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Besides encouraging the sales of emerging renewable technology systems, another
goal of the Buydown Program is to encourage the siting of small, reliable generating
systems throughout California in locations where the produced electricity is both needed
and consumed. To be eligible for the Buydown Program, these generating systems
must be on the premises of customers of California’s electrical corporations® and of a
size such that the produced electricity is expected to primarily offset part or all of the
customer’s electrical needs on these premises.

The Buydown Program is open to emerging renewable generating systems of all sizes,
subject to certain conditions and restrictions, all of which are outlined in the Volume 3:
Emerging Renewable Resources Guidebook published in October 1999. The program,
however, was designed to favor small generating systems, such as those typically used
by residential or small commercial and agricultural customers. At least 60 percent of
the total $54 million in program monies (and 60 percent of the funds in each block of
funds) must be awarded to systems of 10 kW or smaller in rated output. An additional
15 percent of the program funds in each block are reserved for systems rated at 10-100
kW or less.®

Emerging Renewable Resources Account Activity and Status

From January 1 through June 30, 2000, the Commission paid a total of $1,128,041 to
93 completed systems participating in the Buydown Program. These 93 systems, which
represent 422 kW of capacity, were all PV systems. In addition to these completed
systems, the Commission approved 176 systems, representing 1,334 kW of capacity,
that are in various stages of development. The Commission encumbered $3,650,227
for these projects and will make payments to them when they are completed. A total of
36 reservation applications (representing 421 kW of capacity) are currently in the review
stage. If approved, the Commission will reserve an estimated additional $1,078,013 for
these projects. Table 3-2 includes information regarding Buydown Program reservation
and payment activity.

5 PG&E, SCE, SDG&E, and Bear Valley Electric Co.

6 Applicants for funding from the Emerging Account must submit a reservation request that describes the system they
are purchasing. The system must be on a list of certified equipment established by the Commission. Once a
reservation is accepted, applicants of 10kW or smaller systems have up to nine months to complete their systems.
Applicants of larger projects have up to 18 months to install their systems. Only upon proof of installation, along with
an appropriate five-year warrantee on the system, will the Commission provide the buydown funding for the system
based upon the system characteristics as installed. These program requirements encourage applications to the
program that reflect quality equipment and serious intent to purchase and install the equipment.
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Table 3-2

Buydown Program Reservation and Payment Activity

Total as of Total from Total as of
12/31/99 Jan 1, 2000- June 30,
June 30, 2000
2000
Completed Systems
Number of Systems 239 93 332
Total Capacity (in kW) 1,243 422 1,665
Total Funds Paid $3,459,143 $1,128,041 $4,587,184
Approved Systems Not Yet
Completed
Number of Systems 171 176 176
Total Capacity (in kW) 1,436 1,334 1,334
Total Funds Encumbered $3,903,760 $3,650,227 | $3,650,227
Reservation Requests Received —
Not Yet Approved
Number of Systems 159 36 36
Total Capacity (in kW) 1,817 421 421
Total Estimated Funds $4,613,734 $1,078,013 | $1,078,013
Encumbered
Subtotal Approved and
Completed
Number of Systems 410 269 508
Total Capacity (in kW) 2,679 1756 2999
Total Funds Encumbered and $7,362,903 $4,778,268 | $8,237,411
Paid
Grand Total Received, Approved
and Completed
Number of Systems 569 305 544
Total Capacity (in kW) 4,496 2177 3,420
Total Funds Estimated, $11,976,637 $5,856,281 $9,315,424

Encumbered and Paid

15




Reservation activity, illustrated in Figure 3-1, shows the quarterly activity in Buydown
Program reservations.

Figure 3-1

Buydown Reservation Activity
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Second Qrtr 00

Table 3-3

Buydown Program Participation by Size and Technology
(January through June 2000)

Photovoltaic Small Wind Fuel Cell | Solar Thermal
Small 92 11 0 0
Medium 1 N/A 0 0
Large 2 N/A 0 0
Total 95 11 0 0
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Program Support Activities

Other Emerging Account activities include those carried out by the technical support
contractor, Regional Economic Research, Inc. (RER).

Verification Program

SB 90 requires the Commission to spot check a sample of the systems installed
through the Buydown Program to ascertain compliance with the program. From March
through June 2000, RER conducted an audit of 15 systems to verify that the systems
were properly installed and functioning. All of the reviewed systems were found to be in
accordance with the information provided in the reservation request and buydown claim
forms.

In a related activity, Endecon Engineering, subcontractor to RER, investigated five
systems that were identified as possibly underperforming during the 1999 verification
program. RER completed and delivered a report on these findings to the Commission
in June.

Market Research Report

The Commission received a draft supply-side market research report from RER. The
intent of the report is to provide information to help the Commission and the emerging
renewables industry find ways to increase market acceptance of emerging renewable
energy technologies. RER subsequently integrated the supply-side market research
report with the demand-side market research report, which RER completed in 1999.

Monitoring Program

In November 1999, the Commission and the Department of Energy began a jointly
funded monitoring program of PV and small wind systems. This program is continuing.
In Phase | of the program, RER collected data on system performance at 15 sites
throughout California. Phase 2, which involves moving the data loggers to new sites,
begins in October 2000.

Appendix C provides details of projects that participated in the Buydown Program from

January 1through June 30, 2000, including completed systems, approved reservations,
received reservations, and cancelled/disapproved reservations.
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Chapter 4

Summary of the Customer Credit Subaccount

The $75.6 million allocated to the Customer Credit Subaccount is used to foster market
demand for renewable electricity. The Commission distributes funds to registered
renewable providers that deliver eligible energy to qualifying customers and pass the
customer credit on to their customers. The customer credit is a cents per kilowatt-hour
discount for eligible renewable electricity purchases.

The customer credit is limited to customers within the service territories of Pacific Gas &
Electric, Southern California Edison, San Diego Gas & Electric and Bear Valley Electric
Service. The customer credit is only given to those customers who choose to
participate in the direct access market and purchase energy from a registered
renewable provider instead of their utility distribution company.

Customers are categorized into three separate classes: 1) residential, 2) small
commercial, and 3) non-residential, non-small commercial. The latter customers are
subject to a $1,000 cap per customer per year, as well as a $15 million cap for
cumulative payments from the Customer Credit Subaccount. Non-residential, non-small
commercial customers include large commercial, industrial, agricultural, and public
lighting customers, which may be referred to as other or large customers in this
document. For purposes of the Customer Credit Subaccount program, each meter is
considered an individual customer.

Electricity service providers submit applications to the Commission to become
registered renewable providers, their first step in participating in the Customer Credit
Subaccount. Because they may register several different products, providers are given
separate registration numbers for each renewable electricity product they offer. A
product is typically considered a mix of renewable energy; for example, a product may
be 50 percent renewable. Wholesalers or power pools may also register with the
Commission to become registered renewable wholesalers, although they are not eligible
for funding.’

The Commission makes monthly payments from the Customer Credit Subaccount to
registered renewable providers based on data submitted in their Monthly Performance
Reports (MPRs). The MPR includes data on the generation source of energy offered by
providers and wholesalers and data on sales to consumers. The data for multiple
products are aggregated into one MPR. Registered renewable wholesalers must also
submit information documenting that the power they sell or broker is eligible for funding
from the Commission.

” A wholesaler is an entity which buys and sells electricity to providers or one who acts as a broker in negotiating
sales of power to providers.
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The Customer Credit Subaccount allows registered renewable providers flexibility in
how they match purchases of eligible generation to customer load. The program allows
for the banking of monthly differences between customer credits passed on to eligible
consumers and eligible generation purchased by the provider. Consequently, in
addition to payments, the Commission staff tracks credit banking. For example, if a
provider serves 500 kWh to its customers, but only purchases 200 kWh of eligible
generation, then the remaining 300 kWh are banked until further eligible purchases
have been made.®

Payments from the Customer Credit Subaccount are calculated from a credit level that
cannot exceed 1.5 cents/kWh. From the beginning of the program through November
1999, the Energy Commission set the credit level at 1.5 cents/kWh. Because of a
vibrant renewables market that placed increasing demands on the Subaccount s funds,
the Commission lowered the credit level twice. From December 1, 1999 through

June 30, 2000, the credit level was set at 1.25 cents/kWh. The Commission reduced
the credit level to 1.0 cent/kWh for the period of July 1, 2000 through December 31,
2000.

Under program requirements, registered renewable providers must inform customers on
their electricity bills that they are receiving the customer credit. Typically, providers
incorporate the credit into the electricity price that they offer their customers, rather than
giving a separate rebate.

Registered renewable providers and wholesalers are required to submit an annual
report to the Commission documenting their market activity, which must be verified by a
third party. Providers and wholesalers are also subject to random spot audits.

Customer Credit Subaccount Activity and Status

The Customer Credit Subaccount experienced considerable growth from July 1999
through June 2000. This growth, however, is expected to continue beyond June 2000
at a more moderate pace.

As of June 30, 2000, the Commission has registered 27 renewable providers, offering
43 renewable products, and four renewable wholesalers. Although the number of
providers offering registered renewable products has increased steadily, two registered
renewable providers exited the market during this period. Table 4-1 shows the
registration activity for fiscal year 1999/2000, separated into six-month blocks.

8 From the beginning of the program in 1998 through November 1999, credit banking was calculated in dollars by
multiplying the kilowatt-hours by the credit level. Beginning December 1, 1999, the Commission adopted a new
methodology and now banks kilowatt-hours rather than dollars.
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Table 4-1
Registered Renewable Providers and Products

July- January-
Registration Activity December June
1999 2000
Number of new providers registered 6 7
Number of new products registered 7 10
Number of providers that exited the market 1 1
Number of products that exited the market 2 2
Total providers registered at end of this six
. 21 27
month period
Total products registered at end of this six
. 35 43
month period

Table 4-2 shows the types of products registered with the Customer Credit Subaccount
as of June 30, 2000, broken down by the percentage of the electricity product that is
renewable. The majority of products offered in the Customer Credit Subaccount are
100 percent renewable.

Table 4-2
Customer Credit Subaccount
Available Products

Percentage Less than 50% 50% 70% 75% 100%
Renewable
Number of Products 3 12 1 1 26

In July 1999, 134,000 customers received the customer credit. By June 2000,
approximately 200,000 customers were receiving the credit. Despite the massive
growth in the number of customers purchasing renewable electricity, the growth rate
has slowed throughout the course of this 12-month period. From July through
December 1999, the monthly growth rate in the number of customers averaged 9
percent per month. However, in the first six months of the year 2000, the monthly
growth rate averaged less than 1 percent.

Another indicator of market performance is a comparison of the total number of
customers receiving the customer credit relative to the total number of direct access
customers. From July 1999 through June 2000, the proportion of customers receiving
the Customer Credit relative to total direct access customers has steadily increased to
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the point where those purchasing renewable energy comprise nearly all of the direct
access market. In July 1999, 134,000 out of a total of 153,000 total direct access
customers (88 percent) received the customer credit. By June 2000, the total number of
direct access customers had increased to 209,000, with 199,000 (95 percent) of these
customers receiving the customer credit.

These trends have also occurred among residential customers, the group that
comprises 74 percent of the direct access market. In July 1999, out of the 109,000
direct access customers, 95 percent, or 104,000 received the customer credit.
Beginning January 2000 through June of that year, effectively 100 percent of all
residential direct access customers received the customer credit.

The growth in the number of customers participating in the Customer Credit
Subaccount, along with the fact that the market for renewables comprises nearly all of
the total direct access market, indicates that the Customer Credit program is a driving
factor in motivating consumers to switch.

Below is a discussion of Customer Credit Subaccount activity aggregated for all
providers and all products for fiscal year 1999/2000, divided into two six-month periods
— July through December 1999 and January through June 2000. Provider-specific
information is not available because several market participants have requested
confidentiality for the data they submit to the Commission. While their requests are
under consideration, the Commission is holding all provider-specific data confidential.

Generation Side

To date, electricity that was offered for sale as eligible for customer credits was
generated by geothermal, biomass, small hydro and some wind facilities. Table 4-3
shows the relative portion of fuel types used to produce electricity that was eligible for
the customer credit during the two six-month periods of the 1999/2000 Fiscal Year.

Table 4-3
Eligible Generation by Fuel Type

Six-Month Geothermal | Biomass | Small | Wind | Unknown* | Total

Period Hydro
July—?gggmber 829% 15% 1% 20, 0% 100%
Januza(%bdune 79% 10% 5% 1% 6% 100%

* A generic mix of renewable energy.

As shown in Table 4-3, geothermal energy dominates the renewable energy market, but
other renewable sources have also been offered. From July through December 1999,
geothermal facilities generated about 82 percent of the electricity offered for customer
credits, 15 percent from biomass, 1 percent from small hydro, and 2 percent from wind.
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From January 2000 through June 2000, the proportion of geothermal, biomass, and
wind decreased while generic mixes of renewable energy, or unknown, increased to 6
percent. In addition to the 6 percent that was a generic mix of renewable energy, 79
percent was geothermal, 10 percent from biomass, and 5 percent from small
hydroelectric. Wind, which accounted for 2 percent in the previous six months,
accounted for 1 percent of all the energy offered for customer credit. Data on the
unknown supplies for calendar year 2000 will be available in the spring of 2001.

Customer Demand Side

The following is a summary of the number of customers receiving the customer credit,
the amount of eligible renewable electricity consumed, and the amount of customer
credits they received. In Appendix D, Tables D-1 through D-8 provide the detailed
monthly historical data for the _

Customer Credit Subaccount that Figure 4-1

. . . . Number of Customers by Class

is summarized in Figures 4-1 As of December 1999

through 4-5.

In December 1999, a total of Regigential

192,000 customers were
participating in the Customer
Credit Subaccount and receiving
funding from registered renewable

providers. The distribution of Small
customers receiving the credit by Non-Residentil,  CTECIEH
customer class type is shown in Commercial

Figure 4-1. 7%

In June 2000, the number of
customers receiving the customer
credit rose by 4 percent as

compared to December 1999, to a Number of oo 2 by Class
total of about 200,000 (Figure 4-2). As of June 2000

The number of customers receiving

the customer credit increased for Residential

81% 77/7

each of the customer classes;
however, the relative proportion of
small commercial customers

dropped. "
Smal
on-Residential, Commercial
From July 1999 through December M sl T2
1999, registered renewable Commerial

providers served a customer load of
922 million kWh. This total increased by 31 percent in the following six-month period,
when total customer load served was 1.21 billion kWh.
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The greatest growth was in the non-residential, non-small commercial category, with a
growth of 51 percent. Small commercial had 29 percent growth and the residential
class experienced 22 percent growth. Figures 4-3 and 4-4 show the percentage of the
load served to each customer class per fiscal year.

The residential class represented a Figure 4-3

little over half of the customer load Customer Load by Class

served by registered renewable July 1999-December 1999
providers in the July to December Residenisl

1999 time period. T T
Non-residential, non-small ‘Smammm
commercial customers accounted for

Non-Residential,

26 percent of the renewable energy Bt

consumed although this class of o

customers comprised about 7

percent of the total number of

customers; small commercial customers consumed about 22 percent of the eligible
energy consumed although they comprised 14 percent of the customers.

In the first six months of the year 2000,

. Figure 4-4
the proportion of load served b_y Customer Load by Class
customer class changed very little January 2000-June 2000
from that of the previous six-month
period, as illustrated in Figure 4-4. Residential

49%
Figure 4-5 compares the amount of :
customer credits paid in the period of
July to December 1999 with the
amount paid from January to June

Small
Commercial
21%

2000. Customer credits increased for R Non-
esidential,

every class, although they grew by the Non-Small

greatest percentage for non- Commercial

residential, non-small commercial 30%

customers, following the pattern of
increased load.

23



Figure 4-5
Customer Credits --
Comparison of July 1999-December 1999 with
January 2000-June 2000
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There is a direct relationship between the customer load and customer credits because
customer credits are calculated by multiplying the customer load by the credit level in
place at the time. Consequently, the pie charts for load (Figures 4-3 and 4-4) also
represent the distribution of customer credits by customer class. For example, from
January to June 2000, residential customers received 49 percent of the total customer
credits.

Expenditures from the Customer Credit Subaccount

Data on eligible generation and sales to consumers are submitted monthly from
providers to the Commission and used to calculate payments from the Customer Credit
Subaccount. An important factor in the calculation of payments is the cents/kWh credit
level. At the start of the program, the Commission set the credit level at the program s
maximum amount of 1.5 cents/kWh to encourage development of the market. In
November 1999, however, the Commission lowered the credit level to 1.25 cents/kWh.
The Commission based its decision on public input and the staff s forecasts showing
that if market growth continued at the same level, all of the funds of the Customer Credit
Subaccount would be disbursed before the end of 2001.

The 1.25 cents/kWh credit level remained in effect from December 1, 1999 through
June 30, 2000. Despite the reduction in the credit level, monthly disbursements in each
of the first six months of the year 2000 exceeded the $1.8 million monthly allocation to
the Subaccount. Although disbursements from the Customer Credit Subaccount
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exceeded monthly allocations from August 1999 through June 2000, funding was
available to make the payments because the program was undersubscribed from April
1998 through July 1999. Any funds that were unused one month were rolled over for
use in the future.

Despite the reduction in the credit level to 1.25 cents per kWh, the Commission found
that a credit level of 1.25 cents/kWh would not be sustainable for the remainder of the
program. The Commission decided to reduce the credit level to 1.0 cent/kWh from July
1, 2000 through December 31, 2000.

As mentioned earlier, customer credits passed on to non-residential, non-small
commercial customers grew throughout fiscal year 1999/2000 at a faster rate than the
other customer classes. Non-residential and non-small commercial customers are
subject to a $1,000 cap per customer per year, as well as a $15 million cap for
cumulative payments from the Subaccount. As of June 2000, disbursements from the
Customer Credit Subaccount to this customer class totaled $9.7 million, meaning that
65 percent of the funds allocated have already been disbursed.

Table 4-4 summarizes the fiscal year financial activity in the Customer Credit
Subaccount. It should be noted that total funds distributed from the Subaccount are
lower than customer credits passed on because some providers have banked customer
credits that are not eligible for payment until matching eligible generation is purchased
by the provider.

Table 4-4
Customer Credit Subaccount
Financial Summary

Payments Funds Remaining
(Millions $) (Millions $)
July 1999-December 1999 12.66 56.98*
January 2000-June 2000 14.37 42 61
Total Fiscal Year 99/00 27.03 NA**

"In the March 2000 Annual Project Activity Report, the Energy Commission reported that $59.43 million
remained in the Customer Credit Subaccount as of December 1999. That number did not account for
$2.45 million in payments by the Subaccount in 1998. The $56.98 million figure shown as funds
remaining does account for those 1998 payments.

** This column shows the funds as of the end of the fiscal year. The funds remaining are a running total
and are not additive.
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As shown by the growth in the number of customers receiving the customer credit, the
growth in the renewable electricity consumed, and the growth in expenditures from the
Customer Credit Subaccount, the market for renewable electricity has rapidly expanded.
This growth, however, has slowed in the first six months of the year 2000.

Electric service providers offering renewable energy and customers receiving the
customer credit also dominate the overall direct access market in California. Market
stakeholders have told the Commission that the customer credit has been an important
factor in stimulating market growth, and the Renewable Energy Program is working to
continue this trend through the life of the program.

Detailed monthly historical data for the Customer Credit Subaccount are contained in
Appendix D.
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Chapter 5

Summary of Consumer Education Subaccount

Senate Bill 90 directs $5.4 million from the Renewable Resources Trust Fund to support
a consumer education and marketing campaign that promotes a consumer market for
renewable energy technologies. The Commission conducted workshops and hearings
over a two-year period to gather input from staff and stakeholders. In February 1999,
the Commission adopted the Renewable Energy Consumer Education Marketing Plan.

As outlined in the Marketing Plan, the goals of the Commission s Renewable Energy
Consumer Education (RECE) Program are as follows:

1) to raise consumer awareness of renewable electricity generation options and their
benefits; 2) to increase purchases of both renewable energy from the grid and small-
scale emerging renewable systems installed on customer premises; and 3) to mobilize a
self-sustaining education effort that will continue beyond the four-year transition period
to a competitive market.

The Marketing Plan outlines the need for two action paths, one for renewable energy
from the grid and a separate one for emerging renewable technologies. Purchasing
renewable energy from the grid appeals to a wider market, while the interest in
emerging renewable technologies is a more specialized and limited market. While there
are opportunities to coordinate educational and promotional activities, the two markets
are different enough to warrant different strategies.

Figure 5.1
Renewable Resource Trust Fund

Consumer Education Subaccount
$5.4 Million

Emerging
$1.08M (20%)

-$375,000

-$300,000

B Remaining Green Energy O Allocated Green Energy - REMB B Remaining Emerging
O Allocated Emerging -Tech Supportl Allocated Emerging - PON 5/2000
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As shown in Figure 5-1, the Commission allocated 80 percent ($4.32 million) of the
funding for marketing and educational activities to promote the renewable energy

market. Twenty percent ($1.08 million) was allocated for marketing and educational

activities to promote emerging renewable technologies for on-site generation of
renewable power.

In March 1999, the Energy Commission entered into a 15 month $1.2 million contract

with the Renewable Energy Marketing Board (REMB) to serve as program administrator
for the initial renewable energy marketing activities. Table 5-1 provides a summary of
payments to the REMB from the Commission for this reporting period.

The Commission is providing program administration for marketing activities promoting
emerging renewable generation technologies. These technologies include:

* Photovoltaic systems

» Fuel cells that convert renewable fuels into electricity

» Solar thermal electric systems

« Wind turbine systems < 10 kilowatts in size

Table 5-1
Consumer Education Subaccount 2000
Payments to REMB (Note: WA stands for Work Authorization)

WA #2 WA#3 | WA#4 WA #5 WA #6 WA #7 Totals Total Total
WA #2 Retention | Invoiced
through (10%) and Paid
WA #7
Oct* $0 | $11,955 $0 $0 $0 $0 $11,955 $1,196 $10,759
1999
Nov* $44,165 | $11,955 $0 $0 $0 $0 $56,120 $5,612 $50,508
1999
Dec* $31,477 | $11,955 $0 $0 $0 $0 $43,432 $4,343 $39,089
1999
Jan $48,192 $0 $0 $0 $0 $0 $48,192 $4,819 $43,373
2000
Feb $43,100 $0 $0 $0 $0 $0 $43,100 $4,310 $38,790
2000
Mar $54,519 $0 $0 $0 $0 $56,237 | $110,756 $11,076 $99,680
2000
Apr $47,211 $0 $0 $0 $0 $56,237 | $103,448 $10,345 $93,103
2000
May $50,433 $0 $0 $0 $0 $56,237 | $106,670 $10,667 $96,003
2000
June $47,878 $0 | $9,270 | $28,766 | $28,475 $56,237 | $170,626 $17,063 | $153,563
2000
Total | $366,975 | $35,865 | $9,270 | $28,766 | $28,475 | $224,948 | $694,299 $69,430 | $624,869

* After March 2000, these invoices for October, November, and December 1999 were submitted to the Commission,
which were not included in the March 2000 report. Though this report is for the period January-June 2000, this
information is provided here to avoid a reporting gap.
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In February 2000, the Commission adopted the Guidebook for the Renewable Energy
Program, Volume 5 — Consumer Education Subaccount. This Guidebookaddresses the
eligibility, program requirements, and funding processes for the Customer Education
Subaccount.

In May 2000, the Commission released a Program Opportunity Notice (PON) for
Consumer Education activities for emerging renewable technologies. The Renewable
Resource Trust Fund made $375,000 available to eligible entities for projects that
provide educational, informational, and/or marketing activities related to the emerging
renewable technologies market in California. Also during this reporting period,
$300,000 from the Renewable Resource Trust Fund was placed in the Renewable
Energy Program technical support contract budget for consumer education and
outreach activities for the emerging renewable energy market.

Marketing efforts are listed in this chapter under separate headings, depending on
whether they focus on the renewable energy market or on the emerging renewable
technologies market. Activities are in various stages of implementation. Some have
already been completed, while others are still in the planning stage.

Consumer Education Subaccount Activities
Renewable Energy Program Identity Project

Visibility is critical in both educating consumers about the benefits of renewable energy
and fostering the growth of the renewable energy industry. A program identity was
established to unify the Program s marketing efforts, to raise visibility, lend credibility,
and promote confidence among industry stakeholders and the public. Renewable
Energy Program staff developed a Program logo, a slogan, and a photocollage that is
used on booths and posters.

- senewanee | 10€ Program identity, shown here in black and white, is
( (:__.JD ENERG often used in its color version of gold, green and blue
s representing the different sources of renewable energy.
R TR TrtRe panmieen This program identity also appears on a Program banner.

RevewarLeE ExErGY | The Program s slogan captures the importance of
HE POWER OF CHOICE consumer choice in making informed energy decisions.

The Renewable Energy Program staff developed a renewable energy photographic
montage for a small table-top booth and for a large freestanding booth. These booths
include the Program slogan and logo, depict familiar renewable energy technologies,
and illustrate the benefits of choosing renewable energy. The photographic montage is
also available on 2 x 3 foot posters.
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The Program identity was launched at the Program s booth exhibit at the Contra Costa
Earth Day Festival on April 30, 2000 and has been well received at various fairs and
conferences throughout California.

Renewable Energy Market

The following are RECE Program activities initiated by the Renewable Energy
Marketing Board (REMB) and the Commission in January through June of 2000,
focusing on the renewable energy market:

The Commission staff, in partnership with Sacramento County and the Sacramento
Metropolitan Utility District, developed three on-air educational vignettes, produced
by KVIE and aired on KVIE-Channel 6 from December 1999 through March 2000.
Staff created messages for a Commission spokesperson to deliver including, What
is Green Energy? What are the Benefits of Green Energy? and You can Choose
Green Energy. These messages reached almost four million households spanning
28 counties in Northern and Central California and generated increased calls to the
Commission s Call Center and visits to the Web Site.

At an environmental fair in Bakersfield, the staff provided information to over 500
attendees about state, federal and local programs dealing with water, waste, air
quality, energy, and resource conservation issues.

The Center for Energy Efficiency and Renewable Technologies (CEERT) sent an
introductory letter and green power switch kit to businesses throughout the Bay
Area regarding the environmental benefits of switching to green power.

The Center for Resource Solutions (CRS) worked with Bank of America to explain
details of switching to green power. The CRS continued to provide assistance to the
U.S. Postal Service in its switch to green power.

The CEERT worked with Union of Concerned Scientists, the Next Generation and
the Natural Resources Defense Council (NRDC) to link their global climate change
programs to the Commission s green power marketing efforts.

The Global Green USA (GGUSA) worked with owners and managers of several
small businesses in Santa Monica, including Fantastic Sams, Ben & Jerry s, Wild
Oats, and The Gallery. These businesses were interested in learning more about
their energy options and switching to renewable energy.

The CEERT distributed green power switch kits at the Whole Earth Festival at UC
Davis and at the Technology Fair at UC San Francisco.

The GGUSA sent out 300 letters to energy opinion leaders throughout California,
informing them of the Green Power Campaign and urging them to support
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renewable energy. GGUSA received several follow up calls from recipients of the
letters, asking for more information.

The GGUSA met with representatives of Santa Barbara City College regarding their
switch to green power. GGUSA met with Bermant Development Corporation in
Santa Barbara to discuss switching the BDC properties to green power. GGUSA
discussed partnering opportunities with different organizations and businesses for
green power education in Santa Barbara and Chula Vista, including the Chamber of
Commerce, San Diego Sierra Club, EarthWorks, Target, and the Border
Environmental Commerce Alliance.

The CEERT coordinated with the city of Oakland in preparation for the Green Power
request for proposals (RFP) council hearing, the Green Power Media Campaign and
the Green Power Town Hall Meeting. The CEERT developed and distributed printed
outreach materials.

The GGUSA spoke with the Coalition of the Environment and Jewish Life. The
Jewish Community Centers throughout Southern California are switching to green
power.

With CEERT assistance, San Jose designed a green RFP for 100% municipal load.
CEERT also helped the cities of Davis, Monterey, and Petaluma develop RFPs for
green power. The CEERT coordinated with the Local Government Commission
(LGC) to conduct local government workshops on how to switch to green power.

The GGUSA worked with Environmental Programs at Santa Monica College on
switching the college to green power. The GGUSA met with Elly Nesis Properties
and discussed switching their 150 rental properties in Los Angeles to green power.

The CEERT helped set up the Sonoma Green Business Council green winery
workshop and coordinated with the Sustainable Business Alliance.

The CRS conducted outreach to numerous Bay Area green business associations
and also met with green marketers to promote Green E+ which combines green
power purchases with investments in energy efficient appliances.

The GGUSA received over 160 response cards from the Chula Vista Switch Kit
mailing and mailed back packets of articles on renewable energy, information
regarding how to switch and green power marketer contact information.

The CEERT held the Know Your Power: Ethnic and Urban Communities Greening
the Electric Power System which was held at the California Science Center at
Exposition Park in Los Angeles. The event generated good radio and newspaper
coverage before and after the conference.

The GGUSA met with Community Corporation of Santa Monica to discuss the
overall green power campaign and the potential for green power procurement as
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part of CCSM s management/operation of affordable housing units. GGUSA wrote a
letter to Mattel Toy Corporation to encourage them to switch to green power.

The GGUSA sent out materials to the director of the Center for Environmental
Education who contacted them to ask for more information on the connection
between global warming, energy production, and the positive benefits of renewable
energy.

The GGUSA provided switch kits to the Agape Church (which has over 10,000
members) for distribution at an environmental event.

The REMB conducted a Public Education Campaign, including general earned
media outreach and communications coordination. Examples of outcomes from this
effort include articles regarding the Oakland switch in the Oakland Tribune, the Los
Angeles Times, and the San Francisco Chronicle, a commentary by Oakland Mayor
Jerry Brown on green power and the switch, a story about the Episcopal Power &
Light switching, and a story regarding green corporations switching to green power.
Other outcomes include articles, editorials, and or issues in a variety of media such
as E Magazine, Audubon, Earth Island Journal, Tomorrow magazine and Wine
Business Month. Other journal articles were placed in the California Journal, The
Journal of Corporate Environmental Strategy and Electricity Journal.

Pathfinder Communications wrote press releases about high profile green power
switches and also developed opinion pieces, feature articles, specialized campaign
materials for press, materials for web sites, and a speaker s kit. Print opinion
leaders/editors were educated on deregulation and emerging renewable markets.

Twin Pines Cooperative Foundation worked to educate the customers of 18 food
cooperatives in California about green energy. The effort used several different
mediums including newsletter articles and advertisements, in-store display areas,
personal presentations at meetings, and booth displays in front of the stores.

The REMB and the Commission participated in the Earth Day event in Contra Costa
with over 30,000 people in attendance. A Green Power Zone was secured that
hosted over 40 booths displaying the latest in renewable technologies. REMB
participated in Web and radio advertisements for the event and had a stage
presence in front of a crowd of over 15,000. Over 6,000 switch kits and related
materials were distributed. REMB ran 30-second cable television ads in Contra
Costa, San Diego, and Santa Barbara. A satellite tour was used to link Green
Power spokespersons with newscasters for a live or taped interview.
Evans/McDonough Company conducted a poll to examine the effectiveness of the
media campaign. This poll consisted of a pre/post analysis of targeted/non-targeted
audiences using a random sample of 400 adults.

The REMB was also involved with San Diego s Earth Day event. With 60,000 people
in attendance this was the largest Earth Day event on the West Coast. A large wind
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turbine was exhibited and about 2,000 switch kits and other related materials were
dispersed. Other Earth Day activities that were attended by REMB/CEERT/GGUSA
were Santa Cruz, Berkeley, Sonoma Valley, San Francisco, Sacramento, San Jose,
Oakland, Santa Monica and Los Angeles.

The REMB developed and released over 300 press packets about Earth Day 2000
and the California renewable power market for television, radio, and print press.

The GGUSA received over 800 postcards asking for more information on green
power from the Earth Day LA events.

The Commission staff developed a brochure for the Customer Credit Account.

Phase | of REMB s campaign ended June 30, 2000. The decision to extend the
contract will be made after the Phase | effort is reviewed and evaluated.

Emerging Renewable Technologies Market

The following are RECE program activities initiated by the Commission between
January and June 2000, focusing on the emerging renewable technologies market:

The Commission placed the Clean Power Estimator, an internet-based tool, on the
Renewable Energy Program s Web Site. Consumer Education Subaccount staff
developed a flyer announcing the Estimator, which provides consumers with a
personalized estimate of the costs and benefits of investing in an emerging
renewable technology system for their home or business. The flyer has been
distributed at numerous public events and was provided to system retailers for their
customers.

The Commission s Buying a Photovoltaic Solar Electric System: A Consumer Guide,
released in November 1999, continues to be a popular document. The Guide is
consistently the highest in demand among the downloaded files from the Renewable
Energy Program s Web Site, as evidenced by increasing from 19% percent to 23%
of total downloads from March to April 2000. The Commission distributes over 1,000
Guides annually to California s Solar Home Tour participants.

On May 5, 2000 the Commission released a Program Opportunity Notice for
consumer education activities for the emerging renewable energy market. Grant
funding totaling $375,000 was made available to support consumer education
activities about photovoltaic systems, solar electric systems, small wind turbine
systems, and fuel cells that convert renewable fuels into electricity. Requested
funding per project must be greater than $10,000 and must not exceed $75,000 with
the applicant providing 25% match funding or in-kind support. Applications were due
on July 7, 2000.
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The Commission staff developed five fact sheets to raise consumer awareness
about renewable energy and the four emerging renewable technologies. The fact
sheets are distributed at all outreach events and are available on the Commission s
Web Site.

Market research was undertaken to assist staff and industry stakeholders in
targeting consumer education and marketing efforts for emerging renewable energy
technologies. In June 2000, the Commission staff received an initial draft report,
Market Research for Emerging Renewable Technologies, conducted by Regional
Economic Research, Inc., the technical support contractor for the Renewable Energy
Program. A final report was submitted in August 2000.

The Staff continues to regularly attend the California Photovoltaic Alliance s quarterly
Meetings, and often delivers presentations to the approximately 50 attending
members. The staff presentations focus on the status of emerging renewable
technologies consumer education activities.

The Renewable Energy Program supported a $1,500 Commission sponsorship for
Solfest 2000, held on August 26 and 27 in Hopland, California. Hosted by the non-
profit Institute for Solar Living, Solfest is an annual renewable energy and
sustainable living education and demonstration event that drew 10,000 visitors this
year. Sponsoring Solfest 2000 provided numerous outreach opportunities for the
Commission in various media including catalogues and magazines, web sites, press
releases, feature articles, public service announcements, posters, and banners. In
addition to the Commission sponsorship, the Renewable Energy Program exhibited
and hosted a workshop, heightening this highly targeted audience s awareness
about renewable energy and the Commission s incentive programs to help raise
consumer demand for renewable energy.
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Appendix A:
Existing Renewable Resources Account

Table A-1: Eligible Generation by Project
Table A-2: Incentive Rate Summary
Table A-3: Payments by Project
Table A-4: Payment Summary by Utility
Table A-5: Payment Summary by Tier
Table A-6: Generation Summary by Utility
Table A-7: Generation Summary by Tier
Table A-8: Summary of Eligible Facilities by Tier



Appendix B:
New Renewable Resources Account

Table B-1: New Renewable Resources Account Projects
Table B-2: Project-by-Project Payment Information



Appendix C:
Emerging Renewable Resources Account

Table C-1: Completed Systems
Table C-2: Approved Systems Not Yet Completed
Table C-3: Reservations Received — Not Yet Approved
Table C-4: Reservations Cancelled or Disapproved



Appendix D:
Customer Credit Subaccount

Historical Monthly Performance Data

Table D-1
Table D-2
Table D-3
Table D-4
Table D-5
Table D-6
Table D-7
Table D-8



