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Dear Ms. Cole: 

RE: Docket No. 080395-EG 
Staff's Data Request 

This correspondence is sent in response to Commission Staff's Data Request dated 
August 27,2008. Thank you for the opportunity to further address Gulf Power's 
proposed Energy Education program. Gulf Power is truly excited about this program and 
looks forward to continue working with Staff to address any concerns or questions you 
may have. 

Sincerely, 

lw 
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cc: Beggs and Lane 
Jeffrey A. Stone 

Katherine Fleming 
Florida Public Service Commission 



Response to Staffs Data Request dated August 27,2008 
In Regards to Docket No. 080395-EG, Petition for Approval of Modifications to 

Demand-side Management Plan by Gulf Power Company 
September 8,2008 

In December 2007, the Florida Energy Commission (FEC) submitted its 2007 Report to 
the Legislature. In its report, the FEC recommended that “there is a need for broad-based 
education and awareness to enhance participation in utility conservation programs, 
enhance energy efficiency generally and help consumers make informed choices about 
energy use. This activity should be funded through the energy conservation cost recovery 
clause mechanism, with the recognition by the Florida Public Service Commission 
(FPSC) that, because the immediate results of such energy education and consumer 
awareness efforts may be difficult to measure, the costs should be monitored by the 
FPSC, but not subjected to traditional energy conservation program cost-effectiveness 
tests.” (2007 Report at p. 114). Various working groups within the Govemor’s Action 
Team on Energy and Climate Change have also advocated increased education and 
consumer awareness regarding conservation and energy efficiency. 

Gulf Power’s proposed Energy Education program reflects the Company’s attempt to 
“get the word out” to its customers about practical ways to lower overall energy use and 
increase energy efficiency and conservation. The overall budget for the consumer 
awareness campaign of the Energy Education program is primarily attributed to 
“advertising.” However, in this case, advertising represents the essence of the program -- 
educating our customers. The message will not relate to a specific approved conservation 
program offered by Gulf Power, or to enhancing Gulfs corporate image, but will instead 
provide a broad-based foundation for understanding that Gulf believes will increase its 
customers’ willingness to participate in existing and future DSM programs, including 
energy audits, geothermal heating and cooling, etc. Given the directive in Rule 25- 
17.01 S ( 5 )  that advertising expense recovered through the energy conservation cost 
recovery clause must be “directly related” to an approved conservation program, 
consumer awareness messages of the sort contemplated under Gulfs proposed Energy 
Education Program would not be possible under the Company’s current DSM Plan. 
Therefore, we are requesting approval of a new program that does provide for this degree 
of flexibility. 

We envision a variety of ways to achieve the program’s objective, including traditional 
mass media, intemet, and edutainment sessions at home showdretail establishments. We 
plan to measure the success of this program through customer surveying and program 
participation surveys. 

In short, Gulf Power believes increasing our educational efforts in the area of energy 
efficiency and conservation will provide benefits to all of our current and hture DSM 
programs. 
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1. Regarding the proposed Energy Education Program, please explain or identify 
the specific metrics that will be used to assess the effectiveness of the advertising 
campaign. 

The effectiveness of the consumer awareness component of the proposed Energy 
Education Program will be assessed by tracking a number of measures including 
Consumer Awareness and Consumer Response. 

a. Consumer Awareness -Beginning with a baseline survey and continuing 
annually, Gulf Power plans to survey a representative sample of our customers 
to gauge their awareness and understanding of the specific messages 
contained in the consumer awareness component of the proposed Energy 
Education Program. Results will be compared to the baseline from the 
preceding year and trended where applicable, in order to detect changes in 
awareness and the effectiveness of the consumer awareness component of the 
program. Survey methods could include mail, phone, or online. 

b. Consumer Response - Gulf intends to offer our customers a number of ways 
to obtain information about energy efficiency and conservation through the 
Energy Education Program. These various information avenues, including the 
campaign website, email requests for information and calls to the Gulf Power 
toll free number, will be monitored. Each month, the traffic to each will be 
tallied and used as a tool to help measure if the messages are being delivered 
successfully. 

c. Ongoing Assessment- Gulf will consistently monitor the effectiveness of the 
program. Effectiveness will be determined by comparing survey results for 
the then-current year with survey results from the preceding year and 
assessing whether customer awareness has increased in a statistically 
significant manner. The “significance” of an increase for purposes of 
determining effectiveness will depend on the baseline survey data and the 
dollars ultimately spent. In the event that Gulf determines that the message is 
not achieving the intended awareness and response results, or that changes to 
the program are needed, Gulf will notify the Commission and proceed 
accordingly. 

2. Please explain the basis of the Energy Education Program advertising budget, i.e. 
what led to the $800,000 estimate. 

Gulf Power has consulted with Luckie & Company Advertising agency regarding 
the implementation of the consumer awareness component of the Energy 
Education Program. Luckie & Company is an experienced agency and has 
assisted Gulf Power on numerous advertising projects in the past. Based on 
discussions with Luckie & Company, Gulf Power has determined that 
approximately 90% of the residential customers in Gulf Power’s service area 

Page 2 of 13 



should be exposed to a particular message an average of three or more times. 
Gulf Power’s residential customer base as of July 31 was 375,879, Based on 
current pricing estimates, the $800,000 figure represents the media and production 
costs necessary to achieve these goals. Luckie & Company has developed a plan 
for the media campaign to be successful. 

Because this campaign is targeted at the very broad group of Gulf Power’s 
customers, multiple media outlets and multiple occurrences over time are 
necessary to reach the intended audience. Television provides the broadest reach 
of these media, while radio, print, outdoor and online messaging provide 
extension of the campaign to consumers who are not accessible through television 
programming. Also, use of these mixed sources provides a more cost-effective 
solution than television alone. 

The television, radio, outdoor and print ads will be placed with the respective 
entities that cover the entire Gulf Power Company service area. Online messages 
will be targeted at the county and zip code level and will be present on a variety 
of websites that draw those interested in news, home improvement, environmental 
issues, etc. 

Through the plan developed by Luckie & Company, the consumer awareness 
component of the Energy Education Program will achieve the objective of 
providing a broad reach of the energy efficiency and conservation message to our 
customers. 

3. Please provide a detailed listing of the anticipated use of the Energy Education 
Program advertising budget. 

The following provides preliminary estimates of the media channels, occurrences 
and costs for the consumer awareness component of the Energy Education 
Program: 

Channel No. of Ads Occurrences Cost 

TV/Cable (30 sec) 1 750/600 $300,000 

Radio (60 sec) 2 4,000 $160,000 

Outdoor (billboard) 2 200 $150,000 

Print (114 page) 5 150 $140,000 

Online 3 1.3 million $50,000 
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4. Please provide sample copies of the proposed Energy Education Program 
advertising to promote energy efficiency and Gulfs energy conservation 
programs. 

Two sample ads are attached as Exhibit “A,” These are illustrative of the types of 
messages which will be utilized under the program and do not necessarily reflect 
the final versions of the ads themselves. Note that these messages are geared 
toward increasing awareness of energy efficiency and conservation in general, 
and do not focus on specific, approved conservation programs offered by Gulf 
Power. 

5. Please provide samples of current “energy awareness” advertisements. 

Gulf currently does not utilize any “energy awareness” advertisements. As 
required by Rule 25- 17.015(5), Gulfs advertising under its current DSM plan 
relates directly to specific, approved programs. For example, advertisements 
funded through Gulf’s Energy Audit Program relate directly to encouraging 
customers to participate in that program. See examples attached as Exhibit “B.” 
It is for this reason that Gulf seeks approval of the Energy Education Program 
which, in tum, would allow for more generalized “energy awareness” types of 
messages. 

6. Please explain whether the Energy Education Program advertising will include 
the promotion of renewable energy or strictly focus on reducing energy 
consumption. 

The objective of the Energy Education Program is to increase awareness of the 
importance of energy conservation and to increase customer participation in 
conservation opportunities including Gulf Power’s existing and future energy 
efficiency and conservation programs. The consumer awareness component of 
the program will therefore focus only on energy efficiency and conservation. 
However, the School-Based Education and Community-Based Education 
components of the program are broader in nature and will further the objectives of 
FEECA through educating the community regarding energy-related topics 
including conservation, efficiency, generation and renewable energy. 

7. Please explain or identify the demographics or targeted audience (residential, 
commercial, industrial, income brackets, etc.) of the proposed Energy Education 
Program’s advertising. 

Overall, the target audience for the consumer awareness component of the Energy 
Education Program will include all residential customers, among all income 
brackets, within the Gulf Power service area. In order to reach all demographics, 
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media placement will include all daily newspapers, as well as targeted weeklies, 
TV news and weather, moming shows, primetime, radio and outdoor billboards. 

8. Please provide a recalculation of the recently provided RIM test for the Solar 
Thermal Water Heating Pilot Program, without considering lost revenues 
(“Changes in Electric Revenues”), as specified by the 2008 revision to Chapter 
366.82(3)(a), F.S. 

Gulf does not interpret section 366.82(3), as amended by HB 7135, as calling for 
calculation of RIM without consideration of lost revenues. Nevertheless, 
calculating the RIM cost-effectiveness of the Solar Thermal Water Heating 
program without including the “change in electric revenues” results in the 
following: 

Net Present Value Benefits= $584,784 
Net Present Value Cost= $207,948 
Ratio= 2.81 

This adjustment to the RIM test is defined in the California Standard Practice 
Manual as the Program Administrator Cost (PAC) test (also known as the Utility 
Cost test). Back-up documentation is attached as Exhibit “C.” 

9. Please explain or identify how much money Gulf has spent on the Solar Thermal 
Water Heating Pilot Program, including expenditures for the web page 
http://www.gulfpower.com/residentiaVsolar-water-hea~g.asp and the five 
associated pages. 

Subsequent to filing its petition to modify its DSM Plan, Gulf Power began 
receiving inquiries from media and its customers regarding the proposed Solar 
Thermal Water Heating Pilot Program. Rather than addressing these inquiries in 
a piecemeal fashion, Gulf decided to create the above-referenced link on its 
webpage and to direct all inquires to the link. To date, Gulf has incurred $250 in 
charges from Southem Company Services associated with updating its website to 
reference the proposed Solar Thermal Water Heating Pilot Program. In addition, 
Gulfs ResidentialMass Marketing Department has invested approximately eight 
hours in developing the update to the website. This translates to $449 using an 
hourly rate of $56.13 which includes salary and overhead. 
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How a little change can help save money and energy. \c\ 
AS the energy expens.wethink change isa goodthing. Sowe'rn always resesrching newstate-of.the-antechnalogies 
andalternative fuels inorderto provide cleaner,moreefficientwaystahelppowervaurwwld.A~ndyourandolhingsto 
help,aswell. Becaureyodllfindlotsoflipsand informationonchangesyoucan makein your homeand yourlife. Nolonly 
W l i l v o u t s e l g ~ ~ d a b O u t i t , b ~ y o u m i g h t i u ~ E a v e m o r e ~ a n y o u  sverVloughtporrible.Changecan beavelygoodthing. 

L Wm 1 Where dovov spend vour energvdollars? I 

ADDITIONAL 
ENERGY SAVING TIPS. 



You could be wasting energy and not even know it. 

\ Did you know some electrical *vices are buying power, even when they are turned off? Yup. I ts  called 
phantom load. Phantom load is energythat is wasted by items when they aren't being used. Butthe good news 
is you can eliminate this unnecessary energy cost by unplugging power adapte rsforlaptop computers,pnnters 
and cell phone chargers: and kitchen items like blenders, coffee pots and toasters. Sometimes a l i e  change 
can make a big difference. We just have to pull together. 4-m"- paw-* ce~wNy 
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INPUT DATA -- PART 1 

Cost-Effectiveness Analysis per Rule 25-17.008 Florida Administrative Code 

PSC Form CE 1.1 
Page 1 of 1 

Run Date: 14-Aug48 
10:34AM 

Filename: STWH 

. .  
2 tt The relevant avoidable geneation unit is a mmbined cycle unit 

n 
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DIscounI Rate = 6 44% 
BeneWCost Rat10 c 0 73 

PSC Form CE 2.3 
Page 1 Of 1 

Run Dale: lM"p3S 
1035 AM 

m ?  
h): 

Filename SlWH 
Total Resource Cost-Effectiveness Measure 

CoPt-Effectiveness Analysis per Rule 25-17.008 Florida Admlnistratlve Code 
I 2 3 4 5 6 7 6 9 IO 11 12 13 

Change In Incremental Incnmenbl Incremsnbl Tobl Cumulative 
E k l I &  ulillty'a Partldpanta' Other ounr GO"edI0" T&D Pro0 I&& TMal TOM Disuuntad 

supphcoata PlogramCMIs Pmgrmcao coata krwRg C.p C a b  Cap carts F u e l C d  costa k"eff0 Be& Netsensffa 
Year (1 0 0 0 r I 11000sl ($000~) (MODS) (100Orl (1000a) ($000~1 (WDDsI ($ODDS) ($000~1 (Woos) (1000s) 
2009 $0 so $285 $0 $0 $0 so (515) $285 $15 ($210) ($271 
2010 $0 so $290 50 $0 $0 ($1) (529) $290 $30 @2@1 (5511 
2011 $0 $0 $296 $0 $0 $0 t12J (543) 5296 545 ($251) ($721 

2013 $0 so $0 so so so ($2) (544) so $46 $46 (5651 
2014 $0 $0 $0 $0 $0 ($6)  ($2) (547) $0 $54 $54 (1621 

2012 $0 so $0 M $0 $0 ($2) (542) $0 544 $44 ($681 

2015 so $0 $0 $0 $0 ($10) (52) ($47) $0 $59 $59 ($58: 
2016 $0 $0 $0 so $0 (SlO) ($2) ( S l )  SO 563 $63 ($541 

2018 50 so 50 $0 $0 ($10) (32) $55) $0 $66 $6a (546 
2019 50 $0 $0 so $0 ($10) ($2) ($591 $0 572 $72 ($445 

2022 $0 $0 $0 so SO (S11) ($2) ($66) $0 579 $79 ($36' 
2023 $0 so $0 so $0 ($11) ($2) (S9) $0 $82 $82 ($33 

2017 $0 $0 $0 so $0 ($10) ($2) ($52) $0 $64 $64 ($51, 

2020 $0 $0 $0 $0 M ($11) ($2) ($631 $0 $76 $76 ($411 
2021 $0 so 50 $0 $0 ($111 ($2) (W) SO $77 $77 ($365 

2024 $0 so $0 $0 $0 ($11) ($31 ($72) $0 $86 $86 ($305 
2025 50 so $0 so $0 ($11) ($31 (574) $0 $88 sea ($26! 
2026 $0 $0 $0 so $0 ($111 (S3) ($77) $0 $91 $91 ($26: 
2027 $0 $0 so $0 $0 ($12) ($3) ($79) $0 593 $93 ($241 
2028 $0 so $0 so $0 ($12) ($3) ($82) $0 $96 $96 ($221 



F-24 PSC Form CE 2.4 
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Run Dale: IcIug08 
1036AM 

FIIename: (mMI 
PaltlcipanW Cost€ffectivemrss Yeasum 

Coat-Effectiveness Analysis per Rule 25-17.008 Florlda Administrative Code 
1 2 3 4 5 6 7 6 8 10 11 12 

Change in Utility Paid t0011 cumuirtiva 
cu.ltomcr c- ah. Mh., PsitidpmW TRX Rebales 6 Tohi Tots1 Net Dlw0U”t.d 

EquipG7sC (MMCaaC cos$s Le” EiedskBlIC Cmdk hKSnthn Coah ”a BenEnls NM Bautlb 
Year (IWO.) ($000.) (IOOOS) ($WO*) lSOW*) 1MOOsI l$OOOsl 1IOOOs) ($WO*I (SOW.) lIaoO*l 
2009 $285 $0 $0 $0 (5171 $0 $75 $285 $82 ($1831 ($18: 

2011 $295 $0 $0 $0 ($54) $0 $75 $296 $129 ($1671 (55w 
2012 $0 $0 $0 $0 ($531 $0 so $0 $53 $53 (14% 
2013 so so M $0 ($53) $0 $0 so $53 $53 ($42: 
2014 $0 $0 $0 $0 ($571 so $0 $0 $57 $57 ($3E 
2015 $0 so $0 $0 ($631 $0 $0 $0 163 563 (5341 

2010 $290 so W $0 ($33) $0 $75 $280 $106 ($183) ($361 

2016 $0 $0 so $0 ($66) $0 $0 $0 $66 $66 ($3N 
2017 so $0 $0 $0 ($66) $0 $0 $0 $66 $66 ($27t 
2018 $0 so $0 $0 ($681 $0 50 $0 P69 $69 ($242 

2020 $0 $0 $0 $0 ($771 $0 $0 $0 $77 $77 ($176 
ZM9 $0 $0 so $0 ($71) $0 $0 $0 $71 $71 (521C 

202’1 $0 so $0 $0 (5771 PO $0 so $77 $77 (5145 
2022 $0 $0 so $0 ($801 $0 $0 $0 $80 $80 (SIZ 
2023 $0 $0 $0 $0 ($631 $0 $0 $0 $83 $83 ($96 
2024 $0 so $0 so ($66) $0 $0 $0 568 $88 (sfis 
2025 $0 $0 so $0 ($90) $0 $0 $0 $90 $90 (544 
2026 $0 $0 $0 $0 ($83) $0 $0 $0 $83 $83 (121 
2027 $0 so M $0 ($97) $0 $0 $0 $87 $87 $: 
2028 $0 $0 so $0 ($1011 $0 so $0 $101 $101 $24 

Nominal $871 (P1.388) $225 $671 $1.813 $742 
NPV $742 so $0 $0 ($620) $0 $208 S8M $628 $24 

Discount Rate = 8.44% 
s.nenucost Ratio = 1.03 
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Discount Rate - 8.44% 
Ben.fiUCost Ratio - 0.71 

2010 
2011 
2012 
2013 
2014 
2015 
2016 
2011 
2018 
2049 
2020 
2021 
2022 
2023 
2024 
2025 
2026 
2027 
2028 

W 
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1 2 3 4 5 6 7 6 9 10 11 12 13 14 
Cheng. in Utllltfs UUIINPII~ Change In Incremntal lnurmenbl I ~ ~ m m n t a l  Total Net cum3atw* 
Elesbic Program R i b a h 6  E W  GenerrUon TILD Prop Inmscd Other other Total rob1 Bermnts to OIsCounted 

S U p W C a t s  C0e.b Imeetln.  Revenues Cap C a t s  Cap Cwts FuelCoat. C0S.U B . M b  cmts Be"s  AWCCI#" NetBments 
Y e n  fSw0.1  (IWCn) ( S O O W  (SWO) OoOoa) (Swor) isw0.1 Owor) IIw0.1 fwnh) Owor) I S W * )  ISoOoal 

2010 $0.000 $0,000 $75.000 $0.000 $0.000 ($1.301) (528.775) $0.000 $0.000 $75.000 $30.076 ($44.924) ($1 01.785) 
($60.3571 ($60.357) 

$0.000 $0.000 $75.000 $0.000 $0.000 ($1.969) ($42.745) $0.000 $0.000 $75.000 $44.734 ($30.266) ($127.525) 
$0.000 $0.000 $0.000 $0.000 $0.000 ($2.027) ($42.2801 $0.w $ O w 0  $0.000 W.317 $44317 ($92.768) 
$0.000 $0.000 $0.000 $0.000 $0.000 ($2.065) ($43.905) $0.000 $O.OOO $0,000 $45.971 $45.971 ($59.519) 
$0.000 $0.000 $0.000 $0.000 ($5.662) i52.1041 ($46.577) $0.000 $0.000 $0.000 $84.343 $54.343 ($23.274) 
$0.000 $0.000 $0.000 $0.000 159.984) ($2.144) ($47.01 9) $0.000 $0.000 $0.000 $59.148 $59.148 113.107 
W.000 $0.000 $0.000 $0.000 (110.102) ($2.185) (150.793) $0.000 $0.000 $0,000 $63.060 $63.060 $46.688 
$0.000 $0.000 $0.0.24 $0.000 (110,222) ($2.227) ($51.909) $0.000 $0.000 $0.000 $84.356 $84.358 $82.553 
$0.000 $0.000 $0.000 $0.000 ($10.345) (12.269) (555.443) $0.000 $0.000 $0.000 $68.058 $68.056 $115.363 
$0.000 $0.w $O.wO $0.000 ($10.470) ($2.312) (559.406) $0.000 $0.000 $0.000 $72.168 $72.166 $147.497 
$0.000 $0.000 $0.000 $0.000 ($10.598) ($2.356) ($63.278) $0.000 $0.000 $0.000 $76.232 $76.232 $1 78.771 
$0.000 $0.000 $0.000 $0.000 ($10.726) ($2.401) ($84,024) $0.000 $0.000 $0.000 $77.152 $77.152 $201.960 
$0.000 $0.000 I0.m I0.w ($10.860) p12.446) ($66.1 88) $O.OW $0.000 $0.000 $79.496 $79.494 $235.695 
$0.000 $0.000 $0.000 $0.000 ($10.995) ($2.493) ($66 927) $0.000 $0.000 $0.000 $82.415 $62.415 $262.21 1 
$0.000 $0.000 $0.000 $0.000 (111.l32) (52.540) ($71.912) $0.000 $0.000 $0.000 565.W 585.584 $287.605 
$0.000 $0.000 $0.000 $0.000 ($11.272) ($2.599) (573.778) 50.000 $0.000 $0.000 $87.636 $67.636 $31 1.585 
$0.000 $0.000 $0.000 $0.000 ($11.415) ($2.636) ($76.712) $0.000 $0.000 $0.000 $90.784 $90.784 $334.469 
$0.000 $0.000 $0.000 $0.000 ($1 1.560) (U.666) ($79.247) $0.000 $0.000 $0.000 $93.495 $93.495 $356.245 
$0.000 $0.000 $0.000 $0.000 ($1 1.708) (52.739) ($81.504) $0.000 $0.000 $0.000 195.95l $95.951 $376.83 

2009 $0.000 $0.000 $75.000 $0.000 $0.000 I0.w ($14.843) $0.000 $0.000 175.000 $14.843 

2011 
2012 
M I 3  
2011 
2015 
2016 
2017 
2018 
2019 
2020 
2021 
2022 
2023 
2024 
2025 
2026 
2027 
2028 

Yomirul $225.000 ($157.052) ($43.514) ($1,129,075) $225.000 $1,32@.MO $1,104.540 
NW $0.000 $207.948 $0.000 ($60.846) ($20.096) ($503.842) $0.000 $0.040 $207.948 $584.784 $376.836 

Discounl Rab * 6.44%( 
BeneWCort Ratio - 2.61 I 


