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KCP&L-Greater Missouri Operations (GMO) 

RESIDENTIAL ENERGY REPORTS 

The following information regarding GMO’s proposed Residential Energy Reports 
Program is provided in compliance with 4 CSR 240-3.164(2)(C). 

1. Program Description
 
The Residential Energy Reports provides residential customers with an Energy 
Report that provides a comparison of the household energy usage information with 
similar type customers or “neighbors.”  The intention of the Energy Report is to 
provide information that will influence customers’ behavior in such a way that they 
lower their energy usage.  This is a behavioral modification program.   
 
This program element will operate as an opt-out only program, which means GMO 
will select customers for participation in the program.  Program participants will be 
mailed an energy usage report on how energy is used by their households on a 
monthly basis.  The customer’s home energy usage is compared to the average 
usage of households that are geographically located in close approximation of one 
another and have similar characteristics such as dwelling size and heating type.  
The report displays a monthly neighbor comparison, a 12-month neighbor 
comparison, a personal comparison of this year’s usage versus last year and 
specific energy tips that are based on the characteristics and usage of the 
household.   

 
2. Residential Energy Reports Measures List and Incentive Levels

 
N/A 
 

3. Program Goal

A. Expected energy and demand savings – time horizon  
The expected annual, cumulative gross and net energy and demand savings for the 
Residential Energy Reports Program over the estimated life of the program is shown 
below. 
 

Cumulative

Program
Energy Savings 

(kWh) - gross 

Program
Energy Savings

(kWh) - net 

Program
Demand Savings 

(kW) - gross 

Program
Demand Savings 

(kW) - net 
Year 1 **  ** **  ** **  ** **  **

Year 2 **  ** **  ** **  ** **  **

Year 3 **  ** **  ** **  ** **  **
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B. Proposed annual and demand savings targets – time horizon  
 
The proposed annual energy and demand savings targets and cumulative energy 
and demand savings targets for the Residential Energy Reports Program over the 
estimated life of the program is shown below.  (Program savings and estimated 
useful lifetime of one year.) 
 

Energy 
Savings

(kWh) targets 

Energy Savings 
(kWh) targets - 

cumulative

Demand
Savings

(kW) targets 

Demand Savings 
(kW) targets- 
cumulative

Year 1 **  ** **  ** **  ** **  **

Year 2 **  ** **  ** **  ** **  **

Year 3 **  ** **  ** **  ** **  **

 
4. Program Framework/Strategy

A. Relationship to other programs 
The Residential Energy Reports Program is designed for residential customers; 
therefore, the program has a strong relationship through promotion with the 
Company’s other residential demand side management (DSM) programs, such 
as the Cool Homes program, Home Performance with Energy Star program, 
Energy Star Homes program, Low-income Weatherization program, Optimizer, 
and Home Energy Analyzer.   

 
B. Marketing strategy 

The target market for the Program is GMO residential single-family and multi-
family customers.     
 
Behavioral marketing is defined as using human biases that are important for 
making decisions and incorporating those biases into marketing campaigns to 
make them more effective.  The Residential Energy Reports program will use 
behavioral marketing by focusing on social norms.   
 
The overall marketing strategy will largely operate as a continued education and 
awareness of energy efficiency because this program is conducted on an opt-out 
basis.  Marketing will primarily occur through customized messages on 
participants’ reports.  Program participants will also be reached via e-channels 
and through additional targeted mailings based on energy reduction needs.  In 
addition, the Company intends to partner with retailers to offer coded and 
measurable discounts and coupons that offer a call to action on energy 
reduction.   
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Key Messages: 
� Reduce your energy usage – check out more energy saving opportunities 

at www.kcpl.com; 
� Become a more informed user of energy and see how easily you can save 

money on your monthly expenses; 
� Being more energy efficient is as simple as slightly changing an existing 

habit or pattern.   
 

C. Program delivery 
The Residential Energy Reports will be implemented by GMO with necessary 
resources to administer the Program.  The Program Administrator will utilize 
GMO’s customer database to create customized energy usage reports.  
 
GMO will utilize an internal program manager to conduct its own administration 
of the program. GMO’s program manager will maintain oversight of the 
Program.   
 
As the program expands, additional call center personnel will be trained to field 
customer questions and manage program opt-out requests.   

 
5. Program Beneficiaries

A. Expected number of participants by customer class or subclass 
The number of expected program end use measures (net-free) expected to be 
undertaken by Missouri residential customers over the five-year period is shown 
below. 
 

 

Missouri
Annual Participants

(Projected) 

Year 1 **  ** 

Year 2 **  ** 

Year 3 **  ** 

B. Other beneficiaries 
No other beneficiaries have been observed. 

 
6. Program Benefit-Cost Analysis

 
All five benefit-cost tests are shown below for the Residential Energy Reports 
program.  The dollar values below are on a present value basis with the 
assumption that all future cash flows start at the beginning of each annual period, 
discounted at the appropriate discount rate. 
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Residential Energy Reports Program 

Test Name Market  Based Test Results Cost Based Test Results
Utility Test  1.10 0.73 
TRC Test  1.10 0.73 
RIM Test  0.56 0.37 

RIM (Net Fuel)  0.64 0.43 
Participant Test  N/A N/A 

Societal Test 1.29 0.92 

Assumptions  

 Utility Discount Rate (%) 7.45%  7.45%  

 Participant Discount Rate (%) 10.00%  10.00%  

 Electric Losses (%) 5.50%  5.50%  

Societal Discount Rate (%) 3.00%  3.00%  

Avoided Costs  

 Avoided T&D ($ / kW) **  ** **  ** 

Avoided Market-Based Ancillary 
Service Charges (OATT) 

**  ** **  ** 

 Cost-Based Proxy for Avoided 
Capacity ($ / kW Annualized) 

**  ** **  ** 

CO2 emissions (kG/kWh) **  ** **  ** 

Cost Based Avoided Electric Production **  ** 

Avoided T&D Electric, w OATT **  ** 

Avoided Electric Capacity **  ** 

Total Cost Based Avoided Costs ** ** 

Market Based Avoided 
Electric Production Costs

** ** 

Program Costs    

Administration Costs **  ** 

Implementation / Participation Costs **  ** 

Customer Incentives **  ** 

Other / Miscellaneous Costs **  ** 

Total Program Cost ** ** 
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Participant Cost ** ** 

Environmental Benefits,
NOx SOx

**  ** 

Lost Revenue    

Gross Lost Revenue, Electric ** � ** 

Net Fuel Lost Revenue, Electric ** � ** 

7. Program Evaluation, Measurement and Verification Plan
 
Program evaluation, measurement and verification (EM&V) are key elements of 
demand-side management (DSM) programs.  EM&V is used to document and 
measure the effects of a program and determine whether the program met its goal 
with respect to being a reliable energy resource.  EM&V is also used to help 
understand why certain effects occurred and identify ways to improve current 
programs and to select future programs.   
 
The two types of evaluation which will be utilized by GMO are: 
 
Process evaluation:  Process evaluation assesses program delivery, from design to 
implementation, in order to identify bottlenecks, efficiencies, what did and did not 
work, constraints and potential improvements.   
 
Evaluation plans will be developed by the selected evaluation contractor(s) as set 
forth in 4 CSR 240-20.093(7) and will describe all necessary data collection, 
process evaluation tasks and impact evaluation tasks by program.  Evaluation 
Plans include the following information: 
 

� Study Methodology by Program; 
� Data Collection Strategies; 
� Data Requests by Program; and 
� Detailed Work Plan and Schedule. 

 
Impact evaluation:  Impact evaluation determines the impacts (energy and demand 
savings) and co-benefits (avoided emissions, energy security, transmission/ 
distribution benefits) that directly result from a program.  Impact evaluations also 
support cost-effectiveness analyses aimed at identifying relative program costs and 
benefits.   
 
The Monitoring and Verification process acts as a quality control and quality 
assurance process for the savings, tracking and accounting for the program.   
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Monitoring:  This is the monitoring of installations when needed to determine or 
verify savings from a measure that is applied in a unique way, is significant in 
savings, or is new to the market.  Working with the evaluation contractor, guidelines 
are developed to determine which projects should be monitored.  
 
Verification:  During the processing of an application for customer incentives 
(rebates), GMO reviews the equipment specifications by model number to 
determine if that measure qualifies.  This “paper” verification occurs on all 
applications.  Additionally, there are random field visits to assure the correct 
number and types of measures were installed at the customer’s facility.  
 
Market Transformation:  This is the strategic process of intervening in a market to 
create lasting change in market behavior by removing identified barriers or using 
opportunities to accelerate the adoption of all cost-effective energy efficiency as a 
matter of standard practice. 
 
GMO will retain one or more EM&V contractors to perform process and impact 
evaluations for its programs and assess progress of market transformation in order 
to avoid conflicts of interest and to insure credibility of the evaluation results, as 
well as comply with Commission requirements.  GMO expects to conduct EM&V 
after Program Year 2 is completed. 
 

8. Program Budget (Five-Year)
 

The expected budget for the Residential Energy Reports Program over the five-year 
period is shown below. 
 

Residential Energy Reports Program 

 
Admin Incentive Implementation 

Other including 
M&V Total

Year 1 **  ** **  ** **  ** **  ** **  ** 

Year 2 **  ** **  ** **  ** **  ** **  ** 

Year 3 **  ** **  ** **  ** **  ** **  ** 

Total **  ** **  ** **  ** **  ** **  ** 

 
9. Strategies to minimize free riders and maximize spillover

The development of this program incorporated available information from market 
studies, consultant studies and the California DEER database on program impacts 
of free ridership and spillover in the initial program design.  After two years of 
program implementation, KCP&L will perform an evaluation, measurement and 
verification study and these results will be incorporated into the program design.  
This process provides the input necessary to minimize free-ridership and maximize 
spillover.
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KCP&L-Greater Missouri Operations (GMO) 

APPLIANCE TURN-IN PROGRAM 

The following information regarding GMO’s proposed Appliance Turn-In Program is 
provided in compliance with 4 CSR 240-3.164(2)(C). 

1. Program Description
 

� The primary Objective of the Appliance Turn-In Program (Program) is to 
incent residential customers to remove improperly operating, inefficient, 
secondary appliances.  The secondary purpose is to raise awareness of the 
energy benefits of Energy Star appliances.   

 
Older vintage room air conditioners (room AC), refrigerators, freezers and 
humidifiers can be some of the least efficient electrical appliances in the home.  
Often these old units are used when they are not functioning properly and as a result 
use electricity very inefficiently.  To encourage customers to dispose of their old 
appliances and purchase efficient Energy Star models, GMO proposes an appliance 
turn-in program.  Located at retailer locations during special promotions, participants 
would receive coupons towards more efficient units if they turn in an old unit or 
arrange to have the old unit picked up.  Units received will be recycled through a 
certified recycling agency.   

 
2. Appliance Turn-In Measures List

 
Below is a listing of proposed eligible appliance turn-in measures: 

Inefficient room air conditioners, refrigerators, freezers and dehumidifiers 

3. Program Goal

A. Expected energy and demand savings – time horizon  
The expected annual, cumulative gross and net energy and demand savings for the 
Appliance Turn-In Program over the estimated life of the program is shown below. 
 

Cumulative  

Program
Energy Savings 

(kWh) - gross 

Program
Energy Savings 

(kWh) - net 

Program
Demand Savings 

(kW) - gross 

Program
Demand Savings 

(kW) - net 

Year 1 **  ** **  ** **  ** **  ** 

Year 2 **  ** **  ** **  ** **  ** 

Year 3 **  ** **  ** **  ** **  ** 

Year 4 **  ** **  ** **  ** **  ** 

Year 5 **  ** **  ** **  ** **  ** 
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Year 6 **  ** **  ** **  ** **  ** 

Year 7 **  ** **  ** **  ** **  ** 

Year 8 **  ** **  ** **  ** **  ** 

Year 9 **  ** **  ** **  ** **  ** 

Year 10 **  ** **  ** **  ** **  ** 

Year 11 **  ** **  ** **  ** **  ** 

Year 12 **  ** **  ** **  ** **  ** 

Year 13 **  ** **  ** **  ** **  ** 

Year 14 **  ** **  ** **  ** **  ** 

Year 15 **  ** **  ** **  ** **  ** 

Year 16 **  ** **  ** **  ** **  ** 

Year 17 **  ** **  ** **  ** **  ** 

Year 18 **  ** **  ** **  ** **  ** 

Year 19 **  ** **  ** **  ** **  ** 

Year 20 **  ** **  ** **  ** **  ** 

 
B. Proposed annual and demand savings targets – time horizon  
 
The proposed annual energy and demand savings targets and cumulative energy 
and demand savings targets for the Appliance Turn-In Program over the estimated 
life of the program is shown below. 
 

Energy Savings 
(kWh) targets 

Energy Savings 
(kWh) targets - 

cumulative 

Demand Savings 
(kW) targets 

Demand Savings 
(kW) targets- 
cumulative 

Year 1 **  ** **  ** **  ** **  ** 

Year 2 **  ** **  ** **  ** **  ** 

Year 3 **  ** **  ** **  ** **  ** 

Year 4 **  ** **  ** **  ** **  ** 

Year 5 **  ** **  ** **  ** **  ** 

Year 6 **  ** **  ** **  ** **  ** 

Year 7 **  ** **  ** **  ** **  ** 

Year 8 **  ** **  ** **  ** **  ** 
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Year 9 **  ** **  ** **  ** **  ** 

Year 10 **  ** **  ** **  ** **  ** 

Year 11 **  ** **  ** **  ** **  ** 

Year 12 **  ** **  ** **  ** **  ** 

Year 13 **  ** **  ** **  ** **  ** 

Year 14 **  ** **  ** **  ** **  ** 

Year 15 **  ** **  ** **  ** **  ** 

Year 16 **  ** **  ** **  ** **  ** 

Year 17 **  ** **  ** **  ** **  ** 

Year 18 **  ** **  ** **  ** **  ** 

Year 19 **  ** **  ** **  ** **  ** 

Year 20 **  ** **  ** **  ** **  ** 

 
4. Program Framework/Strategy

A. Relationship to other programs 
The Appliance Turn-In Program is designed for residential customers; therefore, 
the program has a strong relationship through promotion with the Company’s 
other residential demand side management (DSM) programs, such as the Cool 
Homes program, Home Performance with Energy Star program, Energy Star 
Homes program, Low-income Weatherization program, Optimizer, and Home 
Energy Analyzer.   

 
B. Marketing strategy 

The target market for the Program is GMO residential customers who have 
improperly operating, inefficient, secondary appliances.   
 
The proposed marketing strategy includes: 

� Building a strong, consistent message informing customers that the 
Appliance Turn-In Program will result in annual cost savings with energy 
efficient appliances; 

� Recognition of customers’ green lifestyle and position the program as an 
essential component to their standard of living; and 

� Strengthen GMO’s relationship with Energy Star appliance retailers.   
 

� GMO’s marketing strategy will be based on the integration of 
marketing, customer call center and program management functions.   
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The program includes customer educational and promotional pieces designed to 
assist residential customers with the information necessary to improve the 
energy efficiency of their entire home.  The program also includes customer and 
trade ally education to assist with understanding the technologies and 
applications that are being promoted, the incentives that are offered, and how the 
program functions.   
  
Customer Marketing Tactics 
The following customer marketing activities are anticipated: 

� Promote program on www.kcpl.com Home Page, within site and in 
account payment portal (AccountLink); 

� Provide promotional info embedded in the Energy Analyzer; 
� Direct mail campaigns; 
� Conduct telemarketing in conjunction with other campaigns; 
� Bill inserts and Html email campaigns; 
� Print advertising in local newspapers and magazines; 
� Participation in Earth Day, Home Shows, and large customer employee 

fairs by providing brochures featuring the benefits and process to 
participate. 

 
Retailer  Marketing Tactics 
GMO will increase its efforts with retailers with the following: 

� Schedule retailer meetings. 
o At least one time a year; 
o Provide updates on GMO energy efficiency applications, program 

updates, budgets/goals, etc.; and 
o Facilitate networking. 

� Determine content for partner-only web portal. 
o Provide information and documentation on GMO’s programs, 

procedures, policies and contacts; and 
o Provide reporting and marketing tools.  

� Provide marketing support to drive product participation.   
 
For the Appliance Turn-In Program, GMO has identified the following internal and 
external print communications as possible marketing channels: 
 
Externally Published Communications: 

� The Kansas City Star; 
� Greenability magazine or other sustainability publications. 

 
Internally Published Communications 

� The Wire. (Commercial version).  This is a quarterly newsletter from GMO 
that is included with a customer’s bill. 

� Bill messaging. 
� On line promotion with GMO’s other e-Services products. 
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Other marketing activities may include: 
� Online advertising will be used with Google AdWords; 
� Attend and present at conferences and public events, such as Chamber of 

Commerce meetings, to increase general awareness of the program and 
distribute program promotional materials; 

� Sponsor spots on public radio.   
 

C. Program delivery 
The Appliance Turn-In Program will be implemented by GMO with necessary 
resources to administer the Program.  A Program Administrator will be 
responsible for items such as incentive processing, rebate processing, 
communication with the customer to resolve application issues, and status 
reporting associated with the Program as GMO directs.  
 
GMO will utilize an internal program manager to conduct its own administration 
of the program. GMO’s program manager will maintain oversight of the 
Program.   
 

D. Partners 
Partners include GMO internal staff, various retailers, local Chamber of 
Commerce organizations, and others as needed to promote and encourage 
customer participation in the program. 

 
5. Program Beneficiaries

A. Expected number of participants by customer class or subclass 
The number of expected program end use measures (net-free) expected to be 
undertaken by Missouri residential customers over the five-year period is shown 
below. 
 

 Missouri
Annual End Use  

Program Measures  
(Net-Free) 

Year 1 **  ** 

Year 2 
**  ** 

Year 3 
**  ** 

Year 4 
**  ** 

Year 5 
**  ** 

Total
**  ** 

B. Other beneficiaries 
No other beneficiaries have been observed. 
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6. Program Benefit-Cost Analysis
 
All five benefit-cost tests are shown below for the Appliance Turn-In program.  The 
dollar values below are on a present value basis with the assumption that all future 
cash flows start at the beginning of each annual period, discounted at the 
appropriate discount rate. 
 

Appliance Turn-In 

Test Name Market Based Test Results Cost Based Test Results 

Utility Test  2.66 1.61 
TRC Test  2.66 1.61 
RIM Test  0.71 0.43 

RIM (Net Fuel)  0.82 0.50 
Participant Test  N/A N/A 

Societal Test 3.15 2.10 
 

  
Assumptions  

 Utility Discount Rate (%) 7.45%  7.45%  

 Participant Discount Rate (%) 10.00%  10.00%  

 Electric Losses (%) 5.50%  5.50%  

Societal Discount Rate (%) 3.00%  3.00%  

Avoided Costs  

 Avoided T&D ($ / kW) **  ** **  ** 

Avoided Market-Based Ancillary 
Service Charges (OATT) 

**  ** **  ** 

 Cost-Based Proxy for Avoided 
Capacity ($ / kW Annualized) 

**  ** **  ** 

CO2 emissions (kG/kWh) **  ** **  ** 

Cost Based Avoided Electric Production **  ** 

Avoided T&D Electric, w OATT **  ** 

Avoided Electric Capacity **  ** 

Total Cost Based Avoided Costs ** ** 

Market Based Avoided
Electric Production Costs

** ** 
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Program Costs    

Administration Costs **  ** 

Implementation / Participation Costs **  ** 

Customer Incentives **  ** 

Other / Miscellaneous Costs **  ** 

Total Program Cost ** ** 

Participant Cost ** ** 

Environmental Benefits,
NOx SOx

** ** 

Lost Revenue    

Gross Lost Revenue, Electric **  ** 

Net Fuel Lost Revenue, Electric **  ** 

7. Program Evaluation, Measurement and Verification Plan
 
Program evaluation, measurement and verification (EM&V) are key elements of 
demand-side management (DSM) programs.  EM&V is used to document and 
measure the effects of a program and determine whether the program met its goal 
with respect to being a reliable energy resource.  EM&V is also used to help 
understand why certain effects occurred and identify ways to improve current 
programs and to select future programs.   
 
The two types of evaluation which will be utilized by GMO are: 
 
Process evaluation:  Process evaluation assesses program delivery, from design to 
implementation, in order to identify bottlenecks, efficiencies, what did and did not 
work, constraints and potential improvements.   
 
Evaluation plans will be developed by the selected evaluation contractor(s) as set 
forth in 4 CSR 240-20.093(7) and will describe all necessary data collection, 
process evaluation tasks and impact evaluation tasks by program.  Evaluation 
Plans include the following information: 
 

� Study Methodology by Program; 
� Data Collection Strategies; 
� Data Requests by Program; and 
� Detailed Work Plan and Schedule. 

 

Page 13 of 51

HIGHLY CONFIDENTIAL 



Appliance Turn-In Program   
Page 8 of 9 

 Schedule ADD-2 

Impact evaluation:  Impact evaluation determines the impacts (energy and demand 
savings) and co-benefits (avoided emissions, energy security, 
transmission/distribution benefits) that directly result from a program.  Impact 
evaluations also support cost-effectiveness analyses aimed at identifying relative 
program costs and benefits.   
 
The Monitoring and Verification process acts as a quality control and quality 
assurance process for the savings, tracking and accounting for the program.   
 
Monitoring:  This is the monitoring of installations when needed to determine or 
verify savings from a measure that is applied in a unique way, is significant in 
savings, or is new to the market.  Working with the evaluation contractor, guidelines 
are developed to determine which projects should be monitored.  
 
Verification:  During the processing of an application for customer incentives 
(rebates), GMO reviews the equipment specifications by model number to 
determine if that measure qualifies.  This “paper” verification occurs on all 
applications.  Additionally, there are random field visits to assure the correct 
number and types of measures were installed at the customer’s facility.  
 
Market Transformation:  This is the strategic process of intervening in a market to 
create lasting change in market behavior by removing identified barriers or using 
opportunities to accelerate the adoption of all cost-effective energy efficiency as a 
matter of standard practice.   
 
GMO will retain one or more EM&V contractors to perform process and impact 
evaluations for its programs and assess progress of market transformation in order 
to avoid conflicts of interest and to insure credibility of the evaluation results, as 
well as comply with Commission requirements.  GMO expects to conduct EM&V 
after Program Year 2 is completed. 
 

8. Program Budget (Five-Year)
 

The expected budget for the Appliance Turn-In Program over the five-year period is 
shown below. 
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Appliance Turn-In Program 

 

Admin Incentive Implementation 

Other contractor 
costs including 

M&V Total 

Year 1 **  ** **  ** **  ** **  ** **  **

Year 2 **  ** **  ** **  ** **  ** **  **

Year 3 **  ** **  ** **  ** **  ** **  **

Year 4 **  ** **  ** **  ** **  ** **  **

Year 5 **  ** **  ** **  ** **  ** **  **

Total **  ** **  ** **  ** **  ** **  **

9. Strategies to minimize free riders and maximize spillover

The development of this program incorporated available information from market 
studies, consultant studies and the California DEER database on program impacts 
of free ridership and spillover in the initial program design.  After two years of 
program implementation, KCP&L will perform an evaluation, measurement and 
verification study and these results will be incorporated into the program design.  
This process provides the input necessary to minimize free-ridership and maximize 
spillover. 
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