive


Solar Water and Pool Heating Varies None


Electric Tank Water Heater  $35/$75 None
0.93 or greater EF, $75 was for .94 or


greater with 20yr warranty


Home Performance Assessment $150 None See EPS and Multiple Measure


Heat Pump Advanced Controls $250 $150


Self-install option for qualifying 


products


Multiple Measure None $75


installation of 2 or more qualifying 


measures


EPS None $75 Available in early Q1







Thank You


Marshall Johnson, Residential Sector Manager


Marshall.Johnson@energytrust.org
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Conservation Advisory Council Meeting 
Notes 


September 3, 2014 


Attending from the council: 
Jim Abrahamson, Cascade Natural Gas 
Jeff Bissonnette, Citizens’ Utility Board of 
Oregon  
Kyle Diesner (for Andria Jacob), City of 
Portland Bureau of Planning and 
Sustainability 
Wendy Gerlitz, Northwest Energy Coalition 
Kari Greer (for Don Jones), Pacific Power 
Garrett Harris, Portland General Electric  
Karen Horkitz, Northwest Energy Efficiency 
Alliance 
Scott Inman, Oregon Remodelers 
Association 
Juliet Johnson, Oregon Public Utility 
Commission  
Don MacOdrum, Home Performance Guild 
of Oregon 
Holly Meyer, NW Natural 
David Murphy (for Brent Barclay), 
Bonneville Power Administration  
Stan Price, Northwest Energy Efficiency 
Council 
 
Attending from Energy Trust: 
Sarah Castor 
Karen Chase 
Amber Cole 
Kim Crossman 
Diane Ferington 
Sue Fletcher 
Debbie Goldberg-Menashe 


Fred Gordon 
Jackie Goss 
Andy Hudson 
Marshall Johnson 
Oliver Kesting 
Steve Lacey 
Ted Light 
Spencer Moersfelder 
Elaine Prause 
Thad Roth 
Kate Scott 
Andrew Shepard 
Ed Wales 
Jay Ward 
Peter West 
Courtney Wilton 
 
Others attending: 
Mark Kendall, Energy Trust board 
Alan Meyer, Energy Trust board 
Celeste Becia, CLEAResult 
Christina Cabrales, Conservation Services 
Group 
Scot Davidson, Clean Energy Works  
Dawn Doberenz, Evergreen Consulting 
Group 
Tyler Pepple, Industrial Customers of 
Northwest Utilities 
William Ranes, CLEAResult 
Roger Spring, Evergreen Consulting Group 
Bob Stull, PECI 


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



http://www.energytrust.org/About/public-meetings/CACMeetings.aspx
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2. Old business 
Kim Crossman mentioned July minutes were included in the Conservation Advisory Council 
packets. There were no additional questions or comments from the council. Holly Meyer 
affirmed that reviewing notes is a useful practice. 
 
Elaine Prause provided a brief update on the draft 2015-2019 Strategic Plan. August 26 was the 
deadline for submission of public comments on the draft plan. Energy Trust received comments 
from a variety of stakeholders, including Oregon Public Utility Commission staff, utilities, 
industry stakeholders, attendees of Energy Trust’s webinar and hosted presentation, attendees 
of Pacific Power business customer roadshow events around the state and Energy Trust staff. 
Comments are now being reviewed and addressed, and a summary of comments will be made 
publicly available. The proposed final 2015-2019 Strategic Plan will go to the board of directors 
for review and potential approval on October 1.  
 
Mark Kendall: What themes did you notice in public comments? 
Elaine: There were no comments suggesting major changes to the plan. Several comments 
were at the tactical, not strategic, level. Those ideas will be shared with program managers and 
other staff to consider in future budget and action planning. Some comments indicated that the 
renewable energy generation goal is too conservative. 
 
3. Electric avoided costs and impacts on savings in 2015 
Elaine Prause summarized recent changes in electric avoided costs and impacts on savings in 
2015, following up on a presentation made to the Conservation Advisory Council in April 2014.  
 
Elaine: When Energy Trust updated electric avoided costs earlier this year, avoided costs 
declined for some measures. Impacts of updating electric avoided costs are minimal to Energy 
Trust’s portfolio. In a comparative analysis of 2013 results, only 5.5 percent of 2013 electric 
portfolio savings were not cost-effective using the updated avoided electric costs. This is evenly 
split between custom and prescriptive measures.  
 


Per UM 1696, Energy Trust proposed measures with exceptions for 2014 to be reworked 
in 2015. The Oregon Public Utility Commission approved cost-effectiveness exceptions 
for several measures. Energy Trust will refile requests for cost-effectiveness exemptions 
for duct insulation and multifamily ceiling and floor insulation with UM 1622, which 
addresses gas cost-effectiveness exceptions. 
 
A few prescriptive measures were not approved for cost-effectiveness exceptions: solar 
water heating, 1-horsepower motors for commercial and wheel-line levelers for irrigation. 
The latter two measures are expected to have limited impacts on customers and 
savings. Discontinuation of solar water heating measures will have greater impact. Staff 
are working on a transition plan to discontinue these measures now, including a 
communications plan to trade ally contractors and stakeholders. More detail will be 
presented to the Conservation Advisory Council in October or November. 


 
Juliet Johnson: Was single-family wall insulation granted an exception? 
Elaine: Single-family wall insulation passed the cost-effectiveness test and did not need an 
exception.  
 
Mark: Did Energy Trust include its role in quality control as a non-energy benefit for measures 
that did not pass the cost-effectiveness test? 
Elaine: No, quality control was not specified as a non-energy benefit.  
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Elaine: Changes to custom measures may impact program savings, including lighting and 
HVAC measures for Existing Buildings, multifamily and New Buildings programs and ductless 
heat pumps for Existing Homes.  
 
Holly Meyer: Is multifamily a separate sector? It could be considered one. 
Elaine: Multifamily is an initiative within the Existing Buildings program.  
 
Elaine: Comments are due on the gas cost-effectiveness docket to the Oregon Public Utility 
Commission on September 15, and there will be a public meeting on September 30. Energy 
Trust expects to report outcomes of the gas cost-effectiveness docket at the next Conservation 
Advisory Council meeting. 
 
4. LED technology overview and market uptake 
Dawn Doberenz is training and education manager at Evergreen Consulting Group, Energy 
Trust delivery contractor for commercial and industrial lighting. Dawn presented on the rapid 
evolution of LED technologies and market uptake observed in recent years. The presentation 
included an overview of LED technology, as well as history, benefits, applications, costs and 
predictions for growth.  
 
Dawn Doberenz: LED technology has rapidly grown and been adopted by the market. After six 
years on the market in 2013, LEDs had reached a market share of more than 4 percent. In 
comparison, compact fluorescent light bulbs had achieved only 0.01 percent of market share 
after six years on the market in the 1980s. The number of qualified LED products grew from 
approximately 22,000 on January 1, 2014, to 54,000 on August 20, 2014.  
 


Linear fluorescent lighting currently makes up more than 75 percent of installed lighting 
in commercial buildings globally, so there is a great opportunity for upgrading buildings 
to LED lighting. LED lighting is increasingly part of Energy Trust commercial and 
industrial projects. LED lighting provides half or more of lighting savings in Energy Trust 
commercial and industrial programs (50 percent for commercial buildings, 63 percent for 
industrial buildings and 75 percent for multifamily buildings). The remaining lighting 
savings are from lighting controls and high-efficiency fluorescent lighting upgrades. 


 
Holly: As LED technology gets more efficient, more applications may be invented, leading to 
higher energy use.  
 
Dawn: LEDs remain more expensive than fluorescent alternatives, yet prices are rapidly 
decreasing. LED applications include track lighting, high bay and low bay lighting, lighting in 
freezers and outdoor lighting. New applications are likely to emerge and be adopted by the 
market.  
 
Alan Meyer: When upgrading commercial and industrial lighting to LEDs, will entire fixtures 
need to be replaced?  
Dawn: Yes, fixtures will probably be replaced with new technology.  
 
Holly: Does LED technology work well with solar technology? 
Dawn: Yes, there are actually some solar-powered LED fixtures in the market.  
Peter West: Energy Trust recently used LEDs under canopies mounted with a solar electric 
system in a parking lot.  
 
Mark: The variety of LED products has increased rapidly. Is the market expected to stabilize? 
Availability of products in stores is inconsistent. Will there be standards set for ballasts? 







Conservation Advisory Council Notes          September 3, 2014 
 


page 4 of 8 


 


Fred Gordon: There are minimum threshold standards; however, there is not consistency 
between utilities on standards. Products are changing very quickly.  
 
Scott: What is the average cost of LEDs? 
Fred: There are good ENERGY STAR® products available at or below $10. The quality of LEDs 
available in stores right now is variable.  
 
5. Northwest Energy Efficiency Alliance gas market transformation initiative  
Jeff Harris, Northwest Energy Efficiency Alliance, presented the gas market transformation 
initiative, a preliminary business plan for gas efficiency, which was developed collaboratively 
with Energy Trust, Northwest Gas Association, Puget Sound Energy, Avista, NW Natural and 
Cascade Natural Gas.  
 
Jeff Harris: NEEA created a five-year business plan for 2015-2019, with costs of about $18 
million. The plan could result in annual savings for 280 million therms at a weighted average 
levelized cost of 28 cents per therm. The plan has been approved by the NEEA board of 
directors. 
 


In 2010, NEEA adopted a fuel-neutral mission. NEEA also adopted some key policies 
that shaped this plan, which are that NEEA will not promote fuel switching, provide cross 
subsidies between gas and electric and diminish existing electric market transformation 
work.  
 
The scope of the gas market transformation initiative includes five gas technology 
initiatives: gas heat pump water heaters, combination space and water heating systems 
using gas heat pump water heater technology, hearth products, gas clothes dryers and 
rooftop HVAC equipment. The initiative will also include assessing the market for new 
technologies, an independent mid-cycle evaluation and a natural gas advisory 
committee made up of current Natural Gas Collaborative members.  
 
NEEA expects benefits from an integrated approach to gas and electric market 
transformation. The business plan leverages existing business infrastructure and 
processes from NEEA's electric market transformation activities to minimize costs. Water 
heaters are a good example of synergy between electric and gas market transformation 
efforts. Nationally, water heaters are split roughly equally between electric and gas. 
Supporting both gas and electric market transformation allows NEEA to offer a more 
compelling value proposition. 
 
To launch the gas market transformation initiative in January 2015, the next steps 
include operations planning, funding contracts and check-ins with state regulatory 
agencies. NEEA reached out to all gas utilities in five states, and not all of the utilities 
wanted to participate directly.  


 
Scot Davidson, Clean Energy Works: I’m concerned about fuel neutrality given that gas prices 
are low right now.  
Jeff: NEEA will focus on improving efficiency of existing gas products.  
 
Mark: Will NEEA do any behavioral work?  
Jeff: New opportunities will be considered as they arise. 
 
Kim: Does supporting gas market transformation allow NEEA to capture savings from its 
existing efforts that are fuel neutral, such as Strategic Energy Management?  
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Fred: Energy Trust is already tracking and booking gas savings achieved through NEEA's fuel-
neutral efforts. NEEA's gas market transformation initiative is just getting started and the five 
technology initiatives are just a starting point.  
 
Holly: NW Natural is excited to work with NEEA on gas market transformation efforts. 
 
Jim Abrahamson: I would like to acknowledge NEEA for keeping Cascade Natural Gas informed 
of gas market transformation efforts. Cascade Natural Gas will not participate because added 
costs would negatively impact the cost-effectiveness of Cascade Natural Gas’s efficiency 
programs. Cascade Natural Gas may work with the Gas Technology Institute on different gas 
market transformation efforts, such as creating an experimental program in gas heat pump 
development. We’ll be talking to the Washington Utilities and Transportation Commission, so 
these decisions are tentative.  
 
Kari Greer: Is Avista participating?  
Jeff: Avista is participating in all three states it serves.  
 
6. Residential Trade Ally Portal 
Diane Ferington, residential sector lead, and Andrew Shepard, project manager, demonstrated 
Energy Trust’s new web tool created to help Existing Homes trade allies improve service to 
customers.  
 
Andrew Shepard: The Trade Ally Portal gives trade allies visibility into information about their 
Energy Trust projects. By using the portal, trade allies can see pending applications for 
incentives and identify applications that need additional information, which expedites payment 
and saves administrative time. Trade allies can also confirm that incentive payments have been 
made for their customers. They can also see the energy savings and carbon reduction impacts 
of their projects, which can be used in trade ally marketing efforts. 
 
Alan: Will trade allies receive email alerts when incentive applications are missing information?  
Diane: The onus is on the trade allies to check the portal. Existing processes are still in place to 
alert trade allies when information is needed for incentive applications. Additional portal 
functionality will be developed and improved on an ongoing basis. 
 
Andrew: The Trade Ally Portal allows trade allies to update their information with Energy Trust, 
such as contact information, primary contact or adding new employees. The portal gives trade 
allies more visibility into Energy Trust’s Existing Homes star rating system and provides 
information to help them achieve higher star ratings. The portal also features information about 
Business Development Funds. Finally, the portal drives trade allies to submit incentive 
applications online, rather than on paper, which reduces administrative time. 
 
Kari: I would like to have a similar interface for utilities.  
 
Andrew: The portal was developed with extensive trade ally input, and it is currently being used 
by five trade allies and will gradually extend to 100 trade allies in the next year.  
 
7. Proposed residential measure changes for 2015  
Marshall Johnson, Existing Homes program manager, presented proposed residential measure 
changes for 2015, including adjusting incentive levels, tiers and/or qualifications for windows, 
gas fireplaces, air sealing, pool pumps and solar water heating. Outcomes of the cost-
effectiveness docket are unknown at this time, and Energy Trust is making assumptions that 
measures will not be given cost-effectiveness extensions.  
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Marshall: Energy Trust provides advanced notice to trade allies on measure changes, and 
strives to provide more than the 30-day minimum notice. Energy Trust is now working to update 
internal materials and systems to prepare for these changes in 2015. 
 


Proposed changes to windows measures in 2015 include increasing U-Values and 
changing incentive amounts. For tier one windows, incentives will decrease from $2.25 
to $1.75 per square foot. For tier two windows, incentives will be increased from $3.50 to 
$4.00 per square foot. Energy Trust presented results of market study and savings 
evaluation for windows measures to the Conservation Advisory Council in June 2014. 
 


Scott Inman: What does a 0.27 U-Value window look like on a Total Resource Cost test? 
Marshall: This measure is cost-effective on the TRC, because we use the incremental cost from 
a 0.30 efficiency level.  


 
Scott: Will windows measure changes apply to multifamily properties? 
Marshall:  These changes are for Existing Homes only.  


 
Marshall: Proposed changes to gas fireplace measures in 2015 include increasing the minimum 
Fireplace Efficiency rating for tier one gas fireplaces from 65 percent to 70 percent, and 
increasing the minimum Fireplace Efficiency rating for tier two gas fireplaces from 70 percent to 
75 percent. Incentives will remain $200 for tier one fireplaces, and will increase from $250 to 
$300 for tier two fireplaces. Significant energy savings can still be achieved through gas 
fireplace installations. Energy Trust will also work mid-stream with fireplace vendors to promote 
hearth products that meet pilot ignition requirements but not Fireplace Efficiency rating 
requirements.  


 
Changes to air sealing measures are also proposed for 2015. Energy Trust provides 
incentives for whole-house air sealing through Home Performance, Savings Within 
Reach and existing manufactured homes tracks. Energy Trust proposes removing the 
Home Performance whole-house air sealing incentive for gas-heated homes in 2015. 
The Total Resource Cost for electrically heated homes is still acceptable. Incentives will 
remain $150 for Savings Within Reach and existing manufactured homes.  
 


Garrett: How do these measure changes impact Clean Energy Works? 
Marshall: Clean Energy Works is an aggregator of Energy Trust incentives. It passes Home 
Performance incentives on to customers, so a reduction in this incentive means fewer incentive 
dollars passed through Clean Energy Works to participants.  
 
Holly: Why is the Total Resource Cost benefit cost ratio different for electrically and gas-heated 
homes?  
Fred: Analysis of electrically heated homes relies on the Regional Technical Forum rather than 
billing sample data.  
 
Scott: Will these measure changes be impacted by outcomes of UM 1622? 
Marshall: Energy Trust proposed removing these measures in a cost-effectiveness report 
submitted to the Oregon Public Utility Commission, and a recent Oregon Public Utility 
Commission memo indicated air sealing measures will likely be discontinued.  
Juliet: Energy Trust recommended discontinuation of these measures. The commission will 
likely support this recommendation. 
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Marshall: Energy Trust is testing an alternative approach to air sealing by providing a 
prescriptive specification rather than the current measure which requires a diagnostics 
component to testing reductions. This pilot will conclude at the end of this upcoming heating 
season. 
 
Scot Davidson, Clean Energy Works: Elimination of this measure and other Home Performance 
measures will have a devastating effect on the Home Performance industry and Clean Energy 
Works, in which the state has invested $10 million. Non-energy benefits are not prescribed 
values in Total Resource Cost calculations. 
 
Don MacOdrum: I share Scot’s concerns. If incentives for whole-home air sealing go away, how 
will that impact Blower Door technology and assessments to ensure safety of home occupants? 
The Home Performance Guild of Oregon will still try to persuade the commission to preserve 
these incentives. When are results of the prescriptive air sealing pilot expected?  
Marshall: We are early in the pilot process, and approval from the Oregon Public Utility 
Commission is needed to continue the pilot through the end of the heating season. The pilot will 
test the effects of combining air sealing and ceiling insulation. A resulting measure would 
specify that air sealing is part of the ceiling insulation measure specification. 
 
Juliet: The Oregon Public Utility Commission wants Energy Trust to proactively eliminate 
measures that are not cost-effective. I acknowledge there is some uncertainty until results of the 
docket are available in October. How would unexpected docket results impact Energy Trust’s 
2015 budget and measure changes? 
Marshall: Energy Trust would be able to adjust to unexpected docket results.  
Juliet: I advise Energy Trust to carry on as if measures will be discontinued. 
 
Karen Horkitz: If whole-home air sealing measures are discontinued, will Energy Trust evaluate 
whole-home savings with and without air sealing? 
Fred: We disaggregate individual measures based on billing data. We have estimates of energy 
savings by measure based on statistical models.  
 
Holly: I’m concerned that offering incentives for electric measures and not gas measures will 
cause market confusion. It sends a message that electricity is worth conserving but not gas.  
 
Scot: Can Energy Trust really disaggregate measures and judge the impact of each measure? 
We want people to understand that homeowners make decisions differently than businesses, 
based on other considerations besides money. The home operates as a system. We should 
start looking at residential energy efficiency in a new way. 
Peter: The Existing Homes program will have to change. The whole program  has a high-
service, high-touch delivery model that isn’t passing the Utility Cost Test. To remedy this, the 
Existing Homes budget for 2015 will need to feature a redesign of the program. We are 
cognizant of the go-to-market implications of unwinding a highly complex set of offerings and 
the impacts on trade allies and consumers. Given the timing of the docket late in the 
development of the draft budgets, the redesign will likely be somewhat of a rough draft when 
you see it at the next Conservation Advisory Council meeting. 
Juliet: There will be changes coming down the road. To commissioners, energy efficiency is a 
resource that must be compared to other resources. Energy Trust needs to bring the Utility Cost 
Test up above 1.0. This will require program changes, not just cutting incentives.  
 
Holly: What is the levelized cost for air sealing?  
Fred: It’s high. 
 







Conservation Advisory Council Notes          September 3, 2014 
 


page 8 of 8 


 


Marshall: Pool pump incentives will change from $350 to $200. The initial incentive was set high 
for market introduction and this reduction was planned. 
 
Kari: How many pool pump incentives does Energy Trust provide?  
Marshall: Not many. 
 
Marshall: Solar water and pool heating incentives will be discontinued for homes with gas and 
electric water heating. 
 
Holly: Dow do we consider the energy-efficiency and renewable energy components of solar 
water heating measures? 
Peter: Oregon Senate Bill 1149 designated solar water heating as an energy-efficiency 
measure, and it needs to pass the same test as the other efficiency measures. Prices of solar 
water heating have more than doubled in the past five years. The reasons for increased prices 
are beyond Energy Trust’s control.  
Marshall: More cost-effective water heating measures have emerged, as well. 
 
Marshall will provide updates on these residential measure changes at the next Conservation 
Advisory Council meeting. 
 
Holly: If Energy Trust has fewer cost-effective measures, will the public purpose charge go 
down? 
Peter: Existing Homes is just one of eight programs and represents a smaller proportion of 
Energy Trust energy savings. We still have significant savings we can reach in products, new 
construction and with commercial and industrial businesses. 
Jim: Energy Trust must balance the public purpose charge with utility Integrated Resource 
Plans and Energy Trust’s potential to save energy. 
 
8. Public comment 
No public comment. 
 
9. Meeting adjournment 
The meeting adjourned at 4:25 p.m. The next Conservation Advisory Council meeting is 
scheduled on October 22, 2014.  
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OVERVIEW 


Energy Trust’s Commercial Sector provides energy efficiency services and 


incentives for Commercial, Institutional and Multifamily properties. Primary sector 


activity is accomplished through three Program Management Contracts: Existing 


Buildings, New Buildings and Multifamily.  In addition, some program activities 


are managed in-house. These include: Strategic Energy Management, Lighting 


Design Lab and Building Operator Certification.  


Sector staff oversees program implementation contracts, drives program strategy 


and design, manages relationships with stakeholders and provides strategic 


direction to PMCs for marketing and outreach activities. 


 


 


63%
13%


24%


2014 Projected Electric Savings by Program
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2015 SAVINGS GOALS  


2015 savings goals for the Commercial Sector are targeted at 19.36 aMw and 


2.58 million annual therms. Compared to 2014 this is an overall increase in goals 


for gas and a decrease in electric. Goals for Northwest Natural, and Pacific 


Power are higher than 2014 while PGE and Cascade goals have decreased. 


Reductions for PGE are driven by lower multifamily potential because of market 


saturation, lower potential in existing buildings from changes in evaluation factors 


and a smaller New Buildings pipeline due to the absence of data center projects. 


Reductions for Cascade are driven primarily by leveling off in Strategic Energy 


Management after a strong 2014. Cascade goals increased for New Buildings to 


reflect the project pipeline, and in Multifamily due to increased outreach plans in 


Cascade territory. Increased goals for Pacific Power reflect large opportunities in 


the New Buildings pipeline. Increases in Northwest Natural are driven primarily 


by higher expectation in Multifamily and by large opportunities in the Strategic 


Energy Management pipeline.  


63%
14%


23%


2014 Projected Gas Savings by Program


Existing Buildings


Existing Multifamily


New Buildings
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OBJECTIVES 


The primary objective of the commercial sector is to make cost-effective 


investments in energy efficiency to meet IRP goals. To achieve 2015 and lay the 


foundation for 2016 and beyond, the commercial programs will focus on: 


 Expanding customer participation  


 Replenishing energy efficiency resources through development of new measures 


and approaches to save energy 


 Continuously improving program design and services to engage new and past 


participants 


STRATEGIES 


In 2015, the commercial sector will continue successful strategies from 2014 and 


introduce new approaches to meet savings goals. 


The sector will emphasize expanding customer participation through 


improvements that enable customers to do more and help hard-to-reach 


customers to better access our incentives and services:   


 Develop financing opportunities where they can encourage additional 


program participation and drive cost-effective savings. 


 Develop new prescriptive incentives to support greater market adoption of 


new cost-effective technologies such as LEDs, which would be particularly 


attractive for smaller business customers. 


Utility 2014 Goals 2014 Projection 2015 Goals 


CNG (Therms) 293,098 319,956 243,842 


NWN (Therms)                     2,049,588  2,022,259 2,337,005 


PGE (kWh)                128,264,931  116,757,885 107,392,740 


PAC (kWh)                   55,715,706  60,451,099 62,216,884 
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 Implement delivery methods to provide service to small commercial 


customers including hassle-free direct installations of energy efficient 


equipment. 


 Develop Strategic Energy Management offerings to cost-effectively bring 


benefits of SEM to smaller customers.  


 Expand regional outreach strategies to engage and serve more customers 


in rural, non-metro areas. 


 Launch an integrated statewide marketing campaign for commercial and 


industrial markets to promote advanced lighting solutions, including LEDs, 


controls and lighting design. 


The commercial sector will continue to encourage savings through developing 


new measures and approaches to save energy: 


 Develop additional prescriptive incentives and expand midstream 


buydowns to drive cost effective savings.  


 Target O&M incentives to optimize building systems performance for 


customers of all sizes.   


 Implement a pay-for-performance pilot to assess the market demand and 


feasibility of longer-term contracts to support capital and operational 


savings. 


 Improve the presentation of the business case for deeper energy 


efficiency investment, with tools and services to assist customers with 


decision-making and setting priorities 


 Provide point-of-sale financing opportunities to see how it could increase 


project decision-making. 


 Coordinate with external organizations such as NEEA, ODOE, Network for 


Affordable Oregon Housing, City of Portland and Multnomah County to 


gather new ideas and develop new approaches.  


 


Finally, the Sector will emphasize continuous improvement of program 


design and services:   
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 Streamline the application process and enhance online tools to make it 


easy for customers to participate  


 Expand Strategic Energy Management and transitioning the SEM delivery 


contract structure to encourage innovation and expand the geographic 


area for the offering. 


 Explore strategies to utilize data to for more targeted marketing and 


outreach activities as well as help customers better understand energy 


saving opportunities in their buildings. 


 Improve processes for project and technical review; adopt systems to 


better identify multiple retrofit opportunities; and improve lead capture for 


future targeted marketing efforts. 


 Consider incentive increases to motivate customers where current 


offerings don’t provide adequate financial returns. 


 Investigate ways to communicate the benefits of integrating solar, 


alongside efficiency projects, to create a comprehensive energy plan at 


customer sites. 


 


KEY ASSUMPTIONS 


 The economy continues to improve; and customer have more capital 


available to assess energy efficiency opportunities, but they still need 


direction.  


 Cost and effort per project will increase due to widespread market 


penetration and a need to recruit new harder-to reach customers like small 


businesses. 


 Gas and electric avoided costs remain low, and are expected to continue 


to fall by up to 10%. This will continue to impact the number of cost-


effective projects available to the programs.  
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2015 


 Retail rate reductions will continue to negatively impact customer 


motivation for investing in efficiency projects, likely requiring additional 


outreach to identify and recruit projects. 


 All measures currently utilizing the exception will not be promoted or 


advertised in 2015 but any outstanding applications for these measures 


completed before this deadline will be accepted.  


 


RISKS 


 Serving the needs of larger customers (>1 aMW) may become a challenge 


as we get closer to spending limits and the potential that Energy Trust 


would implement strategies to limit spending for these customers.  


 Avoided cost reductions will limit the sector’s ability to capture savings by 


reducing the cost-effectiveness of some measures. Potential measures 


impacted include: custom HVAC and control measures, market solutions, 


weatherization, water heating and boilers.  


 A maturing retrofit market is resulting in limited savings opportunities per 


project and fewer large custom projects. 


 Contract transition challenges SEM savings as the offer moves to a new 


delivery model. 


 Timing of the completion of several large projects including data centers, 


lighting and custom projects could shift savings into 2016. 


 Potential transition to a new Multifamily PMC for 2016 could create 


challenges in achieving 2015 Q4 savings and 2016 project pipeline. 
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• 436 average megawatts saved and 112 aMW generated


• 33 million annual therms saved


• Enough energy to power 425,000 homes and 


heat 65,000 homes for a year


• $1.7 billion saved on participant energy bills so far


A clean energy power plant







Budget and action plan development process


July


Initial concepts 
shared in meetings 


with each utility, 
advisory councils


August


Utilities provide 
feedback; program 


plans refined


September


Draft budget 
developed


October
Draft budget 


published; utility 
revenue identified; 


presentations begin


November


Budget outreach 
presentations; 
revisions begin


December


Final proposed 
budget published; 


presented







Four building blocks for budget & action plan


2015-2019 


Strategic Plan 


& Management 
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Utility 
Integrated 
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Continuously 
improve 


programs to 
meet 


customer 
needs


Manage total 
cost of 


efficiency


Expand 
customer 


participation


Replenish 
portfolio with 


new 
resources


Strategic Plan energy-efficiency strategies







Goals derived from utility IRP targets


• Single Energy Trust annual energy efficiency goal for 


each utility; approximates the Integrated Resource 


Plan (IRP) target


– No more “stretch” and “conservative” goals in Oregon 


• Utilities file tariffs for OPUC consideration to collect 


funding necessary for Energy Trust to meet goal


• The OPUC will hold Energy Trust accountable for 


acquiring a minimum of 85% of the Energy Trust 


annual goal by utility  







Market knowledge and context


• Uneven economic recovery


• Cost-effectiveness ruling


– Existing Homes program transitions


– Fewer allowable measures due to low avoided costs 


– Shift focus to new measure development and approaches


• Market maturation/saturation


– Harder-to-reach customers will cost more to serve


– Higher volume of activity/transactions


– Lower savings per project


• Greater complexity and challenges to reach and serve smaller 


markets and address more challenging circumstances


• Phase out from fewer and lower state tax credits complete


• Lower avoided costs impacting all programs


• Increasing emphasis on renewable energy project assistance







Industrial Commercial


Higher volume, smaller increments, labor intensive


*Forecast
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Top takeaways 


1. Built on input received, strategic plan and independent 


management review findings


2. Greater complexity and emphasis to expand participation


3. Increasing pressure from lower avoided costs 


4. Lower savings and generation acquisition compared to historic 


exponential growth


5. 4.8% reduction in overall planned expenditures


6. Intentional reduction in amount of public purpose charge 


collected 


7. Progress toward lowering reserve accounts


8. Investment in operational efficiency gains


9. Continued low levelized costs and low administrative and 


program support costs


Ro1







2015 budget at a glance


Budgeted expenditures to decrease from $176.2 million to $167.8 million, down 4.8% 


Ro1


Electric 
Efficiency


$123.1 million
73%


Gas Efficiency
$23.2 million


14%


Generation
$15.3 million


9%


Communications & Outreach 
$2.9 million, 2%


Management & General
$3.2 million, 2%







2015 Goal 2015 IRP target
2015 Budget 


($ Million)


2015 Budget


(Levelized Cost) 


PGE 33.02 aMW 33.78 aMW $79.9 3.1¢


Pacific Power 19.85 aMW 14.62 aMW $47.9 3.1¢


NW Natural (Oregon) 5.15 MMTh 4.62 MMTh $20.5 33.5¢


NW Natural 


(Washington)
0.26 MMTh N/A $1.5 44.4¢


Cascade Natural Gas 0.42 MMth 0.42 MMTh $2.0 37.9¢


Utility summary


Ro1


MMTh: million annual therms







2015 electric savings by program


52.9 aMW goal 


3.1 cents/kWh levelized


• A 5.2 percent decrease in total electric savings over 2014 (forecast)


• Investing approximately $128 million in incentives, services and 


program delivery for residential, commercial, industrial, agricultural 


and public sector customers


Ro1
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New Buildings 
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Production 
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2015 electric savings, budget by program


2014 aMW


Savings Forecast (Net)


2015 aMW


Savings (Net)


2015 Electric Cost 


($ Million) 


Levelized 


Cost


in Cents 


Production Efficiency (29%*) 15.9 15.3 $         29.3 2.6¢


Existing Buildings (29%) 15.6 15.2 $         42.8  3.5¢


New Homes & Products (16%) 8.6  8.7  $         20.3 3.4¢


NEEA  - combined (9%) 5.5  4.8  $         7.1 1.9¢


Existing Homes (9%) 5.0 4.6 $         17.0 3.8¢


New Buildings (8%) 5.1 4.1 $         11.3 3.0¢


TOTAL** 55.8 52.9 $        127.8 3.1¢


* % of total 2015 electric savings


Ro1


** Columns may not total due to rounding







2015 electric savings by sector (aMW, net)


Ro1
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2015 electric spending by sector (millions)
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2015 natural gas savings by program


5.8 million annual therm goal,


34.4 cents/therm levelized


• A 3 percent decrease in natural gas savings over 2014 (forecast)


• Investing more than $24 million in incentives, services and program 


delivery for residential, commercial, industrial, agricultural and public 


sector customers


Ro1
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2015 natural gas savings, budget by program


2014 Forecast 


Million Annual 


Therms Savings


2015 Budget 


Million Annual 


Therms Savings


2015 Gas Cost 


($ Million) 


Levelized Cost 


in Cents 


Existing Buildings (40%*) 2.2 2.3 $         8.7 36.0¢


Existing Homes (16%) 1.1 .9 $       5.3 42.7¢


Production Efficiency (18%) 0.9 1.1 $        3.0 27.7¢


New Homes and Products (19%) 1.1 1.1 $       5.2 31.3¢


New Buildings (7%) 0.7 0.4 $        1.2 26.1¢


NEEA  - combined (--%) -- -- $         0.6 --


TOTAL** 6.0 5.8 $        24.1 34.4¢


* % of total 2015 gas savings


Ro1


** Columns may not total due to rounding







2015 gas savings by sector (millions of therms)
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2015 gas spending by sector


Ro1
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Incentives, delivery and other costs


Ro1


Incentives 
$92.9 million


55%
Program Delivery 


$51.8 million
31%


Salaries & 
Benefits


$11.6 million
7%


Operational Costs


$11.3 million


7%
Expenses by Type in 


2015 Draft Budget
Total $167.8 million
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Residential sector: Goals and budget


Ro1


2014 Goal 2014 Re-forecast 2015 Goal
2015 Budget 


($ Million)


Cascade Natural Gas 


(therms)
132,464 139,971 136,292 $0.73


NW Natural (therms) 2,240,324 2,079,257 1,891,631 $9.74


PGE (kWh) 68,460,175 71,655,475 67,639,990 $21.52


Pacific Power (kWh) 48,055,506 48,248,457 49,096,461 $15.76







Residential sector: 2015 electric savings
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Residential sector: 2015 gas savings


Ro1
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• New Homes


– Delivery: Program Management Contract with 


CLEAResult (formerly PECI), market based Verifier 


contractors working with builders, leveraging NEEA


– Incentives: Incentives are driven by the EPS rating


• Products


– Delivery: Program Management Contract with Ecova


Services: Lighting, appliances, showerheads and 


refrigerator recycling


– Incentives: Remain the same for appliances and 


recycling with an increase in rural area lighting to reach 


a broader diversity of customer base through rural 


stores


Residential sector: Strategies and activities







• Existing Homes


– Delivery: Program Management Contract with 


CLEAResult, trade ally contractors, Real Estate 


Professionals, Clean Energy Works, HP Guild 


– Services: On-line Home Energy Review, Energy Saver 


Kits, EPS, direct-install lighting, Home Performance 


with ENERGY STAR®


– Incentives: Water heating, heating systems, windows, 


pool pumps, spa covers, solar electric systems, attic 


insulation, electric floor and wall insulation, wastewater 


treatment and boilers


Residential sector: Strategies and activities







• Removal of gas and electric air sealing; and gas wall, 


floor and duct insulation as of April 30, 2015


• Lower program delivery costs 
– Transition away from in-home Home Energy Reviews


– Revisions to quality assurance strategies and program requirements


– Shift to targeted marketing 


– Increase electronic forms and interfaces 


• Adding LEDs to Energy Saver Kits


• Midstream equipment spiffs and stocking incentives


• Replace the Home Performance assessment with a $75 


EPS fee and a $75 incentive for multiple measures


• Delivery of unique program offerings or promotions 


through three star trade allies or through competitive 


RFP processes


Existing Homes redesign and transition







• Behavior pilot


– TBD pending RFP responses


• Attic insulation and air sealing pilot


• Gas web-enabled thermostat


• Enhanced customer and contractor experience


– Phase II of the trade ally portal


– Better integration with Clean Energy Works 


– Automated customer follow-up emails


• In-home energy monitoring display pilot


• Equipment pilot to explore electric savings in 


manufactured homes


• Air sealing pilot in New Homes


• Midstream appliance pilot


Residential sector: Initiatives and pilots







• Continuous improvement


– Online Home Energy Review improvements


– Trade ally portal enhancements


– Automated customer emails based on program interactions


– Midstream and upstream strategies


• Managing the cost of delivery 


– IT development to bring administrative cost reductions


– RFPs for equipment cost reductions


– Transitioning retail field services to PMC


– Transitioning away from in-home Home Energy Reviews


• Expand customer participation and experience


– Enhanced customer engagement strategies and targeting


– On-bill payment expansion and other financing options


– Increased focus on rural engagement


Residential sector: Links to the Strategic Plan
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Sector







Commercial sector: Goals and budget


2014 Goal 2014 Re-forecast 2015 Goal
2015 Budget 


($ Million)


Cascade Natural Gas 


(therms)
293,098 367,166 243,842 $1.1


NW Natural (therms) 2,199,588 2,522,779 2,487,005 $8.8


PGE (kWh) 128,264,931 119,493,476 107,392,740 $34.9


Pacific Power (kWh) 54,995,872 62,159,797 62,216,884 $19.2


Ro1







Commercial sector: 2015 electric savings
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Commercial sector: 2015 gas savings
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Commercial sector: Strategies and activities


• Existing Buildings and Multifamily


– Delivery: Program Management Contracts with ICF and 


Lockheed Martin, trade ally contractors, Allied Technical 


Assistance Contractors


– Services and Incentives: Custom and prescriptive, studies, 


midstream and direct install, increasing custom gas and 


exploring prescriptive changes


• New Buildings


– Delivery: Program Management Contract with CLEAResult


(formerly PECI), Design Allies


– Services and Incentives: Custom and market solutions, 


training and design assistance; incentives will remain at 


current level







Commercial sector: Strategies and activities


• Strategic Energy Management: Comprehensive O&M 


Solutions


– Delivery: Cohort approach through new Program 


Delivery Contractor structure


– Services and Incentives: Multi-year engagement, 


training, analysis, implementation of savings strategies; 


incentives will remain at current level







• Direct install for small commercial


• SEM curriculum development


• Enhancing trade ally engagement and marketing 


strategies


• Benchmarking opportunities with Multifamily and with the 


City of Portland


• Multifamily water sub-metering pilot


• Multifamily direct-install LED


• New Net Zero offering


• Revised data center offerings


• Support for new modeling tools in New Buildings


• Expansion of market solutions packages


Commercial sector: New initiatives and focus 


areas







• Expand customer participation
– Expanded regional outreach


– Financing opportunities


– Prescriptive incentives


– Quarterly customer newsletter, Energy Assets


– Expansion of case studies and video library


• Develop new measures and approaches
– New midstream incentives


– Pay-for-performance pilot


• Continuous improvement
– SEM contract structure


– Data utilization


– Streamlining application processes


– Enhance web presence


– Cross-promote solar


Commercial sector: Links to the Strategic Plan
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Industry & Ag sector: Goals and budget


Ro1


2014 Goal 2014 Re-forecast 2015 Goal
2015 Budget 


($ Million)


Cascade Natural Gas 


(therms)
45,000 26,039 35,015 $0.1


NW Natural (therms) 1,151,420 874,306 1,030,561 $2.9


PGE (kWh) 101,803,954 95,084,300 89,200,691 $19.3


Pacific Power (kWh) 51,235,447 43,864,561 45,219,287 $10.0







Industry & Ag sector: 2015 electric savings
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Industry & Ag sector: 2015 gas savings
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• Custom Track: Custom Projects and SEM


– Delivery: Custom Program Delivery Contractors (PDCs) act as 


primary point of contact with Energy Trust for end-use customers


– Services: Project studies by Allied Technical Assistance 


Contractors (ATACs) and SEM by Industrial Technical Service 


Providers (ITSPs)


– Incentives: Custom incentives held at current level; consider 


bonuses as needed in 2015 to reach goals


• Streamlined Tracks: Lighting and Streamlined Industrial 


– Delivery: Trade Ally Coordinator PDCs develop prescriptive and 


calculated measures/tools and trade ally channels


– Incentives: Incentives held at current levels; consider bonuses 


as needed in 2015 to reach goals


Industry & Ag sector: Strategies and activities







• Expand and leverage PDC delivery 


– Continue expansion of Custom PDC scope to serve all 


sizes of industries and to promote uptake of streamlined 


measures


– Increase level of effort of trade ally PDCs to process 


growing number of projects, promote new technologies/ 


measures, expand Trade Ally Network in rural areas


• Expand SEM for all sizes of industries


– Implement SEM cohorts of mixed sizes in Southern OR, 


Central OR and the Willamette Valley


– Complete development and roll out Core SEM standardized 


curriculum, tools and materials; expand pool of ITSPs 


– Begin development of Continuous SEM offerings for those 


who have already completed 1 year SEM training programs  


Industrial & Ag sector: New initiatives and 


focus areas 







• Broaden participation by underserved customers


– Delivery scope additions focus on smaller industries, rural areas


• Develop new measures and approaches to save energy


– Streamlined: LEDs, Performance+, small compressed air leak 


reduction


– SEM development


• Continuously improve program design and services


– Intentional cross-marketing


– Develop tools and tune approaches that help reduce costs of 


serving smaller industries 


Industrial & Ag sector: Links to the Strategic 


Plan







Northwest Energy 


Efficiency Alliance







2014 Goal
2014 


Re-forecast
2015 Goal


2015 Budget 


($ Million)


2015 Levelized


Cost (per kWh)


PGE (kWh) 31,054,797 28,398,118 25,027,349 $4.2 1.9¢


Pacific Power 


(kWh)
21,580,452 19,734,286 17,391,886 $2.9 1.9¢


NW Natural 


(therms)
- - - $0.52


Cascade 


Natural Gas 


(therms)


- - - $0.06


NEEA: Goals and budget


Ro1







• Residential


– Heat pump water heaters: Build regional uptake and market 


demand of northern climate heat pump water heaters


– New construction: Accelerate market adoption of efficient 


building practices and technologies to pave the way for future 


code adoption; transition from ENERGY STAR to Next Step 


Home


– Retail product portfolio: New initiative to increase the sale of 


efficient products in the retail channel by leveraging midstream 


incentives to influence stocking practices; builds off success of 


TV initiative


– Ductless heat pumps: Build and increase market and consumer 


demand, adoption of ductless heat pumps in electrically heated 


homes 


– Super-efficient dryers: Validate energy savings for this new 


technology and product potential to pave way for more stringent 


federal standard


NEEA: Strategies and activities







• Commercial


– Real estate: Establish and execute roadmap of tools and best 


practices for market actors


– Building Operator Certification: Accelerate market adoption of 


high-performance operations and maintenance of commercial 


buildings


– Upstream lighting: Build an upstream platform to shift 


replacement lamp market toward low-wattage lamps


– Top-tier trade ally: Foster advanced commercial lighting retrofit 


community that generates projects with deep energy savings


– Luminaire level lighting controls: Accelerate the adoption of 


luminaires with embedded controls


– New construction: Innovate and advance the practices of 


integrated design


NEEA: Strategies and activities







• Industrial


– Certified Refrigeration Energy Specialist: Validate certification 


and expand the capabilities of Northwest refrigeration operators


– Strategic Energy Management: Introduce a regional knowledge 


center of SEM tools and resources to enable utilities to expand 


their SEM offerings


• Cross Sector


– Codes & Standards: Participate in federal and regional 


proceedings to create and improve equipment efficiency 


standards


– Previously funded initiatives: Track and report on market 


transformation savings from previously funded initiatives 


including new homes, CFLs, TVs and consumer appliances


NEEA: Strategies and activities







• New natural gas market transformation plan


– Five-year complement to NEEA’s business plan


– Step toward fully integrated market transformation work


– Initial work to include:


• Gas-fired heat pump water heaters


• Combined space/water heating


• Hearth products


• Rooftop HVAC units


• Dryers


• Codes and standards development work


• Scanning for other opportunities


NEEA: New initiatives and focus areas







Wrap Up







Convert two existing temporary   


contractors to staff


o Industrial Program Coordinator


o Communications and Customer 


Service Coordinator / Analyst 


Add two new full-time positions


o Planning Engineering Manager


o Technical Manager - Industrial


Manage growth in staffing costs 


o Lower medical benefit, agency and  


unemployment costs expected in 


2015 as a result of competitive 


bidding, self-insuring and lower 


utilization


Outcomes:


o Address growth in industrial sector; maintain 


excellent customer service; pursue data analysis 


for improved outreach; support growth in web 


forms


Outcomes:


o Address growth in engineering workload as a 


result of new technology work; increased regional 


coordination for emerging technology issues


o Address growth in industrial sector 


Outcomes:


o Overall staffing cost is flat; savings from medical 


and unemployment costs combined with less  


personnel agency expenses offset new staff and 


other scheduled increases


Staffing to support action plan focus areas







• $525 million in future bill savings for 2015 participants 
+  jobs, wages and business income from bill savings recirculating in our local economy


• Energy improvements at homes and businesses throughout Oregon 


and southwest Washington 


• Affordable energy at 3.1 cents/kWh and 34.4 cents/annual therm


• Enough clean energy to power 43,700 homes and 


heat 11,400 homes 


• Improved air quality by avoiding 222,000 tons of carbon dioxide


• Continued high customer satisfaction


• Increased visibility, access and participation statewide


• Training and support for nearly 2,700 local businesses


Benefits from 2015 investments


Ro1







RAC/CAC presentations, Oct. 22 


Draft budget online, Oct. 31


Board of Directors, Nov. 5


OPUC workshop, Nov. 12


Utility presentations, Oct. 29 


Nov. 6, 11, 13


Live webinar, Nov. 12


Public comments due Nov. 19


RAC/CAC updates, Nov. 21


OPUC public meeting, Nov. 25


October & November December


Comments reviewed


Final adjustments, if needed


Final proposed budget online, Dec. 4


Board of Directors, Dec. 12


Action on Final Proposed


2015 Annual Budget and 


2015-16 Action Plan


www.energytrust.org/about/budget


Send comments to info@energytrust.org
+


Budget outreach schedule







+ www.energytrust.org/about/budget


Send comments to info@energytrust.org; comments due Nov. 19


Discussion and feedback


• What questions do you have?


• What information needs clarification?


• Other feedback?







Feedback, discussion


www.energytrust.org/about/budget


Send comments to info@energytrust.org 


Thank you


1.866.368.7878 


www.energytrust.org







Utility Detail







* % of total 2015 electric savings


PGE: 2015 savings, budget by program


Ro1


2014 


Savings 


Goal aMW


2014 Savings 


Forecast 


aMW


2015 Savings 


Goal aMW


2015 Budget 


($ Million)


2015 Levelized


Cost/kWh


Existing Buildings (30%*) 11.0 10.2 10.1 $28.2                 3.4¢


New Buildings (7%) 3.6 3.4 2.2 $6.6                 3.4¢


Production Efficiency (31%) 11.6 10.9 10.2 $19.4                2.6¢


Existing Homes (8%) 3.0 3.0 2.6 $9.1                 3.7¢


New Homes and Products 


(15%) 4.9 5.2 5.1 $12.4                 3.5¢


NEEA – combined (9%) 3.5 3.2 2.8 $4.2                 1.9¢


TOTAL 37.6 35.9 33.0 $79.9               3.1¢







2014 


Savings 


Goal aMW


(Net)


2014 Savings 


Forecast 


aMW (Net)


2015 Savings 


Goal aMW


(Net)


2015 Budget 


($ Million)


2015 Levelized


Cost/kWh


Existing Buildings (26%*) 4.9 5.4 5.1 $ 14.6                 3.2¢


New Buildings (10%) 1.4 1.7 2.0 $ 4.6                 2.7¢


Production Efficiency (26%) 5.9 5.0 5.2 $ 9.9                 2.2¢


Existing Homes (10%) 2.2 2.1 2.0 $ 7.8                 4.5¢


New Homes and Products 


(18%) 3.2 3.4 3.6 $ 7.9                 2.5¢


NEEA – combined (10%) 2.5 2.3 2.0 $ 2.9                 1.9¢


TOTAL 20.1 19.9 19.9 $ 47.8               2.8¢


* % of total 2015 electric savings


Pacific Power: 2015 savings, budget by 


program (net)


Ro1







* % of total 2015 electric savings


Pacific Power: 2015 savings, budget by 


program (gross)


Ro1


2014 Savings 


Goal aMW


(Gross)


2014 Savings 


Forecast aMW


(Gross)


2015 Savings 


Goal aMW


(Gross)


2015 Budget 


($ Million)


2015 Levelized


Cost/kWh 


(Gross)


Existing Buildings 


(29%*) 5.69 6.24 6.33 $ 14.6 2.9¢


New Buildings (9%) 1.36 1.70 1.93 $ 4.6 2.6¢


Production Efficiency 


(27%) 6.61 5.66 5.99 $ 9.9 2.3¢


Existing Homes (10%) 2.37 2.23 2.21 $ 7.8 3.7¢


New Homes and 


Products (16%) 3.25 3.41 3.62 $ 7.9 3.3¢


NEEA – combined 


(9%) 2.46 2.25 1.99 $ 2.9 1.9¢


TOTAL 21.74 21.48 22.06 $ 47.8 2.8¢







2014 Savings 


Goal Annual


Therms


2014 Savings 


Forecast Annual  


Therms 


2015 Savings 


Goal Annual 


Therms


2015 Budget 


($ Million)


Levelized


Cost/


therm


Existing Buildings  (38%*) 1,246,403 1,262,577 1,480,940 $ 5.8        $0.38       


Existing Homes (22%) 1,181,808 1,047,925 839,780 $ 4.6        $0.41       


New Homes & Products 


(24%) 948,671 921,487 941,956 $ 4.3        $0.30       


New Buildings  (8%) 418,670 489,427 314,741 $ 0.9        $0.24       


Production Efficiency  (8%) 328,500 262,292 289,057 $ 0.8        $0.28       


NEEA (0%) $ 0.5        $0.30       


TOTAL 4,124,053 3,983,708 3,866,473 $ 16.9        $0.35       


NW Natural: 2015 savings, budget by 


program (Oregon, without industrial)


Ro1
* % of total 2015 gas savings--Oregon







2014 Savings 


Goal Annual


Therms


2014 Savings 


Forecast Annual  


Therms 


2015 Savings 


Goal Annual 


Therms


2015 Budget 


($ Million)


Levelized


Cost/


therm


Production Efficiency 


(58%*) 822,920 612,014 741,504 $ 2.15        $0.28       


Existing Buildings (41%) 298,959 523,368 530,145 $ 1.43        $0.27       


New Buildings  (1%)  85,555 110,375 11,180 $ .06        $0.44       


TOTAL 1,207,434 1,245,758 1,282,830 $ 3.64        $0.28       


NW Natural: 2015 savings, budget for Oregon 


(Industrial DSM)


Ro1


* % of total 2015 gas savings—Oregon Industrial DSM







2014 Savings 


Goal Annual


Therms


2014 Savings 


Forecast Annual


Therms


2015 Savings 


Goal Annual 


Therms
2015 Budget 


($ Million)


Levelized


Cost/


therm


Existing Buildings 


(58%*)
150,000 137,031 150,000 $ 0.69              $0.37


Existing Homes (21%) 57,185 57,185 53,901 $ 0.47            $0.58


New Homes and 


Products (21%)
52,660 52,660 55,901 $ 0.35 $0.50


Total 259,845 246,876 259,895 $1.51              $0.44


NW Natural: 2015 savings, budget by 


program (Washington)


Ro1


* % of total 2015 gas savings—Washington 







2014 Savings 


Goal Annual


Therms


2014 Savings 


Forecast Annual


Therms


2015 Savings 


Goal Annual 


Therms
2015 Budget 


($ Million)


Levelized


Cost/


therm


Existing Buildings (40%*) 1,695,362 1,922,976 2,161,085 $7.9 $0.36


Existing Homes (17%) 1,238,993 1,105,110 893,681 $5.0 $0.42


New Homes & Products 


(18%) 1,001,331 974,147 997,950 $4.7 $0.31


New Buildings  (6%) 504,226 599,803 325,921 $1.0 $0.25


Production Efficiency  


(19%) 1,151,420 874,306 1,030,561 $2.9 $0.28


NEEA (0%) $0.5


TOTAL 5,591,332 5,476,342 5,409,197 $22.0 $0.34


NW Natural: 2015 savings, budget by program 


(all programs, both states)


Ro1
* % of total 2015 gas savings—Total NW Natural  







2014 Savings 


Goal Annual


Therms


2014 Savings 


Forecast 


Annual Therms


2015 Savings 


Goal Annual 


Therms


2015 Budget 


($ Million)


Levelized


Cost/


therm


Existing Buildings (42%*) 236,616 309,329 173,677 $0.87 $0.41


Production Efficiency (8%) 45,000 26,039 35,015 $0.11 $0.33


Existing Homes (9%) 41,899 41,115 38,543 $0.24 $0.49


New Homes and Products 


(24%) 90,565 98,856 97,749 $0.50 $0.33


New Buildings (17%) 56,482 57,837 70,165 $0.28 $0.32


NEEA (0%) $0.05


TOTAL 470,561 533,176 415,149 $2.05 $0.38


Cascade Natural Gas: 2015 savings, budget 


by program


Ro1


* % of total 2015 gas savings








    
2015-2016 DRAFT BUDGET & ACTION PLAN 


Acquire cost-effective energy efficiency, accelerate renewable energy investment,  
expand participation, continuously improve operations, be accessible, communicate. 


. 
 


Commercial 
Existing Buildings


NOV 2014


Program Purpose:  Acquire cost-effective electric and natural gas savings by providing technical assistance and financial 
incentives for high-efficiency equipment and energy-efficient operating practices in existing commercial facilities. 


2015 Strategies & Activities   


1. Deliver program to commercial entities through Program Management Contractor (ICF), subcontractors and a statewide 
comprehensive network of trade allies.  


2. Continue to focus on delivering tailored program services to the entire value chain of target markets from business 
owners, property owners, tenants, property management companies, service providers, electrical/mechanical 
contractors, distributors, manufacturer representatives and manufacturers. 


3. Provide offerings and services that appeal to a wide-range of participants. 


4. Maintain statewide program reach, while looking for opportunities to reach customers in under-participating areas. 


5. Continue approach to increase non-lighting trade ally project activity in addition to historical lighting focus.  Develop 
approaches for trade allies to sell lighting and non-lighting measures concurrently. 


6. Evolve lighting program offerings to adapt to changing lighting baselines associated with market transformation effects 
and federal lighting standards. 


7. Adapt to reduced gas and electric avoided costs to provide cost-effective measures, providing more services as 
necessary to aid the customer’s decision making and redefining recommendations to limit marginally cost-effective 
measures. 


8. Increase operations-based savings and low-cost/no-cost approaches to saving energy as a means to expand 
opportunities for customer engagement and to provide energy savings options for the capital constrained customer. 


9. Build and leverage long-term relationships to help customers implement energy savings strategies over time. 


10. Explore options to streamline certain program requirements including compressing processes and paperwork in order to 
speed participation and provide more direct access to program experts via a dedicated call center. 


11. Increase awareness and visibility throughout the state by expanding geographic presence with statewide field staff to 
promote program with customers and trade allies.  


12. Develop marketing strategies to address key barriers to action, including customer success stories and demonstration of 
the business case for energy efficiency. A cross-sector marketing campaign will promote advanced lighting solutions, 
including LEDs and controls, and other services for commercial and industrial businesses.  


2015 New Initiatives & Focus Areas  


Initiatives and focus areas for 2015 incorporate elements of the Strategic Plan including; expanding customer participation, 
replenishing energy efficiency resources through development of new measures and approaches, and continuously improving 
program design and services. 


1. Continue to provide direct outreach and technical services to help key customers maximize their energy savings. 


2. Evolve Comprehensive Lighting Pilot offering to continue to educate the market on better lighting design and, if 
appropriate, incorporate into steady-state program offerings. 


3. Provide incentives for technically sound and cost-effective LED lighting applications. 


4. Develop and roll-out an offering to provide streamlined measure installation services for small commercial customers. 


5. Expand market education on the pending Federal 2014 lighting ballast standard and provide incentives to encourage 
participants to convert remaining T12s to low wattage T8s or other energy-efficient lighting options.   


6. Serve small commercial customers through a direct install approach for lighting and possibly other measures. 


7. Expand Strategic Energy Management (SEM): 1) Enrolling more participants in the SEM Cohort approach; 2) Offering a 
continuation of SEM services to select participants; 3) Expanding contractor base and standardizing market approach 
through development of training materials; and 4) Finding ways to deliver to customer subsets categorized by market, 
size, geography, etc. 


8. Work with other efficiency organizations to achieve regional economies to reduce product costs and ensure supply.  


9. Use incentives, services and sales techniques to encourage customers to install more measures in a shorter time frame. 


10. Continue to coordinate with Oregon Department of Energy to identify and study schools projects in Energy Trust service 
territory. 


11. Coordinate with NEEA and other NEEA utility funders to leverage regional lighting coordination opportunities like 
upstream buy-downs and contractor training. 


12. Continue to promote Building Operator Certification by providing incentives for customers to enroll in the course. 


13. Coordinate with electric utility field and outreach representatives and marketing efforts to recruit and screen new leads.  







    
2015-2016 DRAFT BUDGET & ACTION PLAN 


Acquire cost-effective energy efficiency, accelerate renewable energy investment,  
expand participation, continuously improve operations, be accessible, communicate. 
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Commercial 
Existing Buildings


NOV 2014


14. Support Pay for Performance pilot to determine viability of paying incentives over time. 


15. Multifamily Strategies and Activities and New Initiatives and Focus Areas presented in a separate Action Plan. 


2016 Planned Activities 


1. Continue to expand program reach by doing more with existing customers and serving new customers. 


2. Continue to expand the emphasis on operations and strategic energy planning. 


Targets   







    
2015-2016 DRAFT BUDGET & ACTION PLAN 


Acquire cost-effective energy efficiency, accelerate renewable energy investment,  
expand participation, continuously improve operations, be accessible, communicate. 
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Commercial 
Existing Buildings


NOV 2014


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $37.4 $6.3 $43.8 15.6 3.1 2,095,274 36.0


2015 Budget $42.8 $8.1 $50.9 15.2 3.5 2,184,762 36.0


2016 Projection $43.7 $8.3 $52.0 15.2 4.2 2,184,762 41.3  
 


 


 


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $33,407,178 $26,273,192 $30,107,532 $30,843,922


Delivery Costs
Program Management 729,288 611,758 702,000 713,642
Program Delivery 10,529,452 11,144,731 13,429,837 13,824,928
Marketing-PMC 936,166 936,166 994,580 1,016,076
Performance Comp 355,000 175,000 400,000 407,350
Total Delivery Costs 12,549,905 12,867,655 15,526,417 15,961,996


ETO expenses
Staffing 738,221 652,093 665,703 710,496
Marketing 246,500 266,000 321,000 322,200
Other Services 1,359,447 1,078,747 1,325,012 1,147,762
General 116,500 93,500 122,500 122,123
Allocations 1,348,450 1,099,051 1,064,152 1,178,694


Sub-Total before Admin Costs 49,766,202 42,330,237 49,132,316 50,287,192


Administrative Costs 1,776,708 1,431,238 1,734,102 1,688,230


TOTAL EXPENSE 51,542,910 43,761,475 50,866,419 51,975,422  
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Acquire cost-effective energy efficiency, accelerate renewable energy investment,  
expand participation, continuously improve operations, be accessible, communicate. 


 
Commercial 


Existing Multifamily 


 


NOV 2014


 
Program Purpose:  Acquire cost-effective electric and natural gas savings by providing technical assistance and financial 
incentives for high-efficiency equipment and energy efficient operating practices in existing multifamily (2+ attached units, 
retirement and campus living) and condominium and townhome buildings. 


2015 Strategies & Activities   


1. Deliver program to multifamily entities through Program Management Contractor (Lockheed Martin, Inc.), subcontractors 
and a statewide network of trade allies specializing in this market. 


2. Develop and include offerings and initiatives that will involve multifamily tenants in the savings decision and overcome the 
split incentive dilemma. 


3. Continue to focus on delivering tailored program services to the entire value chain of target markets from property owners, 
tenants, property management companies, service providers, electrical/mechanical contractors, distributors, manufacturer 
representatives and manufacturers. 


4. Provide offerings and services that appeal to a broad mix of multifamily owners and managers.  


5. Expand program throughout the state to reach new customers and go deeper with existing customers in all four utility 
service territories.   


6. Collaborate across New Buildings, Existing Homes, Existing Buildings and Renewables to maximize program effectiveness 
in the marketplace.  


7. Build and develop an affordable housing project pipeline that can utilize either the on-bill financing option through the 
MPower Oregon pilot or through normal program tracks. 


8. Continue to leverage learnings and redesign efforts for custom track projects and audits to launch refined services and 
offerings to better fit the needs, budgets and timelines of multifamily owners and managers.  


9. Expand the distributor buy-downs focused on suppliers of energy efficient appliances and equipment in order to 
competitively place efficient equipment in replacement applications.  


10. Enhance outreach focus to promote project activity including selling lighting and non-lighting measures concurrently. 


11. Launch seasonal and special “limited time only” bonuses for specific technologies to increase penetration and introduce 
successful, yet-to-be-adopted technologies.  


12. Increase operations-based savings and low-cost/no-cost approaches to save energy in a capital constrained market. 


13. Build and leverage long-term relationships to help established customers implement energy savings strategies over time 
and across multiple capital budget cycles. 


14. Develop marketing approaches that use customer success stories to demonstrate the strong business case for energy 
efficiency as a means to help spur action from more property managers. A cross-sector marketing campaign will promote 
advanced lighting solutions, including LEDs and controls, and other services for commercial and industrial businesses. 


2015 New Initiatives & Focus Areas  


1. Initiatives and focus areas for 2015 incorporate elements of the Strategic Plan including; expanding customer participation, 
replenishing energy efficiency resources through development of new measures and approaches, and continuously 
improving program design and services. 


2. Extend the program offerings and the “single point of contact” outreach approach to multifamily customers and trade allies 
in Central, East and Southern Oregon.   


3. Complete work with the affordable housing community to innovate how the program can serve their tenants through 
partnership in a financing pilot, behavioral opportunities and capital investments. 


4. Convert to LED Direct Install in place of compact fluorescents that were used by the program for the past decade.  


5. Continue to produce and refine an email newsletter specific to multifamily owners and decision makers in order to foster 
meaningful engagement with the program and its staff.  


6. Expand and integrate enhanced sales approach through tablet-based walkthrough survey, project analysis and benchmarking 
tools in order to provide comprehensive and actionable information on opportunities within customer portfolios.  


7. Collaborate with other energy efficiency implementation organizations to achieve economies in supporting pilot initiatives, 
reducing project costs and gaining organizational efficiencies. 


8. Coordinate with electric utility and water utility field and outreach representatives on marketing and outreach efforts to 
recruit and screen new leads and promote energy efficiency.  


9. Research, develop and test new measure opportunities for upgrades to electrically heated units, including pilots related to 
high efficient zonal heating alternatives and water sub-metering opportunities.     
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2016 Planned Activities 


1. Evaluate progress and lessons learned from MPower Oregon Pilot and move forward next stages of pilot if appropriate.  


2. Testing and integration of new ISM opportunities utilizing emerging technologies in order to supplement existing offerings 
that will be phased out due to changes in Federal Standards.  


3. Continue to expand the emphasis on affordable housing and within the general multifamily market for operations and 
strategic energy planning opportunities. 


Targets  - Multi-family program costs and energy savings tables are included in the Existing Buildings summary
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Commercial 
New Buildings 


 


 


Program Purpose:  Acquire cost-effective electric and natural gas savings by providing technical assistance and financial  
incentives for high-efficiency design and equipment in commercial and industrial new construction and major renovation projects. 


 


2015 Strategies & Activities 
1. Deliver program through Program Management Contractor (CLEAResult) and a statewide comprehensive network of 


program allies.  
2. New Buildings will continue to drive significant changes to how buildings are designed and constructed, resulting in 


sustained market practices that promote high-performance buildings.  
a. Position as a technical and educational resource in the market, provide trainings. 
b. Continue support of early design meetings with project teams to identify energy saving strategies and make the 


business case for achieving efficiency goals directly to owners. 
3. Deploy a robust regional outreach strategy serving six regions statewide: North Coast and Columbia River Corridor, 


Eastern Oregon, Central Oregon, Southern Oregon and Southern Oregon Coast, Willamette Valley and Central Coast, 
and Portland Metro areas. 


a. Allies will receive enhanced regional support with project reviews for design-build projects and trainings on tools 
and workbooks with support from an Energy Analyst. 


b. Lighting design support for allies will be expanded and a local resource in Eastern Oregon will be provided. 
c. Over 125 regional owner accounts will be leveraged along with over 100 regional architecture, engineering and 


design-build accounts. 
4. Target the small commercial market with simple solutions. 


a. Market new offers launched under the ‘Hey Building’ campaign to six market sectors, and develop two new 
packages to further reach and measure saturation. Packages are building type-specific and offer projects 
simpler, pre-calculate, packaged options to drive quick decision making. Add two new packages for office tenant 
improvement, and high-rise multifamily. Continue providing standard measures, and identifying new gas saving 
technologies. A cross-sector marketing campaign focused on lighting and other measures will also launched. 


5. Continue to build a market position for New Building Allies that actively support efficiency and are critical to New 
Buildings’ success in transforming the market. 


a. Focus on the allies’ influence on practical elements of integrated design, system selection and critical decisions 
that affect the efficiency of a project. 


b. Provide trainings in collaboration with AIA Portland and Cascadia Chapters. 
6. Launch Net Zero solutions by creating an approachable concept for early design and getting net zero on the drawing 


board for owners and design teams to consider, and begin to prepare for future changes in energy codes expected to 
ratchet up baselines quickly. Continue innovation through collaboration among stakeholders and the market. 


a. Implement changes from the most recent code update that took effect Q3-2014 and will phase in stepped 
increases in HVAC, impacting standard measures, in addition to some lighting power density reductions. 


b. Collaborate with stakeholders to develop a strategy to address future codes and standards.  
7. Increase the number of Solar Ready buildings eligible to receive incentives for solar PV installations by leveraging early 


design in New Buildings to include solar 
a. Promote Solar Ready design options and build a pipeline of future solar projects. 
b. Strengthen the Solar Design Ally network through training and education. 


 
2015 New Initiatives & Focus Areas 


1. Initiatives and focus areas for 2015 incorporate elements of the Strategic Plan including; expanding customer 
participation, replenishing energy efficiency resources through development of new measures and approaches, and 
continuously improving program design and services 


2. Drive small commercial market opportunities – target business owners, allies and designers.  
3. Position New Buildings to capture additional market transformation savings and adjust to the 2014 code. Engage trade 


allies to improve code compliance in advance of the 2017 code. Expand regional outreach and ally focused delivery 
statewide. 


4. Continue to engage potential net zero and net zero ready projects through targeted outreach and goal-setting by 
building on the success with Net Zero. 


a. Fine tune program design to remove barriers experienced by far-reaching projects. 
 


2016 Planned Activities 


1. Continue building the pipeline and support for 2014 Oregon Energy Efficiency Specialty Code in addition to adoption of 
the Reach code. 


2. Offer incentives and engineering support to reward increasing energy efficiency in excess of the energy code. 
3. Leverage our emerging delivery network of New Buildings Program Allies to drive projects that exceed code. 


 
(See budget detail on reverse side) 
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Targets   


 
 


 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $12.5 $1.7 $14.2 5.1 2.8 657,639 21.8


2015 Budget $11.3 $1.2 $12.5 4.1 3.0 396,086 26.1


2016 Projection $14.1 $1.5 $15.7 5.9 2.2 540,441 27.0


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $7,922,707 $7,507,011 $5,608,266 $8,621,966


Delivery Costs
Program Management 205,000 205,000 212,540 225,000
Program Delivery 4,123,000 4,123,000 4,262,395 4,165,000
Marketing-PMC 252,000 252,000 326,245 325,000
Performance Comp 125,000 125,000 120,000 110,000
Total Delivery Costs 4,705,000 4,705,000 4,921,180 4,825,000


ETO expenses
Staffing 275,251 305,134 306,270 326,394
Marketing 118,000 106,000 129,500 112,000
Other Services 546,947 497,947 412,512 529,512
General 18,000 18,000 11,000 5,000
Allocations 661,875 532,906 618,236 670,996


Sub-Total before Admin Costs 14,247,780 13,671,997 12,006,965 15,090,868


Administrative Costs 593,081 488,996 488,263 573,284


TOTAL EXPENSE 14,840,860 14,160,993 12,495,228 15,664,152
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Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


Program Purpose: NEEA invests in northwest market transformation programs across commercial, industrial and residential 
sectors, working in coordination with Energy Trust programs. NEEA focuses on products, services and practices that, while 
technically promising and cost-effective, are not taking hold in the market. To realize the promise and energy savings potential of 
these emerging opportunities, NEEA facilitates the development of coordinated regional strategies to permanently remove market 
barriers and executes components of those regional strategies for which a regional approach brings greater value than would 
individual action by utilities. NEEA’s role varies by market transformation program and is characterized by activities with market 
participants who are “upstream” from Energy Trust and utility customers. NEEA’s commercial sector programs are designed to 
create the market conditions that will accelerate and sustain market adoption of energy efficient products, services and practices 
in the commercial real estate, lighting and new construction markets, resulting in cost-effective energy savings for Energy Trust 
and the region. 


2015 Strategies & Activities   


1. Commercial Real Estate (CRE): Establish and execute to a regionally supported program roadmap of tools and best 
practices that deliver value to utility and CRE market partners. 


a. Develop a program roadmap and deliver at least three additional market resources in support of adopting 
energy efficiency best practices. 


b. Launch pilot of building renewal business case tool with utility and market partners. 
c. Leverage market research to support broadening program interventions in warehouse and big-box retail. 


2. Building Operator Certification (BOC): Accelerate market adoption of high performance operations and maintenance of 
commercial buildings by building market demand for certified building operators while continuing to increase market 
knowledge and capabilities. 


a. Target market demand creation in government, commercial office building and  healthcare market sectors 
b. Further remove cost and time barrier by offering blended online courses. 
c. Transition BOC initiative to market by ensuring  BOC providers are on a path to self-sufficiency at a higher 


market penetration 
3. Commercial Lighting Upstream: Build an upstream platform by expanding strategic relationships, tools, and infrastructure 


for the region and shift the market share towards low-wattage lamps in maintenance market through this platform 
a. Maintain and expand relationships with electrical distributors and lamp manufacturers. 
b. Continue with broader annual data collection activities and sales data to inform the region on their energy 


efficiency decision making 
c. Develop a process with Utility partners for targeting another technology through this platform 


4. Top Tier Trade Ally (TTTA) and Commercial Lighting Infrastructure: Foster an advanced commercial lighting retrofit 
community that generates projects with deep energy savings for NEEA’s partner utility programs. 


a. Engage stakeholders to incorporate basic lighting e-learning training into trade ally network requirements 
b. Launch a market test pilot of the Top Tier Trade Ally training with a few partner utilities 


5. Luminaire Level Lighting Controls (LLLC):  Accelerate adoption of embedded LLLCs 
a. Identify a utility-accepted savings method for Luminaires with embedded controls. 
b. Document non-energy benefits for each key market segment to build compelling business case for these 


advanced lighting controls. 
6. New Construction:  Innovate and advance the practices of integrated design to create opportunities for further energy 


reduction in the future. 


7. Gas Initiatives: Begin the groundwork for market transformation of gas-fired heat pump water heaters, gas-fired heat 
pumps for combined space and water heat, efficient rooftop HVAC, as well as codes and standards work and scanning 
for other market transformation activities. 


2015 New Initiatives & Focus Areas  


1. Introduce a regional knowledge center of Commercial Strategic Energy Management tools and resources to enable the 
regional utilities and market actors to further expand their SEM offerings. 


2. Introduce new initiatives identified in 2014 scanning review process, as appropriate per NEEA’s Initiative Lifecycle stage-
gate process 


3. Build upon the strategic market work to leverage and maximize common market intervention points across initiatives. 


2016 Planned Activities 


1. Support the New Construction Strategic market by launching a new Market transformation New Construction program. 







    


  


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Commercial  


Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


2. Continue refining and enhancing current portfolio of market transformation programs. 


 


 


 


Targets   


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms ($ / therm)


2014 Forecast $2.7 $0.1 $2.8 1.3 2.4


2015 Budget $2.6 $0.3 $2.9 1.0 5.3


2016 Projection $2.8 $0.3 $3.1 1.2 4.7  
 


2014 2014 2015 2016
Budget Forecast Budget Projection


Delivery Costs
Program Management
Program Delivery 2,680,448 2,641,687 2,658,999 2,816,119
Marketing-PMC
Performance Comp
Total Delivery Costs 2,680,448 2,641,687 2,658,999 2,816,119


ETO expenses
Staffing 19,062 6,926 42,859 45,675
Marketing
Other Services
General
Allocations 54,404 47,617 74,129 82,220


Sub-Total before Admin Costs 2,753,915 2,696,230 2,775,986 2,944,013


Administrative Costs 120,256 105,067 116,614 115,951


TOTAL EXPENSE 2,874,170 2,801,297 2,892,600 3,059,964


 
 


  
 
 







   


  


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Industry and Agriculture  


Production Efficiency (PE) 


NOV 2014


Program Purpose:  Acquire cost-effective electric and gas savings through technical assistance and financial incentives for 
high-efficiency design, equipment and operations in existing and new industrial and agricultural processes and facilities. Promote 
innovative technological and behavioral approaches to industrial energy efficiency; provide technical expertise, training and 
project funding to help companies plan, manage and improve their energy efficiency.  


2015 Strategies & Activities   


1. Custom track allows for a comprehensive approach to process efficiency projects, retrofits, operations & maintenance 
(O&M). 


a. Custom Program Delivery Contractor (PDC) delivery funds dedicated industrial efficiency engineers to work 
with industrial customers in assigned geographic territories. Custom PDCs facilitate program participation, 
encourage customer commitment and act as a key technical resource to plant staff over multiple years.  They 
achieve goals through developing and delivering Custom projects, which represent the majority of industrial 
energy savings.  


2. Streamlined tracks focus on simpler or more standardized projects delivered by Energy Trust Trade Allies. The 
streamlined tracks are delivered by specialized PDCs, who focus on trade ally outreach and training, project verification 
and delivery of savings from streamlined measures, and new measure and tool development. Streamlined measures 
rely on prescriptive and calculated savings analysis tools developed for mass deployment, rather than relying on 
custom technical studies to determine savings and incentives for each project. This simplified analysis and use of trade 
ally vendors for delivery of these projects provides a shorter and simpler project development cycle for participants and 
their vendors, and includes:  


a. The Lighting Trade Ally Network delivers all types of lighting projects at industrial sites.  
b. The Streamlined Industrial and Agricultural Initiative delivers savings from irrigation measures, small 


compressed air, VFDs and other prescriptive and calculated measures.   
3. Increase depth and persistence of savings and respond to customer demand by providing training, tools, technical 


support and public recognition to establish or improve an energy management culture in the workplace. 
4. Drive customer adoption of industrial strategic energy management (SEM) and support their continuous improvement.  


2015 New Initiatives & Focus Areas  


 Broaden Participation by Underserved Customers 
o Increase PDC outreach and provide custom services to small industries in all areas of Energy Trust service 


territory.  
o Expand the trade ally and vendor network for effective delivery of irrigation, compressed air and other 


streamlined industrial measures, especially in rural areas.  
 Develop new measures and approaches to save energy 


o Promote and support trade ally and vendor deployment of newer streamlined measures/technologies including 
LEDs, Performance Plus Lighting, and direct install of small compressed air leak reduction through a variety of 
channels, including a cross-sector marketing campaign focused on lighting and other measures. 


o Bring Industrial Strategic Energy Management (SEM) to scale in the market. Optimize and standardize 
offerings for all sizes of industries, expand the number of participants enrolled in SEM offerings, and develop 
approaches to help participants harvest even more savings from their SEM program, long term.   


 Continuously improve program design and services 
o Leverage and cross-promote within all Production Efficiency delivery channels to increase savings, provide 


additional value to Trade Allies and create seamless customer experience.   
o Work with PDCs to develop tools and approaches that reduce the cost of providing Custom services to small 


industries around the state.  
 


2016 Planned Activities 


1. Launch Continuous SEM offering targeted at > 100 industries that have completed introductory SEM offerings.  
 


2. Re-compete Streamlined Track Delivery contracts.  







   


  


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Industry and Agriculture  


Production Efficiency (PE) 


NOV 2014


Targets   


 


 
 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $27.8 $2.1 $30.0 15.9 2.2 900,345 26.9


2015 Budget $29.3 $3.0 $32.3 15.3 2.6 1,065,576 27.7


2016 Projection $30.2 $3.0 $33.2 18.1 2.2 1,065,576 26.6


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $21,085,070 $17,613,923 $18,348,595 $19,246,295


Delivery Costs
Program Management
Program Delivery 8,825,161 8,805,161 9,513,155 9,575,505
Marketing-PMC
Performance Comp 330,000 225,000 330,000 330,000
Total Delivery Costs 9,155,161 9,030,161 9,843,155 9,905,505


ETO expenses
Staffing 850,843 875,965 1,111,204 1,121,247
Marketing 182,500 132,500 234,000 234,000
Other Services 1,008,213 895,213 952,852 849,852
General 69,560 37,860 62,500 62,500
Allocations 561,560 461,976 669,032 738,298


Sub-Total before Admin Costs 32,912,907 29,047,598 31,221,338 32,157,697


Administrative Costs 1,158,042 924,654 1,091,766 1,064,736


TOTAL EXPENSE 34,070,949 29,972,252 32,313,104 33,222,433







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Industrial  


Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


Program Purpose:  NEEA invests in northwest market transformation programs across commercial, industrial and residential 
sectors, working in coordination with Energy Trust programs. NEEA focuses on products, services and practices that, while 
technically promising and cost-effective, are not taking hold in the market. To realize the promise and energy savings potential 
of these emerging opportunities, NEEA facilitates the development of coordinated regional strategies to permanently remove 
market barriers and executes components of those regional strategies for which a regional approach brings greater value than 
would individual action by utilities. NEEA’s role varies by market transformation program and is characterized by activities with 
market participants who are “upstream” from Energy Trust and utility customers. NEEA’s industrial and agriculture sector 
programs are designed to create the market conditions that will accelerate and sustain market adoption of energy efficient 
products, services and practices in industrial and irrigated agriculture markets, resulting in cost-effective energy savings for 
Energy Trust and the region. 


2015 Strategies & Activities   
1. Certified Refrigeration Energy Specialist (CRES):  Market test and validate CRES certification, and build the strategy 


to expand the capabilities of northwest refrigeration operators through CRES 
a. Create the business case for CRES. 
b. Develop and implement a strategy to leverage market partners to enable CRES adoption. 


2014 New Initiatives & Focus Areas  


1. Introduce new initiatives identified in 2015 scanning review process, as appropriate per NEEA’s Initiative Lifecycle 
stage-gate process. 


2. Introduce a regional knowledge center of Industrial Strategic Energy Management tools and resources to enable the 
regional utilities and market actors to further expand their SEM offerings. 


2016 Planned Activities 


1. Continue 2015 planned activities 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Industrial  


Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


 


Targets    


 
 


 
 


 


 


 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $1.0 $0.0 $1.0 0.3 5.4


2015 Budget $0.2 $0.0 $0.2 0.2 1.7


2016 Projection $0.2 $0.0 $0.2 0.1 4.8


2014 2014 2015 2016
Budget Forecast Budget Projection


Delivery Costs
Program Management
Program Delivery 1,318,082 930,840 138,553 145,851
Marketing-PMC
Performance Comp
Total Delivery Costs 1,318,082 930,840 138,553 145,851


ETO expenses
Staffing 12,306 14,195 6,031 6,447
Marketing
Other Services
General
Allocations 56,045 49,316 16,155 17,957


Sub-Total before Admin Costs 1,386,432 994,351 160,739 170,255


Administrative Costs 59,941 39,564 6,699 6,656


TOTAL EXPENSE 1,446,373 1,033,916 167,438 176,910







    


   


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Residential  


Existing Homes 


NOV 2014 


Program Purpose:   Acquire cost-effective electric and gas savings by providing energy-efficiency products, services and 
incentives to homeowners of existing single-family and manufactured homes.  


2015 Strategies & Activities   


1. Deliver program through Program Management Contractor (CLEAResult), subcontractors and a statewide 
comprehensive network of trade allies.  


2. Redesign program elements to further cost effective delivery approaches and maximize returns for individual customers 
and the utility customer base as a whole. 


3. Develop processes and program design strategies with attention to maintaining value to all customers with attention to 
maintaining services and incentives benefitting all customers while specifically targeting customers with highest savings 
potential.   


4. Improve customer and trade ally experiences through a focus on ease in participation and offering instant incentives. 


5. Expand trade ally use of quality installation checklists and streamline program-delivered quality assurance (QA) 
processes to increase cost effectiveness of quality management delivery.  


6. Adapt program measures and savings to respond to outcomes of OPUC Docket UM 1622 and UM 1696, including  
cessation of wall, floor, and duct insulation in gas heated homes by the end of the 2014-2015 heating season. 


7. Manage to established thresholds of portfolio savings achieved through Instant Savings Measures (ISMs).   


8. Streamline program touch points and guide customers to relevant resources and support, based on customer 
disposition, utility consumption, and housing characteristics.  


9. Leverage savings opportunities through support or collaboration with NEEA, supply chain, industry stakeholders, and 
trade allies. 


10. Develop program design strategies to accelerate equipment installations (gas water heat, gas hearths, heat pumps, 
ductless heat pumps, and heat pump water heaters). 


11. Grow moderate income participation in installing energy-efficiency improvements through financing options. 


12. Explore opportunities to expand financing options to homeowners outside of the moderate income track. 


13. Support consumer awareness and education through the LivingWise Kit curriculum in schools. 


14. Leverage 2014 IT investments to support efficiencies in program delivery and increased communication and 
transparency with trade allies. 


15. Implement targeted and cross-sector marketing strategies to support equipment installations and promote offerings for 
residential customers, ensuring that as program design changes eligible customers continue to see incentives and offers 
available to them. 


2015 New Initiatives & Focus Areas  


1. Develop and implement pilots that aim to discover cost-effective electric savings in anticipation of reduced savings from 
compact fluorescent light bulbs (CFLs) and lower electric avoided costs.  


2. Implement administrative cost reductions and program design approaches that address program delivery cost 
effectiveness, as measured by the program utility cost test (UCT). 


3. Explore program designs intended to promote specific measures or services to achieve cost-effectiveness and/or drive 
better costs through competitive solicitation(s), as measured by the total resource cost test (TRC).  


4. Drive customer education and awareness around home energy use through supporting market delivery and expansion 
of EPS, an energy performance score developed by Energy Trust, in alignment with ODOE rules.  


5. Develop strategies designed to increase market share of efficient heating and water heating equipment through mid-
stream market engagements. 


6. Build strategies to claim verifiable savings through new behavior change initiatives. 


7. Expand upon 2014 pilot efforts to achieve savings through web-based programmable thermostats. 


2016 Planned Activities 


1. Plan for updates to gas avoided costs 


2. Manage program level cost effectiveness 


3. Expand behavior-based savings strategies 







    


   


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Residential  


Existing Homes 


NOV 2014 


Targets   


 


 
 


 


 


 


 


 


 


 


 


 


 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $14.9 $7.3 $22.2 5.0 3.1 1,089,040 50.0


2015 Budget $17.0 $4.8 $21.8 4.6 3.8 878,323 41.7


2016 Projection $16.7 $4.7 $21.4 4.2 4.0 787,443 43.9


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $12,666,827 $9,895,788 $10,528,493 $10,192,447


Delivery Costs
Program Management 446,500 446,500 408,090 408,090
Program Delivery 5,779,089 5,579,089 5,139,598 5,003,598
Marketing-PMC 1,642,895 1,642,895 1,341,471 1,341,471
Performance Comp 200,000 200,000 200,000 200,000
Total Delivery Costs 8,068,484 7,868,484 7,089,159 6,953,159


ETO expenses
Staffing 618,750 507,755 441,207 470,312
Marketing 537,500 507,500 393,250 393,250
Other Services 1,141,447 778,188 681,512 699,012
General 92,000 77,000 73,500 73,500
Allocations 2,180,318 1,782,014 1,763,023 1,865,765


Sub-Total before Admin Costs 25,305,326 21,416,729 20,970,144 20,647,444


Administrative Costs 998,745 748,693 840,332 783,749


TOTAL EXPENSE 26,304,072 22,165,421 21,810,476 21,431,193







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
 


Residential  


Products 


NOV 2014 


Program Purpose: Acquire cost-effective electric and gas savings by supporting customer selection of energy-efficient home 
products. Implement program efficiencies, targeted outreach, innovative program offerings and marketing, as well as expand 
focus on retailers and the retail channel, to engage consumers and deliver cost effective energy savings. Leverage data 
analytics and flexible incentive levels in tandem with increased retailer and consumer education to maximize uptake of energy 
efficient products and sustained energy savings. Introduce innovative pilot programs to explore new avenues for energy 
savings and customer service. 


2015 Strategies & Activities   


1. Deliver program through a new Program Management Contractor (Ecova) and an expanded, statewide 
network of retailers. 


2. Accelerate transformation of the lighting and showerhead markets with a sophisticated lighting and 
showerhead promotions strategy. 


3. Achieve significant energy savings by removing inefficient refrigerators from the grid and ensuring they are 
safely decommissioned and recycled. 


4. Continue the existing downstream appliance incentive model while testing alternative approaches to improve 
retailer participation and support. 


5. Educate retailers and consumers in the benefits and features of energy efficient lighting, showerheads and 
appliances to drive uptake of the most energy efficient products. 


6. Provide EPS scores on new manufactured homes to drive the customer choice to most efficient models. 
7. Pursue potential new savings opportunities to expand program portfolio. 
8. Implement delivery improvements which will gain program efficiencies and reduce costs, including 


transitioning field services to PMC staff, soliciting an increased number of retailers through a competitive 
RFP, subcontracting with a new recycling vendor and utilizing market data and analytics to drive targeted 
marketing strategies. 


9. Broaden participation by underserved customers through ensuring participation by a wide range of retail 
types, increased presence in rural communities and customized incentives by region. 


10. Continue to foster regional collaboration by partnering with key industry partners such as Northwest Energy Efficiency 
Alliance (NEEA), Regional Technical Forum (RTF) and Bonneville Power Administration (BPA). 


11. Implement targeted and cross-sector marketing strategies to support specific Products offerings and promote 
incentives and offerings for residential customers, ensuring that as program design changes eligible customers 
continue to see incentives and offers available to them. 


2015 New Initiatives & Focus Areas  


1. Implement new lighting and showerhead program design that uses data analytics and incentive amount flexibility to 
maximize energy savings potential across the entire territory. 


2. Implement EPS, Energy Trust’s energy performance scoring tool, for new manufactured homes to increase consumer 
awareness and drive sales of energy efficient models and heat pumps in manufactured homes. 


3. Collaborate with NEEA to explore pilots or initiatives in consumer electronics and/or heat pump dryers. 
4. Propose a pilot to evaluate the effectiveness of mid-stream incentive model(s). 
5. Explore options to improve participation and customer satisfaction with the recycling program through innovative 


incentive fulfillment options and coordinating point-of-purchase and bulk recycling opportunities. 
6. Explore the possibility of expanding appliance recycling to include clothes washers 
7. Identify strategies to encourage stocking of low-cost qualifying refrigerators, such as increased incentives for lower 


price-point models. 
8. Use Customer Engagement Mapping to identify opportunities to cross-promote appliance incentives with other Energy 


Trust programs to increase uptake of energy efficient appliances. 
9. Introduce pop-up promotions with a companion online product portal to increase availability of energy efficient 


products in rural communities. 


2016 Planned Activities 


1. Explore retailer-subsidized gift cards in place of incentive checks (pilot program) 


2. Enhance efficiency of retail point of sale data submission for lighting and showerheads 


3. Incorporate new measures into the program portfolio based on 2015 evaluation results 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
 


Residential  


Products 


NOV 2014 


Targets   


1. 72,734,895 kWh and 254,935 therms of energy savings in 2015 


2. 74,804,758 kWh and 254,934 therms of energy savings in 2016 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
 


Residential  


Products 


NOV 2014 


New Homes and Products – Combined 


 


 


 


Targets   


 
 


 


 
 


 


 


 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $19.1 $4.5 $23.6 8.6 3.5 1,020,343 31.2


2015 Budget $20.3 $4.8 $25.1 8.7 3.4 1,039,705 30.5


2016 Projection $20.5 $5.1 $25.5 9.0 3.2 1,220,821 85.9


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $11,699,796 $12,723,473 $15,067,337 $15,808,753


Delivery Costs
Program Management 256,443 256,443 580,874 614,047
Program Delivery 5,515,989 6,142,080 4,803,758 4,454,621
Marketing-PMC 1,373,040 1,373,040 997,593 940,732
Performance Comp 155,000 155,000 155,000 155,000
Total Delivery Costs 7,300,472 7,926,563 6,537,224 6,164,400


ETO expenses
Staffing 386,585 424,692 533,842 566,541
Marketing 290,000 280,000 320,500 320,500
Other Services 473,447 501,632 661,512 629,012
General 49,000 44,000 53,500 53,500
Allocations 1,001,251 827,880 942,649 1,040,532


Sub-Total before Admin Costs 21,200,552 22,728,239 24,116,563 24,583,239


Administrative Costs 787,435 831,515 1,005,985 945,773


TOTAL EXPENSE 21,987,986 23,559,754 25,122,548 25,529,011







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Residential  


New Homes Program 


NOV 2014 


Program Purpose:  


The New Homes program focuses on acquiring cost-effective electric and gas savings by engaging builders to build energy 
efficient homes that extend above code requirements. Through incentives, educational opportunities, trade and program ally 
support and quality assurance the program offers builders the resources necessary to improve their building practices and 
increase the energy efficiency of the homes they build. In 2015, the program will focus on expanding program reach by 
introducing new standalone measures, engaging new market segments and expanding into underserved markets.  


2015 Strategies & Activities   


1. Deliver program through Program Management Contractor (CLEAResult), subcontractors and a statewide 
comprehensive network of trade allies.  


2. Capture 26 percent of Energy Trust service territory new construction market by completing 2,195 EPSTM  new home 
projects. EPS is Energy Trust’s energy performance scoring tool.  


3. Expand program reach to capture savings in new product and market segments. This includes: pushing standalone 
measures, working with affordable housing organizations, targeting accessory dwelling units, small homes and major 
remodels 


4. Expand and diversify engagement with market actors including: developers, real estate allies and multifamily builders 
5. Continue to drive builders to the next level of efficiency upwards towards Live Net Zero while also supporting code 


builders through standalone measures  
6. Streamline overall program processes and delivery to support operational efficiencies and positive contractor and 


customer experience, including support for implementation of House Bill 2801 
7. Increase trade and program ally engagement in the field, emphasizing trainings and technical resources 
8. Provide continued improvement of the Axis tool to streamline delivery while maintaining data integrity 
9. Provide new technical and solar field training to support verifiers and subcontractors 
10. Coordinate with regional organizations and other programs, such as NEEA, Oregon Home Builders Association, and 


Existing Homes, across various program opportunities 
11. Implement targeted and cross-sector marketing strategies to increase market share and awarenss for EPS homes and 


promote offerings for residential customers, ensuring that as program design changes eligible customers continue to 
see incentives and offers available to them. 


2015 New Initiatives & Focus Areas  


1. Create multifamily incentive structure and recruit new builders into the program 
2. Add standalone measures including: furnaces with variable speed motors, ERVs, showerheads and central air 


conditioners 
3. Evaluate Pilot measures including: Home Energy Monitoring Systems (HEMS) and measures that support code and 


reach code 
4. Expand engagement with affordable housing organizations such as Habitat for Humanity and community action 


programs 
5. Create a developer incentive that motivates developers to include EPS as a part of neighborhood developments 
6. Partner with Earth Advantage to further engage with the real estate ally community, diving deeper with appraisers and 


lenders 
7. Work with market actors to prepare the market for the upcoming building code change in 2017 
8. Expand program reach into rural and underserved markets 
9. Launch a five year solar strategy that results in an increase in solar projects and overall solar awareness 
10. Maximize cooperative marketing opportunities for events, home tour sponsorships and to highlight EPS and Energy 


Trust as well as recognize builders to draw attention to the benefits of being an Energy Trust trade or program ally 
11. Develop training and education for homeowners and real estate trade allies who are interested in accessory dwelling 


units and small homes 


2016 Planned Activities 


1. Continue established activities and implement new opportunities with available funds, employing flexibility to meet 
savings, funding expectations and customer engagement goals 


2. Work with NEEA and other regional players to support advancement and alignment in the new homes market 
3. Implement and expand on developer incentives and promote early design assistance to recognize savings and work 


with new communities 


4. Position the program to support allies and builders through the 2017 building code change  


The combined New Homes and Products budget and savings can be found in the Products one pager. 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Residential  


Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


Program Purpose: NEEA invests in northwest market transformation programs across commercial, industrial and residential 
sectors, working in coordination with Energy Trust programs. NEEA focuses on products, services and practices that, while 
technically promising and cost-effective, are not taking hold in the market. To realize the promise and energy savings potential of 
these emerging opportunities, NEEA facilitates the development of coordinated regional strategies to permanently remove market 
barriers and executes components of those regional strategies for which a regional approach brings greater value than would 
individual action by utilities. NEEA’s role varies by market transformation program and is characterized by activities with market 
participants who are “upstream” from Energy Trust and utility customers.  NEEA’s residential sector programs are designed to create 
the market conditions that will accelerate and sustain market adoption of energy efficient products, services and practices in the 
consumer products and new construction markets, resulting in cost-effective energy savings for Energy Trust and the region. 


2015 Strategies & Activities   


1. Heat Pump Water Heaters (HPWH): Build regional uptake and market demand while accelerating consumer and supply 
chain adoption of northern climate heat pump water heaters to influence the passage of a federal standard requiring heat 
pump water heaters for all electric storage tanks greater than 45 gallons by 2025.  


a. Support the introduction of a new Tier 2 or 3 product into retail and wholesale market. 


b. Leverage market research to enhance marketing tools. 


c. Ensure 50 utilities offer incentives that reference the Northern Climate Specification. 


d. Drive product sales through 6 supply chain partnerships and promotions. 


e. Laboratory test 4 Heat Pump Water Heaters  


2. Residential New Construction: Accelerate market adoption of energy-efficient residential building practices and technologies 
to pave the way for future code adoption. 


a. Begin data collection and analysis on Phase II projects to inform savings estimates and best practice pathways. 


b. Outreach to 5 green building programs to potentially adopt Next Step Home Specification 


c. Align Northwest performance path homes with national oversight 


d. Develop Northwest ENERGY STAR specification for states that adopt 2012 IECC (WA completed) 


e. Establish an RTF-approved performance rating based energy savings methodology 


3. Retail Product Portfolio (RPP): Increase the sale and presence of energy-efficient products in the retail channel by 
leveraging mid-stream incentives to influence retail stocking practices, ultimately driving manufacturing and standards for a 
portfolio of energy-efficient products sold through the retail channel.  


a. Develop product roadmap for market transformation portfolio development. 


b. Launch automated data processing solution. 


c. Expand extra-regional partnerships to increase initiative scale. 


d. Manage and strengthen retailer engagement; adding one additional retailer in 2015.  


4. Ductless Heat Pumps (DHP): Build and increase market and consumer demand, adoption and availability of ductless heat 
pump technology to accelerate adoption of inverter-driven ductless heat pumps in electrically heated homes. 


a. Develop retail channel product road map.  


b. Leverage market research to enhance marketing tools and activities. 


c. Partner with manufacturers to develop 3 DHP promotions. 


d. Complete DIY testing research (includes field testing, research into DIY products and processes). 


e. Achieve 20% increase in residential ductless heat pumps sold in Northwest region.  


5. Super-Efficient Dryers: Validate energy savings and product potential for super-efficient dryers to pave the way for 
enactment of more stringent federal efficiency standards for clothes dryers.  


a. Support super-efficient dryer placement in one big-box retailer. 


b. Support heat pump dryer product launch with 2 major manufacturers.  


c. Two utilities offer incentives on super-efficient dryers meeting NEEA specification, supporting early manufacturer 
launch. 


d. Complete performance baseline, research plan and lab testing results to inform RTF provisional unit energy 
savings. 


6. Standards:  Participate in Federal and regional proceedings to create and improve equipment efficiency standards; bring 
information on NW successes in market adoption of efficient products to that process. 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


Residential  


Market Transformation Northwest Energy Efficiency Alliance (NEEA) 


NOV 2014


7. Previously Funded Initiatives: Track and report on market transformation savings from previously funded initiatives including 
new homes, compact fluorescent light bulbs, televisions, and consumer appliances. 


8. Gas Initiatives: Begin the groundwork for market transformation of gas-fired heat pump water heaters, gas-fired heat pumps 
for combined space and water heat, hearth products, and efficient dryers as well as codes and standards work and 
scanning for other market transformation activities. 


2015 New Initiatives & Focus Areas  


1. Evaluating new initiative opportunities in coordination with NEEA’s Emerging Technology Team. 


2016 Planned Activities 


1. Similar to 2015. 


Targets   


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW (cents / KWh) therms (cents / therm)


2014 Forecast $4.7 $0.1 $4.7 3.9 2.1


2015 Budget $4.3 $0.3 $4.6 3.7 1.4


2016 Projection $4.5 $0.7 $5.2 4.2 1.3  


2014 2014 2015 2016
Budget Forecast Budget Projection


Delivery Costs
Program Management
Program Delivery 4,351,503 4,502,717 4,336,222 4,892,121
Marketing-PMC
Performance Comp
Total Delivery Costs 4,351,503 4,502,717 4,336,222 4,892,121


ETO expenses
Staffing 22,245 829 45,077 48,037
Marketing
Other Services
General
Allocations 53,516 46,711 68,312 75,577


Sub-Total before Admin Costs 4,427,265 4,550,257 4,449,610 5,015,735


Administrative Costs 187,175 171,222 181,106 192,075


TOTAL EXPENSE 4,614,440 4,721,479 4,630,716 5,207,810


 
 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


NW Natural Washington   


NOV 2014 


 


Program Purpose: Sustain, and potentially increase acquisition of cost-effective natural gas savings for residential and 
commercial Southwest Washington customers of NW Natural. Effectively manage program in an environment of low 
avoided costs, diminished potential for retrofit measures, and the implementation of the region’s most aggressive 
residential energy code.  


2015 Strategies & Activities 


Residential (Existing & New Homes): 


 Effectively address first-cost barriers for retrofit customers through program-integrated financing  
 Enhance coordination with NW Natural’s marketing department 
 Broaden eligibility requirements for weatherization measures  
 Pilot cost effectiveness framework utilizing the Utility Cost Test (UCT) as the primary cost-effectiveness 


screening tool.  
 Leverage UCT first cost effectiveness framework to introduce a tiered, high efficiency furnace incentive 
 Streamline program touch points with consumers by simplifying eligibility requirements, utilizing contractor 


paid incentives, and further deploying online forms 
 Collaborate with industry stakeholders, including Clark Public Utilities, Planet Clark, Clark County, NW Natural, 


Bonneville Power Administration, NEEA, Building Industry Association, the verifier network and other market partners, 
to promote incentive offerings, leveraging their existing communication channels and events 


 Retain and recruit top builders in Southwest Washington into the program 
 Expand use of new construction stand-alone incentives for both program and “code” builders  


Existing Buildings: 


 Drive increased program participation among Southwest Washington commercial customers 
 Develop project acquisition strategies for unique market segments, including assisted living facilities and 


multifamily buildings  
 Prioritize recruitment of custom-path projects, recognizing custom-path’s larger role  
 Ensure strong management of Washington program with dedicated Account Manager and Trade Ally 


Coordinator 


2015 New Initiatives & Focus Areas 


Residential (Existing & New Homes): 


 Launch of On Bill Repayment financing for all qualifying existing homes residential customers  
 Introduction of high-efficiency hearths stand-alone measure for New Homes, which may be used in tandem 


with builder incentives awarded to projects meeting Northwest Energy STAR Homes performance criteria  
 Assess viability of introducing EPS, an energy performance score developed by Energy Trust, to Washington 


market, developing scalable performance-based incentive structure for new homes  
 Increase program performance of “core measures” including water heaters, furnaces and weatherization 


through broadened eligibility requirements and increased incentives for higher efficiency tiers  
 Pilot advanced controls as a gas savings measure for existing homes  
 Work with Clean Energy Works to coordinate offerings, and provide support as needed 


 


 Existing Buildings: 


 Deployment of targeted campaign to assisted living facilities and multifamily housing, both previously underserved 
segments by both NW Natural and Clark Public Utilities District  


 Expanded agricultural prescriptive offerings  
 Continue to identify new opportunities for incentive offerings, either from new technologies or successful offerings in 


the Oregon Existing Buildings program 


2016 Planned Activities 


 Work with Energy Efficiency Advisory Group to assess impact of changing cost effectiveness standards 


(See targets and budget detail on reverse side) 


 







    


 


2015-2016 DRAFT BUDGET & ACTION PLAN 
Acquire cost-effective energy efficiency, accelerate renewable energy investment,  


expand participation, continuously improve operations, be accessible, communicate. 
 


NW Natural Washington   
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Targets 


 
 


 
 


 


 


 


 


 


 


 


 


 


 


 


 


 


Annual Expense Electric Gas


Savings levelized cost Savings levelized cost


Year Electric Gas Total aMW ($ / KWh) therms (cents / therm)


2014 Forecast $1.3 $1.3 246,876 37.2


2015 Budget $1.5 $1.5 259,895 44.4


2016 Projection $1.5 $1.5 259,895 45.4


2014 2014 2015 2016
Budget Forecast Budget Projection


Incentives $693,806 $575,215 $643,062 $643,062


Delivery Costs
Program Management 54,800 67,345 87,264 406,432
Program Delivery 319,338 324,893 319,168
Marketing-PMC 75,000 56,900 48,152 48,152
Performance Comp 20,000 20,000 20,000 20,000
Total Delivery Costs 469,138 469,138 474,584 474,584


ETO expenses
Staffing 95,555 71,081 125,465 133,926
Marketing 19,000 16,000 32,000 32,000
Other Services 21,050 12,353 11,550 15,550
General 27,117 27,117 29,990 29,990
Allocations 140,924 115,565 130,316 152,778


Sub-Total before Admin Costs 1,466,590 1,286,469 1,446,967 1,481,890


Administrative Costs 61,491 47,028 58,919 57,219


TOTAL EXPENSE 1,528,082 1,333,497 1,505,885 1,539,109
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		01-2015 Existing Buildings R1

		02-2015 Existing Buildings Multifamily R1

		03-2015 New Buildings R1

		04-2015 Market Transformation NEEA (Commercial) R1

		05-2015 Production Efficiency R1

		06-2015 Market Transformation NEEA (Industrial) R1

		07-2015 Existing Homes R1_1 pager

		08-1-2015 Products R1

		08-2-2015 New Homes R1

		09-2015 Market Transformation NEEA (Residential) R1

		10- 2015 NW Natural Washington R1
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OVERVIEW 


Existing Buildings program design for 2015 will make modifications to the current 


program structure to make up for changes in a maturing commercial building 


market. The program will continue PMC-delivered tracks for custom, prescriptive, 


lighting and schools and will expand efforts to engage more small and medium 


customers since there are fewer large custom projects available with large 


customers. These efforts include an expansion of the small commercial direct 


install and enhanced work with trade allies to reach out to expand their focus to 


reach smaller customer than tin the past. Energy Trust staff will continue to 


directly manage Strategic Energy Management and Building Operator 


Certification. Additional program emphases include continuing operations and 


maintenance offers, implementing solutions to prepare for the revised federal 


lighting standards, expanding the strategic energy management offering to 


commercial businesses across the state, increasing the focus on Trade Allies to 


cross-sell lighting and non-lighting efficiency projects and expanding program 


outreach to more actively serve outlying parts of Energy Trust service territory 


and smaller customers.  


 


2015 SAVINGS GOALS  


 


Utility


2014 Working 


Savings Goals


2014 Reportable 


Savings Goals


2015 Working 


Savings Goals


2015 


Reportable 


Savings Goals


PGE (kWh) 81,358,140    78,318,684       82,572,213    72,545,963


PAC (kWh) 37,626,160    36,268,789       40,955,641    36,639,787


NWN (therms) 1,348,627      1,065,786         1,475,109      1,203,324


CNG (therms) 265,094        215,642           200,201        150,151


NWN DSM (therms) 395,603        298,959           644,930        530,145
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Existing Buildings 


 
2015 


The reportable savings that can be achieved by the PMC-managed portion of the 


program (represented in the pie charts below by all savings except for SEM and 


BOC) are heavily influenced by the market effects multipliers, which are changing 


from 2014 to 2015: 


 The electric working to reportable savings multiplier went from .86 in 2014 


to .77 in 2015.  


 The gas working to reportable savings multiplier went from .74 in 2014 to 


.75 in 2015. 


 


 


Custom, 
25,257,940


Schools, 
592,900


Presecriptive, 
7,523,881


Lighting, 
25,802,361


Small 
Commercial, 


2,032,800


BOC, 390,500


SEM, 
10,565,500


PFP, 380,082


2015 PGE Reportable Savings Goals (kWH)


Custom, 
8,370,335


Schools, 
254,100


Prescriptive, 
4,011,788


Lighting, 
13,990,417


Small 
Commercial, 


1,533,324


BOC, 338,800


SEM, 
7,584,500


PFP, 556,522


2015 PAC Reportable Savings Goals (kWh)


Custom, 
776,887


Schools, 
39,593


Prescriptive, 
343,529


BOC, 9,360


SEM, 563,000


PFP, 1,100


2015 NWN Reportable Savings Goals (therms)


Custom, 
78,300


Schools, 
19,651


Presecriptive, 
52,200


2015 CNG Reportable Savings Goals (therms)
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Existing Buildings 


 
2015 


 


 


OBJECTIVES 


The primary objective of Existing Buildings is to make cost-effective investments 


in energy efficiency to meet savings goals in each utility territory. To achieve the 


goals in 2015 and lay the foundation for future savings in 2016 and beyond, 


Existing Buildings, like other commercial programs will focus efforts: will: 


 Broaden participation of hard-to-reach customers, especially small commercial 


buildings. To increate market penetration in this market sector the program will 


expand the small commercial direct install effort launched in 2014, continue to 


expand the network of program-savvy trade allies to provide measures to this 


customer group and providing attractive prescriptive incentives and lighting buy-


down opportunities. 


 Develop new measures and approaches to save energy such as expanding the 


reach of the commercial SEM effort, increasing the scope of LED measures 


eligible for incentives, continuing to emphasize the added value of control 


measures, promoting more outdoor lighting technologies, and forging 


relationships between vendors to promote complementary energy efficiency 


technologies to customers. 


 Continuously improve program design, marketing, outreach and technical 


services to make projects more financially attractive to customers including 


increasing the custom measure gas incentive from $1.50/therm to $2.00/therm 


and increasing the custom project cap to make a better business case for the 


project, providing a more comprehensive view of SEM and energy efficiency and 


renewable measure opportunities available from vendors, program staff and 


utility support staff, making program information more accessible and easier to 


act on with an emphasis on simplifying program, where possible, processes and 


paperwork.  


The program Strategies and Tactics described below are specifically designed to 


these concepts. 
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Existing Buildings 


 
2015 


 


 


 


STRATEGIES 


Existing Buildings will continue to focus on strengthening existing relationships 


with key customers to help them maximize their savings potential, while 


simultaneously working to boost market penetration with small and medium-size 


customers.  


 Enhance and expand offerings to hook customers to implement projects 


that haven’t yet made their way through the program because they weren’t 


financially attractive enough to the customer or because the customer 


hasn’t yet been made aware of the opportunity: 


o Increase incentive offering for custom gas measures and raise 


custom project incentive cap to attract large custom projects that 


haven’t been financially viable with previous incentive offerings. 


o Increase effort to serve small commercial customers by expanding 


the small commercial direct install effort and continuing to bolster 


the trade ally network to work as agents to sell projects to this 


customer base. 


 Acquire more behavioral-based savings through Strategic Energy 


Management and drive longer term relationships and repeated activity 


with these customers. 


 Provide a diverse selection of cost-effective program offerings and tools 


with an expanded focus on low/no-cost operations and maintenance 


enhancements for wide range of customers. 


 Continue ductless heat pump pilot for buildings that heat with electricity to 


test the long-term viability of providing incentives for this technology 
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Existing Buildings 


 
2015 


 Continue the Existing Buildings “Bring Us In” general awareness 


campaign and augment this effort with an overarching campaign to raise 


awareness of Energy Trust in the commercial market, centering around 


lighting. 


 Develop new protocols of working with key customers to help them map 


out their long-term energy efficiency savings potential and understand the 


financial case for project implementation to achieve a deeper and 


sustained pipeline of savings.  


 Support and leverage program efforts from partner organizations, 


including NEEA, ODOE and others. 


 Collaborate with New Buildings, Multifamily and Production Efficiency 


programs to reduce confusion about which Energy Trust program serves 


their business.  


 Leverage alliances with Trade Allies and other contractors selling and 


installing products and work with PMC Allied Technical Assistance 


Contractors to identify and study promising project opportunities. .  


 Simplify the participation process and decrease the processing time for 


projects by more careful targeting of offers to customer and making the 


participation process and required forms less complex. 


 


TACTICS 


Lighting 


 Continue to work with Trade Allies to sell energy efficient lighting projects 


to commercial customers. 


 Expand incentive offerings for cost-effective measures with an emphasis 


on LED measures including LED streetlights, and others as market-ready 


technologies emerge. 
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Existing Buildings 


 
2015 


 Coordinate with NEEA to: increase capacity for lighting contractors to 


provide comprehensive lighting design services, coordinate upstream with 


lighting manufacturers and distributors through training and project 


support and provide training for contractors to become more fluent in 


promoting advanced lighting project concepts, sales and how to use the 


Energy Trust program to sell efficient lighting projects. 


 Expand and refine the LED Buy-down initiative to bring energy efficient 


lighting to small commercial customers that have not yet participated in 


the program. 


 Adapt lighting offerings to changes in federal ballast standards and 


evolving baselines resulted from a high penetration of linear fluorescent 


products including continuing comprehensive lighting pilot and expanding 


training opportunities to better educate the market to adapt to the pending 


2014 federal lighting standard. 


 Promote even more efficient lighting systems at customer sites by 


promoting outdoor lighting, lighting controls and comprehensive lighting 


strategies through the Performance+ offering. 


 Launch an integrated statewide marketing campaign for commercial and 


industrial markets to promote advanced lighting solutions, including LEDs, 


controls and lighting design. 


 


Prescriptive Track 


 Increase incentives for key measures to make them more financially 


attractive for customers. 


 Work with key customers including large offices, national accounts and 


schools to help them plan for energy efficiency projects by enabling 


them to make reservations for prescriptive incentives. 
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Existing Buildings 


 
2015 


 Use marketing campaigns and bonuses to promote targeted 


prescriptive measure categories such as foodservice equipment, 


grocery measures, insulation and boilers and steam systems. 


 


Custom Track 


 Work with PMC’s group of ATAC subcontractors to identify, promote 


and analyze potential custom measures to determine whether they are 


cost-effective and then work with customers to identify the best options 


for installation. 


 Analysis of past custom projects shows that gas incentives are too low 


to engage customers. In addition, feedback from key customers is that 


a higher project cap for custom projects would make them financially 


attractive. As a result the program will raise the custom gas incentive 


to $2.00/therm, up from $1.50, and to 60 percent of total eligible project 


cost, up from 50 percent. 


 


Strategic Energy Management 


 Transition from a Commercial Technical Service Provider (CTSP) work-


order based model to a Program Delivery Contractor (PDC) model for a 


more integrated approach that will enhance Energy Trust messaging and 


improve administrative functions of SEM. 


 Offer the following cohorts in 2015, with the expectation of participation 


from 8-10 customers per cohort: 


o Cohorts with savings occurring in 2015: 


 Portland based: Fall 2014-Fall 2015 


 Mid-Willamette Valley: January 2015-December 2015 


 Southern Oregon: January 2015-December 2015 


o Cohorts with costs accruing in 2015, but savings occurring in in 


2016: 
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Existing Buildings 


 
2015 


o TBD cohort: Fall 2015-Fall 2016 


o Mid-Size Portland cohort (new offering created to expand SEM 


customer base): summer/fall of 2015 – 2016. 


 Offer year-two “continuation” workshops and assistance to Cohorts 3 & 4, 


both of which are completing their first year of SEM in Q4 of 2014. 


Savings from additional activities will be claimed in 2015. 


 Develop and launch new, standardized SEM curriculum for consistent 


delivery to SEM in 2015 cohorts.  


 Work with NEEA for enhancement and development of energy 


management tools to support SEM curriculum. 


 Begin offering quarterly informal workshops/breakfasts for current and 


past SEM customers for networking, learning concepts outside of the SEM 


curriculum and to keep the momentum of SEM activities going. 


 Explore automated strategies and tools to make performance tracking 


practical for SEM customers after their engagement period. 


 Using lessons learned from the SEM Introductory pilot in 2013, revise the 


program design and strategy to be more effective for smaller customers 


with a less developed energy management structure.  


 


Small/Underserved Customers 


 Expand effort to install energy specific savings measures for small 


commercial customers, at low cost to the customer with a 0% financing 


option provided by the installation contractor, under subcontract to the 


PMC. 


 If the 0% financing option described above proves popular with customers, 


begin to collaborate with one or more utilities for on-bill financing for 


small/medium businesses.  


 Expand the number of lending allies offering project financing alternative, 


including leasing.  
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Existing Buildings 


 
2015 


 


Deeper/Wider 


 Continue to support Pay-for Performance pilot that will provide incentives 


for verified savings performance. 


 Provide service through three major project intake channels -- direct 


program outreach, lighting trade allies and non-lighting trade allies -- by 


fostering a more technically-driven outreach model that will sell more 


comprehensive projects. 


 Incorporate the Building Performance Tracking and Control Systems pilot 


as a regular program offering for additional market penetration. 


 Continue to develop and launch tools and resources to help customers 


understand the financial business case for continued investment in energy 


efficiency. Train contractors, ATACs and program staff to better 


communicate this with customers. 


 Continue promoting and providing financial assistance to customers for 


the Building Operator Certification (BOC) course to help our customer’s 


facilities staff learn how to operate their buildings more efficiently. 


 Leverage financing through lending allies and through coordination with 


PACE, EEAST, and other external financing initiatives 


 Capitalize on the success of enhanced outreached capabilities in the 


Northeastern and Central parts of Oregon and further expand outreach in 


Northeastern Oregon and Southern Oregon. 


 


Collaborate 


 Coordinate with ODOE on their Energy Incentive Program and leverage 


tax credits, as available, to provide additional funding and increase market 


penetration for targeted measures. 
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Existing Buildings 


 
2015 


 Coordinate with electric utility 838 representatives and collaborate on 


marketing and outreach opportunities to small and medium size 


customers. 


 Expand collaborative efforts with ODOE to achieve greater penetration 


into K-12 schools by continuing to help schools identify and study energy 


savings project opportunities that can be leveraged using the schools’ 


ODOE managed 1149 money and Energy Trust incentives. 


 


 


KEY ASSUMPTIONS 


 Over time electric savings per project have been trending down with an 


increase in 2013 per the following table: 


 


 Over time gas savings per project have been trending steadily down: 


 


 The economy has continued to improve. Customers have more capital 


available to seize energy efficiency opportunities but they need assistance 


to understand energy efficiency opportunities and plan project 


implementation. 


Electric Working 


kWH savings per 


project


Custom 


Electric 


Savings


Total 


Custom 


Electric 


Projects


Custom 


Electric 


Savings 


per 


project


Standard 


Electric 


Savings


Total 


Standard 


Electric 


Projects


Standard 


Electric 


Savings 


per 


project


Total 


Lighting 


Savings


Total 


Lighting 


Projects


Lighting 


Savings 


per 


project


Total 


Savings


Total 


Projects


Electric 


Total 


Savings 


per 


project 


2010 34,663,742 558 62,121 8,978,240 461 19,476 40,578,708 1,171 34,653 84,220,690 2,190 38,457


2011 29,613,802 566 52,321 8,935,400 482 18,538 61,943,058 1,803 34,356 100,492,260 2,851 35,266


2012 34,944,939 591 59,128 9,373,747 517 18,131 48,090,430 1,866 25,772 92,409,116 2,974 30,836


2013 28,854,598 329 87,704 8,265,670 629 13,141 53,247,631 1,585 33,595 90,367,899 2,543 36,722


2014 through August 5,619,905 129 43,565 3,676,564 228 16,125 18,579,362 738 25,175 27,875,831 1,095 26,760
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Existing Buildings 


 
2015 


 Trade allies will continue to be instrumental in lighting project 


development. It will be possible to work with these trade allies to also 


promote non-lighting opportunities. 


 Cost and effort per project will go up due to widespread market 


penetration and a need to recruit new harder-to reach customers like small 


businesses. 


 In June 2014 the program estimated that falling electric Avoided Costs 


would collectively exclude 4% of the savings that would otherwise come in 


2015 if the measure mix were to remain the same as 2014. However, staff 


anticipates that the difference can be made up by expanding the ductless 


heat pump pilot, generating more savings from Cool Schools activity with 


ODOE and expanding the small commercial direct install effort. 


 Avoided costs for gas are expected to fall another 10% which is 50.5% 


percent lower than 2012, making it more difficult for both custom and 


prescriptive measures to pass the cost-effectiveness test. In addition, and 


partially due to lower gas avoided costs, electric avoided costs are also 


expected to fall by 5 to 10 percent. This will require that the program 


invest more in direct program outreach and coordination with trade allies 


and ATACs to recruit additional projects that are still cost-effective. 


 


RISKS 


 The market is maturing faster than we had anticipated, reducing the 


number of large custom projects yet to be completed. The loss of a few 


large custom projects can reduce progress to the savings goals by 10-


20%, making it necessary to make up the difference with a higher number 


of smaller projects. This can drive up program delivery costs because of 


fixed costs required to acquiring and processing projects and the marginal 


cost of working with smaller and potentially less sophisticated customers. 
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Existing Buildings 


 
2015 


 Low natural gas prices reduce market interest in gas efficiency, dual-fuel 


measures and energy efficiency in general. 


 It continues to be a challenge to engage small commercial customers to 


participate in the program. 
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2015 


Program 


Plan Scott Van Swearingen 


 


OVERVIEW 


Existing Multifamily will continue to sustain growth by focusing on the program’s key strategies 


developed over the past four years: build strong market-based relationships with the key 


property management firms/owners; innovate program delivery by engaging the marketplace 


with newly designed initiatives; and develop cost- effective measures that create long-term 


market-based value.  


In addition to the strategies and tactics related to achieving energy savings below, Existing 


Multifamily will solicit responses for the Program Management Contract (PMC) by releasing a 


Request for Proposal (RFP) in the second quarter of 2015.   


2015 Themes and Key Directions  


To connect program strategy to the Commercial Sector Objective and Energy Trust Strategic 


Plan Existing Multifamily plans to weave the three overarching themes below into each portion 


of the Program Plan.  


 Broadening participation by underserved customers highlighted by MPower Oregon, 


equipment buy-downs and individual condo owner services  


 Developing new measures and approaches to save energy such as water sub-metering 


and high efficiency zonal electric heater pilots 


 Continuously improving program design and services through continued improvement 


in tablet delivered walkthrough survey and energy savings action plan 


Savings Tracks 


There are six primary tracks that are found in all six building use types in the budget.  


1. Buy-Down Promotions – applying incentives mid-stream to distributors 


2. Common Area Lighting – addressing lighting and controls in non-tenant spaces 
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Existing Multifamily 
 


2015 


3. Custom – includes both studies and incentives 


4. Direct Install – installation of high efficiency light bulbs, showerheads and aerators in 


tenant controlled spaces 


5. MPower Oregon Pilot – on-bill pilot targeted at owners of affordable housing 


6. Prescriptive (Previously Included Buy-Down Promotions) – deemed and a la carte 


savings measures  


 


The historical performance, proportion of savings and incentive run rate for these incentive 


tracks the primary variables that drive the total budget number. The expected average 


percentage of savings expected from each respective Track dimension by fuel type is shown 


below.  


 


The proportion of savings expected from Direct Install in 2015 is expected to drop for electric 


utilities, from 67 percent, and remain relatively constant for gas, from 61 percent compared to 


2014 forecast. The proportion of electric savings from Common Area Lighting is expected to 


increase compared to the forecast contribution of 12 percent in 2014. On the gas side more 


savings are expected from the Custom savings track compared to the forecast contribution of 


14 percent in 2014.   


Market Segments 


The multifamily housing market is composed of 6 types of ownership/use segments and the 


program is designed to reach each through a variety of program offerings.  


1. Affordable – Low-income and subsidized housing including CDC’s and housing 


authorities 


2. Assisted Living – Retirement, assisted living and memory care developments 


3. Attached Residential Owner - Individual Condominium and Townhouse Owners 


4. Campus Living – Dormitories, transitional housing and Greek systems 


5. Home Owners Associations (HOA) – Whole building or development improvements to 


condominiums 


6. Market Rate – Unsubsidized multifamily properties 


Track
Buy Down


Promotions


Common Area 


Lighting
Custom Direct Install


MPower 


Pilot
Prescriptive


Electric 1% 17% 8% 60% 6% 8%


Gas 1% 0% 20% 65% 1% 13%
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The affordable, assisted living and market rate segments are expected to produce more 


than 91 percent of program savings for electric and 87 percent of gas in 2015. Campus 


Living and HOA’s represent another 7 percent of electric and 11 percent of gas program 


savings. 


The program expects to serve over 25,000 units of multifamily housing representing 


over 2,000 different properties through strategic business development efforts that 


focus on bringing the appropriate incentive tracks to the market segments identified 


above.  


 Goals 


The overall reportable savings summary for the 2015 budget is shown below.  


 


The change in Savings Realization and Adjustment Factor (SRAF) over the past several years has 


influenced the trend of reportable savings over time. The Existing Multifamily program has seen 


the electric SRAF stay relatively constant over the past three years at .81. There has been a 


downward trend for gas since 2012 at .70 and dropping to .54 in 2015. The SRAF directly 


reduces the number of working savings claimed in all savings tracks with the exception of Direct 


Install which has a SRAF of 1.0 for both gas and electric measures.  


Compared to 2014 savings goals the 2015 savings goal represents 26 percent growth in Pacific 


Power (PAC), 54 percent growth in NW Natural (NWN) and 12 percent growth in Cascade 


Natural Gas (CNG) service territories. Portland General Electric (PGE) will see a 13 percent 


reduction when compared to 2014 savings goals.  


While the 2015 savings goals demonstrate the continued growth for Existing Multifamily in 


several utilities since it was moved from the residential to the commercial sector in 2010, the 


impact of the 2015 SRAF for gas utilities and the difficulty achieving savings in PGE service 


Savings Goals 2014 Savings Goal 2014 Forecast (Sept) 2015 Savings Goal


PAC 6,713,919                6,851,503                      8,459,413                


PGE 18,117,327             15,918,584                   15,710,339             


CNG 20,974                      22,746                            23,526                      


NWN 180,617                   364,412                         277,615                   


Electric Total 24,831,246             22,770,087                   24,169,753             


Gas Total 201,591                   387,158                         301,142                   
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territory over the past several years are also beginning to become visible and are expanded on 


below.  


 The gas savings forecast in 2014 reflects a SRAF of .66 for all projects, excluding Direct 


Install, as compared to a SRAF of .54 for 2015. This drop in realization rate directly 


impacts the amount of reportable savings we can expect to claim in 2015 and is 


illustrated in the drop from 2014 forecast savings as compared to 2015 savings goals. 


 The program has seen consistent growth in the achieved reportable savings in PAC, 


NWN and CNG over the past four years but has begun to seen a plateau in what is 


possible in PGE territory. Over the 15 year history of City of Portland and Energy Trust 


engagement with multifamily properties the primary focus has been in PGE service 


territory, especially in Direct Install. Taking into account the history of high engagement 


and saturation in this service territory the program believes that the best use of 


resources is to keep PGE savings targets consistent with 2014 forecast and focus on 


achieving more savings in PAC which still shows many signs of growth and opportunity.  


Objectives: 


 Increase program presence in all four utility service territories 


 Increase savings per project 


 Decrease Direct Install rate and increase amount of deemed savings per participating 


dwelling unit.  


 Increase non-direct install projects over 35 percent of all savings in all service territories 


Strategies: 


 Provide offerings and services to appeal to a broad mix of multifamily owners/managers 


 Collaborate with New Buildings, Homes and Existing Buildings to maximize program 


effectiveness and minimize confusion in the marketplace 


 Implement and evaluate innovative pilots that achieve energy savings 


 Continued measure development and modifications 


 Improve and streamline program processes 


 Maintain Direct Install opt out rate of less than 16 percent   


 Continue to respond to key market indicators and changes in technology and federal 


standards 


 Continued integration of the Enhanced Sales Approach for Multifamily 
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 Develop innovative marketing strategies by leveraging CoStar, Regenesis, GIS and other 


resources 


 Further engage existing trade allies and contractors specializing in multifamily 


properties in order to include feedback into program design 


 Support our partner organization, Network for Oregon Affordable Housing, to complete 


projects in the MPower Oregon pipeline of 53 project commitments. Follow up with any 


MPower projects that ultimately do not participate in the pilot and move them through 


our normal program engagement.  


 Utilize benchmarking information available through Wegowise, our contracted third-


party benchmarking service provider, to target the biggest energy users within our 


participating portfolios 


 


Tactics: 


Existing Multifamily has proposed enhancing the 2015 delivery plan to reflect the continued 


growth in Pacific Power, NW Natural Gas and Cascade Natural Gas savings goals. Existing 


Multifamily in 2015 will also continue to support the growing project volume and demand for 


program incentives through proactive engagement of Small Multifamily property managers and 


Attached Residential Owners. To address the program’s growing resource needs, the Program 


Management Contractor (PMC) staffing was bolstered for business development, program 


marketing and program operations to support program awareness, processing and building 


relationships between the program and multifamily owners and managers. Included in the suite 


of offerings are:   


 Expansion of streamlined of high efficiency (HE) appliance and equipment buy-downs 


 Continued integration of tablet based Walkthrough Survey tool into Business 


Development outreach which allows for next steps to be delivered while still on-site and 


available for follow up questions 


 Research and integrate low or no upfront cost retrofits for common area applications 


 Develop and launch a water sub-metering pilot in partnership with the City of Portland 


in Q2 of 2015 that has potential for modest savings in a handful of market rate 


buildings.  


 Enhance web presence and landing page as a technical resource to multifamily property 


owners 


 Expansion of steam trap  and thermostatic radiator valve (TRV) prescriptive offerings 


 Evaluate of HE zonal electric heater pilot and potential launch of prescriptive measure 
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 Continuation and completion of MPower Oregon Pilot 


 Continue Attached Residential Owner walkthrough surveys and direct install  


 Adjust Ductless Heat Pump (DHP) offering and promotion (pending evaluation results) 


 Launch LED through direct install 


 Launch smart power strips through leave behinds both in tenant and common area 


spaces 


Other tactics and actions include:   


 Continuation of quarterly Multifamily newsletter, Energy Portfolio, targeted at decision 


makers and key influencers  


 Expansion of new customer hero stories in order to provide our key accounts relatable 


and motivational information on projects their peers have completed 


 Complete video library of efficiency minute vignettes focusing on key technologies and 


opportunities to save energy 


 Utilize Direct Install opt-out survey results to craft improvements to the notice of entry 


with the goal of reducing the proportion of tenants that opt out of services  


 Aggregate whole building usage through the expanded utility information database 


 Develop new technology fact sheets  


 Continue to develop lighting collateral and market offerings specific to multifamily 


applications 


 Continue targeted mailings to individual condo owners using the Regenesis Report, the 


newsletter of a leading provider of reserve studies to HOA’s in the NW 


 Utilize GIS mapping and other databases to streamline lead generation and Direct Install 


scheduling 


 Launch an integrated statewide marketing campaign for commercial and industrial 


markets to promote advanced lighting solutions, including LEDs, controls and lighting 


design. 


Key Assumptions: 


 OPUC Cost Effectiveness Ruling  


o Gas weatherization (except for ceiling insulation) are currently deemed not cost 


effective. They are offered through an OPUC-granted exception through April 


30th,  2015 
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o All measures currently utilizing the exception will not be promoted or advertised 


in 2015 but any outstanding applications for these measures completed before 


this deadline will be accepted.  


 Changes to Avoided Costs 


o Avoided costs for gas are expected to fall another 10% which is 50.5% percent 


lower than 2012, making it more difficult for both custom and prescriptive 


measures to pass the cost-effectiveness test. In addition, and partially due to 


lower gas avoided costs, electric avoided costs are also expected to fall by 5 to 


10 percent. This will require that the program invest more in outreach to identify 


cost-effective projects. 


 Multifamily Vacancy Rates  


o It is expected that vacancy rates across the state will continue to stay at 


historical lows, with the Portland metro area expected to be close to 3% 


throughout 2015 


Primary Risks 


 Potential transition from incumbent PMC to new PMC for 2016 could create challenges 


in achieving 2015 Q4 savings and building long term pipeline of projects.  


 Potential challenges from delays and additional implementation time resulting from 


Energy trust ISI Phase II transition could slow program implementation.  
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Production 


Efficiency Kim Crossman/ JP Batmale/ Adam Bartini 


 


Overview 


Energy Trust’s Industry and Agriculture Sector provides energy efficiency services and 


incentives to industrial and agricultural customers through a single program. Production 


Efficiency provides a robust set of custom and streamlined offerings that have been 


designed to help energy intensive and complex organizations achieve cost-effective 


savings on an ongoing basis.  Through engaging with Energy Trust, industrial and 


agricultural businesses in Oregon invest in and manage their energy use, improving 


their profitability, productivity and sustainability. 


The program is designed and managed in-house, by Sector staff, since 2008, and is 


delivered with the support of a large number of contractors.  


 PE is brought to market by six teams of Program Delivery Contractors (PDCs) 


with deep technical and program expertise, who make it easy for customers and 


trade allies to participate.  


 Allied Technical Assistance Contractors (ATACs) provide high quality 


technical studies to enable customers to make investment decisions on custom 


energy efficiency projects.  


 Industrial Technical Service Providers (ITSPs) support the development of 


customer capacity to manage their own energy use and reduce energy waste in 


their operations with Strategic Energy Management.  


 Trade Allies and other vendors act as an additional sales force for the program, 


speeding the implementation of more standard measures such as lighting and 


irrigation and streamlining the customer’s experience of project development and 


working with the program.  


The program volume has more than quadrupled over the past 5 years as we have 


expanded tracks and created new initiatives. The Trade Ally tracks in lighting and small 


industrial have been the major contributors to this growth. In 2013, the Industry & Ag 


sector completed just over a thousand projects, and we expect this volume to continue 


to grow in 2015.    
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2015 Sector Themes and Key Directions 


 Broaden Participation by Underserved Customers 


o Increase PDC outreach and provide custom services to small industries in 


all areas of Energy Trust service territory.  


o Expand the Trade Ally and vendor network for effective delivery of 


irrigation, compressed air and other streamlined industrial measures, 


especially in rural areas.  


 Develop new measures and approaches to save energy 


o Promote and support Trade Ally and vendor deployment of newer 


streamlined measures/ technologies including LEDs, Performance Plus 


Lighting, and direct install of small compressed air leak reduction.  


 


o Bring Industrial Strategic Energy Management (SEM) to scale in the 


market. Optimize and standardize offerings for all sizes of industries, 


expand the number of participants enrolled in SEM offerings, and develop 


approaches to help participants harvest even more savings from their 


SEM program, long term.   


 


 Continuously improve program design and services 


o Leverage and cross-promote within all Production Efficiency delivery 


channels to increase savings, provide additional value to Trade Allies and 


create seamless customer experience.   


 


o Use peer to peer influence, spread best practices by promoting successful 


strategies and projects. 


 


o Work with PDCs to develop tools and approaches that reduce the cost of 


providing Custom services to small industries around the state.  


 


o Track spending on Large Customers for compliance with 838 funding 


restrictions and be prepared to implement changes in incentives or other 


interventions if needed 
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2015 Savings Goals  


The PE program supports a diverse portfolio of measures and offerings which provide 


energy savings. Projections regarding where savings will come from are used to set 


PDC goals and develop incentive budgets. Analysis of 2014 projects, the pipeline of 


2015 projects and previous years’ historical run rates by source of savings inform these 


projections. In setting goals and developing the budget, the timing and expected near 


term effects of market or policy changes and planned new initiatives also have to be 


estimated and factored in. See the Assumptions section for more details.  


 


The total 2015 electric savings goal is less than in 2014.  However, this comparison is 


skewed by the 2014 Mega Project.  When the Mega Project is factored out, 2015’s total 


budgeted savings goals are actually 0.7 million kWh higher than 2014’s budgeted 


goals. This is a slight increase of 0.5% in electric savings. PGE’s 2015 budgeted 


electric savings goal includes a 9% increase in savings over 2014. The Program has a 


very robust PGE pipeline for next year. The 2015 decrease in savings goal in PAC 


territory is reflective of the Program’s more conservative approach to budgeting 


savings, which seeks to better align budgeted savings goals with the most recent 


years’ actual savings trends. This has resulted in a 2015 PAC budgeted savings goal 


12% less than in 2014.   


Utility Territory 2014 Goals 2014 Forecast (October) 2015 Goals 


PGE (kWh)   101,803,954 95,084,300 89,200,691 


PAC (kWh) 51,235,447 43,864,562 45,219,287 


All Electric 
(kWh) 


153,039,400 138,948,862 134,419,978 kWh 
(15.3 aMW) 


NWN (therms) 1,151,420 874,306 1,030,561 


CNG (therms) 45,000 26,039  35,015 


All Gas (therms) 1,196,420 900,345 1,065,567  
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The 2015 gas savings goal is 11% lower than 2014’s goal but is in line with 2014 


Forecasted savings projections. For 2015, the recent 5% decrease in the Program’s 


evaluation factor – from .82 to .77 – increases the difficulty in maintaining savings 


growth; more savings must be achieved just to stay even.  While the program proposes 


a 10% decrease in goal in NWN territory, CNG goals are decreasing by 22%. The 


NWN territory of eligible sites is much larger, and the higher volume of projects has 


resulted in more stable floor of savings historically. Conversely, there are large 


fluctuations in savings in CNG year to year, due to just a small number of projects 


making up the total. While the 2015 CNG pipeline is more robust compared to last 


year, all of the currently identified projects have small savings. As in 2014, the program 


will retain some delivery and outreach effort to eligible CNG customers, but is setting 


lower goals and will tap into reserves for incentives if the opportunity for a larger project 


arises.   


 


Objectives: 


 Meet or exceed savings and cost-effectiveness goals 


 Achieve high technical realization of savings for projects  


 Maintain a high level of customer service and participant satisfaction. 


 Maintain high quality, accurate and secure project data and program files  


 


Strategies:  


 Keep what’s working. Minimize changes to current program core strategies, 


delivery channels, services and base incentive levels for custom, calculated and 


prescriptive measures.  


 Broaden Participation by Hard to Reach Customers. Continue to increase 


outreach, service and incentives provided to small-medium industries and 


expand vendor networks in all areas of Energy Trust service territory. Develop 


tools and tune strategies to support cost-effective service to these customers.  


 Maximize the impact of current Delivery channels. Leverage and cross-


promote within all PE delivery channels to increase savings, provide additional 


value to Trade Allies and create seamless customer experience. 
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 Develop new measures and approaches to save energy. Continue to develop 


new prescriptive and calculated savings measures for delivery by Trade Allies in 


the streamlined tracks.  Redesign Strategic Energy Management (SEM) offerings 


to better support customers who have completed introductory SEM programs.    


 


 Continuously improve program design and services. Optimize and 


standardize introductory SEM offerings to enable expansion of SEM to a much 


larger number of sites per year. Clear internal capacity constraints for technical 


management of current project volume and proactively restructure internal 


technical management function to allow for the expected future growth in 


numbers of projects due to expanding services to smaller industries.  Identify and 


act to reduce wasted effort in program operations.  


 Engage customers proactively to reinforce persistence and repeat 


participation. Reinforce success and improve energy project management with 


better information about historical and current participation. Leverage peer to 


peer influence in marketing and outreach, spread best practices by promoting 


successful strategies and projects. Provide training and recognition that 


increases customer commitment and capacity to manage their own energy use.   


 


Tactics:   


 


Industrial Gas efficiency is fully integrated into both the Custom and Streamlined 


tracks of the program, which are described in sections below. The variety of gas 


measures continues to grow, with increasing process efficiency opportunities coming to 


light in the custom track especially as the program and its PDCs mature in this area. 


Greenhouse measures are expected to continue to be the largest contributor to 


Streamlined gas savings, and new prescriptive or calculated gas measures with 


potential for Trade Ally delivery will continue to be identified and developed. Incentives 


for natural gas savings will be retained at the current levels, and are addressed 


specifically in the Custom, Streamlined and SEM sections of the plan.   


 


 Gas efficiency services and incentives are available to all types and sizes of 


industries, however Transport customers (typically large users who opt to 


purchase their gas commodity from a 3rd party, not NWN or CNG) are not eligible 


to participate.   
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 The program strategy of continued expansion of Custom PDC outreach and 


services to small industries (described below) provides an opportunity for long 


term growth in gas savings from custom and streamlined projects at these sites, 


most of whom are eligible and not Transport.  


 


The Custom Track provides a comprehensive approach to industrial customer service 


and one-of-a-kind process efficiency projects, including gas and electric retrofits, new 


construction and O&M. Savings in the Custom track rely on the work of numerous, 


specialized consultants and other technical contractors, who are hired by Energy Trust 


through competitive processes to perform high quality technical work at industrial 


customer sites on an ongoing or one off basis.   


 Delivery is provided by Custom Program Delivery Contractors (PDCs).   These 


contracted industrial engineers and analysts work with all sizes of industrial sites, 


facilitating program participation. PDCs meet savings goals within a geographic 


territory by delivering custom projects, which due to the unique processes in 


most industries represent the majority of program savings. Custom track PDCs 


act as the primary point of contact with the PE program within their territory, a 


technical resource and a sales force for the wide variety of tracks and offerings 


available through the program, in addition to delivery of savings from custom 


projects at those sites.  


  


o Expand custom PDC support and services to small-medium industries. In 


2014, custom PDCs began serving all sizes of industries in their 


geographic territory, a shift from their historic focus on medium – large 


customers. This shift in program strategy requires a multi-year effort to 


implement, which will continue to grow and evolve in 2015/2016.  It builds 


on the proven success of custom PDCs serving larger customer sites and 


feedback received through market research showing that staff at smaller 


industries need more help from Energy Trust to be successful reducing 


their energy use.  Proactive investment in greater services to smaller 


industries also ties to a long range strategy to invest more in industrial 


customers paying both 1149 and 838.  


 


o Leverage custom PDCs as influencers for Trade Ally delivered 


streamlined measures. Utilize custom PDC relationships with all sizes of 
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industrial customers and their scoping activities to encourage and 


reinforce customer awareness and uptake of lighting, small compressed 


air, and other simpler measures delivered through the streamlined tracks. 


 


 Maintain a pool of well qualified ATACs with engineering expertise in specific 


systems or industries for one-off Technical Analysis Studies that inform and 


enable customer investment decision making and provide the basis for custom 


project incentive offers and savings verification.  


 


 Further deploy cutting edge approaches to engage participants and their 


employees in implementing permanent operational changes across complex 


systems, processes or entire organizations. Continue to provide custom technical 


services including industrial systems retro-commissioning and energy value 


stream mapping to help customers identify and reduce energy waste.  


 


 Custom Project Incentives will be maintained at the current levels.  


 


o Custom Capital:  incentives are $.25/kWh or $2.00/therm, capped at 50% 


of eligible costs. Capital projects with < 1 year payback receive $.02/kWh 


or $.20/therm, capped at 50% of eligible costs.   


 


o Custom O&M: Savings from industrial systems retro-commissioning or 


similar persistent custom O&M projects receive $.08/kWh or $.40/therm, 


capped at 50% of project cost.  


 


 These Custom O&M projects are also eligible for the 90 by 90 


incentive, which increases the project cost cap to 90% of project 


cost if the O&M project is expedited and complete within 90 days of 


the study recommendations being made. Maintain current base 


incentive level of $.25/ first year kWh, capped at 50% of project 


cost for custom capital projects.  


 


Further develop and deploy Strategic Energy Management (SEM).  Provide technical 


expertise, training and savings incentives to help companies plan, manage and 


continuously improve their energy performance. Customers practicing SEM have an 
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organizational commitment to energy management, a plan to improve how they use 


energy and a way to track measure progress.   


SEM savings derive from numerous operational and behavioral changes that have been 


implemented at a plant as a result of holistic adoption of energy management practices 


and principles. They are calculated at a meter level using regression based analysis 


that normalizes for production and other key variables that drive energy use at the plant.  


 Continue to recruit a steady stream of 40-60 new SEM participants 


annually and help the more than 100 sites who have already participated 


maintain and continuously improve their SEM programs. 


    


 Complete development of’ curriculum, tools, materials and implementation 


guidelines for Core SEM cohorts, which will be the name of the sector’s 1 year, 


intensive introductory SEM offering starting in mid-2015.  Core SEM is the 


synthesis of lessons learned while implementing IEI, CORE and other SEM 


offerings with over 100 sites from 2009 – 2014. Development of a standardized 


approach to offering introductory SEM is a key enabler for implementing SEM at 


a growing number of industrial sites.  


 


o Core SEM cohorts of 10-15 companies will be open to industrial 


customers with at least $50,000/ year in eligible energy costs, and will 


include both larger and smaller industries in the same cohort. This design 


change follows on the successful CORE SEM pilot for small-medium 


industries in 2013-2014, which found few real differences between how 


large and smaller industries adopt SEM. Expanding eligibility to all sizes of 


industries has also allowed the program to recruit 2015 SEM cohorts in 


Southern and Central Oregon, for the first time.  


 


 Grow and deploy the pool of qualified Industrial Technical Service Providers 


(ITSPs) to implement SEM offerings, providing SEM training and technical 


support to help customers succeed at adopting SEM in their organizations. 


Because of the human behavior/ culture change at the root of SEM savings, 


ITSP services represent the majority of incentive costs associated with 1st year 


SEM savings. SEM services to be offered include SEM cohorts in the Willamette 


Valley, Southern and Central Oregon (~30 sites), the Corporate SEM for single 


sites (3 - 7 sites), SEM Maintenance to help re-establish or deepen SEM for 
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customers who participated in SEM in past years (5 - 10 sites) and peer cohort-


based Refrigeration Operator Coaching (ROC) (4 - 7 sites).  


 


 SEM incentives for energy savings are $.02/kWh or $.20/therm.    


 


The Streamlined Tracks achieve savings by developing and equipping a network of 


Trade Ally vendors to cost effectively deliver prescriptive and calculated savings 


measures which are more common, simple and replicable. Notably, the Streamlined 


tracks have driven the sector’s massive increase in project volume over the past 5 


years, and represented over 2/3 of all projects completed in 2013.  Although 


streamlined measures may be done at any size of industry, the structure of these tracks 


is particularly well suited to the resource and other business needs of smaller industries 


and the Ag sector.  


 


The Streamlined Tracks are Delivered by Trade Ally Coordinator PDCs, who acquire 


annual savings goals on behalf of the program. The TA PDCs develop measures, tools 


and implement go to market strategies. They recruit, train and cultivate Trade Ally 


vendors. They perform key QC functions including project technical review and 


verification and are a resource for technology expertise to the program, trade allies and 


market.   


 


Industrial Lighting  


 


 Simultaneously promote and continue to study the rapid deployment of LED 


technologies in industry. Track technology performance and costs and be 


prepared to tune quickly as this technological change occurs in the market..  


 


 Grow the vendor network for delivering Performance +, formerly Comprehensive 


Lighting Design, will help increase savings on a per project basis as well as 


reinforce Trade Ally willingness and ability to design lighting systems around the 


complex needs of industrial customers.  


 


 Provide up to date information and ongoing support to custom PDCs to enable 


them to provide sales support for all streamlined savings measures at their 


customer sites. Coordinate and collaborate to increase the uptake of streamlined 


savings measures, and provide feedback to help PDCs improve their ability to 
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facilitate customer adoption of streamlined measures. Focus on developing more 


effective rural trade ally outreach and training approaches in 2015.   


 


 Lighting incentives  


o Maintain the 2014 custom lighting incentive of $.25/kWh capped at 50% of 


project cost which, combined with rapid adoption of LED technology, 


appears to be overcoming a multi-year trend of lagging industrial lighting 


savings. Fine tune prescriptive LED incentives as reliable information 


emerges.  


 


The Streamlined Industrial and Agricultural Initiative (SIA)  


 Expand the Trade Ally and vendor network for effective delivery of irrigation, 


compressed air and other streamlined industrial measures, and to increase 


vendor options for participants across the state.  


o Increase outreach staffing resources in eastern, southern, central, OR and 


the south coast with the focus on additional TA recruitment and support. 


 


 Increase uptake and awareness of agriculture sector offerings by customizing 


forms and targeting marketing, outreach and technical support more effectively to 


this discreet sector of PE customers. Collaborate effectively with state, regional 


and federal ag sector stakeholders.  


  


 Provide up-to-date information and ongoing support to custom PDCs to enable 


them to provide sales support for all streamlined savings measures at their 


customer sites. Coordinate and collaborate to increase the uptake of streamlined 


savings measures, and provide feedback to help PDCs improve their ability to 


facilitate customer adoption of streamlined measures. 


 


 Develop additional prescriptive and calculated measures and tools for Trade 


Ally/vendor delivery and require less intensive forms and administration than the 


custom track. 


o Target increased uptake of the newly designed Compressed Air Leak 


Reduction offering, which provides leak repairs for smaller compressed air 


systems at no cost to the customer. 


 


 SIA Incentives  
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o In Calculated savings measures, savings are estimated by using a tool 


with a small set of custom variables. They are essentially simpler Custom 


projects, and incentives are set at the same levels as Custom Capital 


projects, at $.25/kWh or $2.00/therm, capped at 50% of eligible costs 


 


o Where the program is required to, it will adjust prescriptive measures and 


incentives, but otherwise, there are no near term plans to change current 


prescriptive incentives, which appear to be effective.  


 


 Most SI prescriptive incentives have been reviewed in light of new 


gas avoided costs and their effect on measure cost-effectiveness. 


Only one prescriptive measure is now known to be withdrawn for 


2015 wheel line irrigation, and this measure has had minimum 


uptake for years, so there should be little market or savings effect 


to this change.  


 It is possible that new avoided costs will affect the eligibility of some 


calculated savings projects, which each project has to pass, but 


planning analysis shows < 5% overall impact on SI savings.   


 


Marketing  


Communicate industrial efficiency success stories and other marketing 


approaches to spread best practices, influence and reinforce customer behavior, 


make participation even easier. Program marketing is targeted to positively affect 


near-term and mid-term savings outcomes.   


 Facilitate peer to peer influence for greatest impact. Cultivate industry 


champions to speak to peers about their experience at industry events, 


publish the Champion newsletter quarterly, create video case studies and 


create website enhancements that improve usability.  


 Launch an integrated statewide marketing campaign for commercial and 


industrial markets to promote advanced lighting solutions, including LEDs, 


controls and lighting design. 


 


 Create new marketing materials to support PDC outreach across the full 


spectrum of customers; work with the Streamlined PDCs to increase and 


improve marketing that drives additional savings for equipment and 
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lighting; provide more support for trade allies selling energy-efficient 


equipment and lighting products and services.  


 


 Increase Energy Trust’s presence in appropriate statewide and industry 


media to build a higher profile for services and benefits to the industrial 


sector.  


 


Program Management and Administration 


Increase PE program capacity and improve resilience to maintain and continue to 


grow savings outcomes. Maintain quality and effectiveness of internal 


management and program administration of public benefits funds despite 


increasing complexity of program design and strategies. 


 Contract for Professional Services, Technical Management Support for 


Custom and Streamlined projects. Contractor will manage the highly 


technical, multi-stage review process for industrial efficiency projects. 


They will provide services to manage ATAC studies and perform technical 


project review year round, coordinating with PDCs and adding flexible 


consulting capacity to the PE team during peak periods of project activity.  


 


 Contract for Professional Services, Program Development Support to help 


program staff effectively execute on efforts to increase savings mid and 


long term. Develop tools that increase the effectiveness of program 


strategies and tactics.  


  


o Complete final development of the standardized introductory SEM 


curriculum and program materials and deploy as the basis for the 


2016 SEM cohorts, which will be recruited and begin by Q4 of 


2015. Begin to develop Continuous SEM offering.  


 


o Develop an electronic Scoping Audit tool that will support PDCs in 


identifying Streamlined measure opportunities and minimize the 


time and effort needed to report back on them to customers and the 


program.  
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o Begin development of an online Business Customer Portal to 


empower and engage business customers. Reinforce historical 


success and continuity by providing direct access to their history of 


participation. Improve their energy project management and reduce 


unnecessary delays by providing information about the status of 


their Energy Trust projects in process.     


 


Evaluate program and incorporate evaluation findings to improve program 


design, implementation, savings outcomes, cost-effectiveness and customer 


experience. Evaluations planned for 2015 include: 


 PE Process 2014: Late in the year with more of a focus on the PDC 


implementation, small customer outreach and customer interviews.  


 PE SEM Process and Impact: Development and implementation of impact 


methods and  research into persistence and spillover  


 PE Impact 2013: Sampling design, site visits  


 CORE Pilot Process evaluation: Second year interviews and analysis of 


energy tracking models 


 Mega-project evaluation: On-going review reported savings data  


 C&I Lighting controls savings and persistence study: Focus on controls 


that make up or are projected to make up significant portion of the market. 


 


Collaborators for market transformation and project leads are expected to 


include the IOUs, NEEA, BPA, Business Oregon, ODOE, Oregon Manufacturing 


Extension Partnership (OMEP), the High Performance Enterprise Consortium 


(HPEC), Oregon Association of Clean Water Agencies, Climate Solutions, the 


Northwest Food Processors Association, Society of Manufacturing Engineers, 


the Oregon Association of Nurseries, the Resource Conservation & Development 


Councils, Soil and Water Conservation Districts and national/federal actors such 


as CEE, ACEEE, US DOE, USDA and US EPA ENERGY STAR. 


 
 
Key Assumptions for 2015: 
 


Custom Track: Custom Projects and SEM  
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 Custom project savings targets in 2015 are in line with average, actual 


custom project savings for the past four years (2013 – 2010). The 2015 


pipeline for custom projects is slightly more robust than in prior years.   


This mature Program offering is relatively well understood by our 


customers and is undergoing no major changes to offering design in 2015.  


 


 2015 Savings targets for SEM are 30% higher than forecasted SEM 


savings in 2014. The main driver for this increase in savings is the 


continued growth in the number of customers enrolled in SEM offerings in 


2015. This spike in enrollment is due to the strategic decision to expand 


SEM offerings – both geographically and across customer market 


segments – and to continue to invest in improved outreach and offering 


design over the past year.  


 


 Custom and SEM delivery costs will rise 4% in 2015. Custom Track PDCs 


experienced delivery costs higher than anticipated in 2014 mostly due to 


implementing two new outreach strategies. These outreach strategies 


were: providing custom technical support to small industries and actively 


cross-promoting streamlined savings projects to all customers. Both 


strategies require higher-levels of customer engagement. As the number 


of projects and the forecasted savings from the Streamlined Tracks are 


both increasing, the strategies appear to be working and the Custom 


Track PDCs will continue to implement them in 2015.  


 


 Custom and SEM incentive levels will remain the same in 2015.  Growth in 


the overall amount of budgeted incentives for these tracks in comparison 


to previous year’s actuals, is due to project volume increasing and not due 


to changes in incentive offerings to customers.   


 


 


Industrial Lighting 


 There is a 10% ramp in 2015 savings goals due to what is working in 


2014: the success of the new custom lighting incentive, drop in LED prices 


and the improved coordination and cross-marketing with the other PDCs 


are increasing project volume and savings.  
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 The Lighting PDC Delivery budget increases 19.5% overall, which 


includes a simple scaling of effort associated with the savings goal 


increase and a 9% increase in the base Delivery run rate. The increase in 


run rate is due to the added complexity of PDC efforts needed to sustain 


high annual savings in the near and mid-term, including increased support 


for Performance +, rural trade ally outreach and managing the increased 


requirements and work associated with LEDs.  


 


 In 2014, the custom lighting incentive was increased to 50% of measure 


cost, capped at $.25/kWh, which is identical with the PE custom non-


lighting incentive level for the past 5 years. The incentive increase had a 


very positive effect on lighting savings, and was well timed to support a 


large shift to LED technology. Due to changes in the incentive, historical 


run rates do not provide a good window into what the program can 


actually expect to pay. There are indications that lighting incentive may 


cost 15 cents/ kWh in 2014 at year end, but it is too early know. For 2015, 


the budgeted incentive run rate for industrial lighting is held at 14.4 


cents/kWh, the same as 2014’s budget.  


 


Streamlined Industrial and Agricultural Initiative (SI) 


 Baseline savings increased approximately 10% for both gas and electric 


projects, reflecting an increase in uptake from some newly developed and 


more heavily promoted measures and an additional boost from the 


increased leverage of custom PDCs as sales support for streamlined 


savings.  


 


 Delivery cost $ per baseline energy savings goal (ie, Delivery run rate) 


remains flat, but total delivery budget increases because it scales with the 


goal.  


o The increased trade ally outreach staffing resources in eastern, 


southern and central, OR and the south coast provides for 


additional gas and electric savings, separate from the 10% ramp 


discussed above. Given this new approach and the increased risk, 


the delivery cost for these savings is higher, but has very minimal 


impact on the overall Streamlined Industrial delivery run rates 


because first year savings expectations associated with it are low. 
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 Budgeted incentive run rates decreased slightly from 2014 budget and are 


consistent with prior year actuals on the electric side. The gas incentive 


run rate was dropped 13% from 2014, as there is no bonus planned. The 


$1 per working therm is also consistent with prior year actuals. 


 


 


 


Primary Risks: 
 


 Incentive Budget Risks: Goals and their associated incentive budgets are 


developed bottom up based on program history, current pipeline and estimates of 


future savings and spending by track. But in any given year, the actual savings 


and spending will differ greatly by Track and especially by utility territory. This 


can results in very different actual spending than what was budgeted. Due to 


some previous years’ underspending, direction for 2015 was to minimize over-


budgeting of incentives and to rely on reserves if the program has a particularly 


strong year for savings in a particular utility territory or if actual incentive run rates 


increased. While it is likely that the total incentive budget for 2015 will be more in 


line with actual spending at the end of year, there is also a good chance that 


actual spending in any particular utility territory may exceed budget in 2015.  


 


 Risk to goals.  2015 should continue 2014’s forecasted trend of moderate 


to accelerated growth in savings, depending on the track (Custom, SEM, 


Lighting and Streamlined). PAC’s lower overall, budgeted electric goal in 


2015 should moderate the risk of coming up short; the 2015 goal is within 


the historic average of the past four years. For gas overall, the lower 


volume of projects continues to leave the Program dependent upon a 


small number of large projects to drive much of the savings, which 


increases risk of missing an annual goal.  While this has been mitigated by 


lowering the goal again in CNG territory, the lumpiness of the pipeline 


remains an on-going concern in NWN territories.  


 


 838 Limitation on incentive spending for > 1 aMW customers. Although 2013 


spending did not trigger the limitation for spending on customers not paying 838 


funding (> 1 aMW), there is a good possibility that 2014 spending will do so. This 


will be evaluated by April of 2015, and if triggered, the Program will begin to 
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implement incentive and other changes to reduce spending on these customers 


in PGE territory.  


o 2015 and 2016 Program Goals and Incentive budgets do not include any 


consideration of the effects of these potential changes on annual savings, 


assume business as usual operations in the programs serving Large 


Customers.   If spending reductions are needed and changes are made to 


reduce spending on Large Customers in mid-year of 2015, we would 


expect a moderate negative impact on 2015 savings and a more 


significant impact to 2016 savings.    


 


 The PE program is investing more in delivery services and offerings for the 


thousands of small-medium industries who pay both 1149 and 838. There is a 


risk to actually achieving the benefits to go with these Delivery cost increases in 


the short term. Less potential savings per site and project increases average 


delivery cost/kWh. We need to adaptively manage in order to scale these 


services appropriately and get the most cost-effective outcomes.    
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Program: New Buildings, Major Renovations, Tenant Improvements     


Program Manager: Jessica Rose  


 


Program Overview  


Energy Trust New Buildings provides incentives for energy-efficient design and equipment to 


support construction of high-performance commercial new buildings and major renovations of all 


sizes and types of buildings. Participants can leverage a comprehensive set of services and 


incentives. These include early design and energy modeling assistance and a wide array of 


standard and customized equipment incentives, including modeled savings incentives for whole-


building approaches and incentives for integrating solar designs. New in 2012, the market 


solutions offering helps small businesses under 70,000 square feet achieve deeper energy 


savings through standard tiered incentives packages for six building types – new measures are 


added to these packages as developed – and new building type specific packages will be 


released in 2015. New Buildings began in 2003 and has been implemented since 2009 by 


Portland Energy Conservation, Inc. 


New Buildings will continue to drive significant changes to how buildings are designed and 


constructed, resulting in sustained market practices that promote high-performance buildings 


and the benefits of healthy, productive, and energy-efficient places to live, work and do business 


in Oregon. This long-term strategic vision guides energy program savings goals, market 


development, innovation in delivery and the development of cost-effective measures and 


decision-making tools to influence market shifts. 


2015 Savings Goals  


The table below compares savings goals for 2015 to 2014 goals. 


 2014 Goals 2015 Goals 


PGE 31,803,345 19,136,437 


PAC 11,987,2589 17,117,683 


NWN 500,386 323,496 


CNG 54,562 70,165 
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State of the Market 


After years of a depressed construction market, large projects are coming online in 2016 and 


2017. New Buildings projects 2-3 years into the future because projects enter the program 


pipeline in 2015 that will close in 2016 or as late as 2017. Key drivers of savings are: 


Codes and standards in addition to avoided cost, some of which are reflected as programmatic 


market transformation not claimed by NEEA, called “MTx.” 


Oregon has some of the most stringent energy building codes in the United States. As 


higher building energy codes are adopted, program staff will continue to strive to raise 


projects to the next level in energy savings to exceed code, develop a transformation 


model and strategies to claim savings, and collaborate with NEEA, BCD, ODOE and 


industry leaders. New Buildings has focused on achieving the next level through an 


integrated design process to lead customers towards bigger savings opportunities.  


Project types: Large savings projects, “big saver,” and Core savings projects, “core savings.”  


Variations with annual savings occur with large projects, are driven by the cyclical nature 


of new construction, trends in commercial real estate, and volume of small buildings. For 


the first time in program history, New Buildings will begin to grapple with these changes 


in the marketplace along with the compounded effects of two code cycles. 


Market shifts due to the cyclical nature of the new construction market 


Project enrollments are increasing due to economic changes, and many of these 


projects will close in 2015 or 2016 – though 2016 is where we expect some of the large 


savings projects with longer planning and construction timelines to close.  
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PGE 


The 2016 savings pipeline for PGE is already very strong. Adding in projections based on 


current project enrollments and project turn-around times, 2016 will be a banner year in PGE 


territory. The 2016 pipeline is strong due to a high number of enrollments in 2014 (an all-time 


high, and 20% more enrollments than in 2013). In PGE the program has historically closed 


about 150-200 projects (193 forecasted for 2014). At this time the program already has 111 in 


the pipeline for 2015 and 59 in the pipeline for 2016. Even though the market growth spurt is 


expected to level off in the next 1-2 years, the volume will remain high. Because of project 


timelines, high enrollments in 2014 and early 2015 will bring project savings in 2016 and 2017. 


In addition, large multifamily and office projects are starting to move forward which we anticipate 


to be developed next year and completed in 2016 and 2017. 


 


Pacific Power 


The 2015 savings pipeline for Pacific Power is healthy largely due to enrollment of small 


projects. Large savings projects are also expected and have been steady since 2011, though 


the scale will shift down; currently, 2015 has 127 projects enrolled and the 2016 pipeline has 46 


projects enrolled with two high savings projects, and we estimate that in 2015 another large 


project will begin technical analysis for 2016 savings. For comparison, in Pacific Power the 


program has historically closed about 100-135 projects (126 forecasted for 2014). 
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Overall, the impact of significantly fewer large projects, decreased activity in healthcare and 


decreased savings from LEED® and custom gas measures, since the 2010 code and the 


updated gas avoided cost in 2013, are causing a drop. There are less savings from direct-fired 


radiant heating, restaurant equipment (peaked in 2012) with fewer fast food chains purchasing 


gas fryers, and tankless hot water heater savings declined in 2011 when the measure was 


updated.  
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NW Natural 


The 2014 code change and avoided cost will impact a number of measures. In 2015 the 


program will invest in developing new gas measures that will be available if equipment is readily 


available on the market. Savings are not expected to reach historically high levels, but savings 


may rebound somewhat as large multifamily projects come online in 2016 and beyond. In NWN 


the program has historically closed about 100-200 projects (182 forecasted for 2014). At this 


time the program has 107 in the pipeline for 2015 and 12 in the pipeline for 2016. 


 


Cascade Natural Gas 


CNG savings are holding strong due to increased construction activity in Bend. With fewer 


historical savings from large projects CNG is not as affected by the reduction in large projects. 


In CNG the program has historically closed about 20-35 projects (34 forecasted for 2014). At 
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this time the program already has 38 in the pipeline for 2015 and 16 in the pipeline for 2016. 


The six market segments shown on the graph below has accounted for between 50-95% of 


electric savings and 60-85% of gas savings in previous years. Many key market segments 


follow a boom and bust cycle, especially retail and grocery. There is a gap in savings realization 


for 2015 while projects are in design and the pipeline is being built, but there is an overall 


market decline in some segments where there is less construction.  
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Multifamily: We have seen an increase in multifamily for the last three years, but so far 


most of the developments were small to medium in size. Now larger multifamily towers 


and condos are entering the program pipeline and will drive up savings in 2016 and 


beyond. Savings per project for these high-rise projects will not be as high as in 2009-


2010 due to the 2010 and 2014 code changes catching up to the above code program. 


Program expects to see a market correction in the next few years due to the overbuilding 


that is occurring.  


Grocery/Retail: 2012 and 2013 were high savings years in the grocery and large retail sectors 


as large chains made significant investments in Oregon. That trend is on the decline, with most 


new grocery activity coming from smaller “marketplace” style buildings. 


Education: Education building projects have slowed down in recent years with most savings 


coming from community colleges which invested during the economic downturn. Now, school 


bonds are passing and school construction is expected to pick up. Many communities passed 


bonds recently, setting up an elongated procurement process before these projects are 


complete, putting savings in 2017, but program influence will happen much sooner than this. 


Schools will also renovate where they don’t build ground-up new construction.  


Office and Light Industrial: Commercial real estate is rebounding, many architectural firms are 


targeting tech companies relocating to Portland. This means that many tenant improvement 


projects will come through. These typically small savers will be met with a new Market Solutions 


Office IT package, focusing on lighting design, and will drive the specification of lights toward 


LED to beyond 2014 code and toward the 2017 code. 


Two other areas that are seeing noticeable increased development activity are in office 


buildings and light industrial. While there are strong indications that market demand will support 


new large-scale development projects, the design and construction timelines are projected into 


2016 and 2017, providing the program with a window in 2015 to impact major design decisions. 


Healthcare: Healthcare savings have been slow since a boom that resulted in high savings in 


2011 and 2012. One larger healthcare facility is slated for construction completion in 2016. 


Otherwise, construction activity will be focused on smaller offices and urgent care centers, many 


of which are renovations. 


Data Centers: 2015 will be a significant year for influencing the market and potential savings 


that will be realized in 2016 and 2017 – many colocation/mid-tier data centers are planning to 


relocate to Hillsboro and Beaverton. We expect to modify our offering and test out some new 


training and education opportunities. 


Other: The rest of program savings is made up of a mix of projects: government (e.g. fire and 


police stations), auto dealerships, parking garages, warehouses, industrial (non-production), 


assembly (e.g. museums and community centers), and restaurants round out the mix. Parking 


lots, industrial, warehouses and auto dealerships have the potential to be medium to high 
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savings projects. There are local market conditions influencing the building of each market, 


which the program outreach managers track closely. With market solutions packages in place, 


the program will continue to serve smaller projects while fully supporting large projects in a way 


that achieves their full efficiency potential. 


2015 – 2016 Program Plan 


The following objectives will maximize per-project savings by focusing on delivering 


greater savings from small projects, managing increased project volumes, continuing to 


deliver services and incentives to projects implementing replicable and innovative 


solutions. Program staff will continue to work closely with market actors, thus capturing 


more benefit from our activities. Some of these strategies are already underway and can 


be expanded for greater impact, while others are new and will be developed further.  


Objectives  


 Meet or exceed savings and cost-effectiveness goals 


 Achieve high technical realization of savings 


 Maintain a high level of customer service and satisfaction 


 Maintain high quality program delivery 


Strategic Summary  


New Buildings will continue to build on success with engaging a majority of the market, helping 


customers achieve savings for small and large buildings by introducing simple pathways, 


deploying market transformation engagement strategies to help owners and project teams, and 


providing a wide range of offerings and supporting market adoption of new codes and 


standards. Activity and savings change year to year in new construction and the program’s 


sustained awareness in the market is critical to maintaining program influence, momentum and 


relevance as we manage significant changes and new challenges. 


New Buildings will manage significant changes in the market place in 2015 and place major 


efforts on positioning the program for success in 2016. Within the year we anticipate a growing 


volume of small projects, and for the first time in the program’s history, there will be few large 


savings projects. New Buildings staff will retool packages and new measures to adjust for the 


second of two code-driven baseline changes since 2010 (Oregon Energy Efficiency Specialty 


code changed in 2010 and 2014) in addition to gas and electric avoided cost changes. 


As codes target simple, prescriptive measures for the adoption of the prescriptive code 


pathway, the program needs to move quickly to advance early design practices across many 


project types.  


While codes changes result in savings, the majority of code-driven savings show up in NEEA’s 


forecast and are not included in program goals below, except for program-driven market 


transformation savings where the program supports a portion of project level code compliance. 
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Large savings projects will enter the program in 2015 but will not complete until 2016 or 2017. 


We expect a savings rebound in 2016. In 2015 the program will increase focus on how to 


effectively target savings strategies with customers and allies to deliver significant savings and 


rapidly transform markets with new technologies ahead of the next code cycle, which is 


expected to be a significant upward baseline shift for both gas and electric.  


Strategies and Tactics 


Making it Easy & Recognize and Reward Success. Two new incentive packages will be 


launched for small commercial – for a total of 8 market solutions – targeting office tenant 


improvement and high-rise multifamily (70,000-100,000 square feet) that will complement the 


existing low-rise multifamily incentive package. For larger savings projects that are developing 


an energy model, we plan to rollout new approaches to modeling in addition to testing out new 


modeling software with the idea that it will streamline the process.  


Office Tenant Improvement will roll out and focus on lighting and advanced controls 


strategies. We expect uptake with many firms relocating and expanding operations, in 


particular in hi-tech. 


Hi-rise Multifamily will also roll out by the second quarter, and focus on a combination 


of centralized systems, common area strategies and in-unit efficiency measures. We 


expect this to launch in time to serve the new set of high-rise multifamily projects being 


planned. 


Building energy modeling will be modified to address different levels of modeling and 


improve the program’s return on investment, while testing out improved modeling tools 


and barriers to market acceptance of new tools. To begin introducing net zero strategies 


into the broader market, in addition to the net zero offering (below), the program will 


dedicate resources to provide practical knowledge to energy analysts who model high-


performance buildings. 


Public recognition and reward. High-impact ways to advance awareness and reward 


project owners and their teams will include local media strategies, awards and digital 


media that has a great marketing ROI. Big Check presentations will be continued.  


Expanded training and education. Net-zero project video case studies will continue to 


be used to provide rich, dynamic web content, support outreach and marketing and 


serve as a means to promote New Buildings cohort projects. Topics will range from 


design solutions to integrated design, the owner’s perspective, cost-benefit analysis, 


technologies and/or best-case strategies.   


Innovative program design. New Buildings developed a revised net-zero offering that will be 


available in 2015 with the goal of enrolling 30 buildings. The offering will be open to projects 


targeting at least 70% energy savings over typical building use (approximately 40% energy 


savings over Oregon 2010 code). The offering will have greater emphasis on the design 
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process with enhanced focus on setting energy targets early, creating community to increase 


momentum and information transfer, and providing the right tools and resources for design 


construction of net-zero buildings in Oregon.  


Incentives and Services for Net Zero can include the following, depending on the 


project. 


Early Design: Engage more deeply and encourage commitment, including commitment 


meeting prior to charrette, early design charrette (with incentive), shoe-box model at 


charrette (with incentive) and EUI goal-setting (with template/tool and program support). 


Technical Assistance: Streamline and encourage analyses that support low-energy 


design and provide 75% of cost of energy model, CFD, daylighting and other energy-


related studies.  


Incentives are tied to modeled achievement at $0.40/kWh and $1.20/therm.  


Performance and post-occupancy will address ways of closing the feedback loop by 


connecting occupant use to the “as designed” building and energy model to help 


designers improve. Incentives are for monitoring and reporting installation, and a 


management dashboard will support building operators. 


The marketing team will play a key role in the development, launch and delivery of this 


offering, including: Informing the design and messaging of new tools, templates and 


resources; promoting the new offering; disseminating information and resources as they 


become available; and supporting customer engagement activities. In applying these 


themes, New Buildings seeks to lower perceived barriers to entry, so that all 


stakeholders in the net-zero ecosystem understand the value of net-zero design, have a 


distinct, actionable role in making net-zero buildings a success. 


 


Better tools for early design, better scaled to meet the needs of small buildings, and a 


more dynamic design process will help position the design team and the owner for 


success earlier in the process of early design. Currently, many buildings under 100,000 


square feet do not model because of the cost and complexity of available tools. Program 


staff identified tools that will be rated using criteria and tested for accuracy, as well as 


how they handle transitioning savings strategies, identified by the owner and architect in 


early design, to more detailed energy analysis. National Renewable Energy Lab has a 


new tool that is likely to be a good fit for our market and New Buildings will create access 


to that tool and enable support for users.  


 


Gas and electric savings technologies are in development in 2015 and will be tested 


for cost-effectiveness. The objective is to bring new technologies, including Variable 


Refrigerant Flow as a new HVAC measure, to market for the 2016 pipeline and add to 


current measure packages where the 2014 code has adopted many technologies that 


have led savings acquisition the last 6 years.   
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Data center activity in early design picks up, with savings to be realized in 2016-


2017 with some program changes. Many data centers are expected to enter the 


design process in 2015 then move quickly to building and completing the program in 


2016 and 2017. The program will leverage recent data center market research findings 


to target not only customers, but also to target a wider range of potential market actors 


involved in the process. This means a focus on general contractors and IT 


specifications, as well as consideration of performance-based measures. This will drive 


innovation from more likely candidates who value longer term investments and 


alignment with corporate goals. The program will work to determine new approaches to 


privately-owned data centers with corporate goals, and for the public institutions that 


house and manage their own data that may be open to the idea of addressing broader 


innovative strategies. We will consider post-occupancy strategies and performance-


based approaches for this type of customer that are more likely to share their success 


story to help us move the market. We will be prepared to expand volume of colocation 


data centers (also known as mid-tier data centers because of their size) expected to 


enter the design process in 2015 as they determine if they will locate to Oregon.  


 


Focus on strategies to improve HVAC, which has significant potential among colocation 


facilities but can run up against tight service level agreements with their clients. For this 


challenge, a two-fold marketing strategy will be developed. 


 


Target equipment vendors to continue to understand the pipeline and improve 


programmatic strategies. 


 


NEEA collaboration on Oregon codes, Reach codes, strategic markets and emerging 


technologies and gas savings opportunities in New Buildings. New Buildings and NEEA 


will gain alignment, where possible, to continue to feed the programmatic pipeline as we adjust 


for code and advance design practice with emerging cost-effective technologies. Looking 


ahead, NEEA will review 2015 Washington and 2018 national code change proposals for 


inclusion into Oregon practices, and New Buildings will collaborate to inform market shifts and 


understand impacts. We will continue to inform market progress with above-code adoption of 


measures, techniques and strategies, and identify market gaps that can be addressed 


regionally. Continue to collaborate with BCD and ODOE on efficiency opportunities and 


alignment to ease the process for contractors, designers and customers, and inclusion of 


above-code measures at building jurisdictions. 


 


Targeted campaigns will continue in our marketing approach ranging from small 


commercial to net zero, lighting and data centers.  


‘Hey Building’ creative marketing campaign will continue, with greater emphasis on 


micro-targeting small commercial and featuring “perfect match” stories between allies 


and owners.  
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Net zero campaign is about building community around net zero, supporting outreach, 


and providing a creative platform to get beyond awareness and drive action. It’s a 


different approach from Hey Building. On-demand net-zero project case studies will be 


used to provide rich, dynamic web content, support outreach and marketing. Topics will 


range from design solutions to integrated design, the owner’s perspective, cost-benefit 


analysis, technologies and best-case strategies. 


 


Data center marketing will address this risk-adverse customer group with conservative 


approaches to saving energy. Test how to deliver trainings and create momentum 


toward smart efficiency choices that address perceptions with data center uptime.  


 


Commercial Lighting campaign, supported by New Buildings, will launch an integrated 


statewide marketing campaign for commercial and industrial markets to promote 


advanced lighting solutions, including LEDs, controls and lighting design.  


 


Regional outreach, local presence and leveraging partnerships with organizations to 


further reach. Continue successful regional outreach. New Buildings staff is located in 


Southern Oregon, Eastern Oregon, Central Oregon and Salem. In addition to local staff support, 


outreach is also vertically integrated by market segment enabling targeted delivery to building 


owners, design build community, developers, architects, engineers, contractors who have built 


long-standing relationships and trust by delivering incentives and savings strategies in all areas 


of Energy Trust service territory.  


Continue to add high value to the Design Ally Network. Manage the growth of the 


ally network and the expansion of design build contractors. Professional design firms are 


engaged with the program, but New Buildings can continue to grow influence within the 


firm to position Energy Trust as a resource beyond incentives. Market research showed 


the importance of this shift to fully leverage the client/owner relationship. Leverage 


emerging light industrial opportunities through continued collaboration with Production 


Efficiency to increase savings and create seamless customer experience. There is an 


uptick in industrial activity in CNG territory.  


 


Deliver the Allies for Efficiency training series with American Institute of 


Architects, co-hosted regionally, live in Portland. Continue to build on relationships with 


school districts, track the passing of bonds and leverage RFP process to increase 


likelihood that savings strategies are addressed in the bidding process. 


 


Enhance communication of the business case for energy efficiency investments. 


Many owners value energy efficiency, as indicated in program evaluations, and they get 


why it’s important to the bottom line and building a more livable community. What is 


often the greatest challenge for owners and designers is the actual process of designing 


and constructing better buildings, simply because there are so many considerations and 
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New Buildings 2015 


players may prefer to stick to the systems they know best unless there is greater 


certainty and awareness.  


 


Continue to identify and implement program and administrative efficiencies. Number of 


payments processed has increased by 38.2% from 2011-2014. The number of enrollments are 


expected increase by 15-20% from 2011 – 2014. New Buildings has evolved to be a robust 


program supporting both resource acquisition and market transformation. Efficiency investments 


made in 2013 and 2014 have allowed the program to handle a 20% increase in project activity 


(enrollments and payments) from 2013 to 2014. 


Future investments. The program is investing in a number of areas in 2015 for a few 


overarching reasons. In the near term, we will take advantage of market conditions (increase in 


small projects that will maximize savings in 2015-2016, beginning to see increase in large 


projects that will bring savings in 2017-2020) and mitigate loss of savings from 2014 code and 


avoided cost changes. Long term, the program will identify and support the next wave of 


measures and strategies to bring program savings and ultimately become code by increasing 


and securing program influence on market actors to support program’s future market 


transformation activities.  


Risks to Achieving Savings 


The factors that influence savings are described in more detail below. 


Avoided Cost and Code Changes: Analysis of gas and electric measures adopted by the 


2014 code and recent avoided cost changes revealed a number of gas and electric measures 


that will be removed from the program. In response, in 2015 the program will develop additional 


measures for future implementation. Across six markets, some of the measures impacted are 


core savings measures and will have a significant impact on customers.  


Codes are targeting simple, prescriptive measures for the adoption of the prescriptive code 


pathway, which puts increased pressure on the program to develop enough cost-effective 


prescriptive measures to maintain momentum in key markets.  


Market Transformation: Market transformation savings, which the program has been claiming 


in various iterations since 2012, will decrease in 2015 as NEEA begins to claim savings from the 


multifamily sector (which accounted for about a third of the 2014 market transformation 


savings). 


Market Trends: Adapting to market trends is critical. In 2014, the volume of small commercial 


projects increased significantly. We don’t have an updated market penetration number to 


demonstrate the square footage, but the last process evaluation indicated 70% of the market 


was coming through New Buildings. We’ve had success with large savings projects and these 


are expected to pick up in 2016-2017, with several large-savings projects already enrolled and 


starting design.  
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New Buildings 2015 


New Buildings is capitalizing on achieving record breaking enrollments in 2014 to maximize the 


potential for savings, since the type, size, scope, and quantity of project enrolled will have 


reduced savings per project. Factors having an effect on overall savings in the marketplace are: 


 Building type – For example, grocery stores bring in higher savings compared to a 


similarly-sized office building or fire station.  


 Building size – National large box grocery stores have significantly higher potential for 


savings than a small, local grocery store.  


 Project scope – Ground-up construction increases the potential for a project to achieve 


deeper and broader savings than a TI.  


 Quantity of projects – When large and small grocery chains are all expanding the 


program has a much larger potential for savings 
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PGE: 96% PAC: 100%


NWN: 98% CNG: 113%


*Dashboards are a program management tool used by Energy Trust staff on a quarterly basis and represent best available data as of


the date of distribution. Goals and progress to goals shown do not include savings from NEEA electric market transformation and 


therefore do not reflect official goals or official progress to goals. In addition, incentive spending is preliminary. Official Energy Trust 


data are reported in quarterly and annual reports to the Oregon Public Utility Commission, which are published online at 


www.energytrust.org/reports.
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PGE PAC NWN CNG


2014 Achievement to Date 


(Rpt kWh or therm) 47,560,396 13,181,940 422,198 12,398
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Program: Industrial


Industrial Sector Summary*
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Production Efficiency; not including NEEA


* Dashboards are a program management tool used by Energy Trust staff on a quarterly basis and represent best available data as of the date of distribution. Goals and


progress to goals shown do not include savings from NEEA electric market transformation and therefore do not reflect official goals or official progress to goals. In 


addition, incentive spending is preliminary. Official Energy Trust data are reported in quarterly and annual reports to the Oregon Public Utility Commission, which are 


published online at www.energytrust.org/reports. 
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INDUSTRIAL AND AGRICULTURAL SECTOR 


 


PROGRESS TO GOALS 


 


 Production Efficiency’s adjusted pipeline for the electric utility territories shows the program reaching 91 percent of 


electric goal. Last year at this point, the sector was at 89 percent of electric goal (stretch).  


 For gas, the dashboard shows the program reaching 75 percent of the 2014 gas goal. Last year at this point, the 


program was at 90 percent of gas goal (stretch).  


 Generally, the program experiences a drop in projected savings between Q2 and Q3. This is due to projects pushing 


into the following year. This year is no exception, as projected electric and gas savings dropped 8 and 33 percentage 


points, respectively, between Q2 and Q3. This is particularly impactful on the gas side, where the shifting of one or 


two large projects can have a noticeable impact on savings acquisition.  


 To improve outcomes over the final quarter of 2014, the program will focus on improving 2014 completion rates of 


projects in the pipeline by implementing a 20 percent incentive bonus for custom gas and electric projects that 


complete and turn in all required documentation before the end of the year. 


 For NW Natural territory, one reason for the drop in projected 2014 gas savings is that customers delayed or 


abandoned several medium-sized projects in Q3. The cumulative impact of customers’ delaying or abandoning 


projects is outsized because of the relatively small number of total gas projects. Further, almost all of the new projects 


identified in Q3 were for 2015.  


 The other reason for the drop in forecasted savings in NW Natural territory is the nature of the NW Natural public 


purpose portfolio. The total amount of savings from public purpose gas projects alternates each year. Last year, 2013, 


was a record year for gas savings from public purpose projects. Many sizeable greenhouse measures were identified 


and completed in the fall of 2013. We are not seeing these same measures materialize in Q3 2014. 


 To address the 2014 savings shortfall in NW Natural territory, the program implemented a first ever year-end bonus 


for NW Natural customers. The bonus is designed to influence a higher close-rate of custom projects. This goal of the 


bonus is to stimulate a 10 to 15 percentage point increase in 2014 gas savings.  


 


SOURCES OF SAVINGS, TRENDS 


 


 Lighting comprised the majority of electric energy savings in Q3, with 46 percent of total savings. Custom projects 


provided 37 percent of savings and streamlined projects made up the remainder. SEM savings will all post in Q4. Gas 


savings in Q3 were evenly split between custom and streamlined projects.  


 No projects closed in Cascade Natural Gas territory in Q3. One project is in the current pipeline, expected to close in 


Q4.  


 The number of customers enrolled in Strategic Energy Management continues to rise. In Q3 the program enrolled 


more than 40 companies in SEM offerings. The program is on track for more than 50 companies to participate in SEM 


offerings in 2015. This would be the highest number of customers participating in SEM offerings in a single year to 


date.  


 Production Efficiency recruited for and launched a Central Oregon SEM cohort with five participating companies and a 


Southern Oregon SEM cohort with 12 participating sites. These are the first SEM cohorts offered in these parts of the 


state.  


 The program launched its first large-scale SEM Maintenance engagement using a third party Energy Management 


Information System, EMIS, which is used for monitoring, tracking and reporting. This marks a new point in the 


evolution of SEM at Energy Trust.  
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(Rpt kWh or therm) 45,914,262 18,549,161 796,658 76,395


To date % of goal
36% 34% 39% 26%


C
o
n
te


x
t


Historical % of actual 


accomplishment
40% 50% 34% 31%


B
u
d
g
e
t


To Date % of Incentive Budget 


Spent 31% 30% 29% 27%


In Process


Short Cycle


Forecast Total


Combined Total


2014 Goal


Completed % of Goal


Forecast % of Goal


Combined % of Goal


Savings Type


Completed


Committed


Proposed


Estimated


In Process


Short Cycle


Forecast Total


Combined Total


2014 Goal


Completed % of Goal


Forecast % of Goal


Combined % of Goal


Savings Type


Completed


Committed


Proposed


Estimated


In Process


Short Cycle


PGE: 93% PAC: 113%


NWN: 116% CNG: 125%


* Dashboards are a program management tool used by Energy Trust staff on a quarterly basis and represent best available data as of the date of distribution. Goals


and progress to goals shown do not include savings from NEEA electric market transformation and therefore do not reflect official goals or official progress to goals. 


In addition, incentive spending is preliminary. Official Energy Trust data are reported in quarterly and annual reports to the Oregon Public Utility Commission, which 


are published online at www.energytrust.org/reports.  
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COMMERCIAL SECTOR 


 


PROGRESS TO GOALS 


 


 Gas accomplishments for the commercial sector are on track compared to historical accomplishments, with New 


Buildings and Multifamily greatly exceeding historical gas accomplishments for this point in the year.  


 Existing Buildings is lagging historical gas accomplishments due to underperformance in custom and standard tracks 


and a large amount of Strategic Energy Management savings that will not be realized until later in the year.  


 Electric accomplishments for the sector are slightly lower than expected for this time of year, with all programs running 


behind compared to historical accomplishments. However, programs made up for some of the shortfall earlier in the 


year through accelerated outreach and bonuses. 


 Existing Buildings lighting track is presently performing beyond expectations, having achieved 21 million kilowatt 


hours compared to an expected 17.5 million kWh. 


 Incentive spending for all utilities is running lower than budgeted for the savings accomplishments. 


 To ramp up performance and push toward savings goals in all four utility territories, the Multifamily program continues 


to promote bonus offerings for select foodservice and HVAC equipment as well as a limited-time bonus offer for 


custom projects completed through the end of 2014. Multifamily is also taking steps to begin direct installations of 


LEDs on November 1 to achieve a higher level of energy savings per fixture compared to CFLs.  


 New Buildings implemented enrollment bonuses for multifamily projects to ensure program participation in this market 


sector.  


 To drive Existing Buildings participation and bring savings, the program increased the custom incentive offering in 


August to $0.25/kWh and $2.00/therm with a bonus for qualified projects that complete by year-end, to be capped at 


60 percent of project cost.  


 The Existing Buildings program continued to promote bonuses for prescriptive measures to increase uptake with an 


emphasis on smaller customers. These bonuses include cooler doors, insulation, steam traps in schools, boilers, 


packaged terminal heat pumps and foodservice equipment.  


 


SOURCES OF SAVINGS, TRENDS 


 


 Existing Buildings accomplishments are lagging for both electric and gas, but the program is expected to exceed three 


of the four utility goals and to achieve 93 percent of the PGE goal by the end of the year.  


 SEM savings are lagging due to the timing of projects, but are expected to significantly exceed goals by the end of the 


year.  


 New Buildings strong performance in Q1 and Q2 bolstered enrollments, bringing 429 enrollments year to date through 


September—compared to a total of 422 enrollments in all of 2013. New Buildings saw 108 enrollments in Q3, with 


notable enrollment increases in Cascade Natural Gas and PGE territories.  


 In Q3, New Buildings saw a majority of electric savings come from multifamily and retail projects, accounting for 9 


percent of the program’s electric goal. The main drivers of gas savings were multifamily and restaurant projects, which 


accounted for 12 percent of the program’s gas goal. One large warehouse project was responsible for 2 percent of the 


gas goal. 


 New Buildings saw a strong showing in market solutions projects, where seven restaurants and eight multifamily 


buildings brought in 37.5 thousand therms and about one million kWh.  


 Multifamily is slightly behind historical accomplishments in both electric service territories. However, the program is 


trending well above historical savings in both gas territories, with NW Natural savings goals already achieved for the 


year. 


 Installation of instant savings measures (including energy-efficient lighting, faucet aerators and showerheads) 


contributed 63 percent of Multifamily electric savings, with common-area lighting contributing 13 percent and 


prescriptive projects contributing more than 12 percent of savings. This mix of savings in expected to continue through 


the remainder of 2014.  


 The two primary sources of Multifamily gas savings through Q3 were direct installation of instant savings measures 


which contributed 84 percent of savings, and prescriptive projects, which contributed 15 percent of savings. This mix 


of savings is expected to change as more prescriptive and custom capital projects are expected to close in Q4. 


 







PGE PAC NWN CNG


2014 Achievement to Date 
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PGE: 104% PAC: 100%


NWN: 92% CNG: 106%


*Dashboards are a program management tool used by Energy Trust staff on a quarterly basis and represent best available data as of the date of


distribution. Goals and progress to goals shown do not include savings from NEEA electric market transformation and therefore do not reflect official 


goals or official progress to goals. In addition, incentive spending is preliminary. Official Energy Trust data are reported in quarterly and annual reports to 


the Oregon Public Utility Commission, which are published online at www.energytrust.org/reports. 
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2014 Adjusted Pipeline percent of Goal
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RESIDENTIAL SECTOR 


 


PROGRESS TO GOALS 


 


 The residential sector is on track to meet or exceed goals in all utility territories except NW Natural, which is behind 


expectations due to lower-than-anticipated persistence savings from Opower and fewer-than-expected Clean Energy 


Works projects completed.  


 Opower persistence savings are 99,326 therms and 1.1 M kilowatt hours under projected savings, which represent 


4.2 percent of the Existing Homes electric goal and 8.4 percent of gas goal.  


 Bonuses for gas hearths and windows are targeted at bolstering NW Natural savings. 


 Clean Energy Works is providing a NEST thermostat for projects that close by year-end to encourage project 


completions in 2014.  


 New Homes and Product saw more electrically-heated homes built than anticipated, and the program is exploring 


opportunities to bring additional NW Natural gas savings to make up for a 4 percent shortfall in NW Natural savings 


goal. Strong new home sales in Bend helped the New Homes and Products program exceed its Cascade Natural Gas 


goal by 9 percent. 


 In the New Homes and Products program, retail general purpose CFLs accounted for approximately 38 percent 


electric savings during Q3, followed by LED lamps at 19 percent, retail specialty CFL lighting at 17 percent and fridge 


recycling at 8 percent. 


 In all utility territories, Existing Homes program savings in Q3 are ahead of Q3 2013 levels. 


 In the Existing Homes program, the majority of electric and gas savings in Q3 are the result of instant savings 


measures (including energy-efficient light bulbs, faucet aerators and shower heads) following a successful, targeted 


campaign to promote Energy Saver Kits. Instant savings measures comprised 62 percent of electric savings and 60 


percent of gas savings in Q3.  


 In the New Home and Products program, market transformation accounted for approximately 47 percent of gas 


savings during Q3, followed by EPS™ gas homes and retail showerheads at 22 percent each.  


 


SOURCES OF SAVINGS, TRENDS 


 


 In Existing Homes, core measures are trending below 2013 levels for both gas and electric. The exception is heat 


pump water heaters, which are performing better than 2013 levels due to the inclusion of a tier 1 incentive in 2014.  


 The Home Performance track saw significantly fewer savings than prior years and is 40 percent below expectations 


for 2014. This drives much of the fall-off in core measures.  


 The program expects that work with trade allies, distributors and bonuses initiated in Q2 will increase savings in Q4. 


 For both fuels, instant savings measures played a larger role in gaining savings than the sector had hoped. 


 As requested, staff submitted Residential Energy Tax Credit recommendations to support Oregon Department of 


Energy rulemaking and will continue to participate until new Residential Energy Tax Credits are finalized for January 


1, 2015.  


 House Bill 2801 went into effect as a state mandate on July 1, 2014. The program has been working with 


stakeholders such as contractors and guilds to determine the best method to implement and enforce this mandate. 


 Existing Homes began development of an administrative interface that allows quicker data entry for incentive 


application processing and enhanced digital document retention. 


 The highest-volume new home builder, DR Horton, is moving to 100 percent EPS compliance in all of its subdivisions, 


effective immediately, and is planning to use EPS as a marketing tool to gain a competitive advantage. 


 From September to December, The Home Depot is providing premium in-store placement for energy-efficient lighting 


products, including Cree LEDs, Philips LEDs, TCP CFLs and a variety of other manufacturers.  


 New Homes and Products launched point-of-sale incentives with five Sears locations, and preliminary results 


exceeded expectations. Rather than the anticipated 50 percent lift, there was a 67 percent lift in August over 


redemptions during the same time period last year. 
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Overview: 


2015 will act as a pivotal year for gas efficiency programs in SW WA. The portfolio is well 
positioned to sustain, and potentially increase acquisition of cost-effective natural gas savings 
despite an environment of low avoided costs, diminished potential for retrofit measures, and the 
implementation of the region’s most aggressive residential energy code. The program design for 
2015 leverages a trial regulatory framework which defines a portfolio-level screening greater 
than 1.0 under the Utility Cost Test (UCT) as the threshold for compliance. The launch of 
program-integrated On Bill Recovery Financing, the introduction of new or, newly revised 
measures, increased coordination NWN and Clark PUD, and further engagement of upstream 
market actors collectively feed a strong outlook for natural gas conservation programs in SW 
WA.  


 


Program Incentives Savings 


Existing Homes $196,978 53,851 


New Homes & Products $125,084 55,994 


Existing Buildings $321,000 150,000 


TOTAL $643,062 256,803 


. 


Program Goals 2014 to 2015 Comparison:   


 Therms Incentives 


Sector 2014 2015 2014 2015 


Residential 109,845 109,845 $304,565 $322,062 


Commercial 150,000 150,000 $248,600 $321,000 


TOTAL 259,845 256,803 $553,165 $643,062 
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Strategies: 


 


Residential: 


 Continue to advance core retrofit measures, including weatherization, furnaces, water 


heaters and hearths. 


 Effectively address first-cost barriers for retrofit customers through program-integrated 


financing. 


 Continue to improve program design to expand customer participation. 


 Advance successful market engagement activities. 


 Continue to partner with Northwest ENERGY STAR New Homes to achieve energy 


savings above 2012 Washington energy code.  


 Continue to seek cost efficiencies in internal delivery costs. 


 Continue successful partnerships with Simple Steps and Clark Public Utilities to acquire 


savings from products. 


 Enhance coordination with NWN’s marketing department.  


 


Commercial: 


 Continued engagement of larger institutions and promotion of the program’s custom-


path.  


 Enhance coordination with Clark Public Utilities District (CPUD) commercial programs.  


 Prioritize previously underserved market-segments, including multifamily and assisted 


living facilities.  


 Develop strategies to better engage small business customers.  


Tactics: 


 


Existing Homes:  


 Launch On Bill Recovery (OBR) Financing Initiative, facilitating low-cost financing for any 


eligible Existing Homes measure. Financing will be offered by Craft 3 CDFI, leveraging 


the Clean Energy Loan Fund administered by the State Of Washington Commerce 


Department.  


 Co-brand, and co-market OBR financing with Northwest Natural, thereby extending the 


reach of limited marketing budgets.   
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 Maintain and expand weatherization measures. Regardless of developments in Oregon, 


the WA Existing Homes program will continue to offer all insulation measures, and will 


roll back eligibility requirements for attic and ceiling insulation to 2012 levels. The latter 


will return to a maximum pre-treatment R value of R-19, which will enable trade allies to 


better serve homes built in the early 1980’s, which were required to achieve R 19 but 


which frequently were installed improperly, leading to lower R values and degradation of 


insulation materials due to ineffective thermal and moisture barriers.  


 Increase incentive for 95%+ gas furnaces and collaborate with distributors selling 


qualifying products to influence the installation of higher efficiency gas furnace models in 


single-family homes and rentals. 


 Work with mid-stream actors to increase the volume of high efficiency water heaters, 


through distributor sales incentives and other mechanisms.  


 Incorporate new web-enabled thermostat measure offering for Washington customers. 


 Guide customers to action through customer engagement strategies through strategic 


targeting based on usage, demographic information and housing characteristics to reach 


customers with the highest savings potential. 


o Send email communications throughout the year that best utilize customer data 


to promote program participation. 


 Offer home audits via online Home Energy Profile (only). 


 


New Homes & Products: 


 Retain and recruit top builders in SW Washington into the program. 


 Continue working with the Oregon New Homes program to fully integrate the 


NEEA ENERGY STAR Axis database web-based certification process with 


Energy Trust’s incentive processing systems.  


 Introduce a new stand-alone measure for high-efficiency hearths which may be 


utilized in either code, NWESH or Earth Advantage certified homes.  


 In collaboration with Northwest ENERGY STAR New Homes Program, support 


builder transition to the new 2014 performance path requirements.  


 Continue collaboration with Simple Steps Smart Savings. 


 Maintain partnership with Clark County PUD on clothes washer savings until 


measure is sunset in 2015. 


 Continue distribution of Carry Home Savings kits through new distribution 


partnerships and a co-branded offering with Clark County PUD. 
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 Existing Buildings: 


 Prioritize recruitment of custom-path projects, forecasting 100,000 therms (2/3rds) of 


program savings achieved.  


 Increase custom incentive from $1.50 to $2.00 per therm, maximum incentive amount to 


be capped at 60% of the project’s cost, up from 50%.  


 Conduct tailored outreach and engagement to Assisted Living Facilities, a growing 


market segment that has not been previously engaged by either Energy Trust of Clark 


PUD programs.  


 Increase engagement of WX contractors by introducing a tiered insulation offer, enabling 


contractors to treat buildings with a pre-treatment R value of up to R19, consistent with 


2015 program policy for residential buildings.  


 Introduction of additional gas efficiency measures for agricultural facilities, the majority of 
whom are eligible rate-class NWN customers.  


 Continued engagement with school districts, and other key accounts.  
 


Broadening Participation by Underserved Customers: 


 Commercial sector initiatives targeting assisted living facilities represent the first time 


either utility have conducted direct outreach to a growing customer segment in Clark 


County.  


 The program will continue dialog with Clark PUD and the Washington State University 


Extension Energy Programs Office to assess the viability of jointly administering the 


Community Energy Efficiency Program (CEEP) which provides enhanced incentives for 


moderate income households in Washington State. Historically CPUD have acted as 


sub-grantees serving customers whose primary heating fuel is electricity. Delivering 


CEEP resources as an add-on to ratepayer gas efficiency investments presents an 


opportunity to reach underserved moderate income residential customers.  


 


Developing New Measures and Approaches To Save Energy: 


 The Existing Homes program, as noted above, will introduce new tiers for weatherization 


and HVAC equipment. Work with mid-stream actors to increase the volume of high 


efficiency water heaters is an emerging tactic that will be deployed further in the 


Washington market.  


 The Existing Homes Smart Thermostat Pilot will include project sites in Washington.  


 The New Homes program is developing a stand-alone incentive for hearths.  


 Existing Buildings will introduce additional measures for agricultural facilities.  
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Continuously Improving Program Design And Services: 


 The New Homes Program will explore design changes to the program, including a shift 
to EPS scoring and integration with the Axis Database to leverage efficiencies achieved 
in Oregon.  


 On Bill Repayment Financing integrates home improvement financing into the energy 
efficiency program infrastructure, enabling SW WA customers to utilize a consumer-
friendly resource previously unavailable in the service territory.  


 Further opportunity to partner with Clark PUD to achieve operational efficiencies for both 
parties will be explored.  


 


Key Assumptions: 


 On Bill Repayment financing will facilitate additional investment in EE measures that 


otherwise would not have occurred. Presently the program forecasts a modest increase 


in savings derived from core measures, however we believe the potential for a significant 


production increase in excess of 150% to be achievable.  


 Custom program incentive costs will increase as the program matures and the easy-to-


get prescriptive measures (low-hanging fruit) are captured. 


 The incremental cost of building to new homes to NWESH standards will increase on 


account of the program’s updated baseline referencing the 2012 update to the state of 


WA building code.  


 


Risks: 


 Potential for confusion regarding the availability of measures, should the OPUC elect to 


discontinue measures screening <1.0 TRC. 


 Reduced adoption of NWESH by new homes builders, on account of greater costs 


exceeding WA code.  


 Low natural gas costs diminishes the value proposition of gas efficiency programs.  


 No new gas technologies to deploy, the program must sustain production without the 


benefit of new technologies.  


 


 
 
 
 





