Lighting Market Transformation



1. Program Name:  Lighting Program
2. Program Description (general):

The 2013-2014 Statewide Lighting Program encompasses all previously existing residential lighting programs, as well as non-residential lighting measures. This program comprised of Lighting Market Transformation (LMT), the new Lighting Innovation and Primary Lighting subprograms. 

The 2013-2014 Statewide Lighting Program is designed to promote energy efficient lighting across market sectors. The 2011 Potential Study determined that the market potential for basic Compact Fluorescent Lamps ("CFLs"), advanced lighting measures (including fixtures, ballasts, controls, Light Emitting Diodes ["LEDs"], and specialty CFLs) and dimmable linear fluorescent ballast products is substantial. As such, the 2013-2014 Statewide Lighting Program will focus on refining present strategies and tactics that integrate, leverage and build upon existing delivery channels and customer relationships, while developing and testing market transformation strategies for commercially viable, advanced lighting technologies.

The 2013-2014 Statewide Lighting Program will facilitate market transformation for advanced lighting products through a number of activities including: 1) assessment of pre-commercialized lighting technologies, 2) incentives and demonstration projects for advanced lighting technologies in the early stages of commercialization, and 3) incentives for cost-effective lighting measures that have reached a greater level of commercialization. Additionally, the 2013-2014 Statewide Lighting Program will include trial studies to identify promising program design and delivery approaches. The LMT subprogram will also oversee the progression of lighting measures from emerging technologies to mass market adoption. 

The CPUC’s Long Term Energy Efficiency Strategic Plan ("Strategic Plan") directed the IOUs to phase out support for bare spiral CFLs. As such, the 2013-2014 Statewide Lighting Program continues to transition away from basic lighting measures and towards new technologies that promote sustained energy savings. 
The IOUs have identified possible existing market barriers to implementing the 2013-2014 Statewide Lighting Program. These barriers include insufficient customer knowledge, poor product quality, high product cost, and low market availability. The IOUs, in addition to other key parties, will address these barriers through incentives, program trials, and market education and outreach. 

3. Total Projected Program Budget and Savings: 

The IOU’s funding request and total projected savings for the proposed 2013-2014 Statewide Lighting Program is detailed in Table 1 & 2 below, respectively. The IOUs believe the funding amount is reasonable, results in a cost-effective portfolio that meets the Commission’s energy savings targets for 2013-2014, and supports the Strategic Plan.

4. Table 1: Total Projected Program Budget by Subprogram
:

[image: image1.png]Program# |Main/Sub Program Name Administrative Amount | Marketing Amount | Direct Implementation Amount | Incentive Amount | Total Budget Amount
SW Lighting Program
3245 SW-Lighting-Primary Lighting $561,629 $501,069 52,645,608 §3.919.925 $7.628.231
3241-3244 __|SW-Lighting Lighting Innovation $366.423 §57.461 52,996,921 S0 $3.420,805
3240 SW-Lighting Lighting Market Transformation 207,383 $28.412 541,685 S0 $655.430
TOTAL ]| $1.135.436 $586.943 $6.062.214 $3.919.025 $11.704.517





5. Table 2: Total Projected Program Savings by IOU1:

[image: image2.png]Program #

[Main/Sub Program Name

Gross kW Savings | Gross kWh Savings | Gross Therm Savings
SW Lighting Program
3245 SW-Lighting-Primary Lighting 6622 64,154,490 867,685
3241-3244 __|SW-Lighting Lighting Innovation 0 0 0
3240 SW-Lighting Lighting Market Transformation 0 0 0
TOTAL ]| 6.622 64.154.490 367.685





6. Short description of each subprogram: 
The 2013-2014 Statewide Lighting Program includes the following subprograms.
· Lighting Market Transformation. The Lighting Market Transformation (LMT) subprogram establishes the process through which the IOUs will develop and implement market transformation strategies, new program design approaches in supporting the Lighting Action Plan, which is designed to help achieve the goals described in the California Long Term Energy Efficiency Strategic (Strategic) Plan. The LMT subprogram will oversee the progression of Emerging Technology program’s (ETP) lighting measures and qualified new lighting measures to the Lighting Innovation and Primary Lighting subprograms. Additionally, the LMT subprogram will utilize pre-commercialized and commercialized scoping metrics or other appropriate tools to assign projects to Emerging Technology or Lighting Innovation or Primary Lighting. Finally, the LMT subprogram will support Codes and Standards Program activities to ensure minimum required energy efficient levels in supporting the Strategic goals. 
· Lighting Innovation. The subprogram will support advanced lighting technologies from ETP or new qualified lighting products aimed at early adopters by carrying out demonstration or pilot projects, or in-field trial studies, or combination of incentives and channel outreach for measures in the early stages of commercialization, which eventually could be supported on a larger scale on Primary Lighting.

· Primary Lighting. The Primary Lighting subprogram will employ incentive offerings for energy efficient lighting measures. This subprogram supports lighting measures with a greater level of commercialization and will facilitate rapid market adoption through cost-effective rebates. The Primary Lighting subprogram includes CFLs, LEDs, and dimmable linear fluorescent ballasts among other new technologies. 
1. Subprogram Name:  Lighting Market Transformation 
2. Subprogram ID number:  SDG&E 3245
3. Type of Subprogram: _ ( _Core    __Third Party   __Partnership 

4. Market sector or segment that this subprogram is designed to serve:

a) _( _ Residential  

i. Including Low Income?  _ ( _ Yes   __ No 

ii. Including Moderate Income? _ ( _ Yes __  No 

iii. Including or specifically Multifamily buildings _(_ Yes __ No 

iv. Including or specifically Rental units? _(_ Yes __ No

b) _(_ Commercial  (List applicable NAIC codes: _See E3s__________)

c) _(_ Industrial (List applicable NAIC codes: ____ See E3s _________)

d) _(_ Agricultural (List applicable NAIC codes: __ See E3s _________)

5. Is this subprogram primarily a:

a) Non-resource program  _(__ Yes__ No

b) Resource acquisition program ___ Yes _(_ No

c) Market Transformation Program _(__ Yes ___ No 

6. Indicate the primary intervention strategies:

a) Upstream
 ___ Yes _(_ No

b) Midstream 
___ Yes _(_ No

c) Downstream 
___ Yes _(_  No

d) Direct Install    __ Yes _(_ No

e) Non Resource    _(_ Yes __ No

7. Projected Subprogram Total Resource Cost (TRC) and Program Administrator Cost (PAC):  TRC ___ PAC ___ 
Not applicable for non-resource subprogram.

8. Projected Subprogram Budget:

      Table 1: Projected Subprogram Budget, by Calendar Year:

	
	Program Year

	SDG&E LMT
	2013
	2014
	    Total

	Admin ($)
	$103,691
	$103,691
	$207,383 

	General overhead ($)
	 
	 
	 

	Incentives ($)
	 0
	 0
	0 

	Direct Install Non-Incentives ($) 
	$209843
	$209,843 
	$419,685

	Marketing & Outreach ($)
	$14,206
	$14,206
	$28,412

	Education & Training 
	 
	 
	 

	Total Budget
	$327,740.21 
	327,740.21 
	$655,480 


9. Subprogram Description, Objectives and Theory:

a) Subprogram Description and Theory:   
The Statewide Lighting Market Transformation Subprogram (LMT) establishes a process by which the IOUs can rapidly introduce advanced lighting solutions (products, technologies, systems, design and go-to strategies) to the marketplace, continually improve the IOUs’ lighting programs across all market sectors, and develop innovative new program strategies to continually advance the lighting market to the vision and goals set out in the Strategic Plan. This is accomplished by overseeing lighting solutions across the Statewide Lighting programs, including Emerging Technologies, Lighting Innovation, Primary Lighting and Codes and Standards.

The Product Life Cycle figure below shows the combined "Bass Diffusion Theory"
, “Technology Adoption Life-Cycle model”
 and “Concept of Marketing Mixes”
 as a conceptual model, the Product Life Cycle (PLC) for commercializing new technologies and products. This model provides a high-level macro view of how the industry maximizes the sales of new technology through deploying appropriate marketing mix 4Ps (pricing, promotion, placement and product features) based on user’s needs/wants as the new technology progresses through various market adoption stages (introductory, growth, majority, and sun-setting stages). The PLC model proposes that a certain type of customer tends to cluster within a certain PLC phase, and tends to purchase certain type of products from a certain type of retailers. 
The industry recognizes this market characteristic and responses by formulating appropriate marketing mixes (product features, pricing, placement and promotion) to maximize sales to different customer groups.  The figure provides insights on how the LMT conceptual model might be adapted to guide the IOUs’ collaborations with manufacturers and sales channel efforts to deliver energy efficiency products to the markets.  
Product Life Cycle Concept
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The IOUs could leverage the industry’s commercialization efforts to maximize the adoption of high energy efficient technologies by combining appropriate intervention mechanisms (incentive channels, ME&O, WE&T and Codes & Standards) to influence the industry’s marketing mix 4Ps.

LMT is designed to overcome the following market barriers and to strengthen support for the CLTEESP.

1. Lack of clear strategy and process for efficiently phasing technologies into and out of customer energy efficiency programs
2.
Insufficient market data and market transformation metrics for lighting technologies

3.
4.
Lack of information/education among end-users, utility staff, and equipment installation contractors best lighting practices and technologies; and

Outside of the IOUs, many other efficiency organizations and utilities across the state, west coast, and nation conduct lighting assessments, demonstrations, incentives, and education and training activities are done independently of each other and are relatively fragmented without a cohesive strategy for market transformation. All of these activities seek to influence the lighting markets without substantial coordination; therefore the market impacts due to program interventions could be limited.

The LMT program works with utilities, government, and industry to help formalize the process of collaboration and coordination across these entities to improve the alignment of activities to most effectively transform the market towards higher energy efficient lighting solutions in their respective markets. In order to maximize the benefits of coordinated efforts, LMT’s activities also include leveraging resources outside of California.
The LMT subprogram was designed, with CPUC guidance, to develop program strategies and measure flow management processes, indirect market interventions through information gathering for market characterization, increasing coordination and collaboration between utilities, government and industry.

The LMT subprogram aims to identify gaps in data, activities and strategies for different lighting solutions. Through market research and coordination efforts, LMT provides data-driven guidance to lighting activities within the Emerging Technologies Program (ETP), demonstrations and program design trials within the Lighting Innovation Program, incentive delivery strategies within the Primary Lighting Program, and lighting activities in utility IDSM  programs.

The program also includes an education and information component to improve availability of market data and program design resources for efficiency programs, government and other market actors; as well as lighting solution information for consumers, including contractors, designers, retailers and other end-users through programs such as the Marketing Education and Outreach (ME&O) and the Workforce Education and Training (WE&T) programs.

This subprogram includes the following key activities: 1. Coordination and Collaborations:
a. Maintain updated lighting market, technology, and activity information in databases such as the Lighting Solution Workbook and Lighting Activity Workbook with input from stakeholders and market actors. Tools such as these databases would contain up-to-date information that could assist the IOUs to adapt activity plans and strategies to respond to dynamic market trends. The Workbooks contain market wants and needs, which obtained through stakeholder input and market studies.
b.
Prioritize lighting program intervention strategies (i.e., acceleration and/or sunset lighting measures) in the context of market wants and needs.

c.
Track and coordinate lighting program activities beyond California to minimize duplication of efforts and leverage resources using the Lighting Activity Workbook.
d.
Develop Lighting Solution Pipeline Plans to articulate market wants, needs, and major barriers associated with key lighting solutions and present near- and long-term data and activity needs required to overcome identified key market barriers.

e.
Define goals and objectives for high priority intervention strategies in Lighting Solution Pipeline Plans, targeting specific measures and customer sectors. The Pipeline Plans provide the blue-prints to focus implementation activities within IOU programs, such as ETP, Lighting Innovation, and Primary Lighting sub-programs. The Pipeline Plans are data-driven, leveraging information from sources such as Lighting Solution and Activity Workbooks, and input and guidance from utility, government and industry partners on market wants and needs.

f.
Formulate processes to transition lighting solutions amongst ETP, Statewide Lighting sub-programs and Codes and Standards.

2.  Lighting Education and Information for Key Audiences and Stakeholders

a.
Providing ME&O and WE&T the information on customer wants and needs and energy efficient lighting.

b.
Providing utilities, government organizations, academia, industry partners, and other market actors access to lighting program-related resources, studies, and reports.
b) Subprogram Energy and Demand Objectives 
Table 2: Projected Subprogram Net Energy and Demand Impacts, by Calendar Year

See program overview section 4.
c) Program Non-Energy Objectives: 
Table 3: Quantitative Program Targets (PPMs)

See Attachment 1
d) Cost Effectiveness/Market Need:
LMT has the overarching goal to support the strategic direction outlined in the Strategic Plan (source:  Strategic Plan, page 94)

1.
Develop and implement coordinated policies, procedures, and other market interventions that eliminate barriers, accelerate lighting market transformation in California and provide incentives for best practice lighting technologies and systems.

2.
Define and advance best practices for design, installation, operation and maintenance of integrated systems to achieve sustainable lighting solutions for all spaces.

3.
Create widespread end user demand to purchase and use best practice lighting technologies and systems.

4.
Develop research, development, and demonstration (RD&D) networks to create, test, and deliver the lighting solutions needed to transform California’s lighting market to support ZNE goals.
e) Measure Savings/ Work Papers: 
i. Indicate data source for savings estimates for program measures (DEER, custom measures, etc).

Savings estimates, and therefore their data sources, are not applicable to the LMT because this subprogram does not claim savings.

ii. Indicate work paper status for program measures:

Not applicable for this subprogram.
Table 4:  Work paper Status

See Attachment 3

10. Program Implementation Details

a) Timelines:  
LMT will continue to provide a program annual report
 on June 1, 2013 and June 1, 2014, which will include an update on the statewide Lighting Program’s efforts in the areas of Lighting Solutions Pipeline Plans and Workbooks.
Pursuant to the Guidance Decision (OP 127) the IOUs will fully transition all relevant Lighting materials from the Engage360 web portal to the Energy Upgrade California or an alternative web portal as agreed with the Energy Division by no later than the end of 2013. The IOUs will develop an updated communication plan that transitions all of the LMT program information onto the new web portal before the end of 2013.
Table 5: Subprogram Milestones and Timeline 
See Attachment 3
b) Geographic Scope: 
Table 6:  Geographic Regions Where the Program Will Operate
See Attachment 3
c) Program Administration 
Table 7:  Program Administration of Program Components
See Attachment 3
d) Program Eligibility Requirements: 
i. Customers: 
Table 8:  Customer Eligibility Requirements 
See Attachment 3
ii. Contractors/Participants 
Table 9:  Contractor/Participant Eligibility Requirements 
See Attachment 3
e) Program Partners: 
i. Manufacturer/Retailer/Distributor Partners:

Table 10:  Manufacturer/Retailer/Distributor Partners
See Attachment 3
ii. Other Key Program Partners: 
By its nature, market transformation must occur through many market actors . Therefore, LMT must build, maintain, coordinate and leverage partner organizations with common goals. These partners include federal, state, and local government organizations, energy and lighting industry organizations, academia, other utilities, manufacturers, sales channels, advocacy groups and end-user groups. This includes Department of Energy, Environmental Protection Agency, California Energy Commission, California Lighting Technology Center, Lawrence Berkeley and Pacific Northwest National Labs, Consortium for Energy Efficiency, Natural Resources Defense Council, Illuminating Engineering Society of North America, International Lighting Designers, lighting manufacturers, retailers, and end-user groups.
f) Measures and Incentive Levels: 
Table 11:  Summary Table of Measures, Incentive Levels and Verification Rates
See Attachment 3
i. Indicate the expected incentive level by measure or measure grouping. 
ii. For each incented or rebated measure, indicate the market actor to whom this will be provided. 
g) Additional Services: 
i. For each service provided, indicate any expected charges to market actors of the services, and/or the level at which any such services will be incented or funded. 
Table 12: Additional Services
See Attachment 3
h) Subprogram Specific Marketing and Outreach: 
IOUs conduct integrated, as well as program-specific, marketing and outreach to support the goals and objectives of respective lighting subprograms.  Refer to appropriate resource subprograms for specific marketing and outreach activities.  LMT does not perform any marketing activities, but plays a coordinating role.
i) Subprogram Specific Training: See subprograms
j) Subprogram Software and/or Additional Tools: 
i. List all eligible software or similar tools required for subprogram participation. 
No tool or software is required for participation.  However, SDG&E LMT will share information by using tools such as:

· Lighting Solution Workbook
· Lighting Activity Workbook
· Lighting Solution Pipeline Plans
The above tool examples elaborate market opportunities and barriers among the residential, non-residential, and exterior lighting markets, as well as sub-markets; such as office, restaurant, hospitality, and education, among others. The strategies and approaches developed for each program, market and sub-market varies depending on the unique market characteristics of each individual market and sub-market.

Lighting Solution Workbook

The LMT Lighting Solution Workbook is an example of the utility program planning tool. The workbook distinguishes opportunities and barriers between residential, non-residential, and the various lighting sub-markets. The workbook contains market data that could assist in the prioritization of identified lighting solutions (such as products, systems, and design strategies) by market, technology, savings potential, and market barrier. The prioritization variables depend on the specific aspect in consideration for program planning. The goal of the tools such as Lighting Solution Workbook is to guide the selection of Key Lighting Solutions to achieve optimal balance of cost and benefit in order to overcome the associated market barriers.

Lighting solution prioritization is required to properly give precedence to key lighting solutions with the most potential benefit from utility program intervention strategy development or pipeline plans. The lighting solution prioritization considers utility program, state, and market needs as well as energy and demand savings potential and market barriers. The Lighting Solution Workbook and Lighting Activity Workbook data will be used to support the overall prioritization efforts. LMT also supports lighting activity prioritization at the individual utility program level. For example, data in the Lighting Solution Workbook and Lighting Activity Workbook can be referenced by the Codes and Standards program to determine which technologies are considered mature with relatively high savings potential. Another example is to filter solutions with education and information as the primary barrier and sort by savings potential to help prioritize which solutions should be targeted for Workforce Education and Training efforts.

Lighting Activity Workbook
The LMT Lighting Activity Workbook contains information about the various completed, on-going, and planned lighting activities (such as technology assessments, demonstrations, program trial studies, and M&E market studies).  These activities are distinguished between residential, non-residential, and the various lighting sub-markets. The Lighting Activity Workbook would provide an overall view of LMT activities, allowing a high level assessment of potential activity gaps. This supports the efforts in prioritizing and aligning lighting activities to efficiently and effectively overcome market barriers for the Key Lighting Solutions. The Lighting Activity Workbooks also help to reduce duplication of, and could enhance the utilities’ ability to leverage data from recently completed studies and plan future studies in a coordinated manner. 

Lighting Solution Pipeline Plans
The LMT Lighting Solution Pipeline Plans are market strategy and coordination of activities for driving market adoption of key lighting solutions as well as phasing out lighting solutions that no longer need utility support. Each Pipeline Plan is targeted at a specific market, such as residential, commercial, exterior, and the various sub-markets within those markets.  The pipeline plans would articulate sector- and segment-specific market wants, needs, and key barriers associated with a lighting solution and present the data and activity needs required to overcome the identified key market barriers for the adoption or reduction of utility support for key lighting solutions. SDG&E LMT use tool such as the pipeline plan for identifying targeted support, guidance and direction for LMT efforts.

The Pipeline Plans leverage market data from the Lighting Solution Workbook and activity information in the Lighting Activity Workbook to set forth a data-driven plan which assist LMT stakeholder’s market transformation efforts.

The outcome of the LMT activities yields valuable information for the lighting industry, market actors, and key stakeholders. The communication and sharing of this information will be carried out as part of the Lighting Education and Information Activity.

ii. Indicate if pre and/or post implementation audits will be required for the subprogram.  

Pre-implementation audit required ___ Not Applicable
Post-implementation audit required ___ Not Applicable
iii. As applicable, indicate levels at which such audits shall be rebated or funded, and to whom such rebates/funding will be provided (i.e. to customer or contractor). 

Not Applicable

iv. Table 13:  Post-implementation Audits
See Attachment 3
k) Subprogram Quality Assurance Provisions:  
Table 14:  Quality Assurance Provisions 
See Attachment 3
l) Subprogram Delivery Method and Measure Installation /Marketing or Training:
Lighting Education and Information Activity
The goal of this activity is to address the pressing need for better and more accessible information on lighting technologies. This initiative provides improved access to information and education regarding existing and emerging lighting technologies among end-users, IOU staffs, equipment suppliers, lighting designers, retailer staff, and equipment installation contractors.

As new technologies become available, consumers are faced with the challenges of identifying those technologies, discerning which technology or group of technologies are most appropriate for a given application, understanding the limitations of each technology, and – finally – locating the technologies they wish to purchase. As one possible strategy for overcoming these barriers, statewide funding has been allocated for the development of reliable lighting information resource, workshops, case studies, and best design practices. These efforts target both new construction and retrofit markets to complement the existing Statewide LMT efforts.

The LMT subprogram plans to provide lighting information support for Marketing Education and Outreach (ME&O) and Workforce Education and Training programs through coordination with Emerging Technologies, Codes and Standards and the Statewide Lighting Programs. The intent is to provide information to both general consumers and lighting stakeholders/professionals, each with different wants and needs. The LMT Program plans to have an online information portal dedicated to LMT Program stakeholders and partners that provides lighting program-related resources such as the Lighting Solution Workbook, Lighting Activity Workbook, Lighting Solution Pipeline Plans, and other lighting program-related studies and reports. The IOUs will follow the Guidance Decision’s directive to transition the LMT program information onto an agreed web portal before the end of 2013 and will work with the ME&O program to expand the LMT stakeholder information portal as appropriate.

m) Subprogram Process Flow Chart: 
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n) Cross-cutting Subprogram and Non-IOU Partner Coordination:  
Table 15:  Cross-cutting Subprogram and Non-IOU Partner Coordination
See Attachment 3
o) Logic Model:  
See Attachment 2

LMT subprogram provides the coordination for Lighting Innovation and Primary Lighting subprograms and develops the processes for introducing new products and removing mature ones from the Lighting subprograms. The Primary Lighting subprogram is the production program which support lighting measures that have crossed the commercialization “chasm” and have the potential to achieve mass market adoption. The Lighting Innovation subprogram is an intermediate subprogram between LMT and Primary Lighting, which receives promising lighting measures from Emerging Technology and subjects them to market trials as preparation for entry into the Primary Lighting.

Activities in LMT feed into and take feedbacks from the IOU decision panel, a steering committee that includes key stakeholders from each IOU, for the LMT subprogram. These include priority and goal setting, market, industry, and stakeholder studies and interactions, and market research, codes and standards, ETP, and priorities and goals from the Lighting Innovation subprogram. When these inputs are provided to the decision panel based on the readiness of new technologies to enter into the next phase of program activity and decisions are made to promote the product to another stage, the products will transition into the Innovation subprogram or the Primary Lighting subprogram as new offerings. This is reflected in the outputs and outcomes that show engagement with midstream and upstream market actors to produce agreements for subsidies and training. The LMT Logic Model further shows that when these arrangements are made, customers, participants and non-participants, purchase the products. In these processes, market barriers at each level are overcome. For example, lack of information barriers at each market level are addressed by the training and providing product information at the point-of-purchase. Once consumers have purchased and used the products, further barriers such as attitudinal barriers are overcome, leading to spillover effects.

11.  Additional Subprogram Information

a) Advancing Strategic Plan Goals and Objectives: 
The LMT addresses short and long term lighting opportunities across residential and non-residential market segments for retrofit and new construction in supporting the Strategic Plan’s zero net energy goals. Refer to Sections 9(a) and 9(d) for details on how LMT advances the goals and objectives outlined in the Lighting Chapter of the Strategic Plan.
b) Integration
i. Integrated/coordinated Demand Side Management:
The LMT and associated lighting subprograms are called upon to focus on lighting resources.  However, the IOUs recognize the importance of comprehensive retrofit requirements for deep energy reductions and Demand Response solutions. To help achieve these goals, the IOUs look at lighting solutions as a part of an overall system; this includes Demand Response-capable lighting controls, for each customer sector and application, as appropriate.

Table 16:  Non-EE Subprogram Information
See Attachment 3
ii. Integration across resource types.
c) Leveraging of Resources: 
LMT plans to leverage any resources available to increase program effectiveness. For example, LMT is working with the Illuminating Engineering Society of North America (IESNA) and the International Association of Lighting Designers (IALD to increase education, training and certification for lighting specifiers and designers. The partnerships are intended to leverage the knowledge, education and training resources of those organizations to increase the effectiveness of IOU efforts.
d) Trials/ Pilots: 
LMT would coordinate with other IOU programs on the development and implementation of lighting trials and pilots through monthly Statewide LMT conferences. In addition, the decision panel will be comprised of program leads which will help facilitate the coordination and collaboration between programs. 
e) Knowledge Transfer: 
LMT collects and houses lighting best practice information in the LMT tools listed in Section 10 above.  These tools will be shared with lighting stakeholders through the education and information activities also described in Section 10 of this subprogram implementation plan. 
12. Market Transformation Information: 

a) A summary of the market transformation objectives of the program.
The objective of LMT subprogram is to accelerate the adoption of new and innovative lighting measures and to phase-out matured lighting measures. LMT is designed to do the following:

· Support the Strategic goals as identified in the Lighting Chapter (i.e., chapter 13).
· Develop specific program intervention strategies to overcome market barriers and to meet IOUs’ energy savings objectives.
· Implement a rigorous process for selecting and supporting advanced lighting technologies and go-to market strategy to meet the market wants/needs in lightings and fulfill regulatory and policy mandates.
b) A description of the market, including identification of the relevant market actors and the relationships among them;
The lighting market dynamic is complex and many market actors are involved depending on the customer segments:  (1) Residential and (2) Non-Residential.  Residential usage accounts for 71% of the lamps by quantity but only 25% of lighting energy consumption.  If outdoor lighting applications were set aside, commercial and industrial lighting would account for 27% of lamp quantities and 58% of lighting energy consumptions.
Number of Lamps and Lighting Energy Consumption in the U.S., by Sector
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Market actors for the residential lighting market:

· Federal/state regulators and other standards bodies,
· Manufacturers,
· Retailers and other distributors,
· End-users.
The non-residential market and market actors are different than the residential sector.  The non-residential market often involves all the residential lighting market actors, plus lighting distributors, building and project architects/engineers and contractor/installers.

Diagram of Non-Residential Stream of Influencers
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c) A market characterization and assessment of the relationships/dynamics among market actors, including identification of the key barriers and opportunities to advance demand side management technologies and strategies;

The Strategic Plan identified the following barriers that could impede successful implementation of the above goals:

(1)
Policy Barriers that conflict with the accelerated adoption of best practice lighting technologies and systems required to meet the state‘s ZNE goals;

(2)
Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;

(3)
Proprietary protocols that can limit innovation and interoperability of lighting systems and integration with other building and network systems;

(4)
Lack of retailer and consumer awareness about lighting‘s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;

(5)
Cost constraints, including the challenge of encouraging end users to purchase and install best-practice lighting technologies and systems;

(6)
Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market.

The Lighting Market Transformation subprogram would address market barriers 2, 4, 5, and 6 in the Strategic Plan.

The LMT subprogram reports progress of lighting activities that advance California’s Long Term Energy Efficiency Strategic Planin the SW LMT Annual Report. This report is submitted to the CPUC in June annually. 
d) A description of the proposed intervention(s) and its/their intended results, and specify which barriers the intervention is intended to address;
This IOU program in collaboration with the Workforce Education and Training program to address the following barriers:
· Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;

· Intervention Opportunity:  Provide education and training on lighting best practices to installers, contractors and other lighting professionals to improve awareness, knowledge and attitude (i.e., WET program, and Primary Lighting subprogram)
· Intended Results:  improve the awareness, knowledge and attitude (AKA) of contractors, installers and lighting professionals concerning lighting best practices.  This improvement in AKA, will lead to program participation as well as spillover effects.
· Lack of retailer and consumer awareness about lighting’s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;

· Intervention Opportunity:  Provide education and training to retailers, distributors so they are armed with improved selling information and enhanced selling techniques (i.e., Primary Lighting subprogram)
· Intended Results:  improve the AKA of lighting retailers and distributors concerning both energy and non-energy benefits of EE lighting measures.

· Cost constraints, including the challenge of encouraging end users to purchase and install best practice lighting technologies and systems;

· Intervention Opportunity:  Provide an incentive to lower the high first-cost barrier and help build demand for high efficient lighting products. Intended Results:  reduced prices for the energy efficient lighting products, leading to increase market demands and supplies for efficient lightings. Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market;
· Intervention Opportunity:  Provide an environment to test and verify lighting technology to reduce performance uncertainty (i.e., lighting ETP activities and lighting Innovation subprogram).
· Intended Results:  Reduce performance and market uncertainty of new lighting measures and practices.  
e) A coherent program, or “market,” logic model that ensures a solid causal relationship between the proposed intervention(s) and its/their intended results
;
The Lighting Market Transformation programs are designed to use a market transformation framework to pull in new measures and technologies and to reconsider the more mature measures and technologies.  The diagram below describes this iterative process.
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To support the above framework, an IOU Decision Panel would be formed, to manage and guide this process.  The following logic models will illustrate the interaction amongst the Lighting Market Transformation subprogram, Lighting Innovation subprogram and Primary Lighting subprogram.  (Refer to logic models in Attachment 2).
f) Appropriate evaluation plans and corresponding Market Transformation Indicators and Program Performance Metrics based on the program logic model.
Due to the need to comply with the Decision’s timeline for filing the 2013-2014 PIP, and our desire to comply with earlier Decisions that call for gathering stakeholder input in informing market transformation efforts, we suggest that a full market effects evaluation plan be developed during the formulation of the Joint EM&V Plan as described in section “18.1. Evaluation Budget” in Decision R.09-11-014. Until then, we suggest the following approach.
Summative evaluation: Market Effects. The market transformation program’s theory and logic model will be used to guide the evaluation efforts. The scope of the market effects study should be defined by the LMT program’s scope. The timeline for specific market effects that are to be evaluated should be defined by the LMT program theory. Among other indicators, the program theory may specify changes in market characteristics that can be evaluated, such as 1) spillover, 2) attitudes, awareness and knowledge, 3) reductions in a specific market barrier, 4) current pricing and product availability, and 5) other market milestones. We will make the following distinction between program “spillover” and market effects: spillover is energy savings not directly tracked by the program, whereas market effects are broader and would include spillover as well as meaningful changes in the structure or functioning of the market.
Formative evaluation: The formative evaluation of a market transformation program is typically performed at the intervention (i.e. program) level. The methods are the same as would be used in a program process evaluation, and would include interviews with program staff, participants and non-participants as well as an assessment of the program’s direct outputs. 
Market transformation indicator results shall be reported, as available, by Energy Division or the IOUs, depending upon who conducts the necessary market studies.  (Res. 4385, 12/2/10)
Market Transformation Indicators (MTIs) 
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 Appendix “F” are approved for this subprogram as applicable.
Attribution: Outside of California, most guidelines for evaluating market transformation acknowledge that it is very difficult to attribute market effects to any single program, and nearly impossible to partition out the respective contributions of several coordinated programs on market effects and market transformation. In California, the Framework (Sebold et al., 2001) emphasized that attribution of market effects to programs bears further research. Others (Rosenberg & Hoefgen, 2009; Keating & Prahl (MT Workshop, Nov 2011) suggest that declaring the program’s strategic intent through the market transformation initiative’s theory and logic model is key to establishing future claim on transformation effects. The methods proposed by Rosenberg & Hoefgen (2009) for attributing market effects to individual programs include a number of approaches, all of them qualitative: self-report of spillover and free ridership; cross-sectional comparisons with other geographic regions; structured expert judging; and case studies. But attribution using a “preponderance of evidence” approach would likely be expensive and still yield arguable results. Attribution by nature focuses on individual program efforts, and we believe the market transformation evaluation discourse should be focused on the overlapping synergy among all programs and influences in the market. We realize we all have a “Shared Mission” of meeting the CPUC’s very aggressive Strategic Plan goals. We do not wish to not invest resources in teasing apart which program entity contributed how much, but instead will plan to focus on whether all the market forces across the State of California have succeeded in transforming the market.
13. Additional information as required by Commission decision or ruling or as needed:  
Not Applicable
ATTACHMENT 1

Program Non-Energy Objectives

Lighting Market Transformation is constituted of previous program offerings.  Because of this, the primary SMART objectives will remain the same.  The objectives are listed in Attachment 3.  They will be achieved by program activities performed specific to each objective and element.   The results will be reported by performing analytics of program data from applicable internal sources.    
Table 3: Quantitative Program Targets (PPMs)
See Attachment 3
ATTACHMENT 2
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ATTACHMENT 3
(“Appendix C” New Program Tables)

Table 3: Quantitative Program Targets (PPMs)

Below are the approved PPMs for the 2010-2012 Lighting Market Transformation Program (Resolution E-4385, Appendix A).  Metric type 2a indicates that the IOUs should report on the metric on an annual basis (unless indicated otherwise).  Metric type 2b indicates the IOUs should report on the metric at the end of the program cycle. 

	PROGRAM PERFORMANCE METRICS (2010-2012)
	Metric Type

	1. Develop a lighting technology roadmap (i.e., what’s new and available by when (MM/YY), using available information from all IOU and external parties) by January 2011 and to be reported twice in 2011 and annually thereafter.. (Y/N)
	2a* *semi-annually in 2011 and annually thereafter

	2. Develop a communication plan, by March 2011, to make the lighting technology roadmap, pipeline plans, and technology resource information from this program available on the statewide marketing, education and outreach (ME&O) web portal by July 2011, and update annually. (Y/N)
	2b

	3. Number of recommended projects initiated and completed, with findings and recommendations (i.e., this is a tracking of lighting related projects for ET, Advanced Lighting and 3rd parties), by project type: (a) work papers, (b) white paper, (c) pilot project (d) strategy document.
	2b

	4. Number of EE lighting measures added, removed, or updated as a result of LMT activities and influence, and reported in annual LMT June Report 
	2a


Table 4:  Work paper Status

Work papers are not applicable for this subprogram.
Table 5: Subprogram Milestones and Timeline 

	Milestone
	Date

	LMT Program Annual Report - 2013
	6/1/2013

	LMT Program Communication Plan
	12/31/2013

	LMT Program Annual Report - 2014
	6/1/2014


Table 6: Geographic Regions

Not Applicable; non-resource program

Table 7: Program Administration of Program Components

	Program Name
	Program Component
	Implemented by IOU Staff? (X = Yes)
	Implemented by contractors to be selected by competitive bid process (if Yes then enter type of contractor/other market actor possibly used)
	Implemented by contractors NOT selected by competitive bid process (list prime contractor and sub-contractor names)
	Implemented by local government or other entity ( X = Yes)

	LMT
	LMT Program Implementation/Coordination with other IOU programs and LMT Stakeholders
	X
	
	
	

	Program projects/studies

	LMT
	Lighting Solution Workbook
	
	Consultant, TBD as appropriate before end of Program Cycle
	Consultant, TBD as appropriate before end of Program Cycle
	

	LMT
	Lighting Activity Workbook
	
	Consultant, TBD as appropriate before end of Program Cycle
	Consultant, TBD as appropriate before end of Program Cycle
	

	LMT
	Lighting Solution Pipeline Plans
	
	Consultant, TBD as appropriate before end of Program Cycle
	Consultant, TBD as appropriate before end of Program Cycle
	

	LMT
	Other Studies 
	
	Consultant, TBD as appropriate before end of Program Cycle
	Consultant, TBD as appropriate before end of Program Cycle
	


Table 8: Customer Eligibility Requirements (Joint Utility Table)

Not Applicable; non-resource program

Table 9: Contractor Eligibility Requirements (Joint Utility Table)

	Contractor Eligibility Requirement (list of requirements)
	PGE
	SCE 
	SDGE

	Not Applicable; non-resource program
	X
	X
	

	Proven business entity validity, established clientele
	
	
	X

	Demonstrated track record
	
	
	X

	Competence demonstrated in the application process (certified training, license, etc)
	
	
	X


Table 10: Manufacturer/Retailer/Distributor Partners

Not Applicable; non-resource program

Table 11: Summary Table of Measures, Incentive Levels and Verification Rates

Not Applicable; non-resource program

Table 12: Additional Services

	Additional Services that the Subprogram Will Provide
	To Which Market Actors
	SDGE

	LMT Program does not fund/provide services directly to customers. LMT coordinates with programs such as Primary Lighting, Lighting Innovation, ME&O, and WE&T that provide such services.
	Other IOU Programs
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Federal, State, and Local Government Organizations
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Energy and Lighting Industry Organizations
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Universities and Academia
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Manufacturers
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Sales Channels
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Advocacy Groups 
	No Funding

	Share/Distribute Lighting/Controls Information with Stakeholders
	Other Utilities
	No Funding

	Training on SW Lighting Program Structures & Processes
	Upstream / Midstream Downstream participant


Table 13: Program Related Audits

Not Applicable

Table 14: Quality Assurance Provisions

Not Applicable; non-resource program

Table 15: Cross-cutting Subprogram and Non-IOU Partner Coordination 

	Lighting Market Transformation

	Other IOU Subprogram Name
	Coordination Mechanism
	Expected Frequency

	Statewide LMT Subprogram
	Meetings, Calls & Emails
	Generally monthly & as needed

	Lighting Innovation Subprogram
	Meetings, Calls & Emails
	Generally monthly & as needed

	Primary Lighting Subprogram
	Meetings, Calls & Emails
	Generally monthly & as needed

	Emerging Technologies Program
	Meetings, Calls & Emails
	Generally monthly & as needed

	Codes and Standards Program
	Meetings, Calls & Emails
	Generally monthly & as needed

	Marketing Education & Outreach
	Meetings, Calls & Emails
	Generally monthly & as needed

	Workforce Education & Training
	Meetings, Calls & Emails
	Generally monthly & as needed

	Coordination Partners Outside CPUC

	LMT Stakeholder Meetings
	Meetings
	Annually

	LMT Key Partner Meetings
	Meetings, Calls & Emails
	Generally three times annually and as needed

	West Coast Utilities Lighting Teams
	Meetings
	Three times annually

	Consortium for Energy Efficiency
	Meetings, Calls & Emails
	Three times annually

	ENERGY STAR
	Meetings, Calls & Emails
	Twice annually

	Department of Energy Solid State Lighting Workshops
	Workshops/Meetings
	Annually

	Lighting Industry Conferences
	Conferences/Meetings
	Annually

	DesignLights Consortium
	Group Meetings, Calls and Email
	Twice annually

	California Lighting Technology Center
	Group Meetings, Calls and Email
	As needed, roughly twice yearly


Table 16: Non-EE Subprogram Information

Not Applicable

1. Subprogram Name:  Lighting Innovation
2. Subprogram ID number: SDG&E 3241 - 3244
3. Type of Subprogram: _(_Core    __Third Party   __Partnership 

4. Market sector or segment that this subprogram is designed to serve:

a) _(_ Residential  

i. Including Low Income?  _(_ Yes   __ No 

ii. Including Moderate Income? _(_ Yes __  No 

iii. Including or specifically Multifamily buildings _(_ Yes __ No 

iv. Including or specifically Rental units? _(_ Yes __ No

b) _(_ Commercial  (List applicable NAIC codes: __ See E3s ________)

c) _(_ Industrial (List applicable NAIC codes: _____ See E3s ________)

d) _(_ Agricultural (List applicable NAIC codes: ____ See E3s _______)
5. Is this subprogram primarily a:

a) Non-resource program  _(__ Yes__ No

b) Resource acquisition program _(__ Yes ___ No

c) Market Transformation Program __(_ Yes ___ No 

6. Indicate the primary intervention strategies:

a) Upstream
 _(__ Yes ___ No

b) Midstream 
_(__ Yes ___ No

c) Downstream 
_(__ Yes ___  No

d) Direct Install    _(_ Yes __ No

e) Non Resource    _(_ Yes __ No

7. Projected Subprogram Total Resource Cost (TRC) and Program Administrator Cost (PAC):  TRC PAC 
8. Projected Subprogram Budget:

Table 1: Projected Subprogram Budget, by Calendar Year:

	
	Program Year

	SDG&E Lighting Innovation
	2013
	2014
	    Total

	        Admin ($)
	$183,212
	$183,212
	$366,423

	General overhead ($)
	 
	 
	 

	Incentives ($)
	 0
	0 
	 0

	Direct Install Non-Incentives ($) 
	$1498,461
	$149,8461
	$299,6921

	Marketing & Outreach ($)
	$28,730
	$28,730 
	$57,461

	Education & Training 
	 
	 
	 

	Total Budget
	$1,710,403
	$1,710,403
	$3,420,805 


9. Subprogram Description, Objectives and Theory:

a) Subprogram Description and Theory: 
Working in collaboration with LMT subprogram, the Lighting Innovation subprogram is designed as an intermediary step to foster markets for measures that are in the early phase of commercialization. It will develop small to medium scale demonstration projects and trial studies to support measures and program design approaches that could eventually be to transition to the Primary Lighting subprogram.  Trial studies will help verify promising program design approaches and new lighting measures that have the potential to satisfy lighting market needs but not been fully tested in the past. 

Each IOU may offer incentives on a different lighting measure mixes depending on the specific goals established in a trial study. The Lighting Innovation subprogram measures may bring in a blend of newly commercialized technologies and innovative go-to-market processes for harvesting un-tapped savings.

This subprogram supports advanced lighting technologies and program approaches aimed at early adopters. This subprogram provides the dedicated resources to help innovative lighting technologies bridge the “chasm” between the early adopters and the early majority.  From the early stages of product development, promising measures that exit the Emerging Technologies Program might transition to the Lighting Innovation subprogram for further market development. It also targets promising measures that might become mass adopted once they successfully crossed the early commercialization “chasm”. These advance lighting measures could include those that were brought to market without first being included in the Emerging Technologies Program.  

Lighting remains a significant opportunity in terms of saving opportunities for California’s electricity consumers. To develop strategies to continue to tap the saving opportunities, the Lighting Innovation subprogram will be implemented in close coordination with LMT subprogram strategic lighting initiative. LMT provides guidance to the Lighting Innovation in the development of pilots, trials, and scaled field projects aimed at achieving the Strategic Plan’s goals.

Within California’s energy efficiency policy, and as outlined in the Strategic Plan, it is important to address the energy intensity within the commercial, agriculture, industrial, and residential sectors.  Lighting Innovation would support new lighting technologies and test new program delivery method as identified by LMT.  

Lighting Innovation is designed to (1) verify the new technology/product or program approaches, (2) conduct trials and pilots, (3) Gather information for work papers developments and program design.  This information feeds into the Decision Panel for further actions by appropriate Lighting subprograms.  

b) Subprogram Energy and Demand Objectives 
Table 2 Projected Subprogram Net Energy and Demand Impacts, by Calendar Year

See program overview section 5.

c) Program Non-Energy Objectives: 
See Attachment 1
The Lighting Innovation subprogram is primarily a non-resource program that employs several resource activities. It plans to claim energy savings on measures that have approved work papers and will attempt to report ex-ante savings on potential projects whenever possible.

Due to the nature of the program, quantitative savings targets will not be the major indicator of program success. Program Performance Metrics will include lists of trials, pilots, and new measures.   

Table 3: Quantitative Program Targets (PPMs)
See Attachment 3

d) Cost Effectiveness/Market Need: 
The methods contained in the Standard Practice Manual will be used. An E3 calculator will be utilized to estimate program cost effectiveness values.

e) Measure Savings/ Work Papers: 
i. Indicate data source for savings estimates for program measures (DEER, custom measures, etc). 
Subprogram uses work papers in determining measure savings and will refer to DEER values where applicable. The subprogram may use actual site monitoring for certain pilots where applicable.
ii. Indicate work paper status for program measures:
Attachment 3
10. Program Implementation Details

a) Timelines:  
The proposed timeline of milestones assumes portfolio approval by January 1, 2013, and may be adjusted upon final approval date.

Table 5: Subprogram Milestones and Timeline 

See Attachment 3
b) Geographic Scope: 
Table 6:  Geographic Regions Where the Program Will Operate

See Attachment 3
c) Program Administration 
Table 7:  Program Administration of Program Components

See Attachment 3
d) Program Eligibility Requirements: 
i. Customers: 
Table 8:  Customer Eligibility Requirements 
See Attachment 3
ii. Contractors/Participants: 
Table 9:  Contractor/Participant Eligibility Requirements 
See Attachment 3
e) Program Partners: 
i. Manufacturer/Retailer/Distributor Partners:  

Table 10:  Manufacturer/Retailer/Distributor Partners

See Attachment 3
ii. Other Key Program Partners: 

f) Measures and Incentive Levels: 
Table 11:  Summary Table of Measures, Incentive Levels and Verification Rates

See Attachment 3
i. Indicate the expected incentive level by measure or measure grouping.

ii. For each incented or rebated measure, indicate the market actor to whom this will be provided. 

g) Additional Services: 
For each service provided, indicate any expected charges to market actors of the services, and/or the level at which any such services will be incented or funded. 
Table 12: Additional Services
See Attachment 3
h) Sub-Program Specific Marketing and Outreach: 
Marketing and outreach plans would be varied for each program trial and demonstration project. The Lighting Innovation sub-program would tap various marketing methods as appropriate, including multi-program brochures, web pages, bill inserts and partner with retail, manufacturer or distributor marketing initiatives where applicable to promote trials and demonstration projects. These efforts would pay special attention to education and exposure of customers to new measures recently introduced in the market. The sub-program would work very closely with the Primary Lighting and LMT sub-programs to coordinate marketing tactics for ensuring the delivery of messages that are consistent with the Statewide Lighting Programs’ overall goals and that appropriate strategies are implemented based on the unique needs of a specific market sector.

Public awareness of the program is enhanced through activities including referrals from the Home Energy Guide, the statewide IOU joint marketing and outreach campaign, income-qualified programs, and other IDSM activities.

i) Subprogram Specific Training: 
Lighting Innovation subprogram requires unique training requirements for each trial or demonstration project. However, general training modules will be developed to ensure program compliance and contractor/vendor/participant understanding of program parameters in 2013-14.

j) Subprogram Software and/or Additional Tools: 
i. List all eligible software or similar tools required for subprogram participation. 

The Lighting Innovation subprogram will not invest in any custom software applications since trial activities are mostly exploratory in nature. The subprogram uses applicable software/systems/database currently being utilized by IOUs.
ii. Indicate if pre and/or post implementation audits will be required for the subprogram.  

Pre-implementation audit required _(__ Yes ___ No

Post-implementation audit required _(_ Yes ___ No

iii. As applicable, indicate levels at which such audits shall be rebated or funded, and to whom such rebates/funding will be provided (i.e. to customer or contractor). 

Table 13:  Post-implementation Audits

See Attachment 3
k) Subprogram Quality Assurance Provisions:  
Table 14:  Quality Assurance Provisions

See Attachment 3
l) Subprogram Delivery Method and Measure Installation /Marketing or Training:  
The Lighting Innovation subprogram focuses on trials and pilots that examine program designs, models, and implementation tactics so successful methods of transforming the market can be transitioned to the Primary Lighting subprogram. This subprogram also implements scaled field showcases to evaluate effectiveness of new products/measures in the early commercialization phase in the real world end-use environments.  This will help to collect data for potential full scaled deployment in Primary Lighting. Each segment develops and classifies projects within the Residential and Non-Residential sectors, for interior and exterior lighting applications.

Subprogram Process Flow Chart: 
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m) Cross-cutting Subprogram and Non-IOU Partner Coordination:  
Table 15:  Cross-cutting Subprogram and Non-IOU Partner Coordination
See Attachment 3
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n) Logic Model:  
See Attachment 2
Lighting Innovation subprogram supports the new measures and or program approaches to prepare these for eventual entry into Primary Lighting subprogram. This involves conducting trials and pilots to gain knowledge about technical reliability and marketing approache effectiveness for new lighting measures. Based on the knowledge gained from these activities, the new lighting measures are introduced to the market through Primary Lighting. The information gains from Lighting Innovation would help LMT to designs program strategies to overcome barriers so that sales channels are willing to stock the products and consumers are willing to purchase them. The logic model then reflects the fact that when some consumers have purchased the products, further barriers, such as attitudinal barriers would reduced and they will buy more while intervention would be slowly phase out.  
11.  Additional Subprogram Information

a) Advancing Strategic Plan Goals and Objectives:  The Lighting Innovation subprogram’s objectives and strategies are defined below.

Objective-1:  Conduct trials/pilots to test new  products / applications / program models to determine what new products, measures, or approaches can be successfully transitioned to the Primary Lighting subprogram 

· Strategy-1-1:  Implement product trials and pilots to evaluate effectiveness of new products/measures in the end-use environment to collect data for a full scaled deployment

· Conduct demonstration and pilot projects or market trial studies of measures in the very early stages of product commercialization. 
· The intent of these trials/pilots is to collect end-user preference and purchase-behavior data so the information could aid future product and program design
· Launch scaled field placement trials/pilots for products/measures that have successfully completed technology application assessment by ETP.
Objective-2:  Conduct trials/pilots to test program designs and implementation so successful methods can be transitioned to the Primary Lighting subprogram 

· Strategy-2-1:  Implement program trials and pilots to test customer choice preferences, price elasticity, promotional approaches, educational messaging, and program delivery methods. 

· Another benefit of the scaled field placement trials/pilots is to test the quality and quantity of products/measures and utilized distribution channels.
· Test different program models to analyze their viability for future program designs and evaluate their impact to the program’s overall cost effectiveness metrics.
Objective-3:  Share new products/measures knowledge learned from trials/pilots with end-users and market actors 

· Strategy-3-1:  Support education training and outreach efforts to promote information garnered from the pilots/trials

· Participate in industry wide conferences meetings and workshops for information sharing,
· Help in development of new and innovative Workforce Education and Training classes and events,
· Take part in stakeholder and market actor events and conferences
· Assist the Lighting Market Transformation subprogram to efficiently disseminate information to the appropriate industry stakeholders. 
· Assist the Lighting Market transformation subprogram to provide feedback to lighting manufacturers for continuous improvement in lighting product design for better market adoption
b) Integration
i. Integrated/coordinated Integrated Demand Side Management: 
Lighting Innovation subprogram collaborates with the marketing and outreach programs to ensure that subprogram demonstration and trial outcomes are shared with internal and external stakeholders to increase customer education and program participation across IDSM product offerings. 

Table 16:  Non-EE Subprogram Information
See Attachment 3
ii. Integration across resource types.

The program will pursue opportunities for expansion as they arise.

c) Leveraging of Resources: 
The IOUs work with ENERGY STAR®, the Consortium for Energy Efficiency (CEE), the Design Lights Consortium (DLC), the California Lighting Technology Center (CLTC), and the California Energy Commission (CEC) to further their visions, goals, and priorities in the application of energy-efficient lighting as well as regional groups such as the West Coast Utility Lighting Collaborative. The IOUs serve on the steering committees, review panels, and working groups of such organizations. The IOUs also serve on the DOE Solid State Lighting Workshop committee and has been an important contributor of various solid state lighting initiatives.  Program staff is also involved with activities of the CLTC by providing sample products, attending meetings, using its expertise, and working as a team in industry relations.
d) Trials/ Pilots: 
Several program trial concepts are planned to be implement by the Lighting Innovation subprogram.  The list below is merely to show a flavor for potential trials and is not comprehensive.

· The 2010 – 2012 Web Trial under the Lighting Innovation subprogram would allow customers within the utility service territories to purchase energy efficient lighting products online through qualifying web sites. The trial will test midstream and upstream approaches using specialty online retailers and big box stores with an established online presence as distribution channels. Various online marketing and outreach tactics will also be deployed in conjunction with the Web Trial to identify how these treatments impact sales as compared to the traditional brick-and-mortar sales channels used by the Primary Lighting subprogram.

· The Lighting Innovation subprogram will explore a Midstream approach targeting groups such as distributors, contractors, and /or manufacturer reps as delivery channels for commercial non-residential measures. The trial will study program design feasibility and the effectiveness of offering incentives using a buy down strategy through various distribution channels for energy efficient lighting products.  The trial will seek to understand the complex commercial lighting channels and develop a strategy to best influence the specification lighting industry.  For general service screw base LED lamps applicable to the current California Energy Commission LED Quality Standard and typically purchased by lighting contractors, incentives will be provided only for products that meet that standard.  Manufacturers will have a transition period of less than one year to comply with the CEC quality standard for identified LED lamp categories.  
· The Lighting Innovation subprogram would look into a “Sustainable Office Lighting” concept that might provide incentives for office retrofit projects aimed at reducing lighting energy use for Class A office environments. This trial plans to incentivize projects based on percentage of energy reduced as a result of replacing inefficient fixtures with alternative energy efficient lighting sources. Additional incentives might also be provided for projects utilizing certified CALCTP contractors to ensure proper installation of these products in the field. The trial would target medium to large size organizations as well as state run offices.

The Lighting Innovation subprogram aims to deliver a structured deployment of scaled field trials. Project deliverables will be defined by the Lighting Market Transformation subprogram with the goal of fulfilling the Lighting program’s short and long term goals. At the same time, the subprogram attempts to increase the IOU’s knowledge of market barriers of potential lighting technologies that may have suffered from poor market adoption. Moreover, through the coordination of LMT, the Lighting Innovation subprogram would work in with the Emerging Technologies program in the execution of lighting related technology assessment projects. Below are some examples of projects the IOUs might consider for demonstration purposes. This list is not comprehensive and may be modified as a result of changing market needs.
· General lighting field projects using a combination of LED lighting and controls will be selected for field demonstration projects.  These projects would identify various sectors where a significant level of energy use can be reduced with the replacement of inefficient lighting fixtures and introduction of LED lighting and controls. The project aims to gather data relating to EE savings generated, occupancy levels, consumer behavior, customer satisfaction, installation barriers and other information that will help substantiate base line figures for work paper development. It also aims to identify different methods in calculating energy savings using an energy use performance based approach.

· Hi-Bay lighting control demonstration projects for warehouse and manufacturing settings are assessed to identify potential energy savings generated and other factors that may influence technology adoption such as workers’ overall working condition as well as barriers to field installations.

e) Knowledge Transfer: 
The Lighting Innovation subprogram values “best practice” approaches in implementing program trials and demonstration projects. As such, the Lighting Innovation subprogram will support LMT to proactively work with other utilities and industry stakeholders to leverage resources and learn from each other’s accomplishments to maximize resources and avoid duplication of efforts in the deployment of energy efficiency projects. It also utilizes any available database such as the project tracking tool developed by LMT to monitor current utility and non-utility initiatives.

12. Market Transformation Information: 

a) A summary of the market transformation objectives of the program.

The objective of the program is to accelerate the adoption of new and innovative lighting measures, to aggressively promote existing effective measures, and to phase-out matured lighting measures that have gain wide-spread mass market adoptions.  This program is designed to do the following:

· Be part of the solution to support the goals of the California Long-term Energy Efficiency Strategy and the goals identified in the Lighting Chapter (i.e., chapter 13).

· Test specific program intervention strategies, developed by LMT, to overcome market barriers and to meet IOUs’ energy savings objectives.

· Implement a rigorous process as this program seeks to support the commercialization of advanced lighting technologies that satisfy the wants/needs of customers and fulfill the Lighting Program’s goals and regulatory mandates.

b) A description of the market, including identification of the relevant market actors and the relationships among them;
The lighting market dynamic is complex and many market actors are involved depending on the customer segments:  (1) Residential and (2) Non-Residential.  Residential usage accounts for 71% of the lamps by quantity but only 25% of lighting energy consumption.  If outdoor lighting applications were set aside, commercial and industrial lighting would account for 27% of lamp quantities and 58% of lighting energy consumptions.  

Number of Lamps and Lighting Energy Consumption in the U.S., by Sector

[image: image11.png]Number of Lamps Energy Use

® Residential 71% ‘ 25%
® Commercial . 25% ‘

© Industrial ® % . 8%
@ Outdoor [ J 2% . 17%

Figure 5-2 U.S. Lighting Lamp Inventory, Electricity Consumption and Lumen Production in 2010




Here are the market actors for the residential lighting market:

· Federal/state regulators and other standards bodies,

· Manufacturers,

· Retailers and other distributors,

· End-users.

The non-residential market and market actors are different than the residential sector.  The non-residential market often involves all the residential lighting market actors, but also relies upon lighting distributors, building and project architects/engineers and contractor/installers, depending on the size of the project and business establishment.

Diagram:  Non-Residential Stream of Influencers
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c) A market characterization and assessment of the relationships/dynamics among market actors, including identification of the key barriers and opportunities to advance demand side management technologies and strategies;
The Strategic Plan identified the following market barriers that could impede successful implementation of the above goals:

(1)
Policy Barriers that conflict with the accelerated adoption of best practice lighting technologies and systems required to meet the state‘s ZNE goals;
(2)
Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;
(3)
Proprietary protocols that can limit innovation and interoperability of lighting systems and integration with other building and network systems;
(4)
Lack of retailer and consumer awareness about lighting‘s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;
(5)
Cost constraints, including the challenge of encouraging end users to purchase and install best-practice lighting technologies and systems;
(6)
Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market.
d) A description of the proposed intervention(s) and its/their intended results, and specify which barriers the intervention is intended to address;
Through coordination with all Lighting subprograms, ME&O and WE&T, Lighting Innovation aims to address the following barriers:

· Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;

· Intervention Opportunity:  Provide education and training on lighting best practices to installers, contractors and other lighting professionals to improve awareness, knowledge and attitude.
· Intended Results:  improve the awareness, knowledge and attitude (AKA) of contractors, installers and lighting professionals concerning lighting best practices.  This improvement in AKA, will lead to program participation as well as spillover effects.
· Lack of retailer and consumer awareness about lighting’s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;

· Intervention Opportunity:  Provide education and training to retailers and distributors so they are armed with improved selling information and enhanced selling techniques 
· Intended Results:  improve the AKA of lighting retailers and distributors concerning both energy and non-energy benefits of EE lighting measures.
· Cost constraints, including the challenge of encouraging end users to purchase and install best practice lighting technologies and systems;

· Intervention Opportunity:  Provide incentives to new and innovative lighting measures 
· Intended Results:  reduced prices for the targeted lighting products, leading to increasing purchase and installation of the program target measures.  Over time, the program can help reduce product costs, increase retailer shelf space, and variety of program qualified products.  These effects will contribute to changes in the lighting market dynamic leading to lasting market change.
· Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market.

· Intervention Opportunity:  Work with manufacturers to encourage the development of better energy saving products.  Sample, test and verify lighting technology to reduce performance uncertainty 
· Intended Results:  Reduce performance and market uncertainty of new lighting measures and practices.  This information could be used to improve programmatic design so program delivery mechanism could be more effective in reaching target customers and markets.
e) A coherent program, or “market,” logic model that ensures a solid causal relationship between the proposed intervention(s) and its/their intended results
;
The Statewide Lighting programs are designed to use a market transformation framework to continuously pull in new measures and technologies to be support by various Lighting subprogram and phase out the more matured measures as they transition to codes and standards.  The diagram below describes this iterative process.
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Within this context, an IOU Decision Panel would be formed, to manage and guide this process. The subprogram logic models will illustrate the interaction amongst the Lighting Market Transformation subprogram, Lighting Innovation subprogram and Primary Lighting subprogram.  

f) Appropriate evaluation plans and corresponding Market Transformation indicators and Program Performance Metrics based on the program logic model.
Due to the need to comply with the Decision’s timeline for filing the 2013-2014 PIP, and our desire to comply with earlier Decisions that call for gathering stakeholder input in informing market transformation efforts, we suggest that a full market effects evaluation plan be developed during the formulation of the Joint EM&V Plan as described in section “18.1. Evaluation Budget” in Decision R.09-11-014. Until then, we suggest the following approach.

Summative evaluation: Market Effects. The market transformation program’s theory and logic model will be used to guide the evaluation efforts. The scope of the market effects study should be defined by the LMT program’s scope. The timeline for specific market effects that are to be evaluated should be defined by the LMT program theory. Among other indicators, the program theory may specify changes in market characteristics that can be evaluated, such as 1) spillover, 2) attitudes, awareness and knowledge, 3) reductions in a specific market barrier, 4) current pricing and product availability, and 5) other market milestones. We will make the following distinction between program “spillover” and market effects: spillover is energy savings not directly tracked by the program, whereas market effects are broader and would include spillover as well as meaningful changes in the structure or functioning of the market.

Formative evaluation The formative evaluation of a market transformation program is typically performed at the intervention (i.e. program) level. The methods are the same as would be used in a program process evaluation, and would include interviews with program staff, participants and non-participants as well as an assessment of the program’s direct outputs. 

Market transformation indicator results shall be reported, as available, by Energy Division or the IOUs, depending upon who conducts the necessary market studies.  (Res. 4385, 12/2/10)

Market Transformation Indicators (MTIs) 
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 Appendix “F” are approved for this subprogram as applicable.
Attribution Outside of California, most guidelines for evaluating market transformation acknowledge that it is very difficult to attribute market effects to any single program, and nearly impossible to partition out the respective contributions of several coordinated programs on market effects and market transformation. In California, the Framework (Sebold et al., 2001) emphasized that attribution of market effects to programs bears further research. Others (Rosenberg & Hoefgen, 2009; Keating & Prahl (MT Workshop, Nov 2011) suggest that declaring the program’s strategic intent through the market transformation initiative’s theory and logic model is key to establishing future claim on transformation effects. The methods proposed by Rosenberg & Hoefgen (2009) for attributing market effects to individual programs include a number of approaches, all of them qualitative: self-report of spillover and free ridership; cross-sectional comparisons with other geographic regions; structured expert judging; and case studies. But attribution using a “preponderance of evidence” approach would likely be expensive and still yield arguable results. Attribution by nature focuses on individual program efforts, and we believe the market transformation evaluation discourse should be focused on the overlapping synergy among all programs and influences in the market. We realize we all have a “Shared Mission” of meeting the CPUC’s very aggressive Strategic Plan goals. We do not wish to not invest resources in teasing apart which program entity contributed how much, but instead will plan to focus on whether all the market forces across the State of California have succeeded in transforming the market.

13. Additional information as required by Commission decision or ruling or as needed:  

Not applicable
ATTACHMENT 1

Program Non-Energy Objectives

Lighting Innovation is a New Program.  The Program non-energy objectives are found in the PPMs and other tables of Attachment 3.
Table 3 Quantitative Program Targets (PPMs)
See Attachment 3
ATTACHMENT 2
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ATTACHMENT 3

(“Appendix C” New Program Tables)

Table 4:  Work paper Status

Work paper group will provide this information when it is available.

Table 5: Subprogram Milestones and Timeline 

	Milestone
	Date

	2013-14 EE PIP Filing
	Q3'12

	Commenting Period on PIP Filing
	Q3'12

	Approval for 2013-14 EE Portfolio
	Q4'12

	Compliance Filing for 2013-14 EE Portfolio
	Jan'13

	2013-14 Program Launch
	Q1'12

	2013 Program Review
	Q4'13

	2013 Program Updates
	Q4'13

	2014 Program Launch
	Q1'14

	2013-14 Transition Period Review
	Q1'14

	Commission’s Guidance for Post-2014
	Q4'13

	Parties’ comments on Post-2014 Guidance
	Q4'13

	Post-2014 Proposed Decision 
	Q1'14

	Parties’ comments on Post-2014 Proposed Decision 
	Q1'14

	Final Decision for Post-2014
	Q2'14

	Post-2014 PIP Development
	Q2'14

	Post-2014 PIP Filing
	Q3'14

	Post-2014 EE Portfolio Approval
	Q4'14


Table 6: Geographic Regions for SW Lighting Program
	Geographic Region
	SW IOUs Service Areas

	CEC Climate Zone 1
	X

	CEC Climate Zone 2
	X

	CEC Climate Zone 3
	X

	CEC Climate Zone 4
	X

	CEC Climate Zone 5
	X

	CEC Climate Zone 6
	X

	CEC Climate Zone 7
	X

	CEC Climate Zone 8
	X

	CEC Climate Zone 9
	X

	CEC Climate Zone 10
	X

	CEC Climate Zone 11
	

	CEC Climate Zone 12
	

	CEC Climate Zone 13
	X

	CEC Climate Zone 14
	X

	CEC Climate Zone 15
	X

	CEC Climate Zone 16
	X


Table 7: Program Administration of Program Components

	
	Program Component
	Implemented by IOU Staff? (X = Yes)
	Implemented by contractors to be selected by competitive bid process (if Yes then enter type of contractor/other market actor possibly used)
	Implemented by contractors NOT selected by competitive bid process (list prime contractor and sub-contractor names)
	Implemented by local government or other entity ( X = Yes)

	Lighting Innovation
	Trial & Pilot
	X
	Lighting Contractors
	
	

	Lighting Innovation
	Demonstration Projects
	X
	Lighting Contractor
	
	

	Lighting Innovation
	Other Program Delivery Models
	X
	Contractor
	
	


Table 8: Customer Eligibility Requirements (Joint Utility Table)

Refer to Primary Lighting Table 8.  Requirements may vary depending on the characteristics of the projects.

Table 9: Contractor Eligibility Requirements (Joint Utility Table)

	Contractor Eligibility Requirement (list of requirements)
	PGE
	SCE 
	SDGE
	SCG

	Signed Participation Agreement
	x
	x
	x
	

	Completed Reservation Request
	x
	x
	x
	

	Signed Notification of Allocation Form
	x
	x
	x
	

	Confirmation of Allocation Received from IOU
	x
	x
	x
	

	ENERGY STAR®/DLC listed if products are applicable to listing
	x
	x
	x
	

	Proven business entity validity, established clientele
	x
	x
	x
	

	Demonstrated track record
	
	x
	x
	

	Financial ability to indemnify IOU
	
	x
	
	

	Competence demonstrated in the application process
	
	x
	x
	


Table 10: Manufacturer/Retailer/Distributor Partners

	Manufacturer/Retailer/Distributor Partner Information
	PGE
	SCE 
	SDGE

	
	[list kinds of manufacturers]
	[list kinds of manufacturers]
	[list kinds of manufacturers]

	 Manufacturers  enrolled  in program
	CFL
	CFL
	CFL

	 Manufacturers  enrolled  in program
	LED
	LED
	LED

	 Manufacturers  enrolled  in program
	Fixtures
	Fixtures
	Fixtures

	 Manufacturers  enrolled  in program
	Controls
	Controls
	Controls

	 Manufacturers  enrolled  in program
	HID
	HID
	HID

	 Manufacturers  enrolled  in program
	Linear Fluorescent
	Linear Fluorescent
	Linear Fluorescent

	 Manufacturers  enrolled  in program
	Induction
	Induction
	Induction

	 Manufacturers  enrolled  in program
	Cold Cathode
	Cold Cathode
	Cold Cathode

	 Manufacturers  enrolled  in program
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)

	 Manufacturers targeted for enrollment in program
	CFL
	CFL
	CFL

	 Manufacturers targeted for enrollment in program
	LED
	LED
	LED

	 Manufacturers targeted for enrollment in program
	Fixtures
	Fixtures
	Fixtures

	 Manufacturers targeted for enrollment in program
	Controls
	Controls
	Controls

	 Manufacturers targeted for enrollment in program
	HID
	HID
	HID

	 Manufacturers targeted for enrollment in program
	Linear Fluorescent
	Linear Fluorescent
	Linear Fluorescent

	 Manufacturers targeted for enrollment in program
	Induction
	Induction
	Induction

	 Manufacturers targeted for enrollment in program
	Cold Cathode
	Cold Cathode
	Cold Cathode

	 Manufacturers targeted for enrollment in program
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)

	Retailers enrolled in program
	Discount
	Discount
	Discount

	Retailers enrolled in program
	Drug
	Drug
	Drug

	Retailers enrolled in program
	Grocery
	Grocery
	Grocery

	Retailers enrolled in program
	Hardware
	Hardware
	Hardware

	Retailers enrolled in program
	Home Improvement
	Home Improvement
	Home Improvement

	Retailers enrolled in program
	Ltg & Electronics
	Ltg & Electronics
	Ltg & Electronics

	Retailers enrolled in program
	Mass Merchandise
	Mass Merchandise
	Mass Merchandise

	Retailers enrolled in program
	Membership Club
	Membership Club
	Membership Club

	Retailers enrolled in program
	Large Supermarket
	Large Supermarket
	Large Supermarket

	Retailers enrolled in program
	Other
	Other
	Other

	Retailers targeted for enrollment in program
	Discount
	Discount
	Discount

	Retailers targeted for enrollment in program
	Drug
	Drug
	Drug

	Retailers targeted for enrollment in program
	Grocery
	Grocery
	Grocery

	Retailers targeted for enrollment in program
	Hardware
	Hardware
	Hardware

	Retailers targeted for enrollment in program
	Home Improvement
	Home Improvement
	Home Improvement

	Retailers targeted for enrollment in program
	Ltg & Electronics
	Ltg & Electronics
	Ltg & Electronics

	Retailers targeted for enrollment in program
	Mass Merchandise
	Mass Merchandise
	Mass Merchandise

	Retailers targeted for enrollment in program
	Membership Club
	Membership Club
	Membership Club

	Retailers targeted for enrollment in program
	Large Supermarket
	Large Supermarket
	Large Supermarket

	Retailers targeted for enrollment in program
	Other
	Other
	Other

	Distributors enrolled in program
	Contractors
	Contractors
	Contractors

	Distributors enrolled in program
	Electrical Wholesale
	Electrical Wholesale
	Electrical Wholesale

	Distributors targeted for enrollment in program
	Lighting Wholesale
	Lighting Wholesale
	Lighting Wholesale

	Distributors targeted for enrollment in program
	Electrical Wholesale
	Electrical Wholesale
	Electrical Wholesale

	Distributors targeted for enrollment in program
	Contractors
	Contractors
	Contractors

	Distributors targeted for enrollment in program
	ESCOs
	ESCOs
	ESCOs


Table 11: Summary Table of Measures, Incentive Levels and Verification Rates

Refer to Table 11 in the Primary Lighting Program.  Selective measures will be applied to this subprogram.

Table 12: Additional Services

	Additional Services that the Subprogram Will Provide
	To Which Market Actors
	PGE
	SCE 
	SDGE

	
	
	[indicate the level at which the service will be incented or funded]
	[indicate the level at which the service will be incented or funded]
	[indicate the level at which the service will be incented or funded]

	Orientation and Training 
	Upstream and Midstream Participants
	TBD
	No Charge, Normal Operations
	No funding required

	Promotional and Educational materials
	Upstream and Midstream Participants
	TBD
	No Charge, Normal Operations
	No funding required

	Orientation and Training for Trial Study Purposes
	New Delivery Channel Partners, End-Users
	
	No Charge, Normal Operations
	

	Promotional and Educational materials for Trial Study Purposes
	New Delivery Channel Partners, End-Users
	
	No Charge, Normal Operations
	

	Education and Training  on lighting technologies, systems, and design strategies
	Lighting Designers, Architects Engineers
	
	No Charge, Normal Operations
	

	Education and Training  on lighting technologies, systems, and design strategies
	Contractors & Installers
	
	No Charge, Normal Operations
	


Table 13: Program Related Audits

Lighting Innovation does not have any plans to fund or rebate audits

Table 14: Quality Assurance Provisions

Refer to Table 14 in Primary Lighting.  The Lighting Innovation Subprogram will adhere to quality control procedures developed for the Primary Lighting subprogram.
Table 15: Cross-cutting Subprogram and Non-IOU Partner Coordination 
	Subprogram Name

	Other IOU Subprogram Name
	Coordination Mechanism
	Expected Frequency

	Lighting Market Transformation
	Individual or Group Meetings and Email
	Weekly

	Multi-Family
	Individual Meetings
	As needed, roughly monthly

	Deemed & Calculated Nonresidential
	Individual or Group Meetings and Email
	As needed, roughly monthly

	Emerging Technologies
	Individual or Group Meetings and Email
	As needed, roughly quarterly

	3rd Party & Direct Install
	Individual or Group Meetings and Email
	As needed, roughly quarterly

	Codes & Standards
	Individual Calls or Meetings
	As needed, roughly twice annually

	Coordination Partners Outside CPUC

	ENERGY STAR
	Group Meetings, Calls and Email
	Twice annually

	CEE
	Group Meetings, Calls and Email
	Three times annually

	Major Retailers
	Group Meetings or Group Calls
	As needed, roughly twice yearly

	DOE
	Team Conference Calls
	Roughly Quarterly

	CEC
	Group Meetings
	Roughly Annually


Table 16: Non-EE Subprogram Information

Not Applicable to Lighting Innovation
1. Subprogram Name:  Primary Lighting
2. Subprogram ID number:  SDG&E 3245
3. Type of Subprogram: _(_Core    __Third Party   __Partnership 

4. Market sector or segment that this subprogram is designed to serve:

a) _(_ Residential  

i. Including Low Income?  _(_ Yes   __ No 

ii. Including Moderate Income? _(_ Yes __  No 

iii. Including or specifically Multifamily buildings _(_ Yes __ No 

iv. Including or specifically Rental units? (__ Yes __ No

b) __ Commercial  (List applicable NAIC codes: __See E3s_________)

c) __ Industrial (List applicable NAIC codes: ____ See E3s _________)

d) __ Agricultural (List applicable NAIC codes: ___ See E3s ________)

5. Is this subprogram primarily a:

a) Non-resource program  ___ Yes_(_ No

b) Resource acquisition program _(__ Yes ___ No

c) Market Transformation Program _(__ Yes ___ No 

6. Indicate the primary intervention strategies (SDG&E):
a) Upstream
 _(__ Yes ___ No

b) Midstream 
_(__ Yes ___ No

c) Downstream 
_(__ Yes ___  No

d) Direct Install    __ Yes _(_ No 
e) Non Resource    _(_ Yes __ No

Projected Subprogram Total Resource Cost (TRC) and Program Administrator Cost (PAC):  TRC _ __ PAC _ __ 
Refer to SDG&E savings placemat table

7. Projected Subprogram Budget:

Table 1: Projected Subprogram Budget, by Calendar Year:

	
	Program Year

	SDG&E Primary Lighting
	2013
	2014
	    Total

	Admin ($)
	 $282,461
	$279,168 
	$56,1629 

	General overhead ($)
	 
	 
	 

	Incentives ($)
	$2,010,368
	$1,909,557 
	$39,199 

	Direct Install Non-Incentives ($) 
	$1,327,804
	$1,317,804
	$2,645,608

	Marketing & Outreach ($)
	$250,535
	$250,535
	$501,069

	Education & Training 
	 
	 
	 

	Total Budget
	$3,871,168
	 
$3,757,064
	$7,628,231 


8. Subprogram Description, Objectives and Theory:

a) Subprogram Description and Theory: 
The Primary Lighting Subprogram is the largest component of the Statewide Lighting Program. This subprogram works in conjunction with lighting ETP activities, Lighting Innovation and LMT subprograms to support a portfolio of high quality high efficient lighting measures that includes lighting technologies that have successfully crossed the commercialization “chasm” and having the potential to achieve mass market adoption.

This subprogram serves the needs of all residential customers, and reports results together except for third-party and government partnership program sponsored lighting measures.    

Primary Lighting employs incentive to drive supply and demand of energy efficient lighting products. It is a resource program, which also has non-resource, and market transformation activities.

The offers contained in this program have been important parts of utility EE portfolios for many years and have been successful in making inroads toward the development of energy efficient lighting markets in California. This subprogram has been highly cost-effective each year.  

b) Subprogram Energy and Demand Objectives-  
Table 2 Projected Subprogram Net Energy and Demand Impacts, by Calendar Year

See program overview section 5.

c) Program Non-Energy Objectives: 
See Attachment 1
During the transition period the IOUs will pursue the following non-energy objectives:

· Primary Lighting would work with other lighting subprograms to strategically coordinate the transitions of lighting measures between product life cycle stage, code requirements, and market potential to optimize stakeholder value. 
· Education by means of market outreach that addresses barriers of awareness and knowledge. Marketing plans are developed and implemented each year with this goal in mind.   
d) Cost Effectiveness/Market Need: 
The methods contained in the Standard Practice Manual will be used. An E3 calculator will be utilized to estimate program cost effectiveness values.

e) Measure Savings/ Work Papers: 
i. Indicate data source for savings estimates for program measures (DEER, custom measures, etc). 
Subprogram will use work papers in determining measure savings and will refer to DEER values where applicable.

ii. Indicate work paper status for program measures:
Table 4:  Work paper Status

See Attachment 3

9. Program Implementation Details

a) Timelines:  
The proposed timeline of milestones below assumes portfolio approval by January 1, 2013, and may be adjusted upon final approval date.

Table 5:  Subprogram Milestones and Timeline 

See Attachment 3
b) Geographic Scope: 
Table 6:  Geographic Regions Where the Program Will Operate

See Attachment 3
c) Program Administration 
Table 7:  Program Administration of Program Components

See Attachment 3
d) Program Eligibility Requirements: 
i. Customers: 
Table 8:  Customer Eligibility Requirements 

See Attachment 3

Contractors/Participants: 
Table 9:  Contractor/Participant Eligibility Requirements (Joint Utility Table)

See Attachment 3
e) Program Partners: 
Manufacturer/Retailer/Distributor partners:  
Participating lighting manufacturers and sales channel partners would be changed each year.  See Attachment 3 for a list of prospective program partner descriptions based on past participants.
Table 10:  Manufacturer/Retailer/Distributor Partners
See Attachment 3
f) Measures and Incentive Levels: 
Measures in this program are energy efficient lighting products, such as CFLs, specialty CFLs, and dimmable linear fluorescent ballasts, HID fixtures, fluorescent fixtures, induction fixtures, lighting controls, plug-in lamps (not applicable to PG&E), LED’s, and newer technologies, in the mass commercialization phase.  Planned measures and incentive levels are shown in summary form in Attachment 3. In that table, the incentive ranges indicate multiple tiers or lumen ranges with different maximum incentives. 

This table envisions all currently known measures. The program allows for the introduction of new measures during the implementation period as they become available.  Each IOU could choose a different subset of the measure list.  

Some measures might be retired due to issues such as code changes or have successfully achieved wide-spread market adoption where incentives are no longer necessary. Some measures face barriers that could reduce their market penetration compared to prior years such as the 2012 world-wide shortage of rare earth elements needed for CFL bulbs.  

Each IOU may move measures from one lighting subprogram to another during the implementation period at their individual discretion.  Each IOU may offer different incentive for similar lighting measures to suit the needs of IOU’s local market conditions.
A California standard for LED products has been developed for use in this program. The IOUs will provide rebates for products that meet the criteria’s as discussed with the CEC and CPUC.  Where the CEC quality standard for LEDs does not apply, LED products must be consistent with ENERGY STAR or Design Lights Consortium (DLC) standards and bear the Lighting Facts label. Additionally, medium screw based LEDs are required to be listed on the DOE Lighting Facts to be eligible.   

Program participants in Primary Lighting will be notified of the CEC’s LED quality standard (QS) and given instructions to transition to qualifying products.  The IOUs will work collaboratively with the CEC and Commission staff to develop a transition plan of less than one year for program participants to deliver LEDs meeting CEC’s LED QS for the California markets.  During this transition period, only LED lamps in the top half of quality in the market will qualify for incentives. Expected LED product types include omni-directional A-Lamps, Reflector Lamps, and Decorative Retrofit Floods (clip-in lamps in rimmed housings equipped with standard Edison screw-bases designed for recessed ceiling fixtures).  LED Reflector lamps in the following categories are anticipated:  R, BR, MR, and PAR.
Table 11:  Summary Table of Measures, Incentive Levels and Verification Rates
See Attachment 3
i. Indicate the expected incentive level by measure or measure grouping. 
ii. For each incented or rebated measure, indicate the market actor to whom this will be provided. 
g) Additional Services: 
i. For each service provided, indicate any expected charges to market actors of the services, and/or the level at which any such services will be incented or funded. 
Table 12: Additional Services

See Attachment 3

h) Subprogram Specific Marketing and Outreach: 
The IOUs support educational and promotional efforts to enhance the market’s understanding of energy efficient lighting and its benefits. The IOUs collaborate on marketing messages and strategies, but develop and implement their own channel outreach plans to cater for the unique needs of each local markets. Depending on the utility, channel outreach may include tactics such as issuing bill inserts, hosting promotional web pages, and conducting outreach efforts. Each utility would conduct their own channel outreach events to disseminate information on the benefits and guideline for purchasing energy efficient lightings.   

Environmental messaging is promoted, covering topics such as the proper disposal of lighting products that contain mercury. Other important messaging educates customers on the variety of specialty and advanced lighting products.
The most successful marketing involves in-store signage and displays.  The program solicits participants to apply some form of additional promotional effort, such as end caps or circulars.  In-store promotion demonstrates its effectiveness year after year through sales uplifts.  
i) Subprogram Specific Training: 
· Training through program materials designed for each type of participant 

· Training program participants on incentive offers,  requesting fund reservations, submitting invoice packets, and using IOU-provided electronic tools and systems

· Training retailers, distributors, or contractors in program participation and implementation

· Training IOU employees in program operations

j) Subprogram Software and/or Additional Tools: 
i. List all eligible software or similar tools required for subprogram participation. 
· Online systems offered by the IOU

· Email

· MS Excel

· MS Word

ii. Indicate if pre and/or post implementation audits will be required for the subprogram.  
Pre-implementation audit required __ Yes __(_ No

Post-implementation audit required __ Yes _(__ No

iii. As applicable, indicate levels at which such audits shall be rebated or funded, and to whom such rebates/funding will be provided (i.e. to customer or contractor). 
Table 13:  Post-implementation Audits
See Attachment 3
k) Subprogram Quality Assurance Provisions:  
Table 14:  Quality Assurance Provisions
See Attachment 3
l) Subprogram Delivery Method and Measure Installation /Marketing or Training:  
The upstream manufacturer reimbursement method for retail incentive discounts would be one of key incentive channel for the Primary Lighting offers.  The retailer-midstream delivery method is similar to the upstream method, but the incentive reimbursement would be paid to the retailer instead of the manufacturer.  Other successfully tested delivery methods from the Lighting Innovation Program may also be used.

m) Subprogram Process Flow Chart: 
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n) Cross-cutting Subprogram and Non-IOU Partner Coordination:  
Key non-IOU partners include ENERGY STAR®, Consortium for Energy Efficiency (CEE), the California Lighting Technology Center (CLTC), lighting manufacturers, and major retailers.  The program interacts with many other entities, such as the Natural Resources Defense Council (NRDC), the Department of Energy (DOE), Design Lights Consortium (DLC), the California Energy Commission (CEC) and the CPUC.   

Table 15:  Cross-cutting Subprogram and Non-IOU Partner Coordination
See Attachment 3
o) Logic Model:  
See Attachment 2

LMT made decisions based on experiences with new products in the Innovation subprogram, including submitting completed studies and work papers for new product is to be entered into the Primary Lighting subprogram. The major activities in the Primary Lighting subprogram logic model involve advertising, direct mailing, and coordination with home and business Energy Advisor Survey activities, engaging manufacturers, engaging retailers and distributors, engaging end users with deemed, calculated and direct install activities, engaging property owners/managers via contractors and working with others—professional and trade organizations—to engage contractors, architects, engineers. All of these activities increase participant and non-participant purchases of the new product, thus overcoming barriers to those purchases, and further reducing barriers to future purchases (spillover).

10.  Additional Subprogram Information

a) Advancing Strategic Plan Goals and Objectives: 
The Strategic Plan goals and objectives aimed at removing a number of program and market barriers:  

1.
Policy barriers 

2.
Lack of knowledge 

3.
Proprietary protocols 

4.
Lack of retailer and consumer awareness 

5.
Cost constraints 

6.
Gaps in Research, Development and Demonstration 

The program is designed to overcome the barriers stated above through:

•
Education and marketing that helps create positive consumer perception and overcome negative perceptions with clear messaging
•
Incentives to reduce the initial cost barrier;
•
Interaction with policy makers to work through policy barriers
•
Working with other subprograms and directly with manufacturers to influence improvement and development of products.
The delivery methods for this program were designed for the purpose of reduced market and program barriers and to maximize energy savings.  The various methods are matched to specific target customer characteristics to achieve these ends. See the section on Market Transformation Information below for a more detail.

b) Integration

i. Integrated/coordinated Demand Side Management: 
The lighting program measures are often promoted alongside demand response offers as an Integrated DSM (IDSM) strategy.  Although this subprogram does not fund IDSM activities through its budget, it supports IDSM’s efforts through outcomes such as peak shaving, load shifting, valley filling, and load curtailment, which are the results of energy efficient lighting and controls. Promising measures conducive to demand response such as lighting controls with remote capabilities are examples of lighting measures that Primary Lighting would consider for inclusion into the program.
Table 16:  Non-EE Subprogram Information
See Attachment 3

ii. Integration across resource.
This program does not aim to integrate across resources types because lighting is not currently conducive to such activities.

c) Leveraging of Resources: 
Primary Lighting will not leverage external investments, but will leverage value provided by program participants at no cost, such as in-store displays and advertising.

d) Trials/ Pilots: 
No formal trials or pilots will be conducted in this subprogram. These activities will be conducted in other lighting subprograms.

e) Knowledge Transfer: 

Best practices are shared at inter-utility meetings, such as the CEE Lighting Committee meetings, ENERGY STAR Partner meetings, and the DOE’s CALiPER meetings.  Additionally, best practice studies can be found on the Best Practices web site at eebestpractices.com

11. Market Transformation Information: 
a) A summary of the market transformation objectives of the program.
The objective of the Primary Lighting program is to accelerate the adoption of new and innovative lighting measures, to aggressively promote existing effective measures, and to phase-out matured lighting measures that have successfully achieve wide-spread market adoption and or have been adopted into codes and standards.  The Primary Lighting is designed to do the followings:

· Support the goals of the California Long-term Energy Efficiency Strategy and the Lighting Chapter (i.e., chapter 13).

· Supports the commercialization of advanced lighting technologies that satisfy the wants/needs of customers and fulfill the goals and regulatory mandates for Primary Lighting subprogram
b) A description of the market, including identification of the relevant market actors and the relationships among them;
The lighting market dynamic is complex and many market actors are involved depending on the customer segments:  (1) Residential and (2) Non-Residential.  Residential usage accounts for 71% of the lamps by quantity but only 25% of lighting energy consumption.  If outdoor lighting applications were set aside, commercial and industrial lighting would account for 27% of lamp quantities and 58% of lighting energy consumptions.  
Number of Lamps and Lighting Energy Consumption in the U.S., by Sector
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Here are the market actors for the residential lighting market:

· Federal/state regulators and other standards bodies,

· Manufacturers,

· Retailers and other distributors,

· End-users.
c) A market characterization and assessment of the relationships/dynamics among market actors, including identification of the key barriers and opportunities to advance demand side management technologies and strategies;
The Strategic Plan identified the following market barriers that could impede successful implementation of the above goals:
(1)
Policy Barriers that conflict with the accelerated adoption of best practice lighting technologies and systems required to meet the state‘s ZNE goals;

(2)
Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;

(3)
Proprietary protocols that can limit innovation and interoperability of lighting systems and integration with other building and network systems;

(4)
Lack of retailer and consumer awareness about lighting‘s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;

(5)
Cost constraints, including the challenge of encouraging end users to purchase and install best-practice lighting technologies and systems;

(6)
Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market.

d) A description of the proposed intervention(s) and its/their intended results, and specify which barriers the intervention is intended to address;
This IOU subprogram can address the following barriers:
· Lack of knowledge regarding best practice lighting technologies among installers and other lighting professionals;
· Intervention Opportunity:  Provide education and training on lighting best practices to installers, contractors and other lighting professionals to improve awareness, knowledge and attitude.
· Intended Results:  improve the awareness, knowledge and attitude (AKA) of contractors, installers and lighting professionals concerning lighting best practices. This improvement in AKA, will lead to program participation as well as spillover effects.
· Lack of retailer and consumer awareness about lighting’s invisible benefits, such as contributions to human performance, well-being and energy and cost savings;

· Intervention Opportunity:  Provide education and training to retailers and distributors so they would be equipped with improved selling information and enhanced selling techniques 
· Intended Results:  improve the AKA of lighting retailers and distributors concerning both energy and non-energy benefits of EE lighting measures.
· Cost constraints, including the challenge of encouraging end users to purchase and install best practice lighting technologies and systems;

· Intervention Opportunity:  Provide an incentive to new and innovative lighting product where IOU intervention would accelerate the movement of product life cycle 
· Intended Results:  Reduced prices for the targeted lighting products, leading to increasing purchase and installation of the program target measures. Over time, the program can help reduce product costs, increase retailer shelf space, and variety of program qualified products. These effects will contribute to changes in the lighting market dynamic leading to lasting market change.
· Gaps in the Research, Development and Demonstration (RD&D) infrastructure that cause redundancies and unnecessary delays in rapid deployment of best practice technologies to the market.

· Intervention Opportunity:  Work with manufacturers to encourage the development of better energy saving products. Sample, test and verify lighting technology to reduce performance uncertainty 
· Intended Results:  Reduce performance and market uncertainty of new lighting measures and practices.  This information could be used to improve program design so program delivery mechanism could be more effective in reaching target customers and markets.
e) A coherent program, or “market,” logic model that ensures a solid causal relationship between the proposed intervention(s) and its/their intended results
;
The Statewide Lighting programs are designed to use a market transformation framework to pull in new measures and phase-out measures that have successfully achieve wide-spread adoption.  The diagram below describes this iterative process.
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Within this context, an IOU Decision Panel would be formed, to manage and guide this process.  The subprogram logic models will illustrate the interaction amongst the Lighting Market Transformation subprogram, Lighting Innovation subprogram and Primary Lighting subprogram.  
f) Appropriate evaluation plans and corresponding Market Transformation indicators and Program Performance Metrics based on the program logic model.
Due to the need to comply with the Decision’s timeline for filing the 2013-2014 PIP, and our desire to comply with earlier Decisions that call for gathering stakeholder input in informing market transformation efforts, we suggest that a full market effects evaluation plan be developed during the formulation of the Joint EM&V Plan as described in section “18.1. Evaluation Budget” in Decision R.09-11-014. Until then, we suggest the following approach.
Summative evaluation: Market Effects. The market transformation program’s theory and logic model will be used to guide the evaluation efforts. The scope of the market effects study should be defined by the MT program’s scope. The timeline for specific market effects that are to be evaluated should be defined by the MT program theory. Among other indicators, the program theory may specify changes in market characteristics that can be evaluated, such as 1) spillover, 2) attitudes, awareness and knowledge, 3) reductions in a specific market barrier, 4) current pricing and product availability, and 5) other market milestones. We will make the following distinction between program “spillover” and market effects: spillover is energy savings not directly tracked by the program, whereas market effects are broader and would include spillover as well as meaningful changes in the structure or functioning of the market.
Formative evaluation The formative evaluation of a market transformation program is typically performed at the intervention (i.e. program) level. The methods are the same as would be used in a program process evaluation, and would include interviews with program staff, participants and non-participants as well as an assessment of the program’s direct outputs. 
Market transformation indicator results shall be reported, as available, by Energy Division or the IOUs, depending upon who conducts the necessary market studies.  (Res. 4385, 12/2/10)
Market Transformation Indicators (MTIs) 
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 Appendix “F” are approved for this subprogram as applicable.
Attribution Outside of California, most guidelines for evaluating market transformation acknowledge that it is very difficult to attribute market effects to any single program, and nearly impossible to partition out the respective contributions of several coordinated programs on market effects and market transformation. In California, the Framework (Sebold et al., 2001) emphasized that attribution of market effects to programs bears further research. Others (Rosenberg & Hoefgen, 2009; Keating & Prahl (MT Workshop, Nov 2011) suggest that declaring the program’s strategic intent through the market transformation initiative’s theory and logic model is key to establishing future claim on transformation effects. The methods proposed by Rosenberg & Hoefgen (2009) for attributing market effects to individual programs include a number of approaches, all of them qualitative: self-report of spillover and free ridership; cross-sectional comparisons with other geographic regions; structured expert judging; and case studies. But attribution using a “preponderance of evidence” approach would likely be expensive and still yield arguable results. Attribution by nature focuses on individual program efforts, and we believe the market transformation evaluation discourse should be focused on the overlapping synergy among all programs and influences in the market. We realize we all have a “Shared Mission” of meeting the CPUC’s very aggressive Strategic Plan goals. We do not wish to not invest resources in teasing apart which program entity contributed how much, but instead will plan to focus on whether all the market forces across the State of California have succeeded in transforming the market.
12. Additional information as required by Commission decision or ruling or as needed:  

Not applicable
ATTACHMENT 1

Program Non-Energy Objectives

Primary Lighting is constituted of previous program offerings.  Because of this, the primary SMART objectives will remain the same.  The objectives are listed in Attachment 3.  They will be achieved by program activities performed specific to each objective and element.   The results will be reported by performing analytics of program data from applicable internal sources.    
Table 3 Quantitative Program Targets (PPMs)
See Attachment 3
ATTACHMENT 2
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ATTACHMENT 3

(“Appendix C” New Program Tables)

Table 3: Quantitative Program Targets
	Target
	2013
	2014

	Number of _____
	Not yet final
	Not yet final

	Number of _____
	Not yet final
	Not yet final

	
	
	


Below are the approved PPMs for the 2010-2012 lighting incentive programs or components (Resolution E-4385, Appendix A) and will be applied to the 2013-2014 program.  Metric type 2a indicates that the IOUs should report on the metric on an annual basis (unless indicated otherwise).  Metric type 2b indicates the IOUs should report on the metric at the end of the program cycle.

	SW PROGRAM / 

Subprogram
	PROGRAM PERFORMANCE METRIC (PPM)
	Metric Type

	Basic CFL


	1. During 2010-2012, implement marketing efforts and/or campaign to encourage prompt installation of CFLs as required in D.09-09-047. (Y/N)
	2b

	
	2. Percent of products incented under the Basic Lighting Program by distribution channel* and by hard-to-reach (HTR)** zip-codes.

*Distribution channels” are as defined in 06-08 Upstream Lighting Study

**“HTR” is as defined in the EE Policy Manual
	2a

	
	3. Percent kW/kWh/Quantity of incented products under the Basic CFL program as compared to the Advanced Lighting program
	2b

	Advanced Lighting


	1. Percent kW/kWh/Quantity of incented products under the Advanced Lighting program as compared to the Basic Lighting program, by product type.
	2a

	
	2. Percent of products incented under the Advanced Lighting Program by distribution channel* and by hard-to-reach (HTR)** zip-codes.

*Distribution channels” are as defined in 06-08 Upstream Lighting Study

**“HTR” is as defined in the EE Policy Manual
	2a


Table 4:  Work paper Status

Work paper group will provide this information when it is available

Table 5: Subprogram Milestones and Timeline

	Offer
	Milestone
	Milestone
	Date

	Upstream & Retailer-Midstream
	IOU 2013 Strategy Meeting Begin
	IOU 2013 Strategy Meeting Begin
	9/1/2012

	
	2013 IOU Program Initiation Meeting
	2013 IOU Program Initiation Meeting
	1/8/2013

	
	Agreements Written/Approved
	Agreements Written/Approved
	 2/22/2013

	
	Materials Completed/Disseminated
	Materials Completed/Disseminated
	3/1/2013

	
	Incentive Reservations Start
	Incentive Reservations Start
	4/1/2013

	
	2013 Program Participation Ends
	2013 Program Participation Ends
	12/31/2013

	
	2013 PPM Timeline Ends, PPMs Reported
	2013 PPM Report
	5/1/2014

	
	2013 Annual Report
	2013 Annual Report
	5/1/2014

	
	2014 IOU Program Initiation Meeting
	2014 IOU Program Initiation Meeting
	9/1/2013

	
	Materials Completed/Disseminated
	Materials Completed/Disseminated
	11/1/2013 to 1/8/2014

	
	Incentive Reservations Start
	Incentive Reservations Start
	1/1/2014

	
	2014 Program Participation Ends
	2014 Program Participation Ends
	12/31/2014

	
	2014 PPM Timeline Ends, PPMs Reported
	2014 PPM Report
	5/1/2014

	
	2014 Annual Report
	2014 Annual Report
	5/1/2015


For lighting measures from Multi Family, Nonresidential Deemed, Nonresidential Calculated, Savings by Design, Partnerships, and Third Party offers, see the milestones included in their respective sub program PIP tables, where applicable.

Table 6: Geographic Regions for all IOUs
	Geographic Region
	PLA Subprogram

	CEC Climate Zone 1
	X

	CEC Climate Zone 2
	X

	CEC Climate Zone 3
	X

	CEC Climate Zone 4
	X

	CEC Climate Zone 5
	X

	CEC Climate Zone 6
	X

	CEC Climate Zone 7
	X

	CEC Climate Zone 8
	X

	CEC Climate Zone 9
	X

	CEC Climate Zone 10
	X

	CEC Climate Zone 11
	 

	CEC Climate Zone 12
	 

	CEC Climate Zone 13
	X

	CEC Climate Zone 14
	X

	CEC Climate Zone 15
	X

	CEC Climate Zone 16
	X


Table 7: Program Administration of Program Components

	Program Name
	Program Component (Offer)
	Implemented by IOU Staff? (X = Yes)
	Implemented by contractors to be selected by competitive bid process (if Yes then enter type of contractor/other market actor possibly used)
	Implemented by contractors NOT selected by competitive bid process (list prime contractor and sub-contractor names)
	Implemented by local government or other entity ( X = Yes)

	Primary Lighting
	Upstream and Retailer-Midstream
	X
	
	
	

	Primary Lighting
	Plug-in Lamp Exchange
	
	Event & Services Implementer
	
	

	Primary Lighting
	Multi-Family/Mobile Home Lighting
	X
	
	
	

	Primary Lighting
	Deemed Lighting Incentives
	X
	
	
	

	Primary Lighting
	Calculated Lighting Incentives
	X
	
	
	

	Primary Lighting
	Savings by Design
	x
	
	
	

	Primary Lighting
	Partnership Program Lighting
	X
	
	
	

	Primary Lighting
	Commercial Direct Install Lighting
	
	Contractor/installer 
	
	

	Primary Lighting
	Third Party Program Lighting
	
	Program Implementer
	
	


Table 8: Customer Eligibility Requirements (Joint Utility Table)

	Customer Eligibility Requirement (list of requirements)
	PGE
	SCE 
	SDGE
	SCG

	Upstream and Retailer-Midstream - None
	x
	x
	x
	

	Plug-in Lamp Exchange - Customer of Applicable IOU
	
	x
	
	

	Multi-Family/Mobile Home - In Sector & Customer of Applicable IOU
	x
	x
	x
	

	Deemed Lighting Incentives - Nonresidential Customer of Applicable IOU
	x
	x
	x
	

	Calculated Lighting Incentives - Nonresidential Customer of Applicable IOU
	x
	x
	x
	

	Savings By Design - Nonresidential New Construction Customer of Applicable IOU
	
	x
	x
	

	Partnership Program Lighting - Government or related entity
	
	x
	
	

	Commercial Direct Install Lighting - Small Commercial Customer of Applicable IOU
	
	x
	x
	

	Third Party Program Lighting - Varies by Program
	
	x
	
	


Table 9: Contractor Eligibility Requirements (Joint Utility Table)

	Offer
	Contractor Eligibility Requirement (list of requirements)
	PGE
	SCE 
	SDGE
	SCG

	Upstream
	Signed Manufacturer Participation Agreement
	x
	x
	x
	

	
	Completed Reservation Request
	x
	x
	x
	

	
	Signed Notification of Allocation Form
	x
	x
	x
	

	
	Confirmation of Allocation Received from IOU
	x
	x
	x
	

	
	ENERGY STAR® listed if products are applicable to listing
	x
	x
	x
	

	
	Proven business entity validity, established clientele
	x
	x
	x
	

	
	Demonstrated track record
	
	x
	
	

	
	Financial ability to indemnify IOU
	
	x
	
	

	
	Competence demonstrated in the application process
	
	x
	
	

	Non-Res Deemed
	Must provide customer information that meets customer eligibility requirements
	x
	
	
	

	
	Must provide completed deemed/express application
	x
	
	
	

	
	For existing midstream measures: submit participation agreement
	x
	
	
	

	Non-Res Calculated
	Must provide customer information that meets customer eligibility requirements
	x
	
	
	

	
	Must provide completed customized retrofit application
	x
	
	
	

	Multi-Family
	Must provide customer information that meets customer eligibility requirements
	x
	
	
	

	
	Must submit completed program reservation form
	x
	
	
	


For lighting measures from Multi Family, Nonresidential Deemed, Nonresidential Calculated, Savings by Design, Partnerships, and Third Party offers, see the eligibility requirements included in their respective sub program PIP tables.

Table 10: Manufacturer/Retailer/Distributor Partners

	Manufacturer/Retailer/Distributor Partner Information
	PGE
	SCE 
	SDGE

	
	[list kinds of manufacturers]
	[list kinds of manufacturers]
	[list kinds of manufacturers]

	 Manufacturers  enrolled  in program
	CFL
	CFL
	CFL

	 Manufacturers  enrolled  in program
	LED
	LED
	LED

	 Manufacturers  enrolled  in program
	Fixtures
	Fixtures
	Fixtures

	 Manufacturers  enrolled  in program
	Controls
	Controls
	Controls

	 Manufacturers  enrolled  in program
	HID
	HID
	HID

	 Manufacturers  enrolled  in program
	Linear Fluorescent
	Linear Fluorescent
	Linear Fluorescent

	 Manufacturers  enrolled  in program
	Induction
	Induction
	Induction

	 Manufacturers  enrolled  in program
	Cold Cathode
	Cold Cathode
	Cold Cathode

	 Manufacturers  enrolled  in program
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)

	 Manufacturers targeted for enrollment in program
	CFL
	CFL
	CFL

	 Manufacturers targeted for enrollment in program
	LED
	LED
	LED

	 Manufacturers targeted for enrollment in program
	Fixtures
	Fixtures
	Fixtures

	 Manufacturers targeted for enrollment in program
	Controls
	Controls
	Controls

	 Manufacturers targeted for enrollment in program
	HID
	HID
	HID

	 Manufacturers targeted for enrollment in program
	Linear Fluorescent
	Linear Fluorescent
	Linear Fluorescent

	 Manufacturers targeted for enrollment in program
	Induction
	Induction
	Induction

	 Manufacturers targeted for enrollment in program
	Cold Cathode
	Cold Cathode
	Cold Cathode

	 Manufacturers targeted for enrollment in program
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)
	Other (eg. Plasma, OLED)

	Retailers enrolled in program
	Mass Merchandise
	Mass Merchandise
	Mass Merchandise

	Retailers enrolled in program
	Home Improvement
	Home Improvement
	Home Improvement

	Retailers enrolled in program
	Large Grocery
	Large Grocery
	Large Grocery

	Retailers enrolled in program
	Small Grocery
	Small Grocery
	Small Grocery

	Retailers enrolled in program
	Discount
	Discount
	Discount

	Retailers enrolled in program
	Drug
	Drug
	Drug

	Retailers enrolled in program
	Electronics
	Electronics
	Electronics

	Retailers enrolled in program
	Hardware
	Hardware
	Hardware

	Retailers enrolled in program
	Miscellaneous Other
	Miscellaneous Other
	Miscellaneous Other

	Retailers targeted for enrollment in program
	Mass Merchandise
	Mass Merchandise
	Mass Merchandise

	Retailers targeted for enrollment in program
	Home Improvement
	Home Improvement
	Home Improvement

	Retailers targeted for enrollment in program
	Large Grocery
	Large Grocery
	Large Grocery

	Retailers targeted for enrollment in program
	Small Grocery
	Small Grocery
	Small Grocery

	Retailers targeted for enrollment in program
	Discount
	Discount
	Discount

	Retailers targeted for enrollment in program
	Drug
	Drug
	Drug

	Retailers targeted for enrollment in program
	Electronics
	Electronics
	Electronics

	Retailers targeted for enrollment in program
	Hardware
	Hardware
	Hardware

	Retailers targeted for enrollment in program
	Miscellaneous Other
	Miscellaneous Other
	Miscellaneous Other

	Retailers targeted for enrollment in program
	Web Sales
	Web Sales
	

	Distributors enrolled in program
	Contractors
	Contractors
	Contractors

	Distributors enrolled in program
	Electrical Wholesale
	Electrical Wholesale
	Electrical Wholesale

	Distributors targeted for enrollment in program
	Lighting Wholesale
	Lighting Wholesale
	Lighting Wholesale

	Distributors targeted for enrollment in program
	Electrical Wholesale
	Electrical Wholesale
	Electrical Wholesale

	Distributors targeted for enrollment in program
	Contractors
	Contractors
	Contractors

	Distributors targeted for enrollment in program
	ESCOs
	ESCOs
	ESCOs


Table 11: Summary Table of Measures, Incentive Levels and Verification Rates

Explanatory Information:

· Upstream measure incentives indicate the maximum.  Manufacturers or retailers are allowed to request per-unit incentives lower than the maximum (published) amounts to optimize cost-effectiveness

· Products appearing in this list made non-cost-effective due to new codes or policies could be offered in limited quantities, or discontinued from activity 

· Exchange, Direct Install, 3rd Party Turnkey, and Partnership incentives were taken from historical minimum and maximum figures. Incentive ranges related to pricing may vary in 2013-2014.

· Ranges of incentives in this format: "$.03-$.25/$100" means minimum $0.03 per KWh and maximum $0.25 per KWh, or up to $100 per kW for calculated offerings.
· A list of types of bulbs and range of incentive levels was submitted on July 2nd in Table 11 of the Primary and Lighting Innovation PIPs for PG&E.  Additional information for new offerings that meet the CEC specification will be provided in a PIP Addendum in Q1 2013.
· See E3s for detailed information. 
	Measure Group
	Market Actor Receiving Incentive or Rebate
	PGE
	SCE 
	SDGE
	SCG

	
	
	Maximum Incentive Level or Range
	Installation Sampling Rate
	Maximum Incentive Level or Range
	Installation Sampling Rate
	Maximum Incentive Level or Range
	Installation Sampling Rate
	Incentive Level
	Installation Sampling Rate

	
	
	
	TBD
	
	TBD
	
	N/A
	
	

	CFL Fixtures
	End Use Customer
	n/a
	
	$8.69- $15.5
	
	
	
	
	

	CFL 
	End Use Customer
	$.03-$.25/$100
	
	$.03-$.25/$100
	
	$.05/$100
	
	
	

	CFL Lamp
	Manufacturer or Retailer
	$0.9-$1.90
	
	$0.9-$1.90
	
	$0.9-$1.90
	
	
	

	CFL Lamp
	Contractor
	$3.00- $7.00
	
	$3.00- $7.00
	
	
	
	
	

	CFL Lamp
	End Use Customer
	n/a
	
	$.52- $198.42
	
	
	
	
	

	Cold Cathode
	End Use Customer
	n/a
	
	$4.00- $162
	
	
	
	
	

	Control Sensor
	Contractor
	$15.00- $30.00
	
	$15.00- $30.00
	
	
	
	
	

	Control Sensor
	End Use Customer
	$11.00- $100
	
	$7.00- $426.82
	
	
	
	
	

	Controls
	End Use Customer
	$.03- $.25/$100
	
	$.03- $.25/$100
	
	$.05/$105
	
	
	

	Controls per kWh
	Builder
	n/a
	
	$0.10 
	
	
	
	
	

	Controls Vending Machine
	End Use Customer
	n/a
	
	$220- $440
	
	
	
	
	

	HID Fixture
	End Use Customer
	n/a
	
	$218.40- $262.30
	
	
	
	
	

	HID
	End Use Customer
	$.03-$.25/$100
	
	$.03- $.25/$100
	
	
	
	
	

	Induction Fixture
	End Use Customer
	$25.00- $125.00
	
	$25.00- $125.00
	
	
	
	
	

	Induction
	End Use Customer
	$.03- $.25/$100
	
	$.03- $.25/$100
	
	
	
	
	

	LED 
	End Use Customer
	$.03- $.25/$100
	
	$.01- $.25/$100
	
	
	
	
	

	LED Channel Signs per foot
	End Use Customer
	
	
	$2.00- $6.00
	
	
	
	
	

	LED Exit Sign
	End Use Customer
	n/a
	
	$71.00- $150
	
	
	
	
	

	LED Fixture
	End Use Customer
	$30.00 
	
	$27.00- $122.83 
	
	
	
	
	

	LED Lamp
	Contractor
	
	
	$30 
	
	
	
	
	

	LED Lamp
	End Use Customer
	$5.00- $20.00
	
	$5.00- $163.78
	
	
	
	
	

	LED Lamp
	Manufacturer or Retailer
	$15.00 
	
	$15.00- $20.00
	
	$15.00- $20.00
	
	
	

	LED refrigerated display case lighting per door
	End Use Customer
	$100.00 
	
	$50.00 
	
	
	
	
	

	LED String
	End Use Customer
	n/a
	
	$6.94- $30.49
	
	
	
	
	

	Linear Fluorescent De-lamping
	End Use Customer
	n/a
	
	$0.04- $1/$64.66
	
	
	
	
	

	Linear Fluorescent Fixture
	Contractor
	$25.00- $36.00
	
	$18.00- $40.00
	
	
	
	
	

	Linear Fluorescent Fixture
	End Use Customer
	$25.00- $200
	
	$0- $965
	
	
	
	
	

	Linear Fluorescent Lamp
	End Use Customer
	$1-$4
	
	$1.00- $4.00
	
	
	
	
	

	Linear Fluorescent Retrofit
	End Use Customer
	$.03- $.25/$100
	
	$.03-$.25/$100
	
	
	
	
	

	Metal Halide Lamp
	End Use Customer
	$15.00-$75.00
	
	$15.00-$75.00
	
	
	
	
	

	Reflector CFL Lamp
	End Use Customer
	$7.00 
	
	$7.00- $18.28
	
	
	
	
	

	Specialty CFL Lamp
	Manufacturer or Retailer
	$2.50- $3.50
	
	$2.50- $3.50
	
	$2.50- $3.50
	
	
	

	Table/Desk/Floor Lamps
	Manufacturer or Retailer
	
	
	$5.00- $30.18
	
	
	
	
	


Table 12: Additional Services

	Additional Services that the Subprogram Will Provide
	To Which Market Actors
	PGE
	SCE 
	SDGE
	SCG

	Orientation and Training
	Upstream and Midstream Participants
	No Charge, Normal Operations
	No Charge, Normal Operations
	No Charge, Normal Operations
	

	Promotional and Educational materials
	Upstream and Midstream Participants
	No Charge, Normal Operations
	No Charge, Normal Operations
	No Charge, Normal Operations
	


Table 13: Program Related Audits

No plans exist for audits rebated or funded to recipients such as customers or contractors, nor for software tools for the purposes of auditing.
Table 14: Quality Assurance Provisions

	QA Requirements
	QA Sampling Rate (Indicate Pre/Post Sample)
	QA Personnel Certification Requirements

	QA/QC requirements #1 – See Upstream below
	90/10 Confidence/Precision
	The random sampling will be done by the SDG&E program services team with over sight from the program/M&E team.  There is quarterly reporting requirement and issue resolutions.

	QA/QC requirements #2 – See Midstream below
	 90/10 Confidence/Precision
	 Same as above

	QA/QC requirements #3 – See Downstream below
	 90/10 Confidence/Precision
	 Same as above


SDG&E may adopt SCE’s Enhanced Inspection Plan to improve quality control and quality of energy savings.  To support the 2013-2014 Transition Period, this Enhanced Inspection plan could be modified to include upstream, downstream and midstream program components.  

· The upstream quality control will be based on participating program manufacturers’ invoice for buy-down incentive.  The sampling frame will be based on volume of invoices submitted to the program team for processing.  The actual quantity of inspection and review will depend on program activity volume.  In all cases, the program team will strive to maintain a 90/10 Confidence/Precision level.  As a minimum, the program inspection will include the following:  review program qualification implementation, review validity of the product SKUs submitted to invoice, and addition on-site visits to enforce signage and stocking implementation as necessary.

· The midstream quality control will be very similar to the upstream quality control process.  In the midstream, the program team will be inspecting and reviewing incentive invoices submitted by the retailers and distributors.  Otherwise the scope of the inspection and quality control will be the same as the upstream quality control process.

· The downstream quality control process will focus on the end-user incentive applications.  The sampling rule is also 90/10.  An on-site inspection will be included as part of this quality control check.  This end-user inspection will be coordinate with residential/commercial/agriculture program sector to avoid duplication of efforts.  The details of this implementation will be resolve by early 2013.  The goal here is to strive for 90/10 quality control confidence and precision, while not having duplication of inspection efforts.
The scope of the downstream program component will include all lighting measures previously implemented in the Residential Multi-Family Program, Commercial, Industrial, 3rd Party, and Agricultural Programs. In the 2013-2014, all lighting measures will need to be reported and QC in the lighting program.
Table 15: Cross-cutting Subprogram and Non-IOU Partner Coordination 

	Subprogram Name

	Other IOU Subprogram Name
	Coordination Mechanism
	Expected Frequency

	Lighting Market Transformation
	Individual or Group Meetings and Email
	Weekly

	Lighting Innovation
	Individual or Group Meetings and Email
	Weekly

	Multi-Family
	Individual Meetings
	As needed

	Deemed & Calculated Nonresidential
	Individual or Group Meetings and Email
	As needed

	Emerging Technologies
	Individual or Group Meetings and Email
	As needed

	3rd Party & Direct Install
	Individual or Group Meetings and Email
	As needed

	Codes & Standards
	Individual Calls or Meetings
	As needed

	Coordination Partners Outside CPUC

	ENERGY STAR
	Group Meetings, Calls and Email
	Twice annually

	CEE
	Group Meetings, Calls and Email
	Three times annually

	Lighting Manufacturers
	Individual Meetings, Group Meetings, Calls, and Email
	Ongoing weekly

	Major Retailers
	Individual Meetings, Group Meetings, Calls, and Email
	As needed, roughly twice yearly

	DOE
	Team Conference Calls
	Roughly Quarterly

	CEC
	Group Meetings
	Roughly Annually

	DLC
	Group Meetings, Calls and Email
	Twice annually

	CLTC
	Group Meetings, Calls and Email
	As needed, roughly twice yearly


Table 16: Non-EE Subprogram Information

Not Applicable to Primary Lighting
[image: image19.jpg]



� Consistent with the directive to consolidate all lighting measures into the Statewide Lighting Program to reduce the number and complexity of programs, all residential and non-residential measures have been combined under the Primary Lighting sub-program, except for third party and government partnership program lighting measures. All corresponding savings and budgets are included in the Statewide Lighting Primary Lighting sub-program.


� Bass, Frank. “A New Product Growth Model for Consumer Durables”, 1969, Management Science 15(5): pages 215-227


� Bohlen, Joe M.; Beal, George M. (May 1957), “The Diffusion Process”, Special Report No. 18 (Agriculture Extension Service, Iowa State College) 1:56-77


� Borden Neil H. “The Concept of the Marketing Mix”. 1964, Science in Marketing (Harvard Business School), pages 8-9.


� Pursuant to D.09-09-047, OP 22.


� Navigant Consulting, Inc. "2010 U.S. Lighting Market Characterization." U.S. DOE. January 2012.





� Xenergy, Inc. "Commercial and Industrial Lighting Study". Prepared for the Northwest Energy Efficiency Alliance. 2000. Kema, Inc., et al. "High Bay Lighting Market Effects Study: FINAL REPORT." Prepared for the California Public Utilities Commission. June 18, 2010.





�  If this logic model is the same as that requested in #10.(O), only provide once.  As needed, provide a more detailed logic model emphasizing the market transformation elements of the program and/or how such elements integrate with resource acquisition elements. 


� Navigant Consulting, Inc. "2010 U.S. Lighting Market Characterization." U.S. DOE. January 2012.


� Xenergy, Inc. "Commercial and Industrial Lighting Study". Prepared for the Northwest Energy Efficiency Alliance. 2000. Kema, Inc., et al. "High Bay Lighting Market Effects Study: FINAL REPORT." Prepared for the California Public Utilities Commission. June 18, 2010.


�  If this logic model is the same as that requested in #10.(O), only provide once.  As needed, provide a more detailed logic model emphasizing the market transformation elements of the program and/or how such elements integrate with resource acquisition elements. 


� Navigant Consulting, Inc. "2010 U.S. Lighting Market Characterization." U.S. DOE. January 2012.


�  If this logic model is the same as that requested in #10.(O), only provide once.  As needed, provide a more detailed logic model emphasizing the market transformation elements of the program and/or how such elements integrate with resource acquisition elements. 
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