Entergy New Orleans, LLC
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—_—— En ter New Orleans, LA 70112
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!

Brian L. Guillot
Vice President,
Regulatory Affairs
bguilll@entergy.com

May 1, 2019

VIA HAND DELIVERY

Ms. Lora W. Johnson, CMC, LMMC
Clerk of Council

City Hall, Room 1E09

1300 Perdido Street

New Orleans, Louisiana 70112

RE:  Filing of Entergy New Orleans, LLC’s Energy Smart Program Year 8 Annual Program
Report, and Annual Evaluation, Measurement and Verification Report (Resolutions R-
11-52, R-17-31, R-17-176, R-17-177, R-17-623; UD-08-02, UD-17-03)

Dear Ms. Johnson:

On February 3, 2011, the Council of the City of New Orleans (“Council”) adopted Resolution R-11-52
requiring periodic reports regarding Energy Smart to be filed with the Council. A series of Council Resolutions,
R-17-31, R-17-176, R-17-177, and R-17-623, approved the continuance of the Energy Smart for Program Years
7-9 with APTIM, Environmental and Infrastructure (“APTIM”) as the Third Party Administrator and ADM
Associates, Inc. (“ADM?”) as the Third Party Evaluator.

On behalf of APTIM, Entergy New Orleans, LLC submits the enclosed original and three copies of the
Energy Smart Annual Program Report and Annual Evaluation, Measurement and Verification Report for the
period of January 1, 2018 to December 31, 2018. Should you have any questions regarding this filing, please
contact my office at (504) 670-3680.

Thank you for your assistance with this matter.

Sincerely, i

Brian L. Guillot

Enclosure
cc: Official Service List UD-08-02 and UD-17-03 (via electronic mail)
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EXECUTIVE SUMMARY

The Energy Smart Program (the “Program”) was developed by the New Orleans
City Council (“Council”), is administered by Entergy New Orleans, LLC (“ENQ")
and is currently implemented by APTIM (formerly CB&l), the Third-Party
Administrator (“TPA"). This report contains data on the Program and post-
evaluation results from the Evaluation, Measurement and Verification (EM&V)
report produced by ADM Associates, the Third-Party Evaluator (“TPE").

The current Energy Smart portfolio of offerings runs from April 1, 2017 through
December 31, 2019. To ensure success in current and future offerings, the
Program, led by APTIM, has engaged a number of subcontractors that have
extensive experience in energy efficiency offerings in the New Orleans market to
implement the Program, including:

« Accelerated Innovations

» Baynham Environmental

» Energy Wise Alliance

+ Franklin Energy Services

» Green Coast Enterprises

» Green Light New Orleans

« ILSI Engineering

» TSG Services

» Urban League of Louisiana

This report contains data on the Energy Smart Residential and Commercial
& Industrial offerings, which span the east bank of New Orleans and Algiers
territory. The data includes the following:

« Summary of activity by offering

» kWh savings and incentive spend by offering

» Marketing, outreach and engagement highlights
» Training and workforce development activities

Program Year 8 is divided into four quarters:
* Quarter 1 (“Q1"): January — March
* Quarter 2 (“Q2"): April = June
* Quarter 3 (“Q3"): July — September
* Quarter 4 (“Q4"): October — December

An emphasis on working collaboratively with ENO, the Council’s Advisors, and
numerous stakeholders, including local policy advocacy stakeholders, local trade
ally stakeholders and local higher education stakeholders, has been important
for the implementation of the Energy Smart program in 2018. ENO and APTIM
view collaborative teamwork among the large number of stakeholders with
diverse interests as a critical component to the overall success of the program.
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TPA Director

Program Director

Program Operations Lead
Marketing & Outreach Lead
Training & Development Specialist
Energy Engineer

Energy Engineer

Data and Systems Lead

Trade Ally Liaison

Marketing & Communications Specialist
Finance

Director of Marketing

Program Support

Commercial QA/QC

Commercial Project Coordinator
Chief Operating Officer

Director of Energy Services
Commercial Energy Manager
Commercial Outreach
Residential QA/QC

Residential QA/QC

Residential Program Manager
Operations Manager

Program Manager, Special Projects
Residential Marketing Manager
Trade Ally Liaison

Operations Analyst

Project Coordinator

Energy Advisor

Energy Advisor

Energy Advisor

Energy Advisor

School Kits & Education Director
School Kits, Education Manger
School Kits, Education Coordinator
Community Outreach Manager
Green Light Direct Install
Scorecard Project Manager
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Company
APTIM
APTIM
APTIM
APTIM
APTIM
APTIM

APTIM

APTIM

APTIM

APTIM

APTIM

APTIM

APTIM

ILSI Engineering

TSG Services

Green Coast Enterprises
Green Coast Enterprises
Green Coast Enterprises
Baynham Environmental
Baynham Environmental
Baynham Environmental
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Franklin Energy Services
Energy Wise Alliance
Energy Wise Alliance
Energy Wise Alliance
Energy Wise Alliance
Green Light New Orleans
Accelerated Innovations
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Location
Chicago, IL

New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
Charlotte, NC

New Orleans, LA

New Orleans, LA
New Orleans, LA
New Orleans, LA
Baton Rouge, LA
Madison, WI
Madison, WI
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
Indianapolis, IN
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
New Orleans, LA
St. Paul, MN
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Offerings Overview
Residential
* Home Performance with ENERGY STAR®
* Residential Lighting & Appliances
¢ Low Income Audit & Weatherization
» High Efficiency Tune Up
e Multi-Family
o Direct Load Control (EasyCool)
» School Kits & Education
¢ Green Light Direct Install

+ Behavioral (Scorecard)

Commercial & Industrial
e« Small Commercial Solutions
e Large Commercial & Industrial Solutions

¢ Publicly Funded Institutions

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 6
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Program Performance and Activity

Table 2.1
% TO
kWh kW kW . INCENTIVE INCENTIVE % OF
SAVINGS SAVINGS ~ TARGET* _ oo SPENT BUDGET BUDGET
Algiers —
Commercial @ 1,136,181 1,470,573 77.26% 57.07 245.54 23.24% $140,156 $179,862 77.92%
Algiers -
Residential | 1,805,883 1,639,924  110.12% 362.13 886.32 40.86% $197,278 $227,905 86.56%
N.O. -

Commercial | 27,940,371 28,963,320 96.47% 3,142.54 4,844.57 64.87% $3,243,917  $4,045,479 80.19%

N.O. -
Residential | 19,434,093 14,025,490 138.56% 5,372.26 6,902.64 77.83% $2,065,704  $2,077,539 99.43%

TOTAL | 50,316,528 46,099,307 109.15% 8,078.76 8,934.00 69.37% $5,647,055 $6,530,784

*Goals are reflective of the Supplemental and Amended Energy Smart Implementation Plan PY 7 — 9, approved 12/14/2017.
Savings reflect verified gross savings as documented in ADM’s Evaluation, Measurement and Verification (EM&V) report.

Summary tables show savings and incentive spend from January 15t through December 31st, 2018.

Table 2.2

NET PEAK NET ANNUAL TOTAL
DEMAND ENERGY PROGRAM TRC (B/C RATIO) UCT (B/C RATIO)

REDUCTION (KW) SAVINGS (KWH) EXPENDITURES

New Orleans 7.707.01 41,331,965 $11,322,042 1.70 1.86

Algiers 371.75 2,648,146 $939,849 1.18 1.23

Residential Summary

The Energy Smart Residential portfolio built on the momentum of Program Year 7 (“PY7”) resulting in
positive program growth in Program Year 8 (‘PY8”). The Energy Smart team focused
on creating awareness and participation within the different offerings. Customer engagement methods
varied throughout the year utilizing electronic marketing, direct mail, mass marketing and community
outreach. The varied marketing approach allowed the Energy Smart Program to reach all customer types
in the Entergy New Orleans footprint regardless of location or demographic. Overall Energy Smart

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 8
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Residential portfolio savings goals were exceeded in both the New Orleans and Algiers service areas.
Trade Ally participation generated tremendous results that significantly attributed to the success of PY8.
The Energy Smart team will continue to focus on generating awareness and enroliments in EasyCool in
Program Year 9 (“PY9”).

Commercial & Industrial Summary

The Energy Smart Commercial & Industrial (C&l) portfolio evolved substantially throughout PY8 and saw
success across all offerings. The Energy Smart team focused on engaging large users, Algiers customers
and major industry segments. The Trade Ally Network continued to build and develop in support of the
increased energy savings goals in PY8. Several major design changes and enhancements were
introduced in PY8, including a Retro-commissioning offering, the removal of prescriptive measure pre-
approval below a specified incentive threshold, the establishment of a Higher Education Cohort and the
release of an end-of-year custom incentive bonus that drove significant production in the final quarter of
the year. In PY9, the Energy Smart is focusing heavily on strategic marketing, outreach and engagement
efforts to drive awareness and participation.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 9
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Residential Offerings Summary

The Energy Smart Residential portfolio built on the momentum of PY7 resulting in positive program
growth in PY8. The Energy Smart team focused on creating awareness and participation within the
different offerings. Customer engagement methods varied throughout the year utilizing electronic
marketing, direct mail, mass marketing and community outreach. The varied marketing approach allowed
the Energy Smart Program to reach all customer types in the Entergy New Orleans footprint regardless
of location or demographic. Overall Energy Smart Residential portfolio savings goals were exceeded in
both the New Orleans and Algiers territories. Trade Ally participation generated tremendous results
through attic insulation, duct sealing, air sealing and high-efficiency A/C tune-up measures.

After performing a mid-year evaluation on the Energy Smart Behavioral (Scorecard) offering, it was
determined that there could potentially be a shortfall in reaching the New Orleans City Council’s kWh
savings goals for PY8. In an effort to boost savings and reach the kWh savings goals, three tactics were
implemented in the fourth quarter to achieve savings through other residential offerings. The Energy
Smart team shifted funds from the Commercial and Industrial budget to the residential Home
Performance with ENERGY STAR (HPwES) and Residential Lighting & Appliance offerings to support
the savings boost. An extension of the Residential Lighting & Appliance offering was put in place to
generate deeper savings from local retailers. A Home Energy Saving Kit option was developed to
promote interest in the Energy Smart Program through the HPWES offering. The free kit consisted of LED
lighting and water saving measures. The kit tactic was promoted with a postage-paid business reply card
and a paid Facebook ad campaign. The final tactic as a part of the boost was an LED Giveaway where
the Energy Smart team worked with local food banks, houses of worship and other community
organizations to provide free LED bulbs to Entergy New Orleans customers. Final PY8 evaluation results
determined that the Energy Smart Behavioral offering exceeded the energy savings goals. While the
boost was ultimately not required to achieve goal, the additional tactics enhanced the overall savings
achievement in both Algiers and New Orleans.

The Energy Smart team increased staffing over the course of PY8, most notably in Q4. Additional
staff was brought in to support EasyCool switch and thermostat installations. As the Energy Smart
Program has grown over the past two years, staffing changes were made to ensure proper support for
program management, implementation and quality assurance.

All Energy Smart Program staff are expected to provide a high level of customer satisfaction in the safest
manner possible. In PY8 there were no injuries or vehicle collisions. The Energy Smart team will continue
to build momentum from this looking towards PY9. Safety meetings, in field audits and driving trainings,
are presented to the team each month. Safety continues to be a top priority for the Energy Smart team.

Program challenges in PY8 included the Residential Lighting and Appliance and the EasyCool offering.
Retail outlets in the Algiers territory are minimal with many of the big box stores that help drive savings
located in the neighboring town of Gretna, which is outside of the Entergy New Orleans footprint. In PY9,
the Energy Smart team will look to add new retailers into the offering to promote greater savings. The
LED giveaway tactic, a component of the Retail Lighting and Appliance offering, was utilized heavily in

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 11
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the Algiers territory as a way to increase LED distribution to customers. The EasyCool offering has proven
to be a challenge as customers are not motivated or unwilling to participate in a program involving their
A/C unit. The Energy Smart team utilized multiple marketing strategies during PY8 to increase the
awareness and benefits of participation in the offering. Education was a key component in marketing this
offering to the customer base. The other challenging factor is the climate of New Orleans. The cycling
events occur in the hottest parts of the summer months when peak demand is at its highest; a period in
which customers are most concerned with their A/C units. The EasyCool offering can be challenging in
most markets but New Orleans humidity presents a unique challenge compared to many other locations
in the United States. At the end of 2018, a marketing blitz was implemented that included general program
marketing across multiple mediums including bus stops, billboards, and print ads. In addition to this
general program marketing blitz a portion of the marketing was used to target EasyCool participation. In
December, approximately 50,000 business reply cards were sent to customers to promote EasyCool.
These cards included postage paid return address enrollment forms to ensure a simple process for
customers to enroll. Over 1% of cards were returned which is in-tune with direct mail industry return
benchmarks, however not all leads generated enrollment as not all customers that were interested met
eligibility requirements. The Energy Smart team will continue to educate customers about the benefits of
participating in EasyCool in PY9 and look for opportunities to increase enrollment.

Table 4.1

RESIDENTIAL

OFFERINGS

KWH

SAVINGS

% TO
SAVINGS
GOAL

KW

SAVINGS

KW

TARGET*

% TO KW
TARGET

INCENTIVE

SPENT

INCENTIVE
BUDGET

% OF
BUDGET

Algiers — Home
Performance 376,159 149,257 252.02% 85.11 30.00 283.70% $80,877 $80,877 100.00%

Algiers — Retail Lighting
& Appliance 307,473 264,768 116.13% 63.80 55.80 114.34% $27,874 $28,311 98.46%

Algiers — Multifamil

9 y 37,760 37,633 100.34% 11.84 7.40 160.00% $7,010 $10,603 66.11%

Algiers — Low Income
121,880 98,072 124.28% 31.87 21.10 151.04% $46,959 $33,794 138.96%

Algiers — High
Efficiency Tune Ups 160,029 133,532 119.84% 58.78 40.20 146.22% $26,474 $24,728 107.06%

Algiers - DLC

- - N/A 103.15 83.27 123.87% $1,160 $12,040 9.63%

Algiers — School Kits
g 48,272 136,695 35.31% 5.71 18.55 30.78% $6,067 $23,800 25.49%

Algiers — Green Light

g g 9,061 97,542 9.29% 1.87 16.00 11.69% $858 $13,751 6.24%
Algiers — S d
giers —Scorecard | 245249 722424  103.16% - 614.00 N/A - - N/A

N.O. — Home
Performance | 3,074,470 2,008,202 153.10% 683.65 404.52 169.00% $606,432 $590,509 102.70%

N.O. - Retail Lighting &
Appliance | 5525610 3,503,824 157.70% 1,137.85 735.98 154.60% $363,920 $350,408 103.86%

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8
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N.O. — Multi-Family

829,465 493,311 168.14% 210.31 96.58 217.76% $150,985 $133,363 113.21%

N.O. — Low Income
1,907,136 1,316,362 144.88% 470.94 285.11 165.18% $451,025 $452,430 99.69%

N.O. - High Efficiency
Tune Ups 2,295,461 1,711,475 134.12% 793.67 536.11 148.04% $364,108 $323,920 112.41%

N.O. -DLC
- - N/A 1,967.02 1,106.23 177.81% $22,120 $107,960 20.49%

N.O. — School Kits
800,576 546,782 146.42% 94.75 74.49 127.20% $100,621 $95,200 105.69%

N.O. — Green Light
9 67,967 167,958 40.47% 14.07 27.62 50.94% $6,492 $23,749 27.34%

N.O. — Scorecard

4,933,408 4,277,576 115.33% - 3,636.00 N/A - - N/A

TOTAL | 21,239,976 15,665,414 135.59% 5,734.39 7,788.96 73.62% $2,262,982 $2,305,444 98.16%

* Goals are reflective of the Supplemental and Amended Energy Smart Implementation Plan PY 7 — 9, approved 12/14/2017.
Savings reflect verified gross savings as documented in ADM’s Evaluation, Measurement and Verification (EM&V) report.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 13
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Home Performance with ENERGY STAR

Offering Description

The objective of the Home Performance with ENERGY STAR® (HPWES) offering is to achieve long term,
significant cost-effective electricity savings. The offering uses local auditors and contractors to help
residential customers analyze their energy use and identify opportunities to improve efficiency, install
low-cost energy-saving measures and identify and implement more comprehensive home efficiency
projects. HPWES offers three levels of home energy audits. The Level | Assessment includes a “walk-
through” inspection and direct installation of low-cost measures, such as LEDs and water measures. To
generate additional savings at the time of the audit, smart thermostats are included as a direct install
measure. The Level |l and Il Assessments are comprehensive home inspections with diagnostic testing,
performed by a qualified contractor, targeted to achieve deeper savings within the home.

Home Energy Kits were added to the offering in support of the end of year savings boost. The free kits
provided immediate savings as well as cross promotional opportunities to other Energy Smart offerings.

Offering Highlights

The HPWES offering exceeded savings goals in both New Orleans and Algiers. Marketing, community
outreach, and trade ally engagement were the methods used to engage Entergy New Orleans customers
and create awareness for the HPWES offering. Marketing methods included bill inserts, email campaigns,
Facebook ads, call center outreach, newsletter postings, billboards, and a new Energy Smart Program
website. Program collateral was enhanced using local images taken throughout New Orleans and Algiers.
The Energy Smart team used multiple methods to engage the whole Entergy New Orleans customer
base. Community Outreach was performed by Energy Wise Alliance to provide a voice to the program in
the community and engage customers directly. Trade ally references provided a high rate of the program
leads through outreach efforts as well as referrals from satisfied HPWES customers.

A total of 739 customers participated in the HPWES offering in 2018. The savings were a combination of
direct install measures and trade ally follow up measures. Direct installations consisted of LED lighting,
high-efficiency showerheads and water aerators, smart strips, smart thermostat along with a
comprehensive walk-through assessment. Depending on eligibility requirements, some customers
qualified for rebates on follow up measures including attic insulation, A/C tune-up, air sealing and duct
sealing measures. Duct sealing and attic insulation provided a large portion of savings due to the
effectiveness of those measures in 2018.

In Q4 the Energy Smart team added a free Energy Saving Kit option as part of the end of year savings
boost to engage customers with another avenue for achieving energy savings. A postage-paid business
reply card mailer and a simultaneous Facebook campaign were deployed to increase awareness of the
additional kit option. Kits included energy-saving products, a product brochure that detailed each item
included as well as details on additional Energy Smart offerings. There were 4,926 kits provided to
customers in 2018.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 14
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A total of 16,939 measures were installed during the program year.

A total of 4,272 kits were shipped in 2018.

The offering reached 153.10% of the kWh goal, achieving 3,074,470 kWh.
The offering reached 169.00% of the kW target, achieving 683.65 kW.

Algiers:

A total of 2,980 measures were installed during the program year.

A total of 654 kits were shipped in 2018.

The offering reached 252.02% of the kWh goal, achieving 376,159 kWh.
The offering reached 283.70% of the kW target, achieving 85.11 kW.

Table 5.1: HPwES 2018 Tactical Calendar

TACTIC TIMING

Outreach Events
Circuit Newsletter
School Kits Brochure
Facebook Paid Ad (kit promotion)
HPWES Email
Bill Insert

Scorecard Cross Promotion

HPWwWES Collateral:

HPwES Brochure

General Energy Smart Program Handout
Kit Business Reply Mail Card

Kit Brochure

Energy Efficiency Day Flyer

"Sorry We Missed You" Door Hanger
Energy Smart Rebate Check Insert
HPWES Survey and Survey Return Mailer Card
HPwES July Bill Insert

HPwWES Email Campaign

Home Energy Audit Report

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8
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Monthly
December
August
July

October
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Offering Budget and Savings

Table 5.2
ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)
Budget Actual % Pre-Evaluated Evaluated % Pre-Evaluated Evaluated %
A:G;fvlég ‘ $80,877 $80,877 100% 334,726 376,159 112.38% 73.77 85.11 115.37%
N.O. HPWES ‘ $590,509 $606,432 102.7% 2,795,666 3,074,470  109.97% 596.69 683.65 114.57%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

The Energy Smart team will again look to overdrive savings in the HPWES offering while working within
the 2019 budget. The HPWES offering will continue to offer kits to Entergy New Orleans customers in

2019.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 16
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Residential Lighting & Appliances

Offering Description

The objective of the Residential Lighting and Appliance offering is to increase awareness and sales of
energy efficient lighting and appliances to residential customers. The offering is available to Entergy New
Orleans retail customers through point of sale and rebate incentives at participating retailers. The offering
gives customers the opportunity to purchase, largely through retail locations, a variety of discounted
products that are ENERGY STAR® qualified.

Point-of-sale rebates are available for LED lighting at locations in both New Orleans and Algiers.
Appliance rebate forms are available for appliance purchases of ENERGY STAR approved appliances
including pool pumps, refrigerator, window AC units and heat pump water heaters.

Offering Highlights

The Residential Lighting and Appliance offering provided a substantial amount of savings for the
Residential portfolio in 2018. The bulk of the savings occurred in the New Orleans territory at 157.70% of
goal. The Algiers territory finished the PY8 at 116.13% of goal. In support of the end of year savings
boost, the Residential Lighting and Appliance offering was expanded to include additional products within
the retail stores and introduced an LED Giveaway option. Customers were eligible to receive up to four
LED bulbs through the giveaways which were provided through community groups, houses of worship,
and food pantries. Algiers was a primary focus of this tactic to support the gap in savings from the retail
stores.

New Orleans:

o A total of 48,393 measures were sold during the program year.
o The offering reached 157.70% of the kWh goal, achieving 5,525,610 kWh.
e The offering reached 154.60% of the kW target, achieving 1,137.85 kW.

Algiers:
e A total of 8,748 measures were sold during the program year.

e The offering reached 116.13% of the kWh goal, achieving 307,473 kWh.
o The offering reached 114.34% of the kW target, achieving 63.80 kW.
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Table 6.1: Residential Lighting and Appliance 2018 Tactical Calendar

TACTIC TIMING

Outreach Events Monthly
Circuit Newsletter March, June, August, September, October, November,
December
School Kits Brochure Monthly
Bill Insert July and September
Kit Brochure December
Scorecard Cross Promotion September, November, December

Residential Lighting and Appliance Collateral:

General Energy Smart Program Handout
Duct Efficiency Rebate Application

Attic Insulation / Air Filtration Rebate Application
Central A/C Rebate Application

Energy Efficiency Day Flyer

Point of Purchase Signage

Energy Smart Rebate Check Insert

Window A/C Rebate Application

Heat Pump Water Heater Rebate Application
Pool Pump Rebate Application

Refrigerator Rebate Application

Retail Lighting July / September Bill Insert
Retail Lighting Handout

Table 6.2: Participating Retailers

Supported Retail Programs

Retail Company Address
Lighting Appliances
Barto Appliance X 1400 Airline Dr
Costco Wholesale X X 3900 Dublin St
Dollar Tree (Algiers) X 3771 General DeGaulle Dr
Dollar Tree (Dg::taer\)/illa Shopping X 9671 Chef Menteur Hwy
Dollar Tree (Gentilly Retail Center) X 4242 Chef Mentuer Hwy
Dollar Tree (Morrison) X 11701 Morrision Rd
Dollar Tree (Navarre) X 5201 Canal Blvd
Dollar Tree (Tulane/Carrollton) X 4115 S Carrollton Ave
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Supported Retail Programs
Retail Company Address

Lighting Appliances

Home Depot (Bullard) X X 12300 I-10 Service Rd
Home Depot (Central) X X 1100 S Claiborne Ave
Lowes (Central) X 2501 Elysian Fields Ave
Lowes (Read) X 5770 Read Blvd

The Green Project 2831 Marais St

Walmart (Behrman) 4001 Behrman PI
Walmart (Bullard) 6000 Bullard Ave

Walmart (Chef Menteur) 4301 Chef Menteur Hwy

X X X X

Walmart (Tchoupitoulas) 1901 Tchoupitoulas St

Rouses Market (Mid City) 400 N Carrollton Ave
Rouses Market (Algiers) 4001 General De Gaulle Dr
Rouses Market (Uptown) 4500 Tchoupitoulas St
Rouses Market (Gentilly) 6600 Franklin Ave

Rouses Market (CBD) 701 Baronne St

X X X X X X X X X X X

Rouses Market (French Quarter) 701 Royal St

The Energy Smart team provided “train the trainer” style training on the Retail offering, including available
rebates for sales with retail managers, cashiers, other applicable employees and interested customers
who are present. This also includes providing marketing materials and signage to employees.

Table 6.3: PY8 Retail Training Calendar

DATE LOCATION

AUDIENCE ‘ NUMBER OF

PARTICIPANTS

6/1/2018 Dollar Tree / 3771 General DeGaulle Dr Retail Employees 8

6/23/2018 The Green Project / 2831 Marais St Retail Employees 24

. - Retail 3]
8/8/2018 Barto Appliance / 1400 Airline Dr Employees/Customets

8/8/2018 Dollar Tree / 3771 General DeGaulle Dr Retal 3
Employees/Customers

8/8/2018 Dollar Tree / 9671 Chef Menteur Hwy Retail 3
Employees/Customers

8/10/2018 Dollar Tree / 4115 S. Carrollton Ave Retal 4
Employees/Customers

8/10/2018 Costco / 3900 Dublin St Retal °
Employees/Customers

8/14/2018 Home Depot / 12300 1-10 Service Rd Retal 3
Employees/Customers

9/1/2018 Lowes / 2501 Elysian Fields Ave Retail 3
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NUMBER OF
DATE LOCATION AUDIENCE ‘ PARTICIPANTS
9/1/2018 Wal-Mart / 4001 Behrman Pl Retal 3
Employees/Customers
9/1/2018 The Green Project / 2831 Marais St Retail 4
Employees/Customers
10/2/2018 Lowes / 5770 Read Blvd Retail 2
Employees/Customers
10/2/2018 Home Depot / 1100 S Claiborne Ave. Retail 7
Employees/Customers
10/12/2018 Home Depot / 12300 I-10 Service Rd Retail 5
Employees/Customers
10/23/2018 Wal-Mart / 6000 Bullard Ave Retail 2
Employees/Customers
10/24/2018 Costco / 3900 Dublin St Retail 4
Employees/Customers
11/11/2018 Rouses Market / 701 Royal St Retail 3
Employees/Customers
11/20/2018 Dollar Tree / 4242 Chef Mentuer Hwy Retail Employees 1
11/20/2018 Dollar Tree / 9671 Chef Menteur Hwy Retail 2
Employees/Customers
11/20/2018 Wal-Mart / 4301 Chef Menteur Hwy Retail 2
Employees/Customers
11/20/2018 Dollar Tree / 11701 Morrision Road Retail 8
Employees/Customers
11/20/2018 Rouses Market / 6600 Franklin Ave Retail 3
Employees/Customers
11/20/2018 Rouses Market / 701 Baronne St Retail Employees 4
11/20/2018 Rouses Market / 400 N Carrollton Ave Retail 5
Employees/Customers
11/23/2018 Dollar Tree / 4115 S. Carrollton Ave Retail Employees 1
11/23/2018 Dollar Tree / 5201 Canal Blvd. Retail 3
Employees/Customers
11/27/2018 Wal-Mart / 1901 Tchoupitoulas St Retail 2
Employees/Customers
12/10/2018 Dollar Tree / 3771 General DeGaulle Dr Retail 3
Employees/Customers
12/10/2018 Rouses Market / 4001 General De Gaulle Dr Retail 3
Employees/Customers
12/11/2018 Rouses Market / 4500 Tchoupitoulas St Retail Employees 2
Totals 30 Trainings 125 Participants
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Offering Budget and Savings

Table 6.4
RESIDENTIAL ‘ COST ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)
LIGHTING & TV
APPLILANCE ‘ Budget Actual % ‘ Pre-Evaluated Evaluated % ‘ Pre-Evaluated Evaluated %
Algiers Lighting & $28,311 $27,874 98.46% 234,604 307,473 131.06% 48.37 63.80 131.90%
Appliance
N.O. 'Zﬂgf;:ffe' $350,408 $363920  103.86% | 4,672,972 5525610 118.25% 955.48 1,137.85  119.09%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

In PY9, the offering will focus on increasing participating stores in the Algiers territory. Algiers has been
a challenging location due to the lack of available retailers within the territory. The Energy Smart team
will work to add additional retailers, such as new Dollar General and Walgreens locations.

LED giveaway tactic in 2018, the Energy Smart team will continue to have Energy Wise Alliance to utilize
the bulbs as an engagement tool at public events. In addition, the LED bulbs can be utilized to provide
quick, cost-effective savings in targeted areas such as Algiers to support goal attainment.
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Multi-Family

Offering Description

The Multi-Family offering targets multi-family property owners (landlords) and managers, as well as
apartment and condo occupants. The Multi-Family offering addresses the unique needs of this type of
home configuration, which are often overlooked, through a combination of incentives for both direct install
and prescriptive measures, and through property owner and tenant education. This offering includes
duplex homes, which provide greater opportunities for energy savings within New Orleans where duplex
dwelling structures are prevalent.

Offering Highlights

The Multi-Family offering achieved 168% the kWh goal in New Orleans and achieved 100% of goal in
Algiers. Marketing, community outreach, and trade ally engagement were the methods used to
engage Entergy New Orleans customers and create awareness for the Multi-Family offering. Marketing
methods included bill inserts, email campaigns, Facebook ads, call center outreach, newsletter postings,
billboards, and a new Energy Smart website. Community outreach was performed by Energy Wise
Alliance to provide a presence in the community and engage customers directly. A high rate of program
leads were acquired through trade ally references and outreach efforts as well as references from Energy
Smart customers.

A total of 261 units were completed.

In 2018, duplexes and quadplexes made up the savings for the offering. Due to the unique housing stock
in New Orleans, duplexes were marketed to in the same manner as the Low-Income Weatherization and
HPWES offerings. This similar marketing approach generated a lot of interest in the Multi-Family market
sector. The offering provides similar direct install measures and follow-up measures to Income-Qualified
Weatherization and HPwWES offerings. Programmable thermostats are an additional measure that is
offered to Multi-Family customers.

New Orleans:

e A total of 4,672 measures were installed during the program year.
e The offering reached 168.14% of the kWh goal, achieving 829,465 kWh.
e The offering reached 217.76% of the kW target, achieving 210.31 kW.

Algiers:
e A total of 320 measures were installed during the program year.

e The offering reached 100.34% of the kWh goal, achieving 37,760 kWh.
e The offering reached 160.00% of the kW target, achieving 11.84 kW.
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Table 7.1: Multi-Family 2018 Tactical Calendar

Outreach Events Monthly
Circuit Newsletter May
School Kits Brochure Monthly
Email Campaign August
Kit Brochure December
Bill Insert July

Multi-Family Collateral:

General Energy Smart Program Handout
Energy Efficiency Day Flyer

Energy Smart Rebate Check Insert
Property Manager Checklist

MF Survey and Survey Return Mailer Card

Offering Budget and Savings

Table 7.2
cosT ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)

MULTI-FAMILY
Budget Actual % Pre-Evaluated  Evaluated % Pre-Evaluated Evaluated %
Algiers | ¢10603  $7,010  66.11% 36,549 37,760 103.31% 6.16 11.84 192.21%

Multifamily
.| $133,363 $150,985 113.21% 799,581 829,465  103.74% 199.53 210.31 105.40%

N.O. Multifamily

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

A majority of housing stock in PY8 was duplexes and quadplexes. There was significant demand for
small Multi-Family dwellings in PY8. Larger complexes have made up most savings for this offering in
program years prior to 2017. The Energy Smart team will evaluate opportunities for larger complexes
based on eligibility and budget availability. The Energy Smart team will also look for opportunities to
cross-promote the Commercial and Industrial offering in common spaces throughout multi-family
properties.
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Low-Income Audit & Weatherization

Offering Description

The Low-Income Audit & Weatherization (LIW) offering gives qualified customers the opportunity to
receive energy efficiency measures in their homes free of charge. Upgrades range from direct install
measures, such as LED light bulbs and water savings measures, to smart thermostats and
comprehensive envelope measures (attic insulation, air sealing and duct sealing).

Offering Highlights

The Low-Income Audit & Weatherization offering exceeded savings goals in both New Orleans and
Algiers. Marketing, community outreach and trade ally engagement were the methods used to
engage Entergy New Orleans customers and create awareness of the LIW offering. Marketing methods
included bill inserts, email campaigns, Facebook ads, call center outreach, newsletter postings, billboards,
and a new Energy Smart website. The program team used multiple methods to engage the income-
qualified sector of the customer base. Community outreach was performed by Energy Wise Alliance to
provide a presence in the community and engage customers directly. A high rate of program leads was
acquired through trade ally references and outreach efforts as well as references from participating
HPWES customers.

Over 521 customers participated in the LIW offering in 2018. The savings were a combination of direct
install measures and trade ally follow-up measures. Direct installations consisted of LED lighting, high-
efficiency showerheads and water aerators, smart strips, smart thermostats, air sealing along with a
comprehensive walk-through assessment. If customers met eligibility requirements, follow-up measures
included attic insulation, AC tune-up, air sealing, and duct sealing measures. Duct sealing and attic
insulation provided a large portion of savings due to the effectiveness of those measures in 2018.

The Low-Income Audit & Weatherization offering is designed to provide energy efficiency to income-
qualified customers within the New Orleans footprint. The Energy Smart team strives to exceed program
goals to ensure this portion of the customer base has opportunities to reduce electric costs and increase
the comfort of their home.

New Orleans:

o Atotal of 6,621 measures were installed during the program year.
o The offering reached 144.88% of the kWh goal, achieving 1,907,136 kWh.
e The offering reached 165.18% of the kW target, achieving 470.94 kW.

Algiers:
o A total of 853 measures were installed during the program year.

e The offering reached 124.28% of the kWh goal, achieving 121,880 kWh.
e The offering reached 151.04% of the kW target, achieving 31.87 kW.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 24



Energy Sl'ﬂart-

= A New Orleans Program

Table 8.1: Low-Income Audit & Weatherization 2018 Tactical Calendar

TACTIC TIMING

Outreach Events Monthly
Circuit Newsletter June, September, October, November

School Kits Brochure Monthly

HPwWES/ LIW Email August

Bill Insert July
Outreach Events Monthly
LIW Collateral:
¢ Brochure

e General Energy Smart Program Handout

« Energy Efficiency Day Flyer

e Sorry We Missed You Door Hanger

e Energy Smart Rebate Check Insert

e LIW Survey and Survey Return Mailer Card
e Home Energy Audit Report

Offering Budget and Savings

Table 8.2
T —— cosT ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)
WEATHERIZATION
Budget Actual % Pre-Evaluated  Evaluated % Pre-Evaluated  Evaluated %
Algiers Low Income | g3 794 346,950  138.96% 114,907 121,880  106.07% 30.29 3187 105.22%
Audit & Wx
N.O. Low Income Q”V‘:'I': $452,430 $451,025  99.69% 1,753,527 1,007,136  108.76% 42318 47094  111.29%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

The Low-Income Audit & Weatherization offering will continue to operate in a similar fashion in PY9 but
with an increased focus on smart thermostats where applicable. The Energy Smart team will continue to
look for new and innovative methods to engage the customer base to attain goals in 2019. One area of
opportunity the Energy Smart program team is looking into offering is air sealing as a follow-up measure
performed by trade allies.
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High Efficiency AC Tune-Up

Offering Description

The High-Efficiency A/C Tune-Up offering is designed to minimize market barriers to efficient cooling in
residences. This program provides residential customers with a comprehensive set of options to lower
their energy consumption and costs associated with keeping their homes cool and comfortable in the
summer. Customers with functioning A/C units that are more than one year old can improve the efficiency
of their units with the help of a comprehensive A/C tune-up. Customers with failed units or working but
inefficient units are eligible for incentives for replacing the unit with a new energy efficient system.

Offering Highlights

The High Efficiency A/C Tune-Up offering allows customers to participate in Energy Smart without
previous participation in a comprehensive home energy assessment. The offering experienced most of
the participation in periods of the year that have temperatures above 70 degrees. Both New Orleans and
Algiers territories achieved their savings goals in 2018. The program recruited new Trade Allies to the
program to support the savings goals. Increased trade ally engagement in the program was a goal
following 2017 and allowed the Energy Smart Program to have a greater impact on the local community
by bringing additional contractors into the offering.

A total of 850 customers participated in the program. This offering is focused on trade ally duct sealing
and A/C tune ups. Customers can utilize this program every two years to ensure their A/C unit is clean
and charged for optimal use. This offering can be completed without an initial assessment which gives
customers a different option should they choose to abstain from performing the initial home energy
assessment. Trade allies have used this opportunity to demonstrate the value of their work while cross
promoting other offerings to enhance customers experience and participation in the Energy Smart
Program.

New Orleans:

o Atotal of 1,561 measures were installed during the program year.
e The offering reached 134.12% of the kWh goal, achieving 2,295,461 kWh.
o The offering reached 148.04% of the kW target, achieving 793.67 kW.

Algiers:
e Atotal of 117 measures were installed during the program year.

e The offering reached 119.84% of the kWh goal, achieving 160,029 kWh.
e The offering reached 146.22% of the kW target, achieving 58.78 kW.
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Table 9.1: A/C Tune-Up 2018 Tactical Calendar

QOutreach Events Monthly
Circuit Newsletter March, June
School Kits Brochure Monthly
Email Campaign August
Kit Brochure December
Scorecard Cross Promotion July

A/C Tune-Up Collateral:

e General Energy Smart Residential Handout
e Rebate Application

e Energy Efficiency Day Flyer

e A/C Tune-Up Brochure

e Energy Smart Rebate Check Insert

e A/C Tune-Up Email

e A/C Tune-Up Survey

Offering Budget and Savings

Table 9.2
e ST COST ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)
AC TUNE-UP
Budget Actual % Pre-Evaluated  Evaluated % Pre-Evaluated  Evaluated %
Algiers High Efo:’r:z"Jz $24,728 $26,474  107.06% 147,001 160,029  108.86% 54.46 58.78 107.93%
N.O. High E‘:L"I:Z“Jz $323,920  $364,108  112.41% 2,098,600 2,295,461  109.38% 724.95 79367  109.48%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

The High-Efficiency A/C Tune-Up offering will not see any major changes in 2019. A focus will remain on
recruiting and training new trade allies to grow a more capable contractor workforce and provide more
benefits to customers.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 27



A
EnergySmart#

= = A New Orleans Program

Direct Load Control (EasyCool)

Offering Description

The Direct Load Control (EasyCool) offering is an opt-in load control initiative that allows Energy Smart
to cycle off a participant’s home central air conditioner condenser during peak demand hours throughout
cycling season. The events run for four hours (2 p.m. — 6 p.m.) and cycle the condenser on and off every
15 minutes. Participating customers are incentivized after each cooling season with a $40 incentive
check. During cycling events, the AC unit is sent a signal to activate the switch. The EasyCool offering is
designed to reduce demand load at peak times in the cooling season.

Offering Highlights

The EasyCool offering completed five successful cycling events in 2018. These events occurred during
the cycling season which is June through September. A total of 645 control devices were installed and
controlled in 2018 and a total of 1,018 active devices were installed in the field by the end of 2018. The
Energy Smart team conducted various marketing and community outreach campaigns promoting
EasyCool to customers. Bill inserts, business reply cards, email campaigns, postcards, mass marketing,
community outreach, calling campaigns, Facebook ads and the new program website were all used to
generate enrollments in the EasyCool offering.

Multiple mediums were used to engage customers in the EasyCool offering, including the addition of an
educational video to explain the offering to customers with more visual detail. The video was launched
using Facebook ad paid campaigns and placed on the program enrollment page. Facebook ads were
A/B tested to enhance performance with a static image versus the video as well as a Facebook form
versus the landing page enroliment form. Overall, the four campaigns performed at or above the industry
average and received 1,831 clicks.

New Orleans:

e A total of 563 devices were installed during the program year.
e The offering reached 177.81% of the kW target, achieving 1,967.02 kW.

Algiers:

o A total of 82 devices were installed during the program year.
¢ The offering reached 123.87% of the kW target, achieving 103.15 kW.
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Table 10.1: EasyCool Cycling Events

DIRECT LOAD CONTROL CYCLING EVENTS

Date 7/23/2018 8/7/2018 8/15/2018 9/13/2018 9/18/2018
Start Time (hours) 1400 hrs 1400 hrs 1400 hrs 1400 hrs 1400 hrs
End Time 1830 hrs 1830 hrs 1830 hrs 1830 hrs 1830 hrs
# Devices Controlled 638 626 689 716 729
50% (15 min 50% (15 min 50% (15 min 50% (15 min 50% (15 min

0,
Cycle Strategy (ex. 40%) onloff) onloff) onloff) onloff) onloff)

Table 10.2: EasyCool Facebook Campaigns

AD NAME IMPRESSIONS CLICKS CTR AVG. CPC
June 2018 72,405 1,005 1.39% $.65
August 2018 (FB Form) 12,214 194 1.59% $1.03
August 2018 (Web Traffic) 17,849 258 1.45% $.78
October 2018 31,369 374 1.19% $1.05

Table 10.3: EasyCool 2018 Tactical Calendar

TACTIC TIMING

Outreach Events Monthly
Circuit Newsletter April, July, October
School Kits Brochure Monthly
Email June, July, November
Facebook Paid Ad June, August, October
Bill Insert September
Post Card August
Direct Mail Business Reply Card December
Outbound Calling Campaign August, October
Scorecard Cross Promotion August

EasyCool Collateral:

Pre-Season Letter

End of Season Letter

EasyCool Brochure

EasyCool Postcard

FAQ Sheet

EasyCool Terms and Conditions
Energy Smart Rebate Check Insert
Pocket Door Hanger

EasyCool Survey
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EasyCool Business Reply Mail Card
EasyCool Facebook Ads

EasyCool Video

EasyCool Switch Sticker

Offering Budget and Savings

Table 10.4
DIRECT LOAD CONTROL COST DEMAND REDUCTION (kW)
(EASYCOOL)
‘ Budget Actual % ‘ Pre-Evaluated Evaluated %

0, -

Algiers DLC ‘ $12,040 $1,160 9.63% ‘ 103.15 N/A
9 =

N.O.DLC ‘ $107,960  $22120  20.49% ‘ 1,967.02 N/A

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

The EasyCool offering in PY8 experienced issues with generating enroliments. There are several factors
involved, but one major issue is the heat and humidity in the cycling season. Customers are often
reluctant to give control of their A/C units for these events, despite customers typically experiencing
minimal changes in temperatures within the home. In PY8 the Energy Smart team engaged the customer
base in a variety of marketing and outreach methods. The Energy Smart team will evaluate what
marketing and outreach tactics had the best results in PY8 and continue to build off those tactics. In
addition, new tactics and engagement methods will be leveraged to increase enroliments to the offering.

In 2019, the Energy Smart team will have customers navigate through the program website to sign up for
EasyCool. This will provide more qualified leads than the team experienced in 2018 through forms on
Facebook. The Energy Smart team will evaluate other enrollment options including incentivized
enroliments to promote participation in the EasyCool offering. The amount of the incentive and the
delivery of the incentive will be evaluated by the Energy Smart team. Neighborhood canvassing is another
option to consider for this program to create interest. Energy Smart employees will promote the program
going door to door in the community to interface with the customer directly. The goal is to increase
awareness and appeal of the offering to prospective participants.
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School Kits & Education

Offering Description

Energy Smart School Kits and Educationis an offering for middle and high school students that
combines in-class education programming and a free Energy Smart Starter Kit for students to bring home
and install with their parents. Kits consisted of four 9 watt LED light bulbs, two 15 watt LED light bulbs,
one low-flow shower head, one low-flow kitchen sink aerator, one low-flow bathroom sink aerator and
one water flow bag.

Offering Highlights

In PY8, the Energy Smart team delivered 3,640 kits to students in their classrooms. The team reached
out to 100% of public schools with 6th grade classes, several high schools and about a third of the
scholarship schools in Orleans Parish. Methods included phone, email and in-person visits to each
campus. The decentralized nature of the Orleans Parish School District makes it more difficult to reach
students than within other parishes in Louisiana.

In total, the Energy Smart team provided the School Kit offering to 46 New Orleans schools and visited
1 fifth grade, 38 sixth grade, 2 seventh grade, 2 eighth grade and 14 high school class grade levels. The
average school received 79 Kits.

Each school received two visits by Energy Smart staff instructors and included content aligned with the
Louisiana Student Standards for Science. The educational content included fun, hands-on activities such
as a skit with costumes about how electricity reaches a customer’s home, information about the
importance of conserving electricity, the bicycle generator and the home retrofit game.

The changes to the School Kit offering in PY8 included reaching out to more high schools with topical
class offerings, and adding 3 as well as cross-training three existing staff teachers to increase the team’s
flexibility with scheduling classes and the ability to service multiple schools on the same day.

The Energy Smart team faced challenges with reaching the target goal in Algiers. Within four schools in
Algiers, the team’s outreach efforts were either declined or the school was non-responsive. Additionally,
The Energy Smart team received responses too late in the program year after the allocated kits for the
year had already been assigned to other schools. The territory is also facing upcoming school closures
that will limit the opportunity for the School Kit offering in Algiers.

From PY7 to PY8, the kWh per kit installed increased about 12%, from 218.8 kWh to 244.9 kWh per kit.
While the increase rate in kWh savings per kit is slowing, we are still seeing a slight gain year-on-year.
Our educators focus more education attention on water heat than in the past, and the increase is almost
entirely attributable to higher electric water heat reported from the students.

Projected lifetime savings indicate that the kits installed will produce 4,548,219 kWh in New Orleans and
274,245 kWh in Algiers.
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New Orleans:
e A total of 3,433 kits were distributed during the program year.

e The offering reached 146.42% of the kWh goal, achieving 800,576 kWh.
e The offering reached 127.20% of the kW target, achieving 94.75 kW.

Algiers:

o A total of 207 kits were distributed during the program year.
e The offering reached 35.31% of the kWh goal, achieving 48,272 kWh.
e The offering reached 30.78% of the kW target, achieving 5.71 kW.

Offering Budget and Savings

Table 11.1

SCHOOL KITS & ENERGY SAVINGS (kWh)
EDUCATION

OFFERING Budget Actual % ‘ Pre-Evaluated  Evaluated

DEMAND REDUCTION (kW)

% ‘ Pre-Evaluated Evaluated %

Algiers School Kits & | ¢53800  $6.067  25.49% 48,272 48272 100.00% 5.71 571 100.00%
Education
N-O-School KIS & | g95200  $100621  10569% 800,576 800,576  100.00% 94.75 9475  100.00%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

In PY9, the Energy Smart team will continue to offer high quality, energy efficiency education to 3,500
classroom children in Orleans Parish public and scholarship schools. The Energy Smart team will renew
outreach effort to Algiers schools to increase participation in Energy Smart for Kids.

The team struggled to distribute enough kits in PY8 partly because of changing conditions in Algiers. In
PY8, the Orleans Parish School Board announced that two Algiers schools, William J. Fischer Academy
and McDonough # 32 Literacy Charter School, would face closure in 2019. In the meantime, these
schools were combined into one campus and their enrollment dropped by half. As a result, PY8 kit
delivery numbers for those 2 schools was reduced by half from previous years to about 30 kits. The
Energy Smart team was not successful in obtaining programming at Algiers school L.B. Landry -O.P.
Walker College and Career and Preparatory High School in PY8. However, Energy Smart plans to secure
programming in PY9.

In PY9, the Energy Smart team will continue to focus on obtaining programming in Algiers schools.
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Green Light New Orleans

Offering Description

Green Light New Orleans (GLNO) installs energy-efficient lighting for residents utilizing volunteers. GLNO
installed energy-efficient CFL and LED light bulbs in Energy Smart qualified homes in Orleans Parish in
2018.

Offering Highlights

During 2018, Green Light New Orleans installed 2,977 energy efficient light bulbs in qualified homes in
the East Bank and 430 light bulbs in the West Bank.

In addition to energy efficiency, Green Light’s light bulb program is focused on bringing people together
to engage within the New Orleans community and educate the community about other energy efficient
measures available. Green Light recruited approximately 320 volunteers from diverse parts of the
community to help install energy-efficient light bulbs.

There continues to be demand for energy efficient light bulbs from residents within Orleans Parish who
have yet to replace their incandescent bulbs. Green Light will continue to service all new applicants.

Green Light's other two programs—the backyard vegetable garden program and the rain barrel
program—receive many applicants who first became familiar with the organization through light bulbs
many years ago. In this way, the light bulb program is a proven way to connect Orleans Parish residents
with access to resources that will help them improve their health and well-being.

The CFL light bulbs for PY8 were donated by Sylvania.

Lifetime savings indicate that the lamps installed will produce 324,867 kWh in New Orleans and 42,589
kWh in Algiers.

New Orleans:

o Atotal of 2,951 measures were installed during the program year.
e The offering reached 40.47% of the kWh goal, achieving 67,967 kWh.
o The offering reached 50.94% of the kW target, achieving 14.07 kW.

Algiers:
e A total of 390 measures were installed during the program year.

e The offering reached 9.29% of the kWh goal, achieving 9,061 kWh.
e The offering reached 11.69% of the kW target, achieving 1.87 kW.
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Green Light installed 3,341 light bulbs, of which 3,024 were CFLs and 317 were LEDs.

Table 12.1
TERRITORY LAMPS CFLS LEDS ‘
New Orleans 2,951 2,665 286
Algiers 390 359 31

Total 3,341 3,024 317

Offering Budget and Savings

Table 12.2

GREEN LIGHT COST ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)

Evaluated

Budget Actual Pre-Evaluated  Evaluated Pre-Evaluated
Algiers Glfl;‘;’; $13,751 $858 6.24% 9,052 9,061 100.10% 1.87
N.O. Green ® 0
Light $23,749 $6,492 27.34% 67,788 67,967 100.26% 14.01

sSmart +

= A New Orleans Program

1.87 100.00%

14.07 100.43%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)

findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

In PY9, Green Light will evaluate the opportunity to eliminate CFLs and exclusively install LEDs.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

34



A

111 f..'.\ I __{.J-': Ir Smart AR

= = A New Drleans Program

Behavioral (Scorecard)

Offering Description

The Behavioral offering provides customers with a home energy report with information regarding
potential ways to lower their electric bills. The offering launched as a residential energy savings
behavioral pilot in January 2017. Approval for release of the new Energy Smart Scorecard, revised to an
opt-out distribution model began in May 2018.

Offering Highlights and Participation
Highlights

Energy Smart’s goal is to maximize the cost-effectiveness and evaluability of the energy savings impacts,
while also ensuring inclusion or exclusion of appropriate customer segments. Working with Entergy’s
third-party evaluator, ADM Associates, Inc., the transition to an opt-out program model is now well
underway. Evaluation results for PY8 — for the five months since transitioning to opt-out — demonstrated
that savings were trending ahead of goals. On average, participants saved .66% off of their utility bills.
Extrapolated to a full year, they would have saved about 1.2% (9,402,114 kWh).

Table 13.1

BEHAVIORAL ENERGY SAVINGS (kWh)
(SCORECARD)

Pre-Evaluated Evaluated

Algiers Scorecard ‘ 745,249 NA

N.O. Scorecard ‘ 4,933,408 NIA

Participation

When the new opt-out distribution model for Scorecard launched on May 2, 2018, there was an initial
treatment group of 25,000 customers, in addition to the previously registered participants from the opt-in
phase. The distribution then increased to 50,000 recipients in in Q2.

In late Q4, the Energy Smart team learned that the new Entergy Customer Engagement Portal (CEP)
was expected to go live in March 2019, in accordance with the roll-out of Advanced Metering
Infrastructure (AMI). The new Entergy CEP portal is intended to replace the current Scorecard portal and
customers who will receive a new AMI meter will be able to download a Home Energy Report directly
from the new Entergy CEP. Accordingly, the Scorecard that is currently supplied by implementer
Accelerated Innovations (Al) will no longer be necessary.

Due to these forthcoming changes in PY9, Energy Smart adjusted its Scorecard distribution list in

December 2018 to include all Entergy New Orleans residential customers for whom a direct email
address has been provided, totaling 113,971 addresses.
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Following are the delivery metrics of the distribution of Scorecards each week starting on May 2, 2018

through the last week of the Q4, in descending order.

SEND DATE

12/28/2018

12/21/2018

12/14/2018

12/7/2018

11/30/2018

11/9/2018

11/2/2018

10/12/2018

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

Table 13.2
TYPE COUNT % OF SEND
Send 43950 100
Open 6199 141
Click 123 0.28
Bounce 1721 3.92
Unsubscribe 30 0.06
Send 9604 100
Open 1701 17.71
Click 31 0.32
Bounce 372 3.87
Unsubscribe 5 0.04
Send 5285 100
Open 834 15.78
Click 18 0.34
Bounce 270 5.11
Send 9615 100
Open 1488 15.48
Click 27 0.28
Bounce 529 5.5
Unsubscribe 5 0.04
Send 33405 100
Open 5854 17.52
Click 95 0.28
Bounce 1556 4.66
Unsubscribe 14 0.06
Send 34612 100
Open 6389 18.46
Click 89 0.26
Bounce 1725 4.98
Unsubscribe 13 0.05
Send 8847 100
Open 1733 19.59
Click 22 0.25
Bounce 376 4.25
Unsubscribe 4 0.03
Send 13228 100
Open 2425 18.33
Click 24 0.18
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9/21/2018

9/7/2018

8/31/2018

8/24/2018

8/17/2018

8/10/2018

8/3/2018

7/27/2018
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Bounce 647 4.89
Unsubscribe 9 0.05
Send 27938 100
Open 4638 16.6
Click 68 0.24
Bounce 1296 4.64
Unsubscribe 21 0.08
Send 13110 100
Open 1757 13
Click 29 0.22
Bounce 685 5
Unsubscribe 3 0.02
Send 7801 100
Open 1290 16.5
Click 13 0.17
Bounce 858 4.53
Unsubscribe 3 0.04
Send 13122 100
Open 2125 16
Click 39 0.3
Bounce 589 4.5
Unsubscribe 59 0.44
Send 8625 100
Open 1590 18.43
Click 52 0.6
Bounce 379 4.39
Unsubscribe 5 0.03
Send 14928 100
Open 2480 16.61
Click 59 0.4
Bounce 753 5.04
Unsubscribe 8 0.05
Send 11937 100
Open 2014 16.87
Click 43 0.36
Bounce 610 5.11
Unsubscribe 8 0.05
Send 8689 100
Open 1728 19.89
Click 24 0.28
Bounce 367 4.22
Unsubscribe 11 0.07
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7/20/2018

7/13/2018

6/29/2018

6/22/2018

6/15/2018

6/1/2018

5/25/2018

5/18/2018

5/11/2018
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Send 10451 100
Open 1951 18.67
Click 56 0.54
Bounce 402 3.85
Unsubscribe 3 0.02
Send 32950 100
Open 6121 18.58
Click 155 0.47
Bounce 1614 4.9
Unsubscribe 33 0.3
Send 5177 100
Open 1045 20.19
Click 21 0.41
Bounce 212 4.1
Unsubscribe 2 0.04
Send 807 100
Open 142 17.6
Click 4 0.5
Bounce 30 3.72
Send 24729 100
Open 4762 19.26
Click 143 0.58
Bounce 1008 4.08
Complaint 10 0.04
Send 5693 100
Open 951 16.7
Click 16 0.28
Bounce 252 4.43
Unsubscribe 2 0.04
Send 1752 100
Open 298 17.01
Click 3 0.17
Bounce 56 3.2
Send 8034 100
Open 1807 22.49
Click 25 0.31
Bounce 308 3.83
Unsubscribe 9 0.11
Send 9580 100
Open 1773 18.51
Click 31 0.32
Bounce 423 4.42
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Unsubscribe 17 0.18
Send 25225 100
Open 6143 24.35
5/2/2018 Click 95 0.38
Bounce 1010 4
Unsubscribe 26 0.1

Marketing & Outreach

Outreach Events

Beginning in Q1, Scorecard program literature and information was distributed by the Energy Smart team
at weekly outreach tabling events in both Entergy Customer Care Centers (Canal St. and Algiers).
Pamphlets and program information is also available to pick-up during business hours (Mon-Fri 8:00 am
—5:00 pm) at the same locations. The Scorecard offering was cross-promoted with other Energy Smart
offerings at all outreach events, including The New Orleans Home and Garden Show in the Superdome,
Entergy Job Fair, Audubon Fete, and the Algiers Public Library.

Marketing & Advertising

The Energy Smart team launched a promotional advertising campaign with the New Orleans RTA to raise
awareness about the availability of the Scorecard offering. Beginning February 19, 2018 and running
through March 19, 2018, large (2.5 feet x 5.6 feet) advertisements were posted at 25 different bus shelters
throughout Orleans Parish, specifically in locations with high traffic and ridership. During the time of this
advertising campaign, 35 new customers enrolled in the offering. In the absence of any additional
program promotions during this time period, the Energy Smart team assumes that these new registrations
are attributable primarily to the RTA campaign.

Planned or Proposed Changes to Offering and Budget

With the roll-out of AMI and the launch of the new Customer Engagement Portal in PY9, the Energy
Smart team will remove customers from the Scorecard distribution as they receive their new AMI meter.
Entergy New Orleans customers who do not receive AMI meters will continue to receive the monthly
Scorecard. However, when the new Entergy CEP launches, the Energy Smart Scorecard will modify its
messaging and links in order to direct customers to the new CEP as opposed to the
EnergySmartCard.com portal.
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Commercial & Industrial Offerings Summary

The Commercial & Industrial (C&l) Portfolio includes Small Commercial Solutions, Large Commercial
and Industrial Solutions and Publicly Funded Institution offerings for both East bank and Algiers Entergy
New Orleans customers. Overall, the C&l Portfolio achieved 29,076,552 kWh in gross savings reaching
95.54% of the C&l Portfolio Goal of 30,433,893 kWh.

The Energy Smart team implemented several strategies in PY8 to increase savings achievement
compared to PY7, while staying under budget. Marketing, outreach and engagement strategies included:
e Market Segment and Territory Focused Targeted Outreach

o The Energy Smart team brought in a dedicated outreach position to target key accounts
and the Algiers territory, generate program awareness and bridge any knowledge gap to
bring in more production in areas where savings were needed.

o0 Created and facilitated a Higher Education Cohort.

0 Engaged large energy users, key segments and associations, stakeholders and trade
allies to create awareness and drive participation.

¢ New Offerings and Enhancements

o Developed new offerings and implemented enhancements to existing offerings to address
any participation barriers in the market. The Large C&l offering launched a Retro-
commissioning (RCx) offering and the Program removed the requirement for pre-approval
for prescriptive projects with an estimated incentive under $5,000.

e Custom Incentive Bonus

o0 Energy Smart released an incentive bonus for all custom projects to generate production
at the end of the year in support of goal achievement.

o The incentive bonus was announced on September 17™ and offered an additional $0.03
per kWh saved for all custom projects submitted on or after the announcement date and
completed by December 315t

0 The bonus proved to be impactful as the C&l offerings received 45% of the total
applications received and 37% of the total savings achieved after the bonus was
announced. This level of production was generated in the final quarter of PY8.
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Algiers — Small
C&l

Algiers - Large
C&l

Algiers — PFI

N.O. — Small C&l

N.O. - Large C&l

N.O. - PFI

KWH

SAVINGS

418,266

488,175

229,740

6,870,151

18,402,858

2,667,362

29,076,552

484,792

766,112

219,669

5,309,288

21,047,929

2,606,103

30,433,893

% TO

SAVINGS

GOAL

86.28%

63.72%

104.58%

129.40%

87.43%

102.35%

95.54%
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Table 15.1

% TO
KW
TARGET

KW KW
SAVINGS TARGET*

INCENTIVES
SPENT

INCENTIVE
BUDGET

% OF
BUDGET

42.23 97.79 42.37% $51,178 $83,496 61.29%
27.34 113.72 21.60% $62,677 $62,677 100.00%
-12.50 34.03 -36.73% $26,301 $33,689 78.07%
799.05 1,013.63 77.33% $904,448 $999,008 90.53%
2,146.82 3,459.45 55.75% $2,050,624 $2,646,787 77.48%
196.67 371.49 52.94% $288,846 $399,684 72.27%

3,199.61 5,090.11 62.86% $3,384,073 $4,225,341 80.09%

*Goals are reflective of the Supplemental and Amended Energy Smart Implementation Plan PY 7 — 9, approved 12/14/2017.
Savings reflect verified gross savings as documented in ADM’s Evaluation, Measurement and Verification (EM&V) report.
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Small Commercial Solutions

Offering Description

The Small Commercial Solutions (SCS) offering provides small businesses and other qualified non-
residential customers the opportunity to achieve electricity savings through prescriptive or custom
projects. Buildings with a peak demand of under 100 kW are eligible for these incentives. The Program
advises participants of available financial incentives for eligible efficiency measures that are installed in
their facilities.

Offering Highlights

In PY8, there were 119 projects implemented on the East Bank and 11 projects in Algiers, compared to
42 projects on the East Bank and 4 projects in Algiers in PY7.

The Energy Smart team implemented several strategies that impacted production in the Small
Commercial Solutions Program positively, which included:

e Targeted Outreach to Specific Market Segments and Territories

o Historically, Algiers has been difficult to reach and generate participation. The Energy
Smart team expanded to include a dedicated outreach position which included a focus on
Algiers. Through direct outreach and strategic planning, the team was able to bring in
almost three times the number of projects in PY8 than in PY7 and achieve 121.77% of the
PY8 savings goal. This dedicated outreach also built awareness and project leads that will
result in participation in PY9 and future program years.

e Prescriptive Pre-Approval Enhancement

o Energy Smart removed the pre-approval requirement for prescriptive projects with
estimated incentives under $5,000.

o The Program responded to feedback that the prescriptive process was too burdensome
for projects with smaller incentives by removing the pre-approval requirement below a
$5,000 incentive threshold and by streamlining the application process.

o The Small Commercial offering processed 8 projects under these changes, which was an
increase from participation prior to the enhancement.

e Custom Incentive Bonus

o0 Energy Smart released an incentive bonus for all custom projects to generate production
at the end of the year in support of goal achievement. The bonus, released on September
17t offered an additional $0.03 per kWh on all custom projects submitted after the release
date and completed before December 315t

o The bonus increased the Small Commercial Solutions custom incentive rate to $0.15/kWh
saved for both lighting and non-lighting projects.

0 The bonus was very impactful for the SCS Offering and the most impactful for any of the
three offerings. The bonus generated 53% of all completed projects and 51% of all savings
achieved in PY8. This additional funding helped lower the initial project costs for small
commercial customers where funding is often the major barrier to participation.
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Table 16.1

New Orleans

Count of Total Gross Total Incentives
Project Components Project Savings (kWh)
Components
Custom Lighting 156 6,757,936 $889,587
Custom Non-Lighting 3 20,437 $1,927
Prescriptive 27 170,246 $12,933
Algiers
Count of Total Gross Total Incentives
Project Components Project Savings (kWh)
Components
Custom Lighting 14 346,626 $48,528
Prescriptive 5 79,028 $2,650

New Orleans:

e A total of 119 projects were implemented during the program year.
e The offering reached 129.40% of the kWh goal, achieving 6,870,151 kWh.
e The offering reached 78.83% of the kW target, achieving 799.05 kW.

Algiers:

o A total of 11 projects were implemented during the program year.
e The offering reached 86.28% of the kWh goal, achieving 418,266 kWh.
e The offering reached 43.18% of the kW target, achieving 42.23 kW.

Percentage of total project cost covered by the incentives:

Table 16.2
Project Type Total Incentives Total Project Costs % Covered
Custom Lighting $938,115 $1,397,161 67.14%
Custom Non-Lighting $1,927 $71,235 2.71%
Prescriptive $15,583 $42,822 36.39%
Total $955,625 $1,511,219 63.24%
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Offering Budget and Savings

Table 16.3

ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)

SMALL COMMERCIAL

Budget Actual % ‘ Pre-Evaluated  Evaluated % ‘Pre-EvaIuated Evaluated %

Algiers Small | oo, /o5 $51,178  61.29% 425,653 418,266  98.26% 43.19 42.23 97.78%
Commercial
N.O. Small Commercial | $999,008 $904,448  90.53% 6,948,619 6,870,151  98.87% 834.64 799.05 95.74%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

Several program changes and additions are planned for PY9. The Energy Smart team plans to introduce
a Small Business Direct Install Lighting offering in Q2 of PY9. This offering will aim to further streamline
the prescriptive process by having a qualified network of trade ally service provider that can install a suite
of basic lighting measures at little to no cost to the customer where the burden of applying is almost
completely removed from the customer. This offering will be a great tool for the qualified trade allies to
generate additional opportunities and for customers that will realize the benefits of getting quality energy
efficient equipment installed at little cost and time spent.

The Energy Smart team will implement a strategic marketing and outreach plan in PY9. The goal is to
continue to segment out the ENO customer base so that the program can run marketing campaigns by
e-blasts, direct mailers, and other methods, as well as direct targeted outreach on the ground. The SCS
offering would like to generate more production from the local “mom and pop” shops local to New Orleans
so that those businesses can realize all the benefits of participating.
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Large Commercial & Industrial Solutions

Offering Description

The primary objective of the Large Commercial and Industrial Solutions (“Large C&l”) offering is to provide
a solution for non-residential customers interested in purchasing energy efficient technologies that can
produce verifiable savings either through a calculated (prescriptive) or a measured and verified (custom)
approach. Buildings with a peak demand of 100 kW or more are eligible for these incentives. The Large
C&l offering is designed to generate significant energy savings, as well as a longer-term market
penetration by developing delivery channels, such as design professionals, distributors, installation
contractors, and Energy Service Companies (ESCOs).

Offering Highlights

In PY8, the Energy Smart team continued to focus on generating more production from custom projects
rather than lighting projects to increase the percentage of non-lighting projects and to generate deeper
energy savings. In PY8, there were 90 projects implemented in New Orleans and 3 projects in Algiers
compared to 41 projects implemented in New Orleans and one project in Algiers in PY7.

With the savings goals more than doubling from PY7 to PY8, the Energy Smart team implemented several
strategies to maximize production. Those strategies included:

o Targeted Outreach to Specific Market Segments and Territories
o APTIM brought on a dedicated outreach position where one of the main focuses for PY8

was key large energy users that haven’t participated in the Program. The Energy Smart
team compiled a list of key accounts to target and generate Program awareness.
o Established a Higher Education Cohort
o Energy Smart established a Higher Education Cohort in PY8. The Cohort participation
grew throughout the year and the impacts of this group are demonstrated by participating
members having completed 20 projects in PY8 accounting for 3M kWh in gross energy
savings.
e Launched a Retro-commissioning (RCx) Offering
o The new RCx offering provides specific process and incentives for RCx studies and
measures offered by a closed group of qualified service providers to create more
opportunities for non-lighting measures that can drive quick cost-effective projects that
realize high energy savings.
e Prescriptive Pre-Approval Enhancement
o Energy Smart removed the pre-approval requirement for prescriptive projects with
estimated incentives under $5,000.
o The Program responded to feedback that the prescriptive process was too burdensome
for projects with smaller incentives by removing the pre-approval requirement below a
$5,000 incentive threshold and by streamlining the application process.
o Custom Incentive Bonus
o Energy Smart released an incentive bonus for all custom projects to generate production
at the end of the year in support of goal achievement. The bonus, released on September
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17t offered an additional $0.03 per kWh on all custom projects submitted after the release
date and completed before December 31s.

o The bonus increased the Large C&l custom incentive rate to $0.12/kWh for lighting and
$0.15/kWh for non-lighting projects.

o The bonus for the Large C&l Offering aided in the offering filling the pipeline, with 33% of
all projects processed and 31% of all savings processed coming in after the bonus was
launched on 9/17. The limited time additional funding helped large commercial customers
act on completing lighting projects in 2018 when they might not have otherwise if the
additional funding wasn’t available.

Table 17.1

New Orleans

Count of
. . Total Gross .
Project Components Project . Total Incentives
Savings (kWh)
Components
Custom Lighting 78 12,244,999 $1,283,199
Custom Non-Lighting 32 5,826,035 $722,139
Prescriptive 22 803,665 $45,286
Total 132 18,874,699 $2,050,624

Algiers
Proiect Components Count of Total Gross Total Incentives
) P Projects Savings (kWh)
Custom Lighting 1 178,796 $23,243
Custom Non-Lighting 2 323,559 $39,434
Total 2 502,355 $62,677

New Orleans:

o A total of 90 projects were implemented during the program year.
o The offering reached 87.43% of the kWh goal, achieving 18,402,858 kWh.
e The offering reached 62.06% of the kW target, achieving 2,146.82 kW.

Algiers:
e A total of 3 projects were implemented during the program year.

e The offering reached 63.72% of the kWh goal, achieving 488,175 kWh.
e The offering reached 24.04% of the kW target, achieving 27.34 kW.
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Percentage of total project cost covered by the incentives:

Table 17.2

Project Type Total Incentives Total Project Costs % Covered

Custom Lighting ‘ $1,306,442 $3,138,006 41.63%

Custom Non-Lighting ‘ $761,573 $5,204,061 14.63%

Prescriptive $45,286 $197,765 22.90%

Total $2,113,301 $8,539,832 24.75%

Offering Budget and Savings
Table 17.3

LARGE C&l CosT ENERGY SAVINGS (kWh) DEMAND REDUCTION (kW)

Budget Actual % Pre-Evaluated  Evaluated % Pre- Evaluated %
Evaluated
Algiers "aé%‘i $62,677 $62,677 100% ‘ 502,355 488,175  97.18% 29.53 27.34 92.58%
N.O. Large C&I ‘ $2,646,787 $2,050,624 77.84% | 18,874,699 18,402,858  97.50% 2,169.94 2146.82  98.93%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Offering and Budget

With savings goals increasing year over year, the Energy Smart team plans to implement additional
strategies and offering changes to achieve the higher goals in PY9. The Program is going to continue to
implement a strategic marketing and outreach plan. With the RCx Offering officially launching in
November of PY8, there will be dedicated effort in PY9 around pushing the offering to generate
awareness and production. The team has market segments, trade associations and customer groups
targeted for marketing and outreach campaigns for each quarter in PY9. Trade Ally trainings will be
facilitated throughout the year as well to increase production through a trade ally driven projects.
Additional detail for both the marketing and outreach plans and Trade Ally trainings can be found in the
sections to follow.
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Publicly Funded Institutions

Offering Description

The Publicly Funded Institutions (PFI) offering was added to the C&l portfolio in PY7 in an effort to directly
support the City’s initiatives to increase efficiency in government buildings. The PFI program provides
financial incentives and technical services to encourage publicly funded customers to implement energy
saving measures. The PFI program is designed to help this customer segment overcome barriers to
energy improvement, such as higher first-cost of efficiency equipment and a lack of technical knowledge
or resources. The PFl program supports government building participation by carving out a budget
specifically for these institutions that in previous years were unable to participate, as funds were
exhausted by the time municipalities were able to plan, approve and execute energy efficiency projects.

As its name suggests, the Publicly Funded Institutions program is a public-sector Energy Smart offering
that targets local government and municipality buildings. The unique offering aims to assist end-user
customers in overcoming barriers that are specific to public funded organizations through hands-on
expertise and consulting, program-assisted benchmarking, and the development of an Energy Master
Plan that provides customers with a roadmap to decrease energy consumption. As an additional service,
the Energy Smart team educates customers on the various financial vehicles available to fund the
implementation of energy efficiency improvements as needed.

Offering Highlights

In PY8, there were 24 projects implemented in New Orleans and 1 project in Algiers compared to 3
projects implemented in New Orleans and no projects completed in Algiers in PY7.

In the second year of the PFI Offering, the Energy Smart team kept building momentum achieving more
than three times the amount of savings in PY8 than the offering achieved in PY7. Some key tactics were
used in PY8 to achieve this success:

e Partnership with Green Coast Enterprises
o APTIM and GCE continued to successfully work together to identify opportunities and
generate savings for Publicly Funded Institutions located in New Orleans and Algiers.
GCE leveraged their relationships with the City of New Orleans and Publicly Funded
Schools in the area, used their technical expertise to identify opportunities and knowledge
of the Energy Smart Program to offer a concierge service to these customers to participate
in the Program. GCE directly contributed to 1.2 million kWh in savings, 41% of the total
savings achieved in the PFI Offerings, which resulted in over $130,000 in incentives for
those customers.
e Established a Higher Education Cohort
o Energy Smart established a Higher Education Cohort in PY8. The Cohort participation
grew throughout the year and the impacts of this group are demonstrated by 7 participating
Cohort members having completed 20 projects in PY8 accounting for 3M kWh in gross
energy savings and $333,000 in incentives.
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e Launched a Retro-commissioning (RCx) Offering

o0 The new RCx offering provides specific process and incentives for RCx studies and
measures offered by a closed group of qualified service providers to create more
opportunities for non-lighting measures that can drive quick cost-effective projects that
realize high energy savings.

e Prescriptive Pre-Approval Enhancement

o Energy Smart removed the pre-approval requirement for prescriptive projects with
estimated incentives under $5,000.

0 The team responded to feedback that the prescriptive process was too burdensome for
projects with smaller incentives by removing the pre-approval requirement below a $5,000
incentive threshold and by streamlining the application process.

e Custom Incentive Bonus

o Energy Smart released an incentive bonus for all custom projects to generate production
at the end of the year in support of goal achievement. The bonus, released on September
17th, offered an additional $0.03 per kWh on all custom projects submitted after the
release date and completed before December 31st.

o The bonus increased the Large PFI customer incentive rate to $0.12/kWh saved for
lighting and $0.15/kWh saved for non-lighting projects. For Small Commercial PFI
customers, the incentive rate increased to $0.15/kWh for both lighting and non-lighting
projects.

o The bonus contributed to PFI hitting the gross savings goals in both New Orleans and
Algiers, with 48% of the projects and 41% of the totals savings processed in PY8 coming
in after the bonus was launched. The additional incentive the bonus provided allowed
these Publicly Funded customers, where funding available has been a barrier to
participate, complete energy efficiency projects by reducing the overall project costs and
payback timelines.

Table 18.1
New Orleans

Count of Project Total Gross

Project Components Total Incentives

Components Savings (kWh)

Custom Lighting 15 1,874,443 $200,266
Custom Non-Lighting 3 766,760 $86,020
Prescriptive 6 28,041 $2,560

Total 2,669,244 $288,846

Algiers

. . Total Gross )
Project Components Count of Projects Savings (kWh) Total Incentives

Custom Non-Lighting 1 229,740 $26,301

Total 229,740 $26,301
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New Orleans:
o A total of 24 projects were implemented during the program year.

o The offering reached 102.35% of the kWh goal, achieving 2,667,362 kWh.
e The offering reached 52.94% of the kW target, achieving 196.67 kW.

Algiers:
e One project was implemented during the program year.
e The offering reached 104.58% of the kWh goal, achieving 229,740 kWh.

e The offering did not achieve any demand savings.

Percentage of total project cost covered by the incentives:

Table 18.2
Project Type Total Incentives Total Project Costs % Covered
Custom Lighting ‘ $200,266 $444,022 45.10%
Custom Non-Lighting ‘ $111,521 $120,057 92.89%
Prescriptive $2,560 $25,496 10.04%

$315,347 $589,576

Program Budget and Savings

Table 18.3

PUBLICLY FUNDED ENERGY SAVINGS (kWh)

DEMAND REDUCTION (kW)
INSTITUTIONS

Budget Actual % Pre-Evaluated  Evaluated %

Pre-Evaluated Evaluated %

Algiers Publicly
Funded

N.O. Publicly
Funded

$33,689 $26,301 78.07% 229,740 229,740 100.00% -12.50 -12.50 100.00%

$399,684 $288,846 72.27% 2,669,244 2,667,362 99.93% 221.02 196.67 88.98%

Table reflects verified gross energy savings achievement from ADM’s Evaluation, Measurement and Verification (EM&V)
findings relative to pre-evaluated savings reported by TPA.

Planned or Proposed Changes to Program and Budget

Several program changes and additions are planned for PY8. With the Retro-commissioning Offering
officially launching in November of PY8, there will be dedicated effort in PY9 around pushing the offering
to generate awareness and production in the PFI sector where there are several customers who would
be ideal candidates. The Energy Smart team will continue working with Green Coast Enterprises to
identify additional opportunities with the City of New Orleans and the Publicly Funded schools in the area.
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Marketing and Outreach

The first quarter of PY8 was heavily focused on outreach while the program teams reviewed and updated
materials and messaging for the new program year. In February, Energy Smart was featured in a panel
presentation at the Association of Energy Services Professionals (AESP) National Conference which
took place in downtown New Orleans. The panel presentation showcased Energy Smart’s focus on
stakeholder engagement, local partnerships, workforce development and supplier diversity. Commercial
outreach utilized cross-promotion through local organizations and partners. Residential marketing and
outreach efforts focused on refreshing rebate applications and attending community events to promote
Energy Smart to residential customers.

In Q2, the Energy Smart team focused on improving communications and overall engagement through
enhanced cross-promotion, new and updated marketing collateral, new digital tactics and increased trade
ally co-branded marketing. Energy Smart hired a local woman-owned website developer and worked with
a local photographer to capture local New Orleans imagery and actual residential program participants.
Residential marketing began utilizing Entergy’s monthly Circuit e-newsletter and cross-promoting other
residential offerings through the school kit offering. Beginning in Q2 and continuing throughout the
remainder of PY8, the team focused the majority of its marketing and outreach efforts on promoting the
EasyCool offering. The Energy Smart team expanded to include a dedicated commercial outreach
member focused on large users, associations and Algiers. Energy Smart also began engagement with
the City’s Downtown Energy Challenge, led by the Office of Resilience and Sustainability.

In Q3, Energy Smart focused on improving and increasing direct marketing and outreach across
the residential and commercial offerings. Energy Smart launched a new program website with improved
user experience and local imagery. Residential tactics included direct mail via post cards, bill inserts, an
animated video to improve the narrative for EasyCool and increased Trade Ally engagement through a
monthly Trade Ally newsletter. Additionally, the Energy Smart team performed A/B testing to
compare different messaging and imagery inthe marketing tactics to determine the most
effective strategies. Commercial tactics included print ads, customer and trade ally e-blasts and direct
targeted outreach.

In the final quarter of PY8, Energy Smart shifted focus on an end-of-year boost to achieve additional
residential savings. In an effort to boost savings and reach the kWh savings goals, due to a mid-year
evaluation of the Behavioral (Scorecard) offering that projected a shortfall in savings, additional tactics
were implemented in Q4 and were the prime focus on residential marketing and outreach efforts. In
December, Energy Smart received additional marketing funding to run a general awareness campaign
that included bus shelter ads, billboards, print ads and streaming media. The Commercial offerings
introduced a custom incentive bonus to drive participation and support goal attainment in PY8.
Commercial marketing and outreach efforts focused on promoting the end of year incentive bonus and
encouraging quick turn-around projects.
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Residential Marketing and Outreach
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Highlights

In 2018, marketing and outreach were focused on engaging customers in the entire suite of Energy Smart
offerings. Cross-promotion was utilized via the Energy Smart for Kids kit brochures, the monthly Circuit
e-newsletter, and the monthly Scorecard emails and inclusion in e-newsletters from other local
organizations.

The 2018 Marketing Outreach Strategy included the following objectives:

e Enhanced Customer Journey including engagement metrics and customer satisfaction
analytics.

¢ Omni-channel Marketing ensuring deeper customer education and awareness utilizing multiple
tactics across traditional and digital mediums.

e Focus on customer education/awareness to promote EasyCool.

e Target cross-program promotional opportunities to ensure active customers are offered
additional opportunities for energy savings.

To enhance deeper engagement, the Energy Smart team examined the customer experience for entering
the program (phone, website, outreach event, and trade ally, marketing tactics) and reviewed methods
to enhance those entrance points for the customer. Energy Smart launched a new program website with
local imagery, easy navigation and the ability to quickly make updates as needed. Program collateral
received similar updates with the use of local images from photo shoots taken in New Orleans and Algiers
using Energy Smart customers and staff.

Providing omni-channel marketing to promote Energy Smart was a key to success in 2018. Bringing

greater emphasis to digital tactics, the Energy Smart team implemented multiple program email
campaigns, provided an article in the Circuit e-newsletter monthly that varied depending on the season
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and the focused offering, paid Facebook ad campaigns, and video marketing. Reaching the customer
base via these digital tactics provided deeper data for tracking the success of campaigns and A/B test
messaging and images helped make the program’s call to action more effective.

EasyCool was a high priority in PY8. Multiple messaging channels were used to ensure the customer
understood the offering, such as digital, direct mail, outreach and outbound calling campaigns. Energy
Smart also implemented two bill inserts in 2018.

Marketing Tactics

e Post card campaign

e Direct mail business reply card mailing

e Multiple outbound calling campaigns for customer who showed interest
e Email campaigns to all eligible customers with email addresses

e Paid Facebook ad campaigns

e Educational outreach throughout New Orleans and Algiers

Additionally, the Energy Smart team implemented a sticker on all switches in the Direct Load Control

offering that includes the Energy Smart logo and a direct phone number for customers to call if they have
questions regarding the switch once it was installed.

Table 21.1: 2018 Circuit Newsletter Metrics

Month ‘ March April May June July Aug Sept Oct Nov Dec
Scheduled 101915 101956 102250 10214 10223 101810 103371 103706 103813 104183
Recipients 8 6

Delivery 99.53% 99.57% 99.62% 99.54 99.48 99.66% 99.43% 99.49% 99.29% 99.00%
Rate % %
Open Rate 16.37% 17.58% 19.50% 20.67 24.25 17.57% 14.78% 18.36% 18.83% 16.33%
(Newsletter % %
Interest)
Click-to- 06.97% 17.27% 10.55% 14.12 9.75% 17.57% 7.39% 08.15% 05.62% 05.11%
Open Rate (1158) (3081) (2097) % (2405) (1142) (1123) (1544) (1090) (861)
(Detailed (2967)
Content
Interest)
Total Clicks 483 3196 1039 617 808 91 56 46 163 22
Unique 443 2695 920 557 737 79 54 38 152 18
Clicks
Click Rate 2.67% 15.10% 4.63% 2.65% 2.99% A44% .36% .20% .78% A1%
Ranked 1 out of 1 out of 1 out of 2 out 2 out 4 out of 5 out of 6 out of 3 out of 10 out
Link 15 13 14 of 14 of 14 13 13 15 14 of 15
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Residential Customer Satisfaction

Understanding program performance and customer satisfaction is vital to Energy Smart's success as a
significant amount of program participation comes from word-of-mouth marketing. In 2018, surveys were
launched in multiple mediums to ensure continuous customer feedback for program
improvement. Energy Smart will benchmark these numbers and review on a quarterly basis to ensure
high program satisfaction to continuously identify areas for improving the customer journey. Surveys were
launched in Q3 via an automatic email upon project completion as well as a leave behind survey card
that can be returned via postage paid mail. Customer satisfaction across all programs showed positive
responses with most customers highly satisfied as well as highly likely to recommend Energy Smart to
their friends or colleagues.

Across the Energy Smart offerings customer satisfaction regarding the service, installation, safety and
enrollment process consistently ranged between 8 and 10, with 10 being highly satisfied. Areas for
improvement in 2019, will focus on customer enrollment and communication with program and trade ally
staff. Trade ally communication with the customer will continue to be highly monitored with quality
assurance throughout the year to ensure customers are responded to in a timely manner. Strategies to
increase customer engagement in 2019 will be focused on customer motivational responses from 2018
that prioritized saving money on their utility bill and helping the environment. Increasing customer
engagement within the Energy Smart portfolio will include enhanced opportunities for customers to
provide survey responses. Customer's detailed responses highlighted their appreciation of the
professionalism and knowledge of the energy auditor, their satisfaction with the offerings and interest in
additional opportunities to lower their bill and save more energy. In 2019, customers that participate in all
offerings will be able to communicate satisfaction feedback in multiple ways: business reply card, an
online survey link listed on the card as well as an email sent to customers after program completion that
includes a link to the online survey.

Table 21.2 Customer Satisfaction Survey Results - HPWES/IQW/MF

Question HPwWES QW MF
Overall, how satisfied are you with the offering? 9.19 10 10

How satisfied were you with the professionalism of the

energy advisor? 9.61 10 8.2

How satisfied were you with the energy advisor's
knowledge about the products installed and ability to 9.50 10 8.2
answer your questions?

How satisfied are you with the safety measures taken
by the energy advisor? (Used ladder, wore gloves, 9.58 10 9.8
had on safety glasses, etc.).

How satisfied were you with the energy-efficient

9.38 10 10
products installed?
How likely are you to implement c.:hanges 936 8 N/A
recommended by the energy advisor?
How satisfied were you with the enroliment and 888 8 N/A

scheduling process?
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Question HPwWES QW MF

How likely is it that you would recommend the

program to a friend or colleague? 9.58 8 95

Free of Charge /

Wanted to reduce my Wanted to reduce my

Wi
Top motivation to participate in the offering. anted to reduce my

ility bill. ility bill.
utility bi utility bill utility bi
*Scoring is based on question response average
Table 21.3 EasyCool Customer Satisfaction Survey Results
Question \ EasyCool Scores*
The energy advisor completing the work was professional. 9.47
The amount of time to complete the work was satisfactory. 9.64

The energy advisor worked in a safe manner (Used ladder, wore gloves, had on safety

9.59
glasses, etc.).
The energy advisor left the site neat and clean - free from any debris. 9.78
How likely is it that you would recommend the program to a friend or colleague? 9.34

Wanted to reduce my utility bill. /

Top motivation to participate.
P P P Wanted to help the environment.

*Scoring is based on question response average

Table 21.4: A/C Tune-Up Customer Satisfaction Survey Results

Overall, how satisfied are you with the A/C Tune-up offering? 9.14

How satisfied were you with the professionalism of the trade ally? 9.19

How satisfied were you with the trade ally’s knowledge and ability to answer your questions? 9.19

How satisfied are you with the safety measures taken by the trade ally? (Used ladder, wore 91

gloves, had on safety glasses, etc.)

How satisfied were you with the quality of service provided by your trade ally? 9.25

How satisfied were you with the enroliment and scheduling process? 8.95

How likely is it that you would recommend the program to a friend or colleague? 9.29

Top motivation to participate. Wanted to reduce my utility bill.

*Scoring is based on question response average
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Chart 21.5 Lead Sources
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2018 Lead Source

Participation was tracked using identified lead marketing sources for customers in 2018 that included
contractor, community event/outreach, customer service center, email, friends and family/word of mouth
marketing, direct mail, utility referrals, social media, Energy Smart website and traditional advertising.
The highest performing lead sources for 2018 included referral sources such as contractors and family
and friends. Outreach events additionally provided a portion of program participation with our increased
focus on Energy Smart visibility in New Orleans and Algiers. Direct mail and advertising numbers
increased in the end of PY8 with the marketing blitz that included outdoor signage, billboards and large
direct mail campaigns. Digitally focused tactics tracked the lowest in 2018, offering that this tactic is better
used as an awareness and education tool rather than lead generation. High customer satisfaction will
continue to drive high word of mouth marketing lead sources into PY9.

Proposed Plans for PY9

Marketing plans in PY9 will build upon the success of the Circuit E-newsletter and with more engaging
content to prevent redundancies with a static audience, increased digital marketing targeting EasyCool
including paid display ads, increasing customers as promoters (noting that 18 percent of completed
projects were referred by friends or family in 2018) by creating referral collateral that includes an
EasyCool postcard and a customer referral door hanger, launching a second EasyCool reply card based
on the successful response of the first mailing sent in December and increased retail presence in Algiers
including paid social media ads promoting retail outreach events to increase foot traffic.
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Community Outreach
Highlights

Throughout PY8, the Energy Smart team attend 131 events, or about 11 events per month in all five
Council Districts. Of those events, 36 (27%) events were in Algiers and 73% were in New Orleans.

Events included workshops, tabling at festivals and neighborhood group presentations. Total visibility at
events was 20,410 approximate attendees or 90% over goal. The Energy Smart team collected 753
customer leads and had 3,158 individual conversations with individuals about the program.

Table 21.6

g?;:;'tl Number of Events
A 19
B 41
c 44
D 19
E 12
Total 135

Review

In PY8, the Energy Smart team eliminated events that were less well attended in previous years and
focused the program’s emphasis on areas that needed additional outreach. For example, Energy Smart
performed more outreach geographically in Algiers for both the Home Performance with ENERGY STAR
offering and the Small Commercial offering. The Energy Smart team also focused on doing more effective
follow up with each lead through email and phone efforts, in order to convert leads to participation.

The non-profit retrofit element of community outreach expanded to include a small commercial
prescriptive piece. The Energy Smart team worked with small businesses to perform prescriptive lighting
upgrades in order to increase kWh savings in Algiers.

As part of the end of year boost, Energy Smart distributed LEDs through the LED Giveaway tactic, which
engaged 54 community organizations. Within each participating organization, the team collected leads
for the HPWES and EasyCool residential offerings. In PY9, the Energy Smart team plans to leverage
these leads with the goal of converting them into participating customers.

Stakeholder Advisory Group Meeting

On September 19, 2018 Energy Smart held its first Residential Stakeholder Advisory Group meeting at
the Urban League of Louisiana. Representatives of groups that work on issues that are relevant to
residential energy efficiency were invited to participate, including The Alliance for Affordable Energy, the
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Greater New Orleans Housing Alliance (GNOHA), the Finance Authority of New Orleans (FANO),
Enterprise, Jericho Road Housing, the New Orleans Redevelopment Authority (NORA), the City’s Office
of Neighborhood Engagement, the City’s Office of Sustainability and Resilience, 350.org’s local
chapter, AIA New Orleans and the Council Districts’ Constituent Liaisons.

During the meeting, the Energy Smart team presented a PY7 review and gave an update on the status
of offerings for PY8. Discussion topics included, successes, lessons learned, challenge areas and plans
for the future. The attendees provided valuable insight and suggestions for addressing some of the
challenges identified. Suggestions from attendees that are being taken into consideration for this
program year, next year and/or the next cycle of programs include:

o Refer a friend post card

e Door hangers for neighbors of participating homes

e Qutreach to Algiers President's Council and Council Member Palmer

e Marketing specifically geared toward A/C replacement with messaging regarding average life
cycle of equipment and proactive change-out before equipment fails

e Targeted outreach to multi-family complexes for A/C tune-up (PY9)

e Adding refer a friend language to CSAT surveys (PY9)

¢ Increasing HVAC replacement incentive amount (PY9)

o Midstream strategies (next program cycle)

The Residential Stakeholder Advisory Group will meet on an annual basis.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 60



A
EnergySma rt

A New Drleans Program

Commercial Marketing and Outreach
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Highlights

In PY8, the Energy Smart team implemented several commercial marketing and outreach tactics to raise
awareness of the Energy Smart Program and incentive offerings and to increase participation among the
business community in both East Bank and Algiers territories. Marketing collateral developed in PY8
included updated program overviews, a business leave behind post card, Retro-commissioning (RCx)
offering materials, case studies and commercial trade ally business cards. Energy Smart ran print ads in
local business journals, sent eblasts to commercial customers and trade allies and established
memberships with local organizations and associations. Programmatic updates and announcements,
such as the Retro-commissioning launch, event and training notices and the custom incentive bonus
announcement were implemented to drive awareness and participation in the commercial offerings. The
Energy Smart team also sent end of year eblasts to both participating and non-participating customers
and trade allies as a reminder of the concluding program year and to generate last-minute participation.

Direct targeted outreach to key customers and segments was also utilized to focus on the large
consumers and industry sectors. To drive awareness and participation in Algiers, over twenty large
commercial customers were contacted via direct outreach efforts such as emails or phone calls. Fifty-
eight presentations about the program and incentive offerings were made to key target associations and
potential commercial customers in higher education, commercial property management,
hospitals/healthcare, grocery, publicly funded/government institutions and retail.

In Q4, the Program was infused with additional marketing funds to run a general awareness campaign.
Tactics in this blitz included a 30 second video, billboard, bus shelters and a variety of print ads during
the month of December. The main goal of this marketing blitz was to increase general awareness of the
Energy Smart program and was not focused on promoting any specific offerings.
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Marketing Collateral

o Commercial Case Study featuring Pel Hughes.

e Prescriptive Incentives List.

e Business leave-behind post card.

o Poster for Urban League of Louisiana’s Contractor Training Center.
o RCx offering collateral and RCx approved Service Provider list.

e Commercial Trade Ally business cards.

e Custom incentive bonus half-sheet.

Marketing Tactics

e Listing in the 2018 New Orleans Chamber of Commerce Directory.

e Placed ad in City Business’ May 25th Edition, focused on energy and the environment.

e Print ads placed in Biz New Orleans in May and August monthly issues.

e Social media Facebook ad placed by Biz New Orleans.

e Stay Local membership and SourceNOLA campaign sponsorship throughout July.

o Email and social campaign promoting SourceNOLA in June and July.

e Cross-promotional email through GNO, Inc. in Q1 to large commercial property owners, managers
and developers including Domain Companies, JCH Development, ULI, Stirling Properties, Intl-
Matex Tank Terminals (IMTT), Convention and Visitors Bureau (CVB), LCMC, Corporate Realty
and Select Properties.

e Cross-promotional email through American Society of Heating, Refrigerating and Air-
Conditioning Engineers (ASHRAE) to membership base, largely to target non-lighting
opportunities in Q3.

e Eblast to Commercial trade allies on January 19 announcing the start of PY8.

o Open rate: 46.3%
o Clickrate: 9.3%

e Eblast to Commercial customers and trade allies on June 18 announcing the release of a new

Prescriptive Incentive calculator tool.
o Open rate: 47%
o Clickrate: 5.1%

o Eblast to C&l customers on August 29 to 7,297 recipients announcing the custom incentive rate

increase and Pel Hughes case study release.
o Openrate: 18.7%
o Click rate: .7%

e HVAC incentive increase and custom bonus announcement email sent September 20 to
344 recipients.

o0 Open rate 44.8%
o Clickrate 3.8%.

o Eblast to participating Commercial customer and trade allies on December 10 stating critical end

of year dates and promoting quick turn-around projects.
o Open rate: 41.2%
o Clickrate: 2.0%
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e Eblast to non-participating Commercial customer and trade allies on December 10 stating critical

end of year dates and promoting quick turn-around projects.
o Openrate: 14.8%
o Clickrate: 1.1%

Outreach Events, Presentations and Tactics

The Energy Smart team attended numerous events and held presentations for industry groups.

Table 22.1

DATE | EVENT

1/25/2018 | LifeCity Love Your City Gala
3/6/2018 | Chamber of Commerce Power Lunch
4/4/2018 | Downtown Energy Challenge Workshop
4/25/2018 | Algiers Development District Meeting
5/2/2018 | Biz New Orleans Publisher’s Luncheon
7/20/2018 | LifeCity Manufacturing Workshop
7/26/2018 | Big Buildings Energy Savings Working Group Presentation
8/30/2018 | Small Business Expo
9/10/2018 | Black Chamber of Commerce Luncheon
9/11/2018 | International Facility Managers Association (IFMA) Luncheon
12/7/2018 | ULLA Opportunities Outlook 2019 for DBEs in Construction

e Program Presentations
o0 Higher Education — 19 presentations

Healthcare/Hospitals — 7 presentations
Property Management — 17 presentations
Hospitality — 3 presentations
Associations — 5 presentations

= GPRO (2 presentations at GPRO)

= ASHRAE

= Chamber of Commerce

* Trade Ally Quarterly Meeting in Q4
o Publicly Funded Institutions/Government — 3 presentations
0 Retail — 1 presentation
0 Grocery — 2 presentations

o
o
o
o

o Facade Renewal Grant Applicant Outreach: performed direct outreach to participants
of NORA’s Small Commercial Fagade Renewal Program to help them identify
opportunities for energy efficiency improvements that performed during the time of other
upgrades. This outreach touched 55 people throughout three workshops in Q1 and the
Energy Smart team conducted direct follow-ups with applicants later in the year.

e Algiers Commercial Canvassing: dedicated 1-2 days per week on door-to-door
outreach to Algiers commercial customers. This consisted of first-time touches and follow-
up meetings with new customers who expressed interest in participating and with past
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participants that may have additional energy efficiency upgrade opportunities.

¢ Financial Institution Outreach: conducted outreach to financial institutions in Q1 to
create awareness of the program and benefits to their commercial customers. Engaged
institutions included Liberty Bank, Finance Authority of New Orleans, Advantage Capital,
Crescent Growth Capital, and GNO, Inc.

e Prescriptive Lighting Installations: engaged program partner Energy Wise Alliance in
Q4 to perform prescriptive LED lighting upgrades in common areas in apartment
complexes.

e Custom Incentive Bonus Promotion: conducted outreach to over 100 contacts in Q4
via email and phone and reached out directly to facilities that could implement lighting
projects by the end of the year.

¢ Realty Company Engagement: performed outreach to major realty companies that
manage, own or sell properties within the territory, including Latter & Blum, Summit
Properties, Corporate Realty, Property One, and the Domain Companies.

e Entergy Customer Service Manager Engagement: collaborated with Entergy staff that
manage key customer accounts with an emphasis on hospital and grocery sectors.

o Higher Education Cohort: held quarterly meetings with institutions of higher education
and other organizations with campus configurations.

Higher Education Cohort

Energy Smart established a Higher Education Cohort in PY8 with the goal of developing a peer-to-peer
exchange network that provides a forum for sharing effective methods for achieving energy savings as
well as overcoming barriers to success. The Cohort provides a platform for collaboration to share
knowledge, reduce barriers and promote effective strategies for making campuses more sustainable and
energy efficient. On a quarterly basis, institutions are convened to report on current and future energy
efficiency projects, share “hands on” knowledge about participation in Energy Smart, demonstrate
leadership in the industry to their peers, identify the support they need to implement projects and also
receive training on specific relevant topics. The cohort and ongoing engagement with this sector led to
some application submittals and to an understanding of how to include Energy Smart into future capital
projects for higher energy savings.

The Energy Smart team continues to engage institutions that have not participated in Energy Smart or
the Cohort to emphasize the benefits on participations. Energy Smart saw the Cohort expand throughout
the year to include non-higher education organizations that face similar challenges with campus
configurations.

Table 22.2
DATE LOCATION TOPIC
Q1 - February 1 Urban League of Louisiana Cohort Introduction & Overview
Q2 —May 17 Urban League of Louisiana Building Automation Systems & Controls
Q3 — August 9 The Shop at the CAC Southeastern Louisiana University’s Sustainability Initiatives
Q4 — November 28 LSU Medical Center Energy Smart Retro-commissioning Offering Overview
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Participating Institutions and Organizations:
e Dillard University
e Louisiana State University Medical Center
e Louisiana State University Health Foundation
e Southern University at New Orleans (SUNO)
e Tulane University
e University of New Orleans (UNO)
o Xavier University
¢ New Orleans Baptist Theological Seminary (NOBTS)
e Archdiocese of New Orleans
e New Orleans Baptist Association

Association of Energy Services Professionals (AESP) National Conference (February 20, 2018)

Energy Smart was selected to present about the program’s stakeholder engagement efforts on a panel
with representatives from three energy efficiency programs from other cities. Derek Mills, Demand Side
Manager for Entergy New Orleans, and Jackie Dadakis, COO of Green Coast Enterprises, spoke about
the new program design that focuses on local partnerships, workforce development and supplier
diversity.

Proposed Plans for PY9

In PY9, an increased effort will be placed on building program awareness, increasing participation and
developing the capability of the workforce to complete energy efficiency projects. The Energy Smart team
will execute a variety of marketing strategies and tactics with a focus on direct commercial customer
outreach, targeting Algiers, leveraging memberships to cross-promote the program and working at the
association level to reach customers within the major industry sectors. The Commercial and Industry
marketing strategy will have the following objectives:

e Increasing program awareness and participation.
e Educating customers about the benefits of energy efficiency.
e Grow and support a robust, engaged and qualified trade ally network.

Commercial & Industrial Customer Satisfaction

Customer satisfaction is one of the highest priorities for the Energy Smart Program. Surveying was
conducted to Entergy New Orleans’ Third Party Evaluator, ADM. Results showed that 99% of
participating Commercial and Industrial customers were satisfied with the program overall. While results
showed high satisfaction with the program and process, the Energy Smart team continuously works to
improve and enhance the customer experience.
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Table 22.3

== 000000 =]
How clear was the information on how to complete the application? 0.94
Did you have a clear sense of whom you could go to for assistance with the application process? 0.96
How_ did_ the final _incentive payment that you received compare to what you were expecting when you submitted your final 0.92
application materials?
_Once you submitted the final application and paperwork, how much time passed until your organization received the 0.77
incentive payment?
How satisfied or dissatisfied you are with the staff member who assisted you with your project? 0.96
How satisfied or dissatisfied you are with the facility assessment or other technical services received from the staff 0.98
person?
How satisfied or dissatisfied you are with the amount of time it took to get the rebate or incentive? 0.91
How satisfied or dissatisfied you are with the range of equipment that qualifies for the program? 0.93
How satisfied or dissatisfied you are with the steps you had to take to get through the program? 0.94
How satisfied or dissatisfied you are with the contractor or trade ally that provided the service? 0.99
How satisfied or dissatisfied you are with the energy efficiency improvement(s) you completed? 0.97
How satisfied or dissatisfied you are with the program overall? 0.99
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Trade Allies

The overall mission of the Trade Ally Network is to develop and increase the local residential, commercial
and industrial contractor base by facilitating training opportunities, marketing engagement opportunities
and providing assistance with program participation.

Engaging the registered Trade Ally Network is a key factor in the success of the Energy Smart
program. Throughout PY8, the Energy Smart team continued to focus on enhancements to the Trade
Ally Network and improvements to the application process. These actions led to a dramatic increase in
the number of projects submitted by trade allies and higher quality of work.

The Energy Smart team worked to empower and enrich the Trade Ally Network. To strengthen trade
allies from previous years and support the onboarding of new trade allies, the Energy Smart team worked
to increase the overarching goals, processes, procedures and contractor documentation that will continue
to inform the activities of the trade ally program.

Trade Ally Documents & Processes

In 2018, the Energy Smart team created several resources and marketing materials to improve and
enhance the trade ally experience.

e Trade Ally Resources
o0 Individual Residential Trade Ally Program Portals
o0 Monthly Residential Trade Ally Newsletter
o List of upcoming training and outreach opportunities through program partners (such as
the Urban League Contractor Resource Center trainings, SBA learning center, LifeCity,
SELACACI)
0 Monthly Residential Trade Ally Feedback Survey
o Monthly Residential Program Status Infographic
e Trade Ally Marketing Materials
0 Registered Residential Trade Ally Manuals
0 Registered Residential Trade Ally Energy Smart badges
0 General Energy Smart Business Cards for Trade Allies
o Trade Ally Internal Incident Tracking process

Trade Ally Network Development Plan & PY8 Highlights

The graphic below depicts the overall trade ally network development plan that was set into motion in
PY7 and will continue to make progress and meet milestones over the course of this program cycle,
which ends December 31, 2019. PY7 focused on building the contractor network and began to develop
the trade ally capabilities. PY8 saw significant progress in activities related to further developing the
contractor network to facilitate participation. The number of registered commercial trade allies in PY8 was
roughly triple that of PY7, fueling a comparable increase in total number of projects completed and
amount of incentives awarded. The Energy Smart team accomplished this by focusing on recruitment of
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HVAC and other non-lighting contractors to expand contractor options within the Residential and
Commercial Trade Ally Networks and by diversifying the services they offer, such as through the Retro-
Commissioning (RCx) offering. At its launch in November, there were ten qualified trade allies capable
of assisting customers participate in the RCx offering that were approved as service providers. In addition,
partnerships were formed and strengthened such as with Johnstone Supply, SELACACI and Urban
League of Louisiana to host program trainings and connect registered trade allies to further business and
trade development programs.

Chart 23.1

Building the Contractor Network

Developing the Contractor Network

Program Establishes:
Expanding the Contractor

Program Provides: Network

Registered Trade Ally Agreements

Processes and Procedures for Program Assistance :
Contractor Participation 9 Program Supports:

Trainin i iti
Sea.rclhablle N g Industry Networking Opportunities
Participating Contractors for Marketing Support Skilled Contractor Workforce

Customers to Use Development Initiatives

Customer & Peer Networking

Opportunities Strategic Partnerships with
Craft/Trade Organizations

In response to feedback from the Q1 Residential Trade Ally Advisory Group (TAAG) meeting, the Energy
Smart team opened access to the new Trade Ally Portal system for all registered residential trade allies.
Portals are privately connected to each trade ally team, giving direct access to full listings of assigned
customers, digital rebates, field guides and resource files that assist them with participating.

In response to more Residential TAAG meeting feedback, the monthly residential Trade Ally Newsletter
was launched on June 15". This monthly correspondence provides program updates, industry news,
training opportunities, and performance awareness spotlights and includes a survey to inform future trade
ally programming. With the initial launch of the newsletter, the overall response included a 47 percent
open rate.

To increase transparency and generate trade ally momentum, the September Trade Ally Newsletter
featured its first Trade Ally “Budget Update” section. This notice is an infographic showing the remaining
budgets for each offering. In the same month, the newsletter began to share relevant news and updates
from LifeCity, Urban League of Louisiana, Johnstone Supply of New Orleans, Urban Green, SELACACI,
Efficiency First and the Building Performance Institute (BPI) to provide a comprehensive monthly list of
trainings, webinars and public events for trade allies to further connect to the industry and community.
The success of the residential newsletter resulted in plans to launch a quarterly commercial Trade Ally
Newsletter in PY9.
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Throughout 2018, the Energy Smart team continued to perform outreach to trade organizations and
through referrals in order to raise general awareness in the contractor community about Energy Smart
and steps to participate.

Trade Ally Advisory Group (TAAG)

In 2018, the Energy Smart team continued to host Trade Ally Advisory Group (TAAG) meetings to solicit
feedback from trade allies and to inform positive changes and enhancements to the program. Residential
TAAGs were held quarterly, while C&l were bi-annually. In PY9, C&l TAAGs will be held quarterly. The
PY8 TAAG attendees were a concentrated reflection of the program’s larger trade ally network with HVAC,
weatherization and insulation capabilities represented at residential TAAGs and lighting, non-lighting,
and energy consulting capabilities at C&l TAAGs. The Energy Smart team solicited feedback on a variety
of areas including barriers to customer participation, project processes, project material usages, potential
new measures, program and trade ally marketing efforts and training opportunities. The Energy Smart
team made several key changes to address issues and feedback brought up by trade allies during each
of the TAAG meetings.

In each meeting, the team used the requests and feedback of trade allies to create multiple initiatives for
community engagement and program efficiency that will be implemented in PY9, such as:

e Spreading out the Residential Trade Ally Newsletter to bi-monthly and making sure to better
engage trade allies for each.

e Launching a quarterly C&l Trade Ally Newsletter.

e Connecting with trainings and outreach organizations within the industry and local area to share
with the trade ally network.

e Inviting trade allies to on-site partner outreach events, where they can engage directly with the
community alongside Energy Smart staff.

o Directing training focus to the trade ally staff and technicians, to include best practices for services
as well as soft skills.

Measuring the Network

Contractor Engagement

Recognizing a need to increase the number of registered trade allies with the ability to support residential
HVAC offerings, the team focused on increasing the number of HVAC residential trade allies. Ten
contractors joined the Residential Trade Ally Network in 2018, all of which have the capabilities to support
HVAC measure projects through at least one of the following residential offerings: A/C Tune-Up, Home
Performance with ENERGY STAR, Income-Qualified Weatherization and Multi-Family. Fifty-nine
contractors joined the C&l Trade Ally Network in 2018, more than doubling the ability to support both
lighting and non-lighting offerings, including approving ten Retro-commissioning service providers.
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Table 23.2

# OF
COMPANIES

89

CATEGORY

C&I Network

22

Residential Network

Total Engagement

Engagement is defined as contractors who have applied and been approved to become Registered
Residential Trade Allies or, in lieu of an operating Registered C&l Trade Ally Network, contractors who
applied for one or more C&l project in 2018. Engagement data includes the specific program offerings
that each company has the ability to support and their measure level capabilities as reported on their
program-approved trade ally application. Contractors who register with both are counted in both totals.

Contractor Participation

Trade ally participation increased for both the Residential and Commercial and Industrial offerings in
PY8. Among commercial trade allies, 15 trade allies completed projects without being registered. The
Energy Smart team will continue to engage participating but unregistered contractors in PY9 to recruit

them into the network.
CATEGORY # OF COMPANIES

C&I Network 40

Residential Network 13

Total Participation

Participation is defined as trade allies who have completed and closed out projects in 2018 and the
program and/or level measure details associated with the work completed.

Planned or Proposed Changes in PY9

The Energy Smart team will introduce a tiered network for C&I trade allies in Q2 of PY9. Trade allies will
be grouped into lighting and non-lighting categories and ranked according to their participation (project
count and kWh savings) in PY8.

In PY9, the Energy Smart team will launch a searchable database on the program website where

customers can search for products and services. Trade allies will be listed according to their tier, giving
the benefit of higher performing trade allies being listed higher.
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Program Training

In PY8, Energy Smart’s training efforts significantly increased to support larger savings goals and
increase visibility of the program. Training opportunities were offered to a variety of Energy Smart
audiences and several Energy Smart partners, including the Urban League of Louisiana and Green Coast
Enterprises, contributed to the creation and facilitation of quality learning opportunities.

Not included in documented training data are the individual learning opportunities facilitated by a field
technician for participating residential trade allies. Topics included program paperwork submittal and
processing, field installation quality standards and customer support.

Audiences Trained

In 2018, the Energy Smart team provided training to the following groups:

o Contractors/Trade Allies: This group was targeted for training to increase existing technical skill
levels, energy efficiency knowledge and program literacy to generate interest with their customer
base and provide customers with a better participation experience.

o Energy Smart Employees: This group was targeted for training to leverage existing knowledge
and best practices across the program team.

e Customer Influencers: Customers were taught about the program and available resources in
order to empower them as participants and ensure the healthy organic growth of the program.
Influencers were targeted for training to equip individuals who have access to and influence over
Entergy customers with the information that they need to train and inform their networks about
energy efficiency practices and available energy efficiency incentives through Energy Smart.

o Retail Employees: This group was targeted for training to orient retail managers, section
managers and other employees about energy efficient products available for purchase at their
stores and rebates available to residents.

Trade Allies and contractors received the highest investment of training hours, followed by Retail
Employees/Customers and then Energy Smart program staff. This data reflects the program’s efforts to
develop and train program partners to support program implementation.

Training Topics/Content Categories

e Compliance Training: Topics included administrative ethics and protection of customer data.

e General Awareness Training: Topics included Energy Smart eligibility and participation
guidelines.

o Soft Skills Training: Topics included marketing skills, customer service practices and
operations topics.

e Technical Training: Topics included the fundamentals of energy efficiency, intermediate energy
efficiency training, program calculator walkthroughs, operations certification opportunities and
best practices of performing program measures.

e Program Implementation Training: Topics included trade ally orientations, retailer
educations and training on program processes, systems and annual plans.
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Chart 24.1

Training Investment (minutes of facilitation) by
Audience Type

Retail Employees / Customers

Contractors / Trade Allies / Energy Smart employees
Commercial & Residential Customers

Contractors / Trade Allies

Customer Influencers

Energy Smart Employees

Retail Employees

o

500 1,000 1,500 2,000 2,500

In 2018, the Energy Smart team provided training to 389 individuals, nearly doubling the 2017 total of
207 individuals. Audiences for individual sessions included Customer Influencers, contractors and Trade
Allies, Publicly Funded Institutions representatives (such as public-school representatives) and Energy

Smart employees.
Chart 24.2

Training Participation by Type

= General Awareness = Program Implementation = Technical = Soft Skills = Compliance
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Market Segmentation Training Highlight

Energy Smart, in partnership with the Urban League of Louisiana, held “Green Building Professional
(GPRO) Operations & Maintenance Essentials,” a customer market segmentation and trade ally training
event in November 2018. Energy Smart brought together a collaborative group of local and national
resources to contribute to the multi-faceted event, including:

o Urban League of Louisiana’s Contractor Resource Center
o Event outreach, marketing, and registration support
o Facility use
e Event Programming: Contractor Resource Center info session
o Certification Proctor
¢ Baynham Environmental
e Linda Baynham, Co-Teacher, event promotion
e Franklin Energy
e Adam Davis, Co-Teacher, event promotion
¢ Urban Green Council
e Course creators
* New Orleans Office of Resilience and Sustainability
e Camille Pollan — Energy Efficiency Program Manager, Guest speaker
e [Initiative drivers
¢ Pel Hughes Printing
e Event material printing
¢ National APTIM program support resources
o Local Energy Smart support

Training Objective: This local-focused certification training aims to increase contractor knowledge of the
principles of high-performance construction and how to maintain efficient operations for a medium to
large scale building. Contractors and operations-specific business managers had the opportunity to
network and learn about common inefficiencies and their negative business impacts, discuss relevant
efficiency improvement projects for Orleans Parish and ultimately understand how to leverage available
Energy Smart incentives to execute efficiency improvement projects.

At the end of the course, students were tested on their understanding of many facets of building science
and operations, with the goal of increasing energy efficiency improvement through regular operations
and maintenance to the benefit of local businesses in the Orleans Parish unique commercial market.
Technical Emphasis: Identify efficiency projects and measures relevant to larger commercial buildings,
including commercial plumbing equipment, lighting fixtures that maintain customer design focus and New
Orleans ambiance, HVAC controls and upgrades, ventilation systems and occupancy controls.

Session Description: The session kicked off with an introduction to the New Orleans City Energy
Project’s background and community impact goals and then transitioned to a review of the Energy Smart
program. Industry guest speaker, Camille Pollan, Energy Efficiency Program Manager for the City’s Office
of Resilience and Sustainability, spoke about the unique climate and challenges of Orleans Parish’s

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 73



A
EnergySmart =

= A New Orleans Program

commercial and residential industries. Camille spoke on the current state of the Orleans Parish market,
what she sees “on the horizon” and presented the business case for local large buildings to use the
Energy Smart program as an opportunity to become more efficient and profitable.

At Camille’s conclusion, the main session began with an analysis of green building fundamentals. Energy
Smart-specific projects were highlighted to teach participants the basics of sustainable construction and
operations. The two-day course continued, delving into the critical tools needed to transition from
conventional to sustainable operations practices.

Following the main session, participants attended testing for the GPRO Operations & Maintenance
Essentials and GPRO Fundamentals of Building Green certifications and were introduced to the Urban
League of Louisiana’s Contractor Resource Center. All participants were invited to a breakout session
led by Energy Smart to become more familiar with program details.
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Quality Assurance

Residential Quality Assurance
The Energy Smart team performs multiple checks for quality assurance within the residential portfolio.

All project applications are reviewed for accuracy before approving the incentive payment. The team
provided both on-site and in-office training with approved trade allies on program requirements to ensure
quality work and submissions. Customer calls were reviewed internally with the use of calibration calls to
evaluate call center agents on the performance of their interactions with customers. The combined
feedback has led to improvements that will be delivered to customers in PY8 and PY9.

Desk audits of projects are also performed regularly, identifying and inspecting any irregularities or
documentation of services performed. These included follow-ups for any customer calls as well as
inspections of diagnostic testing procedures and services to ensure compliance to the Best Practice
Standards, which are outlined in the Trade Ally Manual.

Additionally, a secondary QA/QC technician was hired to conduct field audits at the end of 2018 and will
perform continuous audits throughout 2019. QA/QC Technicians reviewed 10.79% of all field work in
PY8.

Chart 25.1

OFFERING % OF PROJECTS INSPECTED

Home Performance
10.83%

Multi-Family 10.34%
. i

Low Income
15.85%

High Efficiency Tune Up 9.55%
. 0

EasyCool
9.30%

TOTAL 10.79%

Commercial & Industrial Quality Assurance

The program conducted QA/QC checks on 100% of Commercial & Industrial (C&l) projects in PY8.
These checks include both pre-installation and post-installation desk reviews and on-site inspections.
The checks during the pre-installation reviews ensure the customer/project are eligible for the program
and that the estimated savings/incentives that are reserved and communicated to the customer are
accurate. That accurate estimate gives the customer and contractor confidence that if the scope of work
that was pre-approved is followed that they will have a good idea of the savings and incentive they will
receive. The post-installation checks verify that the equipment being incentivized is installed and
operational, incentives match the claimed savings and that the claimed savings are accurate and will be
realized upon evaluation. Additionally, desk audits were performed quarterly to review program
documentation and processes.
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Initiatives

Market Segmentation

The Energy Smart team chose to target the Orleans Parish Commercial and Multi-Family industry for
additional general awareness and technical training in PY8. This industry was chosen because it
represents a deep representation of Orleans Parish energy usage and further supported Energy Smart’s
community engagement goals. As a primary method of focus on these groups, the program worked with
multiple partners to introduce and train contractors and building management of the Orleans parish area
in the certification course, Operations & Maintenance Essentials from GPRO, a credentialing program
created by Urban Green Council.

Within the Residential Portfolio, the Energy Smart team also worked with SELACACI and JohnStone of
New Orleans to promote growth and engage local contractors within the Air Conditioning industry. These
initiatives included introductory presentations, cross promotion and staff attendance of events, and
enrolling interested members as new trade allies into the Residential programs.

Supplier Diversity

Energy Smart partners with multiple small and disadvantaged businesses to help deliver the program.
Choosing these partners was part of a conscious decision to create a deliberately dynamic and diverse
delivery model and invest in the development of local businesses, providing them with necessary
experience to thrive and grow in the energy efficiency sector.

As the third party administrator, APTIM subcontracted with 12 vendors to help deliver the Energy Smart
program. Among these partners, 5 vendors had supplier diversity credentials, including Baynham
Environmental, Green Coast Enterprises, KT Consulting, ILSI Engineering, and TSG Services.
Additionally, the Energy Smart team used local DBEs for printing, including Pel Hughes and CAD Printing.

These small, minority, and/or disadvantaged businesses that supported Energy Smart are meaningful
contributors to the program design and delivery. Their scopes of work were developed to increase their
skills and capabilities in the energy efficiency field and/or expand capacity and exposure in the New
Orleans market.

In total, Energy Smart spent over a half a million dollars of non-incentive program administration and
implementation funds on diverse suppliers.

Workforce Development

A key component of Energy Smart’s delivery model is to continuously improve and elevate trade ally
skills and capabilities through training and workforce development initiatives. The program’s main training
and workforce development partner is the Urban League of Louisiana, a national organization with
significant experience with workforce development and training initiatives.

The Urban League of Louisiana (ULLA) serves an integral role in the New Orleans community as an
advocate, a service provider and a trusted source of information for communities of color and
underserved populations on a variety of topics. As such, Urban League plays a pivotal role in engaging
these communities on behalf of Energy Smart, reaching minority contractors to prepare them to provide
energy efficiency services for clients and to prepare them for green industry opportunities in the region.
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Additionally, ULLA’s Contractor Resource Center provides support and training to local contractors who
may not have previous experience performing energy efficiency upgrades or who haven’t worked with a
utility incentive program in the past.

The majority of Energy Smart Residential and Commercial program trainings are developed, coordinated
and facilitated through the program’s partnership with the Urban League of Louisiana’s Contractor
Resource Center, which already provides year-round training for contractors at their multiple Louisiana
locations.

Residential workforce development also initiatives included regular field-based trainings with trade ally
staff to explain code of conduct, best practices, materials and methods for working with different types
of residences throughout Orleans Parish. These trainings occur regularly while quality assurance
inspections of the work performed was taking place. Furthermore, meetings were held at the request of
trade allies, where aspects of the offerings or measures were explained in greater detail, to ensure best
possible operations between a trade ally and the Program.
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Incentive Budget Highlights

Table 27.1

INCENTIVES BUDGET* INCENTIVE SPEND % OF BUDGET*

ALGIERS - SMALL C&l

$83,496 $51,178 61.29%

ALGIERS - LARGE C& $62,677 $62,677 100%
ALGIERS - PFI C— $26.301 78.07%
ALGIERS - RES - $197.278 86.56%
N.O.— SMALL C8l — $904.448 90.53%
N.O.-LARGE c&l $2,646,787 $2,050,624 77.48%
N.O. - PFI — $288.846 72.27%
N.O.-RES $2,077,539 $2,065,704 99.43%

TOTAL $6,530,784 $5,647,055 86.47%

*Budgets are reflective of the Supplemental and Amended Energy Smart Implementation Plan PY 7 — 9, approved 12/14/2017.

As of December 31, 2018, ENO-Legacy Energy Smart had a remaining balance of approximately $3.8
million left in the account. This funding is composed of Rough Production Cost Equalization payments
as well as funding stemming from a Community Block Development Grant tax treatment. ENO-Algiers
Energy Smart had approximately $319K remaining in the account.
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Net Savings Summary

ADM, Entergy’s Third Party Evaluator, conducted the program evaluation to verify the gross energy
savings of each offering. Additionally, ADM estimated program net-to-gross ratios (NTGRs) through
evaluation of free-ridership and spillover effects. The contribution to portfolio savings by program is
summarized in Table 27.2. NTGRs were estimated at the measure-level in aggregate for both ENO and
Algiers territories.

The portfolio overall achieved 96.15% of the kWh goal and 65.61% of the kW target for New Orleans,
and 85.14% of the kWh goal and 32.84% of the kW target for Algiers. These values represent savings
net-of-free-ridership, compared to the filed goals that had assumed gross savings without accounting for
free-ridership. Across the whole program, Energy Smart achieved 95.40% of the kWh goal and 62.73%

of the kW target.
Table 28.1

VERIFIED % TO VERIFIED

KW % TO KW

OFFERING NET KWH SAVINGS NET KW TARGET* TARGET

SAVINGS GOAL SAVINGS

Algiers — Small Commercial
404,881 484,792 83.52% 41.43 97.79 42.37%

Algiers — Large C&I
411,884 766,112 53.76% 24.56 113.72 21.60%

Algiers — Publicly Funded
229,740 219,669 104.58% -12.50 34.03 -36.73%

Algiers — Home
Performance 299,241 149,257 200.49% 71.16 30.00 237.20%

Algiers — Retail Lighting &
Appliance 214,659 264,768 81.07% 44.54 55.80 79.82%

Algiers — Multifamil

9 Y1 s1077 37,633 82.58% 8.71 7.40 117.70%

Algiers — Low Income
121,880 98,072 124.28% 31.87 21.10 151.04%

Algiers — High Efficiency
Tune Ups 143,064 133,532 107.14% 52.66 40.20 131.00%

Algiers - DLC
- - N/A 103.15 83.27 123.87%

Algiers — School Kits
38,316 136,695 28.03% 4.48 18.55 24.15%

Algiers — Green Light
8,155 97,542 8.36% 1.69 16.00 10.56%

Algiers — Scorecard

745,249 722,424 103.16% - 614.00 N/A

N.O. — Small Commercial
6,650,306 5,309,288 125.26% 783.87 1,013.63 77.33%

N.O. - Large C&I
15,526,872 21,047,929 73.77% 1,928.70 3,459.45 55.75%

N.O. — Publicly Funded
2,667,362 2,606,103 102.35% 196.67 371.49 52.94%
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N.O. — Home Performance

N.O. - Retail Lighting &
Appliance

N.O. — Multi-Family
N.O. — Low Income

N.O. - High Efficiency
Tune Ups

N.O. -DLC
N.O. - School Kits
N.O. — Green Light

N.O. — Scorecard

TOTAL

2,529,013

3,615,618

742,057

1,907,136

2,063,575

635,448

61,170

4,933,408

43,980,111

2,008,202

3,503,824

493,311

1,316,362

1,711,475

546,782

167,958

4,277,576

46,099,307

125.93%

103.19%

150.42%

144.88%

120.57%

N/A

116.22%

36.42%

115.33%

95.40%

588.06

776.76

195.41

470.94

712.66

1,967.02

74.26

12.66

8,078.76

12,879.07
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404.52 145.37%
735.98 105.54%
96.58 202.33%
285.11 165.18%
536.11 132.93%
1,106.23 177.81%
74.49 99.69%
27.62 45.84%
3,636.00 N/A

62.73%

*Goals are reflective of the Supplemental and Amended Energy Smart Implementation Plan PY 7 — 9, approved 12/14/2017.
Savings reflect verified net energy savings as documented in ADM’s Evaluation, Measurement and Verification (EM&V) report.
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Appendices

Appendix A: School Kits & Education Summary

DATE # OF COUNCIL

SCHOOL TERRITORY

BOOKED STUDENTS DISTRICT

Paul Habans Community School 1/29/2018 60 C Algiers
New Orleans Charter Science & Math High School 1/30/2018 44 A Eastbank
Esperanza Charter School 2/22/2018 53] A Eastbank
James Singleton Charter School 2/26/2018 52 B Eastbank
St. Peter Claver 2/27/2018 22 D Eastbank
Edward Hynes Charter School 3/1/2018 75 A Eastbank
Edgar P. Harney Spirit Of Excellence Academy 3/2/2018 31 A Eastbank
Ben Franklin Math And Science Middle School 3/14/2018 85 A Eastbank
St. Augustine High School 3/19/2018 106 D Eastbank
Arise Academy 3/23/2018 48 C Eastbank
St Rita Catholic School 3/26/2018 26 A Eastbank
Lafayette Academy 3/27/2018 109 A Eastbank
Kipp Central City Academy 4/3/2018 78 B Eastbank
Renew Sci Tech 4/5/2018 40 B Eastbank
Warren Easton Hs 4/12/2018 61 C Eastbank
Sylvanie Williams College Prep 4/17/2018 21 B Eastbank
Lusher High School 4/19/2018 21 A Eastbank
Fannie C. Williams Charter School 5/5/2018 30 E Eastbank
Lake Area New Tech Early College High School 5/7/2018 30 D Eastbank
Success Preparatory Academy 5/7/2018 69 B Eastbank
Medard H. Nelson Charter School 5/10/2018 47 D Eastbank
Pierre A. Capdau Charter School At Avery Alexander 5/14/2018 60 D Eastbank
Dwight D. Eisenhower Academy Of Global Studies 5/14/2018 90 C Algiers
Mildred Osborne Charter School 5/21/2018 37 E Eastbank
St. Mary's 8/23/2018 125 E Eastbank
Renew Schaumburg Elementary 8/29/2018 90 E Eastbank
Gw Carver High School 9/6/2018 385 B Eastbank
St. Rita 9/7/2018 25 A Eastbank
Cohen College Prep 9/18/2018 65 B Eastbank
William J Fischer 9/18/2018 30 C Algiers
Bishop Mcmanus 9/19/2018 30 E Eastbank
St. Mary's Academy Boys 10/4/2018 12 E Eastbank
Ben Franklin Middle 10/4/2018 91 A Eastbank
Joseph A. Craig Charter School 10/5/2018 30 C Eastbank
International High School Of New Orleans 10/8/2018 15 B Eastbank
St. Joan Of Arc 10/9/2018 30 A Eastbank
Harney 10/16/2018 40 B Eastbank
Crescent Leadership 10/16/2018 27 C Algiers
Einstein 10/18/2018 148 E Eastbank
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Audubon Charter 10/19/2018 67 B Eastbank
Encore Academy 10/22/2018 120 D Eastbank
Esperanza Charter School 10/29/2018 60 A Eastbank
Lafayette Academy 10/30/2018 126 B Eastbank

Akili 11/5/2018 140 D Eastbank

Pierre Capdau 11/6/2018 100 D Eastbank

Andrew H Wilson Charter School 11/6/2018 160 B Eastbank
The Net: Central City 11/27/2018 23 B Eastbank

Kipp Believe 12/3/2018 90 A Eastbank
Abramson Sci Academy 12/11/2018 180 E Eastbank
Morris Jeff Community School 12/13/2018 91 A Eastbank
Mcdonough #42 Charter School 12/18/2018 45 D Eastbank

TOTAL 3,640
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Appendix B: Community Outreach Summary

1/2/2018

1/3/2018

1/9/2018
1/13/2018
1/16/2018
1/18/2018
1/22/2018

1/24/2018

1/25/2018

1/25/2018

1/30/2018
1/31/2018
1/31/2018
1/31/2018
2/1/2018

2/1/2018
2/1/2018
2/1/2018
2/5/2018
2/7/2018
2/16/2018
2/19/2018
2/27/2018
2/28/2018

3/1/2018
3/5/2018
3/6/2018
3/9/2018
3/10/2018
3/10/2018

3/10/2018
3/11/2018
3/12/2018
3/15/2018
3/20/2018
3/22/2018
3/23/2018

3/24/2018

PRESENTATION TYPE

Table at Public Building
Table at Public Building
Table at Public Building
Fair or Festival
Table at Public Building
Table at Public Building
Presentation

Presentation

Presentation

Presentation

Meeting/Presentation
Meeting
Meeting/Presentation
Meeting/Presentation
Presentation/ Focus
Group
Meeting/Presentation
Meeting/Presentation
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building

Table at Public Building
Table at Public Building
Presentation
Table at Public Building
Fair or Festival
Neighborhood
Presentation
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building
Table at Public Building

Neighborhood
Presentation
Fair or Festival

EVENT NAME/ ORGANIZATION

Entergy CCC - Westbank
Entergy CCC - Westbank
Entergy Solar Meeting
Kingsley House Health and Resource Fair
Super LIHEAP Days
Cooter Brown's supports EWA fundraiser
NORA Facade Renewal Grant workshop
(1101 N Broad St. (Gentilly))

NORA Facade Renewal Grant workshop
(4626 Alcee Fortier Blvd (NO East))

NORA Facade Renewal Grant workshop
(1300 St Bernard (Rampart))

Love Your City Gala (Sheraton New
Orleans Hotel)

Liberty Bank (6600 Plaza Dr. N.O. East)
Finance Authority of New Orleans
Advantage capital
GNO Inc- Access to capital
Greater New Orleans Housing Alliance
(GNOHA) Member Meeting
Crescent Growth Capital
Higher Education Cohort
Entergy CCC
Entergy CCC
Algiers Public Library
Entergy Power Station work fair
Algiers Public Library
Super LIHEAP Days
Super LIHEAP Days

Super LIHEAP Days
Entergy CCC - Westbank
Chamber Power Lunch
New Orleans Home and Garden Show
Hike the Greenway
LCIA - Lakeview Community Improvement
Association
New Orleans Home and Garden Show
New Orleans Home and Garden Show
Algiers Public Library
Algiers Bill Rerouting
Algiers Bill Rerouting
Rusty Nail Fundraiser
LA Green Corps Class

Earthfest
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AUDIENCE

Residential, Algiers
Residential, Algiers
Residential
Residential (IQW)
Residential (IQW)
Residential
Commercial

Commercial

Commercial

Commercial and
Residential
Commercial

Residential (Lender)
Commercial
Commercial

Res/MF and Commercial

Commercial
Commercial
Residential
Residential
Residential, Algiers
Residential
Residential, Algiers
Residential (IQW)
Residential, Algiers (IQW)

Residential (IQW)
Residential, Algiers
Commercial
Residential (Citywide)
Residential
Residential

Residential (Citywide)
Residential (Citywide)
Residential, Algiers
Residential, Algiers
Residential, Algiers
Residential
Residential

Residential

150
55
120
280
30
15

20

20

100

© N =

150
250
35
125
65
300
300

300
250
50
1,000
250
100

1,000
1,000
75

65
16

5,000
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3/26/2018

4/2/2018

4/3/2018

4/4/2018
4/13/2018
4/16/2018

4/20/2018
4/24/2018
4/25/2018
4/27/2018
5/1/2018
5/2/2018
5/3/2018

5/7/12018
5/10/2018
5/12/2018
5/17/2018
5/20/2018
5/23/2018

5/24/2018

5/24/2018
6/1/2018
6/4/2018
6/5/2018

6/6/2018
6/6/2018

6/6/2018

6/13/2018

6/14/2018

6/18/2018

6/19/2018

6/20/2018

6/20/2018

6/23/2018
6/28/2018

6/30/2018
7/2/2018
7/3/2018

Meeting/presentation

Table at Public Building
Table at Public Building
Presentation
Table at Public Building

Neighborhood
Presentation
Fair or Festival

Fair or Festival
Meeting/presentation
Fair or Festival
Table at Public Building
Presentation

Presentation to Entergy
CCC staff
Fair or Festival

Table at Public Building
Fair or Festival
Meeting/Presentation
Fair or Festival

Neighborhood
Presentation
Neighborhood
Presentation
Table at Public Building

Table at Public Building
Table at Public Building
Table at Public Building

Meeting/Presentation
Fair or Festival

Table at Public Building

Table at Public Building

Table at Public Building

Table at Public Building

Table at Public Building

Table at Public Building

Table at Public Building

Table at Public Building
Table at Public Building

Fair or Festival
Table at Public Building
Table at Public Building

Residential Resilience and Sustainability
Financing Workshop
Entergy CCC
Entergy CCC
Downtown Energy Challenge Workshop
Home Depot

Coliseum Square Neighborhood
Association
XULA Earth Day

Earth Day
Algiers Development District
Audubon Zoo to Do for Kids
Entergy CCC - Westbank
Biz New Orleans Luncheon
Entergy CCC - Canal

Environmental Awareness Fair - Baby Ben
New Orleans East Hospital Week
Old Algiers Crawfish Boil
Higher Education Cohort
Bike Easy Second Line
Health Blue

Viet with Seniors Day

73 Distilling Fundraiser
Entergy CCC - Westbank
Canal CCC - Customer Appreciation Day
Council on Aging - Storm Prep/Energy
Smart Meeting
Corporate Realty staff

Zoobilation - Push EasyCool and Home
Performance

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting

Council on Aging - Storm Prep/Energy
Smart Meeting
Energy Smart Lighting Retail offering
Council on Aging - Storm Prep/Energy
Smart Meeting
Homeowner Sustainability Workshop
Entergy CCC - Canal
Entergy CCC - Canal

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

(@]

mw >0 >» 0> W T mw W @

> W OO0 m m>» >» O MmO

> W

EnergySmart#

i

= = A New Orleans Program

Residential (Lender)

Residential
Residential
Commercial
Residential
Residential

Residential
Residential
Commercial Algiers
Residential
Residential Algiers
Commercial
Residential

Residential
Residential
Residential Algiers
Commercial
Residential
Residential

Residential

Residential
Algiers
Residential
Residential

Commercial
Residential

Residential

Residential

Residential

Residential

Residential

Residential

Residential

Residential
Residential

Residential
Residential
Residential

20

120
280
10
65
31

80
450

2,500
45
15

440
90
150

250
16

24

85
120
250

16

1,500

28

30

25

20

25

35

42

50
35

50

250
300
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7/13/2018

7/19/2018
7/20/2018

7/20/2018
7/21/2018
7/22/2018
7/26/2018
8/2/2018

8/3/2018

8/7/2018

8/9/2018
8/17/2018

8/25/2018
8/27/2018

8/29/2018

9/4/2018

9/5/2018

9/6/2018
9/10/2018
9/11/2018

9/11/2018

9/18/2018

9/19/2018
9/20/2018

9/21/2018
9/22/2018
9/26/2018
9/29/2018
10/2/2018
10/5/2018
10/5/2018
10/5/2018

10/6/2018
10/6/2018
10/7/2018
10/8/2018
10/9/2018
10/10/2018
10/10/2018

10/12/2018
10/12/2018

10/13/2018
10/14/2018
10/16/2018

Neighborhood
Presentation
Table/Sponsor

Neighborhood
Presentation
Workshop

Fair or Festival
Fair or Festival
Presentation

Neighborhood
Presentation
Table at Public Building

Table at Public Building
Presentation

Neighborhood
Presentation
Fair or Festival

Neighborhood
Presentation
Neighborhood
Presentation
Table at Public Building

Table at Public Building
Nonprofit Retrofit
Attended Meeting

Neighborhood
Presentation
Presentation

Neighborhood
Presentation
Fair or Festival

Neighborhood
Presentation
Nonprofit Retrofit

Fair or Festival
Nonprofit Retrofit
Fair or Festival
Fair or Festival
Fair or Festival
Fair or Festival
Table at Public Building

Fair or Festival
Fair or Festival
Fair or Festival
Table at Public Building
Table at Public Building
Fair or Festival

Neighborhood
Presentation
Fair or Festival

Neighborhood
Presentation
Fair or Festival

Fair or Festival
Fair or Festival

LA Green Corps Class

Propeller/Online
LA Green Corps Class

LifeCity Lean and Green Workshop
Paul Habans School Supply Give Away
Audubon Zoo Kids Triathlon
Big Building Energy Saving Working Group
Energy Happy Hour

Customer Care Center
Customer Care Center
Higher Education Cohort
Evacuteer - Keller Library

Jericho Road Blood Drive
Lutheran Services - Senior Center

NAMI - Mental Health First Aid

Customer Care Center - Canal St
Customer Care Center -Westbank
Longue Vue Assessment
Black Chamber of Commerce Luncheon
Broadmoor Community Church

International Facility Managers Association
(IFMA) Luncheon
Dat Dog Consultation

Wednesday's on the Point
Algiers Point Neighborhood Association

McKenna Museum
Energy Day - Children's Museum
Le Musee Museum
Girl Scouts - B.I.G. Event
Wings and Watts
Energy Efficiency Day @ Xavier University
St. Roch Block Party

Energy Efficiency Day @ Algiers Public
Library
Algiers Fest

Botanical Gardens Fall Garden Festival
Botanical Gardens Fall Garden Festival
Algiers Public Library
CCC-Westbank
Wednesdays on the point
Latter and Blum Presentation

Gentilly Fest
LA Green Corps Class

Gentilly Fest
Gentilly Fest
Night out against Crime

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

D

B/Citywide
D

C/Citywide
C

o O W W oo >

m @

OO0 O 0 mwmorow »r

OO0 »0002>»2>0 O0OWWOUOOUOW®

m O O

EnergySmart#

i

= = A New Orleans Program

Residential

Commercial
Residential

Commercial
Residential, Algiers
Residential
Commercial
Residential

Residential
Residential
Commercial
Residential

Residential
Residential

Residential

Residential
Residential, Algiers
Commercial/Nonprofit
Commercial
Residential

Commercial
Commercial/Small

Residential, Algiers
Residential, Algiers

Commercial/Nonprofit
Residential
Commercial/Nonprofit
Residential
Residential
Residential
Residential
Algiers

Algiers
Residential
Residential

Algiers

Algiers

Algiers
Residential

Residential
Residential

Residential
Residential
Residential

25

50
25

20
60

150
12
15

250
100
20
30

20
30

12

150
125

20
113

20

150
21

250
3
2,000
125
200
150
30

1,000
550
450

25
125
250

75

500
17

700
600
150
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10/16/2018

10/16/2018
10/17/2018
10/17/2018

10/17/2018

10/18/2018
10/19/2018

10/20/2018

10/24/2018
10/24/2018
10/25/2018
10/28/2018
10/29/2018
10/30/2018
11/1/2018

11/1/2018

11/5/2018

11/6/2018

11/7/2018
11/10/2018
11/15/2018
11/28/2018

11/28/2018
11/29/2018
11/30/2018

12/3/2018
12/4/2018
12/6/2018
12/7/2018

12/8/2018

12/9/2018

12/10/2018

12/11/2018
12/12/2018

12/12/2018
12/13/2018

12/13/2018
12/15/2018

12/17/2018

Total Events

Neighborhood
Presentation
Table at Public Building

Fair or Festival

Neighborhood
Presentation
Table at Public Building

Fair or Festival

Neighborhood
Presentation
Fair or Festival

Fair or Festival
Table at Public Building
Table at Public Building

Fair or Festival
Table at Public Building
Table at Public Building

Neighborhood

Presentation

Neighborhood
Presentation
Table at Public Building

Table at Public Building
Fair or Festival
Fair or Festival

Nonprofit Retrofit

Neighborhood
Presentation
Meeting/Presentation

Nonprofit Retrofit

Neighborhood
Presentation
Canvassing

Table at Public Building
Fair or Festival
Meeting/Presentation

Table at Public Building

Neighborhood
Presentation

Neighborhood
Presentation
Nonprofit Retrofit

Neighborhood
Presentation
Nonprofit Retrofit

Neighborhood
Presentation
Canvassing

Table at Public Building

Nonprofit Retrofit
159

Latter and Blum Presentation

CCC-Westbank
Wednesday at the Point
Touro Synagogue Green Committee

Office of Community and Economic
Development - Business Information
Sessions
Park-ing Day

LA Green Corps Class

Dillard University 12th Annual Housing,
Health and Community Resource Fair
Algiers Wednesday at the Point
CCC-Westbank
Dollar Tree - Algiers
Lower 9th Ward
Algiers Public Library
CCC-Westbank
Carrollton Riverbend/Carrollton United
Neighborhood Association

Faubourg St John NA

CCC-Eastbank
CCC-Westbank
Tulane Internship Fair - Spring Recruitment
City of NO Neighborhood Summit
Janice's home - future nonprofit
Krewe De Lose

Higher Education Cohort
First Free Mission Baptist Church
Krewe De Lose

Westbank Canvassing with Linda B.
CCC Westbank
Life City's Holiday Celebration - Tabling
ULLA Opportunities Outlook 2019 for DBEs
in Construction

Youth Program Performance @ St. Anna's
Episcopal- LED Distribution

St. Anna's Episcopal Congregation
distribution of LEDs

Krewe de Lose

VIET
ReFresh Coalition Monthly Meeting

N.O Bible Fellowship Baptist Church
Krewe de Lose

Algiers canvassing

Food Assistance Day @ St. Anna
Episcopal Church
Casa Borrega Install Final
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Algiers

Algiers
Algiers
Residential

Algiers

Residential
Residential

Residential

Algiers
Algiers
Algiers
Residential
Algiers
Algiers
Residential

Residential

Residential
Algiers
Residential
Residential
Commercial
Residential

Commercial
Algiers
Residential

Algiers
Algiers
Residential
Commercial

Residential

Residential

Residential

Residential
Residential

Residential
Residential

Algiers
Residential

Commercial
Total Reach

20

100
180

22

45
17

200

350
60
40
180
30
85
42

300
120
250
200

15

20
80
350
45
28
110

16

20
35

30,570
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Appendix C: Training and Education

DATE TITLE

2/7/2018 HVAC & Custom
Non-Lighting
Energy Smart Info

Session

3/15/2018 2018 Residential
Trade Ally

Orientation

3/15/2018 Q1 Residential

TAAG Update

4/2/2018 Intro to Demand
Side Management
and the Energy

Smart Program

4/17/2018 Common
Calculator Issues

and Solutions

4/26/2018 SELLing Energy

5/3/2018 Prescriptive
Calculator
Demonstration

Training

5/16/2018
Usage for Air
Sealing & Duct

Sealing

5/22/2018 2018 C&l TAAG

Update

6/1/2018 Retail training

Proper Materials &

AUDIENCE

Commercial
and
Residential
Customers

Contractors /
Trade Allies

Contractors /
Trade Allies

Contractors /
Trade Allies

Contractors /
Trade Allies

Contractors /
Trade Allies

Contractors /
Trade Allies

Contractors/
Trade Allies

Contractors/
Trade Allies

Contractors/
Trade Allies

# ATTENDEES
18

26

13
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LENGTH
60

120

120

60

60

540

60

120

120

10

OBJECTIVE

General
awareness

Program
Implementation

Program
Implementation

Technical

Program
Implementation

Technical

Technical

Technical

Program
Implementation

Program
Implementation

EnergySmart®

= A New Orleans Program

DESCRIPTION

Introduce Energy Smart
program to residential and C&l
HVAC contractors at Johnstone
Supply. Includes a calculator
demonstration and workshop
with iPads.

Orient existing and prospective
trade allies by informing them
about how to participate as a
registered Residential Trade
Ally that performs work with the
program. Members of the
residential team all speak to
their areas of responsibility so
that TAs can better understand
how to work efficiently and
effectively with the program.
Formal feedback event;
workshop learning about
program processes and back-
end logistics.

Introduce Tulane's Masters of
Sustainable real estate class to
demand side management and
utility efficiency programs.
Increase energy efficiency
literacy in the next generation
of the sustainability industry's
workforce.

Calculator training workshop for
troubleshooting common
contractor issues with the
custom lighting calculator
(Southeast LED).

Third party training to learn how
to sell energy efficiency
effectively.

Establish a baseline
understanding of the new
prescriptive calculator and learn
how to navigate features and
communicate instructions to
inquiring customers.

Training technicians and crew
leads the best methods to seal
and repair systems while
performing services for
customers. Explaining the Best
Practices Standards.

Formal feedback event;
workshop learning

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.
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6/7/2018 GPRO Operations
& Maintenance
Essentials

6/8/2018 GPRO Operations
& Maintenance
Essentials

6/20/2018 Marketing Energy
Star with Your
Business
6/20/2018 Q2 Residential
TAAG Update
6/22/2018 SELLing Energy
Follow Up Module
6/22/2018 SELLing Energy
Follow Up Module
6/23/2018 Retail training
8/8/2018 Retail training
8/8/2018 Retail training
8/8/2018 Retail training

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

Contractors/
Trade Allies

Contractors/
Trade Allies

Contractors/
Trade Allies

Contractors/
Trade Allies

Contractors/
Trade Allies

Contractors/

Trade Allies/

Energy Smart
Employees

Contractors/

Trade Allies/

Energy Smart
Employees

Customer
Influencers

Customer
Influencers

Energy Smart
Employees

18

24

480

480

120

120

60

120

180

15

15

20

Program
Implementation

Program
Implementation

Soft Skills

Program
Implementation

Technical

Technical

Program
Implementation

Program
Implementation

Program
Implementation

Program
Implementation

i
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Certification training to increase
Energy Smart staff knowledge
of the principles of high
performance construction and
how to maintain efficient
operations. Train the trainer
course to qualify staff to roll out
the training to Energy Smart
contractors and stakeholders at
a later date.

Certification training to increase
Energy Smart staff knowledge
of the principles of high
performance construction and
how to maintain efficient
operations. Train the trainer
course to qualify staff to roll out
the training to Energy Smart
contractors and stakeholders at
a later date.

Training trade allies on how to
market the ENERGY STAR
programs to customers.
Explaining the materials that
are available to add to their
marketing.

Formal feedback event;
workshop learning

Third party training to learn how
to sell energy efficiency
effectively.

Third party training to learn how
to sell energy efficiency
effectively.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.
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8/10/2018

8/10/2018

8/14/2018

8/22/2018

8/29/2018

8/29/2018

8/29/2018

9/1/2018

9/1/2018

9/1/2018

9/4/2018

9/11/2018

Retail training

Retail training

Retail training

ENO Confidentiality
Training

Residential
Training

Synergy Customer
Training

Q3 Residential
TAAG Update

Lowes / 2501
Elysian Fields Ave

Wal-Mart / 4001
Behrman PI

The Green Project /
2831 Marais St

Legal Training:
Gifts and
Entertainment

Building Business
Capacity the
Energy Smart Way

Energy Smart
Employees

Energy Smart
Employees

Energy Smart
Employees

Energy Smart
Employees

Energy Smart
Employees

Energy Smart
Employees

Energy Smart
Employees

Retail
Employees

Retail
Employees

Retail
Employees

Retail
Employees

Retail
Employees
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30

11

15

20

60

30

240

180

120

120

20

30

30

120

Program
Implementation

Program
Implementation

Program
Implementation

Compliance

Program
Implementation

Program
Implementation

Program
Implementation

General
awareness

General
awareness

General
awareness

Compliance

Technical

i
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Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Train the trainer style
walkthrough of Energy Smart's
retail program offerings with
retail managers, cashiers, other
applicable employees and
interested customers who were
present.

Develop a baseline knowledge
of confidentiality for program
implementation including:
general considerations, APTIM
company standards, and
Entergy contractual standards.
Required training to satisfy
ENO initial training and annual
reoccurrence training
requirement for all program
employees.

New Orleans Baptist
Theological Seminary. Review
of campus and housing stock,
as well as training about
services and measures in the
program, and energy saving
opportunities.

Train customers and trade ally
partners about how to leverage
Energy Smart incentives to help
fund efficiency projects

Formal feedback event;
workshop learning

Residential Lighting &
Appliance offering training.

Residential Lighting &
Appliance offering training.

Residential Lighting &
Appliance offering training.

Provide information about
administration policies that
govern the ethics associated
with partner and client
interactions

Train Trade Allies and local
contractors on the resources
available to them through
Energy Smart to build business
capacity. Resources include
access to the Contractor
Resource Center training and
development programs,
software tools and more.
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9/25/2018 RCx Service Contractors / 10 120 Program Train prospective Retro-
Provider Training Trade Allies Implementation commissioning Service
Providers on the benefits and
implementation processes of
the upcoming Commercial &
Industrial Retro-commissioning

program.
10/2/2018 Lowes / 5770 Read Retail 2 120 General Residential Lighting &
Blvd Employees/ awareness Appliance offering training.
Customers
10/2/2018 Home Depot / 1100 Retail 7 120 General Residential Lighting &
S Claiborne Ave. Employees/ awareness Appliance offering training.
Customers
10/12/2018 Home Depot Retail 5 120 General Residential Lighting &
/ 12300 I-10 Employees/ awareness Appliance offering training.
Service Rd Customers
10/17/2018 Adding Value to Retail 5 120 Soft Skills Training operations and crew
Your Business Employees/ leads on how to focus on extra
Training Customers benefits for customers while
performing services for them.
This focuses on expanding
customer services and picking
the right plan for a business.
10/22/2018 Costco Retail 2 30 General Residential Lighting &
Employees/ awareness Appliance offering training.
Customers
10/23/2018 Home Depot Retail 4 120 General Residential Lighting &
Employees/ awareness Appliance offering training.
Customers
10/23/2018 Wal-Mart / 6000 Retail 2 20 General Residential Lighting &
Bullard Ave Employees/ awareness Appliance offering training.
Customers
10/24/2018 Costco / 3900 Retail 4 30 General Residential Lighting &
Dublin St Employees/ awareness Appliance offering training.
Customers
11/1/2018 GPRO Operations Retail 15 480 Technical Trade Allies and Program
& Maintenance Employees/ employees participated in this
Essentials Customers third party training and
certification course
11/2/2018 GPRO Operations Retail 15 480 Technical Trade Allies and Program
& Maintenance Employees/ employees participated in this
Essentials Customers third party training and
certification course
11/11/2018 Rouses Market / Retail 3 15 General Residential Lighting &
701 Royal St Employees/ awareness Appliance offering training.
Customers
11/14/2018 Residential TAAG Retail 11 120 Program Updates provided on 2018
Meeting Q4 Employees/ Implementation program status; Focus group
Customers questions for 2019 program
implementation
11/20/2018 Dollar Tree / 4242 Retail 1 15 General Residential Lighting &
Chef Mentuer Hwy Employees/ awareness Appliance offering training.
Customers
11/20/2018 Dollar Tree / 9671 Retail 2 15 General Residential Lighting &
Chef Menteur Hwy Employees/ awareness Appliance offering training.
Customers
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11/20/2018 Wal-Mart / 4301 Retail 2 20 General Residential Lighting &
Chef Menteur Hwy Employees/ awareness Appliance offering training.
Customers
11/20/2018 Dollar Tree / 11701 Retail 3 15 General Residential Lighting &
Morrision Road Employees/ awareness Appliance offering training.
Customers
11/20/2018 Rouses Market / Retail 3 15 General Residential Lighting &
6600 Franklin Ave Employees/ awareness Appliance offering training.
Customers
11/20/2018 Rouses Market / Retail 4 15 General Residential Lighting &
701 Baronne St Employees/ awareness Appliance offering training.
Customers
11/20/2018 Rouses Market / Retail 5 15 General Residential Lighting &
400 N Carrollton Employees/ awareness Appliance offering training.
Ave Customers
11/23/2018 Dollar Tree / 4115 Retail 1 15 General Residential Lighting &
S. Carrollton Ave Employees/ awareness Appliance offering training.
Customers
11/23/2018 Dollar Tree / 5201 Retail 3 15 General Residential Lighting &
Canal Blvd. Employees/ awareness Appliance offering training.
Customers
11/27/2018 Wal-Mart / 1901 Retail 2 20 General Residential Lighting &
Tchoupitoulas St Employees/ awareness Appliance offering training.
Customers
12/10/2018 Dollar Tree / 3771 Retail 3 15 General Residential Lighting &
General DeGaulle Employees/ awareness Appliance offering training.
Dr Customers
12/10/2018 Rouses Market / Retail 3 15 General Residential Lighting &
4001 General De Employees/ awareness Appliance offering training.
Gaulle Dr Customers
12/11/2018 Rouses Market / Retail 2 15 General Residential Lighting &
4500 Tchoupitoulas Employees/ awareness Appliance offering training.
St Customers
12/12/2018 Q4 C&l TAAG Retail 20 120 Program Updates provided on 2018
Update Employees/ Implementation program status; Focus group
Customers questions for 2019 program

implementation

TOTAL NUMBER TRAINED 391
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Appendix D: Marketing Collateral

EasyCool Brochure

A: No, you're automatically enrolled every year. If
you would like to make changes in your
participation, please call us at 504-229-6868.

movin

A: We will automatically deactivate your switch
when you discontinue or transfer your electric
service at your home. The new owners will be
offered the opportunity to participate in the
Energy Smart EasyCool Program.

Once you move into your new home, call us at
504-229-6868. We will verify your eligibility and
arrange to enroll your new home in the Energy
Smart EasyCool Program.

nets ni

A: No. However, we recommend you adjust your
thermostat since no one will be home.

T

A: There is additional information about this
program at energysmartnola.com. You may also
call us at 504-229-6868.

naive anergy sfcinncy program developed by the
and administered by Entergy New Orleans, LLE

vicen, lnc. All Rights Reserved
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Commercial & Residential Check Inserts

Thank you for participating in the Energy Smart Commercial Program. ‘

2018
Thank you for participating in the Energy Smart Commercial Solutions
: Program. Energy Smart is proud to help New Orleans’ businesses increase
$'|,2 million in energy efficiency and lower costs.
Energy Smart Contact us for more opportunities to save.
incentives paid to
New Orleans’ com, email o or call 504 239-6868-

businesses in 2017.

‘Smart == Entergy,

Thank you for participating in the Energy Smart Residential Energy Efficiency Program.

0 i l Enclosed please find your rebate check. We hope you're enjoying the
. | B energy-saving improvements you made to your home. Here are some
' “

other Energy Smart programs that can help you save more:

» Home Performance with « A/C Tune Up.
ENERGY STAR®,

+ Income-Qualified Weatherization.

« Residential Lighting and Appliances.

« EasyCool.,
« Multifamily, + Scorecard,
| Visit energysmartnola.com | v @
orcall soaza-6068 1o ndout more. eIt | e
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A/C Tune-up Brochure

Stay cool and save

with an A/C tune-up.

Fird a participating contractor
ot enorgysmartnola.com or call
504-229-6868 tor mare nlarmation

Energy Smart A/C tune-up Program

-
== Enlergy,

Smart +

© AR Odbaia Priageiss
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EasyCool Brochure

Earn $40 every year
by participating in

EasyCool.

Visd energysmartnala.com
Call 504-229-4848
Email info@energysmartnola.com

.
= Enlergy,

L e ep—
o d shminad
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School Kit Insert

Dear Student,

Ta start your family’s journey towards energy efficiency at
home, we're giving you the first steps in this Energy Smart
Starter Kit including:

LED light bulbs showerhead
LED light bulbs kitchen aerator

bathroom aerator flow meter bag

Have your parents visit energysmartnola.com or call
504-229-6868 for more details on how ta become energy smart
in your home.

)
= Enlergy

Smart

A Haw Ogimacs Progres

Enargy Smart bsa comprehenshe snangy sBdancy program dewioped by
tha Maw Orlaans Ty Coonal and sdmirisarad by Ersrgy New Orlaars, LLC.
ool Entargy Sarvices, inc. Al Rights Rasarvad.
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School Kit Installation Guide

Ready to get Energy Smart?
Vis#t anergysmarinola.com

bt Energy Smart,
awesal Starter Kit
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Energy Smart Scorecard

EHEI'-IGY SHART SCORECARD
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Seasonal Energy Savings Tip

Sign up today for the Energy Smart EasyCool program to have a free A/C cycling switch installed on your
outdoor air conditioning unit or heat pump system. Join and receive $40 after every summer season you
participate in the program.
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Circuit Newsletters

4202018 Circuit. Tips t0 warm your home in the new year and save

Tips to warm your home in the new year and save

As the new year is here and the cooler weather is upon us,
here are a few reminder tips to keep your home warm and
save energy and maney in the process:

« Change or clean your air filters once a month.
« Add area rugs on tile or hardwood fioors,
» Keep curtains and blinds closed at night,

Also take advantage of Energy Smart rebates when
making energy-saving improvements:

« Attic Insulation: up to $.40 per sq. ft.

» Air infiltration sealing: average $250 per home for
650 CFMS50 reduction.

» Duct sealing: average $400 per home for 200 CFM25 reduction.

Visit energysmartnola.com or call 504-229-6868 to learmn what Energy Smart offers to help
you save In the new year!

Acceptable use and linking guidelines for this article
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47202018 Circutt: Spang mio Energy EMciency
Spring into Energy Efficiency

Spring is here - the perfect time to clean up, make minor
repairs and get ready for rising temperatures. Here are
seven quick tips thatl help you save money and energy
this season.

1. Service your air conditioner,
Replacing air filters and cleaning the evaporator coll
not only helps your air conditioner last longer - It
can lower its energy consumption by up to 15
percent. Looking for a full A/C tune-up - that’s also
affordable? Click here to learn more!

2. Close the blinds on heat.
Drawing your blinds or curtains on hot, sunny days
can slash the heat inside when temperatures rise outside. The less your air conditioner
works, the more energy efficient you'll be!

3. Cool off with the ENERGY STAR® label.
In the market for a new refrigerator, window A/C unit or central A/C? Make sure to look for
the ENERGY STAR label - and apply for 3 rebate through Entergy’s Energy Smart program!

4. Get your pool ready.
Your pool Is the best place to cool off on hot days, but does your pool pump heat up your
energy bill? An ENERGY STAR® certified pool pump can be programmed to match your
pool’s operation, reducing energy waste, lowering your bill and gualifying_you for a rebate!

5. Learn more about Entergy’s Energy Smart Programs.
From focusing on specific systems like you're A/C or water heater to taking a whole-house
look at your home's energy health, Entergy offers an Energy Smart solution for you. Visit
energysmartnola.com or call 504-229-6868 to learn all of the ways you can save energy
this spring.

Acceptable yse and linking guidelines for this article

hitps fimembers quastine comiarticle aspa?accountio=34533acticleld» 4 19608n1= 23655 m
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A cool $40 isn't the only reason to sign up for EasyCoal.

The Ez=zyCoot Froorsm is ane of the easiest ways Entargy MNaw
Crleans customers can eam 540 every yesr Simply sign up. and
you sr= sliginée we 'l insizll an A'C cyding switch or “smart switch”
0 your outdoor 38 conditening unit or neat pump. For esch summer
ses50m yoo pErbooate, we b ges you 540 These's no nesd to =qn
Up 3gain ne summer, your enncliment s Sutomatic — just keep
=njoying your 340 year sfier yesn

840 in your pocket is just the start. Here are four more reasons
to sigm up:

. Wou'll make a difference.
Vihen you participstz in this program. you hels reduce demand on the grid, which tenafits the environment,
Snsurss 3 continua’ supoly of ensrgy =nd keeps electic costs rors Sfordsble.
2 It onty applies to four months of the year.
Dwring the manths of June. July, August and Ssstemoer — and oaly whan demand on the grd & sxiremely
nigh — your “sman switch” may be sotivated.  activated, your air conditioner ar heat curp will still operate,
circutatng siready cooled i, but will cycle on and off for shor penods of time —ana oaly up 1o four hows
your home % It's free to participate. And you don't need to be home for the installation,
We provids the ezuipmant and instslistion = free Alzo, § youwr oundocs umit = 3ooessicis, you don't nead b
o2 home during installstion
Signing up is easy.
Simply o3l S04-228-3368 or compizts this online form Fanicipstion (= opan 1o residental homeowners or
renters fiwnp in the Entergy New Crizans service termitory with 5 canral 3 condbonar or hast pems sysism
an the ground ficor. Othertérms soply, so ca8 or goonling 1o lesm more.

-

Loaking for other ways to s3ve snergy this summer? Wiss snerpysmarinaola com or sl 504-229-5868

saving lips. tools & - Energy Smart is 5 comprehensive ensvgy sfficiancy program developed by fhe Mew Oreans Cily Counci snd
interesting articles soministered by Entergy New Onezns, LLC S2018 Enfargy Services. Inc AN Rights Reserved

@ |ROE=

e =nd lirking guidslnes |

How wouid you rate the quality of this content? Zolpr pelor TRbng ame dicy sutamil belaw
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How to Make the Most of Lighting and Appliance Sales

s vl iy &z f2l zoprosches. August iz 3 great tme to find s3kes an Ightng
e and spplisnces 3 your favonts locsl retaier Wske the following
Enegy-sawing purchasas even mors sfordsblz with Ensgy Smart
rebates.

ENERGY STAR® Window Air Conditioner Units

&5 refsilers prepare for cooler temperatwes, many siores offer
discaunts o thair window &/C units; Look for ENERGY STAR-rated
rrodsfs, 50 you not only 2am 5 350 bt but alsoenjoy lower
=ngy tosts

EMERGY STAR Heat Pump Water Heaters

Tha sverags home s =2cond [Ergest ensrgy usar i the hot watsr heater ENEREY 5TAR Hast Fump Visier Haaters
ars o fo thres times mose energy eficent than conventionz’ slecing resistance water nesters — S3ving 3n svsrags
your hgrna of 5330 per yesr on your snergy bl Plus, you can receive 3 3400 Erargy Smart rebate

with En

Security

8

ENERGY STAR Refrigerators

Learm more 1¥'s refrigerstor ss'2 s2ason — wouldn't you love 350 cash back on fop of your de=f® Selecting an =igibls ENERIGY
STAR refrgersior can heip you save on yoir bal, monih after menth

e
Check oul more money
saving lips, tools &
inlere 5|ip|.] articles \M“. A the days get shorter, we mely on our home's lightng more and mare That's what makes now the perfect ime 5o
update o ensrgy-efficient LED bght bulbs They use up to 80 percent less energy and c2n last bp 1o 15 times longer
than traditional incandescent bulos. Plus, when you shop at pamei retsil=rs, you can receive instant Energy
Smar rebstes at the regsier

EMERGY STAR LED Lighting

Lazm Move
Loolang for other wiays %o save ensngy 31 home? Vist energysmarinola.com or call S04-223-6868
EMERGY STAR Pool Pumps

The enengy your pool pUMD uses can oe sgnificsnt and costly - sspecially i yolrs is 2 conventiona!, one-sceed
mode! &n ENERGEY STAR-cestfied pool pemp can be programmead io nen 3t sgeeds tomaich te pood ooerstion
eliminating wast2d energy. In 3ddiizn. you can eamn 2 52300 Ensegy Smart rebate when you purchase s gualifyng
moos

L 1 More

Ensmgy Smart is 3 comprehensae energy sficensy program developed by the Mew Orleans Cify Councl ang
soministersd by Entergy Mew Crizsns, LLE B20ME Bnfergy Senices. inc Al Rights Rzsened

@ |AO0&E=

Arceqt:

3 Erking pusgehnes fi

How wauld you rate tne quality of tniz confsnt? Snird o star mtingand chok subend belfows
. I |
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This school year make your favorite subject energy savings.

With surnmer winding @own, kids across New Orleans are back w
schood. Vith the changing schesule ana acivities. along with the
slignt drop in ti=mpersurs. Sepiemier brings new opooniundiss for
saving energy at home.

Adjust your thermostat.

Dlo you nows have fewer peocls in the house durng the day? Mo
need b k2sp wour home as cool 35 befoe. Incressing your dIyume
tEmperature, even by 3 cougle degrses can make 3 noficesbis
difference an your bill

oA 1o Lo

Switch to efficient products and sarn rebates.

Back-to-school fypizally brngs gr=at s3les on Bghting and squipmen
Enengy Srn.=r winen you purchase qualfyng products:

EMERIZY ST Pump If

STAS Pog

Guard

your home Unplug devices or use a smart power strip.

vith Ente Laptops, iablets, vided game consoles and TVs wil still use ensigy, even When nio one 5 using them. Make 3 habit
curity L '1|11"'D of unpluggeng thoss devices oefone you =ave your home or better yet plug them imo 2 sman power stirip. Thess

=nengy-saving products prevent elechonics and spréances from draveng enemgy when not i uss 1 your homs is

shgible. you c3n receive 3 free sman powes sirip a5 gan of the bome Fernimance wilh ENES STARE program.

Learn mi

Block out the sun and the heat.
Tempersturss c2n be wery not in Ssctember On sunny asys, closing your Blinas or cuntsins befors you leave home
ok oul mone maney can help kesp e neat out which means your ir cona®ionerwon't nesd 10 wark 35 had o keep youw home coal.

saving ips. ools & 5,
aving lips. tools (G0) Help your kids be Enargy Smart this school year.

Inleresting articles

5.3 one-ofakind, at-sehool lezming opporundy which noludes o sessions of hands-on
curnculum-cornslated sotvitiss, Avsilan’s for sivth grads or tenth grade classes in Orizans Pansh chaner schoois,
the Ensrgy Sman for ids program teaches how the enangy system works and what kids csn do o save ensgy In
sddition. each sivdent = prowded with an energy efficency starber kn fiel of gear that they can nsial 5 home
Comact your chid's school to ses if they have booksd thair cizsses.

Lookinp for otner ways to s3ve snergy at home? Visit ensrgysmarinola oom or caf S04-229-5888

Energy Smart i5 8 comprehansive energy efficiency program develapsd by the New Orieans Cily Council and
sdministered by Enfergy Mew Onsans LLC S20ME Enfergy Ssrvces inc AN Rights Reserved

s |BO&T

and I.r-_.:-_: ouiosirnes |

How would you rate tha guallty of thie content? Sl n siar-ruling atnd oo sul beiow
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Make a difference and receive $40: Sign up for EasyCool

The Enemy Sman SasylCool Progrsm is one of the many ways

Make = difference and

Entergy Maw Orleans makas t easy io save snergy — =nd make 2
nup for : i
e, differance too. When you participaie in this demand responsa

EasyCool : v

= program, you nelp to esse the gemand on tha electnes! grin, which
Wt Can You Da Aiih 51 ensures a continua! supply of energy and manages the cost of
\Worith of Eiscinicity 2 electricity,

VIDED: Yo Cap Safes _ i
eSegmi st The best part? Participating i= essy — most peopls forget how much

Usze = Generstor e L .

of 3 difference they'ra making — and you will receive 340 following
How Doy Thiey Do Thist? each oycling season (June-September). Hase's now it works:
Wind Power

Step 1: See if you qualify.

Simply czll 504-229-6868 or compisle this online fomm ta =2 if you gualify Parficipation is open to residentiz!
homeowners living in the Entergy Mew Orleans service terntory with 2 central air condiioner or hast pump system

on ihe ground flogr. Cther terms apoly, 50 call or go anline to see i you gualify.

Step 2: Receive your smart switch.

Once your eligioifity is confirmad, we'll schadule 3 time to install an AC cyoling swilch or “smart swiich® on your
cutdoor air condilioning unit or hest pumo sysiem. Since the work is performad on your cutdoor unit. you don't need
to be home during instalistion. We provide the eguipment and the installation is FREE.

Step 3: Receive your cool cash reward.

Enjoy your 540 following =ach summer season that you participate. Your errollment is sutomatic sfter you initially

sign uo — just k2ep enjoying your 340 year sfter yaarn
So, what does the "smart switch” do?

In the event when damang is exdremiely high and only during the months of June, July. August or September, your
“=mart switch™ may be activated I activated, your air conditoner or hast pump will stifl operate, circulsting alrezoy
cooled =i, out witl oycle on and off for short perods of tme — and onfy up to 4 howrs: This small change makes =3 big
difference in reducing energy oemand, which banafits ihe epvironmant and k2eps slactne costs mors afordsbla

Participate today.
Call 504-229-6868 or cick h=e fo zee if you quslify for the Es=yCool Frogram.

Looking for other ways to save energy this summer? Vist snergysmardnolz com or cail 504-225-6888 ioday.

Check out more money
saving tips. tools & (50) == RO

interesting arficles \”

focepishle use snd Inking guids r this ariicle

How would you rate the guality of this content? Select 5 star rating and click submit below
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m Nine Ways to Save Energy — and Money — this Summer

As temparstures heat up this sSummer. we've got Some simple tos o
5 Way's to Saue While
eool down your 2nergy usage.

Dioing Laundny

line Ways to Ssve Ensrgy 1. Service your air conditioner. Replscing air filters and

—and Monsy — ths cleaning the evaporsior coli not only geis your air condifioner
Summer ready for cooling sesson — if can lower its energy

consumption by up to 15 percent. And if you gat a quslifien
Take it Easy with = Low- A= :
o T S o professional tuns-up, you can e3m 3 reoate through the
Manlerance Lawn I ik e

Ensmgy Smart AT Tuns-up Program.

Fsot or Fable? Thomas 2 Use ceiling fans. Sive your 3ir conditioner some help ang

Edison irvened the Light tun on your cefiing fans. Using them both can aliow you to
Buib

raise your thermostat four degrees, saving efeciniciiy.

(5]

. Cook outside. On warmer soring days, keep the hest out of your home by using an cuidoor gnll instead of

3n indoor stove and owen.

4 Purchase ENERGY STAR® qualified appliances and equipment Mot aonly do ENERGY 2TAR producis,
such 35 window A/C units, refrigerators and heat pumps, help you s3ve anergy and monay — but you can
earm an Energy Smar rensts 25 well

5. Use your window treatments. Supar-hot day® Drawing your Blinds or curtains c3n0 siash the haatinzide
when temperatures rize cuiside. During milder yet swnny days, switch off tha lights and use windows to
brighten your homs with naturs! ight

8. Caulk air leaks. Using low-cost cauk 1o seal cracks and opsnings in your home kesps warm sir out. which

couid fower your energy bl

7. et the thermostat Seiting 3 programmable thermostst to 2 higher fempersture when you are not at home

can nelp reducs your energy costs by aporomomately 10 parcent

&. Seal ducts. Airfoss through ducts can scoount for nearly 30 percent of your cooling system'’s ensrgy
consumption. Sealng and insulating your ducts can go 8 long way toward lowering yous efectricity bills. Work
with an Energy Smart participating contracior io receive up to 5 5200 rebaie on duct sesling

8. Sign up for a free home energy assessment through the Home Seformanes with ENERGY STAR

progr=m, dasigned io hzlo deliver coolar nomes in tha summer, warmsar homes in the winter and lower utility
bilis =i year fang. Your energy assessment includes the free instafiabon of several energy-savinrg products™
(such == gnergy-=Ticient light bu'bs. @ smart power strip, water-z3ving showerheads and faucet ssrators ano
othar asir sesling products) so you can starf s3wing ensrgy right away.

om or o3l 304-228-6863.

Looking for other ways to save energy this summear? \isit snemysmarin

*Maaeures arg determined bazed on e environment, overall efficlency and product availzblity. Producte may not be matallad In
each unit depanding on utiity sfliginiity snd sxizfing baeslinge. Ensrgy-efMcient light buinz wilk be inetalisd oniy In fxtures
Check out mare money contzining Incandescent or halogsn lamps.

saving tips, tools & ,Eﬁ

iﬂtErEﬁ;’iiI’lg EII'HI:EI!S \ Engrgy Smart ls & cOmprahsnsive ahargy eMcisncy program davelopsd by e New Onesns Ciny Councli and adminismered by
Engergy Mew Orieans. LLC. S2098 Enprgy Servicss, Ine. All RIghs Resenad.

@ |O0a=
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Live in an apartment? Own a multifamily property? We can help you
save energy.

Live in an soanment? Cwn
& multifzmily propsmy® We
ca0 hElp Yo shile ensimll

If your muitifamify propery signs up for the Enargy Emart Muitifamity
Frogram, tenz=nts can receive free ensrgy-saving products — 2l
withaut spending = cent. [n addition to saving on your energy bifl
Tig= for Cogl Summer thesa high-guality. fonpges-lasiing products can help mprove the
Szuings value of the buidding and reduce mamienance.
Flemting Trees for Ensrgy

Effci=noy

What do you get for signing up?

Tenants will receive fres insizliston of gualifyng ensrgy-=swing

Home Elecinpal Saifety

products® in thew unit, which may include:

= | ED light bulbs
* Showsrhesds
* Kitchen a2nd bathrocm faucet aarators

* Frogrammabis thermaosist

Who can participate?

Qualifying multifamily properiies musi contain two of more electric meters under one roof and be an Entergy
gusiomer in Crizans Pansh to receive direct install energy efficienoy improvements.

How can I sign up?

If you are 3 tensnt, contact your property manager and fell them you are interested in partcipatng in the Enengy
Emart Multifamily Program. Property managers or owners can sehedule a free propery assessment online or call
504-228-6863 to sign up today.

Loolong for other ways o save energy this summer? Vist energysmartnola com.

“Maseures are delermined based on the environment, overali afMiclency and product avaiisblity. Productes may not be Inetalied in
8a0h unlt dspending on utlitty silgiblaty and exlzting basslines. LEDs wiil os inztated only in fixturss containing incandescent or
halogen lampe.

Energy Smart iz & compreheneive snergy efficiency progmem developed by the New Oreans City Council and
sdministered by Enierngy New Oneans, LLC. 82018 Enfergy Services. Inc. Al Rightfz Rezemved

Check out more money 8= HBda=

aving tips, tools &
interestiﬂg arficles gt Spceptsble use snd linking guidslines for this srticls

How would you rate the guality of this content? ‘ EBelect & star rating and click submit below.
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EasyCool Email & Social Media Campaign

-
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A New Otleans Program

Join the Energy Smart EasyCool Program and you’ll earn $40
every year.

\When you join the Energy Smart EasyCool Program, you can earn $40 every year while
helping to ensure a continual supply of energy for you and your neighbors.

How the EasyCool Program Works:

We'll come to your home and install an A/C cycling or "smart" switch on
your outdoor air conditioning unit or heat pump system — all for FREE.

== highest, the EasyCool device may cycle your A/C on and off for short

\‘ 1y p On select summer weekday afternoons, when electricity demand is at its
".O\\ periods.

You will receive $40 after every summer season for participating in the

am  program.
Find aut if you qualify »

Participation in the Energy Smart EasyCool Program is dependent upon Entergy account fype and eligibifity.
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Don't miss out on receiving $40 when you sign up for the
EasyCool Program.
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Sign up to lower your neighborhood's electricity demand and
get rewarded.

Entergy's Energy Smart EasyCool program is now offering customers a $40 bonus for
their participation each summer season. Use that extira money to enjoy the warm summer
weather while keeping your home cool and comfortable. Ready to get started? Find out if

you qualify below.
Find out if you qualify »

Participation in the Energy Smart EasyCool Program is dependent upon Entergy account type and eligibility.
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Entergy New Orleans Wl Like Page

- Sponaured

Receive $40 after each summer season when you enroll in Energy
Smart's EasyCool A/C program. Your participation helps lower
electricity demand while keeping your home cool and comfortable.

|

Earn $40 each year with EasyCool
The Enargy Smart EasyCool progeam haelps ense the domand on the electrical grid
and manages the cost of electricity or you and your community.

{l
SAVEINERCYEMARTNOLA. INFO/EASYCOOL SignUn

o mn 569 Commems 311 Shares

& Like B Commant # Share

Easycool Pre-Season Envelope & Letter

.{,'.':r::yyﬁ_@_qﬁ? &E.ri'm

524 Elrmamod Park Bhd , 5w 160
Muwy Ovhiais, LA fOTEE-3300

Making $40 is easy
with the EasyCool Program.
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502-220-6B68
energysmartnola.com
info@energysmartnola.com

June 1z, 2018

Addresses’s Name
Street Mailing Address
City, State Postal Code

Dear Energy Smart EasyCool Program Participant,

Thank you for participating in Entergy Mew Crleans' Energy Smart EasyCool Program. Now in jts third
year. the program has helped us manage costs by reducing the need to import electricity or run
expensive generators when demand for electricity is at its highest Your continued participation in the
Enargy Smart EasyCool Program banefits the environment and helps keep costs down for all residents
of New Orleans.

Things to remember:

- The program's cycling season is June 1 through Sept. 30. During this period, we may call an
“evant.” which means the switch to oycle your cooling system will be activated. The EasyCool
device is only activated on select summer weekdays, Whan it is activated, your air conditioner will
still operate, but for about half as long. while allowing the fan to circulate already cooled air.

«  Thase cycling events are limitad to weakdays (no weekends or holidays) during times when
electricity demand is at its highest - typically for two - four hours between 2 and & p.m.

+  You are permitted to “opt-out” of twa events per season and still retain the $40 annual incentive.

- Event notifications are posted on the Energy Smart EzsyCool Program website and on our
Facebook and Twitter pages. Typically, notifications are posted the day of 2 cycling event.

If you have 3 question sbout the program, please call the number lizted below. Thanks agzin for
participating in the Energy Smart EasyCool Program.

Sinceraly,

Your Energy Smart EazyCool Program Team

p.s. Don't forget to tell your family and friends about the Energy Smart EasyCocl Program. For more
information on saving energy. visit energysmartnola.com or call us at 504-229-6868.

Enangy Smirt b comprohatishe enargy scen) prog=m develoned Ty e hew Doiesns Ofy Councl and sdmenisiomd by Entergy Now Deears, LLC S200E Ertergy Sevicas, |ne Al Bighs Resssad
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EasyCool Landlord Authorization Form

Energy Smart Residential Energy Efficiency Programs

Energy Smart EasyCool Landlord / Owner's Acknowledgement

Customer Mame:

Landlord/ Owner Mame:

Property Address:

P

City: ZIP:

Contzct Phone Mumber:

Contact Email Address:

As the landlordfowner of the rental property listed abeove, | understand:

- Criargy Smart or its authorized representative will install Cnergy Smart CasyCool eguipment on all air conditioning
unit{s) or heat pumpls) serving the property identified sbave.

» There are no fees to participate.

« Tenants will receive £40 for participation at the end of each year.

+ | agree to notify new tenants of their participation in the program and that their participation isvoluntary.

- [ may contact the Energy Smart EasyCool Program at 504-729-6868 for guestions or problems related to the device.

+ The landlordfowner or tenant will not be lizble for 2ny damage that has been sustained as a direct result of the
program equipment.

Cwrer/Manager Signature Date

For mare Information about this and other energy aficiency ;
programs, Vit energysmartnola.com, g : ; %, ==
emal! Info@energysmartnola.com or call s04-229-8868 w 0 Sl'nal"[ . S EHEP?};}-’

& Naw Crieznr mgram

Ermery Smartin 2 compes beneiva. sss gy s ficingy propram devaloped by the Hes Drimam Chy Cowncl snd adeivssswsd by Lrsrgy Mew Orlaond, LLC e Dransy Sarvica, boc All Digeis Thamrvad
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Residential Trade Ally Advisory Group Meeting Invitation

&ﬂffm:%mﬁg

QEnterg}ﬁ | — || =

TRADE ALLY EVENT

You're invited to an Energy Smart Trade Ally Advisory Group Meeting

June 20, 2018
4-6p.m.

Urban League of Loulslana
4640 5. Carrollton Ave. Sulte 110
Mew Orleans, LA 7ong

Plzase Join us for the second quarter Residentlal Trade Ally Advisory Group meeting. The purpose of
this meeting Is to share updates for the Energy Smart programs and to discuss your experiences In the

program. We will talk through a variety of toples, with a primary fecus on program measure offerings.
The sasslon will close with time te answer any remalning questions and decument feedback.

This meeting Is avallable to reglstered residentlal trade ally members. Management staff are highly
encouraged to attend.

Agenda:
4 - 4115 p.m. Dinner and Networking

4:15 - 4:30 p.m. Program Updates
£30-6pm.  Questlons and Discusslon

Pleasa RSVP for each attendee via the EventBrite link,

We hope to see your team there.

INVITE
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Residential Trade Ally Newsletter

Energy Smart Spotlight

June 2018

Get to Know Your Spotlight

This Energy Smart monthly newsletter series is exclusively for registered trade allies in
the residential program. Here, we'll share important news, training alerts and valuable
tips to help your business gain the most value from participating in Energy Smart.
Please reach out to your Trade Ally Coordinator, Atom Davis, with any questions or
topic suggestions for upcoming newsletters.

How does new tax law change expensing for
energy efficient improvements?

Tax season is over, hut you'll want to pay atiention
1o this articie. Commercial businesses can
expense the cost of new energy efficient
measures while promoting the purchase of new,
more efficient equipment with this new tax law.
The article also covers other upgrades that can be
expensed or incentivized, including HVAC and
roofing.

' 1 Easy ways to grow your business.

Louisiana Economic Development has many free
services that can help you to find the right ways to
keep growing your business, such as employee
training tools or assistance with patents. Louisiana
Economic Deveiopment allows you to search by
regions within Louisiana and offers classes and
certifications
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Are you a Disadvantaged Business
Enterprise?

Many state and government contracts are
required to do a ceriain percentage of their
business with DBE certified vendors. The
resources availabie io your team as a DBE may
help bring you more business. This website has
what you need te get siaried and check to see if
you're eligibie to regisier under multiple different
types of DBE certfifications. Energy Smart is
available to provide support navigating the
process of obiaining these certifications.

Upcoming Events

Marketing ENERGY STAR® with your Business

June 20, 2018

10:30 a.m. — 12:30 p.m.
Urban League of Louisiana
4640 S. Carrollion Ave.
Suite 110

New Orleans, LA70119

Residential Trade Ally Advisory Group Meeting

June 20, 2018

4-530pm.

Urban League of League of Louisiana
4640 S. Carroliion Ave.

Suite 110

New Orleans, LA 70119

Energ yi@&rﬁ gE'Ims'rgy,
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Commercial Case Study

IR
PEL HUGHES Energy Smart Case Study

OVERVIEW

Pel Hub"iv_“, salo

cal, woman-owned print and direct marketing

P=LHUGHES g company that operates s 45000 square '_, ot facility in New

y Smart partners with ulHuxv- for ;irmna

e — ’ Orleans. Ene
- L t and marketing services, and in 2018 Pel Hughes partnered with
ﬁiuwm" Energy Sm .r‘.ir_ access incenbives to help them upgrade their
20-year-ald, inefficient lighting to LED

Pel Hughes General Manager Tim Levy explained, “The quality
wasn't up to running a printing operation, so LED lighting came to
our attention. The Energy Smart Trade Ally was able to offer different |nqhtux; levels for different areas of our business

ot trusr, whiter lights where we need to measure color accuracy and warmer lights

that have different needs. We g

where there are more people so it neads to be more comtortable”

i RESULTS [ 28 percent
Gross Project Cost: $66,205 .
of project
Energy Smart Incentive: $18,547 cost cove red_
Net Project Cost: $47,658
Estimated Energy Savings: 185,740 kWh/year
Estimated Cost Savings: $16,692 annually
Simple project payback of two years and 11 months. »

7 YoU'll see a 100-year-old machine in here underneath state-of the-art lights. We take the bestof
proven technologies and combine them with new innovation. We use what works.
Tim Levy, Pel Hughes

Energy Smart& = Entergy.

A Brw O esss Progrem
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ENERGY SMART OVERVIEW SN

Energy Smart is available to all Entergy New Orleans electric customers including:
Small Businesses | Non-profit Organizations | Large Commercial and Industrial Facilities | Publicly Funded Institutions

Prescriptive incentives are paid a pre-defined amount - Custom incentives are paid based on the estimated

per unit for certain measures in the following categories: - energy savings, customer size and project type as follows:
« Lighting

«  MVAC.

+  Relrigeration.

«  Commescial Kitchon Equipment.

« $30 per kWh saved for custom lighting projects In
facilities with peak demand »00 kW (large commercial).

+ 332 per kWh saved for custom lighting projects in
facilities with peak demand <100 kW (small commercial).

See prescriptive incentive list at energysmartnola.com, + 332 per kWh zaved for all custom non-lighting projects.

Submit completed application, prescriptive incentive Submit completed application, applicable incentive

0O calculator, one recent Entergy bill, proposal and spec calculator, one recent Entergy bill, proposal and spec
sheets to commercialapps@energysmartnola.com. sheets to commercialapps@energysmartnola.com,

D Contact us to find out if pre-approval is required for Pre-approval is required for all custom projects. Program
your prescriptive project. scheduled inspection site visit occurs.

0 Once approved, implement your project. Once approved, implement your project.
Contact the program team when project is complete, Contact the program team when project is complete.

0 Submit project completion notice signed by the Submit progect completion notice signed by the
customer with any updated documentation customer with any updated documentation.

Program performs post-review and site inspection. Oncs complete, the incentive payment is spproved.

Commercial customers can contact us for a list of Registered Trade Allies who
are trained and experienced in performing energy efficiency upgrades.

CONSULTATIVE ENERGY SERVICES CASHBACK INCENTIVES TRAINING & DEVELOPMENT
— Enecgy Smart can help guide Energy Smart has paid out Energy Smart is committed
P74 projects to increase enecgy more than $81 million to to providing training ._nd
‘ savings and cost-offectivensss. business customers. development to participating
trade ally contractors

For information about this and other Energy Smart programs,
visit energysmartnola.com, email info@energysmartnola.com or call 504-229-6868,

L B
EnergySmart® = Enlergy.

=7 % A New Crlsaas Frogram
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City Business Ad
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Smart © Entergy,

SAVE ENERGY AND MONEY WITH ENERGY SMART.

Technical Assistance | Local Trade Allies | Cash Back Incentives

Call 504-229-6868 or visit energysmartnola.com.
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July Facebook Ad

g Entergy New Orleans e Like Page

R S

Receive $40 after each summer season when you enroll in Energy
Smart’s EasyCool A/C program. Your participation helps lower
electricity demand while keeping your home cool and comfortable.

Earn $40 each year with EasyCool
The Enorgy Smant EasyCool program Reips 0230 the demand on T slectrcal grd
200 Marages the cost of oleciriolly for yOu and your comeuniy.

.
Shan
SAVEINERGTSMAR TNOLA N FOEASTCOOL 9 uﬂ

On 62 Comments 111 Sharwy

& Like B Commemt # Share

August Facebook Ad

g Entergy New Orleans ot Like Page

Socnsired

Receive $40 after each summer season when you enroll in Energy
Smart’s EasyCool A/C program. Your participation helps lower
electricity d d during the 2

Find

Ener W,M

Earn $40 each year with EasyCool.
The Energy Smart EasyCocl Program halpa ease the demand on the elecrical grid
70 manages the cos! of mlecirioty for you &nd your commundy.

SAVE ENERIYSMARTROLA COMJEASYCOOL Sign Up

On 62 Commesns 311 Shares

* Like @ Comemem » Share
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EasyCool July Email
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Join the Energy Smart EasyCool Program and you’ll earn $40
every year.

\When you join the Energy Smart EasyCool Program. you can earn $40 every year while
helping to ensure a continual supply of energy for you and your neighbors.

How the EasyCool Program Works:

We'll come to your home and install an A/C cycling or "smart” switch on
your outdoor air conditioning unit or heat pump system — all for FREE.

e= highest, the EasyCool device may cycle your A/C on and off for shori

~\ | 4 P On select summer weekday afternoons, when electricity demand is at iis
- ’c' “ periods.

You will receive $40 after every summer seascon for participating in the

am program
Find aut if you qualify »

Participation in the Energy Smart EasyCool Frogram is dependent upon Entargy account type and eligibility
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EasyCool Nurture Follow-up Email
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Don't miss out on receiving $40 when you sign up for the
EasyCool Program.

- —— -

Sign up to lower your neighborhood's electricity demand and
get rewarded.

Entergy's Energy Smart EasyCool program is now offering customers a $40 bonus for
their pariicipation each summer ceason. Use that extra money to enjoy the warm summer
weather while keeping your home cool and comiertable. Ready to get started? Find out i

you qualify below.
Find out If you qualify »

Participation in the Enargy Smart EasyCool Program s dependent upon Entergy account type and eligibility.
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July Residential Trade Ally Newsletter

<%

EnergySmart =

s
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Energy Smart Spotlight

July 2018

We can help you co-brand your materials.

From Energy Smart brochures to your most
effective marketing matenal, we can help to
make promoting Energy Smart programs easier.
Qur marketing team continues to update and
create program materials. Newer items include
an updated A/C Tune-up brochure, cobranded
with your logo and the Energy Smart and
Entergy logos.

Four ways to keep your staff safe when it's
hot.

Summer heat in Louisiana can be brutal. and for
workers in attics the femperature could rise to
unsafe levels. Make sure to take precautions
against accidents and injuries for you and your
staff this summer. Be aware that spending
extended periods in the sun or heat can lead to
several heat-related illnesses including heat
rash, heat cramps. heat exhaustion and heat
stroke.
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August Residential Trade Ally Newsletter

EnergySmart *

[
= Enlergy

Energy Smart Spotlight

August 2018

We hope that the new Trade Ally Porial system is working well for you. Please email
Atom Davis, Trade Ally Liaison, with any questions. Remember fo check regularly for
new assignments and write notes and feedback for assigned customers on your list.

Energy Efficiency Is a Priority For New
Orleans.

In June, the U.S. Conference of Mayors met for
their 86th Annual Conference in Boston. Among
other topics, they discussed energy efficiency
and the role that they played in meeting the
goals of the Paris Agreement.

Training Opportunities With Johnstone
University.

Johnstone Supply is offering several training
opportunities that are relevant to energy
efficiency contractors in the next few weeks.

Share Your Thoughts.

1. Do you currently pariner with companies outside of the Energy Smart program?

2. Do you currently provide service to customers outside of Orleans Parish? |f yes,

where?
Take our survey p
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September Residential Trade Ally Newsletter

September 2018

QOur new Energy Smart website is now live. We built a new website to better serve our
customers and you, the programs’ frade allies. Please email Atom Davis. Trade Ally
Liaison. with any questions.

Quarterly Budget Update - Program
Roadmap

The year is moving quickly and we
appreciate all the work the Energy Smart
trade aliies have put into making the
programs successful In the third quarter,
we have several programs that are close
1o goal for the year. These include the
Income Qualified Weatherization for
Algiers and Multifamily and A/C Tune-Up
for New Orleans.

Don't Mizs These New Trainings

QOctober offers many opportunities to
attend trainings. Some of these trainings
are ongoing and occur every month Take
some fime to investigate which trainings
offer new insights for your customers and
fit into your busy schedule

Share Your Thoughts

1 How much of your current work is performed in Orleans parish?
2. How much do you currently spend per bucket of mastic?

3. How much do you currentiy spend on air sealing foam?

Take our survey b
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October Residential Trade Ally Newsletter
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October 2018

Energy Efficiency Creates the Most
Jobs in the Energy Industry

It's an exciting time to ba working in
energy efficiency. The energy efficiency
sectoris No. 1 in job growth in the
industry, which alsc includes the fossii fuel
industry. In Louisians, 13 percent of al!
jobs in the energy sector are in the energy
ciency indusiry. This means that as
trade afies of the Energy Smart program
you're the experts in this growing industry.

A Fall Full of Trainings

November offers many ooportunities to
attend trainings. Some of these sessions

are ongoing and occur every month. Take

some fime to investigate which trainings
offer new insignts for your customers and
fit into your busy schedule.

Safety Tip: Protect Yourself From
Unnecessary Blame

In the day-to-day grind. we can easily
forget about documenting everything
about a home. Being blamed for 2 pre-
existing issue is sure to sfow business,
cost monay and cause headaches. Here
are a few tips on how to avoid these
conflicts

Share Your Thoughts

1. Do you charge assigned customers for services in the Energy Smart program beyond
the rebate amount?

2. How many employees currently need ceriifications or re-certfications?

3. if they need to racertify, when do your certifications expire?

4. Do your empioyaes currently drive vehicles with your company loge on them?

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

Upcoming Events and Trainings

Green Professional
Building Skills Training:
Operations and
Maintenance Essentials
Nov. 1-2

Sam -5pm

Uroan League of Louisiana
4540 €. Camoliton Ave., Suite 110

Getting to "Yes" on the First Visitto New Odeans, LA 70118

the Job Site
Following up on the report sbout

MNov. 15 the city of New Orlaans working
toward a nicher community of

£2.m = 5 "3
energy efficency and sustainability.

Oniine Webinar Energy Smar is partnering with
Uroan League of Louisiana to offer

This webinar is designed to teach you sbout a GFRO iraining course. The cost

is $245, 3 specizl price for Energy
Smart Trade Allies. This course will
cover large multifamily anc
commercial building operations and
maintenance, and will end with the
certification exam for the GPRO
Coerstons & Maintenance

1. Technology for business cperations and
management purpeses

2. Your customer's decision-making process

3. What it takes to have loyal and satisfied
cusiomers

4. How to increase cient referrals

5. Consultative sales techniguas

VP »

zvSmart{f’ ‘ gEnte@y,

© AN Oxieans Pregiam

For more informaion about this and other energy efficency programe, vislt energysmarinois.com,
emad INfo@energysmarinola.com or call 504-229-6368.

Enargy Smart TprehanEive anory program daveiopad by e Now Oriaans Cy Councl and
admirisiarad by Entargy New Oriaans, L Entorgy Sendoes, LLC AY Rights Riscen
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December Residential Trade Ally Newsletter
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December 2018
Five Ways to Prepare for 2019

Aswe wr3p up a successful year we want to take
some fime to first thank you for your partriership and
hard work promoting Ensrgy Smant Looking 3hezd, we
have savera! ways to make sure that 2010 brings more
Success 10 you, your company and the Energy Smart
offerings.

A New Year of Trainings

If you missed any of the training cppoaunities in 2018,
we have many more coming in January and February,
Some of these frainings are ongosng and coour every

month. Take some time 1o investigats which frainings

offer new insights for your customers ang fit into your

busy schedule.

Upcoming Events and Trainings

SELACACI January
Heatload Workshop

Jan. 2

8 p.m.

Delgado Community College's
Jeffarson Campus

" 5200 Blair Dr., Building B, Room 2
Metairie, LA 70001

EPA 608 Review Course and Test

Session These monthly workshops offer
trainings specific for HVAC
Dec. 27
contractors to learn more about
Tam.-3pm heatload sofiware, improve
calcutation and problem-solving
The Barber Training Center skills. This is 3 fre= evani that
5530 Poweli St. cccurs the first Wednesday of every
Harshan, LA 70123 menth.

This class i designed to bs 3 review for technicians RSVP »
preparing to 13xe the EPA G808 exam. Avaiiable on
the same day are sessions to take the course and

the tast (3180 or only take the tast (385). This
review course and test session is $185.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8
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July Bill Insert

Be Energy Smart about your energy bill.

Sign up for the free Home Performance with ENERGY STAR* program
and you'll be eligible for rebates and incentives. It's easy to participate.
Just follow these steps to savings:

I Scheduls an assessmant gt free products ard croate a plan for snergy afcient upgrades

2. Chosse » participating trade sy

3. Goplers the aveilelve Cnergy Semart rebstas

4 Lot the Uade bty inatall the upgrades
5

Watch for lower unergy usage on your moeithly utity bils

What are the benefits of using energy-efficient light bulbs?

Did you know ENERGY STAR® LED light bulbs save you more meney and energy and cause less pollution?
Here are their benehits vs. traditional incandescent bulbs:

Baned an 3 hauriMey of caage sned an dertre 2y rate of NL/AWH

rrim emergrie goe

Energy Smart offers Incentives and rebates when you upgrade to energy-officient lighting.

uit energysmartnola.com or call 504-229-6868 to hind a part

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 127



EnergySmart=

A New Drleans Program

EasyCool Post Card Mailer

R

The road to $40 is easy saat? B ==
Tt oty St KeigTool Programinios SAgr Now ONON et iod St btocs o
macage Ngher srargy demand o the varmmer, A 24 coll 48 ywu oo Ciem | & Semp s

o Cychong vetih 4 ostaftonl sos punee Pimmers dnrliboow AJC wed oo e
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Need a sign?

Find your way to sa\ilﬁgs

Energy Smart can help you find savings
and an extra $40 every year.

Enroll in EasyCool today

Lol $0a 22986040 - vk o-w
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September Bill Insert
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EnergySmart Entergy,

Need a sign?
Find your way to savings.

Energy Smart can help you find savings, rebates,
in-store discounts and an extra $40 every year.

f 7gy'S is h VO BOargy Hici. program davek d by the New Orieans City Council and
admisistersd by Entrey Naw Orleans, LLC. £2018 Entergy Services. Inc. All Rights Roserved - E-091803.

'] . . .
You’re on your way to savings. The savings continue at
.
Why enroll in the EasyCool Program? your Iocal reta 1 I er.
-Savings: Receive 340 follawing every summer you participate When you purchase an ENERGY STAR® qualified product, you are
- Easze: Energy Smart installs the cycling switch for free; no appointment js eligible for rebates and incentives.

required if your 4/C unit or heat pump is accessible. 450 Rebata on ENERGY STAR Qualified Wi Alc.

+ Quality: You are helping manage energy neads during high-demand periods,

which are called “events”. $50 Rebate on ENERGY STAR Qualified Refrigerators.
+ Optiens: During the summer seasan, you can opt out of twa “events” and still Instant rebates available on ENERGY STAR Quaslified Lighting.
S8 nllivi S o mscwnrtimn. 4400 Rebate on ENERGY STAR Qualified Water Heater.
Visit save.energysmartnola.info/easycool or call 504-229-6868 $300 Rebate an ENERGY STAR Qualified Poal Pump,

to enroll in EasyCool.
______ v
A=/ A/ Q&)

Energ _i-‘Smarot:‘%. gE’J’it‘e'i;gg‘){

A gw rieans Frogr
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EasyCool Switch Sticker

ATTENTION.

Do not remove or disconnect this device.
If vou have any questions regarding the
Energy Smart EasyCool Program, pleass
call 504-229-4848,

.............

EasyCool Video
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Retail Lighting Shelf Sticker

Smart reasons to
make the LED switch.

These LED bulbs:

+ Use up o B5% less electricity.”
« Last up to 25 years.
« Come with an instant Energy Smart discount.

Smart ' %Euh s

* Whan compared to mcandescent buibs

Appliance Rebates Box Sticker

$50

rebate available for
residents of Orleans Parish

Smart® | = Enfergy

Yizit energysmartnala.com or call
504-239-8868 for more information.
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Biz New Orleans Ad
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EnergySmart= Entergy.
= % ANew Orleans Program

SAVE ENERGY AND MONEY WITH ENERGY SMART.

Technical Assistance | Local Trade Allies | Cash Back Incentives

g
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Business Leave Behind

Since 2010, Energy Smart has provided over

]6 MILLION 70,000 130 million
s> DOLLARS = New Orleans kWh
in incentives HOMES & BUSINESSES el i

WW&WMM&.W\YW

CONTROLS KITCHEN MANAGEMENT

)

Visit energysmartnola.com for more information and to find a trade ally.

l
LL'GHYING AND COHM‘RCIALJ PC POWER

Energ ySmarté

A New Orleans Program

. We participated in the Energy Smart Program in 20m and 2012, and then again in 2002
We have been very happy with how user-friendly it has been. Everyone that we have
dealt with has been extremely knowledgeable and helpful.

—Patrick Maher, Jazz Casino Company (Harrah's Casino)

PROJECT EXAMPLES
Harrah's Casino City Donuts

Garage Lighting Upgrade Project Type Restawrant Lighting Upgrade
$48,339 Gross Project Cost $3,000
$45,788 Enorgy Smart Incentive $4,052
$2,552 Not Project Cost 968

457579 AWl ‘WSM" 53,602 Wk
$44,414 Estimated Cost Savings $3,360

ARE YOU READY TO GET ENERGY SMART?
For information about this and other Energy Smart programs,
visit energysmartnola.com, email info@energysmartnola.com or call 504-229-6868.

Energ ySmartQ nlergy

A New Orleans Program
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Website Screen Shots

Entergy. 504-229-6243

Sman’™ ’hmm 504-229-6968

e

Residents

R e T T
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= Entergy,

Wiy Choose Eneegy Sman? B -

Ow-vv

140,000 Lt
P — ...n. =L %

St s v b - o’ o} S g —

Buniness customens who complete custom progects batore Decamber 31, 2018
are ehgble for Increased incentives
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C&l Customer E-blast

o
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Iimportant Announcements

Cuslom Project Incentive Bomus:

For i beraled s only, Ersegy Sman m ofaning moisised noontnee on commesoal
curstom piogocts CusSom propcts wrstaiied by Dec 41 will Paconm an acabonal

50 WA

- » Small Cormmencial curiom noenves increased fiom S0 120604 1o $0.15%Wh
= Lams Commercal curiom Sghting incrassed from 501044 io $0.130Wn
= Leme Commartal custeen non-ignting increased frem 50 1280 1o $0.15%4Wh

e Last quacder of 2018, Enscoy Smiar] has hwo Important anaouncaments o6

= CUEIom DOMUE CECUABIIT BIE BvRilalis §1 ENengyIMannola combusnETaat

= Bonua sigiis for new projects neceivad on of afier Seot 17
HVAC and Heat Pumg Incentives incroass = Progact musi be fully instades and soaratenal with the Prosecr Compvation Netos submitted
o AT Unt INCAnsves INCHoased from S10-520%0 1 $E6100 CroAs 8l CAPACIIes by O 31
o Heat pump mcontives incraased Som $10-82810n to $7110n actoss al = Bonus Emited o a fret-coma, firsi-sersed Dasts unil Dec. 31 or untl funds are eheushed
capacities. = Applcation submittal does not guaranies Londs
o Submit o compivted Emgrgy Smant Commurogl Appication, prescrpbive calouiater = Bonus will e 0 10 T recpe! of N incentve check
0ne recend Endergy bl and spec sheots Yo (oremeecishinos Senardamargiy. com
If estrnated incentive 13 Jess than 35,000, pre-aporovel i not required "W oge tht Ihess changes wil Feip New Cileans commencial contomesy leke sdsarage of
EVEN PRGN BRANTy SEVRE

Thank you
Tne Energy Smart Frogram

opprght © 2018 Enmgy Sman &4 rghs imaervma
Energy Serant i 4 corrpast rreg program sevelopel by B Hew Cniears Gy G
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Retro-commissioning Overview & Opportunity Assessment

N
\
N

P

v

ENERGY SMART
RETRO-COMMISSIONING PROGRAM

Buildings need regular maintenance checks and tune-ups in order to maintain optimal efficiency, Energy Smart connects
facility owners and managers with experts and provides financlal incentives to ensure that their bulldings and the
equipment within it are in peak operating conditions for prime energy savings,

Energy Smart's Retro-cammissioning program helps large commercial and industrial customers save a significant amount of
energy and produce paybacks of less than two years with the help of incentives. Through retro-commissioning (RCx), you
con manage energy use more effectively, increase tenant comfort and catch small maintenance needs before they become

costly repairs.

nmu»mmammu-
i e

,'mmmwpmwwh
‘mmmmasaemm
-nc-:swyuwtmwd\m :

- recommencations to changes in your systems,
.;mmludmumhdb
=me&mm

‘.mawmchmnevsmm
*quua.dnsnmd then cantact the RSP of

meﬁdah;qwqudnnlh-mun
| prosess o call us at 504-229-68¢

Annual Energy Savings
+

Energy Smart Incentives

THAN TWD YEAS

Custoenaer
Selects Measures
to lnntall

Study &

Install

Energy-Saving
Measures

Verification

5
= K7
EnergySmart *

A dirw Orimass Program
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ENERGY SMART

\ RETRO-COMMISSIONING PROGRAM

The Energy Smart Retro-Commissioning Program is available to
Large Commercial and Industrial Entergy New Orleans electric customers,
including publicly funded institutions.

TERMINOLOGY
RSP: A Retro-commissioning Service o — — - - — =
Provider is a specialized Energy | INCENTIVE PHASE INCENTIVE RATE
Smart Trade Ally who is qulliﬁﬂd to Approved HCx Study snd Workisook 50 parcent of study cot’
assist customers through the RCx |
process. | Virification ol Inplemanted Sevings o0/ wWh
Opportunity Assessment: A set

of screening questions designed to
determine well-qualified candidates
for RCx,

Enrollment Application: A form
that when completed and approved,
admits a customer into the
Retro-commissioning Program and
allows the RSP to conduct a study.

Study: A comprehensive audit that
inspects, assesses and analyzes
energy usage. The study identifies
and provides savings and cost
analysis of low-cost RCx measures.

Measure Selection Form: A form
detailing a set of recommendad
measures to be implemented.,

For information about this and other Energy Smart programs,
visit energysmartnola.com, email info@energysmartnola.com or call 504-229-6868.

)
Energ ySmart* == Enlergy.

A New Orleans Program
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RETRO-COMMISSIONING PROGRAM

OPPORTUNITY ASSESSMENT

Mark your selection with a check mark. Select cne answar per question unless otherwise instructed

SOMPANY INFORMATION

Company Name:

Facility Address:

Company Contact Name:

Company Contact Title:

Company Contact Phone Number:

Company Contact Email:

NERGY INFORMATH
v Wlul is I:ho total .nmul kWhs used
by the facility?

2, What is the average electric intensity
of the facility (kWh/Sq. £.4)?

3. What percentage of the utility
budget is:
Electricity

Natural Gas
Steam
Other

4. What is the estimated percent use
reduction that you hope to achieve?

Electricity

Natural Gas
Steam
Other

d
Enerc Smart-

A New Orlaans Program

I PARAMETER

5. What is the building type:

1 Office. 7 Education
1 Industrial 71 Warehouse
71 Faith-Based. 1 Lodging
1 Food Service 7 Service

1 Health Care 71 Other

1 Publicly Funded.

6. What is the square footage of the
facility?

7. What is the percentage of the facility
that is:

Heated
Alr Conditioned

8. What is the number of floors in the
facility (inchuding those below grade)?

9. How old is your facility or what year
was your facility built?

10. What are the annual hours of
opoeration of the facility?

1. What is the fuel source for the

heating of domestic water?

1 Electric 1 Steam.
1 Natural Gas. 1 Other.
12. What is the fuel source for the

building heat?
1 Electric. 1 Steam
1 Notural Gas. M Other.

13. What are the measures that will be
investigated as part of your project?
Chock all that apply.

Air Handler Optimization,

Chiller Optimization,

Compressed Air Optimization.
Lighting Sensor/Controls Optimization
Pump and Motor Savings.

Industrial Processes

Domestic Watar Heating Systems

OO0O00000A0

Building Cantrols

PPORTUNITY SCRES
14. How would you dn:dboywr current
enargy policy?
1 Wa don't have an energy policy.
1 Wae have an energy policy but it lacks
gonls or processes for mesting them
1 We have an anergy policy that

includes goals and processes for
mesting them,

15. What is your current approach to
analyzing your energy bill to track
cost and usage?

1 Enecgy use and cost metrics sre
not tracked

1 Energy use is tracked and may be
reviewed regularly.

[ Energy costs are tracked and may be
reviewed regularly.

71 Both energy use and costs are tracked
and reviewed at least annually,

16. What level of funding is your
management willing to commit to
energy saving recommissioning

projects?
1 There is no funding available.

[ Less than $5,000 per year
M Less than $10,000 per year
1 Ovar $10,000 per year,

17. What documentation is currently
available (blue prints, balance reports,
sequence of operations schedules,
otc.)?

M No documentation is available

[ Some documentation, but it is
not complete,

1 All documentation is available and it is
up-to-date

18. Which type of ventilation distribution
is most common in your facility?

1 Constant Volume Yarnable Air
Volume

M Volume Variable Air Volume with
Occupancy Sensor.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8
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OPPORTUNITY ASSESSMENT - CONT.

EﬂergySmart?

A New Drleans Program

OPFPORTUNITY SCREENING - CONT

19. Which type of air handling unit is
most common in your facility?

1 Unit Vents,
1 Make-up Air Units,
1 Rooftap Units,

1 Air Handling Units.

M Rooftop Unit or Air Handling Unit
with Heat.

M Recovery.
20. Which type of economizer is most
common in your facility?
1 No Econamizer,
1 Water-side Economizer.
M Air-side Economizer
21 Which type of heating systom is
most common in your facility?
1 District Staam Heating.

1 Steam Boilers Direct.fire Roof Top
Unit.

1 Hot Water Bollars.
1 Condensing Hot Water Boilers,
22. Which type of cooling systom is
most common in your facility?
1 Ne Cogling or District Cooling,
[ Packaged Diract Expanaion Units.

1 Custom Air Handling Units
Air Cooled Chiller Water
Cooled Chiller,

Visit energysmartnola.com, email info@energysmartnola.com or call 504-229-6868.

23, How would you describe your
current controls for your lighting
systoms?

1 This facility’s lighting system has
baan recently upgraded and
is controfled by the facility's
Emergency Management System or
other control system,

1 The majority of the facility’s
lighting system has not been
upgraded within the past three yoars
bu( itis contvolbd by the facility’s

A.c.

tyt(.m or oum cowd syﬂom

1 This facility’s lighting system has
been recently upgraded but itis
manually controlled by stafi,

1 The majority of the facility's
lighting system has not been
upgraded within the past theee yoars
and no controls ate present.

24. What level of building controls is
currently in use?

M Central plant only.

1 Central plant and air handling units,
roof top units, etc.

11 All aquipmant including zone level,

1 All equipment including zone level
and lighting.

Contact Us

¥ 3
25. What type of building controls are
currently in use?
M1 Local controliers or allp at
controls.

1 Dwect Digital Control with
poeumatic actuation.

71 Diract Digital Control with digital
actuntion.
26, What type of building schoduling is
currently in use?
1 Scheduled to match occupancy with
optimum start programs In place.
1 Scheduled to match cccupancy with
preset warm-up time.
1 No scheduling program exists.
27. What type of trending data is
currently available?
1 No trending data available.
11 Trending data is available but not set
up to trend specific points.
1 A majority of points are trended with
look-back capabilities.

EnergySmar#

New Orleans Program
Lnargy Smart is o comprehensive energy officioncy progrsm devedopod by the New Orleans City Council
anicd wcdminiatonedd by Erdongy Now Orloanos, LLC. @008 Entergy Servicns, Ine. Al Hights Resserved
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Retro-Commissioning Service Provider List

ENERGY SMART
RETRO-COMMISSIONING PROGRAM:

SERVICE PROVIDER LIST

The following is a listing of pre-qualified service providers approved to participate in the Energy Smart RCx offering:

Company Name | Contact Name | Phone Number | Email Website

Automated Control Solutions 1 Paul Reuter Jr. 504-210-1096 | prjr@acscompanies.com WWW.acscompanies.com
Flick Engineering Professionals Lorey Flick 504-858-2854 | lorey@flickeng.com www.flickeng.com

|
Siemens Industry Inc. ‘ Mitchell Mendis | 504-201-3504 | mitchell.mendis@siemens.com www.siemens.com

‘ ‘

Thompson Building

Energy Solutions John Thompson | 225-931-5453 | jchn@thompsonbes.com www.thompson-bes.com

Trane Gulf South i Paul Adkins [225-445-7172 | pauLadkins@irco.com www.tranegulfsouth.com

For information about this and other Energy Smart programs,
visit energysmartnola.com, email info@energysmartnola.com or call 504-229-6868.

e

Entergy,

EnergySmart»

“ A New Orleans Program

fu
4 £,
—
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Custom Incentive Bonus Half Sheet

ENERGY SMART IS OFFERING INCREASED
INCENTIVES ON CUSTOM PROJECTS

Custom projects installed by Dec. 31 will receive an additional $0.03/kWh.
$ Small Commercial custom incentives increased from $032/kWh to $015/kWh.
$ Large Commercial custom lighting increased from $010/kWh to $013/kWh,
$ Large Commercial custom nonlighting increased from $0a2/kWh to $015/kWh

Additional details regarding the custom incentive bonus include
« All standard requidrements listed on the Energy Smart Commercial Application apply
« Bonuss eligible for new projects received on or after Sept. 17,
« Project must be fully installed and operational with the Project Completion Notice subunitted by Dec. 3t
« Bonus limited to a fist-come, first-served basis until Dec. 31 or until funds are exhausted.
« Application submittal does not guarantes bonus.
« Bonus will be paid to the recipient of the incentive check

ARE YOU READY TO GET ENERGY SMART?
For information about Energy Smart programs and to find a participating trade ally,
visit energysmartnola.com, email om or call 504-229-6868,

Energyirpgré gEntergy,

CUSTOM INCENTIVE BONUS
POTENTIAL PROJECT EXAMPLES
Small Commercial custom project:
100,000 kWh saved 100,000 kWh Total
x $02 (standard incantive) + x 4005 (bonus)  Incentive
$12,000 $3000  $15000
Large Commercial custom lighting project:
250,000 kWh saved 250,000 kWh Total
x 300 (standard incentive) +- x 30,03 (bonus) 5 Incentive .
425,000 7500 $32.500

ARE YOU READY TO GET ENERGY SMART?
For information about Energy Smart programs and to find a participating trade ally,
visit energysmartnola.com, small info@energysmartnola.com or call 504-229-6868.

=
Energ y"S"@’ng_t? = Entergy,
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Facebook Ad Kit
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LED Promotional Retail Handout
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is 15 times longer than traditional incandescent bulbs.
Participating retailers include:

Algiers
« Dollar Tree (General De Gaulle Dr.)
« Walmart (Behrman PL.)

Eastbank

Dollar Tree (Donna Villa Shopping Center)
Dollar Tree (Gentilly Retail Center)
Dollar Tree (Morrison)

Dollar Tree (Navarre)

Dollar Tree (Tulane/Carrollton)
Home Depot (Bullard)

Home Depot (Central)

The Green Project

+ Walmart (Bullard)

« Walmart (Chef Menteur)

« Walmart (Tchoupitoulas)

ENERGY SMART DISCOUNTED LED LIGHT BULBS
Entergy New Orleans residential customers can purchase ENERGY STAR® LED light bulbs with instant
discounts at participating Energy Smart retailers. LED light bulbs can last for up to 25,000 hours, which

For more information about Energy Smart programs and a current list of retailers,

visit energysmartnola.com or call 504-229-6868.

Hew Ordnans

corcl s adantered by Evirgs New Orednt LLC. EnergySmart Q_ gEnte:gy_
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EasyCool End of Season Letter

Enetgy.s:nart* I ’Ewagy
info@energysmartnolacom

<Date»

<Addressee’s Name »
<Street Mailing Address»
«City», «States «Postal Coder

Dear <Addressee’s Name>,

Thanks for your participation in the Energy Smart EasyCool Program, which makes an important
contribution to reducing energy demand, benefiting the environment and keeping electric costs
more affordable.

Your electric bill is calculated, in part, from two basic components - the electrical requirements of
each appliance in your home (watts) and the length of time you use the appliances (hours). During
the summer, both components reach their highest demand, called peak demand. And since air
cenditioning and heating units typically are the biggest enargy users in any home, Entergy New
Orleans offers the EasyCool Program to ease those peak demand costs when temperatures are at
their most extreme.

We work hard to provide you with safe, affordable and reliable service. To thank you for
helping use energy wisaly, we're enclosing this $40 check for your participation in the 2018
cooling season.

If you have a question about the program, pl call the number listed below. We also would
appreciate it if you would visit energysmart.easycool.energysmartfeedback.com to take a
short survey that will help us improve our programs and services. Thanks again for participating
in the Energy Smart EasyCool Program,

Sincerely,

Your Energy Smart EasyCool Program Team

P.S. Dan't forget to tell your family and friends about Energy Smart EasyCool Program. To learn
more ways to save energy and money, visit energysmartnola.com or call us at 504-229-6868.

Loy St w0 mmprahenmne svwrgy sfstancy jesgan Jesebiged by th Mew Urviars Ctp Caamas ond adv matered by Entargy Now O leert LLL 87000 §ivder v Saw svinn, LLE M Bt Basarnal
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EasyCool November Email

L3
Energ _vSmarf& = Entergy,

A New Orleans Program

Join your Energy Smart neighbors who already earned their
$40 from the EasyCool Program.

When you join the Energy Smart EasyCool Program, you can earn 340 after every
summer season while helping to ensure a conbnual supoly of energy for you and your

naighbors.

Find your way
to sa\);inis.w

| ]

How the EasyCool Program Works:

We'lt come to your home and install an A/C cycling or "smant” swiich on
your outdoor sir conditionsng unit™ or heat pump system — zll for FREE

-~ ” On select summer weekday afterncans, when electricity demand is 2t ts
-O- highest, the EasyCool device may cycle your A/C on and off for shont
T s,

You will receive 340 after every summer sesson for panticioating in
EasyCoal starting in 2018

Start your savings by cacking below. For mere snformabon visit energysmartnola.com or

call 504-229-6868
Encall in ExsyCool »

“Partopaean in the Eneegy Smard ExsyCoal Program s depeasent woon Emeegy sccoant type anc efigbiltly,

Window A/C umis= are rat elgible
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EasyCool November Nurture Email

EnergySmart* Q /

A Mww Orbesmn Frogoam

Don't miss out on receiving $40 when you sign-up for the 2019
EasyCool Program.

Sign-up to help lower your neighborhood's electricity demand
and get rewarded.

Entergy's Sm /Cool program = now offering customars 3 $40 bonus for
their participation in the 2019 summer season and every season aftar that.

Ready to get started? Enroll in the EasyCool program below.

Panticpasan in the Energy Sman EasyCool Program s depentent upon Emergy accodnt fype s eligibility
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Home Energy Savings Kit Business Reply Mailer

SR
NoCrssanyY
4 waatn
foy
CNTED STATY

[BUSINESS REPLY MAIL] —m

-

ENERCY SMART PROCGRAM
524 CLMWOOD PARX BLVD. #140
NEW ORLEANS LA 701239905

et P DR e

®, .

RECEIVING
YOUR
FREE
ENERGY

Smart’™

EFFICIENCY
KIT IS EASY

Vs e ot T pertoration aoc place n 2" K and ere
infoiereprumartnala com
Heor veudslve whie A Lebvar)
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Home Energy Savings Kit Label

Energy Smart
Energy Saver Kit

Install today to save today.

reroygmar | S Entegy,

Ready to get Energy Smart?
Visit energysmartnola.com

Energy Smarf;-
Energy Saver Kit; *
e

J LED light bulbs

LED Bight bulb
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Home Energy Savings Kit Product Guide
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Light-emitting diodes, or LEDs, are another great energy
saving hight source. These bulbs can last for up to 25000
hours, 15 times longer than incandescents. Standard
Incandesconts uae up to 80 percont more onergy than

Energy Smart holps conserve the amount of energy (from energy-efficent LED ight bulbs.

eloctricity and water) wo use ol home and at businessos

throughout our communities. The small amounts saved

add up quickly, as well as help the envronment. You can

start saving immediately with these complimentary fems

in your Energy Smart Energy Saver Kt P e WATER-SAVING
SHOWERHEAD

Congratulations

You tock the first step on your energy eficiency journoy with the
Eneqgy Smart Energy Saver Kit Program. You've cut down on your A water-saving showerhead can save energy by using up
energy une and started lowering your energy coats. So why stop now? to 75 percent loss water than most standerd showerheads
Call 504-229-6868 (0 schedulo your msessment It provides » powerful, low rate regerdless of water
pressure and halps reduce water use in a big way.

Questions?
For more information, vislt energysmartnola.com, coll 504-329-6868 w
or ama/l Info@energysmartnola.com. ‘

And make sure Lo toll your flends and family that are Entergy

MNew Orleans customers about these energy-saving options

These aerators can be installed on most kitchen and
bathroom sink faucets in order lo save water and
enorgy. Thay produce powerful stroams of water at o
reduced flow rate, regardless of aveilable water

Euw'&:ySmaItQ %Enle'gy‘ pressure. Plus, there's an additiona! bonus: less
-~ A B Ovimats Magras

energy i required to heat hot water
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EasyCool December Business Reply Card Mailer

gI"Jmnv;.vy,

Smart™
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ENERGY SMART CAN HELP
YOU FIND SAVINGS AND AN
340 EVERY YEAR
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ENERCY SMART PROGRAM
524 ELMWOOD PARK BLVD, #140
ARere R NEW ORLEANS LA 70123-9905
- -
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Residential Offerings Step-by-Step Guide

Energy Smart Step-By-Step Guide

More Opportunities to Save

In-Store Lighting Discount:
« Visit energysmartnoiace
Central A/C Replacement - Lp Lo §50 1 it be loss than an effective r v

« An AHRI certificat ¢t oll the party

nt be
« New ut

rebates

Caentral A/C Tune-Up Up:
« All Entergy New Otlea

* Systen must be ot leatt 1 yoar old

Home Air Sealing

nit must be
« Gas heated hoo

« The

« Bebstes 4 8
replacing any mec

« The same A/C syste

2 years have slapsed

- L
nKeuva

ENERGY STAR pool pumps

« $300 Mailin Resale

ENERGY STAR window A/C Units

» $50 Mail in Robate
ENERGY STAR refrigerators ENERGY STAR heat pump water hoaters

* $400 Mail-In Rebate.

- eyl
sy

Entergy Now Orleans service territor
p for Energy g

anergy usage durir the and of eac! MM 582300 YO

w installed by an Energy Smart techn

covice the free switch

we to

Tradde Ally to work with you o

$OF Arelniar where yo a
11t energysmartnola.com

o emorgy vie
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Energy Smart Step-By-Step Guide

During the Assessment

Home Performance wuth ENERGY STAR*‘

mu Porformance with ENERGY STAR Program, ye tocoive o free Home Energy Assessment
. to ? 5 than fo

.Q Low-Flow Showerheads

Hot Water Dupo Insulation

c Low-Flow Bathroom Aerators

» Usually a follow-up measure installed at a later date Low-Flow Kitchen Aerators
Programmable Thermostats e ot heated aress on

+ Eloctric hoatod systems onl ucet types cann
« Multifamily
slly & followup o

Smart Power Strips

For more information about this and other energy efficiency
programs, visit energysmartnola.com,
email info@energysmartnola.com or call 504-229-6868.
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Energy Efficiency Month Flyer
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A Mew Ocleant Program

+ Schedule a Home Performance with ENERGY
STAR® energy assessment to learn ways to

save in your own home.

View your free Energy Smart Scorecard online
to pat enargy-saving tips and learn how your
enargy usage fluctuates with the weather.

Improve your cooling with an A/C tune-up and
an instant rebate of up to $150

Ask if your school is participating in Energy
Smart for Kids, an in-class program designed
to teach students about energy efliciency.

Find out if you qualify for an energy advisor
Lo assess ylhl_ll 'n_\n\u_- [(ju' ’uak‘, ._ll'l)llﬂl,l l_ll)Ul S,
windows, ducts and more.

For more information about these
Energy Smart programs,

visit energysmartnola.com or
call 504-229-6868.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8

EnergySmart®

Begin saving today with these easy tips:

. (_‘J\.\ugu your HVAC air liller every three
months to keep your system working efficiently.

« Turn off lights and fans when they'ra not in use.
» Use a smart power stup for your electromics.,
= Wash your clothes in cold water.

+ Turn off the water when you're not using it.

+ Use a low-flow showerhead to save water,

« Install and set 5 programmable or smart
thermostal for your home.

A
R

‘l"

L)
© ANew Orlsans Frogram mbhleigy.
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A New Drleans Program

Learn More About ENERGY STAR®

WHY CHOOSE ENERGY STAR?

It's truly the smart selection. The ENERGY STAR label means higher quality, better performance and more
energy savings. By choosing ENERGY STAR, you're not just saving on energy and costs, you're doing your part for
the environment. It's top rated and saves money. ENERGY STAR-qualified lighting solutions and appliances are

easy ways to lower your energy bills for years to come. Plus, you can receive instant or mail-in rebates to offset
the initial cost with Energy Smart.

2 LIGHTING STATS

+ ENERGY STAR LEDs use only a quarter of the energy standard incandescent light bulbs
consume and last up to 25 times longer,

+ On average, upgrades save up to $55 each year.

+ You'll receive a discounted price from the manufacturer at participating Energy Smart
retailers.

POOL PUMP STATS

+ ENERGY STAR poal pumps run quietly and keep filter systems running longer.
+ On average, an upgrade saves over $300 each year.

*+ You can receive a $300 rebate on qualifying pool pumps from Energy Smart.

HEAT PUMP WATER HEATER STATS

+ ENERGY STAR heat pump water heaters transfer heat from the surrounding sir to heat the
water. If the air is too cold, it uses a heating element to heat the water instead.

« Over the lifespan of the water heater, you can save up to $3.500.

+ You can receive a $400 rebate on qualifying heat pump water heaters from Energy Smart.

ROOM WINDOW AIR CONDITIONER STATS

+ ENERGY STAR room window air conditioners give you more control over your comfort, in
addition to energy savings.

» On average, an upgrade uses about 10 percent less energy.

+ You can receive a $50 rebate on qualifying room window A/C units from Energy Smart.

Energ Ki%ﬁ? ’ eEntetg}{

ENERGY STAR

Emangy Lvart in & commgwwhassise v gy o iars p progrem dewseped by the Hee Oraars Tity Caumed wvd advasitored by Ertovgy How Orlosm LLC 4200 Crtmgy Servens LLC A Dghty Bavarved
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Commercial Trade Ally Business Card

Company Name, LLC
Your Energy Smart Registered Trade Ally
!.'I::'rg}‘sn'lal’ﬁ}’
A Vo Orfmans Progras

& prtergy,

'

)

Lower Greater Cash Back
Utility Bill Comfort Incentives
ARE YOU READY 1 ET ENERGY SMART?
Forinformation about Energy Smart programs and to find a
participating trade ally, visit energysmartnola.com

Energ };ﬁ@a;rﬁ

Digital Bulletin

Find your way to savings.

v 42 oot Enarov Smard?
.-l}/ L0 ;'3":'[ C.w‘;;'(b‘) ~<sMmart:

KReac
sit energysmartnola.com.
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Marketing Blitz Bus Shelter Ad
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EnergySmart®

= = A MNew Orleans Program

Marketing Blitz Ad in the Gambit Weekly

Find your way
to savings.

il
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Visit energysmartnola.com.
o E— .

- <4 B
EnergvSmart® | = Entergy,

““ % ANewOrleans Program

Energy Smact in » compeahansive soncy oilicincy program developed by U New Orleans City Council snd adeninistered by Enterggy New Orleans, LLC.
w2018 Entargy Services, LLC All Rights Reserved.
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Marketing Blitz Ad in LA Weekly

Find your way
to savings.
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Visit energysmartnola.com.

ENERGY SMART ANNUAL REPORT - PROGRAM YEAR 8 159



A
EnergySmart®

= = A MNew Orleans Program

Marketing Blitz Ad in Data News Weekly

Find your way
to savings.

Ready to get Energy Smart?
Visit energysmartnola.com.

EnergySmart® | = Enfergy,

A New Orleans Program

Energy Smart o 8 comprehansivn anagy sficimncy program developed by the New Orlesns City Canncl and sdwinstemmd by Entangy New Ovdesns, LLC
020 Entergy Services, LLC All Bights Sesarved
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Marketing Blitz Ad in Where Y’at

Find your way
to savings.

EnergySmart®

© A New Orleans Program

Energy Smart is « comprohensive energy vificiency progrem developed by the New Orluens CRy Cownil and administored by Entengy New Orleans, LLC.
02000 Entergy Services, LLC All Rights Reserved.
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C&I End of Year Reminder Email

i
Energ }/;Smar’?fi?

New Orleans Program

%Entergy,

N N

W \J \J4

N

w There’s still time to save in 2018.

Don't miss your chance for a bonus on all new custom projects

a that complete this year. Get an extra $.03 per kWh saved.
Act now. Rates return to normal in 2019,

Are you a resident of Orleans Parish? Sign up today to get a free energy
efficiency kit delivered right to your door. Order your kit today, by clicking here.

For more information about Energy Smart, visit energysmartnola com, email

nfo@enargysmaninola com or call 504-229-6868.

Copyright ©2018 Energy Smart. All nghts reserved
Energy Smart is a comprehensive energy efficiency program developed by the New Orieans City Council
and administered by Entergy New Orleans, LLC. ©2018 Entergy Services, LLC All Rights Reserved

Qur mailing address is
Energy Smart
900 Camp Street. Suite 364
New Orleans LA 70130

Want to change how you receive these emalis?
You can update your preferences or unsubscribe from this list
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Appendix E: Program Photos

Derek Mills, Demand Side Manager for Entergy New Orleans and Jackie Dadakis, COO of Green
Coast Enterprises, speaking at the Association of Energy Services Professionals (AESP)
National Conference in New Orleans, Feb. 20, 2018
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Commercial Project Quality Assurance Site Visit
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Custom Commercial project: Chiller/Controls/Variable Frequency Drive (VFD) upgrade project
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A New Orleans Program

Updated Outdoor Sign at Entergy Customer Care Center (3400 Canal St.)

)
Smart> - Entergy.

Save Energy. Save Money.

(4B 4
an appointment t0Gay.
<it energysmartnola.com

Schedule
Call 504-229-6868 orv
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LIHEAP sign-up day: Energy Smart staff educated attendees about the program and signed

residents up for home assessments

167
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Residential Trade Ally Advisory Group meeting on March 15, 2018

Save Energy
Save Money.

Energy St
Bewdent brergy
£y Pregrm
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Residential Trade Ally Training
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EasyCool Switch Install

170
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Energy Smart Vehicle
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Outreach Event - Adult Education
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Outreach Event - Energy Bike
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Residential Home Assessment

|
\
(-
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Gladewaves Senior Luncheon
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Louisiana Children’s Museum Outreach
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Bishop McManus School Program
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Higher Education Cohort Meeting

Ben Franklin Festival Outreach
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Retro-commissioning Training

Residential Trade Ally Advisory Group Meeting
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1. Executive Summary

This report provides a summary of the evaluation effort of the 2018 (“Program Year 8” or
“PY8”) Energy Efficiency (EE) portfolio by Energy New Orleans (ENO) and Entergy New
Orleans-Algiers (Algiers). This evaluation was led by ADM Associates Inc. (herein known
as “ADM”, or “the Evaluators”).

1.1 Summary of ENO Energy Efficiency Programs

In PY8, the ENO EE portfolio contained the following programs:
= Home Performance with Energy Star Program (HPWES);
= Low Income Audit and Weatherization Program (LIA&Wx);
= Multifamily Program;
= Green Light Direct Install Program (GLDI);
= Residential Lighting and Appliances Program (RLA);
= Residential Heating and Cooling Program / High Efficiency AC Tune-Up (RH&C);
= School Kits and Education Program (SK&E);
= Scorecard Behavioral Program;
s EasyCool Direct Load Control Program (EasyCool);
= Small Commercial Solutions Program (SCS);
m Large Commercial and Industrial Solutions Program (Large C&l) and
= Publicly Funded Institutions Program (PFI).

In PY8, Aptim served as the prime contractor and was ultimately responsible for the
overall implementation and the performance of the program. They were also the lead
implementer and responsible for the marketing and outreach, trade ally management,
rebate processing, and project verification and quality control for the Small Commercial
Solutions, Large C&l, and Publicly Funded Institutions programs. Aptim is also
responsible for management of the subcontractors Franklin Energy, Energy Wise
Alliance, and Green Light New Orleans.

Franklin Energy served as the prime subcontractor for the following residential programs:
= Home Performance with Energy Star;
= Low Income Audit and Weatherization;
= Multifamily;
= Residential Lighting and Appliances;
= Residential Heating and Cooling; and
= Direct Load Control.
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For these programs, Franklin Energy was responsible for marketing and outreach,
tracking progress to goals and program budgets, verification and quality control, trade ally
management, performing energy assessments for HPwWES, LIA&Wx and Multifamily
programs, rebate processing and reporting. The role of Energy Wise Alliance remains
consistent with prior years. They perform outreach for the residential programs in the form
of event participation and implementation of the school kits program. Green Light
continues to implement the efficient light bulb direct install program.

1.2 Evaluation Objectives

The goals of the PY8 EM&V effort were as follows:

= For prescriptive measures, verify that savings are being calculated according to
the appropriate protocols.

= For custom measures, this effort comprises the calculation of savings according to
accepted protocols (e.g., IPMVP, etc.). These protocols ensure that custom
measures are cost-effective and provide reliable savings.

s Conduct limited process evaluation. Process evaluation activities included
interviews with three implementation contractor staff and brief surveys of program
participants.

1.3 Summary of Data Collection

The on-site data collected as part of this EM&V effort is detailed in Table 1-1. The
Evaluators collected on-site data for HPWES, LIA&WXx, MF, RH&C, EASYCOOL, SBS,

Large C&l and PFI Programs.
Table 1-1 Summary of On-Site Data Collected

Program Site Visits
HPWES 26
LIA&Wx 17
Multifamily 7t
Green Light New Orleans
RLA
Residential Heating & Cooling 45
Energy Smart School Kits and Education 0
Small Commercial Solutions 14
Large C&l 16
Publicly Funded Institutions 9
Direct Load Control 88
Smart Thermostat Pilot 0
Total 169

" Individual dwellings
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The Evaluators completed surveys of 835 customers as part of the PY8 evaluation to
collect information for use in verifying participation, assessing net savings, assessing the
customer experience and satisfaction with programs, and levels of program awareness.

Table 1-2 Summary of Customer Surveys Completed

Survey Group Mode Sur_vey Fielding | Number of Numbe( of
Time Frame Contacts* Completions

HPWES Participant Telephone | November 2018 162 53
LIA&Wx Participant Telephone | November 2018 88 22
Multifamily Participant Telephone | November 2018 88 22
RLA - Appliance Rebate Participant Telephone | November 2018 105 33
Residential Heating & Cooling Participant | Telephone | November 2018 338 68
Behavioral Program 6,000 169

Treatment group Online January 2019 3,000 63

Control group 3,000 106
Residential non-participants Online January 2019 5,000 157
C&Il Participant 111 35

Large C&I Participant Online / September 2018 55 24

Small Business Participant Telephone | Jan/Feb 2019 51 10

PFI Participant 5 1
Direct Load Control Participant Online November 2018 500 86
Total 18,503 835

*For some groups the number of contacts was all of the participants with contact information available. For others, the contacts
were a sample of all available contacts.

Trade ally in-depth interviews (IDI) and surveys were used to assess trade allies
experience with the program and to identify opportunities for program improvement and
increasing program reach. In total, interviews or surveys were completed with 30 trade
allies (Table 1-3).

Table 1-3 Summary of Trade Ally Interviews and Surveys

Group Data Collection Dat_a Collection Number of Numbef of
Type Time Frame Contacts Completions
C&l Trade Allies In-Depth Interview | July/August 2018 19 8
C&I Trade Allies Online Survey July/August 2018 41 5
Residential Trade Allies In-Depth Interview | July/August 2018 7 15
Residential Trade Allies Online Survey July/August 2018 13 2
Total 80 30

In-depth interviews with program staff provided insight into program management and
operations. Interviews were completed with 16 Entergy, implementation contractor, and
program partner staff.
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Table 1-4 Summary of Staff Interviews

Interviewed Staff NUmIBET @
Programs Organizational Role Staff
Roles .
Interviewed
Portfolio Entergy DSM Manager 1
Portfolio Entergy Project Manager 1
Portfolio Implementation Contractor | Program Director 2
Direct f ti
RLA Implementation Contractor Irector of Operations 1
and Support
RLA Implementation Contractor | Program Manager 1
C&l and Residential Incentive . .
Programs Implementation Contractor | Project Lead 2
Ef:)lgarz:qlzeﬂdentlal Incentive Implementation Contractor | Trade Ally Liaison 2
Residential Incentive Programs Implementation Contractor | Marketing Manager 1
EnergySmart Behavioral . Vice President of
Implementation Contractor . 1
Program Marketing
C&I and Residential Incentive . Marketlng aer
Programs Implementation Contractor | Communications 1
& Specialist
f{CeT)(:t)(lesgtrj(t)rger::w and Residential Program Partner Executive Director 1
ace};;(::g;irgg:; and Residential Program Partner Outreach Manager 1
Publicly Funded Institutions Program Partner Ch|.ef Operating 1
Officer
Total 16
1.4 Impact Findings
1.4.1 Verified Savings
Table 1-5 and
Annual Ener
: 2 Realization Peak kW Realization
Program Savings (kWh) s R
Expected | Verified Expected | Verified
HPWES 2,795,666 | 3,074,470 109.97% 596.69 683.65 114.57%
LIA&Wx 1,753,527 | 1,907,136 108.76% 423.18 470.94 111.29%
Multifamily 799,581 829,465 103.74% 199.53 210.31 105.40%
Green Light Direct Install 67,788 67,967 100.26% 14.01 14.07 100.43%
Lighting and Appliances 4,672,972 | 5,525,610 118.25% 955.48 | 1,137.85 119.09%
Ezi'l‘?:gnt'a' Heating & 2,098,600 | 2,295,461 109.38% | 72495 | 793.67 | 109.48%
E;Eii‘t'izr:a” SchoolKitsand | g0 576 | 800,576 100.00% 94.75 94.75 | 100.00%
Scorecard Behavioral 0 | 4,933,408 N/A 0.00 0.00 N/A
Direct Load Control 0 0 N/A 0.00 1,967.02 N/A
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Small Commercial Solutions 6,948,619 6,870,151 98.87% 834.64 799.05 95.74%
Large C&l 18,874,699 | 18,402,858 97.50% | 2,169.94 | 2,146.82 98.93%
Publicly Funded Institutions 2,669,244 2,667,362 99.93% 221.02 196.67 88.98%
Total 41,481,272 | 47,374,464 114.21% | 6,234.19 | 8,514.80 136.58%

Table 1-6 present verified impacts by program for ENO and Algiers, respectively. The
values in these tables are comparisons of the savings listed by ENO and their program
implementation staff (“‘Expected Savings”) and those verified by the Evaluators (“Verified

Savings”).
Table 1-5 Gross Impact Summary — New Orleans
Annual Energy o S
Program Savings (kwh) Rearl\)lz?tlon Peak kW ReaFI\’lz?tlon
. ale e ate
Expected | Verified Expected | Verified
HPWES 2,795,666 | 3,074,470 109.97% 596.69 683.65 114.57%
LIA&Wx 1,753,527 | 1,907,136 108.76% 423.18 470.94 111.29%
Multifamily 799,581 829,465 103.74% 199.53 210.31 105.40%
Green Light Direct Install 67,788 67,967 100.26% 14.01 14.07 100.43%
Lighting and Appliances 4,672,972 | 5,525,610 118.25% 955.48 | 1,137.85 119.09%
Ez‘;’l‘?:gt'a' Heating & 2,098,600 | 2,295,461 109.38% 724.95 793.67 | 109.48%
Energy Smart School Kits and 800,576 | 800,576 100.00% 94.75 94.75 |  100.00%
Education
Scorecard Behavioral 0 | 4,933,408 N/A 0.00 0.00 N/A
Direct Load Control 0 0 N/A 0.00 1,967.02 N/A
Small Commercial Solutions 6,948,619 6,870,151 98.87% 834.64 799.05 95.74%
Large C&I 18,874,699 | 18,402,858 97.50% | 2,169.94 | 2,146.82 98.93%
Publicly Funded Institutions 2,669,244 | 2,667,362 99.93% 221.02 196.67 88.98%
Total 41,481,272 | 47,374,464 114.21% | 6,234.19 | 8,514.80 136.58%
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Table 1-6 Gross Impact Summary - Algiers

Annual Energy L o
Program Savings (kwh) Realization Peak kW Realization
. Rate . Rate
Expected | Verified Expected | Verified

HPwWES 334,726 376,159 112.38% 73.77 85.11 115.37%
LIA&Wx 114,907 121,880 106.07% 30.29 31.87 105.22%
Multifamily 36,549 37,760 103.31% 6.16 11.84 192.21%
Green Light Direct Install 9,052 9,061 100.10% 1.87 1.87 100.00%
Lighting and Appliances 234,604 307,473 131.06% 48.37 63.80 131.90%
Residential Heating & 147,001 | 160,029 108.86% 54.46 58.78 | 107.93%
Cooling
Energy Smart School Kits and 48,272 48,272 100.00% 5.71 571 | 100.00%
Education
Scorecard Behavioral 0 745,249 N/A 0.00 0.00 N/A
Direct Load Control 0 0 N/A 0.00 103.15 N/A
Small Commercial Solutions 425,653 418,266 98.26% 43.19 42.23 97.78%
Large C&lI 502,355 488,175 97.18% 29.53 27.34 92.58%
Publicly Funded Institutions 229,740 229,740 100.00% -12.50 -12.50 100.00%
Total 2,082,859 2,942,064 141.25% 280.85 419.20 149.26%

In addition, the Evaluators estimated program net-to-gross ratios (NTGRs) through
evaluation of free-ridership and spillover effects. The contribution to portfolio savings by
program is summarized in Table 1-7 through Table 1-9. NTGRs were estimated at the
measure-level in aggregate for both ENO and Algiers programs. However, program-level
NTGRs may differ due to variances in contribution to program savings by measure
rebated through each program.

Table 1-7 Net kWh and kW Impacts — New Orleans

Program veriied | verified | - | Verified | Verified
KWh Gross kW Net kWh Net kW
HPwWES 3,074,470 683.65 82.26% 2,529,013 588.06
LIA&Wx 1,907,136 470.94 100.00% 1,907,136 470.94
Multifamily 829,465 210.31 89.46% 742,057 195.41
Green Light Direct Install 67,967 14.07 90.00% 61,170 12.66
Lighting and Appliances 5,525,610 1,137.85 65.43% 3,615,618 776.76
Residential Heating & Cooling 2,295,461 793.67 89.90% 2,063,575 712.66
Energy Smart School Kits and Education 800,576 94.75 79.37% 635,448 74.26
Scorecard Behavioral 4,933,408 0.00 100.00% 4,933,408 0.00
Direct Load Control - 1,967.02 N/A 0 1,967.02
Small Commercial Solutions 6,870,151 799.05 96.80% 6,650,306 783.87
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Large C&l 18,402,858 | 2,146.82 84.37% 15,526,872 | 1,928.70
Publicly Funded Institutions 2,667,362 196.67 100.00% 2,667,362 196.67
Total 47,374,464 8,514.80 87.25% 41,331,965 7,707.01
Table 1-8 Net kWh and kW Impacts — Algiers
program verified | vVerified | |\ ron | Verified | Verified
KWh Gross kW Net kWh Net kW
HPwWES 376,159 85.11 79.55% 299,241 71.16
LIA&Wx 121,880 31.87 100.00% 121,880 31.87
Multifamily 37,760 11.84 82.30% 31,077 8.71
Green Light Direct Install 9,061 1.87 90.00% 8,155 1.69
Lighting and Appliances 307,473 63.80 69.81% 214,659 44.54
Residential Heating & Cooling 160,029 58.78 89.40% 143,064 52.66
Energy Smart School Kits and Education 48,272 5.71 79.38% 38,316 4.48
Scorecard Behavioral 745,249 0.00 100.00% 745,249 0.00
Direct Load Control - 103.15 N/A 0 103.15
Small Commercial Solutions 418,266 42.23 96.80% 404,881 41.43
Large C&l 488,175 27.34 84.37% 411,884 24.56
Publicly Funded Institutions 229,740 -12.50 100.00% 229,740 -12.50
Total 2,942,064 419.20 90.01% 2,648,146 371.75
Table 1-9 Summary of Goal Attainment — New Orleans
0 0
Program Itl/e?tnl?ve\}l% kWh Goal /oGlc()_\g/Ih th'fll\e/\(/j kW Goal écl)_(;/:/
Attained Attained
HPWES 2,529,013 2,008,202 125.93% 588.06 404.52 145.37%
LIA&Wx 1,907,136 1,316,362 144.88% 470.94 285.11 165.18%
Multifamily 742,057 493,311 150.42% 195.41 96.58 202.33%
Green Light Direct Install 61,170 167,958 36.42% 12.66 27.62 45.84%
Lighting and Appliances 3,615,618 3,503,824 103.19% 776.76 735.98 105.54%
Residential Heating & Cooling 2,063,575 1,711,475 120.57% 712.66 536.11 132.93%
Energy Smart School Kits 635,448 546,782 116.22% 74.26 74.49 99.69%
Scorecard Behavioral 4,933,408 4,277,576 115.33% 0.00 3,636.00 N/A
Direct Load Control - - N/A 1,967.02 1,106.23 177.81%
Small Commercial Solutions 6,650,306 5,309,288 125.26% 783.87 1,013.63 77.33%
Large C&l 15,526,872 | 21,047,929 73.77% 1,928.70 3,459.45 55.75%
Publicly Funded Institutions 2,667,362 2,606,103 102.35% 196.67 371.49 52.94%
Total 41,331,965 | 42,988,810 96.15% 7,707.01 11,747.21 65.61%
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Table 1-10 Summary of Goal Attainment — Algiers

Verified N KWh 1 erified % kW

Program Net kWh kWh Goal Go_al Net kW kW Goal Go_al
Attained Attained
HPWES 299,241 149,257 200.49% 71.16 30.00 237.20%
LIA&Wx 121,880 98,072 124.28% 31.87 21.10 151.04%
Multifamily 31,077 37,633 82.58% 8.71 7.40 117.70%
Green Light Direct Install 8,155 97,542 8.36% 1.69 16.00 10.56%
Lighting and Appliances 214,659 264,768 81.07% 44.54 55.80 79.82%
Residential Heating & Cooling 143,064 133,532 107.14% 52.66 40.20 131.00%
Energy Smart School Kits and 38,316 136,695 28.03% 4.48 18.55 24.15%

Scorecard Behavioral 745,249 722,424 103.16% 0.00 614.00 N/A
Direct Load Control - - N/A 103.15 83.27 123.87%
Small Commercial Solutions 404,881 484,792 83.52% 41.43 97.79 42.37%
Large C&l 411,884 766,112 53.76% 24.56 113.72 21.60%
Publicly Funded Institutions 229,740 219,669 104.58% -12.50 34.03 0.00%
Total 2,648,146 3,110,496 85.14% 371.75 1,131.86 32.84%

The portfolio overall achieved 96.15% of the kWh goal and 65.61% of the kW goal for
New Orleans, and 85.14% of the kWh goal and 32.84% of the kW goal for Algiers. These
values represent savings net-of-free-ridership, compared to the filed goals that had
assumed gross savings without accounting for free-ridership.

1.4.2 Summary of Program Adjustments
The Evaluators made several types of adjustments to program savings. They include:

M&V Adjustment: these adjustments describe instances where the Evaluators
revised savings based upon data gathered or verified onsite. Examples include
commercial building heating types and the appropriateness of the deemed lighting
assumptions reflecting verified on-site operation (e.g. non-8,760 vs. 8,760).

Verification Adjustment: these adjustments include changes made based upon
field data collection findings but does not include a change to deemed savings.
Examples include differences in fixture counts identified during inspection of a
commercial lighting retrofit and differences in leakage values measured as part of
the Home Performance with ENERGY STAR evaluation.

Baseline Correction: this includes revisions to savings due to correction of the
measure baseline. This occurred with residential HYAC systems which had used
an early retirement baseline (based upon preexisting equipment) whereas the
Evaluators updated this to reflect current minimum code (based upon replacement-
on-burnout criteria).

Inappropriate Deemed Savings Correction: this category includes corrections
made to per-unit savings values. Several lighting measures in various programs
were found to have erroneous deemed savings values which did not originate from
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the TRM. The Evaluators used TRM-deemed savings values to asses ex post
savings.

= Calculation, Rounding and Typographical Error Correction: this category
includes miscellaneous calculation errors. The most notable of these was found in
ceiling insulation calculations in the Home Performance with ENERGY STAR®
Program, where the Evaluators found that program savings were markedly
understated.
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Figure 1-1 Savings Adjustments — New Orleans
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1.4.3 Cost-Benefit Results

Table 1-11 and Table 1-12 present cost-benefit summary results. The portfolios overall
passed TRC and UCT screening.

Most individual programs passed as well, with the exception of:
= ENO: School Kits & Education & DLC.
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= Algiers: School Kits & Education, DLC, Small Commercial & Large C&l.

These can be attributed to verified savings falling short of goals.

Table 1-11 Cost-Effectiveness by Program — New Orleans

Program et Peak et rﬁ?g;""" Total Program | TRC (b/c |UCT (bl
Reduction (kW)| Savings (kWh) Expenditures ratio) ratio)
HPWES 588.06 2,529,013
LIA&Wx 470.94 1,907,136
$2,069,458 2.40 2.00
Multifamily 195.41 742,057
Green Light New Orleans 12.66 61,170
Lighting and Appliances 776.76 3,615,618 $535,689 4.57 1.80
Residential Heating & Cooling 712.66 2,063,575 $496,291 3.47 3.77
Energy Smart School Kits 74.26 635,448 $430,052 0.54 0.47
Scorecard Behavioral 0.00 4,933,408 $234,840 4.72 4.72
Direct Load Control 1,967.02 - $739,304 0.08 0.08
Small Commercial Solutions 783.87 6,650,306 $1,653,188 1.57 1.93
Large C&l 1,928.70 15,526,872 $4,432,253 1.44 1.80
Publicly Funded Institutions 196.67 2,667,362 $730,967 1.51 6.00
Total 7,707.01 41,331,965 $11,322,042 1.70 1.86
Table 1-12 Cost-Effectiveness by Program - Algiers
Program gztmpaer?é( Neéér:g;al Total Pr(_)gram TRC_(b/c UCT_(b/c
Reduction (kW) |Savings (kwh) Expenditures ratio) ratio)
HPwWES 71.16 299,241
LIA&Wx 31.87 121,880
$179,744 2.18 1.96
Multifamily 8.71 31,077
Green Light New Orleans 1.69 8,155
Lighting and Appliances 44.54 214,659 $42,573 3.50 1.36
Residential Heating & Cooling 52.66 143,064 $24,202 3.27 3.26
Energy Smart School Kits 4.48 38,316 $107,512 0.13 0.11
Scorecard Behavioral 0.00 745,249 $39,662 4.22 4,22
Direct Load Control 103.15 - $54,901 0.06 0.06
Small Commercial Solutions 41.43 404,881 $168,862 0.93 1.13
Large C&l 24.56 411,884 $256,425 0.65 0.75
Publicly Funded Institutions -12.50 229,740 $65,968 1.16 1.55
Total 371.75 2,648,146 $939,849 1.18 1.23
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1.5 Process Findings and Recommendations

The following subsections summarize findings of the PY8 process evaluation.

1.5.1 Residential Portfolio Findings and Recommendations

1.5.1.1 Nonparticipant Survey Portfolio Findings and Recommendations

The key findings related to the portfolio of residential programs are:

There is an opportunity to increase awareness or residential program
offerings. Relatively few of nonparticipating customers (16%) reported that they
were aware that Entergy offered rebates for energy efficiency improvements.
Among those aware that Entergy provides rebates, awareness was higher among
HVAC rebates, LED discounts, and the direct load control program than for other
offerings.

Customer social networks are important to driving program participation.
Nonparticipants most often learned of the rebates through direct communication
from Entergy (e.g., emails, bill inserts), whereas most rebate program participants
learned of the program from their social networks. This difference between
participants and nonparticipants may suggest that customers who learn of the
program through social networks are more likely to participate than customers who
learn through other means.

Customers equally value energy efficiency benefits, comfort improvements,
and health and safety improvements when making home improvements. This
suggests that messaging about rebated measures should focus on all three
benefits.

Customers are more convinced that making efficiency improvements do not
come at the cost of reduced comfort than they are convinced that they have
the resources and knowledge to improve energy efficiency. Consequently, the
portfolio offerings that provide information and rebates to assist customers with
saving energy address the most important barriers.

Entergy is viewed as a somewhat or very trusted source for energy efficiency
by about two-thirds of customers, but the majority of these viewed Entergy
as “somewhat trustworthy.” Consistent with the findings that participants are
more likely to learn of the Entergy offerings through social networks than
nonparticipants, these findings indicate that while Entergy is an important source
of information, leveraging customers’ social networks may be key to motivating
program participation.

The key recommendations related to the portfolio of residential programs are:

Seek opportunities to leverage participant experiences to recruit future
participants. Encourage participants to talk with friends and family to promote the
programs available. Approaches to consider include using “tell a friend” messaging
in postcards or letters thanking participants for participating and customer referral
bonuses.
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1.5.1.2 Home Performance with ENERGY STAR®

The program expected savings met its goals in Algiers and New Orleans.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, review of the data indicated
that home assessments are inconsistently tracked. The data show that a minority
of participants received a home energy assessment, which is inconsistent with the
program design. Additionally, during the development of the sample for the survey
of nonparticipant covers, the Evaluators learned that the program had difficulty
integrating past participation.

The marketing approach is broad and uses multiple channels to increase
program awareness. \WWord of mouth through social networks appears to be a key
driver of activity for the residential programs. Energy wise outreach is extensive
with attendance at 100 — 120 events a year. Energy wise is reporting useful metrics
to Aptim to monitor effectiveness.

Marketing activities are tracked but there are some challenges to monitoring
marketing effectiveness. Staff indicated that marketing effectiveness is tracked,
but that this is easier for some channels such as social media from which they get
analytics that indicates reach, whereas other channels such as postcard mailers
are more difficult to track.

Social networks are key drivers of program activity. Survey results indicate
that word of mouth is key to driving program awareness, that is, 69% of participants
learned of the program through friends, family members, or colleagues.

Participants were satisfied with the program. Most participants (93%) indicated
that they were somewhat or very satisfied with the program overall by rating their
satisfaction as four or five on a five-point satisfaction scale.

Participation process is working well for must participants. Survey results
indicate that few participants had issues with the program participation process
and nearly all found the assessment report to be helpful. A few respondents,
however, indicated that they had not implemented major measures at the time of
the survey because they were waiting on program follow up. Review of the data
indicated that these customers did have major measures installed, but the time
between initial participation and the last measure ranged from two to six months.

Interviews with program staff and trade allies indicate that residential trade
ally management processes are generally effective. Trade allies receive
training on program processes, and they found this training useful. Additionally, no
significant communication issues with the implementation contractor were noted.
Two issues raised by some trade allies where:

n A preference for more information regarding the status of referrals to the
program.
n Not all trade allies were aware of the availability of program marketing

material, but they were interested in having them.
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The Evaluators’ recommendations are as follows:

Review data collection and tracking procedures to fully capture program
activity including assessments performed.

To the extent practical, continue to work towards integrating program
activity from the prior cycle with data from the current cycle. A comprehensive
view of participation will provide information useful to understanding how well the
program has reached different customer groups.

Continue to develop a means of tracking marketing effectiveness to manage
future marketing budgets. One approach is to collect data on the source of
program awareness on the intake application.

Develop a strategy to provide greater transparency into the trade ally referral
process. This information may increase trade ally’s confidence that their efforts to
develop work will result in project work.

Continue to promote awareness of program marketing materials with trade
allies. Not all trade allies were aware of these materials and this awareness is
developed through ongoing communication and training.

Review processes for completing major measure work after installation of
direct install and assessments to mitigate customer concerns about the lack
of program follow up on the implementation of measures. Some time
constraints may be unavoidable due to contractor workloads, but this may be offset
by regular communication with participants about the status of their project.

1.5.1.3 Low Income Audit and Weatherization

The program expected savings met its goals in Algiers and New Orleans.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, review of the data indicated
that home assessments are inconsistently tracked. The data showed that a
minority of participants received a home energy assessment. Additionally, during
the development of the sample for the survey of nonparticipant covers, the
Evaluator learned that the program had difficulty integrating past participation.

The share of customers receiving direct install measures appears low.
Twenty-two percent of participants did not receive direct install measures which
should have been installed during the energy assessment. Although some
customers will likely refuse measures, the share indicates potential to increase
direct install measures in low-income residences.

Multiple channels used to promote the program. Staff discussed multiple
channels used to promote residential programs. In addition to these, staff engaged
in outreach at senior centers and food pantries. Staff also reported that trade allies
were active in promoting the program. Word of mouth was by far the most the
common way that customers learned of the program followed by email
communication from Entergy.
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Most participants were satisfied with the program. Eighty-one percent of
participants indicated that they were somewhat or very satisfied with the program
overall by rating their satisfaction as four or five on a five-point satisfaction scale.
Approximately one-third of participants indicated dissatisfaction with the realized
energy savings, however, this number represented four respondents because
several did not rate their satisfaction with the savings. The expected savings for
all but one of these respondents was greater than the program average of 3,586
kWh.

Participation process is working well for customers. Few customers identified
any issues with scheduling assessments and most found the assessment report
to be helpful.

The Evaluators’ recommendations are as follows:

Review data collection and tracking procedures to fully capture program
activity including assessments performed.

Review direct install procedures. The 78% installation rate of direct install
measures suggest there may be opportunities to increase the number of
customers receiving these measures. Additionally, tracking reasons for not
installing measures will help staff monitor the issue.

Review how savings expectations are communicated to customers. Four
customers indicated dissatisfaction with the program savings. All but one of these
customers had higher than average savings for the program.

Remove programmable thermostats from the program. These measures are
not included in the New Orleans TRM, nor are they included in the Arkansas TRM
as they are outdated technology for the residential sector. Without an appropriate
measure study, the savings are speculative and unreliable, and measure studies
have historically found that the savings are highly-dependent upon idiosyncratic
program factors such as installation quality by the trade ally and preexisting
customer behavior surrounding the management of their thermostat, with there
being a possible risk of increased energy use if participants have low home
occupancy. The Energy Smart portfolio of programs should endeavor to install
smart thermostats within programs such as LIA&WXx.

1.5.1.4 EnergySmart for Multifamily

The program is producing savings, albeit for a target market that may not
have been originally intended. The program focused exclusively on dwellings
with 2-4 units in PY8, and the Evaluators found that 77% of survey respondents
owned their residence (compared to 75% within HPwWES). Functionally, the MF
program in PY8 served as an extension of HPWES, targeting a market sector that
is largely similar to the general market targeted by HPwWES. With an initial program
design to overcome the split-incentive barrier between owners and renters, the
outcome of 77% of program participants being homeowners would appear to be
out-of-scope.
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Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, review of the data indicated
that home assessments are inconsistently tracked. The data showed that 1% of
participants received a home energy assessment, which given the program design
that includes a home energy audit for all participants, is likely a substantial
undercount.

The share of customers receiving direct install measures was somewhat low.
Nineteen percent of participants did not receive direct install measures which
should have been installed during the energy assessment. Although some
customers will likely refuse measures, the share indicates potential to increase
direct install measures in multifamily properties.

Multiple marketing channels are used to promote the program. Staff noted
that multiple marketing channels used to promote residential programs, including
the multifamily program. Despite this broad outreach effort, word of mouth was the
most common source of program awareness. Internet advertisements, emails from
Entergy, and bill inserts, or utility mailers were each cited by 10% of respondents.

Program has focused on duplexes and triplexes. The implementation
contractor staff indicated that the program has focused on duplexes and triplexes.
Staff believe that most of the larger complexes have previously received services
through the program.

All participants were satisfied with the program. All participants indicated that
they were somewhat or very satisfied with the program overall by rating their
satisfaction as four or five on a five-point satisfaction scale. Two respondents did
report some dissatisfaction with the work performed.

Participation process is working well for customers. Few customers identified
any issues with scheduling assessments and most found the assessment report
to be helpful.

The Evaluators’ recommendations are as follows:

Design the program to cohesively include dwelling and common-area
retrofits, allowing for “one-stop shopping” for landlords and property
management companies. At present time, a multifamily landlord or manager
would need to go through two separate programs (Multifamily and Small
Commercial) in order to complete a comprehensive retrofit of their premise.
Program administrators should consider broadening the scope of the Multifamily
Program to include common areas within the same application process.

Consider different incentive levels for condo owners. Condo owners that apply
for the program should receive incentives that align with HPWES; they do not need
to necessarily be funneled in to HPWES as there are marketing synergies when
reaching out to condo owners and apartment renters, but program incentives
should align with program goals, with a higher incentive offering when the split-
incentive barrier for owners versus tenants needs to be overcome.

Review data collection and tracking procedures to capture all assessments
performed.
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Review direct install procedures. The 82% installation rate of direct install
measures suggest there may be opportunities to increase the number of
customers receiving these measures. Additionally, tracking reasons for not
installing measures will help staff monitor the issue.

1.5.1.5 Green Light Direct Install
No process evaluation was performed for the Green Light Direct Install program forPY8.

1.5.1.6 Residential Lighting and Appliances

Program savings goals were not met. Staff cited the overall size of the territory
as a challenge and the lack of big box stores in Algiers as challenges to meeting
the savings goal in that area.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors.

Multiple marketing channels were used to promote the program. Staff
discussed multiple channels used to promote residential programs. Customers
are primarily learning of the rebates at a retail location or through internet
advertisements; two-thirds of respondents learned of the rebates through a retailer
and about one-fifth learned of the rebates through an internet advertisement. The
internet and retailers were also most commonly cited as sources of information
about the rebated equipment.

Most participants were satisfied with the program. Ninety-seven percent of
participants indicated that they were somewhat or very satisfied with the program
overall by rating their satisfaction as four or five on a five-point satisfaction scale.

The rebate participation process is working well for customers. Ninety-seven
percent of participants indicated that they were somewhat or very satisfied with the
effort to apply for the rebate by rating their satisfaction as four or five on a five-
point satisfaction scale.

The Evaluators’ recommendations are as follows:

Consider adding additional rebated appliances. Although not likely to be a high-
volume measure, ENERGY STAR dehumidifiers should be considered. A typical
rebate level is $25.

1.5.1.7 Residential Heating and Cooling

The program exceeded its savings goals. The program exceeded its savings
goals for New Orleans and Algiers. Most of the program savings resulted from air
conditioner tune-up and duct sealing measures. One active trade ally company
completed 90% of the program projects during the year.

Multiple marketing channels used to promote the program. Staff discussed
multiple channels used to promote residential programs. Staff noted that marketing
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of the tune-ups increases during the warmer months of the year. Despite these
efforts, survey responses indicate that most customers learned of the program
from friends, family, or colleagues (88%).

Overall program satisfaction was high. Ninety-six percent of participants rated
their satisfaction as a four or a five on a five-point satisfaction scale. One aspect
of the program where satisfaction was lower was with the realized energy savings
— 17% of respondents reported dissatisfaction with their energy savings.

There is little interest in early replacement of HVAC systems. Residential
program participants and nonparticipants provided feedback on their willingness
to pay for early replacement of air conditioner units. The findings indicated that the
amount customers would be willing to pay to replace an air conditioner unit did not
vary significantly if the unit was fully operational, if the unit required $500 in repairs,
or if the customer needed to replace a broken furnace. Additionally, between 1-2%
of customers across these conditions were willing to spend more than $5,000 on
the early replacement of an HVAC system, suggesting that an early replacement
program offer would have to provide very high rebate levels to generate much
interest.

Performance of HVAC tune-ups is relatively common, but recommendations
to seal ducts are not. Approximately 50% of program participants reported that
they had had their system tuned up in the past year by a heating and cooling
contractor. Contractors reportedly inspected ducts for about half of these
participants, but 12% received a recommendation to seal ducts. The finding
suggests that duct sealing is underperformed in nonprogram projects.

The Evaluators’ recommendations are as follows:

Develop strategies to increase uptake of HVAC system replacements. A
limited number of replacements were installed during PY8. Approaches include
increasing incentive levels and increased outreach to distributors and installing
contractors.

Review how savings expectations are communicated to customers for tune-
up and duct sealing projects. The program project impact on utility bills was the
one aspect of the program with a higher rate of dissatisfaction. This dissatisfaction
may arise from customer’s expectations for cost savings compared to what they
observe in their monthly charges.

1.5.1.8 School Kits and Education

A process evaluation of the School Kits and Education program was not performed for

PY8.

1.5.1.9 Scorecard Behavioral Program

Statistically valid savings estimates accounted for 1.17% and 1.15% of
annual use for the initial group and supplemental group, respectively. On
average, participants in the initial group saved 156 kWh in PY2018 and participants
in the supplemental group saved 52 kWh in PY2018 as compared to the respective
control group. This accounts for approximately 1.17% and 1.15% of total annual
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electricity use (with 90% confidence between 0.97% and 1.34% kWh annual
savings for the initial group and between 0.91% and 1.35% for the supplemental

group).

= Net Evaluated Savings resulted in 5,679 MWh savings for the Entergy New
Orleans HER program opt-out households. Double counting analysis resulted
in a double counting savings of 1.5 MWh and -2.6 MWh, respectively, subtracted
from the gross savings of 5,678 MWh. This results in a net overall savings of 5,769
MWh.

m The treatment and control groups for the opt-in group in PY2018 are not
evaluable due to the following:

o The post-hoc control group does not satisfactorily match the
customer behaviors of the program participants. Although Propensity
Score Matching allows the average kWh per day for each month in the pre-
period, this matching method does not include any other customer
characteristics as input. Therefore, the control and treatment groups may
have different behaviors, but coincidentally matched in average kWh per
day. This behavioral mismatch is most evident by the large difference in
savings from other programs between each group. Although the control
group was eight times larger than the treatment group, each group saved
about the same amount of energy from other programs, which means the
treatment group is disproportionately more efficient, and therefore,
inherently different than the control group.

o The differences in household behavior cannot be explicitly controlled
for using billing and measure data. The aggregate of these behavior
changes leads the selected control group to match the average daily kWh
usage of the treatment group in the pre-period, but not the behavior of the
treatment group, and therefore, not the average daily kWh usage of the
treatment group in the post-period.

o The treatment group is affected by self-selection bias. The type of
households that opt in to an energy efficiency program may be the type of
households that would have reduced their energy use even without the
program. Survey responses indicated that the treatment group is largely
comprised of households which were extremely energy efficient before the
program.

=  The program transitioned from an opt-in to an opt-out model. PY8 was the
first year that the program transitioned to an opt-out model. In the new model, a
treatment group of randomly selected customers with higher energy usage was
selected for the treatment group. Opt-out rates were low (below 3% each month).

m  The delivery and design of the Scorecard were changed for PY8. The program
has focused on improving the accuracy of the data to increase the relevance to
customers. Additionally, tips were adapted to coordinate with the overall marketing
strategy for the portfolio. The delivery of the reports was also timed so that
customers received them after receiving their energy bill to increase the relevance
of the report to customers.
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= Open rates are somewhat low. The open rates of the emails are somewhat low
at 16% which reduces the efficacy of the intervention. Staff has considered
strategies for improving the open rates but has not tested any due to budget and
time constraints.

m Most participants found the information about their energy use to be
accurate and the information easy to understand. Seventy-three percent of
respondents reported that the information about their home was somewhat or very
accurate and 79% thought it was somewhat or very easy to understand.

= Approximately one-half of customers were satisfied with the number of
emails they received, and the information provided on their homes. These
rates of satisfaction are lower than for the rebate programs but not unexpected for
an opt-out program.

= Survey results indicate that treatment customers are making more effort to
be energy efficiency than control group customers. These results provide
support to the impact that the program is having. However, the rates of taking
specific behavioral actions were similar for the treatment and control groups.

= Program staff and households provided positive feedback about the
Scorecard program. Program staff were optimistic about the program and
excited to begin scaling up the program. Seventy-five percent of households were
satisfied with the number of emails and 61% were satisfied with the information
provided. Survey findings were generally positive with households who appear
engaged and interested to learn more about energy efficiency.

m The pilot phase of the program could not be evaluated in PY2018 due to
inherent bias between treatment and control groups. The groups were
matched in the pre-period for average daily kWh usage, but still displayed signals
of bias in disproportionate other program savings between the control and
treatment groups. A simple t-test between the treatment and control group total
other program kWh savings results in a statistically significant difference at the
95% confidence interval.

m  The program transitioned from an opt-in to an opt-out model for PY8. The
Scorecard program scaled up with an opt-out approach — there were two treatment
groups of 25,000 residential households who received a monthly home energy
report and two control groups of 10,000 who did not receive an energy report. The
“initial” treatment and control group were initiated in May 2018 while the
“supplemental” group was initiated in July 2018. All other Entergy New Orleans
residential households are still be able to sign up to participate in the program.

m  The program recently implemented a new wave of treatment customers in
December 2018 using customers already assigned to a previous wave
control or treatment group. The biling data shows there were 42,042
households added to a new wave between December 27, 2018 and January 7,
2019. Of those households, 15,210 (36%) were households that were already
designated as a control or treatment household in the initial or supplemental group.
Unlike previous waves, the implementors did not contact the Evaluators to create
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a randomized control trial for this new wave, nor were they informed of the
additional wave until January of 2019. It is unclear if the implementors created an
RCT for this wave, however, there are current control customers reassigned as
treatment customers in this new wave. This hinders the previous waves from
retaining statistically valid control-treatment group comparison by eliminating a
large portion of the control customers. The evaluators recommend creating a
randomized control trial for any future waves using customers that are not
assigned to any current or previous treatment or control groups, even if they have
opted out.

= Households found the scorecards easy to understand and the
recommendations useful. Seventy-three percent of respondents indicated that
the information was somewhat or very easy to understand and 68% reported that
the tips were somewhat or very useful. Additionally, 51% of participants reported
that they acted on one of the tips provided. A large portion of respondents were
motivated to reduce electricity costs and usage.

= A significant portion of survey respondents either did not believe or know if
the energy usage information provided in a scorecard was accurate. A finding
from the evaluation of the 2018 program was that 21% of households believed that
the information provided on the comparison homes was somewhat or very
inaccurate. While the maijority of survey participants found the information
accurate, those who did not were four times less likely to act on an energy saving
tip.

m The program transitioned from an opt-in to an opt-out model. PY8 was the
first year that the program transitioned to an opt-out model. In the new model, a
treatment group of randomly selected customers with higher energy usage was
selected for the treatment group. Opt-out rates were low (below 3% each month).

= The delivery and design of the Scorecard were changed in PY8. The program
has focused on improving the accuracy of the data to increase the relevance to
customers. Additionally, tips were adapted to coordinate with the overall marketing
strategy for the portfolio. The delivery of the reports was also timed so that
customers received them after receiving their energy bill to increase the relevance
of the report to customers.

=  Open rates are somewhat low. The open rates of the emails are somewhat low
at 16% which reduces the efficacy of the intervention. Staff has considered
strategies for improving the open rates but has not tested any due to budget and
time constraints.

m  Most participants found the information about their energy use to be
accurate and the information easy to understand. Seventy-three percent of
respondents reported that the information about their home was somewhat or very
accurate and 79% thought it was somewhat or very easy to understand.

= Approximately one-half of customers were satisfied with the number of
emails they received, and the information provided on their homes. These
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rates of satisfaction are lower than for the rebate programs but not unexpected for
an opt-out program.

= Survey results indicate that treatment customers are making more effort to
be energy efficiency than control group customers. These results provide
support to the impact that the program is having. However, the rates of taking
specific behavioral actions were similar for the treatment and control groups.

The Evaluators’ recommendations are as follows:

= For all future waves of the Home Energy Report Program, it is recommended
that a randomized control trial (RCT) be created before the onset of the
program. This pre-created control group will allow more reliable analysis results
due to significantly decreased self-selection bias. Selection bias is thought to have
played a large part in the Pilot’'s unexpected negative savings result. In addition,
15,210 households in the control or treatment groups were recruited for a new
wave starting on December 27, 2018. This will likely cause a bias in the PY9
evaluation; the control and treatment groups in the initial and supplemental groups
may no longer match due a differing control sample. After removing these
additional wave customers from the previous waves, the initial group control
household group will drop from 9,994 to 2,286 and the supplemental group control
household group will drop from 9,992 to 2,506. This reduces the control groups by
approximately 75%. Due to this change, the Evaluators will likely use a treatment-
only model to estimate savings.

= Send program participants energy-saving information for the upcoming
month. The Pilot of this program had sent out home energy reports detailing ways
to save energy for the month that had just passed, leaving participants with
decreased potential for savings.

= Develop a quality assurance (QA) process for monthly scorecard review. As
the program reaches more households, it will be advantageous to create a QA
process to ensure content and data is accurate prior to sending monthly
scorecards. A QA process could potentially mitigate the risk of households
receiving inaccurate data or scorecards sent with content errors. Without a QA
process, it is possible households will receive scorecards they find inaccurate or
filled with errors, which could lead to disengagement with the reports.

= Track and monitor future marketing efforts. By creating a system to track and
monitor marketing and outreach efforts, program staff will be able to determine
what activities are most effective at reaching households and how to best use
limited resources. If social media is used to market the program, explore gathering
analytics (e.g., Facebook’s Insights) to gauge engagement and consider paying to
promote posts to reach a larger audience.

= Continue marketing for household opt-in participants. The opt-in group
initiated in the PY2017 Pilot could not be evaluated due to biased group
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comparison between the treatment and post-hoc control group. For PY2019, the
Evaluators recommend continuing the same marketing efforts made in the Pilot.
The Evaluators will implement a “variance in adoption” model recommended in the
CPUC white paper on opt-in behavior programs?. This model requires opt-in
customers with varying opt-in start dates and therefore require consistent
marketing efforts. As marketing efforts for opt-ins ceased when the program moved
to an opt-out design, the Evaluators were unable to implement the variance in
adoption model for PY2017 and for PY2018.

= Create a system to monitor customer satisfaction with scorecards and track
implementation of saving tips. To achieve the highest energy savings potential,
it is important that households are implementing monthly savings tips. The
program could consider surveying program participants quarterly to gather
feedback on the reports. Program staff could also embed a survey link in the portal
system to gather ongoing customer feedback. Additionally, conducting focus
groups to gain better insight into how households perceive Scorecards may lead
to design improvements. Some households may not understand the contents of a
report and a focus group or survey may lend information to improve content and
data provided to households. Additionally, allowing households to select tips in the
portal that they will implement would allow households and program staff to track
which tips are selected and of interest to households and reinforce the energy
saving behavior3.

= Provide a link to information on how home comparisons were developed.
Twenty-one percent of survey respondents believed that the comparison of their
homes energy usage to other homes was very inaccurate (4%) or somewhat
inaccurate (17%). It might be beneficial to provide more detailed explanation of the
Scorecard for households interested in how usage and comparisons are
calculated.

= Continue to build community awareness of the Energy Smart Scorecard
program. Program staff should continue efforts to build awareness of the program
to encourage more residential households to participate. This could include
additional marketing and outreach efforts, refer-a-friend campaign, and/or working
with local leaders to increase buy-in.

= Establish regularly scheduled meetings and reporting requirements. Entergy
and Accelerated Innovations (Al) should consider a standing meeting to establish
a regular cadence of communication as the program moves into the second and
third year. In addition, it may be beneficial to create period reporting requirements

2 California Public Utilities Commission — Energy Division. (2014). Evaluating Opt-in Behavior Programs:
Issues, Challenges, and Recommendations [White paper].
3 Individuals who commit to behaviors tend to engage in the behavior.

Cialdini, R. (2009). Influence: The psychology of persuasion. HarperCollins: New York, NY.
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for the implementing vendor (i.e., quarterly reports with enrollment and year-to-
date energy saving estimates).

= Consider using the report to strategically promote rebate programs or
measures. Although the rebate program savings would not be attributed to the
behavioral program, the reports could be leveraged to promote underperforming
programs or measures or for seasonal promotion of measures such as AC tune-
ups in the spring and refrigerator rebates in advance of holiday weekends.

= Develop strategies to increase the number of program participants who
complete profile information about their homes to ensure accurate
comparisons. Staff noted that they encouraged households to complete profile
information about their homes that would allow for comparisons to homes of similar
size, but that a minority of homes took this step. The Evaluators suggest the
following recommendations to address this: 1) Include a statement and link on the
home energy reports of households who have not completed their profiles
indicating that better information on their homes’ energy use can be provided if
they complete their profile; and 2) Explore the potential use of third-party data
vendors such as Experian or Axciom as sources of data on customer
characteristics such as household size.

= Explore opportunities to engage households with their data and scorecard.
Some survey respondents were interested in more detailed information about their
home energy usage data. It may be advantageous for program staff to explore
platforms that provide customers an opportunity to engage more with data (i.e.,
moving from a PDF version of a report to an interactive website). Review of the
PY8 scorecard provided in a planning document indicates that staff have made the
scorecard more interactive.

= Continue to explore ways to increase open rates. The email open rates may
increase over time as customers become accustomed to receiving the emailed
reports. Nevertheless, the program’s effectiveness is dependent on customers
viewing and acting on the information provided in the reports. Improvements in
open rates should lead to increased program savings.

1.5.1.10 EasyCool Direct Load Control

= Both ENO and Algiers met their savings goals, but the Program did not meet
its installation goal. The number of devices installed through EasyCool fell below
the goal of 1,875 device installations.

= Staff reported that the multiple channels are used to market the program.
Communications from the utility were the most common sources of information;
65% of customers received an email from Entergy and 34% received a bill insert
or mailer from Entergy. /
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Enrollment process is working well. Three-quarters of customers reported that
their device was installed within two weeks of scheduling the appointment.
Additionally, most customers were satisfied with the enrollment process (94%) and
the installation of the equipment (92%).

The number of events called was appropriate. The number of events called
aligned with most customers’ expectations. Eighty-eight percent of customers
reported that the number of events was equal to or fewer than what they expected.

Some customers experienced discomfort, but this is unlikely to impact
participation. One-half of customers at home during an event were very or
moderately uncomfortable during the events. The level of discomfort may have
been a result of the cycling strategy or the duration of the events. Despite the
reported discomfort, 86% reported that they were somewhat or very likely to
participate in the following year. Furthermore, of the eight customers who indicate
they may not participate again, one indicated that they would stay in the program
if the air conditioner ran more during events.

Most participants were satisfied with the program. Eighty-three percent of
participants were satisfied with the program overall.

The Evaluators’ recommendations are as follows:

Increase aggressiveness current cycling strategy. Few participants indicated
they were likely to leave the program because of comfort issues.

Continue to find ways to increase participation. The primary barriers to
participation in load control programs that involving installing cycling switches on
compressors stem from uncertainty about the potential comfort impacts, perceived
lack of control over the AC unit, and perceived risks of damage to the air
conditioning equipment. Some tactics to reduce these barriers include:

n Consider providing advance notice of events and making it clear on the FAQ
and other materials that notice will be provided. Customers generally prefer
to receive notice of demand response events. Because staff indicated
concerns that advance notice would increase opt outs, an approach to
consider is to pilot the advance notice with a random subset of participants
and assess the impact on opting out.

" Provide information on the number of events likely to occur in the year.
Uncertainty about the impact of participation on home comfort may be
magnified if customers do not have information on the number of events
that will occur during a year. Consider providing a typical number of events
and/or a cap on the maximum number of events that will be called.

n Help customers see the “bigger picture.” A theme from the responses of
additional information that participants were seeking is that they want to
understand what the benefits of the program are. While the website
presents information on this, consider providing information on how
reducing peak loads decreases the need for additional generation and the
environmental benefits stemming from that.
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" Consider limiting peak events to less than four hours. The program will be
more appealing to customers if there the duration of events is shorter
because it will reduce the risk of discomfort. However, the length of events
needs to be consistent with system peak loads and should not be shortened
if doing so will not reduce system peaks.

" Consider a customer referral bonus. Personal referrals are generally
considered more trustworthy than other sources of information. A referral
bonus will leverage customers experiences with the program, which were
largely positive.

1.5.2 Commercial Portfolio Findings and Recommendations

1.5.2.1 Small Commercial Solutions

Erroneous reduction in peak coincidence of 0.26 for lighting controls. For
three sampled sites, ex ante kW calculations assumed additional sensor savings
for any item that had lighting controls associated with it. For example: Assume an
exterior lighting project, whose fixtures were previously controlled by photosensors
and thus operating 4,319 hours annually. NLD operation precludes operation
during peak times. However, when “Photosensor” controls were indicated in the
ex ante calculator for said line item, a 0.26 reduction in PCF would automatically
be included in ex ante savings calculations.

Additionally, project SN8-022 was affected by a similar error: kWh estimates
included erroneous additional kWh savings associated with the addition of
sensors, though not were installed as part of the project.

The Evaluators believe that this is an oversite from developing calculators to
comply with TRM v1.0 section C.6.2.5.: Lighting Controls, Calculation of Deemed
Savings. When applied in that scenario calculations are carried our correctly. The
Evaluators recommend this error be fixed in implementor lighting calculators to
prevent overestimation of savings.

Rounding error between project documentation and program tracking.
During the final review process, the Evaluators contacted the implementors
regarding three sites whose site-level kW estimates differed from those listed in
program tracking. It was determined that these were the result of rounding errors,
specifically that project documents and calculators supplied 2+ digits after a
decimal place, but program tracking data rounded to the nearest whole number.
The Evaluators suggest the process be updated as to avoid this systematic error.

The program met its overall goal but fell short of the goal for Algiers. Meeting
savings goals for Algiers has been a challenge for the program over the last few
years. Staff is aware of the issue and is reviewing program participation and
outreach processes to identify any barriers they can address to increase
participation including reducing the need for preapproval for all projects.
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The program has a limited marketing budget and is largely trade ally driven,
but friends and colleagues and the program awareness were other means
customers learned of the program. Survey responses indicate that trade allies
and friends and colleagues were the most common sources of program
awareness, followed by the program website. Staff reported that commercial
programs were promoted through a wide range of channels including print ads,
presentations, and social media. Additionally, marketing materials and co-branding
opportunities are available to trade allies. Staff track marketing activities and are
developing a more formal tracking system.

Trade allies are engaged with the program. There are many trade allies active
in the program relative to its size. Twenty-one trade allies completed projects
during PYS8, although as is often the case, relatively few contributed
disproportionately to the program savings. Trade ally feedback provided during
interviews was also positive.

Trade allies noted multiple barriers to efficiency improvements. In addition to
issues related to costs, trade ally discussions of barriers to customers adoption of
efficiency measures include distrust of savings opportunities, concern over future
maintenance costs, or that customers have not “bought into energy efficiency.”

Program participants were satisfied with the program. All survey respondents
rated their satisfaction as a four or a five on a five-point satisfaction scale.

An outsized share of program participation is custom. Over two-thirds of the
projects are custom. This is due to a restricted fixture list, as well as findings from
trade allies that projects pay a higher rebate when taken through the custom path.

The Evaluators’ recommendations are as follows:

Redesign prescriptive incentives to reduce use of the custom project track.
The custom track should be limited to projects that fall outside of TRM-eligible
measures and TRM-specified facility types. If trade allies are using the custom
track in excess, it may be indicative of an improperly designed prescriptive
equipment list. Efforts which contribute to this could include:

o0 Expand the prescriptive list to include linear LEDs. Such a list could
restrict eligibility to fixtures listed by ENERGY STAR or DLC.

0 Reexamine PY8 projects to calculate prescriptive versus custom
incentive amounts and adjust prescriptive incentives to align with the
custom values. If the same project provided a larger incentive with custom
inputs, then the program should adjust prescriptive mitigate this effect.
Moving more projects to the prescriptive track will reduce administration
costs and allow an increased number of projects to complete in the program
at the same budget level, while not negatively affecting savings.

o Specify projects as “prescriptive”, “partially prescriptive”, or
“custom”. To “partially prescriptive” would entail when a project uses
custom wattage inputs (due to use of a non-standard lighting fixture) but
uses TRM parameters for hours of use or peak coincidence. “Custom”
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would be limited to cases when facility-specific hours of use or peak
coincidence factors are applied.

= Revise program eligibility to specify “<100 kW connected load”, rather than
“<100 kW peak demand”. The current criterion allows for small business
incentives to pay to large commercial customers if their load is heavily off-peak. If
allowable under current rate-setting rules, expand this to aggregate facilities with
multiple premises in order to set incentives appropriate for the project decision-
maker’s financial constraints.

= Revise the prescriptive lighting calculator to correctly calculate peak kW
savings from lighting controls.

= Correct rounding errors when importing project-level documentation to
program-level tracking.

= Reduce administrative burden associated with preapproval. For projects
where multiple locations of the same facility are installing the same or similar
retrofit, use one project as a proof-of-concept for preapproval. There are projects
where multiple locations complete the same or similar retrofit, and after reviewing
one, the others should go forward without an additional preapproval required.

= Add downloadable marketing materials to the website such as flyers and
case studies developed by the program. The website was a commonly
mentioned source of program awareness. The addition of marketing materials that
address barriers to efficiency identified such as savings potential and maintenance
costs of efficient equipment may improve customer receptivity to efficiency
projects.

»  Conduct more detailed QA/QC review on new contractors. The Evaluators
found that on average, low-volume trade allies had lower gross realization rates
than the two higher-volume trade allies in the sample. Program staff should flag a
higher percent of low-volume trade ally projects for review, in order to ensure that
they are complying with program rules and to forestall realization rate shortfalls.

= Develop additional approaches to reaching Algiers customers. These
approaches may include targeted email campaigns and continued targeting of
businesses in the area.

= Add downloadable marketing materials to the website such as flyers and
case studies developed by the program. The website was a commonly
mentioned source of program awareness. The addition of marketing materials that
address barriers to efficiency identified such as savings potential and maintenance
costs of efficient equipment may improve customer receptivity to efficiency
projects.

= Conduct more detailed QA/QC review on new contractors. The Evaluators
found that on average, low-volume trade allies had lower gross realization rates
than the two higher-volume trade allies in the sample. Program staff should flag a
higher percent of low-volume trade ally projects for review, in order to ensure that
they are complying with program rules and to forestall realization rate shortfalls.
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1.5.2.2 Large Commercial Solutions

= Erroneous reduction in peak coincidence of 0.26 for lighting controls. For
two sampled sites, ex ante kW calculations assumed additional sensor savings for
any item that had lighting controls associated with it. For example: Assume an
exterior lighting project, whose fixtures were previously controlled by photosensors
and thus operating 4,319 hours annually. NLD operation precludes operation
during peak times. However, when “Photosensor” controls were indicated in the
ex ante calculator for said line item, a 0.26 reduction in PCF would automatically
be included in ex ante savings calculations.

The Evaluators believe that this is an oversite from developing calculators to
comply with TRM v1.0 section C.6.2.5.: Lighting Controls, Calculation of Deemed
Savings. When applied in that scenario calculations are carried our correctly. The
Evaluators recommend this error be fixed in implementor lighting calculators to
prevent overestimation of savings.

= The program did not meet its savings goals, however, the number of projects
increased significantly over the prior year. Staff indicated that the budget
process has been improved so that funding remains available during the year, but
that not all trade allies are aware of this yet. Staff is continuing to communicate this
to trade allies.

= Program activity is largely trade ally driven. Two thirds of survey respondents
learned of the program from a trade ally. Relatively few respondents learned of the
program from an ENO account representative (8%) or other means.

= Trade allies are engaged with the program. There are many trade allies active
in the program relative to its size. Thirty-six trade allies completed projects during
PY8, and savings were widely distributed across them.

= Trade allies noted multiple barriers to efficiency improvements. In addition to
issues related to costs, trade ally discussions of barriers to customers adoption of
efficiency measures include distrust of savings opportunities, concern over future
maintenance costs, or that customers have not “bought into energy efficiency.”

= Program participants were satisfied with the program. All survey respondents
rated their satisfaction as a four or a five on a five-point satisfaction scale.

= Survey results suggest there is potential for compressed air efficiency
projects in large commercial facilities. Twenty-four percent of respondents
reported that they had compressed air and a minority had efficient systems with
variable speed compressors, low-pressure drop filters, no-loss condensate drains,
high efficiency blow-off nozzles, and high efficiency cycling refrigerated dryer.
Overall, customers expressed interest in incentives to improve the efficiency of
their compressed air systems.

The Evaluators’ recommendations are as follows:
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The Evaluators recommend the prescriptive lighting calculator be revised to
correctly calculate peak kW savings where sensors are involved.

Work to further engage Entergy account representatives. Account
representatives are a key asset in driving large commercial customer activity. Eight
percent of respondents reported that they learned of the program from Entergy
account representatives and a trade ally suggested that better education of
Entergy service representatives as a means of improving the program. Increased
contact and collaboration with the program implementer and training on how the
program can help their customers manage energy costs may increase
participation.

Focus on educating customers on compressed air savings. Compressed air
projects represent a source of potential future energy savings. Educating
customers and identifying contractors that provide compressed air services may
help drive future program savings.

Improve QA surrounding space heating type for lighting retrofits. The
Evaluators found multiple projects where the application stated gas space heating
and the on-site inspection found electric resistance. This is a QA metric that should
be formally included in program trade ally assessments completed by Aptim, as a
“false positive” for gas heating when a building uses electric resistance can
increase savings by over 20%.

1.5.2.3 Publicly Funded Institutions

Erroneous reduction in peak coincidence of 0.26 for lighting controls. For
five sampled sites, ex ante kW calculations assumed additional sensor savings for
any item that had lighting controls associated with it. For example: Assume an
exterior lighting project, whose fixtures were previously controlled by photosensors
and thus operating 4,319 hours annually. NLD operation precludes operation
during peak times. However, when “Photosensor” controls were indicated in the
ex ante calculator for said line item, a 0.26 reduction in PCF would automatically
be included in ex ante savings calculations.

The Evaluators believe that this is an oversite from developing calculators to
comply with TRM v1.0 section C.6.2.5.: Lighting Controls, Calculation of Deemed
Savings. When applied in that scenario calculations are carried our correctly. The
Evaluators recommend this error be fixed in implementor lighting calculators to
prevent overestimation of savings.

Peak coincidence factors do not correspond to default-overridden custom
hours of operation. When deemed hours are overridden in ex ante calculators
said hours are used in ex ante calculations, however the deemed peak coincidence
factor is still applied. In Project PN8-009 a total of 17 line items had lighting which
were located in an “Education: College/university” deemed space. Deemed hours
of operation had been overridden from 3,577 to 8,760, however the peak CF
remained .69, when it should have been 1.00 to reflect the continuous lighting
operation.
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The PFI Program met its savings goals for the year. Staff indicated that projects
in the pipeline and increased word-of-mouth referrals contributed to the increase
in program activity. That said, the program implementation team has been active
in developing projects and working with the City of New Orleans, city Universities,
and charter schools. These services include benchmarking, assistance with
planning, and assistance with the bid process.

Marketing and outreach efforts included lunch and learns and individual
outreach to public organizations.

Government procurement processes create a barrier to participation. Both
program staff and trade allies noted that procurement process requirements
present a barrier to participation. Responses from interviewed trade allies suggest
that because of these types of barriers, they are reluctant to pursue working with
government entities.

The Evaluators’ recommendations are as follows:

Work with public sector entities towards an RFQ process instead of an RFP
process. With a pre-qualified list and price-point, projects could be processed
more quickly. This may entail establishing different thresholds based on project
size.

If an RFQ process can be put in place, work towards providing centralized
energy advisory services for public institutions, reducing the risk faced by
trade allies of developing a project but losing it to another bidder. ENO has
included funding for an energy advisor service in its most recent filing. This energy
advisor can serve a valuable role in PFI, as they could help public institutions
develop projects for a fixed fee paid by the program, which can then be put out to
“quick bid” to a list of preapproved contractors from the RFQ process.

Highlight public sector retrofits in general Energy Smart marketing. Beyond
the PFI program, retrofits at high-visibility institutions in the PFI program could
spark interest among other customer sectors.

Continue efforts to develop projects with publicly funded entities. The
implementation team’s efforts are central to the development of program projects.
Procurement processes and related challenges make it difficult for trade allies to
develop work and as such, the program is likely to continue to need ongoing staff
support.

1.6 Report Organization

This report is organized with one chapter providing the full impact and process summary
of a specified program. The report is organized as follows:

Chapter 2 provides general methodologies;

Chapter 3 provides results for the Home Performance with Energy Star Program
(HPWES);

Chapter 4 provides results for the Low Income Audit and Weatherization Program
(LIA&WYX);
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= Chapter 5 provides results for the Multifamily Program (MF);
m  Chapter 6 provides results for the Green Light Direct Install Program (GLDI);

= Chapter 7 provides results for the Residential Lighting and Appliances Program
(RLA);

= Chapter 8 provides results for the Residential Heating and Cooling Program
(RH&C);

= Chapter 9 provides results for the School Kits and Education Program (SK&E);
m  Chapter 10 provides results for the Scorecard Behavioral Program;

m Chapter 11 provides results for the EasyCool Direct Load Control Program
(EASYCOOL PROGRAM);

m  Chapter 12 provides results for the Small Commercial Solutions Program (SCS);

m  Chapter 13 provides results for the Large Commercial and Industrial Solutions
Program (Large C&l);

m  Chapter 14 provides results for the Publicly Funded Institutions Program (PFI);

= Appendix A provides the site-level custom reports for the SCS, C&l Solutions and
PFI Programs;

= Appendix B provides the survey instruments and interview guides used in this
evaluation;

= Appendix C provides support for the Scorecard behavioral analysis;
= Appendix D provides a copy of the Energy Smart Saver Kit Product Guide and
= Appendix E presents cost-benefit results.
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2. General Methodology

This section details general impact evaluation methodologies by program-type as well as
data collection methods applied. This section will present full descriptions of:

m  Gross Savings Estimation;

= Sampling Methodologies;

m  Process Evaluation Methodologies; and
= Data Collection Procedures.

2.1 Glossary of Terminology

As a first step to detailing the evaluation methodologies, the Evaluators provide a glossary
of terms to follow*:

m  Ex Ante — Forecasted savings used for program and portfolio planning purposes
(from the Latin for “beforehand”)

s Ex Post — Savings estimates reported by an evaluator after the energy impact
evaluation has been completed (From the Latin for “from something done
afterward”)

m  Deemed Savings — An estimate of an energy savings or demand savings outcome
(savings) for a single unit of an installed energy efficiency measure. This estimate
(a) has been developed from data sources and analytical methods that are widely
accepted for the measure and purpose and (b) is applicable to the situation being
evaluated (e.g., assuming 112 kWh savings for a residential advanced power strip)

= Savings — The change in energy consumption and/or demand that results directly
from program-related actions taken by participants in an efficiency program

m Realization Rate — Ratio of Ex Post Savings / Ex Ante Savings (e.g., if the
Evaluators verify 105 kWh per showerhead, Realization Rate = 105/112= 93.8%
realization rate

2.2 Overview of Methodology

The proposed methodology for the evaluation of the PY8 ENO Portfolio is intended to
provide:

= Impact results; and
m  Program feedback and recommendations via process evaluation

In doing so, this evaluation will provide the verified gross savings results, provide the
recommendations for program improvement, and ensure cost-effective use of ratepayer
funds. Leveraging experience and lessons learned from impact evaluation can provide

4 Arkansas TRM V7.0, Volume 1, Pg. 80-86
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greater guidance as to methods by which program and portfolio performance could be
improved.
2.2.1 Sampling
Programs are evaluated on one of three bases:
m  Census of all participants;
= Simple Random Sample; and
» Stratified Random Sample.
2.2.1.1 Census

A census of participant data was used for select programs where such review is feasible.
All program measures were evaluated. Programs that received analysis of a census of
participants include:

= Home Performance with ENERGY STAR
= Low Income Audit and Weatherization
= Residential Heating & Cooling
= Energy Smart Lighting and Appliances
= Energy Smart School Kits
2.2.1.2 Simple Random Sampling

For programs with relatively homogenous measures (largely in the residential portfolio),
the Evaluators conducted a simple random sample of participants. The sample size for
verification surveys is calculated to meet 90% confidence and 10% precision (90/10). The
sample size to meet 90/10 requirements is calculated based on the coefficient of variation
of savings for program participants. Coefficient of Variation (CV) is defined as:

Standard Deviation,,

Mean,

Where x is the average kWh savings per participant. Without data to use as a basis for
a higher value, it is typical to apply a CV of .5 in residential program evaluations. The
resulting sample size is estimated at:

_ (1.645 s CV)2
o = RP
Where,

1.645 = Z Score for 90% confidence interval in a normal distribution
CV = Coefficient of Variation
RP = Required Precision, 10% in this evaluation

2.2.1.3 Stratified Sampling

For the ENO SCS and Large C&l programs, Simple Random Sampling is not an effective
sampling methodology as the CV values observed in business programs are typically very
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high because the distributions of savings are generally positively skewed. Often, a
relatively small number of projects account for a high percentage of the estimated savings
for the program.

To address this situation, we use a sample design for selecting projects for the M&V
sample that takes such skewness into account. With this approach, we select a number
of sites with large savings for the sample with certainty and take a random sample of the
remaining sites. To further improve the precision, non-certainty sites are selected for the
sample through systematic random sampling. That is, a random sample of sites remaining
after the certainty sites have been selected is selected by ordering them according to the
magnitude of their savings and using systematic random sampling. Sampling
systematically from a list that is ordered according to the magnitude of savings ensures
that any sample selected will have some units with high savings, some with moderate
savings, and some with low savings. Samples cannot result that have concentrations of
sites with atypically high savings or atypically low savings. As a result of this
methodology, the required sample for the SCS and Large C&l Programs were reduced to
the following strata:

Table 2-1 Stratified Sampling Summary

Program Strata Sites Sampled
Small Commercial Solutions 5 14
Large Commercial and Industrial | 4, plus 1 certainty 16
Publicly Funded Institutions 4, plus 1 certainty 5

2.2.2 Impact Calculations

The general approach for calculation of verified kWh and kW savings was to start with
deemed savings and refine estimates with primary data collection. Further detail can be
found in each program chapter.

2.2.3 Residential Verification and Testing Site Visits

The Evaluators conduct on-site testing and verification of the high impact residential
measures, duct sealing and air sealing. The visits were made to sites participating in at
least one of four PY8 programs: HPWES, LIA&WXx, MF and AC Tune-Up. During PY8 the
Evaluators visited and tested a total of 95 homes; 78 in the ENO territory and 17 in the
Algiers territory. Thirty-five of the homes involved air sealing projects and six of the homes
involved multiple duct sealing projects, resulting in a total of 98 duct blasting test results.

2.2.3.1 Air Sealing

The Evaluators conducted on-site testing of 35 homes which have received air sealing
through one of the four programs. Below, Table 2-2 shows the breakdown of testing by
program:
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Table 2-2 Air Sealing Field Verification and Testing by Program

Program Site Visit
Count
Home Performance with Energy Star Program 9
Income Qualified Weatherization Program 9
Multifamily Program 3
Residential Heating and Cooling 14
Total 35

During these site visits, the Evaluators’ field staff conducted blower door testing in an
effort to validate post-retrofit leakage estimates indicated in program tracking data.

Details of the results are discussed in detail in HPWES chapter, section 3.3.1 Air Sealing
Savings Calculations.

2.2.3.2 Duct Sealing

The Evaluators conducted on-site testing of 98 projects at 92 homes which have received
duct sealing through one of the four programs. Below, Table 2-3 shows the breakdown of
testing by program:

Table 2-3 Duct Sealing Field Verification and Testing by Program

site Visit | . D@
Program Collection
Count :
Points
Home Performance with Energy Star Program 27 30
Income Qualified Weatherization Program 17 17
Multifamily Program 4 4
Residential Heating and Cooling 44 47
Total 92 98

During these site visits, the Evaluators’ field staff conducted duct blasting testing in an
effort to validate post-retrofit leakage estimates indicated in program tracking data.

Details of the results are discussed in detail in the HPWES chapter, section 3.3.2 Duct
Sealing Savings Calculations.

2.2.3.3 Other On-Site Verification Items

In addition to directly measuring air infiltration and duct leakage, while on site the
Evaluators also verified installation other measures the household may have received
from a PY8 program:

Ceiling insulation levels;
AC/HP tune-up;

Appliance installation;
LED usage and

Faucet and aerator usage.
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2.2.4 Estimation of Net Savings
Table 2-4 summarizes the net savings approach used for each program.
Table 2-4 Summary of Net Savings Approaches

Self- Billing
Literature | Analysis/Price | Deemed
Program Report .
Review Response Value
Surveys .
Modeling

Home Performance with ENERGY STAR v

Low Income Audit and Weatherization v
EnergySmart for Multifamily v

Green Light Direct Install 4
Residential Lighting and Appliances 4 v 4

Residential Heating and Cooling v

Energy Smart School Kits and Education v
Scorecard Behavioral Program v

EasyCool Direct Load Control 4

Small Commercial Solutions 4

Large Commercial and Industrial v

Publicly Funded Institutions v

2.2.4.1 Residential Program Self-Report Approach

The following sections describes the self-report approaches to estimating free ridership
and participant spillover for the residential programs.

2.2.4.1.1 Major Measure Free Ridership Assessment

The objective of the free ridership analysis is to estimate the share of program activity
would have occurred in the absence of the program. To accomplish this, the Evaluators
administered a survey to program participants that contained questions regarding the
participants’ plans to implement the incentivized measures and the likelihood of
implementing those measures in the absence of program incentives and informational
support. Program participants were asked questions regarding:

= Whether or not they had plans to complete the project and if they could afford to
complete it without the program discount;

= The likelihood of completing the project without the discount or the incentivized
assessment;

= The timing of the project in the absence of the program.
Prior Plans

Respondents who indicated that they did not have plans to install the efficient measure
or the financial ability to do so were determined to not be free riders. Free ridership scores
were developed for the remaining respondents using survey response data on likelihood
of completing the efficiency project or installing the efficient equipment and the program’s
impact on when that would have occurred.
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Likelihood of Project Completion Score

The score reflecting the likelihood of completing the project in the absence of the program
was based on the following questions:

m Prior to learning about the program, did you have plans to have an energy
assessment of your home performed?

= How likely is it that you would have completed the same < MEASURE> project that
you completed through the program if the rebate was not available?

= How likely is it that you would completed the same < MEASURE> project had it
not been recommended through the energy assessment of your home?

The first question assesses the existence of prior plans to have the assessment
performed while the second and third questions assess the likelihood of the customer
implementing the project in the absence of the rebate or energy assessment. A score was
assigned to each response for the second and third questions as follows:

Very likely: 1

=  Somewhat likely: .75

= Neither particularly likely or unlikely: .5
= Somewhat unlikely: .25

= Very unlikely: 0

If the participant did not have an assessment performed, or had prior plans to have an
assessment performed, the score based on the rating for the likelihood of completing the
project without the discount.

If the participant had an assessment and did not have prior plans to have an assessment,
the score is based on the minimum of the following two scores:

= The likelihood of completing the project without the assessment; and
= The likelihood of completing the project without the incentive.

Timing Score

To account for the impact the program may have had on project timing, the likelihood
score was multiplied by a timing score. The timing score was developed from responses
to a question on when the participant might have completed a project in the absence of
the program. Specifically, timing was scored as follows:

= Project would have been completed in 0 to 6 months: 1

= Project would have been completed in 6 months to a year: .67

= Project would have been completed in 1 to 2 years: .33

= Project would have been completed in more than 2 years: 0
Final Free Ridership Score

The procedures used to estimate free ridership are summarized below in Figure 2-1.
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Figure 2-1 Summary of Free Ridership Scoring Algorithm
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2.2.4.1.2 Direct Install Free Ridership Assessment

The approach to estimating free-ridership for the direct install measures was similar to
the approach described above but differs in three regards. First, because the direct install
measures are relatively low-cost items, financial ability is less likely to be a factor for
participants. Second, because of their relatively low cost and the ability to easily self-
install the items, it is unlikely that participants would have had plans to install the
equipment for an extended period. As such, the free-ridership methodology did not factor
in financial ability or the program’s impact on the projects timing. Third, for LED light bulbs,
which respondents received several of, the respondent’s plans may have been to install
fewer than the total number of bulbs received through the program. Consequently, then
number of lamps that would have been installed in the absence of the program was taken
into consideration.

The free-ridership scoring is summarized in Figure 2-2 Under this approach, a respondent
is considered to have prior plans to implement the measure if they 1) stated that they had
prior plans and 2) that they had previously purchased that measure type.
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Figure 2-2 Direct Install Free Ridership Scoring Methodology

Had price " |
plam =< You So—¥
implement N

i | final Free
; J Mtody —-1 Average = Ridership
? P Scure ‘7 J e . 0

Cuantity, |
Adjuszmont
[Scored 0= 1) |

LRalinood of
Installing within 12
months without
pragram J
[Scomwd D 4)

2.2.4.1.3 Participant Spillover Assessment

To estimate participant spillover impacts, participant survey respondents were asked if
they had purchased any additional items because of their experience with the program
without receiving an incentive.

Participants that indicated one or more energy efficiency purchases were asked additional
questions about what was purchased, and the number of units purchased to estimate the
savings impact. Additionally, the following two questions were asked to determine
whether the energy savings resulting from measures that were attributable to the
program:

= On ascale of 0 to 10, where 0 represents “not at all important” and 10 represents
“‘extremely important”, how important was the experience with the program in your
decision to purchase the items you just mentioned?

s On a scale of 0 to 10, where O represents “not at all likely” and 10 represents
“‘extremely likely,” how likely would you have been to purchase those items if you
had not participated in the program?

If the average of the first response and 10 — the second response is 7 or greater, the
savings associated with the measures were attributed to the program.

2.2.4.2 Commercial Program Self-Report Approach
2.2.4.2.1 Free Ridership Assessment

Several criteria were used for determining what portion of a customer’s savings for a
particular project should be attributed to free ridership. The first criterion was based on
the response to the question: “Would you have been financially able to install energy
efficient [Measure/Equipment] at the location without the financial incentive from the
Program?” Customers that answer “No” to this question are asked to confirm that they
would not have allocated funds to the project without the incentive. If a customer confirms
that they would not have allocated the funds if the incentives were not available, the
customer was not deemed a free rider.
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For decision makers that indicated that they were able to undertake energy efficiency
projects without financial assistance from the program, three factors were analyzed to
determine what percentage of savings may be attributed to free ridership. The three
factors were:

m Plans and intentions of firm to install a measure even without support from the
program;

= Influence that the program had on the decision to install a measure; and
= Afirm’s previous experience with a measure installed under the program.

For each of these factors, rules were applied to develop binary variables indicating
whether or not a participant’s behavior showed free ridership.

The first factor requires determining if a participant stated that his or her intention was to
install an energy efficiency measure even without the program. The answers to a
combination of several questions were used with a set of rules to determine whether a
participant’s behavior indicates likely free ridership. Two binary variables were
constructed to account for customer plans and intentions: one, based on a more
restrictive set of criteria that may describe a high likelihood of free ridership, and a second,
based on a less restrictive set of criteria that may describe a relatively lower likelihood of
free ridership.

The first, more restrictive criteria indicating customer plans and intentions that likely
signify free ridership are as follows (Definition 1):

= The respondent answers “yes” to the following two questions: “Did you have plans
to install energy efficient [Measure/Equipment] at the location before deciding to
participate in the program?” and “Would you have gone ahead with this planned
project if the you had not received the rebate through the program?”

= The respondent answers “definitely would have installed” to the following question:
“If the rebates from the program had not been available, how likely is it that you
would have installed energy efficient [Measure/Equipment] at the location
anyway?”

m  The respondent answers “no, program did not affect timing of purchase and
installation” to the following question: “Did you purchase and install energy efficient
[Measure/Equipment] earlier than you otherwise would have without the program?”

= The respondent answers “no, program did not affect level of efficiency chosen for
equipment” in response to the following question: “Did you choose equipment that
was more energy efficient than you would have chosen had you not participated in
the program?”

The second, less restrictive criteria indicating customer plans and intentions that likely
signify free ridership are as follows (Definition 2):

= The respondent answers “yes” to the following two questions: “Did you have plans
to install energy efficient [Measure/Equipment] at the location before participating
in the program?” and “Would you have gone ahead with this planned installation
even if you had not participated in the program?”
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m Either the respondent answers “definitely would have installed” or “probably would
have installed” to the following question: “If the rebates from the program had not
been available, how likely is it that you would have installed energy efficient
[Measure/Equipment] at the location anyway?”

m Either the respondent answers “no, program did not affect timing of purchase and
installation” to the following question: “Did you purchase and install energy efficient
[Measure/Equipment] earlier than you otherwise would have without the program?”
or the respondent indicates that while program information and financial incentives
did affect the timing of equipment purchase and installation, in the absence of the
program they would have purchased and installed the equipment within the next
two years.

= The respondent answers “no, program did not affect level of efficiency chosen for
equipment” in response to the following question: “Did you choose equipment that
was more energy efficient than you would have chosen had you not participated in
the program?”

The second factor requires determining if a customer reported that a recommendation
from a program representative or past experience with the program was influential in the
decision to install a particular piece of equipment or measure.

The criterion indicating that program influence may signify a lower likelihood of free
ridership is that either of the following conditions is true:

= The respondent answers “very important” to the following question: “How important
was previous experience with the program in making your decision to install energy
efficient [Measure/Equipment] at the location?”

m  The respondent answers “probably would not have” or “definitely would not have”
to the following question: “If the program representative had not recommended
[Measure/Equipment], how likely is it that you would have installed it anyway?”

The third factor requires determining if a participant in the program indicates that he or
she had previously installed an energy efficiency measure similar to one that they
installed under the program without an energy efficiency program incentive during the last
three years. A participant indicating that he or she had installed a similar measure is
considered to have a likelihood of free ridership.

The criteria indicating that previous experience may signify a higher likelihood of free
ridership are as follows:

= The respondent answers “yes” to the following question: “Before participating in
the Program, had you installed any equipment or measure similar to energy
efficient [Measure/Equipment] at the location?”

= The respondent answers “yes” to the following question: “Has your organization
purchased any significant energy efficient equipment in the last three years at the
location?” and answered “yes” to the question: “Did you install any of that
equipment without applying for a financial incentive through an energy efficiency
program?”
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The four sets of rules described above were used to construct four different indicator
variables that address free ridership behavior. For each customer, a free ridership value
was assigned based on the combination of variables. With the four indicator variables,
there are 11 applicable combinations for assigning free ridership scores for each
respondent, depending on the combination of answers to the questions creating the
indicator variables. Table 2-5 shows these values.

Table 2-5 Free Ridership Scores for Combinations of Indicator Variable Responses

Indicator Variables
Had Plans and Had Plans and Program had RidFrreehi
Intentions to Install Intentions to - Had Previous ership
Measure without Install Measure Influence on Experience with Score
. Decision to
Prqglrgm? wnhou; I'Dr_ogram? Install Measure? Measure?
(Definition 1) (Definition 2) )
Y N/A Y Y 100%
Y N/A N N 100%
Y N/A N Y 67%
Y N/A Y N 67%
N Y N Y 67%
N N N Y 33%
N Y N N 33%
N Y Y N 0%
N N N N 0%
N N Y N 0%
N N Y Y 0%

2.2.4.2.2 Participant Spillover Assessment

Program participants may implement additional energy saving measures without
receiving a program incentive because of their participation in the program. The energy
savings resulting from these additional measures constitute program participant spillover
effects.

To assess participant spillover savings, survey respondents were asked whether or not
they implemented any additional energy saving measures for which they did not receive
a program incentive. Respondents that indicated that they did install additional measures
were asked two questions to assess whether or not the savings are attributable to the
program. Specifically, respondents were asked:

“How important was your experience with the <PROGRAM> in your decision to implement
this Measure, using a scale of 0 to 10, where 0 is not at all important and 10 is extremely
important?”

“If you had not participated in the <PROGRAM>, how likely is it that your organization
would still have implemented this measure, using a 0 to 10 scale, where 0 means you
definitely WOULD NOT have implemented this measure and 10 means you definitely
WOULD have implemented this measure?”
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The energy savings associated with the measure are considered attributable to the
program if the average of the rating for the first question, and 10 — the rating for the second
question, is greater than seven, the savings are counted as attributable to the program.

2.2.4.3 Literature Reviews

Literature reviews were performed for ENERGY STAR pool pumps and heat pump water
heaters rebated through the Lighting and Appliance Program to estimate measure free
ridership. Both of these measures were installed by relatively few program participants
(i.e., 5 or less) but were impactful on program savings because each installation
generates relatively large savings.

2.2.4.4 Billing Analysis/Price Response Modeling

Savings for the Scorecard Behavioral Program and the Easy Cool Direct Load Control
Program were assed through an analysis of participant energy consumption (i.e., billing
analysis). The energy impacts developed through these approaches are net impacts.
The approaches used are described in additional detail in the program chapters.

For the lighting component of the Lighting and Appliance Program, free ridership was
assessed using price response modeling. The approach used is described in additional
detail in the program chapter.

2.2.4.5 Deemed Values

The net-to-gross ratio for the Income Qualified Weatherproofing Program was deemed to
be 1.0 in line with common practice for estimation of low-income program net savings.®

The net-to-gross ratios for the Green Light Direct Install and the Energy Smart School
Kits and Education programs were deemed based on prior evaluation findings.
2.2.5 Process Evaluation
The Evaluators completed process evaluations of the following PY8 programs:

m  Home Performance with ENERGY STAR

= Low Income Audit and Weatherization

= EnergySmart for Multifamily

= Residential Lighting and Appliances

= Residential Heating and Cooling

m Scorecard Behavioral Program

m Easy Cool Direct Load Control

=  Small Commercial Solutions

m Large Commercial and Industrial

5 See Violette and Rathbun, Chapter 17: Estimating Net Savings: Common Practices. The Uniform Methods
Project: Methods for Determining Energy Efficiency Savings for Specific Measures, available electronically
at http://www.nrel.gov/docs/fy140sti/62678.pdf, p. 50.
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= Publicly Funded Institutions

Table 2-6 Summary of Process Evaluation Activities

Program Data/Dogume Staff Participant Iﬁzig\i:vvgl Parl'::?:inpant
nt Review Interviews Surveys
Surveys Surveys

Home Performance v v v v v
with ENERGY STAR
Low Income Audit and v v v v
Weatherization
EnergySmart for v v v v v
Multifamily
Residential Lighting and 4 v v v
Appliances
Residential Heating and v v v v v
Cooling
Scorecard Behavioral v v v v
Program
EasyCool Direct Load v 4 v v
Control
Small Commercial v v v v
Solutions
Large Commercial and 4 4 v v
Industrial

v v v v

Publicly Funded
Institutions

2.2.5.1 Data and Document Review

The Evaluators reviewed program documentation such as application forms, the program
website, and contractor manuals. The purpose of this was review was to gain
understanding of program policies and procedures, assess marketing materials, and

review forms used for administering rebate forms.

2.2.5.2 Program Staff Interviews

In-depth interviews with program staff provided insight into program management and
operations. Interviews were completed with 16 Entergy, implementation contractor, and
program partner staff.
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Table 2-7 Summary of Staff Interviews

. Number of
o Interviewed Staff
Programs Organizations Role Staff
Roles .
Interviewed
Portfolio Entergy DSM Manager 1
Portfolio Entergy Project Manager 1
Portfolio Implementation Contractor Program Director 2
Director of ration
RLA Implementation Contractor irector of Operations 1
and Support
RLA Implementation Contractor Program Manager 1
C&l and Residential Incentive . .
Implementation Contractor Project Lead 2
Programs
C&I and Residential Incentive . .
! ! W Implementation Contractor Trade Ally Liaison 2
Programs
Residential Incentive Programs Implementation Contractor Marketing Manager 1
EnergySmart Behavioral . Vice President of
Implementation Contractor ) 1
Program Marketing
. . . Marketi d
C&I and Residential Incentive . arke Ihg a.n
Implementation Contractor Communications 1
Programs .
Specialist
hools P Resi ial
Schools Program and Residentia Program Partner Executive Director 1
Rebate Outreach
Schools P d Residential
Ccnools Frogram and Residentia Program Partner Outreach Manager 1
Rebate Outreach
. o Chief Operatin
Publicly Funded Institutions Program Partner p 8 1
Officer
Total 16

2.2.5.3 Participant Surveys

Telephone or online surveys were administered to program participants. The surveys
were used to collect data on participants experience with the program and how the
program affected their decision to implement the efficiency measures, for use in
estimating net savings.

For telephone surveys, at least five attempts were made to contact each participant
contact. For online surveys, three email invitations were sent to the participants.
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Table 2-8 Summary of Participant Survey Response

S Number of
Completions

HPWES Participant Telephone | November 2018 162 53
LIA&Wx Participant Telephone | November 2018 88 22
Multifamily Participant Telephone | November 2018 88 22
RLA - Appliance Rebate Participant Telephone | November 2018 105 33
Residential Heating & Cooling Participant | Telephone | November 2018 338 68
Behavioral Program 6,000 169

Treatment group January 2019 3,000 63

Control group Online 3,000 106
Residential non-participants Online January 2019 5,000 157
C&I Participant 111 28

Large C&I Participant Online/ | September 2018 55 20

Small Business Participant Telephone | Jan/Feb 2019 51

PFI Participant 5 1
Direct Load Control Participant Online November 2018 500 86
Total 18,503 835

*For some groups the number of contacts was all of the participants with contact information available. For others, the

contacts were a sample of all available contacts.

2.2.5.4 Trade Ally Interviews and Surveys

Trade ally in-depth interviews (IDI) and surveys were used to assess trade allies
experience with the program and to identify opportunities for program improvement and
increasing program reach. In total, interviews or surveys were completed with 30 trade

allies (Table 1-3).

Table 2-9 Summary of Trade Ally Interviews and Surveys

Group Data Collection Dat_a Collection Number of Numbef of
Type Time Frame Contacts Completions
C&I Trade Allies In-Depth Interview | July/August 2018 19 8
C&l Trade Allies Online Survey July/August 2018 41 5
Residential Trade Allies In-Depth Interview | July/August 2018 7 15
Residential Trade Allies Online Survey July/August 2018 13 2
Total 80 30
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3. Home Performance with ENERGY STAR®

3.1 Program Description

The Home Performance with ENERGY STAR® Program (HPwWES) is designed to
promote energy efficiency by offering home energy walkthrough assessments and/or
deeper energy assessments to its residential customers through a participating trade ally.
HPWES provides residential customers with access to qualified vendors (trade allies)
within the Companies’ service areas. The participating trade allies are to help the
residential customer analyze their energy use and identify energy efficiency
improvements. The trade ally inspection includes a visual inspection of the living space,
attic, and crawl space/basement, and exterior of the home, as well as discussion of
lifestyle and customer behaviors that impact energy use. Following the assessment, the
Energy Smart auditor recommends home improvements to increase energy efficiency.
HPWES provides incentives for installing ceiling insulation, duct sealing, and air infiltration
sealing in the form of a discount to the customer.

3.1.1 Program Delivery Channels and Expected Savings

A total of 739 households participated in HPWES by way or Direct Install and/or a major
measure, with an additional 4,804 households participating by ordering a Home Energy
Savings Kit (HESK) via the Energy Smart website.

3.1.1.1 Home Energy Savings Kits

A total of 4,926 kits were distributed to 4,272 New Orleans residences and 654 Algiers
residences. Kits were free of charge and included the following items:

(3) 9W A-Type LEDs;

(1) 15W A-Type LED;

(1) 1.5 gpm Kitchen Aerator;

(1) 1.0 gpm Bathroom Aerator;

(1) 1.5 gpm Showerhead;

Literature on included measures and
Energy Smart promotional materials.

Expected and realized savings from HESKSs is presented in section 3.3.5.
3.1.1.2 Direct Install and Major Measure

Below, Table 3-1 summarizes the total number of homes a Direct Install or Major Measure
was installed in and/or performed at, total measures installed/performed and the expected
kWh and peak kW savings by measure. HESK savings is presented as a single line item
in the table for continuity.
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Table 3-1 Summary of Measures and Expected Savings — New Orleans

Number of Expected | Expected Percent of
Measure Measures kWh kW Program
Distributed SolieE SovliEe Savings
(by kWh)
AC/HP Tune ups 96 75,619 27.38 2.7%
Aerators 32 848 0.09 0.0%
Air Sealing 140 155,612 50.59 5.6%
Duct Sealing 57 1,210,153 321.36 43.3%
Insulation 12 98,978 26.21 3.5%
LED Lighting 11,925 354,379 65.56 12.7%
Power Strips 231 64,915 6.88 2.3%
Showerheads 39 11,752 1.22 0.4%
Smart Thermostats 135 203,970 0.00 7.3%
Home Energy Savings Kits 4,272 619,440 97.40 22.2%
Total: 16,939 2,795,666 596.69

Table 3-2 Summary of Measures and Expected Savings — Algiers

Number of Expected | Expected Percent of
Measure Measures kWh kW Program
Distributed SEUlieE SEVlieE Savings
(by kWh)
AC/HP Tune ups 15 11,697 4.24 3.5%
Aerators 10 354 0.03 0.1%
Air Sealing 9 7,849 2.54 2.3%
Duct Sealing 57 136,756 39.59 40.9%
LED Lighting 2,192 61,941 11.50 18.5%
Power Strips 27 7,061 0.77 2.1%
Showerheads 8 1,808 0.19 0.5%
Smart Thermostats 8 12,432 0.00 3.7%
Home Energy Savings Kits 654 94,830 14.91 28.3%
Total: 2,980 334,726 73.77
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Figure 3-1 Program Performance Over PY8
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In PY8 programmable thermostats were replaced by Smart Thermostats. Below, Figure
3-2 illustrates and compares the differences in kWh savings contributions each measure

provided during PY7 and PY8.

Figure 3-2 Combined Savings Contribution by Measure, PY7/8 Comparison
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In PY7 372 projects summing to 1,218,180 kWh were completed during the abbreviated
nine-month program year. Normalizing these figures to 12 months (a full program year)
yields an expected 496 projects summing 1,624,239 kWh. The PY8 program ran for a
full 12 months surpassing normalized PY7 figures with an increase in expected kWh
savings of 92.7%, however average dwelling kWh savings fell by 82.7%. Table 3-3 and
Table 3-4 compare program years.

Table 3-3 Patrticipation and Expected Savings by Program Year

Expected
Count | Percentage > Percentage
PY ) kWh per
Homes Difference e Difference
PY7 (nominal) 348 3,275
PY7 (normalized)® 496 3,275
112.4% 16.9%
PY8’ 739 3,269

Table 3-4 Measure Type and Count Installed by Program Year®

Expected Expected
Expected Expected Expected
Measure kWh PY7 kWh PY7
kwWh PY8 1 kWh PY6 kWh PY5
(normalized) (nominal)
AC Tune-up 87,316 58,389 43,792 - -
Aerators 344,544 2,677 2,008 - -
Air Sealing 163,460 95,567 71,675 349,896 204,014
Ceiling Insulation 98,978 14,459 10,844 60,345 196,735
Duct Sealing 1,346,909 745,144 558,858 1,564,937 1,807,226
LEDs 787,247 317,356 238,017 - -
Pipe Wrap - 6,212 4,659 - -
Power Strip 71,976 33,700 25,275 - -
Showerheads 240,505 19,587 14,690 - -
Thermostats 216,402 4,144 3,108 - -
Wall Insulation - - - 956

The program goals and achievement of the goals is summarized below.

6 PY7 was an abridged year, lasting only nine months. Figures presented here are normalized to represent a full
program year (12 months).

7 Shown without HES Kits. Including data from HESKSs, PY total household count is 5,543 and savings per home is
652 kWh.

8 Figures adjusted to reflect 9-month PY7 program period.
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Table 3-5 HPwWES Summary of kWh Goal Achievement

. % of . % of
. Verified kWh Verified
Operating Company Goal kW Goal Goal
Net kWh Goal . kW .
Attained Attained
ENO 2,529,013 | 2,008,202 125.93% 588.06 404.52 145.37%
Algiers 299,241 149,257 200.49% 71.16 30 237.20%

3.2 MA&V Methodology

Evaluation of HPWES included the following:
= Surveys with participants;

Interviews with program staff;

Interviews with program trade allies; and

On-site testing and data collection.

Verified savings were calculated using methods and inputs in the New Orleans TRM v1.0
and incorporated results from on-site testing where appropriate. PY8 major savings
components are air infiltration, duct sealing and LEDs. The following section discusses
savings calculation methods for these measure in detail.

3.3 Verified Savings by Measure

After reviewing the tracking data and inputs for savings calculations, the Evaluators
provided verified savings using deemed values developed for New Orleans combined
with in-field testing results.

3.3.1 Air Infiltration Reduction Savings Calculations

Methods for calculating he deemed savings values for air infiltration reduction came from
the New Orleans TRM, section B.4.6. Deemed savings multipliers were developed
through EnergyGauge, a simulation software program. Multiple equipment configurations
were simulated in in developing savings values denominated in deemed savings per
CFM50 of air leakage rate reduction. Table 3-6 summarizes the deemed savings values
for New Orleans.
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Table 3-6 Deemed Savings Values for Air Infiltration Reduction®

. kWh/CFM kW/CFM
Equipment Type : :

Savings Savings

Electric AC with Gas Heat 0.4108 0.000331

Elec. Resistance w/ AC 1.0180 0.000332

Heat Pump 0.7210 0.000332

For example, consider a residence with electric AC and gas heat located. If the residence

had a leakage rate of 7,200 CFM50 before air infiltration reduction and a leakage rate of

3,500 CFM50 after, then the residence would have an annual savings of:

kWh Savings
CFMs,

Air Infiltration Savings = 698.36 kWh
3.3.1.1 Field Data Collection

The Evaluators conducted on-site testing of 35 homes which have received air sealing
through one of the four programs. Below, Table 3-7 shows the summarizes testing by
program:

Air Infiltration Savings = 0.4108 - (5,200 CFMsg pre — 3,500 CFMsg post)

Table 3-7 Air Sealing Field Verification and Testing by Program

Program Site Visit
Count
Home Performance with Energy Star Program 9
Income Qualified Weatherization Program 9
Multifamily Program 3
Residential Heating and Cooling 14
Total 35

During these site visits, the Evaluators’ field staff conducted blower door testing in an
effort to validate post-retrofit leakage estimates indicated in program tracking data.

The results of the Evaluators’ field testing are summarized in Figure 3-3. In this figure,
results are organized such that homes with verified leakage that is lower than shown in
tracking data (i.e., homes with realization greater than 100%) are at the left end of the
graph and homes with verified leakage higher than shown in tracking data (i.e., homes
with realization less than 100%) are on the right.

9 New Orleans TRM V1.0, Table 81, page B-112.

Home Performance with ENERGY STAR® 3-6



Figure 3-3 Air Sealing Field Testing Results

2000

1000

Illlllllllll""__
-1000

o

-2000

Ex ante - Ex Post CFM

-3000

-4000 n=35

-5000

The Evaluators found that 22.9% of tested homes had higher leakage than shown in
program tracking, while 74.3% had lower leakage.

Summary statistics of the Evaluators’ field measurements are as follows:

= Mean difference of —565.7 CFM50, 19.0% below expected.
= Median difference of —333 CFM50, 12.8% below expected.

Most homes were within reasonable range of ex ante estimates. However, the Evaluators
found a total of four homes with leakage was at least 50% less than expected, 69.6% on
average. A weighted average, based on expected CFM, was taken for all 35
measurements, resulting in an average reduction of 14.5%. This factor was used to adjust
expected CFM results.

3.3.1.2 Air Sealing Savings Results

The savings resulting from using TRM algorithms and deemed savings parameters, plus
the application of field results are summarized in Table 3-8 and Table 3-9.

Table 3-8 Expected and Realized Air Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace - - N/A - - N/A
Electric Resistance 154,519 206,417 133.6% 50.09 67.34 134.4%
Air Source Heat Pump 1,093 1,371 125.4% 0.50 0.63 126.0%
Total 155,612 207,788 133.5% 50.59 67.97 134.4%
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Table 3-9 Expected and Realized Air Sealing Savings - Algiers

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace - N/A - - N/A
Electric Resistance 7,849 10,826 137.9% 2.54 3.54 139.4%
Air Source Heat Pump - N/A - - N/A
Total 7,849 10,826 137.9% 2.54 3.54 139.4%

One home did not include data for home heating type. For this home a multiplier, weighted
on heating type of other homes in the program, was calculated and used to evaluate
savings.

Ex ante calculations assumed gas heat from on project, however the home heating type
was determined to be electrical resistance. The Evaluators were able unable to
reasonably recreate ex ante savings calculations for two projects. Using correct
methodology, these homes’ realization rates were 82.9% and 90.4% before M&V
adjustments.

3.3.2 Duct Sealing Savings Calculations

Duct sealing savings was calculated using the following savings algorithms from the New
Orleans TRM 1, section B.3.7.

3.3.2.1 Cooling Savings (Electric):

(DLpre - DLpost) ve EFLHC X (houtpout
1,000 x SEER

— hinpin) x 60

kthavings,C =

Where:
DLy, =Pre-improvement duct leakage at 25 Pa (ft3/min)
DL,,s =Post-improvement duct leakage at 25 Pa (ft3/min)
ADSE = Assumed improvement in distribution system efficiency = 5% = 0.05
EFLH.=Equivalent Full Load Hours. (1,637)
h,.: = Outdoor design specific enthalpy (Btu/lb) See Table 3-10
h;, =Indoor design specific enthalpy (Btu/lb.) See Table 3-10
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Table 3-10 Deemed Savings Values for Duct Sealing Calculations

Parameter Value
EFLHC 1,637
HDD 1,349
hout 40
hin 30
pin .076
Pout .074
SEER 11.5

Pout = Density of outdoor air at 95°F = 0.0740 (Ib/ft3)10

pin = Density of conditioned air at 75°F = 0.0756 (Ib./ft3)*

60 =Constant to convert from minutes to hours

CAP =Cooling capacity (Btu/hr)

1,000 =Constant to convert from W to kW

SEER =Seasonal Energy Efficiency Ratio of existing system (Btu/W-hr)

Default value for SEER = 13
TRM EFLHc were developed during analysis of the PY6 pilot load control program, which
involved logging residential air conditioner and heat pump operation in New Orleans. This

monitoring data was analyzed via regression, which produced EFLHc of 1,637 based
upon direct metering for a sample of New Orleans residential air conditioners.

As an example, assume the duct leakage before sealing was measured at 360 CFM and
the leakage after sealing was 90 CFM. Using the SEER value of 11.5, the annual savings
would be:

kWh per year = (360-90) x 1,637 x (40x0.076 — 30x0.074) x 60 / (1000 x 11.5) = 1,891 kWh per year.
3.3.2.2 Heating Savings (Heat Pump):

(DLyre — DLyost)x 60 x HDDX (RoyePoyr—hinpin) x 24 x 0.018

kthavingS.H = 1,000 x HSPF

Where:

DL,,. = Pre-improvement duct leakage at 25 Pa (ft3/min)
DLy,s: = Post-improvement duct leakage at 25 Pa (ft3/min)
hout = Outdoor design enthalpy, 40 BTU/Ib.

hin = Indoor design enthalpy, 30 BTU/Ib.

pout = Density of outdoor air at 95 deg. F, .0740 Ib./ft.3

pin = Density of outdoor air at 95 deg. F, .0756 Ib./ft.3

10 ASHRAE Fundamentals 2009, Chapter 1: Psychometrics, Equation 11, Equation 41, Table 2
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EFLH, = Equivalent full load heating hours

60 = Constant to convert from minutes to hours

HDD = Heating degree days (1,349)

24 = Constant to convert from days to hours

0.018 = Volumetric heat capacity of air (Btu/ft3°F)

CAP = Heating capacity (Btu/hr)

1,000 = Constant to convert from W to kW

HSPF = Heating Seasonal Performance Factor of existing system (Btu/W-hr)
Default value for HSPF = 7.30.11

3.3.2.3 Heating Savings (Electric Resistance):

(DLyre — DLyose)x 60 x HDDx(RoytPout—hinPin) X 24 x 0.018
1,000 x HSPF

kthavings,H =

Where:

DL,,. = Pre-improvement duct leakage at 25 Pa (ft3/min)
DL,,s: = Post-improvement duct leakage at 25 Pa (ft3/min)
hout = Outdoor design enthalpy, 40 BTU/Ib.
hin = Indoor design enthalpy, 30 BTU/Ib.
pout = Density of outdoor air at 95 deg. F, .0740 Ib./ft.3
pin = Density of outdoor air at 95 deg. F, .0756 Ib./ft.3
EFLH, = Equivalent full load heating hours
60 = Constant to convert from minutes to hours
HDD = Heating degree days (1,349)
24 = Constant to convert from days to hours
0.018 = Volumetric heat capacity of air (Btu/ft3°F)
CAP = Heating capacity (Btu/hr)
1,000 = Constant to convert from W to kW
3,412 = Constant to convert from Btu to kWh
3.3.2.4 Demand Savings (Cooling):
kWsavingsC = kthavingS,C x CF
' EFLH,

Where:

11 Average of Department of Energy minimum allowed HSPF for new heat pumps from 1992-2006 (6.8 HSPF) and
after January 23, 2006 (7.7 HSPF)
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kWhsavings. = Calculated kWh savings for cooling
EFLHc = Equivalent full load cooling hours
CF = Coincidence factor = 0.7712

3.3.2.5 Field Data Collection

Duct Sealing data from 30 HPwWES, and 68 other program, onsite measurements
performed by the Evaluators was incorporated into deemed duct sealing savings
calculations.

Below, Table 3-11 shows the breakdown of testing by program:
Table 3-11 Duct Sealing Field Verification and Testing by Program

. . Data
Program Sl Vsl Collection
Count :
Points

Home Performance with Energy Star Program 27 30
Income Qualified Weatherization Program 17 17
Multifamily Program 4 4
Residential Heating and Cooling 44 47
Total 92 98

During these site visits, the Evaluators’ field staff conducted duct blasting testing to
validate post-retrofit leakage estimates indicated in program tracking data. The
Evaluators examined the results of the test data and found four outlier sites, each with
leakage greater than 300% of expected. These results of these sites were removed from
the sample to prevent bias, resulting in an n of 94.

The results of the Evaluators’ field testing are summarized in Figure 3-4. In this figure,
results are organized such that homes with verified leakage that is lower than shown in
tracking data are at the left end of the graph and homes with verified leakage higher than
shown in tracking data are on the right.

2 Developed through direct monitoring during the development of the New Orleans TRM
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Figure 3-4 Dust Sealing Field Testing Results
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The Evaluators found that 33.0% of tested homes had higher leakage than shown in
program tracking, while 67.0% had lower leakage.

statistics of differences between the Evaluators’ field measurements and values listed in
tracking data are as follows:

= Mean difference: -39.6 CFM25, 21.1% lower than expected
» Median differencef: -48 CFM25, 33.1% lower than expected

Most homes were within reasonable range of ex ante estimates. However, the Evaluators
found a total of 12 homes with leakage greater than 50% of what tracking data claimed,
averaging 93.3% higher for all 12 homes. Conversely, the leakage in 27 homes was at
least 50% less than expected, 66.5% on average, offsetting the homes with higher
leakage. A weighted average, based on expected CFM, was taken for all 88
measurements, resulting in an average reduction of 14.1%. This factor was used to adjust
expected CFM results.

3.3.2.6 Duct Sealing Savings Results

The savings resulting from applying TRM algorithms and deemed savings parameters,
plus the application of field results are summarized in Table 3-12 and Table 3-13.
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Table 3-12 Expected and Realized Duct Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 304,525 310,449 101.9% 138.93 146.03 105.1%
Electric Resistance 902,489 968,925 107.4% 181.51 193.41 106.6%
Air Source Heat Pump 3,139 3,345 106.6% 0.92 0.98 106.5%
Total 1,210,153 1,282,719 106.0% 321.36 340.42 105.9%

Table 3-13 Expected and Realized Duct Sealing Savings - Algiers

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 48,341 50,375 104.2% 21.93 23.70 108.1%
Electric Resistance 88,415 94,153 106.5% 17.66 18.79 106.4%
Air Source Heat Pump - - N/A - - N/A
Total 136,756 144,528 105.7% 39.59 42.49 107.3%

Two projects did not see a significant enough reduction to results in kWh savings. One
project listed cooling capacity as 339 tons. The other projects had an average of 3.43
cooling tons, which was substituted for 339. Ex ante calculations assumed gas heat for
five projects, however the home heating type was determined to be electric resistance.
Ex ante calculations in three projects incorrectly assumed the opposite. The Evaluators
were able unable to reasonably recreate ex ante savings calculations for seven projects.
Using correct methodology, these homes’ realization rates ranged from -98% to 116%
before M&V adjustments.

3.3.3 Direct Install LED Savings Calculations

Methods for calculating he deemed savings values for LEDs came New Orleans TRM,
sections B.5.1.7. Calculation of Deemed Savings, B.5.3. ENERGY STAR® Directional
LEDs and B.5.4. ENERGY STAR® Omni-Directional LEDs. Deemed per-unit kWh and
kW savings were applicable to several lamp types installed during PY8.
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3.3.3.1 Deemed Energy Savings
Table 3-14 ENERGY STAR® Omnidirectional LEDs — Deemed Savings Per Lamp'3

Incandescent
i | Noamem | ERNREIIS | e | kwniLam | kwamp
2007 (W pase)
310 749 29 7 16.04 0.00333
750 1,049 43 9 24.79 0.00514
1,050 1,489 53 12 29.89 0.00620
1,490 2,600 72 15 41.56 0.00862

Table 3-15 Deemed Savings for ENERGY STAR® Directional LEDs™#

IncanQescent Baseline Efficient
Lamp Type Equivalent kWh/Lamp kW/Lamp
(Pre-EISA) Watts Watts
PAR20 50 35 8 19.69 0.00408
PAR30 50 35 11 17.50 0.00363
R20 50 45 8 26.98 0.00559
PAR38 60 55 11 32.08 0.00665
BR30 65 65 10 40.10 0.00832
BR40 65 65 14 37.19 0.00771
ER40 65 65 14 37.19 0.00771
BR40 75 65 14 37.19 0.00771
BR30 75 65 13 37.92 0.00786
PAR30 75 55 13 30.62 0.00635
PAR38 75 55 14 29.89 0.00620
R30 75 65 9 40.83 0.00847
R40 75 65 12 38.64 0.00801
PAR38 90 70 11 43.02 0.00892
PAR38 120 70 15 40.10 0.00832
R20 <45 45 28.44 0.00590
BR30 <50 50 9 29.89 0.00620
BR40 <50 50 12 27.71 0.00575
ER30 <50 50 11 28.44 0.00590
ER40 <50 50 12 27.71 0.00575

For those lamps which did not have an applicable deemed savings value, savings were

calculated using the following TRM algorithms:

13 TRM Table 105, page B-138
14 TRM Table 100, page B-133
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3.3.3.2 Calculated Energy Savings and Peak Demand Savings

KWhsavings = ((Whase — Wyost) /1000) x Hours x ISR x 1EF

KWiavings = ((Woase = Wpost)/1000) X CF X ISR x IEF,

Where:

Wyese = Based on wattage equivalent of the lumen output of the installed LED'®

Whyost = Actual wattage of LED installed

Hours = Average hours of use per year (see Table 3-16)

IEF; = Interactive Effects Factor to account for cooling energy savings and heating energy
penalties (see Table 3-16)

IEF;, = Interactive Effects Factor to account for cooling demand savings (see Table 3-16)
CF = Coincidence Factor, (see Table 3-16)

ISR = In Service Rate, or percentage of rebate units that get installed, to account for units
purchased but not immediately installed (see Table 3-16)

Table 3-16 Deemed Savings Values for Lighting Calculations

Parameter Interior Exterior
Value Value
Hours 819.43 1,439
IEFe 0.91 1.00
IEFp 1.21 1.00
CF 12.74% 0.0%
ISR .98 .98

3.3.3.3 Direct Install LED Savings Results

The savings resulting from applying TRM algorithms and deemed savings parameters
are summarized in Table 3-17 and Table 3-18.

Table 3-17 Expected and Realized LED Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
LED A-Type Lamp 260,786 259,294 99.4% 46.14 53.77 116.5%
LED Directional Lamp 93,593 93,593 100.0% 19.42 19.42 100.0%
Total 354,379 352,887 99.6% 65.56 73.19 111.6%

15 Determined using lamp type, base type and lumen output.
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Table 3-18 Expected and Realized LED Savings - Algiers

Expected | Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
LED A-Type Lamp 52,597 52,313 99.5% 9.56 10.85 113.5%
LED Directional Lamp 9,343 9,343 100.0% 1.94 1.94 100.0%
Total 61,940 61,656 99.5% 11.50 12.79 111.2%

Small savings deviation is likely the result of rounding errors in program tracking data.

3.3.4 Deemed Savings for Other Measures

For remaining program measures, the Evaluators used the following TRM sections and
tables to verify savings:

Table 3-19 Summary of Measures and Expected Savings — New Orleans

Measure TRM Calculated/De TRM Table
Section emed Table(s) Page(s)
AC Tune-up®® B.3.6 Calculated N/A
Aerators B.2.4 Deemed Table 33 B-54
Ceiling Calculated \{vith
. B.4.2 deemed savings Table 63 B-96
Insulation .
multipliers
Table 99, B-132,
LEDs BB'_F;i' Df;?j:tzgd Table 100, | B-133, B-
Table 105 138
Pipe Wrap B.2.3 Deemed Table 31 B-51
Power Strips B.1.5 Deemed Table 11 B-26
Showerheads B.2.5 Deemed Table 38 B-60
Programmable 2.1.12 .
Thermostats Arkansas Deemed Equation 71 86
TRM 7
Smart New
Thermostats Orleans Custom Calculations
TRM V2

3.3.5 Savings from Home Energy Savings Kits

Savings for HESKs, which contained aerators, LEDs and a showerhead was calculated
using applicable sections from Table 20 above. To approximate in-service rates and
water heating types, the Evaluators used data taken from the previous four years of the
School Kits and Education program. This Energy Smart program sends similar kits home
with students and requires they bring back information regarding whether the product was

16 Detailed methodology for this measure is described in the “Residential Heating and Cooling” section of this report.
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installed, and what the home water heating type is. A promotional flyer for the program
in available in Appendix D of this report.

Several homes in each territory received multiple kits: 34 homes in New Orleans received
two kits, while eight homes received three kits. In Algiers four homes received two kits
and one received three.

Table 3-20 Duplicate Kit Distribution

Kits New Algiers
count | Orleans
1 4,180 643
2 34 4
3 8 1
Total 4,222 648

It is unlikely that additional aerators and showerheads will result in additional savings,
though additional LED lighting may have a high in-service rate. The Evaluators have
included realized savings from the LED components of the 43 kits sent to duplicate
addresses, but not savings from hot water measures.

Using the TRM supplemented with this data, realized Mailer Kit savings is as follows:
Figure 3-5 Mailer Kit Realization Rates, New Orleans

Expected Realized kWh Expected Realized Peak kW
Lamp Type kWh kWh Realization Peak kW Peak kW Realization

Savings Savings Rate Savings Savings Rate
Aerator 1.0 44,429 46,305 104.22% 4.70 4.821 102.34%
Aerator 1.5 26,486 27,783 104.90% 2.99 2.89 96.62%
LED 9 206,338 227,895 110.45% 42.29 65.83 155.65%
LED 15 115,344 129,343 112.14% 23.92 36.79 153.77%
Showerhead 226,843 327,980 144.58% 23.50 34.11 145.17%
Total 619,440 759,306 122.58% 97.40 144.43 148.28%

Figure 3-6 Mailer Kit Realization Rates, Algiers

Expected Realized kWh Expected Realized Peak kW
Lamp Type kWh kWh Realization Peak kW Peak kW Realization

Savings Savings Rate Savings Savings Rate
Aerator 1.0 6,802 7,108 104.50% 0.72 0.74 102.74%
Aerator 1.5 4,055 4,264 105.16% 0.46 0.44 96.87%
LED 9 31,588 34,888 110.45% 6.47 10.08 155.65%
LED 15 17,658 27,180 153.93% 3.66 5.63 153.77%
Showerhead 34,727 50,339 144.95% 3.60 5.24 145.54%
Total 94,830 123,779 130.53% 14.91 22.13 148.39%

3.4 \Verified Gross Savings

Realized savings is presented by program channel in Table 3-21 through Table 3-22.
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Table 3-21 Gross Realization Summary — New Orleans

Expected | Expected Verified Verified Realization
Measure kWh kw kWh kW
Savings Savings Savings Savings kWh kKW
AC/HP Tune ups 75,619 86,690 114.6% 27.38 30.83 112.6%
Aerators 848 848 100.0% 0.09 0.09 100.0%
Air Sealing 155,612 207,788 133.5% 50.59 67.97 134.4%
Duct Sealing 1,210,153 1,282,719 106.0% 321.36 340.42 105.9%
Insulation 0-30 98,978 97,113 98.12% 26.21 26.21 100.00%
LED Lighting 354,379 359,369 101.4% 65.56 65.60 100.1%
Power Strips 64,915 64,915 100.0% 6.88 6.88 100.0%
Showerheads 11,752 11,752 100.0% 1.22 1.22 100.0%
Smart Thermostats 203,970 203,970 100.0% 0.00 0.00 N/A
Mailer Kits 619,440 759,306 122.58% 97.40 144.43 148.28%
Total: 2,795,666 3,074,470 109.97% 596.69 683.65 114.57%
Table 3-22 Gross Realization Summary — Algiers
Expected | Expected Verified Verified Realization
Measure kWh kW kWh kW

Savings Savings Savings Savings kWh kW
AC/HP Tune ups 11,697 12,604 107.8% 4.24 4.48 105.7%
Aerators 354 354 100.0% 0.04 0.04 100.0%
Air Sealing 7,849 10,826 137.9% 2.54 3.54 139.4%
Duct Sealing 136,756 144,528 105.7% 39.59 42.49 107.3%
LED Lighting 61,940 62,768 101.3% 11.50 11.48 99.9%
Power Strips 7,061 7,061 100.0% 0.77 0.77 100.0%
Showerheads 1,807 1,807 100.0% 0.18 0.18 100.0%
Smart Thermostats 12,432 12,432 100.0% 0.00 0.00 N/A
Mailer Kits 94,830 123,779 130.53% 14.91 22.13 148.39%
Total: 334,726 376,159 112.38% 73.77 85.11 115.37%

3.5 Estimation of Net Savings

Participant survey responses were used to estimate the net energy impacts of the
program. The program net savings are equal to gross savings, less savings associated
with free ridership, plus participant spillover savings. The methodology used is described
in detail in Section 2.2.3.

To estimate program-level free ridership, the Evaluator calculated free ridership scores
for major and direct install measures, weighted by the participants’ gross energy savings
and demand reductions. The major and direct install measure free ridership ratios were
used to factor the program verified gross savings for the two measure types to estimate
free ridership.
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A spillover ratio was developed by dividing the total energy savings and demand
reductions resulting from spillover measures by the total gross energy savings and
demand reductions for the sample of survey respondents.

3.5.1 Net Savings Results

Figure 3-7 summarizes the distribution of free ridership scores by measure type. As
shown, free ridership scores were lower for major measures than direct install measures.
The difference may be due to the higher cost of major measures and generally greater
familiarity with direct install measures like LED light bulbs.

Figure 3-7 Distribution of Free Ridership Scores by Program Component
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One respondent reported installing additional measures determined to qualify as spillover
savings.

Table 3-23 and Table 3-24 summarize the program net kWh savings and peak kW
demand reduction impacts of the HPWES Program.'”

17 Net savings estimates were based on all survey respondents and the same value was applied to ENO and Algiers
projects.
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Table 3-23 HPWES Summary of Verified Net Savings

Expected Verified Free Verified Net Net to
Utility kWh Gross kWh . . Spillover . Gross
: . Ridership kWh Savings .
Savings Savings Ratio
ENO 2,795,666 3,074,470 556,381 10,926 2,529,013 82.26%
Algiers 334,726 376,159 78,254 1,337 299,241 79.55%
Total 3,130,392 3,450,629 634,637 12,263 2,828,254 81.96%
Table 3-24 HPwES Summary of Verified Net Peak Demand Reductions
Expected Gr\(/gs'flpegak Free Verified Net Net to
Utility Peak kW . . Spillover Peak kW Gross
. kW Ridership . ;
Reductions . Reductions Ratio
Reductions
ENO 596.69 683.65 98.02 2.43 588.06 86.02%
Algiers 73.77 85.11 14.25 0.3 71.16 83.61%
Total 670.46 768.76 112.27 2.73 659.22 85.75%

Net to gross ratios in above tables represent overall ratios, accounting for both major and

DI measures. Individually, major measure NTG is 94.82% and Dl is 67.23%

3.6 Process Evaluation Findings

3.6.1 Summary of Program Participation

This section summarizes the findings from the analysis of the program tracking data
provided by the implementation contractor.

Table 3-25 summarizes participation in the program. As shown, nearly all participants
received direct install measures and approximately 10% implemented a major measure
(e.g., insulation, duct sealing). Eight percent of participants received direct install and
implemented a major measure.

Program data indicated that 12% of customers received an assessment. This is likely
erroneous because the program design is such that projects are initiated with an

assessment.

Table 3-25 Share of Customers Receiving Measures and Assessments

Percent
Percent Percent L Average
e S Receiving Percent
Number of Receiving Receiving . L Expected
S . . Direct Install | Receiving an )
Participants | Direct Install Major N Savings per
and Major Assessment 2
Measures Measures Participant
Measures
5,589 98% 10% 8% 12% 560

Table 3-26 summarizes projects savings by measure type. The table shows that that duct
sealing accounted for nearly one-half of program expected savings though it was
implemented by less than 10% of participants.
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Table 3-26 Summary of Measures Installed

. Percent of Incentive
M Expected Incentives Number of
easure kWh Savings Paid Participants SpEaiEd DEllETS BED
Savings kWh Saved
Duct sealing 1,346,909 $228,702 403 43.0% $0.17
Lighting 787,247 $78,816 5,454 25.1% $0.10
Showerhead 275,131 $31,920 4,955 8.8% $0.12
Smart thermostat 216,402 $36,000 123 6.9% $0.17
Air sealing 163,460 $64,248 149 5.2% $0.39
Insulation 98,978 $6,552 12 3.2% $0.07
AC tune-up 87,316 $16,650 98 2.8% $0.19
Faucet aerator 82,973 $12,561 4,947 2.7% $0.15

3.6.2 Program Goals, Design, and Delivery

This section summarizes the core findings of interviews conducted with Entergy New
Orleans (hereafter “Entergy”) program staff and Franklin for the purposes of gaining
insight into program design, identifying program objectives, and assessing the extent to
which there are future opportunities for program improvement.

ADM evaluators spoke with Entergy program staff, in addition to Franklin staff to better
understand how the Home Performance with ENERGY STAR (HPwES) program
performed in program year 8 (PY8). Staff also reviewed the HPwWES webpage
(https://www.energysmartnola.info/home-performance-with-energy-star/), which provides
details about the program and contact information.

3.6.2.1 Program Goals

Entergy and Franklin both indicated the HPWES is running smoothly and the program
expected savings exceeded its expected overall savings.

The HPWES program has separate goals for Algiers and New Orleans (149,257 and
2,008,202 kWh, respectively). During the year, staff reported that meeting the Algiers goal
was challenging due to less participation, but the program exceeded it by the end of the
year.

3.6.2.2 Program Design

There were not any significant changes to the design of the HPWES program in PY8 until
December, when Home Energy Savings kits were introduced to support an end of year
boost. These kits account for 22.1% of overall expected savings

HPWES is the main whole home audit program for the Energy Smart portfolio. All
participants receive a walkthrough energy assessment and low-cost direct install
measures at no cost to the customer. Any residential Entergy customer in a single-family
home may participate in the program, however, homes with natural gas heating may not
receive measures such as insulation and air sealing.

The program is implemented by Franklin Energy (Franklin) under subcontract to Aptim.
Franklin staff conducts the home energy assessments; which staff stated gives them
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more control over the process. Franklin staff suggested that some trade allies may not
like this change to the program, but they believe it reduces the amount of verification and
quality control that is needed in the field.

Trade allies install major measures such as air sealing, duct sealing, and insulation.
Currently, there are 13 active trade allies who are listed on the website. Some trade allies
have yet to complete projects or have “fallen off” for various reasons. There is a trade ally
liaison who works directly with the trade ally network and provides outreach. Franklin
provides leads to trade allies and they are required to contact customers within four
business days after receiving the lead. After the work is completed, rebates are mailed
within 45 days of the initial work order provided by Franklin.

3.6.2.3 Marketing and Outreach

Franklin is responsible for marketing all the residential programs including the HPWES
program. Entergy has limited involvement with marketing.

Marketing activities of the residential programs include several channels. Primary
marketing activities for the Energy Smart residential programs in PY8 included:

m  Developing program marketing collateral such as brochures;
= Bill inserts;

= Trade ally marketing and promotion to clients;

= Email campaigns;

= Entergy’s circuit newsletters;

= Facebook ads;

= Nurture email campaigns (outbound phone calls to open emails to encourage
program participation);

= Advertising on Entergy’s webpage;

m  Cross promotion through other Energy Smart programs;
m Post card mailing; and

= Outreach efforts by Energy Wise.

The Energy Smart program launched a new website (https://www.energysmartnola.info/)
in PY8. Implementation staff was excited to establish ownership over the website, which
had been inherited from the previous implementer. They can better maintain and update
the new site and believe it will be easier to navigate for the end user. Within the website,
there is a page dedicate to each residential program, which provides useful information
about program participation, the process, and participating trade allies, along with their
contact information.

Franklin staff does track some marketing efforts but indicated that some forms of
marketing are easier to track than others. For example, when they launch a Facebook ad
campaign, the platform provides analytics whereas a post card campaign can be more
challenging to track outcomes.
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The marketing message for residential programs is “comfort and energy savings.” The
focus is on simple ways customers can save energy and money, while not losing any
comfort. Entergy requested that New Orleans residents and locale be reflected in the
marketing. Marketing materials use pictures shot in New Orleans and does not rely on
stock photos.

Trade allies have the option of co-branding marketing materials for their use. Trade allies
work closely with Franklin and Entergy to develop materials which include both entities
branding and logos. There is an approval process for co-branding.

Outreach

Energy Wise staff are mainly responsible for outreach events for the residential Energy
Smart programs. They attend and staff booths at fairs, festivals, and other local events.
At the Entergy Customer Care Center, they set up tables to provide education to
customers about the residential programs. Customer leads generated at events are
provided to Franklin for follow up. On a less frequent basis, Energy Wise conducts hands-
on workshops where they provide more detailed information to customers about
strategies to increase energy efficiency in homes and inform them about Entergy
programs.

During a program year, Energy Wise attends approximately 100 to 120 events. Staff
select events they believe will have high attendance and people who may be more likely
to participate in programs. Staff looks at previous program years to determine what events
would be a good fit for the current year. Energy Smart marketing collateral is used at
events and when engaging customers.

Energy Wise uses three metrics to measure outreach effectiveness. For each event,
Energy Wise tracks how many people attended the event, the number of people who take
literature and that staff engages with, and the number of people who require additional
follow up. This information is reported to Aptim in addition to the name, date, and address
of the event, and the staff that attended.

When Energy Wise engages with a potential program participant, they ask a series of
questions to gauge what program may best fit their needs (e.g., Are you a homeowner or
a renter? How much is your electricity bill?) and let customers know how they can save
money.

“People pretty quickly hone in on what they are interested in. People focus in on
light bulbs, so we can bring up the retail lighting program and the assessor coming
out to do direct install.”

Although Energy Wise’s outreach activities are primarily focused on residential
customers, the organization has provided some assistance to the Small Commercial
program. For example, if staff interact with a small business owner at an outreach event,
they will speak with them about the Energy Smart program and provide them a list of
contractors.

Energy Wise reported that their outreach activity is responsive to the needs of each
program and the corresponding goals. That is, they will perform more targeted outreach
focused on under subscribed programs.
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3.6.2.4 Communication

Entergy, Aptim, and Franklin staff have bi-weekly in-person meetings, along with more
frequent informal communication via email and phone. When Franklin and Aptim took
over as the implementers, there were weekly meetings, but the frequency was reduced
in PY8. (PY7 required more frequent communication because it was the first year of new
implementers). The only caveat to biweekly schedule is weekly discussions of the direct
load control program during the peak season. The more regular calls help with planning
for upcoming peak events. In addition to the biweekly joint call with Entergy, there are
internal meetings for Aptim and Franklin.

The goals and objectives of the biweekly meetings are to provide updates on program
performance, discuss program issues, identify ways to address challenges, and present
creative ideas from the implementers to Entergy.

“It allows Entergy employees and our team to have open lines of communication.
We feel more comfortable going to them with questions, ideas, and opportunities.
Because we have constant face-to-face communication, it has become less rigid.”
— Implementation staff

There are standing agenda items, such as incentive budget and program performances,
for each meeting. Prior to each meeting, the implementers coordinate other agenda topics
and provide it to Entergy in advance. While the agenda does change each week, topics
discussed are based on priorities.

All program staff and implementers agreed the current communication is effective and did
not provide any suggestions for improvement. The communication between the program
staff and implementers was described as “good”, “responsive”, “professional”,
“transparent”, and that there is an “open-door policy”. One person indicated that the time
spent in the biweekly meetings demonstrates a commitment to the client and the
programs.

3.6.2.5 Quality Control Processes and Data Management

Entergy primarily relies on data reported by Aptim and utilizes spreadsheets to track key
data. Aptim is in the process of developing a comprehensive database. Franklin staff
indicated they utilize a Salesforce based system to track program activity. The system
allows for the creation of dashboards, which can present data in a variety of ways.

The current data collected for the residential program monitoring includes:
= Participant name and customer information;
= Measures installed;
= Install counts;
= Features of homes (fuel system);
= Home energy savings calculations (which is needed for review);
= Energy savings;
= Incentive budget;
= Lead sources;
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m  Outreach completion rates; and

m  Marketing activities (e.g., emails and newsletters sent, open rates, click through
rates, Facebook analytics, outbound calls, and website visits).

Aptim generates monthly reports for Entergy’s review. Entergy also receives bi-weekly
reports, that specifies program performance and activities.

One Entergy staff person suggested that integrating past program performance to track
the program activity across the current and past implementer. This person suggested it
would be a useful enhancement but noted that overall, they believe the data is well
managed.

3.6.2.6 Quality Control/Assurances

The implementers, Franklin and Aptim, are mainly responsible for quality assurance and
control (QA/QC) procedures for the residential programs. For example, with the Home
Performance with ENERGY STAR and Income-Qualified Audits and Weatherization
programs, QA/QC practices include field verification of the audits and reporting measures
installed. Franklin field forms, which were used in PY8, are used during the QA/QC
verification visits. During these visits, staff verifies measures installed, counts, and
insulation depth diagnostic and visual reviews of infiltration reduction, and preparation
methods for services.

Additional quality assurance practices include a trade ally training which is provided by
Franklin. The training sessions provide trade allies with information on how to fill out
forms, the SharePoint spreadsheet that provides information on projects assigned to
trade allies, and any other technical assistance that may be needed.

Another quality assurance practice for the residential programs includes a careful review
of marketing collateral. All marketing materials go through several rounds of review before
they released for use.

Entergy has a more limited role in the QA/QC procedures for the Energy Smart residential
programs. Desk reviews are performed monthly by a former Entergy employee. Reports
are provided in advance to create a sample for the desk review. The desk review
examines if the KPIs are being followed and areas for improvement.

Entergy staff indicated that Franklin and Aptim are doing a good job of ensuring quality
assurance and quality control. There were no anticipated changes or improvements
QA/QC procedures for the coming program year.

3.6.2.6.1 Trade Ally Ride-Alongs and On-Site Observations

During the course of PY8 work, field staff from the Evaluators accompanied trade allies
during 10 trade ally appointments to homes participating in the HPwWES, LIA&Wx, MF and
RH&C programs. Trade allies had existing appointments to test homes or install major
measures, such as duct sealing, air sealing, insulation and AC tune-ups. Without
interfering, the Evaluators observed trade allies’ installation and testing procedures.
Observations by measure are as follows:
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3.6.2.6.1.1 Air Sealing Leakage and Testing:

All observed trade allies performed air sealing testing in accordance with the proper
procedures, however it was noted that there are possible missed opportunities:
Evaluators suggest finding the largest air leaks first by locating the break in the thermal
boundary and then focus on smaller ones. The main sources were Attic Stairs, Fire Places
and HVAC closets open to the attic.

3.6.2.6.1.2 Duct Leakage and Testing:

All overserved trade allies performed duct sealing testing in accordance with the proper
procedures, however it was noted that there are possible missed opportunities and the
Evaluators suggest the follows:

= When readings are high, look for sealing opportunities in the return and for obvious
breaks around the collar.

= Any seam or duct collar, interior or exterior, should be sealed with mastic, not foil
tape.

= Turn HVAC equipment fan to feel for leaks around air handler, and pressure pan
each duct to locate the highest leakage source.

= Seal all air returns. Field staff noted that not all air returns were fully sealed, which
can lead to higher test results.

3.6.2.6.1.3 Insulation:

Insulation was consistently installed correctly across all observations. Field staff noted
that depth gauges were not always easily visible, but inspections with a ruler all showed
the minimum depths claimed.

3.6.2.6.1.4 AC Tune-Ups:

During approximately half of the AC tune-ups observed, trade allies were observed not
fully cleaning the units. In one instance, the TA cut a hole in a duct to access the coils.

The TA then sprayed coil cleaner on the coils without first cleaning loose dirt from the
coils, then left the cleaner there to dissolve the build-up and flow down the drain line, with
no follow-up. This is problematic in that it allows excess dirt to clog the drain and possibly
cause issues for the homeowner/renter later on. Coils should be physically cleaned first
before chemical cleaners are applied and drain holes should be verified to be
unobstructed before completing a job.

3.6.3 Trade Ally Feedback

The following sections summarize the findings from interviews completed with seven
residential program trade allies and online surveys completed by two trade allies.

The interviewed trade allies provide services for HPWES, Low Income Audit and
Weatherization, Multifamily, and the Heating and Cooling Program. The feedback
provided pertains to each of these offerings.

3.6.3.1 Marketing and Promotion of Energy Smart with Customers

All trade allies (n=9) indicated they promote Energy Smart with Entergy New Orleans
customers. Some of the trade allies (44%) indicated they encourage customers to visit
the Energy Smart website. Some also stated they provide information directly about the
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program and rebate process through presentations to customers. One trade ally indicated
they use yard signs and door hangers to promote the program and encourage their
technicians to engage and educate customers when possible. Some trade allies rely on
cold calling, word-of-mouth referrals, paid leads, and digital marketing to solicit interest in
participating in the Energy Smart program for Entergy New Orleans customers.

Not all trade allies had Energy Smart materials and expressed interest in having materials
on hand when working with customers. Fifty-six percent of trade allies use Energy Smart
materials when promoting the program to customers, and 33% believe Entergy does a
good job of promoting the program (see Figure 3-8).

Figure 3-8 Trade Ally Views on Energy Smart Marketing Material Use and Promotion

Does Entergy do a good job promating the Energy
Smart programs?

Do you use Energy Smart materials in your marketing e
and sales?

0% 10% 0% 30% 40% S50 o0% 70% B0% 90 100%

mYes © No = Don'tknow

When asked what Entergy could do to better promote Energy Smart, trade allies
suggested additional education campaigns, TV and radio advertising, social media
campaigns, and targeting materials for specific audiences. Regarding the last suggestion,
one trade ally suggested developing collateral that is tailored to the specific equipment
which is being promoted and another suggested exploring ways to communicate the
program to different socio-economic statuses (SES). Trade allies suggested that well
branded materials and advertising adds legitimacy to their efforts of promoting the
program and helps them convince potential clients that this program is designed to assist
them. One trade ally noted that he has noticed increased awareness of energy efficiency
since the program originally launched due in part to the efforts by Entergy.

3.6.3.2 Trade Ally Recruitment of Customers

Among the trade allies that completed projects with the previous implementer, five stated
their level of recruitment has changed and three said it has stayed the same. Those who
stated their level of recruitment changed stated they find the assessment process to be
“difficult” or “hard for us.”
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Two trade allies believe their recruitment is hampered by the energy assessment process.
One trade ally indicated he believes some business is lost because the implementer does
the energy assessments on the front end. Another trade ally stated his clients do not have
an interest in “another person coming over to do the energy assessment” and that they
only complete projects when the implementer provides the referral.

Nevertheless, other trade allies did not consider the implementer’s performance of the
audits as a limitation. In fact, one trade ally had no reservations with the process “/ am
much more of an advocate for the program, | feel more comfortable sending people to
Energy Smart and getting positive results.” Another stated, “I stopped working with [the
previous implementation contractor] so | was not going to promote them.”

All trade allies indicated they are notified about assigned projects. Project assignments
are shared through a SharePoint Excel document. None had any issues with this process
or suggestions for improving the process.

The most common issue raised by trade allies was with respect to the amount of
paperwork required to document a project (start to finish). Other complaints included a
long period between when a referral is provided to the implementation contractor and
when it is sent back as scheduled work. One respondent indicated they had lost leads
they had provided. “If we could do the audit ourselves or be the first person to be there, it
would save about a month.”

3.6.3.3 Changes to Work Orders

Six trade allies indicated they identify needed changes to the original work order
developed by the implementer, although they all said this does not happen often
(approximately 10 — 25% of the time). Examples respondents provided of changes that
they requested included:

= Removal of a recommendation to seal attic ducts because the home did not have
an attic;

= Changes in baseline insulation levels;

= Homes with gas heating incorrectly identified as having electric heating;
= Measures that need to be included; and

= Items missing like attic inspections.

Trade allies indicated they communicate needed work order changes to program staff
and that they answer them in a timely manner.

3.6.3.4 Program Design and Function

Most trade allies find the program forms and process to submit project information clear.
As stated previously, the biggest issue was the transition to a paper system.

Eighty-eight percent of the trade allies interviewed indicated they complete health and
safety checks before installing measure. Among those who complete the health and
safety checks, 100% indicated they always complete this practice (see Figure 3-9). Some
trade allies indicated they repair health and safety issues depending on the severity of
the issue and others indicated they did not. A hazard disclosure form to document issues
found in a home is available to all Trade Allies.
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Figure 3-9 Health and Safety Disclosure
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3.6.3.5 Awareness of Program Measure Requirements

Trade allies were asked to self-report their knowledge and understanding of program
limitations as they relate to sealing based on pre-work leakage testing, duct sealing, and
insulation. Their responses indicated some inconsistencies in the understanding of
program requirements.

= The majority of trade allies interviewed indicated they were aware of the
requirements for installing insulation and performing air sealing.

= 25% indicated they were aware of the requirements for duct sealing.

= When asked the maximum R-value of insulation which could be installed through
the program, three indicated R-30, one stated R-38 and the rest did not provide an
answer.'®

Four trade allies indicated they felt the restrictions were appropriate and do not limit the
program’s ability to generate energy savings for customers.

3.6.3.6 Training and Communication

Sixty-six percent of interviewed trade allies indicated they received training from the
implementation contractor, and among those who received it, all found it somewhat or
very useful. One trade ally suggested exploring the option of providing continuing
education credits (or CEUs), as this was an option provided by the previous
implementation contractor.

8 There is lo limit to the amount of insulation that can be installed, but the program does not provide
incentives past R-30.
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None of the trade allies interviewed had any problems communicating with the
implementation contractor.

3.6.3.7 AC Tune-Ups

Four trade allies participated in the AC tune-up program. All but one indicated they always
inspect a customer’s duct system for leakage when completing a tune-up. Two indicated
they use a duct leakage tester and two others indicated they use both the tester and
conduct a visual inspection. Two trade allies stated they always recommend customers
seal their ducts and receive a rebate from Entergy (one trade ally indicated they do this
“90%” of the time).

3.6.3.8 Successes, Challenges and Suggestions from Trade Allies

Trade allies rated their satisfaction with communication and the program overall using a
scale from 1 (not at all satisfied) to 5 (completely satisfied). Trade allies were most positive
about the Energy Smart program overall. On average, trade allies were satisfied with the
program overall (mean = 4.0) and communication with program staff (mean = 4.1) (see
Table 3-27).

Below is some of the verbatim feedback received from trade allies:
“It offers a meaningful way of reducing energy usage in the city.”

“The program itself is a great thing. Energy efficiency is good. The more efficient
your unit is, it is a win-win for the customer and company. | think if it was promoted
a little bit better and more people know about it, it has great potential.”

“l like the program, it helps people who need help, it saves energy.”

Table 3-27 Program Satisfaction Among Trade Allies

_ _ . Communication Program
Satisfaction Rating with prog_ram overall (n = 9)
staff (n =9)
1 - Not at all satisfied 0% 0%
2 0% 0%
3 33% 22%
4 22% 44%
5 - Very satisfied 44% 22%
Don't know 0% 11%

3.6.3.9 Challenges and Suggestions.

Some trade allies expressed frustration with the changes to the new implementation
contractor in PY8. The issues noted were a slow process when referrals are provided to
the program staff, the change from an electronic to a paper system, and not being able
to provide audits themselves which slows down the process of project completion.

Some trade allies provided suggestions to improve the program.

m Create a system that guarantees all referrals provided by trade allies are assigned
to that specific contractor.
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= Return to a system that is electronic and rely less on paper — online submission of
required forms.

m Increase education and awareness campaigns by including more public service
announcements (PSAs) or other types of advertising.

= Ensure that all trade allies are aware of the marketing collateral available to them,
co-branding opportunities, and the trade ally advisory committee, as some
reported they were not aware of these things.
3.6.4 Participant Feedback

The Evaluators administered a telephone survey to a sample of program participants to
solicit feedback on customers experience with the program. In total, 53 participants
completed the survey.

3.6.4.1 How Customers Learned of the Program

As illustrated in Figure 3-10, customers most often reported learning of the program from
their family, friends or coworkers. Program marketing efforts contributed to 26% of
customers learning about the program — 10% learned of it from a print advertisement,
10% from the program website, 4% from a bill message or mailer, and 2% from an Entergy
email. Additionally, 6% of participants learned of it from a program representative.

Figure 3-10 Source of Program Awareness
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3.6.4.2 Motivations for Participating

Figure 3-11 displays motivations for participating. A clear majority of participants, 64 %,
were motivated to save money on their energy bills. Other common motivational factors
were:

= Improving home comfort (28%);
= Environmental concerns (19%); and
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= Improving the value of the home (15%)
Figure 3-11 Reasons for Participating
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3.6.4.3 Home Assessment Feedback

An important part of the HPWES program design is the energy assessment which helps
customers identify opportunities that they may not be aware of to save energy, provides
an opportunity to demonstrate the potential energy savings that may be achieved, and
helps address issues to address known comfort issues that would help them save energy.

Most participants 86% indicated that it was easy to schedule the home assessment by
rating the ease of scheduling the visit as a 4 or 5 on the 5-point scale (Table 3-28).

Table 3-28 Ease of Scheduling Assessment

Valid
Response Percent
(n =53)
5 (Very easy) 79%
4 8%
3 6%
2 2%
1 (Very difficult) 6%

Figure 3-12 summarizes participant responses to actions taken by the assessor during
the visit. Most respondents (91%) reported that the assessor discussed potential energy
savings with them. Smaller shares reported that the assessor provided a report with
recommendations (82%), installed measures during the visit (78%), or asked about
specific issues (77%). It should be noted that tracking data indicated that all but one of
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the respondents who reported measures were not installed during the assessment
received direct install measures.

Figure 3-12 Participant Reports of the Actions Taken by Assessor
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Nearly all participants who reported receiving the assessment report found it to be helpful.
Ninety-two percent rated it as 5 — very helpful, and 6% rated the helpfulness as a 4 (Table
3-29).

Table 3-29 Helpfulness of Report

Response Per_cent

(n =36)
5 (Very helpful) 92%
4 6%
3 0%
2 3%
1 (Not at all helpful) 0%

3.6.4.4 Barriers to Implementing Recommendations

Forty-nine percent of participants reported that they installed all recommended energy
saving measures and a small share, 4% had not completed any of the recommended
measures.

As shown in Table 3-30, insulation was the measure that participants most often reported
not installing, followed by AC tune-ups and leakage reduction.

Table 3-30 Recommended Measures Participants Reported Not Installing

e RNeLpl) r:r?iirg
Insulation 11
AC tune up 5
Air leakage reduction 5
Heating equipment 2
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Figure 3-13 summarizes respondents’ reasons for not installing all measures. One-half
said they had not installed the measures because they were waiting to hear back from
programs staff or that the needed program assistance. Review of program tracking data
for these customers indicated that all did receive major measures, but that the time
between the initial participation and the last measure installation ranged from two to six

months.

Wiriting to hear fram program/need assistance

Figure 3-13 Reasons for Not Installing all Measures
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3.6.4.5 Participant Satisfaction

0% 0 A% 5% B

Ninety-three percent of respondents indicated satisfaction with the program overall by
rating their satisfaction as a four or a five. None were dissatisfied with the program. About
10% of participants were dissatisfied with the savings on their energy bill. While noticing
energy savings on a bill can be challenging given the month-to-month variation in energy
savings, energy savings were a commonly cited motivation for participating.
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Figure 3-14 Participant Satisfaction
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Seven respondents provided open ended statements regarding their reasons for
dissatisfaction. Again, the most common reason was the lack of energy cost savings
noticed.

Table 3-31 Reasons for Dissatisfaction

Reason for Dissatisfaction ML 067 @) Example Comment
Responses

No bill savings 3 “Didn’t make difference in the bill, it is still high”

Problems with installed thermostat 1 “Currently (ixperiencing trouble with the
thermostat

Assessment report received late 1 “Received report late”

Difficult to schedule 1 “Hard to schedule”
“Promised to come out and follow up on the

Didn't finish installing measures 1 work, and did not show up. Duct work was never
fully sealed.”

Table 3-32 summarizes participant satisfaction with Entergy as their electricity service
provide. Most (61%) of survey respondents were very satisfied with Entergy.
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Table 3-32 Satisfaction of Entergy as an Electricity Service Provider

R, Percent

P (n = 36)
5 (Very satisfied) 61%
4 11%
3 18%
2 5%
1 (Very dissatisfied) 5%

3.6.5 Nonparticipant Survey Findings

This section summarizes the findings of the nonparticipant survey of residential
customers. The survey included questions on:

= Program awareness;
m  Energy efficiency purchases made; and
= Energy efficiency attitudes and interest.

The survey also included questions on interest in early replacement of HVAC units and
central air conditioner tune-up practices. The findings from these topics are presented in
the Heating and Cooling Chapter, Section 8.5.4 and Section 8.5.5.

3.6.5.1 Program Awareness

Sixteen percent of respondents reported that they were aware of rebates for energy
efficiency and home improvements offered by Entergy. Differences in level of awareness
were not statistically significant for customers who owned or rent the residence or for
customers of different incomes.

Figure 3-15 shows the level of awareness of various energy efficiency offerings.
Customers generally reported greater awareness of equipment rebates, LED lighting, and
the load control program, and generally less awareness of the home weatherization
offering.
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Figure 3-15 Share of Aware of Entergy Efficiency Offerings
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Figure 3-16 summarizes sources of program awareness for those aware of the programs.
As shown, direct communications from Entergy in the form of emails and bill inserts or
mailers were the most common sources of awareness. Of interest is that the share of
nonparticipants learning of the program from family members or friends was 21%. In
comparison between 60% and 88% of participants in most programs reported learning of
the program from family members and friends. The findings suggest that learning of the
program from family members and friends may have a greater influence on participation.
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Figure 3-16 Sources of Program Awareness
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3.6.5.2 Energy Efficient Equipment Purchases

Thirty-nine percent of nonparticipants reported that they had made energy efficiency
improvements in the past two-years. Customers aware of the Entergy offerings and those
who were not aware reported are making improvements at approximately the same rate
(46% and 39%, respectively). The differences shown in Table 3-33 are not statistically
significant.

Table 3-33 Percent of Customers Making Improvements by Program Awareness

Percent Making
Program Awareness
Improvements
Aware of Programs (n = 26) 46%
Not aware of Programs (n = 236) 39%

Figure 3-17 summarizes the types of efficient equipment and home improvements
customers reported making. By far, LED purchases were most common. Some of these
purchases may have been program discounted bulb purchases because awareness of
discounts is often low. Additionally, some of the customers who reported installing
efficient air conditioners may have installed standard efficiency units which in comparison
to an old unit would be much more efficient.
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Figure 3-17 Summary of Efficient Equipment Purchases and Improvements (n = 59)
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3.6.5.3 Energy Efficiency Attitudes and Interest

Table 3-34 summarizes interest in different types of benefits that could result from making
home improvements. Overall, customers equally value efficiency, comfort, and health and
safety.

Table 3-34 Interest in Different Types of Energy Efficiency Benefits

. 1 (Not at all 5 (Ver
Ee in(terested) 2 < 4 inte(rest?e,d) AT
Increase efficiency (n =158) 11% 5% 10% 23% 50% 3.96
Improve comfort (n = 160) 8% 6% 13% 24% 50% 4.02
Improve health and safety (n = 160) 6% 4% 15% 20% 55% 4.14

Attitudes towards energy efficiency are summarized in Table 3-35. For each item listed,
respondents rated their agreement with the item on a five-point agreement scale. The
percent agreement shown is the share of respondents who provided a rating of four or
five. The key points are:

= Most customers think that managing energy use is important.

m Perceived lack of resources and feeling uninformed about energy efficiency
present somewhat greater barriers than the belief that improving efficiency means
sacrificing comfort.
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Table 3-35 Attitudes Towards Energy Efficiency

Attitude Percent
Agreement

Importance of Energy Efficiency
I am not concerned about the amount of energy used in my home. (n=162) 10%
It is important to save energy to preserve the environment. (n= 163) 85%
Barriers
I don’t have the resources | need to reduce the amount of energy | am using. (n= 152) 36%
It is possible to save energy without sacrificing comfort by being energy efficient. (n= 160) 78%
| don’t feel that | am well informed on ways to save energy. (n= 161) 32%
Intentions
I intend to reduce my household energy use in the next 12 months. (n= 155) 47%

Internet searches and friends, family members, and colleagues were the most often
mentioned sources of information where customers would seek to find information on
reducing their energy costs. Entergy was also cited as a source by 42% of customers.

Figure 3-18 Where Customers would Look to Find Information on Reducing Energy Costs
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Entergy was also viewed as a trustworthy source of information on tips and rebates by
69% of customers (Table 3-36).

Table 3-36 Trustworthiness as a Source of Information on Energy Savings Information

Response Percent

(n=131)
Very untrustworthy 15%
Somewhat untrustworthy 17%
Somewhat trustworthy 47%
Very trustworthy 22%
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Seventy-one percent of customers were moderately or very interested in additional
information on energy saving tips and rebate programs (Table 3-37). In terms of preferred
means of receiving information from Entergy, 56% preferred to receive information by
email and 18% through a bill insert. Other sources were preferred by fewer than 10% of
respondents.

Table 3-37 Interest in Additional Information on Tips and Rebate Programs

Response Percent

(n = 163)
Not at all interested 12%
Slightly interested 17%
Moderately interested 33%
Very interested 38%

Figure 3-19 Preferred Means of Receiving Information from Entergy on Rebates (n = 159)

Fmail . S UG
Bill insert I 120
Newslerter NN 5%
Soval medic I 6%
Utility Website HEEE 4%
lTedl messages N 495
felephonecall B 1%
Local events B 1%
Other M 3%
Preferto not get information Il 2%

0% 100 2P% A A0 50% G0N

3.6.5.4 Summary of Nonparticipant Findings
The key nonparticipant survey findings are:

= Relatively few of nonparticipating customers (16%) reported that they were aware
that Entergy offered rebates for energy efficiency improvements. Among those
aware that Entergy provides rebates, awareness was higher among HVAC
rebates, LED discounts, and the direct load control program than for other
offerings.

= Nonparticipants most often learned of the rebates through direct communication
from Entergy (e.g., emails, bill inserts). In comparison to program participants,
nonparticipants were much less likely to report learning of the program through
their social networks. The difference may suggest that customers who learn of the
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program through social networks are more likely to participate than customers who
learn through other means.

Customers equally value energy efficiency benefits, comfort improvements, and
health and safety improvements when making home improvements. This suggests
that messaging about rebated measures should focus on all three benefits.

Customers are more convinced that making efficiency improvements do not come
at the cost of reduced comfort than they are convinced that they have the
resources and knowledge to improve energy efficiency. Consequently, the portfolio
offerings that provide information and rebates to assist customers with saving
energy address the most important barriers.

Entergy is viewed as a somewhat or very trusted source for energy efficiency by
about two-thirds of customers, but the maijority of these viewed Entergy as
“somewhat trustworthy.” Consistent with the findings that participants are more
likely to learn of the Entergy offerings through social networks than
nonparticipants, these findings indicate that while Entergy is an important source
of information, leveraging customers’ social networks may be key to motivating
program participation.

3.7 Key Findings and Conclusions

The key findings and conclusions of the evaluation of the program are as follows:

The program expected savings met its goals in Algiers and New Orleans.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, during the development of the
sample for the survey of nonparticipant covers, the Evaluator learned that the
program had difficulty integrating past participation.

The marketing approach is broad and uses multiple channels to increase
program awareness. Word of mouth through social networks appears to be a key
driver of activity for the residential programs. Energy wise outreach is extensive
with attendance at 100 — 120 events a year. Energy wise is reporting useful metrics
to Aptim to monitor effectiveness.

Marketing activities are tracked but there are some challenges to monitoring
marketing effectiveness. Staff indicated that marketing effectiveness is tracked,
but that this is easier for some channels such as social media from which they get
analytics that indicates reach, whereas other channels such as postcard mailers
are more difficult to track.

Social networks are key drivers of program activity. Survey results indicate
that word of mouth is key to driving program awareness, that is, 69% of participants
learned of the program through friends, family members, or colleagues.

Participants were satisfied with the program. Most participants, 93%, indicated
that they were somewhat or very satisfied with the program overall by rating their
satisfaction as four or five on a five-point satisfaction scale.
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Participation process is working well for most participants. Survey results
indicate that few participants had issues with the program participation process
and nearly all found the assessment report to be helpful. A few participants,
however, indicated that they had not implemented major measures at the time of
the survey because they were waiting on program follow up. Review of the data
indicated that these customers did have major measures installed, but the time
between initial participation and the last measure ranged from two to six months.

Interviews with program staff and trade allies indicate that residential trade
ally management processes are generally effective. Trade allies receive
training on program processes, and they found this training useful. Additionally, no
significant communication issues with the implementation contractor were noted.
Two issues raised by some trade allies where:

= A preference for more information regarding the status of referrals to the
program.
n Not all trade allies were aware of the availability of program marketing

material, but they were interested in having them.

3.8 Recommendations

The Evaluators’ recommendations are as follows:

Review data collection and tracking procedures to fully capture program
activity including assessments performed.

To the extent practical, continue to work towards integrating program
activity from the prior cycle with data from the current cycle. A comprehensive
view of participation will provide information useful to understanding how well the
program has reached different customer groups.

Continue to develop a means of tracking marketing effectiveness to manage
future marketing budgets. One approach is to collect data on the source of
program awareness on the intake application.

Develop a strategy to provide greater transparency into the trade ally referral
process. This information may increase trade ally’s confidence that their efforts to
develop work will result in project work.

Continue to promote awareness of program marketing materials with trade
allies. Not all trade allies were aware of these materials and this awareness is
developed through ongoing communication and training.

Review processes for completing major measure work after installation of
direct install and assessments to mitigate customer concerns about the lack
of program follow up on the implementation of measures. Some time
constraints may be unavoidable due to contractor workloads, but this may be offset
by regular communication with participants about the status of their project.
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4. Low Income Audit and Weatherization

4.1 Program Description

The Low Income Audit and Weatherization Program (LIA&Wx) targets and offers
comprehensive weatherization services to qualified low-income, single-family homes and
low-rise, multi-family dwellings of four or fewer units. The LIA&Wx program is intended to
be primarily implemented through local participating trade allies who provide energy
efficiency upgrades available to income qualifying customers. The Program’s objective is
to educate customers on how they are using energy, identify opportunities for energy
savings specific to their home, and prioritize a wide range of energy conservation
measures that will allow them to save energy immediately.

The LIA&Wx program provides customers with household incomes of 200% the federal
poverty level with home energy upgrades at low or no cost.. The Program offers these
customers a free home energy assessment through a qualified and participating trade
ally.

A change made to the LIA&Wx program is that documentation that substantiates that the
customer meets the program income requirements is not required. Staff noted that they
believe the contractors are still collecting this information and that customers are vetted
through a series of qualifying questions, but the collection of it and questions are not
stated in the program implementation plan.

A total of 521 households participated in LIA&WX, Table 4-1 summarizes the total number
of homes a measure was installed in and/or performed at, total measures
installed/performed and the expected kWh and peak kW savings by measure.

Table 4-1 Summary of Measures and Expected Savings — New Orleans

Measure I:\l/luergsjrreosf EXE\?\/Cr;[ecj = [?g,(\:/ted
Savings Savings
AC/HP Tune ups 45 35,797 12.71
Aerators 26 857 0.09
Air Sealing 52 9,721 3.25
Duct Sealing 220 624,372 166.69
Insulation 0-30 91 808,739 207.22
Insulation 5-30 1 2,857 0.52
LED Lighting 6,076 170,116 30.74
Pipe Wrap 3 279 0.03
Showerheads 53 17,402 1.81
Smart Thermostats 53 82,687 0.00
Programmable Thermostats 1 701 0.00
Total: 6,621 1,753,528 423.06

Low Income Audit and Weatherization 4-1



Table 4-2 Summary of Measures and Expected Savings — Algiers

Number Expected | Expected
Measure of kWh kw

Measures Savings Savings
AC/HP Tune ups 3 2,448 0.89
Aerators 4 230 0.02
Air Sealing 1 57 0.03
Duct Sealing 30 68,494 20.48
Insulation 0-30 2 13,464 3.56
Insulation 5-30 1 5,281 0.96
LED Lighting 806 21,571 4.17
Pipe Wrap 0 0 0.00
Showerheads 5 1,808 0.19
Smart Thermostats 1 1,554 0.00
Total 853 114,907 30.30

In PY7 316 projects summing to 1,045,084 kWh were completed during the abbreviated
nine-month program year. Normalizing these figures to 12 months (a full program year)
yields an expected 421 projects summing 1,393,445 kWh. The PY8 program ran for a
full 12 months surpassing normalized PY7 figures with an increase in expected kWh
savings of 34.1%, while average dwelling kWh savings rose by 8.4%. Table 4-3
compares program years.

Table 4-3 Participation and Expected Savings by Program Year

Expected
PY el kWh per
Homes

Home
PY6 265 6,003
PY7 (nominal) 316 3,307
PY7 (normalized) 421 3,307
PY8 521 3,586
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Figure 4-1 Program Performance over PY8
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The program goals and achievement of the goals is summarized below.
Table 4-4 LIA&Wx Summary of kWh Goal Achievement
0, 0,
. Verified | kwh %0t Verified o ]
Operating Company Goal kW Goal Goal
Net kWh Goal . kW .
Attained Attained
ENO 1,907,136 | 1,316,362 144.88% 470.94 285.11 165.18%
Algiers 121,880 98,072 124.28% 31.87 21.1 151.04%

4.2

Impact Savings Calculation Methodology

Evaluation of the LIA&Wx included the following:

= Surveys with participants;

= Interviews with program staff;
= Interviews with program trade allies; and
= On-site testing and data collection.

Impact savings were calculated using methods and inputs in the New Orleans TRM v1.0
and incorporated results from on-site testing where appropriate. PY8 major savings
components are duct sealing, insulation and LEDs. Impact methodologies for LIA&WXx
are the same as described for HPWES, described in section 3.2, M&V Methodology.
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However due to the high kWh saving contribution of ceiling insulation to the LIA&Wx
program, its savings calculation methods are discussed below.

4.3 \Verified Savings by Measure

4.3.1 Ceiling Insulation

4.3.1.1 Ceiling Insulation Savings Multipliers

Methods for calculating he deemed savings values for ceiling insulation came from the
New Orleans TRM, section B.4.2. Deemed savings multipliers were developed through
EnergyGauge, a simulation software program. Multiple equipment configurations were
simulated in in developing savings values denominated in deemed savings per CFM50
of air leakage rate reduction. Table 4-5 shows the deemed savings multipliers for New

Orleans.

Table 4-5 Deemed Savings Multiplier for R-307°

AC/Electric

Ceiling Insulation AC/Gas Resistance AL P AC Peak
9 Heat kWh kWh Savings (kW)
Base R-Value ('sq. ft.) kWh ( sq. ft.) ('sq. ft.)
g. ft. ( sq. ft) g. ft. g. ft.
Oto4 2.3451 5.9291 3.6430 0.0016
5to8 1.1392 3.1249 1.8749 0.0005
9to 14 0.6446 1.8343 1.1072 0.0003
15to 22 0.3402 1.0027 .6018 0.0001

4.3.1.2 Ceiling Insulation Savings Results

Verified savings for this measure are provided in Table 4-6 and Table 4-7.
Table 4-6 Expected and Realized Attic Insulation Savings — R0 to R30

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings | Savings Rate Savings | Savings Rate
New Orleans 808,739 839,855 103.8% 207.22 226.45 109.28%
Algiers 13,464 13,210 98.1% 3.56 3.56 100.00%
Total 822,203 853,065 103.8% 210.79 230.01 109.1%
Table 4-7 Expected and Realized Attic Insulation Savings — R5 to R30
Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings | Savings Rate Savings | Savings Rate
New Orleans 2,859 2,700 94.4% 0.52 0.43 82.69%
Algiers 5,281 4,990 94.5% 0.96 0.80 83.33%
Total 8,139 7,690 94.5% 1.48 1.23 83.11%
19 TRM Table 66, page B-97
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Minor differences in realization can be attributed to rounding in ex ante and clerical errors

in ex ante data.

4.3.2 Infiltration/Air Sealing Savings

Details about M&V Impact methodologies for LIA&Wx Air Infiltration are the same as
described for HPWES, described in section 3.3.1.

Table 4-8 Expected and Realized Air Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization Peak kW | Peak kW | Realization
Savings | Savings Rate Savings Savings Rate
Natural Gas Furnace N/A N/A
Electric Resistance 9,664 29,313 303.3% 3.22 9.53 296.0%
Air Source Heat Pump 57 317 556.1% 0.03 0.15 500.0%
Total 9,721 29,630 304.8% 3.25 9.68 297.8%
Table 4-9 Expected and Realized Air Sealing Savings - Algiers
Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace N/A N/A
Electric Resistance 57 57 99.8% 0.03 0.03 100.0%
Air Source Heat Pump N/A N/A
Total 57 57 99.8% 0.03 0.03 100.0%

Ten projects did not have test in/test out data for CFM reductions and could not be
analyzed and were given a 100% realization rate.

Ex ante calculations assumed heat pump heating for five projects, however the home
heating type was determined to be electric resistance. One project used gas heating, but
was determined to be electric resistance. While small variations in realization can be
attributed to differences in rounding, The Evaluators were able unable to reasonably
recreate ex ante savings calculations for 17 projects. Using correct methodology, these
homes’ realization rates ranged from -100.4% to 17400.0% before M&V adjustments.
Nineteen projects had expected savings lower than 100 kWh, with two projects claiming
1 kWh of savings each. Below-expected verified leakage is a secondary driver of the high
realization rate, without which overall realization would be 103.7%, rather than 304.8%.

4.3.3 Duct Sealing Savings

Details about M&V Impact methodologies for LIA&Wx Duct Sealing are the same as
described for HPWES, described in section 3.3.2.
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Table 4-10 Expected and Realized Duct Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 152,878 162,529 106.3% 71.33 76.45 107.2%
Electric Resistance 471,494 509,583 108.1% 95.36 101.72 106.7%
Air Source Heat Pump - - N/A - - N/A
Total 624,372 672,112 107.6% 166.69 178.17 106.9%
Table 4-11 Expected and Realized Duct Sealing Savings - Algiers
Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 27,055 26,471 97.8% 11.42 12.45 109.0%
Electric Resistance 41,439 49,421 119.3% 9.06 9.82 108.4%
Air Source Heat Pump - - N/A - - N/A
Total 68,494 75,892 110.8% 20.48 22.27 108.7%

Three projects did not see a significant enough reduction to results in kWh savings. Ex
ante calculations assumed electric resistance heat for five projects, however the home
Ex ante calculations in two projects which

heating type was determined to be gas.
incorrectly assumed the opposite.

The Evaluators were able unable to reasonably

recreate ex ante savings calculations for four projects. Using correct methodology, these

homes’ realization rates ranged from 82% to 137% before M&V adjustments.

4.3.4 LED Lighting Savings

The savings resulting from applying TRM algorithms and deemed savings parameters
are summarized in HPwWES, Section 3.3.3.

Table 4-12 Expected and Realized LED Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
LED A-Type Lamp 146,698 149,034 101.6% 25.88 25.90 100.1%
LED Directional Lamp 23,418 23,418 100.0% 4.86 4.86 100.0%
Total 170,116 172,454 101.4% 30.74 30.76 100.1%
Table 4-13 Expected and Realized LED Savings - Algiers
Expected | Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings | Savings Rate
LED A-Type Lamp 19,445 19,602 100.8% 3.73 3.73 100.0%
LED Directional Lamp 2,125 2,125 100.0% 0.44 0.44 100.0%
Total 21,570 21,727 100.7% 4.17 4.17 100.0%

Minor differences in realization can be attributed to rounding in ex ante and clerical errors

in ex ante data.
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The savings resulting from applying TRM algorithms and deemed savings parameters
are summarized in HPWES, section 3.3.4.

4.4 \Verified Gross Savings

Realized savings is presented by program channel in Table 4-14 and Table 4-15.
Table 4-14 Gross Realization Summary — New Orleans

Measure EXE\?\f;ed vertied ReaITinVarLItion Stpesiee | Ve ReaITinVatio
Savings L5 Rate Y R n Rate
AC/HP Tune ups 35,796 38,226 106.8% 12.71 13.59 106.9%
Aerators 857 857 100.0% 0.09 0.09 100.0%
Air Sealing 9,721 29,630 304.8% 3.37 9.81 291.1%
Duct Sealing 624,372 672,112 107.6% 166.69 178.17 106.9%
Insulation 0-30 808,739 876,165 108.3% 207.22 236.25 114.0%
Insulation 5-30 2,857 2,700 94.5% 0.52 0.43 82.7%
LED Lighting 170,116 172,453 101.4% 30.74 30.76 100.1%
Pipe Wrap 279 279 100.0% 0.03 0.03 100.0%
Showerheads 17,402 17,402 100.0% 1.81 1.81 100.0%
i;‘;gr:sc’:l:;is'e 701 701 100.0% 0.00 0.00 N/A
Smart Thermostats 82,687 96,611 116.8% 0.00 0.00 N/A
Total: 1,753,527 | 1,907,13 108.8% 423.18 470.94 111.3%
Table 4-15 Gross Realization Summary — Algiers
Measure EXE\?\;:r:ed et ReainVzV:tion Sqpesizel | VErice Reall?::/ition
Savings Sk Rate A A Rate
AC/HP Tune ups 2,448 2,355 96.2% 0.89 0.84 94.4%
Aerators 230 230 100.0% 0.02 0.02 100.0%
Air Sealing 57 57 100.0% 0.03 0.03 100.0%
Duct Sealing 68,494 75,892 110.8% 20.48 22.27 108.7%
Insulation 0-30 13,464 13,210 98.1% 3.56 3.56 100.0%
Insulation 5-30 5,281 4,990 94.5% 0.96 0.80 83.3%
LED Lighting 21,571 21,727 100.7% 4.17 4.17 100.0%
Showerheads 1,808 1,808 100.0% 0.19 0.19 100.0%
Smart Thermostats 1,554 1,611 103.7% 0.00 0.00 N/A
Total: 114,907 121,880 106.1% 30.29 31.87 105.2%

4.5 Net Savings Results

The NTG ratio for the LIA&Wx Program was assumed to be 100% in line with common
practice for estimation of low-income program net savings.
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Table 4-16 and Table 4-17 summarize the program net kWh savings and peak kW
demand reduction impacts of the LIA&Wx Program.?°

Table 4-16 LIA&Wx Summary of Verified Net Savings

Expected Verified Free Verified Net Net to

Utility kWh Gross kWh . . Spillover . Gross
: . Ridership kWh Savings .

Savings Savings Ratio

ENO 1,753,527 1,907,136 0% 0% 1,907,136 100%

Algiers 114,907 121,880 0% 0% 121,880 100%

Total 1,868,434 2,029,016 0% 0% 2,029,016 100%

Table 4-17 LIA&Wx Summary of Verified Net Peak Demand Reductions

Expected Gr\égrsmsgak Free Verified Net Net to

Utility Peak kW KW Ridershi Spillover Peak kW Gross

Reductions Reductions P Reductions Ratio

ENO 423.18 470.94 0% 0% 470.94 100%

Algiers 30.29 31.87 0% 0% 31.87 100%

Total 453.47 502.81 0% 0% 502.81 100%

4.6 Process Evaluation Findings

4.6.1 Summary of Program Participation

Table 4-18 summarizes program activity. As shown, 78% of customers received direct
install measures and 62% received major measures. Forty-two percent of customers
received both direct install and major measures.

The tracking data indicated that 82% of customers received an assessment. This is likely
an undercount reflecting incomplete data since the program design is such that
participation begins with an assessment.

Table 4-18 Share of Customers Receiving Measures and Assessments

Percent Average
Percent Percent o
e e Receiving Percent Expected
Number of Receiving Receiving - . :
I . : Direct Install Receiving an Savings
Participants Direct Install Major )
and Major Assessment per
Measures Measures o
Measures Participant
521 78% 62% 42% 82% 3,586

As shown in Table 4-19, insulation and duct sealing accounted for most of the program
savings. The incentive dollars per kWh saved for direct install measures is shown as 0
because incentive dollars were not recorded with project records.

20 Net savings estimates were based on all survey respondents and the same value was applied to ENO and Algiers

projects.
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Table 4-19 Summary of Measures Installed

Percent of (EEE

Measure Expected Incentives Number of Expected Dollars

kWh Savings Paid Participants pe per kWh

Savings
Saved

Insulation 830,342 $108,119 95 44.4% $0.13
Duct sealing 692,886 $228,393 232 37.1% $0.33
Lighting 191,686 $0 401 10.3% $0.00
Smart thermostat 84,241 $13,750 50 4.5% $0.16
AC tune-up 38,245 $7,200 43 2.0% $0.19
Showerhead 19,210 SO 58 1.0% $0.00
Air sealing 9,778 $172 55 0.5% $0.02
Faucet aerator 1,087 SO 25 0.1% $0.00
Programable thermostat 701 $80 1 0.0% $0.11
Pipe wrap 279 SO 3 0.0% $0.00

4.6.2 Program Goals, Design, and Delivery

Many of the same procedures and processes discussed in for the Home Performance
with ENERGY STAR Program in Section 3.6.2 are applicable to the LIA&Wx Program
and are not repeated here. The findings discussed below are those specific to the LIA&Wx
Program.

The Energy Smart LIA&Wx program provides low-income customers with a free home
energy audit and energy-saving products. As with HPWES, Franklin performs the energy
assessments to maintain more control over the process and the measure
recommendations customers receive. Staff noted that some trade allies probably prefer
to conduct the energy assessments themselves, which was expressed by some trade
allies (see Section 6.6.3).

4.6.2.1 Program Goals

Entergy New Orleans and Franklin both indicated the LIA&Wx program is performing well
and the expected savings exceeded its goals for both Algiers and New Orleans. Entergy
New Orleans and Franklin staff reported the LIA&Wx program has had good participation
in PY8 in New Orleans, but that meeting participation goals in Algiers is more challenging.

Program staff described the LIA&Wx as one of the “best residential programs so far.” Staff
indicated there are many residential customers in the service territory who can qualify for
the program and it is an attractive program for contractors. There are no barriers to
reaching low-income customers.

4.6.2.2 Program Design

The program is available to residential customers within Entergy’s service territory who
meet the income qualification, which is 200 percent of the federal poverty level.

Key strengths of the program identified is that this program targets households who could
not otherwise afford the measures installed in their home. Participants can save money
on their utility bill and this helps build stronger relationships in the community between
low income residents and Entergy.
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4.6.2.3 Marketing and Outreach

In addition to the general residential portfolio marketing discussed in section 3.6.2.3. The
program does outreach at senior centers and food pantries to educate residents about
the LIA&Wx program. Staff reported that trade allies are also very active in outreach to
solicit additional participants.

4.6.3 Trade Ally Feedback

Trade ally feedback findings are summarized in Section 6.6.33

4.6.4 Participant Feedback
4.6.4.1 How Customers Learned of the Program

Figure 4-2 summarizes how survey respondents learned of the program. As shown, word
of mouth was by far the most common source of awareness. Another important source
was emails sent by Entergy (19%).

Figure 4-2 Sources of Program Awareness (n = 21)
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4.6.4.2 Motivations for Participating

A maijority of respondents (57%) decided to participate in the program to save money on
their energy bills (see Figure 4-3). Other motivations of importance were to increase the
value of the residence (24%), increase the comfort of the home (19%), and to become as
efficient as friends and neighbors.
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Figure 4-3 Motivations for Participating (n =22)
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4.6.4.3 Home Assessment Feedback

Table 4-20 shows that nearly all respondents (92%) thought that scheduling the home
energy assessment was very easy.

Table 4-20 Ease of Scheduling the Assessment

Response Per_cent

(n=13)
5 (Very easy) 92%
4 0%
3 8%
2 0%
1 (Very difficult) 0%

Figure 4-4 summarizes participants responses to a series of questions about the actions
taken by the assessor during the assessment. As shown, 84% stated that the assessor
installed measures during the assessment. Eighty-four percent also stated that the
assessor provided a report with recommendations and 81% stated that the assessor
discussed potential energy savings. Lastly, 71% reported that the assess or asked the
participant any particular issues they noticed with their home.
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Figure 4-4 Participant Reports of the Actions Taken by Assessor
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Respondents that received the report largely felt that the report was helpful to them, as
shown in Table 4-21. One respondent provided a low rating of the report’s helpfulness.

Table 4-21 Helpfulness of Assessment Report

Response Izner:cig)t
5 (Very helpful) 81%
4 13%
3 0%
2 6%
1 (Not at all helpful) 0%

4.6.4.4 Participant Satisfaction

Figure 4-5 summarizes participant satisfaction with the program overall and various
aspects of it. As shown, satisfaction was generally high. Eighty-one percent rated their
satisfaction with the program overall as a four or a five on a five-point scale. The aspects
of the program that participants were most satisfied with where the interactions they had
with program staff and the quality of the installation work. The aspects that they were
least satisfied with were the savings they have observed on their bills and the
performance of the improvements made.
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Figure 4-5 Participant Satisfaction
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Two respondents who reported dissatisfaction stated that the primary sources of
dissatisfaction were that they did not save as much energy as they hoped, and that the
thermostat installed had broken.

Table 4-22 summarizes participant satisfaction with Entergy overall. Seventy-six percent
rated their satisfaction highly, that is, as a four or a five on a five-point scale. One
respondent reported being very dissatisfied.

Table 4-22 Satisfaction of Entergy as an Electricity Service Provider

Response Per_cent

(n=21)
5 (Very satisfied) 62%
4 14%
3 19%
2 0%
1 (Very dissatisfied) 5%

4.7 Key Findings and Conclusions

The key findings and conclusions of the evaluation of the program are as follows:

= Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, review of the data indicated
that home assessments are inconsistently tracked. The data showed that a
minority of participants received a home energy assessment. Additionally, during
the development of the sample for the survey of nonparticipant covers, the
Evaluator learned that the program had difficulty integrating past participation.
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The share of customers receiving direct install measures appears low.
Twenty-two percent of participants did not receive direct install measures which
should have been installed during the energy assessment. Although some
customers will likely refuse measures, the share indicates potential to increase
direct install measures in low-income residences.

Multiple channels used to promote the program. Staff discussed multiple
channels used to promote residential programs. In addition to these, staff engaged
in outreach at senior centers and food pantries. Staff also reported that trade allies
were active in promoting the program. Word of mouth was by far the most the
common way that customers learned of the program followed by email
communication from Entergy.

Most participants were satisfied with the program. Eighty-one percent of
participants indicated that they were somewhat or very satisfied with the program
overall by rating their satisfaction as four or five on a five-point satisfaction scale.
Approximately one-third of participants indicated dissatisfaction with the realized
energy savings, however, this number represented four respondents because
several did not rate their satisfaction with the savings. The expected savings for
all but one of these respondents was greater than the program average of 3,586
kWh.

Participation process is working well for customers. Few customers identified
any issues with scheduling assessments and most found the assessment report
to be helpful.

4.8 Recommendations

The Evaluators’ recommendations are as follows:

Review data collection and tracking procedures to fully capture program
activity including assessments performed.

Review direct install procedures. The 78% installation rate of direct install
measures suggest there may be opportunities to increase the number of
customers receiving these measures. Additionally, tracking reasons for not
installing measures will help staff monitor the issue.

Review how savings expectations are communicated to customers. Four
customers indicated dissatisfaction with the program savings. All but one of these
customers had higher than average savings for the program.

Remove programmable thermostats from the program. These measures are
not included in the New Orleans TRM, nor are they included in the Arkansas TRM
as they are outdated technology for the residential sector. Without an appropriate
measure study, the savings are speculative and unreliable, and measure studies
have historically found that the savings are highly-dependent upon idiosyncratic
program factors such as installation quality by the trade ally and preexisting
customer behavior surrounding the management of their thermostat, with there
being a possible risk of increased energy use if participants have low home
occupancy. The Energy Smart portfolio of programs should endeavor to install
smart thermostats within programs such as LIA&WXx.
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5. Energy Smart for Multifamily

5.1 Program Description

The Energy Smart for Multifamily (Multifamily) Program was introduced in PY7. The
program is designed to promoted energy efficiency in the multifamily sector by offering
home energy walkthrough assessments and deeper energy assessments to multifamily
customers. Incentives are provided to contractors for installation of pre-approved
measures. The program has the same design elements as HPwWES, but targets homes
with two or more attached dwelling units. Any property with more than one meter is
considered a multifamily property. Staff noted this definition conforms well to the types
of housing stock in New Orleans that has a large share of duplex housing and
comparatively fewer large apartment complexes. This channel was developed to work
towards overcoming the “split incentive” barrier to multifamily program participation;
multifamily dwelling units have historically been underserved as owners are often
unwilling to make significant investments in energy efficiency when the utility bill is paid
by tenants. . Staff indicated that there is not a low income channel for multifamily tenants
and the program manager said that they requested that this channel be added to the
program.

A total of 5042 households participated in the Multifamily program, Table 5-1 summarizes
the total number of homes a measure was installed in and/or performed at, total measures
installed/performed and the expected kWh and peak kW savings by measure.

21 This total does not equal the sum of the “Number of Homes” column in Table 3-1,

Percent of
Number of Expected | Expected
Measure Measures KWh KW Program
Distributed : : Savings
Savings Savings
(by kWh)
AC/HP Tune ups 96 75,619 27.38 2.7%
Aerators 32 848 0.09 0.0%
Air Sealing 140 155,612 50.59 5.6%
Duct Sealing 57 1,210,153 321.36 43.3%
Insulation 12 98,978 26.21 3.5%
LED Lighting 11,925 354,379 65.56 12.7%
Power Strips 231 64,915 6.88 2.3%
Showerheads 39 11,752 1.22 0.4%
Smart Thermostats 135 203,970 0.00 7.3%
Home Energy Savings Kits 4,272 619,440 97.40 22.2%
Total: 16,939 2,795,666 596.69

Table 3-2 and Error! Reference source not found. due to individual residences receiving multiple measures.
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Table 5-1 Summary of Measures and Expected Savings — New Orleans

Count of Expected | Expected Percent of
Measure Measures kWh kw kWh
Distributed | Savings | Savings | Contribution

AC/HP Tune ups 31 25,024 9.1 3.1%
Aerators 24 707 0.1 0.1%
Air Sealing 54 78,030 253 9.8%
Duct Sealing 150 378,130 100.6 47.3%
Insulation 0-30 27 150,682 39.9 18.8%
LED Lighting 4,288 116,812 23.4 14.6%
Power Strips 1 307 0.0 0.0%
Showerheads 41 10,848 1.1 1.4%
Programmable Thermostats 56 39,041 0.0 4.9%
Total: 4,672 799,581 199.53

Table 5-2 Summary of Measures and Expected Savings — Algiers

Count of Expected | Expected Percent of
Measure Measures kWh kwW kWh
Distributed | Savings Savings Contribution

Aerators 4 106 0.01 0.3%
Air Sealing 1 804 0.26 2.2%
Duct Sealing 6 21,263 4.25 58.2%
LED Lighting 298 8,088 1.57 22.1%
Showerheads 3 678 0.07 1.9%
Programmable Thermostats 8 5,610 0.00 15.3%
Total: 320 36,549 6.16

Figure 5-1 Contribution by measure

Below, Figure 5-1 illustrates overall program contribution my measure.
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In PY7 372 projects summing to 1,218,180 kWh were completed during the abbreviated
nine month program year. Normalizing these figures to 12 months (a full program year)
yields an expected 496 projects summing 1,624,239 kWh. The PY8 program ran for a
full 12 months surpassing normalized PY7 figures with as decrease in expected kWh
savings of 48.5%, and average dwelling kWh savings fell by 38.9%. Comparisons are
shown below in Table 5-3 below:

Table 5-3 Program Year Comparison??

Py # Expected II:()\(,SE Ct:?
Participants kWh P
Home
PY7 (nominal) 261 343,424 1,316
PY7 (adjusted) 348 457,898 1,316
PY8 504 836,131 1,659

Below, Figure 5-2 illustrates the differences in program kWh savings contributions
between PY7 and PY8.

22 Figures adjusted to reflect 9-month PY7 program period.
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Figure 5-2 PY7 and PY8 Measure Contribution Comparison
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Total verified savings and percentage of goals for the Multifamily Program are
summarized in Table 5-4.

Table 5-4 Multifamily Summary of kWh Goal Achievement

. % of - % of
: Verified kWh Verified
Operating Company Net kWh Goal Goal KW kW Goal Goal
Attained Attained
ENO 742,057 493,311 150.4% 195.41 96.58 202.3%
Algiers 31,077 37,633 82.6% 8.71 7.4 117.7%

5.2

Impact Savings Calculation Methodology

Impact methodologies for Multifamily are the same as for HPWES, described 3.2 M&V

Methodology.

5.3 Verified Savings by Measure

5.3.1

Infiltration/Air Sealing Savings

Details about M&V Impact methodologies for Multifamily Air Infiltration are the same as
described for HPWES, section 3.3.1.

Table 5-5 Expected and Realized Air Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 4,272 1,809 42.3% 1.38 1.46 105.8%
Electric Resistance 73,758 94,134 127.6% 2391 30.70 128.4%
Air Source Heat Pump - - N/A - - N/A
Total 78,030 95,943 123.0% 25.29 32.16 127.2%
Table 5-6 Expected and Realized Air Sealing Savings — Algiers
Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace - - N/A - - N/A
Electric Resistance 804 937 116.5% 0.26 0.31 119.2%
Air Source Heat Pump - - N/A - - N/A
Total 804 937 116.5% 0.26 0.31 119.2%

The Evaluators were not able to reasonably recreate ex ante savings calculations for five

projects.

5.3.2 Duct Sealing Savings

Details about M&V Impact methodologies for Multifamily Duct Sealing are the same as
described for HPWES, section 3.3.2.
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Table 5-7 Expected and Realized Duct Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 92,700 97,120 104.8% 43.08 45.68 106.0%
Electric Resistance 285,431 295,529 103.5% 57.55 58.99 102.5%
Air Source Heat Pump - - N/A - - N/A
Total 378,131 392,649 103.8% 100.63 104.67 104.0%

Table 5-8 Expected and Realized Duct Sealing Savings — Algiers

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace - - N/A - - N/A
Electric Resistance 21,263 22,505 105.8% 4.25 4.49 105.6%
Air Source Heat Pump - - N/A - - N/A
Total 21,263 22,505 105.8% 4.25 4.49 105.6%

Ex ante calculations assumed electric resistance heat for one project, however the home
heating type was determined to be natural gas. The Evaluators were able unable to
reasonably recreate ex ante savings calculations for eight homes. Using the TRM v1.0
methodology, these homes’ realization rates ranged from -34% to 236% before M&V
adjustments.

5.3.3 Ceiling Insulation Savings

M&V Impact methodologies for Multifamily Ceiling Insulation are consistent with those in
the New Orleans TRM v1.0, section B.4.2., Ceiling Insulation as well as section 4.3.1 of
this report.

Table 5-9 Expected and Realized Ceiling Insulation Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Electric Resistance 150,682 147,842 98.1% 39.90 39.90 100.00%
Total 150,682 147,842 98.1% 39.90 39.90 100.00%

There were no insulation projects in the Algiers territory during PY8.

Verified kWh savings for all insulation projects is 98.1% using correct savings calculation
methodology and inputs. The slight variation between expected and realized savings is
likely due to rounded inputs in ex ante calculations.

5.3.4 LED Lighting Savings

The savings resulting from applying TRM algorithms and deemed savings parameters
are summarized in HPWES, section 3.3.3.
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Table 5-10 Expected and Realized LED Savings — New Orleans

Expected Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
LED A-Type Lamp 101,093 101,443 100.3% 20.15 20.13 99.9%
LED Directional Lamp 15,719 15,719 100.0% 3.26 3.26 100.0%
Total 116,812 117,162 100.3% 23.41 23.39 99.9%
Table 5-11 Expected and Realized LED Savings - Algiers
Expected Realized kWh Expected | Realized Peak kW
Lamp Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
LED A-Type Lamp 7,005 7,067 100.9% 1.35 1.35 100.1%
LED Directional Lamp 1,083 1,083 100.0% 0.22 0.22 100.0%
Total 8,088 8,150 100.8% 1.57 1.57 100.0%

5.4 Verified Gross Savings

Realized savings is presented by program channel in Table 5-12 and Table 5-13.

Table 5-12 Gross Realization Summary — New Orleans

=XCEiE Verified k.Wh. Expected | Verified kW .
Measure kWh Realization Realization
. kWh kw kw
Savings Rate Rate
AC/HP Tune ups 25,024 25,189 100.7% 9.06 8.96 98.9%
Aerators 707 707 100.0% 0.07 0.07 100.0%
Air Sealing 78,030 95,943 123.0% 25.29 32.16 127.2%
Duct Sealing 378,130 392,649 103.8% 100.63 104.67 104.0%
Insulation 0-30 150,682 147,843 98.1% 39.90 39.90 100.0%
LED Lighting 116,812 117,162 100.3% 23.41 23.39 99.9%
Power Strips 307 307 100.0% 0.03 0.03 100.0%
Showerheads 10,848 10,848 100.0% 1.13 1.13 100.0%
Thermostat prog 39,041 38,817 99.4% 0.00 0.00 N/A
Total: 799,581 829,465 103.7% 199.53 210.31 105.4%
Table 5-13 Gross Realization Summary — Algiers
ST Verified k.Wh. Expected | Verified kW .
Measure kWh KWh Realization KW KW Realization
Savings Rate Rate
Aerators 106 106 100.0% 0.01 0.01 100.0%
Air Sealing 804 937 116.5% 0.26 0.31 119.2%
Duct Sealing 21,263 22,505 105.8% 4.25 4.49 105.6%
LED Lighting 8,088 8,150 100.8% 1.57 1.57 100.0%
Energy Smart for Multifamily 5-7




Showerheads 678 678 100.0% 0.07 0.07 100.0%

Thermostat prog 5,610 5,384 96.0% 0.00 5.38 N/A

Total: 36,549 37,760 103.3% 6.16 11.84 192.2%

5.5 Estimation of Net Savings

Participant survey responses were used to estimate the net energy impacts of the
program. The program net savings are equal to gross savings, less savings associated
with free ridership, plus participant spillover savings. The methodology used is described
in detail in 2.2.4.

To estimate program-level free ridership, the Evaluator calculated free ridership scores
for major and direct install measures, weighted by the participants’ gross energy savings
and demand reductions. The major and direct install measure free ridership ratios were
used to factor the program verified gross savings for the two measure types to estimate
free ridership.

A spillover ratio was developed by dividing the total energy savings and demand
reductions resulting from spillover measures by the total gross energy savings and
demand reductions for the sample of survey respondents.

5.6 Net Savings Results

Figure 5-4 summarizes the distribution of free ridership scores by measure type. As
shown, free ridership was somewhat lower for major measures and low overall. The
difference in free ridership between the Multifamily Program and HPwWES may be because
the multifamily residents were, on average, lower socio-economic status. While large
number of survey respondents declined to provide information on their income,
participants in the HPWES program tended to have higher levels of education (41% of
multifamily participants held four-year or graduate degrees, compared to 68% of HPWES
participants).
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Figure 5-4 Distribution of Free-rider Scores
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Table 5-14 and Table 5-15 summarize the program net kWh savings and peak kW
demand reduction impacts of the Multifamily Program.

Table 5-14 Multifamily Summary of Verified Net Savings

Utilit Ex&a\;:ﬁed Verified Gross Free Spillover Verified Net (I\Igfééz
y : kWh Savings Ridership P kWh Savings ;

Savings Ratio

ENO 799,581 829,465 87,407 0 742,057 89.5%

Algiers 36,549 37,760 6,683 0 31,077 82.3%

Total 836,130 867,225 94,090 0 773,134 89.2%

Table 5-15 Multifamily Summary of Verified Net Peak Demand Reductions

Expected Verified Gross Free Verified Net Net to

Utility Peak kW Peak kW Ridershi Spillover Peak kW Gross
Reductions Reductions P Reductions Ratio

ENO 199.53 210.31 14.90 0 195.41 92.9%

Algiers 6.16 11.84 3.13 0 8.71 73.6%
Total 205.69 222.15 18.03 0 204.12 91.9%

Net to gross ratios in above tables represent overall ratios, accounting for both major and
DI measures. Individually, major measure NTG is 97.66% and Dl is 57.16%
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5.7 Process Evaluation Findings

5.7.1 Summary of Program Participation
This section summarizes findings from the analysis of the program tracking data provided

by the implementation contractor.

Table 5-16 summarizes the program activity. As shown, 422 customers received program
services — 81% received direct install measures and 55% installed major measures.
Thirty-six percent of customers received direct install and major measures.

Data indicated 1% received an assessment, which most likely reflects inconsistent
tracking of customers’ receipt of an assessment.

Table 5-16 Share of Customers Receiving Measures and Assessments

Percent Average
Percent Percent . Percent
- e Receiving S Expected
Number of Receiving Receiving . Receiving ;
. . . Direct Install Savings
Participants Direct Install Major ; an
and Major per
Measures Measures Assessment .
Measures Participant
422 81% 55% 36% 1% 1,981

Duct sealing accounted for about one-half of program savings (Table 5-17) and was the
major measure most commonly implemented.

Table 5-17 Summary of Measures Installed

Energy Smart for Multifamily

Percent of Incentive
Expected kWh Incentives Number of Dollars
Measure ; : o Expected
Savings Paid Participants : per kWh
Savings
Saved
Duct sealing 399,393 $50,643 150 47.8% $0.13
Insulation 150,682 $9,974 27 18.0% $0.07
Lighting 124,900 SO 299 14.9% $0.00
Air sealing 78,834 $30,973 55 9.4% $0.39
Programable thermostat 44,651 $5,120 62 5.3% $0.11
AC tune-up 25,024 $3,875 29 3.0% $0.15
Showerhead 11,526 SO 43 1.4% $0.00
Faucet aerator 813 SO 26 0.1% $0.00
Smart powerstrips 307 SO 1 0.0% $0.00
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5.7.2 Program Goals, Design, and Delivery

Many of the same procedures and processes discussed in for the Home Performance
with ENERGY STAR Program in Section 6.6.2 applicable to the Multifamily Program and
are not repeated here. The findings discussed below are those specific to the Multifamily
Program.

5.7.2.1 Program Goals

Entergy and Franklin both indicated the MF is performing “exceptional” and exceeded its
overall goal for PY8. However, expected savings for Algiers fell short by about 1,000 kWh
of the 37,633 kWh goal for that area.

5.7.2.2 Program Design

The Energy Smart MF program offers residents in multifamily properties an opportunity
to save energy by participating in a home audit and having measures installed. Properties
are qualified to participate if there are two or more meters within the same building.

Participation is initiated by completing an online property assessment request form. The
form must be completed by the building owner and not the tenant. There is also a
webpage with frequently asked questions (FAQs), which provides answers to residential
customers about the MF program.

In PY8, duplexes were added to the MF program. In the past, multifamily services were
focused on buildings with four or more units. Units with fewer than four units previously
did not qualify for the program. Because there is a significant number of duplexes within
the New Orleans’ housing stock, this building type has contributed significantly to PY8
savings. Furthermore, program staff indicate that they were focused on duplexes because
of a concern that most of the larger complexes, which were characterized as “low hanging
fruit,” received services in prior program years.

There were no other significant changes to the design of the Energy Smart for Multifamily
(MF) program for PY8.

5.7.2.3 Alternative Program Designs

The Multifamily Program as-currently-designed encompasses dwelling retrofits and
forwards common area projects to the Small Commercial Program. In other states, these
two submarkets are combined into one program offering, allowing for “one-stop shopping”
on the part of multifamily owners and management companies. Examples of this
approach can be seen in programs such as:

=« Commonwealth Edison?3: In-dwelling lighting and low flow devices are bundled
with common area improvements for lighting and thermostats.

23 https://www.comed.com/WaysToSave/ForYourBusiness/Pages/MultiFamilyProperty.aspx
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= Public Service Co. New Mexico?*: Comprehensive retrofits for common areas
are offered, including lighting, HVAC, pool pump VFDs, envelope improvements,
and common area laundry equipment. Enhanced incentives are offered (10%
increase) if occupants are certified as low-income, with this 10% pro-rated if the
building is partially occupied by low income (for example, if the building has 40%
low income tenant occupancy, there is a 4% incentive bonus for the project).

= Austin Energy?®: Common area offerings include solar shading, cool roofs,
central water heating and HVAC, and a new construction model-based incentive.

The integrated offering has been identified in program benchmarking by ACEEE as a
program best-practice, resulting in long-term reduced levelized costs for energy savings?®

5.7.3 Trade Ally Feedback
Trade ally feedback findings are summarized in Section 3.6.3.

5.7.4 Participant Feedback

The Evaluators surveyed 20 program participants. Seventy-seven percent of survey
respondents owned their residence.

5.7.4.1 How Customers Learned of the Program

Figure 5-5 summarizes how participants learned of the program. Word of mouth was the
most frequently reported source of program awareness (cited by 60% of respondents).
Other less common sources — each cited by 10% of respondents — included internet
advertisement, email from Entergy, bill insert or utility mailer, and a home energy
consultant.

24 https://pnmmultifamily.files.wordpress.com/2019/02/pnm-meep 2019-participant-
handbook final20190214.pdf

%5 https://savings.austinenergy.com/rebates/multifamily/multifamily-featured?2

26 https://aceee.org/sites/default/files/publications/researchreports/e13n.pdf
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Figure 5-5 Sources of Program Awareness (n = 20)
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5.7.4.2 Motivations for Participating

Eighty-six percent of respondents reported that they participated to save money on their
energy bills (see Figure 5-6). Twenty-seven percent also reported that they were
motivated to conserve energy or protect the environment.

Figure 5-6 Motivations for Participating (n = 22)

Conserve energy/Protect the environment - 27%

Improvie the comfort of your home - 14%

Improve the value of the residence - 14%
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5.7.4.3 Participant Satisfaction

As shown in Figure 5-7, all respondents indicated that they were somewhat or very
satisfied with the program overall by rating their satisfaction as four or five on a five-point
satisfaction scale. Two aspects of the program that one or two respondents indicated
dissatisfaction with were savings on energy bills and the quality of the installation work
performed.
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Figure 5-7 Participant Satisfaction
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One respondent elaborated that they were dissatisfied because the contractor did not
communicate as quickly as they could have to complete the work expeditiously.

Table 5-18 summarizes satisfaction with Entergy as participants service providers. As
shown, 81% rated their satisfaction as a four or a five on the five-point satisfaction scale.

Table 5-18 Satisfaction of Entergy as an Electricity Service Provider

Response Per_cent
(n=21)
5 (Very satisfied) 62%
4 19%
3 10%
2 5%
1 (Very dissatisfied) 5%

5.8 Key Findings and Conclusions

The key findings and conclusions of the evaluation of the program are as follows:

= The program is producing savings, albeit for a target market that may not
have been originally intended. The program focused exclusively on dwellings
with 2-4 units in PY8, and the Evaluators found that 77% of survey respondents
owned their residence (compared to 75% within HPwWES). Functionally, the MF
program in PY8 served as an extension of HPWES, targeting a market sector that
is largely similar to the general market targeted by HPwWES. With an initial program
design to overcome the split-incentive barrier between owners and renters, the
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outcome of 77% of program participants being homeowners would appear to be
out-of-scope.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors. However, review of the data indicated
that home assessments are inconsistently tracked. The data showed that 1% of
participants received a home energy assessment, which given the program design
that includes a home energy audit for all participants, is likely a substantial
undercount.

The share of customers receiving direct install measures was somewhat low.
Nineteen percent of participants did not receive direct install measures which
should have been installed during the energy assessment. Although some
customers will likely refuse measures, the share indicates potential to increase
direct install measures in multifamily properties.

Multiple marketing channels are used to promote the program. Staff noted
that multiple marketing channels used to promote residential programs, including
the multifamily program. Despite this broad outreach effort, word of mouth was the
most common source of program awareness. Internet advertisements, emails from
Entergy, and bill inserts, or utility mailers were each cited by 10% of respondents.

Program has focused on duplexes and triplexes. The implementation
contractor staff indicated that the program has focused on duplexes and triplexes.
Staff believe that most of the larger complexes have previously received services
through the program.

All participants were satisfied with the program. All participants indicated that
they were somewhat or very satisfied with the program overall by rating their
satisfaction as four or five on a five-point satisfaction scale. Two respondents did
report some dissatisfaction with the work performed.

Participation process is working well for customers. Few customers identified
any issues with scheduling assessments and most found the assessment report
to be helpful.

5.9 Recommendations

The Evaluators’ recommendations are as follows:

Design the program to cohesively include dwelling and common-area
retrofits, allowing for “one-stop shopping” for landlords and property
management companies. At present time, a multifamily landlord or manager
would need to go through two separate programs (Multifamily and Small
Commercial) in order to complete a comprehensive retrofit of their premise.
Program administrators should consider broadening the scope of the Multifamily
Program to include common areas within the same application process.

Consider different incentive levels for condo owners. Condo owners that apply
for the program should receive incentives that align with HPwWES; they do not need
to necessarily be funneled in to HPWES as there are marketing synergies when
reaching out to condo owners and apartment renters, but program incentives
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should align with program goals, with a higher incentive offering when the spilit-
incentive barrier for owners versus tenants needs to be overcome.

= Review data collection and tracking procedures to capture all assessments
performed.

= Review direct install procedures. The 82% installation rate of direct install
measures suggest there may be opportunities to increase the number of
customers receiving these measures. Additionally, tracking reasons for not
installing measures will help staff monitor the issue.

= Remove programmable thermostats from the program. These measures are
not included in the New Orleans TRM, nor are they included in the Arkansas TRM
as they are outdated technology for the residential sector. Without an appropriate
measure study, the savings are speculative and unreliable, and measure studies
have historically found that the savings are highly-dependent upon idiosyncratic
program factors such as installation quality by the trade ally and preexisting
customer behavior surrounding the management of their thermostat, with there
being a possible risk of increased energy use if participants have low home
occupancy. The Energy Smart portfolio of programs should endeavor to install
smart thermostats within programs such as MF.
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6. Green Light Direct Install

6.1 Program Description

The Green Light Direct Install (GLDI) Program provides direct installation of compact
fluorescent lamps (CFLs) and light emitting diodes (LEDs) in participating residences.
The GLDI Program is intended to reduce residential energy use through the one-for-one
replacement of incandescent lamps with energy efficient CFLs and LEDs.

Residential customers in New Orleans Parish are eligible for the program. There is no
limit on the number of bulbs that can be installed in a residence so long as they replace
incandescent lamps.

Installation is completed by volunteers, which have included student groups and local
charities. Installation is tracked by-resident and by-installing volunteer group.

6.2 Evaluation Scope

The GLDI Program has received comprehensive impact and process evaluations in PY5
and PY6.The evaluations provided estimates of in-service rates for installed lighting,
benchmarks against other direct install programs, and strategic recommendations for
program improvement. In the initial review of the PY8 program, the Evaluators concluded
that the GLDI program did not warrant more than a brief overview of program activity. The
rationales for this are as follows:

Limited program scope. In PY8, the program provided 76,840 expected kWh savings,
comprising 0.26% of the Energy Smart portfolio. In comparison, in PY5 the program was
5.48% of portfolio savings.

Coverage of program measures in New Orleans TRM. All measures installed in GLDI
have deemed savings provided in the New Orleans TRM, with usage estimates based on
the New Orleans lighting metering study conducted in the PY6 evaluation.

Past evaluations showed high satisfaction metrics. As seen in the figure below, the GLDI
program has high participant satisfaction. The Evaluators did not find operational issues
with the program that warranted further review in PY8.
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Figure 6-1 GLDI Participant Satisfaction — PY6

The program participation process (n=60)
The CFLs installed in your home (n=60) I

The energy savings on your utility bill (n=51)

The process of having the CFLs installed in your
home (n=60)

The program overall (n=60)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B 1 - Very Dissatisfied 2 3 4 M5 - Very Satisfied

6.3 Expected Savings and Program Participation

In PY8, a total of 3,341 lamps were installed through the program; 2,951 in the ENO
territory and 390 in the Algiers territory. The tables below summarize the total measures
installed and the expected kWh and kW savings.

Table 6-1 Summary of Measures and Expected Savings — New Orleans

Total Total Total
Measure Quantity of Expected Expected kW
Measures kWh Savings Savings

23 Watt CFL A-Type Lamp 241 8,914 1.82
20 Watt CFL A-Type Lamp 390 9,407 1.95
16 Watt LED A-Type Lamp 2 83 0.02
13 Watt CFL A-Type Lamp 1211 25,661 5.33
8.5 Watt LED A-Type Lamp 284 6,228 1.29
14 Watt CFL Candelabra Lamp 165 3,071 0.64
9 Watt CFL Candelabra Lamp 658 14,424 2.96
Total: 2,951 67,788 14.01
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Table 6-2 Summary of Measures and Expected Savings - Algiers

Total Quantit ol o
Measure of Measuresy Expected Expected kW
kWh Savings Savings

23 Watt CFL A-Type Lamp 58 1,948 0.39
20 Watt CFL A-Type Lamp 37 893 0.19
13 Watt CFL A-Type Lamp 161 3,413 0.71
8.5 Watt LED A-Type Lamp 31 769 0.16
14 Watt CFL Candelabra Lamp 69 1,284 0.27
9 Watt CFL Candelabra Lamp 34 745 0.15
Total 390 9,052 1.87

Table 6-3 below displays lamp types by service territory.

Table 6-3 Lamps by Territory and Type

Territory Lamps CFLs LEDs
New Orleans 2,951 2,665 286
Algiers 390 359 31
Total 3,341 3,024 317

Expected program savings has continued to decrease from PY6. See Table 6-4 for
comparisons.

Table 6-4 Program Year Comparisons

Lamos Expected
Year -amp % LEDSs kWh
Distributed .

Savings

PY6 8,178 0.00% 136,989
PY7 4,770 28.76% 116,016
PY8 3,341 9.49% 76,840
Difference -29.96% N/A -33.77%

Distribution percentages of lamps between New Orleans and Algiers did not change.

Total verified savings and percentage of goals for the GLDI Program are summarized in
Table 6-5 separated by program.

Table 6-5 GLDI Savings Goals & Attainment by Service Area

Net Percentage Net Percentage
Utility kWh goal Realized of kWh goal kW goal | Realized | of kW goal
kWh realized kw realized
ENO 167,958 61,170 36.4% 27.62 12.66 45.9%
Algiers 97,542 8,155 8.4% 16.00 1.69 10.6%
Total 265,500 69,325 26.1% 43.62 14.35 32.9%
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6.4 Gross Impact Savings Calculation Methodology

For equipment and retrofits rebated through the PY8 GLDI Program, calculation
methodologies were performed using section B.5 of the New Orleans TRM. Calculations
used to analyze the program are described in this section.
6.4.1 Savings Calculations
6.4.1.1 Deemed Energy and Demand Savings

Table 6-6 ENERGY STAR® CFLs — Deemed Savings Per Lamp?’

Incandescent
Minimum Maximum Equivalent 1st CFL
Lumens Lumens Tier EISA Wattage ke | (LT
2007 (Wbase)
310 749 29 10 13.88 0.0029
750 1,049 43 14 21.19 0.0044
1,050 1,489 53 20 24.12 0.0050
1,490 2,600 72 26 33.62 0.0069

Table 6-7 ENERGY STAR® Omnidirectional LEDs — Deemed Savings Per Lamp?8

Incandescent
Minimum Maximum Equivalent 1st LED
Lumens Lumens Tier EISA Wattage itimikemp | L
2007 (Wbase)
310 749 29 7 16.04 0.00333
750 1,049 43 9 24.79 0.00514
1,050 1,489 53 12 29.89 0.00620
1,490 2,600 72 15 41.56 0.00862

6.4.1.2 Energy and Demand Savings Calculation

Both candelabra CFLs distributed through the program are exempt from EISA. Their per
unit savings was calculated as follows:

kWhsavings = (Wbase — Wpost)/1000) X Hours X ISR X IEFE
kWsavings = (Wbase — Wpost)/1000) X CF X ISR X [EFD
Where,
Wbase = Baseline watts (Based on EISA standard see Table 6-8)
Wpost = Installed watts

27 New Orleans TRM V1.0, Table 83, page B-116.
28 New Orleans TRM V1.0, Table 105, page B-138.
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Hours = Annual hours of use, 819.43%°
IEFE = Energy Interactive Factor, .91
ISR = In Service Rate, the percentage of CFLs installed, 0.9630
CF = Summer Peak Coincidence Factor, 12.74%
IEFD = Interactive Effects Factor, 1.21
1000 = W/KW conversion
Table 6-8 Baseline Wattage for Specialty, EISA Exempt Lamps

. . Incandescent
Minimum Maximum .
Equivalent
Lumens Lumens
(Wbase)
310 749 40
750 1,049 60
1,050 1,489 75
1,490 2,600 100

6.5 Verified Savings

Realized savings are presented by utility and measure type in tables Table 6-9 and Table
6-10.

Table 6-9 Verified Gross Savings — New Orleans

Ex Ante Ex Post kWh Ex Ante | Ex Post Peak kW
Measure kWh kWh Realization kW kW Realization

Savings Savings Rate Savings | Savings Rate
23 Watt CFL A-Type 8,914 8,103 90.9% 1.82 1.66 90.8%
20 Watt CFL A-Type 9,407 9,407 100.0% 1.95 1.95 100.0%
16 Watt LED A-Type 83 83 100.0% 0.02 0.02 100.2%
13 Watt CFL A-Type 25,661 25,661 100.0% 5.33 5.33 100.0%
8.5 Watt LED A-Type 6,228 7,040 113.0% 1.29 1.46 113.2%
14 Watt CFL Candelabra 3,071 3,071 100.0% 0.64 0.63 98.4%
9 Watt CFL Candelabra 14,424 14,602 101.2% 2.96 3.02 102.0%
Total 67,788 67,967 100.3% 14.01 14.07 100.4%

29 Hours based on a residential lighting study done as part of development of the New Orleans TRM.

30 Developed form PY5 and PY6 survey responses.
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Table 6-10 Verified Gross Savings — Algiers

Ex Ante Ex Post kWh Ex Ante | Ex Post Peak kW
Measure kWh kWh Realization kw kW Realization

Savings Savings Rate Savings | Savings Rate
23 Watt CFL A-Type 1,948 1,950 100.1% 0.39 0.39 100.00%
20 Watt CFL A-Type 893 892 99.9% 0.19 0.19 100.00%
13 Watt CFL A-Type 3,413 3,412 100.0% 0.71 0.71 100.00%
8.5 Watt LED A-Type 769 768 99.9% 0.16 0.16 100.00%
14 Watt CFL Candelabra 1,284 1,284 100.0% 0.27 0.27 100.00%
9 Watt CFL Candelabra 745 755 101.3% 0.15 0.15 100.00%
Total 9,052 9,061 100.1% 1.87 1.87 100.20%

Small savings deviation is likely the result of rounding errors in program tracking data.
However, the Evaluators were unable to reasonably recreate ex ante savings estimates
for nine 23W CFLs and (45) 8.5W LED A-lamps. These savings values could not be
attributed to possible rounding errors in input or summations in tracking data: The nine
23W CFLs received a 27.12% realization rate and the (45) 8.5W LEDs received a
realization rate of 368.65%.

Table 6-11 Expected and Deemed Savings Values for 23W CFL and 8.5W LEDs

Expected Current Expected | Expected | Deemed Deemed

Efficient Equipment E\Nh W kWh KW kWh KW
Description Savinas | Reduction Savings Savings Savings Savings
9 per Unit per Unit | per Unit per Unit
23 Watt CFL A-Type Lamp 1,116 0.23 123.96 0.02570 33.62 0.00690
8.5 Watt LED A-Type Lamp 303 0.06 6.72 0.00138 24.79 0.00514

The difference in program savings as a result of these values is 813 kWh for the CFLs
and -813 kWh for the LEDs, suggesting that an error was made in ex ante calculations.

6.6 Estimation of Net Savings

The Evaluators established a NTGR based on primary research in PY6. The Evaluators
surveyed 60 participants and estimated a NTGR of 90%. This NTGR was applied to the

PY8 participants.

6.6.1 Net Savings Results
Table 6-12 and Table 6-13 summarize the ex post net kWh and kW achieved through the

GLDI Program.
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Table 6-12 GLDI Summary of Ex Post Net kWh Savings

Service Expected Realized Gross Free Realized Net Net to Gross
Territory | kWh Savings kWh Savings Ridership kWh Savings Ratio
ENO 67,788 67,967 6,797 61,170 90%
Algiers 9,052 9,061 906 8,155 90%
Total 76,840 77,028 7,703 69,325 90%
Table 6-13 GLDI Summary of Ex Post Net Peak kW Reductions
Service | Expected kW Realized Gross Free Realized Net Net to Gross
Territory Reductions kW Reductions Ridership kW Reductions Ratio
ENO 14.01 14.07 1.41 12.66 90%
Algiers 1.87 1.87 0.19 1.69 90%
Total 15.88 15.94 1.59 14.35 90%

6.7 Lifetime Savings

Table 6-14 and Table 6-15 present the lifetime kWh and peak kW savings attributable to
lamps distributed through the PY8 GLDI program:

Table 6-14 ENO Lifetime Savings

Lifetime
Measure kWh
9W CFL Candelabras 39,666
14W CFL Candelabras 109,616
13W CFL 40,192
20W CFL 13,101
23W CFL 63,273
8.5W LED 58,099
16W LED 920
Total: 324,867

Table 6-15 Algiers Lifetime Savings

Lifetime

Measure kWh

9W CFL Candelabras 8,749
14W CFL Candelabras 14,580
13W CFL 3,813

20W CFL 5,478

23W CFL 3,267

8.5W LED 6,702
Total: 42,589
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7. Residential Lighting and Appliances

7.1 Program Description

7.1.1 Base Program Activities and Measures

The Residential Lighting and Appliances (RLA) Program provides Point of Purchase
discounts for light emitting diodes (LEDs) through participating retailers, as well as mail-
in rebates (downstream rebates) for refrigerators, window ACs, pool pumps, and heat
pump water heaters. A complete list of eligible items is listed below:

= Light Emitting Diodes (LEDs);

= ENERGY STAR Pool Pumps;

s ENERGY STAR refrigerators;

= ENERGY STAR Window ACs; and

= ENERGY STAR Heat Pump Water Heaters.

7.1.2 Lighting Giveaway

During the course of the PY8 program, program implementors held lighting giveaway
events in addition to normal program activities. The giveaways consisted of 40,634 9W
LED A-lamps and 4,400 11W A-lamps, for a total of 45,034 lamps distributed. This
program component is responsible for 15.8% of expected savings.

The tables below summarize the total number of measures distributed through the
program and expected savings.

Table 7-1 Summary of Measures and Expected Savings — New Orleans

Total Total
Total Quantity | Expected | Expected
Measure of M(gasuresy IF:Wh rT(W
Savings Savings
Lighting Buydown 11,728 4,019,375 820.49
Lighting Giveaway 36,514 630,930 129.59
Refrigerators 87 4,849 1.11
Window ACs 56 4,367 2.89
Pool Pumps 5 9,300 1.40
HPWHs 3 4,151 0.00
Total 48,393 4,672,972 955.48
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Table 7-2 Summary of Measures and Expected Savings - Algiers

Total Total
Total Quantity | Expected | Expected
Measure of Me%suresy EWh [LW
Savings | Savings
Lighting Buydown 216 91,835 19.03
Lighting Giveaway 8,520 142,077 29.15
Refrigerators 11 613 0.14
Window ACs 1 79 0.05
Total: 8,748 234,604 48.37

Stores carrying bought-down lighting grew from four stores in PY7 to 16 stores in PY8:
Table 7-3 Store Participation per Year

Store Type Count Count
PY7 PY8
Dollar Store / Discount Store 1 6
Membership Store 1 1
Big Box Retail Store - 6
Big Box Construction Store 1 2
Hardware Store 1 1
Total 4 16

In PY7 the RLA program expected to save 2,862,687 kWh during the abbreviated nine
month program year. Normalizing these figures to 12 months (a full program year)
yields an expected 3,816,916 kWh. The PY8 program ran for a full 12 months
surpassing normalized PY7 figures with an increase in expected kWh savings of 26.6%.
Table 7-4 and

Table 7-5compare program years.
Table 7-4 Participation and Expected Savings by Program Year

Expected | Percentage
kWh Difference
PY7 (nominal) 2,862,687

PY7 (normalized)®' | 3,816,916

PY83? 4,907,576

PY

26.6%

31 PY7 was an abridged year, lasting only nine months. Figures presented here are normalized to represent a full
program year (12 months).

32 Shown without HES Kits. Including data from HESKSs, PY total household count is 5,543 and savings per home is
652 kWh.
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Table 7-5 Measure Type and Count Installed by Program Year3?

Expected Expected Expected
Measure kWh PY7 kWh PY7
S e (normalized)! | (nominal)
Lighting Buydown 4,111,210 3,797,946 2,848,460
Lighting Giveaway 773,007 0 0
Refrigerators 5,462 4,751 3,564
Window ACs 4,445 5,569 4,176
Pool Pumps 9,300 4,960 3,720
HPWHs 4,151 3,690 2,767

Total verified savings and percentage of goals for the RLA Program are detailed in Table
7-6.

Table 7-6 Savings Goals by Utility

Net Percent of Net Percent of
Utility Realized kWh goal kWh goal Realized | kW goal kW goal
kWh realized kW realized
ENO 3,615,618 3,503,824 103.19% 776.76 735.98 105.54%
Algiers 214,659 264,768 81.07% 44,54 55.8 79.81%

7.2 M&V Methodology

Electricity and peak demand reductions of the PY8 RLA program were estimated using
the New Orleans TRM 1.0

Evaluation of the RLA Program included the following:

= Updating pool pump calculations to reflect ENERGY STAR parameters by drive
type and horsepower;

= Review of program tracking and recreation of deemed savings calculations;
= Interviews with program staff; and

= Review of program Memoranda of Understanding (MOU).

33 Figures adjusted to reflect 9-month PY7 program period.
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For equipment and retrofits rebated through the PY8 RLA Program, calculation
methodologies were performed as described in the New Orleans TRM. Measure-specific
impact methodology and results are discussed below.

7.21 LEDs

Methods for calculating he deemed savings values for LEDs came from the New Orleans
TRM, sections B.5.1.7. Calculation of Deemed Savings, B.5.3. ENERGY STAR®
Directional LEDs and B.5.4. ENERGY STAR® Omni-Directional LEDs.

7.2.1.1 Deemed Savings
Table 7-7. ENERGY STAR® Omnidirectional LEDs — Deemed Savings Per Lamp3*

Incandescent
Minimum Maximum Equivalent 1st LED
Lumens Lumens Tier EISA Wattage kWh/Lamp | kWi/l.amp
2007 (Wbase)
310 749 29 16.04 0.00333
750 1,049 43 24.79 0.00514
1,050 1,489 53 12 29.89 0.00620
1,490 2,600 72 15 41.56 0.00862

34 TRM Table 105, page B-138

Residential Lighting and Appliances

7-4



7.2.1.2 Calculated Savings
Table 7-8 ENERGY STAR® Directional LEDs — Reflector Lamps Baseline Watts3?

Lamp Type Incandescent Equivalent WattsBase
@ (Pre-EISA) (Post-EISA)
(b) (©)
PAR20 50 35
PAR30 50 35
R20 50 45
PAR38 60 55
BR30 65 EXEMPT
BR40 65 EXEMPT
ER40 65 EXEMPT
BR40 75 65
BR30 75 65
PAR30 75 55
PAR38 75 55
R30 75 65
R40 75 65
PAR38 90 70
PAR38 120 70
R20 <45 EXEMPT
BR30 <50 EXEMPT
BR40 <50 EXEMPT
ER30 <50 EXEMPT
ER40 <50 EXEMPT

Table 7-9 ENERGY STAR® Directional LEDs —Baseline Watts for EISA-Exempt

Lamps36
.. . Incandescent
Minimum Maximum .
Lumens Lumens 2o
(Wbase)
310 749 40
750 1,049 60
1,050 1,489 75
1,490 2,600 100

35 TRM Table 98, page B-131
36 TRM Table 99, page B-IJ
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7.2.1.3 LED Buydown Savings Results

The savings resulting from applying TRM algorithms and deemed savings parameters
are summarized in Table 7-10 and

Table 7-10 Expected and Realized LED Savings — New Orleans

Expected Realized kWh Expected Realized Peak kW
Location Type kWh kWh Realization Peak kW Peak kW Realization
Savings Savings Rate Savings Savings Rate
Discount Store #1 51,186 55,158 107.8% 10.60 11.44 107.9%
Discount Store #2 66,314 76,022 114.6% 13.74 15.77 114.7%
Discount Store #3 63,822 69,752 109.3% 13.22 14.46 109.4%
Discount Store #4 54,809 66,748 121.8% 11.35 13.84 121.9%
Discount Store #6 83,600 93,135 111.4% 17.32 19.31 111.5%
Big Box Retail Store #1 5,871 5,173 88.1% 1.22 1.07 87.7%
Big Box Retail Store #3 28,891 28,710 99.4% 5.98 5.95 99.5%
Big Box Retail Store #4 118,961 118,143 99.3% 24.66 24.50 99.4%
Membership Store 536,453 804,707 150.0% 107.80 166.81 154.7%
Hardware Store 404,762 440,214 108.8% 83.87 91.24 108.8%
Big Box Construction 537,225 568,125 105.8% 110.40 116.88 105.9%
Store #1
Big Box Construction
2,020,876 2,198,002 108.8% 410.67 447.73 109.0%
Store #2
Big Box Retail Store #6 46,604 46,455 99.7% 9.66 9.64 99.8%
Total 4,019,375 4,570,344 113.7% 820.49 938.64 114.4%
Table 7-11 Expected and Realized LED Savings — Algiers
Expected Realized kWh Expected Realized Peak kW
Location Type kWh kWh Realization Peak kW Peak kW Realization
Savings Savings Rate Savings Savings Rate
Discount Store #5 43,395 45,014 103.7% 8.99 9.33 103.8%
Big Box Retail Store #2 4,081 3,669 89.9% 0.85 0.76 89.4%
Big Box Retail Store #5 44,359 44,507 100.3% 9.19 9.23 100.4%
Total 91,835 93,190 101.5% 19.03 19.32 101.5%

Data provided to the Evaluators by contained multiple savings estimates for identical
lamps. Fifty seven line items had realization rates within 2% of 100% (98%-102%). These
likely different from ex ante calculations by way of rounding errors. For example: 31 9W
A-lamps were expected to provide 757.2 kWh in savings. Dividing 757.2 by 31 units
yields 24.43 kWh expected savings per lamp. TRM-deemed savings for this lamp is 24.79
kWh per lamp, yielding 24.79*31= 768.49 kWh in total, and a 101.5% realization rate.

The remaining 73 lines items differed between 198% and -53% of expected savings. The
remining items have per-unit savings values which did not originate from the TRM and
could not be reasonably recreated. Further, 2,800 packages (totaling 10,328 lamps) did
not have sufficient information to properly identify and calculate savings with.
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7.2.2 Window Air Conditioner Calculations

7.2.2.1 Deemed Energy Savings

Window air conditioner savings was calculated using the following:

Table 7-12 Window Air Conditioner — Baseline and Efficiency Levels3’

Reverse | Louvered . Baseline Efficient
Cycle? | Sides? SRR CEER CEER D .
< 8,000 11.0 12.1 46.4 0.0445
28,000 and <
14,000 10.9 12.0 74.2 0.0453
ves 14,000 and
2 14, and <
No 20,000 10.7 11.8 118.8 0.0470
= 20,000 94 10.3 171.5 0.0501
N < 8,000 10.0 11.0 51.0 0.0490
o]
= 8,000 9.6 10.6 78.8 0.0530
< 20,000 9.8 10.8 113.7 0.0509
Yes
= 20,000 9.3 10.2 190.3 0.0511
Yes
N < 14,000 9.3 10.2 83.7 0.0511
o]
= 14,000 8.7 9.6 146.9 0.0581
Table 7-13 Window AC Realization Summary
Expected Realized kWh Expected Rii':; d kW
Measure kWh kWh Realization Peak kW KW Realization
Savings Savings Rate Savings . Rate
Savings
New Orleans 4,367 4,167 95.4% 2.89 2.60 90.0%
Algiers 79 74 93.7% 0.05 0.05 100.0%
Total 4,445 4,242 95.4% 2.94 2.65 90.1%

Ex ante Calculations used a deemed savings values of 78.8 kWh and 0.053 kW to
estimate savings. The Evaluators used the methods described above, resulting in high

realization rates.

7.2.3 ENERGY STAR® Pool Pump Calculations
7.2.3.1 Deemed Energy Savings

ENERGY STAR® Pool Pump savings was calculated using the deemed savings from the
New Orleans TRM, section B.1.8.

37 TRM v1.0, page B-70.
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Table 7-14 ENERGY STAR® Variable Speed Pool Pumps — Deemed Savings Values38

kw kWh
P Rl Savings Savings
0.5 0.24 1,713
0.75 0.28 1,860
1 0.36 2,063
1.5 0.47 2,465
2 0.52 2,718
2.5 0.57 2,838
3 0.72 3,364

Table 7-15 Pool Pumps Realization Summary

Expected Realized kWh Expected Relz:)a‘el;zl(e s kW
Measure kWh kWh Realization Peak kW KW Realization
Savings Savings Rate Savings . Rate
Savings
New Orleans 9,300 14,629 157.3% 1.40 2.95 210.7%
New Orleans 9,300 14,629 157.3% 1.40 2.95 210.7%

Ex ante savings for all pool pumps was 1,860 kWh and 0.28kW, which assumes all pumps
are rated for 0.75 horsepower. Actual horsepower ranged from 1.65 to 2.7HP, resulting
in the high realization rate. There were no PY8 pool pump measures in the Algiers

territory.

7.2.4 ENERGY STAR® Refrigerator Calculations
7.2.4.1 Deemed Energy Savings

ENERGY STAR® Refrigerator savings was calculated using the deemed savings from
the New Orleans TRM, section B.1.4. After verifying model configurations and features,
deemed savings were assigned to each unit using TRM Table 9: Formulas to Calculate
the ENERGY STAR® Refrigerator Criteria3®.

38 TRM table 16, page B-37
39 Pages B-16 to B-19
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Table 7-16 ENERGY STAR® Refrigerator Realization Summary

Expected Realized kWh Expected R‘;Z'Zf d kw
Measure kWh kWh Realization Peak kW KW Realization
Savings Savings Rate Savings . Rate
Savings
New Orleans 4,849 5,662 116.8% 1.11 1.31 118.0%
Algiers 613 703 114.7% 0.14 0.16 114.7%
Total 5,462 6,365 116.5% 1.25 1.47 117.6%

Ex ante Calculations used a deemed savings values of 56 kWh and 0.0128 kW to
estimate savings. The Evaluators used the methods described above, resulting in high
realization rates.

7.2.5 Heat Pump Water Heater Calculations

7.2.5.1 Deemed Energy Savings

HPWH savings was calculated using the deemed savings from the New Orleans TRM,
section B.2.1. After verifying model specifications deemed savings were assigned to each
unit using TRM Table 23: Deemed kWh Savings for Water Heater Replacement*® and

Table 24: Deemed kW Savings for Water Heater Replacement.
Table 7-17 HPWH Realization Summary

Expected Realized kWh Expected R?Daelzlf d kW
Measure kWh kWh Realization Peak kW KW Realization
Savings Savings Rate Savings : Rate
Savings
New Orleans 4,151 5,480 132.0% 0.0003 0.4805 160166.7%
New Orleans 4,151 5,480 132.0% 0.0003 0.4805 160166.7%

Ex ante Calculations used a deemed savings values of 1,354 kWh and 0.0001 kW to
estimate savings. The Evaluators used the methods described above, resulting in high
realization rates. There were no PY8 HPWH measures in the ENO territory.

7.2.5.2 Verified Gross Savings by Measure

Table 7-18 and Table 7-19 summarize the savings from the RLA Program.

40 Page B-43

Residential Lighting and Appliances

7-9



Table 7-18 kWh and Peak kW Realization Summary — New Orleans

Expected Realized kWh Expected RTDEZ;IZE d kw
Measure kWh kWh Realization | Peak kW KW Realization
Savings Savings Rate Savings . Rate
Savings
Lighting Buydown 4,019,375 4,570,344 113.7% 820.49 938.64 114.4%
Lighting Giveaway 630,930 925,328 146.7% 129.58 191.87 148.1%
Refrigerators 4,849 5,662 116.8% 1.11 131 118.0%
Window ACs 4,367 4,167 95.4% 2.89 2.60 90.0%
Pool Pumps 9,300 14,629 157.3% 1.40 2.95 210.7%
HPWHs 4,151 5,480 132.0% 0.0003 0.4805 160166.7%
Total 4,672,972 5,525,610 118.2% 955.48 1,137.85 119.1%

Table 7-19 kWh and Peak kW Realization Summary - Algiers

. Realiz
Expected Realized kWh Expected ?Daealf d kW
Measure kWh kWh Realization | Peak kW KW Realization
Savings Savings Rate Savings : Rate
Savings

Lighting Buydown 91,835 93,190 101.5% 19.03 19.32 101.5%
Lighting Giveaway 142,077 213,506 150.3% 29.15 44.27 151.9%
Refrigerators 613 703 114.7% 0.14 0.16 114.3%
Window ACs 79 74 93.7% 0.05 0.05 100.0%
Total: 234,604 307,473 131.1% 48.37 63.80 131.9%

7.3 Estimation of Net Savings

The following sections describe the approach used to estimate net savings for the lighting
and appliance components of the RLA Program.

7.3.1 Lighting Component

The Evaluators attempted to estimated NTG for upstream bulbs using a price response
model, wherein a regression is developed to estimate the relationship between price and
quantity sold. The Evaluators used a negative binomial model to account for the right-
skewed relationship between prices and quantities. Due to data limitations, model results
were highly sensitive and unreliable, thus the Evaluators opted to use the previous years;
lighting NTG ratio to determine net savings for the lighting component. These results are
consistent with other lighting programs in the region and similar to those nationwide.

7.3.2 Appliance Component

Participant survey responses were used to estimate free ridership for ENERGY STAR
refrigerators and room air conditioners, and participant spillover for the program. The
methodology used is described in detail in Section 5.2.4, Estimation of Net Savings.
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A literature review was performed for ENERGY STAR pool pumps and heat pump water
heaters. Table 7-20 and Table 7-21 summarize the free ridership findings for these two
measures. The Evaluators applied the average free ridership ratio.

Table 7-20 Free Ridership Findings for Heat Pump Water Heaters

Free
Program Year State Ridership
Estimate
2015-2016 Wy 18%
2015 MO 19%
2012 IL 14%
Average 17%

Table 7-21 Free Ridership Findings for Pool Pumps

Free
Program Year State Ridership
Estimate
2014 Ml 0%
2015 Ml 0%
2018 TX 7%
2017 NV 30%
2016 co 20%
Average 11%

7.3.3 Net Savings Results
7.3.3.1 Lighting Component

The free ridership rate for LEDs is 33%. This value was applied to all lighting bought
down through the program. To estimate NTG for lighting giveaways, the Evaluators used
income data from the US Census Bureau to assign average income by New Orleans zip
code and assign low income areas, then used the list of giveaway locations by zip code
to develop weighted NTG assignments. Non-low income lighting received NTG values
consistent with those developed above, while the low income light portions of the lighting
were given the stipulated 100% NTG. Combined results are presented below.

Table 7-22 Summary of Verified Net Savings — Lighting Component

Expected Verified Free Verified Net Net to Gross
Utility kWh Gross kWh : . Spillover kWh .
. . Ridership : Ratio
Savings Savings Savings
ENO 4,650,305 5,495,671 1,903,239 3,592,432 65.4%
Algiers 233,912 306,696 92,447 214,249 69.9%
Total 4,884,217 5,802,367 1,995,686 3,806,681 65.6%
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Table 7-23 Summary of Verified Net Peak Demand Reductions — Lighting Component

Expected Gr\é)?srsmPegak Free Verified Net Net to
Utility Peak kW . . Spillover Peak kW Gross

. kW Ridership : .
Reductions . Reductions Ratio

Reductions

ENO 950.07 1,130.51 359.10 - 771.41 68.2%
Algiers 48.18 63.59 19.17 - 44.42 69.9%
Total 998.25 1,194.10 378.27 - 815.83 68.3%

The Evaluators conducted a literature review of recent NTG studies completed for
residential lighting as a secondary check for the reasonableness of the estimates of the
RLA Program. Table 7-24 summarizes the benchmark values identified. The NTG ratio
estimated for ENO is within reasonably boundaries of the average values found in
regional evaluations in 2017 (the most recent year with publicly-available reporting to
compare current findings against).

Table 7-24 Residential Lighting NTG Benchmarks

Utility EM&V Contractor Prgg;?m gfg;g
SWEPCO Arkansas ADM Associates 2017 57.7%
Ameren Missouri The Cadmus Group 2017 71.0%
Oklahoma Gas & Electric ADM Associates 2017 75.5%
Public Service Company of New Mexico Evergreen Economics 2017 64.0%
Entergy Arkansas TetraTech 2017 73.0%
Mean Value of Benchmark Utilities 68.2%
Entergy New Orleans Value 68.3%

7.3.3.2 Appliance Component

Table 7-25 summarizes the free ridership findings for refrigerators, window air
conditioners, pool pumps and HP water heaters.

Table 7-25 Summary of Free Ridership Self-Reported Net to Gross

Net to

Measure
Gross
ENERGY STAR refrigerator 51.6%
ENERGY STAR window air conditioner 63.1%
ENERGY STAR Pool Pumps 89.2%
Heat Pump Water Heaters 83.6%

One respondent reported installing an ENERGY STAR dishwasher that qualified as
spillover.

Free ridership for the appliance component of the program was estimated by applying the
measure-level free ridership to the measure savings. Program level spillover was
estimated by applying a ratio of the survey respondent reported spillover savings to the
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total verified gross savings for survey respondents to the program gross savings.

values.*!

Table 7-26 and Table 7-27 summarize the appliances portions of net kWh savings and
peak kW demand reduction impacts of the RLA Program.

Table 7-26 Summary of Verified Net Savings — Appliance Component

Expected Verified Free Verified | Net to

Utility kWh Gross kWh . . Spillover Net kWh | Gross
. : Ridership . .

Savings Savings Savings | Ratio

ENO 22,667 29,939 6,935 181 23,186 77.4%

Algiers 692 777 372 5 410 52.8%

Total 23,359 30,716 7,307 186 23,596 76.8%

Table 7-27 Summary of Verified Net Peak Demand Reductions — Appliance Component

Verified Verified
Expected Net to
- Gross Peak Free : Net Peak
Utility Peak kW : . Spillover Gross
Reductions kW Ridership KW Ratio
Reductions Reductions
ENO 5.40 7.34 2.03 0.04 5.35 72.9%
Algiers 0.19 0.21 0.10 0.00 0.11 54.1%
Total 5.60 7.55 2.13 0.05 5.46 72.3%
7.3.3.3 Total Net Savings
Table 7-28 Verified Net Savings — New Orleans
Measure Expected Verified Verified Expected Verified Verified
Category Gross kWh | Gross kWh Net kWh Gross kW Gross kW Net kW
Lighting 4,672,972 5,525,610 1,910,174 181 3,615,618 65.4%
Appliances 234,604 307,473 92,819 5 214,659 69.8%
Total 4,907,576 5,833,083 2,002,993 186 3,830,277 65.7%
Table 7-29 Verified Net Savings — Algiers
Measure Expected Verified Verified Expected Verified Verified
Category Gross kWh | Gross kWh Net kWh Gross kW Gross kW Net kW
Lighting 955.48 1,137.85 361.13 0.04 776.76 68.3%
Appliances 48.37 63.80 19.26 0.00 44.54 69.8%
Total 1,003.85 1,201.65 380.398 0.05 821.30 68.3%

41 Net savings estimates were based on all survey respondents and the same value was applied to ENO and Algiers

projects.
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7.4 Process Evaluation Findings

7.4.1 Summary of Program Participation

Table 7-30 summarizes the program activity by measure type. Nearly all program savings
were from midstream lighting measures.

Table 7-30 Summary of Measures Installed

Incentive
Expected . Percent of
Incentives Number of Dollars
Measure kWh . . Expected
: Paid Participants : per kWh
Savings Savings
Saved
Lighting 4,884,218 $381,343 NA 99.5% $0.08
ENERGY STAR pool pump 9,300 $1,500 4 0.2% $0.16
ENERGY STAR refrigerator 5,573 $5,000 99 0.1% $0.90
ENERGY STAR window air
conditioner 4,334 $2,750 47 0.1% $0.63
Heat pump water heater 4,151 $1,200 3 0.1% $0.29

7.4.2 Program Goals, Design, and Delivery
7.4.2.1 Program Goals and Design

In addition to midstream LED lighting discounts, the program offers rebates on ENERGY
STAR appliances. The rebate amounts are summarized in Table 7-31.

Table 7-31 Appliance Rebates

Measure Rebate Amount
ES Refrigerators S50
ES Window AC S50
ES Heat Pump Water Heaters $400
ES Pool Pumps $300

Franklin staff indicated the RLA is “resourced appropriately” and implemented plans to
ensure that the savings goal for PY8 was met. Several program staff noted the program
was “underperforming” and “slow to roll out” in the first part of the year compared to other
programs, but that it can “move quickly” to meet goals. As with many of the residential
programs, RLA struggles in Algiers because of the small territory.

“The first half of the year was not great. We held the program back a little bit in
New Orleans, we can hit goal in a pretty short amount of time if we work with certain
retailers.” — Program staff.

One issue identified during the interviews was the lack of “big box stores” within the
Algiers territory. Additionally, leakage is a greater risk for the Algiers area. Program staff
have worked to increase the number of retailers participating in the program in Algiers,
specifically “mom and pop” stores, and increasing the products incented in the existing
retailers. Staff indicated at the time of the interview they were working to get the program
in the Dollar Tree and Walmart in Algiers. Franklin staff noted the program is currently in
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Costco, Dollar Tree, Walmart, Rouses, Home Depot, and Lowes. They also stated they
strive to incent products in different types of stores and locations. This helps the program
reach a variety of residential customers in diverse locations. Staff also indicated they
incentivize a wide variety of lighting types to meet customer needs.- Franklin did not
believe any lighting products should be discontinued and they are paying close attention
to 2020 lighting standards. They want to ensure they adjust their measure mix and are
line with the new standards.

Staff noted that lack of awareness among customers is a challenge to high participation.
Franklin staff indicated they would like to create an online marketplace for residential
customers in addition to the brick and mortar stores. Staff believe that an online store
would be more accessible to residential customers within the Entergy New Orleans
territory. They also are exploring the idea of an instant rebate option, where there would
be a QR code on the customer’s phone to use.

A key strength of the program noted by staff is that there is “low level of effort” required
for participation when compared to other energy efficiency programs. It was also noted
this program is a cost-effective method for obtaining savings. The program provides
residential customers with an easy way to participate in an energy savings program with
little commitment.

7.4.2.2 Quality Control Processes

Quality assurances for this program include verifying point of sale data against invoicing,
periodic checks to ensure shelves are restocked and that stocked items are not broken.
They also match retail data to their triparty agreement. Staff did indicate this was a
challenge in PY8.

“This a reason for our slower performance. We had several retailers make changes
and did not communicate it to us, it delayed us claiming the savings we could
report. It is my understanding this is typical for these types of programs. We are
going through some learning pains. We are looking to better align with each of
them, if it is season. We are getting more proactive with our communication and
understanding when they are going to make changes.” — Program staff

7.4.3 Participant Feedback

7.4.3.1 How Customers Learned of the Program

Many customers learned of the program rebates from a retailer (63%). Internet
advertisements were also a common source of awareness —19% of participants reported
learning of the program through this means.

Residential Lighting and Appliances 7-15



Figure 7-1 Source of Program Awareness (n = 32)
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7.4.3.2 Product Decision

Customers reported a variety of reasons for selecting the rebated equipment, and
commonly, multiple reasons. As shown, 65% of respondents indicated that the price of
the product was an important factor. Considerations of size and color was also commonly
reported (42% stated this as a factor) and the availability of desired features was another
(stated by 32%). The available rebate was cited by 23% of respondents. Factors related
to the equipment being ENERGY STAR qualified (cited by 19%) or energy efficient in
general (3%) were also provided.

Figure 7-2 Reason for Selecting the Rebated Equipment (n = 31)
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The internet was the primary source for information about the rebated equipment (cited
by 74% of respondents), followed by retailers (cited by 52%) of respondents.
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Figure 7-3 Source of Information for the Rebated Equipment (n = 31)
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Two-thirds of participants reported purchasing the equipment from a home improvement
store. Another quarter purchased it from an appliance store.

Figure 7-4 Where Rebated Equipment was Purchased From (n = 30)
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7.4.3.3 Participant Satisfaction

Program participants were satisfied with the program overall. Ninety-seven percent
indicated that they were somewhat or very satisfied with the program overall by rating
their satisfaction as four or five on a five-point satisfaction scale.
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Figure 7-5 Participant Satisfaction

Ihe program overall (n =32) 320gag

Fiiort required to apply (n =31) lﬂ“
Performance of the equipment (n=32) A% “

(¥ 106 200 30% 40 60 60 700 B0 906 1000

m 1 (Very dissatisfied) 2 m3 md w5 (Verysatished)

The one respondent who was dissatisfied with the application effort reported that they
were dissatisfied because it was “very difficult” and that there was confusion with the
retailer on how much the rebate was worth and how to claim it.

Ninety-seven percent of respondents reported that they were somewhat or very satisfied
with Entergy as their electrical service provider.

Table 7-32 Satisfaction of Entergy as an Electricity Service Provider

Response Percent
(n=32)
5 (Very satisfied) 91%
4 6%
3 3%
2 0%
1 (Very dissatisfied) 0%

7.5 Shelving Inventory

During September of 2018 the Evaluators conducted inspections of stores carrying
lighting and appliances discounted through the PY8. Nine stores were visited in total: six
‘discount’ stores, one medium-sized hardware store and two big-box hardware stores.
During the inspections careful shelf-level inventories were collected for lighting and
appliance offerings which offered program rebates or could be substituted for program-
rebated items. Findings are detailed in this section.
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7.5.1 Lighting
7.5.1.1 Discount Stores

The six discount stores visited by the Evaluators contained small and nearly identical
inventories.

For brevity, they are presented grouped together:

Table 7-33 Lighting Inventory in Discount Stores

Sum of . Percent
Lumen Proportion
Lamp Type Numper Range of Total Program-
of Units Rebated
A Type 2,340 320-1,490 47.1% 77.2%
Flood Light/Directional 687 530-650 13.8% 13.5%
Globe 143 370-380 2.9% 0.0%
Candelabra 1,732 350-560 34.9% 9.3%
3-way 62 N/A 1.2% 0.0%

All bulbs carried by these stores were the same brand.
All discount stores had program promotional signage on display.
7.5.1.2 Hardware Store

The second type of store the Evaluators visited was a medium-sized hardware store. The
store carried two types of Maxlite brand A-type lamps: one rated at 800 lumens (20 units
in stock) and the second rated at 480 lumens (34 units in stock). Both lamps were marked
down through the program and had prominent signage indicating so.

Table 7-34 Lighting Inventory in Hardware Store

Sum of . Percent
Lumen Proportion

Lamp Type Number T R — Program-

of Units g Rebated
A Type 725 5-650 21.8% 41.4%
Flood/Directional 333 250-800 11.2% 18.7%
Globe 148 200-3,000 24.7% 8.4%
Candelabra 522 250-1,600 41.1% 30.1%

One lamp had an ENERGY STAR Logo.
The Evaluators could find no visible program-related signage in the store.
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7.5.1.3 Big Box Construction Store #1
Table 7-35 Lighting Inventory in Big Box Construction Store #1

Sum of . Percent
Lumen Proportion
Lamp Type Numb_er Range of Total Program-
of Units Rebated
A Type 2,211 100-7,800 49.0% 41.4%
Flood/Directional 669 220-3,000 14.8% 18.7%
Globe 355 39-1,260 7.9% 8.4%
Candelabra 1,133 35-640 25.1% 30.1%
3-way 87 N/A 1.9% 0.0%

One lamp type had an ENERGY STAR Logo.
The Evaluators could find no visible program-related signage in the store.
7.5.1.4 Big Box Construction Store #2

Table 7-36 Lighting Inventory in Big Box Construction Store #2

Sum of . Percent
Lumen Proportion

Lamp Type Number T R — Program-

of Units 9 Rebated
A Type 1,573 40-3880 38.8% 3.9%
Flood Light/Directional 1,062 150-1750 26.2% 4.1%
Globe 514 145-1050 12.7% 0.0%
Candelabra 902 16-11200 22.3% 0.0%

Ninety-three lamp types had an ENERGY STAR Logo.
The Evaluators could find no visible program-related signage in the store.

7.5.2 Appliances

In addition to collecting lighting data at a participating construction supply store, the
Evaluators also collected relevant data on appliances which were rebated through the
program, as well as substitute, non-rebated appliances which could also be purchased.

Table 7-37 Appliance Inventory in Big Box Construction Store #1

Sum of | Count of Count of RN ol el
. ENERGY Related
Appliance Type | Number Brands Models .
. STAR- Signage on
of Units Offered Offered o .
Certified Display
Air Conditioner 2 1 2 0.0% No
Freezer 5 1 1 0.0% No
Mini Refrigerator 7 1 5 57.1% No
Pool Pump 1 1 1 0.0% No
Refrigerator 14 3 N/A 71.4% Yes
Water Heater 30 2 3 13.9% No
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7.6 Key Findings and Conclusions

The key findings and conclusions of the evaluation of the program are as follows:

Program savings goals were not met. Staff cited the overall size of the territory
as a challenge and the lack of big box stores in Algiers as challenges to meeting
the savings goal in that area.

Overall the program tracking data included appropriate measure names and
classifications and was free of errors.

Multiple marketing channels were used to promote the program. Staff
discussed multiple channels used to promote residential programs. Customers
are primarily learning of the rebates at a retail location or through internet
advertisements; two-thirds of respondents learned of the rebates through a retailer
and about one-fifth learned of the rebates through an internet advertisement. The
internet and retailers were also most commonly cited as sources of information
about the rebated equipment.

Most participants were satisfied with the program. Ninety-seven percent of
participants indicated that they were somewhat or very satisfied with the program
overall by rating their satisfaction as four or five on a five-point satisfaction scale.

The rebate participation process is working well for customers. Ninety-seven
percent of participants indicated that they were somewhat or very satisfied with the
effort to apply for the rebate by rating their satisfaction as four or five on a five-
point satisfaction scale.

7.7 Recommendations

The Evaluators’ recommendations are as follows:

Consider adding additional rebated appliances. Although not likely to be a high-
volume measure, ENERGY STAR dehumidifiers should be considered. A typical
rebate level is $25.
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8. Residential Heating and Cooling

8.1 Program Description

The Residential Heating & Cooling (RH&C) Program provides financial incentives to
encourage residential customers to improve the efficiency of their HVAC systems.
Incentives are provided for a tune-up of the system and for HVAC system replacements.

Tune-ups are provided by a qualified technician and involve testing the performance of
the unit before and after measures are implemented. Typical measures implemented as
part of the tune-up procedure include air flow correction; cleaning of the indoor blower,
evaporator coils, condenser coils; and correction of refrigerant charge.

Incentives are provided for replacement of air conditioning systems and heat pump
systems. Incentives for air conditioner replacements range from $50 to $150, depending
on the size and SEER of the new unit. Incentives for ducted heat pumps range from $150
to $250, depending on size and SEER of the new unit. Ductless heat pumps may receive
incentives ranging from $250 to $500 depending on the size of the unit. The AC Tune-Up
program now uses a paper-based processes rather than the electronic tools used in the
program in prior years. Savings are based on deemed values.

Data provided by Aptim/Franklin showed a total of 850%? customers participated in the
Residential Heating & Cooling Program; 943 tune-ups, 726 duct sealings, three ductless
heat pumps and five AC/HP replacements. These projects were expected to provide a
combined savings of 2,245,602 kWh and 779.41 kW.

Below, Table 8-1 and Table 8-2 summarize the total number of measures conducted and
distributed through the program and overall expected savings:

Table 8-1 Summary of Measures and Expected Savings — New Orleans

Total Total Total Percent of
Quantity Expected Expected Program
Measure of kWh peak kW Savings
Measures Savings Savings (by kWh)
Duct Sealing 679 1,397,338 478.94 66.6%
Tune up 875 671,409 242.52 32.0%
Ductless HP 3 17,709 1.42 0.8%
Heat Pump 2 9,553 0.95 0.5%
Central AC 2 2,591 1.12 0.1%
Total 1,561 2,098,600 724.95 100.0%

42 |ndividual dwellings, designated my address/meter number. Each dwelling may receive multiple measures, or
multiples of the same measure. Examples: A house may receive duct sealing and a tune up, or a house with multiple
central AC units may receive a tune up on each unit.
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Table 8-2 Summary of Measures and Expected Savings -Algiers

Total Total Total Percent of
Quantity Expected Expected Program
HEEETE of kWh Peak kW Savings
Measures Savings Savings (by kWh)
Duct Sealing 48 92,649 34.78 62.4%
Tune up 68 53,585 19.40 37.0%
Central AC 1 768 0.28 0.5%
Total 117 147,002 54.46 100.0%

New to PY8 are ductless heat pumps. In PY8 the program efforts shifted away from AC
tune-ups towards duct sealing, with 63.5% of kWh savings coming from duct sealing in
PY8, up from 33.2% in PY7. Tune up savings decreased to 35.2%m down from 66.3%
in PY7.

In PY7 372 projects summing to 1,218,180 kWh were completed during the abbreviated
nine-month program year. Normalizing these figures to 12 months (a full program year)
yields an expected 496 projects summing 1,624,239 kWh. The PY8 program ran for a
full 12 months surpassing normalized PY7 figures with an increase in expected kWh
savings of 38.3%, however average dwelling kWh savings fell by 19.3%. Comparisons
are shown below in Table 5-3 below:

Table 8-3 Program Year Comparison*3

Py # Expected IIE()\(ISE ctg?
Participants kWh P
Home
PY6 1,048 2,342,703 2,235
PY7 (nominal) 372 1,218,180 3,275
PY7 (adjusted) 496 1,624,239 3,275
PY8 850 2,245,602 2,642

Below Figure 8-1 illustrates program performance over PY8.

43 Figures adjusted to reflect 9-month PY7 program period.
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Figure 8-1 Program Performance Over PY8
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Total verified savings and percentage of goals for the Residential Heating & Cooling
Program are summarized in Table 8-4.

Table 8-4 Savings Goals & Attainment by Ultility

Net Percent of Net Percent of
Utility Realized kWh goal kWh goal Realized | kW goal kW goal
kWh realized kw realized
ENO 2,063,575 1,711,475 120.57% 712.66 536.11 132.93%
Algiers 143,064 133,532 107.14% 52.66 40.2 131.00%

8.2 MA&V Methodology

Evaluation of the Residential Heating & Cooling Program included the following:

Surveys with participants;

Interviews with program staff;

Interviews with program trade allies; and

On-site testing and data collection.

Verified savings were calculated using methods and inputs in the New Orleans TRM 1.0
and incorporated results from on-site testing where appropriate. The following section

discusses savings calculation methods for these measure in detail.
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8.2.1 Central Air Conditioner Tune-Up Savings Calculations

Central Air Conditioner Tune-Up savings was calculated using the following savings
algorithms from the New Orleans TRM, section B.3.6.

8.2.1.1 CAC Tune-Up Energy Savings Calculations
Deemed savings was calculated using test-in and test-out efficiency data:

1
kWegpings = CAP, X 1,000W/, . x - X %CF
Savings c /kW <EERpre EERpost> /0
KW s apings cooting = CAP: x 1,000W/, 1/ x < ! ) X EFLH,
gs-Cooling KW “\EER,re EERpost

Where,
CAPc = Cooling capacity (in BTU)
EERpre = Efficiency of the equipment prior to tune-up
EERpost= Nameplate efficiency of the existing equipment
EFLHc = Equivalent Full-Load Cooling Hours (1,637)
%CF = Peak Coincidence Factor (.77)

Figure 8-2 below shows the efficiency gains from each unit tuned up.
Figure 8-2 EER Gain
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8.2.1.2 On-site visits

During onsite verifications and testing, one task was to verify that an AC tune-up had
been performed on units indicated in PY8 program tracking data. All 45 units inspected
were confirmed to have been recently tuned up.
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8.2.1.3 CAC Tune-Ups Results
Resulting gross savings are summarized in Table 8-5.

Table 8-5 CAC Tune-Up Savings Summary

Territor Expected | Realized ReaITinVarL]tion Expected | Realized Rzgﬁlgalf{ygn
y kWh kWh kW kW
Rate Rate
New Orleans 671,409 789,399 117.6% 242.52 280.04 115.5%
Algiers 53,585 60,248 112.4% 19.40 21.42 110.4%
Total 724,994 849,647 117.2% 261.92 301.47 115.1%

Three projects did not see a significant enough improvement to result in kWh savings.
Forty four projects included post BTUh values below 100. These values ranged from nine
to 86, averaging 10.10. Four hundred and forty projects (47.9%) showed higher test-out
values than nameplate capacity data. Nameplate data was used in ex post calculations.

The program implementer applied fixed deemed savings values as follows:

= Up to 2.5 tons cooling capacity: 544 kWh. These represent 9.0% of the population
(by count).

= Greater than 2.5 tons or cooling capacity: 816 kWh These represent 91.0% of the
population. Ex ante calculations

The Evaluators calculated savings based on algorithms and inputs found in section B.3.6
of the New Orleans TRM, resulting in higher ex post savings.

Overall kWh realization for CAC and HP tune-ups is 117.2% and overall kW realization is
115.1%.

8.2.2 Central AC Replacement

The PY8 Residential Heating & Cooling Program rebated three central air conditioners.
The Evaluators calculated savings for all replacements as NC/normal replacement with
the current minimum code as baseline: 14 SEER and 11.8 EER. Methods for calculating
he deemed savings came New Orleans TRM, section B.3.1. Central Air Conditioner
Replacement. Deemed per-unit kWh and kW savings were applied to all units installed
during PY8.
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8.2.2.1 Deemed Energy Savings
Table 8-6 High Efficiency Central AC Deemed kWh 44

i kWh Saved | Average kWh if Tonnage
Efficiency
per Ton Tons Unknown
15 SEER 93.54 3.65 341.43
16 SEER 175.39 3.65 640.18
17 SEER 247.61 3.65 903.79
18 SEER 311.81 3.65 1,138.10
19 SEER 369.25 3.65 1,347.76
20 SEER 420.94 3.65 1,536.44
21 SEER 467.71 3.65 1,707.16

Table 8-7 High Efficiency Central AC Deemed kW #°

. kWh Saved | Average kWh if Tonnage
Efficiency
per Ton Tons Unknown
12 EER 0.0131 3.65 0.0476
13 EER 0.0723 3.65 0.2638
14 EER 0.1231 3.65 0.4491
15 EER 0.1671 3.65 0.6097
16 EER 0.2056 3.65 0.7503
17 EER 0.2395 3.65 0.8743
18 EER 0.2697 3.65 0.9845

8.2.2.2 CAC Replacement Results
Resulting gross savings are summarized in Table 8-8.
Table 8-8 CAC Savings Summary

Measure Expected Realized Reaklivzv:tion Expected | Realized Rzzﬁléal;}/(\)/n
kWh kWh kW kW
Rate Rate
New Orleans 2,591 1,789 69.1% 1.12 0.43 38.4%
Algiers 768 526 68.5% 0.28 0.22 78.6%
Total 3,359 2,315 68.9% 1.40 0.65 46.4%

The Evaluators were unable to recreate ex ante savings estimates using TRM methods.
Overall kWh realization for HVAC replacements is 69.9% and overall kW realization is
46.5%.

8.2.3 Heat Pump Replacement

The PY8 Residential Heating & Cooling Program rebated two central heat pumps. The
Evaluators calculated savings for all replacements as NC/normal replacement with the
current minimum code as baseline: 14 SEER, 11.8 EER and 8.2 (split) 8.0 (packaged)
HSPF. Methods for calculating he deemed savings came New Orleans TRM, section

44 TRM Table 42, page B-67
45 TRM Table 43, page B-67
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B.3.3. Heat Pump Replacement. Deemed per-unit kWh and kW savings were applied to

both units installed during PY8.
8.2.3.1 Deemed Energy Savings

Table 8-9 High Efficiency Heat Pump Deemed kWh Cooling 46

Efficiency kWh Saved | Average kWh if Tonnage

per Ton Tons Unknown

15 SEER 93.54 3.65 341.43

16 SEER 175.39 3.65 640.18

17 SEER 247.61 3.65 903.79

18 SEER 311.81 3.65 1,138.10

19 SEER 369.25 3.65 1,347.76

20 SEER 420.94 3.65 1,536.44

21 SEER 467.71 3.65 1,707.16

Table 8-10 High Efficiency Heat Pump Deemed kW Cooling 47

Efficiency kWh Saved | Average | kWh if Tonnage
per Ton Tons Unknown
12 EER 0.0131 3.65 0.0476
13 EER 0.0723 3.65 0.2638
14 EER 0.1231 3.65 0.4491
15 EER 0.1671 3.65 0.6097
16 EER 0.2056 3.65 0.7503
17 EER 0.2395 3.65 0.8743
18 EER 0.2697 3.65 0.9845

Table 8-11 High Efficiency Heat Pump Deemed kWh Heating 48

Efficiency kWh Saved | Average kWh if Tonnage

per Ton Tons Unknown

15 SEER 93.54 3.65 341.43

16 SEER 175.39 3.65 640.18

17 SEER 247.61 3.65 903.79

18 SEER 311.81 3.65 1,138.10

19 SEER 369.25 3.65 1,347.76

20 SEER 420.94 3.65 1,536.44

21 SEER 467.71 3.65 1,707.16

8.2.3.2 Heat Pump Replacement Results

Resulting gross savings are summarized in Table 8-8.

46 TRM Table 47, page B-74
47 TRM Table 48, page B-74
48 TRM Table 49, page B-75
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Table 8-12 Heat Pump Savings Summary

Utility Expected Realized Reaklivzva?tion Expected | Realized RZiﬁangn
kWh kWh kw kw
Rate Rate
New Orleans 9,553 6,568 68.8% 0.95 0.58 61.1%
Algiers 0 0 N/A 0 0 N/A
Total 9,553 6,568 68.8% 0.95 0.58 61.0%

There were no heat pump replacements in Algiers territory. The Evaluators were unable
to recreate ex ante savings estimates using TRM methods. Overall kWh realization for
HVAC replacements was 68.8% and overall kW realization was 61.0%.

8.2.4 Ductless Heat Pump

The PY8 Residential Heating & Cooling Program rebated three ductless heat pumps. The
Evaluators calculated savings for all replacements as NC/normal replacement with the
current minimum code as baseline: 14 SEER, 11.8 EER and 8.2 (split) 8.0 (packaged)
HSPF. Methods for calculating he deemed savings values came the New Orleans TRM,
section B.3.5. Ductless Heat Pump. Deemed per-unit kWh and kW savings were applied
to all units installed during PY8.

8.2.4.1 Deemed Energy Savings
Table 8-13 Ductless HP Deemed kWh#9

kWh Per kW per Average kWh per | kW per
Ton Ton Tons Unit Unit
New Construction and Normal 875 0606 298 1881 1382
Replacement
Early Replacement — Heat Pump 1,039 .1025 2.28 2,370 .2337
8.2.4.2 Ductless HP Replacement Results
Resulting gross savings are summarized in Table 8-14.
Table 8-14 Ductless HP Savings Summary
Utilit Expected | Realized Reaklivzvgtion Expected | Realized Rzgﬁléal;}/(\)/n
y kwWh kWh kW kW
Rate Rate
New Orleans 17,709 16,032 90.5% 1.42 1.18 83.0%
Algiers 0 0 N/A 0 0 N/A
Total 17,709 16,032 90.5% 1.42 1.18 82.7%

There were no ductless heat pumps in Algiers territory. The Evaluators were unable to
recreate ex ante savings estimates using TRM methods. Overall kWh realization for
HVAC replacements was 82.2% and overall kW realization was 82.2%.

49TRM Table 54, page B-82
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8.2.5 Duct Sealing

Duct sealing savings was calculated using the following savings algorithms from the New
Orleans TRM, section B.3.7.

8.2.5.1 Cooling Savings (Electric):

(DLpre - DLpost) X EFLHC X (houtpout - hinpin) x 60
1,000 x SEER

kthavings,C =

Where:
DL,,. = Pre-improvement duct leakage at 25 Pa (ft3/min)
DL,,s: = Post-improvement duct leakage at 25 Pa (ft3/min)
ADSE = Assumed improvement in distribution system efficiency = 5% = 0.05
EFLH:= Equivalent Full Load Hours. (1,637)
h,.+= Outdoor design specific enthalpy (Btu/lb) See Table 8-15.
h;,, = Indoor design specific enthalpy (Btu/lb.) See Table 8-15.
Table 8-15 Deemed Savings Values for Duct Sealing Calculations

Parameter Value
EFLHC 1,637
HDD 1,349
hout 40
hin 30
Pin .076
Pout 074
SEER 13

Pout= Density of outdoor air at 95°F = 0.0740 (Ib/ft3)50

pin = Density of conditioned air at 75°F = 0.0756 (Ib./ft3)4

60 = Constant to convert from minutes to hours

CAP = Cooling capacity (Btu/hr)

1,000 = Constant to convert from W to kW

SEER = Seasonal Energy Efficiency Ratio of existing system (Btu/W-hr)
Default value for SEER = 13

TRM EFLHc were developed during analysis of the PY6 pilot load control program, which
involved logging residential air conditioner and heat pump operation in New Orleans. This
monitoring data was analyzed via regression, which produced EFLHc of 1,637 based
upon direct metering for a sample of New Orleans residential air conditioners.

50 ASHRAE Fundamentals 2009, Chapter 1: Psychometrics, Equation 11, Equation 41, Table 2

Residential Heating & Cooling 8-9



As an example, assume the duct leakage before sealing was measured at 360 CFM and
the leakage after sealing was 90 CFM. Using the SEER value of 11.5, the annual savings
would be:

kWh per year = (360-90) x 1,637 x (40x0.0076 — 30x0.074) x 60 / (1000 x 11.5) = 1,891
kWh per year.

8.2.5.2 Heating Savings (Electric Resistance):

(DLyre — DLpose) x 60 x HDD x 24 x 0.018
3,412

kthavings,H =

Where:
DL,,.= Pre-improvement duct leakage at 25 Pa (ft3/min)
DL,,s:= Post-improvement duct leakage at 25 Pa (ft3/min)

ADSE = Assumed improvement in distribution system efficiency = 5% = 0.05
60 = Constant to convert from minutes to hours
HDD = Heating degree days (1,349)
24 = Constant to convert from days to hours
0.018 = Volumetric heat capacity of air (Btu/ft3°F)
EFLHH = Equivalent full load heating hours
CAP = Heating capacity (Btu/hr)
3,412 = Constant to convert from Btu to kWh
8.2.5.3 Demand Savings (Cooling):

kW hgqyi
kWSavingg,C = #;}qu'c x CF

Where:
kWhsavings,c = Calculated kWh savings for cooling
EFLHc = Equivalent full load cooling hours
CF = Coincidence factor = 0.7751

8.2.5.4 Incorporating Onsite findings

Data from 47 RH&C and 51 other program onsite verification and measurements
performed by the Evaluators was incorporated into deemed duct sealing savings
calculations. Details of this are described in Section 6.22.5. Field Data Collection. The
resulting factor used to discount lower-than-expected post leakage is -14.1%.

51 Developed through direct monitoring during the development of the New Orleans TRM
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The savings resulting from applying TRM algorithms and deemed savings parameters,
plus the application of field results are summarized in Table 8-16 and Table 8-17.

8.2.5.5 Duct Sealing Results
Table 8-16 Expected and Realized Duct Sealing Savings — New Orleans

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization | Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 753,815 794,271 105.4% 342.74 373.60 109.0%
Electric Resistance 643,523 687,403 106.8% 136.20 137.84 101.2%
Air Source Heat Pump - - N/A - - N/A
Total 1,397,338 1,481,674 106.0% 478.94 511.44 106.8%

Table 8-17 Expected and Realized Duct Sealing Savings - Algiers

Expected | Realized kWh Expected | Realized Peak kW
Heating Type kWh kWh Realization Peak kW | Peak kW | Realization
Savings Savings Rate Savings Savings Rate
Natural Gas Furnace 62,146 63,992 103.0% 28.31 30.10 106.3%
Electric Resistance 30,503 35,264 115.6% 6.47 7.04 108.8%
Air Source Heat Pump - - N/A - - N/A
Total 92,649 99,256 107.1% 34.78 37.14 106.8%

One project did not see a significant enough reduction to result in kWh savings. Ex ante
calculations assumed electric resistance heat for 13 projects, however the home heating
type was determined to be natural gas. Conversely, seven projects incorrectly assumed
the opposite. One home did not have heating type listed, but ex ante calculations
suggested it to be heated by electric resistance. The Evaluators were able unable to
reasonably recreate ex ante savings calculations for two projects. Using correct
methodology, these homes’ realization rates were 119% and 259% before M&V
adjustments. Overall kWh realization for duct sealing is 106.1% and overall kW
realization is 106.8%.

8.3 Savings Results

Verified savings are summarized in Table 8-18 and Table 8-19.
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Table 8-18 Realization Summary — New Orleans

Measure Expected Realized Reaklivzva?tion Expected | Realized Rzzﬁlzali?/c\)/n
kWh kWh kw kw
Rate Rate
Duct Sealing 1,397,338 1,481,674 106.0% 478.94 511.44 106.8%
Tune up 671,409 789,399 117.6% 242.52 280.04 115.5%
Ductless HP 17,709 16,031 90.5% 1.42 1.18 83.1%
Heat Pump 9,553 6,568 68.8% 0.95 0.58 61.1%
Central AC 2,591 1,789 69.0% 1.12 0.43 38.4%
Total 2,098,600 2,295,461 109.4% 724.95 793.67 109.5%
Table 8-19 Realization Summary - Algiers
Measure Expected Realized ReainVzV:tion Expected | Realized Rzgﬁlgaliygn
kWh kWh kw kw
Rate Rate
Duct Sealing 92,649 99,256 107.1% 34.78 37.14 106.8%
Tune up 53,585 60,248 112.4% 19.40 21.42 110.4%
Central AC 768 525 68.5% 0.28 0.22 78.6%
Total 147,002 160,029 108.9% 54.46 58.78 107.9%

8.4 Estimation of Net Saving_js

Participant survey responses were used to estimate the net energy impacts for the
Residential Heating and Cooling Program. The methodology used is described in detalil

in Section 2.2.4.
Survey responses were obtained from participants who received incentives for duct

sealing and air conditioner tune-ups. These two measures accounted for 98.6% of the
program savings. The net savings results for these measures were applied to central air

conditioners, heat pumps, and ductless heat pumps.
The free ridership results are summarized in Table 8-20. As shown free ridership was
higher for tune-ups than for duct sealing.

Table 8-20 Summary of Measure Level Free Ridership Results

Measure Free Ridership
Duct sealing 4%
Tune-up 21%

As shown in Table 8-21, participant who reported having regular tune-ups (approximately
one-third of participants) also had higher levels of free ridership. The program may reduce
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free ridership risk by developing strategies to target customers who do not have a regular

air conditioner maintenance schedule.

Table 8-21 Tune-Up Free Ridership by Whether or Not Participants had Regular Tune-

Ups
Regular Tune Number of Average Free
Ups Respondents Ridership
Yes 22 35%
No/Don't know 41 14%

8.4.1 Net Savings Results

The results of the net savings analysis are presented below in Table 8-22 and Table 8-23.

Table 8-22 Summary of Verified Net Savings

- Expected VEIAEE Free Verified Net Net to

Utility ; Gross kWh . . . Gross
kWh Savings . Ridership | kWh Savings ;

Savings Ratio

ENO 2,098,600 2,295,461 231,887 2,063,575 89.9%

Algiers 147,002 160,029 16,965 143,064 89.4%

Total 2,245,602 2,455,490 248,852 2,206,639 89.9%

Table 8-23 Summary of Verified Net Peak Demand Reductions

Expected Gr\{)irsmlfgak Free Verified Net Net to
Utility Peak kW . . Peak kW Gross

] kW Ridership . .
Reductions : Reductions Ratio

Reductions

ENO 724.95 793.67 81.01 712.66 89.8%
Algiers 54.46 58.78 6.12 52.66 89.6%
Total 779.41 852.45 87.13 765.32 89.8%

Net to gross ratios in above tables represent overall ratios, accounting for duct sealing,
Tune-ups and other measures. Individually, duct NTG is 95.64%, tune-ups is 79.10%
and other measures is 90.23%.

8.5 Process Evaluation Findings

8.5.1 Summary of Program Participation

This section summarizes findings from the analysis of the program tracking data provided
by the implementation contractor.

Table 8-24 summarizes the PY8 program activity by measure. As shown, duct sealing
and air sealing accounted for most of the program savings. HVAC replacements
accounted for a little over 1% of program savings.
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Table 8-24 Summary of Measures Installed

Expected . Percent of Incentive
Incentives Number of
Measure kWh Paid Participants Expected Dollars per
Savings P Savings kWh Saved
Duct sealing 1,489,987 $251,544 651 63.6% $0.17
AC tune-up 724,995 $137,075 840 35.2% $0.19
Ductless heat pump 18,477 $1,250 0.7% $0.07
Heat pump 9,553 $450 0.4% $0.05
Central air conditioner 3,358 $500 0.1% $0.15

As shown in Table 8-25 projects that involved AC tune-ups and duct sealing were most
frequently implemented. These projects provided an average expected savings of 3,150

kWh.

Table 8-25 Summary of Project Types Completed

Share of Average
R Expected
Measure Participating :

Homes Savings
(kWh)
AC tune-up + Duct sealing 76.0% 3,115

AC tune-up 22.7% 884

Duct sealing 0.4% 2,291
Ductless heat pump 0.4% 4,427
Central air conditioner 0.2% 1,119
Heat pump 0.2% 4,776
Central air conditioner + Duct sealing 0.1% 3,115

Figure 8-3 summarize trade ally projects by the type of project implemented. One trade
ally was much more active than others with 714 completed projects. Moreover, 82% of
the projects implemented by this trade ally include both AC tune-up and duct sealing

measures.
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Figure 8-3 Trade Ally Company Share of Savings
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8.5.2 Program Goals, Design, and Delivery
8.5.2.1 Program Goals

Entergy New Orleans and Franklin staff reported that the Residential Heating and Cooling
(RH&C) Program participation was strong in PY8. There were no immediate concerns
raised about the performance of this program during interviews and the expected savings
exceeded the program goals for both Algiers and New Orleans.

Nearly all program savings result from AC tune-ups and duct sealing. Franklin indicated
a barrier to participation in the HVAC rebate portion of the program is the high cost of
replacing HVAC equipment. The average cost of high efficiency equipment is about
$12,000 and the rebate is $150 — $250, which may not influence a customer’s decision
significantly.

8.5.2.2 Program Design

There were no significant changes to the program design of the RH&C Program in PY8.
The RH&C Program provides a rebate to residential customers who replace their central
air conditioning units or heat pumps with more energy efficient units. The program also
provides rebated AC tune-ups and duct sealing.

The HVAC replacement rebates are tiered such that rebates are higher for more efficient
equipment (see Figure 8-4). Customers interested in participating in the program must
use an approved trade ally. A list of approved trade allies is provided on the website.
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Figure 8-4 HVAC Replacement Rebate Amounts
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The marketing team has created and promoted the use of co-branded marketing collateral
for trade ally use in the field. These co-branded brochures assist with outreach and
promotion among trade allies. The RH&C Program is also promoted on the circuit
newsletters and the Energy Smart Scorecards, when it is seasonally appropriate.

8.5.2.3 Marketing and Outreach

The marketing approach and activities are discussed in section 3.6.2.3. A difference
noted by staff is that marketing of the tune-ups increases during warmer months when
ambient temperatures are high enough to perform the tune-ups.

8.5.3 Participant Feedback

8.5.3.1 How Customers Learned of the Program

Word of mouth was by far the most common source of program awareness as shown in
Figure 8-5.
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Figure 8-5 Source of Program Awareness
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8.5.3.2 Motivations for Participating and HVAC Purchase Decision

Figure 8-6 shows that saving money on energy bills (cited by 81%) was the most
commonly cited motivation to participate. Other motivators included improving home
comfort (30%), conserving energy/protecting the environment (13%), and improving the
value of the residence (12%).

Figure 8-6 Reasons for Participating in the Program
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8.5.3.3 Participant Satisfaction

Ninety-six percent of respondents indicated that they were somewhat or very satisfied
with the program overall by rating their satisfaction as four or five on a five-point
satisfaction scale (Figure 8-7). Although most respondents were satisfied with the
program, 17% reported dissatisfaction with their energy savings.
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Figure 8-7 Participant Satisfaction
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Dissatisfaction with the energy savings was also noted in the open-ended responses
given for dissatisfaction (see Table 8-26). Other reasons given included issues with
contractors and heating/cooling problems.

Table 8-26 Summary of Reasons for Dissatisfaction

Reason for Dissatisfaction

Number of Responses

Examples of Comments

Lack of savings

Contractor issue

Heating/cooling problems

5

2

2

"no saving on monthly bill"
"bills are not going down"
"contractor dropped glue on clients
floor doing duct work"

"problems with heating inside home'

Seventy-three percent were satisfied with Entergy as their electricity service provider

(Table 8-27).
Table 8-27 Satisfaction of Entergy as an Electricity Service Provider
Response Percent
(n =64)
5 (Very satisfied) 64%
4 9%
3 11%
2 6%
1 (Very dissatisfied) 9%
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8.5.4 Early Replacement Findings

To assess the potential of an early replacement of HVAC systems program option, the
Evaluator included questions in the participant and nonparticipant surveys on customer
willingness to replace their air conditioner under three conditions. Customers were asked
to provide an estimate of how much they would pay for an air conditioner replacement
under these scenarios:

= Assume that your current air conditioner is working and that a new more efficient
air conditioner would save you $175 a year in utility costs. What is the most you
would be willing to pay to replace your air conditioner?

= Now, assume that your air conditioner is not working and would cost $500 to have
it repaired. What is the most you would be willing to pay to replace your air
conditioner with a new more efficient air conditioner that would save you $175 a
year in utility costs?

= Now, assume that your air conditioner is working but you need to replace your
broken heating system. What is the most you would be willing to pay to replace
your air conditioner with a new more efficient air conditioner that would save you
$175 a year in utility costs?

Several respondents indicated that they did not how likely they would be to replace their
system under these conditions. The responses for those that did provide an estimate is
shown in Figure 8-8. The orange line in the chart marks the median amount participants
would be willing to pay. As shown, there were several respondents who indicated that
they would not pay anything for a replacement, and most respondents would not pay
more than $3000.

Another finding of note that can be seen in the chart is that there is little difference in the
amount participants would be willing to pay across the three conditions. Review of the
data found that of respondents who provided a willingness to pay estimate for each of the
three conditions (n = 75), 16% indicated a different amount for each of the three conditions
and 44% indicated the same willingness to pay for each of the three conditions.
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Figure 8-8 Distributions of Willingness to Pay Responses
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Table 8-28 and Table 8-29 provide additional summaries of respondents’ willingness to
pay to replace their AC system with a more efficiency system under the three conditions.
As shown in Table 8-28, between, 24% and 18% of respondents indicated that they
would not pay anything to replace their AC system under the three conditions.

As shown in Table 8-29, among those willing to pay some amount to replace their system,
the median amount customers were willing to pay was between $1,000 and $1,500.
Additionally, very few customers reported a willingness to pay more than $5,000 for an
early replacement.
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Table 8-28 Summary of Willingness to Pay

Percent Percent Median Median
Replacement Condition Number of Willing to Pay | Willing to Pay A_m.ount Payback
Respondents for More than Willing to Period
Replacement $5000 Pay

Replace working AC 86 76% 1% $1,000 5.7
Replace AC if $500 in repairs 106 88% 2% $650 3.7
Replace AC if heater

replaced 67 82% 1% $1,000 5.7

Table 8-29 Summary of Willingness to Pay (Excluding those Unwilling to Pay)

Number of Percent Willing Median Median
Replacement Condition Respondents to Pay More than | Amount Willing | Payback
P $5000 to Pay Period
Replace working AC 65 2% $1,500 8.6
Replace AC if $500 in repairs 93 2% $1,000 5.7
Replace AC if heater replaced 55 2% $1,200 6.9

Counterintuitively, respondents indicated that they were willing to pay more to replace a
system that required $500 in repairs than to replace a system that was functioning. This
result appears to be driven by the 33 respondents who indicated that they would pay the
same amount to replace the system as to repair it (i.e., $500). With those responses
removed, the median amount customers would be willing to pay was equal to $1,500 for
both the working AC and AC in need of $500 in repair conditions.

The key summary points from the findings are:

= Willingness to pay did not vary significantly in the replacing working AC, replacing
AC in need of $500 in repairs, and the replacing AC if the heating system fails
conditions.

= The highest median amount customers were willing to pay was $1,500.
= Between 1-2% of customers indicated a willing to pay more than $5000 for an early
replacement. This value varied little between replacement conditions.
8.5.5 HVAC Tune-Up Practices

Nonparticipant survey respondents who had functioning central air conditioning units (n
= 130) provided information on their HVAC tune-up practices and their experience with
contractor’s assessment of their duct systems while performing system tune-ups. The key
findings are:

= 50% of customers reported that they had a system tune-up performed by a heating
and cooling contractor in the past year.

m 55% of participants who received tune-ups reported that the contractor also
assessed their duct system for leakage.
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m Few of these respondents (12%) reported that the contractor they worked with
recommended sealing their ducts. Of those that did not receive a recommendation
to seal their ducts, 50% had central air conditioning system that was at least 10
years old — a finding that suggest that leaking duct systems may be under detected.

m Of the three respondents that did receive this recommendation, one reported that
they also received a recommendation to apply for rebate.

The findings suggest that while customers seeking HVAC tune-ups is somewhat
common, the share of duct systems that are inspected for leakage is less common and
receipt of a recommendation to seal ducts is even less so. Customers may infrequently
receive recommendations because their ducts are not leaky or because the inspection
procedures failed to detect ducts in need of repair. The age of systems that were not
recommended to seal leaks suggests that under detection of leaky duct systems may be
a factor in customers not receiving duct sealing recommendations.

Regarding program trade ally practices, three interviewed program trade allies indicated
they always inspect a customer’s duct system for leakage when completing a tune-up.
Two indicated they use a duct leakage tester and the other indicated they use the tester
and conduct a visual inspection. Two trade allies stated they always recommend
customers seal their ducts and receive a rebate from Entergy.

8.6 Key Findings and Conclusions

The key findings and conclusions of the evaluation of the program are as follows:

= The program exceeded its savings goals. The program exceeded its savings
goals for New Orleans and Algiers. Most of the program savings resulted from air
conditioner tune-up and duct sealing measures. One active trade ally company
completed 90% of the program projects during the year.

= Multiple marketing channels used to promote the program. Staff discussed
multiple channels used to promote residential programs. Staff noted that marketing
of the tune-ups increases during the warmer months of the year. Despite these
efforts, survey responses indicate that most customers learned of the program
from friends, family, or colleagues (88%).

= Overall program satisfaction was high. Ninety-six percent of participants rated
their satisfaction as a four or a five on a five-point satisfaction scale. One aspect
of the program where satisfaction was lower was with the realized energy savings
— 17% of respondents reported dissatisfaction with their energy savings.

m  There is little interest in early replacement of HVAC systems. Residential
program participants and nonparticipants provided feedback on their willingness
to pay for early replacement of air conditioner units. The findings indicated that the
amount customers would be willing to pay to replace an air conditioner unit did not
vary significantly if the unit was fully operational, if the unit required $500 in repairs,
or if the customer needed to replace a broken furnace. Additionally, between 1-2%
of customers across these conditions were willing to spend more than $5,000 on
the early replacement of an HVAC system, suggesting that an early replacement
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program offer would have to provide very high rebate levels to generate much
interest.

Performance of HVAC tune-ups is relatively common, but recommendations
to seal ducts are not. Approximately 50% of program participants reported that
they had had their system tuned up in the past year by a heating and cooling
contractor. Contractors reportedly inspected ducts for about half of these
participants, but 12% received a recommendation to seal ducts. The finding
suggests that duct sealing is underperformed in nonprogram projects.

8.7 Recommendations

The Evaluators’ recommendations are as follows:

Develop strategies to increase uptake of HVAC system replacements. A
limited number of replacements were installed during PY8. Approaches include
increasing incentive levels and increased outreach to distributors and installing
contractors.

Review how savings expectations are communicated to customers for tune-
up and duct sealing projects. The program project impact on utility bills was the
one aspect of the program with a higher rate of dissatisfaction. This dissatisfaction
may arise from customer’s expectations for cost savings compared to what they
observe in their monthly charges.

Review how savings expectations are communicated to customers for tune-
up and duct sealing projects. The program project impact on utility bills was the
one aspect of the program with a higher rate of dissatisfaction. This dissatisfaction
may arise from customer’s expectations for cost savings compared to what they
observe in their monthly charges.
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9. Energy Smart School Kits and Education

9.1 Program Description

The Energy Smart School Kits and Education (SK&E) Program provides classroom
education on energy use and saving energy, energy efficiency kits to students, and adult
outreach activities to promote energy efficiency and the rebates and discounts offered by
Entergy through the Energy Smart Programs.

The School Kits component of the program includes a 45 to 90-minute presentation given
by program staff to 51", 6!, or 7" grade students. The presentation focuses on energy use
the importance of conservation. Students also receive an energy efficiency kit that
contains the following items:

= Four 9W LEDs and two 15W LEDs;

= Two low-flow faucet aerators;

= One low-flow showerhead;

= A flow-rate bag for measuring the flow rate of faucets and showers; and
= Aflyer included in the kit that describes the kit items and their benefits.

The adult outreach activities are intended to educate the Companies’ customers about
energy efficiency and the Entergy Energy Smart efficiency programs. The outreach
activities include:

= Presentations at neighborhood groups and churches;
= Attendance at fairs and festivals; and
= Hosting tables at public events and public buildings.

The adult outreach component also provides energy efficiency retrofits to nonprofits. The
primary goal of the retrofits is to inform the membership of energy saving opportunities by
demonstrating the benéefits of efficient technologies.

9.2 Evaluation Scope

The SK&E Program has received comprehensive impact and process evaluations in PY5
and PY6. The evaluations provided free ridership estimates, discussions of program
satisfaction and strategic recommendations for program improvement. In the initial review
of the PY8 program, the Evaluators concluded that the SK&E program did not warrant
more than a brief overview of program activity. The rationales for this are as follows:

= Limited program scope. In PY7, the program provided 848,848 expected kWh
savings, comprising 1.75% of the Energy Smart portfolio.
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= Coverage of program measures in New Orleans TRM. All measures installed in
SK&E have deemed savings provided in the New Orleans TRM, with lighting usage
estimates based on the New Orleans lighting metering study conducted in the PY6
evaluation and average hot water heater setpoints collected during the PY6
evaluation.

= Past evaluations showed high satisfaction metrics. As seen in the figure
below, the SK&E program has high participant satisfaction. The Evaluators did not
find operational issues with the program that warranted further review in PY7.

Figure 9-1 Satisfaction with the Energy Education and Kits Contents

Energy education
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9.3 Expected Savings and Program Participation

During PY7 the program was only implemented during one half of the school year,
resulting in only 1,500 kits being distributed throughout 14 schools. During PY8 kits were
administered year-round with a total of 3,640 kits distributed among 49 schools. Kit
contents were identical to the previous years’ offerings. Figure 9-2 below illustrates kit
distribution by month and cumulatively.
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Figure 9-2 Kit Distribution Over Program Year
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Table 9-1 below summarizes the total number of kits distributed and expected kWh and
kW savings per territory.

Table 9-1 Summary of Measures and Expected Savings

. Total Total
Service Total Number
) i Expected Expected kW
Territory of Kits ) )
kWh Savings Savings
New Orleans 207 48,272 5.71
Algiers 3,433 800,576 94.75
Total 3,640 848,848 100.46

Total verified savings and percentage of goals for the SK&E Program are summarized in
Table 9-2.

Table 9-2 SK&E Savings Goals by Utility

Service Net Pe;?i%ﬁge Net Percentage
Territor kWh goal Realized oal kW goal Realized of kW goal
y kWh 90 kw realized
realized
ENO 546,782 635,448 116.2% 74.49 74.26 99.7%
Algiers 136,695 38,316 28.0% 18.55 4.48 24.2%

9.4 Impact Calculation Methodology

Electricity savings and peak demand reductions of the PY8 SK&E Program were
estimated using the New Orleans TRM 1.0. Measure-specific tables are provided below.
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9.4.1 Savings Calculations

Table 9-3 ENERGY STAR® Omnidirectional LEDs — Deemed Savings Per Lamp®?

Incandescent
. . . ot
i | Noamem | S | e | kwniLam | kwamp
2007 (Wbase)
310 749 29 16.04 0.00333
750 1,049 43 24.79 0.00514
1,050 1,489 53 12 29.89 0.00620
1,490 2,600 72 15 41.56 0.00862

Table 9-4 Faucet Aerators — Deemed Savings®3

Efficient GPM Rating | kWh kw
1.5 GPM 26.53 .0028
1.0 GPM 44.22 .0046

Table 9-5 Low Flow Showerhead Retrofit Deemed Energy Savings®*

1.5 GPM Showerhead

Water gal. saved /year/showerhead @ 1.5 GPM 2,860
T_Supply 7480F
T_Mixed 105.0°F

Water heater EF (excluding standby losses)

0.98 (Electric Resistance) / 2.2 (Heat Pump)

Energy Savings

Electric: 226 kWh

Heat Pump: 101 kWh

Demand Savings

Electric: 0.0235 kW

Heat Pump: 0.0105 kW

9.4.2 In-Service Rate Findings

Kits were distributed along with a survey form to be filled out by students and parents,
then returned. The forms included questions regarding which measures had been
installed in the home as well as home characteristics. This information was used to
determine in-service rates of each measure provided, and the prevalence of electric water
heating in homes as a whole. Table 9-6 presents the ISRs found in the PY6 and PY7
evaluations. Across all measures, ISRs increased in comparison to PY7. The most
notable improvements were in lighting (increasing from a range of 60%-62% to 72%-75%)
and bathroom aerators (increasing from 32% to 47%). This improvement in ISR accounts
for 14.9% of PY7 program savings.

52 New Orleans TRM V1.0, Table 105, page B-138.
53 New Orleans TRM V1.0, Table 33, page B-54.
54 New Orleans TRM V1.0, Table 38, page B-60.
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Table 9-6 SK&E Summary of In-Service and Water Heating Type Rates

Iltem PY6 PY7 PY8

13W CFL/ 9W LED 60% 72% 70%
18W CFL/ 15W LED 62% 75% 77%
Bathroom Aerator 1.5 32% 47% 47%
Kitchen Aerator 1.5 42% 46% 47%
Showerhead 58% 64% 64%
Electric Water heating 55% 47% 59%

9.5 Verified Savings by Measure

During program administration, the implementation team consulted with the Evaluators
on final savings calculations methodologies, resulting in 100% kWh and kW realization

rates for all measures.
Table 9-7 Verified Gross Savings — New Orleans

Ex Ante Ex Post kWh Ex Ante Ex Post Peak kW
Measure kWh kWh Realization kW kW Realization
Savings Savings Rate Savings Savings Rate
9W LED 236,611 236,611 100.00% 31.75 31.75 100.00%
15W LED 218,517 218,517 100.00% 27.01 27.01 100.00%
Kitchen Aerator 25,340 25,340 100.00% 2.67 2.67 100.00%
Bathroom Aerator 25,165 25,165 100.00% 2.65 2.65 100.00%
Showerhead 294,943 294,943 100.00% 30.67 30.67 100.00%
Total 800,576 800,576 100.00% 94.75 94.75 100.00%
Table 9-8 Verified Gross Savings — Algiers
Ex Ante Ex Post kWh Ex Ante E Peak kW
Measure kWh kWh Realization kW X PO_St Realization
. . ) kW Saving
Savings Savings Rate Savings Rate
9W LED 14,267 14,267 100.00% 1.91 1.91 100.00%
15W LED 13,176 13,176 100.00% 1.63 1.63 100.00%
Kitchen Aerator 1,528 1,528 100.00% 0.16 0.16 100.00%
Bathroom Aerator 1,517 1,517 100.00% 0.16 0.16 100.00%
Showerhead 17,784 17,784 100.00% 1.85 1.85 100.00%
Total 48,272 48,272 100.00% 5.71 5.71 100.00%

9.6 Estimation of Net Savings

The Evaluators established NTG ratios based on primary research completed in PY5 and
PY6. In total, 43 program participants completed the survey for the 2015 and 2016
evaluations. The Evaluators surveyed 43 parent/guardian participants and estimated
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NTG ratios for each of the kit's measures. These NTG ratios were applied to the PY8
participants.

9.6.1 Measure Level Free Ridership Results

Table 9-9 summarizes the average free ridership scores by measure. The results
presented show free ridership highest for LEDs. This indicates that a higher percentage
of participants are more familiar with energy efficient lighting measures.

Table 9-9 SK&E Average Free Ridership by Measure

Measure Ave_rage Eree
Ridership
Bathroom Aerator 1.5 GPM 13%
Kitchen Aerator 1.5 GPM 13%
Showerhead 11%
9W LED 33%
15W LED 22%

9.6.2 Impact of EISA Phase Il on Program Savings

When EISA Phase Il takes effect, the savings from the QW LED will decline by 68% and
the savings from the 15W LED will decline 52%. If this code were in effect in 2018,
program savings would be reduced by 38% as a result. Program administrators should
plan for this decline and address it with possible new measures for the school kit:

= Advanced Power Strips: Though these will have an in-service penalty in this
type of distribution, they are cost-effective measures which also provide an
opportunity for the program to educate students about “vampire loads” (i.e., the
passive power drain from consumer electronics).

= Hot Water Restrictor Valves: These come in both automatic and manual
configurations, with both functioning to cut water use from the shower prior to
reaching temperature. The manual version of the restrictor valve can be installed
alongside a low flow showerhead, or a showerhead can be included instead
which has this functionality integrated.

9.7 Net Savings Results

Free ridership for the program was estimated by applying measure level free ridership to
verified gross kWh savings and peak kW reductions. As seen in Table 9-10, the overall
Net-to-Gross ratio for this program was 78%.

55 Based on PYs 5 and 6 18W CFL responses.
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Table 9-10 SK&E Summary of Verified Net Savings

S Expected Verified Free Verified Net to
Territor kWh Gross kWh Ridershi Net kWh Gross
y Savings Savings P Savings Ratio
ENO 800,576 800,576 165,127 635,448 79%
Algiers 48,272 48,272 9,957 38,316 79%
Total 848,848 848,848 175,084 673,764 79%
Table 9-11 SK&E Summary of Verified Net Peak Demand Reductions
_ Expected Verified Verified Net to
Service Gross Free Net Peak
. Peak kW . . Gross
Territory : Peak kW Ridership kW .
Reductions . . Ratio
Reductions Reductions
ENO 94.75 94.75 20.49 74.26 78%
Algiers 571 5.71 1.24 4.48 78%
Total 100.46 100.46 21.73 78.74 78%

9.8 Lifetime Savings

Table 9-12 and Table 9-13 present the lifetime kWh and peak kW savings attributable to
lamps distributed through the PY7 SK&E program:

Table 9-12 ENO Lifetime Savings

Lifetime
Measure kWh
9W LED 939,038
15W LED 867,226
Kitchen Aerator 201,137
Bathroom Aerator 199,748
Showerhead 2,341,070
Total 4,548,219

Table 9-13 Algiers Lifetime Savings

Lifetime
Measure kWh
9W LED 56,621
15W LED 52,291
Kitchen Aerator 12,128
Bathroom Aerator 12,044
Showerhead 141,160
Total 274,245
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9.9 Recommendations

The Evaluators’ recommendation for the SK&E Program is as follows:

Plan long-term for a non-lighting kit redesign. It is a popular program, and there
is at this time no evidence to suggest that it faces issues with saturation. The
program design should be revisited in advance of EISA Phase Il code enforcement
however, as that code taking effect will curtail the savings potential for this program
significantly.
Include informational materials about online utility energy savings
calculators and free home energy assessments. Ten percent of survey
respondents reported awareness of other Energy Smart efficiency programs.
Including program materials about other residential programs or directing them to
the NOLA Energy Smart website can help raise awareness of other residential
programs offered by the Utility.
Unless significantly expanded, move SK&E to a schedule of one evaluation
per program cycle. The program provides modest savings using well-established
estimates from the New Orleans TRM. The Evaluators recommend reviewing this
program once in each three-year program cycle. During this period, if further
primary data is not collected by program administrators, the program can use the
following stipulated metrics:

o ISR(Lighting): 72%

0 ISR (Aerators): 46%

0 ISR (Showerheads): 64%

0 NTGR (Overall): 78%
The program should be revisited for evaluation in PY10.
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10. Scorecard Behavioral Program

10.1 Program Description

The program provides tailored reports to residential households. These reports include:

= Comparisons of households’ current energy use to their past use;

= Comparison of energy use to similar homes in the area; and

= Tips on how households can reduce their energy use, as well as information on
Entergy New Orleans’ energy efficiency programs.

The Energy Smart Scorecard Behavioral Pilot Program was administered by Accelerated
Innovations (“Al”) on behalf of Entergy New Orleans (“ENQO”) under the direction of the
New Orleans City Council. This program implemented a Pilot wave in PY2017 and
another wave in PY2018.

The Pilot was designed to assess the potential for administering a full-scale behavioral
program in future program years. The Pilot was open to all ENO households who elected
to participate. Households that elected to participate received an Energy Smart Score
once a month. The score card provided information on the customer’s home energy use
and tips for saving energy and is designed to generate quantifiable behavioral savings
that cannot be feasibly attained through standard energy efficiency efforts. The program
differs from standard energy conservation marketing efforts in that it provides customized
reports to households, comparing their billed energy use to homes in their area with
similar energy consumption. The comparison is intended to leverage social norming
effects; this is a long-known behavioral science tenet that individuals desire to be at a
similar or better level than their peers, and thus, the report drives high users to reduce
their energy consumption®. HER was first introduced to Entergy New Orleans’
households in February 2017.

The Pilot is an opt-in design. In this experimental design, households can choose to opt-
in to receiving home energy reports. Due to shortfalls in Pilot participant recruitment, it
was concluded that the program could benefit from being changed to an opt-out design
after the Pilot ended.

The additional wave implemented in PY8 is an opt-out design. This wave was separated
into two groups: an initial group and a supplemental group. The initial group was
supplemented with the supplemental group in order to increase the treatment group size
and potential savings. The recipients of an educational home energy report (Treatment
Group) were chosen at the outset of program implementation and were sent reports
comparing their energy use to that of their neighbors. They will continue to receive reports
unless they contact ENO to request discontinuation.

The implementors attempted to analyze the opt-in program, but due to the lack of a
randomized control trial and unmanageable behavioral differences, the evaluators were

5 Davis, Matt. 2011. Behavior and Energy Savings: Evidence from a Series of Experimental Interventions.
Environmental Defense Fund.
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unable to create a statistically valid model. This report analyzes the data collected during
the opt-out portion of the program.

10.2 Impact Evaluation Methodology

The impact evaluation approach for this program is as follows:
1) Energy savings are estimated via regression modeling; and

2) Excess savings from other-program-participation by the treatment group are
accounted for and netted out of the program savings from the home energy reports
program.

10.2.1 Savings Calculation Methodologies
10.2.1.1 Data

The data used in this study was comprised of household monthly billing reads supplied
by Accelerated Innovations (“Al”).

As part of the data cleaning, the following observations were removed to create the
sample used in the regression analyses:
= Observations with fewer than 10 days or more than 90 days in the billing cycle;
these observations were removed because long and short bills can be an
indication of an issue in the recording of energy use. In past evaluations, the
inclusion range was 20-40 days. The Evaluators broadened this range as
abnormal billing reads may not be randomly distributed; long billing cycles are
more common among rural populations.

= Observations outside of the evaluation period: the 12-month pre-program
period and the 5- and 7- month post-program period.

= Observations with less than 9 out of 12 valid pre-program period monthly
billing data.

= Observations with less than 3 out of 12 valid post-program period monthly
billing data.

= Ouitliers, which are defined as observations with a daily kWh usage higher 10
times the group median daily kWh usage; these observations were removed
because very high observations of energy use can have an outsize impact on
the regression results biasing the estimate of savings.

10.2.1.1.1 Participant Data

The dataset included monthly billing reads for 24,994 and 25,015 unique participating
households in the initial and supplemental opt-out groups, respectively. The raw
participant dataset contained records spanning from December 2016 to January 2019.
The analysis requires that all households have complete billing data during the pre and
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post periods. Households with incomplete data were removed, leaving 24,265 and 23,986
households in each group in the final analysis, respectively.

10.2.1.1.2 Control Group

The analysis was supplemented by use of a control group. Al provided a dataset of non-
participant dwellings that were part of the randomized control trial the Evaluators created
prior to PY2018 opt-out wave implementation. The dataset included monthly billing reads
for the controls across the pre- and post-reporting timeframe.

Reports were delivered over a seven-month period from May 4, 2018 to December 31,
2018 for the initial group and over a five-month from July 16, 2018 to December 31, 2018
for the supplemental group. A summary of data used in this analysis is provided in Table
10-1:

Table 10-1 Time Periods Data Summary

Group Data Point Data Interval
Initial Pre-installation May 1, 2017 — April 31, 2018
Post-installation June 1, 2018 —December 31, 2018
Supplemental | Pre-installation July 1, 2017 —June 31, 2018
Post-installation August 1, 2018 —December 31, 2018

Table 10-2 summarizes the total number of households from the raw data provided and
total number of households utilized in the analysis.

Table 10-2 Treatment and Control Group Totals

Raw Analysis
Group
Treatment | Control Treatment | Control
Initial 24,994 9,994 24,265 9,680
Supplemental 25,015 9,992 23,986 9,627

10.2.1.2 Attrition

The tracking of treatment and control households can be affected by either move-outs or
opt-outs (known collectively as ‘attrition’).

10.2.1.2.1 Move-Outs

When an inhabitant moves, that household cannot be retained, as the inhabitant/address
link has been broken. The evaluation timespan for that household ends on the move out
date. If a household’s final bill was before November 2018 it was considered a move out
household. Figure 10-1 displays the cumulative level of both treatment and control move
outs over the program life by month, wave and treatment/control status.
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Figure 10-1 Program Move-Out Rate
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From the program’s onset until November 2018, the Initial treatment group experienced
a 11.53% move out rate and the Initial control group experienced a 12.96% move out
rate. The Supplemental treatment group experienced a 9.64% move out rate while the
Supplemental control group experienced a 10.40% move out rate.

10.2.1.2.2 Opt-Ins

Households can opt-in to receive the mailings at any time. Households that received
scorecards despite being designated as a control household were counted as opt-in
customers. In addition, households that received score cards although they were not part
of the randomized control trial were also considered opt-ins. There were 35 opt-ins for the
initial group and 39 opt-ins for the supplemental group.

10.2.1.3 Difference-in-Differences Specification

The analysis was performed in R, an open-source statistics package. The regression
method used for this analysis is a Post-Program Regression (PPR) model. This approach
did not include any weather normalization calculations. It is the sum of the monthly
differences in the available months in both the pre- and post-period. This model does not
include weather as it is not intended to be used for forecasting, but rather as a
measurement of relative change between treatment and control groups before and after
delivery of the energy comparison reports.
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Post-Program Regression Model

ADC,, = z B, ;Month, +Z B: ;Month,, - ADClag,, +p,Participant, + &, ,
J I

Where,

ADCy = The average daily consumption in kWh for customer k during billing cycle t. This is the
dependent variable in the model,

Monthj = A binary variable taking a value of 1 when j=t and 0 otherwise;

ADClagk = Customer k’s energy use in the same calendar month of the pre-program year as the
calendar month of month t;

Participantc = A binary variable indicating whether customer k is in the participant group (taking a
value of 1) or in the control group (taking a value of 0);

&kt = The cluster-robust error term for customer k during billing cycle t. Cluster- robust errors account
for heteroscedasticity and autocorrelation at the customer level.

10.2.2 Double Counting Analysis

Measurement of savings from behavioral programs needs to account for other program
savings to ensure that the Entergy New Orleans’ residential portfolio is not double
counting any savings.

The first step in this process is to cross-reference the account numbers and addresses
for each treatment and control group customer with all other program participation in the
study period. Al provided the Evaluators with all other program tracking data, and the
datasets were cross-referenced by address. This resulted in a total “other program kWh”
per-group.

It is important in this analysis to normalize the effects to the number of households in the
group. The control group is less than half the size of the treatment group. By comparing
this on a per-household basis, we normalize to the reality of mismatched treatment and
control group population sizes.

The double count savings (calculated separately for each wave) is as follows:
Equation 10-1 Double Counting Specification

Double Counting
OP kWh OP kWh

= P - X # Accounts
(H ouseholdryreqtment Household Control> Treatment

Where,

OP kWh
Household rreqtment

OP kWh
Household controt

= Other program kWh per household in the treatment group

= Other program kWh per household in the control group

# AccountSrreqrment = Total accounts in the treatment group
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Further discussion of the double counting analysis as well detailed results can be found
in Appendix C: Behavioral Analysis Support.

10.3 Impact Evaluation Results

10.3.1 Opt-in Biased Groups

The opt-in group initiated in PY2017 has been removed from the PY2018 analysis due to
unmanageable bias between the treatment group and the post-hoc control group. The
post-hoc control group was created using Propensity Score Matching, which matches the
pre-treatment average daily usage values between the treatment group and non-
participant customers. The matched control group was developed at eight times the size
of the treatment group. The average daily usage match was successful, however, the
model output as well as the double counting analysis portrayed that the groups still
contained bias. Several models were used to estimate savings, and many of them
resulted in non-significant savings or significant negative savings. That is, some models
displayed the treatment group used more energy in the post-period than the control group
in the post-period. This result is highly unlikely and due to selection bias.

The double counting analysis showed that, although the control group was eight times
larger than the treatment group, both groups portrayed very similar total kWh savings in
other programs. Therefore, the treatment group seems to be disproportionately more
engaged in energy efficiency improvements than the control group. It is also likely that
the treatment group is therefore more knowledgeable in terms of energy efficiency than
the control group, leading to large behavioral differences in the post-period. Table
10-13shows the details of the attempted analysis.

10.3.2 Opt-out Model Output

The output from the Post Program Regression model was used to report savings
estimates for the program. The model had an adjusted R-squared value of 0.753 for the
initial group and 0.739 for the supplemental group. The main coefficient from the model
is summarized in Table 10-3.

Table 10-3 Model Coefficient Summary

Regression Pilot
Group Term ferm Coefficient | t-statistic
Initial 0 Trmt1*Postl -0.7096 -10.22
Supplemental o) Trmt1*Postl -0.3553 -8.44

The difference-in-differences model § coefficient summarizes the change in daily kWh
usage between the control and treatment group in the post-period. To extrapolate a single
customer’s projected annual kWh savings, the Evaluators simply multiply this coefficient
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by 365 days per year. The sign of the coefficient (negative) means that the treatment
group used, on average, 0.7096 less kWh for the initial group and 0.3553 less kWh for
the supplemental group per day in the post-period than the control group in the post-
period, having controlled for pre-period usage and weather. This means the treatment
group used 259 and 130 kWh per year less than they would have if they had not
participated in the program, respectively. The model predicts approximately 1.17% and
1.15% decreased energy use from this energy efficiency program during the 2018
program year.

Additional details of the model output are provided in Appendix C: Behavioral Analysis
Support.

10.3.3 Savings Summary Before Double Counting Analysis

Overall savings for each group before adjusting for double counting are summarized in
Table 10-4 and Table 10-5. For the initial group, overall verified savings before accounting
for energy saving measures from other programs was 0.7096 per household per day; 259
kWh over a one-year period; or 171 kWh over the 241 days of program implementation
in PY2018. For the supplemental group, overall verified savings before accounting for
energy saving measures from other programs was 0.3553 per household per day; 130
kWh over a one-year period; or 60 kWh over the 168 days of program implementation in
PY2018. Because the intervention date for both groups was mid-year (May 2018 and July
2018), savings are extrapolated to the number of days the program has been
implemented, not to a full calendar year. Thus, the actual savings are the annual savings
reduced by 46% and 66%. Actual PY2018 savings are displayed in the tables below.
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Table 10-4 Initial Group Overall Savings Summary

Variable Value

Number of Treatment Households 24,994

Savings as a Percent of Annual Use 1.17%

Average Daily Savings per Customer (kWh) 0.7096
Average Annual Savings per Customer (kWh) 171

Verified Net Savings (MWh) 4,214.8

Table 10-5 Supplemental Group Overall Savings Summary

Variable Value

Number of Treatment Households 25,015

Savings as a Percent of Annual Use 1.15%

Average Daily Savings per Customer (kWh) 0.3553
Average Annual Savings per Customer (kWh) 60

Verified Net Savings (MWh) 1,466.3

10.4 Double Counting Findings

Savings estimates for HER must also consider savings resulting from other programs.
The Evaluators examined program tracking data from Entergy New Orleans’ Assisted
Home Performance with ENERGY STAR (LIA&Wx), Home Performance with ENERGY
STAR (HPwES), Multifamily (MF), and Residential Heating and Cooling (RHC) programs,
and savings claimed by these programs were netted out of HER savings estimates to
avoid double-counting of the same savings.

10.4.1 Double Counting Results

Table 10-6 summarizes the results of the double count analysis. Detailed results can be
found in Table 10-6.

Table 10-6 Double Count Results

Other-Program kWh per-Account | Double-
Group Participants Count
Treatment | Control | Difference (kWh)

Initial 24,994 25.33 25.27 0.06 1,479
Supplemental 25,015 11.72 11.83 -0.11 -2,632

The analysis showed that external programs were responsible for 0.06 and -0.11
additional kWh savings in treatment homes (as compared to the control group), for the
initial and supplemental group, respectively.
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10.5 Adjusted Final Savings

Table 10-7 summarizes the final verified net savings in the initial and supplemental
groups. The final verified net savings, after accounting for double count savings, is
4,212.3 MWh and 1,466.3 in PY2018 for the initial and supplemental groups, respectively.

Table 10-7 Savings Summary Statistics

Variable Initial Supplemental Total
Number of Treatment Households 24,994 25,015 50,009
Number of Control Households 9,991 9,990 19,981
Percent Savings 1.17% 1.15%
90% Confidence Interval [0.97%, 1.34%] [0.91%, 1.35%]
Average Daily Savings per Customer (kWh) 0.7096 0.3553
Standard Error 0.07 0.04
90% Confidence Interval [0.5955, 0.8238] | [0.2861, 0.4245]
XZ:E::iSftt (Sl\jl‘\'/i/”hg)s Before Double Count 4,218,085 1,463,419 5,677,504
90% Confidence Interval [3,534, 4,890] [1,181, 1,752]
e Y| | aew | s
Final Verified Net Savings (kWh) 4,212,606 1,466,051 5,678,657
New Orleans 3,624,922 1,308,486 4,933,408
Algiers 587,684 157,565 745,249

Results for the program show that energy use in treatment homes is 5,678,658 kWh lower
when compared with the control group. No kWh savings can be attributed to the Pilot as
it is unable to be properly evaluated.

10.6 Process Evaluation Findings

10.6.1 Program Goals, Design, and Delivery

This section summarizes the findings of the interview conducted with Accelerated
Innovations (Al) program staff for the purposes of gaining insight into program structure,
identifying program objectives, and assessing the extent to which there are future
opportunities for program improvement for the Energy Smart Scorecard program.

This section highlights the key points from interviews with the vice president of marketing
at Al. The roles and responsibilities of program staff did change since the previous
interviews conducted earlier in 2018.

57 These amounts are used to adjust the realized savings to account for energy savings measure
implemented through other residential energy efficiency programs. A negative value indicates less of an
effect (decreased consumption) from these programs as compared to the control group and thus their
savings is subtracted to account for the difference. A positive value means the opposite.
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10.6.1.1 Program Design and Goals

The Energy Smart Scorecard program (hereafter, Scorecard) was initially piloted as an
opt-in design and is a digitally-based behavioral program that provides an electronic
version of a home energy report. The Scorecard program transitioned to an opt-out model
in May of PY8, with five full months of operation during the program year. When the
program transitioned to an opt-out model, ADM randomly selected 25,000 customers with
the highest usage and a valid email address to place into the treatment group. The control
group was comprised of 10,000 customers who did not receive a scorecard. After two
months, program staff decided to increase the treatment group to 50,000 because of low
open rates and savings. Program staff assumed this would help increase the open rates
and exposure of the scorecards.

In PY8, Aptim took over the overall management of the communication with ENO. The
overall execution of the program and distribution of the Scorecards has been exclusively
remote for Al staff. Al’s responsibilities have been mainly checking in monthly on various
metrics and plans for the program.

Staff was unsure if the program would hit the savings target for PY8 due to a shortened
program year. Al staff reported they have observed an increase in savings in the five
months since the program transitioned to an opt-out model. They believed that once the
program is operational for one full year, there should an increased trend in savings.

10.6.1.2 Scorecard Updates

Scorecards are now delivered within a couple days of customers receiving their billing
statement, which was cited as a program improvement. Program staff also reported they
adapted the tips to ensure they were consistent with all the Energy Smart marketing. The
reports now include more accurate data, which potentially makes the scorecard more
relevant to customers who receive a report. The tips are also more relevant to New
Orleans customers (i.e., they include information that is relevant to the region, style of
homes, and the climate). Program staff believe that timing the delivery of the report with
the billing cycle and the accuracy of the data helps customers identify what may be
contributing to higher utility bills.

An example of the Scorecard is presented in Figure 10-2. The home energy usage
comparison section provides the customer with information about their home energy
usage compared to homes in their zip code. The report also provides the user with
information about weather trends and home energy use (last year’s, current bill, and
future bill). Also found in the Scorecard is a season energy saving tip and cross-
promotions of other Energy Smart programs. The new template includes a bar chart which
provides a breakdown of usage (heating/cooling and other usage), along with the usage
from the previous month and the current one.
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Figure 10-2 Energy Smart Revised Scorecard Template
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10.6.1.3 Participation

Program staff measures and monitors the opt-out rates with the Scorecard. Al staff stated
they are only tracking open rates and not engagement, as it would take development time
and additional budget to build additional metrics for engagement. They stated that
Entergy is comfortable with reporting only the open rate.
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The average open rate per month is approximately 16%, ranging from 15 to 18%. Al staff
has observed an increasing open rate each consecutive month. The opt-out rates have
been consistently below 3% each month. The bounce rate has been under 5%.

There has been some effort to increase open rates among the treatment group. Al has
proposed various ideas (e.g., more enticing and dynamic messaging, raffles,
prizes/incentives) to increase open rates, but none have been implemented due to lack
of development time and funding.

Staff noted that behavioral program, in general, can be challenged with public perception
issues. If customers do not trust the utility, then a behavioral program can suffer in terms
of participation and engagement. Staff are also challenged to