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Executive Summary

This final report documents the planning, launch, implementation, and operations activities of
theCl ean Power Allianceo6s ( CPRaswellBsohighdights Repsogram s e Pr o ¢
impacts and performance results of the Distributed Energy Resources (DER) aggregations
managed by the program. The Power Response Program is an innovative Demand Response
(DR) pilot program which was designed, launched, and administered in partnership with Olivine
Inc. (Olivine) from 2019 to 2021. The Power Response Program was modeled after the Olivine
Community™ model which manages diverse aggregations of DER technologies across all
customer segments. The program offerings were collaboratively developed to meet policy,
regulatory, procurement, and equity goals and objectives of CPA. The program pilot was
designed around three technology pillars that were selected based on a rigorous screening and
analyses. The resulting technology pillars were:

1. Smart Thermostats for residential and small business customers

2. Battery Energy Storage Systems for residential and small business, medium business
and large commercial & industrial (C&I) customers

3. Electric Vehicle (EV) Chargers for medium business and large C&I customers

The Power Response Program was designed to maximize grid service value to a Community
Choice Aggregator (CCA) and its enrolled customers via participation in Energy Savings Events
that occurred weekdays between 4-9 pm. In response to event naotifications, participants
reduced their energy consumption during Energy Savings Events, which coincided with system-
wide peak demand periods and high wholesale energy costs. The Power Response Program
was powered by the Olivine Technology Suite, which performed a broad range of functions
including customer communication, enrollment management, California Independent System
Operator (CAISO) market resource registration, market participation, device control, DR event
management, event performance measurement, and program metrics dashboarding and
reporting. The program provided customers with attractive program enrollment and participation
incentives without any penalties for under-performance during program events. In addition,
underserved customers® were paid higher program incentives to achieve CPAG6s communi t vy
equity goals of increased program participation among this customer segment.

As of July 31, 2021, the program had 621 customers and devices enrolled with13% of
enrollments coming from the underserved customer segment. The majority of devices (97%)
enrolled in the Power Response Program were smart thermostats (600). The remaining enrolled
devices included 3 EV charging stations and 18 battery energy storage systems. The program
dispatched 41 events between July 2020-2021. The participation of customers in Energy
Savings Events has resulted in 11,631 kWh of avoided wholesale energy purchases in peak
periods which amounts to an estimated $4,432 of avoided wholesale energy costs, $6,401 of
potential value in avoided Resource Adequacy (RA) purchases (which are not currently
monetizable), and a total of 9,235 kg of carbon emission offsets for CPA. The CPA customers

1 Underserved customers are defined as customer either residing in a Disadvantaged Community (DAC) or a
customer on a California Alternate Rates for Energy (CARE) or Family Electric Rate Assistance (FERA) rate tariff.
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have earned a total of $122,215 in enrollment and participation incentives and event
participation has resulted in an estimated $2,848 of bill reductions. The program reached 19%
of the enroliment target for residential energy storage, and 67% of the enroliment target for the
residential smart thermostat program. While the pilot phase of the program was not designed to
be cost effective, by increasing enroliments by 25% each year, reducing incentive levels by 25-
50% and developing more vendor integrations, the program can be expected to become cost
effective within 8 years. In May 2021, the Power Response Program became one of the first
CCA administered programs to bid into the CAISO market. Supported by Ol i vi ne 6 s
comprehensive market bidding strategy designed to maximize value steams, CPA has
positioned itself as a leader of DER integration among California CCAs.

The Power Response Program has received a positive response from customers and has
helped CPA build brand recognition throughout its customer base. The results of a customer
experience survey showed that over 85% of program participants have learned more about CPA
and 83% of participants reported having a positive experience with the program. The survey
also revealed that Power Response has led customers to learn more about Demand Response
activities and new strategies to reduce energy consumption during peak hours. Additionally, the
survey showed that customers would like to see more DER programs in the future that expand
to include other DER technologies.

The design, launch, implementation, and operation of the Power Response Program has
positioned CPA as a |l eader among Californiabés CCA
lessons learned. Among the six CCAs in California that have established DER programs, the

Power Response program pilot was unique in its design and ability to engage all customer

segments utilizing several DER technologies. Despite facing unique implementation challenges

to engage C&I customers during COVID restrictions, the program did well with residential

customers, helped CPA build customer relationships and brand awareness and engaged

multiple technology vendors to support the program in the future. The Power Response program

DER aggregation scaled adequately in spite of COVID challenges, and it is the first wholesale

mar ket integrated CCA program in the state of Cal
load reduction performance was on par with more mature residential DR programs and is

poised to continue to grow with the largest CCA customer base in the state. On average,

residential participants in the program were able to provide 0.45 kW of load reduction in all

events, compared with 0.22laW amdPG&EFO&K&WSmMmar SR&ED s
Discount Program. This high level of performance can be attributed to both direct control of

smart thermostat devices as well as customer engagement in the app, which provided

customers insight into their energy use and performance.

The path forward for the program will continue to leverage its unique design that allows
participation from diverse customer segments and DER technologies, focus on equitable
customer access, expanding services and offers for customers and continue providing valuable
grid services to the CAISO markets. Based on the lessons learned and recommendations
documented in this report, the program is well positioned for on-going success and increased
scaling of the DER aggregation.
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1.0 Introduction

This finalrepor t summari zes the design, |l aunch and i mpl er
Program. CPA partnered with Olivine on this innovative and unique DER pilot program, one of

the first such programs for a CCA, to provide end-to-end program design, implementation, and

operations from 2019 to 2021.

CPA is a Load Serving Entity (LSE) and operates as a CCA providing high renewable content

and competitively priced energy to its customers. Formed as a Joint Powers Authority, CPA has

thirty-two member jurisdictions comprising thirty cities and the unincorporated areas of Los

Angeles and Ventura Counties. CPA began serving its first customers in early 2018 by

purchasing clean power that is delivered to customers by Southern California Edison (SCE).
CPAisnowthelargessCCA i n the State of Cali forni a, and t he
100% renewable energy, servicing over one million customer accounts and spanning a broad

service area characterized by diverse geography, climate, and customer demographics. Since

the early stages of its formation, CPA has placed a high level of importance on providing clean

energy resources in its supply portfolio, complemented by the development and management of

DERs in its service area (See Figure 1). The Power Response Program launched in 2019 and is

CPAG6s first DER management program for its reside

SOURCE DELIVERY CUSTOMER

Clean Power Alliance Southern California Edison You
Buying Delivering Energy, Benefitting from
Electricity Maintaining Lines, Affordable Rates,
Supply Billing Customers More Choices,

Cleaner Energy

MEMBER CITIES: Agoura Hills < Alhambra = Arcadia * Beverly Hills « Calabasas « Camarillo * Carson
Claremont « Culver City * Downey ¢ Hawaiian Gardens * Hawthorne « Malibu » Manhattan Beach « Moor Park
Ojai » Oxnard = Paramount « Redondo Beach « Rolling Hill Estates « Santa Monica « Sierra Madre = Simi Valley
South Pasadena * Thousand Oaks « Temple City « Ventura » West Hollywood « Westlake Village « Whittier

Figure 1: How Clean Power Alliance Works
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Olivine is a DR and DER management industry pioneer committed to maximizing the value of
behind-the-meter flexible loads and DERSs through the provision of grid services. The Power
Response Program utilizes the award-winning Olivine DER™ Platform and the Olivine
Technology Suite to provide grid services while capturing value streams from wholesale
procurement offsets, RA, and wholesale energy market revenues. The Olivine Technology Suite
provides seamless and cost-effective resource integration, bid optimization and support, and
operational

value-added

ser vi

ces
objectives. Figure 2 below provides an overview of the Olivine DER™P | at f o r-tménd

n suppo

solution for managing behind the meter customer assets for the Power Response Program.
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Figure 2: Olivine DER™ Platform Solution for CPA Power Response Program

In 2019 CPA engaged Olivine to gain real-world knowledge of how DER program deployments
can be used to reduce system and customer demand, offset wholesale energy procurements,
monetize DER deployments and establish a CPA brand presence in its service territory. The
Olivine Community™ model was leveraged to design the CPA Power Response Program and
Olivine worked collaboratively with the CPA team to customize the program design, market the
program, enroll customers, manage the registration and operations of DER assets, oversee
resource aggregations and events, develop market bidding strategies and event trigger
parameters, process incentives and rebates, and provide technical assistance and support to

CPA customers.

The Olivine Community™ model facilitated the deployment and aggregation of diverse DER
assets across multiple customer classes that were collectively managed to meet the Power
Response Program goals and objectives - making the program unique and innovative in the
marketplace. Historically, DER program offerings by utilities have often focused on deployment
of single-technology programs, which did not take full advantage of combining the benefits and
operational characteristics of multiple and diverse technologies across a wide geographic range,
customer classes and demographics. The increased flexibility and value proposition of the
Olivine Community™ model optimizes DER aggregations to provide grid services when and
where they are needed, maximizing benefits to both the customer and CPA.
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The Olivine Community™ model also provides an equitable platform for everyone to participate
in the clean energy ecosystem, including increased incentive values to encourage participation
from low-income and DAC customers. Customers that can afford enabling technology may
participate in programs by onboarding their DER technologies to the Olivine platform for remote
management, while customers that lack the funds for such devices can still engage through the
behavioral pathway through which customers take manual actions to reduce their load and
participate in the program.

The Power Response Program is a multi-technology program for residential, small and medium-
sized businesses, and C&I customers. The program has the following DER offerings (or
dechnology P i | }as referded to in this report):

1. Smart Thermostats for residential and small business customers

2. Battery Energy Storage Systems for residential and small business, medium business
and large C&l customers

3. EV Chargers for medium business and large C&l customers

The program was designed to aggregate these DERs by sub-Load Aggregation Point (sub-LAP)
as defined by the CAISO? and optimize them to provide targeted grid services, strategic system
peak load reduction, strategic load building, greenhouse gas (GHG) reductions, wholesale
energy procurement offsets, RA, and local air quality and health benefits based on market,
regulatory, and environmental conditions. The program dispatched and aggregated these
individual DERs during Energy Savings Events, which requested customers to decrease load
during select hours of the peak demand period for the grid (4-9 pm).

This report covers the CPA Power Responsie Program
culminating in the integration of program resources into the CAISO wholesale market. Figure 3

below details the key activities completed under the four phases of the program. Each of these

components is addressed separately in this report.

2 See Appendix B for a map of the sub-LAPS within the CPA service area
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Q1-Q2 2019 * Defining goals and objectives

. e Customer & load analysis
Program Planning « DER screening & valuation

® Program pillars and use cases
e Operational process design

* Technology development

* Program rules & regulations
* Incentive's structure

e Marketing plan

¢ Implementation plan

e Launch planning

Q3-04 2019

Program Design

e Marketing and customer outreach
e CBO outreach and training
¢ Enrollments and onboarding

Operations E ¢ Event management
* Incentives processing
¢ Program tracking and reporting

Q1 2020-Present

* Ongoing program operations
* Market bidding strategy
* CAISO Market participation

Q2 2021 *

Market Integration

* Includes month of July

Figure 3: Power Response Program Timeline
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2.0 Program Planning

The program planning phase (Q1-Q4 2019) included a series of sequential activities to develop

the program design and prepare for program launch. The team kicked off the planning for the

program by working in close collaboration with the CPA team to define the overall program

goals and objectives. The team then conducted a d
and customer class load profiles to identify opportunities for flattening the load curve and

reducing wholesale procurement costs through the implementation and management of DERSs.

This information was used to develop a comprehensive list of DER measures for consideration

in the program. Finally, the team conducted a comprehensive screening analysis to identify

those DER measures that would most effectively achieve the program goals and objectives and

to obtain the maximum strategic and economic benefits for CPA and its customers.

2.1 Program Goals and Objectives

The Power Response Program was designed to meet policy, regulatory, and procurement
objectives for CPA that guided the design of the program. Specifically, this influenced the

selection of technology pillars, identification of use cases, and the target mix of customer

classes and demographics.

1 Policy: The program aimed to support CPA policy objectives to improve air quality and public
health, support and manage electrification, target underserved customers for program
participation, support cost-effective renewable integration, and address local needs and
resilience.

1 Regulatory: The program was designed to support CPA in meeting several regulatory
requirements such as the AB 2514 Storage Mandat e
Resource Plan, CPUC RA requirements and the SB 350 Renewable Portfolio Standard.

1 Procurement: The program targeted the attainment of cost-savings and optimization of value
streams through reducing CPAO&s wholesale energy
participation revenues, capturing RA, and reducing customer bills. In addition to reducing
energy consumption during peak wholesale price hours, the program was designed to
leverage DER technologies that can increase energy usage during low-cost solar
overgeneration hours through pre-cooling and load shifting via charging of battery energy
storage systems and EVs, while reducing emissions from fossil fuel fired power plants.

9 Customer Benefits: The program also focused on providing customer benefits such as
program incentives and utility bill savings, and customer engagement and education
focused on the energy and environmental benefits of program participation.

1 Community Benefits: Beyond individual customers, the program was designed to provide
value at the community level by reducing GHG emissions, improving air quality, and
increasing grid resiliency.

\
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The following sections describe the qualitative and quantitative analyses completed to identify
the target customer segments and technologies that would align best with the above-stated
program goals and objectives.

2.2 CPA Load Profile Analysis

The target customer segments for the program were identified by analyzing load curves for each
customer segment and rate classification. The visualization of customer load data helped to
identify the individual customer segments that contribute the most to the CPA system peak
loads during times of high wholesale market prices, and correspondingly, best support the goals
and objectives of the program. The load profile analyses also served to identify an initial list of
DER technologies? that could help flatten the system load profile and could support one or more
one of the following load modification strategies:

1. Strategic load building during solar over-generation hours
2. Load shifting from peak hours to pre- and post- peak hours
3. Load curtailment / demand response on during peak load and high-cost hours

These initial DER measures were further analyzed in a DER Screening process which served to
identify the final DER technologies for deployment through the Power Response Program.

2.3 DER Screening and Technology Selection

The DER screening process involved developing criteria for scoring and ranking all identified
DER measures according to their potential to provide the desired benefits for CPA and its
customers. From the CPA perspective, the selected screening criteria included examining the
potential of each DER measure to meet CPAs strategic goals, wholesale market benefits,
greenhouse gas emissions reduction, and accessibility to DAC and other underserved
customers. communities from CPA Grspeqiwe rthe pceeening v e .
criteria included the potential for bill savings and other economic benefits, ease of installation,
and other benefits. All the initially identified DER technologies were evaluated and scored
according to their relative ability to meet each of the specified criteria. Figure 4 below outlines the
process of narrowing down the initial list of technologies to the short list that would be further
analyzed for inclusion in this program.

3 The initial list of DER technologies included Solar PV (rooftop and community), solar plus storage, A/C cycling,
smart home packages, electric vehicles, smart thermostats, resistance water heaters, heat pump water heaters,
behavioral demand response, smart appliances, pool pumps, flywheel, thermal storage, CHP, building management
systems, and automated demand response.
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STEP 1 STEP 2 STEP 3 STEP 4 STEP 5

@ > O

Identify Universe Develop Develop Evaluate and Ranked Shortlist
of Potential DERs Screening Weighting Score DERs of DERs for
Criteria Factors Valuation Analysis

Figure 4: DER Screening Process

Table 1 below details the comprehensive list of criteria and their weighting factors in developing
the relative scores for each DER measure from both the CPA and customer perspectives.

CPA Perspeate | Customer Perspective |
Category Criteria | Weight Category Criteria Weight
CPA Goals Air Quality and Public Healthf 9 Value Strean|Energy Savings 10
Electrification 6 Demand Charge 10
Management
Target DACs 7 Energy Savings 10
CostEffective Renewable 10 Wholesale Market 10
Integration Revenue / Participation
Incentive
Local Needs and Resilience| 8 TOU Arbitrage 10
CPA Benefits |CCA Storage Mandate 10 Reduction in O&M 10
Reduced Wholesale Energy| 10 Other Incentives 10
Procurement
Resource Adequacy 10 Ease of Interconnection 10
Wholesale DayAhead Market 7.5 [lmplementati (o mitting 10
Market - on ——
Al ReaiTime Market 5 Availability 10
Participation - -
Ancillary Services 2.5 Other Comfort 5
Other Technology Readiness 5 Benefits Backup Power
Criteria Economic Development 2.5
Regulatory Support 2.5
LCFS Credit Generation 2
Scalability 3
Total 100 Total 100

Table 1:DER Measure Screening Criteria and Weightings
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Once the screening analysis of the initial DERs was complete, the DERs were ranked by score
from highest to lowest from the CPA and customer perspectives separately. Next the top 10
DERs from each perspective were compared, and DERs that were in the top 10 for both
perspectives were selected for additional cost-effectiveness analysis.

2.4 Cost Effectiveness Analysis

The final step in the program analysis and technology pillar selection was to model the cost-
effectiveness of the DER use cases for each applicable customer segment resulting from the
DER screening process. The cost effectiveness for each measure was modeled using the
Olivine DER Valuation Model (DER-VM) from both the CPA and customer participant
perspectives. The DER-VM matches anticipated load changes due to DER technology impacts
to wholesale prices and customer rates to determine the financial impact of these DER
technologies to CPA and the program participants. The model calculated the value streams for
CPA and its customers shown below in Table 2.

CPA Reduced Net Wholesale Energy Lost NetRetail Energy
Procurement Cost Revenues
Wholesale Market Revenues Customer Incentive
RA Value Payments
Customer Reduced Net Energy Costs Equipment Cost

Reduced Demand Charges (C&I only)
Program Incentives

Table 2: Economic Value Streams Analyzed by the DER-VM

The results of the valuation analysis documented which measures would provide the highest
degree of cost effectiveness for CPA and its customers. Based on the final cost-effectiveness
rankings of the short-listed DER measures, the following three DER technology measures were
selected to be in included in the program offerin
1. Smart Thermostats
2. Battery Energy Storage Systems
3. EV Chargers

3.0 Program Design

After selecting the three technology pillars, the team finalized the other program design
elements with the main goals of maximizing the reach of the program among all CPA
customers, meetngCPAG6s equi ty gingadme of thaknavn bagienofer demand
response programs such as complex enroliment processes and underperformance penalties.
The Power Response Program was finalized for launch using the Olivine Community™ model
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which facilitated the deployment and aggregation of DER assets across multiple customer
classes and helped CPA move away from a traditional siloed approach of program
implementation. The community model also provides everyone an equitable access to programs
and provides customers to participate in programs through technologies that can be remotely
controlled or through a behavioral response by customers to control their devices.

The three program pillars were offered for enroliment across the following diverse customer
classes:

1. Smart Thermostats for residential and small business customers

2. Battery Energy Storage Systems for residential and small business, medium business
and large C&Il customers

3. EV Chargers for medium business and large C&l customers

To attract as many people to the program as possible, the program provided customers with an

enrollment incentive along with a participation incentive and no penalties for underperformance

(SeeTable3) . To meet CPAOGSs community eqwarepsoviogdf@a!| s, hi ¢
underserved customers that resided in a DAC or if they were on utility assistance (CARE) or

(FERA) discounts on their energy bill. Residential and small business customers were paid their

incentive using an electric card which was redeemable for a VISA card or retail gift cards.

Commercial and industrial customers were paid using credits on their utility bills. The program

team also established some enroliments targets for each pillar that included targets for equity or

underserved customers. Table 3 summarizes the key details of the program design.

Program Desig Details
Element
Technology Pillar I: Residential and Small Business Sirtegtmostat
Pillars and Pillar 1I: Residential, Small Business and C&l Battery Energy Storage
Customer Pillar 11I: C&I EV Charging
Segment
Incentives Residential/SB participan{Paidvia ecard):

Enrollment Incentive: $100 ($125 for underserved customers)
Participationincentive: $100/yr ($125/yr for underserved customers)
C&l participants (Paid via bill credits)
" Enroliment Incentive: $250 ($300 for customers located in a DAC cens
tract)
Participation Incentive: $100/kWr ($125/kWyr for customers located in
a DAC cesus tract)
A $10 referral bonus for underserved customers when they helped facilitatg
other enrollments
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Program Desigj

Element
Participation Res/SB Pillar I: 900 enrollments (125 underserved)
Targets Res/SB Pillar 1l: 100 enrollments (15 underset?&do)

C&l Pillar 11: 9@nrollments (30 underserved)
C&l Pillar 111: 45 enrollments (15 underserved)
Total: 1135 enrollments (195 underserved)

Table 3: Power Response Program Design Summary

3.1 Program Enroliment Process

The enroliment process for the Power Response Program was designed to make customer
onboarding as smooth as possible. Residential and small business customers enrolled using a
simple process via the multilingual Olivine Community web or mobile app. These customers
used the app to create their account, get verified as active CCA (CPA) customers, accept
program terms and conditions (T&Cs) and the participation agreement (PA), and provide Olivine
authorization to access their electric meter data. All of these were required enrollment steps for
customers to enroll in a CCA-run DR program in California The Olivine app consolidated all
these steps into one seamless process for customers. After confirming that these customers
had completed these steps in the Olivine app and were not enrolled in any conflicting DR
programs, the team enrolled them in the program and registered them in the CAISO markets.
Program marketing efforts primarily guided customers to the Olivine app, and the ease of the
app experience facilitated their conversion to full enroliments. Of the people that downloaded
the app, 73% went on to complete enroliment. About 10% of those that did not complete
enrolliment did so only because they had a program conflict. In a survey sent out to customers,
many customers said thatthe appfl ow was fAeasy. 0

The program team engaged several DER technology vendors to facilitate direct control of DER
technologies for their customers and established a partnership with ecobee smart thermostats.
This vendor partnership also enabled ecobee customers to initiate program enrollment directly
through the ecobee mobile app. The ecobee devices enrolled in the program were remotely
controlled by Olivine during events. All other customers were asked to behaviorally control their
DER technology during events. The program continues to actively engage other DER
technology vendors as partners so that more customers could be offered the direct control
participation route in the future.

C&I and municipal customers were enrolled through a more personalized approach, which
offered them technical tools and free consulting to evaluate program participation benefits and
were onboarded by completing an electronic program enrollment package. The team worked
closely with C&I customers and provided technical assistance to determine their program
participation benefits and what resource capacity (kW)* they could commit into the program. The

4 The resource capacity commitment was the power capacity, in kilowatts (kW), the customer agreed to reduce during
program events.
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team analyzed these customersohistoric load to determine if their buildings met the program
minimum load requirements and accordingly recommended an appropriate resource capacity
commitment for enrollment in the program. These customers were then enrolled in the program
after they reviewed and accepted their capacity commitment and agreed to the Customer
Information Service Request (CISR) agreement, program T&Cs, and PA.

3.2 Energy Savings Events and Trigger Strategy

Program participants were asked to reduce their energy consumption during Energy Savings
Events during 4-9 PM to evaluate the potential for the program to earn revenues in the CAISO
wholesale markets in accordance with CPUC rules. Participants received an event notification a
day prior to the event via app, email, and/or SMS and had the flexibility to decline event
requests if they met the minimum patrticipation criteria set forth in the terms and conditions. The
programbébs event trigger strategy was carefully de
maximum benefits for CPA while balancing customer comfort and ability to perform. The
program limited its Energy Savings Events to a maximum of 35 events per year for up to 4-hour
duration per event. Program participants never received more than five event notifications per
month, and most events were triggered based on a minimum CAISO wholesale market price
which adjusted periodically. In addition to wholesale prices, the program could choose to trigger
events based on other triggers such as CAISO emergencies, extreme weather or air quality
events, or for event testing. The prog r a rmdia established event triggers are outlined in Table
4 below.

Trigger Category Criteria
Wholesale DayAhead Hourly Summer: $75/MWh
Energy Price Winter: $65/MWh
Extreme Weather Conditions Temperature forecast exceeding 100°F the following day
Air Quality Air Quality Index forecast exceeding 150 the following day
CAISO Grid Emergency Emergency Alert or Warning Notice issued for fibiiowing day

Table 4: Energy Savings Events Triggers

These triggers were set to ensure a manageable number of events for participants. The
following restrictions were set to limit customer participation fatigue and simplify participation:

1 Energy Savings Events may be triggered on any weekday between the hours of 4 p.m.

to 9 p.m., Monday through Friday, excluding holidays

1 Events can be scheduled on a Day-Ahead basis on any weekday except holidays. Event
notifications for Day-Ahead Events on a Monday will be sent on the preceding Sunday
The maximum number of Events is 35 per calendar year
Events are a minimum of 1 hour and maximum of 4 hours
The maximum number of events per day is one
There are a maximum of 5 events per month
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3.3 Battery Rebate Program Offer

The program also offered additional funding to customers for purchasing and installing new
batteries through a Battery Rebate program offer. This rebate offer provided customers with up-
front capital as well as ongoing incentives in return for continued participation in the program.
Table 5 below summarizes the details of the Battery Rebate Program.

Criteria Detail

Incentive Level Storage with ITC: $125/kWh
Storage without ITC: $175/kWh

Battery Size Minimum: 40kWh
Maximum: 550kWh

Capacity Commitmen| Battery Rebate recipients would bequired to enroll at least 50% of batter
capacity into Power ResponBeogram

Application Timeline [ Round 1: Round 2:
Released: 5/15/2020 Released: 10/28/2020
Deadline: 6/15/2020 Deadline: 1/17/2021

Table 5: Summary of Battery Rebate Program Details

The program also offered customers additional technical assistance to understand the benefits
of program participation and remove some barriers for participation. Some of these technical
assistance tools included a Battery Sizing Tool, program capacity commitment analysis and
assistance, a multilingual customer support department, training for community-based
organizations (CBOs) for engaging underserved customers, and personalized meetings with key
clients to help understand and enroll in the program.

The program design also included a Customer Satisfaction Survey deployment to solicit
customer feedback on the program design and participation experience (See Section 5.4
Customer Experience Survey Results ). Overall, the results of the survey provided CPA positive
feedback and revealed that customers were happy with the design features, enroliment process,
incentives received, and their experience in participating in Energy Savings Events.

Several customers wrote in responses thanking the program for giving them the opportunity to
have a positive impact on the environment while also being incentivized to do so.

The most appreciated features of the program desigh were having access to a mobile
app to receive event notifications (65%), flexibility of accepting or declining event
requests (73%), receiving electronic cards as incentives (79%) and getting an opportunity
to make a positive environmental impact.

T Customer Experience Survey Results

iltds a pretty easy program to use, and | parti c

hel ps me to know what kind of 1 mpact Ioml‘making (
6
6
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T Customer feedback

3.4 Program Marketing

The Power Response Program was an opportunity for CPA to create brand awareness for itself,

build a stronger presence, and develop customer relationships within its territories. The program

marketing strategy was designed to achieve these goals, educate customers, and help remove

barriers to enrollment. The marketing plan was also focused on advancing enroliments and the

reach of the program within the underserved customersinCPAG6s territory. The r ol
responsibilities of the key entities involved in the program marketing included the following:

0 CPA Team: The CPA team led the marketing efforts for the program and employed a
multi-channel approach. Residential customers were targeted through emails, social
media, direct mail, radio and a program website, whereas commercial customers were
engaged through in-person direct outreach efforts by their CPA customer
representatives through email and/or meetings.

Community Based Organizations: The program partnered with five CBOs - Temple City
Chamber of Commerce, Filipino American Chamber of Commerce, Merito Foundation,
Climate First: Replacing Oil and Gas (CFROG) and Breathe LA - for outreach and
marketing to its low-income and underserved populations. The CBO partners marketed
the Power Response Program through a variety of channels including events and in-
person community outreach as permitted by COVID guidelines.
Olivine: The Olivineteams upported CPAOGs mar keti dle efforts i
Olivine team helped create multilingual marketing collateral, hosted and managed the
multilingual customer support center, and helped all customers through the program
enrollment journey. Olivine provided Power Response Program technical training for the
CBOs and provided them ongoing support as needed. The Olivine team analyzed load
profiles of CPA customers to identify high-priority C&l customers for targeted program
marketing. The Olivine team also developed and delivered webinars for C&I customers
and worked closely with the CPA team to provide technical assistance to these
customers. Oiivine also led the engagement of DER technology vendors for the program
who were envisioned to help co-market the program as well.

Technology Vendors: The program engaged several DER technology vendors. Some of
these vendors (e.g. ecobee) became program partners and marketed the program to
CPA customers and enabled their customers to initiate program enrollment via their
devices directly. Other technology vendors and equipment installers engaged with the
program team in meetings and webinars and provided customers in CPA ZIP codes
information about the program and encouraged them to enroll.
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Table 6 below is a summary of the various stakeholders and the marketing channels that were
employed.
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Primary

Customer Segment . Stakeholders
g Marketing Channels
. . . . . CPA
Residential and Smalusiness Website, Email, Olivine
Customers Direct Mail, SocidVledia
ecobee
. . Email, Inperson outreach and
Medium Business and . P . . CPA
meetings, Free technical assistan o
C&I Customers . Olivine
Webinars
Underserved Online events
. . CBO Partners
and Lowincome and Emails

Table 6: Primary Marketing Channels Used to Reach Customer Segments

As illustrated in Figure 5, the number of program enroliments increased significantly after
specific marketing interventions- namely the residential enroliments following the smart
thermostat mailer in May and smart thermostat email in August. The ecobee partnership also
helped drive a steady flow of new enrollments starting in late July.
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Enrollments
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Weblnarsmm Ads ecobee Storage Rebate Thermostat
Thermostat Integration | Mailer  Storage 101 [ Webinar Mailer
Mailer Live Webinar
Smart Referral
Thermostat Email
Mailer

Figure 5: Program Enroliments Over Time with Marketing Activity
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The efficacy of t hefforts was glso axandired thneughkhe Custonger
Experience Survey which asked customers how they heard about the program. Based on the
survey responses, most customers heard about the program via an email from the CPA team.
This is shown in Figure 6 below.

Other methods that helped advance program enroliments were flyers, direct mailers, and the
ecobee partnership. Few mentioned learning about the program through referrals from friends
and family or social media. This could be an area of improvement for future program marketing
efforts.
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Figure 6: DACvsnon-DAC Responses to AWhere did you hear about

The following section describes the technology deployed for the implementation and
management of the Power Response Program.

4.0 Program Technology

The Power Response Program was powered by the Olivine Technology Suite which provided
key interfaces between participating customers, CAISO wholesale markets, and CPA. The
Technology Suite enabled customer enrollment, engagement and communication, DER device
control and management, CAISO registration, market participation, performance measurement
and program metrics reporting. The suite includes an award-winning DER Platform, Olivine
Community App, Customer Engagement Platform and state of the art program implementation
tracking and reporting tools. Figure 7 below provides a summary of the capabilities of the
Olivine Technology Suite as implemented for CPA, and the following sections detail the role of
each of the technology component in the program.

CDA s o S

ALLIANCE oliVine



Figure 7: Olivine Technology Suite Diagram

4.1. Olivine Community Customer App

As previously mentioned, the multilingual Olivine Community app (web and mobile) was the
primary way for enrolling and engaging with residential and small business customers in the
Power Response Program. The Olivine Community App was natively built for iOS and Android,
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