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1. EXECUTIVE SUMMARY

This report presents results from the pre-2013 statewide umbrella marketing survey effort
conducted by Opinion Dynamics. During 2013, the Massachusetts-based energy efficiency Program
Administrators (PAs) will implement the fifth year of this marketing effort, under the trademark of
Mass Save®. The goal of the research presented in this report is to document current levels of
awareness of Mass Save against which to measure changes over time. The Team plans to field a
post-campaign survey to gauge the immediate impact of the 2013 campaign and will use the data
collected to further explore changes in awareness over time.

To support the pre-campaign assessment of Mass Save awareness, Opinion Dynamics fielded
telephone surveys with a sample of residential and commercial and industrial (C&I) target audiences.
The Evaluation Team fielded the surveys immediately before the launch of the 2013 campaign on
March 29, 2013. In total, the Team spoke with 504 residential customers and 456 C&I customers
from around the state.

Pre-Campaign Findings

Since fielding the last statewide umbrella marketing survey, the PAs selected a new marketing firm,
KSV, to implement the 2013 Mass Save Statewide Campaign. As a result, they developed a new
marketing plan and creative for use in 2013. Based on discussions with PA representatives, we
understand the purpose of the campaign is (1) to raise residential and C&l customer awareness of
who and what Mass Save is and what it means and (2) to educate customers about the energy
efficiency programs offered by the PAs in Massachusetts.! Target audiences include both single- and
multi-family residential customers, and C&I customers of all sizes.

Key findings from the pre-campaign survey are presented below. While the post-campaign report will
present detailed findings on changes in key metrics over time, Section 4.5 provides select
preliminary information in this area.

Residential Customers

> Unaided awareness among residential customers remains moderate (36%) and has not
changed since the post 2012 campaign survey.

» Consistent with prior surveys, the percentage of residential customers, who consider
themselves somewhat or very familiar with Mass Save, remains relatively low (19%).

» The top un-aided Mass Save association is with energy assessments or audits (26%),
followed by saving energy or environmental concerns in general (20%). However, when
provided with a set of options, residential customers indicate that they most associate Mass
Save with a “resource for energy efficiency information and programs” (43%).

> Just under half of residential (46%) customers aware of Mass Save identify utilities or energy
efficiency service providers as sponsors.

1 KSV Project Brief.
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» Customer awareness of energy efficiency programs in general is high. Almost three quarters
of residential respondents (73%) know there are programs to help save energy in their home.

C&I Customers

» Unaided awareness of Mass Save is moderate among C&I customers with 47% reporting that
they have seen or heard the term before. This represents an increase since the last
statewide marketing survey when awareness was 40%.

» Similar to residential respondents, the top un-aided Mass Save association among C&l
customers is with energy assessments or audits (22%).

» Just over half commercial customers (55%) aware of Mass Save identify utilities or energy
efficiency service providers as sponsors.

» Half of C&l respondents (51%) know there are programs to help save energy in their
business, and, as expected, owners are significantly more likely than those who lease their
facility to know about programs (57% and 42%, respectively).
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2. INTRODUCTION

This report presents results from the pre-2013 statewide umbrella marketing survey conducted by
Opinion Dynamics. The goal of this effort is to assess awareness of Mass Save immediately before
the new 2013 marketing campaign begins. As such, this report presents the results from residential
and C&I quantitative surveys conducted immediately preceding the 2013 campaign, which will run
from late March to November 2013. The Team also plans to field a post-campaign survey to gauge
the immediate impact of the 2013 campaign.

2013 Campaign Overview

In 2013, the PAs selected a new marketing firm, KSV, to implement the Mass Save Statewide
Campaign. The campaign will run from late March through November 2013, which is three months
longer than in 2012 (see Appendix A for a campaign timeline). During this time, marketing efforts will
target residential, low-income, and C&I customers throughout the state in an effort to increase Mass
Save awareness. The PAs are most interested in ensuring that customers know who and what Mass
Save is and what it means. A key component of the campaign is to inform customers about the
energy efficiency programs offered by the PAs in Massachusetts.

The 2013 campaign will employ a range of tactics, including radio, digital, print, and out of home
advertisements (i.e., billboards, MBTA signage, buses, and gas pump tops). However, in a change
from prior years, the campaign is not planning any public relations efforts or communications via
events. The Evaluation Team will continue its outreach to the PAs and KSV to understand the final
marketing plan to ensure that post-campaign research is designed to effectively assess the Team'’s
tactics. This type of information about the campaign is critical to enable more targeted measurement
of key campaignh metrics.

Evaluation Approach

Table 2-1 below provides a synopsis of the surveys conducted to measure pre-campaign awareness
of the Mass Save brand. Based on the survey sample sizes, a change in Mass Save awareness of 7
percentage points for residential and C&l, both at 90% confidence and 10% precision, would be
statistically significant changes from the previous surveys.

Additional details regarding the methodology used for this assessment are provided in Section 3.

Table 2-1. Overview of Evaluation Activities

Evaluation Task Survey Details

C&l Quantitative

Survey 456 | Provides information on awareness of and familiarity with Mass Save,

exposure to Mass Save marketing efforts, and the influence of Mass

General Population 504 | Save marketing on knowledge of and participation in PA programs.

Quantitative Survey
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Methodology

3. METHODOLOGY

In advance of the 2013 Umbrella Marketing Campaign, the Evaluation Team conducted telephone
surveys with a sample of residential and commercial customers in Massachusetts. As outlined
below, these survey efforts were consistent with those fielded before and after the 2012 Umbrella
Marketing Campaign. The following sections outline the sampling approach used for each survey
effort.

Residential General Population Survey

The Umbrella Marketing Evaluation Team conducted a telephone survey with a random sample of
504 residential PA customers. Consistent with prior efforts, the survey covered exposure to and
awareness of Mass Save, the influence of Mass Save marketing on participation in PA programs, and
recommendations for campaign improvement. The Team fielded the survey in March 2013.

We drew the sample from multiple data files. The majority of PA customer data came from files that
the PAs provided to the Residential Retrofit Evaluation Team in 2009, which merged PA Customer
Information System (CIS) data with program-tracking databases to develop a master file of all PA
residential customers. However, the Umbrella Marketing Evaluation Team received updated
residential customer data from CLC and National Grid in February 2013 that was integrated into the
master sample file in advance of fielding. We used this merged customer database to create a
sample frame containing all unique residential accounts with valid contact information. From this
frame, we drew a random sample and set survey quotas for each PA combination (Table 3-1) in
proportion to their representation in the overall population to ensure that the sample was
representative of the overall customer base.

The total number of interviews, shown in Table 3-1, provides results at 90% confidence and 4%
precision at the statewide level.

Table 3-1. General Population Survey Sample Approach

Completed

Residential Customersa Sample Frame Sample Interr\)/iews

# % # % # %
Bay State Gas-NGRID 1,929| 0.1% 16| <1% 0 0%
Bay State Gas-NSTAR 1,933| 0.1%| 15| <1%| 0] 0%
Bay State Gas-WMECO 3,228‘ 0.2%‘ 25‘ <1%‘ 2‘ <1%
Bay State Gas 27,735| 1.7%| 162| 2%| 7 1%
Berkshire-NGRID 938| 0.1% | 5| <1%| 1 <1%
Berkshire 11,138| 0.7%| 69| 1%| 6 1.2%
Berkshire-WMECO 9,146| 0.6%| 55|  1%| 3 <1%
WMECO 136,295| 8.3%| 854| 8%| 44| 9%
CLC-NGRID 11,546| 0.7%| 62| 1%| 4| <1%
CLC 144,145| 8.8%| 860| 8%| 51| 10%
NGRID-New England Gas 6,008 0.4%| 53|  1%| 1 <1%
NSTAR-New England Gas 1,203 | 0.1% | 9| <1%| 0| 0%
NGRID-Unitil 721| 0.0%| 4| <1%| 1] <1%
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Residential Customers? Sample Frame Sample ?&r:rr\’)gs::
Unitil 26,118| 1.6%| 223 2%| 11| 2%
NGRID-NSTAR 48,666‘ 3.0%‘ 424‘ 4%‘ 20‘ 4%
NGRID 484,415 ‘ 29.5% ‘ 2,905 ‘ 28% ‘ 142 ‘ 28%
NSTAR 699,815 ‘ 42.5% ‘ 4,336 ‘ 42% ‘ 199 ‘ 40%
New England Gas 29,792 ‘ 1.8% ‘ 289 ‘ 3% ‘ 12 ‘ 2%
Total 1,644,771\ 100%\10,366\ 100%\ 504\ 100%

a This column captures the PAs serving various Massachusetts customers. As shown here, some customers receive
services from both National Grid and New England Gas, for example.

Table 3-2 below shows the final survey dispositions of the telephone numbers in the sample. We
calculated the survey response rate using the standards and formulas set forth by the American
Association for Public Opinion Research (AAPOR).

Table 3-2. Disposition of Targeted Residential Customers

Disposition N
Completed Interviews (1) 504
Eligible Non-Interviews 4,729
Refusals (R) | 2,409
Telephone Answering Device (NC) | 1,471
Mid-Interview Terminate (R) | 277
Respondent Never Available (NC) | 645
Language Problem (NC) | 204
Not Eligible (e) | 2,540
Fax/Data Line | 51
Non-Working | 1,894
Wrong Number | 301
Business/Government | 273
No Eligible Respondent | 11
Duplicate Number | 10
Unknown Eligibility Non-Interview (U) | 2,316
Not Dialed/Worked | -
No Answer | 2,252
Busy | 32
Call Blocking 32
Total Customers in Sample 10,366
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Table 3-3 provides the response and cooperation rates, which are consistent with the pre-campaign
survey.

Table 3-3. Residential Survey Response and Cooperation Rates

AAPOR Rate Percentage
Response Rate (RR3) 6%
Cooperation Rate 16%

As previously indicated, the Team leveraged existing PA customer lists available through the
Residential Retrofit Evaluation Team for the survey sample. This sample previously yielded a
response rate of 4% for the 2012 Umbrella Marketing survey effort. As such, this was the expected
response rate from the sample.

Weighting

Similar to the 2012 surveys, we developed and applied weights to the telephone survey data to
match the composition of customers within the Massachusetts population based on
homeownership. Table 3-4 shows the weights for the telephone survey data.

Table 3-4. General Population Survey Weighting

Massachusetts | Unweighted
Residency| Population |Gen Pop Data | Home Weight
% %
Own 62% 67% 0.9269
Rent 38% | 33% \ 1.1494

Commercial & Industrial (C&1) Customer Survey

Opinion Dynamics conducted a telephone survey among PA business customers to assess
awareness, familiarity, and associations with Mass Save. The Team surveyed a random sample of
456 PA C&l customers in March of 2013.

We drew the sample of C&l customers from three data sources: files that the PAs provided to the
Non-Residential Small Business Evaluation Team in 2010; data provided by the PAs to the Non-
Residential Large C&l Evaluation Team in 2012; and Cape Light Compact (“CLC”) customer data
provided to the Cross-Cutting Evaluation Team in 2012.2

Table 3-5. C&l Sample Design

C&l Customers | Populationa | Sample Frame | Sample | Completed Interviews

Total 231,028 25,000 (12,420 456

a Population figures are based on unique account numbers, whereas the sample
frame is the number of unique and valid phone numbers.

2 The Team initially believed that the 2012 non-CLC data files would contain sufficient PA data to serve as the
sample frame for the entire survey effort. However, upon closer review the Team determined that there was
insufficient data for some PAs. The Team used 2010 data for Berkshire Gas, Unitil, and WMECO.
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Table 3-6 shows the final survey dispositions of the telephone numbers in the sample. We calculated
the survey response rate using the standards and formulas set forth by the American Association for
Public Opinion Research (AAPOR).

Table 3-6. Disposition of Targeted C&l Customers

Disposition N
Completed Interviews (1) 456
Eligible Non-Interviews 5,800
Refusals (R) | 2,129
Mid-Interview Terminate (R) | 81
Telephone Answering Device (NC) | 1,711
Respondent Never Available (NC) | 1,869
Language Problem (NC) | 91
Not Eligible (e) | 3,226
Fax/Data Line | 126
Non-Working | 1,967
Wrong Number | 143
Business/Government | 585
No Eligible Respondent | 402
Duplicate Number | 3
Unknown Eligibility Non-Interview (U) | 5,440
Not Dialed/Worked | 2,583
No Answer | 2,791
Busy | 41
Call Blocking 25
Total Participants in Sample 15,003

The following table provides the response and cooperation rates, which have improved from the
2012 Umbrella Marketing Campaign survey.
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Table 3-7. C&I Survey Response and Cooperation Rates

AAPOR Rate Percentage
Response Rate (RR3) 5%
Cooperation Rate 17%

Weighting

Given the lack of readily available population-level data on Massachusetts businesses, the
Evaluation Team did not weight the results of the commercial survey. However, the Team also
considered whether weighting the survey results to those from the first survey with this group was
necessary. We determined that it was appropriate to leave the data unweighted due to the fact that
we spoke with similar firms across each of the survey waves (Table 4-10), and the fact that there is
no consistent or significant relationship between any of the firmographics and Mass Save awareness
across the waves.
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4. PRE-CAMPAIGN SURVEY FINDINGS

The following section of the report presents results from the residential and commercial surveys
conducted in March 2013.

4.1 MASS SAVE AWARENESS

Unaided Brand Awareness and Familiarity
Awareness and familiarity with Mass Save are moderate among both residential and C&l customers.

» Just over one-third of residential customers (38%) and almost half of C&l customers (47%)
are aware of Mass Save.

» Familiarity with Mass Save is moderate among those aware of Mass Save for both residential
and C&l customers. Of those aware of the campaign, half consider themselves at least
somewhat familiar (Residential - 51%, C&l - 56%).3

> Awareness of Mass Save continues to exceed that of other statewide or regional PA
programs and brand names, such as Gas Networks and COOL SMART (Figure 4-1 and Figure
4-2). However, customers have the greatest levels of awareness around incentive or rebate
programs offered by the PAs.

Figure 4-1. Unaided Brand Awareness and Familiarity among Residential Customers

Any 71%

Program

CoolSmart .4% 14% 9%
5% 1% :
1 - »
Ne*?v?(?rks .4% Very Somewhat Neither Somewhat Very
familiar  familiar unfamiliar unfamiliar
n=501

Note: Respondents who are not aware of Mass Save are considered “very unfamiliar.”
Percentages may not sum to 100% due to rounding.

3 Responses include “very familiar” and “somewhat familiar.”
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Pre-Campaign Survey Findings

Figure 4-2. Unaided Brand Awareness and Familiarity among C&l Customers

Any 62%
Utility/PA 50%

Program

Gas 6%
Networks Very Somewhat Neither Somewhat Very

familiar  familiar unfamiliar unfamiliar

n=456

Note: Respondents who are not aware of Mass Save are considered “very unfamiliar.”
Percentages may not sum to 100% due to rounding.

Survey findings also indicate that most businesses that are aware of Mass Save believe that Mass
Save offers solutions for both their business and home (53%) while over a third believes it is for their
home only (38%).

Aided Awareness

Both the residential and C&l surveys described Mass Save and asked respondents whether they
were aware of the partnership before the call. Among both groups of respondents, awareness fell
slightly after Mass Save was described.4

Table 4-1. Aided Versus Unaided Brand Awareness

Residential C&l
Aware of Mass Save (n=501) (n=456)
Unaided Aided Unaided Aided
Yes 38% 36% 47% 43%
No 62% 61% 51% 55%
Don’t Know / Refused - 3% 2% 1%

Note: Percentages may not sum to 100% due to rounding.

There are two types of corrections being made by residential and C&l respondents when they hear
this question. In both sectors, more than a third of respondents who said they were aware of Mass

4 The Team provided the following description: Mass Save is a statewide energy efficiency partnership
between utilities, energy efficiency service providers, and the state of Massachusetts to provide programs for
ALL Massachusetts homes and businesses to save energy. These programs include rebates for lighting and
appliances that are energy-efficient, and rebates and incentives for upgrading your heating or cooling systems
to systems that use less energy.

opiniondynamics.com
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Pre-Campaign Survey Findings

Save unaided (36%) changed their response to not aware once they heard the description. In
addition, approximately 20% (Residential - 20%, C&l - 25%) of those who had said they were not
aware realized they knew about Mass Save after hearing more about it.

Brand Associations

Our research also explored unaided brand associations among those who said they were aware of
Mass Save. As shown in Table 4-2, responses to the open-ended question about associations with
Mass Save varied widely. However, the top association is with energy assessments or audits,
followed by saving energy or environmental concerns in general.

Table 4-2. Open-Ended Customer Associations with Mass Save among Those Aware

(Multiple Response; Unaided)

Coded Category R?:i:df;f)al (nfg‘::ﬁ)
Energy assessment or audit 26% 22%
Saving energy/reducing energy bills/conservation/environmental 20% 19%
Resource for energy information 12% 6%
Utility/PA companies 7% 13%
Rebates/incentives for lighting/controls 7% 10%
Rebates/incentives for appliances 6%
Rebates/saving money general 6%
Related concepts (i.e., recycling, energy) 5%
Energy-saving programs/home improvements 4%
Rebates/incentives for HVAC equipment 2% 6%
State government 1% 4%
Rebates/incentives for insulation 1%
Mentions energy-related product/concept (i.e. HVAC, electricity,
lights) 7%
Rebates/incentives for motors and VSDs 2%
Technical assistance/advice 2%
Rebates/incentives for compressed air projects 1%
Rebates/incentives for Custom projects 1%
(Other) 5% 2%
(Don’t know) 17% 13%

Note: All responses are unaided and therefore cells that do not contain percentages indicate a lack of customer

responses in that category.

After asking an open-ended question about brand associations, the general population and C&l
telephone surveys probed for specific associations among those who said they were aware of Mass
Save. As shown in Figure 4-3 below, residential customers most associate Mass Save with a
“resource for energy efficiency information and programs” (43%), as well as “rebates for a variety of
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equipment” (22%). These data indicate that respondents have some knowledge of what Mass Save
is truly promoting to residential customers.

Figure 4-3. Aided Mass Save Brand Associations of Residential Customers

A ction an oy e & — 43%
information and programs ?

Rebates for a variety of equipment _ 22%

An audit program _ 14%

A campaign forchange - 8%

Don't know/Refused _ 13%

n=194 Which of the following do you MOST associate with Mass Save?

Note: Percentages may not sum to 100% due to rounding.

In contrast, C&I customer perceptions of Mass Save are split across rebates for equipment (31%), a
website that provides resources for energy efficiency information and programs (28%), and an audit
program (24%).

Perceived Sponsorship of Mass Save

As illustrated in Table 4-3, just under half of residential (46%) and just over half commercial
customers (55%) aware of Mass Save identify utilities or energy efficiency service providers as
sponsors. However, a significant percentage of both residential and commercial customers do not
know who sponsors Mass Save or identify an entity that is not actually involved.

Table 4-3. Perceived Sponsorship of Mass Save among Those Aware of the Brand
(Multiple Response; Unaided)

Please name any organizations that you think Residential C&l
sponsor Mass Save (n=198) (n=216)
Utility or PA company/companies 46% 55%
State government 8% 10%
Environmental nonprofits or NGOs 2% 2%
Retailers/manufacturers (i.e., GE, local businesses) 2% 2%
Federal government (i.e., Department of Energy) 2% 1%
(Other) 5% 2%
(Don’t know) 37% 30%

opiniondynamics.com
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Pre-Campaign Survey Findings

Awareness and Use of MassSave.com

When asked whether they knew there is a website called MassSave.com, approximately half of those
residential and commercial respondents aware of Mass Save also said they knew about the
existence of the Mass Save website (Residential - 45%, C&Il - 49%). As shown in Table 4-4 below,
among both residential and C&l customers, approximately one-third of those aware of the Mass Save
website have visited it at least once (Residential - 35%, C&l - 33%).

Table 4-4. MassSave.com Usage in Past 6 Months

Website Visits Re(iiggg';ial (nfftzlz)
None 65% 67%
Once 15% 20%
2-5 times 19% 10%
6-10 times - 1%
11 or more i} 2%
Don’t know 1% '

4.2 EXPOSURE TO MASS SAVE MARKETING

While statewide marketing has been suspended since the end of the 2012 campaignh, we asked a
set of questions about exposure to Mass Save marketing efforts to those aware of it in order to set a
pre-campaign baseline for 2013. As shown in Table 4-5, overall, C&I customers reported exposure to
Mass Save marketing channels at higher levels than residential customers, both over time
(Residential - 34%, C&l - 48%) and in the last six months (Residential - 33%, C&l - 44%). Looking
ahead, we would hope to see increased levels of exposure through the marketing channels
specifically used by the campaign in 2013. This is particularly important given that among those
aware of Mass Save, nearly all (Residential - 90%, C&l - 94%) were exposed to campaign
messaging, which indicates a strong link between exposure and awareness.
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Table 4-5. Ways that Customers Have Heard about Mass Save within the Last 6 Months
(Multiple Response)

Campaign Channel R?:Ldseg;i)al (n£2‘5l6)
Any Channel - Ever 34% 48%
Any Channel - Past 6 Months 33% 44%
Bill Insert 12% 9%
Mailer 7% 10%
Print Ad 6% 13%
Radio Ad 6% 5%
MassSave.com 6% 9%
Newspaper Article 4% 4%
Mass Transit 4% 4%
Billboard 4% \
Online Ad 4% 5%
Email 2% \
Public Event 1% 2%
Case Study \ 3%
Other 7% 8%

Note: Cells do not contain percentages in instances where respondents
were not asked about a particular channel.

4.3 ENERGY EFFICIENCY KNOWLEDGE AND
INFORMATION SOURCES

When asked where they would look to learn more about energy-saving opportunities, the majority of
residential customers mentioned internet searches through search engines such as Google (56%).
These responses mirror those provided when residential customers were asked explicitly about the
websites they might visit to find information on energy-saving tips or practices: internet search
engines (42%) and PA websites (13%).

The results were similar when we asked C&l respondents about where they would look if they wanted
information about energy-saving opportunities for their business. As shown in Table 4-6, about half
of C&l customers (48%) mentioned general internet searches.

Table 4-6. Sources Customers Would Go to for Energy-Saving Opportunities
(Multiple Response; Unaided)

Information Source Ml o

(n=501) (n=456)
Internet search (i.e., Google, Yahoo) 56% 48%
Utility/ Energy Efficiency Service Provider in general 10% 14%
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Information Source el o
(n=501) (n=456)

Mass Save website 5% 9%
Friends/family/coworkers 4% 4%
Utility/Energy Efficiency Service Provider website 4% 1%
Newspaper/magazine 1% -
State/local/federal government agency or website - 2%
Trade allies/associations/NGOs - 2%

If future marketing efforts strongly promote the Mass Save website as a source for this type of
information, we would expect a larger percentage of residential customers to mention the website
over time.

Residential Program Knowledge

Given the goal of the 2013 campaign to educate customers about the energy efficiency programs
offered by the PAs in Massachusetts, we asked residential respondents a number of questions to
benchmark their existing knowledge of PA programs currently offered. Overall, almost three-quarters
of residential respondents (73%) know there are programs to help save energy in their homes.> As
expected, homeowners are significantly more likely than renters to know about programs (80% and
61%, respectively). Given that awareness of programs in general is high, we would unlikely see an
increase for this metric in the post survey. However, pending detailed information about campaign
strategy, we may want to see if it increases for specific groups over time.

We also asked residential customers about their awareness of specific tools or program offerings. As
shown in Figure 4-4, awareness of these offerings is already high and strongly linked to awareness of
Mass Save. Those who are aware of Mass Save are significantly more likely to be aware of all efforts
except for PA website information.

5 Percentage based on question QAOA, which states “Prior to this call, did you know that there are programs to
help you save energy in your home?”
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Pre-Campaign Survey Findings

Figure 4-4. Percent of Residential Customers Aware of Energy-Saving Opportunities

100% -
90%*
83%*
s00n 78%* °
6
60%
40% B Aware
(n=195)
20% [ Not Aware
(n=306)
0% T T
Information  Rebates and Tax credits for Energy
onyour PA's  incentives making energy assessments
website about fromyour PA saving for your home
saving energy improvements

to your home

*Indicates percentage is significantly higher than the Not Aware percentage at the 95% confidence
interval.

Among those aware of programs, Mass Save awareness appears to contribute to positive
perceptions of energy efficiency programs as helpful to people’s households. As shown in Figure 4-5,
home owners are also significantly more likely to see the energy efficiency programs they are aware
of as helpful.
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Pre-Campaign Survey Findings

Figure 4-5. Percentage of Residential Customers Who Think an Energy Efficiency Program Would

Help Their Household
100% A
80% -
31%
60% -
40% -
56%*
20% A
0% T T T T 1
Total Aware of Mass Not Aware of Owner Renter
(n=457) Save Mass Save (n=319) (n=132)

(n=195) (n=262)

HYes HNo Don't know

*Indicates percentage is significantly higher than the Not Aware or Renter percentage at the 95%
confidence interval.

Note: The number of renters and owners does not equal the total number of respondents (n=457) due
to six individuals who did not answer this question (DK/Ref responses).

C&I1 Program Knowledge

Consistent with the residential survey effort, we asked C&l respondents if they were aware of any
programs offered by the utilities or energy efficiency service providers in Massachusetts to help their
business (Figure 4-6). Overall, half of C&l respondents (51%) know there are programs to help save
energy in their business, and, as expected, owners are significantly more likely than renters to know
about programs (57% and 42%, respectively).
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Pre-Campaign Survey Findings

Figure 4-6. Percent of C&I Customers Aware of Energy-Saving Opportunities

100% A

80% -

60% -

40% -

20% A

0% T T T 1
Total Aware of Mass Not Aware of Owner Renter
(n=456) Save Mass Save (n=230) (n=192)
(n=216) (n=233)

HEYes HNo Don't know

*Indicates percentage is significantly higher than the Not Aware or Renter percentage at the 95%
confidence interval.

Note: The number of respondents in the facility ownership sub-groups does not sum to the total
(n=456) due to individuals who did not answer this question (DK/Ref responses).

Those C&l customers who are aware of Mass Save are significantly more likely to view the energy
efficiency programs they are aware of as helpful to their business. Similar to residential respondents,
we also see that those who own their business are significantly more likely to see the energy
efficiency programs they are aware of as helpful.
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Pre-Campaign Survey Findings

Figure 4-7. Percent of C&I Customers Who Think an Energy Efficiency Program Would
Help Their Business

100% -
15% 12% 0% 14% 18%
0, .
80% 22% 519,
60% -
40% -
66%* 65%*
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Total Aware of Mass Not Aware of Owner Renter
(n=343) Save Mass Save (n=187) (n=131)
(n=189) (n=150)

HYes HENo Don't know

*Indicates percentage is significantly higher than the Not Aware or Renter percentage at the 95%
confidence interval.

Note: The number of respondents in the facility ownership sub-groups does not sum to the total
(n=456) due to individuals who did not answer this question (DK/Ref responses). The number of
respondents in the awareness sub-groups does not sum to the total because of a change during the
pre-test that excluded four respondents from this question.

4.4 MASS SAVE INFLUENCE ON PROGRAM
KNOWLEDGE AND PARTICIPATION

In order to measure the potential impact of Mass Save on program participation over time, the Team
has gathered data on the influence of Mass Save marketing on the residential decision-making
process. As shown in Table 4-7 and reported in prior studies, Mass Save is not yet a key driver of
residential program participation.

Table 4-7. Residential Participation in PA Programs Due to Mass Save Marketing

Awareness Component (n=501)
Aware of PA programsa 66%
Aware of Mass Save 38%
Exposed to any Mass Save marketing in the past 6 months 33%
Participated in a PA program within the past year 10%
Decided to participate after seeing Mass Save advertisements 3%

opiniondynamics.com
Page 19



Pre-Campaign Survey Findings

a Based on the question: “Are you aware that ...Rebates and incentives from your
utility or energy efficiency service provider for energy-efficient appliances or for
making home improvements are available?”

Among C&I customers, survey questions focus on program knowledge gained as a result of Mass
Save marketing efforts. This difference is due to the varying speeds at which the statewide
marketing campaign was rolled out to the two sectors, as well as the goals of the early marketing
efforts. As shown in Table 4-8, few C&l customers report that they have learned about specific PA
programs through Mass Save advertising,.

Table 4-8. C&l Knowledge of PA Programs Due to Mass Save Marketing

Awareness Component (n=456)
Aware of PA programs 50%
Aware of Mass Save 47%
Exposed to any Mass Save marketing in the past 6 months 44%
Participated in a PA program 47%
Heard about programs via Mass Save advertisements 8%
4.5 CHANGE OVER TIME

While the post-campaign report will include a detailed analysis of changes in key metrics over time,
the following section highlights select results over the past three survey efforts. In particular, we
focus on Mass Save awareness, familiarity, and exposure to statewide marketing. As illustrated in
Figure 4-8, there has been no significant change in awareness among residential customers since
February 2012 time, although as C&I marketing ramped up between 2011 and 2012, awareness
among C&I customers did increase significantly.

Figure 4-8. Residential and C&l Unaided Mass Save Awareness Over Time

Have you everseenor heard the term "Mass Save"?
100% A
80% -
60% -
41% 47%
39% o
40% + >~ —% 38%
33% 40%
20% -
0% T T )
February 2012 Aug/Sept2012 March 2013
=¢=Residential C&I
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Pre-Campaign Survey Findings

Survey findings also suggest that among C&I customers, familiarity with Mass Save is increasing. As
shown in the figure below, while residential familiarity has remained relatively constant over time C&l
familiarity is on the rise.

Figure 4-9. Percentage of Residential and C&I Customers Familiar with Mass Save

How familiarare you with Mass Save?

100% -
80% -
60% -
40% -
26%
20% 21% °
20% - * B — —
0, 0,
N 18% 6% 19% 19%
(o] T T T 1

2010 Shelton February 2012 Aug/Sept2012 March 2013
Baseline *

=¢==Residential C&l

Note: Responses include “very familiar” and “somewhat familiar.”
* This data is only available for residential customers.

Complementing these findings are documented increases in customer exposure to Mass Save over
time. As shown in Figure 4-7 an increasing percentage of C&I customers reported exposure to Mass
Save advertisements since February 2012.

Figure 4-10. Residential and C&I Exposure to Mass Save within the Last 6 Months

100% A
80% -
60% -
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40% -
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Pre-Campaign Survey Findings

4.6 SURVEY RESPONDENT CHARACTERISTICS

The following sections present the characteristics of those PA customers who participated in the
2013 Umbrella Marketing surveys.

4.6.1 RESIDENTIAL CUSTOMERS

Table 4-9 presents the demographics for residential respondents. Where feasible, we also present
Massachusetts population data for comparison.

Table 4-9. Residential Demographics

Residential Respondents

Demographics Mg(s)i?ﬁgtli’sﬁ:ts (n=501)d
Unweighted Weighted
Ownership
Own 62% 67% 62%
Rent 38% 32% 37%
Don’t know - - -
Refused - 1% 1%
Age
18to 24 13% 3% 3%
25to 34 16% 10% 18%
35t0 44 17% 13% 14%
45 to 64 35% 39% 35%
65 and over 18% 25% 19%
Don’t know - - -
Refused - 10% 11%

Level of Educatione
Less than high

school 4% 3% 3%
High school 7% 20% 20%
Some college 27% 22% 22%
Bachelor’s degree 19% 22% 22%
Advanced degree 7% 28% 28%
Don’t know 21% - }

Refused 14% 5% 5%

Gender

Male 48% 49% 49%
Female 52% 51% 51%
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v —— Residential Respondents
. assachusetts n=501)¢
Demographics Population? ( )
Unweighted Weighted
Household Income®
Under $30,000 - 18% 19%
$30,000 to under - 19% 20%
$60,000
$60,000 to under ) 20% 20%
$100,000
$100,000 or more - 19% 18%
Don’t know - 2% 2%
Refused - 22% 21%
Utilitye
NSTAR - 47% 47%
National Grid - 43% 44%
WMECO - 6% 7%
Columbia Gas - 6% 5%
Berkshire Gas - 3% 3%
New England Gas - 2% 2%
Unitil - 1% 1%
Other - 3% 3%
Don’t know - 4% 4%
Refused - 5% 4%

a Source: U.S. Census Bureau, 2010 American Community Survey 1-Year Estimates.

b Given question wording, a comparison cannot be made with U.S. Census Data.
¢Note: Multiple response.

dNote: Some percentages may not sum to 100% due to rounding.

¢ While survey respondents exhibit higher levels of education than the MA population, the
Evaluation Team found no correlation between education level and awareness of Mass

Save.

4.6.2 COMMERCIAL & INDUSTRIAL CUSTOMERS

Table 4-10 presents the firmographics for the C&l respondents.

Table 4-10. C&I Firmographics

Firmographics @

Pre-2012
(n=314)

Post 2012
(n=295)

Pre 2013
(n=456)

Ownership
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Firmographics 2 Pre_—2012 Pos_t 2012 Pre_ 2013
(n=314) (n=295) (n=456)
Owns and occupies this facility 47% 43% 47%
Rents this facility 42% 46% 42%
Owns but rented to someone else 4% 6% 4%
Don’t know 4% 2% 2%
Refused 3% 3% 5%
Natural Gas
Yes 59% 56% 60%
No 32% 34% 30%
Don’t know 9% 8% 7%
Refused 1% 2% 3%
Business Type
Retail/service 11% 17% 17%
Restaurant or food service 10% 9% 9%
Health care or hospital 8% 5% 8%
Industrial or manufacturing 8% 6% 7%
Office sales, bank, law firm, etc. 8% % 7%
Autqmotive/transportation/ gas 6%
station 8% 6%
Property management agency 7% 8% 5%
Religious/nonprofit organization 6% 5% 4%
Other 33% 32% 34%
Refused 1% 2% 2%
Account Manager
Yes 16% 13% 14%
No 73% 68% 71%
Don’t know 9% 14% 12%
Refused 1% 2% 3%
Employees
1-10 60% 65% 61%
11-25 15% 20% 14%
26-50 9% 5% 8%
51-100 4% 3% 3%
101-500 4% 1% 4%
More than 500 2% 1% 1%
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Firmographics 2 Pre-2012 Post 2012 Pre 2013
(n=314) (n=295) (n=456)
Don’t know 2% 2% 2%
Refused 4% 4% 6%
&quare Footage
Less than 1,000 sq ft 6% 7% 9%
1,000-2,999 sq ft 24% 29% 25%
3,000-5,999 sq ft 11% 11% 11%
6,000-9,999 sq ft 6% 4% 6%
10,000 sq ft or more 17% 17% 14%
Don’t know 32% 28% 30%
Refused 4% 3% 6%
Revenue - 2011
Under $100,000 16% 14% 16%
$100,000 to under $500,000 19% 24% 22%
$500,000 to under $1 million 11% 14% 10%
$1 million to under $5 million 12% 10% 13%
$5 million to under $10 million 4% 2% 3%
$10 million to $20 million 0% 1% 2%
More than $20 million 4% 2% 3%
Don’t know 13% 16% 13%
Refused 20% 17% 19%

aSome percentages may not sum to 100% due to rounding.
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A. APPENDIX — STATEWIDE MARKETING TIMELINE

The following table identifies the months in which the statewide marketing effort was or plans to be
in field from 2010 to 2013.

Figure 4-11. Statewide Marketing Calendar (2010-2013)

mass save

Annual Outreach Schedule

Campaign Year

Jan

Feb

2010

2011

2012

2013
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B. APPENDIX - DATA COLLECTION INSTRUMENTS
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Appendix - Topline Survey Results

C. APPENDIX - TOPLINE SURVEY RESULTS

Umbrella Marketing
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Opinion Dynamics

Massachusetts Umbrella Marketing Evaluation
C&l Customer Survey Instrument
March 2013

Reviewer Note: This survey will be administered to Commercial and Industrial (C&l) customers in
Massachusetts. The goal of the survey is to gain sector specific insight into customer awareness of
Mass Save, exposure to and perceptions of Mass Save marketing efforts, information-seeking
behavior, and information about past program participation.

Fielding and Sample Plan: We will complete interviews with a simple random sample of 300 C&l
customers. We plan to draw the sample from 2009 and 2012 PA customer lists.

INTRODUCTION

Hello, my name is and I'm calling from Opinion Dynamics on behalf of a statewide research
initiative.1 May | please speak with the person responsible for making decisions about improvements
for your business’ facility? (IF NECESSARY: | am looking to speak with someone who might be
involved in any decisions to improve or replace the systems in your facility, such as lighting or air
conditioning.)

This is not a sales call. We are conducting a survey to gather information about advertisements you
and other businesses in the state are exposed to. My questions should take a about 10 minutes and
your responses will be kept anonymous.

AWARENESS OF MASS SAVE CAMPAIGN

MR1. Have you seen or heard the term, “Mass Save”?

1.  Yes

2. No

8. (Don’t know)
9. (Refused)

[IF MR1<>1 SKIP TO MR7]

MR1a. How familiar are you with Mass Save? Would you say you are...?
1.  Very unfamiliar,
2. Somewhat unfamiliar,
3. Neither familiar nor unfamiliar,

1 We have removed references to the utilities and CLC in the introduction in order to avoid biasing responses to
the initial questions about Mass Save. We do not any respondents to be thinking about energy or energy
efficiency as they begin the survey. However, we will change the introduction to refer to the utilities and energy
efficiency service providers if our response rate is low.

MA UM CI Survey FINAL 2013-04-03
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MR2.

MR3.

MRA4.

MR5.

MR6.

MR7.

Somewhat familiar, or
Very familiar?

(Don’t know)
(Refused)

© ® oA

What do you associate with Mass Save? [MULTIPLE RESPONSE; UP TO 5]

01. (Energy assessment or audit)

02. (Resource for energy information)

03. (Rebates/incentives for lighting or lighting controls)
04. (Rebates/incentives for motors and VSDs)

05. (Rebates/incentives for HVAC equipment)

06. (Rebates/incentives for compressed air projects)
07. (Rebates/incentives for Custom projects)

08. (Website)

09. (Technical assistance/advice)

10. (Utility companies or energy efficiency service provider)
11. (State government)

00. (Other) [SPECIFY]

98. (Don’t know)

99. (Refused)

To the best of your knowledge, does Mass Save offer solutions for your business, your home
or both?

01. (My business ONLY)
02. (My home ONLY)
03. (Both)

98. (Don’t know)

99. (Refused)

Which of the following do you MOST associate with Mass Save? [ROTATE]

An audit program

Rebates for a variety of equipment

A campaign for change

A website that provides resources for energy efficiency information and programs

PODOE

Please name any organizations that you think sponsor Mass Save. A best guess is fine.
[OPEN END]
01. (Utility company or energy efficiency service provider- ex, NSTAR or National Grid)

02. (State government)
00. (Specify)

98. (Don’t know)

99. (Refused)

Do you associate Mass Save with energy? (If needed: This includes electricity, natural gas, oil
or propane)

1. Yes

2. No

8. (Don’t know)
9 (Refused)

If you wanted to know more about energy saving opportunities for your business, where
would you look for information? (MULTIPLE RESPONSE, UP TO 5)

MA UM CI Survey FINAL 2013-04-03
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1.  (Utility or energy efficiency service provider in general)
2.  (Utility or energy efficiency service provider website)
3.  (Utility or energy efficiency service provider 800 number)
4. (Mass Save website)

5.  (Search engine such as Google or Yahoo)

6. (Friends, family, coworkers)

7. (Contractor)

8. (Architect/Engineer)

00. (Other, specify: )

96. (I wouldn’t look up any information.)

98. (Don’t know)

99. (Refused)

[SKIP IF MR7=4]

MR9. D

[IF MRO<

id you know there is a website called MassSave.com?
1. Yes

2. No

8. (Don’t know)

9. (Refused)

>1, SKIP MR10]

MR10. In the past six months, how many times have you visited the MassSave.com website?

©COaArWNE

None

Once

2-5 times
6-10

11 or more
(Don’t know)
(Refused)

EXPOSURE TO MASS SAVE MESSAGING (AIDED)

[IF MR1<

>1 SKIP TO AOa]

MS1. Mass Save is reaching out to businesses. We're interested in all of the places where you may
have heard about how to save energy at your business. Have you ever... [1=Yes, 2 = No, 8 =
DK, 9 = REF] [ROTATE A-J] [IF YES, IN THE PAST 6 MONTHS OR BEFORE THAT?]

a.
b.

S0 o oo

—_

Seen a newspaper article about Mass Save?

Seen online advertising for Mass Save in the form of a web banner? (If needed: A web
banner is an advertisement that runs along the border of a webpage and typically
contains a link)

Seen a case study about a business that has saved energy through Mass Save?

Seen information about Mass Save in your company’s utility bill?

Seen a newspaper or magazine advertisement about Mass Save

Heard about Mass Save on the Radio?

Visited or seen a Mass Save booth at a public event, game or festival?

Received something in the mail about Mass Save?

Seen an advertisement for Mass Save on public transportation (e.g. MBTA train or bus)?
Seen or heard about Mass Save somewhere else?

MA UM CI
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[ASK MS2 IF MS1I = 1]
MS2. Where else have you seen or heard business specific Mass Save information?
00. [OPEN END]
96. (Nowhere else)
98. (Don’t know)
99. (Refused)

MS111. Was it within the past six months or before that?
1. (Past six months)
2.  (Before that/longer than 6 months ago)
8. (Don’t know)
0. (Refused)
PROGRAM AWARENESS AND PARTICIPATION

AOa. Prior to this call, did you know that there are programs to help businesses save energy?

1.  Yes

2. No

8. (Don’t know)
9 (Refused)

[SKIP TO PA3 IF ADa<>1]

AOb.  What type of help or assistance do these programs offer?
00. [OPEN END]
98. (Don’t know)
99. (Refused)

AOc. What groups or organizations offer these programs?
00. [OPEN END]
98. (Don’t know)
99. (Refused)

AOd. What programs are you aware of? [MULTI RESPONSE; UP TO 5]

98.
99.

Don’t know)
Refused)

01. (Incentives for energy efficient HVAC)
02. (Incentives for energy efficient lighting)
03. (Incentives for energy efficient motors)
04. (Incentives for variable speed drives/VSDs)
05. (Incentives for refrigeration equipment)
06. (Incentives for renewable energy)
07. (Energy audits or assessments)
08. (Technical assistance)
00. (Other, specify: )

(

(

AOe. Where would you go to get information on energy efficiency programs? [MULTI RESPONSE]
1.  (Utility or energy efficiency service provider in general)
2 (Utility or energy efficiency service provider website)
3.  (Utility or energy efficiency service provider 800 number)
4 (Mass Save website)
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Search engine such as Google or Yahoo)
Friends, family, coworkers)

Contractor)

Architect/Engineer)

Other, specify: )
| wouldn’t look up any information.)

Don’t know)

Refused)

5.
6. (
[O
8.
00. (
96. (
98. (
99. (

PA2. Have you seen or heard of GasNetworks?
1.  Yes
2. No
8. (Don’t know)
9. (Refused)

PA3. Are you aware of any programs offered by the utilities or energy efficiency service providers in
Massachusetts to help their business customers save energy? This might include rebates for
upgrading equipment such as lighting or HVAC equipment.

1. Yes
2. No
8. (Don’t know)
9. (Refused)
[SKIP IF AOa AND PA3=2, 8, 9]
A8. Would any of the energy efficiency programs that you know of help your business?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

[SKIP IF A8=8, 9]

A9. Why do you think that?
00. [OPEN END]
98. (Don’t know)
99. (Refused)

[ASK IF PA3 = 1, ELSE SKIP TO FV1A]
[ASK IF ANY MS1A-J=1, ELSE SKIP TO PA5]

PA4. Did you hear about these utilities or energy efficiency service provider programs through the
Mass Save advertisements you heard or saw?

1.  Yes
2. No
8. (Don’t know)
9 (Refused)
PA5. Has your business participated in any of these programs?
1. Yes
2. No

8. (Don’t know)
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9. (Refused)
[ASK IF PAS = 1, ELSE SKIP TO FV1A]

PAG6. What program did your company participate in? (MULTIPLE RESPONSE, UP TO 5)

99.

01. (Incentives for energy efficient HVAC)
02. (Incentives for energy efficient lighting)
03. (Incentives for energy efficient motors)
04. (Incentives for variable speed drives/VSDs)
05. (Incentives for refrigeration equipment)
06. (Incentives for renewable energy)
07. (Energy audits or assessments)
08. (Technical assistance)
00. (Other, specify: )
98. (Don’t know)

(

Refused)

PROGRAM FAVORABILITY

[ASK ALL]

FVia. |appreciate your feedback. Mass Save is in fact a statewide energy efficiency partnership
between utilities, energy efficiency service providers and the state of Massachusetts to
provide programs for ALL Massachusetts homes and businesses to save energy. These
programs include rebates for lighting and appliances that are energy efficient, and rebates
and incentives for upgrading your heating or cooling systems to systems that use less energy.
Were you aware of this before this call?

1. Yes

2. No

8. (Don’t know)
9 (Refused)

FIRMOGRAPHICS
We’re almost finished. | have a few final questions about your facility.

F1. What type of business do you operate? (READ LIST IF NEEDED)

01. (Data Center)

02. (Laboratory)

03. (School or university)
04. (Health care or hospital)

(

(

(

(

05. (Hotel or motel)

06. (Industrial or manufacturing)
07. (Property management agency)
08. (Restaurant or food service)
09. (Warehouse, wholesaler, or storage)
10. (Grocery store)

00. (Other) [SPECIFY]

98. (Don’t know)

99. (Refused)

F2. Does your company have natural gas?
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F3.

F4.

F5.

F6.

F7.

©CROO>A WD

©CRONOOT A WD

1. Yes

2. No

8. (Don’t know)
9. (Refused)

As you may know, a utility account manager is a representative from your energy provider
who provides assistance to large businesses to help them manage their energy use. Does
your company have a utility account manager?

1. Yes

2 No

3 (Self or other person at this business)

8. (Don’t know)

9 (Refused)

Which of the following best describes the OWNERSHIP of this facility? My company...
1. Owns and occupies this facility

2. Owns this facility but it is rented to someone else

3 Rents this facility

8 (Don’t know)

9 (Refused)

How many employees, full plus part time, are employed at this facility? (READ LIST IF
NEEDED)

1-10

11-25

26-50

51-100

101-500

More than 500

(Don’t know)

(Refused)

What is the approximate square footage of your facility? (IF NEEDED: For the facility where
you are now. Your best guess is fine.) [NUMERIC OPEN END, 9999998 DK 9999999 REF]

Which of the following categories best describes your company’s revenue in 20117
Less than $100,000
$100,000 to less than $500,000
$500,000 to less than $1 million
$1 million to less than $5 million
$5 million to less than $10 million
$10 million to less than $20 million
More than $20 million
(Don’t know)
(Refused)

CLOSING. Those are the last of my questions. On behalf of the Massachusetts statewide sponsors of

Mass Save, thank you very much for your time and help with this study!
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Opinion Dynamics

Massachusetts Umbrella Marketing Evaluation
Residential General Population Survey Instrument
March 2013

Reviewer Note: Many questions within this survey are drawn from two previously fielded survey
instruments: the Massachusetts Statewide Energy Efficiency Consumer Telephone Study (Shelton
Group) and the Massachusetts Energy Efficiency Programs Non-Participant Panel Survey
(Residential Retrofit Evaluation Group). In some cases, the wording of the questions or response
categories has changed slightly. The symbol preceding the question number denotes from which
survey it is pulled: * indicates the Shelton Group and ** indicates the Residential Retrofit Evaluation
Group.

Introduction

Hello, this is from Opinion Dynamics calling and I'm calling to conduct a brief survey on behalf
of a statewide research initiative.1 This is not a sales call.

[IF NAME IS AVAILABLE] May | please speak with <NAME>?

[IF NO NAME IS AVAILABLE OR IF NEEDED] May | please speak with someone who is involved in
making decisions about improvements in your home? (If needed: Improvements such as replacing
heating equipment or purchasing appliances.)

We’re conducting a survey to gather information about advertisements you and other residents in
the state are exposed to. (IF NEEDED: The survey should take approximately 10 minutes.)

[ROTATE SECTION 1 (E1 - E5) AND SECTION 2 (MR1 - MR9)]

SECTION 1

Exposure to Information Sources

E1. What organizations are you aware of that are in the market place promoting energy

efficiency? [MULTIPLE RESPONSE; UP TO 3]
01. (Mass Save)

! We have removed references to the utilities and CLC in the introduction in order to avoid biasing responses to
the initial questions about Mass Save. We do not want respondents to be thinking about energy or energy
efficiency as they begin the survey. However, we will change the introduction to refer to the utilities and energy
efficiency service providers if our response rate is low.
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02.

Utility companies or Energy Efficiency Service Providers - ex. Cape Light Compact)

(
03. (Government officials/representatives)
04. (Family, friends, or colleagues)
05. (Contractors)
06. (Retailers - ex. Home Depot, Sears)
07. (Manufacturers - ex. lighting companies)
00. (Other: SPECIFY)
98. (Don’t know)
90. (Refused)
E2. If you wanted to know more about energy saving opportunities, where would you look for
information? [MULTIPLE RESPONSE; UP TO 3]
01. (Mass Save website)
02. (Utility/Energy Efficiency Service Provider website)
03. (Government website)
04. (Family, friends, or colleagues)
05. (Contractor)
06. (Call utility/Energy Efficiency Service Provider 800 number)
07. (Internet Search/Online (i.e., Google, Yahoo))
08. (Manufacturer Websites)
09. (Retailers/Stores)
00. (Other: SPECIFY)
98. (Don’t know)
99. (Refused)
E3. What websites, if any, would you visit to find information on energy saving tips or practices?
[MULTIPLE RESPONSE, ALLOW UP TO 4 RESPONSES]
1. (Utility / Energy Efficiency Service Provider Website)
2. (Mass Save website)
3. (Energy Star website)
4, (Internet Search Engine (i.e., Google, Yahoo))
00. (Other: specify)
96. (None)
98. (Don’t know/Refused)
SECTION 2

Awareness of Mass Save

[SKIP MR1 IF E1=01, E2=01, E3=02,]

**MR1.

©on =

Have you seen or heard the term, “Mass Save”?
Yes

No

(Don’t know)

(Refused)

[Create Mass Save Variable=1 if MR1=1, E1=01, E2=01, E3=02]

[IF MASS_SAVE=0, SKIP TO NEXT SECTION]

MA UM Gen Pop Survey FINAL 2013-03-11

Page 2



*MR1a. How familiar are you with Mass Save? Would you say...
Very unfamiliar,

Somewhat unfamiliar,

Neither familiar nor unfamiliar,

Somewhat familiar, or

Very familiar?

(Don’t know)

(Refused)

©ooaA~wNE

MR2. What do you associate with Mass Save? [MULTIPLE RESPONSE; UP TO 4]

01. (Energy assessment or audit)

02. (Resource for energy information)
03. (Rebates/incentives for lighting)
04. (Rebates/incentives for appliances)

(
(
(
(

05. (Rebates/incentives for heating or cooling equipment)

06. (Rebates/incentives for insulation)

07. (Website)

08. (Utility companies)

09. (State government)

00. (Other: SPECIFY)

98. (Don’t know)

99. (Refused)

MR5. Do you associate Mass Save with energy? (If needed: This includes electricity, natural gas, oil
or propane)

1. Yes

2. No

8. (Don’t know)
9. (Refused)

MR3. Which of the following do you MOST associate with Mass Save? [ROTATE]
1 An audit program

2. Rebates for a variety of equipment

3. A campaign for change

4 A resource for energy efficiency information and programs

8 (Don’t know)

9

(Refused)

MR4. Please name any organizations that you think sponsor Mass Save. A best guess is fine.
00. [OPEN END]
98. (Don’t know)
99. (Refused)

[IF E2=1 OR E3=2, SKIP MR6]

**MRG6. Did you know there is a website called MassSave.com?
1. Yes
2. No
8. (Don’t know)
. (Refused)
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[IF (MR6=2, 8 OR 9) AND (E2<>1) AND (E3<>2), SKIP MR7]

**MRY.

©CoarwNE

SECTION 3

In the past six months, how many times have you visited the MassSave.com website?
None

Once

2-5 times

6-10

11 or more

(Don’t know)

(Refused)

Exposure to Mass Save Messaging (Aided)

[IF MASS_SAVE=0, SKIP TO AOA]

**MS1. We're interested in all of the places where you may have heard about Mass Save. Have
you ever... [1=YES, 2=NO, 8=DK, 9=REF] [ROTATE] [IF YES, IN THE PAST 6 MONTHS OR

BEFORE THAT?]

a. Seen a Mass Save billboard?

b. Heard about Mass Save on the radio?

C. Seen a newspaper article about Mass Save?

d. Seen online advertising for Mass Save?

e. Visited or seen a Mass Save booth at a public event, game or festival?

f. Seen information about Mass Save in your utility bill?

g. Seen an advertisement for Mass Save on public transportation (e.g. MBTA train or

bus)?

h. Seen a newspaper or magazine advertisement for Mass Save?
i Received something about Mass Save in the mail?
j. Received an email about Mass Save?
**MS2. Where else have you seen or heard about Mass Save?

00. [OPEN END]
96. (Nowhere else)
98. (Don’t know)
99. (Refused)

[ASK IF MS2=00]

MS2a. Was it within the past six months or before that?
1. (Past six months)
2 Before that/longer than 6 months ago)
8. Don’t know)
9 Refused)

Actions Based on Mass Save Messaging

AOa. Prior to this call, did you know that there are programs to help you save energy in your home?
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1. Yes

2. No

8. (Don’t know)
9. (Refused)

[SKIP TO AOe IF AOa<>1]

AOb.  What type of help or assistance do these programs offer?
00. [OPEN END]
98. (Don’t know)
90. (Refused)

AOc. What groups or organizations offer these programs?
00. [OPEN END]
98. (Don’t know)
90. (Refused)

AOd. What programs are you aware of?
01. (Home Energy Assessment/Audit)

98.
99.

Don’t know)
Refused)

02. (Appliance Incentives)
03. (Appliance Recycling)
04. (Heating Incentives)
05. (Air Conditioning Incentives)
06. (Insulation Incentives)
00. (Other: SPECIFY)
(
(

AOe. Where would you go to get information about energy efficiency programs?
01. (Mass Save website)

99.

02. (Utility/Energy Efficiency Service Provider website)
03. (Government website)
04. (Family, friends, or colleagues)
05. (Contractor)
06. (Call utility/Energy Efficiency Service Provider 800 number)
07. (Internet Search/Online (i.e., Google, Yahoo))
08. (Manufacturer Websites)
09. (Retailers/Stores)
00. (Other: SPECIFY)
98. (Don’t know)
(

Refused)

Al. Are you aware of any of the following? [ROTATE CHOICES;
1=Yes, 2=No, 8=DK 9=REF] Are you aware that...

A. Rebates and incentives from your utility or energy service provider for energy efficient
appliances or for making home improvements are available?

B. Energy Assessments of your home to find ways to save energy are available?

C. Your electric or gas energy service provider's website has information about saving
energy?

D. Tax credits are available for making energy saving improvements to your home?

MA UM Gen Pop Survey FINAL 2013-03-11
Page 5



[SKIP TO A2 IF MASS_SAVE=0 AND AOA=2 AND A1A=2 AND A1B=2]

A8. Would any of the energy efficiency programs that you know of help your household?
1. Yes
2. No
8. (Don’t know)
9. (Refused)
[SKIP IF A8=8, 9]

A9. Why do you think that?
00. [OPEN END]
98. (Don’t know)
90. (Refused)

A2. Have you seen or heard of COOL SMART?

1.  Yes
2. No
8. (Don’t know)
9 (Refused)
A3. How about GasNetworks?
1. Yes
2. No
8. (Don’t know)
9 (Refused)
Ad. Have you ever participated in an energy saving program sponsored by your utility or energy

service provider such as a rebate or incentive program? This might include rebates for
upgrading lighting and appliances or for participating in a home energy assessment.

1. Yes
2. No
8. (Don’t know)
9. (Refused)
(ASK IF A4=1, ELSE SKIP TO F1)
A5. Have you participated in a program within the past year?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

[GEN VAR <PART>: IF A5=1, <PART>=1; ELSE <PART>=0]

[IF <PART>=0, SKIP]

A6. What program(s) did you participate in? [ACCEPT MULTIPLE RESPONSES; INTERVIEWER
NOTE ORDER OF REPORTING]
01. (Home Energy Assessment/Audit)

98.

02. (Appliance Incentives)
03. (Appliance Recycling)
04. (Heating Incentives)
05. (Air Conditioning Incentives)
06. (Insulation Incentives)
00. (Other: SPECIFY)
(

Don’t know)
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99. (Refused)

[ASK IF <PART>=1 AND MASS_SAV=1, ELSE SKIP TO F1]

A7.

Had you decided to participate in a Mass Save program BEFORE or AFTER you saw Mass
Save advertisements?

1. (Before)

2 (After)

8. (Don’t know)
9 (Refused)

CAMPAIGN FAVORABILITY

[ASK ALL]

F1.

| appreciate your feedback. Mass Save is in fact a statewide energy efficiency partnership
between utilities, energy efficiency service providers and the state of Massachusetts to
provide programs for ALL Massachusetts homes and businesses to save energy. These
programs include rebates for lighting and appliances that are energy efficient, rebates and
incentives for upgrading your heating or cooling systems to systems that use less energy, and
incentives or assistance weatherizing or improving the energy performance of your home.
Home audits and home energy assessments are one of the many programs that Mass Save
covers.

Were you aware of this before this call?

1. Yes

2. No

8. (Don’t know)
9 (Refused)

Demographics

*S1.

Do you or does anyone in your household work for a gas or electric company, energy
efficiency service provider, advertising agency or a market research firm?

1. Yes

2. No

8. (Don’t know)

0. (Refused)

[IF S1=1, THANK AND TERMINATE]

**D1. Do you own or rent your home?

01. Own

02. Rent

00. (Other: specify)
98. (Don’t know)
99. (Refused)
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DO. What type of residence do you live in? [READ CATEGORIES]
01. Single-family
02. Duplex or two-family
03. Apartment/condo in a 2-4 unit building
04. Apartment/condo in a >4 unit building
05b. Townhouse or row house (adjacent walls to another house)
06. Mobile home, house trailer
00. (Other, specify)
98. (Don’t Know)
90. (Refused)

**D2. In what year were you born? [NUMERIC OPEN END; 1890-1994]
9998. (Refused)

**D3. Which of the following best represents your annual household income from all sources in
2011, before taxes? Was it..?

Under $30,000

$30,000 to under $60,000

$60,000 to under $100,000 or

$100,000 or more

(Don’t know)

(Refused)

© o pr®NPE

**D4. What is the highest level of education you have completed?
01. Less than high school
02. High school graduate or equivalent (e.g., GED)
03. Attended some college (includes junior/community college)
04. Bachelors degree
05. Advanced degree
00. (Other: Specify)
98. (Don’t know)
99. (Refused)

*D5  What county do you currently live in? (DO NOT READ)

01. (Barnstable)

02. (Berkshire)

03. (Bristol)

04. (Dukes)

05. (Essex)

06. (Franklin)

07. (Hampden)

08. (Hampshire)
09. (Middlesex)

10. (Nantucket)

11. (Norfolk)

12. (Plymouth)

13. (Suffolk)

14. (Worcester) (Pronounced Wuh-ster)
00. (Other: SPECIFY)
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98. (Don’t know)
99. (Refused)

*D6. Which utilities or energy efficiency service providers currently provide your home’s electric
and/or gas services? [MULTIPLE RESPONSE; UP TO 2] (READ IF NECESSARY)
01. Columbia Gas (Formerly, Bay State Gas)

02. Berkshire Gas

03. Cape Light Compact

04. National Grid

05. New England Gas

06. NSTAR

07. Unitil (Pronounced, You-nih-til)

08. WMECO (Pronounced, Weh-mee-ko) (Western Massachusetts Electric)
96. (None of the above)

98. (Don’t know)

90. (Refused)

[ASK IF D6=96, 98, OR 99, ELSE SKIP D7]

*D7. Whatis your zip code?
00. [OPEN END]
98. (Don’t know)
99. (Refused)

**D8. [RECORD GENDER; DO NOT ASK]
1. Male
2. Female

Those are all of the questions | have for you today. Thank you on behalf of the statewide sponsors of
Mass Save.
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Opinion Dynamics

Massachusetts Umbrella Marketing Evaluation
C&l Customer Pre-Campaign Survey

TOPLINE
April 15, 2012

Interviewing dates: March 12th - March 28th, 2013
Sample size: N=456

QMR1

MR1. Have you seen or heard the term, "Mass Save'?
N: 456 (Multiple Response Question — Totals can sum to greater than 100%o)

Choices
Yes 47%
No 51%
(Don't know) 2%
(Refused) 0%

QMR1A

MR1la. How familiar are you with Mass Save? Would you say you are...?
N: 216

Very unfamiliar 19%
Somewhat unfamiliar 21%
Neither familiar nor unfamiliar 4%
Somewhat familiar 38%
Very familiar 18%
(Don't know) 0%
(Refused) 0%



QMR2

MR2. What do you associate with Mass Save?
N: 216 (Multiple Response Question — Totals can sum to greater than 100%bo)

(Energy assessment or audit) 22%
Saving energy/conservation/environmental 19%
(Utility companies or energy efficiency service provider) 13%
(Rebates/incentives for lighting or lighting controls) 10%
Mentions energy-related product/concept (i.e. HVAC, electricity, lights) 7%
(Rebates/incentives for HVAC equipment) 6%
(Resource for energy information) 6%
Saving money/discounts (general — not product specific) 6%
Energy saving programs/home improvements 5%
(State government) 4%
(Technical assistance/advice) 2%
(Rebates/incentives for motors and VSDs) 2%
Savings/Cost (general) 2%
(Rebates/incentives for compressed air projects) 1%
(Rebates/incentives for Custom projects) 1%
(Other) 2%
(Nothing/nothing specific) 2%
(Don't know) 13%
(Refused) 0%



QMR3
MR3. To the best of your knowledge, does Mass Save offer solutions for your
business, your home or both?

N: 216
(Both) 53%
(My home ONLY) 18%
(My business ONLY) 9%
(Don't know) 19%
(Refused) 0%

QMR4
MR4. Which of the following do you MOST associate with Mass Save?
N: 216

Rebates for a variety of equipment 31%
A website that provides resources for energy efficiency

information and programs 28%
An audit program 24%
A campaign for change 7%
(Don't know) 9%
(Refused) 1%

QMR5
MR5. Please name any organizations that you think sponsor Mass Save.
N: 216 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

(Utility company or energy efficiency service provider- ex,

NSTAR or National Grid) 55%

(State government) 10%
A non-profit organization 2%
Retailers/manufacturers 2%
Federal government agencies/departments 1%
(Other) 2%
(Don't know) 30%
(Refused) 0%

MR6. Do you associate Mass Save with energy?

N: 216
Yes 98%
No 2%
(Don't know) 0%
(Refused) 0%



QMR7

MR7. If you wanted to know more about energy saving opportunities for your
business, where would you look for information?

N: 456 (Multiple Response Question — Totals can sum to greater than 100%)

Choices
(Search engine such as Google or Yahoo) 44%
(Utility or energy efficiency service provider in general) 14%
(Mass Save website) 9%
Online/Internet (general) 4%
(Utility or energy efficiency service provider website) 4%
(Friends, family, coworkers) 4%
Trade allies/associations/NGOs 2%
State/local/federal government agency or website 2%
(Utility or energy efficiency service provider 800 number) 1%
Advertisements 1%
(Architect/Engineer) 1%
(Contractor) 1%
(Other) 1%
(1 wouldn't look up any information.) 7%
(Don't know) 8%
(Refused) 0%

MR9. Did you know there is a website called MassSave.com?

N: 415
Yes 24%
No 75%
(Don't know) 1%
(Refused) 0%

QMR10
MR10. In the past six months, how many times have you visited the
MassSave.com website?

N: 138
None 70%
Once 18%
2-5 times 9%
10-Jun 1%
11 or more 2%
(Don't know) 0%
(Refused) 0%



QMS1A

MSla. Have you ever... Seen a newspaper article about Mass Save?
N: 216

Yes 18%
No 78%
(Don't Know) 4%
(Refused) 0%
MSlaa. Was it within the past six months or before that?
N: 38
(Past six months) 45%
(Before that/longer than 6 months ago) 50%
(Don't know) 5%
(Refused) 0%

QMS1B
MS1b. Have you ever... Seen online advertising for Mass Save in the form of a web
banner?

N: 216
Yes 15%
No 82%
(Don't Know) 3%
(Refused) 0%

QMS1BB
MS1bb. Was it within the past six months or before that?

N: 32
(Past six months) 69%
(Before that/longer than 6 months ago) 22%
(Don't know) 9%
(Refused) 0%

QMS1C

MS1c. Have you ever...Seen a case study about a business that has saved energy
through Mass Save?

N: 216

Yes 12%
No 87%
(Don't Know) 1%
(Refused) 0%



MSlcc. Was it within the past six months or before that?

N: 26
(Past six months) 58%
(Before that/longer than 6 months ago) 38%
(Don't know) 4%
(Refused) 0%

MS1d. Have you ever...Seen information about Mass Save in your company's

utility bill?

N: 216
Yes 28%
No 60%
(Don't Know) 12%
(Refused) 0%

MS1dd. Was it within the past six months or before that?

N: 61
(Past six months) 64%
(Before that/longer than 6 months ago) 21%
(Don't know) 15%
(Refused) 0%

QMSI1E
MSle. Have you ever...Seen a newspaper or magazine advertisement about Mass
Save?

N: 216
Yes 23%
No 73%
(Don't Know) 4%
(Refused) 0%

MSlee. Was it within the past six months or before that?

N: 50
(Past six months) 50%
(Before that/longer than 6 months ago) 42%
(Don't know) 8%
(Refused) 0%



MS1f. Have you ever...Heard about Mass Save on the Radio?

N: 216
Yes 40%
No 56%
(Don't Know) 4%
(Refused) 0%

MS1ff. Was it within the past six months or before that?

N: 87
(Past six months) 68%
(Before that/longer than 6 months ago) 25%
(Don't know) 7%
(Refused) 0%

QMS1G
MS1g. Have you ever...Visited or seen a Mass Save booth at a public event, game
or festival?

N: 216
Yes 14%
No 85%
(Don't Know) 1%
(Refused) 0%

MS1gg. Was it within the past six months or before that?

N: 31
(Past six months) 35%
(Before that/longer than 6 months ago) 65%
(Don't know) 0%
(Refused) 0%

QMS1H

MS1h. Have you ever...Received something in the mail about Mass Save?
N: 216

Yes 43%
No 52%
(Don't Know) 5%
(Refused) 0%



MS1hh. Was it within the past six months or before that?

N: 92
(Past six months) 48%
(Before that/longer than 6 months ago) 43%
(Don't know) 9%
(Refused) 0%

QMS1J

MS1j. Have you ever...Seen an advertisement for Mass Save on public
transportation (e.g. MBTA train or bus)?

N: 216

Yes 13%
No 84%
(Don't Know) 3%
(Refused) 0%
MS1jj. Was it within the past six months or before that?
N: 29
(Past six months) 69%
(Before that/longer than 6 months ago) 24%
(Don't know) 7%
(Refused) 0%

QMS1l1
MS1i. Have you ever...Seen or heard about MassSave somewhere else?
N: 216

Yes 33%
No 60%
(Don't Know) 7%
(Refused) 0%
MS111. Was it within the past six months or before that?
N: 72
(Past six months) 51%
(Before that/longer than 6 months ago) 44%
(Don't know) 4%
(Refused) 0%



QMS2

MS2. Where else have you seen or heard business specific Mass Save
information?

N: 72 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

Word of mouth (friend/family/neighbor) 31%
In-person representative 8%
Other advertisements 7%
Through local government (i.e. Chamber of Commerce) 4%
Retail stores/suppliers 3%
Through trade allies/associations/NGOs 3%
Utility company (not bill specific) 3%
Participated in energy audit/other efficiency program 3%
(Other) 11%
(Nowhere else) 15%
(Don't know) 10%
(Refused) 0%

QAOA
AOa. Prior to this call, did you know that there are programs to help businesses
save energy”?

N: 456
Yes 65%
No 34%
(Don't Know) 0%
(Refused) 0%



QAOB

AOb. What type of help or assistance do these programs offer?

N: 297 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

Rebates/programs — Lighting 22%
Rebates/Incentives/Loans/cost savings (general) 19%
Energy Audit 14%
Saving energy or general efficiency/tips/advice/education 14%
Low Income Programs/Budget programs 7%
Rebates/programs — Appliances/equipment 6%
Rebates/programs — HVAC/water heating 5%
Utility/Energy provider 4%
Rebates/programs — Insulation 3%
Rebates/programs — Weatherization/weather-stripping 2%
Rebates/programs — Solar/Renewable 1%
Peak/time of day usage programs/discounts 1%
Conversion programs 1%
Fuel Assistance/Heating Loans 1%
Tax incentives 1%
Rebates/programs — Windows/Doors 1%
Water conservation 1%
(Other) 3%
(None) 1%
(Don't know) 24%
(Refused) 0%

QAO0C

AOc. What groups or organizations offer these programs?

N: 297 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

Utility - Non-Specific 15%
National Grid 13%
Nstar 7%
Electric Utility - General 5%
State Government 4%
Contractors/trade allies 3%
Manufacturer/Vendor 2%
Gas Utility - General 2%
Mass Save 2%
Energy Star 1%
Cape Light Compact 1%
Western Mass Electric Company 1%
Federal Government 1%
(Other) 8%
(Don't know) 44%
(Refused) 0%
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QAOD
AO0d. What programs are you aware of?

N: 297 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

(Incentives for energy efficient lighting)

(Energy audits or assessments)
(Incentives for energy efficient HVAC)

(Incentives for refrigeration equipment)

Utility

Incentives for building envelope measures

Mass Save
Fuel discounts/conversion
(Incentives for renewable energy)

(Incentives for variable speed drives/VSDs)

Incentives for appliances/new equipment

(Incentives for energy efficient motors)

Tax Credits

Rebates (unspecified)
(Technical assistance)
Vendors/other private business
(Other)

(None)

(Don't know)

(Refused)

20%
10%
7%
5%
4%
4%
2%
2%
2%
1%
1%
1%
1%
1%
1%
1%
2%
26%
31%
0%

QAOE

AOe. Where would you go to get information on energy efficiency programs?
N: 456 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

(Search engine such as Google or Yahoo)

(Utility or energy efficiency service provider in general)

(Mass Save website)

(Utility or energy efficiency service provider website)

Internet/website (unspecified)
(Friends, family, coworkers)

Government locations/websites/agencies

Other advertisement
(Architect/Engineer)
Retailer/vendor/manufacturer
(Other)

(1 wouldn't look up any information.)
(Don't know)

(Refused)

11

49%
14%
9%
7%
5%
2%
2%
1%
1%
1%
1%
6%
8%
0%



PA2. Have you seen or heard of GasNetworks?

N: 456
Yes 6%
No 94%
(Don't know) 0%
(Refused) 0%

QPA3

PA3. Are you aware of any programs offered by the utilities or energy efficiency
service providers in Massachusetts to help their business customers save energy?
This might include rebates for upgrading equipment such as lighting or HVAC

equipment.

N: 456
Yes 50%
No 49%
(Don't know) 1%
(Refused) 0%

QA8
A8. Would any of the energy efficiency programs that you know of help your
business?

N: 343
Yes 55%
No 30%
(Don't Know) 15%
(Refused) 0%
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QA9 EEEEE—EE———
A9. Why do you think that?

N: 291 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

Want to save money/energy/improve efficiency (general) 20%
Unable to make changes - renter, age/structure of residence 10%
Satisfied with efficiency/usage/home/bill/equipment 10%
Want to lower energy bills 9%
Want/need to evaluate/upgrade home (general) 8%
Already efficient - completed improvements/upgraded equipment 5%
Have participated in past - Positive 5%
Want/need measure - Lighting 4%
Money/rebates/assistance is available 3%
Have participated in past - Neutral 3%
Want/need measure — HVAC/water heater 3%
Money/too expensive/think program will cost a lot 3%
Don’t know enough about programs/sponsors/availability 3%
Not interested/apathetic/lazy (general) 3%
Want/need information, tips, education about efficiency 2%
Already efficient - new home/remodel 2%
Old/Inefficient house 2%
Want/need measure - Appliances 1%
Had an energy audit/receive energy reports 1%
Word-of-mouth/program reputation - Positive 1%
Good thing to do/Good for the environment 1%
Busy/no time/other priorities 1%
Have participated in past - Negative 1%
(Other) 4%
(No reason) 2%
(Don't know) 2%
(Refused) 0%

QPA4
PA4. Did you hear about these utilities or energy efficiency service provider

programs through the Mass Save advertisements you heard or saw?
N: 111

Yes 33%
No 59%
Don't Know 7%

(
(Refused) 0%
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QPA5

PA5. Has your business participated in any of these programs?
N: 228

Yes 47%
No 50%
Don't Know 3%

(
(Refused) 0%

QPA6

PA6. What program did your company participate in?

N: 107 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

(Incentives for energy efficient lighting) 56%
(Energy audits or assessments) 16%
(Incentives for energy efficient HVAC) 9%
Program through utility (unspecified) 7%
(Incentives for refrigeration equipment) 5%
Rebate/loan (unspecified) 4%
Incentives for insulation/weatherization projects 4%
(Incentives for energy efficient motors) 3%
(Incentives for variable speed drives/VSDs) 2%
Fuel conversions 2%
(Other) 13%
(Don't know) 7%
(Refused) 1%

QFV1A

FVla. | appreciate your feedback. Mass Save is in fact a statewide energy
efficiency partnership between utilities, energy efficiency service providers and
the state of Massachusetts to provide programs for ALL Massachusetts homes and
businesses to save energy. These programs include rebates for lighting and
appliances that are energy efficient, and rebates and incentives for upgrading
your heating or cooling systems to systems that use less energy. Were you aware
of this before this call?

N: 456
Yes 43%
No 55%
(Don't Know) 1%
(Refused) 0%
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F1. What type of business do you operate?

N: 456
Retail/service 17%
(Restaurant or food service) 9%
(Health care or hospital) 8%
Office (i.e. sales, bank, law firm) 7%
(Industrial or manufacturing) 7%
Automotive/transportation services/gas station 6%
(Property management agency) 5%
Contractor/construction 5%
Religious/non-profit organization 4%
Utility/water treatment/government/municipal services 4%
Real estate/housing 4%
Cosmetic services 4%
(School or university) 3%
(Warehouse, wholesaler, or storage) 3%
Arts & Entertainment 3%
Professional Services 2%
(Hotel or motel) 2%
Outdoor/recreational facility or service 1%
(Data Center) 1%
(Laboratory) 1%
(Grocery store) 1%
(Other) 2%
(Don't know) 0%
(Refused) 2%

F2. Does your company have natural gas?

N: 456
Yes 60%
No 30%
(Don't Know) 7%
(Refused) 3%

QF3

F3. As you may know, a utility account manager is a representative from your
energy provider who provides assistance to large businesses to help them
manage their energy use. Does your company have a utility account manager?
N: 456

Yes 14%
No 71%
(Don't Know) 12%
(Refused) 3%

QF4
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F4. Which of the following best describes the OWNERSHIP of this facility? My

company...
N: 456

Choices
Owns and occupies this facility
Rents this facility
Owns this facility but it is rented to someone else
(Don't know)
(Refused)

47%
42%
4%
2%
5%

QF5

F5. How many employees, full plus part time, are employed at this facility?

N: 456

Choices
1-10
11-25
26-50
51-100
101-500
More than 500
(Don't know)
(Refused)

QF6

61%
14%
8%
3%
4%
1%
2%
6%

F6. What is the approximate square footage of your facility?

N: 456

Choices
Less than 1000 sqgft
1000-2999 sqgft
3000-5999 sqft
6000-9999 sqgft
10000 sgft or more
(Don't know)
(Refused)

9%
25%
11%
6%
14%
30%
6%

QF7

F7. Which of the following categories best describes your company's revenue in

20127
N: 456

Choices
Less than $100,000
$100,000 to less than $500,000
$500,000 to less than $1 million
$1 million to less than $5 million
$5 million to less than $10 million
$10 million to less than $20 million
More than $20 million
(Don't know)
(Refused)

16

16%
22%
10%
13%
3%
2%
3%
13%
19%



Opinion Dynamics

Massachusetts Umbrella Marketing Evaluation
Residential General Population Pre-Campaign Survey

TOPLINE
April 15, 2012

Interviewing dates: March 12th - March 28th, 2013
Sample size: N=501

QE1

El. What organizations are you aware of that are in the market place promoting
energy efficiency?
N: 501 (Multiple Response Question — Totals can sum to greater than 100%o)

Choices
(Utility companies or Energy Efficiency Service Providers—ex. Cape Light Compact) 3204

Non-Profit/NGO dedicated to environmental issues - ex. CET 4%
(Government officials/representatives) 4%
(Mass Save) 3%
(Manufacturers - ex. lighting companies) 2%
Energy Star 2%
Renewable energy organizations/representatives/companies - ex. Cape Wind 2%
(Contractors) 1%
(Retailers - ex. Home Depot, Sears) 1%
Non-Profit/NGO not specifically dedicated to environmental issues — ex. Churches 1%
(Other) 3%
(None) 28%
(Don't know) 26%



QE2

E2. If you wanted to know more about energy saving opportunities, where would
you look for information?
N: 501 (Multiple Response Question — Totals can sum to greater than 100%o)

(Internet Search/Online (i.e., Google, Yahoo)) 56%
(Utility/Energy Efficiency Service Provider website) 12%
(Family, friends, or colleagues) 5%
(Mass Save website) 4%
Utility company/utility bill (not website specific) 3%
(Call utility/Energy Efficiency Service Provider 800 number) 2%
Phonebook 2%
(Retailers/Stores) 2%
(Government website) 1%
(Contractor) 1%
Online (general/other) 1%
Government agencies or organizations (not website specific) 1%
Mail 1%
Newspapers/magazines 1%
TV 1%
(Other) 3%
(Don't want any more information) 2%
(Don't know) 9%
(Refused) 0%



QE3

E3. What websites, if any, would you visit to find information on energy saving

tips or practices?

N: 501 (Multiple Response Question — Totals can sum to greater than 100%)

Choices
(Internet Search Engine (i.e., Google. Yahoo))
(Utility / Energy Efficiency Service Provider Website)
(Mass Save website)
Local/state/federal government-affiliated website
(Energy Star website)
Environmental non-profit or NGO website
Retailer or manufacturers website
News website (i.e. boston.com, cnn.com)
Independent informational site (i.e. energy.com, gogreen.com, etc)
(None)
(Other)
(Don't know/Refused)

42%
13%
6%
5%
1%
1%
1%
1%
1%
18%
3%
15%

OMR1

MR1. Have you seen or heard the term, ""Mass Save'?
N: 487
Choices

Yes

No

(Don't know)
(Refused)

36%
61%
3%
0%

QMRI1A

MR1la. How familiar are you with Mass Save? Would you say...
N: 194
Choices

Very unfamiliar

Somewhat unfamiliar

Neither familiar nor unfamiliar
Somewhat familiar

Very familiar

(Don't know)

(Refused)

23%
23%
2%
38%
13%
0%
0%



QMR2

MR2. What do you associate with Mass Save?

N: 194 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

(Energy assessment or audit) 26%
Energy efficiency and savings/reducing energy bills 20%
(Resource for energy information) 12%
(Utility companies) 7%
(Rebates/incentives for lighting) 7%
(Rebates/incentives for appliances) 6%
Rebates/saving money/discounts (general) 6%
Mention of related concept(s) (i.e. recycling, energy, going green) 5%
Energy saving programs/home improvements 4%
Interest/something I've participated in/general positive association 3%
(Rebates/incentives for heating or cooling equipment) 2%
Mention of affiliated product(s) (i.e. CFLs, appliances) 2%
Money/cost 2%
(State government) 1%
(Rebates/incentives for insulation) 1%
(Negative association with Mass Save) 1%
(Other) 5%
(Don't know) 17%
(Refused) 0%
MR5. Do you associate Mass Save with energy?
N: 194
Yes 84%
No 12%
(Don't Know) 4%
(Refused) 0%

QMR3

MR3. Which of the following do you MOST associate with Mass Save?
N: 194

A resource for energy efficiency information and 43%
programs

Rebates for a variety of equipment 22%
An audit program 14%
A campaign for change 8%
(Don't know) 13%
(Refused) 0%



QMR4
MR4. Please name any organizations that you think sponsor Mass Save.
N: 194 (Multiple Response Question — Totals can sum to greater than 100%)

(Utility company or energy efficiency service provider —
ex, NSTAR or National Grid) 46%
(State government) 8%
Environmental non-profits or NGOs 2%
Retailers/manufacturers (i.e. GE, local businesses) 2%
Government/politicians/political parties (unspecified) 2%
(Other) 5%
(Don't know) 37%
(Refused) 0%
MR6. Did you know there is a website called MassSave.com?
N: 184
Yes 45%
No 54%
(Don't Know) 2%
(Refused) 0%

QMR7
MR7. In the past six months, how many times have you visited the MassSave.com
website?

N: 92
None 65%
Once 15%
2-5 times 19%
6-10 times 0%
11 or more 0%
(Don't know) 1%
(Refused) 0%

MS1A. Have you ever... Seen a Mass Save billboard?

N: 195
(Yes) 18%
(No) 76%
(Don't know) 6%
(Refused) 0%



MSlaa. Was it within the past six months or before that?

N: 35
(Past six months) 57%
(Before that/longer than 6 months ago) 28%
(Don't know) 15%
(Refused) 0%

MS1B. Have you ever... Heard about Mass Save on the radio?

N: 195
(Yes) 28%
(No) 67%
(Don't know) 5%
(Refused) 0%

MS1bb. Was it within the past six months or before that?

N: 53
(Past six months) 56%
(Before that/longer than 6 months ago) 34%
(Don't know) 9%
(Refused) 2%

QMSi1C
MS1C. Have you ever... Seen a hewspaper article about Mass Save?
N: 195

(Yes) 21%
(No) 73%
(Don't know) 6%
(Refused) 0%
MS1lcc. Was it within the past six months or before that?
N: 41
(Past six months) 50%
(Before that/longer than 6 months ago) 43%
(Don't know) 7%
(Refused) 0%



MS1D. Have you ever... Seen online advertising for Mass Save?

N: 195
(Yes) 16%
(No) 77%
(Don't know) 6%
(Refused) 0%

MS1dd. Was it within the past six months or before that?

N: 32
(Past six months) 58%
(Before that/longer than 6 months ago) 42%
(Don't know) 0%
(Refused) 0%

QMS1E
MSle. Have you ever... Visited or seen a Mass Save booth at a public event, game
or festival?

N: 195
(Yes) 10%
(No) 88%
(Don't know) 2%
(Refused) 0%

MSlee. Was it within the past six months or before that?

N: 20
(Past six months) 30%
(Before that/longer than 6 months ago) 70%
(Don't know) 0%
(Refused) 0%

QMS1F

MS1f. Have you ever... Seen information about Mass Save in your utility bill?
N: 195

(Yes) 55%
(No) 33%
(Don't know) 12%
(Refused) 0%



MS1ff. Was it within the past six months or before that?

N: 107
(Past six months) 58%
(Before that/longer than 6 months ago) 33%
(Don't know) 9%
(Refused) 0%

QMS1G

MS1g. Have you ever... Seen an advertisement for Mass Save on public
transportation (e.g. MBTA train or bus)?

N: 195

(Yes) 20%
(No) 74%
(Don't know) 6%
(Refused) 0%
MS1gg. Was it within the past six months or before that?
N: 38
(Past six months) 55%
(Before that/longer than 6 months ago) 34%
(Don't know) 10%
(Refused) 0%

QMS1H
MS1h. Have you ever...Seen a newspaper or magazine advertisement for Mass
Save?

N: 195
(Yes) 26%
(No) 68%
(Don't know) 7%
(Refused) 0%

MS1hh. Was it within the past six months or before that?

N: 50
(Past six months) 59%
(Before that/longer than 6 months ago) 37%
(Don't know) 4%
(Refused) 0%



QMS1I

MS1i. Have you ever...Received something about Mass Save in the mail?
N: 195

(Yes) 42%
(No) 47%
(Don't know) 11%
(Refused) 0%
MS1ii. Was it within the past six months or before that?
N: 82
(Past six months) 45%
(Before that/longer than 6 months ago) 42%
(Don't know) 12%
(Refused) 0%
MS1j. Have you ever... received an email about Mass Save?
N: 195
(Yes) 8%
(No) 85%
(Don't know) 6%
(Refused) 0%
MS1jj. Was it within the past six months or before that?
N: 17
(Past six months) 58%
(Before that/longer than 6 months ago) 42%
(Don't know) 0%
(Refused) 0%



QMS2

MS2. Where else have you seen or heard about Mass Save?

N: 195 (Multiple Response Question — Totals can sum to greater than 100%)

Choices
Word of mouth (friend/family/coworker)
TV
Through non-profit/NGO/environmental/local organizations or meetings
Retail stores/suppliers
Utility company (general - not bill specific)
Participated in energy audit/other efficiency program that mentioned
Mass Save
Contractor/installer/other industry professional
(Other)
(Nowhere else)
(Don't know)
(Refused)

12%
5%
5%
4%
3%

2%
2%
5%
53%
12%
0%

QMS2A

MS2a. Was it within the past six months or before that?
N: 68

Choices
(Past six months)
(Before that/longer than 6 months ago)
(Don't know)
(Refused)

55%
39%
6%
0%

QAOA

AOa. Prior to this call, did you know that there are programs to help you save

energy in your home?
N: 501
Choices

Yes

No

(Don't Know)
(Refused)

10

73%
24%
3%
0%



AOb. What type of help or assistance do these programs offer?
N: 369 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

Home Energy Audit 22%
Saving energy or efficiency tips/advice/education (general) 16%
Rebates/programs - Insulation 15%
Rebates/incentives/loans/cost savings (general) 13%
Rebates/programs - Lighting 12%
Low income/budgeting/discounted rate programs 8%
Rebates/programs - Windows/doors 7%
Rebates/programs - appliances/equipment 6%
Rebates/programs - Heating/water heating/furnace 5%
Utility/energy provider 4%
Rebates/programs - Air sealing 4%
Tax incentives 3%
Rebates/programs - Weatherization/weatherstripping 3%
Fuel assistance/heating loans 3%
Rebates/programs - solar/renewables 2%
Water conservation 1%
Conversion programs 1%
Energy Star 1%
Peak or time of day usage/monitoring programs 1%
(Other) 4%
(None) 1%
(Don't know) 23%
(Refused) 0%



AOc. What groups or organizations offer these programs?
N: 369 (Multiple Response Question — Totals can sum to greater than 100%)
Choices

Utility/energy provider - other/unspecified 12%
NStar 10%
National Grid 8%
Electric utility - general 8%
Community aid group/non-profit/NGO (other/general) 6%0
Mass Save 4%
Gas utility - general 3%
State Government 3%
Manufacturer/vendor/retailer 3%
Government - non-specific 3%
Local/city government or agencies 2%
Contractors/electricians/engineers/other industry professionals 2%
Western Mass Electric Company 1%
Cape Light Compact 1%
Columbia Gas 1%
Federal Government 1%
Energy Star 1%
(Other) 4%
(None/not aware of any) 1%
(Don't know) 44%
(Refused) 0%



QAOD

AO0d. What programs are you aware of?
N: 369 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

(Home Energy Assessment/Audit) 18%
(Appliance Incentives) 11%
(Heating Incentives) 7%
Utility/energy provider (program unspecified) 7%
(Insulation Incentives) 6%
(Appliance Recycling) 5%
(Air Conditioning Incentives) 3%
Mass Save 3%
Saving energy or efficiency tips/advice/education (general) 3%
Fuel Assistance/Heating Loans (Citizens, ABCD, etc) 3%
Lighting incentives 2%
Incentives/rebates/cost savings (general/unspecified) 2%
Tax credits/government subsidized programs 2%
Windows/building envelope incentives 2%
Solar/renewable incentives or programs 1%
Energy Star 1%
Low Income/budgeting/discounted rate programs 1%
(Other) 3%
(None/not aware of any) 2%
(Don't know) 47%
(Refused) 0%

QAOE

AOe. Where would you go to get information about energy efficiency programs?
N: 501 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

(Internet Search/Online (i.e., Google, Yahoo)) 56%
(Utility/Energy Efficiency Service Provider website) 10%
(Mass Save website) 5%
(Family, friends, or colleagues) 4%
Utility company/bill (not website-specific) 4%
(Call utility/Energy Efficiency Service Provider 800 number) 3%
Government agency/organization/office (not website-specific) 3%
Non-profit/NGO/local organization 3%
(Government website) 2%
Direct mail 1%
Newspaper/magazines/print media 1%
(Contractor) 1%
(Retailers/Stores) 1%
Phone/phone book (unspecified) 1%
(Other) 2%
(Not interested/wouldn’'t look for this information) 1%
(Don't know) 12%
(Refused) 1%
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QA1A

AlA. Are you aware that ...Rebates and incentives from your utility or energy
service provider for energy efficient appliances or for making home improvements
are available?

N: 501
Yes 66%
No 32%
(Don't Know) 2%
(Refused) 0%

QA1B
A1B. Are you aware that ... Energy Assessments of your home to help find ways to
save energy are available?

N: 501
Yes 72%
No 26%
(Don't Know) 1%
(Refused) 0%

QAl1C
Al1C. Are you aware that...Your electric or gas energy service provider's website
has information about saving energy?

N: 501
Yes 67%
No 29%
(Don't Know) 4%
(Refused) 0%

QA1D
Ald. Are you aware that...Tax credits are available for making energy saving
improvements to your home?

N: 501
Yes 68%
No 29%
(Don't Know) 2%
(Refused) 1%

QA8
A8. Would any of the energy efficiency programs that you know of help your
household?

N: 457
Yes 51%
No 36%
(Don't Know) 13%
(Refused) 0%



QA9

A9. Why do you think that?
N: 395 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

Want to save money/energy/improve efficiency (general)
Unable to make changes - renter, age/structure of residence, etc
Have participated in the past - positive

Want to lower energy bills

Money/rebates/assistance is available

Not applicable - satisfied with efficiency, usage, home, bill, equipment, etc
Old/inefficient house

Don't know enough about programs/sponsors/availability
Money/expensive/think programs will cost a lot

Already efficient - completed improvements/upgraded equipment
Want/need to evaluate/upgrade home (general)

Already efficient - had energy audit

Already efficient - new home

Want/need measure - appliances

Want/need measure - windows

Have participated in the past - neutral
Word-of-mouth/program reputation - positive
Want/need information, tips, education about efficiency
Good thing to do/good for the environment

Want/need measure - insulation

Prefer to complete projects myself/outside of program
Want/need measure - HVAC/water heater

Unable to make changes - elderly, health reasons, etc
Programs are not available/do not qualify

Want/need measure - weatherization/air sealing
Want/need measure - lighting

Not interested/apathetic/lazy/busy (general)

Want/need measure - solar/renewables
Word-of-mouth/program reputation - negative

(Other)

(No reason)

(Don't know)

(Refused)

QA2

A2.
N: 5

Have you seen or heard of COOL SMART?
01

Choices

Yes

No

(Don't Know)
(Refused)

15

15%
12%
7%
7%
6%
6%
6%
5%
4%
4%
4%
4%
3%
3%
3%
3%
3%
3%
3%
2%
2%
2%
2%
2%
2%
2%
1%
1%
1%
3%
0%
6%
0%

4%
94%
1%
0%



QA3
A3. How about GasNetworks?

N: 501
Yes 4%
No 95%
(Don't Know) 0%
(Refused) 0%

QA4

A4. Have you ever participated in an energy saving program sponsored by your
utility or energy service provider such as a rebate or incentive program? This
might include rebates for upgrading lighting and appliances or for participating in
a home energy assessment.

N: 501
Yes 30%
No 68%
(Don't Know) 2%
(Refused) 0%
A5. Have you participated in a program within the past year?
N: 156
Yes 34%
No 66%
(Don't Know) 0%
(Refused) 0%
QA6

A6. What program(s) did you participate in?
N: 52 (Multiple Response Question — Totals can sum to greater than 100%)

(Home Energy Assessment/Audit) 32%
(Appliance Incentives) 17%
Program through utility (unspecified) 13%
(Heating Incentives) 8%
(Insulation Incentives) 8%
Low income/reduced rates/heat assistance/billing programs 8%
Conversion program (i.e. oil to gas) 5%
Window/door replacement programs 4%
Mass Save 4%
Alternative/renewable energy programs/incentives 4%
(Appliance Recycling) 2%
(Air Conditioning Incentives) 2%
Lighting incentives 2%
(Other) 4%
(Don't know) 12%
(Refused) 0%
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QA7
A7. Had you decided to participate in a Mass Save program BEFORE or AFTER you
saw Mass Save advertisements?

N: 34
efore o
(Before) 39%
(After) 40%
on't know o
Don't k 189
(Refused) 3%

QF1A

Fla. I appreciate your feedback. Mass Save is in fact a statewide energy efficiency
partnership between utilities, energy efficiency service providers and the state of
Massachusetts to provide programs for ALL Massachusetts homes and businesses
to save energy. These programs include rebates for lighting and appliances that
are energy efficient, rebates and incentives for upgrading your heating or cooling
systems to systems that use less energy, and incentives or assistance
weatherizing or improving the energy performance of your home. Home audits
and home energy assessments are one of the many programs that Mass Save
covers. Were you aware of this before this call?

N: 501
Yes 36%
No 61%
(Don't know) 3%
(Refused) 0%

QS1

S1. Do you or does anyone in your household work for a gas or electric company,
energy efficiency service provider, advertising agency or a market research firm?
N: 501

Yes 0%
No 100%
(Don't know) 0%
(Refused) 0%
D1. Do you own or rent your home?
N: 501
(Own) 62%
(Rent) 37%
(Don't know) 0%
(Refused) 1%
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D9. What type of residence do you live in?

N: 501

Choices
Single-family
Apartment/condo in a 2-4 unit building
Apartment/condo in a >4 unit building
Duplex or two-family

Townhouse or row house (adjacent walls to another house)
Apartment/multi-family home (unspecified number of units)

(Don't know)
(Refused)

QD2

D2. In what year were you born? (coded as Age)

N: 501

Choices
18 to 24 Years
25 to 34 Years
35 to 44 Years
45 to 64 Years
65 and Over
(Refused)

QD3

D3. Which of the following best represents your annual household income from all

sources in 2012, before taxes? Was it..
N: 501
Choices

Under $30,000

$30,000 to under $60,000

$60,000 to under $100,000

$100,000 or more

(Don't know)

(Refused)

QD4

D4. What is the highest level of education you have completed?

N: 501
Choices
Less than high school

High school graduate or equivalent (e.g., GED)
Attended some college (includes junior/community college)

Bachelors degree
Advanced degree
(Don't know)
(Refused)

18

51%
18%
14%
10%
2%
2%
1%
1%

3%

18%
14%
35%
19%
11%

19%
20%
20%
18%
2%

21%

3%
20%
22%
22%
28%
0%
5%



QD5

D5. What county do you currently live in?
N: 501

Choices
(Middlesex)
(Suffolk)
(Barnstable)
(Norfolk)
(Essex)
(Worcester)
(Bristol)
(Hampden)
(Berkshire)
(Plymouth)
(Franklin)
(Dukes)
(Hampshire)
(Other)
(Don't know)
(Refused)

20%
15%
8%
8%
7%
6%
6%
5%
4%
4%
1%
1%
1%
2%
7%
5%

D6. Which utilities or energy efficiency service providers currently provide your

home's electric and/or gas services?

N: 501 (Multiple Response Question — Totals can sum to greater than 100%)

Choices

NSTAR

National Grid
WMECO

Columbia Gas
Berkshire Gas

New England Gas
Unitil

(None of the above)
(Don't know)
(Refused)

47%
44%
7%
5%
3%
2%
1%
3%
4%
4%

(@] B}
D8. GENDER
N: 501

Choices
Male
Female

19

49%
51%
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