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Developing corporate Developing corporate 
markets for 1,000 MW of markets for 1,000 MW of 
new, costnew, cost--competitive competitive 
green power by 2010green power by 2010

Alcoa Inc.Alcoa Inc. Cargill Dow LLCCargill Dow LLC Delphi CorporationDelphi Corporation DuPontDuPont GMGM

IBMIBM InterfaceInterface Johnson & JohnsonJohnson & Johnson Kinko’sKinko’s Pitney BowesPitney Bowes

The Green Power Market Development GroupThe Green Power Market Development Group

Courtesy Austin Energy and Cielo Wind Power



Types of green power Group is pursuingTypes of green power Group is pursuing

  SourcesSources
•• Solar (photovoltaics)Solar (photovoltaics)
•• WindWind
•• Lfg (direct use, electricity)Lfg (direct use, electricity)
•• BiomassBiomass
•• GeothermalGeothermal

  ProductsProducts
•• Retail from gridRetail from grid
•• OnOn--site generationsite generation

EXAMPLES



First steps in the marketplaceFirst steps in the marketplace

June 2002:  Four June 2002:  Four 
members announce members announce 
purchase of green purchase of green 
power and development power and development 
of green power projectsof green power projects

•• 55 corporate facilities55 corporate facilities
•• 12 states12 states
•• 15 MW (enough energy to 15 MW (enough energy to 

power over 11,000 homes)power over 11,000 homes)
•• Wind, landfill gas, solar, Wind, landfill gas, solar, 

geothermalgeothermal
•• GridGrid--based and onbased and on--site site 

generationgeneration
Courtesy Johnson & Johnson
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Why corporations buy green power:  Why corporations buy green power:  
Traditional caseTraditional case

•• Enhance customer relations:  “Green image”Enhance customer relations:  “Green image”

•• Strengthen other stakeholder relationshipsStrengthen other stakeholder relationships
–– EmployeesEmployees
–– ShareholdersShareholders
–– Local communityLocal community
–– State & federal regulatorsState & federal regulators

•• Meet corporate environmental goalsMeet corporate environmental goals
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Going beyond PRGoing beyond PR

•• Stabilize corporate energy costsStabilize corporate energy costs
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Why corporations buy green power:  Why corporations buy green power:  
Going beyond PRGoing beyond PR

•• Stabilize corporate energy costsStabilize corporate energy costs

•• Hedge against uncertainty of Hedge against uncertainty of 
future environmental regulationsfuture environmental regulations

•• Capture benefits of onCapture benefits of on--site site 
generationgeneration
–– PeakPeak--shavingshaving
–– Backup & uninterruptible Backup & uninterruptible 

powerpower
Courtesy Johnson & Johnson



Challenges for corporate green power Challenges for corporate green power 
procurementprocurement

•• Cost of renewable powerCost of renewable power

•• Many companies unable to pay price Many companies unable to pay price 
premiumpremium

•• Many existing green power products Many existing green power products 
not tailored to needs of commercial not tailored to needs of commercial 
and industrial energy usersand industrial energy users
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Addressing these challengesAddressing these challenges

•• Pursue value propositions beyond PR, e.g.,Pursue value propositions beyond PR, e.g.,
–– Hedge against fluctuating fossil fuel Hedge against fluctuating fossil fuel 

pricesprices
–– Power reliabilityPower reliability

•• Develop innovative products and servicesDevelop innovative products and services

•• Partner in “nonPartner in “non--traditional” procurement traditional” procurement 
strategiesstrategies



Green Green 
power power 

generatorgenerator

Retail Retail 
electric electric 
suppliersupplier

Industrial or Industrial or 
commercial commercial 

customercustomer

Flow of moneyFlow of money
Flow of electricityFlow of electricity

LiquidLiquid
spot powerspot power

marketmarket

Customer signs contract for Customer signs contract for 
differences with green power differences with green power 

generator (A)generator (A)

Customer signs contract for Customer signs contract for 
physical supply with retail physical supply with retail 

electric supplier based on spot electric supplier based on spot 
market price (B)market price (B)

Other Other 
power power 

generatorsgenerators

$40/MWh$40/MWh($15/MWh)($15/MWh)$25/MWh$25/MWh$40/MWh$40/MWh

$40/MWh$40/MWh$15/MWh$15/MWh$55/MWh$55/MWh$40/MWh$40/MWh

Net cost to customerNet cost to customer
Customer receives Customer receives 
(pays) generator(pays) generatorCurrent spot priceCurrent spot price

Contract for Contract for 
differencesdifferences

(A)(A)

(B)(B)

Figure 2

Contract for differencesContract for differences
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