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buying their light bulbs other than ordering them online from the Savings Store; the largest
number of these customers stated a preference for shopping in stores to ordering online (5.3%) or
would have preferred to order over the telephone (3.9%).

Table 17. Methods of Paying for Savings Store Purchases (N=206)

Midwest Midwest
(count) (percent)

Paid for Savings Store order by credit card 198 96.1%

Paid for Savings Store order by check / money order 2 1.0%

Don't recall how Savings Store order was paid for 6 2.9%

Would have preferred another method for purchasing

bulbs:
Prefer purchasing bulbs at a local store 11 5.3%
Would prefer to order by telephone 8 3.9%
Would prefer mail order 3 1.5%
Prefer using coupons at local stores 2 1.0%
Would prefer having bulb charges added to utility bill 2 1.0%
Would prefer unique methods, listed below 3 1.5%

Would not have preferred using another method 178 86.4%
Responses to preferred methods for purchasing bulbs total to more than 100% because
respondents could suggest multiple alternate methods.

Three participants offered unique suggestions when asked how they would have preferred to
purchase their Savings Store bulbs: one participant would have preferred “receiving these bulbs
for free”, one would prefer not to use a computer at all “because I am not good with them,” and
the third suggested that Duke Energy could schedule a truck to visit different neighborhoods so
that customers could see the bulbs in person.

The two 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 “less than two weeks” and the other said “I’m not sure but they arrived
quickly.”

As seen in Table 18, a little more than half of surveyed customers could not recall what method
they used for shipping (54.9% “don’t know”). Among those who could recall, the most common
shipping methods are U.S. Post (28.2%) and UPS (18.4%). Most customers (58.7%) are aware
that there is a feature for tracking the shipping status of their orders, though only about one
participant in ten (9.7%) actually used the tracking feature. There are no statistically significant
differences in awareness or use of the order tracking feature between customers who shipped by
UPS and U.S. Post.
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Table 18. Shipping and Tracking Orders from the Savings Store (N=206)

Midwest Midwest

(count) (percent)
Order shipped by U.S. Postal Service 58 28.2%
Order shipped by UPS 38 18.4%
"Whatever was cheapest” or “standard shipping” 6 2.9%
Can't recall how order was shipped 113 54.9%
Aware of order tracking feature and used it 20 9.7%
Aware of order tracking feature and did not use it 97 47.1%
Aware of order tracking feature and can't recall if used it 4 1.9%
Not aware of order tracking feature 85 41.3%

The 20 customers who used the order tracking feature were asked how they accessed this feature.
According to Table 19, the most common method was using the package tracking links at the
Savings Store website (55.0%) followed by logging on through Duke Energy online accounts
(25.0%).

Table 19. Accessing Order Tracking (N=20)

Base: 17 customers who used the order tracking Midwest Midwest
feature ] (count) (percent)
Savings Store package tracking links 11 55.0%
Through "My Account” at Duke Energy website 5 25.0%
UPS web tracking feature 1 5.0%
Link in confirmation email 1 5.0%
Calling the phone number to check on post office delivery 0 0.0%
Don’t know / can’t recall 2 10.0%

Defective Bulbs and Return Policies

Although 6.3% of surveyed participants reported that they received at least one damaged or
defective bulb, only 3.4% have actually returned light bulbs that they ordered from the Savings
Store, as seen in Table 20. All seven of the customers who returned merchandise received new
light bulbs and none took a refund. Another one in six participants (16.5%) reports that they have
had Savings Store bulbs burn out or become defective since installation.

Table 20. Damaged and Defective Bulbs and Returning Bulbs (N=206)

Midwest | Midwest

(count) | (percent)
Bulbs arrived damaged or defective 13 6.3%
Bulbs became defective or burned out since installation 34 16.5%
Returned bulbs for any reason 7 3.4%
Returned bulbs and received a replacement 7 3.4%
Returned bulbs and received a refund 0 0.0%

The seven customers who returned light bulbs were asked how many bulbs of what types were
returned and why they returned them; these responses are listed below (one participant received
the wrong bulbs, four participants received obviously defective bulbs, and two participants had
bulbs burn out very quickly after installation). These customers were also asked to rate their
satisfaction with the return process on a ten-point scale where “10” is highest: six gave their
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experience with returning merchandise the highest possible “10 out of 10” rating while the
seventh participant did not provide a rating.

o Ireturned six reflector bulbs, I was sent the wrong bulbs. 1 sent them back and the
correct ones were sent.

o | had a capsule bulb replaced, though Duke did not ask me to return the bad one. The

bulb arrived rattling and obviously broken.

1 sent back two globe bulbs that rattled when I shook them. I was given replacements.

I received one defective outdoor reflector that wouldn'’t light up.

I returned three dimmable spirals that were flickering and not dimming properly.

Two candelabras burned out right away.

I returned three indoor reflector LEDs that burned out within minutes of installation.

Participants who returned bulbs were also asked if they had tried installing these bulbs before
returning them and if so what type of bulb is currently installed in the socket where they had
intended to put the returned bulbs. Four of these seven participants (57.1%) did try installing
their returned Savings Store bulbs, and all four of these participants currently have efficient
bulbs in these sockets (three installed CFLs and one installed an LED).

Customer Support

Table 21 shows that customers who need assistance are more likely to use telephone support
(6.8%) than the Contact Us feature at the Savings Store website (1.5%). Large majorities of
participants are aware of these contact methods but did not need to contact customer support
(78.6% for telephone and 84.0% for web support).

Table 21. Contacting Customer Support (N=206)

Midwest Midwest
(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 14 6.8%
No, did not call support 162 78.6%
Not aware of the phone number / don’t know 30 14.6%

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 3 1.5%
No, did use Contact Us feature 173 84.0%
Not aware of Contact Us feature / don't know 30 14.6%

The few customers who did use customer support gave high ratings of satisfaction: on a ten-point
scale where “10” is most satisfied, the 14 customers who used phone support gave an average
satisfaction rating of 9.50 and the three customers who used the Contact Us feature all rated their
satisfaction at “10 out of 10”. One participant rated their satisfaction with the telephone support
at “5 out of 10” and explained that this could be improved if “phone support could have
customer order tracking information.”
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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. Nearly two-thirds of participants
(65.0%) reported that they did recommend the Savings Store to others, and the range of reported
recommendations per participant ranges from one to “3,003 Facebook friends” (the second-
largest number of recommendations made by a participant is 38). Not including the outlier value
of 3,003, the average number of recommendations made is 4.6 per customer making
recommendations, and the median is three recommendations.

Most of the people who participants told about the Savings Store are either family members
(34.9% of recommendations) or friends (31.6%), followed by co-workers (17.4%) and neighbors
(12.4%). As indicated by Table 22, virtually all communications between participants and people
they told about the program were face-to-face “word of mouth” communications (98.5%).

Table 22. Methods of Telling Others about the Savings Store (N=134)

Base: 134 customers who told others about the Midwest Midwest
Savings Store (count) (percent)
Word of mouth (in person) 132 98.5%
Email 3 2.2%
Facebook 1 0.7%
Twitter 0 0.0%
Web site forum 0 0.0%
Community meeting 1 0.7%
Don't know / can't recall 0 0.0%

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

Participant Satisfaction

Participants were asked to rate various aspects of the program on a ten-point scale, with “1”
being the lowest possible rating and “10” being the highest. Table 23 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 9.22 on a ten-point scale where “10” means most satisfied. The most popular aspects of the
program involve the mechanics of online shopping: the ease of using the shopping cart function
(mean rating 9.26), ease of completing purchases (9.30), delivery time for receiving the bulbs
(9.19) and ease of logging on to the website (9.29). The mean ratings for store return practices,
order tracking and customer support are also very high (mean ratings 9.35 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).

The price of the light bulbs is a key factor driving participation (see Figure 17), and participants
rate their satisfaction with Savings Store prices very high at 9.41 on a ten-point scale. 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
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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 7.89) and the helpfulness of information resources at the web site (6.99), 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 (8.65)
and the helpfulness of the bulb descriptions (8.55).

Table 23. Mean Satisfaction Ratings for the Savings Store and Aspects of the Specialty
Bulbs Program (N=206)

Percenta
Average | ValldN | ¢ ratlngsgaet
Rating (';gtn'.'t‘f":gx')g “7 out of 10”
or lower

Satisfaction with the Savings Store overall 9.22 206 8.3%
Satisfaction with store return practices 10.00 6 0.0%
Satisfaction with “Contact Us” feature provided for store 10.00 3 0.0%
Ease of completing purchase online 9.30 195 4.6%
Satisfaction with order tracking feature 9.35 20 5.0%
Ease of logging on to website 9.29 194 5.2%
Ease of using the shopping cart function at the web site 9.26 189 6.3%
Satisfaction with phone support provided for store 9.50 14 7.1%
Satisfaction with price of bulbs 9.41 205 7.8%
Ease of navigating website 8.94 194 9.3%
Satisfaction with delivery time for bulb order 9.19 198 9.6%
Ease of finding the items you were looking for . 8.70 191 16.7%
Helpfulness of energy savings estimate per bulb 8.65 154 16.2%
Helpfulness of bulb descriptions 8.55 191 20.9%
Helpfulness of the energy savings calculator 7.89 27 37.0%
Helpfulness of informational resources at web site 6.99 85 37.6%

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 summarized below, with suggestions relating to
overall program satisfaction listed first followed by issues with specific programs areas in order
from those with the most suggestions to those with the fewest (respondents could give multiple
reasons for their ratings, so in some cases there are more responses listed than respondents.)

Satisfaction with the Savings Store overall (n=17)

e Improve the variety of bulbs for sale / provide more options per type / more LED options
(0=4)

e Provide more or clearer information about bulb qualities (lumens, wattage, color, etc.)
(0=3)
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Make it easier to directly compare different bulbs side-by-side / improve website
functionality (n=3)

The Savings Store is fine but the CFLs I bought take too long to warm up (n=2)
Allow a larger quantity of bulbs to be purchased at the fully-incented price (n=2)
I would not have bought the candelabra bulbs that I ordered if I had seen a photo of them
first

Provide more or clearer information about bulb dimensions and threading
Making my purchase took too much time

Lower the cost of shipping

Decrease delivery time

I would like additional suggestions for lowering my energy bill

I wish there was an option to order by phone'?

I had technical problems connecting to the site but otherwise everything was fine
No suggestions / don’t know (n=2)

Helpfulness of bulb descriptions (n=40)

Need more information about where bulbs can be used (indoor/outdoor, dimensions,
threading, etc.) (n=17)

Bulb descriptions need improvement / more or clearer information / easier to find
information (n=12)

Bulb photos need improvement / photos look too similar (n=5)

The bulbs I ordered were not what I expected (wrong size, too bright, etc.) (n=5)

I had to go to another website to confirm which bulbs what I wanted (n=3)

Website needs to make it easier to compare different bulbs (n=3)

I was not sure if [ had ordered the right bulbs based on the descriptions at the site (n=2)
I did not understand the terminology used (n=2)

I knew what I was looking for so the descriptions were not important to me (n=2)

I was not sure about some bulb types so I ended up ordering more than I needed

I had to call customer service to confirm which bulbs I wanted

Include customer reviews at the site

Create interactive tool to help customer determine how many bulbs and what wattage
they need based on the size of a room

The bulb choices are too limited

No suggestions / don’t know (n=3)

Helpfulness of informational resources at web site (n=32)
®

Did not need this information / I knew what I was looking for (n=16)

Informational resources were easy to overlook / not visible enough / I did not notice
anything (n=6)

Need more detailed information about lumens, wattage, color, bulb uses (n=4)

I had to go to another website to confirm which bulbs what I wanted

12 The Savings Store does provide an option for ordering light bulbs over the telephone. This was not an option
when the program was first launched, however the participant making this comment made their purchase in June
2014, whereas phone order capability commenced on July 31, 2014,
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Need better filtering tools / make it easier to compare different bulbs on the same page
Include information about local recycling options

I did not learn anything that I did not already know / information is too basic

No suggestions / don’t know (n=3)

Ease of finding the items you were looking for (n=31)

Bulb descriptions need improvement / more or clearer information / easier to find
information (n=10)

Need better filtering tools / make it easier to compare different bulbs on the same page
(n=8)

Bulb photos need improvement / photos look too similar (n=4)

I had difficulty finding a particular bulb I was looking for (n=3)

Bulbs should be organized by usage and not separated by CFL and LED (n=3)
Took too long for me to find what I wanted / I had to log on multiple times (n=3)
The website is fine but [ am not very good with computers (n=2)

I was not sure about some bulb types so I ended up ordering more than I needed
No suggestions / don’t know

Helpfulness of energy savings estimate per bulb (n=25)
®

I already knew what energy savings to expect / did not need this information (n=7)
Estimates are not clear to me / not sure what numbers mean / not sure they are accurate
(n=4)

I did not purchase these bulbs because of the energy savings (n=2)

Estimates should compare all bulb types (not just a comparison with incandescent bulbs)
(n=2)

The bulbs I ordered were not what I expected (wrong size, too bright, etc.)

Lower energy consumption entices you to leave lights on all day long, like my outdoor
bulbs. I've changed my practices when it comes to outdoor light fixtures, I leave them on
all day now.

No suggestions / don’t know (n=9)

Satisfaction with delivery time for bulb order (n=19

Delivery time should be no more than three days (n=2)
Delivery time should be no more than about a week (n=8)
Delivery should be quicker in general (n=4)

Part of my order was delayed (backordered items)

No suggestions / don’t know

Ease of navigating website (n=18)

The organization of the site made it hard for me to find what I was looking for / too much
clicking around (n=9)

Make it easier for people who are not as proficient with computers (n=3)

I am proficient with computers and I found this site difficult to navigate

Allow me to bookmark the items I am interested in
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