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CSE Electric Vehicle (EV) Activities
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Vehicle Incentives

CVRP Rebates by Month

CSE has processed
more than:
101,000 vehicle rebates,

$214 million in
incentives
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. Program
Vehicle Category
B eev B PHEV 7 FeEV Cther
BEV Highway capable, four-wheeled, all-battery electric vehicle
PHEV Plug-in hybrid electric vehicle {powered by electricity and gasoline)
- i i \
Fuel-cell electric vehicle ‘\ Center for
Non-highway, motorcycle, and commercial BEVs
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Eligible Vehicles and Rebates

CA: CVRP MA: MOR-EV

Hydrogen Fuel-Cell

Electric Vehicles $5,000 $2,500

Battery Electric

Vehicles (& i3 REX) $2,500 $2,500

Plug-in Hybrid $2.500 (>10kWh)
Electric Vehicles $1,500 $1,500
Neighborhood

Electric Vehicles $900

Zero-Emission

Motorcycles $900 $750
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Incentives Administration:

Market Transformation

A Siidnable Energy
 Operations e S

— process applications, issue checks, etc. Bl -
e Qutreach & Education

— consumers, fleets, dealerships, and others
* [nitiatives

— Program & Market Transparency

* online, interactive market statistics, map,
and consumer-survey results

* program analysis

— Equity
» developing markets
 disadvantaged communities
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Dealer Outreach & Education: Webinars

* Periodic general webinars Outline

 Brand-specific webinars as —
added tO the prog ram * Program Funding

— reached >500 known dealership

* Program Eligibility
» Application Process "

e m p I OyeeS Additional Incentives
* method limits tracking per site and
Ove ra” o Individual, business, nonprofit or government entity
based in California or has a California based affiliate

Purchase or lease a NEW eligible vehicle

 Content: Q
— incentive overview & updates
— how to sell more EVs:

» consumer survey feedback g e .
* top three services $w =,
* other incentives .
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charging, etc. e = m 1
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Dealer Outreach & Education: Direct

OEM- / dealer-association- i1t
sponsored group training
* Direct dealership outreach

Plug-in Electric

* 1-on-1inquiry support Vehicle Benefits N
* Dealership outreach , 7
brochure and EV marketing [, ' i
materials T
— Incentives
— Utility rates

 Tracking

Learn more about the

advantages of driving electric:

DRIVE CLEAN & SAVE! |

Check out the
savings today!

: DRIVE CLEAN & SAVE!




Dealer Engagement: Ride and Drives

* Experience Electric Campaign by
Metropolitan Transit Commission

4,250 test drives

21 events around the San Francisco

Bay Area

extensive dealer participation

* preliminary feedback indicates
high-quality consumer

£\

experience eleclric

#TheBetterRide

engagement and higher-than-
average sales conversion rate

oo’
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Multi-State Dealer Resources
http://energycenter.org/cvrp http://mor-ev.org
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Market Data Transparency: Rebate Dashboards

VRP Rebates by Mont T

PHEV | Plug-in hybrid electric vehicle (electricity and gasoling)
FCEV | Fuel-cell electric vehicle
Other | Non-highway, motorcycle, and commercial BEVs
b and Rebate Funding Issued and
Reserved to Date - Life of Project

Rebates Funding
BEV 55,178 141,811,265
PHEV 43,113 64,638,201
FCEV 96 402,500
Other 512 1,440,450
‘Grand Total 98,901 208,292 416

A

&) CLEAN VEHICLE
%,¥ REBATE PROJECT™
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Filter by Application Date ‘[AIIJ—
March 18, 2010 (] [ march 31, 2015
Vehicle Category Rebates Issued and Reserved to
[ k= Wriey D FcEv otner eev [ ss-=x
o | - =
BEV Highway capable, four-wheeled, all-battery electric vehicle

FCEV 0.1%

Other  0.5%

0% 10%  20% 30%  40%  50%

Percent of Filtered Total Rebates

Rebates and Rebate Funding Issued
and Reserved to Date — Filtered

60%

Rebates Funding
BEV 55,178 3141,811,265
PHEV 43,115 564,638,201
FCEV 96 5402,500
Other 512 51,440,450
Filtered Total 98,901 5208,292,416

California_Environmemal Protection Agancy

@® Air Resources Board

Data is il

Last

March 31, 2015 |

wehicle-rebate-project/rebate-statistics

Please cite use of these data and images: Center for Sustainable Energy (2015). California Air Resources Board Clean Vehicle Rebate
Project, Rebate Statistics. Data last updated March 31, 2015. Retrieved [insert date retrieved] from hitp://energycenter.org/clean—

Stats Page
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June 2014 July 2014 August Septembe October November December January February March
2014 r2014 2014 2014 2014 2015 2015 2015
|Voh|clo Category: W BEV W PHEV+ W PHEV

Rebates by Vehicle Category Top EV Retailers by Rebates

Have or Plan to Install
66.5%

Dealer or Store City

Tesla Motors Inc. Natick
Smart Center Boston Somerville
Quirk Chevrolet- Braintree Braintree
Flagship Motorcars Lynnfield
Marlboro Nissan Mariberough
Country Nissan Hadley
Acton Ford Acton

Kelly Nissan Lynnfield
Commonwealth Nissan Lawrence
Clay Nissan Norwood
BMW of Sudbury Sudbury
Clay Nissan of Newton Newton
Herb Connolly Chevrolet  Framingham
Muzi Motors Inc. Needham
Marcotte Ford Hoelyoke
Central Chevrolet West Springfield
Herb Chambers BMW Boston
Colonial Chevrolet Acten

Data is updated semi-monthly. Last updated: March 4, 2015

Filter by:

Applicant: County
[ an) |

Zip Code

Application Received Date
June 2014 March 2015

Rebates by

Nissan
Chevrolet
Ford
Tesla
Smart
BMW
Volkswagen
Mercedes-Benz 17
Toyota 8
Cadillac 7
Honda 3
2
1

Mitsubishi
Porsche

BEV 440
PHEV+ 183
PHEV 96
Grand Total 689
BEV $1,100,000
PHEV+ $382,500
PHEV $144,000
Grand Total $1,626,500
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Market Data Transparency: Interactive Maps

Display Map Layer: Total Rebates per Vehicle Category: (h:llae%il.;egxgates). Stats Page = Map by Zip | Map by County
O uiity O Air District O County & Zip Code || 60000 [Jo Wer-127 Application Received Date Vehicle Category ~ Vehicle Make Zip Code
Transparency: 50000 s I 128-200 June 2014 March 2015 [ (Al v | [(an +] |
40000
36% @ 5566 Ms-13 Il 201 - 10000 G 2

Zip Code: 20000 D 14-23 Manchester
Total Vehicle Rebates: 95579 10000 D 24-34 + H o
Total Rebate Dollars: $200.730.465.00 0 D 35-48 s

o [[]49-65

Mo []ss-86
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To pan: Click and hold the left mouse button until a hand icon appears to move your view of the map; or hold down the the "Shift"
key.
50 km
40/mi’
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Dealer Resources: Funding Availability

Real-Time Funding Status for the Clean Vehicle Rebate Project| | Fiscal Year 2014-2015

Rebates Issued $1,489,500
Fiscal Year 2014-2015 Currently Reserved $181,000
Remaining Funds $189,500
Rebates Issued and Reserved $55,239,219

Remaining Funds $54,361,605

CVRP Funds (FY 2014-2015)

[l Remaining $ 54,361.605 [} Issued & Reserved $ 55,239,219

MOR-EV Funds (FY 2014-2015)

[l Remaining $ 189,500 Issued & Reserved $ 1,670,500

50%

Since Program Began 10%
Rebates Issued $184,447,983
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Dealer Resources: Consumer Survey Data

Demographics = PEV Electricity Rates | Dealership Experience | Decision Factors | Information Channels | >

* All applicants invited to

Filter Vehicle Type Filter Purchase/Lease Select an area on the map to filter. Hold the Ctrl key and

® (Al © (Al click areas on the map with your mouse to select multiple ta ke a S u rve
BV Oewchase
Ev

PHEV O lease
L] L]
Filter facturd = W Bay Area Y °
o J OpPICS INClude:
Ci | Coast
Select Demographics i} M Central Coas
I Central Sierras ° °
e | E * purchase motivations
W Northern California
Responses over Time by Purchase/Lease Date M 5an Diego

and enablers
» dealership

z experience,
* utility rate awareness
. * demographics
* CVRP responses updated
monthly on an interactive
dashboard for easy use
5 * >15,000 CVRP responses

* Weighting (internal)

California Environmental Protection Agency & Tenteritor
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Consumer Survey: Dealership Experience

= Demographics | PEV Electricity Rates | Dealership Experience || Decision Factors | Information Channels | >

Fi Ite rS: Dealership Fxnerience

Filter Vehicle Type Filter Purchase/Lease Filter by Geographic Area
T alFbattery (BEVI VS, plug-n hybrid| [+~ T '
d atter VS. PIug-in Il e
PHEV Lease Survey respondents
(PHEV)
Filter Manufacturer
[ cany - 16,212
. h I
u rC a Se VS. ea S e Dealership/showroom knowledge and perceived value
Select an area of dealership knowledge I Electricity rates v I

How valuable is access to a knowledgeable dealer or

e manufacturer
o re q i o n “Blectricty rates?” salesperson (as ::Ep:;:g; t:u'::::; sourcas) about:
Topics:

 How valuable is dealer knowledge
of various EV-related topics?

 How knowledgeable was your
dealer?

ow valuable are various EV-
related services?

 Which services were offered?

How knowledgeable was the dealership/showroom about

12%| Very valuable 34%

22%| Valuable . 38%

Knowledgeable

Unsure 26%| Unsure 13%

Nat very knowledgeable 15%| Not very valuable 1%

Not at all knowledgeable 9% Not at all valuable 5%

Did not discuss 17%

"No answar” has been excluded from these graphs.

Select dealership/showrocom service: [ The ption to rent befare acquiring

How valuable is "The option to rent before acquiring” from
the dealership/showroom?

Wery valuable . 26%

Yes
Valuab 0% % No answer
‘aluable 26

Was the service offered?

Unsure 16%

No
Not very 5% 47% Don't recall
valuable 8%
Not at all 7%
valuable

To exclude "No answer,” hover over the light blug portien of the pie chart and
“Furtuia® Te rasst tha flars Airk sha A 2t tha

ha rasiars b

™
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Findings/Emerging Lessons
Dealerships and EVs
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Consumers: Value of Knowledge vs.

Actual Dealer Knowledge

|
s
|
o
o
o
——

Vehicle performance

Gov. financial incentives

Non-financial incentives

Home charging

Total cost of ownership

App assistance

Away-from-home charging

Electricity rates

0% 20% 40% 60% 80% 100%
H Valuable or very valuable Knowledgeable or very knowledgeable
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Where do consumers think dealer knowledge falls short?

e —

Vehicle performance

Gov. financial incentives

Non-financial incentives

Home charging

Total cost of ownership

App assistance

Away-from-home charging

Electricity rates

0% 20% 40% 60% 80% 100%
H Valuable or very valuable Knowledgeable or very knowledgeable
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Value of Dealer Knowledge by Vehicle Type

In California:

PHEV consumers more
frequently value knowledge
about non-financial
incentives (e.q., carpool-
lane stickers)

BEV consumers more
frequently value knowledge
about charging (home and
away)

Non-financial
incentives

Home charging

Total cost of
ownership

Away-from-home
charging

m PHEV m BEV

0% 20% 40% 60% 80% 100%
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How does dealer knowledge vary by vehicle type?

California consumers o
Non-financial
more frequently rate: incentives

e PHEV
about

Home charging

non-financial

incentives
° BEV Total cost of ownership
about
charging and TCO Away-from-home
charging
m PHEV m BEV | |
0% 20% 40% 60% 80%
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Consumers: Value of Services vs.

Actual Dealer Services Offered

Tax/rebate application assistance

Access to a PEV specialist

Facilitating EVSE installation

App assistance

HOV lane access at purchase

Enrollment in a charging network

Tutorials/workshops _

Option to rent before acquiring

Reduced cost rental / car share

0% 10% 20% 30% 40% 50% 60% 70% 80%
® Valuable or very valuable = Service was offered
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What services would consumers like to see dealers offer?

Tax/rebate application assistance

Access to a PEV specialist

Facilitating EVSE installation

App assistance

HOV lane access at purchase

I

Tutorials/workshops

Option to rent before acquiring

Reduced cost rental / car share

0% 10% 20% 30% 40% 50% 60% 70% 80%
® Valuable or very valuable = Service was offered
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How do dealer services offered vary by vehicle type?

California consumers
more frequently rate:

PHEV
carpool
sticker assistance

BEV

tax/rebate
assistance, access to
a PEV specialist, and
charging installation
facilitation

Tax/rebate
application assistance

Access to a PEV
specialist

Facilitating EVSE
installation

HOV lane access at
purchase

m PHEV m BEV

0%

5% 10% 15% 20% 25% 30%
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March 2015

Other Research Efforts <

* Eric Cahill, Jamie Davies-Shawhyde and Tom
Turrentine

e “New Car Dealers and Retail Innovation in

California’s Plug-In Electric Vehicle Market”

— http://www.its.ucdavis.edu/research/publications/publication-
detail/?pub_id=2353
— http://phev.ucdavis.edu/project/dealer-study

UCDAVIS

PLUG-IN HYBRID & ELECTRIC VEHICLE RESEARCH CENTER
of the Institute of Transportation Studies

: Center for
February 2015 ’4\‘,\/ Su;tainable Energy”




Dealer success strategies:

PEV Specialists (canill et al)

* PEV specialists on overlapping shifts
— ldeally seasoned, tech-savvy salespeople, PEV fans

— Concentrating efforts reinforces learning and
retention
* See PEV customers more frequently

— Experience driving what they sell through ownership
or demonstration loaners
e Speeds learning and helps them communicate the value

— Participate in online user groups

* Add specialists as demand grows

Y. Center for
~%..7" Sustainable Energy”
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Dealer success strategies:

On the Lot (cahill et al)

). >4 g

Co-locate PEVs w/solar canopies & chargers

Maintain drive-ready PEVs
— Option for extended test drive?

Pre-apply carpool stickers

[Offer services identified as valuable by the
survey—see above]
Convey total monthly savings

— Consistent with CVRP survey findings that indicate
fuel-cost savings are the most frequent primary
motivation for PEV purchase/lease

Stock materials, equipment for delivery process

%
A\ Centerfor
N\

Center f
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Dealer success strategies:

Community Engagement (cahilletal)

* Lead generation through:
— Participation in online user groups
— Engaging local EV clubs

 Source of enthusiastic volunteers for low-pressure
sales events

* Target corporate & university campuses with
ride & drive events and special deals

— Consistent with CSE's Experience Electric
campaign findings

enter for

/I Cent
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Sales cycle and attention to delivery

Purchase Transaction: Average Time Spent by Customer at the Retail Facility

M Selecting your vehicle B Negotiating your deal E Wait time before F&I
M Finance & Insurance ("F&I") B Wait time before delivery D Taking delivery
Conventional
Buyer 70 52 41 39 27 27
(non-premium)
Fitigm s 66 48 36* 40 23* 29*
(non-premium)
Conventional
Buyer 76 a8 33 37 26 36
(premium)
Plug-in Buyer 55T ¢l 1 1 45*
(premium)
0 30 60 90 120 150 180 210 240 270

Time Spent by Customer at the Retail Facility (minutes)

Source: 2013 Sales Satisfaction Index (SSI) Study, JD Power & Associates

! ,. -~ *Denotes significant difference from conventional buyers at the 95% confidence level 27
i1 (N'=19.274)
/1\ Center for
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Dealer success strategies:

Delivery & post-sale support ‘

Demonstrate PEV-specific features at delivery

Pre-configure in-vehicle PEV software and
smartphone apps (e.g. Plugshare, ChargePoint)

Enroll & issue charging network cards at delivery
Take-away materials and resources for PEV buyers
Provide publicly accessible chargers/fast chargers
“No charge to charge” program

Stock home charging equipment in service lobby
Partner w/ local electricians for home EVSE installs
Loaner program for access to conventional vehicles

18
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* As part of its design & administration of incentive
programs, CSE conducts various forms of dealer

engagement:

— webinars, direct outreach, marketing collateral, & ride-n-drive
collaboration

— lessons emerging, more metrics/tracking needed & being deployed

* Early experiences

— integration into OEM- / dealer-association-sponsored trainings
amongst the most effective

— ride-n-drive initiatives creating high-value consumer interactions

e Various resources inform dealers & dealer

engagement

— market data & maps, funding tickers, consumer survey

\
N\ Centerfor )
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Summary (cont)

* Broad knowledge & service gaps

— monetary & non-monetary incentives, home charging, and
TCO/ownership costs

— dealers are increasingly important to communicating and assisting
with incentives, despite discomfort on several fronts
* High dealer turnover & market evolution means sustained
and consistent efforts are needed
— reqgular webinars, model-specific content development & delivery

* Emerging research & policy activity addressing and
impacting dealers

\
M\ Center for .
~%.% Sustainable Energy




Recommendations

Policies
* CSE exploring direct-to-dealer incentive design

* Desirable features to prevent rebate clogs:

— Pre-fund program each FY rather than accumulate and
disburse

— Create contingency fund to minimize wait-listing, other
disruptions

 Used-PEV incentives?
Resources:

* CSE has advocated for and developed a suite of
informational resources (as illustrated previously)

« Continuing opportunities to provide better, tailored,
authoritative, centralized databases/sources of
information on incentives and other topics

‘}\ Center for
~=.% Sustainable Energy”
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