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Glossary

Stakeholder and Program Abbreviations

Abbreviation \ Definition

AAPOR American Association of Public Opinion
BayREN Bay Area Regional Energy Network
CALSPREE California Statewide Programs for Residential Energy Efficiency
CARE California Alternative Rates for Energy

CBO Community-Based Organization

CEC California Energy Commission

CPUC California Public Utilities Commission

CSE Center for Sustainable Energy

CTOR Click-Through Open Rates

CTR Click-Through Rate

EM&V Evaluation, Measurement, and Verification
ESA Energy Savings Assistance

HEC Home Energy Check-Up

HER Home Energy Report

ICP Integrated Communication Plan

10U Investor-Owned Utility

ME&O Marketing, Education, and Outreach

PA Program Administrator

PG&E Pacific Gas and Electric Company

PIP Program Implementation Plan

PLA Plug Load and Appliances

POP Point-of-Purchase

POS Point-of-Sale

RASCI Responsible, Accountable, Supportive, Consulted, and Informed
REA Residential Energy Advisor

REN Regional Energy Network

RR Response Rate

SCE Southern California Edison

SCG Southern California Gas Company

SDG&E San Diego Gas & Electric Company

SEM Search Engine Marketing

SoCalREN Southern California Regional Energy Network
SW ME&O Statewide Marketing, Education, and Outreach
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Glossary of Marketing Terms

Throughout the report, we use a number of standard marketing terms to describe the goals or achievements
of marketing, education, and outreach activities. The table below provides a brief definition of these terms.

Term
Click-Through (or “Click”)

| Definition |

The number of users who clicked on a specific internet advertisement or link

Click-Through Rate (CTR)

The number of click-throughs per impression (i.e., the percentage of people visiting a web
page who access the website via a link on digital paid media)

Cost per Click

The cost of each click on a link or advertisement (i.e., on a website, email, or social media
post)

Engagement

A direct interaction between an individual and a program; on social media specifically, this
refers to such actions as a “like,” a “re-tweet,” a new social media follower, a comment, or
a “share”

Engagement Rate

Most commonly used for social media, this refers to the percentage of people who reacted
to a post or message (via some type of engagement, defined above) among all people who
saw the post or message

A single view or display of an ad; total impressions indicates the number of times an ad was

Impression displayed

Open Rate The percentage of recipients who open an email

Website Views, Visits The number of ’Flnjes a website (or a speC|f.|c. web page)_ls visited; this is not a unique count
of people who visited, as one person can visit multiple times

Metric An indicator of an activity’s success or performance

Success Criteria

A predetermined target, typically numeric, that indicates success or failure
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Executive Summary

1. Executive Summary

This report presents findings from the Cross-Cutting Process Study of California’s 2013-2015 Marketing,
Education and Outreach (ME&O) efforts. This study has three overarching goals: (1) to assess how well
coordination occurs between the Statewide (SW) ME&O administrator and the Investor Owned Utility (IOU) t
and Regional Energy Network (REN) 2 Program Administrators (PAs), (2) to document PA ME&O design and
implementation activities, and (3) to document how consumers engage with SW and PA ME&O. This study is
the second of two ME&O evaluations the Opinion Dynamics evaluation team conducted for the 2013-2015
program cycle. The evaluation team provided findings related to the effectiveness of the SW ME&O program
in the Verification and Integrated Effectiveness report in April 2016.

This study represents the first comprehensive evaluation of PA ME&O efforts. It also fills important gaps in
CPUC knowledge related to coordination between SW and PA ME&O. Given that this study was planned and
executed in an ever-changing policy environment, the evaluation team has already shared many of these
findings in real time to inform discussions among the CPUC and stakeholders regarding the future of SW
ME&QO, as well as how SW ME&O and PA ME&O can work in a complementary manner.

1.1 Overview of California’s ME&O Activities

Within California, ME&O is deployed as a stand-alone program at the SW level, and as a strategy by the I0OUs
and RENSs (referred to as PAs throughout this report) to promote their energy efficiency programs. The following
is a brief description of how the California Public Utilities Commission (CPUC) and PAs use ME&O:

B SW MER&O: In 2012, the CPUC established Energy Upgrade California as the umbrella brand for SW
ME&OQO activities to increase ratepayer awareness of energy efficiency, demand response, and
distributed generation, and to offer ways for consumers to better manage their energy use. The SW
ME&O program is a social marketing campaign designed to educate, activate, and motivate
Californians to take energy-saving actions. The SW ME&O 2014-2015 program two-year budget was
approximately $40 million, spent almost exclusively on promotional efforts including paid media,
educational resources and activities, and community outreach.

B PA ME&O: PA ME&O efforts are embedded within existing demand-side management programs and
work to support the achievement of program goals. Program marketing staff typically tailor their ME&O
activities to first serve the immediate purpose of raising awareness of programs, but ultimately seek
to encourage participation. Although marketing involves more than just promotion, in this case and
throughout this report, when we refer to PA ME&O efforts, the focus is strictly on promotional
campaigns and not the other facets of program marketing (such as determining incentive levels,
developing vendor networks, etc.). The PA’s ME&O two-year budget for 2013-2014 was approximately
$28 million.3

1 Pacific Gas and Electric (PG&E), Southern California Edison (SCE), Southern California Gas (SCG), and San Diego Gas and Electric
(SDG&E).

2 Bay Area Regional Energy Network (BayREN) and Southern California Regional Energy Network (SoCalREN or the Energy Network).
3 The program years associated with the budgets provided for SW and PA ME&O differ given the timing of implementation and

evaluation. For example, while the SW ME&O program launched in 2014 and was evaluated through the end of 2015, the evaluation
team focused the evaluation of PA ME&O on the 2013-2014 cycle.
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1.2 Research Approach

The evaluation team used a range of research activities to assess PA ME&O efforts including interviews with
ME&O administrators and stakeholders, a review of secondary data and documents provided by the PAs, and
guantitative surveys and qualitative focus groups with California consumers to support our three research
objectives. We provide a brief synopsis of the research performed for each research objective below:

B Assess coordination between the SW ME&O administrator and the PAs: We conducted a series of in-
depth interviews with key stakeholders, and reviewed policy documentation and program materials to
determine how efforts were coordinated across the ME&O administrators. The goals were to document
the ways in which ME&O administrators are coordinating with one another, identify potential
opportunities for improvement, and explore the barriers and benefits to developing and implementing
a consumer referral process from the statewide website www.EnergyUpgradeCA.org to PA programs.
Further, we outline the governance structure established for the SW ME&QO program and provide
considerations for the future design of SW ME&O.

B Document PA ME&O design and implementation activities: We reviewed PA data, conducted interviews
with PA staff, and developed an activities matrix that catalogued all 2013-2014 ME&O activities for
the California Statewide Programs for Residential Energy Efficiency (CALSPREE). Given the substantial
scope of the PA marketing activities, we focused our documentation on the 27 CALSPREE programs
in 2013-2014. We selected these programs because the PAs administer them (rather than third
parties), they represent a substantial portion of residential marketing budgets,4 and they cover similar
target audiences to the SW ME&O program.

B Document how consumers engage with SW and PA ME&O: We conducted primary data collection with
California consumers including 10 focus groups and quantitative surveys for select ME&O campaigns
conducted in early 2016. The evaluation team worked with the CPUC to select six campaigns out of
31 residential campaigns offered during the time frame.5

1.3 Key Findings and Recommendations

We present key findings and recommendations associated with each research objective below, followed by an
integrated assessment across all research objectives to inform future program design and implementation.
The evaluation team also developed two additional volumes to this study that provide supporting research
that informs many of the findings and recommendations presented in this report.®

4 The CALSPREE marketing budgets represent approximately 37% of the total marketing budget ($28 million out of $75 million).
Documentation regarding total budgets differ across 10U and CPUC sources, making this value an approximate of the total budget.

5 Qur selected campaigns represent a little more than a third of all Q1 2016 marketing activities. Further, our selected campaigns
generally align with the population in terms of channel mix, though the selections slightly over represent email activities. Findings
presented from this assessment are not generalizable to the full suite of marketing campaigns offered by the PAs.

6 Volume Il provides interim cross-cutting study findings regarding PA-led ME&O budget allocation and tracking, as well as

documentation of campaign objectives and activities. Volume Il provides interim coordination findings, focus group results and survey
dispositions and response rates.

opiniondynamics.com Page 2



Executive Summary

Research Objective 1: Assess coordination between the SW ME&O administrator and the PAs
(Chapter 5)

Key Findings

In Decision D.12-05-15, the CPUC highlighted the need to understand how local and statewide efforts can
best be coordinated and complementary. The current SW ME&O vision and goals also require greater focus
on coordination” and collaboration8 across the various stakeholders and administrators. Therefore, it is
essential, both from a consumer perspective, as well as from a funding perspective, that these efforts are
integrated rather than duplicative or inconsistent. As such, the evaluation team was asked to focus on
documenting the way in which the SW ME&O administrator and the PAs coordinated, and assessing how well
that coordination was occurring.

Based on interviews with key stakeholders, the evaluation team found that coordination has improved over
time, including increased two-way communication, more collaborative quarterly stakeholder meetings, and
earlier opportunities to provide feedback on creative materials. Stakeholders, however, continue to identify
challenges that need to be overcome moving forward. These include the separate ME&O planning processes,
insufficient time or resources to provide feedback, and uncertainty about whether feedback is incorporated
into SW ME&O design. Notably, many of these challenges may be alleviated by the development of Joint
Consumer Action Plans.®

Recommendations to Improve the Coordination Process and Encourage Collaboration

The evaluation team makes the following recommendations to strengthen the capacity of the group engaged
in coordination with the hope that a collaborative relationship will develop:

B Recommendation 1: As the parties embark on the integrated planning process and closer alignment
moving forward, the CPUC should consider utilizing an independent facilitator to design this process.
Using an independent party will ensure that the arbiter does not favor any particular outcome.

B Recommendation 2: Given the nature of the collaborative process envisioned, we recommend that the
CPUC or a designated party establish formal rules and procedures for the group. If feasible, these
procedures may be established through collaboration among the CPUC, SW ME&O implementer and
ME&O stakeholders.

B Recommendation 3: To codify institutional arrangements in a way that is transparent to all parties, the
SW ME&O administrator should expand on the most recent RASCI model to indicate the different levels
of responsibility by stakeholder for different implementation activities. The model currently outlined in
Decision 16-09-020 is a good starting point, but not sufficient given the different areas where

7 Coordination is defined by Merriam-Webster as the process of organizing people or groups so that they work well together.

8 Collaboration is defined by Mattessich as “a mutually beneficial and well-defined relationship entered into by two or more
organizations to achieve common goals. The relationship includes a commitment to: a definition of mutual relationships and goals; a
jointly developed structure and shared responsibility; mutual authority and accountability for success; and sharing of resources.”

9 CPUC 03/22/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education and Outreach Activities” Decision 16-
03-029. Describes the Joint Consumer Action plans as part of the integrated planning process to prioritize program areas and include
goals and objectives, target audiences, high-level approaches and strategies, metrics, and implementation roles and responsibilities
for each strategy. pp. 69.
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collaboration needs to occur and the fact that roles and responsibilities of a given participant could
differ across those areas.

B Recommendation 4: The SW ME&O administrator should establish a formal feedback loop so that it is
clear how information or input provided by the PAs has been used to inform campaign design.

As the stakeholders develop the ME&QO Strategic Roadmap, the Joint Consumer Action Plan, and future
planning documents, we also provide the following recommendations regarding SW ME&O program metrics.

B Recommendation 5: Given the differing positions, perspectives, and incentives of stakeholders in the
ME&O Proceeding, we recommend a collaborative approach to developing SW ME&QO metrics
(including program implementers, administrators, and evaluators). As noted in the SW Verification and
Integrated Effectiveness Study, the CPUC, SW ME&O administrator, PAs, and evaluation team have
important roles to play in determining the key metrics for ME&O efforts. Each of these parties bring
different expertise and all have valuable perspectives on what aligns with campaign goals, what can
reasonably be measured, and how related measures can be triangulated to provide a fuller picture.

B 5A: The SW ME&O administrator should include metric development as a specific activity in the
updated RASCI model and, as noted in the SW Verification and Integrated Effectiveness Study,
metrics should be in place in advance of program deployment.

B 5B: CPUC staff involved in the ME&O Proceeding should coordinate with their counterparts in other
proceedings, including those that support Energy Efficiency, Electric Vehicles, Demand Response,
Customer-Owned Generation, and the Residential Rate Reform Proceeding to determine the
desired level of alignment between the metrics used for all efforts. As an example, based on
preliminary information, it appears that there is consistency between the construct being
developed by the retail rates team and that developed by statewide ME&O. These include
awareness, attitudes, knowledge, self-efficacy/barriers, and actions taken.

B 5C: CPUC staff should engage the SW ME&O evaluator in developing program performance metrics
using the PTLM as a guide. The CPUC should consider giving the evaluation team a greater role in
the development of program performance metrics. In the 2014-2015 period, the evaluation team
was asked to comment on draft metrics and provided input regarding potential measurement
challenges. Expanding this role would help ensure that the metrics provide a more holistic view of
program performance.

B Recommendation 6: Take a holistic view of campaign performance based on multiple metrics. As
discussed extensively in the SW Verification and Integrated Effectiveness Study, and noted by
stakeholders in the ME&O Proceeding, it is important to link metrics to key program objectives and
clearly define what needs to be measured to assess how a campaign is performing. Further, it can be
difficult to establish a single metric to perfectly measure a particular concept. As such, it is important
to look at multiple metrics and consider what they convey in aggregate. This triangulation of findings
can help identify inconsistencies across different measurements and also provide multiple
perspectives on a particular metric of interest.

Research Objective 2: Document PA ME&O designh and implementation activities (Chapter 4)
Key Findings

Given the limited information on PA design and implementation of ME&O efforts, a central component of this
Cross-Cutting Process Study was to document how the PAs performed these various functions. In particular,
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we focused on documenting ME&O objectives and activities, budgets and expenditures, and metrics and
performance tracking to increase the transparency of PA ME&O efforts. The findings from this research are a
first step in documenting PA efforts and can serve as a foundation for future evaluations.

PA ME&O differs from the SW ME&O program because SW ME&O focuses exclusively on promotion whereas
PA marketing is rooted in all four elements of marketing (i.e., the Four Ps of product, price, place and
promotion). Because the “action” that PA ME&O efforts seek to encourage is participation in marketed energy
efficiency programs, they are distinct from SW ME&O efforts in the following ways:

B PA marketing reflects one of many strategies, such as rebates, that the PAs deploy to support program
participation. For example, this study covered only PA promotional ME&O budgets, which reflect only
9% of overall CALSPREE 2013-2014 program administration budgets.

B PA marketing efforts are typically program-specific. The majority of PA ME&O funding is allocated to
program-specific marketing efforts as opposed to general awareness or energy management efforts.

B PA marketing staff focus on developing marketing plans for key programs. According to the PAs, they
tend to develop more comprehensive and targeted plans for programs with larger energy savings or
participation goals, and rely on portfolio-wide plans to document strategies for programs with smaller
energy savings or participation goals.

B PA ME&O efforts are regionally focused. The PAs conduct ME&O within their territories to deliver
specific messages targeted toward their customers or constituents. Each PA has their own specific
targeting and segmentation schemes that are tailored to specific programmatic efforts.

As discussed within this report, as well as the SW Verification and Integrated Effectiveness Study, having
metrics in place is an essential component of measuring performance. The PAs develop and track a variety of
program- and channel-specific metrics to assess the effectiveness of their activities. However, while all PAs
indicate that they develop marketing plans as a key step in determining what ME&O activities to conduct, we
found that their availability, the timing of their development, and their content varies across PAs, programs,
and program cycles. Additionally, a review of 2013-2014 PA ME&O data indicates that, in some cases, the PAs
did not identify or document metrics for their ME&O campaigns, and nearly two-thirds of 2013-2014 ME&O
data received from the PAs did not include success criteria. Notably, when we revisited this issue and looked
at 2016 marketing campaigns, we found that the PAs’ documentation of metrics and success criteria was
more robust than originally assessed.

Recommendations for Future PA ME&O Design and Implementation

In support of greater documentation, we provide the following recommendations regarding CPUC oversight of
PA ME&O efforts.

B Recommendation 7: Require enhanced PA documentation of ME&OQO efforts. This evaluation reveals
wide variations in terms of the level of documentation around PA marketing efforts in support of energy
efficiency programs. While some variation is expected and reasonable, particularly for programs where
the promotional aspect of marketing does not play an important role, or for smaller PAs with limited
marketing budgets, the PAs should provide more documentation for major promotional campaigns so
that the CPUC can ensure that ratepayer funds are being spent appropriately. The CPUC should work
with each of the PAs to determine the extent to which they can do the following:

B 7A: Require annual reporting of ME&O budgets and expenditures. We found conflicting information
about the amount of money budgeted for and spent on PA ME&O. Inconsistent information about
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budgets and expenditures makes it difficult for the CPUC to ensure that ratepayer funds for energy
efficiency are truly being spent on energy efficiency messaging. As a result, we recommend that
the PAs submit annual energy efficiency ME&O budgets and expenditure information for each
program where PAs utilize promotional campaign marketing. This information should not be
provided for approval by the CPUC, but as a record of what occurred.

B 7B: Require PAs to develop strategic marketing plans at the program or portfolio-level and share
them on a post-hoc basis. Marketing plans are a valuable tool for aligning marketing tactics with
overall program goals. Without an understanding of factors such as the current market, company
and marketing objectives, and target audience, it is challenging to make informed decisions about
which strategies to pursue, or whether PAs are achieving their promotional marketing goals.

Research Objective 3: Document how consumers engage with SW and PA ME&O (Chapter 6)
Key Findings

The evaluation team conducted six case studies of PA ME&O efforts - one for each PA. While we provide
detailed PA specific findings within the report, the following are overarching findings from across the case
studies:

B Customers who have been exposed to program marketing tend to have moderate to high levels of
program awareness and recall of marketing materials. As expected, levels of program awareness and
recall vary widely across campaigns ranging from 13% to 92% of targeted customers.

B Customers generally report that they clearly understand the intended message from the marketing.
However, results vary across the marketing campaigns likely due to the different messages and
different levels of complexity associated with these messages. For example, 88% of BayREN survey
respondents found it very clear from the marketing how to attend an event, while 76% of PG&E survey
respondents found it very clear where to go to complete the Home Energy Check-up. The call to action
of the two campaigns is quite different. BayREN is asking customers to attend an in-person event
whereas PG&E is asking customers to go on-line and complete an exercise. These different types of
activities may appeal to different customers, which may account for their varying awareness levels
rather than a difference in marketing effectiveness.

B Customers exposed to the marketing campaigns tend to report that they have taken, or plan to take,
intermediate or subsequent steps to participate or engage with the promoted program after exposure
to the marketing. For example, in the two months since respondents were exposed to the marketing,
44% of SCE survey respondents, who were aware of the program, have taken at least one intermediate
step toward participation. Further, within the SCE case study:

B Compared to customers who did not recall marketing, those who recalled marketing were
significantly more likely to have recently looked for more information online about the program
(21% vs. 6%), to have discussed the program with someone in their household (25% vs. 14%), and
to have contacted a contractor to learn more about the program (6% vs. 2%). For some programs,
customers had already expressed interest in the program so that this greater awareness may
reflect a preexisting interest in the program and not an increase in interest due to marketing.

B In addition, customers who remember the marketing state that, on average, it had a moderate
influence in their action taking - 48% of the respondents who recall the marketing and took at
least one action in the past month noted that the marketing had some influence on their action.
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B Overall, our assessment indicates that the PA marketing campaigns appear to be achieving or on track
to achieve their campaign objectives, such as increasing awareness of programs, providing clear
messaging, and motivating energy savings actions.

Future Program Design (Chapter 7)

Key Findings

Based on the evaluation of 2013-2015 ME&O efforts at the SW and PA levels, we believe it is appropriate for
the CPUC to provide different levels of oversight for the SW ME&O program compared to PA ME&O efforts. The
SW ME&O program focuses exclusively on promotion whereas PA marketing goes beyond promotion to include
product, price, and place (i.e., the Four Ps). Given this distinction, it does not make sense for the CPUC to
provide oversight of only the promotional aspect of PA ME&O in isolation from the program(s) it supports. As
a result, we have number of recommendations to the CPUC regarding where, and how, to focus future oversight
and guidance in the area of PA ME&O.

Recommendations for Future Program Design

The current SW ME&O vision and goals require focus on coordination and collaboration across the various
stakeholders and administrators. It is essential, both from a consumer perspective, as well as from a funding
perspective, that these efforts are integrated, rather than duplicative or inconsistent. As a result, we provide
the following recommendations:

B Recommendation 8: CPUC should focus its oversight on all coordinated efforts between the PAs and
the SW ME&O program. By focusing on the areas where the PAs and SW ME&O program coordinate,
the CPUC can ensure that the potential for customer confusion is minimized, and that PA led
promotional campaigns support achievement of the SW ME&O vision. The Joint Consumer Action Plans
outlined by the CPUC play an important role in this process by helping to identify high priority areas for
SW ME&O in consultation with the PAs. Early attempts to implement this type of process through SW
ME&O Quarterly Stakeholder Meetings were well received and provided an opportunity for the PAs to
share information on how high priority topics related to their own programmatic efforts.10

B 8A: Develop relevant metrics to assess how well the coordination process is working. Metrics for
effective coordination can include a suite of qualitative and quantitative measurements that
address the level and efficacy of coordination. The CPUC, working with a facilitator and stakeholder
groups, should determine the most pertinent metrics for assessing the effectiveness of the
collaborative process. Metrics to consider include:

B Achievement of established coordination goals (i.e., were all issues addressed, were the
solutions thorough, did the solutions address the issues)

B Progress relative to the timeline (i.e., were tasks completed on time, were there delays)

B |evel of participant engagement (i.e., is the level of engagement or amount of time dedicated
to the tasks appropriate)

10 per CPUC 03/22/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education and Outreach Activities” Decision
16-03-029. The Annual “Joint Consumer Action Plan” will propose prioritized program areas, and if approved, will include the goals
and objectives, target audiences, high-level approaches and strategies, metrics, and implementation roles and responsibilities for each
strategy (pp. 67).
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B 8B: Continue to ensure the SW ME&O program and PAs coordinate on messaging and content if
both entities are promoting a particular program to California consumers. Focus group findings
and other qualitative research conducted as part of this study indicate that customers prefer
multiple sources of information and do not appear to be confused by multiple messages offered
across administrators in the market. Moving forward, general energy management topics and
program-specific information promoted by the SW ME&O program and the PAs should continue to
be coordinated to ensure consistency, as well as accuracy, of content.

B Recommendation 9: Assess the effectiveness of coordinated efforts between the PAs and the SW
MER&O program. An assessment of the effectiveness of coordinated marketing is essential to future
SW ME&O campaigns, particularly when coordination of PA and SW ME&O efforts achieves both the
short-term and long-term SW ME&O goals and vision. PA marketing is an essential component to
supporting these goals and our team believes that there are currently core programmatic areas where
measurement of coordinated effects is vital. These include all activities associated with lead
generation for PA programs, as well as coordinated efforts to market specific programs such as the
Energy Upgrade California® Home Upgrade Program. At present, the SW ME&O program performance
metrics (PPMs) do not link statewide and PA efforts, but the development of a clear lead generation
mechanism is an important step in linking statewide efforts to local program participation.

B Recommendation 10: The PAs, although not required to by the CPUC, should consider embedding a
comprehensive assessment of marketing effects as part of program-specific evaluation efforts. The
PAs should consider directing evaluators to assess the effectiveness of marketing campaigns in
achieving programmatic goals—particularly for underperforming programs. We recommend focusing
on those programs that are not achieving their goals, are not cost-effective, are newer initiatives, or
have hard-to-reach target audiences. These evaluations should move beyond studying efforts, to also
assessing effects. As noted above, PA ME&O goes well beyond promotion, making it more valuable to
assess marketing effects as part of the evaluation of the program(s) it supports. To date, there have
been few comprehensive assessments of marketing effects within existing program evaluations. Refer
to Section 4 for information on what a more comprehensive assessment would cover.
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2. Introduction

In California, marketing, education, and outreach (ME&O) is used both as a strategy within each of the four
investor-owned utility’s1® (I0U) and two regional energy network’s12 (REN) energy efficiency portfolios and as
an overarching statewide energy efficiency program implementation method. We refer to these I0Us and RENs
as Program Administrators (PAs). At the statewide level, the California Public Utilities Commission (CPUC)
selected the Center for Sustainable Energy (CSE) to serve as the statewide ME&O (SW ME&O) administrator
to design and implement a social marketing campaign that launched in 2014 and will be in market through
2016. At the local level, the PAs conduct ME&O largely as part of energy efficiency program implementation
to the customers in their service territories.13

The Cross-Cutting Process Study documented in this report represents an attempt to look at both the
relationship between the SW ME&O administrator and PA ME&O efforts and between the processes related to
and results from PA ME&O efforts. It is important to note that the Cross-Cutting Process Study is a
complementary deliverable to the SW Verification and Integrated Effectiveness Study issued by Opinion
Dynamics in April 2016, which documented and assessed the processes and performance of the SW ME&O
program from 2014 to 2015. As shown in Figure 1, the Cross-Cutting Process Study provides the first
comprehensive assessment of PA ME&O efforts and touches on limited elements of the SW ME&O program
that involve the PAs.

11 Pacific Gas and Electric Company (PG&E), San Diego Gas & Electric Company (SDG&E), Southern California Edison (SCE), and
Southern California Gas Company (SCG).

12 The Bay Area Regional Energy Network (BayREN) and the Southern California Regional Energy Network (SoCalREN).

13 |n addition to program-specific ME&O efforts, the PAs also communicate with their customers about rate reform and energy
management issues.

14 Opinion Dynamics. April 2016. 2013-2015 California Statewide Marketing, Education, and Outreach Program: Verification and
Integrated Effectiveness Study. CALMAC Study ID: CPU0110.02. Prepared for the CPUC.
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Figure 1. Overview of 2013-2015 ME&O Evaluation Studies
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The impetus for this study came from the fact that there was limited information available related to I0U-led
marketing efforts. In particular, CPUC practice is to cap marketing and administrative costs at 6% of an IOU’s
total portfolio, but not to perform any additional review of marketing as part of the IOU applications. Further,
while IOU marketing is often evaluated as part of program-specific process evaluation efforts led by the 10Us,
there has not been a comprehensive evaluation of marketing across the energy efficiency portfolios. As a
result, the CPUC stipulated in Decision 13-12-038 that the 2013-2015 evaluation, measurement, and
verification (EM&V) roadmap for ME&O should include an assessment of I0U-led marketing. Given the new
role of the RENs in implementing energy efficiency programs, the CPUC also decided to include them and their
MER&O efforts in this study.

Below we provide an overview of California’s ME&O efforts covered in this study, a discussion of the research
objectives addressed by the study, and an overview of the report structure.

2.1 Overview of California’s ME&O Programs

2.1.1 Statewide ME&O Program

In 2012, the CPUC established Energy Upgrade California as the brand for SW ME&O activities to increase
ratepayer awareness of energy efficiency, demand response, and distributed generation, and to offer ways for
consumers to better manage their energy use. In addition, the CPUC selected CSE to implement all SW ME&O
efforts in 2014-2015. Subsequently, the CPUC tasked the SW ME&O program with nine objectives and, in an
effort to produce quantifiable target values to assess SW ME&QO program performance, directed CSE to
develop program performance metrics linked to these objectives.

The overarching goal of the SW ME&O program is to educate, motivate, and activate consumers to manage
their energy use and to provide them with a path for doing so. To that end, the 2014 -2015 program began
with efforts to raise consumer awareness and understanding of the value of energy efficiency, demand
response, and distributed generation. The program also sought to connect the concept of energy management

opiniondynamics.com Page 10



Introduction

to the Energy Upgrade California brand, as well as to enhance energy management efficacy — a sense among
target audiences that energy management is worthwhile and that their energy actions make a difference.

CSE formally launched the Energy Upgrade California SW ME&O program in May 2014, as a multifaceted SW
ME&O program that uses social marketing techniques to influence human behavior for a social good. The
program used paid, earned, digital, and social media to establish the brand in consumers’ minds across the
state and to make it the go-to resource for all energy management information. In addition, the program
conducted extensive person-to-person outreach and education through community-based organizations
(CBOs), retail engagement, mobile education, and experiential events.

In the 2014-2015 period, CSE also focused attention on updating the existing Energy Upgrade California
website (energyupgradeCA.org) to serve as a comprehensive, interactive, and easy-to-use resource for varied
audiences as opposed to a platform for promoting the Energy Upgrade California Home Upgrade Program.15
To augment its direct marketing efforts, CSE also engaged in partnerships and sponsorships that reached the
program’s targeted audiences and their influencers.

In addition to implementing ME&O activities targeted to California residents, CSE conducted research into the
small business market to inform development of a marketing and outreach strategy for this sector. The
research, which was performed in the first half of 2015, was designed to create small business customer
segments that could be used for targeting and message development. CSE ultimately launched pilot outreach
efforts aimed at the small business sector in November 2015.

Through all of these endeavors, CSE strived to work closely with SW ME&O stakeholders, including CPUC staff,
designated marketing leads at the IOUs and RENs, and parties to the SW ME&O proceeding.

2.1.2 PA ME&O Efforts

In contrast to SW ME&O, which is administered as a stand-alone program, PA ME&O efforts are embedded
within existing demand-side management programs. Based on program goals, the PAs develop ME&O budget
proposals to align with the required regulatory approach.

According to the PAs, the ultimate goals of the PA ME&O efforts are to educate consumers and motivate them
to take action on energy efficiency or conservation measures. Largely, the “action” that PA efforts seek to
encourage is participation in the PA-promoted energy efficiency program.16

According to PA marketing staff, customers tend to be unaware of energy-saving opportunities. As a result,
marketing staff tailor their ME&O activities to first serve the immediate purpose of raising awareness of the
program. For these efforts, PAs use targeted and program-specific marketing activities like placing paid
advertisements, engaging with customers on social media, sending direct mail materials, and running general
awareness-building campaigns. The PAs market programs and energy awareness using a mix of targeted and
mass media channels.

15 The website can be viewed in five languages: English, Spanish, Chinese, Korean, and Vietnamese.

16 Per the EM&V roadmap, “For some utilities, the ‘local’ ME&O leverages customer analytics to personalize messaging and offer
relevant demand side management solutions directed at customers within each utility’s service territory, or for the RENSs, local
geographic area. Activities are often tied to key engagement opportunities that are unique to the customer and IOU/REN, and could
include items such as service turn-on or program enrollment.” 2013-2015 Energy Division Investor-Owned Utility Energy Efficiency
Evaluation, Measurement and Verification Plan Version 6, p. 3.
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Because these are regionally focused efforts, the PAs conduct ME&O within their territories to deliver specific
messages targeted toward their customers or constituents. Notably, objectives for the PA ME&O activities vary
by individual campaign, program, or effort.

Typically, most local and regional ME&O messaging is program-specific — attempting to funnel customers into
participating in the PA’s suite of demand-side management programs. All administrators focus on delivering
program-specific information to customers. Nonetheless, most administrators also use a relatively small
portion of their ME&O budgets to promote general energy management topics (e.g., energy conservation
practices not associated with program recommended actions). While the evaluation team sought to gather
only anecdotal information on the split between general and program-specific marketing, two of the IOUs —
Pacific Gas and Electric Company (PG&E) and San Diego Gas & Electric Company (SDG&E) — were able to
indicate that their general energy management ME&O comprised about 25% of their total ME&O budget.

Notably, while the PAs report that they spend all energy efficiency funding on energy efficiency-related efforts,
the PAs do take into account, where applicable, the needs of various internal non-energy efficiency
stakeholders when marketing programs. Thus, marketing efforts may focus on energy efficiency, but also go
beyond to discuss other topics, such as safety.

In addition to administering local and regional marketing campaigns, the PAs work closely with the SW ME&O
administrator to coordinate efforts.

2.2 Research Objectives Addressed by the Study

As noted at the outset of this section, this study integrates multiple evaluation efforts to better understand PA
performance and effectiveness, and coordination across SW ME&O administrator and PAs for ME&O efforts.
The overarching goals of the Cross-Cutting Process Study are to document SW and PA ME&O activities and
related processes and to assess the effectiveness of PA ME&O activities based on the stated goals and
objectives of each administrator. The evaluation has three broad research objectives: 1) describing and
assessing ME&O program design and implementation, 2) assessing coordination efforts, and 3)
understanding consumer perspectives. The following is a brief description of each:

B Program Design and Implementation: Document current ME&O design and implementation activities
and assessing opportunities for modifications in the future.

B Coordination: Assess how well coordination occurs between the SW ME&O administrator and the PAs.

B Consumer Perspectives: Document how consumers engage with SW and PA ME&O from multiple
sources, capture their perspectives to understand opportunities for improvement, and assess
achievement of campaign objectives for select PA ME&O campaigns.

Overall, the evaluation team identified 33 research questions in the evaluation plans for this study.1” Table 1
summarizes the key areas of exploration within each of the objectives for this study.

17 These research questions are documented in: Opinion Dynamics. June 2015. 2013-2015 ME&O Cross-Cutting Process Study
Research Plan. Prepared for the CPUC.
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Table 1. Cross-Cutting Process Study Objectives and Areas of Exploration

Objective . Report
Category Area of Exploration Purpose Section
Budget allocation and Document how and why funding earmarked for selected 4
Design and tracking ME&O campaigns/programs is allocated, spent, and tracked
Implementation | Campaign objectives and | Document the goals and objectives of ME&O activities, and 4
activities the specific activities implemented
Document SW ME&O program design, as well as factors that
SW governance structure influence design and governance, and whether the CPUC can 5
provide more clarification around each stakeholder’s role
Determine whether the CPUC should provide guidance to
I0Us and RENSs regarding their approach to marketing, as
Future program design well as whether CSE and the PAs should continue to provide 7
a mix of messages about utility programs, no-/low-cost
Coordination actions, etc.
Document the ways in which the SW ME&O administrator
Coordination between the | and the PAs are currently coordinating between one another, 5
SW ME&O and the PAs assess how well that coordination is occurring, and identify
potential opportunities for improvement
Explore the barriers and benefits to developing and
implementing a referral process from CSE to the PAs, as well
Referrals to PA programs as whether, in the future, CSE should refer consumers PA 5
programs
Consumer engagement Explore how consumers engage with specific ME&O
and interaction with ME&O | campaigns, their perceptions of the marketing they are
across administrators (the | exposed to (i.e., whether they resonate with them), potential 5
Consumer intersection of ME&O market confusion, and the achievement of campaign
Perspectives efforts) objectives
Achievement of objectives Explore the achievement of objectives for selected 2016
for select ME&O . . 6*
: marketing campaigns
campaigns

Note: One research task that sought to assess coordination between ME&O administrators and implementation partners was not
implemented per discussion and directive from the CPUC.

* We provide additional findings regarding achievement of ME&O objectives for select campaigns for each PA in the detailed findings
in Appendix A through Appendix F.

It is worth noting that given the implementation schedule for the SW ME&O program (i.e., a formal launch in
2014), the time period under study differs to some degree for the SW and PA ME&O efforts. For example, while
research on the SW ME&O program covers 2014 -2015, research on the PA programs covers the 2013-2015
period.

This report serves as a key input into future SW ME&O design and implementation and provides information
in support of developing the 5-year Strategic Roadmap and Annual Joint Consumer Action Plan. Because this
was a multi-phased evaluation effort, data collection occurred throughout 2013-2016 to address core
research objectives. We have provided ongoing results of our research at Project Coordination Group meetings
and EM&V workshops. We note that stakeholders have raised some new questions since our original work
scope was developed (these include the appropriate level of coordination required across stakeholders,
metrics need to track progress towards programmatic objectives, processes and customer journey mapping
for lead generation, as well as integrated planning needs moving into 2017). Where possible, we have worked
to address these questions in this report. However, it is important to note that the evaluation team had
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conducted the bulk of the research prior to the release of the latest Proposed Decision1® and thus we cannot
address all new questions in this report.

2.3

Report Structure

In the remainder of this report, we provide the following information:

A summary of our evaluation approach and research activities, including data sources and limitations
(Section 3)

Key findings and conclusions about the PA’s ME&O program design and implementation efforts,
including program budgets and expenditures, objectives and activities, and metrics and performance
tracking (Section 4)

Key findings and conclusions regarding the intersection of SW and PA marketing, including aspects
related to the governance structure, and considerations for future program design (Section 5)

Key findings and conclusions regarding PA-administered ME&O campaigns (Section 6)
A summary of findings and recommendations related on program design (Section 7)
We provide PA specific ME&O Campaign Achievement findings in Appendix A through Appendix F

Additional detail about data collection instruments, interim report findings, and detailed results from
various evaluation activities (Volume Il and Volume III).

18 CPUC. 02/16/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education, and Outreach Activities.” Application
12-08-007.; and CPUC. 08/12/2016 “Decision Approving Implementer for the 2017-2019 Statewide Marketing, Education and
Outreach Program and Providing Guidance for 2017 Activities,” Application 12-08-007.
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3.

Evaluation Methodology

This study integrates multiple evaluation efforts to better understand and assess the effectiveness of PA
ME&O efforts. This section provides an overview of the evaluation activities that Opinion Dynamics used to
conduct this evaluation.

Research

Table 2. Cross-Cutting Process Study Evaluation Activities

Evaluation

Description

Focus/

Objective

Activity

Target Population
2013-2014 California

. . . July, .
c Review ME&O Reviewed data provided by the PAs in October— Statewlde Rrograms for
9 response to two data requests from the Residential Energy
2 Data . December .
g evaluation team 2015 Efficiency (CALSPREE)
g programs
2 Interviewed PA staff regarding the budget
o Conduct In- . .
c allocation and tracking process, as well as October-
= Depth o . PA program staff and
S Interviews with the activities conducted with the allocated November marketing staff
s PAs budget; interviews focused on specific energy 2015
% efficiency programs selected in advance
‘®
a Develop a Organized PA-provided data into an AUBUSL | 513-2014 CALSPREE
€ Matrix of ME&O aggregated data file for use in analysis October programs
© Activities 2015
)
(@] i i -
2 Develop Aggregated PA data: as well as information October 2013-2014 CALSPREE
Program gleaned from interviews, to develop a December rosrams
Highlights description of specific programs 2015 prog
April
s 3 In-Depth Conducted eight interviews with 10U, REN, 2015, 10U, REN, CSE, and
=T ) Interviews CSE, and CPUC staff March CPUC staff
£25 2016
= 0 "'La . K
§ ‘8 ﬁlc;oergl]natmn Observed SW ME&O Lead Generation 2015- SW ME&O Program
© g . Meetings and Stakeholder Meetings 2016 Stakeholders
Observations
< 2 Conducted 10 focus groups in five different
g 2 locations across California to explore the November Residential utilit
2 512_ Focus Groups consumer experience with ME&O, as well as 10-18, customers y
S0 the market for energy management more 2015
cg broadly
Reviewed secondary data provided by the
c Secondary Data PAs about customer engagement with December | Q1-Q2 2016 select PA
-’(%” *2 Review y selected Q1-Q2 ME&O campaign activities, 2015- ME&O campaign
2o as well as to inform an evaluability June 2016 program materials
€ g .
89 assessment of campaigns
3 2 Range of residential
w 2 Consumer Six surveys with PA customers to evaluate June-July | customers depending
= Surveys ME&O campaign achievements 2016 on campaign being

evaluated (see Table 8)
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The following sections provide detailed information about each activity.

3.1 Program Design and Implementation

The purpose of the program design and implementation effort was to learn how the PAs developed, planned,
documented, and assessed their ME&QO activities. The evaluation team performed four activities as part of
this effort: We reviewed data provided by the PAs, conducted in-depth interviews with staff from the PAs, and
developed an activities matrix based on data supplied by the PAs. We then summarized each of their ME&O
activities during 2013-2014 and provide additional context to findings about their budget allocation,
expenditures, and associated activities through a more detailed review of illustrative programmatic activities
in 2014 (see Volume lIl). We provide additional detail about each research activity in the sections below.

Given the substantial scope of the PA marketing activities, our documentation is based on only a sample of all
the ME&O efforts. We focus on marketing activities that promote the six CALSPREE programs in California in
2013-2014: Energy Upgrade California Home Upgrade Program, Multifamily Energy Efficiency Rebates, Plug
Load and Appliances (PLA), Residential Energy Advisor (REA), Residential HVAC and Residential New
Construction. Each 10U serves as its service area’s implementer for all six of these programs, while the RENs
implement two of the programs.19

The evaluation team, working with the CPUC, selected 2013-2014 CALSPREE programs because these
programs are administered by the PAs rather than third parties, they represent a substantial portion of
marketing budgets,20.21 and they cover similar target audiences to the SW ME&O program. Within CALSPREE
programs, we selected 27 programs that conducted ME&QO during the program cycle. We also selected five
non-CALSPREE programs that conducted ME&O during the program cycle, for a total of 32 unique programs.
We draw our findings from a series of research activities including a review of PA tracking data, multiple rounds
of in-depth interviews with the PAs, as well as in-depth interviews with CSE. We provided results from these
evaluation activities to stakeholders in March 2016 and include detailed information on PA ME&O in Volume
I1.22 Note that we also include findings from the SW ME&O evaluation effort, which covers 2014-2015.23

3.1.1 Review ME&O Data

In July 2015, Opinion Dynamics requested copies of marketing plans, listings of 2014 ME&O activities, and
relevant marketing materials/collateral from each PA. After completing in-depth interviews with each PA (see
below), we issued additional data requests or follow-up questions (October-December 2015). We gathered

19 RENs implement fewer programs given their newer role in implementing energy efficiency programs. These include the Energy
Upgrade California Home Upgrade Program (and its associated Multifamily component), in addition to other local programs (e.g., Codes
& Standards, Financing, and Green Building Labeling). We describe these in detail in Volume II.

20 Note that does not include all PAs ME&O budgets for the given timeframe, as it excludes commercial, third party and non-energy
efficiency related efforts.

21 The CALSPREE program marketing budgets represent approximately 37% of the total marketing budget ($28 million out of $75
million). However, documentation regarding total budgets differ across 10U and CPUC sources, making this value an approximate of
total budgeted. See Volume Il for more detail.

22 |In Volume I, we also summarize each of the PAs ME&O activities during 2013-2014 and provide additional context to findings about
their budget allocation, expenditures, and associated activities through a more detailed review of illustrative programmatic activities
in 2014.

23 For information on the methods used for that study, see the SW Verification and Integrated Effectiveness Study.
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additional information from the California Energy Efficiency Statistics24 website, including ME&O budget and
expenditures, program implementation plans (PIPs), and annual narratives describing program goals for ME&O
activities. Opinion Dynamics conducted a review of these materials to understand what data were available,
document ME&O-associated activities, and develop a series of interview questions about the marketing efforts
used to promote the programs selected for review.

3.1.2 Conduct In-Depth Interviews with Program Administrators

Following the receipt and review of marketing data, in October and November 2015, we conducted one in-
depth interview with each of the six PA’s marketing staff, EM&V staff, and in some cases associated energy
efficiency program managers. The goals of these interviews were to gain additional understanding about the
data we had received and the overall process of allocating ME&O budgets across programs, to learn about
marketing strategy development, and to discuss activity performance during 2014. We also discussed one or
two of the PA’'s CALSPREE programs that would be good candidates for in-depth analysis. Further, we
conducted these interviews to better understand how budgets were developed, allocated, and spent, as well
as how marketing activities were developed, targeted, and deployed.

3.1.3 Develop a Matrix of ME&O Activities

We reviewed marketing materials, calendars, and plans to develop a detailed listing of 2014 ME&O activities.
This includes, where available, information on marketing channels that the PAs used, their target audiences,
marketing objectives and goals, metrics for those objectives, and results of individual activities. We corrected
inaccuracies in the tracking data where we identified contradictory information or where PAs stated that the
data should be corrected. In all cases, any corrections were approved by the PAs.

3.1.4 Develop Program Highlights

To understand ME&O planning and implementation processes more fully, we also studied one or two of each
of the PA’s statewide CALSPREE programs in detail (11 out of the 27 CALSPREE programs for which the PAs
reported doing marketing activities in that program cycle, reflecting 65% of the total sample ME&O budget).
We selected these case studies using a semi-structured approach. For five of the six PAs, we selected two
programs: the first was the program with the largest ME&O budget (as a percentage of total program budget),
and the second was suggested by the PA as representative of its typical approach to ME&O. The sixth PA,
BayREN, implemented significant ME&O activities for only one program. Table 3 lists the programs we
selected.

To develop these program highlights, we incorporated our review of ME&O data, in-depth interviews with PAs,
and our matrix of ME&O activities. This included documenting all of the PA-supported programs that were
promoted, organizational structure, and planning and strategy development. For each selected program, we
document their 2014 activities, budget and spending, and the approaches each PA used to assess
performance.

24 http://eestats.cpuc.ca.gov/.
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Table 3. Highlighted CALSPREE Programs

Program Selected

Administrator By Program Name Brief Description
] Offers incentives to customers for completing whole home
Evaluation Energy Upgrade retrofits. Customers must complete the retrofits through a
BayREN Team California Home participating contractor. BayREN also offers the Home Upgrade
Upgrade Program Advisor service, which provides customers with hands-on
assistance with planning and completing a home upgrade.
Evaluation Uses Home Energy Reports (HERs) and the Home Energy Check-
Team REA Up (HEC) online tool to engage customers and encourage
PGAE participation in energy programs.
Energy Upgrade Offers incentives to customers for completing whole home
PA California Home retrofits. Customers must complete the retrofits through a
Upgrade Program participating contractor.
Evaluation Uses HERs, mail-in surveys on energy use, and interactive online
Team REA tools to engage customers and encourage participation in
ggﬁ;grenrir; energy programs.
Edison (SCE) PA ggbmaieinfragﬁ I;Z)ifltﬂ:noy Offers rebates and incentives for purchasing and installing high-
PLA progrgm) efficiency appliances.
Evaluation Offers rebates and incentives for purchasing and installing high-
Soqther.n Team PLA efficiency appliances; this study focuses on point of purchase
gallfornla (POP) rebates only (not appliance recycling).
as
Company Energy Hero A marketing campaign that promotes three CALSPREE program
(SCG) PA Campaign™** offerings: Whole Home/Home Upgrade, PLA, and Energy
paig Efficiency Starter Kits.
Evaluation Energy Upgrade Offers incentives to customers for completing whole home
Team California Home retrofits. Customers must complete the retrofits through a
SDG&E Upgrade Program participating contractor.
Uses HERs, mail-in surveys on energy use, and interactive online
PA Home Energy Advisor* | tools to engage customers and encourage participation in
energy programs.
Evaluation Energy Upgrade Offers incentives to customers for completing whole home
Southern Team | California Home retrofits. Customers must complete the retrofits through a
(éaln_‘ormla Upgrade Program participating contractor.
egiona
Engrgy Trains and certifies “green” real estate professionals and
Network PA Green Building connects homebuyers with “green home agents” who can
(SoCalREN) Labeling** advise customers about rebates and financing to undertake
energy efficiency upgrades when they purchase a home.

Source: 2014 Annual Narratives provided on EESTATS.
* SDG&E refers to its SW REA program as “Home Energy Advisor.”
**Reflects campaigns or local program efforts.

3.1.5 Limitations

This study involved gathering a large amount of qualitative data, which the evaluation team used to organize,
review, analyze, and interpret. Our research faced a few important limitations consistent with qualitative
research:
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B Generalizability: While we developed many of our findings through systematic analysis of 2014 data
from all PAs, we also used case study analyses to develop program-specific insights and to facilitate
an in-depth study of ME&O implementation beyond a budgetary analysis. Due to the broad nature of
ME&O activities and available evaluation budget, the evaluation team needed to focus the study by
selecting a smaller number of programs for in-depth analysis. In general, the team used this approach
where we found it to be too costly to complete research across the full portfolio of ME&O activities
implemented by each ME&O administrator. Case study analysis is an appropriate tool given that each
PA operates within a unique context (e.g., target community demographics, number of programs,
program stakeholders). However, case studies limit our ability to draw universal conclusions about the
broader state of ME&O for all CALSPREE programs and administrators. By design, this study also
excludes non-residential or third-party programs. To address this issue, we make statements related
to our specific scope and do not generalize to all efforts.

B Subjective Assessments: In many cases, the administrators do not set defined objectives or success
criteria for ME&O activities and do not have quantitative results for their ME&O activities. As a result,
administrators’ assessments of their ME&O performance tend to be subjective. Thus, to gauge overall
performance of ME&O activities, we asked administrators to state qualitatively whether their activities
met expectations. These responses are naturally subjective. A related limitation is recall bias. Given
limited data (documented below), Opinion Dynamics relied on PAs to discuss activities conducted over
the past 2 years; given this lag, it is likely that there was some degree of recall bias. To distinguish our
objective evaluations from subjective self-reports, we took care to note which statements come from
interviewees and which assessments are our own.

B Data Availability: One important limitation that can be associated with qualitative research is the
availability and reliability of sources and types of data. The level of detail in our analysis is limited by
the degree of aggregation in source data from the PAs. Unfortunately, some PAs track ME&O activity
budgets and performance only at an aggregated level (see Section 4 for an overview across PAs). For
example, some I0Us group multiple marketing activities into one budget category (for example,
grouping homeowner workshops, community events, direct mail, email blasts, print ads, and other
activities). As a result, information is not always available on how specific activities performed. Cases
like these limited us to a relatively coarser analysis than would have been possible if PAs tracked more-
detailed budget and performance metrics. As such, our findings and conclusions reflect the data
provided, but may not sufficiently reflect the universe of ME&O activities and their associated
implementation processes. We note within the report where sparse data limit our ability to draw
conclusions and provide recommendations that can support future evaluation efforts.

To address these limitations, the evaluation team took detailed notes of meetings and interviews, recorded
and transcribed interviews, and developed analytical matrices to ensure that the qualitative analysis was well
documented and transparent to internal reviewers.25 This approach provided a systematic way for staff to
review findings across stakeholders and ultimately create a summary of results across a set of themes. Using
the tactics described above helps ensure that the qualitative analysis performed is systematic across the PAs
evaluated and that methods and results are well documented and transparent to the evaluation team so that
findings are well substantiated.

25 PG&E did not agree to having Opinion Dynamics record the interview.
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3.2 Coordination across ME&O Efforts

These evaluation efforts were conducted in support of understanding coordination efforts across the various
ME&O administrators and stakeholders. At a high level, the goals of these tasks are to:

1. Document the ways in which ME&O administrators are currently coordinating with one another, assess
the effectiveness of the coordination, and identify potential opportunities for improvement

2. Explore the barriers and benefits to developing and implementing a consumer referral process from
CSE'’s statewide website to PA programs

3.2.1 In-Depth Interviews

Opinion Dynamics conducted two sets of in-depth interviews with the staff from eight organizations: four I0Us,
two RENs, CSE, and the CPUC. These results supplement findings from previous interviews that Opinion
Dynamics conducted in November 2014 to inform the development of the 2013-2015 Cross-Cutting Process
Study Research Plan.26 The first set was conducted in April 2015, followed by a subsequent round of interviews
in March 2016. The purpose of these interviews was to provide an updated assessment of the coordination
occurring between PA and SW ME&O efforts.

3.2.2 Observation of Statewide ME&O Coordination Meetings

The evaluation team observed meetings in which SW ME&O program stakeholders discussed SW ME&O
efforts. These included quarterly SW ME&O stakeholder meetings, as well as Energy Upgrade California Lead
Generation Working Group Meetings. In total, the evaluation team attended four stakeholder meetings and
four Lead Generation Meetings. The Lead Generation Working Group sessions are hosted by CSE and attended
by representatives of various California 10Us, including SDG&E, SCE, PG&E, and SCG. Representatives from
BayREN, BKi (a California company that works in the energy, water, and transportation sectors), the CPUC,
and Opinion Dynamics also participated in the working group sessions.

3.2.3 Limitations
As with any in-depth interviews and qualitative data processing, results may be subjective. As a result, we used
experienced qualitative interviewers, took detailed notes of meetings and interviews, recorded and transcribed

interviews, and developed analytical matrices to ensure that the qualitative analysis is well documented and
transparent.

3.3 Consumer Perspectives

3.3.1 Consumer Engagement with ME&O

An evaluation objective was to learn more about how consumers engage with energy management ME&O,
particularly when it comes from multiple sources.

26 Opinion Dynamics. June 2015. 2013-2015 ME&O Cross-Cutting Process Study Research Plan. Prepared for the CPUC.
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3.3.2 Focus Groups

The focus groups were designed to explore the consumer experience with ME&O, as well as the market for
energy management more broadly. As part of this effort, the evaluation team looked at how ME&O efforts
resonate with consumers, and particularly how consumers perceive information shared by the PA and SW
campaign. Given consumer exposure to ME&O from a wide range of sources (I0OU, REN, and SW among others)
focus groups were designed to understand the information seeking process and competing sources of
information, as well as to share and discuss marketing from each administrator on similar topics where
possible (e.g., marketing efforts from each administrator on residential appliances) to identify potential market
confusion.

The evaluation team conducted ten focus groups from November 10t to November 18th, 2016 (n=8-10 per
focus group) in five different locations across California as seen in Table 4. Each session was conducted in
English and lasted approximately one hour and a half. Focus groups were composed of residential energy
customers, and participants were recruited from the appropriate geographic area by phone. As part of the
recruitment process, the research team screened respondents’ eligibility based on their zip code and utility
provider. Recruitment criteria was developed to strike a balance on core demographics—for example age,
gender, home ownership, and income. In addition, consumer segmentation data was used to understand
differences in attitudes across different population segments.

Table 4. Focus Group Dates and Locations

Location \ Date | # of Groups
San Francisco | Tuesday, November 10th 2
Oakland Wednesday, November 11t 2
San Diego Monday, November 16t 2
Riverside Tuesday, November 17th 2
Marina del Rey | Wednesday, November 18t 2

As part of the group discussions, the evaluation team displayed the marketing collateral detailed in Table 5.
The team selected these materials based on responses to its data request with the goal of identifying programs
or programmatic areas that both the PAs and CSE communicated to consumers.

Table 5. Marketing Collateral Shown in Focus Groups

Region Program/Topic \ Creative Materials to be Shown \
e PG&E - Home Upgrade email
Whole Home e Bay REN - Home Upgrade Flyer
Bay Area e CSE - Home Upgrade Fact Sheet

e CSE - Flyer
e PG&E - Direct Mail

e SCG - Energy Hero Flyer
Appliance Rebates e SCE - Summer Readiness handout
e CSE - Appliance Brochure

e The Energy Network (SoCalREN) - Whole Home Flyer
Whole Home e SCE - Whole Home Upgrade brochure
e CSE - Home Upgrade Fact Sheet

Appliance Recycling

Southern California
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Program/Topic Creative Materials to be Shown

e SDG&E - Whole Home Fact Sheet
e CSE - Home Upgrade Fact Sheet

e SDG&E - SDG&E Appliance Rebate Handout
e CSE - CCSE Appliance Rebate Handout

e SDG&E - SDG&E Appliance Recycling Handout
e CSE - CCSE Appliance Recycling Handout

Whole Home

San Diego Appliance Rebates

Appliance Recycling

3.3.3 Limitations

Our research faced a few important limitations:

B Focus groups are a powerful qualitative research method that can provide more detailed and nuanced
insight than structured quantitative surveys. However, because focus groups are conducted with a
small sample of customers, require a significant amount of time, and require that customers be
comfortable in a group setting, the results may not be representative of all customers. When recruiting
customers, we focused on enlisting a cross-section of customers based on demographics. To ensure
that the groups were not comprised of “professional” focus group participants, we only recruited
customers that had not participated in a focus group for at least a year.

B Focus groups can be difficult to manage if one or two participants dominate the group. Some people
are also more reluctant to share their views. As a result, focus group results can reflect the results of
just a handful of participants. We addressed this methodological limitation by using experienced focus
group moderators who are skilled at providing opportunities to all group members to contribute to the
discussion.

3.4 ME&O Campaign Achievements

A core aspect of the research effort addressed five central questions of interest related to customer
engagement with, and effectiveness of, PA marketing. As documented below, these questions focused on
exploring customer engagement with specific ME&O campaigns,27 their perceptions of the marketing that they
are exposed to, and the achievement of campaign objectives.

B How many customers are exposed to the marketing campaign?

B What effect does the marketing campaign have on the target market in terms of awareness of
marketed programs and offerings?

B Do customers find the information they received clear?
B Do customers take action or are they likely to take action due to the marketing?

B How effective is the campaign in achieving its objectives?

27 We define a “campaign” as a specific, defined series of activities used to market a product or service. An “activity” is messaging
and/or collateral delivered through a specific channel. The rationale for developing summaries at a campaign level is that a campaign
reflects the PA’s integrated marketing strategy and captures multiple points of customer exposure. Further, many administrators
indicate that they develop objectives and measure results at the campaign level.
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To answer these questions, the evaluation team worked with the CPUC and PAs to identify one campaign per
PA for assessment. Due to the broad nature of ME&O campaigns deployed by the PAs, the evaluation team
needed to identify areas of focus to address these research questions. In general, the evaluation used this
approach where we believed it would be too burdensome or costly to complete research across the full
portfolio of ME&O activities implemented by each PA. As a result, findings presented from this assessment are
not generalizable to the full suite of marketing campaigns offered by the PAs. However, our selected
campaigns represent a little more than a third of all Q1 2016 marketing activities. Further, our selected
campaigns generally align closely with the population in terms of channel mix, though the selections slightly
over represent email activities. We selected 6 campaigns out of 27 available residential campaigns offered
during the given time frame.

Given the timing of the evaluation efforts, and the seasonal component to PA marketing, our team focused on
exploring customer engagement for campaigns deployed around the first quarter 2016. This allowed our team
to gauge near real-time exposure to the campaigns and reflected when the PAs indicated that their greatest
volume of marketing activities would occur. We used the following criteria, established through discussions
with the CPUC and PAs, to select each campaign:

B Broad coverage of ME&O activities: We selected campaigns that involved the implementation of ME&O
activities across a wide range of channels.

B Represent the most common marketing activities statewide: Across all of the PA’'s Q1 2016 activities,
the five most common marketing channels are email, events/workshops, direct mail, website, and
telephone calls. Where possible, we selected campaigns that also used many of these channels.

B Include activities that provide an opportunity to speak directly with customers: We selected campaigns
for which recipient contact information was available for many activities (i.e., phone numbers, emails,
addresses).

Prior to selecting the campaigns, the evaluation team also worked with each PA to assess the evaluability of
each campaign. This process involved multiple rounds of in-depth interviews with each PA and data review
over the course of several months. In particular, we focused on identifying campaigns where we could speak
directly with residential customers exposed to the campaign. Not all campaigns in our sample frame supported
primary data collection, so our team selected from a sample of campaigns where customer contact
information was available or general population survey efforts were appropriate. The PA campaigns that we
selected are listed in Table 6.

Table 6. PA ME&O Selected Marketing Campaigns

z:iorﬁirr?ir:trator Ebee

BayREN Energy Upgrade California Home Upgrade Program Q1 Marketing Campaign

PG&E REA Q1 Marketing Campaign

SDG&E Califorr?ia AIterna’Five Rates for Energy (CARE) and Energy Savings Assistance (ESA) Programs Q1
Marketing Campaign

SCE Energy Upgrade California Home Upgrade Program Q2 Marketing Campaign

SCG Energy Hero Winter 2015 Campaign and Spring 2016 Cold Water Washer Campaign

SoCalREN Energy Upgrade California Home Upgrade Program Q1 Marketing Campaign

Once selected, our research addressed two overarching objectives. The first objective was to document the
core activities that each PA completed during the campaign to examine how well these activities align with the
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program theory and stated program goals, as well as to assess program performance associated with these
goals. Second, we assessed the success of a specific marketing activity within the campaign by examining the
customer engagement with the campaign. Evaluation activities were similar for all campaigns and are outlined
in Table 7 below.

Table 7. ME&O Campaign Evaluation Activities Summary

Evaluation Task \ Respondent Group \ Brief Description

Data request and interview with program staff; final determination of
evaluation activities

Evaluability Assessment | Program Staff

Secondary Review of Review of secondary data provided by each PA on progress as of the

ME&O Accomplishments n/a end of the campaign compared to goals
For each PA, a customer survey to understand awareness and recall
Customer Surveys See Table 8 of the program and ME&O received, their perceptions of the clarity of

the ME&O, and ME&O influence on actions they’ve taken or plan to
take toward participating in the targeted program

3.4.1 Secondary Data Review

For all campaigns, we reviewed secondary data provided by the PAs about each campaign including
communications plans, budgets, metrics, success criteria, and outcomes for all activities. We then compared
campaign goals for customer engagement with secondary data provided. The type of secondary data and
metrics reviewed varied across the different campaigns.

3.4.2 Customer Surveys

We conducted surveys with PA customers to assess campaign achievements from the customer perspective.
We measured achievement in a broad sense in terms of driving awareness and knowledge of the targeted
program and the clarity and usefulness of the information marketing provided. We also looked at customer
ability to recall the ME&O as well as its influence on consumers’ decisions to take the actions specified by the
campaign. The survey mode and respondent groups varied across campaigns (Table 8Table 8). We provide
more detail on the survey methods used for each campaign below.

Table 8. ME&O Campaign Survey Respondent Groups

Campaign Survey Mode Respondent Group \

Homeowners who received Q1 workshop invitation emails from
Internet BayREN, attended workshops, or contacted the Home Upgrade
Advisor call center

BayREN Energy Upgrade California
Home Upgrade ME&O Campaign

Residential customers who received the Q1 digital Energy
Advisor newsletter and/or completed the HEC Tool in Q1 2016

Low-income households (English and Spanish speaking), of
whom had signed up and were deemed eligible for CARE and
ESA during Q1 2016

PG&E REA ME&O Campaign Internet

Internet and

SDG&E CARE/ESA ME&O Campaign Telephone

SCE Energy Upgrade California
Home Upgrade ME&O Campaign

SCG Energy Hero ME&O Campaign Internet General population living within SCG service territory

Internet Residential customers who received Q2 email from SCE

Homeowners who received Q1 newsletters from SoCalREN,
Internet attended workshops, or contacted the Home Upgrade Advisor
call center

SoCalREN Energy Upgrade California
Home Upgrade ME&O Campaign
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We conducted additional research activities for three programs. For BayREN, we reviewed call center volume
in relation to ME&O efforts. For SCE, we used secondary data to look at how aggregate measures of customer
engagement, specifically call center volume and SCE landing page website traffic, changed over the course of
Q2 in relation to campaign activities. For SDG&E, we reviewed the results of a CARE Customer Satisfaction
survey that SDG&E conducted in the fall of 2015.

BayREN Energy Upgrade California Home Upgrade ME&O Campaigh Homeowner Internet Survey

Opinion Dynamics conducted an internet survey targeting homeowners exposed to Q1 2016 marketing efforts
from BayREN that promoted the Energy Upgrade California® Home Upgrade Program. The objective of the
survey was to assess the role that BayREN marketing efforts played in moving consumers along the path
toward participation in the program. We also explored the influence of marketing efforts on actions taken in
Q1 or Q2 2016 or future plans.

As shown in Table 9 below, our survey target population was consumers who received Q1 marketing, attended
a workshop, or engaged with a Home Upgrade Advisor. All of these customers signed up to receive
communications from BayREN. BayREN provided us with a list of all customers who were exposed to Q1
marketing. To maximize the number of completed interviews, we attempted to complete interviews with all
customers in the population. Because this survey was a census attempt, the concept of sampling error does
not apply. Therefore, we do not provide estimates of precision associated the survey estimates. The survey
results are subject to other sources of error as noted above and discussed further in the Research Limitations
section.

Table 9. BayREN Energy Upgrade California Home Upgrade Program ME&O Campaign Survey Population

Number of Contact Emails \

Consumer Touchpoint . Completed
Population Surveys*

Consumers Who Received Q1 2016 Marketing Efforts

Received a workshop invitation via email in Q1 2016 213 19

Attended a Homeowner Workshop in Q1 2016 42 4

Consumer Who Took Action in Q1 2016

Contacted a Home Upgrade Advisor about participating in the program* 371 34

Total Unique Emails* 590 50

* Does not sum because some contacts fall into multiple categories.

Opinion Dynamics sent an email survey invitation to 590 consumers on June 24, 2016. After sending four
email reminders to complete the survey, we pulled the survey from the field on July 21, 2016. A total of 50
customers completed the survey. The final American Association of Public Opinion (AAPOR) Response Rate 3
(RR3) was 8.5%.28 We calculated the RR by dividing the number of completed interviews by the total number
of potentially eligible respondents. Survey dispositions and RR formulas can be found in Volume lIl.

28 American Association of Public Opinion (AAPOR) provides formulas for calculating four different response rates (RRs). They differ in
terms of the treatment of partial interviews and sample units with unknown eligibility. We used AAPOR’s RR3 for all surveys, which
treats partial interviews as refusals and includes an estimate of eligibility for unknown sample units.
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PG&E Residential Energy Advisor ME&O Campaign Assessment

In Q1 2016, PG&E’s campaign included a number of activities marketing its HEC tool, which is part of its REA
program. Opinion Dynamics conducted an internet survey with PG&E customers who received marketing
materials or had direct experience with the HEC. The objective of the survey was to assess awareness of the
HEC and recall of PG&E's Q1 marketing efforts, the clarity and relevance of the January 2016 Energy Advisor
email newsletter messaging, and the effectiveness of Q1 marketing efforts in inducing completion of the HEC.

As shown in Table 9, our target population are customers who received the Q1 Energy Advisor newsletter
and/or completed the Home Energy Checkup during Q1 2016. Customers received the newsletter from PG&E
if they signed up to receive it. PG&E provided us with a complete list of the target population. A simple random
sample from this population would have resulted in a relatively small number of completed interviews with
customers who had enough contact with the marketing to comment on their experiences with it. As the aim of
the survey was to understand customer experiences with the marketing, we oversampled customers with
higher levels of engagement with marketing materials to ensure that we completed enough interviews to
assess customer experiences with the newsletter and the HEC. We thus oversampled customers who either
opened the newsletter, opened the newsletter and clicked on the HEC advertisement in the newsletter, and/or
who had completed the HEC during Q1 2016. Table 9 shows the survey sample frame and completed surveys
by level of engagement with the newsletter and HEC tool completion.
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Table 10. PG&E Residential Energy Advisor Program ME&O Campaign Survey Population 2

_ Population ‘ Sample 2 Sl Precision at 90%
Customer Touchpoint Interviews 2 Confidence
Number | Percentage | Number | Percentage | Number | Percentage Interval
Customers who Received January 2016 Energy Advisor Newsletter
Received Newsletter, Did Not Open 1,334,270 25%| 6,000 26% 169 11% 6.3%
Completed HEC 14,452 0.3% n.d. n.d. 66 4%
Did not Complete HEC 1,319,818 24% n.d. n.d. 103 7%
Received Newsletter, Opened 392,929 7% | 6,000 26% 458 30% 3.8%
Completed HEC 7,072 0.1% n.d. n.d. 20 6%
Did not Complete HEC 385,857 7% n.d. n.d. 368 24%
Received Newsletter, Opened and Clicked on HEC Link 6,190 0.1%| 5,821 25% 705 47% 2.9%
Completed HEC 1,449 0.03% n.d. n.d. 225 15%
Did not Complete HEC 4,741 0.1% n.d. n.d. 480 32%
Total Newsletter Recipients 1,733,389 32% | 17,821 76% | 1,332 89% 2.3%
Completed HEC 22,973 0.4% n.d. n.d. 381 25%
Did not Complete HEC 1,710,416 32% n.d. n.d. 951 63%
Customers who Did Not Receive January 2016 Energy Advisor Newsletter?
Total 3,666,611 68%| 5,634 24% 173 11% 6.3%
Completed HEC 23,800 0.4% 827 4% 173 11%
Did not Complete HEC 3,642,811 67% 0 0% 0 0%
Grand Total 5,400,000 23,455 1,505 2.1%

a Note about the sample: Subgroup percentages for "Completed HEC" are not available based on the way PG&E was able to provide data to the evaluation team. The
data request response included one file of customers who completed HEC in Q1 2016 and one file of customers who received the newsletter. Prior to fielding, we
merged the two files, removing duplicate customers found in both files. Customer IDs found in both files can be affirmatively categorized as "completed HEC in Q1 2016,
received newsletter," however the lack of a match across files does not confirm that a customer didn't, for example, take the HEC in Q1 2016 (or at other points in time,
such as Q4 2015 or Q2 2016) or didn't get the newsletter (because each file was a sample). b: Note about customers who did not receive the January 2016 newsletter:
Because PG&E communicates about HEC through avenues in addition to the email newsletter, those who did not receive the newsletter may have received information
about HEC through other means, such as bill inserts or a mailer.

opiniondynamics.com Page 27



Evaluation Methodology

Opinion Dynamics sent an email survey invitation to 23,455 customers on June 21, 2016. After
sending three email reminders to complete the survey, we pulled the survey from the field on July 7,
2016. A total of 1,505 customers completed the survey. The final AAPOR RR3 was 6.4%.28 We
calculated the RR by dividing the number of completed interviews by the total number of potentially
eligible respondents. Survey dispositions and RR formulas can be found in Volume lll.

To account for the oversamples, we weighted the survey results so the overall sample was
representative of the population of customers who received the Q1 newsletter and/or completed the
HEC tool in Q1 2016.2° Many of our analyses focused on subgroups that differed by their level of
engagement with the marketing materials, which required creating additional weights for use in those
analyses. The tables below provide the details for the eight different weights that we use in our survey
analysis to provide transparency about the data weighting approaches we used to account for the
survey over-sampling approach.

Table 11. Weights Reflecting Population of Q1 Newsletter Recipients (Weight A)

Population Compl_eted Weight A
Interviews

Received newsletter, did not open newsletter
Did Not Complete HEC Tool 1,319,818 103 9.847
Completed HEC Tool 14,452 66 0.168
Received newsletter, opened newsletter
Did Not Complete HEC Tool 385,857 368 0.806
Completed HEC Tool 7,072 90 0.060
Received newsletter, clicked through newsletter
Did Not Complete HEC Tool 4,741 480 0.008
Completed HEC Tool 1,449 225 0.005
Total Unique Emails 1,733,389 1,332 -

Table 12. Weights Reflecting Full Sample Frame (Weight B)

Population Sample \ Weight B
Did not receive newsletter
Completed HEC Tool \ 827 | 173 | 0.004
Received newsletter, did not open newsletter
Did Not Complete HEC Tool 1,319,818 103 0.190
Completed HEC Tool 14,452 66 11.120
Received newsletter, opened newsletter
Did Not Complete HEC Tool 385,857 368 0.910
Completed HEC Tool 7,072 90 0.068
Received newsletter, clicked through newsletter
Did Not Complete HEC Tool 4,741 480 0.009
Completed HEC Tool 1,449 225 0.006
Total Unique Emails 1,734,216 1,505 -

29 We asked all respondents whether they had completed an HEC regardless of whether the PG&E data indicated that they
had. Approximately 15% of responses did not match PG&E data. Some responses conflicted with PG&E’s records. Specifically,
not all customers that completed the HEC according to PG&E records recall having done so, and some customers who did
not complete the HEC during Q1 2016 per PG&E records tell us that they have completed the HEC. In our analyses, our
definition of HEC completion is limited to those respondents who both show up in PG&Es records and who self-report
completion in the survey.
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Table 13. Weights among Q1 Newsletter Recipients Who Did Not Open It (Weight C)

Population Sample Weight C
Received newsletter, did not open newsletter
Did Not Complete HEC Tool 1,319,818 103 1.623
Completed HEC Tool 14,452 66 0.028
Total Unique Emails 1,334,270 169 -

Table 14. Weights among Q1 Newsletter Recipients Who Opened It (Weight D)

Population Sample | WeightD
Received newsletter, opened newsletter
Did Not Complete HEC Tool 385,857 368 1.222
Completed HEC Tool 7,072 90 0.092
Total Unique Emails 392,929 458 -

Table 15. Weights among Q1 Newsletter Recipients Who Opened It and Clicked on HEC Link

(Weight E)

Population Sample | WeightE
Received newsletter, clicked through newsletter
Did Not Complete HEC Tool 4,741 480 1.125
Completed HEC Tool 1,449 225 0.733
Total Unique Emails 6,190 705 -

Table 16. Weights among Customers Who Completed HEC Tool in Q1 2016 (Weight F)

Population Sample | WeightF
Received newsletter, did not open newsletter
Completed HEC Tool | 14,452 | 66 3.632
Received newsletter, opened newsletter
Completed HEC Tool | 7,072 | 90 | 1303
Received newsletter, clicked through newsletter
Completed HEC Tool 1,449 225 0.107
Total Unique Emails 22,973 381 -

Table 17. Weights among Customers Who Received Newsletter and Did Not Complete HEC Tool in

Q1 2016 (Weight G)
Population Sample \ Weight G
Received newsletter, did not open newsletter
Did Not Complete HEC Tool ‘ 1,319,818 ‘ 103 7.125
Received newsletter, opened newsletter
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Population Sample \ Weight G
Did Not Complete HEC Tool 385,857 368 0.583
Received newsletter, clicked through newsletter
Did Not Complete HEC Tool 4,741 480 0.005
Total Unique Emails 1,710,416 951 -

Table 18. Weights Reflecting All Customers Who Completed HEC Tool in Q1 2016 (Weight H)

Population Sample | Weight H
Did not receive newsletter
Completed HEC Tool | 827 | 173 0.111
Received newsletter, did not open newsletter
Completed HEC Tool | 14452 | 66 5.097
Received newsletter, opened newsletter
Completed HEC Tool | 7072 | 90 1.829
Received newsletter, clicked through newsletter
Completed HEC Tool 1,449 225 0.150
Total Unique Emails 23,800 554 -

SCE Home Upgrade California Home Upgrade ME&O Campaign Assessment

Opinion Dynamics conducted an internet survey with customers who were sent an email marketing for
the Energy Upgrade California Home Upgrade Program in May 2016. The main objectives of the survey
were to assess customer recall of any of the Q2 program marketing activities and to assess the
effectiveness and influence of the Q2 email on customer actions related to the program.

The target population for the survey was the 337,291 customers to whom SCE sent the Q2 2016
email.30 Opinion Dynamics sent an email survey invitation to a random sample of 24,000 customers
on June 24, 2016. After sending three email reminders to complete the survey, we pulled the survey
from the field on July 14, 2016. A total of 1,128 customers completed the survey (Table 19). The final
AAPOR RR 3 was 4.7%. We calculated the RR by dividing the number of completed interviews divided
by the total number of potentially eligible respondents. Survey dispositions and RR formulas can be
found in Volume Il

Table 19. SCE Energy Upgrade California Home Upgrade Program Event Follow-Up Survey Summary

Precision at 90%
Confidence Interval

337,291 24,000 1,128 2.4%

Population Completed Interviews

30 SCE provided a listing of all marketing activities and customers reached through each activity. SCE indicated that the email
was sent to 329,038 customers in that request. When SCE sent us the sample for the survey, they sent us 337,617
customers. We removed 326 SCE email addresses from this database at SCE'’s request (i.e., name@sce.com). For the
purposes of this survey, the remaining 337,291 customers serve as our target population. In our review of all campaign
activities in Chapter 6, we use the number provided in the original data request (329,038).
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SCG Energy Hero ME&O Campaign Assessment

The Energy Hero campaign primarily used mass media marketing techniques, so we conducted a
general population survey to assess this campaign. The purpose of this survey was to gauge customer
awareness of the Energy Hero campaign, recall of Energy Hero campaign materials, and the
effectiveness of these materials. The survey also measured awareness of other SCG energy efficiency
programs.

We fielded the survey using an internet panel provided by YouGov. YouGov employs a sample-matching
approach to draw a representative sample of the target population from its panel members. The
sample for the survey was matched to the California population in terms race, gender, and age. The
target population for the survey was SCG residential customers. We surveyed customers whose zip
codes matched SCG service territory. Prior to analysis, we weighted the survey results to reflect the
SCG population in terms of age, gender, race, education, and geographic location.31

YouGov sent email survey invitations to 898 panel members, of which 121 were deemed ineligible
because they did not live in SCG territory. Atotal 250 people completed the survey, achieving an AAPOR
RR 3 of 37.3%. The survey was in the field between June 31 to July 11, 2016. Survey dispositions and
RR can be found in Volume lIl.

Table 20. SCG Energy Hero Survey Summary

Population \ Sample Frame Completed Interviews Precision at 90% Confidence Interval \
SCG Residential Customers 898 250 5.2%

SDG&E CARE/ESA ME&O Campaignh Assessment

Opinion Dynamics conducted a multi-mode survey with SDG&E customers who signed up and were
deemed eligible for CARE and ESA during Q1 2016. The purpose of this survey was to explore
customers’ recollection of program marketing, feedback about its clarity and usefulness, and the
influence marketing had on their decision to participate in the programs.

Based on a review of the available contact information for customers who recently signed-up for or
inquired about CARE/ESA, we determined that a multi-mode survey approach would be the most
effective fielding strategy. The survey included two methods of outreach:

B Online: We emailed a sample of all customers for whom we had an email address an invitation
to complete the survey on-line.

B Mail: We mailed customers for whom we did not have an email address, and who did not
inquire about the programs online (e.g., households that may have limited internet access) an
invitation to complete the survey online or over the telephone through our call center.

To encourage completion of the survey, we entered all respondents who completed the survey into a
drawing for $500. All respondents had the option to complete the survey in English or in Spanish.

The target population for our survey included customers who had applied for and were deemed eligible
for CARE or ESA in Q1 2016, of which the large majority had only applied for CARE (Table 21). A small
number customers had applied for both CARE and ESA. SDG&E provided us a complete list of the
survey target population. After removing duplicate customer records and invalid contact information,
our sample frame included 11,494 customers.

31 Weights were based on the 2013 American Community survey and weights larger than 4 were trimmed.
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Table 21. SDG&E CARE/ESA ME&OQO Survey Population

Program Population Sample Frame ?&Zﬂiﬁg
CARE Only 11,071 10,892 679
ESA Only 639 513 43
CARE and ESA 89 89 8
Total 11,799 11,494 730

We attempted to complete interviews with the 11,494 customers in the sample frame. Most
customers had email addresses. For these customers, Opinion Dynamics sent e-mail invitations using
an Opinion Dynamics e-mail account (Table 22).

We sent three reminder e-mails after the initial invitation. For customers without email addresses, we
sent a letter with instructions about how to complete the survey either online or over the telephone.
We did not send reminders to customers who were mailed the invitation to complete the survey. All
customers had the option to complete the survey in English or in Spanish. The survey was in the field
from July 12 - 27, 2016, and completed 730 interviews. The final AAPOR Response Rate Three was
6.3%. We calculated the response rate by dividing the number of completed interviews by the total
number of potentially eligible respondents. Survey dispositions and response rate formulas can be
found in Volume lll. Because this survey was a census attempt, the concept of sampling error does not
apply. Therefore, we do not provide estimates of precision associated the survey estimates. The survey
results are subject to other sources of error as noted above and discussed further in the Research
Limitations section.

Table 22. SDG&E CARE/ESA ME&O Completed Interviews by Survey Mode

Completed Interviews

CARE &
ESA

Survey Mode

CAREOnly ~ ESAOnly

Total

(E)rr:?r:LSurvey Invitation - Completed 607 43 ] 658
Mailed Survey Invitation 72 0 0 72
Completed Online 39 0 0 39

Completed by Telephone 33 0 0 33

Total 679 43 8 730

SoCalREN Energy Upgrade California Home Upgrade ME&O Homeowner Internet Survey

Opinion Dynamics conducted an internet survey targeting homeowners exposed to Q1 2016 marketing
efforts from SoCalREN that promoted the Energy Upgrade California® Home Upgrade Program. The
objective of the survey was to assess the role that SoCalREN marketing efforts played in moving
consumers along the path towards participation in the Energy Upgrade California® Home Upgrade
Program. We also explored the influence of marketing efforts on actions taken in Q1 or Q2 2016 or
future plans.

As shown in Table 23, our survey target population was consumers who received Q1 2016 marketing,
attended a workshop, engaged with a Home Upgrade Advisor, or began participating in the program.
All of these customers signed up to receive communications from SoCalREN. SoCalREN provided us
with a list of all customers who were exposed to Q1 marketing. To maximize the number of completed
interviews, we attempted to complete interviews with all customers in the target population. Because
this survey was a census attempt, the concept of sampling error does not apply. Therefore, we do not
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provide estimates of precision associated the survey estimates. The survey results are subject to other
sources of error as noted above and discussed further in the Research Limitations section.

Table 23. SoCalREN Energy Upgrade California Home Upgrade ME&O Survey Population

Number of Contact E-mails

Consumer Touchpoint W

Fopulz Interviews

Consumers who Received Q1 2016 Marketing Efforts

Received a Home Upgrade Advisor e-mail newsletter in Q1 2016 821 34
Attended a Homeowner Workshop in Q1 2016 8 1
Consumers who Took Action in Q1 2016

Contacted a Home Upgrade Advisor about participating in the program 6 1
Began participating in the Energy Upgrade California® Home Upgrade 48 5
Program

Total Unique E-mails* 877 40

*Does not sum because some contacts may fall into multiple categories

Opinion Dynamics sent an email survey invitation to 877 customers on June 22, 2016. After sending
four email reminders to complete the survey, we pulled the survey from the field July 21, 2016. A total
of 40 customers completed the survey. The final AAPOR RR 3 was 4.7%. We calculated the RR by
dividing the number of completed interviews by the total number of potentially eligible respondents.
Survey dispositions and RR formulas can be found in Volume lll.

3.4.3 Research Limitations

It is important to note that each campaign promotes a distinct program with associated campaign
goals, activities, and target audiences. The calls to action of the different campaigns are quite varied.
As a result, our evaluation surveys also had distinct target populations. For some programs, customers
had already expressed interest in the program so that the results may reflect a preexisting interest in
the program and not a positive impact of marketing. These distinctions between campaigns and survey
target populations are important to consider when reviewing results associated with each PA.

Customer Surveys

All surveys are subject to different sources of error. We discuss the potential for several different types
of error below and our attempts to mitigate them.

B Coverage Bias: A survey can be affected by coverage bias when a portion of the target
population is excluded from the sample frame. For most of our customer surveys, our sample
frame was comprised of the entire target population or is a random sample of that population.
However, with the exception of SDG&E, respondents could only complete the interviews in
English, which has the potential for coverage bias if the campaigns targeted non-English
speakers. The surveys were designed to assess a specific marketing activity, and in most cases
the collateral for these activities was only in English. In some cases, there were some program
materials on PA websites that were in Spanish as well as English. Given the limited non-English
marketing that was done for the campaigns that are the focus of our evaluation, we should
have little coverage bias because the interviews were only in English. For SDG&E, the CARE
and ESA marketing collateral were in both English and Spanish. Accordingly, respondents
could complete the interview in either language.
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B Non-Response Bias: We calculated AAPOR RR for all of our surveys. While many were less than
10%, these rates are typical of most surveys in today’s environment. Response rates have
been declining for decades, and it is increasingly difficult to get people to respond to surveys.
We attempted to maximize our response rates by sending multiple reminders to complete the
survey and extending the fielding periods. A low response rate does not guarantee biased
survey results due to non-response, even when the demographics of those who respond to the
survey are different from those that do not. Non-response bias occurs when those who
complete a survey are different from those that do not on a characteristic that is correlated
with the topics covered in the survey. To assess whether our survey results may suffer from
non-response bias, we need information about the target population so we can compare or
sample respondents to the larger target population. If our sample is different from the target
population, we then would see if our study variables are correlated with the characteristic on
which the sample and the population differ.

B For BayREN, SoCalREN, and PG&E, we had population information about customer
engagement with the campaign (i.e. the proportion who attended a workshop, contacted a
Home Upgrade Advisor, received an e-mail, participated in the program, or opened an
email newsletter). When we compared the overall population with our survey respondents,
we found no evidence to suggest that the BayREN and SoCalREN respondents differed
significantly from respondents in terms of their engagement with the program. For PG&E,
more engaged customers were more likely to complete the survey.32 We also found that
engagement is correlated with many of our survey questions. To address this bias, we
weighted the survey results so that the respondents match the population in terms
campaign engagement.

B For SCG, we used an internet panel provided by YouGov panel to complete a survey with
SCG customers. We chose to use the YouGov panel due to the very low survey response
rates of general population telephone surveys, which results in low survey fielding
production and high survey costs. The YouGov panel is an opt-in panel, which has its own
limitations, mainly selection bias. One could argue this bias is similar to that of telephone
surveys today given the small percentage of customers that will participate. To reduce the
possibility of selection bias associated with observable demographic characteristics,
YouGov employs a sample-matching approach to draw a representative sample of the
target population from its panel members. The sample-matching before fielding reduces
the need to apply large weights after fielding in which the responses of a handful of people
must be dramatically inflated to match the survey to the population. We still constructed
and applied a post-stratification weight based on age, education, ethnicity, and gender to
adjust for any remaining differences between our survey sample and the target population.
We compared the sample to the California population on a number of demographic
characteristics that are typically correlated with energy attitudes and behaviors. The results
show the final weighted sample to be a representative of the population. As with all
surveys, the sample-matching and post-stratification weighting processes do not address
self-selection bias that results from differences in the people who choose to be part of the
panel if those differences are associated with unobservable characteristics.

B  We did not have any population data for SDG&E that would allow us to compare the Q1
CARE and ESA customers who completed our survey with all Q1 CARE and ESA customers.

32 As noted previously, we also oversampled customers who were more engaged with the marketing campaign. But even
beyond these oversamples, the higher the level of customer engagement, the higher the response rates.
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As a result, we cannot assess the presence of non-response bias in our results and correct
for them.

B Measurement Error: Our surveys rely on respondent recall of marketing messages.
Consumers are exposed to so much advertising that it is difficult for them to recall
campaign exposure. To minimize measurement error associated with recall of marketing
messages, we conducted the surveys as close as possible to customer exposure to
campaign marketing. We limited our survey samples and marketing examples to those that
occurred in either Q1 or Q2 2016. We also showed respondents actual marketing collateral
and measured their reactions rather than relying solely on recall of marketing. For all
survey questions, we carefully worded and tested the questions to ensure that
respondents interpreted the question as we intended.
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4, ME&O Program Design and Implementation

While IOU marketing can be evaluated as part of program-specific process evaluations led by the 10Us,
there has not been a comprehensive evaluation of IOU-led marketing efforts to date. Further, the RENs
only recently launched energy efficiency programs, so there was little information on their marketing
efforts available prior to this study. Given the limited information on PA design and implementation of
ME&O efforts, a central component of this Cross-Cutting Process Study is to document how the PAs
performed these various functions. In particular, the evaluation team focused on documenting ME&O
objectives and activities, budgets and expenditures, and metrics and performance tracking to increase
the transparency of PA ME&O efforts. The findings from this research are a first step in documenting
PA efforts and can serve as a foundation for future evaluations.

Based on the broad scope of PA marketing, our analysis focuses on a sample of ME&O efforts. In
particular, we conducted our research on PA ME&OQ activities undertaken as part of the six CALSPREE
programs in California in 2013-2014: Energy Upgrade California Home Upgrade Program, Multifamily
Energy Efficiency Rebates, PLA, REA, Residential HVAC, and Residential New Construction. Note that
each 10U serves as its service area’s implementer for all six of these programs, while the RENs
implement only two of the six programs.

The evaluation team, working with the CPUC, selected 2013-2014 CALSPREE programs because
these programs are administered by the PAs rather than third parties, they represent a substantial
portion of marketing budgets,33.34 and they cover similar target audiences to the SW ME&O program.
We draw our findings from a series of research activities, including a review of PA tracking data,
multiple rounds of in-depth interviews with the PAs, and in-depth interviews with CSE. We provided
results from these evaluation activities to stakeholders in March 2016 and include detailed
information on PA ME&O in Volume II.35

Finally, we include information on the SW ME&O program in this section so that readers can more
easily see similarities and differences in PA and SW ME&QO administrator processes. For the SW ME&O
program, our review focused on all activities conducted in 2014-2015.36

4.1 PA ME&O Design and Implementation

4.1.1 Planning and Strategy Development

According to the PAs, the ultimate goals of the PA ME&O efforts are to educate consumers and
motivate them to take action on energy efficiency or conservation measures. Largely, the “action” that
IOU and REN efforts seek to encourage is participation in the marketed energy efficiency program.

33 Note that this does not include all PA ME&O budgets for the given time frame, as it excludes commercial, third party, and
non-energy efficiency-related efforts.

34 The CALSPREE program marketing budgets represent approximately 37% of the total marketing budget ($28 million out
of $75 million). However, documentation regarding total budgets differ across IOU and CPUC sources, making this value an
approximate of total budgeted. See Volume Il for more detail.

35 In Volume Il, we also summarize each of the PAs ME&O activities during 2013-2014 and provide additional context to
findings about their budget allocation, expenditures, and associated activities through a more detailed review of illustrative
programmatic activities in 2014.

36 Detailed results from our analysis of the SW ME&O program can be found in: Opinion Dynamics. April 2016. 2013-2015

California Statewide Marketing, Education, and Outreach Program: Verification and Integrated Effectiveness Study. CALMAC
Study ID: CPU0110.02. Prepared for the CPUC.
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According to PA marketing staff, customers tend to be unaware of energy-saving opportunities and, as
a result, marketing staff tailor their ME&O activities to first serve the immediate purpose of raising
awareness of the program. For these efforts, PAs use targeted and program-specific marketing
activities, for example placing paid advertisements, engaging with customers on social media, sending
direct mail materials, and running general awareness-building campaigns. Because these are
regionally focused efforts, the PAs conduct ME&O within their territories to deliver specific messages
targeted toward their customers or constituents. As expected, objectives for the PA ME&O activities
vary by individual campaign or program.

In terms of planning, PA staff report developing program and/or portfolio-level ME&O plans on a
program cycle basis to determine which activities they will conduct. At the most basic level, the
marketing team then develops an initial marketing plan that lays out specific marketing objectives,
target audiences, and outreach channels to deliver ME&O efforts. As part of this process, PAs may use
predictive analytics or modeling to identify customers with the greatest propensity to participate.
According to the PAs, they tend to develop more comprehensive and targeted plans for programs with
larger energy savings or participation goals and rely on portfolio-wide plans to document strategies for
programs with smaller energy savings or participation goals. While we provide a general overview here,
it is important to note that each PA uses a slightly different approach that is tailored to its goals and
aligned with its other business activities.

While all PAs indicate that they develop marketing plans as a key step in determining what ME&O
activities to conduct, the evaluation team found that their availability, the timing of their development,
and their content varies across PAs, programs, and program cycles. In particular, not all of the
programs we reviewed had marketing plans available (11 of 27 CALSPREE programs did)37 and the
content of the marketing plans we received varied significantly both within and across PAs.38 For
instance, while nearly all marketing plans provided information regarding the campaign objectives,
target audience, channel mix and timing, only some marketing plans included metrics (seven plans)
and success criteria (six plans).

In terms of the strategy employed in 2013-2014, the PAs targeted 11 types of audiences on both the
demand and supply sides of the market for their CALSPREE ME&OQ efforts: contractors, single-family
homeowners, local governments, home builders, small businesses, business owners, low-income
households, middle-income households, multifamily property owners, renters, and residential
households in general. The PAs most often targeted single-family homeowners, likely because
CALSPREE programs tend to focus on high-income, single-family homeowners. However, engaging
contractors and builders of new homes was also important, as many of these programs rely on market
actor promotion. Importantly, each PA may incorporate its own specific segmentation and prioritization
schemes to target its marketing campaigns.

Given the varied target audiences for PA ME&O efforts, the PAs promoted programs and energy
awareness using a mix of targeted- and mass-media channels. Table 24 shows that PAs most
frequently used digital marketing strategies, such as digital media, email, websites, and social media,
to market to audiences. Direct mailings, events, and workshops were also commonly employed
marketing strategies.

37 This excludes local programs that were offered ME&O during the 2013-2014 program cycle.

38 See Volume Il for a list of all PA programs, and details regarding their marketing plans.
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Table 24. Marketing Channels used by PAs in 2014

Number of

Channel Type BayREN* | PG&E ~ SCE  SCG  SDG&E | SoCalREN /o T

Channel
Direct mail v v v v v v 6
Email v v v v v v 6
Website v v v v v v 6
Digital media v v v v v 5
Events/workshops v v v v v 5
Social media v v v v v 5
Flyers v v v v 4
In-store/Retail v v v v 4
Out-of-home 4 v v v 4
Radio v v v v 4
Paid search v v v 3
Television v v 2
Telephone calls v 1
'IF;ZtaI Channels Used by 7 9 10 10 9 10 13

Source: We derived these categorizations primarily from PA responses to our first data request, received between August 3,
2015 and August 5, 2015. In a few cases, the PAs provided additional detail via follow-up data requests that was incorporated
into our assessment.

* For BayREN, this table includes only channels for the Whole Home/Home Upgrade Program. BayREN did not provide
Multifamily program channels.

While this section provides a high-level overview of activities across PAs, it is important to note that
each PA developed its strategy based on the needs of and context within its particular service territory.
Volume Il provides detailed information on the specific marketing activities conducted by the PAs in
2014.

4.1.2 Budget Development and Allocation

Based upon program goals, the PAs develop ME&O budget proposals to align with the required
regulatory approach, which the CPUC must authorize. Upon developing, proposing, and subsequently
administering these program funds, PAs develop internal budgets across program years, as well as for
specific programs that support CALSPREE ME&OQ activities. The large majority of PA ME&O funding is
allocated to program-specific marketing efforts as opposed to general awareness or energy
management efforts. However, some of the PAs may include general messaging as part of marketing
designed to drive program participation. For example, in January 2016, PG&E delivered the Energy
Advisor Monthly Email Newsletter, which contained messaging specific to the HEC, in addition to
messaging about staying safe before, during, and after winter storms. While the evaluation team was
tasked with gathering only anecdotal information on the split between general and program-specific
marketing, PG&E and SDG&E indicated that their general energy management ME&O was no more
than 25% of their total ME&O budget.

Overall, the PAs marketing budget for the CALSPREE programs was approximately $28 million between
2013 and 2014, which represents 9% of the overall CALSPREE program administration budgets. More
specifically, each 10U dedicated between 6% and 10% of its CALSPREE program budget to ME&O,
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while each REN dedicated 16% of its CALSPREE program budget to ME&O. There is also variation
across the PAs in terms of the proportion of the ME&O budget allocated to specific CALSPREE
programs. Staff typically allocate budgets based on the size of the program goals or the cost of the
appropriate channels needed to reach the target audience for the program. For example, the Energy
Upgrade California Home Upgrade Program received the largest share of the PAs’ collective CALSPREE
ME&O budgets (42%). Finally, it is important to note that, typically, 2013-2014 PA ME&O budgets are
available only at the program level, as opposed to the campaign or activity level.

Table 25. Percent of Program Budgets Dedicated to ME&O in 2013-2014, by PA

Program Number of Authorized CALSPREE PA Developed ME&O Percentage of Program
Administrator Programs Program Budget Budget Budget Dedicated to ME&O
BayREN 2 $16,293,750 $2,532,980 16%
PG&E 6 $113,146,809 $8,449,699 7%
SCE 6 $90,900,000 $7,881,080 9%
SCG 6 $39,131,240 $2,229,066 6%
SDG&E 6 $27,499,214 $2,631,016 10%
SoCalREN 2 $28,943,939 $4,576,882 16%
Total $315,914,952 $28,300,723 9%

Sources: ME&O Budget: Data Provided by the PAs. Program Budget: EESTATS Monthly Reports

When looking at ME&O expenditures statewide, the PAs spent 10% less than their total 2013-2014
ME&O budgets. In particular, four of the six PAs spent less than their planned budget, while two spent
more than their planned budget. According to the PAs that underspent, cost savings were often
achieved as a result of cost efficiencies in delivery channels (such as using preexisting mailers or social
media campaigns). Several PAs also mentioned that regulatory delays and programmatic changes in
2013 and early 2014 had major implications on their ability to spend program budgets for the Energy
Upgrade California Home Upgrade Program. As a result, most PAs either underspent their Energy
Upgrade California Home Upgrade Program budget or overspent in 2014 because they shifted unused
2013 funds to accelerate efforts within a shorter-than-planned time frame. Unfortunately, while the
evaluation team has a good sense of budget allocations and expenditures at the program level, the
PAs do not always track budget information at the activity level, which could help support assessments
of cost-effectiveness by activity.

Table 26. 2013-2014 CALSPREE Budgets and Expenditures, by PA

Program Administrator | Total Budget Total Expenditures % of Budget |

PG&E $8,449,699 $9,772,231 116%
SCG $2,229,066 $2,333,163 105%
BayREN $2,532,980 $2,257,953 89%
SCE $7,881,080 $6,458,973 82%
SDG&E $2,631,016 $1,284,309 49%
SoCalREN $4,576,882 $3,282,385 72%
All PAs $28,300,723 | $25,389,014 90%

4.1.3 PA ME&O Performance Tracking and Assessment

Developing metrics is an essential component of measuring performance. To assess the effectiveness
of their ME&O activities, the PAs develop and track a variety of program- and channel-specific metrics.
Notably, the CPUC does not play a role in overseeing the development of metrics or require
documentation of performance tracking for PA marketing. Examples of potential metrics include the
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number of collateral materials distributed, the number of events held or click through rate (CTR) from
digital advertising.

A review of 2013-2014 PA ME&OQO data indicates that, in some cases, the PAs did not identify or
document metrics for their ME&O campaigns. For example, while three-quarters (76%) of the ME&O
activities under study had a defined metric, the number of metrics for each PA varied widely—BayREN
identified no defined metrics, while SCG and SDG&E identified metrics for all activities. In the cases
where PAs do not develop metrics, we cannot determine whether the campaign achieved its objectives.

To assess performance, metrics also require success criteria3?, something few PAs had at the activity
level. For instance, nearly two-thirds of 2013-2014 ME&O data received from the PAs did not include
success criteria, and in many cases when success criteria were provided, they were provided at a
campaign rather than activity level. For example, for one of SCE’s email campaigns, SCE reported on
several marketing metrics, such as number of emails delivered and email open rates, but did not have
success criteria for these marketing metrics (such as an anticipated open rate). In addition, BayREN,
SDG&E, and SoCalREN did not document any success criteria. Because of this lack of information on
success criteria, it is difficult to ascertain whether or not activities met expectations. Notably, a review
of 2016 marketing campaigns indicate that the PAs have improved in terms of documenting metrics
and success criteria (see Chapter 6 for more information).

PA marketing staff indicated that for those activities that did not have documented success criteria
they typically assessed performance based on their prior experience marketing the program or
compared to similar marketing activities in the energy efficiency industry (for example, PAs indicated
that they compare CTRs against industry rates based on their own knowledge of the industry).

A key challenge when evaluating marketing campaigns is that there is often a greater focus on
measuring efforts than on measuring effects. For example, measuring effort asks questions
determining what and how much was accomplished (e.g., how many materials were put out, what was
the campaign reach), whereas effect focuses on changes that result from a campaign (e.g., was there
any awareness or behavior change). In the case of 2014 marketing activities, there is variation within
and across PAs in terms of measuring efforts (e.g., collateral developed, number of unique visitors),
as opposed to effects (e.g., as a result of these efforts, customers signed up for the program or
requested information about the program).

According to interviews, the PAs struggle to understand how ME&O activities may have caused or
contributed to changes in program outcomes. Reasons that administrators cited ranged from a lack
of data on lead generation to large gaps in time between marketing activities and when customers
complete program participation (for example, PG&E mentioned that exposure to marketing and a
decision to conduct a home upgrade could be anywhere from 6 to 12 months apart). As a result, the
PAs do not report results that causally link an ME&O activity to a program outcome.

While there is no regulatory requirement to show causality between ME&O efforts and their effects,
understanding the relationship between the two could help determine the most cost effective ME&O
strategies to pursue. Where opportunities exist, the PAs could seek to deploy various strategies to
support assessment of marketing effectiveness. We recognize that these opportunities tend to be
easier to implement depending upon the channel used for delivering marketing content. For example,
a step the PAs can take to expand performance tracking beyond documentation of program outputs
involves the design of marketing efforts that embed the direct assessment of results (e.g., developing
a unique web address for recipients of specific program enrollment emails). In those cases, where this

39 Success criteria is a predetermined target, typically numeric, that indicates success or failure, while the metric may be
CTR, the success criteria is a CTR of 5%.
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approach is feasible, marketing staff will have a record of those participants who were exposed to the
marketing collateral and used that channel to participate in the program.

In many cases, the objective of PA marketing campaigns is to encourage customers to participate in
programs. As a result, the PAs have an opportunity to implement low-cost methods to directly track
the effectiveness of certain marketing channels. If funding is available, the PAs could also consider
conducting studies that measure effectiveness, through incorporating experimental designs or other
survey fielding efforts to support measuring program effectiveness. In these cases, outcome
evaluation of marketing effects requires additional cost, time, rigor and methodological oversight.

4.2 SW ME&O Design and Implementation

We chronicle the program design and implementation processes for the SW ME&O program in the SW
ME&O Verification and Integrated Effectiveness Study.4° However, there are a number of differences
between the SW ME&O program and the PA ME&O efforts that are important to note here.

B The CPUC plays a more significant oversight role in the SW ME&O program and the budget
development and allocation process than for the PA ME&O efforts. For SW ME&O, the CPUC
requires the program implementer to develop a budget that considers the PAs total proposed
budgets and administrative costs. The CPUC is responsible for final authorization of the budget
and any changes to the budget over $250,000 must be approved by the I0Us and the CPUC.

B The SW ME&O administrator, in contrast to the PAs, tracks budgets by channel, with the largest
share of the budget going to paid media advertising, followed by website and community
outreach efforts. Overall, the SW ME&O administrator spent 94% of their total budget of
approximately $40 million for PY2014-2015.41

B In contrast to the PA ME&O efforts, the CPUC outlined seven metrics against which
performance of the Energy Upgrade California campaign would be evaluated in the 2014 -
2015 period. These were developed by CPUC staff with input from stakeholders and limited
feedback from the program evaluator, and approved in the CPUC’s advice letter process. Three
of the seven metrics have success criteria associated with them, while the other four metrics
require only verification that they have taken place. In general, the SW ME&O performance
metrics provided discrete measurements of awareness and knowledge, but did not require
that the results be tied directly to the program (i.e., awareness and knowledge may be the
result of other marketing efforts or information sources).

4.3 HKey Findings and Recommendations

There are inherent differences between SW and PA ME&O efforts based on a myriad of factors,
including regulatory oversight, program design, and implementation. Consequently, there are
understandable differences in how each administrator plans, budgets and assesses the performance
of their ME&O efforts. The evaluation team has therefore focused on reasonable steps that can be
taken to document what performance means for each administrator and how it will be measured.

40 QOpinion Dynamics. April 2016. PY2013-2015 California Statewide Marketing, Education, and Outreach Program:
Verification and Integrated Effectiveness Study. CALMAC Study ID: CPU0110.02. Prepared for the California Public Utilities
Commission.

41 Statewide ME&O and the IOU and RENSs set budgets for different periods. The I0Us and RENs set budgets for 2013-2014
and CSE set a Statewide ME&O budget for 2014 with a 2015 rollover.
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In support of greater documentation and transparency, we provide the following recommendations
regarding CPUC oversight of PA ME&O efforts.

B Recommendation: Require enhanced PA documentation of ME&O efforts. This evaluation
reveals wide variations in terms of the level of documentation around PA marketing efforts in
support of energy efficiency programs. While some variation is expected and reasonable,
particularly for programs where marketing does not play an important role, or for smaller PAs
with limited marketing budgets, more documentation is needed for major promotional
campaigns so that the CPUC can ensure that ratepayer funds are being spent appropriately.
The CPUC should work with each of the PAs to determine the extent to which they can do the
following:

B Require annual reporting of ME&O budgets and expenditures. We found conflicting
information about the amount of money budgeted for and spent on PA ME&O. Inconsistent
information about budgets and expenditures makes it difficult for the CPUC to ensure that
ratepayer funds for energy efficiency are truly being spent on energy efficiency messaging.
As a result, we recommend the annual submission of energy efficiency ME&O budget and
expenditure information for each program where promotional campaign marketing took
place on a post-hoc basis.

B To the extent possible, this information should be provided at the marketing channel
level (i.e., email, social media, or direct mail) so that the PAs have access to data that
can help determine the most cost-effective channels for reaching their target
audience.

B Consider requiring the development of annual PA strategic marketing plans at the program
or portfolio-level and their provision on a post-hoc basis. As discussed throughout this
report, marketing plans are a valuable tool for aligning marketing tactics with overall
program goals or even corporate goals. Without an understanding of factors such as the
current market, company and marketing objectives, and target audience, it can be
challenging to make informed decisions about which strategies to pursue or to determine
whether marketing goals are being met. Our recommendation is that marketing plans
should include the following components:

B Program and Marketing Objectives
B Target Audience

B Messaging and Marketing Channels
B Metrics and Success Criteria

B Budget and Other Resource Needs

Marketing best practice suggests establishing marketing objectives, defining metrics aligned with
objectives, and identifying success criteria for assessing performance of a particular marketing activity
or campaign. Figure 2 outlines the components of this performance assessment framework.
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Figure 2. Best Practices for Performance Tracking and Assessment
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With this framework and context in mind, we offer the following recommendations related to PA
documentation of ME&O efforts, as well as the assessment of their effectiveness. It is important to
note that the evaluation team acknowledges that significant resources may be needed to implement
these practices. As a result, we suggest that the PAs prioritize taking these actions in cases where
their marketing efforts are likely to be coordinated with the SW ME&O program, or in cases where
programs are not achieving their goals, are not cost-effective, or have hard-to-reach target audiences.

B Consideration: PA marketing staff should identify metrics, and establish success criteria, for
key marketing activities and continuously assess performance. Metrics play an important role
in assessing the performance of ME&O efforts. Without metrics and associated success
criteria, it is challenging to assess the relative effectiveness of different channels or marketing
activities and whether the administrator is getting a reasonable return on their investment. For
the PAs, metrics are not always used to assess performance. A review of PA data indicates that
in most cases, the PAs did not identify or document metrics for their ME&O campaigns.

B As part of this process, determine what data is available or could be collected to
demonstrate achievement of certain metrics. If necessary and feasible, ensure that vendor
contracts include provisions for access to this data.

B  Where possible, create a link between customer, program, and marketing databases to
allow PAs to track every customer touch and help PAs and evaluators to establish a causal
link between marketing and participation, where it exists. This would be most appropriate
where the PAs employ targeted/direct marketing. For activities not directed to a specific
customer, the PAs should still track marketing timelines and associated impressions. We
acknowledge that the RENs do not have access to utility customer databases.

B Consideration: PA program staff should develop program theory and logic models (PTLMs) (per
program) to better link marketing to achievement of programmatic objectives. Once designed,
the PAs should work with program evaluators to assess causal linkages. A PTLM outlines the
theory underlying the program and why a program intervention, be it marketing or an incentive,
will result in the desired outcome. In the case of marketing, the outcome may be an
intermediate step that moves the customer along the pathway to participation, but may not be
the final step, which is often why marketing activities and their effects are not tracked.

PTLMs play an important role in program planning, implementation, and evaluation. As part of
planning and implementation, a PTLM makes clear all of the items that must be measured and
tracked to assess the program. As part of the evaluation process, a PTLM provides a road map
and helps focus the evaluation on the critical points of program intervention.
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5. The Intersection of SW and PA Marketing

In Decision D.12-05-15, the CPUC highlighted the need to understand how local and statewide efforts
can best be coordinated and complementary. As such, the evaluation team was asked to focus on (1)
documenting the way in which the SW ME&O administrator and the PAs coordinated, (2) assessing
how well that coordination was occurring, and (3) provide recommendations on how the process could
be improved. The evaluation team presented findings around the first two areas of inquiry in interim
deliverables and presentations to the CPUC, PAs, and other stakeholders.42 As such, this chapter
outlines how coordination occurred within the framework of the governance structure established for
the SW ME&O program, and provides considerations for the future design of SW ME&O based on
empirical findings to date.

Before presenting this information, it is important to define what we mean by coordination and how it
differs from another term used within this study, collaboration. Coordination is generally defined as
the process of organizing people or groups so that they work well together.43 While coordination occurs,
people or organizations work together, but retain their own goals and function independently. In
contrast, collaboration involves a shared goal that people or organizations are working towards
together.44 As outlined in the introduction to this section of the report, much of the evaluation team’s
research to date has focused on the status of coordination efforts. However, recommendations in this
section and throughout the report attempt to move the CPUC and SW ME&O stakeholders towards
collaboration.

5.1 2014-2015 Statewide ME&O Governance Structure

Before discussing the future of the program’s design, it is instructional to consider the design put in
place as the program ramped up in 2014. There are four primary parties involved in SW ME&O
administration and implementation: (1) regulators at the CPUC and California Energy Commission
(CEC), (2) the program administrator—in this case, CSE, (3) the PAs, and (4) additional stakeholders
and advocates. The CPUC assigned CSE as the sole administrator for SW ME&O, but also created a
governance structure that sought to provide “strong oversight by the Commission and the CEC, while
also allowing the utilities and others to provide collaborative input and advice.”45 Figure 3 below
summarizes the roles and responsibilities of each of the organizations involved with SW ME&O during
the 2014-2015 period. The arrows in Figure 3 indicate the directional flow of information between
CSE, the CPUC, and key stakeholders. The types of communications between these groups are
identified in the lists next to the arrows.

42 These activities included: ME&O Workshop, April 2016; Opinion Dynamics, ME&O Coordination Memo - April 11, 2016;
Opinion Dynamics, Consumer Focus Group Findings - December 2015.

43 “Coordination.” Merriam-Webster.com. Accessed November 1st, 2016. http://www.merriam-
webster.com/dictionary/coordination.

44 Mattessich et al. Collaboration: What Makes It Work. Accessed August 15t, 2016. http://eric.ed.gov/?id=ED390758

45 CPUC. 12/19/2013. “Decision on Phase 2 Issues: Statewide Marketing, Education, and Outreach Plans for 2014 and
2015.” D.13-12-038. pg. 73.
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Figure 3. SW ME&O Governance Structure and Communication Processes
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In the following section, we detail the roles and responsibilities of key actors across various aspects

of SW ME&O.

5.1.1 Administration and Implementation

The CPUC is responsible for establishing the roles and responsibilities for SW ME&O administration;46
providing program oversight and guidance;*” and ensuring that CSE, the IOUs, and the RENs
coordinate their marketing efforts.48 In its 2013 ruling, the CPUC appointed CSE as the SW ME&O
administrator of the Energy Upgrade California statewide brand and marketing campaign.4® In this role,
CSE is responsible for leading SW ME&O campaigns, maintains ownership of the Energy Upgrade
California brand, and has decision-making authority. The CPUC maintains ultimate control over the SW

46 |bid., pg. 57.
47 |bid., pg. 73.
48 |bid., pg. 66.
49 |pid., pg. 57.

opiniondynamics.com

Page 45



The Intersection of SW and PA Marketing

ME&O program through establishment of an oversight system detailed in the subsequent sections and
summarized in the top left corner of Figure 3.50

The CPUC also mandated that CSE consult with a stakeholder group consisting of representatives of
the RENSs, I0Us, the CPUC, CEC, Marin Clean Energy, and other relevant stakeholders.5* The CPUC
mandated the creation of this group for two reasons, (1) so that CSE has expert resources to consult
for guidance and strategy52 and (2) so that the I0Us and RENs can carry out their own ME&O efforts
and therefore have the CPUC recognize the importance of coordinating PA and statewide campaigns.
The relationship between these parties was more formally codified through the development of a
RASCI model53 in D.13-12-038 and affirmed by D.16-03-029 (Table 27).

Table 27. RASCI Model

Role \ Description of Role Entity \
. The one charged with delivering the successful outcome; Leads, Statewide
Responsible . ; .
coordinates, implements; can delegate to others as supportive Implementer
Accountable (als_o Approver): The ultimate authority who assigns and approves the CPUC
deliverable CEC

Those who provide resources or play a supporting role in implementation Advisory Board

Supportive or outcome and deems its success I0Us
RENs
Those whose opinions are sought for input and/or buy-in and with whom I0Us
Consulted . T
there is two-way communication RENs
Informed Those kept up-to-date, often only upon completion, and with whom there is Stakeholders

just one-way communication Public

Source: Proposed Decision Approving Implementer for the 2017-2019 Statewide Marketing, Education and Outreach
Program and Providing Guidance for 2017 Activities.

Two departments within the CPUC provide guidance on the development of marketing strategy: the
Business and Community Outreach (BCO) team and the Energy Division. These two departments work
together to designate primary and secondary statewide Energy Upgrade California topics. Business
and Community Outreach also offers guidance as needed to CSE and the PAs regarding their ME&O
efforts. The Energy Division provides guidance as needed on matters related to educational efforts,
with a focus on website and mobile content.

5.1.2 Coordination between CSE and Stakeholders

Coordination with local and regional entities involved in ME&O was a key component of implementing
the SW ME&O program. CSE sought to understand the efforts of other actors in the market, such as
the PAs, through data requests and ongoing communications and meetings. In addition, CSE and the
CPUC put a number of processes in place to ensure coordination on messaging and marketing
activities.

50 Ibid., pg. 74-
51 Ibid., pg. 75.
52 |bid., pg. 75.

53 This refers to the governance model set forth by the CPUC for statewide ME&O. Responsible, Accountable, Supportive,
Consulted, and Informed (RASCI).
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2013-2015 Coordination Efforts

As part of these efforts, CSE developed a process in conjunction with the CPUC to allow for the internal
development and external sharing of program messaging. CSE developed Integrated Communications
Plans in phased approaches to provide an opportunity for stakeholders to provide input, as well as to
allow for ongoing CPUC staff oversight. The ICPs covered 6-month periods and described the planned
target audience, messaging, and outreach activities for each period. In general, the ICPs focused on
primary and secondary topics as designated by CPUC staff. Overall, CSE created four ICPs, summarized
in Table 28.

Table 28. Integrated Communications Plan Periods

ICP \ Time Period Covered

ICP1 April-September 2014
ICP2 | October 2014 -March 2015
ICP3 April-September 2015
ICP4 | October-December 2015

In addition to the ICPs, CSE provided creative briefs and materials for each Energy Upgrade California
campaign for PA marketing stakeholder feedback and approval by CPUC staff. In the latter half of
2015, CSE also held brainstorming meetings with stakeholders and its creative agency, Campbell
Ewald, to ensure that the two groups were on the same page as to how best to communicate with
consumers on certain topics, as well as what type of messaging would be best coming from the SW
ME&O program.

As a way to facilitate the sharing of information between CSE and the PAs, the SW ME&O program also
used Trumba, an online calendar, where the PAs could provide information on their upcoming
marketing activities and see what CSE had planned. The time and effort expended by all three parties
in keeping Trumba up to date and accurate illustrates a commitment to coordination.

5.2 Considerations for Future Program Design

Based on interim evaluation findings regarding coordination, as well as stakeholder feedback on the
collaborative process to date,>4 the CPUC has taken a number of steps to refine the vision and goals
of the SW ME&O program. However, research conducted as part of this Cross-Cutting Process Study
can provide additional guidance on how to translate the intent of the Proposed Decision5s into a well-
functioning reality.

5.2.1 Procedural Background

While the history of the SW ME&O Proceeding is outlined within the Proposed Decision, it is important
to highlight a couple of key modifications to the SW ME&O program before discussing the future
direction of the program’s design. In particular, we provide an overview of three documents: the
October 2015 Amended Scoping Memo,5¢ Decision D.16-03-029, and D.16-09-020.

54 See Volume lll for detailed findings.

55 CPUC. 02/16/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education, and Outreach Activities.”
Application 12-08-007.

56 CPUC. 10/26/2015. “Amended Scoping Memo and Ruling of Assigned Commissioner.” Application 12-08-007.
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In October 2015, the CPUC released a Scoping Memo establishing a third phase of the SW ME&O
Proceeding to collect stakeholder feedback on the vision, goals, governance structure, and budget of
SW ME&O post-2016. After receiving stakeholder comments, the CPUC released a Proposed
Decisions7 in August 2016, approving the implementer for the 2017-2019 SW ME&O program and
providing guidance for 2017 activities. The CPUC hosted a workshop on this topic in April 2016.

below summarizes the existing 2014-2016 design and the CPUC’s proposed changes for 2017 SW

ME&O design.

Table 29. Summary of Comments and Proposed Changes to SW ME&O Design

Topic 2014-2016 Design* CPUC Proposed 2017 Design** Key Changes
All Californians will be engaged
as partners in the state’s energy
efficiency, demand-side e CPUC clarifies that SW
management and clean energy ME&O should encourage
Californians will be engaged as | efforts by becoming fully both general energy
partners in the state’s energy informed of the importance of management actions and
SW efficiency, demand-side energy efficiency and other IOU/REN program
ME&O management and clean energy | demand-side efforts, and their participation.
Vision efforts by becoming fully opportunities to act. Statewide CPUC clarifies that “all”
informed of the importance of | marketing, education and Californians will be engaged
energy efficiency and their outreach should serve as a lead with SW ME&O, and
opportunities to act. (p. 23) generator for local and regional messaging will cover energy
programs and drive consumers efficiency, as well as other
to directly take actions to demand-side efforts.
reduce or manage energy use in
other ways. (p. 66)

Long-Term Goal: “Californians

understand the value of energy

efficiency, demand response, Adopted 2017 Long-Term Goal:

and distributed generation “Statewide marketing,

which leads to demand for education and outreach will

Long- products, services and rates for | lead consumers to products, Long-term goal: SW ME&O

Term their homes and businesses. services and rates that “will lead consumers to

Goal of | This demand leads Californians | empower all Californians to take products services and

SW to take actions that save money | actions that will lead to lower rates.” (p. 42, underlines

ME&O | increase the installation of bills, higher energy efficiency added)
customer-owned renewable and more customer-owned
energy technologies, use energy | renewable energy
more efficiently, and shift technologies.” (Attachment A)
energy use away from peak
hours as needed.” (p. 62)

57 CPUC. 02/16/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education, and Outreach Activities.”
Application 12-08-007.
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2014-2016 Design*

Key Changes

CPUC Proposed 2017 Design**

Short-Term Goal: “Energy ,;Adopted 2017 Short?Tem'l gpal:
; L Energy Upgrade California is an
Upgrade California is re- . -
. integrated, umbrella statewide
launched as an integrated, . .
. . marketing, education and
umbrella Statewide Marketing, .
. outreach effort that provides
Education and Outreach effort . . .
. . ) California residents and small
that provides California . . .
. . business owners with e Short-term goal: Empower
residents and small business . . ) . M
Short- s . information about energy all Californians “to take
owners with information about . . .
Term concepts, programs, services, actions to understand their
energy concepts, programs, . .
Goal of . . rates and benefits of taking energy use....and ... take
services, rates and benefits of ; . . ¢ .
SW . . action so that all Californians well informed action to
taking action so that ”
ME&O . . : are empowered to (1) better manage energy.” (p.
Californians (1) begin to understand their energy use 44, underlin dded)
understand their energy use, . .gy ’ » underiines aade
. . the opportunities available for
the opportunities available for )
. them to act, and the benefits of
them to act, and the benefits of . .
. . . their action, and (2) take well
their action, and (2) begin to . :
. . informed action to better
take well informed action to . ”
better manage energy. (p. 62) manage their energy use.
T (Attachment A)

e Modifies current structure
of program based on
creation of a 5-year “EM&V

RASCI MODEL: Statewide strategic roadmap”
Implementer is lead planning process to
. . administrator (responsible), facilitate better
Governa RAS(?' .MODEL' CSEis Ieaq CPUC and CEC provide oversight coordination and long-term
administrator, CPUC provides . .
nce . (accountable), Advisory Board, planning between 10U and
oversight, IOUs and RENS are S
Structur IOU and RENSs are supportive in REN and SW ME&O
consulted, other stakeholders . . o
e . . implementation, IOU and RENs administrators and Annual
and the public are informed. . . "
are consulted, other Joint Consumer Action Plan
stakeholders and the public are to build bridge between the
informed. SW ME&O program and the
ME&O activities funded
within other demand-side
and rate reform efforts.

Source: * 2014-2016 Design from CPUC. 12/27/2013. “Decision on Phase 2 Issues: Statewide Marketing, Education, and
Outreach Plans for 2014 and 2015” Decision D.13-12-038.

** 2017 Design from CPUC. 03/22/2016 “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education, and
Outreach Activities,” Application 12-08-007; and CPUC. 08/12/2016 “Decision Approving Implementer for the 2017-2019
Statewide Marketing, Education and Outreach Program and Providing Guidance for 2017 Activities,” Application 12-08-007.

The CPUC will lead a collaborative process to develop both the 5-year Strategic Roadmap and the Joint
Consumer Action Plans. The Strategic Roadmap will provide long-term goals, metrics, and strategies
for how ME&O will serve to improve compliance with SB 350. The CPUC will develop initial drafts of
the Joint Consumer Action Plan, which ranks program areas of high priority for the year. The plan is
then reviewed by stakeholders and finalized by the PAs for final approval by the CPUC. Program areas
that are selected as high priority will then be the focus of the Joint Consumer Action Plan and program
“goals, objectives, target audiences, high level approaches and strategies, metrics, and
implementation roles and responsibilities” will be developed for each topic.58

58 Ibid., pg. 69.
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5.2.2 Designing a Successful Collaborative Process

The Proposed Decision calls for the implementation of a collaborative process involving the SW ME&O
administrator and the PAs among other stakeholders. Here, we provide a framework for designing this process,
as well as information regarding factors that may affect its success. The evaluation team developed this
framework based on all of the primary research conducted, and a thorough understanding of the current
ME&O structure and environment.

The evaluation team consists of experts in understanding participatory governance approaches. There are
many theoretical frameworks to draw upon related to participatory government and collaborative governance.
However, their application ranges widely across various policy areas or fields of inquiry such as public health
and international development. Within the field of public administration, however, recent efforts have been
made to specify an integrative framework for collaborative governances® that we believe are particularly useful
as a conceptual framework here.60

Given the importance of and emphasis placed on the collaborative process outlined in the Proposed Decision,
it is important to understand and recognize the context in which this process is being implemented, the
different drivers impacting its success and the dynamics between the participating entities. Figure 4 outlines
these components and their respective elements.

Figure 4. Components of Collaborative Governance Frameworks

* Resources

ConteXt/Sta rtl ng ¢ Policy Framework
Conditions * Level of Trust or Conflict

e Political Dynamics

e Leadership

D r|Ve IS * Incentives

e Uncertainty

Collaborative * Principled Engagement
. * Shared Motivation
Dyn amics « Capacity for Joint Action

Adapted from Emerson et al, 201161 and Ansell and Gash, 2009.62

59 Emerson, K., Nabatchi, T., Balogh, S. 2011. “An Integrative Framework for Collaborative Governance.” Journal of Public
Administration Research and Theory, Volume 22, Issue 1, pp. 1-29.

60 A key benefit of this framework is that it aims to organize several variables into a multilevel framework, which may allow for
quantitative analysis of the framework and its performance.

61 Emerson, K., Nabatchi, T., Balogh, S. 2011. “An Integrative Framework for Collaborative Governance.” Journal of Public
Administration Research and Theory, Volume 22, Issue 1, pp. 1-29.

62 Ansell, C. Gash, A. 2007 “Collaborative Governance in Theory and Practice.” Journal of Public Administration Research and Theory,
Volume 18, Issue 4, pp. 543-571.
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While there are many facets of this framework, we highlight a few concepts and associated recommendations
critical to ME&O collaborative efforts below.

B Starting Conditions - Level of Trust or Conflict:63 The ease or difficulty of engaging in a collaborative
process is inherently related to the history and nature of the relationships between the participating
parties. This is understood both intuitively, as well as documented in the literature.s4 Despite stark
historical differences of opinion between the CPUC and the PAs in terms of who should administer the
SW ME&O program, the PAs have demonstrated an ability and willingness to provide concrete
recommendations about the future of the SW program as part of the ME&O Proceeding. This indicates
that stakeholders can work together to achieve shared goals. However, as discussed below, there are
a number of steps that the CPUC and stakeholders must take to support this process.

B Drivers - Leadership:6> To date, the CPUC has served as the initiating entity for coordination and, as
outlined in the Proposed Decision, will continue to play that role in the integrated planning process. In
terms of SW ME&O program implementation, leadership on coordination was largely taken on by the
SW implementer, who developed a RASCI model to assign additional roles and responsibilities.

B Recommendation: As the parties embark on the integrated planning process and closer alignment
moving forward, the CPUC should consider utilizing an independent facilitator to design this
process. Using an independent party will ensure that the arbiter does not favor any particular
outcome.

B Collaborative Dynamics - Capacity for Joint Action:66 Capacity for Joint Action brings together a number
of factors that the CPUC, stakeholders, and the evaluation team identified as key inputs to the
collaborative process: procedural and institutional arrangements, leadership, knowledge, and
resources.s” The evaluation team makes the following recommendations to strengthen the capacity
of the group engaged in the collaborative process:

B Recommendation: Given the nature of the collaborative process envisioned, particularly its long-
term nature, it is critical that the CPUC or a designated party establish formal rules and procedures
for the group. This could include by-laws, or other rules to help manage the interactions between
parties over time. If feasible, these procedures may be established through collaboration among
the CPUC, SW ME&O implementer and ME&O stakeholders.

B Recommendation: To codify institutional arrangements in a way that is transparent to all parties,
the SW ME&O administrator should expand on the most recent RASCI model to indicate the

63 Starting conditions or context refers to the various contextual factors that might impact collaboration such as existing policy
frameworks or the political environment. The level of trust or conflict refers specifically to the relationships between collaborating
parties and their past levels of conflict or cooperation.

64 Ansell, C. Gash, A. 2007 “Collaborative Governance in Theory and Practice.” Journal of Public Administration Research and Theory,
Volume 18, Issue 4, pp. 543-571.

65 Drivers are those factors without which collaboration cannot be fostered. In this case, the terms leadership represents an identified
leader who can spur and support the collaborative process.

66 Collaborative dynamics is the cyclical or iterative process by which parties collaborate. Within this context, the capacity for joint
action refers to a number of elements that create the potential for action (i.e., procedural and institutional arrangements, leadership,
knowledge and resources).

67 Emerson, K., Nabatchi, T., Balogh, S. 2011. “An Integrative Framework for Collaborative Governance.” Journal of Public
Administration Research and Theory, Volume 22, Issue 1, pp. 1-29.
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different levels of responsibility by stakeholder for different implementation activities. The high
level model currently outlined in the Proposed Decision is a good starting point, but not sufficient
given all the different areas where coordination and ultimately collaboration needs to occur and
the fact that roles and responsibilities of a given participant could differ across those areas (e.g.,
the PA role in lead generation versus statewide strategy development).

B Recommendation: The SW ME&O administrator should establish a formal feedback loop so that it
is clear how information or input provided by the PAs has been used to inform campaign design.
Given the different roles that stakeholders play and their experience in different areas, knowledge
sharing is critical to aligning ME&QO strategy and ensuring that coordination can take place
effectively. The evaluation team understands that instituting these types of processes can add
time to program timelines and require substantial staff hours. However, there are a range of
approaches that require high to low levels of effort that the SW ME&O administrator could
consider—for example, debrief calls once feedback has been reviewed require a lower level of
effort than providing detailed responses to all of the feedback provided.

5.2.3 Program Performance Metrics

As discussed in Section 4.3, metrics play an important role in assessing the performance of ME&O efforts.
Without metrics and associated success criteria, it is challenging to determine with any certainty how different
channels or marketing activities are performing and whether the administrator is getting a reasonable return
on its investment. As a result, there has been significant attention paid to metrics across both ME&O
evaluation studies conducted for the 2013-2015 period. In the case of SW ME&O, the CPUC established
metrics, but there has been debate about whether they measure the right things.

Given that both the ME&O Strategic Roadmap, the Joint Consumer Action Plan, and future planning documents
are expected to contain metrics to help determine the success of ME&O efforts, the evaluation team felt it
was important to provide recommendations based on lessons learned from both 2013-2015 ME&O evaluation
studies.

B Recommendation: Given the differing positions, perspectives, and incentives of stakeholders in the
ME&O Proceeding, we recommend a collaborative approach to developing SW ME&QO metrics
(including program implementers, administrators and evaluators). As noted in the SW Verification and
Integrated Effectiveness Study, the CPUC, SW ME&O administrator, PAs, and evaluation team have
important roles to play in determining the key metrics for ME&O efforts. Each of these parties bring
different expertise and all have valuable perspectives on what aligns with campaign goals, what can
reasonably be measured, and how related measures can be triangulated to provide a fuller picture.

B The SW ME&O administrator should include metric development as a specific activity in the
updated RASCI model and, as noted in the Verification and Integrated Effectiveness Study, metrics
should be in place in advance of program deployment.

B CPUC staff involved in the ME&O Proceeding should coordinate with their counterparts in other
proceedings, including those that supporting Energy Efficiency, Electric Vehicles, Demand
Response, Customer-Owned Generation, and the Residential Rate Reform Proceeding to
determine the desired level of alignment between the metrics used for all both efforts. As an
example, based on preliminary information, it appears that there is consistency between the
construct being developed by the retail rates team and that developed by statewide ME&O s being
measured in both areas. These include awareness, attitudes, knowledge, self-efficacy/barriers,
and actions taken

opiniondynamics.com Page 52



The Intersection of SW and PA Marketing

B CPUC staff should engage the SW ME&O evaluator in developing program performance metrics
using the PTLM as a guide. In the 2014-2015 period, the evaluation team was asked to comment
on draft metrics and provided input on measurement strategies. Expanding this role would help
ensure that the metrics provide a more holistic view of program performance.

B Recommendation: Take a holistic view of campaign performance based on multiple metrics. As
discussed extensively in the SW Verification and Integrated Effectiveness Study, and noted by
stakeholders in the ME&O Proceeding, it is important to link metrics to key program objectives and
clearly define what needs to be measured to assess how a campaign is performing. Further, it can be
difficult to establish a single metric to perfectly measure a particular concept. As such, it is important
to look at multiple metrics and consider what they convey in aggregate. This triangulation of findings
can help identify inconsistencies across different measurements and also provide multiple
perspectives on a particular metric of interest.

B Recommendation: Review the metrics on a regular basis and update the metrics when the SW ME&O
program changes. There are bound to be course corrections during the implementation of the SW
ME&O program as the administrator sees how different channels are performing. Revisiting the
program’s metrics will ensure that they continue to provide insight into the program’s performance.

B Regardless of a significant change in program implementation, the SW ME&O administrator should
regularly revisit metrics to ensure that they are capturing the intended data and that any
preliminary data suggest that the program is on track.
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6. PA ME&O Campaign Achievement Findings

A core aspect of this research effort was addressing five key questions related to customer engagement with
PA promotional marketing. As documented below, these questions focused on exploring customer
engagement with specific ME&O promotional campaigns,68 customers’ perceptions of the marketing they are
exposed to, and achievement of campaign objectives.

B How many customers are exposed to the marketing campaign?

B What effect does the marketing campaign have on the target market in terms of awareness of
marketed programs and offerings?

B Do customers find the information they received clear?
B Do customers take action or are they likely to take action due to the marketing?
B How effective is the campaign in achieving its objectives?

Due to the broad nature of ME&O promotional campaigns deployed by the PAs and available evaluation
budget, the evaluation team needed to identify areas of focus to address these research questions. We
selected one campaign for each PA using the following criteria, established through discussions with the CPUC
and PAs:

B Broad coverage of ME&OQ activities: We selected campaigns that involve the implementation of ME&O
activities across a wide range of channels.

B Represent the most common marketing activities statewide: Across all of the PAs’ Q1 2016 activities,
the five most common marketing channels are e-mail, events/workshops, direct mail, website, and
telephone calls. Where possible, we selected campaigns that also used many of these channels.

B Include activities that provide an opportunity to speak directly with customers: We selected campaigns
for which recipient contact information was available for many activities (i.e., phone numbers, emails,
addresses).

Given the timing of the evaluation efforts, and the seasonal component to PA promotional marketing, our team
focused on exploring customer engagement for campaigns deployed around the first quarter 2016. This
allowed our team to gauge near real-time exposure to the campaigns, and reflected when the PAs indicated
that their greatest volume of marketing activities would occur within the evaluation timeframe.

Based on our selection approach, findings presented within this chapter are not generalizable to the full suite
of marketing campaigns offered by the PAs. However, our selected campaigns represent a little more than a
third of all Q1 2016 marketing activities.®® Further, our selected campaigns generally align closely with the
population of campaigns in terms of channel mix, though the selections slightly over-represent email activities.

68 We define a “campaign” as a specific, defined series of activities used to market a product or service. An “activity” is messaging
and/or collateral delivered through a specific channel. The rationale for developing summaries at a campaign level is that it reflects
the PAs integrated marketing strategy, and captures multiple points of customer exposure. Further, many administrators indicate that
they develop objectives and measure results at the campaign level.

89 For SCE, we selected a Q2 2016 marketing campaign, as no marketing campaigns were launched during Q1 2016.
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In total, we selected six campaigns out of the 31 residential campaigns offered during the given timeframe.
We selected the following PA campaigns (Table 30).

Table 30. PA ME&O Selected Marketing Campaigns

BayREN Energy Upgrade California Home Upgrade Program Q1 2016 Marketing Campaign

PG&E REA Q1 2016 Marketing Campaign

SDG&E California Altgrnative Rajtes for Energy (CARE) and Energy Savings Assistance (ESA) Programs Q1
2016 Marketing Campaign

SCE Energy Upgrade California Home Upgrade Program Q2 2016 Marketing Campaign

SCG Energy Hero Winter 2015 Campaign and Spring 2016 Cold Water Washer Campaign

SoCalREN Energy Upgrade California Home Upgrade Program Q1 2016 Marketing Campaign

6.1 Marketing Campaign Overview

Though the selected campaigns are similar to the population of campaigns in a number of respects, as noted
in Chapter 3, each campaign promotes a distinct program with associated campaign goals, activities, and
target audiences. In addition, these campaigns also cover differing time frames given the deployment of
marketing activities across PAs. Our evaluation surveys also had distinct target populations (Table 31). These
distinctions between campaigns are important to consider when reviewing results associated with each PA’s

campaign assessment.

Table 31. ME&O Campaign Target Audience and Survey Respondent Groups

Campaign

BayREN Energy
Upgrade
California Home
Upgrade ME&O
Campaign

Campaign Goal

Generate awareness and
participation among
homeowners, contractors,
local governments, and real
estate professionals

Target Audience

BayREN uses past participation
and census data to identify target
geographic areas with a high
propensity for participation

\ Survey Respondent Group

Homeowners who received
Q1 workshop invitation
emails from BayREN,
attended workshops, or
contacted the Home
Upgrade Advisor call center

SoCalREN Energy
Upgrade
California Home
Upgrade ME&O

Generate awareness and
participation among
homeowners, contractors,
and public agencies

Homeowners, contractors, real
estate professionals, and local
governments

Homeowners who received
Q1 newsletters from
SoCalREN, attended
workshops, or contacted the
Home Upgrade Advisor call

California Home
Upgrade ME&O
Campaign

program participation barriers
with the long-term goal of
increasing program
participation

Campaign center
Build awareness of the Depending on the activity, either all

SCE Energy program, educate residential customers or residential

Upgrade homeowners to overcome customers that SCE believes have

a relatively high likelihood of
engaging with the program, based
on results of a propensity scoring
model

Residential customers who
received Q2 email from SCE
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Campaign

Campaign Goal

Target Audience

\ Survey Respondent Group

Build awareness of the HEC
tool and to encourage
completion of the HEC

PG&E REA ME&O
Campaign

All residential customers, some
activities are targeted to residential
customers who signed up to
receive the newsletter

Residential customers who
received the Q1 digital
Energy Advisor newsletter
and/or completed the HEC
Tool in Q1 2016

Promote general awareness
of energy management, and
provide information to
customers about three
energy-related programs:
Energy Upgrade California
Home Upgrade, Energy
Efficiency Rebate and Cold
Water Washer, and Energy
Efficiency Starter Kit

SCG Energy Hero
ME&O Campaign

General population residential
customers

General population living
within SCG service territory

Increase awareness of, and

SDG&E enroll low-income households
CARE/ESA ME&O | in programs to assist with
Campaign managing their energy use

and costs

Low-income households in SDG&E
service territory; some are
identified through Nielsen PRIZM
codes and census data or living in
lower-income zip codes with low
participation rates

Low-income households
(English and Spanish
speaking) that had signed up
and were deemed eligible for
CARE and ESA during Q1
2016

Further, each campaign has varied budgets and expenditures, and many of the PAs use different time frames
when tracking their budgets, either annually, quarterly or by campaign (Table 32). For example, SCG provided
campaign specific budgets and expenditures, while SDG&E provided 6-month budgets.

Table 32. Summary of Program ME&O Campaign Budget and Expenditures

Campaign ‘ Annual Budget* Quarterly Expenditures* * ‘ % of Budget ‘
BayREN Energy Upgrade California Home $870,263 $125 402 14%

Upgrade

SoCalREN Energy Upgrade California Home $878,623 $270,091 319%

Upgrade

SCE Energy Upgrade California Home Upgrade $200,000 $70,610v 35%

PG&E REA $232,000 (Quarter 1) $92,027 40%

SCG Energy Hero Campaign @ $288,330 (Campaign) $288,330 (Campaign)c | 100% (Campaign)

SDG&E CARE and ESA $855,527 (6 Month) $371,319 43%

*Reflects annual budget unless otherwise denoted. **Reflects Q1 2016 expenditures unless otherwise denoted. 2 Excludes Cold
Water Washer Program and Point of Sale Budgets. ® SCE Energy Upgrade California Home Upgrade program campaign was fielded in
Q2 20186. ¢ SCG Energy Hero Campaign was fielded during mid-November 2015 through mid-January 2016.

6.2

Integrated Campaign Findings

We provide a summary of findings and conclusions across the six selected marketing campaigns by each of
the key research questions addressed in this study. As noted above, although the selected campaigns
represent a substantial portion of the marketing activities conducted during the evaluation period, these
results are not meant to be compared against each other or generalized to other campaigns. We present the
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comprehensive assessments of each PA campaign and detailed findings by each PA in Appendices A through
F.

How many customers are exposed to the marketing campaign?

Each PA conducts distinct marketing campaigns that differ in terms of target markets and marketing channels
and activities. In most cases, the PA marketing campaigns leverage multiple channels and activities that are
typically broad (e.g., mass media) and deep (e.g., targeted marketing) to increase program awareness among
likely participants. Typically, for direct marketing efforts, the PA marketing campaigns appropriately target
customers who may be more likely to participate in the promoted program.

Table 33 provides a summary of customers exposed to each of the PA marketing campaigns. Depending upon
the campaign activity (e.g., targeted or mass media approach), the number of potential customers exposed to
the campaign can vary. The most commonly used metric that PAs, and many other companies, utilize to
measure exposure is impressions, which is an estimate of the audience for a particular marketing activity.
Impressions are a useful measure of marketing efforts, but not of marketing effectiveness, as they measure
potential, but not actual exposure.”®

For a number of the PAs, impressions are the only metric available. However, for some campaign activities,
there are alternative metrics that go further in measuring campaign exposure, such as click-through-rates
(CTRs) for digital marketing campaigns. Because the PAs conducted a variety of campaign activities and were
more likely to track impressions than other measures of exposure, we report impressions here. Further,
compared across marketing activities for a single PA, impressions illustrate the depth versus breadth of
different marketing activities. Finally, as previously noted, these results are not meant to be compared across
PAs, and we provide additional measures of campaignh exposure for each PA in Appendices A through F.

Table 33. Customers Exposed to the Marketing Campaigns

# of Campaign
Activities

Campaign

Type of Campaign Activities Impressions

BayREN Energy
Upgrade California 9
Home Upgrade

SoCalREN Energy
Upgrade California 12
Home Upgrade

Measured for only one
activity -- 249,049 radio
impressions*

Focused on targeted rather than mass media
approaches including events and workshops

Focused on targeted rather than mass media

*
approaches including events and workshops Not measured

SCE Energy Upgrade Targeted multi-touch campaign to repeatedly

California Home 5 contact customers in multiple settings to Range from 147,679 to
encourage participation to high-propensity 4,200,000 by activity
Upgrade
customers
PG&E REA 7 Provided both mass media and targeted activities | Range from 32,132 to

deployed to high-interest customers 3,374,231 by activity

Range from 168,791 to
16,070,900 by activity

Multi-tactic approach combines mass and direct | Range from 10,691 to
marketing with community engagement 8,884,000 by activity

SCG Energy Hero

Campaign 8 Mass media campaign

SDG&E CARE and ESA 12

70 For example, a television advertising campaign can have one million impressions because one million televisions were on when the
ad aired, but that is different than measuring how many customers were actually watching their televisions and were fully attuned to
the ad at the time.
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# of Campaign
Activities
*SoCalREN and BayREN activities tracked “engagements”, attendees, and other metrics. SoCalREN did not track impressions.
Source: PA data

Campaign

Type of Campaign Activities Impressions

The Energy Upgrade California Home Upgrade program marketing campaigns provide an illustration of the
variation across the PAs in terms of campaign activities and customer exposure. For instance, SCE, BayREN
and SoCalREN each attempted to increase awareness of the program, but the activities they deployed differed.
The RENs tended to focus on targeted activities, while SCE offered a mix of breadth (e.g., messaging on bill
inserts to all residential customers) and depth (e.g., targeted emails to customer’s that SCE believes have a
high likelihood of engaging with the program based on a propensity scoring model). As expected, the variation
in marketing activities coincides with large variation in marketing budgets and customer bases.
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BayREN Q1 2016 Energy Upgrade California Home SoCalREN Q1 2016 Energy Upgrade California Home
Upgrade Campaign Reach Upgrade Campaign Reach

/4

Local Government
Outreach

Govt

Legend
B Attendees ... Coordinated Marketing through
Community Partners /
. Impressions Engaged)
——— - / - -
Contractor ] $870,263 | H‘:l:r:;:::l : $767,623 |
13 \ Annual Budget |

Recnitment l Annual Budgst |
_____ s ) (Attende

Presentations
to Real Estate

Assessment Voucher
Emails

19

Professionals
gf‘o 60
g Participating Contractor (obocore i
F Support
& y €3 Home Upgrade Advisor Call Center
‘2‘9 117
;tq‘ Homeowner Workshop (Calls and Emails)
N 105

g Community Events

248

(One-on-One Conversations)

Website

Home Upgrade Advisor Email Campaign

1,614
Facebook

Local Media Buy*

249,049 Ul
' (Page Likes)

Notes: Note:

* The local media buy activity was limited to radio and digital media activities in Q1 2016. SoCalREN does not track interactions for the Email Newsletter and Homeowner Workshop Promotion activities.

The web analytics activity is not included because it does not track impressions or attendees. Source: Secondary data provided by SoCalREN

Source: Data provided by BayREN
SCE Q2 2016 Energy Upgrade California Home Upgrade
Campaign Reach

SCE/SCG '\ -
Co-Branded | $200,000 I
Home Upgrade . Annual Budget |
- am em -

Letter
147,679

Energy Upgrade California
Home Upgrade Program
Message Integration in

SCE OPower Energy
Report

315,000

SCE/SCG Co-Branded Home Upgrade
Email

329,038

Home Upgrade Message on SCE Bill
4,200,000

Note:
Counts are the number of mailings or emails sent. Contractor outreach information not provided.

Source: SCE response to Data Request
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What effect does the marketing campaign have on the target market in terms of awareness of
marketed programs and offerings?

Overall, customers who have been exposed to promotional marketing tend to have moderate to high levels of
program awareness and recall of marketing materials. This result is not surprising as many of the survey
respondents had either opted in to receive marketing communications or were program participants. With the
exception of SCE and SCG, the survey respondents do not represent all customers who might have been
exposed to marketing.

In Table 34, we provide awareness levels associated with each promotional campaign. Levels of program
awareness and recall vary across campaigns. Importantly, this could reflect prior levels of customer interest
in the program or marketing for some surveys. Further, other promotional efforts, not affiliated with the
campaign, could drive reported awareness levels. Similarly, each campaign used multiple activities so
customers may have learned about the program through a different activity than the one we evaluated, making
it difficult to make a causal connection between a single marketing activity and self-reported awareness.

It is important to note that each campaign promotes a distinct program with associated campaign goals,
activities, and target audiences as well as cover differing time frames given the deployment of marketing
activities across PAs. Our evaluation surveys also had distinct target populations. These distinctions between
campaigns are important to consider when reviewing results associated with each PA’'s campaign awareness.

Program

BayREN Energy

Table 34. Awareness of Marketing Programs and Offerings

Aware of Program

(% Aided)

92% of homeowners who received
Q1 newsletters from BayREN,

Recall Campaign Marketing
Materials (% Aided)

82% of homeowners who received
Q1 newsletters from BayREN,

Program Familiarity
(Mean Scoreon1to 7
scale)

5.3 of the respondents

Energy Upgrade
California Home

attended workshops, or contacted
the Home Upgrade Advisor call

ggﬁgg:jn?a Home atttﬁg %eodmﬁoakscggz, :gvﬁggti(;ﬁ?d attended workshops, or contacted | who were aware of the
Upsrade center were aE/)vgare of the prosram the Home Upgrade Advisor call program (n=46)
be (n=50) prog center recall marketing (n=50)
65% of homeowners who received o .
SoCalREN Q1 newsletters from SoCalREN, 60% of homeowners who received

Q1 newsletters from SoCalREN,
attended workshops, or contacted
the Home Upgrade Advisor call

5.5 of respondents who
are aware of the
program (n=26)

Hero Campaign

of the campaign (n=250)

Upgrade center were azr;/gjoo)f the program center recall marketing (n=40)
3CEr§2:rgy 28% of customers who received Q2 | 34% of respondents who received ?éie?f/ézsggnednig;[ls f\rAg:T?

pg ; email from SCE were aware of Q2 email from SCE recall seeing
California Home rogram (n=1,128) the email newsletter (n=1,128) SCE and were aware of
Upgrade prog ’ ’ the program (n=321)

49% of all customers who received 32% of all respondents recall at felgi ﬂli!snv?/nil\?vzz
PG&E REA newsletter were aware of the HEC least one of PG&E’'s HEC P
(n=1,332) marketing activities (n=1,505) aware of the HEC
; ’ (n=843)
S .

SCG Energy 13% of SCG customers were aware 11% of respondents recall seeing

either print or TV marketing
(n=250)

Not applicable

SDG&E CARE
and ESA

92% of customers who had signed
up and were deemed eligible for the

95% of respondents who were
aware of the program and recall

4.8 for respondents
who were aware of the
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Program Familiarity

Aware of Program Recall Campaign Marketing
HICEE (% Aided) Materials (% Aided) (aLlaisrel SOE
scale)
programs in Q1 2016 had heard of | signing up recall CARE marketing | program CARE (n=609),
CARE (n=660), 94% had heard of (n=592), 100% recall ESA 5.1 for ESA (n=48)
ESA (n=51) marketing (n=48)
Source: Customer surveys fielded for each campaign.

Do customers find the information they received clear?

To assess the clarity of marketing materials presented to consumers, we provided survey respondents with an
example of program marketing collateral and asked specific questions about the information provided in the
collateral. Overall, customers report that the marketing messaging was clear about the call to action (Table
35). However, results vary somewhat across the marketing campaigns, each of which have slightly different
calls to action and different levels of complexity associated with taking action. For example, SCG’s campaign
asks customers to visit SCG’'s website to look for more information about three promoted programs. In
contrast, other efforts encouraged customers to contact a contractor to participate in the Energy Upgrade
California Home Upgrade program. As noted above, distinctions between campaigns are important to consider
when reviewing results associated with each PA’s campaign clarity.

Table 35. Clarity of Marketing Materials Across Campaigns

Campaign % of Respondents Who Found Marketing Very Clear

e 48% of respondents found it very clear how participating in the program
benefits them

e 72% of respondents found it very clear how to contact a Home Upgrade
Advisor

o 72% of respondents found it very clear how to find more information about
the program

o 88% of respondents found it very clear how to attend an event

BayREN Energy Upgrade
California Home Upgrade

o 38% of respondents found it very clear how to participate in the program
SoCalREN Energy Upgrade e 43% of respondents found it very clear how to find more information about the
California Home Upgrade program

e 65% of respondents found it very clear how to attend an event

o 43% of respondents found it very clear how participating in the program
would benefit them

SCE Energy Upgrade California | e 50% of respondents found it very clear how to participate in the program

Home Upgrade o 58% of respondents found it very clear how to find more information about the
program

o  62% of respondents found it very clear how to find a contractor

e  66% of respondents found it very clear why someone would want to complete
the tool

PG&E REA e 74% of respondents found it very clear how much it would cost to complete
the tool (free)

e  76% of respondents found it very clear where to go to complete the HEC

e 82% found the TV commercial to be very easy to understand

e 84% found the print ad to be very easy to understand

e 71% were able to correctly identify the messages conveyed in the marketing
collateral

SCG Energy Hero Campaign
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% of Respondents Who Found Marketing Very Clear

e 60% of respondents found it very clear what kind of assistance the program
offers

e 62% of respondents found it very clear how participating in the programs
would benefit them

e 62% of respondents found it very clear how to find out if they are eligible for
the programs

Source: Customer surveys fielded for each campaign.

Campaign

SDG&E CARE and ESA

Do customers take action or are they likely to take action due to the marketing?

We assessed whether these campaigns could reasonably move customers to take action. Our assessment of
actions taken focuses on short-term outcomes from the marketing and comments on the effectiveness of one
key activity, such as an email newsletter, targeted to a specific sub-set of customers. We asked questions
regarding whether or not customers had taken, or planned to take action, and the influence of the marketing
on those plans. Customers tend to report that they have taken, or plan to take, intermediate or subsequent
steps to participate or engage with the promoted program after receiving the marketing collateral. Importantly,
the types of actions suggested in the collateral can range from looking for more information about the program
to purchasing an energy efficiency appliance. Due to the varied nature of the campaigns and calls to action
across the campaigns, we present the results separately for each PA in the detailed findings in Appendices A
through F. We also provide a high-level summary of actions taken in Table 36. As noted above, distinctions
between campaigns are important to consider when reviewing results associated with each PA’s campaign

actions taken or likelihood to take action.

Table 36. Summary of Actions Taken or Likelihood to Take Action

Influence of Percent of Customers Who Influence of
; Percent of Customers Who Took at = Marketing on Marketing on
Campaign . : Plan to Take at Least One .
Least One Action Action Action Planned Action
(Mean 1-7) (Mean 1-7)
0,
BayREN 96% of respondents report taking Moderate 92 fn?; riip% nk(::esr](tiqlr:gg’:iton Moderate
Energy some action related to participating | Influence: Eelated %o articipating in the Influence:
Upgrade in the program (e.g., discussing the | Range from rosram (ep digcussgin the Range from
California program with a friend, looking for 3.3t04.7 program wi-tgh”a friend Iogokin 2.0t05.0
Home Upgrade | information online) (n=50) mean score P g . A g mean score
for information online) (n=50)
o)
SoCalREN 60% of respondents report taking 8; ﬁn?; retsop% nk(izesngrsnfgg’:iton
Energy some action related to participating | Low Influence: Eelated %o articioating in the Low Influence:
Upgrade in the program (e.g., discussing the |1.8t0 3.1 rosram (ep digcussgi{n the 1.0t0 2.9
California program with a friend, looking for mean score prog -8 dis g mean score
Home Upgrade | information online) (n=40) program with a friend, looking
for information online) (n=40)
44% of respondents report taking
some action related to participating 24% of those respondents
3CEr§32rgy in the program (e.g., discussed the mgﬁz;itee_ 25 who haven’t taken any action | Moderate
Cgﬁfornia program with a household member, t04.3 me.an. in the past few months plan to | Influence: 3.6
Home Upgrade sought out information, looked for scor-e take at least one action t04.9
P or got a bid from a contractor) (n=103)
(n=807)
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Influence of Percent of Customers Who Influence of
. Percent of Customers Who Took at = Marketing on Marketing on
Campaign . . Plan to Take at Least One .
Least One Action Action Action Planned Action
(Mean 1-7) (Mean 1-7)
30% of respondents who have
PG&E REA 1% of customers have completed mgg:;its 3.8 not completed the tool plan to mgg:;it: 43
the HEC (n=1,046) e complete the HEC (among e
mean score . mean score
newsletter recipients; n=149)
SCG Energy
Hero 39% of respondents report purchasing an energy efficient appliance or apply for a rebate (n=250)
Campaign

e 61% of CARE and 82% of ESA respondents looked or plan to look for information to save energy in
SDG&E CARE the home

& ESA e 77% of CARE and 90% of ESA respondents have made or plan to make energy savings changes to
home

Beyond customer surveys, the evaluation team reviewed PA data to see if and how the PAs gathered data to
support their own assessment of effectiveness. In particular, we provide an example of how SCE currently
collects information that can facilitate this type of assessment.

SCE tracks the number of calls to its call center and visits to the Energy Upgrade California Home Upgrade
program website. SCE sent program promotional emails and direct mailings within the first week of May 2016,
along with messaging on customer bills and/or OPower reports during their May billing cycle, which extended
to early June. While SCE does not link call volume and web traffic to individual marketing activities, the monthly
totals likely capture most, but not all, of the customer interest generated from the Q2 marketing efforts.

Overall, our review of SCE data indicates that as a result of all Q2 marketing activities initiated in early May
2016, SCE’s customer call center and program landing page saw a threefold increase in activity during that
month, relative to the prior four months of 2016 when SCE was not running a marketing campaign (Figure
38). Moreover, the Q2 2016 campaign performed well relative to SCE’'s 2015 marketing campaigns, which
suggests that Q2 activities played a part in nudging customers to investigate the program.

Results of our high-propensity customer survey also support this interpretation. Specifically, not only did 44%
of high-propensity customers who were aware of the program take at least one program-related action within
the months following Q2 campaign launch, but, on average, respondents also reported that the marketing
played a moderate role in encouraging them to take these actions. In summary, the marketing materials are
effective in generating short-term interest in the program.

Figure 5. SCE Call Center and Landing Page Activity January 2015-June 2016

¥ ggii:i;? :cﬁeﬁfde Q2 2016 Home Upgrade
N Campaign Activity:
2000 July & August 2015 My 2016 25000,
K]
" 1,600 Q2 2015 Home Upgrade 20,000 2
] Campaign Activity: @
E 1,200 April 2015 15,000 :..p
8
E 800 10,000 }_:n
400 / 5000 E
———— . §
0 _________________________________________________________________ 0
Jan 2015 Apr 2015 Jul 2015 Oct 2015 Jan 2016 Apr 2016
-—=Total Inbound Calls - =Total Leads Generated from Inbound Calls Unique Landing Page Visits
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Source: SCE Response to Data Request.

Even when attribution can be assessed, it is important to put results into context. While promotional activities
are certainly useful in driving program awareness or providing compelling information on the program (e.g.,
about the rebates), promotional efforts are only one of many forces driving consumers’ decisions to participate
in a program. However, as the SCE example demonstrates, there is value in tracking intermediate responses
to marketing activities. This tracking would be even more valuable if SCE collected data on the information
sources that motivated customers to call or visit the web site.??

How effective are the selected campaigns in achieving its objectives?

The evaluation team leveraged multiple data sources to assess the degree to which the selected campaigns
achieved their objectives. First, we reviewed PA provided planning assumptions and tracking data to determine
what goals, if any, each PA had for the campaign and what was achieved. Second, we looked at the results
from customer surveys to see what the customer experience revealed about the achievement of campaign
objectives and have discussed those results within the previous sections of Chapter 6.

Documentation-Based Assessment

Based only on a review of the documentation provided by the PAs, it is challenging to assess whether or not
each campaign achieved its own marketing objectives. As discussed in Chapter 4, key challenges include the
fact that PAs have metrics for some activities, but not all; not all metrics have associated success criteria (e.g.,
none of the campaigns we reviewed had complete success criteria across the various marketing activities
deployed); and goals are set at various levels ranging from annual to quarterly.

However, following the evaluation team’s review of 2013-2014 CALSPREE programs, 2016 campaign activity
documentation was much more thorough and documented across each PA. For instance, some PAs went from
documenting no metrics or success criteria, to having metrics and success criteria for all marketing activities
(e.g., BayREN). Table 37 summarizes the level of metric and success criteria documentation across the case
studies. As can be seen, metrics were provided for most activities, although there were fewer success criteria
than metrics.

Table 37. Summary of PA Documentation of Metrics and Success Criteria

Campaign # of Activities  # of Metrics # of Success Criteria
BayREN Energy Upgrade California Home Upgrade 9 35 22
SoCalREN Energy Upgrade California Home Upgrade 12 15 14

SCE Energy Upgrade California Home Upgrade 5 3 3

PG&E REA 7 21 12

SCG Energy Hero Campaign 8 15 7

SDG&E CARE and ESA 12 10

Source: PA provided data.

In addition to marketing objectives, these campaigns also seek to achieve program objectives. However, as
previously discussed (see Chapter 4), it is difficult for the PAs to link marketing campaign achievements to
program participation goals. One of the primary reasons is that it requires greater data tracking and is also

71 The web tracking could be done with a short popup survey with a sample of customers.
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better suited to some marketing activities than others (e.g. direct marketing versus mass marketing). With
that said, the evaluation team looked at participation data for each of the case studies and found that two of
three PAs who provided program participation information were on track to, or had already achieved their
annual program participation goals.

B Overall, PG&E’s participation goal is for 50,000 customers to complete an HEC by the end of 2016, a
25% increase over 2015’s goal of 40,000 customers. PG&E estimated that about 23,800 customers,
or close to half of the annual goal for 2016, had completed an HEC by the end of Q1 2016. In 2015,
PG&E far exceeded its annual goal with more than 100,000 customers completing an HEC.

B One of SCE’s marketing campaign goals is to drive increased Energy Upgrade California Home Upgrade
Program participation. According to SCE, as of June 2016, SCE had already achieved 100% of its 2016
Energy Upgrade California Home Upgrade Program participation goal, with more than 1,325 Home
Upgrade projects completed to date.

B SDG&E’s goal is to enroll 90% of eligible customers in CARE in 2016. According to SDG&E’s April 2016
monthly low-income report, 77% of the estimated 350,715 eligible customers were enrolled in CARE
at the end of March.72 During Q1 2016, SDG&E enrolled 18,479 customers in the CARE program. For
ESA, SDG&E’s goal is for 10,158 customers to participate in the program between January and June
2016. At the end of March, 2,305 households had participated, 23% of the 6-month goal.

In considering these results, it is important to note the difficulty of attributing participation in Q1 2016 solely
to Q1 marketing efforts. Participants may have been exposed to earlier campaigns but did not participate until
Q1 2016. Further, PA ME&O goes well beyond promotion, so that multiple factors may drive program
participation aside from a particular marketing campaign. For this reason, in the future, we believe it will be
valuable to assess marketing effects as part of the evaluation of the program(s) it supports.

Evaluation-Based Assessment

Drawing upon both PA provided data and results from customer surveys, the evaluation team provides the
following high-level summary of performance for each PA.

B Overall, PG&E appears on track to achieve its marketing goals. PG&E’s marketing efforts performed
well compared to their metrics with most marketing channels achieving or surpassing the planned goal
for impressions and CTRs. As noted above, PG&E also showed progress toward meeting annual
aggregate goals for participation. Additionally, nearly all survey respondents (98%) indicated that the
email provided a clear sense of HEC tool details, including why someone would want to complete the
HEC tool, how they could complete the tool, and what it would cost to do so (i.e., free). However, just
0.36% of customers who received the email newsletter clicked on the HEC link, although this is close
to the goal of 0.39%.

B SDG&E’s approach has been effective in conveying information about CARE and ESA. Survey
respondents felt the CARE and ESA marketing provided clear information about program eligibility and
benefits, with some opportunities for improvement. In particular, approximately one-third of
respondents felt some of the key marketing messages were unclear. Further, information on the
SDG&E website, direct marketing, and personal outreach were the most memorable and motivating
marketing tactics.

72 The SDG&E April 2016 Low Income Monthly Report tables can be found at: http://eestats.cpuc.ca.gov/EEGA2010Files/SDGE/
ESAReport/SDGE%20Apr16%20Low%20Income%20Monthly%20Report%20Tables.1.xIsx.
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6.3

SCE’s marketing campaign achieved success in several dimensions. Survey respondents indicate that
marketing materials deliver messages that are clear and actionable. One-third of respondents who
received the Q2 marketing email opened it, and 11% of those who opened the email clicked on a link
in the email. Respondents who recalled the Q2 marketing email were more often aware of the program
than those who did not recall the email.

Some aspects of SCG’s marketing campaign were more successful than others. In all, it appears that
SCG’s Energy Hero campaign is reaching its target audience, has messaging that is clear and
informative, and may have an influence on the energy-related actions of the customers who are
exposed to it. Overall, 13% of respondents indicated that they were aware of the campaign prior to
taking the survey. Further, respondents indicated that the campaign messaging was clear and easy to
understand.

Overall, BayREN’s marketing efforts appear successful, particularly in driving awareness. More than
three-quarters of survey respondents recall some marketing from BayREN. In addition, the marketing
was generally effective in delivering its intended message, which focuses on giving consumers a clear
idea of how to take action, such as attending community events or finding out more about the program.

It is unclear whether or not SoCalREN will achieve its annual marketing campaign goals. Overall,
SoCalREN’s marketing campaign appears to be well targeted, and well suited to the Energy Upgrade
California Home Upgrade program. Awareness of the program is moderate (65%), and SoCalREN
efforts appear to be successful in driving program awareness. Further, a little under three-quarters of
survey respondents recall some marketing from SoCalREN. However, respondent perception of the
newsletter varied in terms of clarity and some aspects of the messaging could be improved.

Recommendations

The findings from our assessment of ME&O campaign effectiveness strengthen the case for those
considerations presented in Section 4 (e.g., identify salient metrics, develop success criteria, and deploy
campaigns in a way that supports causal measurement). In addition, we provide the following considerations:

B Consideration: PA marketing staff should identify metrics, as well as establish success criteria, for

marketing activities and continuously assess performance:

B |dentify consistent metrics across activities to assess within campaign performance. As noted
above, in some cases the same metric is not tracked consistently across activities where this
metric is appropriate (e.g., impressions across all mass media campaigns). The PAs should ensure
that their vendors provide this data to be able to assess the relative value of their activities, as
well as their return on investment.

B Develop success criteria, where feasible, for campaigns. We understand that in some cases,
success criteria are not available, or appropriate for some activities. However, to the extent
feasible, we recommend that the PAs continue to build upon their enhanced documentation of
activities since 2013-2014, and develop and document success criteria for relevant activities
within their campaigns.

B Identify most salient metrics to measure effects. We suggest that the PAs prioritize those metrics
that support measuring campaign effectiveness.
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7. Key Findings and Recommendations on Program Design

This section of the report integrates key findings and recommendations from throughout the evaluation to
address two central questions related to future program design: 1) what role should the CPUC play in providing
guidance on and oversight of PA ME&O marketing efforts, and 2) what types of messaging and content should
SW and PA ME&O provide?

In Figure 6 below, we graphically depict a framework for the CPUC’s future oversight of the SW and PA ME&O
efforts, as well as the overlap between them. Based on this evaluation, we believe the CPUC oversight function
and the evaluation function are related, and therefore our recommendation incorporates both the oversight
and evaluation.

Figure 6. Recommended CPUC Oversight and Evaluation Approach

* CPUC provides guidance on ME&O efforts
SW ME&O * CPUC assesses marketing efforts and effects

* CPUC provides guidance on coordination of marketing efforts
* CPUC assesses effectiveness of coordination
* CPUC assesses effects of coordinated marketing

Coordination
of Efforts

CPUC requires documentation of PA marketing efforts,
PAME&O including marketing program budgets

Should the CPUC provide more guidance or add more oversight to the PAs ME&O activities?

While the level of oversight the CPUC currently provides for PA ME&O is generally acceptable, the evaluation
team believes some changes should be made. Overall, it is appropriate for the CPUC to provide different levels
of oversight for the SW ME&O program as compared to PA marketing efforts. These differences are acceptable
because the SW ME&O program focuses exclusively on promotion whereas PA marketing is rooted in all four
elements of marketing (i.e., the Four Ps of product, price, place and promotion). Given this distinction, it does
not make sense for the CPUC to provide oversight of only the promotional aspect of PA ME&O in isolation from
the program(s) it supports. As a result, we make the following recommendations to the CPUC regarding where,
and how, to focus future oversight and guidance.

The current SW ME&O vision and goals require focus on coordination and collaboration across the various
stakeholders and administrators. It is essential, both from a consumer perspective, as well as from a funding
perspective, that these efforts are integrated, rather than duplicative or inconsistent.
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B Recommendation: CPUC should focus its oversight on all coordinated efforts between the PAs and the
SW ME&O program. By focusing on the areas where the PAs and SW ME&O program coordinate, the
CPUC can ensure that the potential for customer confusion is minimized, and that PA led promotional
campaigns support achievement of the SW ME&O vision. The Joint Consumer Action Plans outlined by
the CPUC play an important role in this process by helping to identify high priority areas for SW ME&O
in consultation with the PAs. Early attempts to implement this type of process through SW ME&O
Quarterly Stakeholder Meetings were well received and provided an opportunity for the PAs to share
information on how high priority topics related to their own programmatic efforts.?3

B Develop relevant metrics to assess how well the coordination process is working. Metrics for
effective coordination can include a suite of qualitative and quantitative measurements that
address the level and efficacy of coordination. The CPUC, working with a facilitator and stakeholder
groups, should determine the most pertinent metrics for assessing the effectiveness of
coordination, and progress towards collaboration. Metrics to consider include:

B Achievement of established coordination goals (i.e., were all issues addressed, were the
solutions thorough, did the solutions address the issues)

B Progress relative to the timeline (i.e., were tasks completed on time, were there delays)

B Level of participant engagement (i.e., is the level of engagement or amount of time dedicated
to the tasks appropriate)

B Continue to ensure the SW ME&O program and PAs coordinate on messaging and content if both
entities are promoting a particular program to California consumers. Focus group findings and
other qualitative research conducted as part of this study indicate that customers prefer multiple
sources of information and do not appear to be confused by multiple messages offered across
administrators in the market. Moving forward, general energy management topics and program-
specific information promoted by the SW ME&O program and the PAs should continue to be
coordinated to ensure consistency, as well as accuracy of content.74

Given the different levels of CPUC oversight for SW and PA ME&O, we recommend different requirements for
evaluation within the current regulatory framework. In particular, as highlighted in Figure 6, the evaluation
team recommends an ongoing focus on evaluating marketing effects for SW ME&O along with evaluating the
coordination of ME&O efforts between the PAs and the SW ME&O administrator teams.

Given the different levels of CPUC oversight for SW and PA ME&O, we recommend different requirements for
evaluation within the current regulatory framework.

B Recommendation: Assess the effectiveness of coordinated efforts between the PAs and the SW ME&O
program. An assessment of the effectiveness of coordinated marketing is essential to future SW ME&O
campaigns, particularly when coordination of PA and SW ME&O efforts achieves both the short-term
and long-term SW ME&O goals and vision. PA marketing is an essential component to supporting these

73 Per CPUC 03/22/2016. “Decision on Phase 3 Issues: Post-2016 Statewide Marketing, Education and Outreach Activities” Decision
16-03-029. The Annual “Joint Consumer Action Plan” will propose prioritized program areas, and if approved, will include the goals
and objectives, target audiences, high-level approaches and strategies, metrics, and implementation roles and responsibilities for each
strategy (pp. 67).

74 |t is important to acknowledge that the misalignment of SW ME&O and Energy Efficiency program cycles is a central challenge to

coordination. While parties have been open and willing to coordinate, in many cases, the PAs are in the midst of implementing their
marketing plans when SW ME&O planning is underway.
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goals and our team believes that there are currently core programmatic areas where measurement of
coordinated effects is vital. These include all activities associated with lead generation for PA
programs, as well as coordinated efforts to market specific programs such as the Energy Upgrade
California® Home Upgrade Program. At present, the SW ME&O program performance metrics (PPMs)
do not link statewide and PA efforts, but the development of a clear lead generation mechanism is an
important step in linking statewide efforts to local program participation.

B Recommendation: While the PAs should be required to document marketing efforts (but not measure
effects), the CPUC should measure both market efforts and effects for SW ME&O. In particular, SW
ME&O efforts require an assessment of market effects in addition to efforts. For example, measuring
effort involves answering questions about what and how much was accomplished (e.g., how many
materials were distributed and how many people did the campaign reach), whereas measuring effect
involves assessing the changes that result from a campaign (e.g., has there been change in awareness
or behavior, what actions have people taken).”® We recommend that in the future, the CPUC work with
the SW ME&O administrator to design campaigns to measure effects (or causal impacts associated
with campaigns) through incorporating experimental or quasi-experimental research designs. In any
cases where direct response tracking is available (e.g., where marketing staff can keep a record of
those participants who were exposed to the marketing collateral and used that channel to participate
in the program), incorporate this within the marketing campaign, and collect data to assess
achievements. When experimental design is not an option, the evaluator should work to develop other
methods for determining effects such as latent class discrete choice (LCDC), structural equation
modeling, multi-level modeling, or other approaches, some of which were used in the previous ME&O
evaluation work for the 2006-2008 program cycle.

B Recommendation: The PAs, although not required to by the CPUC, should consider embedding a
comprehensive assessment of marketing effects as part of program-specific evaluation efforts. The
PAs should consider directing evaluators to assess the effectiveness of marketing campaigns in
achieving programmatic goals—particularly for underperforming programs. We recommend focusing
on those programs that are not achieving their goals, are not cost-effective, are newer initiatives, or
have hard-to-reach target audiences. These evaluations should move beyond studying efforts, to also
assessing effects. As noted above, PA ME&O goes well beyond promotion, making it more valuable to
assess marketing effects as part of the evaluation of the program(s) it supports. To date, there have
been few comprehensive assessments of marketing effects within existing program evaluations. Refer
to Section 4 for information on what a more comprehensive assessment would cover.

What mix of messaging should the SW ME&O administrator and the PAs provide in the future?

We see no issues with the SW ME&O implementer and PAs continuing to provide a mix of messages about
utility programs, no/low cost actions, general energy management topics or the benefits of taking action, if
these campaigns are coordinated and consistent. As previously mentioned, findings from customer research
suggest that customers prefer multiple sources of information regarding energy efficiency. Additionally,
customer research suggests that program sponsorship (e.g., 10U, REN, SW sponsors) does not affect
participants’ motivation to take part in the program nearly as much as the program design or the design of the
program promotional materials. Further, a review of several PA marketing campaigns suggest that depending

75 The latest SW ME&O evaluation both verifies (e.g., measures that efforts occurred) as well as assesses effectiveness (e.g., measures
effects of marketing efforts that occurred).

opiniondynamics.com Page 69



Key Findings and Recommendations on Program Design

upon the topic that is promoted, a single marketing activity may not spur customer action on its own; rather,
customers may take action after having seen several marketing pieces or over a substantial period of time.

As a means of fostering coordination and consistency, the evaluation team emphasizes recommendation 7B
above as a means to keep both the SW ME&O administrator and PA parties informed and aligned as they work
through the Joint Consumer Action Plans.
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Detailed PA ME&O Case Study Findings

A core aspect of this research effort addressed five central questions of interest related to customer
engagement with, and effectiveness of, PA marketing. As documented below, these questions focused on
exploring customer engagement with specific ME&O campaigns, 6 their perceptions of the marketing they are
exposed to, and achievement of campaign objectives.

B How many customers are exposed to the marketing campaign?

B What effect does the marketing campaign have on the target market in terms of awareness of
marketed programs and offerings?

B Do customers find the information they received useful and clear?
B Do customers take action or are they likely to take action due to the marketing?
B How effective is the campaign in achieving its objectives?

To answer these questions, the evaluation team worked with the CPUC and PAs to identify one campaign per
PA for assessment. Due to the broad nature of ME&O campaigns deployed by the PAs and available evaluation
budget, the evaluation team needed to identify areas of focus to address these research questions. We used
the following criteria, established through discussions with the CPUC and PAs, to select each campaign:

B Broad coverage of ME&OQ activities: We selected campaigns that involve the implementation of ME&O
activities across a wide range of channels.

B Represent the most common marketing activities statewide: Across all of the PA’s Q1 2016 activities,
the five most common marketing channels are e-mail, events/workshops, direct mail, website, and
telephone calls. Where possible, we selected campaigns that also used many of these channels.

B Include activities that provide an opportunity to speak directly with customers: We selected campaigns
for which recipient contact information was available for many activities (i.e., phone numbers, emails,
addresses).

Given the timing of the evaluation efforts, and the seasonal component to PA marketing, our team focused on
exploring customer engagement for campaigns deployed around the first quarter 2016. This allowed our team
to gauge near real-time exposure to the campaigns, and reflected when the PAs indicated that their greatest
volume of marketing activities would occur within the evaluation timeframe.

Based on our selection approach, findings presented within this section are not generalizable to the full suite
of marketing campaigns offered by the PAs. However, our selected campaigns represent a little more than a
third of all Q1 2016 marketing activities, and between 15% and 100% of marketing activities by PA.77 Further,
our selected campaigns generally align closely with the population of campaigns in terms of channel mix,

76 We define a “campaign” as a specific, defined series of activities used to market a product or service. An “activity” is messaging
and/or collateral delivered through a specific channel. The rationale for developing summaries at a campaign level is that it reflects
the PAs integrated marketing strategy, and captures multiple points of customer exposure. Further, many administrators indicate that
they develop objectives and measure results at the campaign level.

77 For SCE, we selected a Q2 marketing campaign, as no marketing campaigns were launched during Q1 2016.
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though the selections slightly over-represent email activities. In total, we selected 6 campaigns out of the 31
residential campaigns offered during the given timeframe. We selected the following PA campaigns (Table 30).

Table 38. PA ME&O Selected Marketing Campaigns

Program . Report
Administrator CHm P Location
BayREN Energy Upgrade California Home Upgrade Program Q1 Marketing Campaign Appendix A
PG&E REA Q1 Marketing Campaign Appendix B
California Alternative Rates for Energy (CARE) and Energy Savings Assistance (ESA) .
SDG&E Programs Q1 Marketing Campaign Appendix C
SCE Energy Upgrade California Home Upgrade Program Q2 Marketing Campaign Appendix D
SCG Energy_ Hero Winter 2015 Campaign and Spring 2016 Cold Water Washer Appendix E
Campaign
SoCalREN Energy Upgrade California Home Upgrade Program Q1 Marketing Campaign Appendix F

In the following sections, we provide our summary of findings for each program marketing campaign, including
a description of the campaign, our evaluation objectives and approach, key findings and conclusions, and
detailed findings.
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A. BayREN’s Energy Upgrade California Home Upgrade

Program

A.1 Marketing Campaign Overview

BayREN’s Energy Upgrade California Home Upgrade Program offers up to $3,150 in incentives to consumers
for completing comprehensive home retrofits through a participating contractor. The overarching goals for the
program’s marketing efforts during the first quarter of 2016 were to generate awareness and participation
among several key target audiences: homeowners, contractors, local governments, and real estate
professionals. For the purposes of this assessment, we focused on marketing efforts targeting homeowners,
as these are ultimately the participants in the program and are the target of the majority of marketing activities.
Further, Energy Upgrade California Home Upgrade Program contractors have been extensively interviewed as
part of other ongoing evaluation efforts.”8

BayREN set out to achieve its marketing goals by promoting the program through email; in-person workshops
or events; radio; and outreach to contractors, public agencies, and real estate professionals. BayREN also
promoted the Energy Upgrade California Home Upgrade Program through its website
(www.bayareaenergyupgrade.org). Table 39 provides a summary of BayREN’s Q1 2016 marketing activities,
channels employed, and target audience.

Table 39. BayREN’s Q1 2106 Energy Upgrade California Home Upgrade Marketing Activities

Deployment

Time Frame Al

Channel

Marketing Activity

Description

Januar County-specific marketing efforts; in Q1 « Internet/Banner Ads
Local Media Buy y 2016 included radio and digital media . Homeowners
2016 e Radio
efforts
Home Upgrade Email blasts from Home Upgrade
- ) February- o .
Advisor Email Advisor; includes homeowner workshop e Email Homeowners
. March 2016 |. .~ " )
Campaign invitations and other topics
Community January- Tables, booths, or presentations at « Events/workshops Homeowners
Events March 2016 | community events P
Educational workshops for homeowners
Homeowner that provide information on the program
March 2016 | and other energy efficiency topics; e Events/workshops Homeowners
Workshop B
participating contractors and past
participants may also attend
Participati e Email
articipating January- Ongoing support or training for e Events/workshops
Contractor Lo Contractors
March 2016 | participating contractors e In-person
Support
e Phone
. Maintain ongoing relationships with local | e Email
Presentations to .
real estate associations or mortgage e Events/workshops Real Estate
Real Estate March 2016 lend d Keti Professional
Professionals enders an present at marketing e Leverage partner rofessionals
meetings networks

78 |n particular, participating contractors were interviewed during the study period as part of the I0U-led process evaluation of the
Energy Upgrade California Home Upgrade Program.
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Deployment

Marketing Activity Time Frame Description Channel Audience
Events or outreach to contractors to
introduce them to the program and Door-to-door
Contractor February- encourage them to become participatin Email Contractors
Recruitment March 2016 g ) P pating
contractors; events may also cover other Events/workshops
energy efficiency topics
Coordmated Marketing to homeowners through .
Marketing ; . .| Email
through February- | community partner networks; partners in « Leverage partner Local
. March 2016 | Q1 included three cities and a local Governments
Community government partnership networks
Partners
Web analytics for local Home Upgrade Homeowners,
Program websites (Home Upgrade Contractors,
. . January- Program information place on county . Local
Website Analytics March 2016 | websites, does not include partners’ * Website Governments,
websites) and regional Home Upgrade Real Estate
Program website Professionals

Source: BayREN Response to Data Request.

A.2 Evaluation Objectives and Approach

Our research addressed two overarching objectives. The first objective was to document the core activities
BayREN completed during the campaign to examine how well these activities align with the campaign theory
and stated campaign goals, as well as to assess campaign performance associated with these goals. Second,
we assessed the effectiveness of one or more specific marketing activities within the campaign by fielding a
survey with targeted customers. To meet the first objective, we reviewed program materials that BayREN
provided, including communications plans, budgets, metrics, success criteria, and outcomes for all activities.
Second, we fielded an internet survey to a census of 590 customers who received Home Upgrade Advisor
workshop invitations, attended a workshop, or contacted the Home Upgrade Advisor call center. We completed
surveys with 50 of these customers. As part of the survey effort, we explored the effectiveness of any BayREN
marketing efforts that consumers recalled from 2015 or Q1 2016.

A.3 Key Findings and Conclusions

BayREN’s goals in promoting the program were to increase program awareness and program participation.
Figure 7 presents research findings related to targeting, messaging, and awareness in a conceptual model of
how the marketing campaign supports customers taking action with respect to the program. Below the figure,
we expand on our conclusions about campaign effectiveness and discuss several limitations of the
assessment.
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Figure 7. BayREN Energy Upgrade California Home Upgrade Program Q1 2016 Marketing Campaign
Summary of Results

Targeting
Effectiveness

* Almost all
respondents have
either a medium-high
(80%) or a high (12%)
need for home
upgrades

* Targets geographic

Campaign
Awareness

*82% of recipients
recall seeing Q1
marketing

*100% who recall
marketing are aware

of the Energy
Upgrade California

Messaging
Effectiveness

* Respondents who
are aware of the
marketing tend to be
more knowledgeable
about the program

* Mixed impressions
of clarity of

Actions Taken

*96% of recipients
took at least one
program-related
action since receiving
the marketing, and
nine have begun

participating
*15% indicate that

the marketing
influenced past
actions*

areas with high
participation
potential

Home Upgrade
Program, compared
to 56% of
respondents who do
not recall the
marketing

marketing messaging
(48% to 88% indicate
marketing is very
clear across topical
areas)

*98% plan to take
additional actions in
the next year, and
report moderate
influence from
marketingz

* Percent who indicated that marketing influenced past or planned actions is based on the percent of respondents who recalled the
marketing, took at least one action in the past few months, and, when asked about their likelihood to have taken or take action if they
had not received information from the marketing, provided a score of 1, 2, or 3 on a scale of 1 “not at all likely” to 7 “very likely.”

Overall, the results of our study suggest that BayREN’s marketing campaign achieved success across several
dimensions. Key findings and recommendations include:

B BayREN’s marketing campaign appears to be well targeted. In particular, BayREN’s marketing strategy
and targeting approach is well suited for the Energy Upgrade California Home Upgrade Program.
According to BayREN, the marketing campaign mixes direct marketing to homeowners by working with
strategic partners (contractors, real estate professionals, local governments) who act as credible
messengers to homeowners. This type of strategy is appropriate for the program, which relies on a
network of participating contractors and requires a large financial investment from homeowners.
BayREN’s focus on “deep engagement” efforts (such as presentations and conversations with
customers), rather than mass media, is also aligned with the level of support homeowners may need
to decide whether to participate. Finally, BayREN uses past participation and census data to identify
target geographic areas with a high propensity for participation. Generally speaking, respondent
awareness of the Energy Upgrade California Home Upgrade Program is high, as is recall of marketing
materials designed to promote the program.

B Awareness of Energy Upgrade California Home Upgrade is high (92% of respondents), and BayREN
marketing efforts appear to be successful in driving program awareness. More than three-quarters of
survey respondents recall some marketing from BayREN. Further, consumers who recall the marketing
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have higher awareness of the program (100%) than those who do not recall the marketing (56%). In
addition, those who recall marketing tend to have higher familiarity and knowledge of the program.
While these findings suggest there is something different between customers who recall and do not
recall the marketing, we cannot attribute this difference to BayREN marketing with any certainty.

B Respondent perception of email marketing varied in terms of clarity. The marketing was on the whole
effective in delivering its intended messaging in that it is generally giving consumers a clear idea of
how to take actions, such as attending community events or finding out more about the program.
However, some aspects of marketing messaging, such as program benefits, could use improvement.

B BayREN marketing is one of many factors that may contribute to future program participation, and
focuses on moving customers along the path to engaging with more information about the program.
Nearly all survey respondents (96%) reported taking some intermediate action related to participating
in the program or planning to take some type of action in the next 12 months (98%), such as discussing
the program with a friend, neighbor, or someone in their household, as well as looking for more
information online. However, respondents also indicated that the marketing had a moderate influence
on their decisions to take these intermediate actions.

B There are opportunities to improve BayREN’'s ME&O performance tracking processes. BayREN set
metrics and success criteria for some of their marketing activities, and does not track budgets or
expenditures at the marketing activity level. As a result, the evaluation team recommends that BayREN
develop goals by activity and track expenditures at an activity level to enable assessment of marketing
performance to inform future marketing efforts. Further, we recommend tracking CTRs for email
activities.

Additionally, this assessment should be interpreted in light of three limitations.

B First, our analysis focuses on short-term outcomes from the marketing and comments on the
effectiveness of one key activity, and email newsletter, targeted to homeowners only. We recommend
that the CPUC interpret our findings as only one of several important indicators of the broader
campaign’s success in marketing the Energy Upgrade California Home Upgrade Program. To address
this limitation, future research should consider conducting a longitudinal study of awareness over time,
such as before and after receipt of marketing materials. Further, we recommend comparing program
enroliment rates 12 months after the receipt of materials to explore the degree of correspondence
between the survey respondents’ reported intentions to participate in the program (within a month of
receiving marketing materials) relative to their actual participation.

B Second, we fielded a customer survey among a specific subset of the BayREN customer base that
does not represent all customers who might be exposed to BayREN’s Energy Upgrade California Home
Upgrade Program marketing. At best, the responsiveness of customers who opt in to receiving the
marketing may be considered an upper-bound approximation of the responsiveness of all customers
on average.

B Third, marketing is one of many influences that can support a customer decision to participate in a
program. Given the limited number of participants we surveyed, we were unable to assess the role of
marketing compared to other factors in terms of driving participation.

Notably, according to BayREN, several of the BayREN counties were not yet under contract until late into the
first quarter in 2016, which limits the marketing that can occur during this time frame.
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A.4 Detailed Findings

In this section, we present a detailed assessment of the effectiveness of BayREN’s Q1 2016 Energy Upgrade
California Home Upgrade Program marketing campaign.

Campaign Reach

As shown in Figure 8, BayREN reached the greatest number of consumers with radio advertisements and an
email campaign. The “impressions” in Figure 8 represent the maximum number of customers the campaign
could have reached through each activity. Customers do not click on every internet search result; nor do they
read every email that they are sent or every article in the newspaper to which they subscribe. BayREN did not
track impressions for their website activities.

Notably, most tactics involved in-person events with homeowners and strategic partners, and reach is tracked
through attendees at these events. These in-person activities typically reached far fewer customers or partners
but offered opportunities for face-to-face, in-depth engagements. In the case of Energy Upgrade California
Home Upgrade Program marketing efforts, despite efforts focusing on high-propensity customers, many of the
customers reached may not be eligible for the programs — especially for the mass marketing tactics, such as
television and print ads, as compared to direct marketing efforts, such as direct mail and email. In the next
section, we explore the extent to which the different marketing activities connected with the target audience
and met the metrics that BayREN set.
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Figure 8. Q1 2016 BayREN Energy Upgrade California Home Upgrade Program Marketing Campaign Reach,
by Activity
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* The local media buy activity was limited to radio and digital media activities in Q1 2016. The web analytics activity is
not included because it does not track impressions or attendees. Source: Data provided by BayREN.

Achievement of Campaign Metrics

While BayREN conducts similar marketing efforts across its territory, it works with each Bay Area county (the
“member agencies”) to tailor marketing strategies to suit local needs. ME&O is overseen region-wide by a
“lead county” and an ME&O subcontractor. During the planning stage, the lead county works with the other
BayREN counties to set county-level marketing budgets and then asks the counties to develop activities and
annual goals based on that budget. The BayREN counties commonly use a mix of historical trends analysis,
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secondary research, and analyses of media consumption patterns to set goals. While the lead county may
assist each county in developing its goals, BayREN staff mention that they often defer to local county expertise.
Thus, the exact approach may vary from county to county. While we recognize the importance of tailoring local
efforts, we recommend creating and documenting a standard approach by which the counties set their ME&O
goals.

BayREN set annual goals, established success criteria, and tracked performance for seven of nine marketing
activities. As shown in Table 40, for those activities with success criteria, activities appear to be on track to
meet their year-end goals. Specifically, BayREN has spent 14% of its ME&O budget to date and in most cases
has achieved at least 14% of its goal. In several cases, such as participating contractor support, BayREN has
already exceeded its goals. However, most of BayREN’s ME&O activities are episodic (e.g., events and ad hoc
email campaigns) rather than constant throughout the year (e.g., web analytics, monthly newsletters, and call
centers). Thus, we cannot conclude with confidence whether BayREN will maintain its current pace of activities
and progress toward its goals.

While BayREN tracks metrics and associated success criteria for many of its activities, there are opportunities
to improve performance tracking. Because BayREN did not typically set specific success criteria by quarter, it
is difficult to assess how these activities will ultimately perform. Further, tracking CTRs for email activities will
help determine how effective those activities are in encouraging customers to learn more.
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Table 40. BayREN Q1 2016 Energy Upgrade California Home Upgrade Program Marketing Activities, Goals, and Achievements

Annual Success

Activity ‘ Metrics ‘ Criteria Quarterly Result Achievement
Impressions Not provided 249,049 Not applicable
CTR (internet/banner ads) Not provided 0.27% Not applicable
Local Media Buy Clicks (internet/banner ads) Not provided 653 Not applicable
Cost per Click (internet/banner ads) Not provided $3.99 Not applicable
Reach* (radio) Not provided 20 Not applicable
Home Upgrade Advisor | Email Campaigns Not provided 3 Not applicable
Email Campaign Impressions Not provided 1,614 Not applicable
Events 59 11 19% of annual goal
Attendees at Tabling Events None 1,200 Not applicable
Community Events Attendees at Presentations 440 143 33% of annual goal
Impressions 4,700 648 14% of annual goal
Direct Interactions 1,820 246 19% of annual goal
Number of Registrations/Sign-Ups/Emails Collected Not provided 24 Not applicable
Events 32 4 13% of annual goal
Attendees 1,245 105 8% of annual goal
Homeowner Workshop | Impressions Not provided 25 Not applicable
Direct Interactions Not provided 14 Not applicable
Number of Registrations/Sign-Ups/Emails Collected Not provided 14 Not applicable
o Events 8 4 50% of annual goal
giggfta“”g Contractor M rendees 59 63 107% of annual goal
Impressions 210 232 110% of annual goal
Events 14 1 7% of annual goal
Presentations to Real Attendees 395 60 15% of annual goal
Estate Professionals Impressions 575 70 12% of annual goal
Direct Interactions 300 5 2% of annual goal
Events 16 2 13% of annual goal
Contractor Recruitment Impressions 691 450 65% of annual goal
Attendees 73 28 38% of annual goal
Direct Interactions 76 15 20% of annual goal
Coordinated Marketing | Number of Pieces of Collateral Provided to City Staff 10 6 60% of annual goal
through Community Number of Cities Provided Collateral Not provided 2 Not applicable
Partners Number of Cities Engaged 11 3 27% of annual goal
Regional Page Views Not provided 115 Not applicable
Website Analytics Local Page Views 300 336 112% of annual goal
Unique Local Page Views 250 151 60% of annual goal

* While it is not explicitly defined in BayREN's tracking data, it is likely that “reach” represents the number of times the radio ad was aired.
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Marketing Budget and Expenditures

BayREN conducted nine different types of marketing activities for the Energy Upgrade California Home
Upgrade Program in Q1 2016 (Table 41). BayREN did not track budgets and expenditures at the activity level
for most activities, but grouped them under a single category. Overall, the program spent less than a sixth of
its budget in Q1. According to BayREN staff, this reflects a significant level of planning that occurs at the
beginning of any year before any implementation occurs.

Table 41. BayREN Q1 2016 Energy Upgrade California Home Upgrade Program
Marketing Budget and Expenditures

Activity | Annual Budget 2016 | Expenditures through March 2016 | % of 2016 Budget Spent |

All Marketing Activities $870,263 $125,402 14%

Source: BayREN Response to Data Request.

Awareness of Program and Marketing Campaign

Survey results suggest that BayREN's marketing efforts helped drive awareness of the Energy Upgrade
California Home Upgrade Program and that consumers who previously engaged with the program are highly
knowledgeable about it. Almost all respondents are aware of the program (46 of 50, or 92%), but respondents
who recall being exposed to BayREN marketing (n=41) are much more likely to recall the program (100%) than
those who do not recall any of the marketing (56%, n=9). This high level of awareness makes sense,
considering all respondents have engaged with the program at least enough to share their contact information
with BayREN.

The 46 respondents who were aware of the program were also very knowledgeable about the nature of it, as
indicated by high average familiarity scores (Figure 9). To further test respondents’ comprehension of the
program, we asked those who were aware of the program to identify which of five statements best described
the Energy Upgrade California Home Upgrade Program? and almost all (94%) selected the correct program
description, including those who reported low or moderate familiarity with the program. This suggests that
many respondents generally understand what the program is, but have limited familiarity with the details (e.g.,
eligible measures, the participation process).

Figure 9. Familiarity with the BayREN Energy Upgrade California Home Upgrade Program among Those
Aware of the Program

Mean
Aware of
(n=46) '
0% 20% 40% 60% 80% 100%

®m Low Familiarity (1-3) Moderate Familiarity (4) ®High Familiarity (5-7)

Scale of 1 to 7, where 1 indicates “I have only heard the name” and 7 is “| know a lot about it.”
Source: BayREN Consumer Survey.

79 The statements were: “A program that provides rebates and incentives for home improvements that include air sealing, duct sealing,
attic insulation, and more” (the correct response), “A program that specifically incentivizes solar panels and solar hot water heaters,”
“A program that provides homeowners and renters with a free kit containing energy efficient light bulbs, faucet aerators, and low-flow
shower heads to install in their home,” “None of the above,” and “Don’t know.”
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Respondents often recalled seeing some marketing from BayREN regarding the program. When we provided
them with a list of different marketing they might have seen, 82% of respondents recalled seeing at least one
item between 2015 and Q1 2016.

Figure 10. Aided Recall of BayREN 2015 and Q1 2016 Marketing Campaign Activities

100%
I (n=50)
82% |
80%
I Top three ME&O
activities recalled by
60% I respondents
48%
40% I
I 28%
20% I 16%
o I .
Any ME&O Channel" An Email Workshop Invitation A Phone Call

Source: BayREN Consumer Survey.

Campaign Messaging Clarity and Usefulness

As part of the survey, we presented respondents with collateral from a Q1 homeowner workshop email
invitation to explore clarity of the marketing messaging.8® The email invitation covered how to attend a BayREN
event, how to learn more about the program, and program benefits such as comfort issues or high utility bills.
Respondents indicated that BayREN’s marketing messaging is clear. Most respondents indicated that it was
very clear how to attend a BayREN event and learn more about the program. They also clearly understood how
to contact a Home Upgrade Advisor, which makes sense given that they had originally received this email from
a Home Upgrade Advisor. However, respondents gave mixed responses on how clearly the email
communicated the benefits of the program.

80 |In cases where respondents did not recall the newsletter, we provided them an example during the survey.
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Figure 11. Clarity of Information Provided in the BayREN Email Invitation
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Source: BayREN Consumer Survey.

To put marketing usefulness in the context of customers’ relative need for the program, we developed an index
of each customer’s relative need for home upgrades. We developed the index using six survey questions about
participants’ recent and planned home improvement projects, behavior changes, and energy assessment
history.81 We interpret high index scores as an indication that a respondent would be more interested in
making major home upgrades and believes that there are additional opportunities for upgrades to his or her
home or behavior changes to use less energy. Nearly all respondents (92%) had a “high” or “medium high”
need for home upgrades (12% and 80%, respectively), suggesting that BayREN may be reaching the right
customers with its marketing. However, because our survey sample is entirely composed of customers who
have engaged with the program in some way, we cannot conclude whether those who have not engaged with
the program have similar needs.

Campaign Influence on Behaviors and Actions

Almost all (96%) respondents reported taking some action related to participating in the program. These
actions include discussing the program with a friend, neighbor, or someone in their household, as well as
looking for more information online (Figure 12). Given that the participation process for the Energy Upgrade
California Home Upgrade Program can take a long time and requires both a large financial and time
commitment, these intermediate actions reflect improved awareness of the program, a growing interest in
participating, and initial steps to determine if the program is a good fit for their needs.

However, BayREN’s marketing has had only a moderate influence on customers’ decisions to take action. We
asked respondents who recalled the marketing and took action how influential the marketing was on their
decision to take those actions. On a scale of 1 to 7, with 1 meaning “not at all influential” and 7 meaning

81 We grouped respondents into one of four categories that indicate their relative need for energy efficiency information based on their
responses to a series of questions about current, past, and planned energy efficiency upgrades that they have made to their home, as
well as their beliefs about additional opportunities for upgrades or behavioral changes that they could make to save energy. At the
“high” end of the need scale, we placed respondents who had made upgrades in the past, were currently working on a project, had
future plans for more projects, and still believed that additional opportunities existed. At the “low” end of the need scale, we placed
respondents who had never completed upgrades, had no plans to do so, and didn’t believe there were any energy-saving opportunities.
We placed respondents in the middle who gave a combination of responses within the particular category based on the number of
questions that indicated the respondent had a history of taking action and a strong belief that opportunities for saving existed.
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“highly influential,” respondents gave moderate average influence scores between 3.3 and 4.7 depending on

the action (Figure 12, right side).

Figure 12. Influence of BayREN Campaign Information on Actions Taken in the Past Few Months

Actions Taken in 2016
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Upgrade project
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Source: BayREN Consumer Survey.
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We also asked respondents about actions that they are likely to take in the next 12 months, as the participation
process for Energy Upgrade California Home Upgrade Program can take that long. In particular, we asked
these questions of those who had not taken one or more actions in the past few months. Overall, we found
that almost all (98%) respondents plan to take some type of action in next 12 months that will help them
decide whether to participate, though this varies by specific action (Figure 13). However, the influence of
BayREN’s marketing continues to be on average moderate among those who plan an action and recall the
marketing. Notably, the total number of survey respondents is small and may not represent the influence over

these actions.
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Figure 13. Influence of BayREN Campaign Information on Actions Planned
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However, it is important to put these findings into context. While marketing is certainly useful in driving
program awareness, or providing compelling information on the program (e.g., about the rebates), there are
multiple factors that drive consumers’ decisions to participate, and marketing efforts are often not top-of-mind

drivers, but seed decision making.
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B. PG&E’s Residential Energy Advisor (REA) Program

B.1 Marketing Campaign Overview

PG&E’s REA program provides customers with a suite of products and services designed to improve their
understanding of their energy use, their ability to manage it, and the energy efficiency of their homes, and,
where appropriate, to encourage customer enroliment in whole-house energy efficiency programs. The
program uses behavioral outreach initiatives and interactive tools to meet these objectives. A key program
component and the focus of this evaluation is the HEC, a self-guided online assessment and toolbox of energy-
saving tips accessible from the PG&E website and hosted by OPower. Additionally, the REA program includes
HERs, which are customer energy usage reports sent to more than 1 million customers on an ongoing basis.
PG&E markets the HEC using a variety of activities each year. Figure 14 displays the pathway from a
customer’s exposure to marketing to completion of the HEC.

Figure 14. Theoretical Homeowner Path from Marketing Exposure to Completion of the HEC
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Marketing and through Direct Mail or Email (PG&E.com or SEM
Outreach or Email and Retargeting)

Increased Awareness,

Knowledge, Attitude,

Behavior Change and
Reduced Market Barriers

Referrals from HEC to Engage (Repeated) with
Other Residential HEC and Associated
Programs Recommendations

M Stage 1 In.creas.ed .
B Stage 2 Participation in Measures

m Stage 3 Other Residential Purchased/Installed
age

Programs

PG&E staff note that customers are more likely to engage with the REA program after having been exposed to
several marketing activities. In other words, PG&E does not expect that a single marketing activity will spur
customer action on its own; rather, customers take action after having seen several marketing pieces. As such,
PG&E markets the REA program using multi-channel, multi-touch campaigns that include multiple
simultaneous marketing activities. Meanwhile, PG&E’s current tracking systems do not enable marketing staff
to follow a single customer’s journey directly from a single marketing activity through to HEC completion. For
the tool to recognize the customer and pull in their account data, the customer must provide their PG&E login
credentials. Once a customer logs into their account, PG&E does track customer engagement with the HEC,
and reports that 77% of those who start the HEC end up completing it (based on PG&E data since January
2016). Even so, the transition from HEC landing page to HEC completion creates a “dead zone” in terms of a
customer’s journey from engagement with a marketing activity to HEC completion, and PG&E notes that it is
not currently possible to know who attempts to access the tool until they have logged in.82 Given the theory
that PG&E’s REA marketing activities are designed to work together to drive increased awareness and action,

82 PG&E does implement customer tagging that tracks customers’ activities once logged into the PG&E website.
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as well as the current gulf in the customer’s journey between (repeated) marketing exposure before account
log-in, to HEC completion after account log-in, PG&E evaluates marketing success at the level of the campaign
rather than by activity. This approach provides insights as to the effectiveness of the campaign against
programmatic goals and against goals set for individual marketing activities, but is not set up with the purpose
of assessing the effectiveness of individual activities relative to one another. Similarly, PG&E assigns budgets
and evaluates costs at the campaign level rather than at the activity level. Despite this, PG&E has developed
metrics for many marketing activities.

During the first quarter of 2016, PG&E used seven marketing activities to promote the REA program with a
specific focus on the HEC. The primary goal of the Q1 campaign was to build awareness of the HEC and to
encourage completion of the HEC. PG&E’s mass marketing tactics included internet search engine marketing
and retargeting, an ad marketing the program on the PG&E website, and messaging on billing remittance
envelopes. PG&E also used more-targeted marketing by placing an HEC article in the Energy Advisor email
newsletter.83 Additionally, PG&E integrated HEC messaging into PG&E’s Opower HER, communications with
customers interested in solar, and mailings about upcoming rate reforms. PG&E deployed these activities
between January and March 2016 with an emphasis on the month of January, when it could promote the HEC
in the context of setting goals for the new year. Table 42 provides additional detail about each marketing
activity.

83 The Energy Advisor email newsletter provides multiple graphic articles tailored to the customer. The newsletter articles are clickable
pods of information comprised of a graphic, headline, and short call to action. Clicking the article brings the customer to a web resource
on energy savings, such as a PG&E YouTube video, a landing page on the PG&E website, an online article with energy-saving tips, or
other content.
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Table 42. PG&E’s Q1 2016 Residential Energy Advisor Program Marketing Activities

Marketing Deployment

Description Audience

Activity Time Frame

Ad on PG&E January 2016 An ad promoting HEC on the first
Website y page of the PG&E website

Improve visibility of HEC in internet

Website | All residential customers

All residential customers;

Search Engine search results; uses a targeted retargeting is developed to
Marketing (SEM) Q12016 approach, targets additional ads e Internet o P
. t . reach specific segments through
and Retargeting based on previous internet
contextual relevance
searches
Billing . . All residential customers
Remittance March 2016 Message promoting HEC_on the * D'r?Ct receiving paper billing
envelopes of customer bills Mail
Envelope statements
Residential customers who
Energy Advisor provided their email address

Monthly Email January 2016 HEC.was featured in the monthly e Email
email newsletter
Newsletter

and permission to receive
marketing; content varies based
on customer propensity to
participate in different programs

HEC was featured in the electronic . .
Residential customers who
report sent to customers

HERs January 2016 comparing their usage to that of e Email receive HERs as part qf PG&E’s
randomly controlled trial

similar homes

Integration into Promotion of HEC on solar portion : \I/D\/i?::;te Customers considering solar
Solar Marketing Q12016 of PG&E website and mailings and Mail and existing solar customers
Materials email to existing solar customers al . g

e Email
Integration into Promotion of HEC in information e Direct Residential customers who were
Rate Reform Q12016 sent to customers about upcoming Mail expected to be affected by
Information rate changes e Email changes to their rates

B.2 Evaluation Objectives and Approach

Our research addressed two overarching objectives. The first objective was to document the core marketing
activities PG&E completed during Q1 2016 campaign to examine how well these activities align with the
campaign theory and stated campaign goals, as well as to assess campaign performance associated with
these goals. Second, we assessed the effectiveness of one or more specific marketing activities within the
campaign by fielding a survey with targeted customers. To meet the first objective, we reviewed program
materials that PG&E provided, including communications plans, budgets, metrics, success criteria, and
outcomes for all activities. To assess the second objective, we completed a survey with 1,505 customers who
received the Q1 2016 Energy Advisor digital newsletter in January 2016 and/or completed the HEC in Q1
2016.

We utilized the survey to assess customer recall of the newsletter and awareness of the HEC and to assess
the influence of the email content on the likelihood of taking actions related to the program. Understanding
that the program theory uses a multi-touch approach to encourage customer action, surveyed actions included
but were not limited to completion of the HEC.
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We oversampled customers who had interacted with the newsletter (i.e., opened it or clicked on the HEC
advertisement within the newsletter) and/or who had completed the HEC during Q1 2016 to ensure that we
completed enough interviews to assess customer experiences with the newsletter and the HEC. PG&E
provided the sample using tracking data maintained by its marketing team. As Figure 15 shows, we spoke
with a sample of customers who either were exposed to ME&O during Q1 2016 by receiving the January 2016
Energy Advisor email newsletter (groups A and B) or had direct experience with the HEC by completing it during
Q1 (groups B and C). The intersection of these groups produces three types of customers responding to the
survey. Group A is composed of customers who received the newsletter but did not complete the HEC; Group B
is composed of those who both received the newsletter and completed the HEC; and Group C is composed of
those who did not receive the newsletter but completed the HEC.

Figure 15. PG&E Home Energy Advisor Campaign Assessment Sample

Completed
HEC

Received
Newsletter

A

In the pages that follow, for each graphic that presents survey results, we include figure notes that describe
which group(s) of respondents are included in each graphic and the weighting scheme we applied to the data.
All sample sizes presented in the graphics are unweighted means. To account for the oversampling scheme,
we developed survey weights for customer groups A, B, and C to use when we examine combinations of the
three groups. Based on the data available to us at the time of fielding, we did not know whether one subset of
customers in our sample who completed the HEC tool had received the newsletter and did not know whether
another subset of customers in our sample who received the newsletter had completed the HEC tool. Table
11-18 in Section 3 list the methods we used to develop weights and provide the weights we applied to the
survey data. In the figures and tables throughout this section, we refer to the weights applied to the graphics
using the naming scheme outlined in Section 3.

B.3 Key Findings and Conclusions

PG&E’s goals in promoting HEC tool were to increase awareness of the HEC and use of the HEC as the gateway
into energy management. Figure 16 presents research findings related to targeting, messaging, and resulting
awareness in a conceptual model of how the marketing campaign supports customers taking action with
respect to the program. Below the figure, we expand on our conclusions about campaign effectiveness and
discuss several limitations of the assessment.
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Figure 16. PG&E Residential Energy Advisor Program Marketing Campaign Summary of Results

Targeting
Effectiveness

* Delivers multi-touch
campaign with some
materials targeted to
high-interest
customers

*Uses HEC tool as a

way to funnel
customers into energy
efficiency programs

Campaign
Awareness: Energy
Advisor Newsletter

*17% of recipients
recall informaton
about HEC in a PG&E
email*

*67% of recipients who
clicked through
newsletter are aware
of HEC, but
approximately half of
those who did not click
through newsletter are
aware of HEC

Messaging
Effectiveness:
Energy Advisor
Newsletter

*31% of recipients who
received Q1 newsletter
opened it

*52% of recipients are
highly interested in the
program

*98% rated information
presented in Q1
newsletter as
somewhat or very clear

Actions Taken:
Energy Advisor
Newsletter

* 1% of recipients
completed and recall
completion of HEC in
Q1

* 74% of recipients took
at least one action
toward changing home
or habits regarding
energy use

*93% of HEC
completers took an
action, and 70% of

non-completers took
an action

* We did not ask respondents specifically about the Q1 newsletter.

Results of our secondary data review and of our customer survey suggest that this program’s marketing
campaign is achieving success in several dimensions. Key findings and recommendations include:

B Overall, PG&E appears on track to achieve its marketing goals. PG&E’s marketing efforts performed
well compared to their metrics, with most marketing channels achieving or surpassing the planned
goal for impressions and CTRs and showed progress toward meeting annual aggregate goals for
participation. As an overall aggregate indicator of marketing success, PG&E achieved almost half of
its goal for HEC completions (approximately 47% of the goal) by the end of the first quarter.

B The campaign’s organizing framework appears appropriate in the context of the HEC description. The
product’s theory of change has three main stages: marketing, engagement with the HEC tool as the
gateway to energy saving actions, and energy-saving actions. Two main “jumps” link the stages to form
a customer’s “journey” (see Figure 14). First, PG&E uses multi-touch marketing to prompt customer
use of interactive tools (i.e., HEC), such as leveraging behavioral outreach initiatives in the REA
umbrella (i.e., HERs), digital ads, newsletters, and other activities to promote the HEC tool. In turn,
engagement with the tools encourages customers to save energy through behavior change or PG&E’s
energy efficiency programs that are relevant to the specific customer (e.g., whole-house retrofit
programs). In the first stage, PG&E’s use of multiple, frequent marketing activities is an appropriate
way to reach a cross-section of potential participants at relatively low cost, and in a sense, little
targeting is needed because the HEC tool also serves as a way to screen probable participants.
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However, PG&E delivers its targeted marketing to groups of customers whose interests reveal a
relatively higher propensity to engage with utility energy efficiency programs. And, in the second stage,
because participating in the HEC requires relatively little customer commitment (it is free, and relatively
quick to complete), it is a valuable way to capture the interest of customers likely to participate in
energy efficiency programs. In concept, we found that this strategy is strong and seems to work well
within the overall goals of the REA program.

PG&E is implementing its multi-touch campaign in a way that both reaches a cross-section of PG&E
customers to generate and maintain program awareness and provides higher-propensity
customers with additional nudges to participate in the program. This strategy — implemented with
a mix of broader awareness tactics (such as bill inserts and digital media) and targeted tactics
(such as e-mail)— aligns well with the relatively low level of commitment that customers would
need to make when deciding to engage with the program.

Key content in the email newsletter is clear. Nearly all respondents (98%) indicated that the email
provided a clear sense of HEC tool details, including why someone would want to complete the
HEC tool, how they could complete the tool, and what it would cost to do so (i.e., free).

The second “jump” in the customer journey appears to work as designed. Specifically, the HEC
appears to be an effective informational and motivational tool. Respondents who completed the
HEC were more likely to report taking energy-related actions since completing the HEC than
respondents who did not complete the HEC. Although it is possible that the respondents who
completed the HEC were already predisposed to take these actions, it is still likely that the HEC
was influential. This supports PG&E’s program theory of change, which uses the HEC as a way to
channel customers toward other energy-saving actions.

However, promoting the HEC tool through the newsletter may not be as effective as needed. Just
0.36% of customers who received the email newsletter clicked on the HEC link, which is close to
the goal of 0.39%. Most email recipients who opened the email did not engage with HEC content
— and these recipients did not exhibit increased awareness of the HEC tool. The purpose of PG&E’s
monthly email newsletter is to deliver awareness-building messages on multiple products and
programs to a sizeable segment of the customer population. In this context, HEC messaging
competes for customer attention with other marketing content. As a result, some of the customers
who did not click on the HEC article may have instead focused on one of the other messages in
the newsletter. Those who do click the HEC link — and presumably visited the HEC landing page —
are more aware of the tool and express deeper knowledge of it. In short, PG&E is successful in
getting customers to open its monthly email newsletter, but a bigger challenge appears to be using
this multi-message activity to get customers to engage with the HEC article in a way that builds
awareness. This finding should be interpreted in the context of PG&E’s multi-tactic campaign,
which assumes that awareness is built slowly over time and after multiple marketing interactions.

PG&E may be able to boost newsletter conversion rates by developing content that showcases
aspects of the HEC tool that customers value. The HEC article in the marketing email presented a
pie chart of home energy usage and noted a clear, simple call to action: “Get customized savings
ideas in just 5 minutes. All for free!” By taking the call to action by clicking on the article, customers
are taken to the HEC landing page. However, customers unlikely to click on this pod still believe
that they already know what to do to save energy (39%), that they don’t have time to take the
check-up (21%), and that their home is already efficient enough (15%). Overcoming
misconceptions about time and savings potential may be challenging, as the marketing messages
already clearly display this content. However, some of these customers may be convinced to
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engage with the tool if PG&E can adjust images or messaging to highlight non-energy benefits of
the tool, like helping the environment, benefitting the household, and improving the comfort of the
home.

Additionally, this assessment should be interpreted in light of three limitations.

B  We provided an example of marketing collateral in the survey to assess respondent reactions to the
collateral in terms of its clarity and its impact on the likelihood to take the actions suggested in the
collateral. Results from these specific questions may face challenges to external validity. Without
displaying a copy of the newsletter during the survey to aid in recall, the chances of a customer
recalling the newsletter six months after receiving it would have been slim. On one hand, using a
marketing simulation enhanced our ability to elicit customer experiences with PG&E’s marketing email.
On the other, asking participants to spend time reviewing the materials may have increased self-
reported interest in the HEC. By design of the simulation, survey participants gave more time and
attention to the HEC than might be expected of the average customer who opens PG&E’s newsletters,
possibly priming them to provide the strong intentions that we observed (an external validity
challenge). Results may also reflect the inherent divergence between stated intentions and actual
behavior, which is a challenge shared by most survey research studies. Overall, the comparisons stem
from the broader challenge of conducting marketing evaluations that meet multiple forms of research
validity.

B We focused our customer survey on the effectiveness of one of PG&E’'s Q1 2016 marketing activities.
CTRs, recall, and other indicators of marketing effectiveness based on the emailed newsletter may not
be reflective of marketing pieces that customers see in other contexts, such as when they are already
logged into their PG&E account, are paying their bills, or have been searching on the web for ways to
save energy. We recommend that the CPUC interpret our findings as only one of several important
indicators of the broader campaign’s success in marketing the HEC Tool. To address this limitation,
future research should consider leveraging the direct tracking data that PG&E collects for other digital
marketing activities to conduct a longitudinal study of awareness over time, such as before and after
receipt of marketing materials.

B We fielded a customer survey among a specific subset of the PG&E customers that does not represent
all customers who might be exposed to PG&E's HEC marketing. At best, the responsiveness of
customers who opt in to receiving the marketing may be considered an upper-bound approximation of
the responsiveness of all customers on average.

B.4 Detailed Findings

In this section, we present a detailed assessment of the effectiveness of PG&E’'s Q1 2016 HEC marketing
campaign.

Campaign Reach

As shown in Figure 17, PG&E reached a large number of customers, as well as a range of audiences, using
the seven ME&O activities, reflecting PG&E’s stated multi-touch approach to marketing. The “impressions” in
Figure 17 represent the maximum number of customers the campaign could have reached with each activity.
Customers do not click on every internet search result; nor do they read every email that they are sent or every
article in the newspaper to which they subscribe. Two of the activities with the broadest customer reach — HEC
ads on bill remittance envelopes and the PG&E website — did not have any additional cost to the PG&E
marketing team because they leveraged existing assets. While the activities with less-extensive reach tended
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to incur direct marketing costs, these activities were targeted toward groups of customers expected to be more
interested in the program (e.g., solar integration efforts targeted at existing solar prospects; customers who
signed up to receive the PG&E Energy Advisor newsletter). In the next section, we explore the extent to which
the different marketing activities connected with the target audience and met the metrics that PG&E set.

Figure 17. Q1 2016 PG&E HEC Marketing Campaign Reach, by Activity

Solar Integration
Efforts

Home Energy
Reports
57,980

Energy Advisor Newsletter
1,735,722

Billing Remittance Envelope
2,900,000

SEM and Retargeting
3,198,936

Ad on PG&E.com
3,374,231

Note: The chart excludes Rate Reform Integration because information is unavailable.
Source: Data provided by PG&E.

Achievement of Campaign Metrics

According to PG&E, a primary objective of all seven marketing activities is to increase awareness of the
program. For SEM and retargeting, program participation is an additional primary objective, whereas
participation is a secondary objective for all other activities with the exception of the bill remittance envelope,
which has only awareness as an objective.

Overall, PG&E’s participation goal is for 50,000 customers to complete an HEC by the end of 2016, a 25%
increase over 2015’s goal of 40,000 customers. PG&E estimated that about 23,800 customers, or close to
half of the annual goal for 2016, had completed an HEC by the end of Q1 2016. In 2015, PG&E far exceeded
its annual goal with more than 100,000 customers completing an HEC.

Although PG&E evaluates marketing success at the level of the campaign rather than by activity, PG&E does
have metrics for many marketing activities. For the most part, the metrics are based on the 2015 performance
of the same activity. To facilitate assessment of these metrics, PG&E tracks the program reach for all activities
and, for digital marketing, has information on page visits, open rates, and CTRs. In addition, PG&E’s marketing
vendor maintains a database that tracks individual customer responses to certain digital marketing activities.
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For the Q1 activities, the database tracked the customers who opened newsletters, clicked on certain links in
a newsletter, and clicked on a PG&E website ad if they had logged onto pge.com.

PG&E’s marketing efforts performed well compared to its metrics, with most marketing channels achieving or
surpassing the planned goal for impressions and CTRs (Table 43). The ad on the PG&E website and the SEM
performed particularly well relative to the goals.

PG&E sent the January Energy Advisor newsletter to 1,733,389 customers. While PG&E did not set a metric
for the open rate of the newsletter, the 23% of customers who opened the email newsletter slightly exceeds
utility industry benchmarks for IOU newsletters sent to residential customers, which show an average open
rate of 21%.84 Far fewer customers clicked on the HEC link in the email newsletter. Just 0.36% of customers
who were sent the newsletter clicked on the HEC link, which is close to meeting PG&E’s success criterion of
0.39%. Looking just at those customers who opened the newsletter, 1.6% clicked the specific HEC link, which
was one of five articles in the Q1 newsletter. Industry benchmarks suggest that 9.5% of customers who open
newsletters click on at least one link in the newsletter (click-to-open rates, or CTOR). If we assume that
customers are equally likely to click on any of the individual articles in a newsletter, the industry benchmark
of 9.5% CTOR suggests that PG&E might have expected to achieve about a 1.9% CTOR for each of the five
individual articles in its January newsletter. The PG&E newsletter's 1.6% CTOR for the HEC article is just shy
of this approximate benchmark, and is a sign of the success of the newsletter marketing activity relative to
industry benchmarks.

Although not a metric, another measure of effectiveness of the Energy Advisor newsletter is the percentage of
customers who completed the HEC. Out of the 399,119 customers who opened the email, 0.36% clicked the
HEC link and completed the HEC during Q1.85 Of the customers who opened the email and clicked on the HEC
link (n=6,190), 23% completed the HEC tool during Q1.

Overall, PG&E does succeed in getting customers to open the email, which is a key first step to increasing
customer awareness and use of the HEC. However, HEC completion rates among people who only read, vs.
read and click on HEC advertisements, show that it is critical to also get customers who open the email to then
click on the HEC link. At least for the Q1 2016 newsletter, HEC click rates fell slightly below their target metric.
In general, customers engage with email newsletters by either reading individual articles that interest them
(providing a more in-depth exposure to the content) or scanning all of the headlines in the newsletter (a
shallower level of exposure). Thus, while getting customers to open the email is key, it is inherently challenging
to get all customers who open a marketing newsletter to click on any particular article. As the marketing email
is just one of several customer touchpoints that PG&E uses in its marketing campaign, the success of the
overall campaign does not depend on this single activity. Still, it is possible that focusing marketing emails on
fewer calls to action could result in higher CTORs for this activity.

Table 43. PG&E Q1 2016 HEC Marketing Activities, Goals, and Achievements

Activity Metrics | Success Criteria* | Result \ Achievement
) Impressions 2,930,141 3,374,231 | 115% of goal
Ad on PG&E Website , .
Clicks 1,305 1,764 | 135% of clicks

84 Questline, 2015 Energy Utility Email Benchmarks Report. p. 45. Available at: https://cdn.questline.com/asset/get/47a2f0f7-fOfd-
4917-b7b6-2625e84ef911.

85 Two percent of all customers who opened the newsletter completed the HEC in Q1. It is possible that some of these additional
customers completed the HEC due to other marketing efforts (e.g. the HER). Or they may have clicked on the link in the newsletter but
did not complete the HEC at the time and later went directly back to the HEC website rather than via the newsletter link. The 0.36%
completion rate could be considered a lower bound and 2% an upper bound of HEC completion due to the newsletter.
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Activity Metrics | Success Criteria* | Result | Achievement
CTR 0.05% 0.05% | Met goal
Impressions 13,338,876/yr | 3,198,936 | 24% of annual goal
2.05 percentage points
_— 0, 0
CTR -- SEM 0.96% 3.01% higher than goal
Landing Page Visits - o
SEM and Retargeting SEM 4,186/yr 3,751 90% of annual goal
CTR - Retargeting 0.31% 0.259 | O-07 percentage points
lower than goal
Landing Page Visits - o
Retargeting 18,569/yr 10,272 | 20% of annual goal
. ) Impressions 2,000,000 2,900,000 | 145% of goal
Billing Remittance Envelope - — - -
Vanity URL Visits Not provided 7 Not applicable
Impressions Not provided 1,733,380 | Not applicable
Opens . 399,119 .
Not provided ’ Not applicable
Energy Advisor Monthly Email Open Rate P 23.03% PP
Newsletter Clicks 0.39% 6,190 |0.02 percentage points
CTR I 0.36% lower than goal
CTOR Not provided 1.6% Not applicable
HERs Impressions 55,000 57,980 | 105% of goal
Prospec.t Webpage Not provided 3,742 Not applicable
Visits
Prospect Checklist Still in .
Download development 316 Not applicable
o EX|st'|ng Customer Not provided 56,497 | Not applicable
Integration into Solar Email Impressions
Marketing Materials isti i
g EX|st|_ng Customer 40.8% 36.6% 4.2 percentage points lower
Email Open Rate than goal
Existing Customer CTR 4.8% 5.4% 0.6 percentage points higher
than goal
Existing Customer Mail | o\ o ovided | 32,132 | Not applicable
Impressions
Integration into Rate Reform - Still in Not .
Information Stillin development development provided Not applicable

* All goals are set per activity unless otherwise specified (i.e., per year).

Marketing Budget and Expenditures

Through March 2016, PG&E spent 40% of its Q1 REA program marketing budget of $232,000 (Table 44).
Solar integration efforts accounted for the largest share of these marketing expenditures (40%), followed by
the digital newsletter (36%) and SEM and retargeting (24%). Meanwhile, PG&E integrated HEC ads on the
PG&E website, billing remittance envelopes, and HERs at no additional cost (Table 44).
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Table 44. PG&E Residential Energy Advisor Program 2016 Marketing Budget and Expenditures

Activity

Q1 Budget

(2016)

Expenditures

through

March 2016

Share of Q1
Expenditures

% of Budget
Spentin Q1

Solar Marketing Integration Efforts* $50,000 $37,000 74%
Energy Advisor Monthly Email Newsletter $102,000 $33,043 36% 32%
SEM and Retargeting $80,000 $21,984 24% 27%
Ad on PGE Website** $0 $0 0% 0%
Billing Remittance Envelope** $0 $0 0% 0%
HERs** $0 $0 0% 0%
Rate Reform Integration Efforts*** - - - -

Total $232,000 $92,027 - 40%

Source: Data provided by PG&E.
* PG&E estimates.
** PG&E reports that the activity leverages PG&E’s existing owned assets and other ongoing programs; hence, activities incur no

additional marketing costs.
*** Budget was under development at the time of the data request, but PG&E expected the cost to be minimal.

Awareness of the HEC and Marketing Campaign Recall

In the following section, we describe findings from our customer survey that reveal customer awareness of the
HEC, customer recall of marketing activities, and the effectiveness of the newsletter in particular.

As shown in Figure 18, about 32% of respondents recall at least one of PG&E's HEC marketing activities during
the past year. The most-frequently recalled items include PG&E emails (17%), followed by inserts in their bill
(11%), advertisements on the PG&E website (11%), and mailings from PG&E (10%). Note that PG&E targeted
some marketing activities to specific customers, so we would not expect all survey respondents to recall these
activities (e.g., direct mail, newsletter, HERSs).

Figure 18. Recall of PG&E REA Program Campaign Activities in the Past Year (Aided)
Any Source NN 32% n=1.505
Email from PG&E* I 17%
Bill Envelope I 11%
Advertisement on PG&E Website N 11%
Direct Mail from PG&E I 10%
HER I 5%
Advertisement on Television || 2%
Advertisement on a Non-PG&E Website | 2%
Social Media Post from PG&E | <1%
0%  20%  40%  60%  80% 100%

Source: PG&E Campaign Customer Survey.

Base: All Survey Respondents.

Weights: B.

* We did not ask respondents specifically about the Q1 newsletter although it falls into this category.
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As we noted earlier, PG&E's tracking data show that 31% of customers who received the Q1 newsletter opened
it and 0.36% clicked on links in the newsletter (CTR). As a proportion of PG&E’s customer base, this CTR
implies that relatively few customers interacted with the newsletter’'s HEC advertisement. However, results
from our survey of customers who received the newsletter suggest that the newsletter had positive results
among those that did interact with it. Specifically, among respondents who received the Q1 newsletter,
customers who opened it were more likely to be aware of the HEC than those who did not open it (55%
compared to 47%) and twice as likely to complete the HEC (2% compared to 1%). The HEC advertisement was
one of several advertisements in the newsletter, which might explain why awareness levels were not higher.
Clicking on the HEC advertisement link, which brings customers to the HEC website, had greater impact.
Approximately two-thirds of customers who clicked the HEC link were aware of the HEC (67%), and 23%
completed the HEC in Q1 2016 (Figure 19). Together, these survey results also confirm what we concluded
when reviewing the tracking data. The greatest challenge for PG&E is to make the marketing content
interesting enough so that more customers click the links to learn more about the program.

Figure 19. Awareness of the HEC (Newsletter Recipients Only)

100%
0L
80% 67% ab
60% 492 55%
40%
20%
0% 1% 1% 2%,
Newsletter Did Not Open Opened Clicked through
Recipients Newsletter Newsletter Newsletter
Overall {n=169)a (n=458)b (n=705)¢
(n=1332)

HEC Completion Rates

Source: PG&E Campaign Customer Survey.

Base: Newsletter Recipients (includes customers who completed and did
not complete the HEC).

Weights: Newsletter Recipients Overall (A), Did Not Open Newsletter (C),
Opened Newsletter (D), Clicked through Newsletter (E).

Letters next to responses indicate that the percentage is significantly
different from the indicated group at the 95% level.

Completion of the HEC does not guarantee persistent awareness of the tool. We found that 74% of customers
who completed the HEC between January and March 2016 according to PG&E records were aware of the HEC
when asked about it during the survey.8é For the one-quarter who do not recall completing the HEC, it is unlikely
to be a source of information that they return to when they want to make energy-saving improvements to their
home.87

To assess depth of knowledge, we asked respondents who were aware of the HEC how familiar they were with
it on a seven-point scale where 1 indicates having “only heard the name” and 7 indicates “knows a lot about

86 Base of newsletter recipients who completed the HEC according to PG&E record consists of 381 respondents (Weight F).

87 The lack of recall might be because one household member completed the HEC and another completed our survey, though this
difference seems unlikely to account for more than a few percent.
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it.” Opening the newsletter does not increase familiarity, but clicking on the HEC link does. Respondents who
opened the email newsletter were no more familiar with the HEC than those who did not (46% compared to
44% highly aware) (Figure 20). However, those who clicked the link did report greater familiarity (56% highly
aware). This result is not surprising, as the newsletter contained little detail about the HEC. As would be
expected, a larger share of customers who completed the HEC are highly familiar it (61%).88

Figure 20. Familiarity with the HEC by Level of Engagement with the Q1 Newsletter
(Newsletter Recipients Only)

Mean
Newsletter Recipients Overall (n=843)

Did Not Open Newsletter {n=98}a

Opened Newsletter {r1=265)b

Clicked through Newsletter (n=480)c

0% 20% 40% 60% 80% 100%
®m Low Familiarity (1-3) B Moderate Familiarity (4) m High Familiarity (5-7)

Source: PG&E Campaign Customer Survey.

Base: Newsletter Recipients (includes customers who completed and did not complete the HEC).

Weights: Newsletter Recipients Overall (A), Did Not Open Newsletter (C), Opened Newsletter (D), Clicked through Newsletter (E).
Letters next to responses indicate that the percentage is significantly different from the indicated group at the 95% level.

Campaign Messaging Clarity and Usefulness

As part of the customer survey, we asked respondents to review a copy of the newsletter. After reviewing the
material, most customers felt that the newsletter provided clear information about where to go to complete
the HEC and how much it would cost to complete the HEC (i.e., free) and had an understanding of why someone
would want to complete the HEC (Figure 21). Nearly all respondents (98%) indicated that at least one of the
three key pieces of program-related information provided in the newsletter was “somewhat” or “very clear”
using a three-point scale where 1 indicates “not at all clear” and 3 indicates “very clear.”8®

88 Base of newsletter recipients who completed the HEC consists of 381 respondents (Weight F).
89 Source: PG&E Campaign Customer Survey Base: Survey Respondents Who Received Newsletter. Weights: (A).
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Figure 21. Clarity of Information (PG&E HEC Newsletter Recipients Only)

100%
0%
Where to go to complete the HEC  How much it would cost to complete Why someone would want to
the HEC complete the HEC
mNot at all Clear mSomewhat Clear  mVery Clear (n=1.332)

Source: PG&E Campaign Customer Survey.

Base: Newsletter Recipients (Includes customers who completed and did not complete the HEC).
Weights: Newsletter Recipients Overall (A), which includes people who did or did not complete the HEC.
Note: Excludes those who completed the HEC, but did not receive the newsletter.

After we asked respondents to view the newsletter during the survey, about half of respondents who received
the newsletter indicated that they would be highly likely to click on the HEC link (52%), including those who
already completed the HEC.90.91 We interpret likelihood to click on the link as a proxy for level of interest in the
program. This percentage is considerably higher than indicated by the tracking data for the January Energy
Advisor newsletter that showed that 1.6% of those who opened the newsletter clicked on the HES link (see
Table 43). Respondents who stated that they would be highly likely to click on the newsletter's HES
advertisement in particular are most commonly drawn to the link because they would like to learn how to save
money (82%) and believe doing so would benefit the environment (61%). To a lesser extent, they think that it
will be a benefit to their household (49%) and/or it would help them make their home more comfortable
(37%).92 Respondents who stated that they would not be very likely to click on the HEC advertisement, and
who had not already taken the HEC, reported that they would not click because they already know what to do
to save energy (39%), that they don’t have time (21%), or that they believe their home is already efficient
enough (15%) (Table 45). Interestingly, a number of these respondents (12%) did not think that the HEC was
applicable to them because they do not own their home. Overall, participant rationale for not clicking on the
HEC link suggests that some customers have misconceptions that the HEC will not provide value to them,
which PG&E can address through adjustments to marketing messaging.

90 Source: PG&E Campaign Customer Survey. Base: Survey Respondents Who Received Newsletter. Weights: (A).

91 A larger share of people reported a high likelihood to click on the HEC link than reported a high likelihood to click on other links in
the newsletter, including links advertising “Money Saving Tips” (40%), “Happy New Year! 7 energy-saving resolutions for 2016” (32%),
“Tips for a Toasty Home” (32%), and “How to Stay Safe During/After Storms” (28%). Part of the relative difference may be due to the
seasonal nature of some of these links.

92 Source: PG&E Campaign Customer Survey. Base: Survey Respondents Who Received Newsletter. Weights: (A)
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Table 45. Reasons Respondents Are Unlikely to Click on HEC Link in Email Newsletter
Completed HEC?

Reason Unlikely to Click on Link (g:glg;lal) " Yes  No |
(n=52) (n=373)
| already know what to do to save energy 37% 39% 39%
| don’t have the time to “take the check-up” 19% 1% 21%
My home is already efficient enough 14% 3% 15%
Other: Rent/Don’t own home 11% 9% 12%
| already completed the HEC tool 10% 47% 2%
| don’t trust the information or guidance PG&E would provide 7% 1% 8%
I’'m not interested in changing the way | use energy at home 6% <1% 6%
Other: Advertisement looked boring or too technical 6% 6% 6%
I’'m not that interested in money-saving tips 3% <1% 3%
Other: Specify 7% 7% 7%
Don’t know <1% 0% <1%

Source: PG&E Campaign Customer Survey. Base: Survey Respondents Who Received Newsletter. Weights:
Newsletter Recipients Overall (A), Completed HEC (F), Did Not Complete HEC (G).

Campaign Influence on Behaviors and Actions

Few respondents (1%) actually completed the HEC during Q1 2016 (n=1,046).93 Among the respondents who
completed the HEC and recalled marketing (n=177), respondents indicated that the marketing that they had
been exposed to had a low to moderate influence in motivating them to complete the HEC (3.8 on a scale of
1 to 7, where 1 means “not at all influential” and 7 means “very influential”).94 Respondents indicated the
most influential items in terms of completing the HEC were advertisements on PG&E’s website (43%) and
emails they received from PG&E (32%) (Figure 22).

93 Source: PG&E Campaign Customer Survey. Base: All Survey Respondents. Weights: (B).
94 Source: PG&E Campaign Customer Survey. Base: All Survey Respondents. Weights: Recall ME&O & Completed HEC (B).
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Figure 22. Most Influential Marketing Items for Respondents Who Completed the HEC and Recall Marketing

An advertisementon PG&E’'s website || N 23% n=70
Email from PG&E* |GGG 32
Energy bill | 16%
HER Il 8%
A letter in the mail from PG&E | 0.4%
None | 0.2%
Don't know | 0.4%

0% 20% 40% 60% 80% 100%

Source: PG&E Campaign Customer Survey.

Base: All Survey Respondents (limited to respondents who recalled ME&O, completed the HEC
in Q1, and, when asked about their likelihood to have completed the HEC if they had not
received information from the ME&O, provided a score of 1, 2, or 3 on a scale of 1 meaning
“not at all likely” to 7 meaning “very likely”).

Weights: B.

* We did not ask respondents specifically about the Q1 newsletter although it falls into this
category.

After having reviewed the newsletter and screen shots of the HEC during the survey, we asked respondents
who had not yet completed the HEC how likely they would be to complete it in the future. Just under one-third
(30%) of these respondents said that they were highly likely to complete the HEC.95 Respondents said that the
marketing we showed them was moderately influential (4.3 on a scale of 1 to 7, where 1 means “not at all
influential” and 7 means “extremely influential”).

Beyond helping customers learn about their energy use, PG&E values the HEC as a way to funnel customers
toward energy-saving opportunities, including behavioral modifications (e.g., choosing efficient thermostat set-
points) and PG&E’s incentive programs. We asked respondents who had completed the HEC whether they had
taken a variety of energy efficiency-related actions since completing the HEC. For comparison purposes, we
asked respondents who had not completed the HEC whether they had taken the same actions during the same
time (since January 2016). As Figure 23 shows, respondents who completed the HEC were more likely to report
taking energy efficiency-related actions since completing the HEC than respondents who did not complete the
HEC. Although it is possible that the respondents who completed the HEC were already predisposed to take
these actions, it is likely that the HEC was influential. This supports PG&E’s program theory of change, which
uses the HEC as a way to channel customers toward other energy-saving actions.

95 Source: PG&E Campaign Customer Survey. Base: Newsletter Recipients (customers who did not complete the HEC - weights: (G);
customers who recall ME&O and were highly likely to complete the HEC - weights: (G)).
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Figure 23. Respondent Reported Actions Taken in 2016 among Those Who Did and
Did Not Complete HEC

b
0,
Made changes to home or habits regarding energy use m 88%
Looked for information about how to make the changes 79%b
to home or habits regarding energy use 31%

Discussed the HEC tool with someone in household _ 09%

n/a

b
- - 44%
Signed up for Usage Analysis m
Signed up for Energy Alerts 36%"
P y 12%

0,
Discussed the HEC with a friend, neighbor, or coworker n/a_ 24%
Applied for and received a rebate from PG&E for 34%b
purchasing an energy-efficient product or appliance or 11%
for making an energy-saving home improvement
m Completed HEC (n=268) 3 0% 20% 40% 60% 80% 100%

m Did Not Complete HEC (n=778)b

Source: PG&E Campaign Customer Survey.

Base: All respondents, including people who did not receive the newsletter.

Weights: Completed HEC Tool (H), Did Not Complete HEC Tool (G).

Note: HEC completers were asked this question in reference to the time “since completing the HEC,” whereas non-
completers were asked in reference to 2016. Letters next to percentages indicate that the percentage is significantly
different from the indicated group at the 95% level.
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C. SDG&E’s CARE and ESA Programs

C.1 Marketing Campaign Overview

SDG&E promotes two programs that assist low-income households with managing their energy use and costs.
The CARE program provides income-qualified households with a 35% discount off their monthly utility bill. The
ESA program provides eligible customers with free energy efficiency upgrades to their home to reduce energy
costs while increasing the comfort of their home. Eligibility for the programs is determined by household size
and annual income. The most recent data available show that 28% of SDG&E households qualify for these
programs.o6

The CARE and ESA programs are often marketed jointly, as the eligibility requirements for participation are the
same. SDG&E utilizes a multi-tactic approach that combines mass and direct marketing and community
engagement. SDG&E believes that it is necessary to use all three methods to connect with low-income
customers. These varied tactics and channels are listed in Table 46, which displays the activities that SDG&E
used to market CARE and ESA in Q1 2016. SDG&E used mass marketing activities, such as television
commercials, print advertisements, and online advertising. SDG&E also made use of direct marketing tactics,
such as canvassing, telemarketing, email, and direct mail. SDG&E partnered with more than 250 community
organizations that also promote the programs. In addition, social service agencies that encounter eligible
customers as part of their work will enroll customers in CARE and pass on ESA leads.

96 Needs Assessment for the Energy Savings Assistance and the California Alternate Rates for Energy Programs, Final Report (2013).
Evergreen Economics.
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Marketing Activity

Deployment
Time Frame

Table 46. SDG&E’s CARE and ESA Q1 2016 Marketing Activities

Description

Channel

Audience

Mass Marketing

English and Spanish insert into paper bills and

Telemarketing

customers eligible for CARE and ESA

Telemarketing

Bill Inserts and Bill . . o : e Direct Mail Low-income residential customers identified
Messages March 2016 ?SeAssagmg with electronic bills promoting CARE and Email through Nielsen PRIZM codes and census data
Online Advertising Q12016 Irrgspzjrlct);/e visibility of CARE and ESA in internet search Internet All residential customers
. February and - . .
Print March 2016 Multilingual newspaper ads promoting CARE and ESA Newspaper Readers of ethnic and rural newspapers
TV March 2016 | Ads featuring CARE and ESA participants TV All residential customers
Social Media Q12016 | romotion of CARE and ESA on Facebook, Twitter, Social Media | All residential customers
and YouTube
Direct Marketing
Non-CARE customers living in lower-income zip
Email Q12016 Emails promoting CARE and ESA Email codes with low participation rates and recent
CARE enrollees who have not participated in ESA
February and Non-CARE customers living in lower-income zip
Direct Mail March 2}1016 Postcards promoting CARE and ESA Direct Mail codes with low participation rates and recent
CARE enrollees who have not participated in ESA
Canvassing and Door-to-door canvassing and telemarketing to locate Community Non-CARE customers living in lower-income zi
g Q12016 g g Outreach g P

codes with low participation rates

Community Outreach and Engagem

ent

Community Events,

Multicultural fairs, ethnic markets, churches,

CARE and ESA

Presentations, and Q1 2016 Promote CARE and ESA at community events gﬁﬁgzz'ty schools, senior and community centers, health
Special Campaigns care and health clinics, and safety agencies
Nonprofit community organizations promote CARE
Energy Solutions and ESA using a variety of tactics, including emails, . . . .
Partner Network Q12016 social media, attendance at community events, and Variety Low-income residential customers
presentations.
Nonprofit that connects San Diegans in need of Inbound Calls
San Diego 211 Q12016 |assistance with available resources, including CARE . Low-income residential customers
Website
and ESA
Select social service agencies that enroll eligible San
CARE Partners Q12016 Diegans in public assistance programs, including Office visits Low-income residential customers

Source: Data provided by SDG&E.
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C.2 Evaluation Objectives and Approach

Our research addressed two overarching objectives. The first objective was to document the core marketing
activities SDG&E completed during the Q1 2016 campaign to examine how well these activities align with the
campaign theory and stated campaign goals, as well as to assess campaign performance associated with
these goals. Second, we assessed the effectiveness of one or more specific marketing activities within the
campaign by fielding a survey with targeted customers. To meet the first objective, we reviewed program
materials that SDG&E provided, including communications plans, budgets, metrics, success criteria, and
outcomes for all activities. To meet the second objective, we fielded a survey with a sample of CARE and ESA
customers to measure their exposure to and recall of the marketing materials, as well as the clarity and
usefulness of the materials. Where possible, we incorporated the results from SDG&E’s Q4 2015 Quarterly
Residential Customer Opinion Survey.

In terms of data collection, Opinion Dynamics contacted customers who had applied to and qualified for these
programs during Q1 2016. We used a multi-mode survey approach to reach a broad range of customers. For
customers with email addresses, we sent an invitation to complete the survey online. For customers without
email addresses, we mailed an invitation to complete the survey. The mailing included instructions for
completing the survey online or over the telephone through our call center. All respondents could choose to
complete the survey in either English or Spanish.

Our sample frame included customers with valid contact information who had applied for either program Our
sample frame included customers with valid contact information who had applied for either program during
Q1 2016 and were deemed eligible. Of the 11,494 customers with valid contact information, we completed
interviews with 730 customers (679 CARE, 43 ESA, and 8 both CARE and ESA). For more details on the survey
fielding see Chapter 3.

C.3 Key Findings and Conclusions

Figure 24 presents research findings related to targeting, messaging, and resulting awareness in a conceptual
model of how the marketing campaign supports customers taking action with respect to the programs. Below
the figure, we expand on our conclusions about campaign effectiveness and discuss several limitations of the
assessment.
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Figure 24. SDG&E CARE/ESA Program Marketing Campaign Summary of Results
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approach

Overall, the results of our study suggest that SDG&E’s approach has been effective in conveying information
about these two programs. Key findings and recommendations include:

B SDG&E markets the programs through a wide range of mass marketing, direct marketing, and
community engagement efforts. PAs believe that a multi-tactic approach is most effective at moving
customers from awareness of the programs to enroliment. One area for improvement is in the clarity
of the messaging.

B Despite enrolling 18,478 customers in CARE and 2,305 in ESA in Q1 2016, SDG&E was lagging in
meeting its 6-month participation goals for each program at the end of March. SDG&E is losing more
CARE customers than it is enrolling each month and needs to increase the number of enroliments to
meet its overall participation goals. ESA got a slow start in January and February and enrolled few
customers. Enrollments picked up in March, but would need to keep a similar pace to come close to
the 6-month goal. Our survey results suggest that CARE participants have a desire to learn more about
ways to save energy. With nine times as many customers enrolling in CARE than ESA, SDG&E should
ensure that ESA is also promoted when customers sign up for CARE.

B Respondents felt the CARE and ESA marketing provided clear information about program eligibility
and benefits, with some opportunities for improvement. Customers who recalled program marketing
and viewed an example of marketing collateral felt it was clear. However, respondents felt that the
marketing was less clear communicating who sponsored the programs, particularly for CARE. Broadly
speaking, about two-thirds of the respondents found the marketing of the two programs was very clear
(aside from messaging about program sponsorship, which respondents found less clear). This finding
was true for respondents recalling the marketing that they had previously encountered, as well as for
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respondents’ real-time impressions of marketing presented to them as part of the survey. Although
the majority of respondents found the messaging clear, there is room for improvement, as
approximately one-third of respondents reported feeling unclear about some of the key marketing
messages.

Information on the SDG&E website, direct marketing, and personal outreach were the most
memorable and motivating marketing tactics. CARE and ESA respondents were most likely to recall
the program marketing on the SDG&E website. Targeted marketing, such as canvassing, mailings,
email, and bill inserts, were also memorable. CARE respondents were motivated to sign up for the
program by the personal connection provided by information provided by friends or family or an SDG&E
representative. Few respondents could recall television and print ads, which were also some of the
costlier tactics used to promote CARE and ESA.

Survey results indicate that most CARE and ESA participants can recall only one source of program
marketing despite SDG&E’s multi-tactic, multi-touch marketing strategy. Given the challenges of
reaching the target population, we still endorse this marketing approach. Customers were most likely
to recall CARE marketing on the SDG&E website and contact an SDG&E representative. Customers
also recalled ESA marketing on the SDG&E website and mailings from SDG&E. It is possible that survey
respondents were exposed to and influenced by more than one marketing tactic but recall only one.
Because low-income customers can be more difficult to reach and can have trust issues, it may require
multiple tactics to reach the remaining eligible customers. However, some marketing tactics are likely
more effective than others. To make it easier to determine the most effective marketing tactics,
SDG&E should consider asking customers about all of the ways that they learned about the programs
when they enroll. In addition, SDG&E should establish metrics and success criteria for each marketing
tactic based on industry standards. Even if the tactics collectively contribute to the overall goal of
increased CARE and ESA enroliments, many tactics, particularly digital marketing, can be assessed in
terms of indicators, such as open rates and CTRs. SDG&E can use the results to modify the activities
on an ongoing basis.

Additionally, the results of this evaluation should be interpreted in light of these limitations:

B Our survey sample frame was composed of CARE and ESA participants for whom the marketing was

C.4

presumably effective. For SDG&E to reach its CARE participation target of 90% of eligible customers,
non-participant research may be necessary to identify the barriers to participation for these remaining
customers, which may be different from the barriers of current participants.

Our survey respondents all signed up for CARE and ESA during Q1 2016. We interviewed the most
recent participants to maximize respondent recall of marketing exposure. The results may not
extrapolate to other participants if the marketing strategy used is significantly different.

Detailed Findings

In this section, we summarize findings about the campaign based on our review of secondary materials,
including a review of marketing reach, achievements relative to targets, and expenditures. We also report
survey-based findings about the effectiveness of marketing activities.

Campaign Reach

SDG&E reached a large number of customers, as well as a range of audiences, through its varied marketing
approach (Figure 25). The “impressions” in Figure 25 represent the maximum number of customers the
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campaign could have reached through each activity. Customers do not click on every internet search result;
nor do they read every email that they are sent or every article in the newspaper to which they subscribe. In
the case of CARE and ESA, many of the customers reached may not be eligible for the programs, which is more
true of mass marketing tactics, such as television and print ads, than of direct marketing efforts, such as direct
mail and email. In the next section, we explore the extent to which the different marketing activities connected
with the target audience and met the metrics that SDG&E set.

Figure 25. Customer Reach of CARE and ESA Marketing Activities
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Source: Data provided by SDG&E.
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Achievement of Campaign Metrics

SDG&E’s goal is to enroll 90% of eligible customers in CARE in 2016. According to SDG&E’s April 2016 monthly
low-income report, 77% of the estimated 350,715 eligible customers were enrolled in CARE at the end of
March (Table 47).97 During Q1 2016, SDG&E enrolled 18,479 customers in the CARE program. For ESA,
SDG&E’s goal is for 10,158 customers to participate in the program in between January and June 2016. At
the end of March, 2,305 households had participated, 23% of the 6-month goal.

Table 47. SDG&E CARE and ESA Participation Goals January-June 2016

Program \ Metrics Success Criteria* Result** Achievement \
L . . 13 percentage points
[0) 0,
CARE Participation rate among eligible population 90% 7% below goal
ESA Enroliments 10,158 2,305 23% of goal

* The CARE and ESA programs have budget approval for January-June 2016 and have 6-month goals, with associated success criteria.
** Results reflect performance through the first quarter of 2016.
Source: Data provided by SDG&E.

Given the multi-tactic approach used to market CARE and ESA, SDG&E does not attribute specific enroliments
to its mass or direct marketing activities. SDG&E believes that these activities collectively contribute to
program enrolliments. SDG&E did provide measures of metrics for each activity, but provided success criteria
only for canvassing and telemarketing. For community outreach efforts, SDG&E is able to track the leads
generated and successful enroliments. SDG&E provided success criteria based on the rate of leads that
produced program enrollments.

The lack of success criteria makes it difficult to assess the performance of the mass and direct marketing
activities. For canvassing and telemarketing, SDG&E fell below its goals for CARE enrollments and ESA leads
(Table 48). SDG&E had intended to make 52 Facebook and Twitter postings about CARE but only posted 10
times due to the volume of other posts and the lack of interest indicated by likes and retweets. The community
outreach and engagement efforts performed well based on their metrics. Efforts either exceeded their goal
conversion rate or fell just below it.

97 The SDG&E April 2016 Low Income Monthly Report tables can be found at: http://eestats.cpuc.ca.gov/EEGA2010Files/SDGE/
ESAReport/SDGE%20Apr16%20Low%20Income%20Monthly%20Report%20Tables.1.xIsx.
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Table 48. SDG&E Q1 2016 CARE and ESA Marketing Activities, Metrics, and Achievements

Q1 Success

Criteria Q1 Result Achievement

Activity

Mass Marketing

Bill Inserts and Bill Messages Impressions 720,000

. - Click-Throughs 18,107
Online Advertising CTR 9.16%
Print Impressions Not provided 2,193,313 Not applicable
TV Impressions 8,884,000

. . 52 Posts (assumes 2
Social Media posts/week on 2 platforms 10
Direct Marketing
Email Impressions ) 144,952* .

- - - Not provided Not applicable

Direct Mail Impressions 30,002
Canvassing and o
Telemarketing (CARE) Enrollments 10,000 4,780 48% of goal
Canvassing and Enroliments 1,418 Leads o
Telemarketing (ESA) Leads 5,000 Leads 52 enrollments 287% of leads goal

Community Outreach and Engagement

Community Events,
Presentations, and Special 20% 35%
Campaigns (CARE)
Community Events,
Presentations, and Special 20% 19%
Campaigns (ESA)

Energy Solutions Partner

15 percentage points
higher than goal

1 percentage point
lower than goal

35% 329 3 percentage points
° (]

Network (CARE) _ lower than goal
Energy Solutions Partner Conv&r?gg?oﬁrar]tsnc;iieads 20% 30% 10 percentage points
Network (ESA) higher than goal
) 15 percentage points
0 0,
San Diego 211 (CARE) 35% 50% higher than gold
San Diego 211 (ESA) 20% 17% 3 percentage points
lower than goal
Care Partners: Community 9 percentage points
Action Partnership Agencies 35% 44% P gep

higher than goal

(CARE)

* Does not contain March email recipients.

** We calculated conversion rates by dividing the number of enroliments by the number of leads in the data provided by SDG&E. In
some cases, these data also provided an overall conversion rate that included recertifications. We did not include these recertifications
in the calculation of the conversion rates.

Source: Data provided by SDG&E.

Marketing Budget and Expenditures

SDG&E spread its marketing budget nearly equally across mass marketing, directing marketing, and
community outreach and engagement activities (Table 49). Direct marketing activities comprised 36% of
marketing dollars spent for CARE and ESA compared to 34% for mass marketing and 30% for community
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outreach and engagement activities. Within the larger marketing categories, SDG&E spent more on TV
advertising than all other mass marketing activities combined. The same was true for canvassing and
telemarketing for CARE relative to all other direct marketing activities. Community events for CARE cost more
than any other community outreach and engagement activity.

We estimated the cost per program enroliment of each marketing activity. We chose to estimate cost per
enrollment rather than cost per impression because, as noted above, the estimated impressions for each
activity are the maximum potential number of customers reached through each activity. It is likely that many
of the activities reached far fewer customers. Enroliments are a better measure of program success. However,
because of SDG&E’s multi-tactic marketing approach, it is not possible to attribute any single enroliment to a
particular marketing activity (e.g., customers could be exposed to multiple marketing activities). A customer
may sign up for CARE when a canvasser comes to her door, but she may have already heard about the program
through a television ad or a bill insert or at a community event, making her more open to the canvasser’s pitch.
For many activities, SDG&E also promotes both CARE and ESA and does not have separate expenditures by
program. Therefore, we “credited” each mass marketing, direct marketing, and community engagement
activity with an equal number of enrollees based on the combined ESA and CARE enroliment in Q1, with the
exception of enroliments from San Diego 211 and CAP agencies.®8 This method assumes that the activities
that SDG&E viewed as being part of the multi-tactic marketing strategy are equally responsible for each
enrollment. While this assumption is likely not totally accurate, it is a reasonable approach given the program
theory and tracking data available. Our survey results also provide some additional insight into the relative
importance of the different marketing tactics that are discussed below.

We used a different approach to estimate per enroliment costs for San Diego 211 and CAP agencies. These
two organizations are intake agencies that enroll San Diegans in any program for which they are eligible and
do not conduct marketing activities promoting CARE and ESA. The programs track the number of customers
that they enroll, making it possible to calculate a cost per enroliment.

The average cost per enrollment of all the marketing activities that are part of the multi-tactic strategy is
$12.97. Costs per enrollment varied greatly, from $1.14 for email to $35.90 for canvassing and telemarketing.
The cost per enroliment was greatest for direct marketing, with an estimated cost of $14.53 per enroliment.
TV ads, the most expensive mass marketing activity at $27.53 per enrollment, cost 12 times that of bill inserts,
the least costly activity at $2.29 per enroliment.

The intake agencies had varied costs but were on the high end of costs per enrollment compared to some of
the lower cost mass and direct marketing activities. Costs ranged from $17.12 per CARE enrollment for CAP
agencies to $38.57 per ESA enrollment for San Diego 211.9¢

98 SDG&E did separate the CARE and ESA costs and enrollments for canvassing, community events, and Energy Solutions partners.
The resulting enroliments could have been influenced by other activities that did not separate costs and enrollments due to the multi-
touch marketing strategy. Therefore, we chose to combine the CARE and ESA costs and enroliments for canvassing, community events,
and Energy Solutions partners.

99 SDG&E pays CAP agencies $20 per enrollee. The difference between our estimated cost and the contractual cost is likely because
SDG&E had not processed all March expenditures when they responded to our data request. As a result, our estimated costs per
enrollee are likely underestimated across all activities.
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Table 49. SDG&E Q1 and Q2 Budget and Expenditures for SDG&E’s CARE & ESA Programs

Expenditures

T Q1 & Q22016 % of Total Q1 and Cost per
AR Budget * thr%%g&ﬁimh Q2 Expenditures Enroliment***
Mass Marketing $368,527 $124,852 34% $10.20
Bill Inserts and Bill Messages $7,000 $7,000 2% $2.29
Online Advertising $21,124 $10,562 3% $3.45
Print $71,537 $23,034 6% $7.53
v $268,866 $84,256 23% $27.53
Social Media**** - - - -
Direct Marketing $316,000 $133,380 36% $14.53
Email $7,000 $3,500 1% $1.14
Direct Mail $60,000 $20,000 5% $6.53
Canvassing and Telemarketing $249,000 $109,880 30% $35.90
Community Outreach and 0
Engagement $171,000 $113,087 30% $14.21
Community Events, Presentations o
& Special Campaigns $115,000 $66,040 18% $21.58
Energy Solutions Partner Network $20,977 6% $6.85
Intake Agencies $26,070 7% $23.94

H 0,
San Diego 211 (CARE) $55,500 $18,100 5% $23.97
San Diego 211 (ESA) $4,050 1% $38.57
CARE Partners: CAP Agencies o
(CARE) $3,920 1% $17.12
Total $855,527 $371,319 43% $12.97

* The CARE and ESA programs have budget approval for January-June 2016. Costs reflect this 6-month budget.

** Expenditures do not reflect all of March, as invoices were still being processed and reconciled.
*** Mass marketing, direct marketing, and community outreach enrollments are total CARE and ESA Q1 enrollments minus those
from San Diego 211 and CAP Agencies. Each of the nine marketing tactics falling under mass marketing, direct marketing and
community engagement are credited with an equal number of Q1 enrollments to use in estimating cost per enroliment.

**** Budget and expenditures for Social Media not provided.

Source: Data provided by SDG&E.

Customer Recall of Campaign Marketing

CARE

The CARE survey sample included customers who had signed up and were deemed eligible during Q1. Not
surprisingly, nearly all respondents had heard of CARE prior to taking the survey (92%). It is possible that the
8% of CARE participants who were unaware of the program either forgot that they had signed up for the
program or another member of the household may have signed up for the program without the respondent’s
knowledge. Just over three-quarters of respondents (78%) who were aware of CARE said that they had a
moderate or high level of familiarity with the program. The respondents who were aware of the program were
also very knowledgeable about the nature of it, as indicated by high average familiarity scores (Figure 26).
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Figure 26. SDG&E CARE Customer Familiarity with the CARE Program

Mean of 4.80

Aware of Program
(n=609)
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m Low Familiarity (1-3) ® Moderate Familiarity (4) m High Famiilarity (5-7)

Among those aware of the CARE program.
Scale of 1 to 7, where 1 indicates “I have only heard the name” and 7 indicates “I know a lot about it.”
Source: SDG&E Campaign Customer Survey.

Of the respondents who were aware of the CARE program and recall signing up, 95% recalled encountering at
least one source of CARE marketing and outreach (Figure 27). The most commonly recalled channel was
SDG&E’s website (25%), followed by a phone call from an SDG&E representative (20%) and a family member
or friend (20%). Bill inserts and mailings from SDG&E that were non-bill related were also top channels (12%
each).100

100 Results from the Fall 2015 SDG&E CARE Customer Satisfaction Survey show a different pattern of results. Respondents recalled
having first heard of the CARE program primarily through messages on the bill (20%), closely followed by bill inserts (19%), word of
mouth (18%), and phone calls form SDG&E representatives (13%).
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Figure 27. Recall of SDG&E CARE Marketing Campaign Activities (Aided)
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Source: SDG&E Campaign Customer Survey.

Approximately one in five CARE respondents recall learning about CARE from more than one source (19%).
SDG&E used a multi-tactic marketing strategy that is based on the theory that customers need multiple
marketing exposures to enroll in the program. With just one in five respondents recalling multiple marketing
channels, one could conclude that multiple campaign touches are unnecessary. However, it is difficult for
customers to recall marketing, and it is possible that respondents tend to recall the most important or most
recent marketing exposure even if they were exposed to more than one. Among the 19% of CARE respondents
who recalled more than one source of marketing (n=112), the SDG&E website was cited as the most influential
for motivating them to join the CARE program (28%), followed by word of mouth (18%) and an SDG&E
representative who called specifically about CARE (14%). Because questions asking respondents to rank
different marketing sources could be asked only of respondents who recalled more than one source, all
respondents were asked an open-ended question about what information sources motivated them the most
to sign up for CARE. These responses suggested that word of mouth and direct outreach from an SDG&E
representative were among the most influential sources for SDG&E customers, partially confirming the
guantitative results. Taken together, these findings show that personalized outreach, either through friends
and family or from an SDG&E representative, is effective at encouraging eligible SDG&E customers to enroll
in CARE.

When asked which channels they would prefer to receive information through in the future, the top three
answers provided by CARE respondents were SDG&E’s website (46%), an email from SDG&E (45%), and a
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mailing from SDG&E (32%). Respondents were least likely to endorse newspaper advertisements (7%),
community events/groups (7%), and contractors (3%) as their preferred means of receiving information in the
future. When compared to the findings presented in Figure 26, these results show that SDG&E is doing
reasonably well at reaching its target audience through its preferred channels. However, respondents also
indicated that the most motivating information sources involved personal contact, be it with an SDG&E
representative or a friend or family member. Combined, these results suggest that SDG&E’s multi-tactic
approach marketing strategy is a good one, though greater emphasis on direct marketing and less on mass
marketing may be warranted. This is particularly true given the greater costs per enroliment that we showed
earlier for mass media.

ESA

Nearly all respondents who were flagged as ESA participants said that they were aware of the program prior
to taking the survey (94%). Like CARE, it is possible that the handful participants who were unaware of the
program either forgot that they had signed up for the program or another member of the household may have
signed up for the program without the respondent’s knowledge. As expected, respondents were fairly
knowledgeable about the program, with 84% indicating a moderate or high level of familiarity with it (Figure
28).

Figure 28. SDG&E ESA Customer Respondent Familiarity with the ESA Program by ME&O Recall

Mean = 5.06
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Program 17%
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Among those aware of the ESA program.
Scale of 1 to 7, where 1 indicates “I have only heard the name” and 7 is “I know a lot about it.”
Source: SDG&E Campaign Customer Survey.

All ESA respondents who were aware of the program recalled encountering at least one source of ESA
marketing (Figure 29). The most commonly cited channel was SDG&E'’s website (46%), followed by bill inserts
(13%), mailings (13%), and an email from SDG&E not associated with a utility bill (13%).101

101 These results do not correspond with the results from SDG&E’s Fall 2015 CARE Customer Satisfaction Survey, which showed that
the most cited sources for people initially learning about ESA were “someone coming to home” (38%) followed by “friend, relative,
neighbor” (19%).
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Figure 29. Recall of SDG&E ESA ME&O Campaign Activities (Aided)
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Source: SDG&E Campaign Customer Survey.

About 27% of ESA respondents recalled hearing about ESA through more than one source (n=13). Of those
who did, the SDG&E website was cited as most influential for motivating them to join the ESA program (n=6),
followed by bill inserts (n=3) and word of mouth (n=2).

When asked which channels they would prefer to receive information through in the future, the top three
answers provided by ESA respondents were SDG&E’s website (53%), an email from SDG&E (53%), and a
mailing from SDG&E (27%). Respondents were least likely to endorse contractors (6%) and newspaper
advertisements (4%) as their preferred means of learning more information in the future. When compared to
the information presented in Figure 29, these results show that SDG&E is doing well at reaching customers
through their preferred means, as all the preferred channels align with the recalled channels.

Campaign Messaging Effectiveness

To assess the clarity and usefulness of CARE and ESA marketing, we used a two-pronged approach. First,
within both the CARE and ESA surveys, we asked respondents who recalled previously seeing marketing to
provide their perceptions of the clarity of the material based on their memory. Second, we presented all
respondents (irrespective of whether they previously recalled seeing the ME&O) a piece of joint CARE and ESA
marketing collateral and asked them to provide their real-time reactions about its effectiveness.
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CARE and ESA - Unaided Recall of ME&O Effectiveness

Respondents to both surveys remembered the CARE and ESA marketing as being easy to understand. As
shown in Figure 30 and Figure 31, just under two-thirds of customers reported that the marketing was very
clear about how participating in each respective program would benefit them. More than half of respondents
reported that the eligibility requirements for CARE and ESA, and what the two programs offer, were presented
very clearly in the marketing. Respondents were less sure about who sponsored the programs based on their
memory of the marketing, though they were more likely to associate SDG&E with ESA than with CARE. This

may be due to additional interactions that are part of ESA, such as the home visit.
Figure 30. SDG&E CARE ME&O Clarity by Topic
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Source: SDG&E Campaign Customer Survey.

Figure 31. SDG&E ESA MER&O Clarity by Topic
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CARE and ESA - Real-Time Assessment of ME&O Effectiveness

We presented respondents who completed the survey online with an example of the joint CARE and ESA
marketing collateral (Figure 32). We asked respondents the same clarity questions about the joint collateral
as we asked about the marketing that respondents recalled seeing, excluding the question about who
sponsors the program since the SDG&E logo is plainly visible on the collateral.

Figure 32. SDG&E Combined CARE/ESA Collateral
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As shown in Figure 33, slightly under two-thirds of respondents felt that the collateral very clearly
communicated the type of assistance offered by SDG&E, where to go to determine their eligibility for
assistance, and the benefits of participating in the programs. This pattern of results was the same whether
respondents recalled previously seeing marketing about the program or not.102

102 All ESA survey respondents recalled encountering marketing prior to taking the survey, so we were unable to test for differences in
responses to these questions by recall of marketing.
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Figure 33. SDG&E CARE and ESA Bill Insert Effectiveness
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These results mirror the findings when we asked respondents about marketing that they recalled for CARE
and ESA. In both cases, more than half of the respondents found the key messages to have been conveyed
very clearly. Although respondents found the marketing that they viewed as part of the survey to be slightly
clearer, this could be because respondents had just viewed the collateral, as opposed to providing a response
based on memory. While a majority of respondents found the messaging very clear, there is room for
improvement in this regard; particularly when it comes to respondents’ awareness of who sponsors the
program.

Campaign Influence on Behaviors and Actions

Participation in the CARE program involves a single action, which is to apply for the program. It is possible that
through participation, customers become more aware of their energy use and look for opportunities to use
less. The program objective of ESA is to help low-income customers use less energy through home upgrades
and by providing suggestions on how customers can use less energy. We asked CARE and ESA respondents if
they had looked for information about ways to make energy-saving changes to their home or habits or had
done so since enrolling in the programs. Not surprisingly, given the program focus of ESA, a greater percentage
of ESA respondents than CARE respondents had looked for information (82% compared to 61%) or had made
changes (90% to 77%) (Figure 34 and Figure 35). However, a surprisingly high percentage of CARE
respondents showed an interest in using less energy that SDG&E may want to capitalize on by sending
customers information when they enroll in CARE about ESA and behavioral changes that they could make to
save energy.

opiniondynamics.com Page 119



Detailed PA ME&O Case Study Findings

Figure 34. Energy-Related Actions Taken or Planned for the Next Year (CARE)
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Figure 35. Energy-Related Actions Taken or Planned for the Next Year (ESA)
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D. SCE’s Energy Upgrade California Home Upgrade Program

D.1 Marketing Campaign Overview

SCE’s Energy Upgrade California Home Upgrade Program offers up to $6,500 in incentives to residential
customers for completing comprehensive home retrofits through a participating contractor.193 Participation
involves a relatively high level of customer commitment in the form of time and money invested to research
the program and complete qualifying upgrades. SCE’s marketing team found that it takes between 3 to 12
months to “incubate” this level of customer investment; they therefore designed a multi-touch marketing
campaign to repeatedly contact customers in multiple settings that encourages them as they progress toward
participation. SCE has also recently completed a propensity scoring model to predict which customers are
more likely to participate in the program based on their demographic, housing, and energy usage
characteristics, and targets some of its marketing to these customers in particular.

As part of this overarching marketing approach, SCE's Q2 2016 Energy Upgrade California Home Upgrade
marketing campaign included five activities: direct mail, email, customer bill messaging, integrated Energy
Upgrade California Home Upgrade Program messaging in SCE’'s OPower Energy Report, and collateral for
contractor outreach. SCE deployed four of the five activities in May 2016 (except for ongoing contractor
outreach, which began in January 2016), which means customers were exposed to SCE-delivered Q2
campaign materials within roughly the same time frame. In addition, SCE continued to provide contractors
with marketing materials to distribute to customers who complete upgrades through the program. Table 50
describes the marketing activity, the channel employed, and the intended audience for each marketing
activity.

103 SCE’s Energy Upgrade California Home Upgrade Program offers two program options. The Home Upgrade option provides up to
$3,000 in incentives for improving energy efficiency by at least 10%. The Advanced Home Upgrade option provides up to $6,500 in
incentives for improvements that achieve up to 45% savings.
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Table 50. SCE’'s Q2 2016 Energy Upgrade California Home Upgrade Program Marketing Activities

Marketing Activity

Deployment

Description

Audience

SCE/SCG Co-Branded

Time Frame

Direct mail letter promoting

Collateral

postcards, and lawn signs

Energy Upgrade California May 4, Energy Upgrade California Direct Residential customers that
Home Upgrade Program 2016 Home Upgrade Program, as Mail SCE believes have a
Letter well as GoGreenFinancing.org relatively high likelihood of
SCE/SCG Co-Branded May 4 | Email promoting Energy engaging with the program,
Energy Upgrade California May 6 Upgrade California Home Email based on results of a
Home Upgrade Program Y® | Upgrade Program, as well as al propensity scoring model
: 2016 : .

Email GoGreenFinancing.org
Energy Upgrade California May 5- Customer bill messaging Dlr?Ct

promoting Energy Upgrade Mail . .
Home Upgrade Program June 3, . . . All residential customers

¢ California Home Upgrade Email (e-

on SCE Bill 2016 .

Program bill)
Energy Upgrade California Energy Upgrade California Residential customers who
Home Upgrade Program )

o Home Upgrade Program . receive OPower reports as

Message Integration in May 2016 - o , Email ,

promotion within SCE’s part of SCE’s randomly
SCE OPower Energy .

OPower Energy Report controlled trial
Report

Residential customers

Co-Branded Energy Since Develop collateral, including interacting with contractors;
Upgrade California Home Januar trifolds, information sheets, Contractor all residential customers
Upgrade Program 2015y infographics, welcome who may see marketing

materials in participants’
yards

Source: SCE Data Request Response.

In line with the longer-term campaign goals, the primary goals of the Q2 2016 activities included:

B Building awareness of the Energy Upgrade California Home Upgrade Program

B Educating homeowners to overcome program participation barriers

B Targeting customers with the highest propensity to participate

B Helping build support for program participation goals in the following 3-12 months by enticing
customers to seek out more information about the program and ultimately to contact a participating
contractor to begin a qualifying project104

B Launching new messaging about financing through a partnership with GoGreenFinancing.org

In the remainder of this section, we summarize our approach to evaluating this campaign, report on our
findings, and provide conclusions about the campaign’s effectiveness relative to the campaign’s goals.

D.2 Evaluation Objectives and Approach

104 As this action requires significant investment on the customer’s part (e.g., time and capital to plan a major renovation, including
securing financing), SCE estimates that the action follows roughly 3-12 months after an interested customer becomes aware of the

program.
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Our research addressed two overarching objectives. The first objective was to document the core activities
SCE completed during the Q2 2016 campaign to examine how well these activities align with the campaign
theory and stated campaign goals, as well as to assess campaign performance associated with these goals.
Second, we assessed the effectiveness of one or more specific marketing activities within the campaign by
fielding a survey with targeted customers. To meet the first objective, we reviewed program materials that SCE
provided, including communications plans, budgets, metrics, success criteria, and outcomes for all activities.
To address the second objective, we fielded a web survey with 1,128 “high-propensity” customers who
received the Q2 2016 Energy Upgrade California Home Upgrade Program marketing email to explore the
effectiveness of specific activities from the customer point of view.

The main objectives of the survey of marketing recipients were to assess customer recall of any of the Q2
program marketing activities and to assess the effectiveness and influence of the Q2 email on customer
actions related to the program. Because we fielded the survey less than 2 months after the Q2 marketing drop
date, we expected that customers would be able to recall marketing but that most would not have started to
make significant investments in program participation. We therefore focused the survey on customer
marketing recall and the email’s effectiveness in conveying information, rather than the long-term influence
of marketing on program enrollment.

D.3 Key Findings and Conclusions

Figure 36 combines our findings about targeting, messaging, and resulting awareness into a conceptual model
of how the marketing campaign effectively supports high-propensity customers taking action with respect to
the program. Below the figure, we expand on our conclusions about campaign effectiveness and discuss
several limitations of the assessment.

Figure 36. SCE Energy Upgrade California Home Upgrade Program Marketing Summary of Results
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* Percent who indicate that marketing influenced past actions is based on the percent of respondents who recalled marketing, took
at least one action in the past few months, and, when asked about their likelihood to have taken action if they had not received
information from the marketing, provided a score of 1, 2, or 3 on a scale of 1 “not at all likely” to 7 “very likely.”

** Percent represents respondents who have not taken any action in the past few months, providing scores of 5, 6, or 7 on a scale of
1 indicating “not at all likely” to 7 indicating “very likely” to take action in the next 12 months.

Results of our study suggest that SCE’s marketing campaign has achieved success in several dimensions. In
particular, the customer targeting and marketing materials are individually successful, and together appear to
support the campaign’s longer-term marketing plan and program objectives. Specifically:

B SCE provided metrics and success criteria for one of five marketing activities conducted in Q2 2016.
We acknowledge that measuring program outcomes is a challenge for marketing efforts. Much of the
challenge is due to difficulty tracking program objectives (such as enrollment or project completion)
based on specific marketing tasks due to lack of data on lead generation and large gaps in time
between marketing activities and when customers complete program participation. However, in some
cases, goals and success criteria associated with email activities could be developed and tracked to
support campaign enhancements.

B Overall, the campaign’s targeting strategy appears appropriate in context of the Energy Upgrade
California Home Upgrade Program description. SCE’'s campaign reaches customers at multiple points
on the conceptual “journey” to program participation. SCE reaches customers early in their journey
(low awareness) by leveraging existing customer contact points like bills and Home Energy Reports.
This inexpensive tactic reaches a broad base of customers and, through a brief interaction, introduces
customers to the program or reminds them of its existence. SCE uses customer targeting for its
costlier, but more in-depth tactics (personalized emails and letters) in an attempt to reach “high-
propensity” customers who may be closer to participation and therefore already primed to receive a
nudge toward the program. Our survey confirmed that the majority of customers tagged as “high
propensity” are in fact relatively likely to find value in the Energy Upgrade California Home Upgrade
Program marketing materials, supporting SCE’s propensity scores. Broadly, we find that a campaign
using a mix of tactics is a reasonable way to cost-effectively maintain brand awareness among a broad
group of customers, while also investing in targeted marketing for customers most likely to complete
the “journey” to participation.

B Marketing materials deliver messages that are clear and actionable. A critical function of the
marketing email was to educate customers about where they could learn more about the program.
One-third of respondents who received the Q2 marketing email opened it, and 11% of those who
opened the email clicked on a link in the email. Based on survey responses, it seems likely that most
high-propensity customers who opened the email came away with a clear understanding of several
key calls to action. First, respondents who recalled the Q2 marketing email were more often aware of
the program than those who did not recall the email. Second, based on simulated exposure to the
email, the average respondent felt that the email presented information that was easy to understand
and provided a clear description of how to find more information.

B As a whole, campaign activities entice customers to seek out more information about the program. In
the months when SCE ran Energy Upgrade California Home Upgrade Program marketing campaign,
SCE experienced a threefold increase in the number of visits to SCE’s Energy Upgrade California Home
Upgrade Program website and the number of calls to an SCE customer call center maintained by ICF.
A plausible interpretation of this correlation is that SCE's marketing campaigns are effective in
prompting customers to seek more information about the program than they otherwise would. Results
of our high-propensity customer survey support this interpretation. Specifically, not only did 44% of
high-propensity customers who were aware of the program take at least one program-related action
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within the months following Q2 campaign launch, but, on average, respondents also reported that the
marketing played a moderate role in encouraging them to take these actions. In summary, the
marketing materials are effective in generating short-term interest in the program.

While we conclude that the campaign is effective as a whole, this assessment should be interpreted in light of
two limitations.

B First, our analysis focuses on short-term outcomes from the marketing, and comments on the
effectiveness of one key activity. We recommend that the CPUC interpret our findings as only one of
several important indicators of the broader campaign’s success in marketing the Energy Upgrade
California Home Upgrade Program. To address this limitation, future research should consider
conducting a longitudinal study of awareness over time, such as before and after receipt of marketing
materials. Further, we recommend comparing program enrollment rates 12 months after the receipt
of materials to explore the degree of correspondence between the survey respondents’ reported
intentions to participate in the program (within a month of receiving marketing materials) relative to
their actual participation.

B Second, we fielded a customer survey among a specific subset of the SCE customer base that does
not represent all customers who might see SCE’s Energy Upgrade California Home Upgrade Program
marketing. By definition, “high-propensity” customers are more likely to participate in the program,
and based on this are likely to pay more attention to program materials and perceive the marketing
more favorably than the average customer. Moreover, for survey convenience and budgetary concerns,
we fielded an online survey of those high-propensity customers with email addresses. Thus, the
surveyed population is likely to differ both from high-propensity customers who do not share their email
address with SCE and from SCE customers who do not have a high propensity to participate in the
Energy Upgrade California Home Upgrade Program. At best, the responsiveness of high-propensity
customers to the marketing may be considered an upper-bound approximation of the responsiveness
of all customers on average. Despite these limitations, findings based on the secondary review of
marketing materials and gathered from program staff interviews still support our findings that the
overall campaign approach is sound.

D.4 Detailed Findings

In this section, we present a detailed assessment of the effectiveness of SCE’'s Q2 2016 Energy Upgrade
California Home Upgrade Program marketing campaign.

Campaign Reach

SCE generated the largest share of impressions through messaging on residential customers’ bills. Per SCE,
these activities are designed to generate program awareness among a broad base of customers, some of
whom may be learning about the program for the first time. These small advertisements serve to boost
awareness of the program among a broad group of customers, but given their format are likely to produce
relatively fleeting impressions. The “impressions” in Figure 37 represent the maximum number of customers
the campaign could have reached through each activity. Customers do not click on every internet search result;
nor do they read every email that they are sent or every article in the newspaper to which they subscribe. In
the case of the Energy Upgrade California Home Upgrade Program, customers reached may not be eligible for
the programs. This is truer of the mass marketing tactics, such as television and print ads, than the direct
marketing efforts, such as direct mail and email.
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On the other hand, SCE sent its Q2 direct mail and emails to a smaller, but strategically selected set of
customers (i.e., high-propensity customers). The emails and letters provide information solely about Energy
Upgrade California Home Upgrade Program opportunities and more-extensive information about how to
participate, whereas the OPower reports and on-bill messaging also provide information related to other
programs and energy-related topics (Figure 37). In the next section, we explore the extent to which the different
marketing activities connected with the target audience and met the metrics that SCE set.

Figure 37. Q2 2016 SCE’s Energy Upgrade California Home Upgrade Program Marketing Campaign Reach,
by Activity

SCE/SCG
o-Branded Home
Upgrade Letter

147,679

Energy Upgrade California Home
Upgrade Program Message
Integration in SCE OPower Energy
Report

315,000

SCE/SCG Co-Branded Home Upgrade Email
329,038

Home Upgrade Message on SCE Bill
4,200,000

Note: Counts are the number of mailings or emails sent. Contractor outreach information not provided.
Source: SCE Response to Data Request.

Achievement of Campaign Metrics

One of SCE’s marketing campaign goals is to drive increased Energy Upgrade California Home Upgrade
Program participation. According to SCE, as of June 2016, SCE had already achieved 100% of its 2016 Energy
Upgrade California Home Upgrade Program participation goal, with more than 1,325 Home Upgrade projects
completed to date. This review takes a closer look at SCE’s Q2 marketing campaign goals, and whether they
were achieved for the selected marketing campaign.

SCE takes a varied approach to developing metrics and related success criteria for its marketing activities. For
some specific marketing activities, SCE sets success criteria based on results from similar campaigns in prior
years, non-Home Upgrade email campaigns, and industry benchmarks, where available. In other cases, SCE
noted that some activities have no associated success criteria given the difficulties of attributing marketing
efforts to program enrollments/leads given the type of marketing channel and of ascertaining effects of
marketing efforts due to the amount of time it may take between receiving marketing and deciding to
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participate in the program. Table 51 provides SCE’s approach to developing success criteria for each campaign

activity.

Table 51. SCE Q2 2016 Energy Upgrade California Home Upgrade Program Development of Metrics and

Activity

SCE/SCG Co-Branded Home
Upgrade Email

Success Criteria

Approach to Developing Metrics \

SCE chose to benchmark email activities against the 2015 Home Upgrade campaign,
as well as other SCE email campaigns. Further, they cross-reference results to industry
benchmarks and standards.

SCE/SCG Co-Branded Home
Upgrade Letter

Home Upgrade Message on
SCE Bill

According to SCE, RR goals or metrics were not established for its direct mail campaign
and bill messaging tactics due to the difficulty associated with predicting the manner
and time frame by which a customer might respond once exposed to Home Upgrade
messaging. The inclusion of multiple calls to action also made it impossible for SCE to
establish upfront metrics related to the number of visits to its corporate
sce.com/upgrade landing page that could be expected to result from the individual
marketing tactics that SCE undertook to promote the Home Upgrade Program.

Energy Upgrade California
Home Upgrade Program
Message Integration in SCE
OPower Energy Report

According to SCE, no metrics were established for this tactic and there is no post-
deployment reporting available. Overall, for most activities, SCE tracked webpage hits
and call volume at an SCE customer call center (maintained by SCE'’s contractor, ICF)
that occurred during this time frame, both of which likely include those customers who
responded to Home Upgrade messaging that was included in the SCE OPower Energy
Report.

Contractor outreach

According to SCE, no goals were developed for this effort.

Source: SCE Response to Data Request.

SCE tracks the effects of its marketing activities using a mix of activity-specific and campaign-wide indicators.
For example, SCE tracks program enrollment as an annual total that is supported generally by all marketing
activities. In Q2 2016, SCE set activity-specific metrics for one of the five marketing activities and used
marketing vendor reports to track achievements. These reports track which customers receive specific pieces
of marketing, but do not track customer-level actions with respect to the activity (e.g., which customers opened
an email). In general, SCE receives a post-deployment report from its marketing vendor that tracks aggregate
CTRs and open rates for email campaigns, but this type of report was not available for either the Home Upgrade
Message on SCE e-Bills or for the Energy Upgrade California Home Upgrade Program message integration in
SCE OPower Energy Report at the time of our assessment. Further, SCE did not establish goals for these
specific activities with email components.

As shown in Table 52, the SCE/SCG Co-Branded Home Upgrade email fell somewhat short of SCE’s goals for
the activity, but was well within the range of industry benchmarks.108

105 According to SCE’s data request, I0U industry typical open rates are 22% and CTRs are 1.58%. Source: 2015 Email Marketing
Metrics Benchmark Study 2015 Silverpop, available at: http://www.silverpop.com/Documents/Whitepapers/2015/Email-Marketing-
Metrics-Benchmark-Study-2015-Silverpop.pdf and Questline, 2015 Energy Utility Email Benchmarks Report available at:
https://cdn.questline.com/asset/get/47a2f0f7-f0fd-4917-b7b6-2625e84ef911 via SCE response to data request.
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Table 52. SCE Q2 2016 Energy Upgrade California Home Upgrade Program Marketing Activities,
Goals and Achievements

Activity Metrics Success Criteria Result Achievement

Open Rate 36.48% 33320 | S Percentage points
lower than goal
SCE/SCG Co-Branded Energy Upgrade o o 1 percentage point
California Home Upgrade Program Email CTR 5.18% 3.83% lower than goal
CTOR 14.20% 11.21% | 3Ppercentage points
lower than goal
SCE/SCG Co-Branded Energy Upgrade . . . .
California Home Upgrade Program Letter No metric Not provided Not provided Not applicable
Energy Upgrade California Home Upgrade . . . .
Program Message on SCE Bill No metric Not provided Not provided Not applicable
Energy Upgrade California Home Upgrade
Program Message Integration in SCE No metric Not provided Not provided Not applicable
OPower Energy Report
Contractor Outreach No metric Not provided Not provided Not applicable

Source: SCE Response to Data Request.

Despite not being able to tie some specific marketing activities to call volume, our review indicates that as a
result of all Q2 marketing activities initiated in early May 2016, SCE’s customer call center (maintained by ICF)
and SCE’s Energy Upgrade California Home Upgrade Program landing page saw a threefold increase in activity
during that month, relative to the prior 4 months of 2016 when SCE was not running a marketing campaign
(Figure 38). This monthly total likely captures most, but not all, of the customer interest generated from the
Q2 efforts. SCE delivered the marketing emails and direct mailings within the first week of May 2016, and
noted that customers received messaging on their bills and/or OPower reports during their May billing cycle,
which extended to early June. Moreover, the Q2 2016 campaign performed well relative to SCE’s 2015
marketing campaigns. This suggests that Q2 activities played a part in nudging customers to investigate the
program.

Figure 38. SCE Call Center and Landing Page Activity January 2015-June 2016

Q3 2015 Home Upgrade Q2 2016 Home Upgrade

Campaign Activity: Campaign Activity:
2,000 July & August 2015 May 2016 25000,
K]
" 1.600 02 2015 Home Upgrade 20,000 2
o Campaign Activity: r
E 1,200 April 2015 15,000 :..p
8
E 800 10,000 .En
400 _ / 5000 E
— - -
0 _________________________________________________________________ 0
Jan 2015 Apr 2015 Jul 2015 Oct 2015 Jan 2016 Apr 2016
-—=Total Inbound Calls - =Total Leads Generated from Inbound Calls Unique Landing Page Visits

Source: SCE Response to Data Request.

Notably, SCE cannot completely account for inbound calls and lead generation generated by many of their
marketing activities. Per SCE, ICF uses a single tracking category reports the number of calls resulting both
from Home Upgrade Message on SCE bills and from the Home Upgrade Message integrated into SCE’s OPower
Energy Report.
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Marketing Budget and Expenditures

In Q2 2016, SCE spent roughly one-third of its annual Energy Upgrade California Home Upgrade Program
marketing budget implementing the marketing activities. SCE did not predefine marketing budgets for each
activity during this period, although SCE did track expenditures in this way. As Table 53 shows, direct mail
accounted for the largest share of SCE's Q2 2016 marketing expenditures (91%), while all other activities
received a minor share of the total (<5% each).

Table 53. SCE Q2 2016 Energy Upgrade California Home Upgrade Program
Marketing Budget and Expenditures

Annual Q2 Expenditures

. Share of Q2 % of 2016
AR I(32u(;j fg’)c Junzhi%lf%ho 16 Expenditu?es Budget Spent
SCE/SCG Co-Branded Home Upgrade Letter $64,457 91.3% 32.0%
SCE/SCG Co-Branded Home Upgrade Email $200,000 $2,959 4.2% 1.5%
Home Upgrade Message on SCE Bill $1,680 2.4% 0.8%
Co-Branded Home Upgrade Collateral* $1,514 2.1% 0.8%
Energy Upgrade California Home Upgrade
Program message integration in SCE OPower $0 $0 0.0% Not Applicable
Energy Report**

Total $200,000 $70,610 - 35.0%

* All contractor outreach materials are materials that contractors provide to customers.
** No-cost opportunity to include messaging in OPower Energy Reports.
Source: SCE Response to Data Request.

Awareness of the Campaign and Program and Marketing Recall

Our survey with SCE’s “high-propensity” customers who received the Q2 marketing email provides an in-depth
examination of this particular marketing activity. The email was intended to contribute to SCE’s multi-touch
Q2 marketing campaign strategy, designed to boost precursors of program enrollment, such as awareness
and knowledge, which, in the long term, contribute to customers’ decisions to begin a qualifying project.
Following this design theory, SCE sends marketing emails to customers. Then, among customers who open
the email, customers digest the information and gain a deeper awareness of the program.

While SCE staff noted that they do not track marketing data in a way that would allow us to identify which
survey respondents opened the email, about a third of survey respondents (34%; n=1,128) recall seeing it.
Assuming that respondents who open a marketing email are likely to recall it, the self-reported rate of recall
for the email appears reasonable given that 33% of customers opened the marketing email (Source: SCE).
Among those who recall receiving the email, we expect that respondents would remember content from the
email and therefore would also have a higher awareness of the program than those who do not recall the
email. In fact, survey respondents who recalled the email do have a significantly higher awareness of the
program (44%) than those who do not recall the email (20%). While this finding suggests that there is
something different between these two subsets of respondents causing one to have a higher awareness of
the program than the other, we cannot attribute this difference to the Q2 email with any certainty. Overall
aided awareness of the Energy Upgrade California Home Upgrade Program was 28%.

By design, the Q2 marketing campaign included multiple marketing activities that launched concurrently with
the email. At the same time that they received the email, all respondents received messaging about the
program on their May SCE bill, and those who receive Energy Reports received messaging about the program
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on their May report. We asked respondents who were aware of the Energy Upgrade California Home Upgrade
Program (n=321) about these other two sources of information to get a sense of what other Q2 activities may
have contributed to their initial or continued program awareness. Just under a third of respondents who are
aware of the Energy Upgrade California Home Upgrade Program recall seeing the information on their bill
(32%) or on an Energy Report (32%).

Respondents who are aware of the Energy Upgrade California Home Upgrade Program expressed mixed levels
of familiarity with the program, but those who recall Q2 marketing appear to have a greater depth of knowledge
about the program than those who do not. As Figure 39 shows, respondents who recall the marketing tended
to rate themselves as more familiar with the program (4.0 on a 1 to 7 scale) than those who do not recall the
marketing (3.5 on a 1 to 7 scale).19¢ The trend is reiterated in terms of respondents’ demonstrated
comprehension of the program offering. When we asked respondents to identify which of three statements
best describes the Energy Upgrade California Home Upgrade Program,107 70% of respondents who recalled
the marketing could correctly identify the program description, while only 60% of those who did not recall the
marketing could do so.

Figure 39. SCE Customers’ Familiarity with the Energy Upgrade California Home Upgrade Program
among Those Aware

Overall (n=321)

Recall ME&O (Aided) (n=212) a

Do Not Recall ME&O (Aided) (n=109) b

0% 20% 40% 60% 80% 100%
m Low Familiarity (1-3) m Moderate Familiarity (4) m High Familiarity (5-7)

Note: Among those aware of the Energy Upgrade California Home Upgrade Program. Letters are assigned to each
recall level group. Letters next to percentage indicate the percentage is significantly different from the indicated
recall level group at the 95% level.

Source: SCE Campaign Customer Survey.

Campaign Messaging Clarity and Usefulness

SCE targeted the Q2 email to customers believed to have a relatively high propensity to participate in the
Energy Upgrade California Home Upgrade Program given their demographic, housing, and energy usage
characteristics. Nonetheless, it is still possible that some members of the high-propensity target population
are not interested in making comprehensive home upgrades through the program (e.g., if they just recently
completed home upgrades or simply have little interest in energy efficiency). Assuming that some respondents

106 These values are based on a scale from 1 to 7, where 1is “l have only heard the name” and 7 is “| know a lot about it.”

107 The statements were: “A program that provides rebates and incentives for home improvements that include air sealing, duct sealing,
attic insulation, and more” (the correct response); “A program that specifically incentivizes solar panels and solar hot water heaters”;
“A program that provides homeowners and renters with a free kit containing energy efficient light bulbs, faucet aerators, and low-flow
shower heads to install in their home”; “None of the above”; and “Don’t know.”
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to our survey would hold this type of belief or attitude, we hypothesized that respondents with a lower relative
need for the program would rate the marketing as less useful.

To put marketing usefulness in context of participants’ relative need for the program, we developed an index
of each customer’s relative need for home upgrades. We developed the index using six survey questions about
participants’ recent and planned home improvement projects, behavior changes, and energy assessment
history.108 We interpret high index scores as an indication that a respondent would be more interested in
making major home upgrades and believes there are additional opportunities for upgrades to their home or
behavior changes to use less energy. Over two-thirds (68%) of the believed “high-propensity” respondents do
have either a medium high (64%) or a high (4%) relative need for the program.

We then compared respondents’ level of interest in the Energy Upgrade California Home Upgrade Program
after they reviewed the Q2 marketing email across customers with different relative needs. Comparisons
across groups (Table 54) reveal that, although the average respondent expressed only low to moderate
interest in the Energy Upgrade California Home Upgrade Program, respondents with higher relative need for
comprehensive home upgrades exhibit a significantly higher level of interest in the program.

Table 54. Average Level of Interest in the Energy Upgrade California Home Upgrade Program,
by Relative Need for the Program

Relative Need for Energy Upgrade California Program Index

Self-Reported Level of Low Medium .
Interest in program Overall Lowe Medium®  Highe High¢
(n=1,128) | (n=69) | (1=293) = (n=724)

Low Interest (1-3) 55% 88% 68% 49% 28%
Moderate Interest (4) 16% 6% 13% 18% 22%
High Interest (5-7) 29% 6% 19%2 34%zb 50%gabe
Total 100% 100% 100% 100% 100%
Mean 33 1.9 2.72 3.6e0 4 _4abe

Note: Letters are assigned to each level of relative need group. Letters next to percentages indicate the
percentage is significantly different from the indicated level of relative need group at the 95% level.
Source: SCE Campaign Customer Survey.

Customer perceptions of information clarity and newness represent one indicator of marketing effectiveness.
In short, if customers exposed to SCE marketing do not understand the call to action or do not learn anything
new, the marketing would be less likely to encourage participation in the program. Overall, some of the
information in the marketing appears to have been new to respondents (an average rating of 3, on a scale of
1 to 5, where 1 indicates “none of the information was new” and 5 indicates that “all of the information was
new”).

108 We grouped respondents into one of four categories that indicate their relative need for energy efficiency information based on
their responses to a series of questions about current, past, and planned energy efficiency upgrades that they have made to their
home, as well as their beliefs about additional opportunities for upgrades or behavioral changes that they could make to save energy.
At the “high” end of the need scale, we placed respondents who had made upgrades in the past, were currently working on a project,
had future plans for more projects, and still believed that additional opportunities existed. At the “low” end of the need scale, we placed
respondents who had never completed upgrades, had no plans to do so, and didn’t believe that there were any energy-saving
opportunities. We placed respondents in the middle who gave a combination of responses within the particular category based on the
number of questions that indicated the respondent had a history of taking action and a strong belief that opportunities for saving
existed.
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We also tested the clarity of six key pieces of program-related information provided in the email using a three-
point scale where 1 indicates “not at all clear” and 3 indicates “very clear.” In general, respondents felt the
email provided clear information about each component (Figure 40). Nearly all respondents (98%) indicated
that at least one of the email’s key content areas was “somewhat” or “very” clear. Specifically, respondent
data indicate that the email provided customers with a clear understanding of where to get additional
information about the program (58% “very clear”) and financing options available for energy efficiency
upgrades (53% “very clear”). It also provided clear information to those who wish to participate, such as how
to find a contractor (62% “very clear”) and how to participate in general (50% “very clear”).

Figure 40. Clarity of Information Provided in SCE’s Energy Upgrade California Home Upgrade Program

Marketing Email
100%
11%
8%
0% '
Howtofinda  Who sponsors the How to find more Where to find more How to participate How participating
contractor program information about information about  in the Energy in the Energy
the Energy financing options Upgrade Upgrade
Upgrade available for California® Home California® Home
California® Home energy efficient  Upgrade Program Upgrade Program
Upgrade program upgrades would benefit you
in general
mNot at all Clear mSomewhat Clear mVery Clear (n=1,128)

Source: SCE Campaign Survey.

Campaign Influence on Behaviors and Actions

Given that an indirect goal of SCE’s marketing efforts is to generate participation in the program, we looked at
a mix of direct and indirect steps that customers could take as they move toward participation. Examples
include:

B Discussing the program with a household member or with an acquaintance
B Seeking out more information about the program or financing option
B Getting a bid for projects, looking for specific contractors, and ultimately initiating an upgrade

In the 2 months since respondents were exposed to the marketing, 44% of respondents who were aware of
the Energy Upgrade California Home Upgrade Program have taken at least one intermediate step toward
participation. Respondents who recalled the marketing were more likely than those who did not recall the
marketing to have taken some of these steps (Figure 41). Compared to customers who did not recall
marketing, customers who recalled marketing were significantly more likely to have recently looked for more
information online about the program (21% vs. 6%), to have discussed the program with someone in their
household (25% vs. 14%), and to have contacted a contractor to learn more about the program (6% vs. 2%).
In addition, customers who remember the marketing state that, on average, it had moderate influence in their
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action taking (Figure 41). Overall, 48% of the respondents who recall the marketing and took at least one
action in the past month (n=103) noted that the marketing had some influence on their action.

Figure 41. Influence of SCE Campaign Information on Actions Taken in the Past Few Months

Actions Taken Recall ME&O (Aided) Average Influence of Campaign on
in the Past Few Months & TookAction in Decision To TakeAction
Past Few Months 4.0
Discussed the Energy Upgrade California Home 250, b (n=53) \ 4
Upgrade Program with someone in your household 15%
Look for more information online about the Energy 21940 a5 %L
Upgrade California Home Upgrade Program 6% ' (n=45)
) ) 25
Start or complete a home retrofit project ' 20% _ \ 4
(n=42)
14%
) ) ) 4.2
Discuss the Energy Upgrade California Home 16% (n=33) \ /
Upgrade Program with a friend, neighbor, or 10%
coworker 30
Look online to find a contractor to get a bid on 10% (n=21) \ 4
a project 10%
4.2
Contact SCE to learn more about the Energy B s% (n=16)
Upgrade California Home Upgrade Program 0%
43
Contact a contractor to learn more about the Energy F 90 (n=13) v
Upgrade California Home Upgrade Program 2%
36
Look for more information about financing options I 6% (n=12) \ 4
available for energy efficient upgrades 6% 1= Not at all 7= Extremely
influential influential

B Recall ME&O (Aided) (n=212)8
m Do Not Recall ME&O (Aided) {n=595)b

Note: Average influence of campaign on decision to take action is based on responses from customers who recalled at least one of
SCE’s Q2 marketing activities and completed action in past few months (i.e., excludes customers who did not recall marketing and
customers who did not take action). Letters are assigned to each recall level group. Letters next to percentages indicate that the
percentage is significantly different from the indicated recall level group at the 95% level.

Source: SCE Campaign Customer Survey.

We also asked respondents about actions that they are likely to take in the next 12 months, as the participation
process for the program can take that long. We asked these questions of those who had not taken certain
actions in the past few months, as well as of those who had not heard about the Energy Upgrade California
Home Upgrade Program before taking the survey. Overall, 24% respondents who had not taken any of the
program-related actions in the past few months (n=180) stated that they plan to take at least one of the
actions during the next 12 months.

Interestingly, Figure 42 shows that respondents who did not recall the marketing (including those who had not
been aware of the program prior to the survey) are more likely to plan to take action than those who do recall
the marketing. It is possible that this finding is a product of simulation effect. For example, people who are
just seeing the marketing for the first time have had less time to consider the benefits and costs of taking
action, and may be more optimistic about future actions that they can take. People who recalled the marketing
already had a chance to consider the action in the interim; thus, in responding, they may have more carefully
accounted for barriers that they would face in taking action (e.g., lack of time or money).
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Figure 42. Influence of SCE Campaign Information on Actions Planned

Action Likely inthe Next 12 Months(%5.,6,7)
Scale: 1"Notatall Likely"to 7 "Very Likel™

Look for more information online about the Energy
Upgrade California Home Upgrade Program

Discuss the Energy Upgrade California Home
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(n=359) 17%
(n=660) 229 @

Contact SCE to learn more about the Energy
Upgrade California Home Upgrade Program

Discuss the Energy Upgrade California Home (n=340) 14%
Upgrade Program with a friend, neighbor, or coworker (n=647) 19%8
Look for more information about financing options (n=359) 11%
available for energy efficient upgrades (n=652) 17%2
Start or complete a home retrofit project (n=358) 11%
(n=63T7) 16%2
Look online to find a contractor to get a bid on (n=358) 10%
a project (n=644) 16%9
Contact a contractor to learn more aboutthe Energy  (n=352) 9%
Upgrade California® Home Upgrade Program (N=647) 159 @

m Recall ME&O (Aided) @
m Do Not Recall ME&O (Aided)b

Recall ME&O (Aided) & Average Influence of Campaign on

(n=336) 22% (n=73)
(n=659) 33% 8
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4.6
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Note: Average influence of campaign on decision to take action is based on responses from customers who recalled at least one of
SCE’s Q2 marketing activities and plan to complete action in the next 12 months (i.e., excludes customers who did not recall marketing
and customers who did not take action). Letters are assigned to each recall level group. Letters next to percentages indicate that the
percentage is significantly different from the indicated recall level group at the 95% level.

Source: SCE Campaign Customer Survey.
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E. SCG’s Energy Hero Campaign

E.1 Marketing Campaign Overview

As a smaller organization, SCG staff indicate that they prioritize being as efficient and cost-effective as possible
when developing a marketing strategy and selecting marketing channels. As a result, SCG often markets
several programs or offerings at once and frequently reviews performance to prioritize efforts on the most
effective channels. Further, SCG does not market every program. Rather, they prioritize marketing programs
that are larger, more visible to the customer, and easier to understand.

Energy Hero is a marketing campaign that promotes general awareness of energy management, and provides
information to customers about three energy-related programs:

B Energy Upgrade California Home Upgrade, which offers incentives to residential customers for making
comprehensive energy efficiency upgrades to their homes.

B Energy Efficiency Rebate and Cold Water Washer programs, both of which provide rebates to
residential customers for purchasing energy-efficient appliances.

B Energy Efficiency Starter Kit program, which provides SCG residential customers with faucet aerators
and a low-flow shower head free of charge.

According to SCG, the “Energy Hero” theme empowers customers to take proactive steps to reduce energy
consumption. Messaging execution includes messaging for all three programs under the residential energy
efficiency umbrella. Further, according to SCG, the main goal for the paid media campaign is to create general
awareness for the program portfolio. Other efforts throughout the year for Energy Efficiency Rebates at the
Point of Sale (POS) level and Energy Efficiency Starter Kits at the community outreach level will also help
increase awareness and/or participation for those respective programs. Further, SCG seeks to drive traffic to
socalgas.com’s “Energy Hero” campaign landing page, which branches off to the three program pillars—Energy
Upgrade California Home Upgrade, Residential Plug Load, and Energy Efficiency Starter Kits—or to
socalgas.com’s Cold Water Washer campaign landing page. POS marketing seeks to increase the number of
rebates being processed.

SCG views the Energy Hero campaign as an effective way to reach customers with a limited marketing budget.
This evaluation covered Energy Hero campaign activities from November 2015 to January 2016. During this
time, SCG used a variety of marketing channels to promote the campaign, including television and radio
commercials, out-of-home advertising (e.g., billooards), digital and print advertisements, social media
promotion, paid advertisements on search engine webpages, and POS promotion.

Table 55. SCG’s 2015 Energy Hero Winter Campaign Marketing Activities

Associated Marketing

Activity

Deployment

Time Frame Al

Description Channel

Program

Energy Hero: N Mld-Novem_ber TeIeV|S|.on advertisements N Single-family

Energy Television 2015 - mid- | promoting Energy Hero o Television h
omeowners

Upgrade January 2016 | and related programs

California Mid-November | Radio advertisements Single-famil

Home Radio 2015 - mid- | promoting Energy Hero e Radio hon%eowner}s/

Upgrade January 2016 | and related programs
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Associated

Marketing

Deployment

Description

Channel

Audience

Program

Activity

Out of

Time Frame

Mid-November

Outdoor bulletins/

Out of

Single-family
homeowners, geo-
targeted to areas with
higher household

Home Depot, Howard’s,
Lowes, Warehouse
Discount Center

Home 2015 - mid- billboards Home income and with older
January 2016
home, such as
Pasadena, Monrovia,
Highland Park, Burbank
Online Mid-November . .
Advertising | 2015 - mid- ngri%?%kg”iggsrfaeﬁgs intemet | preeTamily
(Digital) | January2016 |P P
. M|d-Novem'ber Advertisements in local Single-Family
Print 2015 - mid- S Newspapers
news publications homeowners
January 2016
Social Year-round Social i i i i
Energy Hero: | Media (Paid Banner ads _ Single-family residential
Social effort media customers who use a
Energy ocial)
Efficienc - washer at home and
Starter K}ilts . Year-round Google paid searqh on currently in the market
Paid Search effort desktop and mobile Internet for a new washer
promoting programs
Continued promotion of
single-family appliance Homeowners who are in
. rebates at the retail level, the market for new
Energy Hero: Year-round . . .
PLA POS effort in such stores as Sears, Retail household appliances,

such as water heaters,
washers

Source: SCG Response to Data Request.

E.2 Evaluation Objectives and Approach

Our research addressed two overarching objectives. The first objective was to document the core activities
SCG completed during the Energy Hero Winter Campaign deployed from November 2015 to January 2016 to
examine how well these activities align with the campaign theory and stated campaign goals, as well as to
assess campaign performance associated with these goals. Second, we assessed the effectiveness of one or
more specific marketing activities within the campaign by fielding a survey with general population customers.
Notably, this covered a broader time frame than our assessment of achievement of goals, as our survey was
fielded in July 2016. To meet the first objective, we reviewed program materials that SCG provided, including
communications plans, budgets, metrics, success criteria, and outcomes for all activities. The Energy Hero
campaign primarily used mass media marketing techniques and, as a result, we conducted a general
population survey to match the target audience. For this survey, we used an internet panel of residential
consumers from YouGov based in SCG service territory zip codes. We completed interviews with 250
respondents. Prior to analysis, these data were weighted to reflect the SCG population in terms of age, gender,

race, education, and geographic location.10°

109 Weights were based on the 2013 American Community survey and weights larger than 4 were trimmed.
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E.3 Key Findings and Conclusions

Figure 43 combines our findings about targeting, messaging, and resulting awareness in a conceptual model
of how the marketing campaign supports customers taking action with respect to the programs. Below the
figure, we expand on our conclusions about campaign effectiveness and discuss several limitations of the
assessment.

Figure 43. SCG Energy Hero Campaign Marketing Summary of Results

Targeting
Effectiveness

*SCG’s Energy Hero
mass media
campaign promotes
three programs

* 24% of respondents

seek information
about energy
conservation

Campaign
Awareness

* 13% of customers
are aware of the
Energy Hero
campaign

*When presented
with the marketing
collateral,
approximately 11% of
customers
recognized the
messaging,
irrespective of prior

Messaging
Effectiveness

* More than 80% of
respondents find
information
presented easy to
understand

* More than half of
respondents are
highly interested in
learning more about
the programs
promoted in sample
marketing collateral

Actions Taken

*39% of respondents
reported taking at
least one energy-
related action

* Respondents who
were aware of the
campaign were more
likely to report taking
action overall, and
more likely to take an
action that is closely
tied to the campaign

campaign awareness

The results of our study suggest that some aspects of SCG’s marketing campaign were more successful than
others. In all, it appears that SCG’s Energy Hero campaign is reaching its target audience, has messaging that
is clear and informative, and may have an influence on the energy-related actions of the customers who are
exposed to it. Specifically:

B Mass media efforts for the SCG campaign had mixed results in terms of achieving metrics for the
Energy Hero Campaign. With the exception of POS activities, SCG tracks impressions associated with
each of the marketing activities. Additionally, for digital marketing activities, they also track CTRs and
site visits. SCG developed success criteria associated with each of its metrics for the 2015 Energy
Hero Winter Campaign by benchmarking against results from their 2015 Energy Hero Summer
Campaign. SCG met three of seven metrics for the campaign promoting the Energy Upgrade Home
Upgrade program. It is important to note that the budgets associated with the 2015 Winter Campaign
for some activities were lower than for the 2015 Summer Campaign, which may explain some of the
differences in performance. Notably, no success criteria were provided for the Energy Efficiency Starter
Kit or Retail Marketing efforts. In the future, SCG may want to consider setting goals and tracking
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performance for all program marketing efforts. Doing so would allow SCG to evaluate the success of
its marketing in the future, and would also allow it to draw comparisons about marketing performance
across multiple programs.

B Overall levels of awareness for the Energy Hero Campaign are roughly the same as other similar
campaigns. 13% of respondents indicated that they were aware of the campaign prior to taking the
survey. This awareness level is similar to awareness levels for comparable campaigns we have
evaluated in the past (namely SW ME&O awareness for the Energy Upgrade California Home Upgrade
Program).

B Respondents indicated that the campaign messaging was clear and easy to understand. The
campaign performed well in terms of messaging effectiveness, as most respondents found the
information presented in campaign materials to be effective and clear.

B There seemsto be a relationship between exposure to the Energy Hero campaign and customer action.
Overall, respondents who were aware of the Energy Hero campaign reported that they were more likely
to take an action related to it. Although we cannot say with certainty that there is a causal link between
campaign exposure and these actions, these results suggest that there may be a relationship. One
could also argue that the respondents who have a history of taking energy-savings actions may be
more likely to notice and recall the Energy Hero campaign.

B Results from this evaluation should be considered in light of the limitations inherent in tracking and
assessing performance of mass media campaigns. Because the Energy Hero campaign was promoted
through mass media, we are limited in the conclusions we can make about the effectiveness of the
campaign. First, it is difficult to measure the influence of the campaign, because multiple marketing
efforts (rather than a single source) could have motivated customers to take action. Therefore,
isolating which campaign efforts were most effective is not possible. Second, our survey took place at
one point in time, which prevents us from identifying whether exposure to the marketing occurred
before or after the reported actions were taken.

E.4 Detailed Findings

In this section, we present a detailed assessment of the effectiveness of SCG’'s 2015 Energy Hero Winter
Campaign.

Campaign Reach

As shown in Figure 44, SCG generated the largest share of impressions through radio and out-of-home
advertising with 16 million and 14 million impressions, respectively. According to SCG, the main goal of the
paid media campaign is to create general awareness for the program portfolio. The “impressions” in Figure
44 represent the maximum number of customers the campaign could have reached through each activity.
Customers do not click on every internet search result; nor do they read every email that they are sent or every
article in the newspaper to which they subscribe. In the case of the program promoted through the Energy
Hero campaign, customers reached may not be eligible for the programs. This is generally true of mass
marketing tactics, such as television and print ads. In the next section, we explore the extent to which the
different marketing activities connected with the target audience and met the metrics that SCG set.
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Figure 44. SCG 2015 Energy Hero Winter Campaign Reach

Paid
Search
168,791

Television
1,907,116

Paid Social
2,827,252

Online Advertising (Digital)
7,831,517

Out-of-Home
14,033,538

Radio
16,070,900

Note: POS activities do not track impression.
Source: SCG Response to Data Request.

Achievement of Metrics

According to SCG, the main goal for the paid media campaign is to create general awareness for the program
portfolio. Other efforts throughout the year for Energy Efficiency Rebates at the POS level and Energy Efficiency
Starter Kits at the community outreach level will also help increase awareness and/or participation for those
respective programs.

According to interviews with SCG program staff, when developing the campaign in 2014, SCG did not set
guantitative goals for its marketing activities, though it did share high-level qualitative goals for its efforts. SCG
tracked performance by activity using metrics and reported that it accomplished its goals. For the 2015 Energy
Hero Winter Campaign, SCG tracked a variety of marketing metrics. With the exception of POS activities, SCG
tracked impressions associated with each of the marketing activities. Additionally, for digital marketing
activities, they tracked CTRs and site visits. Notably, success criteria are based on 2015 results for the Energy
Hero Summer Campaign. Notably, no success criteria were provided for Cold Water Washer or Retail Marketing
efforts.

Table 56. SCG 2015 Energy Hero Winter Campaign Metric Development by Activity

Associated Program Activity Approach to Developing Metrics
Television
Energy Hero: Energy Upgrade - Compare to total impressions from 2015 Summer
: . Radio .
California Home Upgrade Campaign
Out of Home
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Associated Program Activity Approach to Developing Metrics \
Online Advertising Compare to total impressions, CTR, and site visits from
(Digital) 2015 Summer Campaign
, Compare to total impressions from 2015 Summer
Print .
Campaign

. Social Media (Paid
Energy Hero: Energy Efficiency Starter

Kits Social) Capture total impressions, CTR, and site visits
Paid Search
Energy Hero: PLA POS Capture number of stores and rebates processed, no

success criteria provided

Source: SCG Data Request Response.

The evaluation team compared 2015 Winter Campaign results to 2015 Summer Campaign results, where
available (Table 57). Overall, there were mixed results in terms of achieving total impressions when compared
to the 2015 Energy Hero Summer Campaign. Importantly, when comparing to prior campaigns, it is important
to note that delivery of these campaigns and budgets associated with them could affect performance of the
campaign. For example, out of home and digital marketing activities budgets decreased by 18% and 40%,
respectively, from Summer 2015 to Winter 2015 campaigns. Notably, CTRs for the online advertising activities
appear to be lower than typical IOU industry metrics.110

From this vantage point, print media marketing was the most successful channel relative to the prior campaign
results, achieving 224% of its impression performance indicator (Table 57). However, it is worth noting that
the criterion for success for print media was relatively low compared to other channels. Thus, while print media
marketing was the most successful compared to the prior campaign, it had the smallest reach overall of all
the marketing channels.

Importantly, impressions do not necessarily indicate that customers will take a next step toward fulfilling the
action promoted by the campaign, which in this case is to visit socalgas.com to learn more about the promoted
program. As such, it is important to consider impressions as an estimate of the potential reach of the
marketing activity. Conversely, CTRs provide actual, rather than potential, engagement with the campaign.
CTRs for the digital campaign promoting the Energy Upgrade California Home Upgrade Program were lower
than for the paid search CTRs for the Energy Efficiency Starter Kits (0.43% vs. 11.46%). This may suggest that
the effectiveness of a campaign in terms of channeling customers to a particular action may be dependent on
the action promoted: The Energy Upgrade California Home Upgrade Program is a considerably larger time and
financial investment for a participant than is an Energy Efficiency Starter Kit. This may help explain some of
the variation in rates seen from the campaign. We also calculated the cost-per-click associated with each
digital campaign activity, where results were provided. Cost-per-click rates ranged from $0.49 for the Energy
Efficiency Starter Kits paid search activity to $1.06 for Energy Efficiency Starter Kits social media activity to
$5.54 for the Energy Upgrade California Home Upgrade Program.

There were no marketing success criteria for the Cold Water Washer and Energy Efficient Appliance Rebate
programs. However, for the Energy Efficiency Starter Kits program, paid social media had a greater reach than
paid searches (2.8 million impressions vs. nearly 170,000 impressions), though paid searches were better
able to attract customers’ attention with a CTR of 11.46% vs. 0.60% for paid social media. For the Energy

110 According to SCE’s data request, 10U industry typical open rates are 22% and CTRs arel.58%. Source: 2015 Email Marketing
Metrics Benchmark Study 2015 Silverpop, available at: http://www.silverpop.com/Documents/Whitepapers/2015/Email-Marketing-
Metrics-Benchmark-Study-2015-Silverpop.pdf and Questline, 2015 Energy Utility Email Benchmarks Report available at:
https://cdn.questline.com/asset/get/47a2f0f7-f0fd-4917-b7b6-2625e84ef911 via SCE response to data request.
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Efficient Appliance Rebate program, we do not have data regarding individual impressions; however, we do
know that this marketing effort took place in nearly 400 retail locations and that more than 6,000 rebates
were processed.

Table 57. SCG 2015 Energy Hero Winter Campaign Achievement of Metrics

Associated . Success .
Program Activity Criteria Achievement
Television Impressions 1,836,786 1,907,116 104% of goal
Radio Impressions 18,173,200 16,070,900 88% of goal
E”ergy Hero: "oyt of Home Impressions 27,216,840 | 14,033,538 52% of goal
Ugggﬁe onfine Impressions 11,374,943 | 7,831,517 69% of goal
California Advertising CTR 0.42% 0.43% 0.01 perciﬂffe(f;'”ts higher
Home Upgrade (Digital) S g
Site visits 48,024 33,624 70% of goal
Print Impressions 305,977 684,254 224% of goal
. . Impressions Not provided 2,827,252 Not applicable
. | Social Media CTR Not provided 0.60% Not applicable
Energy Hero: | (paid Social) LA : : :
Energy Site visits Not provided 11,334 Not applicable
Efficiency Impressions Not provided 168,791 Not applicable
Starter Kits Paid Search CTR Not provided 11.46% Not applicable
Site visits Not provided 19,343 Not applicable
Energy Hero: Number of stores | Not provided 399 Not applicable
) P
PLA 0S Number of rebates Not provided 6,676 Not applicable
processed

Source: SCG Response to Data Request.

Marketing Budget and Expenditures

The Energy Hero campaign utilized five mass media marketing channels: radio, billboards, digital media,
television, and print ads. SCG provided the evaluation team with budgets and expenditures across each of the
campaign time frames. Overall, for both the Energy Hero campaign and the Cold Water Washer campaign,
SCG spent their entire budget across the various mix of marketing activities. SCG provided their first quarter
expenditures across their 2016 annual budget for the POS efforts for the Energy Efficient Appliance Rebate
program, and spent one quarter of their annual budget. Marketing efforts for this program received the
greatest share of the budget (56%) for point-of sale promotion (Table 58). This activity promotes appliance
point-of-sale rebates at various retailers via in-store signage as well as through educating/updating the sales
representatives on SCG's available rebates on a monthly basis.

For the Energy Hero campaigns, the largest share of budget went to television marketing (Table 58). The Cold
Water Washer program used paid social media and paid web search promotion: these marketing activities
accounted for a small portion of the overall budget (3%).
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Table 58. SCG 2016 Energy Hero Budget & Expenditures

Campaign Campaign Share of

Activity Campaign Timeframe

Budget Expenditures = Expenditures

Energy Hero Campaign Budget $288,330 $288,330

Television $94,841 $94,841 23% 100%
Radio Mid-November 2015 $65,076 $65,076 16% 100%
Out of Home (OOH) through Mid-January| $56,750 $56,750 14% 100%
Online Advertising (Digital) 2016 $43,423 $43,423 11% 100%
Print $28,243 $28,243 7% 100%
Cold Water Washer Program Budget $19,632 $19,632 5% 100%
Social Media (Paid Social) . $12,000 $12,000 3% 100%
Paid Search March - April 2016 $7,632 $7,632 2% 100%
Point-of-Sale (POS) for Energy Efficient January 2016-

Appliance Reb(ate Bzudget & Decem[)yer 2016 $385,000 $96,250 e =

Source: SCG Response to Data Request. Note: All budgets and expenditures reflect media buys
and exclude agency fees.

Awareness of the Energy Hero Campaign and Promoted Programs and Marketing Recall

Overall, survey respondents had a moderate level of awareness of the Energy Hero campaign: 13% of
respondents indicated that they had heard of the campaign before completing the survey (Figure 45).111
Respondents’ level of awareness of the Energy Hero campaign was relatively low compared to their awareness
of other SCG programs. As shown in Figure 45, a significantly higher percentage of SCG residential customers
were aware of the energy efficiency Appliance Rebate program (76%), Energy Upgrade California Home
Upgrade Program (46%), and Energy Efficiency Starter Kit program (42%) than the Energy Hero campaign.
However, Energy Hero is a brand, rather than a program, and we would expect program awareness to be higher
than brand awareness given that these programs have been offered for many years and are marketed through
other sources, while the Energy Hero brand campaign began just 2 years ago. Awareness levels for the Energy
Hero brand are consistent with the general population statewide panel survey that Opinion Dynamics
conducted to understand customer awareness of the Energy Upgrade California Campaign, as 15%-20% of
respondents to that survey were aware of the Energy Upgrade California brand.112

111 Importantly, there is a similarly named financing campaign promoted in the same territory (PACE’s Hero program). We did not ask
about this program in our survey in an effort to limit respondent confusion. However, because we opted to exclude it, we cannot say
with utter certainty that people who reported being aware of Energy Hero were not reporting awareness of the Hero campaign.

112 Qpinion Dynamics. April 2016. PY2013-2015 California Statewide Marketing, Education, and Outreach Program: Verification and
Integrated Effectiveness Study. CALMAC Study ID: CPU0110.02. Prepared for the California Public Utilities Commission.
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Figure 45. SCG’s Energy Hero Campaign and Promoted Program Awareness

A
BCD
Energy Hero Campaign - 13%
B
Energy Efficiency Starter Kit _ 42% A
c
Energy Upgrade California Home Upgrade A
Program
D

General SCG Energy Efficiency Appliance A
Rebate Programs

0% 20% 40% 60%  80% 100%

B Aware of Program

Note: Letters next to percentages indicate the percentage is significantly different from the indicated group at the
95% level. Source: SCG Energy Hero Campaign Survey.

The primary goal of the Energy Hero campaign is to create general awareness for SCG’s energy efficiency
program portfolio, including appliance rebates, the Energy Upgrade California Home Upgrade Program, and
Energy Efficiency Starter Kits. We asked respondents who were aware of each of these programs where they
learned about them to understand if Energy Hero’s marketing channels were effective relative to other
channels. Table 59 shows that information sources not associated with the Energy Hero campaign, such as
bill inserts and SCG’s website, were the channels that customers most commonly recalled about how they
learned about SCG’s energy efficiency programs. TV commercials were the most commonly cited sources of
the media channels that the Energy Hero Marketing campaign (19%) leveraged, followed by print or newspaper
advertisements (16%) and radio commercials (12%).

Table 59. Aided Recall of Sources of Information about SCG Programs

Energy Energy
Efficiency Hero
Starter Kits Campaign
(n=105) Channel?

SCG programs that
provide rebates for
energy efficiency
appliances (n=185)

Energy Upgrade
California Home
Upgrade (n=115)

Media Type | Information Source

SCG’s website 25% 16% 14% No
TV commercials 19% 12% 10% Yes
Print o.r newspaper 16% 15% 6% Yes
advertisements
Mass Radio commercials 12% 8% 4% Yes
Media - - :
g&c;al media (Facebook, Twitter, 10% 79% _% Yes
Online advertisements that
appeared on Google or 6% 6% 4% Yes
Facebook
Bill inserts 35% 36% 31% No
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Energy Energy
Efficiency Hero
Starter Kits Campaign
(n=105) Channel?

SCG programs that

provide rebates for iz biagant

Media Type | Information Source California Home

energy efficiency -
appliances (n=185) Upgrade (n=115)

Letter, fIye;r, or cqrd from SCG, 19% 15% 5% No
not associated with your bill
Direct . Eman from.SCG, not associated 16% 12% 10% No
Marketing with your bill
Email about your bill 15% 16% 14% No
Retail store 10% 8% 3% Yes
. Hear.d about |§ from a friend, 14% 21% 17% No
Community | relative, or neighbor
Outreach i i
A communlty group or npnproﬂt 59% 49 7% No
agency in your community
Contractor, SCG representative,
Other community event, church group, 11% 14% 12% No
billboard

Source: SCG Energy Hero Campaign Survey.

One factor that may affect people’s awareness of the Energy Hero campaign is the extent to which they seek
information about energy-saving actions on their own, that is, people who are already interested in the topic
of saving energy might be more inclined to pay attention to this type of marketing. As such, we asked
respondents whether they had looked for information on how to save energy in the 6 months prior to taking
the survey, and 24% of respondents stated that they had looked for information. As shown in Figure 46, a
significantly higher percentage of respondents who were “information-seeking” were aware of the marketing
than those respondents who were not “information-seeking” (32% vs. 8%).

Figure 46. Energy Hero Campaign Awareness among Those Seeking Information about Saving Energy
A
Information Seeking

(n=61)
B
Non-Information Seeking 8% A
(n=189)

0% 20% 40% 60% 80% 100%

B Aware of Energy Hero Campaign

Note: Letters next to percentages indicate the percentage is significantly different from the indicated
group at the 95% level.
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Source: SCG Energy Hero Campaign Survey.

Another factor that might influence respondents’ familiarity with the Energy Hero mass media marketing
campaign is how much mass media they consume. As such, we asked respondents several questions about
their engagement with different types of media to understand whether increased media use was associated
with increased awareness of the Energy Hero campaign. As shown in Figure 47, there was no relationship
between the level of respondents’ television and internet use and awareness of the Energy Hero campaign.
However, there was a relationship between radio listening and campaign awareness. Customers categorized
as “high radio users” (1 or more hours per week) were somewhat more likely to be aware of the Energy Hero
program than customers categorized as “low radio users” (less than 1 hour per week). This finding may suggest
that, of the mass media approaches, radio may be more effective at capturing customers’ attention than other
approaches.

Figure 47. Energy Hero Campaign Awareness by Media Use

a

High Radio Use NN 19% b
b

Low RadioUse I 9% a

High Internet use I 16%
Medium Internet use I 12%
Low Internet use I 13%

High TV Use I 14%
Medium TV Use I 15%
Low TV Use I 9%

0% 20% 40% 60% 80% 100%

m Aware of Energy Hero Program

Note: High television use=4+ hours/week, medium television use=2-4 hours/week, low television use=less than 2
hours/week.

High internet use=6+ hours/week, medium internet use=3-6 hours/week, low internet use=less than 3 hours/week

High radio use=1+ hours/week, low radio use=less than 1 hour/week.

A and B indicate significant differences between the levels of usage for the specified media type at the 0.10 significance
level (Z-test).

Source: SCG Energy Hero Campaign Survey.

Given that this was a survey of the general population (as opposed to a program participant list), we expected
relatively low levels of awareness of the campaign. Given this expected lack of familiarity, we presented
respondents with the two pieces of marketing collateral to get their initial impressions of the campaign. All
respondents, irrespective of previous campaign awareness, were shown an Energy Hero television commercial
(https://www.youtube.com/watch?v=i-jvnime4FM) and print advertisement (Figure 48) and asked a series of
questions about the ads.
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Figure 48. Energy Hero Campaign Print Advertisement Survey Collateral

Are your windows

leaking money?

& 2018 Seuthaen Caliormin (s Gompary. All copyright and sk Aght nssred

Gaps in windows, doors and ductwork can lead to a signiflcant lnss of warm and cool alr in
your house, which can drive up your enengy costs. That's why SoCalGas” is otfering sizable
rebates — up to $3,000 for basic energy upgrades like sealing windows and addin g insulation.
And, with advanced up grades | ke heating and cooling equipment, you can get up to 56,500,
Vislt secalgas.com/energyhero or call 1-8 88-871-0345 for particpating contractors.

Learn more about energy upgrade rebates at socalgas.com/energyhero msncﬂlﬁ“ ngmwm

| B0 45_EE Prameal op ad OCFistd 1 Tmns nzrm|

We probed respondents regarding their familiarity with the collateral after having seen it (aided recall).
Unsurprisingly, respondents who were familiar with the Energy Hero campaign prior to seeing the collateral
were more likely to report seeing both the Energy Hero print ad and television commercial. Overall, 11% of
respondents recalled seeing either the print or television advertisement after being presented with it. With
regard to specific medium, respondents tended have lower recognition for the television commercial (8%)
compared to the print advertisement (13%) (Figure 49). However, respondents who reported being previously
aware of the Energy Hero Campaign were more likely to recall seeing the marketing: 52% of these respondents
recalled the television commercial and 37% recalled the print ad, compared to 9% who did not recall the
television commercial and 10% who did not recall the print ad.
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Figure 49. Aided Recall of the Energy Hero Campaign Print and Television Advertisements

Recall Print Ad . 13%
Recall TV Commercial I 8%

0% 20% 40% 60% 80% 100%

Source: SCG Energy Hero Campaign Survey.
Campaign Messaging Clarity

We also asked respondents how easy the collateral was to understand (clarity), and how new the information
presented in the collateral was (novelty) when presenting respondents with the pieces of marketing collateral.
Irrespective of their campaign awareness, respondents found the information presented in the marketing
materials to be clear. Most respondents found the information provided in both the print ad and the television
commercial to be easy or very easy to understand (84% and 82%, respectively) (Figure 50).

Figure 50. Clarity of Information Provided in Energy Hero Campaign Print Ad and Television Commercial

N=250

Print Ad 84% 8%
Television Commercial 82% 8%

0% 20% 40% 60% 80% 100%

M Easy/very easy to understand B Moderateley easy to understand m Not at all easy to understand

Source: SCG Energy Hero Campaign Survey.
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As an additional measure of the clarity of the marketing messaging, we asked respondents to explain the main
message of the commercial in their own words. As shown in Figure 51, nearly three-quarters (71%) of
respondents were able to correctly identify the messages conveyed in the commercial, with nearly half saying
the main message was to “save energy” followed by 22% who claimed that the main message was to buy
energy-efficient appliances.

Figure 51. Customers’ Interpretation of the Main Message of the Energy Hero Campaign Commercial

The Energy Hero program can help you save energy 1 1% N=250
Visit SoCalgas.com 1 1%
You can receive a rebate from SCG if you buy EE appliances M 3%
Other M 3%
Saving energy can help the environment B 5%
Don't know I 8%
Save money I 14%
Buy EE appliances I 22%
Save energy I /9%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Notes: Answers shown are the coded answers to the question: “In your own words, what is the main message of this commercial?”
Respondents could have answers in more than one category.
Source: SCG Energy Hero Campaign Survey.

Respondents had mixed views when it came to the newness of the information presented in the materials,
though results varied slightly by medium (Figure 52). For instance, a greater percentage of respondents (31%)
found very little of the information provided in the print ad to be new, compared to 21% of respondents who
found very little of the information in the television ad to be new. In addition, a greater percentage of
respondents (20%) found all of the information in the print ad to be new, compared to 7% of respondents who
found all of the information in the television commercial to be new. It is not clear whether the differences are
due to the medium or the different content provided in the television commercial and print ad, since the former
was focused on promoting rebates for energy-efficient appliances, while the latter promoted weatherization
upgrade rebates.
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Figure 52. Amount of New Information Provided in the Energy Hero Campaign Print Ad and
Television Commercial

None 25%

19%

. 21%
Very Little 31%

Some 30%

19%

Most 17%

11%

Al 7%

[

20%

0% 20% 40% 60% 80% 100%

Hm Television Commercial ®Print Ad

Source: SCG Energy Hero Campaign Survey.

Finally, customers had very similar levels of interest in both the television commercial and print ad, with 56%
and 58% of customers indicating that they wanted to learn more about the program presented in each piece
of collateral, respectively (Figure 53).

Figure 53. Customer Interest in Learning More about Programs Promoted by Energy Hero Campaign

Television Commercial 29% 56%

Print Ad 25% 58%

0% 20% 40% 60% 80% 100%

mow Level of Interest ®Moderate Level of Interest B High Level of Interest

Source: SCG Energy Hero Campaign Survey.
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Campaign Influence on Behaviors and Actions

The Energy Hero campaign promoted a series of programs that each directed customers to take specific
actions. The Energy Hero campaign promoted several programs, including the Energy Upgrade California Home
Upgrade Program, which encourages customers to apply for weatherization incentives and upgrades; the
Energy Efficiency Rebate program and the Cold Water Washer program, which encourage customers to
purchase energy-efficient appliances; and the Energy Efficiency Starter Kit program, which encourages
customers to request their free kit.

Overall, 39% of respondents reported taking at least one energy-saving action associated with these programs.
Customers who were aware of the Energy Hero campaign were more likely to take an action than customers
who weren’t aware. Although we cannot directly link marketing exposure to the respondents’ actions, it
suggests that awareness of the campaign is correlated with higher rates of self-reported actions specifically
promoted by the campaign.

Figure 54. Actions Taken by Customers Aware and Not Aware of the Energy Hero Campaign

b
_ 13%
Purchased Clothes Washer (n=39) L 30%
- 3%
Purchase Furnace (n=16) B 3O%A
B
Purchased Clothes Dryer (n=33) “ 33%
A
_ 13%
Purchased Water Heater (n=40) &B- 33%
A
Made Weatherization Upgrades (n=39) ﬂ_
p 5 44%

Applied for an Appliance Rebate (n=25) 28% 85%

Weatherization incentives (n=17) 234 93%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Not aware of Energy Hero Campaign ® Aware of Energy Hero Campaigﬂ3 b

Notes: A and B indicate significant differences between those who were aware and those who were not aware of the Energy Hero
campaign and took each action at the 0.05 significance level (Z-test); a and b indicate differences at the 0.10 significance level. The
Cold Water Washer program provided rebates for a specific cold water clothes washer, while the Energy Efficient Appliance Rebate
program provided incentives for qualifying energy-efficient washers.

Source: SCG Energy Hero Campaign Survey.
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F. SoCalREN’s Energy Upgrade California Home Upgrade
Program

F.1 Marketing Campaign Overview

SoCalREN’s Energy Upgrade California Home Upgrade Program offers incentives up to $3,000 to consumers
for completing comprehensive home retrofits through a participating contractor. The overarching goals for the
program’s ME&O efforts during the first quarter of 2016 were to generate awareness and participation among
several key target audiences: homeowners, contractors, and public agencies. For the purposes of this
assessment, we focused on marketing efforts targeting homeowners, as they are ultimately the participants
in the program and are the target of the majority of marketing activities.113

SoCalREN set out to achieve its marketing goals by creating a virtual buzz among consumers through social
media; educating homeowners by email; engaging them in person through workshops or events; and making
marketing collateral available for stakeholders, such as contractors and local government personnel.
SoCalREN also promoted the Energy Upgrade California Home Upgrade Program through the organization’s
website (www.theenergynetwork.com), which is designed to be a one-stop shop for program materials and
additional information.114

Table 60. SoCalREN’s Q1 2106 Energy Upgrade California Home Upgrade Program Marketing Activities

Mar k.etmg D_eployment Description Channel Audience
Activity Time Frame
January - | Email blast to contractors offering an
Assessment . . - . .
. March incentive for executing comprehensive e Email Contractors
Voucher Emails
2016 energy assessments
Distribute program collateral to homeowners, Homeowners,
January - .
Collateral contractors, local governments, and realtors; | e Flyers Contractors, Local
e March . .
Distribution delivered at events, upon request, or through | e Partnerships | Governments, Real
2016 . ;
city partners Estate Professionals
. February - | Participate in local community events to
(EJ\?;rgumty March educate homeowners about the program and * EV\/O?E;/O s Homeowners
2016 whole-house energy efficiency P
Twice-monthly email newsletter to
January - ; .
. homeowners and general audiences with .
Email Newsletter March - e Email Homeowners
program and whole-house energy efficiency
2016 ; .
information
Ho”.‘e Upgrade January - Call center for information on energy e Email
Advisor Call March efficiency brosrams Ph Homeowners
Center 2016 y prog e Fhone
Organize workshops to educate homeowners
Homeowner March about the program and whole-house energy | e Events/ Homeowners
Workshop 2016 efficiency; also includes lunch and learn workshops
office visits

113 |n particular, participating contractors were interviewed during the study period as part of the IOU led process evaluation of the
Energy Upgrade California Home Upgrade Program.

114 The website has separate homepages for residents, businesses, and public agencies.
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Ma_r k_etlng D_eployment Description Channel Audience
Activity Time Frame
Homeowner January - . .
Workshop Social March ngri%?glfoig? v%sri?goaivertlsements to e Social media Homeowners
Media Promotion 2016 P P
Local January - | Build relationships with city staff and e Email
Government March leverage their networks to promote the e Partnerships | Local Governments
Outreach 2016 program to homeowners e Phone
Use Google AdWords and website to drive
customers to a landing page where
January — homeowners can find contact information for
Online Lead y Home Upgrade contractors; SoCalREN
) March . - e Internet Homeowners
Generation 2016 provides several contractor options to
customers based on their geography or other
criteria; customer can also request to speak
with a Home Upgrade Advisor.
January - | Grow following on Facebook page and
Social Media March provide messages about program and whole- | e Social media Homeowners
2016 house energy efficiency information
ggfigdﬁgd?:pon January - | Drive interest in Advanced Home Upgrade
. s March through Facebook advertisements; initial e Social media Homeowners
Promotion (initial . .
2016 research stage in Q1, launch in Q2
research)
Homeowners,
January - Contractors, Local
Website March Maintain program information on website o Website ’
Governments, Real
2016 ;
Estate Professionals

Source: SoCalREN Response to Data Request

F.2 Evaluation Objectives and Approach

Our research addressed two overarching objectives. The first objective was to document the core marketing
activities SoCalREN completed during Q1 2016 campaign to examine how well these activities align with the
campaign theory and stated campaign goals, as well as to assess campaign performance associated with
these goals. Second, we assessed the effectiveness of one or more specific marketing activities within the
campaign by fielding a survey with targeted customers. To meet the first objective, we reviewed program
materials that SoCalREN provided, including communications plans, budgets, metrics, success criteria, and
outcomes for all activities. To meet the second objective, we fielded an internet survey to a census of 877
customers who received Home Upgrade Advisor workshop invitations, attended a workshop, or contacted the
Home Upgrade Advisor call center.115 We completed surveys with 40 of these customers. As part of the survey
effort, we explored the effectiveness of any SoCalREN marketing efforts that consumers recalled from 2015
or Q1 2016.

F.3 Key Findings and Conclusions

115 We chose to interview homeowners because the program tracked whether or not they received marketing materials or engaged
with the program. Further, we decided, given ongoing evaluations for the Energy Upgrade California Home Upgrade Program, that
additional interviews with the same contractors would be burdensome.
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SoCalREN’s goals in promoting the program were to increase program awareness and participation. Figure 55
combines our findings about targeting, messaging, and resulting awareness in a conceptual model of how the
marketing campaign supports customers taking action with respect to the programs. Below the figure, we
expand on our conclusions about campaign effectiveness and discuss several limitations of the assessment.

Figure 55. SoCalREN Energy Upgrade California Home Upgrade Program Marketing Summary of Results

Targeting
Effectiveness

e Almost all
respondents report
either a medium-high
(85%) or a high (13%)
need for home
upgrades

*SoCalREN also
targets strategic
partners to leverage
them as key
messengers to
customers

Campaign
Awareness

*60% of recipients
recall seeing Q1
marketing

*83% who recall
marketing are aware
of the Energy Upgrade
California Home
Upgrade Program,
compared to 38% of
respondents who do
not recall the
marketing

Messaging
Effectiveness

* Respondents who are
aware of the
marketing tend to be
more knowledgeable
about the program

* Mixed impressions of
clarity of marketing
messaging (38% to
65% indicate
marketing is clear
across topical areas)

Actions Taken

*60% of recipients
took at least one
program-related
action since receiving
marketing

* 15% indicate that
marketing influenced
past actions*

*83% plan to take
additional actions in
the next year, but
report moderate
influence*

* Percent who indicate that marketing influenced past or planned actions is based on the percent of respondents who recalled the
marketing, took at least one action in the past few months, and, when asked about their likelihood to have taken or take action if they
had not received information from the marketing, provided a score of 1, 2, or 3 on a scale of 1 “not at all likely” to 7 “very likely.”

The results of our study suggest that SoCalREN’s marketing campaign achieved success across several
dimensions. Key findings and recommendations include:

B A review of materials is mixed in terms of whether or not SoCalREN will achieve its annual marketing
campaign goals. In many cases, especially for online activities, SoCalREN is on pace to achieve or
exceed annual goals. In others, such as community events, SoCalREN may need to significantly ramp
up efforts for the remainder of the year. However, we cannot make conclusive statements about
progress to date because we have limited data on how much SoCalREN invested in those efforts in
Q1. Specifically, SoCalREN does not track expenditures at the activity level. The evaluation team
recommends that SoCalREN track expenditures at an activity level to enable assessment of marketing
performance to inform future marketing efforts.

B SoCalREN’s marketing campaign appears to be well targeted. In particular, SoCalREN’s marketing
strategy is well suited for the Energy Upgrade California Home Upgrade Program. SoCalREN mixes
direct marketing to homeowners with leveraging strategic partners (contractors, real estate
professionals, local governments) who act as credible messengers to homeowners. This type of
strategy is appropriate for the program, which relies on a network of participating contractors and
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requires a large financial investment from homeowners. SoCalREN’s focus on “deep engagement”
efforts (such as presentations and conversations with customers), rather than mass media, is also
aligned with the level of support homeowners may need to decide whether to participate.

Awareness of Energy Upgrade California Home Upgrade Program is moderate (65%), and SoCalREN
efforts appear to be successful in driving program awareness. A little under three-quarters of survey
respondents recall some marketing from SoCalREN. Further, consumers who recall the marketing
have higher awareness of the program (83%) than those who do not recall the marketing (38%). In
addition, those who recall marketing tend to have higher familiarity and knowledge of the program.

Respondent perception of newsletter marketing was varied in terms of clarity. The marketing
campaign was moderately effective in delivering its intended messaging in that it is generally giving
consumers a somewhat clear idea of how to take such actions as attending community events or
finding out more about the program. However, some aspects of marketing messaging could use
improvement. There was a range in terms of the clarity of the messaging (28% to 65% of respondent’s
report “very clear”). However, we do find that customers who recall receiving marketing have greater
levels of knowledge regarding the program.

SoCalREN marketing is one of many factors that may contribute to future program participation, and
focuses on moving customers along the path to engaging with more information about the program.
Nearly two thirds of respondents (60%) reported taking some intermediate action related to
participating in the program or planning to take some type of action in the next 12 months. However,
respondents also indicated that the marketing had a low influence on consumer decisions to take
these intermediate actions.

Additionally, this assessment should be interpreted in light of three limitations.

B First, our analysis focuses on short-term outcomes from the marketing, and comments on the

F.4

effectiveness of one key activity targeted to homeowners only, and email newsletter. We recommend
that the CPUC interpret our findings as only one of several important indicators of the broader
campaign’s success in marketing the Program. To address this limitation, future research should
consider conducting a longitudinal study of awareness over time, such as before and after receipt of
marketing materials. Further, we recommend comparing program enroliment rates 12 months after
the receipt of materials to explore the degree of correspondence between the survey respondents’
reported intentions to participate in the program (within a month of receiving marketing materials)
relative to their actual participation.

Second, we fielded a customer survey among a specific subset of the SoCalREN customer base that
does not represent all customers who might be exposed to SoCalREN’s Energy Upgrade California
Home Upgrade Program marketing campaign. At best, the responsiveness of customers who opt in to
receiving the marketing may be considered an upper-bound approximation of the responsiveness of
all customers on average.

Third, marketing is one of many influences that can support a customer decision to participate in a
program. Given the limited number of participants we surveyed, we were unable to assess the role of
marketing compared to other factors in terms of driving participation.

Detailed Findings
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In this section, we present an assessment of the effectiveness of SoCalREN’s Q1 2016 Energy Upgrade
California Home Upgrade Program marketing campaign.

Campaign Reach

As shown in Figure 56, SoCalREN reached the greatest number of consumers with digital marketing activities,
such as Facebook or their website. The “engagements” in Figure 56 represent the customers the campaign
reached through each activity.

Notably, most tactics involved in-person events with homeowners and strategic partners, and reach is tracked
through attendees at these events. These in-person activities typically reached far fewer customers or partners
but offered opportunities for face-to-face, in-depth engagements. In the next section, we explore the extent to
which the different marketing activities connected with the target audience and met the metrics that SoCalREN
set.
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Figure 56. Q1 2016 Marketing Program Reach for SoCalREN Energy Upgrade California Home Upgrade
Program Marketing Reach

Local Government
Outreach

Engaged)

Homeowner
Workshop

13
(Attendees)
Assessment Voucher
Emails
19

(Contractors Redeeming
Vouchers)

Home Upgrade Advisor Call Center
117
(Calls and Emails)

Community Events
248
(One-on-One Conversations)

Website
1,779
(Clicks)

Facebook
6,400
(Page Likes)

Note: SoCalREN does not track interactions for the email newsletter and homeowner workshop promotion activities.
Source: Secondary data provided by SoCalREN.
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Achievement of Metrics

SoCalREN set annual metrics and success criteria for 9 of its 10116 active 2016 marketing activities. According
to SoCalREN, program implementers develop their marketing strategies and goals using a variety of primary
and secondary research. However, typically these goals are not developed by quarter, making it difficult to
assess whether they will achieve their goals by year-end.

In many cases, especially for online activities, SoCalREN is on pace to achieve or exceed annual goals. For
instance, it is currently exceeding its web clicks (website) and CTR goals. However, SoCalREN tracks these
accomplishments as a rate, and current data represent only a small sample of the total events it plans. As
such, we cannot conclude whether SoCalREN will maintain these rates throughout the rest of the year. In other
cases, such as community events or workshops, SoCalREN will need to significantly ramp up activities in the
remainder of the year to meet its goals.

Additionally, there appears to be several opportunities for SoCalREN to improve its progress tracking. For
instance, SoCalREN could estimate impressions by tracking the number of social media followers and tracking
the number of emails distributed. Further, SoCalREN currently tracks CTRs for some social media and website
activities, but not others.

Table 61. SoCalREN Q1 2016 Energy Upgrade California Home Upgrade Program Marketing Campaign
Achievement of Metrics

Activity Success Criteria Achievement
Contrac.tors requesting and 4 3 75% of quarter goal
Assessment Voucher | Fédeeming vouchers
Emails Vouchers requested 27 27 100% of quarter goal
Redeemed vouchers 36 19 53% of quarter goal
Collateral Distribution | Develop collateral Deploy collateral ggg?;i;l Achieved
) Number of events 45 3 7% of annual goal
Community Events
Number reached at event 4,500 248 6% of annual goal
Email newsletter Open rate 30% 20% 10 percentage points
lower than goal
Home Upgrade Phone or email contacts Not provided 117 Not applicable
Advisor Call Center P PP
Homeowner Events 16 2 13% of annual goal
Workshop Number of attendees 240 13 5% of annual goal
1.26 percentage
Homeowner CTR 1% 2.26% points higher than
Workshop Social goal
Media Promotion -
Cost per click $0.30 $0.18 60% of annual goal
I(_)?Jcéféfczvernment Local governments engaged 12 3 25% of annual goal
Social Media Facebook page likes 10,000 6,400 64% of annual goal
p .
Website Clicks 1,000 1,779 178% Ogj‘lmpa'g”

116 This count excludes two activities that were under development during Q1 2016.
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Note: Online lead generation tool was under development, planned launch in Q2. Upgrade Coupon Social Media Promotion was in
research stage during Q1.
Source: SoCalREN Data Request.

Program Budget and Expenditures

SoCalREN conducted 12 different types of ME&O activities for the Energy Upgrade California Home Upgrade
Program in Q1 2016. It did not track budgets and expenditures at the activity level for most activities, but
grouped 10 of them into one general category comprising the vast majority of its total budget and
expenditures. Overall, the program spent about a third of its annual 2016 ME&O budget in the first quarter
(Table 62).

Table 62. SoCalREN Budget and Q1 2016 Expenditures for Promotion of the Energy Upgrade California
Home Upgrade Program

Expenditures
through March
2016

2016 Annual
Budget

% of 2016
Budget Spent

Share of Q1
Expenditures

Activity

Collateral Distribution*

Community Events*

Email Newsletter*

Home Upgrade Advisor Call Center*

Homeowner Workshop* $767,623 $244,511 91% 32%

Homeowner Workshop Social Media Promotion*

Local Government Outreach*

Online Lead Generation*
Website*

Social Media

$50,000

$20,093

7%

40%

Upgrade Coupon Social Media Promotion

$6,000

$2,975

1%

50%

Assessment Voucher Emails

$55,000

$2,512

1%

5%

Total

$878,623

$270,091

100%

31%

* Activity-level budget and expenditures are unavailable.
Source: SoCalREN Response to Data Request.

Awareness of Program and Marketing Campaign

Survey results suggest that SoCalREN’s marketing efforts helped drive awareness of the Energy Upgrade
California Home Upgrade Program and that consumers who engaged with the program are knowledgeable
about it. While this finding suggests that there are differences between customer who recall and customers
who do not recall the marketing, we cannot confidently attribute this difference to SoCalREN marketing. As
shown in Figure 57, most respondents are aware of the program (26 of 40, or 65%), but the 24 respondents
who recall receiving, seeing, or hearing SoCalREN marketing were far more likely to remember the program
(83%) than the 16 respondents who do not recall any marketing (38%). This high level of awareness makes
sense, considering all respondents have engaged with the program at least enough to share their contact
information with SoCalREN.
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Figure 57. Awareness of the SoCalREN Energy Upgrade California Home Upgrade Program
100%

83%
80%

65%

60%

40% 38%

Percentage of Respondents

20%

0%
All Respondents Recall ME&O Do Not Recall ME&O
(n=40) (n=24) (n=16)

Source: SoCalREN Consumer Survey.

The 26 respondents who were aware of the program were also very knowledgeable about the nature of it, as
indicated by high average familiarity scores (Figure 58). To further test respondents’ comprehension of the
program, we asked respondents who were aware of the program to identify which of three statements best
described the Energy Upgrade California Home Upgrade Program and almost all (94%) selected the correct
program description.

Figure 58. Familiarity with the SoCalREN Energy Upgrade California Home Upgrade Program

among Those Aware
Mean
Aware of Program
0% 20% 40% 60% 80% 100%
m Low Familiarity (1-3) Moderate Familiarity (4) m High Familiarity (5-7)

Note: Scale of 1 to 7, where 1 indicates “I have only heard the name” and 7 is “l know a lot about it.”
Source: SoCalREN Consumer Survey.

In terms of consumer recall of specific marketing from SoCalREN, the majority of respondent’s recall seeing
at least one item between 2015 and Q1 2016. While they most commonly recalled the Q1 newsletter, other
emails, and the website, some respondents also recalled a paper mailer (20%), a radio advertisement (13%),
and a booth at a community event (10%).
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Figure 59. Aided Recall of SoCalREN 2015 and Q1 2016 Marketing Campaign Activities

100% I
| (n=40)
80%
I Top three ME&O activities
60% recalled by respondents
60% I
I 40%
40% 35%
I 25%
20% I
0% I
Any ME&O Channel 1 Q1 Newsletter An Email A Website

Source: SoCalREN Consumer Survey.

We also asked respondents about their awareness of SoCalREN (publicly known as “The Energy Network”).
We found that fewer respondents, but more than half (55%), had heard of The Energy Network compared to
62% who had heard of the Energy Upgrade California Home Upgrade Program. Given that SoCalREN is a
relatively new PA, this level of awareness is a positive sign.

Campaign Messaging Clarity and Usefulness

Our results indicate that SoCalREN’s intended marketing messaging was somewhat clear. We asked
respondents specifically about SoCalREN’s Q1 newsletter, which focused on energy efficiency financing
options and community events that might help support participation in Energy Upgrade California Home
Upgrade.'¥ Overall, respondents reported that the most prominent messages came across more clearly than
others did. For example, more than half of consumers felt the newsletter was very clear about how to attend
a community event, which was the main message within the newsletter. In contrast, respondents were less
clear about how to find out more about the program or how the program benefits them.

117 In cases where respondents did not recall the newsletter, we provided them an example during the survey.
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Figure 60. Clarity of Information Provided in the SoCalREN Newsletter

100%

%
0%
How to attend an event How to find more info about the How participating in the program
program benefits you

m Not at all Clear Somewhat Clear ®Very Clear (n=40)

Source: SoCalREN Consumer Survey.

To put marketing usefulness in the context of customers’ relative need for the program, we developed an index
of each customer’s relative need for home upgrades. We developed the index using six survey questions about
participants’ recent and planned home improvement projects, behavior changes, and energy assessment
history.118 We interpret high index scores as an indication that a respondent would be more interested in
making major home upgrades and believes there are additional opportunities for upgrades to their home or
behavior changes to use less energy. Nearly all respondents (98%) had a “high” or “medium high” need for
home upgrades (13% and 85%, respectively).

Campaign Influence on Behaviors and Actions

More than half (60%) of respondent’s report having taken some action related to participating in the program
during Q1 2016. These actions tended to be simpler tasks with limited program interaction, such as discussing
the program with a friend, neighbor, or someone in their household, as well as looking for more information
online, as shown in Figure 61. Given that the participation process for the Energy Upgrade California Home
Upgrade Program can take a long time and requires both a large financial and time commitment, these
intermediate actions reflect improved awareness of the program, a growing interest in participating, and initial
steps to determine if the program is a good fit for their needs.

However, we also found that SoCalREN’s marketing has had little influence on consumer decisions to take
action. On a scale of 1 to 7, with 1 meaning “not at all influential” and 7 meaning “extremely influential,”
respondents who took action and recall the marketing gave average influence scores between 1.8 and 3.1,

118 We grouped respondents into one of four categories that indicate their relative need for energy efficiency information based on
their responses to a series of questions about current, past, and planned energy efficiency upgrades that they have made to their
home, as well as their beliefs about additional opportunities for upgrades or behavioral changes that they could make to save energy.
At the “high” end of the need scale, we placed respondents who had made upgrades in the past, were currently working on a project,
had future plans for more projects, and still believed that additional energy-saving opportunities existed. At the “low” end of the need
scale, we placed respondents who had never completed upgrades, had no plans to do so, and didn’t believe there were any energy-
saving opportunities. We placed respondents in the middle who gave a combination of responses within the particular category based
on the number of questions that indicated the respondent had a history of taking action and a strong belief that opportunities for
saving existed.
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depending on the action (Figure 61, right side). Notably, the total number of survey respondents is small and
may not necessarily represent the influence over these actions.

Figure 61.. Influence of SoCalREN Campaign Information on Actions Taken in the Past Few Months

Actions Taken in 2016 Recall ME&O & Average Influence of Campaign on
Took Action in 2016 Decision To Take Action
2.6
Discussed with a friend, neighbor, or

coworker I /3 (n=17) . A

3.1

Looked online for more information ||| AN 20%
? (n=16) 1 1 |v L1 1
Di d with i 24
ISCussed with someone In my _ 5
household 40% (n=16) L1 |v| L1 1
1.8
Began an Energy Upgrade California® _ o
Home Upgrade project 28% (n=6) L1 vu I R R
2.9

Contacted a contractor || NG 25% (n=10) . A

3.0
Contacted a Home Upgrade Advisor | 23% (n=8) R A

, . . 3.1

Looked on SoCalREN's website to find a N
contractor _ 20% (n=9) 1 1 |v L1 1
2.0
Attended a workshop [J| 5% (n=2) R A
1= Not at all 7= Extremely

influential influential

(n=40

Source: SoCalREN Consumer Survey.

We also asked respondents about actions that they are likely to take in the next 12 months, as the participation
process for Home Upgrade can take that long. In particular, we asked questions of those who had not taken
certain actions in the past few months. Overall, we found that most (83%) consumers plan to take some type
of action in next 12 months that will help them decide whether to participate. However, the influence of
SoCalREN’s marketing continues to be low among those who plan an action and recall the marketing (Figure
62).
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Figure 62. Influence of SoCalREN Campaign Information on Actions Planned
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Source: SoCalREN Consumer Survey.

However, it is important to put these findings into context. While marketing is certainly useful in driving
program awareness, or providing compelling information on the program (e.g., about the rebates), our past
research has shown that marketing is only one of many forces driving consumers’ decisions to participate.
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G. Summary of Recommendations

Below we provide a summary of the recommendations provided in this report.

Table 63. List of ME&O Cross-Cutting Process Study Recommendations

Recommendation Repqrt
Location
. . . . . Executive
As the parties embark on the integrated planning process and closer alignment moving forward, Summar
1 |the CPUC should consider utilizing an independent facilitator to design this process. Using an Y,
. . . ) Chapter 5
independent party will ensure that the arbiter does not favor any particular outcome. (pp. 51)
Executive
2 Given the nature of the collaborative process envisioned, we recommend that the CPUC or a Summary,
designated party establish formal rules and procedures for the group. Chapter 5
(pp. 51)

To codify institutional arrangements in a way that is transparent to all parties, the SW ME&O
administrator should expand on the most recent RASCI model to indicate the different levels of Executive
3 responsibility by stakeholder for different implementation activities. The model currently outlined | Summary,
in Decision 16-09-020 is a good starting point, but not sufficient given the different areas where Chapter 5
collaboration needs to occur and the fact that roles and responsibilities of a given participant could (pp. 51)

differ across those areas.

Executive
4 The SW ME&O administrator should establish a formal feedback loop so that it is clear how | Summary,
information or input provided by the PAs has been used to inform campaign design. Chapter 5
(pp. 52)
Given the differing positions, perspectives, and incentives of stakeholders in the ME&O
Proceeding, we recommend a collaborative approach to developing metrics (including program
implementers, administrators, and evaluators). As noted in the SW Verification and Integrated
Effectiveness Study, the CPUC, SW ME&O administrator, PAs, and evaluation team have important
roles to play in determining the key metrics for ME&O efforts. Each of these parties bring different
expertise and all have valuable perspectives on what aligns with campaign goals, what can
reasonably be measured, and how related measures can be triangulated to provide a fuller picture.
o 5A: The SW ME&O administrator should include metric development as a specific activity in
the updated RASCI model and, as noted in the SW Verification and Integrated Effectiveness
Study, metrics should be in place in advance of program deployment. Executive
e 5B: CPUC staff involved in the ME&O Proceeding should coordinate with their counterparts in Summar
5 other proceedings, including those that support Energy Efficiency, Electric Vehicles, Demand Chanter 5
. . ) h pter
Response, Customer-Owned Generation, and the Residential Rate Reform Proceeding to (pp. 52)

determine the desired level of alignhment between the metrics used for all efforts. As an
example, based on preliminary information, it appears that there is consistency between the
construct being developed by the retail rates team and that developed by statewide ME&O.
These include awareness, attitudes, knowledge, self-efficacy/barriers, and actions taken.

e 5C: CPUC staff should engage the SW ME&O evaluator in developing program performance
metrics using the PTLM as a guide. The CPUC should consider giving the evaluation team a
greater role in the development of program performance metrics. In the 2014-2015 period,
the evaluation team was asked to comment on draft metrics and provided input regarding
potential measurement challenges. Expanding this role would help ensure that the metrics
provide a more holistic view of program performance.
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Recommendation Report

Location

Take a holistic view of campaign performance based on multiple metrics. As discussed extensively

in the SW Verification and Integrated Effectiveness Study, and noted by stakeholders in the ME&O
Proceeding, it is important to link metrics to key program objectives and clearly define what needs Executive
6 to be measured to assess how a campaign is performing. Further, it can be difficult to establish a Summary,
single metric to perfectly measure a particular concept. As such, it is important to look at multiple Chapter 5
metrics and consider what they convey in aggregate. This triangulation of findings can help identify (pp- 53)
inconsistencies across different measurements and also provide multiple perspectives on a
particular metric of interest.

Require enhanced PA documentation of ME&O efforts. This evaluation reveals wide variations in
terms of the level of documentation around PA marketing efforts in support of energy efficiency
programs. While some variation is expected and reasonable, particularly for programs where the
promotional aspect of marketing does not play an important role, or for smaller PAs with limited
marketing budgets, the PAs should provide more documentation for major promotional campaigns
so that the CPUC can ensure that ratepayer funds are being spent appropriately.

e 7A: Require annual reporting of ME&O budgets and expenditures. We found conflicting
information about the amount of money budgeted for and spent on PA ME&O. Inconsistent
information about budgets and expenditures makes it difficult for the CPUC to ensure that

7 ratepayer funds for energy efficiency are truly being spent on energy efficiency messaging. As

a result, we recommend that the PAs submit annual energy efficiency ME&O budgets and

expenditure information for each program where PAs utilize promotional campaign marketing

on a post-hoc basis.

Executive

Summary,

Chapter 4
(pp. 42)

e 7B: Require PAs to develop strategic marketing plans at the program or portfolio-level on a
post-hoc basis. Marketing plans are a valuable tool for aligning marketing tactics with overall
program goals. Without an understanding of factors such as the current market, company and
marketing objectives, and target audience, it is challenging to make informed decisions about
which strategies to pursue, or whether PAs are achieving their promotional marketing goals.

CPUC should focus its oversight on all coordinated efforts between the PAs and the SW ME&O
program. By focusing on the areas where the PAs and SW ME&O program coordinate, the CPUC
can ensure that the potential for customer confusion is minimized, and that PA led promotional
campaigns support achievement of the SW ME&O vision. The Joint Consumer Action Plans outlined
by the CPUC play an important role in this process by helping to identify high priority areas for SW
ME&O in consultation with the PAs. Early attempts to implement this type of process through SW
ME&O Quarterly Stakeholder Meetings were well received and provided an opportunity for the PAs
to share information on how high priority topics related to their own programmatic efforts.

o 8A: Develop relevant metrics to assess how well the coordination process is working. Metrics
for effective coordination can include a suite of qualitative and quantitative measurements
that address the level and efficacy of coordination. The CPUC, working with a facilitator and

8 stakeholder groups, should determine the most pertinent metrics for assessing the
effectiveness of the collaborative process. Metrics to consider include:

o Achievement of established coordination goals (i.e., were all issues addressed, were
the solutions thorough, did the solutions address the issues)

o Progress relative to the timeline (i.e., were tasks completed on time, were there
delays)

o Level of participant engagement (i.e., is the level of engagement or amount of time
dedicated to the tasks appropriate)

e  8B: Continue to ensure the SW ME&O program and PAs coordinate on messaging and content
if both entities are promoting a particular program to California consumers. Focus group
findings and other qualitative research conducted as part of this study indicate that customers
prefer multiple sources of information and do not appear to be confused by multiple messages

Executive

Summary,

Chapter 7
(pp. 68)

opiniondynamics.com Page 165



Recommendation

offered across administrators in the market. Moving forward, general energy management
topics and program-specific information promoted by the SW ME&O program and the PAs
should continue to be coordinated to ensure consistency, as well as accuracy, of content.

Report

Location

Assess the effectiveness of coordinated efforts between the PAs and SW ME&O program. An
assessment of the effectiveness of coordinated marketing is essential to future SW ME&O
campaigns, particularly when coordination of PA and SW ME&O efforts achieves both the short-
term and long-term SW ME&O goals and vision. PA marketing is an essential component to
supporting these goals and our team believes that there are currently core programmatic areas
where measurement of coordinated effects is vital. These include all activities associated with
lead generation for PA programs, as well as coordinated efforts to market specific programs such
as the Energy Upgrade California® Home Upgrade Program. At present, the SW ME&O program
performance metrics (PPMs) do not link statewide and PA efforts, but the development of a clear
lead generation mechanism is an important step in linking statewide efforts to local program
participation.

Executive

Summary,

Chapter 7
(pp. 68)

10

The PAs, although not required to by the CPUC, should consider embedding a comprehensive
assessment of marketing effects as part of program-specific evaluation efforts. The PAs should
consider directing evaluators to assess the effectiveness of marketing campaigns in achieving
programmatic goals—particularly for underperforming programs. We recommend focusing on
those programs that are not achieving their goals, are not cost-effective, are newer initiatives, or
have hard-to-reach target audiences. These evaluations should move beyond studying efforts, to
also assessing effects. As noted above, PA ME&O goes well beyond promotion, making it more
valuable to assess marketing effects as part of the evaluation of the program(s) it supports. To
date, there have been few comprehensive assessments of marketing effects within existing
program evaluations. Refer to Section 4 for information on what a more comprehensive
assessment would cover.

Executive

Summary,

Chapter 7
(pp. 69)

11

Review the metrics on a regular basis and update the metrics when the SW ME&O program

changes. There are bound to be course corrections during the implementation of the SW ME&O

program as the administrator sees how different channels are performing. Revisiting the

program’s metrics will ensure that they continue to provide insight into the program’s

performance.

e Regardless of a significant change in program implementation, the SW ME&O administrator
should regularly revisit metrics to ensure that they are capturing the intended data and that
any preliminary data suggest that the program is on track.

Chapter 5
(pp. 53)

12

While the PAs should be required to document marketing efforts (but not measure effects), the
CPUC should measure both market efforts and effects for SW ME&O. In particular, SW ME&O
efforts require an assessment of market effects in addition to efforts. For example, measuring
effort involves answering questions about what and how much was accomplished (e.g., how many
materials were distributed and how many people did the campaign reach), whereas measuring
effect involves assessing the changes that result from a campaign (e.g., has there been change in
awareness or behavior, what actions have people taken). We recommend that in the future, the
CPUC work with the SW ME&O administrator to design campaigns to measure effects (or causal
impacts associated with campaigns) through incorporating experimental or quasi-experimental
research designs. In any cases where direct response tracking is available (e.g., where marketing
staff can keep a record of those participants who were exposed to the marketing collateral and
used that channel to participate in the program), incorporate this within the marketing campaign,
and collect data to assess achievements. When experimental design is not an option, the evaluator
should work to develop other methods for determining effects such as latent class discrete choice
(LCDC), structural equation modeling, multi-level modeling, or other approaches, some of which
were used in the previous ME&O evaluation work for the 2006-2008 program cycle.

Chapter 7
(pp. 69)
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