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A NOTE ON THIS REPORT

This report is a process report that draws on a review of the data made available to the
evaluation team, interviews with stakeholders (including some Program Administrator
representatives, some third-party implementers, community-based organizations and
municipal leaders), and participant research. The report is designed to:

1. Document the status of the efforts,

2. Report findings and provide guidance to stakeholders based on the research
conducted, and

3. Facilitate additional discussion to gather more complete tracking data.

Per discussions with the Program Administrators and the Energy Efficiency Advisory Council
evaluation consultant, the evaluation research in 2011 focused primarily on process
findings with limited impact evaluation efforts. The impact efforts included verification of
reported accomplishments and a review of estimated savings.

We note that the 2011 research did not seek to establish a baseline for the community-
based efforts (against which to measure impacts and assess attribution), nor did we explore
the “full costs” of implementing the community-based efforts (including costs to the
community groups, municipalities, American Recovery and Reinvestment Act, Energy
Efficiency and Conservation Block Grant, or other leveraged funding).

In addition, while we used participant interviews to gather some data on the relative
influences of the specific strategies used (for example, the relative influences of the
outreach effort versus the “free” nature of the service), the scope of work for 2011 did not
include exhaustive research to distinguish impacts by outreach or implementation strategy.

Establishing a baseline, exploring the full costs of the community-based partnerships, and
determining the relative impacts of the various strategies (e.g., effects of no-cost
participation versus effects of outreach strategies) are research activities that are necessary
to fully understand the effects of the partnerships.l These efforts have been recommended
by some stakeholders and might be considered by the Program Administrators and the EEAC
as potential areas of research at a later date.

1 Full costs include resources required to administer and manage community-based partnerships, as well as
resources required for training and support.
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1. SUMMARY OF FINDINGS AND
RECOMMENDATIONS

Overview of the Evaluation Effort

In January 2010, the Department of Public Utilities approved the Massachusetts Joint
Statewide Three-Year Electric Energy Efficiency Plan and the Massachusetts Joint Statewide
Three-Year Gas Energy Efficiency Plan (together the “Three-Year Plans”). Under these plans,
Program Administrators (PAs) seek to explore opportunities to leverage the unique position
of community-based groups (including municipalities) to educate and promote energy
efficiency behaviors among target segments. These initiatives are known as community-
based partnerships (CBPs). The evaluation of CBPs is intended to assess the effectiveness
of each partnership and - for partnerships in the pilot stage - determine their potential for
replication and/or full-scale implementation.

This report is a process evaluation report that focuses on the 2011 efforts of the following
community-based partnerships:

» Renew Boston Residential
» Renew Boston Business
» New Bedford CMI (both residential and business components)?2

This report builds upon the interim report on 2010 CBP efforts submitted in May 2011 and
presents the findings of the evaluation research efforts conducted to-date. Table 1-1
provides an overview of the community-based efforts that fall within the scope of this
evaluation.

2 The term Community Mobilization Initiative (CMI) describes a partnership between local community
groups and locally hired employees or organized labor working towards a sustainable, equitable, and
clean energy economy. The Chinatown and Chelsea CMIs are outside of the scope of this evaluation
given that Green Justice Coalition hired Arbor Consulting to conduct an evaluation of these two CMls.
The Lynn CMI had not launched at the time this evaluation was conducted and, therefore, there is
limited information on this CMI.
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Table 1-1. Overview of Community-Based Partnerships (CBP)

Rene\./v Bos_ton Renew_ Boston New Bedford CMI
Residential Business
. . City of New
Effort lead City of Boston City of Boston Bedford,/Marion Institute
Increase participation Increase participation Increase participation in
Goal in existing PA audit in existing PA audit existing PA audit and

and rebate programs

and rebate programs

rebate programs

Foundational “existing
program” structure

HES program

Small Business Direct
Install program

HES program
Small Business Direct
Install program

Increased marketing Yes Yes Yes
Modified . Yes No Yes
Implementation

Additional incentives Yes Yes No

Target audience

Residential customers

with incomes between

60%-120% of median

household income in
Boston

Business customers

with monthly electric

demand of less than
20 kws

Residential customers with
incomes between 60%-
120% of median
household income in New
Bedford

Launch date

August 2010

July 2010

July 2010

In this report, we draw on extensive discussions and interviews with the PAs and
implementation groups (including the community organizations), a review of all available
materials and tracking data from the partnerships, as well as interviews with program
participants.

Table 1-2 below summarizes the accomplishments of each partnership. We provide this
information as a snapshot of CBP accomplishments to help frame our overarching
discussion of findings below. Note that these efforts, by design, had very different goals.

3 Note that the effort was expanded to include restaurants in the City of Boston. This design change is a
strategic effort to boost the program’s gas savings.
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Table 1-2. Cross Partnership Accomplishments

Renew Boston Residential Renew Boston Business New Bedford CMI
Full Effort
. Part of the Effort Part of the Effort y
Tmeframe August 2010-December 2011 June 2010-December 2011 (notejt‘”g gl i%ﬁplete)
(note that this effort is ongoing) (note that this effort is ongoing)
Network of e 3 neighborhood network e 6 Boston Main Streets e 5+ community groups
community coordinators offices
groups e 13 community-based e 1 ethnic community
organizations organization
Goals (forthe | e 20,643 mmBtu in savings for e 3.665 GWh and 113,094 e 50 insulation projects in 1-4
entire effort 2010 therms in savings from July unit residential buildings
duration) e 45519 mmBtu in savings for 2010 through July 2012 e 4 projects in multi-family
2011 buildings
e 50,131 mmBtu in savings for e 25 small business projects
2012 e (Note that there were no
e  Atotal of 3,040 insulation explicit energy savings goals)
projects4
Performance e  Atthe time of the evaluation e  Atthetime of the evaluation | e  Residential component
against goals (end of 2011), the effort was (end of 2011), the effort was achieved 30% of the project
still ongoing, having achieved still ongoing, having goal
21%# of the insulation project achieved 69% of its electric | e  Small business component
goal and 30% of the total and 40% of its gas goal achieved 100% of the project
mmBtu goal goal
e  Multi-family component
achieved 75% of the project
goal

* Please note that the table covers different time periods. This is specified in the row marked “Timeframe.” These data
constitute the available data at the time of the evaluation.

Core research findings resulting from our evaluation are presented below. Following the
findings, we provide recommendations for future community-based partnerships.

Research Findings

Implementation Related Insights

There are many possible uses for community-based initiatives. They can attempt to increase
participation in existing programs solely through additional marketing and outreach efforts,
or they can augment existing programs in terms of incentive levels or implementation
processes - utilizing interventions other than outreach to overcome barriers to customer
participation.

Most partnerships successfully used the existing program structures and primarily
augmented them through providing enhanced and targeted marketing and outreach, and
increased incentive structures. The implementation mechanisms for some programs,
however, were altered as part of the community-based partnership to account for unique
goals and the needs of target audiences.

4 As explained in greater detail in the Renew Boston Residential section of the report, the initial goal was
3,040 insulation projects was later changed to 2,000 due to the revisions to the maximum EECBG funding
allowed per project. In light of this new information, we recognize that this effort is closer to achieving its goals
for the total number of projects (32% rather than 21%). There was no corresponding information on changes to
energy savings, so the numbers shown above reflect original goals.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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All three of the efforts evaluated in this report built upon existing energy efficiency program
offerings (i.e., Home Energy Services (HES) and Small Business Direct Install). In addition,
Renew Boson Residential and Renew Boston Business® provided additional incentives to
cover incremental project costs. All three efforts used enhanced and targeted marketing and
outreach tactics to inform and educate target audiences about energy efficient equipment
options and induce them to take action.

In addition to increasing the outreach and augmenting existing incentive levels, two of the
three community-based efforts adjusted the existing energy efficiency program
implementation structures to account for unique goals, specific implementation
requirements, and needs of target audiences. (See Table 1-1.) For example, as part of an
RFP process, two new entities were retained to implement Renew Boston Residential. As a
result, new implementation, data tracking, and information sharing structures needed to be
put in place. The implementation process of the initiative itself was also modified to include
a requirement for income verification (to ensure proper disbursement of the EECBG funds),
and the number of project implementation steps was streamlined and reduced from 14 to
seven to accommodate the needs of the target customers. In case with the New Bedford
CMI, the existing HES implementation structure was changed to allow for installation work to
be done by locally hired workforce. Considerable changes to the implementation structure,
primarily associated with engaging new implementation partners (entities and individuals)
might result in a need for additional resources (cost or staffing) to successfully coordinate
and deliver the effort and might bring about implementation bottlenecks.

The importance of the community group involvement was unclear, although the one-on-one
messaging and in-person interactions were influential.

The scope of the evaluation research did not include a comparative analysis of community
group outreach to other forms of marketing and outreach. That said, through the evaluation
of the three community-based initiatives, the evaluation team consistently found that, while
in-person interactions were generally a successful tactic in reaching target customers and
educating them about the initiatives, the engagement of local community representatives
might not have had a large added influence on the success of the outreach. Research
findings suggest that participant trust in community/neighborhood organizations is the
same, or sometimes lower, than in utility representatives or city officials. More specifically,
Renew Boston Residential participants trust NSTAR and National Grid to the same degree
as they do neighborhood-based organizations. When asked about the influence of various
sources of information on the decision to conduct an energy assessment, participants gave
similar ratings to community-based organizations, PAs, and Renew Boston website. As for
the Renew Boston Business participants, trust in NSTAR and National Grid is higher than in
the Main Streets directors, trade organizations, chambers of commerce, and other entities.
In the same vein, for the New Bedford CMI, program participants had the greatest level of
trust in NSTAR and local government, while they trusted the Marion Institute (the outreach
entity) the least. This is likely due to respondent familiarity with NSTAR and the City of New
Bedford and, conversely, lack of familiarity with the work that the Marion Institute does.

5 To distinguish between the residential and the business components of the Renew Boston initiative, in this
report the residential portion of the initiative is referred to as Renew Boston Residential and the business
component of the initiative is referred to as Renew Boston Business.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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This suggests that while it might be necessary to engage community groups to allow for
additional manpower, outreach by existing implementation contractors (i.e., auditors) might
also be sufficient and equally effective in engaging customers with the initiative.

Community-based efforts were generally successful in reaching target customers, but, in
most cases, interventions moving customers from outreach to action were not sufficient to
reach goals.

The review of program tracking data suggests that increased outreach resulted in high
volumes of customers being reached and educated about the initiative. Across all three
efforts, participants indicated that the outreach did increase their knowledge of energy
saving opportunities and provided them with valuable information on how to save energy in
their homes or businesses. However, based on our review, the number of individuals or
businesses that took energy saving actions was limited. For example, for the New Bedford
CMI, only 6% of those who completed a no-cost energy assessment proceeded to make
weatherization improvements in their homes. Some of the limiting factors across the
community-based efforts included pre-weatherization barriers that prevented the installation
of insulation, lengthy income verification®, participation processes that resulted in high
participant drop-out rates.

Community-based initiatives generally reached individuals and businesses that were
knowledgeable about energy efficiency programs but would not have otherwise taken energy
saving actions. Information provided during the outreach increased knowledge of energy
saving options.

Based on survey responses of participants across the efforts, while knowledge of energy
efficiency was wide-spread, room for improvement existed, and community-based
partnerships successfully filled the gap in knowledge - at least 87% of participants reported
that their knowledge of energy efficient options increased at least a little as the result of the
community-based outreach interventions. Research findings across most efforts, however,
suggest that this gap in knowledge could have been narrowed by non-community-based
sources of outreach with an equal degree of success.

Participant survey results also suggest that in most cases, energy efficient improvements
would not have happened in the absence of the initiatives. Across all three efforts,
participants report that the added outreach activity had a considerable degree of influence
on their decision to move toward a no-cost assessment. In cases where additional funding
was offered to cover incremental project costs, many participants reported low levels of
likelihood of making upgrades in absence of additional incentives.

Additional energy savings occurred outside of those tracked due to partnership
interventions.

The energy savings tracked through the community based efforts are shown in Table 1-2. In
addition to those savings, our research showed that across all three community-based
initiatives, some participants reported making energy efficient improvements beyond the
energy assessment recommendations, such as additional weather-stripping or insulation,

6 Note that this was specific to Renew Boston Residential.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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new windows and doors, and new appliances. Note that, while it was beyond the scope of
this effort to document the magnitude of the savings from these actions, research findings
suggest that the community-based initiatives studied resulted in additional energy savings
outside of those tracked.

Process Related Insights

The goals of these efforts were “direct” energy savings, but the value of the community-
based outreach efforts was often “indirect”

There is a variety of ways in which these initiatives can support the achievement of the
portfolio goals, including providing “direct” support in terms of energy savings, or “indirect”
support in terms of building networks to help transform the market, increasing awareness
and knowledge of energy efficiency, increasing favorable opinions of the utilities, providing
marketing and outreach of existing programs, etc. With the community-based efforts we
evaluated, goals were always set either in terms of completed projects or energy savings.
The three efforts all either fell short or are falling short of their energy saving goals—although
they did provide some additional energy savings to support the overall energy efficiency
goals. Our research suggests, however, that the true value of these efforts may be in
building awareness of energy efficiency programs, developing communications and
networks, and increasing awareness of utility offerings in the targeted communities.

Future community-based initiatives should consider whether energy savings is the only goal,
or whether there are other types of “indirect” support such as increasing the awareness and
participation in existing programs through effective marketing and outreach to targeted
populations. If these efforts are seen more in the “indirect” role, such as marketing and
outreach efforts, then these “indirect” goals should be documented, tracked, and measured
to help determine success.

The PA selection of which communities to allocate resources to does not appear to be
strategic to the effective advancement of the portfolio goals.

Selecting target communities should be an important part of the initiative’s design process.
With the community-based efforts that we reviewed, the selection of target communities was
not driven as much by strategic considerations from PAs’ perspective as it was by such
factors as availability of additional funding (as was the case with Renew Boston) or presence
of community officials or other champions advocating for increased promotion of energy
efficiency (e.g., New Bedford CMI). In some cases, the PA choice of the communities in
which to undertake community-based initiatives can be dictated by outside stakeholders
and their priorities. While these factors are practical and sometimes inevitable
considerations that need to be taken into account when selecting communities to which to
allocate PA/utility resources include other factors, such as participation rates in core PA
programs in a given community, geographic areas that are currently underserved, presence
of opportunities for improvements, the cost per participant, and existing
housing/commercial building stock should be considered, whenever possible, when
determining how to allocate funding.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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The tracking of key metrics, budgets, and accomplishments is inconsistent, and, for some
efforts, data sharing processes were not in place but appear to be evolving. The lack of
consistently tracked data limits the ability to determine success.

This evaluation effort analyzed data tracking mechanisms across all three community-based
efforts to understand what data the efforts track and how data tracking practices support
the effort’s implementation and evaluation. The results revealed that, while some efforts
tracked data that were sufficient for assessing the effectiveness of community-based
initiatives, none of the efforts tracked all of data needed for an accurate assessment of the
effort’s success. Missing data included, among other things, consistent tracking of
marketing and outreach efforts and the success of each effort in terms of leads or
participants, or full accounting of the effort’s costs, which is an essential input into an
assessment of the effort’s cost-effectiveness. More specifically, none of the efforts tracked
sufficient data to enable an in-depth analysis of various marketing tactics from the
perspective of their effectiveness and success.

Data sharing, format of the data outputs, as well as overall quality of the data emerged as
challenges during the evaluation process as well for one effort, and required a considerable
amount of resources to develop, field and follow up on data requests, as well as analyze the
data. Availability of the tracking data to the evaluation team varied by initiative, with Renew
Boston Business and the New Bedford CMI being the efforts with the data being most
readily available. Other data were fragmented, often covering different timeframes, and we
were unable to verify it through supporting materials.

The investments by utilities appear to be somewhat limited (which may be appropriate), but
the limited nature of their investment may be partially due to incomplete tracking of support
for the community-based initiatives.

The review of tracking data and other materials related to specific community-based
partnerships revealed that PA program support included existing rebates from the HES and
Small Business Direct Install programs, marketing and outreach contributions, as well as
internal staff dedicated to the oversight and coordination of the efforts. Notably, some of the
resources (such as PA staff time) were not quantified.

The evaluation team experienced difficulties getting a full understanding of the PA
expenditures. For the New Bedford Initiatives, for example, many of the costs were tracked,
but it was unclear which of these extended above and beyond costs for standard program
participation. In addition, our interviews with program implementers indicated that NSTAR
provided a budget for marketing and outreach efforts, facilitated training, mentored the
outreach staff, and was engaged in overall coordination of the New Bedford effort; but the
costs of these efforts were not fully documented since the community-based efforts were
new and fell outside of standard program tracking structures.

In addition to the findings above, our research demonstrates that it takes time to build
strong networks, train outreach staff, and develop systems for transferring information so
that success can be measured. As such, all stakeholders need to acknowledge the
necessary ramp-up period for establishing networks, and build time and resources into the
design of these efforts.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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Recommendations for Future Efforts

Based on the findings presented above, we provide the following recommendations that we
believe will benefit current and future community-based partnerships:

Determine the goals of each community-based effort (and how it complements the overall
portfolio) upfront.

PAs should document the theories behind community-based efforts, develop rationale for
support of such efforts, and clearly articulate the goals that the effort is trying to accomplish.
These goals may include: (1) increasing awareness of existing program, (2) targeting
different hard-to-reach groups, or (3) increase participation by offering additional incentives
or services to reduce barriers. Notably, during the evaluation process, stakeholders
expressed more of an interest in understanding “indirect” goals such as the ability of these
efforts to provide marketing and outreach support, and the effectiveness of this outreach in
terms of conversion rates, but because of the goals, tracking of these indirect effects did not
always occur.

Be strategic with the selection of communities.

PAs should strategically select which communities to focus on, which customer segments to
target, and which interventions to use to bring about action. Being more strategic and
targeted with these efforts will help ensure that PA resources result in the greatest possible
return. Performing analysis of historical participation in the PA programs or looking at other
metrics from historical standpoint might be a good tool to assess whether the selection of
communities is appropriate.

Understand the targeted population and barriers that might prevent the achievement of
goals. Clearly document how the community-based initiative seeks to intervene prior to
launch.

Understanding barriers to adoption of energy efficiency and integrating appropriate
interventions in the program design and implementation processes is a critical step to
ensuring effective use of the PA resources. This can be done by drawing on the knowledge of
those proposing or implementing the community-based efforts, or it may require a small
investment in upfront research if this knowledge does not already exist within either the PA
or partner organizations.

As seen through the evaluation of the Renew Boston and New Bedford efforts, barriers
outside awareness and knowledge stood in the way of energy efficiency (and thus the
implementation of these efforts). These barriers included: costs associated with energy
efficient improvements, lack of time, hassle factor, existing building characteristics, internal
coordination difficulties, etc. In the case of the New Bedford CMI, financial inability to afford
energy efficient improvements and presence of pre-weatherization barriers due to the
existing building stock were major factors that prevented the effort from weatherizing homes
where opportunities for energy savings existed. The initiative was not designed to overcome
these barriers. At the initial stages of the New Bedford initiative, some of the program
delivery practices lacked efficiency or sufficient coordination. For example, low income
eligibility screening, as initially set up, resulted in unnecessary audits being performed with
non-qualifying customers; lack of understanding of stakeholder roles in terms of audit
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scheduling resulted in accumulation of unscheduled audits for a short period of time.

In the case of Renew Boston Residential, the effort was not initially equipped to meet
customer needs in terms of scheduling audits at convenient times or convenient call center
operating hours. The effort also initially retained the same multi-step implementation
structure, and added initially lengthy income verification process, which made the
participation process too burdensome for the targeted demographic. Tenant-landlord split
incentive issue was another barrier limiting participation.

Carefully considering the barriers and selecting proper interventions to address those
barriers and integrating them in the initiative’s design and implementation at the outset of
the effort will help increase the effectiveness of community-based initiatives.

Establish metrics before launching the effort, and track metrics consistently across
community-based initiatives.

Once the goals and the scope of community-based initiatives are defined, the metrics to
measure success should be clearly articulated. The developed metrics should be similar
across community-based efforts so that success can be compared to other similar
interventions. For example,

e If community-based partnerships are simply marketing and outreach initiatives that
build upon the infrastructure of existing PA-administered energy efficiency programs,
appropriate metrics to assess the success of the initiative should be the same as
metrics for the marketing component of other program efforts (e.g., conversion rates
from marketing to sign-up).

e [f they seek to reach hard-to-reach populations, the appropriate metric may be counts
of individuals that meet the screening criteria.

e [f their goal is “additional” energy savings through existing programs, baseline annual
savings levels should be documented in advance of the effort.

Figure 1-1 shows a selection of metrics and how it may vary depending on the barriers and
participation process. Note that this is not meant to be comprehensive, just illustrative.
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Figure 1-1. Selection of Metrics with Consideration of Effort Interventions

Goal of overcoming Awareness/ AL EES) Ability (financial, time, etc.)
barrier knowledge willingness ' T

Goal Marketing/ Assessment Energy :
outreach sign-up assessment SElELm
Use of community Assist in Assist in
leaders Outreach/discussions scheduling/providing scheduling/providing
ongoing support ongoing support
Perform assessment Perform installation
. . i Conversion rate
Potential metrics (from ou(t:lir;\::‘:lrfcl)ogur:iii n-ups) (from audit sign-up to audit) Energy/demand savings
gn-up Energy savings

Aside from developing metrics to measure the initiative’s success, PAs and other
stakeholders should establish mechanisms to consistently track those metrics. The metrics
should also be periodically shared with the stakeholders involved. Having such processes in
place will allow stakeholders to manage resources more effectively and make mid-course
corrections where needed.

Consider most efficient and cost-effective delivery structure that would align with the effort’'s
goals.

The delivery structure should align with the initiative’s goals, it should eliminate barriers to
participation, yet at the same time be cost-effective. Relying as much as possible on the
existing energy efficiency program structures and potentially augmenting them to fit the
needs of the community-based initiatives might be a cost-effective way of achieving the
goals, without creating additional burdens associated with designing and implementing new
delivery models or requiring additional (and oftentimes unneeded) costs and time.
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Require that all costs and resources required for support be clearly documented and
tracked.

Documenting costs incurred by PAs and other stakeholders would allow to better
understand the investments in these efforts, as well as the efforts’ cost-effectiveness in
cases where energy savings are tracked. While there is some additional burden on the
implementers, understanding the costs would enable stakeholders to better determine
trade-offs (i.e., other possible ways that the dollars could be spent). Note that this is not as
important if these efforts are being used by PAs to improve customer satisfaction (or as a
“goodwill” effort), but if the end goal is energy savings, appropriately documenting costs is
fundamental to determining success.

In addition to the recommendations provided above, Appendix A contains a memo with the
review of successful practices across local government partnerships and community-based
initiatives administered in other jurisdictions. The memo is based on the review of recent
evaluations of community-based initiatives conducted by Opinion Dynamics and other
evaluation entities. The memo reinforces most of the recommendations provided above as
well as offers some additional considerations when planning for and administering
community-based initiatives.

For future evaluation efforts

While the scope of the research covered in this report was limited, for future evaluation
efforts we recommend explicitly evaluating participation trends; marketing efforts and
conversion rates; and the full costs of these partnerships, including resources expended by
both the PAs, implementers and community groups. This information can help the PAs and
stakeholders more fully understand the success of these partnerships. We also recommend
the development of a baseline (preferably through use of both historic participation analysis
and selection of a comparison community or communities that would allow for adjustment
for general trends and investments in energy efficiency across the state). Note that these
future evaluation efforts will require more direct tracking of marketing efforts, resources and
costs across all of the organizations involved.
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2. INTRODUCTION AND EVALUATION STATUS

In January 2010, the Department of Public Utilities approved the Massachusetts Joint
Statewide Three-Year Electric Energy Efficiency Plan and the Massachusetts Joint Statewide
Three-Year Gas Energy Efficiency Plan (together the “Three-Year Plans”). Under these plans,
PAs seek to explore opportunities to leverage the unique position of community-based
groups (including municipalities) to educate and promote energy efficiency behaviors among
target segments. These initiatives are known as community-based partnerships (CBPs). As
outlined in the Three-Year Plans, the evaluation of CBPs is intended to assess the
effectiveness of each partnership, develop considerations for any changes to the approach,
and - for partnerships in the pilot stage - determine their potential for replication and/or
full-scale implementation.

The Massachusetts PAs retained Opinion Dynamics Corporation and Evergreen Economics
to conduct an evaluation of the community-based partnerships in the Commonwealth of
Massachusetts. The evaluation of CBPs is one of four areas of evaluation under the Special
and Cross-Sector Studies research area.” The other three areas include: Integration,
Umbrella Marketing, and Behavioral Programs.

As part of the evaluation of Massachusetts community-based partnerships, we looked at the
following efforts. The degree of research performed for each effort varied.

» Renew Boston Residential

» Renew Boston Business

» Community Mobilization Initiatives (Lynn, Chinatown, New Bedford, and Chelsea
CMis)8

» Cambridge Energy Alliance
> MAPS
» Marshfield Energy Challenge

7 The Massachusetts Energy Efficiency Advisory Council (EEAC) established six primary evaluation research
areas in its September 8, 2009 resolution. These research areas are: (1) Residential Retrofit and low income,
(2) Residential Retail Products, (3) Residential New Construction, (4) Non-Residential Large Retrofit and new
Construction, (5) Non-Residential Small Retrofit, and (6) Special and Cross-Sector Studies.

8 Qverall, there are four CMI efforts - New Bedford, Chinatown, Chelsea, and Lynn. The Chinatown and Chelsea
CMis are outside of the scope of this evaluation given Green Justice Coalition hired Arbor Consulting to conduct
an evaluation of these two CMIs. The Lynn effort had not yet launched at the time of this evaluation began and
is, therefore, not included in this report.
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Due to budgetary considerations, specifics of each effort, and a concurrent evaluation of
some of the efforts (more specifically, some of the CMIs), this evaluation focused on the
following three efforts:

» Renew Boston Residential
» Renew Boston Business
» New Bedford CM (both Residential and Small Business components)

As part of the evaluation, we performed a variety of research tasks that resulted in a range
of deliverables. Table 2-1 below presents an overview of evaluation activities for each of the
partnerships. This evaluation report builds upon the interim evaluation report prepared in
the spring of 2011. As such, results from the interim report that help support or clarify some
of the findings presented here are included as Appendices to this report.

This report presents the findings of the evaluation research efforts conducted to date. The
report is organized as follows:

» Methodology - overview of research methods and tactics utilized as part of the
evaluation.

» Partnership-specific Findings - detailed findings specific to each individual
partnership.
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Table 2-1. CBP Evaluation Status

(note that a v indicates task is completed
x indicates that task was not performed)

Upfront Research
Follow-up
In-depth interviews -
- . . . Stakeholder Historical . . Energy
Activit, . .
MY Reviewor | IMerviews | Reviewof | pornership with Indepth | Participation | 'arioiPant | ggying
with Successful . Partnership- b . Research -
. Program . Theories and . Interviews Analysis Analysis
Pl Information LIl b Logic Models dedicated
dedicated Practices g Staff
Staff
v v
Residential v d d d x ’
(n=8) (n=74)
v v
Renew Boston Business v v v v v v
(n=6) (n=70)
v
New Bedford CMI v
(Residential v
Component) v (n=30)
v v v v X
n=6
New Bedford CMI ( ) v v
(Business Component) (n=4)
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3. METHODOLOGY

This evaluation effort included a variety of data collection and data analysis methods
conducted over the course of 2010 and 2011. This section presents an overview of the
research and evaluation approaches used.

3.1 Upfront Research

The Opinion Dynamics team conducted four tasks in 2010, which were the foundation of our
evaluation effort. We provided deliverables to the PAs for each of these tasks in advance of
the interim report. Below, we describe the tasks and deliverables for the upfront research
tasks.

Review of Program Information

The evaluation team reviewed all available databases and program materials provided to us
at the time this activity was being performed to understand the specifics of the community-
based partnerships and inform our evaluation approaches. Under this task, we reviewed the
following:

» Program Materials. The team reviewed each partnership’s planning, marketing,
application, and other materials. This review also included the websites and other
electronic materials of each effort and the effort’s stakeholders. We used the
findings to refine our approach to the other data-gathering efforts.

» Program Tracking Data. This task involved analysis of the tracking data to quantify
the levels of the partnership’s activity. The review of program tracking data as part of
the upfront research task was performed only for Renew Boston Business, as this
was the only parthership for which we were able to obtain a program tracking
database at that time.

In-depth Interviews with Partnership-dedicated Staff

At the beginning of each partnership’s evaluation effort, the evaluation team conducted
interviews with the partnership-dedicated staff. These include PA staff, as well as
implementation contractors. The primary goal of these interviews was to develop a complete
understanding of all aspects of each partnership and request additional information. The
interviews explored program structure, goals, status of implementation, achievements to
date, plans for future efforts, and potential barriers to execution. We conducted most of the
interviews in the spring of 2010 prior to each effort’s launch.
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Literature Review of Successful CBP Partnerships

The evaluation team conducted a review of recent studies and evaluations of local
government partnerships and community-based programs in other areas of the country with
the goal of identifying key aspects of a community-based program that contribute to the
success of each effort.? This research activity, which we conducted in the summer of 2010,
resulted in a memo of Successful Practices. Appendix A provides a copy of this memo.

Program Theory/Logic Model and Performance Metrics

To understand the underlying theory of behavior change behind community-based
partnerships, we developed an overarching theory of change for CBPs. This theory lists
barriers that CBPs are called to overcome and provides an overview of intervention
strategies employed by these partnerships to induce action.

In addition to the overarching theory of change, for each partnership, we developed a
program theory/logic model that documents key activities, outputs, and intended outcomes.
This activity allowed us to (1) determine any underlying assumptions and linkages between
partnership strategies and intended outcomes and impacts, and (2) provide a framework for
the evaluation. As part of each program theory/logic model, we attempted to document how
the partnership leverages other existing programs and efforts.

As part of the creation of the logic models, we also attempted to document performance
metrics for each partnership, if such metrics have been defined. Performance metrics allow
program staff and evaluators to measure if each activity undertaken by the partnership
actually leads to the intended outcome.

We performed this task in the fall of 2010. It resulted in a memo with the overarching theory
of change, as well as program theory/logic models and performance metric tables for each
of the efforts that are part of this year’s evaluation scope. The results of this task are
presented in Appendices F and G.

3.2 Follow-up Interviews with
Partnership-dedicated Staff

Between January and May of 2011, the evaluation team conducted a series of follow-up
interviews with partnership-dedicated staff at the PA, city government, and implementation
contractor levels. These interviews were separate from the stakeholder interview task. We
conducted these interviews with the goal of understanding the progress and status of each
partnership, submitting and coordinating requests for tracking and other data, and
developing communication and coordination mechanisms for future data requests.
Considering the goals, this effort took the form of an iterative process spanning several
months. During that time, the evaluation team attended on-site meetings and facilitated
conference and individual follow-up calls with the partnership-dedicated staff.

9 There has been a considerable amount of evaluation work conducted for government and institutional
partnerships, e.g., in California. Studies reviewed so far have included evaluations for San Diego Gas &
Electric, PG&E, and Southern California Edison. There have also been several papers written on the topic.
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3.3 Stakeholder In-Depth Interviews

In addition to conducting follow-up interviews with PA staff, city government and
implementation contractor staff dedicated to the community-based effort, the evaluation
team conducted a separate set of in-depth interviews with a variety of stakeholders,
including community-based groups, implementation contractors, city and municipal
representatives, and other market actors. When selecting the sample of stakeholders to
interview, we attempted to include a representative variety of organizations.

Table 3-1 provides an overview of the interviews, by CBP and type of stakeholder
organization.

Table 3-1. Stakeholder Interviews

Number of Interviews
ceP Population | - Community | coniaciors and Gtner
Stakeholders
Renew Boston Residential 18 4 4
Renew Boston Business 11 3 3
New Bedford CMI 6 4 2

The evaluation team conducted these stakeholder interviews during the months of February
and April 2011. The goals of the stakeholder interviews were to:

» Test barriers assumed by the theory behind each community-based partnership
» Assess the effectiveness of interventions

» Gain understanding of the successes and challenges of each effort

>

Understand the effectiveness of the effort’'s administration, coordination, data
tracking, and communication processes

Ultimately, these interviews inform our theory-based process evaluation and help the
evaluation team provide considerations for improvements to the effort.

Data collection instrument is provided in Appendix E of this report.
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3.4 Historical Participation Analysis

As an exploratory effort, we also examined trends in past participation for Renew Boston
Business. The ultimate goal of the historical participation analysis was to understand the
effect of a community-based partnership on one or more performance metrics. This task
involved comparing participation before and during the existence of the community-based
partnership. Historical participation analysis included the timeframe from January, 2008
through April, 2011. The results of the analysis are located in the Renew Boston Business
Detailed Assessment section of the report. Note that due to budget and data limitations, we
did not attempt to conduct this analysis on other efforts in 2011. More specifically, for
Renew Boston Residential we explored the possibility of doing historic participation analysis
as well as analysis comparing participation levels in comparison communities, but due to
the definition of the target audience (customers living in 1-4 unit homes with incomes 60%-
120%), lack of comparable communities, a myriad of other ongoing evaluation efforts, and
the evaluation budgets, we deemed those types of analyses of lesser value. These, however,
may be areas to explore further in future evaluation efforts.

3.5 Participant Research

The evaluation team conducted a telephone survey with program participants for the
following partnerships:

» Renew Boston Business
» Renew Boston Residential
» New Bedford CMI (Residential Component)

The evaluation team also conducted interviews with participants of the small business
component of the New Bedford CMI. However, due to the small population size, the
interviews were qualitative in nature. We defined participants as customers who received a
no-cost energy assessment and/or energy efficient improvements.

The table below provides an overview of our sampling approaches and completed interviews
by partnership.

Table 3-2. Participant Research Details

. Sample Completed . A Response

Partnership Frame* Interviews Type Sample Design Fielding Dates Rate
Renew Boston _ _ Survey Random sample Nov. 11 - Nov. 14%
Business N=629 n=ro 22,2011
Renew Boston _ _ Survey Random sample Dec. 15 - Dec. 17%
Residential N=2,170 n=r4 20,2011
New Bedford CMI In-depth Census attempt Dec. 7 - Dec. N/A
(business N=35 n=4 interviews 22,2011
component)
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
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New Bedford CMI Survey Census attempt Nov. 17 - Nov. 16%
(residential N=248 n=30 30, 2011
component)

*Sample frame is defined as unique phone numbers.

Participant research focused on the assessment of the partnership processes with limited
assessment of attribution (free-ridership and spillover) and measure installation. More
specifically, participant surveys explored the following topics:

» Verification of equipment installation (where relevant)
Sources of information about each partnership
Effectiveness of community outreach

Prior knowledge and behaviors as related to energy efficiency

YV V V V

Assessment of program processes (where relevant)
» Participant likelihood to implement projects without incentives (where relevant)

To ensure that comparisons can be drawn across partnerships, we designed data collection
instruments to include similar questions. Data collection instruments are provided in
Appendix E of this report.

3.6 Energy Savings Assessment

Renew Boston Residential, Renew Boston Business, and the New Bedford CMI all build
upon existing energy efficiency programs (e.g., HES program and Small Business Direct
Install program). All energy and demand savings resulting from community-based
partnership interventions are therefore counted as part of the core programs. As part of the
annual evaluation of those core programs, various impact evaluation activities are planned.
Therefore, the scope of this evaluation is limited to quantifying energy savings and, data
permitting, review of the savings data against the existing savings assumptions.

Where data were available, we also documented the costs associated with each community-
based partnership.10

10 The current scope of the evaluation work does not include cost-effectiveness analysis.
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4. RENEW BOSTON RESIDENTIAL

Renew Boston Residential is an energy efficiency effort led and coordinated by the City of
Boston Mayor’s Office of Environmental and Energy Services, aimed at promoting energy
efficiency, increasing energy savings, and creating green jobs in Boston.11

Renew Boston Residential is a partnership between the City of Boston, energy efficiency
PAs, implementation contractors, and community-based organizations. As a community-
based effort, Renew Boston Residential relies heavily on a network of community
stakeholders in promoting the partnership to potential customers. The effort builds on the
NSTAR and National Grid’s existing energy efficiency programs (i.e., the HES energy
assessment and weatherization and low income programs) administered in the area.
Supplemental funding for the effort comes from the American Recovery and Reinvestment
Act-funded Energy Efficiency and Conservation Block Grant (EECBG) program.12 This funding
is designed to cover customer co-pays for weatherization improvements.?3 Only customers
whose income falls between 60% and 120% of the state’s median qualify for EECBG-funded
incremental incentives as part of the Renew Boston Residential effort. Boston residents who
do not qualify for Renew Boston Residential incentives are channeled into either HES or low
income programs.

Consistent with the objectives of the EECBG programs, the implementation contractors
involved in the delivery of the effort engage Boston resident employees and subcontractors
to market the effort, perform energy audits, and offer installation services, thus creating
green jobs in the City of Boston.

The Renew Boston Residential initiative was scheduled to launch in June 2010. The effort
was soft-launched on August 26, 2010. Citywide rollout started in October 2010. The
approximately two-month delay in launch can be linked to contractual arrangements and the
need to finalize partnerships between the PAs, the City of Boston, and the implementation
stakeholders. While the delay in launching the partnership impacted the expected
performance of the effort in 2010, customers were not affected by it, since marketing of the
effort did not start until after the partnerships were established.

In addition to short delays in the launch of the effort, it took Renew Boston Residential some
time to ramp up its marketing and outreach activities. Due to delays with issuing requests
for proposals for engagement of community partners and other stakeholders, the ramp-up of

11 To distinguish between the residential and the business components of the Renew Boston initiative, the
residential portion of the initiative is referred to as Renew Boston Residential in this report.

12 The American Recovery and Reinvestment Act (ARRA) was passed in 2009 with the goal of spurring
economic activity and growth. Under the provision of the Act, $16.8 billion were allocated to energy efficiency
and renewable energy programs. The Renew Boston Residential effort received the Energy Efficiency and
Conservation Block Grant (EECBG) under ARRA funding in the amount of $1.8 million for weatherization
improvements. The funding needs to be disbursed by March 2012. Based on the additional information
provided by Renew Boston representatives after the completion of the evaluation efforts, the City of Boston’s
actual administration of the EECBG funding is scheduled to close September 13, 2012.

13 HES program offers a no-cost energy assessment and covers 75% of the weatherization costs (up to a
certain amount).
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the effort took approximately three months from the effort’s launch until the community
organizations were in place.14

This chapter presents our evaluation findings over the period from August 2010 through
December 2011.

At the time of the initial evaluation scoping meetings, based on the documentation provided
by and discussions with the initiative’s stakeholders, the evaluation team’s understanding
was that the part of the Renew Boston Residential effort that should be explored through
the evaluation and that was comparable to the other community-based outreach efforts
should include only the EECBG-funded component. The focus of this evaluation is therefore
limited to the EECBG-funded portion of the Renew Boston Residential initiative. When
referring to the Renew Boston initiative elsewhere in this or other chapters of the report, we
mean the EECBG-funded component of the initiative, unless explicitly stated otherwise.

It is important to note, that an independent evaluation of the full Renew Boston Residential
initiative was performed by the Peregrine Energy Group early in 2012. Unlike this evaluation,
Peregrine’s evaluation assesses the success of the Renew Boston initiative as a whole, with
analyses spanning beyond direct comparison of the effort’s achievements to the goals that
were set and including, among other things analysis of a lift in participation as compared to
historic levels and other communities. This other evaluation effort was conducted by the City
of Boston, not the PAs, and the content of this evaluation was not known to the PA
evaluation team until after the completion of this report.15> We cite some of the findings from
the evaluation report in Appendix | of this report. We also acknowledge that those findings
are valuable to better understanding the success of the initiative as a whole.

Research Methodology

Table 4-1 below provides an overview of the research activities performed as part of the
Renew Boston Residential evaluation. We provide a more detailed description of the
research activities and methodologies in the Methodology section of this report.

14 An RFP for community-based marketing and outreach for Renew Boston Residential was issued on August 9,
2010, with response expected on or before September 10, 2010. An RFP to engage Neighborhood Network
Coordinators was not issued until September 2010.

15 The Peregrine report was not made available to the evaluation team until the final review period for this
report (July 6, 2012).
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Table 4-1. Summary of Renew Boston Residential Evaluation Research Activities

Research Component

Description/Goal

Review of program information

Review of all available databases and program materials to
understand the specifics of the program and inform evaluation
approaches

In-depth interviews with
partnership dedicated staff

Interviews with PA staff to develop a complete understanding of
the partnership

Literature review of successful
community-based partnerships
(CBPs)

Review of recent studies and evaluations of local government
partnerships to identify key aspects of successful community-
based initiatives

Program theory/logic models and
performance metrics

Development of program-specific theory and logic model to
document key activities, outputs, and intended outcomes of the
initiative

Follow-up interviews with
partnership dedicated staff

Interviews with PA staff and implementation partners to
understand the progress and status of each partnership, as well
as submit and coordinate requests for tracking and other data

Stakeholder in-depth interviews

Interviews with variety of stakeholders, including community-
based groups, city and municipal representatives, and other
market actors to assess the effectiveness of intervention
strategies; gain understanding of the successes and challenges;
test barriers assumed by the effort’s theory and logic model; and
understand the effectiveness of the effort’s administration,
coordination, data tracking, and communication processes

Quantitative survey with
residential program participants

Structured interviews with program participants to inform process
assessment as well as assessment of energy savings

Program participants are customers who either received a no-
cost energy assessment, or those who received a no-cost energy
assessment and installed weatherization improvements

Energy savings assessment

Review of measure and savings data
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4.1 Renew Boston Residential Goals and
Accomplishments

Renew Boston Residential targets a subset of the Boston population - residential
customers with incomes between 60% and 120% of the state’s median residing in one-to-
four unit buildings. Renew Boston Residential goals were developed around both energy
savings and number of insulation projects. The City of Boston also has longer term goals for
Renew Boston Residential. The effort is expected to continue well beyond EECBG funding
and grow into a long-lasting and well-recognized brand in the Boston area.

As part of Renew Boston Residential, participants can get a no-cost energy assessment,
during which energy efficient lighting, programmable thermostats, low-flow showerheads,
and aerators are installed. Customers can also sign up to receive weatherization
improvements to their home, such as insulation and air sealing.16 Furthermore, customers
can get rebates for replacing their heating or water heating system with an energy efficient
one. They can also get rebates for purchasing a new refrigerator. All these measures are
offered as part of the HES program. With the exception of insulation improvements, where
EECBG funding is used to cover an additional $1,500 in costs per project, Renew Boston
Residential relies on the existing incentive structures.

Based on the program tracking data provided to us, as of the end of 2011, Renew Boston
Residential had achieved 29% of its total three-year energy savings goal (2010 through
2012). These savings were achieved through a variety of measures, including no-cost energy
efficient improvements made as part of energy assessment, as well as weatherization and
insulation measures.

Table 4-2. Renew Boston Residential Summary Table of Savings Goals and
Accomplishments

Year (m(fﬁg,'cu) ?rffr‘;]eB"t‘i‘)’ % of Goal
2010 20,643 3,631 18%
2011 42,519 29,029 68%
2012 50,131 In process In process
Total 113,293 32,660 29%

*Note that the adjusted pro-rated goal for the period from
the end of August 2010 to December 2010 (4-months)
would be closer to 11,800 mmBtu, with 30% of this goal
being achieved.

16 Note that air sealing is offered for free as part of the HES program.
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From the effort’s launch through the end of 2011, Renew Boston Residential completed
4,113 unigue assessments and 648 insulation projects.1” The goal for the effort was to
complete 3,040 insulation projects utilizing EECBG funding. Completed insulation projects
through the end of 2011, therefore, represent 21% of the goal.

Based on the additional information provided to us by the City of Boston staff after the
completion of the evaluation efforts, the goal of 3,040 insulation projects was an initial goal
set at the outset of the initiative’s administration. This goal was later changed to 2,000
insulation projects due to the revisions to the maximum EECBG funding allowed per
project.18 We recognize that the effort is closer to achieving its insulation project goal in light
of this new information (achieving 32% of the goals instead of 21% as provided in the table
below). However, since we did not receive the information pertaining to the change in the
number of projects until after this evaluation was completed, and no corresponding changes
in energy savings were provided, we retain the original project goals in this report but note
the revised “insulation jobs” goal and revised achievements (2,000 and 32% of total
insulation jobs, respectively).

Table 4-3. Renew Boston Residential Summary Table of Insulation Project Goals and
Accomplishments

Goal Achieved
(by (through o
September the end of e
2012) 2011)
No-cost energy assessments N/A 4,113 N/A
Insulation projects 3,040 648 21%

The 2012 Residential goals for the Renew Boston Residential initiative include completing
between 1,200 and 1,400 weatherization projects1® for customers across all income levels,
of which 100 are targeted to be whole-building weatherization projects performed in 2-4 unit
buildings.20

As previously mentioned, the scope of this evaluation only includes the EECBG-funded
portion of the Renew Boston Residential effort, which targets residential customers with
incomes between 60% and 120% of the state’s median income who reside in one- to four-
unit buildings. Due to the demographic and building characteristics of the target segment
and with the consideration of the evaluation funds, the evaluation team did not explore the

17 Source: RCS Summary Results excel file. Note that these numbers could not be reconciled with the other
program tracking files provided to us as part of the evaluation. See Data Tracking section for further detail.

18 Furthermore, based on the information provided by the City of Boston staff, wage negotiations with the
Department of Labor resulted in higher than projected contractor costs, which, in turn, reduced the total dollar
amount available through the EECBG for insulation improvements, which, in turn, resulted in a further
decrease in the total number of insulation projects from 2,000 to 1,700. To address the shortfall in grant
funds and an influx of applications, the City of Boston provided $500,000 to fund eligible Renew Boston
projects. This is expected to result in additional 500 insulation jobs.

19 These are defined as projects that include insulation and/or air sealing improvements
20 Source: Strategy Board presentation.
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performance of the effort against such additional metrics as lift in participation over time or
comparison in participation to another community (which can allow to better understand the
impact of the effort and its success).

As previously mentioned, a separate evaluation study of the Renew Boston Residential
initiative was performed by the Peregrine Energy Group in 2012 that evaluates Renew
Boston Residential as a comprehensive initiative (not only the EECBG-funded portion of it)
across a variety of performance metrics.21 The highlights from the report are presented in
Appendix | of this report. We believe that the findings provided in Peregrine Energy’s
evaluation report are of great value to understanding the impact and successes of the effort
as a whole, and therefore should be taken into account when looking at the success and
accomplishments of the Renew Boston Residential initiative overall.

In the sections that follow, we provide an analysis of marketing and outreach efforts, as well
as an analysis of savings, as those are metrics critical to fully assessing the success of the
initiative and the underlying reasons for the effort’'s performance. Please note that the
findings and analysis provided below are based on the data that we were able to obtain. The
Data Tracking Section at the end of this chapter provides a detailed overview of the data
that we were able to obtain from the PAs and other program stakeholders, as well as
challenges the evaluation team faced when obtaining and analyzing the data.

Job Creation

In addition to energy savings, the creation of green jobs was also an explicit goal of the
Renew Boston Residential initiative. The residential portion of the initiative aimed at
creating 58 jobs. Though requested, the evaluation team was unable to obtain jobs creation
data or reports and therefore could not conduct an analysis of the job creation
accomplishments or successes.

Renew Boston Residential Costs

This evaluation scope did not include a formal cost-effectiveness analysis. Based on the
program materials provided to us, Renew Boston Residential Initiative’s costs for
implementing the effort are not available in their entirety. As part of the effort, the City of
Boston planned to spend $150,000 on marketing and outreach through the end of 2011.
EECBG funding available for the initiative included $1.8 million dollars. The EECBG funds
were used primarily to cover incremental insulation costs among qualifying customers. PAs
were expected to contribute $11.9 million in HES program rebates and the existing HEAT
Loan program.22

Based on the Renew Boston Working Group presentation, PAs contributed $92,000 toward
outreach for Renew Boston Residential during a six-month period between July and
December of 2011.

21 “2011 Renew Boston Residential Results: Update on Participation and Savings from Weatherization.”
Prepared by Peregrine Energy Group on March 9, 2012.

22 The HEAT Loan program offers 0% loans to assist with the installation of qualified energy efficient
improvements. HEAT loans are available for up to $25,000 with terms up to seven years. Only customers living
in one-to-four unit residential buildings are eligible for HEAT loans.
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Based on the program tracking data provided by Next Step Living, $491,890 of the EECBG
funds was spent covering incremental costs for insulation improvements among income
qualified participants who completed weatherization projects through the end of 2011.23

Aside from the data described above, we did not receive any data on the initiative’s other
expenditures to date and therefore are unable to conduct a more detailed review of the
effort’s costs. (Note that this information was requested by the evaluation team.)

4.2 Renew Boston Residential Detailed
Assessment

Consistent with the overarching theory of change, the theory behind the initiative assumed
the following core areas were barriers that needed to be addressed to increase
participation:24

» Awareness/knowledge and perception
» Attitudes/willingness
» Ability

Below is a discussion of each of the customer-facing barriers. The ways Renew Boston
Residential attempted to address the barriers associated with awareness and knowledge of
energy saving actions are presented in detail in the Effectiveness of Marketing and
Outreach Interventions section. The section Facilitating Ability to Participate discusses
interventions beyond marketing and outreach that the effort undertook to induce action
through participation. Finally, sections Assessment of Program Delivery and Data Tracking
provide details related to program implementation challenges and data tracking
considerations that are essential components of customer satisfaction with the participation
process and streamlined program delivery.

Effectiveness of Marketing and Outreach Interventions

As part of the program theory developed by the evaluation team for the Renew Boston
Residential initiative, lack of knowledge of energy efficiency and specific ways to save
energy in the homes was assumed to be a barrier to participation among the targeted
customer segment.2> The participant survey explored the extent of prior knowledge of energy
efficiency options and influence of the program marketing and outreach on the customer
decision to participate.26

23 Note that this number might not be accurate due to the duplication of values across site IDs, for which the
evaluation team does not have an explanation. Furthermore, based on the analysis of the program tracking
data, there is $3,328 in EECBG funds among customers whose income verification is pending, and $67,617
among customers whose status is recorded as “opted out/over income.” The evaluation team does not have
an explanation for this seemingly contradictory information.

24 Appendix F contains a detailed description of the theory behind Renew Boston Residential.

25 Appendices F and G contain the theory and performance metrics developed for Renew Boston Residential.
26 |Interpretation of results is limiting since nonparticipant research was not conducted.
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Program participants seemed to have a fairly high level of awareness of ways to save
energy, and many were already aware of the program efforts. Prior to learning about the
opportunity for energy efficient improvements through the Renew Boston Residential
initiative, 47% of those that we interviewed already knew that NSTAR and National Grid
offered rebates for energy efficient improvements and a large majority (85%) were
knowledgeable of the ways to save energy in their homes. This finding indicates that
awareness might not have been a core barrier to adoption of energy efficiency. However,
only slightly less than a quarter (24%) said they were very knowledgeable of the energy
saving options and nearly every participant (95%) indicated their knowledge of energy saving
options in the home increased at least a little as a result of the initiative. This finding
indicates that the information provided by Renew Boston Residential provided valuable
information to the population that it touched.

Figure 4-1. Increase in Knowledge of Energy Saving Options Due to Renew Boston
Residential

95%
50% I

42%

40%

30%

26%

20%

10%
5%

o |

Didn't change Increased a little Increased Increased a lot
somewhat
(n=74)

To promote energy efficient offerings to customers, a neighborhood engagement network
was developed as part of the Renew Boston Residential initiative. This network relied on
known and trusted community partners, such as churches, schools, environmental and
community groups, and local volunteers. Based on the information provided to us by the
initiative’s stakeholders, as of the end of 2011, the Renew Boston Residential outreach
network included City of Boston staff, implementation partners (Mass Energy and Next Step
Living), three neighborhood network coordinators, and 13 community-based organizations.

Each community group or volunteer involved in the outreach for Renew Boston Residential
received training on eligibility criteria and implementation processes, as well as measure
offerings. Community groups have been serving 24 ZIP codes defined as the Renew Boston
Residential target area and represent a wide range of organizations catering to various
audience segments. These groups range from climate action groups to community
development organizations and are located across targeted Boston neighborhoods.
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Appendix H of this report provides further detail on the Renew Boston Residential
community engagement network. Note that the structure of the engagement network might
have changed from the time the review was performed.

Outreach activities performed by the community-based organizations included in-person
outreach, events, seminars and presentations. The Table below provides an overview of the
various outreach activities performed by the initiative stakeholders. In addition to the data
provided below, 26 houses of worship were contacted to facilitate outreach efforts. The
outcome data of those interactions was not provided.

Table 4-4. Overview of the Community-Based Outreach Events

Type of Outreach* # of Events
Tabling events 67
Presentations 60
Canvassing events 19
Landlord events 7

*Note that these estimates are based on the outreach data provided
to us. Due to missing data, the information provided in this table might
not accurately represent all of the community-based outreach events
performed as part of the effort.

Interestingly, Mass Energy tracked staff hours, as well as sign-ups per hour for the majority
of the events held in 2011. Based on the data tracked, it appears that canvassing events,
when compared to other sources of community-based outreach, are less efficient in terms of
sign-ups per staffing hour.

Table 4-5. Sign-ups per Hour by Outreach Approach**

Canvassing Events
Events 15
Sign ups 171
Staff hour 151
Sign-up/hour 1.13
Tabling Events
Events 65
Sign ups 588
Staff hour 287.25
Sign-up/hour 2.05
Presentations
Events 56
Sign ups 317
Staff hour 104.5

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
——————— CORPORATION

Page 28



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Renew Boston Residential Page 34 of 324

Sign-up/hour 3.03
Landlord Events

Events 7

Sign ups 534

Staff hour 157

Sign-up/hour 3.40

**Note: Information in this table only includes events
where sign-ups and staff hours were tracked by Mass
Energy so the total numbers are slightly smaller than
the table above.

In addition to the outreach performed by community-based organizations and other
stakeholders, Renew Boston Residential utilized more traditional sources of marketing,
including mailers, print and TV advertising, e-mail blasts, water bill inserts, out-of-home
advertising (e.g., door hangers, MBTA advertising), among other things. Namely, 22,973
email blasts were sent in 2011, with an open rate of 26%. Furthermore, 100,923 mailers
were sent in 2010 and 2011. One MBTA system-wide ad was run from September through
November. Renew Boston Residential also has a fully functional website where customers
can learn more about the initiative.

Later on in the initiative’s implementation stages, a referral program was launched, where
incentives were offered to community organizations and past participants for bringing new
participants into the program.

Tracking of prospects and their movement through the participation process was not done
until July, 2011. Based on the data that were tracked (July 2011 - December 2011), of the
total number of prospects, 38% scheduled an audit, 20% had an audit performed, 7%
scheduled weatherization work, and 3% had weatherization work performed.2” Note that this
includes both EECBG-qualifying and non-qualifying customers; there was no way to
distinguish between these groups in the files provided.

27 Note that these data are based on the total number of prospects and participants, and not just those who
qualified for the EECBG-funded portion of the initiative.
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Figure 4-2. (Includes EECBG-qualifying and Non-qualifying Customers)

Prospects Audits Audits Weatherization Weatherization
Reached —> Scheduled > performed —_— Scheduled > Performed
100% 38% 20% 7% 3%

As part of the data tracking process, Next Step Living recorded sources of information, as
reported by participating customers. The results suggest that word of mouth and community
outreach were the core sources of information about the initiative.

Figure 4-3.Participant Sources of Information

Word of mouth

Other __ 28%

25%

Event Tabling -
7%

\ City/
Web search Community

9% outreach

(n=4,511) 24%

* Note: the source of this information is the Next Step Living data file. The data
presented in this figure includes income-verified customers who received a no-
cost assessment and/or weatherization improvements through the end of 2011

Consistent with the outreach strategies recorded in the program tracking data, participants’
initial recollection of the sources of information as reported by the survey respondents is
dominated by friends/family members, local community organizations, and bill inserts.28
When prompted, participants remembered hearing about Renew Boston Residential through
NSTAR/National Grid, Next Step Living, the Renew Boston website, and information received
through the radio, TV, and newspapers. (See figure below.)

While the complete analysis of marketing and outreach effectiveness requires research to
be conducted with non-participants, as well as participants, participant research suggests
that information received through the above-mentioned sources appears to be an effective
strategy of reaching and convincing customers to participate. Program participants reported
that word-of-mouth (information received through friends or family members) and

28 Asked as unaided open-ended question.
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community organization outreach were of fairly high influence on their decision to get a no-
cost energy assessment. As discussed below, participants trust both the community groups
they interacted with, as well as neighborhood organizations in general.

Figure 4-4. Sources of Information and their Reported Effectiveness

Source through which seen or heard about Renew Boston  g,rce through which FIRST Best source to provide
Residential - (aided responses)* heard about Renew Boston I nfluence score** '"forg'fs‘:g‘r’lgg)'lﬂded
(n=74) Residential (unaided (n =74
responses) (n=74) o
4%
NSTAR/National Grid A 3% 5.9 (n=41)
NextStep Living 0% 5.5 (n=39) 0%
Renew Boston Website 0% 5.9 (n=38) 0%
Radio, TV, or Newspapers 11% 5.2 (n=32) 66%
9
City of Boston 8% 55 (n=33) 0%
Local Community Organizations 11% 5.9 (n=27) 18%
9
Brochures/Flyer 4% 5.0 (n=23) 19%
Friends/Family/Neighbor 24% 6.8 (n=13) 12%
Mass Energy 3% 65 (n=2) 0%
Bill insert/Mailer 14% 5.0 (n=1) 54%
0% 10% 20% 30% 40% 50% 60% ““Based on 1-7 scale, where 1 “*sum i§greaterthan 10(?%due
means notatall influentialand 7 to multiple response option
means very influential
*Sum is greater than 100% due to multiple questions and multiple response option
Sources not asked about directly (n=74)
Landlord 4% N/A 0%
Phone Call 3% N/A 4%
Email 3% N/A 4%

Of the participants who learned about Renew Boston Residential through a local community
organization, 68% report attending a meeting hosted or facilitated by the organization, 20%
report receiving an in-person visit, 16% report receiving a mailer, and 24% report interacting
with the organization in some other way. Participants also remember the names of the
organizations that they interacted with. Responses included Mass Energy, Greening Rozzie,
Neighborhood of Affordable Housing, Nuestra, and Allston-Brighton Community
Development Corporation. Only 8% could not name the group.

The Renew Boston Residential initiative capitalized on the reputation of community
organizations and trust they yield to spur customer desire to participate. Through the survey
effort, we explored the level of trust participants have in specific organizations they
interacted with, as well as in neighborhood organizations in general. Nearly all participants
(91%) trust the organizations they interacted with as part of Renew Boston Residential.2®
General trust in community-based organizations is also high. As seen in Figure 4-5,
participants trust neighborhood based organizations as much as they trust utilities.

29 We asked only those participants who could remember the name of the community organization with which
they interacted about the level of trust.
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Figure 4-5. Reported Trust in Various Sources of Information

| | Top Two box

Neighborhood-based organizations 31% 84%
NSTAR or National Grid 43% 41% 84%
Environmental organizations 28% 58%
Contractors w 38% 65%
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*Response “not familiar with the source” is included as part of the denominator

Part of the Renew Boston Residential goal was to build a well-recognized brand in Boston.
When asked about the name of the initiative, more than a third (38%) of participants
identified the initiative as Renew Boston. Another 16% said that the name of the initiative is
Mass Save, and 9% said the name of the effort is Next Step Living. Nearly a third (27%) did
not know the name at all. When asked about the sponsor of the initiative, more than a third
(39%) named NSTAR, 26% named City of Boston, and nearly a fifth (19%) could not provide
the answer. Other responses to the question included National Grid, Mass Save, Renew
Boston, Next Step Living, and other entities.

As part of the initiative, outreach representatives were trained on the program specifics and
participation processes. To increase the relevance and effectiveness of the outreach
representatives, Mass Energy trained community partners on the energy efficiency offerings,
thus ensuring that the representatives can comfortably discuss the effort with customers,
answer any questions, and take full advantage of the opportunities for energy savings that
each customer presents. Through the end of 2011, nine training sessions were held in-
person and over the phone. The community group representatives that we interviewed as
part of the evaluation were generally satisfied with the level of training provided. Program
participants gave outreach representatives high ratings in terms of their knowledge, thus
indicating that the training efforts were effective.
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Figure 4-6. Knowledge of In-Person Outreach Representatives

Who qualifies for the initiative 2%
Ways to get financial support 68%
How to save energy in your home 64%
0% 50% 100%
(n=25) M Very knowledgeable

Facilitating Ability to Participate

As part of the program theory that the evaluation team developed as part of the evaluation
process, financial inability of the target segment to afford energy efficient improvements
was assumed to be one of the core barriers to adoption of energy efficiency, as were
language limitations, time, and paperwork requirements.30 Figure 4-7 below presents a
snapshot of barriers to energy efficiency as reported by program participants. Following the
graphic is a discussion specific to customer-facing barriers and the way the Renew Boston
Residential initiative approached addressing them.31

30 These barriers are outlined in program theory, which can be found in Appendix F.
31 Interpretation of results is limiting since nonparticipant research was not conducted.
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Figure 4-7. Barriers to Energy Efficient Improvements

Costof energy efficient equipment or repairs 56%
Existing equipment or building conditions
Age of home

Structural characteristics of the home

Lack of time

Lack of knowledge on exactly what to do

Lack of cooperation of others in the home 12

Availability of energy efficient products 109
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Costs of Energy Efficient Improvements or Repairs. According to program participants, cost
of energy efficient equipment (56%) was one of the major barriers preventing them from
taking energy saving actions (in the present and in the past).32 Renew Boston Residential
tried to mitigate the cost barrier through offering additional incentives and financing options.
Renew Boston Residential covers 75% (up to $2,000) of costs associated with
weatherization improvements, as offered through the Mass Save HES program. An
additional $1,500 for weatherization per participant residing in a one-to-four unit home is
also available through the city EECBG funds to make the total cap for weatherization rebates
$3,500. This means that target customers receive a no-cost energy assessment and
weatherization improvements up to $3,500 for free as part of the Renew Boston initiative.
To further entice participation among the key target audience and achieve greater depth of
savings, the partnership also offers additional financing in the form of the Mass Save
Residential 0% HEAT loan program for participants who make improvements beyond what is
covered through Renew Boston Residential.33

As further described in the Analysis of Initiative Impact on Energy Saving Actions section of
this chapter, these additional incentives influenced customer likelihood to proceed with the
weatherization project.

32 Rated as a 6 or 7 on a 1-7 point scale, where 1 means not a barrier and 7 means a major barrier.

33 The HEAT Loan program offers 0% loans to assist with the installation of qualified energy efficient
improvements. HEAT loans are available for up to $25,000 with terms up to seven years. Only customers living
in one-to-four unit residential buildings are eligible for HEAT loans.
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Pre-Existing Conditions. Another 26% of program participants mentioned that existing
equipment and building conditions were a major barrier to energy efficient improvements.
Furthermore participants mentioned the age (25%) and structural characteristics of their
homes (22%) as major barriers. About a third of the participants (34%) said that pre-existing
conditions such as knob-and-tube wiring, combustion safety, moisture, asbestos, etc.,
prevented insulation improvements and had to be addressed for the improvements to
happen.

This is consistent with the information tracked by Next Step Living. According to their
program tracking data, 32% of income verified households who received a no-cost home
energy assessment (from program inception through December 2011) had one or more pre-
existing conditions present that could have prevented weatherization improvements.

Interestingly, pre-existing conditions are significantly less likely to be present among income
qualified participants who received weatherization improvements as compared to income-
qualified participants who did not have their homes weatherized (20% vs. 35%). This further
supports the finding that pre-weatherization conditions present an impediment to
weatherization improvements.

Initially, Renew Boston Residential planned no interventions to address pre-weatherization
barriers as part of the initiative’'s implementation process. However, after recognizing the
existence of pre-weatherization barriers and their impact on participation rates, the initiative
searched for and implemented solutions aimed at addressing those barriers. The City of
Boston sought additional funding from private funds (e.g., Home Depot grant), as well as its
Neighborhood Development program to cover pre-weatherization work. Based on the
information provided to the evaluation team by Boston Renew Boston representatives after
the completion of the evaluation efforts, the City’s plan to utilize the Neighborhood
Development program to cover pre-weatherization work changed in the course of the
program administration, and the City did not use these funds to cover pre-weatherization
improvements. Instead, the US Department of Energy decided to allow EECBG fund
recipients to use a percentage of the EECBG funds for pre-weatherization work.
Furthermore, according to the City’s representatives, Next Step Living provided additional
funds as part of its “contractor contribution” to the initiative.

Of the participants who said they faced pre-weatherization barriers, a majority (88%) stated
that the Home Energy Specialist provided them with enough information on what to do to
address those conditions. However, only about half (52%) resolved these pre-existing issues.
The reasons given for not addressing the barriers included primarily costs, followed by time
constraints and not knowing who to contact or where to go.

Facilitation of Participation. Less than a fifth of participants (17%) mentioned that lack of
knowledge on the process of making improvements was a major barrier, 19% noted lack of
time as a major barrier to energy efficiency, and 12% reported lack of cooperation from
others in the household as a major barrier. To facilitate participation in the initiative, the
program offered translation services, as well as additional support by the outreach team.

Of 2,169 participants that we tried to reach for the survey efforts, only 7 had language
problems that prevented them from participating. This might serve as an indicator that,
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among those who had an energy assessment and/or weatherization work performed,
language did not appear to be a challenge to participation.34 As described in greater detail,
in the Assessment of Program Delivery section of this chapter, the initiative attempted to
significantly streamline the delivery process. While it is hard to assess the success of the
initiative in facilitating participation without conducting research among non-participants,
participant responses show overall high levels of satisfaction with ease of participation.

Assessment of Program Delivery

Initially, Renew Boston Residential was implemented according to the effort’s design, with
the City of Boston coordinating the effort, the network of community groups conducting
outreach, and four implementation contractors delivering energy services (audits and
installations), assisting in follow-up outreach, and conducting income verification.35 As
mentioned in the sections above, the Renew Boston Residential effort has developed and
used a robust network of community organizations that provide solid coverage of the area
and the target audiences. Renew Boston Residential also employed traditional marketing
tactics, including online and print collateral, radio advertising, advertising through water
bills, etc. Based on the information provided to us by Next Step Living, as the initiative
matured, the outreach became more formal and focused. Some of the core changes
included:

> Increased focus on owner-occupied triple-deckers

» Implementation of several outreach-focused positions within the City of Boston and
the implementation partner organization

» Periodic meetings related to the marketing and outreach activities

During the initial implementation stages, multiple challenges emerged that prevented the
desired levels of participation (in terms of audits as well as installations). Below, we provide
an overview of the challenges Renew Boston Residential faced, as well as actions taken to
address those challenges. Notably, once the challenges were identified, partnership
stakeholders sought to make relevant changes to the design and delivery of the effort to
address the challenges and optimize the delivery of the effort.

Table 4-6. Implementation Challenges and Actions Taken to Address Them

Challenge

Action Taken

Income verification process

Since only customers with incomes between 60% and 120%
of the state’s median income qualify for additional
incentives, the effort required customers to go through an
income-verification process to take advantage of the

Change income program approach

The new approach required obtaining a written affidavit
from customers that they are income qualified and that
they agree to provide all necessary information if an
income verification were to be conducted. Customers are

34 The survey effort was conducted in English only. A separate disposition code was created to classify
customers who had language difficulties.

35 Mass Energy Consumers Alliance conducts income verification for the Renew Boston Residential effort. Next
Step Living conducts audits and performs installation work among the Renew Boston Residential target
audience segment. ABCD is the implementer of the low income program, while CSG is the lead implementer of
the Mass Save program.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
Page 36 ——————— CORPORATION




2011 Energy Efficiency Annual Report
Appendix C - Study 30

Renew Boston Residential Page 42 of 324

Challenge Action Taken

additional EECBG-funded incentives. This process took a still asked to provide income-verification information
considerable amount of time and required customers to prior to receiving an audit if they would rather do it at
submit personal and tax information. This resulted in high that time. While the new affidavit process might
customer attrition either due to reluctance to wait and/or potentially result in non-qualified customers taking
reluctance to provide personal information. advantage of the additional incentives, this change has

alleviated one of the biggest bottlenecks and made
Renew Boston Residential more customer-friendly by
getting customer energy assessments sooner.

Pre-weatherization barriers Seek out private funding
Due to the older building stock in the City of Boston, pre- The City of Boston sought additional funding from private
weatherization barriers had a strong negative effect on funds (e.g., Home Depot grant), as well as its

participation. Since these improvements are not covered by Neighborhood Development program to cover pre-
the partnership funds, many customers often could not cover | weatherization improvements among the target
pre-weatherization costs and therefore opted out of segment.

participating in the effort. Furthermore, the need to pay for
pre-weatherization improvements out-of-pocket caused
customer dissatisfaction, as they were initially promised no-
cost energy efficient improvements.

Reaching target audience Longer and more flexible hours

As initially designed, the effort was not fully equipped to The partnership offered customers extended call center
meet the needs of the customer demographic in terms of hours and flexible audit and installation scheduling
scheduling audits and operating hours of call centers as options.

these customers tend to call later at night to inquire about
participation and are generally not able to take time off work
to be present during an audit.

Language barrier Foreign language translations
Due to the cultural diversity of the Boston population, the The City of Boston translated its marketing and collateral
Renew Boston Residential effort faced language and other materials into several foreign languages (e.g., Spanish

cultural barriers that prevented the effort from successfully and Chinese).
reaching out to potentially “willing to participate” customers.
These barriers were particularly pronounced with Renew
Boston marketing and outreach materials, call center staff,
in-language auditors and installers, and income-verification
personnel at Mass Energy Consumers Alliance.

Multiple step participation process. More efficient process

For a customer to participate in the effort, they had to The implementation contractors reduced the audit and
undergo a 14-step process from audit to measure home weatherization process from 14 steps to seven
installation. In addition, the involvement of multiple entities steps. The participation process currently includes three
in the effort and absence of a single point of contact that visits to a customer’s home on average. Steps taken to
could guide a customer through the participation process streamline the process of participation in the effort

reduced customer desire to follow through with participating. | included combining several visits into one, among other
things. The implementation contractor also has account
managers, who act as concierges, helping customers
through all of the steps in the participation process. In
addition, the PAs started offering a one-audit process in
May 2011, further streamlining the “audit-to-
weatherization” process.
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Challenge

Action Taken

Tenant/landlord issues

Split incentive issue, where tenants are not willing to make
improvements to the property they do not own and landlords
are reluctant to improve the homes they do not live in, has
historically been a barrier to energy efficiency.

Template forms and informational sessions

The City of Boston developed template forms for
landlord/tenant approval of audits and installations to
alleviate the split incentive challenge. The partnership
also held informational sessions for landlords as part of

Renew Boston Residential in conjunction with the
Massachusetts Rental Housing Association.

In addition to these challenges, internal coordination of the effort is of particular importance
for Renew Boston Residential because of the multiple entities involved in the delivery of the
effort. Tight coordination can help avoid customer confusion, minimize missed opportunities,
and ensure overall customer satisfaction. Based on the interviews we conducted with
stakeholders, while the effort did not face considerable stakeholder interaction challenges
overall, opportunities exist for improved coordination and follow-up.

Overall participants provided relatively high satisfaction ratings with their participation
process; however, there were some participants who were not fully satisfied and as such,
opportunities for improvement exist. Participants indicated that participation was relatively
easy, and the majority would recommend the program to a friend. More specifically, 55% of
respondents felt that the overall participation process was very easy and 54% of
respondents felt that understanding the Renew Boston initiative participation requirements
were very easy.36 Furthermore, 72% of participants said that it was very easy to schedule an
audit, and 44% said that time slots available for the weatherization work were very
convenient.37 Across the board, program participants report high levels of satisfaction with
the audit visit and weatherization process - 71% were satisfied with their overall experience
with the assessment.38 In comparison, 94% of the HES program participants report being
very or somewhat satisfied with the energy audit as a whole experience.3?

36 Very easy is a rating of 7 on a 1 to 7 point scale, where 1 is very difficult and 7 is very easy.

37 Very convenient is a rating of 7 on a 1 to 7 point scale, where 1 is very inconvenient and 7 is very
convenient.

38 A combined rating of 6 and 7 on a scale of 1 to 7, where 1 is not at all satisfied and 7 is very satisfied.

39 Please note that results are not directly comparable due to differences in scales respondents were offered
to use to rate their satisfaction. In the Renew Boston Residential survey, participants were asked to rate their
satisfaction using a 1 to 7 point scale, where 1 is not at all satisfied and 7 is very satisfied, whereas in the HES
participant survey, respondents were asked to rate their satisfaction using a four-point scale of very satisfied,
somewhat satisfied, not very satisfied, and not at all satisfied.
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Figure 4-8. Satisfaction with the Assessment Process

Mean

Professionalism of the assessor 11% 6.4

Level of expertise of the assessor 9% 6.4
Clarity of the information provided by the assessor 9% 6.3

Amount of time the assessment took 57% 18% 6.0

Overall experience with the assessment m 16% 6.1
0% 20% 40% 60% 80% 100%

(n=74)
W Very Satisfied (7) Satisfied (6)

Only 18% of the respondents required additional support or assistance. The types of
assistance included scheduling installation, finishing up installation, project decision-
making, and questions about project paperwork. Respondents who needed support report
receiving it through Next Step Living, the call center, and the City of Boston. Of the
respondents who received additional assistance, 38% were very satisfied; however, it is
important to note that nearly one-third (31%) were very dissatisfied with the additional
assistance.#0 The top reasons for the dissatisfaction were installation delays, lack of
communication/assistance, and the work left unfinished.

Over two-thirds of program participants (80%) recommended this initiative to someone else
(friend, relative, co-worker etc). When asked about suggestions for improving the initiative
in the future, some of the responses included greater publicity for the program (more ways
to find out about the program), improved communication/coordination and improved
customer assistance, having a more efficient participation process, better trained auditors,
better availability/accessibility of information about energy efficiency measure, have a single
contact person for the duration of the project, relax the requirements to be eligible for the
initiative, better education about overall program participation process and increased
incentives.

Energy Savings Analysis

As part of the program tracking data request, the evaluation team obtained participant,
measure, and savings data from CSG. The file contained jobs completed from the effort’s

40 On a scale of 1 to 7, where 1 is not at all satisfied and 7 is very satisfied.
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inception through the end of 2011). The evaluation team, however, was unable to reconcile
the project and savings information in the file provided to us by CSG with the other files
(refer to the Data Tracking section for more detail). The results of the analysis presented in
this section do not align with the partnership impacts presented elsewhere in this report,
and are included here with the goal of providing additional context around sources of Renew
Boston Residential savings (in terms of measures).

Based on the partnership tracking database, the measures installed through Renew Boston
Residential include, among other things, lighting, programmable thermostats, low-flow
showerheads, faucet aerators, air sealing, and insulation. Table 4-7 below provides an
overview of measure quantities and savings resulting from measure installation. As seen in
the table, insulation and lighting improvements contributed the majority of the savings.
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Table 4-7. Numbers of Measures Installed and ex ante Savings

Total
ex ante Savings
through December 2011* %

Quantity (mmBtu) Savings
Insulation N/A 11,870 43%
Lighting 45,384 7,004 25%
Thermostats 1,476 6,142 22%
Air sealing N/A 1,083 4%
Showerheads 1,180 840 3%
Heating systems 13 108 0%
Faucet aerators 1,537 87 0%
Fridges 19 86 0%
Water heaters 7 56 0%
Other N/A 376 1%
TOTAL 49,616 27,651 100%

It should be noted that all energy and demand savings resulting from Renew Boston
Residential are tracked as part of the HES program. Rigorous impact assessment is
performed as part of the HES program evaluation.41 To avoid duplicating the efforts, limited
assessment of the initiative’s impacts was performed.

As part of the survey effort, we verified receipt of the measures listed in the tracking
database. Nearly everyone reported receiving measures associated with their projects in the
tracking database (99%). One respondent said that he/she received only some of the
improvements, but not all of them, and another one could not remember receiving

incentives for weatherization improvements.

Analysis of Initiative Impact on Energy Saving Actions
Despite the fact that net-to-gross analysis was not included in this year’s evaluation, as part
of the survey effort, we explored the influence of various components of the initiative on
energy efficient improvements made as part of and/or outside of the initiative. We explored
the following areas through the participant survey:

» Influence of the effort’s marketing and outreach on decision to participate

» Influence of the energy assessment on the decision to make energy efficient
improvements (as part and outside of the Renew Boston Residential initiative)

» Influence of the incentives/financing options offered as part of the initiative on
participant decision to make energy efficient improvements

41 As mentioned elsewhere in this report, savings resulting from Renew Boston Residential are counted as part
of the existing energy efficiency programs administered by NSTAR and National Grid, more specifically HES
program. All projects completed as part of Renew Boston Residential appear in the program tracking
databases provided to the HES evaluation team and will be a part of the impact analysis.
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Influence of the effort’s marketing and outreach on decision to participate

Program participants report program outreach as an influential factor in moving them to sign
up for a no-cost audit. When asked about the influence of various types of outreach
mechanisms on their decision to schedule an assessment, the average rating varied from
5.0 to 6.8 depending on the outreach source (see Figure 4-9).42

Influence of the assessment recommendations on the decision to make energy efficient
improvements

Over three-fourth of participants (77%) rate recommendations received as a result of the no-
cost energy assessment as useful.43

Fifty-four percent of participants reported making energy efficient improvements as a result
of the energy assessment recommendations, whether through the initiative or on their own.
Overall, these participants reported a high level of influence (average score of 6.144) of the
energy assessments on their decision to make their homes more energy efficient.

As seen in the graphic below, participants who made energy efficient improvements through
the Renew Boston Residential initiative rate the influence of the assessment on their
decision to perform those improvements as 5, 6, or 7 on a 1 to 7 point scale, where 1 is not
at all influential and 7 is very influential. Participants who made improvements but made
them outside of the initiative have more of a variation in their scores; however, a large
number still indicate that the energy assessment had a large influence.

Figure 4-9. Influence of Energy Assessment on Decision to Perform
Energy Efficient Improvements

Made EE improvements as part of Renew Made EE improvements on their own imlglr?)cgr:rgr?tieazngafof
Boston Residential (heating systems, windows, insulation) Rehew|BostonlResidential
16 n=24 n=34

Influence of assessment
ondecision to perform EE
improvements

2 2 (1 (1) (38 (15
E EEEEEEE

Notat all influential Very influential Notat all influential <——F———> Very influential

An additional 14% of participants (n=10) made energy efficient improvements spanning
beyond the energy assessment recommendations, including weather-stripping, insulation,

42 0n a 1 to 7 point scale, where 1 means not at all influential and 7 means very influential.
43 A combined rating of 6 and 7 on a scale of 1 to 7, where 1 is not at all useful and 7 is very useful.
44 0n a 1 to 7 point scale, where 1 means not at all influential and 7 means very influential.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
Page 42 ——————— CORPORATION



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Renew Boston Residential Page 48 of 324

windows, doors, and appliances. For 50% of these participants, the influence of the
assessment was rated as 5 or higher on their decision to go ahead with the additional
improvements, indicating that the assessment might have triggered additional
improvements and therefore savings.

In addition to all of the improvements already made as a result of the energy assessment
(whether as part of the initiative or outside of it), 61% of participants who still have
recommended improvements to make say they plan on making them within the next year
and 13% say they might make additional improvements within a year. Some of the planned
improvements include insulation (32%), windows (30%), heating systems (21%), appliances
(6%), and doors (6%).

Influence of the incentive/financing options offered as part of the initiative on participant
decision to make energy efficient improvements

Through the participant survey, the evaluation team also explored the likelihood of
participants weatherizing their homes if 1) participants had to pay the full cost of
weatherization improvements they received and 2) participants had to pay the cost of
weatherization improvements without EECBG funding. Average likelihood to perform
weatherization work absent any incentives is 2.8, with close to a third of participants (31%)
saying that they would have been not at all likely to weatherize their homes.#> Average
likelihood to perform weatherization work absent EECBG funding is 3.8. Six percent of
participants rate their likelihood as 1 and 25% as 2.46 This indicates that EECBG incentives
provided additional motivation to make weatherization improvements.

As previously mentioned, Renew Boston Residential provided additional funding to cover, at
least partially, pre-weatherization work. This coverage seems to have made a difference in
the number of completed projects; however, some opportunities were missed. Three
participants we interviewed who faced pre-weatherization conditions had those conditions
addressed with the help of funding provided through Renew Boston Residential. Of those,
two said they would not have been able to proceed with weatherization improvements if pre-
weatherization work had not been covered. However, of the six participants who did not
make weatherization improvements and who faced pre-weatherization barriers, five reported
being very likely to have made the improvements had additional funding been available to
address those barriers.

Data Tracking

Tracking core performance metrics is integral to the success of any initiative. Tracking
participant, project-level, as well as other data supports a variety of purposes, including
marketing and outreach, performance monitoring, workflow management, and evaluation
and verification.

Based on stakeholder interviews and multiple discussions with the initiative’s staff, Renew
Boston Residential collects a variety of data, including outreach statistics, conversion rates

45 Average rating is based on a scale from 1 to 7, where 1 is not at all likely and 7 is very likely. Not at all likely
represents a rating of 1 on the same scale.

46 On a scale from 1 to 7, where 1 is not at all likely and 7 is very likely.
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from outreach to energy assessment to installation, participant and measure data, customer
interactions, job creation data, etc. The evaluation team, however, faced considerable
challenges obtaining the data. Through data requests fielded by the evaluation team, we
received the following data files:

e Program materials, including RFP for marketing and outreach activities, explanation
of goals, as well as marketing, outreach, and training materials.

e Program tracking database capturing contact, as well as proposed and installed
measure information at the project level. The program tracking database also
contains savings information resulting from the installed measures. CSG, one of the
effort’s implementation partners, provided us with the program tracking database.
Notably, based on our understanding, CSG’s program tracking data underwent an
additional verification process, where the data was compared to the data tracked by
Next Step Living for accuracy. We did not receive a revised/verified program tracking
database.

e Program tracking database capturing contact, proposed and installed measure
information at the project level. The program tracking database also contains cost
information and sources of outreach as reported by program participants. The data
was provided to us by Next Step Living, one of the effort’'s implementation
contractors.

e Outreach tracking data, containing various levels of detail about the types, frequency,
and results of various outreach tactics. The data was provided to us by Next Step
Living, one of the effort’s implementation partners, but it is our understanding that it
is collected and managed by Mass Energy, the lead implementation partner.

e Summary of the effort’'s achievements. These data included a summary of
assessments and weatherization projects performed as part of Renew Boston
Residential, as well as the HES program in Boston between Q1 2010 and Q4 2011.
The data was provided as a summary table without an opportunity to review
underlying data.

e PowerPoint presentations with summaries of Renew Boston Residential
achievements to-date. These presentations, however, provided data summaries
without an opportunity to analyze underlying data.

Review of the data revealed issues with data quality, primarily stemming from missing data,
duplicate data, and contradictory data entries within a datafile. Furthermore, despite
multiple attempts and various manipulations, data could not be reconciled across the
various data files (e.g., counts of energy assessments, weatherization/insulation projects,
and energy savings). The reason for might be that various data is owned, hosted, and
managed by various entities (e.g., Next Step Living, CSG, the City of Boston, Mass Energy,
etc.) that might not necessarily use the same guidelines.4”

47 During our interviews with PAs, we discussed the issue of discrepancies between data reporting practices
currently employed by implementation contractors and PAs. When reporting on their energy efficiency
programs, PAs only include completed and closed projects (audits or weatherization) in their periodic reports,
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The marketing and outreach data that we received was fragmented and often covered
different time frames, which made it not easily usable for evaluation purposes. The format in
which the data was provided made the analysis more time-consuming. The evaluation team
did not receive comprehensive data dictionaries with the definitions of the data fields.

The evaluation team did not receive requested data that would allow us to fully assess the
initiative’s accomplishments. Examples of data we could not assess include jobs and full
cost data.*8

The fragmented nature of the data prevented the evaluation from being able to confidently
draw conclusions about the successes of the initiative’s processes. Inability to reconcile the
participant, project, and savings information also raises concerns about the accuracy of the
initiative’s accomplishments. Overall, the data that we obtained was deemed insufficient to
comprehensively and accurately assess the Renew Boston Residential initiative.

whereas Renew Boston Residential implementation contractors report on the scheduled but not yet completed
projects.

48The evaluation shared these concerns with the PAs in advance of submitting this report. Data requests and
follow-ups, the format of some of the data files, and absence of data dictionaries resulted in a considerable
use of the evaluation resources.
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5. RENEW BOSTON BUSINESS

Renew Boston Business is a community-based effort that provides outreach and incentives
to small commercial customers (less than 20 kW in monthly electric demand) in the City of
Boston. In addition to these small commercial customers, during the implementation stage,
the partnership was expanded to include all restaurants in the City of Boston, regardless of
their electric demand. This change was designed to be a strategic effort to boost the
initiative’s gas savings.

Similar to the Renew Boston Residential component, the City of Boston Mayor’s office leads
and coordinates the business portion of the Renew Boston initiative. The City of Boston, in
coordination with the Boston Main Streets organization, manages the outreach efforts. Rise
Engineering is the implementation contractor that conducts marketing and outreach,
performs audits, and directs installations. National Resources Management (NRM) is a
designated refrigeration contractor that performs follow-up visits for the installation of
refrigeration equipment.

Renew Boston Business builds on the existing Small Business Direct Install program offered
by NSTAR and National Grid.4° This program is a turnkey offering that includes a no-cost
audit and direct installation of energy efficient lighting equipment, programmable
thermostats, vending misers, and other energy saving measures either at the time of the
initial audit visit or the follow-up installation visit. PAs cover up to 70% of the costs
associated with the installation of energy efficient equipment.

The ultimate goal of Renew Boston Business is to increase awareness of and participation in
the existing Small Business Direct Install programs and channel business customers into
prescriptive and custom programs offered by NSTAR and National Grid, while advancing
green job creation in the area. The effort is funded through an ARRA-funded EECBG®9, but is
expected to continue past the end of the EECBG program funding period.

Renew Boston Business launched in July 2010. The effort began on schedule, but as it
ramped up, it became clear that the outreach could be done more quickly than was
originally anticipated. Based on the information obtained from the PAs, the effort is expected
to last until July 2012, in its current format, where incremental incentives are covered
through the EECBG program. Beyond 2012, the goal is to continue partnering with the City of
Boston in the Renew Boston Business effort.

This chapter presents findings from our evaluation from the effort’s launch through the end
of December 2011.

49 The small business direct install program offered by NSTAR and National Grid targets business customers
with electric demand of less than 300 kW.

50 The American Recovery and Reinvestment Act (ARRA) was passed in 2009 with the goal of spurring
economic activity and growth. Under the provision of the Act, $16.8 billion were allocated to energy efficiency
and renewable energy programs. The Renew Boston Business effort received ARRA funding in the amount of
$942,450 for supplemental incentives that need to be disbursed by March 2012.
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Research Methodology

Table 5-1 below provides an overview of the research activities performed as part of the
Renew Boston Business evaluation. We provide a more detailed description of the research
activities and methodologies in the Methodology section of this report.

Table 5-1. Summary of Renew Boston Business Evaluation Research Activities

Description/Goal
Review of all available databases and program materials to

Research Component

Review of program information

understand the specifics of the program and inform
evaluation approaches

In-depth interviews with
partnership dedicated staff

Interviews with program administration staff to develop a
complete understanding of each partnership

Literature review of successful
community based partnerships

Review of recent studies and evaluations of local government
partnerships to identify key aspects of successful community-
based initiatives

Program theory/logic models and
performance metrics

Development of program-specific theory and logic model to
document key activities, outputs, and intended outcomes of
the initiative

Follow-up interviews with
partnership dedicated staff

Interviews with PA staff and implementation partners to
understand the progress and status of each partnership, as
well as submit and coordinate requests for tracking and other
data

Stakeholder in-depth interviews

Interviews with variety of stakeholders, including community-
based groups, city and municipal representatives, and other
market actors to assess the effectiveness of intervention
strategies; gain understanding of the successes and
challenges; test barriers assumed by the effort’s theory and
logic model; and understand the effectiveness of the effort’s
administration, coordination, data tracking, and
communication processes

Quantitative survey with small
business program participants

Structured interviews with program participants to inform
process assessment as well as assessment of energy savings

Program participants are customers who either received a no-
cost energy assessment, or those who received a no-cost
energy assessment and installed energy efficient measures
recommended as the result of the assessment.

Energy savings assessment

Review and verification of savings through database and
deemed savings review

Renew Boston Business Goals and
Accomplishments

As a result of the outreach and support provided through Renew Boston Business, a total of
711 customers received an energy audit and energy savings measures as of the end of
December 2011. The electricity savings measures installed included lighting, vending
machine controls, thermostats, HVAC tuneups, and HVAC custom measures. Gas savings
measures included efficient spray valves, faucet aerators, pipe insulation, on-demand water

5.1
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heaters, thermostats, convection ovens, and custom measures.

Renew Boston Business goals focused on gas and electric energy savings. In addition to the
PA funds used to cover costs of installation of energy efficient equipment (70% of total
project costs), EECBG funds were leveraged to fully cover equipment and installation costs.

Based on the program tracking data provided to us, as of the end of December 2011,
Renew Boston Business achieved 69% of its electric savings and 40% of its gas savings
goals. The program disbursed nearly all of the EECBG funds allocated toward incremental
incentives.51

Table 5-2. Renew Boston Business Summary Table of Goals and Accomplishments

Metric Goal July 2010 - % of Goal
December 20112
Savings Goals 3.665 GWh 2.532 GWh 69%

g 113,094 therms 45,233 therms 40%
E!ECBG incentive funds $920,000 $911.974 99%
disbursedP
PA funds disbursed N/A 1,257,064 N/A

a This table includes projects invoiced through December 31, 2011
b Note that this only includes EECBG funds allocated toward covering incremental project costs

In the sections that follow, we provide analysis of marketing and outreach efforts, as well as
analysis of savings, as those are metrics critical to fully assessing the success of the
initiative as well as underlying reasons for the effort’s performance.

Job Creation

As a condition of receiving EECBG program funding, Renew Boston Business pledged to hire
Boston residents to perform audits and installations. The effort has not explicitly set any job
creation goals, but Rise Engineering, the initiative’s implementation contractor, pledged to
1) add jobs and 2) use staff residing in Boston for projects performed as part of the
initiative. Based on the interview with the implementation contractor, 90% of hours spent on
Renew Boston Business projects were spent by Boston residents. Rise Engineering has
been tracking and filing quarterly reports on the number of jobs created. However, we have
not received any of the data to assess and report on the job creation component of the
initiative.

Renew Boston Business Costs

The scope of this evaluation did not include a formal cost-effectiveness analysis. Based on
the interviews with the program staff, a total of $990,000 in additional EECBG funds were

51 This number is based on the EXTCOST variables provided to us in the program tracking data by Rise
Engineering - the initiative’s implementation partner.
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allocated to the delivery of Renew Boston Business. As seen in the table below, the funds
were primarily used to cover incremental incentives to customers.

Table 5-3. Renew Boston Business Costs

. Amount
Entity Purpose Budgeted Amount Spent
Rise Engineering EECBG funds_to cover incremental $942,450 $911,074
customer project costs

. . . Administrative, data tracking and
Rise Engineering reporting fees $47,550 $47,550
Subtotal $990,000 $959,524

. . Project costs covered through the

NSTAR/National Grid Small Business Direct Install program N/A $1,257,064

Renew Boston Business also incurred additional costs through marketing and outreach
efforts performed through the City of Boston. Based on the information provided by the City
of Boston, 35 person-hours were spent by Rise Engineering and 12 hours by Department of
Neighborhood Development performing outreach. Furthermore, overall oversight of the
initiative by National Grid’s and NSTAR’s program managers also resulted in additional
costs. Those expenses, however, were not tracked and cannot be accurately estimated.

Based on the cost data provided to us, a basic back-of-the-envelope analysis shows that
each dollar spent as part of the effort resulted in 2.64 kWh and 0.05 therms savings. Please
note that this is not a cost-effectiveness estimate as calculated using a Total Resource Cost
or other cost-effectiveness test, nor does this estimate include all costs expended through
the initiative.
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52 Renew Boston Business Detailed
Assessment

Consistent with the overarching theory of change, the theory behind Renew Boston Business
assumed the following core areas where barriers needed to be addressed to increase
participation:

» Awareness/knowledge

» Attitudes/willingness/trust in program

» Ability (financial support and facilitating participation)

Below we discuss each of the customer barriers. The ways the Renew Boston Business
effort attempted to address the barriers associated with awareness of and attitudes toward
energy efficiency are presented in detail in the Effectiveness of Marketing and Outreach
Interventions section, while the section Facilitating Ability to Participate discusses
interventions beyond marketing and outreach that the effort undertook to induce
participation. Finally, the sections Assessment of the Effort’s Design, Delivery, and Data
Tracking Mechanisms provide details related to program implementation challenges and
data tracking considerations that are essential components of customer satisfaction with
participation process and streamlined program delivery process.

Effectiveness of Marketing and Outreach Interventions

As part of the program theory developed by the evaluation team for the Renew Boston
Business initiative, we assumed that several factors contributed to a general lack of
awareness of energy efficiency rebates and programs among the target population,
including language or cultural barriers and limited time available to research energy
efficiency.52 The participant survey explored the extent of prior knowledge of energy
efficiency options and influence of the program marketing and outreach on the customer’s
decision to participate.

Consistent with program theory assumptions about awareness in the target population,
awareness of program opportunities in the targeted neighborhoods was fairly low. Only 36%
of program participants knew that NSTAR offers rebates for energy efficient improvements
prior to participating in Renew Boston Business, and just under a fifth of the participants
(19%) said they were very knowledgeable about ways to save energy in their businesses. The
majority (58%) reported being somewhat knowledgeable and 17% said they were not very
knowledgeable.

As seen in the figure below, over half of program participants reported that their knowledge
of energy saving options increased at least somewhat because of the initiative. This
indicates that the educational aspect of Renew Boston Business (manifested primarily
through the energy audit) had a positive effect on educating customers about energy
efficiency and thus overcoming the knowledge barrier.

52 Appendices F and G contain the theory and performance metrics developed for Renew Boston Business.
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Figure 5-1. Increase in Knowledge of Energy Saving Options Due to Renew Boston Business
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Small business customers are typically difficult to reach with traditional marketing
strategies. Cultural and linguistic barriers, as well as lack of time, might stand in the way of
them receiving information through widespread marketing campaigns. Renew Boston
Business attempted to increase the effectiveness of outreach by concentrating on certain
neighborhoods where the density of small businesses is the highest. The initiative utilized a
targeted community engagement structure, where 27 neighborhoods were targeted one by
one. All qualifying business customers in each targeted neighborhood (defined by zip codes)
received a mailer outlining the benefits of the initiative and inviting customers to participate.
The mailer was followed by in-person outreach to a specifically selected area (e.g., a street,
block, etc.) within each targeted neighborhood.53 City of Boston Renew Boston staff, City of
Boston Main Streets organizations, and other community partners performed in-person
outreach.

According to the program tracking materials through the end of the year, the program sent
mailers to 6,476 businesses. A team of outreach representatives then visited in-person a
total of 1,733 of those businesses. As a result of in-person outreach, 468 businesses
agreed to an energy survey, which represents a conversion rate of 27% from in-person
outreach to audit. A total of 711 audits were performed as part of Renew Boston Business
through the end of December 2011. Assuming that all of the customers who agreed to an
audit as a result of in-person outreach actually received an audit, 66% of Renew Boston
Business participants were retained through in-person outreach.

53 Note that only 22 neighborhoods were exposed to in-person outreach.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
Page 51 ——————— CORPORATION



2011 Energy Efficiency Annual Report

. Appendix C - Study 30
Renew Boston Business Page 57 of 324

Figure 5-2. Renew Boston Business Customer Flow from Outreach to Participation

In-person visits Audits*
1,733 ~468
27% ~7%
Mailers
6,476
100%
Other sources Audits*
41743 ~243
73% ~4%

*Note that the number of audits completed is an approximation based on the tracked audit sign-ups.

Because participation in the effort has no cost to the business owner and, in most cases,
results in almost no disruption of business, the outreach team signed customers up for the
initiative when they were able to speak with the owner of the business during the canvassing
effort. Reasons mentioned by the initiative’s stakeholders for inability to convert outreach
visits to audit sign-ups included difficulty reaching business owners, who might not always
be on site at the time of the visit and therefore require multiple visits to the same facility.
Returning to those businesses in person, according to the outreach and implementation
staff, however, is too time-intensive to be feasible.

The survey effort explored participant recollection of the outreach sources. A total of 53% of
participants report receiving a mailer, and 58% of participants remember receiving an in-
person visit from a team of representatives.54

Among other things, we asked program participants about the message of the mailers as
well as their clarity. A total of 19% of respondents did not recall the messaging in the mailer.
Over a third (35%) said that the mailer promoted a free energy audit, 27% said that the
mailer contained information about ways to save energy, 14% said that the mailer contained
detailed descriptions of various energy efficiency programs, and 46% gave a more generic
answer, saying that the mailer promoted energy and bill savings.>®> Everyone who recalled
the message of the mailer said it was clear.

54 Percentage is based on both aided and unaided advertising awareness questions.
55 Note that this is a multiple response question, which means that the total equals more than 100%.
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Table 5-4. Sources of Information about Renew Boston Business

Unaided Awareness
, Total Awareness (Initial source of Aided Awareness
Information Source _ _
(n=70) program awareness) (n=70)
(n=70)
Mailers 53% 34% 19%
In-person visits 58% 27% 31%
Phone calls 32% 9% 23%

While fully understanding the effectiveness of outreach requires research with
nonparticipants, mailers and in-person visits appear to be effective modes of outreach in
reaching and engaging the targeted customer segment with the initiative. Without
conducting additional research, however, we do not have a benchmark against which to
measure the relative effectiveness of these outreach mechanisms with this specific
audience segment.

As part of the evaluation of the effectiveness of the Renew Boston Business initiative, the
evaluation team looked at historical participation in audits in communities targeted through
the effort through April 2011. Table 5-3 provides participation of eligible small business
customers in energy audits through the Small Business Direct Install program over time. The
blue trend line in the graphic shows audit counts based on the number of unigue accounts
that received an audit. The grey trend line in the graphic shows change in the number of
audits among other, non-eligible businesses in Boston. As can be seen in the graphic,
Renew Boston outreach resulted in an increased number of audits. Monthly audits
increased by 92% in Renew Boston neighborhoods between July 2010 and April 2011 as
compared to the same months in the previous year. Such lift in energy assessments among
the target segment is likely to be due to increased incentives which made energy efficient
improvements free, along with increased marketing and outreach.
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Figure 5-3. Historical Audit Participation among Target Customer Segment Pre- and Post-
Launch of Renew Boston Business
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Table 5-4 provides an overview of audit trends by neighborhood. Bold parts on each of the
trend lines indicate a period of four weeks following the date when the mailer was sent. As
seen in the figure, many neighborhoods saw an uptick in the number of audits following the
mailing.
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Figure 5-4. Cumulative Number of Audits Pre- and Post- Renew Boston Mailer Blast
by Neighborhood
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NOTE: Letter mail dates may have changed since the evaluation team last received date information. It is
possible that some letters were mailed later than dates shown, perhaps explaining the lag between letters and

an uptick in audits.

Research findings further support the conclusion that mailers and in-person outreach
appear to be effective outreach mechanisms to small business customers - 39% of
participants report mailers as one of the best ways of reaching customers like themselves
with ways to save energy, and 36% say the same about in-person visits. Furthermore,
participants who remembered receiving in-person outreach, reported being heavily
influenced by it in encouraging them to sign up for the initiative, giving it an average
influence rating of 6 on a scale from 1 to 7, where 1 means not at all influential and 7
means very influential.
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Figure 5-5. Best Ways to Reach Customers with Information about Energy Saving
Opportunities

Mailers 39%

In-person outreach 5%

|
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Note that this is multiple response question.

As previously mentioned, the City of Boston Renew Boston staff, City of Boston Main Streets
organizations, and other community partners performed in-person outreach. The purpose of
engaging local community-based organizations as part of the outreach was to mitigate the
awareness and trust barriers, as local community groups are assumed to be known to and
trusted by community members.>6 While in-person visits seem to present an effective
strategy as a mode of outreach, presence of local community representatives during
outreach might not be of much benefit. AlImost a third of the participants who reported
receiving in-person outreach were not able to identify the organization that the individuals
who visited their business represented. Another third said NSTAR, 21% said the City of
Boston, and 5% said Renew Boston, none of which are small local organizations. Less than
10% named a community organization.

Furthermore, when asked about trust in various sources of information, program
participants have the greatest level of trust in NSTAR/National Grid and local government.
These results may suggest that the inclusion of community-based groups might not be
necessary to earn the trust of local businesses.

56 Appendix H provides a detailed description of the Renew Boston Business’s community engagement
network and organizations involved in outreach.
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Figure 5-6. Reported Trust in Various Sources of Information
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*Response “not familiar with the source” is included as part of the denominator

Stakeholder training is often an essential part of any new initiative. One way that Renew
Boston Business minimized a need for training was by using representatives to perform
tasks that they had already been involved in prior to Renew Boston Business. A majority of
participating customers felt that the in-person outreach representatives were very
knowledgeable about who qualifies for the initiative and how to set up an assessment. In
addition, nearly everyone rates the information provided as part of the in-person visit as
overall relevant (95%).57

57 A rating of 5, 6, and 7 on a scale from 1 to 7, where 1 is not at all relevant and 7 is very relevant.
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Figure 5-7. Knowledge of In-Person Outreach Representatives
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One of the goals of Renew Boston as an energy efficiency initiative is to build a long-lasting
recognition of the Renew Boston brand in the Boston area. However, 61% of participants did
not know the name of the initiative through which they received a no-cost energy
assessment and improvements. Ten percent named NSTAR’s energy efficiency initiative, 7%
named Renew Boston, and 6% named the City of Boston energy efficiency initiative.
Customers were slightly more aware of who the sponsors of the program are, with 51% of
respondents naming NSTAR, 41% naming the City of Boston, 10% naming “the state or
federal government,” and 7% saying National Grid. Only 17% said they didn’t know.

Facilitating Ability to Participate

One theory that would support PA funding of the Renew Boston Business initiative is that
certain barriers exist that prohibit small businesses from participating in existing commercial
energy efficiency programs offered by NSTAR and National Grid, including financial
constraints and lack of time. Renew Boston Business effectively reduces the financial
barrier by covering incremental project costs with the EECBG funds. When asked if they
would have made similar improvements if they had to pay full cost for them, only 13% of
participants said they were likely to do so (6 or 7 on a 7 point scale). When asked if they
would have made similar improvements if they had to pay 30% of the cost for them>8, 32%
said they were likely to do so (6 or 7 on a 7 point scale).

The existing Small Business Direct Install program offered by NSTAR and National Grid
addresses the lack of time barrier through a turnkey design, in which audits and equipment
installation visits are of minimal disruption to customers. Participant responses show that
the program has been successful in making an assessment process a quick and efficient
one. On a scale of 1 to 7, where 1 is very difficult and 7 is very easy, participants gave the

58 Since the Small Business Direct Install program covers 70% of project costs, a 30% project cost threshold
was used to assess customer likelihood to implement their project without the program.
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ease of scheduling the assessment a mean score of 6. Almost three-fourths of the
participants found it “very easy.”

Arguably, the energy audit, during which all energy savings options were explored and
recorded, is also a component that helped facilitate the participation process through
providing useful information about energy savings opportunities to customers, thus sparing
them from having to do their own research. Participant survey results show that most
participants (69%) made all of the improvements recommended as a result of an audit, and
of those who did not make all of the improvements, over half (55%) either plan to or say they
might make the remaining improvements. Furthermore, 90% found audit recommendations
useful.5? These findings indicate that Renew Boston Business is effectively addressing
barriers that historically prevented small business customers from participating.

Assessment of the Effort’s Design and Delivery

Due to its turnkey delivery structure, the effort did not experience many implementation
challenges, which is reflected in high customer satisfaction rates. Overall, participants report
high levels of satisfaction with Renew Boston overall as well as its various components.

Figure 5-8. Satisfaction with Renew Boston and Its Components

I Mean
The professionalism of the person conducting the 19% 6.6
assessment
The amount of time the assessment took 20% 6.5
Overall experience with the energy assessment 21% 6.4
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When asked about suggestions for improving the Renew Boston Business initiative in the
future, responses were fairly general and included providing participants with better contact
information and improving communication processes.

59 A rating of 5, 6, and 7 on a scale from 1 to 7, where 1 is not at all useful and 7 is very useful.
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The effort encountered a couple of challenges. Renew Boston Business qualifying
customers were offered a variety of gas-saving measures, such as spray valves, faucet
aerators, programmable thermostats, etc. The measure offerings, however, did not fully
align with the needs of the small business customers that Renew Boston Business was
targeting. More specifically, gas measures qualifying for rebates through Renew Boston
Business are rarely installed in very small businesses (less than 20 kW in monthly electric
demand). Furthermore, the effort has contracted National Resource Management to do
installations of walk-in coolers. Due to a lack of demand, NRM’s involvement with the
program was very limited. This speaks to the need to align the effort design with the goals.

To boost the gas savings, in March 2011, the Renew Boston Business effort began
marketing the gas part of the initiative to all restaurants and other food service
establishments in the City of Boston. As part of the initiative design change, Renew Boston
initiative was matching available PA rebates for energy efficient gas measures offered
through the existing PA programs. This effort seems to have had fairly limited effect. As seen
in the table below, neither the number of restaurants nor gas savings resulting from energy
efficient improvements seems to have increased.

Table 5-5. Restaurant Participation and Gas Savings Pre- and Post Design Changes

Project Timeframe Participants®o Therm Savings
Initial site visit completed before April 1,
2011 71 9,474

Initial site visit completed on April 1,

2011 and after 61 8,868

TOTAL 132 18,342
*Facilities have been classified as restaurants based on primary use data field in the program
tracking database and include the following designations: Fast Food, Full Service Restaurant,
Restaurant.
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Energy Savings Analysis

The Renew Boston Business initiative installed energy efficiency measures in a variety of
businesses. The electricity savings measures installed included lighting, vending machine
controls, thermostats, HVAC tuneups, and HVAC custom measures. Gas savings measures
included efficient spray valves, faucet aerators, pipe insulation, on-demand water heaters,
thermostats, convection ovens, and custom measures.

The program installed energy efficiency measures in 711 unique businesses, under 941
separate work orders. Table 5-6 below shows the quantities of measures installed and their
associated ex ante electric savings. Table 5-7 shows measure quantities and the ex ante
gas savings they yielded.

Table 5-6. Electric Efficiency Work Orders, Measures Installed, and Ex Ante Savings

.IM easure Measure Quantity Installed kW kWh
ype
Linear Fluorescent (4 to 8 ft) 10,467 409.87 1,325,747
Linear Fluorescent (2 & 3 ft) 795 21.61 73,742
LIghting | \ietal Halide 75 7.50 26,046
Exit Signs 17 0.62 4,895
CFL, LED 4,593 242.52 702,409
Subtotal Lighting 15,947 682.12 2,133,740
Vending/Cooling Misers 55 7.60 65,589
Vending, Thermostats 35 19.00 34,268
HVAC

Pre-rinse spray valves 53 - 7,634
Custom 25 35.25 290,411
Subtotal Vending, HVAC 168 61.85 397,902
TOTAL 16,115 743.97 2,531,641
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Table 5-7. Gas Efficiency Work Orders, Measures Installed and Ex Ante Savings

Measure .
Type Measure Quantity Installed therms
Spray Valves 53 16,437
Hot Water Faucet Aerators 64 1,088
Pipe Insulation 2,827 8,085
On-Demand DHW 2 142
Subtotal Hot Water 2,946 25,752
HVAC, Other Thermostats 253 19,481
Subtotal HVAC, Other 253 19,481
TOTAL 3,199 45,233

We limited the analysis of savings resulting from the Renew Boston Business component to
a review of engineering algorithms where possible. All of the savings resulting from the
Business component of the Renew Boston initiative are captured as part of the Small
Business Direct Install program currently administered by the PAs. We did not develop
realization rates as a result of our analysis; however, as part of the survey effort, the
evaluation team attempted to confirm the installation of the measures listed in the program
tracking database. Respondents confirmed installing measures in 100% of cases. We also
reviewed savings calculations to ensure absence of any anomalies or inconsistencies.

The largest issue found in this database was poor accounting of the reduced operating
hours due to lighting controls. There are 68 projects that report using lighting controls. The
program database only records one set of hours of use, which is assumed to be the new
lighting system’s operating hours and already includes deductions for any lighting control
use. This value seems to be used interchangeably to calculate savings from reduced
wattage and lighting controls. The database should have included one more variable for
projects with lighting controls to indicate how the hours of use changed from the base case.

The review of linear fluorescent lighting measures was limited by lack of information on
annual demand and energy use for the baselines and replacement lighting fixtures as well
as lamp wattages in the program tracking data file provided to us. The analysis of savings
based on reasonable assumptions, however, revealed little discrepancy between our
estimates and the program tracking database. If lamp wattages are currently not tracked in
the program tracking databases, we recommend including this information as part of the
tracking process in the future.

Many incandescent lamps were replaced with Compact Fluorescent Lamps (CFLs) of various
wattages. The CFL wattages were not specified in the program tracking database that we
received. However, our analysis suggests that rated CFL wattages were used. The rated
wattages do not account for the extra two watts typically used by each CFL ballast, which
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resulted in overestimation of energy savings from the CFL measures. Notably, the Small
Business Direct Install evaluation effort could further investigate this area. Our analysis uses
estimates that are consistent with what is assumed to be used in the C&l program
evaluations.

Electric savings from vending and cooler misers, on the other hand, were underestimated by
40% when compared to the MA TRM.61 As for the gas measures, the evaluation team found
a small error in therm savings listed for spray valves when compared to the MA TRM, while
gas savings for programmable thermostats, duct insulation, and boiler reset controls all
matched the values listed in the MA TRM.

The information in the program tracking database provided to us was limited. As such, we
did not conduct an assessment of electric savings resulting from programmable thermostats
and gas savings resulting from pipe insulation.

Analysis of Initiative Impact on Energy Saving Actions

Despite the fact that net-to-gross analysis was not included in this year’s evaluation, as part
of the survey effort, we explored the influence of various components of the initiative on
energy efficient improvements made as part of and/or outside of the initiative. We explored
the following areas in the participant survey:

» Influence of the effort’s marketing and outreach on decision to participate

» Influence of the energy assessment on the decision to make energy efficient
improvements (as part and outside of Renew Boston Business)

» Influence of the incentives/financing options offered as part of the initiative on
participant decision to make energy efficient improvements

Influence of the effort’s marketing and outreach on decision to participate

Of the program participants who received in-person outreach conducted by program
representatives, 71% reported it as an influential factor (6 or 7 on a 7 point scale) in moving
them to sign up for a no-cost audit. The average influence rating of the program outreach on
scheduling the assessment is 5.9 on a 1 to 7 point scale, where 1 is not at all influential and
7 is very influential.

Influence of the assessment recommendations on the decision to make energy efficient
improvements

Sixty-nine percent of the participants we interviewed made all of the energy efficiency
improvements recommended to them in the assessment and 26% made some of the
recommended improvements. Of those who made some or all of the recommended
improvements, 71% reported that the assessment was influential (6 or 7 on a 7 point scale)
in their decision to make improvements. The average influence rating of the assessment on
the decision to make improvements is 5.9 on a 1 to 7 point scale, where 1 is not at all
influential and 7 is very influential.

61 Massachusetts Technical Reference Manual for Estimating Savings from Energy Efficiency Measures
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An additional 16% of participants made energy efficient improvements spanning beyond
energy audit recommendations, including appliances, lighting, insulation, and windows. Of
those, over half (55%) rated the influence of the energy audit on the decision to make
additional energy efficient improvements as 6 or 7 on a 1 to 7 point scale, where 1 is not at
all influential and 7 is very influential.

In addition to all of the improvements already made as a result of the energy assessment
(whether as part of the Renew Boston Business or outside of it), 41% of participants who
still have recommended improvements to make say they plan on making them within the
next year and another 14% say they might make them within the next year.

Influence of the incentive/financing options offered as part of the initiative on participant
decision to make energy efficient improvements

Renew Boston Business offers participants no-cost energy improvements. When asked if
they would have made similar improvements if they had to pay full cost for them, only 13%
said they were likely to do so (6 or 7 on a 7 point scale). The average likelihood to make
similar improvements is 2.8 on a 1 to 7 point scale, where 1 is not at all likely and 7 is very
likely. For these participants, the data support that they would have been very unlikely to
have taken action without any additional funding, be it PA or EECBG.

Outside of the Renew Boston Business initiative, NSTAR and National Grid offer up to 70%
of total project costs. As mentioned previously, when asked if they would have made similar
improvements if they had to pay 30% of the cost for them, 32% of participants said they
were likely to do so (6 or 7 on a 7 point scale). The average likelihood to make similar
improvements at 30% of cost is 4.0 on a 1 to 7 point scale, where 1 is not at all likely and 7
is very likely.

Assessment of the Effort’s Data Tracking Practices

Tracking core performance metrics is integral to the management and evaluation of the
successes of any partnership. As part of this evaluation, we examined partnership tracking
mechanisms and databases.

The data made available for the evaluation include the following;:

» Program tracking database capturing contact and installed measure information at
participant level (hnumber of customers who received an energy assessment and/or
made energy efficient improvements). The program tracking database also contains
savings information resulting from the installed measures, as well as data on existing
equipment.

» Summary spreadsheet with the effort’s outreach statistics by neighborhood. The data
contain the number of mailers sent within each zip code, number of businesses
visited through in-person outreach, and resulting audit sign-ups. The data made
available to us include a summary table.

» Training and marketing materials.

» Overview of the initiative’s costs and expenditures by entity. The evaluation team
obtained these data from the Program Manager and the implementation partner. We
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did not receive any formal expense reports or invoices. We only received partial data
pertaining to costs associated with work performed by the City of Boston.

As part of the Program Theory and Logic Model task that we completed earlier in 2011, we
have developed a table with metrics recommended for tracking, given the effort’s outputs
and goals. The table is located in Appendix G of this report. We reviewed the program
tracking data with consideration of the following three questions:

» Are data tracked for each goal or output identified in program theory?

» Are data tracked in a way that enables the evaluation team to conduct primary
research to obtain additional performance metric measurements?

» Are data tracked and stored in a way that would allow for timely sharing with the
minimal amount of effort involved?62

Based on the review of the tracking data provided to us, with the exception of tracking the
initiative’s costs and budgets, we believe that Renew Boston Business is tracking sufficient
data to measure success. Tracked metrics allow us to trace customer flow from initial
outreach through the entire participation process and identify areas of customer attrition.
Program data were collected in a way that allowed for primary data collection (e.g.,
participant contact information and associated measure, savings, and rebate information
was readily available for sampling and fielding purposes). It should be noted, however, that
primary data collection efforts were performed with participants only. It is unclear to the
evaluation team if the data on the program leads are tracked in a way that would allow for
non-participant/lead primary research.

The City of Boston serves as the coordinating entity for all the data that the outreach teams
and the implementation contractors are collecting. Interviews with stakeholders did not
reveal any challenges that arose in the process of collecting or transferring data. A database
review determined that the data are consistently and thoroughly tracked.

62 Community-based efforts usually do not have large budgets; therefore, cost-effective tracking mechanisms
were deemed an important factor.
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6. NEw BEDFORD CMI

Overview of the New Bedford CMI Initiative

The New Bedford Community Mobilization Initiative (CMI) is a community-led initiative targeting
the City of New Bedford. CMIs are a partnership of local community groups, locally hired
employees or organized labor, and PAs working toward a sustainable, equitable, and clean
energy economy.63 The premise behind CMIs is engagement of harder-to-reach audiences in
existing energy efficiency programs while advancing local green job creation. Four CMIs were
either completed or are currently underway in Massachusetts:

» New Bedford CMI
» Lynn CMI

» Chinatown CMI
» Chelsea CMI

The New Bedford CMI builds upon a pre-existing relationship between the City of New Bedford
and a local nonprofit organization, the Marion Institute. The Marion Institute had developed a
local initiative, the Green Jobs/Green Economy Initiative (GJGEI), in collaboration with the
Greater New Bedford Economic Development Council and the City of New Bedford that became
the basis for the New Bedford CMI. The Marion Institute and the City of New Bedford act as
ultimate coordinating entities for the New Bedford CMI, with support from NSTAR.

The New Bedford CMI has a residential and a small business component to it. On the
residential side, the effort targeted residents of 1-4 unit buildings with incomes between 60%
and 120% of the state’s median, as well as multi-family residences. On the business side, the
effort targeted small business customers with monthly electric demand of 200 kW or less.

The New Bedford CMI builds upon an existing energy efficiency program infrastructure offered
by NSTAR. In addition, NSTAR provides a budget for marketing and outreach efforts, facilitates
training, mentors the outreach staff, and is engaged in overall coordination of the effort. More
specifically, NSTAR has been involved in overall program training, while CSG was engaged in
more technical training and training of the local installation workforce. As part of the CMI, two
outreach coordinators had an opportunity to shadow auditors during the business audit visits
to learn about weatherization work and energy efficiency in general.

The New Bedford CMI planning began in early February 2010 with the intent to launch in
March 2010, immediately after the contract was sighed. The New Bedford partnership was the
first CMI to launch (July 16, 2010). The initiative had to undergo a fairly intensive startup
process, with an extensive ramp-up period. As a result, the implementation timeline was
extended from the initially anticipated end date of December 2010 to the end of April 2011
and, therefore, covered a 9-10 month period (July 2010-April 2011).

This chapter presents findings from our evaluation over this period.

63 Notably, not all CMIs have an organized labor component. For example, installation staff hired as part of the
New Bedford CMI is not unionized.
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Research Methodology

Table 6-1 below provides an overview of the research activities performed as part of the New
Bedford CMI evaluation. We provide a more detailed description of the research activities and
methodologies in the Methodology section of this report.

Table 6-1. Summary of New Bedford CMI Evaluation Research Activities

Research Component

Description/Goal

Review of program information

Review of all available databases and program materials to
understand the specifics of the program and inform
evaluation approaches

In-depth interviews with
partnership dedicated staff

Interviews with program administration staff to develop a
complete understanding of each partnership

Literature review of successful

Review of recent studies and evaluations of local

government partnerships to identify key aspects of

community based partnerships successful community-based initiatives

Development of program-specific theory and logic model to
document key activities, outputs, and intended outcomes of
the initiative

Program theory/logic models and
performance metrics

Interviews with program administration staff and
implementation partners to understand the progress and
status of each partnership, as well as submit and
coordinate requests for tracking and other data

Follow-up interviews with
partnership dedicated staff

Interviews with variety of stakeholders, including
community-based groups, city and municipal
representatives, and other markets to assess the
effectiveness of intervention strategies; gain understanding
of the successes and challenges; test barriers assumed by
the effort’s theory and logic model; and understand the
effectiveness of the effort’'s administration, coordination,
data tracking, and communication processes

Structured interviews with program participants®4 to inform
process assessment as well as assessment of energy
savings

Program participants are customers who either received a
no-cost energy assessment, or those who received a no-
cost energy assessment and installed energy efficient
improvements

Review and verification of savings through database and
deemed savings review

Stakeholder in-depth interviews

Quantitative survey with
residential program participants

In-depth interviews with business
program participants®5/66

Energy savings assessment

64 Program participants are anyone who either received an energy assessment or an energy assessment and
energy efficient improvements through the New Bedford Initiative.

65 Due to the small size of the population, we deemed appropriate to add a qualitative component to the
interviews.

66 A group of 35 unique contacts in the small business sector were called and asked to participate in an interview
regarding their experience with the program. Due to time restrictions (as expressed by participants) the interviews
ranged in brevity and completeness. Only two participants completed a full interview. All of the respondents we
interviewed had an energy assessment and installed energy efficient improvements at their businesses.
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Please note that no baseline study was performed as part of the evaluation to capture pre-
initiative knowledge, attitudes, and equipment specifics. This limits the degree of certainty
around the conclusions and recommendations we are able to draw.

6.1 New Bedford CMI Goals and
Accomplishments

The New Bedford CMI was designed to target three customer segments with goals set for each
segment:

» Residential customers living in one- to four-unit buildings (qualifying for the HES audit
and weatherization program)

» Residential customers living in multi-family buildings with five or more units (qualifying
for Multi-family program)

» Business customers with electric demand of less than 200 kW (qualifying for Small
Business Direct Install program)

The goals for the initiative were set around the total number of participants, not energy savings
or outreach. The effort set a goal of weatherizing 50 residential homes and serving 5 multi-
family properties and 25 business facilities. The creation of green jobs was also an explicit goal
of the initiative (see section below).

As a result of outreach and support provided by the New Bedford CMI to residential customers,
288 homes received no-cost energy assessments, during which auditors installed compact
fluorescent light bulbs (CFLs), programmable thermostats, faucet aerators, and low-flow
showerheads at no cost to customers. As seen in the table below, the initiative fell short of its
participation goal of weatherizing 50 homes in the residential sector, yet achieved the set goals
in the business sector.

As a result of outreach provided to business customers, 45 business facilities received energy
assessments. As a result of assessments, 25 lighting projects were completed.

Across all components, partnership goals were primarily focused and set around completed
projects, not energy savings or outreach effectiveness. The New Bedford CMI, across all of its
components, saved a total of 345,569 kWh and 16,151 therms.67

Table 6-2. New Bedford CMI Summary Table of Goals and Accomplishments

: Savings from Total Savings* **
Goal Accomplishment | % of Insulation Measures
(# of Projects) (# of Projects) Goal KWh Therm KWh Therm
Savings Savings Savings Savings
Homes (1-4 Units) 50* 18* 36% 0 2,082 203,490 11,818
Multi-family Units 4 3 75% 0 0 35,280 217
Small Businesses 25%* 25%* 100% | 106,799 4,116 106,799 4,116
67 Please note that these energy savings are counted as part of the HES program.
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* Weatherization (insulation and air sealing) projects. Eight of the jobs were air sealing only jobs.

** [ighting projects
***Total savings for 1-4 unit homes include savings resulting from the non-insulation improvements made during
no-cost energy assessments (including lighting, low-flow showerheads, etc.).

In the sections that follow, we provide analysis of marketing and outreach efforts, as well as
analysis of savings, as those are metrics critical to fully assessing the success of the initiative
as well as underlying reasons for the effort’s performance.

Job Creation

The New Bedford CMI had an explicit goal of job creation.68 During the implementation of the
New Bedford CMI, two co-directors (one part-time and one full-time) and four part-time
outreach staff members at Marion Institute, and seven Youth Build installation contractors
were hired.®°

While the Marion Institute had acquired funding to retain its outreach staff for an additional
year (as of an interview conducted in March 2011), sustainability of the installation
subcontractor jobs beyond the completion of the CMI was not determined as part of this
evaluation effort.”0 Moving beyond this initiative, the Marion Institute (outreach group and
coordinating entity) planned to continue working on home retrofits while expanding into
additional energy efficiency education efforts.

If future research in this area is conducted, researchers should note that the Marion Institute
considers leadership skills gained by the centralized outreach training staff an important
metric to measure the success of the initiative’s green jobs component.

New Bedford CMI Costs

This evaluation scope did not include a formal cost-effectiveness analysis. Based on the
program materials provided to us, the costs for implementing the New Bedford CMI effort are
$167,140. This number includes planning, administration, marketing, data tracking, as well as
audit and weatherization work performed, and incentives paid out. The amount of money spent
by Marion Institute on setting up and coordinating the effort, providing outreach, and
facilitating training represents 53% of the total costs. In addition to program costs outlined in
Table 6-3, NSTAR’s program manager and additional staff at NSTAR were involved with the
pilot on a periodic basis. However, no dollar estimates are available for those activities.

68 Based on the preliminary information from the Program Administrator, looks like the goal was 8-12 jobs. We will
update this as new information becomes available.

69 Based on the comments from the program staff, the insulation company that was created directly for this CMI
has become a contractor in the Mass Save HES program and is specifically working in the New Bedford and
surrounding communities. It is an ongoing entity with New Bedford residents as employees.

70 Note that the PAs should consider whether it is worth the evaluation team going back one year after completion
of the partnership (April 2012) to understand the sustainability of this effort.
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Table 6-3. New Bedford CMI Costs
. % of
Entity Purpose Amount Total
Outregch, data tragk!ng, trammg, $89.271 | 53%
planning, and administration
Door knocking $26,032
Events $3,432
Marion Training $5,176
Institute/P.0.W.E.R.71 Outreach (not specified) $4,208
Business outreach $660
Follow-up/scheduling $12,452
Planning and administration $34,304
Other $3,009
Planning, implementation and marketing $44,143 | 26%
CSG P_Iannmg a_nd implementation - $38,082
single-family
PIanmng gnd implementation - $2.160
multi-family
Marketing $3,901
Program
Rise Engineering implementation/installation/program $33,726 | 20%
covered project costs
Total $167,140 | 100%

Based on the review of the tracking materials and the interviews with the program staff, it is
our understanding that the funds spent on providing outreach cannot be clearly separated by
residential vs. small business vs. multi-family outreach, data tracking, and training. It is
recommended that future efforts track this more closely to better understand both total costs
and PA costs. To determine savings per dollar, the evaluation team summed residential and
commercial savings.

Based on this information, a basic back-of-the-envelope analysis shows that each dollar spent
as part of the effort resulted in 2.17 kWh, and 0.09 therms saved. Please note that this is not a
cost-effectiveness estimate as calculated using a TRC or other cost-effectiveness tests.

6.2 Detailed Assessment of the Effort’s
Components

Consistent with the overarching theory of change, the theory behind the CMIs assumed the
following core areas were barriers that needed to be addressed to increase customer
participation:

» Awareness/knowledge

71 P.0.W.E.R. is an entity within the Marion Institute. P.O.W.E.R. group has been doing outreach in New Bedford to
sign residents up for free Energy Assessments through the HES program.
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» Attitudes/willingness
> Ability

For both the Residential and the Business component of the New Bedford CMI, we discuss
each of the customer-facing barriers. In the Effectiveness of Marketing and Outreach
Interventions section, we discuss in great detail the ways the New Bedford CMI attempted to
address the barriers associated with awareness of and attitudes toward energy efficiency. The
section Facilitating Ability to Participate discusses interventions beyond marketing and
outreach that the effort undertook to induce participation. Finally, the section Assessment of
Program Delivery and Data Tracking Mechanisms provides detail related to program
implementation challenges and data tracking considerations that are essential components of
customer satisfaction with the participation process and streamlined program delivery process.

6.2.1 Residential Accomplishments (1-4
Unit Buildings)

Effectiveness of Marketing and Outreach Interventions —
Residential Component

As part of the program theory developed for the New Bedford CMI, lack of knowledge of energy
efficiency and energy efficiency programs were assumed to be a barrier to participation among
the targeted customer segment.”2 Through a survey of participants, we explored the extent of
prior knowledge of energy efficiency options and the influence of the program marketing and
outreach on the customer’s decision to participate.

Participants seemed to have a fairly high level of awareness of energy savings opportunities, as
the large majority were already aware of PA program efforts. Prior to learning about the
opportunity for energy efficient improvements through the New Bedford initiative, 70% of
participants already knew that NSTAR offers rebates for energy efficient improvements and
nearly everyone (93%) was knowledgeable about the ways to save energy in their homes. In
contrast, 76% of nonparticipating customers and 96% of participating customers in
Massachusetts said they were very or somewhat knowledgeable of ways to save energy in their
homes.”3 This suggests that awareness and knowledge might not have been more of a barrier
in this population than elsewhere.

As part of the initiative, outreach representatives were trained on the program specifics and
participation processes. Participants gave outreach representatives high ratings in terms of

72 Appendices F and G contain the theory and performance metrics developed for CMis.

73 A non-participant survey was conducted as part of the Massachusetts Residential Retrofit evaluation in
November 2011 - January 2012. Non-participating customers who would qualify for the HES program (i.e., non-
low income customers residing in 1-4 unit homes) were interviewed as part of the effort.

A participant survey was also conducted as part of the Massachusetts Residential Retrofit evaluation in November
2011 - January 2012.

Please note that for both survey efforts the question was asked as “How would you rate your knowledge of
different ways you can save energy in your home? Would you say very knowledgeable, somewhat knowledgeable,
not very knowledgeable or not knowledgeable at all?”
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their knowledge, thus indicating that the training efforts were effective and most individuals
visiting the homes were perceived to be knowledgeable about energy saving opportunities.

Interestingly, some of the details on who qualifies and how to get financial support were less
clear.74

Figure 6-1. Knowledge of In-Person Outreach Representatives

How to shave energy in 89%
ome

Who qualifies for the
initiative

2%

Ways to get financial 61%
support

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

(n=18) m Very knowledgeable

Nearly every participant (90%) indicated their knowledge of energy saving options in home
increased at least a little because of the initiative. This suggests that, while not by much, the
New Bedford initiative helped further build customer knowledge.”>

74 Please note small sample sizes.

75 Note that the absence of the baseline study or comparison group (e.g., HES program participants) prevents us

from drawing conclusions on the relative impacts of the New Bedford CMI in increasing energy efficiency
knowledge.
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Figure 6-2. Increase in Knowledge of Energy Saving Options Due to the New Bedford CMI
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To promote energy efficient offerings to customers, a community engagement network was
developed as part of the New Bedford initiative. This network was centralized in nature, with
the Marion Institute being the core coordinating entity. In-person outreach was at the core of
the outreach and engagement strategy.

Specially trained and dedicated outreach staff, also called Community Mobilization Leaders,
performed in-person outreach. In addition to in-person outreach, the New Bedford initiative
featured local events and conference presence, as well as local media (radio and TV)
advertising. We assessed the effectiveness of the outreach efforts through a review of the
tracking data and through a participant survey. Appendix H provides a detailed description of
the New Bedford CMI's community engagement network.

According to the program tracking materials, outreach representatives knocked on doors of
2,993 households, 38% of which they were able to reach and talk with about the initiative. Of
the households reached through in-person outreach, 528 agreed to an audit, which translates
into 46% of the reached households and 17% of all visited households (See Figure 6-3).

In addition to in-person outreach, customers learned about the program and signed up for a
no-cost energy assessment via other means, such as events, personal contacts, etc. The figure
below presents audit signups resulting from each outreach mechanism.
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Figure 6-3. Audit Signup Statistics
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Not all audit signups resulted in audits being performed. As seen in the flow chart, only 44% of
those who signed up for an audit had one performed. Overall, weatherization jobs represent
less than 1% of customers initially reached through door-to-door outreach.

Figure 6-4. Residential Customer Flow through Outreach and Participation Process

Audit sign-ups
Door knocks 3 Discussions N frominperson
2,993 1,137 outreach
528 56% Audits Weatherization
62% 53% performed —> jobs

did not continue did not continue +  didnotcontinue 288 18

Audit sign-ups /
from other 94%
sources did not continue
133

Note: Failure to track leads from other than in-person outreach result in inability to develop percentages based on
one common denominator (i.e., total number of prospects/leads)

Consistent with the outreach strategies, participant recollection of sources of information
about the initiative is dominated by in-person outreach (63%, Figure 6-5). Interestingly, 80% of
participants report hearing about the initiative through more than one source.

While the complete analysis of marketing and outreach effectiveness requires research to be
conducted with non-participants, as well as participants, participant research suggests that in-
person outreach appears to be valuable in convincing customers to get an energy assessment,
among the small numbers who participated. As seen in Figure 6-5, in-person visits have the
highest percentage of program participants who first heard about the initiative through that
source (40%)76 and among the highest percentages of primary as well as secondary sources of
information about the New Bedford initiative (63%).

76 Asked as unaided open-ended question.
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Figure 6-5. Sources of Information and their Reported Effectiveness

Source through which Seen or Heard about New Bedford CMI - Source through which FIRST heard Influence Score™ Best Source to Provide Information
(Aided Responses)* about New Bedford CMI (Unaided (Unaided Responses)***
(n=30) Responses) (n=30)
(n=30)
9
In-Person 63% 40% 5.9(n=19) 43%
10%
o 5.5(n=18)
NSTAR 60% 0%
_ 13%
Weatherization Block Party . 10% 58(n=5) Local Community
(Neighborhood Event) Organizations
Connecting for Change Conference 6.7(n=3)
0%
Home and Garden Show 4.0(n=3) 0%
0%
2.0(n=1) 10%
v 0%
6.0 (n=1) 17%
Radio
! **Based on 1-7Scale, ***Sum is greater than 100%
0% 20% 40% 60% 80% where 1 means notatall due to multiple response
*Sum is greater than 100% due to Multiple Questions and Multiple Response option influential and 7 means option
very influential
Sources Not Asked About Directly (n=30)
Bill Insert/Mail 10% NA 50%
Phone Call 10% NA %
Flyer 7% NA 13%

Note: Please note small base sizes for the metrics in the graphic.

Furthermore, program participants reported that in-person outreach was of fairly high influence
on their decision to sign up for an energy assessment and named in-person outreach as the
best source to provide information about energy efficiency initiatives. In fact, participant trust
in door-to-door outreach as a source of information is equal to that in newspapers, and higher
than trust in radio, TV, or the Internet as sources of information (Figure 6-6).77

77 A combined rating of “a great deal” or “fair amount.” Denominator includes respondents reporting “no
experience with the information source.”
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Figure 6-6. Reported Trust in Sources of Information
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Aside from in-person outreach, program participants mentioned other sources of information
about the initiative. Sixty percent of participants mentioned hearing about the initiative from
NSTAR. This is not surprising, considering that the outreach message script was focused
around NSTAR and its energy efficiency offerings, and program participants were likely to
remember NSTAR and associate the PA as the source of information.

The script included the following language:

...We are working with NSTAR to help residents sign-up for a FREE
Home Energy Assessment. During the assessment, an Energy
Efficiency Expert will walk through your home with you & install
free energy efficient lighting & hot water savings measures, ook
for air leaks and check the energy efficiency of your appliances
and heating and cooling systems...NSTAR’s energy efficiency
programs are available to both gas and electric customers and are
designed to not only save on your monthly energy bills but also
help the environment. Can | sign you up for your free energy
assessment?

As a medium, in-person outreach appears to be fairly effective. More specifically, the source of
the message when mentioned to customers by outreach personnel is of great importance to
the success of the outreach efforts as well. As seen in the figure below, program participants
have the greatest level of trust in NSTAR and local government, while they trust the Marion
Institute the least. This is likely due to respondent familiarity with NSTAR and the City of New
Bedford and, conversely, lack of familiarity with the work that the Marion Institute does. In fact,
41% of participants reported having no experience with the Marion Institute and therefore were
not able to assess the levels of trust they had in the entity, which might inherently be a
measure of the trust level. As noted above, the initiative’s messaging strategy included multiple
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mentions of NSTAR and its energy efficiency initiative, which, according to survey results, was
good strategy for this population.

Figure 6-7. Reported Trust in Various Entities/Individuals as Sources of Information
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I | Box
NSTAR A47% 87%
City of New Bedford 57% 87%
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*Response “not familiar with the source” is included as part of the denominator

Notably, the majority of survey respondents could not name the initiative they participated in
(61%). Some 16% said that the name of the initiative is Mass Save and 10% said the initiative
is NSTAR’s energy efficiency effort. Program participants had difficulty naming the sponsor of
the initiative as well - a third (32%) could not provide the answer, while another third (35%)
named NSTAR, and 9% named the City of New Bedford. Other responses included P.A.C.E.,
Mass Save, CSG, and other entities.

Facilitating Ability to Participate — Residential Component

Financial constraints were assumed to be one of the core barriers to adoption of energy
efficiency, and so were inability to participate due to language limitations, and time and
paperwork requirements.”® Figure 6-8 below presents a snapshot of barriers to energy
efficiency as reported by program participants. Following the graphic, we discuss specific
customer-facing barriers and how the New Bedford CMI addressed them.

78 These barriers are outlined in program theory, which can be found in Appendix F.
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Figure 6-8. Self-Reported Barriers to Energy Efficient Improvements
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Costs of Energy Efficient Improvements. Outside of the incentives offered through the HES
program and the HEAT Loan program??, no additional incentives were offered to the New
Bedford CMI participants. According to program participants, cost of energy efficient equipment
(40%) was one of the major8° barriers preventing them from taking energy saving actions (in
the present and in the past). Furthermore, 39% of participants who received an assessment
report that financial constraints were one of the reasons why they did not make energy efficient
improvements in their homes that were recommended during the assessment.

Pre-Existing Conditions. Pre-existing conditions appear to be a core barrier to participation in
the initiative that heavily contributed to a 94% dropout rate from audits to weatherization
improvements. Forty percent of program participants mentioned that existing equipment and
building conditions was a major barrier to energy efficient improvements. Furthermore,
participants mentioned age (23%) and structural characteristics of their homes (20%) as major
barriers to energy efficiency. Program tracking data supports this survey research finding. Over
half of all audits performed (56%) revealed such roadblocks to energy efficient improvements
as knob-and-tube wiring, combustion safety, moisture, asbestos, etc., that prevented energy
efficient improvements. Initially, no interventions were planned as part of the New Bedford CMI
to address these barriers. After recognizing the existence of pre-weatherization barriers and

79 The HEAT Loan program provides qualified customers with 0% interest loans between $2,000 and $15,000 for
terms up to 7 years. HEAT Loans are available only for owner-occupied homes. HEAT Loan may be applied to such
improvements as insulation, high efficiency heating systems, solar domestic hot water systems, etc.)

80 Rated as a 6 or 7 on a 1-7 point scale, where 1 means not a barrier and 7 means a major barrier.
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their impact on participation rates, the program team researched ways to assist their leads in
addressing these barriers.

In an attempt to move leads toward installation, the team searched for additional sources of
funding from sources other than NSTAR to help overcome these barriers. Furthermore, the
outreach team built a working relationship with an electrician and a plumber to offer estimates
at no cost for upgrading knob-and-tube wiring and addressing combustion issues. Another
option that was explored was using economies of scale to get a discount on high efficiency
boilers. However, the short-term nature of the initiative prevented full implementation of the
intervention.

Of the participants who said they faced pre-weatherization barriers, nearly everyone stated that
the Home Energy Specialist provided them with enough information on what to do to address
those conditions. Of participants who did not get their pre-weatherization conditions resolved, a
couple mentioned cost as the reason, one mentioned time, and a couple mentioned other
reasons. Every one of those customers said that if there had been additional funding available
to address the barriers, they would have been either very or somewhat likely to make energy
efficient improvements.

Facilitation of Participation. To facilitate participation in the initiative, the New Bedford CMI
offered translation services, as well as additional project support. Of 248 participants that we
tried to reach for the survey efforts, only three had language problems that prevented them
from participating. This might serve as an indicator that language did not appear to be a
challenge to participation, at least among those who had an audit and/or weatherization work
performed.81 Furthermore, based on the survey results, less than a quarter of participants
(20%) mentioned that lack of knowledge on the process of making improvements was a major
barrier to their past and current attempts to make energy efficient improvements, and another
17% noted lack of time as a major barrier to energy efficiency.

In addition to the above-mentioned barriers, the movement of customers from audit to
participation was limited by two other factors:

» Mere lack of need for weatherization improvements in homes that received energy
assessments. Based on the program tracking data provided to us, of 288 no-cost
energy assessments, 159 (55%) resulted in no further opportunities for weatherization
improvements.

» Prospects being on fuel assistance or discount rate (and therefore not qualifying for
improvements under the HES program). Based on the tracking data, 52 customers
were identified as being on fuel assistance during the outreach stage and additional 30
after energy assessments were performed

Notably, this effort did fall short of goals due to a combination of barriers and program delivery
obstacles. This is described below.

81 The survey effort was conducted in English only. A separate disposition code was created to classify customers
who had language difficulties.
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Assessment of Program Delivery and Data Tracking
Mechanisms — Residential Component
Program Delivery

Due to the specifics of the program design and implementation model, the partnership
encountered multiple challenges that prevented the desired levels of participation, particularly
in terms of installations.

Once the challenges to participation were identified, stakeholders often sought to make
relevant changes to the program design and delivery to optimize future partnership efforts.82 In
addition, the New Bedford CMI stakeholders employed their collective determination and
flexibility to continuously address pervasive challenges at weekly meetings, in addition to using
real-time communication. They often used Google documents to coordinate the scheduling of
audits and installations, which required input from CSG, Youth Build, and the Marion Institute.
The Marion Institute and CSG were flexible in setting up their audit scheduling process in
hopes that change could produce a more streamlined, effective result. According to
stakeholders, a miscommunication regarding an alteration in the scheduling process resulted
in a backlog of audit leads, but the groups were able to schedule most backlogged audits
through a more streamlined scheduling process.

The table below describes the implementation challenges that the initiative encountered as

well as ways it attempted to deal with them:

Table 6-4. New Bedford CMI Implementation Challenges and Actions Taken to Address Them

Challenge

Action Taken

Low income program eligibility screening

NSTAR assisted the outreach staff in identifying customers
who would likely be eligible for the low income program
services but sometimes that was insufficient, and customers
who should have been served by the low income program
were scheduled for CMI assessments. At the start of the CMI,
auditors were verifying income at the audit visit, which was
wasteful in cases with non-qualifying customers.

Conduct low income program eligibility
screening at initial outreach stage.

The outreach group searched for a way to confirm
income level upon their first outreach opportunity and
adjusted their routine to include a check of a code on
the resident’s energy bill. This lessened, but did not
completely eliminate, occurrences of auditors having to
explain to customers that they were not eligible.

Difficulties with communications and scheduling

During the initial implementation, there was some
misunderstanding as to who was ultimately responsible for
scheduling audits. This resulted in an accumulation of
unscheduled audits for a short time frame. The
implementation contractors did seek to streamline this
effort.

Provide outreach staff with the ability to
schedule audits during outreach

The audit scheduling process was modified to allow the
outreach staff to schedule audits while conducting
outreach. That involved the implementation contractor
sending availability to the outreach team ahead of time,
to allow for hassle-free, on-the-spot scheduling. While
this did streamline the process, it required more effort
from the implementation contractor.

Audit no-shows

Advance contact and confirmation of
appointment

82 Stakeholders include Marion Institute/P.0.W.E.R. Group, City of New Bedford, CSG, and Youth Build/P.A.C.E.
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During the implementation of the pilot, auditors and
installation contractors were faced with a number of “no-
shows,” or customers who scheduled appointments they
could not keep.

Late in the pilot effort, stakeholders agreed that Youth
Build representatives would contact customers 48-72
hours in advance of their scheduled appointment to
confirm participation. This reduced no-shows and last-
minute cancellations and freed appointment times that
could otherwise have been lost, although it did not
completely eliminate the problem.

Unique staffing needs

While the subcontractors and outreach team hired dedicated
staff to work on the CMI, the implementation contractor
expected to use its existing staff to conduct audits for the
CMI. The implementation contractor originally believed its
role would not diverge much from its usual work with the PA,
but because of the community-based nature of the project,
more tracking and flexibility was required. While the program
implementer made due diligence alterations to the
implementation model to accommodate the needs of the
CMI, the changes introduced staffing needs that were not
planned as part of the effort. For future CMls, it would be
beneficial to account for this issue when planning and
implementing efforts.

Not fully addresseds3

Despite the above described challenges for the partnership, participants indicated that
participation was relatively easy, and the majority (57%) recommended the program to a friend.
As such, the different implementation mechanism for this CMI did not result in any changes in
program satisfaction (either negative or positive) when compared to participants in the HES
program.

» 57% of respondents felt that the overall participation process was very easy, and 63%
of respondents felt that understanding the New Bedford initiative participation
requirements were very easy.84 Furthermore, 77% of participants said that it was very
easy to schedule an audit and two out of three said that time slots available for the
weatherization work were very convenient.8®

» Across the board, program participants report high levels of satisfaction with the audit
visit and weatherization process. A total of 93% of participants report being satisfied
with the overall experience with the assessment.86 In comparison, 94% of HES program
participants report being very or somewhat satisfied with the energy audit as a whole
experience.8?

83 Based on the information obtained from the PAs, upon the completion of the New Bedford initiative, the
implementation contractor hired a Community Outreach Project Manager.

84 Very easy is a rating of 7 on a 1 to 7 point scale, where 1 is very difficult and 7 is very easy.
85 Very convenient is a rating of 7 on a 1 to 7 point scale, where 1 is very inconvenient and 7 is very convenient.
86 A rating of 5, 6, and 7 on a 1 to 7 point scale, where 1 is very dissatisfied and 7 is very satisfied.

87 Please note that results are not directly comparable due to differences in scales respondents were offered to
use to rate their satisfaction. In the New Bedford CMI survey, participants were asked to rate their satisfaction
using a 1 to 7 point scale, where 1 is very dissatisfied and 7 is very satisfied, whereas in the HES participant
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Figure 6-9. Satisfaction with the Audit Process
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» 90% of participants rate recommendations received as a result of the no-cost energy
assessment as useful.88 In comparison, 91% of HES program participants rate the audit
report as very or somewhat useful.8?

» Only 10% of the respondents required additional support or assistance. They received
additional support from NSTAR, Marion Institute/P.O.W.E.R. Group and an electrician.
Only one participant was dissatisfied with the support they received.?0

Over half of program participants (57%) recommended this initiative to someone else (friend,
relative, co-worker etc). When asked about suggestions for improving the New Bedford
initiative in the future, some of the responses included better organization and coordination,
greater publicity (more ways to find out about the program - such as more information on the
bill), have better process management (with whole house rather than separate systems
approach), help with digital thermostats and knob-and-tube wiring, and allow customers to
participate in the initiative multiple times.

survey, respondents were asked to rate their satisfaction using a four-point scale of very satisfied, somewhat
satisfied, not very satisfied, and not at all satisfied.

88 A combined rating of 5, 6, and 7 on a scale of 1 to 7, where 1 is not at all useful and 7 is very useful.

89 Please note that results are not directly comparable due to differences in scales respondents were offered to
use to rate the usefulness of energy assessments. In the New Bedford CMI survey, participants were asked to
provide a rating using a 1 to 7 point scale, where 1 is not at all useful and 7 is very useful, whereas in the HES
participant survey, respondents were asked to provide a rating using a four-point scale of very useful, somewhat
useful, not very useful, and not at all useful.

90 A rating of 2 on a scale of 1 to 7, where 1 is not at all satisfied and 10 is very satisfied.
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Energy Savings Analysis — Residential Component

Based on the partnership tracking database, the measures installed through the New Bedford
CMI fall into three categories: domestic water heating measures, HVAC measures, and lighting.
Table 6-5 lists the number of measures installed in homes, the ex ante kWh, and therm
savings achieved as part of the initiative. As the table shows, the initiative contributed 11,818
therms and 203,490 kWh to the HES program.

Table 6-5. Numbers of Measures Installed and ex ante Savings

Residential
ex ante
. Installations Savings VO Savings
Homes | Installations ex ante .
/Home per Savings Units
Installation &
TOTAL Electric 269 203,490 kWh
CFLs 269 3,570 13.3 57 203,490 kWh
TOTAL Gas 127 11,818 therms
Thermostats 82 109 1.3 77 8,393 therms
Showerheads 43 43 1 27 1,161 therms
Faucet 10 13 1.3 14 182 | therms
aerators
Air sealing 11 11 1 72 792 therms
Insulation 10 10 1 129 1,290 therms

We limited analysis of savings resulting from the Residential component of the New Bedford
initiative to a review of engineering algorithms and lighting measure installation verification.
This was because rigorous impact assessment is performed as part of the HES program
evaluation.®! Based on the per-measure savings analysis performed as part of this evaluation,
we believe that energy savings are correctly estimated for CFLs, overestimated for faucet
aerators, and underestimated for low-flow showerheads. For programmable thermostats, while
electric savings are estimated correctly, gas savings are not taken into account. Table 6-6
below provides a summary of the analysis. Note that we only provide recommendations - we
have not adjusted savings since they are counted as part of the HES program.

As part of the participant survey effort, we verified receipt of all measures listed in the tracking
database and conducted a more detailed installation verification for CFLs, as they represent
the largest share of energy savings. As seen in the last two data fields of the table below, all of
the participants we interviewed remember receiving program tracked measures. All
respondents recalled receiving measures recorded in the program tracking database. We also
asked specifically about installation of CFLs. Installation verification for CFLs is at 93%. Note

91 As mentioned elsewhere in this report, savings resulting from the New Bedford CMI are counted as part of the
existing energy efficiency programs administered by NSTAR, more specifically HES program. All projects completed
as part of the New Bedford CMI appear in the program tracking databases provided to the HES evaluation team
and will be a part of the impact analysis.
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that while we show this information, we have not adjusted assumed savings since all savings
are counted as part of the HES program.

Table 6-6. Energy Assessment Results

Program Tracking Energy Recommended Energy Verification
Savings Assumptions Savings Assumptions of Measure Installation
Per Per : Verification
Total Total Receipt
Measure Measure
Lighting
CFLs 57 kWh 203,490 kWh 57 kWh 203,490 kWh 100% ‘ 93%
Water Heating
Faucet
14 therms 182 therms 9 therms 117 therms 100% N/A
aerators
Showerheads 27 therms | 1161 therms | 30therms | 1,290 therms 100% N/A
HVAC
Programmable 77 therms | 8,393 therms o
thermostats 77 therms | 8,393 therms | o141 wh | & 1,526 kWh 100% N/A
Air sealing Could not Could not Could not Could not 100% N/A
assess assess assess assess
Insulation Could not Could not Could not Could not 100% N/A
assess assess assess assess

Analysis of Initiative Impact on Energy Saving Actions —
Residential Component

Despite the fact that net-to-gross analysis was not a part of this year’s evaluation, as part of
the survey effort, we explored the influence of various components of the initiative on energy

efficient improvements made as part of and/or outside of the initiative. We explored the
following areas in the participant survey:

» Influence of the effort’s marketing and outreach on decision to participate

» Influence of the energy assessment on the decision to make energy efficient
improvements (as part of and outside of the New Bedford initiative)

» Influence of the incentives/financing options offered as part of the initiative on
participant decision to make energy efficient improvements

Influence of the effort’s marketing and outreach on decision to participate

Fifty-nine percent of program participants reported program outreach as an influential factor in
moving them to sign up for a no-cost audit. The average influence rating of the program
outreach on scheduling the assessment is 5.4 on a 1 to 7 point scale, where 1 is not at all
influential and 7 is very influential.

Influence of the assessment recommendations on the decision to make energy efficient
improvements

Few participants that we interviewed made energy efficient improvements through the
initiative. Some of the participants who did not make improvements through the initiative,
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made energy efficient improvements on their own. In both cases, participants report high levels
of influence of energy assessments on their decision to make their homes more energy
efficient. As seen in the graphic below, participants who made energy efficient improvements
through New Bedford CMI rate the influence of the assessment on their decision to perform
those improvements as 6 or 7 on a 1 to 7 point scale, where 1 is not at all influential and 7 is
very influential. On the other hand, of the participants who made improvements outside of the
New Bedford initiative, four rate the influence of the assessment as 7, and the remaining three
rate it as 4 or less.

Figure 6-10. Influence of Energy Assessment on Decision to Perform
Energy Efficient Improvements

Did not make any EE
improvements as part of the
New Bedford CMI

Made EE improvements as part of the New

Bedford CMI Made EE improvements on their own

(heating systems, windows, insulation)

n=20

Influence of assessment
ondecision to perform EE
improvements

1 1 (1 4
IIIII@I £ [ B E [ E

Notat all influential Very influential Notat all influential <———> Very influential

An additional 13% of participants made energy efficient improvements spanning beyond
energy assessment recommendations, including appliances, windows, and insulating heat
registers. Of those, the influence of the assessment was rated as 5 or higher, indicating that
the assessment might have triggered additional improvements and, therefore, savings.

In addition to all of the improvements already made as a result of the energy assessment
(whether as part of the New Bedford CMI or outside of it), 39% of participants who still have
recommended improvements to make say they plan on making them within the next year, and
another 21% say they might make them within the next year. Planned improvements include
insulation (47%), heating systems (35%), appliances (12%), and energy efficient lighting (12%).

Influence of the incentive/financing options offered as part of the initiative on participant
decision to make energy efficient improvements

As mentioned elsewhere in the report, aside from HES incentives and HEAT loans, the New
Bedford CMI did not offer participants any additional financial incentives or financing options.
The participant survey effort explored the influence of the existing HES incentives and financing
options on the decision to make energy efficient improvements.

Of the three participants that we were able to interview that weatherized their homes through
the New Bedford initiative, one rated the influence of the initiative as a 1, one as a 4, and one
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asa7.92

At the time of the interview, a third of program participants (33%) were aware of the Mass Heat
Loan program. Only one participant took advantage of the program. Those unaware of the Heat
Loan program reported fairly low levels of likelihood to make energy efficient improvements
had they known that 0% interest loans were available - only 10% said they would have been
likely to make qualifying energy efficient improvements.93

6.2.2 Commercial Accomplishments

The Business component of the New Bedford Initiative had a goal of 25 projects completed in
commercial facilities. According to the program materials, as a result of the outreach
performed as part of the effort, 104 small businesses were contacted. Of those, 52 signed up
for an energy assessment, and 45 had had an energy assessment performed. In total, 25 also
installed energy saving measures.

Effectiveness of Marketing and Outreach Interventions —
Business Component

The outreach to the business customer segment mimicked that to the residential segment and
included a team of Community Mobilization Leaders performing in-person outreach.94
Interviewees remembered receiving an in-person visit, and two of four recalled having phone
calls prior to the visit informing them of the upcoming outreach. Two participants also stated
that in-person outreach was one of the best ways of reaching companies like theirs with
information about energy efficiency opportunities. Furthermore, both of these participants
rated in-person outreach as a very influential factor in their decision to get an energy
assessment95, with one respondent noting that he wouldn’t have participated had the outreach
not been persistent.

Review of the outreach statistics shows that 50% of customers who were contacted in-person
through the initiative expressed interest in participating and, of those, 87% had an energy
assessment performed and received free lighting and other upgrades. Of the customers who
had the energy assessment performed, 60% signed a contract to have additional energy
efficient equipment installed. Overall, a quarter of customers were converted into participants
as a result of in-person outreach.

Figure 6-11. Business Customer Flow through Outreach and Participation process

Audit Audits Contracts
Co;r_’g:lzted N scheduled 3 performed sigr_lled
52 45 >
oIS 50% 43% 26%

92 0n a 1 to 7 point scale, where 1 means not at all likely and 7 means very likely.

93 A rating of 6 and 7 on a 1 to 7 point scale, where 1 is not at all likely and 7 is very likely.

94 Appendix H provides a detailed description of the New Bedford CMI’'s community engagement network.
95 0n a 1 to 7 point scale, where 1 means not at all influential and 7 means very influential.
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Respondents with whom we were able to discuss the effectiveness of in-person outreach, rated
the outreach representatives as very knowledgeable about the initiative’s specifics, energy
saving options, as well as ways to get financial support for energy efficient improvements, and
both rated the information provided during the outreach visit as relevant.96

While Marion Institute representatives performed outreach, participants did not identify Marion
Institute as the outreach entity. Rather, of the three respondents who could name the
organization they worked with, all three mentioned Rise Engineering - the lead implementer of
the Small Business Direct Install program.

Facilitating Ability to Participate

According to the program theory that we have developed for the New Bedford Initiative,
financial constraints are one of the core barriers to adoption of energy efficiency among small
business customers, yet the initiative did not offer additional financial support outside of what
is offered through NSTAR’s Small Business Direct Install program.®” The evidence of financial
constraints being a barrier to energy efficiency adoption is reflected in the fact that neither of
the two participants we interviewed made improvements to their business within two years
prior to receiving the energy assessment through the New Bedford Initiative, and one
respondent explicitly acknowledged that inability to afford energy related improvements was a
core barrier to not making improvements.

Inability to participate due to language limitations as well as time and paperwork requirements
were other barriers to adoption of energy efficiency assumed in the program theory that we
developed. It is unclear whether the New Bedford Initiative provided additional (non-financial)
support to small business customers, aside from increased marketing and outreach, but the
design of NSTAR’s Small Business Direct Install program assumes a turnkey delivery with as
little paperwork and other inconveniences to customers as possible. This is reflected in
participant responses - both of the interviewees mentioned that the assessment and
equipment installation process was fast, timely, and efficient. Of the participants we were able
to contact through the survey effort, only one customer had language constraints.

96 Ratings of 5 and 7 on a 1 to 7 point scale, where 1 is not at all relevant and 7 is very relevant.
97 These barriers are outlined in program theory, which can be found in F.
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Assessment of Program Delivery and Data Tracking
Mechanisms — Business Component
Program Delivery

The community outreach process was somewhat similar to that of the residential effort, yet it
was able to avoid many of the barriers encountered in the residential segment. One member of
the outreach team would both call and visit stores in-person in order to discuss the program
and its benefits. NSTAR provided separate marketing materials for this segment, and business
hours (unlike with the residential segment) were the ideal time for the outreach member to
come by to have a discussion about the program with the business owner. Business customers
were more likely than residential customers to have capital available if needed. Also, much of
the work done in businesses was lighting replacement, which wasn’t halted by pre-
weatherization barriers like much of the residential work.

Both of the respondents who were asked to rate New Bedford Initiative delivery processes,
gave the initiative high ratings across all metrics. More specifically, both participants reported
being satisfied with the New Bedford Initiative overall®8. Both also gave the highest ratings to
the various aspects of the energy assessment process, such as ease of scheduling the
assessment, level of knowledge, expertise and professionalism of the person conducting the
assessment, the amount of time the assessment took, the clarity of information provided by
the auditor, and usefulness of recommendations provided as a result of the assessment.®®

As another indicator of their being pleased with the program, both participants we interviewed
mentioned that they recommended the initiative to others.

Energy Savings Analysis — Business Component

The commercial component of the New Bedford CMI initiative installed energy efficiency
measures in a variety of businesses. The electricity savings measures installed included
lighting and vending machine controls. Gas savings measures included efficient spray valves,
pipe insulation, duct insulation, thermostats, and boiler reset controls.

The initiative installed measures in 25 unique businesses, under 36 separate work orders.
Table 6-7 shows how many electric savings measures were installed and the ex ante savings
tracked for each measure.

Table 6-8 shows how many gas savings measures were installed and the tracked ex ante
savings for these measures. Following the tables is an overview of the assessment results.

98 Ratings of 5 and 7 on a 1 to 7 point scale, where 1 is not at all satisfied and 7 is very satisfied.
99 A rating of 7 on a 1 to 7 point scale, where 1 is not at all satisfied and 7 is very satisfied.
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Table 6-7. Electric Efficiency Measures Installed and ex ante Savings

Measure Type Measure Quantity kW kWh
Linear Fluorescent (4 to 8 ft) 359 13.484 59,466
Lighting CFL 262 | 13.300 43,223
Linear Fluorescent (2 & 3 ft) 6 0.136 834
Vending Vending/Cooling Misers 3 0.375 3,276
HVAC Thermostats 3 1.500 1,500
TOTAL Electric Savings 630 27.295 106,799

Table 6-8. Gas Efficiency Measures Installed and ex ante Savings

Measure Type Measure Quantity | therms
Hot Water Spray Valves 10 3,350
Pipe Insulation 101 289
Thermostats 1 77
HVAC Duct Insulation 30 45
Boiler Reset 1 355
TOTAL Gas Savings 143 4,116

Similar to the residential component of the New Bedford CMI, we limited the analysis of
savings resulting from the business component to a review of engineering algorithms where
possible. The savings resulting from the business component of the New Bedford initiative are
captured as part of the Small Business Direct Install program currently administered by NSTAR.

The review of linear fluorescent lighting measures was limited by lack of information on annual
demand and energy use for the baselines and replacement lighting fixtures as well as lamp
wattages in the program tracking datafile provided to us. The analysis of savings based on
reasonable assumptions, however, revealed little discrepancy between our estimates and the
program tracking database. If lamp wattages are currently not tracked in the program tracking
databases, we recommend including this information as part of the tracking process in the
future.

Many incandescent lamps were replaced with CFLs of various wattages. The CFL wattages
were not specified in the program tracking database that we received. However, our analysis
suggests that rated CFL wattages were used. The rated wattages do not account for the extra
two watts typically used by each CFL ballast, which resulted in overestimation of energy savings
resulting from the CFL measures. Notably, this is an area that could be further investigated
under the Small Business Direct Install evaluation effort. Our analysis uses estimates that are
consistent with what is assumed to be used in the C&l program evaluations.

Electric savings from vending and cooler misers, on the other hand, were underestimated by
40% when compared to the MA TRM.190 As for the gas measures, the evaluation team found a

100 Massachusetts Technical Reference Manual for Estimating Savings from Energy Efficiency Measures
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small error in therm savings listed for spray valves when compared to the MA TRM (3,350
therms vs. recommended 3,360 therms), while gas savings for programmable thermostats,
duct insulation and boiler reset controls all matched the values listed in the MA TRM.

The information in the program tracking database provided to us was limited. As such, we did
not conduct an assessment of electric savings resulting from programmable thermostats and
gas savings resulting from pipe insulation.

Analysis of Initiative Impact on Energy Saving Actions —
Business Component

While net-to-gross analysis was not a part of this year’s evaluation, as part of the survey effort,
we explored the influence of various components of the initiative on energy efficient
improvements made as part of and/or outside of the initiative.

Program outreach is reported by program participants as a very influential factor in moving
them to sign up for a no-cost energy assessment. Two of two participants rate the influence of
the in-person outreach visit on their decision to perform those improvementsas 7 ona 1to 7
point scale, where 1 is not at all influential and 7 is very influential.

The participants with whom we were able to discuss prior knowledge of energy efficiency had
not heard of PA-sponsored energy efficiency programs prior to participating in the New Bedford
initiative. They reported being either very knowledgeable or not very knowledgeable about ways
to save energy before they had their energy assessment done. Despite the differing responses,
both claimed that their knowledge of ways to save energy increased a lot (the highest rating
available in our interview) after the energy assessment. Furthermore, the one respondent who
knew about ways to save energy prior to participating in the initiative but wasn’t able to afford
such projects. Another participant tied his satisfaction to the fact that he did not have to pay.
While the low- to no-cost aspect of the initiative pleased these people, one particular
respondent expressed frustration that the insulation that she paid for was later offered at no-
cost to her neighboring businesses through the Boston Main Streets project.

6.2.3 Multi-Family Accomplishments (5+
Unit Buildings)

The partnership had a goal of four projects completed in multi-family buildings. According to
the program materials, as a result of the outreach performed as part of the effort, 31 multi-
family properties were contacted. Based on the information provided to us by PAs, of the 31
properties 14 signed up for an energy assessment, and five had an energy assessment
performed. A total of three buildings received energy efficient improvements both in common
areas, as well as in units. Of those, all buildings had lighting (both CFLs and fluorescent fixtures
replaced), and two received low-flow showerheads and programmable thermostats. None of
the buildings received shell or mechanical system upgrades. The table below provides counts
and energy savings by measure.

Table 6-9. Multi-Family Projects and Savings

Total Total
| Buildings R T Total kWh | Total therm
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CFLs | 3 | 204 | 12614 | 0
Fluorescent 22,666 0
fixtures | 3 | 111 | |
Showerheads | 2 | 10 | 0 | 178
Programmable 5 1 0 39
thermostats
TOTAL | 3 | 326 | 35,280 | 217

6.3 Assessment of the Effort’s Data

Tracking Systems

As part of the New Bedford CMI, data are collected and tracked by several entities - the
outreach/coordination team at the Marion Institute; CSG, NSTAR’s lead implementer of the
HES program; and Rise Engineering, NSTAR’s lead implementer of the Small Business Direct
Install program.

The data made available for the evaluation includes the following;:

>

>
>

Program tracking database capturing contact and proposed and installed measure
information at participant level (number of customers who received an energy
assessment and/or made energy efficient improvements). The program tracking
database also contains savings information resulting from the installed measures. The
residential program tracking data file also contained information on the roadblocks
identified at each participating household. We also received detailed invoices for the
projects completed in multi-family homes. The invoices contain the information on the
measures, energy savings, and project costs.

Summary spreadsheet with the effort’s statistics, including outreach, intake, audit, and
weatherization statistics. The data provided in the spreadsheet allows tracking of
customer flow and attrition from initial outreach to energy assessment to measure
installation.

Training and marketing materials.

Overview of the initiative’s costs and expenditures by entity. The evaluation team
received invoices from Marion Institute and CSG.

As part of the Program Theory and Logic Model task that was completed earlier in 2011, we
have developed a table with metrics recommended for tracking, given the effort’s outputs and
goals. The table is located in Appendix G of this report. We reviewed the program tracking data
with consideration of the following three questions:

>
>

Are data tracked for each goal or output identified in program theory?

Are data tracked in a way that enables the evaluation team to conduct primary research
to obtain additional performance metric measurements?
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» Are data tracked and stored in a way that would allow for timely sharing with the
minimal amount of effort involved?101

Based on the review of the tracking data provided to us, with the exception of tracking the
costs associated with NSTAR’s oversight of the effort, we deem data tracking practices to be
overall sufficient for successful evaluation of the effort. Tracked metrics allow us to trace
customer flow from initial outreach through the entire participation process and identify areas
of customer attrition. Program data were collected in a way that allowed for primary data
collection (e.g., participant contact information and associated measure, savings, and rebate
information was readily available for sampling and fielding purposes). It should be noted,
however, that primary data collection efforts were performed with participants only. It is
unclear to the evaluation team if the data on the program leads are tracked in a way that
would allow for non-participant/lead primary research.

Finally, while there were delays with obtaining tracking data, it is our understanding that those
delays were associated primarily with the effort wrapping up all of the outstanding projects, as
opposed to a cumbersome data extraction and delivery process.

Notably, for some measures we did not receive sufficient information to verify energy impacts
(such as building characteristics to verify savings from insulation improvements or underlying
data to verify electric savings from programmable thermostats). However, we believe that the
data are obtainable if needed.102

101 Community-based efforts usually do not have large budgets; therefore, cost-effective tracking mechanisms
were deemed an important factor.

102 Detailed impact analysis was not part of this evaluation; as such, evaluation is performed as part of the HES or
Small Business Direct Install programs. The evaluation team reviewed program tracking databases provided by
the PAs for the HES and Small Business Direct Install evaluations and found a way to link the necessary data to
the New Bedford participant tracking data, if needed.
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SUCCESSFUL PRACTICES REVIEW

MEMORANDUM

TO: Massachusetts Program Administrators

FROM: Opinion Dynamics Evaluation Team (Contacts: Antje Siems, Kessie Avseikova)
DATE: August 31, 2010

RE: Review of Practices for Designing and Implementing Successful Community-

Based Programs

This memo provides a review of recent evaluations of community-based programs (including
local government partnerships and other community initiatives). The goal of this effort is to
identify key aspects of community initiatives that have proven to be successful in the past.
This review draws on a literature review as well as the experience of our team members with
community-based programs. The practices identified through this effort will inform the
evaluation of community-based programs in Massachusetts and provide a benchmark against
which these efforts can be assessed.

LITERATURE REVIEW

Our review of literature on community-based programs included the following publications:

>

“Government Partnership Programs. Effectiveness and Impacts for Non-Resource
Elements of the 2006-2008 Government Partnerships Programs.” Summit Blue
Consulting, January 2010.

“Local Government Partnerships: Maximizing Local Energy Saving Opportunities.”
Rasmussen et al, January 2010.

“Process Evaluation of the Palm Desert Partnership Demonstration Project.” Opinion
Dynamics Corporation, July 2009.

“Process Evaluation: Energy Smart Communities Program.” Research into Action, April
2009.

“Summary Report: Process Evaluation of the 2006-2008 Local Government and
Institutional Partnership Programs.” PA Consulting Group, February 2009.

“2004-2005 Los Angeles County-Internal Services Department/Southern California
Edison/Southern California Gas Company Energy Efficiency Parthership Process
Evaluation Study.” RLW Analytics, December 2008.

“The Green, Green Grassroots of Home: Measuring Community-Based Clean Energy
Market Development Initiatives in Connecticut.” Pettit et al., 2007.

“PG&E 2004-05 Local Government Partnership Programs.” ECONorthwest, December
2006.
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“San Diego Gas & Electric 2004-2005 Local Energy Savers Program Evaluation
Report.” Quantec, July 2006.

“Recommendations for Community-Based Energy Program Strategies.” Energy Trust of
Oregon, June 2005.

SUCCESSFUL PRACTICES

We identified a number of design and administration elements that contributed to the success
of the community-based programs and outreach efforts evaluated in the above referenced
publications. These elements can be broadly classified into the following categories:

>
>
>
>
>

Program Planning
Program Design
Program Implementation
Program Marketing

Program Communication and Information Sharing

In the sections below, we provide a description of successful practices within each of these
five areas. There may be other areas that the PAs or implementation contractors may wish
to have the evaluation team explore (e.g., ramp up times for community efforts and/or
additional information on interactions between community efforts and other PA programs).
We will work with the PAs and implementation contractors to explore additional areas as the
need arises.

When considering the practices described below, it should be noted that community outreach
efforts tend to be highly individualized and are, on many levels, unique. Therefore, not all of
the practices outlined below will be appropriate for each community-based program.

PROGRAM PLANNING

Similar to more traditional energy efficiency programs, community-based efforts require
thorough planning and preparation. Consideration of the following components has proven
effective in planning successful community-based programs.

>

Well defined goals that are partnership specific. Any energy efficiency program
should have well defined goals that allow program staff and other stakeholders to
track and assess the program’s progress. Where community efforts are based on
already existing energy efficiency programs, it is important that the community effort
have its own, clearly defined goals, so that its progress can be evaluated
independent of the existing program. Program logic models are one way of
documenting program goals, the rationale of the program, and barriers it is designed
to overcome.

Balance of resource and non-resource objectives. Many community-based efforts aim
not only at achieving near-term energy savings, but also building a foundation for
longer-term savings, be it educating prospective customers about energy efficiency or
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increasing general awareness of energy efficiency offerings. When defining goals of a
community-based program, it is important to identify both resource and non-resource
objectives. Program Administrators may also wish to prioritize among resource and
non-resource objectives since it may be difficult to pursue both simultaneously. For
strategic long-term objectives, establishing interim milestones and/or performance
indicators may help track whether the program is making adequate progress.

» Clearly defined roles and responsibilities. Roles and responsibilities of each program
partner should be clearly articulated and recorded in the program design documents,
written commitments, and contractual documents.

» Adequate staffing. Local governments and community organizations are often
constrained in terms of resources. However, proper staffing is essential to ensuring
that the necessary program work is done. Assessing the resources that a local
government or a community organization can commit for the implementation of a
community-based initiative is vital to the initiative’s success - it allows for better
planning, allocation of PA resources, and timely engagement of a third-party
implementer, if necessary.

PROGRAM DESIGN

The following are common program design features that have proven effective in past
community-based programs.

» Bundling of services to simplify participation process. Since community-based
outreach efforts often target underrepresented, hard-to-reach audiences, simplifying
participation processes can be essential to the effort’s success. “One stop shopping”
- a program concept that bundles various services, such as audits, incentives, and
installations - can help engage customers that would otherwise not consider the
program because of the effort it takes to complete a project.

» Engagement of suitable community organizations. Generally, the goal of community-
based programs is to increase participation in energy efficiency programs among a
targeted population. This can be customers in a specific geographic area or hard-to-
reach audiences such as ethnic groups, low income customers, or small businesses.
Local community organizations provide an effective point of entry as they have an
established reputation in the target community and often have a good membership
base. When choosing a community group or organization to partner with, it is
important to choose an organization or group that is reputable and well known and
trusted by the target community.

» Availability of financing. Upfront cost is a major barrier to participation in any energy
efficiency program, especially among small businesses, low income customers, and
other hard-to-reach groups. Easily available financing options allow customers to
invest in the equipment they would otherwise not be able to afford and may be just
as important as incentives themselves in motivating customers to participate in the
program.
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» Building community engagement and community commitment through individualized
and tailored initiatives. The success of a community-based partnership often
depends on the degree of community engagement, motivation, and commitment it is
able to generate. Energy efficiency offerings - be they educational initiatives or
energy efficiency programs - should be community focused and should aim at
addressing the unique needs of a particular community.

» Building local energy efficiency infrastructure. Local vendors and contractors can be
instrumental to achieving desired energy savings goals. Therefore, parthering with
local businesses (such as builders, contractors, equipment suppliers), educating
them on energy efficiency practices, and familiarizing them with program
opportunities and implementation requirements can be a successful service delivery
channel of a community-based energy efficiency program.

PROGRAM IMPLEMENTATION

Smooth implementation has proven to be one of the primary drivers of success of traditional
energy efficiency programs. Community-based programs are no exception. The following
implementation practices can contribute to the success of a community-based program.

» Streamlined application and rebate process. A lack of knowledge on where to find
and how to fill out an application form, as well as a lack of understanding on how the
rebates are processed and issued, can act as a barrier to participation in energy
efficiency programs. These aspects are even more important for local community-
based programs, as target audiences for such efforts are not only hard to reach but
also hard to engage. Therefore, program applications that are easy to understand
and fill out, fast and efficient rebate processing, as well as ongoing and easily
available customer support are important components that can increase program
participation.

» Effective program tracking. As with any energy efficiency program, effective tracking
processes are important to program implementation, management, and evaluation.
Program databases are essential to measuring tracking milestones and measuring
progress and energy impacts of community-based efforts.

PROGRAM MARKETING

Marketing strategies employed for traditional energy efficiency programs might not be as
relevant or effective when it comes to community-based programs. The following marketing
and outreach strategies have proven successful in promoting community-based programs
and increasing participation.

» Clear branding of programs and partnerships. Branding can play an important role in
helping promote community-based programs and partnerships. Co-branding of a
community-based program by too many Program Administrators and stakeholders
can cause confusion among target customers, diminishing the impact of the effort.
Therefore, when developing a marketing strategy for a community-based effort it is
important to create clear brands that are easy to recognize and difficult to mistake
for already existing programs. Moreover, creating a brand that speaks directly to the
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targeted population can create extra “buzz” and increase awareness, interest, and
participation.

» Relevant and up-to-date marketing and promotional materials. Since many
community-based initiatives are demographically and geographically concentrated, it
is important that marketing and promotional materials address regional specifics and
are culturally appropriate. Program information in the marketing and promotional
materials should also be kept up-to-date and contain current program information.

» Explicit community-oriented marketing themes. Marketing themes that (1) focus on
the specific goals of the program - e.g., reducing energy use in XYZ Town by 5% by
2012 - and (2) create a sense of the whole community working together to achieve
the goals, can increase awareness of and interest in a community-based program.
Such messages can help mobilize customers that are not motivated by more
traditional messages of energy/monetary savings or environmental benefits.

PROGRAM COMMUNICATION AND INFORMATION
SHARING

Multiple stakeholders are usually involved in the delivery of community-based programs.
Creating a communication and feedback loop is therefore an important aspect of a
successful community-based partnership.

» Coordination of community outreach efforts with other energy efficiency programs in
the area. Community-based outreach efforts are often offered to customer groups
that already have other energy efficiency programs available to them. Often, the
community-based outreach is built on these existing efforts and takes advantage of
the already existing infrastructure. Where such overlap exists, program efforts need
to be coordinated closely in order to avoid customer confusion, program competition,
and duplication of efforts.

» Frequent and consistent communication and collaboration between program
partners and the PA. Well established formal and informal communication channels
between program partners and the PA(s) are critical to the success of a community-
based effort. Frequent communication on program processes can allow program staff
to identify issues early on and effectively “course correct” the program. At the same
time, continuous communication and flow of information can provide program
partners with better guidance on their roles, responsibilities, priorities, and changes
thereof.

» Accumulating and leveraging lessons learned and best practices from already
implemented community efforts. Developing a way for PAs and other stakeholders to
share their experience administering community-based initiatives can help develop a
broader collective knowledge base and therefore contribute to the success of future
community-based endeavors. A website or periodic meetings are some of the ways in
which experiences can be shared.
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B. STAKEHOLDER INTERVIEW GUIDE

CBP and CMI Implementer and Stakeholder In-Depth Interview Guide

March 2, 2010

Name of Interviewee: Date:

Title: Company:

The Interview Guide is a tool to guide process evaluation interviews with program
implementation contractors and stakeholders. These questions may be adjusted and
supplemented with additional questions based on the design and processes of each
program specifically. All interviews will be audio taped and transcribed.

It is important to note that not all questions will be explored with every respondent. In
addition, there will be sets of questions that will be more fully explored with some
individuals than with others. The depth of the exploration with any particular respondent will
be guided by the role the organization plays in the delivery of the program as well as the role
of an interviewed individual.

Hi, may | please speak with [NAME]?

My name is and I'm calling from Opinion Dynamics/Evergreen Economics. We
are part of the team conducting the evaluation of the [PROGRAM NAME] on behalf of
[UTILITY]. Is now still a good time to talk? [IF NOT, SCHEDULE A CALL BACK.]

We are conducting interviews with program stakeholders and implementation contractors in
order to understand how the program is operating, to identify program successes and
challenges, and ways that the program could potentially be improved. This interview should
take about 30-45 minutes [depending on respondent], and your responses will be kept
confidential.

Roles and Responsibilities [ASK ALL]

1. Can you briefly summarize what your organization does? What is your role specifically
within the organization? [DO NOT ASK IF INFORMATION IS AVAILABLE]

2. What is your organization’s role in the PROGRAM? What are your responsibilities
specifically within the program? How many people within your organization are
dedicated to work specifically on this program? [PROBE FOR COMPOSITION -
PROGRAM-DEDICATED WORKERS, VOLUNTEERS, ETC.] Do you think this number is
sufficient? Why, why not?
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a. How do you perceive your organization’s mission and its role in the community
fit in the context and goals of the [PROGRAM NAME]?

Program Start-up, Selection of Community Group and Changes to the Program Delivery
[ASK ALL]

3. When did the program officially launch? Was it delayed?

a. [IF PROGRAM LAUNCH GOT DELAYED] To the best of your knowledge, what
can delays in program launch be attributed to?

4. How and when did your organization become engaged with the program? [IF
RELEVANT, PROBE FOR: RECRUITMENT, TIMING, ADEQUACY OF TIMING, ETC.] How
was your organization selected to work with the program? Why do you think your
organization got engaged with the program? [IF RELEVANT, PROBE FOR BARRIERS
THAT THE ORGANIZATION WAS AIMING TO OVERCOME]

5. Did your/your organization’s role in the program delivery change since program
launch? If so, how did it change? Do you think it was a positive change? Do you wish
you/your organization did something that you are NOT currently doing? If so, what

and why?
6. Have there been any changes made to the program delivery since the program
launch? If so, what are they?
a. What spurred these changes?
b. How easy or hard was it to make these changes? Why?
C. Do you think the changes made to the program delivery have been effective?
7. Does anything about the current program delivery need to be changed or improved?

If so, what? Why?

Selection of the Community and Exploration of Program Model/Theory [ASK ALL]

8. Why do you think this community was selected for the program? [PROBE FOR TARGET
AUDIENCES, BARRIERS TO PARTICIPATION IN THE PROGRAM; GAUGE WHETHER THEY
THINK IT WAS A GOOD SELECTION]

9. How does the program help this community? [PROBE FOR 5 SPECIFIC
TOUCHPOINTS/BARRIERS FROM PROGRAM MODEL: Raise awareness, build
credibility, raise awareness of rebates, facilitate participation, offer additional
financial incentives (if relevant)] Any other ways?
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10.  Are there any other communities that should be targeted with the program offerings?
What are they? Why did you hame these communities?

Selection of Additional Community Organizations [AS RELEVANT]

11.  Are there other community groups/entities that have been selected to assist in the
delivery of the program? What groups? Why do you think they were selected?

12.  How successful were the community groups so far in delivering the program and
increasing program participation? Why do you say that?

a. Are there other community groups that you believe are better suited to deliver
the program in the target area to the target audience? Why do you say that?

Program Successes to Date [ASK ALL]
13.  What aspects of the program have gone particularly well in your opinion? Why do you
think this is? [PROBE FOR PROGRAM’S SUCCESS IN ADDRESSING PARTICIPATION

BARRIERS FROM THE OVERARCHING PROGRAM THEORY AND PROGRAM SPECIFIC
LOGIC MODELS]

a. [PROBE IF THE PROGRAM’S GOAL IS TO CHANNEL RESPONDENTS INTO
OTHER PROGRAMS] Please comment on the program’s success in channeling
customers into other programs? [E.G., LOW INCOME, ETC.]

14. What program aspects did not work as well as intended? Why? What should be
changed from your perspective to make the program work? Why do you say that?

15. What are the most significant challenges that your organization has faced when
delivering the program?

a. How have these challenges been addressed?

Program Goals and Data Tracking [ASK ALL]

16.  What are your explicit goals for the program? Are there any other metrics that are
used to determine the success of the program? If so what are they?

a. What are the specific goals for YOUR COMPANY within this program?
17. How are you doing against your goals? Are you on course to meet them? If not, why?
18. What data do you track as part of this program? [PROBE FOR AUDIT LEADS, AUDITS,

COMPLETED PROJECTS, MEASURE LEVEL DATA, LOAN AMOUNTS, NUMBER OF JOBS
CREATED, ETC]
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a. [DO NOT ASK IF KNOWN] Do you track the disposition of outreach efforts?
[REASONS FOR CUSTOMER REFUSAL, ETC.]

b. Have you had any difficulties tracking your progress? What were the
difficulties?

C. Is there anything that you would like to track that is currently not tracked?
What is it?

d. Have any changes been made, or are any planned to improve data tracking

for the program? What are the changes?

[NOTE: Refer to PT/LM document for metrics. If it is “unknown” if the metric is tracked, ask
about tracking of specific metric]
Program Components [AS RELEVANT]

19.

[IF IN-HOME] Please walk me through the process of in-person outreach to target
customers. What do you do as part of the visit? What do you offer customers when
you talk to them about the program?

a. Overall, how successful do you think the in-person visits are? What are the
challenges, if any, that have been encountered during in-person outreach?

Raising Awareness of EE Opportunities in Homes and Audits

20. Can you give me examples of how your organization (or how the program) raises
awareness of energy saving opportunities in the home?

21. [ASK IF RELEVANT/AUDITS] Approximately, what percent of outreach efforts turned
(in-person outreach) into audit leads [ALT for IMPLEMENTERS: Resulted in an audit]?
Was it higher or lower than expected? Why do you think that is?

a. What were the main challenges in getting customers to agree to an audit?
Why? [ALT for IMPLEMENTERS: What were the main challenges in getting
completed audits?]

b. What can be improved to bring in more audit leads through in-person
outreach [ALT: increase the number of audits]?

22. [ASK OF PROGRAM IMPLEMENTATION CONTRACTORS AND (SUB)CONTRACTORS]
Approximately what fraction of audits has turned into energy efficiency projects? Is
this lower or higher than expected? Why?

a. What are the main challenges in getting completed energy efficiency projects?
[PROBE TO SEE IF CUSTOMER TRUST AN ISSUE] What can be improved to
increase the number of completed projects?
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Additional Incentives

23.

24.

25.

[ASK WHEN RELEVANT] How many program participants have utilized specialized
bank loans through the program? Is this more or less than expected? Why?

a. How successful has this additional financial assistance been in increasing
participation? Why do you say that?

b. What other sources of funding are available to program participants to cover
the costs of energy efficient improvements?

[ASK FOR PROGRAMS WITH ADDITIONAL INCREMENTAL INCENTIVES] How successful
have additional incentives been in increasing interest and participation in the
program? Do you think program participation would the same had the incentives not
been offered? Why?

How successful have additional incentives been in increasing interest and
participation in the program? Do you think program participation would have been
the same had the incentives not been offered? Why?

Raising Awareness of Rebate Programs/Facilitating Participation

26.

27.

How successful has the program been in raising awareness of utility programs? [ASK
WHEN RELEVANT] What are the tactics for channeling non-qualifying program
participants into other energy efficiency programs? How successful have these
tactics been? Why?

a. How are these channeling efforts coordinated with the other entities? How
effective do you think these processes are? Why?

Does your organization help customers through the process of participating? How

helpful has this process been? Are there improvements that could be made?

Program Marketing and Outreach [ASK OF ENTITIES INVOLVED IN PROGRAM MARKETING
AND OUTREACH]

28.

29.

What components of program marketing an outreach does your organization assist
with? [PROBE FOR DESIGN AND DISSEMINATION OF MARKETING MATERIALS,
SETTING UP OR PARTICIPATING IN EVENTS, IN-PERSON OUTREACH, ETC.]

What are the goals of the marketing and outreach efforts that you provide? [PROBE
FOR IMPROVING GENERAL KNOWLEDGE OF ENERGY EFFICIENCY, FAMILIARIZING
TARGET AUDIENCES WITH THE PROGRAM OFFERINGS, MAKING TARGET CUSTOMERS
AWARE OF THE INCENTIVES AND REBATES, ETC.]

a. Have any language or cultural considerations been made when developing
and disseminating program marketing materials and conducting other forms
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of program outreach? [PROBE FOR IN-LANGUAGE MARKETING MATERIALS,
PHONE LINES WITH IN-LANGUAGE SPEAKERS, ETC.]

30. How successful has the program’s marketing and outreach been so far? What
suggestions would you make to improve the program’s marketing and outreach
strategies moving forward? [PROBE FOR NEW OR DIFFERENT MARKETING
CHANNELS, VOLUME OF MARKETING, ETC.]

Program Communication and Information Sharing

31. What other entities do you work with to deliver this program? [PROBE FOR THOSE
NOT ALREADY MENTIONED: IMPLEMENTERS, PROGRAM ADMINISTRATOR STAFF,
CORE PROGRAM STAFF, ETC.]

32. Are there any communication or information sharing procedures in place? If so, what
are they? [PROBE FOR PERIODIC MEETINGS, STATUS UPDATES, EMAIL
COMMUNICATION, ETC.] If not, why not?

a. How successful have the current communication and information sharing
processes been in keeping all involved parties informed about the program?
Do you wish the communication and information processes were set up
differently? If so, what improvements/changes would you recommend?

Program Training and Education [ASK SUB-QUESTIONS ONLY IF GOT OR PROVIDED
TRAINING per Q35/36]

33. Did you get any training as part of this program? If so...

a. What kind of training was provided to you/others in organization? How useful
was this training? [PROBE FOR TRAINING USEFULNESS IN IMPROVING
KNOWLEDGE OF THE PROGRAM PROCESSES AND DELIVERY MECHANISMS,
INCREASING KNOWLEDGE OF PROPER INSTALLATION PRACTICES,
IMPROVING ABILITY TO MARKET THE PROGRAM BETTER, ETC.]

b. Who provided you with training? How knowledgeable do you think the
person/entity that provided the training was? Why do you say that?

C. Has there been a sufficient amount of program-related training provided to
you and other employees at your organization? Why, why not? Are there any
areas that you think you or other people involved in the delivery of the
program at your organization are missing? What are these areas?

d. Overall, how important do you believe the training component is for the
[PROGRAM]

34. Did you provide any training as part of this program? If so...
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Who did you train?

What kind of training did you provide? [PROBE FOR CONTENT AS WELL AS
FOR DELIVERY MECHANISM] What did this training aim to accomplish? How
useful do you think this training was in helping deliver the program more
effectively? How important do you believe the training component is for the
[PROGRAM]

Did the training that you provided match the knowledge gaps of the entity that
was trained? Why, why not? Are there any topics that might have been better
suited for this particular entity

Are there any areas that you would like to train other stakeholders involved in
the delivery of the program that can help the program success? What are
those areas?

Job Creation [ASK ONLY FOR PROGRAMS WHERE JOB CREATION IS AN EXPLICIT GOAL
AND OF ENTITIES INVOLVED IN THE JOB CREATION COMPONENT OF THE PROGRAM]

35. What strategies do you have in place to create local “green” jobs? How successful
have these strategies been from your perspective? Why?
36. How many local community members have been hired to install measures through
this program? Is this more or less than expected? Why?
a. Describe the process for identifying sub-contractors and installers.
b. Were there any obstacles to identifying labor pools or in hiring?
C. How many installation jobs have they actually worked on?
d. What would you suggest to improve?
e. Do you think that there is enough work to sustain these jobs for another year?
How so? [PROBE TO SEE IF OTHER INITIATIVES ARE ADDING WORKLOAD TOOQ].
Wrap-Up [ASK ALL]
37. Are there any other topics that we have not covered today that you would like to

discuss? What are they? Any other suggestions to improve the program?

Thank you very much for your time and good information. Do you mind if we follow-up with

you by phone or e-mail later, if additional questions arise?
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C. INTERIM FINDINGS ON LYNN, CHINATOWN
AND CHELSEA CMIs

This Appendix includes information gathered for Lynn, Chinatown, and Chelsea CMls. Note
that these findings were presented as part of the interim report (Spring 2011) and have not
been revised since.

Lynn CMI

Lynn CMI has not yet launched93 and is still in the planning stages. The effort is led by
Green Justice Coalition (GJC), which plans to build upon the existing program infrastructure
offered by NSTAR and National Grid, more specifically Mass Save. Green Justice Coalition,
the local government coordinator, identified the City of Lynn as a good candidate for a CMI
based on its strong local community ties.

Partnership Launch. The Lynn CMI was supposed to launch in 2010. However, due to
budgetary constraints, the effort launch was delayed until 2011. In mid-March 2011, the
GJC submitted a proposal to National Grid. The proposal was submitted jointly with the
following entities:

» Neighbor to Neighbor

» Community Labor United, Inc.

» Laborers’ New England Region Organizing Fund

» Laborers’ Local Union 7 and Advantage Weatherization Inc.

The effort launch is pending the final proposal and budget approvals. It is expected that
outreach activities for the effort will begin as early as June 2011. It is also feasible that
training of community-based outreach stakeholders will be conducted prior to the outreach
start date.

Partnership Implementation. Since the Lynn CMI is starting after the launch of several other
CMis, stakeholders will be able to take advantage of the lessons learned through the
implementation of the other CMIs. Notably, an event is planned in the near future to allow
experienced CMI implementation contractors to present findings, share barriers, and
successes of their effort, thus allowing Lynn to build on successful methods.

Neither implementation specifics nor community engagement structure have been
determined yet. However, the Lynn CMI will be able to take advantage of the recent changes
to the Mass Save program that can potentially help alleviate some of the participation
barriers:

» Barrier: Increased HEAT LOAN amount. Recent changes in the Mass Save HEAT Loan
program would allow for greater loan amounts. Customers are now able to finance

103 From the report dated July 2011.
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energy efficiency improvements worth up to $2,500 (from $1,500 before the
increase).

» Barrier: Streamlined audit process. CSG plans to switch from the previous three-
tiered screening, diagnostic, and comprehensive audit structure to a single Standard
Home Energy Assessment to streamline the audit process. National Grid plans to
move back to this one visit model as well.

While the Lynn CMI has not launched, anticipated barriers are similar to those faced by the
other Initiatives, including lack of financing for co-pays and pre-weatherization barriers.
Performance metrics to measure the success of the Lynn CMI| have not been fully
determined or finalized yet.

Chinatown CMI

While the evaluation team has not conducted interviews with the organizations that are
implementing the Chinatown efforts, bimonthly conversations with the local evaluation
contractor (Arbor Consulting) allowed for information sharing, broadening the perspective of
the CMI efforts.

Chinatown CMI is a community-based effort that aims to increase awareness of energy
efficiency goals in the Chinatown area while increasing use of current PA energy efficiency
offerings. The effort is led by Green Justice Coalition and builds upon the existing program
infrastructure offered by NSTAR and National Grid. The initiative originally targeted both
residential and small business customers. However, due to pricing issues, the small
business component was removed from the initiative’s scope. Among the residential
customer segment, the effort targets customers with incomes between 60% to 120% of the
area’s median.

The community outreach network for Chinatown includes the Chinese Progressive
Association as well as the Asian American Civic Association. As part of the effort, these
organizations provide outreach and language translation assistance. Local Chinatown
community ties have proven vital to the CMI’'s accomplishments to date, according to Arbor
Consulting, with implementation contractors leveraging existing networks to address
language and cultural barriers.

While implemented in Chinatown, the effort’s outreach placed emphasis on facilitating non-
English speaker participation. This was primarily accomplished through offering translation
services and assistance to customers throughout all stages of the participation process.

Chinatown CMI has recently moved from its originally planned target neighborhood of
Chinatown to the South End and Allston/Brighton areas due to the following barriers that
curbed participation in the initially selected area:

» Barrier: Housing stock issues. The Chinatown CMI had a very difficult time moving
forward with efficiency efforts due to the pervasive pre-weatherization barriers in the
neighborhood.

» Barrier: Program qualification. Many residents in the Chinatown neighborhood of
Boston fit within the state’s low income program and are therefore ineligible for the
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Chinatown CMI.

» Barrier: Highly transient population. The high turnover rate in Chinatown’s rental
units makes it difficult to attract tenant interest in energy efficiency program
offerings.

Aside from the housing stock and a large number of non-qualifying residents, the Chinatown
CMI faced a significant challenge with the income-verification process. The effort, similar to
Renew Boston, uses Energy Efficiency and Conservation Block Grant (EECBG) program funds
to cover customer co-pays and therefore needs to ensure customer qualification for
additional incentives. Until recently, this process involved submitting tax forms and other
personal information. Recently, the requirements were changed to just a written affidavit of
income qualification signed by the customer. This should be helpful in alleviating a major
bottleneck.

The Chinatown effort is expected to last until either the effort’s end date (in 2011), or until
the goals are met, whichever comes first.

Chelsea CMI

While the evaluation team has not conducted interviews with the organizations that are
implementing the Chelsea CMI efforts, bimonthly conversations with the local evaluation
contractor (Arbor Consulting) allowed for information sharing, broadening the perspective of
the CMI efforts.

Chelsea CMI aims to address the barriers discussed in the program theory section within the
Chelsea community. The effort is led by Green Justice Coalition and the City of Chelsea. It
builds upon the existing program infrastructure offered by NSTAR and National Grid.

The effort targets the Chelsea community and uses the following community engagement
structure:

» Green Justice Coalition. This is the coordinating entity

» Chelsea Collaborative. This is a local community outreach organization responsible
for outreach to local residents

» InsulPro. This is an installation contractor that was referred by the GJC
» City of Chelsea
» Program Administrators. Program Administrators provide overall coordination

The initiative originally targeted both residential and small business customers. However,
due to pricing issues, the small business component was removed from the initiative’s
scope.

The Chelsea CMI has secured additional financing to cover customer co-pays.

As of early May 2011, Chelsea is very near its goal for multi-family homes and has
completed a third of its one-to-four unit housing goals.

The Chelsea CMI is expected to last until either the effort’s end date or until the goals are
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met, whichever comes first.
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D. SURVEY TOPLINE RESULTS

Renew Boston Residential Survey Topline

Results

QS1

S1. Our records indicate that around (DATE) you had a no-cost energy assessment
performed in your home at (ADDRESS). Is this correct?

N: 74
Yes 100%
No 0%
(Don't know) 0%
(Refused) 0%

QS2A

S2a. Our records also indicate that you received the following energy saving
equipment during or as a result of the assessment: (INDICATED MEASURE). Is
this correct?

N: 70
Yes 99%
No 0%
(Received some but not all) 1%
(Don't know) 0%
(Refused) 0%

QS2B

S2b. Our records also indicate that you received incentive for weatherization
improvements made in your home as a result of the assessment. Is this correct?
N: 17

Yes 94%
No 0%
(Don't know) 6%
(Refused) 0%
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QS2C

S2c. Our records also indicate that you received (QUANTITY) compact fluorescent
light bulbs at no cost to you as part of the no-cost energy assessment. Is this
correct?

N: 65
Yes 95%
No 0%
(Don't Know) 5%
(Refused) 0%

QS2D

S2d.How many bulbs did you receive at no cost to you as part of the no-cost
energy assessment?

N: O
(Don't know) 0%
(Refused) 0%

QS2E
S2e. How many of the (QUANTITY) compact fluorescent light bulbs are currently
installed in your home?

N: 62
1-5 15%
6-10 16%
11-15 21%
16-20 18%
21-25 5%
26-30 8%
31-35 5%
36-40 0%
41-45 5%
46-50 2%
51+ 2%
(Don't know) 6%
(Refused) 0%

QS2EA
S2ea. How many of the (QUANTITY) compact fluorescent light bulbs are currently
installed in your home?

N: 4
(All) 50%
(Some) 50%
(None) 0%
(Don't know) 0%
(Refused) 0%
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V_CTYPE. Verified customer type

N: 74
Audit only 3%
No cost improvements only 76%
No cost improvements and weatherization improvements 19%
Weatherization improvements only 3%
No cost improvements and other improvements 0%
Other improvements only 0%

QPAOA
PAOA. To the best of your knowledge, what is the name of the initiative through
which you received a no-cost energy assessment (and energy efficient

improvements)?

N: 74
(Renew Boston) 38%
(Mass Save) 16%
Next Step Living 9%
Mass Energy 3%
(City of Boston energy efficiency initiative) 3%
(NSTAR's energy efficiency initiative) 3%
(Other) 5%
(Don't know) 27%
(Refused) 0%

PAOB. In a sentence, how would you describe this initiative?

N: 74
Good/great/helpful/wonderful program 43%
Energy efficiency/energy conservation initiative 18%
I am pleased/happy/satisfied with the initiative 15%
Program was ineffective 14%
Helps lower bills/cost 12%
Offers a free home energy audit 12%
Offers energy efficient products (light bulbs, showerheads, etc.) 11%
Weatherization/insulation improvements 8%
Long process 3%
(Other) 3%
(Don't know) 1%
(Refused) 0%
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QPAOC
PAOC. To the best of your knowledge, who are the sponsors of the initiative
through which you received a no-cost energy assessment (and energy efficient

improvements)?

N: 74
(NSTAR) 39%
(City of Boston) 26%
(National Grid) 20%
(Mass Save) 11%
(Renew Boston) 8%
Next Step Living 8%
(Other) 12%
(Don't know) 19%
(Refused) 0%

QPA
PAl1. How did you first learn about the opportunity to get a no-cost energy
assessment through this initiative?

N: 74
Friends/family/neighbor/word of mouth 24%
Bill insert/mailer 14%
(Local community organizations and events) 11%
(Radio, TV, or newspapers) 11%
(City of Boston) 8%
Landlord 4%
(Brochures) 4%
(National Grid) 3%
(A phone call) 3%
Mass Energy 3%
Email 3%
(Other) 7%
(Don't know) 7%
(Refused) 0%

PAlaa. Have you seen or heard anything about this initiative...on radio, TV, or in

newspapers?

N: 66
Yes 44%
No 56%
(Don't Know) 0%
(Refused) 0%
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QPA1AB

PAlab. Have you seen or heard anything about this initiative...in brochures?
N: 71

Yes 28%
No 68%
(Don't Know) 4%
(Refused) 0%

QPA1AC
PAlac. Have you seen or heard anything about this initiative...through local
community organizations or events?

N: 70
Yes 30%
No 70%
(Don't Know) 0%
(Refused) 0%

QPA1AD
PAlad. Have you seen or heard anything about this initiative...through the City of
Boston representatives/

N: 68
Yes 38%
No 53%
(Don't Know) 9%
(Refused) 0%

QPA1AE
PAlae. Have you seen or heard anything about this initiative...through Renew
Boston website?

N: 74
Yes 50%
No 45%
(Don't Know) 5%
(Refused) 0%

QPA1AF
PAlaf. Have you seen or heard anything about this initiative...through Home
Performance Contractor Next Step Living?

N: 74
Yes 54%
No 42%
(Don't Know) 4%
(Refused) 0%
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QPA1AG

PAlag. Have you seen or heard anything about this initiative...through NSTAR or

National Grid?

N: 72
Choices
Yes
No
(Don't Know)
(Refused)

57%
36%
7%
0%

QPA1AH

PAlah. Have you seen or heard anything about this initiative...through some other

source?
N: 74
Choices

Friends/family/neighbors
City of Boston

Mass Energy

Mailer

(Other)

(No)

(Don't Know)

(Refused)

18%
4%
3%
1%
4%
70%
1%
0%

QPA2A

PA2a. How influential was the information that you learned from radio, TV or
newspapers on your decision to get a no-cost energy assessment?

N: 37
Choices

1 - Not at all influential 8%
2 5%
3 3%
4 8%
5 16%
6 14%
7 - Very influential 32%
(Don't know) 5%
(Refused) 8%
Mean 5.19
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QPA2B
PA2b. How influential was the information that you learned from brochures on
your decision to get a no-cost energy assessment?

N: 23
1 - Not at all influential 13%
2 9%
3 0%
4 0%
5 35%
6 9%
7 - Very influential 35%
(Don't know) 0%
(Refused) 0%
Mean 5.00

QPA2C

PA2c. How influential was the information that you learned from local community
organizations on your decision to get a no-cost energy assessment?

N: 25

1 - Not at all influential 8%
2 0%
3 4%
4 0%
5 16%
6 20%
7 - Very influential 52%
(Don't know) 0%
(Refused) 0%
Mean 5.84

QPA2D

PA2d. How influential was the information that you learned from City of Boston
representatives on your decision to get a no-cost energy assessment?

N: 32

1 - Not at all influential 3%
2 6%
3 9%
4 0%
5 25%
6 13%
7 - Very influential 44%
(Don't know) 0%
(Refused) 0%
Mean 5.50
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QPA2E
PA2e. How influential was the information that you learned from Renew Boston
website on your decision to get a no-cost energy assessment?

N: 37
1 - Not at all influential 0%
2 3%
3 5%
4 8%
5 19%
6 11%
7 - Very influential 54%
(Don't know) 0%
(Refused) 0%
Mean 5.92

QPA2F

PA2f. How influential was the information that you learned from Home
Performance Contractor Next Step Living on your decision to get a no-cost energy
assessment?

N: 40
1 - Not at all influential 8%
2 10%
3 0%
4 5%
5 13%
6 15%
7 - Very influential 48%
(Don't know) 3%
(Refused) 0%
Mean 5.46

QPA2G

PA2g. How influential was the information that you learned from NSTAR or
National Grid on your decision to get a no-cost energy assessment?

N: 43

1 - Not at all influential 5%
2 0%
3 5%
4 7%
5 14%
6 14%
7 - Very influential 51%
(Don't know) 5%
(Refused) 0%
Mean 5.85
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QPA2H
PA2h. How influential was the information that you learned from (QPA1AH) on
your decision to get a no-cost energy assessment?

N: 21
1 - Not at all influential 0%
2 0%
3 0%
4 0%
5 10%
6 19%
7 - Very influential 71%
(Don't know) 0%
(Refused) 0%
Mean 6.62

QPA3A

PA3a. Did you attend an event or a meeting hosted by a local community
organization?

N: 25
Yes 68%
No 32%
(Don't Know) 0%
(Refused) 0%

QPA3B
PA3b. Did you receive an in-person visit from a local community organization
promoting the initiative?

N: 25
Yes 20%
No 80%
(Don't Know) 0%
(Refused) 0%

QPA3C

PA3c. Did you receive a mailing from a local community organization promoting
the initiative?

N: 25

Yes 16%
No 80%
(Don't Know) 4%
(Refused) 0%
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QPA3D
PA3d. Did you interact with a community organization in some other way?
N: 25

(Other) 24%
(No) 72%
(Don't know) 4%
(Refused) 0%

QPA4
PA4. What would you say are the best ways for providing households in your
community with information about energy saving opportunities like this initiative?
N: 74

(Utility bill insert) 36%
(Newspapers or magazines) 28%
(Television) 22%
Flyers 19%
(Local community organizations) 18%
Mail 18%
(Online) 16%
(Radio) 16%
Word of mouth 12%
In-person/door-to-door outreach 7%
Email 4%
Phone call 4%
(NSTAR or National Grid) 4%
(Other) 4%
(Don't know) 0%
(Refused) 0%

QPABA
PA8a. Upon learning about the Renew Boston Initiative, did you call a toll-free
number available through the initiative?

N: 74
Yes 64%
No 20%
(Don't Know) 16%
(Refused) 0%
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QPA8B
PA8Db. Did you call a toll-free number to learn more about the initiative OR to set
up a no-cost energy assessment?

N: 47
Learn more 13%
Schedule an assessment 45%
(Both) 43%
(Don't know) 0%
(Refused) 0%

PA7a. How much do you trust...Environmental organizations or climate action

groups?

N: 74
Not at all 0%
A little 36%
A fair amount 28%
A lot 30%
(No experience with the source) 4%
(Don't know) 1%
(Refused) 0%

PA7b. How much do you trust...City of Boston?

N: 74
Not at all 1%
A little 9%
A fair amount 31%
A lot 58%
(No experience with the source) 0%
(Don't know) 0%
(Refused) 0%

PA7c. How much do you trust...NSTAR or National Grid?

N: 74
Not at all 3%
A little 14%
A fair amount 41%
A lot 43%
(No experience with the source) 0%
(Don't know) 0%
(Refused) 0%
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QPA7D

PA7d. How much do you trust...Contractors who perform home energy
assessments?

N: 74
Not at all 4%
A little 24%
A fair amount 38%
A lot 27%
(No experience with the source) 1%
(Don't know) 4%
(Refused) 1%

QPA7E

PA7e. How much do you trust...Neighborhood-based organizations?
N: 74

Not at all 1%
A little 11%
A fair amount 31%
A lot 53%
(No experience with the source) 3%
(Don't know) 1%
(Refused) 0%

PA7f. How much do you trust...Door-to-door outreach?

N: 74
Not at all 32%
A little 41%
A fair amount 18%
A lot 8%
(No experience with the source) 1%
(Don't know) 0%
(Refused) 0%

PA7g. How much do you trust...Radio?

N: 74
Not at all 8%
A little 30%
A fair amount 36%
A lot 22%
(No experience with the source) 3%
(Don't know) 0%
(Refused) 1%
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QPA7H

PA7h. How much do you trust...Television?
N: 74
Choices

Not at all

A little

A fair amount

A lot

(No experience with the source)
(Don't know)

(Refused)

11%
31%
39%
16%
0%
1%
1%

QPA7I

PA7i. How much do you trust...Newspapers?
N: 74
Choices

Not at all

A little

A fair amount

A lot

(No experience with the source)
(Don't know)

(Refused)

3%
34%
42%
19%
3%
0%
0%

QPA7J

PA7j. How much do you trust...The Internet?
N: 74

Not at all 5%
A little 39%
A fair amount 36%
A lot 8%
(No experience with the source) 9%
(Don't know) 0%
(Refused) 1%
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QPAS8

PA8. You mentioned that you heard about Renew Boston through one or multiple
local community organizations. What was the name or names of these
organizations?

N: 25
(Mass Energy) 12%
Greening Rozzie 8%
(Neighborhood of Affordable Housing) 4%
(Nuestra) 4%
(Allston-Brighton Community Development Corporation) 4%
(Other) 72%
(Don't know) 8%
(Refused) 0%

QPA9
PA9. How much do you trust the information coming from the organization(s)
that you mentioned above?

N: 23
A great deal 78%
A fair amount 13%
A little 9%
Not at all 0%
(Don't know) 0%
(Refused) 0%

QPA10A

PAl10a. How knowledgeable was the representative about...Who qualifies for the
initiative and how to set up an assessment through Renew Boston?

N: 25

Not at all knowledgeable 0%
Not very knowledgeable 0%
Somewhat knowledgeable 24%
Very knowledgeable 72%
(N/A) 4%
(Don't Know) 0%
(Refused) 0%
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QPA10B

PA10b. How knowledgeable was the representative about...Ways to get financial
support for energy efficient improvements in your home?

N: 25

Not at all knowledgeable 0%
Not very knowledgeable 0%
Somewhat knowledgeable 28%
Very knowledgeable 68%
(N/A) 4%
(Don't Know) 0%
(Refused) 0%

QPA10C
PA10c. How knowledgeable was the representative about...How to save energy
in your home?

N: 25
Not at all knowledgeable 4%
Not very knowledgeable 0%
Somewhat knowledgeable 24%
Very knowledgeable 64%
(N/A) 4%
(Don't Know) 4%
(Refused) 0%

QPA11
PA11. Overall, how influential were the representatives of these community
organizations on your decision to have an energy assessment conducted in your
home?

N: 25
1 - Not at all influential 4%
2 0%
3 0%
4 8%
5 20%
6 16%
7 - Very influential 44%
(Don't know) 4%
(Refused) 4%
Mean 5.87
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QPB1

PB1. Prior to participating in Renew Boston, how knowledgeable would you say
you were about ways to save energy in your home?

N: 74

Not at all knowledgeable 1%
Not very knowledgeable 14%
Somewhat knowledgeable 61%
Very knowledgeable 24%
(Don't Know) 0%
(Refused) 0%

QPB2
PB2. How much would you say your experience with Renew Boston changed your
knowledge of ways to save energy in your home?

N: 74
Didn't change 5%
Increased a little 27%
Increased somewhat 26%
Increased a lot 42%
(Don't know) 0%
(Refused) 0%

QPB3

PB3. Prior to learning about the opportunity for energy efficient improvements
through Renew Boston, did you know that NSTAR and National Grid offer rebates
for energy efficient improvements?

N: 74
Yes 47%
No 53%
(Don't Know) 0%
(Refused) 0%

QB1A
Bla. How big of a barrier was...Lack of cooperation of others in the home?
N: 74

1 - Not a barrier 70%
2 5%
3 4%
4 0%
5 5%
6 3%
7 - A major barrier 9%
(Don't know) 3%
(Refused) 0%
Mean 2.08
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QB1B

B1lb. How big of a barrier was...Cost of energy efficient equipment or repairs?

N: 74

Choices
Not a barrier

1 -
2
3
4
5

6

7 - A major barrier
(Don't know)
(Refused)

Mean

16%
1%
5%
8%
14%
14%
42%
0%
0%
5.09

QB1C

Blc. How big of a barrier was...Age of home?

N: 74
Choices

1 - Not a barrier
2
3
4
5

6

7 - A major barrier
(Don't know)
(Refused)

Mean

24%
7%
7%
12%
15%
5%
20%
8%
1%
3.93

QB1D

B1d. How big of a barrier was...Lack of time?

N: 74
1 - Not a barrier 27%
2 8%
3 12%
4 19%
5 14%
6 5%
7 - A major barrier 14%
(Don't know) 1%
(Refused) 0%
Mean 3.55
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QB1E

Ble. How big of a barrier was...Lack of knowledge on exactly what to do?
N: 74

1 - Not a barrier 22%
2 7%
3 14%
4 20%
5 19%
6 5%
7 - A major barrier 12%
(Don't know) 1%
(Refused) 0%
Mean 3.74

QB1F
B1f. How big of a barrier was...Structural characteristics of the home, such as
cathedral ceilings, multiple floors, or skylights?

N: 74
1 - Not a barrier 42%
2 7%
3 8%
4 11%
5 8%
6 14%
7 - A major barrier 8%
(Don't know) 30
(Refused) 0%
Mean 3.10
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QB1G

B1lg. How big of a barrier was...Availability of energy efficient products?
N: 74

1 - Not a barrier 41%
2 9%
3 9%
4 8%
5 23%
6 3%
7 - A major barrier 7%
(Don't know) 0%
(Refused) 0%
Mean 2.99

QB1H
B1h. How big of a barrier was...Existing equipment or building conditions, such as
knob-and-tube wiring, asbestos, or combustion safety issues?

N: 74
1 - Not a barrier 47%
2 14%
3 3%
4 5%
5 5%
6 7%
7 - A major barrier 19%
(Don't know) 0%
(Refused) 0%
Mean 3.04

QB2
B2. Are there any other barriers that you might have faced when attempting to
save energy in your home?

N: 74
(Other) 28%
(No) 72%
(Don't know) 0%
(Refused) 0%
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QPP1A

PPla. How difficult or easy was...Participation process overall?

N: 74

Choices
1 - Very difficult
2
3
4
5
6
7 - Very easy
(Don't know)
(Refused)
Mean

5%
4%
7%
4%
12%
12%
55%
0%
0%
572

QPP1B

PP1b. How difficult or easy was...Understanding Renew Boston participation

requirements?

N: 74

Choices
1 - Very difficult
2
3
4
5
6
7 - Very easy
(Don't know)
(Refused)
Mean

5%
1%
7%
3%
16%
14%
54%
0%
0%
5.80

QPP1C

PPlc. How difficult or easy was...Getting income-qualified for participation in

Renew Boston?

N: 74
1 - Very difficult 7%
2 4%
3 1%
4 4%
5 12%
6 12%
7 - Very easy 54%
(Don't know) 4%
(Refused) 1%
Mean 5.79
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PP2. Why do you rate it that way?

N: 33
Easy/understandable 33%
Long/Difficult process 18%
Paperwork problems 15%
Hard to organize/schedule 12%
Qualification issues 12%
Lack of follow-up 9%
Difficulty understanding the program 6%
No problems 3%
(Other) 15%
(Don't know) 6%
(Refused) 0%

QPP3

PP3. At any point during the participation process, did you need additional
support or assistance?

N: 74

Yes 18%
No 80%
(Don't Know) 3%
(Refused) 0%

PP4. What did you need assistance with?

N: 13
Scheduling installation/finishing up installation 46%
Decision-making/what is needed 23%
Paperwork questions 15%
(Other) 15%
(Don't know) 0%
(Refused) 0%

PP5. Where did you turn for assistance?

N: 13
(Next Step Living) 38%
(Call center) 15%
(City of Boston) 8%
Electrician 8%
(Other) 31%
(Don't know) 0%
(Refused) 0%
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QPP6

PP6. How satisfied were you with the assistance that you received?

N: 13

Choices
- Very dissatisfied

1
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

31%
0%
0%
8%
8%
15%
38%
0%
0%
4.62

QPP7

PP7. Why do you give it that rating?

N: 8
Choices

Installation delays 38%
Lack of communication/assistance 38%
Left work unfinished 38%
(Other) 13%
(Don't know) 0%
(Refused) 0%

QA1

Al. In total, how many assessments did you have?

N: 74

One 66%0
Two 23%
Three or more 11%
(Don't know) 0%
(Refused) 0%
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QA2A

A2a. How satisfied were you with...Your overall experience with the assessment?

N: 74

Choices
Not at all satisfied

1 -
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

0%
3%
4%
3%
18%
16%
55%
0%
1%
6.10

QA2B

A2b. How satisfied were you with...The level of knowledge or expertise of the

person conducting the assessment?

N: 74

Choices
Not at all satisfied

1 -
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

0%
3%
3%
4%
7%
9%
70%
3%
1%
6.38

QA2C

A2c. How satisfied were you with...The professionalism of the person conducting

the assessment?

N: 74
1 - Not at all satisfied 0%
2 4%
3 3%
4 3%
5 4%
6 11%
7 - Very satisfied 73%
(Don't know) 3%
(Refused) 0%
Mean 6.40
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QA2D

A2d. How satisfied were you with...The amount of time the assessment took?

N: 74

Choices
Not at all satisfied

1 -
2
3
4
5
6
7 - Very satisfied
(Don't know)

(Refused)
Mean

3%
4%
1%
7%
8%
18%
57%
3%
0%
6.01

QA2E

A2e. How satisfied were you with...The clarity of the information provided by the

person conducting the assessment?

N: 74

Choices
Not at all satisfied

1 -
2
3
4
5
6
7 - Very satisfied
(Don't know)

(Refused)
Mean

1%
3%
3%
5%
8%
9%
69%
1%
0%
6.25

QA2F

A2f. How easy or difficult was it to schedule the assessment?

N: 74

1 - Very difficult 1%
2 1%
3 5%
4 3%
5 9%
6 8%
7 - Very easy 72%
(Don't know) 0%
(Refused) 0%
Mean 6.28
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QA3
A3. How would you rate usefulness of the recommendations for energy efficient
improvements provided to you during the assessment?

N: 74
1 - Not at all useful 4%
2 1%
3 5%
4 4%
5 7%
6 18%
7 - Very useful 59%
(Don't know) 1%
(Refused) 0%
Mean 6.03

QA4
A4. What suggestions do you have that can help improve the assessment process?
N: 74

More accessible program information 9%
Faster/shorter audit process 9%
Coverage of additional improvements 9%
Better auditor training/more knowledgeable auditors 8%
Increased advertising 5%
Timely appearance of auditors 4%
Less expensive measures 4%
Come communication/follow-up 4%
Easier/faster audit scheduling process 3%
Flexible audit times 3%
(Other) 4%
(None) 45%
(Don't know) 1%
(Refused) 0%

QA5

A5. Our records show that you did not make any energy efficient improvements
that qualified for Renew Boston incentives. Did you make any improvements ON
YOUR OWN as the result of the assessment?

N: 58
Yes 41%
No 55%
(Don't Know) 30
(Refused) 0%
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QA6
A6. Did you make ALL or SOME of the improvements that were recommended to
you during the assessment?

N: 16
All 63%
Some 38%
(None) 0%
(Don't know) 0%
(Refused) 0%

QA7

A7. Overall, how influential was the assessment and the information that you
received during the assessment on your decision to make the energy efficient
improvements that you ended up making?

N: 40
1 - Not at all influential 5%
2 0%
3 5%
4 3%
5 5%
6 23%
7 - Very influential 60%
(Don't know) 0%
(Refused) 0%
Mean 6.10

QA8
A8. Why haven't you made all of the improvements that were recommended to
you during the assessment?

N: 6
(Financial constraints) 100%
(Did not have a chance) 17%
Time constraints 17%
(Don't know) 0%
(Refused) 0%
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QA9

A9. Why haven't you made the improvements that were recommended to you
during the assessment?

N: 33

Choices

(Financial constraints)

Still waiting for improvements to be made

No improvements were recommended

(Do not think improvements are necessary)

(Could not get landlord approval)
(1 did make improvements)
(Did not have a chance)

(Did not qualify for no-cost improvements)

33%
15%
12%
9%
9%
9%
6%
3%

(Existing equipment or building conditions prevented the

installation of additional improvements)
Chose to do other things

(Don't know)

(Refused)

3%
3%
0%
0%

QA10

A10. What improvements did you make?

N: 24
(Windows) 25%
(Heating System; i.e. furnace or boiler) 21%
(Water Heater) 13%
(Insulation in General) 13%
(Wall Insulation) 13%
(Other Insulation) 13%
Doors 13%
Air sealing 13%
(Attic Insulation) 8%
Lighting 8%
Programmable thermostat 8%
Weatherstripping 8%
(Basement/Floor Insulation) 4%
(Other) 17%
(Don't know) 0%
(Refused) 0%
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QA11

All. Do you plan to make additional improvements recommended to you during
the assessment within the next year in your home?

N: 64
Yes 61%
No 22%
(Maybe) 13%
(Don't know) 2%
(Refused) 3%

Alla.What improvements do you plan to make?

N: 47
Insulation in general 32%
Windows 30%
Heating system, i.e., furnace or boiler 21%
Doors 6%
Appliances 6%
Solar 6%
Air sealing 4%
Energy efficient lighting 2%
(Other) 2%
(Don't know) 11%
(Refused) 2%

QA12

Al2. After receiving the assessment, did you make any energy efficient
improvements that were NOT recommended during the assessment?
N: 74

Yes 14%
No 84%
(Don't Know) 3%
(Refused) 0%
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A13. What improvements did you make?

N: 10
Weatherstripping 40%
Insulation in general 30%
Windows 20%
Doors 20%
Appliances 10%
(Don't know) 0%
(Refused) 0%

QA14

Al4. Overall, how influential was the assessment and the information that you
received during the assessment on your decision to make these additional energy
efficient improvements?

N: 10
1 - Not at all influential 30%
2 20%
3 0%
4 0%
5 20%
6 20%
7 - Very influential 10%
(Don't know) 0%
(Refused) 0%
Mean 3.60

QA15

Al1l5. Did the Home Energy Specialist performing the assessment identify any
building conditions or existing equipment characteristics that needed to be
addressed before they could make energy-efficient improvements to your home?
N: 74

Yes 34%
No 64%
(Don't Know) 3%
(Refused) 0%
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Al16. What conditions did the Home Energy Specialist identify?

N: 25
(Knob-and-tube wiring) 44%
Missing insulation/Wall reinforcement 16%
(Asbestos issues) 12%
Cleaning the stove 8%
Venting issues 8%
(Moisture issues) 4%
Missing vapor barrier 4%
Need for rewiring 4%
(Other) 8%
(Don't know) 4%
(Refused) 4%

QA1l7

Al7. You mentioned earlier that existing building conditions and equipment
characteristics prevented some or all of the energy efficient improvements
recommended during the assessment. What conditions were they?

N: O

(Don't know) 0%
(Refused) 0%

QA18

A18. Did the Home Energy Specialist performing the assessment provide you with
enough information on what to do to address those conditions?

N: 25

Yes 88%
No 8%
(Don't Know) 0%
(Refused) 4%

QA19
A19. Why do you say that?

2
N

Choices
Was told there was nothing they could do 100%
(Don't know) 0%
(Refused) 0%
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QA20

A20. Did you have those conditions addressed?

N: 25

Choices
Yes
No
(Addressed some but not all)
(Don't know)

52%
32%
12%
4%
0%

(Refused)
QA21
A21. Why not?
N: 8

Choices

(Costs associated with addressing the conditions)

(Did not have time)
(Did not know where to go)

Was not concerned with the issue

(Don't know)
(Refused)

63%
13%
13%
13%
0%
0%

QA22

A22. Was the work associated with addressing those conditions covered, at least

in part, by Renew Boston or an affiliated entity?

N: 16
Choices
Yes
No
(Don't Know)
(Refused)

19%
69%
13%
0%

QA23

A23. If you knew that there was funding available to help pay for the work
needed to address those existing conditions, how likely would you have been to
make improvements that you did not end up making? Would you say..?

N: 8
Not at all likely 0%
Not very likely 0%
Somewhat likely 0%
Very likely 75%
(Don't Know) 13%
(Refused) 13%
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QA24

A24. What conditions specifically were covered through this funding?

N: 3

Choices
Insulation
Light bulbs
(Other)
(Don't know)
(Refused)

67%
67%
100%
0%
0%

QA25

A25. What was the total funding amount?

N: 3

Choices
$2,300
(Don't know)
(Refused)

33%
67%
0%

QM1B

M1lb. How satisfied were you with...The quality of work performed by the

installation contractor?
N: 16

Choices
- Very dissatisfied

1
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

0%
0%
6%
6%
6%
19%
63%
0%
0%
6.25

QM1C

Mlc. How satisfied were you with...Professionalism of the installation contractor?

N: 16
Choices

1 - Very dissatisfied 0%
2 6%
3 0%
4 0%
5 6%
6 25%
7 - Very satisfied 56%
(Don't know) 6%
(Refused) 0%
Mean 6.27
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QM1D

M1d. How satisfied were you with...The time it took to make the improvements?

N: 16

Choices
- Very dissatisfied

1
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

6%
6%
6%
0%
13%
19%
50%
0%
0%
5.63

QM1E

Mle. How satisfied were you with...Ease of scheduling an installation

appointment?
N: 16

Choices
- Very dissatisfied

1
2
3
4
5

6

7 - Very satisfied
(Don't know)
(Refused)

Mean

0%
13%
6%
0%
13%
19%
50%
0%
0%
5.69

QM2

M2. How convenient were the time slots available for scheduling the installation

work?
N: 16

Choices

1 - Very inconvenient 13%
2 0%
3 6%
4 0%
5 13%
6 25%
7 - Very convenient 44%
(Don't know) 0%
(Refused) 0%
Mean 5.50
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QM3

M3. If you had to pay the full cost of the weatherization improvements, or about
$(M3AMT), what is the likelihood that you would have weatherized your home?

N: 16

1 - Not at all likely 31%
2 25%
3 6%
4 19%
5 6%
6 13%
7 - Very likely 0%
(Don't know) 0%
(Refused) 0%
Mean 2.81

QM4

M4. If you had to pay about $(M4AMT) for the weatherization improvements that
you received, what is the likelihood that you would still have weatherized your
home?

N: 16
1 - Not at all likely 6%
2 25%
3 6%
4 25%
5 25%
6 6%
7 - Very likely 6%
(Don't know) 0%
(Refused) 0%
Mean 3.81

QM5

M5. If you had not received additional funding to cover existing building
conditions that were preventing weatherization improvements through Renew
Boston in your home, what is the likelihood that you would still have weatherized
your home?

N: 3
1 - Not at all likely 67%
2 0%
3 0%
4 33%
5 0%
6 0%
7 - Very likely 0%
(Don't know) 0%
(Refused) 0%
Mean 2.00
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QM6
M6. Did you recommend Renew Boston to anyone else you know, such your
friends, relatives, or co-workers?

N: 74
Yes 80%
No 20%
(Don't Know) 0%
(Refused) 0%

QM7

M7. What suggestions do you have to improve Renew Boston in the future?
N: 74

Greater publicity/more ways to find out about the program 20%
Improved communication/coordination/customer assistance 11%
Shorter/faster/more efficient participation process 8%
Better organized and coordinated 7%
More knowledgeable/better trained auditors 7%
Available/Accessible information about energy efficiency measures 5%
Single contact person for the duration of the project 4%
Relax requirements/limited measures 4%
Better education about overall program participation process 3%
Increased incentives 3%
(Other) 4%
(No suggestions) 45%
(Don't know) 1%
(Refused) 0%

D1. Which of the following best describes your home?

N: 74
Single family home 57%
Two-family duplex or flat 26%
Triple decker 12%
Low-rise (3 stories or less) multifamily building or
attached row or townhouse 3%
High-rise multifamily building 1%
(Other) 1%
(Don't know) 0%
(Refused) 0%
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QD1A

Dla. What is the main type of fuel used to heat the majority of your home? Is it

e
N: 74

Choices
Natural gas heating
Qil heating
Electric heating
Multi-fuel home
(Don't know)
(Refused)

65%
28%
3%
3%
1%
0%

QD1B

D1b. Does your home have central air conditioning?

N: 74
Choices
Yes
No
(Don't Know)
(Refused)

11%
89%
0%
0%

QD2

D2. Do you own or rent your home?

N: 74
Choices
Own
Rent
(Don't know)
(Refused)

92%
8%
0%
0%

QD3

D3. Do you pay your own electric bill or is it included in your rent?

N: 6

Choices
Pay bill 100%
Included in rent 0%
(Don't know) 0%
(Refused) 0%
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QD5

D5. Which of the following best represents your annual household income from all

sources in 2010, before taxes? Was it..?
N: 74

Under $30,000 4%
$30,000 to under $60,000 45%
$60,000 to under $100,000 or 28%
$100,000 or more 8%
(Don't know) 1%
(Refused) 14%

D5A. Was it..?

N: 3

Choices

Under $10,000 0%
$10,000 to less than $20,000 0%
$20,000 or more 100%
(Don't know) 0%
(Refused) 0%
D5B. Was it..?
N: 33

$30,000 to less than $40,000 24%
$40,000 to less than $50,000 15%
$50,000 or more 58%
(Don't know) 0%
(Refused) 3%

D5C. Was it..?

N: 21
$60,000 to less than $70,000 48%
$70,000 to less than $80,000 19%
$80,000 to less than $90,000 10%
$90,000 to less than $100,000 19%
(Don't know) 0%
(Refused) 5%
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QD5D
D5D. Was it..?
N: 6

Choices

$100,000 to less than $150,000
$150,000 to less than $200,000
$200,000 to less than $250,000
$250,000 to less than $300,000

$300,000 or more
(Don't know)
(Refused)

67%
17%
17%
0%
0%
0%
0%

D9. Gender
N: 74
Male 39%
Female 61%
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Renew Boston Business Survey Topline

Results

QS1
S1. Our records indicate that around (Audit Date) you had a no-cost energy
assessment performed at your business at (Business Address). Is this correct?

Yes 100%
No 0%
(Don't Know) 0%
(Refused) 0%

QS2

S2. Our records also indicate that you received the following energy efficient
improvements at no cost to you: (LISTED MEASURES). Is this correct?

Yes 100%
No 0%
(Some but not all of the listed equipment was installed) 0%
(Don't Know) 0%
(Refused) 0%

QPAOA

PAOA. To the best of your knowledge, what is the name of the initiative through
which you received a no-cost energy assessment and energy efficient
improvements?

(NSTAR's energy efficiency initiative) 10%
(Renew Boston) 7%
(City of Boston energy efficiency initiative) 6%
(Mass Save) 4%
(Other) 11%
(Don't know) 61%
(Refused) 0%
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QPAOB

PAOB. In a sentence, how would you describe this initiative?

Good/excellent/helpful (general positive) 53%
Offers free or discounted measures/equipment upgrades 36%
Helps save energy/become more efficient 31%
Helps save money on bill 20%
Haven’t received everything/program expectations were not met 1%
(Other) 3%
(Don't know) 1%
(Refused) 0%

QPAOC

PAOC. To the best of your knowledge, who are the sponsors of the initiative
through which you received a no-cost energy assessment and energy efficient

improvements?

Choices

(NSTAR)

(City of Boston)

State or federal government
(National Grid)

Rise engineering

Main Streets

(Renew Boston)

(Other)

(Don't know)

(Refused)

51%
41%
10%
7%
3%
3%
1%
3%
17%
0%

QPA1

PA1. How did you first learn about the opportunity to get a no-cost energy

assessment through this initiative?

(Mailer) 34%
(In-person visit from a community group) 16%
(In-person visit by the auditor) 11%
(A phone call) 9%
Coworker/friend/family/word of mouth 9%
(Main Streets Director) 7%
(NSTAR) 4%
(City of Boston) 3%
(National Grid) 1%
(Other) 6%
(Don't know) 0%
(Refused) 0%
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QPA1A
PAla. To the best of your knowledge, what organization did the individuals who

visited your business represent?
N: 19

(NSTAR) 32%
(City of Boston) 21%
(Main Streets) 5%
Renew Boston 5%
(Other) 5%
(Don't know) 32%
(Refused) 0%

PAlb. Who called you?

N: 6
(Rise Engineering) 17%
(NSTAR) 17%
(Other) 17%
(Don't know) 50%
(Refused) 0%

QPA2A

PA2a. Prior to getting the no-cost energy assessment, do you recall... receiving a
letter in the mail about this initiative?

N: 48
Yes 31%
No 67%
Don't Know 2%
(
(Refused) 0%

QPA2B

PA2b. Prior to getting the no-cost energy assessment, do you recall...a team of
representatives visiting your business in person and talking about the services
offered and support available through this initiative?

N: 51
Yes 43%
No 53%
(Don't Know) 4%
(Refused) 0%
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QPA2C

PA2c. Do you recall...community outreach representatives calling your business
to discuss the services offered and support available through this initiative?

Yes 27%
No 63%
(Don't Know) 10%
(Refused) 0%

QPA2AA

PA2aa. To the best of your recollection, who was the mailer from?
N: 37

((UTILITY)) 16%
City of Boston 11%
(Renew Boston) 8%
((UTILITY) and Renew Boston) 3%
Rise Engineering 3%
Mass Save 3%
(Other) 3%
(Don't know) 54%
(Refused) 0%

PA2ab. What was the main message of the mailer?

N: 37
Advertising free energy audit (including free measures/upgrades) 35%
We can help you save energy/become more efficient 27%
We can help you save money and lower your utility bills 19%
Detailed description of energy programs/services being offered 14%
(Other) 5%
(Don't know) 19%
(Refused) 0%

QPA2AC
PA2ac. When you FIRST saw the mailer, do you think that the message in the
mailer was clear?

N: 37
Yes 97%
No 3%
(Don't Know) 0%
(Refused) 0%
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QPB4

PB4. What would you say are the best ways of reaching companies like yours
with information about energy saving opportunities like this initiative?

Mailer/flyer 39%
In-person visit 36%
(Phone) 23%
(Email) 19%
(Bill inserts) 9%
(Local community organizations) 6%
(Online) 1%
(NSTAR or National Grid) 1%
(Newspapers or magazines) 1%
(Other) 3%
(Don't know) 1%
(Refused) 0%

There are a lot of ways to provide businesses like yours with various types of
information. 1 will list a few potential sources of information and | would like you
to tell me how much you trust the information coming from each of the following
sources. Would you say a lot, a fair amount, a little, or not at all?

CONTINUE 100%

QPB3A

PB3a. How much do you trust....Environmental organizations?

Not at all 1%
A little 27%
A fair amount 36%
A lot 29%
(No experience with the source) 3%
(Don't Know) 4%
(Refused) 0%
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QPB3B
PB3b. How much do you trust....Door-to-door outreach?

Not at all 10%
A little 19%
A fair amount 33%
A lot 27%
(No experience with the source) 10%
(Don't Know) 1%

(Refused) 0%

QPB3C
PB3c. How much do you trust....Trade organizations?

Not at all 3%
A little 31%
A fair amount 41%
A lot 13%
(No experience with the source) 6%
(Don't Know) 6%
(Refused) 0%

QPB3D
PB3d. How much do you trust....Asian American Civic Association?

Not at all 4%
A little 16%
A fair amount 10%
A lot 11%
(No experience with the source) 56%
(Don't Know) 3%
(Refused) 0%

QPB3E
PB3e. How much do you trust....Boston Main Streets Director?

Not at all 6%
A little 6%
A fair amount 23%
A lot 36%
(No experience with the source) 24%
(Don't Know) 6%
(Refused) 0%
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QPB3F
PB3f. How much do you trust....City of Boston?

Not at all 3%
A little 13%
A fair amount 49%
A lot 36%
(No experience with the source) 0%
(Don't Know) 0%
(Refused) 0%

QPB3G
PB3g. How much do you trust....NSTAR or National Grid?

Not at all 0%
A little 21%
A fair amount 47%
A lot 31%
(No experience with the source) 0%
(Don't Know) 0%
(Refused) 0%

QPB3H
PB3h. How much do you trust....Contractors who perform energy assessments?

Not at all 7%
A little 21%
A fair amount 49%
A lot 20%
(No experience with the source) 1%
(Don't Know) 1%
(Refused) 0%

QPB3lI
PB3i. How much do you trust....Chambers of Commerce?

Not at all 3%
A little 21%
A fair amount 39%
A lot 26%
(No experience with the source) 9%
(Don't Know) 1%
(Refused) 1%
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QPB3J
PB3j. How much do you trust....Radio?

Not at all 3%
A little 31%
A fair amount 49%
A lot 13%
(No experience with the source) 1%
(Don't Know) 1%
(Refused) 1%

QPB3K
PB3k. How much do you trust....Television?

Not at all 11%
A little 39%
A fair amount 39%
A lot 9%
(No experience with the source) 1%
(Don't Know) 0%
(Refused) 1%

QPB3L
PB3Il. How much do you trust....Newspapers?

Not at all 7%
A little 33%
A fair amount 40%
A lot 17%
(No experience with the source) 1%
(Don't Know) 1%
(Refused) 0%

QPB3M
PB3m. How much do you trust....The Internet?

Not at all 9%
A little 39%
A fair amount 41%
A lot 7%
(No experience with the source) 1%
(Don't Know) 1%
(Refused) 1%
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QPO1

To the best of your knowledge, what is the name of the organization those
representatives said they worked at?

N: 41
Rise Engineering 7%
Main Streets 7%
City of Boston 7%
NSTAR 7%
(Other) 7%
(Don't know) 66%
(Refused) 0%

TQPO2
How knowledgeable would you say the representatives who visited your business
were about each of the following? Would you say they were very knowledgeable,
somewhat knowledgeable, not very knowledgeable, or not knowledgeable at all?
N: 41
Choices

CONTINUE 100%

QPO2A

PO2a. How knowledgeable were the representatives who visited your business
about...Who qualifies for the initiative and how to set up an assessment through
Renew Boston?

N: 41
Not at all knowledgeable 0%
Not very knowledgeable 2%
Somewhat knowledgeable 17%
Very knowledgeable 71%
(Don't Know) 10%
(Refused) 0%

QP0O2B

PO2b. How knowledgeable were the representatives who visited your business
about...Energy efficient equipment options?

N: 41
Not at all knowledgeable 2%
Not very knowledgeable 5%
Somewhat knowledgeable 22%
Very knowledgeable 68%
(Don't Know) 2%
(Refused) 0%
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QP02C

PO2c. How knowledgeable were the representatives who visited your business
about...How to save energy in your business?

N: 41
Not at all knowledgeable 2%
Not very knowledgeable 2%
Somewhat knowledgeable 37%
Very knowledgeable 54%
(Don't Know) 5%
(Refused) 0%

QPO2D

PO2d. How knowledgeable were the representatives who visited your business
about...Ways to get financial support for energy efficient improvements in your
business?

N: 41
Not at all knowledgeable 5%
Not very knowledgeable 2%
Somewhat knowledgeable 22%
Very knowledgeable 56%
(Don't Know) 15%
(Refused) 0%

QP03

P0O3. Overall, how relevant was the information provided to you during that visit?
N: 41

1 - Not at all relevant 0%
2 0%
3 5%
4 0%
5 20%
6 24%
7 - Very relevant 49%
(Don't know) 2%
(Refused) 0%
Mean 6.15
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QP04

PO4. What information was not relevant to your business?

N: 20
Overall program was irrelevant/didn’t meet expectations 25%
One/some of the equipment upgrades 15%
Lighting information/equipment 10%
(Nothing) 25%
(Don't know) 30%
(Refused) 0%

QPOS

POS5. Overall, how influential were the representatives who visited your business
on your decision to have an energy assessment conducted at your business?
N: 41

1 - Not at all influential 5%
2 0%
3 2%
4 2%
5 20%
6 27%
7 - Very influential 44%
(Don't know) 0%
(Refused) 0%
Mean 5.88

QPB1

PB1. Prior to participating in Renew Boston, how knowledgeable would you say
you were about ways to save energy at your business? Would you say very
knowledgeable, somewhat knowledgeable, not very knowledgeable, or not at all
knowledgeable?

Not at all knowledgeable 6%
Not very knowledgeable 17%
Somewhat knowledgeable 59%
Very knowledgeable 19%
(Don't Know) 0%
(Refused) 0%
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QPB2

PB2. How much would you say your experience with Renew Boston changed your
knowledge of ways to save energy at your business? Would you say it didn't
change, increased a little, increased somewhat or increased a lot?

Didn't change 13%
Increased a little 27%
Increased somewhat 33%
Increased a lot 27%
(Don't know) 0%
(Refused) 0%

QPB5

PB5. Prior to learning about the opportunity for energy efficient improvements
through Renew Boston, did you know that (UTILITY) offer(s) rebates for energy
efficient improvements to businesses like yours?

Yes 36%
No 64%
Don't Know 0%

(
(Refused) 0%

QPB6

PB6. Thinking about two years prior to receiving the no cost energy assessment
through Renew Boston, did you install any equipment at your business?

Yes 24%
No 73%
(Don't Know) 3%
(Refused) 0%

PB7. What equipment did you install?

N: 17
Computers/office appliances 29%
Lighting 28%
HVAC 18%
Hot water heater 12%
Windows/weatherization 12%
Other appliances (i.e. washer/dryer, fridge) 12%
(Other) 29%
(Don't know) 0%
(Refused) 0%
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PB8

PB8. Was the equipment that you installed energy efficient?

N: 17
Yes 76%
No 6%
(Don't Know) 18%
(Refused) 0%

QPB9

PB9. How do you know that the equipment you installed was energy efficient?
N: 13

Energy star label 23%
Other identifier on equipment or included literature 23%
Installer/contractor/consultant 23%
Utility company/program 8%
(Other) 23%
(Don't know) 0%
(Refused) 0%

QPB10
PB10. Did you receive a rebate from your local utility for the equipment you
installed?

N: 17
Yes 0%
No 100%
(Don't Know) 0%
(Refused) 0%

QPB11

PB11. You mentioned that you were aware that there are rebates offered for the
installation of energy efficient equipment. What factors prevented you from
applying for and receiving the rebate?

N: 5
(Equipment did not qualify) 20%
(Was not aware of rebates at the time of the installation) 20%
(Other) 40%
(Don't know) 20%
(Refused) 0%
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QPP1

PP1. How satisfied were you with Renew Boston overall?

Choices
1 - Extremely dissatisfied

OO0 WN

7 - Extremely satisfied
(Don't know)
(Refused)

Mean

0%
0%
4%
1%
17%
21%
56%
0%
0%
6.23

QPP2

PP2. Why do you rate it that way?

N: 31
Poor communication/program information/follow up 39%
Good job/program (satisfied) 29%
Didn’t receive everything expected/unfinished work 26%
Slow process 23%
Issue with measures/audit 23%
Satisfied with measures/audit 19%
Met expectations/no problems 10%
Saving money/energy 6%
Generally dissatisfied (general negative) 6%
Fast/easy 3%
No results/savings 3%
(Don't know) 3%
(Refused) 0%

QA1A

Ala. How satisfied were you with...Your overall experience with the energy

assessment?

1 - Not at all satisfied 1%
2 0%
3 0%
4 3%
5 10%
6 21%
7 - Very satisfied 63%
(Don't know) 0%
(Refused) 1%
Mean 6.41
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QA1B
Alb. How satisfied were you with...The level of knowledge or expertise of the
person conducting the assessment?

1 - Not at all satisfied 1%
2 1%
3 1%
4 0%
5 10%
6 24%
7 - Very satisfied 59%
(Don't know) 3%
(Refused) 0%
Mean 6.32

QA1C
Alc. How satisfied were you with...The professionalism of the person conducting
the assessment?

1 - Not at all satisfied 1%
2 1%
3 0%
4 1%
5 7%
6 19%
7 - Very satisfied 69%
(Don't know) 1%
(Refused) 0%
Mean 6.46

QA1D
Ald. How satisfied were you with...The amount of time the assessment took?

1 - Not at all satisfied 0%
2 0%
3 0%
4 4%
5 9%
6 20%
7 - Very satisfied 64%
(Don't know) 3%
(Refused) 0%
Mean 6.49

QA1E
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Ale. How satisfied were you with...The clarity of the information provided by the
person conducting the assessment?

1 - Not at all satisfied 3%
2 1%
3 0%
4 0%
5 12%
6 23%
7 - Very satisfied 57%
(Don't know) 3%
(Refused) 0%
Mean 6.25

QA1F
Alf. How easy or difficult was it to schedule the assessment?

1 - Very difficult 3%
2 0%
3 1%
4 3%
5 9%
6 9%
7 - Very easy 74%
(Don't know) 1%
(Refused) 0%
Mean 6.42

QA2
A2. How would you rate usefulness of the recommendations for energy efficient
improvements provided to you during the assessment?

1 - Not at all useful 0%
2 3%
3 3%
4 1%
5 11%
6 16%
7 - Very useful 63%
(Don't know) 3%
(Refused) 0%
Mean 6.29
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A3. What suggestions do you have that can help improve the assessment

process?

N: 5
Better contact information/communication 40%
(Other) 20%
(No recommendations) 40%
(Don't know) 0%
(Refused) 0%

QA4

A4. Our records show that you did not make any energy efficient improvements
that qualified for Renew Boston incentives. Did you make any improvements
recommended during the assessment ON YOUR OWN as the result of the
assessment?

N: O
Yes 0%
No 0%
(Don't Know) 0%
(Refused) 0%

QA5

A5. Did you make ALL or SOME of the improvements that were recommended to
you during the assessment?

All 69%
Some 26%
(Made none of the improvements) 3%
(Don't Know) 1%
(Refused) 1%

QA6

A6. Overall, how influential was the assessment on your decision to make the
energy efficient improvements that you ended up making?

1 - Not at all influential 4%
2 3%
3 0%
4 6%
5 13%
6 20%
7 - Very influential 51%
(Don't know) 1%
(Refused) 1%
Mean 5.94
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QA7A

A7a. Why haven't you made ALL of the improvements that were recommended to
you during the assessment?

N: 18

(Financial constraints) 39%
Recommendations weren’t applicable/couldn’t be installed 17%
(Did not have a chance) 11%
Not responsible for final decision 11%
(Do not think improvements are necessary) 6%
Busy/no time 6%
Contractor never followed through 6%
(Other) 6%
(Don't know) 0%
(Refused) 0%

QA7B

A7b. Why haven't you made the improvements that were recommended to you
during the assessment?

N: 1
(Do not think improvements are necessary) 100%
(Don't know) 0%
(Refused) 0%
A7c. What improvements did you make?
N: O
(Don't know) 0%
(Refused) 0%

QA8

A8. Do you plan to make additional improvements recommended during the
assessment within the next year at your business?

N: 22
Yes 41%
No 36%
(Maybe) 14%
(Don't know) 5%
(Refused) 5%
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QA9

A9. After receiving the energy assessment, did you make any additional energy
efficient improvements at your business that were NOT recommended during the

assessment?
Yes 16%
No 83%
(Don't Know) 1%
(Refused) 0%

QA10

A10. What improvements did you make?

N: 11
Installed new appliance(s) 27%
Lighting 18%
Insulation/weatherization 18%
Windows/doors 18%
Changing certain behaviors 18%
(Other) 9%
(Don't know) 0%
(Refused) 0%

QA11

Al1l. Overall, how influential was the assessment on your decision to make these

additional energy efficient improvements at your business?

N: 11

1 - Not at all influential 27%
2 0%
3 9%
4 9%
5 0%
6 18%
7 - Very influential 36%
(Don't know) 0%
(Refused) 0%
Mean 4.55
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QM1A

Mla. How satisfied were you with...The equipment installed at your business
through Renew Boston?

1 - Very dissatisfied 3%
2 0%
3 1%
4 4%
5 9%
6 13%
7 - Very satisfied 70%
(Don't know) 0%
(Refused) 0%
Mean 6.34

QM1B

M1lb. How satisfied were you with...The quality of work performed by the
installation contractor?

1 - Very dissatisfied 0%
2 0%
3 0%
4 1%
5 6%
6 14%
7 - Very satisfied 77%
(Don't know) 1%
(Refused) 0%
Mean 6.70

QMi1C
Mlc. How satisfied were you with...Professionalism of the installation contractor?

1 - Very dissatisfied 0%
2 0%
3 0%
4 0%
5 6%
6 19%
7 - Very satisfied 74%
(Don't know) 1%
(Refused) 0%
Mean 6.70
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QM1D

M1d. How satisfied were you with...The time it took to make the improvements?

Choices
1 - Very dissatisfied

OO0 WN

7 - Very satisfied
(Don't know)
(Refused)

Mean

0%
0%
3%
1%
13%
20%
63%
0%
0%
6.39

QM1E

Mle. How satisfied were you with...The amount of time between the energy

assessment and the installation?

Choices
1 - Very dissatisfied

O WN

7 - Very satisfied
(Don't know)
(Refused)

Mean

3%
0%
4%
0%
17%
23%
51%
1%
0%
6.07

QM2

M2. What suggestions do you have to improve Renew Boston in the future?

Choices

More communication/follow-up 17%
Market/advertise more 13%
Shorten process/improve scheduling 9%
Expand program to include more 7%
More information/materials/instructions 7%
Improve quality of work/don’t leave a mess 7%
Less expensive upgrades/help reduce cost more 6%
Improve quality/selection of available measures and upgrades 3%
Finish job as promised 1%
(Other) 3%
(No suggestions) 44%
(Don't know) 0%
(Refused) 0%
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
— CORPORATION

Page 167



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix D - Survey Topline Results Pane 173 of 324

QM3
M3. Are there additional equipment options that you would like to see offered as
part of Renew Boston?

HVAC 14%
Insulation/weatherization 6%
Water heaters 6%
Alternative energy options (solar upgrades, etc) 6%
More/less expensive options (unspecified) 6%
Lighting 4%
Refrigeration 3%
Windows/doors 1%
(Other) 7%
(Nothing) 53%
(Don't know) 4%
(Refused) 0%

QM4

M4. If you had to pay the full cost for the energy efficient improvements, or
about $(M4AMT), what is the likelihood that you would have made similar
improvements?

1 - Not at all likely 43%
2 9%
3 13%
4 16%
5 7%
6 3%
7 - Very likely 10%
(Don't know) 0%
(Refused) 0%
Mean 2.84
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QM5

M5. If you had to pay 30% of the cost of the improvements that you made to
your business through Renew Boston, or about $(M5AMT), what is the likelihood
that you would have made similar improvements to your business?

1 - Not at all likely 24%
2 3%

3 10%
4 17%
5 14%
6 16%
7 - Very likely 16%
(Don't know) 0%

(Refused) 0%

Mean 4.04

QM6
M6. What could Renew Boston have done to encourage you to do more to
improve the efficiency of your business?

Expand the program/more options for improving efficiency 14%
Offer more free/discounted equipment 10%
Make the information more relevant/accurate 7%
Better communication/follow-up 6%
(Other) 0%
(Nothing) 549%
(Don't know) 11%
(Refused) 0%

QM7
M7. Did you recommend Renew Boston to other businesses?

Yes 66%
No 34%
(Don't Know) 0%
(Refused) 0%
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS

Page 169 — CORPORATION



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix D - Survey Topline Results Page 175 of 324

QF1
F1. Which of the following best describes the building that received energy
upgrades? This facility is...

My company's only location 71%
One of several locations owned by my company 13%
The headquarter location of a company with several locations 16%
(Don't know) 0%
(Refused) 0%

QF2
F2. Which of the following best describes the OWNERSHIP of this facility? My
company...

Owns and occupies this facility 43%
Owns this facility but it is rented to someone else 1%
Rents this facility 54%
(Don't know) 1%
(Refused) 0%

QF3
F3. Is your company independently owned or is it part of a franchise or chain of
businesses?

Independent 94%
Part of franchise or chain 4%
(Don't know) 1%
(Refused) 0%
F4. Does your company pay the electric bill?
N: 40
Yes 98%
No 3%
(Don't Know) 0%
(Refused) 0%
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F5. Does your company pay the gas bill?

N: 40
Yes 70%
No 30%
(Don't Know) 0%
(Refused) 0%
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New Bedford CMI Residential Survey Topline

Results

QS1

S1. Our records indicate that around (audit date) you had a no-cost energy
assessment performed in your home at (address). Is this correct?

Yes 100%
No 0%
(Don't know) 0%
(Refused) 0%

QS2A
S2a. Our records also indicate that you received the following energy saving
equipment at no cost during the assessment: (LISTED MEASURE). Is this

correct?

N: 28
Yes 100%
No 0%
(Received some but not all) 0%
(Don't know) 0%
(Refused) 0%

QS2B

S2b. Our records also indicate that you received incentive for
weatherization improvements made in your home as a result of the
assessment. Is this correct?

N: 4
Yes 75%
No 0%
(Other) 25%
(Don't know) 0%
(Refused) 0%

QS2C
S2c. Our records also indicate that you received (number installed) compact

fluorescent light bulbs at no cost to you as part of the no-cost energy
assessment. Is this correct?

N: 28
Yes 93%
No 0%
(Don't Know) 7%
(Refused) 0%
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QS2D

S2d. How many bulbs did you receive at no cost to you as part of the no-
cost energy assessment?

N: O
(Don't know) 0%
(Refused) 0%

QS2E

How many of the (nhumber installed) compact fluorescent light bulbs are
currently installed in your home?

N: 26
1-5 15%
6-10 23%
11-15 15%
16-20 12%
21-25 8%
26-30 8%
31-35 4%
(Don't know) 15%
(Refused) 0%

QS2EA

(INTERVIEWER: PROBE TO GET AN NUMBER. IF CUSTOMER DOES NOT
REMEMBER. PROBE FOR ALL, SOME OR NONE)

N: 4
(AID 50%
(Some) 50%
(None) 0%
(Don't know) 0%
(Refused) 0%

QPAOA

PAOA. To the best of your knowledge, what is the name of the initiative
through which you received a no-cost energy assessment and energy
efficient improvements?

Mass Save 17%
(NSTAR's energy efficiency initiative) 10%
(Other) 10%
(Don't know) 63%
(Refused) 0%
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QPAO
PAO. In a sentence, how would you describe this initiative?

(Other) 87%
(Don't know) 13%
(Refused) 0%

QPAOC

PAOC. To the best of your knowledge, who are the sponsors of the initiative
through which you received a no-cost energy assessment and energy
efficient improvements?

(NSTAR) 40%
(City of New Bedford) 10%
P.A.C.E 7%
Mass Save 3%
CSG 3%
(Other) 13%
(Don't know) 37%
(Refused) 0%

QPA1

PA1. How did you first learn about the opportunity to get a no-cost energy
assessment through this initiative?

(In-person visit) 40%
Friend/family member 17%
(Neighborhood event) 10%
Phone call 10%
Bill insert/mailer 10%
(Flyer) 7%
(Other) 7%
(Don't know) 0%
(Refused) 0%

QPA2A

PA2a. Have you seen or heard anything about this initiative...on the radio,
including WBSM's "Morning Magazine' and WNBH 1340 AM?

Yes 3%
No 93%
(Don't Know) 3%
(Refused) 0%
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QPA2B

PA2b. Have you seen or heard anything about this initiative...on a local TV
show called ""Neighborhood Update'?

Yes 3%
No 97%
(Don't Know) 0%
(Refused) 0%

QPA2C

PA2c. Have you seen or heard anything about this initiative...through
representatives visiting your home in-person?

N: 22
Yes 50%
No 50%
(Don't Know) 0%
(Refused) 0%

QPA2D

PA2d. Have you seen or heard anything about this initiative...through
"Connecting for Change" conference held in October 2010?

Yes 10%
No 90%
(Don't Know) 0%
(Refused) 0%

QPA2E

PA2e. Have you seen or heard anything about this initiative...through the
so-called "Weatherization Block Party'" event held in October 2010 and
followed by a celebration hosted by Mayor Lang?

Yes 17%
No 83%
(Don't Know) 0%
(Refused) 0%
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QPA2F

PA2f. Have you seen or heard anything about this initiative...through
NSTAR?

Yes 60%
No 37%
(Don't Know) 3%
(Refused) 0%

QPA2G

PA2g. Have you seen or heard anything about this initiative...through the
Home and Garden show?

Yes 10%
No 87%
(Don't Know) 3%
(Refused) 0%

QPA2H

PA2h. Have you seen or heard anything about this initiative...through some
other source (specify)?

Family/friend/word of mouth 10%
Other media advertisement 7%
Retailer 3%
No 80%
(Don't Know) 0%
(Refused) 0%

QPA3A

PA3a. How influential was the information that you learned on the radio on
your decision to get the no-cost assessment through this initiative?
N: 1

1 - Not at all influential 0%

2 100%
3 0%

4 0%

5 0%

6 0%

7 - Very influential 0%
(Don't know) 0%
(Refused) 0%
Mean 2.00
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QPA3B

PA3b. How influential was the information that you learned from on TV on
your decision to get the no-cost assessment through this initiative?

N: 1

Choices
1 - Not at all influential 0%
2 0%
3 0%
4 0%
5 0%
6 100%
7 - Very influential 0%
(Don't know) 0%
(Refused) 0%
Mean 6.00

QPA3C
PA3c. How influential was the information that you learned from an in-
person visit on your decision to get the no-cost assessment through this

initiative?

N: 19
1 - Not at all influential 0%
2 0%
3 5%
4 11%
5 16%
6 26%
7 - Very influential 42%
(Don't know) 0%
(Refused) 0%
Mean 5.89

QPA3D

PA3d. How influential was the information that you learned from the
"Connecting for Change™ conference held in October 2010 on your decision
to get the no-cost assessment through this initiative?

N: 3
1 - Not at all influential 0%
2 33%
3 0%
4 0%
5 0%
6 33%
7 - Very influential 0%
(Don't know) 33%
(Refused) 0%
Mean 4.00
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QPA3E

PA3e. How influential was the information that you learned from the
"Weatherization Block Party'" event on your decision to get the no-cost
assessment through this initiative?

N: 5
1 - Not at all influential 0%
2 0%
3 0%
4 20%
5 20%
6 0%
7 - Very influential 40%
(Don't know) 20%
(Refused) 0%
Mean 575

QPA3F
PA3f. How influential was the information that you learned from NSTAR on

your decision to get the no-cost assessment through this initiative?
N: 18

1 - Not at all influential 11%
2 0%
3 6%
4 6%
5 6%
6 28%
7 - Very influential 39%
(Don't know) 6%
(Refused) 0%
Mean 5.47
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QPA3G

PA3g. How influential was the information that you learned from the Home
and Garden show on your decision to get the no-cost assessment through
this initiative?

N: 3
1 - Not at all influential 0%
2 0%
3 0%
4 0%
5 0%
6 33%
7 - Very influential 67%
(Don't know) 0%
(Refused) 0%
Mean 6.67

QPA3H
PA3h. How influential was the information that you learned from (Response
to QPA2H) on your decision to get the no-cost assessment through this

initiative?
N: 6
1 - Not at all influential 0%
2 0%
3 0%
4 17%
5 33%
6 17%
7 - Very influential 33%
(Don't know) 0%
(Refused) 0%
Mean 5.67
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QPA4

PA4. What would you say are the best ways for providing households in
your community with information about energy saving opportunities like
this initiative?

In-person/door-to-door outreach 43%
(Newspapers or magazines) 27%
(Bill inserts) 27%
Mail 23%
(Radio) 17%
(Local community organizations) 13%
(Online) 13%
Flyers 13%
(Television) 10%
(NSTAR) 10%
(Phone) 7%

(Don't know) 0%

(Refused) 0%

QPASA

PA8a. Upon learning about the New Bedford Initiative, did you call a toll-
free number available through the initiative?

Yes 43%
No 47%
(Don't Know) 10%
(Refused) 0%

QPASB

PA8b. Did you call a toll-free number to learn more about the initiative OR
to set up a no-cost energy assessment?

N: 13
Learn more 8%
Schedule an assessment 69%
(Both) 23%
(Don't know) 0%
(Refused) 0%
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QPAT7A
PA7a. How much do you trust...Environmental organizations or climate
action groups?

Not at all 3%
A little 23%
A fair amount 47%
A lot 17%
(No experience with the source) 10%
(Don't know) 0%
(Refused) 0%

QPA7B
PA7b. How much do you trust...City of New Bedford?

Choices

Not at all
A little

A fair amount

A lot

(No experience with the source)

(Don't know)
(Refused)

0%
13%
57%
30%
0%
0%
0%

QPA7C
PA7c. How much do you trust...NSTAR?

Not at all 0%

A little 13%

A fair amount 47%

A lot 40%

(No experience with the source) 0%

(Don't know) 0%

(Refused) 0%
PA7d. How much do you trust...Contractors who do home energy
assessments?

Not at all 10%

A little 33%

A fair amount 37%

A lot 17%

(No experience with the source) 3%

(Don't know) 0%

(Refused) 0%
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QPA7E
PA7e. How much do you trust...the Marion Institute?

Not at all 10%
A little 13%
A fair amount 10%
A lot 23%
(No experience with the source) 40%
(Don't know) 3%

(Refused) 0%

QPATF
PA7f. How much do you trust...Neighborhood-based organizations?

Choices

Not at all
A little

A fair amount

A lot

(No experience with the source)

(Don't know)
(Refused)

3%
30%
40%
23%
3%
0%
0%

QPA7G
PA7g. How much do you trust...Door-to-door outreach?

Not at all 7%
A little 17%
A fair amount 53%
A lot 20%
(No experience with the source) 0%
(Don't know) 0%
(Refused) 3%

QPA7H
PA7h. How much do you trust...Radio?

Not at all 0%
A little 27%
A fair amount 57%
A lot 10%
(No experience with the source) 7%
(Don't know) 0%
(Refused) 0%
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QPA7I
PA7i. How much do you trust...Television?

Not at all 3%
A little 33%
A fair amount 47%
A lot 10%
(No experience with the source) 7%
(Don't know) 0%
(Refused) 0%

QPA7J
PA7j. How much do you trust...Newspapers?

Not at all 3%
A little 13%
A fair amount 63%
A lot 17%
(No experience with the source) 3%
(Don't know) 0%
(Refused) 0%

QPA7K
PA7k. How much do you trust...The Internet?

Not at all 10%
A little 40%
A fair amount 30%
A lot 10%
(No experience with the source) 10%
(Don't know) 0%

(Refused) 0%

QPA10A

PAl10a. How knowledgeable was the representative about...Who qualifies
for the initiative and how to set up an assessment?

N: 18
Not at all knowledgeable 0%
Not very knowledgeable 0%
Somewhat knowledgeable 28%
Very knowledgeable 72%
(N/A) 0%
(Don't Know) 0%
(Refused) 0%
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QPA10B

PA10b. How knowledgeable was the representative about...Ways to get
financial support for energy efficient improvements in your home?
N: 18

Not at all knowledgeable 0%
Not very knowledgeable 0%
Somewhat knowledgeable 22%
Very knowledgeable 61%
(N/A) 11%
(Don't Know) 6%0
(Refused) 0%

QPA10C
PA10c. How knowledgeable was the representative about...How to save
energy in your home?

N: 18
Not at all knowledgeable 0%
Not very knowledgeable 0%
Somewhat knowledgeable 6%
Very knowledgeable 89%
(N/A) 6%
(Don't Know) 0%
(Refused) 0%

QPA11
PA11. Overall, how influential were the representatives who visited your
home on your decision to have an energy assessment conducted in your

home?

18
1 - Not at all influential 0%
2 0%
3 0%
4 6%
5 17%
6 22%
7 - Very influential 56%
(Don't know) 0%
(Refused) 0%
Mean 6.28
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QPB1

PB1. Prior to participating in the New Bedford initiative, how knowledgeable
would you say you were about ways to save energy in your home?

Not at all knowledgeable 0%
Not very knowledgeable 7%
Somewhat knowledgeable 67%
Very knowledgeable 27%
(Don't Know) 0%
(Refused) 0%

QPB2

PB2. How much would you say your experience with the New Bedford
initiative changed your knowledge of ways to save energy in your home?

Didn't change 10%
Increased a little 20%
Increased somewhat 50%
Increased a lot 20%
(Don't know) 0%
(Refused) 0%

QPB3

PB3. Prior to learning about the opportunity for energy efficient
improvements through the New Bedford initiative, did you know that NSTAR
offers rebates for energy efficient improvements?

Yes 70%
No 23%
(Don't Know) 7%
(Refused) 0%

QB1A
Bla. How big of a barrier was...Lack of cooperation of others in the home?

1 - Not a barrier 67%
2 3%
3 3%
4 0%
5 13%
6 3%
7 - A major barrier 7%
(Don't know) 3%
(Refused) 0%
Mean 2.24
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B1lb. How big of a barrier was...Cost of energy efficient equipment or

repairs?
1 - Not a barrier 10%
2 7%
3 10%
4 13%
5 20%
6 13%
7 - A major barrier 27%
(Don't know) 0%
(Refused) 0%
Mean 4.73

QB1C
Blc. How big of a barrier was...Age of home?

1 - Not a barrier 37%
2 7%
3 10%
4 7%
5 17%
6 7%
7 - A major barrier 17%
(Don't know) 0%
(Refused) 0%
Mean 3.47

QB1D
B1d. How big of a barrier was...Lack of time?

1 - Not a barrier 33%
2 13%
3 10%
4 0%
5 27%
6 7%
7 - A major barrier 10%
(Don't know) 0%
(Refused) 0%
Mean 3.33
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QB1E
Ble. How big of a barrier was...Lack of knowledge on exactly what to do?

1 - Not a barrier 17%
2 27%
3 13%
4 7%
5 17%
6 13%
7 - A major barrier 7%
(Don't know) 0%
(Refused) 0%
Mean 3.47

QB1F

B1f. How big of a barrier was...Structural characteristics of the home, such
as cathedral ceilings, multiple floors, or skylights?

1 - Not a barrier 40%
2 17%
3 3%
4 7%
5 13%
6 3%
7 - A major barrier 17%
(Don't know) 0%
(Refused) 0%
Mean 3.13

QB1G
B1lg. How big of a barrier was...Availability of energy efficient products?

1 - Not a barrier 30%
2 17%
3 17%
4 0%
5 17%
6 10%
7 - A major barrier 7%
(Don't know) 3%
(Refused) 0%
Mean 3.14
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QB1H

B1h. How big of a barrier was...Existing equipment or building conditions,
such as knob-and-tube wiring, asbestos, or combustion safety issues?

1 - Not a barrier 37%
2 7%
3 10%
4 7%
5 7%
6 0%
7 - A major barrier 33%
(Don't know) 0%
(Refused) 0%
Mean 3.73

QB2

B2. Are there any other barriers that you might have faced when attempting
to save energy in your home?

(Other) 30%
(No) 70%
(Don't know) 0%
(Refused) 0%

QPP1A
PP1la. How difficult or easy was...Participation process overall?

1 - Very difficult 0%
2 0%
3 3%
4 0%
5 20%
6 20%
7 - Very easy 57%
(Don't know) 0%
(Refused) 0%
Mean 6.27
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QPP1B

PP1b. How difficult or easy was...Understanding the New Bedford initiative
participation requirements?

1 - Very difficult 0%
2 3%
3 0%
4 7%
5 7%
6 20%
7 - Very easy 63%
(Don't know) 0%
(Refused) 0%
Mean 6.30

PP2. Why do you rate it that way?

N: 13
Easy/understandable 46%
Rep was knowledgeable 23%
Lack of follow-up 15%
Hard to organize 8%
(Other) 31%
(Don't know) 0%
(Refused) 0%

QPP3

PP3. At any point during the participation process, did you need additional
support or assistance?

Yes 10%
No 90%
(Don't Know) 0%
(Refused) 0%

PP4. What did you need assistance with?

N: 3
(Other) 100%
(Don't know) 0%
(Refused) 0%
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PP5. Where did you turn for assistance?

N: 3
(NSTAR) 33%
Electrician 33%
POWER Organization 33%
(Don't know) 0%
(Refused) 0%

QPP6

PP6. How satisfied were you with the assistance that you received?
N: 3

1 - Very dissatisfied 0%
2 33%
3 0%
4 0%
5 0%
6 0%
7 - Very satisfied 67%
(Don't know) 0%
(Refused) 0%
Mean 5.33

QPP7
PP7. Why do you give it that rating?

Z
=

Choices
(Other) 100%
(Don't know) 0%
(Refused) 0%

Al. In total, how many assessment visits did you have?

N: 30
One 77%
Two 7%
Three or more 17%
(Don't know) 0%
(Refused) 0%
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A2a. How satisfied were you with...Your overall experience with the

assessment?
1 - Not at all satisfied 0%
2 0%
3 3%
4 0%
5 3%
6 30%
7 - Very satisfied 60%
(Don't know) 3%
(Refused) 0%
Mean 6.48

QA2B

A2b. How satisfied were you with...The level of knowledge or expertise of
the person conducting the assessment?

1 - Not at all satisfied 0%
2 0%
3 0%
4 0%
5 3%
6 23%
7 - Very satisfied 70%
(Don't know) 3%
(Refused) 0%
Mean 6.69

QA2C

A2c. How satisfied were you with...The professionalism of the person
conducting the assessment?

1 - Not at all satisfied 0%
2 0%
3 0%
4 3%
5 3%
6 20%
7 - Very satisfied 70%
(Don't know) 3%
(Refused) 0%
Mean 6.62
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A2d. How satisfied were you with...The amount of time the assessment

took?
1 - Not at all satisfied 0%
2 0%
3 0%
4 3%
5 3%
6 20%
7 - Very satisfied 70%
(Don't know) 3%
(Refused) 0%
Mean 6.62

QA2E

A2e. How satisfied were you with...The clarity of the information provided
by the person conducting the assessment?

1 - Not at all satisfied 0%
2 0%
3 0%
4 3%
5 3%
6 27%
7 - Very satisfied 63%
(Don't know) 3%
(Refused) 0%
Mean 6.55

QA2F
A2f. How easy or difficult was it to schedule the assessment?

1 - Very difficult 0%
2 0%
3 0%
4 7%
5 3%
6 13%
7 - Very easy 77%
(Don't know) 0%
(Refused) 0%
Mean 6.60
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QA3

A3. How useful were recommendations for energy efficient improvements
provided to you during the assessment?

1 - Not at all useful 0%
2 3%
3 0%
4 3%
5 7%
6 23%
7 - Very useful 60%
(Don't know) 3%
(Refused) 0%
Mean 6.34

QA5

A5. Our records show that you did not make any energy efficient
improvements that qualified for the New Bedford incentives. Did you make
any improvements ON YOUR OWN as the result of the assessment?

N: 27

Yes 26%
No 67%
(Don't Know) 7%
(Refused) 0%

QA6

A6. Did you make ALL or SOME of the improvements that were
recommended to you during the assessment?

N: 3
All 67%
Some 33%
(None) 0%
(Don't know) 0%
(Refused) 0%
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QA7

A7. Overall, how influential was the assessment and the information that
you received during the assessment on your decision to make the energy
efficient improvements that you ended up making?

N: 10
1 - Not at all influential 10%
2 0%
3 10%
4 10%
5 0%
6 10%
7 - Very influential 60%
(Don't know) 0%
(Refused) 0%
Mean 5.60

QA8
A8. Why haven't you made all of the improvements that were recommended
to you during the assessment?

N: 1
(Financial constraints) 100%
(Don't know) 0%
(Refused) 0%

QA9

A9. Why haven't you made the improvements that were recommended to
you during the assessment?

N: 18
(Financial constraints) 39%
(Did not have a chance) 28%
No improvements were recommended 22%
(Do not think improvements are necessary) 11%
Chose to do other things 11%

(Existing equipment or building conditions prevented the 6%
installation of additional improvements)

(Other) 6%
(Don't know) 6%
(Refused) 0%
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A10. What improvements did you make?

N: 7
(Heating System; i.e. furnace or boiler) 43%
(Windows) 29%
(Insulation in General) 29%
(Attic Insulation) 14%
(Basement/Floor Insulation) 14%
(Other Insulation) 14%
(Other) 29%
(Don't know) 0%
(Refused) 0%

QA11

All. Do you plan to make additional improvements recommended to you
during the assessment within the next year in your home?

N: 28
Yes 39%
No 29%
(Maybe) 21%
(Don't know) 11%
(Refused) 0%

Alla. What improvements do you plan to make?

N: 17
Insulation 47%
Heating system; i.e. furnace or boiler 35%
Windows 12%
Appliances 12%
Energy efficient lighting 12%
(Other) 12%
(Don't know) 12%
(Refused) 0%
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QA12
Al2. After receiving the assessment, did you make any energy efficient
improvements in your home that were NOT recommended during the

assessment?
Yes 13%
No 83%
(Don't Know) 3%
(Refused) 0%

A13. What improvements did you make?

N: 4
(Other) 100%
(Don't know) 0%
(Refused) 0%

QA14

Al4. Overall, how influential was the assessment and the information that
you received during the assessment on your decision to make these
additional energy efficient improvements in your home?

N: 4
1 - Not at all influential 0%
2 0%
3 0%
4 0%
5 25%
6 25%
7 - Very influential 50%
(Don't know) 0%
(Refused) 0%
Mean 6.25

QA15

A15. Our records indicate that your home had conditions, such as knob-and-
tube wiring, moisture, asbestos, or combustion safety issues that needed to
be addressed before you could weatherize your home through the New
Bedford initiative. Is that correct?

N: 13
Yes 54%
No 8%
(Don't Know) 38%
(Refused) 0%
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QA16

A16. Did the Home Energy Specialist performing the assessment provide
you with enough information on what to do to address those conditions?

N: 7

Choices
Yes 86%
No 14%
(Don't Know) 0%
(Refused) 0%

Al7. Why do you say that?

N: 1
(Other) 100%
(Don't know) 0%
(Refused) 0%

A18. Did you have those conditions addressed?

N: 7
Yes 43%
No 57%
(Addressed some but not all) 0%
(Don't know) 0%
(Refused) 0%

A19. Why not?

N: 4
(Costs  associated with addressing the 50%
conditions)
(Did not have time) 25%
(Other) 50%
(Don't know) 0%
(Refused) 0%
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QA20

A20. If there was funding available to help pay for the work needed to
address those existing conditions, how likely would you have been to make
improvements that were recommended to you during the assessment?

N: 4

Choices
Not at all likely 0%
Not very likely 0%
Somewhat likely 75%
Very likely 25%
(Depends on the funding amount) 0%
(Don't know) 0%
(Refused) 0%

QM1A
Mla. How satisfied were you with...The quality of work performed by the
installation contractor?

N: 3
1 - Very dissatisfied 0%
2 0%
3 0%
4 0%
5 67%
6 0%
7 - Very satisfied 33%
(Don't know) 0%
(Refused) 0%
Mean 5.67

M1b. How satisfied were you with... Professionalism of the installation

contractor?

N: 3
1 - Very dissatisfied 0%
2 0%
3 33%
4 0%
5 0%
6 0%
7 - Very satisfied 33%
(Don't know) 33%
(Refused) 0%
Mean 5.00
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Mlc. How satisfied were you with...The time it took to weatherize your

home?

N: 3
1 - Very dissatisfied 0%
2 0%
3 33%
4 0%
5 0%
6 0%
7 - Very satisfied 67%
(Don't know) 0%
(Refused) 0%
Mean 5.67

QM1D
M1d. How satisfied were you with...Ease of scheduling an installation
appointment?

N: 3
1 - Very dissatisfied 0%
2 0%
3 0%
4 0%
5 33%
6 0%
7 - Very satisfied 67%
(Don't know) 0%
(Refused) 0%
Mean 6.33

QM2
M2. How convenient were the time slots available for scheduling the
weatherization work?

N: 3
1 - Very inconvenient 0%
2 0%
3 0%
4 0%
5 33%
6 0%
7 - Very convenient 67%
(Don't know) 0%
(Refused) 0%
Mean 6.33
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QM3

M3. Did you have an inspection conducted in your home after the
weatherization work had been performed?

N: 3
Yes 100%
No 0%
(Don't Know) 0%
(Refused) 0%

QM4

M4. If you had to pay the full cost of the weatherization improvements, or
about $(M4AMT), what is the likelihood that you would have weatherized
your home?

N: 3
1 - Not at all likely 33%
2 0%
3 0%
4 33%
5 0%
6 0%
7 - Very likely 33%
(Don't know) 0%
(Refused) 0%
Mean 4.00

QM5
M5. Are you aware of the Mass Heat Loan Program?

Yes 33%
No 67%
(Don't Know) 0%
(Refused) 0%

QM6

M6. Did you take advantage of the Mass Heat Loan program to pay for the

costs of the (CFL, aerator, thermostat, air conditioner, insulation)

improvements that you made through the New Bedford initiative?

N: 1

Choices
Yes 100%
No 0%
(Don't Know) 0%
(Refused) 0%
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M7. Why did you choose not to take advantage of it?

N: O
(Don't know) 0%
(Refused) 0%

QMS8A

M8a. If you knew that you could get 0% loans from a local bank to assist
you with the energy efficient improvements that were recommended to you
as part of the no-cost energy assessment, what is the likelihood that you
would have made those improvements?

N: 18
1 - Not at all likely 28%
2 22%
3 0%
4 22%
5 11%
6 6%
7 - Very likely 6%
(Don't know) 6%
(Refused) 0%
Mean 3.06

QM9B

M9b. If you knew that you could get 026 loans from a local bank to assist
you with energy efficient improvements, what is the likelihood that you
would have made ADDITIONAL improvements that were recommended to
you as a result of the no-cost energy assessment?

N: 2

1 - Not at all likely 100%
2 0%

3 0%

4 0%

5 0%

6 0%

7 - Very likely 0%
(Don't know) 0%
(Refused) 0%
Mean 1.00
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QM10

M10. Did you recommend this initiative to anyone else you know, such your
friends, relatives, or co-workers?

Yes 57%
No 40%
(Don't Know) 3%
(Refused) 0%

QM11
M11l. What suggestions do you have to improve the New Bedford initiative
in the future?

Greater publicity/more ways to find out about the program 20%
Better organized and coordinated 10%
(No suggestions) 53%
(Other) 10%
(Don't know) 7%
(Refused) 0%

QD1
D1. Which of the following best describes your home?

Single family home 73%
Two-family duplex or flat 17%
Triple decker 7%
Low-rise (3 stories or less) multifamily building or attached

row or townhouse 3%
(Don't know) 0%
(Refused) 0%

QD1A
Dla. What is the main type of fuel used to heat the majority of your home?

Natural gas heating 80%
Oil heating 17%
(Other) 3%
(Don't know) 0%
(Refused) 0%
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QD1B
D1b. Does your home have central air conditioning?

Yes 17%
No 83%
(Don't Know) 0%
(Refused) 0%

QD2
D2. Do you own or rent your home?

Oown 83%
Rent 13%
(Other) 3%
(Don't know) 0%
(Refused) 0%

QD3
D3. Do you pay your own electric bill or is it included in your rent?

N: 5

Choices
Pay bill 80%
Included in rent 0%
(Don't know) 20%
(Refused) 0%

QD5

D5. Which of the following best represents your annual household income
from all sources in 2010, before taxes?

Under $30,000 10%
$30,000 to under $60,000 43%
$60,000 to under $100,000 or 30%
$100,000 or more 13%
(Don't know) 0%
(Refused) 3%
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D5A. Was it..?

N: 3
Under $10,000 0%
$10,000 to less than $20,000 67%
$20,000 or more 33%
(Don't know) 0%
(Refused) 0%

D5B. Was it..?

N: 13
$30,000 to less than $40,000 31%
$40,000 to less than $50,000 31%
$50,000 or more 31%
(Don't know) 8%
(Refused) 0%

D5C. Was it..?

N: 9
$60,000 to less than $70,000 33%
$70,000 to less than $80,000 33%
$80,000 to less than $90,000 22%
$90,000 to less than $100,000 11%
(Don't know) 0%
(Refused) 0%

D5D. Was it..?

N: 4
$100,000 to less than $150,000 50%
$150,000 to less than $200,000 50%
$200,000 to less than $250,000 0%
$250,000 to less than $300,000 0%
$300,000 or more 0%
(Don't know) 0%
(Refused) 0%
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D9. Gender
Male 43%
Female 57%
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E. PARTICIPANT SURVEY INSTRUMENTS

Renew Boston Residential Participant Survey Instrument

o DC

OPINION DYNAMICS
= CORPORATION

FINAL
December 15, 2011

The survey will be fielded to all Renew Boston Residential program participants. The survey
instrument will be fielded in English.

The survey will be fielded with customers who either completed an assessment or who
completed an assessment and installed energy efficient measures through Renew Boston.

The purpose of this survey is to understand what effect the program had on customers’
likelihood to perform efficiency upgrades in their homes and to gather feedback on program
processes from a participant standpoint. The survey instrument was designed using
program theory and logic model and performance indicators developed specifically for this
community-based effort.

Introduction

“Hello my name is . May | please speak with [NAME]. | am calling from Opinion
Dynamics on behalf of [UTILITY]. We are conducting a survey to learn more about your
experience receiving a no-cost building energy assessment and/or making energy efficient
improvements. Are you the right person for me to speak with?” [IF YES, CONTINUE. IF NO,
ASK FOR A THE BEST CONTACT PERSON]

Our records show that you received a no-cost energy assessment around [DATE]. This
assessment included a contractor walking through your home and assessing the energy
efficiency of various systems in your home, and developing recommendations on what can
be improved.

Is it possible that someone else dealt with the energy assessment or energy efficient
improvements?

The survey should last about 15 minutes. Rest assured that any information you share with
us will remain anonymous.”

FROM DATABASE:
CUST_TYPE 1 = Audit only
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CUST_TYPE 2 = No cost improvements only

CUST_TYPE 3 = No cost improvements and weatherization improvements
CUST_TYPE 4 = Weatherization improvements only

CUST_TYPE 5 = No cost improvements and other improvements
CUST_TYPE 4 = Other improvements only

Screener and Installation Verification
The goal of this section is to confirm assessment and measure installation and ensure that
we are asking questions of qualified respondents.

S1. Our records indicate that around [AUDIT_DATE] you had a no-cost energy assessment
performed in your home at [ADDRESS]. Is this correct?
1. Yes
2. No [RECORD NOTES, IF ANY] [THANK AND TERMINATE]
8. (Don’t know) [THANK AND TERMINATE]
9. (Refused) [THANK AND TERMINATE]

USE THE FOLLOWING READ-INS FOR EACH OF THE FLAGS IN THE SAMPLE:
CFL_FLAG =COMPACT FLUORESCENT LIGHT BULBS
SHOWERHEAD_FLAG=LOW-FLOW SHOWERHEADS

AERATOR_FLAG=FAUCET AERATORS

THERM_FLAG=PROGRAMMABLE THERMOSTATS
INSUL_FLAG=INSULATION

AIRSEAL_FLAG=AIR SEALING

HEAT_SYS_FLAG=HEATING SYSTEM

FRIDGE_FLAG=ENERGY STAR REFRIGERATOR
WATERHEATER_FLAG=WATER HEATER

[ASK IF CUST TYPE = 2,3,5,6]

S2a. Our records also indicate that you received the following energy saving equipment
during or as a result of the assessment: [READ IN IMPROVEMENTS FROM
DATABASE] Is this correct?

1. Yes

2 No [RECORD NOTES, IF ANY]
3 (Received some but not all)
8. (Don’t know)

9 (Refused)
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[ASK IF CUST TYPE = 3,4 ]

S2b. Our records also indicate that you received incentive for weatherization
improvements made in your home as a result of the assessment. Is this correct?
[EXPLAIN WEATHERIZATION AS NEEDED: THIS INCLUDES SUCH IMPROVEMENTS AS
INSULATION AND AIR SEALING]

1. Yes

2. No [RECORD NOTES, IF ANY]
8. (Don’t know)

9. (Refused)

[ASK IF BULBS_QTY>0, ELSE SKIP TO PAOA]
S2c. Our records also indicate that you received [BULBS_QTY] compact fluorescent light
bulbs at no cost to you as part of the no-cost energy assessment. Is this correct?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF S2¢=2]

S2d. How many bulbs did you receive at no cost to you as part of the no-cost energy
assessment? [NUMERIC OPEN END]
98. (Don’'t know)
99. (Refused)

[COMPUTE VERIFIED BULB QUANTITY=BULBS_QUANTITY IF QS2C=1, VERIFIED BULBS
QUANTITY=S2D IF QS2C=2, ELSE VERIFIED BULBS QUANTITY=0]

[ASK IF V_BQTY>O0 ]

S2e. How many of the [BULBS_TOTAL] compact fluorescent light bulbs are currently
installed in your home?
00. [NUMERIC OPEN END]

[ASK IF S2E=98]
S2ee. follow-up. ? [INTERVIEWER: PROBE TO GET AN NUMBER. IF CUSTOMER DOES NOT
REMEMBER. PROBE FOR ALL, SOME OR NONE]

01. (Al
02. (Some)
03. (None)
98. (Don’t know)
99. (Refused)
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Program Awareness

The goal of this section is to understand customer impressions with Renew Boston, and how
respondents were channeled into Renew Boston, as well as assess recall of various
marketing tactics employed by the effort.

PAOA. To the best of your knowledge, what is the name of the initiative through which you
[RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [DO NOT PROMPT. ACCEPT
MULTIPLE RESPONSES]

01. (Renew Boston)

02. (Mass Save)

03. (NSTAR’s energy efficiency initiative)

04. (National Grid’s energy efficiency initiative)
05. (City of Boston energy efficiency initiative)
06.  (Next Step Living)

07. (Mass Energy)

00. (Other, specify)

98. (Don’t know)

99. (Refused)

PAOB. In a sentence, how would you describe this initiative? [INTERVIEWER NOTE: IF
RESPONDENT DOES NOT KNOW HOW TO ANSWER, PROBE BY ASKING: WHAT DOES
THIS INITIATIVE ENTAIL? WHAT DOES THIS INITIATIVE OFFER? WHAT DOES THIS
INITIATIVE PROMOTE?]
01. (Good/great/helpful/wonderful program)

02. (Energy efficiency/energy conservation initiative)
03. (Weatherization/insulation improvements)
04. (Offers energy efficient products (light bulbs, showerheads, etc.)
05. (Initiative | am pleased/happy/satisfied with)
97. (Other)
(

98. Don’t know)
99. (Refused)
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PAOC. To the best of your knowledge, who are the sponsors of the initiative through which
you [RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [ACCEPT MULTIPLE

RESPONSE]

01. (Renew Boston)
02. (Mass Save)

03. (NSTAR)

04. (National Grid)
05. (City of Boston)
06.  (Next Step Living)
00.  (Other, specify)
98. (Don’t know)

99. (Refused)

PA1. How did you first learn about the opportunity to get a no-cost energy assessment
through this initiative?
01. (Radio, TV, or newspapers)

02. (Brochures)
03. (A phone call)
04. (NSTAR)
05. (National Grid)
06. (Next Step Living)
07. (City of Boston)
08. (Local community organizations and events)
09. (Bill insert/mailer)
10.  (Friends/family/neighbor)
11. (Landlord)
12.  (Mass Energy)
13.  (Email)
00. (Other - specify)
(

98. Don’t know)
99. (Refused)

PAla. Have you seen or heard anything about this initiative..? [1=YES, 2=NO, 8=DON'T

KNOW, 9=REFUSED] [RANDOMIZE. ANCHOR H]

[SKIP IF PA1=1]

a. on radio, TV, or in newspapers

[SKIP IF PA1=2]

b. in brochures

[SKIP IF PA1=8]

C. through local community organizations or events [READ IF NECESSARY: IT CAN
EITHER BE THROUGH A LOCAL COMMUNITY REPRESENTATIVE VISITS OR
THROUGH MEETINGS, EVENTS, OR PRESENTATIONS HOSTED BY COMMUNITY
ORGANIZATIONS]

[SKIP IF PA1=7]

d. through the City of Boston representatives
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e. through Renew Boston website

[SKIP IF PA1=6]

f. through Home Performance Contractor Next Step Living

[SKIP IF PA1=4 OR 5]

. through NSTAR or National Grid

h. through some other source (specify) (including another contractor, friend,
colleague, business, etc.)

01. (Friend/family/neighbor)

g

02. (Mailer)

03. (Mass Energy)
97. (Other)

98. (Don’'t know)
99. (Refused)

[SKIP IF ALL IN PA1=2,8,9 AND PA1<>1,2,4,5,6,7,8]

PA2. On ascale from 1 to 7, where 1 is not at all influential and 7 is very influential, how
influential was the information that you learned from [READ IN FROM LIST BELOW]
on your decision to get a no-cost energy assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

[SHOW IF PA1AA=1 OR PA1=1]

a. Radio, TV or newspapers

[SHOW IF PA1AB=1 OR PA1=2]

b. Brochures

[SHOW IF PA1AC=1 OR PA1=8]

C. Local community organizations [READ IF NECESSARY: IT CAN EITHER BE
THROUGH A LOCAL COMMUNITY REPRESENTATIVE OUTREACH OR THROUGH
MEETINGS, EVENTS, OR PRESENTATIONS HOSTED BY COMMUNITY
ORGANIZATIONS]

[SHOW IF PA1AD=1 OR PA1=7]

d. City of Boston representatives

[SHOW IF PA1AE=1]

e. Renew Boston website

[SHOW IF PA1AF=1 OR PA1=6]

f. Home Performance Contractor Next Step Living

[SHOW IF PA1AG=1 OR PA1=4 OR 5]

g. NSTAR or National Grid

[SHOW IF PA1AH=1]

h. Some other source (specify) (including another contractor, friend, colleague,
business, etc.)

[ASK IF PA1AC=1 OR PA1=8]
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PA3. How exactly did you hear about this

initiative through a local community

organization? [READ THROUGH A-D] [1=YES, 2=NO, 8=DON'T KNOW, 9=REFUSED]
[RANDOMIZE]
Did you attend an event or a meeting hosted by a local community
organization? [READ |F NECESSARY: THIS CAN BE A PRESENTATION, AN

a.

C.

d.

ACTIVITY, EVENT, OR A PERIODIC MEETING]

Did you receive an in-person visit from a local community organization

promoting the initiative?

Did you receive a mailing from a local community organization promoting the

initiative?

Did you interact with a community organization in some other way? (Specify)

PA4. What would you say are the best ways for providing households in your community
with information about energy saving opportunities like this initiative? [MULTIPLE
RESPONSE. PROBE FOR UP TO 3]

01.
02.
03.
04.
05.
06.
07.
08.
10.
11.
13.
14.
15.
16

00.
08,
99.

(Television)

(Newspapers or magazines)
(Radio)

(Environmental organizations)
(Local community organizations)
(Utility bill insert)

(Online)

(NSTAR or National Grid)
(Contractor)
(In-person/door-to-door outreach)
(Mail)

(Flyers)

(Word of mouth)

(Email)

(Other, specify)

(Don’t know)

(Refused)

[READ IF PAOA<>1]
The sponsors of this initiative call it Renew Boston. Therefore, in the questions that follow |

will be referring to the initiative as Renew Boston.

PA8a. Upon learning about the Renew Boston Initiative, did you call a toll-free number
available through the initiative?

1

2.
8.
9.

Yes

No

(Don’t know)
(Refused)
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[ASK IF P8a=1]
PA8Db. Did you call a toll-free number to learn more about the initiative OR to set up a no-
cost energy assessment?

1. Learn more

2 Schedule an assessment
3 (Both)

8. (Don’t know)

9 (Refused)

Effectiveness of Community Outreach

The goal of this section is to assess the effectiveness of in-person outreach on educating
customers and motivating them to complete an assessment in their homes. This section
also aims to understand the trust customers have in community-based organizations.

PA7. There are a lot of ways to provide customers like yourself with various types of
information. | will list a few potential sources of information and | would like you to
tell me how much you trust the information coming from each of the following
sources. Would you say a lot, a fair amount, a little, or not at all? [RANDOMIZE.
ANCHOR G, H, | AND J] [IF RESPONDENT ASKS ABOUT THE TYPE OF INFORMATION,
SAY “ANY TYPE OF INFORMATION"]

No
experience
Not at A fair with the
all Alittle  amount Alot source DK REF
1 2 3 4 6 8 9
Environmental
organizations or climate 1 2 3 4 6 8 9
action groups
City of Boston 1 2 3 4 6 8 9
NSTAR or National Grid 1 2 3 4 6 8 9
Contractors who
perform home energy 1 2 3 4 6 8 9
assessments
Neighborhood-based
. 4
organizations
Door-to-door outreach 2 3 4 6 8 9
Radio 1 2 3 4 6 8 9
Television
Newspapers 1 2 3 4 6 8 9
The Internet 1 2 3 4 6 8 9
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[ASK IF PA1AC=1 OR PA1=8, ELSE SKIP TO PB1]

PA8. You mentioned that you heard about Renew Boston through one or multiple local
community organizations. What was the name or names of these organizations?
[MULTIPLE RESPONSE. ACCEPT UP TO THREE RESPONSES. READ LIST IF

NECESSARY]

01. (Green Beginnings Institute)

02. (Dudley Street Neighborhood Initiative)

03. (BOLD Teens)

04. (Urban League)

05. (Viet Aid)

06. (Dorchester Bay Economic Development Corporation)
07. (Boston Building Materials Cooperative)

08. (Boston Workers Alliance)

09. (Greater Four Corners Action Coalition)

10. (Allston-Brighton Community Development Corporation)
11. (Boston Climate Action Network)

12.  (The Partnership for Greening Blue Hill Avenue)

13.  (Neighborhood of Affordable Housing)

14.  (Chinese Progressive Association)

15.  (GFC Action Coalition)

16. (Massachusetts Coalition for Occupational Safety and Health)
17. (Nuestra)

18. (Mass Energy)

19. (Greening Rozzie)

00. (Other, specify)

98. (Don’t know)

99. (Refused)

[SKIP IF PA8=98, 99]
PA9. How much do you trust the information coming from the organization(s) that you
mentioned above? Would you say a great deal, a fair amount, a little or not at all?

©ooprwNhE

A great deal
A fair amount
A little

Not at all
(Don’t know)
(Refused)
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PA10. Thinking about your interactions with the representatives of the community
organization(s), overall, how knowledgeable would you say they were about each of
the following? Would you say very knowledgeable, somewhat knowledgeable, not very
knowledgeable, or not knowledgeable at all? [RANDOMIZE]

Not at Somew
all Not very hat Very
knowle knowle knowle knowle
dgeable dgeable dgeable dgeable N/A DK REF
1 2 3 4 6 8 9
Who qualifies for the
initiative and how to set up 1 5 3 4 6 ] 9
an assessment through
Renew Boston
Ways to get financial
support for energy efficient 1 5 3 4 6 3 9
improvements in  your
home
How to save energy in your 1 5 3 4 8 9
home 6

PA11. Overall, how influential were the representatives of these community organizations
on your decision to have an energy assessment conducted in your home? Please use
a scale of 1 to 7 where 1 means not at all influential and 7 means very influential.
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

Prior Knowledge and Behaviors

The goal of this section is to understand the influence of Renew Boston on customer
knowledge and behaviors as related to energy efficient equipment installations to assess
whether 1) the program is successful in making customers more educated about energy
efficiency and more willing to take energy efficient actions; and 2) the program is targeting
the right segment (i.e., those who wouldn’t otherwise know: lacking knowledge and not
taking energy efficient actions).

PB1. Prior to participating in Renew Boston, how knowledgeable would you say you were
about ways to save energy in your home? Would you say very knowledgeable,
somewhat knowledgeable, not very knowledgeable, or not at all knowledgeable?

Not at all knowledgeable

Not very knowledgeable

Somewhat knowledgeable

Very knowledgeable

(Don’t know)

(Refused)

©oprwhRE
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PB2. How much would you say your experience with Renew Boston changed your
knowledge of ways to save energy in your home? Would you say it didn’t change,
increased a little, increased somewhat or increased a lot?

©oprwhE

Didn’t change
Increased a little
Increased somewhat
Increased a lot
(Don’t know)
(Refused)

PB3. Prior to learning about the opportunity for energy efficient improvements through
Renew Boston, did you know that NSTAR and National Grid offer rebates for energy
efficient improvements?

1

2.
8.
9.

Yes

No

(Don’t know)
(Refused)

Benefits and Barriers

The goal of this section is to understand the barriers to the installation of energy efficient
equipment among the target customer segment, as well as explore factors that motivate the
installation of energy efficient equipment the most.

B1. Thinking about past and current attempts to save energy in your home, on a scale from 1
to 7, where 1 is "not a barrier" and 7 is "a major barrier", please tell me how big of a barrier each
of the following has been in preventing you from taking energy saving actions?
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED] [RANDOMIZE]

a
b
C.
d.
e
f.

g.
h.

Lack of cooperation of others in the home

Cost of energy efficient equipment or repairs

Age of home

Lack of time

Lack of knowledge on exactly what to do

Structural characteristics of the home, such as cathedral ceilings, multiple
floors, or skylights

Availability of energy efficient products

Existing equipment or building conditions, such as knob-and-tube wiring,
asbestos, or combustion safety issues

B2. Are there any other barriers that you might have faced when attempting to save
energy in your home? [OPEN END]
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Program Processes
The goal of this section is to assess customer satisfaction with the participation process.

I would now like to switch gears a bit and ask you a few questions about the process of
learning about and participating in Renew Boston.

PP1. On a scale from 1 to 7, where 1 is very difficult and 7 is very easy, how easy or
difficult was each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[RANDOMIZE]

a. Participation process overall

b. Understanding Renew Boston participation requirements
C. Getting income-qualified for participation in Renew Boston

[ASK IF PP1a<7]
PP2. Why do you rate it that way? [OPEN END]

01. (Easy/understandable)
02. (Lack of follow up)
03. (Hard to organize/schedule)
04. (Paperwork problems)
05.  (Difficulty understanding the program)
97. (Other)
98. (Don’'t know)
99. (Refused)
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PP3. At any point during the participation process, did you need additional support or
assistance?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF PP3=1, ELSE SKIP TO NEXT SECTION]
PP4. What did you need assistance with? [OPEN END]
01. (Scheduling installation/finishing up installation)

02. (Paperwork questions)
97. (Other)

98. (Don’t know)

99. (Refused)

PP5. Where did you turn for assistance? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Call center)

02. (Community organization)
03. (Mass Energy)

04.  (Next Step Living)

05. (City of Boston)

06.  (UTILITY)

07.  (Electrician)

00. (Other, specify)

98. (Don’'t know)

99. (Refused)

PP6. On ascale from 1to 7, how satisfied were you with the assistance that you received?
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF PP6<7]

PP7. Why do you give it that rating? [OPEN END]
01. (Installation delays)

02. (Lack of communication/assistance)
97. (Other)

98. (Don’t know)

99. (Refused)
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Assessments

The goal of this section is to assess customer satisfaction with the assessment process and
the influence of the assessment recommendations on equipment installation (within and
outside of assessment recommended improvements). This section also aims at
understanding factors that can prevent customers from making energy efficient
improvements following the assessment, in particular, pre-weatherization conditions.

Our records indicate that you had a no-cost energy assessment conducted in your home. |
would like to ask you a few questions about this assessment.

Al. In total, how many assessments did you have?
1. One
2. Two
3. Three or more
8. (Don’t know)
9. (Refused)

A2. How satisfied were you with each of the following. Please use a scale of 1 to 7 where
1 is not at all satisfied and 7 is very satisfied. How satisfied were you with..? [SCALE
1-7; 8=DON’'T KNOW, 9=REFUSED] [RANDOMIZE]

a. Your overall experience with the assessment

b. The level of knowledge or expertise of the person conducting the assessment

C. The professionalism of the person conducting the assessment

d. The amount of time the assessment took

e. The clarity of the information provided by the person conducting the
assessment

A2f.  Using a scale from 1 to 7 where 1 is “very difficult” and 7 is “very easy,” how easy or
difficult was it to schedule the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

A3. Using a scale from 1 to 7 where 1 is “not at all useful” and 7 is “very useful,” how
would you rate wusefulness of the recommendations for energy efficient
improvements provided to you during the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

A4, What suggestions do you have that can help improve the assessment process?
[OPEN END]
01. (Increased advertising)

02. (More accessible program information)

03. (Timely appearance of auditors)

04. (Faster/shorter audit process)

05. (Coverage of additional improvements)

06. (Easier/faster audit scheduling process)

07. (Better auditor training/more knowledgeable auditors)
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08. (Flexible audit times)
97. (Other)

98. (Don’'t know)

99. (Refused)

[ASK IF CUST TYPE=1 or 2]

Ab. Our records show that you did not make any energy efficient improvements that
qgualified for Renew Boston incentives. Did you make any improvements ON YOUR
OWN as the result of the assessment?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF CUST TYPE=3,4,5,6 ]
AG. Did you make ALL or SOME of the improvements that were recommended to you
during the assessment?

1. All

2. Some

3. (None)

8. (Don’t know)
9. (Refused)

[ASK IF CUST_TYPE=3,4,5,6 OR A5=1]

A7. Overall, how influential was the assessment and the information that you received
during the assessment on your decision to make the energy efficient improvements
that you ended up making? Please use a scale of 1 to 7 where 1 means not at all
influential and 7 means very influential. [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF A6=2]
A8. Why haven’'t you made all of the improvements that were recommended to you
during the assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Did not have a chance)
02. (Financial constraints)
03. (Do not think improvements are necessary)
04. (Existing equipment or building conditions prevented the installation of
additional improvements)
07. (Could not get landlord approval)
00. (Other, specify)
98. (Don’t know)
99. (Refused)
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[ASK IF A5=2 OR A6=3]
A9.  Why haven’t you made the improvements that were recommended to you during the
assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]

01.
02.
03.
04.
05.
06.

07.
08.
09.
10.
00.
98.
99.

(I did make improvements)

(Did not have a chance)

(Financial constraints)

(Do not think improvements are necessary)
(Did not qualify for no-cost improvements)
(Existing equipment or building conditions prevented the installation of
additional improvements)

(Could not get landlord approval)

(No improvements were recommended)
(Chose to do other things)

(Still waiting for improvements to be made)
(Other, specify)

(Don’t know)

(Refused)

[ASK IF A5=1 OR A9=1]
A10. What improvements did you make? [MULTIPLE RESPONSE. ACCEPT UP TO FIVE]

01. (Air Conditioning)
02. (Freezer)
03. (Heating System; i.e. furnace or boiler)
04. (Refrigerator)
05. (Water Heater)
06. (Windows)
07. (Insulation in General)
08. (Attic Insulation)
09. (Wall Insulation)
10. (Basement/Floor Insulation)
11. (Other Insulation)
12. (Lighting)
13. (Doors)
14. (Programmable thermostats)
15. (Weatherstripping)
16. (Air sealing)
00. (Other, specify)
98. (Don’t know)
99. (Refused)
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[SKIP IF A6=1]
Al11. Do you plan to make additional improvements recommended to you during the
assessment within the next year in your home?

1. Yes

2 No

3 (Maybe)

8. (Don’t know)
9 (Refused)

[ASK IF A11=1 OR 3]
Alla. What improvements do you plan to make? [OPEN END]
03. (Heating system, i.e., furnace or boiler)

06. (Windows)

13. (Doors)

07. (Insulation in general)
12.  (Appliances)

13.  (Energy efficient lighting)
14. (Solar)

97.  (Other)

98. (Don’t know)

99. (Refused)

A12. After receiving the assessment, did you make any energy efficient improvements that
were NOT recommended during the assessment?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF A12=1]

A13. What improvements did you make? [OPEN END]
06. (Windows)

07.  (Insulation in general)
12.  (Appliances)

98. (Don’'t know)

99. (Refused)

[ASK IF A12=1]

A14. Overall, how influential was the assessment and the information that you received
during the assessment on your decision to make these additional energy efficient
improvements? Please use a scale of 1 to 7 where 1 means not at all influential and
7 means very influential. [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[SKIP IF A8=4 OR A9=6]
A15. Did the Home Energy Specialist performing the assessment identify any building
conditions or existing equipment characteristics that needed to be addressed before
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they could make energy-efficient improvements to your home? [READ IF NECESSARY:
SUCH CONDITIONS CAN INCLUDE KNOB-AND-TUBE WIRING, COMBUSTION SAFETY,
ASBESTOS OR MOISTURE ISSUES]

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF A15=1]

A16. What conditions did the Home Energy Specialist identify? [MULTIPLE RESPONSE.
ACCEPT UP TO THREE]

01.
02.
03.
04.
05.
06.
07.
08.
09.
10.
00.
98.
99.

(Knob-and-tube wiring)
Combustion safety)
Moisture issues)

Asbestos issues)

Boiler tune-up or replacement)
Pipe repair)

Chimney cleaning, repairs)
Cleaning the stove)
Missing vapor barrier)
Need for rewiring)

Other, specify)

Don’t know)

(
(
(
(
(
(
(
(
(
(
(
(Refused)

[ASK IF A8=4 OR A9=6]

A17. You mentioned earlier that existing building conditions and equipment characteristics
prevented some or all of the energy efficient improvements recommended during the
assessment. What conditions were they? [MULTIPLE RESPONSE. ACCEPT UP TO

THREE]
01. (Knob-and-tube wiring)
02. (Combustion safety)
03.  (Moisture issues)
04. (Asbestos issues)
05. (Boiler tune-up or replacement)
06. (Pipe repair)
07. (Chimney cleaning, repairs)
00. (Other, specify)
98. (Don’t know)
99. (Refused)
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS

Page 223 - CORPORATION



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix E - Survey Instruments Page 290 of 304

[ASK IF A15=1 OR A8=4 OR A9=6, ELSE SKIP TO NEXT SECTION]
A18. Did the Home Energy Specialist performing the assessment provide you with enough
information on what to do to address those conditions?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF A18=2]

A19. Why do you say that? [OPEN END]

A20. Did you have those conditions addressed?

1. Yes
2. No
3. (Addressed some but not all)

8. (Don’t know)
9. (Refused)
[ASK IF A20=2]
A21. Why not? [OPEN END]
01. (Costs associated with addressing the conditions)
02. (Did not have time)
03. (Did not know where to go)
00. (Other, specify)
98. (Don’t know)
99. (Refused)

[ASK IF A20=1 OR 3]
A22. Was the work associated with addressing those conditions covered, at least in part,
by Renew Boston or an affiliated entity?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF A20=2]

A23. If you knew that there was funding available to help pay for the work needed to
address those existing conditions, how likely would you have been to make
improvements that you did not end up making? Would you say..?

1. Not at all likely
2. Not very likely
3. Somewhat likely
4, Very likely
8. (Don’t know)
9. (Refused)
[ASK IF A22=1]
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A24. What conditions specifically were covered through this funding? [MULTIPLE
RESPONSE. ACCEPT UP TO THREE]
01. (Knob-and-tube wiring)

99.

02. (Combustion safety)
03. (Moisture issues)
04. (Asbestos issues)
05. (Boiler tune-up or replacement)
06. (Pipe repair)
07. (Chimney cleaning, repairs)
00. (Other, specify)
98. (Don’t know)
(

Refused)

[ASK IF A22=1]
A25. What was the total funding amount? [OPEN END]

Measure Installations

The goal of this section is to assess customer satisfaction with the measure installation
process and the influence of the additional incentives provided through Renew Boston on
customer likelihood to install the same measures. Note that we will not be reporting net-to-
gross for community efforts, but we will explore the influence of both the outreach and the
financial support through this survey effort.

[ASK IF CUST TYPE=3,4,5,6, ELSE SKIP TO M6]

| would now like to ask you a few questions about the energy efficient improvements that
you made in your home that were paid for at least partially, through Renew Boston. ?
[EXPLAIN WEATHERIZATION AS NEEDED: THIS INCLUDES SUCH IMPROVEMENTS AS
INSULATION AND AIR SEALING]

M1. Thinking about the process of making energy efficient improvements, on a scale of 1
to 7, where 1 is very dissatisfied and 7 is very satisfied, how satisfied were you with
each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED] [RANDOMIZE]

b. The quality of work performed by the installation contractor
c Professionalism of the installation contractor

d. The time it took to make the improvements

e Ease of scheduling an installation appointment

M2. On a scale of 1 to 7, where 1 is very inconvenient and 7 is very convenient, how
convenient were the time slots available for scheduling the installation work? [SCALE
1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF CUST TYPE=3,4]
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M3. Now, thinking specifically about the weatherization improvements that you made to
your home...If you had to pay the full cost of the weatherization improvements, or
about [$ AMOUNT], what is the likelihood that you would have weatherized your
home? Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely.
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF CUST TYPE=3,4]

M4. If you had to pay about [$ AMOUNT] for the weatherization improvements that you
received, what is the likelihood that you would still have weatherized your home?
Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-
7; 8=DON’'T KNOW, 9=REFUSED]

[ASK IF A22=1]

M5. If you had not received additional funding to cover existing building conditions that
were preventing weatherization improvements through Renew Boston in your home,
what is the likelihood that you would still have weatherized your home? Please use a
scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-7; 8=DON'T
KNOW, 9=REFUSED]

M6. Did you recommend Renew Boston to anyone else you know, such as your friends,
relatives, or co-workers?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

M7. What suggestions do you have to improve Renew Boston in the future? [OPEN END]
01. (Better organized and coordinated)

98.
99.

Don’t know)
Refused)

02. (Greater publicity/more ways to find out about the program)
03. (Increased incentives)
04. (Shorter/faster/more efficient participation process)
05. (More knowledgeable/better trained auditors)
06. (Better education about overall program participation process)
07. (Single contact person for the duration of the project)
08. (Improved communication/coordination/customer assistance)
96. (No suggestions)
97. (Other)

(

(
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Demographics

| just have a few more questions and then we will be done. These last questions are for
statistical purposes only.

D1. Which of the following best describes your home? [READ RESPONSE CATEGORIES]
01. Single family home
02.  Two-family duplex or flat
03. Triple decker
04. Low-rise (3 stories or less) multifamily building or attached row or townhouse
05.  High-rise multifamily building
06. Mobile home
00. (Other, specify)
98. (Don’t know)
99. (Refused)

Dla. What is the main type of fuel used to heat the majority of your home? Is it ...?
01. Natural gas heating
02. Oil heating
03. Electric heating
00. Or some other type (Specify)
98. (Don’t know)
99. (Refused)

D1b. Does your home have central air conditioning?

1. Yes
2. No
8. (Don’t Know)
9. (Refused)
D2. Do you own or rent your home?
01. Own
02. Rent

00. (Other, specify)
98. (Don’t know)
99. (Refused)

[SKIP IF D2=1]
D3. Do you pay your own electric bill or is it included in your rent?
1. Pay bill

2. Included in rent
8. (Don’t know)
9. (Refused)
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D5. Which of the following best represents your annual household income from all
sources in 2010, before taxes? Was it..?
01. Under $30,000
02.  $30,000 to under $60,000
03. $60,000 to under $100,000 or
04. $100,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=1]
D5A. Was it..?
01. Under $10,000
02. $10,000 to less than $20,000
03. $20,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=2]

D5B. Was it..?
01. $30,000 to less than $40,000
02. $40,000 to less than $50,000
03. $50,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=3]

D5C. Wasit..?
01. $60,000 to less than $70,000
02. $70,000 to less than $80,000
03. $80,000 to less than $90,000
04. $90,000 to less than $100,000
98. (Don’t know)
99. (Refused)

[ASK IF D5=4]

D5D. Wasit..?
01. $100,000 to less than $150,000
02. $150,000 to less than $200,000
03. $200,000 to less than $250,000
04. $250,000 to less than $300,000
05.  $300,000 or more
98. (Don’t know)
99. (Refused)
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D9. [RECORD GENDER. DO NOT ASK]
1. Male
2. Female

Those are all the questions that | have for you. Thank you very much for your time. Have a
nice evening.
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Renew Boston Business Participant Survey Instrument

o DC

OPINION DYNAMICS
~————— CORPORATION

DRAFT - November 8, 2011

The survey will be fielded to all Renew Boston Business participants with the goal of
completing a minimum of 60 interviews.

The survey instrument will be fielded in English. The survey will be fielded with customers
who either completed an audit or who completed an audit and installed energy efficient
measures through Renew Boston.

The purpose of this survey is to understand what effect the program had on customer
likelihood to perform efficiency upgrades in their businesses and to gather feedback on
program processes from a participant standpoint. The survey instrument was designed

using program theory and logic model and performance indicators developed specifically
for this effort.

Introduction

“Hello my name is . May | please speak with [NAME]? | am calling from Opinion
Dynamics on behalf of [UTILITY]. We are conducting a survey to learn more about your
experience receiving a no-cost energy assessment and no-cost energy efficient
improvements. The survey should last about 10 minutes. Rest assured that any information
you share with us will remain anonymous.”

Is it possible that someone else dealt with the energy assessment or energy efficient
improvements?

FROM DATABASE:
PART TYPE 1 = AUDIT ONLY
PART TYPE 2 = AUDIT AND INSTALLATION
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Screener and Installation Verification

The goal of this section is to confirm audit and measure installation and ensure that we are
asking questions of qualified respondents.

S1.

Our records indicate that around [AUDIT DATE] you had a no-cost energy assessment
performed at your business at [ADDRESS]. Is this correct? (INTERVIEWER: Open end
box below is just in case respondent elaborates on why they did not have the
assessment. If respondent says No and doesn't say anything to record please butin a
"." to move through the question)

1. Yes

2. No [RECORD NOTES, IF ANY] [THANK AND TERMINATE]

8. (Don’t know) [THANK AND TERMINATE]

9. (Refused) [THANK AND TERMINATE]

[ASK IF PART TYPE = 2]

S2. Our records also indicate that you received the following energy efficient
improvements at no cost to you. [READ IN MEASURES IN DATABASE]. Is this correct?
(INTERVIEWER: Open end box below is just in case respondent elaborates on why
they did not receive the improvements, i.e. they say something like at that address
they did not make any improvements but at the other address they did, etc. but the
answer is still no to the question. If respondent says No and doesn't say anything to
record please but in a "." to move through the question)

1. Yes
2. No [RECORD NOTES, IF ANY]
3. (Some but not all of the listed equipment was installed)
8. (Don’t know)
9. (Refused)
Program Awareness

The goal of this section is to understand customer impressions with Renew Boston, and how
respondents were channeled into Renew Boston, as well as assess recall of various
marketing tactics employed by the effort.
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PAOA. To the best of your knowledge, what is the name of the initiative through which you

PAOB.

PAOC.

[RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [DO NOT PROMPT. ACCEPT
MULTIPLE RESPONSES]

01. (Renew Boston)

02. (Mass Save)

03. (NSTAR’s energy efficiency initiative)

04. (National Grid’s energy efficiency initiative)
05.  (City of Boston energy efficiency initiative)
00. (Other, specify)

98. (Don’t know)

99. (Refused)

In a sentence, how would you describe this initiative? [INTERVIEWER NOTE: IF
RESPONDENT DOES NOT KNOW HOW TO ANSWER, PROBE BY ASKING: WHAT DOES
THIS INITIATIVE CONSIST OF? WHAT DOES THIS INITIATIVE OFFER? WHAT DOES THIS
INITIATIVE PROMOTE?]

To the best of your knowledge, who are the sponsors of the initiative through which
you [RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [ACCEPT MULTIPLE
RESPONSE]

01. (Renew Boston)

02. (Mass Save)
03. (NSTAR)
04. (National Grid)
05. (City of Boston)
00. (Other, specify)
98. (Don’t know)

(

99. Refused)
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PA1.

How did you first learn about the opportunity to get a no-cost energy assessment
through this initiative? [INTERVIEWER NOTE: IF UNSURE WHETHER TO CODE AS #2
OR #3, PROBE BY ASKING: TO THE BEST OF YOUR KNOWLEDGE, WHO VISITED YOU -
A  COMMUNITY GROUP REPRESENTATIVE OR THE ENERGY ASSESSMENT

REPRESENTATIVE/AUDITOR]

01. Mailer)

02. In-person visit from a community group)
03. In-person visit by the auditor)

04. A phone call)

(

(

(

(

05. (NSTAR)

06. (National Grid)
07. (Rise Engineering)
08. (City of Boston)
09. (Main Streets Director)
00. (Other - specify)

98. (Don’t know)

99. (Refused)

[ASK IF PA1=2, 3]
PAla. To the best of your knowledge, what organization did the individuals who visited your

business represent? [ACCEPT MULTIPLE RESPONSE]
01. (NSTAR)

02. (National Grid)

03. (Rise Engineering)

04. (Main Streets)

05. (City of Boston)

00. (Other - specify)

98. (Don’t know)

99. (Refused)
[ASK IF PA1=4]
PAlb. Who called you? [IF NEEDED: WHAT ORGANIZATION DID THE INDIVIDUAL WHO
CALLED YOU

REPRESENT?]  [INTERVIEWER: IF  RESPONDENT  MENTIONS  MULTIPLE
ORGANIZATIONS, PROBE TO UNDERSTAND WHICH ORGANIZATION CONTACTED THE
RESPONDENT FIRST]

01.  (NSTAR)

02. (National Grid)
03. (Rise Engineering)
04. (Main Streets)

05. (City of Boston)
00. (Other - specify)
98. (Don’t know)

99. (Refused
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PA2.

Prior to getting the no-cost energy assessment, do you recall... [1=YES, 2=NO,

8=DON’'T KNOW, 9=REFUSED]

[SKIP IF PA1=1]

a. receiving a letter in the mail about this initiative?

[SKIP IF PA1=2 OR 3]

b. a team of representatives visiting your business in person and talking about
the services offered and support available through this initiative?

C. community outreach representatives calling your business to discuss the

services offered and support available through this initiative?

[ASK IF PA1=1 OR PA2A=1, ELSE SKIP TO PB4]
PA2aa.To the best of your recollection, who was the mailer from? [ACCEPT ONE RESPONSE]

01. ([UTILITY] and Renew Boston)

02.  ([UTILITY])

03. (Renew Boston)

00. (Other source, specify)
98. (Don’t know)

99. (Refused)

PA2ab.What was the main message of the mailer? [OPEN END]

PA2ac.When you FIRST saw the mailer, do you think that the message in the mailer was

clear?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

PB4. What would you say are the best ways of reaching companies like yours with
information about energy saving opportunities like this initiative? [MULTIPLE
RESPONSE]

01. (Television)
02. (Newspapers or magazines)
03. (Radio)
04. (Environmental organizations)
05.  (Local community organizations)
06. (Bill inserts)
07. (Online)
08. (NSTAR or National Grid)
09. (Email)
10. (Contractor)
11. (Phone)
00. (Other, specify)
98. (Don’t know)
99. (Refused)
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[READ IF PAOA<>1]
The sponsors of this initiative call it Renew Boston. Therefore, in the questions that follow |
will be referring to the initiative as Renew Boston.

Effectiveness of In-Person Outreach

The goal of this section is to assess the effectiveness of in-person outreach on educating
customers and motivating them to complete an audit at their business. This section also
aims to understand the trust customers have in community-based organizations.

PB3. There are a lot of ways to provide businesses like yours with various types of
information. | will list a few potential sources of information and | would like you to
tell me how much you trust the information coming from each of the following
sources. Would you say a lot, a fair amount, a little, or not at all? [RANDOMIZE.
ANCHOR J, K, L AND M] [IF RESPONDENT ASKS WHAT TYPE OF INFORMATION, SAY
ANY TYPE OF INFORMATION]

No
experience
Not at A fair with the
all Alittle amount A lot source DK RE
3 4 6 8 9
Enwro_nm_ental 3 4 6 3 9
organizations
Door-to-door outreach 1 2 3 4 6 8 9
Trade organizations 1 2 3 4 6 8 9
Asian . Amerlcan Civic 1 5 3 4 6 8 9
Association
Bpston Main Streets 1 5 3 6 8 9
Director
City of Boston 1 2 3 4 6 8 9
NSTAR or National Grid 1 2 3 4 6 8 9
Contractors who
perform energy 1 2 3 4 6 8 9
assessments
Chambers of Commerce 1 2 3 4 6 8 9
Radio 1 2 3 4 6 8 9
Television 1 2 3 4 6 8 9
Newspapers 1 2 3 4 6 8 9
The Internet 1 2 3 4 6 8 9
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[ASK IF PA2B=1 OR PA1=2 OR 3, ELSE SKIP TO PB1]

You mentioned earlier that you remember a team of representatives visiting your business in
person and talking about Renew Boston. | would like to ask you a few questions about that
experience.

PO1. To the best of your knowledge, what is the name of the organization those
representatives said they worked at? [AS NEEDED: IF YOU DON'T KNOW, THAT IS
FINE] [PROBE FOR SOMETHING OTHER THAN RENEW BOSTON.] [OPEN END]

PO2. How knowledgeable would you say the representatives who visited your business
were about each of the following? Would you say they were very knowledgeable,
somewhat knowledgeable, not very knowledgeable, or not knowledgeable at all?

[RANDOMIZE]
Not at Somew
all Not very hat Very
knowle knowle knowle knowle DK REF

dgeable dgeable dgeable dgeable

1 2 3 4 8 9
Who qualifies for the initiative
and how to set up an
assessment  through Renew 1 2 3 4 8 9
Boston
Ene_rgy efficient  equipment 1 5 3 4 ] 9
options
Hovy to save energy in your 1 5 3 4 ] 9
business
Ways to get financial support for
energy efficient improvements in 1 2 3 4 8 9

your business

PO3. Overall, how relevant was the information provided to you during that visit? Please
use a scale of 1 to 7 where 1 is not at all relevant and 7 is very relevant. [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

[ASK IF PO3<7]

P0O4. What information was not relevant to your business? [OPEN END]
96. (Nothing)
98. (Don’t Know)
99. (Refused)
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PO5. Overall, how influential were the representatives who visited your business on your
decision to have an energy assessment conducted at your business? Please use a
scale of 1 to 7 where 1 means not at all influential and 7 means very influential.
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

Prior Knowledge and Behaviors

The goal of this section is to understand the influence of Renew Boston on customer
knowledge and behaviors as related to energy efficient equipment installations to assess
whether 1) the program is successful in making customers more educated about energy
efficiency and more willing to take energy efficient actions; 2) the program is targeting the
right segment (i.e., those who wouldn’t otherwise know: lacking knowledge and not taking
energy efficient actions); and 3) the organizations promoting the efforts are viewed as
credible sources of information on how to save energy.

PB1. Prior to participating in Renew Boston, how knowledgeable would you say you were
about ways to save energy at your business? Would you say very knowledgeable,
somewhat knowledgeable, not very knowledgeable, or not at all knowledgeable?

Not at all knowledgeable

Not very knowledgeable

Somewhat knowledgeable

Very knowledgeable

(Don’t know)

(Refused)

©oprwNRE

PB2. How much would you say your experience with Renew Boston changed your
knowledge of ways to save energy at your business? Would you say it didn’t changeg,
increased a little, increased somewhat or increased a lot?

Didn’t change

Increased a little

Increased somewhat

Increased a lot

(Don’t know)

(Refused)

©ooprwNE

PB5. Prior to learning about the opportunity for energy efficient improvements through
Renew Boston, did you know that [UTILITY] offers rebates for energy efficient
improvements to businesses like yours?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix E - Survey Instruments Page 243 of 304

| would now like to ask you a few questions about energy efficient improvements that you
might have made to your business in the past two years.

PB6. Thinking about two years prior to receiving the no cost energy assessment through
Renew Boston, did you install any equipment at your business?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
[ASK IF PB6=1]
PB7. What equipment did you install? [OPEN END]
[ASK IF PB6=1]
PB8. Was the equipment that you installed energy efficient?
1. Yes
2. No
8. (Don’t know)
9. (Refused)
[ASK IF PB8=1]
PB9. How do you know that the equipment you installed was energy efficient? [OPEN END]
[ASK IF PB6=1]
PB10. Did you receive a rebate from your local utility for the equipment you installed?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

[ASK IF PB8=1 AND PB5=1 AND PB10=2]

PB11. You mentioned that you were aware that there are rebates offered for the installation
of energy efficient equipment. What factors prevented you from applying for and
receiving the rebate? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]

01. (Equipment did not qualify)
02. (Was not aware of rebates at the time of the installation)
03. (Did not want to go through the trouble of applying for the rebate)
00. (Other, specify)
98. (Don’'t know)
(

99. Refused)
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Overall Satisfaction

The goal of this section is to assess customer satisfaction with the participation process.

| would now like to switch gears a bit and ask you a few questions about the process of
participating in the energy assessment and making energy efficient improvements through
Renew Boston at your business.

PP1. On a scale from 1 to 7, where 1 is extremely dissatisfied and 7 is extremely satisfied
how satisfied were you with Renew Boston overall?

[ASK IF PP1<7]
PP2. Why do you rate it that way? [OPEN END]

Audits

The goal of this section is to assess customer satisfaction with the audit process and the
influence of the audit recommendations on equipment installation (within and outside of
audit recommended improvements). This section also aims at understanding factors that
that can prevent customers from making energy efficient improvements following the audit.

| would like to ask you a few questions specifically about the no-cost assessment that you
received through Renew Boston.

Al. First, | would like to know how satisfied you were with each of the following. Please
use a scale of 1 to 7 where 1 is not at all satisfied and 7 is very satisfied. How
satisfied were you with..? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED] [RANDOMIZE]

a. Your overall experience with the energy assessment

b The level of knowledge or expertise of the person conducting the assessment
C. The professionalism of the person conducting the assessment
d. The amount of time the assessment took
e The clarity of the information provided by the person conducting the
assessment
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A1f. Using a scale from 1 to 7 where 1 is “very difficult” and 7 is “very easy,” how easy or
difficult was it to schedule the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

A2. Using a scale from 1 to 7 where 1 is “not at all useful” and 7 is “very useful,” how
would you rate usefulness of the recommendations for energy efficient
improvements provided to you during the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

[ASK IF PART TYPE=1]

A4. Our records show that you did not make any energy efficient improvements that
qualified for Renew Boston incentives. Did you make any improvements
recommended during the assessment ON YOUR OWN as the result of the

assessment?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF PART TYPE =2]
Ab. Did you make ALL or SOME of the improvements that were recommended to you
during the assessment?

1. All

2. Some

3. (None)

8. (Don’t know)
9. (Refused)

[ASK IF PART TYPE =2 OR A4=1]

A6.  Overall, how influential was the assessment on your decision to make the energy
efficient improvements that you ended up making? Please use a scale of 1 to 7
where 1 means not at all influential and 7 means very influential. [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

[ASK IF A5=2]
A7a. Why haven’t you made ALL of the improvements that were recommended to you
during the assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Did not have a chance)
02. (Financial constraints)
03. (Do not think improvements are necessary)
00. (Other - specify)
98. (Don’t know)
99. (Refused)
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[ASK IF A4=2 OR A5=3]

ATD.

Why haven’t you made the improvements that were recommended to you during the
assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (I did make improvements)

02. (Did not have a chance)
03. (Financial constraints)
04. (Do not think improvements are necessary)
05. (Did not qualify for no-cost improvements)
00. (Other - specify)
98. (Don’t know)

(

99. Refused)

[ASK IF Ad=1 OR A7b=1]

A7c. What improvements did you make? [OPEN END]

[SKIP IF Ab=1]

A8. Do you plan to make additional improvements recommended during the assessment
within the next year at your business?

1. Yes

2. No

3. (Maybe)

8. (Don’t know)
9. (Refused)

AQ.  After receiving the energy assessment, did you make any additional energy efficient
improvements at your business that were NOT recommended during the
assessment?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
[ASK IF A9=1]
A10. What improvements did you make? [OPEN END]
98. (Don’'t know)
99. (Refused)
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[ASK IF A9=1]

Al11. Overall, how influential was the assessment on your decision to make these
additional energy efficient improvements at your business? Please use a scale of 1 to
7 where 1 means not at all influential and 7 means very influential. [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

Measure Installations

The goal of this section is to assess customer satisfaction with the measure installation
process and the influence of the additional incentives provided through Renew Boston on
customer likelihood to install the same measures. Note that we will not be reporting net-to-
gross for community efforts, but we will explore the influence of both the outreach and the
financial support through this survey effort.

[ASK IF PART TYPE = 2 ELSE SKIP TO F1]

[SKIP TO F1 IF S2=2,8,9]

| would now like to ask you a few questions about the improvements that you made to your
business that were covered through Renew Boston.

M1. Thinking about the energy efficiency improvements you made at your business, on a
scale of 1 to 7 where 1 is very dissatisfied and 7 is very satisfied, how satisfied were
you with each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]
[RANDOMIZE]

The equipment installed at your business through Renew Boston

The quality of work performed by the installation contractor

Professionalism of the installation contractor

The time it took to make the improvements

The amount of time between the energy assessment and the installation

®Poo oo

M2. What suggestions do you have to improve Renew Boston in the future? [OPEN END]
96. (No suggestions)
98. (Don’t know)
99. (Refused)

M3. Are there additional equipment options that you would like to see offered as part of
Renew Boston? [OPEN END]
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M4. If you had to pay the full cost for the energy efficient improvements, or about $ [M4 $
AMOUNT], what is the likelihood that you would have made similar improvements?
Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-
7; 8=DON’'T KNOW, 9=REFUSED)]

M5. If you had to pay 30% of the cost of the improvements that you made to your
business through Renew Boston, or about $ [M5 $ AMOUNT], what is the likelihood
that you would have made similar improvements to your business? Please use a
scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-7; 8=DON'T
KNOW, 9=REFUSED]

M6. What could Renew Boston have done to encourage you to do more to improve the
efficiency of your business? [OPEN END]
96. (Nothing)
98. (Don’t know)
99. (Refused)

M7. Did you recommend Renew Boston to other businesses?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
Firmographics

| just have a few more questions and then we will be done. These last questions are for
statistical purposes only.

F1.  Which of the following best describes the building that received energy upgrades?
This facility is...

My company’s only location

One of several locations owned by my company

The headquarter location of a company with several locations

(Don’t know)

(Refused)

©own

F2. 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)
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F3. Is your company independently owned or is it part of a franchise or chain of
businesses?
1. Independent
2. Part of franchise or chain
8. (Don’t know)
9. (Refused)

[SKIP F4 IF F2=1]
F4. Does your company pay the electric bill?

1. Yes

2. No

8. (Don’t know)
9 (Refused)

[SKIP F5 IF F2=1]
F5. Does your company pay the gas bill?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
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New Bedford CMI Residential Participant Survey Instrument

o DC

OPINION DYNAMICS
~————— CORPORATION

DRAFT - November 22, 2011

The survey will be fielded with a census of customers who either completed an assessment
or who completed an assessment and installed energy efficient measures through the
residential component of the New Bedford CMI (n~248). The survey instrument will be

fielded in English.

The purpose of this survey is to understand what effect the program had on customer
likelihood to perform efficiency upgrades in their homes and to gather feedback on
program processes from a participant standpoint. The survey instrument was designed
using program theory and logic model and performance indicators developed specifically
for this community-based effort.

Introduction

“Hello my name is . May | please speak with [NAME]. | am calling from Opinion
Dynamics on behalf of NSTAR. We are conducting a study to learn more about your
experiences receiving a nho-cost energy assessment and/or making energy efficient
improvements. Are you the right person for me to speak with?” [IF YES, CONTINUE. IF NO,
ASK FOR A THE BEST CONTACT PERSON]

[IF RESPONDENT CANNOT REMEMBER PARTICIPATING, READ THE FOLLOWING]

Our records show that you received a no-cost energy assessment around [DATE]. This
assessment included a contractor walking through your home and assessing the energy
efficiency of various systems in your home, and developing recommendations on what can
be improved.

Is it possible that someone else dealt with the energy assessment or energy efficient
improvements?

The survey should last about 15 minutes. Rest assured that any information you share with
us will remain anonymous.”

FROM DATABASE:

CUST_TYPE 1 = Audit only

CUST_TYPE 2 = No cost improvements only

CUST_TYPE 3 = No cost improvements and weatherization improvements
CUST_TYPE 4 = Weatherization improvements only
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Screener and Installation Verification

The goal of this section is to confirm assessment and measure installation and ensure that
we are asking questions of qualified respondents.

S1. Our records indicate that around [AUDIT_DATE] you had a no-cost energy assessment
performed in your home at [ADDRESS]. Is this correct?
1. Yes
2. No [RECORD NOTES, IF ANY] [THANK AND TERMINATE]
8. (Don’t know) [THANK AND TERMINATE]
9. (Refused) [THANK AND TERMINATE]

USE THE FOLLOWING READ-INS FOR EACH OF THE FLAGS IN THE SAMPLE:
CFL_FLAG=COMPACT FLUORESCENT LIGHT BULBS
AERATOR_FLAG=AERATORS

SHOWERHEADS_FLAG=LOW-FLOW SHOWERHEADS
TSTATS_FLAG=PROGRAMMABLE THERMOSTATS

AIR_SEAL_FLAG=AIR SEALING

INSULATION_FLAG=INSULATION

[ASK IF CUST TYPE = 2,3]

S2a. Our records also indicate that you received the following energy saving equipment at
no cost during the assessment: [READ IN IMPROVEMENTS FROM DATABASE] Is this
correct?

1. Yes

2. No [RECORD NOTES, IF ANY]
3. (Received some but not all)
8. (Don’t know)

9. (Refused)

[ASK IF CUSTTYPE = 3,4 ]

S2b. Our records also indicate that you received incentive for weatherization
improvements made in your home as a result of the assessment. Is this correct?
[EXPLAIN WEATHERIZATION AS NEEDED: THIS INCLUDES SUCH IMPROVEMENTS AS
INSULATION AND AIR SEALING]

1. Yes

2. No [RECORD NOTES, IF ANY]
8. (Don’t know)

9. (Refused)
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[ASK IF CUST TYPE = 2,3 AND S2a<>2 AND BULBS_QTY>0, ELSE SKIP TO PAOA]
S2c. Our records also indicate that you received [BULBS_QTY] compact fluorescent light
bulbs at no cost to you as part of the no-cost energy assessment. Is this correct?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF S2¢=2]

S2d. How many bulbs did you receive at no cost to you as part of the no-cost energy
assessment? [NUMERIC OPEN END]
98. (Don’'t know)
99. (Refused)

COMPUTE BULBS_TOTAL=BULBS_QTY IF S2c=1, 8, 9; BULBS_TOTAL=S2d, IF S2¢c=1

[ASK IF V_BQTY>0 ]

S2e. How many of the [BULBS_TOTAL] compact fluorescent light bulbs are currently
installed in your home?
00. [NUMERIC OPEN END]

S2e follow-up. ? [INTERVIEWER: PROBE TO GET AN NUMBER. IF CUSTOMER DOES NOT
REMEMBER. PROBE FOR ALL, SOME OR NONE]

01. (Al
02. (Some)
03. (None)
98. (Don’t know)
99. (Refused)
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS

Page 247 CORPORATION



Appendix E - Survey Instruments

2011 Energy Efficiency Annual Report
Appendix C - Study 30
Page 253 of 324

Program Awareness

The goal of this section is to understand how respondents were channeled into New
Bedford CMI and assess recall of various marketing tactics employed by the effort.

PAOA.

To the best of your knowledge, what is the name of the initiative through which you
[RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [DO NOT PROMPT. ACCEPT
MULTIPLE RESPONSES]

01. (New Bedford Green Jobs Green Economy Initiative)
03. (NSTAR’s energy efficiency initiative)

04. (Mass Save)

00. (Other, specify)

98. (Don’t know)

99. (Refused)

PAO. In a sentence, how would you describe this initiative? [INTERVIEWER NOTE: IF
RESPONDENT DOES NOT KNOW HOW TO ANSWER, PROBE BY ASKING: WHAT DOES
THE INITIATIVE CONSIST OF? WHAT DOES THE INITIATIVE OFFER? WHAT DOES THE
INITIATIVE PROMOTE?]

PAOC. To the best of your knowledge, who are the sponsors of the initiative through which
you [RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [ACCEPT MULTIPLE
RESPONSE]

01. (City of New Bedford)
03. (NSTAR)
04. (P.A.C.E)
05. (Mass Save)
06. (CSQG)
00.  (Other, specify)
98. (Don’t know)
99. (Refused)
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PA1. How did you first learn about the opportunity to get a no-cost energy assessment
through this initiative? [ACCEPT ONLY ONE RESPONSE]

01.
02.
03.
04.
05.
06.
07.
08.
00.
98.
99.

(In-person visit)
(Radio)

(TV)
(Neighborhood event)
(Flyer)
(Phone call)
(Bill insert/mailer)
(Friend/family member)
(Other)

(Don’t know)

(Refused)

PA2. Have you seen or heard anything about this initiative..? [1=YES, 2=NO, 8=DON'T
KNOW, 9=REFUSED] [RANDOMIZE. ANCHOR H]

a.

® 20T

f.
g.
h.

[SKIP IF PA1=2] on the radio, including WBSM’s “Morning Magazine” and
WNBH 1340 AM

[SKIP IF PA1=3] on a local TV show called “Neighborhood Update”

[SKIP IF PAL1=1] through representatives visiting your home in-person

through “Connecting for Change” conference held in October 2010

through the so-called “Weatherization Block Party” event held in October
2010 and followed by a celebration hosted by Mayor Lang

through NSTAR

through the Home and Garden show

through some other source (specify)

[SKIP IF ALL IN PA2=2,8,9 AND PA1<>01,02,03]

PA3. On ascale from 1 to 7, where 1 is not at all influential and 7 is very influential, how
influential was the information that you learned from [READ IN FROM LIST BELOW]
on your decision to get the no-cost assessment through this initiative? [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

a. [ASK IF PA2a=1 OR PA1=2] the radio
b. [ASK IF PA2b=1 OR PA1=3] TV
d. “Connecting for Change” conference held in October 2010
e the “Weatherization Block Party” event held in October 2010 followed by a
celebration hosted by Mayor Lang
f. NSTAR
g. the Home and Garden show
h. some other source (specify)
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PA4. What would you say are the best ways for providing households in your community
with information about energy saving opportunities like this initiative? [MULTIPLE
RESPONSE. PROBE FOR UP TO 3]

01. (Television)

02. (Newspapers or magazines)

03. (Radio)

04. (Environmental organizations)
05.  (Local community organizations)
06. (Bill inserts)

07.  (Online)

08. (NSTAR)

09. (Email)

10. (Contractor)

11. (Phone)

12.  (In-person/door-to-door outreach)
13. (Mail)

14.  (Flyers)

00. (Other, specify)

98. (Don’'t know)

99. (Refused)

[READ IF PAOA<>1]
The sponsors of this initiative call it New Bedford Green Jobs Green Economy Initiative. In
the questions that follow | will be referring to it simply as the New Bedford Initiative.

PA8a. Upon learning about the New Bedford Initiative, did you call a toll-free number
available through the initiative?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF P8a=1]

PA8b. Did you call a toll-free number to learn more about the initiative OR to set up a no-
cost energy assessment?

1. Learn more
2. Schedule an assessment
3. (Both)
8. (Don’t know)
9. (Refused)
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Effectiveness of Community Outreach

The goal of this section is to assess the effectiveness of in-person outreach on educating
customers and motivating them to complete an assessment in their homes. This section
also aims to understand the trust customers have in community-based organizations.

PA7. There are a lot of ways to provide customers like yourself with various types of
information. | will list a few potential sources of information and | would like you to
tell me how much you trust the information coming from each of the following
sources. Would you say a lot, a fair amount, a little, or not at all? [RANDOMIZE.
ANCHOR H, I, J, AND K] [IF RESPONDENT ASKS ABOUT THE TYPE OF INFORMATION,
SAY “ANY TYPE OF INFORMATION"]

No
experience
Not at A fair with the
all Alittle amount Alot source DK REF
1 2 3 4 6 8 9
Environmental
organizations or climate 1 2 3 4 6 8 9
action groups
City of New Bedford 1 2 3 4 6 8 9
NSTAR 1 2 3 4 6 8 9
Contractors who do
home energy 1 2 3 4 6 8 9
assessments
Marion Institute 1 2 3 4 6 8 9
Nelgh_borl_f\ood—based 1 5 3 4 6 3 9
organizations
Door-to-door outreach 1 2 3 4 6 8 9
Radio 1 2 3 4 6 8 9
Television
Newspapers 1 2 3 4 6 8 9
The Internet 1 2 3 4 6 8 9
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix E - Survey Instruments Paue 257 of 304

[ASK IF PA1=1 OR PA2C=1, ELSE SKIP TO PB1]

PA10. You mentioned that you received an in-person visit from the New Bedford initiative
representative. Thinking about your interactions with the representative, overall, how
knowledgeable would you say he or she was about each of the following? Would you
say very knowledgeable, somewhat knowledgeable, not very knowledgeable, or not
knowledgeable at all? [RANDOMIZE]

Not at Somew
all Not very hat Very
knowle knowle knowle knowle
dgeable dgeable dgeable dgeable N/A DK REF
1 2 3 4 6 8 9

Who qualifies for the
initiative and how to set up 1 2 3 4 6 8 9
an assessment

Ways to get financial
support for energy efficient

) . 1 2 3 4 6 8 9
improvements  in  your
home
How to save energy in your

1 2 3 4 8 9
home 6

PA11. Overall, how influential were the representatives who visited your home on your
decision to have an energy assessment conducted in your home? Please use a scale
of 1 to 7 where 1 means not at all influential and 7 means very influential. [SCALE 1-
7; 8=DON’'T KNOW, 9=REFUSED]
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Prior Knowledge and Behaviors

The goal of this section is to understand the influence of the New Bedford CMI on customer
knowledge and behaviors as related to energy efficient equipment installations to assess
whether 1) the program is successful in making customers more educated about energy
efficiency and more willing to take energy efficient actions; and 2) the program is targeting
the right segment (i.e., those who wouldn’t otherwise know: lacking knowledge and not
taking energy efficient actions).

PB1. Prior to participating in the New Bedford initiative, how knowledgeable would you say
you were about ways to save energy in your home? Would you say very
knowledgeable, somewhat knowledgeable, not very knowledgeable, or not at all
knowledgeable?

Not at all knowledgeable

Not very knowledgeable

Somewhat knowledgeable

Very knowledgeable

(Don't know)

(Refused)

©oprwNE

PB2. How much would you say your experience with the New Bedford initiative changed
your knowledge of ways to save energy in your home? Would you say it didn’t change,
increased a little, increased somewhat or increased a lot?

Didn’t change

Increased a little

Increased somewhat

Increased a lot

(Don’t know)

(Refused)

©oprwhE

PB3. Prior to learning about the opportunity for energy efficient improvements through the
New Bedford initiative, did you know that NSTAR offers rebates for energy efficient

improvements?
1. Yes
2. No
8. (Don’t know)
9. (Refused)
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Benefits and Barriers

The goal of this section is to understand the barriers to the installation of energy efficient
equipment among the target customer segment.

B1. Thinking about past and current attempts to save energy in your home, on a scale
from 1 to 7, where 1 is “not a barrier” and 7 is “a major barrier” please tell me how
big of a barrier each of the following has been in preventing you from taking energy
saving actions? How big of a barrier was...[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]
[RANDOMIZE]

Lack of cooperation of others in the home

Cost of energy efficient equipment or repairs

Age of home

Lack of time

Lack of knowledge on exactly what to do

Structural characteristics of the home, such as cathedral ceilings, multiple

floors, or skylights

Availability of energy efficient products

Existing equipment or building conditions, such as knob-and-tube wiring,

asbestos, or combustion safety issues

moQo0 T

=@

B2. Are there any other barriers that you might have faced when attempting to save
energy in your home? [OPEN END]

Program Processes
The goal of this section is to assess customer satisfaction with the participation process.

| would now like to switch gears a bit and ask you a few questions about the process of
learning about and participating in the New Bedford initiative.

PP1. On a scale from 1 to 7, where 1 is very difficult and 7 is very easy, how difficult or
easy was each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[RANDOMIZE]
a. Participation process overall
b. Understanding the New Bedford initiative participation requirements

[ASK IF PP1la<7]
PP2. Why do you rate it that way? [OPEN END]

01. (Easy/understandable)
02. (Lack of follow-up)

03. (Hard to organize)

00. (Other)

98. (Don’t know)

99. (Refused)
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PP3. At any point during the participation process, did you need additional support or
assistance?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF PP3=1, ELSE SKIP TO NEXT SECTION]
PP4. What did you need assistance with? [OPEN END]

PP5. Where did you turn for assistance? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Call center)

02. (CSQG)

03. (City of New Bedford)

04. (NSTAR)

05. (Green Jobs Green Economy/Marion Institute)
06. (POWER organization)

07. (Electrician)

00. (Other, specify)

98. (Don’t know)

99. (Refused)

PP6. On a scale from 1 to 7, where 1 is very dissatisfied and 7 is very satisfied, how
satisfied were you with the assistance that you received? [SCALE 1-7; 8=DON'T
KNOW, 9=REFUSED]

[ASK IF PP6<7]
PP7. Why do you give it that rating? [OPEN END]
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Assessments

The goal of this section is to assess customer satisfaction with the assessment process and
the influence of the assessment recommendations on equipment installation (within and
outside of assessment recommended improvements). This section also aims at
understanding factors that can prevent customers from making energy efficient
improvements following the assessment, in particular, pre-weatherization conditions.

Our records indicate that you had a no-cost energy assessment conducted in your home. |
would like to ask you a few questions about this assessment.

Al. In total, how many assessment visits did you have?
1. One
2. Two
3. Three or more
8. (Don’t know)
9. (Refused)

A2. How satisfied were you with each of the following. Please use a scale of 1 to 7, where
1 is not at all satisfied and 7 is very satisfied. How satisfied were you with..? [SCALE
1-7; 8=DON'T KNOW, 9=REFUSED] [ANCHOR A2A TO ALWAYS ASK FIRST]
[RANDOMIZE]

Your overall experience with the assessment

The level of knowledge or expertise of the person conducting the assessment

The professionalism of the person conducting the assessment

The amount of time the assessment took

The clarity of the information provided by the person conducting the

assessment

PO oo

A2f. Using a scale from 1 to 7, where 1 is “very difficult” and 7 is “very easy,” how easy or
difficult was it to schedule the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

A3. Using a scale from 1 to 7, where 1 is “not at all useful” and 7 is “very useful,” how
useful were recommendations for energy efficient improvements provided to you
during the assessment? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF CUST TYPE=1 or 2]

Ab. Our records show that you did not make any energy efficient improvements that
qualified for the New Bedford incentives. Did you make any improvements ON YOUR
OWN as the result of the assessment?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
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[ASK IF CUST TYPE=3,4 ]
AG. Did you make ALL or SOME of the improvements that were recommended to you
during the assessment?

1. All

2 Some

3 (None)

8. (Don’t know)
9 (Refused)

[ASK IF CUST_TYPE=3,4 OR A5=1]

AT. Overall, how influential was the assessment and the information that you received
during the assessment on your decision to make the energy efficient improvements
that you ended up making? Please use a scale of 1 to 7 where 1 means not at all
influential and 7 means very influential. [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF A6=2]
A8. Why haven’'t you made all of the improvements that were recommended to you
during the assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Did not have a chance)
02. (Financial constraints)
03. (Do not think improvements are necessary)
04. (Existing equipment or building conditions prevented the installation of
additional improvements)
07. (Could not get landlord approval)
00. (Other, specify)
98. (Don’t know)
99. (Refused)

[ASK IF A5=2 OR A6=3]
A9.  Why haven’t you made the improvements that were recommended to you during the
assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (I did make improvements)
02. (Did not have a chance)
03. (Financial constraints)
04. (Do not think improvements are necessary)
05. (Did not qualify for no-cost improvements)
06. (Existing equipment or building conditions prevented the installation of
additional improvements)

07. (Could not get landlord approval)

08. (No improvements were recommended)
09. (Chose to do other things)

00. (Other, specify)

98. (Don’t know)

99. (Refused)
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[ASK IF A5=1 OR A9=1]
A10. What improvements did you make? [MULTIPLE RESPONSE. ACCEPT UP TO FIVE]
01. (Air Conditioning)

02. (Freezer)
03. (Heating System; i.e. furnace or boiler)
04. (Refrigerator)
05. (Water Heater)
06. (Windows)
07. (Insulation in General)
08. (Attic Insulation)
09. (Wall Insulation)
10. (Basement/Floor Insulation)
11.  (Other Insulation)
00. (Other, specify)
98. (Don’t know)
(

99. Refused)

[SKIP IF A6=1]
Al11. Do you plan to make additional improvements recommended to you during the
assessment within the next year in your home?

1. Yes

2. No

3. (Maybe)

8. (Don’t know)
9. (Refused)

[ASK IF A11=1 OR 3]
Alla. What improvements do you plan to make? [OPEN END]

99.

03. (Heating System; i.e. furnace or boiler)
06. (Windows)
07. (Insulation in General)
12. (Appliances)
13. (Energy efficient lighting)
00. (Other, specify)
98. (Don’t know)
(

Refused)

A12. After receiving the assessment, did you make any energy efficient improvements in
your home that were NOT recommended during the assessment?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
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[ASK IF A12=1]

A13. What improvements did you make? [OPEN END]
98. (Don’'t know)
99. (Refused)

[ASK IF A12=1]

A14. Overall, how influential was the assessment and the information that you received
during the assessment on your decision to make these additional energy efficient
improvements in your home? Please use a scale of 1 to 7 where 1 means not at all
influential and 7 means very influential. [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF ROADBLOCKS=1]

A15. Our records indicate that your home had conditions, such as knob-and-tube wiring,
moisture, asbestos, or combustion safety issues that needed to be addressed before
you could weatherize your home through the New Bedford initiative. Is that correct?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF A15=1, ELSE SKIP TO NEXT SECTION]
Al16. Did the Home Energy Specialist performing the assessment provide you with enough
information on what to do to address those conditions?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
[ASK IF A16=2]

A17. Why do you say that? [OPEN END]

A18. Did you have those conditions addressed?

1. Yes
2. No
3. (Addressed some but not all)
8. (Don’t know)
9. (Refused)
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[ASK IF A18=2]
A19. Why not? [MULTIPLE RESPONSE. ACCEPT UP TO THREE.]
01. (Costs associated with addressing the conditions)

02. (Did not have time)

03. (Did not know where to g0)
00. (Other, specify)

98. (Don’t know)

99. (Refused)

[ASK IF A18=2]

A20 If there was funding available to help pay for the work needed to address those
existing conditions, how likely would you have been to make improvements that were
recommended to you during the assessment? Would you say..?

Not at all likely

Not very likely

Somewhat likely

Very likely

(Depends on the funding amount)

(Don’t know)

(Refused)

©CoookrwhE

Measure Installations

The goal of this section is to assess customer satisfaction with the measure installation
process and the influence of the additional incentives provided through the New Bedford
CMI on customer likelihood to install the same measures. Note that we will not be reporting
net-to-gross for community efforts, but we will explore the influence of the outreach through
this survey effort.

[ASK IF CUST TYPE=3,4, ELSE SKIP TO M5]

| would now like to ask you a few questions about the weatherization improvements for
which you received a cash rebate through the New Bedford Initiative. [EXPLAIN
WEATHERIZATION AS NEEDED: THIS INCLUDES SUCH IMPROVEMENTS AS INSULATION AND
AIR SEALING]

M1. Thinking about the process of weatherizing your home through the New Bedford
Initiative, on a scale of 1 to 7, where 1 is very dissatisfied and 7 is very satisfied, how
satisfied were you with each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]
[RANDOMIZE]

a. The quality of work performed by the installation contractor
b. Professionalism of the installation contractor

C. The time it took to weatherize your home

d. Ease of scheduling an installation appointment
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M2. On a scale of 1 to 7, where 1 is very inconvenient and 7 is very convenient, how
convenient were the time slots available for scheduling the weatherization work?
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

M3. Did you have an inspection conducted in your home after the weatherization work
had been performed?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

M4. If you had to pay the full cost of the weatherization improvements, or about
[M4_AMOUNT], what is the likelihood that you would have weatherized your home?
Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-
7; 8=DON’'T KNOW, 9=REFUSED]

M5.  Are you aware of the Mass Heat Loan Program? [IF NEEDED: THIS IS THE PROGRAM
THAT OFFERS ZERO INTEREST LOANS TO ASSIST WITH ENERGY EFFICIENT

IMPROVEMENTS]

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF M5=1 and CUST TYPE=3,4]
M6. Did you take advantage of the Mass Heat Loan program to pay for the costs of the
[READ IN MEASURES] improvements that you made through the New Bedford

99.

initiative?
1. Yes
2. No
8. (Don’t know)
[ASK IF M6=2]
M7. Why did you choose not to take advantage of it? [MULTIPLE RESPONSE. ACCEPT UP
TO THREE]
01. (Did not qualify)
02. (Did not have the time)
03. (Did not know enough about it)
04. (Was not sure how to participate)
00.  (Other, specify)
98. (Don’'t know)
(

Refused)
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[ASK IF CUST TYPE=1,2 AND M5<>1]

M8a. If you knew that you could get 0% loans from a local bank to assist you with the
energy efficient improvements that were recommended to you as part of the no-cost
energy assessment, what is the likelihood that you would have made those
improvements? Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very
likely. [SCALE 1-7; 8=DON’'T KNOW, 9=REFUSED]

[ASK IF CUST TYPE=3,4 and M5<>1]

M9b. If you knew that you could get 0% loans from a local bank to assist you with energy
efficient improvements, what is the likelihood that you would have made ADDITIONAL
improvements that were recommended to you as a result of the no-cost energy
assessment? Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely.
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

M10. Did you recommend this initiative to anyone else you know, such your friends,
relatives, or co-workers?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

M11. What suggestions do you have to improve the New Bedford initiative in the future?
[OPEN END]
01. (Better organized and coordinated)
02. (Greater publicity/more ways to find out about the program)
96. (No suggestions)
98. (Don’t know)
99. (Refused)

Demographics

| just have a few more questions and then we will be done. These last questions are for
statistical purposes only.
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D1. Which of the following best describes your home? [READ RESPONSE CATEGORIES]

01. Single family home
02. Two-family duplex or flat
03.  Triple decker
04. Low-rise (3 stories or less) multifamily building or attached row or townhouse
05.  High-rise multifamily building
06. Mobile home
07. Cottage or cabin
00. (Other, specify)
98. (Don’t know)
99. (Refused)
Dl1a. What is the main type of fuel used to heat the majority of your home? Is it ...?
01. Natural gas heating
02. Oil heating
03.  Electric heating
00. Or some other type (Specify)
98. (Don’t know)
99. (Refused)
D1b. Does your home have central air conditioning?
1. Yes
2. No
8. (Don’t Know)
9. (Refused)
D2. Do you own or rent your home?
01. Own
02. Rent
00.  (Other, specify)
98. (Don’t know)
99. (Refused)
[SKIP IF D2=1]
D3. Do you pay your own electric bill or is it included in your rent?
1. Pay bill
2. Included in rent
8. (Don’t know)
9. (Refused)
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D5. Which of the following best represents your annual household income from all
sources in 2010, before taxes? Was it..?
01. Under $30,000
02.  $30,000 to under $60,000
03. $60,000 to under $100,000 or
04. $100,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=1]
D5A. Was it..?
01. Under $10,000
02. $10,000 to less than $20,000
03. $20,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=2]

D5B. Was it..?
01. $30,000 to less than $40,000
02. $40,000 to less than $50,000
03. $50,000 or more
98. (Don’t know)
99. (Refused)

[ASK IF D5=3]

D5C. Wasit..?
01. $60,000 to less than $70,000
02. $70,000 to less than $80,000
03. $80,000 to less than $90,000
04. $90,000 to less than $100,000
98. (Don’t know)
99. (Refused)

[ASK IF D5=4]

D5D. Wasit..?
01. $100,000 to less than $150,000
02. $150,000 to less than $200,000
03. $200,000 to less than $250,000
04. $250,000 to less than $300,000
05.  $300,000 or more
98. (Don’t know)
99. (Refused)
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D9. [RECORD GENDER. DO NOT ASK]
1. Male
2. Female

Those are all the questions that | have for you. Thank you very much for your time. Have a
nice evening.
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New Bedford CMI Business Participant Survey Instrument

o DC

OPINION DYNAMICS
~————— CORPORATION

FINAL -November 18, 2011

The survey will be fielded to all New Bedford CMI Business participants. Since the sample
frame for this effort is very small (N~25), this survey will not be programmed. This would
allow for a possibility of additional probing across various areas of interest.

The survey instrument will be fielded in English. The survey will be fielded with businesses
who either completed an audit or who completed an audit and installed energy efficient
measures through the New Bedford CMI.

The purpose of this survey is to understand what effect the program had on customer
likelihood to perform efficiency upgrades in their businesses and to gather feedback on
program processes from a participant standpoint. The survey instrument was designed

using program theory and logic model and performance indicators developed specifically
for this effort.

Introduction

“Hello my name is . May | please speak with [NAME]. | am calling from Opinion
Dynamics on behalf of NSTAR. We are conducting a survey to learn more about your
experience receiving a no-cost energy assessment and/or no-cost energy efficient
improvements. The survey should last about 10 minutes. Rest assured that any information
you share with us will remain anonymous.”

FROM DATABASE:
PART TYPE 1 = AUDIT ONLY
PART TYPE 2 = AUDIT AND INSTALLATION

Screener and Installation Verification

The goal of this section is to confirm audit and measure installation and ensure that we are
asking questions of qualified respondents.
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S1. Our records indicate that around [AUDIT DATE] you had a no-cost energy assessment
performed at your business at [ADDRESS]. Is this correct? (INTERVIEWER: Open end
box below is just in case respondent elaborates on why they did not have the
assessment. If respondent says No and doesn't say anything to record please butin a
"." to move through the question)

1. Yes

2. No [RECORD NOTES, IF ANY] [THANK AND TERMINATE]
8. (Don’t know) [THANK AND TERMINATE]

0. (Refused) [THANK AND TERMINATE]

[ASK IF PART TYPE = 2]

S2.  Our records also indicate that you received the following improvements as a result of
this no-cost energy assessment. [READ IN MEASURES IN DATABASE]. Is this correct?

Yes

No [RECORD NOTES, IF ANY]

(Some but not all of the listed equipment was installed)

(Don’t know)

(Refused) [THANK AND TERMINATE]

©oowNE

[ASK IF S1=2,8 or S2=2,8]
S3. Isit possible that someone else dealt with the energy assessment or energy efficient
improvements?
1. Yes [ASK TO SPEAK WITH THE PERSON AND GO BACK TO S1]
2. No [THANK AND TERMINATE]
8. (Don’t know) [THANK AND TERMINATE]
0. (Refused) [THANK AND TERMINATE]

Program Awareness

The goal of this section is to understand customer impressions with the New Bedford CMI,
and how respondents were channeled into the New Bedford CMI, as well as assess recall of
various marketing tactics employed by the effort.

PAOA. To the best of your knowledge, what is the name of the initiative through which you
[RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [DO NOT PROMPT. ACCEPT
MULTIPLE RESPONSES]

01. (New Bedford Green Jobs Green Economy Initiative)
03. (NSTAR’s energy efficiency initiative)

00. (Other, specify)

98. (Don’t know)

99. (Refused)
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PAOB. In a sentence, how would you describe this initiative? [INTERVIEWER NOTE: IF
RESPONDENT DOES NOT KNOW HOW TO ANSWER, PROBE BY ASKING: WHAT DOES
THIS INITIATIVE CONSIST OF? WHAT DOES THIS INITIATIVE OFFER? WHAT DOES THIS
INITIATIVE PROMOTE?]

PAOC. To the best of your knowledge, who are the sponsors of the initiative through which
you [RECEIVED A NO-COST ENERGY ASSESSMENT/RECEIVED A NO-COST ENERGY
ASSESSMENT AND ENERGY EFFICIENT IMPROVEMENTS]? [ACCEPT MULTIPLE

RESPONSE]

01. (City of New Bedford)
03. (NSTAR)

00. (Other, specify)

98. (Don’t know)

99. (Refused)

PA1l. How did you first learn about the opportunity to get a no-cost energy assessment
through this initiative?

99.

01. (In-person visit)
02. (Radio)
03. (TV)
04. (Neighborhood event)
05.  (Flyer)
00. (Other)
98. (Don’t know)
(

Refused)

PA2. Have you seen or heard anything about this initiative..? [1=YES, 2=NO, 8=DON'T
KNOW, 9=REFUSED] [RANDOMIZE. ANCHOR H]
a. [SKIP IF PA1=2] on the radio, including WBSM’s “Morning Magazine” and
WNBH 1340 AM

b. [SKIP IF PA1=3] on a local TV show called “Neighborhood Update”
C. [SKIP IF PA1=1] through representatives visiting your home in-person
d. through “Connecting for Change” conference held in October 2010
e. through the so-called “Weatherization Block Party” event held in October
2010 and followed by a celebration hosted by Mayor Lang
f. through NSTAR
g. through the Home and Garden show
h. through some other source (specify)
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[SKIP IF ALL IN PA2=2,8,9 AND PA1<>01]

PA3. On a scale from 1 to 7, where 1 is not at all influential and 7 is very influential, how
influential was the information that you learned from [READ IN FROM LIST BELOW]
on your decision to get the no-cost assessment through this initiative? [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

a.

® 20T

f.
g.
h.

[ASK IF PA2a=1 OR PA1=2] the radio, including WBSM’s “Morning Magazine”
and WNBH 1340 AM

[ASK IF PA2b=1 OR PA1=3] local TV show called “Neighborhood Update”

[ASK IF PA2¢c=1 OR PA1=1] in-person visit

“Connecting for Change” conference held in October 2010

the “Weatherization Block Party” event held in October 2010 followed by a
celebration hosted by Mayor Lang

NSTAR

the Home and Garden show

some other source (specify)

PA4. What would you say are the best ways of reaching companies like yours with
information about energy saving opportunities like this initiative? [MULTIPLE

RESPONSE]

01. (Television)

02. (Newspapers or magazines)
03. (Radio)

04. (Environmental organizations)
05. (Local community organizations)
06. (Bill inserts)

07. (Online)

08. (NSTAR or National Grid)

09. (Email)

10. (Contractor)

11. (Phone)

00. (Other, specify)

98. (Don’'t know)

99. (Refused)

[READ IF PAOA<>1]
The sponsors of this initiative call it New Bedford Green Jobs Green Economy Initiative. In
the questions that follow | will be referring to it simply as the New Bedford Initiative.

PA8a. Upon learning about the New Bedford Initiative, did you call a toll-free number
available through the initiative?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
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N

[ASK IF P8a=1]
PA8Db. Did you call a toll-free number to learn more about the initiative or to set up a no-cost
energy assessment?

1. Learn more

2. Schedule an assessment
3. (Both)

8. (Don’t know)

9. (Refused)

Effectiveness of Community Outreach

The goal of this section is to assess the effectiveness of in-person outreach on educating
customers and motivating them to complete an assessment in their homes. This section
also aims to understand the trust customers have in community-based organizations.

PB3. There are a lot of ways to provide businesses like yours with various types of
information. | will list a few potential sources of information and | would like you to
tell me how much you trust the information coming from each of the following
sources. Would you say a lot, a fair amount, a little, or not at all? [RANDOMIZE.
ANCHOR 1, J, K AND L] [IF RESPONDENT ASKS WHAT TYPE OF INFORMATION, SAY
ANY TYPE OF INFORMATION]

No
experience
Not at A fair with the

all Alittle amount A lot source DK REF

1 2 3 4 6 8 9
Environmental
organizations or climate 1 2 3 4 6 8 9
action groups
Door-to-door outreach 1 2 3 4 6 8 9
Trade organizations 1 2 3 4 6 8 9
City of New Bedford 1 2 3 4 6 8 9
Marion Institute 1 2 3 4 6 8 9
NSTAR 1 2 3 4 6 8 9
Contractors who do 1 5 3 4 6 3 9
energy assessments
Chambers of Commerce 1 2 3 4 6 8 9
Radio 1 2 3 4 6 8 9
Television
Newspapers 1 2 3 4 6 8 9
The Internet 1 2 3 4 6 8 9
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[ASK PA1=1 OR PA2C=1, ELSE SKIP TO PB1]

You mentioned earlier that you remember a team of representatives visiting your business in
person and talking about the New Bedford initiative. | would like to ask you a few questions
about that experience.

PO1. To the best of your knowledge, what is the name of the organization those
representatives said they worked at? [AS NEEDED: IF YOU DON'T KNOW, THAT IS
FINE] [PROBE FOR SOMETHING OTHER THAN THE NEW BEDFORD INITIATIVE.] [OPEN
END]

PO2. How knowledgeable would you say the representatives who visited your business
were about each of the following? Would you say they were very knowledgeable,
somewhat knowledgeable, not very knowledgeable, or not knowledgeable at all?

[RANDOMIZE]
Not at Somew
all Not very hat Very
knowle knowle knowle knowle DK REF

dgeable dgeable dgeable dgeable

1 2 3 4 8 9
Who qualifies for the initiative
and how to set up an
assessment through the New 1 2 3 4 8 9
Bedford Initiative
Ene_rgy efficient  equipment 1 5 3 4 ] 9
options
Hovy to save energy in your 1 5 3 4 ] 9
business
Ways to get financial support for
energy efficient improvements in 1 2 3 4 8 9

your business

PO3. Overall, how relevant was the information provided to you during that visit? Please
use a scale of 1 to 7 where 1 is not at all relevant and 7 is very relevant. [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED]

[ASK IF PO3<7]

P0O4. What information was not relevant to your business? [OPEN END]
96. (Nothing)
98. (Don’t Know)
99. (Refused)

PO5. Overall, how influential were the representatives who visited your business on your
decision to have an energy assessment conducted at your business? Please use a
scale of 1 to 7 where 1 means not at all influential and 7 means very influential.
[SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]
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Prior Knowledge and Behaviors

The goal of this section is to understand the influence of the New Bedford CMI on customer
knowledge and behaviors as related to energy efficient equipment installations to assess
whether 1) the program is successful in making customers more educated about energy
efficiency and more willing to take energy efficient actions; 2) the program is targeting the
right segment (i.e., those who wouldn’t otherwise know: lacking knowledge and not taking
energy efficient actions); and 3) the organizations promoting the efforts are viewed as
credible sources of information on how to save energy.

PB1. Prior to participating in the New Bedford initiative, how knowledgeable would you say
you were about ways to save energy at your business? Would you say very
knowledgeable, somewhat knowledgeable, not very knowledgeable, or not at all
knowledgeable?

Not at all knowledgeable

Not very knowledgeable

Somewhat knowledgeable

Very knowledgeable

(Don’t know)

(Refused)

©ooprwNE

PB2. How much would you say your experience with the New Bedford Initiative changed
your knowledge of ways to save energy at your business? Would you say it didn’t
change, increased a little, increased somewhat or increased a lot?

Didn’t change

Increased a little

Increased somewhat

Increased a lot

(Don’t know)

(Refused)

©ooprwhE

PB5. Prior to learning about the opportunity for energy efficient improvements through the
New Bedford Initiative, did you know that NSTAR offers rebates for energy efficient
improvements to businesses like yours?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

| would now like to ask you a few questions about energy efficient improvements that you
might have made to your business in the past two years.
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PB6. Thinking about two years prior to receiving the no cost energy assessment through
the New Bedford initiative, did you install any equipment at your business?

1. Yes
2. No
8. (Don’t know)
9. (Refused)
[ASK IF PB6=1]
PB7. What equipment did you install? [OPEN END]
[ASK IF PB6=1]
PB8. Was the equipment that you installed energy efficient?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

[ASK IF PB8=1]
PB9. How do you know that the equipment you installed was energy efficient? [OPEN END]

[ASK IF PB6=1]
PB10. Did you receive a rebate from your local utility for the equipment you installed?
1. Yes
2. No
8. (Don’t know)
9. (Refused)

[ASK IF PB8=1 AND PB5=1 AND PB10=2]

PB11. You mentioned that you were aware that there are rebates offered for the installation
of energy efficient equipment. What factors prevented you from applying for and
receiving the rebate? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]

01. (Equipment did not qualify)
02. (Was not aware of rebates at the time of the installation)
03. (Did not want to go through the trouble of applying for the rebate)
00. (Other, specify)
98. (Don’t know)
(

99. Refused)
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Overall Satisfaction
The goal of this section is to assess customer satisfaction with the participation process.

I would now like to switch gears a bit and ask you a few questions about the process of
participating in the energy assessment and making energy efficient improvements through
the New Bedford initiative at your business.

PP1. On a scale from 1 to 7, where 1 is extremely dissatisfied and 7 is extremely satisfied
how satisfied were you with the New Bedford initiative overall?

[ASK IF PP1<7]
PP2. Why do you rate it that way? [OPEN END]

Audits

The goal of this section is to assess customer satisfaction with the audit process and the
influence of the audit recommendations on equipment installation (within and outside of
audit recommended improvements). This section also aims at understanding factors that
can prevent customers from making energy efficient improvements following the audit.

| would like to ask you a few questions specifically about the no-cost assessment that you
received through the New Bedford Initiative.

Al. First, | would like to know how satisfied you were with each of the following. Please
use a scale of 1 to 7 where 1 is not at all satisfied and 7 is very satisfied. How
satisfied were you with..? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED] [RANDOMIZE]

a. Your overall experience with the energy assessment

b The level of knowledge or expertise of the person conducting the assessment

C. The professionalism of the person conducting the assessment

d. The amount of time the assessment took

e The clarity of the information provided by the person conducting the
assessment

A1f. Using a scale from 1 to 7 where 1 is “very difficult” and 7 is “very easy,” how easy or
difficult was it to schedule the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]

A2. Using a scale from 1 to 7 where 1 is “not at all useful” and 7 is “very useful,” how
would you rate usefulness of the recommendations for energy efficient
improvements provided to you during the assessment? [SCALE 1-7; 8=DON'T KNOW,
9=REFUSED]
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[ASK IF PART TYPE=1]

A4. Our records show that you did not make any energy efficient improvements that
qualified for the New Bedford initiative incentives. Did you make any improvements
recommended during the assessment ON YOUR OWN as the result of the

assessment?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF PART TYPE =2]
Ab. Did you make ALL or SOME of the improvements that were recommended to you
during the assessment?

1. All

2 Some

3 (None)

8. (Don’t know)
9 (Refused)

[ASK IF PART TYPE =2 OR A4=1]

AG6. Overall, how influential was the assessment and the information that you received
during the assessment on your decision to make the energy efficient improvements
that you ended up making? Please use a scale of 1 to 7 where 1 means not at all
influential and 7 means very influential. [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[ASK IF A5=2]

A7a. Why haven’t you made ALL of the improvements that were recommended to you
during the assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (Did not have a chance)

02. (Financial constraints)

03. (Do not think improvements are necessary)
00. (Other - specify)

98. (Don’t know)

99. (Refused)

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
Page 275 ——————— CORPORATION



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix E - Survey Instruments Pace 281 of 324

[ASK IF A4=2 OR A5=3]

A7b. Why haven’t you made the improvements that were recommended to you during the
assessment? [MULTIPLE RESPONSE. ACCEPT UP TO THREE]
01. (I did make improvements)

02. (Did not have a chance)
03. (Financial constraints)
04. (Do not think improvements are necessary)
05. (Did not qualify for no-cost improvements)
00. (Other - specify)
98. (Don’t know)

(

99. Refused)

[ASK IF A4=1 OR A7b=1]
A7c. What improvements did you make? [OPEN END]

[SKIP IF Ab=1]
A8. Do you plan to make additional improvements recommended during the assessment
within the next year at your business?

1. Yes

2. No

3. (Maybe)

8. (Don’t know)
9. (Refused)

AQ.  After receiving the energy assessment, did you make any additional energy efficient
improvements at your business that were NOT recommended during the
assessment?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[ASK IF A9=1]

A10. What improvements did you make? [OPEN END]
98. (Don’'t know)
99. (Refused)

[ASK IF A9=1]

A11. Overall, how influential was the assessment on your decision to make these
additional energy efficient improvements for your business? Please use a scale of 1
to 7 where 1 means not at all influential and 7 means very influential. [SCALE 1-7;
8=DON’'T KNOW, 9=REFUSED
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Measure Installations

The goal of this section is to assess customer satisfaction with the measure installation
process and the influence of the additional incentives provided through the New Bedford
initiative on customer likelihood to install the same measures. Note that we will not be
reporting net-to-gross for community efforts, but we will explore the influence of both the
outreach and the financial support through this survey effort.

[ASK IF PART TYPE = 2 ELSE SKIP TO F1]
[SKIP TO F1 IF S2=2,8,9]

| would now like to ask you a few questions about the improvements that you made to your
business that were covered through the New Bedford Initiative.

M1. Thinking about the energy efficiency improvements you had made at your business,
on a scale of 1 to 7 where 1 is very dissatisfied and 7 is very satisfied, how satisfied
were you with each of the following? [SCALE 1-7; 8=DON'T KNOW, 9=REFUSED]

[RANDOMIZE]
a. The equipment installed at your business through the New Bedford
initiative
b. The quality of work performed by the installation contractor
C. Professionalism of the installation contractor
d. The time it took to make the improvements
e. The amount of time between the energy assessment and the

installation

M2. What suggestions do you have to improve the New Bedford initiative in the future?
[OPEN END]

M3. Are there additional equipment options that you would like to see offered as part of
the New Bedford initiative? [OPEN END]
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M4. If you had to pay the full cost for the energy efficient improvements, or about [M4 $
AMOUNT], what is the likelihood that you would have made similar improvements?
Please use a scale of 1 to 7, where 1 is not at all likely and 7 is very likely. [SCALE 1-
7; 8=DON’'T KNOW, 9=REFUSED]

M6. What could the New Bedford Initiative have done to encourage you to do more to
improve the efficiency of your business? [OPEN END]
96. (Norecommendations)
98. (Don’'t know)
99. (Refused)

M7. Did you recommend the New Bedford Initiative to other businesses?

1. Yes

2. No

8. (Don’t know)

9. (Refused)
Firmographics

| just have a few more questions and then we will be done. These last questions are for
statistical purposes only.

F1. Which of the following best describes the building that received energy upgrades?
This facility is...

My company’s only location

One of several locations owned by my company

The headquarter location of a company with several locations

(Don’t know)

(Refused)

©oowNhE

F2. 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)

F3. Is your company independently owned or is it part of a franchise or chain of
businesses?
1. Independent
2. Part of franchise or chain
8. (Don’t know)
9. (Refused)
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[SKIP F4 IF F2=1]
F4. Does your company pay the electric bill?

1. Yes

2. No

8. (Don’t know)
9. (Refused)

[SKIP F5 IF F2=1]
F5. Does your company pay the gas bill?

1. Yes

2. No

8. (Don’t know)
9. (Refused)
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F. THEORIES OF CHANGE AND PARTNERSHIP
LoGIC MODELS

As part of the evaluation of community-based partnerships, the evaluation team developed
an overarching theory of change for community-based partnerships, as well as partnership-
specific theories and logic models. The theories and logic models were developed for the
following partnerships:

» Renew Boston Residential

Renew Boston Business

Community Mobilization Initiatives (including New Bedford CMI)
Western Mass Saves Challenge

Cambridge Energy Alliance

MAPS

Marshfield Energy Challenge

This Appendix includes the overarching theory of change for community-based partnerships,
as well as partnership specific theories and logic models for Renew Boston Residential,
Renew Boston Business, and Community Mobilization Initiatives (since these efforts are the
focus of this evaluation).

YVVVVVYVY

As part of the evaluation deliverables, we submitted a memo with program theory and logic
models, as well as performance metrics tables for all of the above-mentioned initiatives.

Note that the development of the overarching theory of change and theories and logic
models for the four partnerships was performed for the July 2011 Interim Report and has
not been updated since.

Overarching Theory of Change for Community-Based Partnerships

The goal of any community-based partnership is to move the target audience through the
awareness-to-action continuum to the last point - adoption of energy saving actions.
Community-based partnerships involve a series of interventions to address barriers in the
marketplace and induce a positive shift in awareness, attitudes, or intentions. Specifically,
as we look across the CBP efforts in Massachusetts, there are five common CBP
Touchpoints. (These are shown as “CBP Touchpoints” in Figure F-1 below.) Specifically, CBPs
seek to:

1. Raise Awareness of Energy Efficiency Opportunities. Community-based partnerships
overcome low levels of awareness and knowledge of ways to save energy by
engaging community groups and offering both information and audits. Targeted
segments can sometimes be linguistically or culturally isolated from the rest of the
population and, therefore, traditional marketing and outreach efforts do not easily
reach them. Community-based partnerships facilitate the delivery of energy efficiency
messages to target segments through existing contact networks and relationships
with customers.
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2. Build Credibility and Give Reason to Participate. In cases where awareness itself
does not lead to energy efficiency actions, partnerships capitalize on the reputation
of community organizations, early adopters, and other community champions to
increase pro-efficiency attitudes and raise willingness to take action. Even after
partnerships intervene to raise awareness, customers may still distrust the promises
made in the marketing and outreach materials, or may just be reluctant to act on
them. Customers are more likely to trust messages coming from a local community
group or a person of a high social status. To further spur the desire to participate,
community-based partnerships mobilize customers by giving them a socially
desirable reason to participate (e.g., creating a feeling that all residents are working
together for the future welfare of the community, or offering gifts that would benefit
the entire community). By using community organizations and other sources of
outreach to inform target customers of the available incentives and support,
partnerships lessen barriers to actions among those customers who are otherwise
willing to take action.

3. Raise Awareness of Rebates/Programs. Target segments often include distinct
business and residential population segments that have historically low participation
rates in energy efficiency programs due to financial constraints. Therefore, mere
awareness of energy efficiency options and bill savings they achieve might not be
enough to result in participation. Increasing customer awareness of the financial
assistance, be it program rebates or financing opportunities, can be effective in
increasing the number of energy efficiency actions taken.

4. Offer Additional Financial Support. For many of the community-based efforts, the
rebates are the same rebates available to all similar customers. However, some
efforts leverage additional funds (e.g., from ARRA) or offer additional financial
support by covering or highlighting additional ways to secure funding for remaining
incremental costs (e.g., no-interest or low-interest bank loans). Thus, community-
based partnerships may increase a customer’s ability to take action. As described
further in later sections of this report, the ability to pull in additional financial support
for some targeted customers was critical for many of the efforts - more critical than
anticipated.

5. Facilitate Participation. The partnerships bundle various measures and services to
offer “one-stop-shop” programs as well as to provide ongoing support of the
community group involved in the partnership delivery. The increased ease of
participation makes customers who are otherwise informed, willing, and able to take
energy efficient action more likely to do so and participate in the effort. In-language
support and/or one-on-one assistance help facilitate participation, but other efforts
may be needed to overcome technical barriers. Some of the CBPs encountered
unanticipated challenges in this area. This is discussed further below.

The depiction of the theory of change captures expected changes from the customer
perspective (i.e., that of the home or business). In addition to energy savings, community-
based partnerships can also have positive non-energy impacts within the market or
community. Job creation is one such impact, and is, in fact, an explicit goal for some
community-based partnerships (specifically CMIs). Though not reflected in the theory of
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change outlined above (which has an individual customer perspective), green job creation is
an intended outcome at the market level. As such, individual program logic models and
performance metric tables (shown in each of the detailed chapters) encompass this
program component, where relevant. Figure F-1 below outlines the overarching theory of
change for the community-based partnerships and indicates possible partnership
interventions.
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Figure F-1. Depiction of Theory of Change
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It is important to note that not every community-based partnership attempts all of the above-
listed interventions.

Table F-1 below lists the types of interventions of each community-based partnership that
this report focuses on and summarizes specific strategies to bring about change. Following
the table we present partnership-specific theories and logic models.
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Table F-1. Summary of CBP-Specific Interventions and Intervention Tactics

Intervention Raise Awareness of EE . - Rzl Offer Additional Facilitate Participation/
o Build Credibility Awareness of . .
Opportunities p Financial Support Bundle
Partnership rograms
4 v
Renew Boston v
Residential -Marketing materials v v -ARRA funding
esidentia -Training of community partners (weatherization projects -Ongoing project support
-In-person outreach and follow-up for qualifying customers) -Bundle of services
(community organizations)
v
v v
gen.ew Boston -Marketing materials v v
usiness -Training of neighborhood coordinators -ARRA Funding -Ongoing project support
-In-person outreach (community -Bundle of services
organizations)
Y v v
CMis -Train;nMag;ecil)I:frﬂliﬁnag rtners v v -ARRA Funding -Translation assistance
n- ersﬁn outreach (c{) riv)v munit -No-interest/low-interest -Bundle of services
P L y bank loans -Ongoing project support
organizations, volunteers)
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
CORPORATION

Page 284




2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix F - Theories of Change and Partnership Logic Models Page 290 of 304

The Theory Behind the Partnership: Renew Boston Residential

The Renew Boston Residential partnership specifically seeks to address barriers in the
targeted community. Below, we describe the methods of addressing these barriers, as well
as list specific barriers:

» Providing Financial Support for Energy Efficiency. One barrier that the partnership
explicitly seeks to address is the financial inability of the target segment to afford
energy efficient improvements. The effort targets customers with household income
falling roughly between 60% and 120% of the area’s median income. These
customers do not qualify for low income programs, which provide no-cost energy
efficiency services, yet they are frequently unable to cover the co-pays for energy
efficient improvements offered through programs like the Mass Save Home Energy
Services program. Financial barriers, therefore, present a core barrier to participation
in standard PA programs among the segment.

To increase energy efficiency actions among this specific customer segment and
mitigate the financial barrier to participation, Renew Boston Residential offers no-
cost home energy assessments and 75% up to $2000 for weatherization
improvements, as offered through the Mass Save Home Energy Services program. An
additional $1,500 for weatherization per participant residing in a one-to-four unit
home is also available through the city Energy Efficiency Community Block Grant
(EECBG) funds to make the total cap for weatherization rebates $3,500. To further
entice participation among the key target audience and achieve greater depth of
savings, the partnership also offers additional financing in the form of the Mass Save
Residential 0% HEAT loan.104

» Raising Awareness about Energy Efficiency Programs and Program Offerings.
Customers belonging to the targeted income segment are assumed to lack
knowledge of energy efficiency in general, as well as specific ways to save energy in
their homes.

To address lack of general awareness about energy efficiency as well as lack of
knowledge of energy efficiency options among the target audience, Renew Boston
Residential primarily relies on a network of known and trusted community partners,
such as churches, schools, environmental and community groups, and local
volunteers. These organizations and individuals conduct in-person visits and hold
meetings and events, during which they identify income-eligible customers, educate
them about energy efficiency in general, and promote audits and energy efficient
equipment installations. Customers’ knowledge of energy saving options is further
increased during home energy assessments or audits, where a Home Energy
Services program participating contractor helps identify inefficiencies in customers’
homes and provides instant savings measures such as compact fluorescent light
bulbs, as well as suggests further improvements.

104 The HEAT Loan program offers 0% loans to assist with the installation of qualified energy efficient
improvements. HEAT loans are available for up to $25,000 with terms up to seven years. Only customers living
in one-to-four unit residential buildings are eligible for HEAT loans.
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To increase the relevance and effectiveness of the outreach, community partners
tailor marketing materials and outreach tactics to the community or neighborhood
they are serving. Mass Energy Consumers Alliance trains community partners on the
energy efficiency offerings, thus ensuring that community partners can comfortably
discuss the effort with customers, answer any questions, and take full advantage of
the opportunities for energy savings that each customer presents.

» Providing Credibility and Building Trust. Some customers are skeptical of energy
efficiency program offerings and are unsure of what might be required of them if they
chose to participate. Community-based partnerships provide credibility and build
trust through the use of local organizations. These efforts rely on the network of
community organizations that are known and trusted in the area. Due to their status
in the community (and their local presence), these organizations are able to add an
additional level of credibility to the energy efficiency messages being promoted by the
city and the utilities.

In addition, consistent with the objectives of EECBG program resources, the
implementation contractors also engage Boston residents and subcontractors to
market the effort, perform energy audits, and offer installation services. Through
hiring and training local staff, the effort is striving to create local green jobs. The fact
that Renew Boston Residential employs local contractors may also act as a motivator
for the target customers to participate in the effort.

» Facilitating Participation. For many customers, participation itself is difficult. Due to
time or resource issues, they may not understand how to get contractors or fill out
paperwork to participate in a program. According to community stakeholders, in this
targeted population, often customers are not able to take time off work for multiple
audit and installation visits.

As the result of Renew Boston Residential interventions, the theory behind the effort
assumes that target customers become more knowledgeable about energy efficiency
offerings, as well as about energy efficiency in general. They understand that making energy
efficient improvements in their home will not only save them money, but also will be an easy
and hassle-free process. With the help of additional incentives, they can now afford energy
efficient improvements. Consequently, they agree to an audit and act on the audit
recommendations by weatherizing their homes or participating in other available energy
efficiency programs. Customer participation then results in energy savings. The figure below
also shows these steps.

In addition, the Renew Boston Residential partnership has a channeling component to it,
where it refers non-qualifying customers to either the low income or the Home Energy
Services programs. This aims at capturing all opportunities identified in the marketplace.
The logic model below does not reflect the fact that Renew Boston Residential channels
non-qualifying customers into other programs, as this is not the primary goal of the
partnership.

Figure F-2 below depicts actors, activities, outputs, and goals of the Renew Boston
Residential partnership. Numbering in the figure indicates the presence of performance
metrics for a particular output or goal. Appendix G provides greater detail on the
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performance metrics that Renew Boston tracks or that we will explore as part of this
evaluation.
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Figure F-2. Renew Boston Residential Logic Model
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The Theory Behind the Partnership: Renew Boston Business

Consistent with the overarching theory of change, the Renew Boston Business effort seeks
to offer additional financial support, raise awareness of energy efficiency rebates and
programs, build credibility, and facilitate participation in energy efficiency programs. Below,
we describe the methods used to meet these objectives:

» Offer additional financial support. Very small businesses are less likely to have the
funds to invest in energy efficiency even with the rebates that are available through
National Grid or NSTAR.105 The effort uses EECBG funding to overcome the financial
barrier by supplementing the rebates offered through the Direct Install and other
business programs to fully fund the cost of audits and installations and to eliminate
any cost to the customer. For larger gas measures, the design was to provide double
the existing incentives.

» Raise awareness of energy efficiency rebates and programs. Several factors
contribute to a general lack of awareness of energy efficiency rebates and programs
among the target population, including language or cultural barriers and limited time
available to research energy efficiency. To address this barrier, Renew Boston
Business employs a targeted outreach campaign. Rise Engineering sends letters to
each eligible business, as determined by NSTAR according to billing information. The
letter has a number the customer can call to schedule a free audit. For those
customers who have not responded to the mailing, an outreach team, including a
representative from the City of Boston and a local Main Streets organizer, conduct in-
person follow-up visits.

» Building credibility of energy efficiency program offerings, as well as providers of
these programs. Likely due to a lack of familiarity with energy efficiency options,
target customers lack confidence that energy efficient options can make a
difference. Customers belonging to the Renew Boston Business target segment often
do not trust information that they receive about energy efficiency nor do they
understand the motivation of the PAs in offering these programs.106 Furthermore,
according to some stakeholders, since the Renew Boston Business offerings are
provided at no cost to customers who qualify, this amplifies the distrust by appearing
“too good to be true.” The effort gains the trust of its target population through its
cooperation with local business community leaders who are already well known in
each neighborhood. These organizers, due to their status in the communities, are
able to lend an additional level of credibility to the Renew Boston Business energy
efficiency message.

» Facilitating program participation. Many of the businesses that qualify for this effort
have small numbers of employees and therefore do not have the time or resources to
devote to following through on any efficiency improvement initiatives. A common
concern expressed to the outreach team was about how much time the measure
installation would take and whether it would interrupt business. Due to the current

105 Note that we plan to test this hypothesis through the participant research.
106 Note that we plan to test this hypothesis through the participant research.
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economic climate, many small businesses are in “survival mode” and cannot afford
to give up any income.

The effort effectively minimizes this barrier by bringing the information to the
customer in-person, and bundles audits, incentives, and measure installations into
one hassle-free offering. Program implementation contractors provide ongoing
project support to participating customers throughout the participation process. This
eliminates any time the customer would otherwise have to spend providing the
momentum to keep the project moving forward.

Because of Renew Boston Business interventions, target customers become more
knowledgeable about the program offerings, as well as about energy efficiency in general.
They understand that making energy efficient improvements in their business will not only
save them money, but also will be a no-cost simple process at no cost. As a result, they
agree to an audit and act on the audit recommendations by making the recommended
upgrades to their businesses. Customer participation then results in energy savings.

Figure F-3 below depicts actors, activities, outputs, and goals of the Renew Boston Business
partnership. Numbering in the figure indicates presence of performance metrics for a
particular output or goal. The Data Tracking section of this chapter will explore in greater
detail the performance metrics that are tracked as part of Renew Boston Business.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
Page 290 ——————— CORPORATION



Appendix F - Theories of Change and Partnership Logic Models

2011 Energy Efficiency Annual Report
Appendix C - Study 30
Page 296 of 324

Actors

Activities

Outputs

Program

Goals

Market
Goals

Figure F-3. Renew Boston Business Logic Model
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The Theory Behind Community Mobilization Initiatives

The CMIs seek to increase participation in energy efficiency programs through addressing
core barriers to participation in the targeted communities. CMI theory of change, consistent
with the overarching theory of change, assumes several barriers that prevent greater
participation among the target audience. Below, we describe the barriers that the CMIs seek
to address.

» Barrier: providing financial support to encourage efficiency. The inability of the target
segment to afford energy efficient improvements is one of the core barriers to the
adoption of energy efficient measures. Residential customers with incomes falling
between 60% and 120% of the area’s median are a particularly difficult audience to
reach and engage with energy efficiency offerings. These customers do not qualify for
low income programs, which provide energy efficiency services at no cost, yet are
frequently unable to cover the co-pays for energy efficient improvements offered
through other rebate programs. Small businesses are a hard-to-reach segment as
well, as they often do not have the capital to invest in energy efficient improvements.
As a result, participation among these customer segments has historically been low.

To overcome the financial barriers, some CMIs seek to supplement the incentives
available through the existing programs with additional subsidies, as well as
financing options. For example, New Bedford CMI considered offering additional
financial support from ARRA funds available statewide, as well as use available
financing options through the HEAT Loan program.197 Chinatown and Chelsea CMIs
use funding available through ARRA-funded Energy Efficiency and Conservation Block
Grant (EECBG) program money allocated for Renew Boston efforts.108

» Barrier: raising awareness of energy efficiency programs and program offerings. The
targeted residential and business customers are assumed to lack knowledge of
energy efficiency in general as well as knowledge about specific ways to save energy
in their homes. Lack of awareness and knowledge therefore present a considerable
barrier to measure adoption.

To address these barriers, the CMIs primarily rely on a network of known and trusted
community partners, such as churches, schools, environmental and community
groups, and local volunteers. These organizations and individuals conduct in-person
visits and hold meetings and events, during which they identify target customers,
educate them about energy efficiency in general, and promote audits leading to
energy efficient equipment installations. In addition, community-based organizations
receive non-technical outreach training as well as more technical measure-related
training, so that they are comfortable discussing existing energy efficiency offerings
with potential customers.

107 The HEAT Loan Program offers 0% loan to assist with the installation of qualified energy efficient
improvements. HEAT loans are available for up to $25,000 with terms up to 7 years. Only customers living in
one-to-four unit residential buildings are eligible for HEAT loans.

108 The American Recovery and Reinvestment Act (ARRA) was passed in 2009 with the goal of spurring
economic activity and growth. Under the provision of the Act $16.8 billion were allocated to energy efficiency
and renewable energy programs.
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» Barrier: building trust and giving reason. Customers are skeptical of energy efficiency
offerings and are unsure of what might be required of them if they chose to
participate.109

To mitigate this barrier, CMIs engage community groups known and trusted in the
area. Community outreach staff leverage their existing relationships to engage local
residents and businesses and try to convince them of the value of energy efficiency
and the benefits of reducing their energy use. Hiring local residents to conduct
installations is intended to increase potential participants’ comfort and trust with the
program and energy efficiency measures that are recommended. Some participants
may also feel good about the community benefits from local hiring and that may
increase participation.

» Barrier: facilitating participation. Many residential customers within the income group
of 60% to 120% of the area’s median along with small business customers often lack
time and resources to attend to every aspect of the participation process. Lengthy
processes, multiple visits, paperwork, and other aspects can turn customers off from
getting an audit and installing energy efficient equipment.

To address the participation barrier, CMIs use a holistic approach to program
delivery. Trained local outreach staff handhold customers throughout the process,
including walking customers through the process of participating in the program,
following up on the audit results, assisting with the application process, and referring
customers into the appropriate program. As an example, in the New Bedford CMI,
each participating customer has a designated outreach representative who walks
them through the participation process, thus minimizing the fear and hassle factors
associated with audit and installation processes. Other CMIs also use this model,
where one outreach worker facilitates the entire participation process, helping to
prevent a potential participant from being dropped (due to lack of follow-up on the
part of the resident or a program vendor) as they navigate the process across
multiple organizations.

In addition to the intervention tactics described above, as part of the partnership model,
CMIs attempt to create green jobs through training and hiring the local workforce to conduct
installation of energy efficient measures.

Because of increased customer awareness, greater degree of confidence in energy
efficiency and energy efficiency programs, availability of assistance throughout the
participation process, and additional financial motivators, customers are considered more
likely to agree to an audit and proceed with equipment installations that produce additional
energy savings. As locally hired staff perform marketing and outreach, more work becomes
available in the area.

Figure F-4 below depicts actors, activities, outputs, and goals of the Community Mobilization
Initiatives. Numbering in the figure indicates the presence of performance metrics for a
particular output or goal. Due to limited scope of evaluation work for the Chinatown and

109 Note, that according to PAs, during the New Bedford pilot customers have called NSTAR because they were
doubtful about the community group and wanted to verify who they were. As such, some customers rely on the
PA for guidance/information.
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Chelsea CMIs, as well as limited amount of information available for the Lynn CMI, due to
the later start date, greater detail on the performance metrics is provided only for the New
Bedford CMI. These data are available in the Data Tracking section of the New Bedford CMI.
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Installation Sub-Contractors

Figure F-4. Community Mobilization Initiatives Logic Model
Program

Actors Outreach Organizations NSTAR/NGRID Program Administrators Local Governmert Implementation
Coordinators Contractors
. Identify .

Create Outreach ] Contractwith - . Recruitand

. Provide Offer , Facilitate geographic . -

o marketing to local e i i outreach org's : : Provide provide career
Activities and residents trainingon incentives and negotiate financing areas, Conquct technical development Install
outreach & program ifor 2 installation to cover outreach Audits training to community measures
materials businesses offerings measures terms co-pays O?LE’S& members
Bundled program offerings
Audits Increased incentives/ Program Installation
In-language financing options measures services
marketing
materials
OUtpUts promoting \l/
program
offerings e e
& Anetwork of trained
Customer contact Audits and proposals local community
members/contractors
Increased community awareness of energy efficiency Installation of
programs recommended energy efficiency measures
Program
Goals
Market Energy savings (Direct) Creation of local living wage jobs
Goals
Funding: NSTAR and NGRID Energy Efficiency Programs, ARRA Funding, Grants (for some CMIs)
Note: Cells highlighted in gray indicate contributions to the CMIs from core utility programs
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G. PERFORMANCE METRICS

Performance metrics are measures of a program’s activities and impacts. Some allow us to
determine whether the program was implemented as planned, while others (indicated in the
tables as “theory of change metrics”) help us to understand whether the theory of change is
occurring. We define performance metrics for activities, outputs, program goals, and market
goals following each logic model and note whether these metrics are being tracked.

Tracking core performance metrics is also integral to the success of any effort. Tracking
participant, project-level, as well as other data supports a variety of purposes, including
marketing and outreach, performance monitoring, workflow management, and evaluation
and verification. Effective tracking of performance metrics deemed to define the effort’'s
success is essential to measuring milestones and progress as well as energy impacts of
community-based efforts. As part of program theory and logic model development process,
for each of the following efforts, the evaluation team developed a list of performance
metrics to enable measurement and assessment of the initiative’s outputs and outcomes:

» Renew Boston Residential
Renew Boston Business
Community Mobilization Initiatives (including New Bedford CMiI)

Western Mass Saves Challenge

YV V VYV V

Cambridge Energy Alliance
» MAPS

In this Appendix, we only include performance metrics tables for the first three partnerships,
as they are the focus of the evaluation. As part of the evaluation deliverables, we submitted
a memo with program theory and logic models, as well as performance metrics tables for all
of the above-mentioned initiatives.

Performance metrics tables presented below build directly upon program theory and logic
models presented in Appendix G and contain information on whether each metric represents
a theory of change metric, whether each metric is tracked and, if so, how each metric is
tracked. Numbers in the first column on each table reference outputs and outcomes
depicted in the respective program logic models.

Note that the development of the performance metrics tables for the four partnerships was
performed for the July 2011 Interim Report and has not been updated since.
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Renew Boston Residential Performance Metrics

Key to the table: x - data are tracked/one of the Theory of Change metrics

unknown - the information on whether the data are tracked is currently unavailable to the evaluation team

- data are not tracked and will be collected through primary research efforts

Field labeled “Box #” references correspondingly labeled box in the program logic model

Program Tracking Program Evaluation
Box Is Currently Tracked
# Category Performance Metric (TBD Based on January | Theory of (_)hange .
Interviews) Metric Potential Source
Marke_tmg Mgrketmg materials dlstrlbut_lon (#, type, unknown Secondary data
materials eligible customer segment, zip code)
1 | promoting Recall, effectiveness of marketing .
program materials Primary research
offerings
In-person contacts (# customers,
customers by each community unknown Secondary data
organization, # by zip code)
2 Customer Contact rate (% of target customers, % by
outreach Zip code) yes Secondary data
Recall, effectiveness of outreach ] Primary research
_Import_ance of_addltlor_lal program support X Primary research
in equipment installation
o Secondary data
Organizations (#) yes Primary research
Trained network | Trained employees (#) unknown Ii:ei(rzr?;rdargsiiih
3 | of neighborhood y
coordinators Neighborhood penetration (presence by es Secondary data
Zip code, customer type) /CBO y Primary research
Quality of training I Primary research
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Program Tracking Program Evaluation
Box Is Currently Tracked
# Category Performance Metric (TBD Based on January | Theory of (?hange _
Interviews) Metric Potential Source
Effectiveness of the community
organization(s) selected for program Primary research
implementation
Employee effectiveness (e.g., knowledge) _ X Primary research
Credlplllty/trust in community X Primary research
organizations
Bundled Relevance of program offerings Primary research
4 | program Ease of program participation ] X Primary research
offerings Value of bundling approach X Primary research
Influence of additional incentives on .
. . X Primary research
measure installation
5 !ncreaged Cus_tomers tha’g take advantage of co-pay unknown Secondary data
incentives assistance (#, %)
Customer satisfaction with incentive .
Primary research
levels
Program Customer satisfaction with measure .
6 ) Primary research
measures offerings
Customers taking advantage of financing
options (#, %) yes Secondary data
7 | HEAT Loans Influence of financing on measure X Primarv research
installation y
Customer satisfaction with financing .
Primary research
process
Audits (#) yes Secondary data
Audits and Audit rate (% of target customers, % of
8 yes Secondary data
proposals contacts)
Summary of measures recommended \ unknown \ Secondary data
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Program Tracking Program Evaluation
Box Is Currently Tracked
# Category Performance Metric (TBD Based on January | Theory of (?hange _
Interviews) Metric Potential Source
Improved
9 perception of Brand and satisfaction metrics among Primary research
NSTAR and customers y
NGRID
Increased Awareness of and attitude toward energy .
. . X Primary research
awareness of efficiency opportunities
10 | energy
o Awareness of programs and program .
efficiency X Primary research
- rebates
opportunities
Projects (#) yes Secondary data
Measures (#, type) yes Secondary data
Timing (# and $ of projects, # and $ of unknown Secondary data

measures in ARRA-specified time frame)
Installation of

11 | recommended Market penetration (projects as % of

energy eligible customers; projects by eligible zip Secondary data
efficiency code; % projects by customer income)
measures

Rate (% of audits, % of target customers) Secondary data

Customer satisfaction with audit &

. . Primary research
installation process

< <
D D
(2] (2]

Gross savings per home (electric, gas) unknown Secondary data
Secondary data

Net savings per home unknown .
. Primary research
Energy Savings
12 . . Secondary data
(Direct) Incremental gross savings per home unknown :
Primary research
Incremental net savings per home unknown Sepondary data
Primary research
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Program Tracking Program Evaluation
Box Is Currently Tracked
# Category Performance Metric (TBD Based on January | Theory of (?hange _
Interviews) Metric Potential Source
unknown (some
13 | Job Creation Jobs created (Total #, full-time equivalent, information on jobs is Secondary data
# by program actor) available). The evaluation Primary research
team is still exploring.
Jobs fulfilled by City of Boston residents unknown Se_condary data
Primary research
MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS

Page 300 — CORPORATION




Appendix G - Performance Metrics

2011 Energy Efficiency Annual Report

Appendix C - Study 30
Dngn 306 0f 324

Renew Boston Business Performance Metrics

Key to the table: x - data are tracked/one of the Theory of Change metrics

unknown - the information on whether the data are tracked is currently unavailable to the evaluation team

- data are not tracked and will be collected through primary research efforts

Field labeled “Box #” references correspondingly labeled box in the program logic model

Effort Evaluation

Recall, effectiveness of outreach

Importance of additional program support
in equipment installation

Primary research

Primary research

3 Trained network
of neighborhood

Organizations (#)

Box Theory of .

# Category Performance Metric I3 Gy i ele Change Metric Pt S
Marketing D/Iar[«gtmg ma.terlals distribution (#, type by X Secondary data
materials % eligible businesses)

1 )
promoting Recall, effectiveness of  marketing Primary research
program offerings materials y

In-person contacts (# customers,
customers by each neighborhood partner, X Secondary data
# by zip code)

0, 0,

) Customer C_ontact rate (% of target customers, % by X Secondary data
outreach zip code)

X

Secondary data

Primary research
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Effort Evaluation
Box Theory of .
# Category Performance Metric I s izl e Change Metric Pt el
coordinators Neighborhood penetration (presence by zip < Secondary data
code, customer type) Primary research
Quality of training _ Primary research
Effectiveness of the community
organization(s) selected for program Primary research
implementation
Employee effectiveness (e.g., knowledge of « Primary research
the programs)
Cred|p|llt¥/trust in community x Primary research
organizations
Relevance of program offerings Primary research
Bundled program T -
4 offerings Ease of program participation _ X Primary research
Value of bundling approach X Primary research
Influence of additional incentives on Pri h
5 | Increased measure installation X fimary researc
incentives
Customer satisfaction with incentive levels Primary research
Direct Install Customer satisfaction with measure .
6 | program . Primary research
offerings
measures
7 | Audits and Audits (#) X Secondary data
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Effort Evaluation

Theory of

Change Metric Potential Source

Secondary data

Secondary data

Primary research

Box
# Category Performance Metric I s izl e
proposals Audit rate (% of target customers, % of «
contacts)
Summary of measures recommended
Improved
8 perception of Brand and satisfaction metrics among
NSTAR and customers
NGRID
Increased Awareness of and attitude toward energy
o awareness of efficiency opportunities
energy efficiency | Ayareness of programs and program
opportunities rebates
Projects (#)
Measures (#, type) X
Timing (# and $ of projects, # and $ of «
measures in ARRA-specified time frame)
Installation of
10 | yecommended Market penetration (projects as % of
energy efficiency | eligible customers; projects by eligible zip «
measures code; % projects by business energy usage
(target <20kW))
Rate (% of audits, % of target customers) X
Customer satisfaction with audit &
installation process

X Primary research

X Primary research

Secondary data

Secondary data

Secondary data

Secondary data

Secondary data

Primary research
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Effort Evaluation

(Direct)

Incremental gross savings

Incremental net savings

Box Theory of .
# Category Performance Metric I s izl e Change Metric Pt el
Gross savings (electric, gas) X Secondary data
Secondary data
Net savings
Primary research
11 Energy  Savings

X Secondary data
Primary research
Secondary data

Primary research

12 | Job Creation

Jobs created (Total #, full-time equivalent,
# by program actor)

Jobs fulfilled by City of Boston residents

Secondary data
Primary research
Secondary data

Primary research
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Community Mobilization Initiatives Performance Metrics

Key to the table: x - data are tracked/one of the Theory of Change metrics

unknown - the information on whether the data are tracked is currently unavailable to the evaluation team

- data are not tracked and will be collected through primary research efforts

Field labeled “Box #” references correspondingly labeled box in the program logic model

Program Evaluation

Box

Category Performance Metric

Is Currently
Tracked

Theory of
Change Metric

Potential Source

Marketing material distribution (#, type,
language)
Recall, effectiveness of marketing materials

Marketing materials
1 promoting program
offerings

Secondary data

Primary research

Relevance of program offerings
Bundled program

Primary research

2 : Ease of participation
offerings
Value of the bundling approach (time and
money spent vs. the savings it brings in)
Customers that take advantage of co-pay
assistance (#)
3 Increased incentives/

Influence of additional incentives/financing

financing options _ ‘ _
options on measure installation

Customer satisfaction with incentive levels

X Primary research

X Primary research
Secondary data

X Primary research

Primary research

Customer satisfaction with measure

4 Program measures )
g offerings

Primary research

In-person contacts (#, by type)

5 | Customer contact Contact rate (% of target customers)

Recall, effectiveness of outreach

x

Secondary data

Secondary data

Primary research
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Program Evaluation

Box Category Performance Metric Is Currently Theory of - _

# Tracked Change Metric Potential Source
Imp_ortance_of addlt_lonal program support in x Primary research
equipment installation
Audits (#) X Secondary data

i o) o)

6 | Audits and proposals Audit rate (% of target customers, % of X Secondary data
contacts)
Summary of measures recommended X Secondary data
Subcontractor installers provided with X Secondary data
installation training (#) Primary research
Quality of the employed subcontractors Secondary data
(type of trade, length of employment terms, X .

Primary research
status of employment)
Outreach members trained on program x Secondary data
delivery processes (#) Primary research
A network of trained
7| local community Training sessions (#, topics, schedules) X Secondary data

members/ contractors

Awareness and knowledge of installation
practices, program eligibility criteria, etc.

Effectiveness of the community
organization(s) selected for program
implementation

Employee effectiveness (e.g., knowledge of
the programs)

Credibility/trust in community organizations

Primary research

Primary research

Primary research

X Primary research

X Primary research
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Program Evaluation

Box Category Performance Metric Is Currently
# Tracked
Increased community
awareness of energy Awareness of and attitude toward energy
8 efficiency and energy efficiency opportunities
efficiency programs
Awareness of programs and program
rebates
Projects (#)
Measures (#, type)
9 Installation of energy

efficiency measures

Rate (% of audits, % of target customers

Customer satisfaction with the audit and
installation process (timeliness,
professionalism of installer, etc.)

Theory of
Change Metric

Potential Source

Primary research

Primary research

Secondary data

Secondary data

Secondary data

Primary research

Gross savings X Secondary data
Net savings Se_condary data
. Primary research
10 | Energy savings . Secondary data
Incremental gross savings X .
Primary research
. Secondary data
Incremental net savings .
Primary research
Creation of local living Number of jobs created that are sustained Secondary data
11 . X .
wage jobs one year after end of CMI Primary research
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H. COMMUNITY ENGAGEMENT NETWORKS

For the following efforts, the evaluation team conducted research10 to understand how the
partnerships engage target customers:

» Renew Boston Business
> Renew Boston Residential
> New Bedford CMI

Each of the three partnerships offers a different model of community engagement, a unique
structure of the partnership network, and a unique combination of outreach tactics to
engage customers with the effort. In addition, “pre-partnership environments” vary across
the efforts. While the networks differ greatly across the three efforts, what remains
unchanged is the engagement of trusted local entities and individuals who bring a deep
understanding of the community and an ability to effectively “touch” community members.
The partnerships were also able to tap into many of the local strengths and resources (such
as drawing on ARRA funds, leveraging dollars, and building on local initiatives).

Table H-1 provides a comparative overview of community engagement networks for the
three partnerships. As seen in the table, some of the communities had existing community
energy conservation initiatives prior to the launch of the community-based efforts. For
example, Renew Boston was initiated to further the achievement of city-wide energy saving
and job creation goals, and the City of New Bedford and Marion Institute had developed a
Green Jobs, Green Economy Initiative (GJGEI) that laid the foundation for the CMI in the
area.

The structure of the community engagement networks varies for different partnerships as
well. Renew Boston Residential, for example, has a decentralized structure. While this effort
is coordinated by City of Boston staff and the implementation contractor respectively,
multiple community organizations and individuals work independently on the ground
providing custom outreach to target audiences in myriad ways. The New Bedford CMI and
Renew Boston Business, on the other hand, employ a more centralized model, where
outreach groups and individuals provide outreach in a much more coordinated and
streamlined manner through a preferred outreach tactic - door-to-door canvassing.

Program Administrator engagement varies by effort and includes such activities as overall
coordination of the effort, support through the infrastructure of the existing energy efficiency
programs and, in some cases, assistance with marketing materials and training. For the
Renew Boston effort specifically, PAs fund a full-time liaison to coordinate the effort. For
other partnerships, program managers dedicate a significant amount of time to the efforts.

In addition to the outreach tactics employed by community organizations, whether it is a
range of activities or a single mechanism, customer outreach for every community-based

110 Note that this research dates back to the beginning of 2011 and was a part of the Interim Evaluation report
submitted in the spring of 2012.
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effort is supplemented by additional “community-centric” marketing tactics, be it mailers, or
print or online advertising.

Table H-1. Cross-Partnership Comparison of Community Engagement Networks

Renew Boston Renew Boston New Bedford CMI
Residential Business
=
L :8 Existing initiative in the
Lo . Yes Yes Yes
@ o | community
m S
City of New
lEGr;%agement SIS City of Boston City of Boston Bedford/Marion
o Institute
3=
o é Network structure Decentralized Centralized Centralized
>
= —
= o
Sw Overall coordination Overall coordination Overall coordination
S Core EE program
€ W | PA engagement Core EE program Core EE program
EOC support support support
(&) Training
Training component Yes Yes Yes
. Door-to-door
o | Oy Eai Multiple SR el canvassing is a tactic
S © | outreach tactics canvassing :
:Ei = of choice
£ 5
I o
Additional marketing Yes Yes Yes
(=
.2
-l‘-u' a A
8 !Emstmg core program Yes Yes Yes
o infrastructure
=
©
a

Finally, all of the efforts are currently led by a local group and build upon the existing
infrastructure of energy efficiency programs administered by PAs.111)

Below are a detailed overview of community engagement networks for each of the four
community-based partnerships.

111 The degree to which each delivery model is customized, however, varies across the partnerships. For
instance, Renew Boston Residential and New Bedford CMI required considerable adjustments to the delivery
of the efforts, whereas Renew Boston Business implementation structure did not deviate from the one
performed through the existing Small Business Direct Install program.

MA CC CBP End-of-Year Report - FINAL OPINION DYNAMICS
——————— CORPORATION

Page 309



2011 Energy Efficiency Annual Report
Appendix C - Study 30

Appendix H - Community Engagement Networks Paue 315 of 304

Community Engagement and Partnership Network: Renew Boston Residential

The City of Boston Mayoral office leads and coordinates the Renew Boston Residential
effort. The effort engages PAs, implementation contractors, and a network of community-
based organizations.

As of the end of 2010, the Renew Boston Residential community engagement network is
one of the larger networks, as compared to the other partnerships included in the scope of
our evaluation, comprised of city representatives, implementation contractors, and
community-based organizations. Figure H-1 depicts the community engagement structure of
Renew Boston Residential and includes:

» City of Boston Renew Boston staff. This is the ultimate coordinating entity. City of
Boston representatives are responsible for developing marketing and outreach
materials, maintaining the website, and providing overall marketing and outreach
coordination.

» Neighborhood Network Coordinators. These are Renew Boston dedicated staff who
work on-the-ground with community groups on managing and customizing outreach
across the city of Boston.

» Community partners. These are community groups and organizations involved in
conducting marketing, outreach, and follow-up for the effort.

» Program implementation contractors. These entities are responsible for conducting
income-verification processes (Mass Energy Consumers alliance), administering
customer follow-up (Next Step Living), and conducting audits and installation work
(Next Step Living and their subcontractors for the 60%-120% income segment, ABCD
among low income customers and CSG for the over 120% income segment). In
addition, Next Step Living is also responsible for data tracking and performance
assessment of community organizations engaged with the effort.

» PAs. They are responsible for providing overall coordination and support for the
effort.

Notably, Neighborhood Network Coordinators were not part of marketing and outreach in
2010.

Renew Boston Residential effort has built a strong and expansive network of 13 community-
based organizations to reach out to the target market.112 The network of community
organizations consists of for-profit and not-for-profit organizations that span a variety of
sizes and cover a range of specialties.

112 As of the end of 2011.
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Figure H-1. Renew Boston Residential Community Engagement Structure

City of Boston

Utility/Program

Utility/Program Implementers

Implementers

Coordination

Training

Performance
Evaluation

Coordination and
follow-up

Coordination

Neighborhood Network Coordinators
(not part of the partnership structure in 2010)

Coordination

. Ethnic .
Community . Civic . .
community Climate action
development engagement
organizations EEMEAEIE groups groups
organizations P
Training and Employment .
”g ) Coop p. y Housing
certification o rights L
N organizations o associations
institutions organizations

Marketing, outreach
and follow-up

Targeted customers (income 60%
-120%)

Other customersegments

Coordination and follow-up

Renew Boston Residential core component

Renew Boston Residential channeling component

The selection of the community-based organizations to conduct outreach on behalf of
Renew Boston was administered through a formal RFP process with each group providing an
overview of planned activities and demonstrating capacity for outreach to and education of
the targeted audiences. Community-based organizations are involved in Renew Boston
Residential on two levels: 1) conducting initial outreach and generating referrals and 2)
following up on inactive leads. Program implementation contractors are also tasked with
following up with customers where appropriate. This is designed to ensure that no

opportunities have been missed.
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Overall, the effort involved 13 community groups in 2011.113 Each community group
received training on eligibility criteria and implementation processes, as well as measure
offerings. Community groups that we interviewed through the stakeholder interview process
seem to be knowledgeable about the effort and qualifying measures and are generally
satisfied with the training they received.

Community groups have been serving 24 ZIP codes defined as the Renew Boston
Residential target area and represent a wide range of organizations catering to various
audience segments. These groups range from climate action groups to community
development organizations catering to the needs of ethnic minorities. These organizations
are located in a variety of Boston communities, including East Boston, Dorchester, Jamaica
Plain, and Roxbury. Outreach events conducted by community groups, however, do not focus
solely in the community where they are located, but include initiatives in other parts of the
City.

Review of materials and interviews with stakeholders showed that outreach tactics
employed by the community organizations were varied, spanning from community events
and seminars to door-to-door canvassing, to public service announcements and so-called
“Smart Energy Block Parties.” Community groups also found that having Renew Boston
brochures or leaflets that briefly explain benefits and eligibility criteria and contain contact
information is very helpful, as undecided customers can take them home and have contact
information available if they decide to participate in the effort. Community group
representatives that we interviewed suggested that these materials should be as simple as
possible and only contain the most essential information.

To support Renew Boston marketing and outreach, the City of Boston and one of the
implementation contractors conducted additional marketing and outreach (e.g., water bill
inserts). To specifically support community group outreach, the City of Boston provided
community groups with standard Renew Boston collateral. In addition, community
organizations developed marketing materials of their own. Based on our interviews with
stakeholders, there did not appear to be lack of marketing materials.

In 2010, community organizations closely interacted with program implementation
contractors and the City of Boston through formal and informal communication channels
including periodic reporting and updates, training, and brainstorming sessions. The structure
was designed to ensure a constant flow of information and feedback.

113 The updated list of the community-based organizations was not provided to us.
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Community Engagement and Partnership Network: Renew Boston Business

Renew Boston Business engages a network of business community leaders to raise
awareness of energy efficiency and bring credibility and trustworthiness to their efforts.
These leaders bring familiarity with the customers and a reputation for being trustworthy
and helpful, which allows the effort to mitigate the awareness and trust barriers much more
effectively than traditional marketing and outreach tactics.

As of the end of 2010, the Renew Boston Business Community Engagement Network
consists of six Boston Main Streets Organizations and one other community association.
Figure H-2 depicts the structure of the network that provides marketing and outreach as part
of Renew Boston Business and includes:

» City of Boston Renew Boston staff. This is the coordinating entity. City of Boston
representatives are responsible for recruiting and training community outreach
partners, managing incremental funding, coordinating the outreach effort, and
tracking data.

» Rise Engineering and National Resources Management. As implementation
contractors, these two companies are responsible for conducting audits and
installing measures. In addition, Rise Engineering is responsible for developing and
distributing marketing and outreach materials. National Resources Management
(NRM) is responsible for the installation of refrigeration measures.

» City of Boston Main Streets Organizations and other community partners. These are
the community groups and organizations involved in conducting, marketing and
outreach for the partnership.
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Figure H-2. Renew Boston Business Community Engagement Structure

. Boston Main Streets Organizations
City of Boston (n=6 as of the end of 2010)

Ethnic community
development organizations
(n=1)

PAs/Implementation Contractors

Targeted Customers (<20 kW demand)

The Renew Boston Main Streets Organizations were the first choice to conduct outreach on
behalf of Renew Boston Business because of their established working relationship with the
City of Boston. This choice has both positive and negative implications for the effort. The
established relationship was a benefit to Renew Boston Business in that it allowed the effort
to launch quickly with minimal resources devoted to network building. However, some
stakeholders believe that because this network is so established, the effort does not have
the initiative to look beyond the Main Streets Organizations to make use of all the
community networks available in any given neighborhood. The one canvassing effort where
the outreach did incorporate an outside group was a very successful effort.

Overall, six Main Streets Organizations and one other community group were engaged in the
effort in 2010.

A key characteristic of the community network is that each of the actors, with the exception
of the City of Boston Renew Boston staff, is performing almost the same job they would have
been performing in the absence of the effort. The implementation contractors perform the
same audits and installations, only at a lower cost to the customer, through the Renew
Boston Business effort. The community groups are already providing outreach on energy
efficiency programs. Because each stakeholder is already familiar with the role they fill
within Renew Boston Business, there is very little training that needs to take place, allowing
the majority of the funds to be used towards incentives.
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Essentially, the effort uses the additional funding to generate a buzz for an existing program
through concentrated outreach and additional incentives. The long-term goal is to build
credibility for the Renew Boston brand, which will be important once the ARRA funding ends
in March 2012. One of the long-term goals of this effort is to create awareness of energy
efficiency programs in the target population to boost participation even after this particular
effort ends.
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Community Engagement and Partnership Network: New Bedford CMI

The New Bedford CMI is a community-led initiative that builds upon the existing relationship
between the City of New Bedford and Marion Institute. Marion Institute and the City of New
Bedford act as ultimate coordinating entities within the CMI. The effort contributes to
existing goals within the community: The Marion Institute has developed the Green Jobs/
Green Economy Initiative (GJGEI) in collaboration with the Greater New Bedford Economic
Development Council and the City of New Bedford. According to the City of New Bedford
representative we interviewed as part of the evaluation, the City’s goal is to weatherize
5,000 business and homes within five years.

New Bedford CMI also builds upon an existing energy efficiency program infrastructure
offered by NSTAR. In addition, NSTAR provides budget for marketing and outreach efforts,
facilitates training, mentors the outreach staff114, and is engaged in overall coordination of
the effort.

New Bedford CMI features a somewhat unigue community engagement structure. The
community outreach network is expansive, yet at the same time centralized. The core
network consists of:

» The Marion Institute’s Green Jobs/Green Economy Initiatives. This entity is
responsible for hiring and managing Community Mobilization Leaders, planning and
implementing outreach activities, tracking data, as well as providing overall
coordination and support within the framework of the CMI. The coordination role held
by the Marion Institute’s GJ/GE Initiatives is conducted by two co-directors, while the
outreach efforts are performed by four part-time outreach staff, or so-called
Community Mobilization Leaders, who were hired specifically for the initiative. These
four local, part-time outreach staff members were reportedly selected based on their
passion, motivation, and community leadership potential. These traits were
prioritized over work history or education, as was flexibility in their schedule in order
to assure availability that aligned with the needs of the community.

» City of New Bedford. The city acts as an entity responsible for facilitating city services
that help support the goals of the CMI, including management of additional funding
available, supplying additional data (e.g., assessor’s data), etc.

» Conservation Services Group (CSQG). This is the lead implementation vendor for the
HES program. As part of the HES program infrastructure, CSG offers a network of
trained auditors, contract and data management, and quality control/quality
assurance services. As part of the New Bedford CMI, CSG also provides technical
training on installation standards and procedures as part of the job training and job
creation component, as well as training on weatherization improvements and
program processes to community outreach leaders and coordinators.

114 NSTAR has been involved in overall program training, while CSG was engaged in more technical training
and training of the local installation workforce. As part of the CMI, two outreach coordinators had an
opportunity to shadow auditors during the business audit visits to learn about weatherization work and energy
efficiency in general.
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>

PACE/Youth Build. This is a network of locally hired youth that perform installation
work as part of the New Bedford CMI. This CMI placed a strong emphasis on hiring
local community members for the outreach and installation efforts. Green jobs
creation has been a significant goal of the New Bedford Initiative in both the outreach
and installation efforts. The CMI has achieved great strides in this area. At the start of
the CMI, no local workers were approved to perform installations for the HES program
in the New Bedford area. Because of the recruitment and training provided by the
New Bedford CMI network, seven locals are currently qualified to conduct
installations for the HES program, employed by a new business created by Youth
Builds, called Urban Energy Resources. Installation subcontractors with Youth Builds
were given extensive technical training on installation methods. Youth Builds is a
nine-month AmeriCorps Program that works with 18-24 year olds to help them obtain
their GED along with construction/green jobs training. The group received training as
a part of their coursework and once again as a part of CSG’s two-day “boot camps”
for weatherization and for air sealing, which is a large part of the certification process
to acquire projects through CSG.115

In addition, other community-based groups contribute to the network to a smaller extent.
Specifically:

>

Education Should Help Us. The ESHUZ2 (Education Should Help Us X Ecology
Spirituality Health and Unity Collective) has been retained to provide training on
neighborhood canvassing to Marion Institute outreach representatives. The training
for outreach staff was extensive and included depiction of multiple scenarios of
interactions that might occur while visiting customers door-to-door. The training
enabled the outreach staff to tailor their approach to inform customer leads of the
program options and assure them of high program value and low participation
costs.116

Community-based groups: In addition to the above-described community
engagement structure, Marion Institute taps into additional local outreach channels
on an as-needed basis to facilitate events, forums, and other activities. These
channels include Bristol Community College, local churches, the local cable access
channel, local radio, and the Office of Community Development. Through these
entities, the CMI was able to have a strong presence in largely attended events,
including an environmentally focused block party and a home show.

Figure H-3 graphically depicts the community engagement network for the New Bedford CMI.
The centralized nature of the community engagement network, where Marion Institute both
conducts outreach and coordinates the partnership, has been effective in minimizing
communication and coordination challenges and setbacks arising from multiple handoffs,
yet has not limited the initiative’s ability to perform outreach on a large scale.

115 Some students found these rounds of trainings to be redundant as they had similar lessons through prior
coursework with Youth Build.

116 Note that community outreach stakeholders we interviewed found training useful, particularly when it came
helping them anticipate areas of customer concern and effectively address them.
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Notably, this structure is specific to the residential component of the effort. The small
business community engagement network is very similar. The only differences are a
different implementation vendor (Rise Engineering) who conducted both audits and
installation work (as opposed to the residential component, where the locally hired
workforce does the installation work).

Figure H-3. New Bedford CMI Community Engagement Network (Residential Component)
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While the core target of the CMls is residents with incomes falling between 60% and 120%
of the area’s median, there does not appear to be a way to identify how many of the
customers targeted belong to this income segment. The effort employs a channeling
component to only identify customers who would qualify for the low income program (and
therefore no-cost improvements). Other customers are serviced through the HES program.
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I. HIGHLIGHTS FROM RENEW BOSTON
RESIDENTIAL EVALUATION STUDY

This appendix contains the core highlights from the evaluation study of the Renew Boston
Residential initiative conducted by the Peregrine Energy Group in early 2012. When looking
at the performance and success of the Renew Boston Residential initiative, along with the
findings presented in the body of this report, it is important to consider the findings from the
Peregrine Energy Group’s study, as they provide an assessment of the study as a whole (and
not just of the EECBG-funded component, which is the focus of the evaluation conducted by
Opinion Dynamics) across a range of performance metrics.

Based on the study, as of early 2012, Renew Boston Residential achieved the following
results:

» Almost tripled the total number of Mass Save Home Energy Assessments in Boston from
2010 to 2011 (from 2,539 to 7,249).

» Increased the annual number of assessments from a 2010 level of only 78% of Boston’s
share of the PAs’ goals for assessments in their 3-Year Plans, to a level 50% above these
Boston goals in 2011.

» Increased by 66% the rate at which assessments turn into weatherization projects in
Boston from 2010 to 2011.

» Increased the number of residents receiving insulation and/or air sealing from Mass
Save to an average level of 110/month over the last three months of 2011, up from less
than 25/month in 2010.

» Increased the annual number of insulation jobs reported to the PAs to 1,064 for 2011,
nearly twice the 2010 level (594).

» Achieved energy savings for EECBG-eligible participants in Renew Boston in 2011 that
exceeded by 15% the sum of the 2011 electric and gas savings targets for those
residents in the City’s MOUs with the two PAs.

» Increased the penetration of assessments from a level of approximately 1% of Boston
residential customers in 2010 to a level of approximately 3% in 2011, compared to the
weighted average 2011 penetration rate of 2% for three comparable cities (Somerville,
Chelsea and New Bedford).

» Provided a total of 5,224 assessments and 772 weatherization projects to Boston
residents for the 15-month period from September 2010 through November 2011,
conducted by NSL. These figures are based on NSL invoices to the Mass Save program
and/or the City of Boston for during that same period.

» Provided federal EECBG funding to 681 middle-income families to eliminate the cost for
insulation work that they would otherwise have been required to pay under the Mass
Save program.
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