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EXECUTIVE SUMMARY

2002 was a transitional year for the Single Family Energy Efficiency Rebate program, marked
by a shift from an upstream, contractor-driven program to a downstream approach (direct
consumer rebate). The Single Family rebate program is a statewide energy efficiency program
administered by the four California investor-owned utilities (IOUs), including Pacific Gas and
Electric Company (PG&E), Southern California Edison (SCE), Southern California Gas
Company (SoCalGas), and San Diego Gas and Electric Company (SDG&E). The study was
prepared by an independent third party evaluation team of Quantum Consulting and KEMA-
XENERGY, Inc. The overarching goal of the study is to assess the statewide program’s
effectiveness in moving the market toward more energy efficient measures. Study results are
based on 1001 residential general population customer surveys, 613 participant surveys and 49
market actor surveys (such as program staff, contractors, retailers, manufacturers).

STATEWIDE PROGRAM PARTICIPATION AND AWARENESS

The program rebated energy efficient products in four distinct markets — HVAC, home
improvement, appliances, and pool pumps. Pool pumps, programmable thermostats and dual-
pane windows accounted for nearly 60% of the program’s statewide kWh savings. Reduced
consumer demand, coupled with a program shift to direct consumer rebates, contributed to
modest program performance in 2002. The program garnered 35,488,363 kWh savings, or 75%
of its goal. The program accounted for 30,260 kW in demand reduction (86% of goal). The
program exceeded its Therms target by 40%, with 3,768,799 in Therms savings

Program awareness was fairly high — 41% of customers have heard of rebates. While the IOUs
largely met their HTR participation goals, most HTR segments remained less aware of the
program than non-HTR customers. In particular, English speakers were twice as likely to be
aware of the program than non-English speakers. Income level and homeownership also
dramatically affected customers” awareness of the program. Only rural customers did not
differ much from urban customers in their awareness of the program, perhaps reflecting the
utilities” success in canvassing rural retailers.

PROCESS FINDINGS AND RECOMMENDATIONS
Downstream Consumer Rebates Versus Contractor-Driven Program

The residential retrofit program changed from a contractor-driven program to direct customer
rebate program in 2002. Most contractors interviewed prefer downstream rebates, citing
excessive paperwork as a significant drawback to the previous Residential Contractor Program.
However, complex HVAC measures pose a challenge for downstream rebates, evidenced by
the high rejection rate for AC rebate applications. As one program manager observed, “It was
tough to transition a contractor program to an end user program” because end users tend to be
less technical than trade allies.
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Consider Offering More Point of Sale Discounted Measures

Retailers believe that point of sale rebates is a very powerful sales tool. Retailers responded
positively to point of sale rebates for programmable thermostats that are immediately applied
at the cash register. While hard sales data are unavailable, one retailer reported a spike in
programmable thermostat sales in fall 2002 when the pilot POS rebate was in effect.
Additionally, instant rebates might reduce administrative costs, such as rebate processing.
However, the POS approach could make it difficult to verify that rebated equipment was
actually installed, as the IOUs might have to request customer sales data from retailers in order
to meet CPUC verification requirements. Initial success with instant rebates for programmable
thermostats makes POS an attractive approach for other program-qualifying measures,
although further consideration to verification issues is needed.

Strengthen Marketing Partnerships with Retailers

Retailers, especially large home improvement chains, are critical to consumer awareness and
thus, demand for energy efficiency products.

e Retailers played the biggest role in making consumers aware of rebates in 2002. For
example, one in two participants received a rebate application from a retail store.

e Most participants recalled promotional material at retailers (product displays,
manufacturer brochures, posters and information about utility rebates in retail stores).
Participants rated the mean influence of in-store advertising on their purchases 7 on a
10-point influence scale (where 10 is very influential and 1 is not at all influential), on
average — a point higher than the general population.

e Most participants spoke with a salesperson in shopping for their equipment,
considerably more than the general population. Retail stores, through their staff and
promotional materials, encouraged participants to buy high efficiency equipment. This
interaction proved fairly influential for participants’ purchases, who rated the
salesperson a 6 on the 10-point influence scale, but less than in-store advertising.

Contractors Take a Backseat to Retailers

Overall, contractors were less influential than retail marketing and sales staff in participants’
purchase decisions.

e Contractor-driven measures such as heating and cooling ranked 5.6 on the 10-point
influence scale. Home improvement measures (programmable thermostats, dual pane
windows, insulation) ranked 5.5 on average for those that used a contractor. By
contrast, contractors were not influential in participants” decisions to buy high-
efficiency appliances.

e Only 12% of participants learned of rebates through contractors, suggesting that
contractors are not actively promoting the rebate program to customers — a finding
confirmed by the HVAC contractors interviewed who reported that they did not go to
great lengths to promote the program in 2002.
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e About one in ten participants got a rebate application from a contractor — roughly the
same amount that got an application online.

e The majority of participants are not interested in utility referrals to contractors,
reflecting increased importance of retailers and the diminished role of contractors to the
program.

Rising Popularity of Online Applications
Online applications gained popularity among program participants.

e Opver half of participants with Internet access were aware that rebate applications were
available online.

e Twenty percent of participants said they downloaded an application.
High Level of Participant Satisfaction

On the whole, participants appear to be quite satisfied with the program. Less than 10% of
customers were dissatisfied with any aspect of the program. Equipment received the highest
satisfaction rating, while satisfaction with rebate turnaround time and monthly bill savings
lagged slightly. Despite delays in customer payment in the first half of the program year,
participants nonetheless gave high marks to rebate turnaround. Half of the participants
believed bill savings was the same as expected, but one in five participants felt bill savings was
lower than expected.

Avoid Program Interruptions

Temporary interruption of rebates makes it harder for retailers to use the rebates as marketing
tools because there is a long lead time for advertising and stocking. Uncertainty over when
rebates will become available means that big box retailers cannot advertise them for many
months at a time.

MEASURE-SPECIFIC RECOMMENDATIONS
Pool Pumps

Pool pumps accounted for more kWh energy savings than any other measure (8,772,371 kWh),
nearly 25% of statewide program savings, a considerable achievement in light of the fact that
energy efficient pool pumps are new to consumers; most participants became aware of them in
the last 2 years.

e Continue to educate contractors, who remain resistant to changes in operating hours,
off-peak usage and two-speed pumps.

e Continue current statewide program guidelines on reduced usage and off-peak
pumping. High levels of satisfaction among those that reduced hours of pump
operation refute pool contractors that claim less pumping compromises pool cleanliness.

Quantum Consulting Inc. ES-3 Executive Summary



Offer contractor incentives at the beginning of the prime pool pump buying season.

Educate pool owners about off-peak or greatly-reduced pool pump operation, since they
seem more responsive to these messages than contractors. Eighty-three percent of
participants run their pumps before noon, especially SDG&E customers, while only 55%
of the population does.

Programmable Thermostats

Programmable thermostats were second only to pool pumps in measure volume, accounting
for 18% of the program’s energy savings, but were largest in combined kWh and Therm
savings.

Point of sale rebates are an effective way to move the thermostat market.

— Retailers responded very positively to the point of sale rebate for programmable
thermostats that is immediately applied at the cash register.

— Programmable thermostat sales levels were drastically higher in 2002, according to
Energy Star staff interviewed. Home improvement stores, not contractors, were the
biggest distribution channel for those that purchased programmable thermostats.

Consider phasing out rebates for programmable thermostats for contractor installations,
who report the impact of a rebate is minor because the total cost of the thermostat is
small relative to an AC changeout. Further investigation of free ridership is needed, as
broad conclusions cannot be drawn from this nonrandom sample of HVAC contractors.

High Performance Dual Pane Windows

Windows are the third most popular measure in the program, accounting for 17% of program
kWh savings.

Future EM&V studies need to examine the free ridership rate for high performance
window rebates. Rebates might not be necessary in the windows market if most
replacement windows are high efficiency and the Energy Star window market share is
on the rise. Contractors estimated that greater than 90 percent of customers would have
installed the rebate-qualifying high performance windows in absence of the rebate.
However, these findings should first be confirmed by a contractor survey with a larger
random sample that offers more reliable results or a freerider ship analysis needs to be
undertaken.

Air Conditioners

Air conditioners, heat pumps and room air conditioners account for 16% of the programs” kWh
savings.

Quantum Consulting Inc. ES-4 Executive Summary



High application rejection rates for both HVAC customers and contractors points to the
need to simplify both the requirements for qualifying cooling equipment, central AC
qualifications and paperwork.

Market share of EnergyStar central air conditioners in California is steadily rising,
accounting for about one-third of sales in 2001. Likewise, contractor findings (although
a nonrandom sample) reported here suggest that the lower end of the CAC market is at
or moving toward 12 SEER packaged and 13 SEER split systems. Further investigation
of baseline SEER installations are needed to determine whether rebates for 12 SEER
units are still appropriate.

Consider distributor incentives and working more closely with distributors regarding
program requirements (equipment) and administrative procedures. This should
improve contractor access to ARI, SEER and EER information. Distributors can also be a
conduit for information about the program'’s existence and program changes. They have
an incentive to promote the program to their contractors, as it results in higher sales of
higher profit margin products.

Whole House Evaporative Coolers

Whole house evaporative coolers were not a high-volume measure through the program in
2002, accounting for less than 1% of customers and 5% of kWh.

Education may be more important than rebates in moving the market toward whole
house evaporative coolers. Manufacturers believe that evaporative coolers “sell
themselves” through word of mouth, indicating that utilities should focus on making
consumers aware of this technology.

Offer distributor incentives to address the product availability barrier. Product
availability must be improved to stimulate this market. Not all the HVAC contractors
interviewed stocked these products. The few contractors that installed them were not
well informed about the equipment or rebate eligibility.

Whole House Fans

In 2002, the whole house fan rebate was reduced from $150 to $75. Whole house fans accounted
for relatively few participants, rebate dollars or energy savings in 2002. Whole house fan sales
were flat in 2002, according to Energy Star staff interviews.

Customers were satisfied with their fans and felt bill savings were high, but
participation was low.

Reconsider rebate levels.
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1. INTRODUCTION

1.1 BACKGROUND

2002 was a transitional year for the Single Family Energy Efficiency Rebate program, a
statewide energy efficiency program administered by the four California investor-owned
utilities (IOUs), including Pacific Gas and Electric Company (PG&E), Southern California
Edison (SCE), Southern California Gas Company (SCG), and San Diego Gas and Electric
Company (SDG&E). The Single Family program rebates energy efficient products in four
distinct markets — HVAC, home improvement, appliances, and pool pumps.

The Single Family Energy Efficiency Rebate program transitioned from an upstream,
contractor-driven program to a direct customer rebate program in 2002. Consumer rebates
were adopted in response to a PY2001 CPUC directive to increase funds for incentives and
reduce administration costs. In addition, Californians were less focused on conservation and
energy efficiency than the previous year. In 2001, the threat of energy shortages and higher
bills motivated customers to participate in energy efficiency programs in record numbers.
While customers continue to conserve energy in 2002, they did not purchase rebated products
as before.

Reduced consumer demand, coupled with a different program approach, contributed to
modest program performance in 2002. The statewide program exceeded the Therm savings
target, but did not meet energy savings or demand reduction targets set by the CPUC.

This evaluation examines the Program Year 2002 (PY02) experience as well as the retrofit
market itself. The study, prepared by an independent third party evaluation team consisting of
Quantum Consulting and KEMA-XENERGY, Inc, establishes baseline information for the
residential population, evaluation findings and program guidance.

1.2 PROJECT OBJECTIVES

The overarching goal of the study is to assess the program’s effectiveness in moving the market
toward more energy efficient measures. More specifically, this research addresses the
following issues:
Program Activity-related Questions

e What measures drew the most customers, rebate dollars and energy savings?

e Did hard-to-reach customers participate proportional to their PGC contribution?

e Are the accomplishments reported by the IOUs accurate?

e Were the measures reported as being rebated actually installed and program-
qualifying?
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Market-Related Questions
e What is the annual purchase rate for major appliances and energy-using equipment?
e What are the intended market effects of this program?
e Is the program achieving desired market effects?

e How have leading market effects indicators changed over time?

Process-Related Questions
e  Which program delivery mechanisms reached customers?
e Were customers satisfied with the program?

e How can the program be refined to work better?

Program Effects Questions
e What evidence, if any, do we have for any market effects occurring from this program?

e Has the program influenced customers’ energy efficiency behaviors?

1.3 OVERVIEW OF RESEARCH ACTIVITIES

Exhibit 1-1 offers an overview of our approach to answering these questions in terms of the
data to be collected, analysis to be conducted and results to be presented.

The scope of this evaluation includes a verification study, process evaluation, and market
characterization from the customers’ perspective that emphasizes their energy efficiency
behavior. The majority of the objectives will be supported through the collection of telephone
surveys. The verification task will be met through onsite audits.
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Exhibit 1-1
Project Overview

Assess Program Effectiveness
Primary in Moving the Market Toward Verify Energy Savings
Objectives Energy-Efficient Measures

Primary
Activities
Data Collection

On Site Audits

Customer Survey

* Participants

* Non-Participants

e HTR Customers
Supply Side Actors

e Retailers

e Contractors

¢ Manufacturers

i

Customer

Verification Behavior Process
Results Analysis Evaluation

Measures Installed Participation HTR Program Delivery

Expost Impacts

Deemed Savings
Review

Awareness Customer Satisfaction

Supply Side Actor

Effect of Program
Involvement

Conservation
Persistence

i

Program Guidance

The report consists of five chapters:

Chapter 1 (Introduction) states study objectives, summarizes research activities and data
collection efforts.

Chapter 2 (Program Activity) summarizes 2002 program background, goals and
accomplishments and reports verification findings.
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Chapter 3 (Market Actor and Process Assessment) presents the results of interviews with
market actors (program staff, contractors, retailers, manufacturers and others). Appendix A
contains data tables that support these chapter findings.

Chapter 4 (Customer Market Assessment and Program Effects) presents findings about
delivery mechanisms, participant satisfaction and program effects from telephone interviews
with customers, both the general population and program participants.

Chapter 5 (Conclusions) reports key findings, integrating market actor and consumer findings,
and offers program guidance.

1.4  DATA COLLECTION ACTIVITIES
Consumer Surveys

Two consumer surveys — the general customer population and program participants — were
conducted in summer 2003 to support this study.

General Population Customer Survey. This survey asks a representative sample of 1001 utility
customers across California about their energy efficiency awareness, knowledge and attitudes,
equipment purchases, experience with retailers, and energy efficient product usage. Many of
these questions were also asked of participants in order to compare the two groups.

Survey results are segmented by “hard-to-reach” customers, defined by the CPUC as “those
who do not have easy access to program information or generally do not participate in energy
efficiency programs due to language, income, housing type, geographic, or home ownership
(split incentives) barriers.” These barriers are defined as:

e Language: primary language spoken is other than English, and/or

e Income: those customers who fall into the moderate income level (income levels less
than 400% of federal poverty guideline), but greater than the low-income guideline,
and/or

e Housing type: multi-family and mobile home tenants, and/or

e Geographic: residents of areas other than the San Francisco Bay Area, San Diego area,
Los Angeles Basin or Sacramento, and/or

e Homeownership: customers who rent rather than own their residences.

Each IOU approach to identify its HTR customer base is different but consistent with the CPUC
definition above. SCE used a list of zip codes that represent HTR “pockets” within its territory
based on geography, income, and home ownership. Rural zip codes were assigned based on
the results of the Statewide Residential Customer Needs Assessment Study (TecMRKT Works
July 2001), which relied on a definition used by federal and state grants programs. In this study,
zip code areas with moderate income and renter concentrations were identified using a
combination of PRIZM clusters, census and economic data. SDG&E defines moderate-income
zip codes using the same criterion as SCE. They also use CIS data to identify individual
customers who are low-income or multi-family based on their rate schedule. PG&E uses only
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geography to define HTR in their service territory, where zip codes outside the nine Bay Area
counties is considered HTR.!

The statewide program made concerted efforts to get participation by customers in these hard-
to-reach market sectors. Therefore, the report segments HTR customers — rural, moderate
income, renter, non-English speaking — in order to assess how well the program served these
customers.

Customer interviews were completed with a random sample across each of the four utilities’
service areas. Samples were drawn from SCE, SDG&E and PG&E’s customer information
systems.2 1001 telephone interviews with customers drawn from the general population,
which offers sufficient sample to analyze the hard-to-reach customer segments, were
conducted. 370 PG&E customers, 371 SCE/SCG customers and 260 SDG&E customers were
interviewed, as shown in Exhibit 1-2.

Exhibit 1-2
General Population Survey Profile
O

= | & | | =

HTR Segment g o a S
Rural 182 54 18 254
Urban 188 317 242 747
Primary Language Spoken - English 323 325 237 885
Primary Language Spoken - Other 45 43 21 109
Moderate Income 149 151 81 381
Other Income 221 220 179 620
Renter 103 116 65 284
Owner 267 255 195 717
Single family dwelling 304 300 229 833
Multi family dwelling 65 70 31 166
Total 370 371 260 1001

Participant Survey. 613 participants - PG&E, SDG&E, SCE and SCG customers that received a
rebate for a program-qualifying energy efficiency measure — were interviewed about their
program experience as well as their energy efficiency behavior (also asked of the general
population). Completes were stratified by measure, IOU and HTR segment.

e Measure Distribution. Exhibit 1-2 presents the measure distribution achieved for the
613-point in-depth participant telephone survey. These 613 points are proportional to
the number of participants (not energy savings). Some measures with relatively low
participation were over-represented to obtain a minimum sample size of at least 25 to 30

1 PG&E does not currently claim as HTR participating renters and non-English speakers that live within the
nine Bay Area counties.

2 One sample represented both SCE and SCG because they serve much of the same territory.
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points. Results were weighted to represent the number of participants by IOU and
measure.

e IOU Distribution. The sample was allocated across the four IOUs roughly proportional
to participation. Again, PG&E is slightly under represented with respect to
participation so as not to place too much of the available resource in one service
territory. For the 613 surveys, 230 are allocated to PG&E, 157 to SCE, 125 SDG&E and
101 to SCG.

e Hard-to-reach distribution. As with the general population, participant responses are
segmented by “hard-to-reach” customers targeted by the program. We did not directly
set quotas for HTR segments, but we ensured representativeness by tracking rural
location, building type, income levels, homeownership and language. We monitored
survey completes to ensure adequate sample for each of these segments, allowing for
HTR customer segment analyses. Surveys were conducted in Spanish for non-English,
Spanish-speaking households. We tracked the incidence of non-English/non-Spanish
speaking respondents, but did not plan to conduct other language surveys. To further
capture the incidence of non-English speakers, we included demographic questions that
collect data on all languages spoken in the home, including an indication of the primary
language.

Exhibit 1-3 shows the profiles of survey respondents, stratified by measure and IOU segment,
for program participants.

Exhibit 1-3
Residential Participant Survey Profile
Measures PGE SCE SCG SDGE  Grand Total
Air Conditioners/Heat Pumps/Room AC 22 31 0 10 63
Whole House Evaporative Coolers 10 20 0 0 30
Whole House Fan 10 13 0 3 26
Gas Furnace 14 0 9 5 28
ES Programmable Thermostats 15 33 9 5 62
Attic Insulation 10 0 10 6 26
Wall Insulation 6 0 2 1 9
High Performance Dual Pane Windows 31 23 0 21 75
Energy Star Clothes Washer 50 0 28 22 100
Energy Star Dishwasher 43 0 31 28 102
Gas Water Heater 7 0 12 10 29
Pool Pumps 12 37 0 14 63
Total 230 157 101 125 613

Customer Segmentation. We report respondent data for both the general population and
participants across 17 segments. This high level of detail regarding consumer response to
survey questions allows us to examine differences among the utilities and hard-to-reach
customer segments (as defined by the CPUC). These detailed data tables are displayed in the
appendices, where survey results are presented for:

e All customers.
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e Hard-to-reach customers. Survey respondents and IOU CIS data were used to classify
each respondent into one or more of the HTR segments. The residential HTR definitions
provided by the CPUC are:

— Urban/rural. We used IOU geographic identifiers to segment respondents in rual
and urban classifications.

— English/other language. Primary languages other than English include 50 surveys
conducted in Spanish with Spanish speaking respondents and 59 respondents who
self-reported that they spoke a non-English language in their home.

— Moderate income versus other income. We were conservative in segmenting
moderate income customers using self-reported data. Customers with moderate
incomes represent one HTR segment targeted by the Single Family Rebate program.
Moderate incomes are defined by the CPUC as “income levels less than 400% of
Federal Poverty Guidelines,” and greater than 150%. The 2003 annual poverty
guidelines are $36,000 for 1 person, $48,000 for two, $61,000 for 3, $74,000 for 4,

$86,000 for 5, $99,000 for a 6-person household.3

— Renter/owner. This information comes from customer’s self-reported
homeownership.

— Multi-family /mobile home versus single family dwelling. Housing type comes
from customer’s self-reported information.

— Any HTR: this segment includes respondents who live in rural areas, speak a
language other than English, live in a multi-family or mobile home, earn moderate
incomes, or rent

— Non-HTR. This segment captures English-speaking, single-family homeowners that
earn more than a moderate income.

e IOU: general population surveys are segmented by three utilities: PG&E, SCE/SCG
and SDG&E. Participant surveys are segmented by all four IOUs (PG&E, SCE, SCG and
SDG&E).

e Technology Group: Participant surveys are grouped into three categories of energy
efficiency measures. (1) Home improvement measures include pool pumps, insulation,
water heater, dual pane windows and programmable thermostats. (2) Cooling and
heating measures include whole house evaporative coolers, central air conditioning,
room air conditioner, whole house fan, heat pumps, and furnaces. (3) The Appliances
group is comprised of clothes washers and dishwashers.

3 Federal Register, Vol. 68, No. 26, February 7, 2003, pp. 6456- 6458.,
http:/ /www.dhhs.state.nh.us/NR/rdonlyres/ewukhfvrdxo7ygre6wuyrryy2u6ev452ajprbywevrShmycm
6dvip2p3ytkpdrxukwlkcauzZeabojswrrj3vxgfq7g/fpg-2003-monthly.pdf
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Onsites and Verification Surveys

Verification surveys. Survey data was collected for a sample of 1087 participants, covering
1,327 measures. Participants were asked if they installed the same measures that the tracking
database stated.

Onsites. To verify that rebated equipment was installed and program-qualifying, on sites were
completed for a sample of 127 participants, covering 168 measures. For this group of
participants, make and model information was collected on site to verify the data in the
program tracking system and verify if the equipment was program qualifying, based on the
Single-Family Rebate Program Qualifying Products List.

Program Staff Interviews

On-site interviews with Program staff at the four IOUs were conducted in spring 2003. These
interviews focused on the program process: program administration, statewide coordination,
marketing, rebate qualification and processing, hard-to-reach goals and measures.
Implementation contractors, IOU marketing staff and SCE staff that oversee third party local
programs were also interviewed.

Upstream Market Actor Interviews

Upstream market actors — those manufacturing, selling and installing energy efficient products
— are critical to moving the residential market towards higher efficiency. We discussed energy
efficiency product sales and marketing, market and product data and program awareness and
participation with a diverse set of retailers, contractors and other market actors. We did not
contact a representative sample of contractors or retailers, instead interviewing market actors
that actively promoted the program or were on a utility marketing list.

Interviews were conducted with:
e 3 Energy Star contractors
e 2 Flex Your Power representatives
e 5 Big Box Retailers
e 15 HVAC contractors
e 3 evaporative cooler manufacturers
e 11 Pool contractors

e 4 Window contractors
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2. PROGRAM ACTIVITY

2.1 PROGRAM BACKGROUND

The $25 million statewide Single Family Energy Efficiency Rebate program, funded by electric
and gas Public Goods Charges, is unique in that it is a portfolio of diverse group of home
improvement products, heating and cooling equipment, appliances, and residential pool
equipment. The 2002 Single-Family Rebate program continued strategies from the 2001
program, providing rebates to residential customers for appliances, HVAC, and other home
improvement measures to help offset the incremental cost for high efficiency equipment. Prior
to 2001, the utilities had offered rebates directly to contractors under the Residential Contractor
Program (RCP). The 2001 and 2002 programs still relied heavily on trade ally support, building
upon successful working relationships the utilities had built with contractors, retailers, and
other market actors while implementing RCP and prior consumer rebate programs. The
utilities interacted with major retailers by providing training, marketing support and rebate
applications.  Since the migration from contractor to consumer rebates, the amount of
interaction with contractors declined somewhat, but the utilities still relied on this important
trade ally to market the program to consumers and to provide assistance with measure
eligibility and the rebate application process.

In addition to the program evolving from a contractor-driven program to a consumer rebate
program, the utilities are also beginning to rely less on implementation contractors, partners
who in the past they relied upon to perform field support functions. This trend towards in-
house utility program operations reflects a decrease in the intensity of field support being
provided by the program and a desire by the utilities to reduce implementation costs and
maximize incentive budgets.

The Single-Family Rebate program covers a diverse array of measures, from the highly complex
(air conditioners) to the relatively simple (Energy Star dishwashers). Addressing the unique
issues with respect to each measure offered under the program poses a challenge to the utility
program managers. At PG&E and SCE, there are different staff allocated to some of the
measure groups, such as pool pumps and HVAC. For SDG&E, where the program is much
smaller due to the smaller territory size, and for SCG, where only gas measures are available,
there is only one program manager for each utility. One of the keys to success for all of the
utilities is the institutional knowledge of program managers that have supported the programs
for several years. As mentioned previously the utilities continually build upon prior working
relationships with key trade allies by updating older databases with new market information.

10U Program Marketing
The single-family rebate program consists of four distinct product markets — HVAC, home

improvement, appliances, and pool pumps. The IOUs used a multi-pronged approach to
promote to these markets.

A multi-pronged approach to communicating program information involved:
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e Consumer information and educational materials;

e Direct customer support through toll-free customer service and utility Web sites;
e Coordinated marketing and outreach through retail and field support; and

e Leveraging other utility and non-utility programs.

The IOUs worked with local retailers, distributors and manufacturers to maximize effectiveness
with consumers. In addition, IOUs leveraged the Energy Star Change Campaign, the Flex Your
Power Campaign, and other promotional campaign efforts to ensure reinforcement of the
energy efficiency and energy savings message.

Program information was disseminated through bill inserts, energy events for consumers, trade
ally communications, and through IOU staff.

The program provided field support to appliance, lighting, home improvement, and large box
wholesale stores. The field support included training retailer staff on rebate promotions, and
ensuring marketing materials are posted in the stores. The IOUs also coordinated with retailers
to provide point of purchase marketing materials and seasonal advertising promotions.

Rebate Amounts
Prescribed rebates amounts for a variety of energy efficiency measures to encourage customer

adoption are listed in Exhibit 2-1. These same rebated measures are also available for tenant
unit improvements under the Statewide Multi-Family Energy Efficiency Rebate program.

Exhibit 2-1
Rebate Amounts
MEASURE | REBATE
Appliances
Energy Star Dishwasher $50
Energy Star Clothes Washer $75
Heating and Cooling Equipment
Room air conditioner $50
Energy Star Natural Gas Furnace $200
Central heat pump $275 - $500
Central air conditioner $200 - $425
Whole House Evaporative Cooler $300
Whole house fan $75
Home Improvement Measures
Dual-pane windows $0.50/sq ft
Programmable Thermostat $20
Natural Gas Storage Water Heater $50
Insulation (wall/attic) $0.15/sq ft
Pool Pump and Motor Replacement $100 - $250
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2.2 PROGRAM PERFORMANCE TARGETS AND ACCOMPLISHMENTS
Energy Savings

For the 2002 program year, the Single Family Energy Efficiency Rebate program set
performance targets for the program in terms of energy and demand savings. As shown in
Exhibit 2-2, statewide, the program met 77% of its kWh target, 89% of its kW target, and 140%
of its Therm target.

Exhibit 2-2
Summary of 2002 Residential Single Family Energy Efficiency Targets and Accomplishments!

- % Target

Utility CPUC Target Result Reached
PG&E

Energy Savings, kWh 16,767,505 12,490,176 74%

Demand Reduction, kW 18,910 18,074 96%

Therms Reduction 1,426,372 2,283,900 160%
SCE

Energy Savings, kWh 19,483,521 16,335,879 84%

Demand Reduction, kW 8,606 10,691 124%

Therms Reduction - - -
SDG&E

Energy Savings, kWh 8,466,000 4,316,080 51%

Demand Reduction, kW 6,460 3,274 51%

Therms Reduction 336,893 424,453 126%
SCG

Energy Savings, kWh 2,586,000 2,886,049 112%

Demand Reduction, kW 1,380 -170 -12%

Therms Reduction 925,000 1,056,111 114%
Statewide

Energy Savings, kWh 47,303,026 36,028,184 76%

Demand Reduction, kW 35,356 31,869 90%

Therms Reduction 2,688,265 3,764,464 140%

Program Budget

The IOUs expended most of their program funds in 2002, as shown in Exhibit 2-3.

1 PG&E, SDG&E, SCG and SCE, Fourth Quarter Report for the 2002 Statewide Residential Single Family Rebates

Program.
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Exhibit 2-3

2002 Residential Single Family Program Budgets and Expenditures?

Utility Program Program | % of Budget
Budget Expenditures Spent

PG&E $13,816,000 | $13,783,317 100%

SCE $5,715,000 | $5,182,744 91%

SDG&E $3,282,000 | $3,289,335 100%

SCG $3,108,725 | $3,108,697 100%

Statewide $25,921,725 | $25,364,093 98%

HTR Goals

In addition, three of the four utilities exceeded their HTR targets. Only SDG&E, with the most
challenging HTR goal (66% of program participants were expected to be HTR), did not meet its
target.

Exhibit 2-4
2002 Residential Single Family Program Hard-to-Reach
Goals and Accomplishments3

Utility HTR Target Result
PG&E 32% 37%
SCE 34% 37%
SDG&E 66% 59%
SCG 11% 24%

Accomplishments by Technology

Exhibit 2-5 shows program participation by technology in terms of number of units, rebate
dollars and energy savings. Four measures — pool pumps, programmable thermostats, dual
pane windows and air conditioners/heat pumps/room AC - make up over 80% of kWh
savings statewide. On the gas side, clothes washers, programmable thermostats and
dishwashers make up about 71% of all therms statewide.

SCE led the IOUs in total kWh savings with 50% of statewide kWh and PG&E led the therms
savings with 61% of therms savings. Pool pump motors and programmable thermostats
accounted for the majority of kWh savings in SCE territory. Clothes washers and
programmable thermostats helped PG&E lead the program in therms savings. Pool pumps did

2 PG&E, SDG&E, SCG and SCE, Fourth Quarter Report for the 2002 Statewide Residential Single Family Rebates
Program.

3 PG&E, SDG&E, SCG and SCE, Fourth Quarter Report for the 2002 Statewide Residential Single Family Rebates
Program.
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not take off in PG&E territory as they did in Southern California, where pool pumps accounted
for 39% of SCE’s kWh savings. Pool pumps were also the top measure in terms of SG&E kWh
savings.

177,123 appliances and 11,638,369 square feet of windows and insulation were rebated through
the 2002 Single Family Rebate program. Nearly half of those appliances and square feet of
windows and insulation were purchased by PG&E customers. Energy Star clothes washer sand
dishwashers were the most popular appliances statewide. SCE was the exception, where more
programmable thermostats and HVAC measures were rebated than Energy Star appliances.
While pool pumps garnered more kWh savings than any other measure, they only represented
4.7% of customer appliances and a little more than 5% of rebate dollars.
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Exhibit 2-5
2002 Single Family Rebate Program Participation by Technology*

Customers Rebate
Utility Technology Units Dollars Pct of Program
PG&E Air Conditioners/Heat Pumps/Room AC 9,105 $1,800,950 10.67%
Attic Insulation (square feet) 2,883,574 $432,536 2.56%
Clothes Washer - Energy Star 27,214 $2,041,050 12.10%
Dishwasher - Energy Star 20,176 $1,008,800 5.98%
Furnace - Gas 3,992 $743,400 4.41%
Pool Pumps 1,927 $245,350 1.45%
Programmable Thermostats 12,554 $251,080 1.49%
Wall Insulation (square feet) 982,545 $147,382 0.87%
Water Heater - Gas 2,222 $111,100 0.66%
Whole House Evaporative Cooler 372 $111,600 0.66%
Whole House Fan 1,857 $139,275 0.83%
Windows - High Perf. Dual Pane (square feet) 1,848,565 $924,283 5.48%
TOTAL 5,794,103 7,956,805 47.15%
SCE Air Conditioners/Heat Pumps/Room AC 9,188 $1,843,800 10.93%
Attic Insulation (square feet) 2,678 $402 0.00%
Pool Pumps 5,063 $506,300 3.00%
Programmable Thermostats 23,083 $461,660 2.74%
Whole House Evaporative Cooler 1,069 $320,700 1.90%
Whole House Fan 1,709 $128,175 0.76%
Windows - High Perf. Dual Pane (square feet) 1,182,395 $591,198 3.50%
TOTAL 1,225,185 3,852,234 22.83%
SCG Attic Insulation (square feet) 1,990,263 $298,585 1.77%
Clothes Washer - Energy Star 12,920 $968,900 5.74%
Dishwasher - Energy Star 11,265 $563,250 3.34%
Furnace - Gas 2,385 $340,900 2.02%
Programmable Thermostats 2,830 $56,600 0.34%
Wall Insulation (square feet) 784,862 $117,770 0.70%
Water Heater - Gas 3,161 $158,100 0.94%
TOTAL 2,807,686 2,504,106 14.84%
SDG&E Air Conditioners/Heat Pumps/Room AC 2,118 $538,616 3.19%
Attic Insulation (square feet) 890,709 $133,603 0.79%
Clothes Washer - Energy Star 7,640 $573,000 3.40%
Dishwasher - Energy Star 8,127 $406,350 2.41%
Furnace - Gas 1,147 $158,900 0.94%
Pool Pumps 1,335 $139,907 0.83%
Programmable Thermostats 2,273 $45,460 0.27%
Wall Insulation (square feet) 288,789 $43,328 0.26%
Water Heater - Gas 2,012 $100,600 0.60%
Whole House Evaporative Cooler 6 $1,800 0.01%
Whole House Fan 373 $27,975 0.17%
Windows - High Perf. Dual Pane (square feet) 783,989 $391,955 2.32%
TOTAL 1,988,518 2,561,494 15.18%
STATEWIDE  Air Conditioners/Heat Pumps/Room AC 20,411 4,183,366 24.79%
Attic Insulation (square feet) 5,767,224 865,126 5.13%
Clothes Washer - Energy Star 47,774 3,582,950 21.23%
Dishwasher - Energy Star 39,568 1,978,400 11.72%
Furnace - Gas 7,524 1,243,200 7.37%
Pool Pumps 8,325 891,557 5.28%
Programmable Thermostats 40,740 814,800 4.83%
Wall Insulation (square feet) 2,056,196 308,480 1.83%
Water Heater - Gas 7,395 369,800 2.19%
Whole House Evaporative Cooler 1,447 434,100 2.57%
Whole House Fan 3,939 295,425 1.75%
Windows - High Perf. Dual Pane (square feet) 3,814,949 1,907,435 11.30%
TOTAL 11,815,492 16,874,639 100.00%

4 PG&E, SDG&E, SCG and SCE, Fourth Quarter Report for the 2002 Statewide Residential Single Family Rebates

Program.
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Exhibit 2-5 (continued)

2002 Single Family Rebate Program Participation by Application

Net Energy Savings

Net Energy Savings

Utility Technology kwh Pct of Program Therms  Pct of Program
PG&E Air Conditioners/Heat Pumps/Room AC 2,416,191 6.71% - 0.00%
Attic Insulation (square feet) 333,630 0.93% 128,319 3.41%
Clothes Washer - Energy Star 870,848 2.42% 587,822 15.62%
Dishwasher - Energy Star 839,322 2.33% 258,253 6.86%
Furnace - Gas - 0.00% 154,870 4.11%
Pool Pumps 787,788 2.19% - 0.00%
Programmable Thermostats 2,766,170 7.68% 754,182 20.03%
Wall Insulation (square feet) 113,680 0.32% 43,723 1.16%
Water Heater - Gas - 0.00% 27,686 0.74%
Whole House Evaporative Cooler 404,249 1.12% - 0.00%
Whole House Fan 700,758 1.95% - 0.00%
Windows - High Perf. Dual Pane (square feet) 3,257,541 9.04% 329,045 8.74%
TOTAL 12,490,176 34.67% 2,283,900 60.67%
SCE Air Conditioners/Heat Pumps/Room AC 2,627,942 7.29%
Attic Insulation (square feet) 428 0.00%
Pool Pumps 6,544,070 18.16%
Programmable Thermostats 4,113,369 11.42%
Whole House Evaporative Cooler 1,185,595 3.29%
Whole House Fan 315,925 0.88%
Windows - High Perf. Dual Pane (square feet) 1,548,549 4.30%
TOTAL 16,335,879 45.34% - 0.00%
SCG Attic Insulation (square feet) 830,047 2.30% 177,133 4.71%
Clothes Washer - Energy Star 413,440 1.15% 279,072 7.41%
Dishwasher - Energy Star 521,344 1.45% 160,414 4.26%
Furnace - Gas - 0.00% 42,660 1.13%
Programmable Thermostats 939,950 2.61% 269,451 7.16%
Wall Insulation (square feet) 181,268 0.50% 90,809 2.41%
Water Heater - Gas - 0.00% 36,573 0.97%
TOTAL 2,886,049 8.01% 1,056,111 28.05%
SDG&E Air Conditioners/Heat Pumps/Room AC 600,667 1.67% - 0.00%
Attic Insulation (square feet) 39,399 0.11% 55,491 1.47%
Clothes Washer - Energy Star 244,480 0.68% 165,024 4.38%
Dishwasher - Energy Star 338,083 0.94% 104,026 2.76%
Furnace - Gas - 0.00% 13,440 0.36%
Pool Pumps 1,490,291 4.14% - 0.00%
Programmable Thermostats 91,034 0.25% 48,551 1.29%
Wall Insulation (square feet) 540 0.00% 12,851 0.34%
Water Heater - Gas - 0.00% 25,070 0.67%
Whole House Evaporative Cooler 6,520 0.02% - 0.00%
Whole House Fan 140,755 0.39% - 0.00%
Windows - High Perf. Dual Pane (square feet) 1,364,311 3.79% - 0.00%
TOTAL 4,316,080 11.98% 424,453 11.28%
STATEWIDE  Air Conditioners/Heat Pumps/Room AC 5,644,800 15.67% - 0.00%
Attic Insulation (square feet) 1,203,503 3.34% 360,944 9.59%
Clothes Washer - Energy Star 1,528,768 4.24% 1,031,918 27.41%
Dishwasher - Energy Star 1,698,749 4.72% 522,692 13.88%
Furnace - Gas - 0.00% 210,970 5.60%
Pool Pumps 8,822,150 24.49% - 0.00%
Programmable Thermostats 7,910,523 21.96% 1,072,183 28.48%
Wall Insulation (square feet) 295,488 0.82% 147,383 3.92%
Water Heater - Gas - 0.00% 89,328 2.37%
Whole House Evaporative Cooler 1,596,364 4.43% - 0.00%
Whole House Fan 1,157,438 3.21% - 0.00%
Windows - High Perf. Dual Pane (square feet) 6,170,402 17.13% 329,045 8.74%
TOTAL 36,028,185 100.00% 3,764,463 100.00%
Note: Contractor Incentive - SPIF refers to $100 incentives for pool contractors that install energy effiicent pool pumps
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2.3 HARD-TO-REACH CUSTOMER REBATE-CONTRIBUTION ANALYSIS

The CPUC has placed significant emphasis on targeting HTR customer segments (customers
that live in rural areas, have moderate income levels, speak a language other than English, rent
their residences, or live in multi-family dwellings or mobile homes). This emphasis is based on
the belief that there have been inequities among these customer segments that have contributed
to the PGC funds, but have not explicitly benefited from the energy efficiency programs funded
by the PGC. One of the ways to analyze performance of the program in HTR segments is to
compare rebates paid out to residential customers through the Single Family Rebate program to
the public goods charge (PGC) contribution made by these customers (through utility bill
payments). Such an analysis can inform about how appropriate the program HTR targets are,
and whether or not various HTR segments are adequately served by the program

Methodology

The distribution of rebates paid by the Single Family Rebate program by key HTR customer
segments was compared to the distribution of total dollars paid in public purpose program
(PPP) charges®. For a given customer segment, if the percentage of rebates paid is roughly
equal to the percentage of PPP charges paid, it may be assumed that the customer segment was
adequately served.

Using CIS utility gas and electric bill payments, the amount of PPP contribution for the entire
residential population was calculated, as well as for each of the HTR customer segments®.
Using program-tracking data, the amount of program rebate received in 2002 was calculated for
the entire participant population and also for HTR customer segments.

HTR Segmentation

Each IOU provided the data necessary to replicate the HTR segments in their service territory.
Much of the identification of HTR segmentation relies on a zip code mapping created in the
Statewide Residential Needs Assessment Study, which classified California’s zip codes by a
variety of demographic features. This study produced segment maps identifying the location
of HTR population densities by zip code and utility service maps.

The two primary HTR segments targeted by the 2002 Single Family Rebate program are:

e Rural: PG&E designated rural as every city not located in the San Francisco Bay Area or
Sacramento, while the other three IOUs used the statewide Residential Needs study
rural zip code mapping. PG&E chose their designation because the areas outside the
San Francisco Bay Area or Sacramento represent the largest accumulation of potential

5 ppp charges on utility bills include funds collected for energy efficiency, low income and renewable energy
programs. The PGC ratio is calculated using total PPP due to difficulties encountered in extracting the funds
collected for energy efficiency programs alone.

6 1tis important to note that the entire residential population was used to estimate the PPP distribution. Ideally,
only the single-family population would have been used, but it was not possible to identify and eliminate multi-
family and mobile home premises from each of the IOU’s CIS databases.

Quantum Consulting Inc. 2-8 Program Activity



single family air conditioning and pool pumps and motors for replacement and
therefore, the related energy savings. Also, at the time, it was unclear how the tracking
of the various HTR categories would avoid double counting.

e Moderate income: SDG&E, SCE, and SCG also included moderate income customers in
their HTR segments (PG&E did not). Customers in zip codes with a large percentage of
moderate income residents were classified moderate income.

One other HTR segment that was included in SCE’s CPUC HTR segment was renters. Because
renters are not typically purchasers of appliances for the residence they rent, this segment was
not included in the CPUC HTR target for the other IOUs. For this analysis, renters were not
emphasized for this reason.

Another HTR segment that could potentially be targeted by the Single Family Rebate program
are customers whose primary language spoken is other than English. Unfortunately,
population level data on language spoken was not readily available. However, ethnicity data
based on census data at the zip code level was available for identifying Hispanic and Asian
populations.  This indicator, ethically-populated areas, is a proxy for speakers of other
languages; it does not indicate that these customers speak a primary language other than
English. Nevertheless, this indicator was analyzed to determine if there were gaps in reaching
these two populations, which were identified as:

e Hispanic: Hispanic Latino was defined as greater than 37 percent of households in
Hispanic segments, based on 2000 census data, developed as part of the Statewide
Residential Needs Assessment Study.

e Asian: Asian was defined as greater than 8 percent of households in Asian segment.
This segmentation was also based on 2000 census data, developed as part of the
Statewide Residential Needs Assessment Study

Other HTR segments like mobile home and multi-family (and renters as discussed above) were
not included in this assessment, as these segments are targeted by the Statewide Multi-family
program, not the Single Family Rebate program.

Comparing HTR Targets to Contribution

Each IOU developed an HTR target based on historic participation levels. The targets were
defined as having a percentage of the program’s applications be submitted from customers in
the rural or moderate income HTR segments. Exhibit 2-6 below presents the percentage of the
PPP contribution that was made by rural or moderate income residential customers for each
IOU, compared to the corresponding HTR targets. PG&E is the only IOU that did not include
moderate income in its HTR target, and relied only on the rural HTR segment. As discussed,
SCE also included renters in their HTR target.
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Exhibit 2-6
Comparison of 2002 HTR Targets and PPP Contributions

10U Segment HTR Target Elec+Gas PPP Paid
SDG&E Rural or Moderate Income 66% 62%

SCE Rural, Moderate Income, or Renter 34% 51%

SCG Rural or Moderate Income 11% 35%

PG&E Rural Only 32% 48%

It is important to keep two things in mind when reviewing these results. First, the contribution
paid is based on the PPP and not on the PGC. Secondly, the PPP contribution is based on the
entire residential population, as opposed to only the single-family population. Therefore, these
data should be viewed as directional, and not for absolute comparisons.

With this in mind, it appears that the HTR target set for SDG&E is appropriate. Although the
SCE target looks low relative to the contribution, its important to note that renters are included
in the PPP paid value, but are not a target emphasized by the program due to the lower
likelihood of renters purchasing program qualifying measures, such as white goods appliances.
The percent of the PPP paid to rural and moderate income HTR segments is only 39%
(compared to the 51% including renters), which is much more in line with the 34% target set
based on historic participation. The targets set for SCG and PG&E both appear to be low
relative to the contribution being made by these customers. It is interesting to note that both
SCG and PG&E easily met their HTR targets, especially SCG.

Comparing Rebate Paid to Contribution for Targeted HTR Segments
Exhibit 2-7 compares the percentage of rebates paid for the targeted HTR segments to the PPP

contributions made by these customers. Shown are the rural and moderate income segments
separately, and combined by IOU and statewide. For SCE, renters are also shown.
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Exhibit 2-7
Comparison of 2002 Rebates Paid and PPP Contributions
for HTR Targeted Segments

10U Segment Elec+Gas PPP Paid Rebate Received
SDG&E Rural or Moderate Income 62% 60%
Rural 6% 6%
Moderate Income 60% 57%
SCE Rural or Moderate Income 39% 34%
Rural, Moderate Income, or Renter 51% 39%
Rural 14% 12%
Moderate Income 35% 29%
Renter 25% 13%
SCG Rural or Moderate Income 35% 23%
Rural 9% 8%
Moderate Income 32% 20%
PG&E Rural or Moderate Income 50% 44%
Rural 48% 42%
Moderate Income 28% 24%
Statewide Rural or Moderate Income 46% 41%
Rural 23% 25%
Moderate Income 36% 29%

Keeping in mind the limitations of the analysis, it would appear that statewide, the rural and
moderate income HTR segments were well served, particularly the rural customers. By IOU,
these segments were also well served, with only one significant exception. The only segment
for which there was more than a 20% difference between the rebates paid and PPP contribution
made was for SCG’s moderate income segment (which also caused the rural or moderate
income combined segment to be off by more than 20%). Furthermore, the renter segment in
SCE was not well served. But as discussed above, this is not a segment likely to participate or
one that was emphasized by the program delivery. Otherwise, every other individual segment
seems to have been fairly well served relative to their PPP contribution.

Comparing Rebate Paid to Contribution for Other Potential HTR Segments

Exhibit 2-8 compares the percentage of rebates paid to the PPP contributions made by
customers that lived in the ethnic Hispanic or Asian segments. As stated above, these two
segments were identified as those that could potentially be targeted by the program, which
were the closest available proxy for the HTR language segment.
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Exhibit 2-8
Comparison of 2002 Rebates Paid and PPP Contributions
for Non-HTR Segments

10U Segment Elec+Gas PPP Paid | Rebate Received
SDG&E Hispanic 17% 11%
Asian 30% 30%
SCE Hispanic 33% 22%
Asian 32% 30%
SCG Hispanic 38% 22%
Asian 36% 45%
PG&E Hispanic 17% 11%
Asian 43% 46%
Statewide Hispanic 25% 15%
Asian 36% 40%

Based on Exhibit 2-8, it does not appear that the Asian segment has been underserved by the
Single Family Rebate program. However, there is a substantial difference between the PPP
contribution and rebates received among customers in the Hispanic segment. The Hispanic
segment appears to be underserved relative to their contribution. It is important to note,
however, that this difference is not necessarily attributable to a language barrier (i.e., one
should not relate the Hispanic segment and the language HTR segment). For example, other
factors may cause the relatively low levels of rebates received, such as high rates of rentership
or multi-family residences within the Hispanic segment; these segments are not targeted by the
program. We recommend further exploration in the upcoming Statewide Residential Hard-To-
Reach study, to determine if the language HTR segment is underserved and should be targeted
by the Single Family Rebate program, or if there are certain ethnic communities, such as the
Hispanic community, that would be appropriate targets for the program.

2.4 VERIFICATION RESULTS
Introduction

The objective of this study was to verify the program accomplishments that each IOU claimed
in its Final Fourth Quarter Report for program year 2002. Six separate verification tasks were
conducted to verify various aspects of the program accomplishments, as follows:

1. Application Verification -Verify that applications were correctly entered into the
program tracking systems, for a sample of applications. Also verify that the rebated
equipment was program qualifying by comparing the vendor invoices attached to the
applications with the Single-Family Rebate Program Qualifying Products List for 2002.
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Measure Accomplishments Verification - Verify that the total number of units rebated
through the program by measure type, as reported in the Final Fourth Quarter CPUC
workbook in the Program Activities Worksheet, Table - A, column S, match the program
tracking systems.

HTR Accomplishments Verification - Verify that the percent of participants that
received incentives in HTR segments (based on geographic location and income, and
renters for SCE) as reported in the Final Fourth Quarter CPUC Report narrative, match
the program tracking systems.

Per Unit Savings Verification - Verify that the per unit savings (kW, kWh and therm)
and net-to-gross values, by measure type, as reported in the Final Fourth Quarter CPUC
workbook in the Program Activities Worksheet, Table — A (columns D, F, G and J),
match the program implementation plans.

Measure Installation Verification — Conduct telephone surveys to verify that the rebated
equipment actually installed match the program tracking system, for a sample of
participants

On-Site Equipment Verification — Conduct on-site audits to verify that the rebated
equipment actually installed match the program tracking system, and collect measure
specific information to verify that the equipment installed was program qualifying, for a
sample of participants.

Approach

In order to verify these accomplishments, the QC Team (Quantum Consulting and KEMA-
XENERGY) first obtained the following information from each IOU:

a sample of participant applications and vendor invoices
the program tracking system

definitions and data sources used to classify participants as hard-to-reach (geographic
location and income)

the final fourth-quarter CPUC workbook and narrative

Application Verification

For each IOU we verified that a sample of invoices (50 to 60 applications) was entered correctly
into the program tracking system (particularly account number, site number, measure type,
measure counts and incentives paid). A total of 167 applications, covering 258 measures, were
analyzed. It also verified that the specific measures that were rebated were in fact program
qualifying models as listed in the Single-Family Rebate Program Qualifying Products List for

2002.
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Measure Accomplishments Verification

Once the application information was verified, number of measures rebated by measure type
were calculated, by aggregating the program tracking system for each IOU. This was then
compared to the final CPUC workbook in the Program Activities Worksheet, Table - A, column
S, to determine if these values matched.

HTR Accomplishments Verification

Next, using the definitions provided by the IOUs, we determined if a given participant fell into
the rural and/or low to moderate income HTR segments (and/or renters for SCE, which
included this HTR segment in their CPUC target). We then calculated the number of accounts
that received incentives in any of the HTR segments. We then compared the percent of the total
accounts that were classified HTR to the final CPUC report narrative, to determine if the values
matched.

Per Unit Savings Verification

Then the per unit savings values (kW, kWh and therm) and net-to-gross values, by measure
type, as reported in the Final Fourth Quarter CPUC workbook in the Program Activities
Worksheet, Table — A (columns D, F, G and J), were evaluated against the Program
Implementation Plan (PIP).

Measure Installation Verification

Next, survey data was collected for a sample of 1087 participants, covering 1,327 measures.
Participants were asked if they installed the same measures that the tracking database stated.

On-Site Equipment Verification

Finally, on sites were completed for a sample of 127 participants, covering 168 measures. For
this group of participants, make and model information was collected on site to verify the data
in the program tracking system and verify if the equipment was program qualifying, based on
the Single-Family Rebate Program Qualifying Products List.

Findings
Application Verification

For each IOU we verified that a sample of invoices (50 to 60 applications) was entered correctly
into the program tracking system and also that they were listed in the Single-Family Rebate
Program Qualifying Products List 2002.

PG&E:  QC randomly selected 59 of PG&E’s applications for verification, which were
associated with 118 measures and corresponding vendor invoices. The account
number, site number, measure description, quantity and incentive reported on these
invoices were compared to those entered into PG&E’s tracking database. All
invoices were found to be correctly entered into the tracking database. The rebated
measures were then matched up to the list of qualifying products. All of these
measures were also found to be in the program qualifying list.

Quantum Consulting Inc. 2-14 Program Activity



SCE:

SDG&E:

SCG:

Because SCE conducting their own independent verification of the application
process, we did not duplicate this effort. Ridge and Associates, the independent
reviewer, did not recommend any changes to the database as a result of their
analysis.

QC randomly selected 52 of SDG&E'’s applications for verification, which were
associated with 67 measures and corresponding vendor invoices. The account
number, site number, measure description, quantity and incentive documented on
the applications were compared to the values entered into SDG&E'’s tracking
database. All applications were found to be correctly entered into the tracking
database. When matched up to the list of qualifying products, most rebated
measures were found to be in the program qualifying list. The exceptions were; four
of the window rebate recipients did not provide any paperwork that specified U-
factors and SHGC for the windows purchased and another one provided only two
window stickers (one of which would not be program qualifying), one insulation
application did not provide the square feet of insulation with their application and
another one did not provide proof of the r-value of the purchased insulation. Finally,
one of the AC model numbers was not found on the program qualifying list. All of
the cases listed above, except for the AC, may be program qualifying, as it was not
possible to verify this based on the paperwork provided with the applications.

QC randomly selected 56 of SCG’s accounts for verification, which were associated
with 73 measures and corresponding vendor invoices. The account number, site
number, measure description, quantity and incentive documented on the
applications were compared to the values entered into SCG’s tracking database. All
invoices were found to be correctly entered into the tracking data. When matched
up to the list of qualifying products, almost all rebated measures were found to be in
the program qualifying list, with the exception being one clothes washer.

Measure Accomplishments Verification

To verify measure accomplishments we calculated the number of measures rebated, by
measure type, in each IOU’s program tracking data. We then compared this to the final CPUC
workbook in the Program Activities Worksheet, Table - A, column S, to determine if these
values matched.

Exhibit 2-9 below summarizes the findings of the measure accomplishments verification tasks.
Presented are the number of measures, by measure type, (1) found in their program tracking
database and (2) reported by each IOU in their Final Fourth Quarter CPUC workbook in the
Program Activities Worksheet, Table - A, column S.
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Exhibit 2-9
Comparison of Measure Accomplishments, by IOU
Tracking Database vs. Final Fourth Quarter Report

Measure Description SCE 3C6 PO&E SDGEE
Database |Reported [Database |Reported |Database |Reported |Database [Reported
Whole House Evaporative Cooler 833 833 372 372 6 6|
Air Conditioner 5691 5691 6258 6253 1595 1593
Attic Insulation (square feet) 6410 6410] 1990263] 1990263 2880607| 2883574] 888909] 890709
Clothes Washer 12920 12920 27213 27214 7631 7640
Dishwasher 11265 11265 20175 20176 8120 8127
Gas Furnace - 80% AFUE 1360 1360 550 550 704 705
Gas Furnace - 90% AFUE 1025 1025 3445 3442 442 442
Gas Water Heater >=.60 EF 3161 3160 2222 2222 2010 2012
Heat Pump 239 239 205 205 162 161
"Dual Pane Windows (square feet) 765516.5] 765517 1842914| 1848565 777052] 783989
[lPool Pump/Motor - Single Speed 3184 3184 1573 1576 1316 1290
[lPool Pump/Motor - Two Speed 50 50 347 351 51 46
Room Air Conditioner 534 534 2647 2647 364 364
Thermostat 7930 7930 2830 2830 12557 12554 2474 2273
Wall Insulation (square feet) 784862] 784862 980801] 982545] 288593| 288789
Whole-House Fan 1421 1421 1857 1857 372 373
Total 783863.5] 783864] 2807686] 2807685| 5775256] 5785621 1979801] 1988519
Percent Difference 0.00% 0.00% -0.18% -0.44%

SCE and SCG:  The reported quantity of every measure sold through the program in both
SCE’s and SCG’s fourth quarter filings matched the actual quantity in their
tracking databases.

PG&E and SDG&E: The quantity of measures sold through the program reported by PG&E
and SDG&E in their fourth quarter filing were slightly lower than the
quantity observed in their tracking database. However, the difference
between the actual quantity and the reported quantity for each utility were
less than one percent.

HTR Accomplishments Verification

Using the definitions provided by the IOUs, we determined if a given participant fell into the
rural and/or moderate income HTR segments (or renter segment for SCE, which also included
this in their target). We then calculated the number of accounts that received incentives in any
of the HTR segments. We then compared the percent of the total accounts that were classified
HTR to the final CPUC report narrative, to determine if the values matched.

Exhbit 2-10 below summarizes the findings of the HTR accomplishments verification tasks.
Presented are the percentages of participants that received incentives in HTR segments (based
on geographic location and/or income level, and/or renters for SCE) that were (1) found in
their program tracking database and (2) reported by each IOU in their Final Fourth Quarter
CPUC narrative.
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Exhbit 2-10
Comparison of HIR Goal and Accomplishment, by IOU
Tracking Database vs. Final Fourth Quarter Report

Hard-to-Reach SCE SCG PG&E SDG&E
Goal 34% 11% 32% 66%
Database 37% 23% 36% 59%
Reported 37% 24% 37% 59%
SCG: SCG slightly over-reported their HTR accomplishments relative to what was found

in the database. SCG reported that 24% of the participants that received incentives
were in HTR areas or HTR income levels, compared to 23% found in the database.

PG&E:  PG&E also slightly over-reported their HTR accomplishments relative to what was
found in the database. PG&E reported that 37% of the participants that received
incentives were in the HTR areas, compared to 36% found in the database. This
difference may have been attributable to PG&E counting the total number of
invoices instead of the number of participants.

SCE and SDG&E: The percent of participants that received incentives in the target HTR
areas reported by SCE and SDG&E in their fourth quarter filing was nearly identical
to what was found in their tracking database.

SCE, SCG and PG&E reached their HTR goals of 34%, 11% and 32% respectively. Even though
SDG&E had the highest amount of HTR participants, they did not reach their HTR goal of 66%.

Per Unit Savings Verification

The per unit savings values provided in the final fourth quarter filings were evaluated against
the Program Implementation Plan (PIP).

PG&E:  The per-unit savings values reported in PG&E’s final fourth quarter filings were all
found to match the PIP filing.

SCE: The per-unit savings values reported in SCE’s final fourth quarter filings were all
found to match the PIP filing.

SDG&E:  One difference was found between the PIP and SDG&E'’s final fourth quarter filings.
The value for the two-speed pool pump kWh savings per unit was incorrectly
reported in the PIP, but was corrected in the fourth quarter filings. The PIP had the

two-speed gross kWh annual savings at 1937 kWh, which was corrected in the
CPUC workbooks as only 785 kWh.

SCG: All but one measure’s per-unit savings values reported in SCG’s final fourth quarter
filings were found to match the PIP with the exception being the Net-to-Gross value
for dishwasher. It was reported as 0.89 and should have been 0.80.
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Measure Installation Verification

A survey was conducted to verify that the IOU’s customers installed the measures specified in
the IOU’s database. The survey asked a sample of 1,739 participants if they recall receiving a
rebate for the measures that we gathered from their record in the IOU’s tracking database. Out
of 2,154 measures asked about in the survey, only thirty-nine measures were not verified by the
respondents. And an additional eighteen respondents were either unsure if they received a
rebate for the measure or refused to answer the question.

Exhibit 2-11
Survey Results of Participants
In Response to the Rebated Measure In the Tracking Database

Remember Receiving a
1st 2nd 3rd 4th

Rebate for Given Measure Total
Through the SFR Program? Measure | Measure | Measure | Measure

Yes 1662 322 96 17 2097
No 28 3 2 6 39
Refused 12 0 0 0 12
Don't know 6 0 0 0 6
Total 1708 325 98 23 2154

Those that recalled receiving a rebate, for the measure that we specified, were then asked if that
measure was currently installed. Thirteen respondents said that their rebated measure is no
longer installed. Six of these respondents never installed the measure and seven removed the
measure. An additional thirteen respondents refused to tell us if the measure was still installed
and another one was unsure.

Exhibit 2-12
Survey Results of Participants
Retention of the Rebated Measure In the Tracking Database

. 1st 2nd 3rd 4th

Is the Measure Still Installed? Measure | Measure | Measure | Measure Total
Yes 1636 321 96 17 2070
No, was removed 6 1 0 0 7
No, never installed 6 0 0 0 6
Refused 13 0 0 0 13
Don't know 1 0 0 0 1
Total 1662 322 96 17 2097

On-Site Equipment Verification

Exhibit 13 shows the distribution of the 168 measures that were audited, the number of
measures found installed in the participants household, and if the equipment found was found
to be program qualifying or not. All measures were found to be installed, but 5 percent of the
measures audited, were not found in the Single-Family Rebate Program Qualifying Products
List (only 8 measures). It is possible that some of these eight measures may be program
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qualifying, but were not listed. Furthermore, of these eight measures, the make and model
numbers were not obtainable in program tracking systems for four of these measures.
Therefore, the make and model numbers were obtained onsite by the auditors to determine if
the equipment was program qualifying. It is possible that the auditors may have transcribed
incorrect data, or not complete data (for example, for the 2 pool pumps listed below as not
qualifying, the make and model numbers were not found in any of the manufacturers product
literature).

Of these eight measures, one was a gas furnace that had an Energy Star label on it, and was not
found to an 80% AFUE model, but was not on the Program Qualifying Products List. Of the
two air conditioners that were not on this list, one was a 10 SEER and the other a 12 SEER.
Neither were found to have an Energy Star label on them. As discussed above, neither of the
two pool pumps listed were found in either the Program Qualifying Products List, or in the
manufacturers product literature, and may have been transcribed incorrectly. The dishwasher
had a model number that was different that than found in the tracking data. The tracking data
model number was program qualifying, but the one found onsite was not. Although the
customer did not indicate this, it is possible that the rebated program qualifying equipment was
installed elsewhere. Finally, of the two programmable thermostats, one make and model
number was not found in the program tracking data and was based on the auditors data
collection. Although neither thermostat was energy star compliant, the model numbers were
both very similar to energy star compliant models.

Of the 168 measures audited, there were 12 measures for which make and model information
was not available in the program tracking data, nor were the auditors able to determine this
information on site. The most common measure was programmable thermostats, most likely
because the model number is often located on the back of the equipment, out of site from out
auditor. Finally it is noteworthy that two of the 22 pool pumps that were found to be program
qualifying were logged in the database under the wrong speed. One pool pump was listed in
the tracking system as a two speed unit, but was found to be a one speed unit, and a second
unit had the opposite occur.

It is also important to note that there was no trends found across the four IOUs for these issues.
In other words, no one IOU appeared to have more tracking issues than the other.
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Exhibit 2-13
Results of On-Site Audits
Number of Measures Found to be Program Qualifying

Number of|] Does Quantity [s Measure Program
Measure Description Measures | Installed Match? Qualify?
Audited Yes No Yes No UTD*

Air Conditioner 24 24 0 22 2 0
Gas Furnace 19 19 0 17 1 1
Programmable Thermostat 31 31 0 20 2 9
Pool Pump 24 24 0 22 2 0
Clothes Washer 18 18 0 17 0 1
Attic Insulation 9 9 0 9 0 0
Dishwasher 12 12 0 11 1 0
Whole House Evaporative Cooler 8 8 0 7 0 1
Dual Pane Windows 23 23 0 23 0 0
Total 168 168 0 148 8 12

*Unable to determine model number in the field.

Conclusion

Overall, it was found that the measure accomplishments reported by the IOUs in their final
report (specifically, in the CPUC workbook in the Program Activities Worksheet, Table - A,
column S) matched very well with the program tracking data. This was also the case with the
Hard-to-Reach (HTR) accomplishments. The program tracking data was very similar to what
was reported in the Final Fourth Quarter Report narrative (SCE was the only utility off by more
that 1 percent). Almost all of the per unit savings values were found to be accurate in the
Fourth Quarter filings, except for SCG’s Net-to-Gross ratio for dishwashers. All applications
were correctly entered into the tracking database. But we were not able to verify that 9 rebated
measures were program qualifying. The Measure Installation Verification survey found that 97
percent of surveyed participants recall receiving a rebate through the Single-Family Rebate
Program. It was also found that 98 percent of surveyed participants still have their rebated
measure installed. The On-site Equipment Verification found that all measures rebated were
found to be installed in the home and, for the most part, the found measures were indeed
program qualifying.
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3. MARKET ACTOR AND PROCESS ASSESSMENT

Process evaluations are typically undertaken to review and assess the implementation-related
aspects of a program. Research undertaken for the process evaluation component of this
project included interviews with program managers (May 2003) and interviews with upstream
market actors (July-August 2003).

3.1 OBJECTIVES
The process assessment specifically seeks to:
e Assess upstream market actor involvement (mainly retailers and contractors)

e Assess effectiveness of program delivery and marketing

3.2 PROGRAM STAFF INTERVIEWS

The goal of program staff interviews was to assess effectiveness of program delivery and
marketing. This subsection covers statewide coordination, marketing, rebate qualifications and
processing, and HTR goals and measures.

Coordination

The 2002 program was officially “statewide”, where all facets of the program were consistent
across the four IOUs. The program managers at each of the utilities had worked together
closely in 2001 (and in some cases before 2001) and as a result these existing working
relationships allowed for effective coordination and communication statewide. The utilities
not only coordinated so that rebate levels, product specifications, and program materials
were consistent, but also shared retailer and manufacturer contact data and “spoke” with one
voice to their many trade allies. This consistency was key in ensuring that the 2002 program
was truly a seamless and standardized statewide program.

While statewide coordination is regarded by the utilities as beneficial to trade allies and
consumers, at times it proved difficult to establish consistent product eligibility standards
and rebate levels that were appropriate across the state for weather-sensitive measures such
as furnaces and windows. Other regional differences between northern and southern
California, such as opinions regarding the merits of variable-speed pool pumps, also proved
challenging for the utilities. Nevertheless, the utilities have developed successful working
relationships that allowed for compromising so that the statewide program by-and-large
addresses the uniqueness of each utility’s customers.

The statewide program overlaps with CPUC-funded third party “local” programs that are
implemented by non-utilities throughout the state. Third party local programs are typically
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administered by utilities, implemented by subcontractors and offer nontraditional delivery
strategies. Many offer the same measures and target the same markets that the utilities target
through their statewide programs. At least a dozen programs target residential markets, often
focusing on “hard-to-reach” sectors such as to moderate-income residents and multi-family
housing. Third party local programs are discussed in more detail later in this chapter.

These overlapping programs clearly introduce the potential for consumer and trade ally
confusion and double dipping between local and utility programs. The fact that the utilities
administer the local programs helps somewhat to mitigate confusion because the utility
program managers are aware of the programs and can somewhat address the potential for
mixed market signals. However, managing the local program contracts and addressing overlap
issues is time-consuming and somewhat limits the effectiveness of program staff to concentrate
on promoting the statewide program and ensuring that the program will meet goals.

Marketing

The utilities rely on their extensive network of trade allies to market the program to consumers,
and leverage seasonal campaigns and promotional efforts sponsored by entities such as the
Department of Energy/Energy Star and Flex Your Power. In 2002, they continued to provide
field support to trade allies, such as salesperson training on rebate promotions, reviewing
promotional materials, and providing point-of-purchase marketing materials. The utilities
also leveraged their relationships with contractors, by keeping them in the loop with regard to
program timing, rebate levels, product specifications and rebate application requirements.

The utilities marketed the program directly to consumers through a variety of methods,
including:

e Participation in fairs, festivals, and other community events
e Utility web sites and call centers
e Cross-promotions from other utility programs such as the Low Income Energy
Efficiency Program, California Alternative Rates for Energy and the Multi-Family rebate
program
o Utility-specific strategies to outreach to hard-to-reach segments
e Statewide Marketing and Outreach campaign
e Utility-specific corporate consumer advertising campaigns
While consumer advertisements are an important component of the overall program marketing
strategy, by and large the bulk of the program budget is directed towards rebates and the
limited marketing budget is focused on trade ally advertising where the program can get
more “bang for the buck”.
The regulatory environment under which the programs operate pose challenges for

marketing the programs due to delays in program approvals. In 2002, the programs were
delayed several months. The utilities were unable to start their promotions and signal to trade
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allies that rebates would be available soon. Even though the utilities were awarded “bridge”
funding to offer a limited amount of rebates in the first quarter, program managers believe that
the 2002 program was affected significantly by the delay especially for measures tied to the
summer season such as cooling and pool pumps. These measures in particular were expected
to achieve much of the utilities” energy savings goals. Pool contractors, however, report that the
pool pump buying season occurs April to October, so the late program start did not affect sales
opportunities.

Rebate Qualification and Processing

The utilities process rebates internally using systems that have been in place for many years
supporting many different programs. This component of the program is not necessarily
consistent statewide. SDG&E and SCG combined their rebate processing in the summer of
2002. While there was a transition period that was characterized by some significant customer
payment delays, by September 2002 the “kinks” were worked out and customers were
receiving payment within the usual time frame (around 6 weeks.) However, these delays did
not affect participant satisfaction with rebate turnaround.

As mentioned previously, the program offers rebates for a wide variety of measures, some with
simple specifications (e.g., Energy Star rated), and some with very complex specifications (e.g.,
Central AC based on SEER rating). For the more complex measures, customers had trouble
determining whether their equipment qualified for the rebate, as evidenced by a
significantly high rebate rejection rate. There are two main reasons that a rebate application is
rejected: missing data (e.g., Energy Factor for water heaters), or equipment that does not
qualify based on the information provided (e.g., programmable thermostat that is not Energy
Star rated).

The utilities are addressing these issues in a number of ways. Because contractors install many
of the program measures, the utilities attempt to provide them with basic training on rebate
qualifications. Even though many of the more active contractors with respect to the program
likely participated in RCP and were used to applying for rebates, contractor-generated rebate
applications still have a high rejection rate for some of the more complex measures such as
Central AC and furnaces. The utilities also address this issue by attempting to simplify the
specifications. For example, in 2002 a furnace with 80% AFUE that was not Energy Star rated
was eligible under certain conditions. Many applications were rejected due to ineligible 80%
AFUE furnaces. Going forward into 2003, the utilities are only offering a rebate for Energy Star
rated furnaces (90% AFUE). Equipment that can be tied to the Energy Star rating reduces
rebate rejections significantly. Unfortunately, Energy Star does not rate all equipment and
measures such as water heaters and Central AC must be tied to energy usage ratings such as
Energy Factor and SEER.

The utilities have spent a considerable amount of time attempting to simplify their Central
AC qualifications. Rebates are offered based on a 3-tier system (for both split and packaged
systems) that takes into account both SEER and EER and for the top two tiers requires a thermal
expansion valve. There are thousands of different models produced by manufacturers that are
eligible for a rebate under the program. However, a much smaller number of qualifying
models are actually sold in California. The utilities have worked extensively with
manufacturers to develop a condensed list of qualifying models. In early 2003, this list was still
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just under 200 pages long. The utilities hope to condense it even more so that contractors and
customers can use the list as a reference to determine equipment eligibility.

Hard-to-Reach Goals

One of the key features of the program is that a certain percentage of program incentive
budgets are earmarked for hard-to-reach (HTR) consumer segments. The HTR percentages
were set based on adding 10% to the proportion of 2001 participants that were HTR. The intent
of establishing these goals was to expand the reach of the program so that historically under-
served populations would benefit from the program.

The program had mixed success in meeting its HTR goals. PG&E and SCE exceeded their
goals by a modest amount (37% of 32% and 39% of 34%, respectively); SCG achieved more than
double its goal (24% of 11%); and SDG&E missed its goal by about 10 percent (59% of 66%).
While it may be thought of as reasonable to expect the program to reach 10 percent more HTR
residents than the prior program year, it can be argued that the utilities have already captured
the “low hanging fruit” and going forward it will be progressively more difficult and costly to
increase HTR market shares.

While program HTR goals were initially tied to the geographic element of the HTR definition!,
the utilities in practice identify HTR customers differently. “SCE used a list of ZIP codes from
the Statewide Residential Customer Needs Assessment Study (TecMRKT Works July 2001),
which provides a rural ZIP code list based on a methodology used by Federal and State grants
programs for defining rural areas.”?2 SDG&E and SCG define HTR customers in their service
territories using geography, income and housing type (single v. multi-family). They define
rural zip codes using a Commission-approved zip code list that was developed for their low-
income programs. They define moderate-income zip codes using the same criterion as SCE.
They also use CIS data to identify individual customers who are low-income or multi-family
based on their rate schedule. PG&E uses only geography to define HTR in their service
territory, where zip codes outside the 9 Bay Area counties are considered HTR.3

The utilities also target their HTR communities based on their unique characteristics. In
SDG&E’s territory, which is geographically compact, most HTR customers live within a
reasonable driving distance to distributors of energy efficient products. (Only 5 percent of
SDG&E'’s residents live in rural zip codes.) However, SDG&E’s HTR goal was set very high,
and as such SDG&E developed special promotions to mobile home communities in order to
ensure they would meet their goal. SCG'’s territory is not as compact as SDG&E’s, but its HTR
goal was much lower than SDG&E’s. Also, demand for rebates in SCG was very high and the
utility did not have to engage in aggressive promotions to meet overall and HTR program

1 The energy efficiency policy manual defines this segment as “residents of areas other than the San Francisco
Bay Area, San Diego area, Los Angeles Basin and Sacramento.”

2 These percentages are based on definitions used by state and federal grant programs for low/moderate
income households and renters.

3 PG&E does not currently claim as HTR participating renters and non-English speakers that live within the 9
Bay Area counties.
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goals. PG&E also has a very large service territory with a diverse HITR customer population.
The utility has historically partnered with over 400 smaller, independent retailers located
throughout the territory, and much of its rural population has access to retailers who are active
in the program. Moreover, much of PG&E'’s rural population lives in hot climates, where
energy efficient Central AC, pool pumps, and whole house fans and evaporative coolers are
easier to sell. SCE targeted retailers and contractors located in rural areas to attempt to reach
their HTR customer segments. They also relied on the Mobile Education Unit, which leverages
local events such as home and garden shows and utilizes retail outlets such as Home Depot to
promote energy efficiency programs to customers throughout SCE’s service territory.

At the beginning of the 2003 program, the program operated only in HTR geographic areas to
ensure that the utilities would meet their goals. Only retailers and contractors located in rural
areas were able to promote the rebates. While this assures that the utilities will meet their HTR
goals, it also hinders the programs by delaying the program in the major markets that have
consistently accounted for the majority of program activity.

Measures

The utilities set energy savings goals as opposed to measure-specific goals, and as such they
tend to promote the measures with higher energy savings assumptions such as pool pumps and
HVAC measures. In 2002, the utilities particularly worked with pool dealers to expand
participation for energy efficient pool pumps. The utilities also focused on compressor-less
cooling equipment (i.e., whole house fans and evaporative coolers). These measures are
particularly appropriate for moderate-income residents who cannot afford to use Central AC
and also for rural residents who typically live in hotter, dryer climates.

Pool Pumps. Pool pump distributors are highly fragmented, consisting of hundreds of
independent locations. Pool contractors are even more difficult to reach, as this industry is
transient and the level of training and expertise with respect to motors and sizing varies a great
deal. The utilities attempted to work through the major pool associations to reach this diverse
trade ally. Dealer response was lukewarm at first. PG&E in particular aggressively targeted
pool dealers in an attempt to introduce the benefits of the 2-speed pump. The southern
California utilities instead focused on promoting high efficiency single-speed motors, with
which the industry is most familiar.

PG&E decided a demonstration would be most effective in convincing dealers and contractors
that the 2-speed pump would save energy and work as effectively as a single-speed pump. As
such, the utility developed a traveling display that they “took on the road” to major pool pump
conferences and showcased at their Energy Training Center in Stockton. This “hands-on”
approach was ultimately effective in convincing many dealers and contractors in PG&E
territory that the 2-speed pump would save energy and could be installed in most residential
applications.

Whole House Evaporative Coolers and Fans. The utilities also experienced resistance attempting
to promote the two compressor-less cooling measures, whole house fans and whole house
evaporative coolers. Both of these measures are designed to offset Central AC usage. The
whole house fan is used in the early morning and late evening to cool down the house so that
Central AC use is reduced. The rebate level for the whole house fan was reduced from $150 in
2001 to $75 in 2002. The $150 rebate in 2001 almost covered the cost of the equipment, so that
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“out-of-pocket” expenses were about equal to the installation costs. The utilities increased the
rebate level to $100 for 2003 to try to encourage more installations of this measure.

The whole house evaporative cooler is intended to replace Central AC. The equipment on the
market today is referred to as “advanced” in that the technology has been improved (e.g.,
improved media and ability to be ducted.) Most consumers still think of evaporative coolers as
“swamp coolers” and many are not aware of the newer advanced equipment.

3.3 STATEWIDE SINGLE FAMILY PROGRAM IMPLEMENTER INTERVIEW FINDINGS

The IOUs used contractors for field support of the program to retailers. Two major program
vendors were interviewed about the field support services they provide.

Field Support

e One implementer provides field support services to the utilities.

What retail management entails. This implementer provides “retail management”
services to Southern California Gas (SCG) and the Los Angeles Department of Water
and Power (LADWP). In 2002 RHA provided these services to all the California
IOUs. Retail management involves distributing rebate application forms, point-of-
purchase display and informational materials to retailers. It also involves providing
retail salespersons with some education and training (E & T) concerning the energy-
efficient appliances and how to sell them. The E & T provided to a given retailer
typically takes about 20 minutes and occurs before or after store opening hours.

Which retailers RHA targets. SCG provides the implementer with an Energy Star
database of participating retailers, but RHA is allowed to add new retailers it may
come across. For example, once out in the field, the implementer discovered that
there are a number of retailers that cater to Hispanic customers that were not in the
Energy Star database. The implementer added these retailers to its contact lists. At
the same time, when the implementer encounters retailers that do not wish to
participate in the rebate programs, it will purge these names from its contact lists.
Only about 5% of retailers were estimated to be unwilling to participate in the
programs.

Other activities. The implementing firm also serves as the general interface
between SCG and the retailers and is in constant communication with both of these
parties. From 1999 through 2002 this firm was also the prime contractor for
implementing the predecessor of the Single Family Rebate Program — the California
Appliance and Lighting Initiative. Some of the firm’s process comments below —
especially concerning rebate payments — are based on their experience with this
predecessor program.

e Another program implementer operates a mobile education unit on behalf of SCE for
the utility’s residential EE programs. The unit distributes rebate applications and other
information, conducts onsite surveys, provides a variety of interactive educational
features, and even has outside consultants that can provide educational assistance for
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Hispanic and Asian customers. The mobile education unit primarily deals with
residential customers and schools. The residential customers they deal with include
hard-to-reach customers. If customers ask about nonresidential programs, the mobile
education unit can print out program information from the SCE website. This
implementer also does a lot of coordination with retailers. For example, Home Depot
does a lot of community-based good neighbor initiatives and the mobile education unit
participates in these. Lowes has been doing a lot of expansion in the SCE service
territory, so the mobile education unit has participated in a lot of grand openings.

Process Issues and Problems

e Confusion over multiple rebate programs is biggest reason for retailer
nonparticipation. Retailers who refuse to participate in the utility rebate programs
mainly do so because they find the rebate programs to be too complicated and
confusing due to the involvement of both IOUs and municipal utilities. Although the
four large California IOUs do try to make the rebate application forms and rebate
amounts as uniform as possible, California also has many municipal and water utilities
that have their own rebate programs. In addition, each programs has separate
representatives who visit retailers, compounding the general confusion. To make
matters even more complicated, LADWP has hired separate contractors for the Retail
Management of their electric and gas rebate programs. In addition to multiple visits by
utility rebate program representatives, the varying rebate levels also can confuse
retailers.

e More coordination with appliance manufacturers is desired. Better coordination with
appliance manufacturers would also enhance program effectiveness, according to SCG’s
implementer. While manufacturer reps do provide useful education and training
concerning energy-efficient appliances, this is often done in an ad hoc manner without
coordination with the utilities or their contractors. The implementer believe that if
manufacturers could time their meetings with retailers to coincide with those of utility
rebate program representatives then the information to retailers would be all the more
effective and efficient. The ideal situation would be to have quarterly meetings with
retail store management and staff that would have the manufacturers, utility reps, and
utility contractors all in the same room, providing information, answering questions,
and discussing program improvements. Utility program staff commented, that these
coordination concerns have been addressed through quarterly meetings for
manufacturers, industry and administrators.

e Two-year rebate program is an improvement. Implementers welcomed the fact that
the utility rebate programs would be following a two-year schedule. One of the most
frustrating aspects of past programs has been the stop-and-go cycle of program funding.
In the past, the implementer has found it frustrating to tell retailers that the rebate funds
had run out and then after the retailers had shut down their marketing efforts, the
implementer would receive word from the utilities that rebate dollars were now
available again.

¢ Greater utility involvement in fieldwork is welcomed. SCG’s implementer believed
that more active involvement of the utilities in program field implementation would be
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very helpful. Customers are more likely to be responsive to utility representatives than
their contractors. In the past, when utilities had been limited to a purely administrative
role, implementers often felt that they were making “cold calls” to potential program
participants.

e Working with multiple utilities was sometimes difficult. While the implementer
liked the concept of rebate eligibility rules and rebate levels that were uniform across all
four California investor-owned utilities, this was much harder to implement in practice.
The implementation contractor found that each utility made unique changes to contract
language, for example, instead of using same boilerplate contract was expected to be
used by all the utilities involved in the residential appliance and lighting program.

e More timely utility feedback on educational targets is needed. SCE’s implementation
contractor would like to have more timely feedback from SCE staff on where the mobile
education unit should be going. Some public events required advance booking, and if
the unit does not hear back from SCE in a timely manner, good educational
opportunities can be missed.

e The use of the mobile education unit should be expanded beyond SCE. More
advertising by utilities would improve the effectiveness of the rebate programs. SCE’s
implementer believed that the mobile education unit was a key part of this marketing
effort — much more effective in recruiting customers to DSM programs than direct mail
and that personal contact with utility customers was very important. In addition, the
mobile education unit was often operating on days (e.g., the weekend) when other
utility representatives were unavailable.

3.4 FLEX YOUR POWER MARKETING

The Single Family program marketing was coordinated with the Flex Your Power consumer
campaign, which the IOUs are not administering. We interviewed two Flex Your Power (FYP)
representatives who are extremely knowledgeable about the FYP efforts past, present and
future.

Flex Your Power Program History

The FYP campaign started up in 2001. Efficiency Partnership/McGuire & Co. (EP) was
awarded a $100 million sole source contract (for 2001) by the state of California. The FYP
campaign was overseen by the Department of Consumer Affairs. This effort targeted business,
agriculture and local government organizations as well as consumers.

In 2002, the funding source and management of the FYP campaign shifted. The campaign is
funded out of the utilities Public Goods Charge rather than the state budget. Since the PGC
expenditures are regulated by the CPUC, the FYP/EP activities are now regulated. The CPUC
awarded the administration of the FYP/EP contract to SCE.
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The funding level in 2003 is down considerably from previous years. A total of $20 million was
made available for statewide marketing and outreach by the CPUC, out of which EP was
awarded the largest contract for $15 million.

Flex Your Power Marketing/Outreach Activities

FYP’s 2003 campaign targets English and Asian speaking audiences and emphasizes structural
energy savings measures rather than short-term behavioral changes by consumers. The CPUC
wanted this shift to structural energy savings to provide longer-term energy savings and to
complement the rebates offered through the statewide programs.

In 2001-02, FYP ran a $120 million mass media campaign. They created, bought and ran their
own TV, radio and newspaper ads. Ads were focused on educating consumers about behavior
changes that would lead to energy savings (such as turning off lights, etc.). The campaign also
worked toward building awareness of the need to save energy.

Also in 2001-2002, FYP entered into agreements with 1,250 retailers committing them to:
e Carry energy efficiency products
e Train their sales staff to sell energy efficient products
e Develop pocket rebate cards that could be handed out to consumers
e Develop brochures and signage to market the energy efficient equipment

In exchange for this commitment, FYP would list these retailers” names in their campaigns’
newspaper ads.

Flex implementers consider the 2001-02 FYP campaign a “huge success,” stating that these
partnerships worked out well.

Prior to 2002, FYP wanted to leverage advertising so manufacturers would co-fund it.
However, one barrier was lack of uniformity among the investor-owned utilities’ energy
efficiency programs. With the advent of statewide energy efficiency programs, there is now a
uniform program design among the three IOUs and thus, statewide advertising of IOUs’
programs is now possible.

In 2003, the FYP campaign is continuing to rely heavily on mass media advertising to get their
message out. They are running a series of three-week promotions throughout the year,
emphasizing different types of energy efficient equipment. The equipment promotions
coincide with the buying seasons for the products being advertised. A winter promotion
emphasizes programmable thermostats. During the few weeks leading into summer, a home
improvements promotion is run, emphasizing weatherization, windows and energy efficient
furnaces and central A/C. In August, an appliance promotion is done, and in October, a
promotion focused on lighting. These promotions are used to raise awareness of energy
efficient equipment and to cross promote the statewide single-family rebate program. The
promotions include information on the rebates provided through the statewide program as
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well as information on how to contact utilities to learn more about the rebates. FYP also has an
extensive web site with links to the rebate program information on the utilities” web sites.

For Hard-to-reach customers, FYP has worked extensively with non-profits including churches.
In 2001, they handed out CFL’s door-to-door in HTR areas (Powerwalk program). Currently,
they are doing some advertising in rural HTR areas and in ethnic newspapers. Also, they are
recruiting stores in HTR areas, to get them to sign retailer agreements.

3.5 MARKET ACTOR FINDINGS

Contractors, retailers and manufacturers were interviewed about various product markets that
are addressed by the statewide Single Family rebate program. Interviews typically covered
market actors” opinions on market conditions, program awareness and participation, and the
rebate process. This section reports interviews with big box retailers, and contractor and
manufacturer interviews about specific measures. We focused on contractors with knowledge
of the program instead of interviewing a random sample of contractors in order to get program
process-related information. Therefore, market actor findings come from trade allies with
direct experience with the program.

3.5.1 Big Box Retailer Findings and Recommendations

Big box retailers are large, high-volume retail chains. Six big box retailers, including Costco,
Lowe’s and Sears, that sell energy efficient products rebated by the program, were interviewed.

Retailer Product Sales, Diversity and Supply

Each big box firm’s retailing strategy defines the range of Energy Star measures offered for
sale. Of the six firms interviewed,

e Three are both home improvement and appliance retailers and offer the full range of
eligible measures;

e Two others are white goods retailers and offer appliances only; and
e One is a building materials supplier and offers windows only.

The share of product sales accounted for by Energy Star measures varies widely by big box
retailer. In general, those retailers that were willing to reveal this information acknowledged
high Energy Star sales shares, in the range of 75% to 100% depending on the product. Energy
Star window sales shares were the highest, 100% of all windows sold for every big box retailer
that responded.

Energy Star product sales in 2003 are generally higher than in 2002. Findings vary somewhat
by measure category. Energy Star appliance (clothes washers, dishwashers and room A/C)
sales were reported to be either moderately or drastically higher, while programmable
thermostat sales levels were drastically higher. One retailer reported that their sales of
programmable thermostats have doubled in the last four months of 2002, a jump that coincided
with instant point of sale rebates on programmable thermostats. Whole house fans, windows,
insulation and water heater sales were reported to be the same.
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Energy Star product sales trends were mixed in 2002 versus 2001. Most big box retailers
reported Energy Star measure sales were moderately higher in 2002 compared with one year
earlier, but one large retailer reported much lower sales levels. The reason given was that sales
of all of their energy efficient products had dropped considerably after the 2001 energy crisis
had ended.

Retailer Product Marketing and Promotion

Most big box retailers market Energy Star measures differently from standard efficiency
measures, and they use a number of different approaches to do so. Retailers use a
combination of marketing strategies including point-of-sale signage, radio spots, newspaper
ads, store advertising inserts and mailers. The majority of retailers prominently feature the
Energy Star brand and logo, the rebates available, and energy cost savings information in their
marketing pieces.

Retailers believe the promotion of Energy Star measures to consumers is a complex
undertaking, involving the use of multiple strategies. One retailer said it was impossible to
isolate one single marketing strategy, and that the marketing of Energy Star measures was a
“multi-headed hydra”. Retailers use a combination of rebates, mass-market advertising, in
store signage, and well-trained sales staff to move Energy Star products. Most of the retailers
interviewed believe the rebates are a very important part of Energy Star product marketing.
One retailer mentioned that their customers were well educated about the Energy Star
measures and asked a lot of questions at the point-of-sale, thus it is very important to have
knowledgeable sales staff.

Retailer Training and Sales Incentives

All but one of the big box retailers interviewed provide some level of ongoing training to
their sales staff regarding Energy Star measures. This training is provided regularly by both
manufacturers and the retailers” own staff. One retailer also reported that Energy Star staff
members had done some training for them.

Utility staff are their primary source of information and training regarding the benefits of
energy efficient products. Utilities have provided sales training to retailers about once a year
that focuses on energy efficient product sales techniques. Retailers reported this training has
been either very or somewhat effective in encouraging sales of energy efficient products.

Of the six retailers interviewed, only one provides a sales incentive or bonus to their sales
staff for the sales of energy efficient products. Their bonus structure is based on a dollar
amount for every unit sold and they report it is very effective in encouraging sales of energy
efficient products.

Retailer Attitudes Towards Energy Efficient Products

Big box retailers see reduced energy costs as the most important benefit of energy efficient
products. Another benefit seen to be equally important by one retailer for clothes washers and
dishwashers was lower water consumption. The majority of retailers said that their sales staff
were very likely to mention this as a benefit when their customers are considering whether or
not to buy Energy Star products.
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Retailers believe their customers’ greatest concern about Energy Star measures is that they
are more expensive than standard efficiency measures. All big box retailers interviewed cited
this as a concern for Energy Star appliances. A minority of those interviewed also mentioned it
as a concern for windows and water heaters. One retailer mentioned that because of the
current sluggish economy in California, first cost is by far the biggest concern for consumers.
Another concern mentioned by one retailer is that customers are not convinced that the energy
savings will justify the up-front cost, which is a concern as to whether the measure will perform
as advertised.

Customers’ concern over the higher first cost of Energy Star measures has had some impact
on the range of Energy Star products that retailers are willing to offer for sale. In general,
retailers report this concern has led to them offering a more limited range of Energy Star
products. One retailer said they may stock more or fewer products, depending on the category.
For them, Energy Star appliances and windows sell quickly and therefore their Energy Star
product range is greater for these two categories.

The higher first cost and low awareness of Energy Star measures were cited as the most
significant barriers to increased sales of Energy Star measures by big box retailers. Another
barrier mentioned specifically for Energy Star appliances is consumer skepticism that the
measures will provide enough energy savings to justify the higher up-front cost.

Big box retailers’ predictions regarding future Energy Star product sales trends are mixed.
Half of those responding expect Energy Star product sales levels will continue to rise as more
products become available, consumer awareness is raised, and product prices come down. This
view was not shared by the other retailers who expect sales of Energy Star products to be flat or
even declining in the future. They said that the current state of the California economy and
consumers’ reluctance to spend money were the reasons for their pessimistic sales outlook.

Big Box Retailer Program Awareness and Participation

All big box retailers interviewed were well aware of the statewide single-family rebate
program and the availability of mail-in rebates for eligible Energy Star measures. Retailers
are actively promoting the rebates and see them as a very influential sales tool. The one
exception is the windows rebate which one retailer reported to be “too complicated to be worth
bothering with.” Most retailers said they have participated in California’s investor-owned
utilities” rebate programs for many years.

Retailers responded very positively to the concept of offering a point of sale rebate for
programmable thermostats that can be immediately applied at the cash register. Half of the
retailers reported they are currently participating in the pilot of this concept and it was going
very well. The majority of retailers also reported they strongly preferred point-of-sale rebates
to mail in rebates because the discount can be taken off the sale price immediately. They
believe that point of sale rebates are a very powerful sales tool.

Retailers did not like the concept of collecting information from customers at the point of
sale that can be used later to verify installations of Energy Star measures. One retailer said
he “hated this requirement”. Reasons given were: it slows down the sales process, it is hard
for retailers to get customers to fill out any forms in the store, and it is hard for retailers to
verify the information given.
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Retailers were generally aware of rebates given by water utilities for Energy Star clothes
washers. One retailer commented that there were so many municipal water utilities that it was
hard for them to keep track of them, and that they would appreciate having an up-to-date list of
water utilities and the rebates being offered.

Program Schedule

Most retailers do not perceive a distinct buying schedule for Energy Star products.
Appliances are either purchased during kitchen remodeling (which occurs throughout the year)
or when older units break and need to be replaced (which can happen at any time).

Retailers believe the utility rebate programs are generally well timed to take advantage of
consumer buying of Energy Star products. One retailer criticized the statewide program for
lacking continuity. He said the continued availability was important for two reasons. One was
equity to consumers (who have financed the rebate programs via their utility bills and should
have equal access to rebates throughout the year). A second concern is that the temporary
interruption of rebates makes it harder for retailers to use the rebates as marketing tools. There
is a long lead time for advertising, and the uncertainty over when rebates will become available
means retailers cannot advertise them for many months at a time.

Retailers believe their customers do not typically wait until rebates become available before
purchasing appliances. In the replacement market, customers typically purchase new
appliances on an as-needed basis. If a rebate is not available at that time, most buyers will not
be willing to upgrade to the Energy Star model so retailers are losing that part of the market.
One retailer believes that their customers rarely buy Energy Star appliances without rebates.

Rebate Assistance

Most retailers reported providing limited help to their customers with rebate forms. The
main type of help provided is researching whether the equipment purchased is eligible for a
rebate. For most Energy Star measures, this is easy because eligibility is primarily tied to
Energy Star products. One retailer commented that windows were more difficult; since the
rebate does not necessarily line up with Energy Star in all climate zones and that their
customers don’t understand the solar heat gain or COP concepts (used to define eligibility).
Also, evaporative cooler parts are sold in several departments so determining eligibility is very
complex. In general, retailers do not help their customers fill out the forms.

3.5.2 Energy Star Measure Findings and Recommendations

Three Energy Star staff people responsible for Energy Star dishwashers, clothe washers, room
AC, furnaces, central air and programmable thermostats) were interviewed.

Energy Star Measures Targeted by the Single Family Rebate Program
The following Energy Star measures are addressed by the statewide Single Family rebate

program: clothes washers, dishwashers, room air conditioners, windows, programmable
thermostats, furnaces, and central air conditioners.
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Energy Star Market Shares and Structure

For all targeted measure categories except windows, a few large firms dominate the Energy
Star equipment manufacturing market. Whirlpool, Maytag and GE are the dominant
producers of Energy Star clothes washers and dishwashers. Together, these firms account for
over 80% of units produced. In the clothes washer market, Whirlpool is the leader by far,
producing about half of all units sold. Key furnace and central air conditioner manufacturers
are UTC/Carrier, Goodman, Lennox (furnaces only) and American Standard/Trane (central
A/C only), which collectively produce two-thirds of Energy Star units made. Top room A/C
manufacturers are LG Electric, Fedders and Electrolux (Frigidaire), which produce well over
half of the Energy Star certified units in that category. In contrast, the windows market is more
decentralized with many more window manufacturers involved and each with smaller market
shares. The top 3 firms producing Energy Star windows (Jeldwin, Anderson and Pella) only
account for about 19% of the Energy Star windows market.

The retail Energy Star appliance market is also highly concentrated, with a few large
retailers that dominate. Sears is by far the largest retailer nationally, and single handedly
accounts for over one-third of all Energy Star units sold. Other large retailers of Energy Star
appliances are, in descending order: Lowe’s, Best Buy, Home Depot and Costco.

Energy Star Sales and Product Trends

Energy Star product shares of the total market vary considerably by measure and are
somewhat volatile. Energy Star product shares (Energy Star models as a percent of total
models made) range from a low of 11.3% for clothes washers to a high of about 30% for
dishwashers and room air conditioners. Although similar statistics were not available for the
other Energy Star measures targeted by the program (central air conditioners, furnaces,
thermostats or windows), most of these measures are widely available throughout California.
Volatility is introduced by a combination of changing Energy Star specifications and newly
eligible Energy Star products. For example, a new specification will be introduced for clothes
washers in early 2004 that will make about 20% of the currently eligible models no longer
eligible. This will probably reduce Energy Star clothes washers” share of the clothes washer
market at least temporarily.

Energy Star products are steadily improving over time, particularly as changing Energy Star
specifications push manufacturers to ever higher energy efficiency levels. Energy Star
manufacturers for the most part have been able to squeeze the higher energy savings required
out of improvements in current technologies. However, one Energy Star market actor noted
that as required energy efficiency levels become more stringent (for example, the clothes
washer standard that will become effective in 2007), comprehensive technology/design
changes will be required to achieve the new standard. Recent improvements in selected Energy
Star measures include:

e Clothes washers — some top loading models are now able to meet the standard due to
the addition of such features as a more efficient motor, better insulation, and better
controls.

e Dishwashers — improvements include the use of a soil sensor, better insulation and a
more efficient motor.
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e Room A/C —-more efficient compressor, better controls
¢ Windows - low e glass, vinyl frame warm edge spacers, some use of window films.

The cost premium for Energy Star appliances varies widely depending on the measure type.
Prices for certain Energy Star appliances such as dishwashers and room air conditioners are
nearly the same as for standard efficiency units. One market actor commented that Sears’
Energy Star dishwasher was also their least expensive model (implying no cost premium for
that particular unit). Energy Star clothes washers tend to cost about $300 more than standard
efficiency washers, although they also offer many more features (“bells and whistles”). In
general, Energy Star clothes washers are premium products, manufactured for higher income
consumers. This makes it hard to distinguish the added cost introduced by Energy Star
compliance versus the added cost of the additional features. The cost premium for Energy Star
furnaces, central A/C units, and windows varies widely by state, and is dependent on the
building codes in effect in each locality.

Barriers to Energy Star Products

Currently, there are few barriers present, on either the supply side or the demand side, in the
markets for the Energy Star measures targeted by the statewide Single Family rebate
program. Some measures, such as dishwashers and room A/C are widely available, and sell
quickly indicating there are no apparent barriers on either the supply side or the demand side.

For two of the measure categories, clothes washers and windows, it was felt that the
progressively more stringent Energy Star specification would necessitate a design change on
the part of manufacturers. This may introduce a barrier in the manufacturing of Energy Star
clothes washers and windows in the future if manufacturers are not able to develop new
designs that can cost-effectively comply with the new standards.

Some measures do have barriers inherent in the products or technologies that limit
consumer demand for them. For example, the $300 cost premium for clothes washers limits
the market to only those that can afford to pay the added cost. The fact that programmable
thermostats are more difficult to use than standard thermostats may limit that market to only
those that are willing to learn how to program them.

On the demand side, there are also several barriers present that restrict consumer demand
for Energy Star products targeted by the Single Family rebate program. These include: low
consumer awareness of the benefits of Energy Star products (cited as a barrier for clothes
washers, dishwashers, and windows.) For windows, low awareness is also a barrier with
window retailers and distributors. Other barriers present in the windows and HVAC markets
(remodeling and new construction) include:

e Split incentives (between builders and building owners).
e The gap that exists between building code and Energy Star requirements.

e Low equipment availability in some regions (central A/C and furnaces only).

Quantum Consulting Inc. 3-15 Market Actor and Process Assessment



It was felt that all of these barriers could be overcome via both comprehensive and targeted
strategies that include: (1) rebates and subsidies to overcome the cost premium barrier that
exists for some measures; (2) broad education and awareness building campaigns of both
consumers and retailers/distributors.

Energy Star Process Findings/Recommendations

The Statewide Single Family Rebate program should anticipate and prepare for known
changes in Energy Star specifications that affect equipment eligibility. In particular, utility
program managers should work with retailers in advance of the specification change to alert
them to equipment that will no longer be eligible for rebates.

3.5.3 HVAC Contractors

Seventeen interviews with HVAC contractors (and 1 distributor) were conducted in August
2003, including 14 contractors randomly selected from the PG&E tracking database and 4
contractors providing service in SCE’s service territory. No interviews were completed in San
Diego; contractor names provided by SCE and SDG&E were very limited and nonrandom.*

Respondent Establishment and Sales Data

Businesses ranged in size from 2 to 55 employees, with roughly one-third fitting into each of
the following groups: 4 or fewer employees, 5 to 25 employees, greater than 25 employees. For
all but one, the predominant product that they sell in the residential sector is Central Air
Conditioning (packaged and split systems) followed by forced air furnaces. The proportion of
the CAC that was split versus packaged (dual pack) varied by contractor and region. The
number of heat pumps installed per contractor ranged from 0 to 10 per year. Evaporative
coolers were rarer yet, with most contractors reporting installing none.

Respondents ranged from the only office employee (who has limited contact with customers) to
the owner (who “does it all”) to sales representatives or project administrators. Many
respondents either handled the paperwork and customer questions for the rebate program or
handled sales and did not deal directly with the rebate paperwork. Reasons for not handling
the paper work were either that the firm simply provided ARI#s over the telephone, to the
existence of office staff to deal with it.

These qualitative results indicate issues surrounding the HVAC components of the single-
family rebate program but do not provide evidence of the extent of the findings because they
are not representative of the population. The extent to which these findings apply to the
population is unknown, as samples for two of the three utility service territories were small and
nonrandom. The distribution of respondents across the state is disproportionately comprised of
contractors providing service in PG&E’s service territory.

4 Completion of the interviews was hampered for several reasons. First, the interviews were conducted in late-
July and August, the busiest season for most of the respondents. This led to lower response rates and shortened
interviews. Most respondents made themselves available for % hour or less. Therefore, not all question areas were
covered with all respondents.

Quantum Consulting Inc. 3-16 Market Actor and Process Assessment



Central AC

The lower end of the CAC market is at or moving toward 12 SEER packaged and 13 SEER
split systems. Contractors generally bid 2 to 3 options for customers. It is not uncommon for
them to offer a good, better, best series of options. While the “good” option is either a 10 or 12
SEER unit, the more sophisticated respondents, and those selling to higher end markets report
most customers purchasing a 12 (packaged) or higher SEER level unit. Many respondents
report that the rebate helps with the sale of a 12 SEER unit, but it is not the reason for it. They
said that 12 SEER is what they would sell, regardless of the rebate, because the 12 SEER units
are a better product — quieter and in some cases with a better warranty. One large contractor
reported selling mostly 14 SEER units, providing customers the option of a 12 or 16.

Several contractors reported changing the coil on 12 SEER split systems to a TXV type coil in
order to increase the SEER to a 13 and be eligible for the rebate. One said that now he routinely
does this, as the TXV coil results in a better unit with a minor incremental cost.

10 SEER units are installed in price sensitive markets such as lower-income, rental property,
and new construction. The few respondents who reported selling 10 SEER units appear to be
selling to lower end markets, rental property, and new construction. Some of the larger firms
that generally sell higher SEER units report selling 10 SEERs only in those markets that are
“price sensitive.”

Some contractors are pushing 15 and higher SEER units. A few of the contractors interviewed
— generally larger firms or higher end firms — report selling 15 and higher SEER units. These
contractors think that rebates for the 12 and 13 SEER units could be phased out, and that the
program should be pushing the higher end of the market, given that 12 SEER is becoming the
standard unit.

Contractors are speaking in terms of SEER, not EER. Utilities, by contrast, are primarily
concerned with EER. This gap suggests more training is needed to educate contractors on the
importance of EER.

Furnaces

Most contractors are installing 80% plus efficiency furnaces that do not meet ENERGY
STAR specifications. Most contractors report that all of the furnaces they install do not qualify
as ENERGY STAR. Two contractors reported selling ENERGY STAR equipment. These
contractors were in Northern California and tended to sell higher end equipment in general.
The small contractor reported a majority of their furnace sales as ENERGY STAR, the larger
firm reported about 10% of sales being ENERGY STAR.

Thermostats

Respondents report the program having a minor impact on the thermostats they install.
Respondents generally install 1 of 2 thermostats that they keep in stock. They are installed in
the households purchasing a new furnace, central air conditioner or heat pump. The standard
unit is always a programmable thermostat, with some being 6-1, others being 5-2 and others
having weekday, weekend settings. A couple of respondents reported changing to an Energy
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Star qualified unit (from a 5 day programmable) because of the rebate. Most did not report any
change in what they sell.

Impact of thermostat rebate on customer purchase appears minor. The total cost of the
thermostat, with or without the rebate, is small relative to the cost of the total job, and so the
impact of the rebate on what is purchased appears to be minor. At least one contractor said that
he didn’t think his customers bother to get a rebate for the thermostat if they weren’t already
doing paperwork for a rebate on the equipment.

Most respondents do not install Energy Star thermostats in the homes of elderly customers.
Respondents feel that these customers cannot program the thermostat and are more interested
in having a thermostat that is simple to operate and is backlit. One contractor reported that
about 30% of the customers end up with a non-programmable thermostat. They either refuse
them initially, or call within a year (especially when a battery runs out and they need to
reprogram) requesting that the unit be changed out.

Heat Pumps

Most of the respondents worked for firms that sold few or no heat pumps in any given year.
The general sense was that electricity is so expensive that a heat pump is the last option. They
install them as replacement units, when both gas and propane are unavailable, or if a customer
insists.

Those respondents who deal with heat pumps and the program find it to be too complicated.
The program has three requirements to qualify for the rebate — EER, SEER, and HSPF. These
respondents think the requirements should be simplified.

Evaporative Coolers

Few contractors interviewed install evaporative coolers. Most contractors did not install
evaporative coolers. Of the few that do, only one installs more than a few a year. This
contractor is located in the San Diego area, does a substantial evaporative cooler business, and
generally installs eligible equipment. The other respondents that reported working for firms
that install evaporative coolers were not as well informed about the equipment, but did not
think that what they installed was rebate eligible.

More than one contractor reported that evaporative coolers sell themselves. Several
contractors reported that customers had heard about the evaporative coolers via word-of-
mouth and that the customers wanted them. The higher volume contractor reported “selling”
them 50% of the time, with customers requesting them the other 50% of the time. He found the
rebate helpful, but not essential to the sale of the unit.

The Single Family Rebate Program

There was great variability in how and if contractors promote the rebate program. One large
firm actively promotes the program through print advertising and other marketing efforts.
Many firms mention the program to customers when they are preparing estimates. Most of
these firms will not put anything related to the program in writing on the estimate. Others will
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provide the 800 number to get information, and some say that a rebate could be available. A
few contractors will not mention the rebate program unless it is raised by the customer.

Cessation of program funding in previous years had caused some contractors to pull back on
promotion of the program. Several contractors that participated in an earlier program that ran
out of funding are the most hesitant about promoting the program. These are the bulk of the
contractors who do not mention the program unless the customer raises the issue.

Contractors were mixed in their reports on customer awareness of the program, efficiency
levels and ENERGY STAR. Respondents varied substantially in how aware they thought
consumers are of these three items, but seemed to find awareness of one correlated with
awareness of others. Some contractors working in PG&E's service territory thought awareness
of all three was relatively high, had increased in the past 2 years, and was due to PG&E
advertising. Other contractors cited high-energy prices and Internet access as reasons for
increased awareness of efficiency levels.

Respondents appear to like that the rebate program exists, and with a few exceptions were
generally positive about the program. At a minimum the program educates consumers and
validates the promotion of high efficiency equipment. Several contractors talked about the
program being good for all parties involved. It is good for the contractor, because it helps them
make the sale of higher efficiency equipment, it is good for the customer because they are
getting a better product that will save money in the long run, and it is good for the utility
because they are reducing demand.

Most respondents prefer the current program to the previous Residential Contractor Program
(RCP). All except one (small) contractor prefer that rebates go directly to the customer rather
than to the contractor. Reasons for preferring the current program included:

e The customer having ultimate responsibility for filling out the paperwork.
e The contractor not playing the “middle-man” between the customer and the utility.
e The transparency of the rebate amount to the consumer.

One contractor mentioned putting the burden of the paperwork on the customer as a draw back
of the newer program.

Contractors who are not provided ARI numbers by their distributors have problems
obtaining the numbers. Almost every contractor interviewed reported getting the ARI number
from his or her distributor. Some distributors provide the contractors with a list of qualifying
equipment, with the ARI number. Other contractors must call up the distributor and get the
ARI number on a case-by-case basis. Carrier and Trane appear to provide their contractors
with relatively complete lists.

Most contractor’s asked were not aware of the PG&E database to determine equipment
eligibility for the program. Two contractors who are aware and accessed the site were
unhappy with it and said that they did not use it as a resource. One respondent was very
specific in his complaints regarding the website database. His issues are:
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e Database not accessible. He reported that approximately %2 the time that he attempted to
use the database the site was unavailable.

e Database is structured “backwards.” For the database to be useful to him he wants to be
able to put in the equipment specifications — make and model number of compressor
and coil — and find out the SEER, EER and ARI number. That is what he needs the
database for. He tried putting in broad specifications for equipment in order to get a
listing that included the models he was looking for, but was unsuccessful. The result
was always “ Your search didn't return any records.”

An interviewer informed a third respondent of the database, who passed the information on to
a distributor. The distributor used the PG&E database to determine the ARI number for his
equipment. Since the distributor knew the SEER and EER (as well as brand) of the equipment
he was able to easily find the ARI number and was pleased with the web site.

Small HVAC contractors are not computer savvy and have limited resources to take
advantage of Internet based solutions. Most respondents from small HVAC firms do not have
office staff and have limited computer capabilities. The more mid-size firms often have
someone responsible for taking care of office activities — phones, ordering, invoicing, etc., and
are on the lower end of computer literacy.

Many contractors interviewed prefer to fill out some or all of the rebate application for their
customers. Reasons ranged from providing customer service; wanting to make sure it was done
correctly, to feeling that some customers (particularly the elderly) are not capable of completing
the form. These contractors tended to be those with 5 or more employees. All contractors say
that customers are unfamiliar with ARI numbers and therefore must contact them.

Several of the respondents in PG&E’s service territory expressed frustration at being unable
to download the PG&E rebate application form and fill out portions of the paperwork. The
larger and higher level service forms want the capability of downloading the firms to fill out
the paperwork for the customer. Respondents in SCE’s service territory reported that they do
fill out as much of the form as they can and send it to the customer — sometimes with the blanks
highlighted — so that the customer need only fill in their utility account information and sign
the paperwork.

Several interviewed contractors found the rebate application requirements to be onerous.
Respondents who found the requirements onerous tended to be from smaller firms with fewer
support staff. Several discussed items required by PG&E that they found excessive. These
included:

o Contract requirements. Specific requirements in the contractor standard contract that
required redoing the contract multiple times — and after the fact — in order for the
customer to get the rebate.

e Another contractor was unhappy with the requirement for a “Home Improvement
Contract” part of the contract.

Several contractors mentioned rebate applications being rejected for “silly” or seemingly
arbitrary reasons. Although several respondents mentioned rejected applications for non-
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equipment related reasons, the reasons varied. Respondents in SCE'’s service territory reported
that these issues have been resolved. Contractors discussed rejections for the following reasons:

e Dates and signatures on the rebate application required in multiple locations resulting
in rejected applications if they are missing in a single location.

e One customer getting a rebate for a piece of equipment and another customer getting
rejected for the same piece of equipment (reason unclear).

¢ Rejections because part of a model number (that does not effect efficiency) different than
what is listed on the approved list. This issue seems to have been resolved in 2003 as
utility staff gets a greater understanding of the model numbers.

Respondents in SCE’s service territory reported that the problems had been resolved, while
those in PG&E'’s service territory spoke of persistent issues.

Respondents reported issues with communication of program changes to their company (and
possibly within their company). Several respondents were unaware of changes to the program
in 2003 from 2002. One reported finding out about some of the changes when rebate
applications were being rejected. She attended training regarding the program in the spring of
2003 and thinks that program changes were made after the training. In other cases, it appeared
that the information may have been provided to one person in a firm, but the person who
needed it was not informed.

Contractors find the requirements for a SEER and an EER (and an HSPF) cumbersome and
want simplification. Many contractors think that the program should be simplified — both in
paperwork (discussed elsewhere) and in the requirements for qualifying cooling equipment.
One contractor felt that the EER requirement did not result in a unit that was necessarily the
best for the customer- that higher EERs would benefit the utility, but might result in a higher
cost unit that didn’t save additional energy for the consumer.

3.5.4 Advanced Whole House Evaporative Cooler Manufacturer Findings

The utilities emphasized compressor-less cooling measures in 2002, such as whole house
evaporative coolers. Few of the HVAC contractors interviewed install evaporative coolers; so
four evaporative cooler manufacturers were interviewed.

Respondent Establishment and Sales Data

All four evaporative cooler manufacturers interviewed manufacture energy efficient whole
house evaporative coolers for residential homes. Three of the four manufacturers also sell non-
qualifying whole house evaporative coolers, portable units, and window units. One of the
manufacturers only sells a new two stage evaporative cooler, also know as an Indirect/Direct
Air Cooler (IDAC).

The four manufacturers interviewed were very familiar with the rebate program’s definition
of an energy efficient whole house evaporative cooler. They said that the specifications which
distinguish a standard unit from an energy-efficient one were the cellular rigid media and an
evaporative efficiency greater than 85%.
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e One respondent emphasized that evaporative cooling “is in general absolutely energy
efficient compared to standard air conditioning” and that the evaporative coolers being
promoted in California are simply “more” energy efficient.

e The manufacturers had varying predictions for the evaporative cooler sales levels in
2004 and beyond.

— One manufacturer stated, “the market has seen modest growth in the past few
years.” The utilities have made some changes to simplify the program, which will
help with sales.

— Another manufacturer believes the core evaporative cooling business is flat. The
evaporative cooler is largely a retrofit application going into existing homes. He
talked about how the Codes, Covenants, and Restrictions (CC&R) of many new
housing developments have largely limited evaporative cooling to the retrofit
market. As part of the CC&Rs of most new housing developments, nothing can be
installed on the roof (evaporative coolers work the best when installed on the roof).
This is especially true for new construction using tile roofs.

Evaporative Cooler Market and Product Data

The evaporative cooler market is concentrated in the more arid areas of the southwestern
United States. Manufacturers are also targeting consumers in less arid areas in the west, as
far north as Washington.

The evaporative cooler is largely a retrofit application. Three of the manufacturers
interviewed mentioned that the evaporative cooler has largely become a retrofit application.

Lower income classes more likely to choose evaporative cooling. California residents
choosing evaporative cooling over refrigerated air conditioning tend to be of the lower income
classes according to some of the manufacturers. One manufacturer said, “In general, people
who can’t afford central air conditioning purchase evaporative coolers.” Another manufacturer
cited low first costs and operating costs as the primary drivers of evaporative cooler sales.
Finally another manufacturer indicated that at one time they thought 18-54 year old largely
blue-collar males were their target market. However now he’s not so sure.

However super energy-efficient homes also offer a niche market. One of the manufacturers
believes his market is “not necessarily the same as the market for traditional evaporative
coolers.” He likes to refer to his market as “Doctors with Birkenstocks”. Many of his customers
have been building straw bale and other super energy efficient homes. The high-end coolers
sold by this manufacturer have a purchase price similar to that of central air conditioning.

A few manufacturers mentioned the air quality benefits of evaporative coolers. Some
recalled consumers mentioning allergy issues as reasons for choosing evaporative coolers over
conventional air conditioning. While air conditioning circulates stale air, evaporative cooling
brings fresh air into the house. Others also mentioned that evaporative coolers are less likely to
dry out the air of the house, which many customers find unpleasant.

The level of consumer awareness of evaporative coolers is low.
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e Three of the four manufacturers interviewed attributed the low level of customer
awareness to the migration of people into the American southwest from areas of the
country that don’t use evaporative cooling. People from outside the southwest are
unlikely to have even heard of evaporative cooling. One manufacturer indicated that
many people in less arid areas of the western United States are not aware that
evaporative cooling may be ideal for them.

¢ One of the manufactures believes the level of consumer awareness of evaporative
coolers is “very big,” but there is an unawareness of the new technology. “Everyone
knows about the swamp cooler but they are stuck in that mentality,” he said. He
thought more customer education was needed to highlight the newer technologies.

There have been many improvements in evaporative cooling technology.

e One manufacturer cited increased evaporative efficiency (how much water the cooler
can evaporate) as the biggest area of technological advance.

¢ One manufacturer noted that newer technologies can work at temperatures as high as
100-105 degrees Fahrenheit. In comparison, older swamp coolers often did not work
above 90 degrees.

e Other specific technological improvements mentioned include:
— The ability to get a colder temperature;

— Reduction in maintenance;

— New pads (standard evaporative cooler pads are made from shredded aspen, while
the newer more efficient coolers use specially designed cellulose pads that can
achieve up to 90% evaporative efficiency and deliver air up to 5 degrees cooler);

— Thermostatic controls; and

—  Timers.
Customer education efforts are diverse but lack central coordination by manufacturers.

e Currently, consumers tend to learn about technology improvements via the utility
companies. The manufacturers mentioned utility billing programs, rebate programs,
and product recommendation by the utility.

e There is no vehicle to educate customers about technology improvements. There is no
industry trade organization for evaporative coolers; therefore there exists no joint
coordinated effort to promote the technology. According to one manufacturer, the
manufacturers are starting to think about forming an association to help inform the
public about evaporative cooling. One manufacturer conceded, “the manufacturers
advertise, but they tend to not be very informative.”

¢ One manufacturer expressed frustration with his attempts in getting the message out to
consumers. He said this is a difficult thing to do unless it is on the evening news the
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night before. He believes if someone takes an interest in evaporative cooling they will
research the new technology, but the rest of the market is not interested.

e Based on his recent experiences at a PG&E meeting one of the manufacturers
interviewed was pleasantly surprised at PG&E staffs” enthusiasm in the promotion of
whole house evaporative coolers. He said they are aggressively taking the lead. He
continued by mentioning how a few people at PG&E like the technology and have
received support from PG&E to move forward with the promotion.

Manufacturers had a number of different customer education ideas, including:

e Store level promotion was considered very important, possibly using point-of-purchase
signage and demonstrations to teach consumers about the technology and
improvements.

e A public television show could be developed that describes what evaporative coolers
are, how they work, what the benefits are, etc. One manufacturer believed that most
manufacturers would be willing to contribute to this type of effort.

e One manufacturer suggested there be some kind of Energy Star type sticker for energy
efficient evaporative coolers. He doesn’t think there would be enough interest on a
national level, but it's something California could do quite well.

e Features in the Sunday paper (e.g., Home and Garden section) or other print
advertisements.

e Utility bill envelope stuffers.
Evaporative Cooler Program Awareness and Participation

Program awareness is very high among manufacturers. All the manufacturers interviewed
were aware of the program and the specifications for the utility rebate. A few of the
manufacturers applauded PG&E’s recent efforts to meet with the manufacturers to discuss the
program. In past years, the manufacturers felt the program was too complex. One
manufacturer believed that there should be separate rebates for the cooler and the
damper/thermostat because:

e Most evaporative coolers don’t run with a thermostat; and
e It may be difficult for some customers to locate all the parts needed for the rebate.

All four manufacturers interviewed promoted the rebate in 2002 and are continuing to
promote the rebate in 2003.

e One manufacturer did acknowledge difficulties in promoting the 2002 rebate. He
mentioned that PG&E continued its 2002 program into this year, but no one knew when
the money would run out. This made the program very difficult to manage. The 2003
program rolled out in April, which made the program much easier to promote.
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e One manufacturer mentioned that his company promoted the rebates to their
distributors. However their advanced whole house coolers are primarily high-end
coolers and most high-end coolers tend to be sold and installed through HVAC
distribution channels. He stated that most manufacturers have volunteered to take
literature from the utilities and get it into the hands of contractors.

Manufacturers believe the rebate definitely helps, but think an increase would help a lot.

e One manufacturer suggested an increase of a couple hundred dollars while another
manufacturer said the rebates should be double for traditional evaporative coolers and
triple for IDAC “if (the utilities) are really serious.”

e Another manufacturer stated the rebate is at a good level for someone to make the
decision to purchase an advanced cooler instead of an aspen pad (evaporative pad)
cooler. He stated that anything less would probably hurt the program.

The typical buying season for evaporative coolers is approximately April thru July. A couple
of the manufactures stated the buying season officially starts on the first hot day of the year.

Evaporative Cooler Rebate Process

Three of the four manufacturers were not aware of any consumers or retailers that had any
difficulties with the utility rebate application. The only problem the fourth manufacturer was
aware of was the program running out of money during 2002.

A few of the manufacturers indicated that it would be helpful if the utilities would provide the
manufacturers with data indicating how many of their company’s products were purchased
with the rebates.

Evaporative Cooler Manufacturer Conclusions

The evaporative cooler manufacturers are very knowledgeable with regards to their market and
the program. They believe the program has had a positive effect on the sales of evaporative
coolers in California. Collectively, they would like to see an increase in the amount of the
rebate and a joint utility-manufacturer effort to educate consumers on the benefits of
evaporative cooling.

3.5.5 Summary of Pool Contractor Surveys
Eleven pool contractors were interviewed about energy efficient pool pumps.
Comparing The Costs And Benefits Of 2-Speed and 1-Speed Pool Pumps

The pool contractors rarely recommended 2-speed pumps for residential pool uses. All
eleven of the pool respondents said that 2-speed pool pumps account for a very small
percentage of their residential pool installations and sales. The estimates ranged from 5 percent
per year on the high end to only a handful of installations over the course of many years.
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Many respondents questioned the usefulness of 2-speed pumps in pool applications. The
pool contractors cited a number of different reasons why they did not recommend or install 2-
speed pool pumps more often. These included:

e At the lower speed the 2-speed pump was not powerful enough to replace the water fast
enough or to provide enough “working pressure” for the pool filters to operate

properly.

e While the lower speed of the 2-speed pump can adequately perform low-speed
filtration, this type of filtration is inadequate for areas with a lot of deciduous trees (e.g.,
Northern California).

e At the lower speed the 2-speed pump did not have enough power to adequately operate
other pool equipment (e.g., provide enough suction for automatic pool cleaning
equipment).

e While these functions can be performed by the higher speed of the 2-speed pump, this
requires an expensive automatic control and reduces the energy savings of the pump.

e 2-speed pumps work best in situations where the piping has been designed to
accommodate the two different speeds (e.g., two different diameters of piping).
Therefore 2-speed pumps were impractical for most retrofits in which the pool piping
had been designed for a 1-speed pump.

e The 2-speed pumps are more expensive (see discussion below).

e They were more familiar with the 1-speed pumps and therefore felt more comfortable
recommending them to their customers.

It should be noted that in many cases the contractors” negative opinions of the 2-speed
pumps are based on very limited experience.

Pool contractors based in the PG&E service territory were more likely to have a favorable
opinion of 2-speed pumps than Southern California contractors, a market difference that
reflects different marketing and educational strategies used by PG&E versus the Southern
California utilities. Three of the six pool contractors that were based in the PG&E service
territory were more favorably disposed towards 2-speed pumps than contractors in other
service territories. These respondents were more likely to believe that 2-speed pumps could
save energy, had practical pool applications, and were not more expensive to maintain. Four of
the six PG&E-based respondents had witnessed a PG&E pool pump demonstration. Outside
the PG&E service territory, only one in five contractors were favorably disposed to the 2-speed
pump. Yet despite their favorable attitudes towards the 2-speed pumps, the PG&E-based
contractors had not recommended/installed more 2-speed pumps in residential pool
applications than other contractors.

Only a few uses were identified for 2-speed pool pumps, such as spas, pool-spa
combinations, pools that had booster pumps to operate cleaning equipment that needed greater
suction, smaller pools, pools that were designed for a two-speed pool pump (e.g., have different
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piping for each pump speed); and pools that are used infrequently or otherwise can maintain
clarity with low-speed filtration (e.g., areas with few deciduous trees).

2-speed pumps have higher equipment costs. The pool contractors said that the equipment
costs for 1-speed pumps were in the $400-$700 range, with most pumps in the $400-$500 range.
Equipment cost estimates for the 2-speed pumps were in the $600-$1000 range with most
estimates in the $600-$700 range. None of these estimates included rebates.

Most respondents believed that 2-speeds have higher installation costs. Of the eight pool
contractors that commented on installation costs, five said that 2-speed pumps were more
expensive to install than the 1-speed pumps, while three said that there was no significant cost
differences. The need to install or set automatic timers and the need to install new or higher
voltage wiring were cited as reasons why 2-speed pumps were more expensive to install.

2-speed pumps were generally acknowledged to save energy, but some questioned the value
of the energy savings. Some contractors wondered whether the energy savings of the 2-speed
pumps were sufficient to offset the higher upfront equipment costs. Others claimed that the
energy savings estimates were based on operating assumptions (e.g., most use low-speed
setting and only run the pool pump for a few hours) that were not sufficient for maintaining
pool clarity. They suggested that if pumping times were increased, or if the high-speed setting
was used more often, much of the energy savings would disappear. Some contractors
acknowledged the energy savings, but did not think that it was a big selling point with pool
customers. Finally, a number of them believed that much more energy savings could be
achieved by encouraging customers to replace old 1-speed pumps with efficient new 1-speed
pumps than by trying to get them to switch to 2-speed pumps.

Most respondents believe that 2-speed pumps have higher maintenance costs. Six of the nine
contractors that commented on 2-speed maintenance costs claimed that the 2-speeds were more
expensive to maintain. They pointed to a greater potential for breakdown due to the existence
of two different speeds and a relay system. However, the other three respondents claimed that
there were no significant maintenance cost differences between the pump types. One
contractor even claimed that the 2-speeds were less likely to break down because the motors
lasted longer since they ran cooler and quieter at the lower speed. However, he also said that it
was important to ensure that the switching mechanism for the 2-speed pump is kept clean.
Another contractor attributed most pump failures to water entering the mechanism — which
could happen as easily with a 1-speed pump as a 2-speed pump.

Assessing the Requirements of the Pool Pump Rebate Program

Awareness of the utility rebate programs is high, but many do not promote the rebates. Ten
of the eleven respondents were aware of the utility rebate programs, and seven of them
promoted the rebates. Those who promoted the rebates mostly pushed the rebates for 1-speed
pumps. They did not push the 2-speed rebates because they did not believe the 2-speed pumps
were appropriate for most residential pool applications.

Half of the respondents were reluctant to recommend off-peak pool pump operation. Five of
the ten respondents questioned the wisdom and desirability of running pool pumps during off-
peak hours. Their reasons included:
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e Filtration systems should be operated during the daytime, especially during the hottest
hours when pools are used most often and algae growth is greatest.

e The pool itself is a big solar collector that gathers and retains heat best when water is
circulating. Operating the pump at nighttime can mean colder water during the
daytime.

¢ Running the pumps at night is impractical for customers who use solar heaters.

However, one contractor who supported off-peak operation estimated that 75 percent of his
customers do operate their pumps at night. Two of the contractors said that they set the time
clocks for most of their contractor’s pool pumps for off-peak operation. Another said that he
encourages his customers to obtain digital meters so that off-peak operation could be verified.

Many pool contractors are unwilling to recommend significant reductions in pool pump
operating hours. Six of the ten responding contractors had serious concerns about reducing
pump operating hours significantly. These included:

e Most of them thought that this would result in inadequate pool clarity and cleanliness.

e A number of them pointed to pool industry and health department standards that all
pool water be replaced once per day and questioned whether this could be achieved
with reduced pump operation.

e One claimed that whatever money they would save in reduced energy consumption
would be offset by the higher cost of the increased need for chemical treatment
(chlorine, etc.).

e One contractor remained skeptical even though he had attended a PG&E
demonstration in which pool clarity had been maintained with only four hours of pump
operation.

Even contractors who encouraged customers to reduce pool pump operation were not generally
willing to go as far as some of the utility recommendations (4 hours per day). For example, one
contractor recommended that customers run the pumps 6-8 hours per day during the
summertime and 3-4 hours per day during the non-summer periods. Others recommended
that their customers keep reducing operating times as long as pool clarity was not
compromised.

Over sizing of pool pumps was identified as a significant problem. Seven of the ten
responding contractors said that they often encountered oversized pools pumps. Explanations
for this phenomenon included:

e “Bigger is better” is an appealing sales pitch for pool customers who do not know any
better.

e Some pool dealers and contractors have received inadequate training in hydraulics and
therefore install oversized pumps out of ignorance.
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e Pool contractor’s oversize the pump because they want to vacuum the customer’s pool
as quickly as possible so that they can move on to their next job.

A couple of contractors noted that the hydraulics of a given pool (pipe diameter, etc.)
determines the appropriate horsepower of the pool pump and therefore larger horsepower
pumps were sometimes necessary. One believed that properly licensed contractors are less
likely to inappropriately size the pumps.

Most contractors learn about pump sizing through manufacturer reps or trade associations.
Eight of the nine responding pool contractors said that they learned about proper pool pump
sizing through either their equipment suppliers or through certification or training courses
provided by pool trade associations like the National Spa and Pool Institute (NSPI). None of
the respondents had learned about resizing from utility programs, although a couple of the
contractors believed that the utility rebates were encouraging the faster replacement of older,
oversized pool pumps.

None of the pool contractors had recently taken a utility training course but some had
witnessed PG&E demonstrations. Although none of the eleven respondents had recently
taken a utility training course, four of them had seen a PG&E demonstration of energy-efficient
pool pumps, either at a trade show or at a meeting of their local trade association chapter. Two
of the contractors that had witnessed the PG&E demos remained unconvinced about the
benefits of using 2-speed pumps and reducing pool pump operating times. The other two were
more favorably disposed to these practices, partly as a result of these demonstrations.

The utility rebates are available during the prime pool-pump-buying season. Eight of the
eleven responding contractors said that the pool-pump-buying season occurred in the April-
October time period. One contractor noted that many smaller pool contractors do not even
begin operating until April (they have other jobs during the off-season). Pool pumps are also
more likely to break down during periods of intense operation such as the summertime.
Therefore there was a general belief that the availability of the utility rebates in April did not
miss out on many sales opportunities. Two contractors estimated that only about 20% of pool
pump sales occur outside this April to October period. Two contractors believed that there
really was no pool-pump-buying-season.

Pool contractors universally supported a 2-year program. All eleven respondents supported a
utility rebate program that would be funded on a 2-year basis rather than the current one-year
program. They thought that this kind of continuity was a good thing and would provide off-
season support that is currently not available. However, they did not believe that extending the
program life would have much of an impact on the sale of energy-efficient pool pumps.

Recommendations for Pool Pump Rebate Program Improvements.

The most common suggestions and complaints concerning the utility pool rebate programs
included:

e Stop promoting the 2-speed pool pumps since they are inappropriate for most
residential applications.
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¢ Reexamine recommendations for off-peak or greatly reduced pool pump operation since
they clash with industry understanding of what is necessary to maintain pool clarity,
cleanliness, and comfort.

e Interact with pool industry professionals more often so that industry feedback on utility
program rules and recommendations can be heard and programs can be improved.

e Provide more education about proper pool-pump sizing to pool builders.

One contractor objected to the removal of a specific type of pool pump from the list of rebate-
eligible pool pumps just because pool retailers had changed the product name. He also argued
that a program requirement that participants must issue a written contract for any job worth
over $500 is onerous for smaller pool contractors.

3.5.6 Window Contractor Findings
Respondent Establishment and Sales Data

Representatives from four businesses selling residential window replacements were
interviewed. The businesses varied in size with two being independent contractors with two
employees or fewer (annual revenues of $100,000 - $1.5 million), one having 12 employees, and
the fourth being a large remodeling firm with more than 50 employees and over $4 million in
revenues.

Window Market Conditions

Nearly all-residential replacement window sales are high-performance dual pane windows
with low E glass. Noted exceptions include building code requirements in condos, or particular
home designs/styles where low E windows are felt to be aesthetically detracting.

Contractors are very knowledgeable about low E determinants. With one exception, all
contractors interviewed were able to provide specific rating factors, which make a window
“low E.” Contractors also frequently mentioned a glaze/coating as low E determinant.

Market share of high performance dual pane windows has increased drastically over the past
few years. The majority of contractors stated that the increase in sales of high performance dual
pane windows grows larger every year. Only one contractor felt that the increase in the past
year has been smaller than previous years, due to a decrease in the rebate level.

Contractors recommend high performance dual pane windows with low E glass every time.
All four contractors interviewed claim to make a pitch for high performance low E windows to
every customer, no exceptions. One contractor noted that for the price difference, low E
windows are a better value for the price.

Contractors do not have a consistent view of consumer awareness One contractor felt that
more than 90% of consumers in her area were aware of the difference between regular dual
pane windows and those classified as high performance. Others cited awareness levels
anywhere from 30% to 80% with consumer knowledge of the E-rating factors one third to
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greater than one half of the time. Consumers are thought to receive information about
windows from television, the Internet, and from contractors while comparison-shopping.

Contractors offer many views on how best to educate consumers about the full range of
benefits from high performance dual pane windows. Suggestions included television ads,
seminars, literature such as electric/gas bill inserts, and the Internet (one manufacturer
suggested a website where consumers could visit to look up vocabulary related to windows).

Customers install high performance low-E windows mainly for efficiency. Two contractors
believed that increased energy efficiency (lower energy bills) were the main reasons customers
choose high performance low E windows. Others mentioned noise-reduction, climate, and
aesthetics as reasons.

Window Program Awareness and Participation

Moderately high program awareness among window contractors. While all contractors were
aware of the rebate programs, only two of the four contractors interviewed were able to cite
specific U-factor and Solar Heat Gain Coefficient (SHGC) ratings. Another was not willing or
able to give specifics, but mentioned that all sales made through his company meet and exceed
rebate requirements.

Contractors assumed a very high free ridership rate for high performance window rebates.
Contractors estimated that greater than 90 percent of customers would have installed the
rebate-qualifying high performance windows in absence of the rebate. Contractors were
unfamiliar with the rebate program schedule. None of the four contractors interviewed had
knowledge of the program schedule. For example, one contractor believed that the program
ended when the money ran out, but otherwise ran continuously. However, there was a general
consensus among the contractors that if program starts and stops were occurring, their effects
on product sales were minimal to none.

Window Rebate Process

The rebate process was not considered problematic. Contractors usually assist customers
identifying rebate-qualifying purchases, and provide customers with the necessary information
to fill out forms. There is no trouble verifying qualifying purchases and forms are generally not
difficult to fill out. One contractor mentioned that difficult portions may be encountered when
an owner performs a self-installation. He also suggested that it may be helpful to provide
customers with some information on how to measure a window’s square footage. It is thought
that only a very small percentage (less than 10%) of customers who qualify for the rebates ever
apply for them.

Window contractors who were familiar with the Residential Contractor Program,
unanimously preferred the current downstream rebate approach. The Residential Contractor
Program (RCP) was familiar to three out of the four contractors interviewed. Excessive
paperwork for the contractor was cited as a significant drawback to the RCP. The only noted
advantage of the RCP was that it was a good selling feature for the contractor.
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3.6 PROGRAM EFFECTS

This section distills the effects of the program on various product markets from market actor
interviews.

Energy Star Appliances

Only one retailer interviewed believes that their customers rarely buy Energy Star appliances
without rebates. Retailers believe their customers do not typically wait until rebates become
available before purchasing appliances, replacing failed appliances as needed.

Central AC

Many respondents report that the rebate helps with the sale of a 12 SEER unit, but it is not the
reason for it. They said that 12 SEER is what they would sell, regardless of the rebate, because
the 12 SEER units are a better product — quieter and in some cases with a better warranty.
Contractors that are pushing 15 and higher SEER units think that rebates for the 12 and 13
SEER units could be phased out, and that the program should be pushing the higher end of the
market, given that 12 SEER is becoming the standard unit.

Several contractors reported changing the coil on 12 SEER split systems to a TXV type coil in
order to increase the SEER to a 13 and be eligible for the rebate.

Furnaces

Most contractors interviewed are installing 80% plus efficiency furnaces that do not meet
ENERGY STAR specifications. Contractors tend to install furnaces that do not qualify as
ENERGY STAR.

Thermostats

HVAC contractors report that the program had a minor impact on the thermostats they install.
Respondents generally install 1 of 2 thermostats that they keep in stock in the households
purchasing a new furnace, central air conditioner or heat pump. The standard unit is always a
programmable thermostat, with some being 6-1, others being 5-2 and others.

Evaporative Coolers

More than one HVAC contractor reported that evaporative coolers sell themselves via word-of-
mouth and that the customers wanted them. One contractor found the rebate helpful, but not
essential to the sale of the unit.

Windows

Contractors assumed a very high free ridership rate for high performance window rebates.
Contractors estimated that greater than 90 percent of customers would have installed the
rebate-qualifying high performance windows in absence of the rebate. The contractors believed
that to move the remaining customers to purchase high performance windows, rebate levels
needed to be higher.
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SUMMARY OF FINDINGS

Process Issues

The program was successfully coordinated statewide. The biggest challenge to
coordination was achieving consensus on rebate levels for weather-sensitive measures
such as furnaces and windows.

Two-year program funding will minimize program interruptions. Implementation
contractors, retailers, trade allies and program managers believe that the stop-and-go
cycle of program funding hurts retailer and trade ally involvement.

Participating contractors prefer the current direct rebate program to the previous
Residential Contractor Program, largely because responsibility for paperwork has
shifted to the customer.

Further simplification of CAC qualification is needed because high rejection rates for
HVAC measures indicate that both contractors and customers had trouble determining
whether equipment qualified for a rebate.

Energy Star Findings

Energy Star Market share continues to increase. Participating contractors corroborate
Energy Star market share has slowly increased over time, although market share of
specific measures varies.

—  Most participating retailers corroborated this trend, reporting that 2002 Energy Star
sales tended to be higher in 2002 than the year before. However, many expect that
the economic downturn will slow Energy Star product sales in 2003 and 2004.

Changes in Energy Star specifications affect market share and program participation.
The IOUs should anticipate such changes and alert retailers to resulting changes in
program standards.

Retailer Findings

Retailers use multiple marketing strategies. Retailers use a combination of rebates,
mass market advertising, in-store signage and well-trained sales staff to move Energy
Star products.

— Training for retail staff. All but one of the big box retailers interviewed provided
some level of ongoing training to their sales staff regarding Energy Star measures,
but keep in mind these results characterize retailers involved in the program.

— No bonuses for selling energy efficient products. Participating retailers do not
usually offer sales incentives to staff for energy efficient products.

Retailers like point of sale rebates. Retailers positively responded to instant rebates for
energy efficient products, but were unenthusiastic about collecting information from
customers at the point or sale for ex post verification.
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Measure-Specific Finding and Recommendations

Further investigation of baseline SEER installations are needed to determine whether
rebates for 12 SEER units are still appropriate. Market share of Energy Star central air
conditioners in California is steadily rising, accounting for about one-third of sales in
2001. Likewise, contractor findings (although a nonrandom sample) reported here
suggest that the lower end of the CAC market is at or moving toward 12 SEER packaged
and 13 SEER split systems.

Contractors and program managers agreed that the market for whole house
evaporative coolers is moving slowly, despite advances in technology. Even
contractors interviewed, who came in touch with the program, install few evaporative
coolers.

IOUs should further educate pool pump contractors through trade associations and
manufacturer reps.

— Despite IOU efforts to reach out to the pool pump industry, pool pump contractors
surveyed, though aware of the program, do not promote the rebate

— Contractors rarely recommended 2-speed pumps for residential pool use.
— Half were reluctant to recommend off-peak pool pump operation
Participating window contractors reported that they primarily install high-performance

dual pane windows with low-E glass, suggesting that window rebates have a very high
free ridership rate.

Quantum Consulting Inc. 3-34 Market Actor and Process Assessment



4. CUSTOMER MARKET ASSESSMENT AND PROGRAM EFFECTS

This customer research supports the market characterization from the customers’ perspective,
presenting customer survey findings — both participant and general population — on market
and process issues as well as program effects. In addition, this chapter also draws on historical
data to offer a longitudinal look at some key indicators (such as program energy efficiency
awareness) over time.

4.1  OBJECTIVES
The customer assessment addresses several specific research issues:

Market e Explore recent purchases of major appliances, heating and cooling and other
equipment

e Determine awareness levels of the rebate program, awareness of energy-
efficiency products and the Energy Star label

e Determine the level of consumer energy efficiency knowledge

e Explore consumer attitudes about energy efficiency

e Investigate consumers’ exposure to energy-efficient products

e Learn about consumers’ energy efficiency product usage

e Examine the energy efficiency behavior of hard-to-reach customers
Process ¢ Examine participant sources of awareness

¢ Influence of program delivery channels

e Determine participants’ level of satisfaction with the program

Program Effects of the program on the energy efficiency marketplace, specifically
Effects customers and retailers

An overarching objective is to examine the energy efficiency behavior of so-called “hard-to-
reach” customers — those who rent, live in rural areas, speak English as a second language, and
earn a moderate income. We highlight differences that arise between these HTR customer
segments and the general population throughout the section.

The market assessment addresses the general population’s awareness, attitudes, knowledge
and practices with respect to energy efficiency. These market effects indicators are important
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because they affect the market share for energy efficient appliances. For example, customers
that are aware of a specific energy-efficient product are more likely to purchase that
technology.

4.2 FINDINGS

To address these research objectives, 1001 telephone interviews were completed with
residential customers. For this Residential General Population Survey, interviews were
completed with random sample across each of the four utilities” service areas. Samples were
drawn from SCE, SDG&E and PG&E'’s customer information systems.! Detailed information
on the sample design and survey disposition can be found in Chapter 1. Detailed hard-to-reach
segmentation (homeownership, language, income, etc) is reported in data tables in Appendix
A. This chapter also contrasts this population information with participant data from 613
participant surveys (details in Chapter 1).

This section of the report is divided into seven major subsections that present survey findings.

¢ Equipment Purchase Rates and Decision Making presents self-reported purchase rates
for various types of energy using equipment and explores the decision-making process
that led to these purchases.

e Consumer Awareness of Programs and Products explores consumer energy efficiency
awareness in general, program awareness and product-specific awareness.

e Consumer Attitudes About Energy Efficiency explores consumers’ attitudes about
energy efficiency.

e Exposure to Energy Efficient Products explores consumers’ experience with retailers,
especially their exposure to energy-efficient products.

e Product Usage examines consumers’ product usage, especially how purchasers are
using programmable thermostats, pool pumps, whole house fans and whole house
evaporative coolers.

e Participant Findings examines the influence of various delivery mechanisms and
participant satisfaction with the program.

e Program Effects considers the effects of the program on the marketplace, focusing on
customer and retailers.

The chapter highlights findings from a series of data tables presented in Appendix A (Customer
Assessment). Footnotes point readers to those data tables in the appendix. This reporting
structure offers higher-level findings and gives readers the opportunity to examine results in
detail in the appendices.

1 One sample represented both SCE and SCG because they serve much of the same territory.
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4.2.1 Equipment Purchase Rates and Decision Making

In this subsection we explore consumers’ decision-making process in purchasing energy-using
equipment. Exhibit 4-1 reports annualized equipment purchase rates for major appliances,
heating and cooling and other equipment. These are self-reported purchase rates.
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Exhibit 4-1

Annualized Purchase Rates For the General Population?

POPULATION INSTALLATION RATES

for measures offered in Single Family Rebate Program

Other Appliances

Clothes washer 6.5%
Dishwasher 4.9%
Heating/Cooling Equipment
Room air conditioner 1.4%
Furnace/Central heating 1.3%
Central air conditioner 0.8%
Evaporative/Swamp cooler 0.3%
Whole house fan 0.2%
AC/HEAT 0.2%
Home Improvement Measures
Dual-pane windows 7.7%
Thermostat 4.6%
Water heater, GAS 2.5%
Insulation-wall, ceiling or attic 1.7%
Water heater, ELECTRIC 0.4%
Pool Pump 0.0%
CFL Lighting Measures
CFL 39.0%
Fluorescent Indoor Fixture 2.8%
Fluorescent Outdoor Fixture 0.9%
CFL Torchiere 0.1%

POPULATION INSTALLATION RATES

for measures not offered in Single Family Rebate program

Other Appliances

Refrigerator 12.5%
Clothes Dryer 5.6%
Home Improvement Measures
Weatherstripping/ Caulking/ Weatherization 4.0%
Water Heater/Pipe Wrapping/ Insulation 1.5%
Ceiling fan 0.5%
Solar 0.2%
Low Flow Showerheads 0.2%
New roof/sealing 0.2%
Faucet Aerators 0.1%
Heavy curtains 0.1%
Pool Heater 0.1%
Electric Fan 0.1%
Tinted windows 0.1%
Lighting Measures
Dimmer Switch 0.2%
Low wattage incandescent bulb 0.2%
Motion sensor 0.1%
N 1001

2 purchase rate tables are reported in Appendix Exhibit 4-2 (Major Appliance Purchases) and Appendix Exhibit

4-3 (Other Equipment P

urchases)
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Compact fluorescent light bulbs, refrigerators, dual pane windows, clothes washers and clothes
dryers were the most popular items purchased.

Nearly 8% of consumers claimed to have bought dual pane windows in 2002, suggesting that
retailers” concern over the cost of Energy Star windows may not be an insurmountable barrier
sale of energy efficient windows.3 Purchase rates for appliances tend to be lower among
renters, multi-family and mobile home residents. Surprisingly, more renters report buying
CFLs than homeowners.

Over 90% of purchasers claim that their new appliances — such as refrigerators, clothes washers,
dishwashers, and room AC - are more energy efficient than standard models.* While
customers may correctly identify their new appliance as more energy efficient than their old
equipment, actual Energy Star appliance market share is far less than 90%. At the end of 2001,
Energy Star refrigerators claimed over 50% of the California market, Energy Star dishwashers
have steadily increased to over 60% of the market, while clothes washers lag other Energy Star
appliances with roughly 20% of the clothes washer market.> This gap between the self-reported
efficiency levels and residential efficiency sales data might arise from lack of consumer
knowledge about energy efficiency products. The next section explores awareness of energy
efficient products and energy efficiency.

4.2.2 Consumer Awareness of Programs and Products
This subsection presents various dimensions of awareness:

e General awareness: respondent self-rating of knowledge of ways to save energy at
home

e Program awareness: Respondent awareness of the Single Family Energy Efficiency
rebate program, the state of California’s 20/20 rebate program.

e Product-specific awareness: Respondent awareness of energy-efficiency technologies
and the Energy Star label.

Awareness of Ways to Save Energy at Home

Respondents consider themselves fairly knowledgeable about energy efficiency.6 One quarter
directly attribute “a lot” of their knowledge to the energy crisis. Overall self-reported
knowledge decreased slightly from 2001 levels, but is higher than pre-crisis levels (which were
relatively high to begin with). The current average is 7.2 on a scale from 1 to 10, with 10 being
extremely knowledgeable. The majority of respondents credit at least some of their present
knowledge to the energy crisis, but consumers are less likely now to attribute their knowledge

3 Results from retailer interviews are reported in Chapter 4.

4 Appendix Exhibit 4-4 (Self-Reported Efficiency of Equipment Purchased).
5 RER, “California Appliance Trends, ” 2001, Residential Market Share Tracking Project.

6 Appendix Exhibit 4-5 (Consumer Knowledge of Ways to Save Energy - Mean Rating).
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to the crisis than in 2001. While the population and participants don’t vary much in their
overall knowledge, participants are much more knowledgeable about how to determine the
efficiency level of air conditioners and heaters.

Program Awareness

Exhibit 4-2 shows that overall awareness of utility programs for energy efficiency
improvements is high — 41% have heard of rebates, 16% mentioned energy audits. There has
not been much movement over time in utility program awareness, however.” Hard-to-reach
customer segments — customers whose primary language is not English, moderate income
customers, renters, rural customers, multi-family and mobile home residents — were less aware
of utility rebate programs.8 Hard-to-reach customers’ awareness of audits, 20/20 and Energy
Star lags only slightly behind the general population.

7 Xenergy, Phase 4 Market Effects Study of California Residential Lighting and Appliance Program.

8 These customer segments come from survey responses; they self-identified as living in mobile homes, multi-
family buildings, renting residences, having a moderate income, or mainly speaking a language other than English.
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Exhibit 4-2

Program Awareness for General Population and HTR Segments?

Utility Audit

14%

|

16%

[OHard-to-Reach (N=632)
[ Population (N=1001)

Utility Rebate

36%

41%

20/20 Program

49%

52%

Energy Star

52%

54%

0%

10%

20%

30% 40% 50% 60%

Percent Aware

Audit awareness is much higher for PG&E (20%) and SDG&E (18%) customers than for SCE

customers (11%).

While the IOUs were fairly successful in meeting HTR goals set by the CPUC (10% more HTR
participation in 2002 than 2001), program awareness among hard-to-reach customer segments
continues to lag the population, as reported in Exhibit 4-3.

9 Appendix Exhibit 4-7 (Energy Star awareness), Appendix Exhibit 4-8 (20/20 Rebate Awareness), Appendix
Exhibit 4-9 (20/20 Participation)
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Exhibit 4-3
Awareness Among Hard-to-Reach Customer Segments10

60% -

51%

50% - i i ' v |
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P 36% :
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30% - 28%
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: F17%
10% - i :
0% ; , :

Total Any HTR Non HTR Rural Urban Primary anary Moderate Other Renter Owner
(N=1001)  (N=632) (N=369) (N=254) (N=747) Llanguage Language Income  Income  (N=284)  (N=717)
Spoken - Spoken-  (N=381)  (N=620)
Other English
(N=109)  (N=885)

Percent Aware of Program

English speakers were twice as likely to be aware of the program than non-English speakers.
Income level and homeownership also dramatically affected customers’ awareness of the
program. Only rural customers did not differ much from urban customers in their awareness
of the program, reflecting the utilities” success in canvassing rural retailers. Not only has PG&E
partnered with hundreds of smaller independent retailers in rural areas, but much of PG&E'’s
rural customers live in hot climates where demand is higher for evaporative coolers, energy
efficient CAC and whole house fans. SCE likewise targeted retailers in rural areas, using its
Mobile Education Unit to promote energy efficiency rebates at local events through its territory.

Customers were asked whether they were aware of the 20/20 Rebate Program.!l Overall,
about half of the survey respondents were aware of 20/20, but hard-to-reach segments across

10 Appendix Exhibit 4-10 (Utility Program Awareness)

11 gee Appendix Exhibit 4-8 (20/20 Awareness) and 4-9 (20/20 Participation). 20/20 awareness was aided by
the following description: “In 2001, the governor of California promoted an energy conservation and efficiency
program called the “20/20 Rebate Program.” Households that saved 20% off their electricity bill in June, July,
August or September of 2001 as compared to their 1999 bills would qualify for an additional 20% rebate on their bill.
Have you ever heard of the 20/20 Rebate Program?”
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the board were considerably less aware. Two out of three respondents that were aware of 20/20
attempted to reduce their electricity bill by 20% in order to receive 20% off their energy bill.
Hard-to-reach customers’ response to this incentive was not as dramatic as the population, but
large proportions of these segments did take action.

Awareness of Energy Star among the general population in 2002 is fairly high.12 Over half the
population claim to have seen or heard of Energy Star. This represents a significant increase
over 2001 (when 42% of the population was aware of Energy Star). Californians’ awareness
rates are in line with national findings; 41% of US households recognized the Energy Star label
(with a visual aid), and 58% of households have a high or general understanding of the label.!3

Energy Star awareness is highest among PG&E customers (64%). Differences in awareness
exist between renters and owners, single-family dwellers and multi-family/mobile home
occupants, and English/non-English speakers. Although differences exist between HTR and
non-HTR segments, the differences in Energy Star awareness are not as significant as the
differences in Single Family Rebate program awareness

Most customers were able to accurately describe what Energy Star signifies, more than in
2001.14 Three in four unprompted said Energy Star means, “the equipment uses less energy.”
Others described Energy Star as a government standard for energy efficient equipment (6%),
that costs less to operate (6%), or mentioned rebates on Energy Star appliances (5%).

Product-Specific Awareness and Knowledge

The utilities promoted measures with higher energy savings, such as pool pumps and HVAC
measures. The utilities focused on compressor-less cooling equipment such as whole house fans
and evaporative coolers in 2002. Participants tended to learn of these less traditional measures
through word of mouth.

Whole House Fan.l> One in two respondents have heard of a whole house fan. Awareness is
considerably higher among PG&E customers (63%) than southern California customers (42%).
In addition, higher income consumers tend to be more aware of whole house fans (57%) than
those with moderate incomes (38%). Two of three participants — customers who purchase
rebated measures — were aware of whole house fans. Most participants (60%) learned of whole
house fans through friends and family. For another 11%, a whole house fan came with their
current house or a previous one. Only 13% learned of them in the store or through advertising
(6%).

12 Exhibit 4-7 (Energy Star awareness)
13 National Analysis of the CEE 2002 Energy Star Household Survey, Final Report.

14 Appendix Exhibit 4-12 (Consumer Understanding of Energy Star label)

15 Appendix Exhibit 4-13 (Whole House Fan Awareness), Appendix Exhibit 4-14 (Source of Awareness of Whole
House Fan)
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Whole House Evaporative Coolers.16 Participants that purchased evaporative coolers tended
to learn about whole house evaporative coolers — an alternative to air-conditioning for those in
desert regions — through friends and family.

Programmable Thermostats.l” Three in four surveyed customers have heard of programmable
thermostats for some time; most became aware of them before the energy crisis. There are
considerable gaps in awareness between the HTR (67%) and non-HTR (84%) populations.
Those earning higher incomes, owning a home and occupying a single-family dwelling are
most likely to be aware of programmable thermostats. However, a greater proportion of HTR
customers became aware of programmable thermostats more recently than non-HTR
customers, suggesting that utility marketing to HTR segments, especially non-English speakers,
is touching some of these customers.

Word of mouth — friends, family, and the workplace — was the foremost way that respondents
became aware of programmable thermostats, accounting for 41% of respondent awareness.
Respondents also learned about programmable thermostats through mass advertising sources
(15%) and retail store displays (8%). Twelve percent indicated that a programmable thermostat
came with their house. Retailers played a larger role in educating customers about
programmable thermostats than contractors; only 4% learned about them through a contractor.
However, retailer materials had less impact on HTR customers; only 5% reported learning
about programmable thermostats in a store, compared with 13% of non-HTR customers. Ultility
bill inserts had the least impact among PG&E customers; SCE and San Diego customers were
twice as likely to learn about programmable thermostats in their bills than PG&E customers.

Air conditioners.18 Respondents with central air conditioning identified five main ways they
would determine if an air conditioner was energy efficient: the Energy Star label, research (e.g.
Consumer Reports, Internet, etc) a salesperson, a contractor, or the energy efficiency
rating/SEER. Relatively few mentioned “SEER” specifically, instead they talking about an
energy “rating.” These results suggest that the general population is quite capable of learning
about high efficiency cooling, but has little specific knowledge beyond “rating” and “Energy
Star.” Only a third could independently ascertain efficiency levels using the Energy Star rating
or SEER, but most would have to learn through retailers, contractors or research, compared
with nearly 60% of participants.

The low level of knowledge among those who own central air conditioners presents a challenge
for any downstream, consumer-oriented AC rebate program. Most customers do not
understand enough about air conditioner efficiency to identify a high efficiency unit, let alone
fill out a complicated rebate application that calls for an EER rating. Program staff
acknowledged that customers had trouble determining whether their AC equipment qualified
for a rebate, evidenced by a high rebate rejection rate. As one program manager remarked, “It

16 Appendix Exhibit 4-15 (Whole House Evaporative Cooler Awareness)

17 Appendix Exhibit 4-16 (Programmable Thermostat Awareness), Appendix Exhibit 4-17 (First Learned of
Programmable Thermostat), Appendix Exhibit 4-18 (Source of Awareness of Programmable Thermostat)

18 Exhibit 4-20 (Identifying an EE Air Conditioner)

Quantum Consulting Inc. 4-10 Customer Market Assessment



was tough to transition a contractor program to an end user program. End users are not
technical at all.”

Even HVAC professionals find the specification requirements daunting, reflected in a high
rejection rate for rebate applications submitted by contractors. The experience of both HVAC
customers and contractors points to the need to simplify central AC qualifications.

Among the utilities, PG&E customers were most aware of energy efficiency ratings (14%). San
Diego customers, on the other hand, were much less aware of specifics such as SEER (5%) and
Energy Star (7%), instead vaguely pointing to “rating” or “label” (21%).

By contrast, participants chiefly pointed to Energy Star (30%) and energy efficiency
rating/SEER (29%). Fewer would rely on contractors (5%), salespeople (15%) or need to do
research (8%) to identify high efficiency units. One in three participants mentioned SEER,
information required on the rebate application, compared with 10% of the general population.

Heater.19 Consumers would use a similar process to identify an energy efficient heater, looking
at the Energy Star label (27%), conducting research (22%), talking to a salesperson (19%) or
contractor (12%), or consulting the AFUE/ efficiency rating (10%). An additional 6% mentioned
“rating” or label.” One in four respondents mentioned Energy Star, but most consumers were
unable to offer specifics about the efficiency ratings of heaters. The typical consumer who uses
heating and cooling is unable to determine efficiency levels without help from salespeople,
consumers or independent research. By contrast, 24% of participants would use AFUE to
determine efficiency level of a heater.

Clothes Washer. 20 Energy Star clothes washers are premium products, manufactured for
higher income consumers. Energy Star registered with 41% of the general population as a
means of identifying an energy efficient clothes washer. One in three mentioned Energy Guide,
while 19% would seek a salesperson for assistance. Few consumers are aware that horizontal
axis technology indicates an energy efficient clothes washer, suggesting that a label offers a
useful shortcut for consumers to identify energy efficient appliances without knowing much
about the technology that makes it energy efficient. Participants pointed to the same sources,
suggesting that there is little difference between population and participant knowledge of high
efficiency clothes washers.

Energy Efficient Pool Pumps.2! Participants were asked about their awareness and knowledge
of pool pumps. The utilities targeted pool dealers in expanding participation for energy
efficient pool pumps. Participant awareness reflects this marketing effort, as the majority of
participants learned of high efficiency pool pumps through dealer channels — their salespeople
(25%), in store materials (21%) and contractors themselves (13%.).

19 Appendix Exhibit 4-21 (Identifying an EE Heater)
20 Appendix Exhibit 4-19 (Identifying an EE Clothes Washer)

21 Appendix Exhibit 4-22 (Source of Awareness of Energy Efficient Pool Pump), Appendix Exhibit 4-23
(Awareness of Two Speed Pool Pump)
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4.2.3 Consumer Attitudes About Energy Efficiency

Attitudes toward energy efficiency remain as high as those expressed in 2001. Overall,
consumers largely believe they can save energy without sacrificing comfort and believe in
using less energy to save the environment.22 They furthermore do not consider themselves too
busy to bother with energy efficiency improvements. These beliefs hold regardless of
homeownership or income. Additionally, participants are only slightly more wedded to these
ideas than the general population. However, it is premature to conclude from the lack of
variation among different customer segments that all consumers truly value energy efficiency.
General attitudes may not signify consumers” willingness to buy energy efficient products, as
only participants put their money where their mouth is, receiving rebates for the energy
efficient products they purchased.

4.2.4 Exposure to Energy Efficient Products

Distribution Channels.23 Retailers, especially home improvement stores, are key distribution
channels for energy efficient products. The most popular measures - apart from major
appliances, heating and cooling equipment — were programmable thermostats, dual pane
windows, weather-stripping and insulation.* Exhibit 4-4 shows where consumers bought
energy efficient products.

22 Appendix Exhibit 4-24 (Consumer Attitudes About Energy Efficiency)

23 Appendix Exhibits reports where customers bought various energy efficiency products: Exhibit 4-25 (Where
Consumer Bought Programmable Thermostat; Exhibit 4-26 (Where Consumer Bought Dual Pane Windows); Exhibit
4-27 (Where Consumer Bought Motion Sensor); Exhibit 4-28 (Where Consumer Bought Weather-stripping); Exhibit
4-29 (Where Consumer Bought Water Heater); Exhibit 4-30 (Where Consumer Bought Low Flow Showerhead);
Exhibit 4-31 (Where Consumer Bought Faucet Aerator); Exhibit 4-32 (Where Consumer Bought Low Flow
Showerhead); Exhibit 4-33 (Where Consumer Bought Other Equipment)

24 Respondents also reported where they bought motion sensors, dimmer switches, water heaters, low flow
showerheads, and faucet aerators. Relatively few purchases were reported, so these are shown in the appendix
tables.
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Exhibit 4-4
Energy Efficient Product Distribution Channels

80%1 m® Contractor
O Home Improvement Store
O Other Retailer
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Programmable Dual Pane Weatherstripping Insulation
Thermostat Windows (N=56) (N=22)
(N=71) (N=107)

Home improvement stores are the key players across the board — even for insulation,
traditionally considered a contractor-driven measure. Programmable thermostats are most
frequently purchased at retailers.2> Relatively few consumers report that they replaced their
thermostat as part of a bigger AC change out (a job that typically involves a contractor) instead
purchasing programmable thermostats at retailers to save energy, acquire newer technology or
replace a broken thermostat26 Forty-four percent of participants, however, report that a
contractor did install their programmable thermostat, indicating many replaced thermostats as
part of HVAC replacement.

Given the prominence of home improvement stores, program managers should strengthen
relationships with large chains such as Home Depot.

25 Appendix Exhibit 4-35 (Reasons for Programmable Thermostat Purchase)

26 The importance of retailers may be overstated for dual pane windows, however, as 22% of window
purchasers indicated they bought from a specialty retailer who likely installed their windows, just as contractors do.
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In-store advertising.2” Point-of-sale signage is one marketing strategy used by retailers. Nearly
half of the respondents that purchased equipment recalled seeing literature, promotions or
displays in a store that provided information about the advantages or features of the equipment
they purchased. Consumers gave in-store advertising a mean influence rating of 6.2 (with 1
meaning “not at all influential” and 10 meaning “extremely influential”), suggesting that many
consumers do not enter a store with their minds already made up about a purchase, but are
open to learning about product information at the point of purchase. The retail environment
presents a real opportunity to capture shoppers” mind space.

Salespeople.28 Energy efficiency is a common theme in consumer interactions with
salespeople. Two-thirds of purchasers who had contact with a salesperson reported that
salespeople were informed of the benefits of high efficiency products, suggesting that retailers
are training their personnel to promote energy efficient products.

One in three purchasers recalled speaking with a salesperson when shopping for equipment,
suggesting that consumers did not seek out salespeople or vice versa.

Big box retailers interviewed reported that they rely on utility staff for sales training once a
year. Retailers believe that this training has been effective in encouraging sales of energy
efficiency products. However, customers were not greatly influenced by these interactions.
Speaking with a salesperson did not greatly influence consumers’ purchase decisions, who
gave salespeople a mean influence rating of 5.2 (with 1 meaning “not at all influential” and 10
meaning “extremely influential”). In short, salespeople were less prevalent and less persuasive
than in-store advertising in influencing consumers.

Utilities should strengthen marketing partnerships with retailers, especially large home
improvement chains, to promote energy efficient products. Utilities might focus on point-of-
sale signage, which proved more influential for customers than sales people. Sales training,
currently conducted once a year, might be more effective with additional contact.

Contractors.29 Overall, contractors were not very influential for consumers, who rated them a 5
of a 10-point scale. Participants viewed as fairly influential (5.5) in purchasing energy efficient
cooling and heating and home improvement measures, but contractors did not typically
influence appliance purchase decisions (2.6). The diminished importance of contractors reflects
the program’s migration from contractor to consumer rebates.

4.2.5 Product Usage

This section explores the behavioral aspects of residential space heating and cooling
(specifically use of programmable thermostats, whole house fans and evaporative coolers) as

27 Appendix Exhibit 4-36 (Presence of In-Store Advertising), Appendix Exhibit 4-37 (Influence of In-Store
Advertising)

28 Appendix Exhibit 4-38 (Presence of Salesperson), Appendix Exhibit 4-39 (Salesperson Discussion of High
Efficiency), Appendix Exhibit 4-40 (Influence of Salesperson)

29 Appendix Exhibit 4-41 (Influence of Contractor)
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well as energy efficient pool pumps — all measures rebated by the program. For example,
savings estimates for installing a programmable thermostat in a residential dwelling typically
assume that household members learn how to program their thermostat and are not already
manually setting back their thermostat. Are such assumptions justified? We address such
questions related to thermostat setting-behavior using data from the general population and
participant surveys.

Programmable Thermostats.3’ Over half the population indicated they currently have a
programmable thermostat in their house. Forty-two percent of these thermostats came with the
house. Nearly half of participants purchased a programmable thermostat when replacing their
heating or cooling systems.3! Saving energy was the most common reason for purchasing a
programmable thermostat.

Respondents ascribe greater comfort and convenience to their homes as a result of using their
programmable thermostats.32 Eighty-five percent consider their home to be as or more
comfortable with a programmable thermostat instead of a regular one. About half believe their
programmable thermostats increase the comfort of their homes. Renters are most inclined to
ascribe greater comfort to their programmable thermostats. In addition, three of four
respondents believe their programmable thermostat is more convenient than a regular one.

Overall, just over half of users surveyed say that they use their air conditioner or heater less
than they did with a regular thermostat.33 About a third believe their usage is about the same,
and only 7% claim to use more air conditioning or heating with their programmable
thermostat.

Despite touting the benefits of comfort, convenience and lower energy usage, one in three
respondents manually adjusts the temperature setting of his thermostat instead of
programming it to adjust automatically. One in four participants bypasses the programmable
feature as well.34

Pool Pumps.3> The average summer run time — for both the population of pool owners and
energy efficient pool pump participants — is 4.7 hours a day. Fifty-five percent of pool owners
run their pumps 4 hours or less, compared with 50% of participants.

30 Exhibit 4-42 (AC or Heater Purchased with Thermostat), Exhibit 4-43 (Programmable Thermostat Currently
Installed), Exhibit 4-44 (Where Programmable Thermostat Was Bought)

31 This information is not available for the general population.

32 Appendix Exhibit 4-45 (Comfort of Programmable Thermostat), Appendix Exhibit 4-46 (Convenience of
Programmable Thermostat)

33 Appendix Exhibit 4-47 (Air Conditioning Usage with Programmable Thermostat)
34 Appendix Exhibit 4-48 (Manual Use of Programmable Thermostat)

35 Appendix Exhibit 4-49 (Pool Ownership); Appendix Exhibit 4-50 (Summertime Pump Hours of Operation);
Appendix Exhibit 4-51 (Average Runtime); Appendix Exhibit 4-52 (Who Changed Runtime)
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Half of pool pump participants reported that their hours of operation had changed (Note:
SDG&E tracking data suggests 70% of participants reduced their usage). Most of them claimed
to have changed the hours themselves. It is possible, however, that the pool contractor reduced
the hours and customers were unaware of the change. The average reduction was 2 hours for
those who were aware of a change in runtime. Self-reported runtimes validate the participant-
tracking database. Participant tracking data for SDG&E shows that participants reduced
runtimes by 2.2 hours on average. Our sample of self-reports confirm SDG&E savings
assumptions about reduced runtimes.36

Pool pump participants that reduced their hours were slightly more satisfied with their
equipment and its performance than participants overall. This increased customer satisfaction
does not bear out contractors’ claims that reductions in pool pump operating hours
compromise pool cleanliness and clarity.3”

Participants reported that they ran their old pumps 6.3 hours a day, considerably more than
their current runtime. SDG&E participants tend to run their pool pumps less than participants
in PG&E and SCE territory. Seven of ten participants believe they have reduced their energy
use with the new pool pump.38

Most participants have shifted their pumping to off-peak hours.3? Eighty-three percent run
their pumps before noon, while only 55% of the population does. SDG&E customers — both
participants and the general population — tend to pump during off-peak hours more than PG&E
and SCE customers, suggesting that pool owners in the San Diego area have responded to
SDG&E’s message to use their pumps off peak.#0 By contrast, only half the pool pump
contractors interviewed recommend off-peak pump operation to their customers.

Whole House Fan.#! Customers that received a rebate for their whole house fan were asked a
series of questions about their fan usage. Over half of these participants reported that they turn
on the whole house fan instead of the air conditioner when they return to a hot home.
Furthermore, 60% rarely if ever run their air conditioner after using their whole house fan. This
percentage is higher among lower income customers. All respondents open the windows when

36 SDG&E’s energy saving assumptions are based on the old pool pump running 7 hours a day and the new one
running 5 hours a day.

37 Interviews with pool professionals were conducted as part of the Upstream Market Actor analysis are
reported in Chapter 4.

38 Appendix Exhibit 4-53 (Reduction in Energy Usage Due to Pool Pump)

39 Appendix Exhibit 4-54 (Amount of New Pump Usage Compared to Old Pump), Appendix Exhibit 4-55 (Pool
Pump Start Time)

40 In 2002, SDG&E recommended filtering during off-peak hours (before noon or after 6pm) and
encouraged customers to minimize pumping run time for single-speed pumps "consistent with clean
pools.”

41 Appendix Exhibit 4-56 (AC Vs Whole House Fan Usage), Appendix Exhibit 4-57 (Using AC With Whole
House Fan)
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running their whole house fans, indicating people know how to properly use a whole house
fan.42

Participants tend to rely on their whole house fan most days, reserving air conditioning use for
the hottest days.#3 Only one in ten uses a whole house fan on the hottest days, instead falling
back on air conditioners only for scorchers.

Exhibit 4-5
Air Conditioner versus Whole House Fan Use
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Only one in five participants run their whole house fans in the afternoons. Most choose to turn
on fans off-peak, in the mornings and evenings. Nine of ten participants believe that their
whole house fan has reduced their air conditioning use. Most believe they have reduced their
AC use over 16%.

42 Appendix Exhibit 4-58 (Opening Windows with Whole House Fan)

43 Appendix Exhibit 4-60 (AC Summertime Usage), Exhibit 4-61 (WHF Summertime Usage), Exhibit 4-62
(Daytime Whole House Fan Usage), Exhibit 4-63 (Reduction in AC Use due to Whole House Fan Use), Exhibit 4-64
(Amount AC Usage Reduced)
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While overall energy savings may result from this self-reported whole house fan use, peak
savings is questionable because participants continue to rely on air conditioning on the hottest
days.

Whole House Evaporative Cooler.#* While half of participants who purchased a new whole
house evaporative cooler report that they continue to use their air conditioning, 85% claim to
use less air conditioning than before.

4.2.6 Participant Findings

Participant findings are based on 613 telephone interviews completed with residential
customers that received a utility rebate for high efficiency equipment. Chapter 1 contains
details on sample design, survey disposition and customer segmentation.

Replacement Market.#> The majority of participants typically bought program-qualifying
measures to replace old equipment that had either failed or did not work well.46 With the
exception of air conditioners and pool pumps, there is little seasonality in this replacement
market — people tend to buy when older units break and need to be replaced, according to the
home improvement appliance and appliance retailers interviewed. Equipment failure
motivated renters to replace their equipment more than any other customer segment. One in
five participants purchased high efficiency equipment to save energy. SCE participants stood
out in their desire for energy savings; more than one in three reported buying a rebated
measure to save energy.

Program Messages.*” One in two participants recalled “Save Energy & Money” as a message
of the Home Energy Efficiency Rebate Program. “Save Energy & Money,” the IOU’s statewide
tagline for both commercial and residential rebate programs, resonated most with PG&E and
SCE participants. Participants also recalled messages about cash and appliance rebates (33%)
and conservation (13%). One in two renter participants mentioned cash rebates, highlighting
their concern with cost.

Delivery Mechanisms

This subsection examines program delivery mechanisms — chiefly, the utilities, retailers and
contractors.

Sources of Program Awareness.*8 Retailers played the biggest role in making consumers aware
of rebates in 2002. Exhibit 4-6 shows that 40% of participants learned of the rebate program in a
store. One in four became aware through their utility (bill inserts, mailings, websites and/or

44 Appendix Exhibit 4-65 (Still Use AC with Evaporative Cooler), Exhibit 4-66 (Reduction in AC Use Due to
Whole House Evaporative Cooler)

45 Appendix Exhibit 4-67 (Reasons for Purchase).

46 Program-qualifying measures are heating and cooling equipment, programmable thermostats, insulation,
windows, clothes washers, dishwashers, water heaters and pool pumps.

47 Appendix Exhibit 4-68 (Program Messages)
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representative). Only 12% of participants learned of single-family rebates through contractors,
suggesting that contractors are not actively promoting the rebate program to customers — a
finding confirmed by HVAC contractors interviewed, who reported that they did not go to
great lengths to promote the program in 2002. These participant awareness trends suggest that
trade ally support for the program has declined, reflecting the shift from a contractor-driven
program to a consumer rebate program. This trend was reversed in SCE territory, however,
where contractors played a bigger role than retailers in making participants aware of the rebate
program, as might be expected given that clothes washers and dishwashers (retailer oriented
measures) are not rebated by SCE.

Exhibit 4-6
Major Sources of Participant Awareness
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The exhibit displays overall patterns that do not hold for particular measures. For example,
contractors do not play a role in making appliance participants aware of rebates; nearly 60% of
appliance participants learn of rebate through a salesperson. Contractors do play a role in
informing participants about home improvement and HVAC measures, accounting for about
25% of those participants” awareness.

48 Appendix Exhibit 4-69 (Sources of Program Awareness)
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Utility Marketing Channels. 49  Overall, one in four participants learned of the rebate program
through utility sources — representatives, brochures, bill inserts, websites. The proportion of
participants that learned of the program through their IOU varied — 35% of SCE, 29% of PG&E,
19% of SCG and 17% of SDG&E participants.  Exhibit 4-6 focuses on utility sources of
awareness — the channels that IOUs use to market the program to customers.

Where Participants Get Applications.>? Exhibit 4-7 shows the four main ways that participants
obtain rebate applications. Overall, one in two participants received a rebate application from a
retail store. Retailers played the most prominent role in PG&E and SCG territory, whereas only
21% of SCE participants picked up an application at a retailer. By contrast, about one in ten
participants got a rebate application from a contractor — roughly the same amount that got an
application online.

Exhibit 4-7
Where Participants Get Rebate Applications
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49 Appendix Exhibit 4-69 (Sources of Program Awareness)

50 Appendix Exhibit 4-71 (Source of Rebate Application)
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Retailers play a dominant role for appliances; three of four appliance participants got an
application at a retailer. By contrast, about one in five customers who purchased a rebated
home improvement or HVAC measure picked up an application at a retailer. Instead, these
participants most likely received an application from their utility (44% home improvement,
38% HVAC) or contractor (17% home improvement, 21% HVAC).

Online Rebate Applications.>!  Online applications gained popularity among program
participants. Over half of participants with Internet access were aware that rebate applications
were available online. Twenty-two percent of participants said that they downloaded a rebate
application. However, 8% of participants claimed that they got their applications online
(Exhibit 4-7). This difference may be explained by customers reporting in the survey that they
received their application from their utility, but obtained it online from their utility’s website.

Retailers.>2 Most participants recalled promotional material at retailers, as indicated by Exhibit
4-8 below. These participants recalled product displays (41%), manufacturer brochures and
posters (27%) and information about utility rebates (11%) in retail stores. Participants tended to
recall “Save Money & Energy,” energy efficiency is good for the environment, and reducing
energy bills over any other message. Participants rated the mean influence of in-store
advertising 7 of 10, on average — a point higher than the general population.

Retailer promotions were less prominent at stores in SCE territory, consistent with contractors
playing a bigger role in SCE participant awareness than retailers.

51 Appendix Exhibit 4-73 (Internet Access), Appendix Exhibit 4-74 (Awareness of Online Applications),
Appendix Exhibit 4-75 (Percent that Downloaded Application)

52 Appendix Exhibit 4-76 (Types of In Store Advertising), Appendix Exhibit 4-77 (Messages of In Store
Adpvertising); Appendix Exhibit 4-78 (Influence of In-Store Advertising)
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Exhibit 4-8
Percent of Participants Who Saw Promotional Materials at Retail Stores
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Most participants (84%) spoke with a salesperson in shopping for their equipment,
considerably more than the general population.>3 Eighty-three percent of participants who had
contact with a salesperson were informed of the benefits of high efficiency products. This
interaction proved fairly influential for participants, who rated the salesperson a 6, on average
(with 1 meaning “not at all influential” and 10 meaning “extremely influential”) — a point
higher than the general population. Retail stores, through their staff and promotional
materials, encouraged participants to buy high efficiency equipment.

Salesperson interactions were less prevalent among SCE participants (similar to promotional
materials in retail stores) but no less influential on the purchase decision.

Contractors.>* Contractors were less influential than retail marketing and sales staff in
participants’ purchase decisions. Even contractor-driven measures such as heating and cooling

53 Appendix Exhibit 4-80 (Presence of Salesperson), Appendix Exhibit 4-81 (Salesperson Discussion of High
Efficiency), Appendix Exhibit 4-82 (Influence of Salesperson)

54 Appendix Exhibit 4-83 (Influence of Contractor), Appendix Exhibit 4-84 (Utility Referrals to Contractors),
Appendix Exhibit 4-85 (Importance of Referral in Selecting Contractor)
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ranked 5.6 on the 10-point influence scale. Home improvement measures (programmable
thermostats, dual pane windows, insulation) ranked 5.5 on average for those that used a
contractor. Contractors were not influential in participants” decisions to buy high-efficiency
appliances, receiving a mean influence rating of 2.6.

The majority of participants are not interested in utility referrals to contractors, reflecting the
diminished importance of contractors to the program. Non-English speaking participants are
most interested in contractor referrals (versus 35% of English speaking participants), suggesting
that this customer group needs additional utility support to overcome the language barrier.

Participant Satisfaction.>> On the whole, participants appear to be quite satisfied with the
program. Participants were asked about their satisfaction with several aspects of the program,
reported in Exhibit 4-9.

Exhibit 4-9
Participant Satisfaction
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55 Appendix Exhibit 4-86 (Satisfaction with Contractor), Appendix Exhibit 4-87 (Reasons for Dissatisfaction with
Contractor), Appendix Exhibit 4-88 (Overall Satisfaction with Program), Appendix Exhibit 4-89 (Satisfaction with
Rebate Amount), Appendix Exhibit 4-90 (Satisfaction with Application Process), Appendix Exhibit 4-91 (Satisfaction
with Rebate Turnaround), Appendix Exhibit 4-92 (Satisfaction with Bill Savings), Appendix Exhibit 4-93 (Electricity
Savings Met Expectation), Appendix Exhibit 4-94 (Gas Savings Met Expectation), Appendix Exhibit 4-95 (Satisfaction
with Utility), Appendix Exhibit 4-96 (Satisfaction with Equipment & Performance)
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Participants were very satisfied with their overall program experience, giving it an 8.5 of 10, on
average. Equipment received the highest satisfaction rating, while satisfaction with rebate
turnaround time and monthly bill savings lagged slightly. Despite delays in customer payment
in the first half of the program year, participants nonetheless gave high marks to rebate
turnaround.

Half of the participants believed actual bill savings was the same as expected, but one in five
participants felt bill savings was lower than expected. The few participants who were
dissatisfied with their contractor mentioned poor workmanship, dishonesty and equipment
failure.

Home improvement participants were less satisfied with the rebate amount, turnaround time
and bill savings than HVAC and appliance participants.

Satisfaction is presented in terms of percentage of satisfied customers in Exhibit 4-10.
“Satisfied” customers ranked their satisfaction 8 to 10 on a 10-point satisfaction scale, “neutral”
refers to those customers who rated their satisfaction between 4 and 7, while “dissatisfied”
customers’ ratings fell between 1 and 3. Some dissatisfaction with bill savings was evident,
while customers were most satisfied with contractors and their equipment.

Exhibit 4-10
Percent of Satisfied Participants
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Less than 10% of customers were dissatisfied with any aspect of the program. Participants
were most satisfied with contractors and equipment. Satisfaction was a bit lower for bill savings
and rebate turnaround time, reflecting some early problems with rebate processing.

4.2.7 Program Effects

This section addresses the question: How has the program affected the energy efficiency
marketplace, specifically customers and retailers?

Customers. The program focuses on customers by providing direct consumer rebates.
e Are consumers buying more energy efficient measures?

e Are customers gaining knowledge about energy efficient products through their
shopping experiences?

e How influential was the rebate for participants in purchasing a rebated measure?
Retailers. Customers are purchasing many rebated items at retail stores.

e Are program-qualifying products available at retailers?

e Are retailers promoting rebated products?

Contractors. Trade ally relationships are less important in a direct consumer rebate program,
but the program did target certain contractors in 2002. Pool retailers and contractors were
offered $100 incentives in the fall of 2002 for each energy efficient pool pump or motor sold or
installed by them.

¢ Did pool equipment applications increase in response to pool contractor bonuses?
Methodology

We mainly rely on customer survey data to examine program effects by comparing participants
and the general population. However, directly comparing participants and the general
population runs the risk of conflating program effects with demographic effects. For example,
the difference in Energy Star awareness between participant and the general population could
be a function of homeownership — participants tend to be owners, whereas renters make up a
good portion of the general population. To correct for the effect that demographics have on
customer behavior, we weighted the general population to a distribution similar to participants
with respect to demographics.

We also leverage qualitative findings from upstream market actors to understand the
program’s effect on retailers. However, these retailer interviews do not offer a representative
sample of California retailers. We hesitate to draw generalizations about product availability
from these results, but they may offer some guidance to program staff on where to focus
promotional efforts.
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Adoption of energy efficient products, not behavioral change, is the goal of the rebate program.
However, consumer awareness of energy efficient products is a necessary condition for
purchase. While we might not expect much difference in general energy efficiency knowledge
and attitudes between participants and the general population, participants may have some
product-specific knowledge that non-participants lack.

Customer Effects

General Consumer Knowledge and Attitudes.”® Participants and the general population claim
to be equally knowledgeable about ways to save energy at home. Both groups reported a mean
knowledge level of 7.3 on a 10-point scale. Participants believed they were less knowledgeable
before they received a rebate for an energy efficient product. However, participants” increased
knowledge cannot be attributed to the rebate program, as the majority credited at least some of
their knowledge to the energy crisis. One in three believed the energy crisis had “a lot” to do
with their current knowledge of energy efficiency.

Customer attitudes — measured by their responses to a series of statements about energy
efficiency — do not indicate much difference between participants and the population at large.
Neither participants nor the general population believe they are too busy to bother with
energy-related home improvements. Both believe energy can be saved without sacrificing
comfort. Participants are slightly more inclined to believe it is worth using less energy to help
preserve the environment.

Participants and the general population are not separated by different attitudes about energy
efficiency or their knowledge of ways to save energy at home, but by their knowledge of
efficiency levels of specific products, described in the next section.

Product-Specific Knowledge.>” Far more participants (82%) have heard of Energy Star than the
general population (55%). Participants stand apart from equipment purchasers in the general
population in their greater knowledge of SEER and AFUE. Participants distinguish themselves
in their knowledge of heating and cooling efficiency. Participants are far more likely to use
SEER to identify an energy efficient air conditioner than the general population purchasers.
Likewise, more participants point to AFUE than the general population as a way of spotting an
energy efficient heater.

Influences on Purchase Decision.”8 Exhibit 4-11 compares the influence of several factors on
the purchase decisions of participants and the general population. In-store advertising and
salespeople influenced participants more than the general population. Among customers who

56 Appendix Exhibit 4-98. Consumer Knowledge of Ways to Save Energy - Mean Rating), Appendix Exhibit 4-
99 (Knowledge Before Participation), Appendix Exhibit 4-100 (Effect of Crisis on Knowledge), Appendix Exhibit 4-
101 (Consumer Attitudes About Energy Efficiency), Appendix Exhibit 4-102 (Energy Star Awareness)

57 Appendix Exhibit 4-103 (Identifying an EE Air Conditioner), Appendix Exhibit 4-104 (Identifying an EE
Heater)

58 Appendix Exhibit 4-105 (Influence of Advertising Materials), Appendix Exhibit 4-106 (Influence of
Salesperson), Appendix Exhibit 4-107 (Influence of Contractor), Appendix Exhibit 4-108 (Influence of Rebate),
Appendix Exhibit 4-109 (Influence of Audit), Appendix Exhibit 4-110 (Program Awareness)
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purchased home improvement measures, contractors were more influential for participants
than the general population.

Exhibit 4-11
Influences on Purchase Decision for Participants and the General Population
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Rebates were not a major purchase driver for participants, who rated rebates 5.5 on a 10-point
influence scale. The rebate had a bigger impact on HTR participants — those with less income,

who rent, and who spoke less English.>?

59 The influence of audits is not included in this Exhibit 4-11 above because relatively few participants rated
their influence. A majority of participants have heard of audits — nearly three times the general population - but
audits had the least influence on participants, suggesting that customers are not connecting audit recommendations
with home efficiency upgrades.
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Participants reported that they would have probably purchased the same product without a
rebate.®0 The program faces a challenge in motivating customers who otherwise would not have
purchased energy efficient measures to buy energy efficient products. Window contractors in
particular remarked on high levels of free ridership among those who purchase dual pane
windows.

Retailer Effects

Product availability is one barrier that the Single Family Rebate program seeks to overcome.
Market actor opinions summarized below, though not representative, offer directional findings
on product availability.

Energy Star appliances. Dishwashers and clothes washers are increasingly well established in
consumers’ minds and retailers” shelves.

HVAC measures. The general population is aware of ways to determine the efficiency level of
heating and cooling as well as appliances but is less familiar with compressor-less cooling
measures (whole house evaporative coolers and fans). One in two respondents was aware of
the whole house fans. HVAC contractors interviewed said they do not stock, sell or install
many of whole house evaporative coolers. The availability of whole house evaporative coolers
should be further investigated with a larger nonrandom sample of contractors.

Dual pane windows. Contractors routinely specify high performance dual pane windows to
replace windows and stores typically stock energy efficient over standard windows.

Programmable Thermostats. Programmable thermostats are gaining mind and market share.
Seventy-five percent of the population is aware of them and more contractors replace AC and
heating systems with programmable thermostats.

Energy efficient pool pumps. This measure is relatively new to consumers. While pool pumps
captured more kWh savings than any other measure, it is unclear what proportion of pool
owners are aware of them. Furthermore, pool retailers and contractors are not enthusiastic
about promoting energy efficient pool pumps.

Contractor Effects

Pool pump participation accounted for more kWh savings than any other measure. The IOUs
partnered with pool professionals to promote energy efficient pool pumps and motors to
consumers. Starting September 23, 2002, the utilities offered contractors $100 to install energy
efficient pool pumps. Exhibit 4-12 shows pool pump installations and contractor incentives by
month.

60 Appendix Exhibit 4-111 (Free Ridership)
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Participant Pool Pump Installations and Contractor Incentives by Month

Exhibit 4-12
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Pool pump installations by month shows seasonality consistent with the April-October buying
The $100 contractor

period mentioned by contractors in Chapter 4 (Process Assessment).
incentive, first offered on September 23, 2002, did not move many contractors to install energy

efficient pool pumps.

The contractor incentive did not greatly affect pool contractors for two reasons:

e Contractor incentives were offered at the tail end of the prime pool pump buying
season. To move the market, contractor incentives must be available in April, at the start

of the pool pump buying season.

e Contractors did not aggressively promote energy efficient pool pumps because
SDG&E’s recommendations on pump usage run contrary to pool industry guidelines.6!

61 For a detailed discussion of pool industry guidelines and program promotion, see Chapter 3 (Market Actor

and Process Assessment).
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5. CONCLUSIONS

This chapter integrates market and process findings from consumers and upstream market
actors to offer a summary of findings and recommendations for program planners. This
chapter summarizes study findings about program participation, consumer awareness, process
issues and offers specific recommendations on rebated measures.

5.1 PROGRAM PARTICIPATION AND AWARENESS

2002 was a transitional year for the Single Family Energy Efficiency Rebate program. The
statewide program exceeded the Therm savings target, but did not meet kWh energy savings or
demand reduction targets set by the CPUC. Reduced consumer demand, coupled with a
different program approach, contributed to modest program performance in 2002. In 2001, the
threat of energy shortages and higher bills motivated customers to participate in energy
efficiency programs in record numbers. While customers continue to conserve energy in 2002,
they did not purchase rebated products as before. In addition, the Single Family Energy
Efficiency Rebate program itself underwent major change in 2002, shifting from a contractor-
driven program to direct customer rebate program. Consumer rebates were adopted in
response to a PY2001 CPUC directive to increase funds for incentives and reduce
administration costs.

The IOUs were fairly successful in meeting their HTR goals set by the CPUC (10% more HTR
participation in 2002 than 2001). However, most HTR segments remained less aware of the
program than non-HTR customers. English speakers were twice as likely to be aware of the
program than non-English speakers. Income level and homeownership also dramatically
affected customers’ awareness of the program. Only rural customers did not differ much from
urban customers in their awareness of the program, perhaps reflecting the utilities” success in
canvassing rural retailers.

General consumer awareness of ways to save energy is high. Furthermore, about half the
population is aware of Energy Star, a substantial increase from 2001. The Energy Star label is
the most common way that respondents identify energy efficient products such as appliances
and air conditioners.

Overall awareness of utility programs for energy efficiency improvements is high — 41% have
heard of rebates, 16% mentioned energy audits.

5.2 PROCESS FINDINGS AND RECOMMENDATIONS
Downstream Consumer Rebates Versus Contractor-Driven Program

The residential retrofit program changed from a contractor-driven program to direct customer
rebate program. The IOUs replaced the Residential Contractor Program (RCP), an established
but costly market transformation program that enlisted trade allies to promote program
products. Direct consumer rebates were adopted in response to a PY2001 CPUC directive to
increase funds for incentives and reduce administration costs.
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Most contractors interviewed that were familiar with the previous RCP prefer downstream
rebates, citing excessive paperwork as a significant drawback to the RCP. The contractor
doesn’t have to play “middle-man” between the customer and the utility. With direct
consumer rebates, the customer has ultimate responsibility for filling out the paperwork.
Moreover, the rebate amount is transparent to the consumer.

Complex HVAC measures pose a challenge for downstream rebates, however. Most customers
do not understand enough about air conditioner efficiency to identify a high efficiency unit, let
alone fill out a complicated rebate application that calls for an EER rating or ARI data. This low
level of knowledge is reflected in a high rejection rate for rebate applications. As one program
manager observed, “It was tough to transition a contractor program to an end user program.
End users are not technical at all.” Even HVAC professionals find the specification
requirements daunting, reflected in a high rejection rate for rebate applications. HVAC
measures — central air conditioners, furnaces, and whole house evaporative coolers — may be
better suited for upstream programs.

Consider Offering More Point of Sale Discounts

Retailers believe that point of sale rebates are a very powerful sales tool. Retailers responded
positively to point of sale rebates for programmable thermostats that are immediately applied
at the cash register. While hard sales data are unavailable, one retailer reported a spike in
programmable thermostat sales in fall 2002 when the pilot POS rebate was in effect.
Additionally, POS rebates might reduce administrative costs, such as rebate processing.

However, the POS approach may complicate verification, as the IOUs might have to rely on
retailers to provide invoices in timely customer sales data from retailers in order to meet CPUC
verification requirements. Initial success with instant rebates for programmable thermostats
makes POS an attractive approach for other program-qualifying measures, although further
consideration to verification issues is needed.

Strengthen Marketing Partnerships with Retailers

Retailers, especially large home improvement chains, are critical to consumer awareness and
thus, demand for energy efficiency products.

e Retailers played the biggest role in making consumers aware of rebates in 2002. For
example, one in two participants received a rebate application from a retail store.

e Most participants recalled promotional material at retailers (product displays,
manufacturer brochures, posters and information about utility rebates in retail stores).
Participants rated the mean influence of in-store advertising on their purchases 7 of 10,
on average — a point higher than the general population.

e Most participants spoke with a salesperson in shopping for their equipment,
considerably more than the general population. Retail stores, through their staff and
promotional materials, encouraged participants to buy high efficiency equipment. This
interaction proved fairly influential for participants’ purchases, who rated the
salesperson a 6, but less than in-store advertising.
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Contractors Take a Backseat to Retailers

Overall, contractors were less influential than retail marketing and sales staff in participants’
purchase decisions.

e Contractor-driven measures such as heating and cooling ranked 5.6 on the 10-point
influence scale. Home improvement measures (programmable thermostats, dual pane
windows, insulation) ranked 5.5 on average for those that used a contractor. By
contrast, contractors were not influential in participants’ decisions to buy high-
efficiency appliances.

e Only 12% of participants learned of rebates through contractors, suggesting that
contractors are not actively promoting the rebate program to customers — a finding
confirmed by the HVAC contractors interviewed, who reported that they did not go to
great lengths to promote the program in 2002.

e About one in ten participants got a rebate application from a contractor — twice the
amount that got an application online.

e The majority of participants are not interested in utility referrals to contractors,
reflecting increased importance of retailers and the diminished role of contractors to the
program.

Rising Popularity of Online Applications
Online applications gained popularity among program participants.

e Opver half of participants with Internet access were aware that rebate applications were
available online.

e Twenty percent of participants said they downloaded an application.
High Level of Participant Satisfaction

On the whole, participants appear to be quite satisfied with the program. Less than 10% of
customers were dissatisfied with any aspect of the program. Equipment received the highest
satisfaction rating, while satisfaction with rebate turnaround time and monthly bill savings
lagged slightly. Despite delays in customer payment in the first half of the program year,
participants nonetheless gave high marks to rebate turnaround. Half of the participants
believed bill savings was the same as expected, but one in five participants felt bill savings was
lower than expected.

5.3 REGULATORY ISSUES
Avoid Program Interruptions

Temporary interruption of rebates makes it harder for retailers to use the rebates as marketing
tools because there is a long lead-time for advertising. Uncertainty over when rebates will
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become available means retailers cannot advertise them for many months at a time (big box
retailer).

Implement a Two-Year Program

Contractors support rebate programs that are funded on a two-year basis rather than the
current one-year program. They felt that this continuity was a good thing and would provide
off-season support that is currently not available.

5.4 MEASURE-SPECIFIC KEY FINDINGS AND RECOMMENDATIONS
Pool Pumps

Pool pumps accounted for more kWh energy savings than any other measure (8,772,371 kWh),
nearly 25% of statewide program savings, a considerable achievement in light of the fact that
energy efficient pool pumps are new to consumers; most participants became aware of them in
the last 2 years.

There was no difference in average summer run time for the population and participants. Both
pumped 4.7 hours a day. Half of participants use their new pool pump as much as the old one,
while 40% claimed to run their new pool pump less. Customers, not contractors, changed
hours of usage. These customers reduced runtimes about two hours, consistent with SDG&E’s
energy savings assumptions. Seven of ten participants believe they use less energy with their
new pool pump.

Eighty-three percent of participants run their pumps before noon, especially SDG&E customers,
while only 55% of the population does, indicating that customers responded to the IOU’s
message to use their pumps off peak.

In 2002, the IOUs worked with pool dealers to expand participation for energy efficient pool
pumps. Most participants learned of energy efficient pumps through dealer channels
(salespeople, in the store, contractors). While most contractors were aware of rebates on energy
efficient pool pumps, many were not inclined to promote them, especially two-speed pumps.
Contractors were largely unwilling to recommend significant reductions in operating hours,
believing reduced pumping compromises pool clarity, cleanliness and comfort. Contractors
were also reluctant to recommend off-peak pump operation. Pool contractors did not
aggressively promote the program, instead adhering to pool industry guidelines over utility
recommendations. Furthermore, there was widespread resistance in the pool industry to two-
speed pool pumps, which are thought to have limited residential applications. Contractors
rarely recommend or install two-speed pumps.

Pool Pump Recommendations

e Continue to educate contractors.

— Target trade associations and manufacturer representatives because most
contractors learn about pump sizing through manufacturer reps or trade
associations.
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— Increase interaction with pool industry professionals so that industry feedback on
utility program rules and recommendations can be heard and programs can be
improved.

e Continue current statewide program guidelines on usage required for program year
2003.1 High levels of satisfaction among those that reduced hours of pump operation
refute pool contractors that claim less pumping compromises pool cleanliness.

e Agreement among the utilities about two-speed pool pumps is needed in light of pool
industry concerns about limited residential applications for two-speed pool pumps and
the lack of statewide consistency.

e Offer contractor incentives at the outset of the prime pool pump buying season (April-
October).

e Educate pool owners about off-peak or greatly reduced pool pump operation, since they
seem more responsive to these messages than contractors.

Programmable Thermostats

Programmable thermostats were second only to pool pumps in measure volume, accounting for
18% of the program’s energy savings, but were largest in combined kWh and Therm savings.

Consumer awareness is fairly high. One in three consumers are aware of programmable
thermostats. Word of mouth played the biggest role in making consumers aware of
programmable thermostats.

Consumers ascribe greater comfort and convenience as a result of using their programmable
thermostats. Half say they use less air conditioning and/or heat with their programmable
thermostats. However, one in three continues to manually adjust temperature settings.

Half of the population has a programmable thermostat; many of these came with the house.
Home improvement stores, not contractors, were the biggest distribution channels for those
that purchased programmable thermostats.

Programmable thermostat sales levels were drastically higher in 2002, according to Energy Star
staff interviewed. One retailer reported that sales of programmable thermostats doubled in the
last four months of 2002, a jump that coincided with instant point of sale rebates on
programmable thermostats. Retailers responded very positively to the point of sale rebate for
programmable thermostats that is immediately applied at the cash register.

L In 2003 the program required customers to reduce daily pump usage by 2 hours if the customer is currently
pumping greater than six hours per day, and reduce by 1 hour if the customer is currently pumping between four
and six hours per day. If the customer is pumping four hours or less, then no run time reduction is required..
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HVAC contractors report that the program had a minor impact on the thermostats they install.
They typically install a programmable thermostat in the households purchasing a new furnace,
central air conditioner or heat pump.

e The total cost of the thermostat is small relative to the cost of the total job, so the impact
of the rebate is minor. Customers may not bother with a programmable thermostat
rebate if they weren’t already doing the paperwork for HVAC equipment.

e Broad conclusions cannot be drawn from this nonrandom sample of HVAC contractors,
but such evidence of free ridership, coupled with high consumer awareness levels and
product penetration in the marketplace raises the question of whether programmable
thermostats should continue to be rebated.

Thermostat Recommendations
e Point of sale rebates are an effective way to move the thermostat market.

e Consider phasing out rebates for programmable thermostats for contractor installations
if high levels of free ridership exist.

High Performance Dual Pane Windows

Windows are the third most popular measure in the program, accounting for 17% of program
kWh savings.

Nearly all residential replacement window sales are high-performance dual pane windows
with low-E glass, according to window contractors interviewed. Contractors and retailers
observed that market share of high performance dual pane windows has increased drastically
over the past few years. Contractors typically recommend high performance dual pane
windows with low E glass. However, broad conclusions cannot be drawn yet because
contractors interviewed are active in the program and do not represent a random sample of
window vendors.

Window Recommendations

e Examine the free ridership rate for high performance window rebates.

— Rebates might not be necessary in the windows market if most replacement
windows are high efficiency and Energy Star window market share is on the rise.

— Contractors estimated that greater than 90 percent of customers would have
installed the rebate-qualifying high performance windows in absence of the rebate.

Air Conditioners

Air conditioners, heat pumps and room air conditioners account for 16% of the programs” kWh
savings.

Consumers have little specific knowledge of the efficiency of air conditioners beyond “rating”
and “Energy Star”; only one in three participants pointed to SEER or EER.
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e Most customers do not understand enough about air conditioner efficiency to identify a
high efficiency unit, let alone fill out a complicated rebate application that calls for an
EER rating.

e Program staff acknowledged that customers had trouble determining whether their AC
equipment qualified for a rebate, evidenced by a high rebate rejection rate. As one
program manager remarked, “It was tough to transition a contractor program to an end
user program. End users are not technical at all.”

Even HVAC professionals find the specification requirements daunting, reflected in a high
rejection rate for rebate applications submitted by contractors.

e Contractors and customers found it difficult to get the information needed for a rebate
application.

e Contractors find the requirements for a SEER, EER, and HSPF cumbersome and want
simplification.

Air Conditioner Recommendations

e The experience of both HVAC customers and contractors points to the need to simplify
both the requirements for qualifying cooling equipment central AC qualifications and
paperwork.

e Market share of EnergyStar central air conditioners in California is steadily rising,
accounting for about one-third of sales in 2001. Likewise, contractor findings (although
a nonrandom sample) reported here suggest that the lower end of the CAC market is at
or moving toward 12 SEER packaged and 13 SEER split systems. Further investigation
of baseline SEER installations are needed to determine whether rebates for 12 SEER
units are still appropriate

e Work more closely with distributors regarding program requirements (equipment) and
administrative procedures. This should improve contractor access to ARI, SEER and
EER information. Distributors can also be a conduit for information about the program's
existence, and program changes. They have an incentive to promote the program to
their contractors, as it results in higher sales of higher profit margin products.

Whole House Evaporative Coolers

Whole house evaporative coolers were not a high-volume measure through the program in
2002, accounting for less than 1% of customers and 5% of kWh. Evaporative coolers are an
attractive measure to the IOUs in terms of energy savings and HTR appeal. Technological
improvements have resulted in high energy savings assumptions for this measure. Eighty-five
percent of participants claim to use less air conditioning since they bought an evaporative
cooler. Second, evaporative coolers are best suited for hot, arid climates in California’s hard-
to-reach rural areas. In addition, low first cost and operating costs makes them ideal for
moderate-income customers, another HTR market.
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Although consumers are not very familiar with whole house evaporative coolers, awareness is
driven by word of mouth. Some HVAC contractors interviewed report that evaporative coolers
sell themselves.

However, product availability as well as low awareness limit demand for evaporative coolers.
Most HVAC contractors said they did not install any evaporative coolers. The few contractors
that did were not well informed about the equipment. Moreover, they did not think that what
they installed was rebate eligible.

Evaporative Cooler Recommendations

e Education may be more important than rebates in moving the market toward
evaporative coolers. Manufacturers believe that evaporative coolers “sell themselves”
through word of mouth, indicating that utilities should focus on making consumers
aware of this technology.

e Team with manufacturers to educate consumers on the benefits of evaporative cooling.
IOUs have already reached out to manufacturers, who are well aware of the program
and eager to raise consumer awareness of evaporative coolers.

e Target retailer promotions in desert areas, such as in-store signage, during the buying
season for evaporative coolers (April through July).

e Offer distributor incentives to address the product availability barrier.

e Consider moving away from downstream rebates for complex measures such as
evaporative coolers.

Whole House Fans

In 2002, the whole house fan rebate was reduced from $150 to $75. Whole house fans accounted
for relatively few participants, rebate dollars or energy savings in 2002. Whole house fans sales
were flat in 2002, according to Energy Star staff interviews.

Yet whole house fans offer higher energy savings assumptions than many other measures. Nine
out of ten participants believe their air conditioning use has dropped due to their whole house
fan. Participants report that they use their whole house fans instead of AC most days, although
they fall back on AC during hottest days. They tend to use their fans off peak in the morning
and evening.

Half of the population is aware of the whole house fan. Consumers learned about whole house
fans through friends and family more than any other source.

Whole House Fan Recommendations

e Customers were satisfied with their fans and felt bill savings were high, but
participation was low.

e Increase customers” awareness and understanding of benefits of whole house fan.

e Reconsider rebate levels.
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APPENDIX A:

CUSTOMER ASSESSMENT



Guide to Customer Assessment
Data Tables (Appendix A)

General Population Customer Survey

Customer population results are presented in the upper panel of data tables. Population-level
data is segmented as follows:

Total: overall self-report customer data

Any HTR/non-HTR: the “any HTR” segment includes respondents who live in rural
areas, speak a language other than English, live in a multi-family or mobile home, earn
low/moderate incomes, or rent. The non-HTR. This segment captures English-
speaking, single-family homeowners that earn more than a moderate income.

IOUs: 370 PG&E customers, 371 SCE/SCG customers and 260 SDG&E customers were
interviewed. One sample represented both SCE and SCG because they serve much of
the same territory.

Urban/rural. The IOUs define rural HTR customers differently. SCE created a list of zip
codes that represent HTR “pockets” within its territory based on geography, income,
and home ownership. Rural zip codes were assigned based on the results of the
Statewide Residential Customer Needs Assessment Study (TecMRKT Works July 2001),
which relied on a combination of PRIZM, census, and economic data. In addition, zip
codes were classified as HTR if more than 43 percent of residents in a zip code are
classified as moderate income and/or more than 67 percent of residents are renters.l
SDG&E and SCG define HTR customers in their service territories using geography,
income and housing type (single v. multi-family). They define rural zip codes using a
Commission-approved list zip codes that was developed for their low-income
programs. They define moderate-income zip codes using the same criterion as SCE.
They also use CIS data to identify individual customers who are low-income or multi-
family based on their rate schedule. PG&E uses only geography to define HTR in their
service territory, where zip codes outside the 9 Bay Area counties is considered HTR.2

English/other language. Primary languages other than English include 50 surveys
conducted in Spanish with Spanish speaking respondents and 59 respondents who
indicated they spoke a non-English language in their home.

1 These percentages are based on definitions used by state and federal grant programs for low/moderate
income households and renters.

2 PG&E does not currently claim as HTR participating renters and non-English speakers that live within the 9
Bay Area counties.



e LModerate income versus other income. We were conservative in segmenting
moderate income customers. Customers with moderate incomes represent one HTR
segment targeted by the Single Family Rebate program. Moderate incomes are defined
by the CPUC as “income levels less than 400% of Federal Poverty Guidelines.” The 2003
annual poverty guidelines are $36,000 for 1 person, $48,000 for two, $61,000 for 3,

$74,000 for 4, $86,000 for 5, $99,000 for a 6-person household.3
e Renter/owner. This information comes from customer’s self-reported homeownership.

e Multi-family/mobile home versus single family dwelling. Housing type comes from
customer’s self-reported information.

e Aware/unaware of CFLs: Customers that are aware and unaware of CFLs, information
collected for a separate Residential Lighting program evaluation conducted by KEMA-
Xenergy, are included here because the lighting and appliance programs may be
combined into one residential program in PY04.

e CFL purchaser/non purchaser: CFL purchaser information was collected as part of the
General Population Survey. These segments are included because the IOUs may
combine lighting, appliance and home improvement measures into an integrated
program..

Residential Single Family Participant Survey

Participant results are presented in the lower panel of each exhibit from 613 customer
participants surveyed in June-July 2003.

Participant data tables are segmented similarly to the general population (above), with a few
differences.

e IOUs: all four IOUs are represented in the participant results.

e Home improvement/HVAC/Appliance Measures: Participant surveys are grouped
into three categories of energy efficiency measures. (1) Home improvement measures
include pool pumps, insulation, water heater, dual pane windows and programmable
thermostats. (2) Cooling and heating measures include evaporative coolers, central air
conditioning, room air conditioner, whole house fan, heat pumps, and furnaces. (3) The
Appliances group is comprised of clothes washers and dishwashers.

3 Federal Register, Vol. 68, No. 26, February 7, 2003, pp. 6456- 6458.,
http:/ /www.dhhs.state.nh.us/NR/rdonlyres/ewukhfvrdxo7ygre6wuyrryy2u6ev452ajprbywevrShmycm
6dvip2p3ytkpdrxukwlkcauzZeabojswrrj3vxgfq7g/fpg-2003-monthly.pdf



Equipment Purchase Rates and Decision Making

Annualized Purchase Rates for the General Population

Exhibit 4-1

POPULATION INSTALLATION RATES

for measures offered in Single Family Rebate Program

Other Appliances

Clothes washer 6.5%
Dishwasher 4.9%
Heating/Cooling Equipment
Room air conditioner 1.4%
Furnace/Central heating 1.3%
Central air conditioner 0.8%
Evaporative/Swamp cooler 0.3%
Whole house fan 0.2%
AC/HEAT 0.2%
Home Improvement Measures
Dual-pane windows 7.7%
Thermostat 4.6%
Water heater, GAS 2.5%
Insulation-wall, ceiling or attic 1.7%
Water heater, ELECTRIC 0.4%
Pool Pump 0.0%
CFL Lighting Measures
CFL 39.0%
Fluorescent Indoor Fixture 2.8%
Fluorescent Outdoor Fixture 0.9%
CFL Torchiere 0.1%
POPULATION INSTALLATION RATES
for measures not offered in SF Rebate
Other Appliances
Refrigerator 12.5%
Clothes Dryer 5.6%
Home Improvement Measures
Weatherstripping/ Caulking/ Weatherization 4.0%
Water Heater/Pipe Wrapping/ Insulation 1.5%
Ceiling fan 0.5%
Solar 0.2%
Low Flow Showerheads 0.2%
New roof/sealing 0.2%
Faucet Aerators 0.1%
Heavy curtains 0.1%
Pool Heater 0.1%
Electric Fan 0.1%
Tinted windows 0.1%
Lighting Measures
Dimmer Switch 0.2%
Low wattage incandescent bulb 0.2%
Motion sensor 0.1%
N 1001

Quantum Consulting Inc.

Appendix A



Major Appliance Purchases

Exhibit 4-2

GENERAL POPULATION
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Refrigerator 12.5%] 18.8%| 18%]| 21%| 18%| 17%] 21%| 0%] 18%| 19%] 19%| 17%] 18%| 19%]| 11%]| 22%] 21% 9%] 19%| 16%] 22%| 14%| 22%| 22%| 17%] 26%

Clothes washer 6.5%] 9.7%] 8%]| 12%| 11%| 10%| 8%]| 0%] 10%] 10% 9% 11% 8%]| 11%] 6%]| 11%] 11% 5% 9%| 11%] 10% 8%| 11%] 11%]| 10%]| 10%

Clothes Dryer 5.6%] 8.3%] 7%| 11%| 8%| 8%| 8%| 0%| 8%] 8% 9% 6% 7%| 9%| 5%| 10%] 9% 4%) 9%| 7% 9% 8%| 11%] 11% 8%| 10%

Dishwasher 4.9%| 7.3%) 7%| 8%]| 8%]| 9%| 6%| 0%] 8%| 7% 8% 2% 6%| 8%| 3%| 9%| 8% 3%| 8%| 5% 8% 6% 8% 8% 8% 6%

Room air conditioner 1.4%) 2.0%] 2%| 2%| 2%| 1%]| 2%]| 0%| 2%| 2% 2% 1% 2% 2% 2%| 2%] 2% 2% 2%| 1% 3% 1% 3% 4% 2% 1%

Central air conditioner 0.8%] 1.3%] 1%| 2%| 2%| 1%| 1%| 0%] 1%| 1% 1% 0% 0% 2%| 1%| 1%] 1% 1% 1%] 1% 2% 1% 2% 4% 0% 2%

Furnace/Central heating 1.3%) 1.9%] 1% 4%| 2%| 1% 2%]| 0%| 1%| 2% 2% 1% 1% 3%| 0%] 3%] 2% 1% 2%] 1% 3% 1% 3% 3% 2% 2%

Water heater, GAS 2.5%| 3.8%] 4%| 4%| 4%| 3%| 4%| 0%] 4%| 4% 4% 5% 3%| 4% 2%| 4%] 5% 0% 4%| 4% 4% 2% 3% 2% 3% 8%

Water heater, ELECTRIC 0.4%] 0.6%] 0%] 1%| 0%| 2%| 1%]| 0%] 0%] 1% 0% 1% 0%| 1%] 0%| 1%} 1% 0%] 1%] 0% 1% 0% 1% 1% 0% 1%

Evaporative/Swamp cooler 0.3%] 0.5%] 1%] 0%| 1%| 0%| 0%]| 0%] 1%] 0% 1% 0% 1% 0%] 0%] 1%] 0% 1% 1%] 0% 1% 0% 1% 1% 2% 0%

Whole house fan 0.2%] 0.3%] 0%| 1%] 0%| 0%] 0%| 0%] 0%] 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%] 0% 1% 0% 0% 1% 0% 1%

Stove (elect/gas) 0%].

Microwave 0%].

Freezer 0%].

Trash compactor 0%].

Oven . . . . . . . 0%]. . . . . . . . . . . . . . . . . .

Dual-pane windows 7.7%| 11.6%] 10%]| 15%] 15%| 12%| 7%| 0%] 12%| 11%] 12% 9%]| 10%]| 13%]| 3%| 15%] 13% 3%] 12%| 10%] 13% 9%| 15%] 14%| 14%| 13%

Thermostat 4.6%| 6.9%] 5%| 11%]| 7%]| 8%| 6%| 0%) 7%| 7% 8% 2% 4% 9%| 3%| 8%] 8% 3%) 7% 7% 9% 3%| 10%] 11% 5% 10%

Pool Pump 0.0%] 0.0%] 0%] 0%] 0%| 0%| 0%]| 0%] 0%] 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%

Ceiling fan 0.5%] 0.7%] 0%] 1%| 1%| 1%| 1%]| 0%] 0%] 1% 1% 1% 0% 1%] 0%| 1%} 1% 0%] 1%] 1% 1% 1% 1% 2% 1% 0%

Computer . . . . . . . 0%]. . . . . . . . . . . . . . . . . .

AC/HEAT 0.2%] 0.2%] 0%] 0%] 0%| 0%| 1%| 0%] 0%] 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 1% 0%

Electric Fan 0.1%] 0.1%] 0%] 0%] 0%| 0%| 0%| 0%] 0%] 0% 0% 0% 0%] 0%| 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%

Pool Heater 0.1%] 0.1%] 0%] 0%] 0%| 0%| 0%]| 0%] 0%] 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%] 0%] 0% 0% 0% 0% 1% 0% 0%

Other 0.1%] 0.2%] 0%] 0%] 0%| 0%| 0%| 0%] 0%] 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 1%

Refused 0.7%] 1.0%] 1%| 2% 1%| 1%| 1%| 0%] 1%] 1% 1% 1% 1%l 1%] 0%] 1%] 1% 0%] 1%] 1% 1% 1% 1% 0% 1% 2%

Don't know T1%) 1.7%) 1%| 2%| 2%| 2%| 2%| 0%| 2%| 2% 2% 1% 2% 1%] 0%| 2%| 2% 1% 2%| 2% 2% 1% 2% 2% 4% 2%

N 1001] 1001] 632| 369] 370| 260| 371 0] 254] 747] 885 109] 381| 620] 284] 717] 833 166] 824| 177] 560 264| 410] 167 149 120
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Exhibit 4-2
Major Appliance Purchases (continued)

SINGLE FAMILY REBATE PARTICIPANTS
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Refrigerator 13%]  19%] 19%)]| 19%] 20%]| 16%]| 22%| 18%| 18%] 19%] 19%]| 18%] 18%| 19%] 24%]| 19%] 19%| 12%
Clothes washer 6% 9% 8%| 9% 9%| 7%| 14%| 6%| 9%| 8% 9% 5% 7%| 9%| 5%| 9%| 9% 3%
Clothes Dryer 10%]  15%| 15%]| 14%| 15%]| 13%]| 15%| 14%] 17%]| 14%| 15% 9%| 14%| 15%| 22%]| 14%| 15% 3%
Dishwasher 7%| 10%| 11%| 9%] 10%| 9%| 13%| 9%| 14%| 9%] 10% 7% 5%| 11%] 8%]| 10%] 10%| 12%
Room air conditioner 0% 0%] 0%| 0%] 0%]| 0%| 0%]| 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Central air conditioner 2% 3% 2%| 4%] 3%| 2%| 5%| 6%| 3%| 4% 3% 1% 2%| 4%) 0%| 4%]| 4% 0%
Furnace/Central heating 3% 4% 4% 4% 2% 3% 5%| 8% 3% 4% 4% 1% 4% 4% 3% 4% 4% 7%
Water heater, GAS 3% 4% 3% 5% 3% 4% 6% 5% 5% 4% 4% 1% 1% 5% 0% 4% 4% 9%
Water heater, ELECTRIC 0% 0% 1% 0% 0% 0% 1% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Evaporative/Swamp cooler 0% 0% 0% 0% 0% 0% 1% 1% 0% 0% 0% 3% 0% 0% 0% 0% 0% 0%
Whole house fan 0% 1% 1%| 1%] 1%| 1%| 0%| 0%| 1%| 1% 1% 0% 0%| 1%] 0%| 1%] 1% 0%
Stove (elect/gas) 7%|  11%)| 10%| 12%] 10%| 11%] 16%]| 11%] 9%| 12%] 12% 8% 8%| 12%| 5%]| 11%| 11% 3%
Microwave 3% 5%) 5%| 6%] 6%| 3%| 6%| 5%| 5%| 5% 5% 5% 3%| 6%] 0%| 5%] 5% 8%
Freezer 0% 1% 1%| 1% 1%| 0%| 1%| 1%| 1%| 1% 1% 0% 1% 1%] 0%| 1%] 1% 0%
Trash compactor 0% 1% 0%| 1% 1%| 1%| 0%| 1%] 0%| 1% 1% 0% 0%| 1%] 0%| 1%] 1% 0%
Oven 0% 1%] 1%| 1%] 1%| 0%| 0%| 1%| 0%| 1% 0% 3% 1% 1%] 0%| 1%] 1% 0%
Dual—pane windows 1% 1% 1% 0% 1% 1% 0% 1% 1% 1% 1% 0% 1% 1% 0% 1% 1% 7%
Thermostat 0% 0% 0% 0% 0% 0% 1%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Pool Pump 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Ceiling fan 0% 0%] 0%| 0%] 0%]| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Computer 0% 0%] 0%| 0%] 0%]| 0%| 0%| 0%| 0%| 0% 0% 0% 1%| 0%] 0%| 0%] 0% 0%
AC/HEAT
Electric Fan
Pool Heater . . . . . . . . . . . . . . . . . .
Other 1% 2% 1% 2%| 1%| 1%] 3%| 1%| 1%| 2% 2% 0% 2% 1%| 0%| 2%| 2% 0%
Refused 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 0% 0%]| 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%| 0% 0%
N 1042] 1042] 459| 583] 423| 209| 232| 178] 241| 801 967 57| 242| 800 18[1018]1017 24
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Exhibit 4-3
Other Equipment Purchases

GENERAL POPULATION
[
9 faa)

2 o wl| s S = =2l 2| 9| % g4l & 2l g-| g%
= 5| 53|38 | § E| 25| ©f s|€ [£5|2 | 2| 28|
N | = 220 = 2 < Il 5 ol 5 o<l © sl ocal ¢8
= = = >l 2] 5@ = N = [ © sl 2 5 °| 5 Sc|l 3¢ 38
A17. What other energy saving equipment have g = T E o B ol = 3 g < g K = 9] i) gl &l =3 % 2l v | 2 2o 25| 250 &0
i i el E| 2 5| & 2| o S| slsgl=glze| 5| 5| 2| 21zl E| Elzzl5%|z28| | E| B
you installed in your home? < 2 < Z - D % 8 4 SlEAEA] S 2 o 4 o Sl > > < 21 T Ol Z o]l Ol O i Of 0 O
Fluorescent Indoor Fixture 2.8%| 4.2%| 4%| 5%] 4%| 8%| 3%| 0%| 4%| 4% 5% 0% 4% 4%) 2%| 5%| 4% 3% 4%| 5% 5% 1% 6% 3% 5% 6%
Fluorescent Outdoor Fixture 0.9%) 1.3%| 1%| 2%) 1%| 2%| 2%| 0%] 1%| 1% 2% 0% 1% 1%| 2%| 1%] 1% 1%| 2%| 0% 2% 1% 2% 1% 4% 2%
Motion sensor 0.1%| 0.1%] 0%| 0%] 0%| 0%| 0%| 0%]| 0%| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 1% 0% 0%
CFL 13.0%] 19.6%] 20%| 18%| 20%| 19%| 19%| 0%] 19%]| 20%] 20%| 18%| 23%]| 17%| 23%| 18%| 19%| 23%| 24%| 0%]| 35% 0%| 47%| 45%| 43%| 25%
CFL Torchiere 0.1%| 0.2%| 0%| 0%] 0%| 0%| 1%| 0%]| 0%| 0% 0% 1% 0%| 0%] 0%| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 1% 0% 0%
Dimmer Switch 0.2%] 0.2%]| 0%| 1%] 0%| 1%| 0%| 0%] 0%]| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0%| 1% 0% 0% 0% 0% 0% 0%
Weatherstripping/ Caulking/ Weatherization 4.0%| 6.0%| 5%| 7%l 7%| 4%| 5%| 0%| 6%| 6% 7% 1% 6%| 6%| 3%| 7%| 6% 5%| 6%| 4% 8% 3% 9% 5% 8%| 10%
Water Heater/Pipe Wrapping/ Insulation 1.5%| 2.3%| 2%| 3% 4%| 1%| 1%| 0%] 3%| 2% 3% 0% 2% 3%| 1%| 3%] 2% 2% 2%| 2% 3% 1% 4% 3% 5% 2%
Low Flow Showerheads 0.2%| 0.3%| 0%| 1%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0%]| 0%| 0% 1% 0% 1% 0% 1% 0%
Faucet Aerators 0.1%] 0.2%] 0%| 1%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Insulation-wall, ceiling or attic 1.7%| 2.5%| 2%| 3% 4%| 2%| 1%| 0%] 3%| 2% 3% 0% 1%| 3%| 0%| 4%| 3% 1%| 3%| 1% 3% 2% 4% 4% 1% 5%
Duct Sealing/Repair (NOT CLEANING) 0.0%] 0.0%] 0%]| 0%] 0%]| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%] 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Pool Cover 0.0%] 0.0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%]| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Attic vent 0.0%| 0.0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 0% 0% 0%
New roof/sealing 0.2%] 0.2%]| 0%| 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 1% 0%| 0%| 0%| 0%] 0% 0% 0%| 1% 0% 1% 0% 0% 0% 0%
Low wattage incandescent bulb 0.2%| 0.2%| 0%| 0%] 0%| 1%| 0%| 0%| 0%| 0% 0% 1% 0%]| 0%] 0%]| 0%] 0% 0%]| 0%| 1% 0% 0% 0% 0% 0% 0%
Solar 0.2%] 0.3%] 0%| 1%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0%]| 0% 1% 0% 1% 0% 0% 0%
Heavy curtains 0.1%| 0.1%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 1%] 0%| 0% 0% 0% 0% 0% 1% 0%
Tinted windows 0.1%] 0.1%] 0%| 0%] 0%| 0%| 0%| 0%] 0%]| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 1% 0%
Other 0.6%| 0.9%| 1%| 1%] 1%| 0%| 1%| 0%| 2%| 1% 1% 0% 1% 1%| 0%| 1%] 1% 0%| 1%| 2% 1% 0% 1% 0% 3% 0%
Refused 0.0%| 0.0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 0% 0% 0%
Don't know 0.2%] 0.2%| 0%| 0%] 0%| 0%| 0%| 0%] 1%| 0% 0% 1% 0%| 0%| 0%| 0%] 0% 0% 0%| 0% 0% 0% 1% 1% 0% 0%
N 1001] 1001] 632] 369] 370| 260 371 Ol 254| 747 885 109 381] 620] 284 717 833 166| 824 177 560 264 410 167 149 120
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Exhibit 4-3

Other Equipment Purchases (continued)

SINGLE FAMILY REBAT

SINGLE FAMILY REBATE PARTICIPANTS

A17. What other energy saving equipment have
you installed in your home?

Total

Total

Any HTR

Non HTR

PGE

SDGE

Primary Language Spoken -

English
Primary Language Spoken -

Urban
Other

SCE
SCG
Rural

Low to Moderate Income

Other Income

Renter

Owner

Multi-Family/ Mobile Home

Single Family

Fluorescent Indoor Fixture

Fluorescent Outdoor Fixture

Motion sensor

CFL

CFL Torchiere

Dimmer Switch

Weatherstripping/ Caulking/ Weatherization

Water Heater/Pipe Wrapping/ Insulation

Low Flow Showerheads

Faucet Aerators

Insulation-wall, ceiling or attic

Duct Sealing/Repair (NOT CLEANING)

Pool Cover

Attic vent

New roof/sealing

Low wattage incandescent bulb

Solar

Heavy curtains

Tinted windows

Other

Refused

Don't know

N
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Exhibit 4-4
Self-Reported Efficiency of Equipment Purchased

GENERAL POPULATION
2 g |5 |2 |a
A14. Was the new S|l & @ ks @ - £ ] ] o]
i szl S g| ¢ 2 =] 8 2 > - - -
equipment you purchased 5 »2| 5 v > = 4 ol 2 24 8 el @ 3
more energy efficient than El I=Rel B 5 HE G kel I 5 J’:m“ =8| = ez
standard models available at = = N =GN I 2 _ E| = B gl 2 5 = esle_les
the time of your purchase? (% = i E w 5] ) = g E 9 E clee 5 g 2 2= 2 g 2l o | 22 2] 28| 28 2¢
. £ z 5 & < 2l Egl Egl z 8 £ 5 s S EER S lzZ| s5glzgleg|gx B
that said yes) el 21 2] 2 2] Q| 2| S|legles]l3=] 5] | & S|SE| Z| S|FE| 2|68 Ee|Ee| = BN
Refrigerator 96%| 96%| 94%| 98%| 97%]| 92%]| 0%] 100%]| 94%| 96%] 94%| 96%]| 95%| 94%| 96%| 96%| 93%| 95%]| 100%] 95%]| 93%]| 96%| 97%]| 100%]| 92%| 172
Clothes washer 90%| 86%| 94%| 89%| 96%]| 89%| 0%] 85%]| 92%| 91%] 77%| 81%]| 94%] 83%| 91%| 90%| 81%| 91%]| 86%] 88%| 98%]| 91%] 85%| 90%| 88%] 86
Clothes dryer 87%] 85%| 89%| 89%| 94%| 81%| 0%] 88%| 86%] 89%| 61%] 72%| 93%] 71%| 90%] 88%| 76%| 88%| 80%]) 85%| 97%| 85%]) 80%| 77%| 100%] 72
Dishwasher 94%| 94%| 95%| 96%| 95%]| 91%| 0%] 88%| 97%| 94%] 100%| 90%]| 97%] 100%]| 93%| 94%]| 100%]| 93%] 100%] 91%]| 100%] 99%] 100%| 87%]| 86%] 68
Room air conditioner 92%] 87%]| 100%] 86%]| 100%| 100%| 0%] 100%| 89%]| 91%]| 100%| 77%]| 100%| 77%| 100%| 89%| 100%] 91%| 100%] 89%| 100%| 88%] 100%| 50%| 100%] 16
Other . . . . . . 0%]. . . . . . . . . . . . . . . . . . 0
Central air conditioner 100%| 100%| 100%] 100%| 100%]| 100%| 0%] 100%]| 100%| 100%]. 100%| 100%] 100%]| 100%] 100%]| 100%] 100%| 100%] 100%| 100%| 100%] 100%| 100%| 100%] 10
Furnace 100%] 100%]| 100%] 100%]| 100%]| 100%]| 0%|. 100%] 100%]. 100%]| 100%] 100%] 100%] 100%]| 100%] 100%]| 100%| 100%]| 100%]| 100%] 100%| 100%]| 100%] 10
Gas water heater 100%] 100%] 100%] 100%] 100%] 100%] 0%| 100%| 100%] 100%| 100%] 100%| 100%] 100%| 100%] 100%|. 100%]| 100%] 100%] 100%]| 100%] 100%] 100%] 100%| 31
Electric water heater 39%| 46%| 30%]. 100% 0%] 0%]. 39%] 56% 0%] 100%| 17%]|. 39%] 39%|. 39%|. 30%]| 100%| 30% 0%|. 100% 5
SINGLE FAMILY REBATE PARTICIPANTS
AT4. Was the new S|l % I
. Sw| @ | &
equipment you PL_Jrchased X g@g s ¢ ==
more energy efficient than o LC“ S E“ ol 8 g E|E S
standard models available at g = Az o =& % © £ N 5 £ g 'é_')
the time of your purchase? (%]~ — I> = w 5 ol o 5 g| g j‘o’ g % 3 g 3 g £ %C)D =3
that said yes) sl 2 ool O 2 glel 2| S|leg{sade] 5] g 3 £|2%
Refrigerator
Clothes washer
Clothes dryer
Dishwasher
Room air conditioner
Other
Central air conditioner
Furnace
Gas water heater
Electric water heater
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Consumer Awareness of Programs and Products

Exhibit 4-5
Self-Reported Efficiency of Equipment Purchased
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Exhibit 4-6
Program Awareness for General Population and HTR Segments

14% B Hard-to-Reach (N=1001)

Utility Audit [l Population (N=632)

16%

36%
Utility Rebate

20/20 Program
52%

52%
Energy Star
54%

0% 10% 20% 30% 40% 50% 60%

Percent Aware
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Exhibit 4-7
Energy Star Awareness

GENERAL POPULATION
gl % e 4 S
) < | & = E
2| 2Z|5 v sl 2| 518 [§4]35 |3 T _|ss
0o 2=l £ =| =€ L =1 c | g s s ol 3 o
o 54 592 g ElE2R| £| o|le |E9|<€8lc g|cg|ss
PA1. Have you ever B > = >;':§@ £ Sl st o = = SelEols_2|=2 =3
I c s O s O SE o S 9} ) r 2 [ o 20|l 29 2=4] 25| 2<
seen or heard of =1 T & =| s s 9 =9 gl g gl gl=3]l 51 21e - gl = o PPN - «
gl ozl 8| s Bl 8| 2 5| €] Eg| Exlzel £| 5| 2| PlzE| 5| E|lzL|SE|lzglEefg|EL|El
ENERGY STAR? el <l z| & S 2| I 2 5] £E& £35S O] &) 6] F{55] | S|TO[ZZ[CF|ECS|E0|E0
Yes 54%| 52%)| 57%| 64%)| 48%| 42%| 0%] 56%| 53% 55% 43%|  49%] 57%| 49%] 56%| 55%] 46%] 58%)| 34%] 60%| 53%| 63% 55%| 61%| 72%
No 45%| 47 %] 40%| 36%)]| 52%)] 56%)| 0%] 43%)]| 46% 44% 55%| 50%)| 42%] 50%| 43%] 43%| 53%] 41%]| 65%] 38%]| 46%| 36% 43%| 37%| 28%
DON'T KNOW 1% 1%| 3%] 1%| 0%| 2%| 0%] 0%| 2% 1% 1% 1% 1% 1%| 1%] 1% 1% 1%| 2% 2% 1% 2% 2% 2%| 0%
N 1001 632 369] 3701 260| 371 0] 254| 747 885 109] 381| 620] 284| 717] 833| 166] 824| 177} 560 264 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
el 2.l
o BE|g 2 EES:
” 39 2°s | 8 ElE2
PAT1. Have you ever ; E . . zc ‘E\ | 5 qé % _ 5 t J_IU o
seen or heard of = = 5| o 8 o ol = 8 g < £4]: 8 %J L el = = '_g
ENERGY STAR? el 2|l Zzl 2] F| Fl Rl 2l oSl £&5 £&]1s8<s| 8] & 8l 51533
Yes 85%] 83%]| 87%| 92%)| 79%| 75%]| 82%| 87%)| 85% 85% 82%] 81%)| 86%] 79%]| 85%| 86%| 45%
No 14%] 16%| 12%]| 8% 19%]| 22%| 16%]| 12%] 14% 13% 18%| 18%)| 12%]) 21%] 13%] 13%| 55%
DON'T KNOW 1% 1% 1%] 1%]| 2%| 3%|[ 1%] 1%| 1% 1% 0% 1% 1%] 0%| 1%] 1% 0%
N 613] 271 342] 230| 125| 157| 101] 145| 468 568 35| 148| 465| 10| 601] 597] 16
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Exhibit 4-8

20/20 Rebate Awareness
GENERAL POPULATION
o
| | 8 @ Slsel 3l Olg [gsle |28l 8-| 8
2 =]l o =] =l =& b =| < o | g s ol so| © o
csuw| « O] © S E| E S o ol © cO|lca]lcd|l <3S < =5
o~ o — =2 ] = Q < T = ol 5 Pol ool o]l oAl ¢8
A7. Have you ever = }_’E el =2l $ o k= _ . il I s] =l 2 50l 581 5 <c| 5 ¢ 59
heard of the 20/20 e w =| sl 8|l e8]l €l 5| & g 2l 27| & 2|l o 2S¢ 2|2z 27| 20
2l =zl 5| sl B 8] 2| S| €l £l el ze| =l 5| 2| 228 S| E|lzL| S|z gles| g2
Rebate program? Sl 2l 2L 2 3l K| 2| 2| Slesles| 2l 5] 2] 8]l S[S3| 2| S|Z6[Z2 2|65l EC[EC|ES
Yes 52%]) 49%)| 60%| 51%| 56%]| 53%| 0% 49%| 54%| 53%| 46%| 44%)| 58%] 48%]| 54%| 54%| 46%| 56%| 36%] 58%]| 52%| 59%] 51%| 60%| 61%
No A47%] 50%| 39%| 48%)| 42%| 45%| 0%)]| 50%| 45%] 46%| 51%] 55%| 41%| 51%| 45%] 45%| 52%] 43%| 64%| 41%| 48%| 40%| 48%| 39%| 38%
REFUSED 0%] 0%| 0%]| 0%] 0%| 0%| 0%]| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 1% 1%| 1%| 1%]| 2%| 1%| 0%]| 1%| 1% 1% 3% 1% 1% 1%]| 1%} 1% 2%) 1%| 0% 2% 1% 1% 1% 1% 2%
N 1001] 632] 369 370| 260| 371| o| 254| 747] 885 109 381] 620| 284] 717] 833] 166] 824| 177] 560 264| 410] 167] 149] 120

SINGLE FAMILY REBATE PARTICIPANTS

el o | e

21 35| ¢ © -

poof o1 3 £ = =€

o selsE9l 2 S E| E2

A7. Have you ever g = dzel zs Eo ol £ | £ e
heard of the 20/20 sl I 2| o] 8 L] o | B EE| L S5l 5| & £ 2l 23
Rebate program? Sl 2219l 2l 3l 2l 2|l S|legles]sz2| 3] & 8] &[22
Yes 47%] 46%]| 48%)| 52%]| 35%]| 51%]| 42%] 50%]| 46%| 47%| 37%| 41%]| 48%)] 31%| 47%] 47%| 37%
No 50%] 52%)] 49%] 46%)] 62%]| 48%)]| 53%] 48%)] 51%] 50%| 63%] 57%)] 49%] 69%]| 50%] 50%] 60%
REFUSED 0%] 0%| 0%] 0%] 0%| 0%]| 0%] 0%]| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%
DON'T KNOW 3%  2%| 3%| 2%| 3%| 1%| 5%]| 3%| 3% 3% 0% 2%| 3%| 0%| 3%] 3% 3%
N 1042 459 583] 423| 209 232 178] 241| 801 967 57| 242| 800] 18]1018J1017 24
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Exhibit 4-9

20/20 Participation
GENERAL POPULATION
el & |e 4 e S
S5 T 5| ® - prll IS 2 = gel o el
. 2 PE[E | 2 ze| 2 2|E (2218l lis|ic
A8. Did you attempt & W s Of ¢ S el=z 3l © S| 5 0| 8ol o238 E
x| = el o sl ET|l =| ol & Po|lTc 8l gleoea]lce
to reduce your = = > > c o| = N e ° 51 2 5052525 c|5T%T
A | T w _ c 539 5ol ¢ = 5 9] ol T 2 o s 203N a=g]a=|a=e
electricity bill by 20 = = IS ~ = 9] kS c =l =5 5 0 = ol T o d| Tl T«
ye Ic) = 5 i 8 W @) gl 2 £ E2l 28] = s = =3 2 Z‘:‘?;dégdé 2 S|l 2|2
percent at that time? el 2l zl 2| F| 2| 2 2| S| £& £&5]3=] &) 2| S| S5 2| S|ZO|zE[CF|E08|E0|EDS
Yes 66%] 69%]| 63%] 65%)] 62%]| 69%| 0%] 66%]| 67% 66% 74%]  70%] 65%] 69%] 66%] 66%| 71%] 68%| 58%] 69%| 65%| 70% 69%| 66%| 76%
No 31%] 29%| 34%] 32%| 35%]| 28%| 0%] 32%| 30% 32% 21%|  27%] 33%| 28%] 32%] 32%]| 26%] 30%)] 36%] 29%| 34%| 28% 30%| 31%| 23%
REFUSED 0%] 1% 0%] 1%| 0%| 1%| 0%] 1%]| 0% 1% 0% 1% 0%] 1%]| 0%] 1%| 0%] 1%| 0% 1% 0% 0% 0% 0%] 0%
DON'T KNOW 2% 2%| 3%) 2%| 3%| 2%| 0%] 1%| 3% 2% 5% 2% 2%| 3%| 2%| 2%| 3%| 2%| 7%| 1%| 2%| 2% 1% 3% 1%
N 531] 309| 222| 188| 145| 198 0] 126| 405 476 51 168] 363] 139]| 392| 454 77] 464 67 327| 137] 250 91 89 73
SINGLE FAMILY REBATE PARTICIPANTS
sl 2.8
80 o wcl| o e e N
A8. Did you attempt €S £35]3 E = = £
ol 35 S5 s o s| ET
to reduce your = E > =c| 5 e i= = P I
o : _ T m _ c s O s O] 2 € o o} 9] ol L=
electricity bill b}/ 20 = = g | G| w] o gl = £ 2 g HER: g £ < | 2 3
percent at that time? Sl 21 21 91 21 R Q1 21 5 s & s21s8 <=l 8]l &l &l #l5=5
Yes 70%| 70%]| 71%] 70%]| 69%] 75%]| 69%] 71%]| 70% 71% 65%)  72%)| 70%] 85%]| 70%) 71%| 67%
No 27%]| 27%| 28%| 28%]| 26%| 23%)] 30%] 24%| 29% 27% 34%]|  25%]| 28%] 15%]| 27%]) 27%| 33%
REFUSED 0%] 0%]| 0%] 1%] 0%] 0%]| 0%} 1%| 0% 0% 0%] 0%] 0%} 0%] 0%] 0%] 0%
DON'T KNOW 2% 3%| 1% 2%| 4%| 1%| 1%| 4%| 1% 2% 1%) 3% 2%] 0%| 2%| 2%| 0%
N 477] 208 269) 223| 71| 113] 70} 121] 356 446 23 96| 381 5| 469] 467 9
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Exhibit 4-10
Awareness Among Hard to Reach Customer Segments
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Exhibit 4-11
Utility Program Awareness

GENERAL POPULATION
< o
£l 3 S =
2l £ 9 S S
[} @) e N — ~
| 2 g gl &l
g 5 L <] ks = ~ N Ne)
X X 1S T [ =] c c L
o S S el 1 £l =] =<
o o5 s} Q2 I «n »n «n
A 2] c = 2 g — — —i
[} [} - 2 & 2 o o s
&0 sof o e 2| - ~ = O O O
s s = > - =13 2 2 = = =
o @] o 2 = 3| 2 Y& b [ I 2 I
c c ° £ = = 5 = < @ & @ © <
< S o] IS £ g O o1 = <= < <= <
o~ o — — > e < S 5 ol 5 I~ o O = O
= = > > < = [y T =1 2 S 5 S = =]
_ T T W _ c = = o = ol < K] o v B a 2 a 2 a
sl o= sl o= 9 «f of | & g] g =z| &1 £| S| = =| S| gl z3l s| =1 z| | @
PA8. Have you heard about programs offered by your utility? el Zl 21 91 2 2 21 2|1 351 | £| & 8] & 3| 5| 2 5 S50 2| 51 | &| =
Rebates 41%] 36%] 51%| 43%| 40%| 39%| 0%] 40%]| 41%] 44%)| 17%| 31%| 47 %] 28%| 46%] 44%| 26%| 44%)| 29%| 46%| 39%| 43%] 39%]| 47%)| 51%
Product give-away/turn-in events 2% 2%] 2%| 2%| 2%| 2%| 0%]| 1%]| 2%} 2%]| 2%] 1%| 2%] 2%| 2% 2%)| 3%} 2%]| 1%] 2%| 3%| 2%} 2%]| 1%| 0%
Second refrigerator turn-in/recycling 2% 2%| 3%] 2%]| 3%| 2%| 0%] 2%| 2%] 2%]| 0%] 1%| 3%] 3% 2%] 2%| 1% 3%| 0%] 2%| 4%| 2%] 3%| 2%| 2%
Energy efficient mortgages 1%| 1%]| 0%] 1%| 0%] 0%| 0%] 1%| 0%] 0%| 0%] 0%| 1%] 0%| 1%) 1% 0%] 1%| 0% 1%] 0%| 1%| 2%]| 0%| 0%
Energy survey or audit 16%]) 14%]| 21%] 20%] 18%)] 11%] 0%] 20%| 15%] 18%| 4%] 10%]| 21%] 9%] 19%] 18%| 11%] 18%| 10%] 20%| 14%| 22%] 15%| 19%]| 26%
Haven't heard of any 30%]| 34%)] 24%] 27%| 35%| 34%| 0%] 30%]| 30%] 28%)] 50%| 37%| 26%] 39%| 27%] 27%]| 43%| 27%)| 45%)| 24%| 33%| 25%] 35%]| 18%] 20%
Low income programs 8%| 11%| 3%] 8%| 5%] 10%]| 0%] 9%]| 8%] 6%| 27%) 15%| 4%] 15%] 6%| 7%| 13%] 8%| 7%] 8%| 9%| 9%| 7%| 11%| 7%
20/20 program 1%| 1% 1% 1%]| 2%] 1% 0%] 0%| 1%} 1%| 0%| 1%]| 0% 1%| 0%] 0%| 1%} 1%| 1% 1% 1% 1%| 1%]| 1%| 0%
On call/peak load 0%] 0%| 1%] 0%]| 0%] 1%] 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%] 0%} 0%| 0%] 0%| 0%] 0%]| 1%]| 0%] 1%| 0%| 0%
Info in bill insert/education 1%| 1% 1% 1%] 1%] 1% 0%] 1%| 1%} 1%| 1%] 1%]| 1%] 1% 1%) 1%| 0%} 1%| 1%| 2%| 0%| 1%] 1%| 0%| 5%
Pool pumps 0%| 0%| 0%] 1%| 0%] 0%] 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%]| 0%] 0%| 1%] 0%| 0%] 0%]| 1%| 0%] 0%| 0%| 0%
Bill averaging . . . . . . 0%].
Home improvement rebates . . . . . . 0%].
Pilot light . . . . . . 0%].
Senior Citizen Lifeline Rate . . . . . . 0%].
Rates/TOU/peak . . . . . . 0%].
Pool saver program . . . . . . 0%].
Solar power program . . . . . . 0%].
Low flow toilets . . . . . . 0%]. . . . . . . . . . . . . . . . . .
Other 2%) 2%| 2%] 2%]| 1%| 3%| 0%] 1%| 3%] 2%]| 1%] 2%| 3%] 3%| 2%] 2%]| 1%] 2%| 1%] 2%| 3%| 2%] 3%| 3%| 1%
Refused 0%] 0%| 0%] 0%| 0%] 0%] 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%] 0%} 0%| 0%] 0%| 0%] 0%]| 0%]| 0%] 0%| 0%| 0%
Don't know 9%| 9%| 10%]| 11%]| 7%| 7%| 0%| 9%| 9%] 10%| 3%] 8%| 9%| 9%| 9%| 9%| 9%] 9%| 9%] 10%| 7%| 9%] 6%| 16%| 8%
N 1001] 632] 369] 370 260] 371 0] 254| 747] 885] 109] 381 620] 284| 717] 833| 166] 824 177| 560| 264| 410] 167| 149]| 120
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Exhibit 4-11
Utility Program Awareness (continued)

SINGLE FAMILY REBATE PARTICIPANTS
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. I > ] w| 9] w| O gl &l gl E | E| ¢ sl | =
PA8. Have you heard about programs offered by your utility? Sl S 21 21 21 2 K1 21 351 &1 £l 2| 38l & & & 3
Rebates 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Product give-away/tu rn-in events 1% 2% 1% 1% 0% 3%| 2%] 2% 1% 1%| 2%| 2% 1% 0% 1% 1% 0%
Second refrigerator turn-in/recycling 3%) 3%| 2%| 1%| 1%| 7%| 4%] 1%| 3%| 3%| 0%] 6%| 2%|] 0%| 3%| 3%| 0%
Energy efficient mortgages 1%  2%| 1%} 2%| 1%| 1%| 1%] 2%| 1%] 2%| 0% 2%| 1%] 0%]| 2%] 2%| 0%
Energy survey or au dit 10% 7%\ 13%| 14%] 12% 9%| 2% 9%| 10%] 11% 0% 5%)| 12%] 11%)]| 10%| 10% 0%
Haven't heard of any 57%| 58%]| 57%] 56%] 65%)| 58%]| 53%| 55%)| 58%] 55%| 73%| 59%/| 57%| 37%| 58%] 57%]| 77%
Low income programs 9% 11%| 7% 9%| 4%| 10%| 11%) 13%| 7%| 9%| 3%] 8%| 9%| 26%| 9%| 9%| 17%
20/20 program 1% 1% 1% 0% 1% 1% 1% 0% 1% 1% 0% 1% 1% 0% 1% 1% 0%
On cal I/peak load 2% 2%| 2% 0% 0% 8% 3% 1% 2%| 2% 3%) 2%| 2%) 10%| 2%]| 2% 0%
Info in bill insert/education 1% 1% 1%) 1%]| 0%]| 1%| 1%] 1%| 1%] 1%| 0%] 0%| 1%] 0%]| 1%] 1%| 0%
Pool pumps 0%] 0%]| 0% 0%| 0%]| 0%| 0%] 0%| 0%] 0%| 0%] 0%]| 0%] 0%| 0%] 0%] 0%
Bill averaging 1% 1% 1% 1% 1% 2% 1% 1% 1% 1% 0% 2% 1% 0% 1% 1% 0%
Home improvement rebates 2% 1%| 2%] 2% 1%| 2%| 2% 0%| 2%| 2%| 2% 3% 1% 0%| 2%| 2% 1%
Pilot light 1%| 0%| 1%] 1%| 0%] 0%]| 0%]| 0%| 1%] 1%| 0%] 0%| 1%] 0%]| 1%] 1%| 0%
Senior Citizen Lifeline Rate 0%] 0%| 1%] 1%| 0%]| 0%| 1%] 0%| 1%] 1%| 0%] 1%| 0%] 0%| 1%] 0%] 0%
Rates/TOU/peak 0% 0% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Pool saver program 0% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Solar power program 1%| 0%| 1%] 0%| 1%| 0%| 1%] 0%| 1%] 1%| 0% 0%| 1%] 0%]| 1%] 1%| 0%
Low flow toilets 1%| 0%| 1%] 0%| 2%| 0%| 1%] 0%| 1%] 1%| 0%] 0%| 1%] 0%]| 1%] 1%| 0%
Other 2% 1%| 3%| 1%| 4%| 1%| 5%]| 1%| 3%] 2%| 0%] 1%| 3%| 0%| 2%] 2%| 0%
Refused 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 11%) 14%| 9% 13%| 9%| 5%)| 13%] 15%]| 10%] 11%| 16%] 14%)| 10%] 16%| 11%] 11%| 4%
N 613) 271 342 230| 125| 157] 101] 145| 468] 568| 35] 148| 465] 10| 601} 597| 16
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Exhibit 4-12
Customer Understanding of Energy Star Labels

GENERAL POPULATION
o
S ] g =] 2| Sl2 |gsle [E8[E-| 8
c |l 2] T £ =l =€ [ =] £ s | & fo|l 2ol 8 o
csuw| O] & I} E| E S O ol G ol =S| <3
I o — = 7] = s} < T e ol 5 ol o8l el o] O
= = >c| 2 ¢ o £ - Ll T °© | & 50| 581 5| 5|58
T I w — sl So|l §¢| & ¢ = 5 9] of =2 o 2| o 2ol 2% 2=| 2= a=<°
, E B ] I B B B I - B B ] B B EE B B
PA2. What does ENERGY STAR mean? el Sl 21 2] 3] K| K 2| Sles| e8] 82| 5] 8| 8] F|55] 2| S|FZ6| 22| CE|ES|EG[ES
Saves energy/uses less energy 76%] 76%]| 77%] 78%| 68%| 75%| 0%] 78%| 75%| 76%| 74%| 73%| 78%) 74%| 77%| 77%)| 72%) 76%| 75%) 77%| 76%| 78%| 78%| 74%| 84%
Less harmful to the environment, less pollution 2% 2% 1%| 2%| 2%| 1%| 0%] 2% 2%|] 2%| O0%| 2%| 2%] 1%| 2%| 2%| 2%| 2%| 2%| 2% 1%  2%| 3%| 0%| 4%
Costs less to operate, saves money on electric bill 6%| 4%| 8%| 6%| 5%| 5%| 0%] 4%| 6%| 6%| 3%| 4%| 7%| 7%| 5% 5%| 9%] 6%| 2%| 5%| 8%| 6%| 5%| 5% 4%
Rebate available if you purchase Energy Star appliance 5% 5%| 4% 6%| 6% 1%| 0%] 6%| 4%| 5%| 6%] 5%| 4%| 3%| 5%| 4%| 6%] 5%| 2%| 5% 5%| 4%] 6%| 7% 5%
It's a government standard for energy efficient equipment 6%| 7%| 5% 6%| 6%| 6%| 0%] 8%| 5%| 7%| 0%| 5%| 7%| 8%| 6%] 6% 5%] 6% 6%| 6%| 8%| 6%| 3%| 4%| 6%
Energy saving appliances 3%| 3%| 3%] 3%| 6%| 3%| 0%] 3%| 3% 3% 0% 3%| 3%| 4%| 2%] 3% 5% 3%| 2% 4% 1% 3% 1% 4% 5%
Efficiency rating 1% 1%| 2%) 1%]| 2%]| 2%| 0%] 1%| 2% 1% 2%| 1%] 2% 0%| 2%| 2% 0%] 2%| 0% 2% 1% 2% 3% 0% 4%
Other 3%| 3%| 1%] 3%| 5%| 0%| 0%] 4%| 2% 3% 3% 4% 2%| 4%| 2%] 2% 6%] 3%| 0% 2% 5% 2% 0% 3% 0%
Refused 0%] 0%] 0%] 0%] 0%] 0%] 0%] 0%| 0% 0% 0% 0%]| 0%] 0%] 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
Don't know 9% 9%| 10%]| 7%]| 13%| 13%| 0%| 7%| 10%| 8%| 18%| 10%| 9%| 9%| 9%] 9% 8% 8%| 16% 8% 9% 7% 11%| 12% 3%
N 515] 308| 207| 235| 125 155] 0| 138| 377] 463| 47| 177| 338] 127 388] 445| 70| 462| 53] 331 131| 253] 88| 93] 81
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Exhibit 4-12
Customer Understanding of Energy Star Labels (continued)

SINGLE FAMILY REBATE PARTICIPANTS
) )
IR E
S| el S o N
c el exrl o IS =l = &
cum| « O] & e E|ES
| - =7]= © = T
= = > c > c ) £ = w & 2]
T I w — cl § ¢l 5 o] € € = 5 [ ol I =
=l ozl s| sl Bl sl 9 £ Elegl ezl £ 5| 5| P2
PA2. What does ENERGY STAR mean? o = > Y a Sl & 2 SIE&| £&] 3¢ 5 2 3 sl 3=
Saves energy/uses less energy 77%) 76%]| 78%)| 79%)| 71%| 71%| 79%)| 72%| 79%| 75%| 100%]| 78%| 77%| 67%| 77%| 77%| 76%
Less harmful to the environment, less pollution 2% 3%| 1%| 2%| 2%| 0%| 2%| 2%| 2%| 2%| 0%] 6%| 1%] 33%| 1%] 2%| 0%
Costs less to operate, saves money on electric bill 9%| 14%]| 5%] 9%| 6%| 2%| 14%]| 13%| 7%] 8%]| 14%| 12%| 7%| 21%]| 8%] 8%| 24%
Rebate available if you purchase Energy Star appliance 5%| 3%]| 7%] 6%| 6%| 0%| 5%| 2%| 6%] 6%| 0%| 6%| 5%| 0%| 5%] 5%| 2%
It's a government standard for energy efficient equipment 10%] 11%]| 10%] 9%]| 10%] 16%]| 10%] 12%| 10%| 11% 0%] 11%)| 10%] 33%| 10%] 10% 0%
Energy saving appliances 0%] 0%] 0%] 0%]| 0%] 0%]| 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%
Efficiency rating 2% 3% 2% 2% 3% 3% 2% 4% 2% 2% 0% 1% 3% 0% 2% 2% 13%
Other 2% 2%| 2%| 2%| 2%| 2%| O0%| 2%| 2%| 2% 0%] 1%| 2%| 0%| 2%] 2%| 0%
Refused 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 7% 4%| 9%| 3%| 17%| 14%| 3%| 4%| 8% 7%| 0%| 5%| 7%| 0%| 7%| 7%| 10%
N 500f 210| 290} 207 97| 114] 82] 117| 383] 464 27 110] 390 8| 491| 492 8
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Exhibit 4-13
Whole House Fan Awareness

GENERAL POPULATION

AC4. Before %L go e 2| - . § -

this survey, gb%o =3 s o > s el 3 S % g 9 5 _§ S _q:» _ _q:» Q

had you ever sS5| 56] 3 g k= Eg ol ©l s 26l =2l &8l &8 _E:“g

heard of a = U Il I EleT] 5l gz |s5s| 28l edes

wholehouse | =| I| = &5 = sl &8l 8|2l G| g g <l £2]| g :|eo.| 2l 2i| 25| 2L
gl =zl 8| 8] 8| s S| S| S| Eg| Eglze| £| 5| 2| 2l=E| S| ElzZ| 58|zl Ea|lES| B

fan? Sl Sl 21 2 3l K| 2l 2| Sleaslas] sl 5] 2| Sl F[S3| Z| S|FO[Z2 2| CE| 0|20 E8

Yes 52%| 51%)| 53%| 63%| 42%]| 42%| 0%| 63%| 45%] 53%| 31%| 38%]| 57%] 0%]| 52%)] 53% 0%) 57%] 29%] 59%| 52%| 60%] 47%| 57%| 70%

No 47%]) 49%)| 46%] 36%)| 58%]| 57%] 0%] 36%] 54%]) 46%| 69%] 60%| 43%] 0%| 47%| 47%| 84%]| 42%| 71%] 40%| 48%| 38%| 49%| 43%| 30%

Don't know 1% 1% 1%| 1%| 0%| 1%| 0%] 1%| 0% 1% 0% 1% 0%] 0%]| 1%] 0%| 16%] 1%| 0% 1% 0% 2% 4% 0% 0%

N 364] 175| 189] 121 85| 158 0] 114] 250 344 17 87| 277 0] 364] 356 8| 294 70 217 77 159 65 57 44

SINGLE FAMILY REBATE PARTICIPANTS

AC4. Before S| o 2

this survey, gb%’o goj? s ) > s @

had you ever L% RS § 5l = % HiE £

heard of a ¢ E | > o % o £l ] ] £ uﬂ_!%

whole house | — i =l ol O ol ol = _(E g % g foi S & o] £ § o _*i %

fan? el £l 2] 21 2] I @) 2| Slealeaf sl 5 gf S F[ 52

Yes 66%| 69%)| 63%| 68%| 52%]| 65%)| 71%| 76%| 62%| 67%| 40%| 64%)| 66%] 68%]| 65%] 66%| 64%

No 33%| 31%)| 35%|] 29%]| 48%)] 34%)| 29%| 24%| 36%| 32%]| 57%| 36%)]| 32%] 32%)] 33%] 33%| 36%

Don't know 1%] 0%| 2% 2%| 0%| 1%| 0%] 0%| 2% 1% 3% 0%[| 1%] 0%| 1%] 1% 0%

N 4271 193] 234 137 76| 136] 78] 112 315 398 21 95| 332 6| 419] 415 12
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Exhibit 4-14
Source of Awareness of Whole House Fan

GENERAL POPULATION

o o " 3 =

55| |t o 2813 [E4ls (35333

e Es|2 g |z Elz|Z|2 (228 |28|23|2%

N ” s 29)¢ 3 ElER|z|ele |eY|5glcs|cs|ce

WHF3. How did you first & = = c =cloel El.| | £|l=<]8|5]2 S5|sS|5<| 5|38

become aware of whole house 5 £ =l wl O ol ol = _g g% g% ‘;% E 2 q§ HEE EIE g = e 5 =g ;ﬂ ;ﬂ ;_ﬂ

fan? 5 c ol O al o] O S = = a = 2] 38 =1 c s|l28|s|lslEE|lo | sl | 2|2

=l <l 7zl | & Sl sl x| O] & & sl o]l Ol Ol Fl>>1<IDlT0lz sloglicolic Olic O
In store . . . . . . 0%].
Friends or family . . . . . . 0%l].
Utility . . . . . . 0%].
Advertising . . . . . . 0%].
Sales person . . . . . . 0%].
Consumer reports . . . . . . 0%].
Department of Energy label . . . . . . 0%].
Energy Star Label . . . . . . 0%l].
Contractor . . . . . . 0%].
Came with the house . . . . . . 0%].
Came with new AC/heater . . . . . . 0%].
Work/business . . . . . . 0%].
Friends/family/word of mouth  |. . . . . . 0%l].
Research . . . . . . 0%].
Previous home . . . . . . 0%].
Other . . . . . . 0%].
Refused . . . . . . 0%]|.

Don't know . . . . . . 0%|. . . . . . B . . ] . . . . .
N 0 0 0 0 0 of 0 0 0 0 0 0 o] 0 0 0 0] 0] O 0 0 0 0 0 0
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Exhibit 4-14
Source of Awareness of Whole House Fan (continued)

SINGLE FAMILY REBATE PARTICIPANTS

S o Q

goii ro:’voﬁb g Q > 3 2

5| 558 | 6 HEE
WHEF3. How did you first 2l E —EJ\ - :_; - % o| £ _ A £ 8 %
become aware of whole house = i E ol O] ol o] = _§ g %’ g % S £ gl & % = _ag %
fan? Sl Sl 21 2] 21 23] 2| 5| £&] £25]132] 5|12 8| &l
In store 13%] 16% 9%\ 20%| 33% 0%]|. 18% 7% 14% 0% 22%)| 11%]. 13%] 13%].
Friends or family 60%| 56%)| 67%] 70%)| 33%)| 54%|. 56%)| 64% 59% 100%] 50%)| 63%]. 60%| 60%].
Utility 3% 5%| 0%] 0%| 0%]| 8%]|. 0%| 7% 3% 0%| 14%]| 0%l]. 3%| 3%].
Advertising 6%] 10% 0% 0% 0%] 15%]|. 11% 0% 6% 0% 14% 4%]. 6% 6%|.
Sales person 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Consumer reports 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]. 0% 0%l|.
Department of Energy label 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Energy Star Label 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Contractor 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]. 0% 0%l|.
Came with the house 5% 8% 0%] 10% 0% 0%]|. 9% 0% 5% 0% 0% 6%|. 5% 5%l].
Came with new AC/heater 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Work/business 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]|. 0% 0%l|.
Friends/family/word of mouth 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]. 0% 0%l|.
Research 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Previous home 6% 5% 8% 0% 0% 15%|. 6% 7% 6% 0% 0% 8%]|. 6% 6%]|.
Other 3% 0%| 8%] 0%| 0%]| 8%]|. 0%| 7% 3% 0%| 0%]| 4%]. 3%| 3%].
Refused 0% 0% 0% 0% 0% 0%]|. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Don't know 3%] 0%| 9%| 0%| 33%| 0%]. 0%| 7% 3% 0%| 0% 4%]. 3%| 3%l.
N 26] 15| 11 10 31 131 OofF 13| 13 25 1 6] 20] O 26] 26 0
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Exhibit 4-15
Whole House Evaporative Cooler Awareness

GENERAL POPULATION

2 2 3 —
%ﬁ . £ E e > S o
=2 222 | ¢ EHEEEREE RN B
su| 0] 8 ] E| ES O °l © solcsgl<col <ol <5

WHC3. How did you first = O IR IR - A €les| sl g1z | 553|285 5T 50

become aware of whole house = E E w8l Ll ol B _(E é% é% “g g I *E § = ::;g = 2l ¢ o =g Sy ;5 ;‘i %_‘j’

evaporative cooler? Sl Sl 2l O 213 S| S|leEs|s5]3=2] 3] & &) S|22| 2| S| £E| 2|5 E|E6|E5|ED

In store . . . . B 0%].

Friends or family . . . . e 0%]|.

Utility . . . . e 0%].

Advertising . . . . .| 0%l].

Sales person . . . . N 0%].

Consumer reports . . . . B 0%].

Department of Energy label . . . . - | 0%].

Energy Star Label . . . . B 0%].

Contractor . . . . N B 0%].

Came with the house . . . . e 0%].

Came with new AC/heater . . . . B 0%].

Work/business . . . . e 0%].

Friends/family/word of mouth  |. . . . .| 0%l].

Research . . . . N 0%].

Previous home . . . . . 0%].

Other . . . . - | 0%].

Refused . . . . . 0%].

Don't know . . . . e 0%]. . . . . . . . . . . . . . . . . .

N 0 0 0 o] 0 of 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-15
Whole House Evaporative Cooler Awareness (continued)

SINGLE FAMILY REBATE PARTICIPANTS
fg| 7 5| &

ol 2l & | 2 z| =8

o 535012 | ¢ E|E ¢

WHC3. How did you first = = | > o Eo ol £ N <
become aware of whole house = £ = I o] B Y B _rzs g % g % S % g 2 qg qu:)o _g -Zg
evaporative cooler? 2l 2l 2 Sl 22 2| SlEs[£8]82] 8 | ol &l S>
In store 3%] 5%]| 0%| 10%]. | 0% 7%| 0%|  3%| 0%] 6%| 0%| 0%] 3%] 4%| 0%
Friends or famlly 53%] 62%] 33%)] 50%]|. 55%]. 58%]| 50% 52%]| 100% 61%)| 46%)| 100%| 52%] 46%]| 100%
Utility 3% 5%| 0%] 0%]. 5%l|. 8%| 0% 4% 0% 7%| 0% 0%)| 4%] 4% 0%
Advertising 3% 5% 0%)] 10%]|. 0%]. 7% 0% 3% 0% 6% 0% 0% 3% 1% 0%
Sales person 3% 0%| 11% 0%]. 5%]. 0% 6% 1% 0% 0% 7% 0% 1% 1% 0%
Consumer reports 0% 0% 0% 0%]. 0%]. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Department of Energy label 0% 0% 0% 0%]. 0%]|. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Energy Star Label 0% 0% 0% 0%]. 0%]|. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Contractor 3% 5% 0% 10%]. 0%]|. 7% 0% 3% 0% 0% 6% 0% 3% 4% 0%
Came with the house 17%)| 14%)| 22%| 10%|. 20%]. 7%| 25%) 17% 0% 14%]| 20% 0% 17%] 19% 0%
Came with new AC/heater 0% 0% 0% 0%]. 0%]. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Work/business 0% 0% 0% 0%]. 0%]. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Friends/family/word of mouth 0% 0% 0% 0%]. 0%]|. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Research 0% 0% 0% 0%]. 0%]|. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Previous home 7% 5%]| 11%] 10%]. 5%]|. 7% 6% 7% 0% 6% 7% 0% 7% 8% 0%
Other 7%) 5%]| 11%| 10%|. 5%)|. 7%| 6% 7% 0% 0%| 13% 0%| 7%] 8% 0%
Refused 0% 0% 0% 0%]. 0%]. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 7%l 5%| 11%] 0%]. 10%]. 8%| 6% 7% 0% 7% 7% 0%| 7%| 8% 0%
N 30 21 9] 10 O] 20 Of 14| 16 29 1 15 15 1 29] 26 4
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Exhibit 4-16
Programmable Thermostat Awareness

GENERAL POPULATION
3) 3 - —
- B z| 3 |2 S
PT1. Before this 5= 52| § ° = sel 8] G qﬁ 54| 5 g -§‘_ @3
survey had you ever &S| §6] 8 g g —ég Sl 8|5 S0l 2al2 | B8l 8¢
~ o~ - =71 ] < T e o] = O | T e| o ol x| ©&8
heard of a =l = | =& o| £ R I © 5] 2 50l 521 5<<8| 5|59
bl _ T T w _ |l S o] 5ol € € = 5 9] ol I = v z| o 20l 2V 2a=9] a=| &=
programmabie sl sl gl 9 = o = El eS| EZS| =S| 2| | 5| R 2E| | Elzalse|=28|lz2E| sl g
thermostat? Sl Sl 21 2 3l I K| 2 SleslEs| 2] 5] 2 8]l S| 53| 2| S| 2G| 22| CE|E0S[EG|ES
Yes 73%)| 67%| 84%)| 76%| 73%| 68%| 0%| 75%| 72%| 77%| 42%] 61%| 81%)] 60%| 78%| 76%| 57%)| 77%| 53%] 81%| 70%| 83% 79%| 81%| 83%
No 26%] 32%| 16%| 23%]| 27%| 31%]| 0%| 25%| 27%] 22%| 57%| 38%)]| 19%| 38%]| 22%| 23%]| 42%|] 22%| 47%| 18%] 29%| 17% 21%| 18%| 16%
DON'T KNOW 1% 1%| 0%] 1%| 0%| 1%| 0%| 0%| 1% 1% 1% 1% 0%| 1%| 1%| 1% 1% 1% 1% 1% 0% 1% 0% 1% 1%
N 1001] 632| 369] 370| 260| 371 0] 254| 747 885 109 381| 620] 284| 717] 833 166] 824| 177 560 264 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
_ AN E
PT1. Before this a5l 2| & 9] N -
had c c| ¢ =] © IS =| =€
survey had you ever s&[ s0| & S E| € s
heard of a = = >cl| = ¢ % of £ | <€ LJ(SE
programmable = I> E 8l Ll ool < 9| g8 = el 3 E o ¢l £2
th tat? ks c ] QO @) @) Q E] <] £ 3 = 8] 3 ¢ = z cl 22
ermostats = < p4 | ) %) %) & Dl o ol o] o5 O 4 O Sl =>>
Yes 86%| 82%]| 90%)| 87%)| 78%]| 92%]| 89%)] 88%)| 86%] 88%| 61%| 77%| 89%| 68%]| 87%] 87%| 75%
No 14%] 18%)] 10%| 13%]| 22%| 8% 11%]| 12%| 14%] 12%| 39%| 23%)]| 11%] 32%]| 13%] 13%]| 25%
DON'T KNOW 0%] 0%| 0%] 0%| 0%| 0%] 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%
N 613] 271 342] 2301 125] 157] 101} 145| 468 568 35 148| 465 10| 601] 597 16
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Exhibit 4-17
First Learned of Programmable Thermostat

GENERAL POPULATION
| % | B -
1 = he] ) =
5] -1 - <ol 2| B3 (345 |3 |3_|38
&0 =g £ =l =gl | Z|E s| 2 3 so| & o
< 0 s O] & 5} gl = o o ol S cO|l8Eall2 o232l
. . I o 4 i B 9] S| ET — ol = ool S oelo ol o |l oo
PT2. When did you first I >~ >~ o| £ w| @ © 5| 2 56| 58]5c2|5<|5%
T _ c s O s ol € ¢ = 5 9] ol 2 o S 29|l 3V a=9a=[za=c
hear of programmable - I 5] ] < ) ] 5} ] el =l =3 5 2| o o =2l 2o o Q| S| T a
i [ =zl s| s LOD wl O gl = ED €Sl z 3| = 5 = o538 g S EE R ] s =
thermostats? Sl 21 21 &1 3 Z] F 2] o] £& £&818<] 5] 2] O] A3 Z| Sl Oz 2|0l S|l E0|ad
Within the past year 10%) 12%]| 7% 9%| 10%| 11%] 0%] 11%| 9% 9% 24%) 15%| 7% 16%| 8%] 9%| 15%| 10%]| 11% 9%| 10%| 10% 14% 9% 9%
Within the past two years 12%| 13%] 10%] 10%]| 17%]| 13%| 0%] 10%]| 13% 12% 14%] 16%| 10%] 17%| 10%| 11%| 17%| 11%| 15%] 11%| 13%| 13% 16%| 15% 7%
Over two years ago 74%|] 70%]| 80%| 75%]| 70%| 74%]| 0%\ 74%]| 74% 75% 54%] 64%| 79%| 62%]| 78%] 76%| 65%| 75%| 72%| 76%| 71%| 72% 64%)| 71%| 82%|
DON'T KNOW 4% 5%| 3%| 6%| 2%| 2%| 0%| 6%| 3% 4% 8% 5%| 4% 5%| 4%| 4% 3%| 5%| 1%| 4% 6% 4% 6% 5% 2%
N 726] 420] 306] 281| 191| 254 0] 190| 536 673 48] 230] 496] 172| 554] 631 95| 633| 93| 448| 185| 337 132 119 98
SINGLE FAMILY REBATE PARTICIPANTS
o o
&5 .|
& & nl| s o > = 2
2P cx=] £ =l =€
o s=l 392 S E|E2
PT2. When did you first E E >~ o > o (EJ ° £ = s Kl
hear of programmable 5 E | = ol ol ol = _§ g %J g %J s % g £ qg) %CJO _*i 3_3
thermostats? Sl £l 21 21 Al S K 2| 5| g5 £5]3=[ 8] 2] 8] 5[53
Within the past year 17%) 31%]| 9% 17%| 0%| 20%)| 18%]| 38%| 12% 17% 26%] 35%)| 14% 0%| 17%| 15%| 48%
Within the past two years 14%)| 17%] 13%] 10%] 18%]| 15%| 19%]| 9%| 16% 15% 0% 17%)| 14%]| 100%| 13%| 14%| 24%
Over two years ago 65%)| 52%]| 73%| 62%]| 82%)| 65%]| 64%| 54%]| 68% 65% 74%| 48%]| 68% 0%| 66%| 67%| 29%
DON'T KNOW 4% 0%| 6%| 12%| 0%| 0%]| 0%| 0%| 5% 3% 0% 0%| 5% 0%| 4%| 4% 0%
N 88] 34| 54| 25 6] 46] 11 17 71 82 4 15| 73 1 87] 83 5
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Exhibit 4-18

Source of Awareness of Programmable Thermostat

GENERAL POPULATION
o
IR NE 2z |z <%l [<B
2w »ElL 2 >sgl £ 9l¢ [82]l8 |ex|g=]|g
S5 §0[3 5 E|ES| O B|l5 |£0[gn|lE8|lE8|12Y
o 4 — =71 = o S| € T [l ol £ cZ|lcgloea|oa|TCe
2 = - L o - o5l slE35] 2| 5|2 | 2958|3558
PT3. How did you first become aware of = I> E w8 ol = g g Sl El & gl g 2lL£F| & zlo .| TglaeleiE2i]E
g 5 g S| 2l Egl Exlzgl | 5| 2| BlzEl 3| Elz=Z|S8&|zE|EZ| B2
programmable thermostats? )9 <7ci Z g 97 g % § = o L% o uDv' S = @] & @] sl >> e 21 T Ol Z 2 O alic Ol O - O
In store point of purchase materials 8%|_5%]| 13%]| 8%| 8%]| 8%| 0%| 5%| 9% 8% 2%|__4%| 10%]__5%]| 9%| 9%| _4%| 8%]| 7%] 9%| 5%| 8%| 11%]| 5%| 12%
Friends or family 33%| 36%] 30%]| 32%| 27%] 37%|_0%| 36%| 32%] __ 34%| __30%| 35%| 33%] 41%]| 31%| 33%]| 38%| 33%] 35%| 32%| 35%| 32%| 38%| 34%| 25%
Utility (bill insert, advertising, call) 6%|_6%]| _4%| 4%| 7%]| 8%| 0%| 4%| 6% 5%| _ 11%]__6%| 5%| _8%)| 5%| 6%| 6%| 6%| 6%| 5%| 6%| 5%| 4%| 6% 8%
Ads on TV, Internet, newspapers , magazines 15%| 16%] 13%] 12%)| 19%] 18%| 0% 14%| 15%] __ 14%| __25%| 20%)| 13%] 17%] 14%)| 14%]| 18%| 16%] 9%] 14%| 21%| 14%| 12%]| 15%| 14%
Sales person 3%| 2%]| 5%| 5%| 2%] 2%| 0%| 3%| 3% 4% 1% 2%] 4%| 0% 4%] 2% 0%| 3%| 4%| 4%| 2% 4%| 1%| 5%| 6%
Consumer reports T%|_0%] 1% _0%| 2%] 0%| 0%| 1%| 0% % 0%| 0% 1% 0%][ 1%| 1% 0%| 0%] 3%] 0% 0%| 0%| 0%[ o0%] 0%
Department of Energy label 0%|_0%]| _0%| 0%| 0%] 0%[ 0%| 0%| 0% 0% 0%| 1% 0% _1%]| 0%| 0%] 0%| 0% 1%] 0% 0% 0%| 0%[ 0% 0%
Energy Star label 0%|_0%]| _0%| 0%| 0%]| 0%| 0%| 0%| 0% 0% 0%|__0%| 0%] _0%]| 0%| 0%| _0%| 0%] 0%] 0%| 0%| 0%| 0%| 0% 0%
Contractor 2%]_4%|_4%| 5%| 4%| 3%| 0%| 5%| 4% 4% 5%|_4%| 4%] _ 1%]| 5%| 5%| 0% 4%| 4% 4%| 4%| 6%| 6%| 2%| 5%
Came with the house 12%]| 12%)] 12%] 14%] 14%)] 10%]| _0%] 15%]| 11%| __12%| __10%| 11%]| 13%| _7%]| 14%] 13%| _9%] 12%| 12%| 13%| 11%]| 13%] _7%| 13%| 14%
Came with new AC/heater 2%]_2%|_2%| 2%| 1%]| 2%| 0%| 2%| 2% 2% 0%|__3%| _1%]__1%]| 2%| 2%| _0%| 2%] 1%] 2%| 1%| 3%| 5%| 2%| 0%
Work/business 7%|_7%| 7%]| 7%)| 10%] 6%]| 0%| 6%| 7% 7%| _ 11%]__8%| 6%] 10%| 6%] 6%]| 13%| 7%| 8%| 7%| 5%| 6%| 9%| 8%| 6%
Friends/family/word of mouth 1%|_1%]_0%] _0%][ 0%| 2%| 0%] 0%| 1% % 0%| 2% 0% _1%][ 1%| 1%] 2%| 0%] 4%] 0% 1%| 1%| 0%[ 1%] 1%
Research T%|_1%] _2%]| 2%| 1%] 0%]| 0%| 1%| 2% % 3%| 1% 2%] _2%]| 1% 1%| 2% 2%] 0%| 2%| 1%| 2%| 3%| 3%| 1%
Other 1% 1%] _1%] _1%| 0%] 1%]| 0%| 1%| 1% % 0%| 0% 1%] __1%]| 1% 1%] _1%| 1%] 1%] 0%| 2%| 0%| 0%| 1%| 0%
Refused 0%|_0%]| 0%| 0%| 0%]| 0%| 0%| 0%| 0% 0% 0%|__0%| 0%] _0%]| 0%| 0%| 0%| 0%] 0%] 0% 0%| 0%| 0%| 0% 0%
Don'tknow 6%| 6%| 6%| 7%| 6%] a%| 0%| 7%| 5% 6% %] 3% 7%| 5%| 6% 6%] 6% 6% 4%| 6%] 6% 6% 4% 5% 8%
N 726] 420] 306] 281] 191] 254] 0] 190] 536 673 28] 230] 496] 172] 554] 631] 95| 633] 93| 448] 185] 337] 132] 119] 98
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Exhibit 4-18
Source of Awareness of Programmable Thermostat (continued)

SINGLE FAMILY REBATE PARTICIPANTS

) )]
§ ffo § E ;% QL > = @
55| 50|38 | B HEE
o~ oz — = ] = 2 S|l g T
id vou fi = " | | gg| ggleg| 2| | gl Lliz2
PT3. How did you first become aware of 5 = - W ) o 0O s E £ 2 1 I g Fé § | £ 2
programmable thermostats? el £ 21 921 2| R Ll 2l 3 E & 23z 8 gl &l £[22
In store point of purchase materials 11%) 20%] 6%| 9%| 0%| 13%| 18%] 19%| 9% 10% 48%| 20%| 10%] 0%] 11%] 12%] 0%
Friends or family 29%| 40%| 22%] 31%| 18%)| 29%)| 35%] 48%]| 25% 29% 0%] 38%)] 28%] 100%| 28%] 28%]| 52%
Utility (bill insert, advertising, call) 8%| 8%| 8% 3%| 18%| 11%] 0%] 5%| 9% 8% 0% 13%| 7% 0%]| 8% 7%| 24%
Ads on TV, Internet, newspapers , magazines 15%] 9%| 19%]) 17%]| 0%)] 16%]| 19%] 5%| 18% 16% 0% 15%] 15% 0% 15%] 16% 0%
Sales person 5% 6% 5% 3% 0% 7% 9% 6% 5% 6% 0% 15% 4% 0% 5% 6% 0%
Consumer reports 1%) 0%| 2%] 0%]| 0%| 2%| 0%] 0%| 1% 1% 0% 0%| 1% 0% 1%| 1% 0%
Department of Energy label 0%] 0%]| 0%] 0%| 0%| 0%] 0%] 0%]| 0% 0% 0% 0%]| 0% 0%] 0% 0% 0%
Energy Star label 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Contractor 6% 7% 5% 5% 0% 9% 0% 8% 5% 6% 0% 0% 7% 0% 6% 5%| 24%
Came with the house 4% 4%| 5%] 5%]| 18%]| 0%| 9%] 8%| 4% 5% 0% 0%]| 5% 0%] 5% 5% 0%
Came with new AC/heater 2% 0% 3% 5% 0% 0% 0% 0% 2% 2% 0% 0% 2% 0% 2% 2% 0%
Work/business 5% 0% 8% 9%| 26% 0% 0% 0% 6% 5% 0% 0% 6% 0% 5% 5% 0%
Friends/family/word of mouth 0%] 0%]| 0%] 0%| 0%| 0%]| 0%] 0%]| 0% 0% 0% 0%| 0% 0%| 0% 0% 0%
Research 2%| 0%| 3%] 5%]| 0%]| 0%| 0%] 0%| 2% 2% 0% 0%]| 2% 0%]| 2%| 2% 0%
Other 4%] 0%| 6%| 5%| 0%]| 2%| 9%| 0%| 5% 4% 0%] 0%| 5% 0%| 4%] 4%| 0%
Refused 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 9%| 6%]| 10%] 5%| 18%| 11%| 0% 0%| 11% 7% 52% 0%] 10% 0%] 9% 9% 0%
N 85] 34| 51 22 6 46| 11 171 68 80 4 151 70 1 84] 80 5
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Exhibit 4-19
Identifying an EE Clothes Washer

GENERAL POPULATION
o
A e |2 - & g
| el 8 ) = = o 4] Of & g4l 5 g3l 8|88
Pooof ST IS =| = € w | & o | & c ol 9| ® @
of « N N SlE2| 3| ¢|s [t9|S8leqlsg| €
= = zc|l 2¢] o ¢ = = = ol B S 5| 2 35| 58] 5<| 2<| 3 2
CW1. How would you indentify a clothes =1 E = 8 =l slzgl gl 2l sl g & gl=2=| & 2| oo Sgl 2ol 2i] e
: i gl z| & sl 3] S| £l ExglExglzel 5| 5| 2| 2l2El 5| ElazZ| S| zgles| gL B
washer that is energy efficient? el 2l 2l 2 3| | R 2| SlEsl£s|32] 5] &l 8| s 53| 2| S|FE[ 22|88
Energy Star label 41%| 39%]| 45%] 49%| 32%]| 32%]| 0% 42%]| 40%| 42%| 33%| 37%| 44%| 36%| 43%]| 42%| 36%]| 43%| 32%| 44%| 41%| 46%| 44%| 40%| 51%
Utility recommendation, rebate 2%| 1% 3%| 2%| 2%| 2%| 0%| 2%| 2% 2% 2% 1% 2% 1%| 2%] 2% 2% 2% 1% 3% 1% 2%| 2% 3% 3%|
Energy Guide indicating low energy usage 32%]) 29%)| 37%| 28%]| 38%| 35%| 0%]| 29%| 33%| 34%| 14%]| 27%] 35%]| 27%]| 34%| 34%)| 20%| 33%| 25%]| 37%| 25%| 34%] 32%| 40%| 35%
Salesperson 19%| 20%| 16%] 18%] 19%]| 19%| 0%] 19%]| 18%] 18%]| 21%]| 22%| 16%] 22%]| 17%] 18%| 23%] 18%| 21%]| 17%| 20%| 18%| 13%| 26%| 15%
Technology- horizontal axis, tumble acti 2%| 3%| 2%| 2%| 2%| 3%| 0%| 3%| 2% 2% 4% 3% 2%| 2%| 2%| 2% 1% 2%| 4% 2% 2% 1% 2% 1% 0%
Brand 1% 2% 0% 2%| 2%| 1%]| 0%] 2%| 1% 2% 1% 2% 1%) 2% 1%| 1% 2% 1%| 2% 1% 3% 1% 0% 1% 1%
In-store literature/advertising 1% 1% 1%] 1%| 2%| 1%] 0%] 0%| 1% 1% 1% 1% 1%| 2% 1%] 1% 1% 1%| 1% 1% 1% 1% 1% 1% 0%
Research - consumer report 5%] 4%)| 8%| 5%| 8%| 4%| 0%] 5%| 5% 6% 0% 1%] 8%] 2%| 6%] 6% 2%| 5%| 4% 7% 3% 7% 7% 6% 7%
Size/bigger loads 1% 1%| 0%| 1%| 0%| 2%| 0%] 1%| 1% 1% 0% 2% 0%] 2%| 1%| 1% 2% 1% 1% 0% 2% 0%)| 1% 0% 0%
Water savings 0%] 1%]| 0%] 0%]| 1%]| 1%| 0%] 0%]| 1% 0% 0% 1%| 0% 0%] 0%] 1% 0%] 1%| 0% 1% 1% 0% 1% 0% 0%
First cost/not interested in EE 1% 1% 1%| 1%| 2% 1%] 0%] 1%| 1% 1% 0% 1% 1%| 2% 1%] 1% 1% 1% 2% 1% 0% 1% 1% 1% 0%
Bill savings/energy reduction 0%] 1%] 0%] 1%]| 0%| 0%] 0%] 0%| 0% 0% 2% 1%] 0%] 0%| 0%] 0% 0%| 0%] 1% 0% 0% 0%)| 0% 1% 1%
Friends/family/word of mouth 1% 1%| 0%| 1%| 1%] 1%| 0% 1%| 1% 1% 2% 1% 1%] 0%| 1%] 1% 0%| 0%] 2% 0% 1% 0%)| 0% 0% 0%
No clotheswasher/renter 1% 1% 1%] 1%| 1%] 1%] 0%] 0%| 1% 1% 1% 1% 1%| 2%] 0%] 0% 4% 1%| 1% 1% 2% 1% 1% 0% 1%
Research - Internet 2% 2% 4% 2%| 3%| 2%| 0%| 2%| 3% 3% 0% 1%| 3%| 1%] 3%] 3% 1%] 3%| 1% 2% 4% 2% 2% 2% 3%
Research 3% 2%| 5%| 3%| 3%| 2%| 0%] 3%| 3% 3% 0% 1%] 4% 1%| 3%] 3% 2%| 3%| 0% 4% 3% 3%)| 2% 3% 5%
BTUs/SEER/volts/wattage . . . . . . 0%]. . . . . .
Manufacturer information . . . . . . 0%].
Label/rating . . . . . . 0%]|.
Machine specifications . . . . . . 0%]. . . . . . . . . . . . . . . . . .
Other 1%| 1% 1%| 1% 1%]| 1%| 0%] 0%| 1% 1% 1% 1% 1%) 1% 1% 1% 1% 1%| 1% 0% 1% 0%)| 0% 0% 0%
Refused 0%] 1%]| 0%] 0%] 0%]| 1%| 0%] 0%]| 0% 0% 0% 1%| 0% 1%] 0%] 0% 1%] 0%| 0% 0% 1% 0% 0% 0% 0%
Don't know 10%) 13%| 5%| 9%| 10%| 12%| 0%] 11%| 9% 8%| 29%| 14%| 7% 15%| 8%| 8%| 17%| 8%| 19% 7% 11% 8% 10% 6% 4%)
N 1001] 632| 369] 370|] 260| 371 0] 254 747 885 109] 381| 620] 284| 717] 833 166| 824| 177] 560| 264 410] 167| 149 120
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Exhibit 4-19
Identifying an EE Clothes Washer (continued)

SINGLE FAMILY REBATE PARTICIPANTS
] )]

5| 55 € .
R £ z| =8
o o =i - - - 5| 532
N~ o <l g5l 55| el | 5| 8| |2
CW1. How would you indentify a clothes 5 E - w G = o]l =| = g X g X ‘; g I £ cl = =R
washer that is energy efficient? Sl 2l 21 91 2 Q| K 2| SlE&l 28132 8] & 8] &l 22
Energy Star label 40%| 45%]| 37%| 47%)| 37%]| 29%| 35%] 48%]| 38%| 40%| 53%] 42%| 40%| 47%| 40%| 41%| 29%
Utlllty recommendation, rebate 3% 3% 4% 2% 6% 6% 3% 3% 4% 4% 2% 3% 4% 0% 4% 4% 0%
Energy Guide indicating low energy usage 27%) 24%)] 30%]| 22%| 29%)]| 29%)| 36%] 24%| 28%]| 28%]| 13%] 26%| 27%] 6%]| 27%]) 27%| 22%
Salesperson 13%| 14%| 12%] 16%)| 15%| 11%| 4%| 13%| 12%] 13% 7%| 15%| 12%] 6%| 13%] 12%| 33%
Technology- horizontal axis, tumble acti 2%) 3%| 2%) 3%| 1%| 5%| 1%] 3%| 2% 3% 1% 3%| 2% 16%| 2%| 2% 6%
Brand 1% 1%| 0%] 1%| 0%| 0%| 0%] 3%| 0% 1% 0% 1% 0%] 0%| 1%] 1% 0%
In-store literature/advertising 1% 1% 1% 1% 3% 0% 1% 0% 1% 1% 3% 2% 1% 0% 1% 1% 0%
Research - consumer report 2%) 1% 3%) 3%| 2%| 2%| 3%] 2%| 3% 2% 1% 2%|[ 3%] 0%| 2%] 2% 0%
Size/bigger loads 0% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Water savings 2% 3% 2% 3% 0% 3% 2% 4% 1% 2% 0% 0% 3% 0% 2% 2% 0%
First cost/not interested in EE 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Bill savings/energy reduction 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0%
Friends/family/word of mouth 0%] 0% 0%| 0%| 0% 1%| 0%] 0%| 0% 0% 0% 1%| 0%] 0%| 0%] 0% 0%
No clotheswasher/renter 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Research - Internet 1% 0% 1% 1% 0% 1% 0% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0%
Research 2% 2% 2% 2% 2% 2% 1% 3% 2% 2% 0% 2% 2% 0% 2% 2% 0%
BTUs/SEER/volts/wattage 0%] 0%] 1%] 1%] 0%] 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Manufacturer information 1% 0% 1% 0% 1% 2% 1% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0%
Labe I/rating 3% 2% 3% 2% 5% 3% 3% 1% 3% 3% 0% 2% 3%] 10% 3% 3% 0%
Machine specifications 1% 0% 1% 0% 1% 1% 1% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0%
Other 1% 1% 1%) 2%| 1%| 1%| 1%] 1%| 1% 1% 5% 0%| 2%] 0%| 1%] 1% 0%
Refused 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 9% 9%]| 10%| 6%| 9%]| 13%| 14%] 7%]| 10% 9%| 15% 9%| 9%| 15%] 9%] 9%| 27%
N 613] 271| 342] 230| 125] 157| 101] 145] 468] 568 35 148| 465 10] 601] 597 16
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Exhibit 4-20
Identifying an EE Air Conditioner

GENERAL POPULATION

v v 3 -
E| Ty € 23 |z =Sls |2
o HE| 2 2 = sgl 2 g | 8218 [gg) gl g
P Pl B £ =| = € w D c | & s ol s o| © o
o| = - ElES] 3| ¢S |£g|<glcs|cg| €
| E >c|l zcl sl £l | | <1< S| 5|2 | 3% 58] 5<|5<|5%
AC3. How would you indentify an air = = E o 8 = gl 28|l 2| =€ 5| & gl 2l =23 = 2l oo 2¢ 2] &5 23] 2
o ) ! gl z| s sl Sl S| el Egl Eglzel =] 5| =l 2zl | ElzE| s zglEZ|l gL 2
conditioner that is energy efficient? ol 2l 21 21 2] R Rl 2l Slgslegsl 2zl 81 & &l S| 23] 2| SIE5l 221551288686
Contractor 13%) 14%| 12%] 10%] 16%] 15%] 0%] 13%] 13%]| 14% 0%]  14%]| 13%]. 13%) 13%| 21%] 13%] 12%] 12%| 17%] 12%] 14%] 10%| 14%
Utility recommendation, rebate 3%) 1% 4%} 2%| 1%| 4%| 0%| 1%| 3% 3% 0% 0%]|  3%]. 3%| 2%| 16%] 3%| 0% 3% 4% 3% 6% 2% 0%
Energy Efficiency Rating/SEER 10%]) 12%]|  9%| 14%| 5%| 8%| 0%| 15%| 7%| 10%| 19% 8%| 11%]|. 10%) 11% 0%] 11%]| 6% 12%| 10%| 12% 3%| 11%| 15%
Consumer reports 12%) 9% 15%] 12%] 21%] 9%] 0%] 11%] 13%]| 12%| 11% 3%| 15%]|. 12%) 12%|  21%] 12%] 10%] 12%| 14%]| 11%] 14% 6%]| 10%
Energy Star 21%| 21%| 21%) 28%]  7%| 17%]| 0%] 22%]| 21%] 21%]| 24%| 17%| 23%]|. 21%) 21%|  16%] 23%]| 15%] 21%| 26%| 23%| 22%| 14%]| 24%
Salesperson 20%| 22%| 17%] 14%] 19%] 26%]| 0%] 18%]| 21%] 19%]| 33%| 25%| 18%]|. 20%| 20% 0% 20%] 19%] 20%| 21%]| 20%] 19%| 22%| 27%
In-store literature/advertising 1% 1% 1%] 1%| 1%| 1%| 0%]| 0%| 1% 1% 0% 2%]  0%]. 1%] 1% 0% 0%| 2% 1% 0% 1% 0% 2% 0%
Technology 0%] 1%] 0%| 1%] 0%] 0%] 0%] 1%| 0% 0% 0% 1%]  0%]. 0%] 0% 0%] 0%]| 0% 1% 0% 1% 0% 0% 3%
Manufacturer info 1% 2% 1% 1%| 5%| 1%| 0%| 2%| 1% 1% 0% 1%]  2%]. 1%] 1% 0%) 1%| 3% 1% 1% 1% 1% 3% 0%
Rating/label 9%|  9%]| 8%| 10%] 21%]| 4%]| 0%] 10%| 8% 9% 0%] 10%| 8%]. 9%| 8%] 16%] 10%| 3%] 11% 8% 9%| 11%| 12% 9%
First cost/not interested in EE 0%] 0%] 0% 0%] 1%] 0%] 0%] 0%| 0% 0% 0% 0%| 0%]|. 0%] 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Bill savings/energy reduction 0%] 0%] 0% 0%] 0%] 0%] 0%] 0%| 0% 0% 0% 0%| 0%]|. 0%] 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Friends/family/word of mouth 3%| 1%] 5%| 2%| 4%| 4% 0%] 1%| 4% 3% 0% 1%]  3%]|. 3%| 3% 0%] 3%| 3% 3% 2% 2% 3% 1% 2%
Renter 1% 0% 1% 0%| 0%| 1%| 0%]| 0%| 1% 1% 0% 0%| 1%]|. 1%] 1% 0%] 1%| 0% 1% 0% 1% 0% 2% 0%
Research - Internet 4% 1%| 8% 3%| 6%| 5%| 0%| 1%| 6% 5% 0% 2%]  5%]|. 4%] 4% 0% 5%| 2% 4% 6% 4% 8% 4% 0%
Research - other 5%l 7% 4%| 8%| 2%| 3%| 0%] 9%| 4% 6% 0% 6%|  5%]|. 5%| 6% 0%] 6%| 4% 7% 1% 9% 6% 9%]|  11%
BTUs/SEER/volts/wattage 0%] 0%] 0% 0%] 0%] 0%] 0%] 0%| 0% 0% 0% 0%| 0%]|. 0%] 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Brand 1% 1%] 0% 1%| 1%| 0%] 0%]| 1%]| 0% 1% 0% 0%| 1%]|. 1%] 1% 0%] 1%| 0% 0% 2% 0% 0% 0% 1%

Energy Guide . . . . . . 0%]. . . . . . . . . . . . . . . . . .
Other 2%) 2%| 1%) 2%| 1%| 3%| 0%| 3%| 2% 2% 0% 3%|  2%]|. 2% 2% 0% 2%| 3% 1% 3% 1% 0% 4% 0%
Refused 0%] 0%] 1%| 0%] 0%] 1%]| 0%] 0%| 0% 0% 0% 0%| 0%]|. 0%] 0% 0%] 0%]| 0% 0% 1% 0% 0% 0% 0%
Don't know 16%)| 16%| 17%] 13%| 20%| 18%] 0%]| 13%]| 18%| 15%| 33%| 22%| 14%|. 16%| 16%| 27%]| 14%]| 26%| 14%| 12%| 15%] 21%| 18% 6%
N 364| 175| 189 121 85| 158 0] 114] 250] 344 17 87| 277 0| 364] 356 8] 294 70| 217 77 159 65 57 44
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Exhibit 4-20
Identifying an EE Air Conditioner (continued)

SINGLE FAMILY REBATE PARTICIPANTS

[} )
il I B .
S I £ 2l > ¢
o| = s=l 2] ¢ g E| E2
o ElOE |zl zs|legl | 5| sl 5|2
AC3. How would you indentify an air 5 £ . w ol ol ol = ks £ % g % ‘; | & £ el = =R
conditioner that is energy efficient? el 2| 21 2 2] @ @ 2| SlEgl£sl 22| 8l & 8] &| 23
Contractor 5% 5% 5% 6% 3% 8% 1% 8% 4% 5% 0% 4% 5% 0% 5% 5% 2%
Utl]]ty recommendation, rebate 4% 5% 4% 4% 3% 9% 1% 6% 4% 4% 5% 5% 4% 0% 4% 4% 0%
Energy Efficiency Rating/SEER 29%] 28%| 30%] 25%] 30%]| 29%)] 37%] 29%]| 29%] 30%]| 15%]| 23%| 31%| 52%| 29%] 29%]| 30%
Consumer reports 5% 4% 6% 4% 2% 5% 8% 6% 5% 5% 2% 3% 5% 0% 5% 5% 0%
Energy Star 30%] 39%]| 22%| 36%]| 20%]| 23%| 31%] 39%]| 26%] 28%| 66%| 37%)| 28%) 74%]| 29%] 30%| 16%
Salesperson 15%]) 14%)| 15%| 17%| 17%] 16%]| 6% 15%]| 14%| 15% 8%\ 17%| 14%| 0%]| 15%] 14%| 21%
In-store Iiterature/advertising 2% 2% 2% 1% 1% 2%| 4% 2% 2% 2% 3% 1% 2% 0% 2% 2% 11%
Techno [Ogy 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Manufacturer info 2% 2% 2% 1% 4% 3% 3% 1% 3% 2% 0% 3% 2% 0% 2% 2% 0%
Rati ng/labe[ 1% 1% 2% 1% 2% 4%| 0% 1% 1% 1% 0% 1% 1% 0% 1% 1% 0%
First cost/not interested in EE 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Bill savi ngs/energy reduction 0% 1% 0% 0% 0% 0%| 2% 0% 0% 0% 0% 2% 0% 0% 0% 0% 0%
Friends/fami Iy/word of mouth 0% 1% 0% 0% 0% 0%| 2% 1% 0% 0% 0% 1% 0% 0% 0% 0% 0%
Renter 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Research - Internet 2% 0% 3% 3% 1% 3%| 0% 0% 2% 2% 0% 1% 2% 0% 2% 2% 0%
Research - other 1% 0% 2% 1% 1% 1% 2% 0% 2% 1% 0% 0% 1% 0% 1% 1% 0%
BTUs/SEER/volts/wattage 1%] 0%]| 2%] 0%]| 4%| 2%| 1%] 0%]| 2% 1% 0% 1%| 1%] 0%] 1%] 1% 0%
Brand 0%] 0%]| 0%]| 0%| 1%] 0%]| 0%] 0%] 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0%
Energy Guide 4% 5%| 4%| 4%| 4%| 3%| 7%] 3%| 5% 5% 3% 5%|[ 4%] 0%] 5%]| 5% 0%
Other 1%] 1% 2%] 1%] 0%] 1%| 3%]| 1%] 2% 2% 0% 1%| 2% 0%| 2%]| 1% 0%
Refused 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 11%] 10%)| 12%]| 12%| 15%)] 10%]| 9%] 9%| 12%| 12% 8% 15%| 11%| 0%]| 12%] 11%| 30%
N 427) 193| 234] 137 76| 136] 78] 112] 315 398 21 95 332 6] 419] 415 12

Quantum Consulting Inc. A-29 Appendix A



Exhibit 4-21
Identifying an EE Heater

GENERAL POPULATION
o

% = % o) % l-\—'w- E E el § el o é
B 2| B g 2zgl 2 91z | 82|88 |3a]|3=|gc
S5 58] 3 S E[E &l ©| ©|% 25l 2ol 22l 28 2
o ST 3T S g sl EZ| 5| ¢l g [E2|lcglES| 5|
= - el zel el 2l S| sl sl S=l o |2 | 2|58 2| 2| 28
AC6. How would you indentify a heater thatis] —| T T = = = BER B S o} g g2l 2l =3 = 2l o | T8 20| 23| 20 25
energy efficient? £ z[ g © 8 8l 3 S 2]l e Eglze| = 5 z SRS H glzZ| 8¢zl eEd| el 2L
8y efficient! Sl 2l 21 2 | K 3 2 Sleglesl 3 5] 2 &) F[S3| Z| S|FE| 22|65 E|le6|aS[E0
Contractor 12%]) 13%| 11%] 12%] 20%]| 10%]| 0%] 14%| 12%| 13% 6%| 13%]| 12%]. 12%) 12%|  24%) 12%| 12%| 12%] 14%| 13%| 14% 8%| 19%
Utility recommendation, rebate 5%| 5%| 5%| 4%| 4%| 7%| 0%| 5%| 5% 5% 4% 4%|  5%]|. 5%) 5%| 20%| 5%| 3% 6% 4% 7% 7% 5% 7%
Consumer reports 13%] 10%| 16%] 12%]| 20%| 11%]| 0% 10%| 14%) 13%| 11% 9%]| 14%]. 13%) 13%| 16%] 13%| 12%| 14%| 11%| 13%] 11%| 11%| 16%
Energy Star 27%| 28%| 26%]| 34%)| 27%| 18%| 0%| 29%| 26%]| 27%| 32%| 24%| 28%)|. 27%| 27%|  28%) 30%| 16%] 30%| 29%| 33%| 27%| 28%| 33%
AFUE/Efficiency rating 10%| 10%| 10%| 9%| 8%| 11%| 0%] 12%| 9%| 10% 8% 8%| 10%]. 10%) 10%| 18%| 11%| 5%| 11%| 11%| 10% 9% 9%| 17%
Salesperson 19%] 20%| 18%] 16%]| 18%| 24%| 0%] 18%| 20%| 20%| 14%| 23%)| 18%]|. 19%) 19%| 20%] 19%| 19%] 18%| 23%| 19%| 19%| 15%| 24%
In-store literature/advertising 2% 2%| 1%] 3%| 1%| 0%| 0%| 3%| 1% 2% 3% 3%| 1%]|. 2% 2% 0%] 2%| 1% 2% 2% 2% 2% 4% 1%
Tech I’10|Ogy 0%]| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 3% 1%| 0%]. 0%| 0% 0%| 0%| 0% 0% 1% 0% 0% 0% 0%
Manufacturer info 1% 2%| 1% 1%| 4%| 1%| 0%| 1%| 1% 1% 0% 2% 1%]|. 1% 1% 0%] 1%| 1% 1% 1% 0% 1% 3% 2%
Rating/label 6%| 5%| 7%| 6%| 7%| 5%| 0%| 5%| 6% 6% 0% 5%| 6%]|. 6%| 6% 0%| 6%| 3% 7% 5% 5% 8% 6% 7%
First cost/not interested in EE 1% 0%| 1%] 0%| 0%| 1%| 0%| 1%| 0% 1% 0% 0%| 1%]|. 1% 1% 0%] 0%| 1% 0% 1% 1% 0% 0% 2%
Bill savings/energy reduction 1% 1%| 0%] 1%| 0%| 0%| 0%] 1%| 1% 1% 2% 1%| 0%]. 1% 1% 0%| 1%| 0% 1% 0% 1% 3% 0% 0%
Friends/family/word of mouth 2%) 2%| 3%| 3%| 2%| 2%| 0%] 3%| 2% 3% 0% 2% 2%|. 2% 2% 0%| 3%| 1% 2% 3% 1% 1% 5% 0%
Renter 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%]. 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Research - Internet 4%) 3%| 4%| 4%| 4%| 4%| 0%] 3%| 4% 4% 1% 2%|  4%|. 4% 4% 0%| 4%| 1% 4% 5% 4% 6% 2% 6%
Research - other 5% 4%| 6%| 6%| 2%| 4%| 0%| 5%| 4% 5% 0% 3%| 5%]|. 5%] 5% 0%] 4%| 6% 5% 3% 5% 3% 6% 5%
BTUs/ SEER/volls/wattage 1% 1% 1%] 2%| 1%| 0%| 0%| 2%| 0% 1% 0% 2%|  1%l]. 1% 1% 0% 1%| 1% 1% 0% 1% 0% 2% 2%
Brand 0%] 0%| 0%] 0%| 0%| 0%| 0%| 1%| 0% 0% 0% 0%| 0%]. 0%] 0% 0%] 0%| 0% 0% 1% 0% 0% 0% 0%

Energy Guide . . . . . . 0%]. . . . . . . . . . . . . . . . . .
Other 2% 1%| 3% 1%| 1%| 4%| 0%| 2%| 2% 2% 0% 1%| 3% 0%| 2%| 2%| 10%| 2%| 1% 2% 3% 3% 3% 3% 0%
Refused 0%] 0%| 0%] 0%| 0%| 0%| 0%| 1%| 0% 0% 0% 0%| 1%]. 0%| 0% 0%| 0%| 0% 0% 1% 1% 0% 0% 0%
Don't know 14%| 16%| 12%]| 13%| 13%| 17%]| 0%] 13%| 15%| 12%| 34%| 20%| 12%]|. 14%| 14%|  22%| 12%]| 24%) 12%| 13%| 12%]| 12%| 15% 5%
N 600] 274| 326] 226] 163] 211 0] 156| 444 552 43 155| 445 0] 600y 587 13] 4961 104 359 137 262 100 100 80
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Exhibit 4-21
Identifying an EE Heater (continued)

SINGLE FAMILY REBATE PARTICIPANTS
HEAE

2 PE| S £ z| > &
o| S EN 8 E| E2
o . = lzslzslegl S| 5| sl 5|l fz2
AC6. How would you indentify a heater that is 5 E -l o]l © ol ol =l gl & < g <l = £ i £ el = =3
energy efficient? ol 2l 2l Bl 21 @1 @l 2| Sleslealsal 5] & 8] F|32
Contractor 3% 3%| 3%] 3%| 1%| 6%| 2%] 4%| 3% 3% 0% 3%| 3%| 15%| 3%] 3% 1%
Utility recommendation, rebate 5%) 3%| 6% 4%| 8%| 8%| 3%] 3%| 5% 5% 3% 2%| 6% 0%| 5% 5% 0%
Consumer reports 6% 6% 7% 6% 6% 8% 6% 7% 6% 6% 1% 8% 6% 0% 7% 6% 9%
Energy Star 30%] 35%)| 26%] 33%)| 25%]| 22%| 33%] 35%| 28%| 30%]| 43%| 32%| 29%] 26%]| 30%] 30%] 31%
AFUE/Efficiency rating 24%) 19%| 27%]) 22%| 24%)| 22%)| 29%] 20%]| 25%) 24%| 11%] 22%| 25%] 41%)| 24%)| 24%| 18%
Salesperson 18%)| 18%)| 18%] 21%| 26%| 17% 6%] 18%]| 18% 19% 13% 20%)| 18% 9% 18%] 18% 21%
In-store Iiterature/advertising 1% 0% 1% 1% 0% 1% 0% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0%
Technology 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%| 0% 0%
Manufacturer info 1% 1% 2% 0% 2% 3% 1% 1% 1% 1% 0% 1% 1% 0% 1% 1% 0%
Rating/label 4% 3% 4% 2% 4% 5% 5% 3% 4% 4% 2% 3% 4% 0% 4% 4% 0%
First cost/not interested in EE 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%| 0% 0%
Bill savings/energy reduction 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%] 0% 0%
Friends/family/word of mouth 1% 2% 1% 0% 0% 2% 3% 2% 1% 1% 0% 1% 1% 0% 1% 1% 0%
Renter 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%| 0% 0%
Research - Internet 1%| 0%| 2%] 1%| 2%| 1%| 2%] 0%| 2% 1% 0% 0%| 2% 0%| 1%| 1% 0%
Research - other 1% 1% 1% 1% 2% 1% 0% 0% 1% 1% 0% 1% 1% 0% 1% 1% 0%
BTUs/SEER/volts/wattage 1% 1%| 0%] 0%| 1%| 3%| 0%] 1%| 1% 1% 0% 1%| 1% 0%| 1%| 1% 0%
Brand 0%] 1%| 0%] 1%| 0%| 0%| 0%] 1%| 0% 0% 0% 0%| 1% 0%| 0%] 0% 0%
Energy Guide 3% 5% 2% 4% 0% 1% 6% 4% 3% 3% 2% 7% 2% 0% 3% 3% 0%
Other 2% 2% 1%] 2%| 0%| 1%| 2%] 2%| 1% 1% 7% 0%| 2% 0%| 2%| 2% 0%
Refused 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%] 0% 0%
Don't know 10%] 10%]| 10%] 8%| 11%| 12%] 12%] 10%]| 10% 9%| 20%] 11%| 10%] 24%| 10%] 10%]| 20%
N 540] 225| 315] 194 111 145] 90} 123| 417] 502 28 116| 424 6| 532] 527 13
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Exhibit 4-22
Source of Awareness of Energy Efficient Pool Pump

GENERAL POPULATION
o

Pel 2. |2 A< |+ = 5

2w 2| | g =gl 2 Sz [gz2lg |88 8|8

P 2= £ =l =€l =| <] = S| 2 To| o 8 o

cuw| « O] & <] E| S O ol © cO|l Ea]lcs|lcs|c<c s

o~ — — Q IS = S} < o o

x| ' ] = 2 sl ST B ¢l 5 | €8xl e8|l g9 gaf L

gl T clzsl 25l el S| 5| 5| Sls2l of gl2 |2 2] 2= 2|28

PP2. How did you first become aware of =1 T 5} = gl =2l 221 ¢ & gl ¢ gl 2| =23 = 2|l 9 » gl 2o 27| 27 &7

o gl =zl 8| & Bl = Sl 5| 2| Eg|Eglze| £| 51 2| 2Plz8| 5| ElzE|ss|z2led| |2

energy efficient pool pumps? 2l <l z|l 2| 3] 2| A 2| sS|lEF| &S] O] &| ] F|535] 2| S|TC[ZE2| S| 20|80
In store point of purchase materials . . . . . . 0%].
Friends/family or neighbors . . . . . . 0%I|.-
Utility (bill insert, advertising, call . . . . . . 0%].
Ads on TV, Internet, newspapers , magazi . . . . . . 0%].
Sales person . . . . . . 0%].
Consumer reports . . . . . . 0%].
Department of Energy label . . . . . . 0%I|-
Energy Star label . . . . . . 0%].
Contractor . . . E E E 0%].
Came with the house . . . . . . 0%].
Came with new AC/heater . . . . . . 0%].
Work/business . . . . . . 0%].
Friends/family/word of mouth . . . . . . 0%].
Research . . . . . . 0%l].
Previous home . . . . . . 0%].
Other . . . . . . 0%l].
Refused . . . . . . 0%].

Don't know . . . . . . 0%. . . . . . . . . . . . . . . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-22
Source of Awareness of Energy Efficient Pool Pump (continued)

SINGLE FAMILY REBATE PARTICIPANTS
) )

- I . .

L ENE HEE

|4 o — - > LC) [+ s L

o O£ " | sl 58|zl | s| gl =z

PP2. Hon QId you first become aware of = o I w O o o s| =| Ex| €| 8| 2 £ sl = £3

energy efficient pool pumps? Sl sl 21 2 2 21 21 2] SlEglf£a]32] 5] & &8l (33
In store point of purchase materials 21%| 21%]| 21%| 22%| 31%| 16%]. 22%| 21%| 22%| 0%] 32%| 18% 22%]| 21%|.
Friends/family or neighbors 9% 6% 12%] 0%| 6%] 16%]. 0%| 13% 7%| 67% 6%]| 10%]. 9%]|  9%]|.
Utl]lty (bl” insert, advertising, call 5% 9% 2% 0% 6% 8%]. 0% 8% 5% 0% 18% 2%]|. 5% 5%].
Ads on TV, Internet, newspapers , magazi 11%]  3%]| 17%) 15%] 12%| 8%]. 4% 14%) 11% 0% 0%] 14%|. 11%] 11%].
Sales person 25%)| 35%]| 18%] 49%)| 19%] 14%|. 50%)| 15% 26% 0% 27%)| 25%]. 24%)| 25%]|.
Consumer reports 2% 0% 4% 7% 0% 0%]. 0% 3% 2% 0% 0% 3%]|. 2% 2%]|.
Department of Energy label 0%] 0%| 0%] 0%| 0%] 0%]. 0%| 0%] 0%| 0%] 0%] 0%]. 0%] 0%]|.
Energy Star label 0% 0% 0% 0% 0% 0%|. 0% 0% 0% 0% 0% 0%]. 0% 0%|.
Contractor 13%| 17% 9% 7% 19%| 14%]. 12%] 13% 12% 33% 18%| 11%]. 13%| 13%]|.
Came with the house 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Came with new AC/heater 0% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0%]. 0% 0%].
Work/business 3% 0% 5% 0% 0% 5%]|. 0% 4% 3% 0% 0% 3%]|. 3% 3%].
Friends/family/word of mouth 0% 0% 0% 0% 0% 0%|. 0% 0% 0% 0% 0% 0%]. 0% 0%|.
Research 1% 0% 2% 0% 0% 3%|. 0% 2% 1% 0% 0% 2%|. 1% 1%].
Previous home 4% 0% 7% 0% 0% 8%]|. 0% 6% 4% 0% 0% 5%]|. 4% 4%].
Other 0%] 0%| 0%] 0%| 0%] 0%]. 0%| 0% 0% 0% 0%| 0%l]. 0%] 0%]|.
Refused 0% 0% 0% 0% 0% 0%|. 0% 0% 0% 0% 0% 0%]. 0% 0%|.
Don't know 9% 9%| 10%] 0%]| 12%]| 14%]. 13%| 8% 10% 0% 0%)| 12%l|. 9%| 9%l|.

N 65 261 39 13 15 37 0 16 49 62 3 13 52 0 64 65 0
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Exhibit 4-23

Awareness of Two Speed Pool Pump

GENERAL POPULATION

v v " 3 -
o0 oo B — - ~ =) o
8 a T 5| ol =] @ 2 1 - Bl e el
80 oo soc| © e > s 2] 2|O] 2 249 o Nl 2| @
2 == IS £ =|=2E|lxl=]E T ] co|l s ol © o
o S L"OO S EEONL_)OE sVlcgl<dl=s2]< 5
PP10. What are the &~ = - o >\'Z® £ _ LEEIO&) 3 Sel g %2 %2 %“5
. T T " = ._g :—%OE 1 = S @.i"w‘“g 2o S_N 2El2El 22
benefits of a two-speed = | o ol = ) g X gx| 35 gl & gl sl =31 5] 2 0|l o= o I R
? S| 2| S| S| a| glol 3| £l =8| £2Eel ElE| &l £zl Elzs|si|zc|Ea|ia|i
pump el <l zl 2| o]l sl sl 2| S o & s ol ac] Ole|l O] sl olTo|lzs|loFlic Ol O]z O
More energy efficient 0%].
More expensive 0%].
Costs less to run 0%|.
Runs at high/low speed 0%].
Saves energy 0%
Other 0%
Refused 0%
Don't know . . . . 0% . . B . . . . .
N 0 0 0 0 0 o] O 0 0 0 0 0 o] O 0 0 0] 0] O 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
() Q
] I ]
e Bl g z| > 8
o s =9|¢8 S E| E 2
PP10. What are the ';_; = 5 C > é > é EO 2 = 5 '-E L %
i _ — — < < = =1 3 Q| L=
benefits of a two-speed I = 5| & 8 oo g 8 £ £<|= gl £ E < o 2 3
pump? 2l <l Zl £ 2] A2 2] S| £& £8]18: 518 Ol 5153
More energy efficient 21%] 28%]| 18%] 39%| 26% 6%]|. 37%] 16% 22% 0% 0%] 25%]. 21%] 21%
More expensive 5% 0% 8% 0%| 12% 6%]|. 0% 7% 6% 0% 0% 6%]|. 5% 5%|.
Costs less to run 7% 0%] 11% 0% 0%)| 17% 0%)| 10% 8% 0% 0% 9%]. 7% 7%|.
Runs at high/low speed 17%]) 24%)| 13%| 13%| 0%| 28% 21%| 15% 15% 50%| 17%]| 17%|. 17%) 17%
Saves energy 13%) 8%)| 15%| 0%| 25%| 17%]|. 0% 17% 14% 0%| 17%)| 12%]. 13%]) 13%
Other 7% 0%| 10%] 13%| 0%| 6%|. 0%| 9% 7% 0%] 0%| 8%]. 7%l 7%]|.
Refused 2% 0% 4% 0% 0% 6% 0% 3% 3% 0% 0% 3%]|. 2% 2%
Don't know 32%] 32%)| 33%]| 35%)| 37%| 28%]|. 31%| 33% 31% 50%)| 66%]| 26%]. 32%)| 32%].
N 32 9] 23 7 7 18] O 6| 26 30 2 41 28] 0] 32 32 0
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Consumer Attitudes About Energy Efficiency

Exhibit 4-24
Consumer Attitudes About Energy Efficiency

GENERAL POPULATION

%) ) 8
&5 . - 2l = » S >
owl HEls | g =lsel 3 Slz (g3l [3a]%<|E=
A4. Average ratings - Tell me how much you S5 ERel IS IS El=3] ©| Bl=5 25|l &8l E8|EY
di . | = = 71 = o} s| Ex] 2| o] = oc-|loceloca|loca|TCce
isagree or agree with each of these statements = E - - o| £ A <1 el o 5]l 2 55| 52| 5c|5<|5®T
i | =] T = =] ) szgl e el 5l sl g = 2= ¢| = 20|l 2%V a=]la=|a=°
(1 means strongly disagree, 10 means strongly 5| = 2| ol O ol o] | 8 £ <=5 2| 2| 5| =2(2F] §| S R e I e
= IS = = £ £ ol & S 0 S 2 2 2
agree Sl el ol elalglal el S) £4 £5cel Bl 2l o)l Z123] 2l S)ZB|2ZIBEfebleBlEb
My life is too busy to worry about making energy
related improvements in my home 2.9] 3.1 2.7 2.8] 2.8] 3.2/ 0.0] 3.0] 2.9 2.8 4.1 3.2{ 2.8] 3.11 2.9] 2.9 3.2] 2.8] 3.5 2.8 2.9 2.8 3.0 2.7 2.7
It is possible to save energy without sacrificing
comfort by being energy efficient 8.1] 8.0] 8.3] 8.1] 8.1 8.0] 0.0] 8.1] 8.1 8.0 8.5 7.9] 8.2] 8.2] 8.0] 8.1 8.1] 8.2| 7.6] 82 8.1 8.2 8.1 8.1 8.3
It is worth it to me for my household to use less
energy in order to help preserve the environment 8.3] 8.3] 8.1] 8.4] 8.4 8.110.0] 8.2 8.3 8.2 8.8 8.4] 8.2] 8.5] 8.2] 8.2 8.6] 8.3| 8.2 8.3 8.3 8.3 8.1 8.4 8.4
N 1001] 632] 369] 370] 260]| 371] 0] 249] 742 878 106] 375]|616] 280] 711] 825] 165]817| 174] 557| 260] 408] 165 149] 120
SINGLE FAMILY REBATE PARTICIPANTS
gé”@ o |2
pwml L|s 2 =[x 8
A4. Average ratings - Tell me how much you S 5 el B 5 El= 38
di . ~ oz — = 7| = 9 s| E T
isagree or agree with each of these statements F|l = > S T ] I e B
(1 means strongly disagree, 10 means strongly = T E ol O ol = g g ) g 21z g g| gf & 2 =3
agree) sl 2] 5] of & ol 9] 51 £ = 8 = 8 % ol €] & 2| g1 =2
8 sl <l z1 ol ol 1 Al =] O o n aoal o<l Ol | Ol Sl>>
My life is too busy to worry about making energy
related improvements in my home 2.4) 2.3 2.50 2.3] 2.5] 2.3]2.5) 2.1] 2.5 2.4 3.3 2.2] 2.50 2.5] 2.4] 24| 2.6
It is possible to save energy without sacrificing
comfort by being energy efficient 8.5] 8.3] 8.7] 8.5] 8.3] 8.2/ 9.0] 8.6] 8.5 8.5 83| 8.1] 8.6] 89| 8.5] 85 9.1
It is worth it to me for my household to use less
energy in order to help preserve the environment | 8.8] 8.7| 8.9] 8.9| 8.8| 8.5| 8.8] 8.7| 8.8 8.8 8.5] 89| 8.8] 9.5| 8.8] 8.8] 8.3
N 600) 268| 332] 227] 122 152| 99] 144 456 555 35] 146] 454] 10| 588] 584 16
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Exposure to Energy Efficient Products

Exhibit 4-25
Where Consumer Bought Programmable Thermostat

GENERAL POPULATION
[ [ 8
el o |2 2] - » S ISy
= sl 2l B2 | Bes |25] 52| 35
ool S| 3 IS =| = & o -l 2 | & g ol © o T O
suw| s O & I} E| E 2 O ol o cU|l eyl cc|l 5] < =
x| -2 7] = Q sl S| 5 o] 5 2| og8lealegx] ©L
El £ dzslzslsgl 51 < 5| 5[<S2] of €] 2 2o 3] 2= 3<| 28
A17B_1. Where did you buy your programmable =] T 5 =l gl gLl 21zl gl g g &l=2F| £ 2o« gl 2al 25| 25| &5
Eéggu‘“oEE'EOEO;SEC??BOgg%igmiggdéd‘éu—J
thermostat? el S| 2l 2 S S 2| S|lEslES] S| 8] 8| 8] F|535| 2| S|FO|Z2E|CE|ES[EG| EC
Directly from contractor 17%) 15%] 20%] 19%]| 24%| 13%] 0%] 15%] 19%] 18% 0%]  19%]| 17%] 15%] 18%] 19% 0%] 20%| 8% 17%| 32%| 19%] 13%| 27% 19%
Home Improvement store(Home Depot,Hardwa 57%| 49%]| 64%] 54%| 52%)| 63%]| 0%] 52%]| 59%] 55%| 100%] 51%)| 59%]| 46%]| 58%] 55%| 76%| 54%]| 69%] 52%| 63%| 47%| 45%| 45% 70%
Big Box retailer(Target,K-Mart, Wal-Mart, 2%| 3%| 1%] 0%| 5%| 4%]|0%| 0%| 3% 2% 0% 6%| 1%]| 0%] 2%]| 2% 0%] 3%]| 0% 2% 5% 2% 6% 0% 0%
Manufacturer 1%] 0%| 1%] 0%] 5%]| 0%|0%] 0%| 1% 1% 0% 0%| 1%] 0%] 1%]| 1% 0%] 1%] 0% 1% 0% 1% 2% 0% 0%
Gift/free 3%] 6%] 0%] 0%]| 0%| 8%]|0%] 5%]| 2% 3% 0% 6%| 2%]| 10%] 2%]| 3% 0%] 4%]| 0% 4% 0% 5%| 6% 0% 0%
Utility 2% 1%]| 3%] 0%| 5%| 4% 0%} 2%| 2% 2% 0% 0%| 3%] 0%] 2%]| 2% 0%] 1%] 8% 1% 0% 1% 2% 0% 0%
Other 2%| 4% 0%] 4%| 0%] 0%)] 0%} 7%| 0% 2% 0% 0%| 3%] 0%] 2%]| 2% 0%] 2%]| 0% 3% 0% 3%, 0% 0% 11%
DON'T KNOW 16%) 22%| 11%] 23%| 10%| 8%] 0%] 20%]| 15%] 17% 0%] 18%)| 16%] 29%]| 14%] 16%| 24%) 17%]| 15%] 20% 0%]| 21%]| 26%| 28% 0%
N 71} 31| 40 26] 21| 24 O] 18 53 69 2 17] 54 8] 63] 66 5] 60 11 51 9 42 20 9 13
SINGLE FAMILY REBATE PARTICIPANTS
el 2|2
S =| 3 e
el 2|8 £ z[ =&
sw| s O] & Is) E| ES
o~ o =] = ] = 2 < T
El & N I - N s S T I
A17B_1. Where did you buy your programmable 5 é e| gl ol ol =l = g % g % 3 g gl £ g %C"D 23
thermostat? Sl 2l 2l 21 2] &) 2| Sleasleasld3=] 5] 2| 8] 5[5
Directly from contractor 0%] 0%| 0%] 0%| 0%] 0%]|0%] 0%| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%| 0%] 0%]| 0%| 0%]|0%] 0%| 0%] 0%| 0%] 0%]| 0%] 0%| 0%] 0%| 0%
Big Box retailer(Target,K-Mart,Wal-Mart, 0%] 0%| 0%] 0%| 0%| 0%]|0%] 0%| 0%] 0%| 0%] 0%] 0%] 0%| 0%]| 0% 0%
Manufacturer 0%] 0%] 0%] 0%]| 0%| 0%]0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Gift/free 0%] 0%] 0%] 0%| 0%| 0%]0%] 0%]| 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Utility 0%] 0%] 0%] 0%]| 0%| 0%]0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Other 0%] 0%] 0%] 0%| 0%| 0%]0%] 0%]| 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
DON'T KNOW 0% 0%[ 0%] 0%| 0%] 0%[0%] 0%] 0%] 0%] 0%] 0%| 0%] 0%| 0%| 0%] 0%
N 0 0 0 0 0 0] 0 0 0 0 0 0 0 0 0 0 0
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Where Customers Bought Dual Pane Windows

Exhibit 4-26

GENERAL POPULATION
o
ow BL| S g = =g 2| 9] 3 g 4| B R I R
i = IS = =| = & w D c | & c ol © 9| ® @
| = NN SlEZ| 2| |2 |t2lfElegs| eS|
= el zel el 5l | o] £l S| S| 5|2 | 5% 58] 5<|5<|3%8
A17B_2. Where did you buy your dual-pane =1 = E o 8 = gl g2l 22| €8 5 g gl Ll =23 g Sl o w|l Sg 2]l 2| 20| &2
: gl z| § Sl 8l S| £l Eg| £z =l 5| 2| 28| 5| ElzZ|ss|lzglegs|zE| Bl
windows? Sl 2| 21 21 21 @ 2 2| S|legles| 2] 5] 2 8] F[S5] 2| S|FE| 2| GE|ES|EG|ES
Directly from contractor 28%| 26%]| 32%| 20%]| 37%| 48%]| 0%] 15%]| 35%) 27%| 39%]| 29%| 28%| 6%| 30%| 30% 0%] 30%] 18%| 29%| 33%| 27%] 26%| 30%| 51%
Home Improvement store(Home Depot,Hardwa 25%| 32%| 17%| 28%]| 30%| 16%] 0%] 35%| 20%] 28% 4%|  43%| 16%] 19%] 26%] 25%| 25%] 27%| 16%| 31%| 14%] 34%| 22%| 36%| 37%
Big Box retailer(Target, K-Mart, Wal-Mart, 2%| 2%| 3%] 4%| 0%| 0%| 0%] 4%| 2% 3% 0% 0%| 4%] 0%| 3%] 3% 0%] 3%| 0% 2% 6% 2%)| 6% 0% 0%
Local retailer 3%| 3%| 4%] 2%]| 10%| 4%| 0%] 4%| 3% 3% 4% 0%| 5%] 0%| 3%] 3% 0%) 3%| 2% 4% 2% 5% 2% 6% 6%
Specialty retailer 22%| 15%]| 30%)| 24%]| 10%| 20%)| 0%] 21%]| 22%] 23%| 14% 5%| 30%] 0%]| 23%] 21%| 25%] 20%]| 29%| 19%| 25%| 19%| 22%| 19% 5%
Manufacturer 3%| 0% 7%| 4%| 7%| 0%] 0%] 0%| 5% 4% 0% 0%| 5%] 0%| 3%] 3% 0%| 4%]| 0% 1%]  14% 1% 0% 2% 0%
Utility 1% 2%| 0%| 2%| 0%]| 0%| 0%] 4%| 0% 1% 0% 0%| 2%] 0%| 1%} 1% 0%] 1%] 0% 2% 0% 0% 0% 0% 0%
HUD/city 1% 0%| 3%| 2%| 0%]| 0%| 0%] 0%| 2%| 1% 0% 0%| 2%] 0%| 1%} 1% 0%] 0%] 8% 0% 0% 0% 0% 0% 0%
Other 1% 2%| 0%] 2%| 0%]| 0%]| 0%} 4%| 0% 1% 0% 4%| 0%] 0%| 1%| 0%| 25%]| 1%| 0% 2% 0% 2%)| 0% 6% 0%
DON'T KNOW 12%) 18%| 5%]| 13%| 7%]| 12%| 0%| 15%| 11%| 10%| 38%| 19%| 9%| 75%| 8% 11%| 25%| 9%| 27%| 10% 6%| 10%| 21% 0% 0%
N 109 54 55 54 30| 25 o] 28| 81 98 10 34 75 6] 103] 105 4 93 16 72 21 57| 21 20 18
SINGLE FAMILY REBATE PARTICIPANTS
) )
-1 - .
R £ Zl 2 ¢
o o 5 m 5 | § g % E f
; = = " | <l zs|s8l=gl 5| | z| 2|52
A17B_2. Where did you buy your dual-pane 5 = =1 B ] Y e s| sl 8 < g £l =8| & g gl =l = 3
windows? Sl =l 21 21 G 2] S 2] Slesleal el S 2 S F[S3S
Directly from contractor 0%] 0%| 0%] 0%] 0%] 0%]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%] 0%|] 0%| 0%] 0% 0%
Big Box retailer(Target, K-Mart, Wal-Mart, 0%| 0%| 0%| 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Local retailer 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Specialty retailer 0%] 0%] 0%] 0%]| 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Manufacturer 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Utility 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%
HUD/city 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%
Other 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0% 0%] 0% 0%
DON'T KNOW 0%| 0%] 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%[ 0%] 0%| 0%] 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-27
Where Customers Bought Motion Sensor

GENERAL POPULATION
o
e 2 IS > 8 S
T2l S 5] © ol =] @ 5wl = R =S
ol |8 2 S = O & 24l g ol 2| g
5SS 50|38 5 R O| 8| 5 2G5l 2ol 28128 8¢
x| ¢ e e Q 5| Ex s| o] 5 cZ|Selsca|l ol Se
E|E cslzslzgl Sl o 5| S|S2| o g2 | 23| 28| z2=|z2=| 28
A17B_5. Where did you buy your = T 3 = sl 22l &l & g g 2l =3 5l 2] @« 2l 2ol 25| &%) S0
' d gl ozl 8| o8l Sl Sl Sl sl Exlzel &l 32| 22| E|E|zE|sE|=2|Ed| gL
motion sensors? el Sl 2l 21212122 Slesles]8e)15] 218 E[S5] Z|S|FO| 22|65l E6|E6|ES
Home Improvement store(Home
Depot,Hardwa 100%] 100%]| 0%] 100%]| 0%)] 0%] 0%] 0%| 100%] 100% 0%] 100%)] 0%] 100%)] 0%] 100% 0%] 100%] 0%] 100% 0%] 100%] 100% 0% 0%
N 1 1 0 1 0 0o 0O O 1 1 0 1 0 1 0 1 0 1 0 1 0 1 1 0 0
SINGLE FAMILY REBATE PARTICIPANTS
[ [}
FE| 2| B
- o [} -~ 9
g2l 2|2 | & HE
x| = 3 u.J 5 | = O % S T
= £ 1zl z¢]| o g = | 5 o
H _ L — v o O = = <@ L =
AW.B’S' Wher?ed|d you buy your 5 | < s 8 ol o g 43 g < E<¥| =8 é g g | 235
motion sensors? el <lzl SIFII|Ale]l S|ESIEF)S=10] 2| 8] 53
Home Improvement store(Home
DePOt;Hardwa 0% 0%]| 0% 0%| 0%| 0%] 0%| 0% 0% 0% 0% 0%]| 0% 0%]| 0% 0% 0%
N 0 o] 0 of of o o] o 0 0 0 of O o O 0 0
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Exhibit 4-28
Where Customers Bought Weatherstripping

GENERAL POPULATION
o
goz % L 41 - & 8 1)
S 2 Sg| o 1) o n =12 T owl s Tl T S
Q0 oo coc| @ > > - Ol % Pl ) 25l 2| &
20 o ==l B = =| =€ [T e s | g co|l so| 8 v
& 0 s O] o S E|E S O =3 s} cU|lcalecsoc|lcS|< 5
| « =7 — 71 = 9 < Tl =| ¢| = ool aloalTC8
= E > c zcl o @ = = _ el I g s| & 3958 ER RS S_g
A17B_9. Where did you buy your -1 T 5 =| & =] sl El sl g g 2|23 E| 2lea| el Be]len|aiey
ippi ozl 8| s 2 sl 3 5| £l E£x2| £32lzg| | 5| 2| Bl2E| 5| E|lzE|sg|zelzE|Es| gL
weatherstripping? Sl 21 21 21 21 K2 2| 5| £g] £&|82] 8] | | S|55| F| S|FE[2 |G E|EG|E5[ES
Directly from contractor 12%|  7%] 20%| 12%]| 0%)| 15%| 0%] 12%| 12%| 12% 0% 6%| 16%]| 0%]| 14%] 14% 0% 12%] 16%]| 11%] 13%]| 11% 0%| 22% 9%
Home Improvement store(Home Depot,Hardwa 73%| 72%]| 75%] 68%| 82%| 80%] 0%] 58%)]| 80% 73% 100%]|  75%| 72%]| 58%]| 75%| 71%| 85%| 76%]| 47%| 74%| 87%| 76%| 83%| 56%| 84%
Specialty retailer 2%| 4% 0% 4%| 0%]| 0%] 0%] 7%] 0% 2% 0%]  0%| 4%]| 0%] 3%] 3%| 0%] 0%|22%] 0%| 0% 0%] 0%| 0%] 0%
Gift/free 2%| 4% 0% 4%| 0%]| 0%] 0%] 7%] 0% 2% 0%]  6%| 0%] 18%] 0%] 3%| 0%] 3%| 0%] 3%| 0% 4%] 17%| 0%] 0%
Utility 2%| 4% 0%| 4%| 0%]| 0%] 0%] 7%| 0% 2% 0%]  6%| 0%]| 0%] 3%] 3%| 0%] 3%| 0%] 3%| 0% 0%] 0%]| 11%]| 0%
HUD/city 2%| 4% 0% 4%| 0%]| 0%] 0%] 0%] 3% 2% 0%]  6%| 0%] 18%] 0%] 0%| 15%] 3%| 0%] 3%| 0% 4%] 0%| 11%]| 0%
Landlord 1% 1% 0%] 0%| 9%| 0%| 0%| 0%| 1% 1% 0% 0%| 1%| 6%| 0%] 1% 0%] 1%| 0% 1% 0% 1% 0% 0% 4%
DON'T KNOW 5% 4%[ 6% 4%| 9%| 5%| 0%] 7%| 4% 5% 0% 0%| 8%] 0%| 5%| 6%] 0%| 3% 16%| 4%| 0%| 4%| 0%| 0%| 4%
N 56| 32| 24| 25| 11| 20] Of 15| 41 55 1 20| 36 7| 49| 48 8] 50 6 43 7 32 9 10 13
SINGLE FAMILY REBATE PARTICIPANTS
| 2|
S = =
ol Pl £ zlz ¢
& 0 s O] & S = S
| =5 457 = e sl ET
_ E| g " | g5 zsl=g| | sl gl 5|2
A17B_9. Where did you buy your 5 -l =l wl 8 L]l ol B = g £ g 15| & g = E 5
weatherstripping? Sl 2| 2l 21 @] Sl 2] 5] =& £2]3=] O] 2] 5] F[5°
Directly from contractor 0%] 0%]| 0%] 0%| 0%| 0%] 0%] 0%] 0% 0% 0%] 0%| 0%] 0%] 0%] 0%| 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%| 0%] 0%| 0%| 0% 0%] 0%| 0% 0% 0%] 0%]| 0%] 0%| 0%]| 0%] 0%
Specialty retailer 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%]  0%| 0%] 0%] 0%] 0%| 0%
Gift/free 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%] 0%| 0%] 0%] 0%] 0%| 0%
Utility 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%]  0%| 0%] 0%] 0%] 0%| 0%
HUD/city 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%] 0%| 0%] 0%] 0%] 0%| 0%
Landlord 0%]| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%| 0%] 0%] 0%] 0%] 0%
DON'T KNOW 0%]| 0%| 0%] 0%| 0%| 0%]|0%] 0%| 0% 0% 0%| 0%| 0%]| 0%| 0%] 0%| 0%
N 0| 0 0| 0 0 of 0 0 0| 0 0 0 0 0 0 0 0
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Exhibit 4-29
Where Customers Bought Water Heater

GENERAL POPULATION
o
Psl 2,2 e |2 :5ls |58
o il s Q > = ¢ ] ol 2 249 3 gal g 8=
ool ool L £ = = € s =] = [ so| so| 8 o
csw| s O] O o IS S O ol © cU|lcual | 3| < 5
| « -7 = 71 = ol S| EX|] =| ol £ SZ| ool ol &l o8
= [= >c| =2 ¢ ) = . el & © sl 2 5ol 58] 5] 5<| 5¢
_ T I w — cl s3]l s¢] & ¢ = 5 9] | L= o =l o 20|l 291 2= 2=| 2=
: gl 2| s| gl 8 «f ol 5| £l 2% EEl s £l 2| s| 22| Z| El:i|s:|2E|esles| s
A17B_10. Where did you buy your water heater? ° S > Y 2 Y1 9 2 S|lE&l£&] 22 35 2 3 H z SIE5| 22| 55lE6l 8685
Directly from contractor 24%| 11%)| 43%]| 23%| 50%| 25%| 0%| 14%| 32%| 24% 0% 0%] 33%| 0%| 29%| 29% 0%] 21%| 50%] 23% 0%]| 23% 0%| 17%| 50%
Home Improvement store(Home Depot,Hardwa 53%] 61%)| 43%| 62%]| 0%| 25%| 0%| 71%| 39%] 53% 0%]  61%| 50%| 37%]| 56%] 56%| 37%| 53%| 50%| 51%| 77%| 51%| 58%| 65%| 50%|
Specialty retailer 4% 0%| 10%] 0%] 0%] 25%| 0%] 0%]| 8% 4% 0% 0%] 6%] 0%| 5%| 5% 0%] 5%| 0% 5% 0% 5% 21% 0% 0%
HUD/city 6%| 11%]| 0%] 8%| 0%] 0%] 0%] 0%| 11% 6% 0%] 23%| 0% 37%] 0%] 0%| 37%] 7%| 0%| 8% 0% 8% 0%] 17% 0%
REFUSED 2%] 0%| 4%| 0%] 50%] 0%| 0%] 0%]| 3% 2% 0% 0%] 3% 0%| 2%| 2% 0%] 2%| 0% 0%]| 23% 0% 0% 0% 0%
DON'T KNOW 10%| 18%| 0%|] 8%| 0%| 25%| 0% 14%| 8%| 10% 0% 16%| 8%| 26%| 7%| 7%| 26%| 12%| 0%| 13% 0%]| 13%] 21% 0% 0%
N 19 10 9 13 2 4 0 7 12 19 0 5 14 3 16 16 3 16 3 14 2 14 4 6 2
SINGLE FAMILY REBATE PARTICIPANTS
. .
25| 25| ¢
ral 22l 2 £ zl =8
csw| s O] O o £ [}
& o =Tl =71 = ] S| EX
= = > > ) £ = w| g
T| T w <l §51 58] ¢ = 5 9 o T2
) =l = gl o« 9 wf of T 8les| Bl =S| & | 5| | £2
A17B_10. Where did you buy your water heater? °] = 21 9 21 2 2 2 sle&lzsl 22 8] & 8] &l==
Directly from contractor 0%] 0%]| 0%] 0%| 0%] 0%] 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0% 0% 0% 0%| 0%] 0%| 0%]| 0% 0%
Specialty retailer 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
HUD/city 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%]| 0% 0%
REFUSED 0%] 0%]| 0%] 0%|] 0%] 0%] 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%
DON'T KNOW 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%| 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0| 0 0| 0 0 0 0
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Exhibit 4-30
Where Customers Bought Low Flow Showerheads

GENERAL POPULATION

. L 1) 8 —
8| 25| & 2l |z <&ls |8
% & 2l & Q N S i Ol & g9l o a5l 2| 2a
] IR £ = =€ s =] = e so|l so| & o
csuw|] s O] S I} £ <] O ol © cU|lcalcc| <3| <5
& ~ =71 ="]= o S| ET — of = oZ|l Q) o] oa| ©.8
= )E >c|l <] 5 ¢ = = = = u? v g z| 2 2 S| 58] 3 sl 3] 28
A17B_11. Where did you buy your low flow - T 5 = &l g2l gl g & &l=23] 5| 2| @ gl 2ol 23 22| &2
: Elzl 5l sl 2| wl 9| 5| £[E5lcglzel 2| 5| 2| 2l2E| | E|z2|58|=2|gs| gL| gL
shower head? elel 21 2 2 P ) 2] Sleslealde)l o] 2f Sl F135) 2| SIFSI 2210l ECla Gl &0
Home Improvement store(Home Depot,Hardwa 15%) 0%| 15% 0%] 100% 0%] 0%] 0% 15%] 15% 0% 0% 15%] 0%| 15%] 15% 0%] 15%] 0%] 15% 0%| 15% 0%| 30% 0%
Costco 35%| 0%] 35% 0% 0%| 100%| 0%] 0%]| 35%] 35% 0% 0%]| 35%] 0%]| 35%] 35% 0%] 35%] 0%] 35% 0%| 35% 0%| 70% 0%
Specialty retailer 50%)| 0%]| 50%] 100% 0% 0%| 0%] 0% 50%]| 50% 0% 0%| 50%] 0%]| 50%] 50% 0%] 50%| 0%] 50% 0%| 50% 0% 0% 0%
N 31 O 3 1 1 1 0 0 3 3 0 0 3 0 3 3 0 3 0 3 0 3 0 2 0
SINGLE FAMILY REBATE PARTICIPANTS
EHENE
EE £ z[ 28
cu| « O] & I} gl £ ©
I =4 il Bl S 2 z| Ex
; £ E " <|zslzsl=g S| 5| z| =ffe
A17B_11. Where did you buy your low flow = R " 5] o ol = = g < g £l = 5| 2 g gl = =3
shower head? el 2l 21 P G 2| 2| 2| SleafeafS=] S 2| 6] S| S5
Home Improvement store(Home Depot,Hardwa 0%] 0%] 0%] 0%| 0%| 0% 0%] 0%] 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%,
Costco 0%] 0%] 0% 0% 0% 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%]| 0% 0%
Specialty retailer 0%] 0%]| 0% 0% 0% 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%]| 0% 0%
N o] 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0|
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Exhibit 4-31
Where Customers Bought Faucet Aerator

GENERAL POPULATION
[sal
éfjﬁ go i u"'m_ 2 2 o § - - é
% ‘0 el & o > = 2 41 O] 2 o9l @ 25l g | 2
80 o) 8 £ =l =g| =| 2| =& sz| ¢ so|l ol & o
& 0 s O] & I} = S Ol o] © cO|l sl cd|l ca| <=
A= 35 35 = e S| E] 5| ¢f 5 gxlcglex|ea]|eg
£l T w _| <l g5 ggleg Z|s| gl Sl o |2 (2o 2| 2s[2E[22
; 2l 2| s| sl Slslsol gl &l £ £zl £l s| S| 2lEE| | ElcE|se| 28| s 22
A17B_12. Where did you buy your faucet aerator? ol £ > E % 121 2 5 £ & F & S £ ol & e Sl = = z| ol O] Zz % Ozl colizolito
Home Improvement store(Home Depot,Hardwa 23%| 0%)| 23% 0%] 100%| 0%| 0%| 0%| 23% 23% 0% 0%] 23%] 0%]| 23%| 23% 0%| 23%| 0%] 23% 0%]| 23%] 100% 0% 0%
Specialty retailer 77%]) 0%| 77%] 100% 0%] 0%] 0% 0%| 77% 77% 0% 0% 77%) 0%| 77%| 77 % 0%| 77%| 0%} 77% 0%]|  77%| 0% 0% 0%
N 2] O 2 1 1 of of o 2 2 0 0 2] O 2 2 0 2l 0 2 0 2 1 0 0
SINGLE FAMILY REBATE PARTICIPANTS
& & 2
sE| 2| ¢
- £ z| > &
& W0 s O & I} £ [}
oz o = =] = 2 Z| Ex
=l = >c > c ol £ N I
1z I w _ c S g S 3] & ¢ | 5 o} ol T =
) 2l = s w Ol w|] O] E| £ ES el =8| &l 2l §| = =5
A17B_12. Where did you buy your faucet aerator? ol £l 2 Y 212121 2] 5 £& el ezl 5l &gl 81 &l
Home Improvement store(Home Depot,Hardwa 0%] 0%| 0%]  0%]| 0%| 0%] 0%] 0%] 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%
Specialty retailer 0%] 0% 0% 0% 0%] 0%] 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%| 0% 0%
N o] 0 0 0 of 0o o] O 0| 0 0| 0 o] 0 0| 0 0
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Exhibit 4-32
Where Customers Bought Insulation

GENERAL POPULATION
o
%4: gﬁ L i B > 8 S
s2f S g| ¢ o ° ” =l 9 S ol = R -3
80 oo| Bo S 9] > > = [} ] 29 ] 2 - R
Pool =l B £ =| = € o =1 2 c | 2 s ol smo| @ v
cuw| « O] © <] IS <] O ol cU|lcalcs|l 3| <=
& ~ =271 = ] S| ET = ol = oZ|l o]l o]l oca| ©.8
= [= >cl| ¢ o = . w| & ° sl 2 56l 58] 5| 5<| 58
_ T T w — cl 5 gl 52| 8 € = 5 9] ol 2 o Y 2w S_g a=| a=| a2
i insulati sz sl sl 8| sl ol S| SlEg| Edlzel £ 5| | Pl 28| E| ElzE|s5S|=8|lgd| | gl
A17B_13. Where did you buy your insulation? ° Z P g a S 9 = SlE&F £ &) 8 € 5 2 o) sl = = Z Sl T ol z % Ozl colizolito
Directly from contractor 40%| 19%] 69%] 40%| 80% 0%] 0%] 26%| 51%] 40% 0% 0%] 51%| 0%| 40%| 43% 0%| 44%| 0%] 47%] 33%| 51%] 56%| 23%| 50%
Home Improvement store(Home Depot,Hardwa 43%| 52%| 31%] 40%| 20%| 100%| 0%] 35%| 49%| 43% 0% 100%| 28%] 0%)] 43%| 46% 0% 37%| #484] 38%]| 33%| 33%| 44%]| 77%| 50%
Local retailer 6%| 10%]| 0%] 7%| 0% 0%]| 0%] 13%| 0% 6% 0% 0%]| 7%| 0%| 6%| 6% 0%| 6%| 0% 0%]| 33% 0% 0% 0% 0%
Gift/free 6%| 10%]| 0%] 7%| 0% 0%]| 0%] 13%| 0% 6% 0% 0%]| 7%| 0%| 6%| 0%]| 100%] 6%| 0% 8% 0% 8% 0% 0% 0%
DON'T KNOW 6%| 10%]| 0% 7%| 0% 0%]| 0%] 13%| 0% 6% 0% 0%]| 7%| 0%| 6%| 6% 0%| 6%| 0% 8% 0% 8% 0% 0% 0%
N 22 11 11 15 5 2 0 8 14 22 0 4 18 o 221 21 1 20 2 17 3 16 7 2 4
SINGLE FAMILY REBATE PARTICIPANTS
Q )
FEl 2yl E
oo |3 g z[ =2
cu| « O] & ] gl £ o
el o ST 3Y] = S 5| Ex
= = >c| =¢ ) = . [l I
T T W — cl S gl &§g] & € = 5 9] ol L=
gl sl sl g sl of | Sl EZ|EZ| =g & E| g| ® 2%
A17B_13. Where did you buy your insulation? Sl 2l 2] 2| 2 Ql @ 2| Sleslsgsl a2zl 8 g 8] &1 22
Directly from contractor 0%] 0%| 0%] 0%| 0% 0%] 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%
Local retailer 0%] 0%] 0%] 0%| 0% 0%] 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%
Gift/free 0%]| 0%| 0%] 0%| 0% 0%]| 0%] 0%| 0% 0% 0% 0%]| 0%| 0%| 0%| 0% 0%
DON'T KNOW 0%] 0%| 0%] 0%| 0% 0%]| 0%] 0%| 0% 0% 0% 0%]| 0%| 0%| 0%| 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-33
Where Customers Bought Other Equipment

GENERAL POPULATION
o
EHENE e 2., |<8ls |22
2 2 sl 2 Sl2 |22]8 |§al8<| 8
s 4| s0] 2 S ElE el © sl 5 £06l 2ol 28] 28 gg
oz o = = ] = o < T = 9] Pl T2l 9|l oAl ©&
= = zc|l 2¢c] o ¢ £ - . B I © 5] 2 > 9| 5 2 5 c E] c E] 2
A17B_77. Where did you buy your other =1 = E o B ol = g g2 g2 = £ 5 3 gl =3 = H R = gl egl 24| &9| &9
equipment? 3| 2l | S| af ¢ 9| 3 9‘58—:8—58 El &l &l £12¢| 2| S|lexg|ss|gs| x| E5| 2
= < Z o %) ) ) & 2l o ol ol oS @) o Q Sl = > < 21l T Ol Z =] O c O] i O] o O
Directly from contractor 23%| 16%| 31%| 21%| 17%| 27%| 0%] 22%| 23%] 25% 0%| 18%| 26%| 30%| 22%] 27% 0% 27%| 0%] 23%| 43%| 27%] 37%| 25% 0%
Home Improvement store(Home Depot,Hardwa 34%| 30%| 39%| 29%]| 58%)| 33%]| 0%] 39%]| 32%] 34%]| 42%| 27%| 38%] 9%]| 38%] 34%| 32%]| 33%| 41%] 31%]| 42%| 19%] 13%]| 28%] 100%
Big Box retailer(Target, K-Mart, Wal-Mart, 12%) 15%] 8%| 21%| 8%] 0%]| 0%] 0%]| 16%| 13% 0%| 24%| 5%] 39%| 8% 9%| 25%| 14%| 0%] 15% 7%| 14%) 18%| 13% 0%
Costco 5% 5%| 5%] 0%]| 0%] 13%| 0%] 0%| 7% 6% 0% 0%] 8% 22%| 3%] 6% 0%] 6%| 0% 7% 0%] 10%] 13% 9% 0%
Local retailer 4%| 0%] 8%| 7%| 0%| 0%] 0%] 0%| 5% 4% 0% 0%| 5%] 0%| 4%] 4% 0%) 4%]| 0% 5% 0% 7% 0%| 13% 0%
Specialty retailer 7% 7% 8%| 7%| 8%| 7%| 0%] 4%| 8% 4% 29% 7%| 7% 0%| 8%] 8% 0% 5%]| 17% 5% 7% 7% 0% 0% 0%
Manufacturer 1% 0%| 2%| 0%| 8%| 0%| 0%] 0%| 1% 1% 0% 0%| 2%] 0%| 1%} 1% 0%] 1%] 0% 2% 0% 2%| 0% 4% 0%
Gift/free 5%| 9%| 0%| 0%| 0%| 13%| 0%] 0%| 7% 3%| 29% 7%| 4%| 0%| 6%] 3%| 18%| 3%| 17% 4% 0% 0% 0% 9% 0%
Other 3%] 5%| 0%] 0%] 0%] 7%| 0%] 9%| 0% 3% 0% 7% 0%| 0%] 3%} 3% 0%]| 3%| 0% 4% 0% 5% 0% 0% 0%
DON'T KNOW 7%| 13%| 0%)| 14%| 0%| 0%]| 0%] 26%| 0% 8% 0%| 10%| 5%| 0%| 8% 4%| 25%| 4%| 24% 5% 0% 7% 18% 0% 0%
N 41 21 20 14 12 15 0| 9 32 36 4 13 28 5 36] 36 5 36 5 29 7 18 6 13 1
SINGLE FAMILY REBATE PARTICIPANTS
) )
] 1 - .
S I e £ e
o o I=pae)s | o8 gl ez
: Z| = . | o<leslesl=gl 2| sl gl 5fiz
A17‘BJ7. Where did you buy your other 5 S| <2l o O o o | S| 22| E%|:g| Z g sl =%
equipment? el 21 21 2] 2l @1 @) 2| Sleslealse]l S 2] 8] Fl S5
Directly from contractor 0%] 0%| 0%] 0%] 0%] 0%]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%
Home Improvement store(Home Depot,Hardwa 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%] 0%|] 0%| 0%] 0% 0%
Big Box retailer(Target, K-Mart, Wal-Mart, 0%| 0%| 0%| 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Costco 0%] 0%] 0%] 0%]| 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Local retailer 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Specialty retailer 0%] 0%| 0%] 0%] 0%] 0%]| 0%] 0%| 0% 0% 0% 0%] 0%] 0%]| 0%] 0% 0%
Manufacturer 0%] 0%| 0%] 0%] 0%] 0%]| 0%] 0%| 0% 0% 0% 0%] 0%] 0%]| 0%] 0% 0%
Gift/free 0%] 0%| 0%] 0%] 0%] 0%]| 0%] 0%]| 0% 0% 0% 0%] 0%] 0%]| 0%] 0% 0%
Other 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0% 0%] 0% 0%
DON'T KNOW 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-34
Energy Efficient Product Distribution Channels
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Exhibit 4-35
Reasons for Programmable Thermostat Purchase

GENERAL POPULATION
o
EHENE e |2 :5l% |58
o il s o > =2 4 ol 2 g9l @ 25l 2| g
ool sl 3 = =| = & w w1 & c | & c ol ©®9o| ® @
o N SlEZ| 3| ¢| T | €2 cEles|es| e
T celzslogl £ of sl 5| £ g R RN
PT8. Why did you buy the programmable 5 i g . g ol ol = _‘E g % g % § é | 2 qg %;o _i ig) § g gﬂ g § E_?j ;5 ;5 ;é
thermostat? el <l 2| 2] 3] 2|2 2| S|lES|E£5] 8= 5] &| 6] F|535] 2| S|TO| 22| CE|EC|EC|EC
Replacing heating/cooling equipment 7%) 5%| 9%| 7%| 6%| 7%|0%| 6%| 8% 7% 13% 2%| 9%| 0%]| 8%] 7%| 10%| 7%| 6% 7% 9% 7% 7% 5% 8%|
To save energy 19%]) 18%] 21%] 18%| 28%)| 19%| 0%] 16%] 21%] 20%]| 17%| 13%| 21%] 15%] 20%] 20% 5%] 20%| 16%| 22%| 13%| 22%] 24%| 26%| 19%
Better technology than my old one 11%] 10%] 13%] 10%| 6%)| 16%| 0%] 11%] 12%] 11%]| 13%| 13%| 11%]| 12%] 11%] 12% 9% 11%]| 11%] 12% 9%| 13%] 10% 9%| 16%
Didn't have a thermostat before 2% 2%| 2%] 3%]| 1%[ 1%] 0%] 3%]| 2% 2% 0% 4%| 2%] 0%] 2%] 2% 0%] 1%]| 7% 1% 1% 1% 2% 1% 2%|
Old thermostat was broken, didn't work 5% 6%| 4% 5%| 1%[ 6%] 0%] 5%]| 5% 5% 7% 7%| 5%] 4%| 5%) 5% 11%] 5%| 6% 6% 1% 7% 7% 2% 9%
Already in house (pre-existing) 32%| 33%]| 31%]| 31%]| 46%| 30%]| 0%] 36%]| 30%| 32%| 34%| 35%| 31%| 36%| 32%] 32%| 41%] 32%| 31%| 29%| 43%| 31%| 23%| 33%| 28%
Contractor recommendation 3%| 3%| 2%]| 2%| 1%| 4%] 0%] 2%]| 3% 3% 0% 5%| 2%| 6%| 2%] 3% 0% 3%| 2% 3% 3% 3%| 6% 1% 0%|
Control environment 4% 4%| 3%] 4%| 2%| 4%] 0%] 4%]| 4% 4% 0%| 4%|  4%| 5%| 4%] 4% 5% 4%| 2% 4% 5% 2%| 1% 7% 4%|
Convenience/flexibility 3% 4%| 3% 4%]| 2%| 4%] 0%] 4%]| 3% 4% 0% 3%| 4%] 5%| 3%] 4% 0%] 3%]| 5% 3% 3% 3%)| 3% 2% 5%
Remodeling 1% 1% 1%] 1%] 0%]| 1%]| 0%] 0%]| 1% 1% 7% 3%| 0%] 0%]| 1%] 1% 0%] 1% 0% 1% 0% 1% 1% 4% 0%
Free/gift 1% 2%| 0%] 1%| 0%]| 1%| 0%| 2%| 1% 1% 0% 3% 0%] 3%| 1%] 1% 5% 1%| 0% 1% 2% 1% 3% 0% 0%
Required to have one in CA 1%] 0%| 1%] 1%]| 0%]| 0%]| 0%] 0%]| 1% 1% 0% 0%| 1%] 0%]| 1%] 1% 0%] 1%]| 0% 1% 2% 1% 0% 0% 0%
OTHER 2% 2%| 3%] 4%| 1%| 1%] 0%] 2%]| 3% 3% 0%| 1%] 3%] 3%| 2%} 3% 0% 2%| 5% 2% 2% 1% 4% 1% 2%|
REFUSED 2% 2%| 1%] 2%]| 0%| 2%] 0%] 2%]| 2% 2% 7% 0%| 2%| 6%| 1%] 2% 0% 2%| 2% 1% 3% 2%| 3% 2% 0%|
DON'T KNOW 6% 7%| 5% 6%| 5%| 6%|0%| 8%| 5% 6% 0%) 7%| 6%| 7%| 6%] 6%| 13%| 6%| 8% 6% 5% 5% 6% 7% 7%
N 391] 189| 202] 166 85| 140 O] 108] 283 371 17 93| 298] 44| 347] 368 23] 335] 56] 252 83 190 77 62 54
SINGLE FAMILY REBATE PARTICIPANTS
Q.) Q.)
S -1 - Y
2 =] 3 £ Z| =€
| = e BB ElE2
4 = £ " | zs|zsl=gl 5| 5| =] 52
PT8. Why did you buy the programmable 5 = 2| wl O o) o] E| ElEx| Ex] s 5| & g § | = '_(53
thermostat? Sl 2l 2l 21 G Qg 2 Sleslaafoc] S &) S F1S2
Replacing heating/cooling equipment 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
To save energy 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Better technology than my old one 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Didn't have a thermostat before 0%| 0%| 0%] 0%)| 0%)| 0%] 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0%] 0% 0%
Old thermostat was broken, didn't work 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0%
Already in house (pre-existing) 0%| 0%| 0%] 0%| 0%]| 0%] 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%]| 0%} 0%| 0%
Contractor recommendation 0%| 0%| 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%} 0% 0%
Control environment 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Convenience/flexibility 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Remodeling 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Free/gift 0%] 0%| 0%] 0%] 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
Required to have one in CA 0%| 0%| 0%] 0%] 0%| 0%] 0%] 0%]| 0% 0% 0%| 0%| 0%] 0%]| 0%] 0% 0%
OTHER 0%] 0%| 0%] 0%] 0%| 0%] 0%] 0%]| 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%
REFUSED 0%] 0%| 0%] 0%] 0%[ 0%] 0%] 0%] 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0%
DON'T KNOW 0%| 0%| 0%] 0%| 0%| 0%] 0%] 0%]| 0% 0% 0%)| 0%| 0%] 0%| 0%] 0% 0%
N 0 0 0 0 0 of 0 0 0| 0 0| 0 0 0 0| 0 0
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Exhibit 4-36
Presence of In-Store Advertising

GENERAL POPULATION

A20. When shopping for g ] ] 4
equipment, do you recall seeing Sl @ 9] < - = @) @] G
any literature, promotions or %5 %g s [ > 5 @ 4 Gl & 5 il Tl 2 39
displ . h ided & &D =l = = _z‘ = L il _g e 2 g o & 8 =
isplays in any store that provide Sl s O o o IS g o |} s} O £ VU] < c ol < < o
information about the advantages &~ E ~c| =& Eo ) 2 I I % S % 3 g G % § g § = § &
or features of the equipment you =l | T u | gl =gl gl 2| s & 2| g2z < 2o 22l 2a] 28| 28[ 28
s > c w O w Q g ol eS| E3S| = 9 < c s oof 5 -8 g gl 23| s |l ol B&|l 28| 8.8
purchased? Sl Sl Sl S| G 91 2] 2 Sles|sa]oc] 5] & of |25 2| S|FO|2F|ESfselfe] a8
Yes 46%]) 44%)] 50%] 47%| 55%)] 42%)| 0%] 41%] 49%]| 45%] 62%] 49%)| 45%] 42%| 48%] 48%| 40%| 48%| 24%| 48%]| 51%| 46%]| 40%| 54%| 64%
No 46%) 48%| 42%]| 47%| 37%) 47%)| 0%] 52%] 43%]| 47%]| 38%|) 47%)] 45%] 51%| 44%] 45%| 50%] 46%| 51%| 45%] 49%| 46%]| 52%| 41%| 28%
DON'T KNOW 8%| 8%| 8%] 5%| 9%| 11%| 0%] 7%| 8% 8% 0% 4%]| 10%] 6%| 8%| 7%| 11% 6%| 25% 7% 0% 8% 9% 5% 8%
N 279 160] 119 97| 82| 100 0] 66| 213] 256 23 104] 175 66| 213] 242 37] 261 18] 237 241 209 76 68 50
SINGLE FAMILY REBATE PARTICIPANTS
A20. When shopping for
equipment, do you recall seeing Sl &% o) . oo °
any literature, promotions or 5}%‘3 5:1:; g © o s @ % o| £ §
displays in any store that provided SS| 561 7% £ s T El £ z %’ =
information about the advantages = E ey Eo ol 2 N Y % £ Sl > g
. T s s = = S = £ 3 -
or features of the equipment you = E =1 I o] R Y 4% g % g % > g gl ¢ § 2 23 g = S &l 2%
purchased? cl sl 2l B 21 @ 9] 2| Slesles)Se] 5] 2| 8] ZlSS|2ElSS152
Yes 68%] 71%]| 65%] 69%| 60%]| 56%)] 75%] 71%| 67%| 69%| 63%] 71%)| 67%] 59%| 68%] 68%| 45%] 60%| 55%| 72%
No 26%]) 24%)| 27%] 25%]| 31%)] 38%)| 20%] 24%] 26%]| 25%] 32%] 23%] 27%] 0%| 26%] 26%| 36%| 37%| 37%| 21%
DON'T KNOW 6% 5%| 7%| 6%| 10%| 5%| 5%| 5%| 7% 7% 5% 5%| 7%| 41%| 6%] 6%| 20% 3% 8% 7%
N 370) 174] 196] 157 63| 85 65| 96| 274] 336 28 92| 278 6| 363] 360 10 111 75 184
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Exhibit 4-37
Influence of Store Advertising
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Exhibit 4-38
Presence of Salesperson

GENERAL POPULATION
[sa)
%‘Jﬁ %{3 . - 2] 3 > 8 1)
f2d. When 25l 22| 8 | ¢ sl sl Ble | 2sls |33 ES
. — = >~ — @ %] [ Ry 0
shopping for your LC“ S L% ol 8 % i % o] 5] 5 20l 2l E81 £8| 8 g
equiprient di E| & ccl 2|2 < N I I R I R R
you talk with a =l | T & =l glsgl gl =& s| &g 2 &l=23z = 2l o | B2l 29l 23| 20| 20
s > c L &) w Q Y ol EJS|1 EJ] =z © < c K 003%’ o sl >3l s |l o0l g3l w3l 53
salesperson? Sl 2l 2l 2l 3l A 3 2|l Sles|les]3] 5] g 8] 5|22 2| S| 25| 22|55 E5|E5[E5
Yes 31%| 27%| 37%] 36%]| 40%| 21%]| 0%] 30%] 31%| 32%| 17%]| 30%)] 32%] 19%| 35%] 31%]| 29%| 30%| 43%| 28%| 55%| 26%| 20%| 27%| 37%
No 65%]| 70%| 58%| 63%]| 54%| 73%]| 0%] 67%| 65%| 64%| 82%| 69%] 63%] 79%| 61%] 65%| 69%| 67%| 47%| 70%| 39%| 72%| 76%| 71%| 62%
DON'T KNOW 4% 2%| 5%| 1%| 6%| 6% 0%| 2%| 4% 4% 2% 0%]| 6%] 2%| 4%| 4% 3% 3%| 10% 3% 6% 3% 3% 3% 1%
N 279] 160 119] 97| 82| 100 0] 66| 213 256 23 104] 175] 66| 213] 242 371 261 18] 237 24 209 76 68 50
SINGLE FAMILY REBATE PARTICIPANTS
Q ¥
O c| oo 2 . o0 v
A24. When 52| 22| § © o s e £e| £ £
shopping for your El: el S £ E| = el £zl 8 =
) ’ el S I I 0 S| EZ|l €8] & oy
equipment, did = = >cl| =l T ol = N Y e 1 gl <t
. T _ c =1 =1 i) i = Q = ) £ =
you talk with a =l 2| 5| | 8| | of | S| E2| E2| 25| E| 2| 5| ®| zE|E=|cE| £
salesperson? Sl 2l 2l 2] 31 @ 9] 2] Slealsa)l 82 5] 2| S| FISS)|2E[S2|52
Yes 84%| 84%) 85%)| 84%| 92%)| 69%]| 87%] 81%]| 85%] 84%]| 95%| 84%)| 84%)| 75%)]| 85%| 84%] 81%] 64%| 65%| 93%
No 14%) 14%)] 15%]| 15%| 7%] 31%| 9%| 17%] 14%| 15% 5%|  14%]| 14%| 25%] 14%] 14%]| 19%] 34%]| 35% 6%
DON'T KNOW 1% 2%| 1%| 1%] 1%[ 0%| 3%| 2%| 1% 2% 0% 2% 1%] 0%| 1%| 1% 0% 2% 0% 2%
N 3700 174| 196] 157 63| 85| 65| 96| 274] 336 28 92| 278 6] 363] 360 10 111 75 184
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Exhibit 4-39
Salesperson Discussion of High Efficiency

GENERAL POPULATION
o
| CENE 22 |z 75z |38
A25. Did the sales 5ol 2E| 5 2 > =g 3 ol 2 248 gl 2= g
person inform you c&8] &0 8 S €l E 3 O Bl S 26| 2ol 28281288
2 o~ o =] =2 ] = Q 5| Ex = ol 5 S IRsl=Y EsIR=l Esi =l B saNe]
of the benefits of =l £ ~c| =& o| = el @ © =] 2 5o 58] 5 5 59
i ici I I L _ cl s 3| 5 a] & € = 5 ) ol 2 [ o] & 2 o 29 25| 2| 22
high efficiency — =1 =1 = = s| g| g & =23z = = T g ol =5 &2 &%
! X I =zl 5| & 8 w| O S| 2l E¢| Eg| 28| < 5 = Pl S g SlzZ| 68|z elEZ| 22| B2
equipment? 2l <l Z1l £ 3 F| H| 2| SlEsEF| S| O] & S| 51335 2| S|TOC|zEGCElEC|ES|EC
Yes 65%] 62%]| 69%| 63%] 79%| 62%| 0%] 68%| 64%] 64%| 89%| 72%| 61%| 62%| 66%] 63%| 79%| 64%| 72%| 67%| 51%| 62%| 57%| 55%| 93%
No 29%| 33%| 25%] 34%]| 21%| 24%| 0%] 28%]| 30%] 30%| 11%| 25%| 32%]| 30%]| 29%| 31%| 21%| 31%| 16%| 29%| 41%| 34%] 36%| 38% 7%
DON'T KNOW 5%| 4%| 6%] 3%| 0%| 14%| 0%] 4%| 6% 5% 0% 3%| 7%| 8%| 5% 6% 0% 5%| 12% 4% 8% 5% 7% 7% 0%
N 89 45 441 35 33 21 0 19 70 83 6 33 56 13 76 79 10 82 7 70 12 58 17 19 20
SINGLE FAMILY REBATE PARTICIPANTS
A A ! @ |8
A25. Did the sales o »ll| 8 g zsegl2gls |
person inform you sS5|l s813% 5 HER R 2 o =
of the benefits of = = el 2l 2o £ A ElEI|EE el 2
H Tt I T — c < S = = ] ] O ] £ 32 o
h|gh efficiency = = s W 5 " Q © _§ E % § % 2 § f’:j % § %;'3 =8 g g 75 § %J §
equipment? Sl Sl 21 S 3] 2| 2 2| S|lES|Es| 2] 3] 2| 8] F|SS|2E|SS|B=
Yes 83%] 82%]| 83%)| 85%)] 85%)| 67%]| 81%] 82%]| 83%| 82%| 89%| 82%]| 83%| 72%)| 83%] 82%| 98%| 80%| 73%| 84%
No 16%) 17%| 15%| 13%]| 13%]| 33%]| 19%] 15%| 16%] 16%| 11%] 18%| 15%] 0%]| 16%| 16% 2% 19%| 27%| 14%
DON'T KNOW 1% 1% 2%| 2%| 3%| 0%]| 0%| 2%| 1% 2% 0% 0%)| 2%] 28%| 1%| 1% 0% 1% 0% 2%
N 291 132| 159] 121 56 58 56 68| 223 261 26 69| 222 41 287] 285 6 74 46 171
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Exhibit 4-40
Influence of Salesperson
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Exhibit 4-41
Influence of Contractor

GENERAL POPULATION
o
A19. On a scale of 1 to 10, where 1 %} = %} ) gl - > 8 S
is "Not at all influential" and 10 is t:m_éa 28l § ° s e @ 5 ¢ § 4| 5 R R S
"Very influential", how influential sSl 58] 8 § gl = 5 @] Bl 5 E0| Eal 28l 2S£ Y
) - | > -l =71 9] s| Ex = o] 5 Sl gl el oal @
was the contractor in your decision =l = >c| > ¢ ol £ A N A o sl 2 50l 52l 5| 5| 50
) h ) ) N == == W _| <1 5§58 58] ¢ g| = 5| 8] o] T2 o s 20| 29 2=| 2=| &a=2
o purchase equipment? Average S| =) 2l 2l O Wl ol B sl Ex| E2] S 5| Bl & <] = 23 S sl 2ol e 51 28] =2 = 2] =2
ratin sl 2l slol als|l ol 5| Bl =8l =28l 3¢l = 5| 2] =2 2 cslsz|l ozl el 2|l 22| 2
g sl <l zZla|l ol &l Al ] Dl a sl o a] o] O <] Ol 5[ =>> < 21 T ol Z sloglc O] Ol 0 O
Average rating 4.9]5.7]1 4.4] 4.9] 3.8| 5.4/ 0.0] 5.5|] 4.8 4.8 6.6 54| 4.7] 2.2] 5.1] 4.8 7.2 5.0 4.1 4.9 5.2 4.7 5.0 4.3 4.8
N 66] 26| 40] 27| 18] 21| O] 12| 54 61 4 16| 50 4] 62] 62 4 61 5 48 13 37 16 15 11
SINGLE FAMILY REBATE PARTICIPANTS
A19. On a scale of 1 to 10, where 1 S|l % k) ) a0 o
is "Not at all influential" and 10 is szl S5l ¢ @ of € ¢f £ e
Very influential, how influent 2ol 2L | & |zl g5 |2
"Very influential", how influential so| = O 3 S gl ol az| & =
. < ol ST ST S o s| EX]l £8| < fon
was the contractor in your decision = = | = ¢ o| £ el Sl S mEf <8
- 1z T W _ cl S 3| & gl & | = 5] © ol T =] o S 3l = 3
to purchase equipment? Average = 3 2| el o ] o]l E| Bl EE| EE] s S| 2 2 § = 23] €|l T 8| & &
. = 5 =1 = = Q = e o O ] = 9
rating. Sl 21212121312 Slealeal 3=l 5] 2] 8] S SSI2E] S| 852
Home improvement measures 5.516.0] 5.2] 5.6] 4.2] 5.8/ 6.7] 5.9] 5.4 5.5 4.3 5.9] 5.5] 10.0] 5.5 5.6 4.6 5.5]. .
Cooling and heating measures 5.6]15.2] 591 43| 7.0] 6.3[ 4.7] 5.2] 5.8] 5.8 1.8 6.5] 5.3] 1.0] 5.7]1 5.6] 3.3] 5.6/
Other appliance measures 2.6 3.7] 1.8] 2.9] 2.4|. 23143 2.2 2.6 3.7 3.3| 2.5 2.6 2.7 1.0]. . 2.6
N 144) 57| 87] 47| 31| 45| 21| 271117} 135 5 31| 113 2| 142] 141 3 144 66 31
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Product Usage

Exhibit 4-42
AC or Heater Purchased with Thermostat

GENERAL POPULATION
H ¥ Q
PT3A. Did you ol & | E - 2 =
purchase an air EXSAREN IS @ > s ¢ 2 Gl 2 g4 8 g_|8<&
conditioner or S5l £§61 % g | = g o k] IS 25| 2w n| 2SI 2L
o ~ R I B 9] S| ET = ol & cZ| So ol ocx| ©.8
furnace when you =l E - - o] £ F| = S 21 3 =R BERS 3| £ 25
b = o sl 58| 28l 28| 2| | gl 2|l e S |2e| 2VRES|2E| 2L
ought your = -l w| © ol = 3| g 2| g 5 |l & sl =l =3 5 Zl e 4| ¢ & of o | Sl Sw
? 2 g [} O &) @] Q 5 '9':8_':8_%0 = S z cl 22 B clzz| s S|z Ep 8l 2| 2
thermostat? 2l < z|l =] @] 2| 2| 2| S| ES{ £ S| O] & O] 5|53 z SlTo|lz 2| CFFOCS|ECIED
Yes 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%]| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
No 0%] 0%| 0%| 0%| 0% 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0%
REFUSED 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%]| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0%| 0%]| 0%| 0%| 0%]| 0%|] 0%| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
PT3A. Did you S|l B )
. < "B o | ®

purchase an air 5= 38| § ) N )

.. c ED c =l T 1S = —T £

conditioner or S S| SO0 8 5 g 5

ol R I I 0 S| Ex

furnace when you = = =c| =l S| £ 1 £l &3

_ T w — c|l s | s g & € = o} 9] o] £ =

oughtyour gl o= sl sl S| sl o 5| £l EE| EE| 22| 2| 2| E| B33

thermostat? el 2| 21 F @] 2] S 2 S|l aal s a1 8=2] O] &f O] S| 55

Yes 44%| 37%] 49%] 33%] 43%]| 48%)| 75%] 35%| 47%] 45%] 26%| 40%]| 44%] 26%)| 44%] 44%| 30%

No 55%] 61%| 51%] 66%]| 57%)] 50%| 25%] 63%]| 53%| 54%)| 74%| 57%)| 55%| 74%| 55%] 55%| 70%

REFUSED 1%] 1%] 0%]| 1%| 0%] 0%| 0%] 2%| 0% 1% 0% 0%]| 1%] 0%] 1%] 1% 0%

DON'T KNOW 0%]| 1%| 0%| 0%| 0%| 2%| 0%] 0%| 0% 0% 0% 2%| 0%] 0%| 0%] 0% 0%

N 231| 100] 131) 118] 14| 54| 45| 59| 172 217 10 38| 193 3| 2271 221 10
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Exhibit 4-43
Programmable Thermostat Currently Installed

GENERAL POPULATION
) )
oo | oo Qo g1 < ~ >
o] [l a
PT4. Do you 030%0 %2 s o = s 2 S| g 34| g B_|388&
currently have a S5l 5561738 5 =l = 5| & B| < R R w|l 82| 89
o = -1 =] = S ElEZ] 3| ¢of ¢ sl 58 =1 Rl i)
programmable == >l 2| 5| £ _ N T ° 5| 2 59 58| 5| 58
thermostat in your -1 T & =| &l Ll 22l ZE|l 5| & & Ll 23| Z| 2l o« SE 2ol B &
? i z| § 5] 8 W Q g <l E5| EB| z 8 < = s o 5 8 g gl z 2 5§E8u—‘_° 23| 23
home? el <l 2zl 2| 3| 2 2| 2| S| ES[EF] 8= &) £ 6] F[55] | S|TC| 22| CFECR|E0| 26
Yes 56%| 48%]| 68%)] 59%)| 45%| 55%| 0%] 57%]| 55%] 57%] 39%] 44%]| 62%] 29%)]| 65%] 61%| 27%]| 55%]| 65%] 59%| 45%| 58%] 60%] 56%| 59%
No 44%]) 51%| 32%] 40%| 55%]| 45%] 0%] 42%| 45%| 43%| 56%]| 56%| 38%]| 71%]| 35%] 39%| 72%] 45%| 35%| 41%| 54%| 42%| 40%| 44%| 41%
DON'T KNOW 0% 1%]| 0%| 1%| 0%| 0%| 0%] 1%| 0% 0% 6% 1%| 0%] 0%| 1%| 0% 1%] 0%| 0% 0% 1% 0% 0% 0% 0%
N 726] 420] 306| 281| 191| 254 0] 190| 536 673 48] 230| 496] 172| 554] 631 95] 633 93 448 185 337 132 119 98
SINGLE FAMILY REBATE PARTICIPANTS
| o |2
PT4. Do you nal 2| 5 2 2 =8
currently have a ssl 613 5 £l =5
rogrammable A= = =02 g s ET
Ph 8 1 E E T8 — = g 5 g gl e UEJ = ) o} L; T2
thermostat in your = = 5 G 8 o ) g _rés 4| E¥] = S g = § ED =2
home? el Sl 2l P 31 21 2 2] SlEsl£&] 8= 5] &) 8] FlS3
Yes 0%] 0%| 0%]| 0%| 0%| 0%]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
No 0%| 0%] 0%| 0%| 0%] 0%| 0%] 0%]| 0% 0% 0% 0%] 0%] 0%| 0%| 0% 0%
DONIT KNOW 00/0 OO/O 00/0 00/0 00/0 00/0 00/0 00/0 OO/O 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-44
Where Programmable Thermostat Was Bought

GENERAL POPULATION
Sl b @ =l < > b=
I o | & )
2% 2[5 | ¢ sl 2| Sl |22 2|38
ool LS £ =| = € w =] & c | & c ol © o
5515018 | ¢ ElES| S| 5|t [£9 =gl g|£g|<8
gl E el zel 2| £ A Sl ES| 8| §l2 | 5| LSkl 5| 5
PT6. Where did you buy your programmable | = I IS = slzglzgl Sl 5| g 2| 2= & 2| .| el 2obial 25| 2%
) 2l ozl 5| s B 818] 5| €l 5| E5)lze| =] 5| 2| 222 §| Bz S8 2 effe|es| g
thermostat? el el 2z £ P 1A 2] SlEaESES 8= 8] 2] O] Fl35) 2| SITo|l 220086l s
Directly from a contractor 21%] 18%)] 24%) 22%| 16%]| 21%] 0%] 19%]| 22%| 22% 7%|  19%]| 22%| 6%| 23%] 22% 5%| 22%[ 17%] 22%| 20%]| 23%| 24%| 19%]| 22%|
Home improvement store(Home Depot/hardwa 21%]| 21%] 20%] 20%| 20%]| 22%] 0% 19%]| 21%] 20%] 43%| 22%| 20%] 23%]| 20%] 20%| 31%| 20%| 23%]| 22%| 15%| 21%] 20%| 24%]| 29%
Big Box retailer (Target K-Mart Wal-Mart 2% 2%]| 2%) 2% 1%| 1%]| 0%]| 1%] 2% 2% 0% 5% 1%) 2%]| 2%| 2% 0%] 2%| 0% 3% 1% 3%| 1% 5% 2%
Costco 0%] 0%]| 0%] 0%] 0%| 1%| 0%] 0%| 0% 0% 0% 0%| 0%] 2%| 0%} 0% 0%] 0%| 0% 0% 0% 1% 1% 0% 0%
Already in house (pre-existing) 42%]| 43%] 41%) 43%| 52%]| 39%] 0%| 48%]| 39%]| 42%]| 42%| 39%| 43%] 46%]| 42%] 42%| 44%| 43%| 37%] 40%| 54%| 40%] 36%| 45%]| 38%
Came with ne AC/heater 1% 1%] 1%] 0%| 1%| 4%] 0%] 1%| 1% 1% 5% 1%| 1%] 0%]| 2%} 1% 0%| 1%| 3% 1% 1% 1% 3% 0% 0%|
Manufacturer 0%] 0%| 0%] 0%] 1%| 0%]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%]| 0%} 0% 0%] 0%| 0% 0% 0% 0% 1% 0% 0%
Gift/free 0%] 1%| 0%] 0%] 0%| 1%|0%| 1%| 0% 1% 0% 1%| 0%] 2%| 0%] 1% 0%| 1%| 0% 1% 0% 1% 1% 0% 0%
Utility 0%] 0%| 1%] 0%] 1%| 1%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%] 0%| 2% 0% 0% 0% 1% 0% 0%
Other 2%| 4%| 1%] 3%| 0%] 1%] 0% 4%] 1% 2% 0% 4%] 2%] 8%| 1%] 2% 9%| 2%| 5% 1% 3% 1% 0% 1% 5%|
Don't know 9%| 8%]| 10%] 10%| 7%| 9%| 0%] 6%| 11%]| 10% 2%| 11%| 9% 11%| 9% 9%| 10%| 9%| 13% 9% 6% 9% 11% 5% 4%
N 391] 189| 202| 166] 85| 140 O] 108 283] 371 17 93| 298] 44| 347] 368 23] 335 56| 252 83| 190 77 62 54
SINGLE FAMILY REBATE PARTICIPANTS
k5 k5
5| 25| & o o
S I £ Z| 2 €
cu| « O] & S £ S]
e 251202, 2 gl Ex
PT6. Where did you buy your programmable = | T = = gl = j‘c-’ 5 é 2el Bl & gl o £ 2
? 2l oz 8| 8] B 518l 5| €)1 £ £z €] 5| 2| 2338
thermostat? el 2l =zl £ 3] A 2| S|ESES]8=] 8] £ 8] F| 53
Directly from a contractor 0%] 0%| 0%]| 0%| 0%| 0% 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Home improvement store(Home Depot/hardwa 0%] 0%| 0%] 0%]| 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
Big Box retailer (Target K-Mart Wal-Mart 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Costco 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Already in house (pre-existing) 0%] 0%] 0%] 0%| 0%| 0%| 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%
Came with ne AC/heater 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Manufacturer 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Gift/free 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Utility 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Other 0%] 0%| 0%] 0%] 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%} 0% 0%
Don't know 0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%| 0% 0%
N 0 0 0 0 0 o O 0 0 0 0 0 0 0 0 0 0
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Exhibit 4-45
Comfort of Programmable Thermostat

GENERAL POPULATION

[«5] (5] —
PT10A. Would hat usi - A B3 (2., 3z |38
. Would you say that using a ED% EDg %3 QEJ > E\QE) 2 2 P 35 i 2 _| g
programmable thermostat makes S5l 581 7% IS El= 3] © gl S 25l B | ESI B2
. o ~ -1 271 9] S| ET — ol = oZ| 5o o]l c&| ©9
your home more comfortable, just ®l E ~c| =c o = w| g © 5| 2 SOl 52Fc&| 5| 58
| T w _ sl 53| § ] € ¢ = 5 9] o T 2 o gl = 2ol 2R Eg| 2Ef 22
as comfortable, or less comfortable = -l wl © < s| g=| g 5 9] ] |l =l 23 5 H IR ofbaa| Swl S
i ? gl oz 5| &l a| s8] 3| 5| el £ £l 28| = sl 2] 213<] S| Elz=Z| 6S|22f2g| 82| 22
than using a regular thermostat? 2l <l Zz]l 5| A | & @| S|leaFH| &S] O 2| O] F|>3] 2] S|zl Zs|lozfos|E0]|liEg
More comfortable 48%]) 49%| 47%| 49%)| 44%]| 47%| 0%| 48%]| 48%] 48%)| 50%| 52%| 47%| 62%| 46%| 47%)] 60%| 48%)| 48%]| 48%| 49%| 46%]) 37%| 58%| 43%
Just as comfortable, or 43%]| 43%)| 44%| 42%| 46%| 45%| 0%] 43%]| 44%| 43%| 50%| 39%]| 45%| 30%)| 45%| 45%| 29%| 45%| 35%]| 46%| 41%| 47%| 55%| 41%| 53%
Less comfortable 3% 3% 2% 5% 0% 0%| 0% 4% 2% 3% 0% 3% 3% 3% 3% 3% 0% 1%)| 11% 1% 2% 1% 0% 0% 2%
REFUSED 0%] 0%| 1%] 1%]| 0%] 0%] 0%] 0%]| 1%} 0%| 0%] 0% 0%| 0%] 0%] 0%| 0%] 0%| 0%] 0%| 2%| 0%] 0% 0%] 0%
DON'T KNOW 5%| 5%| 5%| 3%| 11%| 8%| 0%] 5%| 6%| 5%| 0% 7%| 5%| 5%| 5%| 5% 11%| 5%| 6%| 5%| 7% 5%| 8% 1%| 2%
N 391] 189 202] 166] 85| 140 o] 108] 283] 371 17 93] 298 44| 347] 368 23] 335 56] 252 83| 190 77 62 54
SINGLE FAMILY REBATE PARTICIPANTS
. 25| 2| 2
PTT0A. Would you say that using a | B2 £ g = s
programmable thermostat makes S5 $061 8 5 gl =38
) ol -1 271 0 S| Ex
your home more comfortable, just = 'f el 2] T o £ = il I
_ T L —_ c s O s ol S € = o] o Q£ =
as comfortable, or less comfort;;ble 5 S 8 o o T S| E2| E¥| =6 ;qu 2 < o £3
than using a regular thermostat? ol 2| 21 2| 2l Q| &l 2| Sl£E&|l £&]1 82 8 Sl a8l sl ==
More comfortable 69%] 65%| 72%)| 68%)| 74%| 74%]| 66%| 61%| 72% 69% 77% 69%| 69%| 100%)| 69%] 69% 70%
Just as comfortable, or 22%]| 25%)| 19%| 25%| 11%| 16%| 22%] 31%| 18%] 21%| 23%| 20%]| 22%| 0%] 22%| 22%| 20%
Less comfortable 4% 4% 4% 3% 8% 4%| 4% 4% 3% 4% 0% 3% 4% 0% 3% 4% 0%
REFUSED 1%] 1%]| 0% 1%| 0%| 0%| 0%] 2%| 0%] 1% 0%] 0%]| 1%] 0%| 1%] 1%| 0%
DON'T KNOW 5%| 5%| 5%| 4%| 8%| 5%| 7%| 2%| 6%] 6%| 0%| 8% 5%| 0%| 5%| 5% 11%
N 231] 100 131} 118 14| 54| 45] 59| 172 217 10 38| 193 3| 2271 221 10
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Exhibit 4-46

Convenience of Programmable Thermostat

GENERAL POPULATION
& c S 4 S
< B o | & rll IS ‘\Q S
2% »e| S P =gl 2| 518 |22l |3 3-13=
PT10B. Would you say that using a 55 s0|3 B ElEgl Of Bl [£6|ga|l2 o|lE28]l2¢
. vl = 4 I DS o SleET] =| ol 2 il IEsR=1 ] oloc&a|lc8
programmable thermostat is more =l E > >c| S o = _ N S S =l 2 55|53 5c8|5<|5%
convenient, not any more or less = 1; :[c: o8 ol = 3 g 2 g gl zs 5 g gl 2=z g 2l e v Seglaglegal el 2y
: N H ks) c ] &) @) S Q 5 = ':8_ ':8.%“ = g z sl 22 z caiogigﬂig fx| gy
convenient, or less convenient? 2l <l 21 £ 3| Al @l 2 5| E& £F18=) 8] 2| ) F133] 2l SITCIZ 26|l OSlEOlEDS
Is more convenient 73%) 74%)| 72%) 74%| 74%)| 71%| 0%] 74%]| 73% 73% 72%) 79%| 71%]| 77%| 72%| 73%| 69%| 72%]| 81%] 75%]| 61%| 75% 68%| 83%]| 75%
Not any more or less convenient, or 19%] 16%)] 22%] 17%)] 19%]| 21%| 0%] 15%| 20% 18% 20%]  14%]| 20%] 13%] 19%] 19%]| 18%] 20%] 13%] 17%| 27%]| 16% 25%]| 11%| 17%
Less convenient 5% 7%| 3%| 6%| 4%| 4%| 0%] 9%| 3% 6% 0%]  3%| 6% 6%| 5%| 5%| 5%| 5%| 4%] 6%| 5% 6% 5% 5% 5%
REFUSED 1% 0%] 1%] 1%]| 0%] 0%| 0%] 0%| 1% 1% 0%] 0%| 1% 0%| 1%] 1%| 0%] 1% 0%] 0%] 3% 0% 0%] 0%] 0%
DON'T KNOW 3% 4% 1% 2%| 4%| 4%| 0%] 2%| 3% 2% 7%|  4%| 2% 4%| 2%) 2%| 8%| 3%| 2%] 2%| 5%| 3% 2%| 0%| 2%
N 391] 189 202 166 85| 140 0] 108] 283 371 17 93| 298| 44| 347] 368 23] 335 56] 252 831 190 77 62 54
SINGLE FAMILY REBATE PARTICIPANTS
2zl B.|¢
S = S o] £ ) o
o0 oo el o c > = £
PT10B. Would you say that using a S5 el IS 8 El= 35
) | = =45 I D o S| ET
programmable thermostat is more El £ - >c| S o = A =183
f _ T w — = < O s ol 8 € = S < o| L=
conven!ent, not any more or less = o - w o w o | = g < E £l = § 3 % § ol £3
convenient, or less convenient? el 21 2] 2 gl 8 Kl &l 3 Sl fa12el & 2| ol sl
Is more convenient 83%| 88%]| 80%]| 87%| 92%| 73%] 78%| 89%]| 81% 83% 100%| 93%| 81%] 100%| 83%] 84%| 70%
Not any more or less convenient, or 9% 6%| 11%| 6%| 0%| 17%| 11%] 7%| 9% 9% 0% 2%| 10% 0%| 9%| 8%| 11%
Less convenient 3% 2%| 4%| 3%| 0%| 8%| 2%| 2%| 4% 3% 0%] 0%| 4% 0%| 3% 3% 9%
REFUSED 1% 1%| 0%] 1%] 0%| 0%] 0%| 2%| 0% 1% 0%]  0%| 1% 0%[ 1%] 1% 0%
DON'T KNOW 4%| 3%| 6%| 3%| 8%| 2%| 9%| 0%| 6% 5% 0% 5%| 4% 0%| 4% 4%| 11%
N 231] 100] 131} 118 14| 54| 45] 59| 172 217 10 38| 193 3| 227] 221 10
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Exhibit 4-47
Air Conditioning Usage with Programmable Thermostat

GENERAL POPULATION
g;pc 00;9 _ ] il IO & 1)
PT10C. Would you say that using a 030%20 52 g 5 > s 2 9 S % § ] @ @ - @ S
programmable thermostat has led you S5 ENel B g El = 5| 5| = S5 o] é ol & 28|28
; x| = = =7 = ¥ S| EX] 2| of & cZ|lSgle g|lea|lee
to use your heater and/or air =l = -~ & -~ e ol £ N I © sl 2 50|58l 5c8|l5<| 3528
i T T w — c & O s gl e € = 5 9] ol T 2 o z 2ol 23] 2=g] 2= a2
conditioner more, about the same, or — = @ =~ x [} L c | =3 5 v » = ol T o & T | @
» , gl oz sl sl Bl 4 9 S| | E| Eglzel £| 5| 2| BPlZE| f| ElzAlSE|zelzEg|Es| gl
less than using a regUIar thermostat? I—-o- < Z o 75} % % é 2 & L/Qv_ & L% 8 £ @] & o S5l = > < 21 T Ol Z 5] O a3 o O 2 g Ol )
More 7%| 9%| 5% 7%| 8%| 6%| 0%| 9%| 6% 7% 2% 7% 7%| 6%| 7%]| 8% 0% 7%| 8% 6% 9% 4% 4% 7% 1%
About the same, or 30%| 29%] 32%] 28%| 28%| 34%| 0%| 33%]| 29% 30% 31%]  29%]| 30%] 20%]| 32%] 30%| 25%] 29%)] 38%]| 29%| 30%| 27% 36%| 22%| 34%
Less 55%| 54%]| 55%] 58%| 59%| 48%| 0%| 52%]| 56% 55% 44%]  55%]| 55%] 61%]| 54%)] 54%| 62%] 56%)]| 47%]| 58%| 49%| 62% 48%| 70%| 64%
REFUSED 1% 1% 2%| 1%| 0%| 1%| 0%] 0%| 2% 1% 0% 1% 1%] 0% 1%] 1% 0%] 1%| 0% 1% 2% 1% 3% 1% 0%
DON'T KNOW 7%| 8%| 6%| 5%| 5%| 11%| 0%| 6%| 7% 6% 22%|  7%| 7%| 13%| 6%| 6%| 13%| 7%| 8%| 6% 10%| 6% 8% 0%| 2%
N 391] 189 202] 166 85| 140 0] 108] 283 371 17 93| 298] 44| 347] 368 23] 335 56] 252 83 190 77 62 54
SINGLE FAMILY REBATE PARTICIPANTS
N E
PT10C. Would you say that using a 55 52 s ) B
programmable thermostat has led you S5 Elel B % H S %
) vl a5 S5 s o S| ET
to use your heater and/or air =l E > >l 5 o £ _ N N
conditioner'more, about the same, or 5 £ lé " ] - ol = _g g % g % ‘; g E % °§ ;Eo _ﬁ %
less than using a regular thermostat? ol 2| 21 2 21 & Rl 2l 5 i 245zl 8] & &8l EFls=s
More 11%) 12%| 11%) 11%]  3%] 13%] 11%] 11%] 11% 10% 31% 8%]| 12%] 0%| 11%] 12% 0%
About the same, or 29%] 29%| 29%| 30%)]| 16%)] 27%)| 33%]| 32%]| 28% 29% 20%|  24%] 30%] 0%] 29%] 29%| 20%
Less 49%] 46%| 52%| 49%)| 74%)| 48%| 44%| 49%]| 50% 50% 38%| 50%]| 49%] 74%)| 49%| 49%| 60%
REFUSED 1%] 1%] 0%]| 1%| 0%]| 0%]| 0%]| 2%| 0% 1% 0%]  0%]| 1%] 0%| 1%] 1% 0%
DON'T KNOW 10%| 12%| 9%| 10%| 8%]| 11%| 11%] 7%| 11% 10% 11%) 18%| 8%| 26%| 9%| 10%| 20%
N 231] 100 131} 118 14| 54| 45 59| 172 217 10 38| 193 3| 2271 221 10|
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Exhibit 4-48
Manual Use of Programmable Thermostat

GENERAL POPULATION
< £ £

PT9. Do you usually adjust % g o 3 3 3
the temperature settings on el % I3 [°] @ Z £ O O O

sa|l =] ® > rll IS 4 2 he] = 9
your new thermostat =N gc_g 5 g > = u_n"’_ ol 2 o g o o o}
manually or do you y LC“ ] LC“ 13 S ElE ol © S % & 2 pa 2 2 é
program it to adjust & = el > e % ol £ | | £|e& E gl 2 S 4 = = S = = ~
automatically at different 5 E ol owl G o] ol E § g % g % > % 5| ¢ § %Eo = gl 5| zles| < 5[ 5o ?,@ ;_5 %@
fimes of the day? Sl 2l 2l S 2] 9] o) 2f Slealeafcel S o) S F|S2| 2] SIFB| 2|6 eS| fS] 2
Manual 34%]) 35%)] 32%] 36%] 38%| 29%]| 0%] 40%]| 31%] 35%]| 17%] 31%| 35%] 29%]| 35%] 34%]| 30%| 32%| 44%]| 31%| 37%] 30%]| 40%| 21%] 25%
Program 62%] 60%)] 65%] 60%]| 61%]| 67%| 0%] 57%]| 65%] 62%] 68%] 62%)]| 62%] 63%)]| 62%] 62%] 61%] 64%]| 54%] 66%]| 58%| 68%] 60%| 69%| 73%
REFUSED 1%) 2%] 0%] 2%| 0%]| 0%] 0%] 1%| 1% 1%|  7%| 3% 0%] 6%] 0%] 1%| 5%] 1%]| 0%] 2%]| 0%]| 1%] 0%| 4%] 2%
DON'T KNOW 3%| 3%| 3%| 2%| 1%| 4% 0%| 2%| 3%| 2%| 7%| 4%| 2%| 2%| 3%| 3%| 4%| 3%| 2%| 2%| 5%| 1% 0%| 6%| 0%
N 391] 189] 202] 166| 85| 140 0] 108] 283] 371 17 93| 298] 44| 347 368 23] 335 56] 252 83| 190 77 62 54

SINGLE FAMILY REBATE PARTICIPANTS
PT9. Do you usually adjust %
the temperature settings on %_C % e g
your new thermostat goi-fo 2 g [ > =
manually or do you sl €813 £ E E
. ! | 2512 s 0 =
program it to adjust =) = dzelzelse £ _ o £ o
a-utomatlca[[y at different 5 E | ow| o o ol E| =] E io’ g % 3 £ gl £ = ER
times of the day? Sl 21 21 2] 2] 2 K 2| S|les|e£8]232] 5] 2| 8] £[S2
Manual 25%| 21%]| 28%| 23%]| 26%) 22%)| 33%| 21%| 27%] 25%| 11%]| 22%] 26%] 0%] 25%] 25%] 29%
Program 73%)| 75%| 71%] 75%| 74%| 72%)] 67%) 75%] 72%) 72%]| 89%]| 76%| 72%| 74%| 73%| 73%]| 71%
REFUSED 1%) 1% 1%] 1%]| 0%]| 2%| 0%] 2%| 0% 1%|  0%] 0%] 1%] 0%] 1%] 1%] 0%
DON'T KNOW 1%] 3% 0%] 1%| 0%| 4%| 0%] 2%| 1% 1%  0%| 2%| 1%]26%| 1%] 1%| 0%
N 231] 100] 131] 118] 14| 54| 45] 59| 172} 217 10 38| 193 3| 227] 221 10
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Exhibit 4-49
Pool Ownership

GENERAL POPULATION
g)o_c g')o L il IO ) S
2 2E|E | e =gl 2 SlE [g2|8 |8 g-|¢gs
& e=1 s e =l =€ L < & c | & © c ol © v
& 0 < O] 2 S E|E S O ol <© RS UN BN ] mlced| < 5
| = =471 = 0 s| s T s| ¢] 5 e=lo8le glga|ce
Z|E A zel zelzel ElLl o] ElEE| 3| OE[E |23 SE|ieS|ic| 2k
P1. Do you have a =l T s =| = s 9 s o1zl gl g & 2l2z3] 5| 2le o gl ool 2 al 23 25
g zl 51 &l &l &8 5| 2 ES E9%]l 28| €| ¢t S o 5 8 g Elzdlss|leg|lz28led|es
pool at your home? el 2l z1 & 3| R 2| 5| £E&5 £&818=2) ol&] S| A3 | S|z 2|0 E|lECS|E0|ED
Yes 17%| 16%] 17%) 16%] 14%| 17%)] 0%] 21%| 15% 18% 1%]  12%| 18%] 0%] 17%] 17%] 11%] 17%| 13%]| 20%| 11%| 19% 23%| 18%] 24%
No 83%]| 84%)| 83%]| 84%)| 86%]| 83%| 0%] 79%]| 85% 82% 99%| 88%]| 82%] 0%| 83%] 83%| 89%| 83%| 87%| 80%| 89%| 81% 77%)| 82%| 76%
N 717] 348] 369] 267| 195] 255| 0] 188]| 529 654 58] 204 513] Of 717] 693 24] 593 124] 428 165| 304 112 120 98
SINGLE FAMILY REBATE PARTICIPANTS
22| 2|
8 & -l s Q > = ¢
= ¥ c=|l- IS =|=E
& o < O] o S E|E S
vl 34 -7 o 8 I
Z| £ | 55| gslegl 3|zl g gffz
5 = = 5 L=
P1. Do you have a o = 5l =] G| oo 5| = g% E% 5| £ 2 sl =|£3
pool at your home? Sl Sl 2l 21 2] R R 2] 5 £ 5 £3ls<s| ol2 ol |52
Yes 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%| 0%] 0%] 0%| 0%] 0%| 0%
NO OO/O OO/O 00/0 00/0 00/0 00/0 OO/O 00/0 00/0 00/0 00/0 00/0 00/0 OO/O 00/0 00/0 00/0
N 0 0 0 0 0 of 0 0 0 0 0 0 o] O 0 0 0
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Exhibit 4-50
Summertime Pump Hours of Operation

GENERAL POPULATION
& S & £ Il = > § S
P4_HR. During the =2l S3|¢ o =gl 2| B¢ Saly |3Sl3_ |88
summer, how many S & 56|38 S £l 8l 9| 3|5 28lEal28lE8] 88
hours a day do you = gl >z = sl 5] s ol 5 gglegles|ea g
: _ T T L _ c S5 ) 2 | 5 5} o| X2 L gl = 2ol 2 32E]l2E[22
typically run your < @ g3 g2 gl & sl wl=3 5 2l o o < ol Sa]l S a| Sa
| pump? gl ozl 5| 8| Bl sl 8l S| €| £3| E£3lze| =ls| 2| 22| 5| ElzL|sE|zg|les|EL|ER
poo’ pump- 2l < 21 &) Al A1 Al @ S & sAlS sl Ol &)l Ol Fl55] <2 SlTolz2l0g]l 0|l E0|E0
1 9% 11%]| 7%] 7% 14%| 11%] 0%] 11%| 8% 9% 0%]  6%] 10%] 0%| 9%| 10%| 0%] 9%]| 13%] 9%| 6% 7% 2% 12%| 15%
2] 13%] 13%| 13%] 18%| 4%)| 9%] 0%] 15%] 12% 13% 0%]  15%] 13%] 0%] 13%] 12%| 50%| 14%| 9%] 13%| 19% 9%| 16%] 12%| 12%
3] 14%] 20%| 8%] 16%]| 25%)| 9%] 0%] 23%]| 8% 14% 0%] 13%] 15%] 0%| 14%] 15%| 0%] 15%| 11%) 17%] 5%| 19%] 19%| 9%]| 20%
4 18%| 14%]| 22%] 16%]| 29%)| 18%]| 0%] 15%| 20% 18% 0%]  17%] 18%] 0%| 18%] 17%| 50%] 19%]| 14%] 20%]| 13%| 24%| 17%| 12%]| 24%
51 7%) 2%| 11%]| 5%]| 7%| 9%[ 0%] 0%]| 11% 7% 0%]  6%] 7% 0%| 7% 7%| 0%] 6%| 9% 6%| 6% 3%] 0% 6%| 17%
6] 10%] 10%] 11%] 9%| 4%| 14%] 0%] 8%]| 12% 10% 0%] 12%] 10%] 0% 10%] 10%| 0%] 10%]| 12%] 10%] 10%]| 10%] 14%| 10%]| 6%
71 2%) 3%| 0%]| 0%] 0%| 5% 0%] 0%| 3% 2% 0%] 8%]| 0%] 0%| 2%| 2%| 0%] 2%| 0%] 2%| 0%| 3% 8%| 0%| 0%
8l 7%] 6% 8%| 7%| 0%| 9%] 0%] 8%| 6% 7% 0%] 6% 7% 0%| 7%) 7%| 0% 7%| 6%] 7%]| 8%| 5%] 8%| 16%]| 0%
10] 2%) 0%| 4% 2%] 0%]| 2% 0%] 0%| 3% 2% 0%] 0%]| 3%] 0%| 2%| 2%| 0%] 2%]| 0%] 3%| 0%| 2% 6%| 0%| 4%
12] 0%] 0%] 0%)] 0%] 0%] 0%] 0%] 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%]| 0%] 0%| 0%| 0%] 0%] 0% 0%
241 3%| 5%| 1%] 5%| 4%| 0%] 0%] 6%| 1% 3% 0%]  6%] 2%]0%| 3%| 3%| 0%] 3%| 0%] 4%| O0%| 6%] 2%| 12%| 0%
REFUSED 2%| 2%| 2%] 5% 0%] 0%]| 0% 3%| 2% 2% 0%] 0%] 3%] 0%| 2%]| 2%| 0% 3%| 0%] 3%| O0%| 5%] 0%] 6% 0%
DON'T KNOW 13%| 13%]| 12%] 11%]| 14%)| 14%]| 0%]| 12%| 13% 12% 100%] 13%]| 12%] 0%] 13%] 13%| 0%] 10%| 26%| 5%| 34%| 7%] 8% 4%| 2%
N 116] 53| 63] 44| 28] 44| O 371 79 114 1 251 911 O] 116] 114 2] 98] 18 80 18 58 28 21 21
SINGLE FAMILY REBATE PARTICIPANTS
. el F.]¢
P4_HR. During the 5 o a;f:j o} g S
summer, how many y LC“ S E ol 8 g g 'E ]?
hours a day do you E = . > e > % of 51 .| 5 & £
typically run your 5 = 2wl & o] o] B = g % g % 3 g gl 2 g = 253
pool pump? ol Sl 21 21 3] 13 2| S| s8] £&l8el Sl2| 8] F[52
11 2%| 2%| 3%] 0%| 2%| 3%]| 0%] 3%| 2% 3% 0%] 0%]| 3%] 0%| 2%| 2%| 0%
20 7%|) 11%] 5% 15%| 2%)| 8%] 0%] 11%] 6% 8% 0%] 13%] 5%] 0%| 7%) 7%| 0%
3] 10%] 8%| 10%] 0%]| 13%)] 10%] 0%] 10%] 9% 10% 0%] 8% 10%] 0%]| 9%| 10%| 0%
4] 31%| 33%]| 30%] 20%]| 46%)| 26%]| 0%] 29%| 31% 32% 33%] 38%)| 29%] 0%]| 31%] 31%| 0%
5| 14%]) 17%)| 12%] 22%)| 13%| 12%] 0% 15%]| 13% 14% 17%]| 16%| 13%] 0%] 13%] 14%| 0%
6] 21%] 15%)] 25%] 37%)] 15%| 20%] 0%] 18%]| 21% 19% 33%]) 13%]| 23%] 0%]| 21%)] 21%]| 0%
7] 2%) 0%| 4%]| 0%] 0%| 4%[0%] 0%| 3% 2% 0%] 0%]| 3%] 0%| 2%| 2%| 0%
8l 7%] 9%| 6%] 0%] 4% 10%] 0%| 7%| 7% 6% 17%) 7% 7%) 0%| 7%| 7%| 0%
10} 0%] 0%| 0%] 0%] 0%]| 0% 0%] 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%| 0%
121 1%] 2% 1%] 0%]| 0%]| 2%] 0%] 0%| 1% 1% 0%]  2%] 1%] 0%| 1%] 1%| 0%
241 0%] 0%] 0%] 0%| 0%| 0%] 0%] 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%| 0%
REFUSED 0%] 0%| 0%] 0% 0%)] 0%]| 0%] 0%]| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%| 0%
DON'T KNOW 5%| 4%| 6%] 7%| 4%| 5%| 0%] 6%| 5% 5% 0%]  2%]| 6%] 0%| 5%| 5%| 0%
N 158] 56| 102] 13] 45| 100 O} 22| 136 148 6 38| 120] 0] 156] 158 0
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Exhibit 4-51
Average Runtime
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Exhibit 4-52
Who Changed Runtime

GENERAL POPULATION
(9] ) 3
o0 = e ] il B > 3 )
Lo < T 14
PP5. Who initially c:fo%o =Y g B 2 S| 2 g4le g5lg-|gs
changed the hours, s el B 5 El= 8] S| B5]5 E5lsa]lE8lEg|lEY
o~ ) a8 3 s o S| E | = ol 2 O sR=1 s 8 O S o Q9
you or the contractor el I > >cl S o = 1 =123l °f 512 55l 53|5c|5<|5%
that installed the pool | —=| LT[ T & =| & e g sgl2 gl sl&l g g2zl gl z2]leaCelaelei|lan]ea
: gl ozl sl sl Bl sl B Bl Bl Ex|zel 2|5l E| 2| 5| ElEE| 5|2 E|e s |
pump? Sl 2| Zl £ 2 F 2| 2] 5| £&5] £&l8=] ol &l A3l 21 Sl Zz2 2162l C|lEC|E0
Me - HOUSGhOld 0% 0% 0% 0% 0% 0%] 0% 0% 0% 0% 0% 0% 0%] 0% 0% 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
Contractor 0%] 0%| 0% 0%| 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
g{_:D_c EP L
PP5. Who initially ER=, 2| 2 2 2> g
changed the hours, &5 s0|3 S ElE s
v 35 - 7] = o S| ET
you or the contractor = E > >cl o @ £ o g )
; _ T L _ c s O s o]l S € -1 & 9] ol L =
thatmystalled the pool I S o 8 ol o 5 8 g = EZ|z¢s| £ £ £ =y
pump* el <zl £ F| I 2] 51 £&) £&5/5=| ol & O] 5|53
Me - Household 73%| 68%)| 75%] 100%]| 73%]| 67%)| 0%| 71%)| 73% 75% 0% 69%| 75%| 0%)| 73%| 73% 0%
Contractor 27%]) 32%| 25%|  0%)| 27%)| 33%]| 0%| 29%]| 27% 25% 100%| 31%| 25%| 0%| 27%) 27%| 0%
N 73] 23] 50 5] 25| 43] O 5] 68 68 2 211 520 o] 721 73 0
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Exhibit 4-53
Reduction in Energy Usage Due to Pool Pump

GENERAL POPULATION
o
PP8. Do you 2w »I|E 2 =lsel 2|62 |22l [28]8=]8
think your pool s & & 0|3 3 E|l= 38l O] 8|5 £5l2al28| 28|28 ¢
h o 4 - = | = =l S| ExX] =| o % cZ|lc<elox|Tox|T S8
pump has = I - > c >cl 35 e £1 . S| £1E] gl 512 295833328
reduced your -1 I S =| = g9 s2l €|l 5| o gl 21231 5| 2] @ o gl agl ol &0 20w
) gl ozl sl 3| Bl s 9l 5| €| Egl Eglzel £ls| 2| 2zE| S| ElaE| s e L| g
energy user Sl 2|l Zl £l F| EI ) 2] S| £& £&18<] Ol & O]l Gl S| T6| 2202l C|lEC| a0
Yes 0%] 0%] 0%] 0%| 0%]| 0% 0%] 0%]| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%] 0%]0%]| 0%] 0%| 0%| 0%| 0%] O0%| 0%
No 0%] 0%]| 0%] 0%| 0%]| 0% 0%] 0%]| 0% 0% 0%] 0%] 0%] 0%| 0%] 0%]| 0%] 0%]| 0%] 0%]| 0%| 0%] 0%| 0% 0%
DON'T KNOW 0%| 0%| 0%] 0%| 0%]| 0%|0%] 0%| 0% 0% 0%] 0%]| 0%] 0%| 0%] 0%| 0%] 0%| 0%]|] 0%| 0%| 0%| 0%| 0%| 0%
N 0 0 0 0 0 of O 0 0 0 0 0 of O 0 0 of 0] O 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
() Q
o0 &b g
2] © [ E
PP8. Do you 5 o & 2 R g S N
think your pool 55 el B 5 ElE 8
pump has e TE - - > - % o R Y %
c < I = = ] I
reduced your 5 < | w 5l ol ol =l E £ < £ 2|3 % sl ¢ %" éo £3
energy use? Sl 2l 21 2 Sl K13 2| 5| £& £5]3=] 51 & 8| 153
Yes 69%)| 62%| 73%| 49%]| 72%)| 72%)| 0%] 61%]| 70% 69% 67%| 65%]| 70%] 0%| 69%] 69% 0%
No 10%] 12%| 8%| 29%]| 7%| 7%)| 0%] 20%| 8% 9% 33% 6%]| 11%] 0%]| 9%] 10% 0%
DON'T KNOW [ 21%| 26%| 19%] 22%]| 22%| 21%]| 0%] 18%| 22% 22% 0% 29%| 19%] 0% 22%] 21% 0%
N 158 56| 102 13| 45| 100 O] 22| 136 148 6 38| 1201 O] 156] 158 0
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Exhibit 4-54
Amount of New Pump Usage Compared to Old Pump

GENERAL POPULATION
o
gos %3 E Al o > 8 )
PP3. Are you running| 5e 22l 3 0 > = ¢| 2| 5] & 29|35 eYle_|8<c
your new pump S5 s 0|3 g E E‘g S| 3|5 E5l2al28|E8|E¢
x| = = = )= 9 < T| =] o] = Ol o]l oAl o&|lTC.8
more, less or the Zl = - — o] £ il sl ¢] = =R EERS1 = 2 25
me as th _| = = w | < 56 selegl Sl sl gl =l el §ls. |2e|2F2E|l2E[R2
e e L = sl gl Bl sl el 5| Bl Bl Edlzel £l 5| :| 2lEE| G| ElzE| s 2 E|gs| sz
replaced? el <l 2] =1 @) 2l Al 2] 5] £4] £A139=5] Olel Ol FIS3| 2l SITO| 220 E|eO|lE0|ie s
More 0%] 0%] 0%]| 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%] 0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0%] 0%]| 0%] 0%| 0% 0%
Less 0%| 0%] 0%| 0%| 0%] 0%] 0%] 0%| 0% 0% 0%| 0%] 0%] 0%]| 0%] 0%| 0%] 0%] 0%] 0%] 0% 0%] 0%| 0%| 0%
Same 0%] 0%] 0%]| 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%]  0%] 0%] 0%] 0%] 0%| 0%] 0%] 0%] 0%]| 0%]| 0%] 0%| 0% 0%
DONIT KNOW 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 OO/O OO/O OO/O OO/O OO/O 00/0 OO/O OO/O 00/0 00/0 00/0 00/0 00/0 00/0 00/0
N 0 0 0 0 0 of 0 0 0 0 0 0 0] O 0 0 0] 0] O 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
el 2.l
PP3. Are you running| 030%0 52| S L > = ¢
your new pump S c £33 g HE g
ol 45 e o S| ET
more, less or the = E >~ = >c| S e £ = [ A
_ T L — c s T s o] £ € =1 o o Q| L=
same as the one your | = | — | = 8| 4| o] =l 2 £ £l 5| £ g gl =%
replaced? el Sl 21 21 3] 1] 2) 5| =8| £&l8=] 5|2 S| F[55
More 5% 7% 4%| 7%| 7%| 4%]|0%] 6%| 5% 6% 0%]  7%] 5%] 0%] 5%| 5%| 0%
Less 41%| 32%]| 46%)] 29%)] 50%]| 39%| 0%] 18%| 46% 40% 33%]| 46%]| 39%] 0%]| 41%] 41%] 0%
Same 51%| 57%] 47 %] 63%| 39%)] 54%]| 0%] 73%)| 46% 51% 67%]| 44%]| 53%] 0%]| 51%] 51%] 0%
DON'T KNOW 3% 3%| 3%| 0%| 4%| 3%]|0%] 3%| 3% 3% 0%|  3%] 3%] 0%] 3%| 3%| 0%
N 158] 56| 102] 13| 45| 100 O] 22| 136 148 6 38| 120 O] 156] 158 0
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Exhibit 4-55
Pool Pump Start Time

GENERAL POPULATION
o

L s |z <5|l= |55

ol »E|s 2 =gl 2| Ol& 228 |galg=|g

P4_ST. What 5| 58|12 | § £l 5 S| 5|€ |£5|2o|E8|£8|2¢
time do you = = P ;é%w £ N e T = §§ %E‘ %E‘ %E
typically start -1 | T ol =| & ) sel=E| sl gl g &lzz] £ 2loea|lSg a2
: | S 8 68 gl 2 ,gg ,gaBS £l 5 = e ) 2 Séié‘gié el o)l
yourpoolpumpe =] <] =zl =1 2l sl s]l &£ S £ & colSel Olel O sls3) <l Slzolzzl0zlt0lE0liEo
1 6% 4%| 7%| 7%| 4%| 5%| 0% 2%| 8% 6% 0% 10%| 5% 0%| 6%] 6% 0% 6%| 3% 6% 8% 8%| 10% 6% 0%
20 1%L 1% 2%) 0%| 4%] 2%| 0%] 0%]| 2% 1% 0%)  2%| 1% 0%| 1%] 1%] 0%] 1%| 0% 1% 2%| 2%| 4%] 0%| 0%
31 3%| 0%| 5%| 0%| 0%| 7% 0%| 0%| 4% 3% 0% 0%| 3% 0%| 3% 3% 0% 2%| 6% 2% 0% 3% 4% 4% 0%
W 7%) 6%| 8%) 7%| 0%| 9%| 0%] 3%]| 10% 7% 0%) 8% 7% 0%| 7%) 7%| 0%] 7%| 6%] 6%| 13%| 0%] 0%| 0%| 16%
51 4%| 5%| 3%| 5%]| 4%| 5%]| 0%] 7%| 3% 5% 0% 0%| 6% 0%| 4% 5% 0% 5%| 0% 6% 0% 7% 6% 6%| 10%
6] 5% 7%| 3%| 5%]| 18%| 2%]| 0%] 6%| 4% 4% 0%) 11%]| 4%} 0%| 5%]) 5% 0%] 5%| 8% 5%| 2%| 3%] 0% 12%| 6%

71 10%] 11%]| 9%| 9%| 11%]| 11%] 0%] 14%| 8% 10% 0% 4% 12%] 0%| 10%] 10% 0% 10%| 8%| 11% 6%| 14%| 24%| 10% 0%

8l 6% 6%| 6%| 7%| 7%| 5% 0%] 6%| 6% 6% 0%  4%| 7%] 0%| 6%] 6% 0%] 7%| 0% 7%|  8%| 5%| 10%| 8%| 6%

9 5% 2%| 8%]| 5%| 0%] 7%| 0%] 3%]| 6% 5% 0%]  6%] 5%] 0%| 5% 5% 0%| 6%| 0%] 6%| 6%]| 8%] 4%| 4%| 6%

10} 7% 5%| 9%| 7%]| 14%] 5%| 0%] 6%| 7% 7% 0%) 11%| 6% 0%| 7%) 7%| O0%] 7%| 6% 8%| 2%| 8%|] 2%| 12%| 8%

11 3%) 2%] 4%| 0%] 4%| 7%] 0%] 0%] 5% 3% 0%]|  4%]| 3%] 0%]| 3%] 3%]| O0%| 2%| 6%] 3%| 0% 1% 2%| 4%| 4%

12] 1% 2%| 0%] 0%)| 0%| 2%| 0%] 0%| 1% 1% 0%) 4% 0%] 0%| 1%] 1%]| 0%] 0%| 6%] 0%| 0%] 0%] 0%]| 0%| 0%

131 1%) 0%] 1%| 0%] 7%] 0%] 0%] 0%] 1% 1% 0%] 0%] 1%| 0%| 1%} 1%] 0%] 0%]| 3% 1%| 0% 1% 2%| 0% 0%

T4 1%) 0%| 2%| 2%]| 0%] 0%] 0%] 0%| 2% 1% 0%)  0%]| 2%] 0%| 1%] 1%] 0%] 1%| 0%] 2%| O0%| 2%] 0% 6%| 0%

151 0%] 0%] 0%] 0%]| 0%| 0%]| 0%] 0%| 0% 0% 0%] 0%]| 0%] 0%| 0%] 0%]| 0%] 0%| 0%] 0%| 0%] 0%] 0%]| 0%| 0%

16] 1%) 0%| 2%| 0%] 0%]| 2%]| 0%] 0%| 1% 1% 0%]| 0%] 1%| 0%| 1%} 1%] 0%] 1%| 0% 1%| 0% 0%] 0%] 0%| 0%

18] 3%) 6%] 0%] 5%| 0%| 2%| 0%] 6%| 1% 3% 0% 10%]| 2%} 0%| 3%] 3%| 0%] 2%| 8% 3%| 0%| 2%] 4%| 0%| 6%

190 6%) 6%| 7%| 7%| 4%| 7%| 0%| 8%| 5% 7% 0% 11%| 5%] 0%| 6%] 7% 0% 6%| 8% 6% 6% 6% 0%| 10%| 12%

200 2%} 2%| 2%]) 2%| 0%| 2%]| 0%] 3%| 1% 2% 0%) 6% 1% 0%| 2%] 2%| 0%] 2%| 0%] 3%| 0%| 2%] 4%| 0%| 6%

21 4%) 6%] 1% 2%| 7%] 5% 0%] 5%] 3% 4% 0%]|  4%]| 4%] 0%| 4% 4% 0%| 3%| 6%] 2%| 8% 1% 2%| 0% 6%

221 3% 3%| 2%| 5%| 4%| 0%]| 0%] 3%| 3% 3% 0%)  2%]| 3% 0%| 3%] 3%| 0%] 3%| 0%] 4%| 0%| 3% 2%| 0%| 6%

231 1%] 2%] 0%] 2%]| 0%] 0%] 0%] 3%]| 0% 1% 0%]  0%] 2% 0%| 1%] 1%] 0% 1%| 0%] 2%| 0%| 2% 6%] 0%| 0%

240 2% 2%| 2% 2%| 0%] 2%| 0%] 3%| 1% 2% 0%)  0%]| 3%] 0%| 2% 1%]| 50%] 2%| 0%] 3%| 0% 4%] 0%]| 0%| 4%

REFUSED 2% 5% 0%] 5%| 0%] 0%] 0%] 6%]| 0% 2% 0% 0%| 3% 0%| 2% 1%| 50%| 3%]| 0% 3% 0% 5% 6% 6% 0%
DON'TKNOW [ 16%]| 17%]| 15%]| 18%| 14%| 14%| 0%] 18%]| 15% 16% 100%]  6%)| 19%] 0% 16%] 16%| 0%]| 14%]| 26%] 9%| 39%| 13%| 9%| 10%| 2%
N 116 53 63 44| 28] 44| o} 37 79 114 1 25 91 0] 116} 114 2 98 18 80 18 58 28 21 21
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Exhibit 4-55

Pool Pump Start Time (continued)

SINGLE FAMILY REBATE PARTICIPANTS

& & [

§D ?ﬁo go g g o > = 2

P4_ST. What . £5| £33 g B —E g

time do you QE‘ = C i\é i*é EO of =l | & I_E u?ﬁ

typically start 5 = = T e ol =l = g < g < ; g o] £ cl = | 5

yourpoolpump?) °) 2| 2] 2] 3] S1 2| 2f 5| £&] £&13:] 51 2] 8] |52

1 1%] 2%] 1%] 0%| 2%| 1%| 0%]| 0%| 1% 1% 0%]  3%] 1% 0%] 1%| 1%| 0%

21 1%] 0%]| 2%] 0%] 0%| 2%] 0%] 0%]| 1% 1% 0%]  0%] 2%] 0%] 1%| 1%| 0%

31 3%| 0%] 5%] O0%| 2%| 4%] 0%] 0%]| 4% 3% 0%]  0%] 4%] 0%] 3%| 3%| 0%

4 3%) 4% 3%) 7%| 7%| 1%]| 0%] 6%]| 3% 4% 0%]|  3%] 4%] 0%] 3%| 3%| 0%

51 6% 11%] 3% 7%| 4%| 6%] 0%] 13%]| 4% 5% 0%]  7%] 5%] 0%] 6%| 6%| 0%

6] 15%] 19%] 13%] 7%]| 24%]| 12%] 0%]| 12%] 15% 16% 0%]|  24%)] 12%) 0%] 15%] 15% 0%

71 5% 4%| 5%) 7%| 7%| 3%]| 0%]| 6%]| 4% 4% 17% 6%| 4% 0%]| 5%] 5% 0%

8] 19%| 17%| 20%] 15%| 20%] 19%]| 0%] 16%| 19% 18% 33%) 12%] 21%] 0%| 19%] 19%] 0%

9 9% 8%]| 9%] O0%| 7%| 12%] 0%]| 7%]| 9% 9% 0%]  9%] 9%] 0%] 9%| 9%| 0%

10 12%]  9%] 14%] 22%| 11%] 10%] 0%] 9%] 12% 12% 17% 7%\ 13%] 0%)] 12%] 12% 0%

11, 6% 8%| 5% 12%| 4%]| 5%]| 0%] 13%| 4% 6% 0%]  9%] 5%] 0%] 6%| 6%| 0%

12} 4% 5%] 4%] 0% 2%]| 6%] 0%] 0%] 5% 3% 17%)  7%| 3%] 0%| 4%] 4%| 0%

13 1%| 0%] 2%] 0%| 0%| 2%]| 0%]| 0%]| 1% 1% 0%]|  0%] 2%| 0%]| 1%| 1%| 0%

14 1%] 0%| 1%] 0%| 0%] 1%]| 0%] 0%| 1% 1% 0%]  0%] 1%] 0%] 1%| 1%| 0%

150 1%| 0%] 2%] 7%| 0%] 0%] 0%] 0%] 1% 1% 0%]  0%] 1%] 0%] 1% 1%| 0%

16 1%| 0%] 1%] 0%| 0%]| 1%] 0%] 0%]| 1% 1% 0%]  0%] 1%] 0%] 1%| 1%| 0%

18] 3%| 3%]| 4%] 0%| 0%]| 6%] 0%]| 3%| 3% 4% 0%]|  2%] 4%] 0%] 3%| 3%| 0%

19] 2% 0%| 3%] 0%| 2%| 2%]| 0%] 0%| 2% 2% 0%]  0%] 2%] 0%] 2%| 2%| 0%

208 1% 2%] 0%] 0%| 0%]| 1%] 0%] 0%] 1% 1% 0%]|  2%] 0%] 0%] 1% 1%| 0%

21 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%]  0%] 0%] 0%] 0%] 0%| 0%

22 0% 0%]| 0%] 0%| 0%| 0%]| 0%]| 0%]| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%

23] 0%] 0%] 0%] 0%| 0%]| 0%] 0%] 0%] 0% 0% 0%]  0%] 0%] 0%] 0%] 0%| 0%

24 2% 3% 1%] 7%| 2%| 0%] 0%]| 6%] 1% 2% 0%]|  4%] 1%] 0%] 2%| 2%| 0%

REFUSED 0%] 0%]| 0%] 0%]| 0%| 0%)] 0%] 0%]| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%

DON'T KNOW 6%| 7%| 6%) 7%| 7%| 6%| 0%| 9%| 6% 6% 17% 5%| 7%| 0%| 6%| 6% 0%

N 158] 56 102] 13| 45| 100 O] 22| 136 148 6 38| 1200 0Of 156] 158 0
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Exhibit 4-56
AC Vs Whole House Fan Usage

GENERAL POPULATION
o
el 2| 2o e g 5
WHF4. Generally, S =Nl o I ) 5 % § a4l 3 ES g‘_ gg
when you come S5 s 61738 g E:g bB‘S el RN R RS s
x| « — = 1= Q sl EZ| 2| o] = oo eloa|lTca|lTTCe
home to a hot =l = — - >~ = o| £ A °l 51 2 50l 58]l5<|5<|5¢8
T I w _ c < O S ol 8¢ 1 5 9] ol T 2] o s 2ol 2125l 32E| 22
house, what do - = IS ~ ~ gl & cl =l =35 v » = ol vl ow| T
) S > £ L O wl| O cl =< £ 3 ES|l 23| <| ¢t s gﬂjogg>_:gm_:um_:m_:m_:
you use first? Sl 21 21 2 Sl KK 2 51 £48] £5]13=) 512 8| S|\ Z[SIZ[Z22[CElEG[E0[ES
Whole house fan 0% 0% 0% 0% 0% 0%]| 0% 0% 0% 0% 0% 0% 0%] 0% 0% 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Air conditioning 0%] 0%| 0%] 0% 0%| 0%]| 0%] 0%]| 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%| 0%| 0%] 0% 0%]| 0%] 0%] 0%]| 0% 0% 0% 0%]| 0%] 0%] 0%] 0% 0%] 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 o] 0O 0 0 0 0 0 o O 0 0 o 0 O 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
o] & ]e
WHF4. Generally, S 28 £ ° o
c c [=ue=3 el I =l =€
when you come o S 30| 2 S ElE=
home to a hot E = " . gé gé % 0 % _ s LE Ljf_‘g
house, what do = - - " ) ul oo = = g% i s S g g § ED _i _.g
you use first? Sl Sl 2l 2f 2 IS 2| 5] £& £2lc=] Al 2| 8] Z|52
Whole house fan | 57%| 55%]| 61%] 50%]| 100%]| 58%)| 0%| 55%]| 59% 55% 100%| 64%)]| 55%| 0%]| 57%| 57% 0%
Air conditioning | 29%] 29%| 29%] 30% 0%| 33%| 0%]| 27%| 33% 30% 0%| 36%]| 27%| 0%] 29%) 29% 0%
DON'T KNOW 14%| 16%]| 10%| 20% 0%| 8% 0%| 18%]| 8% 14% 0% 0% 18%| 0% 14%| 14% 0%
N 24 15 9 10 2 12 0 13 11 23 1 6 18 0 24 24 0
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Exhibit 4-57
Using AC With Whole House Fan

GENERAL POPULATION

o
) () —
el B |2 2l |z -S| |=8
WHF1'1.D0y'(?urun & 5 é’o% _qg e = =gl 2| 9| ¢ gé o 25l 2] &g«
your air conditioner s 5| 8§08 8 5] €l = ¢ O S| S 2ol 2l &8 28l
. v o -1 =71 = o = EX| = ol S ol ool ol ocx| ©&
after using your WHF = = N c ?,g o @ = o S o 8 § 2 8_8 32 ‘g__g é_g ‘g__g
. . _ _ < = = 5} < L= = I
althetme sometmes) 51 2 5| w8l sl ol Bl B[ EE| Bl zc| £f E| g| B2 g| Eliils:| el
rarely or not atall? ol 2| Zl & 2] 23] 2| SlESE& 8] Sl &l 8]l S35 2| S| Tl 7220l Sl 0l
Sometimes 0% 0% 0% 0% 0% 0%)| 0% 0% 0% 0% 0% 0% 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Rarely 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%| 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
Not at all 0%] 0%| 0%] 0%] 0%| 0%]| 0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
REFUSED 0%] 0%| 0%] 0%| 0%]| 0%)]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%| 0%| 0%| 0%| 0%| 0%|0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%| 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 ol O 0 0 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
Ll B 9
S22 S gl ¢
WHF11. Do you run owm me| B qé > = qé
your air conditioner sS| s8] 38 [ E|E S
. o = 2T =27] = o s| ET
after using your WHF = = dzslzslae = o E o
. . _ L — < < = = o) < L=
all the time, sometimes, 5 = < w o ol o 5 sl Ex| £ = S gl 2 § o| £ 3
rarely or not at all? Sl gl 21 2l S 202 2 Slaslssl2g] 518 8l gls:3
Sometimes 29%| 23%| 39%] 10%)] 50%]| 50%]| 0% 26%]| 33%| 30% 0%| 36%)| 27%]| 0%| 29%| 29% 0%
Rarely 28%| 26%)| 31%| 40%| 0%]| 17%] 0%] 24%]| 34%| 25%| 100%] 28%| 28%| 0% 28%)| 28% 0%
Not at all 29%| 29%| 30%] 30%)| 50%]| 25%]| 0% 27%]| 33%]| 30% 0%| 14%)| 34%]| 0%| 29%| 29% 0%
REFUSED 5%| 8%| 0% 10%| 0%| 0%]| 0%] 9%| 0% 5% 0% 0%| 7% 0%| 5%| 5% 0%
DON'T KNOW 9%| 13%| 0%] 10%| 0%| 8%]| 0%] 15%| 0% 9% 0%| 22%| 4% 0%| 9%| 9% 0%
N 24 15 9 10 2 12 0 13 11 23 1 6 18] O 24| 24 0
Quantum Consulting Inc. A-69

Appendix A



Exhibit 4-58
Opening Windows with Whole House Fan
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Exhibit 4-59
Air Conditioner versus Whole House Fan Use

60%
On the
Hottest Days

Some Days

Most Days
63%

Daily [l Air Conditioner

[ Whole House Fan

| I | I I I 1
0% 10% 20% 30% 40% 50% 60% 70%

Percent of Participants with Whole House
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Exhibit 4-60
AC Summertime Usage

GENERAL POPULATION
I5a)

A E e |z +3ls |58

S| »L| S 2 =l sgl 2 9z | 22[8 |galg=l 2

WHF7. During the o E 5 L% 5] 38 g | S o i) I j:: G| & o % S % 8 _g g
summer, do you tend El £ S % ol £l | | £le&3] B3| £l 2 55| 22| s (; = 2 R
to use your whole = I> E w S ol = G g2 g2l 2 £ gl & gl 2l =3 < 2l o] S8l 2] 25 20 2%
. = S S 5 2l =2l 59| 2 8|l £| § 2 Pl 3¢ 2 = B B =] B s

house fan: el el 21 2] 3 22 2| sSleEs| s 2] 5|2 S| F|52] 2| S| 22| 6G| eS| 26| E0
Daily 0%] 0%] 0%] 0% 0%]| 0%] 0%] 0%| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Most days 0%] 0%]| 0%] 0% 0%| 0%] 0%] 0%] 0% 0% 0% 0%| 0%| 0%| 0%| 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Some days 0%] 0%| 0%] 0% 0%| 0%] 0%] 0%| 0% 0% 0% 0% 0%] 0%]| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
On the hottest days 0%] 0%| 0%] 0% 0%| 0%] 0%] 0%]| 0% 0% 0% 0%]| 0%| 0%| 0%| 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
REFUSED 0%] 0%| 0%] 0%| 0%] 0%]0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 o] O 0 0 0 0 0 o O 0 0 0 0 0 0 0 0 0 0 0

SINGLE FAMILY REBATE PARTICIPANTS

& &% w

=) I I
tow| <l © ) > =2
WHF7. During the sl a8l = g = _E g
summer, do you tend e E < - = - E ° = - | = %
cl = © = =| o L=
to use your whole = é | = g ool s 5 E % 'g %” > % 2 £ qg" %;0 £3
house fan: Sl Sl 2l & 21 Z 3l 2| SleEs|Es| 3] 512 &l E[S3
Daily 15%] 10%] 25%] 10% 0% 25%] 0%] 6%| 29%] 16% 0%| 14%)] 16%] 0%]| 15%] 15% 0%
Most days 63%| 67%)| 55%| 80%| 50%| 42%]| 0%] 68%| 54%] 61%| 100%| 72%| 60%| 0%| 63%] 63% 0%
Some days 7% 5%| 10%] 0% 0%| 17%| 0% 6%| 8% 7% 0% 0%| 9%| 0%| 7%) 7% 0%
On the hottest days 10%] 10%]| 10%] 0%| 50%| 17%| 0%] 11%] 9%} 11% 0% 14%] 9% 0%]| 10%] 10% 0%
REFUSED 5% 8%| 0%]| 10% 0%| 0%]| 0%] 9%| 0% 5% 0% 0%| 7%| 0%| 5%] 5% 0%
N 24 15 9 10 2 12 0 13 11 23 1 6 18 0] 24] 24 0
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Exhibit 4-61
WHF Summertime Usage

GENERAL POPULATION

v v 3 -
5| 25| & 23 |z =S|z |8
ow| Bl 8 g sl 2 9lE | 228 |eslggl e
WHF8. During the 545 E‘Og S El 8| S| Bl 206 fal28l281£¢
summer, do you tend o | = e = | 2 I S Bt =l 1 ] s gl 5T 52| 52
to use your air = i IC: o &) ol = g g2l g2 el gl gl gl 2 - L Y S Y
A gl z| § ) S| el Eg| E-l 28| =15 2| Zl=z2c| S| Elz=| 68|zl Ec| B2 g
conditioner: Sl sl 21 2 21 SFl 2| Slesleslde]l Sl 2] 8] |33 2| SIEFC| 22| 6|0l 0| Ed
Daily 0%] 0%| 0%] 0% 0%| 0%| 0%] 0%]| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%] 0%]| 0% 0% 0% 0% 0% 0% 0%
Most dayS 0%| 0%| 0%] 0% 0%| 0%]| 0%| 0%]| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
Some dayS 0% 0% 0% 0% 0% 0%]| 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
On the hottest dayS 0%] 0%| 0%] 0% 0%| 0%| 0%| 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
REFUSED 0%] 0%| 0%] 0% 0%| 0%| 0%] 0%]| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0%| 0%] 0%]| 0%| 0%|0%] 0%| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0] O 0 0 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
HENE
= 5 [} > = o
WHF8. During the %f L%D %f% '§ g i _g g
o (a4 — ' — | z Q < T
summer, do you tend = = Azl gzl % _ sl < ,_f,_I“ o
to use your air i1 e ] Gl w| ol E|l =l E 2| €] = % 5| £ sl | £%
conditioner: el 2l 21 2l 2] K3 2| SlEslegl 2] 5l & & Sl
Daily 12%| 13%| 10%]} 10% 0%| 17%| 0%] 9%| 16%] 12% 0%] 36%| 4%] 0%] 12%] 12% 0%
Most days 5% 8%| 0%] 10% 0%| 0%)] 0% 9%| 0% 5% 0% 0% 7%| 0%| 5% 5% 0%
Some days 12%]  8%]| 20%] 10%] 50%| 8%| 0%] 9%]| 17%] 13% 0% 0% 16%] 0%| 12%] 12% 0%
On the hottest days | 60%]| 61%]| 60%] 70% 0%)| 58%| 0%] 62%] 58%] 59%)] 100%| 64%] 59%] 0%| 60%]| 60% 0%
REFUSED 4%] 0% 10%] 0%]| 50%]| 0%] 0%] 0%] 9% 4% 0% 0%]| 5%] 0%| 4%] 4% 0%
DON'T KNOW 7% 10%| 0%] 0% 0%| 17%| 0%] 11%| 0% 7% 0% 0%| 9% 0%| 7%| 7% 0%
N 24] 15 9] 10 21 121 0] 13 11 23 1 6] 18] O] 24] 24 0
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Exhibit 4-62
Daytime Whole House Fan Usage

GENERAL POPULATION

o e » S -
e B =13 |z =Sl |8
S5 = =] = o ) M O & Qo »n ) O~ 0] Q
2ol 22| € | £ 2| 25| 5| 5| £ |Eg| Bl 2E| 25| 2
W < =] Q e E Q @] - O c N £ O £ O = 5
: 4 o = = > 9 < T = () = O c @ [SIRSN] [SRRN] [SENS]
WHF6. During summer, == >c|l z2c]l T 2| £ N [T ° s| 2 59 58] 3| 3328
; _ T w — cl s g| s g € € . 3 [ ol L= o 29| & 2=l a=| &
what time of day do you I = =l & 9| «| o | £ g% EZ|lz8l 2 2 S wl £5 g § %E s gl 2 § v 23| 82
useyour wholehousefan? | 2] 2| Z| J 2| ®| K| 2| S| £513=) 8] 2| 8]l S[3=] 2| S1Z6l 22105l 86| E06[E8
Morning 0%].
Afternoon 0%].
Evening 0%
At night when I'm asleep 0%].
Refused 0%
Don't know . . K K . 0% . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
) )
El 25| &
Pl 2Ll g g z| > 2
o R RSl I S E|E£2
WHF6. During summer, ©l B gl Il = £ Ffl &
hat time of day do you - T T o _| 158l g8l g =| s5| & o =2
what time of day do y 5| 2| =l ow| Bl | of = E[EE[EE 5| B Z| | 2l EE
useyourwholehousefant | o] 2| 2| &1 31 & H| 2| S|Eg| & 3= 8] 2| 8] 5[5
Morning 43%)| 37%]| 55%] 50%]| 50%]| 33%]. 42%)| 46%| 45% 0%] 58%]| 39% 43%]| 43%].
Afternoon 19%] 15%| 26%] 10%| 50%]| 25%]. 17%| 22%| 19% 0% 14%] 20%]. 19%] 19%]|.
Evening 38%| 44%]| 25%] 40%| 0%)| 42%]|. 38%| 37%| 36%]| 100%| 64%)] 30%]. 38%]| 38%]|.
At night when I'm asleep 24%) 21%]| 29%] 20%| 0%)] 33%|. 18%]| 33%] 25% 0% 14%]| 27%]. 24%]| 24%]|.
Refused 5% 8% 0%] 10% 0% 0%|. 9% 0% 5% 0% 0% 7%|. 5% 5%]|.
Don't know 0%] 0%| 0%| 0%| 0%| 0%]. 0%| 0% 0% 0% 0%]| 0%]. 0% 0%|.
N 24 15 9 10 2 12 0 13 11 23 1 6 18 0 24 24 0
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Exhibit 4-63
Reduction in AC Use Due to WHF Use

GENERAL POPULATION
g |12 |2 |[£
WHF9. Do you Ll e e a9l [w | & |9 [© |9
think you have go;fo %})g s o I ) ol B §ﬂ 5 Bl 8 B
reduced your air _%5 55 3 % = —é% Sl s 5 %b s 28| = ==
conditioner use by & e — o =2 Em 2 _ g J—“E 5 % 3 3 g gg gF gg
usingyourwhole | =] T| T o =| slzg|l =22l s|lgl g gz gl 2|l Bl 2a] 2|2l
) gl =zl 8| s Bl =8l 5| 2l el ezl |l 5| 2| 2|8l S| E|lz2|5¢8|eglza|lega|Es
house fan? el 2l Z1 £ Z| A F] 2| S|ES| £S5 512 ol Fl3|l | SlzolzEloS]lie|l sl
Yes 0%] 0%] 0%] 0%| 0% 0%)] 0%] 0%] 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%)] 0%] 0% 0% 0% 0% 0% 0% 0%
No 0%] 0%] 0%] 0%| 0% 0%)] 0%] 0%] 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0%)] 0%] 0% 0% 0% 0% 0% 0% 0%
REFUSED 0%| 0%| 0%] 0%| 0% 0%| 0%] 0%| 0% 0% 0% 0%)| 0%] 0%| 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0] O 0 0 0 0 0 o O 0 0 o O] O 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
WHF9. Do you .09 |e
think you have a%{) §og s ) ] <o
reduced your air E & E“ ol g % E E? 5
conditioner use byl @l & s Bl = = Sl s T
. hol E I w _ cl = S B gl e qu . S 9] of £ 2
using you;w ol = z 5| & 8 wl 9] € SlES[ESlz¢l £l 5| 5| B =3
house fan? el £l 2l 21 2] N3 2| S|leslES| 22| 52| 8] £[53
Yes 91%] 92%] 90%]| 90%| 50%| 100%]| 0% 91%] 91%] 91%| 100%] 100%| 88%| 0%]| 91%] 91% 0%
No 4% 0%] 10%] 0%)| 50% 0%)] 0%] 0%] 9% 4% 0% 0%] 5% 0%| 4%| 4% 0%
REFUSED 5% 8%| 0%] 10%| 0% 0%] 0%] 9%| 0% 5% 0% 0%| 7% 0%]| 5%| 5% 0%
N 241 15 9 10 2 12 ofF 13 11 23 1 6] 18] O] 24] 24 0
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Exhibit 4-64

Amount AC Usage Reduced
GENERAL POPULATION
o
) ) " —
Ea I - =3 |2 -8l |=8
oo Ll & g = szl £ 9| ¢ ] eS8l &8s
WHF10. In your &5 &§0] 3 S el E 3] ©f 3|5 20|l 2ol 282828
- | = =T =71 = © s| EX| 5| o] = sZ|cglealocalce
opinion, what = E | > o] £ o A o sl 2 58] =2l 5| 5| 5
ntage of your AC -l | T 5 = sl=2l =2l ¢ | & gl 2| £=2 < = I cel 2% 27| 27 25
percentage of you 2l oz 5| 8| Bl gl 9| S| ElEg|Eg|zel £|lg| 2| 22| 5| Elzf| s zE|ed| sl
usehaveyoureduced? | o) 2 2| P| S| S| 2| SlEg|l 8|32 51 2| 8] S| S5 2| S|IZ6| 22| C S| E6|E6[ES
From 6 to 10 percent 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
11Tto 15 percent 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
16to 20 percent 0% 0% 0% 0% 0% 0%]| 0% 0% 0% 0% 0% 0% 0%)| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
21 to 30 percent 0% 0% 0% 0% 0% 0%]| 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
More than 30 percent 0% 0%]| 0%] 0% 0%| 0%)] 0%] 0%] 0% 0% 0% 0%]| 0%|] 0%| 0%] 0% 0%)] 0%| 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0%| 0%] 0% 0%| 0%)] 0%] 0%| 0% 0% 0% 0%]| 0%| 0%| 0%| 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 o] O 0 0 0 0 0 o O 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
pel 2 |2
2= Ll 5 [ )
tooo| Ll © >
WHF10. In your sl 3l = g = = g
- | -5 27 = o | ET
opinion, what = 'f =c| =c] T o < - i I
_ T w — cl s 2| = g] S € 1 o [ ol L=
percentage of your AC? = S 8 ol oo g _(Ec E < 'g e %) g g o 23
use have you reduced? = < Z o D 2l 2 4 Sl &£ 5] 3 = Sl & @) sl > >
From 6 to 10 percent 11%) 11%] 11%] 0% 0%| 25%] 0% 0%] 27% 8%| 100%] 28%]| 5%) 0%]| 11%] 11% 0%
11 to 15 percent 13%] 9% 22%] 11% 0%| 17%] 0%] 10%] 18%] 14% 0% 0%]| 18%| 0%| 13%| 13% 0%
16 to 20 percent 23%]) 23%| 22%| 22% 0%| 25%)| 0%] 26%)| 18%) 23% 0%)] 36%]| 18%| 0%| 23%| 23% 0%
21 to 30 percent 13%) 11%)| 17%| 11% 0%| 17%| 0%) 12%| 14%] 14% 0%  14%]| 13%| 0%| 13%| 13% 0%
More than 30 percent | 25%| 23%]| 29%| 33%]| 100%| 8%| 0%| 26%]| 24%] 26% 0% 0% 34%| 0%| 25%| 25% 0%
DON'T KNOW 15%] 23%| 0%| 22% 0%| 8%)| 0%] 26%| 0% 16% 0%  22%| 13%| 0%| 15%| 15% 0%
N 22 14 8 9 1 12} O] 12 10| 21 1 6|l 16l O] 221 22 0
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Exhibit 4-65
Still Use AC with Evaporative Cooler

GENERAL POPULATION
. [sa)
WHC9. Do you still %;sm %3 e 2l < - = 5
use your central or = e s @ > =2 u__‘u: S % g 4 g @g -g— -gg
room air conditioner S5 &§6]3 g gl = 5| 5| = S Nl RN R R
! 24 = =2 ] = Q s| Ez|l =| ¢l = csZ|Sglsca|loca|l e
even though you've “l £ = o] =2 o £ E| & 5| ¢| 3 ctsl 28] ¢ 2 g8
; T _ cl s 3| s gl & € | © o ol T2 o 1 2o 29 25| 25 22
installed an - = 5 = sl e8|l g2 s| & 2l gl =- = 2l o » gl 29 " P "
; 2l ozl 5| sl B 5|18l S| €1 2| Eglze| 5| 5| 2| 22| | E|lz2| 6S|cg|lEL| e 2
evaporative cooler? Sl Sl 2l S22 22| 2| S|leES|£a] 32| 5|2 8] S|S5] 2| S| 2G| 22| CE|E6|E6[EC
Yes 0%| 0%] 0%] 0%| 0%| 0%]| 0%] 0%]| 0% 0% 0% 0%| 0% 0%] 0%] 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
No 0%| 0%]| 0% 0%| 0%| 0%]| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 of O of 0 0 0 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
WHC9. Do you still Sl & )
tral or S| S 5| ®
use your central B | B g = =8
room air conditioner S5l $61 7% 5 €l =8
n though you' = N e e s| Ex
even though you've = = . Jzslzsle 1 sl 51 €
lnsta[led'an = | gl =] O ol ol B Sl EG| EX| =gl £| £ sl = £35
evaporatvecooler | S| Z| S| Ol 2| P19 o S|e&| 8|22 58| 8| E| 2%
Yes 52%| 53%]| 50%] 75%] 0%] 47%)| 0%] 88%]| 27%] 55% 0%| 40%]| 66%] 0%]| 52%] 53%]| 49%
No 48%| 47%]| 50%| 25%)| 0%]| 53%]| 0%| 12%| 73%] 45%]| 100%] 60%)| 34%| 0%)| 48%| 47%| 51%
N 19] 13 6 4] 0] 151 O 8l 11 18 1 10 9 O 19] 15 4
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Exhibit 4-66
Reduction in AC Use Due to Whole House Evaporative Cooler

GENERAL POPULATION
WHC10. Do you use your % 5 o sl 5 ~ S
. < & T = 2
centrfall'or room air 55 go.:c.j g qé . }g u_‘m_ 5 % S 4|3 ‘031 -031 ~ -031 =
conditioner more, less or S5 Ele) g 5 El= 35| © k] IS E5lsalE «|£8 cQ
oz oL — — 7 b ] S| EX| = ol = oz|lsocels =3 INSIPN| c QL
about the same than before = = > ¢ > < o| £ i © 5| 2 5%l 5815c8|5¢ 5%
) T T W _ c S g S g 2 £ | 5 5} ol T 2] o S 2ol a3 a=9|2a= a =<
you installed the = . - wl O O = < g X g < 5 gl & cl = =3 & zZl ¢ 2| 2 5 gl v al oo e
: B c ) ol A UU 5 2 ~:O ~:O 2 9 = S 2 c|l 3 ° 2z cl = Sz T 2 Ei% o o
evaporative cooler? 2l < zl sl ol sl 2l & S & &5 S| o)l Ol s|l55] < olTolz 0l oS]lTO o)
Less 0%| 0% 0%| 0%]| 0%]| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0% 0% 0% 0% 0% 0% 0% 0%
About the same 0%| 0% 0%]  0%] 0%] 0%] 0% 0%] 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%| 0% 0%] 0%] 0%]| 0%] 0% 0%| 0% 0% 0% 0%]| 0%] 0%| 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0 o 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
WHC10. Do you use your o & g
central or room air g2 S5 [ ° )
< 80 To g0 £ 7} = = > €
conditioner more, less or S5 Ele) 3 5 E|l= 5
- o 35 Ay s o S| EZI
about the same than before = E - o > o s £ = SlEg
R _ T w — c IR IR = e 1 3 o | L=
you instaled the sl 2| 5| =l 8| ool 5| B[ £4] £ zg| E|E G| =3
evaporative cooler? ol £ 21 P12 22 21 3 £ & £& sl o1&l ol 51535
Less 85%]| 78%] 100%] 50%] 0%]| 93%] 0%] 76%]| 91% 84% 100% 90%| 79%] 0%| 85%] 94%| 51%
About the same 10%| 14% 0%| 50%| 0%]| 0%)| 0%] 24%| 0% 10% 0% 0%\ 21%] 0%] 10%] 6%| 23%
DON'T KNOW 5%| 8%| 0%| 0%]| 0%| 7%| 0%] 0%| 9% 6% 0% 10%[ 0%] 0%| 5% 0%| 26%
N 19 13 6 4 0 151 0 8 11 18 1 10 9g 0 19 15 4
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Participant Findings

Exhibit 4-67
Reasons for Purchase

GENERAL POPULATION
o
gs| 24 s |z <5l |58
e »E|s 2 =gl 2| 9|2 [82]g |ealg=|E"
55 el IS 5 ElE s O Bl S Eb_’égggﬁgﬁg
g| & EF I E S S| 3] 3| Bz [z sE|iclsE| sz
| | T w — < 5 s o] 2 € Ju 5 gl o = o 2| o 2ol 2yl aslas|as
, oz gl gl 8| =l o | E| el Eglzel £l 5| 2| PIEE| | ElzE|sE=Elzs|zilzs
PART3. Why did you buy your IMEAS_DESTI? el £) 21 21 3] 2| @ 2| S| £&] £&]8=] 5] 2| &l F|S3) 2| S|ZE| 2 E[SE|EG|EB[ES
To replace equipment . . . . . . 0%].
To save energy . . . . . . 0%].
To get rebate . . . . . . 0%].
Better technology than my old one . . . . . . 0%|.
Didn''t have one before . . . . . . 0%].
Old one was broken, didn"'t work well R . R R . . 0%].
Improve home comfort . . . . . . 0%].
Save money . . . . . . 0%].
New house/remodel . . . . . . 0%].
Noise reduction . . . . . . 0%].
Product features . . . . . . 0%].
Came with another appliance/replaced whole system . . . . . . 0%].
Save water . . . . . . 0%l|.
Recommended . . . . . . 0%|.
Other . . . . . . 0%].
Refused . . . . . . 0%].
Don't know . . . . . . 0%]. . . . . . . . . . . . . . . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
] %
gEl 2y E o ¢, |2 |8
2 X PE]S £ = 85(% &
3= 59| g E 5212 |5
2| E ol Tz E o Eglnel2e
I I w _ c S S cl &€ . ot 9] 9} ) £ 32 =32
: El 2| 5| s| 2| sl 8l 5| £ £ E£gzgl £| 5| z| B SE[sE|£8
PART3. Why did you buy your [MEAS_DES1]? Sl 2l 21 21 2 &l g 21 5 £ & s8] 8] & 8] = te|l S8
To replace equipment 17%] 20%| 14%) 17%| 16%]| 12%)] 20%] 20%] 16% 16% 22%) 15%| 17%| 11%] 17%] 16%| 23%] 15%| 13%]| 18%)
To save energ 22%| 23%| 21%| 18%] 22%| 35%] 21%) 21%] 22%, 22% 24%) 24%] 21%] 16%] 22%] 22%] 15%) 33%)| 22%| 15%
To get rebate 3%| 3%| 4%| 2%| 5%| 4%| 6%| 1%| 4%| 3% 7%) 3%| 3%]| 0%] 3%] 3% 6% 4%|  2%| 3%
[Better technology than my old one 11%]  9%| 13%] 11%]| 7%]| 20%]| 9%]| 10%] 12% 12% 5% 11%| 11%] 0%] 11%] 11% 6%] 15%| 8%]| 10%|
Didn''t have one before 10%] 11%] 10%] 14%| 9%| 6%| 7%| 13%]| 10% 10% 15%] 10%| 10%] 16%| 10%| 10%| 14% 5%| 23%| 11%
Old one was broken, didn''t work well 39%)| 38%]| 40%)| 38%)| 42%| 28%)| 45%)| 37%] 40%, 40% 32%) 41%)| 38%] 51%] 39%] 39%]| 43%] 30%)| 35%| 45%
Improve home comfort 3%| 3%| 3%| 3%| 3%| 3%| 2%| 3%| 2%| 3% 0% 3%]| 2%] 16%| 2%| 3% 1%, 6%  4%| 0%
Save money 1% 1%| 1%| 1%]| 1%]| 4%]| 0%] 1%]| 1% 1% 0% 1%| 1%| 0%| 1%] 1% 7% 2%| 2% 1%
New house/remodel 1% 1%] 1% 2%]| 1%| 0%]| 0%| 1%| 1% 1% 3% 2%]| 1%] 0%]| 1%]| 1%] 0%] 0% 0% 2%
Noise reduction 1%] 0%] 2%]| 1%] 2%]| 4%]| 1%| 0%| 2% 2% 0% 1%] 2%] 0%] 2%| 2%]| 0%] 4% 1%| 0%
Product features 2% %[ 2%| 2%| 3% 1%| 1%| 1%| 2%| 1% 0% 1%| 2%| 0%]| 2%| 2%| 0%] 2%| 0%]| 2%
Came with another appliance/replaced whole system 0%| _0%] 1%| 0%] 0%| 2%]| 0%| 0%| 1% 1% 0%]  0%] 1%| 0%] 0%| 0% 0%] 1%| 1%]| 0%
Save water 0%| 0%| 1%| 0%| 3%| 0%| 0%| 0%| 1% 0% 0%] 0%] 1%] 0%] 0%] 0%] 0%] 0%| 0% 1%
Recommended 1%| 0%] 1%| 1%] 0%]| 0%]| 0%] 0%] 1%, 1% 0%]  0%| 1%| 0%| 1%] 1%| 0% 1%| 0% 1%
Other 1% 1%]| 1%| 1%]| 2%]| 1%]| 0%] 0%]| 1% 1% 0% 1%| 1%| 0%]| 1%] 1%]| 0% 1% 1% 1%
Refused 0%| 0%| 1%| 1%| 0%[ 0%| 0%| 0%| 0% 0% 0%] 0%] 0%] 0%] 0%] 0%] 0%] 0%| 0% 1%
Don't know 1%] 0%| 2%] 1%]| 1%| 2%| 0%| 0%| 1% 1% 0%]  0%| 1%] 0%| 1%] 1%] 0% 1% 1% 1%
N 613] 271| 342] 230f 125 157 101] 145| 468 568 35] 148] 465] 10| 601 597 16] 264| 147 202
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Exhibit 4-68
Program Messages

GENERAL POPULATION
o
gr:D.:: g{:n e 41 - > S )
. 5| 225 | ¢ gl 2 SlZ | gsls |8 Es 80
PART2. What would you say were the main S5l §58]1 38 s E|ES O Bl 5 25l 8ol &8l 28| 8 g
messages of the advertising or information x| g e =z | =2 ] £ s E ks gl 2 S5 g IS ER I S
materials of the Home Energy Efficiency =1 E o B = sl =2l =22] 2¢ g| & gl 2l =2z - 2| o.]| 2l 29 o Bl I
gl z| & sl Sl 5| Sl el Exglzel 5| 5| 2| 22l | ElzL|SE|lzglEf| L] B
Rebates Program? el £l 2] 2 2| R 2 2| S|lss{sa] 3] 5] 8| &| F|S5| Z| S| FE|2z|GE|eG|ES|ES
Save Energy & Money . . . . . . 0%].
Reduce your energy bill . . . . . . 0%].
Cash rebates . . . . . . 0%].
Help buisness customers make smart choic . . . . . . 0%].
Save energy / conservation . . . . . . 0%].
Tips on conserving energy . . . . . . 0%].
Buy EE appliances . . . . . . 0%].
Appliance rebates . . . . . . 0%].
Call for assistance(p/u) . . . . . . 0%].
Application process . . . . . . 0%].
Other . . . . . . 0%].
Refused . . . . . . 0%].
Don't know . . . . . . 0%]. . . . . . . . . . . . . . . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
L L . o0 ]
. go?%: gog g o > =2 % I % é
PART2. What would you say were the main SS| 58138 g el = é 5 ; g =
messages of the advertising or information x| g N Il £ S| EI| £8 el S
materials of the Home Energy Efficienc - T I 5] = HEEIEEIER: 9] g g sl 2] e % £32| 53
: B Eficlency R REEE R B R
Rebates Program? el Sl 2l 21 281 B @ 3| Sles|ss]3=] 5] & 8] Z|S5|FE|S5|82
Save Energy & Money 45%]) 45%]| 45%| 47%| 39%]| 37%)| 50%| 45%| 45%] 45%| 48%|] 42%| 46%] 46%]| 45%| 46%]| 19%| 41%]| 45%| 47%
Reduce your energy bill 9%|  7%| 10%]| 11%] 7%| 7%| 7%) 7%] 10%)| 9%|  11%| 9%]| 9%] 10%] 9%| 9% 1% 9% 8% 9%
Cash rebates 24%]) 24%] 23%] 26%| 25%]| 24%] 16%] 29%| 22%] 24%| 20%] 24%| 23%] 48%] 23%] 24% 4%]  26%]| 24%] 22%
Help buisness customers make smart choic 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%] 0% 0%
Save energy / conservation 13%) 12%]| 13%] 13%] 14%| 10%] 13%] 13%] 13%] 13%| 16%| 14%]| 12%] 16%| 13%] 13%]| 11%]| 13%]| 12%] 13%
Tips on conserving energy 1% 1%| 2% 2%| 1%| 1%| 0%| 1%| 1%} 2% 0% 1% 1%] 0%| 1%] 1%] 0% 1% 1% 2%,
Buy EE appliances 5%| 6%| 5% 6%] 5%| 7%| 4%] 5%)] 5% 5% 5%| 5%| 6%] 6%| 5%| 5%| 12% 5% 7% 5%|
Appliance rebates 9%| 12%| 7% 13%] 6%| 7%| 5%|) 17%| 7%]| 10% 3%| 11%] 9%] 0%]| 10%]| 9%| 15% 7% 6%)|  12%|
Call for assistance(p/u) 0%] 1%| 0%] 0%] 2%| 0%| 0%] 1%] 0% 0% 0% 1%| 0%] 0%] 0%] 0% 6% 1% 0% 0%
Application process %] 2%] 1% 0%| 2%| 4%| 1%| 2%] 1%] 2%| 0%| 2%| 1%| 0%| 1%| 1%| 1%| 2%| 4%| 0%
Other 1% 1% 2% 1%| 2%| 3%]| 0%] 0%| 2% 1% 0% 1% 2%] 0%| 1%) 1% 0% 2% 3% 1%
Refused 0%]| 0%| 0%] 0%] 0%| 2%| 0%] 0%] 0%| 0% 0% 1%| 0%] 0%| 0%] 0% 0% 0% 2% 0%
Don't know 17%) 15%| 19%]| 16%]| 19%| 17%| 18%] 11%| 19%| 17%| 21%| 16%| 18%| 15%| 17%| 17%| 31%| 17%| 17%| 18%
N 613] 271| 342] 230| 125 157| 101] 145] 468 568 35 148] 465 10l 601] 597 16 264 147 202
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Delivery Mechanisms

Exhibit 4-69
Sources of Program Awareness

GENERAL POPULATION
o
EHERE EE 55 |22
o P2 | 8 =zl 2| S2 |33 [En|Es|Ec
= IS ° = < < 2 ol do| 8 e
B o 3=159[¢ g ElERl 2| e|T |tYlfgles|cs|ss
PART1. How did you first learn = = Adzelzs % o £l | | £lf% ° s 2 g S[S52)5c|[5c|35%
about the Home Energy B E =l =] & o] o] = S E% E% ‘;g gl g g %Du_ié 5 HER o ) ;‘ﬂ ;‘ﬂ ;‘ﬂ
Eificiency Rebates Program? el 2l 2l 21 3l @ @] 2| Sleslsa|l3=] 5] 2| 8] S|22] 2| S|26|2:|GE[EE|EB|ED
Home energy audit R R . . . . 0%].
Contractor . . . . . . 0%].
Utility rep . . . . . . 0%].
Utility brochure in mail . . . . . . 0%].
Bill Insert . . . . . . 0%].
Word-of-mouth from friend . . . . . . 0%].
TV Radio Newspaper ADS R R . . . . 0%].
Magazine / Trade journal . . . . . . 0%].
Participation in previous years . . . . . . 0%].
Manufacturer info/Suggestion . . . . . . 0%].
Friends/Family . . . . . . 0%].
In the store (salesperson) . . . . . . 0%].
Utility Website R R . . . . 0%].
product information . . . . . . 0%].
Internet . . . . . . 0%].
Other . . . . . . 0%].
Refused . . . . . . 0%].
Don't know . . . . . . 0%]. ! . . . . . . [ . . . . . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
@ @
¥l @)% o ® 8
S = = = I - O > o = c
e 2E|f | ¢ slzEli5)2 |2
PART1. How did you first learn < = N G DR I~ N % E g me| Ze
about the Home Energy B E E o O ol ol E é é % é % § g & % g 2 % % g2z % % g %
Efficiency Rebates Program? el ) 21 Bl 2l @ @] 2] Slealealsz] 5] 2] 8] F[SSI2E]|S51835
Home energy audit 0%] 0%| 0%] 0%] 0%| 0%| 1%| 0%] 0%] 0%] 0%] 0%] 0%| 6%| 0%]| 0%| 0%] 0% 1%[ 0%
Contractor 12%) 11%] 13%] 8%| 16%] 21%] 13%] 13%] 12%] 13%| 2%] 12%| 12%| 0%] 12%] 12%|  8%| 26%| 23%]| 2%
Utility rep 1%) 2%| 1%] 1%| 2%| 1%] 1%| 2%| 1%  1%] 0%| 2%|[ 1%| 0%| 1%| 1%| 1%] 1%| 0%[ 1%
Utility brochure in mail 7% 8%)| 6%| 9%| 4%| 6%| 5% 9%| 6%| 7%| 8%| 7% 7%| 0%| 7% 7%| 6%| 9%| 7%| 5%
Bill Insert 14%) 14%| 13%)] 16%| 9%| 19%] 9%| 12%] 14%]| 14%] 7%|_13%| 14%] 10%| 14%]| 14%| 16%] 18%| 18%| 10%
Word-of-mouth from friend 3%] 3%| 3%| 3%]| 3%| 8%| 2%| 3%] 3%| 4% 1%]  3%| 3%| 1%| 3%| 3%| 0%| 7%| 5% 1%)|
TV Radio Newspaper ADS 11%] 12%)] 10%] 16%| 7%| 13%] 4%] 13%] 11%] 11%| 13%] 11%| 11%| 32%] 11%] 11%| 21%| 11%| 12%]| 11%
Magazine / Trade journal 1%) 1%[ 1%] 0%[ 2%| 2%| 2%] 1%| 1%] 1%| 0%] 1%][ 1%| 0%| 1%| 1%| 0%| 2%| 0%]| 1%
Participation in previous years 0%] 0%| 0%] 0%] 1%]| 0%] 0%] 0%] 0%] 0%] 0%] 0%]| 0%] 0%] 0%] 0%] 0%]| 1%| 0%| 0%
Manufacturer info/Suggestion 1% 1%| 1%] 1%| 0%] 0%| 4%| 1%] 1% 1%| 0%| _ 2%| 1%| 0%| 1%| 1%| 0%| 1%| 2%| 1%
Friends/Family 4% 5%| 3% 3%)| 4%]| 6%] 6%] 4%]| 4% 4%| 2%]| 8%| 3%|10%| 4%| 4% 1%)  4%|  6%]| 3%
In the store (salesperson) 40%] 39%) 40%| 42%| 46%] 15%] 46%] 35%| 41%] 38%| 58%| 42%| 39%]| 51%] 39%] 40%| 36%| 14%| 21%| 59%
Utility Website 4% 3%| 4%| 3%| 2%| 9%| 4%]| 3%] 4% 3%| 8% 3%| 4%| 0%| 4%| 4%| 0%| 6%| 5%| 2%
product information 1%) 1%[ 1%] 0%[ 2%| 1%| 3%] 0%| 1%] 1%| 3%|] 1%][ 1%| 0%| 1%| 1%| 0%| 1%| 0%]| 1%
Internet 0%] 0%| 1% 1%]| 0%] 0%] 0%] 0%] 0%] 0%] 0%] 0%]| 0%] 0%] 0%] 0%] 0%] 0%]| 0% 1%)|
Other 1%] 2%| 0%] 1%| 2%| 0%] 1%| 1%| 1%| 1% 0%| 2%|[ 1%| 0%| 1%| 1%| 0% 3%| 1%[ 0%
Refused 0%] 0%| 0% 0%] 0%| 0%| 0%]| 0%] 0%] 0%] 0%] 0%] 0%] 0%| 0%]| 0%| 0%] 0%| 0%| 0%
Don't know 5%| 5%| 6%| 6%| 3%| 3%| 6%| 7%| 5%| 5%| 0%| 3%| 6%| 0%| 5%| 5%| 11%| 3%| 5%| 7%
N 613] 271 342 230| 125 157| 101] 145] 468] 568 35] 148| 465| 10| 601| 597 16] 264 147| 202
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Exhibit 4-70
Major Source of Participant Awareness

100% -
90% -
80% -
70% -
o/
60% B Other
OMass Media Ads
50% - O Contractor
M Utility
40% - O Retailer
30% -
20% -
10% -
0% -

Total PGE SDGE SCE SCG

Quantum Consulting Inc. A-82 Appendix A



Exhibit 4-71

Sources of Rebate Application

GENERAL POPULATION

g)o g)o ] %) 8 —
ga| © | & | 3 Ed -8l o < 8
2w PL| S g =gl 2| Sl% |22lg |gn|E|E
PART4. Where 55| 50| 3 5 E|lES8l S| ©°|T |=S5|salE81£8[ 28
. o — — Q = = O Lo
did you get your & = ~c| =¢ %o g | ] <€ uﬁj% ° = =) 55| g E‘; gc; §g
rebate =] T &5 =| &l =2l 28| | ¢ g gl =3 5 Sl oo 28 20 230] 20] 25
icati gl =z 8| s B | S| 5| €15\ Eglz2| | 5| 2| 2l=22| §| E|lzE|S5E|lzg|lEd|EL| B
application? Sl £l 2l 2l Sl B K 2| Slesleg|l =] 5l &l 8] S35 2| S|EG| 22| CE|EG[E6[EC
Retailer 0%] 0%] 0%] 0%| 0%| 0%| 0%] 0%]| 0% 0% 0% 0%]| 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Utility 0%] 0%] 0%] 0%]| 0%| 0%| 0%] 0%]| 0%] 0%| 0%] 0%] 0%] 0%| 0%] 0% 0% 0% 0%] 0% 0% 0% 0% 0% 0%
Contractor 0% 0% 0%| 0% 0% 0% 0% 0%| 0% 0% 0% 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Internet 0% 0% 0%| 0% 0% 0% 0% 0%| 0% 0% 0% 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Other 0%] 0%] 0%] 0%| 0%| 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0% 0% 0% 0%] 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0%]| 0%| 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
<] <]
o0 | oo 9 ' o0 v
TS| =] ® 1) c Q
S| »E| S 2 =l =gl 38| % E
PART4. Where S5S| 56|38 S ElE sl 2z ¢ =
did you get your = O Il I - ElesTlEL e &
| T w <l §81 58] ¢ . 5 o) ol 52l 22 23553
rebate - = sl 2 x| 22| 2 o 9 c 2l=5l g=|=2]| g2
ot gl =z 5| & B &l 9 £l €l el Eglzs| | 5| 2| |/ 55| 88|58
application? el sl 2l 2 Al I P 2| Slealeal sl 5] 2] ol FISS|Felo=182
Retailer 50%] 49%]| 51%] 58%]| 48%]| 21%| 54%] 54%| 49%]| 50%| 54%| 47%]| 51%| 67%| 50%] 50%]| 51%] 18%| 23%| 76%
Utility 26%]) 28%| 24%| 21%] 29%] 44%]| 21%] 24%| 26%] 26%)| 30%] 30%]| 24%]| 17%] 26%] 25%| 38%| 44%| 38%| 12%
Contractor 9%| 10% 9% 6% 9%)| 18%]| 12%] 10% 9% 10% 2% 9% 9% 6% 9% 9% 8% 17% 21% 2%
Internet 8% 7% 8% 9% 5%| 10% 6% 7% 8% 8% 7% 6% 8%| 10% 8% 8% 0% 12% 12% 4%
Other 1%] 1%| 1%]| 0%] 2%]| 0%| 0%] 1%| 1% 1% 0% 0%| 1%| 0%] 1%] 1% 0% 0% 2% 1%
DON'T KNOW 6%] 6%| 7%| 6%| 7%| 6%| 7%| 4%| 7% 6% 7% 8% 6% 0%| 7%| 6% 3% 8% 5% 6%
N 612) 271] 341] 230 125| 156] 101| 145| 467 567 35 148| 464] 10| 600] 596 16] 263 147 202
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Exhibit 4-72
Where Participants Get Rebate Applications
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Exhibit 4-73
Internet Access
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Exhibit 4-74
Awareness of Online Applications

GENERAL POPULATION
o
PART5A. Are gnfo gnfcj _g g > = g E 8 2 % E § ealgo] 3s
you aware that o & 5 50| 8 S HEE o 5 fﬁ £0 8 =~ &gl &8l & g
rebate B Ol I DN = Sl s T 5 ¢l s sl el e e €5
i | T w sl 51 58|28l 2| 5| g o =2 ) gl = 2ol 291 25| 25| 2<
applications are - = sl el g2 s| & gl &l =25 = H I 2l 2o =7 | &%
i nel El 2l S| 8| Bl sl 2| S| 2l gl £l ze| £ 5| 2| 2|2 5| ElzZ|S5E|zg|lEL| EL| B
availableonline?) o] 2| 2| F 2| | K| 2| SlEgsl sl 3| 8] 2| 8] &l 53 z =1 Il A1 e k- Bslel H=iv] Bslle
Yes 0% 0%| 0%] 0%| 0%| 0%]| 0%] 0%| 0% 0% 0% 0%| 0%]| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
No 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

SINGLE FAMILY REBATE PARTICIPANTS

) )

o0 o o0 ] ' o0 I

sE| 5| ¢ o £ 2

PARTSA. Are Ba 22| 8 2 ==l gzl | &

you aware that s 4| sOf 8 IS E|l Sl a2z S

ol = S I IS o S| Ex| €38 < o
rebate =l E ~c| > o| £ A I =3l mef <
licati | T W _ cl §3| 53] € ¢ = 5 3 ol T2 o £ 3| =3
appicationsare | =51 o) o wl of L) ol E| E|EZ[E| | & 2| 5| | £E|EE|TE|2¢
availableonline?) o] Z) 2] 2| 3| 2] K| 2| S|Egl s3] 5] 2| 8] F|SS|2E[SS|5=
Yes 54%] 53%] 55%] 50%] 47%| 68%| 60%] 48%| 55%| 54%| 55%| 54%| 54%]| 35%]| 54%]| 54%| 59%| 68%| 72%| 43%
No 45%] 46%] 44%] 49%] 52%] 31%] 39%] 51%[ 43%] 45%| 43%| 45%| 45%| 65%| 45%| 45%] 41%| 29%| 28%| 57%
DONTKNOW | 1% 1% 1% 1%| 1%[ 1% 1%] 0% 1%] 1%] 1%[ 1% 1% 0% 1%| 1% 0% 3% o%] 0%
N 491 187] 304] 175 106] 128] 82| 98] 393 460] 22| 95| 396] 7| 482] 481 10 209] 108] 174
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Exhibit 4-75
Percent that Downloaded Application

GENERAL POPULATION
o o 3
g | oo Q 4l < ~ = b=y
[} o o
‘ o 22|35 | ¢ =sel 2] 51 |gz2lg [85]%<|8C
PART6. Did you ss| s8] 3 5 el =5 O sl 5 25l 2al g8l 28l ey
download x| & = =2 ) = g S| EX = ol = Uu_'cuougugu.g
ownload a = E zc|l 2| o @ £ = L [ A g 51 2 5 0 SE’. S5c|l 5 ¢ 5_8
rebate -1 T = = sl 22|l 22 =€ o} ) 2l L == = 2l o W] &8 2¢] 27 27| 25
ication? gl =zl 51 | Bl sl S 5| €l | £zl | g 2| PlzE| £ E|lzE|s5E|zg|lzilEd| gl
application? 2l 2l 21 2] B H 2l slESgl s8]l 23s] o]l & o]l 5133 < 1 lite] At Ro k-1 Bslte] Bl Hle)
Yes 0%] 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0% 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
No 0% 0%| 0%] 0%| 0%| 0%]| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 0% 0%| 0%] 0%| 0%| 0%] 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
H ) (9]
ZARTIE). ([j)ld you %Oﬁ | . % 9
ownload a % 2|5 2 R ¢| £ =
rebate ss| s8] 5 gl = 35| 22 ¢ =
o ol = 251251 s 0 sl ET]l €3 < >N
application? =l E el =l 2| £ | Eles|EE| 2y 2
_ T L — cl s o| = o & € = o] 5} ol L=l eS| £ 2 = 32
(Percenfofthe 5 - < w S o o = g E‘é g% s 5 I g § HEE g £| 5 & k2 z
population) Sl Sl 21 21 2| | I 2| Slesleal3=s] 5] 2 8] F|SS|FE[SS|G=
Yes 22%| 20%)| 23%| 21%| 14%| 38%]| 20%| 20%| 22%| 22%| 12%| 18%| 23%] 26%| 22%| 22%| 21%| 32%| 33%| 13%
No 76%| 79%| 74%| 77%)| 86%)| 59%| 76%] 79%| 75%]) 75%| 88%| 81%| 75%| 74%| 76%| 76%| 79%] 64%| 66%| 86%
Don't know 2%| 1%| 3%| 2%| 1%| 3%| 4%] 2%| 3% 2% 0% 1%| 3% 0%| 2%| 2% 0% 4% 1% 2%
N 613] 271 342 230| 125| 157 101] 145| 468 568 35 148| 465 101 601} 597 16 264 147 202
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Exhibit 4-76
Types of In Store Advertising

GENERAL POPULATION
o
2w pL| 8 g = =gl 2l Slz |22l |gx|lg-]g
==y == B c £ =| =& o | £ c | & g Qo 9| © @
. o 59159 2 g ElE2 2| ¢|9 |€9|cg|lcs|€s|€s
A21. WhattyPeofqulpment—r?Iated_ = = el zc| T | = _ ) I ° sl 2 55| 581 5<|5<| 5%
advertising or information materials did = E = I ol B R - i:c“ el gLl 5| gl g gl g =3 = H I - B I e i
i £ z 5 [ s| ES] ES| 28] =< < = e s 2l 22| 6 = <Rl Il Nl
you notice? el 21 21 21 Al 91 @ 2| sSleslsal 3] 5| 2] 8] Z|S3] 2| SIFG| 221G E| 6|6 EC
Lighting display with working lights . . . . . . 0%
Display/Materials at the end of the ais| . . . . . . 0%].
Ultility rebate info . . . . . . 0%].
Manufacturers Brochures/poster . . . . . . 0%].
Display with product . . . . . . 0%].
Energy Star sticker . . . . . . 0%].
Displays/posters . . . . . . 0%].
Pamphlets . . . . . . 0%
Sales person . . . . . . 0%
Random literature . . . . . . 0%].
Rebates . . . . . . 0%].
Energy savings . . . . . . 0%
Other . . . . . . 0%].
Refused . . . . . . 0%].
Don't know . . . . . . 0%]. . . . . . . . . . . . . . . . . .
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
G) G)
PE| Ty| ¢ e | & | ¢
. o« I 471 =27 = o S| EX|l £§| < =
A21. What type of equ_lpment—re_zlated_ = = desl gl 52 £ _ s £ £y <3z > £ < g
advertls‘mg or information materials did s | <l = O o o] = s| g < g £l = £ j e - =3[ £¢ 3 gl 2 3
you notice? el 21 21 Pl 9] @1 91 2 Slealsa) 3] 3] 2| | F|SS[2E|S2152
Lighting display with working lights 1% 0%| 1% 1%] 0%] 0%| 0%] 0%| 1% 1% 0% 0%| 1%] 0%] 1%] 1% 0% 0% 0% 1%
Display/Materials at the end of the aisl 6%| 8%| 5% 6%| 11%| 3%]| 5%| 7%| 6% 6%| 12%] 10%| 5% 0%| 6%] 6% 0%] 15% 7% 4%
Ultility rebate info 11%) 12%] 10%] 11%| 13%] 9%|[ 11%] 12%]| 11%] 10%| 15%] 12%] 10%] 0%| 11%] 11% 0%] 10% 3% 12%
Manufacturers Brochures/poster 27%| 25%| 30%| 28%]| 23%| 41%]| 23%] 29%]| 27%] 28%)| 21%] 23%| 29%| 57%]| 27%) 27%] 35%|] 23%| 44%| 26%
Display with product 41%]| 37%| 45%] 40%| 46%| 28%]| 46%] 42%)| 41%] 42%)| 38%|] 32%| 44%| 79%]| 40%] 41%] 35%|] 32%| 36%]| 44%
Energy Star sticker 4% 2%| 6%| 4%| 8%| 6%| 2%| 4%| 5% 5% 0%| 3% 5% 0%| 4%] 4%]| 18% 7% 0% 4%
Displays/posters 2% 4%| 1% 3%| 1%| 1%]| 2%| 5%| 1% 3% 0%| 5%| 2%| 0%| 2%] 2% 0% 2% 3% 2%
Pamphlets 2%| 2%| 3% 1%| 3%| 4%]| 4%| 4%| 2% 3% 0% 0%| 3%] 0%] 3%] 3% 0% 2% 0% 3%
Sales person 2%| 2%| 2%| 1%]| 3%| 0%] 4%| 1%| 2% 2% 8% 3% 2%] 0% 2%] 2% 0% 0% 0% 3%
Random literature 2% 2% 3%| 1%| 0%)] 11%]| 2%] 0%| 3% 2% 8% 0%| 3%] 0%] 2%| 2%]| 18% 5% 2% 2%
Rebates 1%| 3%| 0%| 1%]| 0%| 0%]| 2%| 3%| 1% 1% 0% 3%[ 1%] 0%] 1%] 1%]| 47% 0% 0% 2%
Energy savings 1% 1% 0%] 1%| 0%| 1%| 0%] 0%| 1% 1% 2%| 1%]| 0%] 0%| 1%| 1% 0% 3% 3% 0%
Other 0%] 0%] 0%] 0%] 0%]| 1%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%] 0%] 0% 0% 0% 1% 0%
Refused 0%] 0%] 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%| 0%| 0%] 0%| 0%] 0% 0% 0% 0% 0%
Don't know 15%] 15%| 15%] 15%| 19%| 9%]| 13%] 11%]| 16%] 15% 6%| 18%]| 14%] 21%| 15%| 15% 0%] 12%| 19%| 15%
N 233] 109| 124] 102] 35| 48| 48] 59| 174] 212 17 58] 175 4] 229] 230 3 63 401 130
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Exhibit 4-77
Messages of In Store Advertising

SINGLE FAMILY REBATE PARTICIPANTS

) ) )

e 2y = . B EPEEE

2l Pl 2 £ HEH EEIERE

suw| s Of & 9] E|l Eel =% T =%
A22. What would you say were the main e = ;‘ - i - > o E = i S E E % o 9 % [

L . _ T T W _ cl s o]l s g 8 € ,_ 5 9] ol T =] o E 2| = 2

messages of those advertising/information I - =l < O] Lol o s s=| & 2| €< 8| 2 £ cl = £Z| ¢ 2| = 5 28
materials? Sl 2l 21 21 2] S Rl 2| SlEslea] s3] 5] & S| s|lsS5|£E[SS|B3
Reducing energy bills 21%] 16%| 26%] 21%| 15%| 19%| 25%| 10%| 25%] 22%| 10%] 22%| 21%] 0%| 21%| 21% 0%| 13%] 23%| 23%
Energy efficiency is good for the enviro 27%]) 21%)| 32%) 25%| 51%)| 23%| 20%| 22%]| 29%) 27%| 26%] 15%| 31%] O0%| 27%| 27% 0%] 26%] 33%| 26%
Energy Star 6%| 8%| 5%| 9%| 4%| 7%| 3%| 8%| 6% 6% 5% 8%| 6%] 0%| 6%] 6%| 34% 6% 11% 6%
Understanding energy efficiency in gener 8%| 6%| 9%| 8%| 4%| 7%| 8% 9%| 7% 7% 8% 3%| 9%] 0%| 8%] 8% 0% 7% 6% 8%
Save money, save energy 33%| 32%]| 33%)| 35%]| 32%)| 15%)| 33%| 26%| 35%| 32%| 37%) 33%]| 33%| 73%]| 32%]| 32%| 66%| 29%| 14%] 36%
Operating costs over the life of the equ 3%) 1%| 5%) 2%| 8%| 7%| 0%] 0%| 4% 3% 0% 2%| 3% 0%]| 3%| 3% 0% 5% 3% 2%
Energy savings over the life of the equi 12%] 14%] 10%|  9%| 17%| 11%] 16%] 15%| 11%] 11%| 20%] 16%| 11%] 0%]| 12%| 12%| 0%] 6%] 8%| 14%
Rebate 15%] 19%| 12%] 16%| 13%| 16%| 12%]| 19%| 14%] 14%| 28%| 23%| 12%] 27%| 15%| 15%| 34%| 13%] 23%| 14%
Appropriate size of the equipment 1% 2% 1% 1% 4% 0% 0% 3% 1% 1% 0% 3% 1% 0% 1% 1% 0% 0% 0% 2%
Energy efficient 1% 2% 0% 2% 0% 4% 0% 3% 0% 1% 2% 3% 0% 0% 1% 1% 0% 2% 1% 1%
Quality 1%l 1% 1%] 0%| 4%| 3%| 0%] 0%| 1% 1% 0% 2%| 0%] 0% 1%| 1% 0% 3% 4% 0%
Comfort 0%) 0%| 1%] 0%]| 0%] 6% 0%] 0%| 1% 1% 0% 0%| 1%] 0%| 1%] 0% 0% 2% 2% 0%
Convenience 1% 1% 1%] 2%| 0%| 2%| 0%] 2%| 1% 1% 0% 3%| 1% 27%| 1%] 1% 0% 3% 6% 0%
Other 2%) 1%| 3%) 3%| 0%] 0%]| 3%| 1%| 3% 2% 0% 2%| 2% 0%| 2%| 2% 0% 4% 0% 2%
Refused 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0% 0% 0% 0%
Don't know 3%| 2%| 3%| 1%| 0%| 6%| 5%| 1%| 3% 3% 0% 4%| 2%| 0%| 3%| 3% 0% 7% 1% 2%
N 189] 87| 102 80| 28] 40| 41 47| 1421 171 16 45| 144 3| 186] 187 2 52 33 104
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Exhibit 4-78
Influence of In Store Advertising
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Percent of Participants Who Saw Promotional Materials at Retail Stores

Exhibit 4-79
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Exhibit 4-80
Presence of Salesperson

GENERAL POPULATION
e e 7 8 —
Pl P )L z| 3 ? -8 o - 8
A24. When 25| 2| § ) > s @ 4 ol 2 248 gl 2= g
shopping for your 5| 0|8 £ E E § S S| ¢ 25| EalE8lESlE
~ did o o == 7] = Q s § T 5 ol 5 ol o8l ea]l oa| o8
equipment, di & = el > o ) £ N Ry I sl 2 S50l 581 5| 5c| 579
ou talk with a -l | I o =| sl z2| =2l 2| 5| g g gl 22| g 2| e 2ol EifEC| 2T
. ; gl oz 8| gl 8| sl gl 5| ElEs|Ealze| &l E| 2| Bl 2E| :| E|EE|si|zi|zE|EE|Es
salesperson? Sl Sl 21 2 2 I K 2| SlEs|Es| 3] 5]l 2| S| |53 2| S|EC| 2| CElEC|ES|EDS
Yes 31%| 27%| 37%] 36%]| 40%| 21%]| 0%] 30%] 31%| 32%| 17%]| 30%)] 32%] 19%| 35%] 31%]| 29%| 30%| 43%| 28%| 55%| 26%| 20%| 27%| 37%
No 65%]| 70%| 58%| 63%]| 54%| 73%]| 0%] 67%| 65%| 64%| 82%| 69%] 63%] 79%| 61%| 65%| 69%| 67%| 47%| 70%| 39%| 72%| 76%| 71%| 62%
DON'T KNOW 4% 2%| 5%| 1%| 6%| 6% 0%| 2%| 4% 4% 2% 0%]| 6%] 2%| 4%| 4% 3% 3%| 10% 3% 6% 3% 3% 3% 1%
N 279] 160 119] 97| 82| 100 0] 66| 213 256 23 104] 175] 66| 213] 242 371 261 18] 237 241 209 76 68 50
SINGLE FAMILY REBATE PARTICIPANTS
¥ ¥
o0 | ob 2 \ o0 v
A24. When S22l S 5| ¢c ° — ol ¢ of £ g
: | S| 8 c = >gl 25| & 8
shopping for your s8] =0 3 9] E|l sl az| & =
. did v o~ =1 =2"]= ) S| ET £ 3 I o] 2o
equipment, di =l = S ol £ | S|l fo] =S e <
talk with a - I T = — |l s 3| s o] € € = 5 gl ol T2l el £33
o0 | 2 5| sl S| o« of | Bl EE| EE| =8| 2| £| 5| Bl =8| 58| S E| L
salesperson? el 2l 2l S @1 P @) 2 Slealsaal 8] 8] &) O] FISS|FE|S5[D3
Yes 84%]| 84%) 85%)| 84%| 92%)| 69%]| 87%] 81%]| 85%] 84%]| 95%| 84%)| 84%)| 75%)]| 85%| 84%)] 81%] 64%| 65%| 93%
No 14%| 14%| 15%]| 15%]| 7%]| 31%| 9% 17%| 14%] 15% 5%|  14%]| 14%| 25%] 14%] 14%]| 19%] 34%]| 35% 6%
DON'T KNOW 1% 2%| 1%| 1%] 1%| 0%| 3%| 2%| 1% 2% 0% 2% 1%| 0%| 1%| 1% 0% 2% 0% 2%
N 3700 174 196] 157 63| 85| 65| 96| 274 336 28 92| 278 6] 363] 360 10 111 75 184
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Exhibit 4-81
Salesperson Discussion of High Efficiency

GENERAL POPULATION
o
A25. Did the sales §0§ %‘5 E 9 =| 2 5 3 ‘S' 3 5 g
oni 2| P8 | E z|zgl gl 2|E |22\ 8. |29\ z23| 2%
person inform you s4a| 50] 8 S E| E S O S| S £0|l 2yl S|l <5
of the benefits of |l E > o =2 = | = i 5 ol 5 gslegleqleql e
. . . T W _ sl S 3| S| L ¢E = s 9] ol T2 v g = 2 o 29 25|l 25| 22
high efficiency - T = sl 22| 82 9] o cl & =3 = v = ol x| S v T
et gl =z sl s B & S| 5| el gl Eglzgl =l 5| 2| 2|28 2| E|lz2|s8|z2|led|ed|za
equipmentt el <l 2l 2| 3| S R 2| S|EFES| =] O] & O] F|l55] 2| S|EO|zEZ[CE|lE0| 620
Yes 65%] 62%| 69%] 63%]| 79%| 62%]| 0%] 68%| 64%| 64%| 89%| 72%| 61%] 62%| 66%] 63%| 79%] 64%| 72%| 67%| 51%| 62%| 57%| 55%| 93%
No 29%]) 33%| 25%]| 34%| 21%)]| 24%)| 0%] 28%]| 30%] 30%| 11%] 25%]| 32%]| 30%| 29%| 31%| 21%] 31%| 16%] 29%| 41%| 34%| 36%| 38% 7%
DON'T KNOW 5%| 4%| 6%] 3%| 0%]| 14%| 0%] 4%| 6% 5% 0% 3%| 7%| 8%| 5%| 6% 0% 5% 12% 4% 8% 5% 7% 7% 0%
N 89] 45| 44| 35| 33| 21 o] 191 70 83 6 331 56| 13 76l 79 10 82 7 70 12 58 17 19 20
SINGLE FAMILY REBATE PARTICIPANTS
d the sal 5| 2| ¢ HEEE
A25. Did t 2 g| ¢ £
5 Did he sales ow L] S g = >glcEl5 |2
person Iinform you Su| s ol & S El el & T o
of the benefits of gl E N e N - EletlEE el <y
high efficienc -1 T| T w — cl s | s g & € - 5 gl |t el S35z
B sl 2| s| s8] 8| =] ol 5 £l EE|EE|z¢e| £| 5| 5| 2| SE|5E|cE|£E
equipment? 2l <] 2] £ G | ) @) S|EA LA 3] O] ¢ O] s SS|FE|SS]O>
Yes 83%]| 82%)] 83%)| 85%)| 85%)] 67%)| 81%| 82%)| 83%] 82%| 89%| 82%| 83%| 72%| 83%| 82%] 98%] 80%| 73%| 84%
No 16%| 17%] 15%] 13%] 13%]| 33%| 19%| 15%| 16%] 16%]| 11%] 18%| 15%] 0%]| 16%] 16% 2% 19%| 27%| 14%
DON'T KNOW 1%| 1%| 2%| 2%]| 3%| 0%| 0%] 2%| 1% 2% 0% 0%| 2% 28%| 1%| 1% 0% 1% 0% 2%
N 291 132] 159] 121 56| 58| 56| 68| 223 261 26 69| 222 4| 287] 285 6 74 46| 171
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Exhibit 4-82
Influence of Salesperson
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Exhibit 4-83
Influence of Contractor

GENERAL POPULATION
o
A19. On a scale of 1 to 10, where 1 gr;o: g;o g =l < > = b
is "Not at all influential" and 10 is gbé =3 § o > s @ “ ] % 29| 5 g S g _ _g <
"Very influential", how influential sSl §8] 8 g HEE g @] Bl 5 E0| Eal 28l 28l £ S
; i x| = =12 ] = Q IS T = o] 5 [ER Basii=3 EESIRNE ERTERNE BT INC]
was the contractor in your decision =| = >c| > ¢ o| £ A N A © sl 2 50l 52| 5| 5| 50©
" h : 2 I e == W _| sl 5¢c| 53] &gl = 5| o] o] ©2 o s 20|l 329 2= 2= 2=
0 purchase equipment? Average = o 2] w| O] w| o = S| € 2| €% > o [ = c w| = & ] zl ¢ 2l e 5 T8 =2 = 4] 22
ratin sl 2l slolalo| ol 5| Bl =8 =8]3¢g| =] & 2| 5| 2% z clzz|l ozl | 2| 2| 2L
8 l <l Zla|l o]l Al Al x|l D)l aa|laal o] O x| Ol 5| =>> < 20 T Ol 7z sl O O i O] it O
Average rating 4.9] 5.7 4.4] 4.9] 3.8] 5.4]| 0.0] 5.5|] 4.8 4.8 6.6 5.4 4.7] 2.2] 5.1] 4.8 7.2 5.0 4.1 4.9 5.2 4.7 5.0 4.3 4.8
N 66] 26| 40| 27| 18] 21| O] 12| 54 61 4 16| 50 4| 62] 62 4 61 5 48 13 37 16 15 11
SINGLE FAMILY REBATE PARTICIPANTS
A19. On a scale of 1 to 10, where 1 el & ) ) o0 o
is "Not at all influential" and 10 is S22l S|l ° ol ¢ o] £ 2
s ol i . . ow | 8 2 > =2l 5 | &
"Very influential, how influential s&4| O] 8 S E| ol az| 2 =
. iy o S 3T = S s| ET| €8] < =
was the contractor in your decision = = ~c| = ¢ o| £ e =l =g <
to purchase equipment? Average | T| T 5 | sl s sglee| 35| =l glelzz]lelsEz sz
b A I E R R R EHE B R B EHEE B R R
rating. elelzl el IRl Al 2 SIEFEF] 3=) 8] S| O gl S35 Fe]S510>
Home improvement measures 5.516.0] 5.2] 5.6] 4.2] 5.8/ 6.7] 5.9] 5.4 5.5 4.3 5.9] 5.5] 10.0] 5.5 5.6 4.6 5.5]. .
Cooling and heating measures 5.6]15.2] 591 43| 7.0] 6.3[ 4.7] 5.2] 5.8] 5.8 1.8 6.5] 5.3] 1.0] 5.7]1 5.6] 3.3]. 5.6/
Other appliance measures 2.6] 3.7] 1.8] 2.9] 2.4]. 2.3]4.3] 2.2 2.6 3.7 3.3] 2.5]. 2.6] 2.7 1.0]. . 2.6
N 144) 57| 87| 47| 31| 45| 21| 271117} 135 5 311113 2| 142 141 3 144 66 31
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Exhibit 4-84
Utility Referrals to Contractors

GENERAL POPULATION
on
RN E JERE L FEEE
SAT5. Would you B | o 2 = > Z ol 2 248 2l 2] &
have liked to receive S5 58] 38 5} € E S o el s Nl N 281 28| =2 %
. . o — - o “— = [Sh [SINS]
a list of qualified & = | zzl =< %m £ _ . & Lg:j 8 % 2 g_o %2 E?_:' %2 52
contractors from -1 T = = gl 22l =8 <€ gl e gl 223 = z| o gl 2ol 235 25| &2
i gl o=zl 5| 3] 2l g S 5| 2l £g| Eglzel | 5| 2| 238 S glzZ| 8|l g|lEZ| 2| B
your utility? Sl 2l zl =2l 3 | | 2| SlES|ESl 2= O] & O] F[53 < =1 sl a1 Bek- il B=le] sl
Yes 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
No 0%] 0%| 0%] 0%| 0%]| 0%] 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%| 0% 0%] 0%| 0%| 0%| 0%| 0%]| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
[} ]
o0 [S1e] 9L , o0 [}
o »n [ Q
SAT5. Would you 2| »E| 3 2 =lsglsel s |5
have liked to receive sS| §0]3 S El=E 5]l az| & =
; o | x S5 =251 = Q0 s| Ex]l ¢l £ o
a list of qualified Zl = - - o| £ Sl = £ >o| £ o
p | T w | 1&gl g8l =g | 5| | oflx2]2 L3553
conactosfom | 5| 2N S gL o) 2| Bl E2| 22| 25| 2| £l 5| B[23| 235222
your utility? Sl Sl 21 S 21 Rl 2l Slesssll2s) 5l 2| S| S|SS|FE|SS|O=
Yes 37%)| 38%]| 35%] 36%]| 39%]| 41%)| 35%)] 33%]| 38%] 35%| 57%]| 38%)]| 36%| 11%| 37%] 37%| 25%] 44%| 44%| 30%
No 61%] 59%)| 62%] 62%]| 59%]| 58%]| 60%] 64%]| 60%] 62%| 39%|] 60%)| 61%] 74%]| 60%]| 61%| 53%| 54%| 55%| 66%
DON'T KNOW 3%| 3%| 3%] 2%| 2%| 1%| 5%| 3%| 3% 3% 4% 2% 3% 15%| 2%| 2%| 22% 2% 1% 3%
N 613 271] 342 230] 125] 157 101} 145| 468 568 35 148| 465 10| 601} 597 16 264 147 202
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Exhibit 4-85
Importance of Referral in Selecting Contractor

GENERAL POPULATION
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Please give me a rating from 1 to 10,

have been in selecting a contractor?
where 10 means EXREMELY

important, and 1 means NOT AT

ALL important.

SAT6. How important would this
Average rating

Please give me a rating from 1 to 10,

have been in selecting a contractor?
where 10 means EXREMELY

important, and 1 means NOT AT

ALL important.

SAT6. How important would this
Average rating
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Satisfaction

Exhibit 4-86
Satisfaction with Contractor
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Exhibit 4-87
Reasons for Dissatisfaction with Contactor

GENERAL POPULATION
o
Q )
80 o1 ) 4l - ~ 8 by
v} T )
2w »l| s o sl 2| S|z |gzlg [85]8c|Ec
& 5 el B S E|lE S U kel s E2SlegalE8|lE8lEe
o — i} Q IS T .— o) = O '6 = O g 8] 8 c 2
SAT4. Why were = > o >§':§® £ Ef 8 © 5| 2 55| 55|5c[5c<c|5%
ccaticfi » I _ c S 3 c o] & € =| & o of 2 v 1 2ol 2Pl a=[2=[2=2
you dissatisfied with| — T 5] ] 5] AR AR gl & c = =" = 2l v W = ol v Zwl T
gl o=zl 51 sl B sl Sl €l Eg| Eglzel =ls| 2| Plz2| :| Elz|SsE|zE|lzd|Ed| 2
the contractor? Sl <l Z1 2| 3| el 51 £& £4518<) Sle|l 8]l F1335] 2| S|zolzzZ|loElEas|Es]|e o|N
did a good job . . ) . . . 0%]. 0
felt scamed . . . . . . 0%]. 0
equipmet failed . . . . . . 0%]. 0
Did a sloppy job . . . . . . 0%]. 0
Think he lied to us |. . . . . . 0%]. 0
Other . . . . . . 0%]. 0
Refused . . . . . . 0%]. 0
Don't know . . } . } } 0%]. |- ) . . ) B } } . . . } . . } } 0
N 0 0 0 0 0 0 o] O 0 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0] O
SINGLE FAMILY REBATE PARTICIPANTS
[ o
o)
il I I . el |8
“F 2E|s | H= I ERE
i~ 35 25 s o S|EZl €8l < &
SAT4. Why were 1 E > = ol £ g = el <@
e . T T W _ c 568 55|l ec | 5 9] ol T2 o >l 25| T 5
you dissatisfied with 5 = wl O wl ol=l = £ <] 5] 2|2 sl 2|22t £] 3 § g §
the contractor? Sl Fl 21 F Sl KR 5| & £5123=) 5|12 8] SISSIFE|SS|55
did a good job 22% 0%)| 26% 0% 19%| 46%]|. . 22% 22%]. 0% 26%]. 22%]| 22%]|. 0%| 71% 0%
felt scamed 20% 0% 24%] 100%] 0%] 0%]. . 20% 20%l|. 0% 24%|. 20%] 20%]. 42% 0% 0%
equipmet failed 13% 0%)| 16% 0%| 0%)| 54%]|. . 13% 13%]|. 0% 16%|. 13%| 13%|. 28% 0% 0%
Did a sloppy job 35%| 100%| 24% 0%)] 65%| 0%]. . 35% 35%]|. 100%| 24%]. 35%] 35%]. 30% 0%] 100%
Think he lied to us 9% 0%]| 10% 0%| 16% 0%]. . 9% 9%]|. 0%| 10%|. 9% 9%]|. 0% 29% 0%
Other 0% 0%| 0% 0%]| 0%| 0%]. . 0% 0%]. 0%| 0%]. 0%| 0%]. 0% 0% 0%
Refused 0% 0% 0% 0% 0% 0%]|. . 0% 0%]. 0% 0%]. 0% 0%]. 0% 0% 0%
Don't know 0% 0%| 0% 0%]| 0%| 0%|. . 0% 0%]. 0%]| 0%|. 0%| 0%|. 0% 0% 0%
N 7 1 6 1 4 2 o] O 7 7 0 1 6] O 7 7 0 3 3 1
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Exhibit 4-88
Overall Satisfaction with Program

GENERAL POPULATION
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satisfaction with
your program
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Exhibit 4-89
Satisfaction with Rebate Amount

GENERAL POPULATION
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Exhibit 4-90
Satisfaction with Application Process

GENERAL POPULATION
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Exhibit 4-91
Satisfaction with Rebate Turnaround
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Exhibit 4-92
Satisfaction with Bill Savings
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Exhibit 4-93
Electricity Savings Met Expectations

GENERAL POPULATION
o
SAT15. Are the el & | Zzls |2 <Sl= |<8
savings on your E c?o;q:j S Qé > \>§ E ol 2 g 4| 5 el 8 |88
monthly ELECTRIC 55| 86|38 5 ElEsl 9| ©Tl5 | £8| ol 28] ES[ 28
T o~ oz = =2 ] = ) S| ET = ol = o]l ool oc&| & ©8
bill higher, lower or = = =~ =& ° £ E| = o g1 s =5 23] 2 2 25
I — cl 5 ¢l s gl € € = 5 9] o T2 ) gl & 20|l 29 25| 25| 2=
about the same as =1 T 5 = sl =8| =22 g|] £ el 2l =3 5 2l 9 gl 2o ol 5] 275
gl ozl s 8| Bl 3| 8| S| €l £l Eglze| £| 5| 2| P=E| S| E|lzZ| S¢S zElEf| gL 2L
you expected? Sl £l 21 P 2 2 2l 2| SlEgslegldgl 5] &l 8l 5l 2| SlEol 7zl 08l ebliEs
Higher 0%| 0%]| 0%] 0%] 0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%]| 0%] 0%| 0%] 0%| 0%] 0% 0%] 0% 0% 0% 0% 0% 0%
Lower 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0%|] 0%| 0%] 0% 0%] 0% 0%|] 0% 0% 0% 0% 0% 0%
Same 0%| 0%]| 0%] 0%] 0%]| 0%| 0%] 0%| 0%| 0%| 0%| 0%]| 0%] 0%| 0%] 0%| 0%] 0% 0%] 0% 0% 0% 0% 0% 0%
Too soon to tell 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Did not replace
equipment, new 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
OTHER 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0%|] 0%| 0%] 0%| 0%] 0% 0%] 0% 0% 0% 0% 0% 0%
REFUSED 0%| 0%]| 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%| 0%| 0%]| 0%] 0%| 0%] 0%| 0%] 0% 0%] 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%| 0%]| 0%] 0%]| 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0%| 0%| 0%] 0%| 0%|] 0% 0%] 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
SAT15. Are the %Js 5;0 o) . . 9
savings on your goé EN) g o o < o] §oef S c
monthly ELECTRIC ezl 23] = £ Z|=E§l 228 |2
. | 251251 = o s| Ex|l e8| L [ou
bill higher, lower or = = > > o £ e @ = WL <@
bout th [ T w | <l &gl sl el | | g s|=2le2|£3]53
bouthesmeas |5l 2 ol w8l | o E| B\ 24| 2| zs| E| E| f| B3| E5|cE| 2
you expected? Sl 2l 21 2 2 Z Rl 2| SlEsleal3e] 5] 2| Sl S| FE[SS[5S
Higher 10%) 10%| 9%| 7%| 6%] 20%] 11%| 10%| 10%] 10%] 10%] 10%] 10%| 10%]| 10%]| 10% 7% 13%| 17% 6%
Lower 22%) 24%| 21%| 23%| 26%]| 19%]| 19%]| 25%| 21%] 22%| 25%] 26%]| 21%| 10%]| 23%| 23% 7%| 22%| 17%| 24%
Same 50%] 47%]| 52%)] 50%]| 51%)| 47%| 49%| 47%| 50%] 50%| 49%] 50%]| 49%|] 68%| 49%| 49%| 62%]| 51%| 53%| 48%
Too soon to tell 1%| 0%| 1%] 1%| 0%| 2%| 0%] 0%| 1% 1% 0%] 0%| 1%] 0%| 1%| 1%| 0%] 0% 1% 1%
Did not replace
equipment, new 1% 1% 0% 1% 0% 0% 0% 2% 0% 0% 3% 0% 1% 0% 1% 1% 0% 0% 2% 1%
OTHER 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0%|] 0%| 0%] 0%| 0%|] 0% 1% 0%
REFUSED 0%| 0%] 0%] 0%] 0%| 0%| 1%] 0%| 0%] 0%| 0% 1%| 0%] 0%| 0%] 0%| 0% 1%  0%]| 0%
DON'T KNOW 17%) 17%| 17%| 18%| 17%]| 11%]| 20%| 16%| 17%| 17%| 13%| 12%]| 18%| 12%| 17%] 17%| 24%| 13%| 10%| 21%
N 613] 271| 342} 230| 125] 157| 101} 145| 468 568 35 148| 465 101 601} 597 16 264 147 202
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Exhibit 4-94
Gas Savings Met Expectation

GENERAL POPULATION
o @ " 3 -
PEl T5] & =3 |z -&|lw [=8
o wel| 8 o = =gl 2| 9| g 24| g gal g g
£S5 55|13 | § E[25] S| 3|% |£E| ol 28282
o o~ = =2 ] = Q 5| ExX 5 ol 5 cz|Sglcx| x|l T8
= zcl zclSel = | 5] LS S z| 2 55| 58| 5| 5|52
SAT20. Are the savings on your monthly GAS bill]  —] T £ o B ol = g gzl g2 2 £ g| 2 gl 2=z = sl ea] S8l 2o 20| 25 27
higher, lower or about the same as you expected] ~ © 2l sl of g gl o 5| ElE2l £l &8 5 3 I EE z sSlzz| S:|g 2| 5| E5| 2
gher, Y P el <l Z1 &1 a3 sl )l @] SleFlsF 3] Ol & Ol &> < SlzolzzloglEolZolizo
Higher 0%| 0%| 0%] 0%| 0% 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Lower 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 0%| 0%|] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%)
Same 0%| 0%| 0%|] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Too soon to tell 0%|] 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0% 0% 0% 0%] 0%] 0%]| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Do not have gas/appliance not gas powered 0% 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
We use propane 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%| 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
REFUSED 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0% 0% 0% 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0% 0%| 0%| 0%|] 0%] 0%] 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
[ i
gg| ¥ .| 2 - e |8
o = 541 59| g g E|ES| 28|z .| g,
. . gl & lezslzslegl I 5| g s|f2]ez| @5 T
SAT20. Are the savings on your monthly GAS bill 5 E | = & o] ol = s| g £ g £ ‘; 5| = £ gl ® ER - zl &2
higher, lower or about the same asyouexpected] S| 2| 2| 9| 2| Q| Q| 2| S|£al£81 38 8] & 8] &[22l 28352852
Higher 10%|  8%| 11%]| 8%| 7%| 18%| 10%| 11%| 9%| 10% 8%| 10%| 9%| 0%| 10%| 10%)| 2% 11%|  11%) 8%
Lower 13%| 14%| 12%| 11%| 17%| 14%| 12%]| 18%| 11%| 12%| 13%| 10%| 14%| 0%| 13%| 13%| 11%] 18%| 11%| 10%)
Same 54%)| 54%)| 54%)| 53%]| 54%| 46%]| 61%] 47%| 56%]| 54%| 56%]| 64%| 51%| 69%)| 53%]| 54%| 60%] 53%| 57%| 54%|
Too soon to tell 0%] 0%]| 0%] 0%| 0%| 1%] 0%] 0%| 0% 0% 0%| 0%| 0%]| 0%] 0%] 0% 0%| 0% 1% 0%|
Do not have gas/appliance not gas powered 2%| 3%| 2%] 3%| 3%| 3% 0%| 4%]| 2%] 2%| 3%] 2%| 3%] 0%| 3%] 2% 1% 3%| 5% 2%
We use propane 0%] 0%]| 0%] 0%| 0%| 0%] 0%] 0%| 0% 0% 0%| 0%| 0%| 0%] 0%] 0% 0%| 0% 0% 0%|
REFUSED 0%] 1%| 0%] 1%| 0%| 0%] 0%] 1%| 0% 0% 0%| 1%] 0% 10%| 0%| 0% 0%| 0% 2% 0%|
DON'T KNOW 21%| 19%)| 22%| 24%| 19%]| 18%]| 17%] 19%| 21%| 21%| 20%|] 13%| 23%]| 21%]| 21%| 21%| 25%| 16%| 11%| 26%
N 613] 271| 342] 230] 125| 157| 101] 145] 468] 568 35 148| 465 10| 601] 597 16] 264 147] 202
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Exhibit 4-95
Satisfaction with Utility
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Exhibit 4-96
Satisfaction with Equipment & Performance
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Exhibit 4-97
Participant Satisfaction

10 +
9 _
8.4 8.5
8.0
8 - 7.8 7.8 7.9

7 4

6 _

5 4

4 _

3 _

2 4

1 T T

Bill savings Rebate Utility Rebate amount Application Program Contractor Equipment and
turnaround time process experience its performance
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Exhibit 4-98
Consumer Knowledge of Ways to Save Energy — Mean Rating
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Exhibit 4-99
Knowledge Before Participation

GENERAL POPULATION
3 o
A1A. Before participating in the rebate & c o @ gl < - £ S =
program, how would you characterize your %% %E g © N 9 o] B 5 «l 5 3 % 3 TS
> I @ 2 A a —| &
knowledge about energy efficiency, using the S5 el B % = = é S kel s 25| = R A -
~ , x| = — = 7] = ] S| Ex = ol °SZ|5 ON|lC&|T0 L
same 1-10 scale, where 1 means you aren’t zl = > ¢ >c|lS el £ N [ S sl 2 S5 0|5 S5c|l5c|l359
knowledgeable at all, and 10 means you are =] T E wl 8 ol g g g2l El sl &8] 21 g|l23 g = = laa]l o] Sa a3
fully knowledgeable? sl 2| s| of af g| o] 5] = £ 82 =2l 2 &l 5| 5| 2| £|2< s clzz|ss|e8|Ez| 2|2
Y 5 : —| <]l Zzl &| o] Sl Al 2| DO o A cnloS] Olxl Ol BKlI=> < Dl T Ol Z 5]l O Q)ic Ofic O]l it O
Average rating . 0.0]. .
N 0 0 0 0 0 of 0 0 0 0 0 0 o] O 0 0 0 0 0 0 0 0 0 0 0
SINGLE FAMILY REBATE PARTICIPANTS
A1A. Before participating in the rebate % g o) o ©
program, how would you characterize your g .2 S g|¢ ) <ol € o] E c
al ) 80 oo o)l c =l >l 25| % 8
knowledge about energy efficiency, using the S5 Eel B 5 ElEs8laz|e =
, ol =4 N B 0 s|ET| S| o
same 1-10 scale, where 1 means you aren’t El = > e >~ o| £ il BN S|l we| <
|l =zl T w _| < & @ Sgleel =l 5| 8| ol T2 £ 3| = 3
knowledgeable at all, and 10 means you are 5| = | | S o] o] E| B g EZlz 5| &l 2| 5| =[=35|Ee|cE|28
- ) = o = = O = > O o O ] = QO
fully knowledgeable? Sl 2l 2l 21 3 2R 21 5] £&] £33 812l 8]l 5133|2885 18=
Average rating 6.8] 6.8] 6.9] 6.9] 6.6 7.0] 6.9] 6.9] 6.8 6.9 6.7 6.6| 6.9]7.6] 6.8] 6.8 7.1 6.7 7.1 6.8
N 605] 264| 341] 227| 125| 155] 98] 140] 465 561 34] 146]|459] 9]594]592 13] 261 146 198
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Exhibit 4-100
Effect of Crisis on Knowledge

GENERAL POPULATION

A2. How much of your g;oz g;o e 2| 5 > S

present knowledge is a =N Tfo 52 s ) == ¢l 2 @] % 9 9 g _§ _§ - _ﬂg 5

direct result of the energy S5 el B % EHE % ol Bls 25 2ol 8 o s8l = %

crisis that occurred in &~ &~ ;‘: ;‘é > o £ | £ E% 5 g ‘g_ %\45 %8 g _8legT|eg

California over the summer =l = = “" = g S 9 sg|Se sl & gl 2l=3 g slo.l2eld%l 252722
gl z| 5| s B 8| 2 5| €| £3] E£glzéel | 2| 2| 2=l E| Elz| S lzelELglEL| gl

of 20012 el sl 21 S 21 21 K] 2| S| £ Egl2el S 2f 8] FlS5] 2| S|EC|ZEICS|ECS|EC|ED

A lot 23%| 23%]| 22%] 20%]| 22%)] 26%| 0%] 21%| 23% 23% 20%|]  29%| 21%]) 34%)| 22%| 22%]| 37%] 24%] 17%) 24%| 23%| 23% 26%| 32%]| 20%

Some 37%| 37%)| 38%] 39%]| 39%)] 35%| 0%] 35%| 38% 37% 39%| 38%| 37%] 31%]| 37%| 38%]| 19%] 36%]| 43%] 36%| 37%| 39% 39%| 35%| 37%

Little 22%| 23%)| 22%) 27%]| 19%)] 20%| 0%| 27%| 21% 22% 31%) 17%]| 24%] 18%)| 22%] 22%| 15%] 22%| 23%] 22%| 21%| 21% 17%| 22%| 25%

None 16%| 15%| 17%] 13%] 19%]| 17%]| 0%] 16%] 16% 17% 10%] 13%)| 17%] 15%]| 16%] 16%]| 16%]| 17%| 12%] 16%] 18%| 16% 17%) 11%| 16%

REFUSED 0%] 0%| 1%] 0%] 0%| 0%]| 0%] 0%]| 0% 0% 0%] 0%| 0%] 0%| 0%]| 0% 0%] 0%| 0%] 0% 1% 0% 0%| 0%| 0%

DON'T KNOW 1% 2%| 1%) 1%]| 1%| 2%| 0%| 1%| 2% 2% 0%|  3%| 1%| 2%| 1%| 1%| 13%| 1%| 4% 1% 1% 1% 0%| 0%| 2%

N 1001] 632] 369] 370| 260| 371 O] 254| 747 885 109] 381 620] 284| 717] 833] 166] 824 177] 560] 264| 410 167] 149 120

SINGLE FAMILY REBATE PARTICIPANTS

A2. How much of your & g o

present knowledge is a ga £ g; gl g o s e

direct result of the energy S5 el B 5 E = 5

crisis that occurred in = = _é < _é - % ol £ N o S R E

California over the summer 3 T E ol Bl Ll ol B :E g %’ g % 3 E gl £ ?:; 2 _ﬁ %

of 20017 sl el sl el gl gl gl 5| =2 522 5] 8| & &[22

A lot 31%| 37%)| 27%) 33%]| 31%)] 29%| 31%| 39%| 29% 31% 37%| 36%| 30%] 10%] 32%| 32%]| 19%

Some 31%| 30%]| 31%] 34%]| 31%)] 29%| 26%| 27%| 32% 30% 37%| 30%| 31%] 50%] 30%| 31%]| 19%

Little 20%)| 14%]| 24%) 16%]| 22%)| 24%| 19%| 12%| 22% 20% 14%| 17%]| 21%| 20%]| 20%)| 19%| 44%

None 17%) 16%| 17%] 16%| 15%]| 16%)]| 22%] 19%] 16% 17% 9% 14%)| 17%] 20%| 17%]| 17%| 19%

REFUSED 0%] 0%| 0%] 0%] 0%| 0%]| 1%] 0%]| 0% 0% 0% 1%| 0%| 0%| 0%] 0% 0%

DON'T KNOW 1%| 2% 1%] 1%| 0%| 2%| 2%| 2%| 1% 1% 3% 2%| 1%| 0%| 1%] 1% 0%

N 613 271] 342 230| 125 157] 101] 145 468 568 35] 148| 465] 10| 601] 597 16
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Exhibit 4-101

Consumer Attitudes About Energy Efficiency

GENERAL POPULATION
%]
o (a2}
%-‘: gp R Il o = £ 8 >
5 2 S of = »n =1 I 5 ol = T | T - O
i pw |2 | £ zlzgl =| Z|£ |22]8 |[gg|1¢s]|8q
A4. Average ratings - Tell me how much you o Lg S E ol 8 § E|E S =} 5| £0| 8 e8|l =8l=s g
disagree or agree with each of these statements = ~ o - o Eo ol £ | &l s E 5 gl 2 Efcl =R - I P
f | ] T W —| < s O© s ol € gl - 5| ¢ o] L= o 2ol & a=|la=]| 2
(1 means strongly disagree, 10 means strongly ] I 8 " 8 g g g < ES| =8| £ % sl 258 g § %é s g d§ PL|EZ|E
agree) el el Zl sl Al Kl 1 21 51 5] 513l Ol 21 8]l 1551 <) Slrzolzzloglicliolico
My life is too busy to worry about making energy
related improvements in my home 2.9] 3.0{ 2.7 2.7] 2.8] 3.1 0.0} 2.7] 2.9 2.8 3.9 3.3] 2.7]) 2.8] 2.9] 2.8 3.2 2.8 3.1 2.9 2.7 2.9 3.1 2.9 2.7
It is possible to save energy without sacrificing
comfort by being energy efficient 8.1] 7.8| 8.3] 8.1] 8.1 8.0} 0.0y 8.0] 8.1 8.1 8.0 7.6] 8.2] 8.3] 8.1] 8.1 7.9 8.2 7.6 8.3 7.9 8.2 8.2 8.2 8.1
It is worth it to me for my household to use less
energy in order to help preserve the environment | 8.1] 8.2| 8.1] 8.4| 8.3] 7.8| 0.0] 8.1| 8.2 8.1 8.5] 82| 8.1] 82| 81|81 79 82 79 82 81 82 79 86| 82
N 1001] 632] 369] 370] 260[ 371| 0] 249| 742 878 106] 375]616]280] 711] 825 165] 817 174] 557 260 408] 165| 149 120
SINGLE FAMILY REBATE PARTICIPANTS
Q [}
el 2.]¢ N =
& % =t o] ) > s 2| z ¢l = =
A4. Average ratings - Tell me how much you c < So51738 £ s B % s 2 & =
disagree or agree with each of these statements | ¥ = =1z ° s EleI|EL || T e
(1 means strongly disagree, 10 means strong| -l | T “J =| & 53 sl | = gl 2|zl eZ|£z2|%z
By csagtee By sl 2| sl sl 2 sl ol Bl £l E£E| E|zc| £ 5| 5| B EE[5E|SE|£E
agree) Sl el 2| 2| S| A I 2l 5] £5] £33 O] 2| S| F[S5|FE|S[O=
My life is too busy to worry about making energy
related improvements in my home 2.3) 2.2 2.4] 23] 2.4 23] 2.3} 2.1] 2.4 2.3 3.2 23] 24)22] 23] 23] 24 21| 23] 27
It is possible to save energy without sacrificing
comfort by being energy efficient 8.4] 8.2] 8.5] 8.5] 8.2] 8.1]19.0] 8.5] 8.4 8.4 80| 79| 85| 8.6] 8.4] 84| 8.1] 82| 84| 8.6
It is worth it to me for my household to use less
energy in order to help preserve the environment | 8.7] 8.7| 8.8] 8.9| 8.8| 8.4| 8.7] 8.6| 8.8 8.7 8.6] 88| 87| 94| 87|87 81 89 85 87
N 600| 268| 332|227 122| 152| 99| 144 456 555 35| 146| 454] 10| 588|584] 16| 259| 144] 197
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Exhibit 4-102
Energy Star Awareness

GENERAL POPULATION
S & v % =
&G o = " ol IS 2 = 5 < -8
2wl BE|ls | g sl 2| 2|2 |22l |2 5 %S
PA1. Have you S5 <ol B S E|lEg| © ol S 20l2al& «|28 Eg
x| = = = 1= Q < |l 5| ¢f 5 <l gl v Sl oAl oL
ever seen or el = > e >c|l S el = _ N Y I © 5] 2 59158l 53cQ|l3<c|328
heard of ENERGY| =] T| T L =l 8l 2| 22)lZE|l sl g g 2&l=2zF] g 2o el Eaal el
, g2l ozl 5| &l B sl 8l 5| €| &3 Eglzel | 5| 2| 22| 5| ElzZ|SS|zglELg|EL|EL
STAR? Sl 21zl 2 3] R 2 2] S Sy £alS8=s)l ol ¢l ol w5153 2| Slzolzilozleo&lisoliso
Yes 55%] 53%| 56%)| 65%| 54%)| 44%| 0%| 59%)| 53% 55% 42%| 51%)| 56%)| 48%)| 55%] 55%| 25%] 59%]| 30%] 61%| 55%| 64% 58%| 60%| 69%
No 44%| 47%| 42%| 34%]| 46%)| 53%| 0%] 41%)| 45% 43% 58%| 48%)| 43%| 50%| 44%| 43%| 75%] 39%| 68%| 38%| 44%| 35% 40%| 39%| 31%
DON'T KNOW 1%| 0%| 2%] 0%| 0%| 3%| 0%] 0%| 2% 1% 0% 1% 2%| 2%| 1% 1% 0%| 1%| 2% 1% 1% 1% 2% 1% 0%
N 1001} 632] 369] 370 260| 371 0] 254| 747 885 109 381] 620 284| 717] 833 166] 824 177 560 264| 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
sl Pl
5= = 5 o < o
o0 oo oo C (9] _Z\
PA1. Have you € = c5]%E g = = g
ol 35 27 s o s| Ex
ever seen or =l E > c >c| 5 el £ N I
_ T L — c 9] o] =2 € - > [ ol L=
heard?of ENERGY] I = s (uj' 8 w O s _g E X E £l = S _g % § 3 =3
STAR? Sl 2l 21 21 21 31 K 2l 51 g8 £&l2sl 5] g 8] (53
Yes 82%) 77%| 85%| 90%| 78%)| 73%)| 81%| 81%)| 82% 82% 77%) 74%]| 84%] 80%| 82%| 82%| 50%
No 17%]) 21%]| 14%] 10%| 20%| 25%| 18%| 18%]| 17% 17% 23%| 24%]| 15%] 20%| 17%] 16%| 50%
DON'T KNOW 1% 1%| 1%] 0%| 2%| 3%| 1% 1%| 1% 2% 0% 1%| 2%| 0%| 1% 2% 0%
N 613] 271 342 230| 125| 157| 101} 145] 468 568 35 148| 465 101 601} 597 16
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Exhibit 4-103
Identifying an EE Air Conditioner

GENERAL POPULATION
[}
Q o

%r < %D o = E 3 » G - § el el é
% & melo Qo > = @ 4 ol 2 PR a5l eo] g
c c ==l = == £ jrm =1 = [ sol 8ol 8 e
N o 3= =9 g ENEZl | olg |£%<€ |c&|c&|cs
AC3. How would you indentify an g = > o > e % of | | | £ £ ° s| 2 395 Sc|ls3c|328
air conditioner that is energy e = Y ] N Bt g g3 g2l El g ¢ qg = £ 38 5 HERI ] B B R
efficient? Sl fl 2l 2l gl @l Sl 2] 5] £5 £2|8e| 5] g| O S|SS| 2| SIFC|SEIES|EO|EG|ED
Contractor 14%)] 15%| 13%] 10%] 16%] 15%] 0%] 15%]| 13% 14% 0%] 15%]| 13%]. 14%) 14%] 21%] 14%| 12%]| 13%] 18%| 14%] 16%| 11%]| 13%
Utl'lty recommendation, rebate 2% 1%| 4%) 1%| 1%| 4%| 0%] 0%| 3% 3% 0% 1%| 3% 2%| 2% 7% 3% 0% 3% 4% 3% 5% 1% 0%
Energy Efficiency Rating/SEER 9%]| 10%]| 8%| 14%| 5%| 7%| 0%| 14%| 7% 9% 17% 6%| 10% 9% 9% 0% 10%] 4%] 10%]| 11% 9%|  3%| 11%| 11%
Consumer reports 14%] 10%] 16%| 13%]| 21%| 10%| 0%] 12%]| 14% 13% 10% 5%| 16% 14%| 13%| 17%] 14%| 13%| 14%| 12%| 13%| 15% 7%| 14%
Energy Star 19%) 20%| 17%) 29%] 7%)] 18%]| 0% 21%]| 17% 19% 21%) 16%] 19% 19%| 19% 7% 20%]| 13%]| 18%| 24%| 19%]| 16%] 10%| 21%
Salesperson 20%] 24%]| 17%] 15%| 19%| 25%| 0%] 21%] 20% 20% 29%) 27%| 19% 20%] 21% 0%] 20%] 20%| 20%]| 22%| 19%| 18%]| 27%| 25%
In-store literature/advertising 1% 1%| 1%] 1% 1%| 1%| 0%] 1%] 1% 1% 0%]  2%| 0% 1%) 1%| 0%] 0%] 3%] 0%| 0%] 1%] 0% 2%| 0%
Tech nology 0%] 0%]| 0% 1% 0%| 0%]| 0%] 1%| 0% 0% 0% 1%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 1%
Manufacturer info 2% 2% 2% 1%]| 5%| 1%| 0%] 2%| 2% 2% 0%] 1%| 2% 2%) 2%] 0%] 2%] 3% 1%| 3%| 1%] 2%| 4%| 0%
Rating/label 10%)  9%| 11%] 9%] 21%] 4%| 0%] 9%]| 11% 11% 0%] 10%)] 10% 10%| 10% 7% 12%| 3%| 13% 8%| 12%]| 13% 9%| 14%
First cost/not interested in EE 0%| 1% 0%] 0%]| 1%| 0%| 0%] 1%| 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 1% 0% 0% 0%
Bill savings/energy reduction 0%]| 0%]| 0%] 0%]| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Friends/family/word of mouth 3%| 0%] 5%| 1%| 4%| 4%| 0%] 1%| 4% 3% 0%]  1%| 4%]. 3%| 3%] 0%] 3%| 3%| 3%|] 3%| 2%] 3%| 2%| 2%
Renter 1%| 0% 1%] 0%| 0% 1%| 0%] 0% 1% 1% 0% 0%]|  1%]. 1%| 1% 0% 1% 0% 1% 0% 1% 0% 2% 0%
Research - Internet 5%| 2%| 7% 4%| 6%| 5%| 0%| 2%| 6% 5% 0% 2%| 6% 5% 5% 0% 5% 2% 5% 5% 5%| 10% 6% 0%
Research - other 5%| 6%| 4%| 8%| 2%| 3%| 0%| 8%| 3% 5% 0% 4%| 5% 5% 5% 0% 5%| 3% 7% 1% 7% 5% 6%| 10%
BTUS/SEER/VOItS/Wattage 0%]| 0%]| 0%] 0%]| 0%| 0%| 0%] 0%| 0% 0% 0% 0%]| 0%]. 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Brand 1% 1%| 1%] 1% 1%| 0%| 0%] 1%] 0% 1% 0%]  0%| 1%]. 1%] 1% 0%] 1%] 0%] 0% 1%| 1%] 0%] 0% 2%

Energy Guide . . . . . . 0%]. . . . . . . . . . . . .
Other 2%| 2% 2% 1%| 1%| 3%| 0%] 3%| 2% 2% 0% 2%| 2% 2% 2% 0%] 2%| 3% 1% 4% 0%] 0% 3% 0%
Refused 0%] 0%] 1%] 0%]| 0%| 1%| 0%] 0%| 0% 0% 0%] 0%| 0% 0%] 0%] 0%] 0%|] 0%] 0%] 1%] 0%] 0%| 0%] 0%
Don't know 17%) 16%]| 17%| 13%]| 21%| 18%| 0%] 12%]| 19% 16% 38%| 21%]| 16%]|. 17%| 16%] 49%| 14%| 29%| 15%| 12%]| 16%| 20%| 21% 6%
N 364] 175] 189] 121 85| 158 0] 114] 250 344 17 87| 277 0| 364] 356 8] 294 701 217 77 159 65 57 44
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Exhibit 4-103
Identifying an EE Air Conditioner (continued)

SINGLE FAMILY REBATE PARTICIPANTS

()] )

0 - 1 < ¢ |2 |8

3 I=E ] £ zZ[zEle3|F |z

8 0 <0l & o ElEs]l =& o
AC3. How would you indentify an A= - o - o = £ A £l e % £ > S
air conditioner that is energy = < = . S ol o] = _§ é % é % § £ ko 5‘2 %’ 2 _é % g = % 2 ke 2
efficient? Sl 2l 2l 21 21 21 @ 2| 5| £4] £5]8:] 8] & 8] F|SS|2E[S2|B2
Contractor 5% 5% 5% 6% 3% 7% 1% 7%| 4% 5% 0% 4% 5% 0% 5% 5% 8% 8% 2% 3%
Utl]lty recommendation, rebate 4% 5% 4% 4% 3% 8% 1% 4%| 4% 5% 5% 5%| 4% 0% 5% 5% 0% 6% 3% 3%
Energy Efficiency Rating/SEER 30%]| 27%]| 33%] 26%]| 32%]| 31%| 35%| 28%)| 31% 31% 19%) 22%)| 33%] 50%| 30%] 31%| 17%| 32%| 28%| 30%
Consumer reports 4%\ 4% 5% 4% 3%| 4% 8% 4%| 4% 4% 5% 3% 5% 0% 5% 5% 0% 4% 4% 6%
Energy Star 28%)| 34%)| 23%]) 36%| 18%]| 23%]| 31%]| 35%| 25% 26% 57% 32%| 27%) 67%]| 27%| 28%| 33%| 25%| 31%| 29%
Salesperson 14%) 15%)| 14%] 16%| 17%| 14%| 8%| 14%| 14% 14% 10%) 17%) 13%] 0%| 14%) 14%| 17%| 15%| 12%| 14%
In-store literatu re/advertising 2% 3% 1% 1% 1% 2%| 4% 3%| 2% 2% 5% 2%| 2% 0%| 2%| 2% 8% 1% 4% 1%
Tech nology 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Manufacturer info 2%| 2% 3% 1% 4% 2%| 4% 1% 3% 2% 0% 3% 2% 0%]| 2%] 2% 0% 2% 3% 3%
Rating/label 2% 2%| 2% 1%| 3%| 3%| 0%| 1%| 2% 2% 0%  2%| 2%] 0%| 2%| 2% 0%) 3%| 2%| 0%
First cost/not interested in EE 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Bill savings/energy reduction 0% 1% 0% 0% 0% 0% 1% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 0% 1%
Friends/family/word of mouth 1%| 2% 0% 1% 0% 1% 3% 3% 0% 1% 0% 2% 1% 0% 1% 1% 0% 0% 3% 0%
Renter 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Research - Internet 2% 1% 3%) 2% 1%| 4% 0% 0% 3% 2% 0% 2%| 2% 0%| 2%| 2% 0% 2% 3% 2%
Research - other 2% 0% 3% 2% 1% 1% 1% 0%| 2% 2% 0% 0%| 2% 0%| 2%| 2% 0% 1% 3% 1%
BTUs/SEER/voIts/wattage 2% 1% 3% 1%| 4% 3% 1% 0% 3% 2% 0% 2%| 2% 0%| 2%| 2% 0% 1% 5% 1%
Brand 0% 0% 1% 0% 1% 1% 0% 0% 1% 1% 0% 0% 1% 0% 0% 0% 0% 1% 1% 0%
Energy Guide 4% 5% 4% 4% 4% 4% 6% 4% 4% 4% 5% 3% 5% 0% 4% 4% 0% 4% 3% 5%
Other 2% 2% 1%| 1%| 0%| 2%| 3%| 2%| 2% 2% 0%]  2%| 2%] 0%]| 2%| 2% 0% 1% 2%| 2%
Refused 0% 1% 0% 1% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 1% 0%
Don't know 11%] 11%)] 10%] 10%| 13%| 10%]| 10%] 10%]| 11% 1% 10%) 16%| 9%| 0%] 11%] 10%| 25%] 9%| 8%| 15%
N 427 193| 234 137 76| 136] 78] 112] 315 398 21 95| 332 6 419] 415 12) 182 130 115
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Exhibit 4-104
Identifying an EE Heater

GENERAL POPULATION
]
5] [sa)

%0 Z % 5| 23 |z % ° § - |<8
B0 S0 wL| S Q > = 2 3 ol & R IR 25l 2| 2x
0o =1 IS £ =| =€ [T —=| = © | & co|l sol| @ o
o] w 591 3912 | 8 ElEZ| 3| |2 [E2]c [e8|Eg|Es
el £ >c > c o £ S s € S s| 2 395 Sc|ls5c|3528
AC6. How would you indentify a = = E ol 8 = g e 9 ] g| & gl 2l=EzZ = H I B BN B E‘ﬁ
heater that is energy efficient? gl 2| & S| a| 8| 2| 5| £ Eql Exlzgl =| 5] 2| 2l2¢E = Slzz|Ss|zg|lEz|Ea|E
8y = < Z o D D D [ ) on o o) o S @) & o Sl =>> =< 21 T Ol Z =s|lO Slic Olic O ic O
Contractor 13%]| 15%] 13%] 12%| 19%| 11%]| 0%| 15%| 13% 14% 8%| 14%| 13%]. 13%] 13%] 18%| 14%| 11%]| 13%| 17%| 14%]| 13%| 8%]| 22%
Utility recommendation, rebate 5%| 4%| 5%| 4%| 3%| 7%| 0%| 5%]| 5% 5% 5%|  4%]| 5%]. 5% 5%| 10% 5%| 4% 5%| 5% 5% 6%| 4%| 4%
Consumer reports 14%]| 11%)] 16%] 13%| 19%| 12%] 0% 12%| 15% 14% 14%| 10%| 15%|. 14%] 14%] 18%| 14%| 14%]| 15%| 14%| 13%]| 9%| 12%]| 18%
Energy Star 26%] 28%| 25%] 35%]| 27%)] 18%| 0%] 29%] 25% 26% 34%| 25%] 27%]|. 26%]) 26%)| 15%] 28%| 15%] 30%]| 25%]| 34%]| 26%| 27%| 29%
AFUE/EffICIenCy rating 10%] 10%| 10%| 10%| 8%| 11%| 0%| 11%]| 9% 9% 10% 8%]| 10%]|. 10%] 10%| 12%] 11% 4% 10%| 12%| 10% 8%| 11%| 16%
Salesperson 20%]| 22%]| 18%) 17%| 18%)| 23%]| 0%] 18%)| 20% 20% 16%)] 27%)| 18%|. 20%] 20%| 10%] 20%| 19%] 19%| 22%| 19%| 19%| 18%| 24%
In-store literature/advertising 1% 1% 1%| 2% 1% 1%| 0%] 2%| 1% 1% 1% 2%| 1%|. 1%| 1% 0% 1% 1% 2% 1% 2% 2% 2% 1%
Technology 0%| 0%| 0%]| 0%]| 0%| 0%| 0%] 0%] 0% 0% 2% 1%]  0%]. 0%] 0%| 0%] 0% 0%] 0%] 0% 0%] 0%] 0%| 0%
Manufacturer info 2% 1% 2%| 1%| 4% 1%| 0%] 1%| 2% 2% 0%|  2%| 2%]. 2% 2% 0% 2%| 1% 2%| 2%| 1% 2%| 2%| 3%
Rating/label 6%| 5%| 7%| 6%| 8%| 5%| 0%| 5%| 7% 7% 0%| 5%]| 6%]. 6%] 6%| 0%] 7%| 3%| 8%| 5%| 6% 9%] 6%| 7%
First cost/not interested in EE 1% 0%| 1%] 1%| 0%| 1%| 0%] 1%| 0% 1% 0% 0%| 1%|. 1%| 1% 0% 0% 1% 0% 1% 0% 0% 0% 1%
Bill savings/energy reduction 0%| 1%| 0% 1%| 0%| 0%| 0% 1%| 0% 0% 2% 1%| 0%]. 0%] 0% 0% 1% 0% 1% 0% 1% 2% 0% 0%
Friends/I famlly/word of mouth 2%| 2%| 3%| 3%| 3%| 2% 0%] 3%| 2% 3% 0% 2%| 3%|. 2% 2% 0% 3% 1% 3% 3% 1% 2% 4% 0%
Renter 0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%]. 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Research - Internet 4% 4%| 4%| 4%| 4%| 4%| 0%] 4%| 4% 4% 3%|  3%]| 4%]. 4% 4% 0% 4%| 2%] 4%| 5%| 5%| 6%| 3% 7%
Research - other 4%| 3%| 5%| 6%| 2%| 4%| 0%] 5%| 4% 4% 0%|  3%]| 5%]. 4% 4% 0% 4%| 6%] 4%| 2%| 5%| 3%| 6% 4%
BTUs/SEER/volts/wattage 1% 1% 1%] 2%| 1%]| 0%| 0%] 2%]| 0% 1% 0% 1% 1%]. 1% 1%] 0% 1% 1% 1%] 0% 1%]  0%| 2% 1%
Brand 0%| 0%]| 0%] 1%]| 0%| 0%] 0%] 1%] 0% 0% 0%] 0%] 0%]. 0%] 0%| 0%] 0%| 0%] 0% 1%| 0%] 0%] 0%[ 0%

Energy Guide . . . . . . 0%]. . . . . . . . . . . . . . . . . .
Other 2% 1% 3%| 1%| 1%| 4%| 0%] 2%| 2% 2% 0%|  1%]| 2%] 0%| 2%] 2%| 4% 2% 1%] 2%| 3%| 2%| 3%| 2%| 0%
Refused 0% 0% 0% 1% 0% 1% 0% 1% 0% 0% 0% 0% 0%]. 0% 0% 0% 0% 0% 0% 1% 0% 0% 0% 0%
Don't know 14%]| 16%]| 13%] 11%| 13%| 17%| 0%| 13%| 14% 13% 29%| 18%]| 13%]|. 14%) 14%]| 46%| 12%| 24%| 12%| 12%| 11%]| 10%| 18%| 8%
N 600] 274| 326] 226| 163| 211 0] 156] 444 552 43] 155 445 0f 600} 587 13] 496| 104] 359] 137 262] 100f 100 80|
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Exhibit 4-104
Identifying an EE Heater (continued)

SINGLE FAMILY REBATE PARTICIPANTS

% < g:? | € o & 8

=2l 22| 2 =zzls¢lf |2

o & u 0] 8 ) ElESlcd|T [
== =ol zelzel | | o] £S5 By <
AC6. How would you indentify a = E E o Bl ol ol = _cg; g % g %’ 3 £ gl £ qé = % % e == Z 2 Z
heater that is energy efficient? sl el 2l ol el el el 2l 5] £g| 532 5] &| 8] S|S2|28|S=|5<
Contractor 4% 4%| 3%| 4%| 2%| 7%| 1%| 5%| 3% 4% 0%] 5%| 3% 17%| 3%] 4%| 8% 4%| 6% 1%
Utility recommendation, rebate 6% 4% 7%l 4% 7% 8%| 4%] 3% 6% 6% 4% 3% 6% 0% 6% 6% 0% 8% 3% 4%
Consumer reports 6% 6% 7% 6% 7% 7% 7% 6% 7% 6% 4% 8% 6% 0% 7% 6% 8% 7% 5% 7%
Energy Star 26%]| 31%]| 23%| 32%| 22%)| 21%| 29%| 32%| 25% 26% 32%| 28%)| 26%) 17%)| 27%] 26%]| 31%| 23%| 22%| 35%
AFUE/Efficiency rating 26%] 20%] 30%| 25%]| 29%)| 22%)| 30%| 21%)| 27% 27% 11%) 22%]| 27%] 50%] 26%] 26%| 15%] 29%| 28%| 20%
Salesperson 17%) 18%]| 16%| 18%)| 24%| 17%| 7%| 15%| 18% 17% 18%) 21%| 16%| 17%| 17%)| 17%| 23%| 17%| 13%| 20%
In-store literatu re/advertising 1% 0% 1% 1% 0% 1% 0% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0% 1% 0% 1%
Tech nology 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Manufacturer info 2% 1% 2% 1% 2% 3% 2% 2% 2% 2% 0% 1% 2% 0% 2% 2% 0% 1% 4% 1%
Rating/label 4% 4%| 4% 3%| 5%| 6%| 6%| 4%| 5% 4% 7%|  3%| 5%| 0%| 5%| 5%| 0% 7% 5% 1%
First cost/not interested in EE 0%] 0%]| 0%] 0%| 0%| 0%]| 0%] 0%| 0% 0% 0%] 0%]| 0%] 0%]| 0%] 0%| O0%] 0%| 0% 0%
Bill savings/energy reduction 0%] 0%]| 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 0%] 0%]| 0%] 0%]| 0%] 0%| O0%] 0%| 0% 0%
Friends/family/word of mouth 1%| 3%| 1%| 1%| 0%| 2%| 3%] 3%| 1% 2% 0%] 3%| 1%] 0%| 2%] 2%| 0%] 0%| 5% 1%
Renter 0%] 0%| 0%] 0% 0%| 0%]| 0%] 0%| 0% 0% 0%] 0%| 0%] 0%| 0%] 0%| O0%] 0%| 0% 0%
Research - Internet 1% 0%| 2%| 1%| 2%| 1%]| 1%] 0%| 1% 1% 0% 1%| 1%] 0%| 1%] 1%| 0% 1% 1% 2%
Research - other 1%| 0%| 2%| 2%| 2%| 1%] 0%] 0%| 2% 2% 0% 1% 2%] 0%| 2%] 2%| 0%] 2%| 2% 1%
BTUs/SEER/volts/wattage 2% 2% 2% 1%| 2%| 5%| 0% 2%| 2% 2% 0%] 3%| 2%] 0%| 2%] 2%| 0% 1% 6%| 0%
Brand 0%] 0%| 0%] 1%| 1%| 0%| 0% 1%| 0% 0% 0%] 0%| 0%] 0%]| 0%] 0%| 0%| 0% 1% 1%
Energy Guide 2% 4%| 2% 4%| 0%| 1%| 6% 3%| 2% 2% 4%)  3%| 2% 0%| 2% 2%| O0%] 2%| O0%| 4%
Other 1% 2%| 1%| 2%| 0%| 1%| 1%] 2%| 1% 1% 7% 1%| 1%] 0%| 1%] 1%| 0% 1% 0%| 2%
Refused 0% 0%| 0% 0% 0% 0% 0%] 0% 0% 0% 0% 0% 0% 0%]| 0%] 0% 0% 0% 0% 0%
Don't know 10%| 12%| 10%| 8%)| 10%] 13%| 12%]| 12%]| 10% 10% 21%) 12%] 10%] 17%] 10%] 10%| 15% 8%| 11%| 13%
N 540] 225| 315] 194 111 145 90} 123| 417 502 28| 116] 424 6| 532] 527 131 245] 126] 169
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Exhibit 4-105
Influence of Advertising Materials
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Exhibit 4-106
Influence of Salesperson
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Exhibit 4-107
Influence of Contractor

GENERAL POPULATION
S o
A19. On a scale of 1 to 10, where 1 %;_C gg g | < > £ S S
is "Not at all influential" and 10 is ojoéo DJOE s @ > s ¢ 4 G % 99| & -cfg S -cfg - ?{ 5
"Very influential”, how influential =l B-Rel B £ gl = g S ksl s 25 _ﬁ el =gl e
. o | S50 =251 = 0 =| EZX = ol = oZ| S S|l x| o8
was the contractor in your decision El = el =] S o £ R S B =] =l 2 5o 5 5c|l 5| 58
to purchase equipment? Average = E E wl Of ol ol = _(E g _qzo) g % I £ sl £ qé = 23 g zl ¢ o oy < Sa Sl S5 £
. = = Q1 £ £ < S O o £ 2 4
rating. sl 2l al Rl @l 2| Slealsal82]l8) Sl 8l F|225)] 2| S|F6[22158|e8|ab|ab
Average rating 4.6] 6.0] 3.9] 4.8] 3.0] 5.5] 0.0] 5.6] 4.4 4.4 7.6 59| 43] 1.0] 4.6] 4.5 10.0 4.6 3.8 4.4 5.2 4.3 4.9 3.7 4.1
N 66] 26| 40] 27| 18] 21| O] 12| 54 61 4 16| 50 4] 62] 62 4 61 5 48 13 37 16 15 11
SINGLE FAMILY REBATE PARTICIPANTS
A19. On a scale of 1 to 10, where 1 el B o) o ©
is "Not at all influential" and 10 is s2 35| ¢ o] £ 2
. . . . Booo| LS| O g > > g 2 ¢l = §
"Very influential", how influential S5l 5013 5 El =35 &2| 2 =
. < ol L B I o s| EXl £8| < &
was the contractor in your decision =| & >c| 2]l S o] £ Sl el £32 & ol £ @
to purchase equipment? Average =1 = E wl B ol 8l Bl €2 2Ll 25| 8| £| | 2|23 22| = o
ti gl 2| 5| Sl al gl ol 5| 2| £ £3| 28] £ gl 2] €1 2¢ls¢g| 82| ¢
rating. elclzl sl ol sl ol el Slaf|l el S|l Ol &) Ol ISl T elos]O0>
Home improvement measures 5.5 5.9] 5.2 5.6] 4.2] 5.8] 6.5] 5.6] 5.5 5.5 4.0 5.8] 5.4] 10.0] 5.4} 5.5 4.0 5.5].
Cooling and heating measures 5.515.11 591 4.4| 6.8/ 5.8[ 4.7] 5.1] 5.7] 5.6 2.3 59| 5.4] 1.0f 5.6] 5.6 3.3]. 5.5
Other appliance measures 2.6] 3.8] 1.7] 2.9] 2.4|. 23143 2.2 2.5 3.7 3.7] 2.5 2.6] 2.6 1.0]. . 2.6
N 144 57| 87| 47| 31| 45| 21} 27| 117 135 5 311113 1| 142) 141 3 144 66 31
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Exhibit 4-108
Influence of Rebate

GENERAL POPULATION
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Exhibit 4-109
Influence of Audit
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Exhibit 4-110
Influences on Purchase Decision for Participants and the General Population

10 -
= Participant
9 [l General Population
8 -

Influence

In-Store Advertising Salesperson Contractor Rebate
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Exhibit 4-111

Program Awareness
GENERAL POPULATION
[
Q o

[ L wn = (=} —

?E ogo 3 % ° ° » S _§ % ol Z 3 8 3 2 ]

SR £ ZI2E| 5| 3|£ [2s5|2 [2E|28|2%

& W0 < O] & S E[E S O ol < U| < co|l=S|l<s 35

gl E el zelZel £ ElE3] % %[z 23|85 |scls:lsz

[« = - . = [} 3

PA8. Have you heard about programs = :i E W ] Y e § g % g %’ § £ 8| £ “g 2=z g HIER o B o I Si
L = S Q = = S Ele] 2 2 2
offered by your utility? sl el 2l ol gl gl 2l 8l 5] £5] £5)5=] 3f &| 8] S|25| 2| S|PE|2:|68|EE|£6[EE
Rebates 47%| 43%| 50%| 51%| 47%)| 43%| 0%] 50%| 46% 48% 26%| 39%| 49%] 30%)| 47%) 47%)| 33%| 49%| 38%| 50%| 44%| 47%] 47%| 49%| 56%
Product give-away/turn-in events 2% 2%)| 2%| 3%| 1%| 2%] 0%| 2%| 2% 2% 2% 1% 2%| 1%| 2%| 2%| 4% 2% 1%| 2% 2% 2%| 2% 1%] 0%
Second refrigerator turn-in/recycling 2%| 2% 3%| 2%]| 3%| 3%| 0%] 3%| 2% 2% 0%)| 1%| 3% 4%| 2% 2%| 0%] 3%] 0%] 2%]| 5% 2%| 4%]| 2%| 0%
Energy efficient mortgages 1%| 1%] 0% 1%| 0%| 0%| 0%| 2%]| 0% 0% 0%]  0%| 1%] 0%| 1%] 1%| 0%] 1%] 0%] 1%] 0%| 1%] 2%| 0% 0%
Energy survey or audit 19%] 17%| 21%] 24%| 21%] 13%| 0%] 23%| 18% 20% 9% 12%| 21%] 14%| 19%] 19%| 16%] 21%]| 11%] 21%] 20%| 22%]| 17%| 20%| 28%
Haven't heard of any 27%| 29%]| 25%| 22%| 29%] 29%| 0%] 22%| 28% 26% 45%|  33%| 25%] 33%] 27%)| 27%]| 38%]| 24%]| 39%| 23%| 29%|[ 25%] 29%| 18%| 19%
Low income programs 5%| 7%\ 3%| 4%| 4%| 7% 0%] 5%]| 5% 4% 15%]|  9%| 4%| 14%| 5%| 5%| 9%] 5%| 4%] 5% 6% 6%| 3%| 7%| 4%
20/20 program 1% 1%| 1%] 0%[ 1%] 0%| 0%] 0%| 1% 1% 0%)| 1% 0%]| 1%| 1%] 1%| 0%] 0% 1% 1% 0% 1% 1% 1%] 0%
On call/peak load 1% 1%| 1%] 0%| 0%] 1%| 0%]| 1%| 1% 1% 0%] 1% 1%] 0%| 1%] 1%| 0%] 1%] 0%] 0%] 1%| 1%|] 1% 0% 0%
Info in bill insert/education 1% 2%| 1%]| 2%| 1%] 1%| 0%]| 1%| 1% 1% 2% 2% 1%| 2%| 1%| 1%| 0%] 1% 1%|  1%] 0% 1%] 1%| 0% 4%
Pool pumps 0%] 0%] 0%] 1%]| 0%| 0%] 0%] 0%] 0% 0% 0%]  0%| 0%] 0%| 0%] 0%| 2%] 0%] 0%] 0% 1%  0%] 0%] 0%] 0%
Bill averaging 0%
Home improvement rebates 0%].
Pilot light 0%].
Senior Citizen Lifeline Rate 0%
Rates/TOU/peak 0%].
Pool saver program 0%].
Solar power program 0%
Low flow toilets . . . . . . 0% . . . . . . . . . . . . . . . . .
Other 2% 2%)| 2%| 2%| 1%| 3%]| 0%| 1%| 2% 2% 0%]  2%| 2%| 3%| 2%| 2%| 4%| 2%]| 2%| 2%| 2%| 2%| 4%| 2%| 1%
Refused 0%] 0%] 0%] 0%| 0%| 0%] 0%| 0%]| 0% 0% 0%] 0%| 0%] 0%| 0%] 0%| 0%] 0%] 0%] 0%] 0%| 0%] 0%| 0% 0%
Don't know 8% 8%]| 8%| 11%| 5%| 8%| 0%| 9%| 8% 8% 4%)| 8%| 8%| 10%| 8%| 8%| 4% 8% 7% 9% 7% 8% 6%| 14%| 8%
N 1001] 632] 369] 370| 260| 371 0] 254 747 885 109] 381| 620] 284| 717| 833| 166] 824 177] 560 264 410] 167 149 120
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Exhibit 4-111
Program Awareness (continued)

SINGLE FAMILY REBATE PARTICIPANTS
] [«5)
e 2l £ z|=E|235|8 |=
T s Ol & S E|ESlsz| [N
= - o =alz Ll o= | ElEI|EE e 2
PA8. Have you heard about programs 5 T =1 I gl ol ol = E g _ig g % ‘g £ B g % 2 _g % g = % % B %
offered by your utility? Sl Sl 2l Pl gl 21 I 2| 5| £&8] £&]52] 5] 8| 8] Z|SS|2E|SS[BS
Rebates 0%] 0%] 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%] 0%] 0%] 0%|[ 0%] 0%]| 0%] 0%| 0%] 0%
Product give—away/turn—i n events 1%) 2% 1% 1%| 0%| 2%| 2%| 2% 1% 1% 3% 1% 1%] 0% 1% 1% 0% 2% 1% 0%
Second refrigerator turn-in/recycling 3%) 3%| 3%| 1%| 2%| 7%| 3%] 2%| 3% 3% 0%)  5%| 2%] 0%|[ 3%| 3%| O0%] 3%| 3%|] 2%
Energy efficient mortgages 1% 1%| 1% 2%| 1%| 1%| 1%] 1%| 1% 1% 0%)  2%| 1%] 0%[ 1%] 1%] 0%] 2%| 0% 1%
Energy survey or audit 10% 7%\ 13%| 14%| 12% 7% 3% 8%]| 10% 11% 0% 5%| 11%| 20%| 10%]| 10% 0% 13% 6% 9%
Haven't heard of any 57%]| 59%]| 55%)| 54%]| 65%| 57%)| 52%]| 57%)| 57% 55% 74%]| 59%)| 56%] 40%]| 57%] 56%| 75%| 54%| 59%| 59%
Low income programs 9%| 11% 8%| 10%| 5%| 9%| 12%| 14% 8% 10% 3% 9%| 9%| 20% 9% 9%| 13% 9%| 14% 6%
20/20 program 1% 1% 1%] 0%| 1%| 1%| 1%] 1%| 1% 1% 0% 1%| 1%] 0%]| 1%] 1%| 0% 1% 0% 1%
On cal ]/peak load 3%| 2% 3%| 0%| 0%| 8% 3% 1% 3% 3% 3% 2% 3%) 10%| 2% 3% 0% 3% 3% 1%
Info in bill insert/education 1% 1% 2%| 2%| 1%| 1%| 1%] 1%]| 1% 1% 0% 1%| 2%) 0%| 1%] 1%| 0% 1%  3%| 0%
Pool pumps 0%| 0%| 0%] 0%| 0%]| 0%| 0%] 0%| 0% 0% 0% 0%] 0%| 0%| 0%| 0% 0% 0% 0% 0%
Bill averaging 1% 1% 1% 0% 1% 2% 1% 1% 1% 1% 0% 1% 1% 0% 1% 1% 0% 1% 1% 1%
Home improvement rebates 2% 2%]| 2%) 2%| 1%| 3%| 2%| 1%| 2% 2% 3%|  3%| 2%) 0%]| 2%] 2%| 6%) 2%| 3% 1%
Pilot light 0%] 0%] 1%] 1%]| 0%] 0%| 0%] 0%]| 1% 1% 0%]  0%| 1%] 0%] 0%] 1%| 0% 0%]| 1%| 0%
Senior Citizen Lifeline Rate 1% 1% 1%] 0%| 0%| 1%| 1%] 1%| 1% 1% 0% 1%| 0%] 0%]| 1%| 1%| 0%] 0%]| 2%| 0%
Rates/TOU/peak 0%] 0%] 1%] 0%]| 0%] 0%| 1%] 0%] 0% 0% 0%] 0%| 0%] 0%] 0%] 0%| 0% 0%]| 1%| 0%
Pool saver program 0%] 0%] 0%] 0%| 0%]| 1%| 0%] 0%| 0% 0% 0%)] 0%] 0%] 0%|[ 0%] 0%]| 0%] 0%| 0%] 0%
Solar power program 1% 0%| 1%| 0%| 2%| 0%]| 1%] 1%| 1% 1% 0%]  0%| 1%] 0%]| 1%] 1%| 0%| 0% 1% 1%
Low flow toilets 1% 0% 1% 0% 2% 0% 1% 0% 1% 1% 0% 0% 1% 0% 1% 1% 0% 0% 1% 1%
Other 2% 1%]| 3%) 1%| 3%| 1%| 5%| 1%| 2% 2% 0% 1%| 2%| 0%]| 2%| 2%| 0%] 2% 1%| 3%
Refused 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Don't know 10%) 12%| 9%| 13%| 9%| 6%]| 13%]| 11%| 10% 10% 14%| 13%| 9%| 10%| 10%] 10%| 6% 11%| 5%| 13%
N 613] 271| 342] 230 125] 157] 101} 145| 468 568 35| 148| 465] 10| 601] 597 16] 264| 147 202
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Exhibit 4-112
Free Ridership
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APPENDIX B:

GENERAL POPULATION AND PARTICIPANT
DEMOGRAPHICS



Exhibit B-1
Home Ownership

GENERAL POPULATION

o
S| B ) « ~ S p
< B o | & =1 T A o o
s Z| s g & ” =] o [ o &l o - S
o] LS| @ o > = ¢ — ol 2 24 2xl 2] @2a
Pl L] 3 IS =| =€ [ =] 2 c | 2 so|l s o]l @ o
sw| « O & S I S O ol © cO|l Bal e8| 3| £ =
4 — — Q IS T — = o < o O s} o O
S1. Do you own E = ~c| =& =z, = ig IR 5| £] 3 5558 52| 52| 5%
I I L — c s @ s ol 8 ¢ o o) 5} o| E 2 o g o 2 ol 29 25l 2&] 2a<
your home or —= = < =~ = 9] ] c | =3 = v v = ol S ol ol o
) gl o=l sl sl Bl =l 9 5| €l el ezl =] 5| 2| B|ZE| E| ElzZ|s5¢|z2| gl B4 g2
rent el S| 21 2 3] | F 2| S|lESES|2=] 8] 2| & F|53| 2| S|FO|Z2E|CE| 6| EG|ES
Own 71%| 57%]| 100%] 72%)| 75%)| 69%| 0% 73%]| 70%| 74%| 51%| 53%| 83% 0%)| 100%]) 83%| 15%| 71%| 71%] 76%]| 62%| 73%| 65%| 79%| 81%
Rent 29%| 43% 0%] 28%)| 25%]| 31%| 0%] 27%| 30%]) 26%]| 49%] 47%| 17%] 100% 0% 17%| 85%| 29%]| 29%] 24%| 38%| 27%| 35%| 21%| 19%
REFUSED 0%] 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
DON'T KNOW 0%] 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
N 1001] 632 369] 370| 260| 371 O] 254| 747 885 109] 381 620] 284 7171 833 166| 824 177 560 264 410 167 149 120

SINGLE FAMILY REBATE PARTICIPANTS

S ) o

szl 5 5]
22l 223 £ z| 2 ¢
o sE[ 308 3 E|E2
S1. Do you own e 'f —~c| > & EO ° = = Pl <
_ T w — c]l s 3| s o] 2 € u o} 9] ol L=
vouhomeor |5l ol e sl B | o| E| E| E4| EE x| 2| | £ P23
rent¢ el <l ozl sl S 2l A 2l S| ES| LA 3] S S| Sl Fl 53
Own 97%) 94%]|  99%] 96%]| 99%]| 98%| 98%]| 95%]| 98%) 97%| 97%| 96%]| 97%] 0%] 100%]| 98%| 73%
Rent 2%| 5%| 0% 3%| 1%| 1%| 2%]| 4%| 2% 2% 3%]  4%|  2%]|100%| 0%| 2%]| 27%
REFUSED 0%] 1%| 0%] 1%]| 0%| 1%| 0%] 1%| 0% 0% 0%]  0%| 1%] 0%] 0%] 0% 0%
DON'T KNOW 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
N 1042] 459| 583| 423] 209| 232| 178] 241| 801 967 57] 242| 800 18] 1018] 1017 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-2

Type of Home
GENERAL POPULATION
[22)
S|l e ] - - =4
EEA _E g o) N ] o] I gﬂ 5 BRI
2 28l £ = 2E|l 5| sl& 2= % 23] 353
o R 2 3 E|ER = ol € 59158l 58|58
= = s e P Jd OElEs] 3| |2 [ss|esl s s
_ T w _ cl s o]l s ¢l © € s_ 5 9] ol L= o z| o 20| 2 2= a-=
3 5} 2 = ” ol &5 &5
DE1. What type of home do you live in? g gl 3 S 8 @] 8 g = g_é_ gé_ g gl = 5 : =R g glz2| 5 Sl@glez|lezga
: YP Y ‘ el <l z]l sl Al sl sl &l Slaalaslac]l O <l Ol S>> < SlTolz slo -zl T ol O
Single-family detached 72%]) 64%)| 89%)| 75%| 66%| 71%| 0%] 78%| 70%| 75%| 55%| 62%| 79%] 36%| 87%| 88% 0%) 73%| 71%| 75%| 68%| 73%] 69%| 80%
Single-family attached (condo/townhouse) 10%) 10%| 11%]| 8%]| 22%] 9%| 0% 5%]| 12% 9%| 13%] 11%| 9%] 12%| 9%| 12% 0% 10%| 9%| 11% 8%]| 12%| 10%| 10%
Apartment 4 units or less 5%| 8%| 0%] 5%| 4%| 6%| 0%] 5%| 6% 5%| 11% 9%]| 3%| 17%| 1%| 0%| 30%| 5%| 7% 4% 7% 4% 7% 2%
Apartment 5 units or more 9%| 14%| 0%] 9%| 7%| 11%| 0%| 7%| 11% 8%| 17%| 15%| 5% 32%| 0%| 0%| 54%] 9%]| 10% 6%| 15% 7% 11% 5%
Mobile home 3%| 4%| 0%] 4%| 1%| 2%| 0%] 5%| 2% 3% 3% 3%| 3%| 2%| 3%| 0%| 16%| 3%| 2% 3% 2% 4% 4% 4%
REFUSED 0%] 0%]| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%| 1%| 0%]| 0% 0%] 0%| 1% 0% 0% 0% 0% 0%
N 1001) 632 369] 370]| 260 371 0] 254| 747] 885 109] 381| 620) 284 717] 833 166) 824| 177] 560| 264 410 167 149
SINGLE FAMILY REBATE PARTICIPANTS
HENE
= = [} -~ 9
P ]S £ 2|2 E
o LR IR B S E|E2
g = ~cl| > ¢ = ) = = £ g
_| | T o ol = < E E E gleel 5| & gl 2Lz
< o w © 9] b= oo| =
DE1. What type of home do you live in? ke 5 21 9 2 ugl 2l 2 g £ é £ §_ § £ g é 5 sl22
Single-family detached 91%] 90%| 92%] 90%| 94%]| 92%| 90%]| 94%| 90%| 92%| 86%| 92%| 91%] 64%| 92%]| 93% 0%
Single-family attached (condo/townhouse) 7%) 5%| 8%| 8%| 4%]| 5%| 7%| 3%| 8%| 6%| 11%| 5%| 7%|11%| 6%] 7%| 0%
Apartment 4 units or less 1% 1%| 0%]| 1%] 0%| 0%| 1%| 0%| 1% 0% 3% 1%| 1% 25%]| 0%] 0%] 30%
Apartment 5 units or more 0%] 0%] 0%] 0%| 1%] 0%| 0%] 0%]| 0% 0% 0% 0%]| 0%] 0%| 0%] 0% 6%
Mobile home 1%] 3%| 0%| 1%| 2%| 3%| 2%| 2%| 1% 2% 0% 2%| 1%] 0%| 1%| 0%| 64%
REFUSED 0%] 0%]| 0%] 0%| 0%| 0%| 0% 1%| 0% 0% 0% 0%| 0%| 0%| 0%]| 0% 0%
N 1042] 459 583] 423| 209| 232| 178] 241] 801 967 57| 242 800} 18f1018)1017 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-3
Year of Home

GENERAL POPULATION
o
v 2, ¢ JEle L.l | s8]+
e 2|2 | ¢ zlzg| 2| 2|2 |22 8. 28| i
| o« 3392 | 8 ElE2| 5| ¢fE [eElEgl£8|<s
DE3. In what year was your home - T E Sl = S g g g gl e OE'J S g g ; T2 g g 2’ a2 ; 23] 25| 8%
- Y Y = > 5 W Q W 6] s| 8| E4| €S z 8 2 g § o 5 8 g gl z 2 gm_JS 2 4 234
built? Sl gl 21 & 2l 2] S| 2| Sleslsglagl 8l & &l S|z 2| SIFES[ 2265l s6|&d
in the last six years (i.e. since 1997) 30%)| 37%| 17%| 28%)| 23%| 35%| 0%| 32%]| 29%| 27%| 53%] 39%| 24%| 58%| 19%| 23%| 62%| 28%| 40%] 25%| 34%| 27%| 24%| 28%
between 1992 and 1996 6% 6% 6% 5%| 3%| 7%| 0%| 8%| 5% 6% 1% 5% 6% 4% 7% 6% A% 7%| 3% 7% 7% 6% 6% 5%
between 1987 and 1991 7% 6% 8% 7%| 9%| 6%| 0%]| 11%| 5% 8% 2% 4% 9% 2% 9% 8% 2% 7%| 6% 8% 6% 7% 7% 6%
between 1982 and 1986 7%| 6% 8% 6%| 10%] 6%| 0%| 8%| 6% 6% 8% 4% 9% 3% 8% 7% 3%| 6%| 8% 7% 6% 6% 9% 5%
between 1977 and 1981 6%| 5% 8% 6%| 7%| 6%| 0%| 7%| 6% 7% 4% 5% 7% 3% 8% 7% 4%) 6% 7% 7% 4% 7% 7% 5%
between 1960 and 1976 23%) 22%| 25%]) 23%| 26%| 22%| 0% 18%| 25%| 24%| 17%| 23%| 23%| 17%| 25%]| 24%| 19%| 24%| 19%| 25%| 21%| 25%| 22%| 27%
between 1940 and 1959 17%| 13%| 23%] 16%| 17%| 17%| 0%| 12%| 19%] 18% 8% 16%| 17%] 10%| 19%] 20% 2%  17%| 15%) 17%| 17%| 16%| 20%| 20%
before 1940 5% 5% A% 7%| 5% 2%| 0%| 4%| 5% 5% 6% 5% 5% 4% 5% 5% 5% 5% 3% 6% 5% 6% 4% 3%
N 1001} 632 369 370| 260] 371 0| 2541 747 885 109] 381 620] 284 717] 833 166] 824 177 560 264 410 167 149
SINGLE FAMILY REBATE PARTICIPANTS
%) %)
FE| Tyl ® . .
= R £ | = ¢
o = N g ElE2
H = |l zs|lgslegl = 5| gl S|fz
DE3. In what year was your home = T | ol 8 o] ol = E| E %J g % : £ 3 2 £ 2l 23
builtz ol 2l 2l Pl 2l Sl 2l 2| Sleslss|sel 3] g 8l S|l2:2
in the last six years (i.e. since 1997) 12%| 12%] 11%] 12%] 15%] 5%| 12%) 12%| 11%] 11%]| 18% 8%| 13%| 35%| 11%| 11%| 33%
between 1992 and 1996 4% 7% 2%) 6%| 3%| 5% 0%| 9%| 3% 4% 8% 7% 3% 5% 4% 4% 5%
between 1987 and 1991 8% 7% 8% 5%| 11%] 13%| 8% 9%| 7% 8% 6% 6% 8% 0% 8% 8% 5%
between 1982 and 1986 7% 6% 7% 6%| 9%| 7%| 7%| 8%| 7% 7% 6% 6% 7% 7% 7% 7% 0%
between 1977 and 1981 11%]| 10%]|  12%] 12%] 13%] 12%| 7% 11%| 11%] 11%]| 11% 7%| 12% 0%]| 12%] 11%]| 13%
between 1960 and 1976 32%| 31%| 33%| 31%)| 26%| 41%]| 36%]| 27%]| 34%| 33%| 24%] 36%| 31%| 37%| 32%| 32%| 42%
between 1940 and 1959 19%| 19%| 19%] 19%]| 18%)] 13%]| 24%| 16%| 20%] 19%| 18%] 23%| 18%| 11%| 19%] 19% 0%
before 1940 8%| 8% 8% 11%| 5%| 3%| 6%| 9%| 7% 7%|  10%)| 7% 8% 5% 8% 8% 3%
N 1042] 459 583] 423| 209] 232| 178] 241| 801 967 57} 242 800 18| 1018] 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-4
Square Footage

GENERAL POPULATION

o

go-& % | & z| s E e § e -3

S| me|.B Q > = ¢ 4 ol 2 24l @ 25l 2| 2

ool o)L £ =l=g] 5| <] & S| 2 so| so| 2o

- . S ENE g SlE2| 2| o2 [ gl €s|€s|€s

DE4. Abou't how large is E E I I I £ _ 5 £ s S | 2 *g-_ 5| 5 S g_ = g_ = gg
your home in terms of total 5 - = ol 8l LU ol = gl g %J g % 3 £ 8 g g w23 5 H I Sul o9l o9
square feet? 2l 2l ol ol ol G of ol Sleslcalsel 5] ol of Al22] 2] SIFOl 2 =162 cBl 6120
less than 500 square feet 1%] 1% 0%] 1%] 0%]| 2%| 0%] 1%| 1% 1% 3% 1% 1%] 3% 0%] 0% 4%) 1% 0% 1% 1% 1% 3% 0% 0%
500-999 square feet 6%| 7% 2%) 4%| 7%| 7%| 0%| 4%| 6% 6% 3% 6%| 5% 12%]| 3% 3%] 16%] 6%| 4% 5% 7% 5% 4% 5% 7%
1,000 to 1,499 square feet 20%| 22%] 17%| 21%]| 25%| 18%] 0%] 20%] 20%] 21%| 16%| 24%] 18%| 21%] 20%| 21%] 18%] 19%| 24%] 20%| 19%]| 20%] 18%| 20%| 25%
1,500 - 1,999 square feet 24%) 19%|  33%] 24%] 24%]| 24%| 0%] 24%| 24%] 25%] 18%] 18%]| 27%] 11%| 29%] 27% 8%| 24%] 26%| 26%| 19%| 24%] 22%]| 28%| 25%
2,000 - 2,499 square feet 14%) 11%|  20%] 13%| 17%] 15%| 0%] 12%| 15%] 15% 6%|  9%| 17%| 4%| 18%| 17% 2% 15%)| 8%) 16%]| 15%| 18%] 19%]| 15%| 15%
2,500 - 2,999 square feet 5%| 4% 8% 5%| 6%| 5%| 0%| 6%| 5% 6% 2% 2% 8% 3% 6% 6% 0% 5%| 5% 7% 3% 7% 5% 6% 8%
3,000 or more square feet 30%| 35%]| 20%| 32%]| 20%| 29%]| 0%] 33%]| 28%]| 27%| 52%| 38%| 24%| 46%] 23%| 25%| 53%| 29%| 33%| 26%| 36%| 25%] 29%| 26%| 21%
N 1001] 632] 369] 370| 260| 371 0] 254 747 885 109) 381 620] 284 717 833 166] 824 177] 560 264 410 167| 149 120

SINGLE FAMILY REBATE PARTICIPANTS

7 o )

R -1 B
ol 2|3 g z| > 8
: & So 592 g IR
DE4. About how large is E E 5 - %\ A QE_) £ - 5 = S
H _ — < = = 9] < L =
your home in terms of total 5 = < . %} w o s -(é g2l E2|: 5 _g g § | 25
square feet? 2l < 2| 21 3| B K] 2| 5lEs|l£8]8¢E © & o sl >3
less than 500 square feet 0%] 0% 1% 0%| 0%| 0%| 1%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%
500-999 square feet 2%| 3% 2% 4%| 2%| 1%| 1%] 5%| 2% 3% 2% 2% 3% 9% 2% 2%| 13%
1,000 to 1,499 square feet 20%) 23%| 18%] 20%)| 16%| 17%)| 24%| 18%)| 21%) 20%| 24%] 26%| 18%| 13%| 20%| 20%| 24%

1,500 - 1,999 square feet 28%]) 28%|  27%| 27%] 28%]| 30%]| 26%] 28%| 27%] 28%]| 18%] 32%]| 26%] 38%| 27%] 27%| 35%
2,000 - 2,499 square feet 21%) 18%|  24%] 21%] 23%]| 26%]| 16%] 23%| 20%] 22%]| 12%] 13%]| 24%] 10%| 21%] 22% 0%
2,500 - 2,999 square feet 11%] 9%] 12%] 8%]| 12%| 11%| 15%] 10%] 11%] 11%]| 12%] 9%]| 11%] 5%] 11%] 11% 0%
3,000 or more square feet 18%| 19%)|  17%] 19%| 19%| 15%| 17%] 16%| 19%] 16%| 32%] 19%| 18%| 26%| 17%| 17%| 29%|
N 1042] 459 583] 423| 209| 232| 178] 241]| 801 967 57] 242| 800 18] 1018} 1017 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-5
Remodeling or Renovations in 2002

GENERAL POPULATION
on
| RN E =3 |2 35|35 |55
DES. Did you do no| »2| S v sl 2| S |g3lg | EalE-]ES
any remodeling 5| §5]3 S ElE sl O 3|5 20l gl 281281 2¢
. ol S g I 9 | EZ| =| o| = ool ocg] ex|l ca| ©&8
or renovation or =l = | =< ) £ = el C © 5] 2 SOl 5Q) 5| 5| 509
additions in - | = &5 = sl =2 =8| 2 € @ g g 2l=2z| 2| o] 22l 2l 22| 27| 22
, ozl 5| 8| 2| gl S S| £l £l ezl = 5| 2| E|ZE| 5| ElzL|s|zg| gLl gLl B
20021 el <l z|l 2| B @ G 2| S|EF[ e8] 6] & S| F|l55| 2| S|O| 22| 6| EC|EC|EC
Yes 16%) 16%| 17%| 17%| 17%| 15%| 0%| 17%| 16%] 16%| 15%| 17%| 16%| 10%| 19%] 17%| 11%| 17%| 14%] 19%| 12%| 21%| 22%| 18%| 20%
No 83%| 84%] 82%]| 83%]| 83%| 84%)] 0%)] 83%)| 84%|] 83%| 84%]| 82%| 84%| 89%]| 81%| 82%| 87%] 83%]| 86%] 80%| 88%| 79%| 78%| 79%| 80%
REFUSED 0%| 0%| 0%| 0%| 0%]| 0%| 0%] 0%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 1% 0%
DON'T KNOW 0%] 1%| 0%] 1%| 0%| 0%| 0%| 0%| 0% 0% 1% 1%| 0% 1%| 0%] 0% 1%| 0%]| 0% 0% 0% 0% 0% 2% 0%
N 1001] 632| 369] 370| 260| 371 0] 254| 747 885 109] 381 620] 284 717] 833 166] 824| 177 5601 264 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
HENE
: Z 5| &
DE5. Did you do = é’o_g 5 2 B
any remodeling sl €513 £ = = §
or renovation or 2l E S g I = Sl ET
o gl £ w |l zgl gslegl | 5| sl Sl
additions in gl =z 5| & ol 9 gl S| EZ| EZ| =S £ s : EER
2002 el <l | 21 2 Il K] 2| Sleg|laF]S=] S| & Sl F| 53
Yes 32%| 31%] 34%]| 31%] 31%| 36%)] 35%] 32%]| 33%] 33%| 25%| 28%| 34% 5%| 33%| 32%| 35%
No 67%]| 69%] 66%]| 68%]| 69%| 63%)| 65%) 67%)| 67%] 67%| 75%| 72%| 66%| 95%| 66%| 67%| 65%
REFUSED 0%| 0%| 0%]| 0%| 0%| 0%| 0%] 1%| 0% 0% 0% 0%] 0%] 0%| 0%] 0% 0%
DON'T KNOW 0%] 0%| 1%] 0%| 0%| 0%| 0%| 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
N 1042] 459| 583] 423| 209| 232| 178] 241| 801 967 57} 2421 800 18| 1018 1017 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-6
Change in Square Footage in 2002

GENERAL POPULATION
S| & ) 4 S
A K 2= | @ =
22| 225 p sel 2 Sl [ga]g |3 g%
o2 2=1 £ =| = &€ = =] = cw| & s so|l 8 o
o o 3913292 g ElE2| 2| ofl2 |€9|S8lc _gles|cs
DE6. Has the square = = >c|l z2e] S e = ,_ - Sl S 5] 2 35| 58|38 3<| 32
footage of your house - T - = = R RS 3 g g Ll=3 = 2l o | 22l 2ol 20| 27 &5
) gl z| 5| | 2] 8| S| S| €l &5l sz =] 5| 2| 2|=E| §| Elzz| 8|z glesg|Ea|zEa
changed? el <l zl =] S @ K] 2| Sl eS|l O] & Ol Fl3c| 2| S| FOlzZ|l0Flao8l 0|0
Yes, it has increased 13%| 13%| 14%] 13%| 14%]| 14%] 0%] 12%]| 14%) 14%| 11%] 14%| 13% 5%| 15%| 15% 0%| 15%| 4%]| 16%| 11%| 16% 18%| 19%| 10%
Yes, it has decreased 1% 0%] 3%] 2%| 2%| 0%| 0%] 0%| 2% 1% 0% 0%| 2% 0% 1% 1% 0%] 1%| 0% 2% 0% 0% 1% 5% 0%
No change 85%]| 86%]| 83%] 84%]| 84%] 86%]| 0%] 88%| 83%] 84%| 89%] 86%]| 84%] 91%] 83%| 83%| 100%]| 84%)| 90%]| 82%]| 89%| 83% 81%]| 76%] 90%
DON'T KNOW 1%| 1% 0%] 2%| 0%| 0%| 0%] 0%| 1% 1% 0% 0% 1% 5% 0%] 0% 0%] 0%| 6% 0% 0% 0% 0% 0% 0%
N 163] 98| 65] 62| 44| 57 0] 44| 119 145 17 62| 101 28] 135] 144 18] 140] 23 110 30 85 34 28 25
SINGLE FAMILY REBATE PARTICIPANTS
) )
75| 25| &
gl 25| £ z|z ¢
o s=139)8 g E|E2
DE6. Has the square E = 5 Azl = é c g £ - 5 o R
footage of your house 5 = =l =l 8| 4] o =l = g < g < ’; 5 k2 £ € ) =3
changed? el <l 21 ) 3] P ol 2| Slealealse]l S &f O] F|55
Yes, it has increased 10%] 11%] 9% 11%| 6%| 13%| 8%] 9%]| 11% 9%] 29%] 13%| 10% 0%| 10%] 10% 0%
Yes, it has decreased 0%] 0%| 0%] 0%| 0%] 0%] 1%] 0%| 0% 0% 0% 1%] 0% 0%| 0%] 0% 0%
No change 90%] 89%| 91%] 89%]| 94%] 87%)] 91%] 91%| 89%] 91%| 71%] 87%] 90%] 100%] 90%]| 90%| 100%
DON'T KNOW 0%]| 0%| 0%] 0%| 0%]| 0%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%] 0% 0%
N 346] 143] 203] 133] 69| 81 63] 78| 268] 326 15 69| 277 1| 344| 337 9
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-7
Size of Household

GENERAL POPULATION
el & e | < > g S
DE7. How i?ﬁo gog g ) > s g ] S % g4l s -ES tg_ -52
many people 55| 53] % 5 HEE I R EEIER EEEEEE
live in your & = > iéEw £ El =T 5| ¢l = £s|e8 sl g2 g‘%
| = T w _ | §§] §8le¢g py 5 3 of T 2 o gl = 2ag¢|l 29 25| 25| 22
home year- | = gl =l 9 w| o] E| &l €| g€z 2 £ sl = 23] | F Sal s o8 22| 24| 22
round? Sl 2| ol o)l 2l | g o SleAlsa8e] 5] &) S F| 22| 2| S|ES| PG|GS B[ EB[ED
0] 0%| 0% 1%] 0%| 1%| 1%] 0%] 0%[ 0% 0% 0% 0% 0% 0% 0%] 0% 1%) 0%]| 0% 0% 1% 0% 0% 0% 0%
1] 15%)| 14%] 16%]| 15%| 16%]| 14%]| 0%| 12%| 16%] 16% 6%) 9%| 18%| 19%]| 13%| 11%[ 31%] 15%] 13%] 13%| 20%| 11%) 9%| 14% 7%
2] 31%)| 28%| 37%]| 33%]| 40%| 25%]| 0%]| 34%| 29%| 33% 9%1 23%| 36%)| 22%| 34%| 32%| 26%] 31%| 28%| 31%| 31%| 29%| 26%| 31%| 35%
3] 15%] 14%| 18%)] 13%] 16%] 18%| 0% 12%] 17%] 15%| 16%] 11%]| 18%] 16%| 15%| 15%]| 15%] 15%| 15%] 16%]| 14%| 16%| 18%| 14%| 14%|
4] 20%)| 22%|  17%] 20%| 15%| 22%] 0%] 22%[ 19%| 19%| 25%] 25%| 17%) 19%| 21%| 22%|[ 10%] 19%)| 24%} 19%[ 19%]| 19%]| 18%| 21%]| 21%
5] 11%] 13% 9%] 13%| 8% 10%]| 0% 13%]| 11%] 10%]| 18%| 17% 8% 16%)| 10%] 11%[ 13%] 12%] 11%} 14% 7% 15%) 17%| 11%| 17%)
6] 4%| 5% 3%| 4%| 2%| 6%| 0%] 3%| 5% 3%|  14%| 7% 2%| 3% 5% 4% 4% 4%] 5% 4% 4% 5% 6% 3% 5%
7 2% 3% 0%] 2%| 1%| 3%| 0%| 2%]| 2% 2% 5% 4% 0%| 3% 2%] 2% 1%] 2%| 2% 2% 1% 2% 3% 4%| 1%
8l 1% 2% 0%] 1%| 1% 1%| 0%] 1%]| 1% 1% 3% 2% 0%| 1% 1% 1% 0% 1%| 2% 1% 2% 1% 1% 1% 0%
9 0%]| 0% 0%] 0%| 0%] 0%| 0%] 0%] 0% 0% 1%) 0% 0%| 0% 0%] 0% 0%] 0%] 0%l 0% 0% 0% 1% 0% 0%
10f 0%] 0% 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%| 0% 0% 0% 0%] 0% 0%] 0%] 1% 0% 0% 0% 0% 0% 0%
11 0%] 0% 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%| 0% 0%| 0% 0%] 0% 0%] 0%] 0% 0% 0% 0% 1% 0% 0%
12 0%]| 0% 0%] 0%] 0%] 0%| 0%] 0%] 0% 0% 0%| 0% 0%| 0% 0%! 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
14 0%| 0% 0%] 0%] 0%| 0%| 0%]| 0%]| 0% 0% 0% 0% 0%| 0% 0%! 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
150 0%]| 0% 0%] 0%] 0%] 0%| 0%] 0%] 0% 0% 1%) 0% 0% 0% 0%! 0% 1%] 0%] 0% 0% 1% 0% 0% 0% 0%
16f 0%| 0% 0%] 0%]| 0%] 0%| 0%] 0%]| 0% 0% 0% 0% 0%| 0% 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
18 0%] 0% 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0% 0% 0%| 0% 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
28] 0%| 0% 0%] 0%| 0%| 0%| 0%] 0%]| 0% 0% 0%| 0% 0%| 0% 0%] 0% 0%] 0%] 0% 0% 0% 0% 0% 0% 0%
N 993| 628| 365| 368| 256| 369 0] 251| 742 879 109] 381 612] 283| 710| 825 166] 816| 177 553 263 404 167 144 120
SINGLE FAMILY REBATE PARTICIPANTS
el % |
DE7. How 52 2|5 ] = > &
many people Sl 503 g E| E g
live in your & = ; < ;‘ - = @ E . & E f)
homevear | 5| IfZf Ll 8| L of 5| B[ 22| E2|SE| z| E| 2| &li3
round? el 21 2l ol gl 2 2l 2| Sleflsafsel Sl 8| S| G2
0] 0%| 0% 0%] 0%| 0%] 0%| 0%] 1%]| 0% 0% 0%| 0% 0%| 0% 0%] 0% 0%
1] 10%| 9%| 10%| 12%| 9%| 9%| 6%] 12%| 9%] 10%| 13%)| 6%| 11% 8%| 10% 9%|  31%)|
2] 39%]| 39%]| 40%]| 41%| 36%]| 39%]| 38%] 50%| 36%| 41%| 14%) 27%| 43%| 35%| 40%| 39%| 60%)
3 17%)| 13%| 20%| 16%]| 14%]| 23%| 19%] 12%] 19%| 17%| 20%] 13%]| 18%| 21%| 17%| 17% 1%
W 20%| 21%]|  19%| 21%| 27%| 20%| 14%] 17%)| 21%]| 20%| 24%] 29%| 18%| 31%]| 20%| 21% 6%
51 7%| 7% 7% 6% 8%| 7%| 11%| 6%| 8% 7%)|  11%) 9% 7%) 5% 7% 7% 0%
6] 3%| 4% 2% 2%| 4%| 1%| 5%| 2%]| 3% 3% 4%| 8% 1%) 0% 3% 3% 3%
A 1% 2% 1% 1%| 1%| 2%]| 4%]| 1%[ 2% 1% 7% 5% 0%| 0% 2%] 1% 0%
8] 0%]| 0% 0%] 0%] 1%] 0%| 1%] 0%] 0% 0% 2% 1% 0% 0% 0% 0% 0%)|
9 0%]| 0% 0%] 0%] 0%] 0%| 1%] 0%] 1% 0% 3% 1% 0%| 0% 0%! 0% 0%
10 0%] 0% 0%] 0%] 0%] 0%| 0%] 0%] 0% 0% 3% 0% 0%| 0% 0%] 0% 0%
111 0%| 0% 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%| 0% 0%| 0% 0%] 0% 0%
12 0%] 0% 0%] 0%| 1%]| 0%| 0%] 0%]| 0% 0% 0%| 0% 0% 0% 0%] 0% 0%
14 0%| 0% 0%] 0%| 0%] 0%| 1%] 0%]| 0% 0% 0%| 1% 0%| 0% 0%] 0% 0%
150 0%] 0% 0%] 0%| 0%] 0%| 0%] 0%]| 0% 0% 0%| 0% 0%| 0% 0%! 0% 0%
16] 0%]| 0% 0%] 0%| 1%] 0%| 0%] 0%]| 0% 0% 0%| 0% 0%| 0% 0%] 0% 0%
18] 0%| 0% 0%] 0%| 0%] 0%| 1%] 0%] 0% 0% 0%| 1% 0%| 0% 0%] 0% 0%
281 0%| 0% 0%] 0%] 0%| 1%| 0%]| 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%
N 1022| 453 569 414| 207| 227| 174] 236| 786 959 56] 242 780 18| 1001 998 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-8
Number of Household Members Less than 18 years old

GENERAL POPULATION

DE7_18. How

many people live
in your home year-
round that are less =
than 18 years old? E
R 0%] 0%] 0%
55%] 51%] 63%] 54%] 68%)] 52%] 0%] 53%
14%) 15%| 12%] 13%| 11%| 17%| 0%] 13%

Primary Language

Spoken - English
Primary Language

Non HTR

SDGE

Spoken - Other
Low to Moderate

PGE
CFLs in 2002/2003

Other Income
Single Family
Multi-Family/
Mobile Home
Aware of CFLs
Have purchased
Non purchasers/
aware of CFLs
CFL purchaser
since 2002

First purchased
First purchased
CFLs in 2001
First purchased
CFLs before 2001

Renter
Owner

<JUnaware of CFLs

Q
X
Q
X
Q
X
=)
X

57%| 36%] 39%| 65%] 47%]| 58%| 53%

D
N

)
>
v
2
=

0 50%| 55%| 57%| 52%| 45%| 58%| 49%
1 14%| 14%| 16%| 13%] 17%| 13%| 14%| 12%| 14%| 15%| 14%| 14%| 16%| 20%| 12%| 17%
2| 19%] 20%] 18%] 21%| 13%| 18%| 0%| 21%| 18%| 18%| 27%| 24%| 16%| 19%| 19%| 21%| 13%] 19%] 19%| 19%| 21%| 19%| 21%| 20%| 18%
3 7%| 9% 5%) 8%| 6%| 7%| 0%| 9%| 7% 7%| 14%| 13% 4% 10% 6% 7% 9%  7%]| 10% 8% 5% 9%| 10% 5% 12%
4
5

= Bl

ujo|o

2|2 £Jurban
o
=X
o
X
o
X
o
2
o
X
o
X
o
X
o
X
o
X
o
N
o
X
o
X
o
X
o
X
o
X
o
X

3%] 4% 2% 2%| 1%| 5%| 0%] 2%| 3% 3% 6%] 5% 1%) 4% 3%|] 3% 2%| 3%]| 4% 3% 3% 3% 3% 3% 3%
1%] 1% 0%] 1%| 1% 1%| 0%] 1%| 1% 1% 2%] 2% 0%] 1% 1% 1% 0%] 1%| 0% 1% 1% 1% 1% 2% 1%
6] 0%] 0% 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 0% 1%] 0%] 0%| 0%] 0% 1%] 0%]| 1% 0% 0% 0% 0% 1% 0%
11 0%] 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
121 0%] 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 1%]  0%] 0%] 0%] 0%] 0% 1%] 0%| 0% 0% 1% 0% 0% 0% 0%
131 0%| 0% 0%]| 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%| 0%] 0%| 0%] 0% 0%]| 0%| 0% 0% 0% 0% 0% 0% 0%
N 1001] 632] 369] 370| 260| 371 0] 254 747 885 109] 381 620] 284 717 833 166| 824 177] 560 264| 410 167 149 120

SINGLE FAMILY REBATE PARTICIPANTS

%) [

RN E
DE7_18. How S 21 s 3|8 © _—
i e I £ e
many people live g su| 5028 3 E[ E S
in your home year- & = el == % o < - il I %
— I o} — c|l = 3| = g| € € = 5 9} of| £ 2
round that are less 5 = < o 8 o O s g E < g 1ER: é) £ § @ £%5
than 18 years old? el £ zl 2| Bl ) Sl 2 S|lESl E&]8 =< o & ) S|l >>
R 0%] 0% 0% 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%
62%]| 60%| 65%| 64%| 61%| 62%]| 59%| 70%| 60%] 64%| 41%| 48%| 67%| 55%| 63%| 62%| 95%

0]

1] 14%] 15%]  13%] 14%]| 15%]| 18%]| 12%] 11%] 15%] 13%] 30%]| 16%| 13%] 18%| 14%| 14% 5%
2] 16%] 16%] 16%] 16%]| 16%]| 14%]| 17%]| 14%]| 17%] 16%] 20%]| 21%| 15%] 27%| 16%| 17% 0%
3] 5% 6% 5% 4%| 5%| 5%| 7%| 5%]| 5% 5% 3% 10%]| 4%] 0% 5% 5% 0%
A
5|

2% 2%| 2% 1%| 2%| 1%| 4%] 0%| 2% 2% 3% 4%] 1%] 0%| 2%] 2% 0%
0%| 1%| 0%] 1%| 0%| 0%| 0%] 0%]| 1% 0% 3%] 0%] 0%] 0%| 0%] 0% 0%
6] 0%] 0%] 0%] 0%] 0%] 0%] 0%] 0%] 0% 0% 0%] 0%] 0%] 0%| 0%] 0% 0%
11 0%] 0%| 0%] 0%| 1%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0% 0%
12 0%] 0%] 0%| 0%| 0%]| 0%] 0%]| 0%| 0% 0% 0%] 0%] 0%] 0%| 0%] 0% 0%
131 0%] 0%| 0%] 0%| 0%| 1%| 0%| 0%| 0% 0% 0%] 0%| 0%] 0%| 0%] 0% 0%
N 1042] 459] 583] 423| 209| 232| 178] 241| 801 967 57] 242| 800 18| 1018] 1017 24
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-9
Number of Household Members between 19-34

GENERAL POPULATION
[sa)
%‘Cm gﬂ e 4] o > 8 =
DE7_34. How = ] o el 2| BlE |84l [3S|8.| 88
many people live . §5 55 3 % z Eg Sl B 5 _gb BN gl €8 g
inyourbome year| [ ] g i 2|2 : A R
round that are 19- -1 = T o = sl =¢| =g| 8¢ o} g 2 2l =53 g 2l o] el 23222l
o) > g w Q w Q o ego,go 2 8 < c s ED—:% g g%ﬁ gmig 22l 22 23
34 years old? el < 2l &1 21 2| R 2l SlEs|£51832] 5] 2| 8] &5 Z| S|IE6[ 22|65l e6[ 85|68
R 0%] 0% 0% 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
0] 60%| 54%| 74%)| 61%)| 62%| 59%| 0%| 59%| 61%] 64%| 32%| 48%| 68%| 43%| 67%| 63%| 47%| 61%| 56%| 62%| 61%| 61%] 49%| 65%| 60%
1 20%]) 21%| 17%) 20%]| 21%]| 19%| 0%] 20%]| 20%] 20%| 21%| 22%| 19%| 24%| 18%| 19%| 23%| 20%| 20%| 19%| 21%| 18%| 25%| 15%| 21%
2| 17%) 21% 8% 16%| 14%]| 18%]| 0%] 19%]| 15%] 14%| 35%| 25%| 11%| 26%]| 13%| 15%| 25%| 16%]| 20%| 16%| 16%| 18%| 21%| 17%| 15%
31 2%) 3% 2% 2%| 2%| 3%| 0%| 1%| 3% 1% 7% 3% 2% 5% 1% 2% 5% 2%| 2% 2% 2% 3% 3% 1% 4%
H 1%] 2% 0% 1%| 1%| 1%| 0%] 1%| 1% 1% 3% 2% 0% 2% 1% 1% 1% 1%| 2% 1% 1% 1% 2% 1% 0%
6l 0%] 0% 0%] 0%| 0%]| 0%| 0%] 0%| 0% 0% 1% 0% 0% 0% 0% 0% 0% 0%| 0% 0% 0% 0% 0% 0% 0%
100 0% 0% 0% 0%| 0%]| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
121 0% 0% 0% 0%| 0%]| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%| 0%| 0% 0% 0% 0% 0% 0% 0%
] 3 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0
N 1001 632 369] 370] 260] 371 O] 254| 747 885 109] 381 620] 284 717 833 166| 824 177 560 264 410 167 149 120
SINGLE FAMILY REBATE PART]CF’ANTS
%5 gﬂ ]
DE7_34. HOV\{ c?n%o gog g o == g
many people live S5l 5§63 £ E|E S
in your home year- = & P Il £ _ El 8T
round that are 19- = I> E ol Bl L ol = fg E % E % § g E’ g § s _.i %—
34 years old? Sl 2l 21 2 S S| F) 2| Sles|sA[S=E] 5] 2] &) SF[S°
0% _0%] _0%| 0%]| 0%| 0%| 0%] 0%| 0%] 0%| 0%| 0%| 0%| 0%| 0%| 0%] 0%
0] 69%] 66%| _72%| 72%| 67%| 71%| 64%| 75%| 68%] _71%| 43%| 57%| 73%| 35%| 70%] 69%| 78%
1| 16%| 15%]_179%] 16%] 13%)| 17%)| 17%] 15%| 16%| _16%| 16%| 17%| 15%| 42%| 15%| 16%| 5%
2| 72%)| 16%| __0%| 10%)| 16%]| 10%]| 14%| 10%| 13%| 11%| 28%| 21%| 10%| 23%| 12%| 12%| 15%
3| 2%| 1% 2%| 19| 2%| 1%| 3%| 1%| 2%| _1%| _3%| 2%| 1%| 0%| 2%| 1%| 3%
A 0%| 1% 0%| 1%| 0%| 0%| 1%| 0%| 1%| 0%| 5%| 1%| 0%| 0%| 0%| 0% 0%
6| _0%| 0%| _0%] 0%| 1%| 0%| 0%] 0%] 0%| 0%| 3%| 1%| 0%| 0%| 0%| 0% 0%
101 0%] 0% 0% 0%| 1%| 0%| 0%] 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%
121 0%] 0% 0% 0%| 0%]| 0%| 1%] 0%| 0% 0% 0% 1% 0% 0% 0% 0% 0%
13 00/0 10/0 00/0 00/0 ]0/0 10/0 ]0/0 00/0 ]0/0 00/0 00/0 ]0/0 00/0 00/0 00/0 00/0 00/0
N 1042 459 583] 423 209| 232 178] 241| 801 967 57| 242 800 18] 1018 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-10
Number of Household Members between 35-59

GENERAL POPULATION
DE7_59. How sl e e 1 P 8 =
many people live §D‘_fo %g < o o s el 2 o] I R Y8 _|8<
in your home s5| 50]38 g E:g S| 3| € 25| 2o £l 28 2
-round that & X = e 2 s| EX] 5| ¢| = gl og]l el ol g
year-roun & = >c|l 2c]l S e £ _ . =[] g =] 2 2ol 5| 2| 23| 3228
are 35-59 years = E E wl G o] ol = g Ei‘) g&’“g 5} ) 2 = s H oYl Byl 2] 2 2
z 5 Sl el Egfl Eglz 8|l = < S 2l 32l | E|lzZ| 8|zl EZ|EZ|EL
old? Sl &l 21 S 2 2| Z 2| S|lEg|leg8] &) 2| S| F[S3| 2| S|FZO| 2| CE|EG[EG|EC
D 0% 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0% 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
R 0%| 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0% 0%] 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
0] 36%]| 38%| 34%| 38%)] 39%)] 34%]| 0%] 37%] 36%] 36%| 38%] 36%]| 36%] 41%| 34%]| 32%| 54%] 36%| 40%] 35%| 36%]| 33%]| 30%| 33%| 39%
1) 24%)| 26%|  21%] 24%| 23%]| 25%| 0%]| 23%| 25%] 25%| 20%| 29%| 21%] 31%| 21%| 23%| 30%] 24%| 24%| 21%| 31%| 21%| 24%] 19%| 18%
2] 38%| 34%]| 45%] 38%]| 36%]| 38%| 0%] 39%]| 38%] 38%]| 39%| 32%| 42%]| 26%| 43%| 43%| 14%] 39%]| 35%] 42%| 31%| 44%| 44%| 47%| 43%
3] 1%] 2% 0%) 1%| 3%| 2%| 0%| 1%| 1% 1% 4%| 2% 1% 2% 1% 1% 2%) 1%| 1% 1% 1% 1% 2% 1% 0%
4 0%] 0% 0%] 0%]| 0%| 1%| 0%]| 0%] 0% 0% 0%] 0%| 0%] 0% 0%]| 0% 0%] 0%]| 0% 0% 1% 0% 1% 0% 0%
6ol 0%| 0% 0%]| 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%| 0%] 0% 0%] 0% 0% 0%| 1% 0% 0% 0% 0% 0% 0%
N 1001] 632] 369] 370 260| 371 0] 254 747 885 109] 381 620] 284 717 833 166] 824| 177] 560| 264| 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
DE7_59. How |l B g
many people live §D = ;32 gl £ o o < e
in your home sS| s61% g E —E £
year-round that & E }' . ; . Eo © £ _ _ i I %
are 35-59 years = I | | 8l ol o =l | E % g % : g ko g § 2 % %
old? ol £l 2l 9] 21 @1 @l 2 Slesleafsel Bl 2 8] Z|S3
D 0% 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0% 0%] 0% 0%
R 0% 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 0%] 0%] 0%] 0% 0%] 0% 0%
0] 35%] 36%] 34%] 35%)] 38%) 35%] 31%] 35%] 34%] 35%| 31%] 38%]| 34%] 29%| 35%| 34%| 75%
1] 19%] 20%]  18%] 21%]| 12%]| 18%]| 19%] 23%]| 17%] 19%]| 15%] 17%| 19%] 28%| 19%| 19%]| 10%
2] 44%]| 41%]  47%) 42%)| 47%]| 47%]| 46%]| 41%] 46%] 44%| 44%] 38%| 46%| 43%| 45%| 45%| 13%
3 2%| 4% 1%] 1%] 2%] 0%] 5%] 1%] 2% 2% 8% 7% 1%) 0% 2%| 2% 3%
4 0%] 0% 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 2%|  0%| 0%] 0% 0%] 0% 0%
6l 0%| 0% 0% 0%]| 0%| 0%| 0%]| 0%| 0% 0% 0%] 0%| 0%| 0% 0%]| 0% 0%
N 1042] 459| 583] 423] 209| 232] 178] 241] 801 967 57| 242| 800 18| 1018] 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-11
Number of Household Members over 60 Years Old

GENERAL POPULATION

DE7_60. How

many people live
in your home year-|
round that are 60 =
years old orolder?|  ©
D 0%
R 0% 0% 0%
68%]| 71%| 63%] 68%]| 68%| 68%| 0%] 72%)] 66%]| 67%| 77%| 71% 68%]| 69%] 67%| 71%| 69%] 74%| 68%| 68%
17%]| 16%] 20%] 16%| 17%| 19%| 0%] 13%| 19%]| 18% 9%| 16%] 18%| 10%| 20%) 17%| 15%) 17%| 17%]) 16%]| 19%| 15%]) 13%| 16%]| 13%
15%] 13%]  17%] 16%] 14%] 13%| 0%] 15%| 14%] 15%]| 11%] 12%| 16%| 4%]| 19%] 16% 6% 15%] 13%| 17%| 10%]| 16%] 13%| 15%]| 19%
0% 0%] 0%]| 0%] 1%] 0%] 0%] 0% 0% 3% 0% 1% 0% 0% 0% 0% 0%| 1% 0% 0% 0% 0% 1% 1%
0% 0% 0%] 0%]| 0%] 0%] 0%] 0%] 0% 0% 0% 0% 0% 0% 0% 0% 0%] 0%]| 0% 0% 0% 0% 0% 0%
0%] 0% 0% 0%]| 0%]| 0%| 0%]| 0%| 0% 0% 0% 0% 0% 0% 0% 0% 0%] 0%| 0% 0% 0% 0% 0% 0% 0%
N 1001) 632 369] 370| 260| 371 0] 254 747 885 109] 381| 620] 284| 717} 833 166| 824| 177] 560 264 410 167 149 120

Primary Language

Spoken - English
Primary Language

Spoken - Other
Low to Moderate

Income
CFLs in 2002/2003

Single Family
Multi-Family/
Mobile Home
Aware of CFLs
Unaware of CFLs
Have purchased
Non purchasers/
aware of CFLs
First purchased
First purchased

Any HTR

Non HTR
Other Income
CFL purchaser
since 2002
CFLs in 2001
First purchased
CFLs before 2001

=)
2
=)
X
=)
X
=)
2
=)
X
=)
2
=)
X
=)
X
=)
2
=)
X
=)
X
=)
2
=)
X

<
X
<
X
(=)
X
<
X
<
X
(e}
X
<
X
(=)
X
(e}
X
-
X
]
X
(=)
X
(e}
=) O\Q
-
X
(=)
X
QI
R
(@] =]
R
QI
R
(@] (=]
R
QR
R
QI
R
QI
R
QI
SR
(@) =]
R

[oN
o)
2
©
%3]
X
o)
=

°
3
=N
o
X
~
32
3

ool leolol =] o
=)
X

SINGLE FAMILY REBATE PARTICIPANTS

18%|  17%) 17%| 14%] 19%] 19%] 22%| 16%] 18%] 12%| 16%] 18%]| 8%]| 17%] 17%| 41%
21%|  22%] 20%]| 27%]| 24%| 18%] 20%] 22%]| 22% 9%| 24%| 21%] 0%| 22%] 21%| 30%
10/0 10/0 00/0 10/0 10/0 00/0 10/0 10/0 30/0 10/0 10/0 00/0
OO/O 00/0 00/0 OO/O 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0
OO/O 00/0 00/0 OO/O 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0 00/0
N 1042] 459 583] 423| 209| 232 178] 241| 801 967 571 242 800 18] 1018 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42

) %)
S I
DE7_60. How Hw| |3 g = =8
many people live ss| $61°7% S E|l =5
f h o = =] 2 ] = Q S| Ex
in your home year- = = | zel 2l 2 = _ 5 = o
— = — © I} = = < L =
round that are 60 5 = ol o« G ol o s| S| E€| £l =8 g g € ol 23
vearsoldoroldert| S| 2| S| O] 2] G 9] 3| S| & £&[¢E| 5] & & £|2¢
D 0%] 0% 0%] 0%] 0%] 0%| 0%] 0%| 0% 0% 0%] 0%| 0%] 0%] 0%] 0% 0%
R 0%] 0%] 0%] 0%| 0%| 0%| 0%] 0%| 0%| 0% 0%] 0%| 0% 0%| 0%] 0%| 0%
61%] 61%]| 61%] 63%]| 58%]| 56%| 62%] 57%)] 62%] 60%| 79%] 60%| 61%] 89%| 60%] 62%| 29%
17%
21%

ol | wlno]l=lo
-
o
=
3
2
-
s
2
S
=
-
°
2
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Exhibit B-12
Change in Size of Household Members in 2002

GENERAL POPULATION

% < % & i B > S

A 25| 52 £ | 2 EEE N EIN FEEE
DE8. Did the o 5 & L%é 3 S El &l 9| ©|5 20 2 o 238l 2¢
number of people in ©l £ o =2 > © 2 _ El 3 E 5 g g_ 25 g Sb.S gl gg
your household = = E o 8 = csleg| ¢ ¢ 5 i 2l 2l £z 2 2l o | TE| 20T S| &5 Sﬁ
; gl z| 5 sl 8l S| 2| Egl Eglzel sl 5| 2| 23| | Elazc| S% 2zl ED| g2
change in 20027 el £l 21 2 3 2 Z| 2| Slegles 3] 5] &) & S|535] 2| S|FO|Z2ZICEFGCS|EG[ES
Yes - INCREASED 8%| 8%| 7%| 8%| 6%| 9%| 0%| 7%| 9% 8% 7% 10%| 7% 9%| 7%] 8% 6%| 7%]| 11% 7% 9% 6% 6% 6% 7%
Yes - DECREASED 7%| 8%| 5% 7%| 8%| 7% 0%| 10%| 6% 8% 5% 8%| 7% 9%| 7% 7% 6%| 7%]| 10% 5% 10% 6% 7% 5% 5%
No change 84%| 83%)| 87%| 84%]| 85%| 84%| 0%] 83%| 85%| 84%| 87%| 82%| 86%]| 82%| 85%| 84%| 87%] 85%]| 79%] 88%| 80%| 87%] 86%| 86%| 88%
REFUSED 0%] 0%| 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 0% 0%| 0% 0%| 0%| 0% 0%] 0%| 0% 1% 0% 1% 0% 2% 0%
DON'T KNOW 0%| 0%| 0%] 0%| 0%| 0%]| 0% 0%]| 0% 0% 1% 0%]| 0% 0%]| 0%] 0% 0%]| 0%]| 0% 0% 0% 0% 0% 1% 0%
N 1001] 632 369] 370] 260| 371 0] 254| 747 885 109 381 620] 284 717] 833 166] 824| 177 560| 264 410 167 149 120

SINGLE FAMILY REBATE PARTICIPANTS

o o Y

s2| syl
| el o Q > =2
DE8. Did the g2l £5] < £ HEE
. | -5 =7 = o 5| EX
number of people in ZlE >c| z2c| 52| = . el &g
T T _ cl s 3| s o] S = b} ) ol L=
vourhoushold |t 2L Sl | 8wl of 2| B EE| 24| 25| Bl £l E| 23
change in 2002? Sl 21 21 91 2 91 @ 2| SlEglsal 82 3l & &l FlS=
Yes - INCREASED | 7%| 7%| 7%| 8%| 5%| 5%| 8%| 5%| 8%| 7%| 14%| 7%| 7%| 0%| 7%| 7%| 0%
Yes - DECREASED | 5%| 5%| 5%| 5%| 6%| 5%| 3%| 7%| 4%| 5%| 6%| 4%| 5%| 0%| 5%| 5%| 0%
No change 87%| 87%| 88%| 86%| 88%| 89%| 89%| 86%| 67%| 88%| 79%| 89%| 87%) 100%| 87%]| 87%| 94%
REFUSED 0%| 0%| 0%| 1%| 0%| 0%] 0%| 1%| 0%| 0%| 0%| 0%| 1%| 0%| 0%] 0%| 0%
DON'T KNOW 0%| 0%| 0%| 0%| 1%| 0%| 0%| 0%| 0%| 0%| 0%| 0%| 0%| 0%| 0%] 0%| 6%
N T042]| 459| 583| 423| 209| 232| 178] 241| 801 967 57| 242| 800] 18| 1018] 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-13
Respondent Level of Education

GENERAL POPULATION
o
% = % ] % é B ‘\3 e} § - el é
B3 3 2 =gl & S22 |g3]lg |ga]| g g
i 3 = = < B sz| 2 So|l so| 8 o
‘ o 39 =50 ¢ g ElERl 2| 2le |€9<cgl || cs
DE9. Which of the g = S =2 Ew 2 _ ks EE 5 % 5 g5l e8 ;2 gc;. E“@
following describes your =] T E ol 6 = sl =8| =8| ¢ 9] g g 21 23 = | o 22 2% Il 2'_3
! It > s wl| O Sl 2] Eg| Eg] 28 < € s Pl 52 s Elzz| 5zl 2|l 2| B
educational background? ig < Z g 97 8 8 !g ol & % A % 8 = @] & ©) sl > > < Ol T V| Z (% O 5 Gl IOl )
Some high school 6% 9% 1%] 6%| 4%| 6%| 0%]| 10%| 4% 3%| 31%| 12% 2%| 10% 4% 4% 14%) 6%| 7% 6% 6% 5% 7% 6% 6%
High school graduate 15%| 18% 9%| 12%)| 15%| 18%| 0%| 16%| 14%] 13%| 26%| 22%| 10%| 20%| 13%| 14%| 19%|] 14%| 19%| 12%| 17%| 13%] 19%| 12% 7%
Trade or technical school 5%| 6% 2%| 5%| 5%| 5%| 0%] 6%| 4% 5% 2% 6% 4% 6% 4% 4% 5% 5%| 4% 4% 5% 5% 5% 4% 4%
Some college 32%)| 35%| 27%| 35%)| 28%)| 30%| 0%| 38%)| 30%] 35%| 17%| 40%| 27%| 34%| 32%| 33%| 31%)| 31%| 36%| 32%| 30%| 32%| 30%| 36%| 35%
College graduate 23%) 18%| 31%| 21%)| 24%| 24%| 0%]| 16%| 25%] 25% 7% 13%| 29%| 18%| 24%] 23%| 22%| 23%| 20%) 23%| 24%| 23%| 22%| 17%| 25%
Some graduate school 5% 4% 5% 6% 4% 3% 0% 5% 5% 5% 1% 3% 6% 5% 5% 5% 2% 5% 3% 6% 4% 6% 5% 6% 7%
Graduate degree 14%| 10%| 23%]| 14%] 18%| 14%| 0%] 10%]| 17%| 15%| 13% 4% 21% 7%| 17%) 16% 6% 16%| 9%] 16%| 14%| 16%] 13%| 19%| 17%
REFUSED 1%] 0% 1%| 0%| 2%| 1%| 0%| 0%| 1% 0% 1% 0% 1% 0% 1% 1% 0% 0%| 1% 1% 0% 0% 0% 1% 0%
DON'T KNOW 0%| 0% 0%| 0%| 0%| 0%| 0%] 0%| 0% 0% 1% 0% 0% 0% 0% 0% 1%| 0%| 1% 0% 0% 0% 0% 0% 0%
N 1001] 632 369] 3701 260] 371 0] 254| 747 885 109] 381 620] 284 717] 833 166) 824| 177 560 264 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
gel 2|
3 = > 9l = ) )
22 =2 £ =z =€
‘ o 3= 39 g E|£2
DE9. Which of the zl E S RN ) -1 R Il
following describes your 5 I> | o« G ol o] E g g % g % s £ 2 e qg = _g %
educational background? ol £ Sl 21 2 Q| Q| 2| SlEs|l £48]3¢ 5 & O ol
Some high school 2% 3% 1%| 2%| 2%| 3%| 2%| 2%| 2% 2% 11% 5% 1% 0% 2% 2% 0%
High school graduate 11%| 18% 6%| 13%)| 10%| 10%| 9%| 17%] 10%] 11%| 18%| 21% 9% 3%| 12%] 11%| 38%
Trade or technical school 4% 5% A4%| 3%| 3%| 8%| 6% 4%| 4% 5% 0% 5% 4% 8% 4% 4% 4%
Some college 25%| 26%| 24%| 24%)| 24%)| 32%| 25%]| 28%| 24%| 26%| 20%| 30%| 24%| 14%| 26%] 26%| 13%
College graduate 28%| 24%| 32%| 29%)| 30%| 23%]| 28%] 23%| 30%] 29%| 22%| 21%| 30%| 49%| 28%] 28%| 24%
Some graduate school 5% 6% 4% 5% 4% 6%| 4% 5% 5% 4% 9% 5% 4% 5% 5% 5% 0%
Graduate degree 21%) 17%|  25%] 21%)| 23%| 17%]| 22%]| 19%] 22%] 22%| 19%| 11%| 24%| 17%| 22%] 22%| 10%
REFUSED 2%| 1% 3%| 2%| 3%| 1%| 4% 2%| 2% 1% 0% 0% 3% 3% 2% 2% 11%)|
DONIT KNOW 00/0 00/0 10/0 00/0 10/0 10/0 10/0 00/0 10/0 00/0 20/0 10/0 OO/O 00/0 00/0 00/0 OO/O
N 1042 459 583| 423| 209 232| 178] 241] 801 967 57] 242 800 18] 1018} 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-14
Household Income

GENERAL POPULATION
ol % | e 2l | 5
DE10. Which of the szl 52| g o o < ¢| 1| O] ¢& g 4l s B_lg<&
following best represents sS|l 5613 % g E el 51 = 5 26 é -~ | 28| 2 g
your annual household A= ié ié >3 © 2 E| = Il = el s ] 8 c IS =2 5%
income in 2002, before -] T| T 5 = sl =gl =gl 2¢ o) g gl = 22 o H I gokzal 27| 2%
, E] = g = @ wf © | 2] Eg| El 2 8| = € s o 5 8 g gl szl se|lz8ksSl g2 22
faxes? Sl 21 21 21 2l I K 2| Sleglsa| 3] 5] 2| 8] S[S5] 2| S|F6[ 2| CEPSS[EG|EC
Less than $20,000 per year 11%) 17%] 0% 13%| 7%| 10%| 0%] 18%]| 9% 9%| 34%| 29%| 0%] 25%| 6%) 7% 31%| 10%| 19% 8%| 14% 9% 11% 8% 6%
$20,000 - $49,999 25%| 35%| 6%| 25%)| 24%| 27%| 0%] 31%]| 23%| 24%| 33%| 50%| 9%| 42%)| 19%] 22%| 42%| 26%)| 22%| 25%| 30%| 24%| 29%| 26%| 18%
$50,000 - $74,999 19%| 20%] 15%] 16%]| 21%]| 21%| 0%] 16%| 20%] 20% 6%  18%]| 19%] 16%] 20%] 20%] 10%] 19%] 16%| 20%| 17%| 19%] 16%| 17%| 28%
$75,000 - $99,999 13%]  9%] 22%] 13%]| 16%]| 12%| 0%] 11%| 14%] 14% 8% 3%]| 20%| 5% 16%] 15% 4% 13%|[ 12%]| 14%| 13%| 14%] 13%| 17%| 10%
$100,000 or more 19%| 10%] 37%] 19%| 18%| 18%]| 0%] 14%]| 21%| 20% 8% 0%\ 31%| 5%]| 24%] 22% 6% 20%| 15%] 21%| 16%| 22%) 21%| 19%| 28%
REFUSED 9%|  6%]| 14%] 10%| 11%| 6%| 0%] 8%| 9% 9% 7% 0%| 14%| 4%]| 11%] 10% 4% 8%)| 10% 9% 7% 7% 7% 8% 6%
DON'T KNOW A% 3%| 6%| 3%| 3%| 5%| 0%] 3%| 5% 4% 4% 0%| 6%| 4%| 4%| 4% 3% 4%| 6% 4% 3% 4% 3% 4% 4%
N T001] 632] 369| 370] 260] 371| O 254] 747] 885] 109] 381| 620] 284] 717] 833] 166] 824] 177| 560] 264] 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
Ll & @
DE10. Which of the 50%20 S| € © e
following best represents ssl s8] 7% £ E —g %
your annual household el E ; i ; i % ol £ N %
income in 2002, before g T =1 51 .| o] =l E| € MEE] R 5| g £ qg = —'; %
taxes? Sl 2l 21 21 3] S 2] | Slealsa =] 5] 2| O] F|5S
Less than $20,000 per year 3%| 8%| 0%| 4%| 3%| 5%| 2%| 4%| 3% 3% 8% 16%| 0%| 5%| 3%| 3%| 12%
$20,000 - $49,999 14%) 27%|  4%)| 15%)| 13%]| 13%| 14%] 21%| 12%]| 14%| 23%] 49%| 4%| 15%| 14%] 14%]| 14%
$50,000 - $74,999 19%]) 27%]| 13%] 20%| 20%]| 16%| 17%] 25%| 17%]| 19%| 22%] 30%| 16%)| 25%| 19%] 19%]| 31%
$75,000 - $99,999 15%) 12%| 17%| 13%| 18%]| 14%]| 18%] 12%]| 16%| 15%| 15% 5%)| 18%]| 13%]| 15%] 15%| 14%
$100,000 or more 25%| 12%)| 35%| 26%)| 23%| 27%]| 22%) 16%]| 27%| 25%| 21% 0%| 31%]| 13%]| 25%] 25% 0%
REFUSED 21%| 12%)] 28%| 19%| 20%| 23%| 24%] 19%]| 21%| 21% 6% 0% 27%| 12%]| 21%] 21%| 18%
DON'T KNOW 3%l 3%| 3%| 3%| 4%| 2%| 3%| 3%| 3% 3% 6% 0%| 4% 16%]| 3% 3%| 11%
N 1042] 459| 583] 423| 209| 232| 178] 241| 801 967 57) 242| 800] 18|1018)j1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-15
Race or Ethnic Background

GENERAL POPULATION
o
A pel 2] ils |2 g 3
DE11. Which of 5=l 52| 5 o > < o] 3 ] I gl 5 BRI - RS
the following best sS| 56]%8 £ s E 5] 5| = 5 E5| 8ol Eg| Egl 2
describes your & & P Il £ Sl T 5| g 3 £s5|/ g8 =l =2 °$
racial or ethnic -1 T - L - sl =8| sg]2¢ @ g 2 el 2 L S %m So| 29 8_-; 8_-; 8"2
gl =z 8| | B sl 3| 5| | £l Eelzgl £| 5| 2| P|ZE| £ ElzZ| S5 lzgl EL| EL| B
background? Sl E 21 2l Gl K| B 2| Slesles|l3] 5] 2| 8] SlSs| Z| S|FES| 22| S| EO|EG|ES
Hispanic 17%) 22% 7% 13%| 15%)| 23%| 0%| 17%| 17%] 10%| 70%| 30% 8% 29%| 12%| 15%| 26%] 16%| 21%] 15%| 18%| 16%| 20%| 17%| 13%
African American 5% 5% 4% 5% 3% 5%| 0%| 3% 6% 5% 0% 7% 4% 8% 3% 4% 7% 4% 7% 4% 4% 5% 6% 3% 5%
Caucasian 63%]| 59%| 71%]| 66%| 67%| 57%| 0%] 68%| 61%| 70% 9%| 51%| 71%| 51%| 68%]) 65%] 53%| 65%| 52%| 64%| 67%| 62%] 61%| 61%| 66%
Asian American 6%| 6% 6% 7%| 7%| 4%| 0%| 3%| 7% 4% 19% 5% 7% 5% 6% 6% 5% 5%| 9% 7% 2% 7% 5% 8% 7%
Native American 1% 1% 0% 1% 1% 1%| 0%| 2% 1% 1% 0% 1% 1% 1% 1% 1% 1% 1%| 0% 1% 1% 1% 1% 0% 1%
Interracial 4%) 4% A% 4%| 2%| 5%| 0%| 4%| 4% 5% 1% 5% 4% 5% 4% 4% 7% 4%| 5% 5% 2% 4% 3%| 10% 2%
Other 1%| 1% 1% 1%| 2%| 1%| 0%] 0%| 1% 1% 1% 1% 1% 0% 1% 1% 1% 1%| 1% 1% 1% 1% 1% 0% 1%
REFUSED 3% 2%|  4%| 3%| 3%| 2%| 0%| 3%| 3% 3% 0%] 1%| 4%] 1% 4%| 3%| 1%| 3%| 3%| 3%| 3% 2% 3% 1%| 2%
DON'T KNOW 1%| 1%| 1%| 1% 0%| 1%| 0%| 0%| 1% 1% 0%| 0% 1% 1% 1%| 1% 0%] 1%| 2% 1%| 0% 1%) 0% 1% 1%
N 1001] 632] 369] 370] 260 371 0| 254| 747 885 109] 381 6201 284 717 833 166] 824| 177 560 264 410 167 149 120
SINGLE FAMILY REBATE PARTICIPANTS
bel 2]
DET1. Which of 2zl 35| % o s e
the following best sS| s6]% g g E £
describes your & = SN Ay I 2 L Ef 2 E
racial or ethnic 5 -'-; E ol Ol ol ol = § é %J g % § 5 j2 ;g § A _*i %
background? Sl 21 21 21 21 2 2l 2| SlEslfsl3:2] 8l & S| Gl
Hispanic 8%| 12% 6% 7%| 7%| 9%| 12%| 7%| 9% 7%| 35%) 17% 6% 5% 9% 9% 5%
African American 2%| 2% 1% 2%| 1%| 2%| 2%| 2%| 2% 2% 0% 3% 1% 0% 2% 2% 0%
Caucasian 70%) 69%| 72%| 69%)| 73%| 73%| 71%]| 78%]| 68%| 75%| 20%| 65%| 72%| 71%| 71%] 70%| 90%
Asian American 9%| 9%|  9%| 11%| 6%| 7%| 6%| 2%| 11% 7%| 38%| 6%| 10%| 13%| 9%| 9%| 0%
Native American 1%| 2%| 1%| 1%| 2% 1%| 1%| 2%| 1% 1% 0% 2% 1%] 0% 1%] 1%| 0%
Interracial 2% 1% 2%| 2% 1% 2%| 2% 1%| 2% 2% 1% 1% 2% 0% 2% 2% 0%
Other 1% 1% 1%] 1%] 2% 0%| 0%| 1%| 1% 1% 3% 1% 1% 10%| 1%] 1%| 0%
REFUSED 6%| 5% 7%| 6%| 7%| 5%| 7%| 6%| 6% 5% 3% 4% 7%| 0% 6%] 6%| 5%
DON'T KNOW 0%| 0%| 0%] 0%| 1%| 0%| 0%| 0%| 0% 0% 0%| 0% 0%] 0% 0%] 0%| 0%
N 1042 459 583] 423| 209 232| 178] 241] 801 967 57| 242 800 18| 1018] 1017 24

26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42
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Exhibit B-16
Language Spoken in Household

GENERAL POPULATION
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English 88%] 82%)| 99%] 87%| 91%]| 88%| 0%] 88%| 88% 100% 0% 79%]| 93%| 80%| 91%) 90%| 79%| 89%]| 84%]| 89%| 88%| 90% 86%| 88%| 92%)
Spanish 8% 12%| 0%| 8%| 7%| 9%| 0%] 9%| 8% 0% 72%| 18%| 2%) 17%| 5% 7%| 17%] 8%| 11% 7%| 10% 7% 10% 9% 5%
Mandarin 1% 1%| 0%] 1%| 1%] 0%| 0%] 0%| 1% 0% 5% 0%| 1%] 0%| 1%] 1% 0%] 1%| 1% 0% 1% 1% 0% 1% 1%|
Cantonese 0%| 0%| 0%| 0%| 0%]| 0%| 0%] 0%| 0% 0% 1% 0%| 0%] 0%| 0%] 0%] 0%] 0%] 0%] O0%| 0%] 0% 0%] 0%| 0%
Tagalog 1% 1% 0%] 1%]| 0%| 0%] 0%] 0%| 1% 0% 6%|  0%] 1%] 0%| 1%| 1% 1% 1%]| 1% 1% 0% 1% 2%| 0% 1%|
Korean 0%] 0%| 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 2% 0%| 0%] 0%| 0%] 0% 0%] 0%| 1% 0% 0% 0% 1% 0% 0%
Vietnamese 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 1% 0%| 0%] 0%| 0%] 0% 0%] 0%| 1% 0% 0% 0% 0% 0% 0%
Russian 0%) 0%| 0%| 0%| 0%]| 0%| 0%] 0%| 0% 0% 0%]  0%| 0%| 0%| 0%] 0%| 0%| 0%| 0%] 0%]| 0%| 0% 0%] 0%| 0%
Japanese 0%| 0%| 0%| 1%| 0%]| 0%| 0%] 0%| 0% 0% 2%|  0%| 0%| 1%| 0%] 0% 1%] 0%] 0%| 0%] 0% 1% 1% 0% 1%|
Other 1% 2%| 0%] 2%| 0%| 1%| 0%] 1%| 1% 0% 11% 1% 1%) 1%| 1%] 1% 3% 1%| 1% 1% 2% 0% 0% 1% 0%
REFUSED 1%] 0% 1%] 0%| 1%] 1%| 0%] 1%]| 1% 0% 0% 0%| 1%} 0% 1%] 1% 0%] 0%| 1% 0% 0% 0% 0% 1% 0%
DON'T KNOW 0%] 0%| 0%| 0%| 0%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%] 0%| 0% 0% 0% 0% 1% 0% 0%
N 1001] 632| 369] 370| 260| 371 0] 254] 747 885 109] 381| 620] 284| 717| 833| 166] 824] 177] 560 264] 410 167] 149] 120

SINGLE FAMILY REBATE PARTICIPANTS
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in your home? Sl Sl 2l 21 21 @ @ 2] 5] £&5 £432 8] & 8] 5|53
English 92%) 85%] 97%) 91%]| 95%| 92%] 90%] 96%]| 90% 100% 0%]|  87%]| 93%| 92%]| 92%) 92%| 92%)
Spanish 2% 5%| 0%] 2%| 3%| 2%| 3%] 1%| 2% 0% 34% 7%| 1%] 0%| 2%] 2% 0%
Mandarin 1% 2%| 0%] 1%| 1% 2%| 1%] 0%| 1% 0% 15% 0%| 1%} 0% 1%} 1% 0%
Cantonese 0% 1%| 0% 1%| 0%]| 0%| 0%] 0%| 1% 0% 7% 1% 0%] 0%| 0%] 0%] 0%
Tagalog 0%] 0%| 0%| 0%| 0%]| 0%| 0%] 0%| 0% 0% 3%|  0%| 0%] 0%| 0%] 0%| 0%|
Korean 0%] 0%| 0%] 0%| 0%| 1%| 0%] 0%| 0% 0% 1% 0%| 0%] 0%| 0%] 0% 0%
Vietnamese 0%| 1%| 0% 0%| 0%]| 0%| 2%| 0%| 1% 0% 7% 1% 0%] 0%| 0%] 0%] 0%
Russian 0%) 0%| 0%| 0%| 0%]| 0%| 0%] 0%| 0% 0% 3%|  0%| 0%] 0%| 0%] 0%| 0%|
Japanese 0%] 0%| 0%] 0%| 0%| 0%| 0%] 0%| 0% 0% 3% 1%| 0%] 0%| 0%] 0% 0%
Other 2% 4%| 0%] 2%| 0%| 1%| 3%] 1%| 2% 0% 27% 2%| 2%| 8%| 2%] 2% 8%
REFUSED 2%) 1% 2%) 2% 1%| 2%| 2%]) 1%| 2% 0% 0%]  0%| 2%| 0%| 1%) 1% 0%|
DON'T KNOW 0%] 0%| 0%| 0%| 1%| 0%| 0%] 0%| 0% 0% 0% 0%| 0%] 0%| 0%] 0% 0%
N 1042] 459| 583| 423| 209] 232| 178] 241| 801 967 57| 242| 800] 18] 1018} 1017 24
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APPENDIX C:

GENERAL POPULATION AND
LIGHTING PURCHASER SURVEY



General Population and Lighting Purchaser Survey
PY2002 Cross-Cutting Lighting and Single-Family Rebate Program Evaluations-
Summer 2003

Hello, my name is from Quantum Consulting. We're conducting a study
among California households to learn about attitudes and behaviors concerning energy
conservation. Would you have a few minutes to answer some questions regarding energy
conservation?

I want to assure you that this is not a sales call and that the information that you provide
will be kept strictly confidential. This will only take about 10-15 minutes of your time.

IF SPONSORSHIP NEEDED: This study is being conducted on behalf of the California
Public Utilities Commission, and your local utility company.

May I please speak to the person in your household who makes appliance purchase
decisions in your household?

[CONTINUE OR ARRANGE FOR CALLBACK]

Screener

Before we get started, let me just ask you a few simple questions to see if you qualify
for our survey:

S1. Do you own your home or rent?
1 Own [SKIP TO S3]
2 Rent

-8 Don’t know

S2. Do you pay a utility company directly for your electricity, or is it included in
your rent?

1 Pay electric bill directly

2 Included in rent [THANK AND TERMINATE]
-8 Don’t know [THANK AND TERMINATE]
S3.  What is the name of your electric utility company?
1 PG&E
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2 SDG&E

3 SCE
4 Other [THANK AND TERMINATE]
-8 Don’t know [THANK AND TERMINATE]
DE1 What type of home do you live in? /DO NOT READ. CHECK ONLY ONE
RESPONSE]
1 Single-family detached
2 Single-family attached (condo/townhouse)
3 Apartment 4 units or less,
4 Apartment 5 units or more,

5 Mobile Home

77 OTHER (Specify)
88 REFUSED

99 DON’T KNOW

(FOR THE BALANCE OF THE SURVEY UNLESS OTHERWISE
NOTED All questions will have an 88 REFUSED and 99 DON’T KNOW.

[MONITOR COMPLETES OF MULTI-FAMILY CUSTOMERS- MAXIMUM 25%]

OK, you are qualified for the survey.

Battery 1: General Awareness, Knowledge, Attitudes and Behaviors

Al [A1] Overall, how would you rate your knowledge of the ways you could
save energy in your home ? On a scale of 1 to 10, with 1 meaning “you are not
at all knowledgeable” and 10 meaning “you are extremely knowledgeable,” how
knowledgeable are you about ways to save energy in your home?

Not At All Extremely Don’t
Knowledgeable Knowledgeable Know
1 2 3 4 5 6 7 8 9 10 99

A2 [A2] How much of your present knowledge about saving energy is a direct
result of the energy crisis that occurred in California over the summer of
2001? Isit....

1 Alot

2  Some
3 Alittle
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4 None
-8 Don’t know

A4 [A6] People have different opinions about energy-efficiency and the availability
of natural resources such as energy. Using a 10-point scale, with 1 meaning you
“Strongly Disagree” and 10 meaning you “Strongly Agree”, please tell me how
much you disagree or agree with each of the following statements: [ROTATE
AND RANDOMIZE STATEMENTS.]

Strongly Strongly
Disagree Agree

A4 1 [A6 3]My life is too busy to worry about
making energy related improvements in

my home.
1 2 3 4 5 6 7 8 9 10

A4 2 [A6 T7]Itis possible to save energy without
sacrificing comfort by being energy efficient.
1 2 3 4 5 6 7 8 9 10
A4 3 [A6_8]It is worth it to me for my household to use
less energy in order to help preserve the

environment
1 2 3 4 5 6 7 8 9 10

A7 [PGE330.] In 2001, the governor of California promoted an energy conservation
and efficiency program called the “20/20 Rebate Program.” Households that
saved 20% off their electricity bill in June, July, August or September of 2001 as
compared to their 1999 bills would qualify for an additional 20% rebate on their
bill. Have you ever heard of the 20/20 Rebate Program?

I Yes

2 No [SKIP TO A9]

88 Refused [SKIP TO A9]
99 Don’t know [SKIP TO A9]

A8 [PGE340.] Did you attempt to reduce your electricity bill by 20 percent at
that time?

1 Yes
2 No
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88 Refused
99 Don’t know

[Now I’m going to talk to you about purchased you may have made in the last year and a

half.]

A9 [PGE 090.] Have you made any major household appliance purchases since
January 2002?

1 Yes

2 No SKIP TO A16

88 Refused SKIP TO A16

99 Don’t know SKIP TO A16

A10 [PGE 090A.] What did you purchase?
=> PROMPT for “anything other MAJOR household appliances” after each
purchase mentioned.

1 Refrigerator

2 Clothes washer

3 Clothes Dryer

4 Dishwasher

5 Room air conditioner
77 OTHER (specify)

88 Refused

99 Don’t know

All. Have you purchased any new heating, cooling, or water heating equipment
since January 2002?

1 Yes

2 No SKIP TO A16
88 Refused SKIP TO A16
99 Don’t know SKIP TO A16
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A12. What did you purchase?
=> PROMPT for “any others” after each purchase mentioned.

1 Central air conditioner

2 Furnace/central heating

3 Water heater, gas

4 Water heater, electric

5 Evaporative cooler/swamp cooler

6 Whole house fan

77 OTHER (specify)

88 Refused SKIP TO A16
99 Don’t know SKIP TO A16

IFAI3IF  Al0 REF
A10 CW
A10 CD
A10 DW
A10 RAC
A12_CAC
A12_FUR
A12 GWH
A12_ EWH
A12_SWP
A13_FAN
A13_OTH

A13. [FOR EACH RESPONSE FROM A10 & A12] Why did you purchase the new
[response from A10 & A12]?

My old equipment broke down

I was remodeling my home

As an energy efficiency improvement
Other [SPECIFY]

Don’t know

o0 o

IFA9=1 ORAI12=1-4
[APPLIANCE OR HVAC PURCHASERS]

[FOR APPLIANCES AND HVAC WHERE THERE IS A HIGH EFFICIENCY
VERSION OF EQUIPMENT]
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Al4. [For all responses to A10, and A12 (responses 1-4 ) Was the new [response
from A10 & A12] that you purchased more energy efficient than standard
models available at the time of your purchase?

a. Yes [CONTINUE]
b. No [SKIP TO A16]
c. Don’t know [SKIP TO A16]

Refused [SKIP TO A16]

A15. How do you know your new [response from A10] was energy efficient?

Major Appliance (A10)
1 Energy Guide
2 Energy Star label
3 Utility recommendation
4 Utility rebate
5 Other manufacturer/retailer product information
6 Salesperson

Central Air Conditioning (A12 = CAC)
1 SEER

2 Seasonal Energy Efficiency Rating

3 Utility recommendation

4 Utility rebate

5 Other manufacturer/retailer product information
6 Salesperson

Heating (A12 = Heating/Furnace)

1 FUE

2 Energy Star

3 Utility recommendation

4  Utility rebate

5 Other manufacturer/retailer product information
6 Salesperson

Water heating (A12 = Gas or Electric Water heater)
1 Energy Factor

2 Utility recommendation

3 Utility rebate

4 Other manufacturer/retailer product information
5 Salesperson

[EVERYONE]
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A16 [PGE 100.] Other than major appliances and heating and cooling equipment, have
you installed anything else in your home that would assist you in saving energy such
as programmable thermostats, compact fluorescent lights, dual pane windows, weather
stripping, or insulation since January 20027

1 Yes

No SKIP TO A18
88 Refused SKIP TO A18
99 Don’t know SKIP TO A18
Al7 [PGE 100A.] What did you install?

=> PROMPT for “anything more” after each purchase mentioned.

1 Programmable thermostat

2 Windows — Dual Pane or High Efficiency
3 Fluorescent Indoor Fixture

4 Fluorescent Outdoor Fixture

5 Motion sensor

6 CFL

7 CFL Torchiere

8 Dimmer Switch

9 Weatherstripping/Caulking/W eatherization
10 Water Heater/Pipe Wrapping/Insulation
11 Low Flow Showerheads

12 Faucet Aerators

13 Insulation — wall, ceiling or attic

14 Duct Sealing/Repair (NOT CLEANING)
15 Pool Cover

16 Pool pump motor

77 Other [SPECIFY]

88 Refused

99 Don’t know

A17B. Where did you buy your [A17 MEASURE]?

1 Directly from a contractor

2 Home improvement store (such as Home Depot, hardware stores, Lowes)
3 Big Box retailer (such as Target, K-Mart, Wal-Mart, Sears)

4 Costco

5 Other [SPECIFY]

6 Don’t know
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[SF REBATE PROGRAM PURCHASERS, CONTINUE IF A10=1-5; A12=1-6; or
Al7=1-4,6,7, 13, OR 16. ELSE SKIP TO A29]

A18. Did you receive a rebate from [your utility] on your new [RESPONSE FROM
A10,A12,A17]?

A18 1,Al18 2, A18 3, A18 4, Al8 5,A18 6, A18 7, Al8 8, A18 9, Al8 10,
Al18 11,A18 11,A18 12, A18 13, A18 14, A18 15, A18 16, Al8 77

1 Yes

2 No SKIP TO A19
88 Refused SKIP TO A19
99 Don’t know SKIP TO A19

[CONTRACTOR MEASURE SF REBATE PURCHASE: IF A12=1-5; or A17=2,13
OR 16; or [A17=1 AND A17B=1]. ELSE SKIP TO A20]

A19. On ascale of 1 to 10, what influence did the contractor have in your decision
to purchase new equipment? [If needed: We’ll use a 1-to-10 scale, where 1
means NOT INFLUENTIAL with the statement, and 10 means VERY
INFLUENTIAL.]

A20. When shopping for equipment, do you recall seeing any literature,
promotions or displays in any store that provided information about the advantages
or features of the equipment you purchased?

1 Yes

2 No SKIP TO A24
88 Refused SKIP TO A24
99 Don’t know SKIP TO A24

A23. On ascale of 1 to 10, where a 1 is “Not at all influential” and a 10 is “Very
influential”, how influential were the advertising materials in your decision to
purchase?

Not at all influential Very influential

1 2 3 4 5 6 7 8 9 10 99
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A24. When shopping for your equipment, did you talk with a sales person?

1 Yes

2 No SKIP TO A28
88 Refused SKIP TO A28
99 Don’t know SKIP TO A28

A25. Did the salesperson inform you of the benefits of high efficiency equipment?

1 Yes Continue
2 No Continue
88 Refused Continue
99 Don’t know Continue

A26. On ascale of 1 to 10, where a 1 is “Not at all influential” and a 10 is “Very
influential”, how influential was the sales person in your decision to purchase
equipment?

Not at all influential Very influential

1 2 3 4 5 6 7 8 9 10 99

[SF REBATE HVAC/APPLIANCE PURCHASERS WHO REPORTEDLY DID NOT
BUY HIGH EFFICIENCY]

A28 [ASK IF A14=NO, ELSE SKIP TO A29.] Based on your responses, you have not
installed high efficiency equipment, such as CFLs or insulation. What would you
say is the main reason you haven’t installed high efficiency equipment?

1. Product was not available

2. Could not find a contractor

3. High efficiency unit did not have the features I was looking for

4. High Cost

5. Quality concern

6. Performance concern

7. Concerned equipment would not save enough energy to make it worthwhile .............
8. Time and hassle of comparing costs/brands

9. Not enough information

10. Not aware of high efficiency options
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[EVERYONE]

A29. [PGE020] Other than installing new appliances or equipment, do you regularly
take any actions to conserve energy? [[F NEEDED: You may consider
turning off lights or setting the thermostat higher when using the air
conditioning or lower when heating your house?]

1 Yes

2 No SKIP TO A31
88 Refused SKIP TO A31
99 Don’t know SKIP TO A31

A30. [PGE030] What actions have you taken to conserve energy? [SELECT ALL
THAT APPLY]
=>PROMPT for “anything more” after each action mentioned.

[a—

Turn off appliances when not in not in use

Set thermostats lower when heating and higher when using the air
conditioning

3 Schedule energy-using processes during off-peak periods where feasible.
4 Turn off any lights that are not being used

5 Use dimmer switches to lower lights

6 Set computer to low power stand bye mode
7

8

\9}

Purchase Energy Star electronics/appliances
Dress appropriately for warmer/cooler temperatures

9 Unplug spare Refrigerator or Freezer

10 Remove spare Refrigerator or Freezer

11 Clean Refrigerator Coils

12 Raise Refrigerator or Freezer Temperature Set-point
13 Replace/Clean Heating/cooling system filters more frequently
14 Lower Water Heater Temperature Set-point

15 Line Dry Clothes

16 Do more cold water clothes washes

17 Air Dry Dishes

18 Run Swimming pool sweeper/filter less hours

19 Lower Swimming pool temperature set-point

20 Shut blinds/ close drapes
21 Buy CFLs

22 Only run AC when needed
77 Other (SPECIFY)

88 Refused

99 Don’t know
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IF A29=1

A6 [PGE 040.] When did you start conserving energy in these ways? Would
you say:

I always tried to conserve energy in these ways

I started conserving a year or two ago

I Just recently started conserving in the past few months
I don’t currently conserve

AW N =

A31 Now that the state’s energy situation has improved, would you say that you
are doing the same, less, or more than you were during the crisis to save
energy in your home?

1 We’re doing the same amount of conservation as we did during the crisis
2 We’re doing less now that the crisis is over
3 We’re doing more now than we did during the energy crisis
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Battery 2: Energy Efficiency Programs Awareness/ Participation

Now Id like to talk to you about where you receive information and assistance to
help you save energy at home.

PA1 [ESI1] First, have you ever seen or heard of ENERGY STAR?

1 Yes

2 No SKIP TO PA3
88 Refused SKIP TO PA3
99 Don’t know SKIP TO PA3

PA2 [ESla] What does it mean? /DO NOT READ. CHECK ALL THAT APPLY]

1 Saves energy/uses less energy

2 Less harmful to the environment, less pollution

3 Costs less to operate, saves money on electric bill

4 Rebate available if you purchase Energy Star appliance

5 It’s a government standard for energy efficient equipment
6 Other [SPECIFY: ]

-8 Don’t know

PA8 [GS8.] Have you heard about any programs offered by [your utility] such as
rebate programs, home energy audits, or other programs? [DO NOT READ] Any
others?

Rebates

Product give-away/turn-in event (CFLs, torchieres)
2nd refrigerator turn-in/recycling

Energy efficient mortgages

Energy survey or audit

Haven’t heard of any

Low Income Programs
77 Other [SPECIFY: ]

~N N kW -

PA9 [PRS.] Have you participated in any of these programs since January 2002?
1 Yes SKIP TO CW1
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2 No SKIP TO PA10
88 Refused SKIP TO CW1
99 Don’t know SKIP TO CW1

PA10 [PR9.] Why not? /DO NOT READ. CHECK ALL THAT APPLY]

Inconvenient to attend event
Not enough time to fill out the rebate application
Not worth the time to fill out the rebate form for the amount of $ available
Rebate program ended
Don’t need equipment/appliance program is promoting
Don’t own equipment/appliance program is promoting
Don’t own home
My income doesn’t qualify
77 Other [SPECIFY: ]
99 Don’t know

01N DN bW
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Battery 3: Utility Rebate Product Awareness, Attitudes, and Knowledge

Now I’m going to ask you some questions about appliances and heating and cooling
equipment for your home. [CONSIDER ROTATING THESE SECTIONS]

[CLOTHES WASHER- ALL]
Let’s say your clothes washer broke and you had to go shopping for a new one.

CWI1. How would you identify a clothes washer that is energy efficient, that is,
that uses less energy than a standard clothes washer?

Energy Star label

Utility recommendation, rebate

Energy Guide indicating low energy usage
Salesperson

Technology- horizontal axis, tumble action
Other

Don’t know

@S0 Aas o

[HVAC AND POOLS] IF SI=OWN, CONTINUE. IF S1=RENT, SKIP TO PT1

AC1. Do you have air conditioning in your home?

1. Yes
2. No [SKIP TO AC5]
3. Don’t know [SKIP TO ACS5]

AC2. What type of air conditioning do you have? Do you have [READ] [ACCEPT
MULTIPLES]

1. Central air conditioning

2. Room/wall unit- air conditioning [SKIP TO ACS5]
3. Evaporative cooler [SKIP TO ACS5]
4. Don’t know [SKIP TO AC5]
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AC3.

AC4

ACS.

Let’s say your central air conditioner broke and you had to replace it. How
would you be able to distinguish between an energy efficient central air
conditioner and a standard central air conditioner? [DON’T READ]

Contractor

Utility recommendation, rebate

SEER/ Seasonal Energy Efficiency Rating
Consumer reports

energy Star

salesperson

Other

Don’t know

O NNk LD =

Before this survey, had you ever heard of a whole house fan? [I[F NEEDED]
Whole house fans are fans that are permanently installed in your home that move
air from the living space into the attic. They typically cut down on central air
conditioning usage.

1. Yes
2. No
3. Don’t know

Do you have central heating in your home?

1. Yes
2. No [SKIP TO P1]
3. Don’t know [SKIP TO P1]

AC6. Let’s say your heater broke and you had to go shopping for a new one. How

15

would you be able to distinguish between an energy efficient heater and a
standard one?

Contractor

Utility recommendation, rebate
Consumer reports

Energy Star

AFUE

Other

Don’t know

Al M
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P1. Do you have a pool at your home?

1 Yes

2 No SKIP TO PT1
88 Refused SKIP TO PT1
99 Don’t know SKIP TO PT1

P4. During the summer, how many hours a day do you typically run your pool
pump?

Select 1 to 24 or (88 = refused) or (99 = don’t know)

P4_ST. What time do you typically start your pool pump?

P4 _END. What time do you typically stop your pool pump?
[PROGRAMMABLE THERMOSTAT] [IF A17=T-STAT, SKIP TO PT2 AND
ADD:

“YOU MENTIONED YOU PURCHASED A PROGRAMMABLE THERMOSTAT
RECENTLY.”]

[MAY ASK THIS SECTION ONLY OF A SUBSET]

PT1. Before this survey, had you ever heard of a programmable thermostat?
[IF NEEDED...Programmable thermostats are used to control the temperature
settings for heating and cooling, and you can program them to make automatic
adjustments while you are asleep or away. |

a. Yes
b. No [SKIP TO L1]
c. Don’t know [SKIP TO L1]

PT2. When did you first hear of programmable thermostats?

Within the past year
Within the past two years
Over two years ago
Don’t know

e o oe

PT3. How did you first become aware of programmable thermostats?
[ALLOW MULTIPLES, RECORD FIRST MENTION]
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In store point of purchase materials

Friends or family/word of mouth

Utility bill insert, advertising, call center

Advertising on television, on the Internet, in newspapers, in magazines
Sales person

Consumer reports

Department of Energy label

Energy Star Label

Contractor

Already in house (pre-existing)

O 00 1 N DN B~ W=

—_
o

PT4. Do you currently have a programmable thermostat in your home?

1 Yes
2 No [SKIP TO L1]
3 Don’t know [SKIP TO L1]

PT6. Where did you buy your programmable thermostat?

p—

Directly from a contractor

Home improvement store (such as Home Depot, hardware stores, Lowes,
Yardbirds)

Big Box retailer (such as Target, K-Mart, Wal-Mart, Sears)

Costco

already in house/pre-existing

Other

Don’t know

[\9}

NN B~ W

PT8. Why did you buy the programmable thermostat?

Replacing heating/cooling equipment

To save energy

Better technology than my old one

Didn’t have a thermostat before

Old thermostat was broken, didn’t work well
Don’t know

e ae o

17 General Population and Lighting Purchaser Survey



PT9. [I’d like to get an idea of how you are using this thermostat to control the
temperature of your home. First, do you usually adjust the temperature
settings on your new thermostat manually or do you program it to adjust
automatically at different times of the day?

1 Manual
2 Program
3 DK

PT10A. In general, there may be many benefits from using a programmable thermostat
to automatically control the temperature of one’s home. Would you say that
using a programmable thermostat makes your home [read answers] than
using a regular thermostat?

1. More comfortable
1i. Just as comfortable, or
iii. Less comfortable

PT10B. Would you say that using a programmable thermostat [read answers] than
using a regular thermostat?

1v. Is more convenient
v. Not any more or less convenient, or
vi. Less convenient

PT10C. Would you say that using a programmable thermostat has led you to use
your heater and/or air conditioner [read answers] than using a regular

thermostat?
vil. More
vii. About the same, or
viii. Less
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Battery 4: CFL Product Awareness, Attitudes, Knowledge and Purchases

Now I’d like to talk to you about lighting equipment.
[IF A17=CFL or CFL torchiere, SKIP TO L2]

L1 [QL13]  Before we talked today, had you ever heard of compact fluorescent
light bulbs? [IF NEEDED...Compact fluorescent bulbs are small screw-in
fluorescent bulbs that fit in regular light bulb sockets. They look different than
standard incandescent bulbs and typically cost a lot more. They are often made
out of thin tubes of glass bent into loops.

1 Yes

2 No [SKIP TO T1]

-8 Don’t Know [SKIP TO T1]
[AWARE OF CFLs- GENERAL CFL AWARENESS]

[SKIP IF A17=CFL or CFL torchiere]
[SKIP IF L1=2 OR 99]

L8 [QL13B] Have you ever purchased or been given compact fluorescent
light bulbs?
1 Purchased
2 Received/given
3 Purchased and received/given
4 No, neither purchased nor received/given  [SKIP TO T1]

8 Don’t Know [SKIP TO T1]

L24. [ASKIF A17=6 OR 7 OR L8=1-3] [QL13G] Do you recall receiving a discount
or rebate when you bought this/these CFL[s]?

1. Yes [CONTINUE]
2. No [SKIP TO T1]
-8 Don’t Know [SKIP TO T1]
-9 Refused [SKIP TO T1]

L26. [S11] How likely were you to have purchased [this bulb/these bulbs] if you
didn’t get the discount?
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1. Very likely

2. Somewhat likely
3. Not very likely
4. Very unlikely

5. Don’t know

6. Refused

[ASK IF A24=1]

L27. Did the discount encourage you to buy more CFLs than if there had not been
a discount?

1. Yes

2. No

88 Don’t know
99 Refused

LIYYR [IF A17=6 OR 7 OR L8=1-3] [QL13C] In which year did you purchase or receive
your FIRST compact fluorescent light bulb?

2003
2002
2001
2000
1999
1998

L18 [IF A17 ne 6,7 AND L9YR ne 2003 or 2002] Have you bought any CFLs since

January 2002?
1. Yes
2. No [SKIP TO T1]

3. Don’tknow [SKIP TO T1]
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[MONITOR CFL PURCHASER COMPLETES- 125 FOR PGE, SCE; 100 FOR
SDGE=350]

[CFLs PURCHASED SINCE JANUARY 2002- PURCHASE EXPERIENCE]

L19 [IF A17=6,7 OR L18=1 OR L9YR = 1,2] Where did you buy those CFLs?
[ACCEPT MULTIPLES]

Grocery store

Drug store

Home improvement store (such as Home Depot, hardware stores, Lowes)
Big Box retailer (such as Target, K-Mart, Wal-Mart, Sears)

Costco

Other

Don’t know

@™o Aas TP

[MONITOR PARTICIPATING RETAILER COMPLETES]

L4. If you were going to buy a CF bulb today, how much do you think each bulb
would cost, not including any discounts or rebates? [DON’T READ]

Less than $2 each
$3-$5 each

$6-$10 each

More than $10 each
Don’t know

©po o

LS. Where have you seen CF bulbs for sale? [ACCEPT MULTIPLES, RECORD
FIRST MENTION]

a. Grocery store

b. Drug store

Home improvement store (such as Home Depot, hardware stores, Lowes) Big
Box retailer (such as Target, K-Mart, Wal-Mart, Sears)

Costco

Other

Haven’t seen them

Don’t know

e

© o a
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[HAVE TRIED CFLs- GENERAL CFL PRODUCT SATISFACTION]

L10 [IF A17=6 OR 7 OR L8 ne 1-3] In general, how satisfied have you been
with the compact fluorescent light bulbs you have used in your home?
Have you been... /[READ]

1 Very satisfied [SKIP TO L12]

2 Somewhat satisfied

3 Somewhat dissatisfied

4 Very dissatisfied

-8 Don’t know [DON’T READ. SKIP TO L12]
-9 Refused [DON’T READ. SKIP TO L12]

L11 [IF L10 ne 2-4] In what ways were you dissatisfied? Any others?
[DON’T READ]

Not a wide array of styles, shapes, sizes
Light quality is bad

Don’t like flicker

Too expensive

Can’t use with dimmers

Other [SPECIFY]

Don’t know

~N N N kW -

L22 [IF A17=6,7 OR L18=1 OR L9YR = 1,2] [QL4] When you were shopping for
your CFLs, did you notice any advertising or information materials related
to energy efficient lighting displayed in the store?

I Yes [CONTINUE]

2 No [SKIP TO L24]
-8 Don’t know [SKIP TO L24]
-9 Refused [SKIP TO L24]
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L23 [IFL22=1][QL13F 5] How likely would you have been to purchase the
CFL][s] if you had not noticed the store display on CFLs?

1. Very likely

2. Somewhat likely
3. Not very likely
4. Very unlikely

5. Don’t know

6. Refused

L28 Do you plan on purchasing CFLs in the future, assuming they cost about $3 each?

L29. [IF L28 = 2] Why not?

23 General Population and Lighting Purchaser Survey



Battery 5: Torchiere Purchasers

T1. [S3] Since January 2002, have you purchased any tall floor lamps, or
“torchieres”?

1 Yes [CONTINUE]
2 No [SKIP TO T5]
3 Don’t know [SKIP TO T5]

[MONITOR TORCHIERE COMPLETES- 50 FOR PGE, SCE; 25 FOR SDGE=125]

T2 [QL4] When you were shopping for your torchiere, did you notice any
advertising or information materials related to energy efficient lighting
displayed in the store?

1 Yes

2 No

-8 Don’t know
-9 Refused

T3 [QLS8] Did you talk with a sales person?

1 Yes [CONTINUE]
2 No [SKIP TO T5]
-8 Don’t know [SKIP TO T5]
-9 Refused [SKIP TO T5]

T4 [QL9] Did you discuss energy efficiency with the salesperson?

1 Yes

7 No

8 Don’t know
9 Refused
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TS

T6

[QL14] Before we talked today, had you ever heard of torchieres or floor
lamps that use ONLY compact fluorescent bulbs? [IF NEEDED... Torchieres
can use a number of different types of light bulbs - most use halogen bulbs, while
others can use compact fluorescent bulbs or incandescent bulbs.]

1 Yes
No [SKIP TO F1]
-8 Don’t Know [SKIP TO F1]

[QL14B] Have you ever purchased or been given torchieres or floor
lamps that ONLY use compact fluorescent bulbs?

1 Purchased

2 Received/given [SKIP TO F1]
3 Purchased and received/given

4 No, neither purchased nor received/given  [SKIP TO F1]
-8 Don’t Know [SKIP TO F1]

T7. Do you recall receiving a discount or rebate when you bought your CFL

T9.

25

AN e

torchiere?
1. Yes [CONTINUE]
2. No [SKIP TO F1]
-8 Don’t Know [SKIP TO F1]
-9 Refused [SKIP TO F1]

How likely were you to have purchased your CFL torchiere if you didn’t get
the discount?

Very likely
Somewhat likely
Not very likely
Very unlikely
Don’t know
Refused
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Battery 6: Fixture Purchasers

F1. [S3] Since January 2002, have you purchased a hard-wired lighting
fixture, such as a ceiling fixture or a wall-mounted fixture?

1 Yes [CONTINUE]
2 No [SKIP TO F5]
3 Don’t know [SKIP TO F5]

[MONITOR FIXTURE COMPLETES- 50 FOR PGE, SCE; 25 FOR SDGE=125]

F2 [QL4] When you were shopping for your lighting fixture, did you notice any
advertising or information materials related to energy efficient lighting
displayed in the store?

1 Yes

2 No

-8 Don’t know
-9 Refused

F3 [QL8] Did you talk with a sales person?

1 Yes [CONTINUE]
2 No [SKIP TO F5]
-8 Don’t know [SKIP TO F5]
-9 Refused [SKIP TO F5]

F4 [QL9] Did you discuss energy efficiency with the salesperson?

1 Yes
2 No -8 Don’t know -9 Refused
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F5. [Q15] Have you ever heard of wall mounted or ceiling fixtures that are made
especially for compact fluorescent bulbs and cannot use regular bulbs?

1 Yes
2 No [SKIP TO DE1]
-8 Don’t Know [SKIP TO DE1]

Fé6 [QL15B] Have you ever purchased or been given hard-wired fixtures that
ONLY use compact fluorescent bulbs?

1 Purchased

2 Received/given

3 Purchased and received/given

4 No, neither purchased nor received/given  [SKIP TO DE1]
-8 Don’t Know [SKIP TO DE1]

F7. Do you recall receiving a discount or rebate when you bought your CFL

fixture?
1. Yes [CONTINUE]
2. No [SKIP TO DE1]
-8 Don’t Know [SKIP TO DET1]
-9 Refused [SKIP TO DE1]

F9.  How likely were you to have purchased your CFL fixture if you didn’t get the

discount?

1. Very likely

2. Somewhat likely
3. Not very likely
4. Very unlikely

5. Don’t know

6. Refused
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Battery 7: Demographics

Before we finish, I have just a few more questions about your household to make
sure we’re getting a representative sample of California residents.

[DE2 INTENTIONALLY BLANK. DE1 AT THE VERY BEGINNING TO MO
NITOR HOME TYPE]

DE3 In what year was your home built?

Year [SKIP TO DE4]

-8 Don’t know
-9 Refused [SKIP TO DE4]

D3A  Was it built .... /READ RANGE]?

in the last six years (i.e., since 1997)?
between 1992 and 19967

between 1987 and 19917

between 1982 and 19867

between 1977 and 19817

6 between 1960 and 19767

7  between 1940 and 1959?

8  before 1940

-8 Don’t know

-9 Refused

DN B~ W~

DE4 About how large is your home in terms of total square feet?

Square feet [SKIP TO DES]

-8 Don’t know
-9 Refused [SKIP TO DES]
DE4A Isit.... [READ RANGE]?

less than 500 square feet
500-999 square feet

1,000 to 1,499 square feet
1,500-1,999 square feet
2,000-2,499 square feet
2,500-2,999 square feet
3,000 or more square feet
-8 Don’t know

-9 Refused

~N N Nk W N -
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DES Did you do any remodeling or renovation or additions in 2002?

Yes

No [SKIP TO DE7]
Don’t Know [SKIP TO DE7]
Refused [SKIP TO DE7]

DE6 Has the square footage of your house changed?

DE7

Yes, it has increased
Yes, it has decreased
No change

Don’t Know
Refused

How many people live in your home year-round of the following age groups?

Less than 18 years old
19-34

35-59

60 or older

-8 Don’t know
-9 Refused

DE8 Did the number of people in your household changed in 2002?

1.
2.
3.
-8
-9

Yes, the number of people increased [SPECIFY BY HOW MANY]
Yes, the number of people decreased [SPECIFY BY HOW MANY]
No change

Don’t Know

Refused

DE9 Which of the following describes your educational background?

29

1 Some high school

2 High school graduate

3 Trade or technical school
4 Some college

5 College graduate

6 Some graduate school

7 Graduate degree

-8 Don’t know

-9 Refused
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DE10 Which of the following best represents your annual household income from
all sources in 2000, before taxes? [READ]

1 Less than $20,000 per year
2 $20,000-49,999

3 $50,000-74,999

4 $75,000-99,999

5 $100,000 or more

-8 Don’t know

-9 Refused

DE11 Which of the following best describes your racial or ethnic background?

[READ]

1 Hispanic

2 African American

3 Caucasian

4 Asian American

5 Native American

6 Interracial

7 Other [SPECIFY: ]
-8 Don’t know

-9 Refused

DE12 What is the primary language spoken in your home?

English
Spanish
Mandarin
Cantonese
Tagalog
Korean
Vietnamese
Russian
Japanese
Other

TrrTE@ Mmoo oo o

RECORD RESPONDENT GENDER

1 Female
2 Male

END- Thank you for taking the time to complete this important survey! Have a great
day/night!
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SINGLE FAMILY RESIDENTIAL
PARTICIPANT SURVEY

PARTICIPANT INTRODUCTION

Q1. Hello, this is <INTERVIEWER NAME> calling from Quantum Consulting on behalf of [UTILITY]. This is not a
sales call.

May I please speak with [PROGRAM CONTACT]?

I'm calling to do a follow-up survey about your participation in [UTILITY] Home Energy Efficiency Rebates Program
program.

[IF PROGRAM CONTACT NOT AVAILABLE]
Who would be the best person to talk to about your household’s participation in PG&E's Home Energy Efficiency
Rebates Program?

[IF NEEDED] The four investor-owned utilities in California are cooperating on this important study, authorized by
the California Public Utilities omission, to better understand residential customers like you think about and manage
their energy consumption. Your input is very important to the utilities and to the Commission.

Screener
VARIABLES FOR SURVEY Values |
NUM_MEAS 1-4 number of measures installed, take 4 max |
MEAS1 - MEAS4 Abbreviation shown corresponds to up to 4 measures installed
MEAS_DES1 - MEAS_DES4 Description shown a Description associated with measure 1-4
AC 0,1 1 if air conditioner, room AC or heat pump installed
WHC 0,2 1 if evaporative cooler installed
WHF 0,3 1 if whole house fan installed
FURN 0,4 1 if furnace installed
PRT 0,5 1 if programmable t-stat installed
ATT 0,6 1 if attic insulation installed
WALL 0,7 1 if wall insulation installed
WIN 0,8 1 if dual pane windows installed
CW 0,9 1 if clothes washer installed
DW 0,10 1 if dish washer installed
WH 0,11 1 if water heater installed
PP 0,12 1 if pool pump installed
VARIABLE NAMES
Measure MEAS1-MEAS4 MEASDES1 - MEAS_DES4
Air Conditioners/Heat Pumps/Room AC AC Air Conditioner
Whole House Evaporative Coolers WHC Whole House Evaporative Cooler
Gas Furnace FURN Gas Furnace
ES Programmable Thermostats PRT Energy Star Programmable Thermost
Attic Insulation ATT Attic Insulation
Wall Insulation WALL Wall Insulation
WIN - High Performance Dual Pane Windows =~ WIN Dual Pane Windows
Single Family Residential 1
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Energy Star Clothes Washer Cw Energy Star Clothes Washer

Energy Star Dishwasher DW Energy Star Dishwasher

WH - Gas Water Heater WH Water Heater

Pool Pumps PP Pool Pump

S2. Just to check in 2002 did your household participate in the [UTILITY] Home Energy Efficiency

Rebates Program, also called the Home Improvement Program? [IF NEEDED] This is a program
where you received a rebate for installing one or more energy-efficient products covered under the
program

1 Yes, participated S3
2 NO, did NOT participate/ receive rebate T&T
77 Other (specify) T&T
88 Refused T&T
99 Don’t know T&T
S3. Our records show that you received a rebate for [MEAS1_&] through the Home Energy
Efficiency Rebates Program. Is that correct?
S3a. Is your [MEASMEAS DES11] still installed?
1 Yes -installed S4
2 No — WAS installed but REMOVED S3b
3 NO - NEVER INSTALLED
88 Refused T&T
99 Don’t Know T&T
S3b. Why not? [RECORD VERBATIM]
S4. Our records show that you received a rebate for [MEAS2_&] through the Home Energy
Efficiency Rebates Program. Is that correct?
S4a. Is your [MEASMEAS DES2] still installed?
1 Yes S5
2 No — WAS installed but REMOVED S4b
3 NO - NEVER INSTALLED S4b
88 Refused T&T
99 Don’t Know T&T
S4b. Why not? [RECORD VERBATIM]
S5. Our records show that you received a rebate for [MEAS3] through the Home Energy Efficiency
Rebates Program. Is that correct?
S5a. Is your [MEAS_DES3] still installed?
Single Family Residential 2
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1 Yes S6

2 No — WAS installed but REMOVED S5b

3 NO - NEVER INSTALLED S5b

88 Refused T&T

99 Don’t Know T&T

S5b. Why not? [RECORD VERBATIM]

Se. Our records show that you received a rebate for [MEAS4] through the Home Energy Efficiency
Rebates Program. Is that correct?

Séa. Is your [MEAS_DES4] still installed?

1 Yes S7

2 No — WAS installed but REMOVED S6b

3 NO - NEVER INSTALLED S6b

88 Refused T&T

99 Don’t Know T&T

Sé6b. Why not? [RECORD VERBATIM]

[ENTER IN NOTES IF THERE ARE DIFFERENCES]

IF NUM_MEASURE >1

S7.

For this survey, we will be discussing [MEAS_DES1] only.

SKIP AC1IFAC=1

SKIP A5 IF FURN =1
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General EE Awareness, Attitudes, Knowledge and Behaviors

Id like to ask you some questions about your knowledge of energy efficiency.

A1A. [2002 ExpressPart-PE33]. Before participating in the rebate program, how would you characterize
your knowledge about energy efficiency, using the same 1-10 scale, where 1 means you aren’t
knowledgeable at all, and 10 means you are fully knowledgeable?

Knowledgeable Knowledgeable

1 2 3 4 5 6 7 8 9 10 A2

IFAC1=10RAC=1
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IFAC1=10RAC=1

AC4. Whole house fans are fans that are permanently installed in your home that move air
from the living space into the attic. They typically cut down on central air conditioning
usage. Before this survey, had you ever heard of a whole house fan?

1 Yes AC6
2 No AC6
88 Refused AC6
99 Don’t Know AC6

IFAC5=10ORFURN =1

AC6. Let’s say your heater broke and you had to go shopping for a new one. How would you
be able to distinguish between an energy efficient heater and a standard one?

1 Contractor CW1
2 Utility recommendation, rebate CW1
3 Consumer reports CW1
4 Energy Star CW1
5 AFUE CW1
77 Other CW1
88 Refused CW1
99 Don’t Know CW1

CW1. How would you identify a clothes washer that is energy efficient, that is, that uses less
energy than a standard clothes washer?

1 Energy Star label PT1
2 Utility recommendation, rebate PT1
3 Energy Guide indicating low energy usage PT1
4 Salesperson PT1
5 Technology- horizontal axis, tumble action PT1
77 Other PT1
88 Refused PT1
99 Don’t Know PT1

IF PRT =1 THEN SKIP PT1

PT1. Before this survey, had you ever heard of a programmable thermostat?
[IF NEEDED...Programmable thermostats are used to control the temperature
settings for heating and cooling, and you can program them to make automatic
adjustments while you are asleep or away.]

1 Yes A4
2 No A4
88 Refused A4
99 Don’t Know A4
A4 People have different opinions about energy-efficiency and the availability of natural

resources such as energy. Using a 10-point scale, with 1 meaning you “Strongly

Single Family Residential 5
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A4 1

A4 2

A4 3

A7

88
99

A8

88
99

Disagree” and 10 meaning you “Strongly Agree”, please tell me how much you disagree
or agree with each of the following statements: [ROTATE AND RANDOMIZE
STATEMENTS.]

Strongly Strongly Don’t
Disagree Agree Know
[A6_3] My life is too busy to worry about
making energy related improvements in
my home. 1 2 3 4 5 6 7 8 9 10 -8
[A6_7] Itis possible to save energy without
sacrificing comfort by being energy efficient.1 2 3 4 5 6 7 8 9 10 -8
[A6_8] Itis worth it to me for my household to use
less energy in order to help preserve the
environment 1 2 3 4 5 6 7 8 9 10 -8

[123-PGE330.] In 2001, the governor of California promoted an energy conservation and
efficiency program called the “20/20 Rebate Program.” [IF NEEDED] Households that
saved 20% off their electricity bill in June, July, August or September of 2001 as compared
to their 1999 bills would qualify for an additional 20% rebate on their bill. Have you ever
heard of the 20/20 Rebate Program?

Yes A8

No SAT2
Refused SAT2
Don’t Know SAT2

[123-PGE340.] Did you attempt to reduce your electricity bill by 20 percent at that
time?

Yes SAT2
No SAT2
Refused SAT2
Don’t Know SAT2

Program Satisfaction

Let’s talk about your participation in the program and what influenced you to purchase high efficiency

equipment.

SAT2. Who installed YOUR [MEAS_DES1]?

1 Contractor SAT3
2 Did it myself SAT7
3 Friend /family SAT7
4 Store where I purchased it SAT7
77 Other [SPECIFY] SAT7
88 Refused SAT7
99 Don’t Know SAT7
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IF SAT2 =1 THEN SAT3

SAT3. Rate your satisfaction with the your contractor on 1-10 scale, where 10 means extremely
SATISFIED and 1 means extremely DISSATISFIED.

Extremely Extremely
Dissatisfied Satisfied
1 2 3 4 5 6 7 8 9 10 SAT4
If SAT3 < 5, THEN SAT4

SAT4. Why? [RECORD VERBATIM]

SAT5. [2002 Express Part-V20]. Would you have liked to receive a list of qualified contractors from your

[UTILITY]?
1 Yes SAT6
2 No SAT6
88 Refused SAT6
99 Don’t Know SAT6

SATé6. [2002 Express Part-V25]. How important would this have been in selecting a contractor? Please give
me a rating from 1 to 10, where 10 means EXREMELY important, and 1 means NOT AT ALL

important.
Extremely Extremely
IMPORTANT Easy
1 2 3 4 5 6 7 8 9 10 SAT7

We'd like to get a sense of your satisfaction with the program. Please use 1 to 10 scale, where 10 means
EXTREMELY SATISFIED and 1 means EXTREMELY DISSATISFIED.

SAT7 Overall satisfaction with your program experience

SATS Satisfaction with the rebate amount

SAT9 satisfaction with the application process

SATI10 Satisfaction with the turnaround time in receiving your rebate

SAT11 satisfaction with the savings on your monthly energy bill

SAT12 Satisfaction with [UTILITY]

SAT13 Satisfaction with YOUR [MEASI1] you purchased and its performance

SAT15. Are the savings on your monthly ELECTRIC bill higher, lower or about the same as you
expected?

1 Higher SAT20
2 Lower SAT20
3 Same SAT20
77 Other [SPECIFY] SAT20
88 Refused SAT20
99 Don’t Know SAT20
Single Family Residential 7
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SAT20. Are the savings on your monthly GAS bill higher, lower or about the same as you expected?

1 Higher PUR1

2 Lower PUR1

3 Same PUR1

77 Other [SPECIFY] PUR1

88 Refused PUR1

99 Don’t Know PUR1

Purchase Experience

PUR1. Did you shop at a retail store for [MEAS1]?

1 Yes A20

2 No PART1

88 Refused PART1

99 Don’t Know PART1

A20. When shopping for equipment, do you recall seeing any literature, promotions or displays in
any store that provided information about the advantages or features of the equipment you
purchased?

1 Yes A21

2 No A24

88 Refused A24

99 Don’t know A24

A21. What type of equipment-related advertising or information materials did you notice?

1 Lighting display with working lights A21

2 Display/materials at the end of the aisle A22

3 Utility rebate info A22

4 Display with product A22

5 Manufacturers’ poster/brochures A22

77 Other A22

88 Refused A24

99 Don’t know A24

A22 What would you say were the main messages of those advertising/information materials?

1 Reducing energy bills A23

2 Energy efficiency is good for the environment A23

3 Energy Star A23

4 Understanding energy efficiency in general A23

5 Save money, save energy A23

6 Operating costs over the life of the equipment A23

7 Energy savings over the life of the equipment A23

8 Rebate A23

9 Appropriate size of the equipment A23

88 Refused A23

99 Don’t know A23
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Program Awareness & Effects

PART1. How did you first learn about the Home Energy Efficiency Rebates Program?

[ACCEPT MULTIPLES]
1 Home energy audit PART2
2 Contractor PART2
3 utility rep PART?2
4 Utility brochure in mail PART2
5 Bill insert PART2
6 Word-of-mouth from friend PART2
7 Television, radio, newspaper ad PART?2
8 Magazine or trade journal PART2
9 Participation in previous years PART2
10 Manufacturer information/suggestion PART2
11 Salesperson/in the store PART2
12 Utility website PART2
77 Other [SPECIFY] PART?2
88 Refused PART3
99 Don’t know PART3

PART?2. [2002 Express Part-A40]. What would you say were the main messages of the advertising or
information materials or the Home Energy Efficiency Rebates Program? [IF NEEDED/PROBE
what did the information instruct you to do?

1 Save Energy & Money PART3
2 [LEFT INTENTIONALLY BLANK] PART3
3 Reduce your energy bill PART3
4 Cash rebates PART3
5 Helping business customers make smart choices PART3
6 Save energy / conservation PART3
Single Family Residential 9
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PART5a.

1
2
88
99

Tips on conserving energy
Buy EE appliances
Appliance Rebates

Call for assistance

Other [SPECIFY]

Refused

Don’t know

Why did you buy your [MEAS_DES1]?

To replace equipment

To save energy

To get rebate

Better technology than my old one
Didn’t have a one before

OIld one broken, didn’t work well
Other [SPECIFY]

Refused

Don’t know

Where did you get your rebate application?

Retailer

Utility
Contractor
Other [SPECIFY]
Refused

Don’t know

Do you have Internet access at home?

Yes

No

Refused
Don’t know

Are you aware that rebate applications are available online?

Yes

No

Refused
Don’t know

Pe6. Did you download a rebate application?

1 Yes

2 No

88 Refused

99 Don’t know
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PART3
PART3
PART3
PART3
PART3

PART4
PART4
PART4
PART4
PART4
PART4
PART4
PART4
PART4

PART5
PART5
PART5
PART5
PARTS5
PART5

PART5A
PA1
PA1
PA1

PART6
PA1
PA1
PA1

PA1
PA1
PA1
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1 Yes PA1

2 No PA3
88 Refused PA3
99 Don’t know PA3

PA2 [ES1la] What does it mean? [DO NOT READ. CHECK ALL THAT APPLY]

1 Saves energy/uses less energy/energy efficient PAS8
2 Less harmful to the environment, less pollution PAS
3 Costs less to operate, saves money on electric bill PAS8
4 Rebate available if you purchase Energy Star appliance PA8
5 It’s a government standard for energy efficient equipment PAS8
77 Other [SPECIFY] PAS
88 Refused PAS8
99 Don’t know PAS8

PAS8. Have you heard about any programs offered by [your utility] other than rebate programs? [DO NOT
READ] Any others?

1 [LEFT INTENTIONALLY BLANK] PA9
2 Product give-away/turn-in event (CFLs, torchieres) PA9
3 2 refrigerator turn-in/recycling PA9
4 Energy efficient mortgages PA9
5 Energy survey or audit [SPECIFY]: delivered a) on-site; b) mail; c) telephone; d) PA9
Internet

6 Low income

77 Other [SPECIFY] PA9
88 Refused PA9
99 Don’t know PA9

IF PA8 ne 8 THEN PA9

PA9 Have you participated in any of these programs since January 2002?

PA9_1 [LEFT INTENTIONALLY BLANK] PA9
PA9_2 Product give-away/turn-in event (CFLs, torchieres) PA9
PA9_3 2 refrigerator turn-in/recycling PA9
PA9_4 Energy efficient mortgages PA9
PA9_5 Energy survey or audit [SPECIFY]: delivered a) on-site; b) mail; c) telephone; d) PA9

Internet

77 Other [SPECIFY] PA9
88 Refused PA9
99 Don’t know PA9

We'd like to get a sense of what influenced you to purchase your [MEAS_DES1]. Please use 1 to 10 scale,
where 10 means where 1 means NOT INFLUENTIAL, and 10 means VERY INFLUENTIAL .

P7 Influence of the audit in your decision to purchase equipment IFPA9 5=1
A18b Influence of the rebate in your decision to purchase equipment

A19 Influence of the contractor in your decision to purchase equipment IFSAT2=1
Single Family Residential 11
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P8. [2002 Express Part-SAT10]. On a scale of 1 to 10, where 1 is “Not at all likely” and 10 is “Extreme likely,”
how likely is it that you would have purchased the same exact [MEAS_DES1] had you not
received a rebate from your utility?

Not at All Extremely
Likely Likely DK
1 2 3 4 5 6 7 8 9 10 -8

Programmable Thermostat

IF PRT = 0 THEN SKIP

MEAS1 = PRT AND S3A =-1ne 1 THEN SKIP
MEAS2 = PRT AND S4A ne 1 THEN SKIP
MEAS3 = PRT AND S5A ne 1 THEN SKIP
MEAS4 = PRT AND S6A ne 1 THEN SKIP

We’d like to ask a few quick questions about the programmable thermostat you installed.

PT2. When did you first hear of programmable thermostats?

1 Within the past year PT3
2 Within the past two years PT3
3 Over two years ago PT3
88 Refused PT3
99 Don’t know WHC3
PT3. How did you first become aware of programmable thermostats?

[ALLOW MULTIPLES, RECORD FIRST MENTION]
1 In store point of purchase materials PT3A
2 Friends or family PT3A
3 Utility bill insert, advertising, call center PT3A
4 Adpvertising on television, on the Internet, in newspapers, in magazines PT3A
5 Sales person PT3A
6 Consumer reports PT3A
7 Department of Energy label PT3A
8 Energy Star Label PT3A
9 Contractor PT3A
88 Refused PT3A
99 Don’t know PT3A

PT3a. Did you purchase an air conditioner or furnace when you bought your thermostat?

1 Yes PT9
2 No PT9
88 Refused PT9
99 Don’t know PT9
Single Family Residential 12
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Whole House Evaporative Cooler

IF WHC = 0 THEN SKIP

MEAS1 = WHC AND S3A =1ne 1 THEN SKIP
MEAS2 = WHC AND S4A ne 1 THEN SKIP
MEAS3 = WHC AND S5A ne 1 THEN SKIP
MEAS4 = WHC AND S6A ne 1 THEN SKIP

We’d like to ask a few quick questions about the whole house evaporative cooler you purchased.

WHC3. How did you first become aware of whole house evaporative coolers?
[ALLOW MULTIPLES, RECORD FIRST MENTION]

1 In store point of purchase materials WHC9
2 Friends or family WHC9
3 Utility bill insert, advertising, call center WHC9
4 Adpvertising on television, on the Internet, in newspapers, in magazines WHC9
5 Sales person WHC9
Single Family Residential 13
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Consumer reports
Department of Energy label
Energy Star Label
Contractor

Refused

Don’t know

O 0 O 00 3 O

\© 0

IF AC2=1,2 ELSE SKIP TO WHF2

WHC9
WHC9
WHC9
WHC9
WHC9
WHC9

WHC9. Do you still use your central or room air conditioner even though you've installed an evaporative

cooler?

1 Yes

2 No

88 Refused

99 Don’t know

WHC10
WHC10
WHC10
WHC10

WHCI10. Do you use your central or room air conditioner more, less or about the same than before you

installed the evaporative cooler?

More

Less

About the same
Refused

Don’t know

O 0 WN =
O Q0

Single Family Residential
Participant Survey
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Whole House Fan

IF WHF = 0 THEN SKIP

MEAS1 = WHF AND S3A =1=1
MEAS2 = WHF AND S4A =1
MEAS3 = WHF AND S5A =1
MEAS4 = WHF AND S6A =1

We'd like to ask a few quick questions about the whole house fan you purchased.

WHEF2. When did you first hear of the whole house fan?

Within the past year
Within the past two years
Over two years ago
Refused

Don’t know

O 0 W N =
O 0

WHEF3. How did you first become aware of whole house fan?
[ALLOW MULTIPLES, RECORD FIRST MENTION]

In store point of purchase materials
Friends or family
Utility bill insert, advertising, call center
Adpvertising on television, on the Internet, in newspapers, in magazines
Sales person
Consumer reports
Department of Energy label
Energy Star Label
Contractor

7 Other [SPECIFY]

88 Refused

99 Don’t know

N OOk W -~

IFAC1=1 ORAC=1

WHF4. Generally, when you come home to a hot house, what do you use first
[READ RESPONSES]

Whole house fan
Air conditioning
Both

Refused

Don’t know

O W N =
O 0

WHF5. Generally, do you run your whole house fan with the windows open or closed?

1 Open

2 Closed

88 Refused

99 Don’t know
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WHEF3
WHEF3
WHEF3

WHEF3
WHEF3

WH4
WH4
WH4
WH4
WH4
WH4
WH4
WH4
WH4
WH4
WH4
WH4

WH5
WH5
WH5
WH5
WH5

WHS6
WHS6
WHb6
WHS6




WH6. During summer, what time of day do you use your whole house fan?
[READ RESPONSES] [ACCEPT MULTIPLES]

1 Morning WH7
2 Afternoon WH7
3 Evening WH7
4 At night when I'm asleep WH7
88 Refused WH7
99 Don’t know WH?7

WH?7. During the summer, do you tend to use your whole house fan:

[READ RESPONSES]

1 Daily WHS8
2 Most days WHS
3 Some days WHS
4 On the hottest days WHS8
88 Refused WHS8
99 Don’t know WHS8

WHEFS8. During the summer, do you tend to use your air conditioner:

[READ RESPONSES]

1 Daily WHO9
2 Most days WH9
3 Some days WHO9
4 On the hottest days WHO9
88 Refused WHO9
99 Don’t know WHO9

WHF9. Do you think you have reduced your air conditioner use by using your whole house fan?

1 Yes WHC10
2 No WHC10
88 Refused WHC10
99 Don’t know WHC10

WHF10. Inyour opinion, what percentage of your AC use have you reduced?

1 1 to 5 percent WHC11
2 6 to 10 percent WHC11
3 11 to 15 percent WHC11
4 16 to 20 percent WHC11
5 21 to 30 percent WHC11
6 More than 30 percent WHC11
88 Refused WHC11
99 Don’t know WHC11

WH11. Do you run your air conditioner after using your WHF all the time, sometimes, rarely or not at
all?

1 Always pPP2
2 Sometimes PP2
Single Family Residential 16
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3 Rarely

4 Not at all
88 Refused
99 Don’t know

Single Family Residential
Participant Survey
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Pool Pump

IF PP = 0 THEN SKIP

MEAS1 = PP AND S3A =1ne 1 THEN SKIP
MEAS2 = PP AND S4A ne 1 THEN SKIP
MEAS3 = PP AND S5A ne 1 THEN SKIP
MEAS4 = PP AND S6A ne 1 THEN SKIP

We'd like to ask a few quick questions about the pool pump you purchased.

PP1

O 00 W N =

\O o

PP2

O Q0 O 00N ONUTHWN —

O 0

PP3

O X = WN =
O 0

When did you first hear of energy efficient pool pumps?

Within the past year
Within the past two years
Over two years ago
Refused

Don’t know

How did you first become aware of energy efficient pool pumps?
[ALLOW MULTIPLES, RECORD FIRST MENTION]

In store point of purchase materials
Friends or family

Utility bill insert, advertising, call center
Adpvertising on television, on the Internet, in newspapers, in magazines
Sales person

Consumer reports

Department of Energy label

Energy Star Label

Contractor

Refused

Don’t know

Are you running your new pump more, less or the same as the one your replaced?

More

Less

Same

This is not a replacement pump
Refused

Don’t know

Single Family Residential 18
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PP2
pP2
PP2
PP2
pPP2

PP3
PP3
PP3
PP3
PP3
PP3
PP3
PP3
PP3
PP3
PP3

pPr4
pPr4
P4
P4
P4
P4




PP4

PP5

1
2
77
88
99

PPé6.

1
2
88
99

What led you to do that? [RECORD VERBATIM]

Who initially changed the hours, you or the contractor that installed the pool pump?

Me

Contractor
Other [SPECIFY]
Refused

Don’t know

After your pool contractor changed the hours, did you adjust them further?

Yes

No

Refused
Don’t know

IF PP3 =1 or 2, THEN PP7

PP7.

PP8.

88
99

PPo.

88
99

PP10.

Before purchasing your new pool pump, what hours did you run your old pool pump?

PP7_ST. START TIME
PP7_END. END TIME
Don’t know

[Confirm total number of hours.]

Do you think your pool pump has reduced your energy use?

Yes

No

Refused
Don’t know

Have you ever heard of a two-speed pool pump?

Yes

No

Refused
Don’t know

What are the benefits of a two-speed pump? [RECORD VERBATIM]

P4
PP6
P4
P4
P4

P4
P4
P4
P4

PP9
PP9
PP9
PP9

PP10
A29
A29
A29

Conservation Persistence Battery

I'd ask you about actions that you may have taken to reduce your energy use.

Single Family Residential 19
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1
2
88
99

conserve energy? [I[F NEEDED: You may consider turning off lights or setting the thermostat
higher when using the air conditioning or lower when heating your house?]

Yes

No SKIP TO A31
Refused SKIP TO A31
Don’t know SKIP TO A31

A30. [PGE030] What actions have you taken to conserve energy? [SELECT ALL THAT APPLY]

O 0N OOl WN =

=
o

11
12
13
14
15
16
17
18
19
20
21
22
77
88
99

=> PROMPT for “anything more” after each action mentioned.

Turn off appliances when not in not in use

Set thermostats lower when heating and higher when using the air conditioning
Schedule energy-using processes during off-peak periods where feasible.
Turn off any lights that are not being used

Use dimmer switches to lower lights

Set computer to low power stand bye mode

Purchase Energy Star electronics/appliances

Dress appropriately for warmer/cooler temperatures

Unplug spare Refrigerator or Freezer

Remove spare Refrigerator or Freezer

Clean Refrigerator Coils

Raise Refrigerator or Freezer Temperature Set-point
Replace/Clean Heating/cooling system filters more frequently
Lower Water Heater Temperature Set-point

Line Dry Clothes

Do more cold water clothes washes

Air Dry Dishes

Run Swimming pool sweeper/filter less hours

Lower Swimming pool temperature set-point

Shut blinds/close drapes

Buy CFLs

Only run AC when needed

Other (SPECIFY)

Refused

Don’t know

IF A29 =1 THEN A6

A6 [PGE 040-123] When did you start conserving energy in these ways? Would you say:

1 I've always tried to conserve energy in these ways CON35

2 I started conserving a year or two ago CONB35

3 Just recently started conserving in the past few months CON35

88 Refused CON35

99 Don’t know CONB35

A31 Now that the state’s energy situation has improved, would you say that you are doing the same,
less, or more than you were during the crisis to save energy in your home?

1 We're doing the same amount of conservation as we did during the crisis A6

2 We're doing less now that the crisis is over A6

3 We're doing more now than we did during the energy crisis Ab

88 Refused A6

99 Don’t know A6

Single Family Residential 20
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IF A29 =1 THEN CON35

CONB35. [1-2-3 survey, PGE 060]. And for approximately how long do you think you are likely to continue
the conservation activities you mentioned? Would you say...

1 A few more weeks S1
2 A few more months S1
3 Up to a year S1
4 Up to two years S1
5 As long as the crisis lasts S1
6 As long as rates are high S1
7 Indefinitely S1
88 S1
99 S1
Demographics
Single Family Residential 21
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8 before 1940
-8 Don’t know
-9 Refused

DE4 About how large is your home in terms of total square feet?

Square feet [SKIP TO DE5]

-8 Don’t know
-9 Refused [SKIP TO DE5]

DE4A Isit....[READ RANGE]?

less than 500 square feet
500-999 square feet

1,000 to 1,499 square feet
1,500-1,999 square feet
2,000-2,499 square feet
2,500-2,999 square feet
3,000 or more square feet
-8 Don’t know

-9  Refused

NG s W N -

DE5 Did you do any remodeling or renovation or additions in 2002?

1. Yes

2. No [SKIP TO DE7]
-8 Don’t Know [SKIP TO DE7]
-9 Refused [SKIP TO DE7]

DE6 Has the square footage of your house changed?

1. Yes, it has increased
2. Yes, it has decreased
3. No change
-8 Don’t Know
-9 Refused
A9 Other than [MEAS_DESC], Have you made any major household appliance purchases or new
heating, cooling or water heating equipment since January 2002 other than what we’ve
discussed?
1 Yes
2 No
88 Refused
99 Don’t know
A10 What did you purchase?
=> PROMPT for “anything other MAJOR household appliances” after each purchase
mentioned.
1 Refrigerator
2 Clothes washer
3 Clothes Dryer
4 Dishwasher
Single Family Residential 22
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5 Room air conditioner

11 Central air conditioner

1.2 Furnace/central heating

1.3 Water heater, gas

14 Water heater, electric

1.5 Evaporative cooler/swamp cooler
1.6 Whole house fan

77 OTHER (specify)

88 Refused

99 Don’t know

DE7 How many people live in your home year-round of the following age groups?

Less than 18 years old
19-34

35-59

o 60 or older

-8 Don’t know

-9 Refused

DE8 Did the number of people in your household change in 2002?

1. Yes, the number of people increased [SPECIFY BY HOW MANY]
2. Yes, the number of people decreased [SPECIFY BY HOW MANY]
3. No change

-8 Don’t Know

-9 Refused

DE9 Which of the following describes your educational background?

1 Some high school
2 High school graduate
3  Trade or technical school
4 Some college
5  College graduate
6  Some graduate school
7 Graduate degree
-8 Don’t know
-9  Refused
DE10 Which of the following best represents your annual household income in 2002, before taxes?

Isit: [READ]

1 Less than $20,000 per year
2 $20,000-49,999

3 $50,000-74,999

4 $75,000-99,999

5  $100,000 or more

-8 Don’t know

-9 Refused

DE11  Which of the following best describes your racial or ethnic background? [READ]
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Hispanic

African American

Caucasian

Asian American

Native American

Interracial

Other [SPECIFY: |
-8 Don’t know

-9  Refused

NGk W N -

DE12  What is the primary language spoken in your home?

English
Spanish
Mandarin
Cantonese
Tagalog
Korean
Vietnamese
Russian
Japanese
Other

T T e AN oD

RECORD RESPONDENT GENDER

1 Female
2 Male

END- Thank you for taking the time to complete this important survey! Have a great day/night!
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APPENDIX E:

PROGRAM STAFF INTERVIEW
GUIDE



I1.

I11.

Iv.

Single-Family Rebate Program Staff Interview Guide

Introductions
Evaluation overview
Interview objectives
o Clarify our understanding of the 2002 program
o Explore areas for program improvement
Program staff identification and roles/responsibilities

Overview of 2002 program goals v. accomplishments

Internal Administration, Communication, and Coordination

How is the program administered within the utility? Is administration
effective internally (e.g., staff coordination, communication, resources)?

Is the program well-coordinated and cross-promoted with the other energy
efficiency programs offered by your utility? (e.g., multi-family programs,
residential energy audits, non-residential programs) With local programs?

What coordination activities have taken place with the other utilities? (e.g.,
consistent rebates and promotional activities statewide) How effective has this
level of coordination been?

How might program administration, communications, and coordination be
improved going forward?

Program Implementation

What was the process for customers to receive rebates? Were there any limits
on the number of rebates per customer?

What procedures were used to process rebate applications? Were these
procedures consistent statewide?

Was financing offered to customers for the higher ticket items? Was it taken
advantage of by customers?

What was the timing of rebates offered in 2002? Did the lapse in program
funding from the end of 2001 to the beginning of 2002 have any effect on the
program? On the marketplace in general for these products? (e.g., contractor
and retailer promotion)

How might program implementation be improved?

Market Actor Overview and Program Participation



e Who are the key market actors that promote and sell energy efficient products
that are rebated under the program? (HVAC, insulation, window, and pool
contractors; retailers and home improvement stores)

e Have you worked with the major contractors and retailers to increase
consumer awareness and adoption of the program products? Do these
contractors and retailers sign agreements to promote the program products,
e.g., carry rebate applications? How is this type of market actor promotional
support tracked?

e Which appliance retailers are most actively involved in promoting the
program? (e.g., chains v. independents) What major retailers are not involved?

e  Which home improvement stores are most actively involved in promoting the
program? Which equipment/appliances do they promote? Which major home
improvement stores are not involved?

e What types of contractors are involved in promoting program HVAC
equipment? Insulation? Windows? (e.g., “high quality/high end” contractors,
small v. large)

e What market actors are involved in promoting programmable thermostats?
(e.g., home improvement stores, HVAC contractors) What is the approximate
breakdown of rebated sales between the market actors?

e What market actors are involved in promoting efficient pool pump
replacement? (e.g., pool contractors, maintenance staff)

e What strategies might be used to increase the number of participating retailers
and contractors?

Product Background
e Programmable thermostats:

o Are customers mostly buying programmable thermostats when they
buy new HVAC equipment? Or when remodeling their home? Or as
an energy efficiency upgrade?

o Are they more or less likely to buy a programmable thermostat at a
home improvement store or obtain one from a contractor? How much
do these thermostats cost?

e Central air conditioners:

o What is the price differential on the three tiers of equipment over
baseline for central air conditioners? How much does the rebate
cover?

e Heat pumps:



o What is the price differential on the three tiers of equipment over
baseline for heat pumps? How much does the rebate cover?

ENERGY STAR® furnace:

o What is the price differential on the ENERGY STAR® furnace over a
standard furnace? How much does the rebate cover?

Evaporative coolers:

o What is the baseline conditions for the advanced whole house
evaporative cooler? What is the price differential? How much does
the rebate cover?

Whole house fans:

o What is the difference between a standard whole house fan v. the
program-qualifying whole house fan? What is the price differential?
How much does the rebate cover?

Appliances:

o What is the price differential between ENERGY STAR" and standard
room air conditioners, clothes washers, and dishwashers? How much
does the rebate cover?

Windows:

o What is the price differential between high performance and standard
windows?

Pool pumps:

o Does the program mainly encourage retrofit of an existing pool pump?
How much do the program-qualifying pumps cost?

Insulation:
o What is the standard practice for attic and wall insulation?

Program Marketing

What type of promotional support did the program provide to retailers? (e.g.,
promotional support, training, field visits, co-operative advertising) What did
retailers and contractors find the most useful?

What promotional activities did retailers and contractors undertake on their
own? Did the program influence any of that activity?

Were promotions tied to “seasonal” campaigns for each of the rebated
equipment? (e.g., AC in spring)

What consumer awareness and marketing activities were undertaken to
promote the program? (e.g., bill stuffers, website, etc.) What information was



VII.

VIII.

relayed to consumers? (e.g., awareness of energy efficient equipment,
benefits, applicability; rebate eligibility) Were these methods effective?

Did the program also promote no-cost and low-cost behavioral actions that
consumers can take at home? How was this information disseminated? (e.g.,
bill stuffers, website, etc.)

What types of leveraging occurred with Flex Your Power and ENERGY
STAR" advertising campaigns? Were these coordinated advertising activities
effective?

What improvements might be made to increase the effectiveness of program
marketing?

Program Effects on the Market

Are contractors in general promoting the program products more as a result of
the program? Are retailers increasing product availability and exposure as a
result of the program?

Has the number of manufacturers who produce program products increased
over time? How has the program affected this?

Is the program having any effect on the incremental cost/standard practice for
energy efficient equipment?

Are consumers more aware about no-cost and low-cost conservation and
energy efficiency activities they can implement at home as a result of program
advertising?

Are consumers more aware about energy efficient investments they can make
when remodeling or replacing equipment upon breakdown as a result of the
program?

What has had the greatest influence on the current availability and exposure of
program products? What is likely to be needed to maintain (or improve)
current market conditions for these products? What are future program plans
regarding increasing supply and consumer demand?

What are the most important lessons learned from implementing the range of
programs that are now under the Single-Family rebate program umbrella?

Hard-to-Reach (HTR)

How are HTR segments defined? Are these definitions appropriate? How
might they be modified to better address the “spirit” of the HTR
requirements?

What strategies were used in 2002 to meet the HTR objectives? Were these
new strategies for 20027 i.e., did prior program strategies reach these markets?



IX.

Have HTR strategies been effective in increasing energy efficient product
penetration among targeted markets? How might these efforts be expanded
upon or improved to continue to serve HTR customers?

Do HTR efforts have any negative effects on the overall program? (e.g., on
overall program cost-effectiveness)

Next Evaluation Tasks
Program review task- key documents/reports on prior years’ programs
Market actor interviews- key vendors to contact

Consumer surveys- key issues to cover, research questions needing answers?
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Centra

| Air Conditioner

CAC Equipment

Type of System

Split Packaged Other [SPECIFY BELOW]

Quantity installed?

Does quantity match workorder?

Yes No NA

Manufacturer

Model Number

Indoor/Evap Coil Manufacturer

Indoor/Evap Coil Model Number

Does manufacturer & model number match
workorder?

Yes No NA

TXV?

Yes No DK

Energy Star Label?

Yes No

Type of Thermostat

Energy Star Programmable Other Programmable

Manual Other [SPECIFY BELOW]

Was Thermostat Installed at Time of CAC

Installation? Yes No DK
Energy Star Programmable Thermostat

Did Customer Get Rebate? Yes No DK

Manufacturer

Model Number

\IIZ\)/co);akso:gaer:;Jfacturer & model number match Yes No NA

Quantity installed? -

Does quantity match workorder? Yes No NA

Energy Star Label?

Yes No

Other Type of System:

Other Type of Thermostat:




Natural Gas Furnace

Heating Equipment

Manufacturer

Model Number

Does manufacturer & model number match

workorder? Yes No NA
AFUE (%)

Does AFUE % match workorder? Yes No NA
Quantity installed? -

Does quantity match workorder? Yes No NA
Energy Star Label? Yes No

Type of Thermostat

Energy Star Programmable

Manual

Other Programmable

Other [SPECIFY BELOW]

Was Installed at Time of Furnace

Installation? Yes No DK
Energy Star Programmable Thermostat

Did Customer Get Rebate? Yes No DK

Manufacturer

Model Number

\Il?lco)rel(soze;r:gfacturer & model number match Yes No NA

Quantity installed? -

Does quantity match workorder? Yes No NA

ES Label? Yes No

Other Type of Thermostat:




Advanced Whole House Evaporative Cooler

Manufacturer

Model Number

Does manufacturer & model

number match workorder? Yes No NA
Quantity installed?

Does quantity match workorder? Yes No NA
Attic Ceiling Openings, Relief Yes No DK
Dampers — Installed?

Thermostat — Remotely Yes No DK
Installed?

Whole-house Air Distribution Yes No DK

System?




Pool Pump

Manufacturer

Model Number

Does manufacturer & model

number match workorder? Yes No NA
Nameplate Horsepower (HP)

Does HP match workorder? Yes No NA
Service Factor

Speed Single Two
Does speed match workorder? Yes No NA

Time Clock Data

(Record on/off time settings)

Installed Equipment:

Prior Equipment:

Does Customer Confirm
Reduction in HP?

(Record prior HP if known)

Yes No

DK

Prior HP




Energy Star Programmable Thermostat

Energy Star Programmable Thermostat

Manufacturer
Model Number
Does manufacturer & model number match Yes No NA
workorder?
Quantity installed?
Does quantity match workorder? Yes No NA
Energy Star Label? Yes No
Was HVAC Equipment Installed at Same Yes No DK
Time as Thermostat?
HVAC Equipment
(Record if thermostat installed at same time)
CAC (Split)

Type of System Installed?

CAC (Packaged)
Heat Pump
Natural Gas Furnace

Other [SPECIFY BELOW]

Manufacturer

Model Number

Indoor/Evap Coil Manufacturer

Indoor/Evap Coil Model Number

Does manufacturer & model number match

workorder? Yes No NA
Quantity installed?
Does quantity match workorder? Yes No NA

ES Label?

Yes No

Other Type of System:




High Performance Dual Pane Windows

Total Number

of Windows Replaced

Window Manufacturer/ Brand(s)

Does total window square footage

Yes No NA
match workorder?
Window # 1 2 3 4 5 6 7 8 9 10
Square feet of window area
G= Green/Clear G G G G G G G G G G
ETEKT
) Y=Yellow/on NEAR surface Y Y Y Y Y Y Y Y Y Y
Reading-
. R= Red/on FAR surface R R R R R R R R R R
Inside House
A= All/lon contacting surface A A A A A A A A A A
ETEKT G= Green/Clear G G G G G G G G G G
Reading- Y=Yellow/on NEAR surface Y Y Y Y Y Y Y Y Y Y
Outside R= Red/on FAR surface R R R R R R R R R R
House A= All/on contacting surface A A A A A A A A A A
Window# 11 | 12 | 13 |14 | 15 | 16 | 17 | 18 | 19 | 20
Square feet of window area
G= Green/Clear G G G G G G G G G G
ETEKT
. .. _[Y=Yellow/on NEAR surface Y Y Y Y Y Y Y Y Y Y
Reading Inside
R= Red/on FAR surface R R R R R R R R R R
House
A= All/lon contacting surface A A A A A A A A A A
G= Green/Clear G G G G G G G G G G
ETEKT
) 'Y=Yellow/on NEAR surface Y Y Y Y Y Y Y Y Y Y
Reading
. R= Red/on FAR surface R R R R R R R R R R
Outside House
A= All/on contacting surface A A A A A A A A A A




Energy Star Clothes Washer

Manufacturer

Brand

Model Number

Does manufacturer & model number

match workorder? ves No NA
Energy Star Label? Yes No
Front-loading v. top-loading front top




Energy Star Dishwasher

Manufacturer

Brand

Model Number

Does manufacturer & model number

match workorder? Yes

No

NA

Energy Star Label? Yes

No




Attic Insulation

Square footage of insulation installed

Does square footage match measure
quantity on workorder?

Yes

No NA

Installed over unconditioned space?

Yes

No DK

R-value installed

Pre-existing R-value

Pre-existing attic clearance (if installed
R-value is only R-19)

Was pre-existing insulation removed or
added-on to?

Removed

Added-on to

DK




