1) 
Program Name: Statewide (SW) Residential Appliance Recycling
Program ID Number: 3206 

Program Type: Third Party

2)
Projected Program Budget Table

Table 1

[image: image1.png][Main/Sub Program Name

Administrative Amount

Marketing Amount

Direct Implementation Amount

Incentive Amount

Total Budget Amount

SDG&E Third Party Programs

3206

SW_CALS-Plug Load and Appliances- ARP

$161.169

$50.000

$1,171.814

$4.422,000

$5.804,.983





See Table 1 of SW CALSPREE Performance Implementation Plan for budget.
3)
Projected Program Gross Impacts Table – by Calendar Year 

Table 2
[image: image2.png][Main/Sub Program Name

Gross kW Savings

Gross kWh Savings

Gross Therm Savings

SDG&E Third Party Programs

3206

SW_CALS-Plug Load and Appliances- ARP

3.866

20,779,000

268,170





See Table 2 of SW CALSPREE Implementation Plan for energy savings.
4)
Program Description
 

a) Describe program

This third party program will help facilitate SDG&E’s implementation of the Statewide CALSPREE Program, Plug Load and Appliances Subprogram. 
The Appliance Recycling Program (ARP) provides long-term coincident peak demand reduction and annual electric energy savings in the residential and nonresidential (small commercial) sectors by retiring and permanently removing operating, inefficient refrigerators, freezers and room air conditioners from service in SDG&E’s service territory. 

Services provided by Contractor for SDG&E’s program will include:

· Design and execution of a marketing and advertising program featuring educational and promotional messages to inform consumers of the energy costs of operating inefficient refrigerators, freezers, and air conditioners; create customer awareness of the program; and generate requests for program services.

· Stringent adherence to qualification procedures to ensure that program participation is limited to eligible customers with eligible appliances.

· Maintenance of the program’s current toll-free telephone number, 1-800-599-5792, and comprehensive customer service, including verifying eligibility of customers and their appliances, scheduling collection appointments, mailing appointment confirmation letters, and placing a reminder telephone call to the customer the day before the scheduled pickup, which is provided by Contractor’s professional staff.

· Providing real-time interactive Internet scheduling capabilities to enable customers to access program information and schedule collection appointments.

· Extensive web-based, real-time reporting on all aspects of the program, which is available to SDG&E’s program managers and staff through Internet access with their desktop computers.

· On-site program eligibility verification to ensure that the appliance is in operating (cooling) condition and meets all other program requirements.

· Safe removal of the appliance from the customer premises, disabling the unit before leaving the site to prevent re-use, and transporting the appliance to Contractor’s fully permitted processing and recycling center.

· Auditing of appliances at pickup sites as they are loaded onto the truck and then again as they are processed at Contractor’s facility.

· Innovative, environmentally sound appliance processing and recycling systems and methods, to remove and properly manage:

· Hazardous components and materials, including PCB-containing capacitors.

· CFC/HFC/HCFC refrigerants.

· Polyurethane foam insulation.

· Recyclable materials such as ferrous and nonferrous metals, plastics and glass.

· Accurate and timely processing and mailing of customer incentive checks, backed by experience in processing more than 800,000 incentives for electric utility programs.

· Ongoing quality assurance monitoring and auditing of all aspects of the operation.

· All required insurance coverage, including pollution legal liability coverage.
The program will be modified to be consistent with the Process Evaluation Study conducted by the Evergreen Economics where feasible and cost effective.  The study recommended that SDG&E’s Appliance Recycling program incorporate program advertisement through the promotion of bill inserts, consideration of altering incentives based on seasonality, and continuation of developing retailer partnerships.  
Additionally, the table below provides the Final Decision’s requirements on the re-orientation of the Appliance Recycling activities and IOUs’ responses. The third-party program will be modified to conform to the re-orientation of the Statewide Appliance Recycling Program. 
Final Decision’s Requirements on Appliance Recycling
 

	Final Decision’s Requirements
	SW PLA PIP’s Response
	PLA PIP’s Reference

	1) Add New Appliances: Expand recycling efforts to include clothes washers and air conditioners - (FD, page 206).
	Explore the opportunities to add new appliances but will not consider clothes washers or room air conditioners as both have been proven not to be cost effective.
	Section 10(v)

	2) Switch to Distribution Center Pick-Ups: Reduce overall program costs by directing retailers to pick up units for recycling. IOU program collections of appliances in the home could be replaced by collections at partner retailer distribution centers. IOUs must avoid duplicating existing efforts with these strategies - (FD, page 206).
	Will use the results of SCE’s Retailer Based Appliance Recycling Trial Study to develop the new Retailer Base Appliance Recycling Element.
	Section 10(iv)

	3) Emphasize High Consumption and Secondary Units: Target units with highest savings potential and emphasize collection and recycling of vintage models, secondary units, and extra freezers - (FD, page 206).
	Increasing focus on recycling of higher consumption and secondary units as part of the Statewide Appliance Recycling activities.
	Section 10(v)

	4) Influence Appliance Purchaser’s Decision: Use the results of current recycling retailer trials to determine the best approaches to partnering with retailers. These partnerships could seek to cost-effectively capture savings through influencing a new appliance purchaser’s decision to retire their old units. IOU retailer partnerships could include delivering new appliances at the same time as collecting old units for recycling. The IOUs should seek to coordinate collection of old units with appliance manufacturers and recyclers - (FD, page 206).
	Will use the results of SCE’s Retailer Based Appliance Recycling Trial Study to develop the new Retailer Base Appliance Recycling Element.
	Section 10(iv)

	5) Participants Receive Appliance Incentives upon Surrender of old Appliance: Condition the provision of appliance incentives upon surrender of older units for recycling - (FD, page 207).

	Will focus on combining rebates for the purchase of high efficient appliance and Retailer Based Appliance Recycling program. This new strategy allows customers to participate in appliance recycling as part of the new appliance delivery-and-haul away process. This approach will not require customer to surrender their appliance as part of the rebate process but still allows IOU’s to reduce program implementation cost while providing options that improve the customer experience.
	Section 10(v)

	6) Transition of Recycling to Market Actors: Transition the current appliance recycling program to market players by  end of first quarter 2013 (FD, page 207).

	Transition of  the current appliance recycling program to market players by a specific date could not be answered with certainty at this point. The IOUs will continue to engage the Commission and appropriate market actors on this – See Section 10(v) for more detail intervention treatment in the short-mid and long terms. 
	Section 10(v)

	7) Highest Standard of Recycling: Require ARP participating recyclers to comply with highest standards of recycling, including for GHG emissions in refrigerants and foam insulation - (FD, page 207).
	Continue to require all participating recycling service providers to comply with the EPA RAD (Responsible Appliance Disposal) guidance.


	Section 10(iv, v)

	8) Properly Target Multifamily Residences: Develop new recycling approaches for the multifamily sector, including a bulk exchange approach - (FD, page 207).
	Offer bulk pickups (at reduced recycling costs) and explore adding new program element to include appliance exchange program.


	Section 10(v)


b) List measures 
c) List non-incentive customer services

5) Program Rationale and Expected Outcome
 

a) Quantitative Baseline and Market Transformation Information
MT metrics should neither be used for short-term analyses nor for specific program analyses; rather, should focus on broad market segments.  Market transformation is embraced as an ideal end state resulting from the collective efforts of the energy efficiency field, but differing understandings of both the MT process and the successful end state have not yet converged. The CPUC defines the end state of MT as “Long-lasting sustainable changes in the structure or functioning of a market achieved by reducing barriers to the adoption of energy efficiency measures to the point where further publicly-funded intervention is no longer appropriate in that specific market.”
 The Strategic Plan recognizes that process of transformation is harder to define than its end state, and that new programs are needed to support the continuous transformation of markets around successive generations of new technologies
. 

Market transformation programs differ from resource acquisition programs on 1) objectives, 2) geographical and 3) temporal dimensions, 4) baselines, 5) performance metrics, 6) program delivery mechanisms, 7) target populations, 8) attribution of causal relationships, and 9) market structures
. Markets are social institutions
, and transformation requires the coordinated effort of many stakeholders at the national level, directed to not immediate energy savings but rather to intermediary steps such as changing behavior, attitudes, and market supply chains
 as well as changes to codes and standards. Resource acquisition programs rely upon the use of financial incentives, but concerns have been raised that these incentives distort true market price signals and may directly counter market transformation progress
. According to York
, “Market transformation is not likely to be achieved without significant, permanent increases in energy prices. From an economic perspective, there are 3 ways to achieve market transformation: (1) fundamental changes in behavior, (2) provide proper price signals, and (3) permanent subsidy.”

The question of what constitutes successful transformation is controversial because of a Catch-22: Market transformation is deemed successful when the changed market is self-sustaining, but that determination cannot be made until after program interventions are ended. Often, however, the need for immediate energy and demand savings or immediate carbon-emissions reductions will mean that program interventions may need to continue, which would interfere with the evaluation of whether MT is self-sustaining. Market transformation success has also been defined in terms of higher sales of efficient measures than would have otherwise occurred against a baseline absent of program interventions. The real world, however, provides no such control condition. Evaluators must estimate these baselines from quantitative factors such as past market sales that may be sparse and/or inaccurate - particularly for new products. Evaluations must also defer to expert judgments on what these baselines may have been as well as on the degree of successful market transformation
. Due to the subjective nature of these judgments, it is imperative that baselines as well as milestone MT targets be determined and agreed upon through collaborative discussion by all stakeholders, and these targets may need periodic revision as deemed necessary by changing context.

Market transformation draws heavily upon diffusion of innovation theory
, with the state of a market usually characterized by adoption rate plotted against time on the well-known S-shaped diffusion curve.  In practice, however, the diffusion curve of products may span decades
. Market share tracking studies conducted 3, 5 or even 10 years after the start of an MT program may reveal only small market transformation effects
. The ability to make causal connections between these market transformation effects and any particular program’s activities fades with time, as markets continually change and other influences come into play.

These challenges mentioned above are in reference to programs that were specifically designed to achieve market transformation; and these challenges are only compounded for programs that were primarily designed to achieve energy and demand savings. However, since the inception of market transformation programs almost two decades ago, many lessons have been learned about what the characteristics of successful MT programs are. First and foremost, they need to be designed specifically to address market transformation. “The main reason that (most) programs do not accomplish lasting market effects is because they are not designed specifically to address this goal (often because of regulatory policy directions given to program designers.)
” The Strategic Plan recognizes that regulatory policies are not yet in place to support the success of market transformation efforts
, but also reflects the CPUC’s directive to design energy efficiency programs that can lay the groundwork for either market transformation success or for codes and standards changes. 

Above all else, the hallmark of a successful market transformation program is in the coordination of efforts across many stakeholders. The most successful MT programs have involved multiple organizations, providing overlapping market interventions
. The Strategic Plan calls for coordination and collaboration throughout, and in that spirit the utilities look forward to working with the CPUC and all stakeholders to help achieve market transformation while meeting all the immediate energy, demand, and environmental needs. Drawing upon lessons learned from past MT efforts, the Energy Center of Wisconsin’s guide for MT program developers
 suggests that the first step is not to set end-point definitions, progress metrics or goals. Rather, the first steps include forming a collaborative of key participants. As the Strategic Plan suggests, these may include municipal utilities, local governments, industry and business leaders, and consumers. Then, with the collective expertise of the collaborative, we can define markets, characterize markets, measure baselines with better access to historical data, and define objectives, design strategies and tactics, implement and then evaluate programs. The collaborative will also provide insights that will set our collective expectations for the size of market effects we can expect, relative to the amount of resources we can devote to MT. No one organization in the collaborative will have all the requisite information and expertise for this huge effort. This truly needs to be a collaborative approach from the start. 

Over the past several years a good baseline of market saturation has been established in the California Lighting and Appliance Saturation Study.  The original study was completed in 2000 and then updated in 2005. The overarching goal for these studies is to provide efficiency levels of appliances in order to understand future energy savings potential and past accomplishments in the residential sector.  The IOUs propose that the values in these studies and the data made available in the “California Residential Efficiency Saturation Tool” be used as the basis for the metric for EE in the residential sector.  Specifically it is proposed that a new California Lighting and Appliance Saturation study be conducted in 2010 to estimate again the efficiency levels for key measures.  A comparison could then be made to the previous baseline studies of 2000 and 2005 and a determination made if a trend is taking place that indicates that more energy efficient solutions are being installed in residential households. As market transformation is more than just market share of measures, the suggested metrics also include an attitudinal metric.

Attitudinal change is an important part of any market transformation effort. This change may be tracked with a battery of questions that probes customer attitudes, knowledge and awareness (AKA) of energy efficiency. In order to gauge an attitudinal based metric for this sector the CBEE Baseline Study on Public Awareness and Attitudes study may be employed. The CBEE Baseline Study on Public Awareness and Attitudes uses a battery of questions that have subsequently formed the foundation of surveys used in several later program evaluations. The California Residential Lighting and Appliances Program (CRLAP) Study, Phases 1, 3, and 4, track changes in the market on several AKA dimensions. These and any nation-wide attitude studies may provide a glimpse as to the state of customer AKA of energy efficiency. The usefulness of past surveys as baselines would have to be discussed by the MT collaborative since these were studies that took place before the CA energy crisis.

The surveys used in the CBEE and CRLAP studies may be modified and updated. Or, another battery of questions might be constructed to probe more contemporary knowledge of EE. Energy Attitude/Knowledge scales could be constructed from these questions and the first year responses on the scale could serve as the baseline for subsequent attitudinal change. Customers could be probed annually and their AKA change measured along the scale. Responses of customers for a particular sub-program could be pulled out for separate analysis, as needed. In addition, the suggested metrics also include a behavioral metric.

In addition, behavioral change is an important part of any market transformation effort. This change may be tracked with a battery of questions that probes customers’ past behaviors and intentions about energy efficiency. In order to gauge a behavioral based metric for this sector the statewide Home Energy Efficiency Survey (HEES) may be employed. The long-running Home Energy Efficiency Survey has provided recommendations for behavior changes, and program evaluation studies have assessed the adoption rate of these recommendations for both participants and nonparticipants over the past few program cycles. This information may be used to provide both a baseline and rate of change across time.

The surveys used to evaluate the HEES program may be modified and updated. Or, another battery of questions might be constructed to probe adoption of more contemporary behaviors such as unplugging unused electronics. Energy Behavior scales could be constructed from these questions and the first year responses on the scale could serve as the baseline for subsequent attitudinal change. Customers could be probed annually and their Energy Behavior change measured along the scale. Responses of customers for a particular sub-program could be pulled out for separate analysis, as needed.

b) Market Transformation Information
Per Resolution E-4385, a subset of market transformation indicators (MTIs) for statewide energy efficiency programs and subprograms were presented at a public workshop on November 7, 2011, to allow for public comments and discussion before being finalized.  Per Energy Division Guidance on June 19, 2012, the MTIs to be found in Attachment “H” are approved for this sub-program as applicable. 

c) Market Barriers
In the absence of the ARP, two major market barriers inhibit the retirement and proper recycling of older, inefficient appliances in SDG&E’s service territory: 

1. Consumers lack information from other sources about the energy efficiency benefits of early retirement for old, working appliances; and

2. Consumers do not have access to services that reliably result in retirement and proper recycling. 

The project services provide SDG&E’s customers with a convenient, attractive and environmentally-sound alternative for managing working, older appliances. Traditional methods of managing replaced working appliances include: 

· Keeping and using the appliance as a spare;

· Using a retailer haul-away and resale service;

· Selling or giving the appliance to another electric utility customer (including relatives, neighbors or a charitable organization); and

· Leaving the appliance behind when moving.

These methods lead to the continued use of older, inefficient appliances. 
d) Program Design to Overcome Barriers 
The ARP addresses the above mentioned barriers by collecting these energy-inefficient appliances, processing them to remove all environmentally harmful substances, and recycling the residual materials in compliance with all federal, state and local laws and regulations, preventing the appliances from returning to use or causing environmental damage through improper disposal.

The ARP’s $35 financial incentive encourages customers to participate in the program rather than utilizing one of the traditional methods listed above to manage their old, operating appliance. 

The ARP provides customers with a convenient, free service as an alternative to traditional methods of managing replaced working appliances. The program accelerates early retirement of replaced appliances and encourages early replacement of targeted appliance categories by providing financial incentives and coordination with other SDG&E appliance energy-efficiency programs. This is a highly cost-effective residential program with a solid track record of success that will deliver the energy savings and demand reduction proposed by Contractor.
e) Quantitative Program Targets 
Table 3
	Program Name
	Program Target by 2013
	Program Target by 2014

	Refrigerator Recycling
	13,000
	13,000TBD

	Freezer Recycling
	1,500
	1,500TBD

	Room Air Conditioning Recycling
	0
	0


f) Advancing Strategic Plan Goals and Objectives
· Many of the removed units are secondary units that are perhaps the largest residential “Plug Load.” (2a. Residential Sector, Strategy 3)
You may also want to consider the following specifics:

· By removing inefficient appliances, which are replaced with more efficient ones, the program improves energy efficiency of homes and enhances the objective of reaching to Zero Net Energy homes. (2. Residential Sector, Strategies 1.1, 2.1, 2.3, 3.1, 3.3, and Low Income Strategy 1.1)

· By removing inefficient appliances, which are replaced with more efficient ones, the program improves energy efficiency of small commercial facilities and enhances the objective of reaching to Zero Net Energy work places. (3. Commercial Sector, Strategies 2.6 and 2.8)

· Encourages replacement of existing HVAC with more advanced technologies. (6. Heating, Ventilation and Air Conditioning, Strategy 3.1)

· Has potential to create demand for new and more efficient technologies. (11. Research and Technology, Strategies 1.4, 2.1, 2.2, 2.3, and 2.4) 

· Has the potential to improve energy efficiency in some existing buildings. (12. Local Governments, Strategy 3.2)
6) Program Implementation 

a) Statewide IOU Coordination
Marketing materials
The program’s advertising is backed by program elements that motivate customers to participate by making enrollment simple and convenient. Contractor will provide:

· Customer service through continuation of the program’s toll-free number, 1-800-599-5792 from 7 a.m. to 8 p.m. (Pacific) Monday through Friday and 7 a.m. to 6 p.m. on Saturday.

· An interactive, real-time website that enables customers to schedule their own collection appointment and complete the order process at their convenience.

· Providing links to other websites promoting SDG&E’s energy-efficiency programs.

· In-home collection and room air conditioner drop-off events to provide options for customers to turn in their operating, inefficient appliances.

· Automatic processing and payment of customer incentives, with no additional forms to complete and mail.

The program’s integrated advertising plan employs a combination of print and television media, along with public relations efforts, which include:

· Bill Inserts – Promotional inserts in consumers’ monthly electric and cable television bills have proven to be a very effective form of program advertising because they can be zoned by zip code. This can increase participation in specific geographic areas, where, for example, a high percentage of HTR customers reside. Bill inserts targeted to specific areas will be used to promote both in-home collection and drop-off events.

· Television – With cable television, there is the flexibility to target advertising to selected metropolitan zones in SDG&E’s service territory. Cable systems also offer a greater opportunity to stage ads throughout the broadcast day, which helps create a more level intake of customer orders and increases efficiency in handling incoming calls requesting collection appointments.

· Point-of-Sale Materials – Program literature displayed at new-appliance retailers, along with careful training of sales personnel to stress the requirement that only operating appliances are eligible for turn-in, reaches consumers at time of purchase when the financial incentive becomes an encouragement to step up to a more energy-efficient refrigerator such as an ENERGY STAR® unit.

· Public Relations – Well-timed press releases sent to local media with follow-up calls to answer questions and encourage coverage are also part of the public relations strategy in targeting a specific region or community.

Although types of media vary, the advertising message remains consistent. Essential elements are:

· Educating consumers on the high cost of operating an energy-inefficient refrigerator, freezer or room air conditioner.

· Promoting the energy and environmental benefits of new, energy-efficient appliances, especially ENERGY STAR® models.

· Highlighting the financial incentive participants will receive.

· Emphasizing the ease of participation, with appointment scheduling through the program website, placing a toll-free phone call or attending a drop-off event.

· Program will also coordinate activities with the national ENERGY STAR® appliance initiative by establishing a link from the program website to their website to increase consumer awareness and facilitate access to information on new ENERGY STAR® models.

The Contractor’s marketing campaign is currently creating widespread awareness of the ARP through television and bill inserts in the greater San Diego area. The program has produced several television spots and has developed a wide range of print materials that are produced in English and Spanish. SDG&E’s project manager has final approval on all advertising materials. 

IOU program interactions with CEC, ARB, Air Quality Management Districts, local government programs, other government programs as applicable
The SDG&E Appliance Recycling Program focuses on transforming the residential appliance market by causing an improvement in the efficiency levels of the overall inventory of refrigerators, freezers and room air conditioners within the company’s service territory. As such, the program does not include any distributed generation measures and does not relate to the California Energy Commission’s work on the Public Interest Energy Research (PIER) program. However, the program is a strategic intervention coordinated with other investor owned utility companies that aims to permanently remove from service older, energy-inefficient appliances that otherwise would have remained in use, either by their original owners or through entry into the second-hand appliance market.

Similar IOU and POU programs
Since the early 1990s, California’s three investor-owned utilities have offered appliance recycling programs as core elements of their residential energy efficiency portfolios. Additionally, several municipal utilities and members of joint powers agencies (e.g., Southern California Public Power Authority) offer refrigerator and freezer recycling programs. Because advertising inevitably spills over into adjacent utility territories, program saturation throughout California reduces customer confusion by providing consistency in the opportunities for residents to remove inefficient appliances from service through utility-sponsored programs. Also, in addition to lowering energy consumption within a utility’s own service area, statewide coverage helps to prevent the transfer through resale or give-away of old but working units into the service territories of neighboring utilities. 

b) Program Delivery Mechanisms
Non-IOU programs
The program supports several non-utility initiatives that are offered on a national basis. The first is the Responsible Appliance Disposal (RAD) program sponsored by the United States Environmental Protection Agency (EPA). This program supports the proper disposal of appliances in order to protect the ozone layer and reduce greenhouse gas emissions. As part of the RAD program, participant partners recover ozone-depleting chemicals from old refrigerators, freezers, air conditioners, and humidifiers to ensure that: 

· Refrigerant is recovered and reclaimed or destroyed.

· Polyurethane foam is recovered and destroyed, or the CFC-11 blowing agent is recovered and reclaimed.

· Metals, plastic and glass are recycled.

· PCBs, mercury and used oil are recovered and properly disposed of. 

As part of the program, EPA serves as a technical clearinghouse on responsible appliance disposal program development and implementation; calculates annual and cumulative program benefits in terms of ODS and GHG emission savings and equivalents and, as available, potential cost savings; and provides partner recognition for achievement, such as through press releases, brochures, articles and awards. 

RAD partners include utilities, municipalities, retailers, manufacturers, universities and other interested organizations. 

The program also supports the early retirement component of the United States Department of Energy’s ENERGY STAR® appliance program. Under this initiative, consumers are encouraged to replace their older, energy-inefficient appliances with new ENERGY STAR® listed models. To further increase the energy savings from replacement, consumers are urged to retire their old appliances through a comprehensive and environmentally sound recycling process.

The SDG&E ARP is a prime example of a how a local initiative can be integrated into larger regional and national efforts.
c) Interagency Actions Toward Market Transformation
d) Best Practices 
The program design incorporates various best practice elements, including:

· Contractor experience in providing large-scale appliance collection, processing and recycling for high-volume electric utility programs, including the one sponsored by SDG&E. Contractor has provided services for SDG&E customers through the current 2006-2008 program, Statewide Residential Appliance Recycling Programs during 2002-2005, the Summer Initiative during 2000-2001, and the SBX1 5 program during 2001-2002. 

· Appliance processing services to recover environmentally damaging materials for proper management, including advanced technology to:
· Evacuate CFC/HCFC/HFC refrigerants from 10 to 20 refrigerators at one time.
· Recover and recycle CFC-11 from polyurethane foam insulation with equipment designed and imported from Germany.

· Drain compressor oil from three refrigerators at one time by use of a table that tips the appliances to a horizontal level for thorough oil recovery.
· Recover CFCs entrained in compressor oil to reduce the concentration to levels low enough to allow the oil to be recycled according to California regulations.

· Web-based data management and reporting system that allows SDG&E’s program manager to access real-time data about the program via a desktop computer and the Internet and extract information with customized reports.
· Interactive website to allow customers to conveniently schedule and confirm appliance pickup appointments via the Internet.
e) Innovation
f) Integrated/Coordinated Demand Side Management
g) Integration Across Resource Types (energy, water, air quality, etc)

h) Pilots
i) EM&V
The utilities are proposing to work with the Energy Division to develop and submit a comprehensive EM&V Plan for 2010 - 2012 after the program implementation plans are filed. This will include process evaluations and other program-specific studies within the context of broader utility and Energy Division studies.  More detailed plans for process evaluation and other program-specific evaluation efforts cannot be developed until after the final program design is approved by the CPUC and in many cases after program implementation has begun, since plans need to be based on identified program design and implementation issues.

7) Diagram of Program 
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8) Program Logic Model
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� Definition of Table 1 Column Headings: Total Budget is the sum of all other columns presented here


Total Administrative Cost includes all Managerial and Clerical Labor, Human Resource Support and Development, Travel and Conference Fees, and General and Administrative Overhead (labor and materials).


Total Direct Implementation – includes all financial incentives used to promote participation in a program and the cost of all direct labor, installation and service labor, hardware and materials, and rebate processing and inspection used to promote participation in a program.


Total Marketing & Outreach includes all media buy costs and labor associated with marketing production. 


Integrated Budget Allocated to Other Programs includes budget utilized to coordinate with other EE, DR, or DG programs.


Total Budget is the sum of all other columns presented here


Definition of Sub-Program: A “sub-program” of a program has a specific title; targets; budget; uses a unique delivery or marketing approach not used across the entire program; and for resource programs, has specific estimated savings and demand impacts.


� To be provided for overall program (explaining how sub-programs form a coherent plan) and for each sub-program.


� Final Decision for the 2013-2014 Transition Period on pages 206-207 of Guidance Document


� To be provided for each program and sub-program in PIP.


� California Public Utilities Commission Decision, D.98-04-063, Appendix A.


� California Public Utilities Commission (2008) California Long Term Energy Efficiency Strategic Plan, p. 5. Available at http://www.californiaenergyefficiency.com/docs/EEStrategicPlan.pdf


� Peloza, J., and York, D. (1999). “Market Transformation: A Guide for Program Developers.” Energy Center of Wisconsin. Available at: http://www.ecw.org/ecwresults/189-1.pdf


� Blumstein, C., Goldstone, S., & Lutzenhiser, L. (2001) “From technology transfer to market transformation”. Proceedings of the European Council for Energy Efficient Economy Summer Study. Available at  http://www.eceee.org/conference_proceedings/eceee/2001/Panel_2/p2_7/Paper/


� Sebold, F. D., Fields, A., Skumatz, L., Feldman, S., Goldberg, M., Keating, K., Peters, J. (2001) A Framework for Planning and Assessing Publicly Funded Energy Efficiency. p. 6-4. Available at www.calmac.org.


�  Gibbs, M., and Townsend, J. (2000). The Role of Rebates in Market Transformation:


Friend or Foe. In Proceedings  from 2000  Summer  Study  on  Energy  Efficiency  in 
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