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10th Year Anniversary ð The Journey up the Mountain  
 
This year, Green Mountain Energy Company celebrates its 10 year anniversary, marking us as a renewable energy 

pioneer and the longest serving green power marketer in the United States. 

 

When I joined the company over seven years ago, it was based in an old airplane hangar in the Green Mountains of 

Vermont. We operated in the newly developed deregulated electricity markets of California, Pennsylvania and New 

Jersey and were building some of the first solar and wind facilities as a result of our customersô demand for 

renewable energy products.  Today, I am proud to report that Green Mountain is the leading provider of cleaner 

energy and carbon offset solutions in the United States and has served over 1.5 million customers as part of the 

companyôs mission to change the way power is made.  

Like any ascent up a mountain trail, our history has been marked with ups and downs, both of which you will learn 

more about throughout this report.  As a company we have had to be creative and constructive and rely on our 

instincts to move forward at times when it seemed like the trail had disappeared. We are confident that our 

participation in the renewable energy market has played a key role in the movement to make the green power market 

more mainstream. Since 2000, the amount of renewable energy capacity serving green power markets has increased 

approximately 20-fold and weôve grown by offering residential and business customers an easy way to purchase 

cleaner, competitively priced electricity and carbon offset products, and by remaining passionate about providing 

cleaner energy solutions. 

 

There is no doubt that much of our success is due to the fact that we run our business with a strong commitment to 

environmental stewardship. By practicing the same principles that we ask of our customers, Green Mountain proves 

that a corporation can be both profit oriented and environmentally sound. These core values were integrated into the 

organization from the top down since its very inception 10 years ago and differentiate us from our competitors in both 

the energy and carbon offset sectors. As a result, we are positioned for the future as a strong and trustworthy national 

brand for cleaner energy products and carbon offset solutions. 

We often talk about our environmental achievements and products; however as a for-profit business our financial 

achievements should not be ignored.  Most notably, we achieved the milestone of cash flow positive in 2006 proving 

that an environmental products company can operate successfully in todayôs economy. Looking forward to the future, 

we expect to continue on our path of profitability, proving that a for profit company can do good for the environment 

and simultaneously be self sustaining and profitable. With the recent media attention on climate change and related 

effects of energy consumption and its impacts, we believe that the market for renewable energy products and carbon 

offset solutions will continue to skyrocket.  We are proud to have been one of the earliest participants in this market 

and look forward to a successful future. 

Sincerely, 

 

Paul Thomas 

Chief Executive Officer, Green Mountain Energy Company 

 

 

W e l c o m e  
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Company Overview  

Green Mountain Energy Company is the nationôs leading 
retail provider of cleaner energy and carbon offset 
solutions. Green Mountain offers residential, business, 
institutional and governmental customers an easy way to 
purchase cleaner, affordable electricity products, as well 
as the opportunity to offset their carbon footprint.  
 
Headquartered in Austin, Texas, Green Mountain Energy 
Company began in Vermont in 1997 with a simple idea: 
Use the power of consumer choice to change the way 
power is made.  We have done that by helping make possible 35 new renewable facilities over 
the last ten years, as well as selling more than 33 billion kilowatt-hours of cleaner energy to our 
customers. 

Green Mountain at  a  Glance:  

Green Mountainôs electricity service area 
covers Texas, Oregon, Florida, New York, 
Pennsylvania, and New Jersey. Additionally, 
our new carbon offset division BeGreen allows 
customers to purchase renewable energy 
credits, carbon offsets, and eco-products 
nationally. 

 

 

 

Our Leadership  

Growing an energy company takes more than just a good 
idea. It takes strong leaders. Green Mountainôs leadership 
from our board of directors, environmental advisory board, 
and management team provides the direction and vision 
necessary for the next ten years.  Please visit the links below 
to learn more about our leadership team. 

 

 

 

 

 

Contact Information:  

 
Gillan Taddune 
Chief Environmental Officer 
gillan.taddune@greenmountain.com 
 
Green Mountain Energy Company 
300 W. 6

th
 St., Suite 900 

Austin, TX 78701 

 

 

Management Team  

 Chief Executive Officer and 
President 

 Chief Financial Officer and 
Treasurer 

 Chief Legal Officer 

 Senior Vice President of 
Residential Services 

 Senior Vice President, 
Supply 

 Chief Environmental Officer 

 President of Commercial 
Services 

 

Board  

of  

Directors  

Environmental  

Advisory  

Board  

National Renewable Energy Credits & 

Carbon Offsets 

Direct Access to residential 

and commercial customers 

mailto:gillan.taddune@greenmountain.com
http://www.greenmountainenergy.com/about/management_team.shtml
http://www.greenmountainenergy.com/about/board.shtml
http://www.greenmountainenergy.com/about/board.shtml
http://www.greenmountainenergy.com/about/board.shtml
http://www.greenmountainenergy.com/about/eab.shtml
http://www.greenmountainenergy.com/about/eab.shtml
http://www.greenmountainenergy.com/about/eab.shtml
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Our Facilities  

By providing financial support in the early stages of the planning process, Green Mountain has 
helped support 35 new facilities since 1997.  The facilities range from small solar installations at 
schools and museums to large scale wind farms.   
 
Nov. 2007 ð Green Mountain Energy Solar at the Ronald McDonald House ð Austin, Texas The 
10.8 kW solar array is the first to go on a Ronald McDonald House, supported by the Big Texas Sun Club®. 
 
Dec. 2005 ð Green Mountain Energy Solar at The Heard Museum ð McKinney, Texas This 6 kW 
solar array is one of the most recent solar projects that Green Mountain Energy Company has created. It 
was supported, in part, by the Big Texas Sun Club®. 
 
Dec. 2003 ð Green Mountain Energy Wind Farm at Brazos ð Borden & Scurry Counties, Texas 
The 160-MW wind farm in West Texas is tied for second largest in the state of Texas and one of the top 
10 nationwide. The Green Mountain Energy Wind Farm at Brazos is also the first and largest wind farm built 
since Texans were given the option to choose their Retail Electric Provider in January 2002.  
 
Nov. 2003 ð The AMP-Ohio/Green Mountain Energy Wind Farm ð Bowling Green, Ohio The first 
utility-scale wind farm in the state of Ohio, this wind farm originally consisted of two 1.8 MW wind turbines, 
the largest east of the Rockies. The capacity was doubled in 2004 when two more turbines were added.  
 
June 2002 ð Green Mountain Energy Solar at The Discovery Museum ð Bridgeport , Conn. This 
facility, one of the largest in Connecticut, is a commercial scale, 19-kW solar array with 198 panels 
installed at ground level near the Discovery Museum's parking lot.  
 
June 2002 ð Green Mountain Energy Solar at Upper Kirby District ð Houston, Texas This facility, 
one of the largest in Houston, is a commercial scale, 43-kW solar array with 440 panels located on top of 
the Upper Kirby District Foundation building. The facility was constructed, in part, due to the support of Big 

Texas Sun Club® members.  
 
May 2002 ð Green Mountain Energy Solar at The Winston School ð Dallas, Texas This commercial 

Environmental 

Organization Chart  

Green Ambassadors  

Employee Commuting Policy  

Employee CO 2 Offset Policy  

 

Environmental Advisory 

Board  

Environmental 

Affairs Intern  

Environmental 

Affairs Manager  

Chief Environmental  

Officer  

Green Mountain CEO  

Board of Directors  

http://www.greenmountainenergy.com/texas/btsc.shtml
http://www.greenmountainenergy.com/texas/btsc.shtml
http://www.greenmountainenergy.com/texas/brazos_windfarm.shtml
http://www.greenmountainenergy.com/texas/btsc.shtml
http://www.greenmountainenergy.com/texas/btsc.shtml
http://www.greenmountainenergy.com/texas/btsc.shtml
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scale, 58-kW facility, consisting of 594 solar panels, is the largest solar array in Dallas. The facility also 
serves as a learning tool for the students at The Winston School and was constructed, in part, due to the 
support of Big Texas Sun Club® members.  
 
May 2002 ð Green Mountain Energy Solar at Lake Farm Park ð Kirtland, Ohio This ground-
mounted facility is a commercial scale, 26-kW solar array comprised of 264 solar panels. The array also 
serves as a solar education opportunity for visitors to Lake Earmarking Kirtland, Ohio. 
 
May 2002 ð Green Mountain Energy Solar at Southern New Jersey ð Deptford, N.J. This 52-kW 
system consists of 1,330 solar panels.  
 
Feb. 2001 ð Green Mountain Energy Solar at Pittsburgh ð Pittsburgh, Penn. This 30-kW system is 
comprised of 175 solar electric panels installed on top of the IKEA store in Robinson Towne Centre. 
 
Dec. 2000 ð Green Mountain Energy Solar at Berkeley ð Berkeley, Calif. This 100-kW facility has 
924 panels and, when completed, was the largest photovoltaic solar array in the San Francisco Bay area.  
 
May 2000 ð Green Mountain Energy Wind Farm at Garrett, Penn. ð Garrett, Penn. The companyôs 
first commercial wind farm (also a first for Pennsylvania) consists of eight, 187-foot high wind turbines. 
The wind farm is 10.4 megawatts (MW) in size.  
 
Sept. 1999 ð Green Mountain Energy Solar 2000 Mendocino ð Hopland, Calif. This 106-kW facility 
is comprised of 1200 photovoltaic panels.  
 
Apr. 1999 ð Green Mountain Energy BJôs Solar ð Conshohoken, Penn.  
This 50-kilowatt (kW) facility, located on the roof of BJôs Wholesale Club, was the largest solar generation 
facility in Pennsylvania when built. 

Big Texas Sun Club® 
2005 ð Lake Sheldon (6 kW) ð Houston, Texas 
2005 ð Dallas Habitat for Humanity (1.2 kW) ð Dallas, Texas 
2004 ð Dallas ISD Environmental Education Center (1 kW) ð Dallas, Texas 
2003 ð Houston Habitat for Humanity (1.2 kW) ð Houston, Texas 
2003 ð Seabrook Intermediate School (1kW) ð Seabrook, Texas 
2003 ð Alvin High School (1kW) ð Alvin, Texas 
 
SunSmart Schools  
2007 ð M.A.S.T. Academy (2 kW) ð Miami, Florida 
2007 ð South Miami Senior High (2 kW) ð Miami, Florida 
2007 ð Palm City Elementary School (2 kW) ð Palm City, Florida  
2007 ð Edgewood Jr./Sr, High School (2 kW) ð Merritt Island, Florida 
 
Solar Powered Schools Program 
2004 ð Park Elementary (1 kW) Geauga County, Ohio  
2003 ð Stanton Middle School (1 kW) Portage County, Ohio 
2003 ð Franklin Elementary (1 kW) Lorain County, Ohio 
2003 ð Ledgeview Elementary (1 kW) Summit County, Ohio 
2003 ð Chambers Elementary (1 kW) Cuyahoga County, Ohio 
2003 ð C R Towslee Elementary (1 kW) Medina County, Ohio 
2003 ð Longfellow Elementary (1 kW) Lake County, Ohio 
2003 ð Jefferson Elementary (1 kW) Ashtabula County, Ohio 
2000 ð East Lake High School (2 kW) ð Chula Vista, California 
1999 ð Cabot School (2 kW) ð Cabot, Vermont 
1999 ð Vermont Commons School (2 kW) ð Burlington, Vermont 

http://www.greenmountainenergy.com/texas/btsc.shtml
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Typically, our annual environmental reports focus on just the past yearôs performance and 
metrics. However, with the celebration of our 10 year anniversary, 2007 has been a year of 
reflection within the company. We have therefore decided to combine our 2006 and 2007 
reporting years so that we can more comprehensively assess our corporate performance over 
this new ten year milestone.  

The market for renewable energy and green consumer products has 
in many ways evolved in parallel to our company, making the 
learning processes and successes and failures even more varied 
than if we had been in an established industry. We began our 
journey up the mountain with the mission to ñChange the Way 
Power is Madeò and while a lot of things may have changed along 
the way, we remain true to that goal. Itôs clear from the recent 
consumer and business interest in renewable energy and carbon 
offset products that while we are still going to be leaping over 
crevasses or building bridges, we will also certainly get a chance to 
start enjoying the view. 

Green Before Green Was Mainstream  

Green Mountain Energy Company helped create the renewable 
energy industry during the past 10 years as markets opened to 
electric competition, and consumers and businesses began making 
the environment a top priority. The company: 

 Launched the nationôs first retail renewable energy 
product in 1997, in California, the first state to deregulate 
its electricity market. 

 Became the first renewable energy provider in Texas in 
2001, and the first retail electric provider to help build a 
wind farm in the state since Texans were given the 
option to choose electricity providers. Today the wind 
farm is the fifth largest in the state and the 10th largest in 

Section   

1 
 

The Journey Up the Mountain:  

Lessons in green product marketing  
 

Green Mountain 
Energy Company  

Milestones 

1997 ï Signed up first Green 

Mountain customer in California. 

1999 ï First  Green Mountain 

Energy solar and wind generation 
projects built in Pennsylvania. 

2001 ï Became first renewable 

electricity service provider in 
Texas. 

2002 ï Began providing 

renewable electricity service in 
Oregon through a partnership with 
Portland General Electric (PGE). 

2004 ï Launched green pricing 

program with Florida Power & Light 
and began offering cleaner 
electricity solutions to Texas 
commercial customers. 

2006 ï Established 

BeGreenNow.com to provide 
customers with carbon offset 
solutions and eMission Solutions to 
help commercial clients improve 
their environmental position. 

2007 ï Green Mountainôs 10 year 

anniversary! 
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the nation. Green Mountain Energy Company is Texasô only electricity provider 
dedicated to cleaner energy. 

 Helped create what is currently the nationôs largest residential utility green pricing 
program in 2002 with Portland General Electric (PGE), delivering the sales, 
marketing and supply services to provide renewable energy products to PGEôs 
customers. The program was the top ranked green power program in residential 
sales in 2007. 

 Began partnering with the nationôs largest utility, Florida Power & Light (FPL), in 
2004 to offer a green pricing program. The program currently ranks as one of the 
nationôs top green pricing programs. 

 Launched BeGreenNow.com in 2006 and 2007, an online carbon calculator and 
suite of eco friendly products for individuals interested in measuring and offsetting 
their carbon footprints. 

 

Marketing Case Study: Changing a pproach es to educating 

the public on electricity choice and the environment  
As several new green products and services are introduced into the market each day, Green 
Mountain stands as an organization that has in many ways paved the way for these companies. 
Ten years ago the average person on the street knew very little about how their electricity was 
made and the impact it had on the environment.  They didnôt connect environmental issues like 
air pollution to making electricity from fossil fuels. Most had never heard about electricity choice 
or deregulation and when it was explained they were skeptical: ñIf I switch from my electricity 
provider, will I have the same reliability?ò As the first company in this market space, it was clear 
that we had a significant amount of consumer confidence issues to address. 

In the early years, we spent a significant portion of the companyôs time, energy and financial 
resources to educate consumers on the environmental problems created by burning fossil fuels 
to make electricity. This approach was based on the fact that most people did not realize the link 
between electricity production, fossil fuels, and carbon emissions. Educational events such as 
The ñKnow Your Power Festivalò, in Philadelphia, PA in 1998 are a perfect example of a 
grassroots event that we created to educate the newly deregulated Pennsylvania public on their 
power to choose different energy sources.  Over 60,000 people attended the one day rock 
festival that included powerful speeches from celebrity spokespeople. We learned from this 

óGreen Mountain Energy Company was a pioneer in the renewable energy market, 

and has helped make green power more accessible to consumers and businesses . 

The company has been a leader in the cleaner energy movement, giving more 

people a choice in where  their energy comes from." - Jan Hamrin,  former  president 

of the Center for Resource Solutions (CRS)  

CRS administers Green -e, a program that certifies renewable power products sold 

by marketers, utilities, and energy -service providers in wholesale and reta il markets . 

Like Green Mountain, CRS  is also celebrating its 10th anniversary this year.  
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experience that education had to be reinforced with innovative marketing and sales programs to 
motivate potential customers. In late 1999 our approach to marketing green products shifted to 
more traditional marketing that would reach a greater audience. Our marketing collateral 
became infused with lifestyle shots of families in natural settings and our messaging became 
focused on the value proposition that a purchase of renewable energy was ñhelping to make a 
difference for the environmentò. By bringing the marketing focus into the mainstream and 
continuing to stay true to our environmental roots we developed a trustworthy and approachable 
brand for renewable energy products. This shift in approach enabled us to acquire customers 
beyond the ñearly adoptersò and ñtree huggersò and to grow our business into the success that it 
is today, proving the case that environmental products can have mass appeal.  

 

During the past two years we have seen tremendous growth in awareness around global 
warming, carbon emissions, renewable energy, and tips for people wanting to make less of an 
impact on the environment. Mainstream publications such as Vanity Fair and Newsweek 
Magazine have dedicated entire issues to this subject and this has helped to more effectively 
distribute the enormous task of educating the public so that behavioral changes can be made. 
Today we find ourselves still taking on the responsibility to educate about renewable energy, 
global warming and carbon offsets.  We take note that the questions from consumers are 
getting increasingly more sophisticated. The discussion today has evolved to focus more on the 
mechanics of renewable energy technologies and other carbon offset technologies, product 
integrity, the methodologies underlying online carbon calculators, and third party certification 
programs.   

Visit our websites to learn more about how renewable energy and carbon offsets work: 

   

www.greenmountain.com          www.begreennow.com  

 

http://www.greenmountain.com/
http://www.begreennow.com/


P a g e  | 9 

 

 

Helping to Shape  the Legal  and Regulatory Landscape  

As the deregulated electricity markets have opened to competition, allowing businesses and 
individuals to choose their electricity provider throughout the U.S., Green Mountain has 
participated at the regulatory level to help develop rules and processes that support those 
markets. Our participation in Pennsylvania, New Jersey, Connecticut, California and Texas rules 
has been integral to the success of the company and has lifted barriers allowing consumers to 
choose their electricity providers in those states. Green Mountain has been a consistent 
advocate for market based solutions to environmental issues and has helped expand the market 
for renewables in deregulated states.  

Specifically in Texas, our early participation during the rule development process helped to pass 
SB 7, the legislation that not only supported electricity choice in Texas but also implemented a 
renewable portfolio standard (RPS), which set an aggressive goal for the installation of new 
renewable capacity in the state. This program has been hailed as one of the most successful 
programs in the United States, and Texas is now the nationôs leader in installed wind capacity.  

The success of the RPS and abundant supply of wind power has also led to the development of 
a robust voluntary market for RECs. This is important because it enables businesses and 
consumers the ability to purchase high quality renewable energy products from companies such 
as ours.  

We anticipate the success of the Texas renewable market to continue. In a recent report 
provided by the Texas Public Utility Commission there was over 9,000 MW of new wind power 
either announced or under construction. This is in addition to the 4,000 MW of installed capacity 
that has been completed since 1995. The combination of Texasôs strong public policy 
commitment to renewable energy combined with rigorous market based mechanisms for 
implementation promise to provide a paradigm that other states and countries have and will 
continue to look to as a model of success.  

Several key characteristics of the Texas RPS have led to its success:  

 The establishment of a tracking system which ensures credibility of the 
renewable energy credits that are being bought and sold in the Texas market 
place. 

 A clear definition of qualifying renewable energy sources 

 An abundant supply of class 4 and 5 wind sites in Texas 

 A requirement that only ñnewò renewable resources qualify to participate in 
the RPS. 
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Green Mountain Energy Company, the nationõs leading provider of cleaner 

energy and carbon offset solutions, is committed to continue innovating and 

adapting to the dynamic co nditions in these rapidly evolving and growing 

markets. The companyõs three-pronged business strategy positions Green 

Mountain to continue our leadership at the intersection of the renewable 

energy and carbon solutions industries.  

 

Product Overview  

1. Residen tial Electricity Sales  
Deregulated Markets - Green Mountain offers retail customers cleaner energy options 
in markets that are deregulated, providing customers the opportunity to choose their 
electricity provider and, consequently, to choose how their power is made. 
  
Utility Partnering - Green Mountain also partners with utilities in regulated markets to 
offer renewable energy products to their customers. Through these arrangements, 
Green Mountain provides the sales, marketing and supply services that are required to 
operate a ñgreen pricingò program. Green Mountainôs utility partners include Florida 
Power and Light (FPL), the largest utility in the country to offer a green pricing program, 
and Portland General Electric (PGE), who has the nationôs largest residential utility 
green pricing program. Green Mountain also participates in multi-supplier utility 
partnering programs in New York and New Jersey. 

 

Building a profitable 

business selling green 

p roducts  

 

 

 

 

A measurable impact  

 

 

A Measurable Impact  
 

Section  

2 
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2. Commercial Services (C&I)  
Green Mountain established the Commercial Services Division to provide cleaner energy 
products to Texas businesses looking for competitively priced, environmentally-friendly 
electricity products. Some of the C&I divisionôs notable customers include: the Hyatt 
Regency Dallas at Reunion and Hyatt Regency DFW International Airport, ClubCorp, 
FedEx Kinkoôs and REI.  
 

3. Carbon Offset Solutions  
eMission Solutions - Green Mountain is uniquely positioned to deliver innovative and 
cost effective carbon reduction solutions to commercial sector clients seeking to improve 
their environmental position. In addition to carbon offset products, the eMission Solutions 
division offers a comprehensive suite of services including assistance with voluntary 
emissions calculations, development of corporate sustainability initiatives and green 
branding and marketing strategy. 
 
BeGreenSM Carbon Offsets - For individuals, Green Mountain offers BeGreenSM  
Carbon Offsets, an easy way for consumers nationwide to reduce their impact on global 
warming. The innovative products offered through our web site (www.BeGreenNow.com) 
provide consumers with simple solutions to offset their carbon footprint and take steps 
towards becoming carbon neutral. 
 
Gifts of Green ï Green Mountain also sells Gift of Green cards through the 
BeGreenNow website, which consist of a card with a plantable seed ornament along 
with a native tree planted in an ecosystem restoration project.  Each tree planted 
absorbs CO2 over its lifetime and helps restore the ecosystem to its former state.  
Customers can choose between cilantro, chili pepper, and forget-me-not ornaments and 
send the cards directly to the recipient with a personalized message.   

 

Case Study: Discovery Channel Pro Cycling Team offsets 

carbon emissions with Green Mountain  

In 2007, the Discovery Channel Pro Cycling Team recorded a record-setting 
eighth Tour de France title and left behind a reduced carbon footprint with their 
ñgreenò commitment. The team partnered with Green Mountain on the project 
and offset 100% of the carbon dioxide (CO2) emissions created by race support 
vehicles, uniform production and website hosting.  Overall, the team offset a 
total of 89 metric tons of CO2 from vehicular usage and purchased 70 
Megawatt-hours of renewable energy credits to offset the production of racing 
uniforms and powering the teamôs website, www.thepaceline.com.   

To celebrate their green commitment, the cyclists wore special green accented 
jerseys, shown to the left.  The team also developed a reforestation program 
surrounding the Tour de France in which 30 trees were planted each time a 

Discovery Channel rider won a stage or wore a special classification jersey. The commitment resulted in 
780 total trees planted in Northern Californiaôs Mendocino Forest, a favorite training ground of Discovery 
rider Levi Leipheimer. 

file:///C:\Documents%20and%20Settings\Shared\MktgReview\Local%20Settings\Temporary%20Internet%20Files\Content.Outlook\ED6U4TC8\www.BeGreenNow.com
http://www.thepaceline.com/
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Entering the Carbon Offset Market  

With the creation of our BeGreenNow and eMission Solutions divisions, Green Mountain 
embarked on a new challenge of selling carbon offsets to individual and corporate consumers.  
Part of that challenge was educating people about how carbon offsets work to combat global 
warming.   

How do carbon offsets help the environment?  

Transparency in the sourcing and verification of our carbon offset products helps bolster 
consumer confidence in our environmental claims.  Green Mountain provides a full list of the 
different sources of our offsets, their locations, and the verification processes we use.  The 
following information is available to all BeGreen customers on our website BeGreenNow.com. 

Where does the m oney go?  

 

Locations of Green 

Mountainõs Carbon 

Offset Sources : 

 

As consumers make the positive choice to support carbon offsets made from sources like 
renewable energy projects, their purchases help add sources like wind, solar and biomass 
to the national power grid. As the demand increases for these cleaner energy sources, less 
of our electricity comes from limited and polluting fossil fuels. In addition to the desirable 
environmental benefits obtained through carbon offsets and green energy, supporting the 
move toward greater diversity in the fuels we use creates a more balanced and sustainable 
energy future. 

 

When customers calculate and purchase BeGreen Carbon Offsets, their purchase is used 
in one of three ways:  

 Buying renewable energy credits (RECs) from solar, wind and biomass facilities 
around the country ð many of them created as a result of Green Mountain Energy 
customer demand; 

 Funding reforestation projects through our partnership with organizations like 
American Forests;  

 Supporting other project-based carbon offset technologies ð for example, new 
projects to increase energy efficiency. 

http://www.americanforests.org/
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Currently there is not one universally accepted and preferable certification scheme that 
has emerged for carbon offset products. Until there is a program that is universally 
acceptable, Green Mountain's offsets are verified by the following integrated approach: 

 For offsets derived from Renewable Energy Credits, many are certified by the 
Green-e certification standard ð the nation's leading independent certification 
and verification program administered by the Center for Resource Solutions.  

 Energy Efficiency offsets are sourced and verified by The Climate Trust, a leading 
non-profit organization that provides high quality greenhouse gas offset projects 
and advances sound offset policy. The Climate Trust is widely acknowledged for 
their development of transparent, verifiable and additional offsets.  

 Green Mountain has contracted with a third-party auditing firm to verify the 
purchases and sales for its 2006 sales and beyond. In addition, all offsets 
purchased from Green Mountain are subject to an annual internal audit managed 
by our Settlements Division. 

 

How do we verify  our offsets?  

The lack of a single standard for verification methods has caused some less than favorable 
media perceptions of carbon offsets. Several stories have been recently published expressing 
skepticism about the positive environmental impact of carbon offsetting.  Green Mountain is 
prepared to dispel these concerns, and our environmental affairs department is more than 
happy to sit down with members of the media to go over the logic behind carbon offsetting.  

 For instance, we often get asked, ñHow does offsetting my carbon footprint help the 
environment?ò  Although a consumerôs individual carbon emissions are not being reduced by 
offsetting, purchasing offsets supports the growth of lower-emitting activities, like installing new 
energy efficient technology and building renewable energy facilities.  The dollars spent on an 
offset help fuel the market for more environmentally friendly choices, creating the incentive for 
even more of these choices to be made in the future.   

Another common concern involves transparency and accountability.  In the absence of universal 
standards for carbon offsets, consumers are responsible for researching carbon offset 
companiesô verification standards and sources.  Potential carbon offset customers should look 
for information similar to that provided in this section about sourcing, verification, and audits 
before making a purchase.  In general, the environmental literacy of consumers has been 
increasing, and Green Mountain has been answering increasingly sophisticated questions about 
carbon offsets.  Read on to find a detailed description of how each source we use for carbon 
offsets actually works. 

 

 

 



P a g e  | 14 

 

 

Focus oné 

 

 

 

 

 

 

 

 

 

 

How can consumers calculate their carbon footprint?  

Green Mountain provides a carbon calculator on the BeGreenNow website where consumers can input 
details about their fossil fuel consumption.  Our calculator allows users to be as accurate or general as 
they want by providing both national averages and fields for exact personal usage in every category.  
Read below to find out more about our methodologies for each section. 

 

 

 

 
 

Vehicle emissions are calculated by determining your annual 
gasoline usage and multiplying that number by a CO2 emissions rate 
for gasoline.  Our emissions rates for gasoline come from the EPA 
Climate Leaders Mobile Source guidance manual. 

To calculate your CO2 emissions from electricity, we simply multiply 
your monthly electric usage times the CO2 emission rate of typical 
system power in your area. The CO2 emissions rate is determined 
using the EPA's eGRID 2006, Version 2.1, year 2004 database.  

 We calculate your emissions from natural gas by multiplying your 
monthly usage in therms by a natural gas emissions factor.  The 
CO2 emissions factor for natural gas comes from the EPA Climate 
Leaders Direct Source guidance manual.  

 For CO2 emissions from air travel, we calculate your total flight 
mileage based on the data you entered.  Then, we divide the flights 
into long, medium, and short distances and multiply those by 
emissions factors from the World Resources Instituteôs GHG Protocol. 

Renewable 

Energy Credits  

Forest 

Sequestration  
Energy 

Efficiency  

Known as a renewable energy 
credit, a REC represents the 
environmental attributes of 1 
MWh of power generated from 
renewable sources. 
Purchasing RECs ensures that 
more electricity comes from 
renewable energy sources, 
which reduces the amount of 
electricity generated from 
polluting fossil fuels. All RECs 
included in our BeGreen 
Carbon Offsets

tm
 come from 

ñnewò renewable facilities, so 
they help make a difference by 
supporting growth in the 
renewable energy industry. 

As they breathe, trees remove 
carbon dioxide and other 
pollutants from the air. By 
purchasing BeGreen Carbon 
Offsets

tm
, a portion of the 

investment goes towards carbon 
sequestration projects in the 
form of tree planting. Carbon 
sequestration means simply that 
carbon dioxide is removed from 
the atmosphere. We work with 
partners like American Forests to 
plant native trees in ecosystem 
restoration projects across the 
U.S. Forest sequestration offsets 
also improve community 
aesthetics and provide homes 
for wildlife. 

Energy efficiency offsets 
represent the carbon dioxide 
avoided by a reduction in energy 
consumption.  For example, 
replacing old, inefficient heating 
and cooling systems with 
efficient ones reduces energy 
consumption.  This reduction 
leads to lower CO2 emissions, so 
there is some net amount of CO2 
avoided.   We work with groups 
like The Climate Trust that 
implement these energy 
efficiency projects. By 
purchasing energy efficiency 
offsets, more projects can be 
completed. 



P a g e  | 15 

 

 

A Measurable Impact  

By increasing our demand for ònewó renewable energy year on year,  

we are making a difference for the environment and helping to expand 

clean energy markets.  
 

MW of New Renewable Generation Supported Annually
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New Renewable Goals  

The companyôs annual corporate sales and marketing goals are inherently tied to the amount of 
ñnewò renewable energy that Green Mountain will offer through its cleaner electricity products. 
We have achieved year on year increases during the past 10 years and have in most years 
even exceeded our goals.  

The term ñnewò renewables indicates renewable energy that 
comes from facilities that begin producing power on or after 
January 1, 1997. These eligible facilities are considered to 
have been built to meet the increasing demand of the 
voluntary and regulatory renewable energy markets and for 
each MWh of energy generated from them an additional 
commodity called a renewable energy credit or REC is 
created. RECs carry with them the environmental attributes 
and benefits of renewable energy. One of the most important 
of which is the intrinsic carbon dioxide (CO2) emissions benefit. 
Therefore, only the RECs coming from ñnewò renewable 
facilities are counted towards carbon dioxide emissions 
offsets.  

  

*2007 numbers are estimated and only include data up to the third quarter. 

**2008 numbers represent goals 

 

The only anomaly in the overall trend of continuous improvement in new renewables supported 
shows that in 2006 there was a slight decrease from 2005. This decrease occurred because the 
Company chose to exit the Ohio market due to adverse market conditions and regulatory 
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environment. To reverse this trend, the company implemented strategies to support the growth 
of new customers in our other regions like Texas, Florida, Oregon and national RECs sales and 
improve the overall product content.  

In 2007, our corporate goal for new renewables was 475 MW of renewable energy and we 
surpassed this goal by almost 125 MW. According to the most recent data at the time of this 
report, which reflects volumes only through the end of the third quarter of 2007, we are at 
almost 92% of our goal. The majority of our new renewable content is sourced from wind and 
biomass facilities located through the nation. 

Our 2007 success can be attributed to : 
 Product development improvements in the utility partnering product offerings in Oregon (with 

Portland General Electric) and Florida (with Florida Power and Light).  

 Through an annual process with our utility partners and some of their stakeholders, we 
analyze the products being offered in their markets and recommend improvements for 
the coming year. These discussions cover the product content (i.e. % new renewable in 
the product) as well as the product sources (i.e. % wind, biomass, water, etc). It is often 
important to our partners to consider specific geographical and market based 
requirements. For example, it makes sense to set goals to include solar energy for 
customers purchasing renewable products in the Sunshine state.  

 While product improvement can be defined in many ways, the increase in the amount of 
new renewables in the product provides a clearly measurable impact. From the tables 
below, it is evident that as the Florida and Oregon Utility partnering products increase in 
their new renewable contents year on year, there is a correlating increase in the amount 
of carbon dioxide emissions (CO2) avoided. 

 

FPL Sunshine Energy Product  - Increase in n ew 

renewable content correlated to CO 2 avoided  

Product Year 
% New 

Renewable 
CO2 avoided  
(short tons) 

2005 50% 79,096 

2006 55% 115,429 

2007* 
(January ï September) 

65% 124,714 

 

PGE Green Source Product ð Increase in new 

renewable content correlated to CO 2 avoided  

Product Year % New Renewable 
CO2 avoided 
(short tons) 

2005 50% 109,304 

2006 50% 88,530 

2007 100% 144,531 
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A Measurable Impact  

The environmental impact of our products can be expressed  

through their ability to avoid carbon dioxide (CO 2),  

a  greenhouse gas and the leading cause of global warming.  
 

 

 Increases in REC only sales to businesses through our eMission Solutions product line. 

 All products sold under the eMission Solutions REC only business are comprised of 
100% new renewable content. 

Purchasing cleaner electricity products and carbon offsets is one of the most powerful ways that 
an individual or business can lessen its impact on global warming. According to the EPA, the 
average U.S. household creates approximately 20.75 metric tons of CO2 annually.  The chart 
below shows how many tons of CO2 are offset by our cleaner electricity products.  

Green Mountain Energy 
Products* 

KWh/ 
Month 

KWh 
annually 

CO2 
avoided 
annually 

(tons)  
2006 

CO2 
avoided 
annually 

(tons)  
2007 

 % Comparison 
to average 
household's 
footprint 
(207.75 tons) 

FPL Sunshine Energy 1,000 12,000 4 5 26% 

      

NJ Utility Partnering   750 9,000 2 3 14% 

NY National Grid product 571 6,852 2 1 5% 

      

OR PGE Clean Wind 200 2,400 2 1 5% 

OR PGE Green Source 900 10,800 4 5 24% 

OR PGE Healthy Habitat  1,000 12,000 4 5 24% 

      

TX Residential 100% wind 1,000 12,000 9 9 41% 

TX Residential Pollution 
Free  1,000 12,000 1 1 4% 

TX Apartment Community 800 9,600 1 1 4% 

 [this is not a current C&I 
product; need to replace 
with current C&I products]      

TX C&I 100% Wind 3,750 45,000 33 32 -- 

C&I Tag only (10%) 40,726 4,073 3 3 14% 

BeGreen Carbon Offsets 
for Home electricity usage   11,255 -- 8 37% 

*Products that were not offered in 2007 were not indicated for comparison, neither were commercial and industrial products. 

 



P a g e  | 18 

 

 

A Measurable Impact  

Helping to build new renewable facilities throughout the nation is a 

tangible way to live up to our mission to òchange the way power is 

madeó 
 

 

 

 

Achieving our stated mission to ñchange the way power is madeò relies on our unsurpassed 
commitment to supporting the development of new renewable facilities across the nation. This is 
a key differentiator between Green Mountain and its competitors in the market. Over the last ten 
years, the company is has helped develop 35 wind and solar facilities equaling over 180,000 
KW of renewable energy. Our financial support in the early stages of development was crucial 
to the success of these facilities, and Green Mountain is proud to have contributed toward 
cleaner energy in such a concrete way.  The environmental impact of our facilities in 2006 and 
2007 shows how our mission is being carried out with every pound of carbon dioxide avoided. 

2006 & 2007 GMEC Facilities CO2 Avoided 

Region  Tota l CO2 Avoided in 2006 (lbs)  Total CO2 Avoided in 2007 (lbs)  

Pennsylvania 12,023,578 9,856,407 

Texas 97,942,311 421,316,031 

California 246,558 265,500 

Connecticut 14,133 16,816 

Ohio 22,474,450 23,017,979 

Other Facilities 67,090 149,964 

TOTAL 132,768, 120  454,622,697  

 

Case Study ð The Big Texas Sun Club® 
An innovative w ay to give power to the 

people.  

With the Big Texas Sun Club, customers pay an extra $5 
per month to support new solar energy generation. Thanks 
to thousands of Big Texas Sun Club members, 10 solar 
arrays are up and running on schools, museums and other 
community enriching buildings throughout our home state.  

While most of Green Mountain branded facilities are located 
in rural areas where it is often difficult to visit, these solar 
arrays are located in major metropolitan areas like Dallas 
and Houston and help to educate the community on the 
accessibility of clean energy sources. 

The support of Club members led directly to the 2007 installation of a 10.8 MW solar array at 
the new Ronald McDonald House in Austin, Texas.  For more details on the project, see ñNew 
Renewable Facilitiesò on page 16. Our 2008 goal is to build three new solar installations in 
Texas.

The Big Texas Sun 

Club ® is a unique 

progr am 

developed by 

Green Mountain in 

2001 and has 

alone been 

responsible for the 

development of 

129 kW of solar in 

and around Texas.  
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The company and its customers, who support the development of renewable energy projects 
when they purchase Green Mountain Energy® electricity, have made a significant environmental 
impact the last 10 years, including: 

 Delivering more than 33 billion kilowatt hours (kWh) of cleaner energy into the 
marketplace ð enough electricity to power over 2.9 million average U.S. homes in one 
year. 

 Spurring the development of 35 new renewable energy facilities. 

 Avoiding more than 3 million tons of carbon dioxide (CO2) emissions, which is the 
equivalent of not driving 7.3 billion miles or the annual sequestration of 290 million trees.  

 Achieving 100% carbon neutrality for our business operations through our membership 
in the EPA Climate Leaders program. 

 Planting over 100,000 trees in partnership with American Forests. 

 Sourcing all of our renewable energy products in part with generation from new 
renewable sources. 

 Building a year on year increase in the amount of new renewables demanded by our 
customers since 1999. 

 

 

 

 

 


