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Coordinator:	Good afternoon. Thank you all for standing by. At this time all participants are in a listen-only mode. This call is being recorded. If you have any objections you may disconnect at this time. I’ll now turn the call over to Jenny Heeter. You may proceed.

Jenny Heeter:	Hi everyone. Thank you for joining the Green Power Network Webinar. Today we will be discussing incorporating solar into green power offers from coast to coast. We want to thank you for joining us from wherever you may be today. I have just a few housekeeping items before we get started. First, as you just heard you are joined in listen-only mode.

	We do want to encourage folks to ask questions. You can do that through the Q&A channel, which you should see at the top--button for that at the top of your screen. I’ll be collecting those questions and we’ll hold them until both speakers have presented. Feel free to type those in at any point. Lastly, the Webinar is being recorded.

	The slides will be posted to the Green Power Network. You can see the link there or if you want to just go to the Green Power Network there is an event portion on the lower right hand side of the screen where it will be found. So, just to set up this Webinar, we’ve seen in the voluntary market that utility green pricing programs are incorporating more solar into their supply mix. Last year (En rail) highlighted a number of those programs that are using at least 2% solar to supply their green pricing programs, which you can see on the screen there.

	So, we’ve noticed this trend of increasing use of solar and want to hear from our speakers today about they have incorporated more solar into their supply for their program or programs that they work with. We have two presenters today. Leslie Brown will be presenting first. I’ll introduce her now. Then I’ll introduce Jay after Leslie is done. Leslie Brown is the public benefits program business analyst for Silicon Valley Power SVP, the city of Santa Clara’s municipal electric utility.

	Leslie currently manages SVPs award winning Santa Clara green power program, as well as all aspects of SVPs various solar programs. Leslie has been working for SVP providing strategic advice and information in the areas of energy efficiency and renewable energy to Santa Clara residents and businesses for over 13 years. Leslie I’m going to turn it over to you. We will advance the slides for you. Just let us know when you want to go to the next slide.

Leslie Brown:	Thanks Jenny. Let’s go to the next slide for our agenda today. What we’re going to talk about, a little bit about SVP in general, who we are as a utility, our relationship with solar, our various green power and solar options, go into a little bit of detail about a couple of our programs and neighborhood solar program, and the program that we’re here to mostly focus on Santa Clara green power, the evolution of the Santa Clara green program over the years with our product mix, why we increased the solar content of that product mix over time.

	Then finally finish up with overall lessons learned for the program. Let’s go to the next slide. A little bit about Silicon Valley Power; we are the City of Santa Clara’s municipal electric utility. We have 52,000 electric meters in our service territory. Our service territory is approximately 19.3 square miles. The annual sale of electricity is about 3 million mega watt-hours. The majority of our sales are industrial and commercial, 88% industrial, a little over 3-1/2% commercial, small commercial.

	Then about 8% residential is what our customer sort of breakdown is in terms of energy sales. Then our electric rate in Santa Clara is actually quite low comparative to our neighboring service territory to the average electric bill in Santa Clara is about half of what you’d find in the surrounding communities. Let’s go to the next slide. For our customer base, as I mentioned it’s very heavy in commercial industrial sales for electricity.

	We have headquarters for a lot of large tech companies in Silicon Valley like Intel, Applied Materials, Synaptics, Agion Technologies and then Videa. We’re also home to quite a few data centers in Santa Clara, which actually is a lot of our sales are to data centers. We have some educational institutions like Mission College and Santa Clara University. We have the Great America amusement park, and we have the headquarters and training camp for the San Francisco 49ers.

	We are the new future home of the 49ers new stadium and soon to be Super Bowl L in 2014, so that’s very exciting. Going back to what we had said, what I said before, we had 52,000 meters in our service area doing about 88% industrial sales, 3% commercial, over 90% total of our sales are commercial industrial; whereas, over 90% of our actual customers and meters to our service territories are residential.

	We’ve kind of got a flip-flop on sales to actual customers, which is a little unique. Let’s go to the next slide. About our residents in Santa Clara, we have, according to the latest census about 116,000 residents in Santa Clara. The breakout diversity is fairly diverse, you know, a little less than half categorized, you know, white, a pretty high Asian population, which also included Indian, Hispanic and Latino and then a little bit African-American.

	We have a really high population or strong sort of immigrant population here in Santa Clara. We have a lot of people that are coming into work in the tech industry or come to school, you know, at Santa Clara University. So, we have a lot of residents in Santa Clara that are not native to California, or are not native to the Bay Area. It’s a very high-educated group of people, mostly because a lot of the workforce is working in the tech industry.

	So the majority of our residents, you know, have completed Bachelor’s Degrees or higher. As far as like the age mix in Santa Clara, it’s a little bit interesting, we have a lot of people that are younger, you know, going to school, young families. Then we have a very, very strong senior population in Santa Clara as well. We actually have a really great senior center in Santa Clara. It’s very well known in the area.

	It’s a very nice place to be for our older residents. We have a lot of residents who have been in Santa Clara, you know, for 50-plus years. At the same time, we have a lot of people that are just coming to Santa Clara, you know, to start out. It’s a real sort of diverse population in that sense. Our home values are pretty high. Our medium household incomes are also pretty high; again, sort of relative to the San Francisco Bay Area.

	Next slide. So SUP has had a reputation for a long time as being a fairly solar friendly utility. We’ve have rebate programs and other programs in our service territory for several years to help our customers install solar and promote solar in Santa Clara. We’ve gotten some awards for that. In 2010 we were actually recognized by SEPA, which is the solar electric power association for having the number one annual solar watt for customer average, you know, throughout all the utilities in the country that were reporting.

	We’ve been recognized in the top ten lists in the three other surrounding years, 2009, 2011, and 2012. That’s kind of big, and I’m expecting us to make it in place on the 2013 list as well. That list hasn’t come out yet, but I think that we’ll probably still remain to be on that top ten list. Let’s go to the next slide. We do have a variety of solar and green power options in Santa Clara. So, I like to think of these as different flavors of the program, or different opportunities and ways for our customers to engage with different forms of grain power.

	We have our solar electric rebates that are available for customers who want to install a renewable energy system on their home or on their business, and sort of directly benefit from both metering and the renewable energy generation right there on site. These are our current rebate levels for both residents and businesses. We’ve got a sliding scale of rebates, but that’s where we are currently.

	There is also a program called the neighborhood solar program, which we developed back in 2002 where customers can donate money on their electric bill, $5, $10 a month. We also solicit occasionally to or commercial customers to make, you know, larger one-time donations towards paying for the installation of solar systems on non-profits in Santa Clara.

	We’ve done some schools, some churches, senior center facilities, outreach groups. It has been a really great program to spread solar to institutions that otherwise--that really benefit from having a solar system because they’re able to take advantage of our operating costs, lowering their utility bills. They really wouldn’t have ever explored or been able to explore selling solar systems beforehand because these are not groups that have that sort of cash flow to really invest in a solar system.

	Then we have the Santa Clara green power program. This is again another option for people who want to have a more direct impact on their personal energy usage. They can buy (wrecks) to 100% offset their energy usage with green certified wind and solar (wrecks). The (wreck) price is one and one-half cents per kilowatt-hour, or $15 a megawatt hour. That’s our retail product, or flagship product that we offer. That’s been available, that program has been around since 2004.

	Let’s go to the next slide. Just to talk a little bit more about the neighborhood solar program, it’s a voluntary donation program. We’ve done several projects within the city over the years. One of the great things, we did this program as sort, we launched (unintelligible) initially as sort of a precursor to the idea of having a green power option.

	We wanted to put this out there as sort of a pilot and see are customers interested in paying a little bit extra to the concept of installing, you know, green power, paying towards green power that they didn’t necessarily directly benefit from at their home, but was contributing to more green power in the community, more green power in the market, more green power in general available overall? We had, you know, a good response. We started that program in 2002. We had a good response. We said, okay we want to continue this and sort of expand into the Santa Clara green power program.

	When we brought the Santa Clara green power program on, part of the funds that we’re collecting in that program, there is a small portion of the (wrecks) that are being sold at the $15 megawatt level, that flagship product. There is $2 for every $15 megawatt (wrecks) that’s being reserved to go back towards the neighborhood solar program and install more systems in our service territory, which is really great because it allows customers to participate in green power for their energy usage, but then still also make a contribution, you know, in a small way towards the neighborhood solar program.

	We’ve also created some partnerships with the facilities that we’ve done solar systems on, so the neighborhood solar program and created contracts to buy those (wrecks) to go back into Santa Clara green power. It’s been a nice sort of circular sort of feel good type of positive contribution all the way around, continuing to sort of feedback into each other. Let’s go to the next slide. Some of the projects that we’ve done in Santa Clara with neighborhood solar, like I mentioned we had an elementary school and a retirement center.

	Most recently we’ve done a couple of churches and a Hope Services is a, you know, it’s a group. They actually have a group home where they have some adults for assisted living in that home. We installed a small solar system on that home to cover the energy usage for that household. Then our current project that we’re working on right is with the Muslim Community Association. You know, it’s a place of worship. It’s a school. It’s a lot of things. It’s a great place.

	We’re working on a project for them as well. It’s probably going to be about in the 25 to 30 kilowatt side for that project. Let’s go to the next slide. So about the Santa Clara green power program. Santa Clara green power’s traditional (wreck) base green pricing program, we’ve always had solar as part of the mix. It’s green e-certified. This year in 2014 is our ten-year anniversary. The residential rate has always been one and a half cents a kilowatt-hour or $15 a megawatt hour. We’re currently at about a little over 7-1/2% participation rate.

	We’ve been in that 7-8% participation rate for a while. We peaked over 8% a little bit. We kind of dropped down a little bit with the economy, but we’re pushing it back up again. We have over 3900 residents and 130 commercial customers participating in the program. Let’s go to the next slide. We’ve actually been awarded; we’ve received several awards, California green power from the DOE and EPA and their green power program and community awards.

	We got a local award from Acterra is a local environmental group in the Bay Area, awarded us in 2009. We’ve been on the (en rail) top ten list in a variety of different lists. This is our current ranking I think from the 2012 survey. We’ve been on the (en rail) top ten list for several years just in different positions, different places. Let’s go to the next slide. Just going to give you a little bit of an overview of our program over time and how it has evolved, our product mix, why we made some of the decisions that we did with our product mix.

	This is the first version of the Santa Clara green power program. It was 2004 to 2009. It was an all-California product. We felt very strongly initially that this should be an all-California product. You know, we’re working with our partners (unintelligible) on this program. They were sourcing the (wrecks) for us. So we had a 97-1/2% California wind and 2-1/2% solar. Although, you know, it was mostly a wind product, you know, we’ve always promoted it as wind and solar.

	Solar is really sort of that premium green power product. People kind of rate when you’re talking about what is green power preferences, or what do you rate as sort of the highest or the best renewable energy? Almost every time I don’t every (unintelligible) on top of the list when you’re doing sort of general consumer reports. Navigant did a report a few years ago asking those questions. Solar is always at the top of the list.

	This is our first iteration of the green power program. We were very happy with it. We were successful. The program was going over time. You know, in the middle of 2009, (Unintelligible) came to us and said, you know, we’re having some trouble with the wind (wrecks) in California in terms of pricing. We need to make a decision. We can either change the product mix a little bit and go beyond California for sourcing (wrecks) and keep the price the same, or we’re going to need to raise the price of the product.

	We actually really struggled with this a lot. We weren’t sure if people were going to be more receptive to not having the price go up, but expanding the reach of, you know, the (wreck) market, or if, you know, it was really important to our customers that everything be sourced in California and if the price went up a little bit that that was okay. We really kind of struggled with it. In the end we decided--to the next slide.

	In the end we decided to change the product mix a little bit and expand out to the western area for wind resources in order to keep the price of the product to customers the same. We thought that that was probably the more important factor and maybe easier to communicate factor to our customers. We did increase the solar blend and the mix. We thought that would be, you know, a good message to be able to carry on.

	We’re increasing the solar where wind is essentially still a, you know, in the western region as a utility we had wind resources that were coming in already in our general power mix that were coming from outside of California. We felt like that was a story that we could tell if customers were concerned or they questioned about it. The surprisingly in 2013 three of the (unintelligible) came back to us and they said hey we’ve got this really exciting opportunity to--let’s go to the next slide again--to increase the California even more.

	We’ve got a great, you know, line on a good content of (wrecks) for California solar. The wind (wreck) price has gone way down. We can increase the California solar mix and really sort of boost the amount of solar content in a product. We can keep the price the same and we’re like great. That’s fantastic! I was actually a little concerned though when they came to us and they said, you know, if we’re going to do this we need to be able to commit to this increase.

	I don’t want to come back to our customers a year from now and have to explain that, you know, sorry that was just a one-time thing and now we have to go back and have a smaller solar content again. If we’re going to commit to this I want to be able to really commit to it. I don’t want to go back. I only want to keep going forward. If we’re going to be increasing the solar, I want to make sure that we can keep increasing it not go back down again.

	They said nope we’re very confident. We’ve got the (wrecks) in play. We’re looking at the market. We know we can deliver this. I’m like excellent. Now, come into 2014--go to the next slide. It’s even more fantastic! We flipped it all the way around. We’re almost entirely a California solar product at this time. Most of these (wrecks) are coming from--I believe they’re coming from a variety of different school projects.

	A lot of school districts around the state have installed solar systems like the solar carports at their schools. There are a couple school districts I know they’ve got contracts with. There are a couple of larger installations. I think agricultural sites. There is a county jail near here that we were getting some of those (wrecks) from. There are a lot of more sources available, a lot more (wrecks) on the market available for this type of product now, which is fantastic.

	Now we have even more solar available, which we know that that’s what customers want. They see that that is a more prestigious product. We’re being able to offer it at the same price, which is ideal meaning not have to increase the price over time. We’re not having price volatility. It’s something that we felt was really important to our customers, so that we could have a consistent message over the years.

	I’ve talked through a lot of this, you know, stuff already. You know, we wanted to sort of show an evolution of the product over time, really sort of demonstrate to people, you know, customers how they’re, you know, buying into these programs and buying into this market, you know, is making more of this stuff actually available. More of these projects are coming online. More (wrecks) are coming onto the market and available to buy. It’s really sort of coming full circle.

	Also, you know, with featuring some of the local neighborhood solar projects in our power mix, that’s a really sort of feel good aspect part of the Santa Clara green power. They don’t provide a ton of (wrecks) for the program overall because they’re fairly small systems, but they do provide some and it just sort of ties it back into the community again more, which is great. Let’s go to the next slide.

	You know, overall like our lessons learned over time, over the last ten years and I’ve been here this whole time we’ve had the program. You know, customers really do like solar. Where sometimes you find that some customers will get into a debate with you about wind mills and, you know, the wind mills kill the birds and, you know, how many birds are you killing, these kinds of things?

	No one every really is going to complain about solar systems, so that’s great. I think everyone sort of agreed that they’re innocuous and, you know, you put them up there and they just do their thing. They generate electricity. They don’t bother anyone. Fantastic! You know, which is great. Another great option and especially for us here in Santa Clara is half of our customers here are renters or they live in condos, townhouses, places where you can’t really install a solar system or it’s much more difficult to install a solar system.

	If you’re a renter you simply don’t have that option to make that own investment for yourself. This is a way for them to be able to contribute and know that they’re making a positive impact, you know, with their energy usage for their home. You know, since they don’t have any other option to, you know, participate in installing like a green power system on their home.

	You know, why you should consider having solar in your resource mix or increasing it; at least out here, you know, the (wreck) prices have gone down, so it has made it a lot more attractive, or a lot more the ability to include that in the power mix it’s a lot easier. We can still offer that. So even if you’re in a utility market, or you’re in an area where, you know, your solar (wrecks) are not--they’re still very high priced or they’re in a situation where it’s not able to include like we have maybe 85% in your green pricing program.

	If you can have, you know, 2-1/2, 3%, 5%, you know, something there, which is what we had for a majority of the program life. We’ve had a very successful program with that. You know, that’s good. People can see that. That’s the types of green power that customers I think really want to feel like they’re buying into. If you have the opportunity to do something like fund or buy (wrecks) from local solar projects that’s just a double win.

	People can see the money going back into the community or see, you know, where that solar system is in community and know that when they’re buying green power, they’re making no further contribution to that project, which is great. We have something like the neighborhood solar program, which was already in existence before we started the green power programs so we had kind of an easy way to funnel that.

	If you don’t have something like that, you know, if you wanted to sponsor a project, you know, for a school or for a church for, you know, some kind of co-op or something, some other non-profit group, I mean that’s a really great way to make a connection with the community and have that project have sort of a longer life outside of just your green power program. I didn’t really get into it because this is all about, primarily about solar in the power mix, but (unintelligible) program design and options for larger customers is really key for I think an overall successful, well rounded program.

	So we have a lot of different options for our larger customers, as far as block purchases and discount pricing. Not all of our (wreck) sales are at that $15 megawatt hour price. We do have bulk purchases for our commercial customers at different rates depending on how much power they’re buying. Being able to have that offer and that opportunity and flexibility to meet the needs for those larger customers has been really key in our overall success with the program.

	Let’s go to the next slide. Finally, I just want to acknowledge, you know, our partner Three Degrees, who has been our partner with the Santa Clara green power program since its inception. So we’ve gone through a couple rounds of RFPs and, you know, putting up for bid for different contractors. We keep coming back with Three Degrees. You know, they’ve been really great partners for our program and really fundamentally, you know, key in having a successful utility green pricing program, so just wanted to acknowledge them. Okay. Thank you.

Jenny Heeter:	Thanks Leslie that was great, really interesting to hear the evolution of your program and some thoughts on 2014. Thank you. As I mentioned before we are able to answer some questions. We’ll take those at the end. You can submit those through the Q&A button. Next we’ll turn to Jay Carlis for a slightly different take on voluntary green power programs. Jay is vice president sales and marketing for Community Energy where he manages the retail division, including some of the largest utility green power programs in the country.

	In the past year Jay has also launched community energy into retail power marketing in Pennsylvania and residential solar sales in partnership with Solar City. Jay is former president of the renewable energy market’s association. He has an MBA in marketing and sustainable enterprise from UNC Chapel Hill, and a BA in sociology from Haverford College. So Jay we will turn it over to you. I believe you should be able to advance the slides yourself.

Jay Carlis:	Wonderful! Well thank you Jenny and Leslie and Susan for setting this up and inviting me to join. I’m excited for this topic. We’ve been spending most of our time here at Community on solar power these days. So I’m going to talk about it from a few different angles. Let’s see if I can make these slides move. There we go. Community energy is a solar developer. So I’m going to talk a little bit about solar from that perspective of project development.

	We run voluntary green power programs, so we’ll talk about it from that perspective. We’ve also gotten into community solar. Voluntary green power 2.0 perhaps and I’ll talk about it from that perspective as well. Just to introduce Community Energy for those who don’t know us, we’ve been a renewable energy developer and marketer since 1999. We’re based in Pennsylvania, but also have a significant operation out in Colorado.

	We really pioneered the voluntary market in the East with some of the first (wreck) fails to institutions and some of the first utility green power programs. We’ve developed 800-megawatts of wind and solar power over the last 10-plus years. So when we talk about solar power and how to fit it into green power programs and make those green power programs develop new solar, you know, Community Energy has a pretty unique perspective on how to bring those two together.

	So far in solar we’ve done 62-megawatts. We started in 2009 on solar and this is one of our projects here up in Massachusetts. It’s 2-megawatt solar farm. You know, what it takes to develop solar projects, wind projects just, you know, renewable energy projects in general, it takes smart cost-effective development. You need to take good care to use your resources wisely. You know, win fast lose fast, figure out if projects have potential or not and focus on where they do to make sure that you are using your resources effectively.

	It takes experience. You know, when it’s about interconnecting with the utility grids, when it’s about, you know, understanding some of the potential risks at a site, without a significant amount of experience, you know, there is a lot of time that can be wasted spinning wheels on projects. When we talk about renewable energy, and trying to make it cost effective with traditional fuels, you know, we need to be very resource conscious.

	I think what’s most important for this discussion here is, you know, long-term off take. We see that in every market across the country. Solar incentives are different on a state-by-state basis, but in every market it takes some long-term commitment to the energy and the (wrecks) usually, that’s going to be ten to 25 years. It takes investment great credit. I bring all that up because that’s our experience as a developer. This is what it takes to build new projects.

	When it comes to green power programs and renewable energy marketing, which is what Community Energy started doing in 1999. The reason why we got into that business is because we wanted to develop new projects and see more renewable energy popping up around the country and we’ve certainly seen that and we want to keep that going. That’s what it is going to take to get some of these projects built is the long-term off take with credit.

	At this point in time the investors who are putting up, you know, hundreds of millions of dollars into solar projects around the country are only doing that when they see it as, you know, really almost like an annuity. You know it is solar, unlike wind, you know, it’s just very simple. It’s very straightforward to understand the return on investment. There is not a lot of maintenance. There is not a lot of risk. You know, these projects are looked at almost like bombs. So that brings a low cost to capital and helps make solar work for the electric grid.

	The other thing it takes is creative thinking. Solar power is fairly new in the United States in terms of its deployment. We’ve seen creative thinking on residential. We’ve seen it on small commercial. We’ve seen it on large commercial and utility scale. It’s not entirely straightforward. I’ll give you some examples now that we’re talking about green power programs. Community Energy built in 2012 we built a 6-megawatt solar farm in Pennsylvania.

	It was really one of the only projects built in Pennsylvania that year because of some challenges, some structural challenges in the Pennsylvania solar market. What we did was we brought in some of our original partners on wind, Eastern University, Franklin and Marshall College, Drexel University, Juniata, Marywood, Millersville, Clean Air Counsel and of course the Philadelphia Phillies. You can see the Philly Phanatic there. He was at the ribbon cutting for our Keystone solar farm.

	These institutions bought the (wrecks) from this project and because of their commitments we were able to make this project work. That’s part of the creative thinking that it takes to get solar built in some of these markets particularly out here in the East. We’ve also, you know, worked with some of our utility green power programs. Here is just a snapshot of some of the programs that we’ve run over the last couple of years and are continuing to run.

	Here’s how we’ve done it. These slides look a little bit like Leslie’s, which I was glad to see. Here is an example of a program where we changed our product a couple of years ago from a product that was mostly wind. It was actually not even regional to the East. It was national wind and it was hydro in order to keep the cost down, but when this program came up for renewal what we did was we decided that we wanted to add in some solar to, you know, really build the demand.

	As you can see here, you know, for our product that costs basically a penny additional to the customer, we were really only able to add 1% solar from the Northeast, along with 99% Northeast wind. So, you know, we’re very happy to be offering regional solar to these customers in Connecticut. We’d love to do more but as I’ll explain to you in the Northeast, which is different than California, has a different incentive program than California, it’s a lot more difficult to accomplish.

	Here is another example of what we’ve done in New Jersey. In New Jersey we have a product that’s PJN wind 50%, 48-1/2% PJN small hydro and there is that little slice of New Jersey solar. New Jersey for a while was the most expensive solar market in the country when you think about the cost of the (wreck), you know, we were talking about $650 a megawatt hour at some point. You know, 65 cents. I’ll show you that again.

	When your cost is that high, you know, you can only blend in a tiny bit in order to make these programs work. To give you a sense of why...

Jenny Heeter:	Hey Jay?

Jay Carlis:	Yeah go ahead.

Jenny Heeter:	I just wanted to let you know you are fading in and out a little bit, if you could just stay close to your speaker or microphone?

Jay Carlis:	Sure. Okay. Thanks for letting me know. Here is how the Eastern part of the U.S. has set up its solar incentive program. It’s different from the way that California has set it up. So I think it’s great that we have two perspectives here from each coast. California’s program has been a production-based incentive. So when you build solar in California you get--there were rebates and there are also production-based incentives. The (wreck) is often separate from those incentive structures, so it’s a third potential revenue stream for those solar projects in California.

	In the East with our renewable portfolio standards in states like Pennsylvania and New Jersey, Maryland, Ohio, Massachusetts, Delaware, they’ve created--that’s (wreck) markets. They’ve created a particular carve out for solar saying utilities have to buy a certain amount of solar. They did that at the time because solar was just so expensive that if you didn’t create a separate tier for solar nobody would do it.

	They created the solar carve outs and then that really drove pricing specific to solar. The incentives in these Eastern states, you know, there have occasionally been rebate programs. They’ve gone in and out. They’re trying to drive as much, you know, solar as they can to meet these requirements with abstract markets. That can be a little bit challenging. What you can see here is (s-wreck) price volatility. Look at New Jersey; you know, just up at the top that red line, 500 to 600. Then in August of 2011 just crashing down to 200.

	Pennsylvania is yellow, you know, kind of hovering around 300 for a little while and then again crashing down to pretty close to nothing. That is one of the reasons why that long-term off take is so important to solar projects particularly in the East because the (s-wreck) values in the market are hard to count on. You know, so when we at Community Energy leverage solar into our utility green power programs, you know, we’re able to do that based on a long history in these programs and a knowledge of the general attrition rates of customers and how many new customers we’re able to bring in.

	We can picture a pretty consistent level of demand in Connecticut and New Jersey over a period of time that allows us to, you know, participate in these markets in a way that helps get these projects built. This is just another example of New Jersey. Here, you know, the SACP at the top that’s the Alternative Compliance Payment. That’s the way these markets were structured to really drive high price solar to create enough headroom to get those projects built when solar was, you know, $8 a lot installed.

	You know, now that solar costs are, you know, anywhere between, you know, $2 and $4 depending on the scale. It’s just a whole different ball game. We’ll go to this last slide. Just go into the Community solar program here because this is something else that Community Energy has been working on. You know, I promise not to turn this into Community Solar 101. You know, we do see this as voluntary green power 2.0.

	Across the country we’ve seen that utility programs, you know, have tended to kind of reach a certain saturation point and stagnate. You know, because there are only certain amounts of people that are just willing to continue paying additional for clean energy. Really the Community solar model is about bringing the fixed-price benefits of solar power to the 75%. Who are the 75%? Those are the people who can’t put solar on their roof.

	Either they are renters or they have too much shade. They don’t have the right kind of roof, you know, all these kinds of issues that keep them from being able to do solar on their roof. How do we bring those fixed-price benefits to them? Usually, in these programs, from what we’ve seen there is really no (s-wreck). It’s really customers purchasing energy only. In some cases what they’re buying is not even really energy it’s just like the value of a credit and it’s usually on the utility bill.

	We found that when you provide green power to people on the utility bill, it’s just much easier to get them engaged, as opposed to trying to do it, you know, through a separate billing or a credit card or something like that. Here is how we did it. This is part of the Colorado Solar Gardens Program. You can see at the bottom that’s our Lafayette Solar Garden. It’s a 1-megawatt project. We sell electricity and (s-wrecks) to the grid. Excel Energy take the (s-wrecks) at a certain value. They also take the electricity.

	Then they provide production credits to a retail electric customer. In exchange those customers are then buying those retail electric credits, those production credits from us. What we did, keep it simple for folks, is offer a 20-year, 5% discount to the utility rate. So we’re basically selling dollars for 95 cents. You know, for a lot of people that provides, you know, significant value and protection against rising utility costs in the future.

	One of the things I wanted to just talk about here is, you know, how we message this. I think this is really interesting as we’re starting to talk about different ways of promoting solar as part of green power programs and particularly Community solar. You know, this is straight from one of our marketing materials from our solar garden. You and others sign up for shares in the solar project, and by signing up you make solar happen. That’s pretty basic, right?

	We send solar to the grid each month. You receive credit based on the solar energy that you’re shares produce on your electric bill. We actually aren’t really telling people they are buying solar energy, which conforms to, you know, all of the marketing guidelines over the past few years in terms of, you know, the actual (solar ness) of the electricity being within the (wreck). Since the customer is not taking the (wreck) we didn’t really talk about them buying solar.

	Instead, you know, receiving credit on their bill for the shares they produce. This is, you know, a little bit more on the marketing. I wanted to just highlight Solar City because, you know, obviously there is no bigger story in retail solar than Solar City these days. You know, what are they selling, solar power for your home. You pay for solar power by the month. You know, I think that when you look at this and you look at the Eastern part of the United States with the (s-wreck) programs, the way they’re structured. You know, these customers aren’t keeping the (wrecks).

	They are not really buying solar power in the sort of traditional (wreck) marketing form. Yet, when you think about what these customers are doing, they’re actually buying electricity behind their electric meters. It’s being delivered directly to their house. One of the reasons why we created this (wreck) and created all these messaging guidelines around who owns the environmental benefits and the renewable (energy ness) of the electricity is because, you know, we were using the grid as a way of sourcing this electricity. There was no way to get electricity to individual homes.

	So we sold (wrecks). Therefore, you wanted people who bought the (wrecks) to feel like they were buying some real meaningful environmental value. When the solar is on your roof and it’s delivering electricity directly into your electric panel, well jeez it’s hard to see how that’s not solar. Right? So, you know, in this new world where, you know, there are all these different kinds of renewable energy options for people I think the question that I want to leave everybody with is how do we build 700-gigawatts of solar?

	That is a crazy number. That’s a crazy number. Where did I get that number from? Anybody who knows the Princeton study that talks about the different climate wedges, and there are like ten wedges. If we do each of these ten, you know, we can really have a meaningful impact in combating climate change. This is literally their number of how much solar we would need to do if solar takes the place of coal.

	So if we can replace 700-gigawatts of coal with solar, then we’ve got one of those wedges done, and 700-gigawatts is just a huge number. It’s really hard to even fathom how much solar that is. I think the questions that we need to be thinking as an industry, as we’re trying to think about how we promote building new renewable energy that fights climate change and helps to build, you know, a significant amount of solar over time and in a short period of time that actually scales. You know, does messaging matter?

	You know, in terms of how we talk about whether somebody is buying solar, is it with the (wreck)? Is it, you know, solar on their roof? How does that work? How do we reach new audiences? I think what we’ve seen in these green power programs is certainly we’ve seen this in the studies that (en rail) has done over the years is that, you know, there is a certain amount of people that are willing to just continually pay more for clean energy.

	At the end of the day if we want to build 700-gigawatts of solar we need to get beyond those folks and bring new people in. That’s what Solar City has done and their competitors in that space. That’s what Community Solar is starting to do and green power programs, you know, can do that as well. How do we design products that build new projects? I think, you know, those are the questions that we’re constantly struggling with here at Community Energy in trying to build new renewable generation. I just wanted to thank everybody for the time and invite questions.

Jenny Heeter:	Great. Thank you Jay very informative and great to hear some different perspectives from all the types of projects that you’ve worked on at Community Energy. I have a question first off for Leslie, which actually relates to what you were just talking about in terms of messaging and solar. So Leslie you mentioned that you do buy solar from some local or sort of community level large installation. Can you talk a little bit about your messaging to your consumers and working with installations that you’re purchasing from in terms of, you know, who is getting the (wreck) and who is able to say what and things like that?

Leslie Brown:	Yeah. Sure. When we’re buying the (wrecks) from the projects in Santa Clara that are from the neighborhood solar program, you know, those groups in general they were granted those solar systems from the neighborhood solar. They don’t necessarily have much of an interest in claiming (wreck) ownership or reporting out sort of (wreck) ownership or even all the time saying, you know, we have this green power coming on our facility.

	I mean they like the concept of it, but they’re not--it’s not the same as, you know, like, you know, like a company installed a solar system as part of, you know, like a sustainability initiative and is really trying to capture that sort of green message. Then, you know, looking for a second revenue stream of selling (wrecks) and trying to figure out how to communicate that messaging, you know, on that end.

	So, for the neighborhood solar project it’s really straight. It’s kind of really straightforward when we’re buying the (wrecks) from those projects is some of the money from green power sales continues to go back to neighborhood solar, as well as, you know, we’re buying a little bit of green power. Where some of the (wrecks) in the green power program are coming from those projects so, you know, those continue to feedback into each other pretty easily.

	For the other projects, we don’t promote the other facilities as much, or historically we haven’t. We’re just starting to do that now on our Web site where we’re starting to put up facility profiles in the current program year. We used to do some facility highlighting for like past program years and content, where we would say we’re getting, you know, we’ve got x-amount of (wrecks) from, you know, wind power from this facility in, you know, Washington or this project in Alameda or something like that for the last program year.

	We’re just starting to now do some highlighting of projects for the current program year. One of the ones that we’re highlighting is some of the school districts in San Jose that our program is buying (wrecks) from in San Jose, the neighboring city to Santa Clara. Again, those facilities aren’t as conscientious about trying to make a green claim. At the same time they’re a little bit more interested in selling the (wreck) as a revenue stream. So we’re not really running into conflict around who is claiming the green. At least we haven’t so far if that makes sense?

Jenny Heeter:	Yeah. Yeah. No that makes sense. Yeah I think it’s an important point that folks are interested in different things, you know, whether that’s a guaranteed fixed price for their electricity or making a solar claim. Maybe those are different products that are offered.

Leslie Brown:	Yeah.

Jenny Heeter:	Jay I had a question come in for you. I’m going to paraphrase here, but the question was about the Colorado community solar program. It was about the 5% discount on the electricity rate. Can you talk about why you structured it that way, and who bears the risk for guaranteeing that 5% discount?

Jay Carlis:	Actually, that’s a project that the Community Energy owns and operates on our own balance sheet. We bear the risk. If the utility rate goes down, you know, we will continue to provide a 5% discount. I think, you know, our view on it is that’s not something that we need to worry about over time. You know, it’s probably better said that rather than off the utility rate it’s off the rate that the customer gets. So there is a production value that the customer is allowed.

	So it’s really a 5% discount to that value. Really in the simplest of terms we’re selling dollars for 95 cents. It just so happens the customer is sending us the 95 cents, and the utility is giving them a dollar. I think that answers the question.

Jenny Heeter:	Yeah. Yeah. Thank you. I know we’re running a few minutes over, but I did want to give our speakers just a last chance to give us any parting thoughts, maybe for other programs that are looking at solar. If you have any words of wisdom that you want to leave folks with. I think we could just give a minute or two to each of our presenters to do that. Then we’ll wrap up here. So Leslie or Jay either one of you want to start off?

Leslie Brown:	Yeah. Sure. I mean with the, you know, whether you want to pursue something like a green pricing program or you have a green pricing program and you want to include solar in it, I think at least for us what was always important is that, you know, we were consistent about our pricing. We kept that price from being volatile to the customer. I think that that is important, you know, with green pricing programs in general.

	If you have an opportunity to, you know, lower the price like in the case we obviously could have chosen to lower the price for the green power program and not have increased the solar content. You know, I think we really wanted to increase the solar content. People were satisfied with the price that we’ve had so far. I think increasing the solar content is gone. We’ve already gotten a lot of positive response from it so far. I just think that was the right decision, you know, for us to make.

Jay Carlis:	Yeah. That’s great. I’ll echo that. I mean I think price is a huge factor in terms of expanding the interest in these programs, as I’ve said before. You know, incorporating solar, you know, can be done in a lot of different ways. So, you know, I’ll just say to anybody out there who is interested, you know, Community Energy has seen it from all perspectives, as I said. So feel free to give me a call and I’ll walk you through any questions that you might have.

Jenny Heeter:	Great. I know we’re over time, so I’ll go ahead and wrap things up here. Leslie and Jay I just want to say thank you again for your presentations. They will be posted online, so folks if you do want to follow up you can check out the contact information in those slides for Jay and Leslie.

	So, just want to say thanks for everybody for tuning in and hope you learned some valuable information. Thanks again to our speakers.

Leslie Brown:	Thank you.

Jay Carlis:	Thanks Jenny.

Jenny Heeter:	Thanks. Bye guys.

Jay Carlis:	Bye-bye.


END
