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Introduction
The Program Design and Implementation Working Group acknowledges the significant
level of experience and knowledge about design of demand response programs and
products that exists throughout the electric industry, but recognizes that this information
is diffuse and has not been captured in a way to allow best practices and lessons learned
to be identified. Thus this Working Group has focused on interviewing and gathering
information from DR practitioners and presenting it in a way as to allow others in the
industry to learn from what has already been experienced.
This report contains a transcript for one in a series of live interviews conducted by Dan
Delurey (Association for Demand Response and Smart Grid) with a number of demand
response practitioners from both the retail and wholesale side of the industry. This
interview with Bob Donaldson, Manager of Demand Response in the Efficiency and
Innovative Technology Department at Progress Energy Carolinas, was conducted on June
13, 2012.
To date, transcripts for the following interviews are available:
Name
Col Smart
David Eggart
Pete Langbein
Bob Donaldson
Bill Harmon
Paul Kasick

Affiliation
Con Edison
Gulf Power
PJM
Progress Energy Carolinas
Reliant Energy
Southern California Edison

These “case study interviews” focus on identifying and capturing lessons learned from
current demand response programs. The interviews were conducted via private webinar
with the interviewee. In addition to this document, the interviews are available as
webinar recordings, transcripts and downloadable PowerPoint presentations on the ADS
website: http://www.demandresponsesmartgrid.org/CaseStudyInterviews.
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Interview: Bob Donaldson of
Progress Energy Carolinas
Dan Delurey:

I’d like to introduce our guest today, Bob Donaldson with Progress
Energy in the Carolinas. Bob is the Manager of Demand Response in
the Efficiency and Innovative Technology Department.
Progress Energy is a member of ADS, so we’re pleased to have him
with us today. Bob is going to talk to us about his experience with a
program called Energy Wise Home. So welcome Bob.

Bob Donaldson:

Thank you Dan, good afternoon.

Dan Delurey:

And I guess we’d like to start off with just having you give us a little bit
of a feel for what Energy Wise Home is. So could you just describe it
so we have an understanding of what it is?

Bob Donaldson:

Sure, Energy Wise Home is a residential direct load control program
and it’s a switch-based program with no thermostats. Obviously a lot
of programs in today’s climate offer some thermostat-based and
switch, but ours is just switch based.
We are one-way paging, and I’ll talk a little bit later why we started
our program like that. It is primarily an air conditioning control, load
control program. It is system-wide across our territories. We do
control some of our hot water heaters and heat pumps strip heat in
our Western region and that’s in our Asheville area in the Blue Ridge
Mountains.
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For those not familiar with Progress Energy Carolinas’ territory, we’re
in North and South Carolina. Other than our western region, we
primarily serve along the I-95 corridor and east of there, and our
western region is up around our Asheville area in the Blue Ridge
Mountains.
Dan Delurey:

And so Bob I want to pick up on what you said about this being switch
based and no thermostats and also the one-way communications
aspect of this. I think you alluded to the fact that today there’s a lot of
talk about two-way communications. And so is this a program that has

been around for a while as many direct load control programs have or
is this something recent in a way of a decision to go with one-way?
Bob Donaldson:

This program is relatively new for Progress Energy. It’s about a three
year old program we launched in April of 2009. We had a renewable
energy portfolio standard established in our state, and that was part
of our business drivers. I’ll talk a little bit later about some details
about that portfolio standard.
There was also another business driver internally here within the
company—something we call our Balanced Solution Strategy. We
basically made a commitment back in 2007 and 2008 to double our
efforts in the DR and the DSM and energy efficiency realm. Basically
we had a portfolio of about a thousand megawatts, and we made a
commitment to double those thousand megawatts over the next ten
years.
So that, coupled with our renewable portfolio standard, were our two
drivers there. So at the time we did not have an active load control
program. We had an old program that had basically been closed. That
was back in the 1980s, and there are no participating customers from
that program today. So we were basically starting from scratch about
three years ago.

Dan Delurey:

As to the portfolio, this is a state mandated portfolio standard? And it
sounds like it not only had renewable energy goals but also efficiency,
and were they even specific to demand response type of goals?

Bob Donaldson:

There were not any specific DR mandated goals, though it did give us
the ability to administer DSM programs which included DR. We won’t
go too far into it, but regarding energy efficiency and our renewable
goals we are allowed to use energy efficiency credits, if you will, to
account for 25 percent of our renewable goals. So it also was a big
driver for our energy efficiency as well.

Dan Delurey:

Okay, so there obviously was then somewhat of a regulatory driver
towards this, but in terms of the program itself what other goals did
you set for it?
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Our Balance Solution Strategy included three things, and one was a
commitment to new DSM and energy efficiency programs. Obviously
renewable energy was one, but a third part of that strategy was state
of the art power plants. We had a commitment to provide upgrades in
plants and also improve their performance and efficiency as well. So
that was part of that strategy.
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Bob Donaldson:

Basically what we set out to do was do two things in our DR portfolio.
One was we wanted to provide some programs in the residential
arena and another one in our C&I. Obviously today here we’re
focusing on the residential.
One of our simple goals that we wanted to do was have a simple
program. We were very focused on doing an outsourced business
model. Things were a little unsettled in the regulatory climate if you
will.

So we wanted to start out outsourced just really to provide a better opportunity and exit
strategy if we had to, and obviously as things have transformed over
the years that’s really not in our window going forward. So that was
one of our goals, simple program and an outsourced business model.
Dan Delurey:

So Bob, by outsource do you mean some sort of—I might think of a
turnkey program or something where you hired a third party to really
develop and run the program?

Bob Donaldson:

We were not looking at curtailment service providers in any way. We
have basically some regulatory things in place that don’t allow us to
do that here in the state or in our territory, but by outsourced business
model I mean basically using outsourced vendors.
I’ll talk a little bit later today about some of the vendors that we have
and why we went the way we did, but we don’t really have any kind of
turnkey provider in a sense and we’re not using CSPs at this time.
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Dan Delurey:

Yeah, I think in terms of talking about specific vendors perhaps that’s
not something that we want to explore on this particular case study
interview, but that’s certainly something that people could contact you
about later on.

Bob Donaldson:

That’s fine, yeah.

Dan Delurey:

So in terms of when you set out. You had goals, but what about
setting metrics for measurement at the outset?

Bob Donaldson:

Yeah, what we had looked to do is we had done a lot of utility
benchmarking with other programs, either in the past or that were
currently out there, and we basically tried to learn from other IOUs
and what’s worked, what hasn’t.
We tried to get an idea if we did a launch a program like this, what
would be some megawatt goals? In what amount of time could we

achieve those? What were our needs from an integrated resource
perspective? And so on and so forth.
So at a high level, what we looked to do was we set our projection—
we like to use that term, is about 250 megawatts over ten years.
Another one of the goals of the program was to start with one-way
but we wanted to also have a nice simple migration path to two-way
technologies as it matured over time.
As I mentioned earlier, we started about three years ago and there’s
been a lot of movement in the space as far as two-way technology. So
at the time that was a big driver for us. Start simple, just stick to the
basics of blocking and tackling, and then over time we’re going to let
two-way mature and allow us a good path to transition over to that.
Dan Delurey:

And this program was part of a package submitted to your regulators.
So I presume that there had to be some demonstration of costeffectiveness?

Bob Donaldson:

There was. Basically like I said earlier our territories are both in North
and South Carolina. We were required, and still are required, to
provide our cost-effectiveness tests. The standards of the industry, the
rate impact measure (RIM) test, utility cost test (UCT), and even TRC
(Total Resource Cost) as well. And we are required to provide all of
those tests with our program.
Really all they look for is that those are passed, or in the case of RIM
that we pass with a one, but they do like to look at the scores under
the other tests and really look at the program as a whole.
And if you can say so, were there additional cost-effectiveness tests
imposed within the company?

Bob Donaldson:

No, I think our primary driver is really the UCT test. Really that’s just a
cost-benefit internally within Progress Energy. It’s basically utility costbenefit and that’s probably the secondary driver behind it. Usually any
kind of DR program that’s going to pass RIM is also going to usually
pass UCT, and with the type of program we’ve had in place and we’ll
talk about some details, it’s clearly a cost-effective program.

Dan Delurey:

Okay, well you mentioned earlier that this is a relatively new program.
So let’s get an idea as to how new, how recently it was developed, and
how long it took to develop and so on.
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Bob Donaldson:

Yeah, as I alluded to earlier we actually launched the program in April
2009. As far as development time, it did take us about a year to a year
and a half to develop. As we said earlier we did start from scratch. I’ll
give a little background really on our organization as a whole.
Really back in 2007 there was not a very large DSM/EE group here
within Progress Energy Carolinas. It actually started with a group of
about four or five people and today it has grown into probably a size
of about forty or fifty.
So we were just launching an overall DSM/EE strategy and team to
support future programs. So with that, EnergyWise Home was actually
one of the first programs that was under early development and we
did some other things, just developing the program. We also did a
pilot program as well with thermostats, and I’ll talk about that in a
minute.

Dan Delurey:

And so in terms of just looking back when we talk about program time
line, did it go fairly smoothly? Did it take longer to do it or shorter
than you anticipated? And how much were you able to draw from
what you had done before?

Bob Donaldson:

Program development can be a long and tedious process, and it’s
really contingent upon a lot of regulatory requirements within your
particular jurisdiction and also the relationship you have with your
particular public staffs or your commissions.
We have a good relationship with ours, but still there’s a lot of
attention to detail given by both staff and the commission. We just
have to follow that process and answer a lot of questions. There are
data requests, a lot of informal and formal meetings, filing
requirements, and so on so forth.
So that process just had to be followed. I wouldn’t say it was
necessarily unanticipated, but it did take some time.
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Dan Delurey:

Okay, well let’s talk about design and development and again what
some of the things were that you faced either expected or unexpected
and how you shaped up the program at the outset.

Bob Donaldson:

Sure, there were a couple of issues we had to start with and some
things we needed to settle early on. One that I alluded to earlier was
the big decision—is it switches, or is it thermostats, or is it both? What
are the pros and cons? What are we most comfortable with? How
does it best fit our business strategy and what we want to do?

And we did make a decision earlier on to go one-way to help us get
that program launched early and I talked earlier about maturity in the
two-way market, but we just weren’t ready to go there yet.
So one of the issues early on was the paging network, and as a lot of
people are familiar with, there’s two ways you can go. Either you can
use internal networks that you have within your utility, or you can
maybe go outside and use public paging providers. So that had to be
vetted out.
Initially we wanted to do an internal network, but our IT and telecom
folks weren’t ready to support that, and with that we were forced to
go to public paging providers. So once we were put into that arena it
set forth a new set of challenges if you will.
We had to basically find frequencies that gave us relatively good
coverage in the area, at least the best we could find, and then
obviously we had to really start digging into the reliability of those
networks and those providers and so on and so forth.
Seeing what coverage they did have, what do we have to expand in
the future, where do they cover and not cover and so on and so forth?
So were two main issues. Switches and or thermostats and then the
paging network.
Dan Delurey:

We mentioned earlier that load control programs, at least by that
name, have been around for a while. Did you find precedent elsewhere
in using the type of network you were planning to use? And were you
able to get lessons learned from elsewhere as you began yours?

Bob Donaldson:

Yeah, we did. Like I said we did benchmarking with our other IOUs and
we did get people’s experiences with public paging providers. And as
you can imagine working with anybody in the telecom space or the
network space and in the public realm things are likely to change.
There’s mergers and acquisitions, assets are sometimes transferred,
licenses for towers or particular areas can either expire or they can be
taken over by someone else.
Case Study Interview:
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So those are the kind of things that we knew we’d be getting into and
we just had to keep a closer ear to the ground on those things, and
here again have a good relationship with the providers and know
what’s going on. So that was something that we had to keep an eye
on.
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Dan Delurey:

And any specific research that you decided you needed to do yourself
that you couldn’t get what you needed elsewhere?

Bob Donaldson:

Yeah, one obviously was utility benchmarking and that speaks for
itself. I won’t elaborate on that, but one of the big things we did up
front we did it for two reasons. We did a thermostat pilot in 2007 and
we did it—one reason is to evaluate that technology as it existed at
that particular time and evaluate various thermostats from a couple of
vendors.
The other thing we wanted to do from that was also get some early
M&V results from load control from those thermostats and our
benchmark. And our research shows that switches and thermostats
basically control in the same way. We felt like what M&V results we
got from a thermostat pilot we’ll be able to just use those to justify or
to support our program—if we went the load control program.
So we set out—we basically had two thermostat vendors. We had a
population. We recruited about a thousand customers. We took two
vendors and gave them five hundred customers each and we ran a
pilot for one summer and then we got an M&V vendor, and at the
time it was Summit Blue. We pulled them in and they performed an
evaluation over that summer period and evaluated the equipment and
the customers’ response to the control events and so on and so forth.
So we took a lot of that data to learn about thermostats and then
apply it to maybe what we wanted to do going forward.
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Dan Delurey:

Well let’s talk a little bit about technology and I think you’ve already
given us a picture of the technology that you were using. But what
were lessons learned in terms of the whole technology evaluation and
choice?

Bob Donaldson:

Sure. So as I said earlier we did thermostats in the pilot and what we
found was we found that they were just not as reliable as we would
like them to be to basically launch on a very large scale basis. We felt
like they were costly to install primarily with the labor costs associated
with appointments.
Every one of these we would have to set an appointment with a
customer and time would be required in a home. Some additional
HVAC-type skills were required to put in the thermostat maybe over a
load control. Also too we found that once we put a thermostat in the
customers’ homes that anything associated with an HVAC problem
they would really associate with a thermostat or the thermostat

installation and before
contract/technician.

you

know

it

we’re

their

HVAC

So it generally created more service calls for us. So just from that, not
only to the M&V results we got, but that really helped us make the
decision to go towards switches. We found then, and even now as
we’ve been in the program three years, we just found them to be
more reliable.
They’re less costly to install honestly from a time perspective but a lot
of what we do are really non-appointment-based type work orders.
Obviously air conditioning units are outside, as long as they’re not
with a locked gate or dog or whatever it might be. We don’t have to
set appointments for the customers and what we’ve also found is we
get less service calls with switches as well.
Dan Delurey:

But Bob do you see thermostats as sort of the ultimate next step in
these types of programs?

Bob Donaldson:

Obviously one thing that thermostats do provide—I guess you could
call it a pro some people may call it a con—is obviously a thermostat
provides more feedback and more information to a customer. It could
also be used as in home display if you will, it could be controlled
based on temperature in the home. In other words, a customer can
actually see if he has a temperature rise in the home and he can
actually see that.
Obviously with a switch it’s outside. It doesn’t give any feedback.
Obviously there are lights and LEDs on switches and so on and so
forth but customers typically aren’t focused on those.
A thermostat also, if a utility so chooses, they can basically use a
thermostat as an opt out means if you will. We allow customers to opt
out of control events basically through a phone call and that’s clearly
communicated when we install in our leave behind materials.

So thermostats have their place in particular programs and obviously
they’re popular in two-way technology. So they have their place and it
all depends on what utility business drivers are and what their needs
are.

Case Study Interview:
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Dan Delurey:

Okay, now the other part of the technology deployment was your
choice of the paging networks.

Bob Donaldson:

Yes, so basically what we looked at once we decided to go with
switches was we were going to go with one-way VHF paging. We
basically zeroed in on a couple of frequencies that were in the 150
megahertz range. We got us narrowed down basically to two public
providers, and one serves our entire eastern territory, the vast majority
of our territory North and South Carolina. But then we have another
provider up in our western region up around Asheville in the Blue
Ridge Mountains, and that is where we have air conditioners, water
heaters, and strip beat.
So one thing about when we initially started the program that we
were clearly up front to the commission and the public was we did not
have any coverage in South Carolina. There were just no providers at
the time. So we basically launched our program in North Carolina. We
launched it in the Raleigh-Triangle area and then expanded out and
over time we have expanded in to the South Carolina area and grown
the network if you will. So now we have probably about 95 percent
coverage across our territories.

Dan Delurey:

Okay, well let’s turn to bringing the program to customers and I guess
I have two thoughts or question areas. One is how did you decide who
to offer it to? And second, how did you offer it and what kind of
lessons did you learn there?

Bob Donaldson:

Sure—we decided to go with basically owner-occupied single family
homes early in the program. The primary reason behind that is when
we launched the program we wanted owner approval and we needed
owner approval or account authorization to install equipment.
So to start us off and to make it simple we can get owner approval
right off the phone or off the business reply cards. So we wanted to go
with owner-occupied single family homes first. We are now three
years into it. We are looking into the rental market, but obviously as
most utilities know, it brings in landlords and the property managers
and so on and a lot of times a lot of that is hard to sort out.
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Authorization or approval from those particular parties can be
sometimes cumbersome and difficult to get. It’s hard to track going
forward. So you’ll probably see, and I’m sure most IOUs that are either
listening to this or have DR programs know, that the landlord issue is
more cumbersome and more complex. So it requires more cost

regarding customer acquisition. So we wanted to keep it simple, start
on owner-occupied single family homes.
From a marketing perspective and promotion we really started with
direct mail. That is a tried and true channel which has been very
effective for us thus far even three years into the program. We did
include business reply cards with all our direct mail and we’ve tried all
kinds of different messaging.
Everything from environmental messages to promoting an easy
program to participate in. It’s safe, it’s fairly simple, and you won’t
notice much of an impact in your lifestyle. So we mixed it up from
colorful and creative to simple business letters, but just about in all
our direct mail campaigns we’ve included a business reply card and it’s
yielded probably about 75 percent of our enrollments.
We also have some of our customers’ email address. I would say
probably 40 percent of our residential customers we have email on. So
we do launch periodic email campaigns and then we’ve also done bill
inserts as well. Though not as effective, they’re fairly low cost and
we’ve done those periodically as well.
Dan Delurey:

Well in terms of direct mail I guess what I can conjure up here is that
when a utility customer gets an envelope from their utility that they’re
likely to open it more so than other things they might get?

Bob Donaldson:

They do. Me, I’m really an engineer by trade and I didn’t have a
tremendous amount of marketing experience, but earlier on we did do
some creative and then we went to a business letter and something
that was very simple and actually looked like a bill. A lot of consultants
and people with a little bit more experience than I had, had
mentioned that, “Hey, if you make it simple, make it look like a bill it’s
more likely to be opened.”
It did have our logo on and it looked like a bill and it would be
opened. And actually as we transition to the business letter we found
response rates actually to be better and they were actually obviously
simpler to develop and we could mix the messaging a little bit better.

Dan Delurey:

Interesting. And in terms of—this may not be the right time or place
to ask you this but I’m prompted to ask—why were customers
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responding? Were they seeking to better manage their bill, to reduce
their bill? Did they want to help out progress in becoming a more
efficient company overall?
Bob Donaldson:

Yeah, I think what we found out over time is that really more people
respond really in an effort to help out. Our incentive is relatively small,
but—it’s really here again from our benchmarking—we offer $25 a
year as long as you’re on the program and that’s for per load type if
you will.
So if you’re on it—it doesn’t matter how many air conditioners you
have. If you have one or if you have three you’re still going to be paid
$25 a year. But in our western region if you happen to have also—if we
install a new water heater in your strip heat you can get $25 for each
one of those.
So customers in our western region can get up to $75, but we found
that—this is back in December we did a customer focus group and we
found that really the incentive is not the main driver. People really
participate for other reasons.
People do want to help out and they do understand the value of
generation and basically energy and our energy resources in this
country. So they really basically wanted to help out and I think a
secondary thing is, is that it was simple and it’s easy.
A lot of people—a lot of positive comments we get is back to what I
talked about earlier was non-appointments. As long as a customer
doesn’t request one, we really don’t schedule one and a lot of people
are off at work. As long as we can get the air conditioner we’re good
but a lot of positive comments came back and said, “Hey, they came.
They showed up. They put it in. Hey that was easy. I really appreciate it
and I got my $25.” So and they really like the simplicity of that.
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Dan Delurey:

Did people have the sense that this was different then an energy
efficiency—a traditional energy efficiency program? And did they
understand back to their willingness to try and help out Progress in
the overall system, did they have any sense of what happens during
the peak period and all of that?

Bob Donaldson:

Yeah, I think as you probably know and probably a lot of people who
are going to listen to this is communicating demand response to the
general public is a little more difficult than energy efficiency. We do
find that some people in the program, in addition to the $25 that they
do get, they in some way (and we really try to avoid this as much as

we can in our messaging) is they expect that since we are controlling
their air conditioning and reduce it once in a while they are looking for
some additional energy savings on your bill and as you will know it’s
really energy neutral. And DR in general for residential is really energy
neutral.
And sometimes people expect a 10 percent reduction on their bill or
something of that magnitude and it doesn’t happen and those
particular people sometimes may be dissatisfied though they’re really
dissatisfied just because their savings didn’t materialize that they
perceive and it’s really not so much from comfort issues or control.
Control is another one sometimes that some customers never really
do quite grasp. We probably find more customers that think they’re
controlled a lot more than they ever are.
Obviously with any type of residential program, especially in air
conditioning, if they’re hot they want to blame it on the switch or
blame it on the thermostat or that kind of thing and I think you’re
going to deal with that in any kind of program but I don’t think it’s
more than any other type program and we have processes in place to
handle that.
Dan Delurey:

Okay, well you mentioned earlier about how you used outside
contractors and sort of am outsource or turnkey approach, but there’s
also the question of you still needed an inside team to develop this
and you had to work with other departments within Progress to
develop, design, and launch it. So talk for a moment if you would
about the internal part of that.

Bob Donaldson:

Sure, we do have a small program management team if you will. I’m
Manager of Demand and Response, and right now there’s within
Progress two programs, Energy Wise Home being one of them and
the C&I program being the other. On Energy Wise Home, other than
myself, I really have two full time employees that manage this
program and they’re assigned different responsibilities in the program.

So we have a lot of data management processes in place and that
consumes a lot of time. Over time we’ve also got some additional
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help. Occasionally we’ll call in some additional people from our
corporate communications group to assist us.
Sometimes we bring in people to help us, do field inspections, maybe
audit call center calls and things of that nature but primarily the team
is really myself and two others.
Dan Delurey:

And back to the issue of the outside resources that has worked fine
and that’s still under—you know what, can you remind us as to the
size of this program? And how many customers and how many you’re
headed towards and all that?

Bob Donaldson:

Yeah, after three years on the program we’ve got about 82,000
customers on the program and about 95 percent of those are
participating in our air conditioning program. We’ve got about 98
megawatts in actual air conditioning and summer load.
As far as our western load we’ve probably got about 5 megawatts
there. So I’m glad you brought that up.

Dan Delurey:

Okay, any lessons learned in terms of the turnkey approach that you
could reflect on?

Bob Donaldson:

Yeah, you talk about outsourcing and turnkey. I will say this. This is
probably a lesson learned over time. I think I would advise wherever
possible, and I’ve managed some AMR projects in the past, and I think
wherever you can have one head on the horse I think that’s very
advantageous. The fewer the amount of vendors or contractors you
can have the better off you are.
I’ll just talk to our vendors and what they’re responsible for. We have a
vendor basically for implementation, we have a vendor for technology,
which is our load management system and our switch, and then we
obviously have our paging providers.
So if you can look at the thing as a whole we primarily have those
three main vendors there. So sometimes we’ve got to make sure
everything is coordinated and everybody is on the same page and so
on and so forth.
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So a lot of times a turnkey or maybe one head on the horse will help
you manage that. But that’s what we currently do today.
Dan Delurey:

Okay, we talked a little bit about cost-effectiveness and let’s talk about
the cost side of that. And again this is something you’re starting it sort
of from scratch and so you’ve got to try and figure out a budget,

you’ve got to get it approved internally, it’s going to go in to your
cost-benefit or cost-effectiveness test and so on. So any challenges
there or was it pretty much straight forward?
Bob Donaldson:

It’s been pretty straight forward so far. We’ve been trying as well as we
could follow our projects that we had in our filing. It is public and it’s
out there on the NC Utility Commission site and the South Carolina’s
as well. We basically set out to acquire about anywhere from 30,000 to
about 20,000 customers per year over the first few years, about four or
five years.
So we’re pretty much right on track with that right now. We can easily
quantify most of what we do. Obviously we’ve negotiated switch
prices and things related to load management system software, and
we have unitized costs on our installs so it wasn’t too bad.
Probably one of the biggest challenges being faced in the budget is
really regarding marketing, and as you well know you’re going to
make a projection on how your markets are going to respond or what
they’re going to respond to but obviously it’s not going to be exactly
like you thought.
So marketing costs I think are always a little bit of a question mark
sometimes and sometimes a moving target if you will but so far so
good. Our direct mail has done well for us so far. Obviously three
years into a program we’ve got some of that low hanging fruit. So
we’re looking at some other channels from a marketing perspective.
We’re trying to engage more call centers and that type of thing.
We’re looking at a customer referral incentive type program. We’re
looking at incorporating renters—things like that to basically expand
our marketing efforts.
And just a moment on benefits. There’s a lot of discussion regarding
demand response programs these days about the qualitative benefits
and this has always been an issue with traditional energy efficiency
programs as well. Were you able to identify quantitative benefits that
allowed you to pass the test or did you have to delve into trying to
quantify the softer benefits? And softer is not the right word but I
think you know what I’m referring to.

Bob Donaldson:

Right, yeah. Well we have found thus far from an M&V perspective we
really just had—we’ve had one interim report done and we haven’t
had a final report completed yet. We will later this year. Earlier results
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show that as far as from a quantitative stand point we’re pretty close
to what we expected.
What’s nice about—with our load management system and the
technology in place—we have really had the ability to control at
different levels. I’m going to use just percentage levels if you will. We
can control at 50 percent cycling if we like or 65 or 75 and we’ve been
able to even test some of those in the field and basically see what
consumer response is to those.
So we can ramp up or down anywhere from even as low as a 33
percent type cycling strategy or all the way up to a 100. So what’s nice
is we have a flexible technology that we can control at different levels
during the day and really from a cost-effectiveness perspective if
there’s a certain amount of megawatts from participants we can get
that and we can set that up really pretty quickly.
So we’ve evaluated it that way and so far we’ve—early indication is
we’re pretty close to what we projected.
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Dan Delurey:

Okay, well let’s begin to move towards a conclusion here by looking
backward and talk a little bit about how you’ve evaluated the
program, what changes you’ve made and why and so on. So it sounds
like you’ve met program objectives that you originally set out for
yourself.

Bob Donaldson:

We have thus far. We are pretty much on track. One thing that is
getting more challenging is customer acquisition and basically that
marketing piece. I think anybody would attest to in DR programs or EE
programs over time and as you get more market penetration
obviously each incremental percentage you try to get it’s probably a
little tougher and a little bit more costly and you have to start getting
more creative.
So that’s one of the things. We’re probably getting into that space
right now where we’ve got to try a lot of different strategies, open a
lot of different channels and instead of getting—earlier on it was a lot
from one channel and direct mail but one thing we obviously learned
over time is now we’re going to get a little bit from a lot of different
channels and that’s what we have to do. So that’s probably our
challenge going forward.

Dan Delurey:

That prompts me to ask about different programs being offered to the
same customer and that often broadens what you hear in many places
today about the integration of energy efficiency and demand

response and so you had your direct mail piece going to a customer,
was it only on your program?
Bob Donaldson:

It was just for my program but I think I know what you’re driving at
and this is becoming more and more of a challenge. As I said earlier
on three years ago we didn’t have a lot of DSM/EE programs and
we’ve grown and added a lot of programs over time especially in the
EE space that’s residential and C&I.
And I think probably today we have probably up to a dozen programs.
So as you can imagine every one of those programs needs to be
marketed and promoted in some fashion. So what starts to happen is,
customers are starting to receive a lot of mail, they start to see a lot of
exposure to a lot of different programs.
So the market space tends to get saturated a lot with marketing
material. So that is getting to be a challenge is sharing that customer
among all programs. Another thing is trying to clarify all these
programs and the objectives and the benefits to customers of all these
various programs that they’re starting to see. So that is starting to get
a challenge going forward.

Dan Delurey:

Okay, well you’ve given us a pretty good idea of how customers
reacted the program along the way. So let’s talk about changes if any
that needed to be made and also on any changes that you plan to do
in the near future.

Bob Donaldson:

Right now as far as general goals and objectives we’re not really
touching on that too much. The general program design in
relationship to technology or load management system we’re really
not changing any of that.

And we do that continuously and basically look for towers or
transmitters that might be down and that would impact our paging.
So we’re doing that and we’ve got some reliability metrics that build
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around that paging network. So it’s almost sometimes I always wanted
to refer to it almost as a one and a half way if you will.
It is a one-way obviously to control and I don’t get any feedback but I
do get a general understanding of the health of our network 24/7 and
especially when we do control events. So that is something that we
didn’t do initially, hadn’t really planned but over time we migrated into
that and found a fairly inexpensive way to do that.
One of the other things as I talked about earlier related to marketing is
trying to grow our audience and basically expand it out to renters. So
we’re looking at a process now to do that. We have filed that with the
Commission and we hope to get that approved here very soon and
launch that process.
I talked earlier about expanding marketing and recruitment and
solicitation through call centers. We currently do some recruiting
through an external call center today.
We’re looking at moving that internal as well. Then we’re also going to
be offering a customer referral incentive program. In other words if we
have participants on the program that refer a neighbor or a family
member, whoever it might be, we’re going to give them an additional
$25 if they do that. We’ll be launching that here in the next month or
two.
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Dan Delurey:

Okay, well finally just take a moment and look back over your
shoulder. What kind of surprises came up? Or also what would you do
differently if you had to do it over again?

Bob Donaldson:

I think paging networks. I had not personally experienced their
reliability or I was not really up on the current state of that industry
and I had heard a lot of stories and quite frankly I have seen it for
myself. At times there were portions of our network that were very
unreliable and as such, number one, we decided to build closer
relationships with these particular companies, help them really
understand what the problems are and then we move quickly into
upgrading the network and monitoring it 24/7.
So once we’ve done that we’ve made great strides there in reliability.
So it was somewhat expected but unexpected as far as maybe how
bad it can be at times and it’s really interesting sometimes what
providers don’t know –about their network.

So we actually helped them and got them through that and made our
networks more reliable. So obviously I would recommend anybody
that gets into the space to look at it closely, monitor it in some way
and keep close relationships with your vendors.
As far as what we would have done differently I think looking back
three years into the program what I eluded to earlier about is opening
up more marketing channels I probably would have done that a little
bit sooner. Direct mail was yielding some very good response rates
and we were just humming right along then all of a sudden hit a brick
wall.
So we have had a few down months but we’re coming back up
primarily because we’ve opened up those other channels. So you got
to have a lot of foresight looking forward and opening other channels.
I would always encourage call centers.
Getting customers directly online if you can get them enrolled on
while you got them on the phone, if you can schedule an appointment
if you need to that type of thing but open other channels and be
looking ahead and don’t just rely on the old tried and true direct mail.
So I would definitely encourage that.
Dan Delurey:

Well Bob at this point is there anything that you haven’t had a chance
to tell us in this chat? Anything that you want to add?

Bob Donaldson:

I don’t think so. I did touch on the monitoring of the paging network. I
know that’s something maybe a little unique. Not everybody does that
but that was something that we did do and I did mention that. So I
think that’s it.

Dan Delurey:

Okay great. Well Bob, on behalf of ADS and the many viewers of this
Case Study Interview, I want to thank you for taking the time to be
with us today and good luck with your EnergyWise Home program
and the others that you will be involved and the company will try and
roll out.
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