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When asked if their inability to find what they were looking for had an influence on their 
decision not to buy bulbs at the Store, 21.4% agreed that it did. Among these customers, 10.7% 
could not find the specific items they wanted and 3.6% did not find the prices they wanted; the 
remaining 7.1 % could not find the information they wanted in order to make a purchase decision. 
These respondents wanted more information on bulb lifespan, light color, brightness, and 
wattage comparisons with incandescent bulbs. The following customer quotes provide specific 
examples: "/didn't know if I was getting the right bulb for one of my lamps. I wish they would 
simplify the bulb uses and give a comparison to an equivalent incandescent bulb, especially in 
regard to watts," and"/ wasn't sure about the color spectrum of each of the bulbs." 

Product Descriptions 
Among non-participants who actually visited the Savings Store, opinions of the bulb descriptions 
are quite favorable with an average score of 8.6 (Figure 29). Half (50.0%) of the visiting non­
participants rated the bulb descriptions at either a "9" or "10 out of 10." Just 14.3% gave ratings 
of "7" or lower, while 10. 7% said they were unsure or that the question did not apply. In a 
follow-up question, just one customer (1.8%) indicated that the bulb descriptions had an 
influence on their decision not to purchase bulbs at the Store, saying "In this economy I'm 
looking for the best ways to save money," implying that they found other alternatives more 
attractive. 
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Figure 29. Satisfaction with Bulb Descriptions 

When respondents who gave ratings of "7" or lower were asked how the bulb descriptions could 
be improved, most said that they want more information, including more consistent technical 
specifications, further details regarding the color spectrum, and more comprehensive 
explanations about lumen and wattage comparisons to better judge the brightness of the bulbs. 
Other respondents desired more information about bulb warranties, the advantages of CFLs over 
incandescent lighting, and how the various bulbs sold at the Store can be used. They gave the 
following very specific and helpful comments. 

• I was basically comparing the wattages and not really considering the descriptions. 
Perhaps an interactive graph with watt comparisons of CFLs and LEDs to incandescents. 
We all are more familiar with incandescent watts, so being able to compare the new 
lights to those would be an understandable form of measurement. 

• I wasn't sure about the color spectrum of each bulbs. There needed to be more technical 
specifications. 

• Some of the bulb descriptions seemed incomplete, as though only half of the description 
was entered Some descriptions were very complete; some seemed cut off 
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• The descriptions were not complete. Which bulbs to use for each purpose were not 
clarified well. Switching.from incandescent to energy efficient bulb comparison examples 
should be shown for each bulb available at the Savings Store. 

• I don't understand the coil-y bulbs or why I should use them. 

• I was looking for more information about the warranty. 

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 non-participants were asked to rate the helpfulness of the energy savings estimates 
on a ten-point scale where "10" is most helpful. Although responses span the range from "l" to 
"10", 42.9% gave ratings of "9" or "10 out of 10." The mean rating is 8.1, indicating that the 
energy saving estimates are considered generally helpful even among those Duke Energy 
customers who did not make a purchase from the website (Figure 30). 
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Figure 30. Helpfulness of Energy Savings Estimates 
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Among the 19.6% who gave ratings of "7" or lower, suggestions for improvement included 
providing "realistic estimates instead of maximum bulb lifetime estimates" and the ability to 
easily compare the energy savings from different bulbs, perhaps with color coding. One 
respondent wanted to know about the credibility of the savings estimates, explaining "The 
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percent savings doesn't help me. I didn't know what the science or representations were for those 
savings. I would have liked to know the credentials and sources where they are getting their 
energy savings from. "34 Another respondent found the savings estimates to be less than helpful as 
well, albeit for entirely different reasons. This person explained she felt little incentive to save 
energy, since:"/ am on a fixed rate so I did not pay much attention to the savings estimates 
because it won't have any effect on my bill." 

When respondents were asked ifthe energy savings estimates had any influence on their decision 
not to make a purchase from the Savings Store, 91.1 % said that it did not, while only 3 .6% said 
that it did influence them and 5.4% were unsure. One respondent who was influenced by the 
energy savings ratings indicated that the ratio of bulb cost to energy savings was beyond their 
range. 

In a related question, visiting non-participants were asked ifthe financial savings estimates given 
by the Store had any influence on their decision not to make a purchase. The vast majority of 
respondents (82.1 %) said that it did not, and some 7.1% were unsure. However, among the 
10. 7% of respondents who indicated that the estimates did influence their decisions, the primary 
concern involved the initial bulb acquisition costs, including shipping. This concern was well 
summarized by one respondent who said "!figured that there was not enough savings over time 
to do away with all of the bulbs I currently have installed. Mainly meaning that the overall initial 
investment of buying new bulbs surpassed the amount I could ever save in energy. I just don't see 
the savings." With this statement in mind, TecMarket Works suggests that Duke Energy may be 
able to address this concern on the Estimated Savings tab, which is the point on the Store website 
where customers are most likely to raise this objection. One possibility could be to upgrade to 
the existing energy savings calculator, or to design a new web application, to help customers to 
calculate payback periods based upon specific bulb costs, shipping fees, and estimated annual 
savings. Of course, TecMarket Works simply offers this as an idea since the costs of the 
programming required could offset its potential benefits. 

Store Pricing 
Among Store visitors, 55.4% ofrespondents indicated that they recalled seeing discounted 
pricing during their visit, while 26.8% had no recall and another 17 .9% said they were unsure. 

Non-participant satisfaction with specialty bulb pricing at the Savings Store averages 7.4 on a 
ten-point scale where "1 O" is most satisfied, with 3 2.1 % rating their satisfaction at "9" or "10 out 
of 1 O", compared to 41.1 % who gave scores of "7" or lower (Figure 31 ). When asked why they 
gave scores of "7" or lower, all of these respondents mention pricing in some regard, usually 
stating a desire to save even more than the discounts provided. Their reasons are summarized as 
follows. 

• Wanted lower prices (n=8) 
• Found lower prices elsewhere (n=7) 

34 Note: On the Store energy savings are explained in terms of electric demand in Watts, utilization (hours per day), 
and annual use (kWh), as well as annual electricity savings (kWh), annual carbon savings (pounds), annual dollar 
savings, and expected product life. For additional details, customers are referred to the EIA website at 
http://www.eia.gov/electricity/monthly/ and http://www.eia.gov/oiaf/1605/ee-factors.html. 



• Store prices did not offset shipping costs (n=3) 
• Wanted prices to be lower than found elsewhere (n=2) 
• Never purchased CFLs before so did not know pricing 
• Could not compare prices since did not have specific items in mind 
• Thought prices were fair 
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When asked ifthe Savings Store's pricing had any influence on their decision not to buy bulbs, 
67.9% said it did not, while 32.1 % said that it did. Among those who said they were influenced, 
a variety of reasons were given, including concerns about shipping costs and an inability to 
afford any purchase at the time, though the most frequently cited reason is that the Store's prices 
are higher than those at local retailers and other online sources. TecMarket Works does not 
consider this last reason about less competitive pricing to be a negative mark against Duke 
Energy's pricing. On the contrary, we consider this finding to be a clear indication that these non­
participants are sufficiently interested in specialty bulbs that they are making their purchase 
decisions based on favorable price comparisons between similar energy efficient bulbs, rather 
than making decisions about whether to buy energy efficient specialty bulbs or their less efficient 
incandescent and halogen counterparts. 
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Although none of the 56 visiting non-participants surveyed made purchases at the Savings Store, 
they were nonetheless asked if they had placed items in the shopping cart: Fourteen respondents 
or 25.0% indicated that they had. These respondents were asked to rate how easy it was to use 
the shopping cart on a ten-point scale where "10" means easiest and "1" means most difficult. 
Almost three quarters (71.4%) rated the shopping cart at "9" or "10 out of 1 O", and none gave a 
rating oflower than "7". The average rating is 9.3 while the median and mode are both "10 out 
of 10." A follow-up question asked ifthe shopping cart had any influence on their decision not to 
make a purchase, and none of these respondents indicated that this was the case. Thus, the 
shopping cart is considered easy to use and is not an impediment to sales. 
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Figure 32. Satisfaction with Ease of Using Shopping Cart 
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The 14 respondents who placed items in their shopping carts were asked if they started the 
checkout process, and four indicated that they had. These customers were asked to rate the ease 
of checkout on the same ten-point scale; their ratings range from "5" to "10" and average 7.8. 
When the person giving a rating of "5" was asked how the shopping cart could be improved, they 
suggested "It would be nice to have other payment options like paying on your bill." 

When these four shopping cart users were asked if any elements of the checkout process 
influenced their decision not to make a purchase, two of the four customers said it had not. 
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Among the two said yes, one respondent explained, "/think there was some sort of limitation on 
how many bulbs we could buy." The other did not have a credit card handy. 

In a related question, all 56 Store visitors were asked what form of payment they would have 
preferred should they have decided to make a purchase. A large majority of 85. 7% said that they 
prefer to pay by credit card, while 1.8% like to pay via money order, 1.8% wanted to pay on their 
monthly bill, and 1.8% indicated they were unsure. However, the remaining 8.9% of respondents 
report that they would want to be able to make their purchase using PayPal. This is not currently 
an option on the Store website, but Duke Energy anticipates adding that functionality after a 
major e-commerce platform upgrade scheduled for the first quarter of 2015. 

Shipping and Delivery 
Nearly three-quarters of visiting non-participants (73.2%) reported that they did not notice 
shipping or delivery details and another 3.6% said that they could not recall. However, among 
the thirteen respondents (23 .2%) who did remember shipping details, recollections were mixed. 
Some customers recall the shipping costs, mostly in the context of how high they thought these 
costs were. For instance, one non-participant said "/noticed the price of shipping. I'd rather go 
to a store to buy something than pay for shipping", while another respondent said "/noticed the 
rather exorbitant shipping cost for two bulbs." 

When asked if shipping methods had any influence on their decision not to make a purchase 
from the Savings Store, six of the 13 respondents (46.2%) said that it did not, while a majority 
(53 .8%) reported that shipping was a factor in their decision-making process. Among this group, 
five felt that shipping costs were too high, and in several cases they expected free shipping. The 
sixth customer was more concerned about bulbs being damaged during delivery: "When I 
received my free light bulbs from Duke Energy'sfree CFL program some of them didn't work. 
Light bulbs are fragile and can break when being shipped." 

Store visitors who recalled shipping details were asked if delivery times were a factor in their 
decisions not to make a purchase; only one out of these thirteen survey respondents (7.7%) 
indicated that they were. This customer explained, "/don't like having to wait around for a 
shipment, not knowing when it's going come to my house is something I dislike." 

Influence of Store on Decision Not to Make a Purchase 
Despite the fact that visiting non-participants never made a purchase from the Duke Energy 
Savings Store, they collectively reported that the website design and features of the Store had 
little to do with their decisions not to buy energy efficient specialty bulbs (Table 80). Rather it 
was bulb pricing that proved to be the most decisive factor with 32.1 % ofrespondents citing an 
influence. Among the Store's various website elements, visitor ability to find desired items was 
the most frequently mentioned factor with 21.4% of all visiting non-participants citing it. 
However, in several cases these survey responses referred to the fact that the Store did not stock 
a specifically desired specialty bulb rather than that the website was difficult to navigate. 
Shipping costs ranked as the third most influential Store element with 10. 7% of respondents 
making mention of it, yet for the remaining non-participants shipping was either no influence 
(12.5%) or not applicable (76.8%) because it was not a consideration. Product descriptions and 
energy savings estimates tied for the least influential of all website elements, each with 91.1 % 
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saying they had no effect, compared to just 3.6% who claimed an influence and 5.4% who were 
unsure. 

Tab I e 80. Influence on Decision Not to Buy From Store (N=56) 

Website Element %Claiming %Claiming % Not Sure %Not 
Influence No Influence of Influence Appllcable 

Bulb pricing 32.1% 67.9% 0.0% 0.0% 

Ability to find desired 
21.4% 75.0% 3.6% 0.0% 

items 

Shipping methods/costs 10.7% 12.5% 0.0% 76.8% 

Financial savings 
10.7% 82.1% 7.1% 0.0% 

estimates 

Payment options 3.6% 3.6% 0.0% 92.9% 

Energy savings estimates 3.6% 91.1% 5.4% 0.0% 

Product descriptions 3.6% 91 .1% 5.4% 0.0% 

Delivery times 1.8% 21.4% 0.0% 76.8% 

Shopping cart 0.0% 25.0% 0.0% 75.0% 

Satisfaction with and Impressions of the Savings Store 
Satisfaction is relatively high among visiting non-participants who visited the Savings Store 
despite the fact that they did not make a purchase. Among the 56 visiting non-participants 
surveyed, the average satisfaction rating for the Duke Energy Savings Store is 8.1 on a ten-point 
scale where "1 O" is best. In all, 41.1 % ofrespondents rated their satisfaction at "9" or "10 out of 
10," although an almost similar number (37.5%) rated their satisfaction at "7" or lower (Figure 
33). 
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Twenty one respondents gave scores of "7" or less; these customers were asked what could be 
done to improve their satisfaction, and 18 provided suggestions. These suggestions are listed 
below; lower bulb prices and less expensive shipping are mentioned most frequently. 

• Lower bulb prices (n=5) 
• Free or less expensive shipping (n=5) 
• Better bulb selection/more selection (n=2) 
• Better bulb comparisons (n=2) 
• Hand delivery by Duke Energy employees 
• Better bulb descriptions 
• Better email messages 
• Allow smaller purchases 
• Sell products made in America 

What Non-Participants Liked Most About the Savings Store 
When non-participant visitors were asked what they liked most about the Savings Store, bulb 
prices was the most frequently cited attribute with nearly one third of visitors (32.1 % ) 
mentioning them. The ease and convenience of online shopping ranked close behind (28.6% ), 
while ease of website navigation ( 16.1 % ) and the large bulb selection ( 10. 7%) also fared well. 
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Other reasons were given by fewer than one in ten survey respondents. A summary of reasons is 
shown in Table 81. 

Table 81. What I L "k d M t Ab t th S . St s I e OS OU e avm2s ore 

Response Count 
Percent 
(N=56) 

Bulb prices 18 32.1% 
Online shoooina 16 28.6% 
Easy to naviaate and find items 9 16.1% 
Large bulb selection 6 10.7% 
Bulb descriptions 3 5.4% 
Ordering via mail 2 3.6% 
Helos save enerav/lower bills 2 3.6% 
Easv to access the Store 2 3.6% 
Bulb comparisons 1 1.8% 
Don't know I not soecified 8 14.3% 

Note: Multiple responses were allowed per participant. 

What Non-Participants Liked Least about the Savings Store 
When asked what they liked least about the Savings Store, half ( 48.2%) of visiting non­
participants could not name anything. Among those who did offer criticism, bulb prices ( 16.1 % ) 
again topped the list, revealing that the same program attributes will naturally appeal to some of 
Duke Energy's customers and not to others. The full list of customer criticisms about the Store is 
show in Table 82. 

Table 82. Wh t . Lik d L t b t th S . St 8 IS e eas a ou e &VIDES ore 

Response Count 
Percent 
(N=56) 

Bulb prices 9 16.1% 
Shipping costs 4 7.1% 
Limited bulb selection 4 7.1% 
Online shopping 3 5.4% 
Difficult to access the Store 3 5.4% 
Better bulb descriptions 2 3.6% 
Could not find desired items 2 3.6% 
Shipping methods 1 1.8% 
Being required to buy more than needed 1 1.8% 
Wanted different bulb brands 1 1.8% 
Lack of incandescent comparisons 1 1.8% 
Large bulb selection 1 1.8% 
Difficult to navigate and find items 3 5.4% 
Nothing 27 48.2% 

Note: Multiple responses were allowed per participant. 
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