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REPORT SUMMARY 

 
Radical changes in the electricity industry have dramatically opened the marketplace to 
renewable energy development. In fact, by the end of 2000, more than one-thid of all U.S. 
electricity consumers had option to purchase green power. The Fifth National Conference on 
Green Power Marketing—attended by some 160 green power professionals—examine various 
strategies for growing the green power market, successful utility approaches to green power 
pricing programs, and the cost of renewable energy systems. The conference also provided an 
overview of international green power activities and the government as a green power purchaser. 
Finally, the conference featured a business customer roundtable exploring why customers are 
purchasing green power as well as panel discussions on the nature of green power and 
information technology as it relates to green power. 

Background 
The term green power is used to define power generated from renewable energy resources, such 
as wind and sun (solar), the earth’s hear (geothermal), falling water (hydropower), and power 
and waste materials (biomass). Green power is typically marketed through either a regulated 
utility green-pricing program or as a competitive offering in a deregulated market. Even as the 
tide of deregulation sweeps the country, new green-pricing programs continually emerge. The 
focus for many, however, is on marketing innovations in the competitive retail sector, where 
green power is believed to hold significant customer appeal. 

Objective 
To examine the state of green power marketing and explore opportunities for enhancing the 
success of green power sales in both regulated and deregulated markets. 

Approach 
Organizers of the Fifth National Conference on Green Power Marketing—held August 7-8, 
2000, in Denver, Colorado—included the U.S. Department of Energy, EPRI, the U.S. 
Environmental Protection Agency, and the Edison Electric Institute, Conference organizers 
arranged for presentations to cover governmental and commercial approaches to renewable 
energy development as well as customer perspectives on green power. 

Results 
Key messages that emerged from the conference include the following: 
�� Although energy providers may disagree over which sources qualify as green power, there 

appears to be a consensus that conformation disclosure is crucial to educating consumers 
about electricity product options and their relative environmental impacts. Consumers 
making power purchase decisions in the marketplace may be the ultimate arbiters of this 
debate. 
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• Businesses, governments, and other commercial customers account for a growing share of
green power demand. Nonresidential customers are interested in green power as a reflection
of organizational values. Businesses increasingly recognize that green power purchasing can
help meet corporate goals related to environmental improvement and sustainable business
practices. Finally, government entities at all levels are purchasing green power, both as a
matter of civic duty and to “lead by example.” Given these realities, suppliers need to assist
customers in identifying tangible private benefits.

• Conference attendees heard from several utility representatives whose companies have been
particularly successful in marketing their respective green power products. In almost all
cases, these utilities were responding to the interest expressed by customers in green power
choices. Utility representatives pointed to internal management support, collaborative
marketing, activities involving community groups, and participation by nonresidential
customers as key success factors.

• Utilities are employing a number of strategies to grow the green market beyond the yield of
simple marketing efforts. Among the strategies discussed were customer aggregation,
grassroots marketing, the linking of green power purchases to environmental compliance,
and the creation of renewable energy certificates that reduce green power transaction costs.

EPRI Perspective
With electricity price spikes occurring in California and other areas of the country, additional
green power development is viewed as a necessary and attractive means for addressing
electricity shortages and stabilizing market prices. EPRI fosters and participates in conferences
such as this one to facilitate the advancement of green power technologies in both regulated and
deregulated marketplaces. These National Green Power Marketing Conferences have provided a
key forum for shaping effective, innovative strategies that accelerate the development of a green
power customer base and the associated technology infrastructure. Previous DOE-EPRI National
Green Power Conferences are documented in reports TR-109179, TR-112315, and TR-114878.
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Renewable energy
Green power
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1  
OVERVIEW 

In the half-dozen years since the first utility offered its ratepayers the option of contributing to  
a fund for renewable energy development, the electricity marketplace has changed radically.  
As we entered the new millennium, many states were formally in some stage of opening their 
electric markets to competition, talk of federal electricity restructuring laws was intensifying,  
and more than a dozen companies were competitively marketing “green power” options to retail 
customers. In still-regulated markets, more than 80 utilities were offering or planning to offer 
“green pricing” to their customers. By the end of 2000, one-third of all U.S. electricity 
consumers would have the option to purchase green power. 

The term green power is used to define power generated from renewable energy resources,  
such as the wind and the sun (solar), the earth’s heat (geothermal), falling water (hydropower), 
and plant and waste materials (biomass). Green power is typically marketed through either a 
regulated-utility green-pricing program or as a competitive offering in a deregulated market. 
Even as the tide of deregulation sweeps the country, new green-pricing programs continually 
emerge, but the focus for many is upon marketing innovations in the competitive retail 
marketplace where green power is believed to hold significant customer appeal. 

The Fifth National Conference on Green Power Marketing was organized to examine the state  
of green power marketing and to explore opportunities to improve on the success of green  
power sales in both regulated and deregulated markets. Conference organizers included the  
U.S. Department of Energy (DOE), the Electric Power Research Institute (EPRI), the U.S. 
Environmental Protection Agency (EPA), and the Edison Electric Institute. Additionally, the 
following companies and organizations provided conference sponsorship: the Center for 
Resource Solutions, Green Mountain Energy Company, PacifiCorp, PG&E Corporation,  
Public Service Company of Colorado, and the Western Area Power Administration. 

Some key messages that emerged from the conference are the following: 

�� With electricity price spikes beginning to occur in California and other areas of the country, 
additional green power development is viewed as a necessary and attractive means for 
addressing electricity shortages and providing market price stability. 

�� Although people may disagree over which particular energy sources qualify as green, there 
appeared to be a consensus that information disclosure is an important vehicle for educating 
consumers about electricity product options and their relative environmental impacts. 
Consumers making power purchasing decisions in the marketplace may be the ultimate 
arbiters of this debate. 
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Overview 

�� Businesses, governments, and other commercial customers account for a growing share of 
green power demand. Nonresidential customers are interested in green power as a reflection 
of organizational values. Businesses are increasingly recognizing that green power 
purchasing can help meet corporate goals related to environmental improvement and 
sustainable business practices, while government entities at all levels are purchasing green 
power both as a matter of civic duty and to “lead by example.” At the same time, suppliers 
need to assist these customers in identifying tangible private benefits. 

�� Conference attendees heard from several utility representatives whose companies have been 
particularly successful in marketing their respective green power products. In almost all 
cases, these utilities were responding to the interest expressed by customers in green power 
choices. Utility representatives pointed to internal management support, collaborative 
marketing and other activities involving community groups, and participation by 
nonresidential customers as key success factors. 

�� Finally, a number of strategies are being employed to grow the green market beyond what 
simple marketing efforts normally yield. Among the strategies discussed were customer 
aggregation, grassroots marketing, the linking of green power purchases to environmental 
compliance, and the creation of renewable energy certificates, which can reduce green power 
transaction costs. 
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FIRST DAY OPENING SESSION

Paul Thomas, chief operating officer of Green Mountain Energy Company, started the
conference with an overview of the company’s green power marketing efforts. The central
premise of the company’s business is to “use the power of customer choice to change the way
power is made.” Green Mountain is actively marketing in three states: California, Pennsylvania,
and New Jersey. To meet customer demand, the company has supported the development of five
new solar and wind projects totaling more than 12 megawatts (MW). Mr. Thomas noted that
market data indicate that a large fraction of consumers are potential green power purchasers. For
example, two-thirds of U.S. consumers are likely to switch to brands associated with a good
cause and more than one-half of Americans have purchased environmentally safe products.

Although most marketing to date has focused on the residential sector, Mr. Thomas suggested
that the business sector is also a promising market for green power. A number of large
businesses such as Coca-Cola, Ford Motor Company, and the Bank of America have adopted the
CERES* principles, agreeing that “green business is good business.”

Given its new partnership with BP Amoco, Green Mountain plans to tap into Amoco’s sales
force to attract new residential and business customers and to lower customer acquisition costs.
The company also plans to position itself more favorably in increasingly volatile electricity
markets by offering fixed-price products, which protect customers from unexpected price
increases. According to Mr. Thomas, the California experience provides an opportunity to
determine what makes a competitive market work, noting that ideal market conditions require a
fair “price to compare,” minimal barriers to choice, and uniform business rules. Mr. Thomas
noted that green power development is part of the solution to price spikes and supply shortages.

[Editor’s note: Following the conference, Green Mountain entered retail energy markets in
Connecticut, Ohio, and Texas.]

U.S. Representative Mark Udall, co-chair of the Congressional Renewable Energy Caucus,
described the environmental imperative to support initiatives that lead us toward a more
sustainable energy system. He stated that renewable energy and energy efficiency need to play a
more important role in addressing the growing impacts of energy use on our environment. As the
nation’s demand for energy grows over the next decade and longer, it is important to use clean

* The Coalition for Environmentally Responsible Economies (CERES) is a nonprofit coalition of investors, public
pension funds, foundations, labor unions, and environmental, religious, and public interest groups, working in
partnership with companies toward the common goal of corporate environmental responsibility worldwide.
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energy sources to meet these increasing needs. He also noted that development of our domestic
base of renewable energy resources can help reduce the economic and national security impacts
associated with imported fuel.

Representative Udall noted a number of ways in which the U.S. Congress can support increased
renewable energy development, such as increasing tax incentives, supporting research and
development of clean energy technologies, and including specific provisions for renewable
energy in federal electricity restructuring legislation. Because of the recent electricity price
spikes in California and other power markets, there is growing concern that federal legislation
may be necessary to make restructured markets work properly. Restructuring legislation is also
important so that all customers can choose their power suppliers. Currently, one-third of U.S
electricity customers can select their electricity provider, and the rest of U.S. consumers should
also have that choice, according to Representative Udall.

Dan Reicher, assistant secretary for energy efficiency and renewable energy at the U.S.
Department of Energy, provided an overview of how far we have come in the deployment of
renewable energy technologies in the United States. In particular, he noted that wind energy
surpassed nuclear energy in worldwide capacity additions in 1999. According to Mr. Reicher,
aggressive research and development and smart policies should lower the cost of renewable
technologies even more in the next few years. He described several DOE initiatives focused on
stimulating the market for renewable energy systems, such as the Million Solar Roofs, Wind
Powering America, and Geopowering the West programs. Mr. Reicher also noted that there are
significant opportunities for growing the biomass market by tapping methane gas from landfills
and pursuing biomass gasification. DOE is also partnering with utilities, federal agencies, cities,
and businesses to support the market for green power. In the future, DOE plans to continue its
support of the green power market through research and development, policy support, outreach,
and federal purchases with the goal of transforming green energy into mainstream energy.

Kathleen Hogan, director of the Climate Protection Division at the U.S. Environmental
Protection Agency, concluded the opening session with a discussion of how green power can
help address global environmental problems. She noted that although Congress has not ratified
the Kyoto Protocol, the threat of climate change is real and needs to be addressed. According to
Ms. Hogan, if we neglect to take action, climate change could have a considerable impact on
weather patterns, vegetation, coastal areas, habitats, and storm events, and it could increase the
incidence of disease. Accelerating the demand and supply for clean energy is a key component of
addressing these environmental impacts. To this end, EPA’s Climate Protection Division is
reorganizing to form a new group that will focus on clean energy technology deployment. The
Clean Energy Group will help stimulate demand for green power and promote the development
of new renewable resources for the green power market. Initially, the new group will work to
increase EPA’s purchases of green power, clarify air quality regulations to stimulate the market
for combined heat and power projects, support the development of new landfill gas recovery
projects, and help consumers understand the impacts of their energy use.



 

3  
BUSINESS CUSTOMER ROUNDTABLE— 
WHY WE’RE PURCHASING GREEN POWER 

Although early marketing efforts targeted residential customers as the ones most likely to 
purchase green power, businesses account for an increasing share of such demand. This session 
featured representatives from three companies at the forefront of green power purchasing in the 
business sector. 

Ed Holt, president of Ed Holt & Associates, began the session by presenting interim results of a 
research project, funded by the American Wind Energy Association and the National Wind 
Coordinating Committee, to understand nonresidential demand for green power. About 1,800 
commercial and industrial green power customers were surveyed to obtain information on their 
power purchasing decisions, selection criteria for suppliers and products, purchasing motivations 
and barriers, and policy preferences. The survey yielded a 27% response rate; the primary 
respondents were small and mid-sized businesses in California, Pennsylvania, Oregon, Colorado, 
and Wisconsin. 

Most respondents indicated that they purchased off-the-shelf green power products rather than 
issuing requests for proposals (RFPs) or negotiating directly with green power providers. In 
regulated markets, the utility or a third party was most likely to initiate contact with a 
prospective customer, whereas in competitive markets, customers were more likely to approach a 
green power supplier. Most responded that they were paying more for green power, although 
about one-quarter reported that there was essentially no change in their power rate. In companies 
of all sizes, the CEO was most frequently the decision champion, but in large companies, the 
champion was often the facilities manager. 

Respondents ranked the following factors as among the most important for motivating a green 
power purchase: organizational values, civic responsibility, public image, and employee morale. 
Mr. Holt concluded that early adopters are more altruistic than expected in purchasing green 
power and that large firms appear more likely to seek private benefits. Mr. Holt advised 
marketers and utilities to find creative ways to provide benefits for less altruistic customers. 

[Editor’s note: The full report, Understanding Non-Residential Demand for Green Power, is 
available from the National Wind Coordinating Committee at 
http://www.nationalwind.org/pubs/default.htm] 

Jim Cooke of Toyota Motor Sales USA described the company’s motivations to purchase 12 
MW of green power for its southern California-based facilities. Toyota entered into a contract to 
purchase green power in April 1998, when the California market first opened to retail 
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Business Customer Roundtable— 
Why We’re Purchasing Green Power 

competition. The company selected Edison Source as its supplier because the two companies  
had a previous working relationship to develop electric vehicles. Toyota also negotiated a green 
power discount for its employees, and 20% of them have used it. By the time the initial two-year 
supply contract expired, Edison Source had pulled out of the retail market and Toyota switched 
to another green power supplier, Green Mountain Energy Company. 

According to Mr. Cooke, Toyota’s motivation in purchasing green power was to be an 
environmental leader and to make a corporate statement in support of clean energy technologies. 
Toyota has a long-standing corporate commitment to the environment—one of the company’s 
guiding principles is “to exist in harmony with nature.” 

A number of factors enabled the facilities team to complete the green power deal, including  
good timing, support from upper management, and corporate interest in environmental issues. 
The major hurdles the team faced were in educating management about green power and in 
covering the additional, unbudgeted cost of the purchase. One of the key lessons learned was  
that managers may not be excited about green power, which makes it even more important to 
“feed the fire” and report back periodically on the status of the project. Toyota is now 
considering purchasing green power for facilities in other areas of the country. 

Mr. Cooke suggested that in seeking out business customers, green power marketers should  
look for the “low-hanging fruit,” i.e., those companies that display a high degree of social 
responsibility. Marketers also need to keep their message simple and help each customer  
define how a green power purchase will benefit the company. 

Jeff Lebesch, president of New Belgium Brewing Company, a nine-year old, privately held 
microbrewery with about 100 employees, described how the company came to be “the world’s 
first 100% wind-powered brewery.” Green power purchasing is just one facet of a sustainable 
business practices culture at New Belgium. The impetus for the purchase was a desire to be a 
zero-emissions business. After exploring a number of carbon dioxide (CO2) emissions control 
options, New Belgium determined that it would be less expensive and more practical to offset  
the brewery’s CO2 emissions by purchasing wind power. Fort Collins Utilities, the local utility, 
agreed to install an additional wind turbine for its green pricing program to match the brewery’s 
annual power consumption. The wind turbine offsets approximately 4 million pounds of CO2 
each year. 

According to Mr. Lebesch, the primary reasons for the wind energy purchase were to develop 
rapport with staff, to achieve the brewery’s waste-reduction goals more easily and quickly, and 
to create a positive public image. One unexpected benefit of the purchase was the unanimous 
support of the staff—employees voted to pay more for the wind power with part of their annual 
bonus. The wind purchase has strengthened the company’s corporate fabric and has helped create 
a more positive work environment. 

Larry Rogero of Kinko’s announced a new wind energy deal that will supply up to 50% of the 
energy used by the company’s New York-based retail operations. Kinko’s intends to purchase 
Pure Wind certificates representing about 4.5 million kilowatt-hours (kWh) of annual wind 
energy generation from an 11.5-MW wind project under construction in Madison, New York. 
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The company is already purchasing green power for about 90 stores in California, Colorado, and 
Pennsylvania. With an annual electricity demand of about 260 million kWh, Kinko’s will soon 
be getting about 9% of its power from renewable sources and has established a corporate goal of 
increasing green power purchases by about 5% to 10% each year. 

The driving force behind these purchases is Kinko’s environmental vision statement, which 
specifically calls for the use of energy efficiency and renewable energy sources in the company’s 
operations. According to Mr. Rogero, a primary benefit is developing goodwill among both 
customers and employees. One factor that confounded the process was that green power 
purchasing did not fall within the domain of any particular corporate department. The company 
also lacked account and metering data for its stores. 

Kinko’s goal is to buy renewable energy at no additional cost, which requires creativity to ease 
the “pain of the price.” Strategies that have worked for Kinko’s include developing internal 
referral programs, using savings in other operations to pay for the higher cost of green power,  
co-branding with suppliers, and seeking out suppliers that can provide tangible benefits. In 
general, the company has found the public relations benefits of its green power purchases to be 
minimal, which led Mr. Rogero to stress that suppliers need to assist companies in identifying 
tangible benefits. 
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4  
PANEL DISCUSSION—WHAT IS GREEN POWER? 

There are legitimate differences of opinion about which energy sources should be included in 
definitions of green power, even within the renewable energy community. This session brought 
together representatives of several groups to describe their respective approaches to defining, 
certifying, or rating green power products. 

Sam Swanson of the Pace Energy Project provided an overview of the Power Scorecard, a 
Web-based rating mechanism that assesses the environmental impacts of retail electricity 
products. The designers of the scorecard, which is being developed as a consumer education tool, 
are the Pace University School of Law, Environmental Defense, the Izaak Walton League, the 
Natural Resources Defense Council, the Northwest Energy Coalition, and the Union of 
Concerned Scientists. The tool scores power products on eight environmental impacts, including 
global climate change, acid rain, ozone, air toxics, water consumption, water quality, on-site land 
impacts, and off-site land impacts. Electricity products are also rated on their new renewable 
resource content. The Power Scorecard will initially rate products being marketed in 
Pennsylvania and California. 

[Editor’s note: The Power Scorecard is now online at http://www.powerscorecard.org/.] 

John Polak of Terra Choice Environmental Services Inc. provided an overview of Canadian 
Environmental Choice, a product certification program that has been expanded to include 
electricity products. The Environmental Choice program was created by the Canadian 
government in 1988 to “encourage demand for and supply of products and services that are less 
stressful on the environment.” Although still owned by the government, the program is now run 
by Terra Choice, a private firm. To date, more than 2,500 products in 100 product categories 
have been certified. 

The formal process for developing criteria for electricity products began in late 1998. Final 
criteria for renewable low-impact electricity are expected to be complete by early 2001. The 
program will certify both generating facilities and products. Draft criteria have been developed 
for wind, solar, hydro, biomass, and biogas resources, as well as for marketing, transferring 
ownership, and bundling products. The group is also developing verification protocols that 
include site visits, marketing and energy audits, and spot checks. In conclusion, Mr. Polak noted 
that credible certification involves developing science-based criteria that reflect social values and 
third-party verification, both elements that the Environmental Choice program is trying to 
achieve. Once the criteria are established, certification will be available both in Canada and the 
United States. 

4-1 

http://www.powerscorecard.org/


 
 
Panel Discussion—What is Green Power? 

Kirk Brown, assistant director of the Center for Resource Solutions (CRS), described his 
organization’s green power certification activities. CRS has established a variety of programs to 
help build consumer confidence in green power options, such as the Green-e certification 
program, green pricing accreditation, low-impact hydro standards, and Green-e Plus. CRS has 
focused on establishing minimum product standards as the best strategy to use as green power 
markets evolve. However, these standards may change over time as the market grows. In fact, 
Green-e has already added requirements for new renewable resource content in its product 
certification process. 

To date, CRS has developed renewable energy definitions and product standards for a number  
of regions, including California, New England, and the Mid-Atlantic, through the combined 
efforts of a governing board and advisory committees made up of local stakeholders. As CRS  
has facilitated stakeholder discussions around the country, the most controversial issues have 
involved the treatment of biomass, hydropower, and energy efficiency. Regional groups have 
developed different standards, which CRS hopes to harmonize over time. CRS also helped form 
the Low Impact Hydro Institute, which has developed minimal environmental impacts criteria 
for hydropower projects. 

Mr. Brown noted that while there may be different perspectives on what is green, information 
disclosure will help to educate consumers about electricity product options and their relative 
environmental impacts and that, over the longer term, standard definitions will emerge. 
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5  
UTILITY GREEN PRICING PROGRAMS— 
WHAT’S WORKING WELL? 

Enough time has now elapsed to clearly indicate that some utilities’ green pricing programs  
have been more successful than others in attracting customers for their products. In this session, 
representatives from some of the more successful utilities were invited to share key success 
factors as well as pitfalls to avoid. 

Terry Peterson of EPRI, the session moderator, began the session by providing a quick 
overview of green pricing trends, noting that the number of utilities undertaking green pricing 
programs continues to climb. Wind and solar resources figure prominently in most utility 
programs, and wind provides the bulk of the energy supply across all programs. 

Andy Sulkko of Public Service Company of Colorado (PSCo) provided an overview of the 
company’s three green power offerings. In 1993, PSCo became one of the first utilities to offer a 
green pricing program when it launched the Renewable Energy Trust. Around 12,000 customers 
contribute a total of about $120,000 annually to the Trust, either through fixed contributions or 
by rounding up their bills. The utility has used these funds to install about 40 kW of off-grid 
photovoltaic (PV) systems and twenty-eight, 2-kW PV systems on schools. PSCo also offers a 
solar referral program, Solarsource, through which customers can purchase PV systems from an 
authorized vendor. PSCo allows net metering of these systems. 

In 1997, PSCo introduced the Windsource program, which offers customers an option to 
purchase 100-kWh blocks of wind energy for $2.50 per month or 2.5¢/kWh. The wind energy  
is supplied from 29 wind turbines located in northeastern Colorado. The program is fully 
subscribed, with about 15,000 residential and 450 business customers. PSCo also supplies power 
to four wholesale customers. In 2000, the Colorado Public Utilities Commission approved an 
expansion of the program, and PSCo plans to install another 35 MW of wind energy capacity by 
the end of 2001. According to Mr. Sulkko, some of the keys to the success of the Windsource 
program have been consistent management support, a customer base with a strong environmental 
ethic, participation by nonresidential customers, collaborative marketing with outside groups, 
and a good program plan. 

Lori Clements-Grote of Fort Collins Utilities described the utility’s green pricing program, 
noting that the program was initiated because consumer surveys indicated a strong interest in 
clean power, lower costs for wind because of technological advancements, and access to a good 
wind site with existing infrastructure. In addition, with electricity markets across the country 
opening to competition, the utility was interested in experimenting with customer choice. 
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Fort Collins decided to offer the wind energy on a pilot basis to determine if the technology 
worked well, whether customers were truly interested, and whether the price was right. 
Residential subscribers were required to purchase all of their power from wind at a premium  
of 2.0¢/kWh for three years. Commercial customers could purchase wind power in 1,000-kWh 
blocks. Approximately 450 residential and small-business customers subscribed, selling out the 
power available from two 600-kW wind turbines installed by Platte River Power Authority in 
Medicine Bow, Wyoming. 

Continued customer interest drove Fort Collins to expand the program with an additional two 
and one-half wind turbines; one of the turbines serves the entire annual load of New Belgium 
Brewing Company, Inc. The City of Fort Collins also purchases wind energy for a portion of its 
facilities. At the same time, the utility raised the wind power premium from 2.0¢/kWh to 
2.5¢/kWh because the lower premium established for the pilot did not fully cover program costs. 
Residential customers were given the additional option of purchasing wind power in 400-kWh 
blocks for an extra $10.00 per month. To date, the program has about 750 subscribers (1.4% of 
customers), and the utility purchases more than half the power output from the 10 turbines now 
operating at the Medicine Bow site. 

Fort Collins has relied primarily on utility bill stuffers and local media to promote the program. 
Through the marketing process, the utility has learned that potential business customers have 
diverse needs. A key challenge is maintaining the municipal commitment to the program. Also, 
as a college town, the city experiences high account turnover, which presents a challenge for 
retaining green power customers; however, retention has been high among long-term residents. 
Finally, the higher availability of the wind energy in the fall and winter months does not match 
well with the utility’s summer-based peak demand requirements. 

Cassius McChesney of Arizona Public Service (APS) provided an overview of the company’s 
solar power offerings. APS elected to integrate solar into its service offerings because customers, 
who will soon be able to choose an electricity supplier under the state’s electricity restructuring 
law, expect a clean environment and perceive solar as a viable option. Thus, in 1996, APS 
launched its Solar Partners program, which provides residential customers with an option to 
purchase 15-kWh blocks of solar energy for $2.64 a month (or 17.6¢/kWh). The premium covers 
only about one-third of the solar project costs; the remainder is paid by shareholders and with a 
grant from the Utility PhotoVoltaic Group. 

About 1,500 customers who are participating in the program pay an average monthly premium  
of $5 or more. With extensive promotion, the program achieved a 1.5% participation rate in its 
initial market test (Flagstaff), which had a higher proportion of likely green customers, but the 
rate dropped to 0.2% after the program was extended to all APS residential customers. APS 
believes that the potential green customer market is 5% to 8% of the total market. The utility will 
have more than 500 kW of solar projects installed in various cities by the end of 2000 and 1 MW 
by the end of 2001, which would produce fifteen thousand 15-kWh blocks—enough to serve 
7,500 customers, or 1% of the total customer base. 

One of the most important issues facing the utility is the establishment of a statewide 
Environmental Portfolio Standard and whether or not customers will still be willing to participate 
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in the voluntary program. In the short term, Mr. McChesney noted that APS must continue to 
increase awareness of the solar product. 

John Giese of the Los Angeles Department of Water and Power (LADWP) provided an 
overview of the Green Power for a Green LA program. For an extra $3.00 per month, residential 
and small business customers can purchase green power to supply 20% of their electricity needs. 
Commercial and industrial customers can also participate at a nominal level. To help green 
power customers offset the extra cost, LADWP gives out two free compact fluorescent light 
bulbs. About 55,000 customers are participating in the program, and about half of them are  
low-income customers who receive power from existing renewable sources at no additional  
cost. Together, participating customers are purchasing about 2 million kWh of green power each 
month. Within three years, the utility hopes to have 100 MW of new renewable resource capacity 
installed and 100,000 program participants. 

Community events are a central component of LADWP’s grassroots marketing strategy and have 
been supported with direct mailings and bill checkoffs. LADWP has also used extensive contacts 
with environmental groups and external stakeholders. Internally, the program received intensive 
review among corporate departments to make sure that the product could be delivered 
effectively. 

Laura Williams of Madison Gas and Electric Company (MGE) described the utility’s success 
in offering a wind power option to its customers. In October 1997, MGE, which serves 120,000 
customers in and around Madison, Wisconsin, announced plans to construct, own, and operate an 
11.22-MW wind farm in the northeastern part of the state. The utility decided to move forward 
with the wind project because of consumer interest in renewable energy, the lower cost of new 
wind technology, and wind energy’s environmental benefits. MGE was also allowed to earn a 
return on the wind plant investment. 

MGE is selling the power in 150-kWh blocks for $5.00 per month—a premium of 3.3¢/kWh 
over the standard electricity rate. Businesses must spend a minimum of $15 per month or 
purchase 5% of their electricity as wind energy to be recognized as business leaders in the 
program. Within the first six months, more than 5,100 residential customers and about 100 
businesses had signed up, fully subscribing the program at an overall subscription rate of 4.7%  
of all customers. MGE has established a waiting list for other customers. 

MGE’s marketing strategy involved targeted mailing and bill inserts supported with mass 
marketing. Ms. Williams noted that customer education is essential but expensive. MGE also 
learned that it is important to involve the local community and that collaborative marketing with 
external groups is important to gain product credibility. Future plans include evaluating the 
technical performance of the project, determining customer acceptance and preferences, and 
considering other renewable technologies. 
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SECOND DAY OPENING SESSION 

Ashley Houston, energy analyst with XENERGY, Inc., provided an overview of customer 
switching trends in competitive power markets. To date, 24 states have passed legislation or 
adopted regulatory orders to give customers a choice of electricity providers. Of the 92 million 
customers served by investor-owned utilities, fewer than 20 million can choose an electricity 
supplier, but by the end of 2002, 57 million customers are scheduled to have a choice. In markets 
currently open to competition, only about 1 million customers have switched to an alternate 
energy supplier, and the market is most active for industrial customers. Pennsylvania has been 
the most active market for residential customers, with nearly 10% of households switching 
providers. 

Retail green power products are available in 6 of the 17 states with markets fully or partially 
open to competition—California, Connecticut, Maine, Massachusetts, New Jersey, and 
Pennsylvania. Green power is also available at wholesale in California, Illinois, and New York. 
California and Pennsylvania have been leaders in green power switching activity—85% of 
residential switches in California and 18% in Pennsylvania have been to green power. Green 
switching has been much less prevalent in New Jersey, where only 3% of residential customers 
have chosen a green power provider. 

Regarding green consumer demographics, a survey conducted by Xenergy found that green 
power customers in Pennsylvania are likely use large amounts of energy, be college educated, 
have larger households, buy organic foods, use the Internet, be aware of energy conservation 
issues, and have greater wealth. Customers also reported that the decision to purchase green 
power was influenced by the lowest price and environmental concerns, such as air pollution. 

In conclusion, Ms. Houston noted that green power has become one of the more successful 
means of product differentiation, and it should continue to play a key role in states in which 
restructuring policies support retail market competition. Although price spikes in wholesale 
power have caused some green power providers to return customers to default service, marketing 
activity is likely to pick up in the fall as supply shortages subside. 

Ed Tirello of Deutsche Bank Alex. Brown provided a Wall Street view of green power. He 
noted that “it all comes down to price and guilt.” Green power allows customers to offset the 
negative environmental impacts of their lifestyles, such as driving a sport utility vehicle. He 
suggested that this market may be as high as 15% of residential customers. 

Mr. Tirello described trends in transmission and generation that could impact green power sales. 
First, he declared that third-party control over transmission is good for competition because it 
will help maintain the operation of the grid and keep generators from manipulating the system. 
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The downside is that no money is flowing into transmission because there is no financial 
incentive for companies to invest in a system they do not or will not own. There is also a 
shortage of generation, which is causing power price spikes in California and other parts of the 
country. He contended that the sale of utility generation assets has wreaked havoc because of 
greater price uncertainty and reduced coordination of power plant maintenance schedules. As a 
result, competitive market prices are going up, not down. He noted that price problems will 
likely intensify in the coming years as the shortage of turbine generators intensifies under 
increasing global power demand. 

According to Mr. Tirello, these two problems—lack of transmission investment and generation 
shortages—represent an opportunity for green power marketers. Marketers may be able to 
capitalize on the situation by offering fixed-price products and power reliability to customers 
facing shortage-induced rate increases. This could cause more customers to switch. Mr. Tirello 
also suggested that marketers work with utilities rather than viewing them as competitors. He 
argued that utilities are likely to be open to affiliate deals involving green power.  

Mr. Tirello maintained that there are attractive market opportunities in distribution systems and 
ancillary services, particularly with rural electric cooperatives, which face high transmission and 
distribution costs. Bundled residential services are also likely to become more prominent. 
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PANEL DISCUSSION—INFORMATION TECHNOLOGY 
AND GREEN POWER 

Information technology is revolutionizing industries across the economy, and the electric power 
industry is no exception. The speakers in this session were asked to describe how consumers 
perceive information technology and how the increased use of information technology will 
benefit the green power marketing industry. 

James Porco of RKS Research and Consulting provided an overview of an RKS telephone 
survey designed to determine customer preferences for Internet services. The goal of the survey 
was to gain insight into the ways that on-line shoppers think. Most consumers reported owning a 
personal computer, and about 55% had access to the Internet. Respondents said they were using 
Internet access for e-mail (89%), contacting companies (56%), banking (19%), investing (18%), 
and paying bills (12%). The survey found that on-line shoppers were looking for value, trust, 
convenience, and simplicity. They also wanted rewards for loyalty and had high expectations of 
service. 

When asked about their interest in protecting the environment, 7 out of 10 responded that it was 
important to improve air quality and that the cost of doing so should be shared. Mr. Porco 
suggested that green power must be offered in a narrow price range to be of interest to more than 
a small segment of customers. 

Forty percent of respondents expressed interest in purchasing electricity through membership 
buying clubs. They reported interest in purchasing bundled services, such as Internet access, 
natural gas, and telephone service, and they expressed strong interest in obtaining simplified 
billing. He noted that trust and credibility are very important to customers and so marketers 
should look for branding opportunities.  

John Savage of Green Mountain Energy Company discussed the role of the Internet as a tool 
for protecting the environment and advancing green power sales. Some of the benefits of using 
the Internet are that it is a natural aggregation tool, it is energy efficient, and it provides almost 
infinite product selection. For example, purchasing goods over the Internet reduces the energy 
expended in driving to and from stores; if this is widely adopted, it could significantly reduce the 
energy intensity of our lifestyles. However, most of today’s users rely on the Internet primarily 
for communications and research, and not for shopping. Mr. Savage contended that consumers’ 
use of the Internet is based more on value and convenience than on price. 

Mr. Savage noted that consumers weigh price, convenience, visibility, impact, and reward in 
making a decision to purchase environmentally friendly products. Of these criteria, green power 
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is convenient and it yields a personal reward. The downsides are price, visibility, and the 
inconvenience of getting two bills. However, the Internet can help make green power more 
visible. For example, Green Mountain recently built awareness of its new Pennsylvania wind 
farm by conducting a live Web broadcast and posting pictures of the turbines on its Website. He 
also asserted that the Internet facilitates aggregation and information dissemination. 

Looking to the future, Mr. Savage predicted that attempts at commercial aggregation will 
continue to struggle, the proliferation of information on the Internet will accelerate the adoption 
of sustainable business practices, and there will be no green or Internet brands, only brands.    

Dan Lieberman of Utility.com provided an overview of his company’s pure play strategy as a 
Web-based provider of utility services, including electricity, Internet access, and telephone 
service. Mr. Lieberman noted that the company, which bills itself as the world’s first Internet 
utility company, is selling electricity in California, Pennsylvania, and Massachusetts; is licensed 
to sell electricity in six other states; and plans to expand its operations to the rest of the country 
in the near future. Utility.com primarily has targeted residential customers, but about 5% of its 
customers are small businesses. 

In California, the company is selling 100% renewable energy generated from a mix of biomass, 
hydropower, and geothermal power sources, which is purchased through the Automated Power 
Exchange. The green power product is offered at a discount to default rates as a result of 
California’s customer credit for renewable energy purchases. The company is also able to keep 
the green premium low by using electricity trading desks, using information technology to 
reduce transaction costs, and balancing the green power margins with other service product 
offerings. According to Mr. Lieberman, Utility.com intends to continue to offer a renewable 
energy option in California, even if the customer credits are allowed to expire. As the company 
expands to other states, it plans to offer green power options, although it will position itself 
primarily as a low-cost provider. 

The company plans to offer a “market basket of products” including natural gas, long distance 
service, appliance service plans, and high-speed Internet access (DSL) in all of its markets. 
Utility.com conducts all of its billing via the Internet and, whenever possible, offers consolidated 
billing. Paperless billing systems are low-cost, fast, and convenient, and they allow customers to 
review their historical electricity use, which could be important for implementing real-time 
pricing in the future. 

In conclusion, Mr. Lieberman noted that a Web-based approach to providing utility services 
offers paperless billing, ease of handling new customers, the ability to add new products quickly, 
and the ability to market nationally and to remote customers. 

[Editor’s note: In January 2001, Utility.com returned its electricity customers to their default 
suppliers and exited the retail electricity marketing business because of rising prices in wholesale 
electricity markets.] 
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INTERNATIONAL GREEN POWER ACTIVITIES 

Green power marketing is taking off abroad as well as in the United States. Several international 
speakers were invited to describe the status of green power marketing abroad.  

Rick Sellers of the International Energy Agency (IEA) and session chair, introduced the panel 
by describing the IEA’s Renewable Energy Unit. The unit is working with IEA member 
countries on strategies to accelerate the deployment of renewable energy technologies through 
coordination of policies, particularly electricity restructuring or liberalization. The unit is also 
looking at cooperation on green power tariffs and the linking of green certificate trading systems. 

Rolf Wüstenhagen of the Institute for Economy and the Environment at St. Gallen University 
and the Centre for Energy Policy and Economics at the Swiss Federal Institutes of Technology, 
provided an overview of green power marketing activities in Europe. He began with a short 
discussion of electric utility restructuring in Germany, one of the more active competitive 
electricity markets. He noted that energy suppliers in Germany have dramatically increased their 
marketing expenditures. Similar to findings in the United States, market research indicates that 
majorities of German customers are interested in purchasing green power. According to one 
study, about 89% of German consumers “welcome the opportunity to buy electricity from clean, 
environmentally friendly sources” and 22% would be prepared to pay a 15% premium for it. 

Studies conducted in other European countries have had similar results: majorities of consumers 
indicate that they would be willing to pay a premium to receive green power. And like those in 
the United States, European consumers tend to favor solar and wind resources. 

Green power marketers are active in the Netherlands, Germany, Switzerland, and the United 
Kingdom. In most European countries, green power marketers have achieved a market share of 
1% or less, with the exception of the Netherlands, which has seen much higher penetration rates. 
In Switzerland, where the market has yet to be liberalized, more than 80 utilities now offer a 
green power option and the top programs have achieved participation rates of about 4.5%. 
According to Dr. Wüstenhagen, efforts have been under way to help facilitate the market for 
green power, such as the development of labeling and certification schemes; however, there is a 
growing need to harmonize these efforts. In addition, a number of countries have adopted 
policies that promote the development of renewable resources but not necessarily the 
development of retail markets. 

In conclusion, Dr. Wüstenhagen noted that there are many similarities between U.S. and 
European markets with respect to customer survey data findings and green power purchasing 
behavior. He also noted that companies interested in marketing green power throughout the 
European Union (EU) face several challenges, including differences in government support for 
renewables, the pace of deregulation, consumer preferences, and competitive pressures from 
conventional power providers. 
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Jos Benner of the CEA/RECS Secretariat provided an overview of green power certificate 
trading in Europe. The driving force behind the effort to develop tradable certificates is the 
design of renewable energy policies to help meet the goals of the Kyoto Protocol. In May 2000, a 
policy directive was proposed calling for countries in the EU to create renewable energy trading 
structures and to harmonize their renewable energy price-support mechanisms. Tradable credit 
systems have been a policy focus because, being market-based mechanisms, they will stimulate 
efficient market operation and technology improvement. 

Five European countries (Belgium, Denmark, Italy, the Netherlands, and the United Kingdom) 
are developing certificate programs. A Renewable Energy Certificate System (RECS) has been 
established to develop a harmonized approach using a standard certificate format and a uniform 
trading process. Currently, 10 countries are participating in the RECS process: the 5 countries 
already developing certificate programs and Austria, France, Germany, Norway, and Sweden. 
However, many discrepancies exist among the different systems and, until the process is 
completed, states are willing to accept trades only from equivalent systems. 

Key issues to be addressed in the development of a uniform trading system are certificate content 
and life span, description of technologies, state-aid impact, and related CO2 benefits. Mr. Benner 
noted that other considerations include whether or not the RECS trading system should be linked 
to CO2 trading schemes and whether or not a global trading mechanism should be developed.  

Michael Rucker of the Automated Power Exchange (APX) described the APX green ticket 
program and the potential for credit trading to help link international green power markets. In the 
APX green tickets program, the environmental attribute of green power generation is separated 
from the commodity energy, which trades in real time. The environmental attribute, which 
commands a price premium, is traded in an annual market through APX Green Power Markets, 
which exist in California and Illinois. In California, green tickets are traded with respect to 
particular renewable technologies, plant vintage (old or new), and eligibility for the state’s green 
power purchasing rebate. In Illinois, both EcoPower tickets, sold by ComEd, and generic 
renewable energy tickets are traded in the APX Green Power Market. 

According to Mr. Rucker, one of the benefits of the APX green ticket market is that it provides a 
way of tracking and verifying renewable power production and purchases. In general, credit 
trading is advantageous for renewables because it removes time-specific requirements for 
intermittent generators, simplifies verification, provides a more liquid green exchange, and 
allows price premiums to go directly to generators. For these reasons, Mr. Rucker asserted that 
trading has appeal in most regions of the United States. 

Credit trading may also be an important mechanism for linking international markets, though 
there are still significant hurdles to overcome before cross-country trading becomes a reality. For 
instance, international trading requires common product definitions, certification/verification 
procedures, and regulations that encourage the development of robust power markets. In closing, 
Mr. Rucker asserted that green ticket trading mechanisms should be developed with carbon 
trading in mind to ensure that renewable power generators can benefit from carbon trading when 
it is established. 
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RENEWALS ENERGY SYSTEMS—HOW MUCH DO 
THEY REALLY COST? 

This session examined the economics of several renewable energy technologies currently 
supplying the green power market. The speakers were asked to describe the primary cost factors 
and the role that policies, incentives, and industry partnerships can play in buying down the 
ultimate price to consumers. 

Jan Pepper, president of Clean Power Markets, Inc. discussed the cost of green power in 
competitive markets. There are two components of green power: commodity energy, which is 
delivered in real time into the grid, and green certificates, which represent the environmentally 
preferred attributes of the renewable power. Since the California market opened in late March 
1998, green power can be traded bilaterally or through the APX Green Power Market. Existing 
renewable generators selling into these markets receive state subsidies administered by the 
California Energy Commission (CEC) of 1.0¢/kWh. Based on data from the APX Green Power 
Market in California, the monthly average prices for green tickets have ranged from less than 
0.1¢/kWh to about 0.5¢/kWh. On a technology basis, the average prices for geothermal, biomass, 
small hydro, and generic renewable tickets have been 0.4¢/kWh to 0.5¢/kWh, while the price of 
new wind tickets has been 2.6¢/kWh. 

Overall, the data suggest that (1) premiums are affected by the CEC customer credits, (2) new 
renewable resources command a higher price, and (3) resources in shorter supply command a 
higher premium. According to Ms. Pepper, growth of the green power market across the United 
States will depend on the acceptance of unbundling the green attribute from the power, a 
verification process that can work across states, and the development of transparent and liquid 
green certificate markets in states beyond California.  

Brian Parsons, project manager at the National Renewable Energy Laboratory (NREL), 
addressed the real cost of wind power. He showed that the cost of wind has dropped from a range 
of 8¢ to 11¢/kWh (depending on the wind resource) in the early 1990s to a range of 4¢/ to 
6¢/kWh currently. These cost improvements result from the installation of larger turbines on 
taller towers as well as from volume production and production learning. Wind energy costs are 
expected to fall further to between 2¢/ and 3¢/kWh by 2010. 

According to Mr. Parsons, wind energy costs depend on a number of factors, including location, 
financing and incentives, the number and size of turbines installed, and other costs, such as those 
for resource assessments, transmission, and ancillary services. Location is a significant factor 
because the wind speed at a given site has a pronounced effect on the cost of the power. For 
example, the 1 mile-per-hour average wind speed difference between a Class IV and a Class V 
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wind site translates into a cost differential of about 0.5¢/kWh. Permitting can also be a cost issue; 
typically it is very difficult to site projects on public lands because of requirements contained in 
the National Environmental Policy Act (NEPA). Expansion of an existing site can lower costs. 

Financial incentives, such as the federal production tax credit (PTC) and state tax credits, help 
reduce project development costs. The PTC, which is set to expire at the end of 2001, provides 
1.7¢/kWh for 10 years, adjusted for inflation. This provides for a reduction in contract prices of 
about 1.1¢/kWh. State and local tax incentives can reduce costs by another 0.5¢/kWh. A federal 
Renewable Energy Production Incentive (REPI) is also available to publicly owned utilities, but 
because the REPI is subject to annual appropriations, it has less of an impact on production costs. 
Finally, larger projects benefit from volume discounts from manufacturers and economies of 
scale in performing operation and maintenance. 

In conclusion, Mr. Parsons noted that while the wind industry is contracting to deliver power at 
3¢/kWh, this price is not realistic for many projects, particularly small projects in new locations. 
However, achieving the lowest price may not be the most important factor in the marketplace. 
Customers are seeking value and may be just as interested in a high-visibility project or one 
located in nearby. 

Tom Kerr of the U.S. Environmental Protection Agency provided an overview of the current 
status of the landfill methane recovery industry and the cost of developing landfill methane 
projects. The number of facilities converting landfill gas (LFG) to energy facilities has grown 
significantly in the last five years, and this growth is expected to continue because more than 500 
viable development sites remain. The trend is toward the development of smaller projects and 
direct use of the methane and away from electricity generation. This trend is expected to 
continue. 

The primary costs associated with an LFG plant are the capital outlays for the gas collection 
system, the backup flare, and grid interconnection. There are also costs associated with financing 
and permitting a facility. Capital costs range from $900 to $1,300/kW of installed capacity, and 
facilities generally require a minimum buyback rate of about 4¢/kWh. Operation and 
maintenance costs average an additional 1.5¢ to 1.8¢/kWh over the life of a project. Incentives 
available to help reduce generation costs include federal tax credits worth about 1¢/kWh, the 
DOE REPI payments for publicly owned utilities, and, in some cases, state grants or loan 
programs. In the future, greenhouse gas trading systems could provide an additional economic 
impetus. 

EPA maintains a landfill methane project database, which is designed to serve as a resource for 
LFG-to-energy project development. The EPA Landfill Methane Outreach Program focuses on 
creating alliances among states, energy users, the LFG industry, and communities to remove 
barriers and promote the development of cost-effective projects.  

John Hoffner, of Conservation Services Group and representing Sun Power Electric provided 
an overview of PV costs. Sun Power Electric has pursued a business model based on using retail 
commercial rooftops. To date, the company has installed three PV systems totaling 107 kW on 
the roofs of BJ’s wholesale warehouse clubs in the Northeast. Under the arrangement, BJ’s 
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consumes the power and Sun Power Electric offers the green attribute for resale to the retail 
market. Sun Power Electric is selling the green attribute to AllEnergy and Green Mountain 
Energy Company and has agreed to maintain the systems for 10 years. 

Mr. Hoffner offered two scenarios for the costs of PV installations. His first scenario assumed a 
system cost of $7/W in a location that would yield 1.8 kWh/W annually. Assuming that 
operation and maintenance adds 20% to the system cost, he estimated that the total cost of power 
would be 46¢/kWh, and of that, about 10¢/kWh would be recovered from selling the power to 
the host. An optimistic scenario assumed that a system could be installed for $3/W under the 
same conditions. In this case, the total power cost would be 20¢/kWh, and of that, 10¢/kWh 
would be recovered from the host, yielding a solar price premium of 10¢/kWh. 

Mr. Hoffner noted that the company’s strategy has been to focus on reducing the costs of 
installing PV systems through standardization of design and installation, developing long-term 
financing sources, and reducing barriers to system interconnection. 
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GROWING THE GREEN POWER MARKET 

A number of strategies are being employed to grow the green market beyond what simple 
marketing efforts normally yield. This session featured speakers describing experiences with 
aggregation, grassroots marketing, the linking of green power purchases to environmental 
reparations, and the creation and marketing of renewable energy certificates.  

Bob Maddox of the Connecticut Energy Cooperative, a Hartford-based energy cooperative 
created to offer energy options to member customers in Connecticut’s newly competitive 
electricity market, described the organization’s green power offering. At the time of the 
conference, the co-op was the only entity offering a purchase option for the state’s retail 
customers and thus had garnered a good deal of publicity for its operations. The co-op offers 
both a 100% renewable energy product, EcoWatt, consisting of power generated from landfill 
gas, small hydro, and wind resources, and a standard electricity product, which is priced below 
the utility standard offer. The green power premium, at about 1¢/kWh, is relatively low because, 
as a nonprofit, the cooperative needs only to break even on its costs. The co-op has also received 
state funding assistance. The two power products are available to about 80% of the customers in 
the state. 

Rudd Mayer of the Land and Water Fund of the Rockies (LAW Fund), a non-profit 
environmental organization based in Boulder, Colorado, provided an overview of the 
organization’s green power marketing efforts. She noted that the extensive amount of education 
required for customers to switch to green power translates into high customer acquisition costs 
for utilities and marketers but that environmental groups can help educate customers through 
grassroots organizing techniques. 

A grassroots education campaign, organized and managed by an environmental group relying on 
existing relationships and outreach mechanisms, can reach a broader set of potential customers at 
lower cost and at the same time build credibility for the green power product. In Colorado, the 
LAW Fund began its grassroots campaign to market PSCo’s Windsource program by “plucking 
the low-hanging fruit,” including city governments, the governor, and environmentally conscious 
businesses. The program now counts more than 450 businesses among its participants. The 
grassroots campaign uses marketing techniques such as “street teams” of canvassers, free 
television coverage, local events, and Web sites that list green power offerings. 

In the few years that the LAW Fund has been actively marketing green power, the grassroots 
education movement has gained momentum among students, businesses, and religious 
organizations. In conclusion, Ms. Mayer noted that in Colorado, with more than 18,000 
residential and 450 business customers, green power is becoming mainstream as a noticeable 
shift in values is occurring in the marketplace. 
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Eric Blank of Community Energy described the creation of a for-profit green power marketing 
company designed to increase public awareness of green power and increase the supply of new 
renewable resources. Mr. Blank explained his vision of this undertaking as an economically self-
sustaining education effort in support of green power. The company’s goal is to offer a 100% 
new clean power product in a competitive market. Mr. Blank argued that competitive markets 
offer the greatest promise for green power sales because of incentives, where available, and the 
ability of customers to switch suppliers. 

According to Mr. Blank, Community Energy’s appeal is in delivering an ethical message, rather 
than simply a marketing message. Initially, the company tried to negotiate with an existing 
supplier to bring a pure product to market but was unable to negotiate a deal. Therefore, the 
company had two small wind turbines constructed and sold the entire output to small commercial 
customers. Community Energy is now trying to add wind capacity and expand its customer base. 
According to Mr. Blank, the key to success is having an exciting product to sell in an attractive 
market with government policy support. 

[Editor’s note: In March 2001, Community Energy announced a partnership with PECO Energy 
Company to jointly market up to 74 MW of new wind energy to residential and business 
customers in Pennsylvania.] 

Jill Cooper of the Colorado Department of Public Health and Environment described the 
settlement of a state air pollution violation that involved a green power purchase. In August 
2000, the Colorado Air Pollution Control Division finalized a settlement with the largest 
electricity user in the state. Under that settlement, the company agreed to purchase 
approximately $300,000 worth of wind power for up to five years to offset an air quality 
violation. The state typically allows violators to offset up to 80% of a civil penalty by performing 
a Supplemental Environmental Project (SEP). In this case, the two parties agreed to a SEP in 
which the company will place funds into an escrow account to be managed by Public Service 
Company of Colorado. The utility will use the funds to pay for power from its Windsource 
program. The average annual purchase called for in the SEP is roughly equivalent to the annual 
output of one 750-kW wind turbine. 

Muir Davis of PG&E National Energy Group discussed the importance of renewable energy 
certificates in capturing green value. According to Mr. Davis, certificate transactions ease the 
burden of physically tying green power to a customer, thus reducing transaction costs, 
simplifying verification, and alleviating “scheduling nightmares.” Certificate transactions also 
allow for a separate focus on the emissions benefits of the clean power, encourage wholesale 
trading, and permit monetization of emissions-free electricity. With a credit system in place, 
power suppliers can build projects in locations with optimal renewable resources and 
infrastructure.  

Mr. Davis announced that PG&E Corporation will sell Pure Wind certificates from an 11.5-MW 
wind project currently under construction in Madison, New York. The power from the project 
will be sold directly into the New York power grid, while the credits will be sold separately. He 
also announced that the company will supply Kinko’s with wind certificates for its retail stores in 
New York state. 
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Growing the Green Power Market 

[Editor’s note: The Madison wind energy project became operational in November 2000. PG&E 
Corp. also announced that it will acquire a new, 44-MW wind project in California from which 
the company will sell Pure Wind certificates in 2001.] 

 

10-3 





 

11  
GOVERNMENT AS A GREEN POWER PURCHASER 

Government entities at all levels—federal, state and local—increasingly view green power 
purchasing as a way to lead by example in implementing sustainable energy strategies. A number 
of government representatives were asked to describe their green power purchasing efforts. 

Beth Shearer, director of the U.S. Department of Energy’s Federal Energy Management 
Program (FEMP), provided an overview of renewable power purchases by the federal sector. 
The federal government is the largest power purchaser in the United States, consuming 2% of  
the nation’s electricity. To reduce this demand, President Clinton in 1999 signed Executive 
Order 13123, calling for a 35% reduction in energy consumption in buildings and a 30% 
reduction in greenhouse gas emissions by 2010. The order also calls for federal agencies to 
increase their use of renewable energy. 

Subsequent to the executive order, several initiatives have been established to increase federal 
purchases of renewable energy. Energy Secretary Bill Richardson issued a directive calling for 
DOE to procure 3% of its electricity from nonhydro renewable resources by 2005 and 7.5% by 
2010. And the DOE Wind Powering America program has set a goal for federal agencies to 
purchase 5% of their electricity from wind by 2010. In response to these initiatives, several 
federal agencies, including DOE, EPA, the General Services Administration (GSA), and the 
National Park Service, are purchasing green power. Agencies are also beginning to consider 
green certificate purchases and aggregated green power purchases. In Colorado, 31 agencies 
announced plans to collectively purchase about 10 MW of green power. To encourage additional 
purchases, FEMP plans to offer assistance with regional initiatives in both regulated and 
competitive markets and to continue educational efforts targeted at the federal sector. 

Sue Damore of the General Services Administration described what she called “the largest 
single wind power purchase” to date in the United States. Earlier in the summer, 31 federal 
agencies located along the Colorado Front Range collectively agreed to purchase more than  
10 MW of wind power. The aggregated purchase resulted from efforts by a team composed of 
staff from GSA, DOE, EPA, and NREL. The team used a top-down approach—appealing to 
agency leaders—to garner the purchase commitments. The group was also able to leverage 
existing relationships among members of the Denver Federal Agency Board.  

The primary sales pitch was that purchasing wind power is a way to address the air quality issues 
along the Front Range. One key factor was that Colorado already had a successful wind program 
in place: the PSCo Windsource program, under which the utility has already built and fully 
subscribed 20 MW of wind energy. Ms. Damore also noted that people want to be a part of 
something positive, and the wind energy purchase provided a specific action to tie to the annual 
Earth Day celebration. 
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Government as a Green Power Purchaser 

Ray Levinson of the U.S. Postal Service (USPS) described the agency’s experience with 
purchasing green power for its California facilities. He noted that the USPS has a history of 
implementing energy efficiency improvements but that this was the first attempt to purchase 
renewable energy. He also noted that DOE does not count renewable energy purchases for the 
purposes of measuring agencywide energy efficiency improvements, which creates a 
disincentive to undertake such projects. Nevertheless, the USPS, in an effort to be an 
environmental leader, decided to purchase green power for its California facilities. 

In California, the USPS has approximately 1,500 accounts with a total annual demand of  
about 40 MW and two primary facility demand patterns: (1) 24-hour operations, which  
account for about 90% of the agency’s statewide load, and (2) 12- to 14-hour operations.  
The USPS assembled a multifunction energy team composed of individuals from the 
environmental compliance, purchasing, finance, and maintenance departments to secure a 
contract for the highest percentage of green power at or below the utility default rates. No bids 
were accepted from an initial RFP. In a second attempt, the RFP was revised to focus specifically 
on green power rather than on energy services generally, allow offers on a facility-by-facility 
basis, and remove requirements to serve the entire service territory. As a result of the second 
solicitation, the USPS awarded a 38-month contract to Preferred Energy Services (also known  
as Go-Green.com) for the purchase of 3.8 MW of 100% green power to supply approximately 
1,100 sites representing about 10% of the agency’s total state load. 

According to Mr. Levinson, some lessons learned from the USPS experience are that it is 
important to become an educated buyer and to involve a variety of stakeholders within the 
organization. He also noted that commodity energy savings may be small in the early years of  
a restructured market, so it is important not to overlook internal cost savings. He also warned  
that in California, state subsidies for renewable power purchases inject substantial uncertainty 
into the market. 

[Editor’s note: In late-2000, Go-Green.com ceased its California operations “due to the unstable 
regulatory and economic energy situation.” The USPS accounts were turned back to default 
utility service.] 

Jay Goth, senior vice president with Commonwealth Energy Corporation, provided a 
marketer’s perspective on municipal decisions to purchase green power. Commonwealth 
supplies green power to the City of Santa Monica and other California cities. According to Mr. 
Goth, the primary motivation for cities is to lead the way for their citizens. Most cities are also 
looking for marketers to provide consumer outreach and education in addition to the power 
supply. Commonwealth has been successful in serving municipal customers because of its 
willingness to help with community outreach. The company has also teamed with local 
environmental groups interested in clean power issues, such as Global Green and CEERT, to 
undertake the education and outreach efforts. Mr. Goth suggested that cities employ whatever 
resources they have at hand, such as those provided by local environmental groups. 

In conclusion, Mr. Goth noted that selling to municipals is no different from selling to 
businesses—both entities want to do the right thing and marketers must be prepared to show how 
green power serves this purpose. He highlighted a number of other factors that impact municipal 
purchasing decisions, such as risk aversion, metering issues, price, where the generation comes 
from, and public relations. 
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