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Using Big Data Across Industries EnerPath
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Could the energy-efficiency industry be using data more effectively?
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Utilities Have Aggressive Goals
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We Need to Target New Markets

US Retail Electricity Spend
(~$400 billion)

\

Large Residential

Commercial 47%

14%

Small
Business
22%

Source: http://www.pewclimate.org/technology/overview/electricity, http://www.eia.doe.gov/aer/txt/ptb0201a.html, http://www.eia.doe.gov/emeu/cbecs/cbecs2003/detailed_tables_2003/
detailed_tables_2003.html, http://quickfacts.census.gov/qfd/states/00000.html




Understanding Mass Market Customers

1. These customers are busy, so we have to make it easy for customers to adopt

2. Minimize transaction costs so these customers can be cost-effective

3. Layer-in measures to achieve more savings-per-customer over time.

EnerPath © Confidential enerpath.com 6



Understanding Mass Market Customers
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Where and How are the Data Collected?
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Fixture Type

Compact Fluorescent
Exit Lighting

Fluorescent

Halogen Infrared
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Halogen Lighting

HID
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Interior Lighting Controls
LED Lighting

' Retrigeration




MainStreet oo

Busress *

e
nes Track
Accourt £ Assessment Oate MMTO
Sveet Adress

Cay, Staee 7P

Fhone

Estimated Energy Savings

Estimated Annual Energy Costs

srerd cost

Estrmated CURRENT anmusl energy cont

Estenated NEW arral energy cost

Estrnated annual energy savings

Other Benefits
Additional berefits of an energy efficent business are manifold including those for

carbon emsson o Supportng a local workforce and
Mch reduces the creation of green s within

e Reduced material costs Sue 10
onNges Jasting amp e
nn the ar YOUr COMmmursty
o Increased property value due o
Jecresmedc coerabora cosh Energy mduttions Bt e Mometacy savings that cen be
proven! new poOwer plants SO rervesied 10 the OCH eoonomy

Ravng 1o be bult

gyright )




ManStreet EMosncy Program OMos

MainSireel e s e

0 =
0.

ustomer Work Authorizatio

Busness Nave Trachng & TVA.1234%08
Owner Program Name TVA SBOI
Aot ® Assessmant Date MALDO/YYYY
Treet Addreny

Chy. Sute IF
Mhone

{ JCemtact Name), & representatve of _ Customer) am Gy auhonsed 0 wgn e Customer
Authonzanon Form on benal of Customes

Customer hereby svthores EnerPath Services, Inc (ESE o "EnerPatn’) ~ Program Manager and its Contracionr”)
partomn e folowng work (the “Work™) Replace and'or retrofft certa ighting equement with The mew, eneigy fMcent
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Customer by Contracior have not Deen authoraed by TVA ang TVA assumes no responadiiity herefore. Customer

Perely agrees Tt TVA makes no warranty exprested or mpbed. with respect 10 he Work, nchudng without kmitaton
B mphed warartes of macchantabdty sod fiees Br & partcular purpose Customer hateby a0rees 10 Boid harmiess
TVA, M offcens, drecion. and amgioyees. from and agamst any and all Sebity damages. osses. clams, demands
2CBONS. COSMS, NCIUIING SBOMeys Tees AN CxPenses. and 33 COUN OF FDAALON Or Othar AISPUte MeSOIUBON COSS, Of a0y
of Bam, resuling hom anung out of, O In any way deeclly connecied with Work parformed by Contractor. Cusiomer
Pereby agrees 10 hald the Cortractor solely responaidie for any and all clama. D3ses. labitSes. damages and experses
rcludng atomeys fees and costs. whuch Cusiomer may Four a8 & restt of B Work

Cuntomer achnowiedges Mal conneced ©ad 3t Custormer's Faciity may moease £ the Wonk svolws replacng Durted
Ot O maung lamgn

Customers undersiands Tat any Materals removed (od Dalasts and lamps) will De taben Dy he Nataliaton cont scir
and saged for pickup and daposal By & keensed hazardous SHponal contractor Cusiomer understands Bat Uity may
INpect and wardy That the Work was Deritemed. and Parely permty T
wch pupose Customer also undenstands that they may be contacted regardng program evaluaton and agrees ©

CoOpecaie In proviang Needed PAOMMAtIoN for Bhe purpose of eval.aton

VA reascoatie acoess 1 Comomer's Facity for

Customar Ahsowedoes Tatl certan dats made svalatie tvough e Erergy Savrgs Opportunties Report may be uied
for the purpose of evaluating e program and analyzing energy related assets and consumption data ot the Servo
Address sel Sorth above and Customer consents 10 wae of tha data for the purpose of Tus program. and In providng
Customer addnony informaton as may be iated 10 oher anergy «fcency of Semand reIDONSe DIOgraMmS o
opporuntes The data wil De used only for thes purpose and confdentaity wil De WOy protected

Sigrature




(
E S b

London 202

e T
LR VO T

'f\l ‘,'.:. S




Improving Cost-Effectiveness EnerPath
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Improving Sales EnerPath
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Pilot Design Impacts Adoption Rates

o,
100% 01%  92%  92%  93%

89%

87%

90%

80%

70%

60% -

50% -

40% - ¥ Percent Enrolled (KUB)

30% - =o=Cumulative % Enrolled (KUB)

20% Cumulative % Enrolled (30/70 Design)
10% -

0% - | | | |

EnerPath © Confidential enerpath.com 15



Driving Deeper Savings Per Business

$7,000 - Average Value of a
Project (>$6,000)
$6,000 -
“ Canopy
= Refri
45000 - efridge
B Delamp
© MR16
$4,000
Average Value of B Wallpack
a Project ($2,000) ¥ Linear
$3,000 - = LED
B HID
$2,000 L B Exit
¥ Eight
$1,000 - B Dimmer
B CFL
$- -

16



Measuring the impact of marketing channels

How did customers hear about the program?

TV, Radio, Billboard, Media 17

Newspaper (50%) 86
Telephone Call (64%) 98
Bill Insert (91%) 103

Chamber of Commerce (63% 160

Other Organization (64%) 232
Utility (38%)

Website (82%)

289 Canvassing a
neighborhood drives
most of the most

participation
Word of Mouth (78%) 1,821
Direct Mail (75%) 1,885
Feet On The Street (61%) 8,518

4 o o o o =) =) o =) o =)

! (@) (@) (@) (@) (@) (@) (@) (@) (@) (@)

S © oS 9 § § S o 9o g9

Enrollment Rate for ! N ™ < 0 © ™~ «© o S

each Outreach Method .. . .
Number of Customers Receiving Audits (N=13,860 Audits)




Sub-segment Campaigns Enerfath

Adoption Rates by Business Type (NAISC)

Administration of Economic Programs

Personal Care (Barber Shops, Hair Salon) 67% |

Building Finishing Contractors w

Automotive Repair and Maintenance

Alcoholic Beverage Wholesalers
Architectural and Related Services
Beer, Wine, and Liquor Stores
Automobile Dealers

Bookkeeping and Payroll Services
Automotive Parts/Accessories Stores
Building Equipment Contractors
Accounting/Tax Preparation Services
Advertising and Related Services

Book, Periodical, and Music Stores

Activities Related to Real Estate

0% 10% 20% 30% 40% 50% 60% 70% 80%



Cross-Selling & Cross-Marketing Enesath

Happy customers will buy more... if they can.

« SBDI Program in Texas found 91% of customers interested in
residential EE programs.

* Appliance recycling program in California, in one year, found 50,000 of
the total 153,000 participants wanted to participate in residential DR
Thermostat Program

« SBDI Program in New York identified of 100 customers interested in
large-commercial and multi-family programs

» Residential DI Program in Palm Desert CA where 5,500 homes
enrolled in simple DI measures ($6M of Utility Funds)
« $6M of utility investment resulted in $14M of benefits
« ldentified ~1,000 customers who purchased high efficiency pool pumps
* Identified ~300 customers willing to leverage utility funds 30:1



The Rewards are Great! EnerPath
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Enter the data-driven world! SPORIS SAVES THE WORLE
Grow sales (realized savings)
Improve cost-effectiveness

Find deeper savings (savings/customer) &

Manage workflow

Increase program transparency
Wow customers (improve customer experience)
dentify which marketing campaigns work best

mplement sub-segment or hyper-local campaigns

n the future blockbuster film about applying big data
to energy-efficiency, Brad Pitt may play You!



Thank You!

Cambridge, MA
Rochester, NY
San Antonio, TX
Redlands, CA
Los Angeles, CA
Knoxville, TN

Steven Meyers
steven.meyers@enerpath.com
512-796-2242

enerrah

www.enerpath.com




enerpath.com




Measure Mix

Measure Mix

Measure Type| By Cost By Savings S/kWh
Wallpack 7% 4% S 0.47
Canopy 5% 3% S 0.44

Exit 1% 1% S 0.37

Eight 15% 12% $ 0.3

HID 31% 24% S 0.33
Refridge 2% 2% S 0.27
Linear 18% 21% S 0.23
Delamp 2% 2% S 0.19
LED 18% 25% S 0.19

MR16 1% 2% S 0.18

CFL 1% 1% S 0.04

Grand Total 100% 100% S 0.26




The Rewards are Great! EnerPath
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Enter the data-driven world! SPORTS SAVES TT1F WORLD

Grow sales (realized savings)

Improve cost-effectiveness -
Find deeper savings (savings/custome M%,:/ ‘
Manage workflow

Increase program transparency
Wow your customers (improved customer sat)
dentify which marketing campaigns work best

mplement sub-segment or hyper-local campaigns

n the future blockbuster film about applying big data
to energy-efficiency, Brad Pitt may play You!



Improving Cost-Effectiveness EnerPath
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Improving Sales mawnrn
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Measuring Actual Installations EnerPath

- E"E[Pﬂtn dmitriy | fHome | Logout @

Installation Records

Line# ECM Code Proposed Action Assessed Qty. Install Qty. Qty. Installed Qty. Not Installed Installation Notes
1 F44T8RDX-R Retrofit Lighting 6 6 6 0 B
2 No Change No change to be made 1 0 0 0
3 CFS18/1-SI Retrofit Lighting 1 1 1 0 E;
4 CFS18/1-S1 Retrofit Lighting 1 1 1 0 Do
5 No Change No change to be made 2 0 0 0
6 F44T8RDX-R  Retrofit Lighting 3 3 3 0 hd
Total: 14 11 11 0

Showing 1 to 6 of 6 entries

4
H
:

X

T e




Los Angeles: LADWP (2008-2010) NY: NYSEG and RG&E (2010-Presen®lieffath

V| Department ofi
ter & Power

"

S50M Total Retrofit Budget e S30M Total Retrofit Budget
* 26,000 small businesses retrofit in 24 months *  Targeting 14,000 small businesses in 18 months
 Upto $2,500 of incentive per small business *  70% of the project costs supported by utility
«  Participation Rate: >90% incentives with 30% customer Co-Pay
*  Customer Satisfaction Rate: >99% *  Participation Rate: >65%
*  Average Project: Cost $940 savings ~1kW of *  Customer Satisfaction Rate: > 98%
demand and 3,326 kWh/year *  Average Project: Cost $2,698 saving ~2kW of
Lighting Retrofits demand and 7,331 kWh/year
*  EnerPath manages 20 ESRs, 12 local *  Lighting Retrofits
subcontractors, marketing, outreach, installation, . EnerPath manages 25 ESRs, 12 local
inspections, customer satisfaction, and reporting. subcontractors, marketing, outreach, installation,
. Innovations: Real-time tracking via Google maps showing inspections, customer satisfaction, and reporting.
council districts; Lead generation for thermostats and . Innovations: Multiple payment options;
toilets. Community-based marketing coordinated with
"This has been one of our most successful non-residential Utility; First deployment of iPad technology

programs, and has touched the most small businesses in a
positive way," Program Manager, Los Angeles DWP
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EnerPath Driving Scale and Adopti&ii

Starbucks stores worldwide

NYS E M a rket Tra d es us Marke!AD‘»’\Svl\orz‘r In thousands

14
13

1
0
9
8
7
6
5
3
2
1
0

Energy Efficiency must be easy for customers.

1.

Broad range of desirable efficient equipment that
customers like

Easy methods of paying for efficiency

Delivered through an adaptive and scalable technology-
enabled platform



Customer Satisfaction

How satisfied are you with our Energy Service Representative's Very Satisfied 166 85%
performance? Satisfied 28 14%
Not Satisfied 1 1%
Did you notice and improvement in the lighting/lighting quality in Yes 177 90%
your business? No 19 10%
Would you recommend this program to another business? Yes 192 98%
No 4 2%
How would you rate the overall program performance? Excellent 132 68%
Very Good 43 22%
Good 18 9%
Fair 1 1%
Would you participate in a similar program? Yes 192 98%
No 32%
Given your experience with this program, will you make energy Yes 162 83%
efficiency improvements at your home? No 34 17%
How did you hear about this program? Letter from Utility 100 51%
ESR at My Business 63 32%
Word of Mouth 28 14%
Other 5 3%

N=196



Factors driving results

Tenancy Own
Customers 513
Adoption Rate 90%
Direct Mai
Customers 462
Adoption Rate 95%
No Copy
Customers 1,075

Adoption Rate 93%

Rent
488
90%

Canvassing

436
85%

Copy
143

74%

92%



