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SUMMARY OF THE DIRECT TESTIMONY OF DONNA BEAMAN 

 
Ms. Donna Beaman is Consumer and Commercial Energy Efficiency Marketing 1 

Manager of Xcel Energy Services, Inc. (“XES”). In this position, she is responsible for 2 

the development and implementation of electric and natural gas Demand Side 3 

Management (“DSM”) product offerings to Public Service Company of Colorado’s 4 

("Public Service" or "Company") residential and business customers. Her duties include, 5 

among other things, managing a portfolio of energy efficiency programs in Xcel 6 

Energy’s Colorado, New Mexico, and Texas service territories.   7 

Ms. Beaman discusses how the Company’s energy efficiency portfolio would 8 

change, operationally, by implementing the energy efficiency strategy proposed by Mr. 9 

Shawn M. White. These operational changes include implementing DSM geo-targeting, 10 

reducing the impact of non-cost-effective measures, and adjusting existing programs for 11 

changes to codes, standards, and baselines. 12 
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Ms. Beaman recommends the Commission approve the Company’s proposal to 1 

utilize DSM geo-targeting as a tool to strategically target DSM to areas with system 2 

constraints. If implemented effectively, DSM geo-targeting offers the opportunity to defer 3 

some of the costs associated with capacity investments. As Ms. Beaman explains, the 4 

current “one-size fits all” approach misses incremental opportunities to deliver cost-5 

effective savings to customers. By concentrating DSM marketing and outreach efforts 6 

on specific geographical areas with significant system constraints, the Company can 7 

maximize benefits to all customers. Although Ms. Beaman is not proposing a particular 8 

geo-targeting project at this time, she proposes a regulatory framework for the 9 

Company to efficiently implement such projects going forward. 10 

Next, Ms. Beaman explains changes to energy efficiency codes, standards, and 11 

baselines since the Company’s last strategic issues proceeding. Changes to codes, 12 

standards, and baselines have the effect of naturally increasing the efficiency level 13 

outside of the direct influence of utility-sponsored energy efficiency programs. These 14 

changes also have the effect of reducing the potential for the utility’s programs to 15 

achieve cost-effective savings. Between 2019 and 2023, the Company expects to see 16 

changes in the following areas such as: 17 

(1) Commercial and residential building codes; 18 

(2) Residential lighting technologies; 19 

(3) Commercial lighting technologies; 20 

(4) Variable frequency drives; and, 21 

(5) Electronically commutated motors in residential furnaces. 22 
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Of these, lighting measures account for approximately 66 percent of savings 1 

Public Service customers realized from measures implemented in the 2016 program 2 

year. The Company expects these changes, particularly to commercial and residential 3 

lighting technologies, to result in a reduction in savings, which will impact the cost-4 

effectiveness of residential lighting as an energy efficiency measure.  5 

Ms. Beaman explains that Company still sees value in continuing with its lighting 6 

programs. However, to realign its energy efficiency portfolio to account for anticipated 7 

changes to codes, standards, and baselines, Public Service plans to focus on products 8 

that result in a higher net-to-gross (“NTG”) and net benefits. For example, light-emitting 9 

diodes (“LED”) A lamps currently make up approximately 75 percent of purchases 10 

through Public Service’s Home Lighting & Recycling product. As this type of lamp 11 

becomes less cost-effective, the Company will reduce its overall outreach tactics to the 12 

general public and implement a more targeted approach. This may include adding, 13 

changing, or discontinuing marketing strategies and program delivery channels. 14 

Next, Ms. Beaman describes the potential impacts of changes to building codes 15 

on the Company’s DSM program goals. As she notes, some areas within the 16 

Company’s service territory have already adopted changes to building codes, such as 17 

the City of Boulder. The Company anticipates more areas in the Denver Metro and 18 

Front Range area will adopt more stringent building codes in the coming years. 19 

Finally, Ms. Beaman addresses two compliance requirements from the 20 

Company’s 2017/20108 DSM Plan. Specifically, she discusses the use of vendor 21 

incentives and third-party consultants in the implementation of its DSM plans. Ms. 22 
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Beaman proposes that the Company begin classifying certain vendor incentives as 1 

rebate or incentive costs instead of administrative costs in order to reflect the value end-2 

use customers receive. She recommends no changes to the use of DSM consultants or 3 

providers. 4 
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GLOSSARY OF ACRONYMS AND DEFINED TERMS 
 

Acronym/Defined Term Meaning 

AGIS Advanced Grid Intelligence and Security 
ASHRAE American Society of Heating, Refrigeration, and 

Air-Conditioning Engineers 
BNC Business New Construction 
CFL Compact fluorescent light  
CLF&P Cheyenne Light, Fuel, & Power 
Central Hudson Central Hudson Gas and Electric 
Commission Colorado Public Utilities Commission 
DOE U.S. Department of Energy 
DSM Demand Side Management 
ECM Electronically commutated fan motors 
EDA Energy Design Assistance 
EISA Energy Independence and Security Act 
IECC International Energy Conservation Code® 
IBPSA International Building Performance Simulation 

Association 
kWh Kilowatt hours 
LED Light-emitting diodes 
M&V Measurement and verification 
MTRC Modified Total Resource Cost Test 
NEMA National Electrical Manufacturers Association 
NREL National Renewable Energy Laboratory 
NTG Net-to-gross 
Public Service or Company Public Service Company of Colorado 
RIM Rate Impact Measure 
RFP Request for proposals 
RMAEEE Rocky Mountain Association of Energy Efficiency 

Engineers 
SWEEP Southwest Energy Project 
UCT Utility Cost Test 
USGBC U.S. Green Building Council 
VFD Variable frequency drives 
XES Xcel Energy Services Inc.  
Xcel Energy Xcel Energy Inc.  
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CONFIDENTIAL DIRECT TESTIMONY AND ATTACHMENTS OF DONNA BEAMAN 

I. INTRODUCTION, QUALIFICATIONS, PURPOSE OF TESTIMONY, 1 
RECOMMENDATIONS 2 

Q. PLEASE STATE YOUR NAME AND BUSINESS ADDRESS.  3 

A. My name is Donna Beaman. My business address is 1800 Larimer, Suite 1400, 4 

Denver, Colorado 80202.  5 

Q. BY WHOM ARE YOU EMPLOYED AND IN WHAT POSITION?  6 

A. I am employed by Xcel Energy Services Inc. (“XES”) as Consumer and 7 

Commercial Energy Efficiency Marketing Manager. XES is a wholly owned 8 

subsidiary of Xcel Energy Inc.(“Xcel Energy”), and provides an array of support 9 

services to Public Service Company of Colorado (“Public Service or Company”) 10 

and the other utility operating company subsidiaries of Xcel Energy on a 11 

coordinated basis.  12 

Q. ON WHOSE BEHALF ARE YOU TESTIFYING IN THE PROCEEDING? 13 

A. I am testifying on behalf of Public Service. 14 
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Q. PLEASE SUMMARIZE YOUR RESPONSIBILITIES AND QUALIFICATIONS. 1 

A. As the Consumer and Commercial Energy Efficiency Marketing Manager, I am 2 

responsible for managing a portfolio of energy efficiency programs in Xcel 3 

Energy’s Colorado, New Mexico, and Texas service territories consistent with 4 

each jurisdiction’s energy efficiency requirements. My duties include leading a 5 

team of Product Portfolio Managers, Channel Managers, and Marketing 6 

Assistants who develop and execute marketing plans and budgets to meet or 7 

exceed regulatory energy efficiency goals. The group of Product Portfolio 8 

Managers, Channel Managers, and Marketing Assistants develops and executes 9 

marketing plans and budgets while integrating efforts with sales organizations, 10 

trade allies, program evaluators, and technical support in an effort to meet or 11 

exceed regulatory energy efficiency goals. A description of my qualifications, 12 

duties, and responsibilities is set forth after the conclusion of my Direct 13 

Testimony in my Statement of Qualifications. 14 

Q. WHAT IS THE PURPOSE OF YOUR DIRECT TESTIMONY? 15 

A. In my testimony, I present the Company’s proposal to utilize geo-targeting as a 16 

tool to strategically target Demand Side Management (“DSM”) programs to areas 17 

with system constraints. As I explain, the current “one-size fits all” approach is 18 

misses incremental opportunities to deliver cost-effective savings to customers 19 

across Public Service’s service territory. However, by focusing the Company’s 20 

marketing and outreach efforts on specific geographical areas with significant 21 

system constraints, the Company can accelerate the implementation of DSM 22 
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programs in the areas that demand reductions are most critical, thus maximizing 1 

DSM benefits to all customers. I propose that geo-targeting be used on a project-2 

by-project basis. Once the Company identifies a viable project, we propose to file 3 

a 60-day notice with the Colorado Public Utilities Commission (“Commission”), 4 

identifying the project, the need for the project, the potential benefits of the 5 

project, and our proposed implementation (i.e. increased customer rebates or 6 

(incentives, strategic marketing activities, or strategic education). 7 

Next, I explain changes to energy efficiency codes, standards, and 8 

baselines since the Company’s last strategic issues proceeding. Between 2019 9 

and 2023, the Company expects to see changes in commercial and residential 10 

codes and standards, with changes to the lighting measures having the greatest 11 

impact on the Company’s energy efficiency savings. The Company still sees 12 

value in continuing with its lighting programs. However, Public Service plans to 13 

realign its lighting products to focus on bulbs that result in a higher net-to-gross 14 

and net benefits.   15 

I also describe the potential impacts of changes to building codes on the 16 

Company’s DSM program goals. As I explain, some areas within the Company’s 17 

service territory have already adopted changes to building codes, such as the 18 

City of Boulder. The Company anticipates more areas in the Denver Metro and 19 

Front Range area will be adopting high building codes in the coming years. 20 

Next, I propose that the Company eliminate non-cost-effective measures 21 

from the portfolio. The budget savings from eliminating these measures could 22 
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then be strategically reinvested into cost-effective measures currently included in 1 

the portfolio and cost-effective measures that are currently not in the portfolio but 2 

are enabled by an increased focus on reducing peak demands and emissions. 3 

Finally, as required by the Company’s last DSM plan, I address the use of 4 

vendor incentives and third-party consultants in the implementation of its DSM 5 

plans.  6 

Q. ARE YOU SPONSORING ANY ATTACHMENTS AS PART OF YOUR DIRECT 7 

TESTIMONY? 8 

A. Yes, I am sponsoring Confidential Attachment DAB-1 and Attachment DAB-2, 9 

which were prepared by me or under my direct supervision. Confidential 10 

Attachment DAB-1 is the 2017 second quarter Grid Edge Quarterly Executive 11 

Briefing presentation from Greentech Media.  Attachment DAB-2 is Xcel Energy’s 12 

2016 Colorado Lighting Study.     13 

Q. WHAT RECOMMENDATIONS ARE YOU MAKING IN YOUR TESTIMONY? 14 

A. I recommend that the Commission issue an order that: 15 

• Approves the Company’s proposed guidelines concerning 16 

methodology, implementation, and evaluation for DSM geo-17 

targeting; 18 

• Authorizes the Company to incent geo-targeted customers with 19 

greater DSM rebates than non-targeted customers; and, 20 
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• Approves the Company’s proposed methodology to categorize a 1 

portion of its vendor incentives as rebate spend not administrative 2 

cost. 3 

4 
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II. EVOLVING ENERGY EFFICIENCY 1 

Q. MR. WHITE DISCUSSES THE COMPANY’S PROPOSAL TO REALIGN AND 2 

EVOLVE ITS ENERGY EFFICIENCY PORTFOLIO. CAN YOU ELABORATE 3 

ON THE OPERATIONAL CHANGES THE COMPANY PROPOSES TO MAKE? 4 

A. Yes. The primary change the Company would make would be to eliminate non-5 

cost-effective measures from the portfolio. The budget savings from eliminating 6 

these measures could then be strategically reinvested into cost-effective 7 

measures currently included in the portfolio and cost-effective measures that are 8 

currently not in the portfolio but are enabled by an increased focus on reducing 9 

peak demands and emissions. Additionally, the Company would change its 10 

energy efficiency program design to focus on peak impacts.  11 

Q. WHY DOES THE COMPANY INCLUDE NON-COST-EFFECTIVE MEASURES 12 

IN ITS PORTFOLIO TODAY? 13 

A. There are a number of reasons the Company includes non-cost-effective 14 

measures in its portfolio. First, some measures are not cost-effective today but 15 

are expected to become cost-effective in the future. It behooves the Company 16 

and its customers to make strategic investments to transform the marketplace 17 

and drive earlier adoption of more efficient technologies.  18 

Second, some measures are included to meet the intent of legislation to 19 

offer meaningful participation to all customers and to reflect that customers 20 

expect some types of measures to be included. For example, water heating is 21 
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currently not cost-effective but the Company believes customers expect energy-1 

saving water heating measures to be available through their utility. 2 

Third, some non-cost-effective measures are included so the Company 3 

can achieve its Commission-approved energy efficiency goal. The requirement 4 

has led to the Company to include measures, like LED Street Lighting, that are 5 

not cost-effective but provide significant energy savings. 6 

Q. WHAT ARE SOME AREAS THE COMPANY COULD STRATEGICALLY 7 

REINVEST IN TO DELIVER MORE BENEFITS TO CUSTOMERS AND AVOID 8 

EMISSIONS? 9 

A. One area is in the use of DSM geo-targeting to reduce stresses on the 10 

Company’s distribution system. I will discuss the use of DSM geo-targeting in 11 

sections III and IV of my testimony. 12 

Across the portfolio, the Company will also invest in load-shifting 13 

technologies and services. Load-shifting occurs when demand is shift from on-14 

peak periods to shoulder and off-peak periods. This can be accomplished both 15 

through demand response actions and energy efficiency actions.  This would 16 

likely include using automation and operational controls to optimize customer 17 

appliances and systems to run less during the Company’s peak electricity usage 18 

periods and instead run during lower-cost periods. For example, a customer’s 19 

home automation system could be aligned to precool a customer’s home by 20 

running the air conditioner earlier in the day at a lower temperature and then 21 

turning the air conditioner off during the peak period. Another example would be 22 
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using automation and building controls to shift a business’s production systems 1 

to run demand intensive processes during off-peak periods. 2 

3 
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III. USE OF DSM GEO-TARGETING AS A TOOL TO DEFERRING DISTRIBUTION 1 
INVESTMENTS 2 

Q. WHAT IS DSM GEO-TARGETING AND HOW DOES IT FIT INTO THE DSM 3 

STRATEGIC ISSUES DOCKET? 4 

A. In the most broad sense, DSM geo-targeting refers to focusing DSM resources 5 

on a specific geographic location within the Company’s service territory. By 6 

focusing the Company’s marketing and outreach efforts on specific geographical 7 

areas with significant system constraints, the Company can accelerate the 8 

implementation of DSM programs in the areas that demand reductions are most 9 

critical, thus maximizing DSM benefits to all customers. Presently, the 10 

Company’s DSM offerings are not targeted to specific sectors of the system but 11 

instead look to avoid general investments on the system. This current, “one size 12 

fits all” approach is still effective but misses incremental opportunities for 13 

customers. Public Service is raising this issue in this proceeding in order to 14 

establish a regulatory framework to implement this more advanced targeting 15 

effort. 16 

Q. HOW WILL CUSTOMERS BENEFIT FROM THE COMPANY’S USE OF DMS 17 

GEO-TARGETING? 18 

A. Currently, if a local system upgrade is needed, the Company will invest in 19 

upgrading the local infrastructure by adding capacity.  However, by adding 20 

targeted DSM activities to its toolkit, the Company can defer or possibly avoid 21 

some of these system investments. This will result in greater flexibility to serve 22 

customers, while potentially lowering costs to all customers across the system.  23 
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Q. YOU MENTIONED THAT DSM GEO-TARGETING FOCUSES ON AREAS 1 

WITH SIGNIFICANT SYSTEM CONSTRAINTS. WHAT DO YOU MEAN BY 2 

“SYSTEM CONSTRAINTS?” 3 

A. System constraints may include areas where distribution system upgrades are 4 

necessary due to increased demand in a particular area. Distribution constraints 5 

occur when the peak demand on distribution equipment approaches or exceeds 6 

the thermal limits or capacity of the existing equipment. For example, if the utility 7 

has a distribution feeder that is experiencing above average growth of new 8 

development in the form of new homes or businesses this will add additional load 9 

to the feeder. Eventually, this additional load when combined with any existing 10 

load will exceed the capacity rating of the equipment. Traditionally, this results in 11 

the utility making capital investments to add capacity with investments like new 12 

feeders, substation upgrades, new substations or, potentially, DSM could be 13 

used to defer the investment by reducing the peak demand. By directly targeting 14 

the Company’s DSM offerings to areas with the greatest system constraints, the 15 

Company can defer costly upgrades by instead reducing the demand on the 16 

system.  17 

Deferral is accomplished through a combination of incremental spending 18 

on marketing and outreach activities and increased rebate spending. I will 19 

discuss some of the implementation strategies further in my testimony.  20 
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Q. CAN DSM GEO-TARGETING APPLY TO CONSTRAINTS OUTSIDE THE 1 

DISTRIBUTION SYSTEM? 2 

A. Yes. The Company believes that DSM geo-targeting could be used to defer 3 

transmission system investments; however, at this time, Public Service is only 4 

proposing to geo-target its DSM offerings to address constraints on the 5 

distribution system. The Company believes the distribution system offers the 6 

most immediate benefit and is less complicated than deferral at the transmission 7 

level. If, after learning from initial distribution level projects and studying the 8 

transmission potential further the Company believes there is a solution it will 9 

discuss that solution in a future DSM Plan or Strategic Issues proceeding. 10 

Q. HOW DOES THE COMPANY TRADITIONALLY EVALUATE DISTRIBUTION 11 

SYSTEM CONSTRAINTS AND PLAN FOR SYSTEM UPGRADES? 12 

A. Typically, the Company plans distribution upgrades over a five-year planning 13 

horizon. The Company identifies system assets that are nearing their maximum 14 

capacity limits, then budgets funding to add capacity-related upgrades to 15 

accommodate future load growth. The Company assesses the likely impacts of 16 

system growth on its capacity needs, including the risk of overloads and the 17 

system’s ability to handle single contingency events (for outages and 18 

maintenance).  19 
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Q. CAN YOU PROVIDE MORE DETAIL ON HOW THE COMPANY BUDGETS 1 

FOR DISTRIBUTION INVESTMENTS? 2 

A. Yes. Distribution investments can be categorized into four capital budget 3 

groupings, depending on the primary purpose of the project. These groupings 4 

include: asset health; capacity; new business; and, fleet, tools, and equipment. 5 

The local economy is often a major driver for capital investments by virtue of 6 

serving new customers and moving infrastructure to accommodate road 7 

widenings, street lights additions, and capacity additions. Of the four capital 8 

budget groupings, capacity investments are the only opportunity to defer costs. 9 

The Company’s capacity investments include all distribution system projects 10 

associated with upgrading or increasing capacity to handle load growth on the 11 

system and to serve load when other elements of the distribution system are out 12 

of service. This includes installing new or upgraded substation transformers and 13 

distribution feeders. Capacity projects generally span multiple years and are 14 

necessitated by increased load from either existing or new customers.  15 

Q. HOW WILL DSM GEO-TARGETING HELP REDUCE OR ELIMINATE SOME 16 

OF THESE COSTS? 17 

A. DSM geo-targeting is one tool that can facilitate distribution planning. If 18 

implemented effectively, DSM geo-targeting offers the opportunity to defer or 19 

potentially avoid some of the costs associated with capacity investments. 20 

Historically, these programs encompass about 17 percent of the Company’s five-21 
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year budget, which is approximately $270 million. The Company expects that 1 

DSM geo-targeting may defer a subset of these distribution costs. 2 

Q. WHY DO WOULD GEO-TARGETING ONLY DEFER A SUBSET OF 3 

DISTRIBUTION COSTS? 4 

A. I say this for several reasons. First, not all capacity projects can be deferred. 5 

Second, it does not make sense to pursue DSM geo-targeting if it is not cost-6 

effective. For instance, the Company is in the process of requesting approval to 7 

construct three new distribution substations as part of the Greeley Area Plan in 8 

Proceeding 17A-0146E. One of the main drivers for the project is the age and 9 

condition of the existing 44kV transmission system, which would not make it a 10 

candidate for deferral.  11 

Q. WHAT TYPES OF PROJECTS WOULD BE GOOD CANDIDATES FOR GEO-12 

TARGETING? 13 

A. A variety of factors will influence whether a project would be a good candidate for 14 

DSM geo-targeting. These include: 15 

• Projects that include the addition of capacity for new feeders or new 16 

transformers at existing substations.  Although deferral of a 17 

transformer and feeders at a new substation would not be 18 

deferrable, subsequent capacity additions could be deferrable.  19 

• Areas with moderate growth rates, as opposed to areas with higher 20 

growth rates. 21 
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• Projects that are not primarily intended to replace aging 1 

infrastructure. 2 

Based on these general characteristics, the Company anticipates that at 3 

any given time there could be several potential projects (e.g. one to five) that 4 

would benefit from DSM geo-targeting. 5 
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IV. THE COMPANY’S PROPOSED DSM GEO-TARGETING FRAMEWORK 

Q. WHAT IS THE COMPANY’S PROPOSAL FOR DSM GEO-TARGETING? 1 

A. There are currently no Commission guidelines in place regarding the use of DSM 2 

geo-targeting. Public Service is therefore proposing the Commission approve a 3 

framework the Company can implement on a going-forward basis. Specifically, 4 

the Company believes it is important to establish a framework that: 5 

1) Determines the methodology, implementation, and evaluation 6 

guidelines for DSM geo-targeting; and 7 

2) Authorizes the Company to incent geo-targeted customers with 8 

greater DSM rebates than non-targeted customers.  9 

I explain each in more detail below. 10 

A. Identification of DSM Geo-Targeting 11 

Q. PLEASE SUMMARIZE THE CRITERIA THE COMPANY WILL USE TO 12 

DETERMINE WHAT TYPE OF PROJECTS WOULD QUALIFY FOR DSM GEO-13 

TARGETING. 14 

A. The Company typically determines its capital spending over a five-year horizon. 15 

Consistent with this, the Company proposes to annually review its five-year 16 

projections to determine if any of the capacity upgrades can be deferred by DSM 17 

geo-targeting. The Company will apply two criteria to the capacity projects to 18 

determine eligible DSM geo-targeting project candidates. Projects that include 19 

deferred infrastructure costs of at least $500,000 and that allow at least two 20 

years until the forecasted in-service date of the infrastructure will be eligible for 21 
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DSM geo-targeting. DSM geo-targeted solutions are more viable for projects that 1 

have higher deferred costs and a sufficient amount of time to acquire savings. In 2 

addition to meeting these criteria, the constrained area must have adequate 3 

potential (which I describe below), and this potential must be capable of being 4 

acquired cost-effectively before the in-service date of the infrastructure. Finally, 5 

the Company would assess deferral projects in the context of projections of 6 

future infrastructure siting and costs.  7 

Q. WHAT DO YOU MEAN BY “ADEQUATE POTENTIAL.” 8 

A. By “adequate potential,” I mean that the Company will determine the saturation 9 

level of DSM in the affected area. The primary way for the Company to determine 10 

the saturation level would be to review past participation records to determine the 11 

level of customer participation in the affected area. Typically, deferral projects will 12 

focus on reducing peak demand, which makes measures such as Saver’s 13 

Switch® or high-efficiency air conditioners better measures for DSM geo-14 

targeting. If an area is already highly saturated with these types of measures, 15 

incremental savings may not be available. However, it is possible the Company 16 

could leverage existing resources, like Saver’s Switch®, to utilize them in a 17 

manner that aligns more closely with how customers use energy in a specific 18 

area to achieve additional savings at peak periods. 19 

  Additionally, the Company will assess whether the existing potential can 20 

be acquired at sufficient levels to accomplish the deferral in a cost-effective 21 

manner. Since there is specific timing associated with the deferral, the Company 22 
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will also assess if it is feasible to acquire enough savings by the in-service date 1 

of the infrastructure.  As the Company gains experience with DSM geo-targeting, 2 

it will be able to use this experience to inform, select, and execute future projects. 3 

Q. PLEASE EXPLAIN WHAT YOU MEAN BY “PROJECTIONS OF FUTURE 4 

INFRASTRUCTURE SITING AND COSTS.” 5 

A. In locations that are experiencing rapid load growth, future project costs or 6 

infrastructure siting may render deferral technically possible, but not cost-7 

effective. For example, in some instances, deferring construction of a new 8 

substation may not be cost-effective if the deferred costs are impacted by higher 9 

project costs (e.g., higher land costs and more onerous siting requirements as 10 

the area develops). As the Company evaluates project opportunities, it will 11 

consider the benefits of the deferral and how the costs of the deferred 12 

infrastructure may change over time. The Company will also evaluate if the 13 

deferral of infrastructure makes future siting and construction more challenging. 14 

B. Implementation of DSM Geo-targeting 15 

Q. HOW DOES THE COMPANY PROPOSE TO IMPLEMENT ITS DSM GEO-16 

TARGETING STRATEGY? 17 

A. The Company proposes to implement its DSM geo-targeting strategy similar to 18 

how it implements its current DSM strategy. In a traditional DSM implementation, 19 

the Company conducts marketing and outreach to influence customers to adopt 20 

energy efficiency and demand response measures. Influence efforts may include 21 
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direct marketing campaigns, direct financial rebates and incentives, and outreach 1 

at community events. 2 

The primary difference with DSM geo-targeting would be identifying a 3 

specific set of customers, then tailoring our messaging and outreach to those 4 

customers. Rather than using broad messaging and outreach strategies, DSM 5 

geo-targeting requires that the messaging be tailored to the specific customer 6 

and indicate whether there is a specific rebate or a specific benefit to the 7 

customer participating that is unique to that of the general customer.   8 

Another difference is that it may be necessary to provide certain 9 

customers with an enhanced level of rebates or incentives to induce participation.  10 

Permitting the Company to offer higher rebates or incentives to geo-targeted 11 

customers is reasonable because targeted customers may experience longer 12 

payback periods or have less interest in program participation.  The Company is 13 

currently authorized to increase customer rebates without going through a 60-day 14 

Notice process. However, the Company is specifically seeking authorization from 15 

the Commission to provide enhanced rebates or incentive spending to geo-16 

targeted customers. 17 

Q. PLEASE ELABORATE ON HOW POTENTIAL PARTICIPANTS WOULD BE 18 

IDENTIFIED. 19 

A. The Company would identify customers through its databases and geographic 20 

information systems. Furthermore, the Company’s Advanced Grid Intelligence 21 

and Security (“AGIS”) Project (Proceeding No. 16A-0588E), once implemented, 22 
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will provide the Company with additional granularity to better identify and target 1 

customers that may have the greatest impact on reducing distribution constraints. 2 

Q. PLEASE ELABORATE ON THE SPECIFIC MESSAGING AND OUTREACH 3 

THAT MAY BE USED TO ENGAGE PARTICIPANTS. 4 

A. The specific messaging and forms of outreach will vary based on the community 5 

and area the Company is targeting. However, the Company expects DSM geo-6 

targeting projects to present greater opportunities and need to use local channels 7 

to engage and communicate with customers in targeted areas. In similar efforts 8 

around the country, other utilities and vendors seek to collaborate with respected 9 

local organizations and individuals to accomplish program objectives. The 10 

Company’s experience with more local engagement is growing through existing 11 

programs like Partners In Energy, and the Company expects this will be an 12 

increasing point of emphasis as it brings forward DSM geo-targeting projects. 13 

For example, if the Company is working in an existing planned community, 14 

it may partner with the Homeowner’s Association (“HOA”); leverage multiple 15 

points of contact, such as the HOA newsletter; engage with resident interest 16 

groups; and promote at local events. The Company’s messaging will be targeted 17 

to draw upon interests of local residents and businesses.  18 

Q. WHAT TYPES OF MEASURES IN THE EXISTING DSM PORTFOLIO LEND 19 

THEMSELVES TO THIS TYPE OF STRATEGY? 20 

A. The Company will target measures that address specific distribution system 21 

needs in particular areas. Most commonly, the Company expects to use DSM 22 
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geo-targeting to solve capacity-related issues by reducing load in the affected 1 

area during peak times. For example, on a residential feeder, the Company might 2 

use measures that provide load reduction during the feeder peak, which is 3 

typically later than the system peak. In such an instance, measures such as 4 

Saver’s Switch®, evaporative cooling, high-efficiency air conditioners, duct 5 

sealing, and home insulation are potential fits. 6 

Q. PLEASE SUMMARIZE THE COMPANY’S PROPOSAL FOR BUDGETING ITS 7 

DSM GEO-TARGETING PROJECTS. 8 

A. The Company proposes that the level of incremental DSM spent on DSM geo-9 

targeting be capped at the incremental benefit of avoided distribution capacity in 10 

a capacity-constrained area. This capping ensures that DSM geo-targeting 11 

produces net benefits under the Modified Total Resource Cost Test (“MTRC”) 12 

and the Utility Cost Test (“UCT”). 13 

Q. HOW WILL THE COMPANY IDENTIFY THE INCREMENTAL BUDGETS 14 

NECESSARY FOR DSM GEO-TARGETING IN A DSM PLAN? 15 

A. The Company plans to include a product-level line item in the Residential 16 

Program for DSM geo-targeting. Each DSM geo-targeting project will be treated 17 

similarly to the Company’s existing Custom product contained within the 18 

Business program. This treatment requires that each project be cost-effective on 19 

a standalone basis and use the technical assumptions and deemed savings of 20 

the measures contained within the Company’s existing products and measures. 21 
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This will ensure cost-effectiveness for each project and provide transparency on 1 

the total spending, savings, and benefits of DSM geo-targeting. 2 

Q. HOW WILL THE COMPANY TRACK AND APPLY THE INCREMENTAL 3 

SAVINGS ASSOCIATED WITH ITS DSM GEO-TARGETING STRATEGY? 4 

A. Public Service uses Salesforce as its recordkeeping system for DSM programs. 5 

The Salesforce platform allows the Company to calculate, on a measure-by-6 

measure basis, the energy and demand savings, as well as the rebates paid 7 

through individual calculators. The Company would create calculators for each of 8 

these projects and measures then individually calculate the incremental savings 9 

and costs associated with its DSM geo-targeting efforts. 10 

C. Evaluating the Cost-Effectiveness 11 

Q. PLEASE SUMMARIZE THE COMPANY’S PROPOSAL FOR COST-12 

EFFECTIVENESS CRITERIA. 13 

A. The Company proposes to claim the incremental benefit of distribution capacity 14 

avoidance from DSM geo-targeting in its total accounting for benefits associated 15 

with DSM programs. The incremental value would be equal to the avoided cost of 16 

the targeted system upgrade less any general distribution credit claimed by the 17 

portfolio. 18 

To provide an example, in a DSM plan, a high-efficiency air conditioner 19 

installed at a residence is estimated to result in $50 in system-wide avoided 20 

distribution capacity over the lifetime of the measure. However, in a distribution-21 

constrained area, it is estimated that the avoided distribution capacity for a single 22 
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air conditioner results in $300 savings over the lifetime of the measure. This 1 

amounts to an incremental $250 in lifetime benefits. 2 

Therefore, the enhanced spend through customer rebates or increased 3 

product marketing of this DSM measure in the distribution-constrained area 4 

would be capped at $250 per unit. This ensures both the MTRC and the UCT 5 

results remain positive for the DSM geo-targeting of the measure. 6 

Q. PLEASE SUMMARIZE THE COMPANY’S PROPOSAL FOR INCLUDING 7 

INCREMENTAL AVOIDED DISTRIBUTION CAPACITY BENEFITS INTO THE 8 

DSM PORTFOLIO. 9 

A. The Company proposes that the incremental avoided distribution capacity in a 10 

constrained area be applied to all DSM achievement within the constrained area. 11 

This incremental avoided distribution capacity is calculated as the value of 12 

avoided distribution capacity in the constrained area minus the assumed system-13 

wide avoided distribution capacity applied to the DSM portfolio. In the air 14 

conditioning example I mentioned earlier, the $300 in avoided distribution 15 

capacity per air conditioner installed in the constrained area would be included in 16 

the DSM Portfolio cost-benefits and any DSM incentive mechanism calculation. 17 

This value would be included as a technical assumption with any proposed DSM 18 

geo-targeting project and reflected in the Company’s technical assumption 19 

appendix to its DSM Plan. 20 
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Q. HOW DOES THE COMPANY’S COST-EFFECTIVENESS PROPSAL ENSURE 1 

ALL CUSTOMERS BENEFIT FROM DSM GEO-TARGETING? 2 

A. The Rate Impact Measure (“RIM”) Test and the UCT are the two methodologies 3 

that reflect the value of DSM on customers. The RIM test, which considers the 4 

impact to non-participants, considers both the spending and lost revenue 5 

associated with DSM. To pass the RIM test, the system benefits must exceed the 6 

sum of both the DSM spend and lost revenue due to DSM participation. The 7 

Utility Cost Test considers the impact to all customers as it considers the 8 

spending associated with DSM versus the reduction in revenue requirements for 9 

the Company. 10 

Both of these tests are important for determining the value of DSM; 11 

however, Colorado’s DSM statute requires the Company to evaluate its programs 12 

using the MTRC.  This method considers the utility’s costs, the participant’s 13 

costs, and the utility benefits, but it disregards the lost fixed costs. Therefore, in 14 

order to better balance the impacts of DSM geo-targeting the Company proposes 15 

to limit its investments, or budget, for these projects to be less than the avoided 16 

costs.  17 
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V. CHANGES TO CODES, STANDARDS, AND BASELINES 

Q. PLEASE SUMMARIZE WHAT THIS SECTION OF YOUR TESTIMONY 1 

ADDRESSES. 2 

A. Mr. White introduces the impact that changing codes, standards, and baselines 3 

will have on future energy efficiency savings.  This section of my testimony 4 

addresses how changes to codes, standards, and baselines affect the design 5 

and delivery of Public Service’s DSM programs.  The two overarching categories 6 

I address are lighting codes, standards and baselines, and building codes and 7 

standards. 8 

Q. PLEASE DEFINE WHAT A CHANGE TO A CODE, STANDARD, OR 9 

BASELINE MEANS. 10 

A. Codes and standards are promulgated as the result of legislative or 11 

administrative action by federal, state, and local governments that require 12 

increased levels of efficiency from home and business appliances, equipment, 13 

construction, or technologies. This has the effect of naturally increasing the 14 

efficiency level outside of the direct influence of utility-sponsored energy 15 

efficiency programs. It also has the effect of reducing the potential for the utility’s 16 

programs to achieve cost-effective savings. 17 
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Q. IS THERE A UNIFORM ENERGY CODE THAT APPLIES THROUGHOUT THE 1 

STATE OF COLORADO? 2 

A. No. In Colorado, there is an overlapping patchwork of local (city/county) and 3 

federal codes, standards, and guidance related to commercial and residential 4 

energy consumption. 5 

Q. PLEASE DESCRIBE HOW CHANGES TO STANDARDS AFFECT PUBLIC 6 

SERVICE’S ACHIEVABLE DSM POTENTIAL. 7 

A. In determining the savings resulting from DSM products and programs, the 8 

energy consumption from the energy efficient option is compared to the energy 9 

consumption from the standard-efficiency option of the technology. For instance, 10 

when a customer elects to install a new air conditioner that is more efficient than 11 

the basic offering, the energy consumption for the basic and efficient cooling 12 

system are calculated. The calculations take into account the space cooled, the 13 

efficiency of the equipment, and the amount of time the equipment must run to 14 

achieve the same level of comfort. The difference between the consumption for 15 

the basic and efficient systems is the resulting savings.  Increased standards 16 

cause the energy consumption of the standard-efficiency option to decrease.  17 

This, in turn, reduces the difference between the two consumptions, reducing the 18 

resulting savings that can be achieved by using energy efficient technology. 19 

Q. WHAT ARE SOME CHANGES TO CODES, STANDARDS, AND BASELINES 20 

THAT THE COMPANY EXPECTS TO SEE BETWEEN 2019 AND 2023? 21 

A. Currently, the Company expects to see changes in the following areas: 22 
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1. Residential and Commercial lighting technologies; 1 

2. Commercial and residential building codes; 2 

3. Variable frequency drives (“VFD”); and 3 

4. Electronically commutated motors (“ECM”) in residential furnaces. 4 

A. Lighting  5 

Q. WHAT IMPACT DOES LIGHTING HAVE ON THE CURRENT PORTFOLIO 6 

AND COMPANY’S PROPOSED ENERGY EFFICIENCY GOALS? 7 

A. In 2016, lighting measures accounted for about 66 percent (269 GWh) of the 8 

Company’s total portfolio achievement. LED technologies made up the bulk of 9 

lighting contributions, accounting for about 38 percent (154 GWh) of the 10 

Company’s total portfolio achievement.  As I discuss below, changes to lighting 11 

baselines will significantly reduce the potential for claimed savings, which is part 12 

of the reason the Company is proposing to adjust its existing energy efficiency 13 

goal.  14 

Q. DOES THE COMPANY’S 2016 POTENTIAL STUDY REFLECT THE 15 

DIMINISHED POTENTIAL SAVINGS THAT CAN BE ACHIEVED FROM 16 

PRODUCTS DIRECTED AT THE RESIDENTIAL AND BUSINESS LIGHTING 17 

MARKETS? 18 

A. To some extent, yes. Changes to lighting and VFDs that were known and 19 

predictable at the time the study was conducted are reflected in the Potential 20 

Study. However, many changes to building codes and standards are not 21 

reflected. This is because these changes tend to occur at the local level and not 22 
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territory-wide. It is also difficult to predict future changes to codes and standards.  1 

Therefore, it is difficult for a third-party to truly gauge the Company’s potential 2 

savings.   3 

Q. WHAT ROLE DOES LIGHTING PLAY IN PUBLIC SERVICE’S ENERGY 4 

EFFICIENCY PORTFOLIO? 5 

A. Lighting measures, including lamps, fixtures, controls, and other ways to reduce 6 

energy consumption for interior and exterior lighting account for approximately 66 7 

percent of savings Public Service customers realized from measures 8 

implemented in the 2016 program year. More specifically, LED A lamp4 savings, 9 

the measure most accessible to small business and residential customers, 10 

currently represent one-tenth of the business lighting units rebated and three 11 

quarters of the residential program units rebated or otherwise provided to 12 

customers through Public Service’s energy efficiency programs. 13 

Q. HOW DO CODES AND STANDARDS AFFECT CUSTOMERS’ LIGHTING 14 

OPTIONS? 15 

A. National lighting codes and standards tend to be industry-wide mandates that 16 

require all equipment to meet certain minimum efficiency levels. With regard to 17 

lighting, there are currently four intertwined legislative, code, and legal actions 18 

that stand to impact customer lighting options in the coming years.  These 19 

actions are: 20 

4 A Lamps are most commonly used for general purpose, omni-directional lighting. They are typically pear 
shaped and have an Edison screw base.  
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(1) The Energy Independence and Security Act (“EISA”) of 2007 backstop 1 

requirement, Title III Subtitle B, Section 321, will become effective 2 

beginning January 1, 2020. The backstop requirement states that the U.S. 3 

Department of Energy (“DOE”) shall prohibit the sale of any general 4 

service lamp that does not meet a minimum efficacy standard of 45 5 

lumens per watt.  6 

(2) The DOE has issued a final rule that broadens the definition of lamps 7 

affected by the EISA 2020 legislation, discontinuing several exempted 8 

lamps on the list such as specialty and reflectors bulbs.5   9 

(3) The third component is the Burgess Amendment of 2011, a congressional 10 

rider that prohibits the DOE from enforcing the above legislation.  It is 11 

uncertain at this time how many manufacturers and retailers will fully 12 

comply with the legislation. 13 

(4) The National Electrical Manufacturers Association (“NEMA”) has filed a 14 

related lawsuit and communicated to the DOE that the rules must be 15 

reviewed pursuant to the Trump administration’s regulatory freeze memo 16 

issued January 20, 2017.   17 

These actions will impact whether manufacturers are compelled to limit 18 

production of the least efficient bulbs currently available to customers.  For 19 

example, only LED and compact fluorescent light (“CFL”) bulbs can currently 20 

5 10 C.F.R. § 430. 
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reach the 45 lumens per watt requirement. The outcome of the NEMA lawsuit 1 

could slow the transition from halogen bulbs to more efficient bulbs.  2 

Q. IF THE IMPLEMENTATION OF THE RULES IS HALTED, WILL LESS 3 

EFFICIENT BULBS WILL BECOME MORE COMMON? 4 

A. Not likely. Manufacturing trends indicate that, even without the mandates, 5 

efficient lighting is becoming a more popular choice for many customer 6 

segments. The lighting industry is rapidly changing with the evolution of LEDs 7 

and lighting controls. There is a different cadence for product adoption between 8 

the residential and business markets.  The residential market, having less 9 

complex and varied products, has been the leader in upgrading to LEDs. The 10 

business LED market is now seeing product price reductions and a more 11 

measured pace in the race for efficacy, which makes higher efficiency lighting 12 

products affordable for customers. For instance, business customers now have 13 

access to new LED fixtures, retrofit kits, and linear replacement lamps. 14 

Q. PLEASE PROVIDE EXAMPLES OF THIS TREND. 15 

A. One example is that 2016 third-quarter NEMA data indicates that LED bulbs are 16 

growing and have reached a penetration of 32 percent of bulb shipments,6 up 17 

from just 14 percent a year earlier, even though the EISA 2020 backstop 18 

requirement is years away.   19 

6 National Electrical Manufacturers Association – https://www.nema.org/Intelligence/Pages/Lamp-
Indices.aspx.  NEMA data is a composite of member companies’ U.S. shipments of a variety of lamp 
types, including and is designed to track underlying demand for these types of lamps.  This is the most 
recent data available at the time of filing.  
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Second, several manufacturers and retailers have discontinued offering 1 

CFL bulbs, and instead are transitioning their focus to LEDs for high-efficiency 2 

lighting. Many others are planning to phase CFL bulbs out by 2020. These 3 

include some large, well-known consumer brands that have significant influence 4 

on customer choices.7   5 

Last, high efficiency lighting has a longer operating life than current 6 

standard lamps and fixtures. This has two effects. First, it means customers 7 

enjoy the benefits of less-frequent bulb changes and replacement purchases. 8 

Second, the longer operating life means that, over time, fewer lamps need to be 9 

replaced each year because bulbs do not fail as often. Bulb manufacturers have 10 

confirmed this trend, but total bulb sales remain high due to LED conversions. As 11 

demand for LEDs begins to level-off, the Company anticipates the need for new 12 

bulbs will decline and there will be an overall reduction in lighting sales. 13 

Q. HOW DOES THE COMPANY ANTICIPATE ITS ENERGY EFFICIENCY 14 

PROGRAMS WILL BE INFLUENCED BY CHANGES IN LIGHTING 15 

TECHNOLOGY? 16 

A. Energy efficiency savings are based on technical assumptions that compare 17 

baseline equipment that would meet customers’ needs to the more efficient 18 

option Public Service encourages customers to install. For example, with respect 19 

to residential A Lamps, the baseline equipment that would meet a customer’s 20 

7 Two examples are: General Electric – http://www.gereports.com/say-goodbye-say-hello-ge-stops-
making-cfls-says-go-go-go-to-leds/ and IKEA: http://www.ikea.com/us/en/about ikea/newsitem/ 
sustainability strategy2012. 
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Q. IF THE SAVINGS IS SMALL AND THE INCREMENTAL COSTS CONTINUE 1 

TO FALL, SHOULD PUBLIC SERVICE REDUCE REBATES TO MAINTAIN 2 

COST-EFFECTIVENESS? 3 

A. No.  By the definition of the MTRC, changing the rebate does not make a 4 

measure more cost-effective.  Furthermore, a measure that is marginally cost 5 

effective may be affected by program attribution.  Since the Company’s programs 6 

apply a net-to-gross (“NTG”) ratio, equipment rebated at a lower level typically 7 

results in less influence on equipment stocking and pricing such that more and 8 

more customers would choose the efficient option without any intervention by 9 

Public Service.  Even though the rebates and NTG do not directly affect the 10 

MTRC score for a measure, the program administration costs are then spread 11 

across fewer measures due to a lower NTG, which can reduce cost effectiveness 12 

below 1.0.   13 

Q. IN LIGHT OF THE TESTIMONY YOU HAVE PROVIDED SO FAR, IS THERE 14 

STILL A NEED FOR ENERGY EFFICIENT LIGHTING PRODUCTS? 15 

A. Yes. According to a May 2017 U.S. Energy Information Administration survey,8 16 

71 percent of U.S. homes still have no LED bulbs even though sales of LEDs 17 

have surged in the past few years.  Further, only one percent of U.S. residences 18 

report that they exclusively use LED bulbs and 11 percent say they use only 19 

incandescent bulbs.  20 

8 See, U.S. Energy Information Administration, “Today in Energy”, 
https://www.eia.gov/todayinenergy/detail.php?id=31112 
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As I mentioned earlier, the 2016 third-quarter NEMA data indicates that 1 

LED bulbs are growing and have reached a penetration of 32 percent of bulb 2 

shipments. However, the majority of bulbs shipments were halogen and 3 

incandescent at a combined penetration of 54 percent.  4 

Attachment DAB-2, Xcel Energy’s Colorado Lighting Market Study, 5 

January 2016, indicates a 37 percent saturation of screw-in energy efficient bulbs 6 

including both CFLs and LEDs for residential customers.  A high percentage of 7 

businesses, 81 percent, reported challenges to making energy efficient 8 

upgrades.  The most common challenges reported were lack of capital, high 9 

product costs, and cost-effectiveness.  10 

Although it is clear that LED lighting sales have increased in the past few 11 

years, customers continue to purchase and install a high volume of inefficient 12 

bulbs. Therefore, energy efficient lighting products are still necessary. 13 

Q. WHAT ACTIONS DOES PUBLIC SERVICE PROPOSE TO CREATE ENERGY 14 

EFFICIENT LIGHTING PRODUCTS THAT ADDRESS THE CODES, 15 

STANDARDS, AND MANUFACTURER TRENDS IN LIGHTING? 16 

A. The Company believes it is most prudent to assume the legislative backstop 17 

requirement will be implemented and a majority of manufacturers and retailers 18 

will comply with this legislation. However, the Company also assumes the final 19 

DOE decision expanding the list of affected bulbs will not be enforced, and the 20 

adjusted baseline described below will only be applicable to A Lamp bulbs. 21 
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Even with these assumptions, based on past experience with phase one 1 

of the EISA legislation during 2012 - 2014, there will be significant availability of 2 

standard-efficiency halogen lights, either for sale, through shelf-stocking, or 3 

hoarding practices beyond the January 1, 2020.  There will also be potential for 4 

lighting measures such as A lamp energy efficient bulbs. 5 

Furthermore, it is reasonable to assume manufacturers will not make and 6 

sell lamps that meet but do not exceed the 45 lumen per watt standard set forth 7 

in the legislation. These assumptions will decrease the availability of CFLs in the 8 

market after 2019.   9 

Q. DOES PUBLIC SERVICE PLAN TO TAKE ANY ADDITIONAL ACTIONS TO 10 

ADDRESS THE CODES, STANDARDS, AND MANUFACTURER TRENDS IN 11 

LIGHTING? 12 

A. Yes. To address the program attribution aspects of market changes, Public 13 

Service plans to realign lighting products that currently promote mostly A Lamp 14 

bulbs to focus on bulbs that result in a higher NTG and net benefits. 15 

Q. PLEASE EXPLAIN THIS APPROACH IN MORE DETAIL. 16 

A. LED A lamps currently make up about 75 percent of purchases through Public 17 

Service’s Home Lighting & Recycling product. As this type of lamp becomes less 18 

cost-effective, the Company will reduce its overall outreach tactics to the general 19 

public and implement a more targeted approach. The more targeted approach 20 

will also include promoting LEDs to income-qualified customers and small 21 

business customers.  Ensuring income-qualified customers have access to 22 
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discounted LEDs helps these customers save energy and money through energy 1 

efficient products, and is also consistent with C.R.S. § 40-3.2-104(4).  Discounted 2 

home lighting upgrades can be an effective way to reach income-qualified 3 

customers because their access to capital may be limited and other low-cost 4 

measures may not be appropriate if they do not own a home. Furthermore, 5 

lighting improvements can be implemented in scalable quantities with relatively 6 

small capital outlays, but still have an immediate benefit to customers by 7 

reducing their bill. 8 

The Company will also target smaller businesses through the product 9 

through channels where they can buy LEDs in bulk, such as wholesale or 10 

warehouse clubs. Discussions with customers, vendors, and trade partners have 11 

indicated that small business customers are less likely than larger business 12 

customers to participate in the midstream program, so Public Service believes it 13 

should continue to maintain channels for small business customers to purchase 14 

discounted LEDs.  15 

Q. HOW DO THE ACTIONS YOU MENTIONED ABOVE IMPACT THIS 16 

PROCEEDING? 17 

A. The expected changes in energy efficient lighting products affect this proceeding 18 

in two ways: energy efficiency goals and energy efficiency budgets. 19 
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Q. PLEASE DESCRIBE HOW CHANGES TO ENERGY EFFICIENT LIGHTING 1 

PRODUCTS IMPACT THE COMPANY’S ENERGY EFFICIENCY GOALS. 2 

A. As explained above, the new lighting standards will reduce the energy efficiency 3 

savings the Company can cost-effectively achieve. This is reflected in the 4 

Alternative Lighting scenario of the 2016 Potential Study introduced in Section III 5 

of the Direct Testimony of Company witness Mr. White.   6 

B. Building Codes 7 

Q. WHAT AREAS OF THE COMPANY’S SERVICE TERRITORY WILL BE 8 

AFFECTED BY CHANGES TO BUILDING CODES? 9 

A. Some areas within the Company’s service territory have already adopted 10 

changes to building codes, such as the City of Boulder. The Company anticipates 11 

more areas in the Denver Metro and Front Range area will adopt more stringent 12 

building codes in the coming years. 13 

Q. CAN YOU ILLUSTRATE THE AFFECT OF BUILDING CODE CHANGES ON 14 

THE DSM POTENTIAL FOR RESIDENTIAL AND BUSINESS PROGRAMS? 15 

A. For commercial new construction products, the code change to 2015 16 

International Energy Conservation Code® (“IECC”) and the corresponding 17 

American Society of Heating, Refrigeration, and Air-Conditioning Engineers 18 

(“ASHRAE”) 90.1-2013 modeling standard resulted in more stringent baselines 19 

for energy use and consumption compared to previous editions. These newer 20 

standards for baseline energy use and consumption have decreased the margins 21 

from which Public Service can claim savings on a given project.  22 
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For example, a building designed under 2009 IECC codes and modeled 1 

under the ASHRAE 90.1-2007 baseline might have a baseline electric 2 

consumption of 100,000 kWh. If the results of successful modeling yielded a 3 

building that saves 15 percent electric consumption over the baseline (the 4 

minimum savings requirement of the Energy Design Assistance (“EDA”) product), 5 

the Company could claim 15,000 kWh for that building. 6 

That same building, under 2015 IECC codes and modeled under the 7 

ASHRAE 90.1-2013 baseline, might have a baseline electric consumption of 8 

80,000 kWh. If the results of successful modeling yielded a building that saves 15 9 

percent electric consumption over the baseline, the Company could claim 12,000 10 

kWh for that building. 11 

Q. HOW HAS COMMERCIAL NEW CONSTRUCTION IMPACTED THE 12 

COMPANY’S RECENT ENERGY SAVINGS? 13 

A. The Business New Construction (“BNC”) product has contributed to an average 14 

of 17 percent of the business program’s total kWh savings achievement and nine 15 

percent of the portfolio’s total kWh savings achievement since 2013. 16 

Table DAB-D-2: Historic BNC Achievement 17 

 Metric: Net Gen kWh    
 BNC 

Achievement 
Business 
Program 

Achievement 

BNC % of 
Business 
Program 

Achievement 

Portfolio 
Achievement 

BNC % of 
Portfolio 

Achievement 

2013 35,434,688 220,305,292 16% 384,229,680 9% 
2014 34,134,139 210,899,234 16% 391,615,207 9% 
2015 47,451,897 228,917,215 21% 405,702,592 12% 
2016 31,983,470 211,732,245 15% 410,498,551 8% 

 18 
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Q. DO ALL OF THESE ACHIEVEMENTS COME FROM AREAS WITH MORE 1 

STRINGENT BUILDING CODES? 2 

A. Not all, but many. For instance, the City of Lakewood has not yet changed to the 3 

2015 IECC. However, the City and County of Denver and many surrounding 4 

municipalities have adopted the new code, including the City of Boulder, which 5 

has developed its own code. The majority of projects in EDA are in areas where 6 

the 2015 IECC has been adopted. 7 

Q. WHAT EFFORTS HAS PUBLIC SERVICE MADE TO TRANSFORM THE BNC 8 

MARKET AND ADVANCE BUILDING CODES AND STANDARDS? 9 

A. The Company has engagements and affiliations with related trade organizations.  10 

Through these affiliations, the Company holds trainings, seminars, webinars, and 11 

educational events to increase outreach and education to its customers. Such 12 

organizations include: The U.S. Green Building Council (“USGBC”), the 13 

Southwest Energy Efficiency Project (“SWEEP”), Rocky Mountain Association of 14 

Energy Efficiency Engineers (“RMAEEE”), the National Renewable Energy 15 

Laboratory (“NREL”), the International Building Performance Simulation 16 

Association (“IBPSA”), and more.  17 

The Company also works alongside other software development firms to 18 

host trainings for trade partners in the area to better understand updates to the 19 

DOE modeling tools used to implement the product to ensure that the program 20 

and its providers are utilizing the most up-to-date modeling procedures to 21 

maintain the highest possible quality standards in its project achievement.  22 
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Q. HOW CAN THE COMPANY CONTINUE TO TRANSFORM THE BNC MARKET 1 

AND DRIVE CODE COMPLIANCE? 2 

A. While many jurisdictions throughout the state have adopted more stringent 3 

building codes for new construction, there are still jurisdictions under the 4 

compliance of older code baselines. The City of Lakewood, for example, still 5 

utilizes 2009 IECC and ASHRAE 90.1-2007 for new construction projects. This 6 

offers immense opportunities for development projects in that jurisdiction 7 

because the older codes can yield higher savings over the local baseline, which 8 

in turn yields higher customer rebates for those projects. Trends in the market 9 

such as Net-Zero buildings and Net-Zero districts, and newer certifications such 10 

as LEED WELL Building Standard also provide opportunities for the Company to 11 

influence the ongoing development of the building environment.9 12 

C. Motor Standards 13 

Q. DOES THE COMPANY ANTICIPATE ANY CHANGES TO MOTOR 14 

STANDARDS THAT MIGHT IMPACT THE COMPANY’S CURRENT 15 

PORTFOLIO? 16 

A. Yes. In 2014, the DOE established standards for ECMs which are set to take 17 

effect in 2019. These new standards will effectively eliminate the ECM measure 18 

beginning in 2020.  In 2016, the Company claimed approximately 3.9 GWh of 19 

9 LEED WELL is grounded in a body of medical research that explores the connection between the 
buildings where people spend more than 90 percent of their time, and the health and wellness of its 
occupants. WELL Certified™ spaces and WELL Compliant™ core and shell developments can help 
create a built environment that improves the nutrition, fitness, mood, and sleep patterns. 
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energy savings and forecasts approximately 5.9 GWh of energy savings in 2019. 1 

Because the ECM standard goes into effect in 2020, the Company cannot expect 2 

this level of savings in 2020. 3 
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VI. DSM POLICY ISSUES 1 

Q. WHAT IS THE PURPOSE OF THIS SECTION OF YOUR TESTIMONY? 2 

A. The purpose of this section of my testimony is to address the Company’s 3 

requirements from the 2017/2018 DSM Plan to discuss the use of vendor 4 

incentives and third-party consultants in the implementation of its DSM Plans. 5 

Specifically, I address vendor incentives, and the use of third party consultants in 6 

DSM. 7 

A. Use of Vendor Incentives 8 

Q. PLEASE EXPLAIN WHY VENDOR INCENTIVES ARE RELEVANT TO THIS 9 

PROCEEDING. 10 

A. As discussed in Mr. Brockett’s testimony, as part of the 2017/2018 DSM Plan 11 

settlement agreement, the Company agreed to provide available data and 12 

propose a methodology to determine whether and to what measurable extent 13 

upstream incentive costs are passed to customers. The Company also agreed to 14 

evaluate non-energy and market transformation benefits of providing vendor 15 

incentives versus direct rebates as part of its midstream product evaluations.   16 

Q. WHY DOES THE COMPANY USE VENDOR INCENTIVES? 17 

A. Vendor incentives are primarily used to encourage retailers and distributors to 18 

maintain high-efficiency measures in stock and actively sell them when 19 

customers are making purchasing decisions.  In some instances, the promotion 20 

of high-efficiency measures is not as easy as simply going to the store and 21 

buying something. If the retailer or distributor does not stock the high-efficiency 22 
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measures the customer will be unable to purchase them and is more likely to 1 

purchase a baseline, less efficient measure. These incentives are also offered to 2 

address failures in the existing market. 3 

  While the vendor incentive payment does not go directly to the customer 4 

in the form of a rebate check, it provides market signals to customers to offer 5 

these measures and in some cases results in reduced prices for measures 6 

ultimately benefiting the end-use customer. 7 

Q. HOW DOES THE COMPANY KNOW WHETHER VENDOR INCENTIVES PASS 8 

THROUGH TO CUSTOMERS? 9 

A. The Company has conducted surveys and informational interviews with its trade 10 

and vendor community to better understand the use of these incentives. This 11 

research has confirmed that a portion of vendor incentives do in fact pass 12 

through to customers. 13 

Q. WHAT IS THE COMPANY’S PROPOSAL FOR THE TREATMENT OF 14 

VENDOR INCENTIVES? 15 

A. Currently, vendor incentives are treated as an administrative cost to the 16 

Company. This means that these incentives count against the net benefits to the 17 

programs and reduce the cost-effectiveness of the portfolio. The Company 18 

proposes to begin counting a portion of the vendor incentive it pays as rebate or 19 

incentive costs instead of administrative costs to reflect the value end-use 20 

customers receive. The Company will determine the percentage of vendor 21 
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incentive that is passed through to customers as part of its regular product 1 

evaluation process. 2 

For example, if the Company evaluates the Cooling Efficiency product in 3 

2019 and the evaluation concludes that 25 percent of the vendor incentive is 4 

passed through to customers, it will allocate 25 percent of the vendor incentive 5 

payment to the rebate or incentive cost category and retain the remaining 75 6 

percent as an administrative cost. 7 

B. Use of Third-Parties and Consultants in DSM 8 

Q. WHAT IS THE PURPOSE OF THIS PORTION OF YOUR TESTIMONY? 9 

A. In this portion of my testimony, I address the Company’s use of DSM consultants 10 

and providers in the delivery of its DSM programs, as required by the 2017/2018 11 

DSM Plan settlement agreement.  As part of the settlement agreement, the 12 

Company agreed to address the use of outside DSM consultants and providers, 13 

including why those entities are needed, the provision of incentives to entities 14 

other than customers, including the amounts involved, why such incentives are 15 

needed, and whether those incentives flow through to customers.    16 

Q. HOW DOES THE COMPANY USE CONSULTANTS AND PROVIDERS IN THE 17 

IMPLEMENTATION OF ITS DSM PROGRAMS? 18 

A. The Company uses DSM consultants and providers for the evaluation and 19 

verification of the Company’s programs and savings, and in implementing a 20 

limited number of products where the market does not effectively meet the need 21 

or where the administrative cost would be unreasonable. 22 
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Q. PLEASE EXPLAIN THE COMPANY’S USE OF DSM CONSULTANTS AND 1 

PROVIDERS FOR EVLAUATION AND VERIFICIATION. 2 

A. The Company conducts annual evaluations of a selection of its energy efficiency 3 

products to review the technical assumptions which underlie the claimed savings 4 

and to review the policies and procedures associated with the product. After 5 

these evaluations are complete, the Company distributes the results to 6 

stakeholders, posts the final evaluations to the Company’s website,10 and post a 7 

60-Day Notice to make any changes to the technical assumptions recommended 8 

by the evaluation. 9 

  The Company also contracts with third parties to analyze whether the 10 

Company’s reported savings accurately reflect the technical assumptions and 11 

deemed savings associated with the product, whether as filed or amended 12 

through a 60-Day Notice. 13 

Q. PLEASE EXPLAIN THE COMPANY’S USE OF DSM CONSULTANTS AND 14 

PROVIDERS FOR THE IMPLEMENTATION OF PRODUCTS. 15 

A. The Company uses DSM consultants and providers for implementation services 16 

where: (1) the market does not serve the target customer segment, or (2) where 17 

the administrative cost to maintain an open product would diminish the product’s 18 

cost-effectiveness. 19 

10 See, Xcel Energy, “Colorado Demand Side Management”, 
https://www.xcelenergy.com/company/rates and regulations/filings/colorado demand-side management 
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  First, as an example of market failure consider two market segments; the 1 

low-income and small business markets. These markets have the unique 2 

circumstance of limited financial capital to enable them to identify, implement, 3 

and operate energy efficiency measures. The limited capital available to these 4 

customer segments means the margins for a contractor are extremely thin – 5 

often non-existent – and therefore a market failure occurs when services are not 6 

provided.  7 

  Second, as an example of the administrative cost to implement a product, 8 

the typical issue is with verifying participant savings. There are many providers 9 

that offer similar services that a customer could choose; however, the Company 10 

has the burden of being able to verify these savings. In some cases, for the 11 

Company to verify these savings providers require the Company to purchase or 12 

license software to verify the savings are accurate with the technical assumptions 13 

and deemed savings approved in a DSM plan. This can be a significant expense 14 

for the Company with limited value if the provider is only a limited participant. 15 

In both cases, the Company uses a closed structure where it solicits 16 

interested contractors through a competitive request for proposals (“RFP”). This 17 

process provides a fair opportunity for all contractors to provide the least-cost 18 

and most effective service, thereby minimizing costs and maximizing outreach. 19 

When the Company identifies the need for additional services, these products 20 

may be reopened for bid. Similarly, the Company will reissue RFPs periodically 21 

to ensure it is receiving fair pricing and minimizing costs. 22 
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Q. DOES THE COMPANY INTEND FOR PRODUCTS TO REMAIN CLOSED 1 

PERMANENTLY? 2 

A. No. Part of the Company’s goal with closed products is to transform the market to 3 

a point where the market can begin to serve these customer segments with 4 

reduced utility assistance. 5 

Q. DO CUSTOMERS STILL RECEIVE BENEFITS FROM PARTICIPATING IN 6 

CLOSED PRODUCTS? 7 

A. Yes. The customers still receive the energy and demand savings benefits and 8 

the incentive benefit for participation. For example, a customer participating in 9 

the Energy Information Systems component of the Energy Management Systems 10 

product must use one of the Company’s approved providers. However, the 11 

approved provider first conducts a study at no charge to the participating 12 

customer. This study implements immediate energy and demand savings 13 

changes such as optimizing existing system and identifies additional energy and 14 

demand saving measures that could be implemented. If the customer chooses to 15 

implement the additional recommended measures, the customer is not required 16 

to use the study provider to implement the recommended measures but is 17 

instead able to participate through the Company’s other open products. For 18 

example, if the study identifies new lighting controls as an opportunity, the 19 

customer is free to participate in the Lighting Efficiency product, choose their own 20 

contractor, and receive a direct rebate for their energy savings. 21 
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Q. DOES THE COMPANY RECOMMEND ANY CHANGES TO THE USE OF DSM 1 

CONSULTANTS OR PROVIDERS?  2 

A. No. As discussed earlier, the Company’s use of DSM consultants and providers 3 

is only in areas where a third-party is necessary for the implementation of 4 

evaluation services that are best provided by an independent third-party or where 5 

market failures exist and the Company is actively engaged in transforming the 6 

marketplace. 7 

  Customers are ultimately the direct recipients of the benefits of the 8 

services provided by DSM consultants and providers either through the provision 9 

of no-cost services or direct rebates for their implementation of energy and 10 

demand savings measures. 11 

12 
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VII. CONCLUSION 1 

Q. DOES THIS CONCLUDE YOUR TESTIMONY? 2 

A. Yes, it does. 3 
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Statement of Qualifications 

Donna Beaman 

I have been employed with Xcel Energy Services, Inc. as the Consumer and 

Commercial Energy Efficiency Marketing Manager since 2016.  In this position, I 

manage a group whose primary responsibilities are to manage a portfolio of energy 

efficiency programs in Xcel Energy’s New Mexico, Texas, and Colorado service 

territories in response to various regulatory energy efficiency requirements.  The group 

of Product Portfolio Managers, Channel Managers, and Marketing Assistants develops 

and executes marketing plans and budgets while integrating efforts with sales 

organizations, trade allies, program evaluators, and technical support in an effort to 

meet or exceed regulatory energy efficiency goals. 

Prior to taking my current position, I was the Energy Services Manager for 

Cheyenne Light, Fuel & Power (“CLF&P”) for five years.  At CLF&P I was in charge of 

developing and implementing the electric and natural gas energy efficiency programs. I 

also supervised the customer service and account management teams.  I have also 

held similar positions for Duke Energy and NIPSCO along other operational duties. 

I graduated from Purdue University with a Bachelor’s of Science degree in 

Electrical Engineering and hold an MBA from Indiana Wesleyan University.  I am also a 

registered Professional Engineer in the State of Indiana. 




