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We Energies (i - Overview
.

e Number of Customers — Approximately 1.1 Million
Electric Customers

e Territory — 18,400 square miles, most customers in
SE Wisconsin

e Generating Capacity — Approximately 5,700 MW

~ 13 hydro plants N 1
- 6 coal plants ___‘"—_F_

- 5 combustion turbine plants e L [T
— 2 wind turbine stations (90 wind turbines) Jﬂﬂ__%_rm—_ S

e Average C/l rate at about 7¢-8¢/kWh Rer Jr_{"ﬁ




We Energles - EE Programs
_

e Custom

e Prescriptive

e Request for Proposal (RFP)

New Construction

Small Commercial and Non-Profit
Multi-Family

Energy and Awareness
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We Energles - EE Programs

e “Energy Incentives from We Energies”

e Program timeline between January of 2005
to December of 2008

e Program Goal:
- Save 55MW of Peak Demand

- Demand savings must occur between 1 p.m. and
4 p.m., Monday through Friday, June through
August.
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Four Key Elements to Program
Marketing

e The Importance of Timing
e Good Communication
e Trusting What Works
e Taking Reasonable Risks



Importance of Timing — Cool Bonus

Reward

Prescriptive AC measures were lagging

Determined to offer short-term bonus from $25/ton to
$75/ton

Offered bonus beginning in March, to meet summer
demand

Proved to be the wrong timing as distributors
purchase equipment in October

Extended bonus into fall and the summer of following
year



Importance of Timing — Cool Bonus
Reward Results

Before AC Promo

AC Promo

AC Promo Extension

0 2 4 6 8 10 12 14 16 18 20
Awerage Number of Applications per Month
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Good Communications
«._ 0007

e Trade ally involvement imperative
- Constant communications
— Involve in some design aspects

e Community meetings — customers
e Newspaper articles
e \Web site pages
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Trusting What Works
-

e Maintaining a competent call center

e Develop compelling case studies
- Specific and concise
- Targeted to customer and measure



Case Study Matrix
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Technology .
_ HPT8_ Occupancy HBF Foqd RTU's Chiller VSD Air Other
\l, - Conversion Sensors Service Compressor
Building Type
Office Guhring
1) Waukesha Engine
Industrial 2) Rockwell Pierce Mfg.
Automation
. Appleton
slosgii Medical Center
. Wheel &
REEL Sprocket
West Bend
Warehouse Warehousing Sysco
School
(PISIUIC MATC
Grocery Outpost Foods
Hotel/Motel E,Zgﬁ:?g
Government War Memorial Kenosha LED

Traffic Lights
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Case Study Examples
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Taking Reasonable Risks
S

e Engineer Bonus ($100/kW installed)

e Trade ally after-work gatherings (as opposed
to breakfast)

e Customer blitzes

e Short-term promotions
e Energy Stewards



Customer Blitz (“Green Blitz")
-

e Quickly increase awareness to medium-sized
customers

e Sent postcards; 20 minutes to save 20%
e Full staff effort for 6 weeks

e 320 customers visited (10% response);
500kW achieved w/in 6 months and excess
of IMW w/in a year.
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Customer Blitz (“Green Blitz")

Introductory ¥
postcard

Follow up after
meetings
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Short Term Promotions
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e Have run several promotions within these
programs. Some of these include
- Cool Bonus Rewards (discussed above)
— Compressed Air ($70/hp to $100/hp)
- High-Bay Fluorescent Conversion ($35/fixture to

$70/fixture)

e Most significant outcome from high-bay

fluorescent conversion

- 6.6MW w/in 120 days
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High Bay Fluorescent Results
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Energy Stewards

e Peer forum of religious organizations
e Process includes

Initial 2-hour informational/brainstorming meeting
Everyone is encouraged to make a statement of action
Interested parties receive “no-cost” energy survey

Implement measures

Track success of their efforts and efforts of other peers on
secure internet site

e Taking success of this approach to the multi-family
sector
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Results to Date — Energy Incentives
from We Energies
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Results to Date — Energy Incentives
from We Energies

C&l - Education and Awareness
C&I - Small Commercial Business
Elec - MMult family

&I - Ouick Start

C&T - Intertuptible/Curtatlable Load
C&l - New Construction

C&]I - Large Customer EFF

& - Custom Incentive

(2&] - Prescnptive Eebate

&I - Comprehensive Farm
Eesidential Energy Partners

Eesidential Low Income CFL

1,000 kW, 1.87%
1617 kW, 3.02%
126 kW, 2.11%

1,722 KW, 3.22%

10,540 k%W, 19.71%

3823 KW, 7. 15%

2,128 kKW, 3.98%

6,686 KW, 12.5%

' 14861 KW, 27.75%

3634 KW, 6.79%

6,004 W, 11.22%

347 W, 0.65%
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Results to Date — Energy Incentives
from We Energies
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Conclusions
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e Consider the timing
e Be cognizant of your market
e Try multiple tactics

e Do not be discouraged by what does not
work

e Continually monitor program implementation



Questions?
.. ]

Fred Dreher, Franklin Energy Services, LLC

262-424-2672, fdreher@franklinenergy.com

Jan Peiffer, Franklin Energy Services, LLC
262-284-3838, Janpeiffer@franklinenergy.com

Judy Mathewson, We Energies
414-221-5424, judy.mathewson@we-energies.com
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