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Document Layout
The Plan has four major sections, summarized below:

1. Executive Summary — provides a high-level overview of the strategic direction of the
overall 2021-22 DSM Plan; provides program and product level targets and budgets;
identifies budgets by cost category; and addresses customer participation.

2. Program and Product Summaries — a high-level summary of each program area followed
by specifics of each DSM product offering.

3. Cost-Benefit Analyses — provides the electric and natural gas Portfolio and Program cost-
benefit analysis results for 2021 and 2022.

4. Appendices — presents a list of acronyms; key terms; product rankings; description of
budget categories; avoided costs; natural gas DSM $/Therm and Acknowledgement of Lost
Revenue (“ALR”) methodology; electric load shape documentation; and the technical
reference manual (deemed savings and forecast technical assumptions).
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Executive Summary: Plan Overview

Public Service Company of Colorado (“Public Service” or “the Company”’) hereby submits this
combined electric and natural gas 2021-22 Demand-Side Management Plan (“DSM Plan”) to the
Colorado Public Utilities Commission (“Commission”). This Plan is the result of an extensive
effort by the Company to assess market potential in our Colorado service territory and devise a
plan to reach the Commission-approved annual energy savings goal by offering an inclusive and
cost-effective DSM portfolio, delivered to customers via proven marketing techniques.

The Company’s 2021-22 DSM Plan is grounded in a continuance of preceding years’ successful
approaches, in combination with necessary adjustments made to improve DSM offerings to reflect
market shifts and integrate emerging technologies, and to be responsive to the Commission’s
Decision! in the 2017 DSM Strategic Issues Proceeding. That Decision resulted in increased
energy savings goals for 2019-2023,2 an energy efficiency budget of $78 million with the
flexibility to exceed the budget by 20%, and modifications to the Company’s financial incentive
mechanism to encourage goal achievement.?

This Plan meets the requirements of the relevant Commission Decisions and Rules,* and aims to
meet or exceed the Commission-approved energy savings goal — 500 giga-watt hours (“GWh”),
while maintaining strong cost-effectiveness results in a dynamic environment of low natural gas
prices, increasing renewable energy generation, and increasing codes and standards.

To meet the Commission-approved goal for the DSM portfolio, Public Service has developed the
Plan under the following high-level approaches:

e Leveraging robust project queues (for products with long planning/construction cycles,
such as New Construction);

¢ Continuing the use of midstream rebate approaches (Cooling and Lighting Efficiency);

e Launching promising new pilots (for example, Residential Battery Demand Response and
Dynamic Electric Vehicle (“EV”’) Optimization); and

e Accelerating market penetration in all customer classes through increased promotions and
trade channel development.

Public Service also believes that successful implementation of this Plan will be the result of active
participation by stakeholders. These stakeholders include our customers, the Colorado Energy
Office (“CEQ”), Commission Staff, the Office of Consumer Counsel, local governments,
environmental and energy efficiency advocates, external consulting groups, efficient equipment
manufacturers, distributors and vendors, installation contractors, and customer advocates. Each of

IDecision No. C18-0417 in Proceeding No. 17A-0462EG.

2The previous electric energy saving goals were approved Decision No. C14-0731, where the goal was set at 400
GWh annually.

3Beginning in 2019, the Company is eligible for a performance incentive of 40% of incremental net benefits above
280 GWh up to 550 GWh upon achievement of at least 400 GWh.

4Commission’s Decision Nos. C11-0442 and C11-0645 issued in Proceeding No. 10A-554EG, Decision No. C14-
0731 issued in Proceeding No. 13A-0686EG, and Decision No. C14-0731 in Proceeding No. 13A-0686EG; and Rules
4750 to 4760 of the Commission’s Rules Regulating Gas Utilities and Pipeline Operators (the Gas DSM Rules).
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the Company’s DSM products offers its own opportunities for stakeholder involvement and
feedback. In addition, Public Service will continue to host quarterly DSM Roundtable Meetings
as a forum for open dialogue and discussion.>

2021-22 DSM Plan

In this filing, Public Service forecasts to achieve annual energy efficiency savings of
approximately 538 GWh and 780,872 Dth in 2021, at forecasted budget of $90.0 million and $18.5
million, respectively. For 2022, forecasts to achieve annual energy efficiency savings of
approximately 523 GWh and 799,708 Dth, at forecasted budget of $90.0 million and $18.5 million,
respectively. The 2021 and 2022 electric energy savings goal, 500 GWh annually, was established
by the Commission in Proceeding No. 17A-0462EG (Decision No. C17-0417). The Plan is also
designed to achieve incremental demand reduction from energy efficiency totaling 102 MW in
2021 and 100 MW in 2022 compared to the annual demand reduction goal of 75 MW from energy
efficiency.® (Cumulative demand reduction impacts expected from the Company’s demand
response (“DR”) programs and pilots are discussed in the Demand Response Program section of
the Plan). Table 1 below provides a summary of the budgets, energy savings targets and demand
savings associated with the overall portfolio of energy efficiency and DR.

3The quarterly DSM Roundtable meetings have been held since the 2009/2010 Plan. The meetings offer a chance for
interested stakeholders to review and discuss DSM achievements and any programmatic changes with the Company.
%Decision No. C18-0417 in Proceeding No. 17A-0462EG. This demand reduction goal was not modified as part of
Decision No. C18-0743.
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Table 1: 2021-22 DSM Plan Budgets & Targeted Energy and Demand Savings

Incremental Demand Energy Savings
Budget Target Target
(Gen kW) (Gen kWh or Dth)
2021 — Electric
Energy Efficiency Programs $ 81,575,875 101,663 537,639,070
Energy Efficiency Indirect Program | § 8,378,924 - -
Total 2021 Electric EE| $ 89,954,799 101,663 537,639,070
Demand Response Program $ 21,133,093 94,410 589,782
Demand Response Indirect Program | $§ 2,251,095 - -
Total 2021 Electric DR| $ 23,384,188 94,410 589,782
2021 Electric TOTAL| $ 113,338,987 196,073 538,228,853
2021 — Natural Gas
Energy Efficiency Programs $ 16,729,591 0 780,872
Indirect Program $ 1,769,502 0 0
2021 Natural Gas TOTAL| $ 18,499,094 0 780,872
2021 TOTAL 131,838,080 196,073 kw| 225,853 kWh
$ 0% ’ 780,872 Dth
2022 — Electric
Enerey Efficiency Programs $ 82,064,938 100,498 522,789,432
Indirect Program $ 7,895,204 - -
Total 2022 Electric EE[ $ 89,960,142 100,498 522,789,432
Demand Response Program $ 21,306,742 116,098 809,843
Demand Response Indirect Program | § 2,513,433 - -
Total 2022 Electric DR| $ 23,820,175 116,098 809,843
2022 Electric TOTAL| $ 113,780,317 216,596 523,599,275
2022 — Natural Gas
Energy Efficiency Programs $ 16,890,556 0 799,708
Indirect Program $ 1,607,999 0 0
2022 Natural Gas TOTAL| $ 18,498,555 0 799,708
2022 TOTAL| $ 132,278,872 216,596 kw| 259,275 kWh
799,708 Dth

Modifications in 2021 and 2022

While many of the DSM products included in this Plan are the same as those that have been
implemented since 2009, products have naturally evolved since that time to promote cost-
effectiveness and adapt to the marketplace. The evolution of products has been documented
through previous DSM Plans, as well as through the 60-Day Notice process first established in the
2009/2010 Plan Stipulation approved in Proceeding No. 08 A-366EG, to afford the Company
discretion to make mid-year changes to Plans in order to achieve the greatest level of energy

savings.’

7 Decision No. R08-1243. Per the Settlement Agreement, 60/90-Day Notices are required for any proposal to add a
new DSM product, reduce rebate levels, adopt new or discontinue existing measures, or change technical assumptions
or eligibility requirements. Details of 60-Day Notices are posted at:

http://www.xcelenergy.com/About_Us/Rates & Regulations/Regulatory_Filings/CO_DSM.




Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 7 of 524

The Plan also reflects additional noteworthy changes that include:

e Updated avoided costs and technical assumptions to reflect current data including use of
PLEXOS modelling for the avoided cost of energy.

e New product additions to the portfolio launched via 60-Day Notice under the 2019-2020
DSM Plan and continued in 2021-22 DSM Plan, including Electric Vehicle Critical Peak
Pricing, Peak Day Partners, and Small Commercial Building Controls.

e Addition of Beneficial Electrification measures in Residential Heating & Cooling.

e Expansion of electric vehicle charging management offerings under Electric Vehicle
Optimization.

e The addition of new measures to the following programs:
o Business Energy Assessments;
o Business HVAC+HR Systems;
o Compressed Air Efficiency;
o Data Center Efficiency;
o Energy Savings Kits;
o ENERGY STAR New Homes;
o Geo-targeting Pilot;
o Home Energy Insights;
o Home Energy Squad;
o Home Lighting & Recycling
o Home Performance with ENERGY STAR;
o Insulation & Air Sealing;
o Multifamily Buildings;
o New Construction;
o Residential Demand Response;
o Residential Heating & Cooling;
o School Education Kits;
o Single-family Weatherization;
o Small Business Solutions; and

o Strategic Energy Management.

e (Consolidation of standalone products which are still offered in the 2021-22 DSM Plan
under holistic, umbrella products including:

o Commercial Refrigeration Efficiency;
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o Cooling;

o Heating Efficiency;

o Lighting — Small Business;

o Motor & Drive Efficiency;

o Recommissioning;

o Evaporative Cooling;

o High Efficiency Air Conditioning;

o Residential Heating; and

o Water Heating.
e Launch of Residential Battery Demand Response pilot.
e Continuation of Geo-targeting pilot.

e Natural gas program expenditures have increased relative to the 2019-2020 DSM Plan to
approximately $18.5 million which is more than twice the minimum spend requirement.

e Elimination of the ENERGY STAR Retail Products Platform Pilot previously terminated
via 90-Day Notice under the 2019-2020 DSM Plan.

2021/2022 Energy and Demand Savings Targets by Program

Public Service continues a full portfolio of electric and natural gas DSM products to serve all
customer segments. Public Service will market its energy efficiency products to each customer
segment based on the number of customers, relative size of each customer, and amount of
conservation potential at a customer site.

The energy and demand savings targets, and budgets, for these programs are summarized below.

Business Electric and Gas Programs

Energy efficiency sales to the Business Programs are achieved through Public Service’s Account
Managers, end-use equipment vendors, and energy service companies (“ESCOs”), as well as our
Business Solutions Center. Proposed targets and budgets for the Business Program in 2021 and
2022 are:

Business Electric Program (2021)
e Electric budget $48,199,310
e FElectric savings 61,107 Net Gen. kW and 347.1Net Gen. GWh
Business Natural Gas Program (2021)
e Natural gas budget $1,181,829
e Natural gas savings 108,566 Dth
Business Electric Program (2022)
e Electric budget $48,223,585
e Electric savings 61,320 Net Gen. kW and 347.2 Net Gen. GWh
Business Natural Gas Program (2022)
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e Natural gas budget $1,225,252
e Natural gas savings 112,171 Dth

Although economies of scale enable the business segment to offer a comparably lower cost of
DSM per unit of energy saved, business DSM is some of the most difficult to achieve over time.
This is the case because business customers tend to require very short paybacks on investments
and do not readily respond to traditional mass-market appeals. Further, on the natural gas side, the
majority of large customers, who present some of the largest energy efficiency potential, are gas
transport customers who will neither pay into the Demand-Side Management Cost Adjustment
(“DSMCA”), nor be eligible to participate in the program offerings.

Residential Electric and Gas Programs

Public Service has approximately 1.3 million electric and 1.4 million natural gas customers in its
residential market in Colorado.® The Residential Program includes single-family homes, town
homes, apartments, and condominiums. Public Service developed its Plan to recognize that the
residential market requires choices of conservation opportunities that accommodate various
lifestyles, convenient participation, and information to make wise energy choices presented in
useable and understandable forms and formats. The energy savings and demand targets and
budgets for the Residential Program in 2021 and 2022 are:

Residential Electric Program (2021)

e Electric budget $28,277,381

e Electric savings 36,563 Net Gen. kW and 162.9 Net Gen. GWh
Residential Natural Gas Program (2021)

e Natural gas budget $9,832,105

e Natural gas savings 589,391 Dth

Residential Electric Program (2022)

e Electric budget $28,738,108

e FElectric savings 35,187 Net Gen. kW and 147.9 Net Gen. GWh
Residential Natural Gas Program (2022)

e Natural gas budget $9,947,057

e Natural gas savings 604,623 Dth

Low-Income Electric and Gas Programs

The primary objective of the Low-Income Program is to reduce energy consumption in low-
income customers’ homes and thereby reduce low-income customer bills. The energy savings and
demand targets and budgets for the Low-Income Program in 2021 and 2022 are:

Low-Income Electric Program (2021)

e Electric budget $5,099,185

e FElectric savings 3,992 Net Gen. kW and 27.7Net Gen. GWh
Low-Income Natural Gas Program (2021)

e Natural gas budget $5,715,657

e Natural gas savings 82,914 Dth

8 Electric and natural gas customers as June 2020.
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Low-Income Electric Program (2022)
e Electric budget $5,103,245
e FElectric savings 3,991Net Gen. kW and 27.7 Net Gen. GWh
Low-Income Natural Gas Program (2022)
e Natural gas budget $5,718,247
e Natural gas savings 82,914 Dth

Indirect Products and Services

The Company’s Indirect Products and Services, for the most part, support the direct products in
the DSM portfolio. The Education/Market Transformation area includes seven customer-facing
products for providing education, training, and product demonstration, and marketing DSM
rebates and incentives. The Planning and Research area includes four services to support the DSM
portfolio: Planning and Administration; Program Evaluation, Measurement, and Verification;
Market Research; and Product Development. While the majority of the Indirect Products and
Services do not have savings goals, the Company is offering one energy efficiency pilot, Geo-
targeting; however, it does not result in incremental energy or demand savings. Proposed budgets
for Indirect Products and Services in 2021 and 2022 are:

Indirect Products & Services (2021 — Electric)
e Electric budget $8,328,924

Indirect Products & Services (2021 — Natural Gas)
e Natural gas budget $1,769,502

Indirect Products & Services (2022 — Electric)
e Electric budget $7,845,204

Indirect Products & Services (2022 — Natural Gas)
e Natural gas budget $1,607,999

Market Transformation and Customer Education

In this Plan, Public Service is continuing to place increasing emphasis on programs and services
that help to redefine the energy efficiency marketplace through market transformation and
customer education. The Company believes that market transformation and customer education
are some of the lowest cost ways to influence customer decisions and behaviors for the long term.

Public Service defines market transformation as a strategy for influencing the adoption of new
techniques or technologies by consumers. The objective is to overcome barriers within a market
through coordinating tactics such as education, training, product demonstration, and marketing,
often conducted in concert with rebates or other financial incentives.

Activities for which the Company will not attempt to measure savings will have an assumed
MTRC ratio of 1.0.°

9 The Modified Total Resource Cost (MTRC) test measures the net costs of a demand-side management program as
a resource option based on the total costs of the program, including both the participants' and the utility's costs. The
presumed MTRC of 1.0 for indirect market transformation programs was approved by the Commission in Decision
No. C08-0560 in Proceeding No. 07A-420E, at 141 and reaffirmed by Decision No. C11-0442 in Proceeding No.
10A-554EG, at 999.
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Pilot Products

In Proceeding No. 07A-420E, the Commission distinguished pilots from existing or continuing
DSM products. These would be products that are testing unproven delivery methods, markets, or
technologies; and for any of these reasons, pilot products may not necessarily achieve an MTRC
ratio equal to or greater than 1.0. For market transformation programs, such as pilots, for which
the Company intends to claim savings to count against energy savings or demand reduction goals,
the Commission requires detail on how the measurement and verification of such savings will be
accomplished, and how those efforts are linked to credit for savings. !0

Public Service offers two pilots in 2021 and 2022 that are fully described in the Indirect Products
& Services and Demand Response sections of this Plan, including the Company’s overall pilot
requirements. These pilots include:

e DSM Geo-targeting (2021 & 2022 — distribution investment deferral)

e Residential Battery Demand Response (2021 & 2022 - demand response)

Competitive Acquisition of DSM Resources: Third-Party Providers

As a result of the Commission’s order in Proceeding No. 10A-554EG, Public Service is required
to identify the specific products that are open to competitive bidding for implementation.!!
Additionally, Public Service is to set forth the specific criteria by which these bids will be
evaluated.!? Public Service evaluates all bids in two phases, the Pre-qualification phase and the
Bid Evaluation phase. The Pre-qualification phase ensures that request for proposal (“RFP”)
respondents meet minimum requirements to conduct business on the Company’s behalf.
Respondents are evaluated on safety, financial health, terms & conditions adoption, and prior
experience. These are also factors in the Bid Evaluation phase but have lower weightings due to
the initial evaluation. This helps to ensure business risk to the Company is as low as possible.

The Bid Evaluation phase is based upon up to eight factors and is the phase where the risk of the
supplier performing is weighed against the cost to perform. These factors and their weighting are
detailed below. Weighting may be adjusted based on specific business needs.

10 Decision No. C11-0442 in Proceeding No. 10A-554EG, at §99.
11 Decision No. C11-0442.
12 Decision No. C11-0442, at §81 in Proceeding No. 10A-554EG.
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Table 2a: Bid Evaluation Factors and Weighting

Evaluation Factors | Explanation Weighting
e (Cost transparency
Cost e Total cost of ownership 45% - 65%
¢ Bid amount
e Prior experience
Ability To Perform | © Feasibleplan 30% - 50%
¢ Quality of project team
e Ability to meet schedule
Safety e Historical safety record 5% - 15%
Terms & Conditions e Adherence to Xcel Energy standards 5% - 10%
Financial Health e Pre-qualifier in RFP. Pre-qual only
Diversity . Firm’s commitment to diversity and 0% - 15%
inclusion.
Green Business | e Firm’s commitment to environmental o o
. S 0% - 15%
Practices sustainability.
e Dependent on project. Examples: field
Project Specific presence in jurisdiction, expertise with 0 0
. . 0% - 15%
Needs specific market segment, unique or
proprietary software, etc.

The table below identifies all products that have a third-party implementer and further identifies
which of these products may have new contracts bid or be sole-sourced in 2021 and 2022.
Contracts may be sole-sourced for a variety of reasons, such as the contracted party having unique
access to market players or proprietary tools that another firm would not have. Public Service
tracks and reports within Annual DSM Status Reports, the administrative costs that are incurred
when conducting RFPs and any additional costs for managing third-party providers, as required in
Decision No. C11-0645.13

13 Decision C11-0645 at )14 in Proceeding 10A-554EG.
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Table 2b: 2021-22 Products with Third-Party Implementers

(Commercial Streamlined Assessment)

Program RFP Anticipated* Contr.ac.t Type
(existing)
Business Energy Analysis Sole-Sourced 2020 | Competitive Bid (2018)
Business Energy Assessments
(Building Assessment & Targeted Building 2020 N/A
Assessment)
Business Energy Assessments Sole-Sourced 2020 N/A

Business HVAC+R Systems

(Saver's Switch & AC Rewards)

(Cooling Midstream) 2020 Sole-sourced (2015)
Critical Peak Pricing Competitive Bid (2018)
Data Center Efficiency (New Construction) 2020 Competitive Bid (2016)
Electric Vehicle Optimization (Dynamic) Sole-sourced (2019)
Electric Vehicle Optimization (Static) 2021 N/A

Energy Efficient Showerhead Sole-Sourced 2020 Sole-sourced (2014)
Energy Savings Kit 2020 Sole-sourced (2014)
ENERGY STAR New Homes 2020 Competitive Bid (2014)
Home Energy Audits Competitive Bid (2012)
Home Energy Insights (Energy Feedback) Competitive Bid (2019)
Home Energy Squad Competitive Bid (2015)
Home Lighting & Recycling Sole-Sourced 2020 | Competitive Bid (2016)
Home Performance with ENERGY STAR 2022 Competitive Bid (2012)
Lighting Efficiency (Midstream) Sole-sourced 2020 Sole-sourced (2020)
Multifamily Buildings 2022 Competitive Bid (2019)
Multifamily Weatherization Sole-sourced (2015)
New Construction 2021 Competitive Bid (2015)
Non-Profit Sole-sourced (2015)
Peak Partner Rewards Competitive Bid (2018)
Refrigerator & Freezer Recycling Sole-sourced (2019)
Residential Battery Demand Response Competitive Bid (2019)
Residential Demand Response 2020 Sole-sourced (2019)

Residential Demand Response

(Smart Water Heaters) Sole-Sourced 2020 N/A
School Education Kits Competitive Bid (2013)
Single-Family Weatherization Competitive Bid (2014)

Small Business Solutions

Sole-sourced 2020

Sole-sourced (2019)

Small Commercial Building Controls

2020

Sole-sourced (2019)

Strategic Energy Management

Competitive Bid (2018)

*Note: Dates reflect current estimates and are subject to change. RFPs may be conducted in anticipation of Commission approval of the 2021-22
DSM Plan; any awarded contracts will be modified or voided as needed to reflect the terms of the final approved Plan.
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History of The Company’s DSM Activity in Colorado

Over the last twenty years, Public Service has entered into several regulatory settlements involving
DSM in conjunction with its integrated resource/least-cost planning process. The following table
identifies those significant to DSM:

Table 3a: Regulatory Settlements Involving DSM and Resource Planning

Proceeding Proceeding No. Decision No. | Summary
1999 Integrated | 00A-008E C00-1057 e 124 MW (~21 MW) of
Resource Plan DSM resources

e $75 million
2003 Least Cost | 04A-214E C05-0049 e 320 MW (Avg. of 40
Resource Plan MW per year)

e 800 GWh (Avg. of 100
GWh per year)

e $196 million
e 2006 —2013
2008 CPCN at | 07A-469E C08-0369 e Expansion of ISOC and
Fort St. Vrain Saver’s Switch
Generation programs
Station ¢ Initiation of Third-Party
Demand Response
Program
2011 Electric | 11A-869E C13-0094 & | e Informed the
Resource Plan C13-0323 methodologies and
values for avoided
costs

In addition, legislation and the regularly filed Strategic Issues proceedings at the Public Utilities
Commission have addressed major policy issues for DSM programs. The following table identifies
the applicable legislation and proceedings:
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Table 3b: Legislative and Regulatory Policy Directives for DSM

Proceeding Proceeding No. Decision No. | Summary
House Bill 07-| N/A N/A e Established intent of
1037 DSM programs

e Established ten-year
goals for energy and

demand
2010 Strategic | 10A-554EG C11-0442 e Established energy and
Issues demand savings goals
e Established incentive
mechanism

e Defined program
administration
requirements

2013 Strategic | 13A-0686EG C14-0731 ¢ Increased energy and

Issues demand savings goals

¢ Modified the incentive
mechanism

e Established a budget
cap

House Bill 17-| N/A N/A e Extended energy and

1227 demand savings goals

though 2028

2017 Strategic | 17A-0462EG C18-0417 e Increased energy

Issues savings goals and
budget

¢ Modified incentive
mechanism

e Grandfathering of
ISOC customers

SB 19-236 N/A N/A e Established the

valuation and

application of the

Social Cost of Carbon

The following figures 1 and 2 below show Public Service’s electric and natural gas savings and
expenditures over the past fourteen years.
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Figure 1: Historical Electric Program Savings and Expenditures
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Figure 2: Historical Natural Gas Program Savings and Expenditures
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Executive Summary: Electric DSM Tables

The following tables summarize the forecasted impacts of the Company’s proposed electric DSM
portfolio for 2021 and 2022, including anticipated expenditures, energy savings, demand response,
costs by budget category, and Modified Total Resource Cost (“MTRC”) test ratios.

Table 4a: Public Service’s 2021 Electric DSM Budgets and Targets

Lifetime Electric MTRC
Net Generator [Net Generator [ Electric MTRC | Emissions Savings Test Ratio with
2021 Electric Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Business Program
Business Energy Assessments $838,818 808! 6,561,660 1.24 26,813 $1,072,144 1.68
Business HVAC+R Systems $8,063,297 10,402 31,602,611 1.89 146,767 $5,739,008 2.26
Compressed Air Efficiency $943,477 831 5,038,012 1.38 21,173 $824,603 1.76
Custom Efficiency $783,574 818 4,600,068 1.21 22,180 $857,216 1.29
Data Center Efficiency $1,481,245 1,904 13,259,748 1.69 67,810 $2,590,843 222
Energy Management Systems $558,815 172 7,235,485 1.09 36,383 $1,414,138 1.51
LED Street Lighting $0 0 1,320,510 1.53 7,926 $293,751 2.46
Lighting Efficiency $12,221,449 15,718 100,138,280 1.35 415,306 $16,332,085 1.77
New Construction $6,850,531 11,597 45,738,879 1.49 233,681 $8,910,368 1.84
Self Direct $770,268 996 4,452,063 1.11 20,919 $814,543 1.38
Small Business Solutions $5,948,016 7,236 46,062,218 1.36 181,330 $7,151,254 1.80
Strategic Energy Management $8,948,115 10,626 81,059,465 1.80 337,659 $13,410,407 2.36
General Advertising-Bus $791,704
Business Program Total $48,199,310 61,107) 347,068,998 1.49 1,517,949 $59,410,360 1.89
Residential Program
Energy Efficient Showerhead $29,303 42 519,308 11.21 1,851 $76,371 13.26
Energy Star New Homes $2,848,638 2,876 9,912,052 0.93 55,593 $2,084,675 1.12
Home Energy Insights $3,914,898 5,763 30,166,777 1.03 38,627 $1,856,286 1.51
Home Energy Squad $998,000 728 3,617,771 1.51 15,364 $590,783 1.94
Home Lighting & Recycling $4,297,361 10,825 77,025,177 3.03 271,304 $10,949,527 4.20
Home Performance with ENERGY STAR $200,358 202 481,429 0.89 2,216 $86,946 1.05
Insulation & Air Sealing $2,858,997 2,109 13,048,472 1.45 56,472 $2,213,111 1.86
Multifamily Buildings $242,649 368 465,099 0.72 2,383 $91,667 0.80
Refrigerator & Freezer Recycling $1,121,268 479 3,503,273 1.16 11,428 $478,264 1.59
Residential Heating & Cooling $8,988,318 11,353 14,057,658 1.84 69,372 $2,690,990 1.99
School Education Kits $2,004,557 1,817 10,101,674 2.27 50,701 $1,930,888 2.86
General Advertising-Res $773,033
Residential Program Total $28,277,381 36,563 162,898,692 172 575,310 $23,049,507 2.12
Low-Income Program
Energy Savings Kit $383,260 169 1,024,253 1.92 5,515 $208,176 2.34
Multifamily Weatherization $1,148,963 255 2,051,058 1.00 10,780 $409,293 1.16
Non-Profit $1,119,286 383 1,701,175 1.00 8,694 $332,859 1.15
Single-Family Weatherization $2,447,676 3,185 22,894,895 4.46 131,615 $4,913,339 5.60
Income Qualified Program Total $5,099,185 3,992 27,671,381 2.61 156,604 $5,863,667 3.23
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Table 4a: Public Service’s 2021 Electric DSM Budgets and Targets (cont’d)

Lifetime Electric MTRC
Net Generator [Net Generator [ Electric MTRC | Emissions Savings Test Ratio with
2021 Electric Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Indirect Products & Services
Education/Market Transformation
Business Education $176,000 0 0 0 $0
Business Energy Analysis $1,195,109 0 0 0 $0
Consumer Education $971,000 0 0 0 $0
Energy Benchmarking $112,643 0 0 0 $0
Energy Efficiency Financing $211,489 0 0 0 $0
Home Energy Audit $405,019 0 0 0 $0
Partners in Energy $920,196 0 0 0 $0
Education/Market Transformation Total $3,991,456 [1) 0 0 $0
Planning and Research
EE Market Research $618,493 0 0 0 $0
EE Evaluation, Measurement & Verification $1,201,559 0 0 0 $0
EE Planning & Administration $537,827 0 0 0 $0
EE Product Development $2,000,498 0 0 0 $0
Geo-targeting Pilot - EE $29,092 0 0 1.35 0 $0 1.35
EE Product Development Total $2,029,590 0 0 0 $0
EE Planning and Research Total $4,387,468 0 0 0 $0
EE Indirect Products & Services Total $8,378,924 0 0 0 $0
EE PORTFOLIO TOTAL $89,954,799 101,663 537,639,070 1.54 2,249,864 $88,323,534 1.94
Demand Response Program
Critical Peak Pricing $255,331 8,740 51,122 3.79 26 $1,262
Electric Vehicle Critical Peak Pricing $305,900 489 0 0.18 0 $0
Electric Vehicle Optimization $1,022,335 3,487 0 0.71 1,080 $51,925 0.76
Peak Day Partners $326,500 8,127 182,216 3.50 94 $4,497
Peak Partner Rewards $1,660,092 38,371 224,438 3.24 115 $5,539
Residential Battery Demand Response $521,240 630 -17,533 1.70 =72 -$2,957 1.69
Residential Demand Response $16,614,750 32,090 110,210 2.07 378 $15,542 2.07
Small Commercial Building Controls $426,945 2,478 39,330 2.20 91 $3,947 2.20
DR Program Total $21,133,093 94,410 589,782 2.10 1,712 $79,755 2.11
Planning and Research
DR Planning & Administration $59,759 0 0 0 $0
DR Program Evaluations $210,991 0 0 0 $0
DR Product Development $1,805,187 0 0 0 $0
Geo-targeting Pilot - DR $175,158 0 0 5.43 0 $0 5.43
DR Planning and Research Total $2,251,095 0 0 0 $0
DR PORTFOLIO TOTAL $23,384,188 94,410 589,782 1.95 1,712 $79,755 1.95
PORTFOLIO TOTAL $113,338,987 196,073 538,228,853 1.58 2,251,576 $88,403,288 1.94
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Program Planning

Administration &

Advertising &

Participant Rebates

Equipment &

Measurement and

2021 & Design Program Delivery Promotion and Incentives Installation Verification ‘Total
Business Program
Business Energy Assessments $ - $ 384,659 | $ - $ 454,158 | $§ - $ - $ 838,818
Business HVAC+R Systems $ - § 3,841,057 $ - $ 4,186,910| $ - $ 35,330 $ 8,003,297
Compressed Air Efficiency $ - $ 214,138 | § 54,000 $ 648,339 | $ - $ 27,000 $ 943 477
Custom Efficiency $ - $ 475,789 $ 500 $ 303,285| $§ - $ 4,000 $ 783,574
Data Center Efficiency $ - $ 274,975 $ 35,000 $ 1,156,271| § - $ 15,000 $ 1,481,245
Energy Management Systems $ - $ 208,679 | $ 2,100 $ 331,736| $ - $ 16,300 | $§ 558,815
LED Street Lighting $ - $ - $ - $ - $ - $ - $ -
Lighting Efficiency $ - $ 2,792,144 | $ 1,200,000 | $ 8,174,306| $ - $ 55,000 § 12,221,449
New Construction $ - $§ 2,259,774 $ 3,000 | $§ 4,053,108] $ - § 5340649] § 6,850,531
Self Direct $ - $ 149,291 § - $ 620,977 § - $ - $ 770,268
Small Business Solutions $ - $§ 2,654,681 $§ 300,000 | $ 2958335 $ - $ 35,000 $ 5,948,016
Strategic Energy Management $ - $ 1924917 | § 104,146 $ 6,762,052 § - § 157,000 $ 8,948,115
General Advertising-Bus $ - $ 16,204 § 775,500 $ - $ - $ - $ 791,704
Business Program Total $ - $ 15,196,308 $ 2,474,246 $29,649,477 $ - $ 879,279 $ 48,199,310
Residential Program
Energy Efficient Showerhead $ - $ 22,396 | $§ 50 $ 6,857 $ - $ - $ 29,303
Energy Star New Homes $ - $ 341,769 $ 60,000 | $ 22910619 § - $§ 155250] § 2,848,638
Home Energy Insights $ - $§ 3,914,898 $ - $ - $ - $ - $ 3,914,898
Home Enetgy Squad $ - $ 115,572 § 125,000 § 300,907 | § 454,022 $ 2,500 § 998,000
Home Lighting & Recycling $ - $ 749,094 $§ 625,000 | $§ 2918,267| $ - $ 5,000 $ 4,297,361
Home Performance with ENERGY STAR $ - $ 93,112 § - $ 87,246 § - $ 20,000 § 200,358
Insulation & Air Sealing $ - § 1,046977( § - $ 1,812,020 $ - $ - $ 2,858,997
Multifamily Buildings $ - $ 33,484 § 2500 $ 191,483 § - $ 15,182 § 242,649
Refrigerator & Freezer Recycling $ - $ 651,268 | § 110,000 | § 350,000 $ - $ 10,000 § 1,121,268
Residential Heating & Cooling $ - $ 14951062 $ 1,280,780 $ 06,162376] $ - $ 50,000 $ 8,988,318
School Education Kits $ - $ 656,846 | $ 5,000 $§ 1342711] § - $ - $ 2,004,557
General Advertising-Res $ - $ 30,033 [ § 743,000 $ - $ - $ - $ 773,033
Residential Program Total $ - $ 9,150,611 $ 2,951,330 $ 15,463,486 $454,022 $ 257,932 $ 28,277,381
Income Qualified Program
Energy Savings Kit $ - $ 166,141 $§ 100,000 | $ 117,119 § - $ - $ 383,260
Multifamily Weatherization $ - $ 131,537 § 40,000 $ 961,426( $ - $ 16,000 $ 1,148,963
Non-Profit $ - $ 171940 § 31,000 § 876,346 $ - $ 40,000 $ 1,119,286
Single-Family Weatherization $ - $ 127,499 $ 190,000 | $ 2,043,177| $ - $ 87,000 | $ 2,447,676
Income Qualified Program Total $ - $ 597,117 $ 361,000 $ 3,998,068 $ - $ 143,000 $ 5,099,185
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Table 4b: Public Service’s 2021 Electric DSM Costs by Category (cont’d)
Program Planning | Administration & Advertising & | Participant Rebates| Equipment & | Measurement and
2021 & Design Program Delivery Promotion and Incentives Installation Verification Total
Indirect Products & Services
Education/Market Transformation
Business Education $ - $ 76,000 $ 100,000 $ - $ - $ - $ 176,000
Business Energy Analysis $ - $ 175,109 $ 255,000 $ 765,000 $ - $ - $ 1,195,109
Consumer Education $ - $ 326,000 $§ 645,000 $ - $ - $ - $ 971,000
Energy Benchmarking $ - $ 112,643 | § - $ - $ - $ - $ 112,643
Energy Efficiency Financing $ - $ 11,489 $§ 60,000 $ 140,000 [ $ - $ - $ 211,489
Home Energy Audit $ - $ 192,867 [ $ 16,639 | $ 166,394| §$ - $ 29,119 § 405,019
Partners in Energy $ - $ 907,696 | $ 12,500 | $ - $ - $ - $ 920,196
Education/Matrket Transformation $ - $ 1,801,804 $ 1,089,139 $ 1,071,394 $ - $ 29,119 $ 3,991,456
Planning and Research
EE Market Research $ - $ 618,493 | $ - $ - $ - $ - $ 618,493
EE Evaluation, Measurement & $ - $ 329731 $ - $ - $ - $ 1,168,585| $ 1,201,559
EE Planning & Administration $ - $ 537,827 | $ - $ - $ - $ - $ 537,827
EE Product Development $ - $ 2,000,498 | § - $ - $ - $ - $ 2,000,498
Geo-targeting Pilot - EE $ - $ 7,237 $ 72371 $ 11,000 $ - $ 3,618 $ 29,092
EE Product Development Total $ - $ 2,007,735 $ 7,237 $ 11,000 $ - $ 3,618 $ 2,029,590
EE Planning and Research Total $ - $ 3,197,027 $ 7,237 $ 11,000 $ - $ 1,172,204 $ 4,387,468
EE Indirect Products & Setvices Total $ - $ 4,998,831 $ 1,096,376 $ 1,082,394 $ - $ 1,201,323 $ 8,378,924
EE PORTFOLIO TOTAL $ - $29,942,867 $ 6,882,952 $ 50,193,425 $454,022 $ 2,481,534 $ 89,954,799
Demand Response Program
Critical Peak Pricing $ - $ 205,331 $ 25,000 $ - $ - $ 25,000 $§ 255331
Electric Vehicle Critical Peak Pricing $ - $ 177,425 $ 5,000 $ - $98,475 $ 25,000 $ 305,900
Electric Vehicle Optimization $ - $ 496,937 $ 97,845 $ 230,000 $ - $ 197,553 $ 1,022,335
Peak Day Partners $ - $ 35,000 $ 25,000 $ 241,500 $25,000 $ - $ 326,500
Peak Partner Rewards $ - $ 393,374 $ 105,000 $1,136,718 $ - $ 25,000 $ 1,660,092
Residential Battery Demand Response $ - $ 90,500 $ 5,000 $ 312,500 $ - $ 113,240 $ 521,240
Residential Demand Response $ - $5,972,250 $ 987,500 $9,525,000 $ - $ 130,000 $16,614,750
Small Commercial Building Controls $ - $ 121,300 $ 20,000 $ 270,645 $ - $ 15,000 $ 426,945
DR Program Total $ - $ 7,492,117 $ 1,270,345 $ 11,716,363 $ 123,475 $ 530,793 $ 21,133,093
Planning and Research
DR Planning & Administration $ - $ 59,759 | $ - $ - $ - $ - $ 59,759
DR Program Evaluations $ - $ 10,991 $ - $ - $ - $ 200,000 $ 210,991
DR Product Development $ - $ 1,805,187 $ - $ - $ - $ - $ 1,805,187
Geo-targeting Pilot - DR $ - $ 42,763 | $ 42,763 [ ' $ 68,250 $ - $ 21,382 § 175,158
DR Planning and Research Total $ - $ 1,918,700 $ 42,763 $ 68,250 $ - $ 221,382 $ 2,251,095
DR PORTFOLIO TOTAL $ - $ 9,410,817 $ 1,313,108 $ 11,784,613 $ 123,475 $ 752,175 $ 23,384,188
PORTFOLIO TOTAL $ - $39,353,684 $ 8,196,060 $ 61,978,038 $577,497 $ 3,233,709 $ 113,338,987
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Lifetime Electric MTRC
Net Generator [Net Generator [ Electric MTRC | Emissions Savings Test Ratio with
2022 Electric Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Business Program
Business Energy Assessments $881,670 808! 6,561,660 1.26 24,850 $1,035,085 1.68
Business HVAC+R Systems $7,948,011 10,402 31,602,611 1.94 134,615 $5,479,253 2.29
Compressed Air Efficiency $1,054,137 920 5,550,053 1.40 21,879 $885,660 1.77
Custom Efficiency $791,855 818 4,600,068 1.21 20,413 $820,691 1.29
Data Center Efficiency $1,487,425 1,904 13,259,748 1.73 63,206 $2,510,373 2.24
Energy Management Systems $533,915 168 6,525,155 1.11 31,147 $1,259,164 1.53
LED Street Lighting $0 0 1,320,510 1.60 7,536 $289,945 2.52
Lighting Efficiency $12,116,819 15,717 100,137,739 1.38 382,992 $15,670,606 1.78
New Construction $6,778,211 11,626 45,987,879 1.53 217,386 $8,617,803 1.87
Self Direct $774,687 996 4,452,063 1.13 19,238 $779,479 1.38
Small Business Solutions $6,081,333 7,149 45,965,672 1.41 173,588 $7,102,794 1.83
Strategic Energy Management $8,973,831 10,810 81,224,704 1.83 310,650 $12,849,076 2.37
General Advertising-Bus $801,690
Business Program Total $48,223,585 61,320 347,187,862 1.52 1,407,499 $57,299,928 1.91
Residential Program
Energy Efficient Showerhead $30,162 42 519,308 11.03 1,676 $72,159 12.92
Energy Star New Homes $2,807,953 2,716 10,361,702 0.98 54,712 $2,130,456 1.19
Home Energy Insights $3,915,440 5,759 29,918,260 1.00 34,767 $1,744,773 1.45
Home Energy Squad $1,323,902 1,007 4,613,935 1.57 19,484 $770,881 1.99
Home Lighting & Recycling $4,197,145 8,928 62,405,952 2.54 205,788 $8,004,323 3.44
Home Performance with ENERGY STAR $262,869 291 696,826 1.00 3,025 $123,160 1.16
Insulation & Air Sealing $2,505,013 1,987 10,982,228 1.49 44,813 $1,826,079 1.87
Multifamily Buildings $238,807 368 465,099 0.74 2,235 $89,409 0.82
Refrigerator & Freezer Recycling $1,147,206 509 3,569,530 1.19 10,806 $471,506 1.60
Residential Heating & Cooling $9,135,054 11,614 14,050,068 1.90 64,808 $2,613,946 2.04
School Education Kits $2,335,622 1,967 10,360,093 2.14 49,338 $1,948,209 2.66
General Advertising-Res $838,934
Residential Program Total $28,738,108 35,187 147,943,002 1.67 491,452 $20,394,903 2.03
Income Qualified Program
Energy Savings Kit $384,036 169 1,019,143 1.96 5,172 $202,687 2.36
Multifamily Weatherization $1,150,104 255 2,051,058 1.01 10,058 $396,889 1.17
Non-Profit $1,120,472 383 1,701,175 1.02 8,104 $322,592 1.16
Single-Family Weatherization $2,448,633 3,184 22,887,193 4.59 124,304 $4,818,402 5.71
Income Qualified Program Total $5,103,245 3,991 27,658,569 2.68 147,639 $5,740,570 3.28
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Table 4c¢: Public Service’s 2022 Electric DSM Budgets and Targets (cont’d)

Lifetime Electric MTRC
Net Generator [Net Generator [ Electric MTRC | Emissions Savings Test Ratio with
2022 Electric Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Indirect Products & Services
Education/Market Transformation
Business Education $176,000 0 0 0 $0
Business Energy Analysis $1,208,863 0 0 0 $0
Consumer Education $971,000 0 0 0 $0
Energy Benchmarking $125,111 0 0 0 $0
Energy Efficiency Financing $246,833 0 0 0 $0
Home Energy Audit $435,126 0 0 0 $0
Partners in Energy $936,517 0 0 0 $0
Education/Market Transformation Total $4,099,450 0 0 0 $0
Planning and Research
EE Market Research $428,091 0 0 0 $0
EE Evaluation, Measurement & Verification $769,435 0 0 0 $0
EE Planning & Administration $553,962 0 0 0 $0
EE Product Development $2,020,193 0 0 0 $0
Geo-targeting Pilot - EE $24,073 0 0 1.63 0 $0 1.63
EE Product Development Total $2,044,266 0 0 0 $0
EE Planning and Research Total $3,795,754 0 0 0 $0
EE Indirect Products & Services Total $7,895,204 0 0 0 $0
EE PORTFOLIO TOTAL $89,960,142 100,498 522,789,432 1.56 2,046,590 $83,435,402 1.94
Demand Response Program
Critical Peak Pricing $235,816 10,630 62,175 29 $1,457
Electric Vehicle Critical Peak Pricing $394,975 1,094/ 0 0 $0
Electric Vehicle Optimization $1,054,805 7,621 0 1.46 2,496 $125,275 1.58
Peak Day Partners $490,000 13,544 303,693 142 $7,117
Peak Partner Rewards $1,892,323 47,963 280,547 131 $6,575
Residential Battery Demand Response $0 0 0 0 $0
Residential Demand Response $16,708,730 32,092 113,371 2.09 353 $15,115 2.09
Small Commercial Building Controls $530,093 3,153 50,057 2.27 112 $5,064 2.27
DR Program Total $21,306,742 116,098 809,843 2.23 3,263 $160,603 2.24
Planning and Research
DR Planning & Administration $61,551 0 0 0 $0
DR Program Evaluations $335,227 0 0 0 $0
DR Product Development $1,811,103 0 0 0 $0
Geo-targeting Pilot - DR $305,552 0 0 6.05 0 $0 6.05
DR Planning and Research Total $2,513,433 0 0 0 $0
DR PORTFOLIO TOTAL $23,820,175 116,098 809,843 2.08 3,263 $160,603 2.09
PORTFOLIO TOTAL $113,780,317 216,596 523,599,275 1.61 2,049,852 $83,596,005 1.95
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Table 4d: Public Service’s 2022 Electric DSM Costs by Category
Program Planning | Administration & Advertising & | Participant Rebates| Equipment & | Measurement and
2022 & Design Program Delivery Promotion and Incentives Installation Verification Total
Business Program
Business Energy Assessments $ - $ 387,033 | $ - $ 494,638 | $ - $ - $ 881,670
Business HVAC+R Systems $ - $ 3,725771 | §$ - $ 4,186,910 | § - $ 35330 $ 7,948,011
Compressed Air Efficiency $ - $ 229,742 | § 64,800 | $ 727,195 | § - $ 32,400 | § 1,054,137
Custom Efficiency $ - $ 484,070 | $ 500 | § 303,285 | $ - $ 4,000 | $ 791,855
Data Center Efficiency $ - $ 281,154 | § 35,000 [ § 1,156,271 | $ - $ 15,000 [ $ 1,487,425
Energy Management Systems $ - $ 213,953 ] § 2,100 [ $ 301,562 | $ - $ 16,300 [ § 533,915
LED Street Lighting $ - $ - $ - $ - $ - $ - $ -
Lighting Efficiency $ - $ 2,685,624 | $ 1,200,000 | $ 8,176,196 | $ - $ 55,000 | § 12,116,819
New Construction $ - $ 2,175,505 ] $ 3,000 | $ 4,053,108 | § - $ 546,598 | $ 6,778,211
Self Direct $ - $ 153,710 | $ - $ 620,977 | $ - $ - $ 774,687
Small Business Solutions $ - $ 2,667,320 ] $§ 300,000 | $§ 3,079,013 [ § - $ 35,000 | § 6,081,333
Strategic Energy Management $ - $ 1,950,633 $ 104,146 $ 6,762,052 $ - $ 157,000 | $ 8,973,831
General Advertising-Bus $ - $ 16,690 | $ 785,000 | $ - $ - $ - $ 801,690
Business Program Total $ - $ 14,971,205 $ 2,494,546 $ 29,861,206 $ - $ 896,628 $ 48,223,585
Residential Program
Energy Efficient Showerhead $ - $ 23253 | $ 52| $ 6,857 | $ - $ - $ 30,162
Energy Star New Homes $ - $ 341,644 | $ 60,000 [ § 2255349 | § - $ 150,960 | $ 2,807,953
Home Energy Insights $ - $ 3,915,440 $ - $ - $ - $ - $ 3,915,440
Home Energy Squad $ - $ 142,096 | $§ 145,000 [ § 428,944 | § 605,362 | $ 2,500 | § 1,323,902
Home Lighting & Recycling $ - $ 759,863 | § 625,000 | § 2,807,282 | $ - $ 5,000 | $ 4,197,145
Home Performance with ENERGY STAR $ - $ 109,926 | $ - $ 122943 | $ - $ 30,000 | $ 262,869
Insulation & Air Sealing $ - $ 903,836 | $ - $ 1,601,177 | § - $ - $ 2,505,013
Multifamily Buildings $ - $ 31,129 | $ 2,500 [ $ 189,996 | $ - $ 15,182 § 238,807
Refrigerator & Freezer Recycling $ - $ 662,206 | $ 120,000 | $ 355,000 | $ - $ 10,000 | $ 1,147,206
Residential Heating & Cooling $ - $ 1,544,002 | $ 1,244,610 | § 6,294,442 | § - $ 52,000 | § 9,135,054
School Education Kits $ - $ 899,802 | $ 5,000 | $ 1,430,820 | $ - $ - $ 2,335,622
General Advertising-Res $ - $ 30,934 $ 808,000 $ - $ - $ - $ 838,934
Residential Program Total $ - $ 9,364,132 $ 3,010,162 $ 15,492,810 $ 605,362 $ 265,642 $ 28,738,108
Income Qualified Program
Energy Savings Kit $ - $ 166,917 | $ 100,000 | $ 117,119 | $ - $ - $ 384,036
Multifamily Weathetization $ - $ 132,678 | $ 40,000 [ $ 961,426 | $ - $ 16,000 [ $ 1,150,104
Non-Profit $ - $ 173,126 | $ 31,000 [ $ 876,346 | § - $ 40,000 | $ 1,120,472
Single-Family Weathetization $ - $ 128,456 | $ 190,000 | $ 2,043,177 | $ - $ 87,000 | $ 2,448,633
Income Qualified Program Total $ - $ 601,177 $ 361,000 $ 3,998,068 $ - $ 143,000 $ 5,103,245
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Table 4d: Public Service’s 2022 Electric DSM Costs by Category (cont’d)
Program Planning | Administration & Advertising & | Participant Rebates| Equipment & | Measurement and
2022 & Design Program Delivery Promotion and Incentives Installation Verification Total
Indirect Products & Services
Education/Market Transformation
Business Education $ - $ 76,000 | $ 100,000 [ $ - $ - $ - $ 176,000
Business Energy Analysis $ - $ 178,863 | § 255,000 [ § 775,000 | § - $ - $ 1,208,863
Consumer Education $ - $ 326,000 $ 645,000 $ - $ - $ - $ 971,000
Energy Benchmarking $ - $ 125,111 $ - $ - $ - $ - $ 125,111
Energy Efficiency Financing $ - $ 11,833 § 60,000 | $ 175,000 [ $ - $ - $ 246,833
Home Energy Audit $ - $ 196,455 | § 18,719 | § 187,193 | § - $ 32,759 | $ 435,126
Partners in Energy $ - $ 923,267 $ 13,250 $ - $ - $ - $ 936,517
Education/Market Transformation $ - $ 1,837,529 $ 1,091,969 $ 1,137,193 $ - $ 32,759 $ 4,099,450
Planning and Research
EE Market Research $ - $ 428,091 $ - $ - $ - $ - $ 428,091
EE Evaluation, Measurement & $ - $ 30,676 $ - $ - $ - $ 738,760 | $ 769,435
EE Planning & Administration $ - $ 553,962 | $ - $ - $ - $ - $ 553,962
EE Product Development $ - $ 2,020,193 | $ - $ - $ - $ - $ 2,020,193
Geo-targeting Pilot - EE $ - $ 3,735 $ 3,735 $ 11,000 | $ - $ 5,603 | $ 24,073
EE Product Development Total $ - $ 2,023,928 $ 3,735 $ 11,000 $ - $ 5,603 $ 2,044,266
EE Planning and Research Total $ - $ 3,036,656 $ 3,735 $ 11,000 $ - $ 744,363 $ 3,795,754
EE Indirect Products & Services Total $ - $ 4,874,186 $ 1,095,704 $ 1,148,193 $ - $ 777,122 $ 7,895,204
EE PORTFOLIO TOTAL $ - $ 29,810,700 $ 6,961,412 $50,500,276 $ 605,362 $2,082,392 $ 89,960,142
Demand Response Program
Critical Peak Pricing $ - $ 185,816 $ 25,000 $ - $ - $ 25,000 § 235,816
Electric Vehicle Critical Peak Pricing $ - $ 206,925 $ 5,000 $ - $158,050 $ 25,000 $ 394,975
Electric Vehicle Optimization $ - $ 440,537 $ 47,500 $ 420,000 $ - $ 146,768 $ 1,054,805
Peak Day Partners $ - $ 37,500 $ 25,000 $ 402,500 $ 25,000 $ - $ 490,000
Peak Partner Rewards $ - $ 341,426 $ 105,000 $1,420,897 $ - $ 25,000 $ 1,892,323
Residential Battery Demand Response $ - $ - $ - $ - $ - $ - $ -
Residential Demand Response $ - $6,153,73 $ 900,000 $9,525,000 $ - $ 130,000 $ 16,708,730
Small Commercial Building Controls $ - $ 142,540 $ 30,000 $ 342,553 $ - $ 15,000 $ 530,093
DR Program Total $ - $ 7,508,474 $ 1,137,500 $ 12,110,950 $ 183,050 $ 366,768 $ 21,306,742
Planning and Research
DR Planning & Administration $ - $ 61,551 $ - $ - $ - $ - $ 61,551
DR Program Evaluations $ - $ 10,227 $ - $ - $ - $ 325,000 | $ 335,227
DR Product Development $ - $ 1,811,103 | $ - $ - $ - $ - $ 1,811,103
Geo-targeting Pilot - DR $ - $ 46,265 | $ 46,265 | $ 143,625 | $ - $ 69,397 | § 305,552
DR Planning and Research Total $ - $ 1,929,146 $ 46,265 $ 143,625 $ - $ 394,397 $ 2,513,433
DR PORTFOLIO TOTAL $ - $ 9,437,620 $ 1,183,765 $ 12,254,575 $ 183,050 $ 761,165 $ 23,820,175
PORTFOLIO TOTAL $ - $39,248,320 $ 8,145,177 $ 62,754,851 $ 788,412 $2,843,557 $ 113,780,317
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Executive Summary: Natural Gas DSM Tables

The following tables summarize the forecasted impacts of the Company’s proposed natural gas
DSM portfolio for 2021 and 2022, including anticipated expenditures, energy savings, costs by
budget category, and Modified Total Resource Cost (MTRC) test ratios.

Table Sa: Public Service’s 2021 Natural Gas DSM Budgets and Targets

Net Annual Annual Gas MTRC Test| Gas MTRC
2021 Gas Budget Dth Savings Dth/$M Net Benefits Test Ratio
Business Program
Business Energy Assessments $13,319 3,784 284,099 $69,076 3.06
Business HVAC+R Systems $261,226 8,809 33,720 $18,753 1.04
Custom Efficiency $64,455 6,626 102,805 $4,165 1.01
Energy Management Systems $26,267 2,878 109,557 $24.214 1.16
New Construction $580,757 73,186 126,018 $6,691,283 3.09
Small Business Solutions $166,465 13,284 79,800 $297,285 1.71
General Advertising-Bus $69,340 0
Business Program Total $1,181,829 108,566 91,863 $7,035,435 2.49
Residential Program
Energy Efficient Showerhead $329,655 32,205 97,692 $4,732,005 11.33
Energy Star New Homes $3,171,630 129,214 40,741 -$454,968 0.95
Home Enetgy Insights $692,083 106,798 154,314 $217,005 1.31
Home Energy Squad $414,210 21,255 51,313 $804,326 2.47
Home Performance with ENERGY STAR $146,893 6,973 47,472 -$214,751 0.64
Insulation & Air Sealing $849,461 34,522 40,640 $4,261,431 4.07
Multifamily Buildings $394,087 23,199 58,779 -$499,752 0.72
Residential HVAC $3,006,642 177,967 59,191 -$243,793 0.97
School Education Kits $669,582 57,258 85,513 $6,789,277 8.88
General Advertising-Res $157,262 0
Residential Program Total $9,832,105 589,391 59,946 $15,233,517 1.62
Income Qualified Program
Energy Savings Kit $162,480 10,593 65,195 $1,576,312 9.09
Multifamily Weatherization $656,599 8,554 13,028 -$253,290 0.80
Non-Profit $438,702 4,005 9,129 -$186,862 0.78
Single-Family Weatherization $4,457,876 59,762 13,406 -$958,517 0.88
Income Qualified Program Total $5,715,657 82,914 14,506 $177,642 1.02
Indirect Products & Services
Education/Market Transformation
Business Education $19,600 0 0
Business Energy Analysis $217,328 0 0
Consumer Education $61,000 0 0
Energy Benchmarking $28,734 0 0
Energy Efficiency Financing $85,638 0 0
Home Energy Audit $543 981 0 0
Partners in Energy $98,901 0 0
Education/Market Transformation $1,055,182 0 0
Planning and Research
EE Market Research $224,666 0 0
EE Evaluation, Measurement & $217,591 0 0
EE Planning & Administration $120,428 0 0
EE Product Development $151,636 0 0
EE Product Development Total $151,636 0 0
EE Planning and Research Total $714,320 0 0
EE Indirect Products & Services $1,769,502 0 0
EE PORTFOLIO TOTAL $18,499,094 780,872 42,211 $21,150,698 1.51
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Table Sb: Public Service’s 2021 Natural Gas DSM Costs by Category
Program Planning | Administration & | Advertising & | Participant Rebates| Equipment & | Measurement and
2021 & Design Program Delivery Promotion and Incentives Installation Verification Total
Business Program
Business Energy Assessments $ - $ 8,328 | $ - $ 4,991 $ - $ - $ 13,319
Business HVAC+R Systems $ - $ 177,122 $ - $ 84,104 $ - $ - $ 261,226
Custom Efficiency $ - $ 33,539 § 50 $ 30,466 | $ - $ 400 § 64,455
Energy Management Systems $ - $ 12,477 $ 500 $ 12,790 $ - $ 500 $ 26,267
New Construction $ - $§ 126,883 | § - $ 360,317 | § - $ 93,557 § 580,757
Small Business Solutions $ - $ 37,000 [ $ 25,000] $ 99,465| $ - $ 5,000 $ 166,465
General Advertising-Bus $ - $ 2,215 $ 67,125 §$ - $ - $ - $ 69,340
Business Program Total $ - $ 397,564 $ 92,675 $ 592,133 $ - $ 99,457 $ 1,181,829
Residential Program
Energy Efficient Showerhead $ - $ 219,583 $ 650 $ 109,422 $ - $ - $ 329,655
Energy Star New Homes $ - $§ 617,199 $ 240,000 $ 1,865331| $ - $  449,100] $ 3,171,630
Home Energy Insights $ - $ 692,083 $ - $ - $ - $ - $ 692,083
Home Energy Squad $ - § 105475] $§ 115,000] $§ 60,125 | $ 131,110 § 2,500 $ 414,210
Home Performance with ENERGY STAR $ - $ 58,811 $ - $ 68,082 $ - $ 20,000 $ 146,893
Insulation & Air Sealing $ - § 341,674 § - $ 507,787 § - $ - $ 849,461
Multifamily Buildings $ - $ 282241 $ 3,000 $ 353,455 | § - $ 10,008 [ § 394,687
Residential HVAC $ - § 737986 $ 292020 $§ 1957,136| $ - $ 19,500 § 3,006,642
School Education Kits $ - § 471,106 § 2,500 $ 195,976 | $§ - $ - $ 669,582
General Advertising-Res $ - $ 9,262 $ 148,000 $ - $ - $ - $ 157,262
Residential Program Total $ - $ 3,281,404 $ 801,170 $ 5,117,314 $ 131,110 $ 501,108 $ 9,832,105
Income Qualified Program
Energy Savings Kit $ - $ 86,089 | § 44,000] $ 32391 § - $ - $ 162,480
Multifamily Weatherization $ - $ 97,650 | $ 28,000 $ 516,949 | § - $ 14,000 § 656,599
Non-Profit $ - $ 66,443 | § 20,000 $ 332,259 | § - $ 20,000 $ 438,702
Single-Family Weatherization $ - $ 180,204 $ 60,000 $ 4,102,072| $ - $ 115,600 $ 4,457,876
Income Qualified Program Total $ - $ 430,386 $ 152,000 $ 4,983,671 $ - $ 149,600 $ 5,715,657
Indirect Products & Services
Education/Market Transformation
Business Education $ - $ 10,000 | $ 9,600 § - $ - $ - $ 19,600
Business Energy Analysis $ - $ 20,328 $ 17,000 $ 180,000 $ - $ - $ 217,328
Consumer Education $ - $ 23,000 $ 38,000 [ $ - $ - $ - $ 61,000
Energy Benchmarking $ - $ 28,7341 $ - $ - $ - $ - $ 28,734
Energy Efficiency Financing $ - $ 10,638 $ 15,000 $ 60,000 $ - $ - $ 85,638
Home Energy Audit $ - § 246,133 § 23,361] § 233,606 $ - $ 40,881 § 543,981
Partners in Energy $ - $ 96,401 $ 2,500 $ - $ - $ - $ 98,901
Education/Market Transformation $ - $ 435,234 $ 105,461 $ 473,606 $ - $ 40,881 $ 1,055,182
Planning and Research
EE Market Research $ - § 224666 $ - $ - $ - $ - $ 224,666
EE Evaluation, Measurement & $ - $ 12253 | $ - $ - $ - $ 205,339 $ 217,591
EE Planning & Administration $ - $ 120,428 $ - $ - $ - $ - $ 120,428
EE Product Development $ - $ 151,636 $ - $ - $ - $ - $ 151,636
EE Product Development Total $ - $ 151,636 $ - $ - $ - $ - $ 151,636
EE Planning and Research Total $ - $ 508,982 $ - $ - $ - $ 205,339 $ 714,320
EE Indirect Products & Services Total $ - $ 944,216 $ 105,461 $ 473,606 $ - $ 246,220 $ 1,769,502
EE PORTFOLIO TOTAL $ - $ 5,053,569 $ 1,151,306 $ 11,166,724 $ 131,110 $ 996,385 $18,499,094
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Table Sc: Public Service’s 2022 Natural Gas DSM Budgets and Targets
Net Annual Annual Gas MTRC Test| Gas MTRC
2022 Gas Budget Dth Savings Dth/$M Net Benefits Test Ratio
Business Program
Business Energy Assessments $13,548 3,784 279,297 $72,042 3.14
Business HVAC+R Systems $266,540 8,809 33,048 $26,429 1.05
Custom Efficiency $65,005 6,626 101,935 $14,644 1.04
Energy Management Systems $25,336 2,590 102,224 $23,952 1.17
New Construction $586,125 72,887 124,354 $6,807,758 3.13
Small Business Solutions $186,717 17,475 93,593 $432,776 1.82
General Advertising-Bus $81,982 0
Business Program Total $1,225,252 112,171 91,549 $7,295,619 2.51
Residential Program
Energy Efficient Showerhead $339,395 32,205 94,888 $4,756,713 11.17
Energy Star New Homes $3,053,505 154,836 50,708 $126,760 1.01
Home Enetgy Insights $692,365 91,772 132,549 $24,903 1.04
Home Energy Squad $496,647 23,753 47,827 $828,112 2.25
Home Performance with ENERGY STAR $194,389 9,098 46,805 -$259,640 0.66
Insulation & Air Sealing $870,941 34,522 39,638 $4,276,998 3.99
Multifamily Buildings $393,661 23,199 58,932 -$470,991 0.74
Residential HVAC $2,862,451 170,237 59,472 $63,519 1.01
School Education Kits $858,161 65,000 75,743 $7,486,315 8.02
General Advertising-Res $185,540 0
Residential Program Total $9,947,057 604,623 60,784 $16,647,148 1.65
Income Qualified Program
Energy Savings Kit $163,002 10,593 64,986 $1,589,954 9.14
Multifamily Weatherization $657,414 8,554 13,012 -$238,819 0.81
Non-Profit $439,235 4,005 9,118 -$179,463 0.79
Single-Family Weathertization $4,458,596 59,762 13,404 -$847,155 0.90
Income Qualified Program Total $5,718,247 82,914 14,500 $324,516 1.03
Indirect Products & Services
Education/Market Transformation
Business Education $19,600 0 0
Business Energy Analysis $222,698 0 0
Consumer Education $61,000 0 0
Energy Benchmarking $31,869 0 0
Energy Efficiency Financing $100,957 0 0
Home Energy Audit $586,249 0 0
Partners in Energy $100,689 0 0
Education/Market Transformation $1,123,061 0 0
Planning and Research
EE Market Research $178,429 0 0
EE Evaluation, Measurement & $141,520 0 0
EE Planning & Administration $12,404 0 0
EE Product Development $152,585 0 0
EE Product Development Total $152,585 0 0
EE Planning and Research Total $484,938 0 0
EE Indirect Products & Services $1,607,999 0 0
EE PORTFOLIO TOTAL $18,498,555 799,708 43,231 $23,182,091 1.54
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Table 5d: Public Service’s 2022 Natural Gas DSM Costs by Category
Program Planning [ Administration & Advertising & [Participant Rebates [ Equipment & |Measurement and
2022 & Design Program Delivery Promotion and Incentives Installation Verification Total
Business Program
Business Energy Assessments $ - $ 8,578 | § - $ 4970 [ $ - $ - $ 13,548
Business HVAC+R Systems $ - § 182435] § - $ 84,104 § - $ - $ 266,540
Custom Efficiency $ - $ 34,089 | $ 50 § 30,466 | $ - $ 400] $ 65,005
Energy Management Systems $ - $ 12,825 $ 500 $ 11,511 $ - $ 500 $ 25,336
New Construction $ - § 127935] § - $ 360,317 § - $ 97,8731 § 586,125
Small Business Solutions $ - $ 37,000 | $ 25,000 $ 119,717]  § - $ 5,000] § 186,717
General Advertising-Bus $ - $ 2,282 $ 79,700 $ - $ - $ - $ 81,982
Business Program Total $ - $ 405,144 $ 105,250 $ 611,085 $ - $ 103,773 $ 1,225,252
Residential Program
Energy Efficient Showerhead $ - $ 229,297 $ 676 $ 109,422 $ - $ - $ 339,395
Energy Star New Homes $ - $ 613837 | $§ 240,000 $ 1,770,053| $ - $  429,615] $ 3,053,505
Home Energy Insights $ - $ 692,365 $ - $ - $ - $ - $ 692,365
Home Energy Squad $ - § 125258 | $§ 140,000 $ 72,477 | $ 156,412 § 2,500 $ 496,647
Home Petformance with ENERGY STAR | § - $ 72360 | $ - $ 92,029 § - $ 30,000] § 194,389
Insulation & Air Sealing $ - $§ 342774 § - $ 528,167 $ - $ - $ 870,941
Multifamily Buildings $ - $ 25711 | § 3,000 $ 354,942 § - $ 10,008] $ 393,661
Residential HVAC $ - $§ 706,741 $§ 297,040 $ 1,838,670 $ - $ 20,0001 $ 2,862,451
School Education Kits $ - § 639,485 § 2,500 $ 216,176 | $ - $ - $ 858,161
General Advertising-Res $ - $ 9,540 $ 176,000 $ - $ - $ - $ 185,540
Residential Program Total $ - $ 3,457,369 $ 859,216 $ 4,981,937 $ 156,412 $ 492,123 $ 9,947,057
Income Qualified Program
Energy Savings Kit $ - $ 86,611 | § 44,000 $ 32391 § - $ - $ 163,002
Multifamily Weatherization $ - $ 98,465 | $ 28,000 $ 516,949 § - $ 14,000 § 657,414
Non-Profit $ - $ 66,976 | $ 20,000 $ 332,259 | § - $ 20,000 $ 439,235
Single-Family Weatherization $ - $ 180,924 | § 60,000 $ 4,102,072 $ - $ 115,600 $ 4,458,596
Income Qualified Program Total $ - $ 432,976 $ 152,000 $ 4,983,671 $ - $ 149,600 $ 5,718,247
Indirect Products & Services
Education/Market Transformation
Business Education $ - $ 10,000 $ 9,600 $§ - $ - $ - $ 19,600
Business Energy Analysis $ - $ 20,698 $ 17,000 $ 185,000 | $ - $ - $ 222,698
Consumer Education $ - $ 23,000 $ 38,000 $ - $ - $ - $ 61,000
Energy Benchmarking $ - $ 31,869 $ - $ - $ - $ - $ 31,869
Energy Efficiency Financing $ - $ 10,957 § 15,000] § 75,000 $ - $ - $ 100,957
Home Energy Audit $ - $§ 251,170 | § 26,281 § 262,807 § - $ 45,991 $ 586,249
Partners in Energy $ - $ 98,039 | $ 2,650 $ - $ - $ - $ 100,689
Education/Market Transformation $ - $ 445,732 $ 108,531 $ 522,807 $ - $ 45,991 $ 1,123,061
Planning and Research
EE Market Research $ - $ 178,429 $ - $ - $ - $ - $ 178,429
EE Evaluation, Measurement & $ - $ 12,033 ] § - $ - $ - $ 129,487 $§ 141,520
EE Planning & Administration $ - $ 12404 $ - $ - $ - $ - $ 12,404
EE Product Development $ N $ 152,585 $ N $ - $ - $ - $ 152,585
EE Product Development Total $ - $ 152,585 $ - $ - $ - $ - $ 152,585
EE Planning and Research Total $ - $ 355,451 $ - $ - $ - $ 129,487 $ 484,938
EE Indirect Products & Services Total $ - $ 801,183 $ 108,531 $ 522,807 $ - $ 175,478 $ 1,607,999
EE PORTFOLIO TOTAL $ - $ 5,096,672 $ 1,224,997 $ 11,099,500 $ 156,412 $ 920,974 $ 18,498,555
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DSM Participation

Decision No. C14-0731 in the 2013 DSM Strategic Issues (Proceeding No. 13A-0686EG) directed
the Company to “collect, define, and analyze participant and non-participant rates. In future DSM
plan filings, the Company shall explain how these data were collected and used for each
program.”'* Furthermore, the Commission clarified in Decision No. C14-0997 that “we also
require that the Company set forth proposals for tracking participants and non-participants for
specific programs and measures and to provide estimates of participant and non-participant
counts in its DSM Plans. While we recognize that, for certain programs or measures it may be
difficult or prohibitively expensive to collect such data, it is reasonable for the Commission to
consider plans for tracking participation and non-participation when programs and measures are
proposed in a DSM Plan filing and when we review the cost-effectiveness and ratepayer impacts
of those programs and measures. !>

Tracking Participants / Non-Participants

To most effectively comply with the Decision, Public Service has determined that participant
counts should be collected at the customer level (rather than at the premise level as had been done
in the past) and provided by DSM product and by customer class. Because customers may
participate in more than one product within a single year, the total number of portfolio participants
will not be a direct summation of the individual product participation counts. In order to identify
the non-participants, the Company will provide the number and percentage that the portfolio
participation count makes up of total Public Service customers (eligible for DSM).!¢ Going
forward, the Company will begin to identify the number of customers participating in each DSM
product in a given year within the DSM Annual Status Report. Additionally, within the Status
Report, a portfolio participation and non-participation count will be provided.

The Company believes a thorough analysis of participants and non-participants must go beyond a
counting of participation each year. It must also consider the amount of cumulative consumption
savings realized by individual customers each year, due to the participation in DSM products over
several program years. To this end, the Company will also identify the estimated percentages of
business and residential customers by their range of consumption savings attributable to DSM
participation since the expansion of the DSM programs in 2009. The extent of individual
participation can further be compared to the cumulative rate impacts of DSM program since 2009.
The combination of these factors results in the level and distribution of bill savings among business
and residential customers. This additional participation data analysis is included in the DSM
Annual Status Reports.

14Decision No. C14-0731, at 115 in Proceeding No. 13A-0686EG.
I5Decision No. C14-0731, at 924 in Proceeding No. 13A-0686EG.
16pyblic Service gas transport customer classes are not eligible to participate in DSM.
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Key Assumptions
Participation data is provided with the following key assumptions:

e A participant will be “one individual customer” (based on account number) participating
in DSM in a given year. 7 Customers may have multiple premises,!® multiple projects,
and/or participate in multiple DSM products across multiple years. (This represents a shift
from historical reporting of “participant” which was based on premises).

e Some participation related data analysis is provided only at the portfolio level, such as non-
participant!® data; this approach ensures that the endeavor is not undertaken in a manner
that is costly or extensively laborious.

e Downstream products’ participation counts will be actual customer counts based on tracked
participation data (means of tracking as identified in Tables 6b and 6c¢).

e  Where mid/upstream products’ do not track participation at the customer level, counts will
be an estimate within both the DSM Plans and the Annual DSM Status Reports, unless
otherwise noted, given the nature of the approach and difficulty and cost associated with
specific customer tracking.

Product-Specific Considerations
Products with unique participant tracking approaches are described below:

Cooling — Midstream: The participating tracking mechanism for the midstream rebate portion of
the product will be determined in conjunction with the selected third-party implementer. The data
will either be directly uploaded into Salesforce—the Company’s tracking software—or tracked
separately and manually added to the Salesforce data for the third-party implemented portion of
product participation.

Lighting Efficiency and Small Business Solutions — Midstream Lighting: Product participation for
the midstream component of the product is derived through monthly sales reporting from the third-
party implementer. This data is manually entered into Salesforce and is also tracked separately.

Energy Efficient Showerhead: Public Service uploads a participation report from the third-party
implementer into Salesforce; however, a manual calculation needs to be completed (given current
Salesforce configuration), in order to identify the total number of unique customers that receive a
showerhead.

ENERGY STAR New Homes: Upstream participation is based on the number of unique new home
builders participating in the product each year and is tracked by the third-party implementer.

17Within the Detailed Technical Assumptions table at the end of Appendix H: Technical Reference Manual of this
Plan, the Company identifies “units,” which differ from “participants.” Units are the total number of equipment
installed by measure.

18 premise is an individual physical location where a customer is served; a customer may have multiple premises
associated with their one account, and vice versa a premise could have multiple customer accounts. For tracking
participants, individual customer accounts will be tracked as one participant.

194 non-participant is a Public Service customer who is eligible to participate in DSM but has not chosen to do so.
This type of data point can be tracked based on total Public Service customers and/or Public Service customers by
class (business or residential).
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Downstream participation is based on the number of homes completed in the product by that
smaller number of builders. In other words, each home is purchased and occupied by a unique
customer and no customer is assumed to own more than one participating home during the product
year. Therefore, participation estimates included herein will reflect the number of homes.

Home Lighting & Recycling: This product is wide-reaching with a significant number of bulbs
sold and distributed across both the Residential and Business populations. Because the product
achieves the vast majority of participation through retail outlets that do not track information on
the customers purchasing the bulbs in the product, some estimation of the breadth of
participation—based on average bulbs per customer, total installed bulbs, and the product
saturation rate—has been performed.

Multifamily Weatherization and Multifamily Buildings: Participants are considered to be both
residents living within housing units that receive energy-efficiency measures (regardless of
whether they paid for improvements or received them as a direct-install measure), as well as the
building and/or equipment owners, who may not represent the metered, bill-payer given the nature
of multifamily building units.

School Education Kits: The Company presumes one customer account per kit. However, it is
possible that there may be very limited circumstances where a customer could receive two or more
kits in one program year and/or multiple kits over the course of several program years (not unlike
potential duplicate participation in other DSM products), but these instances cannot be tracked.

Class Participation Calculations

To estimate the count of unique customers participating within each segment (Business or
Residential), calculations must be made to estimate the duplication of participation across the
individual products. Summing the participation across products and then applying adjustments to
account for duplicate participation results in an accurate measure of the breadth of participation
within each segment. The methods to estimate duplicate participation across various types of
products are described below:

Individually-Tracked Products: To estimate the amount of duplicate participation expected to
occur in the 2021 and 2022 program years, the ratio of the sum of unique participation within each
product observed in the 2019 program year over the unique participation within the Business or
Residential segment is calculated. For instance, for the Business class of customers in the 2019
program year, individually-tracked products had a sum of 9,369 unique accounts within products,
but these represented only 4,723 unique accounts within the Business class. This results in a factor
0f 49.58% to account for duplicate participation across the individually tracked products.

Non-Individually-Tracked Products: For the Home Lighting & Recycling product it is not feasible
to track the individual participation. Home Lighting & Recycling includes an upstream delivery
model that represents very large participation and does not provide an opportunity to identify the
individual participants. For 2021 and 2022, behavioral products for both the Business and
Residential classes will be applied to a large fraction of the population, with the individual
participants not yet determined. For these products, duplicate participation is estimated by
multiplying the fraction of population represented by each product by each other. For instance, if



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 32 of 524

in 2021, the Home Lighting & Recycling product is expected to reach 25% of the Residential class
population, and the Residential Behavioral product is expected to reach 40% of the Residential
class, the duplicate participation is estimated at 10% (25% * 40%) of the Residential class. The
total fraction of the Residential class population participating in either of these products is
estimated by summing the total fraction of the two products at 65% (25% + 40%) and then
subtracting the duplicate participation fraction (10%) to get a fraction of 55% of the Residential
class population participating in at least one of these products.
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DSM Participation Tables

The following tables included in this Plan present the Company’s best estimates for participation
and non-participation in DSM programs in 2021 and 2022, based on the methodology for
estimating participation described above.
e 6a:2021/2022 Electric Participant & Non-Participant Estimates, Percentage
e 6b: 2021/2022 Electric Participation Estimates, Average Rebate and Savings by DSM
Product
e 6c:2021/2022 Natural Gas Participation Estimates

Table 6a: 2021/2022 Electric Participant & Non-Participant Estimates, Percentage

Total Unique DSM Total PSCo PSCo Customers PSCo Customers Not
Participants Customers Participating in DSM | Participating in DSM
Count % Count % Count % Count %

2021 Total 777,227 100% 1,443,362 | 100.00% 777,227 53.85% 666,135 | 46.15%
Business 10,872 1.40% 104,487 7.24% 10,872 10.40% 93,615 | 89.60%
Residential 766,355 98.60% 1,338,875 92.76% 766,355 57.24% 572,520 | 42.76%
2022 Total 808,221 100% 1,472,230 | 100.00% 808,221 54.90% 664,009 | 45.10%
Business 10,900 1.35% 106,577 7.24% 10,900 10.23% 95,677 | 89.77%
Residential 797,321 98.65% 1,365,653 92.76% 797,321 58.38% 568,332 | 41.62%
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Table 6b: 2021/2022 Electric Participation Estimates,
Average Rebate and Savings by DSM Product
2021 Average Average kWh 2022 Average Average kWh
Estimated | Rebate Per | Savings Per | Estimated | Rebate Per | Savings Per
Product Participants | Customer Customer | Participants | Customer Customer
Business Program
Business Energy Assessments 135 $3,364.14 48,605 142 $3,483.36) 46,20
Business HVAC+R Systems 1,656 $2,528.33 19,084 1,656 $2,528.33 19,084
Compressed Air Efficiency 116 $5,601.06 43,524 127 $5,716.34 43,628|
Custom Efficiency 32 $9,477.65 143,752 32 $9,477.65 143,752,
Data Center Efficiency 30 $38,542.36 441,992 30 $38,542.36 441,992
Energy Management Systems 36 $9,214.88 200,986 33 $9,138.25 197,732
LED Street Lighting 4 $0.00 330,127 4 $0.00] 330,127,
Lighting Efficiency 3,777 $2,164.23 26,513 3,717 $2,199.68 26,940
New Construction 184 $22,061.73 248,964 184 $22,061.73 250,320
Self Direct 5| $124,195.39 890,413 5 $124,195.39 890,413
Small Business Solutions 3,471 $852.30 13,271 3,687 $835.18 12,468
Strategic Energy Management 191 $35,403.41 424,395 193 $35,036.54 420,853
Residential Program Total
Energy Efficient Showerhead 3,775 $1.82 138 3,775 $1.82 138
Energy Star New Homes 27,606 $83.01 359 27,207 $82.90) 381
Home Energy Insights 811,977 $0.00 37 811,604 $0.00 37
Home Energy Squad 3,110 $96.75 1,163 4,480 $95.75 1,030
Home Lighting & Recycling 160,795 $18.15 479 157,898 $17.78 395
Home Performance with ENERGY STAR 443 $196.94 1,087 612 $200.89 1,139
Multifamily Buildings 2,160 $838.90 6,041 1,793 $893.02 6,125]
Insulation & Air Sealing 958 $199.88 485 958 $198.33 485
Refrigerator & Freezer Recycling 7,000 $50.00 500 7,100 $50.00] 503
Residential Heating & Cooling 29,382 $209.73 478 29,614 $212.55 474
School Education Kits 50,500 $26.59 200 55,500 $25.78 187
Income Qualified Program
Energy Savings Kit 5,115 $22.90 200 5,115 $22.90 199
Multifamily Weatherization 38 $25,300.68 53,975 38 $25,300.68 53,975
Non-Profit 39| $22,470.42 43,620 39 $22,470.42 43,620
Single- Family Weatherization 42,084 $48.55 544 42,084 $48.55 544
Indirect Products & Services
Business Education 1,379 $0.00 0 1,379 $0.00 0
Business Energy Analysis 497 $1,539.24 0 502 $1,543.82 0
Consumer Education 27,514 $0.00 0 27,514 $0.00 0
Energy Benchmarking 316 $0.00 0 351 $0.00] 0
Energy Efficiency Financing 53 $2,641.51 0 62 $2,822.58 0]
Home Energy Audit 1,721 $96.68 0 1,848 $101.29 0)
Partners in Energy N/A] N/A
Demand Response
Critical Peak Pricing 37 $0.00 1,382 45 $0.00 1,382
Electric Vehicle Critical Peak Pricing 105 $0.00 0 235 $0.00 0]
Electric Vehicle Optimization 4,000 $57.50 0 8,400 $50.00] 0)
Peak Day Partners 3 $80,500.00 60,739 5 $80,500.00] 60,739
Peak Partner Rewards 40 $28,417.94 5,611 50 $28.417.94 5,611
Residential Battery Demand Response 250 $1,250.00 -70 0
Residential Demand Response 25,450 $374.26 4 25,475 $373.90 4
Geo-targeting Pilot - DR 888 $76.86 0 1,737 $82.69 0
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Table 6¢: 2021/2022 Natural Gas Participation Estimates

2021 Natural Gas
DSM Participation

2022 Natural Gas
DSM Participation

Product Estimated Estimated
Business Program
Business Energy Assessments 13 13
Business HVAC+R Systems 83 83
Compressed Air Efficiency 0 0
Custom Efficiency 8 8
Data Center Efficiency 0 0
Energy Management Systems 10 9
LED Street Lighting 0 0
Lighting Efficiency 0 0
New Construction 65 65
Self Direct 0 0
Small Business Solutions 411 532
Strategic Energy Management 0 0
Residential Program Total
Energy Efficient Showetrhead 61,740 61,740
Energy Star New Homes 28,153 29,058
Home Energy Insights 627,608 537,464
Home Energy Squad 3,110 4,480
Home Lighting & Recycling 0 0
Home Performance with ENERGY
STAR 450 610
Multifamily Buildings 461 461
Insulation & Air Sealing 960 960
Refrigerator & Freezer Recycling 0 0
Residential Heating & Cooling 17,860 17,438
School Education Kits 45,000 50,000
Income Qualified Program
Energy Savings Kit 6,436 6,436
Multifamily Weatherization 24 24
Non-Profit 29 29
Single-Family Weatherization 2,500 2,500
Indirect Products & Services
Business Education 592 592
Business Energy Analysis 332 340
Energy Benchmarking 139 154
Energy Efficiency Financing 128 151
Home Energy Audit 48 52
Partners in Energy N/A N/A
Demand Response
Critical Peak Pricing 0 0
Electric Vehicle Critical Peak Pricing 0 0
Electric Vehicle Optimization 0 0
Peak Day Partners 0 0
Peak Partner Rewards 0 0
Residential Battery Demand Response 0 0
Residential Demand Response 0 0
Small Commercial Building Controls 0 0
Geo-targeting Pilot - DR 0 0
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Business Program

A. Description

The Business Program offers prescriptive and custom DSM products to commercial and industrial
customers in the Colorado service territory.2? Public Service has a total of 256,240 gas and electric
commercial and industrial customer premises in Colorado.2! A breakdown of business premises
by type is shown in the table below.

Table 7: Business Premise Counts by Type22

Natl(l)r:llyGas Electric Only B(E:legfisc& Total

Commercial 39,199 148,551 74,456 262,206
Industrial 2,603 352 79 3,034
Total 41,802 148,903 74,535 265,240

Public Service divides business customers into three sub-segments for marketing purposes: (1)
large customers and (2) small- and (3) medium-sized customers. Large customers are typically
single or aggregated electric customers with demand usage of over 500 kW, natural gas customers
with annual loads of 5,000 Dth or more, and/or national customers, such as fast-food chains. Public
Service assigns an Account Manager to large customers to serve as a liaison with The Company
on a variety of energy topics. Small- and medium-sized business customers work with the
Company’s Business Solutions Center (“BSC”) to answer any questions they may have on their
accounts and to discuss Company resources for potential energy efficiency projects.

Products

An extensive portfolio of products is planned for the Business Program in 2021 and 2022 including
12 electric and six natural gas products. All natural gas products coincide with their electric
counterparts such as Custom Efficiency where electric, natural gas, or electric and natural gas
savings can be analyzed. The Business product rankings are shown in Table 8 below.

20 Most of the Company’s high natural gas consumption customers are transportation-only customers that do not
purchase gas directly from the Company, and therefore those customers are exempt from the DSMCA and ineligible
to participate in the Company’s energy efficiency products.

21 premise counts as of June 2020.
22 Natural gas transportation-only customers are excluded.
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Table 8: Business Product Rankings23

2021-2022 Rank
Lighting Efficiency 3
Small Business Solutions 6
Business HVAC+R Systems 7
Strategic Energy Management 8
New Construction 12
Data Center Efficiency 16
Compressed Air Efficiency 17
Business Energy Assessments 19
LED Street Lighting 20
Energy Management Systems 21
Custom Efficiency 22
Self Direct 23

The newest products being launched for the Colorado market are:

Business HVAC+R Systems — This product combines heating efficiency, motor/drive and pump
efficiency, cooling efficiency, and refrigeration products into a common marketing platform, to
better align with products and technologies in market.

Business Energy Assessments - This product combines and expands on Recommissioning and
Engineering Assistance products included in previous DSM Plans.

Small Business Solutions — This program combines previous plan offerings for Small Business
Lighting and Commercial Refrigeration, and expands the types of measures and support available,
including a facility walk-through audit.

B.  Targets, Participants & Budgets

Targets and Participants

The Business Program is anticipated to contribute 347.1 GWh and 108,566 Dth in 2021 and 347.2
GWh and 112,171 Dth in 2022. This is approximately 65 percent and 14 percent respectively of
the 2021 achievements and 66 percent and 14 percent respectively of the 2022 planned
achievements. Each of the product targets were reviewed by the Company’s energy efficiency
team for reasonability and appropriateness based on market potential.

23411 products in the DSM portfolio were ranked through the same process and the full results can be found in
Appendix C of this Plan.
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The product’s energy savings and participation, and corresponding budgets, are shown in Tables

9a through 9d below.
Table 9a: 2021 Electric Business Program Budgets and Targets
Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2021 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Business Program
Business Energy Assessments $838,818 808 6,561,660 1.24 26,813 $1,072,144 1.68
Business HVAC+R Systems $8,063,297 10,402 31,602,611 1.89 146,767 $5,739,008 2.26
Compressed Air Efficiency $943,477 831 5,038,012 1.38 21,173 $824,603 1.76
Custom Efficiency $783,574 818 4,600,068 1.21 22,180 $857,216 1.29
Data Center Efficiency $1,481,245 1,904 13,259,748 1.69 67,810]  $2,590,843 2.22
Energy Management Systems $558,815 172 7,235,485 1.09 36,383 $1,414,138 1.51
LED Street Lighting $0 0 1,320,510 1.53 7,926 $293,751 2.46
Lighting Efficiency $12,221,449 15,718 100,138,280 1.35 415,306] $16,332,085 1.77
New Construction $6,850,531 11,597 45,738,879 1.49 233,681  $8,910,368 1.84
Self Direct $770,268 996 4,452,063 1.11 20,919 $814,543 1.38
Small Business Solutions $5,948,016 7,236 46,062,218 1.36 181,330]  $7,151,254 1.80
Strategic Energy Management $8,948,115 10,626 81,059,465 1.80 337,659 $13,410,407 2.36
General Advertising-Bus $791,704
Business Program Total $48,199,310 61,107 347,068,998 1.49 1,517,949 $59,410,360 1.89
Table 9b: 2022 Electric Business Program Budgets and Targets
Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2022 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Business Program
Business Energy Assessments $881,670 808 6,561,660 1.26 24,850 $1,035,085 1.68
Business HVAC+R Systems $7,948,011 10,402 31,602,611 1.94 134,615|  $5,479,253 2.29
Compressed Air Efficiency $1,054,137 920 5,550,053 1.40 21,879 $885,660 1.77
Custom Efficiency $791,855 818 4,600,068 1.21 20,413 $820,691 1.29
Data Center Efficiency $1,487,425 1,904 13,259,748 1.73 63,206|  $2,510,373 2.24
Energy Management Systems $533,915 168 6,525,155 1.11 31,147 $1,259,164 1.53
LED Street Lighting $0 0 1,320,510 1.60 7,536 $289,945 2.52
Lighting Efficiency $12,116,819 15,717 100,137,739 1.38 382,992| $15,670,606 1.78
New Construction $6,778,211 11,626 45,987,879 1.53 217,386]  $8,617,803 1.87
Self Direct $774,687 996 4,452,063 1.13 19,238 $779,479 1.38
Small Business Solutions $6,081,333 7,149 45,965,672 1.41 173,588 $7,102,794 1.83
Strategic Energy Management $8,973,831 10,810 81,224,704 1.83 310,650] $12,849,076 2.37
General Advertising-Bus $801,690
Business Program Total $48,223,585 61,320 347,187,862 1.52 1,407,499| $57,299,928 1.91
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Table 9¢: 2021 Natural Gas Business Program Budgets and Targets
Net Annual Annual Gas MTRC Test | Gas MTRC
2021 Gas Budget | Dth Savings Dth/$M Net Benefits Test Ratio
Business Program

Business Energy Assessments $13,319 3,784 284,099 $69,076 3.06
Business HVAC+R Systems $261,226 8,809 33,720 $18,753 1.04
Custom Efficiency $64,455 6,626 102,805 $4,165 1.01
Energy Management Systems $26,267 2,878 109,557 $24,214 1.16
New Construction $580,757 73,186 126,018 $6,691,283 3.09
Small Business Solutions $166,465 13,284 79,800 $297,285 1.71

General Advertising-Bus $69,340
Business Program Total $1,181,829 108,566 91,863 $7,035,435 2.49

Table 9d: 2022 Natural Gas Business Program Budgets and Targets
Net Annual Annual Gas MTRC Test | Gas MTRC
2022 Gas Budget | Dth Savings [ Dth/$M Net Benefits Test Ratio
Business Program

Business Energy Assessments $13,548 3,784 279,297 $72,042 3.14
Business HVAC+R Systems $266,540 8,809 33,048 $26,429 1.05
Custom Efficiency $65,005 6,626 101,935 $14,644 1.04
Energy Management Systems $25,336 2,590 102,224 $23,952 1.17
New Construction $586,125 72,887 124,354 $6,807,758 3.13
Small Business Solutions $186,717 17,475 93,593 $432,776 1.82

General Advertising-Bus $81,982
Business Program Total $1,225,252 112,171 91,549 $7,295,619 2.51

Budgets
Achievement targets were developed as a result of an organic participation and energy savings

estimation process for each product, which was rolled up to the Business Program total. Similarly,
budgets for each product were developed based on the anticipated level of achievement and cost
of market penetration, including review of historical data for the past several years and experience
with similar products in Minnesota.

Rebate budgets were established according to the desired number of product participants and
estimated average project size. Next, budget components, such as advertising and promotion, were
developed as part of the product planning process. Then, product delivery budgets, including
Company labor and external resources, were calculated. The resulting budgets from this planning
process are shown in the executive summary section of the Plan.

The Company is continuing to closely manage DSM expenditures due to concerns about reduced
cost-effectiveness of many DSM products given low gas commodity prices, increases in renewable

energy generation, and the rate impact on non-participating customers.

Additional details are presented in the product descriptions that follow this overview section.

C. Application Process
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Application processes vary by product. See individual product summaries following this overview
for more information.

D. Market Objectives & Strategies

Market analysis shows that the commercial segment had the highest potential for energy savings
within indoor and outdoor lighting, cooling and ventilation, data servers, and refrigeration end-
uses. In the industrial market segment, pumps, lighting, compressed air, fans, cooling, and drives
show the greatest end-use potential.

Transactional research is also conducted by Public Service to identify who is participating in our
DSM products. Specific detail from our rebate applications, including customer name, vendor,
type of equipment, etc., is collected on each transaction and added to a database. This information
is monitored to determine metrics such as: participation/non-participation in DSM products,
market segments utilized, and equipment types our customers use. By analyzing specific end-use
data, Public Service can continue to shape the Business Program to further meet the needs of the
market.

Trade allies, end-use equipment vendors, energy services companies, and Public Service’s
Account Managers and marketing team work individually and collaboratively to drive
participation in the Business Program. While coordination of DSM participation by the largest
business customers typically requires regular personal communications and site visits, Public
Service also utilizes newsletters, customer events, direct mail, email communications, and
awareness advertising to reach Business Program customers. A challenge in marketing energy
efficiency is that it’s not a topic on the top of customers’ minds — they are busy managing the core
aspects of their businesses, particularly for those who do not have dedicated onsite energy
managers. Customers tend to focus on purchase price (or “first costs”) rather than lifetime costs
and are often unlikely to replace equipment prior to failure. Customers may also not be aware of
energy efficient equipment and process options available to them when the need arises to make
purchase decisions. Yet, opportunities are growing in marketing energy efficiency to customers as
awareness on conservation, climate change, and the environment increases leading to an affinity
for energy-saving actions. To support marketing efforts, Public Service employs an integrated
approach to marketing communications, where the tactics are designed to work in concert with
each other and reinforce key messages over time.

Strategy
Public Service follows the “AIDA” (awareness, interest, desire, action) process for encouraging

customers to participate in DSM products. The following are the steps in this process:

1. Create awareness of electricity and/or natural gas impacts on bottom-line profits and
quantify potential cost savings and available rebates.

2. Promote interest in DSM products by providing more information about the offerings,
including payback examples and case studies, through a variety of customer touch-points.

3. Instill the desire for participation in DSM products by quantifying the impacts of a bundle
of potential energy savings technologies and processes, based on specific product and
industry information for each targeted market segment.
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4. Move the customer toward action by offering a variety of product options with varying
degrees of financial commitment and/or long-term customer involvement.

Key Messages and Target Audience
When communicating with customers, Public Service uses several overarching key messages
including:

e Energy efficiency reduces operating costs and improves the bottom line.

e Public Service helps lower energy bills by offering rebates and incentives for installing
highly efficient equipment, using energy-saving building designs and optimizing existing
equipment to maximize comfort and energy savings.

e Rebates and incentives shorten payback periods for energy-efficient equipment and
systems, providing lasting savings for years to come.

e Energy efficiency helps reduce environment impacts.

Public Service also markets its products differently to the various business sub-populations,
depending on the target audience. Each of these target audiences are identified by key shared
characteristics before analyzing their motivations. Once motivations are identified, Public Service
can adjust the above key messages to meet the customers’ specific needs.

Small- and Medium-Sized Businesses
Small and medium-sized business customers traditionally own or work in buildings in segments
such as offices, retail, healthcare, education, lodging, light manufacturing and grocery. They are
motivated differently than larger businesses and are busy trying to keep their businesses successful
and running smoothly which means energy is a low-interest category. Small business owners are
motivated by how to save money and how to make things more convenient. Key messages used to
address these needs include:

e Energy savings go right to profits.

e Partnering with the property manager (where applicable) to employ energy savings can

lower energy costs, improve ambiance, and increase the owner’s property value.

Large Businesses
Large commercial customers traditionally own or work in buildings in segments such as office,
retail, education, healthcare, restaurants, auto dealerships and congregations. These customers
recognize the value of environmental responsibility and sustainability efforts; but in doing so want
to weave these efforts into their long-term financial strategies. Industrial manufacturing in
Colorado is most concentrated in the areas of food and beverage, chemicals, computer and
electrics, and machinery. They are highly engaged in getting the most production from every unit
of energy, to keep operating costs low and eliminate waste. In all, these customers are the most
energy-savvy and are constantly monitoring their equipment and processes. Key messages used to
address both these customer groups include:

e Energy is a large part of the operating budget.

e Rebates help reduce up-front costs, shorten payback periods and provide ongoing savings

for years to come.
e Energy savings go right to the bottom line as increased profits.
e Investing in energy savings is a smart decision.
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e Energy-efficient equipment and systems help increase reliability while decreasing
maintenance costs.
e Saving energy helps reduce environment impacts and meet sustainability goals.

Marketing Tactics
Marketing tactics center on product-specific promotions, solutions-based marketing, and a variety
of communications vehicles.

Product-specific Promotions: Product-specific marketing efforts tie back to the overriding
message, offering specific examples of concrete ways to do more. These examples show customers
and trade partners the direct, personal impacts of their efforts, offering examples of energy savings,
paybacks and lifetime savings or personal rewards.

Solutions-based Marketing: These communications focus on product combinations that offer
solutions for a specific customer segment (e.g., schools) or solutions that address common
customer concerns (e.g., weather, energy costs, environmental) rather than marketing a single
product.

Communications Vehicles:

e Product collateral, including feature sheets, applications, customer case studies, savings
calculators, participating vendor lists and cross-product energy-savings guides.

e Newsletters for specific products or cross promotion, such as the Energy Exchange for
trade partners and Energy Solutions for Public Service customers.

o Websites.

e Direct mail campaigns for specific product end uses announcing new incentives or for
customer education, as well as general direct mail pieces targeted at specific market
segments.

e Events, including product and technical training, customer education and customer
recognition.

e Speaking opportunities in local industry meetings, business events (i.e. Chambers, National
Association of Industrial and Office Properties, and Building Owners and Managers
Association) and local conferences.

e Media relations, including free placement in appropriate media, focusing primarily on
customer stories and product information and changes.

e Advertising in business magazines, newspapers, the internet and radio spots.

E. Program-Specific Policies

The Company has adopted several general policies that are followed across products in the
Business Program. Individual products may have additional, unique policies as noted in each of
the product summaries that follow. The general policies provide guidelines; however, they may be
altered under specific circumstances and/or for specific periods of time when warranted for
promotional events or other purposes.

The Company defined all-electric, electric-only, and gas-only customers as follows:
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e All-electric: customers who only receive electric service from the Company and space
condition and water heat with electricity;

e Electric-only: customer who receive electric service from the Company and natural gas
service from another provider for use in space conditioning and/or water heating; and

e Gas-only: customer who receive natural gas service from the Company and electric service
from another provider.

The program-level policies include:

e Proof of installation: All products require documentation of installation, such as proof-of-
purchase (e.g., invoices) or a site verification.

e Payback requirements: The payback policy for custom conservation products:

a. Rebates may be paid on projects with payback of at least 1 year.
b. Project payback must be less than the project lifetime, which varies by product and
technology.

o Studies: Study funding cannot exceed 75% of the study cost and studies must be completed
within three months.

e Load Shifting: Load shifting occurs when a measure shifts electrical energy and demand
usage to an off-peak period, without necessarily reducing the total load served over a
defined time period. Potential load shifting projects need to meet all existing eligibility
requirements of the applicable product as well as additional persistence requirements.

o Study-Driven Savings: If a customer implements measures identified in a study that are
less than a one-year payback, they will not receive a rebate, but Public Service will claim
the study-driven savings regardless. The Company believes that our financial and technical
help in identifying and/or analyzing energy efficiency measures provides sufficient
influence on the customer’s decision to implement those measures.

F. Stakeholder Involvement

Since 2009, the primary avenue for external party involvement has been the quarterly DSM
Roundtable Meetings. The Roundtable Meetings are open to all interested parties who want more
information on Public Service’s DSM products and would like to provide feedback into the design,
planning, and implementation of the products.

Beyond the Roundtable Meetings, each DSM product manager involves applicable trade allies and
other stakeholder groups, as needed, in the development of the Company’s products. The Company
also participates in regional and national efforts to design and develop the best DSM products for
business customers. For example, participation in the Consortium for Energy Efficiency’s (“CEE”)
planning and research efforts to promote energy efficiency technologies.

In 2014, the Company launched the Partners in Energy program to support communities in
developing and implementing comprehensive energy action plans. The Company continues to
work with local community partners through this initiative, to reach out to businesses to support
them in reducing their energy consumption by participating in the Company’s DSM products. This
innovative approach will give local businesses greater access to DSM resources through non-
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traditional channels. This approach leverages joint marketing opportunities and community
momentum to drive additional customer participation.

G. Rebates & Incentives

Business rebates are offered for custom and prescriptive products to promote high efficiency
technology implementation. Rebates and incentives vary by product and can be offered to
customers, vendors, distributors and manufacturers. The Company may also decide it prudent to
offer bonus rebates to customers and/or trade partners to boost participation if implementation lags
and budget allows.

Indirect products, such as Business Energy Analysis and Business Education support participation
in business DSM products.

H. Evaluation, Measurement & Verification

The specific product measurement and verification plans are described in the EM&V section of
this Plan; and products that will undergo comprehensive evaluations in 2021 or 2022 are also noted
that section.
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» Business Energy Assessment

A. Description

The Business Energy Assessments product offers study funding and electric and natural gas
implementation rebates to commercial and industrial customers who improve their building
performance through an energy assessment.

The product’s main offerings include the following:

e Subsidized assessment options that identify energy-saving opportunities. Customers pay a
portion of the assessment cost based on their size.

e Operationally-focused rebates for implementing recommissioning or building system tune
up measures identified through a study; and

e Prescriptive rebates for the end-uses rebated in our other prescriptive products;

e (Custom rebates for any energy-saving opportunities eligible for rebates under our other
custom products;

e Free implementation services to help customers implement energy-saving opportunities.

e Tuition Rebates to off-set the cost of Building Operator Certification training.

Assessments Suite

Customers signing up for an assessment through the Business Energy Assessments product will
receive a whole-building energy analysis. This assessment includes a utility bill analysis, a
thorough walkthrough of the entire facility and a list of energy-saving strategies with savings
estimates, as well as associated cost and rebate values. The assessment options are listed below:

1. Commercial Streamlined Assessment Implementation — Advising support will be provided
during and after a Commercial Streamlined Assessment to implement identified system
tune-ups and savings opportunities.

2. Building Assessment — Previously filed as Recommissioning, this assessment focuses on
optimizing existing equipment within facilities. Prescriptive and Custom energy-saving
opportunity rebates will be identified where applicable.

3. Targeted Building Assessment — Additional replacement for Recommissioning product,
this offering encompasses the same components as the Building Assessment but at a greater
depth. A detailed, comprehensive assessment that will be tailored to highly-engaged
customers that have an expectation of building an on-going relationship with their study
provider and utility.

Implementation Services
The product offers a variety of services that customers may choose from depending on their
specific needs to help them implement their projects. The intent of adding an implementation
consultation is to improve the conversion rate on energy-saving opportunities identified in our
study offerings. Services include, but are not limited to:

e Attending internal stakeholder customer meetings to obtain approval;
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e Assistance with prioritizing projects;

¢ Financial analysis of implementing measures;
¢ Bidding process review;

e (Coordination of implementation;

e Verification of installation; and

e Paperwork compilation and rebate submission.

B. Targets, Participants & Budgets

Targets and Participants
Energy savings and participation targets were determined by looking at historical performance as
well as projects currently in the pipeline.

Budgets
Budgets were developed commensurate with the energy savings targets, based on historical costs.

Most of the budget is driven by the number of studies completed and number of customers who
implement projects in a given year.

The main budget drivers include the following:

o Administration — This budget includes labor estimates which are based on historical
spending.

e Third-Party Customer Services — This budget includes scoping and project management
services provided directly to the customer.

® Advertising and Promotion — A promotional budget includes outreach tactics to generate
awareness of the new assessment offerings and encourage participation.

e Participant Incentives — This budget reflects the assumed participation across multiple end-
use products based on the average project implementation numbers from the last three
years.

C. Application Process

An application process will be made available to customers and trade partners that is structured to
guide participants to the best-fit assessment to serve their needs and operations.

D. Marketing Objectives & Strategies

Customers learn of the product through their Public Service Account Manager, Business Solutions
Center representative, direct marketing efforts and via the Business Energy Assessment trade
partners.

The marketing strategy is to educate customers and trade partners on the benefits of a Building
Energy Assessment. Due to the long sales cycle, it is important to continually build the study
pipeline to meet future year’s targets. To build the pipeline and to attract customers and trade
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partners, various marketing tactics such as educational seminars, in person meetings, case studies
and the product website are utilized.

E.  Product-Specific Policies

Building Energy Assessments has a few policies that are specific to the product which include:

o Study/analysis driven credit: If a customer implements measures that are less than a one-
year payback or over a seven-year payback, they will not receive a rebate, but Public
Service will claim the study/analysis-driven savings. The Company believes that our help
identifying and/or analyzing energy efficiency measures provide sufficient influence on
the customer’s decision to implement those measures.

e Maintenance: The Assessment product may claim energy savings for major maintenance
measures identified and implemented through the recommissioning process.

e Rebate/energy savings validity: If at least two years has passed since a project was
approved, the technical staff re-analyzes it with current rates to determine if the
savings/payback has changed. This re-analysis is conducted prior to issuing a rebate.

o Customer eligibility: The product is available to retail business customers with both
electricity and natural gas service, or electricity only service. Electric customers with
transportation natural gas will receive identification of gas energy conservation
opportunities. Gas only service customers are not eligible for this product.

F. Stakeholder Involvement

The Company values feedback from customers and trade partners and makes an effort to gather
their input to ensure the product is effective. As ideas are generated from stakeholders, they will
be reviewed and implemented, if feasible. The Company will meet with our active trade partners
to discuss product specifics and to obtain feedback. Continuous communication with this group
through informal conversations and project work provides opportunities to keep this feedback
channel open.

G. Rebates & Incentives

A range of subsidized assessments will be offered to identify energy-saving opportunities.
Customers pay a portion of the assessment cost based on their size. Assessments will identify
operational and equipment (capital expense) energy-saving opportunities. Public service will pay
for implementing recommissioning or building system tune up measures identified through an
assessment, as well as rebates for both prescriptive and custom end-use products. In addition,
Public Service will pay $500/peak coincident kW reduction achieved, $0.034/kWh saved, and an
$4/Dth saved for Public Service natural gas customers, up to 60% of the recommissioning measure
costs that are identified in assessments. Finally, Public Service will pay a tuition rebate to off-set
the cost of Building Operator Certification training.
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> Business HVAC+R Systems

A. Description

The Business Heating, Ventilation, Air Conditioning, and Refrigeration (“HVAC+R”) Systems
product combines Heating Efficiency, Cooling Efficiency, and Motors, Drives and Pumps, and
C&I Refrigeration measures into an integrated demand side management product. The Business
HVAC+HR Systems product encourages Public Service gas and electric business customers to
consider all high-efficiency options at a system level when choosing to replace existing mechanical
systems. The Business HVAC+R Systems product will focus on customer needs which will drive
deeper penetration of energy efficiency measures and provide opportunities to integrate demand
management and load management strategies.

The product offers a broad range of prescriptive rebates, and midstream incentives for high-
efficiency equipment options. The product will leverage the custom measure to evaluate demand
management opportunities. Such projects are evaluated under the Custom Efficiency analysis and
must follow the rules of the Custom Efficiency program

Prescriptive participants receive rebates to help buy down the initial capital cost and shorten the
payback period. The new equipment also provides better reliability and lower maintenance costs,
as well as lower utility bills via energy savings. The Company currently follows the guidelines of
the International Energy Conservation Code (“IECC”) 2018 for equipment definitions, standard
formulas, and minimum recommended efficiencies. These sources, along with Public Service’s
historical experience, allowed the Company to develop influential prescriptive rebates that
encourage the most efficient choice of equipment in the majority of equipment categories.

Midstream measures under this product are designed to deliver incentives to market actors who
sell qualifying high-efficiency HVAC equipment by increasing stocking levels and upselling. The
Midstream measures are designed to adapt to market changes, and the Company will continue
working with relevant industry players to enhance the product to include new midstream incentives
for equipment.

B.  Targets, Participants & Budgets

Targets and Participants

Targets are based on the achievements of past years, estimates of market penetration, and a review
of potential cooling, heating, motors and drives, and refrigeration technology efficiency
improvements.

Participation was derived from prior years’ (2019 and 2020) performance. Additional factors
included feedback from trade partners, product participation trends, average project size, and
historical participation.
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Budgets
Historical cost and participation information was analyzed to project expenditures. External

resources and discussions with local stakeholders were used to ascertain expenditures and market
equipment cost. Comparative spending analysis of past-year activity is generally conducted but is
not the determining factor, since other external variables like promotions, materials, and staffing
influence future costs. The Business HVAC+R Systems product will have an integrated budget.

Rebates, incentives, labor, and promotions influence the budget:

e Rebates: Developed using the average project rebate cost from the detailed technical
assumptions, multiplied by anticipated participation levels.

o Administration: Determined by estimating the number of full-time employees needed to
manage the product and execute the marketing strategy and rebate process, including
Account Management and BSC support.

e Promotions: The estimated promotional budget anticipates several customer and trade
partner communications and events during the year.

For the midstream offering, external resources and discussions with local stakeholders are
leveraged to establish the market potential for HVAC equipment. Incentives and third-party
implementer costs influence the budget:

e [ncentives: Midstream incentives to participating distributors influence the sale of high-
efficiency products to contractors, thereby increasing the availability of these products for
customers in the marketplace.

o Administration: A third-party implementer will facilitate recruiting and management of
distributors, design and management of the web-based paperless rebate application, and
process individual applications. Internal administration and advertising costs are minimal,
Account Management and BSC budgets are not required. Rebate Operations costs are
minimal.

C. Application Process

Prescriptive Measures:

Online applications for the product are available on Xcel Energy’s website.2* Customers may apply
for rebates by completing the online application and providing a detailed purchase invoice for the
newly installed equipment. The equipment must be new and meet all the qualifications detailed in
the online application. After the customer has installed the equipment, the online application and
invoice must be submitted to Public Service within 24 months of the invoice date. Once the online
application is processed, rebate checks will be mailed to the customer, or alternate recipient, as
indicated on the application, within six to eight weeks.

Midstream Incentive:

24https://www.xcelenergy.com/programs_and_rebates/business programs_and_rebates/equipment_rebates
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A critical component of the midstream measure is its use of a web-based paperless application for
participating distributors. A paperless system is critical for ease of participation and for reducing
the cost per kWh saved. Incentives will be paid to participating distributors on a bi-weekly basis.
The distributor must submit the following information into an online application in order to receive
the incentive:

Qualifying Equipment Information:
1. Manufacturer
2. Model
3. Number of units installed
4. Unit Serial numbers

Installation Site Information:
5. Business name and address where the equipment is to be installed
6. Contact information (customer, or contractor, or installer)

Sales Information:
7. Invoice number and date

D. Marketing Objectives & Strategies

The Business HVAC+R Systems product creates a base level of knowledge in the marketplace
through newsletters and direct communications to customers and trade allies. These tactics make
customers aware of the key benefits of energy efficiency and its applicability to Business
HVAC+HR Systems and gives the trade a platform from which to educate customers on high-
efficiency solutions for their particular applications. The product provides literature and tools for
the customers and trade to evaluate rebates and incorporate them into purchase decisions. In
addition, customers are served by Public Service’s Account Managers and BSC who educate them
on energy efficiency, evaluating rebate potential, and the rebate application process. The trade can
find similar assistance through the Trade Relations Manager. The Business HVAC+R Systems
product also benefits from opportunities identified for participants via the Company’s Business
Energy Analysis and Recommissioning products.

Marketing communications will revolve around the benefits of energy efficiency through
paybacks, lifecycle costs, and environmental benefits. Newer equipment is typically more
efficient, more reliable and may have more effective controls than an older system providing both
energy and non-energy benefits to the end user. Public Service uses generally-accepted
information from sources such as ENERGY STAR®, the American Society of Heating,
Refrigeration and Air-conditioning Engineers (“ASHRAE”), the Federal Energy Management
Program (“FEMP”), and others to educate customers on no- and low-cost ways to save energy,
such as performing regularly scheduled maintenance and simple tune-up tips to ensure systems are
operating optimally.
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Product-Specific Policies

The product does not rebate back-up equipment or portable equipment. Qualifying equipment
must be new and permanently installed at the end-use customer.

VFDs must automatically control the speed of existing or new motors.

Gas Transport Only customers cannot participate in rebates for the heating efficiency measures.

Participating customers must be a business retail natural gas, electric, or a combination electric
and gas customer of Public Service Company of Colorado.

Qualifying Midstream Distributors: A qualifying distributor is an entity that purchases qualifying
equipment directly from the manufacturer and sells such equipment to be installed at a qualifying
customer’s facility. A vendor who purchases equipment from a distributor does not qualify. Under
certain circumstances, a manufacturer and/or a manufacturer’s representative may serve as its own
distributor and sell directly to the end-use customer. In this case, the manufacturer/distributor can
qualify.

Applications for rebates must be submitted within 24 months of invoice date.

F.

Stakeholder Involvement

Because HVACHR Systems can be very complex, trade partner relationships are imperative to
achieving the product’s energy savings and participation targets. The Company has engaged trade
allies in product design and improvement through focused trainings and outreach events. Members
include manufacturer’s representatives, and equipment contractors.

Why target distributors?

1.

Nowbkwbd

Distributors control equipment stocking and sales.

Influence contractors’ purchase decisions which influence customer purchases.
Minimize downstream markups and lost opportunities.

Fewer market actors enable lower implementation costs.

Meets customer’s demand for immediate replacement.

Distributors influence majority of equipment sales.

Most qualified sales staff with financial, technical, and sales skills.

The product will explore adding additional measures for contractors as a part of the midstream
offering. Trade Partners have constant interaction with Business HVAC+R Systems during
installation and maintenance services. This puts them in a unique position to identify potential
system improvements and ensure quality throughout the system.
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G. Rebates & Incentives

Generally, Public Service has set the minimum qualifying efficiency at a point that nominally
exceeds the IECC 2018 minimum efficiency requirements to encourage customers to purchase the
most efficient equipment, while ensuring that manufacturers have equipment that meets the criteria
of the product.

The proposed rebate level averages approximately 60% of the incremental cost. This level balances
the cost-effectiveness of the product with the incentive needed to motivate the customer to
purchase efficient equipment, achieving a payback of less than five years in most cases. Rebates
are designed to buy down the incremental cost of purchasing efficient equipment, which is
increasing with the stricter code requirements in the market.

The midstream approach provides distributor incentives based on the size of the unit in tons.
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» Compressed Air Efficiency

A. Description

The Compressed Air Efficiency product helps customers address inefficiencies in their compressed
air systems. The product encourages repair and redesign of existing systems and encourages the
purchase of efficient options for new and replacement systems. The product has three components:

1. Prescriptive rebates for the most common high-efficiency options such as no-loss air
drains, cycling dryers, purge controls, mist eliminators, and for certain variable frequency
drive (“VFD”) compressors;

2. Rebates for studies that help customers identify efficiency opportunities from fixing leaks
as well as from redesign or replacement of system components; and

3. Custom rebates for implementation of unique improvements identified by studies,
improvements can include capital purchases, such as qualifying compressors and “process”
changes, such as piping modifications or horsepower (“hp”’) reductions.

Rebates are available for any size of compressed air equipment through the product’s custom
component. For equipment over 10 hp, customers are advised to complete a system study prior to
submitting an application for a custom efficiency rebate. Such projects are evaluated under the
Custom Efficiency analysis and must follow the rules of the Custom Efficiency program.
Examples of equipment replacement that may qualify for the custom rebate include:
e Replacing a 40 hp compressor with a 50 hp compressor;
e After completing a compressed air study, replacing an existing 150 hp air compressor with
two 75 hp compressors and controls; and
e After completing a compressed air study, replacing an existing 150 hp air compressor with
a 150 hp VFD compressor.

The Compressed Air Efficiency product is available to all electric commercial and industrial
customers within the Company’s service area. The primary participants are mid-sized business
customers that have some or all of the following characteristics:

e Demand of 100+ kW; and/or
e Operate within energy-intensive industries (e.g., food processing, mining, etc.).

In addition, there is a secondary target of small business customers that may have some or all of
the following characteristics:

e Limited internal resources to purchase, install and finance projects;
e Limited technical expertise; and/or
e A focus on short-term paybacks.

Members of the trade are also targeted to increase product education and engagement, including
equipment manufacturers and installers, as well as design engineers and electricians.
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B. Targets, Participants & Budgets

Targets and Participants

Participation and savings targets were established in light of recent product trends and experience,
including performance from 2016 through 2019. Trade feedback, an evaluation of potential
customers within the Colorado service territory, and results from the product’s 2014
comprehensive evaluation also informed target-setting.

Budgets
Historical budgets were analyzed to project the product budget for 2021 and 2022. Other factors

such as planned promotions, trainings, and staffing influenced deviations from historical trends.
The budget is largely driven by rebates and internal labor, as well as consulting fees. Specifically:

e Rebates — The budget for rebates is established by estimating participation for the product
and applying the rebate amounts per kW and kWh.

e [nternal labor — Compressed Air Efficiency is a labor-intensive product. It is one of the
few products in Colorado that has prescriptive, study-based, and custom components. The
study and custom components require Company staff to conduct detailed analysis for
approval of each project. Labor is typically 25% to 30% of the product cost.

e Consulting — A consultant provides measurement and verification (“M&V”) services, as
needed.

C. Application Process

Customers can learn about the product through various channels, including from a Public Service
Account Manager, compressed air vendor, website literature, or product advertising. Applications
must be signed by the customer but can be submitted by customer representatives including
building owners, contractors, engineering firms, energy services companies, and equipment
vendors. Typically, the customer or a vendor selling to the customer identifies a project and starts
the application process described below.

Compressed Air Prescriptive Measures
For prescriptive measures, the application process is similar to other prescriptive products:

e Customers may apply for rebates by completing and signing the application and providing
an itemized invoice for the installed equipment. The equipment must be new and meet all
the qualifications detailed on the application. The customers may submit a rebate
application within twelve months after the invoice date. Once the paperwork is completed
and submitted, rebate checks are mailed to the customer, or alternative rebate recipient,
within six weeks, as indicated on the application.

e The replacement of compressors must be for a new variable speed drive compressor(s) with
hp that is less than or equal to that of the replaced load/no-load compressor(s). If the retrofit
is not a reduction in hp or involves additional compressor types, customers may apply for
preapproval through the custom product.

e The replacement or installment of a new cycling dryer must be 75 SCFM to 2799 SCFM
and must not be used as backup. Non-cycle or refrigerating dryers are not eligible. The
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replacement or installment of a new mist eliminator filter must be 500 SCFM to 2299
SCFM and must not be used as backup. The rated pressure drop of all mist eliminators
must be 0.75 pounds per square inch gage or less over the lifetime. The installment of only
new dryer purge controls must be for systems that are 90 SCFM to 2499 SCFM and cannot
be used as backup. Dryers must have a dew point sensor at discharge to monitor demand
and only desiccant heatless dryers are eligible.

Compressed Air Studies

In order to begin the study process, the customer will select a participating compressed air
vendor/contractor to conduct their study. A list of eligible participating providers and trade
partners is available on the Company’s website.2’ The customer submits the Compressed Air
Efficiency study application to a Company Account Manager. Maximum study funding is based
on system horsepower, and up to 100% of study costs are rebated if the cost of the study is equal
to or less than the maximum funding. The eligible operating system horsepower has been expanded
to include smaller systems between 10 and 49hp. To receive preapproval, the study application
must propose to include the following components:

e An ultrasonic leak survey to locate and tag air leaks, and estimate the cost of inefficiencies
due to system leaks and misuses;

e An efficiency report with system recommendations and estimate of energy cost savings
due to each recommendation;

e Characterization of major compressed air system components including:

o Compressor ID, model, manufacturer, nameplate hp, motor nameplate hp type,

capacity, pressure rating in psig age, and control type;

Compressor motor size, efficiency, and age;

Type, capacity, and age of dryers and other conditioning equipment;

Type of automatic compressor controls, if any;

Description of major compressed air end uses;

Location and layout of piping and major system components; and

Inspection of compressed air system components and identification of problem

areas.

e Identification of system loading of major compressed air users including size, frequency,
and duration of use;

e Measurement of power, pressure and flow for a minimum of seven days for systems 50hp
and above, and for an appropriate length of time for smaller systems;

e Summary of the results of the leak and unregulated demand inspection, including the
location and approximate size of each leak;

e Summary of the execution steps and cost estimate to repair the leaks, unregulated end-uses
and inefficient compressed air applications;

e Recommendations for improvements to customer’s maintenance procedure and equipment
retirement/replacement schedules; and

¢ Recommendations for follow-up actions to improve operation and efficiency, including the
installation of new equipment.

O O O O O O

25https://www.xcelenergy.com/staticﬁles/xe-responsive/Programs%ZOand%20Rebates/Business/CO-Compressed-
Air-Contractor-List.pdf
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To receive the study rebate, the completed study report must show data was collected on the
preapproval date or within the allotted preapproval timeframe. The customer must repair at least
75% of the air loss due to leaks as identified by the study and included in the completed report.
Once the customer has repaired the leaks, the customer will inform their Account Manager. The
customer and Account Manager review the list of identified leaks and note the repair status of each
leak. The customer and Account Manager both sign the verification section of the application and
submit it to the product manager along with copies of invoices and other required information as
stipulated in the preapproval letter.

Custom Compressed Air

If the customer chooses to implement recommended capital improvements to the compressed air
system that do not qualify for prescriptive rebates, they may apply for preapproval of their project
through the Company’s Custom Efficiency product application process. Please see the Custom
Efficiency product section of this Plan for a description of the process to be followed. The
Compressed Air product offers higher custom rebates for customers who have received a study
prior to custom project completion.

D. Marketing Objectives & Strategies

Account Managers and compressed air vendors are the primary marketing conduits for this product
and will market the product through their direct relationships with customers. In addition, the
following strategies will help meet product targets in 2021 and 2022:

Targeting Industrial Customers — Industrial customers make up a sizeable market that has the
potential to bring in large compressed air projects. The Company targets these customers with
direct contact (which may include mailings, email blasts, etc.) to create awareness and answer
questions about the product.

Leveraging Trade Partners — The trade partners operating in Colorado are a significant factor
in the success of this product. Working directly with these trade partners helps to identify
potential participants early in the planning stages of a project. The Company continually strives
to demonstrate how incorporating incentives into trade partners’ bids can be a benefit to their
businesses.

Competition amongst the small group of vendors is high due to the mid-to-large
industrial/manufacturing markets targeted. Therefore, the Company trains each trade partner
individually. Throughout 2021 and 2022, training with trade partners will continue. The
trainings provide a forum to review the vendor’s work, make recommendations for a better
end-product, and solicit feedback on the effectiveness of the Compressed Air product.

Delivering Marketing Collateral — Marketing collateral is an important tool to provide
customers with useful, easy to follow guidelines for the product. The Company continuously
solicits feedback from customers and trade partners to improve these materials. Collateral is
available for customers, trade partners, and others. Customers and trade partners can request
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hard copies of the material or they can access material on Xcel Energy’s website. The collateral
includes:

o Compressed Air Information Sheet — Helps describe the product to customers and
trade partners. Provides examples of projects that may qualify, business reasons to
participate, and a summary of the procedures to follow.

o Compressed Air Application (for qualifying prescriptive measures) — Lists
qualifying prescriptive measures. The customer fills out several sections including
technical information related to the proposed and existing equipment.

o Compressed Air Study Application — A document that customers fill out to start the
process of participation. The customer or vendor is asked to fill out several sections
including information about the location, applicable rates, project description,
equipment supplier, technical information about existing and proposed equipment,
and project verification.

e Participating Study Providers List — A list of trade partners who have submitted
studies in the past or expressed an interest in participating in the product. The list
is provided for the convenience of customers who do not have a working
relationship with a vendor. The Company does not endorse any particular provider
over another and is willing to amend or add partners as the market changes.

o Compressed Air Study Template — A detailed example of a study that is
comprehensive and provides value to customers’ energy saving efforts.

E.  Product-Specific Policies

Compressed Air studies require preapproval prior to implementation. Custom projects are
evaluated under the Custom Efficiency analysis and must follow the rules of the Custom Efficiency
product. These processes help to minimize free ridership and ensure the technical and financial
soundness of projects that are awarded rebates. All compressed air equipment projects must have
a payback period over one year.

The system requirements include:

e Electrically driven compressed air systems;
¢ Minimum 10 hp total installed air compressor capacity (excluding backup equipment); and
e Systems must operate at least 40 hours per week (2,000 hours per year).

F. Stakeholder Involvement

Customers, trade partners, and other stakeholders are currently engaged at the specific project
level. Feedback is garnered individually from each participant and once a trend develops (positive
or negative), the Company makes a change to the product design. If it is a small change, it is then
discussed internally and possibly with a few key trade partners and, if deemed acceptable,
implemented. A larger change would possibly involve review by the product’s external technical
resources or other third-party.
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G. Rebates & Incentives

The Compressed Air Efficiency product helps customers lower operating costs by offering rebates
on compressed air studies and by providing rebates on compressed air equipment. Rebates apply
to new and leased equipment, but not to used equipment. All rebates are subject to Product-Specific
Policies (Section E above) and Business Program Policies.

Study rebate levels are described in Appendix H: Technical Reference Manual and are described
in the study funding application as well as on the Company’s website.

Prescriptive rebates for compressed air equipment are available for no-loss air drains, cycling
dryers, mist eliminators, dew point controls, and select variable speed drive compressors.
Prescriptive rebate levels are shown in the Appendix H: Technical Reference Manual, on the
rebate application, and on the Company’s website.
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» Custom Efficiency

A. Description

The Custom Efficiency product offers rebates to electric and natural gas business customers who
implement energy saving projects that do not fit the requirements of prescriptive products. The
product is marketed to all business customers regardless of size using direct contact with customers
via our sales representatives, the internet, and trade channels.

This product also offers study funding to help customers determine project viability and energy
savings potential.

Energy saving non-prescriptive projects include installing new equipment, replacing existing
equipment, retrofitting equipment or improving processes that lower a customer’s electric or
natural gas use. The project list includes, but is not limited to, the following:

Equipment Application

Compressed Air | New equipment, reduction in hp of compressors, storage, vacuum
pumps, and variable speed drive compressors, reduction of
compressor run time

Controls CO2 based ventilation, compressed air and refrigeration controls

Cooling Heat recovery, process cooling and controls

Lighting Lumen output changes, exterior lighting, light-emitting diode
(“LED”) and daylighting, retrofits (not one-to-one)

Miscellaneous Energy efficient windows (film, argon, Low E), humidification,

insulation, printing presses, and welders

Motors & Drives | Motors > 200 hp, Drives > 200 hp, any motor type outside the

prescriptive parameters, and Drives for non-fan, non-pump

processes

Refrigeration Ammonia compressors, freezer doors, and evaporative condensers

Process Changes | ¢ New system produces more output than the old system while using
the same amount of energy as the old system

e New system produces the same output as the old system using less
energy

e Reconfigure system layout

Load Shifting Ice Storage and other load shifting technologies

B.  Targets, Participants & Budgets

Targets and Participants

The energy savings and participant targets were determined by looking at both historical
performance and projects that are currently in the product pipeline, as well as consideration of
current economic conditions.
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Budgets
Historical cost and participation information is tracked and analyzed to project future expenditures.

For the Custom Efficiency product, administration and customer rebates are the primary budget
drivers.
e Administration: Custom Efficiency is a labor-intensive product due to the pre-approval
process and analysis components.
e Rebates: The budget for rebates is established based on an estimation of participation
levels, multiplied by the rebate per kW amount in the technical assumption models.

C. Application Process

The application process for custom projects is more involved than those for prescriptive measures.
Each custom project must meet specific eligibility requirements. This process can be broken into
distinct steps: Application Submission, Project Analysis, Project Acceptance or Ineligibility, and
Project Completion.

Application Submission:

Public Service Account Managers and/or a BSC representative work with a customer and their
vendor to identify a project with energy efficiency opportunities and start the application process.
In addition to the application, which must be signed by the customer, an electronic “workbook” is
filled out with a detailed description of the project.

Project Analysis:

Engineers review the project information and enter pertinent data into a MTRC test model to
determine the projected energy savings, benefit/cost ratio and payback. The model calculates
energy savings for various end-uses (lighting, motors, cooling, compressed air, etc.) to ensure
consistency in analysis from one project to another. All calculations are based on approved
ASHRAE methods or other similar industry standards. Based on the modeled results, the project
either passes or fails.

Project Acceptance or Ineligibility:

Once the engineers have completed the analysis, an approval or not rebate eligible letter is sent to
the customer. The letter provides critical information regarding the project, including: rebate
amount, project description and costs, energy savings, and any conditions that must be met to
receive the rebate (e.g., measurement and verification). Should a project be ineligible for a rebate,
a letter is sent to the customer with an explanation as to why the project was not approved.

Project Completion:

When a project is completed, the customer will inform their Account Manager or BSC
representative. The customer will sign the verification section of the application and submit it
along with copies of invoices and other required information as stipulated in the approval letter. If
the final documentation matches the approved project information, the project the paperwork is
submitted to Rebate Operations for issuance of the rebate.
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Occasionally, projects must undergo re-analysis because the final project parameters do not match
the original project application. This may be due to minor changes in project scope, cost, or
technology. In these cases, the actual project information will be given to the technical staff for
review and re-analysis. The original analysis will be updated with the new information to
determine if the project still meets passing criteria. A passing project will be awarded a rebate
based on the calculated savings from the updated analysis. A project that fails on re-analysis will
not be issued a rebate.

D. Marketing Objectives & Strategies

Marketing is conducted primarily by Account Managers, leveraging their direct relationships with
customers. In addition, the Company will use the following strategies to achieve the product’s
energy savings targets in 2021 and 2022:

o Target Industrial Customers: Colorado’s industrial base is relatively small, but these few
customers offer substantial opportunity. Many of the opportunities will come from
specialized applications or processes requiring a greater insight into the individual
customer’s operations. To achieve this, the Company relies heavily on leads from Account
Managers and outreach to the vendor community.

e BSC Representatives. The BSC provides direct support to non-managed commercial
customers.

e Use of Collateral: Public Service has developed a broad range of marketing collateral for
the product; this information is available in electronic format on Xcel Energy’s website?¢
and in hard copy format for customers, trade allies, and internal Public Service staff as
needed. This material is continually reviewed and revised based on feedback from
participants and as changes are made to the product. The key collateral includes:

o Custom Efficiency Brochure — This is the primary tool for Account Managers that
helps describe the product to customers and trade allies. It provides examples of
projects that may qualify; business reasons to participate; and a summary of the
procedures to follow.

o List of Potential Projects — Project types that have fared well in Colorado and
Minnesota serve as the basis for this list. The list includes both electric and natural
gas conservation measures.

o Trade Partner Website?” — This resource was designed specifically for the
Company’s trade allies. It includes all the materials indicated above and other
helpful information.

o Energy Exchange — A quarterly email newsletter that goes out to all trade allies
who have registered to be part of the trade ally network.

o Custom Specific Workshops — Workshops will be conducted for vendors and/or
customers to communicate project opportunities specific to custom end-use
situations.

26https://www.xcelenergv.com/pro,f,rramsiandﬁrebates/businessilz)rogramsﬁandﬁrebates/ equipment_rebates/custom_
efficiency
27https://www.xcelenergy.com/working_with_us/trade partners
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E. Product-Specific Policies

All custom projects must have an MTRC ratio of equal to or greater than 1.0, and a simple payback
of over one year, and less than the estimated life of the product to be eligible for a rebate. Rebates
are capped at 60 percent of the incremental project cost.

F. Stakeholder Involvement

Customers, trade allies, and other stakeholders are engaged at the project level to gather input
regarding best practices, methods, and support for evaluating new technologies.

G. Rebates & Incentives

Rebates apply to new and leased equipment. Used or portable equipment is not eligible. To
determine eligibility for a rebate, all projects are analyzed as described in the application process.
Rebates are calculated based on the demand reduction (kW) yielded by the project. Additional
details are identified in the Electric and Natural Gas Forecast Technical Assumptions within
Appendix H: Technical Reference Manual. For 2021 and 2022, Public Service will offer an
incentive level of $500.00 per peak coincident kW and $100 per off-peak kW for electric energy
savings projects and $4 per Dth for natural gas savings project
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> Data Center Efficiency

A. Description

The Data Center Efficiency product helps customers address energy conservation opportunities in
both new and existing data centers, as well as other computing spaces. This specialized product
was designed in response to the significant energy savings potential of these customers and the
projected growth in energy use in data centers and computing spaces.

There are numerous ways data centers can become more energy efficient, including:
e High efficiency servers;

Airflow improvements;

Electrical equipment;

High-efficiency cooling;

Humidification;

Power systems;

High-efficiency lighting;

Plate and frame heat exchangers; and

e Virtual Desktop Infrastructures (“VDI”).

Any size data center or computing space may participate. The product encourages a holistic
approach to energy efficiency within the data center, data closet, or computing space.

For existing facilities, the product provides funding towards an on-site evaluation and analysis and
rebates based on the energy savings resulting from implementation. Such projects are evaluated
under the Custom Efficiency analysis and must follow the rules of the Custom Efficiency program.
However, prescriptive rebates for high-efficiency computer room air conditioner (“CRAC”) units,
plate and frame heat exchangers, servers and VDI equipment are available. Data center customers
can also apply for prescriptive equipment rebates from other products offered in the Company’s
DSM portfolio. Data Center prescriptive equipment rebates will also be available to non-data
center customers.

For new facilities, the product delivers expert knowledge and resources to help data center owners
optimize the efficiency of their facilities during the siting, design and early construction and
operation stages of the new data center. Aligned closely with the design of the Energy Design
Assistance (“EDA”) offering within New Construction (for commercial new construction
projects), this Data Center offering will provide free consulting during the site selection and design
phases of new data center construction projects and provide financial incentives to offset the
increased costs of more advanced energy systems. The product commences with the customer’s
first discussions with the Company regarding siting of a new data center and ends after
construction and occupancy of the last in-scope portion of the data center.
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Public Service maintains a list of approved study providers to perform data center studies and
analysis. Study paths leverage the study providers, who have been provided training on Company
tools, to conduct the analysis.

Fifteen-minute interval data could show an operator if cooling is adjusting properly to match
changes in IT load. It could also be used as a basic indication if fan speeds, compressors or free
cooling are adjusting as IT load or outside air changes.

B. Targets, Participants & Budgets

Targets and Participants
Electric energy savings and participation targets were determined by looking at historic
participation and identified projects from the last several years.

Budgets
Budgets were developed commensurate with the electric energy savings target, based on historical

cost of achievements. The largest cost in the budget is for energy efficiency project implementation
and study rebates.

C. Application Process

Customers learn about the product through a variety of channels, including: the product website,
Account Managers and trade partners or study providers. In addition, the Company will identify
data center experts to help with the education of the product to customers. Product applications are
available through all of these channels. Customers may submit an application through their
Account Manager or trade partner or send it via mail or email to Public Service. A digital
application is available for the prescriptive equipment rebates.

Customers building a new data center need to submit their application in the early phases of design
to ensure recommended strategies are included in final design plans. The data center design study
is similar to the New Construction product’s Energy Design Assistance guidance for facilities.

Pre-approval is required to receive rebates for studies. Prescriptive measures do not require pre-
approval and will be rebated for implemented projects. Custom rebates are available for energy
saving measures that are not included under the prescriptive rebate category. Such projects are
evaluated under the Custom Efficiency analysis and must follow the rules of the Custom Efficiency
product.

D. Marketing Objectives & Strategies

The marketing strategy for Data Center Efficiency leverages a variety of channels including
Account Managers, trade relations managers, professional organizations and direct customer
communications. The goal of the Data Center Efficiency product is to build and/or retrofit data
centers and computing spaces, with their copious electronic equipment, to be as efficient as
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possible. Because the market for this product is so specific, Public Service will have Account
Management focus on recruiting data center customers to participate. Account Management and a
product engineer will work together to maintain contact with data center customers from
identification of potential energy saving measures through implementation of the recommended
measures. Face-to-face contact with our customer base is necessary to engage them in the product.

The Company will also conduct meetings with study providers and design firms to provide rebate
information and other support for customer engagement. The Company will use these meetings to
discuss new potential energy saving measures and best practices to encourage energy efficiency in
a data center. Additional study providers will be sought after to help data center customers identify
potential energy saving strategies at their location.

Soliciting Data Center Efficiency participation has typically required significant marketing effort
to influence customers; many are reluctant to make changes to their mission-critical operations
and upgrades require agreement across many function areas.

Public Service will offer on-site walkthrough audits of a customer’s data center by a product
engineer to help identify energy efficiency opportunities. Once the walkthrough audit is complete,
the customer will receive a report that describes the identified opportunities and the possible paths
for earning a rebate. This offer is intended to generate awareness of the product to data centers that
have not previously participated in the product.

As part of our strategy to increase participation in demand response products, this product will
provide opportunities for customers to participate in Critical Peak Pricing (“CPP”), Peak Partner
Rewards (“PPR”), and Interruptible Service Option Credit (“ISOC”). Further details are provided
in the technical assumptions.

E. Product-Specific Policies

Existing Facilities

Customers may perform a study by selecting a pre-qualified study provider28. If they select a
provider who is not on the Company’s list, the new provider will be required to submit
qualifications prior to receiving study funding approval.

The Company typically evaluates measures identified within a study as one project, based on the
customer’s indication to implement all measures included in the project. Pre-approved projects
must be cost-effective. If at least two years has passed since a project was approved, the technical

28http://www.xcelenergy.com/ staticfiles/xe/PDF/Marketing/CO-BUS-Data-Center-Efficiency-Provider-List.pdf
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staff will re-analyze it to determine if the savings/payback has changed. This re-analysis is
conducted prior to issuing a rebate check.

Studies, once pre-approved, need to be submitted to Public Service within three months of issuance
of the pre-approval letter.

New Facilities

To participate in this measure, customers will work directly with contracted agents of the Company
who will facilitate the integrated design and modeling components of the measure. The choice of
contracted providers is influenced primarily by the fact that the new Data Center market is highly
dynamic and complex. To manage the risk introduced by this complexity, the Company chose to
move forward with a limited provider delivery model. As the market evolves, the Company will
evaluate the potential to open the consulting services of this measure up to other providers in a
manner similar to the existing Data Center Efficiency studies and EDA offerings.

Computing Spaces
For prescriptive VDI measures and prescriptive high efficiency servers, all equipment rebated
through the measure must be new and meet all measure rules and requirements. A minimum of 10
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units must be purchased in order to qualify for the rebate. The application must be submitted within
twelve months of the invoice date.

F. Stakeholder Involvement

The Company continues to develop collateral and educational materials to support the product. As
participant feedback is received, suggestions will be evaluated for feasibility of incorporating
changes.

The Company has been an active participant in the CEE Data Centers and Servers Initiative2®. The
initiative focuses on collaboration among utilities striving for energy efficiency standards for data
center equipment, including knowledge sharing of data center efficiency product development.

Xcel Energy is also a member of the Association for Computer Operations Management
(“AFCOM™)30, the leading association of data center and facilities management providers, and
7x24 Exchange3!, a not-for-profit organization for the mission critical industry.

G. Rebates & Incentives

Study rebate: Data Center Efficiency studies for existing facilities will be rebated up to 75% of the
data center study cost, not to exceed $25,000. This cap will be re-evaluated if a very large data
center is being reviewed.

Custom rebate: Rebates are calculated based on the demand reduction (kW) yielded by the custom
project. For 2021 and 2022, Public Service will offer an incentive of $500 per peak coincident kW
and $100 per off-peak kW.

Prescriptive rebate: Rebates are available for High Efficiency CRAC units, Plate and Frame Heat
Exchangers, VDI, and High Efficiency Servers. Prescriptive rebate levels are shown on the rebate
application and on the Company’s website.

Data Center New Construction rebate: The product will provide rebates on the actual savings of
a project based on the times of day the project saves energy compared to the modeled baseline.

29http ://[www.ceel.org/content/committee-work

30http://www.afcom.com

3 1http://www.7);24exchange.01rg
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> Energy Management Systems

A. Description

The Energy Management Systems (“EMS”) product offers customers consultation and rebates for
installing systems that control and reduce a building’s energy usage both on- and off-peak. Electric
and natural gas customers are eligible for participation.

An EMS is a computer system designed specifically for the automated, centralized control of
electromechanical functions within a customer’s facility. Typically, the EMS controls a building’s
heating, cooling, ventilation, or lighting. The system may be referred to as a building automation
system (“BAS”) or the more general term of direct digital controls (“DDC”). EMS and DDC may
sometimes refer to systems that control the customers’ process-related equipment for the purpose
of energy reduction or demand management.

The product’s scope includes only existing buildings or process equipment. For such buildings or
equipment, the product incentivizes new EMS and the replacement of non-functional or obsolete
EMS. For current systems, additional functionality, software or programming may be incentivized.
Examples of measures encouraged by the product are shown in the following table.

EMS Control Strategies

Resets Scheduling
* Supply air/discharge air temperature * Holiday scheduling
» Condenser return water temperature » Zonal scheduling
e Chilled water supply temperature and | Override control

pressure * Night setup/setback
* VAV fan duct pressure and flow * Optimum start/stop

» Morning pre-cooling or warm-up
Ventilation Control Lighting
* Ventilation control tied to occupancy sensing | * Lighting sweep
* Supply air volume/OSAC management * Occupancy sensors
+ Carbon dioxide sensing  Daylight dimming
» Zonal lighting control

Miscellaneous Demand Control
» Simultaneous heating/cooling control » Demand limiting, load shedding, or load
* Economizer optimization optimization
» Zone-based HVAC control * Duty cycling
* Chiller staging * May be used for controllable load demand
* Boiler control response
* Building space pressure
* VSD control
+ Heating or Cooling Lockouts
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B. Targets, Participants & Budgets

Targets and Participants
EMS savings and participation targets were established considering recent product trends,
average project size, typical project costs, and the product’s historical performance. The resulting
targeted participation was decreased slightly in each year, compared to the prior plan. Recent
trends contributing to the new targets include:

* Increases in the customer costs-per-retrofit project, which contributes to lower pass-rates

for custom analysis;
» Trade partner focus on the territory’s booming new construction market; and
* Decreasing addressable market of older existing buildings of the target size.

The target for EMS’s marketing activities includes the owners or managers of existing commercial
buildings that:
» Have not installed or upgraded controls systems for at least 10 years;
* Have one entity that incurs the energy costs (without individually metered tenants); and
» Are of sufficient size to likely have acceptable energy savings compared to costs, which
tend to be buildings of at least 100,000 ft*.

To target smaller buildings, the Company may adjust processes or standardize certain calculations
related to lower-cost systems. The Company will implement only those adjustments that are
designed to be cost-effective and meet established engineering standards.

Budgets
Anticipated participation levels guided budget development. Historical costs were also considered,

and promotional costs were minimized. The product’s budget is driven by two costs:
* Rebates — The budget for rebates is estimated using historical data and analyzing
anticipated payouts per kW, kWh, and Dth.

» Internal labor — EMS is a labor-intensive product due to the analysis components of the
product.

C. Application Process

The application process for the EMS product is similar to the Custom Efficiency product or end-
use study.

D. Marketing Objectives & Strategies

Marketing is primarily conducted by Account Managers, leveraging their direct relationships with
customers. In addition, the following strategies will help meet energy savings targets:

1. Trade Partner Communications — EMS is substantially marketed to and through trade partners,
which primarily consists of equipment manufacturers and distributors; electrical contractors;
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and mechanical contractors. The Company provides training sessions for these trade partners.
The “Energy Exchange”, a quarterly email newsletter also goes out to all trade partners who
have registered to be part of the Company’s trade ally network. Communications may also
include links to tools that will help with project analysis such as U.S. Department of Energy
(“DOE”) resources.

2. Collateral — Customers and trade partners can access material electronically on Xcel Energy’s
website.3? Marketing materials include:

*  Product Information Sheet — The primary tool for sales staff that helps describe the product
to customers and vendors. It provides examples of qualifying projects, business reasons to
participate, and a summary of procedures.

*  Product Application and Worksheet — The document that customers fill out to start the
process of participation. The customer or vendor is asked to complete several sections
including information on the business location, Account Manager, applicable rates, project
description, and technical information related to proposed and existing equipment,
equipment supplier and project verification upon completion. The worksheet aspect is used
to gather all of the necessary information about the project and the building.

3. Target Market — All commercial and industrial facilities within the Company’s service area are
eligible to participate. The bulk of energy management systems are installed in commercial
facilities (office buildings, schools, etc.). The product focus is on managed accounts and large
unmanaged accounts. Approximately 80% of these customers are concentrated within the
Denver metro area, thus marketing campaigns are focused in this area. Systems for new
buildings are eligible only to the extent that the systems have extensive control strategies that
exceed all codes and standards.

Therefore, the primary targets for marketing activities are the owners or managers of existing
commercial buildings that:

e Have not installed or upgraded controls systems for at least 12 years;

e Have one entity incurring the energy costs (no individually metered tenants); and

e Are of sufficient size to likely have acceptable energy savings compared to costs, which
tend to be buildings of at least 80,000 ft>.

E.  Product-Specific Policies

Information pertaining to minimum requirements is included on the application. Much like the
Custom Efficiency product, EMS projects require:
* Project approvals follow the rules of the Custom Efficiency product. A cost-effective
metric ratio equal to or greater than one; and
* A payback between one and fifteen years based on the analysis.

32http:// www.xcelenergy.com/Programs and Rebates/Business Programs and Rebates/Equipment Re
bates/Energy Management Systems
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As part of our strategy to increase participation in demand response products, this product will
offer customers the opportunity to participate in Peak Partner Rewards, Critical Peak Pricing, or
other demand management measures. Further details are provided in the technical assumptions

F. Stakeholder Involvement

Customers, trade partners, and other stakeholders are currently engaged at the project level. The
Company works with these stakeholders to identify product trends that may require changes to
product design. The Company will also discuss potential changes with trade partners or third-party
implementers.

G. Rebates & Incentives

EMS offers rebates of up to $700 per peak coincident kW saved, plus up to $0.035 per annual kWh
saved. EMS also offers Public Service natural gas customers up to $4 per Dth saved. Rebate
amounts are based on the project performance and cost-effectiveness.
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» LED Street Lights

A. Description

The Company’s LED Street Lights product captures energy savings for local municipalities on the
Street Lighting Service (SL) Rate by replacing legacy Company-owned street lights with LED
fixtures.

The Company owns approximately 95,000 cobrahead-style street lights across its service territory
with nearly three-fourths of those lights being concentrated within a small number of larger
municipalities. Replacement of the current bulbs (70-Watt, 100-Watt, 150-Watt, 250-Watt, and
400-Watt fixtures) with more efficient LED fixtures will result in significant energy savings.
Cobrahead replacements offered through this voluntary product will be provided to customers who
opt-in to the new SL Rate to transition to LED technology, for both retrofits and new installations.
The Company intends to replace 100% of cobrahead fixtures within 10 years of the new rate
offering.

B. Targets, Participants & Budgets

Targets and Participants

The Company is forecasting replacement of 3,000 Company-owned cobrahead street light
fixtures—through retrofits and new installations—in 2021 and 3,000 units in 2022. The
replacement schedule is tied to an energy savings target of approximately 1.3 GWh which
represents the annual savings estimates.

Budgets
Equipment and labor costs for LED installation are not being recovered through the DSMCA and

therefore are not included in the DSM Plan budget for this product.

C. Application Process

Customers are required to submit their preference for the Option A or Option B rate.

D. Marketing Objectives & Strategies

The product will have a marketing budget to develop customer communications, case studies, and
allow for customers who many have opted out to now participate.
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E.  Product-Specific Policies

Voluntary product participation is available for only Public Service customers on the Street
Lighting Service (SL) Rate. The upgraded street lighting infrastructure will remain under Public
Service ownership.

Note: The Company offers separate rebates for customer-owned street lighting within the Lighting
Efficiency product.

F. Stakeholder Involvement

Local municipalities on the Company’s SL Rate are the primary product stakeholders. The
Company consulted with local municipalities regarding this product through several outreach
meetings starting fall of 2014 through 2020. Collaboration will continue as implementation
continues.

G. Rebates & Incentives

No rebates are offered for this product because the Company is the equipment-owner. SL
ratepayers will benefit from the ability to transition to the new technology under the new, lower
rate enabled by the lower energy consumption and competitive cost of the LEDs.
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» Lighting Efficiency

A. Description

The Lighting Efficiency product offers prescriptive and custom rebates to Xcel Energy electric
business customers who install qualifying energy-efficient lighting equipment in existing Rebates
are offered to encourage customers to purchase energy-efficient lighting by lowering the upfront
costs associated with this equipment.

The product’s main offerings include the following:
e Prescriptive rebates for qualifying lighting measures and projects33 that save energy such
as:

o LED fixtures that replace inefficient systems, including incandescent, HID and
fluorescent. LED measures include both interior and exterior fixtures, retrofit kits,
and lamps for retrofit applications;

e Custom rebates for energy-saving lighting projects that do not fall within the requirements
of the prescriptive rebate;

e Midstream LED lamp rebates called Business LED Instant Rebate; and

o Networked Lighting Control Rebates for qualifying systems controlling LED technology.

Prescriptive Lighting Rebates

The product offers rebates for qualifying lighting equipment that is more efficient than existing
equipment in retrofit situations. Lighting measures applicable to a prescriptive rebate format
are ones that are commonly installed in the marketplace and have an easily identifiable
means to determine energy savings.

Custom Lighting Rebates

The program pays custom rebates for qualifying energy saving measures that are not included
under the prescriptive rebate category. Such projects are evaluated under the Custom Efficiency
analysis and must follow the rules of the Custom Efficiency program. Requirements include that
the customer obtains and provides all information needed to analyze the energy savings
potential of the project. In addition, for advanced lighting controls projects all equipment must
be new and the control retrofit must be for an existing building.

Additionally, as the importance of managing peak demand continues to grow, the Company will
explore ways to incentivize and incorporate load management technologies and strategies. Interval
data from advanced meters will help the Company better identify strategies to shift energy
use from peak to off-peak periods.

Business LED Instant Rebates

33hitp://www.xcelenergy.com/ Save Money & Energy/Rebates/Lighting_Efficiency - CO
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The product offers upfront rebates to customers on qualifying LED screw-in or pin-based lamps
and downlight retrofit kits and fixtures that are purchased from distributors participating in the
LED Instant rebate program.

B. Targets, Participants & Budgets

Targets and Participants
The product’s participation and energy savings targets were determined by looking at historical
participation levels, as well as the large number of LED products that are expected to be
commercially available during the time period of this Plan. Previous project characteristics,
including equipment type/mix, were also used to develop projected average cents-per-kWh
rebate for each measure.

Budgets
Historical expenditures were analyzed to project the budget. The main budget drivers include:

e Participant Incentives — The vast majority of the budget is allocated for rebates. This
budget reflects the new rebate levels and projected customer participation in each measure,
which was based on 2019 and some of 2020 participation across the offerings.

e Administration — These budgets are based on past product performance with a slight
increase built in for expanded product offerings, engineering, and account management
involvement. The budget also includes third-party implementer costs for the
implementation of Business LED Instant Rebate efforts, technical assistance with
complex lighting projects, and preparing rebate paperwork

e Advertising and Promotion — A promotional budget was developed based on historical
expenditures on marketing activities. Promotions and paid advertising are targeted to
customers and trade partners and typically focus around activities such as new or revised
product offerings, case studies featuring successful projects, educational opportunities
such as events, and bonus rebates.

C. Application Process

The Company promotes the Lighting Efficiency product through several channels, including the
Company’s website, advertising, direct mail, email promotions or through the lighting trade.
Account Managers work directly with the Company’s largest customers to help them identify
energy saving opportunities in lighting and BSC representatives are available for all business
customers, particularly small- and mid-sized business customers, who need information on
lighting rebate products.

Lighting Efficiency Retrofit Application

The application process for the prescriptive retrofit product is similar to other prescriptive
products. Customers may apply for rebates by completing the application and providing a detailed
invoice for the newly installed equipment. The customers may submit a rebate application after
the equipment has been purchased and installed. The replacement of fixtures must provide
equivalent lighting levels between the baseline and proposed scenarios and result in energy savings.
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The equipment must be new and meet all the qualifications detailed on the application form.
After the customer has installed the equipment, the application and invoice must be submitted to
the Company within 12 months of the invoice date for retrofit projects. Once the paperwork
is completed and submitted, rebate checks will be mailed to the customer as indicated on the
application within six to eight weeks.

Business LED Instant Rebates

At the point of sale, participating distributors validate that the end-use customer is an active
customer within Xcel Energy electric service territory. Participating distributors will apply an
incentive to the retail price to decrease the qualified product cost. Customers will not be required
to submit a rebate application as the participating distributor will provide the sales data to the utility.

Custom Efficiency Lighting

Applications for energy saving lighting projects that do not fit into the prescriptive paths may be
reviewed using the Custom Efficiency or Advanced Lighting Control product application and the
accompanying Lighting Evaluation Worksheet.

D. Marketing Objectives & Strategies

The key marketing objective is to raise awareness, interest and participation in the Lighting
Efficiency product, contributing to goals for energy savings and demand reduction.

Marketing Strategy

Lighting Efficiency is primarily promoted through Company Account Managers, BSC
representatives via inbound and outbound telemarketing, through Colorado’s lighting and
electrical trade via the Company’s Channel Managers, and by traditional marketing vehicles such
as advertising, mailings, Web content and tools, email and other sales promotions.

Significant market segments for potential Lighting Efficiency savings include: office buildings,
manufacturing sites, retail establishments, schools, and 24-hour facilities. Marketing campaigns
targeted to those customer segments are executed during one-on-one Account Manager meetings,
BSC scripted calls, and/or customer-direct that drive inquiries to the Company’s inbound
phone center.

Marketing to Trade Partners
The Company’s outreach and relationship building with lighting and electrical trade, professional
engineers, architects and lighting designers is another key strategy to reach important business
segments and indirectly influence the purchase and installation of energy-efficient lighting
systems. The Company establishes and maintains contact with this audience by:
e In-person training and presentations by the Channel Managers at industry events and
trade shows, such as the Energy Efficiency Expo, for both customers and trade allies;
e The Lighting Advisory Board, described in section F. Stakeholder Involvement below;
o FEnergy Exchange, an email that is sent to the trade discussing energy efficiency lighting
applications, case studies, product changes, and other pertinent topics; and
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e Trade website,?* including applications, specific brochures and informational pieces
directed toward the trade, and updates on product offerings.

Marketing to Small Business Customers

The Company accesses this harder-to-reach market primarily through direct mail, email, and the
BSC, as well as via outreach conducted by the Company’s Small Business Solutions third-party
implementer.

In addition, several marketing pieces are available on the Company’s website3 or viewing
or download. These pieces are targeted to large-, medium- and small-sized business customers,
as well as trade partners. The website offers information on lighting technologies, case studies
of successful lighting upgrades, and external sources highlighting reasons to pursue lighting
upgrades or implement efficient lighting sources.

e Prescriptive Rebate Applications — Applications detail product requirements, rebate levels
and additional information to help customers complete the form and submit it for rebate
with accompanying invoices and equipment specifications.

e Resource Documents — The Lighting Efficiency webpage links to several documents on
energy efficient lighting technologies, written by outside organizations such as E-Source,
that further identify lighting efficiency sources and opportunities.

E.  Product-Specific Policies

Lighting Efficiency has a number of product-specific policies:

e All rebated equipment must be new, meet all product rules and requirements, and the
application must be submitted within 12 months of the invoice date for retrofit projects.

e Non-DLC and non-ENERGY STAR® products must meet the DLC or ENERGY STAR®
product eligibility category definitions.

e (Customers who purchase lights in bulk can earn rebates on select LED lamps for stocking
purposes. Lamps in storage must remain on the premises.

e In cases where the customer is unable to obtain an equipment invoice, the Company will
send an Account Manager to complete an onsite field verification to confirm that
equipment was installed as stated on the application.

F. Stakeholder Involvement

Stakeholder involvement in the Lighting Efficiency product comes through a Lighting Advisory
Board and the quarterly DSM Roundtable Meetings. The Lighting Advisory Board was formed
as a collaborative effort between several key lighting professionals and the Company’s
management team. The objectives of the board are to identify gaps in the Company’s product
offerings, suggest areas of improvement, and to offer a forum for open discussion of lighting

34http://www.xcelenergv.com/EnergvﬁPartners/Tradej’artners/CommercialiPrograms/Li ghting_Efficiency_for
Trade Partners - CO

35hitp://www.xcelenergy.com/ Save Money & Energy/Rebates/Lighting_Efficiency - CO
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topics. Several recommendations from the board have been addressed through the Company’s
product development process and incorporated into the product. The Board will continue to meet
on a regular basis, or as long as needed.

G. Rebates & Incentives

The Lighting Efficiency product offers rebates through the retrofit prescriptive component, and/or
Custom Efficiency and Advanced Lighting Controls, and/or the Business LED Instant Rebate
component.

The Company will use the most appropriate rebate channel to implement rebates.
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> New Construction

A. Description

The New Construction product influences building owners, architects, and engineers to include
energy efficient systems and equipment in their design for new construction and/or major
renovation projects. With regards to the New Construction product offering, new construction
is defined as a new building, addition to an existing building, or renovation/redesign. Since the
Company services building owners of different areas and size, the whole-building New
Construction product offers four core components:

Energy Design Assistance (“EDA”)
Energy Efficient Buildings (“EEB”)
New Construction Lighting

Codes and Standards Compliance

halb

All components are available to non-residential customers in Public Service’s electric and
natural gas service territory.

Energy Design Assistance

The EDA offering provides a source of energy expertise to encourage energy efficient building
design and construction practices. EDA offers design assistance in support of integrated design
process by providing comprehensive computer modeling of the planned design, funding to offset
the cost of design time associated with the increased energy analysis, financial incentives to
improve the cost-effectiveness of a package of energy-efficient measures, and field verification
to ensure that the strategies are installed per the design intent. Public Service covers the average
energy modeling cost of an EDA project for customers.

According to Best Practices Benchmarking for Energy Efficiency Programs3S, it is crucial for
new construction DSM products to engage early in the design process and utilize integrated
design modeling. The report states that, “Integrated design adds value because cost-effective
energy savings opportunities decline as the project progresses through the various design stages.”
EDA uses computer energy models and a well-established, collaborative method for exchanging
information with design professionals, contractors, developers, and building owners throughout
the integrated design process. Important information is provided at critical points in the design
process about the value and application of strategies for reducing peak demand and energy use.
By analyzing integrated systems in the beginning of the design process, customers can make a
building significantly more efficient, more comfortable for the occupants, and less costly to
operate in the future.

In addition to technical assistance, Public Service provides financial incentives to building
owners to improve the cost-effectiveness of energy efficient materials and equipment. Incentives

36National Energy Efficiency Program Best Practices Study, Quantum Consulting Inc., Dec. 2004, pg. NRS-2.
Available: http://aceee.org/files/proceedings/2004/data/papers/SS04_Panel5_Paper21.pdf.
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are paid only after a verification process is completed, which typically occurs within three
months of building occupancy. Verification ensures that the measures were installed as proposed
and provides an added degree of confidence in the project’s calculated energy savings.

EDA will increase its focus on technologies and strategies that mitigate peak loads and reduce
revenue requirements on the system. As technologies such as electricity storage become more
economically viable for developers, EDA will encourage customers to incorporate them into
building designs, as they can be used to support load shifting improvements. By increasing focus
on system peak reductions, the product aims to identify and incentivize strategies that will
maximize economic and environmental benefits for participants. As part of our strategy to increase
participation in demand response programs, this product offering Peak Partner Rewards and AC
Rewards. Further details are provided in the technical assumptions.

EDA offers three tracks for customer involvement:

Basic Track
The Basic track is for Public Service customers interested in the opportunity to participate in a
collaborative design process and identify energy savings opportunities using new technologies
and energy methodology. The following requirements apply to the Basic track:
e Square footage: Greater than 50,000 square feet (new construction, major renovation or
addition)
e Design phase: Schematic design or early design development
e Energy Savings: minimum of 15% peak coincident demand savings and 15% natural gas
savings; and
¢ For major building renovations, building must include significant renovations to at least
two of the following three systems: building envelope, lighting/electrical, or mechanical
systems.

Enhanced Track

The Enhanced track is for Public Service customers interested in obtaining sustainable building
certifications, such as the U.S. Green Building Council’s Leadership in Energy and
Environmental Design (“LEED®”)37. The Enhanced track allows for further analysis in
daylighting, lighting, and mechanical system comparison and building orientation. The following
requirements apply to the Enhanced track:

e Square footage: Greater than 50,000 square feet (new construction, major renovation or
addition)

e Design phase: Pre-design or early schematic design

e Energy Savings: minimum of 30% peak coincident demand savings and 15% natural gas
savings; and

¢ For major building renovations, building must include significant renovations to at least
two of the following three systems: building envelope, lighting/electrical, or mechanical
systems.

Express Track

37USGBC, LEED, http://www.usgbc.org/leed.
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The Express track is for Public Service customers whose projects are of a common type (such as
multifamily, office, school, etc.) and draws on results from previous modeling experience of
similar building types and systems to calculate hourly building simulations of the actual project.
The following requirements apply to the Express track:
e Square footage: Greater than 50,000 square feet (new construction, major renovation or
addition);
e Design phase: Schematic design or early design development (same as basic track);
e Energy Savings: minimum of 15% peak coincident demand savings and 15% natural gas
savings; and
e For major building renovations, building must include significant renovations to at least
two of the following three systems: building envelope, lighting/electrical, or mechanical
systems.

Public Service administers EDA using third-party implementers to help identify product
candidates, facilitate meetings with the design teams (including the owner), and complete energy
modeling activities. Energy modelers are chosen based on a set of qualification criteria to
become a third-party implementer of EDA services. Qualification opportunities are open as
Public Service deems appropriate. Third-party implementers are paid on a pay-for-performance
basis.

Energy Efficient Buildings

The EEB offering is intended to provide a simplified approach to optimizing energy efficiency
options in new construction or major renovations. This component addresses the portion of the
new construction market not suited for the full-scale energy modeling offered through EDA.
Projects must be a minimum of 10,000 square feet. Projects are also generally less than 70,000
square feet and have passed the schematic design stage of new construction. However, any size
project above 10,000 square feet may qualify provided the project has not awarded bids for
equipment.

Focusing on the needs of small building owners, the EEB offering provides a comprehensive list
of typical energy efficiency measures that can be incorporated into the new/major renovation
building design, as well as the rebate amount available for each measure. Incentives are provided
for heating and cooling, lighting, building envelope, electric motors, refrigeration, and custom
opportunities. Customers will receive a rebate tailored to their building after the project has been
constructed and onsite verification completed.

Public Service administers EEB using both internal and external resources to review the
calculations and rebates and verify installation. The EEB offering is managed by a third-party
implementer to assist the customer with the EEB process.

New Construction Lighting

The New Construction Lighting offering will replace the prescriptive measure offered under the
Lighting Efficiency product and is intended for customers that either do not meet the size and
timing requirements of the other two New Construction offerings and for customers whose scope
only includes lighting systems in their new buildings, additions, and major renovations.
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Like the EEB offering, New Construction Lighting will focus on energy saved over the 2018 IECC
baseline, using lighting ComCheck documents to identify allowed wattage versus proposed
wattage based on Lighting Power Density (“LPD”).

Codes and Standards

The Company will pro-actively encourage and support jurisdictions to adopt the latest building
codes within the residential and commercial new construction programs. In addition, it will give
those communities the tools to improve the compliance with the new codes and ultimately help
them reach their energy performance and economic development goals. This support will be
designed to meet each jurisdiction where they are in the code adoption cycle and address current
gaps in new code adoption across the state including: a lack of resources, lack of knowledge, and
internal and external opposition to increasing code standards. Specific strategies include, one on
one support for local officials, marketing materials available through various channels, and
trainings designed to support awareness and implementation.

B.  Targets, Participants & Budget

Targets and Participants

Participation is estimated using actual historical product data. All non-residential customer
segment types are eligible to participate in EDA; however, typical projects fall in the sectors of
office, schools, retail, multifamily, and healthcare. The EDA energy savings targets were
estimated based on the average energy savings of participating buildings when compared to the
usage of a baseline building. The baseline building is defined as a building compliant with the
ASHRAE 90.1 standards, or the local jurisdiction’s code, whichever is more stringent.

Budgets

Once targets were established, the budget was developed based on historical cost and
participation information. Average project modeling drives the budget, construction incentives,
M&V, and promotional expenses. The following are the specific budget drivers:

o Consulting Payments: Much of the product delivery budget is associated with the cost of
modeling for customer projects. Modeling costs are estimated to be approximately $100
per kW saved for all three tracks. Modeling costs are then split between the year modeling
begins and the year in which the project will be completed due to final as- built modeling
being used in rebate calculations. There are also minimal dollars allocated for EEB for a
third-party implementer. New Construction Lighting will not incur modeling or consulting
Ccosts.

e [ncentives: Incentives are calculated based on the marginal value of energy saved by the as-
modeled and as-verified building compared to the utility load shape of its baseline design.

o M&V: Completed in two steps for the offering and described in the M&V section of this
Plan. Cost estimates are based on construction documentation and site review and are
analyzed on a per-project basis. Projects in the New Construction Lighting measure will
have M&V activities performed on a sample of completed projects.

e Promotions, Advertising and Customer Education: Promoting the product through specific
advertising campaigns, trade alliances, trade shows, and training opportunities is an
important part of New Construction and aids in shifting the market towards higher
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efficiency. As such, historical data was used to determine the appropriate level of
expenditure on product marketing.

C. Application Process

The rebate application process differs between EDA and EEB.

Energy Design Assistance
The application process for EDA is more involved than for prescriptive products and follows the
design schedule of a new construction project as outlined in the diagram below.

Building Design Process

Basic
EDA

(S | Verification  Bldg.

Business Site Pree | Schematic = Design Contract ;
Admin. Commis.

Plan Selection design &  Design Develop. |l Documents

Pre-design Operations

The average timeframe for project completion can range from two to five years depending on
project schedules. For example, projects beginning modeling in 2019 will likely be completed in
2021 or beyond.

The application steps for the product include:

1. Application Submittal: Each project is evaluated by Public Service and the third-party
implementers to ensure the project meets eligibility requirements. Customers who are
interested in participating in the product must meet the design schedule requirements.
Once approved to participate in the EDA offering, the customer receives an email
approving the project and explaining next steps.

2. Introductory Meeting: An introductory meeting with the customer, design team, the third-
party implementer, the Public Service Account Manager, and other key parties, takes place
within two weeks of approval, depending on the design schedule. This meeting sets the
tone for the collaborative approach, by explaining how the process works, who is involved,
and what results should be expected. Initial project details, such as baseline systems, are
collected during this meeting.
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3. Preliminary Analysis: Using project details and costs from the design team, the third-
party implementer begins the modeling process. Analysis is completed using a whole-
building energy simulation computer program. Modeling software and protocols are
established by Public Service, with reference to ASHRAE 90-1 standards, or the local
jurisdiction’s code, whichever is more stringent. Further analysis under the Enhanced track,
if applicable, is also completed using the relevant modeling program and code base.

Within this analysis, different energy efficiency opportunities are explored that fit
into the project criteria—payback analysis, energy expectations, and original design
strategy. A meeting is then held to review these strategies to find the ones that meet the
original project criteria and which ones should be considered moving forward.

4. Final Energy/Strategy Analysis: Energy efficiency opportunities are then packaged
together in design alternatives to show expected building energy savings, paybacks and
incentives. A whole- building approach is used to identify the net effect of multiple
strategies on a project. This approach provides opportunity for more energy savings
impact, by trading less-effective ideas that may be in the budget for more effective, new
concepts. The packaging of design alternatives also provides protection against pitfalls in
the value-engineering phase of the design/construction process, which typically cuts
individual elements of projects based on their first-cost and impact on the tangible elements
of the building, with little regard for ongoing energy use. These energy alternatives are
then presented to the design team and the customer to choose the best approach for their
project.

5. Construction Document Review: Once the design team completes construction
documents (“CDs”), a third-party implementer reviews the CDs and adjusts the energy
model as needed. This energy model is used to determine the expected incentives from
Public Service and to verify compliance with the energy savings intent of the customer.
A review of the CDs energy analysis is completed before construction.

6. Verification: The final step in the EDA offering occurs when Public Service completes
an onsite verification of the energy alternative addressed within the energy model.
Equipment and systems are logged to evaluate performance variables as appropriate to
verify consistency with modeling assumptions. The actual results are compared to the
estimated savings to determine the final customer rebate.

Energy Efficient Buildings

The application process is similar to other Public Service prescriptive products; however,
preapproval is required to allow for calculations of energy-efficient measures, review of
construction documents for verification of project design, and final verification of actual
installation.

The first step in the process is for the customer to submit a preapproval application and agreement
to Public Service. Once received, Public Service will review the project to confirm the project
timeline, building square footage, and customer interest in energy efficiency options. Once the
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application is preapproved, the customer will receive an email from Public Service’s consultant
explaining the terms of the EEB offering and processes. An introduction meeting invitation
will be extended to the customer to provide energy efficiency advice. The building owner will
then submit the project data throughout the construction of the project, and upon completion,
for review by Public Service. The customer will receive the final construction rebate once the
project and onsite verification have been completed.

New Construction Lighting

The application is similar to other Public Service prescriptive products. Customers may apply for
rebates by completing the application and providing a lighting ComCheck and detailed invoice for
the newly installed equipment. The customers may submit a rebate application after the equipment
has been purchased and installed. The equipment must be new and meet all the qualifications
detailed on the application form. After the customer has installed the equipment, the application
and invoice must be submitted to the Company within 24 months of the invoice date.

The first step in the process will be for the customer to submit a completed preapproval application,
lighting ComCheck, and equipment invoice to Public Service. Once the paperwork is completed
and submitted, rebate checks will be mailed to the customer as indicated on the application within
six to eight weeks.

D.  Marketing Objectives & Strategies

The New Construction product is primarily marketed through the Company’s sales team and
external third-party implementers to reach architects, engineers, general contractors, and Public
Service customers, as detailed below. The Company fosters a collaborative approach, meeting
with design teams to show how the product works and how it is beneficial to customers.
Marketing strategies used within the product scope include trade shows, electronic newsletters,
face-to-face meetings, advertising, and participation with various trade organizations including
American Institute of Architects, Association of General Contractors, U.S. Green Building
Council, and ASHRAE. A secondary market is building owners and developers. The EEB
offering, on the other hand, is primarily marketed to developers and customers.

Primary Market — General Contractors, Architects, Mechanical and Electrical Engineers:
e Implement energy efficiency strategies
e Influence customer/developer decisions
e Trusted by owner
e Often suggest New Construction product to owners and developers
e Key to actual inclusion of strategies and cooperation

Secondary Market — Owners and Developers:
e Make initial decision on budget
e Hire and contract with an architect, engineers, and general contractor(s)
¢ Initiate conversations on energy efficiency
e Make final decision on equipment choices
e Key to moving general contractors to energy efficiency strategies within a limited budget
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Public Service continually works to improve and update the information available to customers on
the website and/or for events. There are several pieces of collateral used for the New Construction
product:
e Product Feature Sheet: explains the features and the benefits of the product;
e C(Case Studies: provides examples of how various customers have benefited from
participating in the product;
e Process Flow Chart: detail information on the product processes; and
e White Papers: explain different options for energy efficiency in lighting, heating, cooling,
envelope, and other measures.

The EEB offering provides Public Service with the opportunity to conduct a larger marketing
effort for New Construction. Customers may hear of the EEB offering through several channels,
including Account Managers, the Business Solutions Center, architects and engineers, general
contractors, or equipment trade partners. Several strategies are used, such as:

e Product Feature Sheet: Explains the features and the benefits of the product;
Trade and Customer Seminars: In-person opportunities to educate customers and trade
partners on the benefits of new construction; an important part of the marketing strategy;

e (Conferences and Exhibits: In-person expertise to help customers determine what product
best fits their needs, as well as guidance on the EEB and EDA processes; and

e FE-newsletters: Another avenue to educate the market on the product and benefits of
reviewing new construction projects for energy efficiency opportunities.

The New Construction Lighting offering provides Public Service with the opportunity to conduct
a larger marketing effort for customers whose needs were previously met by the prescriptive new
construction measure under the Lighting Efficiency product.

E.  Product-Specific Policies

New code adoption only impacts new EDA project starts. Since the sales cycle for EDA is
typically two to five years—from project initiation and design to the completion and occupancy
of a physical building—many of the projects expected to finish in 2019 have already been
identified by the Company and third-party implementers. The following policies are in place for
the New Construction product:

e Natural Gas Impacts. In taking the whole-building approach, there are times when an
efficiency measure may cause a decrease in one fuel consumption, but an increase in
consumption of another fuel. In these situations, Public Service will account for both the
decreases (energy savings) and increases in fuel consumption and will issue the rebate
accordingly.

o Completion of several opportunities. The EEB offering will require installation of new
equipment in both the electrical and mechanical sections of the building. Buildings that
only require adjustments to one “section” will be referred to the Company’s other
prescriptive products.
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o [neligibility for additional products. The New Construction product is a holistic approach
to whole-building energy efficiency. For this reason, customer participation in whole-
building New Construction offerings (EDA or EEB) will preclude customer’s
participation in Xcel Energy’s prescriptive and custom (component) rebate programs.

e Design Team Incentive deadlines. Design Teams in the EDA offering may submit design
team incentive request applications as late as two years after the project has finished
(Construction completed and M&V performed).

e Technological eligibility. Technologies such as fluorescent lighting and metal-halide
lighting will not be eligible for rebates in the New Construction product.

F. Stakeholder Involvement

Customers, trade allies, and other stakeholders are engaged at the project level. Feedback is
garnered individually from participants and when feedback trends are identified, Public
Service will develop recommended changes for consideration in product design. Public Service
will also discuss potential changes with trade partners or third-party implementers.

The Company continues to coordinate with other utilities and organizations to improve and
effectively deliver the New Construction offerings. In addition, surveys are used to gather
feedback from participants to continually improve the product.

G. Rebates & Incentives

EDA provides rebates to customers based on the times of day the above-code measures included
in the project are saving energy compared to the modeled baseline. Public Service also reimburses
design team members to offset the incremental cost of their participation from $8,000 to $12,000
per project, depending on the square footage of the building. Design Teams can claim these
incentives as late as two years after project completion. The EEB offering covers analysis of
measure opportunities and provides both prescriptive and custom rebates for measures above
code. The New Construction Lighting offering provides rebates for lighting designs that perform
above code.
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> Self Direct

A. Description

The Self Direct product provides large commercial and industrial customers in Colorado the
opportunity to control all stages of their project’s rebate application process. Participating
customers will identify, engineer, implement, and commission qualifying energy efficiency
projects to receive rebates for implementing those projects. The dollar value of the rebates will be
calculated based on the incremental energy savings achieved.

A fundamental principle and differentiating factor of the Self Direct product is that the customer
performs all of the work and incurs all of the costs for the identification study, design, engineering,
M&V, and reporting work associated with the energy saving projects. Large customers with energy
saving evaluation resources may choose to participate in the Self Direct product because they
believe that it is beneficial for them to perform more of the administrative and engineering
activities, and in doing so, receive a higher rebate over Public Service’s other DSM products.

Participation in the Self Direct product will generally follow this sequence:

1. Public Service pre-qualifies customers who are eligible for participation.

2. Once pre-qualified, a customer identifies energy savings opportunities, then develops and
submits a project proposal.

3. Public Service provides confirmation of application receipt, reviews the project proposal,
and requests additional information as necessary.

4. Public Service notifies the customer of pre-approval or denial of the application, including
the estimated rebate and energy savings from the project, and finalizes a mutually agreed
upon M&V plan.

5. Public Service encourages the customer to attend a project planning meeting to discuss
final rebate application preparation and project details.

If the customer chooses to implement the pre-approved project, they must follow the requirements
detailed in the M&V plan and conduct all necessary steps in order to verify energy savings. Any
data required for pre-installation monitoring detailed in the M&V plan should be submitted to the
Company and approved before the customer implements the energy efficiency measures. Upon
acceptance of the data the customer can then implement the measures and perform any follow-up
monitoring as described in the M&V plan.

Once the project is implemented and operational and all necessary M&V is completed, the
customer will submit their project completion report with required details. Public Service will
review the report, request any additional data, and calculate the final rebate. The rebate will be
paid by check upon completion of the project and Public Service’s approval of the project
completion report.

15-minute interval data will help educate customers on when they use energy which may help
them make more informed decisions about which projects to submit through the Self Direct
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product. The interval data will also help customers determine if there is potential for load shifting
at any of their locations.

B.  Targets, Participants & Budgets

Targets and Participants
Energy savings and participation targets have been estimated based on projects currently in the
pipeline, as well as analysis of historical performance.

Budgets
The product budget was estimated based on the project pipeline and historical participation. No

M&V costs are budgeted for because customers incur the costs associated with M&V for custom
projects. Budget dollars are focused on customer rebates as customers are responsible for
managing the project from start to finish.

C. Application Process

The Company promotes the Self Direct product through Account Managers and trade partners.
Customers must be pre-qualified for participation before submitting a project application. The
customer is responsible for providing the Company with justification for eligibility (pre-
qualification). Justification must include, but is not limited to, a list of the customer’s account
numbers, locations, and meter numbers to be aggregated (to meet the minimum aggregated peak
load requirement — see Section E below).

Once pre-qualified, the customer will submit a project application for each Self Direct project. The
project applications may contain a single measure, or a combination of multiple measures at a
single, or multiple customer sites. All energy conservation measures must be at customer locations
that receive electric service from the Company.

Project Application
The project application must include the following components:

e Description of the customer, including electric and gas rate classifications, business
activities at involved sites, names and roles of personnel involved in the project, and those
personnel’s history of and expertise with energy efficiency projects.

e Description of the proposed project(s) including technology, locations, implementation
schedule, expected measure life, how the project fits into the customer’s operations, and a
description of previous implementations of similar technology or projects. The project
description should include product specification sheets, white papers, quotes from vendors
to validate cost estimates, and other supporting documentation. Self Direct project
applications may contain a single measure, or a combination of multiple measures at one
or multiple locations. All energy efficiency measures must be at customer locations
receiving electric service from the Company.

e For new buildings, the application must contain computer energy modeling specific to the
planned building to forecast the base case and efficient energy use. Computer modeling
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should be in accordance with the protocol specified within the Energy Design Assistance
approach of the New Construction product.

e Engineering calculations to forecast energy and demand savings, participant O&M benefits
and costs, and the estimated rebate.

e Benefit-cost calculations to determine the MTRC test ratio, including a discussion of the
sensitivity of the MTRC and payback to various inputs, and the perceived accuracy of the
inputs.

e Description of the controls the customer will use to reduce the likelihood of project cost
and schedule overruns.

e Description of the proposed monitoring activities that will be used to track and document
energy and demand savings. Pre- and post-installation metering and verification will be
required for all projects with predicted energy savings greater than 0.25 GWh, unless the
Company and customer agree upon another methodology. The Company reserves the right
to require data measurement and verification for projects of any size.

e Any information reasonably requested by the Company to document and support the
application.

Project Completion Report
The format of the project completion report must include the following components:
e Description of all deviations from the application package including equipment
substitution, cost adjustments, operating procedures, etc.;
e Documentation of all actual costs incurred including invoices, internal labor, incremental
operation and maintenance costs, etc.;
e Raw monitoring results and engineering calculations to demonstrate actual energy and
demand savings based on monitoring results;
e Requested rebate amount; and
¢ Any information reasonably requested by the Company to document and support the
project completion report.

D. Marketing Objectives & Strategies

The Self Direct product is marketed to large customers who have expressed an interest in
overseeing their own energy efficiency improvement projects and typically have their own in-
house engineering capabilities. The product will also be marketed to engineering and design
companies. Other marketing efforts will focus on potential participants based on customer energy
use, conservation potential, and in-house experience and expertise with energy efficiency
improvement projects.

E.  Product-Specific Policies

The Self Direct product is open to Public Service commercial and industrial electric customers
who have an aggregated peak load of at least 2 MW in any single month and an aggregated annual
energy consumption of at least 10 GWh. The customer of record must be the same for all
aggregated meters to qualify for this product. New customers, or existing customers with new
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facilities, that demonstrate predicted demand and usage above the minimum requirements, may
participate in the Self Direct product.

The MTRC test ratio for each application will be calculated based on the combination of all
measures proposed in the application. The Company will provide an MTRC calculator to facilitate
the calculation. The customer will again use the MTRC calculator to calculate the final project
MTRC value and include this in the project completion report using the actual implementation
costs, energy conservation data, non-energy costs and/or benefits and the calculation methodology
provided by the Company. The Company will verify the MTRC for the completed project upon
review of the project completion report.

Participants in the Self Direct product will be allowed to participate in other DSM products offered
by the Company but will not be rebated for the same energy efficiency measure through two
different DSM products. No funding will be paid by Public Service for the identification (study)
of projects being rebated through the Self Direct product. Customer may enroll their new facilities
in either the Self Direct product or the New Construction product, but not both. If the customer
chooses to participate in the Self Direct product for a new building project, the design work and
energy modeling shall follow the protocol established in the New Construction product; however,
the customer will be required to pay for all energy modeling costs.

F. Stakeholder Involvement

Customers, trade allies, and other stakeholders are currently engaged at the project level. Feedback
is garnered individually from participants. The Company will evaluate trends for product
improvement and, after discussion with key stakeholders and/or third-party consultants, will
implement potential changes (via 60-Day Notice, as needed).

G. Rebates & Incentives

Self Direct provides rebates on the actual savings of a project based on the times of day the project
will save energy compared to the baseline, commensurate with the customer’s management of all
stages of the project. Rebates will be limited to 50% of the incremental costs of the project. Rebates
will apply to new and long-term leased equipment, but not to used equipment. The maximum
lifetime and payback for a measure is limited to the lease duration. All measures submitted in a
Self Direct project application will be combined for calculation of financial tests and rebate levels.
Rebates will not be given for applications with expected paybacks of less than one year. Rebate
levels will be adjusted downward so that no project (with rebates included) has a payback less than
one year.
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> Small Business Solutions

A. Description

The Small Business Solutions product is designed to engage small business customers in deploying
DSM measures that will lower their energy consumption and demand. The product offers rebates
and support for energy efficient upgrades to Public Service’s small- and mid-sized business
customers with annual peak demand of up to 400 kW.

The product aims to overcome specific barriers that often prevent small businesses from investing
in energy efficiency and demand management measures, including:
e Lack of knowledge of energy and bill savings potential in system upgrades;
Lack of time to complete all the necessary steps to upgrade systems;
Lack of capital to make improvements;
Uncertainty of value when facility is not owner-occupied; and
Limited access to qualified contractors due to small margins on some projects.

To address these issues, the product offers the following components:

1. Outreach - Intensive outreach to bring resources to the customer, rather than relying on the
customer to seek them out.

2. Onsite Audit — Each customer will be offered a facility walk-through audit through
Business Energy Analysis. The audit is designed to be a simple, one-stop services that
keeps customer time requirements to a minimum. The customer will receive a report that
outlines the recommended efficiency upgrades with associated rebates, energy savings, and
demand reduction.

Substantial rebates are offered to offset the cost of installing qualifying energy efficient
equipment, as follows:

Direct Install for Immediate Savings — Customers with an annual peak demand of
less than 100 kW will qualify for participation in the direct install (“DI”’) component
of the product. During the walk-through audit, the third-party implementer will
perform free installation of the following energy savings measures, where
applicable.
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Select screw-in LED lamps;

Aerators in restrooms and kitchen sinks;
Select ENERGY STAR® certified smart thermostats;
LED exit sign retrofit kits;

Strip curtains for freezers;

Auto-close doors for coolers and freezers;
Pipe Insulation;

Water conservation showerheads;

Water conservation kitchen spray valves;
Select LED tubes; and

Other cost-effective measures to be identified.

FTITTEG 0 A0 o

Customers with an annual peak demand greater than 100 kW can also receive a
direct installation of select ENERGY STAR® smart thermostats; however,
additional costs to the customer may apply.

Prescriptive Rebates — See savings calculations and rebates available from the
Company’s prescriptive products deemed technical assumptions.

Custom Rebates — See savings calculations and rebates available from the
Company’s Custom Efficiency model.

3. Connect with a contractor — The product will connect the customer to participating
contractors and provide intensive outreach and training for contractors so that they can
accurately and effectively market to customers.

4. Install energy efficient upgrades — The third-party implementer serves as a liaison between
the customer and the contractor, maintaining engagement with the customer to ensure
recommended measures get implemented.

5. Processing Application — The third-party implementer will assist the customer in reviewing
and submitting their applications(s) for rebate

B. Targets, Participants & Budgets

Targets and Participants
The targets for this product were derived from historical data, market data, and equipment deemed
savings values in Colorado.

Budget
The forecasted expenditures for this product are based on projected participation levels, promotion,

and administrative expenses. The majority of the product costs are customer rebates, third-party
implementation costs and promotional expenses.
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C. Application Process

The third-party implementer offers and conducts a free walk through audit at the customer’s
facility and provides a written report of the energy saving findings. At the time of the audit,
customers with an annual demand of 100 kW or less may qualify for direct installation of specific
measures (as outlined above). Throughout the process, the third-party implementer will assist
customers in applying for rebates for qualifying equipment, reviewing completed applications, and
ensuring that there is a detailed invoice for the newly installed equipment.

The third-party implementer will also assist customers in applying for a Custom Efficiency rebate
for projects that do not fit into the prescriptive rebate offerings. Such projects are evaluated under
the Custom Efficiency analysis and must follow the rules of the Custom Efficiency product.

After the customer has installed the equipment, the rebate application and invoice must be
submitted to the Company within 12 months of the invoice date. Once the paperwork is completed
and submitted, rebate checks will be mailed to the customer as indicated on the rebate application.

D. Marketing Objectives & Strategies

The key marketing objective is to raise awareness, interest and participation in the product,
contributing to achievement of the Company’s energy savings and demand reduction goals. The
product is marketed primarily through the third-party implementer—they are required to meet the
implementation targets for which they are contracted, and they will deliver the marketing strategies
needed to meet them. Secondary outreach is likely to occur through the Company’s BSC,
contracted trade allies, and/or other marketing efforts such as mailings, newsletters, and the
Company website.

E. Product-Specific Policies

Small Business Solutions has several product-specific policies:

e The product is for customers with peak electricity demand of 400kW or less; customers
with an annual demand of 100 kW or below may qualify for free direct installation of
specific measures.

e All rebated equipment must meet all product rules and requirements, and the application
must be submitted within 12 months of the invoice date.

e Once completed paperwork is submitted, rebate payments are usually issued in six to eight
weeks.

e The product pays custom rebates for qualifying energy saving measures that are not
included under the prescriptive rebate category. Such projects are evaluated under the
Custom Efficiency analysis and must follow the rules of the Custom Efficiency product.
The customer has up to 24 months after the preapproval date to implement the project.
Custom projects that exceed that timeframe, or have significant equipment deviations from
the original plan, require reanalysis and approval.
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F. Stakeholder Involvement

The third-party implementer has considerable influence on the success of the product, as they will
be the face of the Company to potential participants. The Company expects that the third-party
implementer will engage stakeholders in the implementation of this product.

Trade partners are an important stakeholder as they will be performing the retrofits and upgrades
as well as promoting the product to customers. The Company expects the third-party implementer
to maintain and grow the trade partner list of qualified contractors. Trade partners on this list will
have a vested interest in the product’s success, as they will benefit from the work generated by the
audits.

G. Rebates & Incentives

The product provides eligible direct-install measures for qualifying participants and direct rebates
for eligible projects based on savings calculations from the Company’s prescriptive products
deemed technical assumptions and Custom Efficiency model.

As part of our strategy to increase participation in demand management, this product will provide
opportunities for customers to participate in AC Rewards. Further details are provided in the
technical assumptions.
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> Strategic Energy Management

A. Description

Strategic Energy Management (“SEM”) is a holistic approach to managing energy for persistent
savings and continuous improvement. In addition to capital equipment improvements for energy
efficiency, the product also stresses system-level operational change as well as cultural change
from customers’ senior management, mid-management and other personnel.

The product provides customers with a Strategic Energy Management Consultant (“SEMC”). The
SEMC will typically be sourced by the Company’s third-party contractor.

Due to the magnitude and complexity of this holistic approach:

e SEMC costs vary greatly from customer to customer. Costs are often not determinable until
later phases of the customer’s activity.

e Significant internal Company resources are required for completing project analyses and
verifying adherence to all M&V requirements.

e Where feasible, additional providers who are experts in the field of strategic energy
management, or who are experts in the operation of the customer’s processes, may augment
the SEMC'’s activities.

e Lastly, the Company provides support, in partnership with trade allies, to customize the
offering to match customer needs.

SEM engagements guide customers through a series of steps designed to improve energy
performance. Where possible, each step adheres to the “SEM Minimum Elements” established by
the Consortium for Energy Efficiency. The steps fall into three broad categories:

1. Gaining customer commitment

2. Demonstrating how to plan, prioritize, socialize, and implement improvements

3. Ensuring regular measurement, analysis, and reporting of energy performance

Initially, the SEMC guides the customer through creating an “Energy Team” with defined roles
including that of “Energy Champion”. The SEMC also conducts an Energy Management
Assessment (EMA), to understand the organization’s communication and decision-making
processes. The EMA:
e Reviews management practices, including project budgeting and capital allocation, polices
and communications related to energy use
e Measures past progress in energy management and, where possible, benchmarks that
progress against firms in similar industries
e Analyzes interval data, conducts personnel interviews, and provides an operational
overview
e Establishes energy performance objectives and develops Energy Performance Indicators
e Develops a map of major energy end uses and costs

The SEMC conducts a facility-wide Energy Scan for efficiency opportunities, and for most
engagements, a detailed study of one or more major processes or systems. Depending on
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customer-specific needs, the initial focus may be on capital improvements or may be on systemic
operational improvements. A report of findings includes estimates of project costs and rebates to
support the projects. The report also incorporates data visualization techniques designed to
improve the understanding of how decisions affect energy performance.

After initial steps, the SEMC works with energy team on a number of iterative activities to drive
customer implementation. The activities are performed on a regular, repeated basis to instill best
practices within the customer’s decision-making processes. The activities include:

e Produce, maintain, revise, and prioritize an energy plan, including a register of
opportunities; facilitate conversations and actions related to implementation barriers; and
justify projects by modeling expected outcomes,

e Engage and influence the operators of major systems and help educate non-operators.
Interactions with employees encourage their ideas and input about continuous
improvement,

e Support project implementation with analysis, estimation of incentives, and prompting the
team’s interactions with Trade Partners,

e Document new measures as they are discovered and implemented,

e Support supplemental sub-metering and data-logging as necessary to confirm assumptions
of the energy analysis,

e Periodically reassess performance, priorities, goals and plans,

e Ensure the existence of a system for measuring and reporting, including:

o A repository for data, and
o The measurement, analysis, and dissemination of results at consistent and frequent
intervals.

e Help the customer interpret usage patterns, identify opportunities for savings, and
ultimately verify energy savings.

Annually, the team will compile an analysis delineating savings achievement from each measure
category. Subject to cost-benefit criteria, incentives will be awarded to offset costs incurred for the
implementation, measurement, or verification of measures. The SEMC then reprioritizes the
project register and implementation plan, and gains customer alignment for continued
improvement.

Depending on customer need, additional optional consulting helps customers automate part or all
of their performance measurement systems. Sometimes described as “Energy Management
Information Systems (“EMIS”), or Energy Analytical Systems, they collect data and accurately
depict the energy performance of the customer’s processes. The SEMC assists the customer in
defining an EMIS implementation scope, including:

e End-use targets, metering points, and depth of metering

e Preferences about EMIS characteristics

e Communication needs

e Existing sources of data

e Assistance in designing the EMIS solution
For the EMIS, the customer can choose from a wide range of suppliers. The Company has
determined minimum EMIS requirements to ensure that the M&V protocol for savings will be
consistent from customer to customer. The Company has pre-qualified a growing number of EMIS
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tools that meet those requirements. For an EMIS of qualifying scope and the Company will pay an
installation incentive to help defray the upfront cost of the system.

Measure Categories

To ensure persistence of savings, the Company will follow appropriate monitoring guidelines and
participants will be held to those requirements in return for eligibility toward incentives related to
energy-efficiency activities pursued. The table in the EM&V section of this Plan describes the
protocols for verifying savings from each of the measure categories.

The product may encourage, measure, and validate four categories of measures:

e Capital equipment or process automation measures — Including purchases of new
equipment that is more efficient than baseline conditions. Savings relating to new system
purchases will be analyzed and incented using the traditional “bottom-up” analysis
methods through the Company’s prescriptive and custom programs. Equipment rebates for
this product include both prescriptive and custom measures, adhering to applicable policies
and rebate levels for those project types.

¢ Recommissioning-type measures — Consist of low- and no-cost Recommissioning
opportunities addressing failure or underperformance of installed systems and equipment
that can be fixed by making small adjustments, typically not requiring new equipment.
Only measures that would have qualified under the Company’s Recommissioning product
would qualify within this category of measure.

e Systemic Operational and Maintenance (Systemic O&M) measures - Process automation
measures that consist of equipment and processes where automation capabilities don’t
currently exist or are underutilized. Systemic O&M measures are typically more robust and
reliable than behavioral measures, and may include:

o Automated operation — the installation, programming, or reprogramming of
automated functions for improved energy efficiency.

o Standardized procedures — significant changes to documented standard operating
procedures, with formalized management directive and assigned accountabilities,
for the purpose of more efficient process operation.

Examples of Systemic O&M measures are: programming reduced system pressure or lower
condensing pressure, scheduled precooling, optimizing pump variable frequency drive
controls, or tying variable air volume operation to occupancy sensors.

e Behavioral measures - Measures that require manual intervention with repeated decision-
making to achieve energy savings that may not be feasible through system automation.
Behavioral measures rely on the choice of individuals to change the way they use
equipment. Behavioral savings is the reduction in energy use by customer personnel that
is statistically attributable to behavioral measures conducted as part of the product.
Examples of behavioral measures include workshops and targeted training sessions,
gamification, competitions, dash-boarding, and the placement of informational kiosks.
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B. Targets, Participants & Budgets

The participation forecast is based on a substantial increase in new enrollments as well as a best-
in-industry rate of projects per enrollee.

The budget was developed by applying historical implementer and incentive costs per enrollee and
per project. The budget’s administrative costs were based on that of the prior years, with minimal
additions for planned staffing and for additional, identified marketing strategies.

C. Application Process

Application for enrollment in the product consists of customer interviews, bill analysis, interval
usage analysis where available, and an in-person “expectations” meeting. If both parties agree, the
meetings culminate in the signing of a Memorandum of Understanding (“MOU”) between the
Company and the customer. The MOU defines each phase of the path and is customized to reflect
the customer’s specific need. By signing the MOU, the customer formally acknowledges influence
of, and participation in the product. Once the SEMC begins onsite meetings and the MOU is
signed, conditional preapproval is established for measures the customer subsequently pursues.

D. Marketing Objectives & Strategies

The product is resource-intensive, and its potential depends greatly on the customer’s level of
engagement. Therefore, the Company’s Account Management and Product Management teams
will market the product, with the assistance of the Company’s third-party implementers.

SEM engagements have proven to be effective for large industrial customers as well as large
“Institutional” customers, such as hospitals and schools. During the plan period, the Company will
evaluate the potential for using interval usage data to better engage medium-sized customers. The
company will continue to evaluate the feasibility applicability of SEM to non-institutional
commercial facilities.

For prospective enrollees annually consuming between 1 GWh and 6 GWh, and for whom the
technical opportunity and/or management interest is unknown, the Company may offer a “SEM
Qualification Assessment”. The Qualification Assessment involves a streamlined version of an
EMA, an Energy Scan, and a report. The report lists any efficiency opportunities found and
recommends whether a full SEM engagement is a good fit for the prospect. The program will
record the savings from implemented projects that were influenced by the assessment and its
report.

The Company intends to broaden participation by offering SEM via one or more Cohorts. A SEM
Cohort is a group of enrolled customers, who are guided through the SEM steps as a collaborative
group. A Cohort may be offered where its delivery cost per unit of potential achievement is lower
than that of individual SEM engagements. The Company may leverage existing industry or trade
organizations to not only recruit enrollments, but to also drive SEM concepts and activities.
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E. Product-Specific Policies

Quantifying Energy Savings

Quantifying energy savings from Systemic O&M measures, Behavioral measures, and certain
other measures that did not qualify for rebates, will involve calculations using a “top-down”
method of statistical modeling of the individual customer’s actual data. To avoid double-counting,
the Company will reduce the savings implied by the regression model by the amount of the
achievements associated with any rebated Capital Equipment and rebated Recommissioning
measures, where applicable.

Top-down modeling may include a variety of techniques, including multi-variable regression
analysis. The modeling will meet the validity requirements similar to those within the “BPA
MT&R Reference Guide”. 38

A “bundle”, or combination of measures, can be evaluated and qualified for a rebate as a whole.
For example, this allows a measure with a short payback to be leveraged with longer payback
projects, as to influence the implementation of an entire bundle.

The product uses extensive resources to identify and scope ways to drive energy efficiency into
how a customer does business. Additionally, savings relating to new system purchases will be
analyzed using the traditional “bottom-up” analysis methods through the Company’s prescriptive
and custom programs.

Eligibility

Eligible customers for SEM must have an annual consumption of more than 1 GWh within a
location or contiguous premises. The Company will screen candidates’ usage, demand, energy
intensity if available, history of implementation, and management receptiveness to energy
efficiency goals. Because the product is resource intensive, not all large customers will qualify.

As part of our strategy to increase participation in demand response programs, this program will
be offering customers the opportunity to participate in Peak Partner Rewards, Critical Peak Pricing,
or other demand management measures. Further details are provided in the technical assumptions.

F. Stakeholder Involvement

Although trade partners cannot enroll customers, the customer may use any trade partner to install
measures or provide customer-contracted services. Primary stakeholders include the customers,
third-party subcontractors, and Company representatives. The Company works with these
stakeholders to identify product trends and potential changes to product design.

3 8https://www.bpa.gov/EE/Policy/lManual/Documents/MTR-Reference-Guide—Rev6.pdf
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G. Rebates & Incentives

For implemented Capital equipment measures, the Company will award rebates equivalent to the
prescriptive or custom rebates the customer would have received had the customer not enrolled in
the SEM product. Recommissioning measures will be incentivized with the same rules and rates
in affect under the Recommissioning product.

For packages of opportunities that are both highly beneficial and unlikely to otherwise be
implemented, the product may incorporate additional rebate bonuses for implementation of the
entire package.

Annualized adjusted Systemic O&M and Behavioral measures may qualify for incentives, subject
to cost-benefit criteria. The incentives are intended to incentivize the customer to collect and share
data such as production, occupancy, or shift scheduling information.

For the optional EMIS installation, the Company offers an incentive of up to 30% of the EMIS in-
scope installation costs. Qualifying scopes must be jointly developed by the Company, the SEMC,
and the enrolled customer; exclude 3rd-party system consulting charges; and exclude systems
implemented before product enrollment.

To influence customer commitment, participation may include a small proportion of customer
contribution, up to $7,500.
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Residential Program

A. Description

Public Service will continue to offer a wide range of product offerings to serve residential
customers in 2021 and 2022. Public Service has a total of 1,712,852 gas and electric residential
customer premises in Colorado.?® A breakdown of residential premises by type is shown in the
table below.

Table 10: Residential Premise Counts by Type40

Natural Gas . Both Gas &
Only Electric Only Electric Total
Premise Count 362,626 360,936 989,290 1,712,852

The DSM products that make up the Residential Program will be available to all residential
customers based on the services they receive from the Company. These customers traditionally
reside in single-family homes, multi-family homes, and apartments/condominiums. To address
this varied set of customers, the Company will offer a unique set of products targeted to reach the
vast majority of the residential market and provide customers with multiple opportunities to
participate.

While the Business Program focuses on customers with large energy savings projects, the
Residential Program is truly a mass-market program that will touch tens of thousands of customers
annually. The products are implemented in a manner that enables large numbers of customers to
participate and benefit from the products.

The residential DSM products focus on educating customers on energy efficiency and giving them
simple ways to participate, encouraging long-term commitment to reduce energy use. The
Company offers a comprehensive set of products including prescriptive rebates for heating and
cooling equipment, home lighting, whole house solutions for new or existing homes, lessons on
energy efficiency to school-aged children, energy savings through behavior change, and
refrigerator recycling.

Products

A thorough portfolio of residential products is planned for 2021 and 2022 including 11 electric
and nine natural gas products. Like the Business program, all of the natural gas products coincide
with their electric counterparts. The Residential product rankings are shown in Table 10 below.

39Premise count as of June 1, 2020.
40Natural gas transportation-only customers are excluded.
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Table 11: Residential Program Product Rankings4!

2021-2022 Rank
Home Lighting & Recycling 1
School Education Kits 4
Multifamily Buildings 5
Home Energy Insights 9
Residential Heating & Cooling 10
Energy Efficient Showerhead 11
Home Energy Squad 13
Energy Star New Homes 15
Refrigerator & Freezer Recycling 18
Insulation & Air Sealing 24
Home Performance with ENERGY STAR 25

In developing and refining the portfolio of products, Public Service worked closely with external
consultants familiar with residential and low-income products nationally. This included assessing
possible new products, developing technical assumptions for new energy efficiency measures,
evaluating the Colorado climate and energy code impacts, and performing an initial cost-
effectiveness analysis. The Company researched other utility offerings to learn about new
products, understand their challenges, and discover how the existing products could be improved.
The Company worked with industry consultants and vendors such as E-Source, ACEEE, and CEE
to learn about energy efficiency activities across the nation. In addition, Public Service spoke with
local energy industry members to shape and refine products and discuss partnership opportunities.

B.  Targets, Participants & Budgets

Targets and Participants

The Company’s residential DSM products have a large reach to customers and provide a wide
portfolio of offerings that will allow all customers to participate. The Residential Program is
anticipated to contribute 162.9 GWh and 589,391 Dth in 2021 and 147.9 GWh and 604,623 Dth
in 2022. This is approximately 30% and 75% respectively of the 2021 achievements and 28% and
76% respectively of the 2022 achievements.

4111 products in the DSM portfolio were ranked through the same process and the full results can be found in
Appendix C of this Plan.
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Table 12a: 2021 Electric Residential Program Budgets and Targets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2021 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Residential Program

Energy Efficient Showerhead $29,303 42 519,308 11.21 1,851 $76,371 13.26
Energy Star New Homes $2,848,638 2,876 9,912,052 0.93 55,593  $2,084,675 1.12
Home Energy Insights $3,914,898 5,763 30,166,777 1.03 38,627  $1,856,286 1.51
Home Energy Squad $998,000 728 3,617,771 1.51 15,364 $590,783 1.94
Home Lighting & Recycling $4,297,361 10,825 77,025,177 3.03 271,304 $10,949,527 4.20
Home Performance with ENERGY STAR $200,358 202 481,429 0.89 2,216 $86,946 1.05
Insulation & Air Sealing $2,858,997 2,109 13,048,472 1.45 56,472  $2,213,111 1.86
Multifamily Buildings $242,649 368 465,099 0.72 2,383 $91,667 0.80
Refrigerator & Freezer Recycling $1,121,268 479 3,503,273 1.16 11,428 $478,264 1.59
Residential Heating & Cooling $8,988,318 11,353 14,057,658 1.84 69,372 $2,690,990 1.99
School Education Kits $2,004,557 1,817 10,101,674 2.27 50,701 $1,930,888 2.86

General Advertising-Res $773,033
Residential Program Total $28,277,381] 36,563 162,898,692 1.72 575,310 $23,049,507 2.12

Table 12b: 2022 Electric Residential Program Budgets and Targets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2022 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Residential Program

Energy Efficient Showerhead $30,162 42 519,308 11.03 1,676 $72,159 12.92
Energy Star New Homes $2,807,953 2,716 10,361,702 0.98 54,712  $2,130,456 1.19
Home Energy Insights $3,915,440 5,759 29,918,260 1.00 34,767 $1,744,773 1.45
Home Energy Squad $1,323,902. 1,007 4,613,935 1.57 19,484 $770,881 1.99
Home Lighting & Recycling $4,197,145 8,928 62,405,952 2.54 205,788|  $8,604,323 3.44
Home Performance with ENERGY STAR $262,869 291 696,826 1.00 3,025 $123,160 1.16
Insulation & Air Sealing $2,505,013 1,987 10,982,228 1.49 44,813  $1,826,079 1.87
Multifamily Buildings $238,807 368 465,099 0.74 2,235 $89,409 0.82
Refrigerator & Freezer Recycling $1,147,206 509 3,569,530 1.19 10,806 $471,506 1.60
Residential Heating & Cooling $9,135,054 11,614 14,050,068 1.90 64,808|  $2,613,946 2.04
School Education Kits $2,335,622. 1,967 10,360,093 2.14 49,338  $1,948,209 2.66

General Advertising-Res $838,934
Residential Program Total $28,738,108 35,187 147,943,002 1.67 491,452) $20,394,903 2.03
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Table 12¢: 2021 Natural Gas Residential Program Budgets and Targets

Net Annual Annual Gas MTRC Test| Gas MTRC
2021 Gas Budget | Dth Savings [ Dth/$M Net Benefits Test Ratio
Residential Program

Energy Efficient Showerhead $329,655 32,205 97,692 $4,732,005 11.33
Energy Star New Homes $3,171,630 129,214 40,741 -$454,968 0.95
Home Energy Insights $692,083 106,798 154,314 $217,005 1.31
Home Energy Squad $414,210 21,255 51,313 $804,326 2.47
Home Petformance with ENERGY STAR $146,893 6,973 47,472 -$214,751 0.64
Insulation & Air Sealing $849,461 34,522 40,640 $4,261,431 4.07
Multifamily Buildings $394,687 23,199 58,779 -$499,752 0.72
Residential HVAC $3,006,642 177,967 59,191 -$243,793 0.97
School Education Kits $669,582 57,258 85,513 $6,789,277 8.88

General Advertising-Res $157,262
Residential Program Total $9,832,105 589,391 59,946 $15,233,517 1.62

Table 12d: 2022 Natural Gas Residential Program Budgets and Targets
Net Annual Annual Gas MTRC Test| Gas MTRC
2022 Gas Budget | Dth Savings [ Dth/$M Net Benefits Test Ratio
Residential Program

Energy Efficient Showerhead $339,395 32,205 94,888 $4,756,713 11.17
Energy Star New Homes $3,053,505 154,836 50,708 $126,760 1.01
Home Energy Insights $692,365 91,772 132,549 $24,903 1.04
Home Energy Squad $496,647 23,753 47,827 $828,112 2.25
Home Petformance with ENERGY STAR $194,389 9,098 46,805 -$259,640 0.66
Insulation & Air Sealing $870,941 34,522 39,638 $4,276,998 3.99
Multifamily Buildings $393,661 23,199 58,932 -$470,991 0.74
Residential HVAC $2,862,451 170,237 59,472 $63,519 1.01
School Education Kits $858,161 65,000 75,743 $7,486,315 8.02

General Advertising-Res $185,540
Residential Program Total $9,947,057 604,623 60,784 $16,647,148 1.65

Budgets

Achievement targets were developed as a result of a participation and energy savings estimation
process for each product, which was rolled up to the Residential Program total. Similarly, budgets
for each product were developed based on the anticipated level of achievement and cost of market
penetration, including review of historical data for the past three and half years, and experience

with similar products in Minnesota.

Market Analysis

The Company’s Residential Program reflects the primary market opportunities for residential
energy savings in four areas: whole home and building envelope, HVAC, education and behavior

change, and common measures.

1. Whole Home and Building Envelope: With increased awareness of energy costs, interest in
conservation, and varied energy performance of existing homes, there continues to be good
energy efficiency opportunities for residential customers in new or existing homes.
Products: ENERGY STAR New Homes, Home Performance with ENERGY STAR,

Insulation & Air Sealing
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2. HVAC: Public Service believes evaporative cooling is an excellent low-cost source for
cooling in the Colorado climate. The Company also realizes that customers are looking for
central air conditioning and heating options. To address this demand, the Company offers
products focused on quality installation of new units and replacement of inefficient,
existing systems.

Products: Residential Heating & Cooling

3. Education and Behavior Change: The Company funds initiatives to educate customers,
enhance participation in direct impact products, and influence market transformation.
Products: Home Energy Insights and School Education Kits

4. Common Measures: The Company supports rebates and incentives for prescriptive,
energy-saving measures focused on the most common household equipment.
Products: Home Energy Squad, Home Lighting & Recycling, Refrigerator & Freezer
Recycling, Energy Efficiency Showerhead, and Residential Heating &
Cooling.

C. Application Process

Application processes vary by product. See individual product summaries following this overview
for more information.

D. Marketing Objectives & Strategies

Trade allies, end-use equipment vendors, energy services companies, Public Service’s call center
representatives and marketing team are the primary drivers for realization of the planned
achievements in the Residential Program. The Company utilizes newsletters, customer events,
direct mail, telemarketing, email communications, and awareness advertising to reach customers.
A challenge in marketing energy efficiency is that it’s not a topic on the top of customers’ minds.
Customers tend to focus on purchase price (or “first costs”) rather than lifetime costs and are
unlikely to replace equipment prior to failure. Customers may also not be aware of energy efficient
equipment options available to them when the need arises to make purchase decisions. Yet,
opportunities are growing in marketing energy efficiency to customers because energy costs and
climate change have led to increased awareness and affinity for energy-saving actions. To support
marketing efforts, Public Service employs an integrated approach to marketing communications,
where the tactics are designed to work in concert with each other and reinforce key messages over
time.

Furthermore, residential DSM product managers and product developers periodically meet with
the Company’s residential Customer Care Centers and energy efficiency specialists to determine
how the energy efficiency products and services are being received in the marketplace and solicit
ideas for existing product improvement or new product introduction.

Strategy
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Public Service follows the “AIDA” (awareness, interest, desire, action) process for encouraging
customers to participate in DSM products. The following are the steps in this process:

1. Create awareness of electric and/or gas prices and potential savings from energy efficiency
offerings.

2. Promote interest in DSM products by providing information about the offerings across a
variety of customer touch-points.

3. Instill the desire for participation in DSM products by showing how customers can reduce
their “first costs” via rebates in the near-term and reduce their monthly energy bills in the
long-term with energy-efficient appliances and equipment.

4. Move the customer toward action by providing a wide range of product offerings to address
one or more of their needs.

Key Messages and Target Audience
When communicating with customers, Public Service uses several overarching key messages
including:
e Energy efficiency reduces monthly energy bills due to lower operating costs.
e Public Service helps lower energy bills by offering rebates and incentives for installing
highly efficient equipment.
e Energy efficiency helps reduce environmental impacts.

E. Program-Specific Policies

There are several general policies that apply to Public Service’s Residential Program. Individual
products may have additional, unique policies as noted in each of the product summaries that
follow.

The Company defined all-electric, electric-only, and gas-only customers as follows:
e All-electric: customers who only receive electric service from the Company and space
condition and water heat with electricity;
e Electric-only: customer who receive electric service from the Company and natural gas
service from another provider for use in space conditioning and/or water heating; and
e (Gas-only: customer who receive natural gas service from the Company and electric service
from another provider.

Residential Program policies include:

e Proof of installation: Nearly all residential DSM products in the Company’s portfolio
require documentation of installation through either proof of purchase (i.e. detailed
invoices) or by measurement and verification.

e [nstallation date: Determines rebate eligibility and amount. Other products may have more
specific requirements to qualify for a rebate.

e Load Shifting: Load shifting occurs when a measure shifts electrical energy and demand
usage to an off-peak period, without necessarily reducing the total load served over a
defined time period. Potential load shifting projects need to meet all existing eligibility
requirements of the applicable product as well as additional persistence requirements.



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 108 of 524

F. Stakeholder Involvement

Throughout the product development process, Public Service has discussions with key external
parties. The discussions are often initiated via work groups, public forums like the quarterly DSM
Roundtable Meetings, one-on-one meetings, phone calls, and/or brainstorming sessions. In
developing this Plan, the Company had discussions with local stakeholders, including:
City/County of Boulder, City of Denver, CEO, Colorado Department of Public Health and
Environment, Energy Efficiency Business Coalition (“EEBC”) and Denver Water.

In addition to discussion with Colorado area contacts, Xcel Energy had also worked with national
organizations in the past when developing many of the DSM products, including: ACEEE, CEE,
DOE, U.S. Environmental Protection Agency (“EPA”), E Source, and the Southwest Energy
Efficiency Project (“SWEEP”).

These organizations continue to provide feedback on the Company’s DSM products to suggest
areas for future improvement.

Additionally, as the Company explores new ways to reach the residential market, we continue to
work with local communities as key partners. In 2014, the Company launched the Partners in
Energy program to support communities in developing and implementing comprehensive energy
action plans. Local energy plans are a platform to drive participation in the Company’s DSM
products. In 2021 and 2022, the Company will continue to support and grow community
partnerships through Partners in Energy, by configuring our DSM products and resources to
support the unique energy goals and markets of individual communities.

G. Rebates & Incentives

Residential rebates are prescriptive and vary by product.

Indirect Programs such as Consumer Education, Energy Efficiency Financing, and Home Energy
Audits support customer learning, and influence participation in residential prescriptive products.

H. Evaluation, Measurement, & Verification

The specific product measurement and verification plans are described in the EM&V section of
this Plan; and products that will undergo comprehensive evaluations in 2021 or 2022 are also noted
that section.



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 109 of 524

> Energy Efficient Showerhead

A. Description

The Energy Efficient Showerhead product is designed to offer year-round natural gas and electric
savings to Public Service customers. Residential natural gas and combination gas and electric
customers are eligible to receive free (or discounted) energy-efficient showerheads and faucet
aerator kits to help reduce their energy and water use.

Eligible customers are contacted and offered multiple kit options based on their past participation
in the Energy Efficient Showerhead product. Kit combinations may include one or more of the
following units:

e 1.5GPM showerhead
e (0.5GPM bathroom faucet aerator
e 1.5GPM kitchen faucet aerator

The free kit is mailed to customers who make the decision to request the energy efficiency
measures within the promotional period. In addition to the showerheads and aerators, the kits
include Teflon tape and illustrated installation instructions. Participants receive one kit per
household.

Customers may also purchase showerheads and aerators individually through the Xcel Energy
Store, which are mailed to the customer. Rebates are available for eligible customers and are
applied at the point of purchase. In many cases, these rebates cover the full cost of the equipment.
Limits on the number of showerheads and aerators per customer are the same as if the customer
had ordered a kit.

The Company contracts with third-party implementers to manage customer requests and distribute
the kits and individual equipment. Customer participation is tracked and provided to the Company
following the distribution of the kits or individual equipment.

B.  Targets, Participants & Budgets

Targets and Participants

The Company set the product targets for participation and energy savings based on past
performance of the product. Actual savings will be driven by the customer’s water heater energy
source and service type (electric and/or natural gas) and customer installation rates.

Budgets
The product budget was developed based upon the cost of reaching the proposed energy savings

targets — using 2019 product performance as a guide for the cost of the showerheads/aerators,
fulfillment charges, postage, and all necessary marketing efforts.
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C. Application Process

Customers are notified of this product through direct mail and/or email, typically distributed in the
spring (and occasionally fall) targeting different areas of the service territory. Customers have a
limited amount of time (approximately 45 to 60 days for direct mail and a one to two weeks for
email) to respond to the third-party implementer. Once the customer responds to the offer, they
are shipped one free energy-savings kit within six weeks. If a customer orders their products from
the Xcel Energy store, the products are shipped within 2-6 business days, however, these customers
are required to pay the cost of shipping if the total cost of the order is under $49.

In addition to the direct mail and email campaigns, Public Service will continue to seek out or
consider proposed partnerships with other organizations or cities to distribute free energy efficient
showerheads and/or aerators.

D. Marketing Objectives & Strategies

An average of 4 percent of customers who received a direct mail or email offer in 2019 requested
the product. Based on this data, the Company has developed a marketing plan utilizing direct mail
and/or email campaigns and partnerships to reach the participant goal. The marketing collateral
requests the customer to indicate whether their water heater runs on gas or electricity.

E.  Product-Specific Policies

Natural gas and combination gas and electric customers who have not previously participated are
eligible for the offer. Additionally, past participants may be offered additional or replacement units
through follow-up marketing offers based on when they participated. If an eligible customer who
did not receive the offer becomes aware of the product and would like a free kit, they will receive
one if budget allows.

F. Stakeholder Involvement

In past program years, Public Service has partnered with local cities and counties on their water
efficiency initiatives. The Company plans to continue its support of these types of programs in
2021 and 2022.

G. Rebates & Incentives

The product generally provides free energy efficient equipment rather than a rebate to the
customer—the price for that equipment is classified as the rebate in the product budget. While the
majority of participants choose this option, the product also offers more expensive showerheads
with additional features (handheld showerheads, for instance) at a discounted price. In these cases,
the rebate covers only a portion of the cost of the equipment and is subtracted directly from the
cost at the point of purchase.
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> ENERGY STAR New Homes

A. Description

The ENERGY STAR® New Homes (“ESNH”) product provides builders of single-family and
small multifamily homes with an incentive to exceed local building codes and elementary
construction practices. Homebuilders are encouraged to look at the house as a system when
considering deployment of energy saving and load reducing construction methods and installation
of energy-efficient appliances. Homeowners benefit with lower energy bills, fewer maintenance
concerns, higher resale value, and a more comfortable, quiet home. With interval data,
homeowners will also see how efficient their home is starting out and gain a deeper appreciation
and understanding of that efficiency.

The current product structure gives builders the flexibility to mix and match efficient technologies
and building practices to meet the product requirements and qualify for a rebate. To qualify for a
rebate, participants are required to build homes that exceed local building jurisdictions’ energy
codes by at least 10%. To measure this, a rating must be completed on each home by a Residential
Energy Services Network (“RESNET”) certified Home Energy Rating System (“HERS”) rater.
The HERS rater provides a valuable service by consulting with the homebuilder during the
construction phase and ensures the designed energy efficiency measures have been properly
installed in the home. HERS raters will complete the rating for each home using a RESNET
accredited software approved by the Company and will provide select informational details to the
Company’s third-party implementer for evaluation. Energy savings are determined individually
for each home based on the difference between the energy used by the reference home (or baseline
home; modeled to match the local jurisdictional energy code) and the energy used by the new as-
built home. The Company will continually evaluate this product structure to determine necessary
adjustments to help the product remain cost-effective while adapting to accommodate higher
energy codes.

One new program enhancement in 2021 is to pro-actively encourage and support jurisdictions to
adopt the latest building codes within the residential new construction sector. It will give those
communities the tools to improve the compliance with the new codes and ultimately help them
reach their energy performance and economic development goals. This support will be designed
to meet each jurisdiction where they are in the code adoption cycle and address current gaps in
new code adoption across the state including: a lack of resources, lack of knowledge, and internal
and external opposition to increasing code standards.

The Company utilizes a third-party implementer that works directly with local HERS raters to get
homes enrolled in the product. HERS raters in the state of Colorado have established strong
relationships with the builder community. HERS rating companies have the flexibility to
participate in this product by completing a standard scope of work administered and managed by
the Company’s third-party implementer. The HERS rater will model each home and test the home
to measure the level of energy efficiency achieved. Once the home is completed, the HERS rater
provides the required information to the third-party implementer who then determines if the home
meets the product requirements and is eligible for a rebate. The third-party implementer is
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responsible for reviewing the information submitted by the rater, working with the rater to correct
or provide missing information and then reporting it to the Company. The third-party implementer
provides product training for the rater and will assist with builder training as needed.

B. Targets, Participants & Budgets

Targets and Participants

The product targets builders who construct single-family and small multi-family homes up to four
units. Energy savings and participation targets are based on historical product performance and
growth forecast assumptions in the residential new construction marketplace. New construction
growth continues to improve and barring any significant impacts to the financial sector, the
Company anticipates this growth will continue to occur around 5% year over year. As predicted
in the prior filing, more stringent IECC adoption has continued throughout Company service
territory, resulting in heaviest participation in the lowest performance tier. The Company has
evaluated the incentives based on fuel type, mechanicals, and technological innovation and
adjusted the incentive levels accordingly. The goal is to shift participation toward advanced
performance tiers and more electric-only development, enabling decarbonization in the new
construction sector.

Budgets
The product budget is primarily driven by forecasted participation for 2021 and 2022 and

established rebate levels are designed to shift participation to more desired fuels and performance
tiers. Additional costs include; product administration, promotional and outreach activities,
measurement and verification. Product administration costs include Company labor and third-
party implementer services, which are being competitively bid in 2020. Builder rebates and energy
rater administrative fees comprise the majority of the product budget, followed by measurement
& verification and advertising/promotion.

C. Application Process

Enrollment for this product is typically completed by the HERS raters on behalf of their clients
(builders). HERS raters have strong, long established relationships with most of the builders
operating within the Company’s Colorado service territory. To initiate the enrollment process,
HERS raters will contact builders to encourage their participation, or the builder will contact a
rater and express interest in constructing an energy-efficient home. The rater will explain the
product offering and potential rebates available, review the home’s blueprints and building
schedule, and enter the home details into the third-party implementer’s tracking database. The rater
consults with the builder throughout the construction phase to build a home that qualifies for the
product rebate.

When the home is completed, the HERS rater will perform an air-tightness test on the house and
determine the energy impacts using an accredited RESNET rating software that has been approved
for use by the Company. This information is submitted to the third-party implementer who will
review and approve each home. The builder will receive a rebate based on the local energy code
requirement and the percent savings beyond the code (“BTC”) achieved. Specific gas and electric
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energy savings are determined by the Company using the HERS rater’s modeling information.
There is no rebate application for the builder or rater to complete since all required information is
entered by the HERS rater into the third-party implementer’s database using a web portal interface.
The third-party implementer reviews and ensures all information is accurate and captured and
works directly with the energy rater to correct any omissions or errors. Once the data is deemed
complete, the third-party implementer is responsible for manually entering selected portions of the
collected data for each home into the Company’s database.

D. Marketing Objective & Strategies

The Company will update existing builder and homebuyer marketing materials and make them
available to participants. ESNH has been very successful for the last two years. As a result,
marketing efforts will change from enrolling builders in the Program to encouraging builders to
build better homes. The objective of some of the builder marketing material is to increase product
awareness and effectively communicate product benefits (energy savings, economics, and
comfort/durability) along with the requirements for participation. The homebuyer collateral will
continue to be an aid for builders to easily explain the benefits of an energy efficient home to their
potential clients. A certificate of completion demonstrates the home successfully completed the
product requirements and contains useful information such as the HERS index achieved and who
rated the home. New, highly targeted direct to consumer marketing will highlight the primary
benefits of efficient construction of comfort, durability, and resiliency, while highlighting the best
builders in the Program.

The Company’s third-party implementer will engage in outreach activities with participants and
stakeholders. The outreach objectives are intended to maintain good working relationships with
builders and raters, ensuring they are satisfied with the product offering and to provide education
and training support where needed. The third-party implementer will initiate monthly product
update communications to all participants and hold in-person and conference-call meetings with
raters along with routine email and phone communications.

The third-party implementer will provide training to participants (primarily raters) on the product
requirements, the Company approved modeling software and use of their database system to
improve efficiency and ensure more accurate data reporting. These activities are expected to
encourage energy-efficient building practices resulting in increased energy savings. The Company
is seeking partnerships with national organizations to extend the impact that energy efficiency
measure implementation can have on market value of homes. While builders have the skills and
resources to build more efficient housing, realtors, appraisers, and mortgage bankers lack the
experience to properly assign and support a cash value to these improvements. Making efficient
housing more valuable will drive increased efficiency deployment in the new homes market, with
the ancillary benefit of extending into the built market.

The Company is also considering how renewable and electric vehicle programs and the ESNH
product may be jointly marketed to customers. Other types of training will be identified with the
assistance of the product participants, key stakeholders and the third-party implementer who will
be responsible for developing specific outreach plans. Key stakeholders include organizations such
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as local homebuilder associations, the CEO, the Colorado Code Compliance Collaborative and
other related industry organizations.

To assist in building code compliance, the Company will continue and improve its one-on-one
support for local officials, marketing materials available through various channels, and trainings
designed to support awareness and implementation.

E. Product-Specific Policies

This product currently applies to builders of residential single-family buildings, small multifamily
buildings and townhomes that receive combined electric and natural gas service, natural gas-only
service, or year-round electric space conditioning from Public Service. Structures that have
common conditioned space such as hallways and elevator shafts are not eligible to participate in
the product. Additional product requirements are:

1. Raters must be RESNET certified and use the RESNET modeling software approved by
the Company to model each home.

2. Raters must provide a RESNET-registered HERS rating for each home. Sample ratings are
not accepted.

3. Raters must complete a Rater Field Checklist and the home must pass the applicable
sections.

4. Builders will receive a rebate based on the local energy code requirement and the percent
BTC. The percent improvement is determined using the Company approved modeling
software to model the energy used by the reference home (or baseline home; modeled to
match the local jurisdictional energy code) and the energy used by the new as-built home.
The energy use is converted to MMBTU and the following formula is used to determine
the percent improvement: Ref Home MMBTU - As-Built Home MMBTU) /
Ref Home MMBTU.

5. Homes that achieve ENERGY STAR® certification and receive a percent BTC rebate (as
detailed in Section G below) may be eligible for an additional $100 rebate.

6. Natural gas-only participants are not eligible to receive the rebates for ENERGY STAR®
radon fans or heat pump water heater measures.

7. Electric-only homes are not eligible to receive the prescriptive rebates for the heat pump
water heater or the clothes washer measures.

8. Homes qualifying for a product rebate are not eligible for Company’s separate prescriptive
rebates under the following products; Insulation & Air Sealing and Residential Heating &
Cooling.

9. Impacts from PV or other renewable generation systems installed in the home will not be
included in the percent BTC improvement (rebate) or energy savings calculations.

F. Stakeholder Involvement

The Company maintains ongoing relationships with the EPA and DOE, which jointly oversee the
national ENERGY STAR® program. The Company is an active Sponsor and participant in the
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national program, recognizing the strong customer awareness of the ENERGY STAR® brand, and
has received several ENERGY STAR® awards for this product.+2

This product has received significant interest and input from external Colorado stakeholders in
preparation of Plan filings and during Plan Settlement. This input has been valuable and taken
under consideration for the product design.

The Company serves on the new home construction committee of the Consortium for Energy
Efficiency, which meets regularly and works closely with the EPA. The third-party implementer
attends RESNET conferences on behalf of the Company.

Public Service will strive to work with and engage Colorado stakeholders, such as the Colorado
Energy Office, Southwest Energy Efficiency Project, Energy Efficiency Business Coalition, the
Colorado Energy Code Collaborative, the City of Denver and others to partner when possible and
continue the product’s success. The Company is also seeking partnerships with national
organizations like the Energy & Environmental Building Alliance (EEBA) to bring top class
training and events to Colorado builders.

The Company will issue monthly communications to participating builders and energy raters,
providing year-to-date product updates on participation, achievement, expenditures, and other
important product information as it arises. The Company’s third-party implementer communicates
regularly with participating energy raters and builders, including requests for their input on training
and education gaps related to energy efficiency and more specifically, how the product can assist
filling those gaps.

G. Rebates & Incentives

Builders with qualifying homes are eligible to receive a rebate based on the local energy code
requirement and the percent BTC improvement achieved (see Product-Specific Policies for
details). A builder’s home must achieve a minimum 10% BTC improvement to qualify.

Combo & 2021 Gas-only Homes - Rebate Levels — 2009 IECC or Lower and Percent BTC

Percent BTC Rebate
10% - 14.999% $200
15% - 19.999% $350
20% - 24.999% $500
25% -29.999% $650
30% - 34.999% $800
35% -39.999% $1,000
40% and higher $1,400

42 View the ENERGY STAR Awards Archive: https://www.energystar.gov/about/awards/awards-archive
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2022 Gas Only Homes - Rebate Levels — 2009 IECC or Lower and Percent BTC

Percent BTC Rebate
10% - 14.999% $100
15% - 19.999% $175
20% - 24.999% $250
25% - 29.999% $325
30% - 34.999% $400
35% -39.999% $500
40% and higher $700
Combo &2021 Gas-only Homes - Rebate Levels — 2012 IECC or Higher and Percent BTC
Percent BTC Rebate
10% - 14.999% $250
15% - 19.999% $400
20% - 24.999% $600
25% - 29.999% $900
30% - 34.999% $1,300
35% -39.999% $2,000
40% and higher $2,550
2022 Gas Only Homes - Rebate Levels — 2012 IECC or Higher and Percent BTC
Percent BTC Rebate
10% - 14.999% $125
15% - 19.999% $200
20% - 24.999% $300
25% -29.999% $450
30% - 34.999% $650
35% - 39.999% $1,000
40% and higher $1,275
All-Electric Homes - Rebate Levels — 2012 IECC or Higher and Percent BTC

Percent BTC Rebate
10% - 14.999% $500
15% - 19.999% $800
20% - 24.999% $1,200
25% -29.999% $2,800
30% - 34.999% $3,900
35% - 39.999% $5,200
40% and higher $6,700

To qualify for all-electric homes rebates, builders must meet two criteria. First, participating
homes must have a ground-source heat pump or an air-source heat pump sized for heating load
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that meets Company criteria for cold climate performance. Second, participating homes must
have electric water heat.

The ENERGY STAR® certified rebate is an add-on rebate available to qualifying homes that
have earned ENERGY STAR® certification and meet the following:

a) Home must have both electric and gas service from Public Service or year-round electric
space conditioning. Gas-only or electric-only homes served by the Company are not
eligible;

b) Home must qualify for a percent BTC rebate;

c¢) HERS rater verifies the home meets all national ENERGY STAR® certification
requirements and,

d) ENERGY STAR® label is applied to the home’s electrical breaker box.

ENERGY STAR® Certified Rebate
| ENERGY STAR® certified | $100 \

The table below lists prescriptive rebates as another add-on rebate available to qualifying homes
that have earned a percent BTC rebate and installed one or any combination of the qualifying
measures listed below. Homes that receive natural gas-only service from the Company are not
eligible for rebates associated with electric measures.

Appliance Rebate Levels for Qualifying Homes

Appliance Rebate
ENERGY STAR® Clothes Washer $40
ENERGY STAR® Clothes Dryer $30
Heat Pump Water Heater $600

Heat Pump Water Heater with CTA2045 port $800
ENERGY STAR® certified Smart Thermostat™ | $50

ENERGY STAR® radon fan $20

High efficiency shower head (1.5 GPM) $3.50
High efficiency kitchen aerator (1.5 GPM) $1.25
High efficiency lavatory aerator (0.5 GPM) $1.50

* To qualify for the rebate, the device must be a certified ENERGY STAR® connected thermostat and be compatible with the
Company’s Residential Demand Response program requirements.
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> Home Energy Insights

A. Description

The Home Energy Insights (f/k/a Energy Feedback Residential) product is fundamentally a
behavioral conservation product. The product provides targeted direct mail, email and messaging
to a designated group of residential customers, giving them specific information and
recommendations on ways to reduce their energy consumption. Customers receive new
information with each Report. Savings are quantified by comparing the energy consumption of the
recipient group to that of a non-participating control group. The product also offers an online web
portal that features even more ways for customers to learn about energy use in their homes and
possibilities for energy savings, load management, and cost reductions. The web portal is available
to all customers, with the only qualification being enrollment in My Account — online account
access.

The product’s main offerings include the following:

Personalized Home Energy Reports (“HER”)
These individualized reports are paper-mailed, emailed, or updated on the Web portal on a cadence
prescribed by their tenure in the product. Reports provide:

e Customer’s energy use compared to other, nearby customers who had similar usage profiles
and home characteristics (occupancy, heating fuel, square footage, etc.) prior to product
enrollment;

e Targeted efficiency recommendations based on home profile data available; and

e Other information such as consumption graphs or year to year bill comparisons.

Recipients are selected from among the Company’s residential customers and may “opt out” of
the product at any time upon request.

Through the duration of this Plan, the Company anticipates refills as needed to ensure savings
goals and to maintain participation levels.

Online Portal
This feature is available to all of the Company’s residential customers when historical information
is available. It provides the same information as energy usage reports on demand, along with more
detail and other options. When going to the web portal, customers can:
e See their neighbor comparison;
e See graphs showing energy consumption by fuel type by bill period or day;
e Earn rewards redeemable for gift cards for energy savings activities;
e Complete a Home Energy Assessment which provides insight into how energy is used in
the home as well as more accurate and actionable energy saving recommendations;
e Receive tips and recommendations for a wide array of energy savings measures, from low-
and no-cost improvements to major upgrades of building envelope and mechanical
systems; and
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e See disaggregated energy usage by technology and end use. This will be initially based on
general information, and as AMI meters and data become more widespread and as
customers complete Home Energy Assessments, the accuracy of this disaggregation will
improve.

Customers are encouraged to visit My Energy through the use of emails, targeted messaging, and
social channels. Customers who engage in the online portal are compared to similar customers
who have not accessed the portal, in order to determine energy savings resulting from customers’
use of the tools. Savings from customers who are part of the HER Treatment Group who also use
online tools will have all savings measured as part of their HER savings calculation. Only savings
from customers who are not part of the HER Treatment Groups will be counted as attributable to
online savings.

High Bill Alerts
The Company will develop a service to contact customers before the end of a billing cycle that are
trending to have a high bill. Customers will be able to opt out of receiving High Bill Alerts.

B. Targets, Participants & Budgets

Targets and Participants
The Company has developed specific energy savings and participation targets for each product
component:

Home Energy Report: Participants in the 2020 product will carry over and remain in the print and
email groups for 2021and 2022.

Online Portal: All residential customers have access to the online portal; however, customers
must sign up for My Account in order to access it.

The online portal follows an opt-in model where customers will receive targeted marketing
messages encouraging them to access it and actively participate. This differs from the HERs, where
customers are randomly selected to receive reports unless they opt out. Some participants may be
single-fuel service customers while others may receive both natural gas and electric service from
The Company. Therefore, each fuel service counts as a “participant,” meaning a dual-fuel
customer will count as a gas participant and also as an electric participant.

Budgets
The majority of the product’s budget is allocated to third-party implementation services, which

includes preparing and sending the HERs, data analytics, marketing and conducting an ongoing
regression analysis of Treatment and Control Group participants to determine the electric and
natural gas savings. Administrative costs for customer data extraction and product administration
to be completed by the Company are based on costs derived from previous product years.

The multi-state budget for the online portal is largely fixed due to the information technology and
delivery method and does not change as more customers use the tools and services. A share of the
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online portal license fees is apportioned to this product’s budget based on customer counts for each
state and fuel type.

C. Application Process

There is no customer application for this product. Participants for the print and email Treatment
Groups are secured using a random selection process administered by the third-party implementer.
New participants will be informed of their selection at the beginning of treatment and will be given
the opportunity to opt-out from receiving the Treatment Group communications (HER) at any
time. Appropriately-sized Control Groups are identified by the third-party implementer and enable
isolation of effects attributable to each Treatment Group. The Control Group customers have not
and will not be directly contacted or targeted by the Company or third-party implementer’s
marketing efforts regarding this product. The online portal is opt-in. Customers become
participants once they log onto My Account and go to the online tool.

D. Marketing Objectives & Strategies

The product is fundamentally a behavior change effort focusing on energy and demand
conservation to lower customer bills. The primary objective is to educate customers on their energy
use and encourage change that results in savings behaviors. A secondary benefit of the program is
that customers who receive HERs may choose to participate in other DSM products, and this
becomes more likely when a specific DSM product is cross promoted on the HER itself. The
Company plans to continue to utilize this effective marketing channel for targeted promotion of
other energy-saving DSM products and services.

E.  Product-Specific Policies

Customer confidentiality and data privacy practices will be stringently applied in accordance with
the Company’s Privacy Policy, available on the Company’s website.*3

Customer assistance will be provided to participants and non-participants in the same manner.

F. Stakeholder Involvement

The Company is coordinating efforts with stakeholders for the adoption of multiple language,
especially Spanish, capabilities within residential products. The Home Energy Insights program
was identified as a starting point and the new online portal offering has a google translate toggle
which includes Spanish. The Company will continue to evaluate how language preferences can be
incorporated further into the product as a part of the overall language strategy.

43 https://www.xcelenergy.com/staticfiles/xe/Admin/Xcel%200nline%20Privacy%20Policy.pdf
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The product was piloted before launch and continues to take recommendations from stakeholders
on product enhancements.

G. Rebates & Incentives

Rebates are not offered as part of the product.
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» Home Energy Squad®

A. Description

The Home Energy Squad product offers delivery and installation services of energy conservation
measures to customers who seek to improve their home’s energy efficiency, increase their comfort,
and lower their utility bills. The Company pays for the cost of the measures and installation, while
customers pay a fixed trip charge. Customers may also purchase additional measures that are
priced individually.

The Home Energy Squad team will install a number of moderate-impact, low-cost measures for
customers. The product seeks to assist customers in overcoming barriers related to making energy
improvements. Such barriers include confusion about which products are right for their home,
product cost and payback period, and finding qualified installers.

The main product offerings include:

e Electric conservation measures:
o LED bulbs of various types and wattages
o Installation of a new, or temperature setback of an existing, programmable or smart

thermostat

o Advanced power strips

e FElectric conservation measures, available for customer purchase:
o Installation of additional programmable thermostats
o Installation of additional or premium smart thermostats

e Natural gas conservation measures:
o High efficiency showerheads
o Low flow faucet aerators for the kitchen and bathroom
o Installation of a new, or temperature setback of an existing, programmable or smart

thermostat

o Weather-stripping of one exterior door
o Insulation blanket for the water heater
o Temperature assessment and setback of the water heater

e Natural gas conservation measures, available for customer purchase:
o Weather-stripping of additional doors
o Installation of additional programmable thermostats
o Installation of additional or premium smart thermostats

The product will also offer virtual visits as a way to facilitate participation. Virtual visits are
conducted via a videoconferencing tool provided by the third-party implementer, with a Home
Energy Squad technician remotely accompanying a customer on a walkthrough of their home.
These visits can lead to follow-on services such as a normal in-person installation visit where a
Squad technician can perform services and installations that were identified as opportunities during
the virtual interaction. If such follow-on services have an associated customer co-pay or fee, the
customer would pay them in accordance with the guidelines of the follow-on services.
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The introduction of interval meter data will help educate customers on how and when they use
energy. This data will provide valuable insight to this program and the smart thermostats offering
and will allow customers to better understand and appreciate the savings they can achieve through
this product by providing more timely feedback.

B. Targets, Participants & Budgets

Targets and Participants

The product participation and savings targets were developed based on Colorado residential
market size, historical participation, and experience with similar products in the Company’s other
jurisdictions.

Budgets
Budgets were determined by evaluating vendor cost estimates and potential participation levels in

Colorado. A marketing budget is included for advertising, promotion and outreach to generate
awareness and drive participation in targeted areas. Primary budget drivers are:
® Administration — administration costs for the third-party implementer; internal labor and
administrative costs; and the installation costs associated with energy efficient measures
installed in customer homes.
o Customer Incentives — materials costs associated with the energy efficient measures
installed in customer homes
e Advertising and Promotion — print, radio, broadcast, direct mail, interactive media and
event promotion.

C. Application Process

Customers sign up for a visit through the third-party implementer. During an in-home visit, the
Home Energy Squad technician will work directly with the customer to determine which energy-
saving measures will make their home more energy efficient. The customer pays a trip charge and
receives a suite of energy-saving items such as LED light bulbs, high efficiency showerheads and
aerators, etc. The installation labor and materials costs are paid to the third-party implementer by
the Company. The third-party implementer reports the installation of energy-saving measures to
the Company; therefore, the customer does not need to submit a post-project rebate application.

Customers may also sign up for a virtual visit, during which the Home Energy Squad technician
will work directly with the customer to identify and prioritize energy-saving opportunities in their
home. Virtual visits are intended to lead to follow-on interactions, such as an in-home installation
visit from the Home Energy Squad, a Home Energy Audit, or participation in other Company
products.

D. Marketing Objectives & Strategies

Marketing objectives will focus on building awareness and product interest, in addition to driving
customer participation. The Company will utilize several marketing channels for this product,
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including bill onserts, newsletters/blogs, radio, social media, and the Company website. Additional
tactics may include door hangers, sweepstakes or promotional incentives, depending on
participation rates. Targeted direct mail and telemarketing tactics may also be used. Call Center
agents will direct any customers inquiring about this product to contact the third-party implementer
using their toll-free number or website.

Local outreach products, such as Partners in Energy, are an important channel for building
awareness and driving participation. Participating trade partners from other products are another
important channel.

Cross-marketing opportunities exist with other products such as Home Performance with
ENERGY STAR, Refrigerator Recycling, and School Education Kits. Concurrent appointments
with a Home Energy Audit product technician are another opportunity for cross-promoting
multiple products in order to increase awareness and drive stronger customer participation.

This product continues to explore Spanish-language marketing collateral and channels in order to
reach a significant portion of the Company’s customers who might not otherwise be aware of the
product.

E. Product-Specific Policies

The Company will connect customers with the third-party implementer to begin the product
engagement.

The technical assumptions will largely reflect those of other residential products such as Home
Lighting & Recycling, Energy Efficient Showerheads, and Residential HVAC to consistently
report measure costs and energy savings.

The Company is looking into ways to provide a more comprehensive experience for our residential
customers that simplifies the process of installing capital intensive energy efficient equipment.
This may include an end-to-end solution where the customer chooses from any, or all, of the
following as applicable:

e Advice and analysis of the available equipment options

e Financing

e Enrollment in Demand Management products

e Assistance with choosing qualified contractors

o Enrollment in green programs and/or warranty services.

F. Stakeholder Involvement

The Company will partner with its existing array of customer and trade stakeholders regarding
product design and implementation, awareness building and ongoing product feedback. This may
include partnering with other utilities where the Company is the electric-only or gas-only provider,
and customers are receiving gas or electric service from that other utility provider.
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G. Rebates & Incentives

A customer co-pay will be required to receive direct-installed energy-saving items such as LEDs,
high efficiency showerheads, etc. The customer co-pay covers the technician trip charge. This
process differs from most prescriptive rebate products where the customer submits a rebate
application after equipment is installed and operational. The third-party implementer will report
the installed measures to the Company, and the Company pays the implementer directly for the
equipment and installation costs. Therefore, the customer does not need to submit a post-project
rebate application.
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» Home Lighting & Recycling

A. Description

The Home Lighting & Recycling product provides resources for customers to purchase energy-
efficient light bulbs and to dispose fluorescents in an environmentally-friendly manner. Using
energy-efficient bulbs is an easy and inexpensive way for customers to save electricity. The
Company provides an avenue for customers to purchase discounted energy-efficient bulbs through
local retailers. Customers can also recycle compact-fluorescent lights (“CFLs”) free of charge
through the product at Ace Hardware.

Bulb Discounts

The Company motivates customers to purchase LEDs by offering in-store retail discounts through
an upstream model. An instant rebate is provided through Company collaboration with bulb
manufacturers and retailers, enabling customers to purchase a variety of energy-efficient bulb
models at a discounted price. The Company partners with retailers such as Home Depot, Walmart,
Costco, Ace Hardware, and Dollar Tree. Customers receive the discounted price at the register;
there is no mail-in rebate form.

CFL Recycling

The CFL Recycling component of the product provides an environmentally-friendly method for
customers to dispose of CFLs. The Company maintains a partnership with Ace Hardware to serve
as the retail arm for CFL recycling. Customers can bring spent CFLs to any Ace Hardware store
throughout the state and recycle them free of charge. The retailer then stores the bulbs in a covered
bin until it is full. Then they ship the bulbs to the recycler in the postage paid bin. The Company
covers the cost to ship and recycle the bulbs that are submitted for recycling at participating
retailers within the Company’s service territory.

B.  Targets, Participants & Budgets

Targets and Participants

The energy savings target for the product was derived by analyzing the market potential and
historical sales data, while considering new technologies, available retail channels and
participating customer segments. All Company electric customers are eligible to participate in the
Home Lighting & Recycling product.

Budgets
The main budget drivers include the following:

e Rebates — includes the discounts offered at retail stores as well as bulbs distributed at
community events. We have reduced our rebates over the years as costs have come down
for LEDs.
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e Promotion and Advertising — includes costs for home lighting specific advertising
campaign as well as in-store signage displays and fees for participating in community
events.

e Consulting — includes program administration labor to manage the program.

C. Application Process

Customers do not need to apply to participate in the Home Lighting & Recycling product. The
Company works with retailers and manufacturers to provide a discounted price on bulbs through
upstream incentives. The incentive varies depending on the type of bulb and the
manufacturer/retailer partner. The customer receives the discounted price at the cash register.
Incentives are paid upstream, and the discounts are passed on to the customer.

D. Marketing Objectives & Strategies

The objective of the Home Lighting & Recycling product is to motivate customers to purchase
energy-efficient bulbs and encourage them to recycle CFLs when they burn out. The Company
will focus marketing dollars on building awareness and sales of LED bulbs, in addition to helping
educate customers about the product benefits. The Company will use various media channels to
reach customers including television, radio, in-store signage, publications, bill onserts, social
media, internet and sponsorship of local events. The peak sales period for energy efficient bulbs is
in the fall and winter, as such, promotions are focused during these buying time periods.

The Company uses an RFP process each year to select participating retailers and endeavors to
enable partnership with a variety of retailers (including big box, mass merchandiser, dollar stores,
and hardware and grocery outlets) to ensure optimal pricing and to help reduce free-ridership.

The Company plans to review rebate discounts and product offerings in relation to market
conditions. The Company plans to monitor the availability of inefficient lighting technology at
stores to determine which technologies to discount to prevent backsliding. As of the timing of this
filing, manufacturers still plan to stock inefficient technologies on store shelves as there continues
to be a market for those bulbs.

CFL Recycling is marketed locally through the local retail partner, Ace Hardware. The Company
also markets recycling through the Company’s website.

E.  Product-Specific Policies

The Company selects retailers within its electric service territory and assumes that the customers
purchasing the discounted bulbs live within the given area. If a store is within one mile inside of
our territory boundary, the Company only claims 75% of the savings for sales at those stores.
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The third-party implementer will be responsible for delivering the calculated savings, actual high
efficiency product sales details, including the location, types and quantities of bulbs sold each year
to be used in the DSM Annual Status Report.

The Company currently uses a third-party implementer for CFL recycling. The selected
implementer separates the CFL components by hand to ensure that hazardous materials do not end
up in the ground soil or water. The third-party implementer also provides bins made of recycled
material and recycles the bins that the bulbs are shipped in. In addition, they provide certificates
of proper recycling.

F. Stakeholder Involvement

The Company collaborates with several organizations to monitor and incorporate best practices
into lighting product design. These activities include: member of the Consortium for Energy
Efficiency, annually attending the national ENERGY STAR® Product Partners meeting, and
monitoring information published by lighting manufacturers, E-Source, the ACEEE, the EPA, and
the DOE.

G. Rebates & Incentives

The upstream markdown incentives typically account for up to 75% of the incremental cost,
depending on the bulb. The cost savings are passed on to the customer as an instant rebate.
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> Home Performance with ENERGY STAR

A. Description

The Home Performance with ENERGY STAR® (“HPwES”) product is targeted toward existing
single-family homes in need of multiple energy efficiency improvements. By providing these
customers with rebate incentives, the Company is able to incorporate a bundled, whole home
approach to energy efficiency. HPWES is available to residential Xcel Energy account holders with
combination electric and natural gas, electric only, or gas only service. Eligibility is dependent on
the type of equipment installed.

Home Performance was developed using principles from the nationally recognized ENERGY
STAR® “Home Performance with ENERGY STAR” product.** The concept of the product is to
provide the customer with one-stop for all of their home efficiency needs. This comprehensive
approach requires an energy audit as a prerequisite which is then used to generate a list of
recommendations. The customer may choose to complete this prerequisite through the Home
Energy Audit product or a Home Energy Squad Plus visit. The contractor, who may also be the
auditor, reviews the recommended improvements and completes the work. Some projects may
receive an independent verification of the improvements after completion if a Quality Control
(“QC”) inspection is performed. The contractor and homeowner may also request advice on
recommended upgrades and rebates from the Energy Advising service offered through the Home
Energy Audit product. Since this product requires an audit and deeper engagement from the
customer, AMI interval data would greatly enhance the conversation and allow auditors to give
customers an even better analysis of the energy usage within their home.

Trade partner companies interested in performing certain types of equipment installations must
have one technician in each certification area that they are participating in:

e Building Performance Institute (“BPI”)
o Building Analyst
Envelope Professional
Residential Whole House Air Leakage Control Installer
Air Leakage Control Installer
Quality Control Inspector
Crew Leader
Energy Auditor
e North American Technician Excellence (“NATE”)
o NATE certification in Air Conditioning or Air-to-air heat pump. Service or
installation certification accepted.

O O O O O O

441 earn more about EPA’s Home Performance with ENERGY STAR®:
https://www.energystar.gov/index.cfm?fuseaction=hpwes_profiles.showSplash&s=footer
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A technician’s certification may not be used by another trade partner company to meet the product
requirements. Additionally, trade contractors must complete the appropriate Home Performance
contractor training depending on the services they offer.

These trainings provide contractors with information on the product components, process, and
diagnostic testing required as part of the efficient measure installations. All participating
contractors must become a participating trade partner within HPWES before providing installations
for participants in the product. A random sample of 10% of the contractor’s jobs will be inspected
and verified. Once contractors have completed all necessary trainings and signed the agreement,
they will be included on the approved contractor list, which is included in the customer packet and
on the Company’s website.4>

B. Targets, Participants & Budgets

Targets and Participants
The product targets were developed based on the 2018 and 2019 product results and the
Company’s forecasted assumptions for increased participation as a result of the product redesign.

Budgets
The budget for this product is based on the 2018 and 2019 expenditures and includes costs for

third-party implementation, software, measurement and verification inspections, trade incentive
rebates, and minimal product promotion.

C. Application Process

Customers interested in participating in HPWES must first complete a Home Energy Audit with
blower door test or a Home Energy Squad Plus visit. The customer will be provided information
on the Home Performance product, tying the specific product requirements into the audit
recommendations. The customer may then sign up for Home Performance through their auditor at
the time of the audit or any time thereafter using the online signup form. The customer will have
two years from the Home Performance enrollment date to complete the equipment installs and
submit applications for rebates.

The Home Performance product information, approved contractor list, and signup form are on the
Company’s website. Customers can only receive applications through their registered and
approved contractor. Customers may also contact the Residential Customer Care center to request
product information or guidance on how to obtain rebates.

D. Marketing Objectives & Strategies

The Company will provide product information through the website and implement low-cost
marketing tactics when available. The Company will also provide Home Performance information

45www.xcelenergy.com/cotrades
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to the Customer Education team to promote at several “green” community events throughout the
year. Trade partners may also be incentivized to identify participants that may not be aware of the
“whole house option” through Home Performance.

Other products such as the Company’s Home Energy Audit product and Home Energy Squad Plus
offering will offer information on Home Performance. The Company will monitor product
participation on a monthly basis and implement additional marketing tactics if necessary, to
achieve the year-end target.

In addition, the Company will attempt to utilize the trade partners who have been trained and
contracted to deliver this product to customers. This is viewed as the most important marketing
channel for building awareness and participation in the product. As a result, The Company is
offering incentives to participating installation contractors designed to increase the number of
projects performed. These incentives provide contractors with additional motivation to promote
the Home Performance product.

E.  Product-Specific Policies

The HPWES product leverages the Company’s Home Energy Audit and Home Energy Squad Plus
offerings, requiring an advanced in-home blower door audit as a prerequisite to product
participation. Customers are eligible for a Home Energy Audit every two years. The Company will
provide the customer a list of contractors participating in the product; however, the Company does
not guarantee the contractor’s expertise or warrant any of the products or services, nor is one
contractor promoted over another. The Company shall have no liability for contractor work or
negligence. After the customer completes the audit and meets the product eligibility requirements,
the customer may sign up to participate in Home Performance.

Customers will receive the standard prescriptive rebate for all installed measures. If a customer
installs three or more qualifying measures, the customer will receive an additional bonus rebate of
10% of the prescriptive rebate amount for each measure completed within the two-year time
period. The bonus rebate is a one-time offer for each measure completed.*® The Company will not
rebate pre-existing efficient equipment. Self-installations or installations done by non-registered
contractors do not qualify for rebates.

The Company is looking into ways to provide a more comprehensive experience for our residential
customers that simplifies the process of installing capital intensive energy efficient equipment.
This may include an end-to-end solution where the customer chooses from any, or all, of the
following as applicable:

e Advice and analysis of the available equipment options

o Financing

e Enrollment in Demand Management products

e Assistance with choosing qualified contractors

e Enrollment in green programs and/or warranty services.

46Qualifying equipment is subject to change and customer must participate under current product rules designated by
the current year in which the install the additional measures.
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F. Stakeholder Involvement

The Company periodically meets with the Cities of Boulder, Fort Collins, Greeley, and Colorado
Springs, the Center for Resource Conservation, the Platte River Valley Authority, the Colorado
Energy Office, the EPA, the DOE, Electric & Gas Industries Association, and the EEBC for
product feedback. The Company plans to continue meeting with these organizations, and other
stakeholders, for feedback to improve the product.

G. Rebates & Incentives

Home Performance product rebates are prescriptive and based on the specific measures installed.
The rebate amounts and eligibility requirements will be communicated through the Home
Performance collateral including the rebate application.
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» Insulation & Air Sealing Rebate

A. Description

The Insulation and Air Sealing Rebate product offers rebates for installing qualifying insulation
and air sealing measures in existing single-family homes or properties with eight units or fewer.
Eligible customers must be those with a combination of residential electric and natural gas service,
gas-only service, or electric-only service residences who heat with electricity and also have central
air-conditioning.

The Insulation and Air Sealing Rebate product also offers rebates for installing qualifying cellular
shade measures in existing single-family homes. Eligible customers must be those with a
combination of residential electric and natural gas service with central AC, or electric-only who
are electrically-heated or have central AC.

Public Service will rebate the following qualifying measures:
e Air sealing with a 20% reduction in air leakage based on blower door results;
e Attic insulation to a minimum R-value of 49 (where pre-improvement insulation is R-15
or less);
e Wall insulation to a minimum R-value of 13 (pre-improvement existing exterior wall
cavities must be empty); and
e Cellular shades that are listed with the Attachments Energy Rating Council (“AERC”) and
certified with the following:
o Warm Climate rating of at least 35
o Cool Climate rating of at least 5

B. Targets, Participants & Budgets

Targets and Participants
Participation targets and rebate amounts are aligned with marketing and trade partner education

plans to encourage participation from customers who will benefit from the product.

Budgets
Budgets for the insulation and air sealing measures are based on 2018 and 2019 product

performance. The air sealing incremental costs include the costs to the customer for bypass attic
air sealing, weatherization and envelope air leakage reduction, and additional costs of blower door
testing. M&V costs are based on a percentage of the installations to ensure they meet quality
installation standards and achieve the expected energy savings.

Budgets for the cellular shade measure are based on internal analysis and input from industry;
rebates are the single largest expense component.

Typically, this program is promoted through the Company’s website, communications to local area
insulation and air sealing contractors, interior design contractors, community events and by the
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Company’s Consumer Education team. The product requires a minimal budget for promotion and
marketing purposes. The Company has allocated some budget for contractor trainings and
educational opportunities for the trade community.

C. Application Process

The Company must receive a completed rebate form and a copy of a dated invoice detailing the
work performed. Applications will be reviewed and processed according to company policy and
rebates are generally issued within eight weeks. The Company will issue the rebate directly to the
customer, or an alternate rebate recipient if appropriately designated on the rebate application
form.

For Insulation measures, participating trade partner companies must have a technician on staff that
is currently certified in one of the following: BPI — Building Analyst, Envelope Professional,
Residential Whole House Air Leakage Control Installer, Air Leakage Control Installer, Quality
Control Inspector, Crew Leader or Energy Auditor certification. The Company reserves the right
to expand the list of certifications accepted for contractor participation.

A technician’s certification may not be used by another trade partner company to meet the program
requirements. All contractor companies must register to participate in the program, which includes
terms of the Company’s trade partner agreement and meeting BPI requirements.

D. Marketing Objectives & Strategies

The Company will market the Insulation and Air Sealing product through a variety of channels
such as the Home Energy Audit program, the Company’s website, communication with
participating contractors, and events. The Company may support the overall marketing strategy
with email efforts, advertising, and social media. Historically, this strategy has been implemented
during the key heating months of December, January, and February, and also during the summer
months.

Additionally, the Company will incorporate communication activities to participating contractors
to facilitate proper education of customers on the features and benefits of the program.

Finally, the Company may initiate cross-marketing efforts with our other natural gas rebate
products. Other, emerging strategies may also be incorporated.

The Company is looking into ways to provide a more comprehensive experience for our residential
customers that simplifies the process of installing capital intensive energy efficient equipment.
This may include an end-to-end solution where the customer chooses from any, or all, of the
following as applicable:

e Advice and analysis of the available equipment options

e Financing

e Enrollment in Demand Management products

e Assistance with choosing qualified contractors
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e Enrollment in green programs and/or warranty services

E.  Product-Specific Policies

For insulation measures, the customer must use a registered contractor. These contractors have
agreed to the terms of the Company’s trade partner agreement and met the requirements of the
program. The cellular shades measure does not require customers to use a registered contractor.

Air sealing Natural Air Changes per Hour (“NACH”) airflow reductions of at least 20% are
required for each install, unless the home has a pre-improvement rating of 0.50 NACH or lower,
based on the Company’s calculation formula found on the rebate form. Pre and post blower door
tests are required for these homes.

For homes that do not meet the .50 NACH but need less than a 20% reduction to achieve .50
NACH; participation in the insulation measure will be allowed and pre and post improvement
blower door tests are required. These customers are not eligible for air sealing rebates.

For homes that achieve a pre-improvement rating of less than .50 NACH; participation in the
insulation measure will be allowed, and the NACH reduction requirement and the post
improvement blower door test will be waived. These customers are not eligible for air sealing
rebates.

Combustion Appliance Zone (“CAZ”) testing is required for all insulation measures.

Customer, or Do-It-Yourself (“DIY”), installations, as well as installations done by non-registered
contractors do not qualify for rebates.

This product excludes new residential construction, new residential additions, insulation of doors,
garages, sheds, workshops, below-grade walls, mobile homes, projects with pre-improvement R-
values that exceed program minimums, and residential properties with more than eight units. To
qualify for a rebate, all insulation must be installed to the manufacturer’s specifications and meet
all state and local codes and federal regulations. All measures must follow industry-accepted
practices. For areas being treated, where there is a risk of asbestos, or other hazardous materials
becoming airborne, blower door diagnostic tests may not be performed. In these situations, the
contractor is required to safely complete air sealing measures to the best of their abilities and note
the invoice that the presence of a hazardous material prevented a blower door test from being
completed. These customers will not be eligible for an air-sealing rebate.

The Company reserves the right to inspect installations before or after issuing a rebate. Rebates
will not be issued if the same improvement has already been rebated through other Public Service
rebate products. Customers are eligible for one rebate per calendar year.
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F. Stakeholder Involvement

The quarterly DSM Roundtable Meetings provide a forum for stakeholder involvement and
feedback regarding this product. The Company continues to conduct meetings with interested trade
partners and stakeholders to improve and implement this product. The Company will continue to
engage stakeholders for product feedback.

G. Rebates & Incentives

All insulation measures are rebated at 30% of project costs, up to the measure cap. Prescriptive
rebates on cellular shades are 71% of incremental costs.
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» Multifamily Buildings

A. Description

The Multifamily Buildings product is designed to engage multifamily building equipment
owners*’ in deploying DSM measures that will lower customers’ energy consumption. The product
encourages DSM participation in this market segment by offering assistance in identifying energy
efficiency improvement opportunities, both in-unit and in common areas. The product offering has
a three-stage approach.

Stage 1: Energy Assessment

The first step is to complete a virtual or on-site energy assessment (“assessment”). Virtual
assessments have been added as an option to reach customers in outlying areas of the Company’s
service territory where participation has been historically low due to added time and expense for
travel. The assessment will identify opportunities for improving building energy efficiency via a
specific set of direct-install measures (eligible measures are listed below under Stage 2). The
assessment will include an inspection of a sample of units within each building, typically one of
each unit type (e.g., 1 studio, 1 one-bedroom, 1 two-bedroom), as well as larger, capital-intensive
projects for the whole building (Stage 3). The assessment is offered at no cost to the customer.

Stage 2: Direct-Install
The second stage of participation is direct installation of energy savings measures identified in the
energy assessment. Installation is completed by the Company’s third-party implementer. There are
six eligible measures for Stage 2 that will be installed for no cost to customers:
e LED lamps
e Low-flow showerheads
Kitchen and bathroom sink faucet aerators
LED exit signs
Eligible smart thermostats4®
Other cost-effective measures to be identified

Participants will work with the third-party implementer to schedule installation.

Stage 3: Prescriptive or Custom Energy Efficiency Improvements

The third stage for participants involves the completion of prescriptive or custom energy-
efficiency improvement projects such as HVAC upgrades, common-area lighting upgrades, or
other projects currently eligible through the Company’s prescriptive offerings or Custom
Efficiency product.

47Equipment owner could be the building owner, the tenant, or other third-party.

48Eligible smart thermostats will be installed at no additional cost as long as the equipment is enrolled in the
Company's Demand Management product upon completion of installation.
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Implementation of Stage 3 projects may be challenging for several reasons: lack of ownership
willingness, long sales cycle, capital constraints, market economics, etc. to overcome these barriers
the third-party implementer will provide participants with advice on selecting a contractor and
reviewing bids as well as periodically provide follow up consultations. Access to AMI interval
data would help the third-party implementer during these consultations if they could show
customers how their energy usage may affect their energy costs and what the savings might look
like after energy efficiency upgrades.

The third-party implementer is crucial to the success of the product, as a consistent point of contact
for participants. The third-party implementer will be responsible for advertising and recruiting
participants, delivering the Stage 1 on-site energy assessment and Stage 2 measure installations,
and successfully converting participants into Stage 3 projects in conjunction with the Company’s
Product Managers or BSC representatives.

B. Targets, Participants & Budgets

Targets and Participants

The participation targets for energy assessments, direct installs, and larger energy efficiency
projects for 2021 and 2022 are based on forecasts provided by the third-party implementer along
with historical participation within the product.

Budgets
The bulk of the product expenditures will be for product administration and incentives to

customers in the form of energy assessments and direct-installation of energy-efficient equipment.
The budget also includes costs for prescriptive and custom rebates from Stage 3 projects.

Direct-install costs were developed based on the actual costs contracted between the Company and
the third-party implementer and the forecasted participation. Rebates for Stage 3 are estimated by
the third-party implementer based on deemed values from the anticipated mix of prescriptive and
custom DSM measures.

C. Application Process

The product is available to multifamily buildings that are Public Service electric and/or natural gas
customers. To participate, customers must apply through the third-party implementer, who will
review applications and approve participants. Applications will be reviewed on a first-come, first-
served basis. Upon meeting the qualifications for participation, customers will work with the
implementer to schedule a virtual or on-site assessment (Stage 1).

D.  Marketing Objectives & Strategies

The third-party implementer will recruit customers by leveraging their existing customer
relationships and market expertise. Options for direct promotion by the Company may include the
following:
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e Marketing materials and brochures;

e A Webpage to educate interested customers, explaining how to participate and the benefits
of participating;

e Attending multifamily events in the Company’s service territory; and/or

e (Co-hosting educational events with the third-party implementer.

E.  Product-Specific Policies

All multifamily buildings must be Public Service electric and/or natural gas customers with five
or more units per building to participate in this product. This primarily includes market-rate
qualified buildings.4® If a property has multiple buildings and at least 80 percent of the buildings
qualify, the entire property may participate in the product.

F. Stakeholder Involvement

Initially, the Company worked closely with several external stakeholders to design this product
initially. Today, the product has ongoing relationships with:
e Platte River Power Authority
e Energy Efficiency Business Coalition
e Ft. Collins Utility
e Southwest Energy Efficiency Project
Colorado Energy Office
e City and County of Denver
e City of Boulder
e Boulder County
e ACEEE
e Colorado PUC Staff

The Company has also been active with national multifamily working group efforts to research
successful utility multifamily programs and network with those program managers and staff.
Primarily, the Company has participated in ACEEE’s Utility Multifamily Working Group and E
Source’s Multifamily Leaders Group.

The Company has also worked with third-party implementers and other vendors to understand the
tools and services available to this customer segment.

G. Rebates & Incentives

The product provides a virtual or on-site energy assessment (Stage 1) and eligible direct-install
measures (Stage 2) to participants at no additional cost. The product will provide direct rebates for

49Low income qualified buildings should participate in the Low-Income Multifamily Weatherization product. If for
some reason a building doesn’t qualify for low income, the property can qualify for the market rate program.
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eligible projects completed in Stage 3 based on savings calculations from the Company’s Custom
Efficiency model and prescriptive products deemed technical assumptions.
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> Refrigerator & Freezer Recycling

A. Description

The Refrigerator & Freezer Recycling product strives to decrease the number of inefficient
refrigerators, freezers, and room air conditioners in use, and by doing so, deliver electric energy
savings and peak demand reduction. The product is designed to encourage customers to upgrade
to a more-efficient unit, and/or choose to decommission their operable, inefficient unit rather than
give it to the second-hand market, by providing a convenient way to dispose of their units in an
environmentally safe and compliant manner. Eligible customers include residential electric
customers in the Company’s service territory. Customers with qualifying units will receive an
incentive for their participation and will not be directly responsible for any costs associated with
pick-up, transportation, disposal, and proper recycling of their unit. The Company will use the
services of a qualified third-party implementer to perform the following:

Refrigerator/Freezer/Room air conditioner collection, transportation and storage;
Verification of eligibility of the appliance at time of scheduled pick-up;
Appliance processing and materials recycling;

Issuing the customer incentive payment;

All customer service aspects related to above activities;

Product tracking and reporting; and

Supporting M&V requirements.

The implementer will be required to comply with all local, state and federal requirements. This
includes maintaining all permits and licenses required for any facilities, equipment and personnel
used for this product. Adherence to this process will ensure that recycled units will not re-enter the
secondary or primary market and be placed back on the Company’s grid.

B. Targets, Participants & Budgets

Targets and Participants

Participation and energy savings levels for this product were developed based on historical product
performance, as well as projections using annual harvest rates, which is a unit of measurement to
determine a segment of the population that would qualify for the recycling product, projected by
the Company’s third-party implementer using program modeling.

Budgets
The 2021 and 2022budgets were developed based on forecast participation and recycling costs.

Recycling-related expenditures account for approximately 55% of the overall budget. The
projected rebates account for 30% of the budget. Marketing, M&V and administrative expenses
make up the remaining budget.
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C. Application Process

Customers will either call-in to the third-party implementer’s toll-free service number or schedule
this service online.’® The third-party implementer will ask qualifying questions in order to
minimize costs and maximize customer satisfaction. The implementer will schedule an
appointment and will be required to pick up the unit no later than 10 business days after the
customer’s requested pick-up date. Customers will be called one to two days prior to their
scheduled pick-up date in order to confirm their appointment and remind them to turn on their unit
and make sure it is empty. Customers will receive their incentive check within six to eight weeks
after their unit has been picked up by the implementer.

D. Marketing Objectives & Strategies

The target market consists of customers who are disposing of their primary (usually located in the
main kitchen) or secondary refrigerator (usually located in a garage or basement area), or freezer
units (usually located in a garage or basement). Generally, these customers have single-family
homes with two or more individuals in the household. Customer interest in this type of product is
seasonal, usually occurring in the spring, summer and early fall seasons (prior to the Thanksgiving
holiday). Product demand often peaks in the summer months, which is associated with customer
home improvement periods. Deployment of promotional tactics will coincide with these seasonal
time periods.

The Company will utilize several marketing channels for this product, including bill onserts,
newsletters/blogs, radio, social media, and the Company’s website. Additional tactics may include
sweepstakes or promotional incentives, depending on participation rates. Cross-marketing
opportunities exist with other products such as Home Energy Squad, Saver’s Switch, School
Education Kits and other products and services the Company offers. Targeted direct mail and
telemarketing tactics may also be used. Call Center agents will direct any customers inquiring
about this product to contact the third-party implementer using their toll-free number or website.

This product will also explore Spanish-language marketing collateral and channels in order to

reach a significant portion of the Company’s customers who might not otherwise be aware of the
product.

E.  Product-Specific Policies

All refrigerator, freezer, and room air conditioner units must meet the following requirements to
qualify for this product:

50 http://www.xcelenergy.com/fridge
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e Must be operational. “Operational” is defined as in working order. Refrigerators must be
capable of freezing water; freezers must be capable of freezing.

e Appliances will be categorized as follows for reporting purposes:

o Secondary: Used as a secondary unit for at least two months prior to pick up
o Primary: Used as the primary unit in the home at the present time
o Freezer: Used separately from the primary refrigerator and is a standalone unit.

e Refrigerator/Freezer must be plugged in the night before the pick-up date (customer will
receive a call from the implementer, reminding them to do this). This is to ensure full
operation (cooling/freezing water for a refrigerator; freezing capability for a freezer) when
inspected at the time of pick-up.

e Refrigerator/Freezer must be no smaller than 10 cubic feet or no larger than 30 cubic feet.

e There will be a limit of two refrigerators and/or freezers per household per year.

e Room air conditioners may be picked up if the third-party implementer is already at a
customer’s home to collect a refrigerator or freezer.

F. Stakeholder Involvement

The Company is a proud partner of the EPA’s Responsible Appliance Disposal (RAD) Program.
This voluntary partnership program began in 2006 to help protect the ozone layer and reduce
emissions of greenhouse gases through the responsible disposal of appliances.

The Company has been responsibly recycling appliances for many years. The Company’s
voluntary participation in the RAD Program further underscores its commitment to helping
customers make responsible technology and appliance choices. The Company has been published
within the RAD annual report and recognized at annual events for product accomplishments.

G. Rebates & Incentives

Participants will receive an incentive to remove their inefficient primary and/or secondary
refrigerators and freezers. The primary and secondary refrigerator or freezer will be removed and
properly recycled at no cost to the customer. The customer will receive the incentive within four
weeks following their pick-up date.

In addition to the incentive, customers will receive two LED bulbs at the time of unit collection
and will receive energy savings which could exceed $50 per year for replacing an old refrigerator
with an ENERGY STAR® certified model>!.

51 https://www.energystar.gov/products/appliances/nows_time_flip_your_ fridge and save
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> Residential Heating & Cooling

A.  Description

The Residential Heating & Cooling product provides incentives to the Company’s customers who
purchase a variety of qualifying heating and cooling equipment for residential use, including air
conditioners, evaporative coolers, heat pumps, natural gas furnaces, natural gas water heaters,
electric heat pump water heaters, smart thermostats, and the Western Cooling Control device.

The Residential Heating & Cooling product combines offerings from several existing products —
Evaporative Cooling, High Efficiency Air Conditioning, Residential Heating, Thermostat
Optimization, and Water Heating. This new, holistic approach to residential customers’ heating
and cooling needs is designed to improve the experience for customers and trade partners, in order
to improve participation, energy savings, and customer satisfaction.

The Company is looking into ways to provide a more comprehensive experience for our residential
customers that simplifies the process of installing capital intensive energy efficient equipment.
This may include an end-to-end solution where the customer chooses from any, or all, of the
following as applicable:

e Advice and analysis of the available equipment options
o Financing

e Enrollment in Demand Management products

o Assistance with choosing qualified contractors

o Enrollment in green programs and/or warranty services.

As part of our strategy to increase participation in demand response products, this product will be
offering AC Rewards. Further details are provided in the technical assumptions.

More details regarding the specific types of equipment rebated in this product are provided below:
e Standard AC or ASHP systems with Quality Installation (“QI”) - 13 to 14.99 Seasonal
Energy Efficiency Ratio (“SEER”) — Defined as new central Air Conditioning (“AC”) or
Air Source Heat Pump (“ASHP”) systems with “matched” indoor and outdoor components,
in new or existing homes. Approximately 75 — 80% of new AC systems purchased are in

this efficiency range.

According to energy.gov>2, approximately 27% of the rated efficiency of a new system can
be achieved through Quality QI. QI is a process, based on standards developed by the Air
Conditioning Contractors of America (“ACCA”) which contractors must follow to ensure
that the total energy savings potential of newly installed equipment is realized. QI includes
sealing all visible ducts, providing at least 400 cubic feet per minute (“CFM”) of air flow
per cooling ton, applying ACCA’s Manual J (load calculation) and Manual S (equipment
sizing) standards to determine the right size and type of equipment for each customer’s

52https://www.enelrgystar. gov/ia/home_improvement/downloads/ESQI_factsheet.pdf?a0fa-c969
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unique home, and charging the new system with refrigerant to within 3 degrees of the
manufacturer’s recommended sub-cool target temperature. Only participating trade
partners who have a technician with Company approve certifications and/or licenses can
offer this rebate.

High Efficiency AC or ASHP systems with Quality Installation — Defined as new
central Air Conditioning and Air Source Heat Pump systems with “matched” indoor and
outdoor components, and with thermostatic expansion valves, in new or existing homes,
that meet certain energy efficiency standards as outlined in Section G below, are eligible
for a rebate. The intent of the rebate is to encourage consumers to purchase units that meet
or exceed the ENERGY STAR® high efficiency standard of at least 15 SEER and 12.5
Energy Efficiency Ratio (“EER”). Trade partners who have met the AC or ASHP
participation requirements can offer this rebate. To be eligible for a cold climate heat pump
rebate, units must have an 18 SEER, 10.5 HSPF, and the heating BTU at 5 degrees
Fahrenheit must be at least 70% of the heating BTU at 47 degrees Fahrenheit.

Evaporative Coolers - Qualifying equipment must be new, permanently installed
evaporative cooling units. Portable coolers or systems with vapor compression backup are
not eligible, neither is used or reconditioned equipment.

Mini-Split Heat Pumps (“MSHP”) — The mini-split heat pump equipment serves
residential customers who either cannot install traditional split, central air conditioning
systems, or have hard-to-heat/cool areas of their homes, or who simply prefer this
technology. To be eligible to participate, residential electric customers must purchase and
install a unit that has a rated efficiency of 15 SEER, 11 EER, and 9 Heating Seasonal
Performance Factor (“HSPF”). Variable-speed systems which meet these requirements are
eligible for a rebate. The unit must be used for cooling and heating purposes. There is not
a QI component, and certification is not a requirement. Any trade partner can offer this
rebate. To be eligible for a cold climate heat pump rebate, units must have an 18 SEER,
10.5 HSPF, and the heating BTU at 5 degrees Fahrenheit must be at least 70% of the
heating BTU at 47 degrees Fahrenheit.

Ground Source Heat Pump with Quality Installation (“GSHP”’) — The Ground Source
Heat Pump equipment measure serves a small market niche of consumers who seek out the
most highly efficient technology. To be eligible to participate, residential electric
customers must purchase and install a unit that is ENERGY STAR® certified. The
ENERGY STAR® certified GSHP performance criteria are a minimum of 3.3 Coefficient
of Performance (“COP”) and 14.1 EER. Equipment must be AHRI performance-certified
at standard rating conditions. Rebates will be given for GSHPs that are installed as closed-
loop systems and are used for both heating and cooling. Trade partners who are registered
participating contractors for the AC rebates may offer this rebate.

Natural Gas Furnaces — Furnace rebates are offered for a minimum furnace efficiency of
95% Annual Fuel Utilization Efficiency (“AFUE”). Equipment must be AHRI
performance-certified at standard rating conditions.
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e Water Heaters - The product is applicable only for the purchase of qualifying new natural
gas standard storage tank water heaters, natural gas tankless water heaters or electric heat
pump water heaters installed in new or replacement applications. Qualification for an
incentive is a minimum efficiency of 0.64 Uniform Energy Factor (“UEF”) for medium draw
standard tanks, 0.68 UEF high draw standard tanks, 0.87 UEF tankless natural gas water
heaters. ENERGY STAR® electric heat pump water heaters also qualify for an incentive. In
recognition of future demand response opportunities, heat pump water heaters that are
CEA/ANSI enabled will receive a higher incentive. For natural gas water heaters, customers
may choose their own independent residential water heating contractor or installer or install
the unit themselves. Electric heat pump water heaters must be installed by a registered
contractor.

e Smart Thermostat - The concept of realizing energy savings by programming a
thermostat is straight-forward: scheduling temperature setting changes (setbacks) during
times when home occupants are away or asleep ensures no energy is wasted when no one
is home or awake. Thermostats meeting the ENERGY STAR® Connected Thermostat
specification have demonstrated the ability to achieve energy savings through HVAC
equipment runtime reductions, specifically an 8% or higher reduction in heating equipment
runtime and a 10% or higher reduction for cooling equipment runtime.

These runtime reductions are achieved by smart thermostats through a variety of methods,
starting with the ease of scheduling. These devices make it easier to program efficient
setback schedules compared to their non-communicating predecessors.

In addition to ongoing product innovations by thermostat manufacturers, software firms
have begun to provide additional optimization functionality that promises to proactively
manage customer thermostats for deeper energy efficiency and demand management
functionality without negatively impacting customer comfort.

e Western Cooling Control — The Western Cooling Control (“WCC”) device effectively
increases the capacity of a central AC or ASHP unit by capturing cooling energy left in the
refrigerant within, as well as the water condensed on, the cooling coil after a cooling cycle
has completed. Many newer cooling units have built-in features that provide similar
benefits to the WCC device; therefore, this measure is available only to customers with
units installed in 2009 or prior. There is not a QI component to this measure; NATE
certification is not a requirement. Any trade partner can offer this rebate.

B.  Targets, Participants & Budgets

Targets and Participants

Participation and energy savings levels for this product are based on 2018-2019 participation, as
well as increased marketing efforts to the most cost-effective equipment within the product and
working through trade partners and stakeholders to engage customer participation.

Budgets
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The budget forecast is based upon forecasted participation, and the majority of the budget is for
direct customer incentives. For some equipment, contractors and/or retailers are also paid an
incentive, to further encourage their support of these products. The budget also includes costs for
verifying a percentage of the new equipment installations in the field to ensure they meet expected
energy savings, including (where applicable) ACCA standards for quality installation; for
advertising and marketing; and for other administrative expenses including labor and contractor
training.

C. Application Process

The typical sales cycle begins with a customer hiring a contractor, learning about energy efficient
models, and purchasing and installing the unit. Following installation, the customer or trade partner
submits a completed Company rebate application and equipment invoice. Invoices must reflect the
same information provided on the application form, specifically the model number, serial number,
installation address, and purchase date. Other information gathered on the application form
includes the customer’s account number, mailing address if different from installation address,
customer signature, trade partner signature and information related to the equipment such as
efficiency ratings, heating and cooling capacity, and size.

The Company is pursuing a more comprehensive rebate application form to minimize paperwork
for the customer and trade partners while still collecting all of the information needed to thoroughly
review and process the applications as quickly as possible. The Company’s online application tool
will remain available and will comply with these requirements. The Company may also offer
“instant rebates” for certain types of equipment through various retail and wholesale distribution
partners, including (but not limited to) an online, Company-branded marketplace.

All information requested on the rebate applications must be provided for the rebate process to be
completed. Information needed on the invoice is specified on the back of each rebate application
form; this information must be provided in order for the rebate process to be completed.

Equipment eligibility is determined by using the AHRI Directory of Certified Product
Performance, the list of ENERGY STAR® Qualified Products on the ENERGY STAR® website,
or on the list of qualified model numbers maintained by the Company and available on the
Company’s web site, as specified on the rebate application for the particular type of equipment.
Rebates are typically mailed within eight weeks.

The Company reviews each rebate application and verifies that all the required data has been
provided and that all product requirements have been met. When corrections are needed to rebate
applications, the Company sends a request to the contractor. Applications may be resubmitted.
Customers applying for instant rebates enter information that is verified through a third-party



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 148 of 524

vendor partner’s software, which validates the customer’s premise, type of service, and eligibility
before the instant rebate coupon is generated.

D. Marketing Objectives & Strategies

The Residential Heating & Cooling product seeks to increase awareness and the demand for a
variety of heating and cooling products within the Company’s service area, help customers and
participating contractors offset costs associated with high efficiency equipment and quality
installation practices, reduce customers’ energy costs, meet customers’ environmental goals (such
as reducing carbon emissions), and increase their comfort. To support these goals, the Company
plans to implement the following marketing strategies to increase product awareness:

e Use of the HVAC contractor community as the primary marketing channel. The
Company’s Channel Manager is responsible for conducting trade partner training,
meetings, telephone calls, emails, and sending newsletters to keep the trade informed and
engaged in the product. In addition, a qualified contractor list is available on the
Company’s website and participating contractors are expected to assist in promoting the
product. The Company provides brochures for contractors to distribute to customers as
well.

e Company marketing and advertising strategies will be used to create customer awareness.
This may include, but is not limited to, e-mail, bill onserts, direct mail, bundled marketing
campaigns, community newsletters, webinars, promotional booths at public events, radio
and/or television advertising, sponsorships.

e The Company’s website also includes information regarding the product and is updated as
needed to more effectively reach customers. This includes information on product details,
quality installation practices, and where to find qualified contractors. The site also hosts
webpages designed specifically for contractors to obtain information about the product.

e When appropriate for a particular type of equipment, the Company will provide Point of
Purchase displays at big box stores and appliance retailers.

E.  Product-Specific Policies

Contractors who do not comply with the product requirements and guidelines are not allowed to
participate in the product. Requirements may include taking and passing Company-provided
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training classes, for the purpose of increasing the energy savings and/or increasing customer
satisfaction with the rebate process.

These rebates are available to residential Xcel Energy account holders, with electric or natural gas
service (depending on the type of equipment) provided by Xcel Energy. All equipment must be
new and permanently installed. Used or reconditioned equipment is not eligible for a rebate.

For the following types of equipment, customers must have residential electric service with Xcel
Energy: AC, ASHP, Electric Heat Pump Water Heaters, Evaporative Coolers, MSHP, GSHP, and
WCC.

For the following types of equipment, customers must have residential natural gas service with
Xcel Energy: Natural Gas Furnaces, Natural Gas Water Heaters.

To be eligible for the Smart Thermostat offering, participants must be a residential customer of the
Company. For customers with electric service, participants must have central air conditioning; for
gas-only customers, participants must have central gas heating. Customers with electric and gas
service must have central air conditioning and/or central gas heating.

Additional qualifications for particular types of equipment are as follows:

To be eligible for Standard AC or ASHP equipment with QI or High-efficiency AC/ASHP
equipment with QI rebates:

e The customer must use a registered contractor with a NATE-certified technician for the
installation of the new system and who annually pass required online classes. These
contractors have agreed to the terms of the product and meet the requirements related to
quality installation practices. A list of registered contractors can be found on the Xcel
Energy website.33

e The technician’s NATE certification can be used by one contractor company only, for the
purpose of qualifying the company to offer these rebates. If the technician's NATE
certification is in ASHP, the technician's company meets the AC NATE certification
requirement automatically.

e The “matched system” must be listed in AHRI’s Residential Directory.>* This directory is
used to identify product classification, determine efficiency ratings, and confirm matched
systems.

e In order to verify that the equipment has been properly installed, the equipment must be
installed and tested as specified in the Xcel Energy QI guidelines based on ACCA
standards.>> The equipment installation and testing for QI must be completed before the
rebate application is submitted for processing by the Company.

e The use of a furnace’s variable speed fan to increase the SEER rating above the nominal
rating is allowed for determining rebate eligibility, provided that the overall furnace and
air conditioning combination rating can be found in the AHRI’s Residential Directory

5 3ht‘qo://www.xcelenergy.com/cotrades

54https://www.ahridirectorv.org/ahridirectorv/pages/home/aspx

5 5http://www.acca.org/quality—standard/qi/
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(www.ahridirectory.org). The furnace does not have to be new, in order to use it for an
increased efficiency rating. The homeowner or contractor must supply the furnace model
number and serial number on the application and invoice.

To be eligible for a Mini-Split Heat Pump rebate, the unit must be used for cooling and heating
purposes; therefore, mini-split air conditioners (cooling only units) do not qualify. The AHRI
certificate must be in the residential category of “Variable-speed Mini-Split and Multi-Split Heat
Pumps.” Multiple head mini-split systems qualify.

To be eligible for the WCC device rebate, the existing furnace must have been installed in 2009 or
prior.

To be eligible for an evaporative cooler rebate, qualifying equipment must be a permanently
installed direct, indirect, or two-stage evaporative cooling unit. Customers can replace an existing
evaporative cooler or central AC system, or purchase a first-time installed evaporative cooling
unit, to qualify for a rebate.

There are three equipment tiers available for evaporative coolers:

e Standard Evaporative Coolers: Qualifying evaporative cooling units with airflow output
of 2,500 CFM or greater.

e Premium Evaporative Coolers: Qualifying evaporative cooling units with media saturation
effectiveness of 85% or greater. The units must be manufactured with remote thermostat
control and periodic purge water control (e.g. purge pump) or have these two items
purchased and included on an invoice.

e Multi-Ducted Evaporative Coolers: In addition to 85% saturation effectiveness, remote
thermostat control and periodic purge water control, qualifying evaporative cooling units
must be indirect/directly cooling the whole house with a minimum of three supply ducts
installed, and at least one of the supply ducts must be newly installed along with the new
cooler.

To be eligible for a natural gas storage water heater rebate, the storage tank must be no larger than
55 gallons.

To be eligible for a 95% AFUE natural gas furnace rebate, an AHRI certificate must be available.

To be eligible for a heat pump water heater rebate, the customer must use a registered contractor
for the installation of the new system. These contractors have agreed to the terms of the product.
A list of registered contractors can be found on the Xcel Energy website. To be eligible for the
higher rebate for a “grid-enabled” water heater, the customer must purchase and install a water
heater eligible to participate in the Company’s demand management products for water heaters.
The Company maintains a list of eligible model numbers, which is available on the Company’s
web site.

To be eligible for a smart thermostat rebate, the customer must install a thermostat which meets
the ENERGY STAR® Connected Thermostat standard and which is eligible to participate in the
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Company’s demand management products for smart thermostats, AC Rewards. The Company
maintains a list of eligible model numbers, which is available on the Company’s web site.

F. Stakeholder Involvement

The Company considers its stakeholders for the Residential Heating and Cooling product to be
contractors, distributors, manufacturers, retailers, SWEEP, EEBC, CEO, local municipalities
within the service area, and other environmental organizations. Stakeholders are able to share their
product suggestions during the Company’s quarterly DSM Roundtable Meetings. In addition, the
Company is a member of the CEE, and monitors its initiatives related to residential heating and
cooling equipment.

G. Rebates & Incentives

Rebates are payable to residential account holders with electric or natural gas service (depending
on the type of equipment), or to an alternate rebate recipient of their choosing. All types of
equipment must meet all requirements to receive the rebate. For rebates which are based upon
multiple measures of efficiency, the rebate is paid according to the lesser value of the technical
requirements of the various measures, including SEER, EER, HSPF, and COP. The rebate amount
shall not exceed the purchase price.

For certain types of equipment, the Company will also pay incentives associated with customer
rebates to participating, registered contractors or retailers in good standing.

Homeowners may receive the equipment rebate directly or may provide written permission for the
rebate to be paid directly to the contractor or to another designated alternate rebate recipient.
Builders, as the original purchaser of equipment, are eligible to receive an equipment rebate;
however, the rebate will only be issued once so builders should coordinate with the homeowners
as to who will receive the rebate. Contractor incentives are paid to the contractor company at the
same time that the associated rebate is paid to the account holder or alternate rebate recipient.
Retailer incentives are paid on a quarterly basis.

Customers, contractors, or retailers who receive an incentive through another DSM product (e.g.,
Home Performance with ENERGY STAR® or ENERGY STAR® New Homes) for the same
equipment are not eligible to receive a rebate through this product. By accepting a rebate, the
customer agrees to reasonably accommodate M&V consultants.
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> School Education Kits

A. Description

The School Education Kits offer a turnkey product that combines a set of classroom activities with
projects in the home to install energy efficiency and water conservation measures. The primary
School Kits product is targeted for fifth or sixth grade students, with a secondary Innovation Kits
product targeted for high school students, in Public Service’s electric and natural gas service
territory. The Company works with a third-party implementer to implement this product. The third-
party implementer will recruit and train teachers, provide associated educational materials, and
track participation by the students and teachers.

Along with various classroom materials, each School Kit participant receives a kit containing the
following:

e Two (2) LED bulbs (11 Watt);

e Four (4) LED bulbs (9 Watt);

e One (1) 1.5 gpm High Efficiency Showerhead;
e One (1) 1.5 gpm Kitchen Faucet Aerator;

¢ One (1) 0.5 gpm Bathroom Faucet Aerator;

e LED Night Light;

e Furnace Filter Whistle;

e Digital Water / Air Thermometer; and

e Parent Evaluation Card.

Each Innovation Kit participant receives a kit containing the following:

e Two (2) LED bulbs (15 Watt);

e One (1) 1.5 gpm High Efficiency Showerhead;
¢ One (1) 0.5 gpm Bathroom Faucet Aerator;

e One (1) Advanced Power Strip;

e LED Night Light; and

e Digital Water / Air Thermometer.

Innovation Kits were introduced as a pilot offering in 2019 and will continue to be offered due to
strong interest in the program and strong participation from students and teachers.

An evaluation of the K-12 schools in Colorado indicates that there are approximately 70,000
students in the fifth and sixth grades in a given year. The fifth and sixth grades were chosen for
participation to align with Colorado State learning requirements. Specifically, the topics covered
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in Science Standard 4, Earth Sciences call for discussion of renewable/non-renewable natural
resources, solar heat in the environment, and water circulation through the hydrologic cycle.

In Colorado, individual school districts have the ability to establish their own standards, which
supersede state requirements, so there may be some local areas where kit participation is moved
to another grade level to accommodate these local preferences. The same materials and kit
measures are provided to those districts.

This product has many advantages — it enables an educational program to have direct impacts on
energy conservation, it helps build awareness of energy conservation among children, and it can
impact customers at all income levels. Similar products are offered in the Company’s New Mexico
and Minnesota service territories.

The Company is considering educational and behavioral modifications to the offering that would
be enabled by interval data provided from AMI.

B. Targets, Participants & Budgets

Targets and Participants

School enrollment data has identified approximately 70,000 students in the service territory served
by the Company. Historical data indicated that approximately 80% of teachers offered
participation in the program choose to participate. School districts within the electric and gas
territory served by the Company are eligible to participate. Participation targets for School Kits
are verified by market research conducted by the program vendor.

Participation targets for Innovation Kits are based on experience gained from the pilot offered in
2019.

Budgets
Kit costs are all-inclusive, made up of not only the kit items but also the curriculum support

materials for the teacher, the pre- and post-surveys, teacher incentives, marketing and outreach to
teachers, and third-party implementer administrative cost and website support. The product budget
was developed based on participation targets and the cost per kit. Internal labor and administration
costs have been added to the budget. M&V of installation will be conducted by the third-party
implementer and those costs are included in the kit cost as well.

C. Application Process

Teachers may enroll through various means (i.e. phone, email, mail, or via the website). If the
response to enrollment calls is insufficient, the third-party implementer will redesign the marketing
materials and/or offer incentives to teachers to participate. Examples of incentives may be gift
cards to select retailers.

Upon enrollment, the teachers indicate to the third-party implementer the time during the school
year at which they would like to use the product materials and will subsequently provide
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enrollment/participant numbers. The third-party implementer will send the teachers the School
Education Kit materials in advance of the selected program date. Third-party implementer staff
will remain in contact with the teachers via phone, email and mail at various times throughout the
program to provide support for the teachers and to request return of audit forms. Participants are
provided with a toll-free number to call if they need help.

The Company receives the results from participating schools in a summary report from the third-
party implementer at the end of each school semester.

D. Marketing Objectives & Strategies

The third-party implementer will manage all aspects of marketing and outreach for the product,
including:

e Identifying the schools that are within the Company’s service territory and determining
the approximate number of eligible teachers and students;

e Sending out customized marketing materials to help enroll the classrooms. These materials
explain the program, and the fact that it is offered free of charge to their classroom thanks
to the sponsoring agency (the Company); and

e The third-party implementer will work with the Company to determine the eligibility of
interested schools.

E.  Product-Specific Policies

Only those schools that participate in the product can distribute the School Education Kits. All kits
must come directly from the Company’s third-party implementer.

F. Stakeholder Involvement

In the past the Company has worked with the third-party implementer to conduct focus groups to
gather feedback around the kits and the associated classroom materials. The Company has also
presented the product to the Colorado Association of School District Energy Managers.

G. Rebates & Incentives

The Company will fund 100% of the cost of the School Education Kits. Teachers may be offered
an incentive to participate if enrollment is slow, or an incentive may be offered to encourage
completion of student installation surveys. Examples of incentives include gift cards to select
retailers for teachers, or energy-themed toys for students.
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Income Qualified Program

A. Description

The Income Qualified Program includes Public Service’s energy efficiency and education products
targeted to income-qualified customers. Public Service continues to make a substantial
commitment to both gas and electric energy efficiency for income qualified customers in 2021 and
2022. The Company recognizes that income qualified products offer a unique opportunity to both
substantially improve the efficiency with which customers use energy and provide other non-
energy related benefits like health, safety and comfort. Reductions in income qualified customers’
utility bills can have a disproportionately beneficial effect on household income as compared to
market rate customers because a larger percentage of income qualified customer’s income is spent
on energy.

With these factors in mind, Public Service will continue to offer the same four products included
in the 2021-22 DSM Plan intended to reach a large percentage of the income qualified community
while leveraging resources already in place to serve this customer group.

Products
The Income Qualified Program consists of the following four products serving electric and natural
gas customers:

e Energy Savings Kit

e Multifamily Weatherization

e Non-Profit

¢ Single-Family Weatherization

The Income Qualified product rankings are shown in Table 13 below.

Table 13: Income Qualified Program Product Rankings56

2021-2022 Rank
Single-Family Weatherization 2
Energy Savings Kit 14
Non-Profit 26
Multifamily Weatherization 27

S6A11 products in the DSM portfolio were ranked through the same process and the full results can be found in
Appendix C of this Plan.
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In response to the COVID-19 pandemic, the Company and its third-party implementation partners
put additional guidelines and protocols in place when entering homes, apartment units and
facilities to ensure the safety of customers and workers.

B. Targets, Participants & Budgets

Targets and Participants

The Company developed participation and energy savings targets based on historical experience
with these products. Participation rates were established in partnership with CEO, Energy
Outreach Colorado (“EOC”), low-income agencies, and vendors to further refine the goals and
budgets.

Public Service relies on customers who request and qualify for energy assistance on their energy
bills to determine eligibility and is rapidly exhausting this list of prospects to market these offerings
to.

Budgets
Budgets for income qualified DSM products have increased compared to the 2019-2020 DSM Plan

and are consistent with Commission guidance received in Decision No. C18-0417.57

Table 14a: 2021 Electric Income Qualified Program Budgets and Targets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with

2021 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC

Income Qualified Program

Energy Savings Kit $383,260 169 1,024,253 1.92 5,515 $208,176 2.34
Multifamily Weatherization $1,148,963 255 2,051,058 1.00 10,780 $409,293 1.16
Non-Profit $1,119,286 383 1,701,175 1.00 8,694 $332,859 1.15
Single-Family Weatherization $2,447,676 3,185 22,894,895 4.46 131,615]  $4,913,339 5.60
Income Qualified Program Total $5,099,185 3,992 27,671,381 2.61 156,604)  $5,863,667 3.23

Table 14b: 2022 Electric Income Qualified Program Budgets and Targets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with

2022 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC

Income Qualified Program

Energy Savings Kit $384,036 169 1,019,143 1.96 5,172 $202,687 2.36
Multifamily Weatherization $1,150,104 255 2,051,058 1.01 10,058 $396,889 1.17
Non-Profit $1,120,472 383 1,701,175 1.02 8,104 $322,592 1.16
Single-Family Weatherization $2,448,633 3,184 22,887,193 4.59 124,304  $4,818,402 5.71
Income Qualified Program Total $5,103,245 3,991 27,658,569 2.68 147,639|  $5,740,570 3.28

57 Decision No. C18-0417, at 942 in Proceeding No. 17A-0462EG (Attachment A).
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Table 14c: 2021 Natural Gas Income Qualified Program Budgets and Targets

Net Annual Annual Gas MTRC Test| Gas MTRC
2021 Gas Budget | Dth Savings Dth/$M Net Benefits Test Ratio
Income Qualified Program

Energy Savings Kit $162,480 10,593 65,195 $1,576,312 9.09
Multifamily Weatherization $656,599 8,554 13,028 -$253,290 0.80
Non-Profit $438,702 4,005 9,129 -$186,862 0.78
Single-Family Weatherization $4,457,876 59,762 13,406 -$958,517 0.88
Income Qualified Program Total $5,715,657 82,914 14,506 $177,642 1.02

Table 14d: 2022 Natural Gas Income Qualified Program Budgets and Targets

Net Annual Annual Gas MTRC Test| Gas MTRC
2022 Gas Budget | Dth Savings | Dth/$M Net Benefits Test Ratio
Income Qualified Program

Energy Savings Kit $163,002 10,593 64,986 $1,589,954 9.14
Multifamily Weathetization $657,414 8,554 13,012 -$238,819 0.81
Non-Profit $439,235 4,005 9,118 -$179,463 0.79
Single-Family Weatherization $4,458,596 59,762 13,404 -$847,155 0.90
Income Qualified Program Total $5,718,247 82,914 14,500 $324,516 1.03

C. Application Process

Application processes vary by product. See individual product summaries following this overview
for more information.

D. Marketing Objectives & Strategies

The Income Qualified Program aims to educate income qualified customers on the importance of
and value provided by energy efficiency. The Company will work with low-income providers,
cities/counties and other community organizations to promote all available services, including
Percentage of Income Payment Plan enrollment. Marketing and promotion activities will occur
primarily through partners with collateral material developed by Public Service. This tends to be
the most effective way to target the low to moderate-income customers, as other targeting methods
are limited. Xcel Energy’s call center agents are also trained to provide useful information with
which to direct potentially eligible customers to participate in the Program’s products.

To help further reduce carbon emissions, lower customer costs and support the efficient use of the
power grid, the Income Qualified Program will engage with implementers, stakeholders and
industry partners to promote the electrification of end uses like space heating, water heating, and
other applications.

E. Program-Level Policies
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Customers participating in the Energy Savings Kit and Single-Family Weatherization products
must purchase retail electricity or gas from Public Service on a residential tariff. Participants in
the Multifamily Weatherization product must manage or own multi-family buildings whose units
are a minimum 66% occupied by customers identified as income qualified per product guidelines.
Non-Profit participants must purchase electric or gas service from Public Service. Specific
products within the Program may have different eligibility requirements depending on the services
offered, funding partners or customers served.

The Company defined all-electric, electric-only, and gas-only customers as follows:
e All-electric: customers who only receive electric service from the Company and space
condition and water heat with electricity;
e Electric-only: customer who receive electric service from the Company and natural gas
service from another provider for use in space conditioning and/or water heating; and
e (Gas-only: customer who receive natural gas service from the Company and electric service
from another provider.

F. Stakeholder Involvement

Public Service received significant input and assistance in originally developing and modifying
products for the Income Qualified Program and will rely heavily on stakeholders to deliver
successful product offerings. Perhaps more than any other Program, the Low-Income Program
depends on outside expertise in the form of government agencies and non-profits to provide
product benefits to customers. In this sense, Public Service is the facilitator that provides financial
and energy efficiency resources to complement the services provided by state and local
organizations.

The Company will continue to work with the CEO, EOC, vendors, outside consultants,
Commission Staff, and local weatherization organizations to ensure that its Income Qualified
Program products are delivering promised benefits and producing effective results. These
interactions will also guide mid-year performance adjustments that may be necessary to keep
products on track.

G. Rebates & Incentives

Income Qualified rebates are unique in that the incentive level assigned for the measures offered
under these four DSM products covers up to 100% of the incremental capital cost.

H. Evaluation, Measurement & Verification

The specific product measurement and verification plans are included in the EM&V section of this
Plan.
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> Energy Savings Kits

A. Description

The Energy Savings Kit provides home energy efficiency measures bundled and distributed to
income-qualified customers through email and direct mail campaigns, community outreach and
partnerships. The kits offer electricity and natural gas saving measures and customer education
materials to help lower customer bills and improve the comfort and safety of their dwellings.

Income-qualified customers will receive an offer through email, mail, or community partners
informing them of their eligibility to receive a free Energy Savings Kit. The offer details the
contents of the kit and how much money they could save on their energy bill if they install all the
measures provided. If the customer chooses to receive a kit, they will send their response to the
third-party implementer. Customers will receive a kit within six to eight weeks.

The Energy Savings Kits will include the following electric and natural gas efficiency measures:
Eight (8) LED bulbs

One (1) 1.5 gpm High Efficiency Showerhead

One (1) 1.5 gpm Kitchen Faucet Aerator

One (1) 1.0 gpm Bathroom Faucet Aerator

The Company will test the offering of a secondary kit in 2021 to better serve the customers’ needs.
Customers will have the option of ordering a certain number of additional items including specialty
lightbulbs and secondary showerheads.

B.  Targets, Participants & Budgets

Targets and Participants

The Company set the participation target (number of kits to be sent out) based on historical product
performance and participation projections for 2021 and 2022. Energy savings targets were
developed based on the installation rate of the kit measures in 2019.

Budgets
The budget is based on the number of forecasted kits. The budget includes the costs of kit contents,

and production, distribution, and fees from the third-party implementer. The budget also includes
costs for labor, marketing materials and M&V.

C. Application Process

Customers who have received Low Income Home Energy Assistance Program (“LIHEAP”)
funding, any energy assistance funding (including county assistance and fuel fund assistance),
Low-Income Energy Assistance Program (“LEAP”) funding, or other state assistance programs
and live in the Public Service electric and/or natural gas service territory will be sent an offer to
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receive the kit. The third-party implementer will track customer participation so that customers do
not receive more than one kit. This tracking information will also be provided to the Company on
a regular basis.

D. Marketing Objectives & Strategies

The overall objective of the product is to increase and expand education among the income-
qualified customers on the importance of energy efficiency and the value of acting to improve
efficiency in their homes. The Company will work with local and state agencies to obtain customer
mailing lists to reach more customers annually.

E.  Product-Specific Policies

In order to participate, customers must receive LIHEAP, LEAP, energy assistance funding
(including county assistance and fuel fund assistance), other state assistance programs, or be
identified as eligible using other reliable data sources.

F. Stakeholder Involvement

The Company will continue to work with local and state agencies to identify eligible customers
and determine additional kit content needs.

G. Rebates & Incentives

The Company will fund 100% of the cost of the Energy Savings Kits. There will be no rebate
provided to customers.
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» Multifamily Weatherization

A. Description

The Multifamily Weatherization product is designed to provide funding for a wide variety of
equipment and process improvements for electric and natural gas efficiency measures in income
qualified multifamily buildings. This offering differs from the Single-Family Weatherization
product in that these dwellings have common areas, greater overall square footage, more
appliances, other potential energy-saving and demand-reduction measures.

The product will be implemented in partnership with EOC. EOC works jointly with several
government and non-profit partners to identify and qualify multifamily units for participation.
Details of measures, rebates, reporting processes, and M&V procedures will be evaluated on a per-
project basis using a detailed engineering analysis.

In addition to these measures, customer education is offered with this product. EOC staff provides
educational materials, historical energy usage information, and bill analysis to these customers
during the weatherization process to help them identify additional changes they can make in their
day-to-day lives to further reduce energy use and demand in their building. The introduction of
AMI interval data will enhance the existing education component. The Company does not claim
any energy savings associated with the educational component of this product; however Public
Service will explore in 2021 if the product can include behavioral savings adopting the method of
Strategic Energy Management program.

B.  Targets, Participants & Budgets

Targets and Participants

Participation and energy savings targets were developed by evaluating past project completions
and information provided by EOC on anticipated participants. Participation can vary from building
to building as many properties are master metered.

Budgets
Historical project costs and participation information were tracked and analyzed to develop a

budget estimate. The majority of the budget is allocated to electric and natural gas rebates
benefiting tenants in income qualified multifamily buildings. Other external variables contributing
to costs, such as outreach, material costs and staffing, were also evaluated.

C. Application Process

To participate in the product, customers must submit an application to EOC. Applications are
reviewed by EOC and once approved; a comprehensive audit is performed on the building. Income
qualified households must comprise at least 66% of the building’s total households for the building
to be eligible to apply. EOC will determine which applicant locations have the greatest need for
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weatherization services. In some cases, if the need is very high, the application may be approved
for buildings that are occupied by 50% low-income households.

D. Marketing Objectives & Strategies

The overall marketing objective is to increase education among income qualified customers and
building owners on the importance of energy efficiency, thereby driving product participation.
Public Service will also work to educate customers on the value of taking further actions to
improve efficiency in their homes in conjunction with EOC and other low-income customer
advocates.

E.  Product-Specific Policies

Eligible customers for this product are building owners or property managers of multifamily
housing complexes with at least 66% of the rental units occupied by income qualified customers
whose income is below 80% of the local area median as defined by the Colorado Housing and
Finance Authority. Customers meeting the DOE Weatherization Assistance Program funding
guidelines,’® as determined by the CEO, EOC, local governments, or their agencies, are
automatically deemed income eligible.

F. Stakeholder Involvement

When designing the plan, Public Service worked with Energy Outreach Colorado to determine
targets, budgets and participation based on current pipeline and future opportunities. Public
Service will continue to evaluate historical projects with EOC to determine measure
implementation and needs trending.

G. Rebates & Incentives

The product does not provide a rebate to customers, but rather provides project funding in the form
of grants. The estimated average incentive amounts for electric and natural gas energy
improvements can be found in Appendix H: Technical Reference Manual.

Public Service will evaluate each project on a custom basis to determine funding levels using a
detailed engineering analysis. Engineers review the project information to determine the projected
energy savings, demand reduction, benefit/cost ratio and payback. Projects will be bundled in order
to pass the MTRC test ratio for the product. Testing, study, engineering and project management
fees may be included in the project costs.

58 http://energy.gov/eere/wipo/where-apply-weatherization-assistance
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> Non-Profit

A. Description

The Non-Profit product is designed to provide funding on a wide variety of equipment and process
improvements for electric and natural gas efficiency measures to qualified non-profit organizations
within the Company’s Electric and Natural Gas service territory. The product’s focus is on helping
organizations that serve income qualified individuals, such as shelters, safe houses, and residential
treatment centers.

The product will be implemented in partnership with EOC. EOC utilizes funding through their
existing Non-Profit Energy Efficiency Program (“NEEP”) grants targeting non-profits. EOC
works to identify and qualify non-profit facilities for the product. Details of energy-saving and
demand-reduction measures, rebates, reporting processes, M&V procedures will be evaluated on
a per project basis using a detailed engineering analysis.

In addition to these measures, customer education is included with this product. EOC staff provides
educational materials, historical energy usage information, and bill analysis to these customers
during the weatherization process to help them identify additional changes they can make in their
day-to-day lives to further reduce energy use and demand in their facility. The Company does not
claim any energy savings associated with the educational component of this product; however
Public Service will explore if in 2021 the product can include behavioral savings adopting the
method of Strategic Energy Management program.

B.  Targets, Participants & Budgets

Targets and Participants
Participation and energy savings targets were developed by evaluating past project completions
and information provided by EOC on anticipated participants.

Budgets
Historical costs and participation information were tracked and analyzed to develop a budget

estimate. The majority of the budget is allocated to electric and natural gas rebates benefiting non-
profit facilities. Other external variables contributing to costs, such as outreach, material costs, and
staffing were also evaluated.

C. Application Process
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Customers can learn about the product through information that is available on EOC’s website>®
and also Xcel Energy’s website®. EOC reaches out to those customers who may not be aware of
funding and educates them on the benefits of an energy-efficient retrofit improvement. Customers
who are interested in the product can apply online through the EOC website. The online application
must be completed and includes a description of existing equipment in the facility, confirmation
of building ownership/facility usage, proof that the building is registered with the Colorado
Secretary of State as a 501(c)(3) and documentation showing the financial stability of the
organization. A committee made up of non-profit industry leaders then determines the applicant’s
needs and how EOC and Public Service funding can help.

D. Marketing Objectives & Strategies

The overall marketing objective is to increase and expand education among the income-qualified
customers and building owners on the importance of energy efficiency, thereby driving product
participation. Public Service will also work to educate customers on the value of taking further
actions to improve efficiency at the facility. EOC markets the product through various channels,
including communications through non-profit association literature, community resource center
announcements, and local income qualified foundations.

E.  Product-Specific Policies

To receive funding, the following customer and facility eligibility requirements must be met:

e Customers must receive electricity and/or natural gas from Public Service;

e Customer must operate the non-profit facility on a property they own and for which they pay
energy bills, or have a long-term lease that requires only non-profits to occupy the space with
plans to be in current location for at least the next ten years; and

e The property must provide services to vulnerable populations including but not limited to:
transitional housing, homeless shelters, affordable housing, domestic violence shelters and day
shelters, organizations that provide services (substance abuse, health and mental health
services, child care, education and/or emergency services) for special needs populations,
including income qualified families, the disabled, senior, and youth communities.

In addition, the following project requirements must be met:

e Berecommended by an independent energy auditor based on energy conservation calculations
that are available for review; and

e Reduce the use of energy or demand (electricity, natural gas, or both) provided by Public
Service to the facility.

Participating income qualified agencies must agree to the following:

59 https://www.energyoutreach.org/programs-for-organizations/non-profit-energy-efficiency/

60https://www.xcelenergy.com/programs_and_rebates/business programs_and_rebates/income_qualified rebate pr
ograms_for_buildings
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¢ Installation of an energy use monitoring and reporting system,;

e A comprehensive energy audit by a qualified entity;

e Set target energy use goals for each facility;

e (Consider installation of all qualifying efficiency measures;

e Engage appropriate contractors and manage the installation and completion of efficiency
measures;

e Provide a summary project report at the completion of the installations;

e Provide all insurance and legal protections requested by Public Service; and

e Annually review the energy use of the retrofitted facility and formulate a plan for further
improvement using available and appropriate assistance.

F. Stakeholder Involvement

When designing the plan, Public Service worked with EOC to determine appropriate program
targets, budgets and participation based on current pipeline and opportunities. Public Service will
continue to evaluate historical projects with EOC to determine specific measure trends.

G. Rebates & Incentives

The product does not provide a rebate to customers, but rather provides project funding in the form
of grants. The estimated average incentive amounts for the energy improvements can be found in
Appendix H: Technical Reference Manual.

Public Service will evaluate each project on a custom basis to determine funding levels using a
detailed engineering analysis. Engineers review the project information to determine the projected
energy savings, demand reduction, benefit/cost ratio and payback. Projects will be bundled in order
to ensure that the product passes the MTRC test ratio. Testing, engineering and project
management fees may be included in the project costs.
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> Single-Family Weatherization

A. Description

The Single-Family Weatherization product targets income qualified customers who are receiving
assistance on their energy bills. The product works with weatherization agencies and contractors
around the state to provide this at-risk customer segment with free or low-cost home audits and
electric and/or natural gas efficiency measures. Public Service offers significant rebates toward the
incremental cost of these upgrades including:

Natural Gas Measures
e Efficient furnace
Wall insulation
Attic insulation
Crawl space insulation
Water heaters
Storm windows
1.5 GPM showerheads
1.5 GPM aerators
e (.5 GPM aerators
e Air Sealing
e Thermostat Installation and Programming
e Other cost-effective measures to be determined

Electric Measures
e Refrigerator replacements
LEDs (A-19 and BR-30 bulbs)
Cooling savings for building shell measures
Water heater blanket
Evaporative Coolers
Heat Pump Water Heaters
Air Source, Mini-Split Heat Pumps
Other cost-effective measures to be determined

In addition to these measures, a major focus of this product is customer education. Auditors will
provide educational materials, historical energy usage information, and bill analysis to these
customers during the weatherization process to help them identify additional changes they can
make in their day-to-day lives to further reduce energy use and demand in their home. Furthermore,
the implementer will offer educational workshops in collaboration with local housing authorities,
and other engaged community organizations.

The Single-Family Weatherization product is delivered in partnership with a third-party
implementer. The third-party implementer will work to secure public grants and private funds to
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match with Public Service funds. They will also develop annual contracts with weatherization
agencies in the Public Service electric and gas service territories. Processes for reporting measure
detail, rebates, and M&V are managed by the third-party implementer.

In response to the COVID-19 pandemic, the Company and its third-party implementation partners
put additional guidelines and protocols in place when entering homes to ensure the safety of
customers and workers.

B.  Targets, Participants & Budgets

Targets & Participants

Energy savings and participation targets were established in partnership with the third-party
implementer using historical product participation in 2018 and 2019 as a guide. Recommendations
from the third-party implementer on expected workflow were also considered when developing
energy savings targets and participation rates.

Budgets
Budgets for the product were developed based on the cost of measures installed in low-income

homes. The Company also allocated funds for necessary health and safety upgrades in special
situations; these funds will be used at the discretion of the third-party implementer with proper
documentation.

C. Application Process

Participating customers must receive residential electricity and/or natural gas from the Company
and have a household income below 80% of the area median income (“AMI”), which varies by
county. Customers will be informed of the Single-Family Weatherization product when they sign
up for Colorado LEAP, among other outreach avenues. LEAP qualification is, currently, at 60%
of State Median Income (“SME”), while the DOE Weatherization Assistance Program (“WAP”)
allows for 200% Federal Poverty Level (“FPL”). Other reliable data sources may be used to
determine eligibility.

Once the customer’s income and energy assistance status are verified, they will be qualified by
their local weatherization agency, and the third-party implementer, to receive weatherization
services.

D. Marketing Objectives & Strategies

The primary marketing objective of this product is to deliver energy savings and demand reduction
which help low-income customers reduce energy costs and increase comfort in their homes. A
secondary objective is to provide low-income customers with access to materials and workshops
educating them on the importance of energy efficiency and the value of taking action to improve
efficiency in their homes. The Company will work with low-income providers, such as local
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weatherization agencies and community organizations, to promote available services. Customers
can find information on local weatherization agencies on Xcel Energy’s website®!.

E.  Product-Specific Policies

The third-party implementer will contract with subcontracted agencies to perform weatherization
services. All contractors will be trained to follow BPI installation requirements for weatherization
services. These contractors receive funding from the third-party product implementer and other
state funding and have agreed to weatherize homes following state regulations and guidelines.

F. Stakeholder Involvement

When designing the product, the Company worked with external consultants to define energy
savings measures to help customers save money on their energy bills, while also improving the
comfort of their home. The product is delivered in partnership with federal, state, and nonprofit
low-income weatherization organizations. The Company collaborated with Energy Outreach
Colorado on the development of weatherization targets, budgets and the addition of new measures.

G. Rebates & Incentives

The Company will pay rebates toward the equipment and installation costs of predetermined
electric and natural gas energy efficiency measures available to low-income, single-family
customers. The Company will also pay for necessary health and safety upgrades associated with
the installation of these weatherization measures which may include fixing gas leaks, updating
electrical, or adding ventilation.

6l https://www.xcelenergy.com/programs_and_rebates/residential programs_and_rebates/affordable energy/income
-qualified_weatherization_program
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Indirect Products & Services

A. Description

Indirect Products and Services support planning, analysis, administration, and evaluation of
products with direct savings impacts as well as development and implementation of the Plan. Most
of these indirect products and services are not independently evaluated for cost-effectiveness, with
the exception of pilots with measured savings impacts that are being assessed for potential future
transition to a product—those do undergo a cost-benefit evaluation. Pilot implementation and
evaluation approaches are fully discussed in each written pilot summary, following the Product
Development description. All of the Indirect Products and Services costs are included in the overall
DSM portfolio cost-benefit analysis.

Indirect Products and Services play a critical role in ensuring that the overall DSM portfolio is
effectively researched, managed, and operated. These products and services provide valuable
information and support for the direct impact products and offer innovative approaches for inciting
change in the DSM marketplace. These innovative approaches, manifested in education and
market transformation products, may not produce readily quantifiable energy and demand savings,
but still play a very important role in shifting markets and attitudes to be more energy efficiency
and demand reduction oriented.

There are two main areas of Indirect Products & Services:
1. Education/Market Transformation and
2. Planning and Research.

Education/Market Transformation

The Company offers seven customer-facing education and market transformation products,
including: Business Education, Business Energy Analysis, Consumer Education, Energy
Benchmarking, Energy Efficiency Financing, the Home Energy Audit, and Partners in Energy.
The definition of market transformation in the Public Service gas DSM Rulemaking is:

...a strategy for influencing the adoption of new techniques or technologies by
consumers. The objective is to overcome barriers within a market through
coordinating tactics such as education, training, product demonstration and
marketing, often conducted in concert with rebates or other financial
incentives.%?

Planning and Research
The Company will operate four internal DSM services: Program Evaluations, Measurement, and
Verification; Market Research; Planning & Administration; and Product Development.

62Rule 4751(n)
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B. Targets, Participants & Budgets

Targets and Participants

Most indirect products and services do not have savings or participation targets, with the exception
of some pilots, whose energy savings and participation targets are described within each pilot’s
written summary which follows this section.

Budgets
Because the majority of Indirect Products and Services do not directly produce energy and demand

savings and, therefore, may reduce the overall cost-effectiveness of the DSM portfolio, there is a
natural tendency to limit activity and spending in this area to only the most essential elements. The
Company will not limit its spending in this area to a specific percentage of the overall portfolio
but will remain vigilant about limiting the Indirect Products and Services overall size.

The budget consists primarily of labor, educational material, and study costs. Most studies are
conducted by outside experts, generally selected through a competitive bid process. Tables 15a
through 15d provide the overall Indirect products and services energy savings and participation
targets, if applicable, and budgets, broken out by each product / service.

Table 15a: 2021 Electric Indirect Products & Services Goals & Budgets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2021 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Indirect Products & Services
Education/Market Transformation
Business Education $176,000 0 0 0 $0
Business Energy Analysis $1,195,109 0 0 0 $0
Consumer Education $971,000 0 0 0 $0
Energy Benchmarking $112,643 0 0 0 $0
Energy Efficiency Financing $211,489 0 0 0 $0
Home Energy Audit $405,019 0 0 0 $0
Partners in Energy $920,196 0 0 0 $0
Education/Market Transformation Total $3,991,456 0 [1) 0 $0
Planning and Research
EE Market Research $618,493 0 0 0 $0
EE Evaluation, Measurement & Verification $1,201,559 0 0 0 $0
EE Planning & Administration $537,827 0 0 0 $0
EE Product Development $2,000,498 0 0 0 $0
Geo-targeting Pilot - EE $29,092 0 0 1.35 0 $0 1.35
EE Product Development Total $2,029,590 0 [1) 0 $0
EE Planning and Research Total $4,387,468 0 0 0 $0
EE Indirect Products & Services Total $8,378,924 0 0 0 $0




Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 171 of 524

Table 15b: 2022 Electric Indirect Products & Services Goals & Budgets

Lifetime Emissions Electric MTRC
Electric Net Generator | Net Generator | Electric MTRC Savings Test Ratio with
2022 Budget kW kWh Test Ratio (Tons CO2) SCC Benefits SCC
Indirect Products & Services
Education/Market Transformation
Business Education $176,000 0 0 0 $0
Business Energy Analysis $1,208,863 0 0 0 $0
Consumer Education $971,000 0 0 0 $0
Energy Benchmarking $125,111 0 0 0 $0
Energy Efficiency Financing $246,833 0 0 0 $0
Home Energy Audit $435,126 0 0 0 $0
Partners in Energy $936,517 0 0 0 $0
Education/Market Transformation Total $4,099,450 0 0 0 $0
Planning and Research
EE Market Research $428,091 0 0 0 $0
EE Evaluation, Measurement & Verification $769,435 0 0 0 $0
EE Planning & Administration $553,962 0 0 0 $0
EE Product Development $2,020,193 0 0 0 $0
Geo-targeting Pilot - EE $24,073 0 0 1.63 0 $0 1.63
EE Product Development Total $2,044,266 0 0 0 $0
EE Planning and Research Total $3,795,754 0 0 0 $0
EE Indirect Products & Services Total $7,895,204 0 0 0 $0
Table 15¢: 2021 Natural Gas Indirect Products & Services Goals & Budgets
Net Annual Annual Gas MTRC Test| Gas MTRC
2021 Gas Budget | Dth Savings [ Dth/$M Net Benefits Test Ratio
Indirect Products & Services
Education/Market Transformation
Business Education $19,600 0 0
Business Energy Analysis $217,328 0 0
Consumer Education $61,000 0 0
Energy Benchmarking $28,734 0 0
Energy Efficiency Financing $85,638 0 0
Home Energy Audit $543,981 0 0
Partners in Energy $98,901 0 0
Education/Market Transformation Total $1,055,182 0 0
Planning and Research
EE Market Research $224.666 0 0
EE Evaluation, Measurement & Verification $217,591 0 0
EE Planning & Administration $120,428 0 0
EE Product Development $151,636 0 0
EE Product Development Total $151,636 0 0
EE Planning and Research Total $714,320 0 0
EE Indirect Products & Setvices Total $1,769,502 0 0
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Table 15d: 2022 Natural Gas Indirect Products & Services Goals & Budgets

Net Annual Annual Gas MTRC Test| Gas MTRC
2022 Gas Budget | Dth Savings Dth/$M Net Benefits Test Ratio
Indirect Products & Services
Education/Market Transformation
Business Education $19,600 0 0
Business Energy Analysis $222,698 0 0
Consumer Education $61,000 0 0
Energy Benchmarking $31,869 0 0
Energy Efficiency Financing $100,957 0 0
Home Energy Audit $586,249 0 0
Partners in Energy $100,689 0 0
Education/Market Transformation Total $1,123,061 0 0
Planning and Research
EE Market Research $178,429 0 0
EE Evaluation, Measurement & Vertification $141,520 0 0
EE Planning & Administration $12.404 0 0
EE Product Development $152,585 0 0
EE Product Development Total $152,585 0 0
EE Planning and Research Total $484,938 0 0
EE Indirect Products & Setvices Total $1,607,999 0 0

C. Application Process

Most indirect products and services do not have rebate applications, with the exception of some
pilots, whose rebate applications and/or participation parameters are described within each pilot’s
written summary which follows this section.

D. Marketing Objectives & Strategies

Indirect Products & Services serve all markets addressed by Public Service’s direct impact
products. During 2021 and 2022, market research activities will be focused on customer and
market characterization. Each process evaluation conducted by Market Research includes: the
quantification of product penetration, provides segment and target market information, determines
trends and barriers affecting participation, and investigates best practices observed by peer utility
programs. This information provides a basis from which product and program decisions can be
made.

Through membership in consultative organizations such as E Source, Market Research receives
vendor-neutral and reliable market intelligence overall, and specific to a product/program or by
targeted segments. Other general research provides demographic and firmographic data about the
characteristics of our customer base, attitudinal and awareness information which informs market
strategy, and levels of customer satisfaction which address program vitality.

Marketing, advertising, and promotion activities under Indirect Products and Services are
primarily focused on the Education/Market Transformation area. The very nature of these products
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suggests that they will use customer contacts in the form of newsletters, bill inserts, community
events, energy efficiency workshops, direct mail and email campaigns, and communications to
new residents, and advertising through radio, television and print to educate customers and
transform markets. Promotional costs are also budgeted to create awareness and generate
enrollments in the Home Energy Audit and Business Energy Analysis products.

E. Program-Specific Policies

The Company will make every effort to focus its Education and Market Transformation messages
and promotions on Public Service customers, yet there will likely be spillover benefits to non-
Public Service customers particularly with those activities that convey information to general
audiences (like the Company website, partnerships with regional agencies, and community-based
events).

F. Stakeholder Involvement

Indirect Products and Services rely heavily on input from internal and external stakeholders, and,
as such, manage the Company’s interaction with “official” stakeholder groups such as the DSM
Roundtable. Market Research and Education/Market Transformation activities actively engage
internal and external stakeholders including employees, customers, trade allies, and vendors to
ensure that product objectives are met.

G. Rebates & Incentives

Most indirect products and services do not have energy savings targets or offer rebates, with the
exception of some pilots, whose rebates and incentives are described within each pilot’s written
summary which follows this section.

H. Evaluation, Measurement and Verification

The Indirect offering includes the Company’s Evaluation, Measurement and Verification
(“EM&V”) plan for 2021 and 2022, which describes the EM&V approach for all of the DSM
products included in the Plan. The majority of Planning and Research services themselves are not
subject to EM&V, with the exception of pilots, where their EM&YV is described within each pilot’s
written summary which follows this section.

The DSM Planning & Administration group is responsible for developing and implementing the
EM&V methodologies. These efforts are described in more detail within the EM&V and Market
Research sections below.
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> Business Education

A. Description

The Business Education program focuses on creating awareness of energy efficiency and providing
business customers with information about what they can do to reduce energy use in their buildings.
The program encourages customers to make Xcel Energy their first contact when considering
equipment or process upgrades and engages customers to make changes that lower their energy use.
It focuses on removing the barriers to adoption of energy efficiency measures by educating
customers and their employees on the impacts of their energy use and offering information on how
to take action to achieve long-term energy savings.

The program is primarily marketed to small and mid-sized business customers through
sponsorships, customer outreach and advertising campaigns.

The program’s main offerings include the following:

e Sponsorship and Customer Outreach; and
e Digital Communications

B. Targets, Participants & Budgets

Targets and Participants

The Business Education program targets small- to mid-sized Colorado customers via a variety of
community events, sponsorships, workshops and business expos to promote energy efficiency
rebates and energy conservation strategies to a wide range of business customers. These
opportunities allow for in-person, one-on-one customer outreach which is critical to driving onsite
customer leads and program signups.

Budgets
The program’s participation goals and budgets were determined by estimating, educational material

requests, community outreach events and sponsorships.

The main budget drivers include the following:
o Administration — This category represents the labor needed for program planning and
implementation.
e Advertising and Promotion — This budget includes funds for printed materials, community
outreach events, sponsorships, and digital advertising.

C. Application Process

This product does not include an application process.
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D. Marketing Objectives & Strategies

The primary objective of Business Education is to heighten business customers’ awareness about
energy efficiency and conservation empowering customers to take proactive steps to reduce energy
consumption by upgrading to high efficiency measures.

E.  Product-Specific Policies

This indirect program has no specific policies.

F. Stakeholder Involvement

The Company will create and leverage strategic partnerships and alliances with governmental,
non-governmental, and trade partners to reach target businesses in Colorado.

G. Rebates & Incentives

This indirect program does not offer customer rebates.
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> Business Energy Analysis

A. Description

The Business Energy Analysis product is an indirect impact product that offers analysis services
to identify energy saving opportunities for Colorado business and industrial customers. The goals
of this product are to provide a method and entry way for commercial and industrial customers to
learn how their businesses use energy today and to identify measures that will help them save
energy and reduce operating costs in the future. This service is a first step for customers to uncover
energy saving opportunities with little capital investment and risk. Audits have the capability to
use interval usage data to identify opportunities where customers can shift their energy usage from
peak to off-peak periods. Public Service representatives have and continue to use this as a selling
point for engagement in other energy efficiency products. Participation is heavily dependent on
promotion by internal Public Service representatives, as well as the trade partners and outside
business customer assistance programs.

The Business Energy Analysis product offers two types of assessments: walk-through audits, and
Commercial Streamlined Assessments, which vary in customer involvement. The reports in the
assessments provide varying levels of detail about costs and paybacks, which will assist in creating
a business case to make energy efficiency upgrade

o Walk-through energy audit: Public Service has an energy advisor from a contracted third-
party vendor conduct an audit of the customer’s facility to provide an overview of the
customer’s energy usage and energy conservation opportunities. The customer receives a
simplified report including energy conservation opportunities with the associated payback,
savings, cost, and available rebates. Customers with an annual peak demand of less than
100 kW will qualify for participation in the direct-install component of the product. While
onsite for the audit, the third-party implementer will perform free installation of the
following energy savings measures, where applicable:

o Select screw-in LED lamps;

Aerators in public restrooms and kitchen sinks;

Pipe insulation;

Water conservation showerheads;

Water conservation kitchen spray valves;

LED exit sign retrofit kits;

Strip curtains for freezers;

Auto-close doors for coolers and freezers;

Select ENERGY STAR® certified smart thermostats;

Select LED tubes; and
o Other energy conservation measures identified by the Company.

Customers with an annual peak demand greater than 100 kW can also receive a direct-

installation of select ENERGY STAR® smart thermostats however additional costs to the

customer may apply. Savings for these measures will be claimed and paid for in their
respective products.

O O O O O O O O O
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o Commercial Streamlined Assessment: Public Service sends an energy advisor from a
contracted third-party vendor to a customer’s facility to conduct an ASHRAE Level 1
energy audit, which is a comprehensive audit of the facility and its energy use.
Additionally, this audit will include building commissioning measures for energy
management systems. The customer receives a detailed report including energy
conservation opportunities with the associated payback, savings, cost, and available
rebates. Qualified third-party contractors are selected through an RFP process to perform
the onsite energy audits.

Customers with an annual peak demand of less than 100 kW will qualify for participation
in the direct-install component of the product. While onsite for the audit, the third-party
implementer will perform free installation of the following energy savings measures, where
applicable:

o Select screw-in LED lamps; and

Aerators in public restrooms and kitchen sinks;

Pipe insulation;

Water conservation showerheads;

Water conservation kitchen spray valves;

Select ENERGY STAR® certified smart thermostats;

LED exit sign retrofit kits;

Strip curtains for freezers;

Auto-close doors for coolers and freezers;

Select LED tubes; and
o Other energy conservation measures identified by the Company.

Customers with an annual peak demand greater than 100 kW can also receive a direct-

installation of select ENERGY STAR® smart thermostats however additional costs to the

customer may apply. Savings for these measures will be claimed and paid for in their
respective products.

O O O O O O O O O

B.  Targets, Participants & Budgets

Targets and Participants
The targets were developed by analyzing historical participation data, and the commercial and
industrial customer market segment.

Budgets
The budget was developed based on historical data, auditor pricing, forecasted participation and

the presumed size and location of participating buildings, to estimate an average assessment cost.

Labor, promotions, and consulting drive the budget level:
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o Consulting: Developed using average auditor pricing and participation goal.

e Labor Charges: Estimated costs for program management, execution of the marketing
strategy, and rebate processing.

e Promotions and Advertising: The estimated promotional budget anticipates several
customer and trade communications during the year and support for general energy
efficiency advertising campaigns.

C. Application Process

Customers may become aware of this product through their Account Manager or the Business
Solutions Center, contracted trade allies, external customer assistance products, and/or marketing
efforts including mailings, emails, newsletters, and the Company’s website. All avenues are
essential for increasing product awareness in conjunction with marketing efforts.

Walk-through audits do not require preapproval. Customers under 400 peak demand kW may
request a walk-through audit on the Company’s website or by contacting the third-party
implementer over the phone. Once the customer has submitted their request an auditor will be
assigned to assess the building. The customer will typically receive their audit report within two
weeks of their audit to allow for creation of the report and internal processing.

Commercial Streamlined Assessments require preapproval prior to project initiation. Customers
may access the onsite audit preapproval application on the Company’s website®? and work with
Public Service to complete the process by collecting their billing history information. Once the
application is complete with customer and building information, an auditor will be assigned to
assess the building. The customer will typically receive their final report from the engineer within
three months of applying for preapproval. This time allows for internal processing, onsite engineer
walkthrough of the facility, creation of the report, and a final review by Public Service internal
engineering staff, as needed.

D. Marketing Objectives & Strategies

The main goal of the Business Energy Analysis product is to raise awareness and knowledge of
Public Service’s other energy efficiency products. The Company will rely heavily on trade partners
and stakeholder resources, such as city- and county-driven projects throughout Colorado, to
increase awareness of the Business Energy Analysis product. Though the target markets will differ
by assessment type, walk-through audits and Commercial Streamlined Assessments are popular
with small business customers. Methods used to reach and educate customers include:

63https://www.xcelenergy.com/staticﬁles/xe/PDF /Marketing/CO-Bus-Energy-Audits-Applicaton.pdf




Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 179 of 524

o Company website: Provides a description of the product offering, and links product
collateral and study brochures;

e (ollateral: Product brochure, case studies, applications, frequently asked
questions, and study templates that give the customer an idea of the resources they will
receive by participating;

e Direct mailings. Informational piece to gain awareness and understanding of the product
offerings;

e Email campaigns: Brief email from Public Service representatives to gain interest in the
product from customers;

e Newsletters: Another medium to gain customer awareness and participation in the product;
and

e Customer seminars: Educate customers about the product offering and benefits.

E.  Product-Specific Policies

Products in the Company’s Indirect Program, such as Business Energy Analysis, have no
immediate savings attributed to them. Business Energy Analysis is meant to open the door for
customers to participate in Public Service’s other energy efficiency offerings and rebates that have
direct impacts that contribute to achievement of goals. Once onsite walk-through or Commercial
Streamlined Assessment report is complete, the customer will receive a summary of energy
efficiency opportunities available in their facility. When a customer moves forward with
implementation, they follow the guidelines of the specific product in which they participate (i.e.
Motor & Drive Efficiency), based on the opportunities identified in the report.

F. Stakeholder Involvement

Public Service worked closely with the contracted audit trade partners to develop and streamline
the audit process. The Company also receives recommendations and feedback from stakeholders
via the DSM Roundtable.

G. Rebates & Incentives

Customers do not receive a rebate for participation in the Business Energy Analysis product, but
they do receive study funding assistance. Business Energy Analysis offers two types of study
funding based on whether a walk-through or Commercial Streamlined Assessment was completed.
Walk-through audits are free and available for small business customers under 400 peak demand
kW. Commercial streamlined assessment participants with facilities under 50,000 square feet
receive the audit free of cost, while larger square footages may be responsible for paying a small
fee dependent on square footage.
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> Consumer Education

A. Description

The Consumer Education program is an indirect-impact program that provides residential
customers with the information and resources to reduce their energy usage. Because the residential
segment is demographically varied, the Company employs a variety of resources to communicate
the conservation message.

Communication strategies include:

e Annual community and conservation events and local community outreach;

¢ Digital media;

e Direct mail marketing to communicate energy conservation messages;

e Sponsorship of local events that support the mission of protecting our environment, such
as Earth Day events; Sponsorship of local conservation publications;

e Publication of reference materials; and

e Sponsorship of seminars and conferences supporting residential conservation and energy
efficiency.

e Power and Draft Check tools available at local libraries

The program focused on renewing existing partnerships that have provided consistent customer
participation and engagement as well as building new relationships that have the potential to
engage underserved segments, such as income qualified customers. In addition, the program
employs digital media strategies to drive active engagement in energy efficiency. By continuing
to diversify the communication channels, the program increases residential customer knowledge
base and provides a greater variety of resource options and services.

B. Targets, Participants & Budgets

Targets and Participants

Consumer Education is widely targeted to all Colorado natural gas and electric residential
customers. The program will target a variety of high traffic events throughout the year to reach a
wide-ranging demographic of the Company’s customers. Events include professional and regional
sports games, county fairs, arts and cultural festivals and a variety of other community events.

Budgets
The program budgets were developed through identification of customer segments, costs to

produce materials, and event and sponsorship costs. The participation goals were established
through targeted outreach to customer segments and use of multiple channels for delivery of
energy efficiency messaging. Budgets reflect the expansive reach and impact of digital media and
sponsorships—with the Company’s premier partnerships and community partnerships yielding
direct product participation leads.

The main budget drivers include the following:



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 181 of 524

e Administration — This category represents the labor needed for program planning and
implementation.

e Advertising and Promotion — This budget includes funds for printed materials, community
outreach events, sponsorships, and digital advertising.

C. Application Process

This product does not include an application process.

D. Marketing Objectives & Strategies

The primary objective of the Consumer Education program is to heighten residential customers’
awareness about energy efficiency and conservation and empower them to proactively take steps
to reduce their energy consumption. The Consumer Education program drives awareness and
education to the Company’s direct impact programs with the intention of increasing program
signups to support the energy efficiency portfolio.

Our strategy will continue to utilize a wide variety of communications channels including social
media, print and event outreach. The program will use engaging event activations to provide
information and resources that help residential customers reduce their energy usage at home. The
common theme, in messaging, will convey the importance of everyone’s role in becoming more
energy efficient.

E.  Product-Specific Policies

This product has no specific policies.

F. Stakeholder Involvement

The Company will create and leverage strategic partnerships and alliances with governmental,
non-governmental, and trade partners to reach residential customers in Colorado.

G. Rebates & Incentives

This product does not offer customer rebates.
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» Energy Benchmarking Product

A. Description

Energy Benchmarking of commercial and multi-family buildings is an established and growing
trend in the energy efficiency sector. Through the City of Denver’s City Energy Project and several
local efforts, building owners in Colorado are especially engaged in the practice, which allows
building owners, policy makers, and product administrators to more effectively target buildings
with the highest energy efficiency potential by identifying those properties that are performing
below a portfolio average, or benchmark. According to the DOE:

“Energy benchmarking is a standardized process of measuring building energy efficiency.

Benchmarking helps building owners identify cost-effective energy upgrades, realize the
energy and cost savings benefits from those upgrades, document the savings achieved, and
communicate these accomplishments to stakeholders. A 2012 study found that energy
performance benchmarking prompted energy efficiency investments through improved
energy management processes (62% of those who participated in a benchmarking product)
or building upgrades and behavioral efficiency projects (84% of benchmarking
participants).

To date, more than a quarter-million buildings representing almost 30 billion square feet
have been benchmarked. This number continues to grow thanks to multiple drivers,
including the private sector adoption of benchmarking, state and local voluntary
benchmarking initiatives, utility energy efficiency products incorporating benchmarking,
and state and local legislation requiring that buildings be benchmarked and that the results
be disclosed to the public.

As more building owners begin benchmarking, these building owners seek streamlined,
consistent processes for obtaining whole building energy usage data. Building owners and
managers want easy, automated ways to get utility data into their benchmarking software.
In addition, many owners of multi-tenant commercial buildings and multifamily buildings
cannot access energy consumption data for their entire building due to separately metered

tenant spaces.”’ 64

In response to this need, the Company offers an Energy Benchmarking product which includes
Community Energy Reports.

Energy Benchmarking

The Company participated in a DOE effort under the Better Buildings Initiative titled the Energy
Data Accelerator® which is designed to bring utilities and municipal leaders together to
“demonstrate streamlined, best-practice approaches for building owners to access whole-building

64Factsheet associated with the Company’s participation in the DOE Energy Data Accelerator
65For more information, visit http://www 1.eere.energy.gov/buildings/betterbuildings/accelerators/energy.html
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energy usage data—with a specific focus on providing building owners with aggregated energy
usage information across multiple tenants.” The Company learned valuable insights from both its
municipal partners, as well as from DOE Facilitators and Utility collaborators across the country.
The design implemented by the Company is a product of these accumulated insights and is
representative of best practices identified through this effort.

Key features of the Energy Benchmarking product include Building Owner Authorization, Tenant
Identification, Data Privacy Rule Implementation, Consumption Data Aggregation and
Normalization, and Automated Data Transfer to the ENERGY STAR® Portfolio Manager
(“ESPM”). Each of these elements is discussed in more detail below.

Building owner authorization

Upon registration to an online portal, building owners or their contracted agents will be verified
using publicly available records as well as information available within the Company’s Customer
Information System.

Tenant Identification
Using the property address, the Company will return a list of tenants (meters or premises) that
appear to be associated with the building. If verified as accurate by the building owner, this list
will be used to permanently associate those premises to the property in the Company’s Customer
Information Systems.

Data Privacy Rule Implementation

The system is designed to implement thresholds based on either the tenant count, individual tenant
usage percentage, or both, as is currently the cast under Commission Rule 30346, No energy data
will be shared with the building owner until these rules have been satisfied.

Consumption Data Aggregation and Normalization

Acknowledging that most building owners seek whole-building aggregate data, the company will
automatically combine data across meter readings and normalize those readings to a common
calendar month cycle. Building owners will also have the ability to request data for individual
tenants, or sub-sets of tenants as desired; however, these requests will be subject to aggregation
methodologies outlined in Commission Rule 3034 and will be more likely to require individual
tenant consent.

Automated Data Transfer to ENERGY STAR® Portfolio Manager

The service relies upon ESPM to standardize the transfer of energy data from the company’s
systems. This decision was made primarily from the fact that ESPM is well-established as the
industry standard tool to perform energy benchmarking, and that this standard further allows a
consistent, free, robust option for building owners to gain valuable information about their
buildings.

Community Energy Reports

66https://puc.coloraldo. gov/electricrules
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The Community Energy Reports program produces publicly available city, county, and state level
energy consumption, CO2 emission, and renewable program participation data on an annual basis.
Cities with a census population of 1,000 or more and counties with a population of 100,000 or
more are automatically enrolled in the program. Cities or counties not automatically enrolled can
request to be enrolled at www.xcelenergy.com/community _energy_reports.

The program’s reports comprise of the following sections.
e Utility System Characteristics
o CO2 per MWh and CO2 per Therm
o Resource mix by generation type
e Energy Consumption Data
o Broken down by commercial, industrial, residential, and street lighting
=  Number of Customers
=  kWh Consumption
=  Therms Consumption
= Carbon Emissions
= Revenues Billed
e Programmatic Data
o Broken down by residential and business community and state level
=  Windsource
=  On-site Solar (Solar*Rewards)
=  On-site Solar (non-Solar*Rewards)
= Solar Gardens (PV)
= Energy Conservation
* Load Management (Demand Response)

B.  Targets, Participants & Budgets

Targets and Participants

The Energy Benchmarking product does not have any specific participation, energy, or demand
savings targets because this product does not measure direct savings. The Company plans to
promote this offering to building owners in the Commercial and Multi-Family sectors. The
Company will coordinate with local stakeholders to ensure training materials and Energy
Efficiency product offerings are communicated to building owners as they complete the task of
Benchmarking. Building owners subject to local Benchmarking ordinances make up a majority of
product participants.

Budgets
The budget was derived from historical costs as well as future building count estimates from new

or expanded benchmarking ordinances. It is used to support marketing, promotion, and the
administrative activities required to facilitate building owners in setting up data transfer as well as
interpreting and using the results to identify cost-effective energy-saving measures.

C. Application Process
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Any building owner or contracted agent of the building owner is eligible for participation in the
product. Users will register via the Company’s web portal and be granted access to property-
specific information once their status has been verified.

D. Marketing Objectives & Strategies

The Company will employ a variety of strategies to promote the product. Many municipalities and
corporations encourage the practice of energy benchmarking to their constituents. The Company
plans to work closely with these entities to ensure appropriate training and promotional materials
are shared. More broadly, the Company will market the product via its public website and through
participants or interested participants in its existing Energy Efficiency products. Through the
practice of Benchmarking, the Company plans to promote its existing Commercial and Multi-
Family building products.

E.  Product-Specific Policies

The product will follow the regulations identified in Commission Rule 3034.

F. Stakeholder Involvement

Throughout development of the product as well as during the formal hearing process which
resulted in Commission Rule 3034, the Company solicited and received input to inform the design
of the system.

The Company continues to engage with customers and municipal implementers in order to
continuously improve the capabilities and performance of the program.

G. Rebates & Incentives

As an indirect impact product, no rebates are proposed. Rebates for projects resulting from the
product will be delivered through the established direct impact products.
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» Energy Efficiency Financing

A. Description

Energy Efficiency Financing is an indirect impact product offering aimed at increasing the
availability of financing to overcome economic barriers to customer participation in the
Company’s other energy efficiency products. As an indirect impact product, no direct attributable
energy or demand savings are recorded, but the product plays an important role in shifting markets
and attitudes toward greater energy efficiency implementation.

The Energy Efficiency Financing product encourages residential and commercial customers to
participate in existing direct impact rebate products by making sure financing options are available
to reduce monetary barriers. The Company facilitates the financing of these projects through
partnerships with Elevations Credit, Harcourt, Brown & Carey, CEO and the National Energy
Improvement Fund (“NEIF”). The Company is not providing capital or servicing loans in
connection with this product.

Through our partnerships we focus on assistance in marketing to drive financing options and
project identification. These partners appreciate the fact that the Company is offering a competing
loan product but is also enhancing the existing marketplace by driving business to these partners
for financing energy efficiency projects.

The Company will actively market selected loan products to targeted customer segments, including
leveraging lender relationships, using the following channels:

e Contractor Training at workshops and via webinars;

e Direct Outreach and Marketing;

e Web Links including on-line financing portals for trade partners;

e Rebate Integration into existing Xcel Energy provided studies and audits; and
e Loan Customer Case Studies.

The Company has identified loan products that best match the financing needs of customers,
including:

1. Residential Loans — Products like the Colorado RENU Loan are appropriate for short-
term, reactive needs as well as long-term, proactive investments. Participants in the
Home Performance with ENERGY STAR, Insulation and Air Sealing, or Residential
Cooling and Heating products would be ideal for this product.

2. Business Loans or Leases — This type of financing requires a quick turnaround from
the lender. Having the loan or lease available may drive the customer to make the
improvement immediately. Participants in the Business HVAC+R Systems, Lighting
Efficiency or Small Business Solutions products could be interested in this type of loan
or lease.
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3. Colorado Property Assessed Clean Energy (“C-PACE”™) -- C-PACE enables owners
of eligible commercial and industrial buildings to finance up to 100% of energy
efficiency, renewable energy and water conservation eligible improvements. Financing
is provided by private capital providers at competitive rates with repayment terms up
to 20 years. This product is one of the offerings through NEIF within our commercial
loan program.

B.  Targets, Participants & Budgets

Targets and Participants
The primary goal of this product is to drive incremental participation in existing direct impact
energy efficiency products that include:

e Business Products:

o Business HVAC+HR Systems

o Custom Efficiency

o Lighting Efficiency

o Recommendations from various study / audit products
e Residential Products:

o Home Performance with ENERGY STAR

o Insulation and Air Sealing

o Residential Heating and Cooling

Budgets
Public Service’s 2021 and 2022 budgets for this product were determined through estimates of

material, labor and past activities in Colorado.

C. Application Process

Customers are made aware of financing options at the same time they become aware of rebates.
Awareness may be driven by Account Managers, the BSC, trade partners, external customer
assistance programs, and/or marketing efforts including mailings, newsletters, and the Company’s
website.

Residential customers will be directed to one or more lending allies suited to their needs. Loan
applications will be completed by the customer and submitted directly to the participating lender.
Billing and payment processing will also be between the customer and the participating lender
without the Company’s involvement.

Commercial trade partners use our website to request a no cost, no obligation financing proposal
which they can include in their customer proposal / bid. Proposals include multiple financing
options including one which is cash flow positive resulting in a monthly loan payment which is
less than the total energy savings for their project.
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D. Marketing Objectives & Strategies

The product’s marketing objective is to identify customers that want to implement more energy
efficiency but require financial assistance, linking those customers with the most appropriate
rebates and loan products.

Direct and indirect marketing strategies will be employed. Direct marketing will be done in
partnership with the Product Managers of the targeted direct impact products. Indirect Marketing
involves broad communication that spans multiple (or all) direct impact products. The best
example is trade partner training and education. Understanding that many customers interact
primarily or exclusively with a trade partner, the Company will ensure that interested trade allies
are armed with the knowledge, expertise, and collateral to educate customers about the best
available financing option for their situation.

The Company will use the partners listed above who are knowledgeable about financial loan
offerings to assist in qualifying additional lenders, as needed.

E. Product-Specific Policies

This product has no product specific policies.

F. Stakeholder Involvement

Public Service worked closely with stakeholders to develop this product. Channels for this
involvement have included the following:

e Political Engagement — Public Service’s Government Affairs group has been actively
involved in liaising with legislative interests related to energy and energy efficiency.

o (Consultant Services -- The Company has used partnerships with financial program
providers to refine product specific details and will continue to do so as needed.

e DSM Roundtable Meetings — Product updates have been presented and discussed at
quarterly DSM Roundtable Meetings. Based on stakeholder input, the Company added
external Web site links to C-PACE and Colorado RENU loans to encourage their use.

G. Rebates & Incentives

No customer rebates are offered through this product. Zero per cent financing and deferred
payment options are available for trade partners to use and the cost is incurred by them.

H. Evaluation, Measurement, & Verification

Basic product operations will be monitored and reported regularly. Metrics reported in preparation
for the quarterly DSM Roundtable Meetings include loan participation and product expenditures.
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> Home Energy Audit

A. Description

The Home Energy Audit product offers the Company’s residential customers a rebate on three
types of auditing services: a Standard Audit, a Standard Audit with Blower Door Test, and an
Infrared Audit. The purpose of this product is to educate homeowners and renters about their
homes and identify energy saving opportunities and equipment upgrades that will help them save
money on their energy bills.

Standard Audit
The essential elements of the in-home Standard Audit are:
e (Customer energy bill analysis;
Client assessment and education,;
Shell assessment;
Mechanical and electrical equipment review; and
Energy savings recommendations derived from energy modeling software.

The audit includes a review and analysis of billing history since this is often an indication of what
the customer may need to address first. The auditor will also discuss any concerns or questions the
customer may have regarding their home’s energy usage and related comfort. Once the areas of
concern are identified, the auditor initiates the home inspection. This process includes a shell
assessment of the exterior of the home, identifying cracks, exterior signs of air leakage or
maintenance needs. The process also includes an interior evaluation with inspection of the attic or
crawl space. This determines what insulation has been installed prior to the audit, and any upgrades
the customer should consider. Suggested upgrades could include items such as additional
insulation and sealing bypass areas.

The auditor will review the home’s heating and/or air conditioning systems for efficiency ratings
and discuss maintenance best practices. The auditor will also inform the customer about how to
implement suggested maintenance options — like changing air filters — on a regular basis. As the
audit moves through the home, they will continue to educate the customer on how they can
implement energy efficiency measures. The auditor will inspect and provide information on the
efficiency of their appliances, as well as on possible replacement options that are ENERGY
STAR®-qualified.

Finally, the Standard Audit ends with a review of the top three to five recommendations to the
homeowner and a final review of the customer’s questions and concerns. The auditor will email
the completed report and scope of work to the customer and leave behind efficiency product
collateral on relevant rebate products. If appropriate technology is available, and if the Company’s
requirements are met, the Standard Audit may be completed in-person or remotely through video
conferencing services.
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Standard Audit with Blower Door Test

The Standard Audit with Blower Door Testing includes all components listed above, as well as a
blower door test and a CAZ test. The blower door test will be conducted in those homes where
there is no risk of asbestos or other hazardous materials becoming airborne and the CAZ test will
be performed only if atmospherically vented appliances are present.

The blower door test is a diagnostic tool designed to measure the air tightness of a home and
identify air leakage locations. The test includes use of a calibrated fan for measuring the airflow
rate and a pressure-sensing device to measure the pressure created by the fan’s airflow. The
combination of this pressure and the fan’s airflow measurements are used to determine a home’s
air tightness. Before the test is performed, customers must go through their home closing and
locking all exterior windows. Once the fan is turned on, a vacuum effect is created, and customers
can then check windows and interior bypasses by holding up their hands and feeling the airflow
created. Because this test provides such a visual image for customers, they are often motivated to
address air sealing opportunities they may have overlooked prior to the testing. This tool can also
identify potential venting issues around a home’s heating system.

If appropriate technology is available, and if the Company’s requirements are met, the Standard
Audit portion of this service may be completed remotely through video conferencing services, with
the Blower Door and CAZ testing done in-person at the customer’s home.

Infrared Audit

The Infrared Audit includes all Standard Audit with Blower Door Test components as well as an
infrared scan. The infrared scan evaluates internal structures such as drywall and insulation, and
determines temperature differences where insulation is present, missing, or not working
effectively. Blower door testing is also a mandatory part the Infrared Audit. Benefits of infrared
testing include: identifying insulation needs, air leakage paths within walls, attics, windows and
doors; it also provides a quality check on existing insulation. Infrared testing, along with the
required blower door test, gives customers a visual understanding and detailed list of structural
conservation improvements available to them through non-invasive testing — thus identifying
additional savings potential. The Infrared Audit rebate will be available to natural gas customers
and to electric-only customers with electrically-heated homes. Electric-only customers with gas
provided by another utility for heating or customers who use propane as a heat source are not
eligible for the Infrared Audit rebate because it is primarily used as an inspection to detect where
the home is losing heat. As with the Standard Audit, customers receive a cash rebate from the
Company and pay the auditor directly.

If appropriate technology is available, and if the Company’s requirements are met, the Standard
Audit portion of this service may be completed remotely through video conferencing services, with
the Blower Door and CAZ testing done in-person at the customer’s home.

The Company uses the Home Energy Audit product to support and drive participation in the Home
Performance with ENERGY STAR product. Customers must begin the Home Performance
process with a home audit to identify areas for improvement and to educate them as to whether or
not their house is a good candidate for participation. If they are a good candidate, customers may
sign up for the Home Performance product through their auditor. The audit also assists in
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developing a scope of work for their project and encourages completion of the recommended
improvements.

B.  Targets, Participants & Budgets

Targets and Participants
The Home Energy Audit product includes a participant goal, but no energy or demand savings
goals because this product does not measure direct savings.

Budgets
The Home Energy Audit budget was developed based upon the desired participation level,

associated product software, and administration costs. Using the product’s previous years’
performance and marketing needs as a proxy, the cost of the rebate, product collateral, and all
necessary marketing efforts are included.

C. Application Process

The customer will contact the third-party implementer and speak with an Energy Advisor or visit
the Company’s website®’ to find a qualified and participating auditor. The customer calls the
auditor to schedule the appointment. Once the audit is complete and the customer has received the
audit report, the customer or the auditor submits the rebate paperwork to the Company with proof
of purchase. A rebate takes at least six to eight weeks to process once the application is received.
Customers are limited to one audit per two-year period, unless they move to a new address.

The customer may also choose to schedule their audit in tandem with a visit from the Home Energy
Squad which can be scheduled through the third-party implementer at the customer’s request.

D. Marketing Objectives & Strategies

This product will be marketed primarily through seasonal bill onserts, social media, trade partners,
media relations, and bundled residential campaigns. Further, the Company will market this product
through general customer inquiries regarding their energy bill and cross-marketing efforts with
other Company residential energy efficiency products, especially the Home Energy Squad product.
In addition, the Company will identify “green event” opportunities within the community and
provide product collateral. Product activity will be monitored on a monthly basis to quickly
implement the above strategies, if warranted.

The Company will offer customers Energy Advising as additional support toward completing
retrofits. The purpose of the advising is to encourage customers to complete and implement
findings within their Home Energy Audit reports, regardless of the DSM product they participate
in (e.g., Home Performance, Saver’s Switch, Refrigerator & Freezer Recycling, etc.). The Energy
Advising service has achieved a consistent 50% conversion rate in helping homeowners make

67hitp://www .xcelenergy.com/ Save_Money & Energy/Residential/Energy Audits/Home_ Energy_Audit - CO




Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 192 of 524

upgrades and homeowners rate this service very highly. By necessity, the Energy Advising service
provides rebate assistance to Standalone as well as Home Performance rebates.

E.  Product-Specific Policies

To qualify for the product, participants must be residential customers living in the Company’s
Colorado service territory. Infrared Audit customers must be residential customers that receive
natural gas service or electric service with electric heat from the Company to qualify for
participation. Qualifying customers may receive an audit rebate once every two years.

Participating trade partner companies must have a technician on staff with a minimum of a BPI or
certification and training/in-field experience to provide audit services for this product. All auditors
are also required to attend product training, which includes training on the product modeling
software. There will be a $150 per auditor membership fee which is allocated to costs associated
with software and quality assurance provided by the third-party; this one-time fee will be paid
directly to the software vendor. An auditor’s certification may not be used by another trade partner
company to meet the product requirements. All registered contractor companies must also be listed
on the Company’s trade partner website.®® These contractors have agreed to the terms of the
Company’s trade partner agreement and meet the requirements related to quality installation
practices per BPL

Auditors will be required to utilize the scope of work tool within the software to deliver actionable
recommendations to the customer. This is a critical part of the product as the third-party
administrator will be tracking the conversion rate of audit-to-improvements. To maintain
consistency, training, audit quality, and overall quality assurance between the auditors, the
Company will require auditors to use a specific energy modeling software package.

The Company is looking into ways to provide a more comprehensive experience for our residential
customers that simplifies the process of installing capital intensive energy efficient equipment.
This may include an end-to-end solution where the customer chooses from any, or all, of the
following as applicable:

e Advice and analysis of the available equipment options

o Financing

e Enrollment in Demand Management products

e Assistance with choosing qualified contractors

o Enrollment in green programs and/or warranty services.

F. Stakeholder Involvement

The Company collaborates with trade allies such as the EEBC, CEO, other utilities, local
communities, and contractors. The Company also provides updates to interested parties at the
quarterly DSM Roundtable Meetings.

68 www.xcelenergy.com/cotrades
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To simplify product participation for homeowners, the Company offers the following audit rebate

schedule:
Audit type % of cost
Infrared Audit 60% up to $200 rebate
Blower Door Audit 60% up to$160 rebate
Standard Audit 60% up to $100 rebate

*Rebate amounts determined by the average audit cost for the Colorado market.

The Company understands the actual price for an in-home audit will vary based on the location
and complexity of the residence, but the purpose of this product is to provide customers with a
straight-forward process to improve their knowledge on energy efficiency and options they have

within their home.
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> Partners in Energy

A. Description

Partners in Energy is an indirect product that offers community leaders and stakeholders the
opportunity to jointly develop and implement energy conservation, demand management,
electrification, and renewable energy goals and integrates them into action plans for municipal
sites, commercial & industrial facilities and homes within the community’s boundaries. The
Company works with a third-party consultant who provides tools and resources to enable
community-driven energy planning and implementation that influence market transformation.

Partners in Energy staff teams up with community workgroups to develop an individualized plan
to engage municipal, commercial and residential constituents in energy-related activities, and to
help identify project funding via rebates, financing and other sources.

Delivery of Partners in Energy to participating communities includes:
1. Establishing a baseline of community-specific energy information including Company-
provided municipal, commercial, industrial and residential data and decision-making tools
to:

Profile existing energy use;
Benchmark against other communities;
Set goals;
Identify and prioritize opportunities; and
e. Forecast potential energy and money savings to the community.
2. Facilitating stakeholder workshops to:
a. Help community workgroups identify and develop short- and long-term energy
reduction targets; and
b. Prioritize energy conservation activities — for example, best return-on-investments
first.
3. Supporting the communities as they develop plans, build consensus among community
stakeholders and implement energy-related initiatives.
4. Measuring, tracking and reporting results to the community workgroups and facilitating
communications to the community’s key constituents.

ac o

B.  Targets, Participants & Budgets

Targets and Participants

The Company will target up to three new participating Partners in Energy communities, for a total
of six annually, in a twice-per-year application process. In the 2021 and 2022 Plan years, the
Company will onboard and commence the planning phase of Partners in Energy for new
communities as well as follow through with plan implementation for the various cohorts of
Partners in Energy communities who began the process in prior years.
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The product’s target market consists of communities that have not initiated a comprehensive
energy planning process or those who have stalled in their past planning and implementation
efforts — both groups can benefit from the structured and facilitated Partners in Energy process.

Budgets
The product’s budget is primarily administration and program delivery — community facilitation,

planning, implementation, measurement and reporting including third-party consulting services —
with a smaller proportion dedicated to customer education and promotion. Some Partners in
Energy projects may involve higher rebate and incentive levels on a promotional basis to drive
targeted, increased energy efficiency participation. 2021 and 2022 budgets are determined based
on the number of communities participating and the level of time, effort and resources necessary
to deliver the product to new communities as well as follow through with the implementation phase
of previous cohorts.

C. Application Process

Community leaders interested in working with Partners in Energy must submit an application
detailing:
1. Community profile;
a. Population, counts of businesses and homes
b. Geographic boundaries and area
2. Utility providers including the Company and others, if applicable;
3. Energy-related issues facing the community (e.g. population growth, aging housing stock
or infrastructure);
4. Community approvals needed to begin the planning process (examples: City Council,
economic development, City departments or committees);
5. Past or presently-active energy action plans, initiatives or policies;
6. Community resources, including paid staff, who would be involved in energy initiatives
and could act as the main point person during the planning and implementation phases; and
7. Other potential community representatives such as city or town staff members, local
businesses, non-profits, schools, government officials and citizens.

D. Marketing Objectives & Strategies

The product’s primary marketing objective is to drive increased levels of DSM participation,
energy savings, demand reduction, societal benefits and market transformation through
community-driven energy planning and implementation.

Once the Partners in Energy communities are established through a twice-per-year application
process, marketing efforts including personalized municipal and business customer outreach,
residential mailings, email, social media outreach and community events designed to raise
awareness of and participation in DSM.
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Past Partners in Energy community workgroups have identified opportunities to partner with a
community’s existing communication channels and planned events to get the word out about
rebates, studies and other services available to municipal, business and residential customers.

Marketing approaches that have been effective are:

1. Presentations to local business development organizations, trade groups, chambers of
commerce or other networking opportunities;

2. Incorporating Partners in Energy goals, available rebates & incentives and timing in
community newsletters and news releases to increase awareness and interest;

3. Including product messaging in the community’s existing social media networks, outreach
and forums;

4. Personalized direct mailings and email campaigns to increase DSM awareness and
participation;

5. In-person tabling events, demonstrations, giveaways and special offers coordinated with
the community’s calendar of events and meetings;

6. Developing local business recognition for increased DSM participation; and

7. Facilitating conference calls and online forums for participating Partners in Energy
communities to exchange useful information and share best practices.

E.  Product-Specific Policies

Partners in Energy does not have any specific policies.

F. Stakeholder Involvement

Current and potential communities participating in Partners in Energy choose their key decision
makers to give input and help facilitate energy planning and implementation.

Examples of key decision makers and key community points of contact include:
1. Economic Development & Business Services;

Representatives of large local businesses and employers;

Community Development;

Public Works;

City Manager’s or Mayor’s office;

Interested and engaged citizens; and

Community members of boards & commissions.

Nowbkwbd

G. Rebates & Incentives

Generally, rebates and incentives for the product’s participating communities are paid by the
Business, Residential and/or Low-Income products that are targeted for increased participation via
Partners in Energy’s planning and implementation process. Some community-targeted projects
may involve higher rebate and incentive levels on a promotional basis to drive targeted, increased
DSM participation.
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> Evaluation, Measurement, & Verification

A. Description

The Company’s Evaluation, Measurement & Verification (“EM&V”) plan was developed to
evaluate, measure, and verify direct savings for electric and natural gas DSM products. The
Company’s EM&V approach is separated into performance year and post-performance year
activities. Performance year activities are conducted during the reporting year, as products are in
operation, and may include rebate application validation, field inspections, on-site or remote
verification of equipment installation, and engineering calculation review. Post-performance year
activities include verified savings calculation and reporting; comprehensive product evaluations;
and portfolio-wide technical assumption evaluations. Section I of this document describes our
performance year EM&V activities in greater detail. Section II of this document describes our
post-performance year EM&V activities further. Table 16 at the end of the EM&V Plan
summarizes each product’s planned EM&V. The Company will report any modifications to this
EM&YV plan in a 60-Day Notice posted to the Xcel Energy website. Notifications of new DSM
products (or pilots that will claim savings), launched via 60-Day Notice, will include a detailed
EM&YV process consistent with the approach described herein.

Section I — Performance Year M&V

M&V is conducted on an ongoing basis on measures implemented throughout the product
performance year. These ongoing M&V activities ensure that rebate application forms contain
complete and correct information, the specified equipment is installed, and the claimed energy
savings are accurate. These performance year activities include:

Rebate Application Validation

This validation procedure applies to residential and business products (electric and gas) offered
in Colorado. The procedure is comprised of the following two steps, both performed by Rebate
Operations:

Step 1: Front-End Validation — Rebate Operations reviews prescriptive business and
residential product rebate applications and vendor invoices, including those for indirect impact
products. They check the customer information, equipment eligibility, and proper rebate
amounts. If information is missing or incorrect, the Rebate Operations Specialist
communicates with the account representative, customer or trade partner to resolve the
discrepancy. For custom products, engineering staff reviews the project documentation to
verify customer information, equipment eligibility, and proper rebate amounts, and delivers
final numbers to Rebate Operations.

Step 2: Daily Audit — Rebate Operations audits business and residential applications to verify
the information was correctly entered. This is the final review prior to issuing the rebate. If
errors or issues are found, they are corrected. The daily audit report is re-run after the problems
are corrected and filed for permanent storage.

Ongoing M&V of Savings
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Ongoing M&V of savings differs between prescriptive products, custom products,
upstream/midstream approaches, behavioral change and pilots. The following sections
describe the general M&V methods that will be used for each. (In addition, products having
characteristics requiring unique M&V approaches are detailed below).

1 Prescriptive DSM Product M&V

For direct impact prescriptive products, the Company contracts with third-party verification
contractors (“VCs”) and third-party implementers to perform M&V. VCs will use remote or onsite
verification information gathered between November 1 and October 31 to verify energy efficiency
measure installation rates for each calendar year (reported in the DSM Annual Status Reports).
Using an offset calendar will allow the VC to provide the required information in sufficient time
for it to be incorporated into the DSM Annual Status Report each year.

Prescriptive products use stipulated or deemed technical assumptions assigned to each measure in
order to calculate energy and demand savings. The VCs will follow a deemed savings approach
when conducting verification activities for prescriptive products, where the primary goal of M&V
is to use field or remote inspections to sample projects to determine that the measures are properly
installed and have the potential to generate savings. This approach corresponds to the basic rigor
method outlined in the International Performance Measurement and Verification Protocol
(“IPMVP”) — Option A: Retrofit Isolation: Key Parameter Measurement.

Information gathered at customer sites or remotely will vary based on the product and sector but
will generally confirm that the installed equipment matches equipment listed on rebate application.
For example, as applicable, the VC may confirm the manufacturer, model number, efficiency
rating, equipment size, capacity or output, application of measure (e.g. motors that run fans versus
pumps, versus other mechanical systems), business sector (e.g. restaurant versus college, versus
office building), quantity (e.g. number of light bulbs), or any concerns regarding the operation of
the fixtures or deviations from the customer application.

For most prescriptive products, the VC will select a statistically valid number of projects to verify
through field inspections or phone surveys. The sample size is designed to achieve accuracy levels
of between 10% and 20% given a confidence level of 90% around the “realization rate,” and is
weighted to select larger projects. The number of randomly selected participants in the sample may
increase or decrease during the year in order to ensure that the realization rate accuracy exceeds
the accuracy goal for the product. Sampling bias will be reduced using a random selection of
sample points. Rebate forms notify all customers that their respective premises and measures are
subject to verification inspections.

The “realization rate” for a project is the ratio of the verified savings to the savings reported on the
rebate application. The realization rate for the measure type is the ratio of total verified savings to
the total rebate reported savings. The realization rate is applied to gross savings to determine gross
product impacts. The net-to-gross (“NTG”) factor is then applied to the verified gross savings to
yield net product impacts. The following products, or prescriptive components of these products,
adhere to the prescriptive M&V process: 9

69These products may have both prescriptive and custom components, in which case they will be subject to both
prescriptive and custom M&V.
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Business Products Residential Products
e Business HVAC+R Systems e Insulation & Air Sealing
e Compressed Air Efficiency e Residential Heating and Cooling

e Data Center Efficiency
e Lighting Efficiency

e  Small Business Solutions

The general M&V process for the following prescriptive products, or prescriptive components of
products, is outlined below.

1(a). General Prescriptive DSM Project M&V Process
General prescriptive M&V includes validation of individual rebate applications as well as
ongoing M&V.

Rebate Application Validation

1. Customer submits rebate application and required documentation to Public Service
after measure is installed.

2. Rebate Operations reviews the business and residential product rebate application and
associated vendor invoices, checking the customer information, equipment eligibility
and proper rebate amounts. If information is missing or incorrect, the application is sent
back to the account representative or customer to make changes.

3. [Ifthe project qualifies for rebate, Rebate Operations enters rebate application data into
Salesforce (customer relationship management system) and authorizes rebate payment.
Prior to authorizing rebates, all applications are verified in a daily audit.

Ongoing M&V
4. Public Service will send the VC a list of projects completed to-date on an agreed to
schedule.

5. The VC will select a statistically valid sample of projects to inspect, weighted towards
the larger projects. The sample size is designed to achieve 90% confidence with 10-
20% precision.

6. The VC will contact each customer to schedule the inspection or complete the phone
survey.

7. The VC will visit or remotely contact each customer site and verify the savings factors
or checkpoints for that measure.

8. The VC will use the verified savings factors to calculate the project’s verified energy
savings and realization rate (“RR”), which is calculated by dividing the recalculated or
verified savings by the reported or rebated savings. At 1.0 or 100%, the verified and
rebated savings are equal.

9. The VC will calculate the product’s RR, which is the sum of all verified savings divided
by the sum of all rebated savings for all projects in the product sample. The product’s
RR is applied to the rebate application savings captured in Salesforce to determine
gross verified savings.

10. NTG factors are applied to the gross verified savings to determine net savings.
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1(b). Exceptions to the Prescriptive Product M&V Process

Certain prescriptive products have special design elements that require verification processes
unique to those particular products. The following products, or components of these products,
require exceptions to the prescriptive M&V process: 70

Business Products Low-Income Products
e Data Center Efficiency e Energy Savings Kits
e Multifamily Buildings e Multifamily Weatherization
e Strategic Energy Management e Non-Profit
Residential Products e Single-Family Weatherization

o Energy Efficient Showerhead

e ENERGY STAR New Homes

e Home Energy Squad

e Home Performance with ENERGY STAR
e Refrigerator & Freezer Recycling

e Residential Heating and Cooling (high
efficiency air conditioning component)

e School Education Kits

The unique M&V processes for these products are described below:

Data Center Efficiency

For verification of the High Efficiency CRAC units measure installation, the VC will maintain
a log of any refusals for site entry for M&V and will subsequently seek out and document
verbal confirmation of installation from the customer and/or installer.

Energy Efficient Showerhead

The third-party implementer will report on the quantity of showerheads distributed. Xcel
Energy will utilize the third-party survey platform or another independently contracted
company to survey customers for the purpose of determining the installation rate of each kit
component.

ENERGY STAR New Homes
The ENERGY STAR New Homes product utilizes the HERS raters’ report outputs as the basis
for product M&V. The third-party implementer conducts Quality Assurance/Quality Control
(“QA/QC”) of the HERS raters’ results. Each project is verified by a HERS rater and the third-
party product implementer prior to issuing a rebate to the builder using the following process:
1. Builder contacts HERS rater to express interest in building an energy efficient home
and participating in the ENERGY STAR New Homes product.

70These products may have both prescriptive and custom components, in which case they will be subject to both
prescriptive and custom M&V.
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2. HERS rater works with builder to construct the home to meet or exceed the ENERGY
STAR New Homes product requirements. The HERS rater visits the home during
construction to inspect the building method used and the equipment installed.

3. Once the home is completed, the HERS rater performs a blower door test on the house
and then calculates the final HERS Index. The HERS rater models the home by entering
the individual home characteristics into the RESNET accredited REM/Rate modeling
software or a RESNET accredited modeling software approved by the Company. When
the rating of the home is completed, the REM/Rate files for the modeled house are
submitted to the rater’s HERS provider. RESNET sets forth the role of the provider,
provides accreditation and requires that HERS providers perform quality assurance on
10% of each rater’s building files and fully replicate 1% of the home ratings annually.
The HERS provider performing the QA must not be the same individual that rated the
home.

4. The rater submits the specific REM/Rate reports and the final HERS Index to the
Company’s third-party product implementer, at which point the implementer performs
QA/QC. The builder’s rebate is calculated based on the percent by which the new home
exceeds the local building jurisdictions energy code requirements, which has a direct
correlation to gas and electric savings. There is no rebate application for this product.
The rater, acting on behalf of their builder client, submits the required REM/Rate files,
reports and other supporting information to the third-party product implementer. The
submitted data is used to determine each individual home’s rebate amount. The third-
party product implementer ensures that all the information entered by the HERS rater
into their database system is correctly entered and tracked. The third-party product
implementer then enters the required information into Salesforce, including the key
REM/Rate output data. The REM/Rate data is used by the Company to calculate the
energy savings achieved for each home.

5. Public Service tracks and stores key parameters in Salesforce such as the home address,
square footage, builder name and address, HERS Index, blower door test score, gas and
electric energy saved, date completed, and rebate amount paid to the builder. Additional
data for each home such as a photograph of the installed gas meter and the submitted
REM/Rate files are retained by the third-party implementer.

Home Energy Squad

The third-party implementer will verify and report implemented measures (and baseline
equipment being replaced, where applicable) to the Company. The Company will track this
information in Salesforce. Due to the direct installation nature of this product, the realization
and installation rates are set at 100%.

Home Performance with ENERGY STAR
The Home Performance with ENERGY STAR product is designed to take a whole house
approach to improving the energy efficiency of existing single-family homes. Contractors will

have their first five completed projects inspected and then 10% of their completed projects
thereafter. The M&V process for Home Performance with ENERGY STAR is as follows:

1. Customer receives a Home Energy Audit with blower door test.
2. Customer submits product application form.
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3. Within one year of enrollment in the product, the customer installs the required
measures. As required depending on the number of the projects completed by the
contractor, the contractor schedules a final verification inspection with our selected
third-party implementer.

4. During the verification inspection, the VC performs a blower door test and a CAZ test
and verifies that the homeowner has performed all of their planned energy efficiency
improvements. If the contractor tests out of this requirement (for their first five
projects), a random inspection of 10% of projects completed thereafter will be
conducted by the third-party implementer.

5. When the inspection is completed, the third-party implementer and/or contractor
submit a rebate form to the Company, along with copies of invoices for all of the
completed improvements.

Multifamily Buildings

The third-party implementer of the Multifamily Buildings product will report the number of
direct installation measures completed to the Company. This information will be entered and
tracked in Salesforce.

Refrigerator and Freezer Recycling

The Refrigerator & Freezer Recycling third-party implementer will send monthly reports to
Public Service of all customers who participated in the product. The VC will conduct phone
surveys to verify removal of each unit and that the refrigerator/freezer was operable at time of
removal.

Residential Heating and Cooling (high efficiency air conditioning measures)
The air conditioning measures have three energy saving components that are calculated and
rebated separately, including:
e New Equipment — Purchase of high efficiency equipment.
e Quality Installation — The proper installation of new standard or high efficiency
residential air-conditioning equipment.
e Trade-Ins — Replacement of low efficiency units with high efficiency units.

The M&V process for the New Equipment and trade-in components will follow the standard
prescriptive product M&V process above.

The Quality Installation component requires slight deviations from the standard prescriptive
process. To verify a quality installation, the VC will verify that a Public Service-approved load
calculation was performed, that the unit is sized properly, and that refrigeration charge, airflow,
and duct leakage are within acceptable ranges. Each component of the savings calculation for
Quality Installation will be verified independently. The process includes the following steps:

1. Public Service will send the VC a list of projects completed to-date on an agreed to
schedule.

2. The VC will select a statistically valid sample of projects to inspect. The sample size
is designed to achieve 90% confidence with 10-20% precision.

3. The VC will contact each customer to schedule the inspection.
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4. The VC will verify that a Company-approved load calculation was used to size the
equipment.

5. The VC will visit the customer site and test the loaded, equilibrium performance of
installed air conditioning equipment for proper refrigerant charge and air flows.

6. The VC will verify duct sealing by observation of sealing mastic or other ACCA-
approved sealing means on accessible joints.

7. The VC will compare airflow, refrigerant charge, and duct leakage results to the range
of values deemed acceptable for the specified equipment. If the actual values are within
the acceptable range, the verified savings are considered to be 100% of the rebated
values. If the actual values are outside of the acceptable range, the savings will be
reduced according to the deviation from the acceptable range. Details on the savings
reductions are provided in the Deemed Savings Technical Assumptions sheets within
the Technical Reference Manual (see Appendix H).

8. The VC will input the verified savings factors into an M&V calculator spreadsheet to
calculate the project’s verified energy savings.

9. The VC will calculate the project’s RR by dividing the recalculated or verified savings
by the reported or rebated savings. At one or 100%, the verified and rebated savings
are equal.

10. The VC then will calculate the product’s RR, which is the weighted average RR of all
projects in the product sample. The product’s RR is applied to the rebate application
savings captured in Salesforce to determine gross verified savings. For purposes of
determining and applying the RR, the M&V calendar year will run from November 1
to October 30 of each product year. The realization rate determined for this 12-month
period will be applied to the product values for the calendar year corresponding to the
September 30th date (as described above).

11. NTG factors will be applied to the gross verified savings to determine net savings.

School Education Kits

The School Education Kits third-party implementer will send follow-up surveys to a sample
of the participants to determine the equipment installation rates which are then applied to the
gross savings for the calendar year.

Energy Savings Kit (Low-Income)

The Company will use a survey provider or other third-party partner to conduct phone and/or
web surveys with a sample of participants for the purpose of determining the installation rate
of each kit component.

Single-Family Weatherization (Low-Income)

The Single-Family Weatherization product offers standard payments to the product’s third-
party implementer for the installation of specific, predetermined prescriptive energy efficiency
measures. Verification is built into the product design, as the third-party implementer and its
subcontracted agencies actually install the measures. The specific product process, including
verification, is outlined below.

1. The third-party implementer guides income-qualified customer to sign up for
weatherization services.
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2. The third-party implementer arranges for an energy auditor to visit the customer’s

home to identify savings opportunities.

The crew returns to the home within 14 days to implement the identified measures.

4. The third-party implementer submits documentation of the measures that were installed
to the Company, along with a request for payment for the installed measures.

5. Public Service reviews the documentation and issues payment for the installed
measures.

[98)

Multifamily Weatherization (Low-Income)

The Multi-Family Weatherization product offers payments to the third-party implementer for
the installation of custom energy efficiency measures. Verification is built into the product
design, as the contracted weatherization agency actually installs the measures. The specific
product process, including verification, is outlined below.

1. Income-qualified customer (multi-family building owner) signs up for weatherization
services through the third-party implementer.

2. The third-party implementer arranges for the contracted consultant to visit the building
and identify savings opportunities.

3. Consultant produces an audit report outlining savings opportunities and potential
savings.

4. Public Service engineer reviews project specifications as provided by the consultant.

5. The third-party implementer arranges for the weatherization crew to install measures
approved by Public Service.

6. The third-party implementer arranges for the contracted consultant to visit the building
to verify measure installation and calculate final savings.

7. Contracted consultant submits completed audit report with final savings to the third-
party implementer.

8. The third-party implementer submits this documentation to Public Service, along with
a request for payment for the installed measures.

9. Public Service reviews the documentation and issues payment for the installed
measures.

Non-Profit (Low-Income)

The Non-Profit Energy Efficiency product provides funding for energy efficiency retrofit
improvements to qualified non-profit organizations within the Company’s service territory.
Verification is built into the product design, as the contracted weatherization agency actually
installs the measures. The specific product process, including verification, is outlined below:

1. Income-qualified customer signs up for weatherization services through third-party
implementer.

2. The third-party implementer arranges for the contracted consultant to visit the building
and identify savings opportunities.

3. Consultant produces an audit report outlining savings opportunities and potential
savings.

4. Public Service engineer reviews project specifications as provided by the consultant.

The third-party implementer arranges for the weatherization crew to install measures

approved by Public Service.

W
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6. The third-party implementer arranges for the contracted consultant to visit the building
to verify measure installation and calculate final savings.

7. Contracted consultant submits completed audit report with final savings to the
implementer.

8. The implementer submits this documentation to Public Service along with a request for
payment for the installed measures.

9. Public Service reviews the documentation and issues payment for the installed
measures.

2. Custom DSM Product M&V

Custom products use technical assumptions that are specific to each project in order to calculate
the energy and demand savings. For all Custom projects, the Company’s energy efficiency
engineers will calculate the demand and energy savings at the pre-approval stage. Senior and
managing engineers will audit the pre-approval calculations for all projects, as outlined in Step 3
of the General Custom Project M&V Process below. In addition, a random sample of all pre-
approved projects will be sent to an outside engineering firm for review, as shown in Step 4 below.

All measures with anticipated savings greater than or equal to 1 GWh or 20,000 Dth require a
project-level M&V plan, outlining the scope and methods of the M&V activities at the specific
facility. The methods, such as pre- and post-metering, will be aligned with the appropriate IPMVP
options. The duration of the metering will vary depending upon the load variability or project
complexity, but typically, these projects will be metered for a minimum of two weeks pre- and
post-installation. If metering is too costly or physically impossible, engineering modeling or
building simulation modeling may be substituted.

Metering also may be used to verify savings of smaller projects at the discretion of the engineer.
Typically, metering is performed on smaller projects with new or uncommon technologies, or
where the calculated energy savings or rebate is significantly impacted by assumptions for which
there is not ample supporting information at the time of pre-approval.

The general Custom project approval process is described below and applies to the following
products, or certain custom components of these products:

Business Products Low-Income Products
¢ Business HVAC+R Systems e Multifamily Weatherization
o Compressed Air Efficiency ¢ Non-Profit

e Custom Efficiency

e Data Center Efficiency

e Energy Management Systems
e Lighting Efficiency

e Multifamily Buildings

e Small Business Solutions

e Strategic Energy Management

2(a). General Custom Project M&V Process:
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The general custom project M&V process includes pre-approval, M&V onsite or remote
verification, rebate approval and payment.

Pre-Approval Process:

1. Customer submits custom application describing the proposed project, purpose, and
potential for energy savings.

2. A Public Service energy efficiency engineer or outside engineering firm will review
the application and calculate the anticipated energy and demand savings based on the
technical assumptions specific to that measure and the potential rebate. Calculations on
small projects completed by Public Service energy efficiency engineers may proceed
to Step 4 without review from a senior energy efficiency engineer if the engineer
conducting this step has been approved by Public Service for direct sign-off for the
particular type and size of project in question.

3. Public Service senior energy efficiency engineer reviews the calculations completed by
external engineers.

4. Public Service randomly selects a sample of all projects to send to an outside
engineering firm (if Public Service engineer performed Step 2) to review the
calculations.

5. If the outside engineering firm disagrees with the Public Service engineer’s analysis,
they discuss the project and reach consensus on the calculations.

6. Public Service sends out a pre-approval or rejection letter stating the pre-approved
demand and energy savings along with the rebate amount.

Monitoring & Site Verification:

1. If monitoring is required, a Public Service energy efficiency engineer will draft a
project-specific M&V plan, which is sent out for customer review and signature.

2. [If the customer does not have the appropriate meter structure, an outside engineering
firm will install metering equipment and collect the pre-data as set forth in the project-
specific M&V Plan and forward the data to Public Service.

3. After the designated pre-monitoring period, the customer will complete the project
installation and submits all required documents.

4. Outside engineering firm collects post-installation monitoring data and sends post data
to Public Service.

5. For managed accounts, the customer’s account manager confirms project installation,
which may include visiting the site or reviewing invoices and other project
documentation. The project documentation is then submitted to Public Service.

6. For non-managed customers completing custom projects, the Company’s Business
Solutions Center and Program Manager will review project documentation.

Savings Reconciliation:

1. For non-metered projects, final documents are reviewed for compliance with the initial
pre-approval. If the project costs or the project savings vary by greater than 10%, the
project is reevaluated.

2. For metered projects, Public Service’s energy efficiency engineer, or outside
engineering firm, determines actual savings based on metering results. All metered
projects previously reviewed only by internal engineers will be sent to an outside
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engineering firm for review. If the outside engineering firm disagrees with Public
Service engineer’s analysis, they will discuss the project and reach consensus on the
calculations.

3. If the post-project kW and kWh savings and incremental cost are within 10% of the
pre-approved values, values, the preapproved rebate will be paid. If the post-project
quantities are not within 10% of the pre-approved values, then the rebate will be based
on the post-M&V results. In all cases, the post M&V results for kW, kWh, Dth, and
incremental cost will be booked for the project.

2(b). Exceptions to Custom DSM Product M&V
The following Business products, having special design elements, are verified using processes
unique to the product or component:

e Business Energy Assessments
e New Construction
o Self-Direct

e Strategic Energy Management

The M&V process for each of these products is described below:

New Construction
The New Construction product is comprised of two components: Energy Design Assistance
and Energy Efficient Buildings.

The Energy Design Assistance component provides design assistance to the architects and
engineers designing new buildings. Public Service contracts with a third-party product
implementer to complete the energy modeling and measurement and verification. The rebate
is not paid until project savings are verified. The specific product process, including
verification, is outlined below.

1. Customer submits an application describing the proposed project.

The third-party implementer conducts an introductory meeting with the design
team/customer.

3. The third-party implementer completes energy modeling to identify efficiency
opportunities.

4. The third-party implementer reviews construction documents for qualifying energy
efficiency measures identified through the energy model. The design team and
customer are notified whether or not these measures were found within these
documents.

5. The third-party implementer provides Public Service with a verification plan for each
project.

6. The third-party implementer visits site or remotely verifies that specified measures
were installed. Equipment and systems are monitored for a two-week timeframe, as
appropriate, to evaluate performance variables against modeling assumptions.

7. For projects with individual measures that have savings greater than or equal to 1.0
GWh or 20,000 Dth per year, data logging is required for a time period of four weeks.
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8. The actual results are compared to the estimated savings to determine the final rebate.
If the actual results are not within 15% of the energy savings identified within the
previous model, the consultant completes an as-built model to determine final energy
savings.

9. Rebate is issued to customer based on final savings.

The Energy Efficient Buildings component provides customers a review of their new
construction, major renovation or additions for potential energy efficiency measure
opportunities before the building is built. The specific product process, including verification,
is outlined below.

1. Customer submits an application describing the proposed project.
Third-party implementer conducts an introductory meeting with the design
team/customer.

3. Customer applies for rebates based on the energy efficiency measures they have
incorporated into their design plans.

4. Third-party implementer reviews construction documents compared to application
submitted.

5. Third-party implementer visits site or remotely verifies that specified measures were
installed.

6. For projects with individual measures that have savings greater than or equal to 1.0
GWh or 20,000 Dth per year, data logging is required for a time period of four weeks.

7. Third-party implementer determines final savings based on data logging and
verification.

8. Rebates are issued to customer based on final savings.

Business Energy Assessments (recommissioning component)

The Business Energy Assessments product identifies existing functional systems that can be
“tuned up” to run as efficiently as possible through low- or no-cost improvements. The specific
product process, including verification, is outlined below.

Implementation & Approval

Xcel will identify a mutually acceptable methodology for identifying and implementing low-
and no-cost savings opportunities with the RFP-selected vendor(s). Vendor(s) in the closed
network will follow this methodology, resulting in pre-approval of the savings.

Self-Directed Custom Efficiency

The Self-Directed Custom Efficiency product provides rebates to customers who identify,
scope, and verify the energy savings for qualifying projects to offset their costs to implement
energy efficiency projects. The specific product process, including verification, is outlined
below.

1. Public Service pre-qualifies customers who are eligible for participation in the Self-
Directed Product.

2. Once pre-qualified, a customer identifies the opportunity, then develops and submits a
project application. For projects over 250,000 kWh, the customer is required to develop
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a project-level M&V plan and submit it with their application. Specific components of
the plan will be determined by the customer and agreed upon by Public Service. At a
minimum, the plan should employ sound engineering judgment and follow standard
industry practices such as the IPMVP.

Public Service provides confirmation of application receipt, reviews the application,
and asks for additional information if necessary. Public Service notifies the customer
of approval or denial of the application, expected rebate, and mutually agreed on M&V
plan.

If the customer chooses to implement the pre-approved project, they must follow the
requirements detailed in their M&V plan and conduct all necessary steps in order to
verify energy savings. Any data required for pre-installation monitoring detailed in
their M&V plan should be submitted to the Company and approved before the customer
implements the efficiency measures. Upon acceptance of the data, the customer can
then implement the measures and perform any follow-up monitoring as described in
their M&V plan.

The customer then submits a project completion report. Public Service reviews the
report, requests any additional data, and calculates the final rebate. The rebate is paid
upon completion of project and Public Service’s approval of project completion report.
A random sample of all pre-approved projects will be selected by the Company and
sent to an outside engineering firm for metering and verification.

Strategic Energy Management Custom Efficiency

The SEM product, which offers visualization and analysis of real-time energy data from across
a customer’s facility to capture low-cost recommissioning opportunities as well as behavioral
and operational energy savings, will use the following unique Custom M&V processes:

M&V for SEM Measures
Measure Description M&YV Protocol
Categories
New system or | Measures that consist of Follow General Custom M&YV Process
process equipment and processes
automation whose automation capabilities don’t

currently exist or are underutilized.
By identifying and applying
appropriate  control = measures,
incremental energy savings can be
achieved.

Low cost/ no
cost
recommissioning

Measures that address failure

or underperformance of

installed systems and equipment that
can be fixed by making small
adjustments, typically not requiring
new equipment.

Follow the Unique Custom M&V Process
used for the Business Energy Assessments
product.
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Systemic O&M

New system or process automation
measures that consist of equipment
and processes whose automation
capabilities don’t currently exist or
are underutilized.

EIS tracking mechanisms or Process path re-
measurements will be established to check the
ongoing performance of the measures.
Annually, the third-party implementer, with
review by the Company’s engineers, will
analyze the data in accordance with [IPMVP
criteria and the Company’s custom M&V
process, to ensure persistence of the
measure’s savings. These savings will be
reported annually for the duration of the
customer’s involvement in the SEM product.

Behavioral

Measures that require manual
intervention with repeated decision-
making to achieve energy savings.
Behavioral measures rely on the
choice of individuals to change the
way they use equipment. Savings is
the reduction in energy use by
customer  personnel  that is
statistically attributable to measures
conducted as part of the product.

EIS tracking mechanisms or Process path re-
measurements will be established to check the
ongoing performance of the measures.
Annually, the third-party implementer, with
review by Xcel Energy engineers, will
analyze the data in accordance with IPMVP
criteria and the Company’s custom M&V
process, to ensure persistence of the
measure’s savings. These savings will be
reported annually for the duration of the

customer’s involvement in SEM.

3. M&V Process for Products Delivering Upstream/Midstream Incentives

The Home Lighting & Recycling product was launched from the outset as an upstream product.
Beginning in 2015, the Company started offering midstream incentives to distributors for Business
Cooling and Lighting Efficiency measures. The rebate treatment (administration vs. participant
incentive) and NTG are based on actual, verified participant costs and market penetration rates
observed through the products. The rebate will only be recorded as a participant incentive if the
verified Net Participant Costs (based on invoices) are equal to the sum of the incremental capital
costs and baseline capital costs, less the rebate; otherwise the rebate will be recorded as an
administration cost. M&V for these approaches will be conducted as follows:

Business HVAC+R Systems (cooling measures)

Distributors will be offered incentives in return for increasing their stock and promotion of
high efficiency HVAC equipment. The NTG for this approach will be deemed within the DSM
Plan and verified through periodic product evaluations. The M&V process for the midstream
component of the cooling measures is as follows:

1. Participating distributors provide biweekly reports of products sold, including the
manufacturer, model, number of units installed, unit serial numbers, address where
equipment was installed, contact information (for the customer, contractor, or installer),
and distributor invoice number and date.

2. The third-party implementer enters the information into a tracking system and submits
weekly reports containing the data to be uploaded into Sales Force.

The VC will include the midstream projects within the sample of cooling measures that
receive M&V throughout the year, in order to calculate realization rates for net energy
and demand savings.

Lighting Efficiency and Small Business Solutions
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Within the Lighting Efficiency and Small Business Solutions products, LED lamp incentives
will be offered to distributors as the Business LED Instant Rebate. The NTG for this approach
will be deemed within the DSM Plan and verified through periodic third-party product
evaluations. A fraction of the rebate may be treated as a Vendor Incentive (administration cost)
and the remainder as a participant incentive if the fraction of Net Participant costs is greater
than the sum of the incremental capital and baseline capital costs, and there is evidence that a
portion of the rebate is passed on to program participants. If there is no evidence that a portion
of the rebate is passed on to program participants, then the full rebate cost will be captured as
an administrative cost. The M&V process for the midstream component of the Lighting
Efficiency/Small Business Solutions products is as follows:

1. Participating distributors provide sales reports listing the model, wattage, type, and
number of bulbs sold.

2. The distributor enters the information into a tracking system and submits monthly
reports to the third-party implementer containing the data and the third-party
implementer calculates the demand and energy savings using technical assumptions
provided by the Company.

3. The third-party implementer audits the database output by examining and comparing
against retailer sales reports. The VC conducts a field verification of 10% of completed
projects; and subsequently the third-party implementer adjusts the wattage and number
of bulbs if errors are found and provides the final verified savings for all bulbs for year-
end.

Public Service compares the net costs paid by program participants to the deemed incremental
capital and baseline capital costs to determine the amount of instant rebate passed on to
participants as a reduction in product cost. This amount is used in calculating the portion of
the presumed participant incentive that is treated as a rebate in the cost-benefit analysis
completed for the status report following the program year.

Home Lighting & Recycling

To deliver the Home Lighting & Recycling product, the Company partners with manufacturers
and retailers to reduce the retail price of qualifying bulbs and promote them to the retailers’
customers. Public Service tracks the manufacturer, model number, quantity, wattage, cost, and
type of the bulbs sold through a third-party implementer and pays incentives to the
manufacturer. The M&V process for the Home Lighting component of the product is as
follows:

1. Participating retailers provide weekly or monthly sales reports listing the model,
wattage, cost, type, and number of bulbs sold.

2. A third-party implementer enters the information into a tracking system and submits
monthly reports containing the data and calculation of the demand and energy savings
using technical assumptions provided by The Company. Higher bulb costs may be
forecasted in the Plan based on estimated costs at the time, observed costs will be
captured throughout the year and used to calculate the actual average incremental
capital cost which will be reported in the DSM Annual Status Report. The baseline bulb
costs will be deemed within the Plan and also used within DSM Annual Status Report.
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3. The VC audits the database output by examining and comparing against retailer sales
reports. The validation contractor adjusts the wattage and/or number/type of bulbs if
errors are found and provides the final verified total savings for all bulbs for year-end.

4. M&V Process for Home Energy Insights Behavioral Products

Behavioral products present unique challenges related to measuring resulting savings. M&V is
critical for understanding the savings delivered and fine-tuning the product’s effectiveness. The
M&V protocol for the Home Energy Insights products is described below.

Home Energy Insights — Residential Product

The Home Energy Insights opt-out product provides targeted communication of energy-use
comparisons and information to our residential customers, providing specific
recommendations and feedback to motivate and teach customers how to reduce their energy
consumption. Actual consumption in the form of meter data is used to M&V this program.
Meter data for all participants, comparison homes, and control homes are provided to the third-
party implementer for continuous analysis and performance reporting. The third-party
implementer compares the consumption of participants (Treatment Group) to those of the
Control Group to determine the savings resulting from the product. Savings for the print/email
product will be measured compared to an appropriately sized Control Group of non-participant
customers that are uninformed by any direct action of this product. In addition to determining
the savings resulting from the product, the third-party implementer will track and adjust for
participant’s incremental participation in other energy efficiency products.

This M&V methodology is recommended by the State and Local Energy Efficiency Action
Network (“SEE Action”). The following figure depicts the M&V methodology.
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1. Setup Test and Control: Divide targeted population into two statistically equivalent groups.
2. Verify Groups: Verify no historical difference in usage between test and control groups.

3. Deploy Product: Send reports to test group only. no action taken with control group.

4. Measure Impact: Compare average energy use pre- and post-reports for both groups.

M&V Methodology

Moreover, the M&V methodology incorporates recommendations made by the Center for
Energy and Environment (“CEE”) in their evaluation of the Minnesota Residential Energy
Feedback pilot. Specifically, the following recommendations were incorporated:

Opt-out customers are included in total savings. While opt-out customers were previously
included in the calculation of savings per household (i.e. in the regression), the aggregation
of savings did not include the count of opt-out customers

Negative “savings” estimates are included in total savings. Previously, zero savings were
reported in months with negative savings estimates. The updated method includes negative
“savings” that occur in any month.

Duplicate records are eliminated. Data preparation steps now remove (if present) duplicate
billing records along with records from multiple meters at a customer's home that may have
been added during the course of the program. The total number of records removed are
noted in a logfile and stored.

Model is robust to varying monthly imbalances between treatment and control. The
regression model below controls for any remaining overall and seasonal differences
between treatment and control. This update achieves the intent of the evaluation’s
recommendation to take care in adjusting estimates for any residual overall or seasonal
imbalance between the treatment and control group.

Online Home Energy Insights (My Energy) Opt-in Product

Residential customers in the print or email product who opt-in to participate in the My Energy
tools will remain in the Home Energy Report Treatment Group and their savings will be
included in the print/email product savings calculation.
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Because login to the My Energy tools is a self-selected, opt-in action and therefore not easily
subject to random assignment in a Randomized Controlled Trial, savings for Online Home
Energy Insights are performed using the Propensity Score Matching methodology. This
analysis employs a quasi-experimental matching method which seeks to match customers who
log in to My Energy (“treatment customers”) to very similar customers who did not log in to
My Energy (“matched control customers”). Matched controls are drawn from a larger set of
candidate control customers. Not all customers who log in are successfully matched largely
due to not having 12 months of pre-login usage data. These customers are not matched due to
the concern that they cannot be matched well. As a result, the analysis measures the average
treatment effect on the treated for those customers who visited the web and who could be
matched well; it is not a measurement of the effect of web on all customers who visited My
Energy.

The algorithm follows Imbens and Rubin (2015) and begins by selecting customer
characteristics for estimation of a propensity score. The propensity score is the predicted
probability of receiving the treatment (i.e. logging in to My Energy). Matching customers
based on nearly identical propensity scores serves to balance the distribution of the included
customer characteristics among the treatment and matched control populations. An important
limitation of this method is that treatment customers may still differ from matched control
customers along unobserved dimensions (e.g. attitudes toward energy efficiency) which could
bias results. Despite this limitation, propensity score matching is an accepted method in the
DOE SEE Action guidelines and widely used in other disciplines.

Energy savings will have a one-year life, with ongoing treatment and information exposure
necessary to continue the full energy-savings benefits. To address this unique situation with
treatment-driven behavior programs, Public Service will discount the annual savings so that
1/3 of the total savings measured are claimed each year during a three-year cycle. This is
different than the standard conservation product, where a measure gets installed and credit is
taken for the multi-year life of that installed measure. The third-party implementer will
calculate savings throughout 2017 and 2018 using a comparison of the Treatment Group and
the Control Group as savings occur and only if they occur.

Public Service will track rebates by customer and account and will subtract the energy saved
through these product participations from the Home Energy Insights results to prevent double
counting.

5. Pilot Products

EM&YV for pilot products can differ from the EM&V for prescriptive and custom products since
the pilots are being evaluated for market viability. Therefore, additional testing may be necessary,
and, in some cases, specifically designed for a particular pilot. For these reasons, the detailed
EM&YV Plan for each pilot is included in the pilot’s product description, which can be found in the
Indirect Products and Services section of the Plan under Product Development.

Section II — Post-Performance Year Product EM&V
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The purpose of the post-performance year EM&V is to ensure that all technical assumptions,
including the NTG ratios, are accurate and that the product is operating as effectively as possible.
Post-performance year activities take place in the years following the performance year and
include comprehensive product evaluations, a portfolio-wide technical assumptions evaluation,
and calculation of outcomes for the annual status report.

a)  Verified Savings Calculation and Reporting

At year-end, net verified generator savings are calculated from gross customer (meter) savings
using the approved line losses, measured or assumed installation and realization rates, and
NTG values and reported in the EM&V Results section of each DSM Annual Status Report,
according to the following formulas:

Net verified kW savings =
Peak customer kW * Line Loss * Installation Rate * Realization Rate * NTG

Net verified kWh savings =
Customer kWh * Line Loss * Installation Rate * Realization Rate * NTG

Net verified Dth savings =
Gross Dth * Line Loss * Installation Rate * Realization Rate * NTG

Where,

e peak customer kW, customer kWh, and gross Dth are reported from Salesforce
and/or provided by the third-party implementers;

e line losses are 6.51% for business products and 7.69% for residential products;

¢ installation rates are assumed to be 100% for all of the products within the Business,
Residential, and Low-Income Programs, and for pilots, with the exception of the
Home Lighting & Recycling, School Education Kits, Energy Efficient Showerhead,
and Energy Savings Kits products. For each of the exceptions, the third-party
implementer measures the installation rate and reports it, along with gross savings,
to the Company.

e realization rates are assumed to be 100% for custom products, Low-Income
products, and pilots, and are measured and reported by the M&V contractor or the
third-party implementer for the prescriptive products; and

e NTG values are as filed in the Technical Reference Manual of the DSM Plan, unless
modifications were adopted resulting from a product evaluation, as described
below.

Note that:

e Installation and realization rates, as well as NTG values, are applied at the measure
and end-use levels within each product.

e Either an installation rate or a realization rate, but not both, are typically applied to
calculations of net verified savings.

e Comprehensive products that claim prescriptive or custom savings from other end-
uses, will apply the installation rates, realization rates, and NTG ratios specific to
each end-use when calculating net verified savings.
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e Products that offer studies (such as Business Energy Assessments, Compressed Air
Efficiency, or Data Center Efficiency for example) may distinguish study-driven
savings from non-study-driven savings and apply different installation rates,
realization rates, or NTG values to the various categories of savings, as described
in the Technical Reference Manual of the DSM Plan.

b)  Product Evaluations

In addition to the performance-year M&V described above, Public Service will contract with
an independent third-party consultant to complete evaluations for specific products each year.
Product evaluations are conducted on a staggered schedule so that all products receive
evaluations at least once every eight years with limited exceptions for small or indirect
products. The principal objective of the product evaluation is to determine the role of the
product in customer decision-making. This includes specific research that assesses customer
satisfaction with the DSM product and implementation processes, conducts a thorough review
of industry-wide approaches, and/or to assess changes that should be made to NTG ratios or
savings baselines based on the evaluator’s primary research. When considering the evaluation
recommendations, Public Service will follow the guidance from Decision No. C11-0465,
which gives Public Service the discretion to make changes to its DSM products that are
reasonable, cost-effective, and timely; as well as to reject suggested changes that are flawed.”!

Factors that are taken into consideration in determining the priority, type, and schedule of
product evaluations include, but are not limited to: product tenure in Colorado, savings
achieved per participant and relative to total goals, product expenditures compared to total
budgets, uncertainty and/or risk associated with savings or technical assumptions, duration
since a significant product redesign, and availability of other studies regarding the particular
measures. Discussions with portfolio managers, product developers, and technical consultants
are used to finalize the priority and schedule of evaluations.

In 2021 and 2021 the Company plans to continue the practice established in the 2019-2020
DSM Plan and conduct evaluations under two separate contracts, with one including Energy
Efficiency products and the other including Demand Response due to the differences in scope
and skill set needed to effectively evaluate the products in each program.

The Company will evaluate six programs in the energy efficiency portfolio in 2021 and five in
2022.72 In 2021 the Company proposes a full process and impact evaluation (also known as a
comprehensive evaluation) of Business New Construction, Compressed Air Efficiency,
ENERGY STAR New Homes, the cooling component of Residential HVAC, and Home
Lighting and Recycling,” and a process-only evaluation of the past Recommissioning program

71 Decision No. C1 1-0465, at 6-7 in Proceeding No. 10A-554EG.

72 The Company agreed to conduct four comprehensive product evaluations each year, starting in 2016 under the
2015/16 DSM Plan Settlement Agreement (Proceeding No. 14A-1057EG).

73 Under the 2015/16 DSM Plan Settlement Agreement (Proceeding No. 14A-1057EG), the Company also agreed to
evaluate each of its lighting products (Home Lighting & Recycling, Lighting Efficiency, and Lighting — Small
Business) on a three-year rotation. As part of a previous Settlement Agreement, the Company evaluated both the
Home Lighting and Lighting Efficiency products in 2015 and the Lighting — Small Business in 2016. Since the



Proceeding No. 20A-0287EG
2021-22 DSM Plan Final
Page 217 of 524

that is now part of Business Energy Assessments. In 2022 the Company will perform
comprehensive evaluations of Energy Management Systems, Home Performance with
ENERGY STAR, and Lighting Efficiency. Process-only evaluations of Home Energy Insights
and Low-Income Energy Savings Kits will also be conducted in 2022. In addition, in 2021 and
2022 the Company will select an evaluation firm to perform an annual evaluation of the Codes
and Standards Compliance Support components within Business New Construction and
ENERGY STAR New Homes products. This evaluation will focus on verification of gross
technical savings, compliance rate, and attribution factors and will not include all the same
elements as a traditional Comprehensive evaluation due to the unique nature of a code support
offering.

In the DR program, as a response to the rapid growth of the number of DR offerings, the
Company will develop and deploy a holistic portfolio evaluation protocol that will help provide
close-to-real-time feedback regarding customer motivations, response to various marketing
and control strategies, and customer satisfaction. Due to the nature of the DR program, NTG
will not be included in this protocol because events would not be called in the absence of the
Company’s efforts to reduce demand.

This schedule will be reviewed at the beginning of each year and may be adjusted based on
costs, scope, and need.

Section III - EM&V Best Practices

Public Service’s ongoing M&V procedures are aligned with utility industry best practices for
measuring product results. The Company requires that its contractors follow standard protocols,
such as the IPMVP and the Illinois TRM. The following links to some of the common reference
materials describe these protocols in more detail:

California Evaluation Framework:
http://www.calmac.org/publications/California_Evaluation Framework June 2004.pdf

Illinois SAG TRM:
https://www.ilsag.info/technical-reference-manual/

National Action Plan:
http://www.epa.gov/cleanenergy/energy-programs/suca/resources.html

SEE Action EM&V Resource Portal:
https://www4.eere.energy.gov/seeaction/topic-category/evaluation-measurement-and-verification

US Department of Energy Uniform Methods Project
https://www.energy.gov/eere/about-us/ump-home

Lighting Efficiency product was evaluated in 2018 but the NTG was updated with new customer and trade partner
research in 2019, the Company proposes to return to the one program per year practice in this biennial.
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The International Performance Measurement and Verification Protocol can be found in the
Products & Services section of the Efficiency Valuation Organization’s website at
http://www.evo-world.org.

B. Targets, Participants & Budgets

Targets and Participants

Not applicable.

Budgets
The robustness of Public Service’s EM&V plan is balanced against its costs; we continue to be

mindful of the objectives of ensuring accurate savings while keeping expenditures prudent and
maintaining the cost-effectiveness of products. The budgets for the various EM&V components
are included within this DSM Plan in the following ways:

e Rebate validation: Internal labor is charged as an Administration and Product Delivery cost
to individual DSM product budgets.

e Ongoing M&V: Most outside contractor costs, including database development, data
tracking, and reporting, are charged as an M&V cost to individual DSM product budgets
and are not included in the general Measurement & Verification budget under the Indirect
Products and Services section of the Plan. Budgets for these activities were forecasted
based upon historical experience or followed a more general budgeting plan at between 3
to 5% of the respective DSM products’ total budgets.

o Comprehensive Product Evaluations: Outside consultant costs are included within the
“Program Evaluations” budget under the Indirect Products and Services section of the Plan.
These costs were developed based on previous evaluation costs.

e Internal Xcel Energy labor that supports administration and oversight of ongoing M&V
and comprehensive product evaluations is charged to “Measurement & Verification” or
“Program Evaluation” budgets, respectively, under the Indirect Products and Services
section of the Plan.

C. Application Process

Not applicable.

D. Marketing Objectives & Strategies

Not applicable.

E.  Product-Specific Policies

EM&V does not have any specific policies.



F. Stakeholder Involvement

EM&YV does not have any unique stakeholder involvement.

G. Rebates & Incentives

Not applicable.

H. Evaluation, Measurement, & Verification

As described in section (A) above and in Table 16 below.
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Table 16: Measurement and Verification Summary by Product

Product Name

Business Electric:

Business HVAC+R
Systems

Program Component | M&V Protocol | 2021/2022 M&V Plan
Prescriptive General Verification Contractor selects random sample and performs field inspections of
Prescriptive deemed savings factors; e.g. equipment type, size, efficiency, climate zone and
building type.
Upstream/Midstream Unique Prescriptive | Participating distributors will enter sales data into an online application administered

cooling measures

by a third-party, listing the make, model, serial number, quantity, installation address
and zip code. The third-party administrator will verify customer eligibility and
provide periodic sales reports. Verification Contractor selects random sample and
performs field inspections of deemed savings; e.g. equipment type, size, efficiency,
climate zone and building type.

Custom

General Custom

Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).

Business Energy
Assessments
(recommissioning
component)'

Custom

Unique Custom

Customer hires an in-network engineering firm to conduct study of building and to
determine energy savings for each measure. The engineering firm will use a
methodology that has been pre-approved by Xcel. The Xcel engineering team will
randomly review vendor studies to confirm that they continue to conform to mutually
accepted methodologies.

Compressed Air
Efficiency?

Prescriptive

General
Prescriptive

Prescriptive rebates available for Variable Frequency Drive Compressors that are less
than 50 hp and have no air loss drain valves. Verification Contractor selects random
sample and performs field inspections of deemed savings factors -- e.g. size of
compressor and number of drains.
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Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
Custom General Custom verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).

Compressed Air
Efficiency? (cont.)

Studies may yield direct energy savings from leak fixes. The study provider will
identify the location and size of leaks. The study provider and/or the customer will
Unique Custom fix the identified leaks. The customer must verify all leak fixes, as 50% or more of
the fixes must be completed in order to qualify for the study rebate. A realization rate
of 100% is applied to the calculated savings from leak fixes.

Custom - Study Driven
Credit

Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
Custom Efficiency Custom General Custom verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).

General Verification Contractor selects random sample & performs field inspections of

Prescriptive .. . . .
P Prescriptive deemed savings factors; e.g. equipment type, number of equipment.

For verification of the High Efficiency CRAC units measure installation, the VC will
Prescriptive Unique Prescriptive | maintain a log of any refusals for site entry for M&V, and subsequently seek out, and
document, verbal confirmation of installation from the customer and/or installer.

Data Center Efficiency Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
Custom General Custom verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).
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Energy Management
Systems?

Custom

General (EMS) &
Unique Custom
(EIS)

Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).

Behavioral

Behavioral Custom

The third-party implementer, with review by Xcel Energy engineers, will analyze
data from energy information systems (EIS) in accordance with IPMVP criteria and
the Company’s custom M&V process, to ensure persistence of the behavioral
measure’s savings. These savings will be reported annually for the duration of the
customer’s involvement in the EIS measure.

Lighting Efficiency?

Upstream / Midstream

Unique Prescriptive

Participating distributors provide sales reports listing the model, wattage, type, and
number of bulbs sold. The third-party implementer enters the information into a
tracking system and submits monthly reports containing the data and calculation of
the demand and energy savings using technical assumptions provided by The
Company. The VC audits the database output by examining and comparing against
retailer sales reports. The VC adjusts the wattage and number of bulbs if errors are
found and provides the final verified savings for all bulbs for year-end.

Prescriptive

General
Prescriptive

Verification Contractor selects random sample and performs field inspections of
deemed savings factors -- e.g. number of fixtures, equipment type, building type,
existence of air conditioning. Information gathered for a sample of lamps/fixtures
and extrapolated to total population.

Custom

General Custom

Projects <1 GWh savings: Company engineers or outside engineering firm calculate
savings for pre-approval, calculations reviewed by higher levels of engineering staff
depending on size. Random samples of projects sent to outside engineering firm for
verification if Company engineers complete analysis. Account Manager or Business
Solutions Center verifies project installation and collects equipment invoices.
Projects > 1 GWh savings: Pre & Post Metering verifies savings. (Projects of all sizes
may be metered depending on certainty assessment of savings).

Small Business
Solutions

Prescriptive

General
Prescriptive

Verification Contractor selects random sample & performs field inspections of
deemed savings factors -- e.g. number of fixtures, equipment type, building type,
existence of air conditioning. Information gathered for a sample lamp/fixture.

Direct Install

Unique Prescriptive

Xcel Energy’s program implement