SACE 1st Response to Staff
011209

BEFORE
THE PUBLIC SERVICE COMMISSION OF
SOUTH CAROLINA

PUBLIC VERSION

Inre: )

) DUKE ENERGY CAROLINAS,
Application of Duke Energy Carolinas, LLC ) LLC’S APPLICATION FOR
For Approval of Rider 3 ) APPROVAL OF RIDER 3

)

Duke Energy Carolinas, LLC (“the Company or Duke Energy Carolinas™)
respectfully requests that the Public Service Commission of South Carolina
(“Commission”) approve its application for Rider 3 to recover estimated costs related to
Vintage 3 and the second year of estimated lost revenues related to Vintage 2, and to
collect additional amounts due related to the true-up of Vintage 1 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 3 also includes a component to recover
South Carolina’s retail share of program costs associated with the Company’s

Interruptible Service and Stand-By Generation programs (“Existing DSM Programs”)™.

BACKGROUND

1. A modified Save-A Watt cost recovery mechanism for energy efficiency
and demand side management programs was approved by the Commission in Order No.
2010-79, Docket No. 2009-226-E. The compensation model provided that the revenue
requirements for Duke Energy Carolinas’ energy efficiency (“EE”) and demand side

management ("DSM") programs recover (a) 75% of the Company's annual avoided

! Order No. 2010-79, p. 17 & 66.
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capacity costs savings applicable to DSM programs, (b) 55% of the net present value
("NPV") avoided energy and capacity costs applicable to EE programs, and (c) lost
revenues for EE programs only.> Duke Energy Carolinas recovers its program costs for
the Existing DSM Programs as a separate component of the proposed Rider 3.

2. The Company’s Save-A-Watt recovery mechanism also employs a vintage
year concept where a vintage year is defined to be the period in which a specific DSM or
EE measure is installed for an individual participant or a group of participants. For EE
programs, customers may decide each year whether they will enroll (or re-enroll) in the
Company’s portfolio of EE programs for each successive vintage year. In this
application, the proposed Rider 3 includes revenue requirements from Vintages 1, 2, and
3. Vintage 1 covers the period of February 1, 2010 through December 31, 2010.
Vintage 2 covers January 1, 2011 through December 31, 2011. Vintage 3 covers January
1, 2012 through December 31, 2012.

3. The Commission approved Rider EE Vintage Year 1 in Order No. 2010-
79.° In Order No. 2010-853, Docket No. 2010-299-E, the Commission approved Rider
EE Vintage 2 for Vintage Year 2; and a rider that allowed the Company to recover the

second year of Vintage 1 lost revenues for non-residential energy efficiency participants.®

2 Order 2010-79, p. 67.

3 Order No. 2010-79, p. 17 & 66.

Vintage 0 revenue requirements covering the period of June 1, 2009, through January 31,
2010, are addressed in a separate application.

> Order No. 2010-79, p. 69 & 74.

6 Order No. 2010-853, p. 1.
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4, Following are the approved rates for Rider EE Vintage 1 and Vintage 2:

Vintage 1 Vintage 2
(cents/KWh) (cents/KWh)
Residential Rider EE 0.1736 0.2697
Non-Residential Rider EE 0.0195 0.0401
Non-Residential Rider DSM 0.0360 0.0596

In Order No. 2010-853, the Commission also approved a rider of 0.0011 cents/KWh to
recover the second year of Vintage 1 lost revenues for non-residential energy efficiency

participants.’

RIDER 3 REQUEST

5. The revenues Duke Energy Carolinas proposes to recover under the
proposed Rider 3 follow:
° $20,732,726 for Residential Customers® and
° $14,696,700 for Non-Residential Customers.®
6. For Rider 3, the billing factors were separated to reflect customer
participation in EE programs, DSM programs, or both EE and DSM programs. The
proposed Rider 3 billing factors include prospective and true-up components.’® Based on
the total costs to be recovered under the proposed Rider 3, the billing factors applicable to
South Carolina customers for the billing period January 1, 2012, through December 31,

2012, would be as follows:

’ Order No. 2010-853, p. 2.

s Exhibit B, Residential line 3.

S Exhibit B, Non-Residential Billing Factors. See also Exhibit 1, Line 27, and Exhibit 9, Lines 21 &
26.

10 Exhibit 9 and Exhibit 1.
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Residential Billing Factors

¢ / kWh

Residential Billing Factor for Rider 3
Prospective Components

0.0857

Residential Billing Factors for Rider 3
True-Up Component (Vintage 1)

0.2284 *?

Residential Rider 3 (Total)

03141 B

Non-Residential Billing Factors for
Rider 3 Prospective Components

¢/ kWh

Vintage 1 EE Participant

0.0006

Vintage 2 EE Participant

0.0052 P

Vintage 3 EE Participant

0.0495 *°

Vintage 3 DSM Participant

0.0742 ¥/

Non-Residential Billing Factors for
Rider 3 True-Up Component
(Vintage 1)

¢/ kWh

Vintage 1 EE Participant

0.0187

Vintage 1 DSM Participant

0.0140 ©

The proposed tariff sheet for Rider 3 is attached as Exhibit A. A summary of the

calculations used to determine these billing factors and the revenue requirements for

Rider 3 is attached as Exhibit B. The supporting calculations for Exhibit B for Vintage

1 are attached as Exhibits 1 through 8 and for Vintages 2 and 3 are Exhibits 9 through

14.

7. Attached as Exhibit C is Duke Energy Carolinas EE and DSM Vintage 1

Program Overview, which provides a description of each program offered during Vintage

11
12
13
14
15
16
17
18
19

Exhibit 1, Line 15.
Exhibit 9, Line 13.

Exhibit B,
Exhibit B,
Exhibit B,
Exhibit B,
Exhibit B,
Exhibit B,
Exhibit B,

Residential Line 5.
Non-Residential Line 3
Non-Residential Line 6.
Non-Residential Line 9.
Non-Residential Line 12.
Non-Residential Line 15.
Non-Residential Line 18.
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1. It also includes updates on the performance of the EE and DSM programs for Vintage

RIDER 3 CALCULATION

8. The Rider 3 calculation allows Duke Energy Carolinas to recover the cost
of its Save-A-Watt EE and DSM programs for programs implemented over a four year
period. Rider 3 includes components to recover revenue requirements related to DSM and
EE programs implemented in Vintage 3, lost revenues resulting from the EE programs,
and includes a true-up of Vintage 1. Lost revenues associated with each Vintage year are
recovered for 3 years. Exhibit A.

0. Revenue requirements for Save-A-Watt DSM programs are determined on
a system basis and allocated to South Carolina retail customers based on the class
contribution to system retail peak demand. Revenue requirements for Save-A-Watt EE
programs were determined on a system basis and allocated to all South Carolina retail
customer classes based on South Carolina retail contribution to system retail sales.
Residential customers pay for the allocated cost of residential programs and non-
residential customers pay for the allocated share of non-residential programs. The cost of
the Existing DSM Programs is recovered based on the cost of bill credits and amounts
paid to customers participating in these programs. Revenue requirements for EXxisting
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.®’ The
allocation factors used to determine South Carolina’s portion of avoided costs for Vintage

1 are provided in Exhibit 4 and for Vintage 3 in Exhibit 13.

20 Exhibits 3 and 12.
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10.  Avoided energy and capacity costs (per MWH and per MW-Year,
respectively) remain fixed until the evaluation, measurement, and verification (“EM&V”)
true-ups occur.? Vintage Year 3 includes the mid-term EM&V true-up process that
incorporates the most recent available EMV results.??  The avoided cost revenue
requirements were updated to reflect current information related to participation and the
EM&V results for certain EE and DSM programs being offered in Vintage 3.% The
Company is in the process of testing its DSM programs to verify the MW reductions
available. While current estimates show the Company can achieve approximately 500
MW?’s of reduction from non-residential programs, Duke Energy Carolinas is in the
process of performing EM&V on its residential DSM program to validate the MW
reductions. However, due to the complexity of this EM&V, results will not be available
until the end of 2011.

11. The proposed Rider 3 billing factors are based on the method approved by
the Commission in Order No. 2010-79. The formula is designed to provide Duke Energy
Carolinas with jurisdictional revenues to recover avoided energy and capacity costs and
lost revenues and includes an earnings cap provision. Existing DSM Programs are a
separate component of the proposed Rider 3.%* The proposed rider also reflects the opt-
out provision for industrial customers.?®> The calculation of each component of Rider 3 is

discussed in further detail below.

2 Order No. 2010-79, p. 17 and Order Exhibit 1, p. 19.
2 Order No. 2010-79, p. 67-68.
2 Exhibit 10.

# Order No. 2010-79, p. 17. Existing DSM Programs’ costs are a separate component. Recovery of

Existing DSM costs is based on traditional program cost recovery and recovered from all native
load customers. Order No. 2010-79, p. 66-67.
» Order No. 2010-79, p. 18.
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A. Avoided Costs Component

12. Load impacts, avoided cost revenue requirements and lost revenues by
program were estimated for costs related to Vintage 3 for the period January 1, 2012,
through December 31, 2012.?® They were also examined to true-up Vintage 1 for the
period February 1, 2010 through December 31, 2010.% The avoided costs revenue
requirements were updated to reflect the difference between estimated and actual
participation in EE and DSM programs for Vintage 1.2

13. Estimated revenues to be collected were based on achieving 85% of the
avoided costs savings target through December 31, 2012.%° 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 the
industrial customers may opt out of the DSM and/or EE components of Rider EE,*® the
total non-residential revenue requirement reflects the elections made by eligible
customers not to participate in Vintages 1, 2 or 3.%

14.  The Company estimated participation results and the associated kW and
kWh reductions for each EE and DSM program or measure to be offered during Vintage
3.% Based on estimated participation and kW and kWh savings to be achieved during

Vintage 3, and the fixed avoided cost per MWh and MW-Year, the Company calculated

2 Exhibit 10.

7 Exhibit 2.

2 For Vintage 1, the Energy Efficiency Education Program for Schools includes a minor calculation
error the effect of which is to over-state slightly the participation in that program for the Vintage 1
period. The Company will address this issue and provide an adjustment to the Residential EE rate
in the Vintage 4 filing in 2012.

2 Exhibit 9, Lines 8, 20, and 23.

% Order No. 2010-79, p. 68-69.

3 Vintage 2 opt-out impacts are used to estimate Vintage 3 participation because the enrollment
period for Vintage 3 has not yet occurred.

% Exhibit 10.
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the avoided cost revenue requirements for residential and non-residential customers.®
Projected South Carolina retail kWh sales used in the rate per kWh computation were
updated to reflect the Summer 2011 sales forecast and estimated impacts of opt-out
elections.*

B. Lost Revenue Component

15. Lost revenues are calculated on a state-specific basis because they reflect
the under-collection of state-specific costs. The calculation of lost revenues by programs
is provided in Exhibit 11. Duke Energy Carolinas will collect 36 months of lost
revenues associated with Vintage 3 participation to the extent that such amounts would
not be recovered through base rates proposed in the Company’s base rate case to be filed
in August in Docket No. 2011-271-E.

16. Lost revenues associated with Vintages 1, 2, and 3 were calculated for the
period of January 1, 2012 through December 31, 2012, and have been incorporated into
the Rider 3 revenue requirements. Lost revenues were updated® to reflect current SC
retail rates and to reflect the primary rate schedules for which kWh savings are being
achieved. The update includes lost revenues for one month for Vintage 1, lost revenues
for the second year of Vintage 2, and lost revenues for the first year of Vintage 3.

C. Mid-Term True-Up

17.  The mid-term true-up incorporates the most recent available EM&V
results to update assumptions and to revise planned spending, savings, and projected
revenue and projected kW and kWh impacts. The mid-term results are used to determine

future Rider EE amounts for billing remaining Save-A-Watt vintages. Duke Energy

3 Exhibit 9.
i Exhibit 5 & Exhibit 14.
% Exhibit 11.
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Carolinas included measure-level savings adjustments and net-to-gross analysis in the
mid-term true-up. The mid-term true-up incorporates the latest, finalized EM&V results
in the avoided cost true-up, the lost revenue true-up, and the earnings cap true-up. The
final EM&V true-up in year 6 will incorporate all EM&V studies on a net-to-gross results
and measure-level savings completed since the mid-term true-up.*®

18. Duke Energy Carolinas calculated the Vintage 1 True-Up of avoided
costs, kW and kWh impacts,®” lost revenues,® and billing factors*® using actual
participation and any EM&YV results applicable to Vintage 1. The Vintage 1 True-Up
compares collected revenues* using estimated participation to the earned revenue
requirements using actual participation and EM&V as applicable. Duke Energy Carolinas
applied EM&V results prospectively, since no EM&V results were received during
Vintage 1. The original kW and kWh impacts per measure were used along with actual
participation to compute earned revenue requirements. Information on the actual program
costs for Vintage 1 is provided in Exhibit 7. In Rider 3, over/under collection for
Vintage 1 is accounted for through the Vintage 1 True-up. *

19. The Company will use EM&YV to update the estimated impacts from the first
vintage of programs. Initial EM&V results shall be applied retrospectively to program
impacts that were based upon estimates derived from industry standards. Accordingly, in
its Vintage 4 application in 2012 for all EE programs, with the exception of Non-

Residential Smart$aver Custom Rebate Program and Low Income Energy Efficiency and

% Order No. 2010-79, p. 67-68 & Order Exhibit 1, p. 20.
s Exhibit 2.
%8 Exhibit 2.
» Exhibit 2.
“0 Exhibit 8.
41 Exhibit 1.
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Weatherization Assistance Program, EM&V results shall be applied retrospectively to the
beginning of the program offering. Subsequent EM&V results, if any, will then be
applied prospectively, superseding older EM&V results as of the first day of the month
immediately following the month in which the study participation sample for the EM&V
was completed.

20. This true up process will not apply to the Non-Residential Smart$aver
Custom Program because the EM&V process for this program is fundamentally different
than other EE programs. This program offers custom energy efficiency measures that are
not readily available or have not yet been evaluated by the Company. As such, each
project and impact for the Non-Residential Smart$aver Custom Program is unique,
requiring a distinct EM&V plan which prevents EM&V from being applied
retrospectively to this program. Thus, EM&V for the Non-Residential Smart$aver
Custom Program will only be applied on a going-forward basis from the EM&V sample
period. Additionally, EM&V will be applied differently for the Low Income Energy
Efficiency and Weatherization Assistance Program because the Company did not offer it
to its customers. Instead, the State Energy Offices offered similar services to this
program as part of the American Recovery and Reinvestment Act. Duke Energy
Carolinas will therefore likely replace this program with a new Neighborhood Low
Income Program. Because this program was not offered to customers there will not be
EM&YV impact evaluation results to apply retrospectively. As such, once EM&V has
been performed on the new Neighborhood Low Income Program, it will be applied
retrospectively, beginning with the first day the Neighborhood Low Income Program is

approved.

10
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21. Additionally, for all new programs and pilots not offered as part of the
Company’s original EE and DSM program portfolio, the Company will apply EM&V
using initial estimates of impacts until Duke Energy Carolinas has valid EM&YV results.
The initial EM&V results will then be applied retrospectively to the beginning of the
program or pilot. Subsequent EM&YV results, if any, will then be applied prospectively,
superseding older EM&YV results.

22. Duke Energy Carolinas has incorporated EM&V results into the Vintage 3
estimates as part of the mid-term true-up. As new EM&YV results become available, they
will be utilized until they are superseded by new EM&YV results, if any. New EM&V
results will be applied for the purposes of truing up vintages as of the first day of the
month immediately following the month in which the study participation sample for the
EM&V was completed.

23. Revenue requirements were also adjusted according to the earnings cap
approved in Order No. 2010-79. Adjustments were made to limit actual revenue
requirements for completed vintages to an amount that results in earnings that do not
exceed the allowed level. The amount of allowed earnings for Vintage 1 is based upon a
percentage of program costs. The specific percentage is associated with the Company’s
level of achievement of Save-A-Watt target results. The earnings cap calculation for
Vintage 1 compares actual earnings based upon a percentage of program costs to those
earned through avoided cost revenues. The earnings cap calculation is provided in

Exhibit 6.

11
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E. Calculation of Revenue Requirement and Billing Factors

24, Based on the results of the programs to date and the Company’s latest
estimates of future program impacts, Duke Energy Carolinas calculated the residential
revenue requirement of $20,732,726 and the non-residential revenue requirement of
$14,696,700. The revenue requirements were divided by the projected South Carolina
sales (kWh) for the rate period to calculate the residential and non-residential billing

factors as illustrated in Exhibit B.*

CONCLUSION

Based on the foregoing, the Company respectfully requests that the Commission
grant its application seeking approval of Rider 3 as described in its application.
Additionally, the Company requests that the Commission allow the proposed rate to be
put into effect without notice and hearing pursuant to S.C. Code Ann. Section 58-27-
870(F). The proposed rates do not require a determination of the entire rate structure and

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

42 Exhibit 5 and Exhibit 14.

12



Dated this 11™ day of October 2011.

SACE 1st Response to Staff
011221

Timika Shafeek-Horton

Deputy General Counsel

Duke Energy Corporation

550 South Church Street, DEC45A
Charlotte, North Carolina 28201
Telephone: 704-382-6373
Timika.shafeek-horton@duke-energy.com

and

Robinson McFadden & Moore, PC

%W

Frank R. Ellerbe, i

Bonnie D. Shealy

1901 Main Street, Suite 1200
Post Office Box 944

Columbia, South Carolina 29202
Telephone  (803) 779-8900
FEllerbe@Robinsonlaw.com
BShealy@Robinsonlaw.com

Attorneys for Duke Energy Carolinas, LLC

13
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BEFORE
THE PUBLIC SERVICE COMMISSION OF
SOUTH CAROLINA

Inre: )

) DUKE ENERGY CAROLINAS,
Application of Duke Energy Carolinas, LLC ) LLC’S REQUEST FOR APPROVAL
For Approval of Rider 3 ) OF RIDER 3

)

LIST OF EXHIBITS

Exhibit A Proposed Tariff Sheet for Rider EE

Exhibit B Summary of Calculations for Rider EE Exhibits and Factors

Exhibit 1 Vintage 1 True-Up - Calculation of True-Up

Exhibit 2 Vintage 1 True-Up - Load Impacts, Avoided Costs Revenue Requirements
and Lost Revenues by Program

Exhibit 3 Vintage 1 True-Up — Existing DSM Program Costs

Exhibit 4 Vintage 1 True-Up — Allocation Factors

Exhibit 5 Vintage 1 True-Up — Forecasted kWh Sales

Exhibit 6 Vintage 1 True-Up - Earnings Cap Calculation

Exhibit 7 Vintage 1 True-Up - Actual Program Costs

Exhibit 8 Vintage 1 True-Up — EE Rider Revenue Collected

Exhibit 9 Vintage 3 — Calculation of Prospective Amount

Exhibit 10 Vintage 3 — Load Impacts, Avoided Costs Revenue Requirements and Lost
Revenues by Program

Exhibit 11 Vintage 3 — Lost Revenue

Exhibit 12 Vintage 3 — Existing DSM Program Costs for 2012

Exhibit 13 Vintage 3 — Allocation Factors

Exhibit 14 Vintage 3 — Forecasted kWh Sales

Exhibit C - Duke Energy Carolinas EE and DSM Vintage 1 Program Overview
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BEFORE
THE PUBLIC SERVICE COMMISSION OF
SOUTH CAROLINA

Inre: )

) DUKE ENERGY CAROLINAS,
Application of Duke Energy Carolinas, LLC ) LLC’S REQUEST FOR APPROVAL
For Approval of Rider 3 ) OF RIDER 3

)

Exhibit A

Proposed Tariff Sheet for Rider 3
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Duke Energy Carolinas, LLC Exhibit A
Electricty No. 4
South Carolina Second (Proposed) Revised Leaf No. 62
Superseding South Carolina First Revised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

APPLICABILITY (South Carolina Only)

Service supplied under the Company’ s rate schedules is subject to approved energy efficiency adjustments over or under the Rate
set forth in the approved rate schedules for energy efficiency programs approved by the Public Service Commission of South
Carolina (PSCSC).

GENERAL PROVISIONS

This Rider will recover the cost of Duke Energy Carolinas Save-aWatt (“SAW") energy efficiency and demand-side
management programs, using the method approved by the PSCSC, for programs implemented over 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
revenue requirements related to demand-side management and energy efficiency programs implemented in that vintage, as well
as lost revenues resulting from the energy efficiency programs. Lost revenues associated with each vintage will be recovered for
36 months upon implementation. As a result the Rider will continue beyond the 4 year period to fully recover lost revenues for
programsin years 3 and 4.

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

The Rider will recover the cost of Duke Energy Carolinas’ Interruptible Service and Stand-By Generator programs (“Existing
DSM Programs”) based on the cost of hill 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.

All alocation factors will be based on the Company’s cost of service study and will exclude the amounts related to
customers that elect to opt out of this Rider.

TRUE-UP PROVISIONS

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

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

Measurement and verification true-up: EM&YV activities and results will be included in a mid-term EM&V-based true-up
process that will be reflected in Vintage Year 3 Rider EE collections. A final EM&V true-up reflected in Vintage Year 6
Rider EE collections will incorporate all EM&V studies completed since the mid-term EM&V true-up. EM&YV results will
include measure-level savings adjustments and net-to-gross analysis. In addition, the mid-term and final true-ups will
incorporate the most recent EM&V resultsin the avoided cost true-up, the lost revenue true-up, and the earnings cap true-up.

Earnings cap true-up: In the sixth year a true up will be billed, if applicable, to refund amounts collected through the Rider in
excess of the earnings cap, in accordance with the following levels of achievement and allowed return on investment.

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

Rider amounts for Existing DSM Programs initially will be estimated program costs for the calendar year and will be trued-up to
actual a subsequent rider.

South Carolina First Revised Leaf No. 62
Effective for service on and after January 1, 2012
PSCSC Docket No., Order No.
Page 1 of 3
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Duke Energy Carolinas, LLC Exhibit A
Electricty No. 4
South Carolina Second (Proposed) Revised Leaf No. 62
Superseding South Carolina First Revised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

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

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

SAW Residential Adjustment = Residential Avoided Cost Revenue Requirement + Residential Lost Revenues / Forecasted
Residential kWh Sales for the Rider billing period
Where
Residential Avoided Cost Revenue Requirement = (Residential Demand Side Management Program Avoided Cost
Revenue Requirement X 75%) + (Residential Energy Efficiency Program Avoided Cost Revenue Requirement X 55%)

And
Existing DSM Residential Adjustment = Non-SAW Residential Program Costs / Forecasted Residential kwWh Sales for the

Rider billing period

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

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

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

ENERGY EFFICIENCY RIDER ADJUSTMENTS (EEA)

As aresult of the Commission’s Order No. in Docket No. the EEA applicable to the residential and
nonresidential rate schedules for the period January 1, 2012 through December 31, 2012, including revenue-related taxes and
utility assessments, are as follows:

Residential 0.3141¢ per kWh

Nonresidential
Energy Efficiency = Demand Side Management

Vintage 1 True-up 0.0187¢ per kWh 0.0140 ¢ per kWh
Vintage 1 Lost Revenues 0.0006¢ per kWh NA
Vintage 2 Lost Revenues 0.0052¢ per kWh NA
Vintage 3 0.0495¢ per kWh 0.0742¢ per kWh

Each factor listed under Non-residential is applicable to non-residential customers who are not eligible to opt out and to eligible
customer who have not opted out. |f anonresidential customer has opted out of a Vintage(s), then the charge(s) shown above for
the Vintage(s) during which the customer has opted out, will not apply to the bill.

OPT OUT PROVISION FOR QUALIFYING MANUFACTURING CUSTOMERS

South Carolina First Revised Leaf No. 62
Effective for service on and after January 1, 2012
PSCSC Docket No., Order No.
Page2 of 3
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Duke Energy Carolinas, LLC Exhibit A
Electricty No. 4
South Carolina Second (Proposed) Revised Leaf No. 62
Superseding South Carolina First Revised Leaf No. 62

RIDER EE (SC)
ENERGY EFFICIENCY RIDER

The Nonresidential EEA increment applicable to energy efficiency programs and/or demand-side management programs will not
be applied to the energy billed to the Customer under the applicable nonresidential rate schedule for Customers qualified to opt
out of the programs where:

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

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

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

e Qualifying customers may opt out of the Company’s energy efficiency programs each calendar year only during an nnua
two month enrollment period beginning January 1 and concluding March 1.

e 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.

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

For Customers who elect to opt out of Demand Side Management Programs, the following provisions also apply:
e Quadlifying customers may make a one-time election for the 4 year plan to opt out of the Company's demand-side
management programs within 60 days after the effective date of new rates and charges approved by the PSCSC in Docket
No. 2009-226-E.
e |f acustomer eects to participate in a demand-side management program, the customer may not subsequently choose to
opt out of the program for the remaining term of the 4 year plan.

South Carolina First Revised Leaf No. 62
Effective for service on and after January 1, 2012
PSCSC Docket No., Order No.
Page3 of 3
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BEFORE
THE PUBLIC SERVICE COMMISSION OF
SOUTH CAROLINA

Inre: )

) DUKE ENERGY CAROLINAS,
Application of Duke Energy Carolinas, LLC ) LLC’S REQUEST FOR APPROVAL
For Approval of Rider 3 ) OF RIDER 3

)

Exhibit B

Summary of Calculations for
Rider EE Exhibits and Factors
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Duke Energy Carolinas
DSMY/EE Cost Recovery Rider 3 Exhibit B
Exhibit Summary for Rider EE Exhibits and Factors

Residential Billing Factor

1 Costs to be Recovered for Vintage 1 True-up Exhibit 1, Line 13 S 5,656,566
2 Costs to be Recovered for Vintage 3 Prospective Amounts Exhibit 9, Line 11 S 15,076,160
3 Total Costs to be Recovered in Rider 3 Line 1 + Line 2 $ 20,732,726 Application
4 Projected SC Residential Sales (kWh) for rate period Exhibit 14, Line 10 6,600,286,497
5 SAW and Existing DSM Program Revenue Requirements Residential Rider EE (cents per kWh) Line 3/ Line 4 0.3141 Application

Non-Residential Billing Factors for Rider 3 Prospective Components

1 Total EE Revenue Requirement - Vintage 1 EE Participant Exhibit 9, Line 21 S 60,431
2 Projected Vintage 1 EE Participants SC Non-Residential Sales (kwh) for rate period Exhibit 14, Line 24 9,745,896,379
3 SAW EE Revenue Requirement Vintage 1 Lost Revenues Non-Residential Rider EE (cents per kWh) Line 1/ Line 2 0.0006 Application
4 Total EE Revenue Requirement - Vintage 2 EE Participant Exhibit 9, Line 21 S 484,417
5 Projected Vintage 2 EE Participants SC Non-Residential Sales (kwh) for rate period Exhibit 14, Line 24 9,345,300,616
6 SAW EE Revenue Requirement Vintage 2 Lost Revenues Non-Residential Rider EE (cents per kWh) Line 4 / Line 5 0.0052 Application
7 Total EE Revenue Requirement - Vintage 3 EE Participant Exhibit 9, Line 21 4,625,858
8 Projected Vintage 3 EE Participants SC Non-Residential Sales (kwh) for rate period Exhibit 14, Line 24 9,345,300,616
9 SAW EE Revenue Requirement Vintage 3 Non-Residential Rider EE (cents per kWh) Line 7/ Line 8 0.0495 Application
10 Costs to be Recovered DSM Revenue Requirement Vintage 3 DSM Participant Exhibit 9, Line 26 S 6,476,892
11 Projected Vintage 3 DSM Participants SC Non-Residential Sales (kwh) for rate period Exhibit 14, Line 24 8,732,320,422
12 SAW and Existing DSM Revenue Requirement Vintage 3 Non-Residential Rider EE (cents per kWh) Line 10 / Line 11 0.0742 Application

Non-Residential Billing Factors for Rider 3 True-Up Components (Vintage 1)

13 Costs to be Recovered for Vintage 1 True-up - Vintage 1 EE Participant Exhibit 1, Line 27 S 1,821,354
14 Projected Vintage 1 EE Participants SC Non-Residential Sales (kwh) for rate period Exhibit 5, Line 24 9,745,896,379
15 SAW EE Revenue Requirement Vintage 1 True-up Non-Residential Rider EE (cents per kWh) Line 13 / Line 14 0.0187 Application
16 Costs to be Recovered for Vintage 1 True-up - Vintage 1 DSM Participant Exhibit 1, Line 27 S 1,227,748
17 Projected Vintage 1 DSM Participants SC Non-Residential Sales (kwh) for rate period Exhibit 5, Line 24 8,759,014,583
18 SAW and Existing DSM Revenue Requirement Vintage 1 True-up Non-Residential Rider EE (cents per kWh) Line 16 / Line 17 0.0140 Application

Total costs to be recovered in Rider 3 from Non-Residential Customers

1 Total EE Revenue Requirement - Vintage 1 EE Participant Exhibit 9, Line 21 S 60,431

4 Total EE Revenue Requirement - Vintage 2 EE Participant Exhibit 9, Line 21 S 484,417

7 Total EE Revenue Requirement - Vintage 3 EE Participant Exhibit 9, Line 21 S 4,625,858

10 Costs to be Recovered DSM Revenue Requirement Vintage 3 DSM Participant Exhibit 9, Line 26 S 6,476,892

13 Costs to be Recovered for Vintage 1 True-up - Vintage 1 EE Participant Exhibit 1, Line 27 S 1,821,354

16 Costs to be Recovered for Vintage 1 True-up - Vintage 1 DSM Participant Exhibit 1, Line 27 S 1,227,748
$ 14,696,700 Application
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Vintage 1 True-Up - Calculation of True-Up
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EE Avoided Cost Component

DSM Avoided Cost Component

Residential Avoided Cost Revenue Requirement

Total Lost Revenues

Residential Save-A-Watt Revenue Requirement

Billing Factor

Residential Save-A-Watt Revenue Requirement for Billing
Residential Existing DSM Program Revenue Requirement
Total Residential SAW & Existing DSM Program Revenue Requirement
Earnings Cap Adjustment

Residential Revenue Requirement Capped

Total Residential Rider EE Collections 2010

Residential True-up Amount Vintage 1

Projected SC Residential Sales (kWh) for rate period
Residential Rider EE (cents per kWh)

NON-RESIDENTIAL

EE Revenue Requirement:

SAW EE Avoided Cost Revenue Requirement
Lost Revenues Vintage 1

Billing Factor

Total NonResidential EE Revenue Requirement
SAW DSM Avoided Cost Component

Existing DSM Program Revenue Requirement
Billing Factor

Total Non-Residential DSM Revenue Requirement
Earnings Cap Adjustment

Non-Residential Revenue Requirement Capped
Total Non-Residential Rider EE Collections 2010
Non-Residential True-up Amount Vintage 1

Projected Vintage 1 EE Participants SC Non-Residential Sales (kWh) for rate period
Projected Vintage 1 DSM Participants SC Non-Residential Sales (kWh) for rate period
Nol idential Rider EE A ts (cents per kWh)

Duke Energy Carolinas

Calculation of True Up (cents per kWh)

Exhibit 2, Col C, Line 6
Exhibit 2, Col C, Line 7
Line 1+ Line 2
Exhibit 2, Col D, Line 6
Line 3 + Line 4

Line 5 * Line 6

Exhibit 3, Line 3 Res
Line7 +Line 8

Exhibit 6, Line 27 Res
Line 9 + Line 10

Exhibit 8, Line 2

Line 11 - Line 12

Exhibit 5, Line 10

(Line 13 / Line 14) * 100

Exhibit 2, Col C, Line 14
Exhibit 2, Col D, Line 14

(Line 16 + Line 17) * Line 18
Exhibit 2, Col C, Line 15
Exhibit 3, Line 3 Non-Res

(Line 20 + Line 21) * Line 22
Exhibit 6, Line 27 Non- Res

Line 4 + Line 9, Line 21 + Line 24
Exhibit 8, Line 6 and Line 7

Line 25 - Line 26

Exhibit 5, Line 24
Exhibit 5, Line 24
(Line 27 / Line 28 EE or Line 29 DSM) * 100

DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010

SACE 1st Response to Staff
011230

Gross Receipts Tax and

Vintage 1 SC Retail

Vintage 1 SC Retail

Gross Receipts Tax and

Vi
Exhibit 1
Vintage 1 SC Retail [Gross Receipts Tax and| Vintage 3 SC Retail
Costs Regulatory Fee Factor | Revenue Requirement
$ 15,390,941
$ 2,740,719
$ 18,131,660 1.004581 18,214,721
$ 2,347,877
20,562,598
100%
S 20,562,598
S 914,378 1.004581 $ 918,567
$ 21,481,165
(5,466,947)
$ 16,014,218
$ 10,357,653
5,656,566
6,600,286,497
0.0857
Vintage 1 EE Participant Vintage 1 DSM Participant
Vintage 1 SC Retail Vintage 1 SC

Revenue R Retail Revenue
. Regulatory Fee Factor | Revenue Requirement Costs Regulatory Fee Factor .
Requirement Requirement
$ 4,194,974 1.004581 $ 4,214,192
S 385,194
100%
S 4,599,386
3,647,458 1.004581 $ 3,664,167
1,216,891 1.004581 $ 1,222,466
100%
S 4,886,633
$ (1,120,192) $ (861,069)
S 3,479,193 S 4,025,564
S 1,657,840 S 2,797,815
S 1,821,354 S 1,227,748

9,745,896,379

0.0187

8,759,014,583
0.0140
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Duke Energy Carolinas

DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010
Load Impact, Costs and Lost Revenues by Program

A

System Avoided Cost

C

SC Residential Avoided

Revenue Requirement SC Allocation Factor Costs
System kW - Summer System Energy Allocation based on kWh A*B
Peak Reduction (kWh) sales
Residential Programs
EE Programs (at 55% Avoided Cost)
1 Residential Energy Assessments 1,166 8,613,288 S 1,248,559 27.21216% S 339,760
2 Home Energy Comparison Report 555 2,991,111 S 84,422 27.21216% S 22,973
3 Smart Saver® for Residential Customers 43,751 464,293,288 S 53,480,071 27.21216% S 14,553,082
4 Low Income Energy Efficiency and Weatherization Assistance 666 7,183,049 S 796,966 27.21216% S 216,872
5 Energy Efficiency Education Program for Schools 1,158 6,240,039 S 949,038 27.21216% S 258,254
6 Total for Residential Conservation Programs 47,296 489,320,775 S 56,559,056 S 15,390,941
Allocation based on peak
demand”
7 Total DSM Programs (at 75% Avoided Cost) Line 18 482,629 $ 25,426,704 10.77890% $ 2,740,719
System Avoided Cost SC Non-Resideptial
Revenue Requirement SC Allocation Factor Avoided Costs
System kW - Summer System Energy Allocation based on kWh A*B
Peak Reduction (kWh) sales
Non-Residential Programs
EE Programs (at 55% Avoided Cost)
8 Smart Saver® for Non-Residential Customers Lighting 10,070 40,893,269 $ 8,708,459 27.21216% S 2,369,760
9 Smart Saver® for Non-Residential Customers Motors 591 3,118,075 S 933,555 27.21216% $ 254,040
10 Smart Saver® for Non-Residential Customers - Other Prescriptive (Process Equipment) - 434 S 55 27.21216% S 15
11 Smart Saver® for Non-Residential Customers - Energy Star Food Service Products 161 832,464 $ 211,435 27.21216% $ 57,536
12 Smart Saver® for Non-Residential Customers - HVAC 1,672 3,984,941 $ 1,910,402 27.21216% S 519,862
13 Smart Saver® for Non-Residential Customers - Custom Rebate 2,596 20,892,129 S 3,651,902 27.21216% S 993,761
14 Total for Non-Residential Conservation Programs 15,090 69,721,312 $ 15,415,808 $ 4,194,974
Allocation based on peak
demand
15 Total DSM Programs (at 75% Avoided Cost) Line 18 482,629 S 25,426,704 14.3449900% $ 3,647,458
Allocation based on System
DSM Program Breakdown 75% Retail Peak Demand
16 Power Manager (Residential) 231,882 - 13,576,883
17 Power Share (Non-Residential) 250,747 - 11,849,821
18 Total DSM 482,629 25,426,704 25.12389% S 6,388,177

(1)Total System DSM programs to i ial and N i ial based on contribution to retail system peak.

"l v v v v
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Exhibit 2

D

SC Residential Lost
Revenues

87,501
109,370
2,084,800
33,114
33,092
2,347,877

SC Non-Residential Lost

"l v v v nvnn

Revenues

297,052
15,507
2,376
18,159
52,100
385,194
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Duke Energy Carolinas Vi
DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010 Exhibit 3
Existing DSM Program Costs
Year 2010 |

1 Estimated total IS/SG credits to be paid for native load programs Line 8 S 8,977,844

Residential | Non-residential |
2 SCretail allocation factor - system peak demand Exhibit 11, Col D, Lines 6 and 7 10.18483% 13.55438%
3 SC retail share IS/SG program costs Line 1 * Line 2 S 914,378 S 1,216,891

Feb - Dec 2010 Credits
PROGRAM Paid

4 INTERRUPTIBLE SERVICE CREDITS

5,551,645
5 STANDBY GENERATOR PAYMENTS 2,061,639
6 WHOLESALE A/C LOAD CONTROL CREDITS 614,944
7 WHOLESALE INTERRUPTIBLE SERVICE CREDITS 749,616

8 TOTAL CREDITS 8,977,844
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Vintage 1 True-Up — Allocation Factors



SAW Sales Allocator
1 NC RetailMWH Sales Allocation

2 SC Retail MWH Sales Allocation Residential
3 SC Retail MWH Sales Allocation Non-Residential
4 SC Retail MWH Sales Allocation

5 Greenwood Retail MWH Sales Allocation
6 Total Retail

Demand Allocators
7 NC Peak Demand
8 SC Residential Peak Demand
9 SC Non-Residential Peak Demand
10 Greenwood Peak Demand
11 Total Retail Peak Demand
12 Wholesale Peak Demannd
13 Total System Peak Demand

SACE 1st Response to Staff

(1) Col. A, Line6 or 7/ Line 9

(2) Col B Line 6+ Line 7

(3) ColAlLine6or7/Line 11

(4) Col B, Line 6 or7/ColC, Line 7

011236
Duke Energy Carolinas Vi
DSM/EE Vintage 1 True Up February 1, 2010 - December 31, 2010 Exhibit 4
Allocation Factors
A B C
SC Retail Res/Non

MWH SC Retail % (1) Res% (2)
2010 COS Study 57,382,346
2010 COS Study 7,148,319 33.28438%
2010 COS Study 14,328,176 66.71562%
2010 COS Study 21,476,495 27.21216%
2010 COS Study 63,588
Sum Lines 1 through 3 + Line 5 78,922,429

(1) Col.AlLine 4 /Line6
(2) Col.AlLine2or3/Line4
A B C D E
SC Retail Res /
SC Retail R NonR R . NonRes Split
MW NonRes % for |  SC Retail % (2) etail Res / NonRes  |Res vs. NonRes Spli
% for Existing DSM (3) (4)
SAW (1)

2010 COS Study 11,932,643
2010 COS Study 1,719,773 10.77890% 10.18483% 42.90299%
2010 COS Study 2,288,743 14.34499% 25.12389% 13.55438% 57.09701%
2010 COS Study 13,841
Sum Lines 5 through 8 15,955,000
2010 COS Study 930,640
Line 9 + Line 10 16,885,640
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Duke Energy Carolinas V1
DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010 Exhibit 5
Forecasted kWh Sales for Rate Period
Total 2012 Jan_12 Feb_12 Mar_12 Apr_12 May_12 Jun_12 Jul_12 Aug_12 Sep_12 Oct_12 Nov_12 Dec_12

Fall 2010 Sales Forecast - kWhs

South Carolina Retail:
1 Residential 6,648,984,059 698,153,386 625,553,570 521,089,853 439,681,932 419,404,729 535,238,823 647,394,210 680,354,494 625,031,806 435,193,207 424,117,677 597,770,373
2 General 5,929,276,816 477,414,091 462,475,453 435,926,435 449,673,137 462,620,570 529,608,857 561,663,599 577,743,776 574,804,546 488,575,032 447,456,480 461,314,838
3 Industrial 7,573,258,886 584,533,085 632,580,859 567,701,002 634,996,695 631,689,309 662,193,705 641,612,861 687,498,896 678,809,328 620,860,227 646,652,644 584,130,275
4 Textile 1,114,936,694 85,596,007 97,684,173 85,840,144 97,083,400 98,928,936 99,433,115 88,637,106 105,485,112 98,975,267 88,664,753 90,379,978 78,228,702
5 Other 44,556,913 3,738,639 3,688,697 3,684,305 3,694,165 3,690,877 3,740,394 3,672,293 3,777,079 3,721,110 3,541,657 3,871,445 3,736,253
6 Total Non-Residential 14,662,029,308 1,151,281,822 1,196,429,181 1,093,151,885 1,185,447,398 1,196,929,693 1,294,976,071 1,295,585,860  1,374,504,863 1,356,310,251 1,201,641,669 1,188,360,547 1,127,410,068
7 Total Retail 21,311,013,368 1,849,435,208 1,821,982,751 1,614,241,738 1,625,129,330 1,616,334,421  1,830,214,894 1,942,980,070  2,054,859,356 1,981,342,058 1,636,834,877 1,612,478,224 1,725,180,440

Adjusted SC Retail Sales Forecast (excludes Greenwood sales)

8 Residential 6,648,984,059
9 Factor to exclude Greenwood 99.2676% Line 26
10 Residential sales excl GW 6,600,286,497
11 Non-Residential 14,662,029,308
12 Factor to exclude Greenwood 99.9244% Line 29
13 Non-Residential sales excl GW 14,650,937,965
Opt Out Sales

2010 kWh Usage

Vintage 1 Opt Out
14 DSM YR1 5,891,923,382
15 EEYR1 4,905,041,586

Vintage 2 Opt Out

16 DSM YR2 5,918,617,543
17 EEYR2 5,305,637,349
18 Vintage 3 Opt Out Use V2 as estimate

Non-Residental Forecast Sales Less Opt Out

VL EE Rate viDsmRate 2 a::t\f & V305M Rate
C C ) Components”
Components
19 Total Non-Residential 14,650,937,965 14,650,937,965  14,650,937,965  14,650,937,965
20 Less V1 EE Opt Out 4,905,041,586
21 Less V1 DSM Opt Out 5,891,923,382
22 Less V2 EE Opt Out 5,305,637,349
23 Less V2 DSM Opt Out 5,918,617,543
24 Sales for Rider Calculation 9,745,896,379 8,759,014,583 9,345,300,616 8,732,320,422
FACTOR TO EXCLUDE GREENWOOD SALES FROM FORECAST:
2010 MWH Percent to Total |
25 Total SC Residential sales 7,201,060
26 Greenwood residential sales 52,741
27 SC Residential excl GW 7,148,319 99.2676% Line 27 / Line 25
28 Total SC Non-Residential sales 14,339,023
29 Greenwood non-residential sales 10,847
30 SC Non-Residential excl GW 14,328,176 99.9244% Line 30/ Line 28
31 Total SC Retail Sales 21,540,083
32 Greenwood sales 63,588

33 Total SC Sales excl GW 21,476,495
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Total for Conservation Programs
AC Revenues-55%

Program Costs
Avoided Costs -100%
Income Before Taxes
Income Taxes

Net Income

Total for DSM Programs
AC Revenues-75%

Program Costs
Avoided Costs -100%
Income Before Taxes
Income Taxes

Net Income

Total for SAW Programs Adjusted for DSM Cap
AC Revenues

Program Costs

Avoided Costs

Income Before Taxes

Income Taxes

Net Income

Percent DSM Avoided Cost to Total Avoided Cost (A)
Percent Conservation Avoided Cost to Total Avoided Cost

Earnings Cap: Allowed Return on Program Costs

Earnings in Excess of Allowed Return on Program Costs

SC Allocation (weighted demand and sales allocators)

Excess Earnings to reduce V1 Revenue Requirement

Excess Earnings by Customer Class and Type

Gross Up of Earnings to Pre-Tax

Gross up of Pre-Tax Earnings for Gross Receipts Tax and Regulatory
Fee

Duke Energy Carolinas
DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010

Earnings Cap Calculation

Total

A B
55% Res Non Res
Exhibit 2, Lines 6 and 14 S 56,559,056 S 15,415,808 S
Exhibit 7, Line 9, Col A * Exhibit
7, Line 10, Col E Res or Col F Non-
Res S 29,669,938 S 9,357,347 S
Line1/55% S 102,834,647 S 28,028,742 S
Line 1 - Line 2 S 26,889,118 S 6,058,461 S
Line 4 * .39176 S 10,534,081 S 2,373,463 S
Line 4 - Line 5 S 16,355,037 S 3,684,998 S
75% Res Non Res
Exhibit 2, Lines 16 and 17 S 13,576,883 S 11,849,821 S
Exhibit 7, Line 14, Col A * Exhibit
7, Line 15, Col E Res or Col F Non-
Res S 7,250,154 S 9,648,795 S
Line 7/ 75% S 18,102,511 S 15,799,761 S
Line 7 - Line 8 S 6,326,729 S 2,201,026 S
Line 10 * .39176 S 2,478,559 S 862,274 S
Line 10 - Line 11 S 3,848,169 S 1,338,752 S
Res Non Res
Line 1+ Line7 S 70,135,939 S 27,265,629 S
Line 2 + Line 8 S 36,920,092 S 19,006,142 S
Line 3 +Line9 S 120,937,158 S 43,828,503 S
Line 13 - Line 14 S 33,215,847 S 8,259,487 S
Line 6 *.39176 S 13,012,640 S 3,235,737 S
Line 16 - Line 17 S 20,203,207 S 5,023,750 S
Line C9 / Line C15
Line C3/ Line C15
Line 14, Col. C * 15% S
Line 18, Col C - Line 21, Col C S
(Exhibit 2, Line 8 Col B * Line 20) + (Exhibit 2, Line 18 Col B * Line 19)
Line 22 * Line 23 S

Line 24 * Line 15, Col D, Col E, (Col E * Col F), (Col E * Col G)
Line 25/ (1- .39176)

Line 26 * 1.004581

(A) No Adjustment required since DSM avoided costs percent is less than 40%

C
Total
71,974,864

39,027,285
130,863,389
32,947,579
12,907,544
20,040,035

Total
25,426,704

16,898,949
33,902,272
8,527,755
3,340,833
5,186,922

97,401,568
55,926,234
164,765,661
41,475,334
16,248,377
25,226,957

21%
79%

8,388,935

16,838,022
26.7825%

4,509,639

SACE 1st Response to Staff
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Exhibit 6
D E F G
Percent of Total Avoided Costs
Non-
Non-R
Residential Residential on e? Non-Res DSM
Conservation
Total
73% 27% 57% 43%

$ 3,310,052 $
$ 5,442,017 $

$ 5,466,947 S

1,981,261 $

1,115,084 $

1,120,192 $

1,199,587 $ 678,238.61 $ 521,348.36
1,972,226 S

857,143

861,069
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Energy Efficiency (EE) Programs:
1 Residential Energy Assessments
2 Home Energy Comparison Report
3 Residential Smart Saver
4 Low Income Services
5 Energy Efficiency Education Schools Program
6 Nonresidential Energy Assessments
7 Nonresidential Smart Saver
8 Oversight of EE programs
9 Subtotal EE Program Costs
10 Res vs. Non-Res Split

Demand-Side Management (DSM) Programs:
11 Power Manager
12 Power Share
13 Oversight of DSM programs
14  Subtotal DSM Program Costs
15 Res vs. Non-Res Split

16 Total EE & DSM Program Costs

17 Total EE & DSM Program Costs - Vintage 1

Duke Energy Carolinas

DSM/EE Cost Recovery Vintage 1 True Up February 1, 2010 - December 31, 2010

Actual Program Costs

SACE 1st Response to Staff

011242

Vi
Exhibit 7

A B C D E F
SC 2010
System Costs Month Allocation
of February 1, 2010 - Factor Retail 2010 SC Residential % Non-Residential
December 31, 2010 kWh Sales Allocated Costs (Exh. 4) Residential % (Exh. 4) Non-Residential
2,411,528 656,229 656,229
17,037 4,636 4,636
23,688,748 6,446,220 6,446,220
383,485 104,355 104,355
1,981,600 539,236 539,236
963,622 262,222 262,222
6,013,406 1,636,378 1,636,378
3,567,859 970,891 33.28438% 323,155 66.71562% 647,736
39,027,285 27.21216% 10,620,167 8,073,831 2,546,336
100% 76% 24%
SC 2010
Allocation
Factor Peak
Demand
8,623,054 2,166,447
7,059,562 1,773,637
1,216,333 305,590
16,898,949 25.12389% 4,245,673 42.90299% 1,821,521 57.09701% 2,424,153
100% 43% 57%
55,926,234 14,865,841 9,895,352 4,970,489
55,926,234
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Duke Energy Carolinas Vi
DSM/EE Vintage 1 True Up for the Period February 1, 2010 to December 31, 2010 Exhibit 8
EE Rider Revenue Collected
February 2010 March 2010 April 2010 May 2010 June 2010 July 2010 August 2010 September 2010  October 2010 November 2010 December 2010 Total 11 Months

Residential Rider Total Rate * 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736 0.1736
Total Residential Revenue $ 52431254 $ 1,043,84038 $ 767,083.87 $ 686,025.78 $ 993,009.23 $ 1,323,781.93 $  1,285478.20 $ 1,128,427.34 $ 744,564.88 $ 704,073.25 $ 1,157,055.17 $ 10,357,652.57
kwh 302,023,353 601,290,541 441,868,589 395,176,141 572,009,925 762,547,195 740,482,834 650,015,749 428,896,820 405,572,149 666,506,434 5,966,389,729
Non-Residential EE Rate * 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195 0.0195
Non-Residential DSM Rate * 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360 0.0360
Non-Residential EE Revenue S 75,373.12 S 177,984.08 $ 143,849.74 $ 140,334.14 S 165,767.22 S 171,22829 S 182,503.10 $ 175,224.61 $ 137,49837 $ 140,431.53 S 147,64531 S 1,657,839.51
N idential DSM $ 136,768.01 S 325,716.68 S 237,897.79 $ 23435429 $ 265,383.73 S 286,220.41 $ 298,130.74 S 291,379.56 $ 248,911.72 $ 229,812.65 S 243,239.79 S 2,797,815.37
kWh - EE participants 386,528,821 912,738,872 737,690,974 719,662,256 850,088,308 878,093,795 935,913,333 898,587,744 705,119,846 720,161,692 757,155,436 8,501,741,077

379,911,139 904,768,556 660,827,194 650,984,139 737,177,028 795,056,694 828,140,944 809,387,667 691,421,444 638,368,472 675,666,083 7,771,709,361

kWh - DSM participants
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RESIDENTIAL

EE Avoided Cost Component

DSM Avoided Cost Component

Residential Avoided Cost Revenue Requirement

Total Lost Revenues

Residential Save-A-Watt Revenue Requirement

Billing Factor

Residential Save-A-Watt Revenue Requirement for Billing
Residential Existing DSM Program Revenue Requirement
Total Residential SAW & Existing DSM Program Revenue Requirement
Projected SC Residential Sales (kWh) for rate period
Residential Rider EE (cents per kWh)

NON-RESIDENTIAL

SAW EE Avoided Cost Revenue Requirement
Lost Revenues Vintage 1

Lost Revenues Vintage 2

Lost Revenues Vintage 3

Billing Factor

Total M

EE Revenue

SAW DSM Avoided Cost Component

Billing Factor

Total SAW DSM Avoided Cost Component
Existing DSM Program Revenue Requirement
Total Non-Residential DSM Revenue Requirement

Projected Vintage 1 EE Participants SC Non-Residential Sales (kWh) for rate

period

Projected Vintage 2 EE Participants SC Non-Residential Sales (kWh) for rate

period

Projected Vintage 3 EE Participants SC Non-Residential Sales (kWh) for rate

period

Projected Vintage 3 DSM Participants SC Non-Residential Sales (kWh) for rate

period

Non-Residential Rider EE Amounts (cents per kWh)
Non-Residential Rider DSM Amounts (cents per kWh)

Duke Energy Carolinas

DSM/EE Cost Recovery Rider 3

C ion of EE Rider 3 Pr

Exhibit 10, Col F, Line 6
Exhibit 10, Col F, Line 7
Line 1 +Line2

Exhibit 11, Line 14
Line 5 +Line 6

Line7 * Line 8

Exhibit 12, Line 3 Residential
Line 9 + Line 10

Exhibit 14, Line 10

(Line 13 / Line 14) *100

Exhibit 10, Col F, Line 14
Exhibit 11, Line 32
Exhibit 11, Line 32
Exhibit 11, Line 32

(Lines 16 through 19) * Line 20
Exhibit 10, Col F, Line 15

Line 22 * Line 23

Exhibit 12, Line 3 Non-residential
Line 24 + Line 25

Exhibit 14, Line 24

Exhibit 14, Line 24

Exhibit 14, Line 24

Exhibit 14, Line 24

Line 21 / (Applicable Sales from Lines

27 through 29) * 100
Line 26 / Line 30 * 100

SACE 1st Response to Staff
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Amounts
Vintage 3 SC Retail |Gross Receipts Taxand| Vintage 3 SC Retail
Costs Regulatory Fee Factor [ Revenue Requirement
$ 3,638,628
$ 4,536,426
$ 8,175,053 1.004581 8,212,503
$ 8,355,751
16,568,254
85%
$ 14,083,016
$ 988,615 1.004581 $ 993,144
$ 15,076,160
6,600,286,497
0.2284
Vlnta-g-e 1EE Vlnta-g-e 2EE Vintage 3 EE Participant Vintage 3 DSM Participant
Participant Participant
Vlnta::vls!:ﬁ:etall Vintage 2 SC Retail Vintage 3 SC Retail | Gross Receipts Taxand | Vintage 3 SC Retail | Vintage 3 SC Retail :nrgslsezi?:lz:?/?; Vintage 3 SC Retail
. Revenue Requirement Costs Regulatory Fee Factor | Revenue Requirement Costs Revenue Requirement
Requirement Factor
$ 5,134,457 1.004581 $ 5,157,977
S 60,431
S 569,902
$ 284,209
100% 85% 85%
$ 60,431 | $ 484,417 $ 4,625,858
s 6,037,256 1.004581 S 6,064,913
85%
$ 5,155,176
$ 1,315,689 1.004581 $ 1,321,716
$ 6,476,892

9,745,896,379

0.0006

9,345,300,616

0.0052

9,345,300,616

0.0495

8,732,320,422

0.0742
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Residential Programs

EE Programs (at 55% Avoided Cost)

1 idential Energy A
2 Home Energy Comparison Report

3 Smart Saver® for Residential Customers
4 Low Income Energy Efficiency and Weatherization Assistance

5 Energy Efficiency Education Program for Schools

6 Total for Residential Conservation Programs

7 Total DSM Programs (at 75% Avoided Cost)

Non-Residential Programs
EE Programs (at 55% Avoided Cost)

8 Smart Saver® for Non-Residential Customers Lighting
9 Smart Saver® for Non-Residential Customers Motors

Line 18

10 Smart Saver® for Non-Residential Customers - Other Prescriptive (Process Equipment)
11 Smart Saver® for Non-Residential Customers - Energy Star Food Service Products

12 Smart Saver® for Non-Residential Customers - HVAC
13 Smart Saver® for Non-Residential Customers - Custom Rebate

14 Total for Non-Residential Conservation Programs

15 Total DSM Programs (at 75% Avoided Cost)

DSM Program Breakdown

16 Power Manager (Residential)
17 Power Share (Non-Residential)
18 Total DSM

(1)Total System DSM programs

and N

Line 18

System kW - Summer

Energy Reduction

Duke Energy Carolinas
DSM/EE Vintage 3 Estimate for the Period January 1, 2012 to December 31, 2012
Load Impact, Costs and Lost Revenues by Program

System Program Costs

System Avoided Cost
Revenue Requirement

System Lost Revenues

Peak (kwh) Net of Variable 0&M

1,072 6,452,746 S 2,532,321 S 1,115,656 S 608,709

7,031 37,897,145 S 1,673,494 S 1,222,764 S 3,068,458

7,633 72,025,566 S 7,827,013 S 9,344,037 S 16,840,668

58 447,655 S 1,094,268 S 143,436 S 17,663

2,177 7,147,368 S 1,509,296 S 1,545,437 S 542,587

17,970 123,970,480 S 14,636,392 S 13,371,330 S 21,078,086
666,683 S 34,940,055 S 42,086,165

System Avoided Cost
System Program Costs Revenue Requirement System Lost Revenues
System kW - Summer Energy Reduction
Peak (kwh) Net of Variable 0&M

9,653 58,234,477 S 3,996,436 S 11,893,695 S 2,325,391

303 2,692,228 S 167,638 S 572,824 S 92,603

3 15,406 S 452 S 2,001 S 579

119 662,825 S 81,048 S 190,480 S 24,502

1,254 4,224,481 S 604,937 S 1,758,676 S 149,564

2,799 17,565,577 S 1,759,627 S 4,450,567 S 606,502

14,130 83,394,993 S 6,610,138 S 18,868,243 S 3,199,141
666,683 $ 34,940,055 $ 42,086,165
333,879 - 17,110,145 21,077,014
332,804 - 17,829,910 21,009,151
666,683 34,940,055 42,086,165

based on contribution to retail system peak.

SC Allocation Factor

Allocation based on kWh
sales

27.212160%
27.212160%
27.212160%
27.212160%
27.212160%

Allocation based on peak

demand™

10.7789000%

SC Allocation Factor

SC Residential Program
Costs

A*D

689,099
455,394
2,129,899
297,774
410,712
3,982,879

wv v v

S 3,766,154

SC Non-Residential
Program Costs

SACE 1st Response to Staff
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SC Residential Avoided

V3
Exhibit 10

G

SC Residential Lost

Allocation based on kWh A*D
sales
27.212160% S 1,087,516
27.212160% S 45,618
27.212160% S 123
27.212160% S 22,055
27.212160% S 164,616
27.212160% S 478,833
S 1,798,761
Allocation based on peak
demand™
14.3449900% $ 5,012,147
Allocation based on System
Retail Peak Demand
25.1238900% S 8,778,301

Costs Revenues
B*D See Exhibit 11 Support
$ 303,594 S 173,184
$ 332,740 S 3,068,458
$ 2,542,714 S 4,952,709
$ 39,032 S 8,869
$ 420,547 S 152,530
$ 3,638,628 S 8,355,751
$ 4,536,426
SC Non-Residential SC Non-Residential Lost
Avoided Costs Revenues
B*D See Exhibit 11 Support
$ 3,236,531 S 668,012
$ 155,878 S 26,779
$ 545 S 158
$ 51,834 S 6,964
$ 478,574 S 42,662
$ 1,211,095 S 169,967
$ 5,134,457 S 914,542
$ 6,037,256
$ 10,573,682
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Duke Energy Carolinas
DSM/EE Cost Recovery Rider 3
Lost Revenue Related to Period January 1, 2012 - December 31, 2012

L

ial Energy A

Residential Smart Saver

Low Income and Weatherization Assistance
Energy Efficiency Programs for Schools
Home Energy Comparison Report*

Total

DU A WN

7 idential Energy A

Residential Smart Saver

Low Income and Weatherization Assistance

10 Energy Efficiency Programs for Schools

11 Total

12 Allocation Factor Exhibit 13, Line 2
13 Allocated Lost Revenues

o v ©

w N

14 Total Residential Lost Revenues Line 6 + Line 13

15 Smart Saver® for Non-Residential Customers Lighting

16 Smart Saver® for Non-Residential Customers Pumps and Motors

17 Smart Saver® for Non-Residential Customers - Other Prescriptive

18 Smart Saver® for Non-Residential Customers - Energy Star Food Service Products
19 Smart Saver® for Non-Residential Customers - HVAC

20 Smart Saver® for Non-Residential Customers - Custom Rebate

22 Total

23 Smart Saver® for Non-Residential Customers Lighting

24 Smart Saver® for Non-Residential Customers Pumps and Motors

25 Smart Saver® for Non-Residential Customers - Other Prescriptive

26 Smart Saver® for Non-Residential Customers - Energy Star Food Service Products

27 Smart Saver® for Non-Residential Customers - HVAC

28 Smart Saver® for Non-Residential Customers - Custom Rebate

29 Total

30 Allocation Factor Exhibit 20, Line 2
31 Allocated Lost Revenues

32 Total Non-Residential Lost Revenues Line 22 + Line 31

Note 1 - Vintage 1 lost revenues are SC state specific amounts; no allocation required.

SACE 1st Response to Staff

011250
[ 100% SC Retail (Note 1)
Year3Vi Year2 V2 Year1V3
$ 10,361
$ 508,326
$ 5,581
$ 6,706
$ - $ 2,045,639 S 1,022,819
S 530,973 $ 2,045,639 $ 1,022,819
| System Amount Allocated to SC Retail (Note 2) |
Year3Vi Year2 V2 Year1V3
$ 432,196 $ 166,153
$ 14,527,285 $ 1,805,058
$ - $ 12,082
$ 342,979 $ 192,903
$ 15,302,459 $ 2,176,195
27.212160% 27.212160%
$ 4,164,130 $ 592,190
$ 530,973 $ 6,209,768 $ 1,615,009 $ 8,355,751
[ 100% SC Retail (Note 1)
Year3V1
$ 48,391
$ 2,170
s -
$ 408
$ 2,696
$ 6,767
$ 60,431
| System Amount Allocated to SC Retail (Note 2) |
Year2 V2 Year1V3
$ 1,531,058 $ 745,942
$ 62,621 $ 27,812
$ 378 S 201
$ 16,283 $ 7,812
$ 90,683 $ 56,185
$ 393,269 $ 206,466
$ 2,094,292 $ 1,044,418
27.212160% 27.212160%
$ 569,902.08 $ 284,208.73
$ 60,431 $ 569,902.08 $ 284,209 $ 914,542

Note 2 - SC state specific lost revenue for Vintages 1 and 2 are estimated using an allocation of system amounts.

Note 3 - Vintage 1 lost revenues included in Rider 3 are for January 31, 2012. New base rates effective February 1, 2012 incorporate remaining lost revenues associated with Vintage 1.

v3
Exhibit 11
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Duke Energy Carolinas V3
DSM/EE Cost Recovery Rider 3 Exhibit 12
Existing DSM Program Costs for 2012
Year 2012 |
1 Estimated total IS/SG credits to be paid for native load programs Line 8 S 9,706,742
Residential | Non-residential |
2 SCretail allocation factor - system peak demand Exhibit 13,Col D, Lines 6 and 7 10.184830% 13.554380%
3 SC retail share IS/SG program costs Line 1 * Line 2 S 988,615 S 1,315,689
PROGRAM 2010 Credits Paid

4 INTERRUPTIBLE SERVICE CREDITS

5 STANDBY GENERATOR PAYMENTS

6 WHOLESALE A/C LOAD CONTROL CREDITS

7 WHOLESALE INTERRUPTIBLE SERVICE CREDITS
8 TOTAL CREDITS

6,025,548.50
2,263,650.32
614,944.00
802,598.86
9,706,741.68

w|luvm n n n

Notes: 2010 actual credits paid used as estimate of 2012 amounts.
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SAW Sales Allocator
1 NC RetailMWH Sales Allocation
2 SC Retail MWH Sales Allocation
3 Greenwood Retail MWH Sales Allocation
4 Total Retail

Demand Allocators

5 NC Peak Demand
6 SC Residential Peak Demand
7 SC Non-Residential Peak Demand
8 Greenwood Peak Demand
9 Total Retail Peak Demand

10 Wholesale Peak Demannd

11 Total System Peak Demand

(1) Col. A, Line 7 or 8 / Line 9
(2) Col B Line 6 + Line 7
(3) Col ALine 7 or 8/ Line 11

2010 COS Study
2010 COS Study
2010 COS Study
Sum Lines 1 through 3

2010 COS Study
2010 COS Study
2010 COS Study
2010 COS Study
Sum Lines 5 through 8
2010 COS Study
Line 9 + Line 10

SACE 1st Response to Staff
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Duke Energy Carolinas V3
DSM/EE Cost Recovery Rider 3 Exhibit 13
Allocation Factors
MWH SC Retail %
57,382,346
21,476,495 27.21216%
63,588
78,922,429
A B C D
SC Retail Res / .
. SC Retail Res / NonRes
MW NonRes % for SC Retail % (2) % for Existing DSM (3)
SAW (1)
11,932,643
1,719,773 10.77890% 10.18483%
2,288,743 14.34499% 25.12389% 13.55438%
13,841
15,955,000
930,640
16,885,640
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Total 2012
Fall 2010 Sales Forecast - kWhs

South Carolina Retail:

Residential 6,648,984,059
General 5,929,276,816
Industrial 7,573,258,886
Textile 1,114,936,694
Other 44,556,913
Total Non-Residential 14,662,029,308
Total Retail 21,311,013,368

Adjusted SC Retail Sales Forecast (excludes Greenwood sales)

Residential 6,648,984,059
Factor to exclude Greenwood 99.2676%
Residential sales excl GW 6,600,286,497
Non-Residential 14,662,029,308
Factor to exclude Greenwood

Non-Residential sales excl GW 14,650,937,965

Opt Out Sales

2010 kWh Usage
Vintage 1 Opt Out
DSM YR1 5,891,923,382
EE YR1 4,905,041,586

Vintage 2 Opt Out

DSM YR2 5,918,617,543
EE YR2 5,305,637,349
Vintage 3 Opt Out Use V2 as estimate

Jan_12

698,153,386

477,414,091
584,533,085
85,596,007
3,738,639
1,151,281,822

1,849,435,208

Line 27

99.9244% Line 30

Non-Residental Forecast Sales Less Opt Out

V1 EE Rate

Components
Total Non-Residential 14,650,937,965
Less V1 EE Opt Out 4,905,041,586
Less V1 DSM Opt Out
Less V2 EE Opt Out
Less V2 DSM Opt Out
Sales for Rider Calculation 9,745,896,379

V1 DSM Rate

Components

14,650,937,965

5,891,923,382

8,759,014,583

Feb_12

625,553,570

462,475,453
632,580,859
97,684,173
3,688,697
1,196,429,181

1,821,982,751

V2and V3 EE
Rate
Componentsm

14,650,937,965

5,305,637,349

9,345,300,616

w Vintage 3 amounts use Vintage 2 opt out assumptions as an estimate of Vintage 3 opt out.

FACTOR TO EXCLUDE GREENWOOD SALES FROM FORECAST:

Percent to Total

| 2010 MWH
Total SC Residential sales 7,201,060
Greenwood residential sales 52,741
SC Residential excl GW 7,148,319
Total SC Non-Residential sales 14,339,023
Greenwood non-residential sal 10,847
SC Non-Residential excl GW 14,328,176
Total SC Retail Sales 21,540,083
Greenwood sales 63,588
Total SC Sales excl GW 21,476,495

99.2676% Line 27/ Line 25

99.9244% Line 30/ Line 28

Mar_12

521,089,853

435,926,435
567,701,002
85,840,144
3,684,305
1,093,151,885

1,614,241,738

V3 DSM Rate
Components“’

14,650,937,965

5,918,617,543
8,732,320,422

Duke Energy Carolinas
DSM/EE Cost Recovery Rider 3

Forecasted kWh Sales for Rate Period

Apr_12

439,681,932

449,673,137
634,996,695
97,083,400
3,694,165
1,185,447,398

1,625,129,330

May_12

419,404,729

462,620,570
631,689,309
98,928,936
3,690,877
1,196,929,693

1,616,334,421

Jun_12

535,238,823

529,608,857
662,193,705
99,433,115
3,740,394
1,294,976,071

1,830,214,894

Jul_12

647,394,210

561,663,599
641,612,861
88,637,106
3,672,293
1,295,585,860

1,942,980,070

Aug_12

680,354,494

577,743,776
687,498,896
105,485,112
3,777,079
1,374,504,863

2,054,859,356

Sep_12

625,031,806

574,804,546
678,809,328
98,975,267
3,721,110
1,356,310,251

1,981,342,058

SACE 1st Response to Staff
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Oct_12

435,193,207

488,575,032
620,860,227
88,664,753
3,541,657
1,201,641,669

1,636,834,877

v3
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Nov_12

424,117,677

447,456,480
646,652,644
90,379,978
3,871,445
1,188,360,547

1,612,478,224

Dec_12

597,770,373

461,314,838
584,130,275
78,228,702
3,736,253
1,127,410,068

1,725,180,440
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Executive Summary

A. Description

During the first quarter 2011 Carolinas Collaborative meeting, Duke Energy is providing an update on the
performance of its energy efficiency and demand side management programs for Vintage 1. Our
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 Duke Energy Carolinas
has done to date in aggregate. Pilot/program specific details will be located in the individual reports.

Pilot/program reports include:

Program Category Customer Group
Non-Residential Smart Saver EE Non-residential
Prescriptive
Non-Residential Smart Saver EE Non-residential
Custom
PowerShare DSM Non-residential
Residential Energy Assessments EE Residential
Residential Smart Saver EE Residential
Low Income Energy Efficiency and EE Residential
Weatherization Assistance Program
Energy Efficiency Education EE Residential
Programs for Schools
Power Manager DSM Residential
Home Energy Comparison Report EE Residential

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

B &C. Impacts, Participants and Expenses

The tables below include 2010 results for Vintage 1. These tables represent information thru December
2010. The reason we have included nominal avoided cost rather than present value of the avoided costs
is because our targets for save-a-watt purposes are based in nominal dollars. Please note that because
North Carolina and South Carolina have slightly different avoided costs rates, the targets for each are
different.

In our reports, we have also not included the number of participants from the filing as well as the
percentage of target for participants. The reason for this is because participants from individual
measures can represent, for example, 1 CFL bulb in one measure or 1 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.

The information provided is for the Carolinas is for calendar year 2010. The South Carolina specific
information, especially the listed performance against regulatory targets, is for 11 months. Vintage 1
in South Carolina is from February 2010 to December 2010.
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S in Millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $110.4 $201.5 183%
Program Cost $46.2 $55.9*% 121%
SC kW Impact 485,551 545,015 112%
kWh Impact 234,131,697 559,012,087 239%
Units 8,379,754
* Program costs as-filed do not include M&V. See below regarding treatment of overheads for
all programs.

Through December 2010, the Company is ahead of its avoided cost target for Vintage 1. This is primarily
due to high impacts in the energy efficiency program (Residential Smart Saver). The program cost for
Vintage 1 is higher than projected, which has been significantly driven by the increased participation in
the Residential Smart Saver program.

Energy Efficiency
S in Millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $76.5 $131.3 172%
Program Cost $24.4 $39.0* 160%
kW Impact 37,319 62,386 167%
kWh Impact 234,131,697 559,042,087 239%
Units 8,140,882

*Includes approximately $4.5M in overheads and non-residential energy assessments. As filed
program costs do not include M&V.

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 residential portfolio has exceeded
expectations to date. This is a result of a higher take rate for CFLs offerings than originally projected.

Demand Side Management — SC System

S in Millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $33.9 $37.7 111%
SC Program Cost $21.8 $16.9* 78%

SC kW Impact 448,232 482,629 108%
Units 238,872

*Includes approximately $1.2M in overheads.
The DSM portfolio is divided between the PowerShare (non-residential) and Power Manager
(residential) programs. The Company exceeded targets for avoided cost kW.

! Numbers included in all tables are rounded. Vintage 1 covers the period from February 2010 to December 2010.
2 Program costs listed by program do not include approximately $5.7 million for overheads and non-residential
energy assessments.
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Note: Unlike the EE portfolio, where the kWh target is the same, the DSM portfolio has different kW
targets for North Carolina and South Carolina. 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 4 year avoided cost, with South Carolina having a higher percentage due to the higher kW
target.

D. Qualitative Analysis

Highlights

Energy Efficiency

To date, customer participation has been driven primarily by lighting programs and assessments. These
measures provide customers with a relatively low cost efficiency upgrade, with minimal hassle, creating
a positive initial energy efficiency experience. The Residential Smart Saver program has seen 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 are lower cost and provide an improved customer
experience.

A second area to highlight is the development of our trade ally network. This 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 programs significantly exceeded targets for Vintage 1. The overall program cost for demand side
programs was higher than what was targeted. The higher than expected program cost is directly related
to level of participation of PowerShare in both NC and SC.

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
and Energy Efficiency Education Programs for Schools. The issues are addressed in the individual
program reports.

Potential Changes
Several programs are reviewing their current processes, and are considering potential changes to
Increase customer adoption. Potential changes are discussed in individual program reports.

E. Marketing Strategy

Located in individual program reports.

F. Measurement and Verification
Located in individual program reports.
G. Technical Assumptions

Located in individual program reports.
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A. Description

The Smart Saver™ Non-Residential Prescriptive Incentive Program provides incentives to commercial
and industrial consumers to install high efficiency equipment in applications involving new construction,
retrofit, and to replace failed equipment. Incentives are provided based on Duke Energy Carolina’s cost
effectiveness modeling to assure cost effectiveness over the life of the measure.

Commercial and industrial consumers can have significant energy consumption, but may lack knowledge
and understanding of the benefits of high efficiency alternatives. Duke Energy Carolina’s program
provides financial incentives to help reduce the cost differential between the standard and high
efficiency equipment, offer a quicker return on investment, save money on their utility bill that can be
reinvested in their business, and foster a cleaner environment. It also provides market demand where
the dealers and distributors, or market providers, will stock and provide these high efficient 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 Duke Energy’s engineering analysis. The eligible
measures, incentives, and requirements for both equipment and customer eligibility are listed in the
applications posted on Duke Energy’s Business and Large Business websites for each technology type.

Duke Energy contracts with Wisconsin Energy Conservation Corporation (WECC) to handle the
fulfillment responsibilities of the program and to provide training and technical support to our Trade Ally
(TA) network. CustomerLink provides call center services to customers who call the program’s toll free
number which is specific to the Smart Saver Prescriptive Program.

Audience

All Duke Energy North Carolina and South Carolina non-residential electric customers except those that
chose to opt out of the program.

B & C. Impacts, Participants and Expenses*

S in Millions Vintage 1 Filed ‘ Vintage 1 Actual % of Target
SC Nominal AC $18.5 $32.5 176%
Program Cost ** S4.4 S4.4 100%
kW 7,955 12,494 157%
kWh 31,745,599 48,829,183 154%
Units 294,848

*Numbers are rounded
** Program costs as-filed do not include M&V. Actual results exclude overheads
*** Data in table represents program performance from February 2010 — December 2010.
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Consistent with other state programs, lighting measureT8 and T5 High Bays, CFL bulbs, and occupancy
sensors have provided the vast majority of impacts and participation to date. Lighting installations have a
shorter payback period than most other technologies, making it easier for customers to participate.
Motors, pumps, and variable frequency drives as well as HVAC units were also large drivers of impacts.

Duke Energy attributes the higher than expected participation to a number of reasons:

e More pent up demand than expected — business customers are looking for ways to save
money.

e Corporate goals tied to energy efficiency — Large Business and National Account customers
continue to be a driving force in the higher than expected participation.

e Trade ally outreach program (provided by WECC) — providing training and support to our
trade allies who are typically the first point of contact for customers considering these types
of projects.

e Duke Energy’s internal customer segment teams — providing training and support to
customers

To date, the company has been able to leverage support costs and its trade ally network across its
regions to minimize marketing and administrative costs. However, the potential exists that acquisition
costs may rise as the program continues to mature.

D. Qualitative Analysis

Highlights

Getting the trade allies to buy into the program has proven to be the most effective way to promote the
program to our business customers. At program rollout, Duke Energy and the WECC trade ally team
took an aggressive approach to contacting trade allies associated with the technologies in and around
Duke Energy’s service territory. To date approximately 450 trade allies across both states, representing
the different technologies are signed up as participating trade allies. Their company name and contact
information appears on the trade ally search tool located on the Smart Saver™ website. This tool was
designed to help customers who do not work with a local trade ally, find someone in their location who
can serve their needs. WECC manages the trade ally database where contact information and
participation is reported.

Duke Energy continues to look for ways to engage the trade allies in promotion of the program,
including the utilization of focus groups. Suggestions were obtained from two focus groups of top trade
ally Lighting and HVAC performers in North Carolina and South Carolina, held in November 2009, and
have resulted in the development of an email application submission option. Other suggestions included
limited time bonus incentives and a trade ally bonus program.

Duke Energy continues to develop case studies and testimonials from customers who have participated
in the program. These are used to help promote the program; showing actual savings and benefits for
each technology type.

Issues

Although participation in lighting continues to be better than expected, there are other measures that
provide greater savings to customers that have had little or no participation. Examples of these are Heat
Pump Water Heaters, some Food Services equipment and Compressed Air nozzles. In some cases, this is
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due to the cost of these measures. However, until demand increases, market costs are not likely to go
down. Duke Energy continues to work with experienced engineering consultants as well as WECC. Both
are familiar with the challenges of moving the market and developing a strategy to increase the
participation of these measures going forward. These include the development of targeted marketing
campaigns to increase participation in high impact measures; notably variable frequency drives.

Another challenge is the continued weakness of the economy which has resulted in lower than
estimated participation in certain measures. Many businesses have capital projects that have been
approved but are sitting on the shelf until the economy becomes more stable.

Potential Changes

Standards continue to change and new, more efficient technologies continue to emerge in the market.
The Company expects to continue adding new measures to approved programs that provide incentives
for a broader suite of products for customers to take advantage of.

E. Marketing Strategy

® Primary delivery of the program is through the existing market channels, equipment
providers, and contractors. WECC's trade ally Team provides training and technical
assistance to stimulate additional participation and to address identified market barriers.

® Duke Energy’s Large Business Customers receive e-mails and informational materials
from their Account Managers since program rollout and continuously throughout the
year. The Account Managers work closely with their customers from project planning
stage through application submittal.

® Duke Energy’s Small Business customers receive newsletters and emails announcing
program updates.

® Duke Energy Segment Managers focus on specific markets within their customer class and
target them with special promotions (webinars, collateral) and support to improve
penetration of the technologies where there is the best potential, the biggest customer
need, or the best opportunity for long-term market effects.

® Duke Energy’s Business Service Center and CustomerLink promote the program when
answering calls from business customers.

® Duke Energy’s North Carolina and South Carolina business and large business websites
are a great source of program information. Customers can go to the websites and learn
about the program and its benefits, search for participating vendors, ask questions on-line
and fill out and print all the applications.

® In conjunction with WECC, Duke Energy participates in various trade shows, conferences,
and energy forums to educate customers and vendors on the benefits of the program,
portfolio offerings, and program requirements.
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e Duke Energy develops case studies and customer testimonials to profile actual savings and
benefits for each technology type. These are used in a variety of marketing channels.

e Duke Energy’s marketing efforts for the Smart Saver ™ Prescriptive Program is often done
in conjunction with the Custom Program.

F. Measurement and Verification
Evaluation Measurement &Verification Schedule

Estimated 2011
Process Reporting

Estimated 2011
Impact Reporting

Estimated 2012
Process Reporting

Estimated 2012
Impact Reporting

Estimated 2013
Process Reporting

Estimated 2013
Impact Reporting

Q2

Q4

Q2

Q2

Q3

Q4

Marketing Materials
North Carolina Website

http://www.duke-energy.com/north-carolina-business.asp

South Carolina Website

http://www.duke-energy.com/south-carolina-business.asp
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A. Description

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

The Custom Incentive application is for projects that are not addressed by the applications for Smart
Saver Prescriptive Incentives. Unlike the Prescriptive Incentives, Custom Incentives do require pre-
approval prior to the project implementation. Proposed energy efficiency measures may be eligible for
Custom Incentives, if they clearly reduce electrical consumption and/or demand.

Currently there are the following application forms that are located on the Duke Energy website under
the Smart Saver Incentives (Business and Large Business tabs):

o Optional Pre-screen Form: allows customers and their vendors to submit preliminary
project information and receive feedback on potential eligibility and tips on filling out the
application form.

o Smart Saver Custom Incentive Pre-screen Form (doc, 102 KB)

o Generic Custom Application: Customers or their vendors submit this form with
supporting documentation for any type of energy efficiency project. This form is designed for
multiple projects and multiple locations.

o Custom Incentive Application (doc, 374 KB)

o Custom Incentive Application (pdf, 83 KB)

o Custom Lighting Application (Optional- 2 parts). For lighting projects, customers and
their vendors can use the generic custom application form or use the 2-part lighting application
that includes an excel worksheet with step-by-step instructions.

o Custom Lighting Incentive Application - Part | (doc, 196 KB)

o Custom Lighting Incentive Application - Part Il (xIs, 89 KB)

Audience
All Duke Energy North Carolina and South Carolina non-residential electric customers except those that
chose to opt out of the program.
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B & C. Impacts, Participants and Expenses*

S in millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $7.9 $9.0 114%
Program Cost** $4.7 $1.6 34%
Energy Impact (kW) 1,923 2,596 135%
Energy Impact (kWh) 12,096,000 20,892,129 173%
Units 4,113

* Numbers rounded
** Program costs as-filed exclude M&YV. Actual results exclude overheads
*** Data in table represents program performance from February 2010 — December 2010.

During 2010, custom incentives were paid on a wide variety of projects such as (in order of total
incentives paid): energy management/building controls systems $395,921, lighting $248,264, HVAC
system upgrades $109,500, motors $92,224, variable speed drives $54,270, compressed air $30,000,
thermal envelope $8,000 and an additional $131,000 on projects that are outside these classifications.

D. Qualitative Analysis

Highlights
Participation was strong in 2010, and is expected to grow significantly in 2011 and beyond. The number
of new applications and inquiries has seen steady growth.

The 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 Duke Energy customer, which
eliminates a barrier for customers that do not have the resources to devote to the application.

Issues

The custom incentive application process is considered burdensome by some customers due to the
technical review that is performed on all projects that apply 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 can require some level of engineering expertise. This
requirement will continue, thus ensuring that incentives will be paid for cost-effective verifiable
efficiency gains. Those technologies that seem to be a good fit for the Smart Saver prescriptive program
will be recommended as additions to the prescriptive application(s). The more that is offered through
the prescriptive applications, the fewer the burdens that prevent customers from participating in the
Smart Saver program.

Potential Changes

Duke Energy is testing a new marketing concept that attempts to combine Assessments with Smart
Saver custom incentives to encourage Commercial customers to identify and implement Energy
Conservation Measures (ECMs) within their facilities. This concept is named Smart Building Advantage
(SBA). SBA encourages customers to conduct detailed assessments of their facilities in order to identify
financially viable modifications that will improve efficiency and reduce their electric costs. SBA is
designed to develop investment grade efficiency recommendations for customers and provide
assistance in applying for Smart Saver incentives. Customers are more likely to invest in energy
efficiency modifications if they can receive assistance in identifying changes that result in clear



1
SACE 1st Resp))/nse to Staff

Public Version 011268 Exhibit C

Non-Residential Smart $aver® Program: Smart Saver Custom

operational and financial benefits. SBA helps the customer through the process to ensure they have
solid recommendations from which they can make sound financial decisions around energy efficiency
changes.

E. Marketing Strategy

The marketing strategy for custom incentives is tied to the Smart Saver prescriptive incentives. See the
report on prescriptive incentives for a description. 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 as an alternative.

F. Measurement and Verification
Evaluation Measurement &Verification Schedule

Estimated 2011
Process Reporting

Estimated 2011
Impact Reporting

Estimated 2012
Process Reporting

Estimated 2012
Impact Reporting

Estimated 2013
Process Reporting

Estimated 2013
Impact Reporting

Q2

Q4

Q2

Q2

Q3

Q4

11
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A. Description

PowerShare® is Duke Energy’s demand side management (or demand response) program offered to
Commercial and Industrial customers. Currently made up of Mandatory (PS-M), Generator (PS-G),
Voluntary (PS-V), and CallOption (in SC) options, customers can choose from a variety of offers. Under
PS-M and PS-G, 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) and there are penalties for non-compliance during an event.

Audience
PowerShare® is offered to non-residential customers who are able to meet the load shedding
requirements.

B & C. Impacts, Participants and Expenses*

S in Millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $11.1 $19.6 177%

SC Program Costs** $7.3 $7.1 97%

SC kW Impact 142,679 250,747 176%
Units 103

* Numbers are rounded
**Program costs as filed did not include M&V. Actual program costs do not include overheads.
*** Data in table represents program performance from February 2010 — December 2010.

Variance

PowerShare® participation (as measure in impacts) is above target (on a system basis)—as did avoided
costs and program costs during 2010. With the Commission ruling that split the DSM and EE portions of
the North Carolina rider (and aligned the rider structure with South Carolina), some customers did opt-in
to PowerShare® offerings at the end of the year. A portion of this impact was seen in the last months of
2010 and there is more that will be first counted as a resource in 2011.

Note: Unlike the EE portfolio, where the kWh target is the same, the DSM portfolio has different kW
targets for North Carolina and South Carolina. This is because while the North Carolina EE docket was
never closed, the original SC EE docket was closed, was 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 4 year avoided cost, with South Carolina having a higher percentage due to the higher kW
target.

D. Qualitative Analysis

Program Highlights

PS-Mandatory and PS-Generator have been well received by customers in both states. Most IS and SG
customers in South Carolina moved over to PS-M and PS-G, respectively. The former SG customers
that did not switch were mostly small generators and don’t qualify for PS-G because of the minimum
curtailable load requirement. CallOption might be an option for these customers with its
reduced minimum requirement, and we hope to see more of these customers sign-up during 2011.

12
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Program Issues

Based on customer feedback received during focus group sessions, customers indicated they wanted
more options, greater flexibility and longer lead time (notice) of events. For example, some customers
could not respond in the 15 or 30 minute afforded under the existing programs. Duke Energy took that
feedback and used it to shape the parameters of CallOption. This new offer provides for a minimum of
six hours advanced notice and allows the customer to pick a level of commitment to curtailing load. For a
willingness to participate in more events, Duke Energy is able to pay the customer more in capacity
credits.

Potential Changes

As a way of building on to the existing options, Duke Energy proposed CallOption as a new offer under
the PowerShare® umbrella. With CallOption, customers receive a longer notification window and can
qualify to participate at lower curtailable loads. This means customers who would otherwise not be able
to participate in PowerShare® can earn capacity credits for their willingness to shed load during times of
peak usage and receive energy credits when they respond to curtailment events. Furthermore, for
economic events, customers have the option of buying through the event without paying penalties or
being subject to expulsion from the program. Customers get to choose their level of participation by
selecting the number of potential events for which they want to sign up. This gives them the flexibility
to increase their capacity credits. Also, more flexibility is included in how the curtailable load is
calculated, either a firm demand is set by the customer (similar to PS-M, PS-G or PS-V) or they establish a
fixed demand reduction and shed a specific amount of energy below their projected usage on an
hourly basis. While CallOption has been approved in SC, it is still pending a Commission ruling in NC.

E. Marketing Strategy

Marketing efforts for PowerShare® have focused on the relationship between the Duke Energy account
managers and their assigned customers. As part of their normal contact with customers, the Account
Managers have introduced PowerShare®, including any new options/offers while explaining the value
proposition to the customer. These visits are supported with in-house, analytical spreadsheets, showing
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 PowerShare® offers.

In addition to the above marketing efforts, webinars were held to introduce CallOption and to review
the details around the PowerShare® offers. Multiple sessions were offered with varying levels of
participation. Since the primary focus in SC during 2010 was on converting previous IS and SG
participants to PowerShare®, the Company has not spent a significant amount of the time selling new
participants on CallOption. We will conduct further training with the Account Managers in 2011 in an
effort to create “new” PowerShare® customers via CallOption. Due to the marking efforts, we received a
high enrollment of customers in a short time.

F. Measurement and Verification

Evaluation Measurement &Verification Schedule

Estimated 2011 Estimated 2011 Estimated 2012 Estimated 2012 Estimated 2013 Estimated 2013
Process Reporting | Impact Reporting Process Reporting | Impact Reporting Process Reporting | Impact Reporting
Q2 Q3 Q2 Q3 Q2 Q3

G. Technical Assumptions

Impacts vary based on the amount of load customers opt to make available.

13
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A. Description

The Residential Energy Assessments program includes two separate measures: 1) Personalized Energy
Report (PER) ® and 2) Home Energy House Call.

The Personalized Energy Report (PER)® Program is a residential energy efficiency program that provides

single- family home customers with a customized report about their home and how their family uses
energy, which can be provided in two ways: 1) postal mail 2) online. The overall goal is to help the
customer better understand his/her energy usage and to better manage energy costs. In addition, the
customer receives CFLs as an incentive to participate in the program.

The PER program have two variations: The first is a mailed offer, and the second is an online offer to
Duke Energy customers that have signed into our Online Services (OLS) bill pay and view environment.
The mailed PER offer involves more work, but it appeals to certain market segments. Eligible customers
are chosen by the Duke Energy market analytics team to maximize the participation by mailing an offer
to those customers most likely to respond. This program targets those customers who may not have
access to a computer or would not answer an online survey. However, since the online survey
participants are much easier to process, both means of completing the survey are offered. Online
participants get their PER online in a printable PDF, and customers mailing the energy survey receive
their PER in the mail.

The Online Energy Survey is offered two ways.

1) We offer it as part of the mailed PER offer, and 5 percent to 10 percent of the participants choose the
online survey instead of the return mail survey.

2) We also offer the online survey to other eligible customers when they visit their account information
online.

We track these two types of survey participants separately.

Home Energy House Call (HEHC) is a free in-home assessment designed to help our customers learn
about home energy usage and how to save on monthly bills. The program provides personalized
information unique to the customer’s home and energy practices. An energy specialist visits the
customer’s home to analyze the total home energy usage and to pinpoint energy saving opportunities.
An energy specialist will also explain how to improve the heating and cooling comfort levels, check for
air leaks, examine insulation levels, review appliances, help the customer preserve the environment for
the future and keep electric costs low. A customized report is prepared, explaining the steps the
customer can take to increase efficiency. As a part of the Home Energy House Call program, customers
receive an Energy Efficiency Starter Kit. At the request of the customer, the energy specialist can install
the efficiency items that allow the customer to begin savings immediately.

The HEHC program is administered by a third party vendor, Wisconsin Energy Conservation Corporation
(WECC). WECC provides support services based on Duke Energy forecasts; schedules and completes
audits; and reports and uploads results to Duke’s participation database. Additional key vendors include
ProtoType, which is responsible for mailing customer acquisition brochures, CustomerLink, which is the
call center providing customer care support and scheduling and Niagara, which is accountable for
creating the Energy Efficiency Starter kits the customer receives at the time of the audit.

Audience
Personalized Energy Report targets residential customers who want customized information regarding
their energy use, as well as specific recommendations to reduce their usage and utility bill.

14
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Home Energy House Call targets residential customers that own a single family home 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*®

S in millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $6.7 $2.8 42%
Program Costs** $2.8 S2.4 86%
Energy Impact (kW) 3,684 1,166 32%
Energy Impact (kWh) 24,762,131 8,613,288 35%
Units 15,676

* Numbers rounded
**Program costs as filed did not include M&V. Actual program costs do not include overheads.
*** Data in table represents program performance from February 2010 — December 2010.

D. Qualitative Analysis Highlights

Personalized Energy Report: Regarding the mailed PER offer, one of the most important attributes to
our success is the ability of our internal market analytics to use market segment information and predict
the potential response rates of different residential segments. Often, in this day of electronic
correspondence, customers who get an opportunity to respond to a mailed survey instead of an online
survey are eager to participate.

The PER campaign began in the fall of 2009 with 175,308 offers mailed to North Carolina and South
Carolina customers. Much of the participation was seen in 2009, but the activity continued into 2010 with
23,532 participants. The total campaign customer response rate was approximately 24%.

Carolina’s PER Participation from January 2010 to December 2010 *

State Total participation

North Carolina | 16,983
South Carolina | 6,549
Total Carolinas | 23,532

*Data in table represents Carolinas program performance from January 2010 — December 2010.

The Online Survey offer to OLS customers continued in 2010. Participation increased during active
promotions, such as the online reminder to complete the survey for a free six pack of CFLs.

Carolina’s OLS Survey Participation from January 2010 to December 2010 *

State Total participation
North Carolina | 3,364
South Carolina | 1,297
Total Carolinas | 4,661

*Data in table represents Carolinas program performance from January 2010 — December 2010.
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Home Energy House Call: The Home Energy House Call program is offered to residential homeowners.
The annual goal was 5000 for the Carolinas; due to increased customer interest, we exceeded our goal
with customers sitting on our waiting list until appointments became available.

Carolina’s HEHC In-Home Assessment Participation January 2010 to December 2010 *

State Total participation

North Carolina | 4,690
South Carolina | 1,798
Total Carolinas | 6,488

*Data in table represents Carolinas program performance from January 2010 — December 2010.

These participants responded to our direct mailing brochure and registered by phone, mail or online.
Once appointments were scheduled, an energy specialist arrived at customers’ homes to identify
potential energy problems and to provide an Energy Efficiency Starter Kit, as well as additional CFLs.

Issues
e We had several issues with the PER data transfer between Duke and Aclara (former vendor), and
the scan process was challenged by the overwhelming response. All the offers went out at the
same time, and in the future, we have agreed that the offer being mailed in separate waves would
be an improvement. All processing issues have been resolved for future campaigns.

e Increased interest in the HEHC program has created a larger than normal waiting list; over 45 days.
HEHC is a new program in the Carolinas, and word of mouth has been successful, as well as a
hindrance. Everyone has been trying to take advantage of this program due to the home
energy audit, Energy Starter Kit and a detailed report pinpointing potential energy inefficiencies.
Additional auditors have been supplied to reduce the backlog, and we have found that most
customers are willing to wait because of the idea of having an energy specialist visit their
homes. Increased spending has occurred due to increased awareness of the new product in the
market place. Knowing there is a delicate balance of supply and demand, we have created a
reporting tool to assist with mail drop estimates to avoid customers being placed on our waiting
lists.

e Inthe current market, we are seeing an approximate 2 percent response rate across all five of
our service states, which are adequate, but for this type of program, HEHC should have a higher
response rate especially during such hard economic times. We are currently working on how to
increase the response rates while reducing direct mail drops.

Potential Changes
e Future PER campaigns will emphasize the online survey as being the fastest way to receive the
report and the CFLs, but paper reports will still be available.

e With so many customers willing to participate in HEHC, program goals were met in August for
the Carolinas. We have decided to extend the goal in the Carolinas to a “do not exceed”
amount because of how difficult it is to find such talented auditors that are customer friendly
and already have been with the program since January of 2009. Our customers are continuing

16
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to call Customer Link, and the program is in such demand, we do not want to lose momentum in the
market place.

e Forthe HEHC program, specialty bulbs are being considered as additions to the program (DSMore runs
are taking place currently). These specialty bulbs include candelabra and recessed lighting bulbs. We
have found most homes have lighting fixtures requiring these specialty bulbs, and this is a huge
opportunity to consider for HEHC.

e Currently, program enhancements are taking place. CustomerLink scripts are being improved to inform
the customer of the EE Starter Kit and installation of CFLs. The customer reminder call prompts customers
about their appointments to decrease cancellation rates, as well as to begin looking for places to install
efficiency measures. We also are looking into reducing the number of questions our auditors ask during
the in-home assessment. By saving time with how many questions a customer has to answer, our
auditors are able to focus more on energy savings inside the home while installing more measures. By
making these improvements, this will allow Duke Energy to increase impacts from each participant in the
program.

e Duke Energy’s marketing analytics team has the ability to pull customer information directly from our
billing system. Marketing analytics will receive a list of zip locations to target and will pull customer data
and send to ProtoType for further scrubbing before brochures are mailed. Some TV and Radio media has
been used when requested. The overall strategy for this program is to reach all customers in Duke
Energy’s service territory, to promote energy efficiency by customers understanding the importance of
conservation and to help the environment. By customers reducing their electric bill, Duke Energy is able
to reduce its need to build additional power plants and, ultimately, keep its rates as low as possible.

HEHC Program information is available to all customers on the Duke Energy Web site:
http://www.duke-energy.com/north-carolina/savings/home-energy-house-call.asp.

E. Marketing Strategy

The overall strategy for the mailed PER campaign is to maximize the response rate of the mailed offer.

Since the mailed offer includes a survey that is preprinted with specific customer coding, the initial expense of the
mailing needs to be considered for the cost effectiveness of the program. Maximizing the response rate greatly
influences the cost effectiveness. Some customers try to participate more than once in the online program, but
we do not mail duplicate CFLs within this particular program offer.

Of equal importance to the installation of CFLs is the content of the PER report, which is designed to duplicate
what a customer would see in his/her online PER report. The goal here is to help customers review their past
energy use, compare their usage to other similar homes, understand where the energy use is going and to read
tips on how to conserve.

The marketing strategy for the HEHC program is to pre-qualify customers before sending out direct mail
brochures. Pre-qualification of customers will reduce overall customer acquisition costs. Analyzing HEHC’s
previous customer data, such as response rates and seasonal trends, this analysis will help balance the load of
supply and demand while minimizing customer wait time. HEHC registration is also available online to reduce mail
costs as well. Maximizing response rates are key for overall program cost effectiveness.

17
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F. Measurement and Verification
Evaluation, Measurement & Verification Schedule

Personalized Energy Report/Online Services Survey
Estimated Estimated Estimated Estimated Estimated Estimated
2011 Process 2011 Impact 2012 Process 2012 Impact 2013 Process 2013 Impact
Reporting Reporting Reporting Reporting Reporting Reporting
Q2 Q2 Q2 Q4 Q4 Q4

Home Energy House Call
Estimated Estimated Estimated Estimated Estimated Estimated
2011 Process 2011 Impact 2012 Process 2012 Impact 2013 Process 2013 Impact
Reporting Reporting Reporting Reporting Reporting Reporting
Q2 Q2 Q2 Q4 Q4 Q4
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Appendix
DUKE ENERGY
P Duke 131 Fast Fourth Sirest
& Energy- Cincinnati, (H 45207
September 17, 2000
Deaar

Ciuke Energy understands your concem about your rising energy costs. That's why we're pleasad to offer a free
Personalized Energy Report (PER) ™. The report details how you use energy and how you can save enangy. Plus,
fior a limited time you will also receive a free six pack of Compact Fluorescent Light Bulbs (CFLs). An ENERGY
STAR®qgualified CFL saves about $30 in energy costs over its lifetime. Replace your home's six most frequently
used buibs with CFLs and watch your savings grow to 5150

Your Personalized Energy Report will provide you with a better understanding of your energy usage and offer
customized ideas to help you save money on your monthly bill. You simply answer a few questions about your home
appliances and how you use energy, and the report is personalized for you.

With the: Personaized Enengy Report you can:

=  Understand how your househald uses energy

= \iew your home's month-to-month energy usage and bill amount trends
=  Compare your home's energy usage o similar households in your area
»  Receive energy savings tips for your home

= Leam about programs that may save you money

Get Your FREE Personalized Energy Report and Six Pack of CFLs Mow

Just complete the Home Enengy Sunvey. You can complete the survey in one of bwo ways:

«  Online. Go to wwaw duke-energy_com. If you are a cument Online Services user, sign in to manage your
account. If you are a new online user, click Register to sign up. Once you sign in, take the brief Energy Survey,
you will see your cusiomized Personalized Energy Report online immediately.

Important: To receive your free six pack of CFLs, you must enter
promotion code 1901 at the bottom of the Energy Survey Web page.

While you are at our Web site, cheack out all the other energy saving information, imteractive tools and programs we
offer to help you save energy and money.

=  Paper. If you prefer, you can complete the enclosed questionnaire and mail it in the postage-paid envelope
before September 30, 2008, Your Personalized Energy Report will be mailed to your home within three wesks
from the date we receive the completed questionnaire.

‘You will receive your free s pack of CFLs soon after you receive your Personalzed Energy Report. Thank you for
your interest in saving energy. We look forward to helping you take control of your manthly energy costs.

ﬁwm

Personalized Energy Report BManager

wwn ke -enangy. com
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RECEIVE YOUR FREE, PERSONALIZED ENERGY REPORT (PER)"

FOR THE ADDRESS SHOWN ABOVE, PLEASE ANSWER THE FOLLOWING QUESTIONS RELATED TO
YOUR HOME AND ENERGY USAGE. FILL IN THE CIRCLES COMPLETELY USING BLUE OR BLACK INK.

PROPERTY DETAILS

I What Bypo of borng best describes your
PrEmgy fRutens” paes ay o

Deachid ngha =iy

Dupler /7 by

Towmhooa

Apartment | Malt - Family / [ ar move snits)
Cerdornmem

Martaczewd bome

2 Vow many lovels dogs yout homs have,
ncieding the basement and unfinshed auc!

3 inwhslyear was yout homs beit?

Bstors 1958
1580 1978
1580 o83
1590 1997
156 _ 2000
2001 - 2007
2008

£ [oes yoor boma have an atic?
Yos
No

5. Doss your bome bave 2 tesamint’
Yeu heamd
Yor_ réwated
Mo

6.  Exchudeg bathrooms and hallways, bow many

PO AR N your Pome? rotes dm s e

1
]
3 ]
t
5

7. Vow would yoo describe e 50w of D rooms
i yar hame?
Ao bR
Neaiig
bW e

B Approxmale se (hexted s of your hame”
Wil BECWOSL 1 gusations 6 & T ahove wil
St 1 10 ESTmats the 5t of yous homd in
squars et Or, F you know tha sooarm oot
o your hame. you mary cheoss & hers e we

will 58 o inpat

= X0
00
o0 1ath
IS0G-1999
Mo0-2
0N
A00-30%
3500-3955
0 2 oy
Ten't beurm

MAIN HEATING SYSTEM

2 Weat is the fied usad in yeur pnmary
heating sysem’
Daeine
Mot Gae.
= ]
Fropame
Do {valar. wandl. wic)
Netow 2alm

10 Wisch of the Tofiowng bests describes your
feme's primary haating system?

Dacine Rassbaand or culing cubln
Furond air famacs
Sundand haat pemp
Comrd svoron heat g
W e
Tisam ol
Wad Prattig Ty
Floart permg weth s busciong
Fivat permg weth propuss haties
et pemp weth of buchup
NetoE Tyl

11 ew oid is your hesting system?
f-tpas
-5
16— 14 pan
15~ 19 pars.
0 poars or pramter

COOLING SYSTEM

12 Depan hawt 3 contral enciing Syssen” (i you
1 WIGOW O D0 Sl comdiionens, you will
Tt TS I question 1)

Mo ceetral cosing ptem
Cortral ar wrdtionng
Mot Pursgy

13 i you it gy coolng systam, how o 57
0=t yars
5= yary
18-l
15- 19 s
30 yrs o st

18 Do yon woe mem of window air maditioners”
i 7Y
[

15 ow many rom of minkew 4TS
1
2
|

15 M you have a central heafing and coolng

Syitn with B duchs, e sy of thds ducts
kcaed in the #tx?

L

e

liat gpbcatle

Duke
P!Enargy.
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17 Wit is your thormostar wotting for 2 typacal 19, o reony peopls B o your home? 25 a. Doy hove 3 samming pool
hiawsing day and & typics! cooling day in the 1 Yo
shemon’
. i No
3
<fr* i b Do you v & pool featar”
a-1F 5 s
Hn-1n+ . i
Te-11%
7ot mone £ Whatnpe of fosl db you o @ heat yoor
>T% !
Thermestat oty Ke thermostat
20 Do you owe o rant thes hems? Electric
Cooling wr Nanal Gas
k9" [ M
B-12F p
R~ 71 What fool s usad by your watar heatar! Pt app el
nm-1n¥ Tocis
=TF Nawrdl Gan I a mmml*ﬂm’
Themestat efl/ he Mamonm] Mg Yoz
Oty ha
N
18 Do yoa beve sayof el [ ::ﬂg;nuimwmmmm
sy i your borms? 22 What s the 3y ol your wast haster!
5 ﬁ-l-pd'l. Electric
& (hif dras i the minter S i B Gis
- 16~ B4 years o
o 15 - 19 yars Propng
X wan w gwatw
b Sestywinders i the witter T8 Woukd 2 twy demee incraass in your home's
= koo Bmperature donng semmar weelday
o i :ﬁmm‘hﬂﬂmmhm; shemoons 35 your family's comion’
ha
B Mee a2 a8
¢ (ool systsm wil ot keqp e home Mol G Asmelimpact
i - A modecy impact
n N A larpe impact
Na
. 9 Ar you planning o maka any lage purchases
FIEm - with the nert thied years’
Blecinc ™
> ot :
Nare Nt sure

31 How mamy CFLs* s you heve imsilied in your home!

AU
* 0D 000017 =

11 Plezsa print yoor smad address in the bosss below.

"compact fluaheacent ght buls
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PERSONALIZED ENERGY REPORT (PER)™
November 24, 2009

Desr Cusiomes:

Thank you ior joining thousands of hausahokd that have
Lahen ddeps Lo Seve energy and money by requesting a
Personalimd Energy Report (PER)™. Ths repoat anslyres
your pasl energy ushge and evaluales your snawers fom
the &né @y surey, 10 provide:

+« A hstory and sesdonsl charl Of your ensfgy e

* A phe chant &sSmating how much enengy 8 usad
= A comparson of your ensrgy use 1o similsr homes
= Tips that halp you save engrgy and maney.

A copy of your epont B a0 Svailabile online St

www duke-enegy.com when you $ign in 1o Online
Sendcs When you Sign i 1o manage your atcount, be
wre D val e Home Enegy Center, whes you will nd a
wide asmorimen of energy saving tigs, ol and heiplul
chars,

Sinceredy,
Dan Wedilin
Personalized Energy Report (PER)™ Man sger

FoEneray.

YOUR PERSONALIZED ENERGY REPORT (PER)™

Fropared for

Mot Mo

Dot Prepased Movenber 24, 2009
I —
Tyom of Home L

Horme Size L750

Yaar Miome Bl 2001 . 2007

Sooe Hemting Fel  Propame

Wate Haatrg Foa Eectecly
.|
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YOUR MONTHLY ELECTRIC USAGE WITH AN APPROXIMATE ELECTRIC CHARGE®

OCTORER 2008 - SEPTEMEER X009

Al Mo T 1o OO0 L Paad g o BEATLT Apdyarmiae i
g8 =15 -7
Ry 342 pe= )
Sec 03 a2z7 - T
Ja=03 e Ea1
a9 a2 - Tt
War 09 FaT 557
[ =8 T
Wy 05 1055 L]
Am 3 1397 b TR L
- 1.7F7 §i67
g 09 1532 3131
e 09 1352 3315
TEa 13237 31,179

ot s sreegy el e Lesal o e et wr b s s Daldmad K owtog ctuarte will el esdeh yrsir e | sy wda. e

b bl Do raliorn on yenr b b, Wal ey Usgm arid Conl Chebul 8”10 v or Cvllns Sk o scstard o whss k- iy oo

A SAMPLE OF YOWR HOMES MONT H-TO-MONTH ELECTRIC USE®

S Ml O a0 RO e OF 0 M May OF SO Lib0% A O Sk 00
R ¥ e Hadeg Wiwda Sammer Coxitg Minda B sasng | Cofieg koaSw
* Morn Shab vour ONOERY LS O D VT T f BN Gl O 3 D vl e i

KENOW YOUR BILL AMOLUNT IN ADVANCE

The Equad Fapmant Plam & o free sendcm hat maes marssging oo 7 oo gt auee
py onichnge & peed ciahle mordingy 80 £ quad Pagment Plam coners ol beie
mrdces, Addiiom sereces, such 2= ordoor e, 2 nod moaded o e pan

Yoo momtiey bl &= hemed on yorur prevoes yer's efediscily oge and = danded o 11
et payments. § makces nlanming and Bz g yoar erengy costs. mofe erieafte and
corevenl. A you reed = oot with 2 recod df geod papment for Be pest 12
ey eyl -

To sgn o learn more, visd weeee, dule enengy com's o casdine billn gequal-poyment. 2.
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HOW YOUR HOUSEHGLD WSES ELECTRICITY

20082009 ANMNUAL COST BREAKD OWN

[ B £158
B sing £131
| e 156 G B4%
B iex s g5
Total 51129

W gL dey JE%

Tha dald dmmint s and e gs it Th e charm om el mates b o Inpefs W ovhdad on wior e sy Thiss am pod sl on
§oua s d Faafing s fan your hama

YOUR HOMES AMNUAL ELECTRIC USAGE COMPARISON TO SIMILAR HOMES

The ==ie 0 T gl Sows oo o your o sehoids T —_—"—

el sedc uRge ormp Fes W De fange of asge by

=mia hoemehoids s=eviced By Dowe Enesgy in Soath e Lhagm: 8k ol 2 L Higgh Uaagm

Canins. | T3S NN WSS N -5
L: = I |

Ths commsso mesiders yoor home's kel biend, e &

I o e o o Ry, and o e At o "'-‘-'E':::?'—::I:‘H‘

peovded i your questoonoee.

Usng eibctrciy wisel 5 good forine envmnment, sawes
o maney, 3nd may red ooe {he need o Dald moms oowar
Fant o Souh Camiena. And tha's godd for sy,

HO CHECKS, NO 5TAMPS, NO HASSLES

Martam stc Manfily Papment = 2 free servrce i sviomaaly pays your enargy bl by
withcrawing fnoen wosr bank @ooond on o afler woor payrment dode. Thae 22 oo de= dae o
fem ey, chacis io weils o 5 e i bay

Wihen youo ennl, yow seec 3 payment dafe Tt i3 10 o 14 days ofer your Bl date. Enroling i
exgy. ANy nend =2 cheds or depost =50 Som your bank and your Dose Energy acomant oo ber

To =g un or ean mae, visd wares dule-enengy oomScuth candina'payment zatan sScman Sy asp.
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ENERGY SAVING TIPS FOR YOLIR HOME

HESTING

in e winfer, @ yow manosly =t youwr feemoist down o
Ve MoeEy wNeE o' gone, Wi o sk, remed your
thermestat o fe normal irmperdl e setEng. Sdtng #m
thermostat relly high wonl hap #f heat up 2y e

Wthen hmdng your home, iy o mimmae e e  of
ime that doces o fhe cofside e commed and ceserd; cod
caride ar eniers par hom e mch time o men S doon

The e of cafng e & the wender =5 mead effeciive in

FeCens Wit ey g celings, wiere w2 sses e
colact ahone Fw fving snsce. Mormal momsof 8 to 10
food e will e e Desnal§ from ban amge,

# yoatve Ermed down yoar Bremesiel & e winler {0 e
oy, you My e oncomiod able 0 fe eveeng Hoors
wrhen yo s fems e Foer Bese shiced peiocds, sl
ENE 2 podane heier o waen B room thatyoe ooy
msmd of Erming an e Semosia

CO NG

in b sermene, # yoo meno 2y el yoor Sesnosts on o

=ve money wihie yau'e gore, wihen you e, resed yoor
thermostat o e norma feomeratue satbng.  Seffng tihe
ihermmosiad reefy low wont e & coof doven ey Gesler,

in e summes, w=e fhe exheed s i yoar ichen and
fuaiths fo evhacres hot Jr and mossre Boit e heet and
e homidity = 2 exdra leed on your ar condfone

Whan s eond bsoming yeur Beene, iy i mramemes: fhe
mernioer of emes 1hed d oo o e cot=de 2 opened and
clmed ; ot and humd oolside sirenters yoor hame mck
tme yoo open the dooe

When 2 cond bioming, @i acivites B add het 2nd
ham iy o yoar home during the hosipas of fe day
This includes cioing, badheng, cid®es drying and

deshwsning,

WATER HEATIMNG & LALNDRY

Dot verioad e drper. Chersmding mases e drjer wos
Ly s comecmivedy 1o izie dwanbge of tead bolden
m yoar deyer.

Fenowe ciothes = soon = They 2 dry. Ths oot onfy =2
eremy bl afz 0 helps o pereen] winking.

Yoar dshes shiouid not need rnsng bedtee patEng Bem =
the dewasner, bl @y do, wse oid wiaier msleed of hot

WEA THER EEATION
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e e e,
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e wrdow Fieckes 2 mght fo eep ihe heat &

L T e

Tine money’ pou spemd on Egid bofs = oty 5 10 pencent o
yoerr foded Sgnbog cosls. Tha other W95 geret = $e
o= of efecinoty. Emeary afioent mpect floorescet
i co=t mome {o pociase; bal iy ase ot one forth
e pregy O = aiy e =me am aunt of i

Tafe adrantge of dayignl wheresss peminle 2d fom o
wreered Sgiing. Fodaes wilh phoiocsls and mmotion
defer s are o e lent way o mave oo SEhtng
ez

Lis= dirmmess fio contedl e amoumt of gt you meed.
Demmiang the Sghis fio i the Suminadion cuts eoegy
s gt roughey in hal {lote For mmpacd
flocm=rant Eghts, e ony bufis Set e rafed for o wilth
e |

L fioe Ee INERGY STAR hal on g tofte and igid
fatres. These modeds sane ey, and money, ad haip
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A1 S LA BOILIS

#you am thinkng @ ad porchsimg 2 nes TV or VIR, fodk
ficwr ERE RS ST AR mnodeis. These emesgy afficend modess
=we My and han podect the andnnm e Iy osng e

TRy
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Exhibit C
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HEHC Brochure

SAVE SOME GREEN
WITH A HOME ENERGY HOUSE CALL
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REDUCE YOUR ENERGY BILL

Home Energy House Call is a free in-home energy assessment RECEIVE FREE ENERGY SAVING ITEMS

designed to help you learn how your home uses energy and how As a part of your Home Energy House Call, you will receive a
you can save on your monthly bills. The program provides person- free Energy Efficiency Starter Kit. At your request, the energy
alized information unique to your home and energy practices. specialist can install the efficiency items so that you can begin

saving right away.

An energy specialist will visit your

home to

B Pinpoint potential energy problems
in your home at no cost to you

B Explain how to improve the heating
and cooling comfort level of your home

m Help you preserve the environment for
the future and keep electric costs low

B Provide you with a free Energy

TO QUALIFY, YOU MUST

B Be a Duke Energy residential customer in North or South Carolina

m Have one of the following: electric heat, electric water heater or
central air

B Qwn a single-family home and have lived there for at least four
months (rental properties and mobile homes do not qualify)

START SAVING TODAY!

Efficiency Starter Kit To sign up for your free Home Energy House Call,
" use one of the following methods
From the energy specialist's observations, u Visit us online at www.duke-energy.com
a customized report is prepared detailing steps you can u Call 1-877-388-7676 (toll free)
take to increase efficiency and reduce your energy bill. ® Complete and return the postage-paid reply card
“ltems in actual kit may differ slightly from those shown in photo.
K LL o
MAKE A DIFFERENCE o> e
EZ=z5
a8 R
SHup
2922
= £
WORKING TOGETHER FOR A BETTER TOMORROW E E i
demand tricity in the United States E = L =
; — 2 =
\ pre —— &1 —=
i — > 3 £
~coal pow — - H ==
y by pursuing clean, A=, > ~ =
ping you Ll % % Y =
ney programs. By ) o s = > Q =
, We can meet our goal of pro G| g 9 8 S =
(7)1 = 5 s H
U) o = we =
w_|s Yz5s =
With energy efficiency programs = = u E & S % =
Call; Duke En is he = = 3 = % 7 =
: WnilE: ITue = -
gle zwiD =
DElf E3u3 =
mz:g =z

our energy consumption
v for alll
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SIGN UP TODAY

TO QUALIFY, YOU MUST

E Be a Duke Energy residential customer in
North or South Carolina

B Have one of the following: electric heat,
electric water heater or central air

= Own a single-family home and have lived
there for at least four months (rental properties
and mobile homes do not qualify)

Name on Account

Address

City State Zip

Daytime Phone

Evening Phone

County of Residence

Account Number

VISIT WWW.DUKE-ENERGY.COM TO SIGN
UP OR CALL 1-877-388-7676 (TOLL FREE)
OR RETURN THIS CARD.

P Duke
& Energy-

EY573 / 139 East Fourth Street
Cincinnati, OH 45202

EXPERIENCE THE BENEFITS

with a customiz
B |mprove the com

viron-
ment for the future and
keep electri W

‘Q" Mixed Sources
-d

PRERT 5TD
US POSTAGE
PAID
DUKE ENERGY
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HEHC On-Site Report

1

[

10.

11.

. b} attic, ) wall cavity, d) hasement wall mr.nl.:rrn n‘l

Bl R T A= sl __ B LN e S .
MOIMmE SNEN 3iT BENIMESS. AIT 1IBarS N YOUT noime anow cond ioned ar io Ee5Cape and outsde air fo invade your

home. Your t‘u‘nﬂsnailnﬂneads al none, h}sﬁal IBaIw wlndwvs c) saal'leakvdmr:i d] s&al ladwhmplar.e
e) seai ieaky atiic access, ij seai ieaky piumbing, eiectricai, ceiiing fights or other openings in sheli, g} a major
enurce of outside aar infiltrateon was discoverad and should be szalad.

Disrt inzulatinn W wnar hoatinalcaaling disct cuctern ie auteids of war home's hoated or coolad coace the duocte
e e N WAl PN G WhrhTMe WT WM ITWTITN e § OEMTMOW T WWwTROE Swy MOW e

meed o t;em{hrls-ulamdn iﬁg Your duct insulation needs: alnca-cnon.h) attic duct insulation, ¢) garage duct
insulation, d) crawl space or basement ducts or insulate perimeter walls and seal space.

Duct air trghirleis Heating and :collrg duct systems sh:ulr.l be relatively airtight, e-speculry if :he duct sys.tern
i not located in your home's heated or cooled space. Your duct sealing needs: a) no action b) attic ducts sealed,
c) garage ducts sealed, d) a major duct repair is neaded to seal your system.

Heat pump condition. An electric heat pump is very energy efficient. Your heat pump appears to be- a) high
efficiency, b} an acceptable age and working. c) could not test heat pump to see if it is working, d) appears 1o

be an acceptable age but may need 1o be serviced, e) appears 1o be old or you have mo lhaat pump now. Installing
a new heat pump will give you significant energy savings.

Furnace ﬁnet A dirty fumace filter can reduce and cooling effics . Your furnace filter: a) appears
acceptable, b) needs attention. [desﬂaamd’mmﬁacgartheﬁmm repair.}

Cravd Lp;ce v-ents Your crawl spat:e of hasement 'uent!. should be closed during the -.mnlu heau SO3TON.
Your home: a) has no crawl space, no crawl space vents of vents. are always closed, b) consider closing vents
iin surmmer, €) close vents in winter, d) a significant crawl space or basement saaling repair is neadad.

Summer mndnw shadlng .ﬂur cundrb-cnl costs can doubkrll dlreclsur:l tis not blor.ked W\‘matlmndmmmng
s on: a) window coverings are usually 'h.l]rF drawn or you have no air conditioning. b) window shades. half drawn
c) shading rarely used, d) significart aast'west un-shaded solar exposure.

Furnace fan run time. Running your furace fan all the time may increase your comfort, but it also adds to your
electric bill. Your furnace fan is: a) you have no central fan b) ECM fan, ¢) always set to “auto” (cycling off and on)
d) set 1o “aute™ half the time and “on™ half the time, ¢) always set to “on”,

Hot water. Do not memeatwur water. Today's laundnl dm:gecnalm for energy savings by using oold water for
tha wash and rinse cycles in your clothes washer. For your laundry: a) reduce your water heater temperature to 120
dagre?s b}rﬂwashlngand finsing is in cold water, ¢) change 'wash loads from hot to wanm or cold, d) change finse
loads. from to cold

E:tla refrigerator. H your second refrigerator is not needed in all seasons, unpluggj Dtrmmrgltmflsauepu
energy and money. in your home: a) you have only one refrigerator, b}m‘lsrdetunp ng your extra refrigerator.

OO - Reved L 0K
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A. Description

The Residential Smart Saver® Energy Efficiency Program is an energy conservation program in North
Carolina and South Carolina where incentives are paid to residential customers.

CFlLs
This program is designed to offer incentives to customers and increase energy efficiency by installing
CFLs in high use fixtures in the home. The incentives were offered in a variety of ways, including but not
limited to “free” coupons, business reply cards (BRC) and IVR/WEB/OLS on-demand ordering tool. The
new channels allowed us to increase impacts, encourage our customers to become more energy
efficient and lower program costs. The benefits include being

e easier for the customer to participate

e able to manage inventory demand

e able to simplify coordination of the program

e able to realize results on a quicker timeline
Examples of recent channels include:

1. GE/Wal-Mart Coupon — Duke Energy (DE) mailed a “free” coupon to eligible
residential customers which was redeemable at Wal-Mart. The offer was for a six pack of GE
Energy Smart CFLs.

2. BRC (Business Reply Card) — Duke Energy mailed a business reply card to eligible customers
to “opt-in” and request a free six pack of CFLs to ship directly to their homes at no additional
cost. Each BRC contained a unique barcode to track requests to a Duke Energy account number.
Kits were fulfilled by a 3™ party vendor and results were available within weeks of the order.

3. IVR/WEB/OLS (CFL offer) — Duke Energy currently provides eligible customers with three
new channels options to request free CFLs to ship directly to their home at no additional cost:

a. The IVR (Interactive Voice Response) consists of a toll free phone number for Duke
Energy customers to use for account validation and to determine how many bulbs they
are eligible to order. Customers acknowledge the order and Duke Energy processes the
file to be fulfilled by a 3" party vendor. The file will go directly to the vendor (processed
daily) to speed up the ordering process.

b. The WEB consists of screens that walk a customer through the CFL ordering process.
Customers enter their account number or phone number plus last four digits of their
social security number to check eligibility. Customers will then see how many bulbs they
qualify for. They have the ability to accept or decline the order and then proceed to
check out.

c. OLS (On line Services) customers (new and existing) will receive a “pop up” upon logging
into OLS stating that they qualify for CFLs. They can choose to accept or decline. The
same ordering process is identical to the WEB stated above. If an OLS customer declines
upon logging into OLS, he / she will only see a “promo” box upon entering OLS during
their next visit.

HVAC and Heat Pump
Incentives are paid to home builders, heating contractors and/or customers when high efficiency heat

pumps or air conditioners are installed. The incentive is $300 per installation and is desighed to increase
the efficiency of HVAC systems in new homes and for replacements in existing homes.
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Duke Energy employs Wisconsin Energy Conservation Corporation (WECC) to promote and deliver
several Duke Energy programs, including the Residential Smart Saver®. CustomerLink is another
company that supports the program and is responsible for handling program related inquiries. WECC
Representatives work closely with Trade Allies, such as heating contractors or builders, who are the
direct interface with the residential customers. Once the home builder or customer decides to purchase
a qualifying measure, an incentive application is prepared by the trade ally and sent to WECC. WECC
receives and processes the incentive application from the trade ally and validates qualification. Once
this is complete; they split incentive payments for existing homes are made by WECC to the heating
dealer and customer. For new homes, the builder submits an application for a qualifying home and
receives the entire $300.

Audience

CFL

Eligible customers are those Duke Energy Carolinas residential customers who are served on a
residential rate schedule from the Company’s retail distribution system. Duke Energy promotes each
campaign through various marketing channels including direct mail, online advertising, bill insert, bill
message, mass media, press release, the Duke Energy website and other social media channels.

HVAC

Eligible customers are those Duke Energy Carolinas residential customers living in existing or building
new owner-occupied residences, condominiums or mobile homes.

B & C. Impacts, Participants and Expenses*

S in millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $21.0 $115.5 550%
Program Costs** S5.8 $23.7 409%
Energy Impact (kW) 10,894 43,751 402%
Energy Impact (kWh) 79,662,163 464,293,288 583%
Units 7,788,241

* Numbers are rounded
** Program costs as filed do not include M&V. Actual program costs do not include overheads.
*** Data in table represents program performance from February 2010 — December 2010.

CFL

The Residential Smart Saver CFL program participation increased due to new offers and distribution
channels (e.g., GE/Wal-Mart “free” Coupon, BRC, IVR/WEB/OLS online ordering tool). All eligible Duke
Energy customers were targeted for the new CFL offers including Low Income customers. The new
channels offered an easier way for Duke Energy customers to participate in energy efficiency programs.
Response rates increased from 1.3 percent (traditional discounted coupons provided in 2009) to
approximately 28 percent overall for new offers/channels in 2010.
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Campaign Results Take Rate

1. GE/Wal-Mart coupon offer *
[CONFIDENTIAL]

Cost Per
Bulb

State | # of Coupons Mailed | Total Coupons Redeemed | % Take Rate
NC 1,008,866 255,378 25.30%

SC 290,343 76,163 26.21% B |

*Data in table represents Carolinas program performance from January 2010 — December 2010.

2. Business Reply Card *
[CONFIDENTIAL]

Cost Per
State | # of BRCs Mailed Total BRCs Redeemed % Take Rate | Bulb
NC 597,853 223,158 37.26% I
sC 176,416 75,227 42.55% I

*Data in table represents Carolinas program performance from January 2010 — December 2010.

3. IVR/WEB/OLS ordering tool *
[CONFIDENTIAL]

Total Total Cost Per
State Orders Bulbs Bulb
NC 217,260 2,860,570 -
SC 73,418 961,172 -

*Data in table represents Carolinas program performance from January 2010 — December 2010.

HVAC

Smart Saver Residential participation is higher than expected; however, as CFLs are the high volume
measure of the Smart Saver program, the HVAC results are not easily identifiable in the numbers. Duke
Energy more than tripled the expected participation of 4,001 heat pumps and air conditioners in 2010
and realized participation of 14,594. Variance from the estimated budget, participation and impacts are
a result of greater than expected acceptance of the program by customers and participating trade allies.
Another contribution to this success is the work done by WECC trade ally representatives in signing up

approximately 580 participating trade allies in 2010 and over 880 trade allies since program start up in
June 2009.

D. Qualitative Analysis

Highlights
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CFL

Campaign success can be attributed to the no cost coupon offer by GE/Wal-Mart and the new channels
offering “free” CFLs, which are delivered directly to the customer’s home. The BRC and IVR/WEB
channels allowed a “hassle-free” opportunity for customers to participate in the CFL programs without
redeeming a coupon. Customers simply returned the postage paid BRC or utilized the IVR/WEB channels
to opt-in for the CFLs. Inventory issues were eliminated by working with a 3" party vendor to stock CFLs
in advance to meet demand. One highlight for the new IVR/WEB/OLS channels is the ability for
customers to check eligibility, order CFLs, and track the status of their order; from requested date to
delivery. The IVR/WEB/OLS channels allow Duke Energy to utilize low-cost, no-cost marketing channels
to reach eligible customers who have not participated in traditional coupon offers. Total bulbs
distributed through CFL campaigns exceeded 7.8 million bulbs in 2010.

HVAC

One of the most important attributes to our success is the incentive given to our heating contractor or
to the sales representative. This incentive motivates the sales person to pursue the high efficiency sale
at every opportunity. It is also a fair compensation for the amount of time the sales representative has
in completing the incentive application for the customer. Customers do not have the technical
information we are requesting on the application form, so we ask the trade ally to do this for the
customer. Another very important highlight of the program is the ability of the WECC trade ally
representatives to be able to sign up almost every heating contractor doing business in the Duke Energy
service territory. To date we have over 880 participating trade allies signed up in North Carolina and
South Carolina.

Issues

CFL

The GE/Wal-Mart coupon offer was very successful and the response rate was higher than anticipated.
Managing inventory to meet the high demand during the first phase of the coupon mailing was a
challenge. Although coupon mailings were staggered over several weeks, some stores depleted their
inventory which created a less than ideal customer experience. Duke Energy worked with GE and Wal-
Mart to quickly address the inventory issue. GE extended the expiration date of the coupon, offered
substitute products, transferred inventory from other store locations and shipped additional products to
meet demand. Addressing the inventory issues and extending the campaign expiration date allowed
customers additional time to redeem coupons contributing to positive results.

Potential Changes

CFL
1. IVR/WEB/OLS (CFL offer) — Duke Energy will continue to utilize the new channels available
to eligible customers requesting free CFLs to ship directly to their homes at no additional cost.
We will utilize new marketing channels to reach eligible customers in the Carolinas.
a. Additional marketing channels will consist of the following:
i. Earned Media (Print, Press Release, TV, Radio)
ii. Social Media (Twitter, Facebook, YouTube Video)
iii. Duke Energy Web site (State Landing Pages, Portal Story, OLS Promo boxes, Opt-
in E-mail)
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iv. Duke Energy Messaging Channels (Bill Messages, Bill Insert, Bill Envelopes)
v. Print (Direct Mail piece, Event/Low Income Agency Postcard)

2. Property Manager — Duke Energy has selected Honeywell as the vendor to manage the
distribution of CFLs to property managers. Honeywell will partner with North Carolina and South
Carolina property managers to enroll multi-family complexes that will install CFLs. Duke Energy
pays for the bulbs and the Property Manager pays for the shipping costs. The goal is to identify
the number of units and permanent fixtures available with each apartment unit. Property
Managers will install CFLs into the permanent fixture during their routine maintenance visits and
provide tracking for each unit and the number of bulbs installed. Honeywell will validate and
report the activity for each individual unit on the property.

HVAC

Program enhancements currently being considered include developing an electronic application
submission process to allow for easier, quicker and more efficient submission of customer applications.
Additional measures are currently being developed that are complimentary to the Smart Saver® HVAC
program. The new services would further incentivize customers to increase their home’s efficiency of
through measures such as attic insulation and air sealing, duct sealing, and HVAC tune ups.

E. Marketing Strategy

CFL

The overall strategy of this program is to reach residential Duke Energy customers who have not
adopted the installation of CFLs. This is an easy and low cost way to become energy efficient without
sacrificing comfort. We will continue to utilize new channels and educate customer on the benefits of
CFLs while addressing barriers for consumers who have not purchased CFLs. The IVR/WEB CFL offer
will use low/no cost channels to target DE customers. During the initial rollout, customers will hear
about the offer through bill message, bill insert, e-mails Opt-in, internal employee communications;
sponsorship programs/radio spots, tradeshow events and social media. As the program matures,
additional channels will be utilized, such as, direct mail, e-mail and online advertising.

HVAC

This program is promoted by Duke, WECC and CustomerLink directly to HVAC contractors, builders and
homeowners with aging equipment. All heating contractors and new home builders are encouraged to
go to the Smart Saver® Web site and complete the Heating Dealer and Builder Sign up Form. All
Participating Heating Dealers and Builders are included in an online list of participating trade allies.

The overall strategy for this program is to reach customers who are in need of an HVAC system and most
importantly, to have our offer presented at the exact time a customer is deciding between a standard
efficiency or high efficiency system. By keeping in very close contact with most all the significant trade
allies in our service territory, we believe this program is being offered to nearly all customers who are
making this decision. Program information is available to heating dealers, builders and customers via
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our Web site. It is also available in a brochure that is offered from many sources. The text of this
brochure is attached at the end of this document.

F. Measurement and Verification

Evaluation, Measurement and Verification Schedule
CFL
Estimated 2011 Estimated 2011 Estimated 2012 Estimated 2012 Estimated 2013 Estimated 2013
Process Reporting | Impact Reporting | Process Reporting | Impact Reporting | Process Reporting | Impact Reporting
Q2 Q3 Q2 Q4 Q2 Q4
HVAC
Estimated 2011 Estimated 2011 Estimated 2012 Estimated 2012 Estimated 2013 Estimated 2013
Process Reporting | Impact Reporting | Process Reporting | Impact Reporting | Process Reporting | Impact Reporting
Q2 Q3 Q2 Q4 Q3 Q4
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MAMUFACTURER'S COUPON REDEEMABLE AT WALMART

The coupon above is for the GE/Wal-Mart CFL offer. The coupon was mailed to 1,008,866 customers in
North Carolina and 290,343 customers in South Carolina. The campaign ran from March 3, 2010 thru
July 15, 2010. The offer was valid for a ‘free’ six pack of 13 watt CFLs.
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The Business Reply Card (BRC) was mailed to 597,853 customers in North Carolina and 176,416
customers in South Carolina. The campaign ran from June 1 thru July 16, 2010. The offer was valid for a
six pack of CFLs (three - 13 watt and three - 20 watt CFLs).
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IVR/Web/Online Services Tool

e Has on-demand ordering and fulfillment capability

e Provides ability to check eligibility, place orders, and track order status

e Officially launched on November 2 in North Carolina

e Total bulbs orders for North Carolina - 2,860,510; Total bulbs ordered in South Carolina -
961,172

Vo Bt

eEnerfgy Customers Can Receive
FREE Energy Efficient Bulbs

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

At Duke Enargy, we want everyons 1o lsam how new, ensrgy-aaving bulbs can save a lot In the long run, So, we'll ssnd
you FREE bulbs to try for yourssl with sbeolutaly o abllgstion ar sk,

These new bufbs; « Lestupto 10 tmes longer than a standard bulb, That means you'll replacs bulbs far less often
* Provide tha same amount of Iight as a standard bulb but use sbaut 75 parcent leas enangy.
= Can halp you eeve on your electric bill — about 830 over the fetime of sach bulb.

TO SEE IF YOU'RE ELIGIBLE FOR FREE BULBS,
CALL 1-800-943-7585 and press Option 1. We look fonward to sending you your FREE bulbsl
Or visit www.duke-enargy.com/freacfis.

‘ SEID-UE CFL. lowTacomm petcnd 2pdf 1 LASAL 40T

e

Energy-Saving Bulbs Are A Bright Idea

Today's energy-saving bulbs have come a long way from earler
medels and provide high-quality, warm white light and ne buzzing

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

Here's how: 1 To get your friee bulbs, call 1-800-943-7585
or vislt www.duke-energy.com/freecfls.

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

Enjoy the savings
3 on your electrie bill

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

**Above is the ‘draft’ of the Low Income/Event Postcard that will be distributed during 2011 for the
IVR/WEB campaign.
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Brochure text for HVAC / Heat Pump:
RECEIVE A REBATE AND SAVE ON YOUR ENERGY BILL

SMART SAVER™ PROGRAM FOR EXISTING & NEW HOMES

Duke Energy encourages you to take advantage of our Smart Saver Program, which provides you an
immediate rebate when you invest in a high efficiency heating or cooling system. And, with a high efficiency
system, you'll experience savings on your home energy bills for years to come.

There are many new features in today’s high efficiency heat pumps and air conditioners. This new
technology will not only save you energy but it will also provide you greater comfort in your home.

By choosing a high efficiency system, you are helping to reduce our nation’s need for energy, promote a clean
environment and save valuable energy resources — now and in the future. You can find more information about
Smart Saver, other energy efficiency programs, and ways to save energy and money at www.duke-
energy.com/savings.

SMART SAVER REBATES*

You may qualify for a rebate in your existing home when you replace your heating and/or cooling system. New
homes may also qualify when a new high efficiency heating and cooling system is selected. Choose

a qualifying high efficiency air conditioner or heat pump listed in the chart below.

Rebate amount Rebate amount
Type of high efficiency heating or cooling system to customer in to builder of a
an existing home new home**
New 14 SEER or greater air conditioner with ECM fan $200 $300
New 14 SEER or greater heat pump with ECM fan. Heat $200 $300
Pump HSPF must be an 8.2 or greater.
l:aer\]/v 11.5 EER or greater geo thermal heat pump with ECM $200 $300

* Rebates are paid for each qualifying system if more than one system is used in the home.

** For new homes, rebates are made to the builder unless the builder agrees that the customer will receive the
rebate.

SMART SAVER FREQUENTLY ASKED QUESTIONS How do |

qualify for the Smart Saver rebates?
Smart Saver rebates are available for Duke Energy customers who purchase a new high efficiency heat

pump or air conditioner. Heat pumps and air conditioners must also be equipped with a high efficiency fan motor
(ECM). The qualifying efficiencies are listed in the rebate table above.

Why should | consider spending more on a high efficiency system?

Your new air conditioner or heat pump is an important investment for your home. You can expect this new system
to last about 15 years and many systems last even longer. Investing in more efficient technology now will help keep
your energy bills lower for years to come.

What is a SEER or EER?

These are energy efficiency ratings to help consumers compare efficiency levels between all the available air
conditioners and heat pumps. The higher the number, the less energy the system uses. The SEER or
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EER rating provided by your installer should be certified by the Air-Conditioning and Refrigeration Institute
(ARI).

What is HSPF?
This is an energy efficiency rating for heat pumps. The higher the number, the less energy the system uses
while heating your home.

What is an ECM fan?

Most all heating and cooling systems use a fan to distribute the heating or air conditioning to all the rooms in your
home. This is also referred to as the blower. The type of fan motor should be considered in the total energy
required to heat and cool your home, as it can be a considerable expense on your energy

bill. Today’s new efficient fan motors are referred to as “ECM”, which stands for Electronically Commutative
Motor. Many people simply refer to these new motors as a “variable speed fan” but the ECM specification is
required. In addition to saving you money, this new technology is quieter than traditional fan motors and will
increase your family’s comfort in many ways. Ask your heating contractor for more details.

| do not have a heat pump now. Should | consider one?

Yes. When it’s time to replace your central air conditioner, you can instead choose an add-on heat pump to
significantly lower your monthly energy costs. In addition to providing energy efficient cooling in the

summer, there is no heating technology that is more efficient than a heat pump during most winter
temperatures. In a “dual-fuel” system, where an electric heat pump works in conjunction with a gas or oil furnace,
the more efficient heat pump is used for 60% to 75% or more of your total heating load, and your furnace is used
only on the coldest days.
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A. Description

The purpose of the Low Income Energy Efficiency and Weatherization Assistance Program is to assist low
income customers with energy efficiency measures to reduce home energy usage. There are three
separate offerings currently in the program: weatherization, refrigerator replacement, and the agency
assistance kit.

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

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

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

e Participants are not eligible for payments under any other Duke Energy Carolinas Energy
Efficiency Program for the same energy efficiency measure provided under this program.

The Agency Assistance Kit provides products to qualified customers, such as energy efficiency starter kits
and compact fluorescent light bulbs, not to exceed $30.00 in value. The program is available to
customers in existing, individually metered, residences, condominiums, apartments and mobile homes.
Duke Energy Carolinas partners with local assistance agencies as the avenue to reach customers. Local
assistance agencies submit an energy survey via a web based portal, Agency Assistance Portal. Duke
Energy currently has over 150 agencies set up to complete surveys in the Carolinas. For completion of
the survey, the customer and agency is eligible to receive an incentive. Eligible customers who complete
the energy survey are mailed 12 compact florescent light bulbs. The local assistance agencies receive a
monetary incentive for each completed survey.

Audience

Weatherization and Refrigerator Replacement

Availability of this program will be coordinated through local agencies that administer the state’s
weatherization program. These agencies must certify that the household income of the participant is
between 150% and 200% of the federal poverty level.

Agency Assistance Kit
Any customer eligible for agency assistance may participate in the program.

B & C. Impacts, Participants and Expenses*

S in millions Vintage 1Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $8.7 $1.7 20%
Program Costs** S2.7 S0.4 15%
Energy Impact (kW) 4,725 666 14%
Energy Impact (kWh) 35,318,559 7,183,049 20%
Units 10,197

* Numbers rounded
** Program costs as filed exclude M&V. Actual program costs do not include overheads.
***Data in table represents program performance from February 2010 — December 2010.
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The Weatherization and Refrigerator Replacement Program did not report any program participation or
impacts because implementation was delayed. The huge increase in stimulus funding in the Carolinas
and the change in qualifications made it difficult to incorporate the Duke Energy program into the
expanded operations. The low income agencies in North Carolina and South Carolina requested that
Duke Energy Carolinas delay the rollout until after stimulus funding expired. The programs have not
incurred any expense since programs did not launch.

The number of agency assistance program participants has been significantly lower than projected. Low
participation is due to several factors. The rollout of the program was implemented in a phased
approach so the adoption was slower than anticipated. Duke Energy continued to work with local
assistance agencies to increase program participation, but the agencies had a difficult time incorporating
the added step into their process without increasing average customer handle time. The initial
projections were overly optimistic and were developed before the current economic downturn.
The economic downturn has increased the number of assistance requests at the agencies which forced
many agencies to streamline operations to handle additional customers.

D. Qualitative Analysis

Issues

Duke Energy’s rollout plan includes coordinating the Weatherization Program through local agencies
that administer the state Weatherization Program. The objective of the Duke Energy Carolinas’ filed
weatherization model includes complementing work being done with the existing weatherization
network. Since the approval of Save-A-Watt, several major changes have occurred with the state’s
Weatherization Program. With such a substantial increase in funding, the opportunity for Duke Energy
to complement the state’s program has been impacted.

With an increase in weatherization funding from the Department of Energy (DOE), the existing state
program must undergo more complex requirements to provide services to eligible customers. The
American Recovery and Reinvestment Act (ARRA) stimulus dollars were released in 2009 and had the
ability to be spent from that point through March 2012. With the approval of ARRA funding, the state
weatherization funding has increased by over 500% from traditional funding levels. Due to such a
significant increase in funding, the opportunity and need to “piggyback” the existing network is limited.

Duke Energy continues to communicate with state contacts from both NC and SC to identify
opportunities to implement Duke Energy Carolinas income-qualified weatherization programs. The
feedback from both states requested that Duke Energy delay the launch of programs until after March
2012 when ARRA funds expire.

Other challenges involving program implementation include the following components:
e ARRA presents additional challenges related to reporting as well as challenges that deal with
requirements for both local and state agencies. Because of Duke Energy Carolinas restrictions in
filing, weatherization agencies could only piggyback Duke Energy Carolinas program measures in
total electric homes. This stipulation adds a level of complexity when measures can’t be installed in
all Duke Energy homes regardless of the energy source.
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e Duke Energy’s customer eligibility for program participation is not consistent with the eligibility
of the state’s weatherization program. This impacts the qualification process for Duke Energy
program participants. The income eligibility for state funded weatherization applies to all
customers up to 200% of the federal poverty level. Duke Energy’s current program eligibility
applies to all-electric homes which are owner occupied between 150% and 200% of the federal
poverty level. To reduce complexity, Duke Energy Carolinas plans to align customer eligibility with
state requirements.

For agency assistance kits, local assistance agencies have been slow to adopt the offering of survey
completion to eligible customers. Due to the economic downturn, the number of customers visiting local
assistance agencies has increased. Some agencies have reported a 200% increase in client visits. Duke
Energy continues to explore avenues to increase program participation for low income customers. With
the implementation of the IVR/Web CFL program, customers may request CFLs, track their order and
determine the number of bulbs they are eligible to receive from the comfort of their home. This channel
was implemented in fourth quarter of 2010 and demonstrated wide adoption to all segments including
income qualified customers. In 2010, the non-low income CFL distribution channels reached over
300,000 low income customers.

Potential Changes
Duke Energy continues to evaluate opportunities to provide new offerings to low income customers in

the most cost effective manner. Duke Energy plans to provide notification to discontinue offering the
agency assistance kits. The offering of CFLs via the IVR/Web channel has reached more low income
customers than the Low Income CFL program. The IVR/Web offering is a more cost effective avenue to
reach low income customers.

Duke Energy plans to file for a new Low Income Neighborhood program. This program will target
neighborhoods where the majority of the residents are below 200% of the federal poverty guidelines.
This Low Income Neighborhood program is being modeled after a program currently offered by Progress
Energy.

E. Marketing Strategy

Customer participation is achieved by working with local assistance agencies. All marketing of the
program is conducted by each local assistance agency who offers the program to eligible customers.
Some agencies offer the program to each client while others provide signage promoting the program.
Appendix A includes an example of information shown by a local assistance agency promoting the
program. This information is presented on wide screen monitors located in the lobby of the agency.

F. Measurement and Verification
Evaluation, Measurement & Verification Schedule

Estimated 2011
Process Reporting

Estimated 2011
Impact Reporting

Estimated 2012
Process Reporting

Estimated 2012
Impact Reporting

Estimated 2013
Process Reporting

Estimated 2013
Impact Reporting

Q4

Q4

Ql

Q4

Q3

Q3
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Appendix A

Low Income CFL Promotion Material

Duke
EEnergr.
FREE COMPACT FLUORESCENT LIGHT BULBS (CFLS) HELP YOU SAVE*

Duke Energy wants to help you increase your home's energy efficiencyl

Complete our Home Energy Survey o receive 12 FREE CFLs by mail
= Look for @ Duke Energy representative in the lobby 1o assist you

Use your bulbs to save $55 off your annual energy bill.
* Replace the bulbs in your moesl used fixlures for maamum savngs

= Wilh longer-lasting CFLs, you can go years withoul buying or changing
light bulbs!

“You must be & Duke Energy cuslamerio qualiy

www.duke-energy.com
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A. Description

The Energy Efficiency Education Program for Schools is an energy conservation program available in NC
and SC. The program currently focuses on third and fourth grade students with select schools
participating in a pilot for kindergarten and first grade. The program educates students on energy
efficiency in homes and schools through innovative lessons based upon science and math related
curriculum. Education materials focus on concepts, such as renewable fuels and energy conservation
and include interactive activities, such as online home audits that engage families in the learning
experience. Students may also assist in assignments such as conducting energy assessments of their
schools.

Duke Energy partnered with Scholastic to develop the curriculum and to promote and deliver the
program to schools, teachers and families. Scholastic employs other third party vendors to assist in data
and customer service management operations.

Audience

Eligible participants are residential customers that have students enrolled in K12 public and private
schools and reside in households served by Duke Energy Carolinas. Each eligible student who completes
a home energy survey will receive energy efficiency measures in an energy efficiency starter kit.
Similarly, through student and family participation, students’ classrooms are eligible to receive additional
educational incentives such as school science lab kits or science books.

B & C. Impacts, Participants and Expenses*

S in millions Vintage 1 Filed Vintage 1 Actual % of Target
SC Nominal Avoided Cost $13.7 $2.1 15%
Program Cost** $4.0 $2.0 50%
Energy Impact kW 8,138 1,158 14%
Energy Impact kWh 50,547,245 6,240,039 12%
Units 19,908

* Numbers rounded
**Program costs as filed do not include M&V. Actual program costs do not include overheads.
*** Data in table represents program performance from February 2010 — December 2010.

Variance

The Energy Efficiency Education Program for Schools incurred significant start up costs that covered
initial curriculum development, printing and distribution of materials, the hiring of field personnel as well
as general marketing and outreach. Due to circumstances such as delayed regulatory approvals for Duke
Energy Carolinas, longer than anticipated adoption among schools, overall lower than expected
participation and slow distribution of energy measures into the home, the programs impacts were not
able to positively offset expenditures.

The negative variance versus our budgeted levels of participation and impacts are a result of low

participation and distribution of energy measures. One contributing factor to the programs
underachievement was the channel acquisition process that required the engagement of multiple
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audiences for program adoption. Despite positive feedback from teachers and focus groups (e.g. school
administrators, teachers, families and students); the program struggled to effectively make it through
the multi-level engagements required for success. However, as a result of extensive outreach and
marketing efforts, several school districts are starting to adopt the program for district wide
implementation, which should yield higher participation rates.

D. Qualitative Analysis

Highlights

One of the most important attributes to our success is the multi-level engagement concept of the
program. The program offers free educational resources to classrooms that benefit teachers, schools,
students and families complete with incentive offerings at varying levels of participation. Both the
relevance of the materials supporting state academic standards and ease of curriculum delivery makes it
an attractive program for teachers to implement. Furthermore, parents can participate in their
student’s learning efforts through completing a home energy survey that provides tangible information
to help families manage their energy usage. Another very important highlight of the program is the
ability for Duke Energy to track, at the household level, impacts achieved from energy measures
distributed into homes through data obtained from the home energy questionnaire found in the Energy
Efficiency Starter Kits. Since January 2010 through December 2010, we had over 11,411 families
participate in the program in the Carolinas.

As a result of the innovative approach to bringing energy efficiency education to schools, the program
was recognized by the Association of Energy Service Professionals 2009 Spring Implementation
Conference: The Secrets to Successful Energy Efficiency Program Implementation. E-Source also
recognized Duke Energy for the development and implementation of this program as well.

Issues
Program challenges stem around customer acquisition through the school channel. Effective
implementation requires multiple audience engagement (e.g. administrators, teachers, students and
parents). It can be challenging to get obtain immediate adoption due to a variety of factors:

e different directives and priorities from school administrators

e curriculum flexibility among teachers to incorporate an optional program

e student enthusiasm

e awareness and buy-in from parents to complete the home energy surveys with their children

Other challenges involving program adoption included program components like
e The home energy survey. Feedback has suggested that families may not be as comfortable

completing the survey due to its length and types of information required, such as an account
number or last 4 digits of the account holder’s social security number. The information
requested was patterned from existing programs that had a survey component and required
capturing similar customer data for market research and fulfillment purposes. However, the
survey was perceived differently in the school channel. The survey was revised, eliminating the
last 4 digits of the account holder’s social security number, along with reducing the number of
survey questions from 30 to 6. Thus far, survey participants have slightly increased in volume
beginning in October 2010.
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e Rebranding the program during the initial launch due to issues surfacing under the original
name. Therefore, as of June 2010, the program was re-launched under a newly trademarked
name, “Power in Energy.”

e District adoption requires establishing relationships with varying levels of the education
community and ensuring there is buy-in and awareness of the program’s offering before
teachers can implementit. This type of networking and engagement take time to build. A
top- down approach will maximize outreach.

Potential Changes
The program is undergoing several enhancements to improve visibility in the school market place and

generate greater teacher and family adoption. Those enhancements could include:

e Revising both (Duke Energy and Scholastic) supplemental Web sites, banner ads and creating
blogs for teacher postings.

o Offering more teacher trainings; online and in-person.

o Modifying participant incentives.

e Implementing a robust marketing partnership with community organizations.

e Leveraging and building upon field coordinators’ educator/administrator networks for
stronger marketing and promotion.

e Building an online reporting tool identifying county, district, school and teacher adoption
rates. This tool will also hold household customer data, as well as those that may be
disqualified for any reason.

E. Marketing Strategy

This program is promoted primarily by Scholastic with Duke Energy involvement. Scholastic develops
educational materials and direct mails the education kits to teachers within the targeted K12 grades of
schools served within the Duke Energy Carolinas territory. The education materials are complete with
all the necessary resources to immediately use for a full class. Additional marketing channels used
include websites with educational links, games, contact information, state field coordinators for in-
person training and program demonstrations, program pampbhlets, brochures, trinket items and family
take home materials.

The strategy for this program is to provide energy education to students attending a K12 Duke Energy
school in NC or SC and to encourage installation energy efficiency measures in customer homes. Key
components include:

e Improving Web sites and curriculum materials.

e Simplifying the survey component.

e Adding Banner and Multi-media ads.

e Leveraging Duke Energy Business/Community Relations network.

e Conducting more face to face field coordinator market outreach in schools and within education

community.
e Developing stronger engagement/marketing to families.

3
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e Revising incentives to better influence the installation of measures.
e Streamlining operational processes.

By keeping the program all inclusive of these audiences, it aids in the sustainability of the program and

its message.

Program information is available on our Web sites:
www.duke-energy.com/kidswithenergy and www.scholastic.com/energysmart.

F. Measurement and Verification

Evaluation, Measurement & Verification Schedule

Estimated 2011
Process Reporting

Estimated 2011
Impact Reporting

Estimated 2012
Process Reporting

Estimated 2012
Impact Reporting

Estimated 2013
Process Reporting

Estimated 2013
Impact Reporting

Q2

Q3

Q2

Q2

Q2

Q3
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Appendix A

Energy Efficiency Education Program Sample Education Materials

Power in Energy"

Vour FREE Power in Energy” education kit includes:

« Standards-based interactive lessons

+ Hands-on classroom activities
» Family materials for at-home learning

Take advantage of this great program that was
delivered to your school in the fall, With
The Magic School Bus, you and your students
will find the Power in Energy™!

ok

g \_ LY '_
i 9 "
iummm. ‘ ¥ -_'. ¥

For FREE classroom resources and program materials, visit:
www.scholastic.com/powerinenergy

FoEneroy.

AOVULRETHS e
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=
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f Energy-

Win Big With
Power in Energy*™ Program!

Attention Grade 3-4 Teachers:
Encourags you Genie to fill out therr Home Enerdy Surveys and
you will he alig winone of 60 American Express §ift cards
valued at $25 ench! Here's how 1f works:

= To be antared in the drawing, get 16 ot more of your
students 10 complets snd return thelr Home Enerfy
Surveys to DUKe Energy by Decembes 31, 2010,

= Coptes of the aurvey are included in 4l Fowar in Energy™
Kite, which were distributed 1o 'your schoolin the fall
The Home Ensrfy Survey can ales be filled sut smling at
www. pawarlaenerf yeurvey.oom

Eend the survey home todey to take sdvantage of this great
opportunicy for your clasiroom! Male sure your students
put your full neme on the Fuirver.

Contact Your State Coordinator!

Cuestions abaut the Pawer in Energy'™ cropram?
Contact your state coeordinatar Laday|

OHIO:
Mighells White
powerinenergyOH@scholastic.com

NORTE CAROLINA:
Alexandra Reirstead
powerinemerdy MO @schalastic.com

SOUTH CAROLINA:
Emily Matthawe
pewerinenerfyS0Gscholastic com

Surveys
r A FHEE gat of books
from Scholastic!

MSCHOLASTIC

DL, il

B T e T T e e
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Power in Energy*

A FREE Energy Efficiency Education
Program for Grades K~-1

Welcome to Power in Energy™, a brand-new education

program featuring Clifford the Big Red Dog! With this program
you and your students will discover the best ways to save
energy in the classroom and at home,

Created by Scholastic and Duke Energy, this
standards-based program will teach your
students the value of canserving eneray while
reinforcing important science and language arts
skills and concepts.

—
Your FREE Power in Energy™ education kitincludes:
« Standards-based interactive lessons
« Hands-on classroom activities
« Family materials for at-home Learming

3 ek o st e, o ool g o AR rgner reearasd. CLFFORD THE 810 56D D00 » nmmmul'lmwm

o
Horran Dicheed A ripre e, Dby S 550 1 ab00ed ogos arad Poer i By 5% incetiths Broior s Sl of Ciis Srevgy Corpni

Take advantage of this great program that was

Get FREE books for your

delivered to your schoolin the fall. With Clifford, [ AR page to
you and your students will find the Power in find out more.
Energy™!

SHCHOLASTE ) bl i I s Pibarri
Atk

Duke Clifford
Foeeray. THEBIG RED DOG"
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Get free books for your classroom!

Inside your Power in Eneray™ kit, you will find valuable
information that will help your students’ famities save energy.

Get started by distributing the Power in Energy™ Family
Materjals. These materials include a Home Energy
Survey for families to filt out.

1fjust five of your students’ families fill outand return
the survey, you will recefve a FREE class set of books from
Scholastic. In addition, families who return the survey will:
* Receive a FREE Energy Efficiency Kit
* Learn how to reduce energy in the home
« Have a chance to win one of 20 iPads

Encourage your students to participate today!

Meet Your State Coordinator!

Get the most out of the Power in Energy™ program. Your state coordinator can host
assemblies, run workshops, and offer general program support for your classroom.

Exhibit C
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A. Description

The purpose of the Power Manager program is to reduce electric demand by cycling residential air
conditioning usage during peak demand conditions in the summer months. The program is offered to
residential customers with central air conditioning. Duke Energy installs a load cycling device to the
outdoor unit of a customer’s air conditioner. This enables the customer’s air conditioner to be cycled off
and on when the load on Duke Energy’s system reaches peak levels. Customers receive financial
incentives for participating in this program. The customer receives a yearly $8 per month bill credit in
the months of July through October for their program participation.

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. However, customers can opt out of the program if desired. The
load control device has built-in safe guards to prevent the “short cycling” of the air-conditioning system.
The air-conditioning system will always 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 than 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 North Carolina and South Carolina residential customers residing in
owner-occupied,

single-family residences with a functioning outdoor air conditioning unit.

B & C. Impacts, Participants and Expenses*

S in millions

Vintage 1 Filed

Vintage 1
Actual

% of Target

SC Nominal Avoided Cost $22.8 $18.1 79%
SC Program Costs** $14.5 $8.6 59%
SC Impact (kW) 305,553 231,882 76%
Units 238,769

* Numbers are rounded.
** As-filed program costs do not include M&V. Actual program costs exclude overheads
*** Data in table represents program performance from February 2010 — December 2010.

Variance

As a result of lower than expected Power Manager enrollments, Duke Energy conducted customer
research in early 2010. Results indicated three main drivers for the lack of enrollments: 1) the $35
installation fee, 2) concern over loss of comfort, 3) environmental control and concern about the effect
on their air conditioning equipment. The first two were the most-often cited reasons at forty percent
(40%) and thirty-eight percent (38%) respectively. Marketing materials were changed to address these
concerns. However, given the economy and the $35 installation charge, new enrollments remain low, so
acquisition has been minimized.

D. Qualitative Analysis
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Highlights

Participants in the Power Manager program allow Duke Energy to control their air conditioners during
peak summer demand periods. For their participation in the program, customers receive $32 each year
through an $8 credit on their July — October bills. Credits are given whether or not a Power Manager
event occurs.

The summer of 2010 was the first summer in which Power Manager was available in both North
Carolina and South Carolina. Due to the extreme heat and subsequent high electric demand; Power
Manager was activated on eight different days in the Carolinas. During these events, Duke Energy
cycled customers’ air conditioning units off and on, helping shift demand and lowers the peak.

Issues
Given the low number of new enrollments, coupled with customers who left the program, customer
participation declined from 179,000 to 176,000 in 2010.

Duke Energy is currently experiencing low response rates for signups. A survey was recently completed
for the program. The survey's primary purpose is to determine why non-participating customers are
not adopting the program and to make recommendations that can improve response rates. A
significant barrier to participation is that customers pay a $35 wiring charge after the device is installed
for participation in the program.

Potential Changes
To help increase the response rates for direct mail campaigns for the Power Manager program, Duke

Energy will provide notification prior to removing the $35 installation fee from the program. In
addition, Duke Energy is in the process of redesigning the brochures to enhance the environmental
message and reassure customers that the program is safe for their equipment. Duke Energy Carolinas
will minimize customer acquisition activities until the offer can be improved to attract more customers.

Duke Energy will utilize a proven quality assurance process to aggressively evaluate the existing
devices to determine the reliability. The low-performing devices will be repaired or replaced.

E. Marketing Strategy

Direct mail marketing will be used when acquiring new customers for the program. Customers are
targeted geographically, which allows for shorter customer wait time for installation and more
efficient routes for the installers. Program information is also available to customers on the Power
Manager Web site located at http://www.duke-energy.com/north-carolina/savings/power-

manager.asp.

F. Measurement and Verification
Evaluation, Measurement & Verification Schedule

Estimated Estimated 2011 Estimated 2012 Estimated 2012 Estimated 2013 Estimated 2013
2011 Process Impact Reporting Process Reporting Impact Reporting Process Reporting Impact Reporting
Reporting

Q2 Q2 Ql Q2 Ql Q2
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A. Description

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. This report also gives
customer specific energy saving recommendations to encourage energy saving behavior.

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’s energy analysis content for each
home is compared to the average energy use of 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 coupons, rebates or audit follow-ups from other Company programs are
offered to sample customers, based on the customer’s energy profile.

Audience

The audience is South Carolina customers identified through demographic information that is likely to
decrease energy usage in response to the information contained in the HECR report. These customers
reside in individually-metered, owner-occupied, single-family residences receiving concurrent service
from the Company. Focusing on owner-occupied residences predisposes the report recipient to invest in
energy- saving technology. Analyzing only single-family residences eliminates the possibility of
erroneous data caused by thermal transfer between adjacent units in multi-family structures.

B & C. Impacts, Participants and Expenses*

S in thousands Vintage 1 Actual**

SC Nominal Avoided Cost $153
Program Cost* $17
kW Impact 555
kWh Impact 2,991,111
Units 7,899

*Numbers rounded
**This is a new pilot therefore there is no basis for comparison to as filed.

D. Qualitative Analysis

Highlights

The preliminary six month results show approximately 2% overall savings for pilot participants. The
savings are consistent with results achieved from other utilities instituting similar programs. Early results
have shown that some participants have reduced overall consumption up to 25% while others have
actually increased consumption. These preliminary results indicate that the pilot participants viewed the
average home as a target level for consumption. Customers, who achieved a reduction in consumption,
tended to live in homes that exhibited consumption higher than the average home. Those that increased
consumption tended to be in homes that consumed less than the average home.

! Program cost is reflective of 7 months of program operations. Program costs do not include overheads.
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Issues
The Company has identified some pilot participants who increased their usage based on the average
home being viewed. This is not the behavior that the Company wants to encourage with this Program.

Potential Changes

The Company plans to file for full commercialization of the program in Q3 of 2011 in both North Carolina
and South Carolina. Based on final results and analysis of the EM&YV, the program will make changes.
The preliminary recommended changes include exploring the option of a targeting approach which will
allow messaging to target specific customers that may be savers or gainers. The Company will test
messaging to determine opportunity to decrease consumption for all participants.

E. Marketing Strategy

The marketing for the pilot consisted of proactive reports being distributed through direct mail. The
Company is exploring the option of distributing reports via email.

F. Measurement and Verification
EM&YV Schedule

Estimated 2011
Process Reporting

Estimated 2011
Impact Reporting

Estimated 2012
Process Reporting

Estimated 2012
Impact Reporting

Estimated 2013
Process Reporting

Estimated 2013
Impact Reporting

Q2

Q3

Q3

Ql1-2013

Q3

Q4
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