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1). PG&E’s Portfolio Vision 

PG&E’s energy efficiency portfolio is designed to support California’s integrated plan for addressing 
climate change with a goal of reducing greenhouse gas (GHG) emissions to 40% below 1990 levels by 
2030.  For 40 years, California has recognized energy efficiency’s important role in GHG reductions.  In 
2015, the Governor set forth ambitious energy efficiency goals through landmark climate legislation, SB 
350 – to double the rate of savings by 2030. In addition, the State’s Zero Net Energy (ZNE) Goals of 2020, 
2025 and 2030 for Residential, Public and Commercial new construction, respectively, and other 
important energy efficiency goals, “create a framework to make energy efficiency a way of life in 
California.1” 

To meet these goals, PG&E strives to inspire and empower our customers to eliminate unnecessary 
energy use within California to reduce per capita carbon reduction by 2030. 

x PG&E seeks to help increase market adoption of energy efficiency and drive deeper, more 
persistent energy savings through directed market transformation and integrated solutions that 
support the grid and customers.   

x Building upon core competencies of 40 years of implementation experience, a network of 16 
million customers, and deep customer insights on usage and areas of high savings opportunities, 
PG&E works with the local, regional, and national partners, the right decision-makers, and the 
ecosystem of energy efficiency stakeholders2 to continue to make impactful changes in 
California.  

x To do this, PG&E recognizes the need to change the way we encourage our customers to take 
action and scale energy savings cost effectively to meet the State goals. We need to simplify our 
portfolio with a laser-focus on operation excellence. 

x Over the next 5 years, PG&E will shift the way we motivate our customers to save energy. 
Transitioning away from traditional incentives, PG&E will explore new service and performance 
models to inspire and empower customers so that we reduce customers’ energy bills, and 
unlock the stranded potential found in much of California’s existing building stock, and to more 
cost-effectively target the energy being wasted in California today.  
 

Tools to Scale  
Achieving State climate and energy efficiency goals, as well as PG&E’s portfolio vision, will require a 
paradigm shift and a new generation of tools to cost-effectively scale. With these tools, PG&E positions 
its customers for greater energy bill reductions, the State for increased GHG reductions and energy 
efficiency savings, and the grid with a resource on which it can count.  

x Data driven targeting  

                                                           
1 California Energy Efficiency Strategic Plan, January 2011 update 
2 Stakeholders include, but are not limited to: state agencies, specifically California Public Utilities Commission and 
California Energy Commission (CEC), manufacturers, distributors, contractors, Investor Owned Utilities, Program 
administrators, energy efficiency program implementers, capital providers and customers. 
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x Metered-based savings  
x Behavioral, RCx, O&M (BROs!) 
x Finance as an enabler 
x Purposeful code readiness 
x End-to-end project development and technical assistance  

 

As part of the strategy to meet this vision, PG&E’s Residential Segment Goal is to cost effectively scale 
energy efficiency in a customer-centric manner to help meet state policy goals by inspiring and 
empowering customers to eliminate unnecessary energy use. 

In order to meet our residential segment goals, PG&E will focus its efforts in four key categories: 
(1) Expansion of behavioral programs  
(2) Retail and upstream interventions for plug loads, lighting and appliances  
(3) Increased building efficiency for existing and new construction   
(4) Tools and incentives to help customers manage their energy use 

Key Segment Metrics:  
x Energy savings (kwh, kw and therm) 
x Cost-effectiveness (TRC and PAC) 
x Cost per unit of energy ($/kwh, $/KW and $/therm) 
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2.) PG&E Residential Segment Overview 

Provides energy services to 16 million residential customers across 70,000 square-miles in Northern and 
Central Californians  

x 5.4 million electric customer accounts 
x 4.3 million natural gas customer accounts 
x Service territory includes 9 diverse climate zones; 3.4 million customers in temperate climates 

 

Observation: The residential segment accounts for a significant amount of the State’s electric and gas 
usage and associated greenhouse gas emissions.  

 

 

Observation: Continued opportunities in water and space heating, but new growth and focus is needed 
on miscellaneous and plug loads. 

 

 

 

 

 

 

 

 

CEC Energy Almanac: http://energyalmanac.ca.gov/electricity/electricity_stats/index.html http://energyalmanac.ca.gov/naturalgas/overview.html  
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Observation: Single family residents offer a great per dwelling opportunity as they use more energy 
than multifamily. 
 

Customer Profile Information 

 SF Overall MF Overall SF Owners MF Owners SF Renters MF Renters 

% of Customers 77% 23% 57% 43% 

% EE Participation 15.6% 1.4% 20.1% 4.3% 5.3% 0.9% 

Avg. Kwh/ month 602 297 613 324 543 298 

Avg. Thm / month 38 16 38 17 34 16 

 

 

Observation: The Residential Programs (excludes GP) is a large contributor to the portfolio.  
 

2015 Residential Program Performance with PG&E Portfolio: 

 

 

Observation: 63% of homes built before modern code and represent a large efficiency opportunity. 
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Observation: Customers engage in energy efficiency for multiple reasons, we need to be able to design 
and target programs to support customer decision making.  

 

 

Observation: Expanding the definition of behavior programs could help us reach potential savings of 
16%-20%.  

 

 

  

*McKinsey & Company (2013). Sizing the potential of behavioral energy-efficiency initiatives in the US residential market. 

PG&E Whole House Behavior Change Model Study, Opinion Dynamics 2013 
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3). Summary of Residential Problem Statements and Strategies/Solutions: 

Problem Statements Strategies/Solutions 

Gaining access to energy 
consumption information 
traditionally has been 
challenging for customers 
and property owners, 
preventing consumers from 
engaging in efficiency or 
conservation behavior. 

(1) Continue to promote and enhance online energy management 
tools to provide customers with insights on their energy usage, 
rate education and comparison and ways to save. Continue to 
promote third party vendors access to Stream my Data/Green 
Button Connect as a way to encourage innovation in customer 
tools and offerings. (SF)  

(2) Continue to promote community based social marketing and 
behavioral changes through programs such as Step Up and Power 
Down. (SF/MF) 

(3) Complete AB 793 implementation by giving customers tools and 
incentives to manage their energy usage. (SF/MF) 

(4) Improve multifamily property owners (2+ units) tools to support 
benchmarking, audits, and other assessments in compliance with 
AB 802. (MF) 

(5) Add new behavioral interventions to reach technical potential.  In 
addition to existing efforts such as Home Energy Reports, this 
could include institutional (school/workplace) interventions using 
competition and injunctive norms to drive energy conservation in 
homes, continuous energy management services, and 
technology-enabled operational savings. (SF/MF) 

Customers lack 
understanding of energy 
efficiency opportunities at 
key trigger and investment 
points which leads to missed 
opportunities for energy 
efficient upgrades and high 
efficiency equipment 
purchases. 

(6) Continue to leverage and expand Energy Efficiency Marketplace 
as a tool to educate and empower customers on available 
products and connect them to sellers. (SF/MF) 

(7) Continue to focus on whole building or bundled measure 
approach to multifamily properties targeting Property Managers; 
sunset MFEER rebates over time. (MF) 

(8) Promote and pursue opportunities that help provide customers 
with integrated solutions that they value. (SF) 

(9) Test innovative ideas to drive customer awareness at key trigger 
points through solicitations, Emerging Technologies, and the 
Ideation Process. (SF/MF) 

(10) Continue single family and multifamily new construction with a 
focus on ZNE and code readiness to help establish value of energy 
efficient construction with customers and builders. (SF/MF) 

(11) Test new ways to motivate customers to purchase high efficiency 
equipment in lieu of rebates by adding incremental value 
propositions (such as sweepstakes, loyalty points, free products). 
(SF/MF) 

(12) Identify ways to implement simple ratings such as the Home 
Energy Score into existing PG&E offerings. For example, this could 
be an output from online Home Energy Check-ups. (SF) 
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Existing home retrofit 
programs (Home Upgrade 
and HVAC) are expensive for 
administrators and 
consumers to implement and 
have not made significant 
progress towards the 
Strategic Plan goals to 
reduce energy consumption 
in existing buildings by 40% 
by 2020. 

(13) Continue to pursue Pay-for-performance (P4P) models that 
reduce administrator costs and leverage existing market forces to 
drive scale. (SF) 

(14) Continue to pursue innovative financing offerings that offer new 
ways of incentivizing energy efficiency projects versus traditional 
incentive programs. (SF/MF) 

(15) Continue to provide highly targeted moderate-income no/low 
cost options for comprehensive retrofits; potentially leveraging 
AB 802 to focus on stranded potential. (SF) 

(16) Continue to pursue strategies to utilize energy efficiency to 
support transmission, distribution and general infrastructure and 
load deferral. (SF/MF) 

(17) Adjust HVAC programs to focus on improved quality maintenance 
efforts and scalable HVAC replacement opportunities; seek ideas 
from the market and other regions. (SF) 

(18) Test procurement based models to determine if they are able to 
scale at a lower cost while meeting state policy objectives. 
(SF/MF) 

To engage manufacturers 
and retailers in driving 
efficiency in lighting, 
appliances and plug load 
devices, at least 20% of the 
retail market sales must be 
impacted to motivate 
retailers to change business 
practices, typically out reach 
of a single Program 
Administrator. 

(19) Continue to focus on increasing the availability of efficient 
products through retail, mid and upstream interventions to 
motivate sellers to offer and promote desired products. (SF/MF) 

(20) Continue to promote appropriate statewide programs and 
engagement with the Western Regional Utility Network (WRUN) 
to drive broader initiatives within this segment. 

(21) Pursue strategic market transformation initiatives, in addition to 
RPP, to meet state goals in a more cost-effective manner. (SF/MF) 

(22) Adopt aggressive and progressive minimum energy codes and 
standards for buildings and plug loads, effective code compliance 
and enforcement, and parallel, tiered voluntary energy efficiency 
standards that pull the market along and set a higher bar for 
subsequent standards. 

As a result of split incentive 
issues 48% of PG&E 
customers who rent single or 
multifamily dwellings are 
limited in their efficiency 
improvement opportunities, 
however only a subset have 
high potential for energy 
efficiency savings. 

(23) Continue and expand behavioral programs to better target renters 
by adding new behavioral interventions to reach technical 
potential. In addition to existing efforts such as Home Energy 
Reports, this could include institutional (school/workplace) 
interventions using competition and injunctive norms to drive 
energy conservation in homes, continuous energy management 
services, and technology-enabled operational savings. (SF/MF) 

(24) Continue to focus on increasing the availability of efficient 
products through retail, mid and upstream interventions to 
motivate sellers to offer and promote desired products; Ensure 
value stream stocks and sells energy efficient equipment (SF/MF) 

(25) Continue multifamily no/low cost direct install for central system 
measures for HVAC, water heating and other large systems; focus 
on high opportunity climate zones and building types.(MF) 
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3) Residential Problem Statements  

Problem statement 1: Gaining access to energy consumption information traditionally has been 
challenging for customers and property owners, preventing consumers from engaging in efficiency or 
conservation behavior.  

Observations: 

x Customers who engage with the Home Energy Check-up are 2X more likely to also participate in 
other PG&E Programs. Continuing to focus on designing interventions to support the customer 
journey will increase end results. 

x Knowledge and persuasion are key steps to drive customer decision making and ultimately 
implementation of energy efficiency measures. 

x Home Energy Reports consistently drive savings of 1%-3% but behavioral EE has the potential to 
reach savings of 16%-20% if the definition of behavior is expanded. Decision approving 2013-
2014 Energy Efficiency Programs and Budgets - November 15, 2012 (D. 12-11-015) requires 
behavior programs to include (1) Comparative energy usage and disclosure (2) Randomized 
control trial design (3) Ex-post measurement 

x Benchmarking and disclosure policies have the potential to influence the real estate decisions of 
tens of thousands of businesses, tenants, investors, pension funds, lenders and building owners 
and operators.  

Strategies/Solutions:  

1) Continue to promote and enhance online energy management tools to provide customers with 
insights on their energy usage, rate education and comparison, and ways to save. Continue to 
promote third party vendors access to Stream my Data/Green Button Connect as a way to 
encourage innovation in customer tools and offerings. (SF)  

2) Continue to promote community based social marketing and behavioral changes through 
programs such as Step Up and Power Down. (SF/MF) 

3) Complete AB 793 implementation by giving customers tools and incentives to manage their 
energy usage. (SF/MF) 

4) Improve multifamily property owners (2+ units) tools to support benchmarking, audits, and 
other assessments in compliance with AB 802. (MF) 

5) Add new behavioral interventions to reach technical potential. This could include institutional 
(school/workplace) interventions using competition and injunctive norms to drive energy 
conservation in homes, continuous energy management services, and technology-enabled 
operational savings. (SF/MF) 

Cross Cutting Support 

x Workforce Education and Training to support training of market actors to help educate 
customers on value of energy efficiency and ensure they realize full value of energy 
interventions. 
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x Emerging Technologies will help identify new ways to engage and assist customer save 
energy. 

Industry Partners: 

x Third party energy management providers, data service providers, implementers, customers, 
multifamily property owners 

Analysis and Data: 

x Existing Buildings Energy Efficiency Action Plan – pg.9 
x Institute for Market Transformation (IMT), “Building Energy Transparency, A Framework for 

Implementing US Commercial Energy Rating and Disclosure Policy”, July 2011 
x Rogers (1986). Diffusion of innovations. New York: Free Press. 
x McKinsey & Company (2013). Sizing the potential of behavioral energy-efficiency initiatives in 

the US residential market. 

 

Problem statement 2: Customers lack understanding of energy efficiency opportunities at key trigger 
and investment points which leads to missed opportunities for energy efficient upgrades and high 
efficiency equipment purchases. 

Observations:  

x In 2010, 20% of customers participated in PG&E rebate programs; this has dropped steadily 
year-over-year to 16% in 2014. Multifamily Energy Efficiency Rebate (MFEER) participation has 
continued to decline as well. Decreasing rebate availability due to increasing codes, reduced 
cost effectiveness and change in the market. Rebates may not be sufficient to drive significant 
customer action; not worth transaction level rebates for market actors or administrators.  

x Multifamily property improvement decisions are usually made by property owners and have 
varying drivers and timelines. For market-rate properties, owners and managers make the 
majority of the decision regarding upgrades. 73% are made when equipment breaks and 75% 
are influenced by cost. 

x Not all customers are motivated by the same factors, yet energy efficiency (mostly due to 
attribution concerns) has traditionally focused on energy reduction/savings, whereas other 
factors such as health, comfort and the environment are significant drivers of decision making. 
48% of customer’s cite value in home upgrades is non-energy, rebate or savings related.  

x Contractors are not promoting financing to customers due to a perceived lack of capacity to 
promote financing and a perceived lack of need for financing among their customers. Only 15% 
of contractors currently integrate financing into their sales process.  

x Lack of transparency and standardized data to help home owners, buyers and real estate 
professional factors green/energy attributes in to their transactions and upgrade decisions. The 
market does not have a standardized approach to recognizing energy efficiency improvement 
costs in real estate valuations. 
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x While property managers don’t see value or an attractive ROI on efficiency measures and 
instead focus on cosmetic improvements. Data shows homes with green label showed 6% price 
premium. 

x Increased customer choice for energy related solutions is complicating the relevance and value 
proposition of energy efficiency. The number of connected devices being used in the home is 
expected to quadruple in the next five years. Yet customers don’t want to do what is needed to 
make their current homes energy and/or water efficient, making solar even more attractive. A 
shift in customer attitudes can be linked to the millennial population growth and mind-set. 
These new consumers will want products that are high-tech, energy-efficient new construction 
and retro-fit improvement packages with out-of-the box partnerships with homebuilders, 
energy efficiency contractors, and solar and financing providers. 

Strategies/Solutions: 

1) Continue to leverage and expand Energy Efficiency Marketplace as a tool to educate and 
empower customers on available products and connect them to sellers. (SF/MF) 

2) Continue to focus on whole building or bundled measure approach to multifamily properties 
targeting Property Managers; sunset MFEER rebates over time. (MF) 

3) Promote and pursue opportunities that help provide customers with integrated solutions that 
they value. (SF) 

4) Continue to pursue new innovative ideas to drive customer awareness at key trigger points 
through solicitations, Emerging Technologies, and the Ideation Process. (SF/MF) 

5) Continue single family and multifamily new construction with a focus on ZNE and code readiness 
to help establish value of energy efficient construction with customers and builders. (SF/MF) 

6) Test new ways to motivate customers to purchase high efficiency equipment in lieu of rebates 
by adding incremental value propositions (such as sweepstakes, loyalty points, free products). 
(SF/MF) 

7) Identify ways to implement simple ratings such as the Home Energy Score into existing PG&E 
offerings. For example, this could be an output from online Home Energy Check-ups. (SF) 

Cross Cutting Support 

x Workforce Education and Training will support rater, contractor, architect and builder training 
to ensure ability to identify, design and install measures to maximize efficiency.  

x Emerging Technologies will help identify new ways to engage and assist customer save energy. 
x Financing will be made available at key trigger points to help overcome financial barriers 

enabling customers to engage in energy efficiency. 
x Codes and Standards will support advocacy for efficient construction and code readiness in 

advance of code enactment.  

Industry Partners: 

x online and informational platform providers, implementers, contractors, demand side 
management providers (storage, solar etc), home energy management and connected home 
providers, builders, realtors, inspectors, local jurisdictions, retailers, 
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Analysis and Data: 

x Existing Buildings Energy Efficiency Action Plan – pg. 9, 25 
x The Value of Green Labels in the California Housing Market Greening California’s Real Estate 

Sector  
x Recognizing the Value of Green and Energy Efficiency Improvements in Single Family Homes 

August 18, 2015 
x PG&E Whole House Behavior Change Model Study, Opinion Dynamics 2013 
x Study by the Journal of Structured Finance http://eecoordinator.info/new-study-homes-with-

pace-upgrades-have-higher-resell-value/  
x Source: Residential Rebate Program Participation, CSS,  2014 
x Discussion of Market Barriers: Review of current research Jane Peters, Alexandra Dunn, Paul 

Schwarz, and Joe Van Clock. 
x Finance Residential Market Baseline Study Report, Energy Division CPUC, March 2016 (Baseline 

Study) 
x Shelton Group. (2014). Energy Pulse™ 2014. http://techomebuilder.com/emagazine-

articles/home-automation/future-connected-home/; 
http://www.forbes.com/sites/danschawbel/2013/09/04/why-you-cant-ignore-millennials/ 

x Cadmus ESA Program Multifamily Segment Study Workshop 3 Presentation, Nov. 2013 
 

Problem statement 3: Existing home retrofit programs (Home Upgrade and HVAC) are expensive for 
administrators and consumers to implement and have not made significant progress towards the 
Strategic Plan goals to reduce energy consumption in existing buildings by 40% by 2020.  

Observations: 

x SB 350 calls for the doubling the efficiency of energy savings in California’s buildings is 
equivalent to a 20 percent reduction in statewide building energy use in 2030 compared to 
projected levels of usage. 

x 63% of existing homes in PG&E territory were built before enactment of modern code (while 
first building code was adopted in 1978 it was minimal and was not implemented for a few years 
so we are assuming 1985 to be the start of “modern code”).  

x While only 17% of customers are interested in comprehensive retrofits, 66% have expressed 
interest in completing at least two interventions. The current Home Upgrade program has 
reached just 0.4% of the eligible single family homes, indicating a large untapped market for 
incremental upgrades and savings in residential buildings given a more flexible program design.  

x Home Upgrade 2015 incentive and contract cost approximately $4,800/home and had a low TRC 
(0.26) which is largely tied to the TRC’s treatment of incremental measure costs. To reach goal 
of retrofitting over 4 million single family dwellings it would cost over $19 billion in ratepayer 
funds in the existing model.  

x Average customer cost in Home Upgrade and Advanced Home Upgrade cost is $14,438 and 70% 
of Home Upgrade participants earned $75K or more. 

http://eecoordinator.info/new-study-homes-with-pace-upgrades-have-higher-resell-value/
http://eecoordinator.info/new-study-homes-with-pace-upgrades-have-higher-resell-value/
http://techomebuilder.com/emagazine-articles/home-automation/future-connected-home/
http://techomebuilder.com/emagazine-articles/home-automation/future-connected-home/
http://www.forbes.com/sites/danschawbel/2013/09/04/why-you-cant-ignore-millennials/
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x Low income customers have access to free services and higher income customers have the 
ability to finance or pay for upgrades however moderate income customers have less access to 
capital and/or are unwilling to spend money on energy efficiency upgrades.   

x 28% of PG&E customers are middle income with high bills (+$120) and high EE opportunity; 2/3 
are home owners and 1/3 rent; most live in detached dwellings. 

x 2/3 of customers were turned off by financing options due to high interest rates, especially 
those with low income, and poor credit scores. PACE is the most popular form of energy-related 
financing available in the market, however, the product is not available to all customers (equity 
is required in the home), and interest rates are not considered low.   

x The volume and pace of residential EE retrofits is low Compared to California’s Ambitious energy 
reduction goals as set forth in SB 350, AB32, AB802, AB758, The California Long-Term Energy 
Efficiency Strategic Plan. If California is to realistically achieve its long term goals, the current 
approach to realizing energy efficiency in the residential sector will need significant overhaul. 
(CleaRESULT) 

x Energy efficiency is a lower cost and preferred resource option to support ongoing grid reliability 
and capacity needs. 

x HVAC is a key element identified by the Strategic Plan and proper replacement and maintenance 
of equipment holds the potential for significant energy savings and demand reduction. 
However, market fragmentation, cost‐effectiveness challenges, measurement and evaluation 
challenges, regulatory risk, program complexity, industry skill gaps, customer awareness, and 
variances in programs have all impacted the potential for HVAC programs and imposed 
significant implementation barriers. 

Strategies/Solutions: 

1. Continue to pursue Pay-for-performance (P4P) models that reduce administrator costs and 
leverage existing market forces to drive scale. (SF) 

2. Continue to pursue innovative financing offerings that offer new ways of incentivizing energy 
efficiency projects versus traditional incentive programs. (SF/MF) 

3. Continue to provide highly targeted moderate income no/low cost options for comprehensive 
retrofits; potentially leveraging AB 802 to focus on stranded potential. (SF) 

4. Continue to pursue strategies to utilize energy efficiency support transmission, distribution and 
general infrastructure and load deferral. (SF/MF) 

5. Adjust HVAC programs to focus on improved quality maintenance efforts, and scalable HVAC 
replacement opportunities; seek ideas from the market and other regions. (SF) 

6. Test procurement based models to determine if they are able to scale at a lower cost while 
meeting state policy objectives. (SF/MF) 

Cross Cutting Support 

x Workforce Education and Training will support rater and contractor training to ensure the ability 
to identify and install measures to maximize efficiency.  



Residential Segment Business Plan 

DRAFT - Stage 2 15 4/13/2016 

x Emerging Technologies will help identify new ways to target, engage and assist customers and 
other market actors save and track energy. 

x Financing will be made available to help overcome financial barriers enabling customers to 
engage in energy efficiency. 

Industry Partners: 

x Lenders, aggregators, contractors, distributors, manufacturers, implementers, customers, 
targeting tools or software providers, utility transmission and distribution planners 

Analysis and Data: 

x TRC Analysis of CEC –Spec LED Lamp Availability, TRC Solutions, 2015 
http://apps1.eere.energy.gov/buildings/publications/pdfs/ssl/cfls_july_lessons.pdf 

x PG&E Whole House Behavior Change Model Study, Opinion Dynamics 2013 
x Finance Residential Market Baseline Study Report, Energy Division CPUC, March 2016  (Baseline 

Study) 

 

Problem statement 4: To engage manufacturers and retailers in driving efficiency in lighting, 
appliances and plug load devices, at least 20% of the retail market sales must be impacted to motivate 
retailers to change business practices, typically out reach of a single Program Administrator.  

Observations: 

x Plug loads and appliances will be responsible for 70% of electricity demand growth between 
2015- 2024.  

x Retailers are the conduit connecting multiple manufacturers, brands and products with various 
types of consumers. They are the ideal entry point to increase access to efficient goods.  

x Strategic plan goal 2.1.3 “Plug loads will be managed by developing consumer electronics and 
appliances that use less energy and provide tools to enable customers to understand and 
manage their energy demand.” However this is challenging because savings are composed of 
many different devices representing small individual savings opportunities, unless aggregated in 
some manner.  

x There is still a very low adoption of household sockets with high quality LED lamps [a.k.a. 
California quality spec, CEC spec, CA Voluntary spec] since the IOUs’ launch in 2013 as the 
ultimate energy efficient light bulbs in residential lighting market. The availability of the CEC LED 
technology across all market channels is around 5%. In addition, arrival of low-quality, low-price 
LEDs in mass volumes in the residential market in the mid 2015 has made the transition to high 
quality LED light bulbs even harder. In order to optimize the market transformation efforts in 
residential lighting a holistic approach is needed to maximize the scale and scope of the 
transition till the market transformation is achieved. 

x Since 1996, NEEA has cost-effectively delivered over 1,000 MW of energy efficiency through 
market transformation. However, a policy does not exist in California to allow for the same 
fashion of strategic market transformation initiatives. If adopted, programs could target sectors 

http://apps1.eere.energy.gov/buildings/publications/pdfs/ssl/cfls_july_lessons.pdf
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more cost effectively as they take into account not just program-influenced participants (green) 
but also non-participants (purple).  

Strategies/Solutions: 

1. Continue to focus on increasing the availability of efficient products through retail, mid and 
upstream interventions to motivate sellers to offer and promote desired products. (SF/MF) 

2. Continue to promote appropriate statewide programs and engagement with the Western 
Regional Utility Network (WRUN) to drive broader initiatives within this segment. 

3. Pursue strategic market transformation initiatives, in addition to RPP, to meet state goals in a 
more cost-effective manner. (SF/MF) 

4. Adopt aggressive and progressive minimum energy codes and standards for buildings and plug 
loads, effective code compliance and enforcement, and parallel, tiered voluntary energy 
efficiency standards that pull the market along and set a higher bar for subsequent standards. 

Cross Cutting Support 

x Codes and Standards will advocate for improved state and federal codes. 
x Emerging Technologies will help identify new products to introduce or support. 

Industry Partners: 

x Retailers, distributors, manufacturers, service providers, utilities, EPA/DOE, CEC 

Analysis and Data: 

x Discussion of Market Barriers: Review of current research Jane Peters, Alexandra Dunn, Paul 
Schwarz, and Joe Van Clock. 

x Energy Upgrade California® Home Upgrade Market Transformation Initiative Navigant Report 
x http://neea.org/about-neea/market-transformation 

 

Problem statement 5: Due to split incentive issues 48% of PG&E customers who rent single or 
multifamily dwellings are limited in their efficiency improvement opportunities.  

Observations: 

x Renters are unable or unwilling to pay for material changes to their home or apartment despite 
responsibility for paying the utility bill and property owners lack drive to invest in energy 
efficiency improvements to properties without an expected return and instead prioritize 
cosmetic retrofits.  

x 5.3% of single family renters have participated in PG&E programs (compared to 20.1% owners) 
and 28% of single family renters have high bills ($120+) 

x 0.9% of multifamily renters have participated in PG&E programs (compared to 4.3% owners) 
however multifamily units use less energy on average than single family homes (49% less kwh 
and 42% less therms) and offer less savings opportunity per dwelling. Only 7% of multifamily 
renters have high bills ($120+) 

http://neea.org/about-neea/market-transformation
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x Multifamily property owners and central systems are more cost-effective to target than 
individual units. 

Strategies/Solutions: 

1) Continue and expand behavioral programs to better target renters by adding new behavioral 
interventions to reach technical potential. In addition to existing efforts such as Home Energy 
Reports, this could include institutional (school/workplace) interventions using competition and 
injunctive norms to drive energy conservation in homes, continuous energy management 
services, and technology-enabled operational savings. (SF/MF) 

2) Continue to focus on increasing the availability of efficient products through retail, mid and 
upstream interventions to motivate sellers to offer and promote desired products; Ensure value 
stream stocks and sells energy efficient equipment (SF/MF) 

3) Continue multifamily no/low cost direct install for central system measures for HVAC, water 
heating and other large systems; focus on high opportunity climate zones and building 
types.(MF) 

Cross Cutting Support 

x Emerging Technologies will help identify new products to introduce or support in addition to 
finding new ways to target, engage and assist customers and other market actors save energy. 

x Workforce Education and Training will support contractor training to ensure the ability to 
identify and install measures to maximize efficiency.  

Industry Partners: 

x Property owners, distributors, implementers, retailers, vendors, customers, contractors  

Analysis and Data: 

x PG&E Customer Database 
x Finance Residential Market Baseline Study Report, Energy Division CPUC, March 2016  (Baseline 

Study) 
x https://www.nrdc.org/experts/philip-henderson/could-high-efficiency-homes-turn-mortgage-

backed-security-green-bond 


