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How many people live in this home? * State
State Total
North Carolina | South Carolina
Count 9 10 19
! % within State 29.0% 20.4% 23.8%
Count 10 24 34
2 % within State 32.3% 49.0% 42.5%
Count 6 9 15
° % within State 19.4% 18.4% 18.8%
How many people live in this Count 5 1 6
home? % within State 16.1% 2.0% 7.5%
Count 0 4 4
> % within State 0.0% 8.2% 5.0%
Count 1 0 1
° % within State 3.2% 0.0% 1.3%
Prefer not to Count 0 1 1
answer % within State 0.0% 2.0% 1.3%
Count 31 49 80
Total
% within State 100.0% 100.0% 100.0%
How many of them are teenagers? * State
State Total
North Carolina | South Carolina
Count 25 45 70
° % within State 80.6% 91.8% 87.5%
Count 4 3 7
How many of them are ! % within State 12.9% 6.1% 8.8%
teenagers? Count 2 0 2
2 % within State 6.5% 0.0% 2.5%
Prefer notto  Count 0 1 1
answer % within State 0.0% 2.0% 1.3%
Count 31 49 80
Total
% within State 100.0% 100.0% 100.0%
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How many persons are usually home on a weekday afternoon? * State

State Total
North Carolina | South Carolina
Count 3 3 6
0
% within State 9.7% 6.1% 7.5%
Count 14 23 37
1
% within State 45.2% 46.9% 46.3%
Count 6 16 22
2
% within State 19.4% 32.7% 27.5%
How many persons are
Count 2 4 6
usually home on a weekday 3
% within State 6.5% 8.2% 7.5%
afternoon?
Count 5 0 5
4
% within State 16.1% 0.0% 6.3%
Count 1 2 3
5
% within State 3.2% 4.1% 3.8%
Prefer not to Count 0 1 1
answer % within State 0.0% 2.0% 1.3%
Count 31 49 80
Total
% within State 100.0% 100.0% | 100.0%

Are you planning on making any large purchases to improve energy efficiency in the next 3 years? *

State
State Total
North Carolina South Carolina
Count 2 12 14
Yes
Are you planning on making % within State 6.5% 24.5% 17.5%
any large purchases to N Count 25 28 53
0
improve energy efficiency in % within State 80.6% 57.1% 66.3%
the next 3 years? Count 4 9 13
DK/NS
% within State 12.9% 18.4% 16.3%
Count 31 49 80
Total
% within State 100.0% 100.0% 100.0%
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What is your age group? * State
State Total
North Carolina | South Carolina
Count 8 5 13
18-34
% within State 25.8% 10.2% 16.3%
Count 4 12 16
35-49
% within State 12.9% 24.5% 20.0%
Count 5 9 14
50-59
% within State 16.1% 18.4% 17.5%
Count 5 6 11
What is your age group? 60-64
% within State 16.1% 12.2% 13.8%
Count 4 8 12
65-74
% within State 12.9% 16.3% 15.0%
Count 4 7 11
Over 74
% within State 12.9% 14.3% 13.8%
Prefer not Count 1 2 3
to answer % within State 3.2% 4.1% 3.8%
Count 31 49 80
Total
% within State 100.0% 100.0% 100.0%
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Please indicate your annual household income * State

State Total
North Carolina | South Carolina
Count 11 15 26
Under $15,000
% within State 35.5% 30.6% 32.5%
Count 9 6 15
$15,000-$29,999
% within State 29.0% 12.2% 18.8%
Count 1 6 7
$30,000-$49,999
% within State 3.2% 12.2% 8.8%
Count 3 2 5
Please indicate your $50,000-$74,999 o
% within State 9.7% 4.1% 6.3%
annual household
. Count 1 1 2
income $75,000-$100,000
% within State 3.2% 2.0% 2.5%
Count 0 1 1
Over $100,000
% within State 0.0% 2.0% 1.3%
Prefer Not to Count 6 15 21
Answer % within State 19.4% 30.6% 26.3%
Count 0 3 3
DK/NS
% within State 0.0% 6.1% 3.8%
Count 31 49 80
Total
% within State 100.0% 100.0% 100.0%
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Appendix I: Auditor Training Guide

e

Duke RNP 2014
Technican Manual.pdf
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Appendix J: Flyer at Kick-off Event

# wKE
Oy,

We want to help you and
your neighbors save money

and energy at home. 5 0 0

Please join us to learn more about the FREE walkthrough energy
assessments we'll be performing in your neighborhood through

our Residential Neighborhood Program. There will be demonstrations
of our FREE energy-saving products and a FREE meal. Also, learn
how to enter our sweepstakes for a chance to win a $500 gift card.
After the presentation, you are invited to join us for a FREE showing
of Frozen**. Don't forget your blankets, lawn chairs, and FM radios!

VISA® Gift Carg

Enroll now and you
could be our lucky
winner!”

Greenwood’s Auto Drive In
3109 Hwy 25 South
Greenwood, SC 29646

Wednesday, August 13, 2014
Begins at 7:30 p.m.

RSVP by calling 855.767.3853

The Residential Neighborhood Program is a FREE walkthrough energy assessment and
improvement program for qualified customers.

In the days following this neighborhood event, an Energy Specialist will visit your house to perform
a walkthrough assessment that will show you where your home is wasting energy.

During the FREE walkthrough assessment, we'll also give you up to 16 energy-saving products
and services that could help you save money on your electric bill. These energy-saving measures
can cost up to $210, but we'll give them to you for free — and install them, too. Services provided
are based on your home's specific energy usage and needs.

Learn more at duke-energy.com/rnp

* Enter 0 wen our Twespstakes and ead (omplets 1BrMs 3nd CoNGNON on Cur welrste. No PErticRaSon Aecassary i enter
*+Dizney’'s Frozen is cted PG Parental Guidance Suggested. Some Matenial May Not Be Surtable for Chilaren.
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All Duke Energy residential customers within the
shaded area are eligible to participate.

DUKE
Qs ENERGY.
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Appendix K: EISA Schedule and CFL Baseline

As stipulated in the Energy Independence and Security Act (EISA) of 2007, manufacturers of
standard incandescent screw-based light bulbs must begin producing bulbs which use at least
27% less energy for a similar lumen output. The law is being phased in as seen in Table 115. As
a result, it is necessary to adjust the baseline wattage that a CFL should be evaluated against
throughout its effective useful life (EUL).

Table 115. EISA Schedule

Current Bulb New EISA Standard Effective
Wattage Compliant Wattage Date
100 72 1/1/2012
75 53 1/2/2013
60 43 1/1/2014
40 29 1/1/2014

TecMarket Works has developed a dynamic approach to estimating future CFL baseline wattages
wherein each year of a CFL’s EUL is prescribed a baseline value based on the most current
research on the availability of standard incandescent light bulbs in the marketplace. Much of this
research, to this point, has focused on 100-watt bulbs as they were the first to phase out and
therefore offer the most robust data. The effect of EISA on the availability of other incandescent
bulb wattages as they are phased out is expected to be similar.

Such an approach is necessary because of the difference in EUL between the efficient and
baseline technologies in question (one year for an incandescent and five years for a CFL). In the
absence of the program, it is assumed that each year a new incandescent bulb would have to be
purchased. The average wattage of this purchase decreases each year with the eroding
availability of the standard incandescent bulbs due to EISA. Table 116 contains the baseline
wattages from which savings are estimated.

Table 116. Baselines by Year and Wattage

100-watt 75-watt 60-watt 40-watt

Year | Phase | Baseline | Year | Phase | Baseline | Year | Phase | Baseline | Year | Phase | Baseline
2012 | 0% 100 2012 | 0% 75 2012 | 0% 60 2012 | 0% 40
2013 | 55% 84.6 2013 | 0% 75 2013 | 0% 60 2013 | 0% 40
2014 | 60% 83.2 | 2014 | 60% 61.8 | 2014 | 0% 60 2014 | 0% 40
2015 | 70% 80.4 | 2015 | 80% 57.4 | 2015 | 55% 50.65 | 2015 | 60% 33.4
2016 | 80% 77.6 | 2016 | 100% 53 2016 | 60% 49.8 | 2016 | 80% 31.2
2017 | 90% 74.8 | 2017 | 100% 53 2017 | 70% 48.1 | 2017 | 100% 29
2018 | 100% 72 2018 | 100% 53 2018 | 80% 46.4 | 2018 | 100% 29
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A study completed in January of 2013 found that nearly half of retailers surveyed (44.6% or 45
out of 101) still have a supply of 100-watt incandescent light bulbs in stock®>. The primary
conclusion of this study was that 100-watt bulb availability for 2012 was not substantially
impacted by EISA to the degree that energy impact baseline calculations should be adjusted for
savings estimations in 2012, but that a phased-in calculation approach for 2013 and beyond is
warranted. Accordingly, baselines are discounted starting in the year following the standard
effective date of the respective wattage’s phase out per EISA, not in the same year.

An additional adjustment was considered that would further delay the effects of EISA to account
for standard wattage incandescent bulbs that remain in storage beyond the time that they are no
longer available for purchase. A review of Duke Energy’s residential efficiency program
evaluations for 2012 and 2013 revealed that the number of incandescent bulbs stored in a typical
home is insufficient to justify the use of such an adjustment.

A more recent study has found that 100-watt bulbs reached 24% availability seven quarters after
the EISA standard took effect*®. This approach assumes a 10% reduction in availability, for each
year after the second until 100-watt bulbs are completely phased out. At this point, baseline
wattage is set at EISA’s minimally compliant wattage, taken from Table 115.

*® Indiana Statewide Core Program Evaluation Team. “Indiana 2012 EISA Bulb Availability Study.” June 20, 2013.
Pg. 3.

* Cadmus Group. “Summary of EISA2007 Lighting Survey Results for DP&L Q1, Q2, &Q3 2013.” Memorandum.
October 11, 2013. Pg. 2.
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Appendix L: DSMore Table

Impacts ::> EM&V EM&V gross | EM&V gross Combined EM&V net | EMBY net KW EM&V net kW EM&V load
Technology Product .gross kW kW (non- Unit of spillover less . ne 3 rre (non- oa EUL (whole
State savings . L . . savings (coincident .. shape
code (KWh/unit) (coincident | coincident measure freeridership (KWh/unit) eak/unit) coincident (ves/no) number)
peak/unit) | peak/unit) adjustment P peak/unit) Y
Residential Neighborhood Program NC, SC 357 0.0964 0.1112 participant 2.1% 350 0.0944 0.1089 no 7
Program wide 357 0.0964 0.1112 2.1% 350 0.0944 0.1089 7
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Executive Summary

Duke Energy’s Specialty Bulb Program sells discounted specialty CFLs and LEDs to qualifying
residential customers in the Carolina System via an online store. These include three-way bulbs,
dimmable bulbs, outdoor bulbs, reflectors (recessed), candelabras®, capsules (A Line), and
globes in both CFL and LED varieties. Adoption is encouraged through discount pricing, the
convenience of online ordering and home delivery. The online store also has lighting-associated
educational elements.

Duke Energy effectively combines low cost marketing vehicles such as email, website
promotions, and direct mail with sophisticated targeting techniques to ensure high conversion
rates at low acquisition costs. Participants are very satisfied with their experience purchasing
light bulbs at the Savings Store, giving an average overall program satisfaction rating of 9.15 on
a ten-point scale where “10” is most satisfied.

Key Findings and Recommendations
This section presents the key findings and recommendations identified through this evaluation.

Significant Process Evaluation Findings

Significant Process Evaluation Findings from the Management Section can be found in the
section titled Key Findings on page 49.

Significant Process Evaluation Findings from the Participant Surveys can be found in the section
titled Key Findings on page 137.

Significant Process Evaluation Findings from the Non-Participant Surveys can be found in the
section titled Key Findings on page 188.

Significant Impact Evaluation Findings

e From the logger study, the average daily hours of use across all bulb and room types and
adjusted for day length is estimated to be 4.19 hours/day.
0 See Table 135 on page 221.
e The average wattage of a bulb replaced by a program bulb is 47.7 watts.
0 See Table 137 on page 222.
e From the logger study, the coincidence factor for demand is estimated to be 14.8%.
0 See Figure 43 on page 219.
e The power fractions for estimating the average percent of maximum power used by
dimmable and 3-way bulbs are 79.7% and 61.4% respectively.
0 See Table 134 on page 220.
e The average gross savings per bulb shipped are 38.5 kWh; the average coincident peak
KW savings per bulb shipped are 0.0042 kW.

! Also known as decorative lamps, candles, flame tips, blunt tips, and torpedos. Manufacturers are not consistent
with how they label/group products. For this report, these are referred to as candelabras for consistency.
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0 See Table 135 on page 215.
o Effective useful life of program savings is estimated to be seven years.
0 See Effective Useful Life on page 224.
o Freeridership is estimated at 27.2% and spillover is estimated at 4.3%, for a NTGR of
75.9%.
0 See Net to Gross Ratio Calculation on page 212.

Process Evaluation Recommendations

From the Management Section

For a full explanation of recommendations see section titled “Recommendations” beginning on
page 52.

e Continue to complete the changes necessary to enable CSR-aided phone purchases
of specialty bulbs. At the time of this evaluation, customer service representatives
(CSRs) from Energy Federation Inc. (EFI), the program’s ecommerce provider, cannot
take phone orders from customers who prefer to speak to a human being rather than using
a computer.

e Consider upgrading the energy savings calculator on the Duke Energy public
website at http://www.duke-energy.com/residential-savings-store/ so that the public
version of the calculator features the same interactive functionality as the version
installed on the Savings Store website. If this is feasible with Duke Energy website
technology and policy, making this upgrade will enable more customers to see how much
they can save with specialty bulbs prior to requiring them to log on to the Savings Store
itself.

e Test and improve the Savings Store’s search features. Because web search
functionality yielded inconsistent results or failed to find items using key words
commonly found on the website, the Savings Store’s search features should be tested and
improved to accurately reflect store inventories using the Savings Store’s names for bulb
types and application types, as well as for entries with singular and plural spelling and
associated terms such as lighting, bulb, and other common words and phrases.

e Test the suggested website usability improvements. TecMarket Works recommends
that, wherever feasible with EFI’s online website platform, the various website usability
improvements suggested throughout the management section be implemented and tested
using A/B split testing to compare the results of multiple versions to determine whether
more customers take action with or without the suggested changes. The Content
Experiment feature of Google Analytics can be used for this purpose.

e Consider curtailing customer ability to ship purchases to addresses located outside
of Duke Energy’s service territory.

e Consider expanding program offerings to include additional specialty bulb types, as
well as smart devices for home automation, and other efficiency measures.

From the Participant Surveys

e Consider routinely monitoring competitors’ pricing on bulbs and shipping. Most
customers are aware of the price of energy-efficient light bulbs at local retailers and
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through other online stores, and many of them are directly comparing Savings Store
prices to the competition. Price is perhaps the most important driver of Savings Store
purchases. This does not mean having the lowest price for every bulb, however many
customers will only pay a small premium for the convenience of online ordering if they
can find equivalent bulbs available at a lower price elsewhere.

0 Shipping costs should also be noted when monitoring competitors’ pricing. Most
Savings Store customers are experienced online shoppers and have had their
expectations for what shipping should cost set from their experience with other
retailers (such as offering free shipping on orders over a certain amount).

o Price comparisons can be an effective marketing tool. Duke Energy should
consider including favorable comparisons to competitors’ pricing in advertising
for the Savings Store. These comparisons could also include shipping price and
policy comparisons.

Consider the effects of multi-pack pricing. Multi-packs of light bulbs that offer
increased savings on the per-bulb price drive a significant number of customers to
purchase additional bulbs so that they can get “the best deal”; this often results in the
purchase of more bulbs than will be immediately installed, with the extra bulbs stored for
future use. Duke Energy should consider the positive effects of multi-pack pricing (to
drive additional sales), and also the effect this may have on program impacts (distributing
bulbs that will not be installed immediately will dilute the savings per bulb, a corollary
effect of selling additional “spare bulbs” that customers don’t need immediately).
Explain the Savings Store limits are on price, not on quantity of bulbs. Most
customers who are aware of the limit on incented light bulbs did not realize that they
could purchase more bulbs of the same type beyond these limits, albeit at a higher price
without the incentive and from a different section of the site. Duke Energy should also
consider streamlining the order process and/or the display of bulbs on the site in a way
that doesn’t involve customers having to go to a different page to order additional non-
incented bulbs.

More prominently display information on bulb physical dimensions and threading.
One of the more common issues reported by customers regarding the bulb information
presented at the Savings Store, and related requests for more information, involves the
physical dimensions of bulbs and their socket threading; this is because some customers
are seeking energy-efficient bulbs for unusual and difficult-to-fit sockets in their home.
This information is included on the “product specifications” tab for each bulb, but some
customers who are seeking this information are not finding it; perhaps a more prominent
link labeled “product dimensions” or *“socket size/type” could help. In addition to
including this information for all bulbs sold at the Savings Store, Duke Energy should
also consider the variety of bulb dimensions and threading available when deciding on
additions to or subtractions from the Savings Store’s offerings.

Continue efforts to market the Savings Store to customers who have already
shopped at the Store. Customers who purchased bulbs from the Savings Store still have
a significant number of incandescent specialty bulbs in their homes, and a large majority
of them say they intend to shop the Store again in the future.
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From the Non-Participant Surveys

Consider increasing the frequency of advertising to induce greater participation by
non-participants. Given that 88.8% of non-participants are experienced CFL users and
that 61.3% of non-participants were too busy or didn’t need bulbs at the time they
received marketing materials from the program, it is likely that increasing the frequency
of advertising will induce non-participants to visit and make purchases from the Savings
Store.

Where feasible, use strategic target marketing to focus extra discounts on those
customers believed to be still using incandescents and halogens. Given that nearly two
thirds (64.6%) of non-participants self-identified as price conscious shoppers, lower
pricing would likely encourage more of them to make purchases from the Savings Store,
but perhaps at the risk of customers placing bulbs in storage. Such an approach could
help to prompt first-time Store buyers without offering deeper discounting to potential
freeriders who already know they want specialty bulbs and are merely looking for the
lowest price which may be available at a local retailer.

Consider adding alternative forms of payment such as PayPal and debit cards. The
website currently accepts payments via credit cards, check, or money order.
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Introduction and Purpose of Study

Summary Overview

This document presents the evaluation report for Duke Energy’s Residential Specialty Bulb
Program as it was administered in the Carolina System. The evaluation was conducted by
TecMarket Works, Matthew Joyce, and BuildingMetrics, Inc.

Summary of the Evaluation

The findings presented in this report were calculated using survey data from program
participants and non-participants as shown in Table 1.

Table 1. Evaluation Date Ranges

Evaluation Sample Pull: Sample Pull:
Start Date of End Date of EMV | Dates of Analysis
Component S
Participation Sample
Surveys
ici conducted from
Sorvere May 13, 2013 December 31, April 17, 2014
through May 28,
2014
Surveys
ici conducted from
Non-participant April 26, 2013 December 31, May 15, 2014
Surveys 2013
through June 5,
2014
Interviews
Management conducted and
Interviews February 27, 2014 | July 31, 2014 analyzed from
February 27, 2014
to July 31, 2014
i April 26, 2013 December 31, June-July 2014
Metering period
Lighting Logger December 31, from May 8, 2014
Study May 13, 2013 2013 through July 3,
2014

Surveyed participants were asked how many program-provided CFLs and LEDs are currently
installed in light fixtures. Additional, more specific information was collected for at least one
installation from each specialty bulb category purchased (indoor reflector, outdoor reflector,
globe, candelabra, three-way spiral, dimmable spiral, efficient capsule, and standard spiral bulbs)
or a minimum of three installations if a customer purchased fewer than three types of specialty
bulb (customers with fewer than three installations overall were asked about all of their program
bulb installations). The information collected includes the location of the installed program
bulbs, the type and wattage of the bulbs that they replaced, and the average hours per day that
they are in use. The decision to limit the number of installations about which to collect detailed
information to a maximum of three total or one per bulb category (whichever is greater) was
made in the interest of time and evaluation cost, as the surveys are lengthy. The information
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gathered about program bulb installations covered a majority of the program bulbs installed by
surveyed participants and provides sufficiently robust data about all of the incented specialty
bulb categories. Data was also collected about non-program bulbs installed in specialty sockets
and specialty bulbs in storage. Results of this survey of 136 customers in the Carolina System
who purchased program bulbs during the evaluation period are presented in the Participant
Surveys section of this report.

To assess barriers to, and interest in, program participation, TecMarket Works conducted phone
surveys with a random sample of 80 non-participants, including 49 non-participants who visited
the Savings Store website but did not make a purchase and 31 non-participants who received
marketing materials from Duke Energy but did not visit the website or make a purchase. Results
of the non-participant survey are presented in the Non-Participant Surveys section of this report,
and some key differences and similarities between survey groups are highlighted in the
Participant and Non-Participant Survey Comparisons section.

An impact analysis was performed for all specialty bulbs by room type and can be seen in Table
138. However, it should be noted that individual room type samples are of insignificant size to
achieve statistical relevance and are presented as anecdotal evidence. The impacts are based on
an engineering analysis of the impacts associated with the self-reported installs identified
through the participant surveys. The hours of use were determined through a logger study and are
adjusted to reflect yearly averages using the daylength algorithm developed via a larger logger
study conducted in California that documented the monthly change in lighting usage due to
seasonal variances in day length. This approach is explained in detail in the Daylength
Adjustment section.

This report is structured to provide program impact estimations per bulb purchased from the
online store as well as overall program savings based on an extrapolation of these results to the
full participant population, which includes participants from April 26, 2013 through December
31, 2013 (n=8,060 customers).
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Description of Program

Duke Energy’s Specialty Bulb Program sells discounted CFLs and LEDs to qualifying
residential customers in the Carolina System via an online store. The program website, called the
Duke Energy Savings Store, was launched in April of 2013. The Specialty Bulb program is
designed to extend the market penetration of energy efficient lighting beyond the replacement of
conventional incandescent bulbs to specialty applications including: dimmables, three-ways,
reflectors (recessed), capsules (A Line), candelabras, and globes. Adoption is encouraged
through incentive pricing, the convenience of online ordering and home delivery, and
educational elements that break down barriers by explaining the differences between buying
lighting based upon lumens instead of watts, and by helping customers to choose the most
appropriate bulbs for different applications. The educational aspects of the Savings Store are also
intended to encourage spillover demand for energy efficient specialty bulbs that are sold through
conventional retail channels.

The Duke Energy Savings Store website can only be accessed by verified Duke Energy
customers whose bulb purchases are individually tracked so that personal incentive limits can be
enforced. Customers who desire to buy more bulbs than allowed by the program’s incentive
limits can do so, but the additional bulbs must be purchased without Duke Energy discounts.

Program Eligibility

To be eligible for the program, participants must be customers with active residential electric
accounts in Duke Energy’s North Carolina or South Carolina service territories. Both property
owners and renters are eligible. Customers on the Greenwood, South Carolina rate plan are not
eligible.

Program Participation

Program participation is primarily tracked based upon customer purchases of specialty bulbs.
According to Duke Energy’s tracking of unique account numbers associated with bulb purchases
during 2013, there were 6,294 North Carolina and 1,766 South Carolina participants (Table 2).
The combined total for the Carolina System was 8,060 for the time period between program
inception on April 26, 2013 and Dec 31, 2013. Program participation may arguably be
considered higher if Energy Store website visitors who do not buy any specialty bulbs are also
considered.

Table 2. Program Participation

Time Period: Apr 26, 2013 to Dec 31, 2013
Territory Number of Purchasing Number of Specialty
Customers Bulbs Purchased
North Carolina 6,294 90,780
South Carolina 1,766 26,277
Carolina System 8,060 117,057
November 19, 2014 12 Duke Energy
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Methodology

Overview of the Evaluation Approach

This evaluation had four components: management interviews, participant surveys, non-
participant surveys, and an impact analysis based on engineering algorithms and data collected
from loggers in a sample of participants’ homes.

Study Methodology

Management Interviews
TecMarket Works conducted interviews with Duke Energy’s product manager, marketing
communications manager, and senior market research analyst. We also spoke with four
representatives from Energy Federation Incorporated (EFI), including the vice president of sales,
vice president of strategic development, program manager, and call center manager.

The interviews considered program design, execution, operations, staff and customer
interactions, data tracking and transfer methods, and personal experiences in order to identify
any implementation issues and discuss opportunities for improvement. Interview guides were
used to ensure a full and complete battery of questions were addressed to the interview subjects.
Sample guides are shown in Appendix A: Management Interview Instrument and Appendix B:
Vendor Interview Instrument.

Participant Surveys
TecMarket Works fielded a phone survey with randomly selected participants in order to
measure satisfaction and to identify areas for program improvement. One hundred and thirty-six
(136) interviews were completed with customers in the Carolina System who purchased bulbs
from the Savings Store between May 13, 2013 and December 31, 2013 according to program
records. One hundred and six (106) participants surveyed live in North Carolina (77.9% or 106
out of 136) and 30 live in South Carolina (22.1% or 30 out of 136).

Non-Participant Surveys
TecMarket Works fielded a phone survey with randomly selected non-participants in order to
identify barriers to program participation. Eighty (80) interviews were completed in the Carolina
System with customers who received marketing materials and/or who visited the Savings Store
website between May 13, 2013 and December 21, 2013, but who had not made any purchases as
of the date the data was pulled on May 12, 2014. Sixty-seven surveys (83.8% of 80) were
completed with non-participants in North Carolina and thirteen surveys (16.3% of 80) were
completed with non-participants in South Carolina. Of these, 49 people were deemed to be
website-visiting non-participants and 31 were considered to be non-visiting non-participants.

Impact Analysis
Engineering algorithms taken from the Draft Ohio Technical Resource Manual (TRM) were used
to estimate savings. Data inputs to the algorithm were determined through the logger study
(hours of use, coincidence factor, power fractions), the participant survey (baseline wattage),
program tracking data (energy efficient wattage), and an appliance saturation study (HVAC
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interaction factors). These unit energy savings values were applied to customers in the
engineering analysis sample.

Data collection methods, sample sizes, and sampling methodology

Management Interviews
Interviews and follow up exchanges were conducted by phone with seven staff members from
Duke Energy and EFI. Conversations ranged from half an hour to two and half hours. The
interview instruments can be seen in Appendix A: Management Interview Instrument and
Appendix B: Vendor Interview Instrument.

Participant Surveys
Duke Energy provided TecMarket Works with a list of 12,799 records of program participants in
the Carolina System (9,910 from North Carolina and 2,889 from South Carolina). After
removing records with missing contact information, duplicate records, “do not contact” numbers
and customers who have recently been surveyed about other programs, the sample list consisted
of 6,274 contactable customers. The survey was conducted by telephone by TecMarket Works
staff from the list of 6,274 participant customers in the Carolinas System, and 136 respondents
completed the survey (106 from North Carolina and 30 from South Carolina). The survey
instrument can be found in Appendix C: Participant Survey Instrument.

Non-Participant Surveys
Duke Energy provided TecMarket Works with a list of 75,564 records of non-participants in the
Carolina System (59,163 from North Carolina and 16,401 from South Carolina). After removing
records with missing contact information, duplicate records, “do not contact” numbers and
customers who have recently been surveyed about other programs, as well as removing
customers who did not receive marketing communications about the program during 2013 and
customers who have made purchases from the Savings Store, the sample list consisted of 29,970
contactable non-participants. The contact list was further subdivided into 3,338 customers who
visited the Savings Store site in 2013 without making a purchase, and 26,632 customers who
received marketing materials during 2013 but who did not visit the Savings Store site. The
survey was conducted by telephone by TecMarket Works staff from the list of 29,970 non-
participant customers in the Carolina System, and 80 respondents completed the survey (67 from
North Carolina and 13 from South Carolina). The survey instrument can be found in Appendix
D: Non-Participant Survey Instrument.

Lighting Loggers
The impact analysis uses a combination of the participant survey (n= 136 respondents) and the
lighting logger study (n= 114 loggers) to estimate program savings. Logger study participants
were recruited as part of the participant survey.

Number of completes and sample disposition for each data collection
effort

Management Interviews
Seven out of seven management representatives were contacted in 2014 for a 100% response
rate.
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Participant Surveys
From the sample list of 6,274 customers, 1,547 participants in the Carolina System were called
between April 17, 2014 and May 28, 2014, and a total of 136 usable telephone surveys were
completed (106 from North Carolina and 30 from South Carolina) yielding a response rate of
8.8% (136 out of 1547).

Non-Participant Surveys
From the sample list of 29,970 customers, 971 non-participants in the Carolina System were
called between May 15, 2014 and June 5, 2014, and a total of 80 usable telephone surveys were
completed (67 from North Carolina and 13 from South Carolina) yielding a response rate of
8.2% (80 out of 971).

Lighting Loggers
From the 136 participant survey respondents, 50 were recruited to participate in the logger study,
a recruitment rate of 36.8%. Into these 50 households, 122 loggers were installed. One
participant left on vacation during the metering period. Their three loggers were not retrievable
in time for this evaluation report. A further five loggers were thrown out of the sample for bad or
corrupted data, leaving a total of 114 loggers used to estimate impacts.

Table 3 Summary of Data Collection Efforts

Size of # of Successful
Data Collection Effort Population in Sample Rate
Contacts
Sample
Management Interviews 7 7 100%
Participant Surveys 6,274 136 2.2%
Non-Participant Surveys 29,970 80 0.3%
Lighting Loggers 136 50 36.8%

Expected and achieved precision

Participant Surveys
The survey sample methodology had an expected precision of 90% +/- 9.1% and an achieved
precision of 90% +/- 7.0%.

Non-Participant Surveys
The survey sample methodology had an expected precision of 90% +/- 9.2% and an achieved
precision of 90% +/- 9.2%.

Lighting Loggers
The expected precision of the average daily hours of use and coincidence factor was +/- 10% at
90% confidence. The achieved precision was +/-19.3% at 90% confidence for the hours of use
and +/-24.5% at 90% confidence for the coincidence factor. This is based on the mean overall
values and the standard deviation of the individual estimates compared to the mean. Achieved
precision is less than planned as a result of the much wider than expected range of bulb hours of
usage observed in the metering study. This is attributable to the numerous different bulb types
included in the study, each with a different usage pattern, resulting in a higher than expected
coefficient of variation.
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Description of baseline assumptions, methods and data sources

Baseline assumptions were determined through a combination of phone surveys and onsite
surveys with customers providing self-reported values of baseline lamp watts and operating
hours. Lighting loggers were used to measure actual lamp operating hours. Robust data
concerning HVAC system fuel and type was available from Duke Energy’s Home Profile
Database (appliance saturation survey type data) in the Carolina System. Interaction factors
derived from this data were used in favor of deemed values from secondary sources as they
recognize only Duke Energy customers and, therefore, more accurately represent the participant
population. A breakdown of these factors by system and fuel type can be seen in Appendix K:
Impact Algorithms.

Description of measures and selection of methods by measure(s) or market(s)
A mixture of CFL and LED bulbs of different types were offered through the online store:

CFL - Indoor Reflector (Recessed)

CFL - Outdoor Reflector (Recessed Outdoor)
CFL - Dimmable Reflector (Recessed Dimmable)
CFL - Globe

CFL - Candelabra

e CFL - Three-way spiral

e CFL - Dimmable Spiral

e CFL - Capsule (A Line)

e LED - Reflector (Recessed LED)

e LED - Capsule (A Line LED)

The Draft Ohio TRM’s impact algorithms were enhanced with primary data, specifically
appropriate waste heat factors were used that are indicative of climate characteristics similar to
those observed in North Carolina and its various climates and used to calculate energy savings
along with the results of the participant survey and lighting logger study. All customers are in the
residential market.

Threats to validity, sources of bias and how those were addressed

Bulb installations and baseline wattage were self-reported by the surveyed participants. There is
a potential for social desirability bias® but the customer has no vested interest in their reported
measure adoptions, therefore this bias is expected to be minimal. There is a potential for bias in
the engineering algorithms, which was minimized through the use the lighting logger study to
determine actual average daily hours of use values and of building energy simulation models,
which are considered to be state of the art for building shell and HVAC system analysis.

2 Social desirability bias occurs when a respondent gives a false answer due to perceived social pressure to “do the
right thing.”
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Management Interviews

Program History and Development

The Specialty Bulb program is a recent addition to Duke Energy’s Energy Efficiency Portfolio.
The program was officially opened to qualifying residential customers in North Carolina and
South Carolina on April 26, 2013, but the concept was conceived two years prior in 2011. The
impetus for the program arose from the success of Duke Energy’s Residential Smart $aver
Energy Efficiency Products Program, which bypasses the need for customers to visit brick and
mortar stores by directly mailing up to 15 free CFLs to customer homes. As increasing numbers
of customers ordered these standard 13 and 18 Watt CFLs, Duke Energy recognized the
opportunity to encourage their customers to adopt energy efficient specialty bulbs as well.

The procedures and platforms developed for the free CFL program—including marketing
methods, account verification procedures, ordering tools, and a database for tracking how many
free CFLs each customer received—served as foundational elements for building the Specialty
Bulb program. However, because Duke Energy did not intend to fully subsidize the costs of the
specialty bulbs, significant upgrades and entirely new systems were required; most notably an e-
commerce platform for selling and distributing discounted specialty bulbs to qualifying
customers.

Duke Energy requested proposals from third party vendors and in the spring of 2012 the utility
selected Energy Federation Incorporated (EFI) of Southborough, Massachusetts. EFI is a non-
profit organization that specializes in helping utilities to promote and deliver energy efficient
lighting and other items via utility-branded e-commerce solutions.

Program Goals and Performance

The primary goal of the program is to increase household energy savings by advancing customer
adoption of energy efficient lighting from the replacement of incandescent bulbs with standard
spiral CFLs to also include specialty CFLs and LEDs, such as three-way bulbs, dimmable bulbs,
outdoor bulbs, reflectors (recessed), candelabras, capsules (A Line), and globes. The program
achieves its goals through customer education and the use of financial incentives that reduce the
final purchase price of the bulbs for the customer.

To set budgets and measure program performance, Duke Energy established overall goals for
specialty bulb sales on the website, but it did not fix targets for individual bulb types. During the
first eight months of program operation, Duke Energy expected to sell 61,685 specialty bulbs in
North Carolina. The program actually sold 90,780 bulbs, which represents 147% of the 2013
goal. For South Carolina the goal was set for 17,675 bulbs, and the actually program sold 26,277.
This represents 149% of the 2013 goal for South Carolina. A month by month breakdown of
overall specialty bulb sales is presented in Table 4, which shows that sales peaked in October
2013 and again in December of the same year. Table 5 presents bulb purchases sorted by bulb
type. It shows that CFL reflectors and globes were the most popular bulb types, followed by CFL
candelabras and capsules (A Line).
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Table 4. 2013 Program Goals vs. Actual Performance

. Number of Bulb Purchases of All Types
" e sc

Goal | Actuals* | Variance | % Goal Goal Actual | Variance | % Goal
May 9,071 3,931 -5,140 43% 2,599 1,163 -1,436 45%
June 9,071 11,408 2,337 126% 2,599 2,656 57 102%
July 9,071 8,631 -440 95% 2,599 2,602 3 100%
August 9,071 4,917 -4,154 54% 2,599 1,757 -842 68%
September | 9,071 7,097 -1,974 78% 2,599 2,040 -559 78%
October 7,257 21,508 14,251 296% 2,079 6,064 3,985 292%
November 4,536 12,685 8,149 280% 1,300 4,385 3,085 337%
December 4,536 20,603 16,067 454% 1,300 5,610 4,310 432%
Total 61,685 | 90,780 29,095 147% | 17,675 | 26,277 8,602 149%

Table 5. Number of 2013 Bulb Purchases by Type

Number of 2013 Incented Bulb Purchases*
Bulb Type NC SC Total Carolina System

Goal | Actual | % Goal | Goal Actual % Goal Goal Actual % Goal
EE'(;)CapS“'e A | 4624 | 14018 | 303.2% | 1,325 | 4304 | 324.8% | 5949 | 18322 | 308%
ggi';aThree'Way 2,312 | 5,838 | 252.5% | 666 | 1,630 | 244.7% | 2,978 | 7,468 | 251%
tiE]ELCE%p)S“'e(A 2,312 | 5011 | 216.7% | 661 1,402 | 212.1% | 2,973 | 6413 | 216%
CFL Candelabra | 9,253 | 14,388 | 155.5% | 2,651 | 4,124 | 155.6% | 11,904 | 18,512 | 156%
CFL Globe 12,338 | 19,424 | 157.4% | 3,535 | 4,988 | 141.1% | 15873 | 24,412 | 154%
CFL Outdoor
(RFf:fg;Z; d 6,169 | 7,676 | 124.4% | 1,767 | 2,261 | 128.0% | 7,936 | 9,937 | 125%
Outdoor)
g;';a?'mmab'e 3,084 | 3,412 | 110.6% | 884 934 | 105.7% | 3,968 | 4,346 | 110%
CFL Indoor
Reflector 18,877 | 19,216 | 101.8% | 5408 | 6,105 | 112.9% | 24,285 | 25321 | 104%
(Recessed)
CFL Dimmable
I(?Reeflceec;g‘ra g 2,098 | 1,334 | 63.6% | 601 413 68.7% | 2,699 | 1,747 65%
Dimmable)
(LgeDceRsesﬂeedCtLoéD) 6169 | 463 | 75% | 177 116 | 655% | 6,346 | 579 9%
Total 67,236 | 90,780 | 135.0% | 17,675 | 26,277 | 148.7% | 84,911 | 117,057 | 138%

EFI’s online reporting tools also provided the following customer data regarding customer
orders. Table 6 shows that between April 26 and Dec 31, 2013, the Duke Energy Savings Store
for the Carolina System had 8,060 unique customers who placed a combined total of 8,822
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orders for 117,057 bulbs. This equates to an average of 14.5 bulbs per customer and an average
of 35 orders per day. Note that the numbers displayed in Table 6 are based upon EFI order
reporting and do not reflect distinctions between order dates and shipping dates. As a result the
time periods do not exactly match the bulb counts in Table 4 and Table 5.

Table 6. Monthly Order Tracking

Number of Unique # Avg.

NC SC | System Order Day
April + May 404 101 505 576 5,094 9 19 10.1
June 733 179 912 999 14,064 14 33 15.4
July 512 133 645 722 11,233 16 23 17.4
August 342 109 451 507 6,674 13 16 14.8
September 526 143 669 757 9,137 12 25 13.7
October 1,545 | 424 1,969 2,133 27,572 13 69 14.0
November 759 270 1,029 1,119 17,070 15 36 16.6
December 1,473 | 407 1,880 2,009 26,213 13 65 13.9
Total 6,294 | 1,766 | 8,060 8,822 | 117,057 13 35 14.5

Program Products and Incentive Levels

When it came to product selection Duke Energy decided to offer its customers a variety of the
most commonly used specialty bulbs to replace conventional incandescent bulbs. “There are
thousands of bulbs on the market. We didn’t want to try to replicate the number of choices
available in a big box store, but we did want to ensure that people have a positive experience,”
said the Duke Energy Product Manager. “So we looked at types of bulbs, different technologies,
efficiency levels, bulb life, and other lighting factors like lumens. Then we worked with EFI to
select the brands and bulbs that would cover the most common applications and deliver the most
value for the lowest price.” While the Energy Store’s product inventory has continued to evolve
over time, for its initial 2013 offerings Duke Energy chose to provide: CFL and LED capsules (A
Line), CFL and LED reflectors, CFL globes, CFL candelabras, and CFL standard, dimmable,
and three-way spirals. All bulbs are Energy Star qualified and most are offered in a variety of
wattages as shown in Table 7.
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Table 7. 2013 Products and Incentive Levels

Product List EFI Duke Customer | Customer
Store Energy
Base Incentive Final Maximum
Bulb Type Category Watt Item Purchase | Purchase
Amount . -
Cost Price Limit
12 $3.00 $2.52 $0.48
CEL Indoor Reflector 14 $3.35 $2.52 $0.83 15
Reflector 23 $6.75 $2.52 $4.23
(Recessed) | Outdoor Reflector 23 $4.95 $3.34 $1.61 6
Dimmable Reflector 15 $12.95 $5.00 $7.95 12
LED 9.5 $36.25 $7.00 $29.25
Reflector Reflector 13 $27.95 $7.00 $20.95 15
(Recessed) 10 | $46.00 | $7.00 $39.00
9 $3.00 $1.70 $1.30
CFL Globe Globe 12
14 $3.00 $1.70 $1.30
5 $4.50 $2.11 $2.39
CFL Candelabra 7 $3.95 $2.11 $1.84 12
Candelabra
9 $3.65 $2.11 $1.54
. Three-Way 12.22.33 | $7.45 $3.67 $3.78 6
CFL S | .
pira Dimmable 23 $6.75 | $4.40 $2.35 6
CFL ALine 14 $3.35 $1.94 $1.41 15
(Capsule) 18 $4.95 $1.94 $3.01
LED .
(Capsule) A Line 11 $15.95 $7.00 $8.95
. . 13 $1.80 $0.00 $1.80 N/A
CFL S | Standard S I
pira andard spira 20 $1.85 | $0.00 $1.85 N/A

As shown in the table above, incentive levels are specific to each bulb type and wattage, so final
purchase prices for the customer can vary for bulbs within the same product family. For instance,
CFL reflectors have a common incentive amount of $2.52 per bulb, yet the bulbs’ base item costs
range from $3 each for a 12 Watt reflector to $6.75 for a 23 Watt reflector. As a result, after the
incentive is applied, these bulbs will cost customers $0.48 for a 12 Watt and $4.23 for a 23 Watt,
respectively.

Incentive levels were determined by assessing specialty bulb prices in the retail marketplace and
then considering the full range of costs to customers who make online purchases from the Duke
Energy Savings Store, including product cost, any applicable sales tax, plus shipping expenses.
These retail factors were weighed against program budget, wholesale costs and discounts
obtained by EFI, and other factors such as retaining the ability for Duke Energy to offer its
customers extra incentives to purchase larger quantities of bulbs or to reduce shipping costs.

When setting bulb incentive levels, Duke Energy also considered other issues such as the
differences between shopping online and in stores. For example, in-store shopping allows
customers to examine and compare physical products; it encourages impulse buying through
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product placements at registers and end caps; and it provides the opportunity for same day
purchase and installation. But in retail stores product information is often scarce. So customers
must depend on the knowledge of sales associates or do their research in advance. Online
shopping allows customers to shop when it is convenient for them, including when stores are not
typically open for business; it delivers products by mail directly to the home, and it can offer
customers a variety of educational and product information in advance of their making the
purchase decision. Because these non-financial attributes can have an influence on sales, Duke
Energy factored them into its overall pricing calculus in order to ensure that the Duke Energy
Savings Store fit appropriately in its e-commerce niche.

Operational Roles

Program operational roles are assigned as follows: Duke Energy provides overall program
oversight and quality assurance, marketing, and customer authentication. EFI provides the e-
commerce platform for the Duke Energy Savings store, including the online storefront, shopping
cart, and secure credit card processing. EFI also manages purchase limits for each account, bulb
inventory, fulfills orders, arranges shipping (through the U.S. Post Office and United Parcel
Service), handles customer service, and deals with returns and warranty replacements. These
roles are discussed in more detail under the relevant sections below.

Program Marketing

Duke Energy promotes awareness of its Specialty Bulb program through a combination of
general and targeted marketing efforts. General marketing efforts began with program webpages
and links on the Duke Energy website, bill inserts, and a press release to coincide with the public
launch of the program. Electronic marketing began with pop-up messaging appearing on the
Duke Energy My Account Online System (OLS) that encouraged customers to click through to
visit the new store. These efforts were followed by a direct mail campaign that targeted three
subsets of Duke Energy customers: 1) those who had previously purchased CFLs at retailers
using Duke Energy’s discount coupons, 2) those who had ordered free CFLs; and 3) OLS
account users, since they are known to be savvy web users. An email campaign followed the
direct mail campaign. Initially these efforts were rolled out in sequence in the months following
the program launch to give Duke Energy and EFI time to fine tune the systems for customer
authentication and data transfer (see Customer Authentication below). Then in the fall of 2013
the program team stepped up its efforts with a combined campaign that incorporated all of the
above-mentioned elements in the same month, as well as mentions on the Duke Energy online
employee portal to promote greater awareness of the program within the company. No paid
advertising was used during 2013, but it was planned for 2014.

As the Duke Energy Product Manager explained, “Marketing the free CFL program was fairly
straightforward since ‘free’ is a no-brainer motivational tool for a lot of people. But now we’re
asking customers to actually pay for a portion of the bulbs.” This presents more of a challenge in
terms of refining the program’s offer (including which bulbs get promoted in the marketing
materials and the level of discounts for bulbs and shipping) and the creative (which messages
resonate best with different customer groups). For this reason, Duke Energy experimented with
different marketing pieces. Some pieces feature selected bulbs, while other show the entire
product line in the Savings Store. Still others have experimented with different discount offers to
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reduce the cost of shipping. Figure 1 below provides a sample excerpt from an email promotion.
Other marketing samples can be found in Appendix E: Marketing Examples.

There may be some good reasons for trekking
across a big-box store to do your shopping, but
buying energy-efficient bulbs isn't one of them.

Start saving now

Now you can get the light bulbs you need —
ENERGY STAR® qualified, long-lasting
and affordable — at the Duke Energy
Savings Store.

$5 flat rate shippingon
all orders through Oct. 31st

You'll find a range of CFL bulbs as well as D

even more efficient LED bulbs that last 25,000 ‘

hours — that's about three years! With these \ | )
name-brand bulbs at prices up to 92 percent — e

lower than retail, buying from the Savings E-;,; g tg
Store is a great way to conserve your budget.
And your sanity.

» FEATURED DEAL:
This 11-watt, long-life Philips®
LED Capsule, now only $8.95
typical retail cost: $19.99 per bulb

Visit the Duke Energy Savings Store

Learn more

Save up to 92% off a wide variety of energy-saving light bulbs!

Figure 1. Sample Excerpt from Email Promotion

The utility also employs an array of tools and techniques to track and improve the effectiveness
of its marketing efforts: Mailing lists are compared against authentication records to determine
which customers responded to direct mail campaigns. Separate and campaign-specific URLS are
used for bill inserts, while click-through rates are tracked for email messages and OLS pop-up
intercepts are tracked with weekly reports designed to capture response rates. Duke Energy’s
Google Analytics account is used to track web traffic on the public website, as well as follow
through traffic to the EFI Duke Energy store landing page. EFI’s Google Analytics and other e-
commerce measurement systems track customer activities on the Savings Store itself.

To further enhance the program’s marketing, the many digital data points collected from the
various tracking systems are subsequently fed into propensity modeling tools from Duke
Energy’s Market Analytics group. These modules crunch external data such as Experian and
PRIZM segmentation data and then combine it with Duke Energy program participation records
to identify the common attributes shared by customers who have responded to previous
efficiency offers. The most significant characteristics are then fed back into the models so that
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millions of Duke Energy customers can be sifted for those who are most likely to respond to the
program’s next marketing effort.

While not falling specifically within the 2013 timeframe of the evaluation, it is worth noting that
in early 2014 Duke Energy also refined its marketing with an A/B Split Test of 400 direct mail
pieces, with 200 customers receiving an offer for $5 flat rate shipping and equal number of
recipients seeing an offer for free shipping on orders over $25. Once respondents get to the
online store, customers from both groups can participate in either offer, but the test was designed
to better determine the most cost-effective ways to encourage visits and subsequent purchases.
This split testing is mentioned because planning for it began in 2013.

TecMarket Works considers techniques such as sequential and combined marketing campaigns,
the use of unique URLS, customer-specific response tracking, propensity modeling, and split
testing to constitute best practices in program marketing.

Customer Authentication

Numerous utilities employ online stores to sell their customers discounted light bulbs. The most
common methods they use to confirm that online store visitors actually live within a utility’s
service territory are to either validate by checking the customer’s residential address zip codes or
for the vendor to compare account numbers entered by the website visitor with account numbers
provided by the utility. While these methods suffice, neither method provides the online store
vendor with up-to-date records regarding previous customer participation in energy efficiency
programs. Duke Energy already possessed a more sophisticated system than this, and the utility
wanted to use it for this program.

Duke Energy’s previously established CFL distribution systems enable the utility to identify
customers at the household level and track their participation down to the demand side
management program that was responsible for providing a specific number of CFLs. “We
wanted a vendor who would allow us to use our existing systems to authenticate customers
before they accessed the vendor’s e-commerce platform. That way we could confirm eligibility
and track customer participation at the individual account level ourselves, and then redirect the
customers to the vendor’s online store to make their purchases,” explained the Duke Energy
Product Manager. With a data push from Duke Energy’s computer system to the vendor’s
website, the vendor would have all the customer information needed to confirm eligibility for
making purchases, as well as confirming the customer’s account status as a residential customer
of North Carolina or South Carolina (as opposed to being an eligible business customer who can
buy discounted bulbs via a separate energy efficiency program for commercial customers),
receive.

This concept necessitated significant planning and technical adaption on the parts of Duke
Energy and EFI. In the end, the complete process—from initially building the online website to
finally testing that all data exchange procedures were working correctly—took the better part of
a year before the Savings Store was ready to launch. However, once the system was ready,
customers could access Duke Energy’s authentication systems to verify their eligibility. Then the
utility’s computer systems would push the relevant customer data to EFI so that the vendor
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would have the customer’s account information, including real-time eligibility for incentive
discounts on light bulbs.

Because each state service territory is served by its own online storefront, one part of the
authentication process also ensures that customers are automatically directed to their state-
appropriate Store. As of the time of this evaluation, the North Carolina and South Carolina state
websites appear to be identical, but by maintaining different online storefronts the system can
readily accommodate state-specific changes as necessary.

Login Process

There are two ways to access the Duke Energy Savings Store: via the webpage for the program
on the Duke Energy public website at http://www.duke-energy.com/residential-savings-store/ or
via a link from within Duke Energy’s OLS. If customers enter via the public website they must
first enter either their account number or the phone number associated with the account (Figure
2). They must also enter the last four digits of the social security number associated with the
account. If customers access the Savings Store via the OLS they will have been through the
authentication and thus they can go directly to the Savings Store.

Check Eligibility for Free & Discounted Energy Products

n Select one of the following methods to verify your account: *
Phone Number

@ Account Mumber

Last 4 digits of the account holder’s Federal Tax ID or Social
Security Number *

Figure 2. Login Screen for Authentication

By design, customers cannot access the Duke Energy Savings Store without first going through
Duke Energy’s authentication process. If someone tries to visit the site directly whether that’s via
a bookmark/favorite or via a link from another website, their web browser will display an error
message that points them back to the public webpage for the program for verification.

After authentication, customers are shown a Bulb Order pop-up screen that displays the number
of free CFLs that they have requested and allows the customer to obtain more free CFLs if they
are still eligible. It also displays a section showing their eligibility to shop for discounted
specialty bulbs (Figure 3). Clicking the “Shop Now” button on the Bulb Order pop-up screen
automatically redirects customers to the Duke Energy Saving Store website, which is hosted by
EFI.
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Our records indicate you have ordered your free CFLS.

Thank you for participating in our energy efficiency programs.

Item/Qty Reason/Status Account Mailing Address

& CFLs Requested Requested Date: 04-27-2012 ~ GEEEEESNNN &8 22ND AVE NE ol
Shipped Date: 04-30-2013
FEDEX® Tracking

6 CFLs Requested Requested Date: 04-27-2013 AN PR 00ND AVE NE il
Shipped Date: 04-30-2013
FEDEX® Tracking

3 CFLs Requested Requested Date: 04-27-2013 ~ GESNENES @22ND AVE NE gD

Shipped Date: 04-30-2013
FEDEX® Tracking

You are eligible to shop for discounted light bulbs and other products.

Account Reason/Status Type Physical State Zip
Address

TR Eligible Residential  @m® NC 28601 m
22ND

AVE NE
T

Figure 3. Bulb Count and Eligibility Screen

Prior to August of 2013 the login process involved an additional step after customers clicked the
“Shop Now” button. Originally they were redirected to the pop-up screen that displayed their
customer profile information, as well as the terms and conditions for website use. Customers
were required to read the page and click the submit button before being transferred to the
Savings Store.

«lf~ DUKE Savings Store

e’ ENERGY. \Bfl

Figure 4. Customer Profile Page
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As the site went live and visitor traffic built up, it became apparent that customers were having
difficulty moving beyond the profile page to the EFI store due to technical data handing issues.
As a result, visitors received an error message indicating “token already in use.” This error
caused confusion and at least temporarily hindered thousands of people from reaching the
Savings Store. The problem was diagnosed and ultimately resolved, not by merely fixing the
technical glitch, but rather by eliminating the entire step in the login process. Instead the profile
page was removed and the T&Cs were moved to the end of the shopping cart buying process.
This move also addressed customer objections to the need to review and agree to terms and
conditions before they knew what the program was offering. TecMarket Works commends Duke
Energy on this decision since it eliminated a barrier to entry for customers, allowing more people
to browse the Savings Store and ensuring that only those people who intended to make a
purchase needed to review their address on file and agree to the terms and conditions.

Duke Energy Savings Store Website

Once the authentication process has been completed visitors are automatically redirected from
the authentication pop-up windows to the Duke Energy Savings Store home page. The primary
elements of Savings Store website are all reviewed in this section, including navigation,
customer education, products, and the shopping process. Numerous screen capture images from
the website are shown in this section of the evaluation. Additional images can be seen in
Appendix F: Website Screen Images.

Website Navigation

The Savings Store home page is arranged in a traditional grid layout with a large central column
surrounded by smaller left and right columns to the sides and a footer below (Figure 5). In the
central space a 50-second welcome video automatically launches when the page is first loaded.
The video shows an actress who orients the visitor to the site’s shopping assistance tools and
other helpful resources. She also mentions current special promotions, such as discounts on
shipping. The left hand column of the home page is devoted to website navigation. The bottom
of the page consists of a series of three boxes: a promotion for discounted shipping, featured
bulbs for sale, and an energy efficiency savings calculator. The right hand column also contains
three boxes: 1) the Help Resources tool references in the welcome video; 2) a separate
lighthearted video that shows CFLs installing themselves around the house; and 3) a box
showing the most popular bulb sold at the Savings Store. As visitors move beyond the home
page and further into the Savings Store, the right hand column also displays products in the
shopping cart and an itemized order history.
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SEARCH

Advanced Search

BRANDS

ITEMS
Candelabra
Capsules
Globes
Reflectors
Spirals
Additional Ttems

SUPPORT

FAQSs

Shipping & Returns
Privacy Motice
Contact Us
Package Tracking

() McAfee SECURE
TESTED DAILY 26-FEB

withouLnotice.

ENERGY.

Q

Please Select... -

Wednesday 26 February, 2014

Savings Store

energy-saving discounts for Duke Energy residential customers

The cycle of savings starts here —

with up to 92% off retail prices.

[ Candelabra | ‘

This Philips LED capsule:
Now only -

Free shipping on all orders
of $25 or more
“offer ends March 31, 2014

Buy this bulb

Products offered have been selected through a competitive bidding process and are
subject to change at Duke Energy’s discretion. Prices are also subject to change

- Wt o )

These energy-saving oﬁers are available to Duke Energy customers in North Carolina.

order questions/support:
rhck or call for a55|stan(e
phone: 866.849.9704

aefi

NEED HELP?

Bulb Types
What's the
right bulb for

me? *
[ ]

» More Resources

Most Popular
.

TCP G25 Globe
5300
$1.30

Find out now

@ Energy Federation Incorporated

Energy Federation (EFI}
Southborough, Massachusetts
B866.849.9704
customerservice@efi.org

QGREEN )
Certified Site

Figure 5. Duke Energy Savings Store Home Page

As a result of the well-considered layout and the various tools provided, website navigation is
straightforward and self-explanatory. The left side navigation column remains constant for
virtually all pages on the site. It provides visitors with a useful set to tools for finding what they
are looking for, including: a search feature; a pull down menu listing bulb manufacturers; a list
of quick access links for bulb types; and a separate set of links for support features, such as
FAQs, shipping and returns, privacy notice, contact us, and package tracking. Throughout the
website, in-text links are colored blue, and they display an underline when visitors mouse over

them.
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In addition to these standard navigational elements, a thin horizontal navigation strip at the top of
each page displays breadcrumbs to indicate where the visitor is within the website. For instance,
when a visitor is looking at a MaxLite A21 bulb the breadcrumbs show the following: Home »
Capsules » CFL Capsules » MaxLite A21. The navigation strip also permanently displays links
for: Logoff | My Account | Cart | Checkout, making these features readily accessible at all times.
TecMarket Works considers the addition of this navigation strip to be a best practice for utility
web design.

Website Search Function

The Savings Store offers two levels of search functionality: basic and advanced (Figure 6). The
basic feature searches for key words entered. The advanced search function allows visitors to
refine their searches by bulb category (candelabra, capsule, etc.), manufacturer, price, and date.
When we tested both the basic and advanced search functions the results were mixed. Some
keyword searches yielded results consistent with the website inventory, while others did not.
Specific findings are shown in the list below Figure 6.

SEARCH RO
Q Advanced Search /O CH

Adwanced Search

BRANDS

Please Select... -

ITEMS

Candelabra
Capsules

Globes -
- rz o
Reflectors Search Help [7] 0 SEnHCH-

Spirals

D Search In Item Descriptions

Additicnal Items

Categories: All Categories -
SUPPORT
Inchude Subcategories
FAQs
Shipping & Returns Manufacturers: All Manufacturers o
Privacy Motice

Contact Us
Package Tracking

Price From:

Price To:

DY McAfee SECURE

TESTEDIDAILY. 43-J0L Date From: mm/dd/yyyy
Date To: mm/dd/yyyy

Figure 6. Website Search Function

Bulb Type Search Issues
e “Spiral” showed five results, including four three-way spirals (incented and non-
incented), and one non-incented normal 13 W spiral, but it didn’t find dimmable spirals,
which are sold at the Savings Store.
e While “spiral” showed five results, “spirals” yielded zero items. Likewise “candelabra”
resulted in 12 items, but “candelabras” resulted in zero. Since customers may enter
singular or plural terms, both should terms be coded into the search function.
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e “Capsule” and “capsules” both resulted in no items found. This prominent category of
bulbs should be coded in.

o “Globe” and “globes” both showed eight items found. No issues were noted.

e “Reflector” resulted in 28 products, including both CFLs and LEDs. But when “CFL
reflector” and “LED reflector” were searched they each returned just two items
respectively. Search terms should be broadened to reveal all bulbs that fit these
descriptions.

e “Three-way” found five items, yet “3 way” resulted in seven items. Since customers may
enter either phrase, the results should be coded so that all items are found with both
terms.

e “Dimmable” resulted in 33 products found, but “dimmables” yielded none. “Dimmable
lighting” yielded 15 hits. We recommend that search coding be extended to accommodate
plurals and possible word combinations containing the bulb type name, as well as
commonly associated words such as light, lighting, bulb, bulbs, and light bulb, and
alternative spellings such as lightbulb.

Application Type Search Issues

e “Ceiling” yielded six candelabra products, but failed to list other bulb types such as
spirals and capsules which may also be used in ceiling fixtures.

e “Table lamp” found 87 products, but “floor lamp,” “pendant,” “mounted ceiling,” and
“vanity” resulted in no bulbs, despite the fact that these words are prominently mentioned
alongside table lamps as application types.

e “Recessed” and “recessed light” yielded 28 items, but “recessed lighting” found only 22.

e “Sconce” and “wall sconce” both found six items.

e “Track,” “track light,” and “track lighting” all yielded 14 results.

At the time of this evaluation TecMarket Works considers the Savings Store’s search
functionality to be in need of the changes noted above, as well as other improvements along the
lines of the examples provided. However, we do note that some of these search issues may be
resolved in the process of making currently planned website upgrades, since EFI indicates that
product filtering will be considerably enhanced under its pending ecommerce platform
replacement, which is scheduled for autumn of 2014.

Customer Education and Shopping Assistance

Perhaps one of the most distinguishing features of the Duke Energy Savings Store is its set of
resources for providing visitors with shopping assistance. Duke Energy considers customer
education to be a significant mission of the Savings Store. “One of the big advantages of buying
from a retail store is that people can take their old bulb in with them and compare to the ones on
the shelf so they get the right replacement. But that means they’re likely to buy the same kind of
inefficient bulb they used before” said the Duke Energy Product Manager. “We wanted to build
tools that mimic looking at what’s on the store shelf, but also go beyond that so that customers
really understand their options and know they are buying the right thing. That way they will not
have to worry about returning it because it was wrong.”

November 19, 2014 29 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Management Interviews

Pop-Up Shopping Guides

To this end, Duke Energy hired a third-party firm, Capstrat, to help develop a series of online
resource modules to help with customer education. Those educational resources are clustered in
the upper right hand column of the website where an array of links lead to informative pop-up
boxes designed to assist customers in identifying the kinds of bulbs they need by application
(track lighting, recessed lights, table and floor lamps, pendant lights, wall sconces, mounted
ceiling lights, and vanity light), and by bulb type (reflector, globe, candelabra, spiral, capsule).
Each pop-up tab provides a brief text description, accompanying photograph, and quick access
links to enable customers to shop for that type of bulb. Other pop-up boxes explain the benefits
of energy efficient lighting and discuss how to recycle the bulbs safely. The resource modules
also contain a section that clarifies the difference between watts and lumens. This includes a text
explanation, an online video called Energy 101: Lumens made by the U.S. Department of
Energy, and a comparison/conversion chart so customers can look up the old incandescent bulbs
they are familiar with and find CFLs with similar lumen levels.

Savings Calculator

Another educational feature on the site is an interactive savings calculator that allows customers
to see how much money and carbon they will save by replacing their old bulbs with more
efficient CFLs (Figure 7). A drop down menu enables the user to select the approximate square
footage of their home. Then the number of bulbs of each type can be entered into the calculator.
With each change the calculator displays the amount of money to be saved on the purchase, as
well as the total financial savings on the customer’s Duke Energy electric bill over the course of
a year. Calculations are based upon bulb type, average hours of use, presumed wattage of the old
bulbs, and the Duke Energy rate factor for that state. The calculator also shows the total number
of pounds of carbon saved per year and the equivalent of how many trees would have to be
planted in order to offset that same amount of carbon. Although the calculator shows these
savings in aggregate, it is possible to enter one bulb at time to see the individual savings per
bulb.
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Savings Calculator

WHAT SIZE IS YOUR
HOME?
How much . How
1,001-1,500 sq. ft. home A =
money can I sustainable

The average home between 1,001

= and 1,500 sq. ft. has .
save.: approximately: can I be =

Buying from the Duke Energy Store? By replacing bulbs with CFLs?

$110 -3 ¥.2,729

on this purchase (on average) + fewer Ibs. of carbon produced / year

On my Duke Energy e That's equal to the amount of CO,
electric bill? =

$144,,

ofiset by planting:

Total bulbs:

About this featurep

Figure 7. Savings Calculator

According to the “About this feature” link on the calculator, its programming uses inputs and
assumptions from the 2010 U.S. Lighting Market Characterization report released by the U.S.
Department of Energy; ENERGY STAR reports on lifetime savings in electricity costs of CFLs
and savings in_pounds of carbon dioxide per average CFL bulb; as well as the Environmental
Protection Agency (EPA) Greenhouse Gas Equivalencies Calculator.

A similar looking savings calculator is shown on the program’s public web page on the
residential Duke Energy website. However, that version of the calculator does not have the
interactive features that are available on the Savings Store version. Instead it displays pre-
programmed bulb counts and their associated savings as a single fixed example. While
interactive functionality may not be necessary on the public website, TecMarket Works suggests
that Duke Energy investigate the feasibility of upgrading the public calculator since its
interactive functionality would encourage more customers to see how much they can save before
making the effort to log on to the Store.

TecMarket Works considers this interactive calculator to be a worthy feature at the Duke Energy
Savings Store because the meaningful information provided by the calculator helps to shift
customer buying decisions from a short-term focus on the immediate financial savings at the
time of purchase to the broader considerations of the overall value obtained during the lifetime of
bulb use. This additional context demonstrates one of the key benefits of online shopping given
that retailers are unlikely to reproduce this feature in retail stores.
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Frequently Asked Questions

Answers to frequently asked questions can be found via the FAQ link on the left hand navigation
column. Common questions and answers cover a wide range of topics including: why Duke
Energy is providing energy saving products, incentive limits, shipping options and delivery
times, payment and warranty information, and who and how to call for further assistance. Rather
than being displayed as a traditional HTML webpage, the FAQs are shown as an online PDF so
that they can be readily downloaded to the visitor’s computer or mobile device.

Summary

While all of the above mentioned information, pop-up shopping guides, video, savings
calculator, and FAQs can all be rightly called customer education tools, none appear to be
presented as separate education components. Rather they are all well-integrated website elements
to help Duke Energy’s customers to make better purchasing decisions and have a more complete
user experience. TecMarket Works commends Duke Energy for its exemplary efforts in creating
a user-friendly online shopping experience.

Product Display and Pricing

As discussed above, customers can access individual product pages in a variety of ways,
including direct search-term entry, search by brand, and navigation by following links for bulb
types. This last method guides customers through a sequence of web pages that begin with
photographs showing one or more common uses for a bulb type, such as floor and table lamps,
and a paragraph-long description of the overall bulb category. For example, capsule bulbs are
described as follows:

These bulbs, which are also known as "A" lamps, most closely resemble
traditional incandescents although capsules are slightly larger in size. These
encapsulated style light bulbs are especially suitable for use in open fixtures in
which the bulb will be visible.

After this brief description, customers see a sentence telling them the purchase limits for
incented bulbs in that category. Links to CFL or LED bulb types are also shown. The next page
in the sequence displays product summaries of the bulbs within the category (Figure 8).
Summaries include an image of the bulb, bulb name and model number, wattage, lumens, bulb
life, and a price breakdown showing the discounts offered. More details are available one level
deeper by clicking on the bulb name link.
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MaxLite R40 FloodMax

Watts: 23
Lumens: 1100
Life: 10,000 hours

PRICE BREAKDOWH
Retail: 58.20

Sawvings Store: $6.73
Duke Incentive: $2.52

You Pay: 54.23

-
4,23

TCP BR20 Reflector

Watts: 14
Lumens: 643
Life: 8,000 hours

PRICE BREAKDOWWH
Retail: $6.00

Sawings Store: $3.335
Duke Incentive: 32.52
You Pay: :0.83

===
s0.82

)

y

¥y

—

TCP R20 Reflector

Watts: 14
Lumens: 453
Life: 8,000 hours

PRICE BREAKDDWWH
Retail: $6.00

Sawvings Store: 33.00
Duke Incentive: 32.52

You Pay: 50.48

S
s0.48

Figure 8. Initial Multiple Product Display

While these summary pages are adequate to the role they fill within the website, TecMarket
Works offers several suggestions that may help to improve the customer experience. We mention
these as suggestions rather than specifically as program recommendations. We do this in order to
encourage Duke Energy and EFI to review the Savings Store’s Google Analytics to assess
website traffic flow and then to experiment and test the effectiveness of our suggestions. For
instance, A/B Split Testing can be used to test each suggestion individually in order to determine
if more customers take action without or with each change. Our suggestions are summarized in
Figure 9 on page 35.

Website Links

CSS style sheets on the website denote in-text links with a subtle blue coloring. While many
online shoppers can be assumed to be generally aware that colored text indicates a link to more
information, not every site visitor may be aware of this. As a result, some percentage of online
customers may not be clicking links to get additional information. This can cause customer
confusion and lost sales. Changing link text to a more distinct color or adding underlines may
make links more prominent. Another way to help customers to realize more information is
available would be to include a “more information” button on the product summary page (see
Figure 9 for example). We suggest that Duke Energy and EFI explore which options work best
with the website platform.

Bulb Wattage and Brightness

Although the customer education section of the website does an admirable job of explaining to
customers the similarities and differences between traditional incandescent bulbs and newer
CFLs and LEDs, those comparative features are not carried over to the product display pages.
This can present challenges for customers who are accustomed to years of identifying light bulbs
based upon their incandescent wattage. As a result, when site visitors view product descriptions
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listing watts, lumens, and bulb life they must either 1) draw upon prior knowledge of product
comparisons; 2) find their way to the “About Brightness” table ( this is two clicks away if they
know where it is); or 3) continue without the extra information. This trio of poor choices can be
improved by either including a line of text citing the most similar incandescent bulb in terms of
wattage (see Figure 9 for an example), and/or by providing a link directly to the “About
Brightness” table, which is already programmed to appear as a pop-up window on top of the
existing page so customers do not lose their place on the product page. Improvements such as
these will make mental comparisons easier for the customer and may increase sales since it will
increase customer knowledge and comfort with idea of buying an “unknown” bulb online.

Bulb Pricing

In order for customers to appreciate the discount pricing that Duke Energy is providing to them,
the website shows a breakdown of various incentives applied to each bulb. Pricing begins with a
retail price that is set based on EFI market analysis. After this retail figure, price reductions are
shown in sequence, including the base EFI store price, the Duke Energy incentive amount, and
the final price. TecMarket Works considers showing customers the discounts to be a good idea
because it reminds them of the prices they would likely be paying elsewhere and it reinforces the
savings that the customer is receiving as a result of visiting the Savings Store. However, we also
note the potential for customer confusion arising from the display of so many different amounts.
The potential confusion seems possible given that the phrases “Savings Store” and “Duke
Incentive” may not be clear to some people. One way to mitigate potential confusion and to
further reinforce the amount savings being offered would be to present the math for customers so
that they see the difference between the original and final prices. See Figure 9 for an example.

Add to Cart

Currently the initial bulb summary page does not include a button to add the item to the shopping
cart. In order to actually purchase the bulb the customer must first access the detailed
information page by clicking the blue in text link associated with the bulb product name. This
step, and any associated loss in the sales funnel, could be eliminated if an “add to cart” button is
inserted below the item description as shown in the suggestion in Figure 9. TecMarket Works
offers this suggestion while recognizing that such a change would be necessarily dependent upon
a combination of web design and underlying web coding details that would still allow for
customers to purchase quantities of bulbs at multi-pack discount prices.
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TCE BR20 Reflector el ie T

W .
Watts: 14 Watts: 14
Lumens: 6435

Life: 8,000 hours

Incandescent Equivalent: 50 Watts

Lumens: 6435
Life: 2,000 hours

PRICE BREAKDOWH

Retail: £6.00 PRICE BREAKDOWWH

Sawings Store: 33.33 Bett "o

Duke Incentive: $2.52 Savings Store: $3.33

You Pay: £0.82 Duke Incentive: 52.52
You Pay: 0.83
== You Save $£5.17 off retai
£0.83
1
add to cart
Original Suggested changes are shown here
inred

Figure 9. Suggested Changes for Multiple Product Display

Once customers click beyond the product summary pages they are taken to product specific
pages that contain a description and picture of the bulb (Figure 10). Below this basic information
the visitor sees four tabs: program pricing, estimated savings, product specifications, and
installation instructions. The page defaults to the pricing tab.

Above each tabbed page is a product image of the specialty bulb (Figure 10). In some cases there
is a link directly below the picture of the bulb that reads “Click to Enlarge.” Clicking on the link
brings up a separate pop-up window with a larger image of the bulb. This feature is
inconsistently implemented throughout the website. For instance, it is available for candelabras
and capsules, but not available for spirals and reflectors. At a minimum, we recommend that the
feature be consistently implemented throughout. For extra measure, we suggest adding more
product images taken from different angles or, if possible, adding viewing software that allows
the visitor to pivot and turn the image to see different points of view. This could help increase
sales by increasing customer confidence that the new specialty bulb is similar to the old bulb
they already have.
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This TCP 23 watt Dimmable SpringLamp® is designed for general use around the home. This bulb
is a suitable replacement for a 100 watt incandescent light bulb. This lamp is dimmable down to
20%, and UL approved for enclosed fixtures. Intelligent circuit design automatically turns bulb off
at a preset position to avoid low-end flicker. End-of-life circuit design meets EURO IEC and UL
standards, shutting the bulb off automatically if it senses any lamp starting issues or end of life
conditions.

Program Pricing Estimated Sawings Product Specifications Installation Instructions

Retail: £8.30

Savings Store: £6.73
Duke Incentive: $4.40
You Pay: $£2.325

PART #+ TEM NAME AVAILABLE
TCP 23 watt
Dimmable _ 1
ek . e
R1100.7701 SpringLamp 5826
1] 1-Pack L add to cart
(incentad)

Figure 10. Individual Product Display (webpage excerpt)

Program Pricing Tab

The Pricing tab shows a product table that includes part number, bulb image, item name, price,
available, and an “Add to cart” button with a quantity box. The available column shows the
number of bulbs in stock or the date of expected availability if the item is currently out of stock.
Our suggestions for this tab are duplicative of those discussed for the price summary page.

Estimated Savings Tab

The Estimated Savings tab displays a tab that compares old technology with that of the new bulb.
This includes: electric demand in Watts, utilization (hours per day), and annual use (kwWh). For
the new bulb, the table also shows annual electricity savings (kWh), annual carbon savings
(pounds), annual dollar savings, and expected product life. Units of measure are explained in a
paragraph below the table. These comparison tables are well considered. However, they might be
even more helpful if they also included additional information such as lumens and color
temperatures, given that these bulb characteristics determine the brightness and color of the light,
which are often key criteria in customer decision making.
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Product Specifications Tab

The Product Specification tab shows manufacturer specifications for their bulbs. Because this
information is not standardized across manufacturers, the level of information provided and its
order of presentation vary considerably, as shown in Table 8. This lack of standardization makes
product comparisons difficult. Moreover, without a primer for clarification, some specification
terms listed, such as “Color Rendering: 84 CRI” and “Base Type: E26” may be confusing to
those customers who are unfamiliar with them.

Table 8. Non-Standard Product Specifications

Bulb 1 Bulb 2
e Dimensions: Width 2.4 inches (61 mm), e Light Output: 1,100 lumens (60 to 75 watt
Length 4.4 inches (112 mm) incandescent equivalent)
e Light Output: 700 lumens o Electrical Specifications: 120 volts, 60 Hz,
e Color Temperature: 2,700 degrees Kelvin 18 watts
e Color Rendering: 84 CRI e Dimensions: 2.6 inch diameter, 5.1 inch
o Rated Lifetime: 8,000 hours length
e Minimum Start Temperature: -20 degrees Color Temperature: 2,700 degrees Kelvin

Rated Life: 8,000 hours
Certifications: UL
Manufacturer Warranty: Two Year

Fahrenheit

e Maximum Operating Temperature: 160
degrees Fahrenheit

o Power Specifications: 120 volts AC, 60 Hz,
0.21A, 14w

e Base Type: E26

e Manufacturer Warranty: 1 Year

While TecMarket Works is quick to point out that these same issues apply to all companies that
sell light bulbs at wholesale or retail, we also note that the web pages on the Duke Energy
Savings Store provide the opportunity to customize information in a way that is difficult for
those who sell products on store shelves. Since Duke Energy indicates that it seeks to provide a
web-based shopping experience that is above and beyond the retail experience, we suggest that
the utility and EFI consider standardizing and explaining the product specifications for the 22
items listed for sale on the Duke Energy Savings Store.

Installation Tab
The Installation Instructions tab provides the same set of directions for every bulb.

Prior to installing this light bulb, turn power off to the socket at the switch. If it
had previously been on allow the existing light bulb to cool. Unscrew the existing
light bulb by turning counter clockwise. Install this new light bulb by turning it
clockwise until it is secure in the socket. Do not over-tighten.

While screwing in a light bulb is so basic that it is the subject of countless jokes, we commend
Duke Energy and EFI for the thoroughness with which they have considered their customers’
experiences. However, we suggest a minor improvement in order to take the opportunity to
promote the safe practice of protecting the bulbs from breakage by changing the instructions to
encourage customers to screw and unscrew the bulbs via the base of the bulb rather than grasping
the glass portion, which might break and risk injury and/or release mercury in the case of CFLs.
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Moreover, we also note that while basic screw-in installation instructions apply to virtually all
the bulbs, we found that installation directions had not been edited for bulbs that use a GU10
base such as MR16s. Because MR16 bulbs use metal pins instead of a screw in base, they are the
one type of bulb sold at the Savings Store that customers may be unsure how to install. We
recommend a minor edit to the instructions for any bulbs lacking a screw in base in order to
explain any differences.

New Feature Suggestions

Current website functionality allows visitors to simultaneously view bulbs of the same type, such
as two different models of CFL capsules. This enables them to compare summary information
including watts, lumens, bulb life, and price. But visitors cannot compare bulbs of different
types, such as CFL vs LED capsules. This limitation requires visitors to click back and forth and
thus hinders their ability to compare different technologies. Furthermore, the current website
functionality also does not allow for detailed comparisons between bulbs, such as simultaneously
viewing estimated savings and product specifications. TecMarket Works considers these
functional limitations to be high priority improvements in order to enhance the customer
experience. Duke Energy and EFI have already indicated that they agree with this assessment
and report that they are in the process of making system upgrades that will enable these features
by the fall of 2014.

One important website visitor challenge that did not yet appear to be planned is the ability for
customers to compare their old bulbs with the new bulbs sold on the website. As mentioned
earlier in this evaluation, one of the advantages of retail sales is that customers can bring their
old bulbs into the store and look through the items on store shelves until they find a match for the
bulb’s shape and base. This visual confirmation generates confidence in the purchase. While
making physical comparisons is impossible through a website, providing a collection of
photographs or drawings to help identify old bulbs would be fairly easy. An excellent example
with images of bulb shapes and base-types can be found on the light bulb buyers guide page of
Amazon.com.® Furthermore, clicking on the image or shape for the old bulb could bring up a list
of possible replacements. TecMarket Works offers this suggestion as an additional way to
address Duke Energy’s mission to encourage as many of its customers to swap out old bulbs as
possible.

On a related note, we also offer the following suggestions. As discussed above, those customers
who are new to CFLs and LEDs tend to associate the brightness of light bulbs based upon on
their wattage. This lack of familiarity with lumens and light colors makes it challenging for them
to find suitable replacements for their older technologies, and thus may be inhibiting purchase
behaviors. For this reason, we suggest that Duke Energy consider adding a Brightness
Comparison tab to its list of other product tabs. This tab could display light bulb fact boxes
developed by Energy Star, as well as the lumen to watts comparison graphic shown in the

*http://www.amazon.com/gp/feature.html/ref=amb_link_356841462_1?ie=UTF8&docld=1002234061&pf rd_m=A
TVPDKIKXODER&pf_rd_s=product-
alert&pf rd_r=1XK8CAY99IMATXE02YDH5&pf rd t=201&pf rd_p=1740479022&pf rd_i=BO02NH5TTA
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Lumens 101 video or a bar chart similar to that on Amazon.com.* Examples are shown in Figure
11.

Lighting Facts perBulb

-
Brightness 800 lumens

qhu". ess)
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Figure 11. Light Bulb Facts

Lighting appearance is another area where many customers may require assistance. For this
reason it may also be helpful to provide an information resources tab with explanations and
visual images to educate customers about how light temperatures affect light color and influence
mood. The Energy Star website provides a ready example at
http://www.energystar.gov/index.cfm?c=cfls.pr_cfls_color. TecMarket Works considers this

*http://www.amazon.com/gp/feature.html/ref=amb_link_356841462_1?ie=UTF8&docld=1002234061&pf rd_m=A
TVPDKIKXODER&pT_rd_s=product-
alert&pf rd_r=1XK8CAY99IMATXEO2YDH5&pf rd t=201&pf rd_p=1740479022&pf rd_i=BO02NH5TTA
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particular suggestion to be of lesser importance given the limited number of bulb types offered
through the Savings Store.

Shopping Cart and Purchase Process

Shopping Cart Functionality

The Duke Energy Savings Store’s shopping cart functionality meets the conventional standards
for e-commerce. Product descriptions include a field for entering item quantity and an “Add to
Cart” button. The cart can be accessed at any time via the navigation ribbon along the top of the
page. The cart displays part numbers, item descriptions and prices (Figure 12). If an item is out
of stock, then an expected-available date is prominently displayed in red text. Items in the cart
can be easily removed and quantities can be edited. Subtotals can be updated with a click of a
button.

What's In My Cart? %

Remove  Qty. Part # Itemi(s) Total
M i R1100.5271  MaxLite 18w MiniBulb A21 1-Pack (incented) 52.01
| 3 R1100.0173 TCP 7w LED GU10 MR1E {incented) {Awvailable: May-22-14) 526.85
. 1100.784_2  TCP 14w G25 Globe 2-Pack 511.90

Sub-Total: 541.76

Any item marked '[Available: "Date")' is presently unavailable, but is expected to be available again by the
date noted. If you choose to leave this item in your cart, you will be notified if there are further delays or
changes to its status

printable view

Figure 12. Shopping Cart

Visitors can print a record of items in their carts and save the cart contents so that their bulb
selections will be available the next time they visit the site (Figure 13). While the save function
is helpful, there is no link for the feature shown within the cart itself as there is for printing.
Instead the save feature is displayed in the right-hand column of the website below the
permanently displayed Resources and CFL video boxes, which means that on small screens it
may not be noticeable since it will appear below the fold. This less than prominent placement
makes the save feature less likely to be used. Because this feature is already available and useful
for customers, TecMarket Works suggests that if feasible Duke Energy add a “Save Cart” button
to the list of buttons displayed in the cart, or otherwise move the display box to make the
function more obvious for site visitors.

Special website functionality also allows customers to use more than one shopping cart at a time
(Figure 13). While this feature was primarily designed to aid business customers who may have
multiple departments making purchases, the feature is available to residential customers as well.
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3-20-2014

LOAD CART

DELETE CART
Testing 1

LOAD CART

DELETE CART
New Saved Cart:

Testing 2
Save

Figure 13. Saved Shopping Carts

Exceeding Incentive Limits and Buying Non-Incented Bulbs

The Duke Energy Savings Store permits customers to order more bulbs than are allowed by the
incentive limits, but doing so triggers a message at the bottom of their shopping cart. A
representative message is shown below:

The purchase limit for incented CFL capsules is 15 per account. Please adjust the
quantity in your cart to proceed. Note that you may still order more of these
products beyond the limit through the non-incented portion of this online store.
Click here to purchase additional products without purchase limits.

Customers cannot move further into the checkout process unless the quantity of bulbs is reduced
to within limits. This must be done manually by deleting the original quantity and entering a
lower number. Having done this, customers can click the link which redirects them to a different
section of the website that stocks identical bulbs at higher costs since they are priced without the
incentive amounts offered by Duke Energy. This approach makes it possible for customers to
order as many bulbs as they want without exceeding Duke Energy’s preset incentive limits. Duke
Energy tracks these non-incented bulb purchases separately.

The Savings Store’s non-incented bulb inventory can be accessed directly via the Additional
Items link in the left side navigation list or via the website search function. While these
additional methods of accessing non-incented bulbs are admirable from an ease of navigation
point of view, TecMarket Works found them to be potentially problematic from a customer
savings perspective, since visitors can mistakenly purchase non-incented bulbs when they are
eligible to receive the incentive discount.

As shown in Figure 14 below, the first few items consistently shown in the search results are the
non-incented bulbs. Incented items lower down on the list are shown at a lower price. As
presented, the search results require visitors to first notice that the same bulbs are offered at two
different prices and then to select the lower price option. Unless visitors do so, they will end up
purchasing non-incented bulbs when they are eligible for incented bulbs. In addition to causing a
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potential customer equity problem, this may also lead to lower customer satisfaction when
customers discover their error.
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Figure 14. Website Search Results

Presenting the incented bulbs first would be a simple improvement to help reduce the likelihood
of these potential problems. Other potential improvements include not showing non-incented
bulbs in the search results, or only allowing customers to see non-incented bulbs if they have
reached their incentive limits. TecMarket Works recognizes that any such improvements may
require significant programming changes. So rather than prescribing a specific solution we
encourage Duke Energy and EFI to take necessary steps to make it explicit to website visitors
that the same bulbs can be purchased at a lower price.

The Checkout Process

The checkout process occurs across four separate webpages. The first page provides customers
the opportunity to enter a shipping address and select a delivery method. The second page
collects credit card payment information and requires customers to accept the terms and
conditions of the program, including that the bulbs cannot be resold and that they must be
installed on a property associated with the Duke Energy account. The third page offers a final
chance to confirm the order. The fourth page indicates the customer has successfully completed
the transaction. TecMarket Works considers the addition of a confirmation page to be a best
practice for web transactions, particularly for those of a financial nature.

Customers can also opt to pay by check or money order. If customers choose to pay by mail, they
must complete the checkout process and then mail payment (payable to Energy Federation)
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along with a printed copy of their order to EFI. Orders are shipped upon receipt of payment.
While this feature makes Duke Energy’s discounted bulbs available to customers who may not
possess credit cards, EFI representatives told us that very few customers availed themselves of
the option.

Inventory Management

The Duke Energy Savings Store sells approximately two dozen different kinds of specialty bulbs.
The number of bulb types has changed slightly as the program team has refined the product mix
and adjusted to changes in the marketplace. Although Duke Energy’s selection of bulb types
represents a tiny fraction of the more than 1,500 different SKU items that EFI stocks for its
various customers, the overall volume of bulbs sold each month by Duke Energy places the
utility among EFI’s largest clients. To help ensure that inventories for Duke Energy remain
intact, EFI sets aside products stocked for the utility so that they aren’t inadvertently pulled for
other clients. EFI constantly monitors its inventories, while the Duke Energy Product Manager
reviews inventory on a weekly basis.

EFI has a strong track record of maintaining inventories. However, they can run out of stock due
to: 1) forecasting mistakes when marketing response rates are higher than expected; 2)
manufacturing issues; or 3) shipping delays, such as those caused by weather. If an item is placed
on back order, the Savings Store website is updated with an anticipated available date. The date
shown is typically one week longer than the actual expected date, in order to better manage
customer expectations.

EFI has a service level agreement that at least 95% of orders each month will ship complete.
Only once, in June of 2013, did performance slip slightly below the mark. In other months
during 2013, performance for this metric has varied between 98% and 100%. If inventory issues
do happen to cause EFI to send a partial shipment, there is no charge to the customer for the
second delivery, which is sent via the same delivery method as originally selected.

Shipping and Delivery

Customer bulb purchases are typically fulfilled within two business days of the order being
received, which represents a best practice in this field. Bulb delivery dates depend upon the type
and speed of shipping selected by the customer. The program allows customers to choose
between shipping via the U.S. Post Office or United Parcel Service. Application programming
interfaces (API’s) from these shippers allow shipping costs and times to be automatically
calculated on the website based on delivery speed, zip code, and weight of the order. Discounted
shipping rates are also shown during times when Duke Energy is offering additional customer
incentives, such as $5 flat rate shipping or free shipping on orders of $25 or more.

A webpage on the Savings Store enables customers to track UPS packages using the order
number or the UPS tracking number. Packages sent via the post office aren’t trackable from the
Store website, but a phone number for the post office is provided.

During checkout customers can add new mail delivery addresses. While the majority of
customers have the same service and delivery address, Duke Energy recognized that some
customers may wish to have their bulbs delivered elsewhere, such as a place of business or a
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second home. Customers can enter delivery addresses anywhere in the United States, as well as
any overseas U.S. military installation. TecMarket Works acknowledges this gesture toward
customer convenience, but we also point out the potential to degrade energy savings by allowing
incented bulbs be shipped, and presumably installed, outside of Duke Energy’s service territory.
This has the potential to reduce the energy savings that Duke Energy can claim as a result of the
programs’ operations.

With this in mind we reviewed the 19,704 (n= 118,192 bulbs®) records of customer sales in the
Carolina System during 2013 to determine how prevalent the issue was. Of the 4,340 (n= 26,499
bulbs) sales records for South Carolina, only 45 (n= 249 bulbs) were sent out state. This
represents 0.9% of South Carolina sales. Of the 15,364 (n= 91,693 bulbs) sales records for North
Carolina, 244 (n= 1,205) were sent out state. This represents 1.3% of North Carolina sales. The
detail provided in the report did not allow us to conclusively determine if any out of state
addresses still were within Duke Energy service territories in other states. Nor was is it possible
to determine if customers chose to have bulbs shipped to an out-of-state location such as a work
address and then personally brought their purchased bulbs home to their residences within North
Carolina or South Carolina.

Call Center

EFI provides 17 customer service representatives (CSRs) who are trained to handle Duke
Energy’s program. Each state Store has its own unique phone number for residential customers,
and the EFI phone system automatically indicates where the call is originating.

According to the Duke Energy and EFI spokespeople that we interviewed, overall call center
operations have run smoothly. During 2013 the call center met all of its service level
requirements, including answering at least 70% of calls within 30 seconds. In most cases greater
than 85% were answered within that time. The average call takes three minutes.

From the point of view of customer service, the primary challenge for the program had nothing
to do with CSR performance or website functionality. Instead it revolved around the fact that at
the time of this evaluation, CSRs could not take phone orders for Duke Energy customers. The
limitation arises from the customized authentication process that requires all website visitors to
enter their residential account number or phone number and the last four digits of their social
security number into Duke Energy’s system in order to verify eligibility. This includes the CSRs.

To compensate, the CSRs must talk Duke Energy customers through the process and coach them
as they navigate the website. “Our people are very familiar with the website, but they can’t
access it themselves,” explained EFI’s call center manager. “Instead we launch a mockup of the
appropriate state website and the customer tells us what page they’re on. We click along with
them, but we’re doing it in parallel. We can’t see what they’re seeing, which can be a challenge
if the customer isn’t particularly computer savvy. Sometimes computer terminology like look for

> The official total number of program bulbs distributed in the Carolina System during 2013 is 117,057. The total of
118,192 bulbs used for this calculation comes from EFI store data, which was the only source available to identify
which orders have shipping and billing addresses in different states. The discrepancy between the EFI store data
total and the official Carolina System total is due to data-cleaning by Duke Energy; the 118,192 total was generated
by an EFI reporting tool based on raw store records.
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the “icon’ gets lost in translation. It can take a long time and those calls are frustrating for the
customer.”

The obvious solution is to permit the CSRs to take orders for Duke Energy customers, just as the
EFI CSRs do for other utility clients. The challenge is to do so in a way that works with the
authentication system. At the time of this evaluation Duke Energy and EFI had agreed on a plan
for the changes, which is as follows: After the CSR explains the authentication requirement,
customers can opt to give the CSR their account numbers and the last four digits of the social
security numbers. Then the CSR can log in on behalf of the customer and place the order. This
approach would require no technology changes and a minimum of additional training on the part
of the CSRs. The plan was expected to be implemented by August of 2014.

In addition to improving customer service, this change is also expected to help increase specialty
bulb sales. This is because until it becomes possible for EFI to take orders by telephone, the only
location where Duke Energy can publish the EFI call center phone number is on the Store
website itself. Once CSRs can take phone orders, the call center phone numbers can be included
in future marketing materials. Order volumes would then be expected to increase by the number
of customers who prefer to speak to a live person rather than navigating the website to purchase
their new bulbs.

During 2013, the program received an average of 10 calls per day. During the midst of a
marketing campaign that volume might rise to 40 calls per day. TecMarket Works considers this
to be a low call volume given the number of sales generated each week. The low call volume is
the direct result of the self-service nature of purchasing the bulbs online.

While customers can and do contact the call center directly, the call center manager indicated
that a high percentage of the calls received for the Savings Store come as transfers from Duke
Energy’s customer service call center. Regardless of whether the call originates from Duke
Energy or directly from the customer, EFI CSRs are trained to answer calls as official Duke
Energy representatives in order to facilitate consistent customer service. This same warm transfer
approach also applies in reverse. When EFI CSRs receive customer requests for their free CFLs,
which are offered through a separate efficiency program, the CSRs transfer the callers back to
Duke Energy rather than simply providing a phone number.

CSR training begins with classroom lessons and then progresses into side-by-side training with a
trainer. Initially the trainee observes as the trainer handles the calls. Then the roles reverse with
the trainer monitoring as the CSR handles the calls. On average it takes four to eight weeks
before the CSR is working independently. Training topics include operational tasks such as using
the phone system and software, soft skills such as customer service etiquette, and inventory
familiarization. Then the CSRs begin to learn about utility specific programs. In Duke Energy’s
case that specialized training includes such things as: basic guidelines for identifying the utility’s
program; incentive limits; and protocols for transferring calls back and forth with the Duke
Energy customer service call center. The training also necessarily covers how to use the
mockups to guide callers through the Duke Energy Store, and it will cover the new process for
logging in to the Savings Store as the customer in order to place orders directly once that is
implemented.
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Whereas some call centers script virtually all possible customer interactions, EFI’s approach
favors informed conversation over canned answers. “Customers get turned off when somebody is
reading off a script, so we don't use lot of that. Instead we hire people who can talk on the phone
and generate rapport,” explained EFI’s call center manager. “We aggregate all the program
information and put it in a program guide so our people can bring up a page with all the
information they need to answer questions.”

At year-end 2013, the five most commonly asked questions involved:
1. Trouble placing orders online

2. Inquiries about bulbs and applications, such as the difference between directional bulbs
versus spotlights

3. Status of orders

Replacement requests for damage products

5. Requests for free CFLs (a separate Duke Energy program)

&

All incoming calls are recorded and monitored for training and quality assurance. CSRs receive
monthly coaching with a call center supervisor, during which time they review calls, discuss
areas for improvement, and share best practices. Although Duke Energy retains the option to
review the recordings, the EFI call center manager indicated that thus far the utility had not done
SO.

Quality Assurance

Quality assurance for the program is addressed on several levels. EFI’s order assembly process
maintains redundant systems that allow it to double check every customer order for accuracy.
EFI also conducts regular inspections of all physical inventory and the vendor regularly audits its
on-floor operational processes to ensure that its fulfillment processes operate as smoothly and as
accurately as possible.

All specialty bulbs sold through the Duke Energy Savings Store are warranted by EFI for one
year. Beyond that time, the manufacturers’ warranties apply. If a bulb arrives damaged,; if it
burns out; or if it otherwise becomes defective within the first twelve months, customers can call
EFI’s call center to request a replacement. EFI provides new bulbs and covers the shipping costs
with no proof required. Broken and defective bulb replacements are noted and coded into daily
quality assurance tracking. Summary reports are provided monthly. Customers can also arrange
to return working bulbs if they do not like them or if the wrong item was ordered. These returns
and exchanges are also recorded daily and reported monthly.

According to program tracking reports, out of the 117,057 bulbs shipped to Carolina System
customers during 2013, only 62 customers reported a total of 75 broken or defective bulbs. Of
these, 52 bulbs were defective and 23 arrived broken. This represents less than one tenth of one
percent of bulbs sold.

EFI closely monitors all product QA reports for the Duke Energy program, as well as QA
reporting for its other clients. EFI adjusts its suppliers and inventory as necessary to maintain
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consistently high quality for every item it sells. For instance, in one incident a bulb supplier
announced backorder delays of three weeks due to a plant closure in Southeast Asia. In response,
EFI immediately removed the supplier’s bulbs from the website to curtail new orders; insisted on
delivery of bulbs to meet existing orders within seven days; and rapidly replaced the supplier’s
bulb item with one from a firm with a reputation for providing consistent supply. The plant
closure caused some customer orders to ship as partial completes for a few days, but it did not
cause EFI to fall below its monthly service level agreement of 95% monthly orders to be shipped
complete.

EFI and Duke Energy cited no notable issues with service level agreements regarding product
quality, shipping breakage, or returns. Nor have any quality assurances issues arisen with any
other aspect of the program.

Data Tracking and Reporting

Duke Energy and EFI take full advantage of the tracking and reporting opportunities made
possible through online metrics and customer tracking. That tracking begins with OLS intercept
reports that indicate which customers saw promotions for the Savings Store when they accessed
their accounts online. Reviewing which customers clicked through to the Store helps Duke
Energy to further refine its targeting and marketing messaging.

The team also tracks the success rate of customers who are authenticating and passing through to
the Savings Store. Once on the Store itself, EFI systems track virtually every click the customer
makes. Website traffic flow analysis reveals the most frequently followed links, the amount of
time spent on each page, and the relative popularity of webpage elements such as images, videos,
and online resources and tools.

“These analytics are great for identifying trends and patterns, but web tracking also has its
limitations,” explained EFI’s Vice President of Strategic Development, “So we’ve also created
scorecards profiling the number of products sold, average order size, the most popular items
being purchased, frequency, and other shopping details to give Duke greater richness around the
web metrics.”

These and other details are made available for Duke Energy through a suite of online tools that
can be used 24/7 to obtain daily updates for the following reports:

Customer List

Order Detail

Order Summary

Shipped Summary

Open Order

e Participation Upload

e Returns

e Replacement Returns

e Customer Cart

e Invoice Summary by Measure 1D
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e Shipping Cost

These self-service reports are supplemented with EFI’s monthly reports that summarize program
activities and measure performance against the program’s service level agreements. No
significant concerns or issues were reported in regard to the reporting tools.

Management Coordination and Communication

Team members on both sides report positive working relationships, with each side providing
experiences and insights that complement and strengthen the other firm. For instance, the
Savings Store represents Duke Energy’s first foray into the online retail arena. As such, the
utility is drawing upon EFI’s expertise in e-commerce and product distribution. In turn, Duke
Energy’s authentication and other technical requirements required a new level of sophistication
from EFI’s web programmers.

Duke Energy representatives characterized the EFI team members as “knowledgeable,”
“patient,” “flexible and accommodating.” In turn, the EFI team spoke highly of their Duke
Energy colleagues, referring to them as “understanding” and *“a pleasure to work with.”

Team members from Duke Energy and EFI meet semi-monthly to discuss marketing strategy.
They also meet monthly to reconcile accounting, review program performance, as well as to plan
improvements and changes. In addition to these regular phone conferences, the team meets in
person quarterly. These regularly scheduled meetings are supplemented by daily phone and
email exchanges as necessary to address program operations and implement any upgrades and
fixes.

No communication or relationship challenges or issues were reported by any party.

Planned Improvements and Desired Program Changes

The team responsible for Duke Energy Savings Store takes a proactive approach to program
improvements. They have a steady list of planned feature upgrades to the Savings Store, as well
as other enhancements intended to improve the customer experience and make program
management easier. The most significant change will be a complete replacement of EFI’s
ecommerce system with a new platform called Magento, which is owned (and used) by eBay.
The new platform will enable the following improvements.

Native support for mobile devices

Visitor-selectable product filtering

Visitor -selectable product comparisons by feature or specification

Dynamic presentation of associated savings information ($, kWh, etc...)

Product review/rating functionality

Customized shopping experience, allowing products to be recommended based on visitor
behavior

e Dynamic price presentation based on program rules

e Additional promotion models (e.g. buy X and automatically get Y for free)

e Support for additional shipping calculation methodologies and discount options
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e Support for additional payment methods (such as Google Wallet, PayPal)

¢ Integration with social media apps

e Embedded customer sales support

e More flexible site structure, allowing store elements to be easily repositioned and custom
designed

e Improved video functionality

e More complete integration with Google Analytics

The transition to the Magento platform was expected to be completed by the fall of 2014.

Another planned program improvement, albeit one without a scheduled date, is the development
of an automated customer survey system that sends email messages requesting feedback about
the Store, its product offerings, and any issues needing correction. The initial delivery plan for
the survey is to include a feedback request and a web link along with the order-confirmation
email that is automatically generated by EFI. This approach offers the advantage of requesting
feedback from every customer, but the timing makes it less useful for collecting customer
thoughts regarding shipping, physical products, and post-sale follow up support. For this reason,
Duke Energy was considering changing the timing or sending a separate request after product
delivery.

Other program improvements discussed by members of the team included enhanced marketing
forecasts and improved EFI reporting tools. The desire for increased accuracy of marketing
forecasts arises from a desire to ensure the EFI maintains sufficient inventory to meet demand.
EFI recognizes Duke Energy’s current ability to drive tens of thousands of customers (across its
multiple service territories) to the Savings Store within just a few days of a new marketing
campaign and the utility’s continuously refined targeting that drives up bulb sales. For this
reason, the team already coordinates and plans its marketing efforts well in advance, but they
indicate that they are still striving to improve their predictive abilities regarding the effectiveness
of marketing lists and promotional offers.

Finally, more than one member of the combined team discussed desires for enhanced EFI
reporting tools, including a dashboard for an at-a-glance overview, and new abilities to track and
report sales information in additional ways. No details or timelines for these changes were
provided.

Evaluation and Recommendations
Key Findings

e Duke Energy’s Specialty Bulb Program sells discounted specialty CFLs and LEDs to
qualifying residential customers in the Carolina System via an online store. Adoption is
encouraged through discount pricing, the convenience of online ordering and home
delivery. The online store also has lighting-associated educational elements.

o0 See section titled Description of Program on page 12.
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The program website, called the Duke Energy Savings Store, was launched in April of
2013. It can only be accessed by Duke Energy customers (verified via account number)
whose bulb purchases are individually tracked so that personal incentive limits can be
enforced.

0 See section titled Program History and Development on page 17.

The program sells three-way bulbs, dimmable bulbs, outdoor bulbs, reflectors (recessed),
candelabras, capsules (A Line), and globes in both CFL and LED varieties. CFL
reflectors and globes were the most popular bulb types, followed by CFL candelabras and
capsules.

0 See section titled Program Goals and Performance on page 17.

Between program inception on April 26, 2013 and December 31, 2013, the Duke Energy
Savings Store served 8,060 unique customers from the Carolina System, including 6,294
North Carolina customers and 1,766 South Carolina customers.

0 See section titled Program Goals and Performance on page 17.

The program sold 90,780 bulbs to North Carolina customers during 2013, which
represents 147% of goal. It sold 26, 277 bulbs in South Carolina, which represents 149%
of goal. Together Carolina System customers placed a combined total of 8,822 orders for
117,057 bulbs. This equates to an average of 15 bulbs per customer and an average of 35
orders per day.

0 See section titled Program Goals and Performance on page 17.

Duke Energy effectively combines low cost marketing vehicles such as email, website
promotions and intercepts, and direct mail with sophisticated targeting techniques to
ensure high conversion rates at low acquisition costs.

0 See section titled Program Marketing on page 21.

Overall, the website functions well and is deliberately designed for visitor usability, but it
still presents opportunities for improvement, which are detailed in this report.
0 See section titled Duke Energy Savings Store Website on page 26.

The program also has no significant issues with quality assurance. Nor does it have any
notable customer service issues or challenges.
0 See section titled Quality Assurance on page 12.

All members of the Duke Energy and EFI teams report positive working relations.
0 See section titled Management Coordination and Communication on page 48.

Evaluation

Overall Duke Energy’s Specialty Bulb program is well-designed and well-run. The Duke
Energy Savings Store website is successfully educating customers and encouraging them
to save energy by making it fast and easy to replace their old, inefficient specialty bulbs
with new, affordable energy efficient models.
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e Program participation is strong in the Carolina System. Between program inception on
April 26, 2013 and December 31, 2013, the Duke Energy Savings Store for the Carolina
System served 8,060 unique customers. According to Duke Energy’s tracking of unique
account numbers associated with bulb purchases during that time, there were 6,294 North
Carolina customers and 1,766 South Carolina customers. Program participation may
arguably be considered even higher if Energy Store website visitors who do not buy any
specialty bulbs are also considered.

e During the first eight months of program operation, Duke Energy expected to sell 61,685
specialty bulbs in North Carolina. The program actually sold 90,780 bulbs to North
Carolina customers, which represents 147% of the 2013 goal. For South Carolina the goal
was set for 17,675 bulbs, and the actually program sold 26, 277. This represents 149% of
the 2013 goal for South Carolina. Together Carolina System customers placed a
combined total of 8,822 orders for 117,057 bulbs. This equates to an average of 14.5
bulbs per customer and an average of 35 orders per day.

e Duke Energy approaches marketing for the Specialty Bulb Program in a systematic
manner that reaches out to its residential customers with free and low cost vehicles, such
as online promotions and bill inserts, while simultaneously deploying sophisticated
segmentation techniques that target those customers who are most likely to make
purchases online and take advantage of the program’s incentives. Conversion rates are
tracked step-by-step for every customer for every campaign, starting with initial
responses for each marketing vehicle, through authentication and website visits, to the
final individual items purchased at the Savings Store. This combination of low cost yet
highly sophisticated approaches helps to ensure healthy participation rates while keeping
the program’s overall customer acquisition costs down.

e The Duke Energy Savings Store website is well designed for easy visitor usability,
although the site still presents some opportunities for continued fine-tuning, as discussed
in the recommendations section below. The planned upgrade of the website’s entire e-
commerce platform in the fall of 2014 should bring significantly increased functionality.

e Interms of the variety of specialty bulbs offered by the program, the product inventory
appears to be well chosen and deliberately limited so that a wide range of bulb
applications are met with a small number of bulb types. This stocking strategy facilitates
easier decision making for customers, and it helps to simplify inventory management.
EFI demonstrates consistently strong performance with its inventory maintenance, as
well as with shipping and delivery. The program also has no significant issues with
quality assurance.

e The program has no customer service issues or challenges, except for EFI’s stated desire
to make all changes necessary to enable its CSRs to take phone orders for customers.

e Call volume for the program currently averages 10 calls per day with spikes of up to 40
calls per day during the midst of major marketing efforts. This low volume can be
attributed to strong website design and the self-service nature of online purchases.
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All parties agree that the Duke Energy and EFI teams work well together, sharing
common goals and working collaboratively to ensure the program is as effective as
possible. The combined team’s considerable start up efforts to ensure computer system
compatibility and smooth data handling are now bearing dividends in terms of a seamless
customer experience.

In summary, TecMarket Works considers this to be a robust energy efficiency program
that well serves the customers in Duke Energy’s Carolina system. Moreover, the success
of the program promises well for the potential expansion of inventory to include non-
lighting energy savings devices as well.

Recommendations
1. Continue to complete the changes necessary to enable CSR-aided phone purchases

of specialty bulbs. At the time of this evaluation only those customers who have been
verified via Duke Energy’s authentication system can make purchases at the Savings
Store. This limitation prohibits EFI’s CSRs from taking phone orders and thus reduces
the program’s potential sales by those customers who prefer to speak to a human rather
than using a computer.

We also encourage the program implementation teams at Duke Energy and EFI to
continue to work closely to refine the accuracy of their marketing forecasts in order
to help ensure that adequate stocks of specialty bulbs are available for delivery upon
receipt of customer orders.

If feasible, consider upgrading the energy savings calculator on the Duke Energy
public website at http://www.duke-energy.com/residential-savings-store so that the
public version of the calculator features the same interactive functionality as the version
installed on the Savings Store website. Doing so will enable more customers to see how
much they can save with specialty bulbs prior to requiring them to log on to the Store
itself.

Test and improve the Savings Store’s search features. Because web search
functionality yielded inconsistent results or failed to find items using key words
commonly found on the website, the Savings Store’s search features should be tested and
improved to accurately reflect store inventories using the Store’s names for bulb types
and application types. The search function should also yield accurate results when
visitors include associated terms such as lighting, bulb, and other common words and
phrases. Likewise the search feature should yield accurate results for entries with singular
and plural spelling, such as spiral and spirals.

Test the suggested website usability improvements. Although the program team plans
to update the Savings Store’s e-commerce platform by the fall of 2014, the Store’s
overall website design should be continually refined and optimized as well. With that
mind, we offer the following suggestions to help improve customer education, streamline
site visitor usability, and increase sales.
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e Changing link text to a more distinct color or adding underlines may make links more
prominent.

e Adding a “more information” button on the product summary page may help
customers to realize additional information is available.

e Customer bulb comparison with older incandescent bulbs may be eased by including
text citing the most similar incandescent bulb in terms of wattage and lumens, or by
inserting a link to the “About Brightness” table.

¢ Including an “Add to Cart” button on the initial bulb summary page will eliminate the
need for customers to make additional clicks before buying the item they want.

o Creating a Brightness comparison tab or otherwise providing additional information
such as lumens and color temperature with the other information in the Estimated
Savings tab area may facilitate easier customer decision making. Including an Energy
Star-style light bulb facts and lumen comparison chart will also be helpful to
customers. The Energy Star website® provides an example.

e Provide the consistent ability for visitors to see larger images of the bulbs they want
to buy and show the bulbs from multiple points of view. This will make it easier for
customers to assure themselves they are buying a bulb comparable to the old one they
currently have.

e Consider standardizing and explaining the currently haphazard product specifications
provided for the items listed for sale on the Duke Energy Savings Store.

e Make a minor edit to the installation instructions for MR16 bulbs and other bulb types
that do not comply with the standard “screw-in” instructions.

e Enable a feature that allows customers to select and compare CFL and LED bulbs at a
detailed level, including watts, lumens, bulb life, price, estimated savings and product
specifications.

e Showing photographs or drawings of bulb types and shapes will make it easier for
customers to compare their old bulbs with the new bulbs offered for sale on the
website. An excellent example of this approach can be found on the light bulb buyers
guide page of Amazon.com.’ Furthermore, clicking on the image or shape for the old
bulb could bring up a list of possible replacements.

e Insert a “Save Cart” button into the list of buttons displayed in the shopping cart, or
otherwise move the display box to make the save function more obvious for site
visitors.

6. TecMarket Works considers the above mentioned bullet list of ideas to be suggestions
rather than formal recommendations. We do however formally recommend that Duke
Energy and EFI use some form of systematic testing measures, such as A/B Split Testing,
to determine if more customers take action with or without the above mentioned
suggestions. For example, split testing can be measured using the Content Experiment
feature of Google Analytics, which enables simultaneous testing of multiple web pages to

® http://www.energystar.gov/index.cfm?c=cfls.pr_cfls_color
7

http://www.amazon.com/gp/feature.html/ref=amb_link 356841462 1?ie=UTF8&docld=1002234061&pf rd_m=A
TVPDKIKXODER&pT_rd_s=product-
alert&pf rd r=1XK8CAY99IMATXEO2YDH5&pf rd_t=201&pf rd_p=1740479022&pf rd_i=BO0O2NH5TTA
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see which versions of page content and designs are most effective. We recognize that
other testing techniques may be more applicable to the program’s website platform and
encourage Duke Energy and EFI to explore the most appropriate options.

Consider limiting the customer’s ability to purchase and ship specialty bulbs to
addresses located outside of Duke Energy’s service territory. While the ability to do
SO represents proactive customer service and may therefore help to increase customer
satisfaction, it also fosters the opportunity for incented bulbs to be installed in locations
where Duke Energy cannot appropriately claim savings.

Because this program involves incentives paid to customers for items sold elsewhere at
retail prices, we encourage Duke Energy to carefully watch the marketplace for
technology and pricing changes and to adjust incentive levels accordingly,
particularly as LED prices continue to drop. As retail store pricing becomes more
competitive with Savings Store pricing, the need for incentives will shift or diminish.

Finally, we suggest that Duke Energy consider the possibility of expanding the
program to promote the adoption of additional specialty bulb types, as well as smart
devices for home automation, and other efficiency measures, such as those for saving
water or tightening building envelopes.
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Participant Surveys

Awareness and Participation in the Program

All surveyed participants are aware of their participation in this program (100% of 136), and
97.8% (133 out of 136) confirmed that they purchased the same type and quantity of bulbs as
shown in program records (three customers reported purchasing a different number or type of
bulbs than program records).

A majority of surveyed program participants in the Carolina System first learned about the
Savings Store from letters and brochures they received in the mail (mentioned by 56.6% or 60
out of 106 North Carolina customers and 60.0% or 18 out of 30 South Carolina customers), as
seen in Figure 15. More than one participant in four mentioned learning about the Savings Store
from messaging at the Duke Energy website (25.5% or 27 out of 106 North Carolinians and
33.3% or 10 out of 30 South Carolinians), and roughly one participant in ten mentioned emails
from Duke Energy (13.2% or 14 out of 106 North Carolinians and 6.7% or 2 out of 30 South
Carolinians). There are no statistically significant differences between states in terms of how
they learned about the program.

How did you first learn about the Duke Energy Savings Store?
70%

60% = North Carolina (N=106)
u South Carolina (N=30)

60% -

50% -

40% -

30% -

20% -

10% -

0% -

Mailings from Duke From Duke Energy Emails from Duke Other ways Don't know
Energy website (public or Energy
OLS)

Figure 15. Source of Awareness for Duke Energy’s Savings Store (N=136)
Percentages total to more than 100% because participants could name multiple sources of
awareness.

November 19, 2014 55 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Participant Surveys

Eight surveyed customers (5.9% of 136) named “other” sources of awareness of the program,
which are listed below.

Recommendation of a friend / family / neighbor / co-worker. (N=3 North Carolina)
I called Duke Energy for information. (N=2 North Carolina)

I found the Savings Store when searching the web for dimmable light bulbs that would
work on a timer. (North Carolina)

Possibly in the newspaper. (South Carolina)
| read or saw something in the media, but | can’t remember where. (North Carolina)

Factors Motivating Participation

Participants were asked to list all of the reasons that they purchased light bulbs from the Savings
Store, including the main reason for their participation; these results are shown in Figure 16. The
most-mentioned reason overall is to save money on light bulb purchases, which is the main
reason for participation for 51.5% of customers (70 out of 136), and a secondary reason for
another 22.1% (30 out of 136). Saving money on purchases is also the only reason for
participation mentioned by a majority of surveyed customers (overall 73.5%, or 100 out of 136).
The second most-mentioned reason for buying bulbs from the Savings Store is to save energy,
mentioned by about a third of surveyed customers (overall 31.6% or 43 out of 136). Another
quarter of participants mentioned saving money on energy bills (overall 23.5% or 32 out of 136).
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What was the main reason you decided to purchase bulbs from the

a0 Savings Store? (Were there any other reasons?)

70% | u Other reasons

B Main reason

60% -

50% -

40%

30% -

20% -

Figure 16. Factors Motivating Light Bulb Purchases from the Savings Store (N=136)
“Other reason” percentages total to more than 100% because participants could name multiple
“other” reasons. ““Main reason’ percentages total to 100% because participants could only
name one ““main’ reason.

Twenty-five participants (overall 18.4% of 136) gave unique reasons for purchasing bulbs from
the Savings Store, which are listed below.

Unigue main reasons (N=9)
¢ | had some of the free CFLs from Duke, but they didn't fit my ceiling fans.

e | wanted to convert our three-way lights to CFLs.

e To get a better, brighter light for my sister.

e We are looking to go with the newest technology in our new addition.
e | was looking for various LEDs.

e These bulbs are much cooler to operate in the summer.

e You can't buy standard incandescent bulbs anymore.

e | am gradually trying to convert to the newer bulbs.

e | wanted to have spare bulbs available when my old bulbs burn out.
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Unigue other reasons (N=16)
e The Savings Store offers high-quality bulbs. (N=2)

e The website said these bulbs were of a better quality than the free bulbs.

e | wanted to try a different brand of CFLs. I've purchased CFLs from Lowe’s and they did
not last long at all.

e The availability of desired bulb types, and availability of desired lumens levels.

e The availability of the specialty bulbs that | wanted.

e | went to the Savings Store because | was having trouble finding the exact bulbs | needed.
e They had the correct bulb type and the soft light.

e The availability of efficient three-way bulbs.

e | wanted three-way CFLs at a certain wattage and the Savings Store had what | wanted.

e Duke offered bulbs | had not seen before, like the candelabras, and others that 1'd seen at
much higher prices, like the three-way CFLs.

e They have bulbs that run cooler, and that give off better light.
e We are continuing the process of changing our lighting over from the old incandescents.
e | like the curly shape of CFLs.

e | decided to buy the bulbs from the Savings Store once they offered the free or reduced
shipping.
e The shipping and handling charges were reasonable.

Two participants (overall 1.5% of 136) mentioned their experience with other energy efficiency
programs; these programs are listed below.

e The Home Energy House Call audit. (Main reason)
e Our home is Energy Star certified. (Other reason)

Participants were also asked “Why do you think that Duke Energy is providing discounted
specialty bulbs to their customers?” Table 9 shows that the top explanations given by customers
are that Duke Energy wants to save energy for economic reasons (32.4% or 44 out of 136), Duke
Energy wants to save their customers money (29.4% or 30 out of 136), and Duke Energy wants
to save energy for environmental reasons (22.1% or 30 out of 136).
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Table 9. Why Customers Think Duke Energy is Offering the Program (N=136)

Carolina | Carolina
System System
(count) | (percent)
Duke Energy wants to save energy for economic reasons 44 32.4%
Duke Energy wants to save their customers money 40 29.4%
Duke Energy wants to save energy for environmental reasons 30 22.1%
Duke Energy wants to look good / public relations 18 13.2%
Duke Energy wants to encourage their customers to save energy 15 11.0%
Duke Energy wants to avoid building new power plants 10 7.4%
The government is forcing Duke Energy to do it 10 7.4%
Duke Energy wants customers to try CFLs & LEDs / get people
7 5.1%
used to the new bulbs
Duke Energy wants to be able to better control demand / peak
> 5 3.7%
loads / avoid brownouts and outages
Unique responses, listed below 9 6.6%
| don't know why Duke Energy is doing this 16 11.8%

Percentages total to more than 100% because participants can give multiple responses.

Nine surveyed customers gave unique explanations as to why they think Duke Energy is offering
this program; these are listed below.

The government is subsidizing the cost of the bulbs.
The government gives Duke Energy money to push the green agenda.

They need to cut back on production usage to handle all the demand. This also
discourages people from setting up their own solar and wind power systems that Duke
would need to buy back.

The bulbs use less energy, so Duke can do their rate hikes and still make the same
amount of money.

Duke Energy wants to get more money from customers.
Duke Energy wants more customers.

Duke wants to increase energy efficiency awareness in order to solidify their customer
base.

Doing it this way is convenient and less expensive.
I think it's a noble cause.

Savings Store Website Information and Tools

As seen in Table 10, only about a third of surveyed customers recalled the information resources
at the Savings Store website (34.6% or 47 out of 136), and only about one in five customers
(19.1% or 26 out of 136) recalled something that stood out as useful or important to them.
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Table 10. Recalling Useful and Important Information from the Savings Store Site
(N=136)

Carolina Carolina
System System
(count) (percent)

The website provides a number of resources

designed to provide additional information, including

written explanations and videos about bulb types and

uses, brightness, and bulb recycling and safety Do

you recall any of these informational resources?

Yes, recall information resources and something specific

. 26 19.1%

stood out as useful or important

Yes, recall information resources but nothing stood out as

useful or important (including can't recall anything that 21 15.4%

stood out)

No, do not recall information resources 80 58.8%

Don't know / can't recall 9 6.6%

The 26 customers who recalled something useful or important were asked what it was; these
responses are listed below.

e The part that showed how much money | would save was important.

e | was able to see the actual bulb itself; I could see what | was going to be getting. What's
more, the layout really popped. It made you want to look more at the variety of bulbs
offered.

e | watched two of the videos and found the descriptions helpful in finding exactly what |
needed.

e | was looking at the detail and the comparisons and, from the comparison, | was able to
choose what | needed.

e The information about the LEDs offered by the Saving Store was useful.
e The video that demonstrates the functionality of dimmable LEDs was useful.

e The information about the three-way bulb was important, to see which type would last the
longest and fit in the light | wanted to put it in.

e The information about bulb dimmability was useful.
e The information about the instant on was useful.

¢ | remember reading about bulb types to see if certain bulbs could be used for both indoor
and outdoor sockets.

e They were the recommendations on where a specific bulb could or should be used. For
example, the description said that my bulbs were designed to be used for bathroom
mirrors. That's where | wanted to use them.

e The information about bulb usage is useful.
e The information about bulb usage and brightness is useful.
o | like the part that gave information about bulb brightness.

e | remember the information about light quality, in particular the brightness or lumens,
and the difference in the type of light: yellowy light versus blue light.
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e The text information and overall descriptions were useful. Also the energy savings and
information about how different qualities of light look.

e It was useful to see how you compare the old and new bulbs in terms of wattage.

e | used it for figuring out the brightness of the bulbs. I am familiar with watts from
incandescents, I'm not familiar with lumens. | had to use that reference tool to compare
watts to lumens.

e Mainly, I liked the part that told about the equivalencies between CFL and regular light
bulbs and talked about wattage and about the different types of bulbs.

e The wattage information was useful.
e The wattage and brightness information was useful.

o | recall additional specifications about the bulbs that were useful: the lumens and the
expected bulb lifespan.

e The information about proper CFL disposal. (N=4)

As seen in Table 11, only about a third of surveyed customers recalled the Energy Savings
Calculator tool at the Savings Store website (34.6% or 47 out of 136), and only about one in five
customers (19.1% or 26 out of 136) actually viewed this tool. Furthermore, only about half of
those who viewed the tool (53.8% or 14 out of 26) were aware that the tool was interactive.

Table 11. Recalling the Energy Savings Calculator Tool from the Savings Store site
(N=136)

Carolina Carolina
System System
(count) (percent)

The Duke Energy Savings Store features an Energy

Savings Calculator that you can use to calculate the

amount of money you’'ll save on bulb purchases and

on your Duke Energy bill. It also shows how much

CO2 you'll offset by using more energy efficient

bulbs. Do you recall the Energy Savings Calculator?

Yes, rec.all' calculgtor tool: viewed it, and was aware that 14 10.3%

the tool is interactive

Yes, recall calculator tool: viewed it, but was not aware 12 8.8%

that the tool is interactive '

Yes,, recall (_:alculator topl but did not view it (including 21 15.4%

can't recall if tool was viewed)

No, do not recall calculator tool 84 61.8%

Don’'t know / can't recall 5 3.7%

Number of Visits to the Savings Store and Number of Purchases

Participants were asked how they accessed the Savings Store website. As seen in Table 12,
nearly a third use a link from their Online Services (OLS) accounts (30.1% or 41 out of 136), and
about a quarter each mentioned links from the public website (24.3% or 33 out of 136) and
entering the URL directly into the browser (23.5% or 32 out of 136). About one participant in
seven (14.0% or 19 out of 136) could not recall how they accessed the Savings Store site.
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Table 12. Accessing the Savings Store Website (N=136)

Carolina Carolina

System System

(count) (percent)
Via a link in my Online Services account (OLS) 41 30.1%
Via a link on the Duke Energy public website 33 24.3%
Entered URL directly into browser 32 23.5%
Useq an online link received via email, social 10 7 4%
media, etc.
Used a web browser favorite / bookmark 3 2.2%
Used information from mailing 3 2.2%
Unique methods, listed below 3 2.2%
Don’t know / can't recall 19 14.0%

Responses total to more than 100% because respondents could give multiple responses.

Three participants (2.2% of 136) reported unique methods of ordering bulbs from the Savings
Store, which are listed below.

e I called customer service and they told me how to get to the site.?
e | don't own a computer, and did not visit the Savings Store online. I used the brochure to
figure out which bulbs I wanted and then had my girlfriend place the order online for
9
me.

e | submitted my Savings Store order via mail.*

Participants were asked how many times they visited the Savings Store website before they made
a purchase. Table 13 indicates that four out of five participants (80.1% or 109 out of 136)
purchased light bulbs on their first or second visit to the Savings Store, though 17.6% (24 out of
136) visited three or more times before purchasing.

Table 13. Number of Visits to Savings Store Before Purchasing Light Bulbs (N=136)

Carolina Carolina

System System

(count) (percent)
Made purchase during first visit to the Savings Store 60 44.1%
Made purchase during second visit 49 36.0%
Made purchase during third of fourth visit 21 15.4%
Made purchase on fifth visit or later 3 2.2%
Did not personally visit the Savings Store site 2 1.5%
Don’'t know / can't recall 1 0.7%

Participants were also asked how many times they have visited the Store in total, and how many
times they have made purchases in total.* On average, surveyed participants visited the Savings

8 At the time of this evaluation it was not possible to place orders by phone. In this case the customer is referring to
obtaining help logging on to the Savings Store site where the purchase was made.

% Since this respondent was identified as a participant according to program records, the respondent’s friend must
have used the survey respondent’s account information to log on to the Savings Store website.

10 There currently is no mail option for ordering bulbs from the Savings Store, although customers can pay by mail
by printing out the online order form and mailing it with a check.
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Store site 2.3 times apiece (with 61.0% or 83 out of 136 visiting two or more times); the median
number of visits per participant is two, and the maximum reported number of times visiting the
site is “12 to 14 times”. Most survey participants (83.8% or 114 out of 136) have only purchased
bulbs from the Savings Store one time, though 14.7% of participants (20 out of 136) report
having made more than one purchase (19 customers, or 14.0% of 136, made two purchases; one
customer, or 0.7% of 136, made three purchases). Overall, most participants (56.6% or 77 out of
136) have visited the Savings Store more times than they have made purchases from the Store,
while a minority of 38.2% (52 out of 136) have made a purchase every time they visited the
Store and the other 5.1% of participants (7 out of 136) either were not sure or did not answer all
of the questions.

Participants who visited the Savings Store website more times than they made purchases from
the site were asked for the reasons why they visited the Savings Store without making a
purchase. Table 14 shows that nearly half of these participants said they were “just checking the
prices” (45.5% or 35 out of 77), while 19.5% (15 out of 77) were “just looking to see what was
there.” About one participant in ten (10.4% or 8 out of 77) was making comparisons to other
retailers.

Table 14. Reasons for Visiting the Savings Store without Making a Purchase (N=77)

Base: 77 customers who visited the Savings Carolina Carolina
Store more times than they have made System System
purchases from the Savings Store (count) (percent)
Just checking the prices 35 45.5%
Just looking to see what was there 15 19.5%
Making comparisons with other retailers 8 10.4%
Was not ready to make a purchase 6 7.8%
Looking for specific information about bulbs 5 6.5%
Could not decide which bulbs to buy 4 5.2%
Had unanswered questions 3 3.9%
Too busy to complete order / ran out of time 2 2.6%
Unique reasons, listed below 6 7.8%
Don’t know / can't recall 3 3.9%

Responses total to more than 100% because respondents could give multiple responses.

Eight participants reported that they visited the Savings Store to make comparisons with other
retailers; these retailers are listed below.

e Lowe’s (N=5)

e Home Depot (N=3)
e Walmart (N=3)

e Target

1 The sample list of program participants was filtered to only include customers who made purchases between May
13, 2013 and December 31, 2013, and who did not make any purchases between January 1, 2014 and May 12, 2014
(the date the data was pulled for creating the sample list). However, surveyed participants may have made additional
visits to the store site in 2014 without making a purchase, and it is also possible (though unlikely) that they may
have made additional purchases from the Savings Store between the time the sample list was pulled (May 12, 2014)
and the conclusion of the participant survey (Jun 5, 2014).
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o K-Mart
e Amazon.com
This list totals to more than eight responses because customers could mention multiple retailers.

Six participants reported that they visited the Savings Store without making a purchase because
they “were not ready” to do so; their explanations as to why they were not ready at the time are
listed below.

¢ | needed to look around my house to see what I already had and what | needed.
e | hadto go around my house and see which bulbs I needed to buy.

e | had to check and see what | needed.

e | was considering the quantity I really wanted to buy.

e | wanted to discuss the bulbs with my wife before making a purchase.

e | wanted to discuss it with my husband before purchasing the bulbs.

Five participants reported that they were looking for specific information about the bulbs
available at the Store; customers’ descriptions of what they were looking for are listed below.

e | was looking for specific lumens.

e | wanted to compare energy consumption.

e | wanted to see the technical aspects of the bulbs.

e | wanted to compare their LEDs to the ones made by Cree, Inc.

e | wanted to see the information about the bulbs to make sure that they would fit my
fixtures.

Four participants reported that they visited the Savings Store without making a purchase because
they “could not decide which bulbs to buy”; their explanations as to why they could not decide at
the time are listed below.

e | was worried about which sizes would fit in the fixtures.

¢ | needed to confirm light bulb sizes to make sure that recessed lighting would not stick
out from the fixture.

e | was worried about what size globe lights I needed.
e | was trying to make sure | was correctly matching the type of bulb I needed.

Three participants reported that they visited the Savings Store without making a purchase
because they “had unanswered questions”; their descriptions of these questions are listed below.

e | purchased several bulbs from other places and | wanted to make sure that | would be
buying the proper bulb for my garage fixture. Each bulb I previously bought at Lowe’s
and Home Depot burnt out within a few days.
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| wanted to know the color of light that the bulbs emitted.

I needed bright lights that would be safe in a particular fixture and | needed more
information about that.

Six participants reported unique reasons for visiting the Savings Store without making a
purchase; these reasons are listed below.

| wanted candelabra CFLs and they did not have them, so | went back to the site over a
number of weeks in hopes that they would have the CFL candelabras available for me to
buy.

I was looking for the LEDs that | use in various outlets.

I had some problems with the website, but | don't spend a lot of time shopping online, so
it was tricky for me.

I wanted to help guide my neighbor through the log-in process.
| was probably showing my kids the site.
| ordered and received free bulbs on my first visit.*?

Ordering and Shipping Light Bulbs from the Savings Store

Table 15 shows that customers overwhelmingly used credit cards (93.4% or 127 out of 136) to
pay for their orders from the Savings Store; only three customers (2.2% of 136) reported paying
by check or money order. However, about one customer in six (16.2% or 22 out of 136) would
have preferred another method of buying their light bulbs other than ordering them online from
the Savings Store; the largest number of these customers merely stated a preference for shopping
in stores to ordering online (9.6% or 13 out of 136).

Table 15. Methods of Paying for Savings Store Purchases (N=136)

Carolina Carolina
System System
(count) (percent)
Paid for Savings Store order by credit card 127 93.4%
Paid for Savings Store order by check / money order 3 2.2%
Don't recall how Savings Store order was paid for 6 4.4%
Would have preferred another method for purchasing
bulbs:
Prefer purchasing bulbs at a local store 13 9.6%
Prefer using coupons at local stores 3 2.2%
Would prefer to order by telephone 3 2.2%
Would prefer mail order 2 1.5%
Would prefer having bulb charges added to utility bill 2 1.5%
Would not have preferred using another method 114 83.8%

Responses to preferred methods for purchasing bulbs total to more than 100% because
respondents could suggest multiple alternate methods.

12 The Savings Store does not provide free light bulbs. However, the initial online authentication process offers
customers who are eligible for free CFLs through other Duke Energy programs the opportunity to request free bulbs.
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The three customers who paid for their light bulbs by check or money order were asked how
long they waited from the day they mailed their payment to the day they received their bulbs:
one customer reported “five to seven days”, one said “two weeks or more” and the third did not
recall.

As seen in Table 16, about half of surveyed customers could not recall what method they used
for shipping (46.3% or 63 out of 136 “don’t know”). Forty-two customers said they shipped by
U.S. Post, and another six customers said they chose the “cheapest” or “standard” shipping
option; assuming these were also shipped by U.S. Post, then about twice as many customers used
this shipping method (combined 35.3% or 48 out of 136) compared to UPS (United Parcel
Service, 18.4% or 25 out of 136). Two-thirds of customers (66.9% or 91 out of 136) are aware
that there is a feature for tracking the shipping status of their orders, though only about one in
eight (13.2% or 18 out of 136) actually used the tracking feature. Customers who shipped by
UPS and U.S. Post are equally likely to have used the tracking feature (14.3% or 6 out of 42
confirmed postal customers and 16.0% or 4 out of 25 UPS customers).

Table 16. Shipping and Tracking Orders from the Savings Store (N=136)

Carolina Carolina

System System

(count) (percent)
Order shipped by U.S. Postal Service 42 30.9%
Order shipped by UPS 25 18.4%
“Whatever was cheapest” or “standard shipping” 6 4.4%
Can't recall how order was shipped 63 46.3%
Aware of order tracking feature and used it 18 13.2%
Aware of order tracking feature and did not use it 70 51.5%
Aware of order tracking feature and can't recall if used it 3 2.2%
Not aware of order tracking feature 45 33.1%

The eighteen customers who used the order tracking feature were asked how they accessed this
feature. According to Table 17, the most common method was using the package tracking links
at the Savings Store website (38.9% or 7 out of 18). Two customers (11.1% of 18) used more
than one method to track their orders (one customer used both the Savings Store site link and
their “My Account” link, and one customer used the Savings Store link and also UPS web
tracking).

Table 17. Accessing Order Tracking (N=18)

Base: 18 customers who used the order tracking Carolina Carolina
f System System
eature

(count) (percent)
Savings Store package tracking links 7 38.9%
UPS web tracking feature 3 16.7%
Through “My Account” at Duke Energy website 2 11.1%
Calling the phone number to check on post office delivery 2 11.1%
Received an automatic email update about shipping status 1 5.6%
Don’t know / can't recall 5 27.8%

Responses total to more than 100% because respondents could use multiple methods to track
their orders.
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Defective Bulbs and Return Policies

Although one in ten surveyed participants reported that they received at least one damaged or
defective bulb (9.6% or 13 out of 136), only 2.9% (4 out of 136) have actually returned light
bulbs that they ordered from the Savings Store, as seen in Table 18. Half of the customers who
returned merchandise received new light bulbs and half took a refund (2 out of 4 for each).

Table 18. Damaged and Defective Bulbs and Returning Bulbs (N=136)

Carolina | Carolina

System System

(count) (percent)
Bulbs arrived damaged or defective 13 9.6%
Bulbs became defective or burned out since installation 20 14.7%
Returned bulbs for any reason 4 2.9%
Returned bulbs and received a replacement 2 1.5%
Returned bulbs and received a refund 2 1.5%

The four customers who returned light bulbs were asked how many bulbs of what types were
returned, why they returned them, and the outcome of their returns; these responses are listed
below. These customers were also asked to rate their satisfaction with the return process on a
ten-point scale where “10” is highest, and all four customers gave their experience with returning
merchandise the highest possible “10 out of 10” rating (even though one of these customers
received replacement bulbs that don’t work in their sockets).

e The twelve candelabra bulbs did not work in the sockets in my dining room fixture and
the six outdoor reflectors were sent in a box labeled indoor reflectors, so I didn't even try
those. [Customer took refund for bulbs, and currently has incandescent bulbs installed in
these sockets.]

e | returned eight indoor reflector CFLs because | meant to order outdoor reflectors, and
one candelabra and five globe bulbs that didn't fit into the fixtures that | wanted to use
them in. [Customer took refund for bulbs, but has CFLs currently installed in these
sockets.]

e One outdoor reflector bulb arrived non-working. Duke quickly replaced the bulb with a
three-pack, which we were pleased with. [Customer received a replacement and has a
CFL currently installed in this socket.]

e The four candelabra bulbs | ordered did not work upon arrival. They were returned and
replaced, but the replacement bulbs do not work either. The fixture does not recognize
there are light bulbs in there. [Customer received replacement bulbs, but currently has
incandescent bulbs installed in these sockets.]

Customer Support

Table 19 shows that customers who need assistance are more likely to use telephone support
(8.1% or 11 out of 136) than the Contact Us feature at the Savings Store website (0.7% or 1 out
of 136).
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Table 19. Contacting Customer Support (N=18)

Carolina Carolina
System System
(count) (percent)
Duke Energy has a support telephone number for
assistance with the Savings Store website. Did you call
the phone number at any point?
Yes, called support 11 8.1%
No, did not call support 113 83.1%
Not aware of the phone number / don’t know 12 8.8%
The website also has a Contact Us feature that can be
used to email questions to the Savings Store’s support
team. Did you use the Contact Us feature?
Yes, used Contact Us feature 1 0.7%
No, did use Contact Us feature 121 89.0%
Not aware of Contact Us feature / don’t know 14 10.3%

The few customers who did use customer support gave high ratings of satisfaction: on a ten-point
scale where “10” is most satisfied, the eleven customers who used phone support gave an
average satisfaction rating of 9.45 and the one customer who used the Contact Us feature rated
their satisfaction at “10 out of 10”. Since none of these customers rated their satisfaction at “7”
or lower, none were asked for suggestions for improving these aspects of the program.

Recommending the Program

Surveyed participants were asked if they told any of their friends, neighbors or relatives about
the Savings Store, and if so to how many people they told. Three out of five participants (61.0%
or 83 out of 136) reported that they did recommend the Savings Store to others, and the range of
reported recommendations per participant ranges from one to fifty-five, with an average of 5.2
and a median of three recommendations per participant recommending the Savings Store.

Most of the people who participants told about the Savings Store are either friends (33.6% or 145
out of 431 recommendations) or family members (31.3% or 135 out of 431), followed by
neighbors (10.0% or 43 out of 431) and church congregations (12.8% or 55 out of 431, although
this includes one customer who told fifty members of their congregation about the program). As
indicated by Table 20, virtually all communications between participants and people they told
about the program were face-to-face “word of mouth” communications (97.6% or 81 out of 83).

Table 20. Methods of Telling Others about the Savings Store (N=83)

Carolina Carolina
ggjien.gSSSSctlésr;omers who told others about the System System

(count) (percent)
Word of mouth (in person) 81 97.6%
Email 2 2.4%
Facebook 1 1.2%
Twitter 0 0.0%
Web site forum 0 0.0%
Other method, listed below 1 1.2%
Don’t know / can't recall 0 0.0%

Responses total to more than 100% because respondents could give multiple responses.
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One surveyed participant mentioned a unique method of telling others about the program, listed
below.

e | brought three ladies into my home so they could see the light bulbs for themselves.

Participant Satisfaction

Participants were asked to rate various aspects of the program on a 1 to 10 scale, with “1” being
the lowest possible rating and “10” being the highest. Table 21 shows the respondents’ mean
satisfaction scores with various aspects of the program and for the Savings Store overall.

The Savings Store gets a high overall satisfaction rating from program participants, with a mean
of 9.15 on a 10-point scale. The most popular aspects of the program involve the mechanics of
online shopping: the ease of using the shopping cart function (mean rating 9.35), ease of
completing purchases (9.32), delivery time for receiving the bulbs (9.26), ease of logging on to
the website (9.23) and ease of navigating the website (9.20). The mean ratings for store return
practices, the online “Contact Us” feature and telephone support are also very high (mean ratings
9.45 up to 10.0), though these aspects of the program only applied to small numbers of
participants (most customers did not need to return merchandise or contact support and thus did
not rate these aspects of the program). These high satisfaction scores with the mechanical aspects
of online shopping indicate that EFI is doing an excellent job at providing the e-commerce
platform for Duke Energy’s Savings Store. TecMarket Works notes that these scores are higher
than most satisfaction scores seen within the energy efficiency program evaluation field,
including satisfaction scores for programs that do not require customers to pay a portion of the
cost for their own measures out-of-pocket as this one does.

The least popular aspects of the program are the helpfulness of the energy savings calculator tool
(mean rating 7.42 out of 10) and the helpfulness of information resources at the web site (mean
rating 7.86), though only a minority of participants rated these aspects of the program (because
most customers did not use the energy savings calculator or recall any of the informational
resources at the website). Two other aspects of the program having to do with the information
presented at the website also received somewhat lower ratings: the helpfulness of the energy
savings estimate per bulb (8.64) and the helpfulness of the bulb descriptions (8.76). Satisfaction
with the order tracking feature was also somewhat lower (8.61), though most customers did not
rate this aspect since they did not use order tracking.
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Table 21. Mean Satisfaction Ratings for the Savings Store and Aspects of the Specialty
Bulbs Program (N=136)

i Percentage

Average | ValidN of ratings at

Rating ('&gtn',?cklﬁg\'lgg “7 out of 10”

or lower

Satisfaction with the Savings Store overall 9.15 135 9.6%
Satisfaction with store return practices 10.00 4 0.0%
Satisfaction with “Contact Us” feature provided for store 10.00 1 0.0%
Satisfaction with phone support provided for store 9.45 11 0.0%
Ease of using the shopping cart function at the web site 9.35 128 3.1%
Ease of completing purchase online 9.32 133 6.8%
Satisfaction with delivery time for bulb order 9.26 133 9.0%
Ease of logging on to website 9.23 132 4.5%
Ease of navigating website 9.20 130 6.9%
Satisfaction with price of bulbs 9.04 133 13.5%
Ease of finding the items you were looking for 8.79 134 14.2%
Helpfulness of bulb descriptions 8.76 131 16.8%
Helpfulness of energy savings estimate per bulb 8.64 99 18.2%
Satisfaction with order tracking feature 8.61 18 16.7%
Helpfulness of informational resources at web site 7.86 43 32.6%
Helpfulness of the energy savings calculator 7.42 24 33.3%

Customers who gave ratings of “7” or lower on a ten-point scale were asked the reason for their
relatively low ratings. These responses are listed in Appendix H: Suggestions for Improving the
Program.

Customers’ Favorite and Least Favorite Things About the Savings
Store

Customers were asked to name their favorite thing about the Savings Store; these responses are
shown in Table 22. A majority of 59.6% (81 out of 136) mentioned the low price for light bulbs,
though interestingly no one surveyed (0.0% of 136) mentioned saving money through lower
utility bills. The convenience of online shopping and home delivery was mentioned by about a
third of customers (34.6% or 47 out of 136), and one in five mentioned that the website layout,
information and tools made shopping for bulbs easy to do (19.9% or 27 out of 136).
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Table 22. Customers’ Favorite Things about the Savings Store (N=136)

Carolina | Carolina
System System

(count) (percent)

Reduced prices for light bulbs 81 59.6%
Con_vemence of online shopping & home delivery / not 47 34.6%
having to go to the store

Website layout, info & tools made it easy to shop for bulbs 27 19.9%
Selection & variety of bulbs offered 17 12.5%
Quality of the light bulbs 5 3.7%
Quick delivery 4 2.9%
Saving energy 2 1.5%
Saving time 2 1.5%
Saving money on utility bills 0 0.0%
Helping the environment 0 0.0%
Unique responses, listed below 2 1.5%
Don’t know / nothing 4 2.9%

Percentages total to more than 100% because participants could name multiple favorite things.

Two survey participants mentioned unique favorite things about the program, which are listed
below.

e Just the fact that it exists. Duke Energy doesn't have to offer their customer discounted
LEDs, but yet they do.

o | liked the free delivery.

Customers were also asked to name their least favorite things about the Savings Store, which are
shown in Table 23. Half of the surveyed customers (52.9% or 72 out of 136) could not name a
least favorite thing about the Savings Store. The most-mentioned issues customers have are with
the limits on incented bulbs (mentioned by 9.6% or 13 out of 136) and the information presented
at the website (7.4% or 10 out of 136), followed by complaints about the selection of bulbs
available (5.9% or 8 out of 136) and the quality of the bulbs that were purchased (5.1% or 7 out
of 136).

In contrast to 59.6% (81 out of 136) of customers mentioning the Savings Store’s prices as their
favorite thing about the program, only 2.9% (4 out of 136) mentioned the price of the bulbs as
their least favorite thing.
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Table 23. Customers’ Least Favorite Things about the Savings Store (N=136)

Carolina | Carolina

System System

(count) | (percent)
Nothing / don't know 72 52.9%
Limit on quantity of discounted bulbs that can be purchased 13 9.6%
Wanted more or better info on website, listed below 10 7.4%
Selection of bulbs available, listed below 8 5.9%
Complaints about bulb quality, listed below 7 5.1%
Could not find a specific bulb | was looking for, listed below 4 2.9%
Price / can get these bulbs as cheap or cheaper elsewhere 4 2.9%
The cost of shipping 4 2.9%
Cumbersome log on / hard to find link 4 2.9%
Hard to navigate / difficult to compare bulbs, make choices 3 2.2%
Having to use Internet / want phone or mail order option 3 2.2%
Delivery time took too long 2 1.5%
Confused by single bulbs versus multi-packs 2 1.5%
Unique responses, listed below 8 5.9%

Percentages total to more than 100% because participants could name multiple least favorite
things.

Eight customers gave unique responses to the question about their least favorite thing about the
Savings Store; these are listed below. Two of these comments involve additional issues with the
limit on incented bulbs (not just that the limit exists, but that it caused confusion or problems).

e | was misled by the limit of bulbs I could buy, I didn't know I could still get more at a
slightly higher price.

e | didn't realize there was a bulb limit until I got ready to check out; I had to go back and
change my order after I had made my choices after | saw the limit.

e The pricing structure makes it sound like you're getting good deal, even though you're
not. The descriptions will say, 'this bulb's list price is $15.95, but you can buy it here for
$7.95." Nobody pays list price. You don't see $16 compact fluorescent bulbs in the stores.

e | wish I'd known sooner | could buy bulbs at these prices.
e The energy savings estimates | saw there were not impressive.

e | don't like the mercury in the bulbs, but since the government is phasing out the
incandescent bulbs the CFLs are a necessary evil.

e The only thing I didn't like was having to stop and measure the sockets.

e Duke’s customer service was my least favorite part. | did not get all the bulbs I ordered
nor was my refund request processed.

Ten customers made comments about the information presented at the Savings Store website;
these are listed below.

e | didn’t care for the CO2 calculator.
e The bulb descriptions could be better.
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e | wanted more information about the brightness of the bulbs.

o | disliked not being able to find information about the color of light that the bulbs
emitted.

e | didn't like the lack of adequate descriptions, pertaining specifically to the delay in
brightness when the CFLs start up.

o | disliked the lack of detailed bulb specifications, wattage equivalency comparisons, and
also the lack of comparative photos.

e | disliked not being able to see what | was ordering.
e | didn't like that the site did not prominently display uses for the bulbs.

e [t didn't really say on the site that they were limiting the number of bulbs because of the
discounted price.

e | disliked the confusing transitions between bulb types on the website.

Eight customers made comments about the selection of bulbs available the Savings Store
website; these are listed below. Three of these customers wanted more LED options in particular.

e | thought that there was a rather limited selection of bulb types and wattages available. |
was a little surprised by the small range of selection.

e The selection could have been better.
e There are very limited options for candelabra bulbs.

e There weren't a lot of choices. | would have like to see more LED options, and different
base types.

e | would like a better selection of bulbs, especially the LEDs.

e There are not enough LED choices.

o | disliked that brighter, higher wattage bulbs were not available.
e They need more pretty designer bulbs for visible areas.

Seven customers made comments about the qualities of the light bulbs they purchased from the
Savings Store website; these are listed below. Four customers’ least favorite thing about the
program is that their CFLs take too long to warm up to full brightness.

e The outdoor reflectors I bought burned out quickly.

e | don't like the quality of the CFL capsules because they are flickering in my bathroom
sockets.

e The candelabras didn't fit into my overhead fan. It takes regular sized light bulbs and not
the smaller base ones.

e The candelabra bulbs don't warm up quick enough.

e The outdoor reflectors don't fit in the sockets | bought them for and the globes lights I
bought need time warm up.

e | didn't like the delay in brightness when the CFLs start up.
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e | don’t love the performance of CFLs in general; they take too long to get to full light.
But that's really not a big deal.

Four customers could not find specific light bulbs they were looking for at the Savings Store;
these comments are listed below.

e They only had one choice for dimmable bulbs. | wanted a smaller size.
e | could not find dimmable CFL or LED candelabra bulbs.
e | was looking for 45W flood lamps for the kitchen.

e They only had a 13 watt and then a 20 watt. | wanted something brighter, though I’m not
exactly sure on the wattage.

Satisfaction with Light Bulbs Purchased from the Savings Store

Customers who installed the light bulbs they purchased from the Savings Store were asked to
rate their satisfaction with these bulbs on a ten-point scale where “10” means most satisfied.
Table 24 shows that customers are generally satisfied with the program bulbs, which receive an
overall mean ratings of 8.97 out of ten. The light bulbs that receive the highest satisfaction scores
are the capsule LEDs (9.72 based on 18 ratings), globe CFLs (9.21 based on 34 ratings) and
dimmable indoor reflector CFLs (9.60 but based on only five ratings).

The bulbs with the lowest satisfaction scores are dimmable spiral CFLs (8.73 based on 22
ratings, with 22.7% or 5 out of 22 giving ratings of “7” or lower), non-dimmable indoor reflector
CFLs (8.77 based on 31 ratings, with 22.6% or 7 out of 31 giving ratings of “7” or lower) and
indoor reflector LEDs (8.00 but based on only three ratings, none of which were “7” or lower);
mean satisfaction ratings higher than “8 out of 10” still represent a high level of customer
satisfaction, but there may be more room for improvement with these specialty bulb types.

Overall, LEDs received a slightly higher satisfaction rating (9.48 based on 21 ratings) than CFLs
(8.95 based on 233 ratings). None of the surveyed customers rated their satisfaction with LEDs
from the Savings Store at “7”” or lower (0.0% out of 21), compared to about one in six customers
(15.9% or 37 out of 233) who rating Savings Store CFLs at “7” or less.
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Table 24. Mean Satisfaction Ratings for Light Bulbs Purchased from the Savings Store
_Base: customers who Average Valid N P_ercentage of
mstalled_program bqlbs and Rating (not including ratings at “7 out
gave satisfaction ratings don’t know) of 10” or lower
Capsule (A Line) total 9.16 49 8.2%

- CFL 8.88 32 12.5%
- LED 9.72 18 0.0%
CFL - Three-way spiral 8.98 43 14.0%
CFL - Candelabra 8.97 36 16.7%
Indoor reflector (recessed) 881 37 18.9%

total

- CFL - Non-dimmable 8.77 31 22.6%
- CFL - Dimmable 9.60 5 0.0%
- LED - Dimmable 8.00 3 0.0%
CFL - Globe 9.21 34 8.8%
CFL - Outdoor reflector 8.90 30 20.0%
(recessed outdoor)

CFL - Dimmable spiral 8.73 22 22.7%
CrL Sandad il ror T ya | "
Total for CFLs 8.95 233 15.9%
Total for LEDs 9.48 21 0.0%
Grand total all bulbs 8.97 251 14.7%

Respondents were only asked to give one satisfaction rating per category of specialty bulb that
they purchased, not separately for different types of bulbs that they purchased within a category.
One survey respondent purchased both capsule CFLs and LEDs and two respondents purchased
more than one type of indoor reflector bulb, which is why the valid N’s for subtotals of these
bulbs types add up to more than the total valid N (this is also why the valid N for the grand total
for all bulbs is three less than the combined totals for CFLs and LEDs). Respondents were not
asked to rate their satisfaction with (non-incented) standard spiral CFLs from the Savings Store.

Thirty-seven surveyed participants who gave ratings of “7” or less for their satisfaction with
Savings Store bulbs were asked how this could be improved; these responses are listed below by
specialty bulb type. All 37 of these customers (100%) purchased CFLs from the Savings Store,
and none (0%) purchased LEDs. The most frequent complaints from customers about these CFLs
is that they take too long to reach full brightness. Some customers who are less satisfied also
report bulbs burning out or working defectively as reasons for their lower satisfaction,
particularly with the three-way CFLs.

CFL - Capsule (A Line) (N=4)

They take too long to brighten up.
It takes a while to get up to full lighting level and it flickers.

The bulbs flicker, or kind of change in intensity, which | find unsatisfactory.
I don't like the coloring of the light in some fixtures.
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CFL - Three-Way Spiral (N=6)

I was less than satisfied with the three-way CFLs because | paid more for them and they
burnt out quickly.

I have concerns about the durability of CFL bulbs. One of the three-way bulbs I ordered
ceased working soon after it was installed.

The one we used burned out right away and we haven't bothered putting another three-
way bulb in its place.

One of the three-way bulbs doesn't work. It only has one level of brightness. I'll probably
use it someday. The CFLs are not as bright as the incandescents and the light is
yellowish even though | got the ones that aren't supposed to be yellowish.

I have one three-way bulb that doesn't work well but I can wiggle it around to get it to
work. I've moved to different three-way lamps to see if was a problem with the fixture but
it has the same problem in all fixtures. I still have it installed but it is in a lamp that
doesn't get used often.

I wish that it had come in lower wattage. | wanted it to be a softer light. That's why it's
never off the low setting.

CFL - Candelabra (N=6)

I had two burn out; it's also weird that they take time to warm up, although that's not as
big a deal with dimmable lights. I'm probably just used to incandescent bulbs.

I have to wait for them to warm up.
It takes a while to brighten up.

It takes them a while to warm up and that's the first light I flip on when I get in the house.
It's like Williamsburg in here, like I've just lit some candles, very dim.

They are quite slow to come up to full lighting, but once up they stay that way and are
nice. It takes perhaps at least 20 to 30 seconds.

The candelabra CFLs take way too long to warm up to full brightness, especially
compared to incandescent bulbs. The new CFLs took about a minute or two to warm up,
when | would first turn on the light it seemed as if the light was not even on. It took a long
time for us to get used to that, I still don't like it.

CFEL - Indoor Reflector (Recessed) Non-Dimmable (N=7)

One of them burned out within 24 hours.

I guess because they don't come to a full brightness right away. It seems like they take
one minute to get to their full light potential and I wish it was faster.

They take a while to come up to full brightness. When I turn the light on in my kitchen I
want full light right away.

They need time to warm up.

They take too long to come up to full brightness.

They take too long to come up to full lighting level.

The light is too bright and it's not the right color of light.
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CFL -

Globe (N=3)

I was less than satisfied because the globe bulbs take too long reach full brightness.

They take too long to get to full lighting level and I think that they use more energy while
they are warming up.

I don't like that you can see the spiral inside. I've never liked the way that the spirals
looked and I was hoping that the globe would hide the spiral better.

CFL - Outdoor Reflector (Recessed) (N=6)

They last longer than the halogens but they still burned out pretty quick.

The outdoor reflector bulbs take too long to brighten up and one of the bulbs ceased
working soon after installation.

The bulbs are slow to come up to full lighting power.

They don't get bright very quickly. It takes too long for them to get bright, about two
minutes.

They take too long to come to full lighting.

There was one that didn't fit in the socket but we will use it in a different socket in the
future.

CFEL - Dimmable Spiral (N=5)

One made a popping sound and burnt out after only about 50 hours of use. | always
would like the lights to come to full brightness faster.

It's not up to what | expected. The bulb takes 15 to 20 minutes to get up to full power, but
then it works fine.

The light quality is not as good as incandescent bulbs. It is too dim for me.
The bulbs were larger than | anticipated them being.
They are a little too big.
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Satisfaction with Duke Energy

Satisfaction with Duke Energy was generally high among these program participants, with a
mean rating of 8.34 on a ten-point scale where “10” means “very satisfied”, and more than a
third of surveyed participants (36.8% or 50 out of 136) rate their satisfaction with Duke Energy
at “10 out of 107, the highest possible score. The full distribution of responses is shown in Figure
17; the difference between states is not statistically significant (the mean satisfaction rating for
North Carolina customers is 8.33, and the mean ratings for South Carolina customers is 8.37).

Overall Satisfaction with Duke Energy

45%
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Figure 17. Program Participants’ Overall Satisfaction with Duke Energy (N=136)

0%

Thirty-three participants (24.3% of 136) rated their satisfaction with Duke Energy at “7” or less
on a ten-point scale and were asked how this situation could be improved; these responses are
listed in Appendix H: Suggestions for Improving the Program.

Predicting Overall Program Satisfaction

Table 25 shows the correlations between overall program satisfaction and ten ratings which
could be used to predict program satisfaction, plus the correlation between program satisfaction
and whether the customer received non-functional bulbs, had bulbs become non-functional after
installation, or returned any bulbs that they bought from the Savings Store. All ten ratings of
aspects of the program, and satisfaction with Duke Energy, are highly correlated to satisfaction
with the Savings Store. However, none of the defective or returned bulb variables are
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significantly correlated with program satisfaction; the negative correlations for receiving non-
functional bulbs and having bulbs become non-functional after installation indicate that having
defective or damaged bulbs does lower program satisfaction (though not significantly), but the
returns do not lower satisfaction on the whole (the coefficient for returning bulbs is not
negative).

Table 25. Correlations with Overall Program Satisfaction

Correlation
W'th. program Significance
satisfaction
(Pearson’s r)

Ease of navigating website .667 p<.01
Ease of using shopping cart .585 p<.01
Satisfaction with price of bulbs .546 p<.01
Helpfulness of bulb descriptions 532 p<.01
Helpfulness of energy savings estimates 519 p<.01
per bulb
Ease of logging on to website .507 p<.01
Ease of completing purchase .506 p<.01
Ease of finding items | was looking for .500 p<.01
Satisfaction with delivery time .380 p<.01
Satisfaction with Duke Energy overall .329 p<.01
Returned bulbs to Savings Store .049 --
Received damaged bulbs from Savings

-.099 -
Store
Bulbs from Savings Store became - 150 _
defective or burned out after installation '

Next, simple linear regressions were performed to predict overall participant satisfaction with the
program using ratings of satisfaction for ten different aspects of the program plus three variables
for damaged, defective and returned bulbs. Two models were used: a stepwise model that selects
predictors based on incremental improvements to the model (producing the most efficient model
that predicts the most variance using the fewest predictors), and a “complete” model that uses all
predictors simultaneously (which represents the maximum variance that can be explained using
this set of predictors).

The two regression models produce consistent results, in that both indicate that two of the most
important aspects of the program which influence overall program satisfaction are the ease of
navigating the website (a positive influence), and having Savings Store bulbs become non-
functional after installation (a negative influence). The two models also produce very similar
levels of variance explained, indicating that the non-significant predictors included in the
complete model have little additional effect.

The stepwise algorithm is iterative, adding or subtracting predictors from the model based on
predetermined criteria. For the model presented in Table 26, predictors are added to the model as
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long as their coefficients, when added to the model are significant at the p<.10 level, and
removed from the model if the significance of their coefficients falls below p<.20 (due to
multicollinearity with other predictors added to the model on subsequent steps). The algorithm
will take as many steps as necessary until all predictors that meet the criteria have been added to
(or subtracted from) the model. For this model, the algorithm added five predictors (and removed
none) in order to arrive at the final regression equation in five steps.

The two most significant predictors of overall program satisfaction are basic e-commerce
usability measures: ease of using the shopping cart and ease of navigating the website. Two
additional predictors which are also significantly related to program satisfaction in a positive
direction are the helpfulness of energy savings estimates per bulb and satisfaction with Duke
Energy. Having bulbs burn out or become defective after installation is also a significant
predictor with a negative coefficient in this model (indicating that customers who installed “bad”
bulbs are less satisfied with the program overall).

Table 26. Stepwise Regression to Predict Overall Program Satisfaction (N=86"

Predictor B?t"?‘ Significance
coefficient

Ease of using shopping cart .300 p<.01
Ease of navigating website 291 p<.01
Helpfulness of energy savings estimates 297 p<.01
per bulb

Satisfaction with Duke Energy overall .196 p<.05
Bulbs from Savmgs' Store pecame defective - 270 p<.01

or burned out after installation

The five-predictor regression model above produced using the stepwise method predicts 62.0%
of the variance in overall program satisfaction (R-squared), and is significant at the p<.01 level
using ANOVA. Beta coefficients are standardized values and indicate the relative importance of
the predictors in the model (absolute value of 1.0 would indicate that the predictor determines the
predicted variable perfectly, and zero indicates no effect at all). Negative coefficients represent
negative influence (indicating that installing defective bulbs lowers predicted program
satisfaction).

For the “complete” model shown in Table 27, all thirteen predictors are used simultaneously to
predict overall program satisfaction. Since there are no criteria used to determine which
predictors are included in the model, most of the predictors do not reach the level of statistical
significance. However the complete model does show the maximum amount of variance in
overall satisfaction that can be explained using this set of predictors.

13 Though there are 136 participants in this survey, the number of valid cases used for regression models is 86 due to
“listwise” deletion of missing data. In order to be included in the model, a participant had to give valid answers to
all questions used in the model; 50 customers who are missing one or more ratings were excluded. For a similar
reason, ratings questions with fewer than 50% valid responses are not included in these models.
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Table 27. “Complete” Regression to Predict Overall Program Satisfaction (N=86)

Predictor Coe?ﬁf:?em Significance

Ease of navigating website .308 p<.01
g:rlpbfhlllgess of energy savings estimates 181 p<.05
Ease of completing purchase 175 -
Satisfaction with Duke Energy overall 121 -
Satisfaction with price of bulbs .108 -
Ease of using shopping cart .103 -
Ease of logging on to website .095 -
Helpfulness of bulb descriptions .064 -
Satisfaction with delivery time .042 -
Returned bulbs to Savings Store .018 -
Received damaged bulbs from Savings

Store ~011 i
Ease of finding items | was looking for -.078 -
dfecive or burmed out ater mstalaion | 25 p<.0L

The “complete” thirteen-predictor regression model shown above predicts 64.8% of the variance
in overall program satisfaction (R-squared), and is significant at the p<.01 level using ANOVA.
The additional non-significant predictors in the “complete” model only increase the variance
explained by 2.8% over the stepwise model. Only three of the thirteen predictors in this model
have significant coefficients: ease of navigating the website, usefulness of energy-saving
estimates and having installed bulbs burn out or become defective (which leads to lower program
satisfaction). All three of these variables are also significant predictors in the stepwise regression
model, however satisfaction with Duke Energy and ease of using the shopping cart are
significant in the stepwise model but not in the “complete” model.

Comparing the correlations in Table 25 (relationship between predictors and program
satisfaction one-at-a-time) with the regression model in Table 27 (relationship between
predictors and program satisfaction all-at-once) indicates that although all program ratings are
significantly related to program satisfaction by themselves, most become non-significant in the
presence of other, more significant predictors in the regression model. This indicates
multicollinearity between the predicting variables (the predictors are highly correlated to each
other as well as to the predicted overall program satisfaction), though the one rating that
consistently appears as a top predictor of program satisfaction is the ease of navigating the
website.

While installing program bulbs that burn out or become defective is not significantly correlated
to program satisfaction by itself (as seen by the non-significant correlation in Table 25), in the
presence of ratings that positively predict program satisfaction this becomes a significant
negative predictor. The unstandardized coefficients for this negative predictor are -.79 in the
stepwise model and -.76 in the “complete” regression model which indicates that, regardless of a
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customer’s ratings for the website and shopping experience, installing program bulbs that go
“bad” quickly reduces overall satisfaction ratings by about 0.8 points on a ten-point scale (there
were only 20 out of 136 surveyed respondents who reported that their installed program bulbs
burned out or became defective, as seen in Table 18). However, receiving damaged bulbs and
returning merchandise to the store are not significant predictors by themselves (in the correlation
table) or in any of the regression models.

Factors that Influence Light Bulb Purchases

Surveyed participants were asked to rate the importance of several factors when choosing light
bulbs for their home on a ten-point scale where “10” means most important and “1” means not at
all important. Table 28 shows the mean ratings of importance; three factors received very high
scores averaging higher than 9.0: the purchase price of bulbs (9.08), the energy savings (9.07)
and cost savings on utility bills (9.05). Factors involving selection and availability are also
important, receiving average scores in the 8.0 to 8.6 range, while the least important factors for
choosing light bulbs are recommendations of friend and family (5.00), ability to dim the lights
(5.38), recommendations from utility companies (6.27) and the appearance and attractiveness of
the bulb (6.34).

Table 28. Importance Ratings for Factors When Choosing Light Bulbs (N=136)

. Percentage
Average Va_‘“cli c’j\_l of ratings at
Rating (ggtn',?f(rlljo\'lc)g “7 out of 10”
or lower
Purchase price of the bulb 9.08 136 11.0%
Energy savings 9.07 135 11.9%
Cost savings on utility bill 9.05 132 10.6%
Selection of output levels and wattage available 8.57 136 19.1%
Availability of the bulb at stores and websites where you 8.06 131 29.8%
normally shop
Ava|lab|l_|ty of utility programs or services that offer bulbs 797 131 32 1%
to you directly
Environmental concerns 7.76 136 30.1%
Ease of bulb disposal 7.20 122 43.4%
Speed at which bulb comes up to full lighting level 6.85 135 48.9%
Attractiveness or appearance of bulb 6.34 135 57.8%
Recommendations from the utility company 6.27 132 57.6%
Ability to dim the lighting level 5.38 133 59.4%
Recommendations from family / friends 5.00 131 74.8%

Surveyed customers were also asked to rate the influence of a number of factors on their decision
to purchase specialty bulbs through Duke Energy’s Savings Store on a ten-point scale where
“10” means most influential and “1” means not at all influential; these ratings are shown in Table
29. The three highest-rated factors in terms of influence on purchasing from the Savings Store
mirror customers’ highest-rated factors for choosing which bulbs to buy for their home: the price
of the bulbs (9.25), saving money on utility bills (9.21) and saving energy (9.18). The
convenience of home delivery (9.08) and convenience of online ordering (8.65) also received
very high influence scores, followed by selection of bulb types (8.49) and selection of wattage
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levels (8.30), though the selection of brands has far less influence (4.51). Advertising by mail
received a higher mean influence score (7.43) compared to advertising received while accessing
online accounts (6.18) and advertising on the public section of the Duke Energy website (5.02).
Recommendations of friends and family have little influence (3.92), while recommendations
received through websites and social media have even less influence (2.55).

Table 29. Influence Ratings for Deciding to Purchase Bulbs from the Savings Store
(N=136)

) Percentage
Average V"’_""Ij ('j\_l of ratings at
Rating (zgtn',?irt]‘o\'/%g “7 out of 10”
or lower
Reduced price of bulbs at Savings Store 9.25 132 7.6%
Desire to save money on utility bills 9.21 136 8.1%
Desire to save energy 9.18 136 6.6%
Convenience of home delivery 9.08 136 8.8%
Convenience of online ordering 8.65 135 14.8%
Selection of types of bulbs for different purposes 8.49 136 17.6%
Selection of different wattages of bulbs 8.30 136 22.1%
Information provided at Savings Store site 8.09 128 31.3%
Advertising via mailings received from Duke Energy 7.43 130 36.9%
Advertising vvhen | accessed my online account at Duke 6.18 116 51.7%
Energy website
Advertising on Duke Energy’s public website 5.02 126 69.8%
Brands of bulbs available 451 128 80.5%
Recqmmendayon of frlends [ family (including through 3.92 130 83.8%
email and social media)
Online recommendation of someone you don’t know 255 130 93.1%
personally (web forums and social media)

Survey participants were asked to explain the reasons for their influence ratings for the reduced
price of bulbs, convenience of online ordering and the information provided at the Savings Store
website. These comments can be found in Appendix I: Explanations of Influence Ratings.

Effects of Pricing, Packaging and Incentive Limits on Purchase
Decisions

Three-quarters of surveyed Savings Store customers (77.2% or 105 out of 136) are aware that the
light bulbs offered there are available at a reduced price.** Table 30 also shows that a majority of
customers (52.9% or 72 out of 136) report that they purchased more light bulbs than they
otherwise would have due to the reduced pricing, while 36.0% (49 out of 136) said the reduced
pricing had no effect and 3.7% (5 out of 136) reported that the pricing actually made them
purchase fewer bulbs.

! The Savings Store website presents a price breakdown which begins with the “retail” price for each bulb, followed
by a slightly lower “Savings Store” price and then a further “Duke incentive” deduction is shown, resulting in the
final “You Pay” price which is usually half or less of the original “retail” price.
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Nearly half of customers surveyed (43.4% or 59 out of 136) also reported that they purchased
more bulbs than they otherwise would have due to the availability of low-priced multi-packs of
bulbs, compared to a slight majority of 50.7% (69 out of 136) who said multi-packs had no effect
on the number of bulbs purchases (none of the customers said that the availability of multi-packs
caused them to buy fewer bulbs). Among the 59 customers who said they purchased more bulbs
due to the availability of multi-packs, 54 provided estimates for how many of the bulbs they
purchased were due to the availability of multipacks; these customers report that about half of
the bulbs they purchased (an average of 8.5 bulbs apiece out of the 17.9 bulbs apiece that they
ordered from the Savings Store) were due to the availability of multi-packaging. Furthermore,
the 59 customers who said that multi-packs caused them to buy more bulbs purchased
significantly more bulbs (17.7 bulbs apiece) than the 69 customers who said they were not
influenced by multi-packaging (11.4 bulbs apiece; this difference is significant at p<.05 using
Student’s t-test). In other words, customers who were influenced to purchase more bulbs by
multi-packaging options purchased 55% more bulbs than customers who were not so influenced.
Overall, according to customers’ estimates of the effect of multi-packaging, about a quarter of
bulbs sold are attributable to multi-packaging (at least 23.8% or 456 out of 1,917 bulbs
purchased by all surveyed participants, which does not include the five customers who said they
purchased more due to multi-packaging but did not provide an estimate for the number of bulbs).

Table 30. Reduced Pricing, Multi-Packs and Light Bulb Purchases (N=136)

Carolina | Carolina
System System
(count) (percent)
Do you recall if Duke Energy was offering a reduced
price for bulbs?
Yes, price was reduced 105 77.2%
No, price was not reduced 14 10.3%
Don’t know / can't recall 17 12.5%
Did the pricing on the site cause you to buy ....
More light bulbs than you would have otherwise 72 52.9%
Fewer bulbs than you would have otherwise 5 3.7%
Have no influence on the number of bulbs purchased 49 36.0%
| purchased as many bulbs as | could at the incented price 4 2.9%
Other volunteered responses, listed below 2 1.5%
Don't know 4 2.9%
Did the availability of low-priced multi-packs cause you
to buy ....
More light bulbs than you would have otherwise 59 43.4%
Fewer bulbs than you would have otherwise 0 0.0%
Have no influence on the number of bulbs purchased 69 50.7%
| purchased as many bulbs as | could at the incented price 2 1.5%
Don't know 6 4.4%

Two participants volunteered unique responses to the question about whether pricing caused
them to purchase a different number of bulbs than they otherwise would have. These responses
are listed below.
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Effect of pricing on number of bulbs purchased: volunteered unigue responses (N=2)
e | would have purchased the same amount, but I purchased different types of bulbs to try
them out.

e | would have ordered more bulbs if the shipping cost had been less. The cost of the bulbs
had no influence nor did the availability of multi-packs.

Only half of surveyed customers (50.0% or 68 out of 136) are aware that there are limits on the
number of bulbs that can be purchased at the fully-incented price, as seen in Table 31. Among
customers who were aware of the incentive limit, more than a third (38.2% or 26 out of 68) said
that the limit kept them from ordering all the light bulbs they wanted, and a similar number
(41.2% or 28 out of 68) are aware that they could have purchased additional bulbs at a non-
incented price elsewhere on the site. In other words, 58.8% (40 out of 68) of customers who were
aware of the incentive limit were not aware that they could have purchased non-incented bulbs
beyond the incentive limit (including customers who “don’t know / can’t recall”).

Table 31. Incentive Limits and Light Bulb Purchases (N=136)

Carolina | Carolina
System System
(count) (percent)
Were you aware that there are limits on the number of
each type of bulb that you can order from the Savings
Store at the final discounted [incented] price?
Yes, aware of limits 68 50.0%
Not aware of limits / thought there were no limits 68 50.0%
Base: N=68

Did the limit on bulbs keep you from ordering all the

bulbs you wanted? customers who were

aware of limits

Yes 26 38.2%
No 41 60.3%
Don’'t know / can't recall 1 1.5%

Did you know that you can buy more bulbs than the
discounted-price limit allows if you go to another
section of the Store that sells the same bulbs at a
slightly higher price?

Base: N= 68
customers who were
aware of limits

Yes 28 41.2%
No 34 50.0%
Don’'t know / can't recall 6 8.8%

Customers who said that they did not purchase all of the bulbs they wanted due to the incentive
limits were asked what types of bulbs they wanted to buy more of, as shown in Table 32. There
is a fairly even spread across several bulb types, with no more than five customers mentioning
any one category of light bulb (19.2% of 26 customers who would have purchased more bulbs
without the incentive limit, but only 3.7% out of 136 customers surveyed overall). However,
none of these participants (0.0% of 26) wanted to purchase more dimmable CFL or dimmable
LED indoor reflectors than the incentive limit.
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Table 32. Purchases Limited by Incentive Limits by Bulb Type (N=26)

Base: 26 customers who said that the limit on bulbs Céar(illna Céar(illna
kept them from ordering all of the bulbs they wanted ystem ystem
(count) | (percent)
What kind of bulbs would you have ordered more of
if they were available at the final discounted
[incented] price?
CFL - Indoor reflector (recessed), non-dimmable 5 19.2%
CFL - Candelabra 5 19.2%
CFL - Outdoor reflector (recessed outdoor) 4 15.4%
CFL - Three-way spiral 4 15.4%
CFL - Capsule (A Line) 4 15.4%
LED - Capsule (A Line LED) 4 15.4%
CFL - Dimmable spiral 3 11.5%
CFL - Globe 2 7.7%
CFL - Dimmable reflector (recessed dimmable) 0 0.0%
LED - Dimmable reflector (recessed dimmable LED) 0 0.0%
Don’t know / can't recall 2 7.7%

Percentages total to more than 100% because participants could mention more than one bulb
type.

Table 33 compares customers who say the incentive limits prevented them from buying as many
bulbs as they wanted to according to whether or not they are aware that they can buy bulbs
beyond the incentive limit, albeit at a higher (non-incented) price. The customers who are aware
that they can buy bulbs past the limit are significantly more likely to have wanted to purchase
more CFL and LED capsules (30.8% or 4 out of 13), while customers who are not aware are
more likely to have wanted to purchase more non-dimmable indoor reflector CFLs (30.8% or 4
out of 13); these differences between groups are significant at p<.10 using Student’s t-test
(significant differences are marked with boldface italics in the table). This seems to imply that it
was the higher cost of non-incented bulbs rather than the limit per se which kept these customers
from ordering more capsule bulbs, but customers who wanted more indoor reflectors were more
likely to not realize that they could have purchased more (though if they were aware that they
could have purchased more of these bulbs, the higher cost beyond the limit may still have been a
barrier to actually purchasing more bulbs).
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Table 33. Purchases Limited by Incentive Limits by Bulb Type for Customers Who Are
Aware and Not Aware of Being Able to Purchase Bulbs Beyond the Incentive Limit (N=26)

Aware of being Not aware of
Base: 26 customers who said that the limit on bulbs able to buy being able to
kept them from ordering all of the bulbs they wanted | bulbs pastthe | buy bulbs past

limit (N=13) the limit (N=13)

What kind of bulbs would you have ordered more of
if they were available at the final discounted
[incented] price?
CFL - Indoor reflector (recessed), non-dimmable 7.7% 30.8%
CFL - Candelabra 15.4% 23.1%
CFL - Outdoor reflector (recessed outdoor) 15.4% 15.4%
CFL - Three-way spiral 7.7% 23.1%
CFL - Capsule (A Line) 30.8% 0.0%
LED - Capsule (A Line LED) 30.8% 0.0%
CFL - Dimmable spiral 7.7% 15.4%
CFL - Globe 7.7% 7.7%
CFL - Dimmable reflector (recessed dimmable) 0.0% 0.0%
LED — Dimmable reflector (recessed dimmable LED) 0.0% 0.0%
Don't know / can't recall 7.7% 7.7%

Percentages total to more than 100% because participants could mention more than one bulb
type.

Intention to Purchase Light Bulbs if the Savings Store had not Been
Available

If the Savings Store had not been available, only a quarter of customers surveyed (25.0% or 34
out of 136) would have purchased the same bulbs at the same time. Half (50.0% or 68 out of
136) would have purchased fewer bulbs, while another quarter (25.0% or 34 out of 136) would
have purchased the bulbs at a later time, and about one customer in ten (11.8% or 16 out of 136)
would not have purchased light bulbs at all. (These percentages total to more than 100% because
some customers would have purchased fewer bulbs and done so at a later time; all outcomes are
presented separately in Table 34.)

Table 34. Intention to Buy Light Bulbs in the Absence of the Program (N=136)

. . Carolina | Carolina
E;Cee Sav;ngs Store had not been available, would you System System
e (count) (percent)
Purchased the same amount of bulbs at the same time 34 25.0%
Purchased fewer bulbs at the same time 46 33.8%
Purchased fewer bulbs at a later time 22 16.2%
Purchased same number of bulbs at a later time 3 2.2%
Purchased bulbs at a later time, not sure how many 9 6.6%
Would not have purchased any bulbs 16 11.8%
Don’t know / not sure 6 4.4%

Twelve of the 22 customers who would have purchased fewer bulbs at a later time were able to
specifically estimate how long their order would have been delayed: these twelve customers
estimate that their purchase would have been delayed an average of 6.8 months if the Savings
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Store had not been available, and the median estimated delay is six months. None of the three
customers who would have purchased the same amount of bulbs at a later time were able to
estimate how long their purchase would have been postponed. Most of the customers who said
they would have delayed their light bulb orders in the absence of the program, but who did not
provide specific time estimates for the delay, gave responses like “I would purchase light bulbs
as needed as my current bulbs burn out”, though in two cases respondents said they would have
delayed their purchases “until these bulbs become available in local stores”.

Of the 46 customers who would have purchased fewer bulbs at the same time, 42 provided
estimates of how many fewer bulbs they would have purchased: these 42 customers purchased
688 bulbs from the Savings Store (average 16.4 apiece), and without the Savings Store they
report that they would have purchased only 316 bulbs at that time (7.5 apiece, less than half as
many bulbs).

The 22 customers who would have purchased fewer bulbs at a later time purchased 334 bulbs
from the Savings Store (average 15.2 apiece), and without the Savings Store they report that they
would have purchased only 123.5 bulbs (5.6 apiece, nearly two-third fewer bulbs).

The 16 customers who would not have purchased any bulbs in the absence of the program
purchased 219 Savings Store bulbs (average 13.7 apiece).

Across all 136 surveyed program participants, 1,917 bulbs were purchased (average 14.1 apiece),
but in the absence of the program at least 801.5 of these bulbs (5.9 apiece) would not have been
purchased. Overall, between a third and half of the light bulbs purchased by surveyed
participants (41.8% or 801.5 out of 1,917) would not have been purchased without the Savings
Store.

Customers who say they would have purchased the same amount of bulbs at the same time in the
absence of the program only purchased an average of 10.3 Savings Store bulbs apiece (351 bulbs
bought by 34 customers). This is the smallest number of bulbs-per-participant of any of the
groups shown in Table 34, and is significantly lower than the amount of bulbs purchased by the
customers who would have purchased fewer bulbs in the absence of the program (15.9 bulbs
apiece among 68 customers who would have purchased fewer bulbs; this difference is significant
at p<.05 using ANOVA).

Intention to Shop for Light Bulbs at the Savings Store in the Future

As seen in Table 35, 39.0% (53 out of 136) of surveyed participants say that the Savings Store
will be one of the first places they shop the next time they need light bulbs, and another 25.0%
(34 out of 136) say they will “definitely” shop at the Savings Store again. Overall nine out of ten
customers (89.0% or 122 out of 136) report that will at least “probably” shop at the Savings
Store again, and only 2.9% (4 out of 136) say that they will “probably not” or “never” shop at the
Savings Store again.
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Table 35. Future Intention to Shop for Light Bulbs at the Savings Store (N=136)

Carolina | Carolina
System System
(count) | (percent)

The S_avmgs Stor_e will be one of the first places | go the 53 39.0%

next time | need light bulbs

| will definitely shop at the Savings Store again 34 25.0%

| will probably shop at the Savings Store again 34 25.0%

| may or may not shop at the Savings Store again 11 8.1%

| will probably not shop at the Savings Store again 3 2.2%

I will never shop at the Savings Store again 1 0.7%

Customers were also asked to rate the likelihood that they would make purchases from the
Savings Store again in the future on a ten-point scale, where “10” is most likely and “1” is not at
all likely. The average likelihood rating given by these program participants is 8.63, with a
median rating of nine. About half of participants surveyed (48.5% or 66 out of 136) gave the
highest possible “10 out of 10” rating for their likelihood of shopping at the Savings Store again.

Table 36 indicates that shopping at the Savings Store makes most customers more likely to
purchase and install CFLs (61.8% or 84 out of 136), but has less effect on customers’ interest in
using LED light bulbs (only 28.7% or 39 out of 136 say they are more likely to use LEDs after
the program). There are also small percentages who say that the program will make them less
likely to use CFLs (2.9% or 4 out of 136) and less likely to use LEDs (5.9% or 8 out of 136).

Table 36. Program Effect on Likelihood of Purchasing Efficient Light Bulbs (N=136)
Carolina | Carolina
System System
(count) (percent)

Did your experience ordering energy-efficient specialty
bulbs from the Savings Store make it more or less likely
that you would purchase and install CFLs in the future?

More likely 84 61.8%
Neither more nor less likely 48 35.3%
Less likely 4 2.9%

Did your experience ordering energy-efficient specialty
bulbs from the Savings Store make it more or less likely
that you would purchase and install LEDs in the future?

More likely 39 28.7%
Neither more nor less likely 89 65.4%
Less likely 8 5.9%

Customers who say they are more likely or less likely to purchase and install efficient bulbs after
participating in the program were asked for the reason why. Table 37 shows responses for
customers who are more likely to use CFLs and Table 38 shows responses for customers who are
more likely to use LEDs.

“Saving energy” is the most-mentioned reason for being more likely to use both CFLs (29.8% or
25 out of 84) and LEDs (41.0% or 16 out of 39). However, the second most-mentioned reason
for being more likely to use CFLs is “savings money on utility bills” (27.4% or 23 out of 84),
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while for LEDs it is “the qualities of the light bulb (including light quality)” (30.8% or 12 out of
39).

Table 37. Why Customers are More Likely to use CFLs as a Result of Participating in the
Program (N=84)

Base: 84 customers who are more likely to purchase Carolina | Carolina
and install CFLs due to their experience with the System System
Savings Store (count) | (percent)
Saving energy 25 29.8%
Saving money on utility bills 23 27.4%
Saving money on bulb purchases at Savings Store 14 16.7%
Efficient bulbs last longer than the old bulbs 14 16.7%
Like qualities of the efficient bulbs / quality of light 13 15.5%

| was not previously aware that EE specialty bulbs exist 8 9.5%
Incandescents are becoming unavailable 7 8.3%
Helping the environment / “green” reasons 6 7.1%
Ease and convenience of online ordering at Savings Store 6 7.1%

| now have experience with using these bulbs 5 6.0%
EE bulbs give off less heat 2 2.4%
Unique reasons, listed below 4 4.8%

Percentages total to more than 100% because participants could mention more than one reason.

Four surveyed participants gave unique reasons for why they will use CFLs more after
participating in the program; their reasons are listed below.

e | am more likely to use CFLs because of their availability at the Savings Store.
e | am more likely to use CFLs because they are trending right now.

o I'll just keep doing the change-over from incandescent to CFLs; that change is not in
question.

e CFLs are the most reasonable replacement for incandescent lights.

Table 38. Why Customers are More Likely to use LEDs as a Result of Participating in the
Program (N=39)

Base: 39 customers who are more likely to purchase Carolina | Carolina
and install LEDs due to their experience with the System System
Savings Store (count) | (percent)
Saving energy 16 41.0%
Like qualities of the efficient bulbs / quality of light 12 30.8%
Efficient bulbs last longer than the old bulbs 7 17.9%
Saving money on utility bills 6 15.4%

| now have experience with using these bulbs 5 12.8%
Saving money on bulb purchases at Savings Store 4 10.3%
EE bulbs give off less heat 2 5.1%
Helping the environment / “green” reasons 1 2.6%

| was not previously aware that EE specialty bulbs exist 0 0.0%
Incandescents are becoming unavailable 0 0.0%
Ease and convenience of online ordering at Savings Store 0 0.0%
Unique reasons, listed below 8 20.5%

Percentages total to more than 100% because participants could mention more than one reason.
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Eight surveyed participants gave unique reasons for why they will use LEDs more after
participating in the program; their reasons are listed below. Five of these customers (62.5% of 8)
expressed an interest in trying LEDs and/or learning more about LEDs, while three customers
(37.5% of 8) mentioned how the higher price of LEDs is a factor.

I've been installing LEDs when | can find them on sale.
| want to try them, and your prices make me want to try them even more.

As the price of LED bulbs comes down, | would be more likely to go to the Savings Store
to find the selection and best price.

I'm interested in learning more about LEDs.
I might try LEDs if | understood them better.
I would like to try LED's to see if they are brighter than CFL's.

I might try them because | don't associate Duke with junk. If Duke is selling something, it
has to be good.

I am more likely to use LEDs because of their availability at the Savings Store.

Four surveyed participants said that participating in this program made them less likely to
purchase and install CFLs in the future; their explanations as to why are listed below.

I am not satisfied with the warm-up time of candelabra CFLs; they take too long to get up
to the full brightness.

I eventually want to switch all of my bulbs to LEDs. I like LEDs much more than CFLs
because they last longer.

I am less likely to use the CFLs because they lack longevity.
I have decided that I’m not going to use CFLs.

Eight surveyed participants said that participating in this program made them less likely to
purchase and install LEDs in the future; their explanations as to why are listed below. Four of
these customers (50.0% of 8) said that LEDs are too expensive relative to other bulbs, and three
customers (37.5% of 8) said it was because they are not familiar enough with LEDs.

I am less likely to use LEDs because | don’t know much about them.

I am less likely to use LEDs because | am unfamiliar with them, and CFLs serve my
needs.

I am less likely to use LEDs because I'm unfamiliar with them.

The current purchase price of LEDs is still too high for me to consider using them.
It’s the price. LEDs are costly.

I am less likely to use LEDs because of the higher cost per bulb.

| find LEDs are too expensive now compared to CFLs.

It didn't have anything to do with the store. LED illumination is not the same as CFLs;
it's not my cup of tea.
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Program Bulb Installations

Duke Energy provided program records listing all light bulb sales through the Savings Store, and
TecMarket Works interview staff confirmed the bulb types and totals with participant survey
respondents.™ The customer-confirmed bulbs purchased by surveyed participants are shown in
Table 39. Among the eight major types of light bulbs sold at the Savings Store, none were
purchased by a majority of customers: the most popular bulb type is capsules, which were
purchased by 42.6% (58 out of 136) of surveyed participants (combined LED and CFL capsules).
The least commonly ordered bulbs are dimmable spiral CFLs (17.6% or 24 out of 136) and the
non-incented standard spiral CFLs (4.4% or 6 out of 136). Among LEDs, the capsules accounted
for the vast majority of sales (92.1% or 117 out of 127 LEDs ordered by survey participants).

Customers who ordered non-dimmable indoor reflector CFLs ordered the largest number of
bulbs per order (9.5), and the types of bulbs with the fewest bulbs per customer ordering are
indoor reflector LEDs (3.3) and three-way CFLs (4.0). In total, surveyed participants ordered a
total of 14.1 bulbs apiece on average, and 93.4% (1790 out of 1917) of the bulbs ordered were
CFLs. Among the 17.6% (24 out of 136) of customers who ordered LEDs, the average number
of LEDs per order was 5.3, compared to 14.3 CFLs per customer ordering CFLs (91.9% or 125
out of 136 customers ordered CFLSs).

Only about one in ten surveyed customers (9.6% or 13 out of 136) ordered both CFLs and LEDs,
which is slightly more than the percentage that ordered exclusively LEDs (8.1% or 11 out of
136). Four out of five customers surveyed (82.4% or 112 out of 136) ordered exclusively CFLs.

1> For this survey, the confirmation of program records was remarkably high with 97.8% (133 out of 136) customers
agreeing with the program records as to which bulbs they purchased and how many. The three customers who did
not agree with customer records reported purchasing an additional six outdoor reflector CFLs, additional six non-
incented standard spiral CFLs, and one fewer three-way CFL. Thus program records showed these 136 customers
purchasing 1906 light bulbs, but the customer confirmed total is 1917 bulbs (0.6% more than the program records
total).
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Table 39. Types of Light Bulbs Purchased from the Savings Store by Program Participants

Partici Participants | Percent of Bulbs Percent | Average bulbs
articipant-corrected from . o -
ordering Participants | ordered | of bulbs | per participant

program records (N=136) ordering (N=1917) | ordered ordering
Capsule (A Line) total 58 42.6% 407 21.2% 7.0
- CFL 38 27.9% 290 15.1% 7.6
- LED 22 16.2% 117 6.1% 5.3
CFL - Three-way spiral 48 35.3% 190 9.9% 4.0
CFL - Candelabra 46 33.8% 335 17.5% 7.3
Indoor reflector

(recessed) total 40 29.4% 362 18.9% 9.1
- CFL - Non-dimmable 34 25.0% 322 16.8% 9.5
- CFL - Dimmable 5 3.7% 30 1.6% 6.0
- LED - Dimmable 3 2.2% 10 0.5% 3.3
CFL - Globe 39 28.7% 293 15.3% 7.5
CFL - Outdoor reflector 36 26.5% 174 9.1% 48
(recessed outdoor)
CFL - Dimmable spiral 24 17.6% 115 6.0% 4.8
CFL.- Standard spiral 6 4.4% a1 2 1% 6.8
(non-incented bulbs)
Total for CFLs 125 91.9% 1790 93.4% 14.3
Total for LEDs 24 17.6% 127 6.6% 5.3

Table 40 shows the distribution of bulbs ordered by surveyed participants compared to program
records provided by Duke Energy for all incented light bulbs sold through the Savings Store to
Carolina System customers in 2013. Surveyed participants purchased a larger proportion of
three-way CFLs (10.1% of bulbs ordered versus 6.4% among all Carolinas participants) and
more dimmable spiral CFLs (6.1% versus 3.7% among all Carolinas participants), and somewhat
fewer indoor reflector non-dimmable CFLs (17.2% versus 21.6% among all Carolinas
participants) and globe CFLs (15.6% versus 20.9% among all Carolinas participants). Overall,
6.8% of survey participant bulbs ordered are LEDs compared to 6.0% of all Carolinas customer
orders in 2013.
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Table 40. Survey Participant Bulbs Ordered Compared to Program Records

Program
records from
This table does not include . Duke Energy Survey
non-incented bulb S.ur'vey incented bglbs proport|on
categories (standard spiral participants ord.ered in indexed to
CFLs and holiday LEDS) incented Su_ryey Carpllnas from | Program program
bulbs participant | April 26 to Dec records records

ordered percent of 31, 2013 percent | (100=same

(N=1876) bulbs (N=117,057) of bulbs | proportion)
Capsule (A Line) total 407 21.7% 24,735 21.1% 103
- CFL 290 15.5% 18,322 15.7% 99
- LED 117 6.2% 6,413 5.5% 114
CFL - Three-way spiral 190 10.1% 7,468 6.4% 159 *
CFL - Candelabra 335 17.9% 18,512 15.8% 113 *
IndocirOtrglﬂector (recessed) 362 19.3% 27726 23.6% g2 *
- CFL - Non-dimmable 322 17.2% 25,321 21.6% 79 *
- CFL - Dimmable 30 1.6% 1,747 1.5% 107
- LED - Dimmable 10 0.5% 579 0.5% 108
CFL - Globe 293 15.6% 24,412 20.9% 75*
CFL - Outdoor reflector 174 9.3% 9.037 8.5% 109
(recessed outdoor)
CFL - Dimmable spiral 115 6.1% 4,346 3.7% 165 *
Total for CFLs 1749 93.2% 110,065 94.0% 99
Total for LEDs 127 6.8% 6,992 6.0% 114

* Asterisks denote a statistically significant difference at p<.05 or better using Student’s t-test.

Disposition of Savings Store Light Bulbs

Table 41 shows the disposition of Savings Store light bulbs purchased by survey participants in
terms of bulb counts, and Table 42 presents the same data in percentages. Overall, 59.9% (1149
out of 1917) of Savings Store bulbs purchased by these participants are currently installed,
though the installation rate is significantly higher for LEDs (80.3% or 102 out of 127) than CFLs
(58.5% or 1047 out of 1790). Another third of program bulbs (31.4% or 602 out of 1917) are
currently in storage for future use and, relating to the difference in installation rates, a
significantly higher percentage of Savings Store CFLs are in storage (32.8% or 588 out of 1790)
compared to LEDs (11.0% or 14 out of 127). About one bulb in twenty has been disposed of
already™® (4.5% or 87 out of 1917) and the status of the other 4.1% of these program bulbs (79
out of 1917) are not known.*’

18 These are bulbs that have been disposed of for any reason, including burning out, being or becoming defective,
not fitting or functioning with fixtures, and bulbs given away to other people. Bulbs that were returned to the
Savings Store are not included (non-functional bulbs that were replaced by functional bulbs are only counted once,
and bulbs that were returned for cash or credit are not counted in the total bulbs received by survey participants).
" There are 79 bulbs purchased by survey respondents whose disposition is unknown; in some cases, the survey
participant could not answer the question about what happened to the bulbs they purchased, and in other cases the
participant had more installations than the survey asked them about. Survey participants are only asked about a
maximum of three installations or one installation per bulb type (if more than three types of bulbs are installed).
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Table 41. Disposition of Savings Store Light Bulbs: Bulb Counts

Bulbs Bulbs | Bulbs disposed | Bulbs | Total bulbs
currently in (minus bulbs don’t ordered
installed | storage replaced) know (N=1917)

Capsule (A Line) total 251 140 3 13 407
- CFL 159 126 2 3 290
- LED 92 14 1 10 117
CFL - Three-way spiral 115 67 8 0 190
CFL - Candelabra 199 100 28 8 335
Indootg ::Iflector (recessed) 205 101 30 26 362
- CFL - Non-dimmable 174 93 29 26 322
- CFL - Dimmable 21 8 1 0 30
- LED - Dimmable 10 0 0 0 10
CFL - Globe 189 90 0 14 293
CFL - Outdoor reflector 9% 63 15 0 174
(recessed outdoor)

CFL - Dimmable spiral 77 33 3 2 115
CFL - Standard spiral (non-

incented bulbs) Pl 7 8 0 16 41
Total for CFLs 1047 588 86 69 1790
Total for LEDs 102 14 1 10 127
Grand total all bulbs 1149 602 87 79 1917

Table 42. Disposition of Savings Store Light Bulbs: Bulb Percentages
Bulbs Bulbs | Bulbs disposed | Bulbs | Total bulbs

Rows total to 100% currently in (minus bulbs don’t ordered
installed | storage replaced) know (N=1917)

Capsule (A Line) total 61.7% 34.4% 0.7% 3.2% 407

- CFL 54.8% 43.4% 0.7% 1.0% 290

- LED 78.6% 12.0% 0.9% 8.5% 117

CFL - Three-way spiral 60.5% 35.3% 4.2% 0.0% 190

CFL - Candelabra 59.4% 29.9% 8.4% 2.4% 335

'”docigtrglﬂecmr (recessed) | 55605 | 27.9% 8.3% 7.2% 362

- CFL - Non-dimmable 54.0% 28.9% 9.0% 8.1% 322

- CFL - Dimmable 70.0% 26.7% 3.3% 0.0% 30

- LED - Dimmable 100.0% 0.0% 0.0% 0.0% 10

CFL - Globe 64.5% 30.7% 0.0% 4.8% 293

CFL - Outdoor reflector 5520 | 36.2% 8.6% 0.0% 174

(recessed outdoor)

CFL - Dimmable spiral 67.0% 28.7% 2.6% 1.7% 115

CFL - Standard spiral (non- | 49 50, | 19 505 0.0% 39.0% 41

incented bulbs)

Total for CFLs 58.5% 32.8% 4.8% 3.9% 1790

Total for LEDs 80.3% 11.0% 0.8% 7.9% 127

Grand total all bulbs 59.9% 31.4% 4.5% 4.1% 1917

Table 43 shows the disposition of bulbs by type in terms of the average numbers of bulbs per
respondent. For example, this table shows that the 24 surveyed participants who purchased LEDs
purchased an average of 5.3 LEDs apiece, while the 125 customers who purchased CFLs
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purchased an average of 14.3 CFLs apiece. The average number of bulbs purchased per type
ranges from 3.3 indoor reflector LEDs per customer ordering this type of bulb up to 9.5 non-
dimmable indoor reflector CFLs per customer ordering those bulbs. The typical customer
surveyed purchased an average of 14.1 bulbs in total, and currently has 4.4 of these bulbs in
storage and has disposed of 0.6 of their bulbs.

Table 43. Disposition of Savings Store Light Bulbs: Average Number of Bulbs per
Participant Ordering Bulbs

Bulbs Bulbs Bulbs in Bulbs Don’t
purchased | installed storage | disposed know
per per per per bulbs per
customer | customer | customer | customer | customer

Capsule (A Line) total (N=58) 7.0 4.3 2.4 0.1 0.2
- CFL (N=38) 7.6 4.2 3.3 0.1 0.1
- LED (N=22) 5.3 4.2 0.6 0.0 0.4
CFL - Three-way (N=48) 4.0 2.4 1.4 0.2 0.0
CFL - Candelabras (N=46) 7.3 4.3 2.2 0.7 0.1
Indoor reflector (recessed) total

(N=40) ( ) 9.1 5.1 25 0.8 0.7
- CFL - Non-dimmable (N=34) 9.5 5.1 2.7 0.9 0.8
- CFL - Dimmable (N=5) 6.0 4.2 1.6 0.2 0.0
- LED - Dimmable (N=3) 3.3 3.3 0.0 0.0 0.0
CFL - Globes (N=39) 7.5 4.8 2.3 0.4 0.0
CFL - Outdoor reflectors (recessed
outdoor) (N=36) ( 4.8 2.7 1.8 0.4 0.0
CFL - Dimmable spiral (N=24) 4.8 3.2 14 0.1 0.1
CFL - Standard spiral (N=6) (non-
incented bulbs) piral (N=6) ( 6.8 2.8 1.3 0.0 2.7
Total for CFLs (N=125) 14.3 8.4 4.7 0.7 0.6
Total for LEDs (N=24) 5.3 4.3 0.6 0.0 0.4
Grand total all bulbs (N=136) 14.1 8.4 4.4 0.6 0.6

Program Bulbs Stored for Future Use

Table 44 shows the reasons why customers with stored Savings Store bulbs have not installed all
of their bulbs yet. Only about a quarter of surveyed customers (26.5% or 36 out of 136)
confirmed that they have installed (or disposed of) every light bulb that they purchased from the
Savings Store. Among the majority who do have spare program bulbs left over, the major
reasons for not installing these bulbs are that they are not needed yet: 49 customers (36.0% of
136) still have incandescent bulbs in place and are waiting for them to burn out, while 42
customers (30.9% of 136) report that they already have specialty bulbs in every socket where
they will fit. However, nearly one participant in ten (8.8% or 12 out of 136) reports that they
have Savings Store bulbs that will not work with a lamp or fixture for which they were intended;
there were fewer mentions of aesthetic concerns (2.2%), CFLs being slow to achieve full
brightness (2.2%) and bulbs not being dimmable (1.5%). None (0.0%) of the participants
surveyed complained about bulbs being too dim (or too bright) for their intended use however.
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Table 44. Reasons for Not Installing Stored Light Bulbs from the Savings Store (N=136)

Thinking of the specialty bulbs that you purchased from the Carolina | Carolina
Savings Store that you have stored for later use, what are the System System
reasons that you have not installed all of these bulbs? (count) | (percent)
Waiting for other standard bulbs to burn out 49 36.0%
| already have new specialty bulbs installed everywhere they will fit 42 30.9%
The other lamps or light fixtures in my home don’t work with the
. 12 8.8%
new specialty bulbs
Bulbs are for a project that is not completed yet (remodeling rooms,
. 5 3.7%
moving households)
| need help with the installation / can’t do it by myself 3 2.2%
| don't like the way the new specialty bulbs look in some of my
, 3 2.2%
fixtures
The new specialty bulbs take too long to get to full brightness 3 2.2%
The new specialty bulbs do not work on a dimmer switch 2 1.5%
| just have not got around to it yet 2 1.5%
The new specialty bulbs are too dim / too bright for where | wanted
0 0.0%
to put them
Unique reasons, listed below 2 1.5%
Don’'t know 3 2.2%
po not have any Savings Store bulbs in storage (all bulbs are 36 26.5%
installed or disposed)

Percentages total to more than 100% because participants could mention more than one reason.

Two surveyed participants gave unique reasons for not installing all of their Savings Store light
bulbs; these are listed below.

e We will upgrade all the bulbs on one fixture when one of the bulbs burns out.
e We only have six standard bulbs installed anymore, and they are rarely used.

Surveyed customers with spare program bulbs in storage for future use were asked if they intend
to use their stored bulbs, and how long they think it will take to use all of these stored bulbs. As
seen in Table 45, intention to use stored program bulbs by type runs from a low of 87.5% (21 out
of 24) for outdoor reflectors up to 100.0% for stored indoor reflectors, globes, dimmable spirals
and standard spirals. Generally only slightly more than half of customers with spare bulbs are
able to estimate how long it will take them to use all of their installed bulbs; estimates of how
many months to use stored bulbs by type ranges from a low of 14.6 months for indoor reflectors
up to more than 20 months for three-way bulbs (20.1 months), globe bulbs (21.0 months),
dimmable spirals (22.8 months) and standard spirals (30.0 months based on one estimate). This
indicates that most customers who purchase bulbs from the Savings Store may not need to
purchase replacement bulbs for at least a year or two (as seen previously in Table 44, at least
71.3% or 97 out of 136 surveyed participants have spare program bulbs in storage).

Dividing the estimated average number of months to use stored program bulbs by the number of
bulbs in storage yields an estimate of the number of months customers believe they will go
between bulb replacements. Indoor reflector bulbs are estimated to be consumed the fastest, with
stored bulbs estimated to be used every 3.4 months on average, while three-way CFLs are
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estimated to be consumed the slowest, with stored bulbs being used an average of every 10.1

months. 8

Table 45. Intent to Use Stored Bulbs among Customers with Program Bulbs in Storage

Percent Average Average
Percent .
who are estimated number of Average
who .
] S able to months to stored estimated
Bases: number of definitely :
. X estimate use stored program months
customers with some intend to how | . bulb bulb
rogram bulbs in storage use ow long it uibs ulbs per per
P will take to (among customer stored
stored hose able | with stored |  bulb
bulbs use stored | t ose able | with store u
bulbs to estimate) bulbs
Capsule (A Line) (N=33) 93.9% 60.6% 16.2 4.2 3.9
Three-way spiral (N=32) 93.8% 53.1% 20.1 2.0 10.1
Candelabra (N=29) 93.1% 59.3% 16.5 3.4 4.8
'”doo(rNr:egz)Ctor (recessed) 100.0% 58.3% 14.6 4.3 3.4
Globe (N=20) 100.0% 60.0% 21.0 4.4 4.8
Outdoor reflector (recessed o o
outdoor) (N=24) 87.5% 54.2% 19.8 2.6 7.6
Dimmable spiral (N=12) 100.0% 41.7% 22.8 2.8 8.3
Standard spiral (N=2) (non- 1145 505 | 50,006 30.0 4.0 7.5
incented bulbs)

Customers with extra program bulbs in storage who are not certain in their intention to use their
stored program bulbs in the future were asked why not; these responses are listed below (one
customer has both spare candelabra and three-way CFLs that they do not intend to use).

e | don’t know. (Eight spare capsule CFLs)
e | don’t know. (Two spare capsule CFLS)

I plan to return the bulbs; I got something totally different than I thought | was getting. |
thought | was getting a six-pack of each, but I ended up with one of each bulb. (One spare
three-way CFL and one spare candelabra CFL)

I ordered four three-way bulbs. The first one I installed burned out quickly and I didn't
replace it with one of the other three-way CFLs purchased at the same time. | am not
sure if I will switch it to one of those bulbs, ever. Right now | have a non-three-way CFL
installed there. (Three spare three-way CFLSs)

They don't fit in my overhead fan. It takes regular-sized light bulbs. I called Duke Energy
to see if I could buy an adapter but Duke doesn't sell them. They advised me to buy them
at a department store but none carry the adapter. Lowe’s said they used to and that I can

order them online but | need five and that's about $50. (Six spare candelabra CFLS)

e They don't fit into the socket. The back of the bulb doesn't allow the bulb to be screwed
in. The fixture was installed in the late 1970s. (Two spare outdoor reflector CFLs)

'8 The expected lifespan of CFL and LED bulbs is much longer than three to ten months. However customers may
be referring to how long currently installed incandescent bulbs will last until they need to be replaced with program
bulbs. It is also possible that customers who answered this question may tend to underestimate how long efficient
bulbs will last; about 40% of respondents were unable to estimate how long their stored program bulbs will last.
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e One of the CFLs didn't fit into the socket I tried to put it in, but we will most likely be able
to use it somewhere eventually. (One spare outdoor reflector CFL)

¢ | have become more interested in solar-powered outdoor lighting. (Two spare outdoor
reflector CFLSs)

Table 46 indicates that the effect of reduced pricing and low-priced multi-packaging had a
significant effect on customers purchasing spare bulbs that they did not need immediately.
Seventy-one customers reported that the reduced pricing caused them to purchase more bulbs
than they otherwise would have, and these households have an average of 5.8 program bulbs
currently in storage which is nearly twice as many as respondents giving other responses (3.0 or
less per household). Fifty-nine customers who reported that multi-pack pricing caused them to
purchase more bulbs than they would have otherwise have an average of 6.4 stored program
bulbs per household, which is more than twice as many bulbs as households giving other
responses (2.9 or less per household). Both of these differences between groups are statistically
significant at p<.05 using ANOVA (also see Table 30 for complete responses to these survey
questions). This analysis indicates that even when pricing does not motivate customers to
purchase more bulbs than they otherwise would have, the average participant household is still
purchasing about three light bulbs more than their immediate installation needs (out of an
average of 14.1 program bulbs purchased per surveyed household).

Table 46. Stored Bulbs and the Effect of Reduced Pricing and Multi-Packaging (N=136)

Numbers in cells are the
average number of spare

program bulbs currently in More bulbs Same Fewer Don’t know
storage per household (total all than number | bulbs than / other
bulb types) otherwise of bulbs otherwise | responses
Reduced pricing caused customer 58 29 3.0 26

to purchase . ..

Availability of low-priced multi-

packs caused customer to 6.4 2.9 NA 2.1

purchase . ..

Program Bulbs Disposed Of

Surveyed participants who disposed of program bulbs were asked how many were disposed of as
well as how and why; these responses are listed for each bulb type below. The number of
customers disposing of each particular type of bulb is relatively small, so these findings are more
anecdotal than quantitative. Generally, the most common reason for disposing of program bulbs
is that they have burned out; some customers also report receiving damaged or defective bulbs,
or bulbs that don’t fit in their intended fixtures. Many of the customers who received unusable
bulbs did not try to return them for replacements or refunds, but merely threw the bulbs away.
These customers also seem more likely to throw their non-working CFLs in the trash than to
dispose of them properly. A handful of customers also gave working bulbs to friends and family
members, including one customer who purchased light bulbs as a gift and never intended to use
them herself.
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Candelabra bulbs disposed of (N=10)

Two of the bulbs didn't work. When we screwed them in they flashed briefly and then
went forever dark. My husband threw them away.

I had four defective bulbs that would not light, so | returned them for replacements.

| ordered twelve candelabra bulbs, but they didn’t fit my fixture. They sent me a return
label and I shipped them back via UPS or the Post Office, I don't recall.

The bulb was too long to fit in the fixture for which it was intended, so | returned it.
One bulb burned out, so my husband changed it.

One of the bulbs burned out, so I recycled it.

Two of the bulbs burned out in a couple of months, so | threw them away.

Two of the candelabra bulbs burned out, so | am keeping them in a box to get rid of them
the next time | go to the recycling center.

I gave all six of them to my daughter, as she needed and wanted candelabra bulbs for her
home.

I gave one of my spare bulbs to a friend to try out.

Outdoor reflector (recessed outdoor) bulbs disposed of (N=8)

They sent the wrong bulbs. The box was labeled Indoor Reflector bulbs. They sent me a
return label and | sent them back.

One outdoor reflector bulb arrived non-working and was replaced by Duke. | wrapped
up the non-working bulb and threw it in the trash.

Three of these bulbs have burned out so far. They are still in place because they are too
hard for me to reach.

One of the bulbs didn’t work, so | took it apart then threw it away.
One of the bulbs burned out, so I recycled it.
One of the bulbs burned out; it is sitting in a box waiting to be recycled.

One of the outdoor reflector bulbs stopped working after only a few months of use; |
threw it in the trash.

I had two leftover outdoor bulbs that | wasn’t using, so | gave them away to friends.

Three-way bulbs disposed of (N=7)

One bulb arrived non-working, so I threw it in the trash.

Two of the three-way bulbs burned out quickly; | threw them in the trash.

One bulb burned out, so | threw it away.

One of the three different light levels stopped working, so | threw the bulb away.

The lowest level beam burned out. | threw the bulb away, but now I know better to take it
to Lowe’s for proper disposal.

One of the bulbs burned out, but I’m not sure what happened to it. My son comes to take
care of that for me and he takes the bulbs with him.
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e One three-way bulb burned out, so | disposed of it at the dump where they take CFLs for
recycling.

Indoor reflector (recessed) bulbs disposed of (N=6)
e | ordered 15 indoor reflectors, and seven of them arrived broken. | threw the broken ones
away.

| ordered twelve indoor reflectors but they didn’t fit, so | gave them all to a family
member who could use them.

One of the bulbs burned out within 24 hours. | don’t remember what we did with it.
One of the bulbs ceased working, so | wrapped it up and threw it in the trash.
One of the bulbs burned out, so I recycled it at Lowe’s.

I had meant to buy outdoor reflector CFLs instead of indoor reflector CFLs, so | returned
them. However, | am still using the indoor reflector LEDs that | ordered at the same time.

Globe bulbs disposed of (N=5)
e | ordered five globes but they didn’t fit, so | returned them.

One of the globes didn’t light up, so | threw it away.
One of the globes broke, so | threw it away.

One of the globes was flickering. It is still in a box in my house; I will recycle it when |
get more bad ones.

| got these six globe bulbs to give to a family member as a gift.

Capsule (A Line) bulbs disposed of (N=4)
e One of the capsule bulbs burned out, so my husband changed it.

e My wife dropped one of the capsules and it broke.
e | had extra capsule bulbs in storage so | gave one to my daughter.

e One of the capsules was not the right color of light for where | wanted to use it. I still
have the bulb and will use it somewhere else.

Dimmable spiral bulbs disposed of (N=3)
e One of the bulbs burned out in a week or two, so | threw it away.

e One of them burned out, so | disposed of it.
e One bulb burned out, so I recycled it.

Light Bulb Installations by Room

Table 47 shows how many rooms in participant households have different types of program
bulbs installed. Standard spirals (2.5 rooms per household), three-way bulbs (2.1 rooms) and
capsule bulbs (2.0 rooms) are the bulb types which are installed in the most places, while outdoor
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reflectors (1.4 locations™®), candelabras (1.5 rooms) and globes (1.6 rooms) are installed in the
fewest number of places.

Table 47. Number of Rooms Where Program Bulbs are Installed

Bases: number of customers Number of Average number of
with bulbs of each type rooms with rooms installed per
currently installed bulbs installed household
Capsule (A Line) (N=50) 102 2.0
Three-way spiral (N=42) 87 2.1
Candelabra (N=35) 53 1.5
Indoor reflector (recessed)

(N=37) 67 1.9
Globe (N=34) 53 1.6
Outdoor reflector (recessed
outdoor) (N=30) 43 1.4
Dimmable spiral (N=22) 38 1.7
Standard spiral (N=4) (non-
incented bulbs) 10 2.5

Surveyed participants were asked to answer questions about the installation of program bulbs,
including where in their home those bulbs are installed. Table 48 shows a cross tabulation of
bulb types by rooms installed (note that this table does not show numbers of bulbs installed or
the number of participants installing bulbs; the counts in this table are the counts of surveyed
installation sites by bulb type®).

The largest number of surveyed installations are in living and family rooms (71 installation
sites), followed by bedrooms (36 master bedrooms plus 13 “other” bedrooms), bathrooms (45
sites), kitchens (39 sites), and outside on the exterior of the home (33 sites). Some bulb types are
closely related to installation locations, such as outdoor reflectors being installed on the exterior
of the home (93.3% or 28 out of 30 installations), globe bulbs being installed in bathrooms
(73.0% or 27 out of 37) and three-way bulbs being installed in living and family rooms (59.3%
or 32 out of 54). However, for the remaining bulbs types no room received more than about a
third of the bulbs of that type installed. In particular, capsule bulbs are installed in many different

9 Unlike the other light bulbs sold at the Savings Store, outdoor reflectors are primarily intended for outdoor use
and thus are not generally installed in “rooms” (though these bulbs may be installed in more than one exterior
location). Among the 30 customers with installed outdoor reflectors from the Savings Store, 28 (93.3%) had these
bulbs installed on the exteriors of their homes; the other two customers installed these bulbs “on the back porch” and
“in the carport” (locations which are probably at least semi-exposed to the outdoors).

20 customers who purchased three or more types of bulbs were asked about one installation of each bulb type.
Customers who purchased two bulb types were asked about one installation of each bulb type, plus a third
installation of either type. Customers who purchased only one type of bulb were asked about up to three installations
of that bulb type. However, some customers who purchased Savings Store bulbs of a given type had not installed
any of them by the time of this evaluation survey (shown as “none installed” in Table 48), and not all customers had
as many bulbs installed as this survey asks them about (for example, a customer who bought one type of bulb and
only had them installed in one or two places would not be able to answer questions about a third installation). There
are also customers who had more installations in their home than they were surveyed about (though the
methodology was to survey about at least one installation of every bulb type per household). This data collection
approach is not exhaustive, but is meant to maximize installation data collected while not letting the survey
interviews get too long or too complicated. Out of 1149 program bulbs reported installed by survey participants, data
was collected about 304 installations which account for 914 program bulbs (79.5% of 1149 bulbs reported installed).
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locations throughout the home (no more than 17.1% or 12 out of 70 capsule bulbs were installed
in any one type of room).

Table 48. Rooms in the Home Where Program Bulbs are Installed

Cells are counts of Capsule | Three | Candel | Indoor Out- Dim. Std.
surveyed ; Globe door . X Total
; i (A Line) | -way -abra | reflect. spiral | spiral
installations reflect.

Living/family room 12 32 4 12 2 0 6 3 71
Bathroom 9 0 4 2 27 0 3 0 45
Kitchen 10 0 9 17 0 0 3 0 39
Master bedroom 11 12 2 3 4 0 4 0 36
Other bedroom 8 2 1 1 0 0 0 1 13
Outdoors/exterior 3 0 1 0 0 28 1 0 33
Dining room 2 2 12 2 2 0 5 0 25
Office/den 6 5 2 2 0 0 1 0 16
Hall 3 1 4 1 1 0 1 0 11
Closet 1 0 0 0 0 0 0 0 1
Other (specify) 5 0 1 2 1 2 2 1 14
Total installations 70 54 40 42 37 30 26 5 304
None installed 8 6 11 3 5 6 2 2 43

Fourteen installations described by surveyed participants were categorized as “other” rooms or
locations in the home; these are listed below, along with the type and number of bulbs installed
there.

Capsule (A Line) installations (N=5)
e Laundry room: installed four bulbs.

e Laundry room: installed one bulb.

e Storage room: installed one bulb.

e “‘Breakfast room”: installed five bulbs.
e ““Bonus room”: installed two bulbs.

Indoor reflector (recessed) installations (N=2)
e “Kitchen/den/dining room™: installed six bulbs.

e ““Bonus room’: installed two bulbs.

Outdoor reflector (recessed outdoor) installations (N=2)
e Carport: installed two bulbs.

e Back porch: installed four bulbs.

Dimmable spiral installations (N=2)
e Porch: installed two bulbs.

e One bulb unknown: ““I lost track of where that bulb is; it is used somewhere like a normal
spiral bulb because it didn't fit the fixtures for the dimmable lighting.”
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Globe installations (N=1)
e Breakfast nook: installed five bulbs.

Candelabra installations (N=1)
e Exercise room: installed four bulbs.

Standard spiral installations (N=1)
e Sun porch: installed four bulbs.

The average number of program bulbs installed per room is three (3.0), but varies from an
average of fewer than two in bedrooms (1.9 bulbs per master bedroom and 1.8 per “other”
bedroom) to up to four or more in bathrooms (4.0 bulbs), kitchens (4.1 bulbs) and dining rooms
(4.3 bulbs). Table 49 also shows that dimmable bulbs are most often found in dining rooms,
where more than a third of the bulbs replaced with program bulbs were dimmable (37.0% or 40
out of 108 bulbs). None of the surveyed participants had dimmable bulbs installed in halls or
closets (0.0%), and only one reported having dimmable bulbs installed outdoors (5.4% of bulbs
replaced with program bulbs); dimmable bulbs are also rarely found in bathrooms (6.7% of bulbs
replaced with program bulbs).

Table 49. Bulbs Installed per Room and Dimmable Bulbs per Room

Surveyed Total Average Dimmable Perc.ent

installations | . bulbs _bulbs per bulbs of dim.

installed | installation | replaced bulbs

Living/family room 71 170 2.4 17 10.0%
Bathroom 45 180 4.0 12 6.7%
Kitchen 39 158 4.1 30 19.0%
Master bedroom 36 69 1.9 6 8.7%
Other bedroom 13 24 1.8 2 8.3%
Outdoors/exterior 33 93 2.8 5 5.4%
Dining room 25 108 4.3 40 37.0%
Office/den 16 37 2.3 7 18.9%
Hall 11 29 2.6 0 0.0%
Closet 1 3 3.0 0 0.0%
Other locations 14 43 3.1 7 16.3%
Total 304 914 3.0 126 13.8%

Sometimes when customers install new light bulbs it is part of a larger remodeling project.
Customers who installed program bulbs were asked if they made any changes to the fixture other
than installing new light bulbs. As indicated by Table 50, overall about one installation in
twenty-five (3.9% or 10 out of 252) involves changing something about the fixture beyond
replacing the light bulbs. Capsule bulb installations are the most likely to involve fixture changes
(10.0% or 5 out of 50 customers installing these bulbs), followed by indoor reflectors (8.1% or 3
out of 37).

November 19, 2014 104 Duke Energy

Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Participant Surveys

Table 50. Other Changes to Fixtures besides Light Bulb Replacement

Bases: number of customers Customers who Customers who
with bulbs of each type made changes to | made changes to
currently installed fixtures (count) fixtures (percent)
Capsule (A Line) (N=50) 5 10.0%
Three-way spiral (N=42) 0 0.0%
Candelabra (N=35) 0 0.0%
Indoor reflector (recessed) o
(N=37) 3 8.1%
Globe (N=34) 0 0.0%
Outdoor reflector (recessed 0
outdoor) (N=30) 1 3.:3%
Dimmable spiral (N=22) 1 4.5%
Standard spiral (N=4) o
(non-incented bulbs) 0 0.0%
All surveyed installations 0
(N=254) 10 3.9%

The ten installations that involved additional fixture changes beyond replacing light bulbs are
listed by specialty bulb type below.

Capsule (A Line) installations (N=5)
e | hadto install flexible shafts and Y-adaptors that were 60 watt.

e It was part of a new construction.

e The old fixture was just an open socket on a beam; now the ceiling is finished and the
light is recessed.

e We remodeled the room.
e We removed the dimmer feature.

Indoor reflector (recessed) installations (N=3)
¢ linstalled this fixture. There wasn't a fixture here previously.

e | re-wired the fixture to have fewer lights controlled by the one switch.
e | changed the switch from dimmable to non-dimmable.

Outdoor reflector (recessed outdoor) installations (N=1)
¢ | changed the sensitivity of the motion detector and slightly increased the amount of time
that the lights are on once triggered.

Dimmable spiral installations (N=1)
o | replaced the light fixture with a newer one.
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Previously Installed Light Bulbs

Table 51 shows that more than three out of four installed Savings Store bulbs replaced
incandescent or halogen light bulbs (78.6% or 718 out of 914 bulbs), while 15.9% (145 out of
914) replaced CFLs and only 0.2% (2 out of 914) replaced LED lighting. About one program
bulb in thirty, or 3.4% (31 out of 914), was installed in a previously empty socket (or in a newly
installed fixture where there previously was no socket).

Table 51. Types of Previously Installed Bulbs Replaced by Program Bulbs

Tptal bulbs | Incand./ CEL LED bulTIl:())in Don’t
installed halogen know
socket

Living/family room 170 75.3% 17.1% 0.0% 4.1% 3.5%
Bathroom 180 87.8% 12.2% 0.0% 0.0% 0.0%
Kitchen 158 82.9% 13.9% 0.0% 3.2% 0.0%
Master bedroom 69 68.1% 26.1% 0.0% 0.0% 5.8%
Other bedroom 24 54.2% 33.3% 0.0% 0.0% 12.5%
Outdoors/exterior 93 90.3% 3.2% 2.2% 0.0% 4.3%
Dining room 108 64.8% 21.3% 0.0% | 13.9% 0.0%
Office/den 37 78.4% 21.6% 0.0% 0.0% 0.0%
Hall 29 72.4% 13.8% 0.0% | 13.8% 0.0%
Closet 3 0.0% 100.0% | 0.0% 0.0% 0.0%
Other locations 43 86.0% 11.6% 0.0% 0.0% 2.3%
Total 914 78.6% 15.9% 0.2% 3.4% 2.0%

Table 52 shows the average wattage of replaced light bulbs by room type; the highest-wattage
bulbs previously installed were exterior bulbs (89.2 watts per bulb) and bulbs installed in living
and family rooms (57.5 watts) and master bedrooms (52.0 watts) along with “other”
miscellaneous locations (62.6 watts). The lowest average wattages per bulb by room (not
including one participant who had three 13-watt CFLs in a closet) are found in dining rooms
(29.9 watts), halls (33.9 watts) and bathrooms (40.6 watts). Overall, the average wattage of light
bulbs replaced by Savings Store bulbs is 49.6 watts (average wattages include previously-
installed efficient lighting as well as standard bulbs).
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Table 52. Wattage of Previously Installed Bulbs Replaced by Program Bulbs

Program BUIb.S for Average
Total No bulbs which
bulbs bulbs previously | participants wattage of
installed replaced in sockets reported replacezzld
other bulbs bulbs
wattage
Living/family room 170 157 7 124 57.5
Bathroom 180 180 0 146 40.6
Kitchen 158 153 5 126 49.0
Master bedroom 69 65 0 50 52.0
Other bedroom 24 21 0 7 40.6
Outdoors/exterior 93 89 0 52 89.2
Dining room 108 93 15 77 29.9
Office/den 37 37 0 33 42.0
Hall 29 25 4 23 33.9
Closet 3 3 0 3 13.0
Other locations 43 42 0 42 62.6
Total 914 865 31 683 49.6

Eighteen bulbs which participants could not recall (*“don’t know”” type of bulb) are not shown in
this table; therefore, the two middle columns total to 18 fewer bulbs than the leftmost “total
bulbs™ column. ““Bulbs for which participants reported wattage” is the valid number of bulbs
used to compute watts per replaced bulb.

Table 53 shows what participants did with their previously installed bulbs after replacing them
with Savings Store bulbs. The bulbs from about half of these installations (47.9% or 140 out of
292) are thrown away, while another 8.9% (26 out of 292) are recycled. Bulbs from a third of
program installations (33.2% or 97 out of 292) are being stored for future use, while the old
bulbs from one installation in twenty are given away to other people (4.8% or 14 out of 292) and
in 1.4% of installations (4 out of 292) the old bulbs were moved into other sockets and are still
being used. Customers are most likely to store their old bulbs that were replaced by program
candelabra bulbs (44.7% or 17 out of 38), dimmable spirals (43.5% or 10 out of 23) and three-
way bulbs (40.7% or 22 out of 54).

21 Average wattage of replaced bulbs only includes installations that replaced previously-installed light bulbs where
the respondent was able to recall the wattage of the replaced bulbs. This average does not include “no bulbs
previously installed” (which would represent zero watts previously used). All types of bulbs (incandescent, halogen,
CFL and LED) are combined in the average wattage of replaced bulbs, and adjustment factors are applied for
dimmable and three-way bulbs. Wattages reported here include 15 installed un-incented spiral CFLs from the
Savings Store which are counted as spillover rather than gross program savings in the Impact section.
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Table 53. Disposal of Previously Installed Bulbs

Stored Being
0,
ROWS_ total 'to 100 A) Thrown Given for used in Multiple Don’t
Base: 292 installations Recycled .
. ; away away future | different | outcomes | know
with valid responses Use socket
Capsule (A Line) (N=68) 45.6% 17.6% 2.9% 26.5% 2.9% 4.4% 0.0%
Three-way spiral (N=54) 44.4% 7.4% 7.4% 40.7% 0.0% 0.0% 0.0%
Indoor reflector o o o o o o o
(recessed) (N=39) 51.3% 12.8% 7.7% 25.6% 0.0% 0.0% 2.6%
Candelabra (N=38) 50.0% 2.6% 0.0% 44.7% 2.6% 0.0% 0.0%
Globe (N=37) 54.1% 2.7% 2.7% 27.0% 0.0% 10.8% 2.7%
Outdoor reflectors
(recessed outdoor) 50.0% 7.1% 7.1% 35.7% 0.0% 0.0% 0.0%
(N=28)
Dimmable spiral (N=23) 39.1% 4.3% 8.7% 43.5% 0.0% 4.3% 0.0%
Standard spiral (N=5) 60.0% 0.0% 0.0% 0.0% 20.0% 0.0% 20.0%
Total (N=292) 47.9% 8.9% 4.8% 33.2% 1.4% 2.7% 1.0%

Intention to Install Efficient Lighting in the Absence of the Program

and in the Future

Surveyed participants were asked what type of bulbs they would have installed in the sockets

where they installed Savings Store bulbs if this program had not been available. Table 55

indicates that although 42.0% (105 out of 250) of surveyed installations would have had CFLs
installed in them even in the absence of the program, a slightly larger 45.6% (114 out of 250)
would have had incandescent bulbs installed. Very few installations would have received LED
bulbs in the absence of the program (0.8% or 2 out of 250), and most halogen bulbs that would
have been installed would have gone outside (15.2% or 5 out of 33 outdoor installations,
accounting for 62.5% of 8 installations where halogen bulbs would have been used in the

absence of the program).
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Table 54. Type of Bulbs That Would Have Been Installed in the Absence of the Program
by Room

Rows total to 100%. Incendes- Leave Don't
Base: 250 installations by Halogen CFL LED sockets K

bulb type22 cent empty now
Living/family room (N=56) 46.4% 1.8% 42.9% 0.0% 1.8% 7.1%
Bathroom (N=39) 56.4% 0.0% 35.9% 0.0% 0.0% 7.7%
Kitchen (N=36) 41.7% 2.8% 44.4% 0.0% 2.8% 8.3%
Master bedroom (N=24) 45.8% 0.0% 41.7% 0.0% 0.0% 12.5%
Other bedroom (N=6) 50.0% 0.0% 50.0% 0.0% 0.0% 0.0%
Outdoors/exterior (N=33) 33.3% 15.2% 39.4% 3.0% 0.0% 9.1%
Dining room (N=23) 47.8% 0.0% 43.5% 4.3% 4.3% 0.0%
Office/den (N=12) 33.3% 0.0% 58.3% 0.0% 0.0% 8.3%
Hall (N=8) 87.5% 0.0% 12.5% 0.0% 0.0% 0.0%
Closet (N=1) 0.0% 0.0% 100.0% 0.0% 0.0% 0.0%
Other locations (N=12) 33.3% 8.3% 50.0% 0.0% 0.0% 8.3%
Total (N=250) 45.6% 3.2% 42.0% 0.8% 1.2% 7.2%

Table 55 shows what types of light bulbs would have been installed in the absence of the
program by specialty bulb type, rather than by room as shown in Table 54. The bulbs types
which are least likely to have been replaced with efficient lighting in the absence of the program
are candelabra bulbs (31.4% or 11 out of 35), globe bulbs (32.4% or 11 out of 24) and outdoor
reflectors (33.3% or 10 out of 30); correspondingly, candelabras (65.7% or 23 out of 35) and
globes (58.8% or 20 out of 34) are the bulb types most likely to have been replaced with
incandescent bulbs in the absence of the program. Outdoor reflectors are the bulbs most likely to
have been replaced with halogen bulbs in the absence of the program (20.0% or 6 out of 30
outdoor reflector installations, accounting for 75.0% of 8 installations where halogen bulbs
would have been used in the absence of the program). Overall, the specialty bulb category that is
most likely to be replaced with efficient bulbs even in the absence of the program is capsule
bulbs (60.0% or 30 out of 50 would have purchased CFLs or LEDs anyway if the Savings Store
had not been available).

22 Surveyed participants were asked what type of bulbs they would have installed in the absence of the program only
for the first bulbs of a type that were installed. Thus if a customer was asked about two or more installations of a
particular bulb type, they were only asked what they would have done in the absence of the program once. Questions
about additional bulb installations beyond the first of a particular type are limited to the bulb that was replaced and
the usage of the socket. Therefore the question about intentions in the absence of the program is asked once “per
respondent per bulb type” (a respondent who installed three types of bulbs is asked once for each bulb type,
regardless of how many installations per bulb type).
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Table 55. Type of Bulbs That Would Have Been Installed in the Absence of the Program
by Specialty Bulb Type

Rows total to 100%. Incendes- Leave Don't
Base: 250 installations by Halogen CFL LED sockets K
bulb type cent empty now
Capsule (A Line) (N=50) 30.0% 2.0% 56.0% 4.0% 0.0% 8.0%
Three-way spiral (N=42) 50.0% 0.0% 40.5% 0.0% 0.0% 9.5%
Indoor reflector o o o o o o

(recessed) (N=37) 40.5% 2.7% 45.9% 0.0% 5.4% 5.4%
Candelabra (N=35) 65.7% 0.0% 31.4% 0.0% 0.0% 2.9%
Globe (N=34) 58.8% 0.0% 32.4% 0.0% 0.0% 8.8%
Outdoor reflectors

(recessed outdoor) 36.7% 20.0% 33.3% 0.0% 0.0% 10.0%

(N=30)
Dimmable spiral (N=22) 40.9% 0.0% 50.0% 0.0% 4.5% 4.5%
Standard spiral (N=0) NA NA NA NA NA NA
Total (N=250) 45.6% 3.2% 42.0% 0.8% 1.2% 7.2%

Next, participants were asked what type of lighting they will install when their current program
bulbs burn out. Table 56 shows that after participating in this program, customers are only
intending to install incandescent bulbs in 3.6% (9 out of 250) of installations and none of the
surveyed customers plan to install any halogen bulbs (0.0% of 250). Overwhelmingly, these
customers say they intend to install CFLs in the places where Savings Store bulbs are currently
installed (84.0% or 210 out of 250), and the number of installations where customers plan to
install LEDs is also much higher after the program (10.0% or 25 out of 250) compared to their
intentions in the absence of the program (0.8% or 2 out of 250).

Table 56. Type of Bulbs That Will Be Installed When Savings Store Bulbs Burn Out by
Room

Rows total to 100%. Incendes- Leave Don't
EisbeéyZSO installations by cent Halogen CFL LED socketzts Know
u pe empty
Living/family room (N=56) 3.6% 0.0% 80.4% 16.1% 0.0% 0.0%
Bathroom (N=39) 0.0% 0.0% 97.4% 0.0% 0.0% 2.6%
Kitchen (N=36) 0.0% 0.0% 77.8% 13.9% 0.0% 8.3%
Master bedroom (N=24) 12.5% 0.0% 75.0% 8.3% 0.0% 4.2%
Other bedroom (N=6) 0.0% 0.0% 83.3% 16.7% 0.0% 0.0%
Outdoors/exterior (N=33) 0.0% 0.0% 93.9% 6.1% 0.0% 0.0%
Dining room (N=23) 8.7% 0.0% 73.9% 17.4% 0.0% 0.0%
Office/den (N=12) 8.3% 0.0% 83.3% 8.3% 0.0% 0.0%
Hall (N=8) 12.5% 0.0% 75.0% 12.5% 0.0% 0.0%
Closet (N=1) 0.0% 0.0% 100.0% 0.0% 0.0% 0.0%
Other locations (N=12) 0.0% 0.0% 91.7% 0.0% 0.0% 8.3%
Total (N=250) 3.6% 0.0% 84.0% 10.0% 0.0% 2.4%

Table 57 shows the same data as the previous table, only by specialty bulb type rather than by
room. For every bulb type except dimmable spirals, at least 90% of surveyed participants plan to
purchase efficient lighting to replace their program bulbs when they burn out; however, three out
of 22 (13.6%) customers who installed dimmable spirals from the program intend to install
incandescent bulbs in these sockets in the future. A third of the capsule bulb installations (32.0%
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or 16 out of 50) are intended to be replaced with LED bulbs in the future; program capsule bulbs
are currently installed in 64.0% of the 25 installations where customers intend to put LEDs in the
future.

Table 57. Type of Bulbs That Will Be Installed When Savings Store Bulbs Burn Out by
Specialty Bulb Type

Rows total to 100%. Incendes- Leave Don't
Base: 250 installations by cent Halogen CFL LED sockets Know
bulb type empty
apsule ine) (N= .0% .0% .0% .0% .0% .0%
Capsule (A Li N=50 2.0% 0.0% 58.0% 32.0% 0.0% 8.0%
Three-way spiral (N=42) 7.1% 0.0% 88.1% 4.8% 0.0% 0.0%
Indoor reflectors o o o o o o
(recessed) (N=37) 0.0% 0.0% 89.2% 5.4% 0.0% 5.4%
andelabra (N= .9% .0% 4% 7% .0% .0%
Candelabra (N=35 2.9% 0.0% 91.4% 5.7% 0.0% 0.0%
Globe (N=34) 2.9% 0.0% 94.1% 2.9% 0.0% 0.0%
Outdoor reflectors
(recessed outdoor) 0.0% 0.0% 96.7% 3.3% 0.0% 0.0%
(N=30)
Dimmable spiral (N=22) 13.6% 0.0% 81.8% 4.5% 0.0% 0.0%
Standard spiral (N=0) NA NA NA NA NA NA
Total (N=250) 3.6% 0.0% 84.0% 10.0% 0.0% 2.4%

Table 58 presents the average hours of use for sockets where Savings Store bulbs have been
installed by room. The rooms where bulbs get the most hours of use are kitchens (6.3 hours per
day), offices and dens (5.6 hours) and living and family rooms (4.7 hours). Aside from one
participant who put program bulbs in a closet (used 0.3 hours per day), the bulbs that get used the
least are in bathrooms (2.4 hours per day) and “other” (not master) bedrooms (2.2 hours). There
are some slight differences by room in terms of the hours of use before and after the program; the
overall average hours of use per bulb rounds off to 4.3 hours per day for sockets with program
bulbs installed after the program, and to 4.2 hours of usage per day before the program bulbs
were installed.

Table 58. Program Bulb Hours of Use by Room

Base: 293 installations by h Average Average hours
bulb type with valid ours of use | of use per bulb
responses per bulb (before
(current) program)

Living/family room (N=68) 4.7 4.5
Bathroom (N=45) 2.4 2.4
Kitchen (N=39) 6.3 6.3
Master bedroom (N=36) 3.7 3.7
Other bedroom (N=12) 2.2 2.4
Outdoors/exterior (N=31) 4.1 3.8
Dining room (N=23) 4.9 4.6
Office/den (N=15) 5.6 5.6

Hall (N=10) 2.7 2.2
Closet (N=1) 0.3 0.3

Other locations (N=13) 3.9 3.9

Total (N=293) 4.3 4.2
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Table 59 presents the average hours of use for sockets where Savings Store bulbs have been
installed by specialty bulb type. The types of specialty bulbs that have the highest hours of use
are capsule bulbs (5.3 hours per day) and three-way bulbs (5.5 hours), while the least hours of
use are for standard spirals (2.3 hours) and globe bulbs (2.9 hours).

Table 59. Program Bulb Hours of Use by Bulb Type

Base: 293 installqtions by hoﬁ\;ser(?fgfse Av:fr ‘3%(2 ?)er”s
f’gs'zg]zgs"‘”th valid per bulb bulb (before
(current) program)

Capsule (A Line) (N=69) 5.3 5.1
Three-way spiral (N=52) 5.5 5.6
Indoor reflector

(recessed) (N=40) 4.6 44
Candelabra (N=38) 4.1 4.1
Globe (N=37) 2.9 2.9
Outdoor reflector

(recessed outdoor) 3.8 35

(N=28)
Dimmable spiral (N=24) 3.7 3.3
Standard spiral (N=5) 2.3 2.3
Total (N=293) 4.3 4.2

CFLs and LEDs Installed Before Participating in the Program

Table 60 indicates that 85.3% of participants (116 out of 136) already had some CFLs installed
in their homes before purchasing bulbs from the Savings Store. The 113 surveyed customers who
already had CFLs installed before the program and who were able to answer the question “how
many?” had an average of 13.8 CFLs apiece before the program; including the 17 customers who
did not have any CFLs installed before the program, the average number of CFLs installed
before the program is 12.0 per household (not including those who did not know if or how many
CFLs they had installed). The median number of CFLs per surveyed household installed before
the program is ten.

Half of the customers with CFLs installed before the program (51.7% or 60 out of 116) have
been using CFLs for four years or more, and 92.2% (107 out of 116) have been using CFLs for
more than a year.
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Table 60. Preinstalled CFLs (N=136)

Carolina Carolina
System System
(count) (percent)
Did you have any CFLs installed before participating in
this program?
No 17 12.5%
Yes, from 1to5 22 16.2%
Yes, from 6to 11 40 29.4%
Yes, 12 or more 51 37.5%
Yes, don’'t know how many 3 2.2%
Don't know 3 2.2%
N=116 customers with
How long have you been using CFLs? CFLs before the
program
Never until recently (first time user) 4 3.4%
One year or less (but previous to program participation) 3 2.6%
One to two years 12 10.3%
Two to three years 21 18.1%
Three to four years 14 12.1%
Four years or more 60 51.7%
Don’t know 2 1.7%

Table 61 indicates that nearly one customer in four (22.8% or 33 out of 136) had LEDs installed
before participating in the Specialty Bulbs program. The 31 surveyed customers who already had
LEDs installed before the program and who were able to answer the question “how many?” had
an average of 4.6 LEDs apiece before the program; including the 102 customers who did not
have any LEDs installed before the program, the average number of LEDs installed before the
program is 1.1 per household (not including those who did not know if or how many LEDs they
had installed). The median number of LEDs per surveyed household installed before the program
IS zero (since a majority of customers had zero LEDS).

Only about one in ten customers with LEDs installed before the program (9.7% or 3 out of 31)
have been using LEDs for more than three years, while about half (45.2% or 14 out of 31) have
been using LEDs for less than a year.
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Table 61. Preinstalled LEDs (N=136)

Carolina Carolina
System System
(count) (percent)
Did you have any LEDs installed before participating in
this program?
No 102 75.0%
Yes, from 1to5 23 16.9%
Yes, from 6 to 11 4 2.9%
Yes, 12 or more 4 2.9%
Yes, don’'t know how many 0 0.0%
Don’t know 3 2.2%
N=31 customers with
How long have you been using LEDs? LEDs before the
program
Never until recently (first time user) 5 16.1%
One year or less (but previous to program participation) 9 29.0%
One to two years 6 19.4%
Two to three years 7 22.6%
Three to four years 1 3.2%
Four years or more 2 6.5%
Don't know 1 3.2%

Figure 18 shows the distribution of preinstalled CFLs, LEDs and total energy-efficient bulbs
(CFLs plus LEDSs). A third of these customers (32.4% or 44 out of 136) already had fifteen or
more efficient bulbs installed before purchasing bulbs from the Savings Store, and only 11.0%
(15 out of 136) did not have any efficient bulbs. In total, the 130 customers who answered the
questions about the number of efficient bulbs installed before the program confirmed the
installation of 1701 efficient bulbs (1559 CFLs and 142 LEDs), for an average of 13.1 efficient
bulbs per household (not including the 15 customers with zero efficient bulbs installed before the
program, the average is 14.8 efficient bulbs per household with efficient bulbs installed).
Overall, the median number of efficient bulbs installed is 10 bulbs per household.
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Energy-Efficient Bulbs Installed Before the Program
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Figure 18. Energy-Efficient Bulbs Installed before Participating in the Program (N=136)
When calculating total EE bulbs installed, customers who did not know if they had any LEDs
installed are assumed to have zero LEDs installed. Customers who reported having CFLs or
LEDs installed but who were not able to answer “how many?”” are reported as “don’t know”.

Incandescent and Halogen Light Bulbs Installed in Participant
Households

Surveyed participants were asked how many incandescent or halogen lights they have installed
in their homes, how many of these are “standard encapsulated bulbs” (i.e., “A Line” bulbs), and
how many of these standard capsule bulbs are used for more than two hours per day. Table 62
indicates that these customers’ homes still have a decent number of incandescent and halogen
light bulbs installed: 81.6% or 111 out of 136 have at least one old bulb installed, and the overall
average is 10.0 incandescent and halogen bulbs installed per household. However, a large
number of these incandescents are non-standard bulb types; only 59.5% (800 out of 1344.5
bulbs®®) are the regular capsule-style (type “A”) bulbs.

Furthermore, just 18.7% (149.5 out of 800) of the capsule-style incandescent and halogen bulbs
are being used more than two hours per day. Overall, only 27.2% (37 out of 136) of Savings
Store customers surveyed have at least one standard capsule bulbs that is in use more than two

% Fractional numbers of bulbs are due to some respondents answering with ranges instead of specific amounts (for
example, “6 or 7 bulbs” is reported as 6.5 bulbs, which is the midpoint of the range given by the respondent).
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hours per day, and the average across all participants is only 1.1 of these bulbs installed per
household. Only one out of every nine incandescent or halogen bulbs installed in these
customers’ homes (11.1% or 149.5 out of 1344.5 bulbs) is both capsule-style and used more than
two hours per day.

Table 62. Use of Capsule-Style Incandescent and Halogen Bulbs in the Home (N=136)

Carolina | Carolina
System System
(count) (percent)
What is your best estimate of the total number of light
bulbs currently installed in your home that are
incandescent or halogen bulbs?
None 23 16.9%
1to?2 13 9.6%
3to5 26 19.1%
6t09 22 16.2%
10t0 14 18 13.2%
15 or more 32 23.5%
Don’t know 2 1.5%
Total number of incandescent and halogen bulbs installed 1344.5
Average per household (base N=134 valid responses) 10.0
How many of these incandescent or halogen bulbs are
standard capsule bulbs? (By standard capsule bulbs, |
mean the most common type of light bulb shape.)
None 46 33.8%
1to?2 16 11.8%
3to5 27 19.9%
6to9 18 13.2%
10t0 14 10 7.4%
15 or more 17 12.5%
Don’t know 2 1.5%
Total number of incandescent and halogen capsule-style 800
bulbs installed
Average per household (base N=134 valid responses) 6.0
How many of these incandescent or halogen standard
capsule bulbs are installed in sockets that are typically
used for more than two hours a day?
None 97 71.3%
1to?2 16 11.8%
3to5 14 10.3%
6to9 3 2.2%
10t0 14 3 2.2%
15 or more 1 0.7%
Don’t know 2 1.5%
Total number of incandescent and halogen capsule-style 1495
bulbs installed which are used more than two hours per day '
Average per household (base N=134 valid responses) 1.1
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Specialty Bulbs in Participant Households

Survey participants were asked a series of questions to determine how many specialty bulbs are
currently in use in their homes, and what kind of bulbs are in those sockets. This can be used to
determine opportunities to install further efficient bulbs in these households. Table 63 shows
how many participants have bulbs of each type in their homes, and the numbers of bulbs in
participant households. The most common type of specialty bulbs are outdoor reflectors, present
in 75.0% (102 out of 136) of surveyed participant households. However, the largest number of
installed specialty bulbs are candelabras, which account for 19.9% (757 out of 3800) of the
specialty bulbs installed in participant households. The average number of specialty bulbs
installed per household by type ranges from 3.0 for three-way bulbs to 8.7 for candelabras
(including only the households that have a given type of bulb installed).

Table 63. Specialty Bulbs Installed in Participant Households®*

- Bulbs per
Participant Participants Total bulb Bulbs household
count (percent) count (percent) with this
(N=136) (N=3800) type of bulb
Dimmable spiral 71 52.2% 569 15.0% 8.0
Three-way spiral 82 60.3% 249 6.6% 3.0
Indoor reflector (recessed) 64 47.1% 543 14.3% 8.5
Outdoor reflector 102 75.0% 438 11.5% 4.3
(recessed outdoor)
Globe 70 51.5% 541 14.2% 7.7
Candelabra 87 64.0% 757 19.9% 8.7
ﬁi'é)or LED capsule (A 63 46.3% 454 11.9% 7.2
Other specialty bulbs 43 31.6% 249 6.6% 5.8

Participant percentages total to more than 100% because participants can have multiple types of
bulbs installed.

Table 64 shows how many bulbs of each type are CFLs, LEDs and incandescent and halogen
bulbs. The specialty bulb types where participants still have the largest number of incandescent
and halogen bulbs installed are candelabras (62.4% or 472 out of 757 bulbs) and dimmable bulbs
(50.4% or 287 out of 569). The bulb types which these customers have already mostly converted
to efficient bulbs are three-ways (69.9% or 174 out of 249), indoor reflectors (67.4% or 366 out
of 543) and globes (64.7% or 350 out of 541). LEDs have the largest penetration in the
categories of efficient capsule bulbs (27.3% or 124 out of 454) and dimmable bulbs (19.8% or
112 out of 569), and account for fewer than 10% of bulbs currently installed in the other types of

2 The results presented in Table 63 reflect survey participant responses, but several caveats should be noted: some
categories may overlap (for example a bulb can be both dimmable and a candelabra and thus would be counted in
both rows), and “efficient capsules” is a unique category in that a standard incandescent capsule is not considered a
specialty bulb (whereas for all of the other categories shown in the table incandescent bulbs of that type are
considered specialty bulbs). Furthermore, inconsistent responses were corrected where possible (such as the number
of bulb types not adding up to the total number of bulbs reported) and of course some respondents were unable to
answer all of the questions. Thus the total bulb count and bulb percentages shown in the table should be considered
approximations (some bulbs are being double-counted while others are not counted at all); this is also why there is
no row presented for “total specialty bulbs”. However, participant-level counts, percentages and the bulbs per
household for each individual specialty bulb type are not affected by issues with overlapping categories.
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specialty sockets.

Table 64. Energy-Efficient and Standard Specialty Bulbs in Participant Households

Total CFLs LEDs Incandescent || Total EE Standard
bulb (bulb (bulb or halogen bulbs bulbs
count count) count) (bulb count) || (percent) | (percent)
Dimmable spiral 569 158 112 287 47.5% 50.4%
Three-way spiral 249 170 4 64 69.9% 25.7%
Indoor reflector (recessed) 543 333 33 160 67.4% 29.5%
0, 0,
Outdoor reflector 438 178 31 184 47.7% 42.0%
(recessed outdoor)
Globe 541 336 14 179 64.7% 33.1%
Candelabra 757 248 31 472 36.9% 62.4%
0,
(LZilr:]Ié)or LED capsule (A 454 324 124 NA 100.0% NA
Other specialty bulbs® 249 66 2 69 27.3% 27.7%

Bulb counts by type are less than the total number of bulbs per type due to missing data
(customers who could not state a number of bulbs are not shown in this table). Percentages of
bulbs total to less than 100% for the same reason.

Customers were also asked if they had any spare incandescent bulbs in storage to replace
specialty bulbs that burn out. As seen in Table 65, half of the specialty incandescent bulbs these
customers have in storage are either candelabras (30.1% or 158 out of 525 spare bulbs) or bulbs
meant for dimmable sockets (20.0% or 105 out of 525); this reinforces the finding from Table 64
that these are also the categories of bulbs that have the highest percentage of incandescent and
halogen bulbs still installed in homes. While candelabras are also the category of incandescent
specialty bulb these customers are most likely to have in storage (22.8% or 31 out of 136
respondents), the second most common spare incandescent bulbs are three-ways (16.9% or 23
out of 136, though these customers only have an average of 1.8 of these bulbs in storage per
household). Participants are least likely to have spare incandescent indoor reflectors in storage
(9.6% or 13 out of 136).

% The columns shown for “other specialty bulbs” add up to much less than 100% because customers were much less
likely to know what types of bulbs these are (“don’t know” bulbs are not shown in the table) and because some of
these bulbs are neither CFLs, LEDs nor standard bulbs (e.g., fluorescent tubes).
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Table 65. Incandescent Bulbs in Storage for Future Use in Specialty Sockets

Have Have Spare Bulbs per
incandescents | incandescents Total spare incandescent household
in storage in storage incandescent bulbs with this
count (N=136) (percent) bulbs (N=525) (percent) type of bulb
Dimmable spiral 20 14.7% 105 20.0% 5.3
Three-way spiral 23 16.9% 42 8.0% 1.8
Indoor reflector 13 9.6% 69 13.1% 5.3
(recessed)
Outdoor reflector 16 11.8% 55 10.5% 3.4
(recessed outdoor)
Globe 21 15.4% 74 14.1% 3.5
Candelabra 31 22.8% 158 30.1% 5.1
Other specialty bulbs 7 5.1% 22 4.2% 3.1

Participant percentages total to more than 100% because participants can have multiple types of
bulbs installed.

Future Light Bulb Purchase Intentions

Surveyed customers were asked how many of the next ten light bulbs they purchase will be
standard incandescent (or halogen), CFL and LED bulbs. As seen in Table 66, nine out of ten
participants surveyed reports that they intend to buy CFLs (89.1% or 114 out of 128) and more
than a third intend to purchase LEDs (37.5% or 48 out of 128), but only one in six intends to buy
any standard incandescent or halogen bulbs (17.2% or 22 out of 128).

The majority of bulbs these customers intend to purchase in the future will be CFLs (73.9% or
944 out of 1278 bulbs), though about one bulb in five will be an LED (20.0% or 256 out of 1278)
and only about one bulb in twenty will be standard incandescent or halogen bulbs (6.1% or 78
out of 1278). These results indicate greater intent to purchase LEDs, and less intent to purchase
standard incandescent and halogen bulbs, compared to other recent lighting programs evaluated
in Duke Energy territories.?®

%8 The “next ten bulbs” series of questions was adopted by TecMarket Works in 2013, and as of the time of the
current evaluation has only been previously used for low-income program evaluations in the Carolina System.
Perhaps the most comparable previous study would be the Process and Impact Evaluation of the Residential Smart
$aver Energy Efficiency Products (CFLs) Program in Kentucky, published in May 2014 with participant surveys
conducted in May and June of 2013. That evaluation of a program which distributes free spiral CFLs found the
distribution of customers’ next ten intended bulb purchases after the program to be 33.3% incandescent and halogen
bulbs, 61.8% CFLs and just 4.8% LEDs.
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Table 66. Purchase Intent: Next Ten Bulbs Purchased

Of the Next Ten Light Bulbs You Purchase, How Many Will Wﬁ(l)l AS#;\\:veeyreegl ?ﬁrig%%aegtﬁon
? .
Be...” (Valid N=128)
% of surveyed customers who intend to buy at least one
| 17.2%
incandescent and/or halogen bulb
% of surveyed customers who intend to buy at least one CFL bulb 89.1%
% of surveyed customers who intend to buy at least one LED bulb 37.5%
All Bulbs To Be Purchased
(N=1278)*"

Percentage of next ten bulbs that will be incandescent and/or

6.1%
halogen bulbs
Percentage of next ten bulbs that will be CFL bulbs 73.9%
Percentage of next ten bulbs that will be LED bulbs 20.0%

Percentages in the first three rows total to more than 100% because participants could give
multiple responses. Percentages in the bottom three rows are mutually exclusive and add up to
100%.

Figure 19 presents the distribution of future bulb purchases in the form of an area chart as a
visual aid: the Y-axis shows the distribution of bulbs intended to be purchased, and the X-axis
shows all 128 valid responses sorted by the distribution of bulb types. A majority of 67 out of
128 customers surveyed (52.3%) say they intend to purchase exclusively CFLs for their next ten
bulbs (the center green area which extends from the top to the bottom of the chart).

The chart also shows significant intentions to purchase LEDs (the blue area on the right of the
chart), including 9.4% (12 out of 128) of customers who intend to purchase LEDs exclusively
the next time they need light bulbs (where the blue area extends from the top to the bottom of the
chart).

Intentions to purchase incandescent and halogen bulbs among these customers is limited (red
areas of the chart): only one customer surveyed (0.8% of 128) intends to purchase exclusively
incandescent and halogen bulbs, and only seven customers (5.5% of 128) intend to purchase
even half incandescent and halogen bulbs out of the next ten bulbs purchased. There are also a
handful of customers who still intend to purchase the old standard bulbs in addition to both LEDs
and CFLs (the “red spikes on the blue stairs” on the right side of the chart); this may indicate that
this handful of customers have some specialized or old fixtures that they believe won’t work
with the more-efficient bulbs. It could also mean that some of these customers are “jumping
ahead of the adoption curve” by installing LEDs before they have replaced all of their old
incandescents and halogens (rather than replacing all the old bulbs with CFLs first); another
possibility is that these are customers who want energy-efficiency lighting but have problems
using efficient bulbs for some purposes (issues with light color and brightness, warm-up time,
etc.).

2 All 136 respondents were asked the question about the next ten bulbs they intend to purchase. Eight respondents
said they “don’t know” what any of their next ten bulbs purchased will be, and across the other 128 respondents
there were another two bulbs that were designated “don’t know” (i.e., the customer knew what some of their next
ten bulbs purchased would be, but did not know all ten). When calculating the percentage of incandescent/halogen,
CFL and LED bulbs purchased, “don’t know” bulbs are not included in the analysis. Thus the base number of
intended bulb purchases is 1278 bulbs (10 bulbs times 128 respondents minus two “don’t know” bulbs).
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Figure 19. Area Chart of Intentions for Next Ten Bulbs Purchased (N=128)
Eight survey participants (5.9% of 136) ““don’t know’” what kind of bulbs they will buy in the
future, and are not included in this chart.

Additional CFLs and LEDs Purchased Since Shopping at the Savings
Store

Table 67 indicates that about one customer in five (18.4% or 25 out of 136) has purchased
additional energy-efficient light bulbs through another source since shopping at the Savings
Store; the percentage purchasing additional CFLs is 11.0% (15 out of 136) while 8.1% (11 out of
136) purchased additional LEDs (only one customer, or 0.7% of 136, purchased both additional
CFLs and LEDs). The 25 customers who purchased additional bulbs of either type purchased an
average of 6.5 efficient bulbs apiece.

Most of these additional bulbs purchased are standard spiral CFLs (50.9% or 83 out of 163
additional bulbs purchased), while only 7.4% (12 out of 163) are specialty CFLs. Standard or
capsule-style?® LEDs account for 16.0% (26 out of 163) of additional bulbs purchased, while

%8 A “standard LED” is generally in the shape of a capsule (i.e., the classic A-type bulb shape), while a “standard
CFL” has a spiral shape. Thus “capsule CFLs” are considered a type of specialty bulb for this analysis, while
“capsule LEDs” are not. There is no LED equivalent to a “spiral CFL” (the spiral shape is unique to fluorescent
lighting technology).
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specialty LEDs are more common, accounting for 25.8% (42 out of 163) of additional bulbs

purchased.
Table 67. Efficient Bulbs Purchased since Participating in the Program
Participants Participants Bulbs Bulbs
(Total ( ercgnt) purchased purchased
N=136) b (Total N=163) | (percent)

CFL - Standard spiral 12 8.8% 83 50.9%
CFL — Capsule (A Line) 2 1.5% 6 3.7%
CFL - Standard or capsule 4 2.9% 26 16.0%
EL'J:tIc_ic;o?)Utdoor reflector (recessed 1 0.7% > 1,206
LED - Outdoor reflector (recessed o 0
outdoor LED) 2 1.5% 4 2.5%
CFL - Indoor reflector (recessed) 0 0.0% 0 0.0%
LED - Indoor reflector (recessed LED) 1 0.7% 14 8.6%
CFL - Globe 0 0.0% 0 0.0%
LED - Globe 0 0.0% 0 0.0%
CFL - Candelabra 0 0.0% 0 0.0%
LED - Candelabra 2 1.5% 11 6.7%
CFL - Three-way 0 0.0% 0 0.0%
LED - Three-way 0 0.0% 0 0.0%
CFL - Dimmable 0 0.0% 0 0.0%
Other type of CFL: “short bulbs” 1 0.7% 4 2.5%
Other type of LED: “appliance bulbs” 1 0.7% 2 1.2%
Other type of LED: “flame lights, o o
smaller than candelabras” 1 0.7% 6 3.7%
Other type of LED: “PA four-foot tube” 1 0.7% 5 3.1%
Did not purchase additional bulbs 107 78.7% NA NA
Don't know / can't recall 4 2.9% NA NA
Total CFLs 15 11.0% 95 58.3%
Total LEDs 11 8.1% 68 41.7%

Customers who purchased additional efficient bulbs after participating in the program were also
asked how many of these bulbs are currently installed; as seen in Table 68, the overall
installation rate is 89.6% (146 bulbs installed out of 163 purchased). LEDs are somewhat more
likely to be installed (94.1% or 64 out of 68) compared to CFLs (86.3% or 82 out of 95; this
difference is significant at p<.10 using Student’s t-test).
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Table 68. Installation of Additional Bulbs Purchased since Participating in the Program

Bulbs . Bulbs Distribution Installation
installed )

purchased (Total pf bulbs rate (installed

(Total N=163) N=146) installed / purchased)
CFL - Standard spiral 83 75 51.4% 90.4%
Specialty CFLs 12 7 4.8% 58.3%
Total additional CFLs 95 82 56.2% 86.3%
LED - Standard or capsule 26 24 16.4% 92.3%
Specialty LEDs 42 40 27.4% 95.2%
Total additional LEDs 68 64 43.8% 94.1%
Total all additional bulbs 163 146 100.0% 89.6%

The 25 customers who purchased additional efficient bulbs were asked where they purchased
them; these responses are listed below. More than half of these customers got their bulbs at
Lowe’s or Home Depot (combined 56.0% or 14 out of 25), and only four (16.0% of 25) specified
that they purchased these bulbs from online stores (though it is possible that some of the big box
store customers may have used those retailers’ websites to order their bulbs).

o Lowe’s (N=7)

e Home Depot (N=6)

e Lowe’s or Home Depot

e Walmart (N=3)

e Sam’s Club

e Costco

e Harris-Teeter [a local supermarket chain]
e Amazon.com

e Ebay.com

e Bulbs.com

e Somewhere online, but not Amazon.
e Don’t know

A majority of the participants who purchased additional efficient bulbs (60.0% or 15 out of 25)
reported that the additional bulbs they purchased could have purchased them from the Savings
Store, as seen in Table 69. The fifteen customers (11.0% of 136 surveyed) who could have
purchased bulbs at the Savings Store but did not were asked why not; these responses are
categorized in the table below and listed afterward. Two of these customers (1.5% of 136
surveyed) had negative experiences shopping at the Savings Store, and three (2.2% of 136
surveyed) cited the incentive limits as a reason for buying bulbs somewhere other than the
Savings Store.
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Table 69. Purchasing Additional Bulbs Elsewhere Instead of the Savings Store (N=25)

Base: 25 customers who purchases additional Carolina Carolina
efficient bulbs after participating in the program System System
(count) (percent)
Additional bulbs purchased are of a type that is not
. ; 8 32.0%
available at the Savings Store
Not sure if additional bulbs purchased are available
. 2 8.0%
at the Savings Store
Additional bulbs purchased are of a type that could 15 60.0%
have been purchased from the Savings Store il

N=15 customers who

could have purchased

their bulbs at Savings
Store but did not

Reasons for not purchasing additional bulbs at
the Savings Store

Founq Iovv_(e_r) prices elsewhere (without reaching 5 33.3%
incentive limit)
Needed light bulbs right away 4 26.7%
Convemence of finding bulbs when shopping at a 3 20.0%
store / impulse buy
Negative experience shopping at the Savings Store 2 13.3%
Reached incentive limit at Savings Store, bulbs are

. : ) 2 13.3%
cheaper elsewhere without incentive
Reached incentive limit at Savings Store, did not 1 6.7
know | could buy more than the limit 070

Percentages of reasons for not purchasing bulbs total to more than 100% because respondents
can give multiple reasons.

The verbatim comments of the fifteen customers who purchased additional bulbs elsewhere
when they could have purchased them from the Savings Store are listed below, along with notes
about their bulb purchases when relevant. Interestingly, all three of the customers who cited the
incentive limits as a reason for not buying additional bulbs at the Savings Store purchased
additional LEDs rather than CFLs.

Because of the negative experiences | had with Duke's Savings Store. [This customer
thought they had ordered a multipack of candelabras from the Savings Store but only
received one bulb, which they have not installed and say they plan to return. They
purchased an additional six spiral CFLs at Lowe’s.]

| had a disappointing experience with the Savings Store. Lowe’s offers the same bulbs at
a low price. [This customer apparently intended to purchase a six-pack of spiral CFLs
from the Savings Store but instead purchased one three-way CFL, which they then
installed in a regular socket. They purchased one additional capsule CFL at Lowe’s.]

Because | was limited to being able to get only twelve of the CFL candelabra bulbs at the
Duke Energy Store. [This customer purchased eight additional candelabra LEDs at
Costco.]

| reached the limit on the number of discounted bulbs I could buy through the Savings
Store. | could then purchase the bulbs elsewhere at a cheaper price. [This customer
purchased twelve additional capsule LEDs at Home Depot.]
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e | hit the limit on the discounted price and the higher price wasn't slight. [This customer
purchased six additional capsule LEDs from Ebay.com.]

e Because of the price; | need to check the Savings Store again to see if they've adjusted
their prices. They might be more competitive now. [This customer purchased a pack of 16
additional spiral CFLs at Sam’s Club.]

e | had a coupon from Home Depot; they gave me 30% off.
e These CFLs I found at Walmart were cheaper than the Duke website.
e They were highly discounted at the food store; it was an impulse buy.

e It was just easier to get the CFLs at the store. | saw them in a display and the price was
right so I bought them.

e | didn't purchase these bulbs through the Savings Store because | was at Lowe’s one day
and it was convenient to buy them there.

e My bulbs burned out and | needed to replace them right away.
e | needed the bulbs immediately.

e | needed them right away.

e Because | needed them right that second.

Customers who purchased additional bulbs after participating in the program were also asked to
rate the influence of their Savings Store experience on their decision to purchase additional
efficient light bulbs on a ten-point scale, where “10” means most influential and “1” means not at
all influential. The average influence rating among the 21 customers who gave ratings is 5.48
and the median is 7.0, indicating moderate influence. Customers were also asked to give
explanations for their influence ratings scores, which are listed below. Interestingly, both of the
customers who cited their negative experiences with the Savings Store as the reason they did not
buy their additional bulbs there both gave “10 out of 10” ratings for the influence of the program
on their additional purchases.

Customers who gave 10 out of 10" (highest possible) ratings for_the influence of the
Savings Store on additional bulb purchases (N=6)
e The Saving Store did not have the LED that | needed. [This customer purchased two
additional outdoor reflector LEDs; the Savings Store only offered CFL outdoor reflectors
during the time period being evaluated.]

e | could only get enough CFL candelabras for my chandelier. | had to go somewhere else
for the rest that | needed, as | could only get twelve at the Savings Store.

e | wanted to buy more bulbs through the Savings Store, but had reached the limit on the
number of discounted bulbs I could purchase, so | went elsewhere.

e | got something totally different than | thought | was getting. | thought | was getting a six-
pack of each, but I ended up with one bulb each. It seemed very misleading to me. | just
ordered the wrong bulbs at the wrong price.

e | had a disappointing experience with the Savings Store. Lowe’s has low pricing in
addition to being able to see what you're getting.
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e From past experience, | knew that the Savings Store would likely take at least three days
to deliver an order, so | decided to purchase the bulbs elsewhere.

Customers who gave “7, 8 or 9 out of 10” ratings for the influence of the Savings Store on
additional bulb purchases (N=5)
e The Savings Store was my first foray into using CFLs.

e The website made me realize that | wanted to put CFLs in that fixture.

e | would have ordered them from the Savings Store but they were not offered so | had to
purchase them elsewhere.

e | got them elsewhere because I had hit the limit.

e These CFLs were less expensive at Walmart than at the Duke site.

Customers who gave “2, 3, 4, 5 or 6 out of 10 ratings for the influence of the Savings Store
on additional bulb purchases (N=2)
o | dislike the ones I bought from the Savings Store because they are dimmer than I like. |
bought some at Walmart because they are supposed to be a brighter light.

e The Savings Store was not very influential because they did not offer the type of
appliance bulbs | was looking for.

Customers who gave “1 out of 10” (lowest possible) ratings for the influence of the Savings
Store on additional bulb purchases (N=8)
e | wanted specific LEDs for my home. [This customer purchased six additional capsule

LEDs from Bulbs.com.]

e My bulbs burned out and | needed to replace them right away.

e There is no relationship between the two purchases; the additional bulbs I purchased
were 50% off, and we needed four. It was an impulse buy.

e If you need them that minute, you get what you need, where you can get it.

e The Savings Store did not factor into my decision because | needed bulbs more quickly
than shipping would allow.

e We were in the store looking at new lighting fixtures. We decided not to go with a new
fixture, but upgrade the light bulbs instead.

e The Savings Store did not factor into these purchases, because | was already using CFLs.
e We were already using CFLs for a long time before we ordered the specialty bulbs.

Additional Actions to Save Energy in the Home

Four out of ten program participants (39.7% or 54 out of 136) report that they have taken
additional steps to save energy since purchasing light bulbs at the Duke Energy Savings Store.
These actions are categorized in Table 70; the most common category of action is adding
insulation (9.6% or 13 out of 136 customers surveyed).

November 19, 2014 126 Duke Energy

Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Participant Surveys

Table 70. Additional Actions to Save Energy since Participating in the Program (N=136)

Carolina | Carolina
System System
(count) (percent)

Have not taken any additional actions 82 60.3%

Have taken additional actions 54 39.7%

Actions taken:
Add insulation to walls, floors, ceilings, attics, ducts 13 9.6%
Caulk / tape / weather-strip doors and/or windows 10 7.4%
Upgrade HVAC system 10 7.4%
Upgrade to Energy Star appliances 10 7.4%
Use less heat / turn down thermostat 9 6.6%
Turn off lights when not in use 6 4.4%
Home Energy House Call / home energy audit 6 4.4%
Upgrade windows / doors 6 4.4%
Use less cooling / turn down or turn off AC 5 3.7%
Install programmable thermostat 3 2.2%
Insulate water heater / water pipes 2 1.5%
Regular HYAC maintenance 2 1.5%
Use curtains / shades to control heat / light 2 1.5%
Unique actions, listed below 17 12.5%

Percentages total to more than 100% because respondents could take multiple actions.

Seventeen respondents reported taking unique actions to save energy, which are listed below.

I signed up for Power Manager about a month ago.

We added insulated vinyl siding.

We bought faucet aerators and a low-flow toilet.

We have started doing things like hanging up our clothes instead of using the dryer.
We purchased an infrared space heater and are not using the heat pump as much.
The upstairs south-facing windows now have reflective film.

I run laundry at night instead of the day.

I reduced the number of bulbs in some light fixtures.

I put administration control in place where I'm watching others’ television use.

I had new plumbing installed and had all the pipes and conduits insulated.

I checked the existing wiring and the hot water heater.

We replaced faulty outlets and a circuit breaker.

We do regular assessments of the house to see where improvements need to be made to
make the house more efficient.

| finally got around to fixing my solar power set up.

I'm a part of a ““green” group in my neighborhood.

We have been trying to teach our grandchildren to be aware of using energy wisely.
Ours is an Energy Star home.
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Participation and Interest in Other Duke Energy Programs

Table 71 shows other Duke Energy programs in which surveyed customers have participated.
More than nine out of ten of these customers (91.9% or 125 out of 136) have participated in at
least one other program, with the most popular being free CFLs (80.9% or 110 out of 136),
MyHER (48.5% or 66 out of 136), Online Services (48.5% or 66 out of 136) and Power Manager
(25.7% or 35 out of 136).

Table 71. Participation in Other Duke Energy Programs (N=136)

Carolina Carolina

System System

(count) (percent)
Free CFLs 110 80.9%
My Home Energy Report 66 48.5%
Online Services 66 48.5%
Power Manager 35 25.7%
Home Energy House Call 26 19.1%
Residential Smart $aver 8 5.9%
Appliance Recycling 4 2.9%
None of the above 10 7.4%
Don't know / can’t recall 1 0.7%

Percentages total to more than 100% because respondents can participate in multiple programs.

Customers were asked to rate their interest in participating in some of the Duke Energy programs
that they are not currently participating in; these ratings (on a ten-point scale where “10” means
most interested and “1” means not at all interested) are shown in Table 72. The handful of
customers who report that they have not received free CFLs yet show a very high interest in this
program (mean interest rating 9.24 among the 29 customers not currently participating who were
able to give interest ratings); this is not surprising, considering they are already participants in
the Specialty Bulbs program via their purchase of efficient light bulbs at the Savings Store. My
Home Energy Report and Residential Smart $aver received interest ratings over 6.0, which are
the next most popular programs among non-participants. Home Energy House Call and
Appliance Recycling also received moderate interest scores just under 6.0, and the lowest-rated
program is Power Manager with an average interest rating of 5.08 (which is a moderate, not low,
interest score).

Table 72. Interest in Other Duke Energy Programs (N=136)

Non-participants Valid N Rating of
(not including don't know) interest (mean)
Free CFLs 29 9.24
My Home Energy Report 68 6.62
Power Manager 96 5.08
Home Energy House Call 111 5.90
Residential Smart $aver 124 6.37
Appliance Recycling 130 5.82

Surveyed participants were also asked to rate their interest in potential programs that could be
offered in the future: “Duke Energy is interested in providing further services that might be of
interest to customers. | am going to read a list of possible services that Duke Energy may
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consider offering. Please rate your interest in the following services on a scale of 1-to-10, with 1
indicating that you would not be interested, and 10 indicating that you would be very interested.”
The mean interest ratings are shown below in Table 73; the most popular proposal is rebates for
home improvements (mean interest rating 7.59 out of 10), with home energy audits with
inspections and recommendations being the only other program to receive a mean interest rating
higher than 6.0. The other proposed programs received moderate interest ratings around 5.0,
while the least popular proposal is a social networking site to discuss solutions with energy
experts (mean interest rating 2.87 out of 10).

Table 73. Interest in Potential Further Services from Duke Energy (N=136)

Valid N (not Rating of
including don't know) | interest (mean)

Rebates for energy-efficient home improvements 135 7.59
Home energy audits or inspections of your home

) o ) : 135 6.35
with specific recommendations for improvements
Help in finding energy-efficient equipment and 135 5.52
appliances
Inspection services of work performed by 136 5.08
contractors
Flnancmg for energy-efficient home 134 4.99
improvements
Help in finding weatherization contractors to

- 134 4.84

make your home more efficient
Social networking sites such as Facebook and
Twitter to read about or discuss energy-efficient 132 2.87
solutions with energy experts

Participants were also asked, “what other services could Duke Energy provide to help improve
home energy efficiency?” Thirty surveyed participants (22.1% of 136) offered suggestions,
which are listed below.

e More marketing about how safe CFLs are and facts like that where you can target the
elderly or other people who are suspicious of newer technologies.

e Duke could educate their customers about the little things they can do to save energy.
Also, push for LEDs and high-efficiency HVAC systems, and make it easier for vendors to
participate in Duke Energy programs.

e | wish they would send me another brochure about the different bulb types.

e A program that monitors the power usage of household appliances that can provide a
detailed description about where and when power is being used. Maybe you could
measure the consumption at the fuse box to get consistent readings instead of using a
device

e A program that checks your home for air leaks and a program that provides rebates for
energy efficient water heaters installed.

e Provide a list of honest contractors that can do insulation.

e Duke could provide a home insulation program.

e Offer rebates for energy-efficient windows.
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Duke could provide a program that would install programmable thermostats.

If they had a compatible app I could use with my new thermostat, | would buy it and |
would use it.

Pick up old stoves with the appliance recycling program.

An option to 'lease to own' appliances through Duke.

It would be nice if Duke would sell appliances again; we're going back 50 years, now. |
used to live next to the manager of Duke in Wilkesboro.

Duke could provide financing for new heat pumps.

Duke should make a small space heater that is safe and effective. It would be nice if Duke
had a solar program that would help people install a solar panel or two that people could
pay Duke back for over time.

Something to help out renters, like a program that works with landlords to replace
outdated heaters.

Something that helps out people in mobile homes.

It would be great if they could offer some solar or wind energy to their customers, or
offer to help the customer find and install these renewable energies. I'd love to have solar
energy for my home but | would need help accessing it.

If Duke Energy wants to promote home energy efficiency through social media then they
should allow their employees access to their social media accounts during the workday.
Advertise or provide more information about new technology such geothermal.

Duke Energy should provide more education about how the time of day and usage of
certain appliances is best in the early morning or evenings when the demand for power is
less overall.

| like any information available online to help us use our electrical in an efficient way is
great. Maybe Duke could set goals of potential maximum energy efficiency with the
MyHER, or neighborhoods or businesses.

Duke could offer incentives for energy efficient home improvements and for reducing
energy usage. Duke could provide information and incentives for switching to natural
gas, wind, and solar power.

Duke could provide assistance with purchasing and installing solar technologies.

Duke could provide assistance with solar and wind power technologies.

Duke could provide more information and financial incentives for solar power.
Introduce a solar power incentive.

Decrease the cost of individual power producers and don't charge customers to install
solar power. I'd also like to sell excess power back to the grid.

| know Duke Energy has no plans of going into a solar program, but that would be a
great plan if they had one.

Cut rates and hold back shareholder profits.
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Program Improvements and Additional Offerings

TecMarket Works asked surveyed participants “are there any other bulbs or energy efficiency
items that you’d like to be able to order at the Savings Store?” These suggestions are shown in
Table 74 below.

The most common suggestions involve requests for additional types of light bulb (combined
39.7% or 54 out of 136), though among those who specified a bulb type there was more interest
in expanding LED offerings (12.5% or 17 out of 136) than CFL offerings (8.1% or 11 out of
136). A slight majority of surveyed customers (55.9% or 76 out of 136) did not have any
suggestions.

Table 74. Suggestions for Additional Bulbs or Items to Offer at the Savings Store (N=136)

Carolina | Carolina

System System

(count) (percent)
Additional types of bulb (LED vs. CFL not specific), listed below 26 19.1%
Additional types of LED, listed below 17 12.5%
lec(jjl\';\llonal types of fluorescent lighting (including CFLs), listed 11 8.1%
Insulation and weatherizing items, listed below 2 1.5%
Other items, listed below 7 5.1%
Don’t know / nothing 76 55.9%

Percentages total to more than 100% because respondents could give multiple suggestions.

Twenty-six respondents made suggestions relating to light bulb types and options that were not
specific to LEDs or CFLs; these are listed below.

e For some fixtures, I really prefer a clear light bulb. I'd like to see more clear glass light
bulb options, not white or clouded glass.

e | wish they had natural daylight, or cool light, features; that would be a plus if they were
offered.

e Prettier designs for visible areas, and more globe options.

e | would like to be able to order more aesthetically-pleasing bulbs for my chandeliers.

e More types of candelabra bulbs.

e | don't know if they even exist, but I would like a candelabra-shaped bulb with a larger
socket, a socket that would fit in a standard bulb socket.

e | have kitchen lights that are open and they have standard bases; | thought they were
candelabra bases but | was wrong. I'd like to have bulbs with a standard base, but flame-
shaped, or another fancier shape. Maybe Duke could offer adaptors to put small-base
bulbs in regular sockets.

e They could have more selection of decorative, candelabra and globe-type, bulbs.

e They need to offer the short bulbs.

e A smaller size dimmable bulb.
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e | would like to see the availability in something in dimmable downlights, CFL or LEDs,
in a warm or soft light.

e Dimmable CFL or LED candelabra bulbs, and refrigerator and oven bulbs.

e | would like to be able to order refrigerator bulbs.

e The Savings Store could offer bulbs for ranges, refrigerators, and night lights.

e They need to have high-lumen outdoor floodlights bulbs available; I need something
higher than what they offer.

o I'd like to order bright outdoor 150W equivalent floodlights.

e 150W equivalent reading light.

e 45W flood lamp bulbs.

e | would like to be able order the small 20W under-cabinet bulbs.

¢ Dimmable candelabras and lower-wattage three-ways.

e Lower wattage three-way bulbs.

e | saw some bug zapper lamps at Lowe’s, and low-wattage 25W-equivalent bulbs for
lamps.

e | want the yellow bulbs that are bug lights.

e I’d like to be able to order dimmable halogen bulbs.

e | would like to be able to order night lights.

e They could also offer lighting fixtures.

Seventeen respondents made suggestions relating specifically to LED bulbs; these are listed
below.

e | would like the Savings Store to offer Cree brand LED bulbs.

e Include PA LED four-foot tubes.

e | would like to see color-changing, remote-controlled LEDs at the Savings Store.

o | would like a better selection of LED bulbs. I think that there were 40W-equivalent
bulbs, but I’d prefer to get some that are 60-100W equivalent.

e I’d like a greater variety of bulbs, and LED “can’ ceiling lights.

¢ Include more specialty LEDs like candelabras.

e | want LED candelabra bulbs.

e | would like LED globe lights. I'd like more LED light bulb options.

e Include a three-way LED lamp.

e | would like to a see greater selection of specialty and basic LEDs.

e | would like a larger selection of LEDs.

e More LED choices.

e | would like LED light bulbs to be offered at the Savings Store.

e | would like to see better selection and prices for LEDs.

e | would like to try the LEDs if they weren't so expensive.
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e | would like to be able to order heavily-subsidized LED bulbs.
e 1’d like to try LEDs; I don't know much about them, though.

Eleven respondents made suggestions relating specifically to CFLs and fluorescent lighting;
these are listed below.

e The lights I have on my front porch are capsule CFLs which are slow to get to full
brightness. I would like CFLs that are quicker to full brightness.

e Brighter CFL bulbs.

e | was looking for some CFLs we could use at the church; it had to be a specific size. |
looked and it was not available at the Savings Store. The lights I need are for hanging
church ceiling lights, I'm not sure how else to describe them.

e Smaller CFLs that can fit into fans.

e | would like to order smaller-based CFL bulbs for some of my specialty overhead
fixtures.

e Adapters to make the smaller-based candelabras fit into a regular sized base or make a
candelabra CFLs that fit in regular sockets.

e More candelabra CFLs.

e I'd like a higher-wattage CFL capsule bulb.

e I'd like to buy dimmable CFLs that are smaller and lower in wattage that what you
currently offer.

e CFL night lights.

¢ Four-foot and eight-foot fluorescent tubes.

Two respondents suggested weatherization and insulation items; these are listed below.

e | would like to be able purchase weatherstripping, insulation, and silver window tape.
e Before winter, I'd like to get the wrapping insulation for pipes.

Seven respondents suggested additional items not related to lighting or weatherization; these are
listed below.

e Anti-vampiric power strips.

e | would like to be able to order filters for my furnace, because at home you can easily go
and find the size you need.

e | would like to be able to order an energy-saving water filter for the sink.

e 1 would like to be able to order USB cell phone chargers.

e They could offer CO2 and smoke alarms.

e Offer refrigerators, heat pumps and air conditioners.

o If they offered other green products besides light bulbs, that would be neat.
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Customers were also asked if there were any additional features they would like to see at the
Savings Store website. Only ten surveyed participants (7.4% of 136) offered suggestions, which
are listed below.

e |I'd like the website to work better on tablets.

e | would like the ability to mouse-around more quickly on the Savings Store website.

e Add a button at the Duke Energy homepage that would easily connect you to the Saving
Store.

e 1’d like to be able to order more easily and quickly by check.

e Provide confirmation as to what exactly you're buying, the number of bulbs and whether
it's a multipack.

e Inthe descriptions of each CFL and LED, I'd like the bulbs to have an incandescent watt
equivalent. Show a comparison to the incandescents because watts are what most people
are familiar with.

o |I'd like to see better descriptions of each bulb, both visual and literal.

e | would like the descriptions to include the dimensions of the bulbs.

e | would like more information about candelabra bulbs.

e I'd like to see a suggested use of each type of bulb.

Customers were asked “what do you think could be done to get more people such as yourself to
buy light bulbs from the Savings Store?”” As seen in Table 75, the most frequent suggestions are
to improve and increase advertising, particularly in traditional media (39.7% or 54 out of 136)
and by direct mail (32.4% or 44 out of 136); no other categories of suggestion were mentioned
by more than 10% of customers surveyed.

Table 75. Suggestions for Getting More Customers to Buy Light Bulbs from the Savings
Store (N=136)

Carolina | Carolina

System System

(count) (percent)
More / better advertising in traditional media (not mail or web) 54 39.7%
More / better advertising by mail (bill inserts, etc.) 44 32.4%
More / better advertising online (email, social networks, etc.) 13 9.6%
Offer more discounts, sales, coupons / lower prices 13 9.6%
Focus on informing customers of utility bill savings 10 7.4%
Focus on informing customers of low bulb prices 8 5.9%
Offer free, discounted or flat-rate shipping / lower shipping rates 4 2.9%
Provide testimonials from satisfied customers 4 2.9%
Other suggestion, listed below 16 11.8%
Don’t know / nothing 17 12.5%

Percentages total to more than 100% because respondents could give multiple suggestions.

Sixteen surveyed participants offered unique suggestions to get more people to buy light bulbs
from the Savings Store; these are listed below.
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e If you’re not a Duke customer, can you use the store? Right now, you have to punch in
your account number. I live in a community that has its service territory divided in half
between Duke and a co-op. My church would like to buy these bulbs, but they're in the
co-op's territory. The bulbs are more expensive elsewhere. If Duke would open up the
store to non-Duke customers, with higher prices than Duke customers pay but still lower
prices than retail, that would increase sales.

¢ Improve the Duke Energy name because the ash spill is ruining your reputation. It seems
like management is ‘tone deaf' to their customers’ problems and complaints.

e The store needs a better selection.

e Duke could have more brands available at the store.

e Offer more LEDs.

e The store needs to provide better proof of energy savings.

e The store needs to provide real calculations on energy costs: to get more specific on how
much money you will save from using CFLs.

e Duke could provide more accurate cost savings projections and improve the
transparency of the order confirmation process.

e Duke Energy community outreach, and advertising via MyHER mailings.

e Duke needs to do more consumer education about CFLs and LEDs.

o Let people pay for the bulbs through Paypal or have them billed to their account.

e They should offer some other sort of non-online option to get the bulbs at the discounted
price. Not everyone has a computer or the internet to have access to this Savings Store. |
suggest offer an outlet store for people to go to.

e Alot of people don't have computers or the internet, so maybe send an order form along
with the customer's utility bill.

e Duke could provide a toll-free phone number for placing Savings Store orders. | don't
own a computer.

e Let people know that CFLs last longer than the standard incandescents and that they are
pretty safe to use. Let people know that they need to be recycled and how to clean them
up if they break a CFL.

e For myself, I think the Savings Store could generate more interest by offering solar-
powered light fixtures.

Finally, customers were asked “how else might the Savings Store be improved?” Thirty-two
surveyed participants (23.5% of 136) offered suggestions, which are listed below.

e On the first page, they should list all the links to things like the bulb descriptions. It was
hard to navigate around my first couple of visits. They need everything about the store on
one page, so you can go to directly what you want.

e Easier website navigation.
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Make sure that once I sign into my Duke account, that | wouldn't have to create a new
account for the Saving Store.

Additional advertising could invigorate the Saving Store.

This program needs more advertising and awareness.

Send out more emails letting other people know about it and mail out coupons.

The Savings Store could send email notifications of new promotions.

Send a reminder email once in a while; out of sight out of mind.

Duke could provide more accurate cost-savings estimates.

The Savings Store could provide better bulb descriptions and size specifications.

The descriptions of the bulbs could be improved.

They need better descriptions.

| don't remember them having good pictures of the bulbs or anything.

The Savings Store could provide more information about bulb disposal and mercury
concerns.

Offer other energy saving items that customers can install themselves at a discounted
price. Offer things like insulation, faucet aerators, water heater tank wraps, door
insulation, et cetera.

They need a bigger selection of bulb sizes and lighting levels.

To carry more of a selection of outside waterproof bulbs and night lights.

Offer more items, especially with LEDs.

Duke could offer fluorescent tubes for under-counter lighting applications.

Just keep on offering the cheap bulbs.

More sales, like 50% off of your purchase, or buy one get one 50% off,

Offer more savings on halogen or LEDs, offer cheaper LED options overall.

They could have a better price for those bulbs.

You could always reduce the prices.

Lower the prices on LEDs.

The Savings Store could increase the limit on the number of bulbs I can purchase.

The site should let us know about the limit allotted per customer sooner. | suggest while
we are shopping a particular bulb, the site lets us know what the limitation is at the final
discounted price and right below it, offer the link to where we can get more.

Once you've reached your limit, have a 'shop here' link and offer the same shipping and
handling of $5.

The Savings Store could offer free shipping, or at least a low-quantity threshold needed
to receive free shipping.

I'd be willing to pick my order up to avoid mailing the big box of packing peanuts.
Duke could provide a toll-free phone number for placing Savings Store orders.

It would be nice if the purchase amount would be added onto our monthly electric bill.
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Key Findings

TecMarket Works surveyed 136 Duke Energy customers who participated in the
Specialty Bulbs program by purchasing light bulbs from the Savings Store website. Of
these customers, 106 (77.9%) live in North Carolina and 30 (22.1%) live in South
Carolina.

o0 See section titled Participant Surveys on page 55.
Most Specialty Bulb program participants have already adopted efficient bulb usage:
89.0% (121 out of 136) already had at least one efficient bulb (CFLs and/or LEDs)
installed in their homes before the program, and the average number of efficient bulbs (of
all kinds) installed before the program was 13.1 per household with a median of ten
efficient bulbs per household.

o See section titled CFLs and LEDs Installed Before Participating in the Program

on page 112.

Specialty Bulb program participants still have many incandescent bulbs installed in their
homes, averaging 10.0 installed per household even after participating in this program.
However, only 11.1% of these currently installed incandescent bulbs are standard
capsule-style bulbs which are being used for more than two hours per day (an average of
1.1 per household); the vast majority of currently installed incandescent bulbs in
participant households are either specialty bulbs or installed in little-used sockets.

o See section titled Incandescent and Halogen Light Bulbs Installed in Participant

Households on page 115.

There are a wide array of specialty bulb types installed in program households: the most
common type are outdoor reflector bulbs (found in 75.0% of households) and the least
common are indoor reflectors (47.1%) and CFL and LED capsule bulbs (46.3%). Among
customers who have a particular type of specialty bulb installed in their homes, the types
that are most likely to still be incandescent are candelabra bulbs (62.4% of currently
installed candelabras) and dimmable bulbs (50.4%), while the types that are most likely
to have efficient bulbs are three-way bulbs (69.9% CFL or LED), indoor reflectors
(67.4%) and globe bulbs (64.7%). The most common types of incandescent specialty
bulbs found in storage in participant households are also candelabras (30.1% of all
incandescent specialty bulbs currently in storage) and bulbs for dimmable sockets
(20.0%).

o See section titled Specialty Bulbs in Participant Households on page 117.
The 136 surveyed program participants confirmed the purchase of 1917 program bulbs,
or an average of 14.1 program bulbs per household. Only 6.6% (127 out of 1917) of these
bulbs purchased are LEDs, with the rest being CFL bulbs. Four out of five program LEDs
(80.3% or 103 out of 127) are installed in participant households, compared to only three
out of five program CFLs (58.8% or 1047 out of 1790). Overall, nearly a third of
program bulbs purchased are being stored for future use (31.4% or 602 out of 1917)
while about one in twenty has been disposed of (4.5% or 87 out of 1917) and 59.9%
(1149 out of 1917) are currently installed. The main reasons for storing program bulbs
are “waiting for standard bulbs to burn out” (36.0% or 49 out of 136) and “already have
specialty program bulbs everywhere they will fit” (30.9% or 42 out of 136).

o See section titled Program Bulb Installations on page 92.
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For surveyed installations almost 80% (78.6% -718 out of 914) of the bulbs that were
replaced by program bulbs were low-efficiency incandescent or halogen bulbs indicating
the program is converting most sockets from low efficiency to high efficiency bulbs.
Only 16.1% (147 out of 914) of program bulbs replaced other efficient CFL or LED
bulbs. Participants report that lamps with program bulbs installed are currently being
used an average of 4.4 hours per day.

0 See section titled Previously Installed Light Bulbs on page 106.

A majority of program participants (57.3% or 78 out of 136) first became aware of the
Savings Store through mailings from Duke Energy. Online solicitations from Duke
Energy through the public website or Online Services (customers’ “My Account” page)
were the second-most common way of learning about the program (27.2% or 37 out of
136), followed by emails from Duke Energy (11.8% or 16 out of 136).

0 See section titled Awareness and Participation in the Program on page 55.
When asked for the main reason they chose to participate in this program (by purchasing
bulbs from the Savings Store), a majority of 51.5% (70 out of 136) said it was to save
money on light bulb purchases. Including secondary reasons for participation, the
reduced price of bulbs was a motivating factor for 73.5% (100 out of 136) of participants
overall. The next-most mentioned reasons for participation are saving energy (overall
31.6% or 43 out of 146) and saving money on utility bills (23.5% or 32 out of 136).

0 See section titled Factors Motivating Participation on page 56.

When asked to rate the influence of various factors when choosing light bulbs for their
home, the most important are the purchase price of the bulb (9.08 out of ten), energy
savings (9.07) and saving money on utility bills (9.05). Some factors which have much
less influence would include ease of disposal (7.20), speed at which bulbs reach full
luminosity (6.85), the appearance of the bulb (6.34), the ability to dim (5.38) and
recommendations from utilities (6.27) and family and friends (5.00).

0 See section titled Factors that Influence Light Bulb Purchases on page 82.
Three-quarters of surveyed participants (77.2% or 105 out of 136) are aware that bulb
prices are reduced by program incentives, but only 50.0% (68 out of 136) are aware that
there is a limit on the number of bulbs of each type that can be purchased at the fully-
incented price. A minority of 41.2% (28 out of 68) of customers who are aware of the
limits are also aware that more bulbs can be purchased beyond these limits, though not at
the same price. More than a third of these customers (38.2% or 26 out of 68) claim that
the incentive limits kept them from ordering all of the bulbs they wanted.

0 See section titled Effects of Pricing, Packaging and Incentive Limits on Purchase

Decisions on page 83.
Only about one in five participants (19.1% or 26 out of 136) reported that they recalled
something from the program information provided at the Savings Store site which stood
out for them as useful or important, while more than three out of five (65.4% or 89 out of
136) could not recall any of the information resources found at the site.

0 See section titled Savings Store Website Information and Tools on page 59.

Only about one in five participants (19.1% or 26 out of 136) reported that they used the
energy savings calculator tool at the Savings Store site, while more than three out of five
(65.4% or 89 out of 136) did not recall this tool being available at the site. Among
participants who recalled the calculator tool, only a slight majority of 55.3% (26 out pf
47) used this tool. Among the customers who did use this tool, only a slim majority of
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53.8% (14 out of 26) were aware that this tool is interactive and that the settings can be
changed to match their own household.

0 See section titled Savings Store Website Information and Tools on page 59.
Although 91.2% (124 out of 136) of participants are aware that there is a telephone
number for customer support, only 8.1% (11 out of 136) called the support line.
Similarly, 89.7% (122 out of 136) are aware that there is a Contact Us link on the Savings
Store site, but only one surveyed customer (0.7% of 136) actually used this link to
contact support.

0 See section titled Customer Support on page 67.

A slight majority of 52.9% (72 out of 136) of surveyed participants say that the reduced
price of bulbs at the Savings Store caused them to buy more bulbs than they otherwise
would have, while 43.4% (59 out of 136) say that the availability of low-price multi-
packs caused them to purchase more bulbs than they otherwise would have. When asked
to quantify how many more bulbs they purchased due to multi-pack pricing, customers
reported that about a quarter of bulbs purchased (23.8% or 456 out of 1917 bulbs) were
due to the effect of multi-pack pricing.

0 See section titled Effects of Pricing, Packaging and Incentive Limits on Purchase

Decisions on page 83.
Participants are very satisfied with their experience purchasing light bulbs at the Savings
Store, giving an average overall program satisfaction rating of 9.15 on a ten-point scale
where “10” is most satisfied and “1” is not at all satisfied. Satisfaction ratings are also
very high (over 9.0) for aspects of the program having to do with the online shopping
experience (using the shopping cart, navigating the site, delivery time, etc.), though
ratings are a bit lower for informational aspects of the site such as the helpfulness of bulb
descriptions (8.76), energy savings estimates (8.64) and the energy savings calculator tool
(7.42 among 24 participants who used the tool). On the key measure of satisfaction with
the price of bulbs sold at the Savings Store, the average rating is a healthy 9.04 out of ten.
Most of these ratings are higher than the average rating given by program participants for
their satisfaction with Duke Energy overall, which is only 8.34 out of ten. When asked
for their favorite and least favorite aspects of the Savings Store, the most popular thing is
the reduced price of light bulbs (59.6% or 81 out of 136) followed by the convenience of
shopping online from home (34.6% or 40 out of 136), while the most common
complaints are about the limit on the number of fully-incented bulbs that can be
purchased (9.6% or 13 out of 136) and wanting more or better information available at
the website (7.4% or 10 out of 136).

0 See section titled Participant Satisfaction on page 69.

Participants were also asked to rate their satisfaction with the program bulbs they
purchased: overall, installed CFLs received an average satisfaction rating of 8.95 while
LEDs received an average rating of 9.48, for an overall program bulb average satisfaction
rating of 8.97 on a ten-point scale. By specialty bulb category, the highest satisfaction
ratings were given for program globe CFLs (9.21) and the lowest ratings were given for
dimmable spiral CFLs (8.73).

0 See section titled Satisfaction with Light Bulbs Purchased from the Savings Store

on page 74.
A majority of 61.0% (83 out of 136) of participants surveyed told others about the
program; the average number of recommendations among those telling others about the
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program is 5.2 and the median is three. Most of those informed about the program by
participants are friends (33.6% or 145 out of 431 recommendations) and family members
(31.3% or 135 out of 431), followed by church groups (12.8% or 55 out of 431) and
neighbors (10.0% or 43 out of 431).

o See section titled Recommending the Program on page 68.

When participants were asked what they would have done if the Savings Store had not
been available, 25.0% (34 out of 136) would have purchased the same bulbs at the same
time anyway, while 11.8% (16 out of 136) would not have bought any bulbs at all. A
majority of 58.8% (80 out of 136) would have either purchased fewer bulbs, delayed their
purchase, or both. When asked what kind of bulb they would have installed in their
program bulb sockets if the Savings Store bulbs had not been available, about half of
sockets would have had incandescent or halogen bulbs (48.8% or 122 out of 250
installations) and slightly fewer would have had CFLs or LEDs (42.8%). However, when
asked what type of bulb they will install when their program bulbs need replacing, the
vast majority of participants intend to install more CFLs (84.0%) or LEDs (10.0%), and
only a small handful intend to replace program bulbs with incandescent or halogen bulbs
(3.6%).

o0 See sections titled Intention to Purchase Light Bulbs if the Savings Store had not
Been Available on page 87 and Intention to Install Efficient Lighting in the
Absence of the Program and in the Future on page 108.

When participants were asked if they intend to shop at the Savings Store again in the
future, 64.0% (87 out of 136) said they “definitely will” or that “the Savings Store will be
one of the first places | go for light bulbs”. Only 2.9% (4 out of 136) say that they will
“probably not” or “definitely not” shop at the Savings Store again.

o See section titled Intention to Shop for Light Bulbs at the Savings Store in the
Future on page 88.

Recommendations

Consider routinely monitoring competitors’ pricing on bulbs and shipping. Most
customers are aware of the price of energy-efficient light bulbs at local retailers and
through other online stores, and many of them are directly comparing Savings Store
prices to the competition. Price is perhaps the most important driver of Savings Store
purchases, so Duke Energy should consider routinely monitoring competitors’ pricing to
ensure that Savings Store pricing remains competitive. This does not mean having the
lowest price for every bulb, however many customers will only pay a small premium for
the convenience of online ordering if they can find equivalent bulbs available at a lower
price elsewhere.

0 Shipping costs should also be noted when monitoring competitors’ pricing. Most
Savings Store customers are experienced online shoppers and have had their
expectations for what shipping should cost set from their experience with other
retailers (such as offering free shipping on orders over a certain amount).

o0 Price comparisons can be an effective marketing tool. Duke Energy should
consider including favorable comparisons to competitors’ pricing in advertising
for the Savings Store. These comparisons could also include shipping price and
policy comparisons.
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Consider the effects of multi-pack pricing. Multi-packs of light bulbs that offer
increased savings on the per-bulb price drive a significant number of customers to
purchase additional bulbs so that they can get “the best deal’; this often results in the
purchase of more bulbs than will be immediately installed, with the extra bulbs stored for
future use. Duke Energy should consider the positive effects of multi-pack pricing (to
drive additional sales), and also the effect this may have on program impacts (distributing
bulbs that will not be installed immediately will dilute the savings per bulb, a corollary
effect of selling additional “spare bulbs” that customers don’t need immediately).
Explain the Savings Store limits are on price not on quantity of bulbs. Most
customers who are aware of the limit on incented light bulbs did not realize that they
could purchase more bulbs of the same type beyond these limits, albeit at a higher price
without the incentive and from a different section of the site. Duke Energy should also
consider streamlining the order process and/or the display of bulbs on the site in a way
that doesn’t involve customers having to go to a different page to order additional non-
incented bulbs.

More prominently display information on bulb physical dimensions and threading.
One of the more common issues reported by customers regarding the bulb information
presented at the Savings Store, and related requests for more information, involves the
physical dimensions of bulbs and their socket threading; this is because some customers
are seeking energy-efficient bulbs for unusual and difficult-to-fit sockets in their home.
This information is included on the “product specifications” tab for each bulb, but some
customers who are seeking this information are not finding it; perhaps a more prominent
link labeled “product dimensions” or “socket size/type” could help. In addition to
including this information for all bulbs sold at the Savings Store, Duke Energy should
also consider the variety of bulb dimensions and threading available when deciding on
additions to or subtractions from the Savings Store’s offerings.

Continue efforts to market the Savings Store to customers who have already
shopped at the Store. Customers who purchased bulbs from the Savings Store still have
a significant number of incandescent specialty bulbs in their homes, and a large majority
of them say they intend to shop the Store again in the future.
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Non-Participant Surveys

To assess barriers to, and interest in, program participation, TecMarket Works conducted phone
surveys with a random sample of non-participating Duke Energy customers. The non-participant
survey comprised a total of 80 survey respondents from the Carolina System, including 67 from
North Carolina and 13 from South Carolina. Respondents were categorized into two subgroups:
people who visited the Duke Energy Savings Store online between April 26 and December 31,
2013, yet did not make a purchase; and Duke Energy customers who received the program’s
targeted marketing materials yet chose not to visit the online store. All survey respondents
affirmed that they were aware of the existence of the Duke Energy Savings Store in order to
qualify to continue with the telephone survey, which was fielded between May 15, 2014 and
June 5, 2014.

The non-participant survey was aimed at addressing the following key questions:

Are customers aware of the program, and if yes, how did they learn of the program?

What is their interest in participation and what are the reasons behind non-participation?

What are some ways the program could try to increase participation?

What is their current level of CFL and LED usage?

What can be done to improve the Duke Energy Savings Store website to enhance the

visitor experience and encourage people to make purchases?

e What other items do customers desire that might be sold through the Duke Energy
Savings Store?

e What are the demographic and household characteristics of this population? How do

these characteristics compare to the participant population?

Among the 80 survey participants, 50 people (62.5%) indicated that they had visited the Savings
Store, while 29 people (36.3%) said they had not. One person (1.3%) was unsure if they visited
the Store. Another person (1.3%), initially counted among 50 visitors, next said they tried to visit
the Store website but their log in was unsuccessful. Because these two respondents could not
speak about their experiences on the Savings Store website, they were categorized as non-visitors
and received the same skip logic-driven questions as those who did not attempt to visit the
Savings Store. This brought the subgroup of non-visitors to 31 people or 38.8% of the survey
population, while the remaining 49 people (61.3%) received the skip logic-driven questions for
Store visitors. Sample sizes for individual survey questions varied and are noted throughout this
analysis.

Overview

Overall the 80 non-participants we spoke to during the survey rated their satisfaction with Duke
Energy at an average of 8.0 on a scale of 1 to 10 (Figure 20). Among those who actually visited
the Duke Energy Savings Store, satisfaction with the website averaged 8.4, while satisfaction
with the Savings Store’s prices averaged 7.9. Individual facets of the customer experience while
visiting the Store scored even higher. Ease of log in (9.3) and ease of navigation (9.3) led the
way with helpfulness of bulb description (8.8), ability to find desired items (8.8), and helpfulness
of energy savings estimates (8.6) following close behind. Ease of shopping cart use and ease of
checkout scored near the top of scale at 9.7 each, but these average scores reflected very small
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sample sizes due to the skip logic of the survey and the fact that this survey population consisted
of those who did not buy anything from the Store. These scores and other findings are discussed
in more detail in the sections below.

Average Non-Participant Ratings of

Satisfaction with Duke Energy N=80
Satisfaction with the Store Overall N=48
Satisfaction with Store Prices N=48

Ease of LogIn N=48

Ease of Navigation N=48

Ability to Find Desired Iltems N=48

Helpfulness of Bulb Descriptions N=48
Helpfulness of Energy Savings Estimates N=48
Ease of Shopping Cart Use N=7

Ease of Checkout N=3

0 1 2 3 4 5 6 7 8 9 10 1

Rating on Scale of 1to 10

Figure 20. Average Non-Participant Ratings

Visitor Feedback

The skip logic of the survey separated non-participants into two distinct groups, those who had
visited the Store and those who had not. Store visitors received a set of questions designed to
capture their specific insights and experiences regarding the website, while non-visitors received
more general questions about their attitudes and behaviors. The visitor-specific results are
followed by separate sections that address non-visitor findings and then the results of survey
questions posed to all non-participants.

Customer Awareness

In direct correspondence with the program’s chosen marketing vehicles, survey respondents
indicated that initial customer awareness of the Duke Energy Savings Store was primarily driven
by three sources: a message in the online system (OLS) that is used to access customer accounts
(38.8%), direct mail (26.5%), and bill inserts (24.5%). When combined together, direct mail and
bill inserts totaled 45.0% when respondents giving both answers were counted only once. Other
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awareness vehicles, such as email and word of mouth, totaled less than 10.0% apiece. Exact
amounts are shown in Figure 21.

How Non-Participants First Learned About the Store

Saw message while accessing my account online (OLS) 36.6%
| got a letter/brochure in the mail

Advertisement with my bill

Some other way

Paperless billing email

Saw a message on Duke Energy's public website (not OLS)
Email from Duke Energy / Duke Energy employee

From friendffamily/neighbor/co-worker

Don't know

0% 10% 20% 30% 40% 50%
Percentage of Respondents

N=49 Totals more than 100% since more than one answer was possible.

Figure 21. Initial Non-Participant Awareness Methods

Three people (6.1%) indicated that they learned about the program in some way other than the
primary response choices offered. These people gave the following verbatim responses:

e Through a link from the free CFL bulb giveaway.
e Through Duke Energy's Home Energy House Call.
e | can't remember for certain, but it was either by mail or by e-mail.

Methods of Access

Because viewing the Savings Store is only permitted after customers have successfully
authenticated, all options for gaining online access converge at Duke Energy’s web-based
account validation system. To determine the most popular methods for arriving the validation
point, the survey asked customers how they reached the Store. Forty three percent (42.9%) of
respondents indicated that they came via a link from the “My Account” OLS system. An
additional 22.4% of non-participants came via a link on Duke Energy’s public website, while
18.4% of non-participants said they entered the URL directly into their web browser. These
URLs directed customers to specific landing pages on the Duke Energy public website, bringing
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the combined total for those gaining access via the public website to 40.8%2° and making that
method roughly equivalent to the percentage arriving via OLS. An additional 10.2% said they
were unsure of how they arrived, with the remaining survey respondents saying that they came
via a variety of other methods including links in emails, social media, and web browser
favorite/bookmark (Figure 22).

Method of Accessing the Store

Viaa link in *My Account” (OLS) 42 9%
Via a link on the Duke Energy public website
Entered URL directly into browser

Don't know

Used an online link via email, social media, etc.

Other

Used a web browser favorite/bookmark

0% 10% 20% 30% 40% 50%
Percentage of Respondents

N=49 Totals more than 100% since more than one answer was possible.

Figure 22. Methods of Accessing Store

Next, the survey responses were crosschecked with Duke Energy’s online tracking data to see
how customer recall of their method of access actually correlated with web traffic records. This
analysis revealed that customer recall was less than completely accurate, although this level of
accurate recall may be expected given that respondents could have visited the Savings Store up
to nearly a year prior to the survey. When web traffic data was used to calculate customer arrival
methods, the OLS proved to be most popular with 28 Store visitors (54.5%) coming that way,
compared to 17 visitors (33.3%) who came via the public website. Data was not available for six
people (11.7%). The comparison between customer recall and web traffic data revealed the
following results as shown in Table 76.

2% None of the respondents in the combined tally gave both answers.
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Table 76. Comparison of Recall and Web Traffic Data

Arrival Method According to # Responses Arrival Met_rll(r);fﬁ:cgoa:gmg to Web

Survey Response OLS Web | Data Unavailable

Via a link in “My Account” (OLS) 21 19 2 0

Via a link on the Duke Energy 11 4 5 5

public website

Entered URL directly into 9 1 6 5

browser

Don't know 5 2 2 1

Used an online link via email, 3 1 1 1

social media, etc.

Used a web browser

favorite/bookmark : 0 1 0

Other 1 1 0 0

Total 51 28 17 6
Logging In

Of the 50 non-participants who reported that they had made an effort to visit the Savings Store,
96.0% indicated that they had logged in successfully, while one person (2.0%) had difficulty and
another person (2.0%) was unsure. The person who reported difficulty, self-corrected during the
next survey response and indicated that they did have a successful log in but a short visit since
they are “not really computer savvy.”

When asked to rate the ease of logging in on a ten-point scale where 1 is very difficult and 10 is
very easy, survey respondents gave scores ranging from 2 to 9 with an average score of 9.3.
Forty one out of 48 respondents (85.4%) rated the ease of log in as a 9 or 10. Only two people
gave scores of 7 or lower (Table 77). Of these two people, one explained “I’m not computer
savvy so my daughter helped me.” The other explained their low score, saying “If a customer is
already logged into their Duke Energy account then that customer’s information should be
automatically filled in on the Savings Store form.” A cross-check of records revealed that this
person logged into the Store on May 9, 2013, during which time the original log in process
presented a terms and conditions page that asked customers to confirm their address. As
explained earlier in this report, the Duke Energy program manager indicated that numerous
customers had issues logging in during that time frame. As a result, a few months after the
customer’s visit, the program team removed the problematic step from the log in process thus
making it easier for customers to access the Store.
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Table 77. Ease of Log In Process (Mean 9.3)

Ratin Frequenc Percent Valid Percent

9 quency N=48 N=48
10 31 64.6% 64.6%
9 10 20.8% 20.8%
8 5 10.4% 10.4%
7 0 0.0% 0.0%
6 0 0.0% 0.0%
5 1 2.1% 2.1%
4 0 0.0% 0.0%
3 0 0.0% 0.0%
2 1 2.1% 2.1%
1 0 0.0% 0.0%
Don't know 0 0.0%

Website Visitation

Although none of the Duke Energy customers targeted for the non-participant survey made a
purchase at the online Store, 58.8% (47 out of 80) of them confirmed visiting the Store at least
once. When these 47 non-participants who visited the Savings Store were asked how many times
they visited, the number of visits ranged from 1 to 10 per person, with 1 visit apiece being the
most common response (Figure 23). Overall, these respondents indicated that they visited an
average of 2.3 times each, equivalent to the average number of visits among program participants
who made a purchase (see Number of Visits to the Savings Store and Number of Purchases in the
Participant Survey section).

November 19, 2014

147

Docket No. E-7 Sub 1073

Duke Energy

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Non-Participant Surveys

Number of Store Visits Per Non-Participant

4.0%

Number of Store Visits Apiece

0% 2% 10% 15% 20% 25% 30% 35% 40%

Percentage of Respondents
N=47 Mean=23

Figure 23. Number of Website Visits Apiece

When asked why they had visited the Savings Store without making a purchase, one quarter of
respondents (25.4%) explained that they didn’t need energy efficient bulbs at that time (Figure
24). A far higher percentage (81.3% or 39 of 48 respondents after any duplicate primary and
secondary responses were removed) indicated that they had visited the Savings Store out of
general curiosity, while 61.3% said they’d logged on specifically to check Duke Energy’s prices,
and another 12.7% said they were making general price comparisons with other retailers. Despite
the fact that these people did not end up making a purchase from the Store, TecMarket Works
considers the fact that 64.6% of non-participants (31 out of 48 respondents after any repetitive
answers to the two price checking answers were removed) self-identified as price-conscious
shoppers to be a positive sign because it suggests that they were in fact interested in energy
efficient specialty bulbs and were now looking for the least expensive place to make their
purchases.

November 19, 2014 148 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Non-Participant Surveys

Reasons for Visiting the Store without Making a Purchase

Looking to see what was there (curiosity)

Just checking Duke Energy’s prices

Didn’t need any energy efficient light bulbs at that
time

Other reasons

Making price comparisons with other retailers

Could not find what | wanted/needed

Store didn’t offer the bulbs | wanted/needed

Don't know

Was not ready to make a purchase

Had questions that the website didn’t answer 211% Main Reason
The pri t motivati h 0 ISecondary
e prices were not mativating enoug 1% Reason
0% 20% 40% 60% 80% 100%
Percentage of Respondents
N=47 Totals more than 100% since maore than answer was possible for secondary reasons.

Figure 24. Reasons for Not Making a Purchase

In another positive sign, relatively few non-participants cited criticisms of the Store as their
reasons for not making a purchase. Among those who did have issues with the Savings Store,
10.6% said they could not find what they needed, and 6.3% said they had determined that the
Store didn’t offer what they wanted. One respondent (2.1%) said they had questions that the
website didn’t answer, and a similar percentage (2.1%) specifically felt the Store’s prices were
not motivating enough. Some of these response categories contained follow up survey questions
that solicited quotes revealing the thoughts behind their replies.

The prices were not motivating enough
e The prices would have to be low enough to justify the hassle of ordering them online

and waiting for delivery.

Store didn’t offer the bulbs | wanted/needed
e | was looking for a bathroom full spectrum bulb.

Had questions that the website didn’t answer
e It wasn't clear from the description whether | would be purchasing the correct ones

for my fixtures in terms of size and usage.
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“Other” reasons for not making a purchase totaled 21.2% of all responses. Among the
explanations behind an “Other” response, only the first quote listed below suggests a
shortcoming with the website. The rest cited largely personal reasons that are not within the
control of the program. Note that only six quotes are shown since not everyone provided an
explanation.

e | didn't like the convoluted login and ordering process.

e We did not have the money to purchase bulbs at that time. (N=2)

e | was looking for items other than light bulbs. (N=2)

e We will be moving and I didn't want to leave the good bulbs behind.
e Was using the calculator feature to try to estimate energy savings.
e To look for my mother who needed regular CFLs.

The survey also asked respondents a follow up question to identify which retailer or retailers
they were using for price comparisons. These included:

e Home Depot (N=4)
e Lowe's (N=4)

e Walmart

e Amazon.com

e shineretrofit.com*

Website Navigation

Overall, Store visitors who did not make purchases gave the ease of navigating the website an
average rating of 9.3 on a ten-point scale. Thirty-nine out of 48 respondents (81.3%) rated the
ease of navigation at 9 or 10 out of 10 (Table 78). When we asked people who gave scores of 7
or lower to explain the reasons for their low ratings, no meaningful responses were generated.
Six of these eight respondents didn’t answer the question and one explained that she was not
very good with the computer and relied on her daughter. With this mind, we conclude that even
though the non-participants that we surveyed did not buy anything from the Savings Store, they
were nonetheless quite pleased with the ease with which the website can be navigated.

%0 Note: While this represents an accurate customer response, the website URL was not an active web retailer at the
time of this evaluation.
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Table 78. Ease of Website Navigation (Mean 9.3)

Ratin Frequenc Percent Valid Percent

9 quency N=48 N=47
10 28 58.3% 59.6%
9 11 22.9% 23.4%
8 6 12.5% 12.8%
7 1 2.1% 2.1%
6 0 0.0% 0.0%
5 1 2.1% 2.1%
4 0 0.0% 0.0%
3 0 0.0% 0.0%
2 0 0.0% 0.0%
1 0 0.0% 0.0%
Don't know 1 2.1%

In a related question, we asked Store visitors to rate their ability to find what they were looking
for. Ratings ranged from 1 to 10 with a mean of 8.8. Two-thirds of respondents (66.7% or 32 out
of 48) gave ratings of 9 or 10. Just seven people gave scores of 7 or less. When asked a follow-
up question about what could be done to improve this, respondents suggested improvements
including the following: better product descriptions, clearer bulb categories, making it easier to
place orders, and better ability to compare their current bulbs to the new bulbs for sale. Their

verbatim responses are shown in Table 80 below.

Table 79. Ability to Find Desired Items (Mean 8.8)

Ratin Frequenc Percent Valid Percent
g quency N=48 N=46
10 23 47.9% 50.0%
9 9 18.8% 19.6%
8 7 14.6% 15.2%
7 3 6.3% 6.5%
6 1 2.1% 2.2%
5 1 2.1% 2.2%
4 0 0.0% 0.0%
3 1 2.1% 2.2%
2 0 0.0% 0.0%
1 1 2.1% 2.2%
Not Applicable 2 4.2%
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Table 80. Ability to Find Desired Items: Reasons for Scores of Less than 7

Score Verbatim Comment

7 | was looking for candelabra, dimmable, and outdoor flood LEDs.

7 | did not find what | was looking for. | don't remember exactly what it was.

7 | don’t know.

6 The Savings Store could provide better categorizations and descriptions.

5 | didn't find the candelabra bulbs | was looking for.
| couldn't place my order then. There were too many steps to make a choice. | had to

3 check my boxes of old bulbs to see how they compared and check my fixtures. The
descriptions need to be improved for size and usage.

1 We could not find the small chandelier bulbs we were looking for.

When we asked if an inability to find what they were looking for influenced visitors’ decisions
not to make a purchase from the Savings Store, 81.3% of respondents (39 out of 48) said no,
compared to 18.8% (9 out of 48) who said that it did. Among the nine people who said they
might have made a purchase if they had found what they wanted, two could not determine which
new bulbs were compatible with their original bulbs, while five said they were unsuccessful in
their attempt to find the specific types of bulbs they wanted. One person wanted a broader
selection of LEDs and another did not remember. Their verbatim comments are shown below.

e | couldn't place my order. There were too many steps to make a choice. | had to check my
boxes of old bulbs to see how they compared and check my fixtures.

e | couldn't decide which bulbs to order because the ones available at the Savings Store
seemed different than what I had.

e The Savings Store could offer a larger selection LED bulbs.

e | didn't find the candelabra bulbs that I needed.

e | was looking for candelabra, dimmable, and outdoor flood LEDs.

e | didn't find the higher intensity LEDs I was looking for.

e | did not find the daylight bulb I was looking for.

e | would have purchased the small chandelier bulbs if I had been able to find them.

e | did not find what I was looking for. | don't remember exactly what it was.

Product Descriptions

Among those non-participants who actually visited the Savings Store, opinions of the bulb
descriptions were quite favorable with an average score of 8.8 on ten-point scale (Table 81). Half
(50.0%) of visitors rated the bulb descriptions at 10 out of 10 and another 8.3% (4 out 48) rated
them a 9, while just 14.6% gave ratings of 7 or lower. No one gave a rating of lower than 5 out
of 10.
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Table 81. Helpfulness of Bulb Descriptions (Mean 8.8)

Ratin Frequenc Percent Valid Percent
g quency N=48 N=45
10 24 50.0% 53.3%
9 4 8.3% 8.9%
8 10 20.8% 22.2%
7 3 6.3% 6.7%
6 1 2.1% 2.2%
5 3 6.3% 6.7%
4 0 0.0% 0.0%
3 0 0.0% 0.0%
2 0 0.0% 0.0%
1 0 0.0% 0.0%
Don't know 3 6.3%

We asked those who gave scores of 7 or lower how the Savings Store could be improved. They
gave the following suggestions, including providing more information about bulb dimensions
and lumens. Verbatim comments are shown below.

Table 82. How Bulb Descriptions Can Be Improved
Score | Verbatim Comment
7 | didn't know much about the LED efficiency and how some of the larger bulbs save you
energy.
Duke could provide more information about bulb sizes.
The electrical requirements were good. The dimensions and usage were not clear.
More information about lumens and frequencies.
| already knew what | was looking for so | didn't really need the descriptions like another
customer might.
Vague descriptions that don't seem to match up with the picture of the bulbs.
Duke could allow customers to enlarge the photos.31

gjol| o1 [O|N (N

When asked if the product descriptions had any influence on their decision not to make a
purchase from the Savings Store, 91.7% (44 out of 48) said “no”, compared to 4.2% (2 out of 48)
who said “yes” and a similar percentage that were unsure. When we asked the two respondents
who said “yes” to explain more, they gave the following replies:

e The descriptions of the bulbs were too vague so | went to a store to find the bulb that |
needed.
e The electrical requirements were good. The dimensions and usage were not clear.

%1 Note: This feature already exists on the Store, but it is inconsistently implemented across the website; some bulb
images are capable of enlargement while others are not.
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Energy Savings Estimates

The Savings Store provides energy savings estimates in two places: with each bulb description
and via the Energy Savings Calculator. To assess non-participant opinions on these elements of
the website the survey asked people to rate the helpfulness of the energy savings estimates on a
scale from 1 to 10. More than half (54.2% or 26 out of 48 respondents) gave ratings of 9 or 10
out of 10. The mean rating was 8.6, thus indicating the energy saving estimates were considered
quite helpful even among those who did not make a purchase on the website (Table 83).

Moreover, when respondents were asked if the energy savings estimates had any influence on
their decision not to make a purchase from the Savings Store, 100% said “no”. Similarly, when
asked if the financial savings estimates given by the Store had any influence on their decision not
to make a purchase, 97.9% (47 out of 48) said “no,” and 2.1% (one person) was unsure.

Table 83. Helpfulness of Energy Savings Estimates (Mean 8.6)

Rating Frequency Pﬁffgt Valicli\l:Aerérlcent

10 19 39.6% 43.2%
9 7 14.6% 15.9%
8 10 20.8% 22.7%
7 4 8.3% 9.1%
6 1 2.1% 2.3%
5 2 4.2% 4.5%
4 0 0.0% 0.0%
3 0 0.0% 0.0%
2 0 0.0% 0.0%
1 1 2.1% 2.3%
Don't know 4 8.3%

Only 16.7% of respondents rated the helpfulness of the savings estimates of 7 or lower. To learn
more we asked why they gave the low ratings. Credibility of the estimates was the most frequent
reason given. Actual quotes are shown in the table below.
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Table 84. Why Energy Savings Estimates Were Less Than Helpful
Score | Verbatim Comment

7 Duke Energy could provide independently verified energy savings estimates. | have no way of
knowing whether Duke's claims are true.

Sometimes the bulbs don't last as long as they say they will. | also want bulbs that are bright;
that have a high light output.

| don’t know.
| don't know.
| can't compare it to actual use unless | try it.

The estimates are an average for rate of usage but they don't know the hours of usage.*

| guess the thing is | don't buy bulbs for energy savings. | buy them on brightness levels and
light quality.

| didn't find the estimates believable. | don't see how they could calculate that.

R o oo~~~

Store Pricing

The next sequence of survey questions explored non-participant opinion regarding Store pricing,
including recall of discounts, satisfaction with prices, and the influence of pricing on their
decision not to make a purchase from the Store.

Among Store visitors, 60.4% of respondents (29 out of 48) indicated that they recalled seeing
discounted pricing during their visit, while 20.8% (10 out of 48) had no recall and another 18.8%
(9 out of 48) said they were unsure.

Non-participant satisfaction with specialty bulb pricing at the Savings Store averaged 7.9 on a
ten-point scale, with 54.2% (26 out of 48) rating their satisfaction at 9 or 10 out of 10, and 29.2%
(14 out of 48) giving scores of 7 or lower (Table 85). When asked why they were less than
satisfied, every one of these respondents indicated that they want lower prices. In numerous
instances they made price comparisons with local and online retailers and found those options to
be less expensive than the Savings Store after factoring in shipping costs and discount coupons at
the retailers. Their comments are presented along with their scores in Table 86.

32 This concern is already addressed on the website. In the area below the numeric energy estimates for each bulb
the following statement can be found: “To the extent that your actual use is more or less than the hours per day
referenced your annual kilowatt hour savings will be different, but this provides a common time frame to use for
comparison. The formula for calculating your actual kilowatt hour usage is: Annual kWh = watts x (hours per day x
365) /1000.”
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Table 85. Non-Participant Satisfaction with Pricing (Mean 7.9)

Rating Frequency Per_cent Valid fercent

N=48 N=45
10 16 33.3% 35.6%
9 10 20.8% 22.2%
8 5 10.4% 11.1%
7 3 6.3% 6.7%
6 5 10.4% 11.1%
5 0 0.0% 0.0%
4 1 2.1% 2.2%
3 3 6.3% 6.7%
2 1 2.1% 2.2%
1 1 2.1% 2.2%
Don’t know 3 6.3%

Table 86. Why Non-Participants Were Less Satisfied with Store Pricing

Score | Verbatim Comment

7 If I looked for sales or coupons for the bulbs at local stores, the cost of the bulbs would be
about the same.
The prices were not as low as | would have liked. Duke's Store would have been more
attractive for purchasing if the prices were much lower than retail.
Because | know | can find similar bulbs for cheaper at other places. If | search online, | can
find cheaper bulbs somewhere else like from Shineretrofit.com.
In some stores, you can find bulbs for just about the same price. And, in some stores prices
are way higher. It just depends on how hard you want to shop around.
6 | compared pricing and was able to find the bulbs cheaper at Amazon and Home Depot.
The bulbs were more expensive than what Home Depot and Lowe's were offering via
coupons.
It's been a while since | was there; there might have been one bulb that was priced a little
higher than | expected, but | can't remember which one.
The bulbs were still a bit expensive.
| thought the bulb pricing would have been cheaper because of Duke's purchasing power.
| thought the price was too high.
The price was high but | haven't compared them to prices anywhere else.
| thought the prices were still too high.
It was still higher than a lot of retail stores.
| purchase LEDs on e-Bay for $7 a bulb.

7

»

RINWWW(jOO| O

When asked if the Savings Store’s pricing had any influence on their decision not to buy bulbs,
79.2% (38 out of 48) said “no”, 18.8% (9 out of 48) said “yes”, and 2.1% (1 out of 48) said they
were unsure. When those who said “yes” were asked why the pricing was influential, all nine
indicated that the Store’s prices were too high to induce them to buy. Their actual comments are
shown below.
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e The pricing of the bulbs was disappointing. The savings weren't significant enough to
justify the hassle of ordering them through the Store.

¢ | decided to purchase the bulbs at Home Depot because they were less expensive.

e The Savings Store pricing seemed a bit high. There were better coupon deals available
for Lowe's and Home Depot.

e The prices were a little high.

¢ | thought the prices were still too high and that | could get them on sale at Walmart.

e Just because the prices were too high.

¢ | have bought them before and they've not been that expensive. I really thought it was
going to be beneficial and it wasn’t.

¢ | wanted them cheaper.

e The bulbs were priced very well but when | factored in the shipping it would cost more.

Shopping Cart and Purchase Process

Although none of the non-participants that we spoke with made purchases at the Savings Store,
we nonetheless asked if any of them had placed items in the shopping cart. Seven respondents or
14.6% of the 48 Store visitors indicated that they had. These respondents were asked to rate how
easy it was to use the shopping cart on a ten-point scale. Their ratings ranged from 8 to 10 and
averaged 9.7. A follow up question then asked if the shopping cart had any influence on their
decision not to make a purchase. Everyone responded negatively, thus indicating that the
shopping cart was considered easy to use and wasn’t considered an impediment to sales.

The seven respondents who placed items in their shopping carts were asked if they started the
checkout process, and three indicated that they had. These three people were asked to rate the
ease of checkout on the same ten-point scale; their ratings range from 9 t010 and averaged 9.7.
When asked if any elements of the checkout process influenced their decision not to make a
purchase, two people (66.7% of 3) said “no” and one person (33.3%) said “yes”. The person who
said “yes” asked for a way to pick up bulbs at a Duke Energy payment center in order to avoid
shipping costs. Their specific comment was as follows: “I feel like there should be a pick-up
option to pick up the bulb order instead of having to pay shipping costs. | suggest having a Duke
location, like where we have the option to pay our bills, to pick up the light bulbs.”

The Savings Store is currently designed to accept payments online via credit card or by mail
using check or money order. To assess which methods of payment were most preferred, the
survey asked all 48 Store visitors to state their preference. Perhaps not surprisingly 87.5% of
Store visitors mentioned credit cards as their preferred method of payment. However, somewhat
more interestingly, 6.3% suggested paying via PayPal, while 4.2% wanted debit card processing,
and 2.1% preferred to pay in cash. No one wanted to pay by check or money order.

Shipping and Delivery

Of the 48 site visitors who did not make a purchase, only 16.7% recalled shipping methods and
delivery times. These eight people were asked what specifically they had noticed. Observations
ranged from basic recall of shipping methods, to confusion regarding the “any carrier” shipping
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option,*® to differing opinions regarding shipping costs and delivery times. Verbatim comments
are shown below.

e ltsaid that ““any carrier regular” is the cheapest shipping option, which does not make
any sense. | don't know what or who the any carrier is.

e On the card mailed to me it talked about a special $5 shipping rate. In the future, if
there's a big shipping cost hike, I will have to weigh the total bulb cost (including
shipping) against the price at retail stores.

e | was planning to visit Duke and purchase at their store. You could pick the United States
Postal Service and UPS.

¢ | noticed that the shipping costs seemed high.

e Free shipping with the purchase of $50 or more.

e | thought it was a normal shipping time.

e That they could be delivered quickly.

When asked if shipping costs had any influence on their decision not to make a purchase from
the Savings Store, three of the eight respondents (37.5%) who could speak to the topic indicated
that it did have an influence. Likewise, two of the eight respondents (25.0%) indicated that the
delivery times had an influence on their decision not to make a purchase. Their comments are
quoted below.

Cost
e The high shipping costs were the main reason | decided not to purchase bulbs through
the Savings Store. Once those were factored in, | could buy the bulbs cheaper at
Walmart.
e | did not want to spend extra for shipping.
e | didn't need enough bulbs to get me to the $50 mark and we don't really need so many
CFLs or LEDs in storage.

Delivery
e The estimated time of delivery seems rather long. I'm looking at it right now and they
give me an estimated arrival date of June 9th, which is 10 days from now. That's a long
time to fill a small order of the two bulbs I currently have in my cart.

e | needed a bulb right away for a backup.

Influence of Store on Decision Not to Make a Purchase

Despite the fact that the visiting non-participants we surveyed never made a purchase from the
Duke Energy Savings Store, they collectively reported that the website design and features of the

* The “any carrier option” refers to the fact that the Savings Store offers three shipping methods including the U.S.
Post Office, UPS, and “any carrier,” which is the cheapest of the three choices. The carrier is not specified since the
system selects the least expensive method, which can be UPS, USPS, or FedEx Post which uses a combination of
FedEx and the U.S. Post Office.
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Store had little to do with their decisions not to buy energy efficient specialty bulbs (Table 87).
More specifically, no more than 4.2% of respondents cited the Store’s energy savings estimates,
financial savings estimates, product descriptions, and shopping cart as an influence on their
decision not to make a purchase. The ability to find desired items and pricing was an influence
for 18.8% of visitors. Although delivery times, shipping methods, and payment options
influenced some 25.0% to 37.5% respondents, only a small minority of non-participant
customers got far enough with their Savings Store experience to have an opinion in these areas.

Table 87. Influence on Decision Not to Buy From Store

Website Element Number % Claiming % Claiming | % Not Sure
Respondents | No Influence Influence of Influence
Energy savings estimates 48 100% 0% 0%
Shopping cart 7 100% 0% 0%
Financial savings estimates 48 97.7% 0% 2.1%
Product descriptions 48 91.7% 4.2% 4.2%
Ability to find desired items 48 81.2% 18.8% 0%
Pricing 48 79.2% 18.7% 2.1%
Delivery times 8 75.0% 25.0% 0%
Shipping methods 8 62.5% 37.5% 0%
Payment options 3 66.7% 33.3% 0%

Satisfaction with and Impressions of the Savings Store
Satisfaction is relatively strong among non-participants who visited the Savings Store despite the
fact that they did not make a purchase. Of the 48 site visitors surveyed, the average satisfaction
rating for the Duke Energy Savings Store is 8.4 on a ten-point scale. In all, 58.3% of respondents
rated their satisfaction at 9 or 10 out of 10, while just 22.9% rated their satisfaction a 7 or lower
(Table 88).
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Table 88. Non-Participant Satisfaction with Store (Mean 8.4)

Ratin Frequenc Percent Valid Percent
¢ quency N=48 N=47
10 19 39.6% 40.4%
9 9 18.8% 19.1%
8 8 16.7% 17.0%
7 3 6.3% 6.4%
6 5 10.4% 10.6%
5 1 2.1% 2.1%
4 0 0.0% 0.0%
3 0 0.0% 0.0%
2 1 2.1% 2.1%
1 1 2.1% 2.1%
Don’t know 1 2.1%

Eleven respondents who gave scores of 6 or less were asked to provide suggestions for
improvement, the most frequent of which was lower prices with six mentions, followed by a
better selection (three mentions) and lower shipping costs (two mentions), as shown in Table 89.

Table 89. Suggestions to Increase Satisfaction with the Savings Store

Suggestion Summary Count Percent of 11 Respondents
Lower prices 6 54.5%
Better selection 3 27.3%
Lower shipping costs 2 18.2%
Easier log on process 2 18.2%
Easier to find desired items 1 9.1%
Better descriptions 1 9.1%
Don’t know 1 9.1%

Table 90. Why Non-Participants Were Less Satisfied with the Energy Savings Store

Score

Verbatim Comment

~

The prices were still too high.

It took too many steps to log onto the website.

| don’t know.

Duke could either reduce or eliminate the shipping costs.

The Savings Store could offer lower pricing and a better selection of LED bulbs.

The Savings Store could reduce their bulb pricing.

The Saving Store didn't have the LEDs | was looking for.

They need more in depth descriptions of the bulbs and maybe a cross reference.

The Savings Store could offer lower pricing, make it easier to find the items I'm looking for,
and simply the online process.

It's a waste of time. If it really was a savings, with as much as | pay for electric, | don't know.

RN O OO0 0|N (N

Cheaper LEDs, more types of LEDs, and free shipping.
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What Non-Participants Liked Most

When non-participant visitors were asked what they liked most about the Savings Store, the ease
of website use topped the list garnering 25.0% of replies. This was followed by the Store’s prices
at 22.9%, and 18.8% who appreciated the product selection. A summary of reasons is shown in
Table 91, while the verbatim comments are listed in Appendix J: Non-Participant Feedback.

Table 91. What Is Liked Most About the Savings Store

Response Count Percent of 48
Respondents
Ease of website use 12 25.0%
Prices 11 22.9%
Product variety/selection 9 18.8%
Information provided 5 10.4%
Convenience 5 10.4%
Descriptions 3 6.3%
Energy savings 3 6.3%
Product display 3 6.3%
Variety of bulbs 3 6.3%
Availability 1 2.1%
Easy to get to from Duke website 1 2.1%
Don’t know/Nothing 3 6.3%

What Non-Participants Liked Least

When asked what they liked least about the Savings Store, 39.6% of non-participant visitors
could not name anything. Among those who gave constructive criticism, 12.5% indicated they
could not find what they were looking for, 10.4% didn’t like the cost of shipping, and 8.3% each
were concerned about the prices and limited selection. Table 92 shows a count of common
responses. The verbatim comments are listed in Appendix J: Non-Participant Feedback.
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Table 92 What Is Liked Least About the Savings Store

Response Count Percent of 48
Respondents
Couldn’t find what | was looking for 6 12.5%
Cost of shipping 5 10.4%
Prices 4 8.3%
Limited selection 4 8.3%
Waiting for shipping 1 2.1%
Want to be billed later 1 2.1%
Figuring out appropriate replacements for old bulbs 1 2.1%
Online shopping 1 2.1%
Wanted efficiency items besides bulbs 1 2.1%
Inability to buy single bulbs** 1 2.1%
Product explanations 1 2.1%
Log in process 1 2.1%
Website functionality 1 2.1%
Nothing / don’t know 19 39.6%

Non-Participant Suggested Items for Sale at Store

Because the non-participants visited the Savings Store without making a purchase, the survey
sought to learn what other items Duke Energy might offer for sale to better align the Store’s
inventory with their needs. Respondents provided a wide ranging list of suggestions, including a
greater variety of LEDs and other kinds of CFL bulbs for currently unaddressed specialty
applications such as appliances, landscapes, grow lights, and photo studios. They also suggested
non-lighting energy efficiency devices including power strips, smart thermostats, occupancy
sensors, and lighting timers. Table 93 provides a summary list of their suggestions. Appendix J:
Non-Participant Feedback shows a list of verbatim responses from customers who made
suggestions.

% Note: This direct customer quote is inaccurate. Individual bulbs can be purchased from the Store.
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Table 93. Non-Participant Suggestions for New Items

Response Count Percent of 48
Respondents
Greater variety of LEDs 3 6.3%
Candelabra bulbs 3 6.3%
Energy saving power strips 3 6.3%
LED bulbs for appliances 2 4.2%
High intensity LEDs 1 2.1%
Dimmable LEDs 1 2.1%
Under cabinet LEDs 1 2.1%
50 W halogen equivalent LED spotlights 1 2.1%
CFL flicker light 1 2.1%
Daylight CFLs 1 2.1%
Quick start CFLs 1 2.1%
Outdoor reflectors 1 2.1%
Landscape bulbs 1 2.1%
Decorative lighting 1 2.1%
Photo studio bulbs 1 2.1%
Globe bulbs 1 2.1%
Recessed lighting 1 2.1%
Grow lights 1 2.1%
Plug-in bulbs which snap into place 1 2.1%
Light timers 1 2.1%
Light fixtures and replacement parts 1 2.1%
Smart thermostats 1 2.1%
NEST programmable thermostat 1 2.1%
Appliances 1 2.1%
Three prong plug adapters 1 2.1%
On-bill financing 1 2.1%
None / don’t know 23 47.9%

Suggested Website Additions and Improvements

Surveyed non-participants were asked if they had any ideas for additions or improvements to the
features of the website. While many respondents had no suggestions, the remainder offered a
sizable list of ideas, including: an improved log in process, increased search functionality, better
explanations of lumens and brightness, greater assistance for selecting the most appropriate bulb,
lower prices, free shipping, payment plans, and assurances that the Store’s credit card processing
is secure. Their verbatim suggestions are listed in Appendix J: Non-Participant Feedback.

Non-Participant Bulb Buying Intentions

Alternative Methods of Buying Specialty Bulbs

Because these non-participants did not make a purchase, the survey specifically contained a
question asking them if they would have preferred to purchase specialty bulbs via a method other
than the Savings Store. Well over half of respondents (58.3% of 48) said no, compared to 37.5%
who said yes, and 4.2% who were unsure. A follow up question asked the 18 people who
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answered yes which other methods they would have preferred. Fourteen respondents reported
that they prefer to shop at a local store. Two wanted coupons for local stores; one person wanted
to buy by phone; and another wanted to pay for bulbs via their Duke Energy bill.

Influence of Savings Store on Future Purchases

Future CFL Purchases

Despite the fact that none of the Store visitors made a purchase while on the website, a sizeable
58.3% (28 of 48 Store visitors) indicated that their visit made them more likely to purchase and
install CFLs in the future. Forty two percent (41.7%) felt that their Store visits made them neither
more nor less likely, and nobody (0%) said their visit made them less likely to purchase and use
CFLs in the future. When asked why their visits to the Store made them more likely, respondents
gave the following verbatim replies:

e Because | now know of a cheap and easy way to get them, and because they will save me
money in the long run.

e Because of the energy savings.

e Being able to look at all the different styles.

o CFLs are supposed to save money on the energy bill and they're not going to be selling
the old type of bulbs soon.

e Cost.

e Honestly, since we put in the free CFLs, we have only changed one light bulb. They
definitely last longer.

e | am more likely to use CFLs because Duke sends me eight free each year.

e | am more likely to use CFLs because they help reduce utility costs.

¢ | have extra CFLs in storage right now for replacements and by the time I'll need more
bulbs the stores will only be selling CFLs.

e | like how they save so much money on my bills.

o | like that they don't get hot so I can touch them if | need to change one.

o | like the light fine after the CFLs warm up.

o | like them because of the purchase price of the bulb, the energy savings and the savings
on my electric bill.
e | liked their description of how the light bulbs change your power.

¢ | think that we'll use the CFLs more in future because Duke Energy sent us some free
CFLs and we really like them. So far haven't really needed any more bulbs for the house
but I'm sure that we'll need some of those specialty bulbs shortly.

e | want the cost savings.

e | want the energy savings.

e | will be using either CFLs or LEDs, depending on where | need the light.

o | will use CFLs because of the cost savings in my electric bill.

e | would rather buy from a reputable source, it's easier online, and the savings should be
competitive with a big box store.
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e I'm just trying to save electricity in the home.

e It saves on the energy bills.

e The CFLs are supposed to save money on the energy bill and they are supposed to last
longer.

e The CFLs are supposed to save money on the energy bill and they are supposed to last
longer.

e The CFLs don't get as hot and are more energy efficient.

e They save energy and last longer.

e When | need more CFLs in the future | know where to get them at a lower price.

e When we built the house five years ago it was difficult to find the different specialty CFLs
but they're easier to find now and they are a better quality bulb than you used to get.
They have a better light quality.

Future LED Purchases

Among these same 48 Store visitors, fewer respondents indicated that their visits to the Savings
Store made them more likely to buy and install LEDs in the future (35.4%), compared to a
majority (56.3%) who said they were neither more nor less likely. No one (0%) indicated that
their visit to the Store made them less likely to buy and use LEDs in the future, although 8.3%
said they were unsure. When asked why they were more likely to purchase and install LEDs after
visiting the Store, non-participants gave the following replies:

e CFLs take forever to get bright and that drives me insane. CFLs also don't seem as bright
as a normal light bulb.

o | like that they are easy to order via the Savings Store. I like that they last long. I also like
that when they burn out they quietly quit working.

o | really like the little flame LEDs that I got from QVC. They're nice and bright for such a
tiny bulb and it seems like they last forever.

e | like the color options.

e | want the cost savings.

e | was able to find the smaller spotlight LEDs that are the equivalent to the 50-watt
Halogens that we had been using at Home Depot after | found out the Saving Store didn't
sell them. Since trying them we like them a lot more because they don't give off as much
heat as the halogens.

e | will be using either CFLs or LEDs, depending on where | need the light. | want the best
energy-efficient lighting to help me to save money. | will try different products to see how
they best work, or if they don't work.

e If the price is right on the Saving Store website | will get them there because | know
they're expensive but more efficient.

e If they are in the Savings Store at a price as good as retail stores.

e I'm just trying to save electricity in the home.

e LEDs are supposed to save money on the energy bill.
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e LEDs seem like they last longer.

e The CFLs are supposed to save money on the energy bill and they are supposed to last
longer.

e The LEDs don't get as hot and are more energy efficient but they're too expensive,

e There is no warm up time for maximum brightness of the LED, they're brighter, and last
longer than other bulbs.

e They have a long life. They are safer than CFLs which | heard emit some dangerous rays.

e They save energy and last longer.

Future Purchases Specifically at the Energy Savings Store

In addition to asking non-participants about their intention to buy and use CFLs and LEDs in
general, they were also asked about their intention to shop for efficient bulbs at the Savings
Store. More than one-quarter of survey respondents (26.3%) said they are confident that they
plan to shop for specialty bulbs from the Savings Store in the future, and an additional 35.0%
said they probably will do so. Another 27.5% said they may or may not shop at the Store, while
only 10.0% indicated that they have no intentions of shopping at the Savings Store in the future
(Figure 25).

Non-Participant Likelihood of Shopping at Store in Future

The Savings Store will be one of the first places | go the
next time | need to shop for light bulbs

| will definitely shop at the Savings Store
| will probably shop at the Savings Store 35.0%
| may or may not shop at the Savings Store
| will probably not shop at the Savings Store

| will never shop at the Savings Store for light bulbs

Don't know

0% 10% 20% 30% 40%

N=80 Percentage of Respondents

Figure 25. Non-Participant Likelihood of Shopping at Store in Future
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When asked why the Savings Store would be one of the first places they shop for bulbs, the 19
non-participants who were most likely to shop at the Savings Store responded as follows:

As | haven't actually been to the website | am interested in finding out what it offers. I've
got enough specialty lighting in the home that I'm interested in checking out what you
carry. | really just haven't had the time to go to the website.

As soon as | need light bulbs, I'll go there.

| always go to multiple websites to price check items.

| am interested in the reduced prices and | hope that the website will carry a larger
selection on specialty LEDs in the future.

| can use these bulbs without worrying they'll wear out; they last a long time.

I like the convenience of not having to go into a store and shop.

| like to compare prices and see if the Saving Store carries the bulbs that I'm looking for.
| like to compare prices and see if the Saving Store carries the bulbs that I'm looking for
before I decide where | will be making my purchase from. (N=2)

I noticed that they offered good prices for the bulbs. It's a good deal.

I rent and am unable to make any changes to the apartment that might break my lease.

| will probably go there to get started with. But if the prices go up, I'll keep looking
elsewhere.

I'm pleased with the bulbs I got for free from Duke; I have them all through my house.
I'm so curious to get on there and see the savings.

It's easy to get to the Store and the bulbs they sell last a long time.

Now that I've looked at the website more, | can see that it's not terrible. If prices are
good, I might as well get them from Duke. | mostly base any purchase on price.

One big thing is the price. And they get delivered to your home. You don't have to run
out to buy them.

That is the store that is more convenient for me.

The bulbs are cheaper and the customer service is very good.

Suggestions to Increase Future Store Purchases

Non-participant customers were asked “What do you think could be done to get more people
such as yourself to buy light bulbs from the Savings Store?” Increased advertising was by far the
most frequently mentioned idea with nearly half (47.5%) of non-participants suggesting it. This
was followed by lower prices, free shipping, and offering a wider selection of inventory. Table
94 provides a summary of suggestions. A list of verbatim feedback is available in Appendix J:
Non-Participant Feedback.

November 19, 2014 167 Duke Energy

Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Non-Participant Surveys

Table 94. Non-Participant Suggestions to Increase Store Purchases

Response Count Percent of 80
Respondents

Increased marketing/advertising 38 47.5%
Greater discounts/lower prices 8 10.0%
Free shipping 7 8.8%
Increased product selection 6 7.5%
Compare and show savings potential 3 3.8%
Encourage word of mouth 2 2.5%
Coupon codes in bills 2 2.5%
Limited time offers 2 2.5%
Customer testimonials 1 1.3%
Customer surveys 1 1.3%
More product bundling 1 1.3%
Better customer educational tools 1 1.3%
First time buyer deals 1 1.3%
Simplified log in process 1 1.3%
Brick and mortar store 1 1.3%
Customer loyalty program 1 1.3%
Open it up to non-customers. 1 1.3%
Raise rates so people are more interested in 1 1.3%
conserving energy

No suggestions 13 16.3%

Non-Visitor Feedback

While the sections above describe responses from non-participants who visited the Store but did
not make a purchase, this next section details insights garnered from the 31 surveyed non-
participants who did not visit the Store.

Initial Awareness of Store among Non-Visitors

Among the non-participants who never visited the Savings Store, the majority (54.8%) learned of
the Store via an advertisement in their bill. The next most popular methods for learning about the
Store were direct mail (25.8%), viewing a message while accessing their accounts online
(16.1%), and via word of mouth (12.9%). Other methods accounted for less than 10.0% each
(Figure 26).

When responses from people customers who did not visit the Store are compared with responses
from non-participants who did visit the Store, non-visitors were more than twice as likely as
visitors to recall receiving a printed message with their bills (54.8% versus 24.5%), while non-
participants who visited the Store were more than twice as likely to recall seeing ads shown via
the My Account OLS system (38.8% versus 16.1%). Comparisons between these two groups are
shown in the figure below.
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How Non-Participants Learned About the Store
Advertisement with my bill 54.4%
Saw message while accessing my account online (OLS)
| got a letter/brochure in the mail
From friend/family/neighbor/co-worker
Email from Duke Energy / Duke Energy employee

Saw a message on Duke Energy's public website (not OLS)

Flyer included with free CFLs

Paperless billing email

A%

Some other way 6.1%
3 (+]
6.5%

Don't know
2.0%

= Non-visitors N=31 0% 10%  20%  30%  40%  50%  60%
mVisitors who didn't buy N=49 Percentage of Respondents

Figure 26. How Non-Participants Learned of the Savings Store

Reasons for Not Visiting the Savings Store

Customers who did not visit the Savings Store were asked to give one “main reason” for not
visiting the site, and then asked if they had any additional “other reasons” for not visiting.
Among these non-participants, the most common main reason for not visiting the Savings Store
was that they “did not need energy efficient light bulbs at the time” (29.0%). This was followed
by being “too busy at the time” (19.4%). Together these two reasons account for nearly half
(48.4%) all primary reasons (Figure 27). When secondary reasons are included with the primary
reasons, “not needing energy efficient bulbs at the time” is mentioned as a reason for not visiting
the Store by 41.9% of non-visitors.
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Non-Participant Reasons for Not Visiting the Store

Didn’t need any energy efficient light bulbs at that time
Didn’t want to shop online

| was too busy at the time

Other

Didn't know how to use a web browser

Didn’t have access to the internet

Couldn't afford bulbs

Not interested in purchasing energy efficient light bulbs at all

Didn't think the Store would have what | needed

Didn’t want to buy light bulbs via mail order % = Main Reason
m Secondary Reason
Don't know Yo
0% 10% 20% 30% 40% 50%
Percentage of Respondents
N=31 Red bars total less than 100% since not every respondent had a secondary reason.

Figure 27. Reasons for Not Visiting Store

“Didn’t want to shop online” was the second most frequently given reason for not visiting the
Savings Store with 29.1% of non-visitors giving this reason. This sizeable percentage indicates
that despite enhanced marketing efforts, online shopping will remain a barrier for a minority of
customers who prefer shopping in retail stores. Several respondents provided unique or “Other”
explanations that are quoted below.

e I'mnot well.

e Not interested after getting online to compare.

e | don't like CFLs and I don't know about LED.

e | did not know it existed because I just glanced at the flyers and didn't know there was a
store. | knew Duke Power was offering discounted light bulbs though.

¢ | didn't know what the motive was. I thought it was just more light bulbs or finding ways
to save electric.

Non-Visitor Suggestions to Increase Store Visitation

Non-visitors were asked what Duke Energy could do to encourage people like themselves to visit
the Store. Respondents provided “fresh” ideas such as offering incentives for first time buyers,
emphasizing the connection between Home Energy House Call and MyHER and the Savings
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Store, increasing repeat messaging, sending a mail order catalog, and using more radio and TV
advertising. They also made suggestions for activities that Duke Energy was already doing,
including sending bill inserts and explaining the financial and environmental savings potential of
the new energy saving bulbs. Their responses are shown verbatim in Appendix J: Non-
Participant Feedback.

Non-Visitor Suggestions for Store Inventory

Customers who did not visit the Savings Store were asked if they had any suggestions for items
the Savings Store might offer to make shopping there more attractive to people like themselves.
While relatively few respondents offered suggestions, “fresh” ideas included: motion detecting
light systems, window blinds and other low cost efficiency measures, and electrical breakers.
Other responses mentioned items already sold at the Store, such as three-way CFLs, or suggested
vague notions such as “apartment renter appropriate” items. These suggestions are listed in
Appendix J: Non-Participant Feedback.

Non-Visitor Suggestions for Store Discounts

When asked to suggest ideas for Store discounts, non-visitors provided a number of meaningful
ideas including: a frequently mentioned request for free shipping, offering buy-one-get-one-free
deals, making explicit guarantees for free replacements, giving reward points with each
purchase, and offering Walmart gift cards as incentives for larger purchases. A full list of their
comments is shown in Appendix J: Non-Participant Feedback.

Non-Visitor Attitudes toward Duke Energy

Non-visitors were asked how they felt toward Duke Energy as a result of what they know about
the Savings Store. More than half (53.1%) said they felt more positively toward their utility,
while 43.8% indicated that they felt about the same. When respondents were asked why they felt
as they did, they offered both positive and negative answers. On the positive side, numerous
customers expressed statements of trust and confidence in Duke Energy. On the negative side,
one customer’s impressions were diminished by the Dan River coal ash spill. VVerbatim
comments are shown below Figure 28.
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Non-Visitor Attitudes Toward Duke Energy

Much mare positive 16.8%

Somewhat more positive 34 4%

About the same 43.8%

Somewhat maore negative

Much more negative

Don't know 31%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
N=32 Percentage of Respondents

Figure 28. Non-Visitor Attitudes toward Duke Energy
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Table 95. Non-Visitor Attitudes Explained

Rating

Reason

Much more positive

I will check out the site now that | took this survey.

Much more positive

I'm very skeptical about a lot of the products that | see, but if they're from
the Duke Energy, | trust them.

Much more positive

I'd feel more positive if they make it a good source for light bulbs.

Much more positive

You save more and | enjoy my savings with the free light bulbs | got. It
really cuts down on the bills. I'm saving over $100 a month now.

Much more positive

They opened up a whole new realm for me where | can get a light bulb
guaranteed to last, rather than Walmart bulbs that don't last at all.

Much more positive

My attitude is much more positive because Duke is offering reduced
pricing for products | need.

Somewhat more positive

It's nice that Duke Energy is trying to encourage people to conserve
power and be a bit more green.

Somewhat more positive

| am glad they have programs to help people.

Somewhat more positive

They are trying to help people to save money.

Somewhat more positive

I live near where they had the ash spill. | care about our environment and
| want them to care about it. | also don't like seeing a whole page ad
about what they're going to do in the newspaper knowing what it costs.

Somewhat more positive

| like that they have the bulbs, but what | don't like is the places you have
to go to pay your light bill. I don't like to pay that dollar to pay my bill. They
need their own place like they used to have, a place nearby that | can
walk to.

Somewhat more positive

You fleshed out the idea.

Somewhat more positive

My attitude is somewhat more positive because, well, how excited should
| possibly be about light bulbs?

Somewhat more positive

The Saving Store would be a positive experience for me. The lower
prices offered would help me get the specialty bulbs that I've putting off
getting. Duke Energy sent me the free spiral CFLs and | liked them after |
tried them. It was easy for me to get more at Walmart because | knew
what they looked like.

Somewhat more positive

It seems like Duke Energy is doing something nice for their customers but
they are probably just doing this so the grid doesn't get overtaxed. But it's
good of them to do the website anyways because I'm sure it helps some
people not get overwhelmed when they are shopping for bulbs. There's
just so many to choose from at the store right now.

Somewhat more positive

I've been with Duke Power a long time and just recently they started
offering the light bulbs. If | need a light bulb right away, it doesn't matter
about the shipping time.

Somewhat more positive

I don't really have any dealings with them. Their service is good.

Combined Non-Participant Feedback

Both subgroups of non-participants (website visitors and non-visitors) answered questions
regarding overall satisfaction with Duke Energy, previous experience with energy efficient
lighting, future purchases, additional energy saving actions taken, and more.

Satisfaction with Duke Energy

Non-participants, including Store visitors and non-visitors, were generally satisfied with Duke
Energy, rating their overall satisfaction at with a mean score of 9.0 on a scale of 1 to 10. Half of
all respondents (50% or 40 out of 80) rated their satisfaction at a 9 or 10, while nearly one third
(32.5% or 26 out of 80) rated their satisfaction at a 7 or less (Table 96).
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Table 96. Non-Participant Satisfaction with Duke Energy (Mean 8.0)

Ratin Frequenc Percent Valid Percent
9 quency N=80 N=80
10 31 38.8% 38.8%
9 9 11.3% 11.3%
8 14 17.5% 17.5%
7 13 16.3% 16.3%
6 3 3.8% 3.8%
5 3 3.8% 3.8%
4 0 0.0% 0.0%
3 1 1.3% 1.3%
2 3 3.8% 3.8%
1 3 3.8% 3.8%
Don't know 0 0.0%

Those people who gave scores of 7 or lower were asked to explain why they were not satisfied.
Their comments included mentions of: negativity arising from Dan River coal ash spill, rate
increases, customer service issues, power reliability, and other matters. Table 97 shows customer
ratings and verbatim comments regarding the reasoning behind them.

Table 97. Why Non-Participants Were Less Satisfied with the Duke Energy

Rating Reason

We were out of power for three days this winter, | realize there are priorities as to what

7 areas get their power restored first, but more effort into getting power failures fixed faster
would be an improvement.

7 It's more about things going on politically and other stuff. I'd like them to do more with
green energy.

7 So far, everything seems to be pretty good.

7 I don't like having to go to these little, very small places to pay my bill where it's crowded.

7 Nothing. I've been with them for years and years.

7 Duke Energy could be more environmentally conscious, and promote alternative energies
such as solar power.

7 Duke Energy could offer lower rates.
| thought the rate hikes were a little high on us consumers, even though Duke asked for

7 more than they received. | haven't had a raise in four years, but the bill has gone up every
year.
They butchered a bunch of trees around my house and the customer service did not do

7 anything about it. | called and complained three times. | don't think anything was ever
done. This happened all over Greensboro.
About a year and half ago Duke Energy put up new power lines and poles and they left the

7 old extra poles still standing. | was told that Duke Energy would pick them up in a few
months but they have not. | don't like how it makes my yard look. Otherwise Duke Energy
does a good job overall.

7 Duke Energy makes a large profit every year, but the rates keep going up. Duke Energy
also seems like they don't care about the environment. It seems that way because of the
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Dan River spill and all the other sites were they have had spills.

My bill could go up from the coal ash spill that's going on. They've announced that they're
going to offset the cost by passing it down to the consumers.

The rates are too high for a company that makes such a high profit. Their website charges
a $1.25 Western Union convenience fee for paying bills.

6 The rates are too high and that makes it hard to pay the bills.

Duke needs to clean up the coal ash spill. Also, they should provide more data, tools, and
help for customers on ways to reduce energy usage.

| signed up for the Rate-of-Use test pilot, which is a two year pilot, but we find that it's
inconvenient because power is more expensive when we want to be using more power and
we weren't informed about the extra monthly fee. Also, | have problems with the Duke
Energy website when | go to the "show screen of usage.” | always get an error alert. I've
tried multiple browsers and removing cookies like | was advised to do, but it hasn't made a
difference.

Their whole power rates; everything; they're the only power company around. They jack

5 the rates up on everybody. | live in a one bedroom apartment and | had a power bill that
was outrageous, almost $500.

My bill has gone up twice since we moved here three years ago and we haven't changed
anything in the house. I'm assuming that the rates keep going up and that is annoying.

5 Lower their rates and give me more time to pay.

3 The situation with the coal ash spill. Plus | thought that the recent merger was bad.

My overall satisfaction, as it relates to the community as a whole and the coal ash spill, is

2 low. | basically don't trust the company. And, as a result, I'm less likely to be buying online
from them. The Duke CEO expects to pass everything along to the consumers.

2 Duke needs to tell the truth, clean up coal ash spill, and not force their customers pay for it.
In the Carolinas, Duke Energy backed the Democratic Party with corporate funds. They got
2 in the middle of political backing, Duke Energy should not use their money, which comes
from their customers, to fund the Democratic Convention, or any sort of political affiliates.
Actions speak louder than words. We hear rumors that they're going to make all their
customers pay for this ash cleanup. I'd like to see them be genuine in their concerns for
their customers and for their environment. There ought to be some alternative energy other
than coal or nuclear. You should do what is right for all, not just a few.

Duke Energy could be more compassionate towards their customers. | experienced two
months of unreliable Duke power service. Then they required me to include a $200 security
deposit on my account. Since they're a monopoly, | had no choice. Duke could greatly
improve their customer service.

| disapprove of the constant rate increases. It would be extremely helpful if Duke could
offer lower rates to households where someone is disabled or for seniors. Also, | don't like
how Duke Energy is being handled. Duke is trying to get help paying for the spill but people
shouldn't have to pay for Duke's mistakes. Duke Energy has a lot of commercials that
aren't necessary since they are a monopoly. Instead they could use the money to clean the
spill.

Why Duke Energy Is Providing Specialty Bulbs

Non-participants were asked why they thought Duke Energy was providing Specialty Bulbs
through the Savings Store. Customers offered a wide range of opinions, the most prevalent of
which as that Duke Energy wants to save energy for economic reasons (42.5%). Saving energy
for environmental reasons (35.0%) and to save customers money (30.0%) rounded out the top
three most popular responses. A full accounting of reasons is shown in Figure 29 and a list of
replies from the “Other” category is listed below.
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Non-Participants on Why Duke Energy Is Providing Specialty Bulbs

Duke Energy wants to save energy for economic reasons 42.5%

Duke Energy wants to save energy for environmental
reasons

Duke Energy wants to save their customers money
It's financially benefitial for Duke Energy

To promate energy efficiency

For power management reasons

It's good customer service

Duke Energy wants to look good (PR)

Other

The government is forcing Duke Energy to do it

Don't know 7.5%

0% 10% 20% 30% 40% 50%
Percentage of Respondents

N=80 Totals more than 100% since more than one answer was possible.

Figure 29. Why Duke Energy Is Providing Specialty Bulbs

Two respondents gave unique replies and were listed in the “Other” category. These are quoted
below.

e Duke Energy wants to keep up with the mainstream box stores and market their "brand"
e Maybe people are not purchasing them because they don't have computers.

Word of Mouth Referrals

When non-participants were asked if they had told anyone about the Duke Energy Savings Store,
35.0% indicated that they had done so. These 28 respondents reported telling a total of 257
others about the Store. This averages 9.2 mentions per person (Table 98) despite the fact that no
one made a purchase at the Store. Family members were by far the most common referral group
with 19 people reporting they told a total of 118 family members about the program. All
respondents indicated that they used word of mouth as their preferred method of communication.
One person also used Facebook, while another reported showing her computer screen to all her
co-workers so they could see the Savings Store for themselves.
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Table 98. Word of Mouth Referrals for the Savings Store

Friends Family Co-workers | Neighbors Others Total
# Responses 11 19 5 4 1 40
# People Told 53 118 13 43 30 257
Range 1to 20 1to 50 1to5 1to 35 1 1to 50
Average 4.8 6.6 2.6 10.8 30 9.2

Columns add up to more than 28 responses because respondents could refer the program to
more than one category of people.

Years of Previous Experience with Energy Efficient Bulbs

CFL use is high among non-participants with 88.8% of respondents reporting that they had CFLs
installed in their homes prior to learning about the Savings Store. Among the 71 respondents
who had CFLs installed, the number of installed bulbs ranged from 1 to 150 per household for a
combined total of 1093 CFLs. The mean number of previously installed CFLs is 15.4 and the
mode is 15, while the median is twelve CFLs per household with CFLs installed. Moreover,
nearly two thirds of respondents have been using CFLs for at least two years (64.8%), compared
to just 5.6% with less than one year of experience (Figure 30).

The percentage of non-participants who had LEDs installed prior to learning about the Store was
less than that of CFLs with just 26.3% of respondents answering affirmatively. These 21 LED
users reported having a total of 148 LEDs currently installed. The number of currently installed
bulbs ranges from zero® to 30 per household. The mean number of installed LEDs is 7.0, while
the mode is two and the median is five LEDs per household with LEDs installed. Years of LED
experience are also slightly lower than for CFLs, with 57.1% of LED users having at least two
years of experience with LEDs and 19.0% percent reporting less than a year of experience with
LEDs.

% One customer had an LED installed before learning about the program, but has since removed it (i.e., they did
have LEDs installed before the program, but none are currently installed).
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Years of Previous Experience with CFLs and LEDs Among Non-Participants

42 3%
4 or more years

3to 4 years

2to 3years

1to 2 years

1 year or less (but not first time)

Never used until recently (first time user)

Don't know

m CFLs n=71
m LEDs n=21

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

Percentage of Respondents

Figure 30. Years of CFL and LED Use

Specialty Bulbs in Non-Participant Households

Surveyed non-participants were asked a series of questions to determine how many specialty
bulbs are currently in use in their homes, and what kind of bulbs are in those sockets.® This can
be used to determine opportunities to install further efficient bulbs in these households. Table 99
shows how many non-participants have bulbs of each type in their homes, and the numbers of
bulbs in non-participant households.

The most common type of specialty bulbs is outdoor reflectors, present in 65.0% (52 out of 80)
of surveyed non-participant households. However, candelabras and globes have the largest
number of installed bulbs with each accounting for about 21% of specialty bulbs installed in
participant households (289 globes and 290 candelabras out of 1374.5 specialty bulbs installed).
The least common category of specialty bulbs in non-participant households are CFL and LED
capsule bulbs, accounting for only 4.3% (59 out of 1374.5) of specialty bulbs installed, and only
being present in 15.0% (12 out of 80) non-participant households. The average number of
specialty bulbs installed per household by type ranges from 2.3 for three-way bulbs to 7.4 for

% See the footnote on Table 63 in the Specialty Bulbs in Participant Households section of this report for caveats on
the equivalent program participant analysis which also apply here.
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candelabras and 8.2 for “other” specialty bulbs®’ (including only the households that have a
given type of bulb installed).

Table 99. Specialty Bulbs Installed in Non-Participant Households

Non- Bulbs per
o Non- Total bulb
pa&;ﬂﬁ?m Participants count Bulbst hOl.Jt?]etf;](_)ld
(N=80) (percent) | (N=1374.5%) (percent) ty\gtla of bljlb
Dimmable spiral 30 37.5% 183 13.3% 6.1
Three-way spiral 33 41.3% 76 5.5% 2.3
Indoor reflector (recessed) 23 28.8% 142.5 10.4% 6.2
Outdoor reflector 52 65.0% 204 14.8% 3.9
(recessed outdoor)
Globe 41 51.3% 289 21.0% 7.0
Candelabra 39 48.8% 290 21.1% 7.4
Ei';t)or LED capsule (A 12 15.0% 59 4.3% 4.9
Other specialty bulbs 16 20.0% 131 9.5% 8.2

Non-participant percentages total to more than 100% because respondents can have multiple
types of specialty bulbs.

Table 100 shows how many specialty bulbs of each type installed in non-participant households
are CFLs and LEDs. The specialty bulb types where participants have the fewest number of
efficient bulbs installed are globe bulbs (16.3% or 47 out of 289 bulbs) and candelabra bulbs
(29.7 % or 86 out of 290), which are also the specialty types with the largest numbers of bulbs
installed in these homes. The only bulb type for which these customers have already converted a
majority of sockets to efficient bulbs are indoor reflectors (52.6% or 75 out of 142.5 bulbs).
LEDs have the largest penetration in the categories of “other” specialty bulbs (24.4% or 32 out
of 131), efficient capsules (15.3% or 9 out of 59) and dimmable bulbs (12.0% or 22 out of 183),
and account for fewer than 10.0% of bulbs currently installed in the other types of specialty
sockets. Figure 31 below the table presents the percentage of bulbs installed by type.

3" The “other” specialty lighting installed in non-participant households includes fluorescent tubes, bug lights, night
lights and appliance lights. One non-participant reported that they have 75 “50 watt halogen” bulbs, which accounts
for the majority of the 131 “other” specialty bulbs installed (this customer did not specify why they have that many
halogen bulbs or where they are installed).

% Fractional numbers of bulbs are due to interpolating values given as ranges (“6 or 7 bulbs” is reported as 6.5
bulbs, etc.)
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Table 100. Energy-Efficient Specialty Bulbs in Non-Participant Households (N=1374.5
bulbs)

Total CFLs Percentage

bulb (bulb LEDs (bulb || of bulbs that

count count) count) are efficient
Dimmable spiral 183 41 22 34.4%
Three-way spiral 76 28 0 36.8%
Indoor reflector (recessed) 142.5 65 10 52.6%
Outdoor reflector (recessed 204 52 17 33.8%
outdoor)
Globe 289 38 9 16.3%
Candelabra 290 64 22 29.7%
CFL or LED capsule (A Line) 59 50 9 100.0%*°
Other specialty bulbs 131 12 32 33.6%

Percent of Specialty Bulbs Installed by Type Among Non-Participants

CFL & LED Capsules N=59

Candelabras N=290

Globes N=269

Outdoor reflectors N=204

Indoor reflectors N=142.5

Three-ways N=76

Dimmables N=183

w% CFLs } } } } } !
=% LEDs 0% 20% 40% 60% 80% 100%
=% Non-EE Bulbs Percentage of Respondents

Figure 31. Percentage of Bulbs Installed by Type

% For the purposes of this analysis, capsule-style bulbs are only considered “specialty” bulbs when they are CFLs or
LEDs (thus the percentage of “efficient capsule specialty bulbs” is 100% by definition). An “incandescent capsule
bulb” is the standard shape for that lighting technology, whereas a standard CFL is a spiral-shaped bulb. LEDs do
not have a standard shape (LED technology does not require a particular bulb shape and there is not yet one
predominant consumer standard for LED bulb shapes).
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Customers were also asked if they had any spare incandescent bulbs in storage to replace
specialty bulbs that burn out. As seen in Table 101, half of the specialty incandescent bulbs these
customers have in storage are either globes (31.6% or 78 out of 247 spare incandescent bulbs) or
candelabras (23.9% or 59 out of 247). This reinforces the finding from Table 64 that these are
also the categories of bulbs that have the lowest percentage of efficient bulbs installed in non-
participant homes. Candelabras are also the category of incandescent specialty bulb these
customers are most likely to have in storage (18.8% or 15 out of 80 respondents). Participants are
least likely to have spare incandescent indoor reflectors in storage (5.0% or 4 out of 80), and
these bulbs only account for 3.0% (7.5 out of 247) of incandescent specialty bulbs in storage in
these homes. The largest numbers of spare bulbs in storage are globe bulbs (6.0 per household in
storage), dimmable bulbs (4.7 bulbs) and candelabras (3.9 bulbs).

Table 101. Incandescent Bulbs in Storage for Future Use in Specialty Sockets

Have Have Total spare Spare Bulbs per
incandescents | incandescents incandegcent incandescent household
in stora_ge in storage bulbs (N=247) bulbs with this
count (N=80) (percent) (percent) type of bulb
Dimmable spiral 8 10.0% 37.5 15.2% 4.7
Three-way spiral 12 15.0% 28 11.3% 2.3
Indoor reflector 4 5.0% 75 3.0% 1.9
(recessed)
Outdoor reflector 13 16.3% 33 13.4% 2.5
(recessed outdoor)
Globe 13 16.3% 78 31.6% 6.0
Candelabra 15 18.8% 59 23.9% 3.9
Other specialty bulbs 3 3.8% 4 1.6% 1.3

Percentages may total to more or less than 100% because respondents can have multiple types
of bulbs in storage or none in storage.

Additional Bulb Purchases by Non-Participants

Since learning about the Duke Energy Savings Store, 27.8% (22 out 79 respondents) indicated
that they made efficient light bulb purchases from a local retailer or an online merchant other
than the Savings Store. Local big box retailers dominate the locations where they made these
purchases. A full list of locations and their comparable popularity is shown in Table 102.

Table 102. Additional Bulb Purchases by Retailer

Purchase Location Count Percent of 22
Respondents
Lowe’s 8 36.4%
Walmart 4 18.2%
Home Depot 4 18.2%
Sam's Club 2 9.1%
Ace Hardware 1 4.5%
K-mart 1 4.5%
Amazon 1 4.5%
eBay 1 4.5%
Gus' (local hardware store) 1 4.5%
Don't recall 1 4.5%

Percentages total to more than 100% because multiple responses were accepted.
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When queried about how many and which types of bulbs they purchased at these retailers, spiral
CFLs were by far the most common type accounting for two-thirds (66.7%) of additional
efficient light bulbs purchases. Respondents bought an average of 8.0 efficient bulbs apiece, of
which they installed an average of 5.9 bulbs, keeping an average of 2.1 in storage for later use.
Specific types of bulbs purchased are shown in Table 103, while the number and types of bulbs
installed and kept in storage are shown in Table 104 and Table 105.

Table 103. Number of Additional Bulbs Purchased by Non-Participants

Bulbs* # # % Average Size
Responses | Purchased | Purchased Purchase
CFL - Standard spiral 13 117 66.7% 9.0
CFL - Capsule (A Line) 2 15 8.5% 7.5
LED - Candelabra 1 10 5.7% 10.0
LED - Other type of LED bulb 1 10 5.7% 10.0
CFL - Globe 3 9 4.8% 2.8
LED - Indoor reflector (recessed
LED) 1 6 3.4% 6.0
CFL - Candelabra 1 4 2.3% 4.0
LED - Standard or capsule (A Line 1 3 1.7% 3.0
LED)
CFL - Outdoor reflector (recessed 1 2 11% 20
outdoor)
Totals 22 175.5 100.0% 8.0
Responses by row total to more than 22 because respondents could buy more than one type of
light bulb.
Table 104. Number of Additional Bulbs Installed by Non-Participants
Bulbs* #Installed | % Installed | Average # Installed

CFL - Standard spiral 77 59.7% 5.9

CFL - Capsule (A Line) 15 11.6% 7.5

LED - Candelabra 5 3.9% 5.0

LED - Other type of LED 10 7 8% 10.0

bulb

CFL - Globe 7 5.4% 2.3

LED - Indoor reflector 0

(recessed LED) 6 4.7% 6.0

CFL - Candelabra 4 3.1% 4.0

LED - Standard or capsule o

(A Line LED) 3 2.3% 3.0

CFL - Outdoor Reflector 5 1.6% 20

(recessed outdoor)

Totals 129 100.0% 5.9
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Table 105. Number of Bulbs Kept in Storage by Non-Participants

Bulbs* #In Storage | % In Storage | Average # In Storage
CFL - Standard spiral 40 86.0% 3.1
CFL - Capsule (A Line) 0 0.0% 0.0
LED - Candelabra 5 10.8% 5.0
LED - Other type of LED bulb 0 0.0% 0.0
CFL - Globe 2 3.2% 0.5
LED - Indoor reflector (recessed LED) 0 0.0% 0.0
CFL - Candelabra 0 0.0% 0.0
LED - Standard or capsule (A Line LED) 0 0.0% 0.0
CFL - Outdoor Reflector (recessed outdoor) 0 0.0% 0.0
Totals 46.5 100.0% 2.1

The survey also asked the non-participants who bought bulbs outside of the program to explain
why they had made their purchases somewhere other than the Savings Store. The most common
reason provided was that the Savings Store didn’t carry the desired bulbs, although the
convenience of in-store shopping and lower prices were also frequent mentions. Table 106 shows

the range of reasons given.

Table 106. Non-Participant Reasons for Buying Bulbs Elsewhere

Response Count Percent of 22
Respondents
Store didn't have desired bulbs 6 27.3%
Prices too high compared to elsewhere 5 22.7%
Convenience: Bought bulbs because was 4 18.2%
already at a store that sold them
Didn't want to wait for shipping 4 18.2%
Unaware/didn't think to do so 2 9.1%
Didn't want to pay for shipping 2 9.1%
Couldn't find what looking for 1 4.5%
Don't shop online 1 4.5%

Percentages total to more than 100% because multiple responses were accepted.

e The Saving Store didn't have them. (N=3)
e | didn't purchase these bulbs at the Store because they were unavailable.
e They either weren't offered, or | grabbed them because | needed them, and | saw on the

package that these bulbs were made to resist vibrations from ceiling fans.

e The bulbs were cheaper at Amazon.

e | didn't purchase these bulbs through the Savings Store because the savings didn't justify

the hassle.

e The Saving Store didn't have them and they would have cost more than I'm willing to

spend on them.

e The price was high and they had to be shipped.
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e | didn't think that the Saving Store's prices were all that low and they were on sale at
Walmart when | bought them.

e | didn't purchase the bulbs through the Savings Store because | was out shopping at a
local retailer, so it wasn't convenient at that time.

e [t was an impulse buy. | was there getting some stuff because I'm fixing up the house and
the bulbs were on sale. (N=2)

e | already had plenty purchased from Sam's when they were on sale.

e | wasina rush to get light bulbs.

e | needed them immediately because my kitchen lights all went out.

e | didn't know Duke Energy had an actual store.

e [t really did not come to my attention to do so.

e | couldn't find them on the website.

e | didn't want to pay the shipping cost and | would have had to wait for delivery.

e | did not want to pay for shipping.

e | just haven't had a chance to look at the website and | don't shop much online.

When asked to rate the Savings Store’s influence on their decision to buy energy efficient bulbs
at another location, non-participants gave mixed replies. Overall they gave responses averaging
4.8 on a ten-point scale, but their scores tended toward the lower and upper bounds of the scale
rather than the middle. For instance, more than one fifth of respondents (22.7% or 5 out of 22)
rated the Store’s influence at 9 or 10 out of 10, while more than one third of respondents (36.4%
or 8 out 22) rated the Store’s influence at 1. The full range of ratings is shown in Table 107.

Table 107. Store Influence on Non-Participant Purchases Elsewhere (Mean 4.8)

Rating Frequency Per_cent Valid fercent

N=22 N=19
10 4 18.2% 21.1%
9 1 4.5% 5.3%
8 2 9.1% 10.5%
’ 1 4.5% 5.3%
6 0 0.0% 0.0%
S 1 4.5% 5.3%
4 0 0.0% 0.0%
3 2 9.1% 10.5%
2 0 0.0% 0.0%
1 8 36.4% 42.1%
Don’t know 3 13.6%

When asked why they rated the Savings Store’s influence on their additional bulb purchases as
they did, survey respondents gave the following reasons to explain their scores.
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Table 108. Store Influence Explained

Rating | Reasons

10 The website explained everything to me.

10 It reinforced the importance of using the bulbs for energy and cost savings.

10 | purchased the bulbs elsewhere because | didn't find them at the Saving Store
website.

10 I purcha}sed the bulbs elsewhere because they were cheaper than the ones sold at
the Saving Store

9 | purchased the bulbs elsewhere because | didn't find them at the Saving Store
website.

8 | was highly impressed that the Savings Store exists.

8 The price was high and they had to be shipped.

7 The Saving Store did not have the LEDs | was looking for. So | had to purchase them
elsewhere.
| didn't like the prices at the Savings Store so | wanted to get them somewhere else.

5 But the Saving Store didn't really encourage me to switch to CFLs because | didn't
really look too much at the information that was provided.

3 | needed light bulbs immediately and purchased them elsewhere in a store.

3 | purchased bulbs elsewhere because | had totally forgotten about the Savings Store.

1 It really did not come to my attention to do so.

1 | just haven't had a chance to look at the website, and | don't shop much online.

1 The Saving Store did not influence me because | haven't been on the website. | just
know that CFLs are more efficient and that they can save money and electricity.

1 | didn't know Duke Energy had an actual store.

1 It had no influence. | needed the bulbs because my kitchen was dark.

1 It had no bearing. | bought bulbs because | needed them.

1 | wasn't thinking about the Duke store at all

1 | was already using CFLs before visiting the Saving Store.

DK/NS The Saving Store didn't have them so | had to t_)uy them on e-Bay for much less than |

would have been able to buy them at the website anyways

Future Light Bulb Purchase Intentions

Surveyed non-participants were asked how many of the next ten light bulbs they purchase will be
standard incandescent (or halogen), CFL and LED bulbs. As seen in Table 109, nearly nine out
of 10 participants surveyed report that they intend to buy CFLs (85.7% or 66 out of 77) and
about a third intend to purchase LEDs (32.5% or 25 out of 77), while only one in four say that
they intend to buy any standard incandescent or halogen bulbs (26.0% or 20 out of 77).

The majority of bulbs these customers intend to purchase in the future will be CFLs (69.1% or
527 out of 763 bulbs), though about one bulb in six will be an LED (16.0% or 122 out of 763)
which is slightly higher than the percentage of standard incandescent or halogen bulbs (14.9% or
114 out of 763).

November 19, 2014 185 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Non-Participant Surveys

Table 109. Purchase Intent: Next Ten Bulbs Purchased

All Surveyed Non-
Of the Next Ten Light Bulbs You Purchase, How Many Will Participants Who Answered
Be...? This Question
(Valid N=77)
% of surveyed customers who intend to buy at least one
| 26.0%
incandescent and/or halogen bulb
% of surveyed customers who intend to buy at least one CFL bulb 85.7%
% of surveyed customers who intend to buy at least one LED bulb 32.5%
All Bulbs To Be Purchased
(N=763)%
Percentage of next ten bulbs that will be incandescent and/or
14.9%
halogen bulbs
Percentage of next ten bulbs that will be CFL bulbs 69.1%
Percentage of next ten bulbs that will be LED bulbs 16.0%

Percentages in the first three rows total to more than 100% because respondents could give
multiple responses. Percentages in the bottom three rows are mutually exclusive and add up to
100%.

Figure 19 presents the distribution of future bulb purchases in the form of an area chart as a
visual aid: the Y-axis shows the distribution of bulbs intended to be purchased, and the X-axis
shows all 77 valid responses sorted by the distribution of bulb types. A plurality of 34 out of 77
customers surveyed (44.2%) say they intend to purchase exclusively CFLs for their next ten
bulbs (the center green area which extends from the top to the bottom of the chart).

The chart also shows significant intentions to purchase LEDs (the blue area on the right of the
chart), including 6.5% (5 out of 77) of customers who intend to purchase LEDs exclusively the
next time they need light bulbs (where the blue area extends from the top to the bottom of the
chart).

Intentions to purchase incandescent and halogen bulbs among these customers is limited (red
areas of the chart): only 6.5% (5 out of 77) intend to purchase exclusively incandescent and
halogen bulbs (the area where the red extends from the top to the bottom of the chart), with only
another seven customers (9.1% of 77) intending to purchase even half incandescent and halogen
bulbs out of the next ten bulbs purchased. There are also a handful of customers who still intend
to purchase the old standard bulbs in addition to both LEDs and CFLs (the “red spikes on the
blue stairs” on the right side of the chart).

“0 All 80 respondents were asked the question about the next ten bulbs they intend to purchase. Three respondents
said they “don’t know” what any of their next ten bulbs purchased will be, and across the other 77 respondents there
were another seven “other types” of bulbs which do not fit any of the major bulb categories. When calculating the
percentage of incandescent/halogen, CFL and LED bulbs purchased, “don’t know” and “other” bulbs are not
included in the analysis. Thus the base number of intended bulb purchases is 763 bulbs (10 bulbs times 80
respondents minus 37 “don’t know” and “other” bulbs).
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Figure 32. Area Chart of Intentions for Next Ten Bulbs Purchased (N=77)
Three non-participants (3.8% of 80 surveyed) “don’t know’” what kind of bulbs they will buy in
the future, and are not included in this chart.

Additional Energy Saving Actions Taken by Non-Participants

Despite not purchasing any energy efficient bulbs from the Duke Energy Savings Store, 36.3%
of non-participants (29 of 80 respondents) affirmed that they had taken at least one additional
energy-saving action since visiting the Store or seeing marketing messages encouraging them to
visit. The most common actions were turning off lights when not needed and adjusting HVAC
settings to save energy. Other responses are shown in Table 110.
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Table 110. Additional Energy Saving Actions Taken by Non-Participants

Percent of 80
Action Count Percent of 29 Non-
Respondents Participant
pants

Turn off lights/use fewer lights 7 24.1% 8.8%
Adjust HVAC settings to save energy 6 20.7% 7.5%
Installed more efficient windows 4 13.8% 5.0%
Unplug when not in use 3 10.3% 3.8%
Installed weather sealing 3 10.3% 3.8%
Installed/replaced new heat pump 2 6.9% 2.5%
Installed insulation 2 6.9% 2.5%
Change curtains to save energy 2 6.9% 2.5%
Installed curtains to save energy 2 6.9% 2.5%
Use more efficient light bulbs 1 3.4% 1.3%
Upgraded HVAC 1 3.4% 1.3%
Installed new HVAC 1 3.4% 1.3%
Put plastic on windows in winter 1 3.4% 1.3%
Keep doors and windows closed 1 3.4% 1.3%
Replaced door 1 3.4% 1.3%
Install gas water heater 1 3.4% 1.3%
Turn down water heater 1 3.4% 1.3%
Wrapped hot water pipes 1 3.4% 1.3%
Use low flow toilets 1 3.4% 1.3%
Reduced/eliminated extra washing machine loads 1 3.4% 1.3%
Reduced/eliminated clothes dryer 1 3.4% 1.3%
Upgraded dryer 1 3.4% 1.3%
Did Home Energy House Call and now makin
changes 9y 9 1 3.4% 1.3%
Signed up for Power Manager Program. 1 3.4% 1.3%
Use My Home Energy Report 1 3.4% 1.3%

Totals more than 100% because multiple responses were possible

Key Findings
o TecMarket Works surveyed 80 Duke Energy customers considered to be informed non-
participants in the program. Of these, 67 (83.8%) were from North Carolina and 13
(16.3%) were from South Carolina.
0 See section titled Non-Participant Surveys on page 142.

e Among these 80 non-participants, 38.8% received marketing materials but did not visit
the Store, and 61.3% actually visited the Duke Energy Savings Store but did not make a
purchase. These website visitors averaged 2.3 visits apiece.

o0 See section titled Non-Participant Surveys on page 142.

e Among all non-participants, satisfaction with Duke Energy averaged 8.0 on a 10 point
scale. More than half (53.1%) said they felt more positively toward the utility after
learning about the Savings Store.

o0 See section titled Satisfaction with Duke Energy on page 173 and Non-Visitor
Attitudes toward Duke Energy on page 171.
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e Among those people who actually visited the Savings Store, satisfaction with the website
overall averaged 8.4 on a 10 point scale, while satisfaction with Store’s prices averaged
7.9. Despite not making a purchase, they rated ease of website navigation at an average of
9.3 and the helpfulness of bulb descriptions at 8.8.

0 See section titled Overview on page 142.

e When asked why they visited the Savings Store without making a purchase, 81.3% of
non-participants said they came out of curiosity and 64.6% said they were checking
prices. Multiple answers were possible.

0 See section titled Customer Awareness on page 143.

e Because non-participants did not make a purchase from the Savings Store, the survey
asked if they preferred to purchase specialty bulbs via another method. More than half
(58.3%) of respondents said no, compared to 37.5% who said yes, and 4.2% who were
unsure. Shopping in local retails stores was the leading alternative.

0 See section titled Alternative Methods of Buying Specialty Bulbs on page 163.

e CFL use was high among non-participants. Some 88.8% had CFLs installed in their
homes prior to learning about the Savings Store, and 64.8% had been using CFLs for two
or more years. LED use was somewhat lower at only 26.3% of non-participants, but
among these people 57.1% had been using them for two or more years.

0 See section titled Years of Previous Experience with Energy Efficient Bulbs on
page 177.

e Despite not yet making a purchase from the Savings Store, more than one quarter
(26.3%) of non-participants said they confidently planned to buy specialty bulbs from the
Savings Store in the future, and an additional 35.0% said they would probably do so.

0 See section titled Non-Participant Bulb Buying Intentions on page 164.

e More than one third (36.3%) of non-participants affirmed that they had taken at least one
additional energy-saving action since visiting the Savings Store or seeing marketing
messages encouraging them to visit. The most common actions were turning off lights
when not needed and adjusting HVAC settings.

0 See section titled Additional Energy Saving Actions Taken by Non-Participants on
page 187.

e A near majority of non-participants (47.5%) suggested increased advertising as the best
way to get more people like themselves to visit the Savings Store. Non-participants also
provided “fresh” ideas for attracting more customers, including offering extra incentives
for first time buyers, emphasizing the connections between Home Energy House Call and
MyHER and the Savings Store, sending a mail order catalog, and using more radio and
TV advertising.

0 See the section titled Non-Visitor Suggestions to Increase Store Visitation on page
170.

November 19, 2014 189 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E

TecMarket Works Non-Participant Surveys

Recommendations

Consider increasing the frequency of advertising to induce great participation by
non-participants. Given that 88.8% of non-participants are experienced CFL users and
that 61.3% of non-participants were too busy or didn’t need bulbs at the time they
received marketing materials from the program, it is likely that increasing the frequency
of advertising will induce non-participants to visit and make purchases from the Savings
Store.

Where feasible, use strategic target marketing to focus extra discounts on those
customers believed to be still be using incandescents and halogens. Given that nearly
two thirds (64.6%) of non-participants self-identified as price conscious shoppers, lower
pricing would likely encourage more of them to make purchases from the Store. Deeper
discounting should not be necessary for non-participant freeriders who already know they
want specialty bulbs and are merely looking for the lowest price which may be available
at a local retailer.

Consider adding alternative forms of payment such as PayPal and debit cards. The
website currently accepts payments via credit cards, check, or money order.
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Participant and Non-Participant Survey Comparisons

This section compares survey results between the program participants (customers who
purchased Savings Store bulbs) and non-participants (customers who did not purchase specialty
bulbs at the Savings Store). Non-participants are further subdivided into two groups: non-
participant visitors (those who visited the Savings Store) and non-participant non-visitors (those
who received program marketing materials but did not visit the Savings Store).

Satisfaction Ratings

When satisfaction ratings are compared between participants and visiting non-participants, the
two groups are closely satisfied with the various elements found on the Savings Store website.
Somewhat greater differences arise in their satisfaction with Duke Energy, the Savings Store
overall, and Store pricing (Figure 33). Perhaps not surprisingly, the largest difference in mean
satisfaction is for the Store’s prices; participants rate their satisfaction at an average of 9.0 on a
ten-point scale, while visiting non-participants give a mean score of 7.9. This difference is
statistically significant at p<.01 using Student’s t-test. The spread is a bit smaller when it comes
to satisfaction with the Store overall, for which participants return a mean score of 9.2 while
visiting non-participants average 8.4. This difference is also significant at p<.05.The distinction
between satisfaction scores for Duke Energy is insignificant with mean ratings of 8.3 from
participants and 7.0 from non-participants. Sample sizes varied slightly for each question and are
shown in Table 111.
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Average Duke Energy Customer Ratings

Satisfaction with Duke Energy
Satisfaction with the Store Overall

Satisfaction with Store Prices

Ease of LogIn

Ease of Navigation

Ability to Find Desired ltems

Helpfulness of Bulb Descriptions

Helpfulness of Bulb Energy Savings Estimates

= Participants 0 1 2 3 4 5 6 7 8 9 10
mMNon-Participants Rating on Scale of 1to 10

Figure 33. Comparison of Satisfaction and Agreement Ratings

Table 111. Comparison of 1-10 Ratings between Participants and Non-Participants

Participants Nonparticipants

Measure

Mean N Size Mean N Size

Rating Rating
Satisfaction with Duke Energy 8.3 135 8.0 80
Satisfaction with the Savings Store 91 135 8.4 47
Overall
Satisfaction with Store Prices 9.0 133 7.9 45
Ease of Log In 9.2 132 9.3 48
Ease of Navigation 9.2 130 9.3 a7
Ability to Find Desired Items 8.8 134 8.8 46
Helpfulness of Bulb Descriptions 8.8 131 8.8 45
Helpfulness_of Bulb Energy 8.6 99 8.6 a4
Savings Estimates

Bold italics in the table denote statistically significant differences between groups at p<.05 or
better using Student’s t-test.
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Customer Awareness Methods

Duke Energy uses a variety of methods to promote the Specialty Bulb Program. Customers can
receive multiple marketing messages, and occasionally they receive more than one at the same
time. The survey was designed to determine which methods were recalled by customers.
Mailings from Duke Energy are the most common source of awareness for program participants
(57.4% or 78 out of 136) and also for both of the non-participant groups (49.0% or 24 out of 49
visitors and 71.0% or 22 out of 31 non-visitors). Website messaging was the next most
frequently recalled source of awareness for all three groups, ranging from 19.4% (non-participant
non-visitors) to 42.9% (non-participant visitors). Non-participant visitors are more likely than the
other groups to recall website messaging, while non-visitor non-participants are more likely to
recall mailings and “other ways” of finding out about the program. This would seem to indicate
that the website messages are more likely to get customers to log on to the Savings Store site,
though not necessarily more likely to prompt them to buy bulbs there. However, this may be
more related to Internet usage patterns than to shopping for light bulbs (the visitor group of non-
participants is self-selected by the fact that these customers chose to go to the website, so the
non-participant visitors may just be more likely to do things online than the non-participant non-
visitors).

How did you first learn about the Savings Store?

7.4%
Mailings from Duke Energy
71.0%

From Duke Energy website (public or OLS)

Emails from Duke Energy -

3.2%

19.4%

9%
8.2%

|
I o

Other ways
16.1%

5 99 H Participants (N=136)
. (o
® Non-participant visitors (N=49)
D ,. 0,
Don't know / can't recall 2.0% Non-participant non-visitors (N=31)
6.5%
0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 34. How Customers First Learned About the Savings Store
Note that totals add to more than 100% since multiple answers were possible.
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Years of CFL and LED Use by Participants and Non-Participants

Both program participants and non-participants reported considerable previous experience with
energy efficient lighting, which is to be expected given that Duke Energy specifically markets
the Savings Store to customers who are more experienced in this regard. Program participants
had an average of 13.1 efficient light bulbs (CFLs and LEDs) installed in their homes before
purchasing Savings Store bulbs, compared to 15.1 efficient bulbs in non-participant visitor
homes and 11.7 efficient bulbs in non-participant non-visitor homes; these differences in the total
number of bulbs installed are not statistically significant. The median number of efficient bulbs
installed is 12 for non-participant visitors and 10 for both of the other groups. The distribution of
efficient light bulbs installed in participant households (before the program) and non-participant
households is shown in Figure 35.

Energy-Efficient Bulbs Installed Before the Program

45%

m Participants (N=136) 41%
40% | mNon-participant visitors (N=49)
m Non-participant non-visitors (N=31)

35%

30%

25%

20%

15%

10% -

5% -

0% -

Don't know None 1or2 Jto 5 6to9 10 to 14 15 or more

Figure 35. Numbers of Energy-Efficient Light Bulbs in the Household

While virtually all surveyed participants are using CFLs (only 0.7% or 1 out of 136 has no CFLs
installed after participation in the program; this participant prefers LEDs), there are still 8.2% of
non-participant visitors (4 out of 49) and 16.1% of non-visiting non-participants (5 out of 31)
who have never used CFLs. More program participants (44.1%) and non-participant visitors
(42.9%) have been using CFLs for four years or longer compared to non-visitors (29.0%) as seen
in Figure 36.
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Years of CFL Use

44.1%
42.9%

4 or more years

3 to 4 years

2 to 3 years

1to 2 years

1 year or less (not first time user)

Never until recently (first time user)

Never used CFLs = Participants (N=136)

® Non-participant visitors (N=49)

16.1%

| - ici -visi =
Don't know Non-participant non-visitors (N=31)

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

Figure 36. Years of CFL Use Comparison

Currently, far fewer customers are using LEDs than CFLs, with minorities of participants (33.8%
or 46 out of 136), non-participant visitors (28.6% or 14 out of 49) and non-participant non-
visitors (22.6% or 7 out of 31) having used LEDs before (differences between groups are not
significant). However, program participants are much more likely to have started using LEDs in
the past year (22.1% or 30 out of 136) compared to the non-participant groups (6.1% or 3 out of
49 visitors and 3.2% or 1 out of 31 non-visitors); this difference may be, in part, due to the effect
of participating in the Specialty Bulbs program which distributes LEDs to customers (Figure 37).
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Years of LED Use

1.5%

4 or more years 8.2% L ] ]
’ 6.5% ’ ® Participants (N=136)

1 0.7% m Non-participant visitors (N=49)
. (]
3 to 4 years 2.0% Non-participant non-visitors (N=31)
| 6.5%
5.1%
2to 3 years 4.1%
3.2%

4.4%
1to 2 years 8.2%

L 32%

6.6%

1 year or less (not first time user) 2.0%
3.2%

15.4%
Never until recently (first time user) 4.1%

0.0%
65.4%
Never used LEDs 71.4%
77.4%
lo7%
Don't know | 0.0%
0.0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Figure 37. Years of LED Use Comparison

Specialty Bulbs in Participant and Non-Participant Households

Program participants are significantly more likely to have specialty bulbs installed in their homes
than non-participants. This indicates that the need for light bulbs is a key driver of Savings Store
sales, not just in situational terms (a customer’s bulbs have burned out and they need to replace
them right away) but in structural terms (a customer doesn’t need to buy candelabra bulbs unless
they have a fixture that uses candelabra bulbs).

Table 112 compares the specialty bulbs installed in participant and non-participant households.
The only specialty bulb types that are equally likely to be found in both groups’ homes are globe
bulbs (51.5% of participants and 51.3% of non-participants) and outdoor reflectors (75.0% of
participants and 65.0% of non-participants). Participant households are about 50% more likely
than non-participants to have dimmable bulbs (52.2% versus 37.5%), three-way bulbs (60.3%
versus 41.3%), indoor reflectors (47.1% versus 28.8%), candelabra bulbs (64.0% versus 48.8%)
and “other” (miscellaneous) specialty bulbs (31.6% versus 20.0%).
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Table 112. Specialty Bulbs Installed in Participant and Non-Participant Households

Participants (N=136) Non-Participants (N=80)
Bulbs per Bulbs per
Percent of . Percent of .
household with household with
households this type of bulb households this type of bulb
Dimmable spiral 52.2% 8.0 37.5% 6.1
Three-way spiral 60.3% 3.0 41.3% 2.3
Indoor reflector 47.1% 8.5 28.8% 6.2
(recessed)
Outdoor reflector o o
(outdoor recessed) 75.0% 4.3 65.0% 3.9
Globe 51.5% 7.7 51.3% 7.0
Candelabra 64.0% 8.7 48.8% 7.4
Eﬁ'é)or LED capsule (A | 45 59, 7.2 15.0% 4.9
Other specialty bulbs 31.6% 5.8 20.0% 8.2

Bold italics in the table denote statistically significant differences between groups at p<.05 or
better using Student’s t-test. Percentages total to more than 100% because respondents can have
multiple types of specialty bulbs.

Participant households that have specialty bulbs also have larger numbers of every type of bulb
installed (with the exception of “other” miscellaneous specialty bulbs*!); again, the largest
difference is the number of efficient capsule bulbs (7.2 per household with these bulbs versus 4.9
for the much smaller percentage of non-participants who have this kind of bulb installed).

As shown in Figure 38 below, the largest difference between groups is that participant
households are three times as likely to have CFL or LED capsules installed (46.3%) as non-
participant households (just 15.0%). This large difference indicates that the participant group has
a greater interest in these bulbs compared to non-participants. However, the large difference is
also partly an artifact of the effect of the program since, by definition, participants purchased
efficient bulbs from the Savings Store but none of the non-participants did. It is also partly
attributable to the unique “specialty bulb” status of efficient capsule bulbs. Because incandescent
capsules are considered to be “standard” bulbs, energy efficient capsules are unique among
specialty bulbs in that they can be used to replace “standard” bulbs as well as other specialty
capsule bulbs.

1 One non-participant reported that they have 75 halogen bulbs that they categorized as “other” specialty bulbs; if
this outlier is not included, the remaining 15 non-participants with “other” specialty bulbs installed only have an
average of 3.7 of these miscellaneous specialty bulbs installed per household.
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Specialty Bulbs Installed in Customer Homes

Three-way bulbs

Indoor reflector
bulbs

Qutdoor reflector 75.0%

bulbs

Globe bulbs

Candelabra bulbs

CFL or LED
capsule bulbs

Other specialty
bulbs

0% 10% 20% 30% 40% 50% 60% 70% 80%

m Participants N=136
m Non-Participants N=80

Figure 38. Percent and Type of Bulbs Installed

Percentage of Households with Type of Bulb Installed

Table 113 shows that surveyed program participants have a much higher percentage of efficient
bulbs in their specialty sockets compared to non-participants (which is to be expected since
participants have purchased efficient specialty bulbs through the program while non-participants
have not). The largest discrepancies are for globe bulbs (64.7% of participants’ sockets are
efficient versus 16.3% of non-participants) and three-way bulbs (69.9% of participants’ sockets
are efficient versus 36.8% of non-participants). However, participants and non-participants have
approximately equal percentages of efficient bulbs in candelabra sockets (36.9% versus 29.7%)
and “other” miscellaneous sockets (27.3% versus 33.6%). Bold italics denote statistically
significant differences between groups at p<.05 or better using Student’s t-test.
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Table 113. Energy-Efficient Specialty Bulbs in Participant and Non-Participant
Households

Participants (N=136) Non-Participants (N=80)
Total bulb | Percentthat | Total bulb | Percent that

count are EE bulbs count are EE bulbs
Dimmable spiral 569 47.5% 183 34.4%
Three-way spiral 249 69.9% 76 36.8%
Indoor reflector (recessed) 543 67.4% 142.5 52.6%
Outdoor reflector 438 47.7% 204 33.8%
(recessed outdoor)
Globe 541 64.7% 289 16.3%
Candelabra 757 36.9% 290 29.7%
Ei';'é)or LED capsule (A 454 100.0% 59 100.0%
Other specialty bulbs 249 27.3% 131 33.6%

Percentages total to more than 100% because respondents can have multiple types of specialty
bulbs.

Incandescent specialty bulbs in storage in participant and non-participant households are shown
in Table 114 and Figure 39. Interestingly, there are no significant differences between groups in
terms of the percentage of households that have each type of incandescent specialty bulb in
storage. However, considering that participants are more likely to have more sockets for
specialty bulbs (see Table 112) this lack of a difference may be an indicator that participants
have less interest in using incandescent bulbs in the future relative to non-participants (who are
just as likely to have these bulbs in storage even though they have fewer sockets for them).
Furthermore, it also affirms that the Specialty Bulbs program is putting efficient bulbs in the
hands of customers who will take good advantage of them. In spite of having just removed old
(often incandescent) bulbs to replace them with program bulbs, program participants are not any
more likely to have these bulbs in storage than non-participants. This indicates that participants
are tossing out many of their old inefficient bulbs instead of storing them for future use.

Table 114. Incandescent Bulbs in Storage for Future Use in Specialty Sockets

Participants (N=136) Non-Participants (N=80)
Have Bulbs per Have Bulbs per
incandescents household incandescents | household
in storage with this type in storage with this
(percent) of bulb (percent) type of bulb
Dimmable spiral 14.7% 5.3 10.0% 4.7
Three-way spiral 16.9% 1.8 15.0% 2.3
Indoor reflector 9.6% 5.3 5.0% 1.9
(recessed)
Outdoor reflector 11.8% 34 16.3% 25
(recessed outdoor)
Globe 15.4% 35 16.3% 6.0
Candelabra 22.8% 5.1 18.8% 3.9
Other specialty bulbs 5.1% 3.1 3.8% 1.3

Percentages may total to more or less than 100% because respondents can have multiple types
of bulbs in storage or none in storage.
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Incandescent Specialty Bulbs in Storage in Customer Homes

Dimmable bulbs

Three-way bulbs

Indoor reflector bulbs

Qutdoar reflector bulbs

Globe bulbs

22.8%

Candelabra bulbs

Other specialty bulbs

0% 5% 10% 15% 20% 25%
m Participants N=136
mMNon-Participants N=80

Percentage of Households with Type of Bulb in Storage

Figure 39. Percent and Type of Incandescent Specialty Bulbs in Storage

Participant and Non-Participant Light Bulb Purchase Intentions

Table 115 shows that future light bulb purchase intentions are remarkably similar between
program participants and non-participants. Among both groups, incandescent and halogen bulbs
are the least popular category of bulbs; only 17.2% of participants plan to buy any incandescent
bulbs compared to 26.0% of non-participants (though this difference is statistically significant at
p<.10 using Student’s t-test). Similar percentages of both groups plan to purchase CFLs (86% to
89%) and LEDs (33% to 38%); these differences are not statistically significant.

The proportion of incandescent bulbs to be purchased tells a similar tale: incandescent bulbs are
the least popular for both groups, making up only 6.1% of participants’ future bulb purchases
and 14.9% of non-participants (this difference is significant at p<.05 using Student’s t-test).
Again, the percentages of CFLs (69% to 74%) and LEDs (16% to 20%) are very similar between
groups and the differences are not significant.
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Table 115. Purchase Intent for Next Ten Bulbs among Participants and Non-Participants

. Participants Who Non-Participants Who
Of the Next Ten Light BL.“bS Yog Answered This Question | Answered This Question
Purchase, How Many Will Be...~ (Valid N=128) (Valid N=77)
% who intend to buy at least one o o
incandescent and/or halogen bulb 17.2% 26.0%
% who intend to buy at least one CFL bulb 89.1% 85.7%
% who intend to buy at least one LED bulb 37.5% 32.5%
All Bulbs To Be All Bulbs To Be
Purchased Purchased
(N=1278) (N=763)
% of next ten bulbs that will be o o
incandescent and/or halogen bulbs 6.1% 14.9%
% of next ten bulbs that will be CFL bulbs 73.9% 69.1%
% of next ten bulbs that will be LED bulbs 20.0% 16.0%

Percentages in the first three rows total to more than 100% because respondents could give
multiple responses. Percentages in the bottom three rows are mutually exclusive and add up to

100%.

Though there are statistically significant differences between participants and non-participants in
terms of their intentions regarding incandescent bulb purchases, on the whole these two groups
are far more similar than they are different in that both show a very strong inclination towards
using efficient lighting. The high interest in CFLs and LEDs among non-participants indicates
that Duke Energy is doing a very good job of targeting the households that have already adopted
the new light bulb technologies and whom are the ideal customers for the Savings Store.
However, it may also indicate that participation in this program is not transforming participants’
behavior regarding efficient lighting, to the extent that targeted customers (participants and non-
participants alike) have already adopted this behavior before participating in the program.
Indeed, adopting the use of CFLs and LEDs is probably a prerequisite for most Savings Store

customers.

Store Influence on Future CFL and LED Purchases

A majority of participants and non-participants who visited the Store website indicate that the
Store had a positive influence on the likelihood that they would buy and use CFLs in the future.
However the Store had a somewhat lesser influence on the likelihood that both groups would buy
and use LEDs in the future. Specifically, 61.8% of participants said buying from the Store made
them more likely to buy and use CFLs in the future, compared to 58.3% of non-participant
visitors who said that their experiences at the Savings Store site made them more likely to do so.
Slightly more non-participant visitors (35.4%) said they were more like to buy and use LEDs
than participants (28.7%), though this difference is not statistically significant.
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Table 116. Intention to Purchase CFLs and LEDs as a Result of Store Visits

. CFLs LEDs
;_u”tiilehggr(‘jcﬁ;ses Participants Non-Participant Participants Non-Participant
as a result of (Valid N=136) Visitors (Valid (Valid N=136) Visitors (Valid

U N=48) N=48)

Store visits n -

Count | Valid % | Count | Valid % | Count | Valid % | Count | Valid %
More likely 84 61.8% 28 58.3% 39 28.7% 17 35.4%
Neither more or 48 35.3% 20 41.7% 89 65.4% 27 56.3%
less likely
Less likely 4 2.9% 0 0.0% 8 5.9% 0 0.0%
Don't know 0 0.0% 0 0.0% 0.0% 9.1%

When asked about their future intentions to purchase light bulbs directly from the Duke Energy
Savings Store, participants were significantly more likely than non-participants to do so. In a
clear example of how past behavior predicts future behavior, in total nearly two-thirds of
participants (64.0% or 87 out of 136) indicated that the Savings Store would be one of the first
places that they go to buy bulbs (39.0% or 53 out of 136) or that they would definitely shop at
the Store again (25.0% or 34 out of 136). Among non-participants, only about one in four (26.3%
or 21 out of 80) expressed equivalent levels of purchase interest, a difference which is
statistically significant at p<.05 using Student’s t-test. However in spite of having significantly
lower interest in shopping at the Savings Store in the future relative to program participants,
there are still 23.8% (19 out of 80) of non-participants who say that the Savings Store will be

“one of the first places they go” the next time they need to shop for light bulbs.
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Future Intentions for Shopping at the Savings Store

The Savings Store will be one of the first places | go the 39.0%

next time | need to shop for light bulbs

| will definitely shop at the Savings Store

| will probably shop at the Savings Store

| may or may not shop at the Savings Store

| will probably not shop at the Savings Store

| will never shop at the Savings Store for light bulbs

DKINS
1.3%

= Participants N=136 0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
m Non-Participants N=80 Percentage of Respondents

Figure 40. Future Intentions for Shopping at the Savings Store

Other Comparisons

Both groups, participants and visiting non-participants, visited the Savings Store an average of
2.3 times apiece.

When it came to recommending the program to others, participants were almost twice as likely
as non-participants to do so, with 61.0% (83 out of 136) of participants saying they had
recommended the Savings Store to others, compared to 35.0% (28 out of 80) of non-participants
who said they had done so. However, non-participants who did recommend the program spoke
with a greater number of individuals on average (mean 9.2 mentions per respondent) compared
to participants who recommended the program (mean 5.2 mentions per respondent).Word of
mouth was the most common method of communication for both groups.

Recommendations
1. Although both groups of customers expressed a strong interest in efficient lighting, non-
participants appear to be more sensitive to the purchase price of specialty bulbs, and are
therefore more likely to be driven by a situational need for new bulbs (the old inefficient
one burns out). For this reason, non-participants will likely require a greater amount of
follow up advertising both to prompt them to make purchases before the old bulbs burn
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out and to keep the Savings Store top of mind for when the old bulbs do need to be
replaced.

2. Given the program’s marketing premise that users of “standard” CFLs are more likely to
purchase and install specialty CFLs and LEDs, it is not surprising that high percentages
of participants and non-participants have four or more years of experience using CFLs.
However, while this strategy is likely to continue to generate new customers, it may also
be advantageous to shift a portion of the program’s marketing effort toward more recent
adopters of CFLs.
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Net to Gross Analysis

Freeridership

Freeridership for this program is computed based on survey participants’ responses to questions
about the installation of program bulbs. An average freeridership score is calculated for each
type of incented program bulb, and the final program-Ilevel freeridership is then calculated by
weighting the average freeridership for each bulb type by the total number of incented program
bulbs distributed in North and South Carolina during the evaluation period (from program launch
through December 31, 2013). Simplified versions* of the three participant survey questions used
to calculate freeridership are listed below; this series of questions is asked once for each type of
program specialty bulb a respondent has installed (if the customer installed a type of bulb in
more than one location, the survey asks these questions about the installation with the largest
number of program bulbs).

A. What kind of bulbs were previously in the lamps or fixtures in your [room where
program bulb installed] where you installed the [specialty program bulb type] bulbs from the
Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DK/NS

B. If you had not known about the light bulbs available at the Savings Store, would you
have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/NS

If "Maybe" or "No" in question B, then ask C.

C. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (would have left sockets empty)

*2 The survey contains uniquely-worded versions of these questions for each category of specialty bulb. Most of
these questions also include response options for dimmable versus non-dimmable bulbs, which are not shown here
since dimmability is not a factor in computing freeridership. The original survey questions can be found in Appendix
C: Participant Survey Instrument.
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() Other (including combination of bulb types — record details)
() DK/NS

Table 117 shows how survey responses are converted into a pair of logical statements that are
used to assign freeridership scores. The two logical statements are: “the participant had efficient
bulbs in these sockets before the program” and “the participant would have installed efficient
bulbs in these sockets without the program.” Responses to both of these statements are coded
either “yes”, “no” or “don’t know”.

Table 117. Key to Converting Survey Responses to Logical Statements

Participant had Participant would
_ Survey effipient bulbs ha\(e installed_
Survey questions responses® in these efficient bulbs in
sockets before | these sockets without
the program the program

A. What kind of bulbs were CFL, LED Yes -

previously in the lamps or Incandescent, No )

fixtures in your [room where Halogen

program bulb installed] where No bulbs in

you installed the [specialty sockets™. Don't Don’t know i

program bulb type] bulbs from

the Savings Store? know, Not specified

Yes if efficient before

program
B. If you had not known Yes . No if not efficient
about the light bulbs ?efore program
available at the Savings Don’t know if unknown
Store, would you have before program
continued to install [bulbs No . Use response from
previously in the lamps] bulbs question C
in this light fixture? Maybe Maybe
Don’t know, Not ,

Specified ] Don’t know
C. What type of bulbs would CFL, LED - Yes
you have installed in this Incandescent,
light fixture if you had not Halogen - No
purchased bulbs from the No bulbs in
Savings Store? sockets, Don't ) Don’t know

know, Not specified

43 Some participants gave “other” open-ended responses to these questions; these responses are coded whenever
possible (for example “an efficient bulb but I’'m not sure which type” to question A or B clearly indicates “yes” to
the statements about using efficient bulbs). When “other” responses cannot be used to determine a “yes” or “no”,
then these responses are coded “don’t know”.

* For the purposes of calculating freeridership, “no bulbs in sockets” is considered a “don’t know” response in
terms of the type of bulb (efficient or not) that was installed before the program or that would be installed without
the program. There are no savings from installing program bulbs in empty sockets (electricity usage actually
increases), however this lack of savings is accounted for when computing kWh savings per bulb (rather than in the
freeridership calculations).
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Table 118 shows how freeridership scores are assigned based on the responses to the two logical
statements about using efficient bulbs before the program and in the absence of the program
(response combinations not shown in this table are assigned freeridership of zero). A majority of
surveyed specialty bulb installations (56.0% or 140 out of 250) are not considered to involve any
freeridership, while 40.8% (102 out of 250) of installations received freeridership scores ranging
from 50% to 100%. There were eight installations (3.2% of 250 surveyed) which could not be
scored due to survey participants giving responses categorized as “don’t know” for both of the
logical statements about efficient bulbs in these sockets.

Table 118. Freeridership Scores for Specialty Bulb Installations

Participant had efficient Participant would have Count of survey
P installed efficient bulbs . . responses (N=250
bulbs in these sockets in th K Freeridership % ialtv bulb
before the program in these sockets specialty bu
without the program installations)
yes yes 100% 33
yes maybe 50% 4
don't know yes 50% 2
no yes 50% 63
. . Withheld from
don't know don't know calculations 8
All other combinations of responses 0% 140

Table 40 shows the result of freeridership calculations by specialty bulb type. Overall program
freeridership is the average of all freeridership values weighted by the representation of the
corresponding bulb type among all incented installations surveyed. Bulb type level freeridership
estimates are presented for informational purposes only and should not be used in any
calculations. Out of 1,876 incented program bulbs confirmed shipped to surveyed participants,
customers were asked freeridership questions about 807 installed incented program bulbs (only
1,132 incented program bulbs are confirmed installed, while 594 incented program bulbs are
stored for future use, 87 were disposed of**, and the outcome for the remaining 63 incented bulbs
could not be determined). In aggregate, about one surveyed bulb in four is categorized as a
freerider bulb (27.1% or 218.5 out of 807 total surveyed incented bulbs), though the freeridership
rate by specialty bulb type varies greatly from a low of 14.3% (21 out of 147 bulbs) for
candelabra bulbs up to 46.6% (74.5 out of 160 bulbs) for capsule bulbs.

*® The “disposed” bulbs category includes program bulbs that participants gave away to people in other households.
Some of these bulbs may be installed in other Duke Energy households where they are providing energy savings,
however this cannot be confirmed or quantified since recipients of “second-hand” program bulbs were not surveyed
(i.e., we do not have any data about the installation of these bulbs, including whether or not they are installed in
Duke Energy territory).
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Table 119. Survey Participant Incented Freerider Bulbs by Specialty Bulb Type

Average
Bulbs Numbgr of freerider
Bulb Group Bulbs Installed “freerider
Ordered B score by
bulbs
bulb type
Capsule (A Line) (n=50) 407 160 74.5 46.6%
Three-way spiral 190 70 17.5 25.0%
(n=42)
Candelabra (n=35) 335 147 21.0 14.3%
Indoor reflectors o
(recessed) (n=37) 362 135 35.0 25.9%
Globe (n=34) 293 146 30.0 20.5%
Outdoor reflector
(recessed outdoor) 174 90 17.0 18.9%
(n=30)
Dimmable spiral (n=22) 115 59 23.5 39.8%
Total specialty bulbs*® 0
(N=250 installations) 1876 807 218.5 27.1%

The previous table shows an overall freeridership rate of 27.1%; however that figure is based on
the distribution of bulbs among surveyed participants. To calculate the program-level
freeridership rate, freeridership scores for each bulb type must be weighted according to the
distribution of bulb types by the program. Table 120 shows how program-level freeridership is
calculated by weighting the survey-generated freerider rates for each bulb type by the percentage
of each bulb type distributed by the program as a whole. The final program-level freeridership is
thus calculated as 27.2%, which is very similar to the 27.1% figure based on un-weighted survey
results (this indicates that there is not much sample bias in the survey group compared to the
population).

“® In Table 40, the eight installations which could not be assigned freeridership scores (which were withheld from
the freeridership calculations by bulb type) are assigned freeridership scores equal to the mean freeridership levels
for their bulb types. Thus all 250 surveyed installations are included in this table. This has no effect on the
freeridership rates by bulb type shown in this table, nor upon the final program-level calculations in Table 120.
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Table 120. Weighted Overall Program Freeridership

Contribution
Program records Program
. . to program
Freerider score | incented bulbs records : .
Bulb Group ) freeridership
by bulb type ordered in percent of
: (FR score X
Carolinas 2013 bulbs sold
bulbs sold)
Capsules (A Line) 46.6% 24,735 21.1% 0.09839
Three-way spiral 25.0% 7,468 6.4% 0.01595
Candelabra 14.3% 18,512 15.8% 0.02259
Indoor reflector 25.9% 27,647 23.6% 0.06123
(recessed)
Globe 20.5% 24,412 20.9% 0.04285
Outdoor reflector 18.9% 9,037 8.5% 0.01603
(recessed outdoor)
Dimmable spiral 39.8% 4,346 3.7% 0.01479
0.2718
Total specialt (27.1% survey- (27.2%
P y weighted 117,057 100.0% program-
bulbs ;
average) weighted
average)
Spillover

There are two sources contributing spillover savings for the Specialty Bulbs Program: standard
spiral CFLs purchased from the Savings Store and purchases of additional high efficiency
lighting measures from locations other than the Savings Store, but influenced, at least in part, by
a participant’s experience with the program.

If a survey participant purchased and installed one or more standard spiral CFLs from the
Savings Store, they are asked questions about the wattage of the bulb that was replaced as well as
the hours of use for that particular socket. The extent to which each respondent is a freerider with
respect to standard spirals is accounted for using the diffusion of adoption curve for efficient
bulbs shown in Figure 41. The resulting percentage is deducted from that participant’s spillover

contribution.
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S-Curve Freeridership Adjustment by
Number of CFLs + LEDs Pre-Installed
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Figure 41. Diffusion of adoption curve for determining freeridership

There were four survey respondents that purchased and installed standard spiral CFLs from the
Savings Store and answered the spillover question battery. Their spillover contributions were
calculated using their self-reported baseline wattage and hours of use and are shown in Table
121. Together, these four participants contributed 573 kWh toward program spillover.

Table 121. Spillover contribution from non-incented standard spiral CFLs purchased
through the Savings Store

Non-Incented Existing EE
Customer Sé%?rda?;d kWh Bulgrszogf:gr?]r to Freeridership Splil\ll\%\]/er
Installed Participation)

Customer 1 7 279 6 23% 215
Customer 2 4 87 3 5% 83
Customer 3 5 165 2 2% 162
Customer 4 2 113 0 0% 113

Total 18 645 11 573

Surveyed participants were asked how many energy efficient bulbs, if any, they had purchased
elsewhere since purchasing bulbs from the Savings Store. Participants who indicated they had
purchased additional energy efficient bulbs were asked how many of them they had installed.
Participants were also asked to rate the influence of the program on their decision to purchase

these bulbs using a 1-to-10 scale, with one signifying no program influence and ten meaning that
the program was very influential. Each customer’s influence rating was converted to an influence
factor for the purposes of calculating spillover. The conversion method, along with a breakdown

of customer ratings, can be seen in Table 122 and Table 123.
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Table 122. Spillover contribution from non-incented standard spiral CFLs purchased
outside of the Savings Store

Non-Incented Existing
Customer Star)dard kWh | Influence Influence EE Freeridership Spillover
Spirals Factor kWh
Bulbs

Installed
Customer 1 5 456 10 1.0 8 45% 251
Customer 2 6 254 10 1.0 10 75% 63
Customer 3 12 547 9 0.9 0 0% 492
Customer 4 6 254 8 0.8 8 45% 112
Customer 5 3 176 3 0.2 15 100% 0
Total 32 1686 41 918

There were 12 survey respondents that reported making additional program-influenced purchases
of efficient lighting outside of the Savings Store program. Spillover savings was calculated for
each of these 12 respondents individually. For specialty bulb types that are also offered through
the Store, spillover bulbs are assigned savings as assessed in the Impact Analysis section. For
standard spiral CFLs and specialty bulb types not offered through the Store, algorithms from the
Draft Ohio TRM were used with deemed parameters for operating hours (2.85 hours/day) and
the delta watts multiplier (EE watts * 3.25).

Spillover savings for standard spiral CFLs purchased outside of the Savings Store are attributed
freeridership in the same way as those purchased from the Store. This percentage is deducted
from spillover savings in addition to any deduction resulting from any influence rating less than
ten out of ten. There were five such customers, shown in Table 122, contributing 469 kWh
toward program spillover.

Table 123. Spillover contribution from non-incented specialty bulbs purchased outside of
the Savings Store

Docket No. E-7 Sub 1073

Non-Incented Influence | Spillover
Technology Specialty kWh | Influence P
Factor kwh
Bulbs Installed
CFL - Capsule (A Line) 1 30 10 1.0 30
LED - Candelabra (A 8 337 10 1.0 337
Line)
LED - Outdoor
Reflector (recessed 2 254 10 1.0 254
outdoor)
LED - Capsule (A Line
LED) 12 435 10 1.0 435
LED - Short Neck LED 4 133 8 0.8 106
LED - Tube Light 5 344 8 0.8 275
LED -Capsule (A Line
LED) 6 227 7 0.7 159
Total 38 1,761 1,597
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Spillover savings contributions for the seven customers that attributed program influence to their
purchase of specialty bulbs outside of the Savings Store are shown in Table 123. No
freeridership deduction is made for specialty bulbs. These seven customers contribute 1,597 kWh

toward program spillover.

Table 124. Total program spillover

Non-Incented
Technology Specialty Spillover kWh
Bulbs Installed
Savings Store Spiral CFLs 18 573
Non-Savings Store Spiral CFLs 32 918
Specialty Bulbs 38 1,597
Total 88 3,088

Table 124 sums the spillover contributions from all spillover bulbs. In total, the program
motivated survey respondents to purchase an additional 88 energy efficient light bulbs of varying
types. Total spillover savings for the program is 3,088 kWh. Total gross savings from survey
respondents is 72,182 kWh (3.85 kWh/bulb * 1,876 bulbs). Comparing spillover kwh with the
total kWh savings from all bulbs purchased by all survey participants yields a spillover
percentage of 4.3% (3,088/72,182).

Net to Gross Ratio Calculation
The net to gross ratio is calculated as follows:

NTGR = (1-freeridership)*(1+spillover)
=(1-0.272) * (1 + 0.043)
=0.759
Total Discounting to be Applied =1 - NTGR
=1-0.759
=0.241
=24.1%
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Impact Analysis

This section presents the impact evaluation for Duke Energy’s Residential Specialty Bulb
Program as it was administered in the Carolina System. The findings presented here were
calculated using a combination of survey data from program participants and lighting logger data
with algorithms from the Draft Ohio TRM. Calculations were performed in an Excel spreadsheet
using exact mathematical values. As a result, some tables may contain round-off errors.

Table 125 shows the savings per bulb purchased adjusted downward for the ISR of 69.8% and
incorporating the daylength adjustment applied to the hours of use (both explained in the
Methodology section below), as well as the freeridership and spillover percentages computed
from participants’ survey responses. A breakdown of the mixture of CFL and LED bulb types
and wattages that were purchased can be seen in the Program Tracking Data section. Estimated
energy savings was calculated using the weighted mean specialty bulb wattage and hours of use
by room type.

Table 125. Adjusted Impact: KWh and Coincident KW per Bulb Purchased

Metric Result
Number of bulbs purchased 1,876
In service rate 69.8%
Gross kW per bulb 0.0042
Gross kWh per bulb 38.5
Freeridership rate 27.2%
Spillover rate 4.3%
Total discounting to be applied to gross values 24.1%
Net kW per bulb 0.0032
Net kwWh per bulb 29.2
Measure life 7 years

Methodology

Primary data collected from survey participants was used to determine the number of bulb
installations and mean wattage of bulbs removed seen in Table 137. A lighting logger study was
used to determine the average daily hours of use as well as power fractions for the dimmable and
3-way bulb types, all of which can be found in the Lighting Logger Data section. From the bulb
installation data, the in service rate (ISR) was calculated using the approach detailed in the In
Service Rate (ISR) Calculation section. This data was combined as per Appendix K: Impact
Algorithms to calculate gross savings per bulb. A net to gross question battery included in the
participant survey was used to estimate program freeridership and spillover to determine the total
discounting to be applied to gross savings, shown in the Net to Gross Analysis section.

Program Tracking Data

Table 126 shows bulb purchasing data by bulb type and wattage for all bulbs purchased by all
program participants from April 26, 2013 through December 31, 2013. This data is used to
calculate weights that are used to determine weighted average values throughout the impact
analysis section of this report.
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Table 126. Program bulb purchases by type and wattage

Bulb Type Bulb Group Wattage Quantity
CFL Reflector (recessed) Indoor Reflector 12 7,397
CFL Reflector (recessed) Indoor Reflector 14 15,813
CFL Reflector(recessed) Indoor Reflector 23 2,184
CFL Reflector/Outdoor
(recessed outdoor) Outdoor Reflector 23 9,965
CFL Reflector/Dimmable
(recessed dimmable) Indoor Reflector 15 1,753
LED Reflector (recessed 10 o8
LED) Indoor Reflector
LED Reflector (recessed 95 27
LED) Indoor Reflector '
LED Reflector (recessed
LED) Indoor Reflector 13 524
CFL Globe Globe 9 5,888
CFL Globe Globe 14 18,560
CFL Candelabra Candelabra 5 256
CFL Candelabra Candelabra 7 6,821
CFL Candelabra Candelabra 9 11,540
CFL Three-Way Three-way 12-22-33 7,470
CFL Dimmable Dimmable spiral 23 4,348
CFL A Line Capsule 14 14,852
CFL A Line Capsule 18 3,486
LED A Line LED Capsule 11 6,417
Total 117,329"

Table 125 shows the average wattage for each bulb group based on the overall purchasing data.
These values were used in conjunction with the participant survey data to determine the weighted
average wattage of program bulbs installed in each room type. The average wattages for
dimming and three-way bulbs have been adjusted downward to account for their respective
power fractions as explained in the Lighting Logger Data section.

*" The official total number of program bulbs sold in the Carolina System during 2013 is 117,057. However, the data
provided to TecMarket Works by Duke Energy which showed the distribution of program bulbs by wattage totals to
117,329. Since these bulb totals differ by only 0.2%, the potential effect on wattage average watts by bulb type
calculations from this discrepancy amounts to a rounding error; the maximum potential difference in average watts
based on the different bulb totals is only 0.02 watts (for candelabras). Three-way, dimmable spiral and outdoor
reflector bulb wattages are not affected by this discrepancy, since there was only one wattage available for each of
these bulb types during the evaluation period.
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Table 127. Average wattage by bulb group for all purchased bulbs

Average

Bulb Group Wattage
Indoor reflector
(recessed) 14.02
Outdoor reflector
(recessed outdoor) 23.00
Globe 12.80
Candelabra 8.21
Three-way spiral 20.26
Dimmable spiral 18.33
Capsule (A Line) 13.79

Survey Data

Participants were asked how many bulbs purchased through Duke Energy’s Savings Store were
currently installed in light fixtures. Additional, more specific information was collected for as
many bulb types as possible, including the location, the type and wattage of the bulb that it
replaced, and the mean hours per day that it is in use for comparison to the logger study. The
compilation of this data is presented in Table 128. Survey participants were also asked to
quantify the increased or decreased in lighting usage, if any, since installing program bulbs. The
survey participants reported a small increase in operating hours after installing the program
bulbs. This data is presented for informational purposes only. The post-installation operating
hours taken from the lighting logger study were considered to be more reliable than the self-
reported data, and were used to estimate impacts.

Table 128. Participant survey bulb data by room type

Number of Mean Wattage Mean Daily Mean Daily
Room Type Installations of Bulb Hours of Use Hours of Use

Removed (New) (Old)
Bathroom 180 40.6 2.44 2.44
Dining room 108 25.8 4.90 4.62
Hall 29 29.2 2.73 2.16
Kitchen 158 47.5 6.32 6.33
Living/family room 153 54.2 4.94 4.68
Master bedroom 65 52.0 3.69 3.69
Other bedroom 21 40.6 2.03 2.28
Outside 89 89.2 4.08 3.81
Other 78 52.6 4.54 4.54
MEAN/TOTAL 881 47.7 4.31 4.20

There were a total of 914 installations surveyed. Omitting the “Don’t know/Not sure” responses
as well as non-incented standard spiral bulbs that contribute to spillover but not gross savings
leaves the 881 valid installations seen in Table 128 and Table 129, which shows a compilation of
the same data by bulb group rather than by room type.
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Table 129. Participant survey bulb data by bulb group

Number of Mean Wattage Mean Daily Mean Daily
Bulb Group Installations of Bulb Hours of Use Hours of Use

Removed (New) (Old)
Indoor reflector 141 60.0 4.59 4.42
(recessed)
Outdoor reflector 86 104.1 3.80 3.52
(recessed outdoor)
Globe 153 42.6 2.94 2.94
Candelabra 171 32.4 412 4.08
Three-way spiral 82 64.9 5.46 5.60
Dimmable spiral 55 31.7 3.66 3.29
Capsule (A Line) 193 34.7 5.32 5.13
MEAN/TOTAL 881 447.7 4.31 4.20

Figure 42 graphically shows the prevalence of program bulb installations in each room type in
ascending order. Bathroom, Living/family room, and kitchen, in that order, are the three most
popular room types for bulb replacements; together they make up 56% of all bulb installations.

Percentage of Program Bulb Installations by Room Type

Other bedroom

Hall

Master bedroom

Other

Outside

Dining room

Kitchen

Living/family room

Bathroom

T T T T T T 1
0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Figure 42. Percent of Specialty Bulb Installations by Room Type

In Service Rate (ISR) Calculation

A total of 1,876 incented bulbs were purchased by survey participants. Respondents reported that
1,138 of them are currently installed in light fixtures, a first year ISR of 60.7%. To determine the
final ISR, participant survey data concerning the total number of specialty bulb filled sockets per
household was analyzed in order to determine the fraction of program bulbs that were initially
put into storage that could conceivably come out of storage and replace an incandescent or
halogen bulb, thus generating energy savings. This was done at the bulb group level.
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Table 130. Available savings generating specialty sockets for ISR

Total Specialty
Specialty 4 Percent
Bulb Group Sockets Sockets with |\ o) " (1Ro%)
. Inc./Hal.
Available
Indoor reflector 10.15 233 2396
(recessed)
Outdoor reflector 500 153 31%
(recessed outdoor)
Globe 6.82 0.95 14%
Candelabra 9.13 3.93 43%
Three-way spiral 3.58 0.56 16%
Dimmable spiral 5.71 1.50 26%
Capsule (A Line) 24.93 6.30 25%

Table 130 shows the average percent of specialty lamp sockets per household that are currently
filled with incandescent or halogen bulbs. These sockets are assumed to have the potential to
generate savings when efficient program bulbs are taken out of storage and installed. These
percentages are used directly to augment the first year ISR using an adaptation of the Draft Ohio
TRM ISR formula for standard spiral CFLs as follows, using indoor reflectors (“IR”) as an
example:

ISR = IR first year ISR + (IR% * remainder) = 56.9% + (23% * 40.1%) = 66.1%

Where “IR%” is equal to the percent of savings generating indoor reflector sockets from Table
130 and the remainder is the percentage of bulbs that are not installed in the first year (100% -
56.9% = 43.1%) less 3% for the 97% lifetime ISR*®. The “indoor reflector first year ISR” and the
first year ISRs for all bulb groups are shown in Table 131. The final program ISR value has been
weighted by bulb representation in the total participant population seen in Table 126.

Table 131. ISR by bulb group

Bulb Group First Year ISR Final Adjusted ISR

Indoor reflector

(recessed) 56.9% 66.1%
Outdoor reflector

(recessed outdoor) 56.9% 69.2%
Globe 64.8% 69.3%
Candelabra 59.4% 75.6%
Three-way spiral 61.1% 66.7%
Dimmable spiral 67.0% 74.9%
Capsule (A Line) 61.7% 70.6%
Overall 60.7% 69.8%

“8 As established in the Nexus Market Research, RLW Analytics, and GDS Associates study, dated January 20",
2009: “New England Residential Lighting Markdown Impact Evaluation”.
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The final, overall program ISR is thus 69.8%. This augmentation is intended to capture the
anticipated burnout of any remaining incandescent or halogen specialty bulbs presently installed
in participant households and their subsequent replacement with a more efficient program bulb
taken out of storage. Incandescent and halogen specialty bulbs have a much shorter EUL than
CFL or LED varieties. Given the discrepancy in EUL between efficient and inefficient lighting,
incandescent and halogen bulbs will burn out faster, and it is more likely that they are replaced
sooner, while the customer still has program bulbs in storage. It is therefore assumed that all light
sockets currently containing inefficient specialty bulbs will contain program bulbs in the near
future.

Lighting Logger Data

In conjunction with the phone surveys, a lighting logger study was performed with a subset of
phone survey participants. The purpose of this logger study was to determine how participants
are using specialty bulbs and how they are distributed (i.e., what room or fixture the bulbs are
installed in), as well as to determine the actual hours of use, the coincidence factor, and power
fractions for the dimmable and three-way bulbs.

A total of 122 lighting loggers were installed in the homes of 50 survey participants. Of these,
114 were retrieved with usable data. Table 132 shows the average daily hours of use for each
room type and for both weekdays and weekends/holidays separately as well as weighted together
assuming 116.3 weekends and holidays per year (31.9% of days). The values in the
“MEAN/TOTAL” row have been weighted by bulb installations per room type from the
participant survey, shown in Table 128, rather than the logger installations shown here. This is
because the logger study was performed with a subset of the larger, more robust survey sample
that better reflects actual bulb distribution.

Table 132. Logger hours of use by room and day type

Room Type Numbe_r of Weekday Weekend Overall Rela}tiye

Installations Hours of Use | Hours of Use | Hours of Use Precision
Bathroom 15 1.49 1.53 1.50 +/- 34.3%
Dining room 7 3.15 3.63 3.30 +/- 70.4%
Hall 3 0.16 0.35 0.22 +/- 105.2%
Kitchen 26 4.79 4.20 4.61 +/- 35.6%
Living/family room 18 6.39 5.79 6.20 +/- 42.4%
Master bedroom 6 3.44 2.92 3.28 +/- 46.1%
Other bedroom 3 0.90 0.36 0.73 +/- 126.7%
Outside 18 4.63 4.55 4.60 +/- 48.3%
Other 18 3.38 2.95 3.25 +/- 45.4%
MEAN/TOTAL 114 3.71 3.47 3.63 +/- 19.3%

Our sample design targeted a relative precision of +/- 10% at 90% confidence based on previous
studies of CFL hours of use in residential buildings. The specialty bulbs showed more variation
in the hours of use than basic CFLs, resulting in a lower achieved precision.
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Table 133. Logger hours of use by bulb and day type

Bulb Grou Number of Weekday Weekend Overall Relative

P Installations Hours of Use | Hours of Use | Hours of Use Precision
Indoor reflector 24 235 261 243 +1- 39%
(recessed)

Outdoor reflector

16 4.01 4.03 4.02 +/- 60%
(recessed outdoor)
Globe 15 2.15 2.31 2.20 +/- 39%
Candelabra 17 4.01 4.18 4.06 +/- 55%
Three-way spiral 12 9.10 8.04 8.76 +/- 42%
Dimmable spiral 2 1.94 2.63 2.16 +/- 52%
Capsule (A Line) 28 4.22 2.93 3.81 +/- 30%

The hours of use values in Table 132 and Table 133 are in their unadjusted form, which is the
raw output of the lighting loggers before the daylength adjustment has been applied to them. This
application is shown and explained in the Daylength Adjustment section.

The participants’ loadshape is shown in Figure 43. As the shape demonstrates, lighting usage is
at its peak around 7-8PM. The coincident load from 3-4PM, Duke Energy’s peak time, is 14.8%.

25%

A ﬁ//\\
~

5%

i 2 3 4 5 6 7 & 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Weekday ——Weekend

Figure 43. Weekend and Weekday Loadshapes

This load shape incorporates power fractions applied to the dimmable and three-way bulbs.
These power fractions are simply the average fraction of maximum output a bulb operates at
while turned on. In order to estimate these factors, solar cells were attached to lighting loggers
installed on dimmable bulbs to measure light intensity and watt meters were installed on three-
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way bulbs to measure power output. Dimmable bulbs were found to average 79.7% of maximum
power while turned on and three-way bulbs averaged 61.4%.

Table 134. Dimmable and 3-way power factors

Dimmable Bulb Power 3-Way Bulb Power
Fraction Fraction
79.7% 61.4%

Daylength Adjustment

The frequency and length of time customers use their bulbs is affected by daylength. As days
become longer and shorter throughout the year, the length of time a bulb needs to be used
increases and decreases in rooms where natural lighting is used to offset bulb use. Depending on
which time of the year lighting usage is measured, the amount of use recorded by the lighting
loggers may over- or under-predict a customer’s overall usage for the year. The amount of
daylight during any given season is a factor of the position of the sun which determines the
sunrise and sunset time and the number of hours of daylight. The increase and decrease in hours
of daylight experienced throughout the year can be expressed as a sine function, and the average
over- or under-prediction in hours of use as a result of increased or decreased daylight can be
calculated using the following equation®:

Equation 1: Hours/day = hours/day average * [1 + Max deviation * sin(6d)]

This approach was used by the Cadmus Group to analyze seasonal light logger data in a large
residential CFL study in California. To calculate the impact of daylight on daily use, a regression
analysis was used to estimate the average hours per day and maximum deviation variables in
Equation 1 from observed light logger data. The right side of the function represents a
progression through the year where the right hand term goes to zero on the spring and fall
equinox, and is a maximum value at the winter solstice and a minimum value at the summer
solstice.

Equation 2: 6d =2xn * (284 + n) / 365
Where n = Julian date (1 = Jan 1; 365 = Dec 31)

The Cadmus regression model predicted the annual average hours of use and the maximum
deviation. The ratio of the maximum deviation to the annual average represents the maximum
percent difference in the daily hours of use relative to the annual average. Equation 2 above can
be used to predict the percent over- or under-estimation of lighting hours on any particular day of
the year. This is the daylength adjustment factor. The predicted maximum deviation from the
annual average hours of use from the Cadmus study is on the order of +16%.

“® The Cadmus Group. “Upstream Lighting Program Evaluation Report. Prepared for CPUC”. November 16™, 2009.
Pg. 16.
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To calculate the daylength adjustment factor for this study, Equation 2 was evaluated at the
median date of the logging period (June 5, 2014):

0d =2n * (284 +n) /365 =2m * (284 + 156) / 365 = 7.57
Equation 1 is evaluated using the average hours per day determined through the lighting loggers
to determine the daylength-adjusted actual average hours of use per day:

Hours/day = hours/day average * [1 + Max deviation * sin(6d)]
=3.63 *[1+16% *sin(7.57)] =4.19

This corresponds to a 15.4% upward adjustment to hours of use. Daylength-adjusted hours of use
by room type can be seen in Table 135.

Table 135. Daylength-Adjusted Hours of Use by Room Type

Room Type Weekday Weekend Overall Hours
Hours of Use Hours of Use of Use
Bathroom 1.72 1.77 1.74
Dining room 3.63 4.19 3.81
Hall 0.19 0.40 0.26
Kitchen 5.53 4.85 5.31
Living/family room 7.38 6.68 7.16
Master bedroom 3.97 3.37 3.78
Other bedroom 1.03 0.42 0.84
Outside 5.34 5.25 5.31
Other 3.90 3.40 3.75
MEAN 4.28 4.01 4.19

Self-Report vs. Logger Results

Previous logger studies have shown that self-reported hours of use are typically estimated higher
than the actual hours of use determined through a logger study monitoring a sample of the same
fixtures. Table 136 shows a side by side comparison of the logger study results and the
participant phone survey data collected for this evaluation. This data is presented for
informational purposes only and is not used for the calculation of impacts.
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Table 136. Self-report vs. actual hours of use

Room Type Phone Survey | Logger Hours | Onsite Survey

Hours of Use of Use Hours of Use
Bathroom 2.44 1.50 2.62
Dining room 4.90 3.30 4.31
Hall 2.73 0.22 1.67
Kitchen 6.32 4.61 5.04
Living/family room 4.94 6.20 5.89
Master bedroom 3.69 3.28 4.83
Other bedroom 2.03 0.73 1.10
Outside 4.08 4.60 2.86
Other 454 3.25 4.48
MEAN 4.31 3.63 411

For the Specialty Bulbs Program, participants overestimated their lighting usage by about 16%
through the phone survey [(4.31-3.63)/4.31 = 16%]. When asked onsite, lighting usage was
overestimated by about 12 % [(4.11-3.63)/4.11 = 12%)].

Impact Estimates

Energy savings is calculated at the room type level and then weighted to represent the overall
participant population. The values presented here at the room type level are not significant.
Levels of precision for average daily hours of use at the room and bulb type level can be seen in
Table 132 and Table 133 respectively.

Table 137. Engineering algorithm inputs by room type

Daylength Average Average

Room Type Adjusted Replaced Installed

Hours of Use Wattage Wattage
Bathroom 1.74 40.6 12.7
Dining room 3.81 25.8 12.1
Hall 0.26 29.2 11.4
Kitchen 5.31 47.5 12.9
Living/family room 7.16 54.2 15.7
Master bedroom 3.78 52.0 15.0
Other bedroom 0.84 40.6 14.2
Outside 5.31 89.2 22.1
Other 3.75 52.6 14.4
MEAN 4.19 48.8 14.4

Table 137 shows the average daily hours of use and delta watts to be used in the calculation of
gross savings as per Appendix K: Impact Algorithms. The ISR of 69.8% was calculated as a
weighted average for all bulb types and is applied to all room types equally. Room types are
weighted using the values from Table 128 to calculate the weighted average savings for each
bulb purchased from the Savings Store.
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Table 138. Gross and net energy and demand savings per bulb purchased.

Room Type Gross Annual _ Gross Net Annual _ Net
kWh Coincident kW kWh Coincident kW
Bathroom 11.9 0.0034 9.0 0.0026
Dining room 12.8 0.0017 9.7 0.0013
Hall 1.1 0.0022 0.9 0.0016
Kitchen 451 0.0042 34.3 0.0032
Living/family room 67.5 0.0046 51.3 0.0035
Master bedroom 34.4 0.0045 26.1 0.0034
Other bedroom 5.4 0.0032 4.1 0.0024
Outside 87.5 0.0081 66.4 0.0062
Other 35.1 0.0046 26.7 0.0035
MEAN 38.5 0.0042 29.2 0.0032

To determine energy impacts by bulb group, a realization rate was applied to the ex-ante savings
estimates shown in Table 139. Comparing the weighted average ex-ante savings from this table
to the evaluated savings from Table 138 yields a realization rate of 91.2% (38.5 / 42.2) for kWh
and a realization rate of 113.5% (0.0042 / 0.0037) for coincident kW.

Table 139. Ex-Ante Savings by Bulb Type and Wattage

Bulb Type Bulb Group Wattage | Quantity | Ex-Ante kWh | Ex-Ante kW

CFL Reflector (recessed) Indoor Reflector 12 7,397 44.5 0.0042
CFL Reflector (recessed) Indoor Reflector 14 15,813 42.8 0.0041
CFL Reflector (recessed) Indoor Reflector 23 2,184 35.3 0.0034
CFL Reflector/Outdoor 23 9965

(recessed outdoor) Outdoor Reflector ' 110.0 0.0054
CFL Reflector/Dimmable 15 1753

(recessed dimmable) Indoor Reflector ' 42.0 0.0040
LED Reflector (recessed 10 28

LED) Indoor Reflector 73.9 0.0054
LED Reflector (recessed 95 27

LED) Indoor Reflector ' 74.5 0.0054
LED Reflector (recessed 13 524

LED) Indoor Reflector 70.6 0.0052
CFL Globe Globe 9 5,888 26.9 0.0033
CFL Globe Globe 14 18,560 23.7 0.0029
CFL Candelabra Candelabra 5 256 23.1 0.0022
CFL Candelabra Candelabra 7 6,821 21.4 0.0020
CFL Candelabra Candelabra 9 11,540 19.7 0.0019
CFL Three-Way Three-way 12-22-33 7,470 58.2 0.0055
CFL Dimmable Dimmable spiral 23 4,348 64.7 0.0062
CFL A Line Capsule 14 14,852 38.6 0.0037
CFL A Line Capsule 18 3,486 35.3 0.0034
LED A Line LED Capsule 11 6,417 41.2 0.0039
Total/mean 117,329 42.2 0.0037

% The official total number of program bulbs sold in the Carolina System during 2013 is 117,057. However, the data
provided to TecMarket Works by Duke Energy which showed the distribution of program bulbs by wattage totals to
117,329. Since these bulb totals differ by only 0.2%, the potential effect on wattage average watts by bulb type
calculations from this discrepancy amounts to a rounding error; the maximum potential difference in average watts
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Table 140 presents the impacts by bulb group after the application of the realization rate.

Table 140. Gross and net energy and demand savings per bulb group

Ex-Ante Ex-Ante Gross Gross Net Net
Bulb Grou Annual Coincident Annual Coincident Annual Coincident
P kWh per kW per bulb kwh per KW per bulb kwh per KW per bulb
bulb bulb P bulb P
CFL Indoor
Reflector 43.2 0.0041 395 0.0046 30.0 0.0035
(Recessed)
CFL Dimmable
Reflector 42.0 0.0040 38.3 0.0045 29.1 0.0034
(Recessed
Dimmable)
CFL Outdoor
Reflector 110.0 0.0054 100.4 0.0061 76.2 0.0047
(Recessed
Outdoor)
LED Reflector
(Rovessod LED) 73.9 0.0054 67.4 0.0061 51.2 0.0047
CFL Globe 245 0.0030 223 0.0034 17.0 0.0026
CFL Candelabra 20.4 0.0019 18.6 0.0022 14.1 0.0017
gg#aThree'Way 58.2 0.0055 53.1 0.0062 403 0.0047
(S:;';a?'mmab'e 64.7 0.0062 59.0 0.0070 448 0.0053
EE;)CapS“'e (A 38.0 0.0036 34.6 0.0041 26.3 0.0031
LED Capsule (A 41.2 0.0039 376 0.0044 285 0.0034
Line LED)

Effective Useful Life

Bulb type effective useful lives are taken from the Franklin Energy Services residential lighting
work papers. These values were found to be reasonable by the TecMarket Team. The overall
program EUL is a weighted average based on the bulb distribution shown in Table 126. Program
EUL is estimated to be seven years.

based on the different bulb totals is only 0.02 watts (for candelabras). Three-way, dimmable spiral and outdoor
reflector bulb wattages are not affected by this discrepancy, since there was only one wattage available for each of
these bulb types during the evaluation period.
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Table 141. Bulb EUL by group with weighted average program EUL

. Effective

Bulb Group Weight Useful Life
CFL Indoor Reflector 29 11% 8
(Recessed)
CFL Dimmable
Reflector (Recessed 1.49% 8
Dimmable)
CFL Outdoor
Reflector (Recessed 8.49% 5
Outdoor)
LED Reflector
(Recessed LED) 0.02% 12
CFL Globe 20.84% 6
CFL Candelabra 15.87% 7
CF.L Three Way 6.37% 7
Spiral
CFL Dimmable Spiral 3.71% 7
CFL Capsule (A Line) 15.63% 9
LED Capsule (A Line
LED) 5.47% 12
Overall 7

Total Program Savings Extrapolation

Between program inception on April 26, 2013 and December 31, 2013, the Duke Energy Savings
Store served 8,060 unique customers from the Carolina System who purchased a total of 117,057
specialty light bulbs. The overall gross savings numbers in Table 142 are arrived at by
multiplying the total number of bulbs purchased and shipped in state by the mean gross energy
savings per bulb purchased found in the bottom row of Table 138.

During checkout, customers are able to enter separate service and shipping addresses. While the
vast majority of customers have the same service and delivery address, some small percentage of
bulbs were shipped to states other than North or South Carolina. As per the program tracking
data laid out in the Shipping and Delivery portion of the process evaluation section on page 43,
best estimates of bulbs shipped out of state put the number at 1.2% (1,454/118,192), including all
bulbs sold through the Savings Store in the Carolinas in 2013. Accordingly, this percentage has
been deducted from the total number of bulbs purchased for the purpose of extrapolating total
program gross savings shown in Table 142.

Table 142. Total program gross savings extrapolation

Participation Count Total Bulbs Bulbs in State Gross kWh Gross kW
8,060 117,057 115,921 4,462,959 487
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Appendix A: Management Interview Instrument

Name:

Title:

We are conducting this interview to obtain your opinions about and experiences with Duke
Energy’s Specialty Bulb program. We’ll talk about the program and its objectives, your
thoughts on improving the program, and the technologies the program covers. The purpose
of this study is to capture the program’s current operations as well as to help identify areas
where the program might be improved. Your responses will feed into a report that will be
shared with Duke Energy and the state regulatory agency. We will not identify you by
name, however, you may provide some information or opinions that could be attributed to
you by virtue of your position and role in this program. If there is sensitive information
that you wish to share, please warn me and we can discuss how best to include that
information in the report. Do you have any questions for me before we begin?

Program Background and Objectives
Please describe your role and scope of responsibility in detail.

How long have you been involved with this program? Has your role in this program changed
during that time? (If so, how?)

Describe the evolution of the program. Why was the program created, and how has the program
changed since it was it first started?

What are the customer eligibility requirements?
How many bulbs are customers allowed and of what type? Why that number?
What are you doing to keep freeridership low for this program?

What are the program’s goals? That is, what goals and metrics are you tasked with achieving
(such as bulbs distributed, numbers of new customers, numbers of returning customers, website
visits, etc.)? What is the current performance towards these targets?

What are the current program’s objectives? That is, aside from the numerical goals what is the
program trying to accomplish (save energy, improve satisfaction, protect environment, etc)? In
your opinion, which objectives do you think are being met or will be met? Have the objectives
changed over time. If yes, how do you think they have changed??

Avre there any program objectives that are not being addressed or that you think should have
more attention focused on them? If yes, which ones? How should these objectives be addressed?
What should be changed? How will these changes improve the program?
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Program Implementation

Is there any other person or group within Duke Energy that you work with on the implementation
of this program? Who is that and what role do they serve?

Which third parties or vendors do you work with to implement this program? Please describe
their roles in the implementation of the program.

Can you please walk me through the program’s implementation, starting with how the program
is marketed and how you target your customers, through how the customer participates and
finishing with how savings are verified?

Marketing

Roughly how many customers are eligible for this program and how are you targeting them?

What kinds of marketing, outreach and customer contact approaches do you use to make your
customers aware of the program and its options?

Please describe the various marketing channels that you are using, including when and why
you’ve selected to use them.

How did your experience marketing this program in other service territories inform your strategy
for North and South Carolina?

How do you track the effectiveness of your various marketing efforts?

How is the customer education component of the program going? What are you educating
customers about? How are these efforts going? How do you know?

Store Access

By what methods can customers access the store to purchase bulbs? How are the order platforms
working?

How do you determine if customers are eligible? How does the system actually work? How is it
used?

Fulfillment

What is the volume of bulb orders? What is the typical order size?

How does EFI receive and process orders?

What timeframe are customers told it will take to receive their orders? What is the actual
delivery time on average?

What percent of customers are using the online CFL shipping tracking system?

Quality Assurance

Please describe your quality assurance measures for each step in the process, including tracking
participants, bulbs numbers, ordering, shipping, bulb quality, and other program data. What
issues have been uncovered and how have they been addressed.

What is the warranty policy on the bulbs distributed by this program? How do customers go
about getting replacements?
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How effective is the current program? (Clarify standard for *““effective’”) How does it compare to
other programs? What do you think should be changed, and why?
Vendors

Do you use any vendors or contractors to help implement the program? What responsibilities do
they have? Are there any areas in which think they can improve their services?

Please characterize your working relationship.
Please describe the reporting process that you use to track and manage vendor activities.
Do you think methods for coordination should be changed in any way? If so, how and why?

Improvements

Are you currently considering any changes to the program’s design or implementation? If so,
what are the changes? What is the process for deciding whether or not to make these changes?

Do you have suggestions for improvements to the program that would increase participation
rates, or is Duke Energy happy with the current level of participation?

Do you have suggestions for increasing energy impacts per participant, given the same
participation rates, or is Duke Energy happy with the current per participant impact?

Overall, what would you say about the program is working really well?

Is there anything in this program you could highlight as a best practice that other utilities might
like to adopt?

What areas need the most improvement, if any? (If not mentioned before) What would you
suggest can be done to improve things?

If you could change any part of the program what would you change and why?

Market Assessment and Barriers

Describe the use of any advisors, technical groups or organizations that have in the past or are
currently helping you think through the program’s approach or methods. How often do you use
them? What do you use them for?

What information, research or assessments are you using to identify barriers and to develop more
effective approaches/mechanisms for achieving program goals?

Can you cite any market, operational or technical barriers that impede a more efficient program
operation? Please describe.

How are you adjusting the program as the market becomes more saturated with CFLs?

Wrap Up

Avre there any other issues or topics we haven’t discussed that you feel should be included in this
report?

Do you have any supporting materials about the program that you could share with me? For
example, communication plan, program objectives, advertisement copy
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Do you have any further questions for me about this study or anything else?
Whom else do you recommend that we interview?
Thank you!
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Appendix B: Vendor Interview Instrument

Name:

Title:

We are conducting this interview to obtain your opinions about and experiences with Duke
Energy’s Specialty Bulb program. We’ll talk about the program and its objectives, your
thoughts on improving the program, and the technologies the program covers. The purpose
of this study is to capture the program’s current operations as well as to help identify areas
where the program might be improved. Your responses will feed into a report that will be
shared with Duke Energy and the state regulatory agency. We will not identify you by
name. However, you may provide some information or opinions that could be attributed to
you by virtue of your position and role in this program. If there is sensitive information
that you wish to share, please warn me and we can discuss how best to include that
information in the report. Do you have any questions for me before we begin?

Program Background and Objectives
1. We will talk about the Store in more detail throughout the interview. For the moment can
you please summarize what this program does in just a few sentences?

Please describe your role and scope of responsibility in detail.

How long have you been involved with this program? Has your role in this program
changed during that time? (If so, how?)

4. Describe the development of the program. Why was the program created, and how has
the program changed since it was it first started?

5. What were some of the challenges you faced as you prepared to launch? How did you
address them?

6. What challenges and changes have you faced since program launch? How did you
address them?

7. What are the customer eligibility requirements?

8. What are the program’s goals? That is, what goals and metrics are you tasked with
achieving (such as bulbs distributed, numbers of new users, website visits, etc.)? What is
the current performance towards these targets?

9. What are the current program’s objectives? That is, aside from the numerical goals what
is the program trying to accomplish (educate customers, improve satisfaction, etc.)? In
your opinion, which objectives do you think are being met or will be met? Have the
objectives changed over time. If yes, how do you think they have changed??

10. Are there any program objectives that are not being addressed or that you think should
have more attention focused on them? If yes, which ones? How should these objectives
be addressed? What should be changed? How will these changes improve the program?
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Program Implementation
11. Can you please walk me through your company’s role in the program’s execution?

12. Do you have any role in marketing or otherwise driving traffic to your store?
13. How does your company receive and process orders?
14. What is typical volume of bulb orders? What is the typical order size?

15. What timeframe are customers told it will take to receive their orders? What is the actual
delivery time on average?

16. What percent of NC and SC participants are using the online CFL shipping tracking
system?

Quiality Assurance and Data Handling
17. Please describe how this program handles the transfer of data between Duke Energy and
EFI.

18. Please describe your data security measures.

19. Please describe your quality assurance measures for each step in the process. What issues
have been uncovered and how have they been addressed.

20. What is the warranty policy on the bulbs distributed by this program? How do customers
go about getting replacements? How do you decide if you need the merchandise
returned? Please share with me the volume of warranty replacements.

Duke Energy
21. Please characterize your working relationship with Duke Energy.
22. Please describe the reporting process that you use to track and manage vendor activities.
23. Do you think methods for coordination should be changed in any way? If so, how and

why?

Improvements
24. How do you track and measure the effectiveness of the Store? How effective is the
current program? (Clarify standard for “effective”) How does it compare to other
programs? What do you think should be changed, and why?

25. Overall, what would you say about the program is working really well?
26. Is there anything in this program you could highlight as a best practice?

27. What area needs the most improvement, if any? (If not mentioned before) What would
you suggest can be done to improve this?

28. Are you currently considering any changes to the program? If so, what are the changes?
What is the process for deciding whether or not to make these changes?

29. Can you cite any market, operational or technical barriers that impede a more efficient
program operation? Please describe.

30. How are you adjusting the Store as the market becomes more saturated with energy
efficient bulbs?
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Wrap Up
31. Are there any other issues or topics we haven’t discussed that you feel should be included
in this report?

32. Do you have any further questions for me about this study or anything else?
33. Whom else do you recommend that we interview?
34. Thank you!
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Appendix C: Participant Survey Instrument

Specialty Bulbs - Participant

INTRODUCTION

Use four attempts at different times of the day and different days before dropping from contact
list. Call times are from 1000 a.m. to 800 p.m. EPT Monday through Saturday. No calls on
Sunday. (Sample size N = 80 per state)

Note Only read words in bold type. Italics are instructions.

Surveyor Name

Survey ID

Total Number of Bulbs Ordered

State

() North Carolina

() South Carolina

() Kentucky

() Ohio

for answering machine 1st through penultimate attempts

Hello, my name is . I am calling from TecMarket Works to conduct a customer
survey on behalf of Duke Energy. 1'm sorry | missed you. I'll try again another time.

for answering machine - Final Attempt

Hello, my name is . I am calling from TecMarket Works to conduct a customer
survey on behalf of Duke Energy. This is my last attempt at reaching you, my apologies for
any inconvenience.

if person answers

Hello, my name is . I am calling from TecMarket Works to conduct a customer
survey on behalf of Duke Energy. May | speak with please?

If person talking, proceed. If person is called to the phone reintroduce.

If not home, ask when would be a good time to call and schedule the call-back

We are conducting this survey to obtain your opinions about the Duke Energy Savings
Store, the website where you purchased discounted specialty CFL and LED light bulbs. We
are not selling anything. Your responses to our survey questions will be combined with
other responses and be used to help make improvements to the online store to better serve
others. If you qualify for the survey, we will send you a $30 check for your time. The survey
will take about 45 minutes. May we begin?

Note If this is not a good time, ask if there is a better time to schedule a callback
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la. Do you recall visiting the online Duke Energy Savings Store to purchase light bulbs?
() Yes
() No
() DKINS

1b. The Savings Store is offered through the Duke Energy website so you can order energy-
efficient CFL and LED specialty light bulbs for your home, such as 3-way bulbs, dimmable
bulbs, outdoor flood lights, and so on.
Do you recall visiting the Duke Energy Savings store to purchase light bulbs?

() Yes

() No

() DK/NS

If No or DK/NS terminate interview and go to next participant.
Sorry, you do not qualify to take this survey, because you are not aware of the program.

BULBS PURCHASED

2. Based on Duke Energy’s ordering records you purchased [Total Number of Bulbs
Ordered] specialty light bulbs during 2013 and had them shipped to your home. Is this
correct?

() Yes

() No

() DK/NS

Read if “yes™ in Q2

I am going to go over the types of light bulbs that the ordering records indicate you
purchased; please let me know if anything does not seem correct. The records show that
you purchased [NUMBER] of [BULB TYPE], is that right?

Read if “no” or “DK/NS”” in Q2

Then let’s go over the light bulb ordering records for your account; please let me know if
anything does not seem correct. The records show that you or someone in your home
purchased [NUMBER] of [BULB TYPE], does that sound right?

2a.

Read numbers of bulbs from call sheet to customer to confirm (or correct) types and numbers of
bulbs. Record the number of bulbs of each type; enter 0 (zero) if the customer did not order a
bulb type. Read bulb type descriptions if customer is unclear on the bulb type.

DESCRIPTION IF NEEDED Indoor reflector bulbs provide directional light and are
commonly used in track lighting and recessed fixtures such as down lights and recessed
cans.

Indoor reflector bulbs — non-dimmable CFL
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Indoor reflector bulbs — dimmable CFL
Indoor reflector bulbs — dimmable LED

IR Total
(do not read) enter total number of Indoor reflector bulbs (total of three categories above)

DESCRIPTION IF NEEDED Outdoor reflector bulbs provide directional light and are
commonly installed outdoors to light entrances to the home, yards and driveways.
Outdoor reflector bulbs

DESCRIPTION IF NEEDED These sphere-shaped bulbs are frequently used in open fixtures
in which bulbs are visible, such as bathroom vanity strips and hanging ceiling pendants.
Globes provide dispersed light and are suitable for general and decorative lighting.

Globe bulbs

DESCRIPTION IF NEEDED These bulbs are commonly used in decorative fixtures, such as
wall sconces and ceiling fans, in which bulbs are exposed. With small bases and sleek
shapes — offered in flame tip or torpedo styles — these bulbs are ideal for tight-fitting
fixtures.

Candelabra bulbs

DESCRIPTION IF NEEDED Spiral-shaped bulbs — sometimes called twisty or curly — are
the most common and popular CFLs. These light bulbs will deliver three distinct levels of
light when used in a fixture with a 3-way switch.

3-way spiral bulbs (CFL)

DESCRIPTION IF NEEDED Spiral-shaped bulbs — sometimes called twisty or curly — are
the most common and popular CFLs. Dimmable compact fluorescents are designed to dim
well with mechanical slide and rotary dimmer controls.

Dimmable spiral bulbs

DESCRIPTION IF NEEDED Capsule bulbs, also known as ""A'* lamps, most closely
resemble traditional incandescent bulbs although capsules are slightly larger in size. These
encapsulated style light bulbs fit in standard sockets and are especially suitable for use in
open fixtures in which the bulb will be visible.
CFL Capsule bulbs
LED Capsule bulbs

(do not read) enter total number of Capsule bulbs (total of two categories above)

DESCRIPTION IF NEEDED Spiral CFLs are compact fluorescent light bulbs that have a
“twisty” shape like a soft-serve ice cream cone. These are general-purpose bulbs that fit in
most standard light sockets, and are the most common type of CFL.

Standard Spiral CFL bulbs
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3. How did you first learn about the Duke Energy Savings Store?
Check all that apply
[ 1 Advertisement with my bill
[ 11 got a letter/brochure in the mail
[ 1 Email from Duke Energy / Duke Energy employee
[ ] Paperless billing email
[ 1 Saw message while accessing my account online
[ ] Saw a message on Duke Energy's public website (not the online account system part)
[ ] From another website
ask 3b. Which one?
[ 1TV, radio, newspaper, news reports, advertising (traditional media)
3c. Specify source
[ 1 CAP agency / Low income program
ask 3e. Which organization?
[ 1 Social media
3d. Specify source
[ 1 From friend/family/neighbor/co-worker (ask if through email, if so, select item below)
[ ] Email from family/friend/neighbor/co-worker
[ 11 contacted Duke Energy for information or help
3f. Specify method of contact (phone, email, employee, etc.)
[ ] Some other way,
3g. specify
[ 1 DK/NS

4. What was the main reason that you decided to purchase light bulbs from the Duke
Energy Savings Store?
(do not read list, check one response)
() To save energy
() To save money on utility bills
() To save money on light bulb purchases
() I needed light bulbs
() To try specialty CFLs
() To try specialty LEDs
() To help the environment / “green” reasons
() Offer made it easy to get bulbs (convenient)
() The bulbs last longer than standard bulbs
() Friends/neighbors/family encouraged me
() Because it was from Duke Energy
() Past experience with another energy efficiency program
4b. Specify program and sponsor.
() Other 4c. (please specify)
() DK/INS

5. Were there any other reasons that you decided to purchase light bulbs from the Duke
Energy Savings Store?
(check all that apply)
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[ 1 No other reasons

[] To save energy

[ ] To save money on utility bills

[ ] To save money on light bulb purchases

[ 11 needed light bulbs

[] To try specialty CFLs

[ ] To try specialty LEDs

[ 1 To help the environment / “green” reasons

[ ] Offer made it easy to get bulbs (convenient)

[ 1 The bulbs last longer than standard bulbs

[ ] Friends/neighbors/family encouraged me

[ ] Because it was from Duke Energy

[ ] Past experience with another energy efficiency program
5b. Specify program and sponsor

[ ] Other 5c. (please specify)

[ 1 DK/NS

6. The Duke Energy Savings Store is only available online. What method did you use to get
to the Store?
(Check all that apply)
[ ] Viaa link in my online services account (“My Account” at Duke Energy site)
[ ] Via a link on the Duke Energy public website
[ ] Used a web browser favorite/bookmark
[ ] Entered URL directly into browser
[ ] Used an online link via email, social media, etc.
[ ] Other 6b. (please specify)
[ ] DK/NS

7a. How many times did you visit the Duke Energy Savings Store before you made your
first purchase?
() Made purchase during first visit to Savings Store
() Made purchase during second visit
() Made purchase during third visit
() Made purchase after three or more visits
Record number of visits before purchasing
() DK/NS

7b. What is the total number of times you have visited the Savings Store including times
you went to the site without making a purchase?
() Record number
() DK/NS

7c. In total, how many times have you purchased light bulbs from the Duke Energy Savings
Store?
7¢ number should not be higher than the number in 7b response

() Record number
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() DK/NS

8.

check one (do not ask)
() 7b is greater than 7c Visited store more times than made purchases
() 7b the same as 7c¢ Did not visit store more times than made purchases
() NA or DK/NS

9. You visited the Savings Store site without making a purchase on at least one occasion.
Why did you visit the store without making a purchase?
Check all that apply first, THEN ask the follow up questions
[ 1 Just looking to see what was there (curiosity)
[ ] Just checking Duke’s prices
[ 1 Making price comparisons with other retailers 9b. Which ones?
[ 1 Could not decide on which bulbs to buy 9¢c. Why not?
[ ] Did not have credit card information available
[ 1 Had unanswered questions, 9d. What did you want to know?
[ ] Wanted more information from somewhere besides the online store 9e. Where?

[ ] Was not ready to make a purchase 9f. Why not?
[ 1 Could not complete the transaction due to technical issues

99. What happened?
[ ] Wanted to see physical products instead of images online
[ ] Other reasons 9h. Specify
[ 1 DK/NS

10. On a scale of 1-to-10, where 1 is very difficult and 10 is very easy, how easy was it to log
onto the website?

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
10b. How could this be improved?

11. On the same 1-to0-10 scale, how easy was it to havigate around the website?

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
11b. 10b. How could this be improved?

12. On the same 1-to-10 scale, how easy was it to find the items you were looking for?

O1r 02 03 04 05 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
12b. 10b. How could this be improved?
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13. On a scale of 1-to-10, where 1 is not at all helpful and 10 is very helpful, how helpful
were the bulb descriptions?

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
13b. 10b. How could this be improved?

14. On the same 1-to-10 scale, how helpful were the energy savings estimates provided for
each light bulb?

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
14b. 10b. How could this be improved?

14c. On a scale of 1-to-10, where 1 is not at all influential and 10 is very influential, how
influential was the information provided at the Savings Store website in your decision to
purchase bulbs from the Store?

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

For any score
14d. Why did you give that score?

15a. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your satisfaction with price of light bulbs sold at the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less
15b. Why did you give that score?

16. When you think of your most recent purchase, do you recall if Duke Energy was
offering a reduced price for the bulbs ?

() Yes

() No

() DK/NS

17a. On a scale of 1-to-10, where 1 is not at all influential and 10 is very influential, how
influential was the reduced pricing in your decision to purchase bulbs from the Savings
Store?

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

For any score
17b. Why did you give that score?

17c. Did the pricing on the website cause you to buy
(read the responses in Bold)
() More light bulbs than you might have otherwise,
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) Fewer light bulbs than you might have otherwise,

) Or have no influence on the amount of bulbs you purchased?
) Other (volunteered response) 17d. record
) DK/NS (do not read)

AN NN N

17d. Did the availability of low priced multi-packs, such as two-, three-, or six-packs of
bulbs, cause you to buy
Read the responses in Bold
() More light bulbs than you might have otherwise
() Fewer light bulbs than you might have otherwise,
() Or have no influence on the amount of bulbs you purchased?
() Other (volunteered response) record gq17g.
() DK/NS (do not read)

If "More light bulbs than you might have otherwise” ask
17e. How many more bulbs did you purchase than you would have otherwise?

If "Fewer light bulbs than you might have otherwise™ ask
17f. How many fewer bulbs did you purchase than you would have otherwise?

Now let’s talk about factors besides pricing.

On a scale of 1-to-10, with 1 being not at all important and 10 being very important, please
rate the importance of each of the following characteristics when choosing a light bulb for
your home

1 2 3 4 5 6 7 8 9 10 DK/NS
18a. Ability to dim the lighting level

O o0 OO O O O O O O O 0
18b. Speed of which the bulb comes up to full lighting level

o o O O O O O O O 0O 0
18c. Purchase price of the bulb

o o o0 O O O O O O O O

18d. Availability of the bulb at stores and websites where you normally shop

o O O O O O O O O O O

18e. Selection of wattage and light output levels available

O o O O O O O O O O 0
18f. Cost savings on your utility bill

o o OO O O O O O O O 0
18g. Energy savings

o o O O O O O O O O 0

18h. Environmental or “green” concerns

o o O O O O O O O O 0

18i. Attractiveness or appearance of the bulb
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o O O O O O O 0O O O 0

18j. Recommendations from family and friends

o o o O O O O 0O O O 0

18k. Recommendations from the utility company

o o O O O O O 0O O O 0

18l. Availability of utility programs or services that offer the bulbs to you directly

o o o0 O O O O O O O 0
18m. Ease of bulb disposal

o o o0 O O O O 0O O O 0

On a scale of 1-to-10, with 1 indicating that the factor was not at all influential, and 10
indicating that the factor was very influential, please rate the level of influence of the
following factors on your decision to buy specialty bulbs through the Duke Energy Savings
Store.

1 2 3 4 5 6 7 8 9 10 DKI/NS
19a. Advertising when | accessed “My Account” in the Online Services section of Duke
Energy’s website

o OO OO OO O O O O O 0O 0
19b. Advertising on Duke Energy's public website

o o o0 O O O O O O 0 0O

19c. Advertising via mailings received from Duke Energy

o O O O O O O O O 0 0O

19d. Recommendation of friends or family by word of mouth, including email and social media

o o o O O O O O O 0 0O

19e. Recommendation of someone you don't know personally or a group that you follow online
at a site such as Facebook or Twitter

o o o O O O O O O 0O 0
19f. The brands of light bulbs offered in the Savings Store

o O O O O O O 0 O 0O O

19g. The selection of types of bulbs for different purposes available at the Savings Store

o o o O O O O 0O 0O O O

19h. The selection of different wattages of bulbs available at the Savings Store

o O o0 O O O O 0O O O 0

19i. The convenience of online ordering

o O o O O O O 0O O O O

19j. The convenience of home delivery

o o OO O O O O O O O 0
19k. The reduced price of the light bulbs at the Savings Store

o o o0 O O O O 0O O O 0

191. Your desire to save energy

o o o0 o O O O 0O O O O

19m. Your desire to save on utility costs

o O O O O O O 0O O O 0

PURCHASING AND SHIPPING
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Now let’s go back to your actual bulb buying experience.

20. On a scale of 1-to-10, where 1 is very difficult and 10 is very easy, how easy was it to use
the shopping cart?

0O1r 02 03 04 O35 06 O7 O8 (9 ()10 ()DKINS

If 7 or less,
20b. 10b. How could this be improved?

21. On the same 1-to-10 scale, how easy was it to complete your purchase?

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
21b. 10b. How could this be improved?

22. Would you have preferred another method for buying these light bulbs other than
ordering them online from the Savings Store?
() Yes ask 22a. Which method?
() No
() DK/NS

23. How did you pay for your purchases?
[ ] Credit card
[ 1 Check or money order
[ ] DK/NS or Prefer Not to Answer

Ask if check/money order
23a. How long was the interval between the date you mailed your payment and the date
your order arrived?

24. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your satisfaction with the delivery time for your specialty bulbs.

0O1r 02 03 04 O35 06 O7 O8 (9 ()10 ()DKINS

If 7 or less,
24b. 10b. How could this be improved?

25. What shipping method did you choose?
(Check all that apply)

[ ] United States Post Office

[ 1 UPS (United Parcel Service)

[ 1 DK/NS

[ ] Other
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26. Were you aware of the order tracking features that allowed you to check the progress
of your order?

() Yes

() No

() DK/NS

If "Yes™ ask

26b. Did you use the order-tracking feature?
() Yes
() No
() DK/NS

If "Yes" ask

26¢. How did you access the order tracking feature?

(Check all that apply)
[ ] via “My Account”
[ ] via the Duke Energy Savings Store package tracking link
[ ] by calling the phone number to check on post office delivery
[ ] via the UPS website tracking feature
[ ] Other 26d. specify
[ 1 DK/NS

26e. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your satisfaction with the order-tracking feature.

0O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
26f. 10b. How could this be improved?

27a. Did any bulbs arrive damaged or defective?
() Yes
() No
() DK/NS

27b. Have any bulbs become defective since you installed them?
() Yes
() No
() DK/INS

28a. Have you returned any of the bulbs that you ordered from the Savings Store, for any
reason?

() Yes

() No

() DK/NS

28b. Which bulbs did you return, and how many?
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Record type and quantity (such as ““6 indoor reflector CFLs”)

28c. Did you try installing these bulbs in your home before you returned them?
() Yes
() No
() DK/NS

28d. What kind of light bulbs are currently installed in the sockets where you tried the
Savings Store bulbs which were returned?

() Standard Incandescent

() Halogen

()CFL

() LED

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

28e. Why did you return these bulbs?

28f. Did you receive replacement bulbs from the Savings Store for the ones you returned,
or did you receive a credit or a refund?
() Replacement bulbs
() Credit
() Refund
() Other (including multiple outcomes) record details
() This transaction is currently in process (no replacement, credit or refund yet)
() DK/NS

289. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your overall satisfaction with Savings Store’s returns practices.

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
28h. 10b. How could this be improved?

29a. On a scale of 1-to-10, where 1 is not at all influential and 10 is very influential, how
influential was the convenience of shopping for light bulbs online in your decision to
purchase bulbs from the Savings Store?

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

For any score,
29b. Why did you give that score?

ONLINE AND LIVE HELP FEATURES
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Now I’d like to talk with you about some of the Store’s features designed to help you to
make decisions and purchases.

30. The website provides a number of resources designed to provide additional
information, including written explanations and videos about bulb types and uses,
brightness, and bulb recycling and safety. Do you recall any of these informational
resources?

() Yes

() No

() DK/INS

If "Yes" ask
30b. Was there any specific information that stands out in your mind as being particularly
useful or important to you?

() Yes

() No

() DK/NS

If "Yes" ask
30c. What was it?

30d. On a scale of 1-to-10, where 1 is not at all helpful and 10 is very helpful, how helpful
were the informational resources at the website?

01 02 03 04 O5 06 O7 (O8 (9 ()10 ()DKINS

If 7 or less,
30e. 10b. How could this be improved?

31. The Duke Energy Savings Store features an Energy Savings Calculator that you can use
to calculate the amount of money you’ll save on bulb purchases and on your Duke Energy
bill. 1t also shows how much CO2 you’ll offset by using more energy efficient bulbs. Do you
recall the Energy Savings Calculator?

() Yes

() No

() DK/NS

If "Yes" ask

31b. Did you view the Energy Savings Calculator?
() Yes
() No
() DK/NS

If "Yes" ask

31c. Did you know the Energy Savings Calculator on the Duke Energy Savings Store is
interactive and that it allows you to adjust the number of bulbs and see the associated
savings for your household?
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() Yes
() No
() DK/NS

31d. On a scale of 1-to-10, where 1 is not at all helpful and 10 is very helpful, how helpful
was the Energy Savings Calculator?

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
3le. 10b. How could this be improved?

32. Duke Energy has a support telephone number for assistance with the Savings Store
website. Did you call the phone number at any point?

() Yes

() No

() Not aware of the phone number

() DK/NS

If "Yes" ask
32b. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your overall satisfaction with phone support provided for the Store.

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
32c. 10b. How could this be improved?
33. The website also has a Contact Us feature that can be used to email questions to the
Store’s support team. Did you use the Contact Us feature?

() Yes

() No

() Not aware of the Contact Us feature

() DK/NS

If "Yes" ask
33b. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your overall satisfaction with Contact Us feature provided for the Store.

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
33c. 10b. How could this be improved?

Next 1’d like to talk about the light bulbs that you ordered from the Duke Energy Savings
Store...

IRA=INDOOR REFLECTOR BULBS (CFL, CFL DIMMING AND LED )
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IR-1. Our records show that you ordered [total number of IR bulbs] indoor reflector bulbs.
How many of these indoor reflector bulbs that were ordered from the Savings Store are
currently installed in fixtures in your home?

DESCRIPTION IF NEEDED Reflector bulbs provide directional light and are commonly
used in track lighting and recessed fixtures such as down lights and recessed cans.
() None
() One or more record number
() DKINS

IR-2. And how many of these indoor reflector bulbs are currently stored for future use?
() None
() One or more record number
() DK/INS

If “one or more” in IR-2, ask
IR-2a. Do you plan on eventually installing and using these indoor reflector bulbs?
() Yes
() No
() Maybe
() DK/INS

If “no” to IR-2a
IR-2b. Why not?

If “Maybe” or "DK/NS" to IR-2a
IR-2c. Why are you not sure you will use them all?

If "Yes" to IR-2a, ask
IR-2d. How long do you think it will be before you will have installed all indoor reflector
bulbs that you ordered from the Savings Store?
() 1 year or less
() 13 to 24 months (2 years)
() 25 to 36 months (3 years)
() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years
() Never
() DK/INS

IR-3a. Have you gotten rid of any of the indoor reflector bulbs that you ordered from the
Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/INS
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If “yes” to IR-3, ask IR-3b-d
IR-3b. How many of the indoor reflector bulbs that you ordered from the Savings Store
have you gotten rid of?

IR-3c. Why did you get rid of the bulb(s)?

IR-3d. How did you get rid of the bulb(s)?

If IR-1 is ““one or more”™, continue with IR-4a.
If IR-1 is “none”” or ““DK/NS”” skip ahead to next bulb section now

IR-4a. In how many different rooms in your home did you install these Savings Store
indoor reflector bulbs?

()1

()2

()3

()4

()5

() 6 or more

() DK/NS

If “one” in IR-4a,
IR-4b. In which room were the indoor reflector bulbs installed?

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

If “two or more”™ in IR-4a, ask IR-4c and 4d,
IR-4c. Which room in your home has the largest number of Savings Store indoor reflector
bulbs installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb questions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom
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Other bedroom
Bathroom

Hall

Closet
Basement
Garage
Outdoors/Exterior
Other (specify)

NN AN AN AN AN NN
N N N N N N N N

IR-4d. How many of the indoor reflector bulbs are installed in this room?

IR-5a. Are all of the indoor reflector bulbs in your [room where IR installed] controlled by
the same on-off switch?
if needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to IR-5a, ask
IR-5b. How many different sets of indoor reflector bulbs are there in your [room where IR
installed] that turn on and off together?

If “yes” in IR-5a, ask.

IR-6a. Are these indoor reflectors dimmable bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/NS

If “No”” or “DK/NS” in IR-5a, ask

IR-6b. Are any of these indoor reflectors dimmable bulbs on a dimmer switch?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/INS

If "Some bulbs do dim", ask
IR-6¢. How many of these indoor reflector bulbs are dimmable bulbs installed on dimmer
switches?

IR-7a. What kind of bulbs were previously in the lamps or fixtures in your [room where IR
installed] where you installed the indoor reflector bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.

() Standard Incandescent on a dimmer switch

() Standard Incandescent not on a dimmer switch

() Halogen on a dimmer switch
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Halogen not on a dimmer switch

dimmable CFLs

non-dimmable CFLs

dimmable LEDs

non-dimmable LEDs

No bulbs (empty sockets)

Other (including combination of bulb types — record details)
DK/NS

e N L N N N W e N
— N N N N N N

If "No bulbs (empty sockets)", SKIP AHEAD TO IR-8a

IR-7b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

IR-7c. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

IR-8a. On average, approximately how many hours per day are you using the lamps or
fixtures in your [room where IR installed] where you installed the indoor reflector bulbs
from the Savings Store?
() Record response if known
() DKINS

IR-8b. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
IR-8c. How many hours per day more?

If Decreased ask
IR-8d. How many hours per day less?

IR-9a. When you installed these indoor reflector bulbs that you bought from the Savings
Store, did you make any other changes to the fixtures those bulbs were installed in, such as
installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/NS
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If "Yes", ask
IR-9b. Besides the bulbs, what else did you do to change this light fixture?

IR-10a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/INS

If "Maybe" or "No", ask IR-10b.

IR-10b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL” or “LED”” ask whether they would get dimmable bulbs or not.
() Standard Incandescent
() Halogen
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (would have left sockets empty)
() Other (including combination of bulb types — record details)
() DK/INS

IR-11a. If one of the indoor reflector bulbs that you purchased from the Savings Store
burns out, will you replace it with an incandescent, CFL, or LED indoor reflector, or with
some other type of bulb?
if they answer “CFL” or “LED”” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL

() dimmable LED

() non-dimmable LED

() A type of bulb that is not an indoor reflector

() 1t depends on which socket burns out (or other factors)

() DK/INS

() Other (including combination of bulb types — record details)

If "A type of bulb that is not an indoor reflector" ask
IR-11b. What type of bulb would you install?
(record style AND type — such as ““3-way incandescent’ or ““dimmable LED”’)

If "1t depends on which socket burns out (or other factors)" ask
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IR-11c. Why do you say that?

IR-12. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the indoor reflector bulbs from the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
IR-12b. Why were you less than satisfied with these bulbs?

OUTDOOR REFLECTOR BULBS

OR-1. Our records show that you ordered [total number of OR bulbs] outdoor reflector
bulbs. How many of these outdoor reflector bulbs that were ordered from the Savings
Store are currently installed in fixtures on or in your home?
DESCRIPTION IF NEEDED Reflector bulbs provide directional light. These high-wattage
bulbs are intended for outdoor use.
() None
() One or more record number
() DK/NS

OR-2. And how many of these outdoor reflector bulbs are currently stored for future use?
() None
() One or more record number
() DK/NS

If “one or more” in OR-2, ask
OR-2a. Do you plan on eventually installing and using these outdoor reflector bulbs?
() Yes
() No
() Maybe
() DK/NS

If “no” to OR-2a
OR-2b. Why not?

If “Maybe”” or "DK/NS" to OR-2a
OR-2c. Why are you not sure you will use them all?

If "Yes" to OR-2a, ask
OR-2d. How long do you think it will be before you will have installed all of the outdoor
reflector bulbs that you ordered from the Savings Store?

() 1 year or less

() 13 to 24 months (2 years)

() 25 to 36 months (3 years)
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() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years

() Never

() DK/NS

OR-3a. Have you gotten rid of any of the outdoor reflector bulbs that you ordered from the
Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/NS

If “yes to OR-3, ask OR-3b-d
OR-3b. How many of the outdoor reflector bulbs that you ordered from the Savings Store
have you gotten rid of?

OR-3c. Why did you get rid of the bulb(s)?

OR-3d. How did you get rid of the bulb(s)?

If OR-1 is ““one or more™, continue with OR-4a.
If OR-1 is “none” or “DK/NS”” skip ahead to next bulb section now

OR-4a. In how many different places around your home did you install these Savings Store
outdoor reflector bulbs?

()1

()2

()3

()4

()5

() 6 or more

() DK/NS

If “one” in OR-4a, ask OR-4b THEN SKIP AHEAD TO OR-5a

OR-4b. Where were these outdoor reflector bulbs installed?

if the bulbs are installed anywhere outdoors, just check “outdoors/exterior” (no further detail
needed); if they were installed indoors, record which room.

() Outdoors/Exterior
() Living/family room
() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom
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() Hall

() Closet

() Basement
() Garage

() Other (specify)

If “two or more” in OR-4a, continue asking all questions starting with OR-4c

OR-4c. Where in your home are the greatest number of these outdoor reflector bulbs
installed?
(NOTE if they have equal numbers of bulbs in different places, then ask customer to pick any one
to answer bulb questions about) if the bulbs are installed anywhere outdoors, just check
“outdoors/exterior” (no further detail needed); if they were installed indoors, record which
room.
() Outdoors/Exterior
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
() Bathroom
() Hall
() Closet
() Basement
() Garage
() Other (specify)

OR-4d. How many of the outdoor reflector bulbs are installed in this location?

If “outside/exterior” is checked for OR-4b or OR-4c, ask OR5a-c then skip ahead to OR-6a.
If anything except “outside/exterior” is checked for OR-4b or OR-4c, ask 5d-f then skip ahead to
OR-6a.

OR-5a. Are all of the outdoor reflector bulbs that you installed outdoors controlled by the
same on-off switches?
If needed That is, do all of the bulbs installed outside of your home turn on and off together,
or are there different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to OR-5a, ask
OR-5b. How many different sets of outdoor reflector bulbs do you have that turn on and
off together?
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OR-5c. What kind of bulbs were previously in the fixture where you installed the outdoor
reflector bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.
() Standard Incandescent on a dimmer switch
() Standard Incandescent not on a dimmer switch
() Halogen on a dimmer switch
() Halogen not on a dimmer switch
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (empty sockets)
() Other (including combination of bulb types — record details)
() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO OR-6¢

OR-5d. Are all of the outdoor reflector bulbs in your [room] controlled by the same on-off
switch?
If needed that is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No", ask
OR-5e. How many different sets of outdoor reflector bulbs are there in your [room] that
turn on and off together?

OR-5f. Now thinking about the bulbs on the switch that turns the largest number of
outdoor reflector bulbs in your [room] on and off What kind of bulbs were previously in
these sockets before you installed the outdoor reflector bulbs from the Savings Store?
if they answer “CFL”” or “LED”” ask whether they were dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFLs

() non-dimmable CFLs

() dimmable LEDs

() non-dimmable LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO OR-6¢

OR-6a. How many watts were the old bulbs that were removed?
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() Record response if known
() DK/NS

OR-6b. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

OR-6c¢. On average, approximately how many hours per day are you using this fixture with
the outdoor reflector bulbs from the Savings Store?
() Record response if known
() DK/NS

OR-6d. Did the hours of use for these lights increase, decrease or stay the same since the
old bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
OR-6e. How many hours per day more?

If Decreased ask
OR-6f. How many hours per day less?

OR-7a. When you installed these outdoor reflector bulbs that you bought from the Savings
Store, did you make any other changes to the fixtures those bulbs were installed in, such as
installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/INS

If "Yes", ask
OR-7b. Besides the bulbs, what else did you do to change this light fixture?

OR-8a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?
() Yes
() No
() Maybe
() DKINS

If "Maybe" or "No", ask OR-8b.
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OR-8b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL” or “LED” ask whether they would get dimmable bulbs or not.
() Standard Incandescent
() Halogen
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (would have left sockets empty)
() Other (including combination of bulb types — record details)
() DK/INS

OR-9a. If one of the outdoor reflector bulbs that you purchased from the Savings Store
burns out, will you replace it with an incandescent, CFL, or LED outdoor reflector, or with
some other type of bulb?
if they answer “CFL” or “LED” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL

() dimmable LED

() non-dimmable LED

() A type of bulb that is not an outdoor reflector

() It depends on which socket burns out (or other factors)

() DK/INS

() Other (including combination of bulb types — record details)

If "A type of bulb that is not an indoor reflector™ ask
OR-9b. What type of bulb would you install?
(record style AND type — such as ““3-way incandescent” or ““dimmable LED””)

If "It depends on which socket burns out (or other factors)™ ask
OR-9c. Why do you say that?

OR-10. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the outdoor reflector bulbs from the Savings Store.

01 02 03 04 O5 06 O7 (O8 (9 ()10 ()DKINS

If 7 or less,
OR-10b. Why were you less than satisfied with these bulbs?

GLOBE BULBS (CFL)
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GL-1. Our records show that you ordered [total number of globe bulbs] globe bulbs. How
many of these globe bulbs that were ordered from the Savings Store are currently installed
in fixtures in your home?
DESCRIPTION IF NEEDED Globe bulbs are sphere-shaped bulbs are frequently used in
open fixtures in which bulbs are visible, such as bathroom vanity strips and hanging ceiling
pendants. Globes provide dispersed light and are suitable for general and decorative
lighting.

() None

() One or more record number

() DK/INS

GL-2. And how many of these globe bulbs are currently stored for future use?
() None
() One or more record number
() DKINS

If “one or more” in GL-2, ask
GL-2a. Do you plan on eventually installing and using these globe bulbs?
() Yes
() No
() Maybe
() DK/NS

If “no” to GL-2a
GL-2b. Why not?

If “Maybe” or "DK/NS" to GL-2a
GL-2c. Why are you not sure you will use them all?

If "Yes" to GL-2a, ask
GL-2d. How long do you think it will be before you will have installed all globe bulbs that
you ordered from the Savings Store?
() 1 year or less
() 13 to 24 months (2 years)
() 25 to 36 months (3 years)
() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years
() Never
() DK/NS

GL-3a. Have you gotten rid of any of the globe bulbs that you ordered from the Savings
Store — because they burned out or were defective, because you gave them to somebody
else, or for any other reasons?

() Yes

() No
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() DK/NS

If “yes to GL-3, ask GL-3b-d
GL-3b. How many of the globe bulbs that you ordered from the Savings Store have you
gotten rid of?

GL-3c. Why did you get rid of the bulb(s)?

GL-3d. How did you get rid of the bulb(s)?

If GL-1 is ““one or more”, continue with GL-4a.
If GL-1 is ““none” or “DK/NS”” skip ahead to next bulb section now

GL-4a. In how many different rooms in your home did you install these Savings Store
globe bulbs?

(1

If “one” in GL-4a,
GL-4b. In which room were the globe bulbs installed?
() Living/family room
() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior
() Other (specify)

If “two or more” in GL-4a, continue asking all questions starting with GL-4c

GL-4c. Which room in your home has the largest number of Savings Store globe bulbs
installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb questions about)

() Living/family room

() Dining room
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() Kitchen

() Master bedroom
() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior
() Other (specify)

GL-4d. How many of the globe bulbs are installed in this room?

GL-5a. Are all of the globe bulbs in your [room] controlled by the same on-off switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If *"No" to GL-5a, ask
GL-5b. How many different on-off switches are controlling globe bulbs in your [room] ?

If “yes in GL-5a, ask.

GL-6a. Are these globe bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/NS

If “No”” or “DK/NS”” in GL-5a, ask

GL-6b. Are any of these globe bulbs on a dimmer switch?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/NS

If "Some bulbs do dim", ask
GL-6¢. How many of these globe bulbs are installed on dimmer switches?

GL-7a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the globe bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.

() Standard Incandescent on a dimmer switch

() Standard Incandescent not on a dimmer switch

() Halogen on a dimmer switch

() Halogen not on a dimmer switch
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) dimmable CFLs

) non-dimmable CFLs

) dimmable LEDs

) non-dimmable LEDs

) No bulbs (empty sockets)

) Other (including combination of bulb types — record details)
) DK/NS

(
(
(
(
(
(
(

If "No bulbs (empty sockets)", SKIP AHEAD TO GL-8a

GL-7b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

GL-7c. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other
() DKINS

GL-8a. On average, approximately how many hours per day are you using the lamps or
fixtures in your [room] where you installed the globe bulbs from the Savings Store?
() Record response if known
() DK/NS

GL-8b. Did the hours of use for these lights increase, decrease or stay the same since the
old bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
GL-8c. How many hours per day more?

If Decreased ask
GL-8d. How many hours per day less?

GL-9a. When you installed these globe bulbs that you bought from the Savings Store, did
you make any other changes to the fixtures those bulbs were installed in, such as installing
a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DKINS
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If "Yes", ask
GL-9b. Besides the bulbs, what else did you do to change this light fixture?

GL-10a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/INS

If "Maybe" or "No", ask GL-10b.

GL-10b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL” or “LED”” ask whether they would get dimmable bulbs or not.
() Standard Incandescent
() Halogen
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (would have left sockets empty)
() Other (including combination of bulb types — record details)
() DK/INS

GL-11a. If one of the globe bulbs that you purchased from the Savings Store burns out, will
you replace it with an incandescent, CFL, or LED globe, or with some other type of bulb?
if they answer “CFL” or “LED” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL

() dimmable LED

() non-dimmable LED

() A type of bulb that is not a globe

() It depends on which socket burns out (or other factors)

() DK/INS

() Other (including combination of bulb types — record details)

If "A type of bulb that is not a globe" ask
GL-11b. What type of bulb would you install?
(record style AND type — such as ““3-way incandescent” or ““dimmable LED””)

If "It depends on which socket burns out (or other factors)™ ask
GL-11c. Why do you say that?
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GL-12. On ascale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the globe bulbs from the Savings Store.

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
GL-12b. Why were you less than satisfied with these bulbs?

CANDELABRA BULBS (CFL)

CN-1. Our records show that you ordered [total number of candelabra bulbs] candelabra
bulbs. How many of these candelabra bulbs that were ordered from the Savings Store are
currently installed in fixtures in your home?
DESCRIPTION IF NEEDED Candelabra bulbs are commonly used in decorative fixtures,
such as wall sconces and ceiling fans, in which bulbs are exposed. With small bases and
sleek shapes — offered in flame tip or torpedo styles — these bulbs are ideal for tight-
fitting fixtures.

() None

() One or more record number

() DK/NS

CN-2. And how many of these candelabra bulbs are currently stored for future use?
() None
() One or more record number
() DK/NS

If “one or more” in CN-2, ask
CN-2a. Do you plan on eventually installing and using these candelabra bulbs?
() Yes
() No
() Maybe
() DK/NS

If “no” to CN-2a
CN-2b. Why not?

If “Maybe” or "DK/NS" to CN-2a
CN-2c. Why are you not sure you will use them all?

If "Yes" to CN-2a, ask
CN-2d. How long do you think it will be before you will have installed all candelabra bulbs
that you ordered from the Savings Store?

() 1 year or less

() 13 to 24 months (2 years)

() 25 to 36 months (3 years)
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() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years

() Never

() DK/INS

CN-3a. Have you gotten rid of any of the candelabra bulbs that you ordered from the
Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/INS

If “yes to CN-3, ask CN-3b-d
CN-3b. How many of the candelabra bulbs that you ordered from the Savings Store have
you gotten rid of?

CN-3c. Why did you get rid of the bulb(s)?

CN-3d. How did you get rid of the bulb(s)?

If CN-1 is ““one or more™, continue with CN-4a.
If CN-1 is “none” or “DK/NS”” skip ahead to next bulb section now

CN-4a. In how many different rooms in your home did you install these Savings Store
candelabra bulbs?

(O1

If “one” in CN-4a,

CN-4b. In which room were the candelabra bulbs installed?
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
() Bathroom
() Hall
() Closet
() Basement
() Garage

November 19, 2014 264 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E
TecMarket Works Appendices

() Outdoors/Exterior
() Other (specify)

If “two or more” in CN-4a, continue asking all questions starting with CN-4c

CN-4c. Which room in your home has the largest number of Savings Store candelabra
bulbs installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb questions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

CN-4d. How many of the candelabra bulbs are installed in this room?

CN-5a. Are all of the candelabra bulbs in your [room] controlled by the same on-off
switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to CN-5a, ask
CN-5b. How many different on-off switches are controlling candelabra bulbs in your
[room] ?

If “yes” in CN-5a, ask

CN-6a. Are these candelabra bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/NS

If “No”” or “DK/NS”” in CN-5a, ask
CN-6b. Are any of these candelabra bulbs on a dimmer switch?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
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() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/NS

If *Some bulbs do dim", ask
CN-6¢. How many of these candelabra bulbs are installed on dimmer switches?

CN-7a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the candelabra bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.
() Standard Incandescent on a dimmer switch
() Standard Incandescent not on a dimmer switch
() Halogen on a dimmer switch
() Halogen not on a dimmer switch
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (empty sockets)
() Other (including combination of bulb types — record details)
() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO CN-8a

CN-7b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/INS

CN-7c. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

CN-8a. On average, approximately how many hours per day are you using the lamps or

fixtures in your [room] where you installed the candelabra bulbs from the Savings Store?
() Record response if known
() DKINS

CN-8b. Did the hours of use for these lights increase, decrease or stay the same since the
old bulbs were replaced?

() Increased

() Decreased

() Stayed the same
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If Increased ask
CN-8c. How many hours per day more?

If Decreased ask
CN-8d. How many hours per day less?

CN-9a. When you installed these candelabra bulbs that you bought from the Savings Store,
did you make any other changes to the fixtures those bulbs were installed in, such as
installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/INS

If "Yes", ask
CN-9b. Besides the bulbs, what else did you do to change this light fixture?

CN-10a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/NS

If "Maybe" or "No", ask CN-10b.

CN-10b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL” or “LED”” ask whether they would get dimmable bulbs or not.
() Standard Incandescent
() Halogen
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (would have left sockets empty)
() Other (including combination of bulb types — record details)
() DK/NS

CN-11a. If one of the candelabra bulbs that you purchased from the Savings Store burns
out, will you replace it with an incandescent, CFL, or LED candelabra bulb, or with some
other type of bulb?
if they answer “CFL” or “LED”” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL
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() dimmable LED

() non-dimmable LED

() A type of bulb that is not a candelabra

() It depends on which socket burns out (or other factors)
() DK/NS

() Other

If "A type of bulb that is not an candelabra" ask
CN-11b. What type of bulb would you install?
(record style AND type — such as ““3-way incandescent’ or “dimmable LED”’)

If "1t depends on which socket burns out (or other factors)™ ask
CN-11c. Why do you say that?

CN-12. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the candelabra bulbs from the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
CN-12b. Why were you less than satisfied with these bulbs?

DIMMABLE SPIRAL BULBS

DS-1. Our records show that you ordered [total number of DS bulbs] dimmable spiral bulbs.
How many of these dimmable spiral bulbs that were ordered from the Savings Store are
currently installed in fixtures in your home?
DESCRIPTION IF NEEDED Spiral-shaped bulbs — sometimes called twisty or curly — are
the most common and popular CFLs. Dimmable compact fluorescents are designed to dim
well with mechanical slide and rotary dimmer controls.

() None

() One or more record number

() DK/NS

DS-2. And how many of these dimmable spiral bulbs are currently stored for future use?
() None
() One or more record number
() DK/NS

If “one or more” in DS-2, ask
DS-2a. Do you plan on eventually installing and using these dimmable spiral bulbs?
() Yes
() No
() Maybe
() DK/NS
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If “no” to DS-2a
DS-2b. Why not?

If “Maybe” or "DK/NS" to DS-2a
DS-2c. Why are you not sure you will use them all?

If "Yes" to DS-2a, ask
DS-2d. How long do you think it will be before you will have installed all dimmable spiral
bulbs that you ordered from the Savings Store?
() 1 year or less
() 13 to 24 months (2 years)
() 25 to 36 months (3 years)
() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years
() Never
() DK/INS

DS-3a. Have you gotten rid of any of the dimmable spiral bulbs that you ordered from the
Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/INS

If “yes” to DS-3, ask DS-3b-d
DS-3b. How many of the dimmable spiral bulbs that you ordered from the Savings Store
have you gotten rid of?

DS-3c. Why did you get rid of the bulb(s)?

DS-3d. How did you get rid of the bulb(s)?

If DS-1 is ““one or more”™, continue with DS-4a.
If DS-1 is “none” or “DK/NS”” skip ahead to next bulb section now

DS-4a. In how many different rooms in your home did you install these Savings Store
dimmable spiral bulbs?

(O1
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If “one” in DS-4a,
DS-4b. In which room were the dimmable spiral bulbs installed?

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

If “two or more” in DS-4a, continue asking all questions starting with DS-4c

DS-4c. Which room in your home has the largest number of Savings Store dimmable spiral
bulbs installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb guestions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

DS-4d. How many of the dimmable spiral bulbs are installed in this room?

DS-5a. Are all of the dimmable spiral bulbs in your [room] controlled by the same on-off
switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to DS-5a, ask
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DS-5b. How many different on-off switches are controlling dimmable spiral bulbs in your
[room] ?

If “yes in DS-5a, ask

DS-6a. Are these dimmable spiral bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DKINS

If “No” or “DK/NS” in DS-5a, ask

DS-6b. Are any of these dimmable spiral bulbs on dimmer switches?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DKINS

If "Some bulbs do dim", ask
DS-6¢. How many of these dimmable spiral bulbs are installed on dimmer switches?

DS-7a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the dimmable spiral bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.

() Standard Incandescent on a dimmer switch

() Standard Incandescent not on a dimmer switch

() Halogen on a dimmer switch

() Halogen not on a dimmer switch

() dimmable CFLs

() non-dimmable CFLs

() dimmable LEDs

() non-dimmable LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO DS-8a

DS-7b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

DS-7c. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
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() Other

DS-8a. On average, approximately how many hours per day are you using the lamps or
fixtures in your [room] where you installed the dimmable spiral bulbs from the Savings
Store?
() Record response if known
() DK/NS

DS-8b. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
DS-8c. How many hours per day more?

If Decreased ask
DS-8d. How many hours per day less?

DS-9a. When you installed these dimmable spiral bulbs that you bought from the Savings
Store, did you make any other changes to the fixtures those bulbs were installed in, such as
installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/NS

If "Yes", ask
DS-9b. Besides the bulbs, what else did you do to change this light fixture?

DS-10a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/NS

If "Maybe" or "No", ask DS-10b.

DS-10b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL” or “LED”” ask whether they would get dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFLs
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() non-dimmable CFLs

() dimmable LEDs

() non-dimmable LEDs

() No bulbs (would have left sockets empty)

() Other (including combination of bulb types — record details)
() DK/NS

DS-11a. If one of the dimmable spiral bulbs that you purchased from the Savings Store
burns out, will you replace it with an incandescent, CFL, or LED dimmable bulb, or with
some other type of bulb?
if they answer “CFL” or “LED” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL

() dimmable LED

() non-dimmable LED

() It depends on which socket burns out (or other factors)

() DK/NS

() Other (including combination of bulb types — record details)

If "It depends on which socket burns out (or other factors)™ ask
DS-11b. Why do you say that?

DS-12. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the dimmable spiral bulbs from the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
DS-12b. Why were you less than satisfied with these bulbs?

3-WAY SPIRAL BULBS

3W-1. Our records show that you ordered [total number of 3-way spiral bulbs] 3-way spiral
bulbs. How many of these 3-way spiral bulbs that were ordered from the Savings Store are
currently installed in fixtures in your home?
DESCRIPTION IF NEEDED Spiral-shaped bulbs — sometimes called twisty or curly — are
the most common and popular CFLs. These light bulbs will deliver three distinct levels of
light when used in a fixture with a 3-way switch.

() None

() One or more record number

() DK/NS

3W-2. And how many of these 3-way spiral bulbs are currently stored for future use?
() None
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() One or more record number
() DK/NS

If “one or more” in 3W-2, ask
3W-2a. Do you plan on eventually installing and using these 3-way spiral bulbs?
() Yes
() No
() Maybe
() DK/NS

If “no” to 3W-2a
3W-2b. Why not?

If “Maybe”” or "DK/NS" to 3W-2a
3W-2c. Why are you not sure you will use them all?

If "Yes" to 3W-2a, ask
3W-2d. How long do you think it will be before you will have installed all 3-way spiral
bulbs that you ordered from the Savings Store?
() 1 year or less
() 13 to 24 months (2 years)
() 25 to 36 months (3 years)
() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years
() Never
() DK/NS

3W-3a. Have you gotten rid of any of the 3-way spiral bulbs that you ordered from the
Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/NS

If “yes’ to 3W-3, ask 3W-3b-d
3W-3b. How many of the 3-way spiral bulbs that you ordered from the Savings Store have
you gotten rid of?

3W-3c. Why did you get rid of the bulb(s)?

3W-3d. How did you get rid of the bulb(s)?

If 3W-1 is ““one or more™, continue with 3W-4a.
If 3W-1 is “none” or “DK/NS”” skip ahead to next bulb section now
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3W-4a. In how many different rooms in your home did you install these Savings Store 3-
way spiral bulbs?

(1

()2

()3

()4

()5

() 6 or more

() DKINS

If “one” in 3W-4a,
3W-4b. In which room were the 3-way spiral bulbs installed?
() Living/family room
() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior
() Other (specify)

If “two or more” in 3W-4a, continue asking all questions starting with 3W-4c

3W-4c. Which room in your home has the largest number of Savings Store 3-way spiral
bulbs installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb guestions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

3W-4d. How many of the 3-way spiral bulbs are installed in this room?
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3W-5a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the 3-way spiral bulbs from the Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DK/NS

If *No bulbs (empty sockets)", SKIP AHEAD TO 3W-6a

3W-5b. Were the old bulbs that were removed also 3-way bulbs?
() Removed bulbs were 3-way bulbs
() Removed bulbs were NOT 3-way bulbs
() Other (including combination of bulb types — record details)
() DK/NS

3W-5c¢. How many watts were the old bulbs that were removed?
if the old bulbs were 3-way bulbs, only record the highest wattage (for a ““50-100-150"
incandescent 3-way bulb, just enter *“150)
() Record response if known
() DK/NS

3W-5d. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

3W-6a. On average, approximately how many hours per day are you using the lamps or

fixtures in your [room] where you installed the 3-way spiral bulbs from the Savings Store?
() Record response if known
() DK/NS

3W-6b. Did the hours of use for these lights increase, decrease or stay the same since the
old bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
3W-6¢. How many hours per day more?

If Decreased ask
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3W-6d. How many hours per day less?

3w-6e. When you installed these 3-way spiral bulbs that you bought from the Savings
Store, did you make any other changes to the fixtures those bulbs were installed in, such as
installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/NS

If "Yes", ask
3W-6f. Besides the bulbs, what else did you do to change this light fixture?

FOR 3W-7a, b & c try to get responses that add up to 100%, but if they are off that is OK. It is
also acceptable to record open-ended responses if they cannot give percentages (i.e., ““most of

the time”, ““almost never™, etc.)

3W-T7a. Three-way bulbs have high, medium and low settings which give off different
amounts of light. Please tell me when this light is turned on, approximately what
percentage of the time is it turned to the highest setting?

3W-7b. And what percentage of the time when it is being used is this 3-way bulb turned to
the lowest setting?

3W-7c. What percentage of the time is it turned to the middle setting?

3W-7d. Has the amount of time you use this light at the high, medium and low settings
changed since you installed the bulbs you bought from the Savings Store?

() Yes

() No

() DK/NS or NA

FOR 3W-7e, f & g try to get responses that add up to 100%, but if they are off that is OK. It is
also acceptable to record open-ended responses if they cannot give percentages (i.e., ““most of
the time”’, ““almost never”, etc.)

3W-T7e. Before you installed the bulbs from the Savings Store, what percentage of the time
was this light turned to the highest setting?

3W-T7f. Before you installed the bulbs from the Savings Store, what percentage of the time
was this light turned to the lowest setting?

3W-T7g. Before you installed the bulbs from the Savings Store, what percentage of the time
was this light turned to the middle setting?
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3W-8a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/NS

If "Maybe" or "No", ask 3W-8b.

3W-8b. What type of bulb would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (would have left sockets empty)

() Other (including combination of bulb types — record details)

() DK/NS

3W-8c. If you had not purchased bulbs from the Savings Store, would the bulb you would
have installed in this light fixture also been a 3-way bulb?

() Yes

() No

() DK/NS

3W-9a. If one of the 3-way bulbs that you purchased from the Savings Store burns out, will
you replace it with an incandescent, CFL, or LED 3-way, or with some other type of bulb?

() Standard Incandescent 3-way

() Halogen 3-way

() CFL 3-way

() LED 3-way

() A type of bulb that is not a 3-way

() It depends on which socket burns out (or other factors)

() DK/NS

() Other (including combination of bulb types — record details)

If "A type of bulb that is not a 3-way" ask
3W-9b. What type of bulb would you install, and why?

If "1t depends on which socket burns out (or other factors)™ ask
3W-9c. Why do you say that?

3W-10. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the 3-way spiral bulbs from the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS
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If 7 or less,
3W-10b. Why were you less than satisfied with these bulbs?

CAPSULE BULBS

CP-1. Our records show that you ordered [total number of capsule bulbs] capsule bulbs.
How many of these capsule bulbs that were ordered from the Savings Store are currently
installed in fixtures in your home?
DESCRIPTION IF NEEDED Capsule bulbs, also known as A" lamps, most closely
resemble traditional incandescent bulbs although capsules are slightly larger in size. These
encapsulated style light bulbs fit in standard sockets and are especially suitable for use in
open fixtures in which the bulb will be visible.

() None

() One or more record number

() DK/INS

CP-2. And how many of these capsule bulbs are currently stored for future use?
() None
() One or more record number
() DK/INS

If “one or more” in CP-2, ask
CP-2a. Do you plan on eventually installing and using these capsule bulbs?
() Yes
() No
() Maybe
() DK/INS

If “no” to CP-2a
CP-2b. Why not?

If “Maybe” or "DK/NS" to CP-2a
CP-2c. Why are you not sure you will use them all?

If "Yes" to CP-2a, ask
CP-2d. How long do you think it will be before you will have installed all of the capsule
bulbs you ordered from the Savings Store?
() 1 year or less
() 13 to 24 months (2 years)
() 25 to 36 months (3 years)
() 37 to 48 months (4 years)
() 49 to 60 months (5 years)
() More than 5 years
() Never
() DK/INS
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CP-3a. Have you gotten rid of any of the capsule bulbs that you ordered from the Savings
Store — because they burned out or were defective, because you gave them to somebody
else, or for any other reasons?

() Yes

() No

() DK/INS

If “yes” to CP-3, ask CP-3b-d
CP-3b. How many of the capsule bulbs that you ordered from the Savings Store have you
gotten rid of?

CP-3c. Why did you get rid of the bulb(s)?

CP-3d. How did you get rid of the bulb(s)?

If CP-1is “one or more”, continue with CP-4a.
If CP-1is ““none” or “DK/NS” skip ahead to next bulb section now

CP-4a. In how many different rooms in your home did you install these Savings Store
capsule bulbs?

(1

()2

()3

()4

()5

() 6 or more

() DKINS

If “one” in CP-4a,
CP-4b. In which room were the capsule bulbs installed?

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

If “two or more” in CP-4a, continue asking all questions starting with CP-4c
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CP-4c. Which room in your home has the largest number of Savings Store capsule bulbs
installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one
room to answer bulb questions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

CP-4d. How many of the capsule bulbs are installed in this room?

CP-5a. Are all of the capsule bulbs in your [room] controlled by the same on-off switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to CP-5a, ask
CP-5b. How many different on-off switches are controlling capsule bulbs in your [room]?

If “yes in CP-5a, ask

CP-6a. Are these capsule bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/INS

If “No”” or “DK/NS”” in CP-5a, ask

CP-6b. Are any of these capsule bulbs on dimmer switches?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/INS

If "Some bulbs do dim", ask
CP-6¢. How many of these capsule bulbs are installed on dimmer switches?
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CP-7a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the capsule bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.
() Standard Incandescent on a dimmer switch
() Standard Incandescent not on a dimmer switch
() Halogen on a dimmer switch
() Halogen not on a dimmer switch
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (empty sockets)
() Other (including combination of bulb types — record details)
() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO CP-8a

CP-7b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

CP-7c. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

CP-8a. On average, approximately how many hours per day are you using the lamps or

fixtures in your [room]where you installed the capsule bulbs from the Savings Store?
() Record response if known
() DK/NS

CP-8b. When you installed these capsule bulbs that you bought from the Savings Store, did
you make any other changes to the fixtures those bulbs were installed in, such as installing
a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DKINS

If "Yes", ask
CP-8c. Besides the bulbs, what else did you do to change this light fixture?

CP-9. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?
() Increased
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() Decreased
() Stayed the same

If Increased ask
CP-9c. How many hours per day more?

If Decreased ask
CP-9d. How many hours per day less?

CP-10a. If you had not known about the light bulbs available at the Savings Store, would
you have continued to install [bulbs previously in the lamps] bulbs in this light fixture?

() Yes

() No

() Maybe

() DK/NS

If "Maybe" or "No", ask CP-10b.

CP-10b. What type of bulbs would you have installed in this light fixture if you had not
purchased bulbs from the Savings Store?
if they answer “CFL”” or “LED” ask whether they would get dimmable bulbs or not.
() Standard Incandescent
() Halogen
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (would have left sockets empty)
() Other (including combination of bulb types — record details)
() DK/INS

CP-11a. If one of the capsule bulbs that you purchased from the Savings Store burns out,
will you replace it with an incandescent, CFL, or LED capsule bulb, or with some other
type of bulb?
if they answer “CFL” or “LED”” ask whether they would purchase dimmable bulbs or not.

() Standard Incandescent

() Halogen

() dimmable CFL

() non-dimmable CFL

() dimmable LED

() non-dimmable LED

() A type of bulb that is not a capsule

() 1t depends on which socket burns out (or other factors)

() DKINS

() Other (including combination of bulb types — record details)
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If "A type of bulb that is not a capsule™ ask
CP-11b. What type of bulb would you install?

If "It depends on which socket burns out (or other factors)™ ask
CP-11c. Why do you say that?

CP-12. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied,
please rate your satisfaction with the capsule bulbs from the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
CP-12b. Why were you less than satisfied with these bulbs?

STANDARD SPIRAL CFL BULBS

SS-1. Our records show that you ordered [total number of standard spiral bulbs] standard
spiral CFL bulbs. How many of these spiral CFLs that were ordered from the Savings
Store are currently installed in fixtures in your home?
DESCRIPTION IF NEEDED Spiral CFLs are compact fluorescent light bulbs that have a
“twisty” shape like a soft-serve ice cream cone. These are general-purpose bulbs that fit in
most standard light sockets, and are the most common type of CFL.

() None

() One or more record number

() DK/NS

SS-2. And how many of these standard spiral CFL bulbs are currently stored for future
use?
() None
() One or more record number
() DK/NS

If “one or more” in SS-2, ask
SS-2a. Do you plan on eventually installing and using these standard spiral CFL bulbs?
() Yes
() No
() Maybe
() DK/NS

If “no’” to SS-2a
SS-2b. Why not?

If “Maybe” or "DK/NS" to SS-2a
SS-2c¢. Why are you not sure you will use them all?

If "Yes" to SS-2a, ask
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SS-2d. How long do you think it will be before you will have installed all of the standard
spiral CFL bulbs you ordered from the Savings Store?

() 1 year or less

() 13 to 24 months (2 years)

() 25 to 36 months (3 years)

() 37 to 48 months (4 years)

() 49 to 60 months (5 years)

() More than 5 years

() Never

() DK/NS

SS-3a. Have you gotten rid of any of the standard spiral CFL bulbs that you ordered from
the Savings Store — because they burned out or were defective, because you gave them to
somebody else, or for any other reasons?

() Yes

() No

() DK/INS

If “yes” to SS-3, ask SS-3b-d
SS-3b. How many of the standard spiral CFL bulbs that you ordered from the Savings
Store have you gotten rid of?

SS-3c. Why did you get rid of the bulb(s)?

SS-3d. How did you get rid of the bulb(s)?

If SS-1 is ““one or more™, continue with SS-4a.
If SS-1 is ““none” or “DK/NS’” skip ahead to next section now

SS-4a. In how many different rooms in your home did you install these Savings Store
standard spiral CFL bulbs?

O1

()2

()3

()4

()5

() 6 or more

() DK/NS

If “one™ in SS-4a,
SS-4b. In which room were the standard spiral CFL bulbs installed?
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
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() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior
() Other (specify)

If “two or more” in SS-4a, continue asking all questions starting with SS-4c

SS-4c. Which room in your home has the largest number of Savings Store standard spiral
CFL bulbs installed?
(NOTE if they have equal numbers of bulbs per room, then ask customer to pick any one room to
answer bulb questions about)

() Living/family room

() Dining room

() Kitchen

() Master bedroom

() Other bedroom

() Bathroom

() Hall

() Closet

() Basement

() Garage

() Outdoors/Exterior

() Other (specify)

SS-4d. How many of the standard spiral CFL bulbs are installed in this room?

SS-5a. Are all of the standard spiral CFL bulbs in your [room] controlled by the same on-
off switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If "No" to SS-5a, ask
SS-5b. How many different on-off switches are controlling standard spiral CFL bulbs in
your [room] ?

SS-6a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the standard spiral CFL bulbs from the Savings Store?
for each bulb type, ask whether they were dimmable not.
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) Standard Incandescent on a dimmer switch

) Standard Incandescent not on a dimmer switch
) Halogen on a dimmer switch

) Halogen not on a dimmer switch

) dimmable CFLs

) non-dimmable CFLs

) dimmable LEDs

) non-dimmable LEDs

) No bulbs (empty sockets)

) Other (including combination of bulb types — record details)
) DK/NS

(
(
(
(
(
(
(
(
(
(
(

If "No bulbs (empty sockets)", SKIP AHEAD TO SS-7a

SS-6b. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

SS-6¢. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

SS-7a. On average, approximately how many hours per day are you using the lamps or
fixtures in your [room] where you installed the standard spiral CFL bulbs from the Savings
Store?
() Record response if known
() DK/NS

SS-8a. When you installed these standard spiral CFL bulbs that you bought from the
Savings Store, did you make any other changes to the fixtures those bulbs were installed in,
such as installing a different switch or a lamp with a different number of bulb sockets?

() Yes

() No

() DK/NS

If "Yes", ask
SS-8b. Besides the bulbs, what else did you do to change this light fixture?

SS-9. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?

() Increased

() Decreased
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() Stayed the same

If Increased ask
SS-9¢. How many hours per day more?

If Decreased ask
SS-9d. How many hours per day less?

ADDITIONAL BULB QUESTIONS

If they have answered questions about THREE OR MORE bulbs types (sections IR, OR, GL, CN,
DS, 3W and CP), skip ahead and continue survey from 40 now (do not ask any AB series
questions).

If they have answered questions about ONE bulb type, skip ahead to AB2 and AB3 series and
then continue from 40.

If they have answered questions about TWO bulb types, ask AB1 series and then skip ahead to
Q40.

INTERVIEWER ONLY

How many types of bulb have you asked them about?
()1
()2

() 3 or more

AB2-0. check the bulb type they ordered from Q2 (do not ask)
() Indoor reflector bulbs — non-dimmable CFL
() Indoor reflector bulbs — dimmable CFL
() Indoor reflector bulbs — dimmable LED
() Outdoor reflector bulbs (CFL)

() Candelabra bulbs (CFL)

() Globe bulbs (CFL)

() Dimmable spiral bulbs (CFL)
() 3-way spiral bulbs (CFL)

() Capsule bulbs (CFL)

() Capsule bulbs (LED)

() Standard spiral CFL

ONE ADDITIONAL BULB

AB1-1a. | have asked you about two different places where you installed bulbs that you
bought from the Savings Store. Are there any other rooms or places in your home where
you have installed light bulbs that you purchased from the Savings Store?
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() Yes
() No
() DK/NS

If Yes, continue with 1b
AB1-1b. In which room were these bulbs installed?
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
() Bathroom
() Hall
() Closet
() Basement
() Garage
() Outdoors/Exterior
() Other (specify)

AB1-1c. What type of Savings Store bulbs were installed in this room?

these should be another of a type of bulb that has already been discussed and was checked in
Q2.

() Indoor reflector bulbs — non-dimmable CFL
() Indoor reflector bulbs — dimmable CFL

() Indoor reflector bulbs — dimmable LED

() Outdoor reflector bulbs (CFL)

() Candelabra bulbs (CFL)

() Globe bulbs (CFL)

() Dimmable spiral bulbs (CFL)

() 3-way spiral bulbs (CFL)

() Capsule bulbs (CFL)

() Capsule bulbs (LED)

() Standard Spiral CFL

AB1-2a. How many [bulb from AB1-1c] are installed in the [room]?

If asking questions about 3-way bulbs (from AB1-1c), then SKIP AHEAD to AB1-3b NOW (do
not ask AB1-2b through AB1-3a for 3-way bulbs)

AB1-2b. Are all of the [bulb from AB1-1c] in your [room] controlled by the same on-off
switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes
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() No
() DK/NS

if No, ask
AB1-2c. How many different on-off switches are controlling[bulb from AB1-1c] in your
[room]?

If “yes” in AB1-2b, ask

AB1-2d. Are these [bulb from AB1-1c] dimmable bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/INS

If “no” or ““DK/NS”” in AB1-2b, ask

AB1-2e. Are any of these [bulb from AB1-1c] dimmable bulbs on dimmer switches?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/INS

If "Some bulbs do dim (dimmable bulbs AND on a dimmer switch)", ask
AB1-2f. How many of these [bulb from AB1-1c] are dimmable bulbs installed on dimmer
switches?

AB1-3a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the [bulb from AB1-1c] from the Savings Store?
for each bulb type, ask whether they were dimmable not.
() Standard Incandescent on a dimmer switch
() Standard Incandescent not on a dimmer switch
() Halogen on a dimmer switch
() Halogen not on a dimmer switch
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (empty sockets)
() Other (including combination of bulb types — record details)
() DK/INS

If "No bulbs (empty sockets)", SKIP AHEAD TO AB1-4
ask AB1-3b and AB1-3c for 3-way bulbs
AB1-3b. What kind of bulbs were previously in the lamps or fixtures in your [room] where

you installed the 3-way spiral bulbs from the Savings Store?
() Standard Incandescent
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() Halogen

() CFLs

() LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)
() DK/INS

If *No bulbs (empty sockets)", SKIP AHEAD TO AB1-4

AB1-3c. Were the old bulbs that were removed also 3-way bulbs?
() Removed bulbs were 3-way bulbs
() Removed bulbs were NOT 3-way bulbs
() Other (including combination of bulb types — record details)
() DK/INS

AB1-3d. How many watts were the old bulbs that were removed?
() Record response if known
() DK/INS

AB1-3e. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

AB1-4. On average, approximately how many hours per day do you use the lamps or

fixtures in your [room] where you installed the [bulb from AB1-1c] from the Savings Store?
() Record response if known
() DK/INS

AB1-5. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
AB1-5b. How many hours per day more?

If Decreased ask
AB1-5c. How many hours per day less?

TWO ADDITIONAL BULBS
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AB2-1a. | have asked you about one place where you installed [bulb] that you bought from
the Savings Store. Are there any other rooms or places in your home where you have
installed [bulb] that you purchased from the Savings Store?

() Yes

() No

() DK/INS

AB2-1b. In which room were these bulbs installed?
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
() Bathroom
() Hall
() Closet
() Basement
() Garage
() Outdoors/Exterior
() Other (specify)

AB2-2a. How many [bulb] are installed in this room?

If asking questions about 3-way bulbs (from AB2-0), then SKIP AHEAD to AB2-3b NOW (do not
ask AB2-2b through AB2-3a for 3-way bulbs)

AB2-2b. Are all of the [bulb] in your [room] controlled by the same on-off switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DK/NS

If No, ask
AB2-2c. How many different on-off switches are controlling [bulb] in your [room] ?

If “yes™ in AB2-2b, ask

AB2-2d. Are these [bulb] dimmable bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/NS

If “no” or “DK/NS”” in AB2-2b, ask
AB2-2e. Are any of these [bulb] dimmable bulbs on dimmer switches?
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() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DKINS

If “Some bulbs do dim (dimmable bulbs AND on a dimmer switch)”, ask
AB2-2f. How many of these [bulb] are dimmable bulbs installed on dimmer switches?

AB2-3a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the [bulb] from the Savings Store?
for each bulb type, ask whether they were dimmable not.
() Standard Incandescent on a dimmer switch
() Standard Incandescent not on a dimmer switch
() Halogen on a dimmer switch
() Halogen not on a dimmer switch
() dimmable CFLs
() non-dimmable CFLs
() dimmable LEDs
() non-dimmable LEDs
() No bulbs (empty sockets)
() Other (including combination of bulb types — record details
() DK/NS

If "No bulbs (empty sockets)", SKIP AHEAD TO AB2-4

If asking questions about any type of bulb other than 3-way bulbs (from AB2-0), then SKIP
AHEAD to AB2-3d NOW (only ask AB2-3b and AB2-3c for 3-way bulbs)

AB2-3b. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the 3-way spiral bulbs from the Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DKINS

If "No bulbs (empty sockets)", SKIP AHEAD TO AB2-4

AB2-3c. Were the old bulbs that were removed also 3-way bulbs?
() Removed bulbs were 3-way bulbs
() Removed bulbs were NOT 3-way bulbs
() Other (including combination of bulb types — record details)
() DKINS
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AB2-3d. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

AB2-3e. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

AB2-4. On average, approximately how many hours per day do you use the lamps or
fixtures in your [room] where you installed the [bulb] from the Savings Store?
() Record response if known
() DK/NS

AB2-5. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?

() Increased

() Decreased

() Stayed the same

If Increased ask
AB2-5a. How many hours per day more?

If Decreased ask
AB2-5a. How many hours per day less?

AB3-1a. Now | have asked you about two place where you installed [bulb] that you bought
from the Savings Store. Are there any other rooms or places in your home where you have
installed [bulb] that you purchased from the Savings Store?

() Yes

() No

() DK/INS

AB3-1b. In which room were these bulbs installed?
() Living/family room
() Dining room
() Kitchen
() Master bedroom
() Other bedroom
() Bathroom
() Hall
() Closet
() Basement
() Garage
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() Outdoors/Exterior
() Other (specify)

AB3-2a. How many [bulb] are installed in this room?

If asking questions about 3-way bulbs (from AB2-0), then SKIP AHEAD to AB3-3b NOW (do not
ask AB3-2b through AB3-3a for 3-way bulbs)

AB3-2b. Are all of the [bulb] in your [room] controlled by the same on-off switch?
If needed That is, do all of the bulbs in this room turn on and off together, or are there
different switches that control different bulbs?

() Yes

() No

() DKINS

If No, ask
AB3-2c. How many different on-off switches are controlling [bulb] in your [room]?

If “yes™ ask

AB3-2d. Are these [bulb] dimmable bulbs installed on a dimmer switch?
() Bulbs do dim (dimmable bulbs AND on a dimmer switch)
() Bulbs do not dim (Not dimmable bulbs and/or not on a dimmer switch)
() DK/NS

If “no” or ““DK/NS” in AB3-2b, ask

AB3-2e. Are any of these [bulb] dimmable bulbs on dimmer switches?
() Some bulbs do dim (dimmable bulbs AND on a dimmer switch)
() None dim (none are dimmable bulbs and/or none are on dimmer switches)
() DK/NS

If “Some bulbs do dim (dimmable bulbs AND on a dimmer switch)™, ask
AB3-2f. How many of these [bulb] are dimmable bulbs installed on dimmer switches?

AB3-3a. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the [bulb] from the Savings Store?
for each bulb type, ask whether they were dimmable not.

() Standard Incandescent on a dimmer switch

() Standard Incandescent not on a dimmer switch

() Halogen on a dimmer switch

() Halogen not on a dimmer switch

() dimmable CFLs

() non-dimmable CFLs

() dimmable LEDs
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() non-dimmable LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)
() DK/INS

If *No bulbs (empty sockets)", SKIP AHEAD TO AB3-4

If asking questions about any type of bulb other than 3-way bulbs (from AB2-0), then SKIP
AHEAD to AB3-3d NOW (only ask AB3-3b and AB3-3c for 3-way bulbs)

AB3-3b. What kind of bulbs were previously in the lamps or fixtures in your [room] where
you installed the 3-way spiral bulbs from the Savings Store?

() Standard Incandescent

() Halogen

() CFLs

() LEDs

() No bulbs (empty sockets)

() Other (including combination of bulb types — record details)

() DK/NS

If *No bulbs (empty sockets)", SKIP AHEAD TO AB3-4

AB3-3c. Were the old bulbs that were removed also 3-way bulbs?
() Removed bulbs were 3-way bulbs
() Removed bulbs were NOT 3-way bulbs
() Other (including combination of bulb types — record details)
() DK/NS

AB3-3d. How many watts were the old bulbs that were removed?
() Record response if known
() DK/NS

AB3-3e. What happened to the old bulbs that were removed?
() Recycled
() Thrown away
() Given away
() Stored for future use
() Other

AB3-4. On average, approximately how many hours per day do you use the lamps or
fixtures in your [room] where you installed the [bulb] from the Savings Store?
() Record response if known
() DK/NS

AB3-5. Did the hours of use for these lights increase, decrease or stay the same since the old
bulbs were replaced?
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() Increased
() Decreased
() Stayed the same

If Increased ask
AB3-5a. How many hours per day more?

If Decreased ask
AB3-5a. How many hours per day less?

GENERAL BULB QUESTIONS

40. Currently, there are a number of types of light bulbs available for purchase in the
market, like CFL bulbs, Halogen bulbs, standard incandescent bulbs, and LED bulbs,
among others. Thinking about the next ten light bulbs you will purchase at the Duke
Savings Store or anywhere else...

READ DESCRIPTIONS OF THE TYPES OF BULB IF RESPONDENTS SEEM UNCLEAR ON
ANYTHING ABOUT THEM

Approximately how many will be any type of...
TOTAL FOR ALL Q40 SHOULD EQUAL 10
if total A-E does not equal 10, enter remaining value in DK/NS
40a. standard incandescent light bulbs
if needed Incandescent bulbs are the most common type of light bulb. It features a screw-
base and is known for providing bright, warm light instantly.
40b. Halogen light bulbs
If needed Halogen light bulbs are similar to incandescent bulbs, but are known to be more
energy efficient than standard incandescent bulbs and tend to be used in indoor and
outdoor flood lighting, indoor recessed or tracked lighting, and in floor and desk lamps.
40c. CFL light bulbs
If needed CFLs, also known as compact fluorescent light bulbs, are energy saving light
bulbs that have a “twisty” shape like a soft-serve ice cream cone
40d. LED light bulbs
If needed LEDs, also known as “light-emitting diodes”, are a type of lighting that uses
multiple tiny bulbs, or diodes, that are wired together on one lamp
40e. “other” bulb types
40f. DK/NS

If 40e > 0, Specify
40g. What kind of “other” bulbs?

41a. Did you have any CFLs installed in your home before purchasing bulbs from the
Savings Store?
() Yes Ask 41b. How many?
() No
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() DK/NS

42. How many years have you been using CFLs?
() Never used until recently (first time user)
() 1 year or less (but not first time)
()1to 2 years
() 2to 3 years
() 3to 4 years
() 4 or more years
() Other (specify)
() DK/NS

43a. Before you purchased bulbs from the Savings Store, did you have any LED light bulbs
installed in your home?
() Yes Ask 43b. How many?
() No
() DK/NS

44. How many years have you been using LEDs?
() Have never used LED light bulbs at all
() Never used until recently (first time user)
() 1 year or less (but not first time)
() 1to 2 years
() 2to 3 years
() 3to 4 years
() 4 or more years
() Other (specify)
() DK/INS

45a. What is your best estimate of the total number of light bulbs currently installed in
your home that are incandescent or halogen bulbs?

45b. How many of these incandescent or halogen bulbs are standard capsule bulbs? By
standard capsule bulbs, I mean the most common type of light bulb shape.
FURTHER DESCRIPTION IF NEEDED Capsule bulbs, also known as *"A™ lamps, are the
most common shape for traditional incandescent bulbs. These encapsulated style light
bulbs fit in standard sockets and are especially suitable for use in open fixtures in which
the bulb will be visible.

45c. How many of these incandescent or halogen standard capsule bulbs are installed in
sockets that are typically used for more than 2 hours a day?

46. Next I am going to read a list of different types of specialty light bulb and ask how
many of each you have in your home. By specialty light bulbs, I mean bulbs that are not the
standard capsule shape, and bulbs that have special features.
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46a. How many dimmable bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47a. How many dimmable bulbs are...
CFL
LED
Halogen
Incandescent
DK/NS

46b. How many 3-way bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47b. How many 3-way bulbs are...
CFL
LED
Halogen
Incandescent
DK/NS

46c¢. How many indoor reflector bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47c¢. How many Indoor reflector bulbs are...
CFL
LED
Halogen
Incandescent
DK/NS

46d. How many outdoor reflector bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47d. How many outdoor reflector bulbs are...
CFL
LED
Halogen
Incandescent
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DK/NS

46e. How many globe bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47e. How many globe bulbs are...
CFL
LED
Halogen
Incandescent
DK/NS

46f. How many candelabra bulbs do you have in your home?
() None
() One or more record number
() DK/INS

47f. How many candelabra bulbs are...
CFL
LED
Halogen
Incandescent
DK/NS

469. Do you have any CFL or LED capsule bulbs in your home? These are CFL and LED
bulbs that are encapsulated to look like standard incandescent light bulbs.
() None
() One or more record number
() DK/NS

479. How many capsule bulbs are...
CFL
LED
DK/NS

46h. Do you have any Other type of specialty bulbs in your home?
Record type of "other" bulb in Comment box.
() None
() One or more record number
() DK/INS
Comment:

47h. How many Other bulbs are...
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CFL
LED
Halogen
Incandescent
DK/NS

49. Next, for each of these types of specialty bulbs, how many incandescent or halogen
bulbs do you currently have in storage to replace bulbs that burn out?

Dimmable

3-way

Indoor reflector

Outdoor reflector

Globe

Candelabra

Other (Specify type and number)

Read all bold faced responses to Q50 first, and then ask follow-up questions Q50a-c as needed.
50. If the Savings Store had not been available, would you have

() Purchased the same amount of energy-efficient specialty light bulbs at the same

time

() Purchased fewer energy-efficient specialty light bulbs at the same time,

() Purchased energy-efficient specialty light bulbs at a later time,

() Or not purchased energy-efficient specialty light bulbs.

() DK/INS

If "Purchased fewer energy-efficient specialty light bulbs at the same time", ask
50a. How many fewer?

If "Purchased energy-efficient specialty light bulbs at a later time" ask
50b. How many would you have purchased?
50c. How much later?

Only ask g51 if they have one more bulbs in storage at any of the following questions IR-2, OR-
2, CN-2, GL-2, DM-2, 3W-2 or CP-2.
If they did not store any "Savings Store™ bulbs, then skip question g51.
51. Thinking of the specialty bulbs that you purchased from the Savings Store that you
have stored for later use, what are the reasons that you have not installed all of these
bulbs?
(Select all that apply)
[ 1 Do not have any Savings Store bulbs in storage / all installed or disposed
[ 11 am waiting for my other standard bulbs to burn out
[ 11 already have new specialty bulbs installed everywhere they will fit
[ 1 The other lamps or light fixtures in my home don't work with the new specialty bulbs
[ 1 The new specialty bulbs are too dim for the other locations where | could install them
[ 1 The new specialty bulbs are too bright for the other locations where | could install
them

November 19, 2014 301 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E
TecMarket Works Appendices

[ 1 The new specialty bulbs take too long to get to full brightness

[ ]11don't like the way the new specialty bulbs look in some of my fixtures
[ 1 The new specialty bulbs do not work on a dimmer switch

[ ] Other specify

[ 1 DK/NS

52a. Were you aware that there are limits on the number of each type of bulb that you can
order from the Savings Store at the final discounted price?

() Yes

() No

() DK/NS

If Yes, ask

52b. Did the limit on discounted bulbs keep you from ordering all the bulbs you wanted?
() Yes
() No
() DK/INS

52c. What kind of bulbs would you have ordered more of if they were available at the final
discounted price?
(Select all that apply)
[ 1 Indoor reflector bulbs — non-dimmable CFL
[ 1 Indoor reflector bulbs — dimmable CFL
[ 1 Indoor reflector bulbs — dimmable LED
[ ] Outdoor reflector bulbs (CFL)
[ ] Candelabra bulbs (CFL)
[ ] Globe bulbs (CFL)
[ ] Dimmable spiral bulbs (CFL)
[ 1 3-way spiral bulbs (CFL)
[ ] Capsule bulbs (CFL)
[ ] Capsule bulbs (LED)
[ 1 DK/NS

52d. Did you know that you can buy more bulbs than the discounted-price limit allows if
you go to another section of the Store that sells the same bulbs at a slightly higher price?
() Yes
() No
() DK/INS

SATISFACTION AND IMPROVEMENTS

53. On a scale of 1-t0-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your overall satisfaction with Duke Energy Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS
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If 7 or less,
53b. How could this be improved?

Ask Q53c for Ohio customers ONLY
53c. If you were rating your overall satisfaction with the Savings Store, would you say you
were Very Satisfied, Somewhat Satisfied, Neither Satisfied nor Dissatisfied, Somewhat
Dissatisfied, or Very Dissatisfied?

() Very Satisfied

() Somewhat Satisfied

() Neither Satisfied nor Dissatisfied

() Somewhat Dissatisfied

() Very Dissatisfied

() Refused

() DK/NS

Ask Q53d for Ohio customers ONLY (ask ALL Ohio customers to explain ratings)
53d. Why do you give it that rating?

54a. What do you like most about the Duke Energy Savings Store?

54b. What do you like least about the Duke Energy Savings Store?
() Record response
() Nothing / don’t know / not specified

55. Next | am going to read you a series of statements. Please tell me which statement best
describes your future intentions for shopping for light bulbs at the Duke Energy Savings
Store.
(read list)

() 'will never shop at the Savings Store for light bulbs again,

() 'will probably not shop at the Savings Store again,

() I may or may not shop at the Savings Store again,

() 'will probably shop at the Savings Store again,

() 'will definitely shop at the Savings Store again, or

() The Savings Store will be one of the first places | go the next time I need to shop for

light bulbs

() DK/NS

56. Are there any other bulbs or energy efficiency items you’d like to be able to order at the
Savings Store?
() Record response
() Nothing / don’t know / not specified

57. Are there any additional features you would like to see on the Savings Store website?
() Record response
() Nothing / don’t know / not specified
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58. How else might the Savings Store be improved?
() Record response
() Nothing / don’t know / not specified

59. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your overall satisfaction with Duke Energy.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
59b. 10b. How could this be improved?

60a. Have you told anyone about the Duke Energy Savings Store?
() Yes
() No
() DK/NS

If Yes, ask 60b and 60c

60b. Who did you tell?

(record number of all that apply)
Friends (How many?)
Family (How many?)
Neighbors (How many?)
Co-workers (How many?)
Other (How many?)

60c. How did you tell them?
(Check all that apply)

[ ] Word of mouth

[ 1 Email

[ ] Facebook

[ 1 Twitter

[ ] Web site forum

[ ] Other

61a. Did your experience ordering energy-efficient specialty bulbs from the Savings Store
make it more or less likely that you would purchase and install CFLs in the future?

() More likely

() Less likely

() Neither more or less likely

If More likely, ask
61b. Why are you more likely to use CFLs in the future?

If Less likely, ask
61c. Why are you less likely to use CFLs in the future?
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61d. Did your experience ordering energy-efficient specialty bulbs from the Savings Store
make it more or less likely that you would purchase and install LEDs in the future?

() More likely

() Less likely

() Neither more or less likely

If More likely, ask
61le. Why are you more likely to use LEDs in the future?

If Less likely, ask
61f. Why are you less likely to use LEDs in the future?

62a. On a scale of 1-to-10, where 1 is not likely and 10 is very likely, how likely are you to
make purchases directly from the Duke Energy Savings Store in the future?

01 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

62b. What do you think could be done to get more people such as yourself to buy light
bulbs from the Savings Store?

63a. Since buying light bulbs from the Duke Energy Savings Store have you bought any
CFLs or LEDs from a local retailer, an online merchant, or from anyplace other than the
Savings Store?

() Yes

() No

() DK/NS

63b. Please tell me what types of CFL and LED bulbs you purchased, and how many of
each type.
If respondent says “CFL” or “LED”’, probe for details to get the specific type of bulb (read
responses from table if necessary).
Record responses for Q63b, ¢ & d in the table below for each bulb types purchased (leave row
blank if a type was not purchased).
Note that a “regular’ LED bulb is a Capsule, and a “regular” CFL is a Standard Spiral.
63b. How many bulbs did you purchase?
63c. How many of these bulbs are currently installed in your home?
63d. What is the wattage of these bulbs?
(RECORD OPEN END - may be more than one wattage)

63b 63c 63d
Standard spiral CFLs
Capsule CFLs
Indoor Reflector CFLs
Outdoor Reflector CFLs
Globe CFLs
Candelabra CFLs
Dimmable CFLs
Three-way CFLs
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Standard or capsule LED
Indoor reflector LED
Outdoor reflector LED
Globe LED

Candelabra LED
Three-way LED

Other type of CFL bulb specify type and number

Other type of LED bulb specify type and number

63e. Where did you purchase these bulbs? (record names of stores and websites)

63f. Are any of these CFLs or LEDs bulbs of a type that you could have purchased from
the Duke Energy Savings Store, but didn’t?

() Yes

() No

() DK/INS

If Yes, ask
63g. Why didn’t you purchase these bulbs from the Duke Energy Store?

63h. On a scale of 1-to-10, with 1 meaning that the Savings Store had no influence, and 10
meaning that the Store was very influential, please rate the influence of the Savings Store
on your decision to purchase additional CFLs or LEDs elsewhere.

0O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

For any score ask
63i. Why did you give that score?

64. Have you taken any additional steps to save energy in your home since ordering light
bulbs from the Duke Energy Savings Store?

() Yes

() No

() DK/NS

64a-d. What actions have you taken to save energy?
After each response, ask Anything else?

CoOw>

65. Why do you think that Duke Energy is providing discounted specialty bulbs to their
customers?
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Do not read response options, check all that apply.
[ ] Duke Energy wants to save their customers money
[ ] Duke Energy wants to save energy for environmental reasons
[ ] Duke Energy wants to save energy for economic reasons
[ ] Duke Energy wants to look good (PR)
[ ] The government is forcing Duke Energy to do it
[ ] Other (specify)
[ ] None of the above
[ ] DK/NS

66. Are you currently a participant in any of the following Duke Energy programs?
Read text in bold and check all that apply.
Descriptions below if needed.

[ ] Free Energy Efficient CFLs

[ ] Power Manager

[ ] Residential Smart Saver

[ ] Home Energy House Call

[ 1 My Home Energy Report

[ 1 Appliance Recycling

[ 1 Online Services

[ 1 None of the above

[ 1 DK/NS

Free Energy Efficient CFLs

A program that provides Duke Energy customers with up to 15 free CFLs to be shipped
directly to their homes.

Power Manager

A program that provides bill credits in exchange for allowing Duke Energy to temporarily
cycle your air conditioning unit during periods of high use

Residential Smart Saver

A program that provides rebates for energy efficient improvements to your house such as
energy efficient heating and cooling units

Home Energy House Call

A program in which an assessor comes to your house, suggests energy efficiency
improvements, and Duke Energy provides certain low-cost improvement materials for free
My Home Energy Report

A program that provides an ongoing comparison of your energy use with that of people
who live in similar homes

Appliance Recycling

A program that picks up old refrigerators and freezers from your home and recycles them
in an environmentally-friendly way, while also paying you a small incentive

For all programs not checked in Q66, ask question 67
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67. On a scale of 1-to-10, with 1 being not at all interested and 10 very interested, please
rate your interest in participating the following Duke Energy programs

(Free Energy Efficient CFLSs)
67a. The program that provides Duke Energy customers with up to 15 free CFLs shipped
directly to their homes.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

(Power Manager)
67b. The program that provides bill credits in exchange for allowing Duke Energy to
temporarily cycle your air conditioning unit during periods of high use

O1r 02 03 04 05 06 O7 (O8 (9 ()10 ()DKINS

(Residential Smart Saver)
67c. The program that provides rebates for energy efficient improvements to your house
such as energy efficient heating and cooling units.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

(Home Energy House Call)
67d. The program in which an assessor comes to your house, suggests energy efficiency
improvements, and Duke Energy provides certain low-cost improvement materials for free.

O1r 02 03 04 05 06 (O7 (O8 (9 ()10 ()DKINS

(My Home Energy Report)
67e. The program that provides an ongoing comparison of your energy use with that of
people who live in similar homes

O1r 02 03 04 05 06 O7 (08 (9 ()10 ()DKINS

(Appliance Recycling)

67f. The program that pays you a small incentive to come to your home to pick up old
refrigerators and freezers that still work, so they can be recycled in an environmentally-
friendly way.

01 02 03 04 05 06 O7 (8 (9 ()10 ()DKINS

Duke Energy is interested in providing further services that might be of interest to
customers. I am going to read a list of possible services that Duke Energy may consider
offering. Please rate your interest in the following services on a scale of 1-to-10, with 1
indicating that you would not be interested, and 10 indicating that you would be very
interested.

1 2 3 4 5 6 7 8 9 10 DK/NS
68a. Help in finding weatherization contractors to make your home more efficient ()

O OO O O O O O O O 0
68b. Help in finding energy efficient equipment and appliances () O O O

O OO O O O O O
68c. Rebates for energy efficient home improvements () () () () ()

o O O O 0O 0
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68d. Inspection services of work performed by contractors @) @) @) @)

o O O O O 0O 0O

68e. Financing for energy efficient home improvements () @) @) @) @)

O OO O O 0O 0O
68f. Home energy audits or inspections of your home with specific recommendations for
improvements

o o O O O O O O O O QO
689. Social Networking sites such as Facebook and Twitter to read about or discuss energy
efficient solutions with energy experts. () O O O @) @) @)

O O 0 0

69. What other services could Duke Energy provide to help improve home energy
efficiency?
() Record response
() Nothing / don’t know / not specified

DEMOGRAPHICS

The last set of questions deal with household characteristics. These questions are optional
and you do not need to give any information that you are uncomfortable with, but please
keep in mind that any and all information you provide will remain confidential.

d1. In what type of building do you live?
() Single-family home, detached construction
() Single family home, factory manufactured/modular
() Single family, mobile home
() Row House
() Two or Three family attached residence-traditional structure
() Apartment (4 + families)---traditional structure
() Condominium---traditional structure
() Other
() Refused
() DK/NS

d2. What year was your residence built?
() 1959 and before
() 1960-1979
() 1980-1989
() 1990-1997
() 1998-2000
() 2001-2007
() 2008-present
() DK/NS

d2b. How long have you lived in your current home?
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() duration in years and months
() DK/INS

d3. How many rooms are in your home (excluding bathrooms, but including finished
basements)?
()13

d4. Which of the following best describes your home's heating system?
(Check all that apply)

[ 1 None

[ ] Central forced air furnace

[ ] Electric Baseboard

[ ] Heat Pump

[ ] Geothermal Heat Pump

[ ] Other

[ 1 DK/NS

d5. How old is your heating system?
() 0-4 years
() 5-9 years
() 10-14 years
() 15-19 years
() 19 years or older
() DKINS
() Do not have

d6. What is the primary fuel used in your heating system?
() Electricity
() Natural Gas
() Oil
() Propane
() Other
() DK/INS

d7. What is the secondary fuel used in your primary heating system, if any?
() Electricity
() Natural Gas
() Oil
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) Propane
) Other
) None
) DK/NS

NN NN

d8. Do you use one or more of the following to cool your home?

(Check all that apply)
[ 1 None, do not cool the home
[ 1 Heat pump for cooling
[ ] Central air conditioning

[ 1 Through the wall or window air conditioning unit

[ ] Geothermal Heat pump
[ ] Other
[ ] DK/NS

d9. How many window-unit or *'through the wall'* air conditioner(s) do you use?

() None

or more
K/NS

d10. What is the fuel used in your cooling system?

(Check all that apply)
[ ] Electricity
[ ] Natural Gas
[10il
[ ] Propane
[ ] Other
[ 1 None
[ 1 DK/NS

d11. How old is your cooling system?

() 0-4 years

() 5-9 years

() 10-14 years

() 15-19 years

() 19 years or older
() DK/INS

() Do not have
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d12. What is the fuel used by your water heater?

(Check all that apply)
[ 1 Electricity
[ 1 Natural Gas
[10il
[ ] Propane
[ ] Other
[ 1 No water heater
[ ] DK/NS

d13. How old is your water heater?
() 0-4 years
() 5-9 years
() 10-14 years
() 15-19 years
() More than 19 years
() DK/NS

d14. What type of fuel do you use for indoor cooking on the stovetop or range?

(Check all that apply)
[ 1 Electricity
[ 1 Natural Gas
[10il
[ ] Propane
[ ] Other
[ 1 No stovetop or range
[ ] DK/NS

d15. What type of fuel do you use for indoor cooking in the oven?

(Check all that apply)
[ 1 Electricity
[ 1 Natural Gas
[10il
[ ] Propane
[ ] Other
[ 1 No oven
[ 1 DK/NS

d16. What type of fuel do you use for clothes drying?

(Check all that apply)
[ 1 Electricity
[ 1 Natural Gas
[10il
[ ] Propane
[ ] Other
[ 1 No clothes dryer
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[ ] DK/NS

d17. About how many square feet of living space are in your home?
(Do not include garages or other unheated areas)
Note A 10-foot by 12 foot room is 120 square feet

() Less than 500

() 500 to 999

() 1000 to 1499

() 1500 to 1999

() 2000 to 2499

() 2500 to 2999

() 3000 to 3499

() 3500 to 3999

() 4000 or more

() DK/NS

d18. Do you own or rent your home?
() Own
() Rent

d19. How many levels are in your home (not including your basement)?
() One
() Two
() Three

d20. Does your home have a heated or unheated basement?
() Heated
() Unheated
() No basement

d21. Does your home have an attic?
() Yes
() No

d22. Are your central air/heat ducts located in the attic?
() Yes
() No
() NA
() DK/NS

d23. Does your house have cold drafts in the winter?
() Yes
() No
() DK/INS

d24. Does your house have sweaty windows in the winter?
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() Yes
() No
() DK/NS

d25. Do you notice uneven temperatures between the rooms in your home?
() Yes
() No
() DK/INS

d26. Does your heating system keep your home comfortable in winter?
() Yes
() No
() DKINS

d27. Does your cooling system keep your home comfortable in summer?
() Yes
() No
() DK/INS

d28. Do you have a programmable thermostat?
() Yes
() No
() DKINS

d28b. How many thermostats are there in your home?
()0
(1
()2
()3
() 4 or more
() DKINS

d29. What temperature is your thermostat set to on a typical summer weekday afternoon?
() Less than 69 degrees
() 69-72 degrees
() 73-78 degrees
() Higher than 78 degrees
() Off
() DK/NS

d30. What temperature is your thermostat set to on a typical winter weekday afternoon?
() Less than 67 degrees
() 67-70 degrees
() 71-73 degrees
() 74-77 degrees
() 78 degrees or higher
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() Off
() DK/NS

d31. Do you have a swimming pool, hot-tub or spa?
() Yes
() No

Read all answers until they reply
d32. Would a two-degree increase in the summer afternoon temperature in your home
affect your comfort.

() Not at all

() Slightly

() Moderately, or

() Greatly

() DK/NS

d33. How many people live in this home?
()1
()2

or more
refer not to answer

AN NN AN AN NN
N N N N N N N

d34. How many of them are teenagers age 13-19?
If they ask why Explain that teenagers are generally associated with higher energy use.

or more
refer not to answer

(O1
()2
()3
()4
()5
()6
07
()8
()P

d35. How many persons are usually home on a weekday afternoon?
()0
()1
()2
()3
()4
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or more

5
6
7
8
Prefer not to answer

NN NN N
N N N N N

d36. Are you planning on making any large purchases to improve energy efficiency in the
next 3 years?

() Yes

() No

() DK/NS

The following questions are for classification purposes only and will not be used for any
other purpose than to help Duke Energy continue to improve service.

d37. What is your age group?
Read all.

()18-34

() 35-49

() 50-59

() 60-64

() 65-74

() Over 74

() Prefer not to answer

d38. Please indicate your annual household income.
Read all.

() Under $15,000

() $15,000-$29,999

() $30,000-$49,999

() $50,000-$74,999

() $75,000-$100,000

() Over $100,000

() Prefer Not to Answer

() DKINS

We've reached the end of the survey. As | mentioned earlier, we would like to send you $30
for your time and feedback today. Should we send it to {address on calling sheet}, or would
a different address be better?

Confirm Name & complete address from calling sheet. If needed, record any changes to Name or
Address on calling sheet in "Changed Address" column.

If customer has installed any program bulbs, read logger invitation.
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If customer did not install any program bulbs, thank and terminate.

In addition, we are looking for residential customers to participate in a research study in
which a Duke Energy representative will visit homes for 20 to 30 minutes and place small
lighting monitors on 4 or 5 light fixtures, which would remain in place for 2 to 3 weeks. The
monitors are smaller than a bar of soap and measure how often lights are turned on and off
during the week. This light-monitoring study will be starting in the next month or so, and if
your home is selected for the study you will receive $50 for participating.

Are you interested in participating?
() Yes
() No

If yes, "Interested in participating"”

Thank you, a Duke representative may contact you within a few weeks to discuss the study
in more detail and set up the two appointments to install and remove the light loggers, if
you are eligible and available.

Confirm phone number for Logger contact, and enter here

Thank you for taking our survey. Your response is very important to us.
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Appendix D: Non-Participant Survey Instrument
INTRODUCTION

Use four attempts at different times of the day and different days before dropping from contact
list. Call times are from 1000 a.m. to 800 p.m. EPT Monday through Saturday. No calls on
Sunday. (Sample size N = 80 per state)

Note Only read words in bold type. Italics are instructions.

Surveyor Name

Survey ID

State

() Kentucky

() Ohio

() North Carolina
() South Carolina

1. Do you recall seeing or hearing anything about Duke Energy’s online Savings Store?
() Yes

() No

() DK/NS

2. Duke Energy has a website with an online store that offers its customers discounted
pricing for specialty CFL and LED light bulbs. Were you aware of this online store’s
existence before now?

[Interviewer: if needed, read descriptions of the types of bulb if respondents seem unclear on
anything about them]

IF NEEDED: CFLs, also known as compact fluorescent light bulbs, are energy saving light
bulbs that have a “twisty” shape like a soft-serve ice cream cone.

IF NEEDED: LEDs, also known as “light-emitting diodes”, are a type of lighting that uses
multiple tiny bulbs, or diodes, that are wired together on one lamp.

() Yes

() No

() DK/NS

3. Did anyone in your household buy light bulbs from the Duke Energy Savings Store?
(Check all that apply)

() Yes

() No

() DK/NS
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3a. Who in your household bought light bulbs from the Duke Energy Savings Store?

4. We are interested in learning what people think about the Savings Store. This includes
people who did not purchase anything from the Store. Did you go online to visit the Duke
Energy Savings Store?

() Yes (I visited the Savings Store)

() Somebody else in the household visited the store

() Nobody in this household visited the store

() DK/NS

5a. Were you successful in your attempt to log on to the Savings Store website?
() Yes

() No

() DK/NS

5b. Why were you not successful in your attempt to access the Duke Energy Savings Store?
[ ] Didn’t know Duke account number

[ ] Didn’t know the social security number PIN to log on

[ ] Didn’t have the social security number on file with Duke in order to log on

[ ] Became confused during the log on process 5d. Explain

[ 1 Technical difficulties using the website 5e. Explain

] Didn’t have access to the internet

] Didn’t know how to use a web browser
] Some other reason 5f. Explain
] DK/NS

[
[
[
[

If Didn’t know Duke account number

5c. Did you know you can use your primary phone number?
() Yes

() No

() DK/NS

5¢. What do you think would have helped to make your attempt more successful?
Probe for details and record response

6a. How did you first learn about the Duke Energy Savings Store?
Check all that apply

[ 1 Advertisement with my bill

[ 11 got a letter/brochure in the mail
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[ 1 Email from Duke Energy / Duke Energy employee

[ ] Paperless billing email

[ ] Saw message while accessing my account online

[ ] Saw a message on Duke Energy's public website (not the online account system part)
[ ] From another website ask 6b. Which one?

[1TV, radio, newspaper, news reports, advertising (traditional media) 3c. Specify source

[ 1 CAP agency / Low income program ask 6e. Which organization?

[ 1 Social media 6d. Specify source
[ ] From friend/family/neighbor/co-worker (ask if through email, if so, select item below)
[ 1 Email from family/friend/neighbor/co-worker

[ 11 contacted Duke Energy for information or help

6f. Specify method of contact (phone, email, employee, etc.)

[ 1 Some other way, 6g. specify
[ 1 DK/NS

7a. The Duke Energy Savings Store is only available online. What method did you use to
get to the Store?

[ ] Viaa link in my online services account (“My Account” at Duke Energy site)

[ ] Viaa link on the Duke Energy public website

[ ] Used a web browser favorite/bookmark

[ ] Entered URL directly into browser

[ ] Used an online link via email, social media, etc.

[ ] Other (please specify) 7b.

WEBSITE VISITATION

8. What is the total number of times you have visited the Savings Store?
() Record number
() DK/INS

9a. What was the main reason that you visited the store without making a purchase?
Check just one answer, THEN ask the follow up question if there is one.

() Just looking to see what was there (curiosity)

() Didn’t need any energy efficient light bulbs at that time

() Just checking Duke’s prices

() Making price comparisons with other retailers 9b. Which ones?

() The prices were not motivating enough 9c. What prices/discounts would have motivated
you?
() Could not find what | wanted/needed

() Store didn’t offer the bulbs I wanted/needed 9d. What did you want?
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() Could not decide on which bulbs to buy 9e. Why not?

() Had questions that the website didn’t answer 9f. What did you want to know?

() Wanted more information from somewhere besides the online store 99. Where?

() Was not ready to make a purchase 9h. Why not?

() Wanted to see physical products instead of images online

() Didn’t want to buy light bulbs online

() Didn’t want to buy light bulbs via mail order

() Warranty questions or concerns

() Didn’t want to buy from Duke Energy

() Mercury concerns

() Took too many clicks to make a purchase

() Did not have credit card information available

() Purchase/payment process was too difficult

() Could not complete the transaction due to technical issues 9i. What happened?

() Other reasons Specify 9j.
() DK/INS

10a. Were there any other reasons that you visited the store without making a purchase?
Check all answers first, THEN ask the follow up questions.

[ ] Just looking to see what was there (curiosity)

[ ] Didn’t need any energy efficient light bulbs at that time

[ ] Just checking Duke’s prices

[ 1 Making price comparisons with other retailers 10b. Which ones?

[ ] The prices were not motivating enough 10c. What prices/discounts would have motivated
you?
[ ] Could not find what | wanted/needed

[ ] Store didn’t offer the bulbs | wanted/needed 10d. What did you want?

[ 1 Could not decide on which bulbs to buy 10e. Why not?

[ ] Had questions that the website didn’t answer 10f. What did you want to know?

[ ] Wanted more information from somewhere besides the online store 10g. Where?

[ ] Was not ready to make a purchase 10h. Why not?

[ ] Wanted to see physical products instead of images online
[ ] Didn’t want to buy light bulbs online

[ ] Didn’t want to buy light bulbs via mail order

[ ] Warranty questions or concerns
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[ ] Didn’t want to buy from Duke Energy

[ 1 Mercury concerns

[ ] Took too many clicks to make a purchase

[ ] Did not have credit card information available

[ ] Purchase/payment process was too difficult

[ ] Could not complete the transaction due to technical issues 10i. What happened?

[ ] Other reasons Specify 10j.
[ 1 DK/NS

WEBSITE NAVIGATION

11a. On a scale of 1-to-10, where 1 is very difficult and 10 is very easy, how easy was it to
log onto the website?

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
11b. How could this be improved?

12a. On the same 1 to 10 scale, how easy was it to navigate around the website?

0O1r 02 03 04 O35 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
12b. How could this be improved?

13a. On the same 1 to 10 scale, how easy was it to find the items you were looking for?
01 02 O3 04 O5 06 O7 (08 (9 ()10 ()DKINS  ()NA

If 7 or less,
13b. How could this be improved?

13c. Did your ability to find the items you were looking for have any influence on your
decision NOT to buy bulbs from the Savings Store?

() Yes

() No

() DKINS

If “yes™ in 13c,
13d. Why do you say that?

14a. On a scale of 1 to 10, where 1 is not at all helpful and 10 is very helpful, how helpful
were the bulb descriptions?
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01 02 O3 04 05 06 O7 08 (9 ()10 ()DKINS  ()NA

If 7 or less,
14b. How could this be improved?

15a. On the same 1 to 10 scale, how helpful were the energy savings estimates provided for
each light bulb?

01 02 03 04 05 06 O7 08 (9 ()10 ()DKINS  ()NA

If 7 or less,
15b. How could this be improved?

15c. Did the descriptions provided on the website have any influence on your decision NOT
to buy bulbs from the Savings Store?

() Yes

() No

() DK/NS

If “yes™ in 15c,
15d. Why do you say that?

16a. Did the ENERGY savings estimates provided on the website have any influence on
your decision NOT to buy bulbs from the Savings Store?

() Yes

() No

() DK/NS

If “yes™ in 16a,
16b. Why do you say that?

16¢. Did the FINANCIAL savings estimates provided on the website have any influence on
your decision NOT to buy bulbs from the Savings Store?

() Yes

() No

() DK/NS

If “yes™ in 16c,
16d. Why do you say that?

PRICING
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17. When you think of your most recent visit to the Store, do you recall if Duke Energy was
offering a reduced price for the bulbs?

() Yes

() No

() DK/NS

18a. On a scale of 1-to-10, with 1 being very dissatisfied and 10 being very satisfied, please
rate your satisfaction with price of light bulbs sold at the Savings Store.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
18b. Why did you give that score?

19a. Did the pricing of bulbs on the website have any influence on your decision NOT to
buy bulbs from the Savings Store?

() Yes

() No

() DK/NS

If “yes™ in 19a,
19b. Why do you say that?

SHOPPING CART

20. Did you place any items in the shopping cart?
() Yes

() No

() DK/NS

21a. On a scale of 1 to 10 where 1 is not at all easy and 10 is very easy, how easy was it to
use the shopping cart?

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
21b. How could this be improved?

22a. Did the functionality of the shopping cart have any influence on your decision NOT to
buy bulbs from the Savings Store?

() Yes

() No

() DK/NS
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If “yes™ in 22a,
22b. Why do you say that?

23. Did you start the checkout process?
() Yes

() No

() DK/NS

24a. On ascale of 1 to 10 where 1 is not at all easy and 10 is very easy, how easy was the
checkout process?

O1r 02 03 04 O5 06 O7 O8 ()9 ()10 ()DKINS

If 7 or less,
24b. How could this be improved?

25a. Did the checkout and payment elements have any influence on your decision NOT to
buy bulbs from the Savings Store?

() Yes

() No

() DK/NS

If “yes” in 25a,
25b. Why do you say that?

26. If you had decided to buy something, what method would you have used to pay for your
purchases?

() Credit card

() Check or money order

() Would have preferred some other method 26a. specify

() Prefer not to answer
() DK/INS

27a. Did you notice the shipping methods and delivery times?
() Yes

() No

() DK/NS

27b. What did you notice?

28a. Did the shipping methods have any influence on your decision NOT to buy bulbs from
the Savings Store?
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() Yes
() No
() DK/NS

If “yes™ in 28a,
28b. Why do you say that?

29a. Did the delivery times have any influence on your decision NOT to buy bulbs from the
Savings Store?

() Yes

() No

() DK/NS

If “yes™ in 29a,
29b. Why do you say that?

SATISFACTION AND IMPROVEMENTS

30a. Would you have preferred another method for buying energy efficient specialty light
bulbs other than ordering them online from the Savings Store?

() Yes 30b. Which method?
() No

() DK/INS

3la. On a 1-to-10 scale with 1 being very dissatisfied and 10 being very satisfied, please rate
your overall satisfaction with Duke Energy Savings Store.

0O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

If 7 or less,
31b. How could this be improved?

Ask 31c for Ohio customers ONLY

31c. If you were rating your overall satisfaction with the Savings Store, would you say you
were Very Satisfied, Somewhat Satisfied, Neither Satisfied nor Dissatisfied, Somewhat
Dissatisfied, or Very Dissatisfied?

() Very Satisfied

() Somewhat Satisfied

() Neither Satisfied nor Dissatisfied

() Somewhat Dissatisfied

() Very Dissatisfied

() Refused

() DK/INS
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Ask 31d for Ohio customers ONLY (ask ALL Ohio customers to explain ratings)
31d. Why do you give it that rating?

32a. What do you like most about the Duke Energy Savings Store?

32b. What do you like least about the Duke Energy Savings Store?

33. Are there any other bulbs or energy efficiency items you’d like to be able to order at the
Savings Store?

34. Are there any additional features you would like to see on the Savings Store website?

35. How else might the Savings Store be improved?

CUSTOMERS WHO DID NOT VISIT THE SAVINGS STORE

Nla. How did you first learn about or hear about Duke Energy’s Savings Store?
(Check all that apply)

[ ] Saw message while accessing My Account online

[ ] Saw a message on Duke Energy's public website (not the online account system part)
[ ] From another website N1b. Which one?

[ 11 got a letter/brochure in the mail
[ 1 Advertisement with my bill
[ ] Email from Duke Energy / Duke Energy employee
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[ ] Paperless billing email
[1TV, radio, newspaper, news reports, advertising (traditional media) N1c. Specify source

[ ] Social media N1d. Specify source

[ ] From friend/family/neighbor/co-worker (ask if through email, if so, select item below)

[ 1 Email from family/friend/neighbor/co-worker

[ 11 contacted Duke Energy for information or help N1e. Specify method of contact (phone,
email, employee, etc.)
[ 1 Some other way (specify) N1f.
[ 1 DK/NS

N2a. What was the main reason that you decided not to visit the Duke Energy Savings
Store?

Check just one answer, THEN ask the follow up question if there is one.

() Tried but could not log in

() I'was too busy at the time

() Didn’t need any energy efficient light bulbs at that time

() Not interested in purchasing energy efficient light bulbs at all

() The prices shown on the promotional materials were not motivating enough N2b. What
prices/discounts would have motivated you?

() Didn’t think the Store would have what | need N2c. Why not?

() Didn’t want to shop online

() Didn’t want to buy light bulbs via mail order

() Didn’t want to buy anything from Duke Energy

() Didn’t have a credit card

() Didn’t have access to the internet

() Didn’t know how to use a web browser

() Wanted more information N2d. What did you want to know?

() Mercury or disposal concerns

() Resent the My Account Online System pop-up as an ad or intrusion
() Other N2e. Record details
() DK/NS

N3a. Were there any other reasons that you decided not to visit the Duke Energy Savings
Store?

Check all answers first, THEN ask the follow up questions

[ 1 No other reasons

[ ] Tried but could not log in

[ ] I'was too busy at the time

[ ] Didn’t need any energy efficient light bulbs at that time

[ 1 Not interested in purchasing energy efficient light bulbs at all
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[ 1 The prices were not motivating enough N3b. What prices/discounts would have motivated
you?
[ ] Didn’t think the Store would have what | need N3c. Why not?

[ ] Didn’t want to shop online

[ ] Didn’t want to buy light bulbs via mail order

[ ] Didn’t want to buy anything from Duke Energy

[ ] Didn’t have a credit card

[ ] Didn’t have access to the internet

[ ] Didn’t know how to use a web browser

[ ] Wanted more information N3d. What did you want to know?

[ 1 Mercury or disposal concerns

[ ] Resent the OLS pop-up as an ad or intrusion
[ ] Other N3e. Record details
[ 1 DK/NS

N4. We are interested in learning what we might do in order to encourage people like you
to visit the Duke Energy online Savings Store. Are there things that could be better
explained to encourage you to visit the store and make a purchase?

N5. Are there items that Duke Energy could offer that would make more people such as
yourself want to visit the Savings Store and make a purchase?

N6. Are there prices or discounts that the Savings Store could offer that would make more
people such as yourself want to visit the Store and make a purchase?

N7. Is there anything else that you think could be done to get more people such as yourself
to buy light bulbs from the Savings Store?
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N8a. As a result of what you know about the Duke Energy Savings Store, would you say
your attitude toward Duke Energy is more positive, more negative, or about the same?
(If more positive/negative, ask if "much more" positive/negative' or somewhat more"
positive/negative.)

() Much more positive

() Somewhat more positive

() About the same

() Somewhat more negative

() Much more negative

() DK/INS

If “more positive or “more negative™ in N8a, then ask N8b
N8b. Why do you say that?

MORE SATISFACTION AND IMPROVEMENTS

36a. Have you told anyone about the Duke Energy Savings Store?
() Yes

() No

() DK/INS

36b. Who did you tell?
Friends How many?
Family How many?
Co-workers How many?
Neighbors How many?
Other How many?

36¢. How did you tell them?
(check all that apply)

[ 1 Word of mouth

[ ] Email

[ ] Facebook

[ ] Twitter

[ 1 Web site forum

[ ] Other

37a. On a 1-to-10 scale with 1 being very dissatisfied and 10 being very satisfied, please rate
your overall satisfaction with Duke Energy.

01 02 03 04 O5 06 O7 (O8 (9 ()10 ()DKINS

If 7 or less,
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37b. How could this be improved?

38. Why do you think that Duke Energy is providing discounted specialty bulbs to their
customers

Do not read response options, check all that apply.

[ 1 Duke Energy wants to save their customers money

[ ] Duke Energy wants to save energy for environmental reasons

[ 1 Duke Energy wants to save energy for economic reasons

[ ] Duke Energy wants to look good (PR)

[ 1 The government is forcing Duke Energy to do it

[ ] Other (specify)
[ 1 None of the above
[ 1 DK/NS

PREVIOUS EXPERIENCE WITH CFLs AND LEDs

39a. Did you have any CFLs installed in your home before you learned about the Savings
Store?

IF NEEDED: CFLs, also known as compact fluorescent light bulbs, are energy saving light
bulbs that have a “twisty” shape like a soft-serve ice cream cone.

() Yes 39b. How many?
() No

() DK/NS

40. How many years have you been using CFLs?
() Never used until recently (first time user)

() 1 year or less (but not first time)

() 1to 2 years

() 2to 3 years

() 3to 4 years

() 4 or more years

() Other (specify)
() DK/NS

41a. Did you have any LEDs installed in your home before you learned about the Savings
Store?

IF NEEDED: LEDs, also known as “light-emitting diodes”, are a type of lighting that uses
multiple tiny bulbs, or diodes, that are wired together on one lamp.

() Yes 41b. How many?
() No

() DK/NS

42. How many years have you been using LEDs?
() Have never used LED light bulbs at all
() Never used until recently (first time user)
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() 1 year or less (but not first time)
() 1to 2 years

() 2to 3 years

() 3to 4 years

() 4 or more years

() Other specify
() DKINS

Regarding Specialty Bulbs installed in the home

Ask g43 for all bulb types.

Then ask gq44 and g45 only for installed bulbs from g43

43. Please list the number of bulbs currently installed in your home that are specialty bulbs
such as...

44. For each of these specialty bulbs installed, how many are CFLs?

45. For each of these specialty bulbs installed, how many are LEDs?

Dimmable bulbs

Three-way bulbs

Indoor reflector bulbs

Outdoor reflector (flood) bulbs

Globe (vanity) bulbs (round)

Candelabra bulbs

Capsule bulbs (encapsulated CFLs that look like standard light bulbs instead of spirals) (are
pear-shaped)

Other (specify type and number)

46. Next, for each of these types of specialty bulbs, how many incandescent or halogen
bulbs do you currently have in storage to replace bulbs that burn out?
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IF NEEDED: Incandescent bulbs are the most common type of light bulb. It features a
screw-base and is known for providing bright, warm light instantly

F NEEDED: Halogen light bulbs are similar to incandescent bulbs, but are known to be
more energy efficient than standard incandescent bulbs and tend to be used in indoor and
outdoor flood lighting, indoor recessed or tracked lighting, and in floor and desk lamps.
Dimmable bulbs
Three-way bulbs
Indoor reflector bulbs

Outdoor reflector (flood) bulbs
Globe (vanity) bulbs
Candelabra bulbs
Capsule bulbs (encapsulated CFLs that look like standard light bulbs instead of spirals)

Other (specify)

CFL and LED PURCHASES

47a. Did your experience visiting the Savings Store make it more or less likely that you
would purchase and install CFLs in the future?

() More likely

() Less likely

() Neither more or less likely

if "More likely", ask
47b. Why are you more likely to use CFLs in the future?

if "Less likely", ask
47c. Why are you less likely to use CFLs in the future?

48a. Did your experience visiting the Savings Store make it more or less likely that you
would purchase and install LEDs in the future?

() More likely

() Less likely

() Neither more or less likely

if "More likely", ask
48b. Why are you more likely to use LEDs in the future?

if "Less likely", ask
48c. Why are you less likely to use LEDs in the future?
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49a. Next I am going to read you a series of statements. Please tell me which statement best
describes your future intentions for shopping for light bulbs at the Duke Energy Savings
Store.

Read all in Bold

() 1 will never shop at the Savings Store for light bulbs,

() 1 will probably not shop at the Savings Store,

() I may or may not shop at the Savings Store,

() 1'will probably shop at the Savings Store,

() 1 will definitely shop at the Savings Store, or

() The Savings Store will be one of the first places I go the next time | need to shop for light
bulbs

() DK/NS

For any response to 49a other than “DK/NS”, ask
49b. Why do you say that?

50. What do you think could be done to get more people such as yourself to buy light bulbs
from the Savings Store?

51. Currently, there are a number of types of light bulbs available for purchase in the
market, like CFL bulbs, Halogen bulbs, standard incandescent bulbs, and LED bulbs,
among others. Thinking about the next ten light bulbs you will purchase at the Duke
Energy Savings Store or anywhere else...

Interviewer: read descriptions of the types of bulb if respondents seem unclear on anything about
them.

Total for all 51 should equal, and cannot exceed, 10

Approximately how many will be any type of standard incandescent light bulbs?
Approximately how many will be any type of Halogen light bulbs?

Approximately how many will be any type of CFL light bulbs?

Approximately how many will be any type of LED light bulbs?

Approximately how many will be “other” bulb types?

Don’t know/Refused)

52a. Since learning about the Duke Energy Savings Store have you bought any CFLs or
LEDs from a local retailer, an online merchant, or from anyplace other than the Savings
Store?

() Yes 52b. Where?
() No

() DK/NS
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Please tell me what types of CFL and LED bulbs you purchased, and how many of each
type.

Record responses for 53 in the table below for each bulb types purchased (leave row blank if a
type was not purchased).

RECORD NUMBER OF BULBS FOR 53 FIRST, THEN ASK 54 when number purchased is
greater than zero

If respondent says “CFL” or “LED, probe for details to get the specific type of bulb (read
responses from table if necessary).
Note that a “regular’ LED bulb is a Capsule, and a ““regular’ CFL is a Standard Spiral.

53. How many bulbs did you purchase?
54. How many of these bulbs are currently installed?
Standard spiral CFLs

Capsule CFLs

Indoor Reflector CFLs

Outdoor Reflector CFLs

Globe CFLs

Candelabra CFLs

Dimmable CFLs

Three-way CFLs

Standard or capsule LED

Indoor reflector LED

Outdoor reflector LED

Globe LED

Candelabra LED

Three-way LED

Other type of CFL bulb specify type and number
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Other type of LED bulb specify type and number

55. Why didn’t you purchase these bulbs from the Duke Energy Savings Store?

56a. Using a 1 to 10 scale, with 1 meaning that the Savings Store had no influence, and 10
meaning that the Store was very influential, please rate the influence of the Savings Store
on your decision to purchase additional CFLs or LEDs elsewhere.

O1r 02 03 04 05 06 O7 08 (9 ()10 ()DKINS

For any score, ask
56b. Why did you give that score?

57. Have you taken any additional steps to save energy in your home since visiting the Duke
Energy Savings Store?

() Yes

() No

() DK/NS

58a-d. What actions have you taken to save energy?
After each response, ask

Anything else?

If no, SKIP TO DEMOGRAPHICS.

Response a
Response b
Response ¢
Response d

DEMOGRAPHICS

d1. In what type of building do you live?

() Single-family home, detached construction

() Single family home, factory manufactured/modular

() Single family, mobile home

() Row House

() Two or Three family attached residence-traditional structure
() Apartment (4 + families)---traditional structure

() Condominium---traditional structure

() Other
() Refused
() DK/NS

November 19, 2014 336 Duke Energy
Docket No. E-7 Sub 1073

OFFICIAL COPY

Mar 04 2015



Ham Exhibit E
TecMarket Works Appendices

d2b. How long have you lived in your current home?
() Record Years and Months
() DKINS

d2. What year was your residence built?
() 1959 and before

() 1960-1979

() 1980-1989

() 1990-1997

(1) 1998-2000

() 2001-2007

() 2008-present

() DKINS

d3. How many rooms are in your home (excluding bathrooms, but including finished
basements)?
()1-3

0 or more
DK/NS

d4. Which of the following best describes your home's heating system?
(Mark all that apply)

[ 1 None

[ ] Central forced air furnace

[ 1 Electric Baseboard

[ ] Heat Pump

[ ] Geothermal Heat Pump

[ ] Other

d5. How old is your heating system?
() 0-4 years

() 5-9 years

() 10-14 years

() 15-19 years

() 19 years or older

() DK/NS

() Do not have

() Other

d6. What is the primary fuel used in your heating system?
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() Electricity
() Natural Gas
() Oil

() Propane

() Other

() DK/NS

d7. What is the secondary fuel used in your primary heating system, if any?
() Electricity

() Natural Gas

() Oil

() Propane

() Other
() None
() DKINS

d8. Do you use one or more of the following to cool your home?
(Mark all that apply)

[ 1 None, do not cool the home

[ ] Heat pump for cooling

[ 1 Central air conditioning

[ ] Through the wall or window air conditioning unit

[ ] Geothermal Heat pump

[ ] Other
[ 1 DK/NS

d9. How many window-unit or ""through the wall™ air conditioner(s) do you use?
() None

or more
DK/NS

d10. What is the fuel used in your cooling system?
(Mark all that apply)

[ ] Electricity

[ 1 Natural Gas

[10il

[ ] Propane

[ ] Other
[ 1 None
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[ ] DK/NS

d11. How old is your cooling system?
() 0-4 years

() 5-9 years

() 10-14 years

() 15-19 years

() 19 years or older

() DKINS

() Do not have

d12. What is the fuel used by your water heater?
(Mark all that apply)

[ ] Electricity

[ ] Natural Gas

[10il

[ ] Propane

[ ] Other
[ 1 No water heater
[ 1 DK/NS

d13. How old is your water heater?
() 0-4 years

() 5-9 years

() 10-14 years

() 15-19 years

() More than 19 years

() DK/NS

d14. What type of fuel do you use for indoor cooking on the stovetop or range?
(Mark all that apply)

[ ] Electricity

[ ] Natural Gas

[10il

[ ] Propane

[ ] Other
[ 1 No stovetop or range
[ 1 DK/NS

d15. What type of fuel do you use for indoor cooking in the oven?
(Mark all that apply)

[ ] Electricity

[ ] Natural Gas

[10il

[ ] Propane

[ ] Other
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[ 1 No oven
[ 1 DK/NS

d16. What type of fuel do you use for clothes drying?
(Mark all that apply)

[ ] Electricity

[ ] Natural Gas

[10il

[ ] Propane

[ ] Other
[ 1 No clothes dryer
[ 1 DK/NS

d17. About how many square feet of living space are in your home?
(Do not include garages or other unheated areas)
Note: A 10-foot by 12 foot room is 120 square feet
() Less than 500

() 500 to 999

() 1000 to 1499

() 1500 to 1999

() 2000 to 2499

() 2500 to 2999

() 3000 to 3499

() 3500 to 3999

() 4000 or more

() DK/NS

d18. Do you own or rent your home?
() Own
() Rent

d19. How many levels are in your home (not including your basement)?
() One

() Two

() Three

d20. Does your home have a heated or unheated basement?
() Heated

() Unheated

() No basement

d21. Does your home have an attic?
() Yes
() No

d22. Are your central air/heat ducts located in the attic?
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() Yes
() No
() N/A

d23. Does your house have cold drafts in the winter?
() Yes

() No

() DK/NS

d24. Does your house have sweaty windows in the winter?
() Yes

() No

() DKINS

d25. Do you notice uneven temperatures between the rooms in your home?
() Yes

() No

() DK/NS

d26. Does your heating system keep your home comfortable in winter?
() Yes

() No

() DK/NS

d27. Does your cooling system keep your home comfortable in summer?
() Yes

() No

() DK/NS

d28. Do you have a programmable thermostat?
() Yes

() No

() DK/NS

d28b. How many thermostats are there in your home?
()0
()1
()2
()3

() 4 or more
() DK/NS

d29. What temperature is your thermostat set to on a typical summer weekday afternoon?
() Less than 69 degrees

() 69-72 degrees

() 73-78 degrees
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() Higher than 78 degrees
() Off
() DKINS

d30. What temperature is your thermostat set to on a typical winter weekday afternoon?
() Less than 67 degrees

() 67-70 degrees

() 71-73 degrees

() 74-77 degrees

() 78 degrees or higher

() Off

() DK/NS

d31. Do you have a swimming pool, hot-tub or spa?
() Yes
() No

d32. Would a two-degree increase in the summer afternoon temperature in your home
affect your comfort.

Read all answers until they reply

() Not at all

() Slightly

() Moderately, or

() Greatly

() DKINS

d33. How many people live in this home?

or more
refer not to answer

d34. How many of them are teenagers?
(age 13-19)
If they ask why: Explain that teenagers are generally associated with higher energy use.
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()6
()7
() 8 or more
() Prefer not to answer

)0

or more
refer not to answer

d
(
()1
()2
()3
()4
()5
()6
()7
()8
()P

35. How many persons are usually home on a weekday afternoon?

d36. Are you planning on making any large purchases to improve energy efficiency in the

next 3 years?
() Yes

() No
() DK/NS

d37. What is your age group?
Read all in Bold.

()18-34

()35-49

() 50-59

() 60-64

() 65-74

() Over 74

() Prefer not to answer

d38. Please indicate your annual household income.

Read all in Bold.

() Under $15,000

() $15,000-$29,999

() $30,000-$49,999

() $50,000-$74,999

) $75,000-$100,000

) Over $100,000

) Prefer Not to Answer
) DK/NS

—~ A~~~

Thank Youl!
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Appendix E: Marketing Examples
@ DUKE 400 S, Tryon St

ENERGY@ 5T2483-17 | Charlotte, NC

<first name> <last name>
< Customer Address >
< Customer City State Zip >

Dear =first name> <last name=>,

Time. Money. Energy. Who wants to waste things like that? Mow Duke Energy offers a way to help
you save all three!

Bright ideas to save energy and money: You already know that

Compact Fluorescent Light (CFL) bulbs can last up to 10 times longer

than “old school” incandescent bulbs ... and consume less than one '
guarter of the electricity. But did you know that Duke Energy offers

more than 15 varieties of CFL and Light Emitting Diode (LED) bulbs K 9 o e
at discounts of up to 92% off? = g 3

Save time: Oh, forget about driving to a store and waiting in line to pay. Shopping online from a
trusted source, with home delivery, is quick and convenient.

Just visit www.Duke-Energy.com/GreatDeals, log-in
to visit the store, get some application advice using the
“shopping assistant”, then make your selection and
check out. Your bulbs will be delivered to your door.
We call this the Duke Energy Savings Store — you'll
call it a good use of your time, money and energy.

Don't make us ask what you're waiting for —
see what's waiting for you! For easy online access,
here is your account number:

<Account number >

...or use your home phone number to log-on.
Check out the enclosed flyer and the online siore for yourself.

« AFhargao

Lan Granger
Product Manager

Figure 44. Direct Mail Letter Example
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DUKE
The latest %’ EIHERGY@
bulbs at the

greatest prices.
|

FEATURED DEAL:

11-watt, long-life Philips® LED
Capsule, now only $8.95
Everyday refail- §19.99 per buib

Plus discount shipping.

S SN

$5 flat-rate shipping

on all orders through Dec.31

Go to duke-energy.com/GreatDeals

[Dukes Energy Savings Stors is available online to eligible Duke Energy residential customers
in NC, 5C, OH, and KY. Preducts, prices, awailability, specifications, and offers are subject to
change without notice. Duke Enerzy, 526 South Church Strest, Chariotte, NC 28202
woww duke-energy.com/eStore. Publication Number: eSioreDMinsert11-2013.

1GE and GE Energy Smart® are trademarks of General Blectric Company; TCP is a trademark of
TCP Intemational Holdings Lid., Cham, Switzerland; MaxLite is a trademark of MaxLite, West
Caldweil, NJ; Earthmate is a trademark of Earthmate, Alsip, IL; and Philips is a trademark of
Royal Philips p z

ID# 10/13D

Save big on bulbs.

And save yourself from the
UltraMegaMart hassle.

TIT I |-

Figure 45. Insert Example (Front)
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You don’t have to hit the big-box stores to save big.

A few recent deals — all now available with $5 flat-rate shipping:

REFLECTOR

Directional beam of light

About as brgft as- 60w incandescent
But uses only: 14 watts

And lasts- 8,000 hours

Everyday retail- $6.00

But you pay- $0.83 per bulb

OUTDOOR REFLECTOR

F-

;-\-

- o

Stands up to the weather

About as brght as: 100w incandescent
But uses only: 23 walts

And lasts- 8,000 hours

Everyday retail- $6.75

But you pay- $1.82 per bulb

CANDELABRA

.

For smaller fixtures

About as brght as: 23-40w incandescent
But uses only: 9 watts

And lasts- 8,000 hours

Everyday retail- $5.45

But you pay- $1.34 per bulb

GLOBE

Vanity replacement

About as bright as: 60w incandescent
But uses only: 14 watts

And fasts: 8,000 hours

Everyday retail- $5.50

But you pay- $1.30 per bulb

3-WAY SPIRAL

As bright as you want

Abeut as bright as: 130w incandescent
But uses only: 33 watts

And Jasts- 10,000 hours

Everyday retail- $9.25

But you pay- $3.78 per bulb

CAPSULE

-

Affordable bestseller

About as bright as: 60w incandescent
But uses only: 14 watts

And fasts- 8,000 hours

Everyday retail- $3 80

But you pay- $1.41 per bulb

LED CAPSULE

_—
J

Even more efficient and longer lasting
Abaut as bright as: 6w incandescent
But uses only: 11 walts

And lasts- 23,000 hours

Everyday retail- $19.93

Bt you-pay-$12-00-per bulb—

Now only: $8.95 per bulb

LED REFLECTOR

LED efficiency for directional use
About as bright as: 6w incandescent
But uses only: 13 walts

And lasts- 23,000 hours

Everyday retail- $31.99

But you pay- $20.95 per bulb

OFFICIAL COPY
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» Go to duke-energy.com/GreatDeals to see all the choices.
Have your electric bill account number handy when you go to shop online.

Figure 46. Insert Example (Back)
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Visit: www.duke-energy.com/ShopBulbs

=123456789 >

Save this refrigerator magnet
as a reminder to return

again to shop for a growing
selection of energy-saving products

at deeply discounted prices.

d~ DUKE

S’ ENERGY.
ST2483-17 | 400 5. Tryon St
Charlotie, NG 28202

%5 flat rate shipping
on all orders: placed now

'-r._-|_|;". lecember 31, 2013

foraiable a'( checkout

£~ DUKE
&’ ENERGY.

Savings Store

Get bulbs that use less
energy, for less money,
delivered to your door.

Now with $5 flat rate shipping
until December 31, 2013.

Figure 47. Mailer Example (Front)

Shop for energy- and money-saving bulbs:

Base sizes Medium Base
E-26 or E-27

BnE1Z | )
.

- i .
e

|1§ e
I]l|||I|||||I|I|I|I|I|I|I|I|t|'III|I|I|I|

-

Dusie: Endrgy Online S3ngs 00 1 Cpen T ebgiois DU s
cusmamess i NE, 50 04, and KY, Podects, prices, svaliabiiy
specibcanons, and ofers am subject to change without noiice. Doke
Energy, 526 Soxth Chusch -Streat, Charietbe, KC 2E200, wweduke-enengy
camfetEoee, Publizafon Number efsore 10-20113

GE-and GE Eneegy Somary® ara iradamarks of

General Eipctric Company
TCF b a sradamark of TGP Imemationad Holdngs LTDL Cram, QMlmﬂ.md.

Mzl it |5 2 raceemark of Muel e, West Calowell, NJ; Earthmesie 2
Smcamar of mmlgmmmu.mmwm
Fhilips Elecronies, Amsterdam, KL

Presoried
Firt-Class
U5, Fostape
PAID
DUKE EMERGY

= John Q. Sample >
=1234 Main Strest=
<Anytown, US 54321-9876=-
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Duke Energy Online Savings Store offers:

3

B Wide variety of most common bulbs to replace conventional incandescent bulbs

B Bulbs at discount prices up to 929 off everyday retail price
B Easy online ordering and comvenient home delivery ' '

B EMERGY STAR® gualified CFL and LED bulbs that use less electricity
and-can last up to 10 to 50 times longer than incandescent bulbs

Go to: www.duke-energy.com/ShopBulbs

Ei.;ll F!EFI..E;.-: I.I:Iii- m
‘: 3 ' | =
L - E p—t 1
v = © =

Phifips K13 Phifips SirFlm 8730 FekFlameTp TGP Base Torpede TP ALY ol MnBdk 2 TCPEDS TPEs
ez 11 Wt Wame-7 Watt: 3 Wattz: |4 Wats: 18 Wate 14 Wamx?
Equaloe Swai®  Equadie Blwals Epwl i 5 watst Epealt: Mwals®  Equalin: S0walis® Emalin 5oe®  EpmelmcBlwol® Equal o 0wt
Lomeema: 30 Lumesx: 7 Lurneaz: 250 Lumees 45 Lamens: 700 fLamess: 1100 Lmone: X0 Lamens: 835
L 75000 hayrs Ll 25,000 s Lie-EM0hars L 1000%er [ 100bern (@ fi00bwrs (B 0000hers (e E000hus
Base: Medum Base: Nedam Bawe Dandeliy  Bame-Camdelzbz  Base Meim Baza: Medum Baze: Medum Bae- Wadum
Ry R BIE Rt Rk Pewl: 3 RemRlEE Rt 530 ietail: §3.30
afaitss TN TuParSl  RePail¥ ePpSll hePpMiE YePapild VwPapSlH

: fubEymaen rmp

, ' w = \ = _;;__

N e | LI "
T & ~= 2 = i
= vl 2 =

TGP 20 TGP BRI Wad itz B8} FoodMax TGP PAR3E GE R0 Dimeable Flood  Exthngin™ T3 ThreeWay TP Dimmible Saringlareg®
Fatts: 17 Watz: 1 Wt 23 Fat: T Witz 13 [ Wattz: 13
Eqealte: Swalt®  Egealte G0wath™ gl to: T3 wals® Erpa e 100 walhs* Epalecfiwab® Egolte 150wabst Equalte: Towallc®
Lomesx 45 Lumens 85 Lemenz: 1100 Lomesz 1700 Lamens 720 Lumeas: 2175 Lumens 751
L i lie-d00bor e 100Nbes Life: 102 boars Life- 000 hars e 10,000 haurs Life: 1000 beurs
‘Base: Mediam Baze Medurm Fase: Nefium Baze: Medin Base Medium B Wedum Baze: Nagiam
Retsit .00 Rl 4500 Rei 0830 Reit §5.73 et 1555 Rewid §1.25 Retail: 43
BePpild Pl YePaxMn T Pap 4102 You Pap: 135 You Pay: §278 TouPay $2.55

To shop or bay onfine, locate your Duke Energy accownt mumber and go to www.duke-energycom/ShopBulbs

Figure 48. Mailer Example (Back)
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