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This report was prepared by Navigant Consulting Ltd Navigant for the Independent Electricity System Operator The work

presented in this report represents Navigants professional judgment based on the information available at the time this report was

prepared Navigant is not responsible for the readers use of or reliance upon the report nor any decisions based on the report

NAVIGANT MAKES NO REPRESENTATIONS OR WARRANTIES EXPRESSED OR IMPLIED Readers of the report are

advised that they assume a I iabilities incurred by them or third parties as a result of their reliance on the report or the data

information findings and opinions contained in the report
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EXECUTIVE SU MARY
CY CONTEXT 2013 LTEP

TO ER AND MARKET ENGAGEMENT AND SATISFACTIO

2013 Long Term Energy Plan LTEP contains several statements related to Customer and Market

Engagement and Satisfaction examples include

Stability and Choice

There will be ongterm stable funding for conservation so that customers and Local Distribution Companies LDCs have

the certainty they need to implement and deliver programs

Customers will be given more program choice along with streamlined oversight and administration

Awareness and Information

There will be renewed efforts to deepen consumer awareness of conservation and more broadly of the electricity system

The Green Button Initiative will give consumers access to their energy data and the ability to connect to mobile and web
based applications so they can analyze and manage their energy use

To help consumers choose the most efficient products for their homes and businesses Ontario will provide information

and incent yes it will also continue to show leadership in establishing minimum efficiency requirements for products such

as water heaters clothes dryers te evisions fluorescent lamps motors and boilers

ProgramSector Specific

Conservation programs for lowincome residential customers will be improved

For Aboriginal communities the role of LDCs in the delivery of conservation programs will be enhanced particularly for on
reserve First Nation customers

Industrial and transmissionconnected customers will continue to have access to the Ontario Power Authoritys OPAs
conservation programs which will be expanded to facilitate broader program choice and financing flexibility

Other

The government will work to make new financing too s available to consumers starting in 2015 including on bill financing

for energy efficiency retrofits
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MARCH 31 2014 AS AMENDED
EXECUTIVE SU MARY

CY CONTEXT CONSERVAT

TO

N FIRST FRAMEWO

MARKET

RK REC ON

ENT AND

Guiding Principles

1 Distributors are the face of electricity conservation to their customers in all sectors

3 Customers will be given more CDM program choice along with streamlined oversight and administration

6 While there will be CDM programs available for all residential commercial and industrial sectors the

value of CDM investments may be higher in some sectors than others

7 There will be renewed efforts to deepen consumer awareness of CDM and how it relates more broadly to

the electricity system

8 CDM programs for lowincome residential customers will be improved

9 The role of Distributors in the delivery of CDM programs to on reserve First Nation customers will be

enhanced

CDM Conservation and Demand Management
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MARCH 31 2014 AS AMENDED
111 EXECUTIVE SU MARY

CY CONTEXT CONSERVAT

TO

N FIRST FRAMEWO

MARKET

RK REC ON

ENT AND

31 a core set of Province Wide Distributor CDM Programs for the following segments to make available

for delivery in Distributors licensed service areas
Residential Lowincome Small business Commercial including

multi family buildings Agricultural Institutional Industrial

32 Province Wide Distributor CDM Programs will balance the value of flexibility for some program
customization to meet local andor regional needs with the value of offering consistent CDM measures to

customer segments across all Distributor service areas

33 The OPA shall support Distributors in designing Local Distributor CDM Programs for specific industry

concentrations or customer segments that require unique approaches to achieve electricity savings such as

on reserve First Nation customers

35 x The OPA andor Distributors shall provide enhanced coordination for administrative and delivery

efficiencies efforts with regard to consumers with multiple locations across several licensed areas
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111 EXECUTIVE
CY CONTEXT I

TOMER AN

2

L3

MARY

MARKET ENGAGEMENT AND

Guiding Principles

1 The Industrial Accelerator Program will be available to new and existing industrial commercial and

institutional customers which are directly or indirectly connected to the IESOcontrolled grid

2 Industrial Accelerator Program will facilitate broad choice including without limitation programs offering

incentives for eligible process optimization retrofits new construction and energy managers The Industrial

Accelerator Program will also facilitate flexibility in respect of financing projects

3 provide financial incentives to participating customers that are sufficient to generate attractive rates of

return for CDM projects

4 administration of the Industrial Accelerator Program will be streamlined and simplified where

appropriate to encourage greater participation in the program

31 iii OPA siall where appropriate coordinated Industrial Accelerator Program with natural gas
distributors to achieve convenient integrated programs

Industrial Accelerator Program Industrial Accelerator Program
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Navigant was engaged by the IESO to complete the midterm Framework Review for the Conservation First Framework and

Industrial Accelerator Program Issues were identified by the IESO and grouped into eight major topics that will guide the

Framework Review through four key activities outlined below This report is the topic based report communicating the current

state of Customer and Market Engagement and Satisfaction

Topics

Customer and

market

engagement and

satisfaction

Definition of CDM

Collaboration

Governance

operations

Planning

integration

Non energy
benefits

Climate chan

Report Date

March 16

April 20

April 20

May 18

June 15

July 13

July 13

Budgets targets

cost effectiveness
August 17

Topic reports

Summarize the

current state of

each theme

eg existing

operations

policies

progress
decisions etc
and are used as

a basis for

market

research

9 I 0201 7 NAVIGANT CONSULTING LTD ALL RKHTs RESERVED

Objectives

To confirm

and enhance

content of the

topic reports

To gather

insights into

future

framework

improvements

design and

delivery

May to Augus

Research analysis

market research inform

potential modifications

Costbenefit and gap

analysis to scope

opportunities

Consolidated list of short

term within 1 year
mediumterm before

2020 and longterm

post 2020 opportunities

for prioritization by the

IESO

SeptemberOctober

Consolidation of findings

feedback and identification of

issues and opportunities

Methodologies and approach

clearly discussed

Out of Scope
New mass market research

201114 framework indepth

analysis

New program design

LDC Midterm incentive

Evaluation Measurement

Verification protocols

Codes and Standards

November to February
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EXECUTIVE SU
LMI ON AN M ETH

ilA RY

Th s report wi I ana yze available information and begin to explore the issues and opportunities of the key questions and focus

areas listed below pertaining to the Customer and Market Engagement and Satisfaction topic

Key Questions

Are programs meeting the needs of the

customer

Is the framework itself creating

challenges for the customer or market

actors who could support CDMDemand
Side Management DSM
Are there any customer or sector specific

gaps in the framework

How can the customer experience be

improved

How do customers view the Save on

Energy brand

How can customers perception of the

Save on Energy brand be improved

10 i C20 I 7 NAV iGANT CONS Li LT INS T D ALL RKHTS RE Ei RV

OC us Area

I Conservation First FrameworK

A Brandprogram awareness and customer relationships

B Challenges of coordination across multiple utilities

C Customers with facilities across multiple territories

D Variation in program offering across the province

E Customer satisfaction with programs

F Channel participation insupport for programs

G Efficacy of current approach barriers to entry

II Industrial Accelerator Program

A Active and non participants efficacy of current

approach

B CDMDSM integration into business practices

C Awareness and understanding of programs

D Channel participation insupport for programs
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EXECUTIVE SU
101 dierligiR

ERVAT1

MARY
ER AN D MARKET EN

FIRST FRA

GAG EMENT AN SATIS FACT

MEWORK SCORECARD

The preliminary scorecard i lustrated below wil be used to evaluate Customer and Market Engagement and Satisfaction in

the Conservation F rat Framework for both the current state and future state assessments

ETRIC SUB M ETRIC

Brand Awareness

Brand Trustworthiness

Customer

Satisfaction

RESULD

69

89

Satisfaction with Retrofit 91
program

Satisfaction with Heating 94
Coo ing program

Satisfaction with Coupon

program

93

TRE

Minimal less than 5 percentage points year over

years change in the metric relative to prior years

Increase in the metric relative to prior years

edreaSe in the rridtiic refativer

C20 I 7 NAV i GA N T C NS Li LT INGLT D ALL

TREN

MAWR

NDICATOR CRITERIA

2016 of brand awareness brand and brand

with description Power Whats Next Survey

Responses from general residential population

2016 of brand awareness brand and brand

with description Power Whats Next Survey

Responses from general residential population

of program participants in 2016 that reported

their participation met expectations or

exceeded expectations as per Customer

Satisfaction and Business Customer Experience

surveys Responses from program participants

Metric is on track against what will vary by metric eg forecast

benchmark expectations etc

Metric indicates there is an opportunity for improvement

Metric is in progress continue to monitor

NAVIGANT
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N 1 EXECUTIVE SU
SCO RE CARD CUSTOM

CONSERVATION F

MARY
ER AND MAR

The preliminary scorecard i lustrated below wil be used to evaluate Customer and Market Engagement and Satisfaction in

the Conservation F rat Framework for both the current state and future state assessments

ILETRIC

Market

Share

Program
Penet rat i

on

B M ETRI14

Participation rate Heating

Coo ing program

Participation rate Coupon

program

of savings achieved in 2015

and 2016 vs achievable

potential in 2015 and 201623

Residential

Business

of reported savings

achieved in 2015 and 2016 vs

CDM Plans23

Residential

Business

RESU

60

35

70
126

68
80

TREND CATOR CRITERIA

eligible customers that participated as per

Longitudinal Mass Market Research Survey and

Power Whats Next surveys Responses from

general residential population

persisting energy savings acquired in 2015

plus new energy savings acquired in 2016 as

compared to energy savings as per the

achievable potential study in 2015 and 2016

Metrics do not ref ect progress to COM Plan

persisting energy savings acquired in 2015

plus new energy savings acquired in 2016 as

compared to energy savings forecast by LOCs in

their COM Plans for the years 2015 and 2016

Note 2 includes 2015 verified results and 2016 unverified results

Note 3 Approximately 67 percent of 2016 progress consists of persisting savings from 20112014 framework projects completed in 2015

TRE

Minimal less than 5 percentage points year over

years change in the metric relative to prior years

Increase in the metric relative to prior years

ecrease in the me nc re a iv pr

I 2 i C20 I 7 NAV i GA NTCONS Li L TNG LTDL R KHTs R RV E D

MAWR
Metric is on track against what will vary by metric eg forecast

benchmark expectations etc

Metric indicates there is an opportunity for improvement

Metric is in progress continue to monitor
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SECTION 1 EXEC
SCORECARD

UTIVE SUMMARY
LSInitematrallia

The preliminary scorecard Ilustrated below will be used to evaluate Customer and Market Engagement and Satisfaction in

the Industrial Accelerator Program for both the current state and future state assessments

Uri ETR C BM ETRIC

Customer Satisfaction

Brand Awareness

Brand Trustworthiness

Market

Share

of participating

customers

Number of projects

Energy Customers with energy

Managers managers

RESU

NA

NIA

NIA

85

3

25

TRE

Minimal less than 5 percentage points year over

years change in the metric relative to prior years

Increase in the metric relative to prior years

ecrease in the me nc re a iv pr

C20 I 7 NAV I GA NTCONS LTINGLT D ALL RIGHTS RE RV E D

NA

NA

NA

NA

DICATOR

ND ICA 0 CRITERIA

Metrics not tracked for Industrial Accelerator

Program market research will inform the metric

Metrics not tracked for Industrial Accelerator

Program market research will inform The metric

Metrics not tracked for Industrial Accelerator

Program market research will inform the metric

of eligible customers that have participated

ncrease fl of projects from 2015 to 2016

of eligible customers with IESO funded

energy managers

Metric is on track against what will vary by metric eg forecast

benchmark expectations etc

Metric indicates there is an opportunity for improvement

Metric is in progress continue to monitor

NAVIGANT
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ECTI N t EXECUTIVE SU
V CURRENT STATE SU

MARY
MARY

OBSERVATIONS

How do customers view the Save on Energy brand How can customers perception of the Save on

Energy brand be improved

Brand awareness was high as of December 2016 at 69 of the general residential population surveyed
Brand trustworthiness as of 2016 continues to be high at 89 of those surveyed
Save on Energy Brand Image remains very positive among Ontarians aware of the brand 55 to 81 of

Ontarians agree to positive statements about the attributes of Save on Energy

Preliminary research provides a good foundation of the pulse of brand awareness and trustworthiness

Further research on the brand will not be necessary under the Midterm Review as IESOs tracking studies

will continue through to 2020 Midterm Review continue to monitor results of IESO research

Are programs meeting the needs of the customer How can the customer experience be improved

Retrofit program customer satisfaction scores remain high scores of 94 in 2014 and 92 in 2016

Large businesses know what it takes to conserve 87 state they are at least somewhat knowledgeable
about what it takes to reduce electricity consumption
Research is showing strong customer satisfaction metrics for consumer programs over the past three

years Heating Cooling 92 and Coupons 92 average over 3 year period
76 of Heating Cooling participants and 76 of Coupon participants were likely to participate in Save

on Energy programs the future

Preliminary research begins to identify areas of focus for further research eg barriers

Potential for further investigation into programs not investigated through existing IESO commissioned

market research ie all programs with the exception of Retrofit Coupons and Heating Cooling

14 C20 I 7 NAV iGANT CONS Li LT N T D ALL cKHTS RE NAV IGANT
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ECTI EXECUTIVE SU
V CURRENT STATE SU

MARY
MARY

OBSERVATIONS

Are there any customer or sector specific gaps in the framework

There are programs available to all segments residential small commercial large commercial
CDM plans focus target achievement energy savings on business customers

Small business customers are 5 of anticipated target achievement energy savings from the

small business lighting program and other localregional programs targeted towards small

businesses
Business customers not including small business are anticipated to capture 76 of target

achievement energy savings as per CDM Plans

The Achievable Potential Study indicates available energy efficiency opportunity in the residential

sector with possible limitations in the shortterm for the business sectors

Preliminary research provides a baseline understanding from a program and general awareness
attitudes perspective eg when customers think of energy efficiency and Save on Energy what are

they thinking of how do they obtain program information etc
Potential for further investigation into meaningful gaps in both programming and framework eg are

small business anc residential programs sufficient to reach potential and meet customer needs
Potential to complete further research into opportunities beyond the business segment
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ECTI 111 EXECUTIVE SU
V CURRENT STATE SU

MARY
MARY

OBSERVATIONS

s the framework itself creating challenges for the customer or market actors who could support
CDIVIDSM

There appears to be increased engagement in the business sector through energy managers
channel and multisite customers 82 of large companies in 2015 reported to have paid attention to

managing their electricity annually or more which is up 5 from 2014
46 of large customers hear about business programs from channel and supply chain contractors

and distributors

Preliminary research provides a baseline understanding of select program barriers and attitudes eg
decision makers thoughts about managing energy use
Potential to investigate any challenges and satisfaction among market actors serving customers with

properties in multiple territories

Seek to understand Industrial Accelerator Program non participant barriers andor reasons for non

participation in the Industrial Accelerator Program
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ECTION
11OVERVI

i

This slide provides a schematic and summary points that are intended to provide a basel

interact with the Conservation First Framework and Industrie

Summary and Key Points

Industrie Accelerator Program is

delivered to transmissionconnected

customers via the IESO through

account managers

Conservation First Framework

programs fall into four categories

province wide pilot localregiona and

centrally delivered

Province wide and centrally

delivered programs are available to

all eligible Ontario customers

connected to the distribution system

Localregional program coverage

varies by UDC as do pilot programs

IESO undertakes province wide

marketing using the Save on Energy

brand

LOCs must comply with brand

standards and also undertake marketing

efforts to reach their customers

Province wide programs are modified

via collaborative working groups as per

the Energy Conservation Agreement

Ilita
Government

leIndependentElectricity

System

Operator

Local

Distribution

Companies

Cuslomeis

Evaltial ors

ANatural
Gas

Ontario

Energy

Board

Third party

TChannel

16 i2017 NAVIGANT CONSULTING L ALL

Accelerator Program

DESIGN

Industrial Accelerator

Program

Conservation First Frame

A WORKING
UI GROUPS

PROVINCE

Through sectorbased

Working Groups

ne understanding of how customers

DELIVERY

Account

Managers 4

OVERNANCE

GRAMS Central

Atte Services

Conservation Fund PILOPLOITAIMEGIONAL
Market TranstomiationAM

Whole

Herne

P4P

tz t1REGIONAL b a
COLLABORATION

BRAND 43 MARKETING

Oro
Ptov inceWide

410 Marketing

I

Brand

Standards

Mon itor

Approve
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ECTION
OVERV

PO RI ORGANIZATION

This report wil be organized by the sections outlined in the table below The sections are

focus areas identified

Se ti

Brand

awareness and

trustworthiness

Program
awareness

Customer

satisfaction

Program

penetration

Market share

Overall awareness of the Save on Energy brand

from the broader population Opinions about and

associations with the Save on Energy brand

Awareness of individual programs from the

broader population Focus on Retrofit Heating

Cooling and Coupons

Customer satisfaction from participating

customers for specific programs Focus on

Retrofit Heating Cooling Coupons and Home
Assistance Program HAP
Review of participationactivity in programs to date

against achievable potential Additional

investigation into barriers Specific investigation

into program delivery models eg multisite

energy mangers etc

Review of current program offerings at the local

and province wide level General attitudes of

conservation

C20 I 7 NAV iGANT CONSULT 1143 LTD ALL GH Ts RESERVED

esigned to address one or more of the

Brandprogram awareness and customer

relationships

Brandprogram awareness and customer

relationships

Customer satisfaction with programs

Barriers to entry

Efficacy of current approach

Challenges in coordination across multiple utilities

Customers with facilities across multiple territories

Channel participation insupport for programs

Variation in program offering across the province

Efficacy of current approach

CDMDSM integration into business practices

NAVIGANT
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SECTION 2 INTRO
It APPROACH

N AND M ETH OD

Navigants approach to analysis for topic reports is outlined in this graphic

INPUTS

Public Reports IESO LDC Data

IESO Market

Research

Evaluation

Measurement

Verification

Reports

IESO Surveys

IESO Brand

Research

Customer Engagement Research

T20 7 N6 P1A1`ri 111

reate scorecard and

bservatIons to inform

xt phase of the review

NAVIGANT

I ESON0026897



SECTION 3
CURRENT STATE
OF AFFAIRS

I Brand Awareness Trustworthiness

II Program Awareness

III Customer Satisfaction

IV Program Penetration

V Market Share
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ENE RRENT STATE
ESS TRUSTWO

Focus area

Brand awareness trustworthiness

Overall awareness of the Save on Energy brand from the broader population Opinions about and

associations with the Save on Energy brand

Brandprogram awareness and customer relationships

This section will primarily review metrics associated with the Save on Energy brand as evaluated through the

IESO commissioned Power Whats Next Campaign research This section will first discuss overall brand

awareness and trustworthiness followed by brand attributes

Observations

Brand awareness continues to be high at 69 and increased throughout the Power Whats Next Campaign
Brand trustworthiness continues to be high at 89 Power Whats Next Campaign
Save on Energy Brand Image remains very positive among Ontarians aware of the brand as 55 to 81 of Ontarians agree

to positive statements about the attributes of Save on Energy

The highest attribute is Save on Energy Is trustworthy at 89
The lowest attribute is Save on Energy helps people and businesses in Ontario be more successful at 55

Additional Insight to be gained through market research

Further brand research wil not be required as IESO tracking studies will continue

Programs and customer segments not tracked through existing research eg small business and Industrial Accelerator

Program customers

23 I 02017 NAVIGANT CONSULTING LTD ALL RKHTs RESERVED NAVIGANT
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ENE RRENT STATE
ESS TRUSTWO

IESO and Ipsos Power Whats Next Campaign Effectiveness Research December 2016

The Save on Energy Power Whats Next campaign launched on June 13 2016 Surveys are being

done to measure brand awareness brand attributes and effectiveness of the campaign This report

includes results from the December wave of research

Number of survey participants

TOTAL

Aware of Save on tnergy

Pre launch

803

421

1

1000

511

77
Aware of

ifaise 174Power Utthats Next campaign
awarnoeso

3

1001

491

201

9

185

120

35

10

220

149

50

11

186

120

35

12

131

87

23

13

136

19

14

154

103

48

WEEK
17 18

132 156

90 111

34

13 20

182 101

118 63

47 25

21

48

21

22 23 24 25 26 37

111 235 111 104 167 192

82 185 i 102 154

35 78272754S8

IESO and Ipsos Business Energy Conservation Attitudes and Behaviour ECAB Research Supply
Chain Perspective 2015

Interviews conducted by Ipsos Reid to better understand the electricity conservation marketplace

including attitudes about managing electricity participation in and opinions of incentive programs from

customers and attitudes and opinions about programs and services to manage electricity consumption

Participant Group

Customers Large Building Owners and Property

Managers

Supply Chain Serving Large Customers

Supply Chain Serving Small and Mediumsized Customers

24 I C2017 NAVIGANT CONSULTING LTD ALL RiGHTS RESERVED

Number of

Completed

Interviews

n=200

n=101

Margin of Error

495

69

+ 98

MEW 48
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NERGy BRAND A ST

100

80

60

0

20

°A Top 2 Box Average for Dec 2016

69

Recognize Brand Recognize Brand with Description

71 e44

20

7

65 66

78

621

2 23 24 25 26 27

AFTER OF WEEKS
PRE LAUNCH

o Aua 15 wio Nov 7 wio Nov 28 wo Dec

Asked of BM of general population survey participants Brand name only Have you ever heard of Save on Energy
Brand wIdescription Save on Energy show logo provides Ontarians with a wide variety of incentive programs and tips to help manage electricity use in the home save

money and help the environment Having read this description is this what you believed the program to be

25 IC2017 NAVIGANT CONSULTNIG LTD ALL RKHTs RESERVED NAVIGANT

I ESON0026897
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Trustworthiness of Save on Energy among general population

2016

m Extremely trustworthy

0 Not at all trustworthy

im Somewhat trustworthy

Dont know

89 of respondents

found Save on Energy

trustworthy in 2016

Asked of those aware of Save on Energy Based on your understanding of Save on Energy please rata how strongly you agree or disagree with the following

statements Is Trustworthy

NAVIGANT NLL TO ALL RKtHTS RESERVE NAV1GANT

I ESON0026897
Source 1ESO and Ipsos Power Whats Next Campaign Effectiveness 2016



The highest attribute is Save on Energy Is trustworthy at 89
The lowest attribute is Save on Energy helps people and businesses in Ontario be more successful at 55

Is trustworthy

Encourages people to make energy efficient choices for their homes

Helps increase the energy efficiency of my home

Encourages Ontarians to talk about energy efficiency

Benefits my community

Helps me save on my energy bills

Makes me feel better

Increases the comfort and value of my home

Helps people and businesses in Ontario be more successful

89
81
70
67
67
65
57
56
55

33
30
23
22
22
23
18

16
20

Asked of those aware of Save on Energy Based on your understanding of Save on Energy please rate how strongly you agree or disagree with the following

statements eg Is Trustworthy Encourages people to make energy efficient choices for their homes etc

201INAVIGANT NLL ALL RK1HTS RE9ERVE NAV1GANT

Source IESO and I psos Power Whats Next Campaign Effectiveness 2016
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ENE RRENT STATE F AFFAIR
ESS TRUSTWO RTH NESS

CHA N BRAND AWARENESS IS INCREASING

Higher awareness among organizations who serve as the supply chain to large customers 21 increase in 2015 over 2014

This metric signifies Save on Energys brand penetration amongst supply chainchannel partners of large businesses

2015

2014

Aided Awareness among Supply Chain Serving Large Businesses

Very aware Somewhat aware Only a little aware Not at all are

48

24

7

21

AWARE

80A

59

20 Would you say that you are very aware somewhat aware only a little aware or not at all aware of electricity management programs called Save on Energy These

programs are designed to enable organizations in Ontario to manage and reduce the amount of electricity that they consume
Base Large Supply Chain n=101

q20 1 7 NAViGANT TING LTD ALL RiGHrS RESERVE N AVIGANT
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II PROGRAM
AWARENESS
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SECT111
PROIi

3 CURRENT
GRAM AWAREN

OVERVI

A

Program awareness

Awareness of individual programs from the broader population Focus on Retrofit Heating Cooling and

Coupons

Brandprogram awareness and customer relationships

This section will review business program awareness followed by Heating Cooling and Coupons It is

important to note that program awareness metrics are not tracked consistently across programs nor for the

programs that are not presented

Observations

Lack of awareness was identified by the Energy Conservation Attitudes Behaviour Survey ECAB as a major reason why
business customers did not participate in Save on Energy programs 30 of supply chain respondents stated that their large

customers did not apply to a program because they were unaware

Awareness of consumer programs Heating Cooling and Coupons decreased to 44 and to 56 respectively in 2015

re ative to 2014 eva uation reports attributed this decrease to lower LDC marketing spend

Additional Insight to be gained through market research

None extensive research with statistically significant sample sizes exists

Any additional insight to be gained from programs not covered by quantitative market research

Other

There is specific research targeted at the general population to understand program awareness however less research

targeted at business customers on this particular topic
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SECTION 3 C
IL PROGRAM

RRENT
AWAREN

STATE 0
ESS

FA

Research into Action and IESO 2015 Consumer Program Evaluation Volume 1 Report 2016

The IESO commissions evaluations at the program level e g ConsumerProgram Evaluation on an

annual basis 2016 evaluations will be released in summer 2017 As such 2015 evaluation data is used

in this report
CPAIA COLLECTION ANAI VTR ACTMIES

intenAOWS wt War hOW2310MS TnpleA
liorveY

interne= Yens Arinfa Stand and Fall Event

Capon participariN nocutionicpants

CfSpOURe Reader loOeptri Inleroews

Active Pander Stole Levet Manager Dela=

SVIVey5

MEM111

Wth Sul

Web trveyS

Phone interview

Phone Survey

Inactive Partner St ore Lew OATnader None
Relater Surveys

IESO Program Staff

DATA COLLECTION ACTMTIES

Surveys wen participang contractors

Surveys WTI nonpanicipattng contractors

Surveys tividi Ontario hOUSetICIOS

Surrey

Suiveys AM WAD Incentves participants

pkvoace van End CAC Nan

V

Mom Interview

METHOD

Max Stragy

Phone Suva

Web Survey

Rene survey

POPULAIKM

riousehoir r Ontano

4SOPOIC
4

All bousenads In Ontario

4900Cda

AA participating retailers 28 I

All participating stores that 47
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SAMPLE

se

2 P20

Heating Cooling program

IESO and lpsos Business Energy Conservation Attitudes and Behavior ECAB Research Supply
Chain Perspective 2015

Interviews conducted by lpsos Reid to better understand the electricity conservation marketplace

including attitudes about managing electficity participation in and opinions of incentive programs from

customers and attitudes and opinions about programs and services to manage electricity consumption
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Customers are most likely to mention that they did not apply for an incentive for implementing electricity management actions

because they simply were not aware of the incentive program 30
Note that these responses come directly from non participating large customers

Reasons for non participation from business customers 2015

Other includes several reasons for non

participation lack of information or resources

already have energy saving measures in

place don know

Not aware of programs

▪ Believe application difficultcumbersome

Do not believe program will lower costnot cost effective

Dont believe they will qualify

Already have programsmeasures in place

Other

Q35 Why has your organization not applied for an incentive for the action taken to reduce the amount of electricity that you consume in the past year
Base Large Customer who did not undertake any actionsnone of the above mentioned Q26 n=127

q2O NLL TO ALL RIGHTS RESERVE NAV1GANT

I ESON0026897
Source ESO and psos Business ECAB Research Supply Chain Perspective 2015
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PROGRAM AWAREN

HEATING
2015

STATE
ES

COOLING PROGRA AWARENESS DECREASED FROM 2014 TO

2015 was the first year of the 20152020 Framework which saw a decrease in LDC marketing spend from 2015

Awareness was 2 higher in 2015 than in 2011 first year of previous framework

Marketing spend was less in 2015 than 2011

Contractors also play a large role in raising awareness for this program

42

Heating Cooling program awareness

among general population

$80

$70

$80

AO
AMC0 $50

$40

52

$30

$20

$10

$00
2011 2012 2013 2014 2015

Heating Cooling program marketing spend

$Millions

As reported by LIDCs

Save on Energy

2011 2012 2013 2014 2015

2011 2015 Triple A Survey and LDC Marketing Expenditure Data Q Have you heard of this program either by name or description asked of ell respondents that

answered yes to having central air conditioner andor furnace with forced air 2011 n=3924 2012 n=4208 2013 n=1334 2014 n=3009 2015 n=1275

I 02017 NAVIGANT CONSULTING LTD ALL RKHTs RESERVED NAVIGANT
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ECT1ON 3 CURRENT
PROGRAM AWAREN

STATE

PROGRA LN ARENESS DECREASED 2014 TO 2015

2015 was the first year of 20152020 Framework which saw a decrease in UDC marketing spend

Awareness in 2015 was equal to 2011 levels first year of previous framework

Marketing spend was less in 2015 than 2011

Retailers have increased their own marketing of the coupon program year over year since 2011

Coupon program awareness among
general population

68

56 58 56°
Ao

0

$120

$100

$80

$60

$40

$20

$00

Coupon program marketing spend

$Millions

a As reported by LIDCs

a Save on Energy

2011 2012 2013 2014 2015
2011 2012 2013 2014 2015

2011 2015 Triple A Survey and LDC Marketing Expenditure Data Q Piave you heard of this program either by name or description 2011 n=5432 2012 n=5 790 2013

n=2000 2014 n=4544 2015 n=2020
Save on Energy spending reported here includes the printing of coupons
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ESON0026897
Source Research into Action and I ESO 2015 Consumer Program Evaluation Volume 1 Report EMV 2016 IESO data
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ECTION a CURRENT STATE 0
ER SATISFACT

OVERVIE

LJ

F AFFAIR

Focus area

Customer Satisfaction

Customer satisfaction from participating customers for specific programs Focus on Retrofit Heating

Cooling Coupons and Home Assistance Program HAP

Customer satisfaction with programs

This section will review customer satisfaction scores primarily using the IESO Customer Satisfaction surveys
Customer satisfaction with the Retrofit program will be presented followed by Heating Cooling and Coupons
The section will conclude with limited information about customer satisfaction with the Home Assistance

Program

Observations

Research shows high customer satisfaction metrics for the Retrofit program in 2016 91 of Retrofit program participants

stated that the program met or exceeded expectations

Research shows a general increase across customer satisfaction metrics for consumer programs a 4 and 2 increase

from 2014 to 2016 for Heating Cooling and Coupons respectively

In 2016 94 of Heating Cooling participants and 93 of coupon participants stated the program met or exceeded

expectations

Additional Insight to be gained through market research

Understand how collaboration choiceiavailabi

Other

2016 Evaluation Measurement Ver

ity of programs and channel partners impact satisfaction

fication reports may provide additional information
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CURRENT STATE 0
ER SATISFACTION

F AFFAIRS

Opinion Dynamics and IESO 2015 Evaluation Report for the Home Assistance Program 2016

The IESO commissions evaluations at the program level eg Consumer Program Evaluation

on an annual basis 2016 evaluations will be released in summer 2017 As such 2015 evaluation

data is used in this report

Interviews were completed with 356 customers between April 20 and May 6 2016

lpsos and IESO Residential Customer Satisfaction Survey Q3 2016 Heating Cooling Incentive

2016
Collect feedback from conservation initiative participants in order to measure their satisfaction

with the process and engagement with each particular IESO initiative

The survey is executed utilizing the lpsos Monthly Omnibus and is conducted among a

representative sample of n=1600 Ontarians 18+ From which we determine program

participants and ask that subsample questions pertaining to their experiences with the program
lpsos and IESO Residential Customer Satisfaction Survey Q3 2016 Coupon program 2016

Collect feedback from conservation initiative participants in order to measure their satisfaction

with the process and engagement with each particular IESO initiative

The survey is executed utilizing the lpsos Monthly Omnibus and is conducted among a

representative sample of n=1600 Ontarians 18+ From which we determine program
participants and ask that subsample questions pertaining to their experiences with the program

IESO and IPSOS Retrofit Business Customer Survey 03 2016 2017
The goal of the Business Customer Experience Survey was to collect feedback from Save on

Energy for business program participants in order to measure the experience of participating

feedback on the process service and other elements key to a positive customer experience

Participants from Retrofit with an application approved or were in postcompletion phase
between July P 2016 September 30th 2016

Responses from n=195 participants all of which were from the Retrofit program
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USTO R SATISFACTION FOR THE RETROFIT PROGRA

Although participants reported that the program met their expectations on average 2 less in 2016 than in 2014 customer

satisfaction remains high at 92
On average Exceed your expectations responses were 5 lower in 2016 than 2014

Business Customer Survey Retrofit program Participation Met Expectations

Q3 2016

01 2016

Q3 2015

Q1 2015

Q3 2014

Q1 2014

100

90

80

2

79

Business Customer Survey MetExceeded Expectations over time

I Exceeded your

expectations

I Met your

expectations

7 m Did not meet

1 5 expectations7

Q12014 Q22014 Q32014 Q42014 Q12015 Q22015 Q32015 Q42015 Q12016 Q22016 Q32016

09 Did your participation in the insert program name from S1 meet your expectations exceed your expectations or did not meet your expectations
Base All Respondents 01 2014 n=233 02 2014 n=355 03 2014 n=215 04 2014 n=229 Q1 2015n167 02 2015n247 Q3 2015 n=284 04 2015 n=250
01 2016 n=200 ca 2016 n=153 ri3 2016 n=195

iq2017 NAViGANT TING LTD ALL R GH 1S RESERVE NAVIGANT

I ESON0026897
Source IESO and IPSOS Retrofit Business Customer Survey Q3 2016 2017
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FRB UENwrv IS LO BUT INCREASED FFROM 2014 TO 2016

The majority of Retrofit participants did not encounter a problem but problem occurrence in 201635 is the highest since

2014

The year

Q3 2016

Q2 2016

Q1 2016

Q4 2015

Q3 2015

Q2 2015

Q1 2015

Q4 2014

Q3 2014

Q2 2014

Q1 2014

average of prob

29

em occurrence is increasing 3 per year

Business Customer Survey Problem Occurrence

24
24

9

13
5

6
10

8
3

6
24

0
9

7
6

▪ Yes Fully

resolved

Yes Not fully

resolved

X No

012 Did you experience any problems while participating in the insert program name from Si and if so was this problem fully resolved
Base All Respondents 01 2014 n=233 02 2014 n=355 03 2014 n=215 04 2014 n=229 Q1 2015n167 02 2015n=247 Q3 2015 n=284 04 2015 n=250
01 2016 n=200 02 2016 n=153 032016 n=195
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76 of participants are either much more likely to participate or a little more likely to participate in future Retrofit programs

Likelihood to participate is declining by 3 annually since 2014

Satisfaction scores of 2016 retrofit participants who stated that they were much more likely to participate is at its lowest level

in the studied period 60 on average

03 2016

Q2 2016

01 2016

04 2015

03 2015

02 2015

01 2015

04 2014

03 2014

Q2 2014

01 2014

Business Customer Survey Likelihood to Participate in Future

1111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111

68

W

ftftom

241

241

2911

A
Iii4411111111111

m Much more likely to

participate

A little more likely to

participate

O It does not have any

influence on your interest in

future programs

m A little less likely to

participate

m Much less likely to

participate

013 How does your experience influence your interest in participating in future Save on Energy programs Would you say you are
Base All Respondents 01 2014 n=233 Q2 2014 n=355 03 2014 n=215 01 2015 n=167 022015 n=247 03 2015 n=284 04 2015 n=250 01 2016 n=200
Q2 2016 n=153 03 2016 0=195

2O NLL TO A GHTS RESERVE NAV1GANT
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Source IESO and IPSOS Retrofit Business Customer Survey Q3 2016 2017



96 of participants are either very likely or somewhat likely to recommend the Retrofit program

Very likely to recommend hit its lowest level 79 in the studied period in Q3 2016

03 2016

Q2 2016

01 2016

04 2015

Q3 2015

02 2015

01 2015

Q4 2014

03 2014

02 2014

01 2014

Business Customer Survey Likelihood to Recommend in Future

554

4
3

m Very likeiy1
3

I 2 m Somewhat likely

110i

Unlikely

nael

3136

03 Consideringyour experience on this project how likely would you be to recommend the insert program name from Sl to a friend or colleague using a scale from 1 to

10 where 1 is not at all likely and 10 is extremely likely

Base all respondents ql 2014 n=233 q2 2014 n=355 q3 2014 n=215 q4 2014 n=229 di 2015 n=167 g2 2015 n=247 13 2015 n=284 q4 2015 n=250 ql
2016 ri=200 cf2 2016 n=153 ci3 2014 0=1952

q2O NLL1L ALL RKtHTS RESERVE NAV1GANT
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114 SATI Sk oi VIFAISIOATAMOIllYiNtZOI 2016

Participants reported that the program met their expectations on average 4 more in 2016 than in 2015 and 2014

On average Exceed your expectations responses were 2 higher in 2016 than 2014

Heating Cooling program Did Participation Meet Expectations

Exceed your expectations Met your expectations Did not meet expectations

Q32016
02 2016

01 2016

04 2015

03 2015

02 2015

01 2015

04 2014

03 2014

02 2014

Q1 2014

00
90
80
70

MET
EXCEEDED

94
94
93
92
94
93
92
91
92
84
91

23 71
17 77

0 73

23 70

16 75

0

MetExceeded Expectations

01 2014 02 2014 03 2014 04 2014 01 2015 02 2015 03 2015 04 2015 01 2016 02 2016 03 2016

04 Did your participation in the Heating incentive Program meet your expectations exceed your expectations or did not meet your expectations
Base All Respondents 01 2014 n=222 02 2014 n=108 03 2014 n=337 04 2014 n=312 01 2015 n=327 02 2015 n=356 03 2015 n=298 04 2015 n=304
01 2016 n=271 02 2016 n=309 03 2016=6 n=368

I 7 NAV AU iGHTs RESEHR NAVIGANT

I ESON0026897
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Unresolved Problem Occurrence is trending downwards relative to 2014 4 decrease

The majority 69 of Heating Cooling program participants experienced no problems in 2016

Heating Cooling program participants Experienced Problem Average 4 Quarters

2014

im No it Yes Resolved m Yes Unresolved

2015 2016

Q6 Did you experience any problems while patticipating in the Heating and Cooling Incentive and if so was this problem fully resolved
Base All Respondents Q1 2014 n=222 Q2 2014 n=106 Q3 2014 t7=337 Q4 2014 n=312 Q1 2015n=327 Q2 2015 n=356 Q3 2015 r1=296 Q4 2015 n=304
Q1 2016 0=271 Q2 2016 n=309 Q3 2016=6 0=368

q201 NAiriGA Ni 7 INLL Tr ALL RK1HTS NAV1GANT
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ATISFACTIONI WAS HIGHER IN 2016 THAN 2014

Scores for meeting expectations are 2 higher in 2016 than in 2014 on average

Scores for Exceed your expectations responses were 1 higher in 2016 than 2014 on average

Coupon program Did Participation Meet Expectations

a Exceed your expectations Met your expectations N Did not mee
032016
02 2016

01 2016

04 2015

03 2015

Q2 2015

01 2015

042014
03 20 4

02 2014

01 2014

95
90
85

expectations

13 79 9
14 78

79 6
78 ER
1 7

78 8
0 81 86A=

13 78
3 7
4 10

MetExceeded Expectations

MET
EXCEEDED

92
92
94
91
93
92
91
91
93
91
89

00006888

01 2014 02 2014 03 2014 04 2014 01 2015 02 2015 03 2015 04 2015 01 2016 02 2016 03 2016

Q4 Did your paiticipation in the Save on Energy Coupon Program meet your expectations exceed your expectations or did not meet your expectations
Base Save on Energy Coupon Program 01 2014 n=682 02 2014 n=259 032014 n=874 04 2014 n=975 01 2015n938 02 2015 n=981 03 2015 n=891
04 2015 n=1029 Q1 2016 n=838 02 2016 n=1020 03 2016 1069
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Unresolved Problem Occurrence is trending downwards from 2015 2 decrease for Coupons

The majority of Coupon 86 program participants experienced no problems in 2016

Coupon program participants Experienced Problem
No Yes Resolved

2014 2015

al Yes Unresolved

2016

Q6 Did you experience any problems while participaling in the insert program nemej and if so was this problem fully resolved
Base Save on Energy Coupon Program 0 2014 n=682 02 2014 n=259 03 2014 n=874 04 2014 n=975 01 2015 n=938 02 2015 n=981 03 2015 0=891
04 2015 n=1029 01 2016 n=838 02 2016 n=1020 03 2016 1069

2O NLL ALL RK1HTS RESERVE NAV1GANT

I ESON0026897
Source Ipsos and ESC Residential Customer CSAT Survey Q3 2016 Coupon program Incentive 2016
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AMONG
EASURES

HOME ASSISTANCE PROGRA PA

The weighted average measure satisfaction is 84
The measure with the highest satisfaction was window AC unit 99 but only 6 of respondents received this measure

The measure with the lowest satisfaction was Thermostat 73 only 8 of respondents received this measure

Window Air Conditioning Unit

Hot Water TankPipe Wrap

Dehumidifier

Block Heater Timer

Power Bar

CFL

InsulationAir Sealing

RefrigeratorFreezer

AeratorShower Head

Thermostat
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6
12
12
9
23
92

48
28
8

ean Satis acti

69

64

63

63

62

59

56

55

51

31

83

3

35

27
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Customer satisfaction metrics for the programs assessed appear to score well based on a wide range of customer

satisfaction benchmarks

Caveats

Benchmarking is not a horse race and no benchmarking can achieve a strict apples toapples comparison

Contextual and methodology differences populationsample differences specific areas investigated etc

Differences in metrics percentages vs indexes baseline etc

Conservation First Framework Customer
Utility Sector

Customer satisfaction survey results from OE B scorecards for Ontario

utilities

Average 89
91 met or

Range from 73 to 97
exceeded American Customer Satisfaction Indexi for utilities approx 75 out of 100
expectations JD Power overall customer satisfaction index for utilities 755 out of 1 000
Q40e MPS nr A in Pnkhicar cti irhe fru inri that ictnmor caticcartinn ic hinhar whan

Heating Cooling
exceeded customers are aware of products and services

program
expectations Regardless of contact channel twice as many business customers

93 met or contact their electric utility provider twice as often as residential

Coupon program exceeded customers yet their rate of problem resolution is lower

expectations General

Forbes Article customer satisfaction across a I companies2Home Assistance 84 were By industry range from 77 to 96
program measure

satisfied By company size range from 84 to 93
satisfaction

By country range from 52 to 93

Satisfaction Metrics Collected

TEE

Retrofit program

etric

1 Source University of Michigan
Global suivey that looked at customer satisfaction levels by industry geography and company size Sample 65 million consumers in 137 countries
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JD Power annual customer satisfaction of electric utility

business customers scores range from 728 to 631 out of

1000 on their proprietary index for the Eastern US
region

Source JO Power 2016 Electric Utility Business

Customer Satisfaction Survey
6elect

Examples of study findings

A JD Power study found that customer satisfaction is

higher when customers are aware of products and

services

Regardless of contact channel twice as many business

customers contact their electric utility provider twice as

often as residential customers yet their rate of problem
resolution is lower

q2017` NIAVIGANT ALL RKtH TS RESERVE

East Region Large Segment

Customer Satisfaction index Ranking

tamed on a 100V poi sayiel

Cori WSW

PPL Electric Utilities

PECO

Eeast Iarge Aiferaige

Jersey Central Power Light

BGE

Appalachian Pomr

NTSEG

National Grid

EverscieEnerg

P5E6 Long Island

Elftwernr5 Vrearie Unty xenon C=mee SaWactiso awe

702

Ci89

069

676

5

72
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Source OEB American Customer Satisfaction Index Forbes JD Power
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Focus area

Review of participationactivity in programs to date against achievable potential Additional investigation

into barriers Specific investigation into program delivery models eg multi site energy mangers etc

Barriers to entry Customers with facilities across multiple

Efficacy of current approach territories

Challenges in coordination across multiple utilities Channel participation insupport for programs

This section will first review portfolio level metrics such as penetration against the achievable potential study

CDM Plans and program participation for select programs This section will then discuss multi site customers

and additional insights into business customers in general The section will conclude with insights by the

Heating Cooling and Coupon program channel

Observations

There appears to be increased engagement in the business sector through energy managers channel and multisite

customers

Multi site customers retrofit applications increased 27 from 2015 to 2016

Channel participants interacting w th both residential and business programs reported high satisfaction

Satisfaction scores in 2015 Coupon program retailers = 88 Heating Cooling contractors = 70
Additional insights needed

Seek to understand Industrial Acce erator Program non participant barr ers andor reasons for non participation as well as

Industrial Accelerator Program satisfaction among participants

In addition to Industrial Accelerator Program seek further input on satisfaction barriers and opportunities with large

customers and small businesses including those with businesses in multiple territories ie those that interact with multiple

LDCs or both electric and gas utilities
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Research into Action and IESO 2015 Consumer Program Evaluation Volume 1 Report 2016

The IESO commissions evaluations at the program level eg Consumer Program Evaluation

on an annual basis 2016 evaluations will be released in summer 2017 As such 2015 evaluation

data is used in this report

Ipsos and IESO Residential Customer Satisfaction Survey 03 2016 Heating Cooling Incentive

2016
lpsos and IESO Residential Customer Satisfaction Survey 03 2016 Coupon program 2016
IESO data

The IESO tracks verified and unverified program progress data was provided as of March 2017
IESO also provided annual achievable potential study results aggregated LDC CDM Plans
Industrial Accelerator Program participation information Energy Manager participation

information and data specifically for multisite customers

IESO created and occasionally updates a database of nonresidential businesses with 10

employees or more North American Industry Classification System NACS codes are used to

define sectors and sub sectors Participation history 20112015 inclusive in Small Business

Lighting Retrofit and Process and Systems programs
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Mapping progressi towards the Achievable Potential Study annual milestones indicates that opportunity remains in the

residential sector but the business sector could be limited in the shortterm

Mapping progressi towards CDM Plans indicates that the business sector is on track and there is opportunity for additional

achievement in the residential sector

Approximately 67 percent of business sector 2016 progress consists of persisting savings achieved in 2015 from 2011
2014 framework projects

6

50

5 40

30

rb

45 o

00

Residential Sector

M M

2015 2016 2017 2018 2019 2020

Act prog pe lce to 2020

6

50

40
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20

to

00
2015

0 CDM Plans

Business Sector

2016

e Polteaial by ttdr

Note 1 2015 savings are venfied and 2016 and 2017 savings results are unverified to be updated with 2016 verified savings results in summer 2017

NAVIGANT L TED ALL RKIHTS RESERVE

2020

NAV1GANT

I ESON0026897
Source Achievable Potential Study I ESO and Nexant IESO data verified results 2015 preliminary results 2016 CDM Plans



50 out of the 59 eligible Industrial

Accelerator Program customers have

participated in Industrial Accelerator

Program

Ave eligible customers participated more

than once

Chart to the right illustrates participation

projects by grouped area of business

Industrial Accelerator Participation by Grouped Sector

Pulp paper wood

looging

20

Petroleum and pipelines5
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Research healthcare

universities7

Other

12
Metais minmg2

Cement ilme and

gypsum

Chemicals7
Food2

Metals

40
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RRENT STATE 0

FUNDED ENERGY MANAGER

Funded energy managers are highly concentrated in the central region

The majority of funded energy managers are part of Conservation First Framework programs 83 the remainder are part

of the Industrial Accelerator Program

Funded Energy Managers in Ontario

3

LDC Funded

Industrial Accelerator Program

Mu ti Site Customer

Sector

54 I 0201 7 NAVIGANT CONSULTING LTD ALL RKHrs RESERVED NAVIGANT
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Manufacturing wholesale trade retail trade educational services and arts entertainment and recreation have the highest

program penetration

Range of program penetration between 7 and 24 percent of total locations by sector

Non Residential Program Penetration by Sector
T19
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Includes all multilocation organizations and all standalone organizations with 10 or more employees
The share of locations that had a Save on Energy project completed in 2011 2015
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MULT ERS HAVE INCREASED

Multi site customers are served through a headoffice model providing a single point of contact

Note government direction June 10 2016 requested the IES0 centrally design fund and deliver a province wide pay for

performance program for multidistributor customers impact to be explored through next phase market research

200

50
cn

Q z

c
100

50

1

Number of Retrofit applications submitted by multisite customers

2013 2014 2015

144
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Mufti unit residential large and small office and retail are the sector groupings with the highest percentage of mufti site

applications from 2013 to 2016

WarehouseWholesale4

Percentage breakdown of rniiltisite Retrofit

applications by sector grouping

Social Housing Provider3

Other includes entertainment and sport food retail and

restaurants hotels and places of worship

q2O NLL TO ALL RKtHTS RESERVE

Agriculture2

Schools hospitals

longterm care

3

Data centres2
Government3
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Nearly half 46 of large customers learn about programs through channel participants highlighting the importance of

channel actor participation and support for programs

Many organizations reported that the supply chain was their preferred way of obtaining information about energy efficiency

Customer source of information about benefits of managing electricity

Contractor Distributor

Oihei includes sources such as associations media bills internetA provincial government agency word of mouth dont know

Own Idea Conservation program Other LDC

027a Prior to undertaking the action to where did you get the idea or learn about the benefits of undertaking this action

Base Large Customers 17=200

TO ALL RIGHTS RESERVE NAV1GANT

I ESON0026897
Source IESO and Ipsos Business ECAB Research Supply Chain Perspective 2015



In 2015 the vast majority of qualifying heating and cooling equipment sales were incentivized 8090
Although participating contractors reported high satisfaction with the Heating Cooling program most elements showed

slightly lower satisfaction levels

Program training satisfaction decreased by 12 and satisfaction with program registration decreased by 16

of Heating Cooling equipment sales that received an incentive 2015

Furnace AC
Contractor satisfaction with Heating Cooling program elements Very Satisfied

Program Training

Program Support

Program Registration Process

Online incentive Process

Selection of Equipment

Contractor Participation Agreement

Not Qualified

Not Incentivized

a incentivized

82

2015

a 2014

Participating contractors n=68 Average portion of incantivized sales out of total HVAC sales by equipment type Satisfaction with specific elements of the HVAC
Incentives Imitative by year

q2O NLL TO ALL RIGHTS RESERVE NAV1GANT
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In 2015 non participating contractors reported barriers associated with the program eg requirements complexi

communication and paperwork and business reasons eg too few residential customers small company

Contractor Participation Briers

Too few residential customers

ProCeSS iS too Complex timeconsuming or requires too much paperwork

Most y involved with new construction

Poor service or communication from nitiative staff

Lack of knowledge or awareness about the lnit ative

Incentives are too low iack of customer interest

Corequirements to join the program are too high

Company is too small

Plan to part

111111111111111

1111111111111

1111111111111111

pate in future

Refuse

Other inin

3

ponse Count

nparlicipating contractors n=32 Multiple responses allowed Why contractors decided not to participate in the HVAC initiative
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A

BARRIERS TO ENTRY

A

The amount of coupon participants that stated they

experienced No Barriers to the program decreased 14
from 2012 to 2015

9 more participants found that the incentivized products

were too expensive even after discount

3 more participants thought the products were difficult to

find

1 less participants found the stores inconveniently

located

2012 Barriers

No Barriers

Too Expens

Difficult to F

ye after discount

nd Product

Stores Inconveniently Located

Other

Percentage of Coupon participants reporting

no barriers to participation

54 5859

2012 2013 2014

45

2015

2015 Barriers

No Barriers

Too Expensive after discount

Difficult to F nd Product

Stores Inconvenient

Other

I Located

Barriers or difficulties when purchasing items with Save on Energy coupons Initiative Specific Survey Data multiple responses allowed 2012 n=419 2015 n=322
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98 of interviewed retailers participated in some form conservation training

Retailer satisfaction with the program increased from 2014

Retailers satisfaction rating with

Coupon program administrators

5 point scale

Training participation by retailers

3234
28

57

2
2014 2015 of Stores that Received

Retail Specialist Led Online

Internal Corporate Led 0 Internal Store Led

Did not participate in training

Retailer storefront satisfaction with retail specialist and IESO Staff store managers relationship with retail specialist n=25 relationship with IESO

Participating retailers often carried out more than one type of training Training types and rated effectiveness store managers n=47
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ct on

Descriptio

Market Share

Review of current program offerings at the local and province wide level General attitudes of

conservation

Variation in program offering across the province

CDMDSM integration into business practices

This section will review the programs andor technologies available and the prevalence of local programs This section will

present select slides illustrating culture of conservation metrics followed by attitudes and behaviour for business customers and

supply chain Finally market share data will be presented for Heating Cooling and Coupons programs Similar metrics were not

available for Retrofit or other programs

Observations

Approximately 76 of forecast savings will come from programs targeted to the business customers not including small business

lighting

There are more local programs and LDC Innovation Pilots5 for the residential sector than the business sector12°0

Culture of conservation appears to be improving on or maintaining past levels eg 48 of respondents strongly agree that they I

understand what I am supposed to do to not waste energyconserve energyuse energy wisely in the home which is up from 36
in 2009

87 of large businesses state they are at least somewhat knowledgeab e about what it takes to reduce electricity consumption

76 of Heating Cooling participants and 76 of Coupon participants were ike y to participate in Save on Energy programs the

future

Additional Insight to be gained through market research

Implications on part cipation and satisfaction with delivery agents when program offering is geographically inconsistent

Potential to complete further research into small business opportunities

64 I C2017 NAVIGANT CONSULTING LTD ALL RIGHTs RESERVED
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URRENT STATE 0
HARE

FA

IESO and Ipsos Business Energy Conservation Attitudes and Behaviour Research Supply
Chain Perspective 2015

IESO and Ipsos Business Customer Experience Survey Retrofit 03 2016 2017

Nielsen and IESO Culture of Conservation Conservation Metric Tracking 04 2016 2017
Metric that measures tracks and reports on progress in achieving a Culture of Conservation in

Ontario against a base year benchmark

IESO and Ipsos Longitudinal Mass Market Research Survey Q1 Report 2017

The Longitudinal Mass Market Research Survey LMMRS is a multifaceted survey that has

run since 2011 and acts as an input into annual Evaluation Measurement and Verification results

of IESO funded Save on Energy programs The study helps the IESO gain an understanding of

consumers awareness participation and opinions of the Save on Energy campaign overall and

the initiatives within the Consumerprogram The study objectives include measurement of the

awareness of energy conservation initiatives and Save on Energy program specific awareness

and participation and customer satisfaction evaluation of program elements and likelihood to

participate in the future

A total of 1735 interviews were completed over the course of August n=586 September

n=572 and October n=577 Quotas were set by the 7 main 1DCs and 4 key geographic

regions which capture the remaining LDCs The quarterly data was weighted by age and

gender to ensure that it is representative of the Ontario population

IESO Approved Programs Pilots 20170227
IESO tracks and approves local and pilot programs IESO provided data supporting the charts

within this report
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URRENT
HARE

PROGRA

TATE 0A FFA1RS

COVER ALL EGMENTS TO VARYING DEGREE

Province wide program offerings in Ontario have remained relatively consistent over time with some changes to program

rules eligibility and delivery

Local regional and pilot programs were added in a meaningful way beginning in 2015 and supplement the program offering

to customers

Many local programs target similar technologies and approaches

Residential

Small

commercial

Larger

commercial

Coupons

Heating Cooling incentive

Home Assistance Program HAP
New home construction

Whole home pilot not yet in market

Small business lighting

Retrofit program

Audit funding

Energy managers

Existing building commissioning

High performance new construction

New home construction

Energy performance program
Process and systems

Localregional p rograms rget tech

12 programs

Adaptive thermostats

Clothesline giveaway

Social benchmarkinghome energy reports

Pool pumps
Audit and direct install

11 programs

Refrigeration small commercial
Roof top units small commercial

Turnkey retrofit for large closed loop hydronic Heating

Cooling systems

High efficiency agricultural pumping program

Building operator incentives

N WIGANT
Note peaksaverPLUSO and Demand Response appear on the Save on Energy website but are not part of Conservation First Framework
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REGIONAL APPROVED FOR THE RESIDENTIAL SECTOR

Residential localregional programs include six unique program groupings unique approach program type etc

Yat pm
Thermostat

Program

Engagement

using data

Clothesline

Giveaway

Program Name

Adaptive Thermostat Rebate Program

Residential Engagement Platform

Home Energy Report HER Program

Social Bench marking Program

Home Energy Savings Program

Social Bench marking Initiative

Instant Savings Program

Clothesline Program

First Nation Conservation Program

Swimming
Pool

Direct Install

Swimming Pool Efficiency Program

Swimming Pool Efficiency Program

Home Assistance Program Small

Business Lighting Program

57 I 0201 7 NAVIGANT CONSULTING LTD ALL RIGHTs RESERVED

rogram a d M arket Mitscri on

Additional $50 rebate to increase Enbridges existing $50 rebate for learning

adaptive thermostats for homes

Home Energy Reports with energy consumption information and savings tips to

drive energy savings in the home

Home Energy Reports using disaggregated smart meter data with energy

consumption information and savings tips to drive energy savings in the home

Home Energy Reports with energy consumption information savings tips and

gamification with peers to drive energy savings in the home

Free clothesline giveaway at customer engagement events

Energy audit and direct install of eligible efficiency health and safety measures
and further education on home energy management for First Nations customers

Point of sale discount for Energy Star rated VED pool pumps for residential

customers with swimming pools

Energy audit and direct install of weatherization lighting and other measures for

homes Lighting assessment and direct install of lighting measures for small

businesses

NAVIGANT
Note peaksaverPLUSO and Demand Response appear on the Save on Energy website but are not part of Conservation First Framework
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APPROVED FOR THE BUSINESS SECTOR

Business °calregional programs include six unique program groupings unique approach program type etc
Business Refrigeration Incentive program is transitioning to a province wide program

Refrigeration

Closed loop

Hydronic heating
and cooling

systems

Variable

Frequency Drives

for Agriculture

Process

improvement

Roof top Units

Direct Install

Pro ram Name

Business Refrigeration Incentive Program

Small Business Refrigeration Program

Business Refrigeration Incentive

Business Refrigeration Incentive Program

Business Refrigeration Incentive

Pumpsaver

Pumpsaver

High Efficiency Agricultural Pumping

Program

Opsaver

Smart RI for Small and Mid Size Business

Home Assistance Program Small

Business Lighting Program

66 I 0201 7 NAVIGANT CONSULTING LTD ALL RIGHTS RESERVED

Pro am a nd Market Desor

Facility assessment Energy Action Plan EAP and direct installation of

refrigeration measures for the small business sector

Provides participants with a turnkey solution to overcome kmWedge barriers

and provide a no cost retrofit for large closed loop hydronic heating and cooling

systems

Point of sale discount on Variable Frequency Drives pumps for agricultural

uses

Tools coaching and performance incentives provided to building operators and

employees in the institutional commercial and industrial sector to establish

processes and practices to save energy

Rebate for smart wifi thermostats for roof top units RTUs for commercial

buildings

Energy audit and direct install of weatherization lighting and other measures

for homes Lighting assessment and direct install of lighting measures for small

businesses

NAVIGANT
Note peaksaverPLUSO and Demand Response appear on the Save on Energy website but are not part of Conservation First Framework

I ESON0026897



EIGHTED

According to LDC CDM plans approximately 76 of forecast savings will come from programs targeted to business

customers not including smal business lighting

CDM Plan sector breakdown is similar to Achievable Potential Study breakdown

To be reanalyzed following the adoption of new province wide programs ie business refrigeration and resubmission of all

CDM plans following the December 2016 Direction re province wide program coverage

CDM Plan Breakdown by Sector

energy savings persisting to 2020
Small

Business
Residential 5
Low Income1

Unassigned1

Z201 7 NAV iGANT CONSuLTING T D ALL RiGHTs Ei RV ED

Achievable Potential Study Breakdown

by Sector

gy savings persisting to 2020

usiness

82
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There are more Local programs and LDC Innovation Pilots for the residential sector than the business sector 5 and 12
more respectively

Local programs by sector

Residential Business Residential Business

2O1 NAVIGANT L TO ALL RKtHTS RESERVE

LDC innovation pilots by sector

Residential Business

NAV1GANT
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Source ESO data Approved Programs Pilots 20170227



82 of large companies in 2015 reported to have paid attention to managing their electricity annually or more which is up5 from 2014

Would you say your company generally actively manages the amount of electricity used

2015

4

2015

Top

12 Box

2014

1 Top

2 Box

2014

Manaeed very closely that

is mthly or more often

Some attention paid to it

for example anriiiy

Aftention paid only

SIXi1cally when an issue

arisE or are

unexpected y high

a Not managed actively at ail

2 Would you say your Elf CI Building Owners and Managers sample read organization If Supply ChainInfluencers and Equipment Suppliers Installers Read clients

generally actively manage the amount of electricity used or is it not something that is actively managed Would you say Read list Base Large Supply Chain n=101

201INAVIGANT NLL TO ALL RKtHTS RESERVE NAV1GANT
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89 of large customers stated that Sr Management pays attention to the electricity consumed by their businesses

87 of large customers stated that Sr Management is knowledgeable about the amount of electricity consumed by their

businesses

To what extent would you say that Sr

Management pays attention to reducing the amount

of electncity consumed2

A great deal of attention

Lithe attention

Some attention

a No Atteimon

How knowledgeable would you say that Sr
Management are abiut what it takes to actually

reduce the amount of electricity used

2°X

1 Top

2 Box

87

Very knowledgable Somewhat knowledgable

Only a little bit knowledgeable E Not at knowledgeable

3a To what extent would you say that senior management at your clients organization pays attention to reducing the amount of electricity consumed Would you say
read list 3b How knowledgeable would you say that these decision makers are about what it takes to actually reduce the amount of electricity used at your clients

organization Would you say read list Base Large Supply Chain n=101

NLL I O ALL RKtHTS RESERVE NAV1GANT
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ECTION 3 CURRENT
V MARKET SHARE

ARGE
FINANI

GUSTO

TATE 0F AFFAI

ER PR ORITIES ARE II

AL BENEFITS AND OPERATIO
PROVING ENERGY EFFICIENCY

The Supply Chain are most likely to mention issues associated with energy efficiency 54 financial benefits 52 and

operational benefits such as such as improving reliability safety 47 as top priorities for their large Customers

Energy Efficiency Net
Conservation energy efficiency

Efficient LED lighting upgrades conversion

Financial Benefits Net
To reduce electricity costs

Participate in incentive program

Operational Benefits Net
Reliability Subnet

Improve upgrade equipment reliability

Product reliability

Improve safety

Improve timeliness

Improve customer

Preventative maintenance

Quality of workmanship

Miscellaneous Net
Reduce environmental

Other

Dont know

54

11
8

19

25

41

52
44

47

lx Think ahead into 2015 what would you say are the top three priorities for your clients business regarding electricity management Please be as

specific as possible Accept up to three responses Base Large Supply Chain n=101

iq2017 NAVK3ANT CONSULTING LTD Au RiGHTS RESERVED N WIGANT
Source IESO and Ipsos Business ECAB Research Supply Chain Perspective 2015

I ESON0026897



ECT1ON 3 CURRENT STATE 0
V MARKET SHARE

ARGE CUSTO
ELECTRICITY USE

F AFFA1

AREALREADY
THOUT AN

USING STRATEGIES TO MANAGE

From the point of view of the Supply Chain a significant proportion of large Customers are already using a variety of

strategies to reduce their electricity consumption

Automation Controls Net 111111111111111 90
Installing sensors or timers for lighting heating ventilation etc 90

Changed Technology Net 96
Replacing existing lights with more energy efficient lighting

Replacing HVAC equipment with more energy efficient models

Replacing process equipment with more energy efficient models

Commissioning retrocommissioning

Power factor correction

59
60

2
2

VFD Variable Frequency Drive J 3
Changed Operations Net

Monitoring electricity usage on an ongoing basis

Conducting an energy audit

Implemented training for operations or behavior changes

Shifting load to offpeak hours

Other 1
None nothing P 2

31
37

62

94

86

26 Which if any of the following actions have your clients undertaken at their organization to reduce the amount of electricity consumed in the past

year read list and select all they apply randomize Base Large Supply Chain 2015 n=101 2014 n=95

74 02017 NAV iGA N 0 NS Li D ALL R i GHT SERVE NAVIGANT

ESON0026897
Source IESO and Ipsos Business ECAB Research Supply Chain Perspective 2015



Understanding of conserving energy is high 90 strongly and somewhat agree over 20092016 period

12 increase in the strongly agree category over 20092016 period

I understand what am supposed to do to not waste energyconserve energyuse energy wisely in the home

Strongly agree 7 w

04 2016

Q4 2015

04 2014

Q4 2013

04 2012

Q4 2011

04 2010

04 2009

60
50
40
30

omewhat agree 65 Neutral 4 0 Somewhat disagree 32 Strongly disagree 1

Strongly Agree

m
Ii

1

90
90
92
89
92
92
88
90

04 2009 04 2010 04 2011 04 2012 04 2013 04 2014 04 2015 04 2016

09A I am going to read you some things people say about energy Please use a scale from 1 to 7 with 1 meaning you strongly disagree and 7 meaning you strongly

agree with the statement Base All respondents Q411 n=625 Q412 n=627 Q413 n=629 0414 n=641 Q415 n=632 0416 n=631 NOTE Dont know

responses not shown

201INAVIGANT NL L TO ARKtHTS RESERVE NAV1GANT
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I am prepared to pay more for a product that uses less energy

Totally agree a Somewhat agree a Somewhat disagree 0 Totally disagree

Q4 2016

Q4 2015

Q4 2014

Q4 2013

Q4 2012

Q4 2011

Q4 2010

Q4 2009

40

20

75

77

80

78

83

83

81

75
Question modified from I am prepared to pay morefor an environmentally friendly product in Q4 2010

0 Totally agree

Q4 2009 Q4 2010 Q4 2011 Q4 2012 Q4 2013 Q4 2014 Q4 2015 Q4 2016

Q15A Id like to read you a list of opinions that we often he expressed For each one pease tell me whether you totally agree somewhat agree somewhat disagree or

totally disagree Base All respondents Q411 n=625 0412 17=627 0413 n=629 0414 17=641 0415 n=632 0416 n=631 NOTE Dont know responses not shown

e201 NAVIGANT L TO ALL RIGHTS RESERVE NAV1GANT
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People talked about conserving energy with friends family and coworkers more frequently in 042016 vs 04 2015 65
up from 58

Surveyed Participants Talked about not wasting energyconserving energyusing energy wisely in the home with family friends

or coworkers

Q4 2016

Q4 2015

Q4 2014

04 2013

Q4 2012

Q4 2011

Q4 2010

04 2009

30
20
10

In A lot more A UM0 A little more

A lot more

0 A lot less

65
58
54
59
58
65
73
70

PPPPPPP

04 2009 04 2010 Q4 2011 04 2012 04 2013 04 2014 04 2015 04 2016

088 Would you say that compared to the past few years in the past 12 months you have
Base All respondents 0411 n=625 0412 n=627 0413 n=629 0414 n=641 0415 n=632 0416 n=631 NOTE Dont know responses not shown
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70

60

60

40

30

20

10

0

Approximately 60 of Ontarians report having participated in Heating Cooling program in 2016

Based on those who indicated that they had replaced a furnace or air conditioner

Participation is evenly distributed throughout the year April 12 May 18 have highest participation rates

Three quarters of participants are likely to participate in future Save on Energy programs

Heating Cooling program participation rate 2016

60

2016

Likelihood to participate in Save on Energy programs in the future

1ktMing F Cooling nropram pPrtirnants

0 20 40 60 80 100

a Much more likely

EA little more likely

a It does not have any influence on your interest in future programs
a A liftie less likely

D3 Earlier you indicated that you have replaced your existing 171 S16 = Replaced existing central air conditioner SHOW central air conditioner andor IF 516 = Replaced
existing furnace SHOW furnace 7 Base All Answering 07=244 Did you or your contractor apply for the Save on Energy HEATING COOLING INCENTIVE rebate

D4 Considering your experience how likely would you be to recommend the Save On Energy Heating and Cooling Incentive Program to a fiend or colleague using a scale

from Ito 10 where 1 is not at all likely and 10 is extremely likely Base All Answering n=148

74 q2017 NAV1G4 Ni IN NAV1GANT
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Approximately35 of Ontarians report having participated in Save on Energy Coupon events during 2016

59 of Ontarians have heard of the Coupon program by name or description

59 of those aware participated in the Coupon program in 2016

Three quarters of participants are likely to participate in future Save on Energy programs

Coupon program participation rate 2016

00

Participated = aware 59
59

Aware Paticipated

0

Likelihood to participate in Save on Energy programs in the future

Coupon participants

20 40 60 80

Much more likely

A little more likely

m It does not have any influence on your interest in future programs
A little less likely

100

C2 Please indicate which of the following products you have purchased since January 1st 2016 using a Save on Energy coupon A few examples of the coupons can be
found below Base All Answering n=1022

C10 How does your experience participating in this program influence your interest in participating in future Save On Energy programs Would you say you are
Base All Answering n=606
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ENT STATE SUMM
SECTION 1 EXECUTIVE S
IV CU

PREL

How do customers view the Save on Energy brand How can customers perception of the Save on

Energy brand be improved

Brand awareness was high as of December 2016 at 69 of the general residential population surveyed
Brand trustworthiness as of 2016 continues to be high at 89 of those surveyed
Save on Energy Brand Image remains very positive among Ontarians aware of the brand 55 to 81 of

Ontarians agree to positive statements about the attributes of Save on Energy

Preliminary research provides a good foundation of the pulse of brand awareness and trustworthiness

Further research on the brand will not be necessary under the Midterm Review as IESOs tracking studies

will continue through to 2020 Midterm Review continue to monitor results of IESO research

Are programs meeting the needs of the customer How can the customer experience be improved

Retrofit program customer satisfaction scores remain high scores of 94 in 2014 and 92 in 2016

Large businesses know what it takes to conserve 87 state they are at least somewhat knowledgeable
about what it takes to reduce electricity consumption
Research is showing strong customer satisfaction metrics for consumer programs over the past three

years Heating Cooling 92 and Coupons 92 average over 3 year period
76 of Heating Cooling participants and 76 of Coupon participants were likely to participate in Save

on Energy programs the future

Preliminary research begins to identify areas of focus for further research eg barriers

Potential for further investigation into programs not investigated through existing IESO commissioned

market research Le all programs with the exception of Retrofit Coupons and Heating Cooling
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ENT STATE SUMM
SECTION 1 EXECUTIVE S
IV CU

PREL

Are there any customer or sector specific gaps in the framework

There are programs available to all segments residential small commercial large commercial
CDM plans focus target achievement energy savings on business customers

Small business customers are 5 of anticipated target achievement energy savings from the

small business lighting program and other localregional programs targeted towards small

businesses
Business customers not including small business are anticipated to capture 76 of target

achievement energy savings as per CDM Plans

The Achievable Potential Study indicates available energy efficiency opportunity in the residential

sector with possible limitations in the shortterm for the business sectors

Preliminary research provides a baseline understanding from a program and general awareness
attitudes perspective eg when customers think of energy efficiency and Save on Energy what are

they thinking of how do they obtain program information etc
Potential for further investigation into meaningful gaps in both programming and framework eg are

small business anc residential programs sufficient to reach potential and meet customer needs
Potential to complete further research into opportunities beyond the business segment
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ENT STATE SUMM
SECTION 1 EXECUTIVE S
IV CU

PREL

s the framework itself creating challenges for the customer or market actors who could support
CDIVIDSM

There appears to be increased engagement in the business sector through energy managers
channel and multisite customers 82 of large companies in 2015 reported to have paid attention to

managing their electricity annually or more which is up 5 from 2014
46 of large customers hear about business programs from channel and supply chain contractors

and distributors

Preliminary research provides a baseline understanding of select program barriers and attitudes eg
decision makers thoughts about managing energy use
Potential to investigate any challenges and satisfaction among market actors serving customers with

properties in multiple territories

Seek to understand Industrial Accelerator Program non participant barriers andor reasons for non

participation in the Industrial Accelerator Program
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D NEXT STEP

T STEPS FOCUS AREAS ARKET R MIDTERM

Based on the preliminary assessment of the current state of customer and market engagement and

satisfaction the following areas will be considered in the market research phase

Determine how collaboration is impacting customer satisfaction

Investigate customers satisfaction with the choice and availability of programs by sector

Seek to understand Industrial Accelerator Program non participant barriers andor reasons for non

participation as well as Industrial Accelerator Program satisfaction among participants

In addition to Industrial Accelerator Program seek further input on satisfaction barriers and opportunities

with customers small and large including those with businesses in multiple territories ie those that

interact with multiple LDCs or both electric and gas utilities

Determine the implications on participation and satisfaction with delivery agents when program offering is

geographically inconsistent

Interaction of other topics and customer and market engagement and satisfaction
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ii

APS

BRI

111DOSOtititio

Achievable Potential Study Carried out by IESO and Nexant Comprises inpart of an energy efficiency study that assess long and

shortterm energy savings potential in Ontario

The Business Refrigeration Incentive Program provides for facility assessments to identify potential electricity savings opportunities

and installation of commercial refrigeration upgrades aimed at reducing electricity consumption Participants in the BRI Program are

nonresidential electricity customers that have an average annual peak demand of less than 250 kilowatts kW
CCM Culture of Conservation Metric Metric that measures tracks and reports on progress in achieving a Culture of Conservation in Ontario

against a base year benchmark

Channel Partners Third parties who interact with the customer in the delivery of conservation programs Some examples by program Coupons =

retailers Heating Cooling = furnace vendorsinstallers retrofit = the supply chain ie contractorsvendors

Coupon program Save on Energy coupons are available for discounts on a range of energy efficient products from participating retailers

CSAT

DSM

ECA

Residential Customer CSAT Survey Q3 2016 Coupons and Heating Cooling Incentive The goal of these studies is to collect

feedback from conservation initiative participants in order to measure their satisfaction with the process and engagement with each

particular IESO initiative This research will be utilized by IESO to measure and track satisfaction with IESO initiatives and programs on

an ongoing basis throughout 2016

Demand Side Management the term for conservation initiatives carried out in other jurisdictionssectors eg natural gas demand side

management

Energy Conservation Agreement Sets out the contractual relationship between the IESO and LDCs under the Conservation First

Framework

ECAB Energy Conservation Attitudes Behaviour see sources in section 311 for full description

EE Energy efficiency

HAP Home Assistance Program Qualified Ontario homeowners tenants and social andor assisted housing providers receive

assessments and installation of energy saving measures

HVAC Heating ventilation and air conditioning

Heating Cooling Heating Cooling incentives that are offered for the upgrade to highefficiency AC systems and furnaces Eligible participants include

program
homeowners and businesses that use residential like systems

KWh MWh GWh TWh kilowatthour megawatt hour gigawatthour terawatthour Units of energy of differing orders of magnitude
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er

LDCs

LMMRS

Local Program

Achievable Potential

Milestones Business

Sector

Participation rate

Pilot Program

Power Whats Next

Campaign Research

Program

Regional Program

Achievable Potential

Milestones Residential

Sector

Retrofit program

111

Local Distribution Company Provides electricity and conservation programs to distribution connected customers

The Longitudinal Mass Market Research Survey LMMRS is a multi faceted survey that has run since 2011 and acts as an input

into annual Evaluation Measurement and Verification results of IESO funded Save on Energy programs The study helps the IESO

gain an understanding of consumers awareness participation and opinions of the Save on Energy campaign overall and the

initiatives within the Consumer program The study objectives include measurement of the awareness of energy conservation

initiatives and Save on Energy program specific awareness and participation and customer satisfaction evaluation of program

elements and likelihood to participate in the future Also called the triple A survey

Programs serving local needs in individual LDC territories

An estimate of energy conversation potential for the business customer sector expected on milestone years from the 20 year

starting 2012 Achievable Potential Study published by the Ontario Power Authority

A measure of eligible participation in a conservation program Specifics for this vary based on the program

A program pilot that may achieve energy or demand savings under the LDC Innovation Fund and is funded extraneous to an

LDCs CDM Plan Budget These follow an LDCled program design and market testing of smallscale pilot programs which refine

program delivery at less risk to the ratepayer

The Save on Energy Power Whats Next campaign launched on June 13 2016 Surveys are being done to measure brand

awareness brand attributes and effectiveness of the campaign This report includes results from the December wave of research

A Conservation Demand Management offering focusing on a particular opportunity or customer end use ie Retrofit Heating

Cooling from the 20152020 Conservation First Framework

Programs serving regional needs in multiple LDC territories

An estimate of energy conversation potential for the residential customer sector expected on milestone years from the 20 year

starting 2012 Achievable Potential Study published by the Ontario Power Authority

Incentive program to reduce project and operational costs for business to upgrade to more efficient systems lighting HVAC
chiller building envelope etc

Save on Energy Save on Energy The brand that represents energy conservation programs for homes and businesses Programs are delivered

through LDCs or directly through IESO and funded by the IESO
IESON0026897


