This brieﬁng document, combined with the brieﬁng materials prepared for the prior
two residen8al planning workshops, provides background informa8on describing a
vision for a new residen8al plan for 2019-2021. A variety of ideas and examples are
provided to assist the Council and the PAs in envisioning how an improved, updated,
and enhanced program model might be structured and implemented.
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The workshop brieﬁng document, presenta8on, and mee8ng summary for the
September 26 workshop may be found on the EEAC website: hJp://ma-eeac.org/
september-26-residen8al-planning-workshop-1/
Prior documents referred to “one stop shopping” as “single path” op8on. The
inten8on is to create pathways that allow customers to choose to work with
contractors to complete improvements individually in mul8ple transac8ons over
8me, and also to provide an op8on for working with a single full-service contractor
capable of overseeing comprehensive improvements in a single transac8on.
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The October 24 workshop brieﬁng document, presenta8on, and mee8ng summary
may be found on the EEAC website: hJp://ma-eeac.org/october-24-residen8alplanning-workshop-2/
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The key to unlocking both broader and deeper par8cipa8on isn’t just oﬀering bigger
and bigger incen8ves. If the process is too hard to follow, has too many steps, or too
many constraints many people won’t go through with it even if it were free. In this
presenta8on, we describe a poten8al future vision for delivering a well-coordinated
statewide program that is easy to access and follow for all residen8al customers and
provides answers to the ques8ons presented above.
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While weather and fuel prices are likely contribu8ng factors to the very high par8cipa8on
rates in 2015, it is not clear that those are the only inﬂuencing factors. In addi8on, measure
baselines con8nue to rise and we get closer market satura8on under the exis8ng program
model with each passing year. Crea8ng more channels for customers to quickly and easily
access the program as they are making purchasing decisions will be necessary to drive
greater par8cipa8on rates in the future. In addi8on, enabling greater capability for
customiza8on of measures and more ﬁnancing op8ons could provide opportuni8es for
customers seeking deeper savings and those whose needs don’t ﬁt neatly into the current
program construct.
The majority (63%) of electric hea8ng and cooling equipment counts are upstream circulator
pumps or ECM motor savings captured as a by-product of fossil fuel furnace replacements.
Only 16% of electric hea8ng and cooling equipment par8cipant counts represent central
hea8ng and cooling system installa8ons. This data seems to suggest there is an opportunity
to capture more.
Note: 2017 data is projected by doubling the actual reported Q2 data. This may not be the
most accurate means of projec8ng ﬁnal annual par8cipa8on due to historically high
par8cipa8on rates between September and December as compared to par8cipa8on that
typically occurs earlier in the year.
2016 data indicates that an addi8onal 12% of HVAC/DHW equipment replacements (6,840)
were installed for non electric or gas hea8ng fuels and tracked via the HES ini8a8ve. That
data is not included in this chart as data from prior years was not available via Mass Save
Data.
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As par8cipa8on and savings opportuni8es from ligh8ng are reduced, wide-scale
innova8ons are called for including new approaches to obtaining new customers and
maintaining those rela8onships as well as leveraging renewables and ac8ve demand
management to capture more energy savings over 8me.
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The vision is to capitalize on as many consumer energy-related transac8ons as
possible.
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The goal is to develop a program strategy focused on capturing customers at every
stage in the homeowner life cycle. The Mass Save program currently includes oﬀers
for each of these stages of homeownership, but how many opportuni8es are missed?
We rely heavily on customers seeking out and asking for program services. What if
instead, the program was always there, providing informa8on, customized analysis,
and connec8ons to service providers, any8me a consumer engaged in an energy
related or home improvement decision? And what if once signed on to the program,
customers had 24/7 access to their own customized energy and home improvement
plan carried around in their pockets?
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Understanding how homeowners typically spend their home improvement dollars is
a key to posi8oning program ac8vi8es to capitalize on these events. The strategy to
take advantage of these transac8ons is two-fold: 1. developing incen8ve structures
that are relevant to the kinds of improvements homeowners are already considering,
and 2. establishing partnerships with market “channel partners” who are already
interac8ng with the consumer and can bring the program to their customers
Follow the money. If home repairs, bath and kitchen remodels, and outdoor
improvements are where most of the money goes, then the program needs to have
partners working in those sectors who are mo8vated to enroll customers in the
program so they can start reaping the beneﬁts today and in the future.
Understanding how much people typically spend and where they ﬁnd the resources
can help us establish incen8ve levels and op8ons (e.g. upfront discounts vs. postinstalla8on rebates).
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Home sales represent a unique and short-lived opportunity for the program to
promote greater energy eﬃciency as new homeowners invest in improvements that
could last the life8me of their homeownership. This is an example of a market
channel where professionals who interact with buyers during the home sale process
could inﬂuence more energy eﬃcient choices. To get them to want to do that
requires an understanding of how they typically do business and ensuring that there
is some beneﬁt to them for partnering with and bringing customers to the program.
The PAs are already working with Realtors in certain markets, so there is opportunity
to con8nue to monitor these demonstra8ons and expand these eﬀorts if they are
successful. In addi8on, the point of sale presents an opportunity to leverage building
labeling and disclosure ordinances to promote investment in energy eﬃcient
improvements.
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The idea is to create program channels that are available to the customer wherever
they might be shopping for energy related home improvements. The retail store
purchase is just one example. The key to making this work is making it easy for the
customer to both ﬁnd and par8cipate in the program even when they might not be
thinking about it, AND to create a meaningful value proposi8on for the channel
partner (in this case, the big box store). This means gaining an understanding of how
that channel partner normally does business and crea8ng a program engagement
path for them that adds value (by overcoming a pain or enhancing their gains.)
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As discussed in prior workshops, the tradi8onal Home Energy Services audit model—
in which a customer calls Mass Save or a Home Performance Contractor, schedules
an audit, and receives no-cost instant savings measures (including an average of 30
LEDs per household) along with other improvement recommenda8ons—needs to be
reassessed with a view to a signiﬁcant decline in claimable ligh8ng savings. In the
next several slides we will explore our op8ons for delivering energy audits to a
broader range of par8cipants for lower cost.
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The RCS statute and regula8ons provide a basis for deﬁning an energy audit. At this
8me, the Mass Save residen8al program relies heavily on the Home Energy
Assessment to not only sa8sfy the RCS statute but also to be used as the primary
source of informa8on about the home and the customer and to serve as a launchpad
for non-emergency measure installa8ons. This places a heavy burden and
responsibility on the person doing the assessment and can result in an overwhelming
amount of informa8on for the customer to process at one 8me. Using today’s
technology, we can conceive of an approach that uses available electronic data to
introduce just enough informa8on to customers at just the right 8me to mo8vate
them to take the steps we want them to. That technology can then be further
leveraged to maintain long-term rela8onships with customers where the program
not only helps them take ac8ons to improve their energy footprint, but also allows
them to set goals and track their own progress over 8me. A full-scale comprehensive
energy audit then becomes just one op8on of many for customers to engage with the
program.
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Using today’s technology and data availability, there is opportunity to generate an
audit report using remotely available data while s8ll mee8ng the minimum RCS
requirements. This could create viable op8ons for customers who don’t want or need
a full on-site comprehensive energy audit. Enabling more automated alterna8ve
approaches to generate the same guidance that comes from a tradi8onal energy
audit could signiﬁcantly shorten the amount of 8me an auditor needs to be in the
home and reduce the number of site visits necessary to bring customers into the
program. This could reduce program implementa8on costs, poten8ally speed up the
8meline for comple8ng measure installa8ons, and open up new opportuni8es for
program vendors to interact with customers on their own terms.
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This chart provides one view of the types of data sources that are available and
examples of the speciﬁc data sets that could be used by the program to inform
customer proﬁles and reduce the need for ﬁeld-based data collec8on. This is by no
means an exhaus8ve list, nor is it intended to suggest that any speciﬁc data source
will prove viable. It will be necessary for the PAs to assess the available op8ons and
determine the rela8ve costs of crea8ng systems that can use this data versus the
beneﬁt it can bring to the program.
It is important to note that historical consump8on data is necessary data when
working with modeled energy savings predic8ons. Studies in New York and California
have both documented signiﬁcantly improved precision in modeled savings es8mates
when the models are calibrated or “trued up” using actual consump8on data for the
home in ques8on. In that context, it is also important to note that obtaining historical
energy consump8on data for delivered fuels presents an addi8onal challenge to the
program requiring customers to provide this informa8on and/or new partnerships
with fuel providers.
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The highlighted cells in the chart represent one possible combina8on of data sources
that might be used to populate the customer proﬁle with suﬃcient detail to generate
a form of an audit report (i.e. a priori8zed and customized list of recommenda8ons
for energy related improvements.) One possible program scenario would be to
develop remote audit reports that could later be ﬁeld veriﬁed as needed to add detail
or conﬁrm reported condi8ons.
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The signiﬁcant decrease in claimable ligh8ng savings requires new and innova8ve
approaches to achieving savings and par8cipa8on. The following slides outline
several new measures and approaches for 2019-2021. In addi8on, more ﬂexible
op8ons are needed in order to engage customers at each stage in the homeowner
cycle and to ensure that meaningful incen8ves are available to all customers. Our
current prescrip8ve approach focuses on the measures that serve the majority of
homeowners but s8ll leave some on the sidelines. With careful planning, mul8ple
par8cipa8on paths and incen8ve op8ons could be made available including
customizable measures and packages. While it is important not to overwhelm
customers with too many op8ons, the program plamorm and channel partners could
provide the necessary guidance and support to connect customers with the right
oﬀer at the right 8me.
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Fuel switching opportuni8es have been discussed throughout the residen8al
workshop planning process, with a more focused discussion at the September 26
workshop: hJp://ma-eeac.org/september-26-residen8al-planning-workshop-1/
Currently, eﬃciency funds are not used to inﬂuence customer fuel choice when
installing eﬃcient HVAC or domes8c hot water equipment that are incen8vized by
the energy eﬃciency programs. Similarly, the PAs do not aJempt to inﬂuence fuel
choice in new homes through the Residen8al New Construc8on Ini8a8ve. The
consultants and the PAs have been working together to assess the poten8al for fuel
switching. Subject to DPU approval, the 2019-2021 Plan will include promo8on of
some forms of fuel switching. A customer will be able to choose energy eﬃciency
services regardless of current or desired fuel, as long as the equipment or upgrade is
to eﬃcient equipment and is cost-eﬀec8ve. Fuel switching provides an important
opportunity to promote cost-eﬀec8ve new measures that advance state greenhouse
gas reduc8on goals
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At the November EEAC mee8ng, Councilors received an update on various PA eﬀorts
to demonstrate savings poten8al and cost eﬀec8veness of ac8ve demand
management eﬀorts for the 2019-2021 Plan period. Na8onal Grid has been
evalua8ng the use of advanced control op8ons on a pilot basis. The PAs expect to
con8nue to examine these opportuni8es as the technology evolves and becomes
more cost-eﬃcient.
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Policy and market developments are changing the landscape energy eﬃciency
inhabits, supported by signiﬁcant public and private ﬁnancial investments suppor8ng
technological advancements. As na8onal leaders in energy eﬃciency, the
MassachuseJs PAs are posi8oned in the 2019-2021 Plan to drive integra8on and codelivery of these measures, which have signiﬁcant implica8ons for PA loads. Given
this, focusing on ac8ve demand management opportuni8es should be a key focus.
BaJery storage represents a poten8al near- to mid-term ac8ve demand management
opportunity. As more people in MassachuseJs use electric vehicles, demand
management and smart-charging strategies will become important to prevent peak
demand issues from increasing. Opportuni8es may exist to coordinate energy
eﬃciency and demand response with Solar PV. Integra8ng solar with other resources
can help to eﬀec8vely support peak demand reduc8on and load shiping. One such
opportunity includes using baJery storage in conjunc8on with PV to allow
homeowners to store excess produc8on and for u8li8es to use for peak management
and grid reliability purposes.
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There are many opportuni8es to expand the program’s partner base to include
trades that have indirect connec8ons to energy eﬃciency. Crea8ng channels to
combine complementary services, like co-delivery of PV installa8ons or other home
maintenance/improvements (e.g. pest control or rooﬁng) would further broaden the
net and capture more customers and more savings opportuni8es.
In addi8on, there are opportuni8es to explore a wider range of incen8ve oﬀers to
promote broader par8cipa8on and deeper savings. Upstream incen8ves can reach a
large volume of customers for rela8vely small program investment and with minimal
added burden on the customer. Although, it is important to note there are poten8al
trade-oﬀs to be considered, including free ridership rates, and the poten8al that
successful upstream eﬀorts could reduce par8cipa8on in other downstream
ini8a8ves.
Performance based incen8ves can be structured to capture projects requiring greater
customiza8on and to encourage the market (contractors and customers) to seek out
innova8ve solu8ons. This op8on could help the program access previously unserved
market segment if made available to those customers whose homes do not ﬁt neatly
into more prescrip8ve oﬀers and those who are interested in making more
comprehensive investments in pursuit of deeper savings.
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In a future vision, the no8on of conversion rates could progress beyond the “one and
done” approach. In this approach, the home energy assessment becomes a means of
crea8ng a blueprint for homeowners to follow as their 8me and resources allow and
the customer’s online proﬁle becomes the tool that enables the customer and the
program to track progress over 8me. Upon the ini8al launch of such a program
design, we would expect conversion rates (i.e. the number of measures or contracts
closed for each audit/oﬀer that is made) to run at a similar rate to the conversion
rates we track today. However, over 8me, as customers use their blueprint as a
reference to come back and complete more work without ac8ve engagement from
the program, conversion rates should grow to exceed the number of new audits
completed each year.
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This sec8on describes how various data sources can be harvested and combined to
create robust customer proﬁles that beneﬁt both the customer and the program.
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Some remote data can be harvested prior to any speciﬁc customer ac8vity. This type
of data can be used to create targeted outreach and messaging as a market
segmenta8on and lead genera8on tool. It can also be combined with customer
provided or ﬁeld collected data to provide further detail to the recommenda8ons
generated for the customer based on their proﬁle.
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Poten8al channel partners include tradi8onal program partners like trade
contractors, distributors, and retail partners, but this network could also expand over
8me to include others who interact with homeowners and inﬂuence their home
improvement purchasing decisions. The key to making these partnerships work is
understanding their value proposi8on so the program can provide beneﬁt to the
partner as well as understanding their business models well enough to ensure that
the program is not placing undue burden on the partners or their customers.
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There is increasing evidence that real-8me monitoring and feedback tools produce
greater energy savings as compared to more tradi8onal monthly energy usage
reports. These monitoring systems enable ac8ve demand response events to be
communicated to the homeowner and provide guidance for managing 8me of use
costs. When coupled with a robust customer proﬁle including recommended
improvements, these systems can also be used to mo8vate homeowners to con8nue
making energy eﬃciency home improvement investments. The technology is
available to provide real 8me tracking and disaggregated load proﬁles by end use and
at the appliance level even without advanced meters being available in the market.
As the PAs consider op8ons for pursuing this line of ac8vity, careful planning will be
necessary to coordinate adop8on of monitoring technology with the poten8al
introduc8on of advanced meters in the future to ensure compa8bility and avoid
duplica8ve investments.

27

The following slides provide a comparison of the current system of data capture,
ﬂow, and repor8ng, and a vision for the future that would support the kinds of
customer engagement we envision for the future of Mass Save. Eversource and
Na8onal Grid have both made investments in upda8ng their own data systems to
incorporate many of the principals illustrated here, but addi8onal work is needed to
create a mechanism for any customer anywhere in the Commonwealth to access
Mass Save services in the same way.
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Light blue boxes indicate ac8ons that the customer is responsible for moving
forward.
Data used to support marke8ng and outreach (inside the orange box) does not get
transferred to the process where ac8ons are taken.
Electric and gas consump8on data is used only for monthly behavioral home energy
reports, but doesn’t connect with the HEA or measure installa8on data.
The lead vendor database is the central repository for data resul8ng from the HEA
and Wx work but is not connected to non-Wx work or HEAT loan
Many data transac8ons s8ll rely on paper forms and reports, lag 8mes in processing
at each of these stages can range from a few days to several weeks
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Light blue boxes indicate ac8ons that the customer is responsible for moving
forward.
In this concept, the hub represents an open portal enabling data access from many
sources, not a central database. Data ﬂows freely in and out of the hub with each end
user category having access to their own view (customer, contractor, PA, etc.) and
their own speciﬁc data set in close to real 8me.
It would be possible to download and print paper forms, reports, etc. but not
necessary. Quality control checks, eligibility determina8ons, and project approvals
can be automated, and forms can be pre-populated reducing data entry burden and
poten8al for errors.
The system is modular and expandable, enabling new components and end users to
be added and exis8ng ones to be updated over 8me without impac8ng the basic
func8onality of the central hub.
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The illustra8on shows the path a customer might follow when par8cipa8ng in the
program under a centralized technology-enabled plamorm. Under this model, the
program would be capable of capturing preliminary informa8on about the customer
remotely, and add to that proﬁle over 8me as the customer becomes more engaged
in the program. It would also allow the customer to progress toward a goal (e.g.
comple8ng a list of recommended improvements) at their own pace. The itera8ve
loop at the end shows how a customer, once enrolled, can remaining ac8vely
engaged in the program plamorm even if they are not currently in the process of
comple8ng improvements to their home. This system creates opportuni8es for the
customer to track his energy proﬁle in real 8me and for the program to ini8ate
targeted push no8ﬁca8ons for outreach and to encourage par8cipa8on in demand
management events and promote increased behavioral savings.
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This is a conceptual illustra8on of how the component parts of a uniﬁed Mass Save
residen8al program might ﬁt together under a common plamorm. It is important that
the overarching design of the plamorm be inclusive and robust enough to cover a
wide range of poten8al program ac8vi8es as indicated in the diagram. The key is that
the plamorm provides a common tool available to all users to manage data from a
variety of transac8on and user types and provide appropriate levels of access to all
key stakeholders. This interface would make it possible to build out modular
components of the program over 8me, so new oﬀers can be introduced and new
partners brought online over 8me.
The system essen8ally revolves around the customer proﬁle, which provides the
basis for targeted and customized communica8ons with the customer. It further
enables the customer to set goals and track his or her own progress as a mo8va8onal
tool. The necessary informa8on required to comprise an “audit” in this
implementa8on model can be obtained from a variety of poten8al sources.
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Faster services and response 8mes could result from easier enrollment, more
accessible audits, automated processes, real-8me data transfer, etc.
Easier access to data for EM&V purposes could lead to reduced costs, shorter study
8melines, and more accurate/complete analyses.
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These are the goals and desired outcomes the consultant team and RMC developed
jointly at the beginning of this process. The key elements of the residen8al program
presented in this brieﬁng document achieve them.
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The following list provides a general descrip8on of the kinds of ac8vi8es that might
be included in each development step shown on the diagram.
Due Diligence: analysis of exis8ng program data, review of exis8ng EM&V results,
value proposi8on development with par8cipant and non-par8cipant stakeholders,
review of poten8al technology plamorms and tools, etc.
Concept Development: conceptual implementa8on model and framework, channel
partner models, incen8ve op8ons, technology, 8melines for development and rollout, etc.
Systems Development: policies and procedures, standards and technical
requirements, channel partner agreements, incen8ve structures, training programs,
technology development (sopware and data management systems), etc.
Sop Launch: Prepara8ons include iden8fy pilot market(s) and channel partners,
training and onboarding channel partners, outreach plan, etc.
Full Launch: Prepara8ons include re-tooling systems as necessary based on pilot
results and ﬁndings, training and onboarding channel partners, marke8ng, etc.
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