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BEFORE
THE PUBLIC SERVICE COMMISSION
OF SOUTH CAROLINA
DOCKET NO. 2013-XXX-E

Inre:

DUKE ENERGY CAROLINAS, LLC’S

APPLICATION FOR APPROVAL OF
RIDER 5

Application of Duke Energy Carolinas, LLC
For Approval of Rider 5

A i g ey

Pursuant to S.C. Code Ann. § 58-37-20 (Cum. Supp. 2012) and 10 S.C. Code Reg. 103-
819 and 823, the Rules of Practice and Procedure of the Public Service Commission of South
Carolina ("Commission"), Duke Energy Carolinas, LLC ("the Company or Duke Energy
Carolinas") respectfully requests that the Commission approve its application for Rider 5 to
recover certain costs and revenue associated with its modified Save-A-Watt program. The
Rider consists of the following components: the second year of lost revenues for Vintage 4; a
portion of the third year of lost revenues for Vintage 3'; a true-up of avoided costs and year 1
lost revenues for Vintage 3%; a true up of the second and third year of Vintage 2 lost revenues;
and a lost revenue true-up of Vintage 1, all in accordance with the modified Save-A-Watt cost
recovery mechanism approved in Order Number 2010-79, Docket No. 2009-226-E. The
proposed Rider 5 also includes a component to recover South Carolina's retail share of program
costs® associated with the Company's Interruptible Service and Stand-By Generation programs

("Existing DSM Programs").* A separate application has been filed describing and requesting

' Year 3 of lost revenues for Vintage 3 only includes participation for July through December of 2012 because the
Company’s new base rates, which are anticipated to be effective in September 2013, will incorporate recovery of the
remainder of year 3 lost revenues.

2 As explained later in this filing, the Company has changed the methodology it uses to calculate lost revenues. This
change results in a more accurate representation of the lost revenues.

3 Rider 5, Exhibit 5 contains a detailed description of each program applicable to Rider 5.

* Order No. 2010-79, at 66-67.
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approval of a new mechanism for recovery of program costs and revenue expected to be incurred
and eamned in 2014; however, the first year of revenue to be collected pursuant to the new

recovery mechanism is included in this rider.

BACKGROUND

1. A modified Save-A-Watt cost recovery mechanism for energy efficiency ("EE") and
demand side management programs ("DSM") was approved by the Commission in Order No.
2010-79, Docket No. 2009-226-E. The compensation model provides that the revenue
requirements for Duke Energy Carolinas'’ EE and DSM programs recover (a) 75% of the
Company's annual avoided capacity costs savings applicable to DSM programs, (b) 55% of the
net present value avoided energy and capacity costs applicable to EE programs, and (c) lost
revenues for EE programs only.” Duke Energy Carolinas recovers its program costs for the

Existing DSM Programs as a separate component of the proposed Rider 5.°

2. The Company's Save-A-Watt recovery mechanism also employs a vintage year
concept. A vintage year is defined to be the period in which a specific DSM or EE measure is
installed for an individual participant or a group of participants. In this application, the proposed
Rider 5 includes revenue requirements from Vintages 1, 2, 3 and 4. Vintage 1 covers the period
of February 1, 2010 through December 31, 2010. Vintage 2 covers the period of January 1, 2011
through December 31, 2011. Vintage 3 covers the period of January 1, 2012 through December
31, 2012; and, Vintage 4 covers the period of January 1, 2013 through December 31, 2013.

3. The Commission has previously approved the following EE Riders related

to these vintages:

5 Order No. 2010-79, at 67.
1d. at 17.
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. Vintage 1 in Order No. 2010-79’, Docket No. 2009-226-E;

° Vintage 2 and a rider that allowed the Company to recover the second year of
Vintage 1 lost revenues for non residential energy efficiency participants in Order
No. 2010-853, Docket No. 2010-299-E; and®

° Vintage 3, which included recovery of the second year of lost revenues for Vintage
2 and revenues associated with a true-up of Vintage 1, in Order No. 2012-202,°
Docket No. 2011-420-E.

. Vintage 4, which included recovery of the second year of lost revenues for Vintage
3, a true-up of avoided costs and the first year of lost revenues for Vintage 2; and a
true up of Vintage 1, including a true-up of avoided costs and all three years of lost
revenues, in Order No. 2012-823'°, Docket No. 2012-303-E.

RIDER 5 REQUEST

4. The revenue Duke Energy Carolinas proposes to recover under the proposed
Rider 5 follow:
= $40,707,122 for Residential Customers (Exhibit A, Line 3) and

= $33,028,701 for Non-Residential Customers (Exhibit A, Line 39).

5. For Rider 5, the billing factors were separated to reflect non-residential customer
participation in EE programs, DSM programs, or both EE and DSM programs. The proposed
Rider 5 billing factors include prospective and true-up components. Based on the total costs to be
recovered under the proposed Rider 5, as shown on Exhibit A, the billing factors applicable to
South Carolina customers for the billing period January 1, 2014 through December 31, 2014,

would be as follows:

’1d. at 74.

8 Order No. 2010-853, at 2.
® Order No. 2012-202, at 4.
' Order No. 2012-823, at 1.
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Residential Billing Factors ¢/kWh
Residential Billing Factor for Rider 5
Lost Revenue True-Up Component

(Vintages 1, 2, and 3) 2470
Residential Billing Factors for Rider 5

Prospective Component (Vintage 3, 4 3437
and Vintage year 2014)

Residential Rider 5 (Total) | .6257

Non-Residential Billing Factors for

Rider 5 Lost Revenue True-Up ¢/KWh
Component (Vintages 1 and 2 and
3)
Vintagel EE Participant .0029
Vintage 2 EE Participant 0174
Vintage 3 EE Participant 211
Vintage 3 DSM Participant .0312
Non-Resndentuil‘:)rBllhng Factors ¢/KWh
Vintage 3 EE Participant 0075
Vintage 4 EE Participant .0153
Vintage Year 2014 EE Participant .0980
Vintage Year 2014 DSM Participant .1005

The proposed tariff sheet for Rider 5 is attached as Exhibit B. A summary of the
calculations used to determine these billing factors and the revenue requirement for Rider 5
is attached as Exhibit A. The supporting calculations for Exhibit A are attached. Rider 5,
Exhibit 5 contains a detailed description and evaluation of the Company’s EE and DSM

programs for 2012.
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RIDER 5
CALCULATION

6. As approved, the modified SAW program requires the Company to use the
avoided cost rate as originally calculated as long as the evaluation, measurement and verification
("EM&V") true-ups show that the combined avoided energy and capacity costs have neither
increased nor decreased by more than 25%. The Company prepares and reports avoided cost
computations biennially in accordance with the regulations of the Public Utility Regulatory
Policies Act of 1978. The Company filed its most recent report on February 20, 2013.
Combined avoided energy and capacity costs have not changed by more than 25%.
Consequently, the original avoided cost rates have been used for the relevant calculations in this
filing.

7. Rider 5 includes components to recover revenue requirements related to EE and
DSM programs implemented in Vintage 3, lost revenues resulting from the EE programs in
Vintages 3 and 4, and a lost revenue true-up of Vintages 1, 2 and 3."" The true up of Vintage 1
and 2 is necessary to reflect a change in methodology. In previous filings, for lost revenues, the
calculation for variable operation and maintenance expense was based on the cost of service of the
vintage year. Going forward, the Company will use the variable operation and maintenance
expense associated with the applicable tariff rates in effect during the period calculated.

8. Consistent with the Rider 4 filing, for this filing, the Company has computed lost
revenues by separating the non-residential kW and kWh savings among non-residential rate
schedules SGS, LGS, I, and OPT (General Service and Industrial Service) to determine the

applicable amounts. These schedules represent the preponderance of participation in non-

' Given the rate case the Company filed on May 18, 2013, to prevent double recovery via collection of revenue
through this rider and revised base rates, the Company is seeking to collect via this rider only the portion of the third
year of lost revenues for Vintage 3 represented by participation from July through December 2012, dates outside of the
rate case test period. The Company has included in Rider 5 only the months of January through August 2013 for the
third year of lost revenues for Vintage 3.

5
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residential EE programs. Also consistent with the Rider 4 filing, the Company has calculated lost
revenues for residential customers by separating the residential savings among rate schedules RS
and RE, as the preponderance of participation in residential EE programs is on these rate
schedules.

9. As shown in Vintage 2, Exhibit 2 and Vintage 3, Exhibit 2, for the true-ups
associated with these vintages, the avoided cost revenue requirements have been updated to reflect
current information related to MW reductions, participation, and the EM&V results for most EE
and DSM programs offered in Vintages 2 and 3. Additionally, as contemplated by Jane L.
McManeus' testimony in Docket Number 2009-226-E, the Company has "applied interest at the
Company's approved after-tax weighted average cost of capital" to the total amount under
collected for Vintages 1, 2 and 3.

10.  The method used to determine whether an amount of interest is due the Company
or is due customers reflects both the timing and amount of avoided cost revenue requirements and
lost revenues due the Company, as well as the timing and amount of revenue the Company has
collected from customers through its EE Rider. To compute interest, the Company computes
the average cumulative balance of the amount over/under collected. That amount is multiplied by
the Company's after-tax weighted average cost of capital authorized by the Commission for
the applicable time period and refunded to or collected from the customer as appropriate. See
Rider 5, Exhibit 4 for specific details regarding the calculation. The interest calculation for Rider
5 differs from the interest calculation in Rider 4. The Company views the current method as more
accurate. Thus, the Company has adjusted the interest amounts calculated in Rider 4 to reflect the

new interest calculation methodology. Rider 5, Exhibit 4. Duke Energy Carolinas has

12 Docket No. 2009-226-E. Transcript Volume 5, at 81 5, Order No. 2010-79 at 72, and Exhibit 1 at 3, Stipulation of
Testimony and Waiver of Cross-examination.
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incorporated EM&V results for the true-ups and the estimates associated with Vintage 3 and 4.1

11.  Revenue requirements for Save-A-Watt DSM programs are determined on a
system basis and allocated to South Carolina retail customers based on the class contribution to
system retail peak demand. Revenue requirements for Save-A-Watt EE programs were
determined on a system basis and allocated to all South Carolina retail customer classes based on
South Carolina retail contribution to system retail sales. Residential customers pay for the
allocated cost of residential programs and non residential customers pay for the allocated cost of
non-residential programs. The cost of the Existing DSM Programs is recovered based on the
cost of bill credits and amounts paid to customers participating in these programs. Revenue
requirements for Existing DSM Programs are determined on a system basis and allocated to
South Carolina retail customer classes based on the class contribution to system peak demand.
Vintage 3, Exhibit 3.

12. Except for costs to be incurred and revenue to be collected for programs to be
implemented for 2014, the proposed Rider 5 billing factors are based on the method approved
by the Commission in Order No. 2010-79. The formula is designed to provide Duke Energy
Carolinas with jurisdictional revenues to recover avoided energy and capacity costs and lost
revenues and includes an earnings cap provision. Existing DSM Programs are a separate
component of the proposed Rider 5."° Vintage 3, Exhibit 3. The proposed rider also reflects the
opt-out provision for industrial customers. Rider 5, Exhibit 3. Projected South Carolina retail

kWh sales used in the rate per kWh computation were updated to reflect spring 2013 sales

" The earnings cap calculation for Rider 3 will be completed at the time of the final true-up. The Company partially
trued up Vintage | in Rider 3 and applied the earnings cap.

" The method used for costs and revenue associated with programs to be implemented for 2014 is described and the
Company requests approval for the same in its Application for Approval of New Cost Recovery Mechanism and
Portfolio of Demand-Side Management Energy Efficiency Programs.

* Order No. 2010-79, at 17.  Recovery of Existing DSM Programs costs is based on traditional program cost
recovery and recovered from all native load customers. Id. at 66.
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forecast and estimated impacts of opt-out elections. Rider 5, Exhibit 3. The calculation of each

component of Rider 5 is discussed in further detail below.

Energy Efficiency

Vintage 4

13. The Company seeks to recover estimated lost revenues for the second year of
Vintage 4, January 2014 to December 2014. The estimates reflect the most current information
on expected participation and load impacts. Lost revenues are collected on a state specific basis
because they reflect the under-collection of state specific costs. The calculation of lost revenues
by program is provided in Rider 5, Exhibit 1.

14.  Estimated revenues to be collected were based on achieving 85% of the
avoided cost savings target through December 31, 2014. The Company chose the 85%
billing rate in order to provide a conservative estimate and avoid over-charging customers if
the Company was unable to meet its entire avoided cost savings target. Since industrial
customers may opt-out of the DSM and/or EE components of Rider EE, the total non-
residential revenue requirement reflects the elections made by eligible customers not to
participate in a Vintage or Vintages.'® Rider 5, Exhibit 1.

Vintage 3 True-Up

15. The Company has conducted a true-up for year lusing actual participation, load
impacts and rates in effect for 2012. Available EM&V information has been applied. The
Company seeks to recover year three of lost revenues for Vintage 3 EE programs based
on actual participation and load impacts from July to December 2012 for January through
August 2013, at which time lost revenues will be recovered through new base rates. Vintage 3,

Exhibit 1.

18 Order No. 2012-401, at 2.
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Vintage 2 True-Up

16.  The Company has conducted a true-up for year 2 using actual participation, load
impacts and rates in effect for 2012. Available EM&YV information has been applied. Vintage 2,
Exhibit 2.

Vintage 1 True-Up

17. As stated previously, the Company also conducted a true-up of year 1 lost
revenues due to the change in the calculation methodology. Vintage 1, Exhibit 2.

Demand Side Management

Vintage 3

18.  As previously stated, Duke Energy Carolinas receives 75% of the Company's
annual avoided capacity costs savings applicable to DSM programs. For Vintage 3 and the
existing DSM programs, the Company conducted an avoided cost true-up. The true-up of DSM
programs (SAW) is based on actual participation, load impacts, and rates for January through
December 2012. The true-up for the existing DSM programs is based on actual 2012 program
costs and allocation factors. Vintage 3, Exhibit 2.

Calculation of Revenue Requirement and Billing Factors

19.  Based on the results of the programs to date, Duke Energy Carolinas calculated
the  residential revenue requirement of $40,707,122 and the non-residential revenue
requirement of $33,028,701. Exhibit A. The revenue requirements were divided by the
projected South Carolina sales (kWh) for the rate period to calculate the residential and non-
residential billing factors as illustrated in Exhibit B. For nonresidential rates, the projected
South Carolina sales (kWh) for the rate period exclude estimated sales of eligible customers

that have elected to opt out.
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CONCLUSION

Based on the foregoing, the Company respectfully requests that the Commission grant its
application secking approval of Rider 5 as described in its Application. Additionally. the
Company requests that revenue deemed appropriate to collect from customers in 2014, based on
the Application the Company filed describing and requesting approval of a new cost recovery
mechanism for EE and DSM, be added to the revenue requirements approved for Rider 5 and
collected from customers via Rider 5. Finally, the Company would ask the Commission to allow
the proposed rate to be put into effect without notice and hearing pursuant to S.C. Code Ann.
Section 58-27-870(F). The proposed rates do not require a determination of the entire rate

structure and overall rate of return, and will facilitate an orderly rate administration.

Dated this 1st day of August, 2013

by

Timika Shafeek-Horton
Deputy General Counsel

Duke Energy Corporation

550 South Tryon Street - DEC45A
Charlotte, NC 28201

Telephone: (704) 382-6373
Timika.Shafeek-Horton@duke-energy.com
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Rider 5 Exhibits

Exhibit A

Summary for Rider EE Exhibits and Factors

Exhibit B

Tariff Sheet

Vintage 1, Exhibit 1

Calculation of True-Up for Vintage 1, Years 1, 2 and one month of Year 3

Vintage 1, Exhibit 2

Lost Revenue True-Up — Vintage 1

Vintage 2, Exhibit 1

Calculation of True-Up for Vintage 2, Years 1, 2 and 8 months of Year 3

Vintage 2, Exhibit 2

True-up of Load Impacts and Avoided Cost Revenue Requirements by
Program — Vintage 2

Vintage 2, Exhibit 3

Calculation of True-Up of Lost Revenues — Vintage 2

Vintage 2, Exhibit 4

Allocation Factors — Vintage 2

Vintage 3, Exhibit 1

Calculation of True-up for Vintage 3, Year 1 and estimate of Year 3 lost
revenues

Vintage 3, Exhibit 2

Load Impacts and Avoided Cost Revenue Requirements by Program — Vintage
3

Vintage 3, Exhibit 3

Existing DSM Program Costs — Vintage 3

Vintage 3, Exhibit 4

Allocation Factors — Vintage 3

Vintage 4, Exhibit 1

Calculation of Estimate of Lost revenues for Vintage 4, Year 2

Vintage 2014, Exhibit 1, Pg, 1

Estimated Annual Riders Applicable to Residential Customers — Year 2014

Vintage 2014, Exhibit 1, Pg. 2

Estimated Annual Riders Applicable to Non-Residential Customers — Year
2014

Rider 5, Exhibit 1

South Carolina Lost Revenues Summary

Rider 5, Exhibit 2

DSM/EE Revenues Collected from Riders (By Vintage)

Rider 5, Exhibit 3

Forecasted kWh Sales for Rate Period

Rider 5, Exhibit 4, Page 1 of 4

Residential Interest Calculation — Vintages 1 and 2

Rider 5, Exhibit 4, Page 2 of 4

Residential Interest Calculation — Vintage 3

Rider 5, Exhibit 4, Page 3 of 4

Non-Residential Calculation — Vintages 1 and 2
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Rider 5, Exhibit 4, Page 4 of 4

Non-Residential Interest Calculation — Vintage 3

Rider 5, Exhibits

Description and Evaluation of EE and DSM programs for 2012




Duke Energy Carolinas

For the Perlod February 1, 2010 - December 31, 2014

Docket Number 2013-XXX-E

Exhibit Summary for Rider EE Exhibits and Factors

Residential Billing Factor
1 Costs to be Recovered for Vintage 1 True-up
2 Costs to be Recovered for Vintage 2 True-up
3 Costs to be Recovered for Vintage 3 True-up
4 Total Cost to be Recovered Vintages 1,2 and 3 True-ups
5 Projected SC Residential Sales (kwh) for rate period
6 Requi Intages 1, 2 and Vintage 3 True-up Component for Residential Rider EE {cents per kWh

7 Costs to be Recovered for Vintage 3 Prospective amounts
8 Costs to be Recovered for Vintage 4 Prospective amounts
9 Costs to be Recovered for Vintage Year 2014 Prospective Amounts
10 Total Prospective C: of Residential Requi
11 Projected SC Residential Sales (kwh) for rate period
12 Requi Vintages 3, 4 and year 2014 Prospective Component for Resldentlal Rider £t (cents per kWh)

13 Total R Requi for } Rider EE
14 Total Revenue Requirement for Residentiol Rider EE (cents per kWh}

Non-Residential Billing Factors for Rider 5 True-Up Components

15 Costs to be Recovered for Vintage 1 True-up - Vintage 1 EE Participan!
16 Projected Vintage 1 €E Par SC N Idential Sales (kwh) for rate perloc
17 EE Revenue Requirement Vintage 1 True-up Non-Residential Rider EE {cents per kWh)

18 Costs to be Recovered for Vintage 2 True-up - Vintage 2 EE Participant
19 Projected Vintage 2 EE Participants SC Non-Residential Sales (kwh) for rate perioc
20 EE Revenue Requirement Vintage 2 True-up Non-Residential Rider EE (cents per kWh)

21 Costs to be Recovered for Vintage 3 True-up - Vintage 3 EE Participant
22 Projected Vintage 3 EE Participants SC Non-Resldential Sales (kwh) for rate perioc
23 EE Revenue Requirement Vintage 3 True-up Non-Residential Rider EE (cents per kWh}

24 Costs to be Recovered for Vintage 3 True-up - Vintage 3 DSM Participant
25 Projected Vintage 3 DSM Participants SC Non-Residential Sales (kwh) for rate perioc
26 DSM Revenue Requirement Vintage 3 True-up Non-Residential Rider EE {cents per kWh)

Non-Residential Billing Factors for Rider 5 Prospective Components

27 Total Vintage 3 Prospective £E R q - Vintage 3 EE Participant
28 Projected Vintage 3 £E Participants SC Non-Residential Sales (kwh) for rate perioc
29 EE Revenue Requirement Vintage 3 Lost Revenues Non-Residential Rider EE (cents per kWh}

30 Total Vintage 4 Prospective EE Revenue Requirement - Vintage 4 EE Participant
31 Projected Vintage 4 EE Participants SC Non-Residential Sales (kwh) for rate perioc
32 EE Revenue Requirement Vintage 4 Lost Revenues Non-Residential Rider EE (cents per kWh)

33 Total Vintage Year 2014 Prospective EE Revenue Requirement - Vintage Year 2014 EE Particlpan
34 Projected Vintage Year 2014 EE Particip SCN 1 Sales (kwh) for rate perioc
35 EE Revenue Requirement Vintoge Year 2014 Lost Revenues Non-Residential Rider EE (cents per kWh)

36 Total Vintage Year 2014 Prospective DSM Revenue Requirement - Vintage Year 2014 DSM Participant

37 Projected Vintage Year 2014 DSM Participants SC Non-Residential Sales (kwh) for rate perioc

38 DSM Revenue Requirement Vintage Year 2014 Lost Revenues Non-Residential Rider EE (cents per kWh)
Total costs to covered in Rider 4 from Non-Residentlal Custom:

15 Costs to be Recovered for Vintage 1 True-up - Vintage 1 EE Participant

18 Costs to be Recovered for Vintage 2 True-up - Vintage 2 EE Participant

21 Costs to be Recovered for Vintage 3 True-up - Vintage 3 EE Participant

24 Costs to be Recovered for Vintage 3 True-up - Vintage 3 DSM Participant

27 Totat Vintage 3 Prospective EE Revenue Requirement - Vintage 3 EE Participam

30 Total Vintage 4 Prospective EE Revenue Requirement - Vintage 4 EE Participant

33 Totat Vintage Year 2014 Prospective EE Revenue Requirement - Vintage Year 2014 EE Participan

36 Total Vintage Year 2014 Prospective DSM Revenue Requirement - Vintage Year 2014 DSM Participam
Total Non-Residential Revenue Requirements
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V1 Exhibit 1, tine 18
V2 Exhibit 1, Line 17
V3 Exhibit 1, Line 15
line 1 +Line 2 + line3
RS Exhibit 3, Line 3
Line 4 /Line5* 10C

V3 Exhibit §, Line 15
V4 Exhibit 1, Line 3

Year 2014 Exhiblt 1, pg. 1 Line 12

Line 7 + Line 8 + Line 9
RS Exhibit 3, Line 3
line 10/ tine 11 * 100

Line 4 + Line 10
Line 6 + Line 12

V1 Exhibit 1, Line 34
RS Exhibit 3, Line 25
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V2 Exhibit 1, Line 3C
RS Exhibit 3, Line 25
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RS Exhibit 3, Line 25
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(231,351)
2,959,214
13,339,216
16,067,079
6,505,979,712
0.2470

1,055,596
1,224,469
22,359,978
24,640,043
6.505,979,712
0.3787

40,707,122
0.6257

257,879
8,978,388,405
0.0029

1,510,615
8,660,803,125
0.0174

10,479,257
8,656,764,337
0.1211

2,501,818
8,008,974,420
0.0312

650,543
8,656,764,337
0.0075

1,339,288
8,744,622,797
0.0153

8,347.760
8,513,956,840
0.0980

7,941,542
7.902,098,311
0.1005

257,879
1,510,615
10,479,257
2,501,818
650,543
1,339,288
8,347,760
7,941,542
33,028,701

Exhibit A

Applicati

Applicatt

Applicatt

Applicati

Applicati

Applicati

Applicati

Applicati

Applicath

Applicati

Applicati

Applicati



SACE 1st Response to Staff
008745 Exhibit B
Duke Energy Carolinas, LLC Electricity No. 4
South Carolina Fifth (Proposed) Revised Leaf No. 62
Superseding South Carolina Fourth Revised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

APPLICABILITY (South Carolina Only)

Service supplied under the Company’s rate schedules is subject to approved adjustments for new energy efficiency and demand- side
management programs approved by the Public Service Commission of South Carolina (PSCSC). The Rider Adjustments are not
included in the Rate Schedules of the Company and therefore, must be applied to the bill as calculated under the applicable rate.
Cost recovery under Rider EE consists of two four-year term programs, years 2009 — 2013 and years 2014 — 2017 as outlined
separately below. This rider applies to service supplied under all rate schedules for program years 2009 — 2013 but does not apply to
Rate Schedules, OL, FL, PL, GL and NL for program years 2014 — 2017,

The Rider will recover the cost of Duke Energy Carolinas’ Interruptible Service and Stand-By Generator programs (“Existing DSM
Programs™) based on the cost of bill credits and amounts paid to customers participating on these programs (“Program Costs™).
Revenue requirements will be determined on a system basis and allocated to SC retail customer classes based on the class
contribution to system peak demand.

I.  PROGRAM YEARS 2009-2013 (Vintages 1-4)

GENERAL PROVISIONS

This Rider will recover the cost of Duke Energy Carolinas® Save-a-Watt (“SAW”) energy efficiency and demand-side
management programs, using the method approved by the PSCSC, for programs implemented over a 4 year period (i.c.,
comprising four 12-month program years or “Vintage Years”). In each year this Rider will include components to recover
revenue requirements related to demand-side management and energy efficiency programs implemented in that vintage, as well
as lost revenues resulting from the energy efficiency programs. Lost revenues associated with each vintage will be recovered
for 36 months upon implementation. As a result the Rider will continue beyond the 4 year period to fully recover lost revenues
for programs in years 3 and 4.

Revenue requirements for SAW demand-side management programs will be determined on a system basis and allocated to
South Carolina retail customers based on the class contribution to system retail peak demand. Revenue requirements for SAW
energy efficiency programs will be determined on a system basis and allocated to all South Carolina retail customer classes
based on SC retail contribution to system retail sales. Residential customers will pay for the allocated cost of residential
programs; non-residiential customers will pay for the allocated cost of non-residential programs.

Revenue requirements will be determined on a system basis and allocated to South Carolina retail customers based on the
South Carolina retail contribution to system retail peak demand for demand side management programs and South Carolina
retail contribution to system retail kWh sales for energy efficiency programs. Residential customer classes will pay for
residential programs and non-residential customer classes will pay for non-residential programs through methods found
appropriate by the Commission for demand-side management and energy efficiency programs, respectively. All allocation
factors will be based on the Company’s most recently completed cost of service study utilizing the allocation method approved
by PSCSC in the Company’s most recent general rate proceeding and will exclude the amounts related to customers
that elect to opt out of this Rider.

TRUE-UP PROVISIONS

Rider amounts for SAW programs will initially be determined based on estimated kW and kWh impacts related to expected
customer participation in the programs, and will be trued-up as actual customer participation and actual kW and kWh impacts
are verified.

Participation true-ups: After the first year, the Rider will include a true-up of previous Rider amounts billed to reflect actual
customer participation in the programs.

Measurement and verification true-up: EM&V activities and results will be included in a mid-term EM&V-based true-up
process that will be reflected in Vintage Year 3 Rider EE collections. A final EM&V true-up reflected in Vintage Year 6
Rider EE collections will incorporate all EM&V studies completed since the mid-term EM&V true-up. EM&YV results will
include measure-level savings adjustments and net-to-gross analysis. In addition, the mid-term and final true-ups will
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incorporate the most recent EM&V results in the avoided cost true-up, the lost revenue true-up, and the earnings cap true-up.
Earnings cap true-up: In the sixth year a true up will be billed, if applicable, to refund amounts collected through the Rider in
excess of the earnings cap, in accordance with the following levels of achievement and allowed return on investment.

Percentage Actual Return on Investment Cap
Target Achievement on Program Costs Percentage
>=90% 15%
80% to 89% 12%
60% to 79% 9%
< 60% 5%

DETERMINATION OF ENERGY EFFICIENCY RIDER ADJUSTMENT
Energy Efficiency Adjustments (EEA) will be applied to the energy (kilowatt hours) billed of all rate schedules for each vintage
as determined by the following formula:

EEA Residential (expressed as cents per kWh ) = SAW Residential Adjustment + Existing DSM Residential Adjustment

SAW Residential Adjustment = Residential Avoided Cost Revenue Requirement + Residential Lost Revenues / Forecasted
Residential kWh Sales for the Rider billing period

Where

Residential Avoided Cost Revenue Requirement = (Residential Demand Side Management Program Avoided Cost

Revenue Requirement X 75%) + (Residential Energy Efficiency Program Avoided Cost Revenue Requirement X 55%)
And
Existing DSM Residential Adjustment = Non-SAW Residential Program Costs / Forecasted Residential kWh Sales for the
Rider billing period

EEA Non-residential (expressed as cents per kWh ) = SAW Non-residential Adjustment + Existing DSM Non-residential
Adjustment

SAW Non-residential Adjustment = Non-residential Avoided Cost Revenue Requirement + Non-residential Lost Revenues /
Forecasted Non-residential kWh Sales (excluding opt out sales) for the Rider billing period

Where
Non-residential Avoided Cost Revenue Requirement = (Non-residential Demand Side Management Program Avoided
Cost Revenue Requirement X 75%) -+ (Non-residential Energy Efficiency Program Avoided Cost Revenue Requirement X
55%)
And
Existing DSM Non-residential Adjustment = Non-SAW Non-residential Program Costs / Forecasted Non-residential kWh
Sales (excluding opt out sales) for the Rider billing period

1. PROGRAM YEARS 2014-2017 (Vintages 2014-2017)

GENERAL PROVISIONS

This Rider will recover the cost of new energy efficiency and demand-side management programs, using the method approved
by the PSCSC, for programs implemented over a four-year period (i.e., comprising four 12-month program years or “Vintage
Years™).

South Carolina Fifth (Proposed) Revised Leaf No. 62
Effective for service on and after January 1, 2014
PSCSC Docket No.
Order No.
Page 2 of 4



SACE 1st Response to Staff
008747 Exhibit B
Duke Energy Carolinas, LLC Electricity No. 4
South Carolina Fifth (Proposed) Revised Leaf No. 62
Superseding South Carolina Fourth Revised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

TRUE-UP PROVISIONS

Rider amounts will initially be determined based on estimated kW and kWh impacts related to expected customer participation
in the programs, and will be trued-up on an annual basis as actual customer participation and actual kW and kWh
impacts are verified. The true-up will reflect actual participation and EM&V results for the most recently
completed vintage. If a customer participates in any vintage of programs, the customer is subject to the true-ups for any
vintage of programs in which the customer participated.

RIDER EE OPT QUT PROVISION FOR QUALIFYING NON-RESIDENTIAL CUSTOMERS
The Rider EE increment applicable to energy efficiency programs and/or demand-side management programs will not be applied
to the energy charge of the applicable rate schedule for Customers qualified to opt out of the programs where:

a. The Customer attests or certifies to the Company that it has performed or had performed for it an energy audit or analysis
within the three year period preceding the opt out request and has implemented or has plans for implementing the cost-
effective energy efficiency measures recommended in that audit or analysis; and

b. The Customer is served under an electric service agreement where the establishment is classified as a “manufacturing
industry” by the Standard Industrial Classification Manual published by the United States Government, and where more than
50% of the electric energy consumption of such establishment is used for its manufacturing processes.

For Customers who elect to opt out of Energy Efficiency Programs, the following provisions also apply:

¢ Qualifying customers may opt out of the Company’s energy efficiency programs each calendar year only during the
designated annual two month enrollment period. For the Rider EE 2014 Program Year, the enrollment period begins
November 1, 2013 and ends December 31, 2013,

¢ Customers may not opt out of individual energy efficiency programs offered by the Company. The choice to optout applies
to the Company’s entire portfolio of energy efficiency programs.

* Ifacustomer participates in any vintage of energy efficiency programs, the customer, irrespective of future opt-out decisions,
remains obligated to pay the remaining portion of the lost revenues for each vintage of efficiency programs in which the
customer participated.

¢ Customers who elect to opt out during the two-month annual enrollment period immediately prior to the new Rider EE
becoming effective may elect to opt in to the Company’s energy efficiency program during the first 5 business days of
March each calendar year. Customers making this election will be back-billed to the effective date of the new Rider EE.

For Customers who elect to opt out of Demand Side Management Programs, the following provisions also apply:

®  Qualifying customers may opt out of the Company’s demand-side management program during the enrollment period
between November I, and December 31 immediately prior to a new Rider EE becoming effective on January | of the
applicable year. (Qualifying new customers have sixty days afier beginning service to opt out).

¢ Ifa customer elects to participate in a demand-side management program, the customer may not subsequently choose to opt
out of demand side management programs for three years.

e  Customers who elect to opt out during the two-month annual enrollment period immediately prior to the new Rider EE
becoming effective may elect to opt in to the Company’s demand-side management program during the first 5 business days
of March each calendar year. Customers making this election will be back-billed to the effective date of the new Rider EE.

Any qualifying non-residential customer that has not participated in an energy efficiency or demand-side management program
may opt out during any enrollment period, and have no further responsibility to pay Rider EE amounts associated with the
Customer’s opt out election for energy efficiency and/or demand-side management programs.
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ENERGY EFFICIENCY RIDER ADJUSTMENTS (EEA) FOR ALL PROGRAM YEARS
The Rider EE amounts applicable to the residential and nonresidential rate schedules for the period January I, 2014 through
December 31, 2014 including revenue-related taxes and utility assessments are as follows:

Residential Vintage 1, 2, 3,4 0.2820¢ per kWh
Vintage 2014 0.3437¢ per kWh
Total Residential 0.6257¢ per kWh
Nonresidential Energy Efficiency Demand Side Management
Vintage | 0.0029¢ per kWh NA
Vintage 2 0.0174¢ per kWh NA
Vintage 3 0.1286¢ per kWh 0.0312 ¢ per kWh
Vintage 4 0.0153¢ per kWh NA
2014 Vintage* 0.0980¢ per kWh 0.1005 ¢ per kWh
Total Vintage I, 2, 3,4, 2014 0.2622¢ per kWh 0.1317¢ per kWh
Total Nonresidential 0.3939¢ per kWh

*Not Applicable to Rate Schedules OL. FL. PL., GL, and NL

Each factor listed under Nonresidential is applicable to nonresidential customers who are not eligible to opt out and to eligible
customers who have not opted out. If a nonresidential customer has opted out of a Vintage(s), then the applicable energy
efficiency and/or demand-side management charge(s) shown above for the Vintage(s) during which the customer has opted out,
will not apply to the bill.

South Carolina Fifth (Proposed) Revised Leaf No. 62
Effective for service on and after January 1, 2014
PSCSC Docket No
Order No.
Page 4 of 4



SACE 1st Response to Staff

008749

(z68°'9v2)
TT9'STS'E 3
vIS2ULL'E H

6200°0
SOV'88E'8L6'8
618'¢ST H
98€'9T S
£6V'TVT $
(268'9v2) $

(66€°S)
%001
(66£5}
(66€°s) $ |le6E’s) 3
dn Peduny 38uey) ey suedppied
-anaj suond3|o) BNUIA3Y ISOT 13N 33-1 uns—-s
€ sapi 0) ssuaunsnipy
T 28ejuiA 0) SIWAUNSNIPY 40 (133G
31e4 40} v UGiyx3 935
{1S€E'1€2) S
(5S6°TS) S
(96€°6LT) S
$69'8ST $ ©69°85T $
06076261 S
96€"SET'6T $
(zoz'ot) $ Jizoc'on) $
pasieydun
(zo'02) (oroz) 5|
2uN
(zoc'oe) $
$%00T
(zoz'oe) $ |(zo¢’0z) S
(zoc'ot} $ |(zoz’oz) S
dn Ppedw) afuey) ey 1 3%eyun
-3niL SUORIBNIO)  INUBARH ISCTIGN | 01 swuaunsnipy
£ Japiy

T adejulp, 01 siuaunsnipy 4o 112390

T QY T a8e3un

00T o SE 3un/pg aun

SZ3un ‘g 1qIyx3 SY

€€ 3un + 2€ 3un

ZT aun ‘p jo £ a8ed ‘v UQIUN3 SY
T€ un - 9z 3un

62 3un - 0§ aun
 saur ‘2 uquyx3 Sy
T uqiyx3 ‘7 38eluIA- 19p1y Jopd

Lzaun+gzaun
T 3qIyx3 °T 39e3uIA- Japy J0ud
SZauf, vz aun

€2 3un +2Z 3uN
Z uqiyxa T alesun
Tz aun , 0z 3un

T uquyx3 ‘T aSelwA- Japry Joud

8T aun + LT aur
2T aun ‘v jo T aBed ‘v U3 SY
9T aun - €T aun

pT 3un - §T aury
T3un ‘Z uqug sy
T 4quyx3 ‘1 33eIuiA- s2p1Y Joud

Zraun + T aun
T 1qIyx3 ‘T a8ejuiA- Jap1Y Jold
07 aun + g aury
T uquyx3 ‘T 28e3u)a- 13p1y Joud
g3un o £ 3un

9 au +gaun
2z uqxa T alequin
P aun, gaun

Zaun+ T aun
T uqiyx3 ‘T 33eluiA- J3p1y Jond
T uGIyx3 T 33eIUA- 331y Jopd

(2102 Asenuer) g se3, 40 YIUOW T SPNPUY

{uMt Jd S3Ua0) 33 3P IENUIPISIY-UON 9E

pouad Bupig 403 (UMY ) sajes |efluapisay-uoN Js paalosd SE
Yum T aseuin an-aruy jepuap N vE

NP JunowWY 15BN £E

35343u} 340j3Q JUALNSNIpY (8104 2

SUOI3IA|OD € JAPIY P SA [ENY 10} py 1€

{sien1oe £ Japry pue ‘7 J8piy ‘T 1Py ) T 2BelwiA Joj PAID2Y103 (€102 OF

ALWIISI £ JAPIY Pue BN T ‘T SIAPIY YENOIYS PaIIB||0) IUNoWY 62
:pa1I3[}0) 3NUIAIY 0 JU3USNIpY

padded b 1) P N 8%

waunsnipy ded sButusey £2

judwaInnbay anudAay 33 (ERIUIPISIY-UON (Q10L 92

i01e4 Sunpg ST

WAWAINDIY INUBAIY 33 |EHUIPISIY-UON 2

T 98e3ujA SaNUIARY 1507 (210L €2

3 1500 PAPIOAY | PIS9Y-UON feio0l 7T

394 roum__..naz puexeL s1diaoay $seu9 12

JU3UOdWo) 150D PAPIDAY 33 MYS 02
;juswANbay snuaay o3 Juaunsnipy

TvILN3QISIY-NON

Yum v dn-anuy | P [
anp Junowy 152133u1 8T
150J31U1 2)0J3q JUBWISNIPY [I0L LT

11921103 € J3pIY P SA |en1IY 40} IPv 9T
{sien1ae € Japiy pue "7 J3pNY “T 43PIY ) T aBeIUIA 404 PBISRYI0D jeI0L ST
2lewnsa ¢ Japiy pue |emide 7 ‘T S1ap1y ySnasyy paidsiiod Junowy vy

:pa3Ia|j07) BNUIABY 03 JUAURSA(pY

padde) uawannbay InUIAdY |RAUIPISAY €T
wawisn{py ded sSujuies 21

JawWannbay anuassy wesdosd WSA Bunisig '3 MvS |enuapisay |eiol TT

wawanbay ¥ wesBo1d WSG Bunsix3 |enudpisay 01
UBWINNDIY INUIADY 1IRM-Y-IAES |RIUIPISIY 6
Jorey Sunie 8
Wawannbay aNUASY 1EM-Y-IARS [2IUBPISBY £
T a8ejuip S3NUBABY 1507 (€10) 9
Wwauodwo) 1500 PIPIDAY (e1uapisay NSA/33 (B1I0L §
334 Aoyein8ay pue xe) 5101333y $S0I9 ©
D 1500 PapIOAY {eQUDPISAY (EI0L €
wauodwo? 1509 PapIoay WSA T
Juauodwo) IS6) papIoay 33 T
;3udwaJnbay anuaAay 03 Jusunsnipy

TYLLNIQISIY

T 38eujA 203 dn-anay jo uopenIe)
3-XXX-ET0Z J2qUINN 19P0Q

QT0Z ‘1€ J9qWadad - 0T0Z ‘T Asenigas popdd 3 404

seujjose) Aiau3 ang



SACE 1st Response to Staff

008750

(66€'s) ¢ o09v'T S (L1sV) S (eweED) S

€9E'06LT S ¥09'S6 § LOT'STI'T S TSS'69S S
Z9L'S6L'T S vHI'V6 $ VEL'6ZT'T S ¥68'TLS S

|1el0L 10T T10¢ otoc
|ERUapPISaY-UON

ZuqIyx3 T 3B

{zocoe) $ (zzo'n) § (rre‘etn) $ (oLL'v) S T 3un-zaun

IV'TE8'9 $ 879C6E $ v89'6ZLY $ 6600TLT S €1 ‘99un ‘T yx3 sy

PIT'ES8'9 ¢ 0ST'S6E $ S66'TVL'Y S 698VTLT ¢ T uX3 'Y - 3-€0€-ZTOT 13%20d
1e104 [4074 1107 010z

[ennuapisay

1 983w 10} SANUDABY 1501 JO dN-3aNLL JO uonended
I-XXX-£10Z 12quinN 1920Q
0T0Z ‘T€ 19qWa33Q - 0TOZ ‘T Adenigad polad 3y Joyj
seujose) Asau3 ang

sanuaAay 1507 jodn aniy €
S3NUIA3Y 1507 Z
¥ J9pIY U1 PaJY SE - SBNUBAJY 1507 T



SACE 1st Response to Staff

008751

»i00 001 41€ 21 / 0% St (UMY 290 RU0) 1) J9P0) 1 TRUSPESE-ON 26
T TN 'C MBI Pouad Sungr 40 (WAY) SIS ITLprat-uon 5 pasabig 16
S19S" 5 67301 + g2 oy 3001 YU 2 STRUAN JUNOUSY ON-0ns | ETRIPIU-ON OF
06'0¢ 5 SZ N ‘v 10 € 300d ‘P 1ANPI SU A0 NP WNOWN 1SIRRY £2
SE9'SEDL % LT WY+ BT W) ARG MO WILIINIPY K10 BT
uahqs S (R [ 9z un - Sz N (] i ] @
KWEFLY S S ST NPT Y {SEN12v € 49pPa PUT T 2pRY } 2 DBNUAA 0} POLIINOD 104 9T
sty S 7 30nuiA- 359p13 SO0 DILEWNSI E APTY PUE NI 2 3P YIMOAR PIRIOYE) WG 52
> o
699’53 s oot ¢ dacz) §jusvet s 2o, 129N n ”
WS %007 xo0t 2030 hgr9 £2
COB'PEL_ §  T00'Z0L s (oe't) § | onvest s 0Z 21 + 61 v L] o 2T
s|artvert s 92NN L LRI S Z 3% IRy 150Y 01 1T
RT N L 21 N 1IUOtUIOD 1503 PIPIOAY |ZNUAPSIY-ION (101 O
993 Aoy pue xe) SIARORY $0D 6T
Z1QAnI 2 500msa UBUOWO) 1507 PIPIOAY 33 MVS 8T
swesSoud 33
1 o PV
¢ snvanry dn pedwiadvep Biey|  zednwiA TVLLNICISTH-NON
SAILLOUSNNICD  1SUT £IERN UL SINUSADY  BAUMIYISDIINN | DISiuauRsafpy
anudasy € 50pru 01 zaeng
Z 35EA 0 RUIRSTIPY JO B90
24 0 ¥ AR 35
PITES6T S 913un + 51 N TSN L1 WNOWNY ON-ONs| EUIPERY L1
6566 H ST 0w j0 13904 ‘P UG U Asecw0) 0Np WROWY 128 9T
PTIESTT s LIS R E )] 12:31u 203G JUASNIPY II0L ST
[riveatl 5] 2t ooy - €T w1 £ opp 2 iy 10y "
TRNTHIPIY {3pmDy £ s3pp1 pur 7 09 ) 2 SIna ) PIDIYOD Mo £1
EISUEEDT § 2 WBetan- Ssapn 101 AT £ PR PUT [BRIE 2 S0P YINO4) PIIOD IO 2T
» a) |
09y'easz _ § (zwvess) § (uso'st s (va) s zievee'e H o1 dun + 6300 2o ARsd B MYS oL 11
o 5 3 H 1 2 a%wA - 1901 sud anusnsy we Sy WSO Dnsp3 ot
owessz__ § ey} s (1x0) s va) BB Boun, an g ) bR UV LRA- 6
%s# %001 %001 %00T sopes hpes 8
SOEGED’E  § (zavEss) (1r0') (v8) s asoerz s 9N~ 5N LAY LMY 3
SAESEO'E s {iro'sl s 106'08E 2 $ EIRAFIZA T%RUAA 1AMSMRY 10T FIDL 9
(vi) s fva) H youn . €dun ) 1507 PIPIOAY w0y S
| 924 Amierdng pus K| 10RO OO ¥
H s Faun s favn 1UOdWE) 1307 POPIOAY ITRUSPARL §
TINWRA - 291 201 WOUOAWD) 1507 PAPIOAY 1¥SQ 2
L] $ $ 89N TIRMMAZA Wot0) 1503 PIPORY 33 T
B o p
dn sanusasy dnonyp  pedugaluey) MARSMEWS R HIIH Ta%ewi TYUNIQISIY
uLuoRNe) D €Nk ] N ou
L] 801 TARIA BOTWN 0 nepdn
ng
Z a%epuA 03 QuUIUNSNpY JO MBI
7 s30iuA 10§ dR-SRIL JO UORRIENED
3I00C-ETOT 43Ny 18P00
TTOZ “TE 10quiNdsQ - TIOZ ‘T ANURT POiSY #4404
seupout) ABiwa exng

LT HE T



SACE 1st Response to Staff

008752

Buipunos 03 anp 1004 30U Arws SHGIYX] ‘810K

N pue |& o)

19040 WSO WAISAS (1101 {T)

wseImoL T2

{imnuapisay-uoN) Jueys Amod O

(1enuapisay) afeuriy amod 61
umopyeasg wesBoid NSQ (€104

(150D paploay %5z 3€) 8014 INSQ |230L 51

2] N J0j 0L LT
moN Alisu3 uswg 91

2IRGIY WOBN) - IRWOISN) [RALIPISIY-UON 10} oS3ALS RIS §T

DVAH - WIS [RAUIPEIY-UON S0} o30S LS ¢

SONPOLY VG POO JEI§ ATSIUS - SIUOISN) [ERUIPIIY-ION 10} idAES LsWS €T
N

%2 WSAs 133 03 uo pIseq |
§ 858°08Y'S $ 858’088 H %801S¥'ST E61°22EEE H - SEE'BYS
TOV'TES'ST L1 . 0Ov'TZE
T6L°06L'ET H - SE6'9ZZ
(€T 3un °v Haa Zn) sopey
9.V UORZIO|IY PUEWAQ) %Edd IRI3Y IS
§ IPEOET'S § IPE'OET'S s (n) ALTIEE'ST €61°Z2EEE s o0 SEE'BYS
(st
g9.v Bury ‘b UGRPA ZA) s084 uopedO|Y
PUBLIIQ AL |EAUBPISIY-UON IS
$ BUSTEY'S S 86 TEY'S H T8L°TLE0E $ SLE'BLG GEL 00522
S 168657 S 168552 s KoLE2T LT 956'6E5 S 060'651°¢ ¥OE'T
§ ELTISTE $ €LTTISLE S WPLETT'LL 65v'996°TY s YOL'PL6'SS SBS'9
$ 6VLETY $ 6vL'ET9 H AVLETTLT L2z 744 H TEZ'L86'Y 698'T
$ €Ll $ (A4 s uPLETT LT 8SV'UT $ 09°TT0'T 8T
S 696'9T $ 696°91 $ KPLETT LT EEE'T9 $ €28°20S 8
S 2UE'S9E S 2LE'89E s KyLEXTLT LTT'ESE'T $ 806'05L'S 1T
$ 15’058t $ 125°058°E S KeLETT LT ZEE'EPT'YT s LIT06T'Y9 6LELT
(9 3un’p yapa {um) uopanpay §edd sauwng
W3WANNbIY INUNSY
23 uo| ARspu3 waysAl - uo) MY WaIsA
a.v ZA) J017E3 UOIIESO|IY SRS UM IN 150 papjony As 3 s 3NPIY MY S
SIS0D PAPIOAY
JERUIPISIU-UON I5
§ OZS'OSE'E H 02S0SE'E s 1t %269S0°0T E6T'Z2E'EE s SEE'BYS
(34
8.V sun) ‘b UGIYIT ZA) J01384 UORESOIY
PUBWIC %23 [EALIPISRY IS
(v8) $ 166'98L°21 5 206'98L°2T H v69'696'9% H PEE220°6LE 61¢'lY
{s) S 9Is's B 005’6 H AULETT LT L68'VE H 817'95€ 99
© s it H vt S KPLETTL LT SS6'TY S +95°927 24
0 § SISU H SIS'LL H KPLETVLT PEL'YEY H BOETH'T 292
(] $ 859'st H 855'ST S KPLETT LT wres H 6v6'88 43
(89) § LTL08TTT S 6v9°087°ZT S AvLELTLT SLO°OTT'SY S 6v1'60v'L9E ZIL'6E
[} S €97'Z6¢ $ €92'26€ s KpLELT LT 988'0VY'L s 9622’6 90€'t
- s AVLETTLT - $ - .
Iuusnipy w se ”
posrons enmprent 5 ooy at esomony s ios | ity SOt watts
* 150 papiony waisAs
50D
PAPIOAY [BRUBEISAY IS
ad (] 3 g v
zadauin - wesSosg Aq 3 130D pue sisechw) peoy 4o dnvaniy
IXK-ELOT J2quinN 1P0q
TI0Z “1€ Jaquiadaq - TIOT ‘T Asenuer pouad aun JoJ
seuyose) Aluaugz anng

Zuappa z feuia

Iy d B0 - D e N JO) oSRARS WRWS 7T
SI0IOW SIILICIST) [ERUIPISIU-UON 10} oIIARS LS TT
SupyBn SINUOISN) RALIPITOU-UGN S0} 93085 LeWS OT

{3503 papioay %56 Ie) swesBosd 33
swiesdoud |eIuap|say-uoN

{53500 papioay %S¢ e} Id INSQ [®30L &

UORRAIISUO) 18] Joj|ea0) §
uoday uospedwo) AR WO ¢
W1d Ny PALUIPISIY 9

$1001Ps 40j wiesBoud uopeanpl Audpyyd Alsaug §

3UeISISIY UOREZPANEIM Pue ASuapiy3 AlIsu3 Busoout Moy ¥
SINUDIS [CRUDPISIY 20) oINS LWS €

fUSWSSBSSY Alau] RAUIPEY T

Sujpioey ssusyddy T
(1502 papioay %SS i) 8044 33
swesfoud [epuapisay



SACE 1st Response to Staff

008753

TIG'VLE'T $ 699'S/9

$ z00'z0L $ (19LT)

$

L66'vT8'T $

*€T0Z/1/T 2A119943 S91BJ 3seq Mau ZTOT Ui 1ey: uondwnsse 01 aNp ¢ JapIY WOy papNxa AjjeulBLio SanuaAay 1501 €107
-(3-02v-TT0T) € J9P1Y U1 Pajy se 5aNUBASY 1507 ZTOT PUe (3-E0E-ZTOT) ¥ J9PIY Ul P3JY SB SBNUIAIY 3507 TTOT »

oot'ess‘c $ (zev'ess) 8 (1v0'S)

$ ¥ aun, gaun

%58
IrL'VeY'T $ S06'V6L

%00T %001
$ Too'ToL $ (19L°7) $

T06'082°C $

%G8 %001 %00T
s9g'6€0'e $ (zzv'ess)  § (1v0°S)

$ Taun - zaun

S 877807 SuN ‘T yx3 sy
$ 4 SHQIX3 2Py Joud

1650252 S S0676L § 6IV98LT S L0068S5  66EC8Y'6 S SIEGEQE $ 088vZSY S PSI'BIET

S8I'9L0T § - $ LIy'v8y $ 89L°T65S  S6VTOTLS - $ E0E'BLT'S $ SEI'ET6'T

1101 €102 Z10C 110z 1301 €107 Z10e Ti0C
[eRuapISaY-uoN [enuapisay

£ UqIyx3 7 38e1UIA

7 39e3uIp J0j SaNUBARY 1507 Jo dn-ana] Jo uonejndied

3-X0(X-ETOT 49quinp 33300

1T0Z ‘I€ J2quiad3Q - TTOZ ‘T Asenuer poliad ayy 103

seutjose) Asauz axng

Jooe) Suljig J93ye ‘sanuaAay 1507 0 dnaniL §
Joyej Bung v

sanuanay 3507 jo dn anJ) €

PampQ sanuaAay 1501

Paj|ig SaNU3A3Y 3501 T



SACE 1st Response to Staff

008754

%LZ600'PT [e30} ZT 3ur1 /S ‘g sun [e1luapIsal-uoN IS LT
%SEOTYV'6 |elo} ZT aun / 2§, 3un {etryuapisay S 91
WSQ Sunsicg 1oy jead waisAs j1ejas 03 puewag Jead S31-UoU SA S3J IS  UOKEIO| Y

%LT96E°ST 18301 0T 3ury /IS ‘g aun leruapisas-uoN IS ST

%C60S0°0T Ielo] QT aun / s’z aur] |enuapisay OS v1
yead waysAs |1e1aa 03 puUBWA(Q )edd SBJ-UOU SA S31 S € UOIEIO||Y

l%sotsysz 1 {e104 0T aur /(2§ ‘g duIT + 1S ‘£ 3un) poomuaasg "[ox3 ‘[1e13y IS €1
puewap yead uo paseq 3jels 03 Z UOKEIO|Y
SS8TUTLT 1T aun + 0T aun puewaq yead walsAs |e10) ZT
SS8°00T'T $p4033Yy Auedwo) puuewaq yead 3[esaoOyMm TT
00022091 v60'v0T'V 906°£96'TT 63un +gaun + £ aun |elol 0T
96S‘ET 96S'ET - sp4023y Auedwo) poomuaauy 6
8Y'79¢’6 UY'vLY'T 010'88L°9 $p4023y Auedwo) (poomuaaln ‘1ax3 - JS) |eRUSPISAY UON 8
276°S6L°9 920'919°T 968'6L1'S spJoday Auedwo) |enuapisay /£
MIN 8301 MIN OS MINON 1T0Z - s103830|]y puewag
{%00982°89 J%o00visTE |osveezzsz | §aun /zaun 1833y IS 9
Sajes YA Uo paseq 31e3s 03 T uoned€o||y
891'686'9L v aun +gaun poomuaalg ulpnjdul ‘|1e1dy (e} §
£58°09 spJoday Auedwo) UOoIIBI0||Y SIS HMIA 1813y POOMUIIID ¥
STE'VL6'9L Zaun+13un poomuaasn Butpniox3 ‘|1e3ay (€101 €
SPS'TTEYT 869'9¢9°9 £92'856°0C sp4o2ay Auedwo) (poomuaasg "19x3) uonedo|ly s3jeS HMIA 11e38Y IOS
2L0'996'SS spJoday Auedwo) uonelo|ly S3es HMINIEIBY DN T

T10T - 10330}V Sajes

S3ayuonN say HMIN

Z 33ejuIp - S1030E4 UOIIRIO|Y
3-XXX-Z10T s2quinp 13320Q
1T0Z ‘I€ Jaquiadag - TTOZ ‘T Atenuer poliad ay3 404
seutjose) ASi1au3 aynq
¥ MQIYX3 Z 3euIp



SACE 1st Response to Staff

008755

€000°0 10000 ¢100°0
0Zv'v£6'800'8 LEE'Y9L'959'8 LEE'PIL'959'8
8181052 S | EVS'0S9 S LST'6LY0T S
69T Eve S 1SS'ST0°T S
6v9'852°¢2 S | £¥5°059 S 90L'09v'6 S
LLT'TSLY S $66'620'y S
928°010°L S | E¥S'0S9 S 00L06V'ET S
Z€8°'L80°T
$66'226'S S | E¥5'0S9 S 00L°06v'ET S
%00T %58 %001
v66'22Z6'S S | vpE'S9L S 00L°06v'ET S

YYE'SIL S 6ST'LI8 S
¥66'CZ6'S S TYS'EL9CT S
80S¥00°'T 80SY00'T
€T'968'S $

§99'919°2T S
dn-anig jewnisy anuanay dn-anay
Ww3awaynb3ay anuanay (1507 £ Jeap ‘g aSezuip  UBWANNDIY INUDATY
1 Jeap ‘g a8ejuip T Jeaj ‘e adejuin
wedpjled Wsa edpnsed 33

33e1 104 ¥ UGIX3 335

965'650'T $ 9TT'6EEL'ET $
- $ 0£5962°T S
965'SS0'T S 989°THO'TT S
S 81’9679 S
965'5S0°T S PIT'6EE'ST S
961908
965'550'T $ 8T6°TESLT S
%58 %00T
8/8'TpZ'1 $ SI6ZESLT S
8LB'TYT'T S STT'08L'E 3
£69°TSL'ET S
805t00'T
¥£6°069°ET S
058'69€'Y S
PeT'1ZE'S S
Jjeunysy anuanay dn-ansy

1501 € 43 ‘g afequip  Judwannbay anuaaay

T Hqyx3 g adejun

T s34 ‘e aSejuipn

9z 3un /sz aun
SZ aun ‘g Uqyx3 ‘sy
8zaun+/zaun

ST '3 TTSaUN ‘v 40 v "3d ‘v UGIYX3 ‘sy

9z aup - sz Bur

6 PUE 9 53U ‘Z UqIYXT SY
e aun + £Z 3un

S 3ur ‘€ uQXa EA
zzaun . Tzaun

0z auf +6T3uUN
p¥ 8UN ‘T #GIYx3 Y
8T 3UN , LT 3UN 8T 3L 4 9T 3uUN

8T 3UN ‘T UqIyx3 €A
LT 3un ‘TUQIYX3 EA

T aur + €T 3uN
ZT2un 't 40 2 38ed ‘p NGIYXI SY
ZToun - T aun

£3ur] ‘2 1q1yx3 sy

0T au + 6 aun

S 3ur] ‘€ UQIYX3 EA

gau, £3un

gault+gauin
9€ 3ur ‘T NQIYX3 Sy
tault, g3uN

Zaun + T aun
69Ul ‘TUQIYXI EA
83Ul ‘TUGIYX3 EA

(4w} 13d 53uad) 33 29pHY |B1UBPISIY-UON TE

pouad Suig 404 (YMmd}) S3[eS [eRUBPISY-UON IS ParafoLd OF
15342)U) YUM JunoWwy dn-anJj |BIUIPISIY-UON 62

Auedwo? anp unowy 1$233u) 82

15313)u| 34043( JUNOWY dN-3n} |BIIUIPISAY-UON LT

(€ 49p1y ) € adeulA Joy PaIDR)I0) eI0) 92

zWwalnbay anuaaay wesBoid WS Suilsix3 78 MVS |BIUIPISIY-UON |BI0) ST
jJuawasinbay anuanay weidoid Wsa Bunsixl vz
Juawalinbay anuaaay NSA/33 |BRUSPISIY-UON |e10) €2
Jonaes Bung zz

Juawasnbay anNUaARY WSE/IT |B1IUDPISIY-UON TZ

€ 98ejuUIA SaNU3ARY 1501 [€10). 02

juauodwo) 3507 PIPIOAY |eIIUBPISIY-UON (8301 6T

234 AiolenSay pue xej s3d19day $5049 8T

Juauodwo) 150D PIPIOAY NS MVS LT

juauodwo) 350 P3PIOAY 33 MVS 9T

TVILN3IQISIY-NON

1S3J33U] YAIM JUNOWY dn-anJ| |BI3U3PISaY ST
Auedwo) anp JuNowWY 1s3Jau| pT
153J2)u| 34043q JUNOWY dn-3ns), |eNUBPISIY ET
( € 19p1y) £ aBejuiA 104 PaRRYI0] BIOL TT
Juawasinbay anuanay wesdoid SQ Bunsix3 1§ MYS |eluapIsay |el0) TT
awainbay anuaaay wesBosd NSQ Bunsixg [enuap|say 0T
UBWAINbIY SNUBATY NEAN-Y-DAES |B1IUBPISIY 6
Joyoe4 Buyiig 8
juawalinbay INUAIY NEM-V-IAES |BIUBP|SAY £
£ adejuip sanuaAaY 1507 1€30L 9
juauodwo) 350D PIpPIOAY [BILBPISAY NSA/3T |BI0L §
2334 Aloje|ngay pue xe| s1d1a29Yy $5049 &
Juauodwo) 3500 PAPIOAY [eIUSPIS3Y |€I0). €
Juauodwo)) 150D PapIoAY NSA Z
juauodwio) 350D PapIoAY 33 T

TVILN3QISIY

€ Jed) 10§ SANUIAIY ISOT PAJeWIS3 pue T Jeap ‘g adejuip 10) dn-dna) Jo uoliendjed
I-XXNX-ET0Z J2qWINN 13300
102 ‘1€ J9quiadaq - yT0Z ‘T Avenuef polad 3y} 104
pue 2702 ‘T€ /9qwiadaq - 2107 ‘T Arenuer pouad ayy Jogd
seujjose) Adssugz ng



SACE 1st Response to Staff

008756

{ead WlsAS ||RIA C1 UORNQLIUD UO PASE] (ERUIPISIY-UON PUR |RAUBPISAY O3 P

e swesBosd WSO wasAs oL 1)

WSQ [moL

(RRUBP|SBY-UON) BIRYS JIMO

{ienuapisay) Ja3eueyy Jamog
umopyjeasg wesBoid NSQ 2I0L

Aa8R

{13503 papjoay %Sz 1e) swesdoid INSG |e304 8T

1B ¥ 0D ON 40} {8301 LT
monN ARssu3 uews 9T
83TqTY WIS - SIBWIOISN [ERUIPIIY-UON 10 o4INES LTS ST

IVAH - SIBWOIND [CRUIPISIU-UCN IO} oI3ARS Litw§ §T

FNPald BYURS PO SRS ALIDUT - LDWOISN) [FRUIPISIY-UON JO) oIINES LiBwS €T

€92'992°0T $ *0296T'ST €8T'SvLOp $ - v'se9
06b'28L'ET $ - 9EL'OLE
€6L°796'9T H 904892
(€7 2up1 ‘v A EA) Jowel
GV UOPE3OjIY PUBWRQ YERd 139 IS
€Tp'968'S s (n ROPTLY' DT €BZ'SPLOY $ 'Sy
st
GV UM ‘Y 3G EA) J0e4 VOREID|Y
puewsag yedd [BRUIPISIY-UON J5
$99°919°21 S »86'E9E'9Y H Z10'vSE'E02 60072
616'05T B KI22T2°L2 109055 $ 622°LAY 7
DEE'LSE' H wKrzzieie £69'661°ST H 904'08€'ETT TLE'ST
8T0'L8S S Krzzre'iz SET'LSTT S 180°02T'y 9TLY
E26'EVT S ®IZUT LT 168'828 s vSB0S6'T 99¢
S ®LTITLL M $ - -
YEUTEE H WIZZIT LT W't $ 059'£96'S RET'T
LI2'S8Y'Y S RIZZITLT 69E'TBY'IT S 260'L08'EL 68921
{9 3un ‘v aqepa {um) voy Head
w3wAmMbay anuaAay
Jope] uo, Alaua w -u 34 MY WdisAs
B.V €A 4 UHEIO|IY SIIBS UM IN 1509 papioay waishs 3 wWasAs OfNPaY MY
S150) papioay
1eRUDPSaY-UON DS
DSB'69E'Y s (1 HOBYZLOT €8T'SvLOY S oY'SYy
[T
S.v aun ‘p3qux3 €A} sopes vopesojly
PUEWIA] HeBd JERUIPISAY IS
[Z29¢4X] S E9Y'EST'PE H 6BS'6LE'S62 T6€'8E
TLP'SaY S Liscaraxd €25'01LT H YIV'GEE'SY 19000
2BE9Z S KTZZIT'LT 056'96 H 8L9'€82 w
8YY'20S H KIZZIT'L2Z 200987 H ESV'ESS'S €997
H %rzezee 3 H - .
9LY'S0L’L S %122T7°42 Fi24-183:14 s 206'VEE'VIT [i2474
2E8'01S s KIZ2NZ'LT (27475 24 H 6v5'9BY'0T 20977
SIS'OTT S %I4T (2484 $ £VS'TL6'T 99€
{9 aun ‘p uqxz {umt] uoganpay B3 JBUNLNG
JudWANbIY 3NUIAY
UONEIO| (Y 5B ABsau3 walsh -u wa;
18 €A) 01e4 UOREIO|(Y SBIES YW DS 1500 Popiony waishs 3 ] oponpay MY waishs
S0
P3pIOAY |eUBPISIY DS
] ] L
€ 92ewA - wesSoid Ag L pue Ied) pecy
FICETOZ 43quinN 193poq

Zugnea £ Adawa

ZT0Z ‘TE J2quuaoaq - Z10Z ‘T Asenuer popad o 404

seuyjose) Adiau3 ana

$52004d) MRALITD YO - > N 40} ¢5385 LBIIS ZT
£1000JA) SIBUOISN (ERUIP{SIY-UON SO} o53ARS LSWS TT
BURYEN SIAWOISN) [ERLDP{SIU-UON 10} JBALS LTWS 0T

(3590 papjoay %Ss e} 8014 33

swesS0id |ejjuapisay-uoN

(53507 papjoay %Sz 18) sweiSoud NSA 18301 6

13 UOREAISUD) i0j 0304 8

uodsy uospedwo) Alsaul dwoy ¢

10{}d W048Y [ERUIPISIY 9

100425 40 WesBoug UORENPI Audpi) ABsou3 §

SOULISISSY UDREZLIYIEIM Pue ASuspy) ARIBUZ BWodY) Mo p

SJIWOISID [FRUDPISIY 10} o1BALS LBIIS €

Alauy 4

Sujpioay soueyiddy T
(3502 papioAy %Ss 18} 804d 33
sweiBold jepuapisay




SACE 1st Response to Staff

008757

689'56'L S
185°0(T'T

887°'89¢

780'895°T

6EL'LY8'Y s

pied spa1) ¢10¢ 73Q - uef

7€8°£80'T $ 961908 S
80S¥00°'T 80S¥00°'T
056°780'T S 8.5'708 S
%86ET9ET %LE680°0T
_ |enuapisal-uoN _ |enuapisay
689vS6°'L S
| Z10T 4837

€ uquyx3 € AN

paun . g8uNn

Taun . Taun
LT ‘913Ul ‘v NqIyX3 €A

01 aun

€ adejuin - s350) weidoid sa Bunsixg
3-XXX-ETOT J2qUINN 13)20Q
TT0Z ‘TE Jaquiadaq - ZTOZ ‘T Asenuer pouad ay3 Jod
seugjose) ASssu3 ajng

$11a34J V101 01
SLIQ34D IDIAHIS T181LdNYYILNI FTVSITOHM 6
$11034D T0YLNOD GV0O1J/¥ JTIVSITOHM 8
SLNIWAV HOLVHINID ASANVLS £
$.1334D 321IAY3S 3181LdNYYILNI 9

WYYy90ud

juawasinbay anuanay NSQ Sunsixd pesy IS §
994 Auoje|n3ay pue xe] 51d19I3Y SS0IY
s3503 weuSoid 9§/ 24eys 18181 IS €

puewap yead walsAs - 019} UONEIO||e [18134 IS ¢

swesSoid peoj aaneu Joj pred aq 03 S}PaLD OS/S| [e103 PIlewnsy T



SACE 1st Response to Staff

008758

%86E19°ET |B30) ZT 3uI /IS ‘g aun |elauapisas-uoN JS L1
%LE680°0T 1e30] ZT 3ut] / IS¢ aun |eniuapisay JS 9T
WSa Sunsicg Joy yead wisyshs (1219 03 pueWIdQ Hedd S3J-UOU SA S31 JS {7 UOLIRIO|IY

%OPTLY VT [e30L 0T 83U /DS ‘g aun |e1uapIsas-uoN S ST
%08vZL 0T [e30L, 0T aul /25’2 aun |eruapisay JsS vT
yead waysAs |je3aJ 0} puewaq jead S34-UOU SA S31 IS € UOHEIO|Y

|scoz961°52 _ [e301 0T aur /(S ‘g aun + s ‘£ dun) poomuaaln '[9x3 ‘le3ay IS €1
puewap jead uo paseq 33e3s 03 Z UoNeIOjY
0LZ'1S0°LT 1T aur + 0T aun puewag jead waisAs |ejo) Z1
0.Z'0T10T spJoday Auedwo) puuBwWwaQ Yead 3|eSAIOYM TT
000'T¥0°9T TT2'SS0'Y 68.'S86'TT 693U +g8aun +/aun lelol 0T
68P'ET 68Y'ET - spJ02ay Auedwo?) poomuaaln 6
£v9'81.°8 LSETTET 982°'L6E9 spJoday Auedwo) (poomuaasn “j9x3 - JS) [eIAUPISAY UON 8
898'80€°L S9E'0TL'T £05'885°S spioday Auedwo) [enuapIsay /
MW |&101 MW DS MINON TT0T - 5401820||y puewiag
|svz090°0L |%9c6g6 6T steziT it | saun/zaun 112394 S 9
sajes Y} Uo paseq 31e3s 03 T uoneIo|y
YEY'Teo’sL {aur + € 3un poomuaaig Suipnpaul ‘1e1ay |80 §
¥92'1S spJoday Auedwo) uOo1IBJ0[|Y S2UES HMIA |1EI3Y PoomuUaaIY
0LT'TL6PL Z3un + T aun poomuaasn Bulpniax3 ‘|1eay je1o0l €
786°70EVT 1827119 €92'ST¥°0T spJoday Auedwo) (poomuaaio '[9x3) uoneIO0||y S3|eS HMIA 118324 IS T
L06°SSSYS sp1033Yy Auedwo) uonelo|y sales HMNIeIBY ION T

Z10Z - 103830} S3fES

S3YUON say HMIN

€ 99ejuIA - S103984 UONEIO|Y
F-XXX-£T0Z Jaquiny 133200
ZI0Z ‘T€ J3quadad - ZTOT ‘T Atenues pousad ayy 404
seujose) ASsauz ang
¥ HaYx3 € a8ejuIp



SACE 1st Response to Staff

008759

v19'168'9€ S TB'ELETY S 95t°692°'8L K3
rY'60v'ST $ CTEB'ESSTI S vLT'€96'LT $
Trv'60t'ST S Trr'60'ST

7€8°€SS‘TT S 2€8€SSTT $
UT'BYTT $ 010°078'8¢ S 781°70E0S S
€9/°166ST £9/°166'8T
7SE9€0°T TSE9E0'T
LSO'PSt'T S LSO'PSHT

€10'968'C €10°968°C

9St'T0€ 9S‘T0E

#6102 610

SLSLTS6T GLSL1S'6T

SYT'0TT SYT0TT

S9T‘TT0E S9T°CT0'E

GTT'EST STTest

LET'608'C ) LET'608'C S
[enuapisay-uoN |enuapisay Z102 ‘T€ Joquiadaq

- ZT0Z ‘T Atenuer jo

S UQIYQ € a8euIA

SYIUOW]  S1S0) WdlsAs

€ @3ejuIA - siso) wesdold NSA B 33 jel0l 9T

s3s0) wesdoud NSQ |eloigns ST
3JBYS JOMOd tT
J98euep 2amod €T
:swes8oud (NSQ) udwadeuepy apis-puewaqg

§350) weisold 33 jeroigns  Z1

J9ABS HeWS |BIUSPISIUON TT

MON ASJ3u3 JeWS |BUAPISAIUON 0T
S)IUBWISSASSY AS1au3 |BIJUIPISAIUON 6
weliSo.d sjooyas uoneonp3 Auapiyl A8isuz g
weJdoud apAday dduelddy ¢
S3DIAIS SWODU| MO 9
19ABS LIBWIS [RIIUIPISIY §
weudoud pooysoqysian |e1uapIsay ¢
Hoday uosuedwo) ASiau3 3WOH €
140113y 3WOH |eRUSPISIY T
SIU3WSSAssy ABJau3 jeluapisay 1

:sweidoud (33) Aduanys3 A8ssu3

€ 98ejuIA - S150D) welSoud [eny

F-XXX-ETOT 12quiny 3133200

Z10T ‘T€ 19qwadaq - ZTOZ ‘T Alenuer pouad ay3 104

seujjose) Adiau3z ajng



SACE 1st Response to Staff

008760

€ST0°0

L6L°TT9'VYL'8
887'6EE'T )

%58
£€9'SLS'T S

SINUIADY
1507 pajewnysy
T iedA ‘p 98eyuip

sjuedpiey 33

3381 10} ¥ NQIyx3 235

69Y'vT'T S
%58
[AT A0 22 S
sanuanay
1507 pajewnsy

T leap ‘v adeymp

T Hqyx3 p adejuip

00T » £ 3un /9 3un (Ym 12d s3uad) 33 J3p1Y [eRUAPISAY-UON §

SZ aur ‘€ 1qiyx3 vy pouad 8ul|jiq 405 {UM3) S3|eS [R1IUDPISIY-UON IS PaIBlosg £

gaun . paur BwWaNNbay aNUIARY 1B M-Y-2ABS [BIIUBPIS3Y-UON 9

Joyey Bulg §

85 aun ‘T uqiyx3 Gy v 98eJUIA SANUAADY 1507 [BIO] ¥
TVILN3IQIS3Y-NON

Zaun , Taun UaWAINDaY aNUBADY NEM-Y-IABS [BIIUSPISAY €

Joyeg Sulg z

TS 2un ‘T uquyx3 sy $SaNUIABY 1507 |E104 T
TVILN3IQIS3YH

SINUAAIY 1507 Z 4894 ‘b 3SeIUIA 10} S)RWNST JO UoneNIle)
I-XXX-ET0Z 12quinN 32320Q
$10T ‘T€ 19quiadaq - ¥T0Z ‘T Asenuer pouad ay3 104
seujjose) AS13u3z ayng



SACE 1st Response to Staff

008761

LEVEO

596'646'5059
8.6'65€°CTS

618'982°cS
6ST'€L0'61S

80St00°'1
£€95°/86'3TS

961'908%
£€68°250'SS

£99'900°1$
0£Z'9v0'tvS
PLY'8TI'ETS

6L5'500°2S
G68'ZTTTTS

€1 aun / ZT aur}
€ aur ‘Z MgIYX3 SNSUBAPIA
11 9un +0T aun
€0T 2un ‘€ NqIYX3 4na
6 aur , g aun

£ 3Un +9 3un + € 3un
t MQIYX3 SNBUBINDIN
G aun +p aun
S aur ‘T UGIYX3 SNSUBNIN
t aun ‘T UQIYX3 SNBUBAP
zaun + 1 8un
Z aurt ‘T UqIYx3 SN3UBAP
Taur ‘T UqIYx3 SNBUBNIN

_\ T Jeaj

INU34949Y

(ym/53ua)) 403084 3uljjig 33 |LIUSPISIY DN

(4a) sajes |erruapisay IS paidaloid

JuaWaAINbay anuanay 33 jenuspisay |e1o]

SaNUBA3Y 1507 19N |enuspisay

UBWaNbay aNUaA3Y aARUBIU| pue 150D weld0.d 33 |e10L
10308} 593} A101e|NSB4 pUE S3XEe) PIIe|BI-aNUDASY
sjuauodwo?) A1U3IU| pue 150D weldold NSA/33 eroL
UaWa4INbay anuanady weidosd INSQ Bunsix] |elzuapisay
sjusuodwo) aAUIIUY pue 1507 wesdold INSA |eloL
aAnuadul Ajan pautel INSQ lenuspisay

1509 wesdoud NSQ |enuapisay

sjusuodiuo?d aARUIIY| pue 350D wesdold 33 |e1oL
aAluadU| ApN pause] 33 jenuapisay

150D welsold 33 |enusapissy

swesdold Auayy3 Aiauz

S19W03IsN) [e1RuapIsay o3 3jqedjddy siapiy jenuuy pajewns3

T 8d Tyx3 ¥10Z Je3A

3-XXX-€T0Z "ON 19)20Q
9711 seuljoae) ASiaug ang

NN T N O 0O

T
aun



SACE 1st Response to Staff

008762

S00L°0 00l  LL @urj/ 9t aury
L1£'860°206°L 01 U ‘Z NAIXT SNSUBINOIN
Zys'Iv6'L$ Gl aur . 1 aury
80S+#00'}
¢06'606'L$ ¢l aurg + 2| 8ur
z€8'280°'L$ ¥ UQIUXT SNBUBININ
0.,0'818'9% LL 83U + 0L aur}
1£€'8GE" LS G aun ‘Z "6d ‘L HAIUXT SNBUBNDN
B6S.'6GF'G$ t aur] ‘'z 64 ‘L ¥qux3 snaueno
I } Jeap
08600 00}. 6 8UIT/ L3ury
0¥8'956°CLG'8 01 8ury ‘Z NaIyx3 SnaueNon
09.'2v£'8% g 8ul + §auri
151878 GL1 aur ‘g Wawux3 ¥na
609'66S'23 y aury , ¢ aury
80S+00°L
#0G'G9G'/$ Zsury+ | aun
6€2°205°'1L$ Zdury ‘'z ‘bd ‘1 nqyx3 snauepOW
G92'850°9¢ L aur ‘'z ‘B4 ‘1 UqIUX3 SNSUBINOWN
| L Jea) 20uaJa}oy

Z b6d Lux3 102 JeaA

Jo030e) Bugliq WSQ [eRUBPISIY-UON ON

(UM) sales [enuapisay-uoN ON pajalold

JuswalInbay anNusASY WSQ [BnuUSPISSY-UON [ejo)

Jojoe; so9) Alojejnbal pue saxe) pajejal-onuaAdy

swalnnbay anuanay weiboid WSA Bunsix3 g MV'S [eJUaPISSY-UON [E10L
swalnbay anuansy weiboid NS Bunsix3 [enuapisay-uoN
sjusuodwon) aAnuaU| pue 15070 weiboid NS fenuepisay-uoN [ejoL
aAuadu| AN pausel INSQ (enUSpISaY-UON

1500 weiboid NS IenuapISay-uoN

sweiboid NSQA tenuapisay -UoN

(unvirsiua)) Joxoey Buljilg 33 1eRUAPISIY-UON DN

(un) sefes [enuapisay ON pajoslold

Juawalinbay anuaAay J3J [BNUSPISOY-UON [ej0L

Sanuanay iSO 19N [eRUSPISaY-UON

sjuswalinbay anuaAay SAIUSDU| pue 1509 welbold 33 [enuapisay-uoN [eloL
Joyoe; ses) Aojeinbal pue soxe} pajejai-enuassy

sjusuodwon) aapuadu| pue 1so) wesboid 33 fejoL

aanuaoul AN paute3 33 (BRUSPISOY-UON

1500 weiboid 33 [enuapisay -UON

sweibBoad Aouaidnyg ABsouz jenuapisay-uoN

SI5WI0}ISNY [ERUIPISIY-UON i} 0} 3jqedlddy siaply [enuuy pajewns3

3-Xxx-£10Z "ON 133200

9771 seuljosed ABiaug ayng

8l

9l
Sl
142
€t
cl
L
ol

ErNNTOLONO®

)]
-l



ANs W

10
1
12
13

1
15
16
17
bl
19
20

7
39
40
4

a3

SACE 1st Response to Staff

008763
Ouke Ensrgy Carcfinas Rider § Exhdbit1
For the Period February 1, 2010 - December 31, 2014
Docket Number 2013-X)0%-€
South Carolina Lost Revenues Summary
tion
Vintage 2009 2010 2011 1 Mih 2012 2012 2013 2014 Tota!
Restdential
Residential Energy Assessments $ 64,856 $ 94572 § 7882 s 167,280
Smart Saver® for Residentis] Custormers 1,558,407 4,559,617 378.508 6496533
Low 2y Y 22629 46,343 3,887 288
Energy Efficiency Educstion Program for Schools 11,948 29,153 2,420 43,518
Home Energy Comparisen Report 52,262 : . 52,262
TotalLost Revenues $ 171009 S 4,729688 $ 392,628 H 6,832,412
Non-Residential 2009 2000 2011 1 Muh 2012 2012 2003 2014 Total
Smart Saver® for Non-Reskdentia! Customers Lighting $ 471,514 $ 947,824 S 80,366 $ 1,299,704
Smart Saver® for Non-Residential Customers Motors 32,493 23,802 2,018 38313
Smart Saver® for Non-Residential Customers - Other Prescriptive {Process Equipment) -
Smart Saver® for Non-Residentlal Customers - Energy Siar Food Service Products 297 6,215 518 9,704
Smart Saver® fosr Non-Residential Customers - HVAC 26.652 42,292 3,343 77,897
Smart Saver* for Non-Residential Customers - Custom Rebate 85921 100.075 B.759 164,785
Total Lost Aevenuss s 569,552 S 31125207 $ 95,604 S 1,790,363
Vintage2 2000 2010 2011 1 Mih 2012 2012 Jan-Aug 2013 2038 Total
Residentis)
Realdentlal Energy Assessmants $ 64,436 $ 131238 § 88,166 $ 283,839
Smart Saver® for Residentia) Customers 1.765,029 4,359,512 2928.224 9,052,814
Low Incoma Energy Efficiency and Weatherization Assistance 1,408 4,156 2192 8,358
Energy Effidency Education Program for Schools 13,006 28917 19,822 61,355
Residentlal Retrofit Pilot am 1088 m 2,246
Home Energy Comparison Report 73,786 - - 13,786
Total Lost Revenues $ 1,918,154 § 4524880 S 3,039,365 $ 9,482,398
Non-Residentlat 2009 2010 2011 1 Mth 2032 2012 Jan-Aug 2033 2014 Total
Smast Saves® for Uighting $ 336,905 $ 663,042 $ 448,181 $ 154,128
Smart for Ne %01 Mot 33683 79,536 53,266 166,485
Smart Saver® for N Customers - Other (Proc ) . - .
Smart Saver® for Non-Residentisl Customers - Encrgy Star Food Service Products 1,032 9,158 6,139 16,329
Smart Sever® for Non-Residential Customers - HVAC 25,92 49,079 32,894 107,897
Smart Saver® for [=! rb: 191,464 379,604 254,425 825493
Smart Energy Now - . .
Total tost Revenues $ 589,007 $ 1185419 S 794,905 B 2,570,331
Vintage 3 - Yr. 1and Yr. 3 {2012, 2014) 2009 2010 2013 1 Mth 2012 2012 2013 2014 (a}{b) Total
Residential
Appliance Recyeling s 8,765 s 35,285 § 44,049
Residential Energy Assessments £6,878 70,243 137,322
Homs Energy Compatison Repart 1,735.800 - 1,735,800
Smart Saver® for Rosidential Customers 1,879,766 1,085,313 2.965,073
Low tncome Energy Efficlency and Westhesization Assistance - - .
Enesgy Eflicienty for Schools 89,017 51037 140,053
Residential Retrofit Plot % B N
Totad Lost Revenues $ 3780225 $ 1,241,878 §  497R053
Non-Residential 2009 2010 2011 1Mth 2012 2012 2013 2014 {a) (b) Tolal
Senart Saver® for tigh $ 446,682 s 588238 S 994,920
Smart Saver® for Non-Residential Customers Motors 22,513 %M 49,285
Senart Saver® for N ustomers - Other (Proces: . -
Smart Saver® for Non-Residential Qustomers - Energy Star Food Service Products 14,032 35,726 9,758
Smart Sever® for Non-Residantial Customers - HVAC 1.6 18,395 34,016
Smant Saver® for Ny Customess - Cu b 3318310 136214 454,524
Senart Enesgy Now - -
Total Lost Revenues $ 817159 $ 765348 S 1,582,503
Vintage 4 - Vr. 2 (2014) 2009 2010 2011 1Mth 2012 2012 2013 2018(a) Yotat
Residentlal
Applanca Recyciing H m3e s 1387
Reslidential Energy Assessments 94,014 94,014
Home Enargy Comparison Report
Smart Saver® for Residential Customers 759,835 759,835
Low Income Energy Efficiency and Waztherization Assistance 193187 193,187
Energy Efficlency Education Program for Schools 82.129 82,129
Total Lost Revenues [3 1,440,552 5 1,440,552
Non-Residential 2009 2010 201 3 Mih 2002 012 2013 2004 {a) Tota
Senart Saver® lor Non-Residentisl Customers Lighting H 655868 S 655868
Semart Sover® for Non-Residential Customers Motass $2,394 $2.394
Senart Saver® for - Other {Procas. m ;m
Smart Saver® for Mon-Residential Customers - Energy Star Food Servics Products 689 6893
Sanart Saver® for Non-Residential Customers - HVAC 48,654 43,664
Senart Sover® for - G 833, 11,583
Total Lost Revenues $ 1575631 & 1575633
(a) Lost revenues Y 10 5 retall True-ups of estimatad fost revenues are based on state specific smounts.

{b) Vintage 3, Year 3 {2014) Lost revencies y 012
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Appliance Recycling Program

A. Description

The Appliance Recycling Program (“Program”) promotes the removal and responsible disposal of
operating refrigerators and freezers from Duke Energy Carolinas, LLC’'s (the “Company”) residential
customers. The refrigerator or freezer must have a capacity of at least 10 cubic feet but not more than 30
cubic feet. The Program recycles approximately 95% of the material from the harvested appliances.

Audience

Eligible Program participants include the Company’s residential customers who own operating
refrigerators and freezers used in individually metered residences.

B &C. Impacts, Participants and Expenses

Appliance Recycle™

Vintage 3 Vintage 3 % of

Sin millions AsFiled YTD Dec31,2012 Target
South Carolina Nominal Avoided Cost $0.0 $1.0
Program Cost $0.0 50.3
Mw 50.0 0.4
MWH $0.0 1,971.5
Units’ 1,990

Notes on Table:

1) Numbers rounded.

2) There is no as filed comparison for Appliance Recycle because it was
not included in the original filing.

D. Qualitative Analysis
Highlights

The Program launched on August 21, 2012 and features a state of the art recycling center in Charlotte.
The Program’s website is operational and can be viewed at http://www.duke-energy.com/south-
carolina/savings/appliance-recycling.asp. Screen captures of the website are included in the Appendix.
The Company selected JACO as the third party Program administrator by using a competitive bid
process.

Key Activities

The Program was promoted through bill inserts, the Company’s website, digital media, mass media, and
public relations.

The Program was approved by the Public Service Commission of South Carolina on May 9, 2012 and
North Carolina Utilities Commission on July 17, 2012. As a result of launching late in 2013, the
participation for 2012 was lower than originally estimated for the year.

E. Marketing Strategy

The marketing campaign incorporates the following three-pronged approach to reach customers and
promote the Program:

e Mass media/advertising
0 Major TV broadcast media filmed and aired Program collection crews making home
appliance pickups in both states.
e Public relations


http://www.duke-energy.com/south-carolina/savings/appliance-recycling.asp
http://www.duke-energy.com/south-carolina/savings/appliance-recycling.asp
http://www.duke-energy.com/south-carolina/savings/appliance-recycling.asp
http://www.duke-energy.com/south-carolina/savings/appliance-recycling.asp
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0 The Company’'s Corporate Communications and Runyon, Saltzman & Einhorn — JACO
advertising agency — developed and released Program launch alerts to key media outlets
in NC and SC.

0 Media was invited to the new Carolinas Recycle Center in Charlotte to view the recycling
of the appliance picked up during the Program launch.

e Retail marketing/promotions.

0 The Company and JACO are developing a retail program with one or more major

appliance retailers to gauge customer acceptance of the channel.

Program marketing channels include but are not limited to:

e Bill Inserts
0 34% of Carolinas customers surveyed indicated bill inserts as “How they heard about the
Program.”
State landing page promos on duke-energy.com
On Line Services web site promos
Press releases and press events
Retail store point-of-sale
o0 Planned for 2013
Newspaper ads and advertorials
Residential opt-in email blasts
Direct mail with refrigerator magnet
Digital marketing
0 Web banner ads and internet radio

The marketing campaign accentuates the following key messages:

e An older, inefficient refrigerator or freezer typically consumes 1,500 kilowatt hours annually. A
new Energy Star® rated unit typically consumes 400 to 500 kilowatt hours annually.

e Older refrigerators may use up to four times more electricity than newer Energy Star® rated
units. Many second refrigerators are used only occasionally or are not full, wasting even more
energy.

e JACO will remove the old working unit and dispose of it in an environmentally safe way.

e Customers will receive an incentive for recycling an eligible appliance.

F. Evaluation, Measurement and Verification

Process evaluations began in December 2012 and continued through April 2013 and included the
development of the survey instruments for Program management and Program participants. Analysis and
the final process report are anticipated for the third quarter of 2013.

The impact evaluation plans are currently under revision to include a billing analysis in addition to the
engineering analysis proposed. This requires an additional amount of pre- and post-installation before
impacts can be assessed.
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G. Appendix

Appliance Recycling Program — web pages

Energy & Money Saving
Offers

Heme Energy House Call Appllance Recycling

Power Manager®

Smart Saver® Earn 530-
Appliance Recycling

Free pickup.

ign up for Appliance Recycling

Got fridge?
Got freezer?

Appliance Recycling

How it works

Save $150 in energy costs.

Schedule Pickup! 3 More Info 3

# South Carclina » Save Enengy & Money » Energy & Money Saving Offers » Appliance Recyding » Frequently Asked Questicns
Appliance Recycling

Sign Up

Frequently Asked
GQuestions
Appliance Calculstor

Appliance Recycling
Program DQuestl‘nns

Get $30 for recycling your old fridge or freezer!
To help you s3ve money snd enargy, Duke Ensrgy psrtnars
of the country’s largest applisnce rao

th JACD Environmentsl — ons
lers — to offer FREE refrigerator and freezer
recycling. It's guick and convenient — and you'll get 530 for participsting.

And we'll pick up your refrigerator or freezer for free! We Want to
Sacondsry refrigerators and freszers can 3dd up to 3150 to your powsr bill 2ach year. pay you
cling your unit will help you reduce your energy use and kesp harmiul materials out of

Here’s how the Appliance Recyeling program works:
= Schedule an appliance pickup online or by phons.

= We'll come to your howse — st a dste/time that's convenient for you — and pick up your
sppliance for fres.

= Your refrigarstor o freszer will then go to 3 ksl recyeling center, where 35 percent of Or simply call us
it will b2 rzcyeled. at 855-398-6200

= We'll s2nd you 5 check for 330.0r, you csn donate the funds dirsctly to the Share the

; _ Rsprassntathvas avalizbls
VWarmnth assistsnoe program.

Mondsy - Fridsy
7 tos
Get started today! am. o & pm

Scheduling an sppliance pickup is easy. Simphy use our online form or call B55-23 0. Our saturds
representstives sre svsilsbls Dy phone betwesn T aom. 3nd & pom. on weskdsys, 3nd 10am to5pm

between 10 a.m. and 5 pom. on Saturdays.
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Energy Efficiency Education Program for Schools

A. Description

The Energy Efficiency Education Program for Schools (“Program”) is an energy efficiency program
available in North Carolina and South Carolina. The Program is available to kindergarten through twelfth
grade students enrolled in public and private schools who reside in households served by Duke Energy
Carolinas, LLC (the “Company”).

The Program provides principals and teachers with an innovative curriculum that educates students about
energy, resources, how energy and resources are related, ways energy is wasted and how to be more
energy efficient. The materials focus on concepts such as energy, renewable fuels and energy efficiency
through classroom and take home assignments, enhanced with a live theatrical production performed by
two professional actors.

The Program performance educates students about energy efficiency in homes and schools through
innovative lessons based on science and math related curriculum. School principals are the main point of
contact and will schedule the performance at their convenience for the entire school. Once the principal
confirms the performance date and time, two weeks prior to the performance, all materials are delivered
to the principal’'s attention for classroom and student distribution. Materials include school posters,
teacher guides, classroom and family activity books and interactive activities such as online home audits
that engage families in the learning experience.

Students are encouraged to complete a home energy survey with their family (included in their classroom
and family activity book) to receive an Energy Efficiency Starter Kit. The kit contains specific energy
efficiency measures to reduce home energy consumption.

The current Program targets kindergarten through eighth grade students. The Company partners with a
third party vendor, The National Theatre for Children, to administer the Program.

Audience

Eligible participants include the Company’s residential customers who reside in households with school-
age children enrolled in public and private schools.

B &C. Impacts, Participants and Expenses

Energy Efficiency Education Program for Schools®

Vintage 3 Vintage 3 % of
Sin millions As Filed June 30, 2012 Target
South Carolina Nominal Avoided Cost $49.0 4.3 9%
Program Cost® $13.6 $2.9 21%
Mw? 23.9 1.7 7%
MWH 121,982 8,963 7%
Units 40,485

Motes on Table:

1) Numbers rounded.

2) As filed program costs do not include M&VY. Actual costs may include M&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.

D. Qualitative Analysis
Highlights

The Company is helping bring arts and theatre back into the school while providing an important message
about energy efficiency through a new innovative delivery channel for children. Enhancing the message



SACE 1st Response to Staff
008774 Rider 5 - Exhibit 5

Energy Efficiency Education Program for Schools

with a live theatrical production truly captivates the children’s attention and reinforces the curriculum
material provided by teachers. In advance of the live performance, school administrators are sent printed
materials including workbooks, teacher guides, and classroom and contest posters. The recruitment
approach of contacting the principal has been extremely successful. Throughout the 2011-2012
academic year, 762 schools participated in the Program across North Carolina and South Carolina,
exceeding the goal of 600. Projections for 2012-2013 are to reach over 700 schools.

The National Theatre for Children has a database with principal and teacher information that can be
overlaid with the Company’s service territory to determine the areas with the highest propensity of the
Company’s residential customers. The Program opened with 16 sets of actors during the 2011-2012
academic year throughout the Company’s service territory. The logistics of these “troupes” and the
scheduling tool of the National Theatre for Children minimize scheduling constraints resulting in less than
five percent of schools canceling and not rescheduling their performance.

Through the performance, Nikki Neutron, the energy hero, encourages students to go online to complete
their survey and receive their Energy Efficiency Starter Kit and help save the world. With this message to
students, the response rate for online survey completions has been successful. Surveys can be
completed online or by paper, with the majority being completed online. During the 2011-2012 academic
year, two schools per state were awarded a $1,000 cash prize for completing the most surveys. Winning
schools were those with the highest raw number and highest percentage of home energy surveys
submitted. The Company will continue to recognize schools for the 2012-2013 academic year to enlist
survey signups for Energy Efficiency Starter Kits. A website was developed, trackmysignups.org, for
principals, teachers and students to view their school's progress and compare sign ups to other schools
in the area which helps foster community involvement.

AM Conservation, the kit vendor, pre-builds the Energy Efficiency Starter Kits which shortens the kit
delivery time. When the Energy Efficiency Survey is completed and eligibility is determined, the kit is
shipped and received within two to four weeks. The quicker turnaround time of the Energy Efficiency
Starter Kit creates a higher level of engagement along with an increased likelihood that the customer will
install items from the kit and return the Family Business Reply Card (BRC). The BRC provides the
Company the opportunity to solicit and receive feedback from the customer and validate items in the kit
being installed.

To ensure customer satisfaction with the Energy Efficiency Starter Kit and installation of items takes
place, the Program team developed an email campaign to send emails to families. The email includes a
reminder which is sent two weeks after successful kit delivery to encourage families to return their BRC.
To further encourage BRC returns, one family per academic year wins a cash prize as part of a family
contest drawing. During the 2011-2012 academic year, BRC response rates were 25 percent.

Issues

The National Theatre for Children has overcome several challenges. With the level of success the
Program has achieved, new challenges arise such as:

. Developing a strategic acquisition approach to minimize non-Company student participation in the
Program.
. Determining a way to continue to engage children who have already participated in the Program

but are disqualified from receiving the same Energy Efficiency Starter Kit year after year.
Potential Changes
The National Theatre for Children is working closely with the Company to enhance the Program by:
. Partnering with the Company’s Large Business Account Managers and Community Relations

District Managers to leverage existing relationships as an additional acquisition channel.
. Developing an alternative kit for customers who have already participated in the Program.
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. Enhancing all data processing methods.

As the Program continues to evolve in 2013, additional enhancements will be made to improve the
customer’s experience when participating in the Program.

E. Marketing Strategy

The National Theatre for Children is responsible for all marketing campaigns and outreach. The National
Theatre for Children utilizes direct mail and email sent directly to principals for Program acquisition.

F. Evaluation, Measurement and Verification

TecMarket Works conducted a process evaluation of the Program during 2012 with a final report
presented on November 27, 2012. The impact report is scheduled to be completed in Q1 of 2013.

Significant Process Evaluation Findings

Key Findings from the Management Interviews

e The Program is a solid, well-run program with an excellent network of implementers to support and
exceed the Company’s distribution goals for the Program. Although the Program has only been
offered since 2011 in the Carolinas, the Program is exceeding its goals for Energy Efficiency Starter
Kit distribution.

Key Findings from the Performance Reviews

e The performers are professional and courteous. They arrived at each school on time and always set
up and readied their efforts well before the students arrived.

e “The Energized Guyz” performance was well-received by the students and got children excited about
and focused on receiving their Energy Efficiency Starter Kit.

e Every staff person we spoke with indicated that The National Theatre for Children was “wonderful” to
work with.

e The troupes successfully altered the complexity of the material presented to match the
comprehension ability of the age of the children attending. This is important because if the
information is too advanced to understand, the lessons are lost to the younger children, and if the
lessons are too simple, the older students lose interest.

Key Findings from the Participant Surveys

Two hundred and two (202) participating student families that live in the Company’s service territory in the
Carolinas patrticipated in an online survey which asked about what kit items they used and their
satisfaction with the items. Surveys were completed by 102 households in North Carolina and 100
households in South Carolina.

The most commonly installed items, with installation rates of 75% or higher, were the kit's lighting items:
13-watt CFLs (87.6%), 18-watt CFLs (77.2%), and the night light (78.7%). These data indicate the kits
are being well received and the kit items are being installed. The Department of Energy (DOE) booklet
was the only other item used by over half of respondents (68.8%), although most of the remaining items
had installation rates of over 40%. The kit items that respondents were least likely to use were the
bathroom aerator (31.7%) and the water flow meter bag (21.3%). Ratings of satisfaction by those who
installed the kit items generally range from 8.5 to 9.5 on a 10-point scale, except for the water flow meter
bag (mean rating 7.95).
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Percent Installed or Used | Mean Satisfaction Score
13-watt CFL 87.6% 8.53
night light 78.7% 9.44
18-watt CFL 77.2% 8.99
booklet 68.8% 9.22
kitchen aerator 48.0% 8.71
low flow showerhead 45.5% 8.38
water temp card 42.6% 9.30
switch and outlet gaskets 41.1% 8.93
bathroom aerator 31.7% 9.09
water flow meter bag 21.3% 7.95

Recommendations

e Consider the development of a second kit so that troupes can visit a school more than once in a
three-year period, as long as cost effective savings are achieved.

e Inform troupes that slowing their rate of speech! may improve students’ comprehension of the
material they are presenting. The typical adult speaks 160 words per minute. The central nervous
system of pre-school through third grade children can process about 120 words per minute. Fourth
grade students process 124-128 words per minute?.

e Consider revising the script so that saving energy is equated with their families lowering their utility
bills and supporting environmental stewardship.

e Distribute the kit's “Decoder Ring” to each of the troupes. This ring was much more effective than the
night light in getting the children excited about ordering the kit, and it can be easily incorporated into

the script.

! «“gpot checks” were conducted on portions of the performances using a timer and the known count of words used
by the actors from the script. While these checks were not scientific, overall speech rates were found to be slightly

too fast for the ages of the audience.

2 Banotai, Alyssa, “How to Talk to Children,” ADVANCE Speech-Language Pathologists & Audiologists, Vol. 18,

Issue 3, January 21, 2008.

http://speech-language-pathology-audiology.advanceweb.com/Article/How-to-Talk-to-Children.aspx
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During the 2013 first quarter Duke Energy Carolinas Collaborative meeting, Duke Energy Carolinas,
LLC (the “Company”) will provide an update on the performance of its energy efficiency and demand
side management programs for 2012, Vintage 3. Product managers have prepared reports on each
of our pilot/programs describing the offerings and details on pilot/program performance. This
Executive Summary describes how the Company performed in regards to the demand side
management performance in Vintage 3. Pilot/program details are in the individual reports.

Pilot/program reports include:

Program Category Customer
Non-Residential Smart $aver Prescriptive EE Non-residential
Non-Residential Smart $aver Custom EE Non-residential
Smart Energy Now Pilot EE Non-residential
PowerShare DSM Non-residential
Residential Energy Assessments EE Residential
Residential Smart $aver Program EE Residential
Low Income Energy Efficiency and Weatherization EE Residential
Assistance Program

Energy Efficiency Education Programs for Schools EE Residential
Residential Retrofit EE Residential

My Home Energy Report EE Residential
Appliance Recycling Program EE Residential
Residential Neighborhood Program EE Residential
Power Manager DSM Residential

Audience

All retail Duke Energy Carolinas customers who have not opted out.

B &C. Impacts, Participants and Expenses

The tables below include results for Vintage 3. The Company has included nominal avoided cost rather
than present value of the avoided cost because our targets for save-a-watt purposes are based on
nominal dollars. Please note that because North Carolina and South Carolina have slightly different

avoided costs rates, the targets for each are different.

The Company has not included the number of participants from the filing as well as the percentage of
target for participants in these reports because participants for individual measures may vary by
unit of measure, for example, one CFL bulb in one measure or one six pack in another. Due to
the multiple measures in programs, this can skew participation targets. To minimize confusion, this

information was excluded from the report. Actual participants are included.

In 2012, the Company’s achievements are above the avoided cost target for Vintage 3. This is
primarily due to high impacts in the energy efficiency programs — Residential Smart $aver and Non-
Residential Smart $aver. Although the avoided cost is higher than target, the program cost is lower

than filed at a system level.
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North Carolina System Sur‘nmar\,.rL

8 in millions

Vintage 3

AsFiled December 31, 2012 Target

Vintage 3

% of

Nominal Avoided Cost 5210.8 5$256.5 122%
Program Cost® $79.0 $78.6 100%

MW from Vintage 3° 655 711 108%
Incremental EE MW from Vintage 2° 38 64 158%
Incremental EE MW from Vintage 1? 43 I 59 149%
Total MW Achieved® 736 835 113%
MWH 381,914 498,734 131%
Units 7,219,230

Notes on Tables:
1} Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include M&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.
4) Per the original SAW filings, Vintage 3 MW targets include MW achieved from
Vintage 1 and Vintage 2 conservation programs.

South Carolina System Summary®

Vintage 3 Vintage 3 % of
Sin millions AsFiled December 31,2012 Target
Nominal Avoided Cost $241.9 $254.4 105%
Program Cost’ $91.1 $78.6 86%
MW from Vintage 3 815 711 87%
Incremental EE MW from Vintage 2° 43 64 150%
Incremental EE MW from Vintage 1° 37 59 159%
Total MW Achieved® 895 835 93%
MWH 385,959 498,734 129%
Units 7,219,230

Notes on Tables:
1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include M&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.
4) Per the original SAW filings, Vintage 3 MW targets include MW achieved from
Vintage 1and Vintage 2 conservation programs. Vintage 1in South Carolina
covered February 2010 to December 2010.
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Energy efficiency impacts have primarily been driven by lighting measures in both the residential and
non-residential space. As a percentage of the target, the non-residential and residential portfolios
have exceeded expectations to date. This is a result of a higher take rate for CFLs offerings than

originally projected.

The DSM portfolio is divided between the PowerShare (non-residential) and Power Manager

(residential) programs. The Company is above target in North Carolina and slightly below target in
South Carolina for avoided cost kW. Program costs are aligned in comparison to achieved avoided
cost for both North Carolina and South Carolina.
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Carolinas Conservation SummaryL

Sinmillions As

YTD Dec 31, 2012

North Carolina Nominal Avoided Cost $166.9

South Carolina Nominal Avoided Cost $180.4 $200.0 111%
Program Cost” $56.3 $49.9 89%
mw? 72.2 70.4 98%
MWH 385,050.4 498,733.6 129%
Units 7,032,969

Notes on Table:

1) Numbers rounded. As filed impacts and program costs are from the South Carolina

MSAW settlement. Morth Carolina as filed for program costs, MW and MWH are

56.8M, 70.4 MW and 381,914.2 MWH.

2) As filed program costs do not include M&V. Actual costs may include M&WV.

Actual program costs include amounts for Neighborhood Low Income and Appliance Recycle.
3) As filed MW are annual maximum peak. We track coincident peak for impacts.
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Note: The EE portfolio kWh targets and DSM portfolio KW targets for North Carolina and South
Carolina are different. While the North Carolina EE docket was never closed, the original South
Carolina EE docket was closed, included in the South Carolina rate case, and was adjusted up after
the North Carolina filing. Both states have limitations on how much DSM can count towards the four-
year avoided cost, with South Carolina having a higher percentage due to the higher kW target.

North Carolina Demand Response Sur‘nmar\.'1

Vintage 3 Vintage 3 % of
Sin millions AsFiled December31, 2012 Target
Nominal Avoided Cost 543.9 $48.5 110%
Program Cost® $22.2 $28.7 130%
mMw? 585.1 640.7 110%
MWH N/A N/A
Units 186,261

Notes on Tables:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include ME&V.

3) MW capability derived by taking average over PowerShare and PowerManager
contract period.

South Carolina Demand Response Summary”

Vintage 3 Vintage 3 % of
Sinmillions AsFiled December 31,2012 Target
Nominal Avoided Cost $61.5 $54.3 88%
Program Cost’ $34.8 $28.7 83%
mw’® 743.2 640.7 86%
MWH NfA N/A
Units 186,261

Motes on Tables:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include ME&V.

3) MW capability derived by taking average over PowerShare and PowerManager
contract period.

D. Qualitative Analysis
Highlights

Energy Efficiency
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Executive Summary

To date, customer participation has been driven primarily by lighting and assessments programs.
These measures provide customers with a relatively low cost efficiency upgrade, with minimal hassle,
creating a positive initial energy efficiency experience. The Residential Smart $aver program
continues to achieve greater than expected participation. This increase has been primarily driven by
the overwhelming participation in the residential CFL offering. The increased participation is attributed
to expanding the channels for customers to request CFLs. The new channels allow customers to
request CFLs via the IVR/Web channel. These channels are lower in cost, provide an improved
customer experience, and allow the Company to recognize participation in a timelier manner.

The Non-Residential Smart $aver Custom program has achieved greater than expected participation.
The established trade ally network has enabled the Company to minimize acquisition costs by using
trade allies as an extended sales force. Providing the trade ally network information on our incentive
structure has enabled them to market the incentives to customers.

Demand Side Management (DSM)

The capacity for both the PowerShare and Power Manager is above target for North Carolina but
slightly below target for South Carolina.

Issues

There have been a number of issues that have negatively impacted Company specific energy
efficiency programs. These programs include Low Income Energy Efficiency and Weatherization
Assistance Program, Residential Energy Assessments and Energy Efficiency Education Programs for
Schools. Potential program changes to improve program performance are addressed in the individual
reports.

Potential Changes

The Company is reviewing the current processes for several programs and considering potential
changes to increase customer adoption. Potential changes are discussed in individual program
reports.

E. Marketing Strategy

Located in individual reports.

F. Evaluation, Measurement and Verification

Located in individual program reports.
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Low Income Energy Efficiency and Weatherization Assistance Program

A. Description

The purpose of the Low Income Energy Efficiency and Weatherization Assistance Program (“Program”) is
to assist low income customers with energy efficiency measures in their home to reduce energy usage.
There are two offerings currently in the Program: weatherization and equipment replacement.

Weatherization and Equipment Replacement Assistance is available for up to 5,000 qualified customers
on the Duke Energy Carolinas, LLC’s (the “Company”) system in existing, individually metered, owner-
occupied single-family, all-electric residences, condominiums, and mobile homes.

e Funds are available for (i.) weatherization measures, and/or (ii.) refrigerator replacement with an
Energy Star appliance, and/or (iii.) heating system replacement with a 14 or greater SEER heat
pump. The measures eligible for funding will be determined by an energy audit of the residence.

e A home energy audit will be provided at no charge to the customer.

e Participants are not eligible for payments under any other of the Company’'s energy efficiency
programs for the same energy efficiency measure provided under this Program.

The weatherization and equipment replacement programs were not implemented in 2012. The
Company planned to work with the state weatherization program administrators from North Carolina
and South Carolina to provide a utility offered weatherization program to eligible customers.
However, due to the distribution of American Recovery and Reinvestment Act (ARRA) funds in 2009,
both North Carolina and South Carolina state weatherization program administrators requested the
Company delay the utility-offered weatherization and equipment programs. The Company is
currently working with contacts from the state administrator’'s office for North Carolina and South
Carolina to implement a utility-offered program.

Audience

Availability of this Program will be coordinated through local agencies that administer state weatherization
programs, and the agency must certify that the household income of the participant is between 150% and
200% of the federal poverty level.

B &C. Impacts, Participants and Expenses

Low Income Energy Efficiency and Weatherization Assistance®

Vintage 3 Vintage 3 % of
Sinmillions As Filed June 30, 2012 Target
South Carolina Nominal Avoided Cost $17.9 $0.0 0%
Program Cost? $0.2 $0.0 0%
Mw? 7.3 0.0 0%
MWH 53,924.6 0.0 0%
Units 0

Notes on Table:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include M&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.
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Low Income Energy Efficiency and Weatherization Assistance Program

D. Qualitative Analysis
Highlights

The residential Smart $aver® program offers CFLs to eligible residential customers in North Carolina and
South Carolina through the automated Interactive Voice Response/Web platform. The number of
income qualified program participants requesting free CFLs from the residential Smart $aver® CFL
program far exceeds the participation rate achieved in the Agency Assistance Kit program.

The Company continues to partner with local agencies by providing CFL postcards that include
information on the free CFL offer and instructions on how to place orders. An example of this postcard is
included in the Appendix.

Issues

Both the state of North Carolina and South Carolina received extensions to continue funding their
weatherization programs with ARRA funding. The Company continues to have active discussions with
the state weatherization program administers for both North Carolina and South Carolina to define a plan
for a utility offered weatherization program that supports their weatherization programs in the post-ARRA
environment.

Potential Changes

The Company is evaluating potential Program changes to the approved weatherization and refrigerator
replacement programs in an effort to align with the state weatherization program in post-ARRA
environment.

E. Marketing Strategy

Low income agencies receive a supply of postcards to distribute to clients who are customers of the
Company. The postcards provide instructions for customers to request CFLs by phone or web and have
CFLs delivered directly to their home.

F. Evaluation, Measurement and Verification

There are no evaluations scheduled at this time.
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Low Income Energy Efficiency and Weatherization Assistance Program

G. Appendix

CFL Agency Card (Front)

P Bty

ke Er ergy Customers Can Receive

FREE Energy Efficient Bulbs

We'll Ship Them Direct To Your Home — No Obligation!

At Duke Energy, we want everyone to learn how new, energy-saving bulbs can save a lot in the long run. So, we'll send
FREE bulbs to try for yourself with absolutaly no obligation or rigk.

These new bulbs: + Last up to 10 times longer than a standard bulb. That means you'll replace bulbs far less often,
* Provide the same amount of light as a standard bulb but use about 75 percent less energy.
+ Can help you save on your electric bill — sbout $30 over the lifetime of each bulb.

TO SEE IF YOU'RE ELIGIBLE FOR FREE BULBS, CALL 1-800-943-7585 and press Option 1. Or visit
www.duke-energy.com/freecfls2. WE LOOK FORWARD TO SENDING YOU YOUR FREE BULBS!

CFL Agency Card (Back)

BBy

Energy-Saving Bulbs Are A Bright Idea

Today's energy-saving bulbs have come a long way from earlier models
and provide high-quality, warm white light and no buzzing.

Don’t wait for existing bulbs to burn out. Get your free bulbs and start
saving now.

Here’s how: To get your free bulbs, call 1-800-943-7585 and press
Option 1 or visit www.duke-energy.com/freecfls.

Install your energy-saving bulbs in the most
frequently used areas of your home.

Enjoy the savings
on your electric bill

See if you are eligible now. Order your bulbs in less than five minutes!
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My Home Energy Report

A. Description

The My Home Energy Report (“MyHER” or the “Program”), formerly known as the Home Energy
Comparison Report (HECR), is a periodic comparative usage report that compares a customer’s energy
use to similar residences in the same geographical area. The report provides customer specific energy
saving recommendations for more efficient use of energy in the customer’'s home.

The reports are distributed in printed form up to 12 times per year (delivery may be interrupted during the
off-peak energy usage months in the fall and spring). The report delivers energy savings by encouraging
customers to alter their energy use. The monthly energy usage of each home is compared to the average
energy usage of neighbors in similar home types for the same period as well as the most efficient
neighbors in similar home types for the same period. Suggested energy efficiency improvements, given
the usage profile for that home, are also provided. In addition, measure-specific offers, rebates or audit
follow-ups from other Company offered programs are offered to customers, based on the customer's
energy profile.

Duke Energy Carolinas, LLC (the “Company”) piloted the Program under the name Home Energy
Comparison Report in South Carolina. The Public Service Commission of South Carolina approved the
commercial program on May 2, 2012. The North Carolina Utilities Commission approved the commercial
filing on September 11, 2012.

Audience
The audience is the Company’s customers, identified through demographic information, who are likely to
decrease energy usage in response to the information contained in the MyHER report. These customers

resided in individually-metered, single-family residences receiving concurrent service from the Company.

B & C. Impacts, Participants and Expenses

My Home Energy Repor‘t12
Vintage 3 Vintage 3 % of

Sinmillions AsFiled YTD Dec31,2012 Target

South Carolina Nominal Avoided Cost 53.1
Program Cost 53.0
Mw’ 10.5
MwH’ 49,339.5
Units 702,215

MNotes on Table:

1) Numbers rounded.

2) There is no as filed comparison for My Home Energy Report because it was
not included in the original filing.

3) Impacts incremental to 2011 achievement.

D. Qualitative Analysis

Program participants are encouraged to contact the Company with their questions, comments and report
corrections. Customers contacting MyHER customer support represent eight percent of all customers
receiving the reports. Report corrections continue to generate the largest number of inquiries.
Customers wishing to be removed from the Program represent less than one percent of program
participants.

Highlights
The Company has received calls, letters and emails from customers thanking the Company for offering

the Program. Customers have given examples of how they have used the information provided in
MyHER to reduce their energy usage. Customers not receiving MyHER find out about the Program from
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My Home Energy Report

their neighbors and have called and asked to be added to the Program.
Issues

A high percentage of calls to customer support are unrelated to MyHER. The calls are related to billing
concerns or to outage reporting. The Company believes that many customers save their reports for
reference, and the phone number included for customer support is easy to locate and call. The Company
installed an integrated voice report system (IVR) for the MyHER customer support line. With the
implementation of the IVR, the number of calls routed to the MyHER customer support team has declined
by approximately 40%.

Potential Changes

The Company modified the report of customers who are more efficient than the average home to show
their comparison with an “Efficient Home.” The Company is researching opportunities to expand the
report to additional residential customers.

E. Marketing Strategy

Marketing for the Program consists of proactive reports currently distributed through direct mail and
supported with a program website featuring additional information on the reports, Frequently Asked
Questions (FAQs) and contact resources.

F. Evaluation, Measurement and Verification

The proposed Evaluation, Measurement & Verification (“EM&V”) plan includes a process for isolating
energy savings attributable solely to the Program and an analysis of persistence on an annual basis.
Based on receiving an order from the North Carolina Utilities Commission, the EM&V plan has been
revised to include an analysis of the impact of tariffs on potential program savings, provided that there is a
sufficient pool of participants. A process and impact evaluation is currently being conducted for the 2012
program year.
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Non-Residential Smart $aver® Custom Incentives

A. Description

Duke Energy Carolinas, LLC’s (the “Company”) Non-Residential Smart $aver® Custom Incentives (the
“Program”) offers financial assistance to qualifying commercial, industrial and institutional customers (that
have not opted out) to enhance their ability to adopt and install cost-effective electrical energy efficiency
projects.

The Program is designed to meet the needs of the Company’s customers with electrical energy saving
projects involving more complicated or alternative technologies, or those measures not covered by the
Non-Residential Smart $aver Prescriptive Program. The intent of the Program is to encourage the
implementation of energy efficiency projects that would not otherwise be completed without the
Company’s technical or financial assistance.

The Program’s application is for projects that are not addressed by the applications for the Non-
Residential Smart $aver Prescriptive Program. Unlike the Non-Residential Smart $aver Prescriptive
Program, the Program requires pre-approval prior to the project implementation. Proposed energy
efficiency measures may be eligible for customer incentives if they clearly reduce electrical consumption
and/or demand.

Currently, the following application forms are located on the Company’s website under the Smart $aver
Incentives (Business and Large Business tabs):

e Optional planning form that allows customers and their vendors to submit preliminary project
information and receive feedback on potential eligibility and tips on filling out the application form.

e Custom Application offered in Word and pdf format with the designated worksheet in Excel format.
Customers can request the worksheet in another format if preferred. Customers or their vendors
submit the forms with supporting documentation. Forms are designed for multiple projects and
multiple locations. Custom Incentive Application (doc or pdf), are submitted with one or more of the
following worksheets:

e Lighting worksheet (Excel)

e Variable Speed Drive (VFD) worksheet (Excel)

e Compressed Air worksheet (Excel)

e Energy Management System (EMS) worksheet (Excel)

o General worksheet (Excel) to be used for projects not addressed by or not easily submitted using
one of the other worksheets

The Company contracts with Ecova to perform the administrative review of applications, fulfill payment
requests, provide training and technical support to our Trade Ally network and provide call center
services to customers who call the Program’s toll free number which is specific to the Smart $aver
Program. The engineering firm AESC performs the technical review of custom applications. All other
analysis is performed internally at the Company.

Audience

The Company’s non-residential electric customers, except those that choose to opt out of the Program,
are eligible.
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Non-Residential Smart $aver® Custom Incentives

B & C. Impacts, Participants and Expenses

Smart Saver for Non-Residential Customers - Custom Rebate®

Vintage 3 Vintage 3 % of
Sin millions AsFiled December 31,2012 Target
South Carolina Nominal Avoided Cost $20.7 $69.1 335%
Program Cost® $9.9 $12.0 121%
Mw? 42 15.4 363%
MWH 26,631 112,381 A426%
Units 67,330

Notes on Table:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include ME&V.
Program costs include 50.5M of Non Residential Energy Assessments.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.

D. Qualitative Analysis
Highlights

Customer interest and participation exceeded expectations in 2012. An average of 44 new applications
per month was received in 2012, compared to 25 per month in 2011 and nine per month in 2010. Total
amount of custom incentives paid during 2012 was equal to 240 percent of the amount paid in the year
2011. Customers are consistently investing in efficiency projects that are not addressed by the
prescriptive incentives. Customers would be able to plan better and Program administrative costs could
decrease if some of the measures offered as part of the Program were added to the list of prescriptive
incentives.

Efforts to educate the vendors who sell energy efficient equipment (trade allies) have been very
successful. In many cases, the vendor will submit the paperwork for the customer which eliminates a
barrier for customers that do not have the resources to devote to completing the application.

Issues

The Program application process is considered burdensome by some customers due to the technical
review required for all projects applying for a custom incentive. The technical review often requires
customers (or their vendor) to quantify the projected energy savings from the proposed project. This can
be a lengthy process that may require some level of engineering expertise. This requirement will
continue, thus ensuring that incentives are being paid for cost-effective verifiable efficiency gains. Those
technologies that seem to be a good fit for the Non-Residential Smart $aver Prescriptive Program will be
recommended for addition to the prescriptive application. The more measures offered through the Non-
Residential Smart $aver Prescriptive Program, the fewer burdens there are on the customer that prevents
participation in the Smart $aver program.

While the level of interest in custom incentives has increased, the custom incentive team has worked
diligently to reduce average application review times. Customers receive an estimate of the total review
time with the application receipt acknowledgment. Expedite requests are accommodated whenever
feasible without adversely affecting other application reviews.

Potential Changes

An online application form is in development, with the goal to continue to improve customers’ experience
with custom incentives.

D. Marketing Strategy



SACE 1st Response to Staff
008788 Rider 5 - Exhibit 5

Non-Residential Smart $aver® Custom Incentives

The marketing strategy for the Program is the same as the Non-Residential Smart $aver Prescriptive
Program. The strategy is to promote prescriptive incentives, which show pre-approved incentive amounts
that get customers interested in a project and are designed for a high volume of applications. Then, if a
customer’s project does not fall under prescriptive incentives, the custom application is there to offer an
alternative.

E. Evaluation Measurement and Verification

The process evaluation results were presented to the Collaborative in the meeting held in June 2012.
The impact evaluation is scheduled for completion near the end of the first quarter of 2013. The impact
evaluation will include a tracking system review, sample design and selection, an engineering review of
the custom program applications, field measurement and verification of selected projects, data analysis
and reporting. This impact evaluation will include case studies of a sample of custom applications
covering lighting, process and HVAC technologies.
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Non-Residential Smart $aver Prescriptive Incentives

A. Description

The Non-Residential Smart $aver® Prescriptive Program ("Program”) provides incentives to Duke Energy
Carolinas, LLC’s (the “Company”) commercial and industrial customers to install high efficiency equipment in
applications involving new construction and retrofits and to replace failed equipment. Incentives are provided
based on the Company’s cost effectiveness modeling to assure cost effectiveness over the life of the
measure.

Commercial and industrial customers can have significant energy consumption but may lack knowledge and
understanding of the benefits of high efficiency alternatives. The Program provides financial incentives to
help reduce the cost differential between standard and high efficiency equipment, offer a quicker return on
investment, save money on customers’ utility bills that can be reinvested in their business, and foster a
cleaner environment. In addition, the Program provides market demand where the dealers and distributors
(or market providers) will stock and provide these high efficiency alternatives as they see increased demand
for the products. Higher demand can result in lower prices.

The Program promotes prescriptive incentives for the following technologies — lighting, HVAC, motors,
pumps, variable frequency drives, food services and process equipment. Equipment and incentives are
predefined based on current market assumptions and engineering analysis. The eligible measures,
incentives and requirements for both equipment and customer eligibility are listed in the applications posted
on the Company’s Business and Large Business websites for each technology type.

Prior to 2013, the Company contracted with Wisconsin Energy Conservation Corporation (“WECC”) to
administer the fulfillment responsibilities of the Program and to provide training and technical support to the
Company’s trade ally network. Beginning January 2013, Ecova replaced WECC and retains responsibility
for fulfillment activities and Trade Ally outreach and support as well as call center services. Prior to
Ecova assuming responsibility, CustomerLink provided call center services to customers who called the
Program'’s toll free number which is specific to the Smart $aver® Prescriptive Program.

Audience

All of the Company’s non-residential electric customers, except those that choose to opt out of the Program,
are eligible.

B & C. Impacts, Participants and Expenses

Smart Saver for Non-Residential Customers - Prescriptive®

Vintage 3 Vintage 3 % of
Sin millions AsFiled December 31, 2012 Target
South Carolina Nominal Avoided Cost $51.9 $54.9 106%
Program Cost’ $10.2 §7.8 77%
Mw’ 20.0 15.9 80%
MWH 70,356 85,846 122%
Units 338,150

Motes on Table:

1) Mumbers rounded.

2) As filed program costs do not include ME&VY. Actual costs may include ME&V.
Program costs include approximately 50.3M of Non-Residential Energy Assessments.
3) As filed MW are annual maximum peak. We track coincident peak for impacts.

Consistent with other state programs, High Bays, occupancy sensors, compact fluorescent lighting, LED
Case Lighting and T12 conversions provided a significant portion of impacts and participation during 2012.
Lighting installations have a shorter payback period than most other technologies, making lighting financially
more attractive for customers to pursue. Subsequent to lighting, variable frequency drives and HVAC
equipment continue to drive impacts.

Favorable avoided cost and impact variances to filings are attributed to success:
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Non-Residential Smart $aver Prescriptive Incentives

. Trade ally outreach efforts — providing training and support to our trade allies who are often the first
point of contact for unassigned business customers evaluating energy efficiency projects.

. The Company’'s internal customer focused outreach teams and targeted customer campaigns —
providing outreach, education and support to customers.

To date, the leveraging of support costs and the trade ally network across regions has helped to
minimize marketing and administrative costs and attributed to the favorable year-to-date variance. However,
the potential exists that acquisition costs may increase as the Program continues to mature.

D. Qualitative Analysis
Highlights

Trade ally buy-in has proven to be the most effective way to promote the Program to the Company’s
business customers. At Program rollout, the Company and WECC took an aggressive approach to
contacting trade allies associated with the technologies in and around the Company’s service territory.
Existing relationships continued to be cultivated during 2012 while recruitment of new trade allies also
remained a focus. To date, approximately 450 trade allies across both North Carolina and South Carolina
representing the different technologies are signed up as participating trade allies. Their company’s name and
contact information appear on the trade ally search tool located on the Program’s website. This tool was
designed to help customers who are not aware of a local trade ally locate a trade ally in their area who can
serve their needs and has been revised to incorporate enhanced search criteria functionality. The Company
continues to look for ways to engage the trade allies in promotion of the Program as well as more effective
targeting of trade allies based on market opportunities.

During a focus group of lighting and mechanical trade allies that was conducted in December 2011, a
suggestion was provided to develop an on-line application submission and status verification system. An
on-line application and status verification platform is under development with Ecova and is anticipated to
launch in the first quarter of 2013.

The Company recently completed an automated marketing campaign focused on lighting through the use of
emailed newsletters and post cards. The marketing campaign was designed to generate leads based on
activity taken by the email recipients to the content received. Personalized follow-up is underway based on
the leads generated. A second automated campaign is scheduled for 2013 that will focus on HVAC.

An Energy Efficiency Store is also under development, with a second quarter 2013 launch planned, that
will provide customers the opportunity to take advantage of a limited number of incentive measures by
purchasing qualified products from an on-line store and receiving an instant incentive that reduces the
purchase price of the product. The incentives offered in the store will be consistent with current
Program incentive levels.

Issues

Participation in lighting continues to be better than expected. However, there are other measures that
provide savings to customers that continue to have little or no participation. Examples of these are food
services and process equipment. HVAC participation is challenged given dependencies on failed equipment
and facility expansions (existing and new construction) that result from measure design. The Company
continues to work with outside consultants and internal resources to develop strategies to understand
equipment supply/value chains and increase awareness of these measures going forward. Additionally,
evaluations of alternative HVAC incentive designs geared to drive early equipment replacements continue.

Another persistent challenge is the continued slow economic recovery which has lead to a reduction in
customer payback thresholds and thus reduced elective participation in certain measures.
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Non-Residential Smart $aver Prescriptive Incentives

Potential Changes

Standards continue to change and new, more efficient technologies continue to emerge in the market. The
Company will continue evaluating the opportunity to add measures to the approved Program that provide
incentives for a broader suite of energy efficient products.

E. Marketing Strategy

Non-residential customers are informed of programs via targeted marketing material and communications.
Information about incentives is also distributed to trade allies, who in turn sell equipment and services to all
sizes of nonresidential customers. Large business or assigned accounts are targeted primarily through
assigned Company account managers. Accounts that do not have an assigned account manager receive
information about the Program through direct mail, email and other direct marketing efforts including
outbound call campaigns.

The internal marketing channel is comprised of assigned Large Business Account Managers, Segment
Managers and Local Government and Community Relations who all identify potential opportunities as well as
distribute program collateral and informational material to customers and trade allies. In addition, the
Economic and Business Development groups also provide a channel to customers who are new to the
service territory.

Marketing Materials

North Carolina Website

http://www.duke-energy.com/north-carolina-business/smart-saver-incentive-program.asp

South Carolina Website
http://www.duke-energy.com/south-carolina-business/smart-saver-incentive-program.asp

F. Evaluation, Measurement and Verification

TecMarket Works, the independent third-party evaluator, provided a memo to the Company presenting
impact results of VFD measures on February 2, 2012. The information in the memo was presented to the
Company’s Collaborative in June 2012.

The savings were summed over each of the VFD measures in the program tracking database. Because the
DSMore measure library is not static and grows over time, results are depicted in two ways depending on
whether results were intended to be applied to replace initial estimates or prospectively. To replace the initial
estimates, an average savings value per VFD was calculated for each of the VFD size and type categories
used in the DSMore runs. The program savings claim did not distinguish between pumps and fans so the
HVAC related savings were averaged across the pump and fan savings at each VFD size. The results of this
analysis are shown in Table 2.


http://www.duke-energy.com/north-carolina-business/smart-saver-incentive-program.asp
http://www.duke-energy.com/north-carolina-business/smart-saver-incentive-program.asp
http://www.duke-energy.com/south-carolina-business/smart-saver-incentive-program.asp
http://www.duke-energy.com/south-carolina-business/smart-saver-incentive-program.asp
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Table 1. VFD kWh and kW Savings by Size and Type

HP\ Type HVAC Process
kWh/VFD | kW/VFD | kWh/VFD | kW/VFD
15 1,787 0.26 1,436 0.39
2 2,401 0.36 1,914 0.52
3 3,834 0.51 2,871 0.78
4 6,181 0.45 3,828 1.04
5 6,747 0.81 4,785 1.30
7.5 10,129 1.14 7,178 1.95
10 14,541 1.80 9,570 2.60
15 24,856 2.82 14,355 3.90
20 40,819 4.63 19,140 5.20
25 41,370 4.31 23,925 6.50
30 49,497 5.26 28,710 7.80
40 66,577 5.05 38,280 10.40
50 79,738 8.70 47,850 13.00

The program savings claim assumed all HVAC applications were VFD pumps; however, most of the
applications were HVAC fans, which carry a lower savings value. Consequently, the savings per VFD were
reduced by this analysis. A comparison of the savings per VFD from the original program filing and this
analysis is shown in Figure 3.
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Figure 1. Comparison of Filed Savings with Updated Engineering Estimates
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Power Manager

A. Description

Power Manager® (“Program”) is a demand response program that cycles residential central air conditioning
usage during summer peak demand conditions. Duke Energy Carolinas, LLC (the “Company”) installs a load
cycling device to the outdoor unit of a qualifying air conditioner. This enables the customer’s air conditioner
to be cycled off and on when the load on the Company’s system reaches peak levels in the summer. In
addition, the Company can perform a full shed interruption of participating customers’ air conditioning
systems at any time due to capacity problems, including generation, transmission or distribution capacity
problems or reactive power problems.

Program participants receive a financial incentive for participating in this program — an $8 per month bill credit
from July through October ($32 annually).

The cycling of the customer’s air-conditioning system has shown that there is no adverse impact on the
operation of the air-conditioning system. The load control device has built-in safe guards to prevent the “short
cycling” of the air-conditioning system. The air-conditioning system will run the minimum amount of time
required by the manufacturer. The cycling simply causes the air-conditioning system to run less, which is no
different from what it does on milder days. Additionally, the indoor fan will continue to run and circulate air
during the cycling event.

Audience

This program is available to the Company’s residential customers residing in owner-occupied, single-family
residences with a qualifying outdoor central air-conditioning unit.

B & C. Impacts, Participants and Expenses

South Carolina PowerManager *

Vintage 3 Vintage 2
Sinmillions As Filed June 30, 2012
South Carolina Nominal Aveided Cost $24.6 $22.6 92%
Program Cost $14.5 $12.6 87%
Mw? 305.6 266.5 87%
MWH N/A N/A
Units 186,090

Motes on Tables:

1) Numbers rounded.

2) As filed program costs do not include ME&V. Actual costs may include MEY.

3) MW capability derived by taking average over PowerManager contract period.

D. Qualitative Analysis

Power Manager® Events — 2012

There were five Power Manager® cycling events in the summer of 2012. The Company cycled customers’
air-conditioning units to shift demand and lower the afternoon peak on:

e June 29
e July9, 17,26 and 27

In addition to these cycling events, the Company conducted two successful tests on June 13 and 14 to
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assess the readiness of the Power Manager® systems. The first test ensured the Company’s ability to initiate
a full shed of air conditioning load. The following day’s test verified that, if needed, the Company could shift
to full shed while a cycling event is underway.

Power Manager® $35 Installation Fee

The Public Service Commission of South Carolina and North Carolina Utilities Commission approved the
Company’s request to eliminate the $35 installation fee for Program participants.

Power Manager® Recognized

Power Manager® was recognized with the Outstanding Achievement in Energy Efficiency Technology
Deployment by the Association of Energy Services Professionals at their annual conference held in February
2012. Power Manager’s ability to cycle air conditioners to achieve a targeted kilowatt (kW) load reduction
was the basis of the award. Following is an excerpt from the award nomination (as submitted by Nick Hall of
TecMarket Works). “Residential load control switches installed on air conditioners have typically not been
capable of delivering load reductions from a large segment of participating customers who have air
conditioners that perform within limited duty cycles. Customers with small homes or with over-sized AC units
could easily recover from the programmed switch control cycle. This resulted in air conditioners that shifted
their normal duty cycle to be synchronized with the switch control cycle but provided no reduction in actual
load. The new switch requested by Duke was built by Cooper Power Systems to meet the higher
performance needs of Duke’s load control programs. The switch is self-calibrating to the condition of each
home, and then self-formulates a control strategy for that individual home so that the level of contracted load
is acquired regardless of the size of the unit or the conditions of the home. This represents a major break-
through in load control switches to help assure that the load reduction is achieved from every customer rather
than a sub-population of customers.”

E. Marketing Strategy

With the approval of the elimination of the $35 installation fee, an email marketing approach was used for the
first time. Power Manager® was the feature topic in the June residential email “Cool ideas for summer heat.”
In addition, this email included the debut of the new Power Manager® video. This offer was sent to over

150,000 Duke Energy Carolinas residential customers and resulted in a 38% response. This email
represented a low acquisition cost approach and resulted in over 550 enrollments.

The Company plans to continue to use email and limited direct mail offers for its near-term Power Manager®

marketing, while focusing its technical resources on replacing older Power Manager® devices. In 2012, over
45,000 of these older devices were removed from the program, with the majority of these being replaced with
new equipment.

In 2012, the Company mailed postcards to a sample of South Carolina customers in advance of the
replacement visit by our contractor GoodCents. Learnings showed that providing advance notice of the work
and legitimacy of GoodCents improved the customer’s experience. Plus, it improves retention of customers
on the Program. This approach has proven to be very successful and will be moved from the pilot stage to
full implementation in both North Carolina and South Carolina in 2013.

Program information, such as the online enroliment form and the new video, is available to customers on the
Program’s website located at http://www.duke-energy.com/north-carolina/savings/power- manager.asp.

F. Evaluation, Measurement and Verification

The impact evaluation for the 2011 Power Manager® program was finalized on September 7, 2012. This
information was shared with the Company’s Collaborative in December 2012.


http://www.duke-energy.com/north-carolina/savings/power-manager.asp
http://www.duke-energy.com/north-carolina/savings/power-manager.asp
http://www.duke-energy.com/north-carolina/savings/power-manager.asp
http://www.duke-energy.com/north-carolina/savings/power-manager.asp
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The impact evaluation developed an air conditioning duty cycle model for each air-conditioning unit based on
information from a sample of Power Manager® participants in the Company’s system. This duty cycle was
then used to simulate the expected natural duty cycle for load control technologies under two different
conditions: 1) during the Power Manager® event days, and 2) under peak normal weather conditions. The
results of these simulations were used to produce estimates of the potential load reduction. These estimates
were then de-rated by the results of various operability studies to give estimates of the realized load
reductions. Table 1 below summarizes the resulting estimated actual and the peak normal weather load
impacts at the switch level for the Company’s customers.

Table 1. Carolinas System Load Impacts per Switch Adjusted for Line Losses

Control Strategy 2011 Impacts Peak Normal Weather
Impacts

Target Cycle (TC) 1.3 and 0.64 0.69

Fixed Cycle

Full Cycle 0.95 1.19

The approach used by the Company’s staff is nearly identical to the approach used in the prior evaluations
reviewed by the TecMarket team.

Noteworthy additions include:

e The discovery that many Cannon switches deviate substantially from the shed times expected for the
Target Cycle method, shedding more like an “inverted” pattern. This results in a significant difference
between the expected Target Cycle shed and the actual shed. The reported estimated impacts
incorporate this inverted shed.

e It appears that the peak normal impacts now include an adjustment for line losses. This is a
commendable approach and is rarely done in other evaluations.

A full process evaluation was not conducted for this Program in 2012. However, the findings of customer
surveys completed after specific event days will be presented during the June 2013 Company’s Collaborative
meeting. These surveys covered customer experiences with the Program as it relates to event days in 2012.

The impacts evaluation from the economic events in the summer of 2012 is scheduled to be completed in Q2
of 2013.
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G. Appendix

2012 Seasonal Reminder Postcard

Power Manager®

Thank you for taking part in Power Manager — a voluntary program that pays you
for allowing Duke Energy to cycle off your air conditioner as electricity demand
approaches peak levels.

As a Power Manager participant, you receive an $8 credit on your electricity bill each
month from July through October — that's $32 a year! Plus, your commitment helps
preserve the environment and keep electric rates lower throughout our service area
in the Carolinas.

Last summer, our Power Manager customers in the Carolinas combined to reduce
electricity demand by an average of 110 megawatts during each cycling event.
That's the equivalent of the energy needs of nearly 37000 homes during those
peak periods.

Questions: Visit Duke-Energy.com/Power-Manager
or call 800-777-9898 for more information.

Event Hotline:  Call 800-832-3169 to see if a cycling event is underway.

120396 SEI 5h2

June 2012 email
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A. Description

PowerShare® (“Program”) is a demand response program offered to commercial and industrial
customers. The Program is made up of Mandatory (“PS-M"), Generator (“PS-G”), Voluntary (“PS-V") and
CallOption options, and customers can choose from a variety of offers. Under PS-M, PS-G and
CallOption, customers receive capacity credits for their willingness to shed load during times of peak
system usage. These credits are received whether an event is called or not. Energy credits are also
available for participation (shedding load) during curtailment events. The notice to curtail under these
offers is often rather short (15-30 minutes). Failure to comply during an event will result in penalties.

Audience

The Program is offered to Duke Energy Carolinas, LLC’s (the “Company”) nonresidential customers
who have not opted out and are able to meet the load shedding requirements.

B & C. Impacts, Participants and Expenses

South Carolina PowerShare®

Vintage 3 Vintage 3 % of
Sin millions As Filed June 30, 2012 Target
South Carolina Nominal Avoided Cost $36.8 $31.7 86%
Program Cost’ $20.3 $16.1 80%
Mw? 437.6 374.2 85%
MWH N/A N/A
Units 171

MNotes on Tables:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include ME&VY.
Program costs include approximately $0.7M in Non Residential Energy Assessments.
3) MW capability derived by taking average over specific PowerShare

contract periods.

Variance

Growth in customer participation has remained slowed in recent months—adding about 9 percent in MW
in 2012.

D. Qualitative Analysis
Highlights

PS-Mandatory and PS-Generator have been well received by customers in both North Carolina and
South Carolina. Most of the legacy customers enrolled in Interruptible Power Service (“IS”) and Standby
Generator (“SG”) programs in South Carolina and many in North Carolina transitioned to PS-M and PS-
G, respectively. The legacy SG customers that did not switch are often small generators and do not
qualify for PS-G because of the minimum curtailable load requirement.

Issues

In March 3, 2010, the U.S. Environmental Protection Agency (EPA) promulgated national emission
standards for hazardous air pollutants (NESHAP) for existing stationary compression ignition
reciprocating internal combustion engines (RICE). The EPA incorporated this new requirement into 40
CFR 63 Supart ZZZZ on May 3, 2010. Included in these rules were limitations on the use of “emergency
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generators” in demand response programs—maximum of 15 hours per year. For example, the current
maximum hours for PS-M and PS-G are 100 hours annually. The EPA opened a period of additional
comment upon this restriction in February 2011. It is anticipated that the EPA will release any changes
resulting from the comment period later this year. The compliance date for existing diesel-fired RICE
engines is May 3, 2013. In December 2011, the EPA reached a settlement with several interested parties
where the rule would change to a maximum 60 hours annually. In May 2012, the EPA issued a notice
that they wished to change the rule to 100 hours maximum—including testing. It is anticipated that this
will result in a change to the rules by January 14, 2013.

The Company continues to see significant participation from the industrial customer segment. The
Company is actively reviewing opportunities to increase participation by commercial customers. These
businesses have a focus on ensuring tenants and/or customers are comfortable and the major electric
end-uses are primarily HVAC and lighting. Therefore, it is difficult for many of these customers to curtail
load through the programs up to a 10-hour interruption period. In addition, these customers are less likely
to have on-site personnel to manually intervene in systems and settings for curtailment events. On the
other hand, the Company has some existing Program participants who indicate that they have the
capability and willingness to curtail load on even shorter notification such as five minutes or less. In both
of these cases, automated processes to connect the utility signal of a demand response event with the
customer’s equipment (end-use or generator) would be necessary.

Potential Changes

The Company continues to evaluate some of the nuances of the recent EPA notice of changes to the
NESHAP RICE rules. The Company believes at this time that no change to the existing tariffs will be
necessary.

The Company entered into an agreement with interested parties in 2011 to create a new measure offer
for PowerShare® CallOption. This offer would allow for up to 200 hours of “economic curtailments” and
pay the customer a $50/kW per year capacity credit. This measure has been evaluated and found to be
cost effective. The Company filed the PowerShare® CallOption 200/5 measure in November 2012.

The Company is exploring Automated Demand Response technologies that have been deployed in other
jurisdictions that could simplify the ways for commercial customers to curtail. By combining these effects
across many facilities, like those of a national chain account, load-shedding strategies could be staggered
across several stores in order to give a substantial amount of curtailed load without unduly impacting the
end-use customer’s operation. Program changes that allow for aggregating accounts for the purpose of
demand response would be one of the areas that would need to be addressed. These same
technologies would enable “fast-DR” strategies with customers who have the capability to curtail load in
five minutes or less.

E. Marketing Strategy

Marketing efforts for the Program have focused on the relationship between the Company’s account
managers and their assigned customers. As part of their normal contact with customers, the Account
Managers introduce the Program, including any new options/offers, while explaining the value proposition
to the customer. Account Managers share in-house analytical spreadsheets that show the specific
incentives for each offer as applied to the customer’s specific load profile as well as collateral to explain
the details of all the Program offers.

F. Evaluation, Measurement and Verification

TecMarket Works, the Company’s third-party evaluator, provided the process report for the Program for
2010 and 2011 in January 2012. Several recommendations were included in this report based on
interviews with program management and current customers. The results of this evaluation were
presented to the Company’s Collaborative in June 2012.
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Based on the evaluation performed by the Company’s staff following the procedures discussed above,
the resulting Program impacts during 2011 are produced from the M&V process and should be viewed as
the actual load reduction impacts received on event days in 2011. The results of this evaluation were
presented to the Company’s Collaborative in December 2012.

The impact evaluation report for the 2012 Program is scheduled to be completed in Q2 of 2013.
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A. Description

The Residential Energy Assessments program includes two programs: 1) Personalized Energy
Report® and 2) Home Energy House Call.

The Personalized Energy Report® (*PER”") Program provides targeted Duke Energy Carolinas
LLC’s (the “Company”) customers with a customized report aimed at helping them better manage
their energy costs.

This report provides customers:

e Up to 12 months of energy usage history

e Pie chart breakdown of where energy is being used

e Comparison of their energy usage to similar homes

o Customized energy tips to help save energy and money
The PER Program utilizes two primary marketing channels to acquire customers. Customers
receive a direct mail offer that allows them to complete a home energy survey either in hardcopy
format or online where customers sign into their Online Services (OLS) bill pay and view
environment. Customers who participate in the mailed offer are asked to complete and return the
enclosed survey. Once the survey is processed, the customer’'s Personalized Energy Report is
mailed to the customer. Online participants can view and print their report in a PDF format
immediately after completing the online survey.

The Company partners with several key vendors in support of the PER Program: McKay, Aclara
and Niagara. McKay is responsible for printing the solicitation letters, surveys and final reports.
Aclara combines customer usage data with survey responses, provided by Kindred, to produce the
customized report. Niagara provides fulfillment of the six CFL bulb incentives.

The Home Energy House Call (“HEHC”) Program is a free in-home assessment designed to help
customers reduce energy usage and save money. An energy specialist completes a 60 to 90 minute
walk through assessment of the home and analyzes energy usage to identify energy saving
opportunities. The Building Performance Institute (“BPI”) certified energy specialist discusses
behavioral and equipment modifications that can save energy and money with the customer. A
customized report is provided to the customer that identifies actions the customer can take to increase
their home efficiency. Example recommendations might include the following:

Turning off vampire load equipment when not in use

Turning off lights when not in the room

Using CFLs in light fixtures

Using a programmable thermostat to better manage heating and cooling usage
Replacing older equipment

Adding insulation and sealing the home

Customers receive an Energy Efficiency Starter Kit with a variety of measures that can be directly
installed by the energy specialist. The kit includes measures such as CFLs, low flow shower head, low
flow faucet aerators, outlet/switch gaskets, weather stripping and energy saving tips booklet.

The Company partners with several key vendors in support of the HEHC program: Wisconsin Energy
Conservation Corporation (“WECC"), Proto Type, CustomerLink and AM Conservation. WECC
administers the assessment component of the program. Additional key vendors include ProtoType for
mailing services, CustomerLink for customer care support and scheduling (call center and back office), and
AM Conservation for fulfillment of the Energy Efficiency Starter Kits.
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Audience

PER targets the Company’s residential customers that own a single-family home with at least four months
of billing history.

HEHC targets the Company’s residential customers that own a single-family residence with at least four
months of billing history and have central air, electric heat or an electric water heater.

B &C. Impacts, Participants and Expenses

Residential Energy Assessments’

Vintage 3 Vintage 3 % of
Sin millions As Filed June 30, 2012 Target
South Carolina Nominal Avoided Cost® $17.3 4.3 25%
Program Cost’ $6.2 $2.8 46%
Mw* 8.1 1.6 20%
MWH 54,513 10,487 19%
Units 27,734

Notes on Table:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include M&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.

D. Qualitative Analysis
Personalized Energy Report Program
Issues

The 2012 Carolinas PER campaign had a 17 percent response which is lower than past response rates of
20 percent. The Company has reached a saturation level with the PER Program.

Potential Changes

The Company’s customers will no longer receive CFL bulbs for completing the survey and there will no
longer be a hardcopy version of the survey or report. However, customers will still be able to complete
the survey online and view their Personalized Energy Report® (PER) online instantly after completing the
online survey.

Home Energy House Call Program
Highlights

Smaller and more frequent direct mail campaigns have reduced the wait time between enroliment and
assessment completion. Customers may schedule an appointment as early as the next day if they
choose or schedule out as far as six weeks. The scheduling tool allows a customer service
representative to ease the scheduling process for the customer. The Company has determined that by
making this change, customers are less likely to cancel their appointment, ensuring all energy specialists
have a full schedule and maximizing their efforts. The HEHC Program has brought on additional energy
specialists to handle any over flow of appointments and ensure all customers are served within the
appropriate window of time, even those who were not targeted by a direct mail/email campaign.

HEHC continues to test email communications as another potential marketing channel. The test included
customers who had elected to receive email correspondence. The response rates are similar to the
Program’s direct mail rates of 1% to 3%, but the cost per acquisition was much lower. An example of the
email message is available in the Appendix. The channel reached an untapped market that may not have
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responded to the direct mail marketing. HEHC will continue to use this channel and revise messaging to
the appropriate audience based on customer PRIZM data.

Analysis has been completed to improve the overall customer experience for the 60 to 90 minute
assessments. In addition, assessment questions and procedures have been reviewed to improve the
process flow and clarity of energy saving opportunities. Cross selling opportunities of other energy
efficiency programs have been incorporated into the assessment to allow customers an opportunity to
take action in improving their home’s efficiency. Face-to-face training has occurred with all of the energy
specialists which addressed the items listed above. Based on secret shoppers’ feedback and quality
inspections, the HEHC energy specialists appear to be performing better than ever while engaging with
the customer.

The marketing strategy executed from January 2012 through September 2012 did not yield the expected
response rates. A new marketing strategy has been developed to address the low response rate.
Printed marketing collateral for the HEHC Program has been revised, and promotion of the HEHC
Program has been added to the Company’s online services home page. As a result of these changes,
the response rates have doubled from 1% to 2%.

Issues

HEHC Program participants were sent a follow-up letter, reminding the customer of the audit and
providing additional low to no cost ways to continue improving the efficiency of their home. The Company
determined the letter did not add any additional value from the audit and sparked more customers asking
the Company to provide an extra Energy Efficiency Starter Kit.

Potential Changes

Some program enhancements to increase program impact raise participation satisfaction levels and
establish the Company as a preferred energy provider being considered includes:

e Evaluating other measures for the Energy Efficiency Start Kit. Current analysis is taking place to
determine market opportunities.

¢ Removing the geographic limitation and begin to mass promote utilizing our delivery channels
and possibly adding new channels through the Company’s online services homepage. Expected
implementation January 2013.

e Creating a separate customer wait list for those willing to accept last minute appointments.

E. Marketing Strategy
Personalized Energy Report Program

In 2012, the marketing of the Program focused on improving new customer acquisition through the direct
mail channel. Homeowners with 12 months of usage history were targeted in order to show a trend in
energy use. Additional criteria included customers with above-average energy use who had few CFLs
installed in the home.

Targeted customers received a cover letter explaining the benefits of the Program and a survey to
complete with a postage-paid return envelope. Within four to six weeks, participants received a
Personalized Energy Report ® and a free six-pack of CFLs. A postcard was placed in the bulb packaging
that encouraged customers to go online and check their eligibility to receive additional free bulbs.
Examples of these marketing materials are available in the Appendix.

Home Energy House Call Program

Program patrticipation is primarily driven through targeted mailings to pre-qualified residential customers.
To supplement this activity and keep acquisition costs low, email marketing will be used when targeted
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customers have elected to receive offers electronically. Utilizing two different marketing channels will
increase awareness levels of the Program, thus potentially increasing program participation.

Home Energy House Call program information and an online assessment request form is available at
www.duke-energy.com.

F. Evaluation, Measurement and Verification
Personalized Energy Report Program

Evaluation activities are currently in progress. The next evaluation is scheduled for the first quarter of
2013.

Home Energy House Call Program
TecMarket Works began the process evaluation with interviews of program management and a sample of

participants in the second quarter of 2012. The next process report and impact report is expected in the
first quarter of 2013.


http://www.duke-energy.com/
http://www.duke-energy.com/
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SACE 1st Response to Staff
008805 Rider 5 - Exhibit 5

G. Appendix

Personalized Energy Report - Cover Letter
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Personalized Energy Report Bulb - Packaging Postcard

Did you know you may be eligible to receive
additional free CFLs from Duke Energy?

Congratulations on taking the first step toward saving energy
and money. Your new CFLs will:

* Help you save on your electric bill — about $30 over the
lifetime of each bulb.

* Last up to 10 times longer than standard bulbs.

- Provide the same amount of light as standard bulbs but
use about 75 percent less energy.

To see if you're eligible for more bulbs, call 1-800-943-7585 and
press option 1. Or visit www.duke-energy.com/per-cfl.
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Home Energy House Call E-mail Message

INDO :

Home Energy House Call is a free
in-home energy review. It can help you
identify wasted energy, improve your home's

energy use and reduce your monthly energy expenses.

IS I

Act now! You have been personally selected to receive a home energy audit.
Qur energy specialists will only be in your area for a limited time, so schedule
your appeintment now. Don't miss this exclusive opportunity.

How does the Home Energy House Call work?

IDENTIFY: An energy expert will pinpoint where your home 5 wasting
energy. Common problem areas include ineffective attic insulation, leaky

ductwork and hidden wall gaps.

UNDERSTAND: He or she will carefully explain how you can make your
home more efficient - without sacrificing comfort,

DOCUMENT: The expert will prepare a custom report for you based on the
findings - with steps you can take to increase efficiency and reduce your

energy bill,

Energy Efficiency Starter Kit Why Energy Efficiency?

Home Energy House Call
will also provide you with
)\ aFREE energy efficiency

B o StarTer kit
=8

——

Energy efficiency is a
cost-effective way to

meet future electricity ‘ &

demand.
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Residential Energy Assessments

Home Energy House Call Direct Mail Message (January — September)
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SAVE SOME GREEN
WITH A HOME ENERGY HOUSE CALL

REDUCE YOUR ENERGY BILL

Home Energy House Call is a free in-home energy assessment
designed to help you leam how your home uses energy and how
you can save on your monthly bills, The program provides persan-
alized information unigue to your home and energy practices.

RECEIVE FREE ENERGY SAVING ITEMS

As a part of your Home Energy House Call, you will receive
a free Energy Efficiency Starter Kit. At your request, the
enengy specialist can install the efficiency items so that

you can begin saving right away.

An energy specialist will visit your

home to

= Pinpoint potential energy problems
in your home at no cost t you

m Explain how to improve the heating

TO QUALIFY, YOU MUST
B Be a Duke Energy residential custormer in Ohio or Kentucky
B Own a single-family home and have lived ther for at

Ieast four months (rental properties and mobile homes

and coaling comfort level of your home do ot qualify)
= Help you preserve the environment for
the future and keep electric costs low START SAVING TODAY!

 Provide you with a free Energy
Efficiency Starter Kit

To sign up for your free Home Energy House Call,
use one of the following methods

 Visit us online at www.duke-energy.com

= Call 1-877-388-7676 (toll free)

m Complete and retum the postage-paid reply card

From the energy specialist’s observations,
a customized report is prepared detailing steps you can
take to increase efficiency and reduce your energy bill.

*ILBI 0 ACTUS ATt MAY e SHAT' O $1058 SAOWY 1 ATTD.

WAL GGy progia

of these sources, we can me 0 rAE=l=]
with refiable and affordabl B s
= =t
S| E
With energy efficiency programs as Home Energy % HE g % & %
H Il, Duke Energy is helping you lower your energy EHER
«consumption, and your energy savings helps us to meet w ? = Twe E
the growing need for electricity. By participating in Home 2EE ¥ 3
C envi 2|z =
C elp preserve the environment, Mg = 2
Working together, we nergy consumption {7
sl et SIGN UP TODAY EXPERIENCE THE BENEFITS

and contribute to a better tomormow

TO QUALIFY, YOU MUST
& Be a Duke Energy residential customer in
Ohio or Kentucky
= Own a single-family home and have lived
there for at least four months (rental properties s
and mobile homes do not qualify) tomized report
» Improve the comiort of

Nama on Account

Address

City State Zip u Help preserve the environ-
ime Ph ment for the future and

L keep electric costs low

Evening Phone

County of Residence

‘Account Number

VISIT WWW.DUKE-ENERGY.COM TO SIGN i semca

UP OR CALL 1-877-388-7676 (TOLL FREE) B

OR RETURN THIS CARD. FSC resmsime

0B0057 - Rt 1008

Home Energy House Call Direct Mail Message (September — Present)

Is your home as efficient as it could be?
Find out with a Home Energy House Call.

$30

VALUE
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Residential Neighborhood Program

A. Description

The Residential Neighborhood Program (“Program”) assists low-income customers in reducing energy
costs through energy education and by installing or providing energy efficient measures for each
customer’s residence. The primary goal of the Program is to empower low-income customers to better
manage their energy usage.

Customers participating in the Program will receive an energy assessment to identify energy efficiency
opportunities in the customer's home and one-on-one education on energy efficiency techniques and
measures. Additionally, the customer receives a comprehensive package of energy efficient measures.
Each measure listed below will be installed or provided to the extent the measure is identified as energy
efficiency opportunity based on the results of the energy assessment.

1. Compact Fluorescent Bulbs - Up to 15 compact fluorescent bulbs to replace incandescent

bulbs.

Electric Water Heater Wrap and Insulation for Water Pipes.

Electric Water Heater Temperature Check and Adjustment.

Low-Flow Faucet Aerators - Up to three low-flow faucet aerators.

Low-Flow Showerheads - Up to two low-flow showerheads.

Wall Plate Thermometer.

HVAC Winterization Kits — Up to three winterization HVAC kits for wall/window air

conditioning units will be provided along with education on the proper use, installation and

value of the winterization kit as a method of stopping air infiltration.

8. HVAC Filters - A one-year supply of HVAC filters will be provided along with instructions on
the proper method for installing a replacement filter.

9. Change Filter Calendar.

10. Air Infiltration Reduction Measures - Weather stripping, door sweeps, caulk, foam sealant and
clear patch tape will be installed to reduce or stop air infiltration around doors, windows, attic
hatches and plumbing penetrations.

NoogprwN

Audience

The Program is available to individually-metered residential customers in neighborhoods with
approximately 50% of the homes identified as low income based on third party and census data, which
includes income level and household size. Areas targeted for participation in the Program will typically
have approximately 50% or more of the households with an income equal to or less than 200% of the
poverty level established by the federal government.

B &C. Impacts, Participants and Expenses

Residential Neighborhood™

Vintage 3 Vintage 3 % of
Sinmillions AsFiled YTD Dec31,2012 Target
South Carolina Nominal Avoided Cost $0.0
Program Cost $0.0 §0.1
Mw $0.0 0.0
MWH $0.0 0.0
Units® 0

Notes on Table:

1) Mumbers rounded.

2) There is no as filed comparison for Residential Neighborhood because it was
not included in the eriginal filing.
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Residential Neighborhood Program

The Program was approved by the Public Service Commission of South Carolina on May 9, 2012 and
North Carolina Utilities Commission on June 29, 2112. The Program will launch in early 2013.

D. Qualitative Analysis
Highlights

Duke Energy Carolinas, LLC (the “Company”) has selected GoodCents as the administrator for the
Program and is currently preparing for the Program to launch early in the second quarter of 2013.

Issues

The Company and GoodCents will work together to ensure that the Program is launched in a sustainable
manner and garners support with the community.

Potential Changes
There are currently no planned changes for the Program.
E. Marketing Strategy

The Company will target neighborhoods with a significant low-income customer base using a grassroots
marketing approach to interact on an individual customer basis and gain trust. Participation is driven
through a neighborhood kick-off event that includes trusted community leaders explaining the benefits of
the Program. The purpose of the kick-off event is to rally the neighborhood around energy efficiency and
to educate customers on methods to lower their energy bills. Customers will have the option to sign up
for an energy assessment at the time of the event.

In addition to the kick-off event, the Company plans to use the following avenues to inform potential
customers about the Program:
e Direct mall
Door hangers
Press releases
Community presentations and partnerships
Inclusion in community publications such as newsletters, etc.

F. Evaluation, Measurement and Verification

The evaluation activities of the Program are scheduled to begin in early 2013. Provided that the Program
launches as planned, the process evaluation report will be completed in Quarter 4 of 2013. The impact
analysis methodology will be determined in Q3 of 2013 leveraging the process evaluation work which will
document the Program operations and measures.
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Residential Retrofit

A. Description

The purpose of the Residential Retrofit program (“Program”) is to aid residential customers in assessing
their energy use, to provide recommendations for more efficient use of energy in their homes and to
encourage the installation of the energy efficiency improvement by offsetting a portion of the cost of
implementing the recommendations. The Program was approved by the Public Service Commission of
South Carolina on February 24, 2010 and the North Carolina Utilities Commission on January 25, 2011.

Audience

The Program is available for up to 300 customers in North Carolina and up to 100 customers in South
Carolina who live in owner-occupied single-family residences served on a residential rate schedule from
Duke Energy Carolinas, LLC's (the “Company”) retail distribution system.

B &C. Impacts, Participants and Expenses

Residential Retrofit’™”
Vintage 3 Vintage 3 % of

Sinmillions AsFiled YTD Dec31,2012 Target

South Carolina Nominal Avoided Cost 50.3
Program Cost $0.2
MW 0.0
MWH 283.7
Units 65

Notes on Table:

1) Numbers rounded.

2) There is no as filed comparison for Residential Home Retrofit because it was
not included in the original filing.

D. Qualitative Analysis
South Carolina Pilot
Highlights

The South Carolina Residential Retrofit program launched in August 2010 as Energy Solutions @ Home
(ES@H). ES@H was designed as a bundled energy efficiency solution for homeowners where trained
energy professionals identify and install high impact energy home improvements. When homeowners
make energy improvements to their homes, they receive on-going energy savings from lower heating and
cooling costs because the leaky gaps and non-insulated areas of their homes are eliminated. Itis an
easy process for the customer because the Company identifies the most effective energy-saving home
improvements, provides a team of energy experts including skilled contractors and offers an incentive to
lower the customer’s installation cost.

The Program focuses on the top four energy home improvements: air sealing, attic insulation, duct
sealing and duct insulation. Offered individually or in combination, when these improvements are correctly
installed, they substantially lower the amount of energy loss in a home and provide the greatest energy
savings opportunities.

The process includes three steps and begins with a phone call.

Step 1: Phone Assessment

The Company helps customers determine whether they are a good candidate for the offer via a short
phone conversation with one of the Company’s Energy Experts (“Expert”). The Expert uses energy audit
software to conduct a high-level assessment of the customer’s home considering the home’s age, size,
heating equipment, electric use and estimated insulation levels. The customer receives the following
results during the call:
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Residential Retrofit

installation recommendations

e anticipated energy savings and payback
e estimated installation cost

e estimated incentive amount

With the Expert’s assistance, customers decide whether these improvements are right for them. If so, the
Expert then helps the customer take the next step by scheduling an in-home assessment.

Step 2: In-home Assessment

A Building Performance Institute (BPI) certified assessor visits the home, listens to the customer’s
concerns and verifies or updates the information collected during the phone call. Using the same audit
tool, the assessor produces a final project plan on-site with the final recommendations, exact costs,
custom incentive and out-of-pocket payment amount. In addition, the project plan includes the estimated
energy savings and project payback period.

Step 3: Installation

Customers who agree to the project plan are contacted by their assigned program contractor to schedule
the installation. When the work is complete, the utility-offered incentive is deducted from the contractor’s
invoice as an immediate customer benefit.

Issues

The Program was based on the hypothesis that customers wanted a high touch turn-key offer, and a
custom incentive that paid a higher incentive to the more inefficient homes would drive demand from
inefficient customers. A bidding process was used to select two local building envelope contractors to
handle the energy efficiency installations. The Program was marketed to homeowners in the Gaffney,
Spartanburg and Greenville areas from August 2010 through March 2011. Over 5,800 customers were
targeted in one of five different direct mail campaigns. Only four South Carolina pilot participants
completed the full program requirements by installing the recommended improvements in their homes.
The achieved Program participation was much lower than expected. Due to low participation, the
Program was deemed non-cost effective.

Customers were reluctant to commit to a program with a custom incentive because of the uncertainty of
the amount of incentive they would receive. Customers wanted greater flexibility in selecting an
installation contractor and the types of improvement installed. Many customers did not believe their
homes were inefficient; therefore they did not feel the offer applied to them.

Post-Pilot Plans

A high touch turn-key approach did not deliver the level of participation expected. Due to results of the
pilot program, the Company will not move forward to commercialize this Program. Instead, the Company
filed to offer attic insulation and air sealing, duct insulation and sealing, and HVAC tune-ups as part of the
residential Smart $aver program as a prescriptive offer. The Public Service Commission of South
Carolina approved the Company’s request to add tune-ups and seal measures to the residential Smart
$aver program on May 23, 2012.

North Carolina Pilot
Highlights

The Program was approved by the North Carolina Utilities Commission on January 25, 2011. The
Company, through its partnerships with three cities -- Carrboro, Chapel Hill and Greensboro -- offered the
Program to eligible customers. The Carrboro program began June 1, 2011 with information on the City of
Carrboro’s website and contractor education. The Chapel Hill program began in July 2011, and the
Greensboro program began in December 2011. The Company provided sales training to contractors in
each of the pilot locations on June 15 and 16, 2011 to help the installers and contractors close more
projects.
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Residential Retrofit

The Company supported the city-offered Program by providing a financial incentive to encourage the
installation specific high efficiency home improvements, attic insulation and air sealing, duct sealing and
duct insulation. Incentives offered by the Company were paid after verification that the qualifying
improvements have been installed. The incentive offered by the Company was in addition to the
incentives provided by the City’'s Program. The Chapel Hill/Carrboro Program had 57 participants, and the
Greensboro Program had 33 participants.

Issues
There were no issues with this Program.

Post-Pilot Plans

TecMarket Works completed a Desk Review on the Program offered to North Carolina pilot participants.
Based on results of the Desk Review and information learned from pilot participants, the Company will not
file to commercialize the Program. The Company filed notification with the Public Service Commission of
South Carolina to discontinue the pilot on March 29, 2012. Instead, the Company filed to offer attic
insulation and air sealing, duct insulation and sealing, and HVAC tune-ups as part of the residential Smart
$aver program as a prescriptive offer. The Public Service Commission of South Carolina approved the
Company’s request to add tune — ups and seal measures to the residential Smart $aver program on May
23, 2012.

E. Marketing Strategy
South Carolina Pilot

Marketing for the South Carolina pilot Program began in August 2010 using direct mail to reach the
targeted customers. The multiple campaign mailings were mailed based upon customers’ geographic
location. The mail drops allowed contractors and auditors to serve customers efficiently, with minimum
travel between the homes of pilot participants. The Program tested several direct mail campaigns to
generate interest in the Program. The direct mail campaigns tested include a self-mailer, a postcard, a
series of three postcards on the same theme, and a letter followed by a postcard coupled with outbound
calls. In addition, the Company marketed the Program via the website where program descriptions, video
and frequently asked questions provided the customer with detailed information on the Program.
Marketing of the pilot Program ended in March 2011 due to low participation.

North Carolina Pilot

The Company partnered with three cities and their Program contractors to promote the pilot Program.
Contractors were provided information on the Program along with marketing collateral to educate
customers. The Company’s offer was also promoted on the Program websites.

F. Evaluation, Measurement and Verification

The desk review completed by TecMarket Works was filed on October 19, 2012 with the North Carolina
Utilities Commission.
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Residential Smart $aver®

A. Description

The Residential Smart $aver® Program (“Program”) offers a variety of measures that allow customers to
take action and reduce energy consumption. The Program includes offers for lighting measures and
HVAC measures.

Compact Florescent Lamps Measure

The Compact Fluorescent Lamps (CFLs) measure is designed to increase the energy efficiency of
residential customers by offering customers CFLs to install in high-use fixtures within their homes.

The CFLs are offered through multiple channels to eligible customers. The on-demand ordering platform
enables eligible customers to request CFLs and have them shipped directly to their homes. Eligibility is
based on past campaign participation (i.e., coupons, Business Reply Cards (BRCs) and other Duke
Energy Carolinas, LLC’s (the “Company”) programs offering CFLs). Bulbs are available in 3-, 6-, 8-, 12-
and 15-pack kits that have a mixture of 13 watt and 20 watt bulbs. The maximum number of bulbs
available for each household is 15, but customers may choose to order less.

Customers have the flexibility to order and track their shipment through three separate channels:

1) Telephone: Customers may call a toll-free number to access the Interactive Voice Response
(IVR) system, which provides prompts to facilitate the ordering process. Both English and
Spanish-speaking customers may easily validate their account, determine their eligibility and
order their CFLs over the phone.

2) The Company Web Site: Customers can go online to order CFLs. Eligibility requirements and
frequently asked questions are also available.

3) Online Services (OLS): Customers enrolled in the Company’s Online Services may order CFLs
through the Company’s web site, if they are eligible.

The benefits of providing these three distinct channels include:

e Improved customer experience

e Advanced inventory management
e Simplified program coordination

e Enhanced reporting

e Increased program participation

e Reduced program costs

Property Manager Channel

The Property Manager Channel (the “Channel”) allows the Company to target multi-family apartment
complexes to direct install CFLs. Honeywell, the third-party vendor, manages distribution of CFLs via this
Channel and partners with property managers in both North Carolina and South Carolina to enroll multi-
family properties.

This Channel allows property managers to upgrade lighting with CFLs, reducing maintenance costs while
improving tenant satisfaction by lowering energy bills. Each apartment may qualify for up to 12 CFLs per
unit depending on the size.

Once enrolled, the property manager identifies the number of permanent lighting fixtures available. The
Company provides the CFLs but the property manager pays for all shipping costs. The CFLs are
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Residential Smart $aver®

installed in permanent fixtures during routine maintenance visits. The property manager reports the
number of bulbs installed to the Company. Honeywell validates this information and provides a report for
each individual unit on the property.

Residential HYAC Measures

In both North Carolina and South Carolina, the installation of a high-efficiency heat pump or air
conditioner will result in a $300 incentive. For replacement of an existing system, the Company’s
customer receives $200, and the HVAC contractor receives the remaining $100. For new home
construction, the home builder receives the $300 incentive but has the option to pass the incentive on to
the customer.

The Company filed an application to add tune-ups and seal measures to the Program in both North
Carolina and South Carolina. The Public Service Commission of South Carolina issued an Order
approving the application on May 23, 2012, and the North Carolina Utilities Commission issued an Order
approving the application on August 28, 2012. Eligible customers will receive incentives for the
installation of measures such as sealing leaks and upgrading insulation in the attic (initial amount of
$250), upgrading duct insulation (initial amount of $75), sealing duct systems (initial amount of $100) and
tuning up a heat pump or air conditioner ($50). All incentives will be paid directly to the Company’'s
customers.

GoodCents administers the HVAC segment of the Program and establishes relationships with home
builders and HVAC and home performance contractors (“trade allies”) who interface directly with
residential customers. These trade allies adhere to Program requirements and submit the incentive
application. Once the application is processed, GoodCents disburses the incentive checks to the
customer.

In addition, GoodCents is responsible for processing calls from trade allies and customers about the
HVAC segment of the Program.

Audience

The program is available to Duke Energy Carolinas residential customers that meet the program eligibility
requirements.

B &C. Impacts, Participants and Expenses

Residential Smart Saver®

Vintage 3 Vintage 3 % of
Sin millions As Filed June 30, 2012 Target
South Carolina Nominal Avoided Cost $23.7 $62.0 262%
Program Cost® $7.2 $19.6 272%
nMw’ 8.6 24.2 283%
MWH 58,553.4 224,334.9 383%
Units 5,854,957

Motes on Table:

1) Numbers rounded.

2) As filed program costs do not include M&V. Actual costs may include ME&V.

3) As filed MW are annual maximum peak. We track coincident peak for impacts.
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Residential Smart $aver®

D. Qualitative Analysis
CFL
Highlights

Many customers have participated in the CFL Program by ordering bulbs through the IVR, OLS and the
Company’'s website. Customers find this process simple and enjoy the convenience of bulbs being
shipped directly to their homes. Over 428,298 orders were placed in 2012. Participation is tracked at the
account level which allows the Company to focus its attention and resources on non-program
participants. Over 49% of the orders were placed through the toll-free phone number, while 26% of the
orders were placed through OLS and 25% through the Company’s website.

Issues
Analyzing customer data and finding ways to effectively market to non-participating customers.
Potential Changes

Innovative marketing campaigns will be utilized to improve awareness for hard-to-reach and late-adopter
customers.

The Company filed notification under the Flexibility Guidelines with the North Carolina Ultilities
Commission on October 15, 2012 to expand its lighting offer to include specialty bulbs, such as indoor
recessed lights, candelabras, three-way bulbs and dimmable bulbs. Building on the insights and lessons
learned from the current CFL promotion, the Company will determine best practices and go to market
options to inform customers of the specialty bulb offer. The Company plans to offer specialty bulbs in the
second quarter of 2013.

CFL offering via Property Manager
Highlights

The Property Manager Program has been well received in both North Carolina and South Carolina.
Marketing efforts including direct mail postcards, email campaigns, outbound calls and face-to-face
meetings increased participation in the program in 2012. Over 239 properties in North Carolina and 94
properties in South Carolina have successfully installed energy efficient CFLs totaling over 417,000 bulbs.

Issues

During the summer months, many properties do not have the resources available to prioritize CFL
installation. Higher unit turnover and air conditioner maintenance and repairs require the maintenance
crew’s attention. To address this issue, the Company allows property managers 90 days to complete
installation.

Additionally, property managers express concern about paying for shipping the bulbs which contributes to
lack of participation in the Program.
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Residential Smart $aver®

Potential Changes

To minimize overages, Honeywell will begin subtracting 20% of the bulbs ordered by property managers.
Honeywell will continue to educate apartment associations about the Program to increase awareness and
participation in the Program. Honeywell will address the shipping issue by paying the shipping cost for
the properties which should increase participation.

Residential HVAC
Highlights

The Company and GoodCents continue to form strong relationships with valuable trade allies across both
North Carolina and South Carolina. These partnerships help ensure application fulfilment and prompt
payment of incentives, as well as maintain top-of-mind awareness of the Program and its benefits.

Issues

The buy-in and participation of the trade ally network is vital to the success of the HVAC segment of the
Program. The Company and GoodCents continue to inform the trade ally network of the new measures;
however, the Program aims to shift market practices away from some of the more commonly utilized
practices which rely heavily on decentralized training and varying knowledge levels, as well as imprecise
and manual field calculations, towards industry trained and certified trade allies using higher quality
instruments and processes which has proven challenging and has slowed the recruitment process. While
some trade allies have registered and are capable of offering the new measures, the Company expects
the quantity of trade allies to increase during the coming year due to recently available equipment and
increased customer demand.

Potential Changes

Electronic submission of the incentive application is also under development to expedite fulfillment and
payment disbursement.

E. Marketing Strategy
CFL

The overall strategy of the Program is to reach residential customers who have not adopted CFL bulbs.
The Company will continue to educate customers on the benefits of CFLs while addressing barriers for
customers who have not participated in the Program. Additionally, the ease of Program participation will
also be highlighted to encourage use of the on-demand ordering platform.

Direct mail marketing has generated a significant number of orders in both North Carolina and South
Carolina. The individual response rates to the different campaigns have averaged around 13%. Samples
of the marketing collateral used for these campaigns are available in the Appendix.

Honeywell markets to Carolina property managers through various channels including tradeshows, email
and Apartment Association events. Additionally, the Company maintains information on the My Duke
website. Multi-family properties in the Carolinas see a promotional offer when they log in to their My Duke
profile.
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Residential HVAC

Promotion of the HVAC segment of the Program is primarily targeted to HYAC and home performance
contractors as well as new home builders. Trade allies are important to the Program’s success because
they interface with the customer during the decision-making event, which does not occur often for most
customers.

GoodCents is responsible for promotion of the Program directly to potential trade allies including HVAC
and home performance contractors and new home builders. Program information and trade ally
enroliment forms are available on the Program’s website to encourage participation. By increasing the
participation of trade allies, it ensures more customers are aware of the Program at time of purchase.

The Company implemented several customer marketing campaigns during the third and fourth quarter of
2012 using both the direct mail and email channels to reach customers in South Carolina and utilized the
email channel to reach customers in North Carolina during the fourth quarter.

F. Evaluation, Measurement and Verification
CFL
The final process and impact report for the 2011 Smart $aver Residential Energy Efficiency CFL program

was finalized on September 28, 2012. The findings from the report were shared with the Company’s
Collaborative in December 2012.

Table 1. Estimated Overall Impacts

Gross Savings Net Savings

Annual Savings Per Bulb Distributed

kwh 33.6 30.6

kw 0.0056 0.0051

The impacts in this table were calculated using engineering algorithms. These estimates also take into
account a participant’s tendency to over-report operating hours and the length of daylight at the time of
the year the survey results were collected. These two factors and the reasons for their inclusion are
explained in their respective sections in the report. The net-to-gross ratio used to calculate net savings is
91.09%. This ratio includes freeridership and spillover and is described in detail in the report.

Significant Process Evaluation Findings

From the Management Interviews
e Overall, this Program was highly successful in meeting its goals and is not experiencing any
significant problems. A member of the Company’s program management summarized it as
“working wonderfully.” The IVR and online platforms have performed well and exceeded all goals
for increasing CFL participation.
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e The Company wants to grow the portfolio to include specialty bulbs in their promotional offer.
TecMarket Works agrees with this expansion of program offerings.
e Consumer education is an area for potentially enhancing CFL acceptance and adoption.

From the Participant Surveys

e Overall program and CFL satisfaction levels are very high, and overall the Company’s satisfaction
is high.

e The direct mail CFL program in the Carolinas is doing an excellent job of targeting participants
with little or no prior CFL use. Prior to the program, CFL saturation was low within the direct mail
CFL participant population.

e The desire to “save on utility costs” was the most influential factor in their decision to obtain CFLs
via the program. “Desire to save energy” placed second.

e For those participants that used the online CFL order tracking system, the mean satisfaction
rating is very high.

¢ While the two highest rated factors influencing bulb purchasing were energy savings and cost
savings, factors often perceived as barriers to CFL adoption such as aesthetics, mercury content
and availability of dimmable bulbs were among the lowest rated factors having little effect on
adoption and use.

e Outdoor floodlights and dimmable CFLs appear to be the best candidate for a specialty CFL
discount program targeting all current CFL participants.

From the Non-Participant Surveys

e Overall satisfaction with the Company across all non-participants surveyed averaged 8.5 out of
10. A high score.

e The most prevalent reason for not participating in the Program was because customers did not
find the offer compelling enough to take action.

e Despite not participating in the Program, nearly two thirds of the non-participants surveyed
indicated that learning of the Company’s CFL program had increased their awareness about how
to save energy by using CFLs. This suggests that the Program is having an energy savings
transformative effect on non-participants.

e The desire to save on utility costs and the desire to be environmentally responsible tied as the
most influential factors on CFL purchases by non-participants.

Significant Impact Evaluation Findings
e Average wattage of a replaced incandescent is 64.5 watts.
o Afirst year installation rate of 67.2% was reported, with an ISR of 80.0%.
e Living/family room, master bedroom and kitchen, in that order, are the three most popular room
types for bulb replacements; together they make up 63% of all bulb installations.
e Surveyed participants report slightly increased operating hours when switching from an
incandescent to a CFL having a very small effect on energy savings.

HVAC

The impact report for the 2010 Residential Smart $aver HVAC program was finalized on January 27,
2012. The findings from the report were shared with the Company’s Collaborative in June 2012.

Table 2 presents a summary of savings associated with the Residential Smart $aver program. These
results were obtained based on a model which uses the results of the engineering analysis within a
statistical billing data analysis (the SAE approach). Program participation by HVAC system type, size,
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SEER and location were applied to the savings per ton obtained in three geographic locations to compute
the Program savings.

Table 3. Summary of Program Savings by Measure

Metric Air Conditioner Heat Pump
Participation Count 2,075 3,588
Gross kW per unit 0.260 0.335
Gross kWh per unit 270.6 636.5
Freeridership rate 32.1% 32.1%
Spillover rate 0% 0%
NTG ratio 67.9% 67.9%
Net KW per unit 0.177 0.227
Net kWh per unit 184 432
Measure Life (years)® 15 15
EUL net kWh per unit 2760 6480
Gross Ex Post kWh Savings 561,485 2,283,910
Gross Ex Post kW Savings 540 1,201

The impact report for the 2011-2012 Residential Smart $aver Program should be complete by Q2 of

2013.

The process report for the 2011-2012 Residential Smart $aver Program was finalized on November 21,
2012. The findings from the report were shared with the Company’s Collaborative in December 2012.

Key Findings from the Management Interviews
e The Residential Smart $aver Program offered in the Company’s service territory as benefited
from the experience that the Company has gained from implementing Smart $aver in the

Midwest.

e The total processing time from application to approval to the time the incentive checks were sent
out was eight business days. From an industry standpoint, this performance constituted best in

class.

! Effective Useful Life (EUL) taken from 2011 Database for Energy Efficiency Resources (DEER) update study.

See www.deeresources.com
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Key Findings from the Trade Ally Interviews
e A majority (13 out of 21, or 62%) of the trade allies mentioned that they thought ductless air
conditioning units and handlers should be considered for the Program — eight trade allies in North
Carolina and five in South Carolina mentioned the technology.
e Trade allies mentioned inverter heat pumps and ductless mini-split systems should also be
considered for the Program.

Key Findings from the Participant Surveys

e Customers who participated are generally very satisfied with the HYAC Smart $aver Program.

0 88.2% rated their satisfaction with the Program an “8 or higher” on a 10-point scale, while
40.9% rated their satisfaction a “10 out of 10.”

o For most customers, their favorite part was saving money through an immediate rebate
(66.3%), while saving energy was secondary (mentioned by about 30%, including those
who hope to save money from increased efficiencyz). A large majority (81.8%) could not
name a “least favorite” aspect of participating in Smart $aver.

e About one quarter of participants intend to do more than just HVAC Smart $aver to improve
energy efficiency:

0 28.9% of participants said they have taken other energy efficiency actions influenced by
HVAC Smart $aver.

0 22.5% of participants intend to make other major purchases to improve energy efficiency
in the next three years.

e Trade allies are very important to spreading awareness (87.7% of customers heard about Smart
$aver from a trade ally) and for getting customers to participate (trade allies filled out Smart $aver
paperwork for 80.7% of customers).

o0 Trade allies are especially important for larger installations (multiple rebate households).

0 Not that many customers heard about Smart $aver directly from the Company via
brochures (2.7%), or the web site (2.1%), or even advertising (6.4%).

e Customers are also generally very satisfied with the Company:

0 87.2% rated their satisfaction with the Company an “8 or higher” on a 10-point scale,
while 41.2% rated their satisfaction a “10 out of 10.”

o Dissatisfied customers most often complained of rate increases and the price of energy in
general. Some also mentioned problems with loss of power.

Recommendations

Based upon the management interviews, the evaluation team has no recommendations for improving the
Program at this time. However, because the Company has selected a new vendor to manage the trade
ally network and to process the applications, we recommend that the Company monitor the performance
of the new vendor to see if they are able to maintain the high participation rates that the Smart $aver
Program historically enjoys. If participation drops, whether from trade allies or customers, the Company
may wish to consider another process evaluation to determine the cause of the decrease. Otherwise, the
evaluation team recommends that the new vendor be given one year to two years to implement Smart
$aver before another process evaluation is conducted.

2 This percentage also includes those that responded with “like saving energy and being more efficient in general”
and “like learning about how to be more energy efficient in the future,” and “like saving resources/
conservation/benefiting future generations/going green.”
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G. Appendix

CFL — Email Message

Eneray.

Lighten your energy bill
without dimming your lighting.

Wake up to energy savings with FREE compact
fluorescent light (CFL) bulbs.™

There's no comparison between CFLs and your standard incandescent
bulbs. CFLs are 75 percent more efficient and last six times longer,
meaning you'll save more money over time. Plus, CFLs are safe, emit
the same light quality. and produce less heat than standard bulbs.

With free CFLs, you can save:

- 100 percent on the cost of the bulbs

+ Up to 90 or more per year in energy costs™

+ Up to 5600 in energy costs over the lifetime of these bulbs™

Simply call or visit us online today to order yours — before they're

gone.
“Eligibility is on previous participation in other energy efficiency programs. spos
Duke En frae GFLs are the maximum number that a participant (or their fa

receive under all Duke Energy program offerings

stics and the installation of 15 CFL bulbs

Order Online By Phone
‘Duke-Energy.comfR\seESavings . Call 8B00-943-7585 (option 1)

CFL —Bill Message

E Bill Image Cit

Eile

|21 1 BilMaied
Mailed

ke e

T~ Edited Bil
I~ Print Pending
= Adipisted
= Betumed

Electricity Usage This Month LastYear || 01y records indicate your telsphone rumber is 336-535-4094 _If
Total KwH 1754 7342 | this is incorrect, please follow the instructions o the back of tie bl

Days 33 30]| & late papment charge of 1.0% will be added to any past due ity
AVG KWH per Day £ 45| balance not paid within 25 days of the bl date:

AYG Cost per Day 234 428

Retuin Mail

Order your FREE compact Auorescent ight bubs today! Prntshal
Call 1-800-943-7585 and chaoss option 1, o visit us on the wab t v duke- —
eneray.com/fieachls] ta see if you are sligitle: Edit

EEEnt

Cancel
| Print Local

Pags Dewirt Panelln  |Pageafl < Previous Bil | Kespg o [BilTaf43 Message Page
_EI Log Betun




SACE 1st Response to Staff
008824 Rider 5 - Exhibit 5

Residential Smart $aver®

CFL - Bill Insert

Plant these bulbs around
your house and watch the

Duke Energy wants you to think about energy savings
in a whole new light. That's why we're giving away
FREE CFL bulbs. They're more efficient than standard
incandescent bulbs and last a lot longer, making
these beautiful bulbs a perennial favorite.

Compact Fluorescent Light (CFL) bulbs:

* Use 75% less energy and last up to six times longer
than incandescents

- Provide more than $40 in savings over the lifetime
of each CFL

* Produce about 75% less heat than standard bulbs,
making them safer and less of a drain when cooling
your house

P Encroy.

Get your FREE CFLs now. Simply call
800.943.7585 (select option 1) or visit us
online at duke-energy.com/GrowMySavings

*Previous participation in one of our light bulb programs may be
reflected in the number of bulbs that you may be eligible to receive.

1011F
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CFL — Direct Mail Campaign Targeting New Customers

They say
the best things
in life are free.

Simply call or visit us onina today
1o ordar yours—batore thay're goae.

To gt your FREE enargy-aavinig light bulbe*
Call: 1-800-943:7585 (Saoc Option?)

Catch them
while they last.




SACE 1st Response to Staff
008826 Rider 5 - Exhibit 5

Residential Smart $aver®

2081-20282 ON ‘SUoPRY
WiZZE — 75 UBINUD'S 828

Bisuz s
aivd
abemod TN
ssepasiy
paRsag

'you for ordering FREE CFLs. HE#W

be saving $90 a year on P pue

your energy bill with FREE CFLs!"

There Is one more thing you need to do to
save even more!

Paowember 7, B
Henmmner T, 2002
Heciphts Full Mame
sipinrs Company Namass
e Ackcimessee.

Ry, e 1P

ecPecike’s Ful Hames

Dar o M, 1 M { Mrs, | DE Namace

WHY YOU SHOULD ORDER THE MAXIMUM
AMOUNT OF BULES

T ways to requast your bulbe:
+ Choose Optkin 1,

+ Chosss Opticn 1 10 chack for eligiblsy.
 Ciorsses Oplion 1 1o el your scoount numbed, L._

1 ek, fue eligitility.
15 £PRer YU SCCOUTT UL,
+ Enler ssacoount nurmbers
followed by the & key.

- Felkon the sinmple prompts o valkdse your
addmeon and sedor addman and order

Lk
i Wk,

GET THE MOST GUT OF YOUR NEW BULES

|
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CFL- Direct Mail Campaign Targeting Spanish-Speaking Customers

==

Estimado

Seglin ENERGY STAR®, el 59 porciento de hogares reemplazaron un bembille de luz incandescente
por un CFL en el 2011. Su hogar puede unirse & este grupo y disfrutar de los ahorros que ofrecen los
bombillos CFL tomando ventaja de nuestra oferta de bombillos CLF gratuitos. Unase a los millones de
clientes que ya dieron el primer paso para convertirse en consumidores de energia més eficientes.

POR QUE DEBE ORDENAR HOY MISMO

* La satisfaccién con los bombilles CFL
ya no es una preocupacién como lo RECIBA SUS BOMBILLOS DE LUZ GRATIS
era antes. Las encuestas nacionales
revelan que mas del 80 por ciento de
consumidores se hayan satisfechos con o
el rendimiento de los bombillos CFL* 1. Llame al 800-943-7585:

* Los ahorros son innegables. Cada * Elija la opcién 5.
bombillo CFL que usted instala le ahorra - Elja la opcién 1 para verificar su elegibilidad. |
$6 por ano en el consumo de energia |
comparados a los bombillos + Elija la opcién 1 para ingresar su nimero de cuenta. | |
in:an:ilasaemas tradicionales. Instale 15 + Ingrese
bombillos y eso es un ahorro de $90 por Saguido por la tecla #.

aio & $600 por la duracién de la vida de 33 I -
los bombillos. (Esta es su nimero de cusnta con Duke Energy.) —

- Esta oferta s GRATIS. No pueds habsr * Siga las simples instrucciones para
mejor oferta que ests confirmar su direccion y orden.

Dos maneras para ordenar sus bombillos:

- Ordenar es simple. Simplemente siga los
pasos listados a Is derecha para saber
hasta cuantos bombillos usted puede
calificar. Nosotros procesaremos su
pedido y le enviaremos los bombillos a la dirsccion listada amiba entre cuatro o ssis semanas, si no antss,

2. O visite el sitio www.duke-energy.com/freenow

SAQUE EL MEJOR PROVECHO A SUS NUEVOS BOMBILLOS

Una vez que reciba los bombillos, instalelos en los lugares de més frecuente Uso en la casa, como la cocing, sala,
salén familiar y dormitorios. No espere hasta que los bombillos de Iz incandescentes que usa ahora se quemen —
instale sus CFL inmed Cambie sus bombillos incand & lugares de menos uso.

El abasto es limitado, asi que contactenos hoy mismo. Solo toma unes minutos hacer la orden; sin embargo los
B

Le estamos dando un nuevo giro al
bombillo de luz viejo.

Plante estos bombillos en toda la casa
y mire como sus ahorros crecen.

Sélo siga estas sencillas instrucciones para saber si es eleg-
ible para recibir hasta 15 bombillos de luz gratis. *Después que
califique, procesaremos su solicitud y enviaremos los bombillos
a su casa en un periodo de cuatro a seis semanas.

Obtenga sus bombillos gratis hoy:

1. Llame al 800-943-7585

2. Elija la opcidn niumero 5

3. Elija la opcidén nimero 1

4. Ingrese su namero de cuenta con Duke Energy Esta la
puede encontrar en la factura de la luz.

5. Siga las demas instrucciones

Participacion previa en uno de nuestros programas de bombil-
los, se puede reflejar en el nimero de bombillos que puede ser
elegible para recibir.
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[ e — — — — — — — — — — —

BUY NONE
GET SOME

FREE

Want to save big now
and save even bigger
later? Great! Eecause
Duke Energy is giving
away FREE energy-
efficient light bulbs to
customers—no strings
attached. Heck, we’ll
even deliver them

for FREE!

So, how do you take
advantage of this stea
of a deal? It's easy.

Call 800.943.7585 (select option 1) or visit us
online at www.duke-energy.com/CFLcoupon

PoEncray

"Eligibibty is bxsed on previous participation in other Duke Energy enegy

efficiency programs
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Property Managers:

Stand out from your competition.
Offer your residential tenants free energy saving bulbs.

learn more

1213

CFL Property Manager Channel — Web Page

Property Managers CFL Program

In teday's compstitive rental markst, you nesd ways to S&t your community 3 step
abowve your competition.

Duke Energy will help by providing you with energy effisient compact fluorescent

bulbs {CFLs). They are parfect for parmanent light fictures in foyers, bedrooms and

famihy sress. Changing the bulbs is easy and can be done on your ragulsr

maintenance schaduls.

Benefits to You

= Upgrade your lighting for le==. You onhy pay the shipping costs.

» Reduce maintsnance costs and =fforts. CFLs lsst 10 times longsr than
traditional bulbs.

» Improve tensnts” satisfaction by helping them save ensrgy and monsy. CFLs
uss TE% le=s energy.

n Attract snd retain tenants by promoting your energy efficient lighting.

Contact us: email or B88-287-1871.

Guestions about the program?
Contact us: email or B88-257-1671.

Get Started Now
Frogram Forms:

m Application Farm
m Application Instructions
= Contract
w CFL FAQs
Mzrketing Kit: Templates to help you
market the program to your residents.
m Tenant Marksting Pisos
English | Espanol
m Tenant Leave Behind: Enjoy Your
Savings
English | Espanol
m CFL Safety and Fact Shest
English | Espancl
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CFL Property Manager Channel — Direct Mail Promotions

Property Managers enjoy free CFLs.
Ongoing savings with this exclusive offer.

in today's market, you need ways to set yousell above you competition.

ks Energy can help by providing you wh up to 12 FREE® compact floursscent bulbs (13w CFL3) per unit
¢ YOUF SOMIMLIAEY.

How you con bunsde

= Savings 1o Your Bottom Line — CFL WSt up 1 ix Urnes knger than tradtional bulbs translning 1o less
wista lor rapdace incamdmnd bults. Changing e bullss s oasy ond bultss con be installed during
reguley schodulsd maktenance vists.

* Increase Tenart Satisfaciion ~ On average, sach (
CFL wil wirew your lenars abut B4 In energy costs
over the expeciod Irtime of soch bulb, instsl 12
builln st that's o savings of BARD" cver e IlaBires
of the buital

+ Mwact and Rstain Tenants - Promote your
ParvciraBon Nty § in 1 Arrercans woukd prsfer
Lol i sco-lendly spoce and mors than hall of

Onder Onlire:
Vinit pur Online Services
chikn. eriergy rom ropety-mgr

s
thoe sro wiling to pay mors In mot 1o o 50 Ry Fivipey
Contaet Costormer Service.
Jain hundreds of cther property manangers Lanr LBAS-HT-16T1

who have already received their FREE CFLs.

o Breray.

Property Managers enjoy free CFLs
Ongoing savings with this exclusive offer.

In today's market, you need ways to set yourself above your competition.

Duke Energy can help by providing you with up to 12 FREE* compact fluorescent bulbs (13w CFLs) per unit
for your community.

How you can benefit;

Savings to Your Bottom Line — CFLs last up to six times longer than traditional bulbs translating to less visits to replace
incandescent bulbs. Changing the bulbs is easy and bulbs can be installed during regularly scheduled maintenance visits.

Increase Tenant Satisfaction — On average, each CFL will save your tenants about 540 in energy costs aver the
expected lifetime of each bulb. Install 12 bulbs and that's a savings of $480"* over the lifetime of the bulbs!

Attract and Retain Tenants - Promote your participation! Nearly 9in 10 Americans would prefer to live in an eco-
friendly space and more than half of those are willing to pay more in rent to do so.***

Order online: duke-energy.com/property-mar or by phone: 1-888-297-1671

“Bobaa bre Yeug )

Sare i
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Residential HVAC — Online State Landing Page Promotions

Smart $aver®

Save energy and
money

Learn more. ke

Control your energy costs
and earn up to $550.

Save BIG with Smart Saver® Incentives,
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Residential HYAC — Online Services Promotions

Earn a rebate y . Earn a rebate
and reduce : and reduce
your energy bill. = your energy bill.

“learn more /q learn more

" Earmn a rebate
s
—and reduce
Lyour energy bill,
- &

learn more | 7 e —

] % By A,
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Residential HVAC — Email Message

IS MEEEagE COMENG raIc. 10U 0l 552 12 rapIcE. ok e view.

Got Started

Duke Energy's Smart Saver® program can help you save money,
improve comfort and become more energy efficient. We offer cash
incentives to qualified customers who take steps to make their homes
more efficient. Incentives are available for qualifying work performed
since Aug. 1, 2012

Act now. Earn $50. Save energy.*

Be cool and comfortable. Complete a Smart Saver Health Check to get
the most out of your cooling system.

Health Check Highlights:
= Goes beyond an average tune-up to optimize your system,

= Performed by local industry-certified and program-trained technicians.

= Specialized equipment analyzes HVAC system and identifies
any issues.

*Sanvice costs wil vary doponding om your selectod contmctor
Incenive: 15 paid upon Healih Check complation. See weleio to leam more.

Insulate and Sea

Earn up to $425 for making your home
more energy efficient.

Is your home drafty? Do you feel uneven temperatures when you go from roam to
room? Does your HVAC system run more than you think it should”? If you answered
yes’ o any of these questions, then you should check out Insulate and Seal -8
recent addition o our Smart $aver® portfolia of energy efficier

You can eam up to $425 in rebates for making your home
more comfortable

+ Increasa the effectiveness of your attic insulation
+ Seal your home's "envelope

+ Reduce air |sakage in your ductwork,

+ Insuigle your ductwork

Getting started is easy!

$

VU 1eceive 2 rebase
from Dube Enegr.

s iraetuas (391 ha rahor's prartiar A dovepmas 3nd rodntalng crganzaton b akdsrtal
et

Duka Ermegy Storm yout|
on Twitter o Facubaok
5 Bt severn weathor f'“, ’::m'x“& - q'm "‘-r Discowor rew wiys 1o save
otion updates, o meomaN I energy and money & home
resiaration updal L ey ey ot
e £[» ], Udote Your Sybscriptions | Unsutbsciibe | Prieacy Policy

e

eneigycon
Duka Energy | 560 South Tryan Street | Chariotte. NC 28202
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-
—

@

How to schedule
a Heslth Chaek

]

G 1 End iy coem ok
el solect st Chak.

Choose o Partidipating Contacior
i gt

catbase

[

©31 and nchaduls an appoirtmeet
Wi B Partcpuatng Costractor

Take steps to
control your

earn up to $625!

Introducing Sman Saver® incenthes
Earn ca iives for making your
homa mars eneqgy stficisnt.

Duki-Enwgy.cam/Belosl

Smart $aver®
Incentives

Imprave your hame's efficiency
without breaking the bank,

Sarving sy al hirno is amsier than o
hind Ducks Ersergzy can halp wih cash
Incanthyes kor projects ant will mabs your
haem mars combortabie - and s you
vy ated money b years & coma

What are Smart Savar
Incentivas?

Smar Savar incanzuna aca cath incersies
ffevesd 10 Duke Eraegy customans wha
kel B b ks tha homes mom

[ —

How does the program work?

Croces o o mors of the
Incatves. Then, ssiect #
of Ceod. pamcisating comBcton 1

ormpbate 1P wark, Veur Soniricto wil sss

-

Pt yosa recabon your Srman Baer incarte
from Dubs Erangy

CerT—

[ T ———

Condionm (M SEER o grestm -
e

Hawl Fumg DOS BER of g _—
o i
s

e Ik ion and Ak Dealig o
isron

Lt Gy ol
o "

Complete a Health Check and
you could earn a 850 incentive!
Arg yous using the most out of yaur heating
ancl co0kng syatar? Find ot with o Bmar
Saver Hoallh Check

Health Ghech HigHighta @
= e bopnd an averige Lee-up
iz o sptem
= Parfiorrined by local Indhustry<entifod
progran Bained tachnicians
* Speciaimed equipment snslyTes HVAD
syste and sderiiles ary Baues

Fines & Parscipating Convacior by wasng
Dushan-ErangpcomyBec ool Sarvcn cosm wil
vy depancing o your slecied commeion

ot s i, Gt 080T A7
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| First Class Mail
Control your energy | Hum; US. Postage
SAVER. (] PAID
costs and earn up INCENTIVE | £C27A / 526 S. Church St. Duke Energy
to $625! PROGRAM. | Chariotte, NC 28202

Duke Energy's Smart $aver®
program can help you save money,
improve comfort and become more
energy efficient.

Learn more at:
Duke-Energy.com/Improve

Act now.
Earn $50.
Save energy.

® |

Be cool and comfortable. Complete
a Smart $aver Health Check to get
the most out of your cooling system.

Health Check Highlights:

= Goes beyond an average tune-up
to optimize your system.

= Performed by local industry-certified
and program-trained technicians.

= Specialized equipment analyzes
HVAC system and identifies any issues.

Learn more: Duke-Energy.com/lmprove

* Service costs will vary depending on your selected contractor.
Incentive is paid upon Health Check completion.
See website or call 866-785-8209 to learn more.
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A. Description

Duke Energy Carolinas, LLC (the “Company”) received regulatory approval from the North Carolina
Utilities Commission on February 14, 2011 for the Smart Energy Now® pilot program (“Smart Energy
Now” or “Program”). The Program is designed to create energy and capacity reductions through
behavioral modifications by leveraging the community’s commitment to create an environmentally
sustainable urban core. The Program targets both occupants and managers of commercial buildings by
providing them with more detailed information on the building’s energy usage and providing the
community’s aggregate energy usage data coupled with a customized employee and tenant engagement
plan to reduce wasted energy.

Audience

This Program targets customers occupying commercial office buildings in community settings. The target
audience is approximately 65 commercial office buildings (buildings with a minimum of 10,000 square
feet) within Charlotte city center (as defined by the 1-277 loop — see diagram to the right). Building
owners, facility managers and building occupants are part of the Program, each playing an important role
in achieving energy savings with the commercial office setting.

B & C. Impacts, Participants and Expenses

Smart Energy Now*?
Vintage 3 Vintage 3 % of
Sinmillions AsFiled YTDDec31,2012 Target
South Carolina Nominal Avoided Cost 511
Program Cost 51.1
MW 0.8
MWH 4,127.2
Units’ 34

Notes on Table:

1) Numbers rounded.

2) There is no as filed comparison for Smart Energy Now because it was
not included in the original filing.

3) Units represent the number of customer accounts enrolled.

D. Qualitative Analysis
Highlights

In 2012, the Program team focused on executing on the community engagement strategy and leveraging
its learnings to date as well as the input of experts in the field. This meant that the Program was primarily
focused on training occupants and property managers from each of the buildings, building relationships
with tenant companies and utilizing relationships with facilities personnel in each building. This strategy
included both high level awareness activities in the community as well as targeted activities for each of
the different buildings.

Key aspects of the project:

Kiosk/Content Design:

A few minor changes have been made to content shown on the kiosk. Several building owners have
requested the option to display their building’s individual usage on the kiosk. This option is available and
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several buildings have decided to pursue this option. By displaying this information, tenants will see how
their building relates to the community and track progress of their building.

Midway through 2012 and prior to the Democratic National Convention in Charlotte, the team elected to
move forward with changes to the kiosk and website that would better engage users and better align the
Smart Energy Now and Envision Charlotte brands. This included a full design overhaul, a rotating attract
loop with and program information, a design that helped to increase the speed of the touch screen and
interactive energy saving information. The changes to the website mirrored the kiosk in design along with
better functionality and information for people, groups and companies to “get involved” through launching
campaigns or making “pledges to save” on the site.

Normalization of Data:

The Company and Performance System Development (“PSD”) completed the work on the Compass Tool.
With the completion of the Compass Tool, facility engineers and property managers can log in and see
how their building is performing and use the real time 15-minute interval data to make informed decisions
on how to best operate their building.

Customer/Community Outreach:

During the first half of 2012, the majority of participating buildings received training on the pilot's energy
champions program. The training includes an overview of the Program, information about actions that
can be taken in the office space to increase energy efficiency and ending with a brainstorming session on
what that specific building could do to kick off an energy saving campaign. Over 800 individuals/
occupants located in the buildings participating in the Program have attended the training. Upon
completion of the energy champion training in the majority of buildings, the Program refocused its efforts
on building relationships with each of the tenants. The Program team realized that in order to drive
change, the messaging needed to come with support from the leadership of each company, so the Smart
Energy Now® Team developed the Declaration of Change to get commitment from the leadership of
Uptown companies. This has created a top-down approach to compliment the bottom-up approach of the
energy champion training. The Declaration of Change campaign is currently in the process of gaining
commitment from each company located in Uptown Charlotte to support Smart Energy Now®, promote it
to its employees and promote energy conservation in the workplace. The new initiative has had great
success and received 40 signed declarations by the end of 2012. This effort will continue through the end
of the Program. In addition to the energy champion training, the Smart Energy Now Team has conducted
outreach at tenant engagement breakfasts hosted by the property management companies. The Smart
Energy Now Team presented program information, energy saving information, details on what companies
across Uptown Charlotte are accomplishing through energy saving campaigns and how their company,
floor or department could get involved.

In support of its Smart Energy Now Program, the Company has formed strategic partnerships with the US
Green Buildings Council (USGBC) and the International Facility Managers Association (IFMA) to continue
offering quarterly forums, or Town Hall Meetings. These gatherings are a way for Facility Managers to
share best practices and learn about new trends in the industry from experts brought in specifically for the
Program. The Smart Energy Now team launched a building recognition program in the last quarter of the
year. This component of the Program recognizes the top performing and top saving buildings to
recognize the most dedicated facility engineers in the city. The Smart Energy Now team will utilize the
data captured in the Compass Tool to determine those recognized. The recognition event is scheduled
for March 2013.
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Issues:

There are no major issues to report.

Potential Changes:

No significant changes are planned at this time.
E. Marketing Strategy

The Smart Energy Now team leverages many communication channels to engage tenants, build program
awareness and promote energy saving tips and other pertinent information on energy efficient behavior
and sustainability. The Program has a communications calendar that lays out bi-weekly emails, bi-weekly
blog posts, quarterly newsletters and almost daily tweets. The Smart Energy Now team also leverages
social media to engage the Program audience via LinkedIn. Smart Energy Now has 750 followers on
Twitter, 430 members in the LinkedIn Group and 700 subscribers to our email list to date.

F. Evaluation, Measurement and Verification

TecMarket Works (“TMW”) has been evaluating the Program since its launch. The evaluation team
meets with the program managers for regular update meetings that include the review and modification of
the evaluation plan as Program activities evolve.

For the process evaluation, TMW has been conducting interviews with the program manager and other
member of the Program team. In addition, the evaluation team conducted an onsite occupant behavior
baseline survey in the fall of 2011.

For the impact evaluation report, the original timeline projected the full report presenting both the process
and impact evaluation results would be final in June 2013. However, to ensure the evaluation reflects the
Program performance for the three-year Program term, TMW recommends moving the completion date
for the impact evaluation report to Q1 of 2014.

For the impact analysis, TMW has been monitoring participants in order to select the sample buildings for
the impact evaluation. The team has also constructed and implemented a Building Operators Baseline
Practices Survey, conducted a review of the Building Operator Training Sessions and designed and
reviewed the implementation of the Facility Manager Actions feature available the Compass Tool.
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