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FOR ENERGY EFFICIENCY AND PEAK DEMAND REDUCTION
PORTFOLIO OF PROGRAMS

L. Introduction
Now comes Duke Energy Ohio, Inc, (Duke Encrgy Ohio) pursuant to Rule 4901:1-39-04,

Ohio Administrative Code (O.A.C.), and submits its proposed portfolio of energy efficiency and

demand reduction programs. Duke Energy Ohio is an electric distribution utility as defined in
R.C. 4928.01 (A)X®6), and is therefore required by R.C. 4928.66, et seq., to implement energy
efficiency and peak demand reduction programs designed to achieve energy savings.

Duke Energy Ohio submitted its last energy efficiency and peak demand reduction

portfolio for approval by the Public Utilities Commission of Ohio (Commission} on July 20,
In the Commission’s

The Commission approved the portfolio on August 15, 2012.

2011.
Opinion and Order, the Company was directed to file a new portfolio of programs to align its
In compliance with the

portfolio with its cost recovery mechanism in April of 2013.
Commission’s Order in Case No. 114393-EL-RDR, and the requirements set forth in Rule

4901:1-39-04 (A), O.A.C., Duke Energy Ohio submits its application for approval of a new

portfolio.
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4901:1-39-04(C) (1) Executive Summary

Duke Energy Ohio has a long history of implementing energy efficiency and peak
demand reduction programs. In 1992, Duke Energy Ohio formed a collaborative to develop and
implement energy efficiency programs to help reduce the electrical demand of customers. The
Company has worked effectively with its Collaborative since 1992. The Company has
continuously offered energy efficiency programs for its customers.

In 2006, Duke Energy Ohio filed an application with the Public Utilities Commission of
Ohio {Commission), seeking approval to implement a new expanded set of energy efficiency
programs.'  On July 11, 2007, the Commission approved the new set of energy efficiency
programs for impleme:nta.ttion.2 As part of the proceeding on the Company’s Electric Security
Plan (ESP)} in 2008, the Company filed an application for approval to implement its save-a-watt
set of energy efficiency programs.® As noted earlier, the Company filed the proposed programs
on July 31, 2008, and the Commission subsequently approved the save-a-watt set of programs on
December 17, 2008, for implementation for the years 2009 through 201 1.* On December 29,
2009, the Company filed an updated portfolio plan for approval.> The portfolio, except for pre-
paid metering, was approved on December 15, 2010, for implementation through April 15,
2013.°

In 2011, in an earlier attempt to bridge the gap between the misalighment of its portfolio

plan approved in Case No. 09-1999-EL-POR, and its expiring save-a-watt recovery model, Duke

! In the Matter of the Application for Recovery of Costs, Lost Margin, and Performance Incentive Associated with
the Implementation of Electric Residential Demand Side Management Programs by the Cincinnati Gas & Electric
Company. Case No. 06-91-EL-UNC, Application (January 24, 2006)

* Id. Opinion and Order, (July 11, 2007)

* In re Duke Energy Ohio's Application for an S0, Case No. 08-920-EL-S$S0, et seq., Application, (July 31, 2008)
* In re Duke Energy Ohio’s Application for an S50, Case No. 08-920-EL-SSO, et seq., Opinion and Order,
{December 17, 2008)

> In re Duke Energy Ohio’s Application for a POR, Case No. 09-1999-EL-POR, Application, (December 29, 2009)
% In re Duke Energy Ohio’s Application for a POR, Case No. 09-1999-EL-POR, Opinion and Order, (December 15,
2010)



Energy Ohio submitted an energy efficiency portfolio and cost recovery mechanism to the
Commission for its approval in Case No. 11-4393-EL-RDR, et al. The Company was able to
resolve most of the substantive issues in its application with most of the parties, in a Stipulation
and Recommendation that was filed with the Commission in November, 2011. After receiving
further direction from the Commission in its May 9, 2012 Opinion and Order, the Company
requested the Commission grant it a waiver of a Rule in Chapter 4901:1-39, O.A.C., and approve
its application based upon the information contained. The waiver was granted on August 15,
2012 within the Order approving the implementation of three new programs, as well as a shared
savings cost recovery mechanism. The three new approved programs were, 1) Low Income
Neighborhood Program, 2) Appliance Recycling, and 3) Home Energy Solutions.

With this Application, the Company secks approval pursuant to 4901:1-39-04 O.A.C., for
a new portfolio of energy efficiency and peak demand reduction programs. Also included in this
application is a request for a one-year extension of the approved shared savings cost recovery
mechanism approved in the Opinion and Order in Case No. 11-4393-EL-RDR. As stated in the
Opinion and Order, the Company is required to align the cost recovery mechanism with the
portfolio of programs. A one year extension of the shared savings cost recovery mechanism
would align with the portfolio with both expiring on December 31, 2016. The portfolio of
programs herein has been reviewed with the Duke Energy Community Partnership Collaborative
(DECP or Collaborative). The Collaborative was also given an overview of the results from the
assessment of potential study on February 7, 2013 that was filed in these proceedings on
February 19, 2013.

In support of its Application, Duke Energy Ohio also submits testimony in this

proceeding. Duke Energy Ohio witness Timothy J. Duff provides an overview of the



Application, the relevant incentive and recovery mechanism, and the PJM Capacity Auction.
Duke Energy Ohio witness Ashlie J. Ossege describes the details of the new portfolio with
respect to cost effectiveness and measurement and verification of outcomes. Duke Energy Ohio
witness Casey Mather explains residential program implementation, Duke Energy Ohio witness
Kevin A. Bright discusses the non-residential program implementation and Duke Energy Ohio
witness James E. Ziolkowski testifies concemning revenue requirements and rate implementation.

The following programs were proposed and approved by the Commission in the
Company’s program portfolio plan, Case No. 11-4393-EL-RDR, and are currently being
offered.” The Company proposes to continue these programs, in addition to adding a new non-
residential program, Energy Management and Information Services, and adding additional
measures to the Smart $aver® Residential program.

Residential Programs

Smart $aver® Residential

Residential Energy Assessments

Home Energy Comparison Report

Energy Efficiency Education Program for Schools
Low Income Services

Power Manager

Appliance Recycling Program

Low Income Neighborhood Program

Home Energy Solutions

7 In re Duke Energy Ohio’s Application for a RDR, Case No. 11-4394-EL-RDR, Opinion and Order, (August 15,
2012)



Non-Residential Pregrams

Smart $aver® Prescriptive

Smart $aver® Custom

Smart $aver® Energy Assessments
PowerShare®

Encrgy Management and Information Services

This portfolio of programs represents a comprehensive peak demand reduction and
energy efficiency plan of action. The approach being pursued through the continuation of
existing programs, introduction of a new proposed program and the addition of multiple new
measures and provide market access for cost-effective demand reduction and energy efficiency
for all customer classes. In addition to the Company proposed programs, Duke Energy Ohio also
offers the Self Direct program available to qualifying Mercantile customers.

Implementation of Duke Energy Ohio’s portfolio of programs is expected to enable Duke
Energy Ohio to meet or exceed the statutory benchmarks for peak demand reduction and energy
efficiency for the timeframe of this portfolio, January 1, 2014 — December 31, 2016.

In compliance with the requirements of 4901:1-39, O.A.C, included in this filing is an
updated Assessment of Potential. Duke Energy Ohio completed an energy efficiency market
potential study, The Market Assessment and Action Plan for Electric DSM Progv’amsg, that was
prepared by Forefront Economics Inc. and H. Gil Peach & Associates LLC to address any
potential gaps in its program offerings on January 07, 2013,

“The Market Assessment and Action Plan for Electric DSM Programs”™ (market potential
study) identifies levels of technical, economic, and achicvable market potential. The results are

compared with the programs previously developed through the Collaborative process and

® Filed on February 19, 2013 in Case No. 13-0431-EL-POR



adjustments will be made to the programs as necessary based on these findings. Exhibit 1 lists
the measures identified in the market potential study, a description of each measure and how
Duke Energy Ohio’s portfolio plan addresses incorporating the measure. Additional program

offerings may be filed with the Commission to seek approval, as appropriate.

4901:1-39-04(C) (2) Stakeholder Participation

As noted above, Duke Epergy Ohio works closely and cooperatively with external
stakeholders through the Collaborative process. The Company’s energy efficiency Collaborative
first began in 1992. Since that time, the Company has continued to engage with its Collaborative
members on the design and operation of existing programs as well as ideas for new programs.
Duke Energy Ohio seeks to obtain consensus approval from the Collaborative on proposals to be
filed with the Commission. This same approach was employed in the development of‘ the
Company’s current programs, which were filed and subsequently approved by the Commission
for implementation through December 31, 2013, and was used with respect to the portfolio of
programs that the Company is requesting approval of in this application.

4901:1-39-04 (C) (3) Other Public Utilities’ Programs

Although Duke Energy Ohio does not coordinate its programs with the other public
utilities, it does participate in ongoing dialogue with some of the other utilities to understand
both the successes and challenges associated with each company’s portfolios of programs. The
Company does coordinate the design and implementation of its programs with its affiliate utility
located in Northern Kentucky as well as with all other utility affiliates of Duke Energy (Duke

Energy Kentucky, Duke Energy Indiana, and Duke Energy Carolinas).



4901:1-39-04 (C) (4) Existing Programs

Duke Energy Ohio began implementation of its existing programs on August 15, 2012.
Bélow, the Company provides the response to the requested items for each of the existing
previously approved programs as well as a description of a proposed program and additional

information as required by O.A.C. 4901:1039-04(C)(5).

New Proposed Programs

The Company is proposing one new program within this application. The program is
called “Energy Management and Information Services”. This program was presented to the
Collaborative in fourth quarter 2012. Information related to this new proposed program is
discussed in the testimony of Duke Energy Ohio witness Kevin Bright, included with this
Application.

Descriptions Applicable to All Programs

In Rule 4901:1-39-04 (C)(5)(a) to (1), O.A. C., there are a few elements for which the
response is essentially the same for all of the existing and new programs. These are the
information requests under Rule 4901:1-39-04 (C)(5)(d), (e), (k), (1), O.A.C. The common
responses are provided below.

Rule 4901:1-39-04(C)(5)(d) O.A.C.: The Company is secking implementation approval
of three years duration for each program.

Rule 4901:1-39-04(C)(5)(e) O.A.C.: An estimate of the level of program participation is
included in the table provided in response to Rule 4901:1-39-04(C)(5)(b) O.A.C.

Rule 4901:1-39-04(C){(5)(k), O.A.C.: For the proposed market transformation activities,
if any, which have been identified and proposed to be included in the program portfolio plan, the

COMmon response 1s:



Promoting investment in energy efficiency measures and customer engagement will
advance the adoption of energy efficiency measures and behavior. The Company will continue
to examine the level of free ridership in each of these programs as a potential indicator of market
transformation.

Rule 4901:1-39-04(C)(5)(1) O.A.C.: The evaluation, measurement, and verification
plans for each program are provided in Attachment AJO 2, that is included with the testimony of
Ashlie J. Ossege.

4901:1-39-04 (B) - Cost Effectiveness of Programs

The cost-effectiveness test results for the new programs arc provided below in Table 1
below. Following the table are descriptions of each of the programs proposed for inclusion with
the Company’s Portfolio.

Table 1:

Program Cost Effiectiveness Test Results**

Participant
Utility Test TRC Test RIM Test Test

RESIDENTIAL CUSTOMER PROGRAMS

Appliance Recycling Program 5.06 6.98 240 NA
Energy Education Program for Schools 0.75 0.98 0.65 NA
Home Energy Solutions 1.37 1.93 1.26 4.31
Low Income Neighborhood 1.64 243 1.21 NA
Low Income Services 0.60 1.66 0.52 NA
My Home Energy Report 2.10 2.10 1.44 NA
Residential Energy Assessments 244 2.63 1.55 NA
Smart Saver® Residential 234 232 1.52 4.76
Power Manager 4,18 5.05 4.18 NA

NON-RESIDENTIAL CUSTOMER PROGRAMS

Smart Saver® Non-Reside ntial Custom 3.35 1.15 2.24 1.45
Smart Saver® Non-Residential Prescriptive 541 2.35 327 2.26
Power Share® 2.50 10.77 2.50 NA

NEW PROPOSED PROGRAMS
Energy Management and Information Services - Pilot 3.29 1.40 233 1.60

**Cost Effectiveness is calculated on NPV for life of measure




The following descriptions are in response to the requirements set forth in Rule 4901:1-39-04 (C)

.

Program Name: Smart $aver” Residential
(a) The Smart Saver® Program provides incentives to customers, builders, and heating,
ventilation and air conditioning (HVAC) dealers and weatherization contractors to promote
and install high-efficiency air conditioners and heat pumps with electronically commutated
fan motors (ECMs), as well as attic insulation and air sealing, duct sealing and insulation,
HVAC tune ups and lighting. These programs are promoted through trade ally outreach and
direct communication to customers using numerous channels such as direct mail,
community presentations and website promotions. In regard to lighting offers, online
promotions and social media have been particularly effective. In addition, the Company is
evaluating additional bulb types for the home such as indoor reflector floodlights, globes,
candelabras, A-line, dimmables and 3-way lamps etc. The Property Manager Program is
an extension of the CFL program and allows Duke Energy to target multi-family
apartment complexes.
(b) Regarding the basis for the load impacts, program managers and analysts produce the
impact estimates using industry information from a variety of sources, including but not
limited to, Morgan Marketing Partners, CleaResult, other utility program information and
evaluations, as well as the results of impact and process evaluations (EM&V) performed
on specific measures or programs.
An impact evaluation, titled “Process and Impact Evaluation of the Residential Smart $aver®
Energy Efficiency Products (CFLs) Program in Ohio”, September 2012 is provided as AJO

Exhibit F. In addition the evaluation titled “Evaluation of the 2009-2010 Residential Smart



$aver® HVAC Program in Ohio Results of an Impact Evaluation, January 2012” is provided

as AJO Exhibit G.
. 2014 2015 2016
kW 2,935 6,181 9,590
kWh 15,326,794 31,958,884 48,747,893
Participants 180,076 374,589 555,355

kW — Gross Cumulative Summer Coincident kW w/losses. kWh — Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of measures
installed)

(c) Residential
(d)Three years (2014 — 2016)
(e) See above (b)
(f) Duke Energy Ohio served homeowners currently residing or building a single family
residence, condominium, duplex or mobile home.
The Property Manager program is available to Duke Energy Ohio served apartments on a
residential rate.
(g) The Program will be promoted by, but not limited to:
a. Email
b. Bill Messages
¢. Bill Envelopes
d. Social Media
e. Direct Mail
f. Printed Collateral
g. Earned Media® :

h. Other Duke Energy Program collaboration efforts

® Earned media refers to favorable publicity gained through promotional efforts other than advertising.



(h) Third party vendors will be used

(i} The projected program budget:

2014 2015 2016
Annual Total Utility Costs | $ 4,012,190 1 § 45001151 % 4,744,926

(j} Varies by measure
(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
(1) The EM&V plans for each program are provided in Attachment AJO 2.

Program Name: Residential Energy Assessments
(a) Duke Energy Ohio provides an in-home assessment called Home Energy House Call.
Home Energy House Call is promoted primarily through direct mail and targets owner-
occupied, single family residences. The targeting also considers geographic location to
better align assessor resources to manage costs and maintain a positive customer experience.
The assessors are Building Performance Institute, Inc. certified and spend sixty to ninety
minutes with customers as they evaluate the home and explain ways to save energy and
money. The assessors offer low cost/no cost recommendations that encourage behavioral
changes and inform customers about energy efficiency considerations for higher cost
investment decisions like new HVAC or appliances. The assessors also install measures
from an energy efficiency kit while in the home.
{b) Regarding the basis for the load impacts, an impact evaluation titled “Process and
Energy Impact Evaluation of the Home Energy House Call Program in Ohio, May 2011 is

provided as AJO Exhibit E.



2014 2015 2016
kW 1,041 2,197 3,354
kWh 7,388,101 15,598,254 23,808,488
Participants 3442 7,267 11,092

kW — Gross Cumulative Summer Coincident kW w/losses. kWh — Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of households
participating)

(c) Residential

(d) Three years (2014 — 2016)

{(e) See above (b)

(f) Available to individually metered residential customers receiving concurrent service
from the Company. On-site assessments are only available to owner-occupied single
family residences with at least 4 months of billing history.

(g) Program participation is primarily driven through targeted mailings to pre-qualified
residential customers. To supplement this activity and keep acquisition costs low, e-mail
marketing will be used when targeted customers have elected to receive offers
electronically. Utilizing two different marketing channels will increase awareness levels
of the program, thus potentially increasing program participation.

Home Energy House Call program information and an online assessment request form is
available at http:/fwww.duke-energy.com/ohio/savings/home-energy-house-call.asp.

(h) Various third party vendors are contracted for program administration, customer
service/call center support and scheduling, and fulfillment of the energy efficiency kits. A
Building Performance Institute (BPI) certified energy specialist conducts the in-home
assessment.

(i) The projected program budget:


http://www

Annual Total Utility Costs

2014

2015

2016

1,200,482

$

1,329,197

$

1,337,520

(3) Not applicable

{k) The Company believes promoting investment in energy efficiency measures and

customer engagement will advance the adoption of encrgy efficiency measures and

behavior. The Company will continue to examine the level of free ridership in each of

these programs as a potential indicator of market transformation.

(1) The EM&V plans for each program are provided in Attachment AJO 2, attached to

Duke Energy Ohio witness Ashlie J. Ossege’s testimony.

Program Name: Home Energy Comparison Report (marketed as My Home Energy

Report)

(a) The Home Energy Comparison Report compares household electric usage to similar,

neighboring homes and provides recommendations to lower energy consumption. These

normative comparisons are intended to induce an energy consumption behavior change.

The Home Energy Comparison Report is sent via direct mail to targeted customers with

desirable characteristics who are likely to respond to the information.

(b) Regarding the basis for the load impacts, the impact estimates for this program are

from the most recent EM&V report(s) specific to this program, titled “Process and

Energy Impact Evaluation of the Home Energy Comparison Report Program in Ohio,

September 2011” and included as AJO Exhibit C.

kw
kWh

Participants

2014 2015 2016
18,140 18,177 18,177
59,197,947 59,318,683 59,318,683
253,000 253,516 253,516




kW — Gross Cumulative Summer Coincident kW w/losses. kWh — Gross Cumulative kWh
w/losses.  Participants — Cumulative Participants (refers to number of households
participating)

(c) Residential

{(d) Three years (2014 — 2016)

(e) See above (b)

(f) The audience is Duke Energy Ohio customers who are identified through demographic
information as likely to decrease energy usage in response to the information contained in
the My Home Energy Report document. These customers reside in individually-metered,
single- family residences receiving concurrent service from the Company.

(g) The Program will be marketed through direct mail. The Company is also exploring
the potential of providing the report to customers on-line or via mobile channels.

(h) The My Home Energy Report is sent via direct mail to targeted Duke Energy Ohio
customers with desirable characteristics who are likely to respond to the information. The
reports are distributed up to 12 times per year, however delivery may be interrupted
during the off-peak energy usage months in the fall and spring.

- (i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs | § 3,086,156 | § 3,093,205] § 3,095,526

() Not applicable

(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of

these programs as a potential indicator of market transformation.



() The EM&YV plans for each program are provided in Attachment AJO 2 to Duke
Energy Ohio witness Ashlie J. Ossege’s testimony.
Program Name: Energy Efficiency Education Program for Schools

(a) This program educates students in the classroom about sources of energy and cnergy
efficiency in homes, and it provides students the ability to conduct an energy audit of their
homes. After completing a home energy survey, participants receive an Energy Efficiency
Starter Kit. The program is promoted to teachers and school administrators. Classroom
material is enhanced by live theatre performances delivered to the entire school.

(b) Regarding the basis for the load impacts, the impact estimates for this program are
from the most recent EM&V repori(s) specific to this program, titled “Evaluation of

Duke Energy Ohio’s 2009-2011 ‘Get Energy Smart’ Program in Ohio”, December 2011,

and included as AJO Exhibit A.
2014 2015 2016
kw 85 171 264
kWh 965,842 1,931,694 2,988,094
Participants 8,000 16,000 24,750

kW — Gross Cumulative Summer Coincident kW w/losses. kWh - Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of households
participating)

(c) Residential

(d) Three years (2014 — 2016)

(e) See above (b)

(f) Eligible participants include Duke Energy Ohio residential customers who reside in
households with school-age children enrolled in public and private schools.

(g) The Program will be promoted by, but not limited to:

a. Direct mail



b. Email
c. Printed Collateral
d. Social Media
e. Earned media'®
The program focuses on core educational concepts, including:
© How electricity and energy are made
o0 Resources and uses of energy
o Ways energy is wasted
© How to conserve energy
(h) School principals are the main point of contact and will schedule the performance at
their convenience for the entire school. Once the principal has confirmed the performance
date and time, two wecks prior to the performance, all materials are delivered to the
principal’s attention for distribution. Materials include school posters, teacher guides,
and classroom and family activity books.

(1) The projected program budget:

2014 2015 2016
Annual Total Utility Costs | § 658,157 8 658,761 | $ 733,758

(j) Not applicable

(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of

these programs as a potential indicator of market transformation.

'° Earned media refers to favorable publicity gained through promotional efforts other than advertising.



(I) The EM&V plans for each program are provided in Attachment AJO 2, attached to
Duke Energy Ohio witness Ashlie J. Ossege’s testimony.
Program Name: Low Income Services

(a) The company offers a refrigerator replacement program that complements
weatherization services offered by other parties. The program is available to customers
with incomes up to 200 percent of the federal poverty leve] and may be offered through
Community Action Agencies or Non-Governmental Organizations.

(b} Regarding the basis for the load impacts, the impact estimates for this program are
from the most recent EM&V report(s) specific to this program, titled “Evaluation of
Duke Energy’s Low Income Refrigerator Replacement Program in Ohio, December

2011” and included as AJO Exhibit B.

2014 2015 2016
kW 17 33 50
kWh 107,938 215,876 323,813
Participants 85 171 256

kW — Gross Cumulative Summer Coincident kW w/iosses. kWh — Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of households
participating)

(c) Low income residential

{(d) Three years (2014 — 2016)

(e) Scc above (b)

(f) Qualified customers must have electric service through Duke Energy Ohio, own their
refrigerator, and have a household income equal to or less than 200 percent of poverty
level.

(g) Because the Refrigerator Replacement Program is dependent upon customer

participation in the other weatherization programs, all sign ups are handled by local



agencies during the weatherization process. Duke Energy is not currently marketing this

program.

(h) A third party vendor will complete the refrigerator replacement and will be paid by

the Company.

{i) The projected program budget:

Annual Total Utility Costs

2014

2015

2036

$

113,527

$

113,698

$

113,871

(j) Not applicable

(k) The Company believes promoting investment in energy efficiency measures and

customer engagement will advance the adoption of energy efficiency measures and

behavior. The Company will continue to examine the level of free ridership in each of

these programs as a potential indicator of market transformation.

(1) The EM&V plans for each program are provided in Attachment AJO 2.

Program Name: Power Manager

(a) This is a voluntary residential load control program that offers incentives to participating

customers who allow the Company to cycle their outdoor central air conditioning

compressor and fan during peak load periods between May and September.

(b) Regarding the basis for peak demand savings, an annual evaluation is conducted from a

sample of the Power Manager participants to determine the capability available from the

Power Manager customers and applied for that vear.

kW
kWh
Participants

2014 2013 2016
50,503 52,550 53,619

NA NA NA
51,944 54,049 55,145




kW —Cumulative Summer Coincident kW w/losses. Participants —kW load reduction at the meter
and prior to operability adjustments,

(¢) Residential
(d) Three years (2014 — 2016)
(e) Seec above (b)
(f) This program is avaiIabIé to Duke Energy Ohio residential customers residing in
owner- occupied, single-family residences with a functioning outdoor air conditioning
uhit.
(g) The Program may be promoted by, but not limited to:

a. Direct mail

b. Telemarketing

c. Promotion through other Duke Energy programs

d. Electronic channels such as Duke Energy’s website and email.
(h) A device is installed on participating customer air conditioning units by a vendor
contracted by Duke Energy Ohio. Once installed, the customer’s A/C unit can be cycled
off and back on during Power Manager events (May — September).

(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs | § 1920361 | § 1,994,626 1 § 1,875,440

(j) Not applicable

(k} The Company believes promoting investment in energy efficiency and demand
response measures and customer engagement will advance the adoption of energy
efficiency and demand response measures and behavior.

(1) The EM&V plans for each program are provided in Attachment AJO 2.



Program Name: Appliance Recycling Program

(a) The Appliance Recycling program will encourage customers to responsibly dispose of
older, functional but inefficient refrigerators and freezers. These are typically second or
third units in the home. Customers will have the old unit picked up at their home at no
charge and will receive an incentive for participating. Disposed units will have 95 percent
of material recycled with only 5 percent entering landfills.

(b) Regarding the basis for the load impacts, program managers and analysts produce the
impact estimates using industry information from a variety of sources, including but not
limited to, Morgan Marketing Partners, CleaResult, and/or other utility program
information and evaluations. Over time, as impact and process evaluations are performed
on this program, information and input specifically related to this program will be used

within future cost-effectiveness analyses.

2014 2015 2016
kW 2,189 4,378 6,566
kWh 8,135,751 16,271,502 24,407,254
Participants 4,875 9,750 14,625

kW — Gross Cumulative Summer Coincident kW w/losses. kWh — Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of appliances}

{c) Residential

(d) Three years (2014 — 2016)

(e) See above (b)

(f} The audience is Ohio residential Duke Energy customers that own one or more second
refrigerators and/or freezers currently in use. These residential customers reside in

individually-metered, residences receiving concurrent service from the Company.



(g) Program marketing will consist of direct mail, social media, and community
presentations and publications like newsletters. Point of sale messaging may also be
pursued with prominent appliance retailers. Customers will receive a $30 incentive check
for each of their qualifying appliance up to two units per year. Appliance pick up and
recycling is free to Duke Energy Ohio customers.

(h) Third party vendors will be used

(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs | $ 705,666 | $ 710,700 | § 711,883

(j) Not applicable
(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
(1) The EM&V plans for each program are provided in Attachment AJO 2, attached to
Duke Energy Ohio witness Ashlie J. Ossege’s testimony.

Program Name: Low Income Neighborhood Program
(a) The Duke Energy Ohio Neighborhood Program takes a mon-traditional approach to
serving income-qualified areas of the Duke Energy Ohio service territory. The program
engages targeted customers with personal interaction in a familiar setting. Ultimately, the
program aims to reduce energy consumption by directly installing measures and educating
the customer on better ways to manage their energy bills.
(b) Regarding the basis for the load impacts, program managers and analysts produce the

impact estimates using industry information from a variety of sources, including but not



limited to, Morgan Marketing Partners, CleaResult, and/or other utility program
information and evaluations. Over time, as impact and process evaluations are performed

on this program, information and input specifically related to this program will be used

within future cost-effectiveness analyses.
2014 2015 2016
kW 339 679 1,018
kWh 1,261,802 2,523,604 3,785,406
Participants 1,339 2,678 4,017

kW — Gross Cumulative Summer Coincident kW w/losses. kWh -~ Gross Cumulative kWh
w/losses. Participants — Cumulative Participants (refers to number of households
participating)
(c) Low Income Residential
(d) Three years (2014 - 2016}
(e) See above (b)
(f) This program will be available to both homeowners and renters occupying single family
and multi-family dwellings in the target neighborhoods that have electric service provided
by Duke Energy Chio.
{g) The marketing strategy for this program will focus on a grassroots approach. The
Program will be promoted by, but not limited to:

a. Direct mail

b. Social media

¢. Door hangers

d. Press releases

e. Community presentations and partnerships

f. Inclusion in community publications such as newsletters, etc

(h) Third party vendors will be used



(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs | $ 505,108 $ 505,291 1 $ 505,627

(j) Not applicable
(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
() The EM&YV plans for each program are provided in Attachment AJO 2, attached to
Duke Energy Ohio witness Ashlie J. Ossege’s testimony.

Program Name: Home Energy Solutions
(a) Home Energy Solutions is an approach to delivering energy efficiency solutions
designed to offer customers energy savings and the ability to participate in demand
response programs. Utilizing smart grid enabled consumer technology; this program
provides customers with an engagement and energy management platform and the
functionality to potentially enable a variety of demand response opportunities that will
allow customers to realize significant benefits. The energy management platform will
allow customers to potentially integrate and manage the energy consumption of a number
of devices in the home, offering customers critical feedback and the potential for demand
response applications for high use energy devices. Examples include:
e Thermostats
¢ Electric Water Heaters

¢ Pool/Spa Pumps



This capability has the potential to expand to include other device types over time, such
as electric vehicle charging stations and smart appliances, where available. Customers
will have the capability to set preferences on how and when these devices use energy
based upon their personal comfort, energy savings goals and the current enecrgy rate.
Customers will also have remote access to their engagement platform and energy
management system via a web browser and smart phones. The program is designed to
increase customer engagement and understanding of their energy consumption.
Additionally, including this product in the portfolio has the potential to increase customer
interest in participating in time differentiated pricing opportunities.

(b) Regarding the basis for the load impacts, program managers and analysts produce the
impact estimates using industry information from a variety of sources, including but not
limited to, Morgan Marketing Partners, CleaResult, and/or other utility program
information and evaluations. Over time, as impact and process evaluations are performed
on this program, information and input specifically related to this program will be used

within future cost-effectiveness analyses.

2014 2015 2016
kw 532 4,062 9,012
kWh 843,112 6,435,752 14,276,690
Participants 1,440 10,992 24,384

kW — Gross Cumulative Summer Coincident kW w/losses. kWh ~ Gross Cumulative kWh
w/losses.  Participants — Cumulative Participants (refers to number of households
participating)

(c) Residential
(d) Three years (2014 - 2016)

{e) See above (b)



(f) The audience is residential Duke Energy OChio customers. These customers reside in

individually-metered, owner-occupied, single-family residences receiving concurrent

service from Duke Energy Ohio. In addition, customers are required to have a broadband

internet conmection, central heating/AC system and 12 months of historical energy usage

information. Any customer meeting these requirements is eligible for the program.

(g) The marketing strategy for this program will follow a more traditional consumer

electronics industry model. The Program will be promoted by, but not limited to:

a. Direct mail

b. Email/online marketing

¢. Social media

d. Press releases

e. Radio/TV advertisements

f. Print advertiscments

(h) Third party vendors will be used

(i) The projected program budget:

Annual Total Utility Costs

2014

2015

2016

$

1,291,536

$

6,251,543

$

8,176,318

(7)) The full extent of the direct customer costs associated with this program is not fully

known at this time. Duke Energy Ohio is in the process of selecting a third party vendor

to administer the program, which will ultimately determine the amount of incentive that

the Company will be able to provide to offset the equipment cost necessary for

participation. The amount of the incentive in not determined at this time but will be

implemented at a level that retains the cost effectiveness of the program.



(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
(1) The EM&YV plans for each program are provided in Attachment AJO 2.

Program Name: Non-Residential Smart $aver® Prescriptive
(a) The Smart Saver® Prescriptive program consists of over 250 measures including but not
limited to the five broad technology categories of: Lighting, HVAC, Motors/Pumps/Drives,
Energy Star Food Service Equipment, and Process Equipment. The incentives offered are
designed to offset a portion of the capital cost of moving to higher efficiency equipment.
Incentives are also offered to offset the cost of proactive maintenance on existing
equipment. The incentive amounts are known to the customer before they undertake their
project, so the customer can proceed with their project and submit documentation after
installation,
(b) Regarding the basis for the load impacts, program managers and analysts produce the
impact estunates using industry information from a variety of sources, including but not
limited to, Morgan Marketing Partners, CleaResult, other utility program information and
evaluations, as well as the results of impact and process evaluations (EM&V) performed
on specific measures or programs. The evaluation titled “Evaluation of the Non-
Residential Smart $aver® Prescriptive Program in Chio Results of a Process and Impact

Evaluation, August 2010” is provided in AJO Exhibit D.

2014 2015 2016
kw 10,273 21,091 31,447
kWh 54,546,177 112,442 246 170,492,831
Participants 418,085 859,052 1,286,767




kW — Gross Curmnulative Summer Coincident kW w/losses. kWh ~ Gross Cumulative kWh
w/losses. Participants — Cumulative Participant (refers to number measures installed)

{c) Commercial, industrial and government facilities
(d) Three years (2014 - 2016)
(e) See above (b)
(f) All non-residential customers served by Duke Energy in Ohio are eligible for the Smart
$aver® program. Although customers may choose to opt-out of the Duke Energy program
and energy efficiency rider, none of its customers have selected to opt out to date.
(g) The Program will be promoted by, but not limited to:

a. Existing market channels, equipment providers and contractors.

b. Email

c. Newsletters

d. Direct Mail

e. Duke Energy website

f. Account and Segment Managers
(h) The program offers predefined incentives based on current market assumptions and
Duke Energy’s engineering analysis. The eligible measures, incentives and requirements
for both equipment and customer eligibility are listed in the applications posted on Duke
Energy Ohio’s Business and Large Business websites for each technology type.

(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs 3 55574151 % 5,948,166 | $ 6,386,117

(j) Varies by measure
(k) The Company believes promoting investment in energy efficiency measures and

customer engagement will advance the adoption of energy efficiency measures and



behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
(I) The EM&YV plans for each program are provided in Attachment AJO 2.

Program Name: Smart $aver™ Custom
(a) The Smart $aver® Custom program is intended to capture quantifiable energy savings
from projects that do not fit into the Prescriptive portfolio. A key difference between the
Prescriptive and Custom programs is that the current Custom program requires that the
customner submit an application before they begin their project. Proposed energy efficiency
measures may be eligible for Custom Incentives if they clearly reduce electrical
consumption and/or demand. Application forms are available on the Duke Energy
ersite under the Smart $aver® Incentives Business and Large Business tabs. Once a
project is submitted, it undergoes a technical review to validate the wviability of the
technology and the reasonableness of the energy savings claims. After the technical review,
the energy savings are modeled against the customers load profile (or a representative load
profile) to calculate the avoided energy and avoided capacity associated with the installation.
At this point, the customer is tendered an incentive offer. Provided the customer
acknowledges acceptance of the offer and completes the project, the customer is issued an
incentive check after providing documentation showing completion of the project. Duke
Energy Ohio rescrves the right to adjust the incentive amount paid either up or down should
the installation deviate from what was originally submitted. Potential incentive amounts are
based on the avoided energy and avoided capacity produced by the measure(s).
Additionally, Duke Energy continually considers program process improvements that might

enable greater participation. One such anticipated change is calculation assistance for



customers that have proposed cnergy efficiency projects of sufficient value, as
determined by Duke Energy, but that lack internal or other resources to perform the
engineering calculations required by the Custom Incentive program.

Both the Smart $aver® Prescriptive and Custom programs allow for customers to either
receive their incentive checks directly, or to assign them to a vendor, provided the vendor
reduces the amount invoiced to the customer by the amount of the incentive.

(b) Regarding the basis for calculating energy savings and peak demand reduction, the
technical review feature of the program serves to uniquely evaluate each project for its
energy and capacity savings based on standard engineering methods for calculating and/or
modeling energy savings against the appropriate baseline for the energy conservation
measure(s) within the proposed customer project. The values presented below are based on
historical program participation, impacts per customer project as identified in the technical

review for historical projects and anticipated program growth.

2014 2015 2016
kW 3,330 6,827 10,498
kWh 29,173,257 59,805,176 91,968,691
Participants 19,500 39,994 61,503

kW — Gross Cumulative Summer Coincident kW w/losses. kWh — Gross Cumulative kWh
w/losses.  Participants — Cumulative Participants (refers to number of measures
installed)

(c) Commercial, industrial and government facilities

(d) Three years (2014 — 2016)

{(e) See above (b)

() All Duke Energy Ohio non-residential customers who have not opted out are eligible
to receive Custom Incentives.

(g) Program promotional channels will include, but not be limited to:



a. Equipment providers, contractors, engineering firms and other trade allies.

b. Email

¢. Newsletters

d. Direct Mail

e. Duke Energy website

f. Account and Segment Managers
As described in section (a), incentives are based on avoided energy and capacity of the
project and serve to aid customers in overcoming financial hurdles to implementing
projects.
(h) The Custom Incentive Program was implemented in 2009 and will continue forward
as an ongoing program with processes as described in section (a).

(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs $ 4823123 | 52446771 § 5,705,799

(j) Varies by measure
(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.
(1) The EM&V plans for each program are provided in Attachment AJO 2.

Program Name: Smart $aver® Assessments
(a) The Smart $aver® Assessments program purpose 1s to assist non-residential customers in

assessing their current or planned energy usage and providing recommendations for more



efficient use of energy. The program will also help identify those customers who could
benefit from other Duke Energy Ohio Energy Efficiency non-residential programs.
{(b) Ali impacts captured as a result of Energy Assessment recommendations are assumed to

be captured and recorded in Duke Energy Ohio’s non-residential incentive programs.

2014 2015 2016
kw NA NA NA
kWh NA NA NA

Participants NA NA NA

(c) Commercial, industrial and government facilities
(d) Three years (2014 — 2016)
(e) Participation from customers who receive an encrgy assessment and elect to
implement recommendations is captured in other non-residential programs.
(f) All Duke Energy Ohio non-residential customers who have not opted out are eligible.
Duke Energy reserves the right to decline to participate in an assessment if the Company
believes there is not sufficient opportunity to justify the cost of an assessment.
(g) Promotional channels will include, but not be limited to:

a. Duke Energy Ohio website

b. Account and Segment Managers
Duke Energy Ohio shares in the cost of energy assessments. Additionally, Duke Energy
Ohio may provide some reimbursement of the customer’s portion of the assessment costs,
where applicable, if projects are implemented as a result of recommendations in the
assessment report.
(h) Assessments vs'rill be provided by Duke Energy Ohio or a qualified third party.
(1) Program costs as a result of Energy Assessment recommendations are recorded in Duke

Energy Ohio’s non-residential incentive programs.



(j) Varies by audit type
(k) The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior,
(1) The EM&YV plans for each program are provided in Attachment AJO 2.

Program Name: PowerShare”
(a) PowerShare® is Duke Energy Ohio’s demand response program offered to commercial
and industrial customers. The program offers various options for customers to choose from.
(b) Regarding the basis for peak demand savings, an annual evaluation is conducted on

participants to determine the capability available from the PowerShare® customers and

applied for that year.
2014 2015 2016
kW 37,395 38,463 39,532
kWh NA NA NA
Participants 35,000 36,000 37,000

kW — Cumulative Summer Coincident kW w/losses. Participants — kW load reduction at
the meter

(c) Non-residential customers
(d) Three years (2014 — 2016)
(e) See above (b)
() All non-residential customers who are able to meet the load shedding requirements.
(g) The Program will be promoted by, but not limited to:
a. Account and Segment Managers
(h) In the QuoteOption portion of the program, customers receive notice of a price offer
from Duke Energy Ohio to reduce load. Based on the price offered, the customer makes the

decision as to whether or not they will reduce load. If a customer elects not to reduce load,



there are no penalties for declining participation in the event. Participation is purely
voluntary. The customer only receives a credit for the number of kilowatt-hours they
reduced during the event, multiplied by the price offered by Duke Energy Ohio.

Under the CallOption program, customers receive a monthly credit for providing Duke
Energy Ohio with the right to call on the customers load during emergency situations. Each
of the CallOption offers contain an emergency provision wherein the customer agrees to
provide a maximum number of interruptions for curtailments initiated by the Regional
Transmission Operator, PIM Interconnection, Inc., (PJM). The maximum number of events
is dictated by PJM, and is currently 10. But, the customer also has the option to agree to
provide load for economic events. Under the CallOption program, the customer agrees to a
predetermined price at which Duke Energy Ohio has the right, but not the obligation, to
initiate an event. If an economic event is called, the customer receives an energy credit for
reducing load during the event that is equal to the predetermined price for energy, less the
base cost of energy that is embedded in their rate.

(i) The projected program budget:

2014 2015 2016
Annual Total Utility Costs 3 1,6978791 § 2,199609] $ 2,336,153

(3) Not applicable

(k) The Company believes promoting investment in energy efficiency and demand
response measures and customer engagement will advance the adoption of energy
efficiency and demand response measures and behavior.

(I) The EM&V plans for each program are provided in Attachment AJO 2.

The following descriptions are in response to 4901:1-39-04 (C) (5).



Additional Program
With respect O.A.C. Rule 4901:1-39-03(B) Program Design Criteria:
Energy Management and Information Services (EMIS) - Pilot

(1) Cost Effectiveness

Utility Test TRC Test RIM Test Participant
Test
EMIS 3.29 1.40 2.33 1.60

(2) Participating customers will have the opportunity to realize several key benefits by
participating in the EMIS program: (a) reduce their energy consumption and cost; (b}
increase awareness of how their buildings are using energy and whether or not that usage
is efficient; (c) implement low cost energy saving operational measures typically related
to building control systems; (d) optimize their control system strategies; (e) gain access to
benchmarking data for similar buildings; and (f) interact with energy analysts on a
regular basis who will provide energy consulting expertise. The participating customers
will in turn provide significant energy and capacity benefits benefitting the entire system
including non-participating customers.
(3) In order to enter into the EMIS pilot program, customer eligibility requirements
include the following criteria:

A. The program is available to existing individually metered non-residential buildings

occupied by a commercial business or institutional customer that cannot be classified

as new construction. A landlord consent agreement must be executed when the

customer does not own the occupied facility.



B. The building space must fall into one of the following categories: office space
(private, commercial real estate, government, institutional, manufacturing),
college/university (e.g., individually mectered administrative and classroom
buildings), small hospitals (less than 7,000,000 kWh/year) and medical office
buildings, large retail (big box or anchor stores), K-12 schools.
C. Since the EMIS vendor receives its interval data from Duke Energy’s centralized
meter data management system, the building must have a Duke Energy billing meter
associated with the building.
D. Annual electric expenditure greater than $60,000 or annual energy usage greater
than 850,000 kWh.
E. The customer must have an existing building management system (BMS) or other
form of central control of HVAC equipment.
Duke Energy Ohio has used a fairly conservative customer adoption rate of 17%
cumulative participation of the eligible market through 7 years for the EMIS program.
Adoption rates could increase through additional marketing efforts as well as through
referrals and “word of mouth” sales by participating customers.
{(4) Regarding the basis for the load impacts, program managers and analysts produce the
impact estimates using industry information from a variety of sources, including but not -
limited to, Morgan Marketing Partners, CleaResult, and/or other utility program
information and evaluations. Over time, as impact and process evaluations are performed
on this program, information and input specifically related to this program will be used

within future cost-effectiveness analyses. Based on the projected participation, the



forecasted energy savings and peak demand reduction associated with the EMIS program

are summarized in the table below:

2014 2015 2016
Gross Cumulative Summer Coincident kW w/Losses
384 384 384
Gross Cumulative kWh w/Losses
1,776,983 | 1,776,983 | 1,776,983
Cumulative Participants (Note 1)
1,806 1,806 1,806

Notes

1. Each participate represents 1,000 square feet of heated/cooled building area

The EM&YV plans for each program are provided in Attachment AJO 2, attached to Duke
Energy Ohio witness Ashlie J. Ossege’s testimony.

(5) The EMIS program will have several non-energy benefits. First, customer
satisfaction will likely increase because the customers will now have 24/7 intemet-based
access to their building energy usage profile (up to and including the previous day’s
interval data) as well as alerts for energy anomalies. In some cases, the EMIS may be
able to help customers find maintenance issues with their equipment (e.g., chiller
compressor failure).

(6) Given the nature of the program, th¢ EMIS program is solely targeted at non-
residential customers. Other energy management offers are being piloted in the
residential customer space. The residential offers are specific to home energy use,
whereas the EMIS offer is focused on commercial control systems, which are not present
in homes.

(7) The EMIS program will primarily benefit retrofitting existing capital stock. It is
hypothesized that the combination of customers having 24/7 internet-based access to their

building encrgy usage profile as well as alerting to energy anomalies This will create



customers who are energy-savvy and will likely be more aware and engaged when it
comes to energy issues. In‘ addition, the EMIS will provide insights into other energy
reduction opportunities such as prescriptive and custom incentives in a customer’s
building. Finally, the program will provide energy benchmarking and collaboration
opportunities with other similar buildings.

(8) Duke Energy Corporation is working to reach agreement on a contract with multiple
vendors to develop the EMIS software-as-a-service solution across all five of its
jurisdicﬂons. Hence, the Company is planning to take advantage of the economies of
scale in the vendor pricing. The EMIS program structure as currently proposed does not
possess easy “plug-and-play” capabilities for integrating with other utilities’ programs, if
such programs even exist. Duke Energy Ohio will continue to cooperate with other Ohio
utilities to determine potential savings available through integration of programs.

(9) One of the key features of this program is the bundle of measures that the customer is
responsible for installing. The customer agrees to implement a negotiated bundle of
energy-savings operational measures with a simple payback of two years or less within 6
months. Any other capital-type items such as light fixture replacements or lamp/ballast
retrofits will be done outside this program under Duke Energy Ohio’s existing
prescriptive and custom incentive programs. The bundle of measures will contain
measures with paybacks shorter or longer than 2 years. The customer has input as to the
measures that make up the bundle. The customer will also commit to spend up to $0.10
per square foot of building heated/cooled area ($/s.f) to implement measures. The
customer can opt to spend more than this amount if the investment is attractive. The

customer also has the responsibility to obtain bids, negotiate scopes of work, pay for



material/labor and approve the completed measures in the bundle. The customer can
choose to use either internal or external labor for implementation.

(10) Duke Energy Ohio is using its energy efficiency supply chain to solicit and select
vendors. A detailed scope of work was issued for vendors to review and submit bids. Unit
pricing was requested from the vendors for fixed and variable components so that apple-
to-apples comi:arisons can be made between vendors. Each of the vendors was
encouraged to partner with other firms to provide a best-in-class proposal for each of the
program elements.

(11) Several market barriers exist in the EMIS space preventing customers from
participating in this space by themselves without the help of the utility. Duke Energy’s
EMIS program design has been developed to minimize these barriers:

Lack of capital: the initial cost of the vendors’ software-as-a-service offers prevents
customers from making the investment. The incentive structure has been designed to
minimize this barrier. Duke Energy will pay upfront up to 50% of the customer’s
program costs (EMIS software, focused building assessment, periodic energy analyst
interaction, and annual software license fees) in exchange for the customer’s commitment
to implement energy saving measures identified by the software and the energy analyst.
Lack of knowledge and education: some customers may lack knowledge in the area of
EMIS. Duke Energy will develop informative sales collateral and conduct demonstrations
to increase customer knowledge.

Habitual management practices/ lack of resources: facility managers and maintenance
staff may be entrenched in their routines, continuing to manage and maintain the building

as they have always done. Also, customers may have reduced their energy management



staff as a result of financial challenges. The remaining staff may be performing other
activities, as well. If the customers are made responsible for the energy analysis and
opportunity analysis associated with this program, then the adoption rate will likely be
small. In order to address this issue, a component of the EMIS offer will provide third
party energy analyst expertise to conduct the analysis and make the recommendation for
the customers, as well as regularly checking in with the customer.

Analysis of the EMIS universe: Duke Encrgy has performed the screening of EMIS
vendors for the customers. This is a very time-intensive and technically detailed effort,
which now does not have to be performed by the customers, who may lack the resources
to do it themselves.

(12) In developing the program, Duke Energy Ohio evaluated similar program offerings
by other utilities in the U.S. and Canada. Another key way in which Duke Energy Ohio
worked in a collaborative environment to gain knowledge in developing the EMIS
program was through the Consortium for Energy Efficiency (CEE). CEE members
include many utilities that are testing or studying similar types of programs. In addition,
Duke Energy Ohio also worked with many EMIS vendors to glean from their successes
and failures.

(13} The Company believes promoting investment in energy efficiency measures and
customer engagement will advance the adoption of energy efficiency measures and
behavior. The Company will continue to examine the level of free ridership in each of
these programs as a potential indicator of market transformation.

THEREFORE, consistent with the information provided above as supported by the

Company witnesses in testimony included with this Application, Duke Energy Ohio respectfully



requests that the Commission approve the extension of the current cost recovery mechanism
proposed, along with the new energy efficiency and peak demand reduction programs for

inclusion within its existing portfolio.

Respectfully submitted,

J] W

my B. Spiller (0047277)
Deputy General Counsel
Elizabeth H. Watts (0031092)
Associate General Counsel

DUKE ENERGY OHIO

155 East Broad Street, 21st Floor
Columbus, Ohio 43215

Phone: 614-222-1330

Fax: 513-419-1846

Elizabeth. Watts @duke-energy.com
Amy.Spiller@duke-energy.com



mailto:Elizabeth.Watts@duke-energv.com

requests that the Commission approve the extension of the current cost recovery mechanism
proposed, along with the new energy efficiency and peak demand reduction programs for

inclusion within its existing portfolio.

Respectfully submitted,

my B. Spiller (0047277)
Deputy General Counsel
Elizabeth H. Watts (0031092)
Associate General Counsel
DUKE ENERGY OHIO

155 East Broad Street, 21st Floor
Columbus, Ohio 43215

Phone: 614-222-1330

Fax: 513-419-1846

Elizabeth. Watts@duke-energy.com
Amy.Spiller@duke-energy.com



mailto:Amv.Spiller@duke-energy.com

EwEwmmmﬂm nmu mEEmEm pue mmhsmmmi

0O0Nd pasesial aq 0} }84 Aq psjoedun aq | pue juiod sy}
1B UIElaD Jou Inq |22 95 UO paseq UONRIBpISUOD Japuf

dHD '18mod pue JesH pauiguio)

uoneIauRs)
pajig-18LI0)SNY)

£2-0

‘lelBoid wojsny
laaeg Lews ybnony ajqe|ieay uojediosed oiaz pey ing
wesfoid aadussald 18ABS LG SU} LILNIA Papnioul DU

Isysepn
s81Jj0}0) [eosswnLoy) JB)g ABlaul

AlpuneT pue Bupjoo)

92-0

weiboud
anjduosald Jeaeg Yews ey} ybnoiy) peiago Ajueund

BulpjoH pue dsid pood4 3H

AipuneT pue Bunjoos)

82-0

"IPhE BUILDISSILULLIOD & JaR0 LUDINOAA ‘SIIphE Jayo Apeslly

Jpny BUUOISSILILIOY Juelnejsey

ApuneT pue Bunjoc)

g2

"SS9UIAROSS |S0D JuUIIBpI0] SEY OS|e Ing
‘wedbosd woisny jane¢ pews ybnouy) sigejreny "welboud
oAlldIIosald AU} 10} BADOYS-1S00 JOU @le SPoJjel MOPUIAA

ooklded Zi 00SL SMOPUIAA 8-Man

Bujuopipuosy eoedg 130

‘wiesbosd welsns lased Peuwls pue (518
‘s7)y wioos ‘syun Arepun ‘spun doyoo ‘siafiya) welbold
aanduoseld Jeneq Hews ay) ybnosyy paisyo Ajuauny

wawdinbg D¥AH MeN Wniwly

Buluoypuod soedg 90

8-0

woisnn pue (sdn-auny sefjiys) werbold
aanduosald 1aned Hews syl ybnolyy paseyo Ajuelngd

Jedey
pue uopeziwundp HyAH ebleq

Buiuompuon aseds 90

6-0

weiboud
aaduosely Jeneg pews ay; ybnoiyy pessyo Ajuaind

Wijid MOPUIAR

Bujuoypuoy) aoeds g0

S0

‘welboid wosng eyl ybnoiyl s|qejleAy

MBN Zl 0051 SMOPUIAA B-M0T

Buuonipuc) acedg g0

0

‘Buiji4 oljopI0d MaN Y1 Ui papnjoul

aq |im (SINT) weysAs uanewlou) uawabeuey ABisug
|y "paloyuow Ajsnonupuos aq jsnw Bujuolssiwwos
‘awup Jono peujeisns oq o} sBulaes sy) Joj 1apio U]

a)I7 BuluoISSIULION-0Njax /ey

Bujuopipuog ecedg 9D

"palojucl Ajshonuiuos

24 1sNW BUIUCISSILILLOD ‘SWI) JSAD paule)sns ag o) sBulaes
ay] 1o} 1opte U "aj| ainseauws yoys e o) enp welboid jaaeg
HEeLS By} Joj UO)EIDPISUOD 18pUN JoU S| 8INSESLW Sig]

maN — Buiuolssiwuinn

Bujuoyipuog soedg gD

gJo1adeq

‘sjoedwi] aAdIYdE O} ABM aAl0aye

-1500 B 2| WaSs Jou pIp SIU} 'SHIUN MU IO} BAUSIUI
ue Aed am Bunapisuo) PO sleak Z punole Luo alam
abieyo uoneiabuyal e pasu 0] punoy aism JBY) sHUN By

10 150w ‘sisAjeue sy} uo paseq ‘osjy sjedioiped o} AjgyIun

alam si1awwo)sno ‘18)4o ey} jo Hed jou sem Buisay ey

JO 1509 By} J| "aANoale-JsoD jou sem ebieyo Juelabuyel e
pasu 0} punoy aq jou Aew Jo Aew ey} s)un Bugse) Joy 3s00
ondn ay) ynsey Jea|n Ag powlostad malae) oljojuod

mc_co;_vc.ou 8..maw _,mo

~ Apmg [et _mn_:mpom 193Ie] OIYQ




jo adoog Jnsayies) "s1oed easiyse o) Aem eAdeye
-JS02 B 9)i| Waas Jou PIp SIY) ‘SHUN Mau 1o} SAIUSILI

ue Aed am Buliapisuo) -pjo sieak Z punaie A|UO a1am
afiieyo uoyelsbuyel B psau o) punoj a1am 1By} S)Iun au)

JO Jsouwl ‘sisA|eue a8y} uo paseq ‘os|y "ejedioiued oy fjlayun
SlaM sIsWoIsns ‘Jayo sy jo ped jou sem Bunss) ey}
101500 ayy J| "aAl0aYe-1500 Jou sem ableys Juelsblyel e
psau o} puno} aq jou Aew Jo Aewl Jey) sjun Bupsay) 1o) 1500

nseay

cm_wwn,mc._n__:m_ pejelbau)|

wodn ay| nsay Jes|) Aq paulopad malasl ologlod sjusBAOIdW|
62D DVAH Jno jo Hed sk paispisuod sem ainsesul Jejluis ¥ | pue dn-aun] uoijelsBugey Aiecoln Jayio
‘we.boid aandirosald dn-aun] suoned)ddy 1ojopy

epL-0 ..¢>m$ Hews aygl _.._m-._.u._rz. palajo >=cw._._:u 8le SJ4A | PUE S|0JJU0D _mm>_._ﬁ_ _umwaw s|qeuen, S2ALJ pue S10J0N
‘safueys JoyIewW 3y} Se a1en|BAS O] SNLHIUOI [jIA AL AWl

£1-0 | silu} e ainsesw sy Jo} Ajiinpoddo el smoys sisAjeue NG SI0JOW WNILLalY §8ALI] puUe si0joy
‘weliboid wolsny) JoAeg LBWS JUSLING B} BIUNIM 1B}
0} puaj} Jey) asoy ale suoneoljdde Huunioenuew Ul sg4A
ButAojduis saifig)ens joNL0d peoIg pue Xa|duwo alow ay)

arL-0 | pue aandussaid japun patapo AjusLing st A ddy a|Bulg s uoljeo|ddy sjbuig SALI] pUe siolo
‘welboid

rA ) annduosald Jjaned Hews aul ybnoiyy paleyo Afjuauns SJOJO pPaleINWIWOD) AJ[EsIuonoaT S8AL(] PUE SI0J0W
welbosd

12-0 anlldliosald Jaaeg Hews ey ybnouyy pesayo Ajusuny (01) sub7 oygyest Q37 Bunybiy
weiBosd

0Z=0 annduoseld jaaeg Hewg ey ybnosyy paltayo Ajuaing subig 3 I Buyybn
welboxd

810 aaljdiuosald Jaaeg Hews auyy ybnhoayy pasayo Ajuauns | uawdinbg Bunybii sy oiey Bunyby
weiboid

€1-9 andussaid Jeaeg pews ayj ybnoy; passyo Ajusung wawdinb3g BunyBi Justolg man Bunybin
weiBbosd

D anjduosal jaaeg Hews ay) ybnouyy palayo Ajjuaung BunyB Joopino Q31 Bunybr
"MOIASS
ojojuod aanduoseld xau Buunp pelisiaal oq A welbosd

wojsna) J1aneg Hews ay) ybnoay sjqepeae Ajuaing Gunybyheq Jeewusd Bunybin

‘welbosd woysny deaed pews auy) ybnody; sigejieay uoessbuyey sbesjoed usioiyg {mau) ufisag

‘wesbold woisnyg Jsaed Hews auy yb {

meu) ufiiseq

0

g0z 3deg




¢ adeq Juawssassy den swerfol pue saanseay

"8|q1ssod )| sevew | ZZgs Jo uonejasdiaju
ssajun weifioid wojsns Jened pews ybnoay paleyo ag
g0 JouuED s|yj "sealjuacu] ealduosald Jo) BAjo8Ye-)S0T JON olos(] Jejog

(on1oj0 a|qemausy jo Hed) ppe
¢} painbal sabueyo weiboid o -payue)d si 12zZ4S

¥Z-0 | se weiboid woisny 1sAed YEWS Ul S|qe|ieAE 2Ww023q AR s12)83H JalE AN JBj0S Bunesi Jejemm
weaboud sandudsald janeg

£Z-0 HEWS 8y) 0} UOHIPPE Jo} UOIRIBNISUQS Japun Ajualny saInIxXI4 MO|4 Mo Buneay Jejem
. ‘welboud

gZ-0 anndussaly Jjaneg Jews ayj ybnosyy pesayo Aguanng sia)eaH Jejepn dwngd jesH Buneay Jajep
‘8ji1 Jo pUa Je Aju0 asUds saYeW J aouis Jelusjod

S0 AR 0} JOU PUNOJ pue pajen|eas sem ainseaul siy| sJawlojsuel) Jeyg ABlau] uonnqLIsIcy Jamod
‘Apuasing

91-0 siuy Jo} jestew ybnous joN -suonesado Jejual eleg BMmod D)oV sy uonngIsicy Jomod

-‘weiboud eanduoseld jeneg
Hews auy) Jo} pelispisuod Bulaq AfjusiIng ale sainseaw
111210 "sAuUSIU WOISNYD) JBaed HEWS € 10} S|qE[IEAY

‘Ananoe aj pajetsuab seinsesw sy} ‘Buneyiewl eixe yim ) juewabeuepy
280 usAg spoled yjuow xis om) Bulinp pasajjo sem ainsespy Jamod Jeindwio)) yJomiaN BYI0
-wesboid
LE-D aAnduosaly Jeaeg Hewsg eyl ybnoyy paiayo Ajuaing @esiybuipuap, By
“weJbo.d sjuawsacidw)

0e-0 vAlduosaId Janeg Hewg ay) ybnoly) palayo
TN SN L FeisAte Uy s, 0y ABiat

‘ainsesw df sun] uolelabuyay
210}g A182035) ay) Buipnjour puawILLIDDal JOU PIP YJOMM

8Jo ¢ adeg



¥ a8ey

JuauIssassy dey sureldold pue saansesiy

fAN A
¢ Buunp pejenjeas-ai osfy “Aouaby uonewuoju| ABisug Buuonipuon
ZL-d g Jed %409« stepu-vel) ‘loid 0/300Z Ul synsel Jood DY MOPUIAA JUB(01HT goedg [enuapisay
"8AR98Ya 1500 Jou paululaiaq (Apreg-ninuw) Buluopipuon
LY "J9l1eq 8ARuUSdUl Jl|ds o} enp sanss| uoljedioiie4 YD 9L HIAS 21 €1 Y338 eoedg |enuapIsay
Buiuoipuon
0l-d weJlboud Jaaeg Hews Juaund Japun o(qi6113 OvO 9L ¥IFS o1 gL ¥IAS avedg |equapisey
"aAlja8Ya 1800 Jou paululaiaQ (Atuep-nnw) Buuoppuod
6 ‘1el)ieq sAguaoul J|ds o anp senss| uoljedisiied dwnd jesH 9| ¥33S 01 €1 YIS eoedg |eluapisay
Buoypuod
8y weiboid Jeae¢ PEWS JUSLND JBpun B|qibi3 dwing jeaH g1 Y338 01 €L YIS aoedg |enuapisay
Buwopipuod
2y sinsesw sec) dn-sun] 1anqyebieys Bujey eoedg |enjuapisay
‘ebieyo ueiebuysl Buuopuosn
oM hoypm dn suny DVD/dH Sepnioul Jajjo Jeaeg Jews dn-sun) jongebieyn Guyey aoeds |enuspisey
(Anweg-ninw) Buluonipuoy
gy "aAl}oaYa 1809 Jou paujulaiaQ dwind jeeH 91 H33% o} )sisay eoedg |enuapisay
(Anwej-ninw) Buuonipuod
| "aAl}oaye 1502 Jou pauIwLIse] dwng H 9| ¥33S 0} 8oeuin 283 agedg feusapisay
(Awre) o1buys) Buiuonpuod
o | weiboid Jeaeg YewS JusLIng Japun Qb3 dwing 1eaH 91 y33s 0} Isisoy aoedg [enuapisay
(Anwey 3yBuys) Buwonpuog
Z-d weiboid Jsaeg pewig Jualng Japun ajqibi3 duind H 91 ¥33S 0} @oeUIn 93[] aokds [enuepIsey
uoljelausn
-y Ajtoud moj fjenusiod mon dHD oW ‘Jamod JeaH pauiquion
A 10 ABiaug a¥na (I 8Jnsesiy 33

giopadng

Apmg [enua10 1931ey O1YQ




S a8eq

JuswEssassy den swelSold pue soanseajy
[ e e e s e e e e e e e e e e ]

8Jo 5 388g

STEAIEUY 8,010 ABioug eng

= Uondpisseq einsealy 33

Buiuonipuod

vz-d ‘8Al}0aye }S00 JOU 8q O) paUILLID)ap PUE PaMBaIAd) SBAA aloH painoejnuely teyg ABleug eokdg |[eljuapisay
‘pajedioljue sanss Buiuopuon

€z-d | 1500 weiboid ybiy pue diysiapu aaly ‘|enualod jax e Mo ubisaqg anissed/Bung ejog ooedg |ejuapisay
Buiuompuon

ZZH pajenjes aq oy (1 1d-gY) uonejnsuj |lepn avedg [efuepisey
Buluopuon)

le-d psjenjead 8q o {1 LH-€Y} vonensu jlep aoedg [enuapisay
Buluopuog

0Z-4 weifoid Jaaes EWS JUSLIND J8pun 8qIbig dwind jeaH 85IN0g puUNOIS) aoedg |enuapisay
welboid Janeg Bujuoyipucy

6l.-H Hews ay} jo uoisuedxa eyj jo ped se pemeiasl 8q O] Jooq Jemo|g Buisn Buijees esnoy ooedg [BlUapISay
: ‘weiboid Buiuogipuos

gl-d | 1984 pews ay; Jo ucisuedxs sy} Jo Led se pamairat aq of loo] 1amotg Buisn Buljesg osnoy aoedg |ejuepisey
Buiuonipuod

17 “9AI103Y43 1500 J0U paUlLLIAEp pue Zi0Z 'tD Ul pamalaay (0gy-9u) uonensuj Buyiay aoedg |ejjuspissy
Buiuofipuon)

9i-d | '9A109}S 1SO2 JOU PIUILLIBIAP PUB Z|0Z ‘€D W pamalray (0ey-9¥) uoneinsu| Bujied aoedg [eguepisey
Bujuonipuoy

Gi-d ‘suonnjog ABlaug awoH ulyim sinseaw — S3H Jo Ped sjejsowsay) sigewwelbolg asedg |eljuapisay
‘suonalpsun| exng Bujuonypucs

pi-d IBUI0 Ul BADBYS 1S00 JoU UdADId !sanss) diysiapl o1 SMOpUIAL 33 aseds |ejuepisey
Buiuonipuon

Y| "BAIDAYS 1S09 10U PAUILIIBIBP PUE ZL0Z 'S Ul pamairsy sj00Y 009 s0edg |enuapisey

= |enuepisey |

%Em [enua3od 19MIe oEo_




Juswssassy den swieaold pue sarnsealy

9e-y Juawdojaasp y| BuyyBi soopinQ (eljuspisay Bunybin (epuspisay
Buny 6
Ge-o Juawdo|aasp uj J00pINg pejjoijuoq) Asuednaa Bunybi lenuepisay
psjedioijue ssnssi

pe-H | 1509 wesboud ybiy pue diysiapu sai) ‘|enuajod Jaxiew Mo ufiiseq Bunybiifeq BuipyBiq fenuspisoy
ce-o welboid (Jaaeg pews) Juauno Japun a|qibig Bunybi |enquapisay JusioIyg Buiyybiq [enuepisay
Ze-o Juawdojaasp yj sdwnd |ood seoue||ddy |equepisey
e BA}39)J9 1802 JOU pUE PamalAa} siojelablyay Jejg ABiau3 saaue||ddy |enjuapisay
0€-d DAIDBYD }S0D JOU puUB pamMaIARY slaysepn usiq Jleyg ABisug soouel|ddy |enuapisey
62-Y SANJ0240 1S0D JOU PUB pamalAay sIaysepn sayjolo Jeyg ABisug saoue||ddy |enuapisey
g2~y | uey Buyed noyim — (S3H) suoinjog ABiaug awoH Jo Jed ue4 Buiiad yim DWAH doed jeg JuswisBeuely peo
274 weibold ajpAaay asuelddy Juauno sapun a|qibia saouelddy p|O aeuug jawebeue peo
Buiuopuo

9z 'BAIJ08YS 1S00 JOU pUE pamainay w4 MOPUIAA aosedg |enuapisay
Buwompuod

qsz-o weiboid Jeaeg peWS Jusuno Jepun a|qibig |epowiay toley aosedg |enuspisay
Buuontpuog

esz-y uoljenjea Japurn aoedg |epuepisey

IE

8Jo 9 283eg




 JUDUISSAsSyY nmo mEEmEm Pue saInseajy

8J0 L 338]

Apnig [enuajod 39y Iep oy

"ssausAljoalye saifojouyss ]

8-y 1509 Jo} Al|lenuue malasl ale SIapo Ad Jejes-33 0N Ad 1elog snoaue|iaosiy

“wiesBoid salfojouyos

o {43aHAN) podey ABiaug swoH AW Jusling sepun a|qibig Hoday Jawojsns snoaue||8osIiy

19MIeWw payWy sa|Bojouyoe j

oby | -sdwnd pucfeq ieyo Aousioys jood puedxe o) Ajunyoddo JejeeH |ood dwnd jeeH snoaue||eosiy
"anloays jso0 JoN sbulres

UlEJUIEL pUE SZHUXEW 0} UOIJEINPS PUE JUSWSA|GALI saibojouyss)

Sty Jawoysna ybwy sennbal ansesyy ZL0zZ LD Ul pamaiaay Bn|4 pewg SNOaUE||80sIy
RBo|ouyoa) K1aroday JesH Jajepn
Ui Jo ssaualeme 1o souejdadoe Ajje apei) pue JaWo)sno

Buipsebal wiaouos pue jenuajod jaxsew mo| Alep wesBold salfojouyos)

pi-u 1SUOD MaU Ul Paprjoul 39 pInod ‘sanss] diysiapl sal4 XH Weiq shoaue||aos)y
‘aleiqies o} papesu
3om [euclippy "Bunes Y335 e aaey Jou op sdwnd jesy

ssafjong “Aouaoiys sjousp o) sBuijel Y333 sasn Jareg salfojouysa |

£ty Hews ‘welfoud 1aaeg Yewg au) 1o} LONBISIHSUQD Y dwing jeaH ssapang SNO3UE||99SIIN
weiboud

ZH }SUOD MaU Ul papn|aul aq p|no2 'senss| diysiepu ea14 Buiquin|d jusioy3 Buyeay Js1eAn

L OAlJO9))8 150D JOoU pue pamalAsy — 33 10N slajeaH JOJEM Jejos Buijes Jelepn

oty -suoljesiidwi pub !senssi diysiepu ee14 SlejeeH Jejepn SSePuUe | Guiesy Ia1epAp

6¢-d wawdojaaap y| slajeaH Jajepn duing jeay Buneay Jarepn
“Jayo auojepueis & se Uojen|eaa Japun sweiboid Z1y

gc-d pue HH3H juauns Japun s|qibijs Apealje ainsesw awog SaINJX14 M0O{{ MO Buneay Ja1epn
"S8NSS| ad|Aas Ul Jo)sIY 0) anp dem
3Ue) 8Y) Jou g ‘I3l0 aInseap lajepn ay) ul uonensy) adid

19}0 auojepue)s e se uolen|eas Japun swesboid z|1Y iediag dwa
gw«m>> _Em QE>> mn_n_ .%:S v_cm | mcamo_._ ..Bm>>




g a3eg Juswissassy den swieadold pue saanseajy

1102 Ul weiboid joRuon) ajewnn

$9-29d | PalY sem yoiym ‘(S3H)suoinjog ABlaug swoH ui papnou| |01u02 Jeysowuey) pauue|d Amau lenuapisay — 531G

BunoAo

¥9-Z9d aoe|d ui weiboid giabueyy Jamod Bupeyo JuaLND JO UOENUIUCD OV fenuapisay — 51Q

¥S-29d a2e|d u) weiBold @aleyglamod Bupayo yusuno jo woenuguon | uondg 1B |[0AUCY pEOT
jusueduion

pajenjeas og o] Buiain Oy jo4uon peo

welBold Buioko B

OV 189

== 7 = Tsishieuy s,0MQABIeug ang | ORe PINSES HO [ 9suodsey pueweq.
{g3H)sucinjos ABisug swoH UYiIMm ainsesLy salfojouyos
[y — aHI Jo peaysul s1e|ge; 'sauoyd Huswdo@asp 1apun Aedsiq swopH u| ShoBUE| 9951

gJ0 g adeg



