Item 5
PRESENTATION

Q SILICON VALLEY
CLEAN ENERGY

Clean Energy Procurement Update

Authorize CEO to Execute 10-Year Power Purchase
Agreement with Atlas Solar I1I, LLC for Renewable
Solar PV Supply (PCC1) and Any Necessary Ancillary
Documents (Action)

Monica Padilla, Director of Power Resources
January 13, 2020



Spring 2020 Request for

* Goals & Requirements
* RPSEligible Resources
e Contractfor Minimum of 10% of SVCE’s needs
* Meet Long-term RPS procurement mandate for CP #4 - 26%
* Diversify technology, location and suppliers

April 2020 June 2020 June - Aug 2020

Evaluate,
Scoring,

Proposals

Issued Due

Joint RFP

Rank &
Analyze

Proposais-

September 2020 to present

Negotiation
of PPAs -

Terms &
Conditions

January 2021: Seek Approval of Atlas Solarlll, LLC PPA

Q SILICON VALLEY
CLEAN ENERGY
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2020 RFP Implementation Update

Approximate % of

load in 2024

Altas Solar Pending Board Approval 3.8%
Solar + Storage under negotiations 2.0%
Solar + Storage under negotiations 5.4%
Solar + Storage under negotiations 1.4%
Wind under negotiations 4.6%
Wind under negotiations 3.3%
Solar + Storage under negotiations 4.1%
| Total  246%

*actualamountis to be determined Q (S:||I__IECAON NEVI/\IAJE_HEYY
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Existing Long-term RPS PPAs

Expected Battery
Project & Term On-line Capacity Capacity
Counterparty Technology Location (years) Date MW MW
Slate (Recurrent) Solar + Storage (4 hrs) Kings Cnty, CA 17 Sep-21 93.0 46.5
Big Beau (EDF) Solar + Storage (4hrs) Kern Cnty, CA 20 Dec-21 70.4 22
Mammoth Casa Diablo
(Ormat) Binary Geothermal Mono Cnty, CA 10 Dec-21 7.0
Coso Geothermal Geothermal Inyo Cnty, CA 15 Jan-22 43.8
Solar + Storage (2.5  Kern County,

Rabbitbrush (First Solar) hrs) CA 15 Jun-22 40.0 8

Clark County,
Yellow Pine (Nextera) Solar + Storage (4 hrs) NV 20 Dec-22 50.0 26

Kern County,
Aratina (8 Minute Energy) Solar + Storage (3 hrs) CA 20 Jun-23 80.0 20

Total 384.2 123

From 2017 and 2019 SVCE/3CE Joint RFOs SILICON VALLEY
~37% of 2024 load CLEAN ENERGY
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Renewable Project Location & Mix=

SA:Q%JEN a .
CASA IABLO B GROTHERMAL ¢ 7 O% S O I a r ( W I t h

Mono County, CA [l SOLAR POWER + STORAGE
Generation: 7 MW

Ry T 0 - Storage)
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YELLOW PINE

Clark County

~
~
~

Inyo County, CA

| P ¢ 30% Geothermal

Online: Jan. 2022
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SVCE-Atlas Solar PPA

Parent

Company/
Counterpart

i Product

E Project Name

Expected Delivery
Term

E Location

i Average Annual
Contract Capacity

i Percentage of
Retail Load Served

i Contract Price

Structure

New Solar

Bucket 1 (PCC1) Renewable Energy
Atlas Solar lll, LLC

10 years

December 31, 2022 through December 30,
2032
La Paz County, Arizona

50 MW Solar Photovoltaic (PV)

3.8% annually

Fixed price (S/MWh) for PV. No escalator. Total
amount not-to-exceed $27,000,000
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California Arizona

Project
Location

Interconnecting in Blythe,
Riverside County, California
by way of the Ten West Link
transmission project.
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Compliance with State Mandat@é

Compliance Period = |2021-2024 | 2025-2027 |2028-2030

1. State Mandated P o e
RPS per Compliance Period - % of Retail Sales
2. State Mandated
% of Mandated RPS (Row #1) to be Contracted Under RPS Long-term Contracts 65% 65% 65%
3. State Mandated

0 0 0
Retail Sales % with Long-term Contracts (Row 2 * Row 1) 26% 33% 37%
4. SVCE Compliance with (Row #3): CURRENT 25% 36% 33%
5. SVCE Compliance with (Row #3): PROPOSED w/Atlas 26% 39% 37%

The Board-approved 2020 IRP and Strategic Plan sets a long-term procurement
target of 5% over State Mandate per compliance period
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2020 RFP Expected Annual & =
Lifetime Cost

Lifetime
Nominal
Project/ ~ % of Retail Term contractCost | % of Annual | ExpectedBoard
Technology load served | (years) NTE (MS) Supply Cost date
Atlas Solar 3.8% 10 S27 1% January 2021
Total 3.8% S27 1%

* 6 additional PPAs are being negotiated for up to 16.7% of load
e SVCE’s share of each project is still being assessed

SILICON VALLEY
CLEAN ENERGY
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Board Approved PPAs - Lifetime Cost

% of Annual Lifetime NTE Board

Counterparty & Project Term (years)Retail Sales SM Action
1 Slate Solar + Storage 17 7% S198 Oct-18
2 Big Beau Solar + Storage 20 6% 5196 Oct-18
3 Ormat Geothermal 10 1% S43 Feb-20
4 Coso Geothermal 15 10% S331 Mar-20
5 Rabbitbrush Solar + Storage 15 3% S64 Apr-20
6 Yellow Pine Solar + Storage 20 4% S$128 May-20
7 Aratina Solar + Storage 20 7% S174 Jun-20
Atlas Solar 10 3.8% S27

8
Total 40.8% $1,161

Q SILICON VALLEY
CLEAN ENERGY



Re que st - Atlas

Authorize the Chief Executive Officer (CEO) to Execute Power Purchase
Agreement (PPA) with Atlas Solar I, LLC in substantial form and any

necessary ancillary agreements and documents with the following key
terms:

50 MW of Solar photovoltaic (PV) supply qualifying as Portfolio Category
Content One (PCC1) renewable resource;

* 10-Year term power delivery — expected December 31, 2022 through
December 30, 2032; and

* Total amount not-to-exceed $27,000,000.

OCLEAN ENERGY
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Questions?
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Digital Engagement Update
and Customer Survey Results

SVCE Board Meeting
January 13, 2021

Don Bray and Pamela Leonard
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Provide update on digital outreach to expand customer
engagement

« Key digital goals and status
o eHub content and promotions
o email outreach
o digital advertising

« Results of recent customer engagement survey
o piloting of new ‘equity lens’

O CLEAN ENERGY
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Why a focus on digital?

Strategic Plan Goal and FY 21 Focus Area

« ‘Empower customers with the
awareness, knowledge and resources
needed to make effective clean
energy choices’

e electronic communications are
scalable, high-impact and low cost

e convenient and safe
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Digital Engagement Tools

eHub

 Online content, resources
and services

Granicus GovDelivery

Electric Vehicle Appliances Solar + Battery

¢ Ema|| engine fOI‘ Assistant Assistant Assistant
160,000+ customers

Digital Advertising
« Expand awareness of electrification via 'The Switch is On'
* Provide education and drive eHub traffic
« Seasonal promotions
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Email Outreach Goals & Plans

« Conduct 3+ full-scale direct email communications
campaigns, plus focused customer email campaigns -
totaling 1M+ outbound messages

 Drive traffic to SVCE website and eHub resources -
20k+ unique visitors
« Regular content calendar for remainder of year

« Examples — EVs for earth day, cooling products for summer,
battery storage during PSPS season, etc.
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Online Product Promotions

Product promotions are standard
industry practice for customer
engagement

° Sta rt Sma I I —_ |ea rn a nd g rOW ‘ _ | Shop Portable Cooktops

« Current discounts
o portable induction cooktops

o lightbulbs Get New LEDs
smart power strips for As Low As
O g P $0.99 Each!

« Expand to more strategic items in [P E—G—_———

on LEDs and

the future Sove g ot Nl

Shop LEDs




eHub Advertising

Runs January - June

Digital ads, social ads, streaming video

Spanish, Chinese and Vietnamese ads

Print ads for local papers

« Some out-of-home (outdoor) on major
thoroughfares

» Creative will vary and feature all eHub
resources for EVs, electric appliances and
solar+storage

,,3:, to help change
w== the world.

o 3
™ § Visit the eHub to explore how to

SILICON VALLEY
SVCleanEnergy.org/eHub CLEAN ENERGY

Recursos
en la punta de sus dedos.
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New electric water
heaters. Cleaner.
75% less energy.

o
A

Regional electrification awareness

L1 LA
(LT
Hinnmmmn
LTI

campaign led by the Building Wit
Decarbonization Coalition
Runs mid-Nov. - Jan.

Deploying ads locally via TV, digital and
social media

Electrification message complements
eHub messaging

Co-branded social ads will lead to SVCE
landing page

Cook better on electric,
without the harmful emissions.

\)

THE SWITCH IS ON
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 Measure customer awareness and engagement before launching
multi-year digital marketing efforts

« Included electrification awareness questions from 2018 surveys
* Follow up survey to be conducted in one year, to measure changes

« Some level of ‘'sample bias’ likely . . .

« SVCE electricity customers vs. general public

« Recruited on general survey topic of ‘energy and sustainability in Bay Area’

OCLEAN ENERGY
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Methodology

« Administered Sept 11 - Oct 9 via email and phone by ADM
* 653 responses

« Survey responses received in equal numbers from customers
in four census tract groupings - ‘SEVI Quartiles’
« Socioeconomic Vulnerability Index (SEVI)
« Education
« Housing Burden
 Linguisticisolation
 Poverty

 Unemployment
CLEAN ENERGY
10



Census Tracts by SEVI Quartile

SEVI Quartiles

[ ] 1st Quartile (Best off)
[ 2nd Quartile

B 3rd Quartile

B 4th Quartile (Worst off)

Item 6
PRESENTATION
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CalEnviroScreen - DAC

[ JNo
B Yes
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Key survey topics, with results by SEVI . ..

« Type of homes and ownership demographics

« Internet access

* Languages spoken

« Awareness of SVCE, value proposition, programs

» Views on climate change, fossil fuels, natural gas

» EV adoption, access to home charging

 What customers want in an electric service

» Clean energy technologies and likelihood to purchase

13



Home ownership demographics, internet:-
access vary by SEVI

Table 3-23 Home Ownership

Nerim G e SEVI1 | SEVI2 |SEVI 3 SEvI 4 " eighted

Average
Own 85% 67% 61% 45% 59%
Rent 15% 33% 39% 55% 41%

Table 3-24 Internet Access

Internet Access SEVI1  SEVI2 SEVI3 SEVI4 Weighted
Average

Cellular plan for smartphone or other
. P ] P 96% 97% 04% S7% 95%
mobile device
Home internet service such as cable, fiber
optic, satellite, or DSL service installed in 99% 95% 96%

this household*

*Indicates statistically significant difference across all groups at the p < .05 level. 14

92% 94%
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Single family vs. MUD varies by SEVI

Table 3-25 Home Type

I SEUMWEIth&d
Average

Single-family* 88% 78% 65% 57% 68%
‘ Single-family house detached from any
other house 80% 62% 49% 44% 56%

Single family house attached to one or
more other houses, for example, duplex,

row house, or townhome 8% 16% 16% 13% 12%
Manufactured home 2%, 1%, 1%, 1% 2%
Apartment in a building with 2 to 3 units 29/, 6% A%, 10% 6%

Apartment in a building with 4 or more
‘ units 7% 15% 29% 29% 23%
Other 1% 1% 1% 3% 1%

*Indicates statistically significant difference across all groups at the p <.05 level.

15



Multilingual households common; Spanish-.-
most prevalent in SEVI 4

Table 3-18 Language Spoken at Home

Weighted
Languages spoken home* SEVI1 | SEVI2 SEVI3 SEVI4 9
Average

Only English is spoken 55% 46% 39% 42% 44%
Spanish 4% 9% 8% 19% 14%
Mandarin 3% 20% 20% 12% 10%
Vietnamese 0% 2% 3% 5% 4%
Tagalog 3% 2% 2% 5% 4%
Hindi 4% 2% 5% 3% 4%
Korean 1% 1% 2% 1% 2%
Japanese 2% 3% 2% 2% 2%
Other 23% 15% 19% 10% 16%

* Indicates statistically significant difference across all groups at the p < .05 level.

L6
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Two-thirds of respondents aware of
SVCE, and SVCE differentiation

: Weighted
Understanding of SVCE J
Average
You have heard of Silicon Valley Clean Energy 70%
before this survey
Believes SV Clean Energy is a company division or branch of PG&E 24%
Believes SV Clean Energy electricity rates are lower than PG&E 65%
rates
Believes SV Clean Energy provides electricity exclusively from 86%
renewable and clean energy sources
Believes SV Clean Energy is a community-owned, not-for-profit, 72%
public agency

17



SEVI 1 respondents most familiar with
Reach Codes, SEVI 4 with COVID relief

Table 3-3 Awareness of Programs and Services

SEVI1 | SEVI2 SEVI3 | SEVI4

—)

Program or Service

GreenStart carbon-free electricity service 29% 21%

Education programs such as Bike to the
Future scholarship competition

On-bill credits for COVID-relief efforts*® 17% 19%

Innovative pilot programs and Hackathon

8% 8%

9% 5%
events

Support for building codes to encourage

all-electric new construction™®
*Indicates statistically significant difference across all groups at the p < .05 level.

26% 21%

19%
6%
18%

5%

14%

23%
10%
30%

6%

19%

Item 6
PRESENTATION

Weighted
Average

24%
9%
23%

7%

21%

18
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Top customer values in electric service
are stable rates, clean electricity

What do you value most in your electric service? Weighted
(ranked) Average
Stable rates 3.7
Electricity from clean power sources (e.g. wind,

. 3.5
solar, hydroelectric)
Understanding your energy use 2.8
Rebates for new energy products or services 2.7
Community support programs (e.g. grants and 2.3
scholarships) '
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Climate change concerns appear universal;
connection w/personal fossil fuel use varies

Table 3-6 Climate Change Attitudes

Climate Change Attitude SEVI1 SEVI2 SEVI3 SEVI4'\c dnee
Average
7.5 6.9 7.1 6.7

Extent to which feels personally responsible 70
for climate change '

‘Extent to which has thought about their fossil 73 6.4 6.2 5 7 6.0
fuel use*
Extent to which worried about our use of fossil 71 6.4 6.7 6.6 6.7

fuels
*Indicates statistically significant difference across all groups at the p < .05 level.

20
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While natural gas is understood to be a
fossil fuel, many believe it is clean ...

Table 3-9 Views on Natural Gas

Believes that... SEVI1 | SEVI2 SEVI3 SEVI 4 Weighted
Average

Natural gas is clean energy 37% 39% 45% 49% 45%
Natural gas is a fossil fuel* 90% 83% 78% 82% 80%

Natural gas contributes to unhealthy and

dangerous greenhouse gas emissions™
*Indicates statistically significant difference across all groups at the p < .05 level.

78% 65% 65% 62% 66%
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More than half of respondents wish they
had more time for environmental action

Table 3-7 Climate Actions Taken

Climate Action SEVI1 | SEVI2 SEVI3 SE".."I4WE”5‘““":”":I
Average

| take all the actions | can to reduce my

environmental impact, and | would like to 28% 23% 18% 25% 24%
do more.

| take some actions to reduce my

‘ environmental impact and wish | had time 55% 57% 58% 49% 53%
to do more.

| am concerned about my environmental

impact but have not yet taken much 13% 11% 15% 22% 17%
action.

| am not concerned about climate change. 4%, 894 89 5oy 6%

22
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What customers want to learn more abott"~
varies by SEVI . ..

Table 3-15 What Customers Would Like to Know More About

What would you like to learn more about... | SEVI1 | SEVI2 SEVI 3| SEVI 4 Weighted
Average

Energy saving tips to lower your bill* 30% 44% 43% 50% 43%
Home energy improvements (ENERGY
appliances, battery storage, high-efficiency 49% 40% 41% 40% 39%

electric water heater, etc.)

Reducing your carbon footprint from 29% 319% 34% 299 30%

energy use
Electric vehicles and charging stations 19% 29% 28% 27% 26%
Solar installation for your home 25% 17% 21% 18% 18%

‘ Publlc ass.lstance programs (e.g. low- 4% 11% 14% 4% 16%
income discounts)*®

*Indicates statistically significant difference across all groups at the p < .05 level.
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EVs viewed as environmentally favorable;
home electrification less so . ..

Weighte
Strongly or somewhat agrees that... ighted
Average
Driving an electric vehicle is better for the environment
. . 81%
than using a standard gas vehicle.
Using electricity to heat your home is better for the
. . 549
environment than using natural gas to heat your home.
Using electricity to heat your home is safer than using
61%
natural gas to heat your home.
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Access to electricity for home EV charging
a key issue for SEVI 3, 4

Table 3-28 Plug-In Vehicles

“ I SEVMWEIth&d
Average

Own or lease electric vehicle with a plug* 40% 25% 19% 13% 22%
A member of the household parks a
vehicle, of any type, within about 20 feet 77% 62% 46% 32% 51%

of an electric outlet?*
*Indicates statistically significant difference across all groups at the p < .05 level.

25
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EVs, batteries, solar top the list of
customer purchase plans

Weigh
Plans to purchase... eighted
Average
‘ Electric vehicle or plug-in hybrid 35%
Battery back-up power for your home 31%
Solar panels 25%
Smart thermostat 24%
High-efficiency electric water heater 15%
Home energy audit or evaluation 15%
High-efficiency electric furnace 11%
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Summary ‘takeaways’ and next steps fors
digital engagement in 2021 include . ..

» Leverage and build upon SVCE’s recognized role in the
community via outbound messaging, eHub

* Provide ongoing education re clean energy, electrification

» In digital messaging and offerings, address the varied
needs of different SEVI groups

» Review progress in follow-on survey

ATION

27
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