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I’'m saving money and energy.
You can too!

Schedule your FREE walk-through energy assessment today!
Receive up to $210 in energy saving measures FREE.

anure 2. Table at the chk-oﬂ' Event with the Measures Avallable to Partlclpants

Post-Event Activities

After the event, the auditors are in the neighborhood for eight to ten weeks conducting audits and
approaching residents encouraging them to participate. The trucks, shown in Figure 3, are parked
in conspicuous areas so that the residents are aware of and reminded of their presence and the
services they are offering. Audits generally take from one to two hours to complete and the
auditors are available from 8am to 7pm Monday through Friday, and from 10am to 3pm on
Saturdays. The auditors are available to make appointments at any time for the following week
(auditors found that some appointments scheduled more than one week in advance are not kept
by the customer).
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Figure 3. Residential Neighborhood Vehicle

During the audit, participants are provided with one-on-one education about what the auditor is
doing, and what measures they are installing. Each of the GoodCents auditors are provided with
training specific to this program (see training guide in Appendix I: Auditor Training Guide).
GoodCents hires auditors that have carpentry, weatherization, or some HVAC-related job
history. Then they attend an internal training for this program, followed by one week of
supervised on-site work. GoodCents also conducts safety training for carbon monoxide so that
they can discuss carbon monoxide levels with the customers and its effects on health. Auditors
also undergo quality assurance training which includes driving safety, in-home safety, and are
required to review all training materials regularly (weekly, monthly or quarterly, depending on
measure).

Eligibility
This program is available to Duke Energy customers that live in the defined neighborhood. The
neighborhood is selected as described above. However, residents from outside of the
neighborhood borders have attended events and tried to participate. None are turned away from
the event, however, customers from outside the targeted neighborhood are informed that when
the auditors will be in their area, that they will be in contact to enroll them in the program.

While the eligibility rules are clearly defined and explained, non-participant surveys reveal some
confusion about the hours that audits are available. This is discussed in more detail the section
Non-Participants’ Understanding of the Program.
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Management Communication and Coordination

All parties interviewed for this evaluation reported positive working relationships between Duke
Energy and GoodCents. Representatives from the two entities meet to review progress toward
goals, discuss challenges or discrepancies, adjust strategies, and coordinate marketing and field
activities. All communications are reported to be effective and timely.

Key Findings and Conclusions from Management Interviews
Duke Energy and its key vendor, GoodCents, work well together with no issues in
communications or operational effectiveness.

All parties agree that all of the managers are open to discussing and trying out new marketing
ideas, hoping to improve program participation.
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Participant Surveys Results

Awareness and Understanding of the Program

A plurality of surveyed program participants in Kentucky first learned about the Residential
Neighborhoods program from letters and postcards in the mail (mentioned by 39.7% or 23 out of
58 Kentucky customers), as seen in Figure 4; this is a larger percentage than the number of Ohio
customers learning about the program through mailings (15.7% or 11 out of 70, significantly
different from Kentucky customers at p<.05 using Student’s t-test). The most common sources of
program awareness for Ohio customers are representatives visiting their home (24.3%) and door
hangers (18.6%). All other sources of awareness were mentioned by fewer than 10% of
customers surveyed in the Midwest.

In addition to the statistically significant difference of Kentucky customers being more likely to
learn about the program through mailings, there are also two channels for awareness that are
significantly more likely to be mentioned by Ohio customers: visits to their home (p<.10 using
Student’s t-test) and attending a community meeting (p<.05 using Student’s t-test; all surveyed
participants who learned about the program from attending community meetings are Ohio
customers). Only one surveyed participant learned about the program online, and only one
customer mentioned traditional media outlets (see a summary of customer comments following
Figure 4).
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How did you first learn about, or hear about, Duke Energy's
e Residential Neighborhoods Program?
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Figure 4. Source of Program Awareness for Resndentlal Nelghborhood Participants in Ohio
and Kentucky (N=128)

Percentages total to more than 100% because partzczpants could name multiple sources of
awareness.

Among customers who mentioned finding about the program through the mail, 91.2% identified
Duke Energy as the organization that sent the mailings (including three customers who said they
received a notice with their bill'®). One Ohio customer said their mailing came from “People

Working Cooperatively, I think”, and two customers could not recall the source of their mailings.

Among customers who learned about this program when someone visited their home, 88.0%
identified Duke Energy as the organization that sent the representatives to their home, while one
Ohio customer said their visitors were “sub-contractors maybe”, one Ohio customer was visited
by “my building manager” and a third Ohio customer could not recall. Among customers who
learned about the program from door hangers, 86.4% identified Duke Energy as the source of
these communications while the rest were not sure.

1 The program used bill inserts to market to participants in the People Working Cooperatively Home
Weatherization Assistance Program.
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Among customers who received phone calls about the program, 66.7% identified Duke Energy
as the organization calling, while 25.0% were not sure. One customer in Kentucky said their call
came from “The Community Action Commission.”

Six customers heard about the program from assistance agencies and organizations, including the
Home Energy Assistance Program, People Working Cooperatively, Housing Opportunities of
Northern Kentucky and the Middleton Area Senior Center.

Six participants mentioned unique methods of learning about the program: these include through
word-of-mouth from other members of the community and from newspaper reports, church
bulletins, and online resources.

Participants were asked to describe in their own words what they understood was required of
them as a participant in the program, and what they would receive in return for their
participation; these responses are summarized in Table 21. A majority mentioned that they would
receive measures such as light bulbs, showerheads and HVAC filters (58.6% of 128), and more
than a quarter mentioned the home audit (29.7%) and saving energy (28.1%), followed by saving
money on bills (18.0%).

There are a few statistically significant differences (highlighted in bold) between Ohio and
Kentucky responses: Ohio customers are more likely to mention saving energy, saving money on
bills and attending a community meeting, while Kentucky customers are more likely to mention
that they had to be home during their audit (significant at p<.10 or better using Student’s t-test).

Table 21. Participants’ Understanding of the Program (N=128)

Ohio Kentucky Total
customers | customers | customers
(N=70) (N=58) (N=128)

Install measures 57.1% 60.3% 58.6%
Home audit 28.6% 31.0% 29.7%
Save energy 34.3% 20.7% 28.1%
Save money on bills 22.9% 12.1% 18.0%
Information / education about saving energy 17.1% 15.5% 16.4%
Must be present during home audit 11.4% 22.4% 16.4%
Weatherize home 11.4% 19.0% 14.8%
Participation is free 14.3% 10.3% 12.5%
Must be a Duke Energy customer 2.9% 6.9% 4.7%
Attend a community meeting 8.6% 0.0% 4.7%
Make home more comfortable / fix things 1.4% 1.7% 1.6%
Renters must notify landiord 2.9% 0.0% 1.6%
Everyone in the neighborhood is eligible 1.4% 1.7% 1.6%
Must be a home owner to participate 1.4% 1.7% 1.6%
Good for the environment 0.0% 1.7% 0.8%
Unigue comments, listed below 12.9% 5.2% 9.4%
Don't know 15.7% 8.6% 12.5%

Percentages total to more than 100% because respondents could mention multiple aspects of the
program. Statistically significant differences between states are marked in bold italics (p<.10 or
better using Student s t-test).
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Twelve participants gave unique comments when asked to describe the program; at least half of
these comments mention enrollment requirements that do not apply to, and/or benefits that are
not offered by, the Duke Energy Residential Neighborhoods program. These responses include
having to provide documentation of income, having to take classes about energy efficiency, and
being provided with attic insulation, CO2 detectors and credit toward utility bills. It is likely that
these customers have participated in multiple energy assistance programs in the past and are
confusing aspects of the different programs they have participated in, such as LIHEAP and the
Payment Plus Program.

Factors Motivating Participation

Participants were asked to list all of the reasons that they participated in the Residential
Neighborhoods program, including the main reason for their participation; these results are
shown in Figure 5. The most-mentioned reason overall is to save money on utility bills, which is
the main reason for participation for 28.1% of customers and a secondary reason for participating
for another 32.8%, and thus is the only reason for participation mentioned by a majority of
surveyed customers (overall 60.9%). The next most-mentioned reasons for participating in the
program are for the efficiency measures (mentioned by 35.9% overall), for the weatherization
and repair services (overall 35.2%) and to save energy in the home (overall 31.3%).

February 27, 2015 38 Duke Energy



Exhibit I

TecMarket Works Process Analygge 39 of 272

What was the main reason you chose to participate in the Low Income

Neighborhoods Program? (Were there any other reasons?)
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Figure 5. Factors Motivating Participation in the Residential Neighborhoods Program in
the Midwest (N=128)

“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.

Thirteen participants gave unique reasons for participating in the Residential Neighborhoods
program; three of these participants mentioned that they require assistance with home repairs and
weatherization due to age and/or disability, three mentioned the community meetings held to
announce the program, one said their landlord made the arrangements for them and the rest
merely expressed curiosity about the program’s offerings.

Enroliment and Participation

Participants were asked how long they waited between signing up for the Residential
Neighborhoods program and receiving the home audit. As seen in Table 22, almost half of
surveyed participants waited less than two weeks (44.5%) and about a third cannot recall
(36.7%). Only 10.2% reported that they had to wait for three weeks or longer. TecMarket Works
considers this “service wait time” to be a best practice in the field of energy efficiency audit
service offerings. Few utilities provide audits to customers with so few days between enrollment
and service delivery.
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Table 22. Length of Time between Sign-up and Audit (N=128)

Ohio Kentucky Total
customers | customers | customers
(N=70) (N=58) (N=128)
Same day 1.4% 6.9% 3.9%
Next day up to one week 28.6% 19.0% 24.2%
One week up to two weeks 18.6% 13.8% 16.4%
Two weeks up to three weeks 5.7% 12.1% 8.6%
Three weeks up to six weeks 7.1% 5.2% 6.3%
Six weeks or longer 4.3% 3.4% 3.9%
Don't know / can't recall 34.3% 39.7% 36.7%

Participants were asked if the length of time they waited between signing up and receiving the
audit was too long, too short or about right. Table 23 indicates that more than three-quarters
(79.7%) feel that the time from sign-up to audit is “about right” though 19.5% are not sure; only
one customer in Kentucky (0.8% of 128 surveyed overall) thought the time they waited was too
long, and no surveyed participants said the time was too short.

Participants were asked a similar question about the length of time the auditor was in their home,
and 95.3% reported that this was also “about right.” Only one customer in Ohio (0.8% of 128
surveyed overall) felt that the auditor spent too long in their home. However, four Kentucky
customers (6.9% of 58) reported that the auditor’s visit was too short, which is significantly
higher than for Ohio customers (0.0% of 70; this difference is significant at p<.05 using
Student’s t-test).

Table 23. Customer Perception of Home Audit Timing (N=128)

Ohio Kentucky Total
customers | customers | customers
(N=70) (N=58) (N=128)

Time between signing up and audit was....

Too long 0.0% 1.7% 0.8%

About right 81.4% 77.6% 79.7%

Too short 0.0% 0.0% 0.0%

Don't know 18.6% 20.7% 19.5%
Length of time auditor was in the home was....

Too long 1.4% 0.0% 0.8%

About right 97.1% 93.1% 95.3%

Too short 0.0% 6.9% 3.1%

Don't know 1.4% 0.0% 0.8%

Attending the Community Meeting

Before auditing teams begin to install measures in customers’ homes, there is a kick-off meeting
to inform customers about the program and what participation entails. About one in four Ohio
participants (25.7%) attended the meeting in their area, compared to only 6.9% of Kentucky
participants (this difference is significant at p<.05 using Student’s t-test). Participant ratings of
satisfaction with the staff and presenters and the information presented the meetings are included
in the Program Satisfaction section of this report.
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