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1 Executive Summary

This section summarizes the findings of the process evaluation of the 2006-2008 Southern
California Edison (SCE) Home Energy Efficiency Rebate (HEER) Program. The 2006-2008
HEER Program offered rebates on a number of energy-efficient measures for SCE residential
customers in single-family housing. These measures included:

o Energy Star refrigerators;

e Energy Star room air conditioners;

o Electric storage water heaters with Energy Factors of 93 or greater;
e Whole house fans;

o Energy-efficient ducted evaporative cooling systems;

o Energy-efficient pumps;

e [nsulation; and

Cool roofs.

HEER Program participants can apply for the rebates through mail-in or online application
forms. With some participating retailers they can also receive instant point-of-sale (POS)
rebates in which the discount is applied automatically at the cash register.

The findings in this report come from a number of surveys as well as other information sources.
These included:

A December 2008 survey of the general population of SCE single-family customers;
e A February-March 2009 survey of SCE customers who participated in the HEER Program;

e A January-February 2009 survey of appliance retailers who participated in the HEER
Program;

e September-October 2008 interviews with swimming pool contractors or retailers who signed
up to be eligible for the HEER upstream rebates for energy-efficient pool pumps;
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o Interviews with HEER Program staff in March and November 2008; and

o Reviews of HEER Program documents and tracking databases.

KEMA Inc. is responsible for the vast majority of information and analysis in these reports.
However, Katherine Randazzo of Fielding Graduate University provided the analyses for
subsections 6.2, 6.4.5, and 6.4.6.9.

This section also describes the evaluator recommendations for improvements in SCE’s HEER
Program along with the evidence from the evaluation findings that these recommendations were
based on.

1.1 Summary of Findings from the General Population Survey of
Single-Family SCE Customers

This section summarizes the more detailed findings of the general population survey found
elsewhere in this report.

1.1.1 Purpose of General Population Survey

In December 2008 a telephone survey was conducted with general population of SCE single-
family customers. We completed surveys with 658 of these customers. The objectives of this
survey were to:

e Measure awareness of the Home Energy Efficiency Rebate (HEER) program among non-
participants;

e Assess their level of interest in HEER rebates;

o Gauge the effectiveness of SCE’s energy efficiency marketing and customer education
efforts;

o Establish baseline measures of customers’ awareness, knowledge, and attitudes toward
energy efficiency; and

o Better understand the role that rebates play in appliance purchase decisions.
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1.1.2 Program Awareness and Participation of General Population

Eighty-five percent of single-family residential customers were aware of one or more of the
HEER program rebates. This number included 22 percent who spontaneously listed a HEER
rebate when asked what SCE programs they were aware of and 63 percent who said they had
heard of one or more of the rebates when prompted. The rebate with the highest awareness
was for refrigerators (78%), followed by room air-conditioners (42%) and electric water heaters
(40%). Awareness of rebates for whole house fans was 27 percent. At the lower end of the
awareness continuum were rebates for swimming pool pumps (18%), evaporative coolers
(16%), and cool roofs (11%).

Awareness of several specific HEER rebates varied demographically. In general, homeowners
were more aware of the rebates than renters, seniors were more aware of them than non-
seniors, and women were more aware of the rebates than men.

Bill inserts were the most widely-reported channel through which customers became aware of
the HEER program; 44 percent said they had learned of rebates in this fashion." Other channels
that the respondents mentioned relatively frequently included television (16%), word-of-mouth
(14%), and retailers/installation contractors (13%).

A third (34%) of the single-family residential sample had not only heard of rebates from SCE but
had participated in one or more of the HEER program rebates. The rebate program with the
largest reported participation rate (10%) was for refrigerators.

1.1.3 The Effectiveness of Program Marketing and Customer Education to
the General Population

Half of the single-family residential customers recalled seeing or hearing at least one message
about saving energy from SCE in the past 12 months. Message recall was somewhat lower
(40%) among both renters and those who had not attended college. Most of the respondents
who recalled energy efficiency messages from SCE had only the vaguest recall of their content,
and only five percent reported hearing messages about rebates. Nonetheless, awareness of all

' SCE has recently switched from bill inserts to windows on the billing form for key messaging. This new
format reduces the amount of program information that can be conveyed.
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of the HEER rebates was higher among respondents who recalled receiving energy saving
messages from SCE in the prior year.

When asked where they had seen or heard these messages from SCE, the most common
responses were television (37%), bill inserts (35%), direct mail (13%), radio (10%), the Internet
(6%), and newspaper or magazine ads (5%). Senior citizens were more likely to have seen a
message in a bill insert (44%) and less likely to have encountered one on television (29%) or
online (2%). Households earning at least $75,000 were more likely to have heard an SCE
message on the radio (16%) or seen it on the Internet (10%). Those earning less than $40,000
were more likely to recall an SCE ad in a newspaper or magazine (12%).

We also asked respondents where they would turn for information on saving energy and how
much they trusted various sources for energy efficiency information. The most frequently-cited
place that residential customers would turn for energy saving information was non-utility
websites (29%) followed by utility websites (22%), a phone call to their utility (18%), and utility
bill inserts (13%). College-educated and higher-income respondents were more likely to
mention websites (utility or otherwise). Lower-income customers (less than $40,000) were more
likely to turn to their utility for information. Twenty-six percent said they would call the utility, 15
percent would look at bill inserts, and five percent would visit their utility’s office to get
information on how to save energy.

Utilities were, by far, the most trusted source of information on energy efficiency. Seventy
percent of respondents rated them as trustworthy as compared with 48 percent for
manufacturers of energy using equipment; 43 percent for environmental activists; 41 percent for
the government; 41 percent for friends, family, and neighbors; 38 percent for retailers; and 26
percent for contractors.

Most respondents (57%) said they were interested in receiving more information from SCE
about rebates. When asked how SCE could best reach them with this information they replied
with bill inserts (42%), direct mail (36%), or email (19%).2

2 As noted previously, SCE has recently switched from bill inserts to windows on the billing form for key
messaging. This new format reduces the amount of program information that can be conveyed.
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1.1.4 Energy Efficiency Awareness, Knowledge, and Attitudes (AKA)
Among the General Population

An underlying assumption of many energy efficiency program process evaluations is that the
impact of programs on customer behavior is mediated by customers’ awareness of energy
saving tools, their knowledge of how to use such tools, and their attitudes toward saving energy.
These three concepts are often abbreviated as AKA in the literature. In the interest of
establishing a baseline for future studies, we included several AKA measures in the survey.

Respondents’ awareness of the HEER program has already been reported. We also assessed
awareness of the yellow Energy Guide stickers found on appliances and of Energy Star labels.
Awareness of both stood at just under 70 percent (68% for Energy Guide and 69% for Energy
Star). Awareness of both sets of labels was higher among those who recalled energy saving
messages from SCE, those who owned their home, those who had attended college, and those
earning less than $40,000 a year.

To measure customers’ knowledge of energy efficiency and related issues we included a five-
item energy quiz in the survey. The questions focused on how much a typical customer would
save by replacing an old refrigerator, whether SCE will haul away old refrigerators at no charge
to the customer, whether incandescent light bulbs produce more heat or light, whether all
Energy Star certified air conditioners are equally efficient, and whether homes emit insignificant
amounts of greenhouse gasses compared with cars. ® The average residential customer
answered 3.4 of the five questions correctly. Fourteen percent answered them all correctly, 68
percent got three or four right, and 18 percent got two or fewer correct.

We included two attitude statements in the survey with which respondents were asked to rate
their agreement. They were “Conserving energy is important for lowering my bills” and “Using
energy in ways that preserve the environment is not worth it if it requires major lifestyle
changes.” Agreement with the first statement reflected a self focus on energy efficiency, while
disagreement with the second statement reflected an environmental focus. Virtually all
respondents (89%) agreed with the self focus statement, but only half (49%) rated the second
statement in a way that reflected an environmental focus. The groups that expressed the

® Questions and answers were taken from SCE’s website and from the Flex Your Power Challenge Cheat
Sheet (www.fypower.org/pdf/challenge cheatsheet0806.pdf). The answers were (in the order questions
were presented above) more than $150 a year, yes, heat, no, and no.
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strongest environmental focus were women (55%), the college educated (54%), and those who
recalled seeing or hearing energy efficiency messages from SCE (53%).

Finally, we included statements designed to measure two concepts related to AKA — ascription
of responsibility and personal norms. Ascription of responsibility refers to individuals believing
that they have a personal responsibility for saving energy, and is related to how significant they
believe their energy consumption is. Having a personal norm around energy efficiency means
being emotionally affected by one’s energy use.

We measured ascription of responsibility by asking respondents to rate their agreement with the
following statement: “My energy use is too small to worry about in the grand scheme of things;”
disagreement reflected taking personal responsibility. By this measure 54 percent of
respondents ascribed responsibility for saving energy to themselves. Lower-income households
(those earning less than $40,000 a year) were less likely to ascribe responsibility to themselves
(45%), while homeowners and the college educated were more likely to do so (56% and 59%,
respectively).

We assessed personal horms by asking respondents to agree or disagree with the statement “I
feel guilty if | use too much electricity.” Fifty-three percent agreed with this statement.
Interestingly, households earning less than $40,000 a year, which were less likely to ascribe
personal responsibility for saving energy, were nonetheless more likely to feel guilty about using
too much power (67%).

1.1.5 Appliance Purchasing Behavior, Barriers Among the General
Population

For each of the HEER-rebated technologies — refrigerators, electric water heaters, room air-
conditioners, whole house fans, evaporative coolers, swimming pool pumps, and roofs — we
identified respondents who said they had made a purchase in the past two years and asked
about their decision-making process. We also identified those who expected to purchase one of
these technologies within the next 12 months and asked them to speculate on how they would
go about making that decision. In both cases the goal was to understand how energy efficiency
and rebates affect purchase decisions and what market barriers prevent the purchase of high
efficiency products.

The responses to these appliance-specific questions are summarized in the detailed section of
this report. However, the key researchable question of interest to HEER Program staff is: “Why
Aren’t Nonparticipants Buying HEER-Rebated Appliances?” The answer to this question is
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discussed in much more detail in the evaluator recommendations section of this report.
However, Table 1-1 summarizes some of the evidence from the general population survey.

Table 1-1
Why Aren’t Nonparticipants Buying HEER-Rebated Appliances?

o Yes unaided rebate awareness is very low and
rebates don't seem to be mentioned by salespeople.
Was it because they weren’t 0 Only 10-22% of the general population who are
aware of rebates? purchasing refrigerators, RACs, or water heaters
mentioned rebates for these equipment types as
something that SCE offered

Mixed evidence.

o In terms of general attitudes towards EE, nonparts
are not much different than participants.

o They also cited EE often as a consideration when
purchasing.

o However, for refrigerators EE is rarely the main
reason why they purchase appliances. For RACs &
whole house fans EE is cited as main reason more
often

Was it because they don’t value
EE?

Was it because the HEER
Program was targeting the
wrong barrier to their purchase
of an EE appliance?

No, price/cost was by far the most cited reason why
nonparticipants said they might not buy an EE
refrigerator

Was it because the place they
like to shop didn’t have the
rebated appliance?

Maybe. HEER-rebated refrigerator sales are
concentrated in certain retail chains.

Note: EE stands for “energy efficiency”

Table 1-2 summarizes the relative awareness of energy-efficiency technologies and rebates
among general population respondents who had either recently purchased an appliance or who
were in the market to do so. It also shows how the appliance purchasers varied in terms of the
importance of energy efficiency or rebates in their purchasing decision. Finally it shows the key
retail or contractor channels where they purchased their appliances.
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Table 1-2

EE Technology /Rebate Awareness
Among the General Population of SCE Residential Appliance Purchasers
and the Importance of Energy Efficiency/Rebates

in Their Appliance Purchase Decisions

Importance of Importance of
Appliance/ EE in Rebates in
Equipment [Awareness of| Purchase |Awareness of| Purchase
Type Technology Decisions Rebates Decisions Key Channels
Refrigerators High Low High Low Sears
Electric water Home improvement
High Moderate Moderate Low stores; HVAC
heaters
contractors
. . Home improvement,
Room AC High High Moderate Low HVAC, or big box
Home improvement
Whole house High High Low Low stores; HVAC
fans
contractors
Evaporative Home improvement
P Moderate Low Low Low stores; HVAC
Coolers
contractors
Pool pumps High High Low Low Pool contractors
Cool roofs Low Low Low Low Roofing contractors

1.1.6 Other conclusions from the general population survey

The survey of the general population of SCE single-family customer found that prior marketing

and customer education efforts have had some success in raising awareness of energy
efficiency and the HEER program in general. Eighty-five percent of single-family households
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were aware of one or more HEER rebates. Half of these customers recalled energy efficiency
messages from SCE (although vaguely in many cases). Most believed that the information SCE
has been providing them has increased their awareness of energy efficiency programs and their
knowledge of how to save energy, and has changed their attitudes towards energy. In fact,
those who recall messages from SCE are more likely to display environmentally focused
attitudes than those who do not. SCE is the most trusted source of information on energy
efficiency and one of the first places customers turn when they want to lower their bills or help
the environment.

The findings from this survey point to several fruitful ways of building on this success. The first
can be summarized as “do more of what works.” Bill inserts and direct mail appear to be
succeeding as channels to residential customers. As mentioned above, a new billing format has
made it more difficult for SCE to provide program information through the bill. However, direct
mail should continue to be the backbone of customer education efforts. They, along with
traditional channels like television (and to a lesser extent radio), should continue to be used to
increase overall awareness of energy efficiency and the available SCE programs to help
customers be more efficient.

Moreover, these marketing and education efforts should be used to increase customers’
awareness of the link between home energy use and climate change. The survey data show
that this is a weak link in customers’ knowledge of energy issues, and, as climate change
continues to take center stage in the news, strengthening this connection in customers’ minds
becomes vital to promoting energy efficient behaviors.

Next the results point to opportunities to increase the effectiveness and recall direct mailings
and ads by developing separate messages tailored to different attitudinal triggers. Although a
full analysis of message targeting was beyond the scope of this study, there are enough
correlations between demographics and attitudes in the data to suggest the possibility of target
marketing different messages to different customers. Having messages that speak to
environmental concerns, budget concerns, and other issues will increase the odds of at least
one message resonating with each customer even if for practical reasons all of the messages
are distributed through mass channels.

Finally, the data on the role of energy efficiency and rebates in the purchasing of different
technologies, summarized in Table 1-2, can be used to develop technology specific strategies.
For example, consider room air-conditioners, whole house fans, and pool pumps. For all these
technologies, but especially whole-house fans and room air-conditioners, energy efficiency
plays a major role in customers’ choices. This implies that increasing customers’ awareness of
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which models are most efficient (perhaps through further education on the Energy Star rating
system) might have a significant impact.
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1.2 Summary of Findings from the Survey of HEER Program
Participants

1.2.1 Introduction

This section summarizes the findings from a telephone survey of 296 single-family residential
customers of Southern California Edison (SCE). The survey was conducted in February and
March 2009 and was intended to gauge the effectiveness of the Home Energy Efficiency
Rebate (HEER) Program’s marketing and customer education efforts; measure participant
satisfaction with the Program’s staff and processes; establish baseline measures of customers’
awareness, knowledge, and attitudes toward energy efficiency; and learn what barriers might
prevent them from purchasing energy-efficient appliances in the future.

The 2006-2008 HEER Program offered rebates on a number of energy-efficient measures for
SCE residential customers. These measures included:

o Energy Star refrigerators;

Energy Star room air conditioners;

o Electric storage water heaters with Energy Factors of 93 or greater;
e Whole house fans;

e Energy-efficient ducted evaporative cooling systems;

o Energy-efficient pumps;

e |Insulation; and

e Cool roofs.

HEER Program participants can apply for the rebates through mail-in or online application
forms. With some participating retailers they can also receive instant point-of-sale (POS)
rebates in which the discount is applied automatically at the cash register. Table 1-3 shows
which rebate types were available for which measures.
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Table 1-3

Measures Rebated Through PY2006-2008 HEER Program
Measures Mail Online POS
Evaporative Cooler X X
Insulation X
Roof X X
Room AC X X X
Whole House Fan X X X
Water Heater X X
Pool Pump/Motor X X X
Refrigerator X X X

The POS rebates accounted for the large majority of the 2006-2008 HEER Program’s installed
measures and claimed (ex ante) gross and net energy savings. Table 1-4 shows how the
number of measures installed and claimed energy savings were distributed across the various
rebate types.

Table 1-4
Program Installations and Savings* by Program Source
PY2006-2008

Measures|Gross KWh| Net KWh | Gross KW | Net KW

Installed**] Savings Savings Reduction |Reduction
Mail-in 113,929 | 16,131,941 | 12,905,553 7,184 5,748
Online 15,704 2,841,165 2,272,932 1,202 961
POS 212,414 | 42,557,968 | 34,042,894 23,363 18,688
Total 342,047 | 61,531,074 | 49,221,380 31,749 25,397

1.2.2 Program Awareness Among HEER Participants

Among all respondents, refrigerator rebates were the most widely recognized HEER rebate
(94%), followed by room air conditioner rebates (58%), water heaters (49%), whole house fans
(46%), insulation (39%), and pool pumps (39%. Less than a third of the HEER participants were
aware that SCE offers rebates for evaporative coolers, and awareness of cool roof rebates was
even lower.

When asked what SCE energy-saving programs or services they had heard of, refrigerator
rebates were the most frequently-mentioned SCE offering, but several other programs were
mentioned more frequently than the other HEER rebates. These included assistance for low-
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income customers to purchase energy efficient appliances (Energy Management Assistance),
miscellaneous other rebates, and A/C cycling (Summer Discount Program).

Bill inserts were by far the most common way that respondents reported learning about SCE
programs. Sources mentioned by at least 10 percent of respondents also included retailers and
installation contractors, the SCE website, and television.

1.2.3 Marketing and Customer Education to HEER Participants

Exactly half of the participating residential customers recalled seeing or hearing at least one
message from SCE in the past 12 months that focused on how to manage home energy use,
the energy efficiency of specific products, or SCE programs to help customers save energy.
When asked to recall the subject of these messages, there was a wide variety of responses with
“how to save energy at home” (15% of respondents) and adjusting/programming the thermostat
(11%) being the two most-recalled messages. Television was by far the most common channel
cited for receiving these SCE messages (51% of respondents) followed by SCE bill inserts
(22%) and other SCE direct mail (9%).

When asked what information sources they used in purchasing their HEER-rebated energy-
efficient appliances, nearly two thirds (65%) of the refrigerator purchasers cited retailers or
salespersons. This was also the primary information source for room air conditioner purchasers
(58%) and water heater purchasers (60%). However, the purchasers of HEER-rebated
evaporative coolers, whole house fans, and pool pumps were about as likely to cite the Internet
(32%, 32%, and 23% respectively) as an information source as they were a retailer or
salesperson (32%, 34%, and 25% respectively). For the whole participant group the most-cited
information sources were the retailer/salesperson (61%), followed by Internet (24%), and
Consumer Reports or other similar magazines (10%). Only three percent mentioned SCE as an
information source for their research. However, respondents indicated that utilities are the most
trusted source for information (83% of respondents), followed by equipment manufacturers
(52%), friends or family (42%), government (41%), and equipment retailers (39%).

Asked whether they would like to receive additional information about SCE’s appliance rebates,
respondents were fairly evenly split with 48 percent answering “yes” and 52 percent “no.” When
asked what would be the best way for SCE to contact them if SCE wanted to inform them about
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programs to save energy, most customers preferred bill inserts (47%), email (25%), or direct
mail (24%).*

1.2.4 Participant Satisfaction with the HEER Program

This subsection summarizes findings from the HEER Program participant survey concerning
satisfaction with the 2006-2008 Program. It discusses satisfaction for the overall HEER
participant population as well as for demographic subgroups of this population. Finally it
compares participant satisfaction with the 2006-2008 HEER Program to satisfaction levels from
older evaluations of the Program.

1.2.4.1 Overall Satisfaction

We asked the participating residential customers a number of questions about their satisfaction
with the HEER program and its various attributes. We asked them about their satisfaction with
the rebated equipment, the rebate application process, rebate timeliness, rebate levels, energy
savings, and the Program as a whole. Figure 1-1 shows that participant satisfaction was very
high for the Program as a whole and for the rebated equipment, but satisfaction declined when
they were asked about the rebate processes/levels or the energy savings they realized from the
new equipment.

* As noted previously, SCE has recently switched from bill inserts to windows on the billing form for key
messaging. This new format reduces the amount of program information that can be conveyed.
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with the Program and Its Processes

Figure 1-1

HEER Participant Satisfaction
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1.2.4.2 Satisfaction by Participant Subgroup
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The SCE HEER Program staff was interested in knowing whether Program satisfaction varied
with the type of rebate that the participant received — whether it was a point-of-sale (POS)
rebate, an online rebate, or a mail-in rebate. They theorized that participants that had received
the point-of-sale rebates would be most satisfied due to the absence of paperwork, that online
participants would be the next-most satisfied, and the mail-in rebate participants would be the
least satisfied. Figure 1-2 shows that if one just looks at the participants who were “extremely
satisfied” (10 on the 10-point satisfaction scale), this theory holds true. However, once one
groups those participants who gave satisfaction ratings of 7 or higher together, these
differences largely disappear. The average satisfaction rating of the participants for the Program
overall was 9.0 with online participants reporting an average rating of 9.2, POS participants
reporting an average rating of 9.0, and mail-in rebate recipients reporting an average rating of
8.5. These findings are discussed in more detail in the main body of the report.
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Figure 1-2
HEER Participant Satisfaction
with the Program by Participant Rebate Type
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The percentage of participants who were satisfied (7-10 on the 10-point satisfaction scale) with
various aspects of the HEER Program also could vary significantly depending on the type of
rebated appliance/measure that the participant received.

e Satisfaction with the rebated equipment: The highest average satisfaction ratings (93-
100% of respondents were satisfied) were for water heaters, whole house fans,
evaporative coolers, and pool pumps. Slightly lower average satisfaction ratings (88-
89%) were reported for refrigerators and cool roofs.

e Satisfaction with the rebate application process: Average satisfaction ratings were in the
same general range (76-83% of respondents were satisfied) for all the participant groups
except the room air conditioner recipients who only had a 68 percent average
satisfaction rating for this process.
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e Satisfaction with the rebate timeliness: Average satisfaction ratings were in the same

general range (73-80% of respondents were satisfied) for all the participant groups
except the room air conditioner (65%) and water heater (60%) recipients.

e Satisfaction with rebate levels: For this program attribute there was a lot of variation in
the average levels of satisfaction by appliance/measure type. Evaporative cooler, cool
roof, and room air conditioner participants were