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Harnessing the power of data to help clients
achieve organizational goals.

: . ;
Data to support strategic decisions to improve on products and Q\’
services. Since 1979, our experience with study and instrument

design, data collection, analysis, and formal presentation assists our In-depth Interviews
clients in identifying the "why” and "what’'s next.” Telephone Surveys x
ﬂ Digital Surveys

Talent with a knowledge base In a wide range of industries and Focus Groups
methodologies ensures a 360° view of the challenges faced and the , Product/Concept Testing
expertise to address them. Journey Mapping
Solutions that are customized to provide a personalized approach r p
of understanding organizational, employee, and customer needs 0
allowing for more informed decisions. x '
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Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 3




Table of Contents

SECTION ONE
About GreatBlue

SECTION TWO
Project Overview

SECTION THREE
Key Study Findings

SECTION FOUR
Considerations

SECTION FIVE
Aggregate Data (Provided Seperately)




o GreatBlue was commissioned by Shrewsbury Electric and Cable Operations (hereinafter “SELCQO")
to conduct market research to understand the satisfaction levels of its residential customers.

o The primary goals for this research study were to assess SELCO’s performance over previous years

and to identify areas for improvement in an effort to provide the best possible service to its
customers.

» In order to service these research goals, GreatBlue employed telephone and digital survey
methodologies to capture the opinions of customers living within SELCQO's service territory.

o The outcome of this research will enable SELCO to a) more clearly understand, and ultimately set,

customer expectations, b) act on near-term opportunities for improvement and, c) create a strategic
roadmap to increase customer satisfaction.
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Areas of

Investigation

The SELCO Customer Satisfaction Study leveraged a
quantitative research methodology to address the following
areas of investigation:

Rating the electric service of SELCO

Rating interactions with office personnel

Awareness and importance of community ownership
Communication preferences

Rating outage restoration

Evaluation of SELCQO'’s efforts to curb carbon emissions
Favorability of various generation sources

Interest In and concerns regarding electric vehicles
Awareness of and interest in "time of use” rates
Awareness of and interest in enrolling in SELCO's
Connected Homes program

Knowledge and support of "strategic electrification”
Demographic profiles of respondents



Research Methodology Snapshot

No. of Completes

Methodology No. of Questions Incentive Sample
- 373 . C -
ustomer List
Phone / Digital (300 phone + 73 digital) 70 None
Target | | _ Research Dates
Quality Assurance Margin of Error Confidence Level
Residential June 28 -
Dual-level™ 5.0% 95%
Customers ’ ’ August 2, 2021

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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Over one-fifth of respondents (21.2%) expressed awareness of SELCO's Connected Homes program.
While over two-fifths (44.7%) were interested in enrolling In this program, 29.0% were "not at all

Interested.”

Awareness of SELCO's Connected Homes program is low, and while some customers have expressed
Interest In the program, over one-half of respondents are not interested or unsure of their interest In

enrolling in the Connected Homes program.

In order to encourage greater participation in their Connect Homes program, SELCO should provide more
educational information to customers of the benefits of participating in the program and the equipment
customers must have to be eligible to enroll in the program.
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Only 15.8% of surveyed customers reported they are "very knowledgeable" or "somewhat
knowledgeable" of the concept of "strategic electrification.” Further, while over three-fifths of respondents

(63.3%) reported they support SELCO investing in "strategic electrification,” over one-quarter (26.3%)
were unsure of their support or opposition.

Customers' knowledge of "strategic electrification” is limited, and many are unsure if they support SELCO
iInvesting In "strategic electrification” initiatives, likely because they do not know enough about the

concept to determine If they support or oppose It.

SELCO should work to build customer support of any "strategic electrification” initiatives they are planning
by educating customers about what this process is, as well as providing various examples of "strategic

electrification.”
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Over one-half of respondents indicated it is likely their upcoming car purchase will be an electric vehicle, and
two-fifths reported they are likely to purchase an electric vehicle within the next five years. Further, nearly
three-fifths of surveyed customers reported a likelihood to participate in an electric vehicle incentive program,

should SELCO offer one.

Customers are beginning to prepare for the transition to electric vehicles from gasoline vehicles, and there is
Interest In an incentive program to help defray the cost of purchasing an electric vehicle.

Given that a growing segment of customers are looking to purchase an electric vehicle in the next five years
and/or when they are ready for their next car purchase, SELCO should consider offering an incentive program
to provide a cost benefit for purchasing an electric vehicle, as this may help build further interest in investing
In electric vehicles in the years to come. Of note, since this survey was conducted, SELCO introduced an

electric vehicle rebate program on September 1, based on these survey findings.
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There were a number of notable demographic shifts that occurred between the 2019 and 2021 electric
customer satisfaction surveys. These included:

e Age - More respondents 35 to 44 years of age completed the survey in 2021 (24.1%) than in 2019 (16.0%), while
fewer respondents 65 years of age or older completed the survey in 2021 (16.9%) than in 2019 (27.6%). There
was also an increase In respondents 18 to 24 years of age (2.1% over 1.4% in 2019) and 25 to 34 years of age
(17.7% over 9.2% In 2019) who completed the survey.

o Important to note, as younger respondents provided lower ratings for several company characteristics,
specifically "helping customers conserve electricity” and "community service.”

e Dwelling type - Fewer respondents in 2021 reported living In a single family home (58.4% from 71.4% in 2019),
while more respondents reported living In an apartment building (18.0% over 10.4% In 2019), condo (10.7% over
7.0% In 2019), or town house or multi-family house (8.0% over 6.1% in 2019).

o Of note, more respondents living in single family homes gave positive ratings for several company

characteristics, such as "helping customers conserve electricity” and "community service,” than those living In
apartment buildings, condos, town houses or multi-family houses.
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e Home ownership - Fewer homeowners completed the survey in 2021 (67.6%) than in 2019 (77.9%), while more

2021 respondents reported being renters (29.0% over 18.8% in 2019).
o |mportant to note, as on average, renters provided lower ratings for SELCQO's company characteristics than

homeowners.
o Further, renters reported lower levels of awareness of several programs, such as the Connected Homes
program (13.0% aware among renters, 25.4% among homeowners) and time of use programs (1/7.6% aware

among renters, 27.0% among homeowners).

 Length of residency in Shrewsbury - More 2021 respondents reported living in Shrewsbury for less than 10
years (57.9% over 34.2% in 2019).
o Respondents who have lived in Shrewsbury for less than 10 years provided a lower average rating among
several company characteristics than those who have lived in Shrewsbury for 10 years or more.
o Fewer respondents who have lived in Shrewsbury for less than 10 years correctly indicated SELCO is a
community owned municipal utility than those who have lived in Shrewsbury for 10 years or more.
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SELCO’s Ratings

2017 2019 2021
Reliable service 97.0% 96.1% 94.3%
Honesty / integrity 92.5% 94.8% 91.6%
The average rating for SELCO's company : Customer interactions and communication : 90.3% : 91.9% : 91.5% :
characteristics decreased in 2021 (88.0% from 92 4% .......................................................................................................................... ......................................... .......................................... ........................................
INn 2019). This was primarily due to decreased ratings Rates 89,29/ 89 59 a7 4% |
for “helping customers conserve éelectricity” (-10.6 R I I R
percentage points) and "community service" (-8.1 ;
percentage points). : Community Service 90.8% 94.7% 86.6%
Surveyed customers continued to provide the highest
. s e Helping customers conserve electricity 85.1% 87.3% 76.7%
ratings for SELCO's "reliable service" (94.3%),
"honeSty / Integl’lty" (91 6(%)) and "CUStomer . , ......................................... . .......................................... . .........................................
Interactions and communication” (91.5%). . Average . 908% | 924% |  88.0%
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Rates Percelved to be Lower than Surrounding Towns

Over one-third of respondents (36.2% from 46.4% in 2019) indicated the prices they pay for electricity are "lower than
surrounding towns," while over one-fifth (22.0%) reported they are "about the same” and 12.3% Indicated they are "higher than
surrounding towns." Of note, three-out-of-ten respondents (29.5%) were unsure how SELCOQO's electric rates compare to those
of nearby utilities.

100% . . . . .
: Now, please think about the prices that you currently pay for electric service. Would you say the prices you pay to
SELCO for electricity are higher than surrounding towns, lower than surrounding towns or about the same?
75%
50% 46.0% 46.4%
36.2% D
323% g 50,
25% 23.8% 22.0% 22.0%
16.6%
12.3%
8.3%
0% _ . | ; |
Higher than surrounding towns Lower than surrounding towns About the same Don't know / Unsure

B 2017 B 2019 [ 2021
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First Contact Resolution Yields Strong Satisfaction

Impressively, a vast majority of surveyed customers who interacted with customer service (97.0% over 94.3% In 2019) were
satisfied with the service provided by the representative. This was coupled with roughly three-quarters of respondents (74.3%)
noting that SELCO “takes care of things the first time” when they've contacted the customer service department.

100%

73%

50%

25%

0%

31 8% 82.8%

79.4%

Very satisfied

If you have had a recent interaction with
SELCO Electric, overall how satisfied were
you with the way the SELCO Electric
customer service employee handled the
call or visit? Would you say you were...
(w/0 don't kKnow responses)

Reported things are
taken care of the first
time they contact

B 2017 B 2019 [ 2021
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17.0%
12_50/0 1420/0
- < 1 417 1.3% 1.9% 2.6% 1.7%
B s
Somewhat satisfied | Somewhat dissatisfied Very dissatisfied
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Strong Awareness of Community Ownership

Over three-quarters of surveyed customers (78.8%) were aware that SELCO is a Community Owned Municipal Utility. Further,
over four-fifths of respondents, 83.7%, noted It is either “very important” (62.5%) or "somewhat important™ (21.2%) to maintain

local control of their municipal utility.

100%
75%
Correctly indicated %
SELCO is a
Community Owned
Municipal Utility 25%

0%

SELCO Electric is a “Community Owned Municipal Utility.”
How Important to you is it to maintain local control of your
municipal utility?

62.0% 62.5%

21.3%  21.2%

0 9.1%
— _ I
Very | Somewhat | Somewhat | Not at all | Don't know |

Important Important unimportant Important / Unsure

B 2019 [ 2021
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High Ratings for Municipal Utility Characteristics

Overall, SELCO received high ratings for embodying several common characteristics of municipally owned utilities. Notably,
96.9% of surveyed customers agreed that “SELCO Electric provides reliable service and responds quickly during an outage”
and 90.3% agreed that "SELCO Electric is focused on fair prices and high levels of customer satisfaction." However, a
decreased frequency of respondents agreed that "SELCO Electric effectively balances environmental stewardship with fiscal
responsibility” (-13.5 percentage points) and "SELCO Electric effectively represents community interests and meets local

needs"” (-5.7 percentage points)

Please rate how well each characteristic describes SELCO Electric. Please use a scale of one to ten where one
means you strongly agree and ten means you strongly disagree. (Total "agree”)

95.0% 95.7%

90.3% 89.3%
I I 82-2%

100% 97.0% 96.9% 97 89
90%
80%
0%
60%
50%
40%
30%
20%
10%
% I seLcoE |
- —lectric provides reliable SELCO Electric Is focused on fair
service and responds quickly during prices and high levels of customer
an outage satisfaction

B 2019
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=lectric effectively represents ' SELCO Electric effectively balances |

community interests and meets local environmental stewardship with fiscal

2021

needs responsibility
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Benefits of Public
Power Include
Stable Rates

When asked to identify benefits of a public
power utility, over one-half of respondents
noted the "stable electricity rates” (56.6%) or
"reliable service" (56.3%). Of note, an
Increased frequency of respondents reported
"stable electricity rates” are a benefit of public
power utilities (+12.6 percentage points).

Others reported benefits of a public power
utility Include the "responsiveness to customer
concerns” (48.8%), that a "portion of revenues
stay In community” (44.5%) and "local

employment / economic development”
(42.4%).

Stable electricity rates

Reliable service

Responsiveness to customer
concerns

Greater portion of revenues stay
In community

Local employment/economic
development

Not-for-profit status

Making the best decisions for the
community’s welfare

Environmentally responsible

Using renewable energy sources

Don't know/unsure

Other

44.0%
56.6%

61.6%
56.3%

42.3%
48.8%

43.8%
44.5%

40.3%
42.4%

32.7%
40.2%

43.1%

39.7%
4% What do you believe
318%  “gre some of the
19.6% benefits of a public
. e
i power utility? (Select
2.0% all that apply)
7.8%
1.8%
4.6%
0% 20% 40% 60% 80%  100%
B 2019 [ 2021
Slide / 19
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Strong Relationship Continues

SELCQO's net positive score (advocate + loyal + satisfied customers) decreased in 2021 (91.4% from 96.3% in 2019). While an
iIncreased frequency of respondents reported being "a loyal customer” of SELCO (+4.4 percentage points), fewer respondents
reported being "an advocate of SELCQO" (-4.7 percentage points) or "a satisfied customer” (-3.6 percentage points), and more

respondents indicated they are a "less than satisfied customer” (+3.8 percentage points).

100%

73%

50%

25%

0%

Which of the following would best describe your relationship
with SELCO Electric? Would you say...
54.5% 1 o
48.3%
0 26.5%
25.0% ) 40,
6.3% 6.7%
. 2.9%

Net Positive Score
(Advocate + Loyal +
Satisfied)

21.3%

13.9% 16.6%
0

A less than satisfied customer | A satisfied customer | A loyal customer

B 2017 B 2019 [ 2021
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SELCO's Website Is Valuable to Customers

Over three-quarters of respondents (78.8%) indicated SELCO's website is either "very valuable” or "somewhat valuable" to
them. Further, roughly three-fifths of surveyed customers reported SELCO's bill inserts and newsletters (61.9%) and direct
mail (60.9%) are valuable to them. Of note, a decreased frequency of respondents (-13.1 percentage points) reported
SELCQO's direct mail being a valuable communication method.

100%

73%

50%

25%

0%

Now, | would like you to rate the value of the following communication methods provided by SELCO Electric; for
each following please tell me if you believe this method is very valuable, somewhat valuable, not very valuable, or

not at all valuable. (Total "valuable")
81.0% 78.8%
74.0%
66.7%
61.9% 60.9%
36.8% 37.3%
28.7%
*
SELCO s website Bill inserts + Newsletters Direct mall Social media | Television advertisements |

(Facebook/Twitter)

B 2019 [ 2021

*"Television advertisements” were not asked about in the 2019 survey
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Outage Restoration Time is Acceptable

Of the 232 surveyed customers who reported experiencing a power outage over the past year, the majority, 92.2%, reported

the time to restore power was either "very acceptable” (79.3%) or "somewhat acceptable” (12.9%), while only 1.3% of
respondents indicated the time to restore power was "not at all acceptable.”

100% . .
If you experienced a power outage over the past year, please tell me If the
time to restore power was...
79.3%
74.8%
75%
50%
25%
0 19.9% (7 40¢
12.9%
8.6% 7.3% 6.5%
0%
i Very acceptable Somewhat acceptable Not at all acceptable | Don't know / Unsure

B 2017 B 2019 [ 2021
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Seek Aggressive Actions to Reduce Carbon Emissions

An increased frequency of respondents (67.9% over 48.3% in 2019) reported they would like SELCO to be "very aggressive"
or "'somewhat aggressive” with respect to setting goals to reduce carbon emissions, considering this would result in @ higher

cost for the customer. Nearly three-quarters of respondents (73.6%) reported SELCO is currently doing enough to curb carbon
emissions.

100 How aggressive would you like SELCO to be with respect to setting

goals to reduce carbon emissions considering that more
aggressive measures typically result in a higher cost?

75% Indicated SELCO is
doing enough to curb
carbon emissions

50%

43.0% 42 7%
25_20/0 2670/0
25% 21.1%
17.0%
- o -
Oﬂ/ﬂ . . | . | - .
Very aggressive Somewhat aggressive Somewhat conservative Very conservative

B 2019 [ 2021
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Plans to Reach Net-Zero Emissions Exceeding Expectations

Over one-half of respondents (55.0%) indicated SELCO should remain on pace with the state of Massachusetts' goals for
achieving a 100% carbon netural power supply by 2050. However, nearly one-third of respondents (31.5%) reported they
would like to see SELCO reach Net-Zero emissions by 2035 or sooner. SELCQ's plan to reach Net-Zero emissions by 2032
meets or exceeds customer expectations.

100%
Do you believe that SELCO should remain on pace with the state of Massachusetts’ goals for achieving a
100% carbon neutral power supply by 2050, or should SELCO accelerate this goal and achieve a 100%
- carbon neutral power supply at an earlier date, understanding that this may result in increased electric
0
rates?
55.0%
50%
25%
9.3% 9.6% 9.3% S
e [ BN B
0% | | - @ |
SELCO should remain on SELCO should SELCO should SELCO should SELCO should SELCO should

pace to reach this goal by accelerate their plans to accelerate their plans to accelerate their plans to accelerate their plans to accelerate their plans to
2050 reach this goal by 2045 reach this goal by 2040 reach this goal by 2035 reach this goal by 2030 reach this goal sooner
than 2030
" 2021

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 24




Favor Hydropower Most of Generation Sources

After reading descriptions of several generation sources that are important to SELCQO's clean energy future, the majority of
surveyed customers (87.7%) Indicated they have a favorable opinion of hydropower. Further, over four-fifths of respondents

reported having a favorable opinion of solar (82.6%) or wind (81.5%), while fewer surveyed customers (48.3%) Indicated
having a favorable opinion of nuclear.

Each of the generation sources below are carbon free and are an important part of SELCQO's clean energy future. How do

you view each of these resources using a scale of one to five where one (1) Is “favorable™ and five (9) I1s “unfavorable.” (Total
‘favorable” ratings of 1 and 2)

100%

87. 7%
82.6% 81.9%

75%

oo, 48.3%

25D/D -
0% Hydropower Solar Wind Nuclear

72021
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Municipal utilities are directly accountable to customers and take
customer desires into account in their long-term planning. When it comes
to your local electrical service, please rank the following three topics from
most iImportant to least important.

When ranking the importance of topics Reliability 14 6%

pertaining to their electric service, over one-half
of respondents (92.2%) ranked reliability first in
priority, and one-third (33.2%) ranked It second
IN priority.

Further, one-quarter of surveyed customers Cost of Electricity 29.9%

(24.6%) ranked the cost of electricity first in

Importance, and a similar frequency ranked the

reduction of carbon in the electricity portfolio

first in priority. Of note, an increased frequency

of respondents ranked the reduction of carbon eduction of carbon in
INn the electricity portfolio first (23.1% over 12.9% the electricity portfolio
iIn 2019).

95.6%

On average, 15.7% of customers of MEAM 0% 20% 40% 60% 30% 100%
utilities rank the reduction of carbon In the
electricity portfolio first. B Rank1 M Rank2 [ Rank3
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Over one-half of surveyed customers (51.5%) indicated it is likely
that their upcoming car purchase will be an electric vehicle. Roughly
three-fifths of respondents (59.0%) reported a top benefit of electric
vehicles Is that they have "no emissions,” and nearly two-fifths
(38.9%) indicated a top benefit is the "lower cost to fuel." Other
reported benefits of electric vehicles are the "lower cost to maintain”
(26.0%) and "home recharging / convenience” (19.3%).

100%
How likely Is It that your upcoming car purchase will be
an electric vehicle?
75%
51.5%
50%
39.1%
25%
9.4%
Likely Not likely Don't know / Unsure

7 2021
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One-half Likely to Purchase Electric Vehicle Next

No emissions 59.0%

Lower cost to fuel

| ower cost to maintain

Home recharging /
convenience

Quieter (noise)

What do you

16.1% perceive to be the
top benefits of an

electric vehicle?

None / nothing

Better acceleration 12.9%

Other

0% 25% 50% 73% 100%

7 2021
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Mayjority Plan to Purchase Electric Vehicle In

Two-fifths of respondents (40.4%) indicated they anticipate purchasing an
electric vehicle "within the next year” (8.0%) or "within the next five years”
(32.4%) and over one-quarter reported they will purchase one "beyond the
next five years,” while a similar frequency (27.9%) indicated they are "not
thinking about purchasing an electric vehicle." Those who are not
considering a future electric vehicle purchase primarily reported this Is
because of the "long charge time" (23.1%), they "don't know enough about
electric vehicles” (22.1%) and the "higher initial cost to purchase” (17.3%).

100%
When do you anticipate purchasing an electric vehicle In
the future?

50%
0
32.4% . —_—
B 5.4%
0% | | | | |
Within the next Within the next five Beyond the next Never /| am not | already have one

year years flve years thinking about

purchasing an
electric vehicle

2021
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Future

Long charge time 23.1%
| don't know enough about 29 19,
electric vehicles '
Higher initial cost to purchase 17.3%
None / nothing 17.3%
— Why are you
Low avalilability of recharge 13 5% nOt ConSideri ng
stations 70 :
— purchasing an
Limited range / distance per 12 5%, eleCtriC VehiC|e
charge ' _
- In the future?
Reliability 5.8%
Low availability of electric 0
vehicle options (makes/models) 1.9%
Speed / acceleration of the 0 0%
vehicle '
Other 26.0%
0% 25% 50% 5% 100%
2021
Slide / 28




| iIkely to Enroll In Electric Vehicle Incentive Program

Nearly three-fifths of surveyed customers, 58.1%, indicated they would be "very likely" (38.3%) or "somewnhat likely" (19.8%) to
participate in an electric vehicle incentive program with SELCO. Additionally, over three-fifths of respondents (61.8%) reported
SELCO should incentivize publicly funded electric vehicle charging stations for private businesses.

100%

73%

50%

25%

0%

If SELCO were to develop an electric vehicle incentive program,
where you could receive a one-time rebate after purchasing an electric

vehicle, how likely would you be to participate? 6 1 8 0/0

Indicated SELCO
should incentivize
publicly funded electric
38.3% vehicle charging
stations for private

businesses
19.8% 20.1%

13.9%
7.8%

Very likely Somewhat likely Somewhat unlikely Not at all likely Don't know / Unsure

7 2021
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Some Likely to Shift to Time of Use Rate

Nearly one-quarter of respondents (24.1%) reported being either "very aware” or "'moderately aware” of "time of use” rates.
Further, roughly one-half of surveyed customers, 49.6%, Indicated they are either “very likely” (20.9%) or "somewhat likely”
(28.7%) to shift their rate structure to a "time of use” program in the future (up from 48.5% In 2019). However, one-quarter of
respondents (25.7%) reported they are "not at all likely” to shift to a "time of use" rate program.

100%
75%
| 50%
Reported being "very”
or "'moderately” aware
of "time of use” rate
programs 237

0%

“Time of use” Is a rate program where customers pay different electric rates at
different times of the day (for example, a higher rate during the afternoon but
lower during the overnight hours). How likely might you be to shift your rate
structure to a "time of use” program?? Would you say...

36.0%
0
28.7% 55 70,
20.9% 21.7%
16.4%
12.5% 13 0%  12.3% . - 12.3%
Very likely ' Somewhat likely Somewhat unllkely Not at all likely ' Don't know / Unsure

B 2019 [ 2021
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Over one-fifth of respondents (21.2%) reported being either "very" or "moderately” aware of SELCO's Connected Homes program,
Introduced In January 2021. Awareness of programs introduced to residential customers by public power utilities I1s generally around
50.0%, but this differs depending on how recently the program was launched, customers that qualify to participate in the program,
and the nature of the program itself. However, knowing that they would receive a monthly incentive for participating in this program,
more than two-fifths of surveyed customers, 44.7%, were either “very interested” (18.2%) or "somewhat interested” (26.5%) In
enrolling in the Connected Homes program, while 29.0% indicated they are "not at all interested.”

100%
Knowing that you would receive a monthly incentive for participating in this
program, how interested would you be in enrolling in the Connected
Homes program?
75%
Reported being "very" 50%
or "'moderately” aware
of SELCO's 0
Connected Homes 26.5% Sl
program 2o 18.2%

14.7%
11.5%

0%

Very Interested Somewhat interested’ Not very interested ' Not at all interested ' Don't know / Unsure

2021
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Viost Do Not Have
Devices for

Connected Homes
Program

While nearly three-fifths of surveyed customers
(57.4%) reported they do not have any of the smart
devices at their home that would qualify for
enroliment in the Connected Homes program, over

one-fifth of respondents (21.2%) reported having a
"WiFI thermostat” in their home.

Further, 13.4% Indicated they have an "electric hot
water heater” and 7.2% reported having an "electric
vehicle charger” at their home.

| do not have any of
these smart devices

WIiFi thermostat

=|lectric hot water heater

Electric vehicle charger

Battery 5.9%

Mini-split controller

Don’t know / unsure 10.5%

o57.4%

Do you currently have any of
the following smart devices
at your home, that would
qualify for enrollment in the
Connected Homes program?
(Select all that apply)

0% 20%
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Few Are Knowledgeable of Strategic Electrification

Less than one-in-six surveyed customers (15.8%) reported being either "very" or "'somewhat"” knowledgeable of the concept of
'strategic electrification.” However, after hearing a description, over three-fifths of respondents, 63.3%, indicated they either
"strongly support” (30.3%) or "somewhat support” (33.0%) SELCO investing in "strategic electrification,” while over one-quarter
(26.3%) reported they are unsure of their support or opposition for this process.

100% . e N . .
Strategic electrification is the process of switching appliances, heating and
cooling systems, and other energy users in your home to be electrically
powered instead of dependent on fossil fuels.

75%
How strongly do you support your local electric utility investing In “strategic
electrification™?
Reported being e
knowledgeable of the D
concept of "strategic 30.3% sk D
electrification” 259% .
7.0%
3.5%
0%

Strongly support ' Somewhat support ' Somewhat oppose | Strongly oppose ' Don't know / Unsure
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Agree Strategic Electrification Will Reduce
Environmental Impact and Improve Health

Nearly three-fifths of respondents agreed that "strategic electrification’ will help me reduce my environmental impact” (57.1%)
and "'strategic electrification’ will improve the health of myself and those around me" (57.1%). However, fewer surveyed
customers (42.9%) agreed that "'strateqgic electrification’ will help me save money overall.”

y - - - 1 - ¥ o : 9
1007 Now | will read you a list of statements regarding “strategic electrification”. For each, please state your agreement
using a scale of one to ten where one (1) Is "strongly agree” and ten (10) Is "strongly disagree.” (Total "agree”)
5%
57.1% 57.1%
90% 42 9%
25%
0% _ S _ | _ SR - . g e .
"Strategic electrification” will help me reduce my "Strategic electrification” will improve the "Strategic electrification” will help me save
environmental impact. health of myself and those around me money overall.
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o Educate customers of the benefits of enrolling in the Connected Homes program. Only roughly one-fifth of
surveyed customers reported awareness of SELCO's Connected Homes program. Further, while over two-fifths of

respondents reported they are interested in enrolling in the Connected Homes program, over one-half of surveyed
customers are either not interested or are unsure of their interest in enrolling in the program. In order to build awareness
of the Connected Homes program and encourage greater participation in the program, it is recommended that SELCO
develop additional educational materials that specifically explain the benefits of enrolling in the Connected Homes
program, such as the incentive received for participating, cost savings customers may experience from participating in
the program, and the overall environmental impact of making these small adjustments to customers’ WiFi connected
devices. This may help create stronger awareness that such a program exists, and build interest in the program knowing
there are financial rewards for doing so, and that it is beneficial to the greater community.

o Focus on building support for strategic electrification. Only 15.8% of respondents reported being knowledgeable of
the concept of "strategic electrification," and while over three-fifths of surveyed customers reported supporting SELCO

iInvesting Iin "strategic electrification,” over one-quarter were unsure if they support or oppose these initiatives. Seeing as
customers' knowledge of "strategic electrification” is limited, and that many are unsure if they support or oppose SELCO
Investing in this process, it is suggested that SELCO work to build customer support for "strateqgic electrification" by
educating customers about the process behind "strategic electrification,” as well as examples of this concept such as
electric vehicles and heat pumps, as this will likely help customers better visualize the process and make a more
educated decision of their support or opposition for any "strateqic electrification” iniatives SELCO introduces.
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o Promote benefits of nuclear relative to other generation sources. \When rating their favorability of several
generation sources that are part of SELCQO's clean energy future, less than one-half of respondents provided

‘favorable” ratings for nuclear, while over four-fifths of respondents provided favorable ratings for hydropower, wind
and solar. In order to develop a more favorable perception of nuclear in comparison with other generation sources, it
IS recommended that SELCO educate customers of the benefits of nuclear, such as that it has high reliability and
provides inexpensive carbon free power. It may be beneficial to display the benefits of nuclear in comparison with
other generation sources Iin the form of a chart, that includes information such as the cost to operate / install, its
reliability, and the degree to which it reduces carbon In the atmosphere. This chart may help customers better
visualize the benefits and drawbacks of generation sources in comparison with one another, and further help
customers see the areas where nuclear 1s more beneficial than hydropower, solar and wind.

o Introduce an electric vehicle incentive program. Over one-half of surveyed customers reported it is likely their
upcoming car purchase will be an electric vehicle, and further, two-fifths of respondents indicated they are likely to

purchase an electric vehicle within the next five years. Given the interest in an electric vehicle purchase among
customers, it is recommended that SELCO explore options for offering an incentive to customers for purchasing an
electric vehicle, namely because nearly three-fifths of respondents reported they would be interested in participating
In such a program. Offering such an incentive program may help to build further interest in electric vehicles, knowing
that customers could receive a financial reward for doing purchasing one.
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