Green Mountam

What do
consumers
Want?



- The Problem
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1990 anthropogenic mercury emission in the US, excluding mobile sources, refineries, byproduct coke production, and
manufacturers of mercury and mercury compounds. [ Mercury Study Report, SAB Review Draft, EPA-452/R-96-001b. June 1996]



Green Mountain's Mission S

Silyiiat

+ Change the way electricity i1s made In
the United States by unleashing the
consumer demand for cleaner sources

of electricity

+ Educate customers on the impact renewable
energy sources can make

+ Provide the means for consumers to vote for
the environment with their checkbooks every
month




Green Mountain

‘Deregulation - .

SRerl.
Significant & Successful Companies from Monopoly Break Up
t TELEPHONE INDUSTRY UTILITY INDUSTRY
"5+ $70B Market Size + $200B Market Size
+ Federally Regulated +  State Regulated
+ No Product + Product Differentiation
Differentiation by Generation Source

i MCI WORLDCOM



Switching Activity - B

SRemr,
California Pennsylvania
+ started April, 1998 + Started January, 1999
+ 90% eligible to switch :+ 67% (2/3) eligible to
switch
.' . 100,000 switched + 400,000 switched
| (represents 1% of (represents 15% of state;
state) 5% switched by first day)

. over 50% chose a + 30% chose a green
green provider provider
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: Pr_iori'ty 1= Price Corhp'.etit__ion' Green Mountain
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Retail price to compare in PA provides for real competition.
Wholesale price to compare in CA means few switchers.

1998 Residential Switchers: CA v. PA
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Green Mountain

reating a Vibrant Retail Market ™

‘ 1

. . drives suppliers into the market
W . drives customers to go shopping

Customers look for meaningful choice
with price as the basis



Pennsylvania Price to Compare
Many suppliers offer residential choices
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MetEd

Penelec

PennPower

Green Mountain
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PA Price to Beat

GME: Eco Smart

A GME: Enviro Blend

& GME: Nature's Choice

Allegheny Energy

@ DTE Edison
Exelon

¢ Mack

® Penn Power
Rhodes Energy
PGW
Total Gas & Electric
Touchstone

UGI Energy

® PG Energy Power Plus

@® Power Choice

A Worley & Obetz

- Columbia Energy

+ Conectiv Brown
Conectiv 50%

A Conectiv 100%

m Edison Source

ECAP Brown



 Other Challenges e
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+ Consumers don't know where electricity
comes from and what the impacts are

+ Consumer education is a massive undertaking

+ Intangible commodity and transport system
+ Unlike other consumer goods
+ Requires proof of claims

+ Consumer advocate resistance to
deregulation
+ Traditional view of deregulation’s impact
+ Loss of historical power base
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Other Challenges (con't) Green Mouniai
+ Regulatory and utility rules vary from state
to state

«  Limitations In certain renewable resources
+ Avallability and/or price

. + Conflicting viewpoints of what iIs green

+ Wide array of environmental advocates and
views

+ Consumer interest groups




Disclosure and | P

Green Mountain

Consumer Confidence | ey

+ Green-e: Certifying -~
Independent organization of Z

the retaill renewable energy
market

+ State disclosure requirements
+ Advertising claims verified
+ Environmental Organization Support



