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wverview

« Program background: Electronics is fastest growing
electricity load.

« Implementation: All national retailers and top
computer manufacturers on board to date.

* Results: PG&E is forecasted to exceed 2009 goals.




rogram Background

« The Electronics Market

— Electronics account for 11% of consumer and almost 6%
of non-residential U.S. electricity use

— Electronics load is growing at 6% per year (compared to
1.8% growth overall)

- Electric utilities have a timely opportunity to drive energy efficiency in
business and consumer electronics markets through leadership,
education, and financial incentives.

* Program Goals

— Increase Stocking, Promotion and Sales of Energy Efficient
Electronics

— Meet EM&YV requirements

— Push specifications and standards (Energy Star, CEE) higher for
greater efficiency
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rogram Strateqgy

Manufacturers
Incentives and channel pull to
produce and sell more EE products

+ Improve Green image

Retailers
Incentives to stock and sell EE
products + Improve Green image

Users
Education about
efficient options
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Business and Consumer electronics Alllance
National Expansion Through Cooperation

In the Program In Discussion

...with utilities and energy
organizations in the Southwest,
Midwest and Northeast.
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ogram Acnievements
reements with All National Retailers and Top Computer OEM’s

Under Agreement In Discussion
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rogram Challenges

« Complex market structure with global manufacturing,
large national retailers, and growing internet sales.

« Fast changing technology requires active
management of product mix to deliver optimal energy
savings.

« Complex data capture and validation requirements

 New EM&V model, focusing on changes in market
channel behavior, not solely consumer behavior

* Meeting the needs of national retailers and
manufacturers while satisfying the requirements of
multiple utility partners.




G&E Implementation

« Key success factors in implementation

Early formation of program management team

Develop sound relationships with retailer and manufacturer
participants with well defined account management process
and experienced account managers.

Include EM&V, marketing communications and data
management requirements in participation agreement

Creation of technology roadmap to guide changes in
program specifications through coordination with Energy
Star and CEE

Support product selection, specification and incentives with
cost benefit calculations and detailed technical work papers
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rogram Management

Implementation is led by program manager with support of
project management, internal functional groups, and external
subject matter experts.

— Key internal functions include: EM&V, technology analysis
and planning, marketing, cost benefit analysis, legal, and
data processing.

— External support provided by three organizations:

* QDI Strategies, Inc. provides account development,
account management, program administration, program
planning and reporting services.

* Energy Solutions provides data collection, data
management and technology support services.

* Opinion Dynamics Corporation provides EM&V planning,
benchmarking, analysis, and reporting services.
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larketing Communications

« Multi-faceted approach

In-store point of purchase materials and training
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— Press coverage

MaediaPost

MarketlngDaily

Story & —
Calif. Utilities, Major Brands In Energy- GreEﬂBIZ.Comf — . .
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larketing Communications — Web Presence

“NET Partnership

t reviews

Energy-Efficient
Electronics -

Purchasing energy-efficient electronics can save you energy, money and help
the environment. The product you chaose can make a big difference.

Laok for the Pacific Gas and Electric Campany [PG&E]
and ENERGY STAR™ stickers. .@. ==

Click an image to find the right energy-

Get the tacts about: [ M efficient electronics for your needs.

You Found: 629 itema

Find by Price Find by Manufacturer  Find by Product line Or find by

Login | About PGSE | Careers | ContactUs | Espafiol | FAXC

EDUCATION & SAFETY

Print Page | Email Page

Related Links
» ENERGY STAR'S Home Electronics

Save Energy,
Money & the
Environment.

Look for the PG&E
and ENERGY STAR®
stickers.

energy. Shop CNET Now
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Together we can fight climate change.

NEEA Website —
Linked to All Members

e Canl Purcnase FAQ

Looking for an Energy Efficient Tv¥?

Are you one of the millions of Americans who love your TV
as much as vou love vour planet? Consumers like you are
becorning more energy conscious and expect their electronic
devices to be environmentally friendly without sacrificing
quality and performance.

To meet growing consumer demand and as part of a
carmritment to conserve energy, your local utility
companies have joined forces with EMERGY STAR as well as
leading retailers and manufacturers to develop and
pramote the rost energy efficient TWs, Why TVs? The TV all
by itself sccounts for & whopping four percent of household
usage.

Look for TV¥s with the Save More Sticker -
Save More Energy, Money and the Environment

S
SAVE

MORE

&l televisions prornoted through the Save Mare program
rmeet and exceed the stringent ENERGY STAR standards,
Head to & participating retailer and lock for the Save Maore
sticker, Take horne vour new TV along with the assurance
you've done your part to conserve energy, There's another
bonus: purchasing a more energy-efficient TV means lover
energy costs, Wouldn't vou like to keep some extra cazh in
vour own pocket during these tough economic times?

If you're considering purchasing a new TV, shop smart! Be
an energy-conscous consurner and look for the Save Mare
sticker at your local participating retailer. Save more energy,
money and the environment,

MEEA states include
Washington, Oregon,
Idaha and Montana

http://energyefficientelectronics.org/
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)ata Management and EM&V

« Upstream program design necessitated innovative approaches to data
management and EM&V

« A single decision by the buyer can impact sales of products for 12
months LOCALLY AND NATIONALLY, therefore need to track
decisions made by retailers and OEMs

— ODC baseline and market logic model to support EM&V case

— QDI Participant Relationship Management System to track real time
market outreach, market participants communications and decisions

* Model matching to reconcile Energy Star data and sales data
— Initial model number matches <20%

— After building model number database, almost 100%
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rogram Planning

« Specification changes and additions to product portfolio are
detailed in a technology roadmap.

« Planning decisions driven by market forecasts, technology
trends, evolving efficiency standards, and energy savings
guantified in PG&E’s work papers.

« Example, television plan:
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Qualifying Product Start Date | End Date Incentive Amount
Specification Level
1. ES 3.0 + 15% (current) 11/1/08 12/31/09 $20.00
2. ES 3.0 + 30% 7/1/09 12/31/09 $20.00

Product

Category | 3 ES4.0 1/1/10 TBD $10.00

TVs (Retail)

4. ES 5.0 1/1/10 TBD $25.00
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roducts for Consumer and Business Markets

Flat Panel Televisions Commercial Televisions

LCD Monitors Laptops

ENERGY STAR 4.0
Desktop Computers

All-in-One Printers/Faxes
Servers / Thin Clients

Set Top Boxes
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larket Impact of Program

Retailers

— Private Brand changed TV supplier to eco panel

— Added ES 4.0 Desktops to assortment

— Added ES+15% and ES+30% TV’s to assortments
Manufacturers

— Added specifications to new product development
— Supported model number translation efforts
— Sent models to CEE
- CEA
— Arranged Utility Program meeting at CES 2009

Energy Star
— Approved use of logos in marketing
— Supported development of a 2 tier specification!
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nergy Savings Impact

 PG&E expects to achieve 112% of 2009 Plan
resulting in over 45 Million kWh in Energy Savings

« Keys for increasing impact:
— More products
— More sales channels
— More utilities

— More aggregated incentives




Thank You

Keith Reed, PG&E

Subid Wagley, PG&E
Tim Michel, PG&E

Sarah Bresko, PG&E

Steve Bassill, QDI Strategies
Mike Lukasiewicz, QDI Strategies, Inc.
Alex Chase, Energy Solutions, Inc.
Anne Dougherty, Opinion Dynamics Corporation
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