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BEFORE

THE PUBLIC SERVICE COMMISSION

OF SOUTH CAROLINA

DOCKET NO. 2013-XXX-E

In re:
[)UKE ENERGY CAROLINAS. LLCS

Application of [)uke Energy Carolinas, 1.1 C ) APPLICATION FOR APIROVAL OF
For Approval of’ Rider 5 ) RIDER 5

Pursuant to S.C. Code Ann. § 58-37-2() (Curn. Supp. 2012) and 10 S.C. Code Reg. 103-

81 9 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 31; a true-up of avoided costs and year I

lost revenues for Vintage 32; 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

costs3 associated with the Company’s Interruptible Service and Stand-By Generation programs

(“Existing DSM Programs”).4 A separate application has been filed describing and requesting

Year 3 of lost re enues lr \‘intage 3 only inciLides parucipation for July through December of 2012 because the
Cornpan ‘s ne’, base rates. which are anticipated to he effective in September 2013. vill incorporate reco\ er) of the
remainder of’ear 3 lost reven ues.
2 As explained later in this tiling, the (‘ompan has changed the methodolog it uses to calculate lost revenues. This
change results in a more accurate representation ol’ the lost re enues.

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 earned 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.

20 10-79, 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.5 Duke Energy Carolinas recovers its program costs for the

Existing I)SM Programs as a separate component of the proposed Rider 5•6

2. The Company’s Save-A-Watt recovery mechanism also employs a vintage year

concept. A vintage year is defined to he 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 I covers the period

of February 1,2010 through December31, 2010. Vintage 2 covers the period of January 1,2011

through December 3 1, 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 December31, 2013.

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

to these vintages:

Order No. 20 10-79. at 67.
61d.at 17.

2
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• Vintage 1 in Order No. 2010-79, Docket No. 2009-226-B;

• Vintage 2 and a rider that allowed the Company to recover the second year of
Vintage I lost revenues for non residential energy efficiency participants in Order
No. 2010-853, I)ocket No. 2010-299-F; and8

• 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. 201 2-202,
Docket No. 2011-420-B.

• 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 reventies for Vintage 2; and a
true up of Vintage I , including a true—up of avoided costs and all three years of lost
revenues, in Order No.2Ol2823,I)ocket 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 hilling factors were separated to reflect non-residential customer

participation in EL programs, DSM programs, or both FE and DSM programs. The proposed

Rider 5 hilling factors include prospective and true-up components. Based on the total costs to he

recovered under the proposed Rider 5, as shown on Exhibit A, the hilling factors applicable to

South Carolina customers for the billing period January 1, 2014 through I)ecember 31, 2014,

would he as thllows:

Id. at 74.
Order No. 2010-853. at 2.
order No. 2012-202. at 4.
Order No. 2012-823. at I.

3
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Residential Billing Factors 0/kWh
Residential Billing Factor for Rider 5
Lost Revenue True-lip Component
(Vintages 1,2, and 3) .2470

Residential Billing Factors for Rider 5
Prospective Component (Vintage 3, 4 3437
and Vintage year 20 14)

Residential Rider 5 (Total) .6257

Non-Residential Billing Factors for
Rider 5 Lost Revenue True-Up 0/kWh

Component (Vintages 1 and 2 and
3)

Vintagel EE Participant .0029

Vintage 2 EE Participant .0174

Vintage 3 EE Participant .121 1

Vintage 3 DSM Participant .0312

Vintage 3 EE Participant
Vintage 4 EE Participant
Vintage Year 2014 HE Participant
Vintage Year 2014 DSM Participant

The proposed tariff sheet for Rider 5 is attached as Exhibit B. A summary of the

calculations used to determine these hilling 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.

Non-Residential Billing Factors
for 0/kWh

.0075
(_ .-1.u I

.0980

.1005

4
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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•h1 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

GR en the ate case the (‘ompan filed on Ma 18. 2013. to pre en! double reco er ia collection otre enue
through this rider and re ised base rates, the Company is seeking to collect via this rider only the portion of the third
ear of lost revenues lbr Vintage 3 represented by participation from Jul through December 2012. dates outside of therate case test period. The Compan has included in Rider 5 onl the months of Jan uar through August 2013 for thethird year of lost res enues for Vintage 3.

5
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residential FE 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 FE 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 inlbrmation related to MW reductions, participation, and the EM&V results fbr most EE

and DSM programs offered in Vintages 2 and 3. Additionally, as contemplated by Jane L.

McManeus’ testimony in Docket Number 2009-226-F. the Company has “applied interest at the

Compants approved after-tax weighted average cost of capital” to the total amount under

collected for Vintages 1,2 and 3I2

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 ofavoided 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 Compans 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.

RiderS, ExhibIt 4 fbr 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

‘2Docket No. 2009-226-E, Transcript Volume 5. at 815. Order No. 2010-79 at 72. and Exhibit I at 3. Stipulation ofTestimony and Waiver of Cross-examination.

6
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incorporated EM&V results tbr the true-ups and the estimates associated with Vintage 3 and 4•13

11. Revenue requirements for Save-A-Watt I)SM 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 thr 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 I)SM 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 he

implemented for 20l4,’ the proposed Rider 5 hilling 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 5I3 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 relied spring 2013 sales

The earnings cap calculation for Rider 3 will he completed at the time of the final true-up. The Company partialltrued up Vintage I in Rider 3 and applied the earnings cap.
4 [he method used for costs and re enue associated with programs to he implemented for 2014 is described and theCompan requests appro al br the same in its Application tor Approval of Ne Cost Reco er Mechanism andPortfolio of Demand-Side Management Energ\ Efbciencv Programs.
‘ Order No. 2010-79. at 17. Recovery of Existing DSM Programs costs is based on traditional program costrecoerv and recoered from all natie load customers. Id. at 66.

7
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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 BE, the total non

residential revenue requirement reflects the elections made by eligible customers not to

participate in a Vintage or Vintages.’6 Rider 5, Exhibit 1.

Vintage 3 True-Up

15. The Company has conducted a true-up thr year lusing actual participation, load

impacts and rates in effect fbr 20J2. Available LM&V information has been applied. The

Company seeks to recover year three of’ lost revenues for Vintage 3 BE programs based

on actual participation and load impacts from July to [)ecemher 2012 for January through

August 2013. at which time lost revenues will be recovered through new base rates. Vintage 3,

Exhibit I.

Order No 2012-401, at2.

8
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Vintage 2 True-Up

16. The Company has conducted a true-up lbr year 2 using actual participation, load

impacts and rates in effect for 2012. Available EM&V information has been applied. Vintage 2,

Exhibit 2.

Vintage I True-Up

1 7. 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

1 8. 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 I)SM

programs (SAW) is based on actual participation, load impacts, and rates for January through

December 2012. The true-up for the existing I)SM 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, I)uke 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 hilling 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.

9
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CONCLUSION

Based on the foregoing, the Company respectfully requests that the Commission grant its

application seeking 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 fhr 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 elièct without notice and hearing pursuant to SC. Code Ann.

Section 58-27870(F). The proposed rates do not require a determination of the entire rate

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

I.)ated this 1st day of August, 2013

Timika Shafeek—ilorton
Deputy General Counsel
Duke Energy Corporation
550 South Tryon Street - I)EC45A
Charlotte. NC 28201
[elephone: (704) 382-6373
limika.Shafeek-I 1orton(duke-energy.com
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Rider 5 Exhibits

Exhibit A Summary for Rider LE Exhibits and Factors

Exhibit B lariff Sheet

Vintage I , Exhibit I Calculation of ‘Irue—Up br Vintage I , Years I , 2 and one month of Year 3

Vintage I. Exhibit 2 Lost Revenue ‘l’rue-tJp — Vintage I

Vintage 2, Exhibit I Calculation of True-Up for Vintage 2, Years 1, 2 and 8 months of Year 3
. True-up of Load Impacts and Avoided Cost Revenue Requirements byVintage2 Fxhibit2

Program — Vintage 2

Vintage 2, Exhibit 3 Calculation of True-TJp of Lost Revenues — Vintage 2

Vintage 2, Exhibit 4 Allocation Factors — Vintage 2

. Calculation of True-up for Vintage 3, Year I and estimate of Year 3 lostVintage 3, Exhibit I
revenues

Vintage 3 Exhibit 2 Load Impacts and Avoided Cost Revenue Requirements by Program — Vintage

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 ol Lost revenues tbr Vintage 4, Year 2

Vintage 2014, Exhibit 1. Pg. 1 Estimated Annual Riders Applicable to Residential Customers Year 2014
. Estimated Annual Riders Applicable to Non-Residential Customers — YearVintage 2014, Exhibit I, Pg. 2

2014

Rider 5. Exhibit I 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 of4 Residential Interest Calculation — Vintages I and 2

Rider 5, Exhibit 4, Page 2 of4 Residential Interest Calculation — Vintage 3

Rider 5, Exhibit 4, Page 3 of 4 Non-Residential Calculation — Vintages I and 2

II
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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 t’or 2012
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Duke Energy Carolinas

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

Docket Number 2013-XXX-E

Exhibit Summary for Rider EE Exhibits ard Factors

Residential Billing Factor
1 Costs ‘0 be Qecouered for Yietagp 1 True-up

2 Cons to be Reccovee for Vintage 2 True-op

3 Ccr.ts lv br Recovered for Vrtage f Orve ‘p
4 Totsi Crrnt to be Recnvrrrrrc Vvta;er 1 2 aeri 3 Ti,.’ p.

orV,vcr.vd SC Residentiar S,rvrs (kwh) tar rote err’ oc
6 ‘re’ier.,e Reoa ‘e”fent v’rtayes 1.2 and V”l.re 3 Tue p Cnmponer.t 1or Rvs,de-t ‘I Viler It v ‘ts ye’ xiS

V is3 ft 1. Line 10

V2 Inn ot 1, Line 3

33 Evh 11.11, Let’ if

Live In trio 2 * line?

Exrr 6 t 3, Life 3

Ltne4/Lne S • 100

(231 351)

2959214

$ u3,339,216

S 6,067,079

6,SY’S,379,712

0.2470 Appiicati

o Lost’ to be Recouero’d for hint ge 3 P’vsprrcriui’ omo,,ntt

O Ca,ts or .te Reccvvrrd to’ \“etage4 Prosti”ct 5” ,ii’tountr

:osrr. cue Reccvrec Yina,rc Yr rr 2011 t’rus:r utive Amouvr’

10 Tate O’orperrisrr Ca”rpvrre’l-, n1 V H 1’) a Per’, vi Requirement

11 °rv,o’ ted SC Or-s’aetrt iii 10 01 1kW ri ‘or ott- per.ae

:2 Try” ‘e 3ou -c-rivet 1 rituges 3,4 and year 21011 °rcopective Corrrporrent fo r4es’d, f a 2 c.’r 1’ (cnrrtn per kWh)

53 Er’ibrt I I ne 10

53 Eulr’b’t I, Line 3
Yea 2114 Euhibit I pg 1 Lire :2

Line 7+ Line it + Lint 9

-95 Eve b’t 3, Lore 3
nv 10 / Line 11 • 121

1050598

$ 1,224,469

$ 22,359,978

S 24,64T,143

15113979,712

0,3787 App cot

13 Tota, Recnuv H, iii.’’ — ort to’ V+s vent a Ricer It
lit Total Pevrrnve Rrqu”,roievt tar Residential Rider EE (cents per kWh)

15 Cat, to he Rocovr,red for Vintage 1 - rite-op Vintayv 116 Pott’cipap’

16 Pra1ected Vintage lEE Participants SC Norr.4esidvntial Soles kwh) tor rate pelior

17 El Reeenar’ Reqi rr’merit Vintage I Trr,r”up Non-Residential Rider El (cents per kwh)

V Lvrribit 1, Line 34

85 Ethibit 3 Line lb

Lrne 15/line 16 100

257,879

8,978,388,405

0.0029 Applicati

18 Costs to bit Recoverr-ti for Viotolrr 2 True-up - Vintage 266 Participani

19 Prcected Vrrrtage 2LE Participants SC NonRe’,rcientialSales (kwh) for rate pr”iot

20 El Revenue Rr’qurremertt Vivtarte 2 TrUe-up Non-Residential Rider El (cents per kwh)

92 Exhibit 1, Line 30
35 Exhibit) Line 29

18/line 19 • lIlt

$ 1,510615

9,660,613,125
0.0174 Appiicoti

21 Costs to be Recovered for Vrntage 3 True-vp. Liritage 368 Participant

22 Projected VirtTage 3 EE ParT.c’pante so Nov-ttesidential Soles (kwh) for rate perrot

23 El Revenue Requirernrrtrt Vintage 3 Trueup Nau-Residerrtiaf Rider EE (cents per kWh)

V3 Evtribit 1, Line 2?

05 Exhibit 3, line 25

Line 21/Line 22’ 100

$ 13,479,257

3,656 764,337

0.1211 Applicati

24 Costs tube Recovered br Vintage 3 Truirup - Vivtagr’ 3 DSM Particrpani

25 Projected Vintage dOOM Patricipants SC NonResidential Sales (kwh) for rate periot

26 D0M Rr’eovoe Requirement Vintage 3 Trur’up Non-Residential Rider EE (cents per kWh)

311 Eelrubrt 1. Line 27

85 Evhibit 3 Live 25
Line 24/Litie 25 • 11)0

$ 2,501,818
8,008,674 420

0.0312 Applicati

Non-Residential Billing Factors for Rider 5 Prospective Components

27 Total Vintage 3 Prospective El Revenue Requiri’moet -Vintage 311 Participant

28 Prolerted Vintage dEl Participants SC Non-Resider,t.al Sales )kwhl for rate periot

29 El Revirnae Rrrquirevrenr Vintage V Inst Revenues Non-Residentiai Rider El (cents pe kWft)

V3 Exhibit 3, Lien 27
55 Eubibif 3, Line 25
Litre 27/Line 28 • 100

$ 650,543
8,656,764,337

0.0075 Applicoti

30 Total Yrnto$e 4 Prospective EE Reveorur’ Rrrquirerrrerrt - Vintage 4 El P.orticipaoi

31 Prnivcted Vintage lEE Participants SC Nvn.tlrtsidential Saies )kwhl for rate per:a
42 08 Revenue Requirement Vintage 4 Lost Reveeues Non-Residential Rider El (cents per kWh)

V4 Exhibit 1, Line 6
ff5 Exhibit), Live 25
Life 30/Inc 31 • 100

$ 1,339,288
6,74.1,622,797

0.0183 AppLclrti

43 Total Vintage hear 2014 Prospective EE Revenue Requirement. Vintage Year 2214 EE Participan
34 Proectr’d Vintage hear 2014 EE Participants SC Non-Residential Sales (kwh) tnr rate perior

35 El Revenue Requirement Vintage Year 2014 Lot) Revenues Nan-Residential Rider EE (cents per kwh)

Year 201-) Exhibit 1, Pg. 2. Line?

Year 2014 InhibitS, Pg 2, Litre P
Line 33/Line 34 • 100

S 8,347,760

8.513,956,84t

0.0980 Applicati

36 fetal britage hear 2014 Prospective OSM Revenue Requirement ‘Vintage Year 21114 OSM Particrpao
37 Pro1eutvd Vintage bear 21114 DSM Participants SC NonResidential Sales (kwh) for tate perioc

90 0551 Rr’uenvr’ Hevuirr’itrr-nt iuinitcge Yeor 2tTJ.t - err Revenue’ Non-Residential Rider El (cents per kwh)
Total costs to hi’ ro-cnverr’d in Ridiri .lfrom tdart-Heo,arrntial Ciastarrrers

year 21i11 Exhibit 1, Pg 2, Line 1€
Year 21111 Exhibit 1, Pg. 2, Lire 12
Lion 38/Line 37 SOC

$ 1,941.542

7.9112.098.311

0.1005 Applicati

15 Costs to bit Recovered to’ Vintage 1 True-up - Vintage lEE Potticpani

10 Costt to b’ Recoucred for Vintage 2 True-op - Vintage 261 Participant

ii Casts to be Recoxereti for Vintage 3 True’uip -Vintage 3 EE Participant

24 Torts to be Recovered tnt Vintage 3 Trise.up - Vintage) OSM Partrcipani
2 t °ntor Vir-fago 3 Prospective El Revenue Requirement Vintage 3 EE Pnrtrt’par’i
311 otal Vntage 4 Prcrs)ri-ctrse EE Revenue Requirement - Vintage 411 Participant

33 Total Vintage Year 2014 Prospective El Revenue Requirement - Vintage Year 2711 11 ta-ficipan

31 Total Vintage Sear 2014 Prospective OSM Revenue Requrrement - Vintage Ye.r’ 21114 OhM Participan
Total Non-Renideot,ai Revenue Requurementr

VI Irhibir 1. Line 31

V2 Inhibit 1. Live 31

V3 Inhibit 1 Line 27

V3 Exhibit 1, Line 2?

yR Exhibit 1, Line 27
V4 Eehibit 1, Line I

Year 20)4 Inhibit 1. Pg 2, Line?

Year 201-1 Exorbur 1. Pg 2. Line 10

$ 257.879

$ 1.510,63S

S 12,479,257

$ 2901,818

$ 650543

$ i,14R,208

$ 1,347,760

5 7,941.542

33.028.701 Applrcarr

ExhIbit A

Non-Residential Billing Factors for RiderS True-Up Components

Line 4 - nr’ 10

Line 6 v Line 12
$ 40 107,122

0.6287 Applicoti
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Exhibit B
Duke Energy Carolinas. EEC Electricity No, 4

South Carolina Fifth (Proposed) Revised Leaf No. 62
Superseding South (‘arolina Fourth Re ised Leaf No. 62

RIDER FE (SC)
ENERGY FFFI(’IEN(’Y RIDER

APPIICABILIlY (South Carolina 0nl I
Sei- ice supplied under the (‘oinpan’s rate schedules is subject to approved adjustments for new energy efficiency and demand- side
management programs appro ccl by the Public Ser ice Commission of South Carolina (PSCSC). The Rider Adjustments are not
included in the Rate Schedules of the Compan and therefore. must be applied to the hill as calculated under the applicable rate,
Cost reco cry under Rider FE consists of two fi)ur-year term programs. years 2009 2013 and years 2ttI4 2017 as outlined
separately below Fhis rider applies to ser ice supplied tinder all rate schedules tbr program years 2(109 2013 but does not apply to
Rate Schedules. 01.. FL. PL. Gl and NL fbrprograni years 2014 2017.

Fhe Rider will reco er the cost of Duke Energy Carolinas’ Interruptible Sem’ ice and Stand—By (ienerator 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 2009-20 13 (Vintapes 1-4)

GENERAL PROVISIONS
This Rider will recover the cost of Duke Energy Carolinas Saye-a-Watt (“SAW”) energ efficiency and demand-side
management programs. using the method approed by the PSCSC, for programs implemented oer a 4 year period (i.e.,
comprising four 12-month program years or “Vintage Years”). In each year this Rider will include components to recover
re enue requirements related to demand—side management and energ efficiency programs implemented in that vintage, as well
as lost res enues resulting from the energ efficiency programs. Lost re enues associated with each vintage will be reco ered
for 36 months upon implementation. As a result the Rider will continue beyond the 4 year period to filly recm er lost re enues
for programs in years 3 and 4.

Revenue requirements for SAW demand-side management programs vill he determined on a system basis antI allocated to
South Carolina retail cusioniers based on the class contribution to system retail peak demand. Revenue requirements for SAW
energy efficiency’ programs will he determined on a s’. stem basis antI allocated to all South Carolina retail customer classes
based on SC retail contribution to system retail sales. Residential customers will pay ti’r the allocated cost of residential
programs: non-residiential custoniers will pay for the allocated cost of non-residential programs.

Res enue requirements will he determined on a system basis and allocated to South Carolina retail customers based on the
South Carolina retail contribution to system retail peak demand fbr demand side management programs anti South Carolina
retail contribution to system retail kWh sales ti.r 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, respecti\ ely. All allocation
factors will be based on the Company’s most recently completed cost of sen ice study utilizing the allocation method approsed
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 deternunecl 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 antI kWh impacts
are eri fled.

Participation true—ups: After the first year. the Rider will include a true—up of pre ions Rider amounts hilled to reflect actual
customer participation iii the programs.

Measurement and erification true—tip: EM&V acti ities antI results sill be included in a mid—term EM&V—based true—up
process that will be reflected in Vintage Year 3 Rider FE collections. A final FM&V trite-tip reflected in Vintage Year 6
Rider EE collections will incorporate all EM&V studies completed since the mid—term EM&V true—up. FM&V results will
include measure—le\ ci sa tngs adtustments and net—to—gross analy sis. In addition, the mid-term and final true—ups will
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Exhibit B
Duke Energy Carolinas. [[C Electricity No. 4

South Carolina FilTh (Proposed) Reised Leaf No. 62
Superseding South Carolina Fourth Re ised leaf No. 62

RIDER FE (SC)
ENERGY EFFICIENCY RIDER

incorporate the most recent EM&V results in the a oided cost true—up. the lost re enue true—up. and the earnings cap true—up.

Earnings cap true—up: In the sixth year a true up ill be hilled, if applicable, to refund amounts collected through the Rider in
excess ui the earnings cap, in accordance ith the Ibilowing le els of achie ement and allowed return on n estment.

Percentage Actual Return on ln esttnetit Cap
Irroet Achie ement on Program Costs Percentage

15%
81t%to89°/o 12%
600o tO 79% 9%

5%

DEFERMINATION OF ENERGY EFFICIENCY RIDER ADJUSTMENT
Energy Efficienc Adjusttuents I FEA) tll he applied to the energ (kilowatt hours) hilled of all rate schedules for each intage
as determined h the Ibllowing fonnula:

EEA Residential (expressed as cents per kWh ) = SAW Residential Adjustment 4 Eiisting DSM Residential Adjustment

SAW Residenttal Acljustmem = Residential A oided (‘ost Re citric Requirement + Residential lost Re enues / Forecasted
Residential kWh Sales for the Rider hilling period

Where

Residential Avoided Cost Re enue Requirement = (Residential Demand Side Management Program A oided Cost
Reenue Requirement X 75%) + (Residential Energy Efficiency Program Avoided (‘ost Reenue Requirement X 55%)

And
Existing DSM Residential Acljustnient Non-SAW Residential Program Costs / Forecasted Residential kWh Sales for the
Rider billing period

FEA Non-residential (expressed as cents per kWh ) SAW Non-residential Adjustment + Existing DSM Non-residential
Ad1ustment

SAW Non-residential Adjustment = Non-residential Avoided Cost Re critic Requirement f Non-residential lost Re ertues I
Forecasted Non—residential kWh Sales (excluding opt out sales) for the Rider billing period

Where

Non—residential A oided Cost Re enue Requirement = (Non—residential Demand Side Management Program A oided
Cost Re enue Requirement X 75°/s) 4- (Non—residential Energ Efficiency Program A oided Cost Reenue Requirement X
55%)

And
Existing DSM Non—residential Adtitstnient = Non—SAW Non-residential Program Costs / Forecasted Non—residential kWh
Sales (excluding opt out sales) for the Rider billing period

II. PROGRAM YEARS 2014-2017 (Vintapes 2014-2017)

GENERAL PROVISIONS
This Rider will rcco er the cost of new cnerg efflcienc and demand—side management programs. using the method appro ed
h the PSCSL for programs implemented over a lbitr—ear period (ic.. comprising thur 12—month program sears or “Vintage
Years”).
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Exhibit B
Duke Enero Carolinas. LLC Electricity No. 4

South Carolina Fifth (Proposed) Revised I.eaf No. 62
Superseding South Carolina Fourth Re ised I.eaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

TRUE-UP PROVISIONS
Rider amounts ill initially be deterniinecl based on estimated kW and kWh impacts related to expected customer participation
in the progi-ams. and will be trued-tip on an an nit al basis as actual customer participation and actual kW and kWh
impacts are erifiecl. The true—up ‘. ill re fleet act ual participation and EM& V results for the most recently
completed i ntage. If a customer participates in any intage of programs. the customer is subject to the true-tips for any

intage of programs in shich the customer participated.

RIDER EF OPT OU F PROVISION FOR QUALIFYING NON-RESIDENTIAL CUSTOMERS
The Rider EF increment applicable to energy efficiency programs and/or demand-side management programs ilI not he applied
to the energy charge ni the applicable rate schedule for (‘ustomers 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—
effecti e 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 “manuflicturing
industry” by the Standard Industrial Classification Manual published by the United States Go emmemit. and where more than
50% of the electric energy consumption of such establishment is used for its manufacturing processes.

[:or Customers who elect to opt out of Energ Efficiency Programs. the following provisions also apply:
Qualifying customers may opt out of the Company’s energ efficiency programs each calendar year only during the

designated annual two month enrollment period, For the Rider FE 2014 Program Year. the enrollment period begins
November I. 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.

• If a customer participates in any’ intage of energy’ efficiency programs, the customer, irrespective of future opt-out decisions,
remains obligated to pay the remaining portion of the lost i-e enues 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 FE
becoming effectie may elect to opt in to the Compan’s energy efficiency program during the first 5 business days of
March each calendar year. Customers making this election will he back-billed to the efIèctie date of the new Rider FE.

For (ustomers who elect to opt out of Demand Side Management Programs. the following pro isions also apply:

• Qualif\ing customers may opt out of the Conipany’s demand-side management program during the enrollment period
between No ember I. and December 31 immediately prior to a new Rider FE becoming effecti e on January I of (he
applicable year. (Qualifying new customers have sixty clays after beginning sen ice to opt out).

• If a customer elects to participate in a demand—side management program. the customer may not suhsequeutl choose to opt
out of demand side management programs for three years.

• Customers who elect to opt out during the two—month annual enrollment period immediately prior to the new Rider FE
becoming eliècti e may elect to opt in to the Compan’ s demand—side management program during the first 5 business days
of March each calendar year. (‘ustomers making this election will he back-billed to the efT’eciise date of the new Rider FE.

Any qualifting non—residential customer that has not participated in an energ efticiency or demand—side management program
nay opt out during any enrollnient period, and ha e no tiirther responsibility to pay Rider FE amounts associated with the
Customer’s opt out elect ion fir energ efficiency and/or demand—side management programs.
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Exhibit B
Duke Energy Carolinas. I.LC Electricity No. 4

South Carolina Fifth (Proposed) Reised Leaf No. 62
Superseding South Carolina Fourth Reised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

ENERGY EFFICIENCY RIDER ADJUSTMENTS (EFA) FOR AI.L PROGRAM YEARS
The Rider EE amounts applicable to the residential and nonresidential rate schedules for the period Januar I - 2014 through
December 31. 2014 including reenue-related taxes and utility assessments are as follows:

Residential Vintage I. 2. 3,4 0.28200 per kWh
Vintage 2014 0.3437c per kWh
Total Residential O.6257 per kWh

Nonresidential Eneru Efficieiicv Demand Side Management
Vintage I 0.0029 per kWh NA

Vintage 2 O.Ol74g per kWh NA

Vintage 3 0.1 286 per kWh 0.0312 0 per kWh

Vintage 4 0.0l53e per kWh NA

2014 Vintage* 0.0980c perkWh 0.1005 g per kWh

Total Vintage 1, 2, 3.4. 2014 0.2622 per kWh 0.131 7 per kWh

Total Nonresidential 0.39390 per kWh

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

Each factor listed under Nonresidential is applicable to nonresidential customers ho 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) shoi above for the Vintage(s) during which the customer has opted out,
skill not apply to the bill.
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Duke Energy Carolinar
Fur the PerIod February 1. 2010- December 31, 2014

Docket Nunrbet 2013.000-F

South Carolina lost Revenues Summary

Rider S Eahlbit 1

PartIcIpatIon
Sintago 1 2009 2010 2011 2 MIII 2012 2012 2013 2024 Told

Oes,drntisl

I tit’tloerfvn, Energy Arrrolo 1 04,816 $ 9,4,572 $ 7,652 0 167,200
2 Sorry Savor’ torRnu,drrtiui Cuslulenru 1,558,407 -l 559,617 370.503 6,4911,533
3 1010 lelcIrre Enoroy tfflo,rrcy md Wrottrer,earino, Atl,’ttnt,’ 22,615 10.343 9,847 72810
4 2 leroy Ettv,rouy Education Program for School’ 10.935 l’tO59 2,320 ‘13,510
5 Porno CrmryCorrpsrvon Report 52.262 52,262
6 Total Lost 000rruns $ 1,710,033 5 4,723,602 392,070 3 0,832 432

7 Smart Savor’ for Nue.Rosidrntiul Customers Ll4htlng
8 Sorer? Saner’ for Non’Pr’tidrntluf Customers Mnlort
9 Smart Saur’ for Non.Rr.sldrntisl Customers. Ofhrr Proscriptive (Process Equipment)

10 Smut Savor’’or N0n’nprldrntiaI Customers’ Energy Stat Food Serdloe Produots
12 Smart SaVer’ far tton.Rrrldrrt,aI Customers - 3IOAC
41 Smug Saurr fur lron.Orsidentiul Customers -Custom Hrhate
13 TOtal tort rovefluct

Non-Reuldentlal

22 Smart Saner’ for Non’Rrsldenttsl Customers L,Rhtirg
22 Smart Saver’ tar Nort-Residertlat Customors Motors

73 Intern Saver’ toe Non-Rosndentlal Customers’ Othor Prescriptive )Pr000ut Equipment)
24 Smart S,ver0 for Non4Oesldenttol Cultomerc - Energy Star Food Scrutor Pruducts
23 Smut Saver’ for Non-Restdertial Curtomnrs - HVAC
21, Smart Saver’ for Non’ttesiderriol Curtumrs -Custom enbarr
27 Smog Enrrgy Now
28 Total Lost Rnvooues

Vlntott 3 2009 2510 2033 1 MIII 1012 2012 2013 2014 l.titbl Tot.lI ——

Itesldoetiul

2’) Appts0000 ltruyciing

30 nnuldentlul Energvuusetsmrnts
31 Home Energy Comparison ttopoet

32 Smart Saute’ too Oetldrntlal Customers

33 tow t050me Energy EtOc,ensy and Wealtrerloatioe Anoissance
34 Energy Efficienoy Eduration Pru4ram toe Sohools

39 ttpsidenturf Retrofit Pilot

36 Total tort Revenues

Noe’Rerldeotlat

17 SmerO Sauet’ fur Noe.Irosldontlal Customers UghtIng

38 Sorraot Sanrt tnt Non’Resldentlal Customers Motors

33 Smut Savor’ for Noe-Rs’sidentlal Cuslomeas ‘Other Pee000lptcoe Process Equipsoerti)

40 Smut Sanere tm Noe’Resldeotl.t Custossrors ‘Energy Stat Food ServIce Peodocto
41 Stout Saner’ tot Nosr.Oerlid.rrnlal Cautoorees ‘6000

42 Smut Sauce’ toe Non Itesideetlet Crcsrmrters ‘Custom Rebate

43 SorrutEoergyNom

-94 Total 6050 Oecneurs

S 9,705
66.876

3,736.073

1,073,766

1(5,017

2009 2010 2011 S MIII 2012 2017 1023 201434 Outs)

Residential

_________________________________

0’. opsbancoRevycl’og

46 Itesideetal EnrrgyAusrssmertt

47 flame Enetgy Compatlar Report

48 Smart Sauce’ toe eerlaert,sl Cultomrrr

4n Lrwmebome Eerily Rtntiencoard Weslher,smt,oe As0,startr

50 Energy Etnoieooy cduo,-tr,nt. P1041cm tar Schools

55 total tart Reoccurs

O 131.167 5 101,307

9.5,014 ‘4,013

f5T.R35 765 035
093,119 193,167

62,123 82,123

$ t,440.552 3 1 440.552

2009 39,10 bIt I MIt. Onto turn tori total,,

Nor’Oerldsnsiol — 1003 2010

371,532 5
12.493

2,972
26.052

55921
509,552

7011

547,624
29,0112

0,015
47,252

.00 076
2 125 207

2052 7015 2014I MIII 2012

00,966
0.010

516
‘(.942

.9769
56.104

totul

0 1.4911.704
36.913

0,7S4

77Ev?
164.755

1,090.363

Rrt,drrtlcl

04 Renianrtial Er000y Atarrsmnrtc 04,136 5 151.236 011.166
35 Smart SaInt’ toe Residential cvntomrmu 2 765,025 3 .965 900 2 92v,274
16 Low locomrgrerly Efficleecy and Wnnthrriontlor, 005irlar,ve t.409 4.1(6 2,359
17 Erercy cftitir’rty Educotlue Prooram for Svhuulc 03,016 26,917 19,422
Itt Resldrntlal Retrofit Pilot 477 1.0151 921
19 liOotr EenrgyCon,pvrisor Oppart 73,766
20 Total Lust Revenues 5 1,310254 0 4.524.800 1 3,039 365

2009 2010 2515 tMtIe2Ol2 2012 lan.Ave2OIl

6 336,905

33,653

9,032
71,923

121,464

589,007

O 283,039
1,052,814
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61,395
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8 9,482,339
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3 1,454,120
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2.570.331

3 3919,042 $
79,536

9,150
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379,60.0

1106,419

440,102
53.266

0,019
32,894

79.1 415

790,905

S 15,285 5
70,243

5.085,313

51,037

‘“$ 3,750,275 0 2,241,858 S —

2009 2010 2012 3 MLII 2012 2012 2013 2014 (a) (II)

44949
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4,970,8S3
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22,523

la,537

55621
319 315

8 027,155

$ 546,738
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2 71.6,340 2
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9114 920

49,20S
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454,574

1,582,503
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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 
 

 
 

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: 
 

• Mass media/advertising 
o Major TV broadcast media filmed and aired Program collection crews making home 

appliance pickups in both states.  
• Public relations 
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Appliance Recycling Program 
 

o 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. 

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

• Retail marketing/promotions. 
o 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:   
 

• Bill Inserts  
o 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  

o Planned for 2013 
• Newspaper ads and advertorials 
• Residential opt-in email blasts 
• Direct mail with refrigerator magnet 
• Digital marketing 

o Web banner ads and internet radio  
 

The marketing campaign accentuates the following key messages: 
 

• 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.  

• 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. 

• JACO will remove the old working unit and dispose of it in an environmentally safe way. 
• 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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Appliance Recycling Program 
 
G. Appendix 

 
Appliance Recycling Program – web pages  
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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  
 

 
 
 
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 
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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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Energy Efficiency Education Program for Schools  
 

 
 

• 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 
• 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 
• 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.  
• “The Energized Guyz” performance was well-received by the students and got children excited about 

and focused on receiving their Energy Efficiency Starter Kit.  
• Every staff person we spoke with indicated that The National Theatre for Children was “wonderful” to 

work with.   
• 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 participated 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 
• 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.  
• Inform troupes that slowing their rate of speech1 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 minute2.   

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

• 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.   

                                                           
1 “Spot 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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Executive Summary 
 

 

A. Description 
 
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 
Assistance Program  

EE Residential  

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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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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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. 
 

 
 

 
 
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. 
 

• 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. 

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

 
  
CFL Agency Card (Back) 
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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 
 

 
 
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): 
 
• 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.  
 

• 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: 

 

• Lighting worksheet (Excel) 
 

• Variable Speed Drive (VFD) worksheet (Excel) 
 

• Compressed Air worksheet (Excel) 
 

• Energy Management System (EMS) worksheet (Excel) 
 

• 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 
 

 
 
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 
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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 
 

 
 
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. 
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Non-Residential Smart $aver Prescriptive Incentives 

Table 1. VFD kWh and kW Savings by Size and Type 
 

HP \ Type HVAC Process 

 kWh/VFD kW/VFD kWh/VFD kW/VFD 

1.5 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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Non-Residential Smart $aver Prescriptive Incentives 

 

Figure 1. Comparison of Filed Savings with Updated Engineering Estimates 
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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 
 

 
 
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: 

• June 29 
• July 9, 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 enrollment 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.  
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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 
Fixed Cycle 0.64 0.69 

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: 
 

• 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. 

• 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 
 
 

 

June 2012 email 
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PowerShare®  
 

 

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  
 

 
 
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: 

• Up to 12 months of energy usage history 
• Pie chart breakdown of where energy is being used 
• Comparison of their energy usage to similar homes  
• 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 
 

 
 
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 enrollment 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: 
 

• 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. 

• 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 participation 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.  
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G.  Appendix 
 
Personalized Energy Report - Cover Letter 
 

 
  
Personalized Energy Report Bulb - Packaging Postcard 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Personalized Energy Report - Survey 
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Home Energy House Call E-mail Message 
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Home Energy House Call Direct Mail Message (January – September) 
 
 
 

 

 

 

 

 
 
 
 
 
Home Energy House Call Direct Mail Message (September – Present) 
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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.  

2. Electric Water Heater Wrap and Insulation for Water Pipes.   
3. Electric Water Heater Temperature Check and Adjustment.  
4. Low-Flow Faucet Aerators - Up to three low-flow faucet aerators.  
5. Low-Flow Showerheads - Up to two low-flow showerheads.  
6. Wall Plate Thermometer.  
7. 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. 

 
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 
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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: 

• Direct mail 
• 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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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 
 

 
 
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.  It is 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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• installation recommendations  
• anticipated energy savings and payback 
• estimated installation cost 
• 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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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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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: 

• Improved customer experience  
• Advanced inventory management 
• Simplified program coordination 
• Enhanced reporting  
• Increased program participation 
• 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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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 HVAC 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 
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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 Utilities 
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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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 fulfillment 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 HVAC 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 
enrollment 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 
• 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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• The Company wants to grow the portfolio to include specialty bulbs in their promotional offer. 
TecMarket Works agrees with this expansion of program offerings. 

• Consumer education is an area for potentially enhancing CFL acceptance and adoption. 

From the Participant Surveys 
• Overall program and CFL satisfaction levels are very high, and overall the Company’s satisfaction 

is high. 
• 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. 

• 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. 

• 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. 

• 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 
• Overall satisfaction with the Company across all non-participants surveyed averaged 8.5 out of 

10.  A high score. 
• The most prevalent reason for not participating in the Program was because customers did not 

find the offer compelling enough to take action. 
• 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. 

• 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 
• Average wattage of a replaced incandescent is 64.5 watts. 
• A first year installation rate of 67.2% was reported, with an ISR of 80.0%. 
• 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. 
• 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)1 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 
• 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.  

• 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. 

                                                           
1 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 
• 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. 

• Trade allies mentioned inverter heat pumps and ductless mini-split systems should also be 
considered for the Program. 

Key Findings from the Participant Surveys 
• Customers who participated are generally very satisfied with the HVAC Smart $aver Program. 

o 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 efficiency2).  A large majority (81.8%) could not 
name a “least favorite” aspect of participating in Smart $aver. 

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

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

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

• 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). 

o Trade allies are especially important for larger installations (multiple rebate households). 
o 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%). 
• Customers are also generally very satisfied with the Company: 

o 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 
 

 
 
 
CFL – Bill Message 
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CFL – Bill Insert 
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CFL – Direct Mail Campaign Targeting New Customers 
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CFL– Direct Mail Campaign Targeting Spanish-Speaking Customers 
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CFL – Newspaper Advertisements 
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CFL Property Manager Channel – State Landing Page Promotion 
 

 

  

 

 

 
 
 
 
 
 
 
 
 

 
CFL Property Manager Channel – Web Page 
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CFL Property Manager Channel – Direct Mail Promotions  
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 

SACE 1st Response to Staff 
008830



Residential Smart $aver® 
 

 
 

Residential HVAC – Online State Landing Page Promotions 
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Residential HVAC – Online Services Promotions 
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Residential HVAC – Email Message 
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Residential HVAC – Direct Mail Promotions 
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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 I-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 

 

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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