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1. Program Description

The Multi Family Direct Therm Savings Program (re-branded as “Energy Smart”) targets owners and managers of multi-unit residential properties such as apartment buildings, mobile home parks, and condominium associations.  The program encourages participation by providing energy efficient products and installation at no cost to the end use customer.  Marketing activities focus primarily on apartment building owners and managers.

The energy-efficient products include: low flow showerheads (1.5 gpm), low flow kitchen aerators (1.5 gpm), low flow bathroom aerators (1.0 gpm), and water heater pipe wrap.  In addition to products and installation, the Energy Smart Program provides an assessment of gas appliances at the site along with recommendations for repair or replacement.   
The program activities and accomplishments during the months of April through June 2008 are described below under four major categories: Administrative, Marketing, Direct implementation, and Program Performance and Status.

2. Administrative Activities 

During the second quarter of 2008 (April, May and June), Energy Smart conducted the following administrative activities:

Customer Workorder and Authorization: This newly developed one-page form includes customer information (name, property, address, number of units), workorder information (date, Team Lead name, work order number), installed devices (total quantity of showerheads, aerators and pipe wrap), work authorization and program terms and conditions.  Prior to the Energy Smart team performing any services, the customer must sign the work authorization to allow the team on the site, to waive liability, and to agree to provide access.  After the team completes the installations, the form requires a second signature acknowledging that the devices are functioning, that the customer holds the program entities harmless, and that the customer may replace the installed devices with the extras provided or at their own cost.  The Authorization/Work Order is printed in two-part forms so that the customer receives a copy at the completion of the site visit.
Audit Form: An Energy Smart Savings Program Audit Report Form was designed by Honeywell and approved by SCG.  The Form collects site information of gas appliances and devices such as boilers, furnaces, hot water heaters, and clothes dryers.  A field tech completes the form for each site by noting the location of the device, quantity, year manufactured (or estimated age), name plate information, consumption information, history, condition (good, average or poor), and recommendations for repair or replacement.  The Audit Report is also printed in two-part forms so that the customer receives a copy after the installations are completed.

Notice to Tenant: The Notice to Tenant was also created and approved during the second quarter.  This Notice facilitates compliance with California law that requires advance, reasonable notice to the tenant prior to entering the premises.   The Energy Smart office staff fills out the Notice with the date and time of the appointment and sends the Notice via e-mail, fax or first-class mail to the property owner or site manager.  The Notice also reminds tenants to secure their pets on the day of installation.  A Spanish version of the Notice is available if requested.
Multi-Unit Tracking Sheet: This form was designed to document the quantity of devices installed in each unit.  The Multi-Unit Tracking Sheet includes a column for building number, unit number, each device, and comments.  In the comments column, the installation team documents the reason a device was not installed.  Examples of reasons include: tenant purchased their own showerhead, valves leaking or corroded, low flow device is already installed, thread or pipe size was too small or too large, or old fixture could not be removed (too tight or the faucet may break.)
Quality Control Plan: Honeywell developed a Quality Control Plan to include monthly ride-alongs with the installation teams by the Honeywell Program Manager and Field Supervisor as well as quality assurance reviews of vehicle usage, mileage, staff timesheets, and random customer satisfaction surveys.  These actions will be implemented in the third quarter.  
Data Requests:  Energy Smart requested and received customer data for master metered accounts including customer name, service address, number of units, and usage history.  The two lists, one for business customers and one for individual customers, were critical for marketing outreach activities (described below.)  
Training: In anticipation of field installations, a comprehensive Operations Manual and complete Safety Manual were developed.  The Operations Manual covered office and field staff requirements for program documentation, customer service, daily reporting, vehicle maintenance, and step-by-step installation instructions.  The Safety Manual included such topics as a program specific Safe Work Procedure for potential hazards in the field, personal protective equipment requirements, driving tips, and incident reporting.  

3. Marketing Activities 

Below is a summary of specific marketing activities conducted during the second quarter:

Marketing Materials

In the second quarter of 2008, Honeywell designed a program logo with the Energy Smart name.  The logo was approved for use on all marketing collaterals and field forms.  The intent of the logo is to generate brand recognition for customers with a catchy program name.

Also in the second quarter, Honeywell created and produced a multi-colored program brochure.  The brochure provides program information, estimated savings, and program contact information.  A few thousand brochures were printed for distribution at industry events, in-person sales meetings with prospective customers, and for mailing as requested.  The brochure was then formatted as a one-page flyer for faxing and e-mailing. 

SCG approved Honeywell’s proposed magnetic car signs for each program vehicle.  The signs include the name of the program and the toll free number.  The car signs are affixed to each team’s vehicle to provide a level of professionalism as well as immediate credibility for customers.


Marketing Events 

Marketing events in the second quarter included attendance at the Apartment Owners Association “Million Dollar” Trade Show in Long Beach.  The attendees were primarily apartment building owners in Southern California.  The Energy Smart Account Manager promoted the program by handing out brochures and answering prospective customers’ questions.  A list of interested customers was maintained during the trade show for follow up after confirming eligibility.  

Marketing Activities

In anticipation of program field implementation, the Energy Smart Telemarketer and Account Manager actively promoted the available products and services to generate a pool of interested customers.  The Telemarketer contacted customers on the list of “individual” master metered customers and the Account Manager focused on the list of “business” master metered customers.  The program targeted master metered account holders since they have the most incentive to participate given the direct savings on their utility bills.    
During the initial phone contact, the sales and marketing staff explained the benefits of the program, the services available at no cost, and the steps for participation.  If the customer was interested, the Telemarketer and Account Manager collected site information, such as who to contact to schedule an appointment, the best time to call, whether the building was served by water heaters or boilers, the average number of bathrooms in each unit, and the customer’s preference for a hand-held or stationary showerhead.  The site information was forwarded to the Energy Smart Scheduler to schedule the installation appointment.
The Account Manager met with prospective customers to provide samples of the products to be installed, to handout brochures, and to explain the program in a personal, face-to-face environment.  
4. Direct Implementation Activities 
The direct implementation activities are scheduled to begin in the third quarter of 2008.
 
5. Program Performance/Program Status 

( Program is on target
⁬ Program is exceeding expectations
⁬ Program is falling short of expectations
The program is currently meeting expectations and completed all tasks listed in the Project Deliverables in advance of draft and/or completion due dates.  
6. Program Achievements (Non-Resource Programs Only): 

Not applicable.
7. Changes in Program Emphasis, if any, From Previous Quarter
The second quarter of 2008 focused on start-up activities and preparation for implementation of field installations.  There were no revisions to delivery strategies or program elements.  

8. Discussion of Near-Term Plans for Program over the Coming Months 

In the near-term, Honeywell will train the newly hired field staff, begin installations, continue marketing and outreach activities, attend SMART training, and report savings and production.
9. Changes to staffing and staff responsibilities, if any

In May, the Energy Smart Account Manager and Telemarketer joined the program staff.  In June, the Field Supervisor, three Team Leads, and six field installers were recruited, interviewed and hired in preparation of field work implementation in the third quarter.  In addition, the Program Coordinator, Scheduler and Data Entry staff was re-assigned from other projects to support the new Energy Smart Program.
10. Changes to contracts 

During the second quarter, SCG requested that Honeywell revise the contract from a project end date of March 31, 2009 to December 31, 2008.  The two companies met to discuss the impact on therm savings, production, and fees.  To accommodate this request, Honeywell revised the E3 calculator, the projected quantity of devices to be installed, and the project budget.  The second quarter ended with the revised contract pending SCG’s internal coordination and approval.  
11. Changes to contractors and contractor responsibilities, if any

There were no changes to contractors to report.

12. Number of customer complaints received

There were no customer complaints received in this quarter. 

13. Revisions to program theory and logic model, if any

There were no revisions to the program theory and logic model.
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