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10,7 Program Budget
The budget presented in Table 2 below dogs not include inflation.

Fable 2

Residential Program Budget ($000)

Pragram Cost 286 07 8 | 2019 2020
Development agd Seare-up $1.830 50 $0 | U 50
Incentives/Promotion
Home Rena Bebgle 7233 | 3080 | R12.326 | $12,226 | 512,226
Rehavhmiral $LE24 | $3,303 [ $3303 [ 83,305 | 83303
ESK $389 5387 $386 8385 3IBG
Totat §8.745 | 514,369 | §15,016 | $13,916 [ 815916
Lvakuation 5539 $HG 5450 £350 %350
Admindstrative Costs T | F1L07E | TRLOT | SEOTT | RO
Total $12,145 | 815349 | 517,845 | 817,845 | $17.845

L8 Program Participation and Simple Payback

Program Participation

As requested by the Bodrd in the Framework, Table 3 below is a sumimary of forecasted
participants in Union's Residential program per offering, The forecast was developed at the
offering level and a customer may choose fo participate in multiple offerings.

Fable 3.
Residential Program Participation

Offering 206 2017 iy 2019 2120

Home Reno Rebate 3,000 4,000 5,000 5000 5,060

Behavioural 300,000 | 380,000 | 360,000 | 300500 | 300,000

ESK 15,008 15000 15000 15000| 15000
Simple Payvback

Simple pavback is calenlsted using the incremental costs of the offering and dividing by the

annual gas, clectricity and water savings benefits to the customer. The simple payback after a

DSM incentive would reduce the "incre_mémlzaﬂ cost and therefore, reduce the payback period for
the custorser, Table 4 provides tle simple pavback analysis by participant.
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As well, Union envisions the [{ome Reno Rebate offering, in tandem with the Behaviousal
offcring, ds & critical vehicle for increasing energy literacy amongst Residential customers.
Completing an f.m,rgy assessment is not only a precursor to installing measures that result in
fong-lived energy savings, but-also a source of ercigy information that can help consumers malke
informed energy choices on & daily basis,

Description

e Participants of the Home Reno Rebale offering work with a partner Service Organization
to complete an initial energy assessment (known as the “1 Assessment” Vo e\[ahl ish the
home’s current energy wse arad identify encrgy saving opportunities in the home. A
critical component of the D Assessment is a blower door test it mieasures air tightness.

o The Servics Qrganization provides a report to the participant outlining energy saving
opportunities, along with the home's EncrGuide rating and energy saving ips and
infonmation.

o Ribates ure available for completing energy assessments snd implementing opportunitics
reconymended from the 13 Assessment:

o Building envelope: air sealing and insulation {basement, attic, and exterior wall)
o Products: furnace; boiler, water heater, window, door or skylight

o After the upgrades are made, participants complete 4 second energy assessment (known

as the “E Assessment’™) to determine energy savings.

Farget Murket

» Home Res Rebate offering targets residential customiers in detached, semi-detached,
townhouses and individually metered row townhouses, Participants must have a nataral
gas furnace/boiler.

e Home Reno Rebate participants typically exhibit higher than average natural gas
consumption and live in homes buill prior to 1977,

s Union intends to target customers across the Union’s franchise arca, In the 20122014
period, 1he offering was gradually expanded throughout central and southern Ontario,

Incentive Level

¢ Assessment rebales:
o Union provides a rebate for the D and T3 Assessments (35003, provided all of the
eligibility criteria and program rules have been met,
¢ Measure rebates:
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| * Bonus Rebate
2 o Starting in 2016, Union intends to add a “bonus rebate” of 8250 for cach measure
3 instatled bayoné the first two. This rebate is designed o encourage homeowrers to
4 pursue all energy savings opportunities available to then,
3
6 *  Maximum Rebate
7 o Starting in 2016, Union will increase the maximum rebate payment from $2,500 1o
8 $3,000. The cost of the assessment, measure rebates, and bomus rebates will count
9 toward this cap.
10 o The higher rebate allowince will ensure homeowncrs are ineented to pursue all
i3l natural gas savings opporfunities recommended to them, such as multiple insulation
12 mefsures,
13
14 Muarket Delivery
15
16 o  Awareness and interest in the offering will be cultivated through a number of channels
17 including:
18
19 o Mass-media promoetion
20 ¢ Radio, newspaper, and billboards/owtdoor signs to build widespread
21 awareness, particularly in areas where Home Reno Rebate was not previously
22 available.
23
24 o Targeted promotion
25 = Direct mail, door-langers, ete., targeted to the homes most likely to benelit
20 from the offering, such as oldw homes {(built prier to 1977) with bigher than
27 sverage natural gas constumption and ne:;,iabmm ‘of Home Rend Rebate
28 participats that are likely to be of the same vintage,
29
30 = Behavioural offering
M = The Behavioural offéring will act as a channcl to reach the target group with
32 timely cross-promotious and @daptive messaging, and will also help Union
33 establish a more thorough profile of its customers and how they use energy in
34 the home, which can be used in support of campaigns.
35
36 o Contractor and Service Organization network
37
38 Union will continue to develop a network that can generate participant leads and provide
39 an efféctive and efficient customer experience start-to-finish, Developing and
44 maintaining this network involves:
41 = dentifying, pursuing, and screening Service Chrgantzations and contractars

32 .y, heating, insulation, window/skylight, and genéral contractors) for
4 3 ! ! gt g oA i 14
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o Robates are avdilable for building envelope and ENERGY STAR muasures, as
shown in Table 1 below, These rebate levels are consistent with 2015,

'I'r]bls: l )
Measure Rebates

Basement lmui.aimn

Ts1.000

For addmg at feast R23 {0y) I{I(i% of imsemeni

§500 | For adding at least R12 to 100% of basemeit
$800 For adding at least R23 .10 100% of crawl space wall
S400 For addiag at ledst R10 40 100% of crawl space wall
$450 For adding at least R24 to 100% ol oor above crawl space
Exterior Wall nsulation $1.500 Add at least RO for 100% of building to achicve a minimum of
' R12:
$1.000 Add at least R3.8 for 100% of building to achicve.a minimum of
ORI
Altic Tnsulation $500 For increasing atlie insulation from R12 or less to at léast R50
j from R12 or lass
$250 For increasing attic insulation from R13 to R25 to at least R50
$3G0 For increasing cathedral/flat roof insulation by at least R 14
Al Sealing $150 Achieve 18% or wore above base target
$100 Achiéve base target
Furnace/Boiler $500 For replaeing low or mid-efficiency heating system with 93%
AFUE or higher condensing natural gas furnace or 50% AFUE or
higher ENERGY STAR® candensmg_g“m boiler
Wiater Heater $200 For replacing water heater with ENERQY STAR natural gas:
water heater with EF of 0.82 or higher
WindowDoor/Skylight | $40 For each window, door ar skylight replaced with ENERGY

STAR-qualified model.

o Rebates will continue to be structured in 8 preseriptive manner to ensute simplicity
for participants. The predictable nature of the rebates enables participants to make:
fully informed decisions, and assists Service Organizations and channel partners in
communieating aceurate information.

o Rebate amounts are based on a balancing of the rebate in proportion to the
ineremental cost and m” savin g3 potential of the measure. Rcbalca} are highest, for
example, for measures that are both expensive and yield strong m’ savings, such as

insulation:
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to define eligibility criteria, determine appropriate incentive fevels and to build an
initial market delivery approach.

1.4.1 Custouter class(es) targeted

Residential, ¢/l General Scrvice

£.4.2 Rate Classes Targeted

e Rate M, Raic M2, Rate 01, Raie {0
1.4.3 Goals

Program goals for the Low Income Progrant ave to:

s Reduce the energy burden of Union's low income clistomer base

s Provide offerings to Undon's low income customer base that adhere to the guiding
principles and key priorities outlined in Section 2.0 of the Guidelines

o Continue fo develop the breadih and the depth of the low income offerings
throughout the term of the multi-year plan

s Minintize the barriers that low income customers face in participating ib energy

conservation programs

L.4.4 Program Strategy
Program strategies to achieve Union’s goals for the Low [neome Program include:

Addressing all measures and natural gas savings opportunities in dwellings while
migeting the program ct}sl-bifu:twenu\ requirements

Growing the offering’s infrastructure across Union’s franchise area

Providing customers with the education required (o continue consérvation in their
horme after measure installation has been performed

Addressing universality by expanding the Program to new low income markets (i.c.
Low Income Market Rate Multi Family, Aboriginal communities efe.)

Fostering relationships with key influencers in the low iacome comumunity (i.e,
Municipal Service Manager Offices, social service agencies, associations)

1.4.5 Program Offerings

The offérings delivered in the Low Income Program are outlined below.

Home Weatherization (“HW") Offering

Description

The Home Weatherization offéring provides)

»

A frec home energy audie (*Initial Audit”™) o qualified homeowners and tenants to
determine the building envelope upgrade requirements, During the Initial Awdit, an



A L3d N o

=l LN

]

oty v
T O g

—
Za L3

3]

fea

ed P b2 2 bo DS

pta]

Filed: 2015-04-01
EB-2015-0029
Exhibit A

Tab 3

Appendix A

agsessment of the fornace will be made to determsine i it°s at end-of-life and it

qualifics for an incentive under the Furnace End-ot-Lite Upgrade Offering. If the
furnace is not at end-of-life. the muditor will leave information régarding Union’s
Furnace End-of-Life Upgrade Offering for future reference.

» Al gualifving building envelope upgrades are instalied for free melading: attic
insulation, wall insulation, basement insubution and dralt-prooling measures,

s One carbon monoxide defector per home will be lett behind for self-instatiation.

+  Health and safety upgradey - if health and safety issues are discovered during the
Initial Avdit that provient measures from belug installed, the issucs will be assessed to
determine wheiler they fall within Union’s Health and Safety Protocols and, if
gualified, these issues will be addressed to allow for instaflations. Union has worked
with industry experts to define-appropriate Heaith and Safety Protocols and these are
outlined in Unlon's gencrsl Health & Safety Policy document that Is provided to the
comtracted delivery agents, The most comnion Health & Safety issue addressed 15 a
customer’s inability to safely clear clutier from the required work space. This is due
fo age and mental or physical disabilities.

» A follow-up home enerpy audit (“Final Audit”™) that will evaluate the endrgy savings
realized in the home by installation of the measures.

+  One-on-one eticrgy conscrvation education by the suditors and contractars.

o Pree installation of up to two energy efficient showerheads, two metres of pipe wrap
and & programmable thermostat, Kitchen mid batheoom aceators are left behind for
self-instaliation.

Farget Market

Social and Assisted Housing Market

The Home Weatherization otfering will be targeted at Social and Assisted Housing Providers
with tenants that meot the Tollowing eligibility criterin:

o A houschold income gt or below §35% of the most recent Statistics Canada Pre-Tax
Lowe-Ticome Cut-Of% (“LICO™) for conmunities of 300,600 or more, as updated
from time to time (income eligiblity to be canfirmied by the housing provider).

v  Occupant of either &

o Single family detached home, semi-detached home, row heme or 0% home
QR
o Part 9 building {as defined by Pant 9 of (he Ontario Building Code)

Privare Market

Any private market customer who meets the following eligibility criteria will be targeted:
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»  Customer js an oceupant (owper or renter) of either a:

a Slfl,bﬁl, family détached home; semi-tetached home, row home or town home
OR

o Part 9 buikding (as defined by Part 9 of the Onlario Building Code)

« Customer pays their own gas bill
¢  Customer has either;

o A household Tncome at or below 135% of the most récent Statisties Canada
Pre-Tax Low-Income Cut-Offy (“LIC Q”} for communities of SKL000 or
more, as updated from time to time
OR

& Received one of the foltowing social benefits within the fast twelve months:

The National Child Benefit (NCB)

Allowance for the Survivor

Guaranteed Tncome Supplemcent (GIS)

Allowance for Seniors

Healthy Smiles Ontario Child Dental Program

Ontaria Works

Gatario Disability Suppott Programs (ODISP)

LEAP Emergency Financial Assistant Grant

Participants of Union’s End-of-Life Fumace Upgrade program, or
Participants of électric CDM Home Assistance Program

Tncendive Level
s The Home Weatherization offering is delivered at no cost {o the custormer
¢ The health and safety incentive will vary by home, as the incentive lovel will be
dependent upon cost-effectiveness, These levels are outlined in the Health & Safety
Policy that is provided 1o the contracted Delivery Agent,
Maiket Délivery

To build awareness and take-up of the Home Weatherization offering, the following channels
will be utilized by market:

Social and Assisted Housing Market Delivery

o Direct Sales: Union’s Commercial Account Managers (CAMSs) will rarget housing
praviders directly to bring the Home Weathetization offering to their tenant base.
[ousing providers will qualify tenants to ensure that they meet the eligibility criteria;
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&, Enbridge should inclisda in its survey plan nen-participants or administrative staff as
sUrVeyees.

Enbridge should make sure that it conducts a review of program materials and tracking
records in its proposed process evaluation study.

Ly

Union

1. Instead of waiting for the Aboriginat offering to start before beginning its process
evaluation, Union should start its evaluation as early as possible in the first year of the
low income weatherizathan offering.

2. Instead of the proposed energy modeling analysis, Union should propose a plan for the
OFB to conduct a billing analysis as histerical consumption data exist and expected
erergy savings are fikely to be substantial,

3. Union shauld conducet & review of program materials and tracking records in its
proposed pracess svaluation study,

5.5.4 Low Income Multi-Family: Recommendations

1. Enbridge arid Unionshould consider adding early replacement meastres, heating
aguipment yepairs, furnaces, water heaters (including tankless and solar hot water},
windows, programmable thermostats, duct sealing, duct insulation, boller reset control
measures and pipe wrap to their offerings.

2. Leverage the existing Low Income Multi-family Working Group to discuss providing a
single point of contact far budlding owners, financing options to augment and/or reduce
incentives over time, and a more flexible audit structure to improve program cost
effectiveness. improved cast effectivenass may free up some funds, enabling the
warking group to consider providing additional program oversight and support to
building owners. This would Tt turn mitigatecosts by improving project completion
rates.

3. Enbridge and Unlon should provide reasonably consistent custain incentive offérings,
untess differences are merited and explained in plans,

Enbridge

1. Enbridge should darlfy whether It plans to offer high efficiency boilers as both a
prescrigtive and custom messure,

2. In arder to find ariswers to.its rasearch issues in its evaluation plan, Enbridge should
ronduct a process evaluation and invistigate the issues.

Union

1. Union should roll out as a ful| program, rather than as a pilot, its Low {ncome Pulti-
Family offering.

2. Union should offer an incéntive for operational improversents, siailar to Enbridge.

Spnagse Energy Econermies, ine. fararie Gos DSM 2018-2020 Plan Review  Atl
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UNION GAS LIMITED

Answer to Interrogatory from
Vulnerable Energy Consumers Coalition (“VECC™)

Reference Exhibit A, Tab 3, Appendix A, pp. 3-8, Home Reno Rebate (HRR) Offering

a) Please describe more filly Union"s current Service Organization and Contractor Network
and diseuss how ihany of eich are available and the specific services they each provide.

b) Please.provide cost details for a lypical “D Assessment” {o establish a homes current energy
use and identify energy saving opportunities.

¢} Please provide cost details for a typical “E Assessment” to determine energy savings.

d} Please provide the size of the Target Market (i.e. numbser of residential customers living in
detdched, semi-detached and individuatly metered row houses).

e} Please provide the number of customers in part (d) with a natural gas furnacerboiler.

Response:

a) Service Organizations

¢ Union partnered with nine Service Organizations ia Central and Southwesterm
Ontario (Elora, REEP aind Green Ventures are all part of Green Cominunities)
The Service Organizations that serve each district are provided in Table 1 below,
Customer can seléct ainy one of the partner Service Organizations serving their
district to perform their energy assessments, The customer contacts the Service
Organization directly to schedule the pre and post energy assessment.

o The Service Organization recommiends eligible upgrades to the customer based on
the pre assessment, They also process all required paperwork with Union on
belhalf of the customer and provide Union all tracking informuation réguired.

10
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Table 1: Service Orpanization By District

District

Service Organizations

Logpdon Région

Amerispee of Canada

Barrier Sciences Group .

BuyWise Cunsolting

hrect Eneray

Elora Centre

The Enérmuy

Ridge Energy Consuliants

Waterloo Region

The Energuy

REEP Green Soluticns

Ridge Energy Consultants

BuyWise Consuliing

irect Encrgy

Barrier Sciences Group

EnerTest Corporstion

Amevispec of Canixla

Waterloo North Region

LnerTest Carporation

Amerispee of Canada

BuyWise Consulting.

The Energay.

Ridge Energy Consultants

Windsor Region (inchuling
Chathiin & Swmia)

Amerispee of Canada

BuyWise Consulling

Eco Advantage Bucrgy Advisors

Barrier Scienses Group

Ridge Energy Consultants

The Energty

Hamilton Region

Pireci Energy

Green Vedurg

Bea Advantage Energy Advisors

Amerispec of Canada

The Encrguy

Barrier Scicnces Group

Ridge Evergy Consulfants

EnerTest Corporation

{1alton Region

Direct Epergy

Ametispic of {adada

Elora Centre

Eco Advantage Energy Advisors

BuyWise Consulling

The Encrsary

EnerTest Cotporation

Ridge Energy Consultants

11
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Contractor network
«  Union does not provide any reeommendations on which contractor(s) the
cystormer must work witli to participate in the program. The customer may select
any contractor which services fieir arca. Union encourages participants to get at
least three competitive quotes,
+  Contractors perform a variety of services, and include the following:
i. HVAC Contractors ~ compléete the furnace and warer systent upgrades
il, Tnsufation Contractors — provide insulation services/installation
iti. Window Contractors — provide window, skylight and doors replacement
services
v, Renovators/General Contractors — Provide complete solution service to
lhome owners by handling all upgrades and renovations in tse house

b} The cost for a typical “D Assessiment” is $350.

¢) The cost for a typicat “E Assessment” is $150,

d} The approxiniate number of residentiat customers Hving in detached, semi-detachéd and
individually metered row houses is 1,150 million, Union estimates that 22% of these homes

are Low Income,

) The ap;:mxmmte numbel of resideéntial single family customers with a natural gas furnace/
boiler is 1.104 mitlion’.

12
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UNION GAS LIMITED

Answer (o Interrogatory from
Green Enerey Coalition (*GEC™

Reference:  Exhibit A, Tab 3, Appendix A, pp. 2-8
a) How many homes arc in what Union considers to be part of the “target market?
b} Regarding the propoesed prescriptive rebate levels shown on p. 5

i} How were they developed?

i} What fraction of incremental cost do they represent?

iii} How do they compare to Union’s ctrrent rebate offerings? To its 2014 offerings (if
different than current)?

iv) How was it determined that these levelg of incentives would lead to the 2016 forecast
target participation level of 30007

Response;

a) The Homé Reno Rebate target market includes residential customers in single family homes
{detached, semi-detached, townhouses and individually metered row townhouses) with a
natural gas fumace or boiler. Union estimates a target market of approximately 860,000
homes.

Addittonal factors will impact the likelihood of customers to patticipate in the Home Reno
Rebate offering within this target market, such as:
» Houschold characteristics; such as age of the home and natural gas consumption
o Percentage of customers who have previously retrofitted their homes, including
thosc that participatid in the federal écofnergy Retiofit — Howres program and the
provincial Home Energy Savings Program

' Based on 1,303 previous perticipants, natueal gas beating penetration of 96% mad 4 Low-incime rate of 22%
amongst b 1530 miflion single family homes,
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UNION GAS LIMITED

Answer to Interrogatory from
Consumers Counctl of Canade (“CCC™Y.

Reference:  Exhibit A, Tab 3, Appendix A, p. &

With fespect to the Home Rene Rebate Prograin please confirm the maximum incentive in 2016
will be $5000. Has Union surveyed its residential customers regarding this program? If so,
please provide the results of that research. The Council is concerned about the costs and benefits
of this program for participats and non-participants, Participants in 2016 could obtain
significant rebates, funded in part, by other eustomers who may have may have aloeady
umin.rtak«.n energy efficiency initigtives at their own cost. Iias Union assessed ps}tcntl.ﬁ
participant levels with lower incentives? How many customers have signed up to datedn 20157
If they defer their deciston for 6 months will they have access to potential rebates of $5000,
rather than $2500 under the 2015 offering?

Regponse:
Confirmed, the maximum incentive in 2016 will be $5,000.
Union has not surveyed customers rogarding its offering proposal.

Union has not perfonmed a robust assessment of potential participant levels with ower
incentives.

Year-to-date as of May 31, 2015, %4 homes have participated in Home Reno Rebate.

If customers defer their decision until 2016, they will have a higher maximuti rebate amount
under Union's proposal however the rebate amount for individual measures will be consistent
with 2015. Therefore if they are tmplememmg a measure combination that exceeds the
maximuny in 2015 they would receive a higher rebate by deferring their implementation,
however otherwise they would receive the same amount (with the exception of the bonus rebate
Union jutends to add in 2016 of $250 for each measure installed beyond the first two, where
applicable. This rebate is designed to encourage homeowners to pursue alf energy savings
opportunities identified for their home).

14
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3. Enbridge should increase the offering incentive cap to be greater than 52,000, For
axample, Enbridge could be consistent with Union's incentive cap of 55,600

4. Enbridge should reconsidar its tiered incentive structure, and consider offering @ sliding-
seale Incentive structure that should start at a lower savings level than the current 15
percent savings. This would to accommodate some customers that could just install one
fmaasure at a time.

If Enbridge continues to offer 4 tlered incentive structure or offers a sliding-scale
incentive, then it should lower the amount of savings reguirad to achieve the various
incentive fevels or incraase the level of incentives. As currently structured, 8 customer is
raquired to achieve a significant reduction in usage in arderto receiva a relatively
limited incentive amount.

W

6. Enbridge should consider providing incentives such that they are structured on d per-
square-foot basis, of on a percentage-of-total-project-cost basis for insulation measures.
In addition, ft should provide prescriptive incentives for ather measures similar to
Union’s incentive structures. Such a structure provides Pexibility to the customer,
thereby allowing households of different sizes, shapes, and energy consumption to
participate,

Enbridge should provide the required home energy audits at no cast fo the customer.,

~i

8. Enbridge should provide additional measures as part of this offering, such as faucat
aerators, showerheads, programmable of adaptive thermostats, lighting medsures, or
smart strips. Such an offering ensures a holistic approach to program savings.

4. Enbridge should inelude in its impact evaluation plan a proposal to conduct & billing
analysis for this offering.

10. Enbridge should adopt Urion’s survey appraach for its process avalaation,

11. £obridge should conduct any desk review of program records, data tracking systems,
and materials such as marketing materials, training documents, and program manuals,

Linion

1. Union should cansider praviding incentives such that they are structured on a per-
square-foot basis, or on a percentage-of-total-project-cost basis. Such a structure
provides Hexibility to the customer, thereby allowing households of different sizes;
shapes, arid enefgy consumption O panicipate.

2. Union should provide the requirad home energy audits at no cost to the customer.

3. Union should provide additional measures as part of this offering, such as faucet
aerators, showerheads, programemable or adaptive thermostats, lighting measures, or
smiart strips, Such an offering ensures a holistic approach to program savings.

4, Union should include in its impact evaluation plan a proposal te conduct a billing
anabysis for this offering.

n Syrapse Energy Brenornics, ne Qutose Gis DSM M0LE-2020 Plan Review

Ad
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UNION GAS LIMITED

Answer to Interrogatory from
Board Staff -
Reference:  Exhibit A, Tab 1,.p. 12-13

Preamble:  Union noted that it has proposed many new and innovative programs in its DSM
Plan.,

a) Pleasc identify any other programs {including pilot programs) that Union considered but
chose tot to include withiin its portfolio of programs;

b) If applicable, pledseidentity the reason(s) why Union chose not to firther pursie these
programs.

Response;

a) and b) I the program design phase. Union ¢considered multiple offerings for potential
inclusion in the 2015-2020 DSM Plan. The following table lists the offerings iliat Union
considered but did not include in its portfolio of programs:

Poteitialie Pl Sese i S Het o TR Rationale
COfferings | ; e A b AL :

Home #  Union believes that voluntary home labeling will not succeed in the matketplace
Labeling sinee there are significant hurdles to overcome including:

5 Limited potential in the market - disincentives exists (o diselose
information on ineffi¢ient homes in market

o Difficulties for hounebuyers to compare homes and pot a value on energy
efficiency if home libelling is not widespread

o Slow Market Trarsformation as a result of the constant changes i the pool
of homebuyers and home sellers '

u Fragmented market—numerous redl estate boards across the Union Gad
francliise ared.

Findneing s Please see the respoose al Exhibit B:T1 . Union.Staftll part ).

Compiercist »  Ploase see Exhibit A, Tab 3, Agpendix A, p, 105, Union had the same concerns
New aroviid the Commercial market,

Construction

Fuel «  Union expetienced signiticant intervenor opposition 16 using.its DSM budget to
Switching support fuel switching ineentives

Simplificd »  Union believes that customers are well served with the curvent C/1 Custom and €41
Custom Preseriplive program so a séparate Simplified Custom offering was not geen ag

valuable, instead Union made changes 10 1he current offerings

16
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Holistic Holistic Low Tncome offering is a costly program as a result of high incentives.

Low-Income necessary for the market to respond

Optinum Please see Exhibit A, Tab 3, Appendix A, p. 103

Home

Commeicial Commercial Beliavinural programs are still relatively new in the marketplace and

Behavioural uncevtainties exist with regards to the actnal impacts for Commercial customers:
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o Relictance amongst channel partners o delay or complicate a sale by referring elients
to Service Organizations,

»  Some contractors may be reluctant to refer customers to the Home Reno
Rebate offering because thiy feel it will impact their ability to close the
sale in a timely matmer; They may also be reluctant (o refer customers to
Service Organizations if they do not have an established relationship due
to ‘concerns arownd how it may impact their reputation if' the customer
does not have a positive experience,

¢ Channel capacity
¢ In order to offer Home Reno Rebate across (he Union Fanchise area, new
Service Organization partnerships and channel relationships will need to
be established.
= Linion will address this barrier through aumerous forms of channel
engagement, as noted in the “Macket Delivery” section above,

Behavionral Offerin

Union wil launch a Behavioural offering in late 2016. This offering seeks to achieve natural
gas'savings by encouraging customers to change energy use decisions and actions. As well;
the offering will produce benefits for other offerings by acting as a channel to promote the
adoption of energy efficient measures and drive participation in Home Reno Rebate and

ESKs.

This offering piov:cies natural gas usage comparisons that benchmark the customer’s
consumption against that of like peers as well as the customer’s own performance from past
months/years. To help customers action this information, the Behavioural offering provides
custoimized energy saving tips, and uses goal setting, progress trackers, and other couching
mechanisms to atotivale behavioural elmngﬁs;

The Behavioural offering Has two components:
(1) Home Energy Reports (“HER”) sent by mail and/or email fo Residential customers
with high matural gas use; and
(23 An Online Portal available to all Residential customers.

Natural gas savings from the Behavioural offering are quantified by mmparm 2 the actual
natural gas use of HER participants to. that of a control group. The offering is therefore
evidence based and relies on customer speeific data,

18
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Description

»

[

Fome Encrgy Reports

a

HERs will be send to a group of 300,000 residential customers consuming greater
than Union’s Normalized Average Consumption (“NAC™). These are Union’s
highest consuming residential customers,

Reports will be mailed out during the heating season (iﬂxam;ﬁe’ two reports
during the October to December period, and two reports it the Janvary to March
period).

Union will complete 4 Request for Proposal ("RFP”) process to select a vendeor.
The specific report contents may vary depending on the vendor, but HERs
generally include:

» Benchmarking information. comparing the customer’s natural gas
usage o peers living in a similar geographic areg with similar dwelling
characteristics;

o {Higtorical usage information, showing the customer how much gas
they used in the most recent period compared to consumption from
past periods/yéars;

= Goeal getting and cosching foward that goal: and,

*  Tips to save energy that involve both behavicurs! changes and the
adoption of energy efficiency measures. Messages can aEm be uged to
cross-promote ather offerings.

Onling Portal

o]

(8]

Similar information 1o the HERs will be made available lo every residential
customier in a digital format through an Online Portal. Union will investigate
integrating the content into MyAccount, Union’s existing online aceount
management 10ol;

Union will seck fo include an “encrgy asscssment questioninaire” where customers
can enter household, dwel!mg and equipment characteristics and receive
customized energy saving tips, The information will also be used by Union to
refing benchmarking information and adaptive messaging, and to gnsure the
information presented in the Online Portal and HERs is relevant and meaningfil
to {he customer,

Farget Market

Al Residential customers (both those enrolled in HERs and those not) will have
aceess to the Online Portal,

$1ERs will be sent to 300,000 of the Highest consuming Residential customers. This
group was sefected for participation due to several factors, heluding:

!

The opportunity to save energy is greater amongst high usage eustomers and by
targeting this group, Union will achieve grealer cost-effeetiveness;

19
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UNION GAS LIMITED

Answier to Interrogatory from
Board Staff

Reference: Exhibit A, Tab 3, Appendix A, pp. 12-15

Preamble: The Energy Savings Kit (ESK) prograin has been offered since 2000: The
payback period for ESKs is about 3 months and the payback penod for.
programmable thermostats is about 1.57 years (before any incentive is provided).

Union’s ESK contains 4 $25 rebate coupon for a programmable thermostat. OEB
staff notes that Enbridge offers a $75 vebate coupon for an adaptive thermostat,

a} Please explain the need to continue the ESK pmgram from 2016 to 2020 in the context of the
OFR’s direction, in the DSM Framewdrk, requiring utilitics to move towards programs that
are designed to achieve deeper savings.

b) Please discuss the wharket saturation rates in Union's service territory for all of the individual
items within the BSK.

¢} If Union were w discontinue the ESK program, please discuss how Union would reallocate
the BESK budyget.

d) Please discuss whether Union is concerned that by offering incenitives for programmable
thermostats it may be undermining the adoption of more advaneed adaptive and web-cnabled
thermostat technologies.

¢} Please discuss Union's position regarding offering a larger rebate coupon for an adaptive
thermostat {instead of a programumable 1themmostat),

Response;

2} The ESK offering is the m(m cost-effective offering in the Residential Program on both a
TRC-Plus and cumulutive m*/dollar spent basis. It also enstres broad participation with
15,000 residential customers projected to install a kit every year over the term of the Plan, As
DSM costs are recoveéred from all customers Union beligves it is important to ensure the
Residential Progrum provides broad access and opportunities to participate. This includes
customers in newer homes (i.e. built sfler the 1976 Oniario Building Code change) who may
riot have significant retrofit opportunitiés, ESKs assist in striking an appropriate balance
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between the Board's guiding principles, and serve as a complement to the other offerings in
Uinion’s Residential Program.

B} Union processed approximately 690,000 ESKs from 2000 to 2014, and spproximately 84,500
Low Income single: family homes réceived basic measure treatiment. Upion estimates there is
a total of approximately 977,000 single famaly residential customers with natural gas water
heating, Therefore, the ESK saturation rate is 79%. Union does not have this information at
the individual measure lovel

¢) Union would consider allocating the budget towards the Residential Behavioural offeriug and
the Commiercial/Industrial custom offering (gencral service and contract customers).

) Union believes that it is appropriate to continue offering & programmable thermostat rebate
which is also eligible for adaptive and web-cnabléd models. These thertiostat technologivs
have important ditferences from pmvmmmable thermostats that may result in uptake withina
different set of residential customers in Union's franchise area. Generally speaking, the Union
Gas customer ténds 1o lag behind general trénds with respect to technology and online
behaviours. Uni u:m s research indicates that 43% of customers have a low level of comfort
using mmpulws have privacy/trust issucs refated to the internct and generally have a low
level of online activity..

¢} Union will consider the introduction of a separate offer for adaptive thermostats over the term
of the Plan, and views this as a potential CDM collaboiation opportunity. Union is currently
emygaged with Hydro One in a collaborative Bring Your Own Thermostat {“BYQT") pilet
projeet that is desiizned to understand the gas and electric savings associated with various.
adaptive thermostat technologies over a 12 month period.



UNION GAS LIMITED

Answer 1o Interrogatory from
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Page { of §

Reference:  Exhibit A, Tab 3, Appendix C, p. 19

Please provide a detailed budger of the Residential Bebavioural offering, including both eapital
and operating costs, as well as all startup costs and share of administration and overheads, for

eich year from 201 5 to 2020

Response:

Please see Table 1 below,

Table

Behavioural Offering Budget (S000)

2015 2016 2017 23 2019 2024
Proposed Proposed Proposed Proposed Proposed Proposed
Developiment & Start-np Custs na $X,550 58 $0 $0 K0
Vendor Inpfementation nfa 8350 3y %0 A1) AV}
Infeararion of Online Poral wa 3450 50 50 30 £0
MPAC Data Purchase wa 3750 50 0 %0 S5
Fpccutives/Promntion nfa $,124 53,303 53,303 $3.303 $3.303
Qreentives na §0 50 $0 30 50
Prosation i $1,124 $3,30% $3,303 $3,203 3,303
Evaloation e 575 8§75 §73 375 $75
Administrailon
Totnl nfa £2.749 $3.378 33,378 $3,378 5 3378
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Referenee: Exhibit A, Tab 3, Appendix A, pp, 14 and 15
Please confirm that the figures on the following spreadsheet are correct. The figures are afl

2016-2020 totals, derived from Tables 2 through 6. If any of the figuves are incorrect, please

ENION GAS LIMITED

Answer o Inferrogatory from
School Energy Coalition ("SEC”)

Filed: 2015-06-23

ER-2015-0029
Exhibit B.T3. Union SEC. 3

Page 1 of 2

provide corrected information.

Residential Program Budeet and Foreensts

‘000 omitted
Home
Resto
Category Rebate | Behaviewral | ESK Total

Direct Rudget $53,701 $14.336 $1.934 $70,061
Dgvelopment, Startiip,
Evaluation and Admin $8.422 $2.245 %303 $10.978
Total Program $62,213 $16.581 $2.237 281,031
Portfalio Costs - Share §7.914 $2.109 5285 f13.307
Shareholder Incentive 54,458 $43 130 4618
Total Cost of Suvings 574,582 $18,732 $2.641 55954
Forecast CCM 571.637 21,267 60,379 653,283
Cost pey COM {oents) 13,047 28.082 4,373 [4.688

Response:

Some figures aré incomect, Please see Table | below, Administration is tracked at the program
level and cannot be shown by offering, therefore Development and Start-up, and Evaluation does
not include Administration (total Administration is shown in the Total column). Sharcholder
Incentive iz derived from cach offering’s cumulative m’s attributed to the overall Resource

Acquisition scorecard, a5 well as from the Flome Reno Rebate's Participant metric,
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Table
Restdential Progrsm Budget, 2016 to 2020 (100s)
Category Home Renn Rebate Behuviouzral ESK Total
Divect Budget 853,791 $i4,336 $1.935 $70.062
Bevelopment and Start-up, Bvaluation $3,600 #1923 $E6R $3.693
Adniinisiration 55,275
Tolal Program $57.39¢ £16.263 $2.143 $81.030
Slare of porfolio costs 7,957 $2.339 5313 $10,609
Shareholder Incentive: $4.810 $40 5116 $4,966
Totad Cosk of Savings F70.158 £18.440 52,532 506,605
Forecuast CCM (m3 Q00
571,637 2.268 64,379 £31,284

Cast per CCM (eonts) i2.3 $7.6 4.2 14.8
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LNION'GAS LIMITED

Answer o Interrogatory from
School Energy Coalition (*SEC™)

Reference:  Exhibit A, Tab 3, Appendix A, p. 15

Please explain how the Residential Beliavioural Program is cost-efféctive, given the high cost per
COM.

Response:

The Residential Behavioural offering does not meet the TRC plus test in isolation but the overall
residential program exceeds the 1.0 TRC threshold requirements as outlingd in Exhibit A, Tab 3,
Appendix A, p. 23.

The Guidelines outline that, “Program concepis such as.,..social beuchmarking, ...shaudd be
priorities in the fivst half of the new multi-year DSM term™
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UNION GAS LIMITED

Angwer to Interrogatory from
Board Staft

Reference:  Exhibit A, Tab 3, Appendix A, pp. 12-15

Preamble:  The Energy Savings Kit (ESK) program has been offered since 2000, The
payback period for ESKs is about 3 months and the payback period for -
progranmimable thermostats is about 1.57 years (before any incentive is provided).

Union’s ESK contadins a $25 rebate coupon for a programmiable thermostit, OEB
staft notes that Enbridge offers a $75 rebate coupon for an adaptive thermostat.

a) Please explain the need to contisue the ESK program from 2016 to 2020 in the context of the
QEB’s direction, in the D8M Framework, requiring utilities 1 move towards programs that
are designed to achieve deeper savings.

b) Please discisss the:market saturation rates in Union’s service territory for all of the individual
items within the ESK.

) If Union were to discontinae the BSK program, please discuss how Union would reallocate
the ESK. budget.

d) Please discuss whether Union is concerned that by offering incentives for programmable
ihérmostats il may be undermining the adoption of more advanced adaplive and web-enabled.
thermuostat technplogics,

€) Please discuss Union’s position regarding offering 4 larger rebate coupon for an adaptive
thermostat (instead of g programminble thirmostat).

Response:

a) The ESK offeritig is the most cost-effective offering in the Residential Program on both a
TRC-Plus and cumulative m’/dollar spent basis. It also ensures broad participation with
15,000 residential customers projected 1o install a kit every year over the term of the Plan. As
DISM: ¢osts are recovered from all customers Union believes it is important to ¢nsure the
Residential Program provides broad access and opportunitics to participate. This inclodes
costomers it newer homes {i.2. built after the 1976 Ontario Building Code change) who may
nat have significant retrofit opportunities, ESKs assist in striking an appropriate balance

26



Filed: 2015-06+23
EB-2015-0029
Exhibit B.T5. Union. Staft.21

Page 2 of 2

between the Board’s guiding principles, and serve as a complement to the ather otferings in’
Union’s Residential Program,

b} Union processed approximately 690,000 13SKs froni 2000 to 2014, and approximately 84,300
Low Income single family homes received basic measurs treatment. Union estimates there is
a total of approximately 977,000 single famzly residential customers with natural gas water
heating. Therefore, the ESK saturation raté is 79%. Union does not have this information at
the individual measure level,

¢} Union would eonsider allocating the budget towards the Residential Behavioural offering and
the Commercial/indusirial custom offering (general sérvice and contract customers).

d) Union believes that it is appropriate to continue offering a programmable therniostat rebate
which is also eligible for adaptive and web-enabled models, Thiese thermostat technologies
have important differences from pmgammabk thermostats that may result in uptake within a
different set of residential ¢ustomers in Union’s franchise area, Generally speaking, the Union
(as cugtomer tends {a !ag, s behind general trends with respect to technology and onling
hehaviours. Union’s research indicates that 43% of customters have a low level of comfort
using computers', have privacyftrust issues related to the internet and generally have a low
level of auline agtivity.

¢} Union will consider the introduction of a separate offer for adaptive thermostats over the term
of the Plan, and views this as a-potential CDM collaboration apportunily, Union is currently
rzngaued with Hydro Ong in a collaborative Bring Your Own Thermostat (“BYOT") pitot
project {hat is designed to understand the gas and eleetric savings associated with various
adaptive thermostat technologies over a 12 month period.
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Union may pursue to help make energy efficiency top of mind a part
of datly rootines.

Eneray Savings Kit (“ESK”) Offeving

ESKs have héen offered since 2000, As the focus bf the Residential Program continues to shift
towards Home Reno Rebale and Behgvioural, the focus on thie ESK offering will be significantly
veduced relative 1o the 2012-2014 DSM Plan. However, as a mature offering with highly refined
chunnels, (here remmaing an opportusity to pursue cost efflective energy savings and provide
Residential cistomers with broad aceess te DSM. The ESK will afsa actas a complement to the
Home Reno Rebate and Behavioural offerings.

Bescription

o ESKs afe pre-packagéd measures designed to teduct a customer’s erergy nsage and
water conswnplion.
s The Encrgy Saving Kit contains:

[a}
fod
Q
o
&
2

Energy clficient Showerhead [1.28 Gallons Per Minute (GPM) (4.73 EFM)]
Energy efficient kitchen acrator [1.50 GPM (5,68 LPM)}

Energy efficient bathroom acrator [ £.00 GPM (3.79 LPM})

Pipe wrap {two meters)

Teflon tape (1 roll for case of showerhead installation)

$25 Programmable Thermostat rebate coupon

Target Market

o  The ESK offering is targeted to Union residential customers living in detached, semi-
detached, townhonses and individually metered row townhonses who have a paturdl
gas water heatér and furaacé. Bach household is eligible to receive one Kit.

¢ This offering is not available to Union customers lving in high-rise buildings and
mudti-family buildings with more than five units.

Incentive Livel

s The ESK s provided at no cost (o the custorier,

e A $25 rebate coupon s provided towards the purchase of a programumable thermostat,

Murket Delivery

»  Online orders and door-to-door delivery will continue to be the miain areas of focus.
o Onlite orders will be supporded througls:
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UNION GAS LIMITED

Answer to Interrogatory tfrom
Vulnerable Energy Consumers Coalition (“VECC™)

Reference:  Bxhibit A, Tab 3, Appendix A, pp. 9-11, Behavioural Offering
ay Please defing Normalized Average Consumption (NAC),

by Please confirm the total number of highest consuming residential customers (i.e. cousuming
greater than Union’s NAC).

¢} Pleass describe  typical vendor for this program.

d) Please provide the party that would completé and deliver the encrgy assessment
guestionnaire,

¢} Please provide the goographical reach for this Program.

i Please discuss bow Undon’s vesearch of other jurisdictions informed its Behavioural Offering.
) "} dLx: g

Response:

a) The Normalized Average Consumption (“NAC™) is an cstimate of the A\mmge amount of
natural gas a residential, commercial or industrial customer will consume, given normal
weather conditions, NAC is estimated by determining what the actual average consumypiion
is;, and {hen rcsmnng that number to reflect normal weather, The NAC is applicable to the
general service market only,

b) Approximately 40% of residential customers consume greater than Union’s residential NAC,

¢}y Vendors that provide behavioural serviees such as the Hlome Energy Reponts to the muarket
typically operate through a Software-as-a-Service model and deliver their offerings to
customers under the utility moniker that they are providing the service for. Companies
pemtr% in this space typically use a treatment and control methodology to measure the
savings impact of their results.  Given that they use customer information to create, cralt, and
deliver the behavioural program offering, companices in this space typically operate under the
strictest of data security protocels, Opower is the most widely recognized vendor.
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5. Union should conduct any desk review of program recoeds, data tracking systems, and
mraterials such ag marketing materials, tralning documents, and program manuals,

5.3.3 Residential Products: Recommendations

Enbridge and Union

1. Both Enbridge and Union could conduct a pilot study to explore the reliability. and cost-
effectiveness of emerging measures suitable for the Energy Savings Kit offering that
could replace any potentially obsolete efficiency technologies.

2. Beth Enbridge and Union should investigate the reliability and cost-effectiveness of
emerging showerheads; and consider incorporating such showerheads into their new
pilot study or existing offerings.

3. Both Enbridge and Union should cansider partnering with elactric utiitles that offer
incentives for similar thermostat measures, and ensure that the fncentive amounts
provided to customers are corisistent between fuel types.

Enbridge

1. Enbridge should consider increasing the Adaptive Thermostat incentive to the
equivalent of at feast $100 while evaluating both tustarmer adoption rates for this type
of measure and customer payback rates,

2. If Enbridge intends ta use the TRM for its savings estimate claim, we recommend that
Enbiridge clegrly states its intention in the plan.

3, Enbridge’s evaluation plan should indude an Ontario-specific impact evaluation study
on adaptive thermaostats as existing impact evaluation studies are finding a significant
level df natural gas savings ranging from 10 percent to 12 percent of annual heating
cofisumption.

4. Enbridge should also conduct a survey of non-participants in its process evaluatian in
order to find out reasons for not participating in the offering: To the extent this offering
reguires Entiridge pragram staff or contractors to interact with customers to promote
andfor install adaptive thermastats, Enbiridge should also survey program staff and/of
contractors.

Union

1. Union should provide an incentive for adaptive thermostats so that new fechnologies
with higher savings potentials are available for customers lnoking to adopt them,

2. Union sheuld consider providing incentives for measures other than thermostats and
stant hot water saving measures to ensure that all customers are served by a range of
DSM tachnologies and to increase participation,

3. Uniar should conduet a titerature review of standard thermostats and consider whether
to discontinge this offering, or inchude a plan for the OEB t6 conduct a full impact
evaluation study an this measure if it still believes there might be some savings impacts,

Synagse Erwegy Ecanomies, fne. Ontario Gas DS 20362020 Plar Review A5
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Low income cut-offs

What are the LICOs?

The low income cut-offs (LICOs) are by far Statistics Canada’s most established and widely
recognized approach to estimating low income cut-offs. In short, a LICO is an income threshold
below which a family will likely devote a larger share of its income on the necessities of food,
shelter and clothing than the average family. The approach is essentially to estimate an income
threshold at which families are expected to spend 20 percentage points more than the average
family on food, shelter and clothing.? The first set of published LICOs used the 1959 Family
Expenditure Survey to estimate five different cut-offs varying between families of size one to five.
These thresholds were then compared to family income from Statistics Canada’s major income
survey, the Survey of Consumer Finances (SCF)3, to produce low income rates.

Today, Statistics Canada continues to use precisely this approach to construct LICOs, with the
exception that cut-offs now vary by 7 family sizes and 5 different populations of the area of
residence. This additional variability is intended to capture differences in the cost of living
between rural and urban areas.*

How are LICOs calculated?

As mentioned previously, a LICO is an income threshold below which a family will likely devote a
larger share of its income to the necessities of food, shelter and clothing than an average family
would. According to the most recent base for LICOs, the 1992 Family Expenditures Survey, the
average family spent 43% of its after-tax income on food, shelter and clothing. Figure 1 shows
the calculation of a LICO using the example of a family of four living in an urban community with a
population between 30,000 and 99,999. The 63% line represents the average proportion of after-
tax income that all families (regardless of size) spent on food, shelter and clothing in 1992 (i.e.
43%) plus the 20 percentage point margin. The dots on the chart show the actual observed
proportion of income spent by four-person families in medium-sized cities on necessities,
according to the 1992 Family Expenditure Survey. A regression line is fitted to this distribution
and the intersection of that curve and the 63% line gives the LICO—in this case, $21,359.°°’

This process is carried out for seven family sizes® and five community sizes and results in a table
of 35 cut-offs. This operation is done twice: once for before-tax cut-offs, once for after-tax cut-offs.

2. Twenty percentage points are used based on the rationale that a family spending 20 percentage points more than the
average would be in “straitened circumstances”.

3. Starting with data for 1996, the Survey of Labour and Income Dynamics (SLID) replaces the Survey of Consumer
Finances (SCF).

4. The LICOs were revised in early 2005 to incorporate revised weights from the 1992 Family Expenditure Survey, which
were part of the 2003 Survey of Household Spending historical revision.

5. The model is the following: the logarithm of spending on food, shelter and clothing is a function of the logarithm of
income, family size, population of the area of residence and region.

6. It can clearly be seen that as income increases, the proportion spent on food, shelter and clothing decreases. In this
case, points to the left of the intersection point between the regression curve and 63% line represent situations where
more than 63% of after-tax income is spent on necessities

7. All dollar values of LICOs and LIMs are expressed in current dollars.
8. Note that in the calculation of LICOs, contrary to the LIMs, no distinction is made by age of family members.
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Figure 1

Calculation of an after-tax LICO
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Low income rate and low income gap

To determine whether a person (or family) is in low income, the appropnate LICO (given the
family size and community size) is compared to-the income of the person’s economic family.? If
the economic family income is below the cut-off, all individuals in that family are considered to be
in low income. In other words, “persons in low income” should be interpreted as persons who are
part of low income families, including persons living alone whose income is below the cut-off.
Similarly, “children in low income” means “children who are living in low income families”.
Overall, the low income rate for persons can then be calculated as the number of persons in low
income divided by the total population. The same can be done for families and various sub-
groups of the population; for example, low income rates by age, sex, province or family types.

After having determined that an individual/family is in low income, the depth of their low income
can be analysed by using the amount that the family income falls short of the relevant low income
cut-off. For example, a family with an income of $15,000 and a low income cut-off of $20 000
would have a low income gap of $5,000. In percentage terms this gap would be 25%.' The
average gap for a given population, whether expressed in dollar or percentage terms, is the
average of these values as calculated for each unit.

9. The family concept used is the economic family, that is, all persons living in the same dwelling and related by blood,
marriage, common-law relationship or adoption.

10. For the calculation of this low income gap, negative incomes are treated as zero.
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