
6 Communication Plan 

6.1 Introduction 
Section 8-104 has set ambitious energy savings goals for gas utilities beginning in 201 I. To 
achieve these goals, Nicor Gas recognizes that it will need a strong marketing effort to 
educate customers about the benefits of energy efficiency and Nicor Gas energy efficiency 
programs. With increasing public awareness around issues such as climate change and 
environmental responsibility, as well as federal and state-level tax credits, Nicor Gas has a 
solid foundation from which to build its marketing campaigns. This communication plan 
outlines the approach Nicor Gas will use to market its energy efficiency programs, to 
increase customer awareness and participation. The Company's key message will be that 
energy efficiency can help customers reduce their energy use and cost while becoming more 
environmentally friendly. 

Nicor Gas plans to reach all customers throughout its service territory with its 
communications materials. Messages differ between residential, commercial, and industrial 
customers and integrated communication tactics are used for both markets. Communication 
goals include promoting customer participation and developing long-term business 
relationships to continue energy efficiency participation over years. This is realized through 
fostering relationships with equipment installation contractors, architects and engineers, as 
well as other trade allies. 

The Company will market its energy efficiency programs to residential, small and large 
commercial and industrial customers recognizing that each customer class will require 
unique communication messages and tactics appropriate to the market. At a high level, Nicor 
Gas will use the following strategies to market its programs: 

• Create awareness; 
• Increase the reach, frequency, and types of communications; and 
• Establish partnerships with trade allies. 

Nicor Gas residential energy efficiency programs are designed to help customers assess their 
home energy use and determine which efficiency options fit their needs and budgets. The 
Nicor Gas Communications team will promote awareness, which will lead to participation in 
the efficiency programs, as well as a whole-house approach to encourage larger-scale 
savings. These efforts reinforce that Nicor Gas is committed to environmental stewardship 
and efficient energy use in the communities the Company serves. 

Nicor Gas has a number of energy efficiency programs to serve small and large commercial 
and industrial customers across a variety of sectors, including those that offer incentives for 
prescriptive measures, and those that offer customized energy saving measures along with 
technical assistance or turn-key installations. Communications to this segment will vary 
based on the type of program, whether it is prescriptive or customized. Nicor Gas will tailor 
its messages to target the specific needs of the various customer segments. 
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Residential marketing will target homeowners and renters where appropriate, and will 
encourage comprehensive energy efficiency improvements. Small and large commercial and 
industrial communications focus on targeted marketing, coordination with Nicor Gas 
customer account executives to generate program leads and engaging trade allies and other 
market influencers to embrace, promote, and participate in Nicor Gas efficiency programs. 

The Company will achieve these objectives through a variety of communication tactics, 
which may include: 

• Direct Mail- including bill messages, bill inserts, and independent mailings. 
Separate campaigns will be targeted towards residential homeowners and various 
business sectors; 

• Print & Radio Advertising - advertising will be placed in a number of publications 
and radio stations where target customers and trade allies are the audience; 

• Online Advertising - including notices on Nicor Gas' website, as well as banner 
advertisements, display ads and search engine marketing (SEM) efforts and social 
marketing strategies; 

• Newsletters and Alerts - email and community newsletters will be distributed to key 
customer groups to spotlight particular efficiency programs. These may include case 
studies of successful projects. Such efforts are intended to drive traffic to the energy 
efficiency website; 

• Special Events - events, such as energy expos, will be held by Nicor Gas or in 
conjunction with community organizations where energy efficiency can be 
showcased; 

• Partnerships & Sponsorships - relationships will be developed with local business 
groups, non-profit organizations, other utilities, and municipalities to promote energy 
efficiency in the community; 

• Targeted Marketing Campaigns - campaigns will be undertaken to spotlight a 
particular program, technology, customer sector or geographic area; and 

• Municipal Outreach - efforts to reach customers through their communities, 
including through community websites, cable channels, newsletters, etc. in 
cooperation with Nicor Gas community relations team. 

Combined, these efforts will increase customer awareness, foster a positive image for Nicor 
Gas energy efficiency programs and increase participation among customers, employees, 
trade partners, and others. Customer segmentation strategies will be used to identifY priority 
targets for energy efficiency promotion. Among residential customers, examples could 
include behavioral profiles such as customers more inclined to make home improvements, 
those interested in taking steps to improve the environment or high energy usage households 
or other demographics such as income level or key geographic areas, etc. Small and large 
commercial and industrial segments could include specific industries, business sizes, and 
targets for specific energy efficiency technologies. 
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6.2 Communication Tactics 
The following describe Nicor Gas planned efforts to promote the Energy Efficiency Plan 
over the three years. 

6.2.1 Direct Mail 
Direct mail will be used to increase awareness and generate responses from customers to 
drive participation. Based upon program needs, Nicor Gas plans to conduct up to three direct 
mail campaigns annually, spring, fall and winter, with separate mailings targeting residential 
homeowners and specific business sectors. The Company plans to develop and use bill 
inserts and bill and envelope messages to promote its efficiency offers. In addition, Nicor 
Gas will send targeted follow up mailings to business and residential customers who receive 
an energy audit to encourage them to pursue the recommendations. The Company will be 
tracking each program's progress throughout the three-year plan and may increase mailings 
for programs needing additional participation. 

6.2.2 Print & Radio Advertising 
Print and radio advertising will serve as the primary communications vehicle to increase 
customer awareness and generate program leads. Advertising will be placed in publications 
and stations frequented by interested customers and trade allies. Nicor Gas anticipates that it 
will engage an advertising agency to help identify the best publications and stations to use 
and the appropriate frequency of advertising to yield the best results at the most reasonable 
rates. Publications will include local newspapers and magazines, as well as those targeted to 
construction, building renovation, or other related trades. Advertising will direct customers 
to Nicor Gas' website or their local vendor in order to learn more about the efficiency 
programs. 

6.2.3 Online Advertising 
Online advertising is an inexpensive and efficient tool to direct customers to Nicor Gas 
energy efficiency programs. To take advantage of online opportunities, Nicor Gas may: 

• Employ banner advertisements on high-traffic websites that will drive traffic to the 
Nicor Gas efficiency site; 

• Perform search engine optimization, which ensures that Nicor Gas energy efficiency 
and other key words drive traffic to the Nicor Gas energy efficiency website; 

• Provide customized landing pages where customers will find information specific to 
their search criteria or a specific direct mail campaign; 

• Link to case studies with virtual building and home tours, to showcase successful 
projects or technologies; 

• Engage in social marketing to increase brand awareness, which may include 
Facebook, Twitter, and other sites that allow customers to become aware of offers 
and activities in real time to become more energy efficient; 
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• Prepare for future developments, including online incentive submittal, webinars, and 
other enhancements. 

6.2.4 Newsletters & Alerts 
Newsletters and alerts can help Nicor Gas educate customers and keep them interested in 
potential energy efficiency improvements. Nicor Gas plans to distribute periodic emails and 
will consider developing an e-magazine or community newsletter with information targeted 
to key groups. Target groups may include: Residential Homeowners, Multi-Family Building 
Owners, Account Managed Business Customers, General Business Customers, Heating 
Contractors, Architects & Engineers, and Property Managers. Newsletters will spotlight 
particular efficiency programs and may include case studies of successful projects. 
Newsletters may be supplemented with e-alerts when special events or offers take place. 

6.2.5 Special Events 
Special events, such as energy expos, booths at community gatherings, and home shows, are 
an excellent way to generate customer awareness and interest in energy efficiency. Nicor 
Gas plans to participate in community events throughout its territory to assure equal access to 
its energy efficiency programs by all customers. Activities will include leveraging fire 
department open houses, energy fairs, and other current events. In addition to providing 
information, Nicor Gas plans to distribute low cost efficiency measures that participants can 
install at home. 

The Company may use special events to invite participants from key business segments to 
learn about energy efficiency in a networking environment. These may also include a tour of 
an installation where potential business customers would be invited to learn more about 
efficiency. Events can create opportunities for Nicor Gas to provide training and 
demonstrations, as well as build relationships with specific audiences likely to engage in 
energy efficiency programs. Events may include building and remodeling-focused efforts as 
well as environmentally-focused events. The audience may be residential, business or both 
and can create broad exposure for Nicor Gas efficiency programs. 

6.2.6 Partnerships & Sponsorships 
Nicor Gas plans to create and leverage relationships with a variety of partners to raise 
awareness of its energy efficiency programs. Key partnerships, including those with the 
trades, the media, local communities/municipalities, and other utilities, are described below. 

6.2.6.1 Trade Relations 
Trade allies, including equipment vendors, manufacturers, contractors, architects, and 
engineers, are instrumental in influencing customer equipment purchase decisions. 
Therefore, educating trade allies about Nicor Gas efficiency programs, communicating the 
business benefits, and preparing them with marketing materials to promote high efficiency 
equipment and programs is critical to the success ofNicor Gas programs. 
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Nicor Gas plans to employ trade communications, incentives, and co-marketing opportunities 
to engage trade allies. The Company expects to use a number of methods to develop these 
relationships, including: 

• Trade Direct Mailings - Ongoing communications such as a quarterly trade 
newsletter, ongoing trade emails, fax blasts, trade mailings and/or incentive forms as 
necessary. Using multiple channels frequently will likely increase the trades' support 
and promotion of the efficiency programs. Trade mailings may be general or specific 
to a targeted trade such as builders or architects. 

• Trade Website - Develop a website for trade allies to learn more about participating 
in the Nicor Gas efficiency programs and provide answers to their specific questions. 
This may serve as a platform to track participation and electronically file participant 
forms in the future. It also provides a multimedia platform for images of equipment 
installations, video training clips and podcast seminars, code updates or other 
important changes. 

• Trade Ally Web-Based Listing - Develop a web-based list of trusted contractors who 
can perform installation services for customers. The listing will identify those 
contractors that have met certain requirements and have worked with high efficiency 
equipment. A minimum set of requirements (e.g. participation in training courses, 
proof of insurance, licenses) may be required to participate. The Company will 
develop a metric to identify and track how many high efficiency incentives each 
contractor helped facilitate. A mechanism for incentivizing contractors that facilitate 
the highest numbers of efficiency incentives will be developed (e.g. co-branded 
promotions, local pUblicity and awards). 

• Trade Advertisement and Co-op Advertising - Print advertisements in trade 
publications and banner and display ads on trade association websites will be useful 
to promote the program and develop trade relationships. Outreach will be conducted 
to engage these organizations. Cooperative advertising can be offered to contractors 
participating in Nicor Gas energy efficiency programs to enhance their reach to 
customers. 

• Trade Incentives - Nicor Gas may consider implementing a trade ally incentive 
program to drive participation in efficiency programs depending on customer 
response to other marketing and promotions. 

• Trade Education -The Company will offer a range of formal and informal 
opportunities for the trades to learn more about energy efficiency and Nicor Gas 
specific programs. Educational opportunities may include: 

• Breakfast and lunch meetings in small group settings with trade allies to 
communicate how Nicor Gas programs provide benefits. This interaction helps 
form relationships and provides trade allies with comprehensive program 
information and marketing materials. 
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• Workshops on 'hot topics' with expert speakers to educate installers and other 
trades. Sessions would emphasize equipment value or quality installation issues 
to improve the skills of the installer and their familiarity with the equipment. 

• Energy Expos can bring trade allies and customers together at events that focus on 
providing information about commercial technology and products. Expos may 
help get projects underway more quickly. Trade shows with trade ally booths will 
encourage customers and trade allies to talk about products and projects. 

In addition, Nicor Gas will leverage relationships with equipment distributors and 
manufacturers and encourage them to provide program information to their channel and 
business customers. Program literature, shop signage, incentive forms, and invitations to 
customer gatherings and ongoing communication will drive additional program participation. 
These relationships and communication channels can raise program awareness and stimulate 
key market actors to promote high efficiency products. 

Nicor Gas will also engage architecture, engineering, and construction firms to have new 
construction projects reviewed early in the design process when there is a better chance of 
having greater energy savings impact. Educating design firms about energy efficiency 
programs and incentives can be done through presentations at trade association meetings or 
shows and through Nicor Gas-sponsored "lunch-and-learns". Nicor Gas may also consider 
offering workshops to the trades on topics of interest such as LEED certification, Advanced 
Buildings Core Performance, ENERGY STAR homes, and the incentives available to assist 
customers to improve their home or business energy performance. 

6.2.6.2 Media and Community Relations 
Nicor Gas will seek out opportunities through media events, press releases, and speaking 
engagements to spotlight its programs and customer installations as examples of what can be 
achieved through energy efficiency. Promotion of these opportunities pre- and post-event 
may include installations, photos, case studies, and other project details. Efforts will include 
targeting of reporters and news outlets to offer interviews related to energy efficiency. The 
Company will particularly target friendly reporters and new outlets to offer interviews. 

To raise awareness of its energy efficiency programs and their benefits, Nicor Gas will 
participate in local community events where appropriate. The Company plans to highlight its 
energy efficiency programs through displays and participation on discussion panels. Nicor 
Gas may publicize community events through emails or website announcements. 

6.2.6.3 Co-Branding Opportunities 
Leveraging its relationships with other utilities, municipalities, and manufacturers, Nicor Gas 
will seek out opportunities to co-brand marketing materials and efficiency products. 
Customers are thought to trust the information provided when they see multiple well
recognized household names on communications. In addition, co-branding would allow the 
Company to share the costs of some of its communication materials, thereby keeping its 
efficiency program costs lower. 
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6.2.6.4 Employee Communications 
Nicor Gas views its own employees as key to the success of its energy efficiency programs. 
The Company plans to educate employees about its energy efficiency programs so that 
employees become invested in the success of the programs; they are able to speak 
authoritatively with customers who inquire about them; and they take advantage of the 
Company's programs in their own homes. Nicor Gas expects to provide its employees: 

• Ongoing Communications about the programs in the form of articles included in the 
employee newsletter, information posted on the Intranet, emails about the program 
offerings, and program signage developed and posted in key locations. 

• Energy expos to get information to employees about the programs and stimulate 
employee participation. 

• Face-to-face meetings with leadership teams, call center management, and field 
personnel. 

• Field presentations to help staff understand and support energy efficiency programs. 
• Continuation of the energy efficiency brown-bag education series for Nicor Gas 

management. 

6.2.6.5 Sponsorships 
Sponsorships may take a variety of forms, including involvement in trade associations, 
contributions to community activities and engagement with local business owners. Nicor 
Gas will consider using sponsorships as a method to raise awareness of its energy efficiency 
programs. These may include radio sponsorships of special events occurring within the 
service territory. Nicor Gas will establish a scoring mechanism to evaluate sponsorship 
requests to ensure that all sponsorships support the goals of the energy efficiency programs. 

6.2.7 Targeted Marketing Campaigns 
Targeted marketing campaigns are intended to promote a particular program, technology, 
customer segment or geographic area. These efforts may be used in the residential sector to 
target high-use customers or to reach a business sector with specific needs that differ from 
other business customers, such as heaIthcare facilities, which operate around the clock or 
food service facilities that use large quantities of natural gas. Targeted efforts may utilize 
direct mail or online advertising, trade publications, or any combination of communication 
techniques appropriate to the market segment. 

6.2.7.1 Community-Based Efficiency 
Community-based energy efficiency will focus on efforts promoting participation in Nicor 
Gas' programs at the community level. Nicor Gas will establish partnerships with 
organizations engaged in efficiency to leverage efficiency funds and enroll customers in 
Nicor Gas programs. Activities may include community meetings, neighborhood 
canvassing, training and outreach, energy challenges, energy events at local retailers and free 
energy efficiency materials for community libraries. Community events will be promoted 
through advertising and partnerships with co-sponsoring organizations. Through 
participation at a wide variety of activities, Nicor Gas will expand its outreach to 
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multicultural audiences and to customer segments that may not have been reached through 
other communications approaches. 

Nicor Gas will identify and develop a target list of priority communities and events. This 
will consider customer segments, which may not be reached through traditional marketing. 
Business groups will be engaged through community-based channels, and speaking 
opportunities will be used to promote commercial and industrial programs. Non-profits such 
as Chicago Wilderness, an organization Nicor Gas currently works with, are examples of the 
type of environmentally conscious organization that are likely be early adopters of efficiency 
programs and can assist in promoting participation. Municipal outreach includes working 
with communities to reach their citizens through websites, cable channels, community 
newsletters, etc. in cooperation with Nicor Gas community relations directors. 

6.2.7.2 Market Sector Targeting 
Under the Market Sector Targeting effort, Nicor Gas will select specific customer sectors to 
target with customized marketing materials and communications. These sectors would be 
ones that have lagged in participation in the energy efficiency programs, or ones who have 
unique barriers to participation. Commercial kitchens will be the first sector where this 
approach is used. In the future, other markets, such as hospitality, healthcare, commercial 
real estate and agriculture may be explored. 

Commercial kitchens include restaurants, quick service restaurants and on-premise food 
service preparation (i.e. colleges, businesses, and hospitals). Food service facilities are 
traditionally high energy consumers, using roughly 2.5 times more energy per square foot 
than office buildings, making them prime candidates for significant energy savings. There 
are, however, a few unique barriers to participation in energy efficiency programs. First, the 
restaurant business is a high tum-over market where approximately 30% of restaurants close 
within one year of opening. While established restaurants are more willing to take a long
range view on their investments, a new start-up is more likely to look at the short-term 
fmancial risk. Second, there is a wide range of market sub- sectors, including: institutional 
vs. commercial, locally owned vs. chains, and renters vs. building owners. Each of these 
submarkets may make decisions differently; the market channels that they rely on for 
equipment and information may differ as well. 

The primary strategy for the market sector targeting effort will be to build relationships with 
key market actors to broaden program outreach and education. The Company will foster 
strategic alliances with organizations such as the Illinois Restaurant Association, the Heart of 
Illinois Hospitality Association, the Illinois Hotel & Lodging Association, and others to 
educate and communicate program information. Nicor Gas will also seek out other key 
partnerships, including those with manufacturers, supply warehouses, and distributor 
associations to help get the word out about programs. By working with these allies, Nicor 
Gas can learn more about the market and help ensure product availability. All of these 
associations and key allies have existing relationships with customers and are considered a 
credible source of information. Nicor Gas can leverage these relationships to reach a large 
subset of the market with minimal marketing cost. 
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As a secondary effort, the Company may design specific collateral materials for Commercial 
Kitchens or the next market sector focus. Nicor Gas will consider designing areas of its 
website specific to this campaign, bringing together all of the energy efficiency program 
opportunities specific to that sector. The utility may also design special case studies that 
spotlight projects in different commercial kitchen settings. 

6.3 Metrics 
Throughout the course of this first Energy Efficiency Plan, Nicor Gas will assess the success 
of its communications efforts. The Company will analyze customer response to its 
communications tactics in a number of ways, including: advertising response rates, website 
hit rates, call volumes inquiring about efficiency programs, participation in the programs, and 
surveys of how customers learned of the programs, satisfaction and effectiveness of 
communications. As these metrics are collected and analyzed, adjustments to the 
communications efforts will be made to most effectively promote the programs and leverage 
communication budgets. 

6.4 Budget 
A strong marketing program is critical to the success of Nicor Gas energy efficiency 
programs. In order to develop and maintain a strong Communication Plan, the Company has 
set aside a significant portion of its energy efficiency budget to fund a variety of approaches 
to communication and education. Nicor Gas dedicated 8% of its EEP budget in PYl, 7% in 
PY2, and 5% in PY3. Costs were allocated across all of the energy efficiency programs. 
Actual spending on marketing, communications, and education may vary by program 
depending on customer response rates and participation. 

Table 15. Nicor Gas EEP Communication Budget 

PYI PY2 PY3 EEPTotal 
Residential $1,080,712 $1,503,177 $1,653,280 $4,237,170 
Commercial & Industrial $611,648 $1,091,784 $1,142,884 $2,846,315 
EEP Total $1,692,360 $2,594,961 $2,796,164 $7,083,484 
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Table 16. Nicor Gas EEP Communication Tactics by Program 
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RESIDENTIAL PROGRAMS 
Heating & Appliance Incentive 2 1 1 1 1 1 2 2 2 2 3 2 3 3 3 3 
Single Family Retrofit 2 1 1 1 1 1 2 2 2 2 3 2 3 3 3 3 
Multi-Family Retrofit 2 3 1 1 1 1 2 2 2 2 3 2 3 3 3 3 
Elementary Energy Education 3 3 3 
Heating System Tune-Up 2 1 1 1 1 1 2 2 2 2 3 2 3 3 3 3 
New Construction 2 3 2 2 3 2 3 3 3 3 
Behavioral Energy Savings 1 1 2 2 3 2 3 
SMALL & LARGECOMMERCIALPROGRAMS 

Prescriptive Incentive 2 2 1 1 1 1 2 3 2 3 2 3 3 3 3 
Custom Business 2 2 1 1 1 1 2 3 2 3 2 3 3 3 3 
Small Business Direct Install 2 3 1 1 1 2 3 2 3 2 3 3 3 3 
New Construction 2 2 1 1 2 3 2 3 2 3 3 3 3 
Retro-Commissioning 2 2 1 1 2 3 2 3 2 3 3 3 3 
Building Perfonnance wI E-ST AR 2 2 1 2 3 2 3 2 3 3 3 3 
Economic Redevelopment 2 2 1 3 3 3 
Emerging Technology 2 1 3 3 3 

The entries "I", "2", and "3" in the table above indicate the three highest priority communication tactics Nicor Gas will use to 
market each program. 
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Table 17. Nicor Gas EEP Communication Development Schedule for Program Year 1 

Communication Type June July Aug Sept Oct Nov Dec Jan Feb Mar Apr May 
Collateral X X X X X X X 
Case Studies X X X X 
Direct Mail X X X X 
Print X X X X 
Radio X X X X 
Bill Inserts X X X X X X 
Bi1I Messages X X X X X X 
Newsletters X X X X X X 
Email Alerts X X X X X 
Web Ad Pages X X X X 
Website X X X X X X X X X X X X 
Intranet X X X X X X X X X X X X 
Banner Ads X X X X 
SEM X X X X X X X X X 
Social Marketing X X X X X X X X 
Community Cable X X X X 
Events X X X X X X 
Personal Contacts X X X X X X X X X X X X 

Each "X" above indicates the month in which particular communication tactics are most likely to occur. 
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7 Evaluation, Measurement & Verification 
Evaluation, measurement, and verification (EM& V) represent the processes used to confirm 
that energy efficiency installations, as well as calculated energy savings, are at the levels 
reported. EM& V processes are typically employed to determine the effectiveness of energy 
efficiency and other demand-side management (DSM) programs. Processes may include: 

• site visits to confirm proper installation and operation of efficient equipment; 
• pre- and/or post-monitoring (before or after installation) to measure energy savings; 
• program, process, and impact evaluations; 
• surveys of participants to estimate free-ridership and net-to-gross. 

These processes are designed to improve the operations of energy efficiency programs, 
measure their impacts, and correctly attribute energy savings to utility efforts. In Illinois 
under Section 8-104, gas utilities are required to provide quarterly status reports on program 
performance, annual independent evaluations of programs, and an independent evaluation of 
the overall portfolio at the end of each three-year EEP cycle. Section 8-104 also designates 
that a 3% maximum of the budget may be expended on EM&V. The following table 
provides Nicor Gas' proposed expenditures for EM&V in each program year. These EM&V 
budgets include the costs of the EM&V independent evaluator(s). They do not include other 
costs related to evaluations, such as the Company's or its program implementers' costs to 
collect materials used for evaluations. 

Table 18. EM&V Annual Budget 

PYI PY2 PY3 Total 
Residential $418,836 $649,373 $934,655 $2,002,863 
Commercial & Industrial $237,047 $471,650 $646,110 $1,354,808 
EEPTotal $655,883 $1,121,023 $1,580,765 $3,357,671 

There are two types of formal program evaluations that will be applied within this three-year 
energy efficiency plan in addition to ongoing less formal monitoring processes. Process 
evaluations will help to determine if individual programs are performing as designed and 
effectively reaching the target customer groups. Methods employed for process evaluation 
include surveys of participants and non-participants, direct interviews with those involved 
with the program at all levels (including participants and non-participants), and assessments 
of program processes. The purpose of process evaluations is to determine if an on-going 
program requires refinement, needs a change in the rebate or incentive levels to attract 
participants or should be removed from the portfolio. 

Impact evaluations are intended to determine the actual impact of the program that can be 
attributed to Nicor Gas' efforts. Impact evaluation involves the measurement of metrics that 
define the energy savings achieved by the program participants. The impact of a program or 
the amount of energy-saved by a program will be measured against program goals and 
include amounts of saved energy, reduced or shifted demand, program cost-benefit ratio, 
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number of participants, number of free-riders and free-drivers, spillover impacts and other 
measureable quantities. These metrics are usually defined by program goals (i.e., total 
reduced energy). A variety of direct and indirect methods are utilized in the impact 
evaluation process including statistical, survey and analytical methods are used to assess the 
impact of programs. 

Nicor Gas will have the EM& V vendors utilize a variety of methods, but the use of specific 
direct and indirect measurement methods will need to be determined by the level of rigor of 
required for a specific program and the available evaluation budget. Each methodology and 
level of rigor has different range of costs, difficulty of execution, and expected accuracy. 
Each method has varying rigor levels that range from direct measurement (metering) of 
program participants, engineering methods of modeling impact, and surveying and statistical 
modeling, analysis of customer usage and billing records, deemed savings estimates, and use 
of other utility program impacts. 

Further, the degree of EM& V conducted by Nicor Gas will depend on its collaborations with 
other utilities. Where possible, Nicor Gas will share the expense of EM& V and minimize 
EM&V duplication with its partners in order to maximize program cost-effectiveness. As 
noted previously, Nicor Gas will participate in a natural gas Stakeholder Advisory Group. 
The Company will collaborate with the natural gas SAG and its evaluation contractors to 
develop an EM& V planning process that makes the most of the limited funds available by 
combining evaluation efforts wherever possible and appropriate across gas and electric utility 
jurisdictions where programs are similar or jointly offered. Part of the SAG's responsibilities 
will be to establish agreed-upon performance metrics for measuring portfolio and program 
performance. 

In the Ameren Illinois Utilities' gas and electric energy efficiency plan docket and the 
Commonwealth Edison Company electric energy efficiency docket, the Commission ordered 
the Companies to adopt the NTG framework that was established in the electric Stakeholder 
Advisory Group. That framework was proposed by Attorney General witness Mosenthal. 
Nicor Gas plans to adopt the electric SAG NTG framework proposed by Mr. Mosenthal for 
consistency among the gas and electric utilities. 

The Commission also ordered Ameren and CornEd to work together with other Illinois 
utilities to develop a statewide Technical Resource Manual (TRM). Nicor Gas plans to 
participate in the development t of the statewide TRM with others through the natural gas 
SAG. 

Nicor Gas will also utilize a variety of monitoring, inspection and verification methods on an 
ongoing basis. Nicor Gas is not including these costs in the evaluation budget, but within the 
individual program budgets as they are more closely aligned with day-to-day program 
operations and controls, rather than more formal evaluation processes. These activities may 
include on-site inspections for a sample of projects for prescriptive programs and for all 
large, complex, custom, projects. In addition, mail and telephone surveys may be utilized to 
supplement the information gathered through rebate applications and contractor installation 
reports. 
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Nicor Gas will hire one or more independent firms skilled in program evaluation to execute 
the legislatively mandated annual and triennial evaluations. It is possible that Nicor Gas will 
extend any contracts generated for program evaluation of its Rider 29 programs for the 
purposes of program evaluation in this plan. In previous cases, ICC docket numbers 07-0539 
and 07-0540, the Commission ordered Ameren and CornEd to include provisions in their 
contracts of independent evaluator(s) so that the Commission could: (I) terminate the 
contracts if it determined the evaluator( s) were not acting independently; and (2) prevent the 
utilities from terminating the contracts without Commission approval. Nicor Gas will adopt 
this language in its contracts with independent evaluator(s). 

The Company and its independent evaluator(s) will work with the natural gas SAG to 
develop Experimental Design guidelines and ensure transparent and consistent methods for 
determining electricity and natural gas savings. Nicor will provide information to its 
independent evaluator( s) on the Experimental Design methodology so that it may be used for 
its Behavioral Energy Savings program and other programs, as appropriate. The independent 
evaluator(s) will maintain a master database of participation, billing and control group data to 
ensure savings are verified in an independent and timely manner. The Company will control 
the cost of exporting the appropriate data to the independent evaluator(s) so that costs do not 
exceed the 3% EM&V threshold. 

Nicor Gas may be unable to fully evaluate all programs in the Plan especially in the early 
years, based on budget availability. As the programs mature and the overall portfolio budget 
increases, there should be sufficient budget to fully evaluate programs on a cyclical basis. 
Each program will have elements of verification within its program processes. In order to 
use the results of evaluations for Nicor Gas' second triennial plan, though, the Company will 
include provisions in the contract language that requires at least one impact evaluation of all 
programs to be completed no later than 60 days prior to October I, 2013, the date the 
Company is required to file its second triennial plan. 

Nicor Gas' preliminary plan for evaluating programs is shown in Table 18 below, which 
reflects the type of evaluation and the year in which it is expected to be performed. "M" 
refers to program monitoring, "P" refers to a process evaluation, and "I" refers to an impact 
evaluation, all as described above. As directed by the Commission, however, the timing of 
evaluations will be determined by Nicor Gas' independent evaluator(s). 
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Table 19. Program Evaluation Schedule 

Program PY1 PY2 PY3 Post-
EEP 

Residential 
Heating & Appliance Incentive M,P M,I I I 
Single Family Retrofit M,P I P I 
Multi-Family Retrofit M,P I P I 
Elementary Energy Education M M P I 
New Construction M,P I P, I I 
Behavioral Energy Savings M,I M,P,I M,I I 

Business 
Business Incentive M,P M,I I I 
Custom Business M,I M, P, I M, I I 
Small Business Direct Install M, I M,P, I M,I I 
New Construction M M,P M,I I 
Retro-Commissioning M,I M, P, I M I 
Building Performance wi ENERGY STAR M M, I M,P,I I 
Economic Redevelopment M M,I M, P, I I 

Emerging Technology I I I 
M - Program Momtormg; P - Process EvaluatlOn; I - Impact Evaluation 

The proposed individual program evaluations are incorporated in the individual program 
descriptions in the following sections. 
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8 Appendix A: Nicor Gas Benefit-Cost Model Input Assumptions 

Appendix A: Nlcor Gas Benefit-Cost Model Input Assumptions 
.................... ----. .... .,._ v_ 

-~.--
".!III,"",,~"',_NIJf. 

...,.ElllcIoo<y_.IWAfIIE 

_UII-,._9HiAAJE ___ tiIlNUE 

__ Hoo ..... E_0-61 

............... 

... --.... ,---_ .. _""" .. 
~I""',~", 

o.n'MoI .................. USll' .. _m<! --, 

-_. __ .'1'1<1 __ 0>01 

.-_""" .. -w .... __ 

-
-Ror.,_01 

11<0, ....... 

_....,d.' 
1\osl...., •• 1 

_"", •• 1 

!\eol_., 
... , •• ,,101 

Reo'doohl 

_...., •• 1 

~"'" •• I -",'_.1 
... '_01 
",'_.1 ... '_., 

---

-.. Salop SaWop LIIo_ N..... cu.o-
"'1'1 fThonM/l,Ht) [lWh/UoIQ (I'."", _l1li10 CwtOlMtCI) 

"" 5 .... 9 

sus, 
~, 

,~ 

" lUll 

" 
" '" 
'" 
" '" 
'" 
" 

S).151 

'" 
'" 

,. 
'" 
'" .. 
" 
'" 

" 

'" 
" 
" 

" 
" 
" 
" • 

" 
" 
" .. 
" 

-, -, 
~, ,. , ,. , 
" , 

... S 

910 S 

9115 

311 $ 

~ , 
'" , 
.. , 
, 

~ , , 

REC'D 05/31/2011 04 17 PM ICC/CeO 

_o..u __ _ 

CS/U0i9 ll/U0i9 

, , 
~ , 

~ , 

In 5 
> , 
~ , . , 

" , , 
" , .. , 
, , 

" , 
" , 

•• ,. 

.• 

.• ... 
',1M 

us. 

~ ,. 

1.50 ., 
~ 

,~. 

usa 
USG 

'" 
"" ,~. 

,~ . 
".000 ".000 ".000 

<5.000 ".000 ".000 

"JIDO ".000 ',,IMIO 
1>,250 ,,-,-so 26JSO 

11.;150 19,nO ' •. >'in 

LOJl(lO "JKIO 'OJlDO 

•• 

" 

.. 
", 
'" .. 
" 
" 
" .. 
•• .. 

u 

" 
" ,. 
" 

u 

" ..• 
" .. .. 
" .. 
" .. ., 

".) 
u 

" 
" .. 
" 
" , . .. 
" 

u 

., 

" u 

" .. 
" .. 
" 

126 



Appendix A: Nicor Gas Benefit~Cost Model Input Assumptions 

-----.....--... 1 ........ comol.( ............. nowI."O<fOIl. 
8cII1 .. _ 

-=-ned .. .,.EIII<ltoC' ... I .. &W ......... ..".~-...u: ..... " .. 
c-d.ISI ....... ~Storlloted~"'Eof>J.Sll 

-----
~" 
C ........ d.I 

CoImIerd.1 

CO_>lG8OrWlS. u ... JOO ...... _ ..... ,"' ....... - ..... <e Conwner,'" 
CO_>lG8OrWlS. IOOOIOI700_9OIIn: .......... __ .'" Conwr'erdl' 

CO_"';8OrWlS. 101 .. ., ....... 90111'["' ........ __ .'" Conwr'erd., 

CO_>lG8OIWIS. 170I .. lOOO __ n ...... ' .. __ .. ~ 

CO_>lG8OIWIS. SIlO .. 099 ...... _ ... "' ........ - ....... 

CO_"';liI'!ITH ... T'Elt$, "" .. ___ n: ... "'_....... c-d., 
CoovocII .... """' ........ ' ..... ted ..... 'oI_ 
-............................. ....". 
FUP.IWU, """',"' ....... ,-901 .......... , 
FI.IIUWI5. ... "'150 ........ ......... 

.... ""' •. -.. , .. , ..... 
H .............. ""'" 

~ .. .".,..,..."""' ..... ( .. , ... "'_w"''''1 
H' .......... ."..,"' .... """""_Pr_"'. 
H .... '."""''''''''''.O-
HYDIIOMC8OI""'- ...... ""' ......... 'IOAAJ'''' ....... _IIOpI ... 

HYDIIOMC""'WIS. 1O ...... _., .. tto. ....... _ ..... <o 

IIYDIIOIIC""' ...... ""' .. .,._.'IOtt"' ....... """' ... . 

""'"""'CBIII ....... CIIXI"'.700 ........ .s .. It"' .... ,,, .. IIOpI_ 

1nOIIOItIC8Or ...... 110.""OOO ........ as"lto. ........ """'.<o 
'"~" .. O»,bf<MI" 

'-...uDHfAT'Elt$("I ..... I._I" ... ~1y 

,"""" .. ,.,. .... ; . .,...., 
,.Ir"od5ol._Sr .. I ... 
'.Ir"od ..... ' .. er .. l .. 
P .... Cooktr 

Pr<>p ....... bI._ .. ' 
'-.T .. p.!k.yOowl 

WI",IIoo' .. I'orttt_tt 

w .... ""' ... - ........... F' .. _ .... 4' .... --CIr ...... Pr ............. "' .. ~ .. _ .... 

~" 
~.I 

~" 

CoImIerd.1 

COIm'It<d.1 

"",""",,,III 

c-, .. I 

~" 
Corrwroerd.1 

~" 
Corrwroerd,l 

CoImIerd,I 

CoImIerd,' 

Conwr'erd,' 

'-d,' 
C-dll 

Corrwroerd., 

~., -

................... --......... tor u..,_ v _ _ .. ...... ...... ,Iot_ N.... cu.._ _ ....... _ ...... """ 
"""1$1 ",,"""""""I (1INJo/\OIII1 IV .... Groto_ ,,", .... IfIII If/INI WINI 

-•• 
lUIS 

$1.100 

$l.l65 

1".15 

1<.190 

IIU6S 

$6.115 ." ,,-
5')00 

5'" 
5,.." 

. , ,. 
,~ 

~ ,
m 
,~, 

". ,. 

on 

-.. 
'" 
'" m ,
,~ 

'" 
'" m ,. .,. 

" 
" 
" 
" 
" 
" 
" 
" 
" 
" 

" 
" 
" 
" 
" 
" 
" 

" 
" 
" 

,. , 
00 , 

,-, 
~, 

_$ 1005 
_ I s.ooo 5 

_I l.sool 
_I 1.100 I 

1.500 I 

~ , 
~, 

~, 

~, '. , ,. , 
~ , 
~ , 
" , 

,~ , 
~, 

'.000 5 

_5 '.'''$ 
""" ~ 1.7'" $ 

'.500 5 
~ , 
~, 

~, 

~, 

~, 

~ , 
" , . , ,. 
'" 

_I lM~ 5 

· , 
· , 
· , 

, , , , 
· , 

· , 

· , 
· , 

, , 
, 

REC'O 05/31/2011 04 17 PM Icc/ceo 

.• 
" 

" 
" • 
~ ,. 

coo .• 
m 
coo 

" 

" 
" 
" • 
'" 
'" -'" 

1.111 

-... 00 ,. 
m 

,. 

" 
" 
" • 
" 
" 
'" 1.100 -
'" ,-

,
," 
'" 
'" 

.. 
" .. .. 
" .. 
" 11_3 

" 

'" 

,~ 

11.0 

12.1 

.4.1 .. , 
" 
" 

" 
" 
" .. 
" 
" 
" 
" 
'" 
" u 

". 

, .. 
"" II.' 
14.1 

'.' 
" 
" 

" 
" 
" 
" 
" 
" 
" 

11-1 

" 

'" 

, .. 
", 
11.' 
IU .., 
u 

" 

127 



Appendix A: Nlcor Gas Beneflt-Cost Model Input Assumptions 
bt-......." --- ---. -- -- - - _N ... - _.- --- -. -" "'".-, -- , ..... -- -" -, , .... , y ••• y •• , Yo.2 -..... --.. - u u u - " -, · , . , ... ... m " ..... _c-'OI - •. .. -, ... • .. m .u -- ~. "" •• -, ... • . " , . m .. .. 

CONDENSoloOll.lllHf.11£11S. "".""' ........... TE .. th __ .,. "" '" ro -, ... , .. .. n .., 
foma<eUARlE~ .. -~, ,~ '" .. -, .ro , " .. .. 
.......... -...'11)-150 ..... ~< .. I n .. -, , .. , .. .. 
~-- -, " n -, · , m " •• .. 
-~~ Up "lOOM8H.IS!lNU£ .. " ........ ~.<o ~.I 51.410 .. , .. -, ",.19 , " •• .. 
1_Il00 ..... ~" 51.J.6 .n " -, ~. , .- ,. .-
Pfe ..... s.r_ ~" ,. -, .. , n. ... . .. 
...-.n..... .. _ •. m -, .. , ... ... ... .. . - Corrmord.1 '" -, " 

, .., .., 
-'-... - ~" , .. -, · , .. , IU '" 11.1 
w.. __ P"IOI.""'TE 

~" ... -, ... , ... ".1 

~~--- - .. u U 
1IoOI __ ... thENEJlGl'STM 

~" , .... ,,- -, ".000 , . , .. " -----........... - u .. u _._-
c-d.1 on ... lU'" -, ,,- , 

" .. - u .. 
~ ........ c-d.l $81.'" .- -, 4",<4 , n " --- - u u u ~ .. _c...._ 

~" $11.118 ". .. -, '.- , .. • " 

128 

REC'D 05/31/2011 04 PM Icc/ceo 



9 Appendix B: DeED EEP Budget and Integrated Gas/Electric Plan 

Appendix B: DCEO EEP Budget and Integrated Gas I Electric Plan 

Pursuant to the Order, DCEO shall be responsible for submitting an updated Energy 
Efficiency Plan. 

"IT IS FURTHER ORDERED that the Illinois Department of Commerce and Economic 
Opportunity is hereby authorized to and directed to make a filing within 30 days of the date 
of this Order, such filing shall be a revised Energy Efficiency Plan pursuant to Sections 8-
103 and 8-104 of the Public Utilities Act which revised plan contains terms and provisions 
consistent with and reflective of the findings and determinations made in this Order," 

(Page 67) 
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10 Appendix C: Annual Energy Efficiency Therm Reduction Requirements 

2009 Deliveries to Retail Customers 
Sales Service Volumes 

Rate 1. Residential Service 
Rate 4, General Service 
Rate 5, Seasonal Use Service 
Rate 6, Large General Service 
Rate 7, Large Volume Service 
Therrn Sales to Transportation Customers 

Total Sales Service Volumes 
Certified Alternative Gas Suppliers 
Wholesale Service Volumes 

Rate 1, Residential Service 
Rate 4, General Service 
Rate 5, Seasonal Use Service 
Rate 6, Large General Service 
Rate 7. Large Volume Service 
Therms Delivered to Transportation Customers 

Total Wholesale Volumes 
Total Retail & Wholesale Volumes 

Total Deliveries To Wholesale & Retail Customers 

Less: Retail subsection (m) customers (SIC codes beginning with 31, 32, 33 and using 
more than 4 million therm per year) not othelWise excluded 

Exempt retail customers using gas as feedstock and more than 4 million therms 
per year and not othelWise excluded 

Total 2009 Deliveries Applicable to Energy Efficiency Reduction 

REC'D 05/31/2011 04:17 PM ICC/CCO 

As Ordered 
Therms 

1,998,074,060 
573,462,867 

3,419,330 

12,866,273 
2,587,822,530 

425,217,776 

105,768,787 
8,972,544 

1,569,205,466 
1,683,946,797 
4,696,987,103 

4,696,987,103 

285,432,483 

147,897,646 

4,263,656,974 

Revised 
Therms 11 

1,998,074,060 
573,462,867 

3,419,330 

12,866,273 
2,587,822,530 

425,217,776 

105,768,787 
8,972,544 

1,569,205,466 
1,683,946,797 
4,696,987,103 

4,696,987,103 

285,432,483 

241,767,740 

4,169,786,880 
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Appendix C (cont'd): Energy Savings Requirements 

Energy Savings Requirements 

Annual Incremental Savings Cumulative Incremental Savings 
May 31 st 

of: Percent Therms Percent Thenns 

2012 0.2 8,527,314 0.2 8,527,314 
2013 0.4 17,054,628 0.6 25,581,942 
2014 0.6 25,581,942 1.2 51,163,884 

11 Includes additional exempt electric generation customers. 
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Therm 
Reduction 

8,339,574 
16,679,148 
25,018,721 
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11 Appendix D: Overall Plan Cost Summary 

PY1 PY2 PY3 Total 

Program Budgetl1 $29,362,986 $50,177,322 $70,799,553 $150,339,861 

Startup Costs $5,000,000 $5,000,000 

On-Bill Financing (Rider 31) $100,000 $100,000 

Total $34,462,986 $50,177,322 $70,799,553 $155,439,861 

II See Table 7 of the Plan for detailed program budget. 
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