Changes to the version presented Apnil 27, 2017 are marked with

Te-15 Scoracard adiusted to reflect approach from topic 3 report (3plit into metrics with goals - "scorecard’
and matrics for information purposss only -~ “snapshot’)

57 Content removed, awsiling dats confirmation from IESO

59 Undated for clarity based on comments from Advisory Group

«  No new slides were added
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This report was prepared by Navigant Consulting Lid, (Navigant) for the Independent Elsctricity System Operator, The work
presented in this report represents Navigant's professional judgment based on the information available at the time this report was
prepared. Navigant s not responsible for the reader’s use of, or rellance upon, the report, nor any decisions based on the report.
MNAVIGANT MAKES NO REPRESENTATIONS OR WARRANTIES, EXPRESSED OR IMPLIED. Regders of the report are
advised that they assume all iabiities incurred by them, or third parties, as a resull of their reliance on the report, or the datg,
information, findings and opinions contained in the report.
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SECTION 1:
EXECUTIVE

L Policy Context

. introduction and Methodology

. Scorecard Customer and
Market Engagement and
Satisfacton

. Current State Summary
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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 long-term, stable funding for conservation so that customers and Local Distribution Companies (LDCs) have
the certamty they need 1o implemeant and deliver programs.

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

Awareness and Information

Thaere will be renewed efforts 1o deepen consumer awareness of conservation, and mors broadly, of the electricity system,

The Green Bullon initialive will give consumers gccess 1o thelr energy data and the ability (o connect to mobile and wab-
hased applications so they can analyze and manage their energy use.

To help consumers choose the most efficient products for thelr homes and businesses, Ontario will provide information
and incentives; i will also continue 10 show lsadarship in establishing minimum efficiency requirements for products such
as waler heaters, clothes dryers, lelevisions, flucrascant lamps, motors and bollers.

Program/Sector Specific

Conservation programs for low-income residential customers will be improved,

For Aboriginal communities, the role of LDCs in the delivery of conservation programs will ba enhanced, particularly for on-
raserve First Nation customers.

industrial and transmission-connected customers will continue 1o have access (o the Ontario Power Authority’s (OPAs)
conservation programs, which will be expanded (o faciiitate broader program choice and financing flexibility,

Other

The government will work 1o make new financing tools available 1o consumers starling in 2015, including on-bill financing
for energy efficiency retrofits.
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Guiding Principles

1. Distributors are the face of eleclricity conservation 10 their cusiomers in all seclors.
3. Customers will be given more CDM program choice along with streamiined oversight and administration.

&. While there will be CDM programs avallable for all residential, commercial and industrial seclors, the
vatue of CDM investments may be higher in some sectors than others.

7. There will be renewed efforts {0 deepen consumer awareness of CDM and how it relates more broadly to
the electricity system.

8. COM programs for low-income residential cuslomers will be improved.

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

COM: Conservation and Demand Management
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3.1 7. a core set of Province-Wide Distributor COM Programs for the following segments. .. o make available
for delivery in Distributors’ icensed service areas ..’

Residential, Low-income; Small business; Commercial (inciuding

multi-family buildings); Agricuitural; institutional; Industrial

3.2 Province-Wide Distributor CDM Programs will, . "balance the value of flexibility for some program
customization 1o meet local andfor regional needs with the value of offering consistent COM measures (o
customer segments across all Distributor service areas

4.3 The OPA shall support Distributors in designing Local Distributor CDM Programs for specific indusiry
concentrations or customear segments . that require unique approaches o achieve electricity savings, such as
on-reserve First Nation cusliomers

3.5 0 The OPA andfor Distributors shall provide enhanced co-ordination [for adminisirative and delivery
afficiencies] efforts with regard 0. .. consumers with multiple locations across several licensed areas
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Guiding Principles

1. The Industrial Accelerator Program will be avallable o new and existing industnal, commercial and
institutional customers which are directly or indirectly connected 1o the IESO-controlled grid

2. Industrial Accelerator Program will facilitate broad choice, including, without limitation, programs offering
incentives for eligible process oplimization, retrofits, new construction and energy managers. The indusirial
Accelerator Program will also facilifate flexibility in respect of financing projects.

3. ... provide financial incentives 1o parlicipating customers that are sufficient 1o generate altractive rates of
return for CDM projects.

4. . administration of the Industrial Aceslerator Program will be streamiined and simpiified, where
appropriate, to encourage greater participation in the program.

3.1 (iily OPA shall, where appropriate, coordinated .. Industrial Acceleralor Program with natural gas
distributors. .. 1o achieve convenient integrated programs.

industrial Accelerator Program: Industrial Accelerator Program
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Navigant was engaged by the IE50 to complete the mid-term Framework Review for the Conservation First Framework and
Industrial Accelerator Program. 1ssues were identified by the 1IES0 and grouped into eight major topics that will guide the
Framework Haview through four key activities outlined below. This report is the current siale summary communicating the current

stat f Gust

market -

satisfactio

Govemnance &
operations

Planning

integration

MNon-energy
benafils

Clhimate ahaﬁge

Budgets, targets,
cost effectiveness
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o Market E

ment and Satisfacti

engagementand 7 Y

Definition of COM {

Collaboration

Judy 13

August 17
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This report will analyze available nformation and begin (o explore the issues and opportunities of the key questions and focus

areas listed below perlaining 1o the Customer and Market Engagement and Satisfaction topic.

Are programs meeting the neeads of the
customer?

« |s the framework itself creating - B Cha
challenges for the cuslomer or market € Cuslomer:
actors who could support COM/Demand D Varation in
Side Management (DSM)? .

+ Are there any cusiomer 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’ perceplion of the .

Save on Energy brand be improved? .
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The preliminary scorecard llustrated below will be used o svaluate Customer and Market Engagement and Satisfaction in
the Conservation First Framework for both the current state snd fulure stale sssessments,

»  Metric: % persisting energy savings by seclor « The Achiavable Potential
acquired iy 2015 plug new energy savings Study indicates available
acguired in 201823 energy efficlency

»  oal same metrics for the achievable opporiunity in the
potential study in 2015 and 2018 regidential sector with

« Residental 70% 100% by 2020 possible limitations in
o Busingss 1255 ; he shortterm for the
Program business sectors

Danetration  °©  Metric: % persisting energy savings by sector
goquired in 2015 plus new energy savings
acguired in 201823
= Goal: same maelric for energy savings forecast
by LDCs in their CDM Plans for the years 2015

and 2016
. . o
> Residential B8Y% 100% by 2040
¢ Business 80%
Mofe © inchedes 2015 vesfied results and 2076 unverified resufls,

Mote 5 Approximately 87 percerd of 2018 progress consists of persisting savings from 2011-2014 framework promots complated in 2018

Minimal {lezss than & percentage

TREMND points year over year) changs in Incraase in the matric relative 1o prior years “ Decraase in the meine relative o prior years
the melric relative 1o prior vears
RESULY Mesting/exceading goal Progress towards goalfmonitor for concems Low progress relative to goal/potential action reguired
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The preliminary scorecard llustrated below will be used o svaluate Customer and Market Engagement and Satisfaction in
the Conservation First Framework for both the current state and fulure stale assessments

2018 % of brand awareness {brand «  Hrand metrics have remained
and brand with description) Power ", consistent over ime
Awareness ; . ; G%%
What's Next Suwrvey. Rasponses
from general residential population.
ar&ﬁd ............................................................................................
2016 % of brand awareness {brand
. and brand with description) Power o
Trustworthiness YWhat's Next Survey. Responges 89%
from general residential population.
Satisfaction with o «  Customer satisfaction metrics are
Retrofit program % of program ?a?’ﬁ@?}&?ﬁ? i ;2(3"36 91% Migh compared o industry
that reported thelr "participation met henchmarks and similar studies
Satisfaction with gxpectations” or "excesdad
Customer . , o ) o
. , HMegling & Cooling  expectations” as per Customer 4%
Satisfaction : : . )
Crogram Satisfaction and Business Customen
, , _ Experience surveys. Responses
Satisfaction With  from program participants. a3,

Coupon program

Minimal {less than & percentage
points year over year) changs in increase in the metric relative o prior years Decrazse in the metlric relativa o pror years
the metlric relative (o prior years
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The preliminary scorecard llustrated below will be used o svaluate Customer and Market Engagement and Satisfaction in
the Conservation First Framework for both the current state snd fulure stale sssessments,

Participation rale, o gligible customers that

Healing & Cooling  participated as per Longitudinal 80%
Market program o Mass Market Research Surveyand
Share o Power What's Nex! surveys.

Harticipation rate,  Rpesponses from general residential 507,

Coupon program  population,

points year over vear) change in

the metlric relative (o prior years

increass in the metric relative to prior years Decreass in the melric relative 1o prior years
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The preliminary scorecard llustrated below will be used o svaluate Customer and Market Engagement and Satisfaction in
the Conservation First Framework for both the current state and fulure stale assessments

«  Mairics not tracked for industrig
Awarensss MIA MNA Accelerator Program, market
regsagroh will inform the metric

Brand
Trustworthiness RIS MN/A

Cusiomer Satisfaction BAA N/&
# of participating % of eligible customers that have 859 High degree of participation from
customers Egaﬁgm@a@@(ﬁ o the 55 %Eigib;@ customers

Market B

Shars ; ‘ e o A
Number of projects iaicraaae i # of projects from 2015 24

o 20018
Enar Customers with % of aligible customers with 1ESO * Program recently became available
gy © g - 25% MiA o ransmission conneciad

Managsrs anergy managers  fundsd ensrgy mMansgers
g gy g g g customers

Minimal {less than & percentage

points year over year) changs in increase in the metric relative o prior years Decrazse in the metlric relativa o pror years
the metlric relative (o prior years
NAVIGANT
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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 68% of the general residential population survayed),
Brand trustworthiness as of 2016 continues 1o be high (at 88% of those surveyed).

Save on Energy Brand Image remains very positive among Ontarians aware of the brand (55% 1o 81% of
Ontarians agree 10 positive statemenis about the atiributes of Save on Energy).

Preliminary resesarch provides a good foundation of the pulse of brand awareness and trustworthiness,
Further research on the brand will not be necessary under the Mid-term Review as IESO's tracking studies

will continue through to 2020 (Mid-term Review: continue 1o monitor resulis of IESO research)

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

-3

B

Retrofit program cusiomer satisfaction scores remain high — scores of 84% in 2014 and 92% in 2018,
Large businesses know what it takes 10 conserve - BY % stale they are at least somewhal knowledgeable
about what It takes {0 reduce electricity consumption

Research is showing strong customer satisfaction metrics for consumer programs over the past three
vears (Heating & Cooling —~ 92% and Coupons — 82%, average over 3 year period).

76% of Heating & Cooling participants and 76% of Coupon participants were likely {0 participate in Save
on Energy programs the fulure.

Preiiminary research begins 1o identify areas of focus for further research (e.q., barriers).
Potential for further investigation into programs not investigated through existing IES0 commissioned
market research (.., all programs with the exception of Retrofil, Coupons, and Heating & Cooling).
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Are there any customer or sector specific gaps in the framework?

There are programs available 1o all segments (residential, small commercial, large commercial).
CDM plans focus target achievement (ensrgy savings) on business customers,

«  Small business customers are 5% of anticipated target achievement (energy savings from the
simall business lighting program and other localfregional programs largeted towards small
businesses).

< Business customers (not including small business) are anticipated to caplure 76% of target
achievement (energy savings) as per COM Plans.

The Achievable Polential Study indicates available energy efficiency opporiunity in the residential
secior with possible imitations in the short-term for the business secltors.

Praliminary research provides a baseline understanding from a program and general awareness/
attitudes perspective (2.q., when customers think of energy efficiency and Save on Energy, what are
they thinking of, how do they obtain program information, efc.).

FPotential for further investigation into meaningful gaps in both programming and framework {8.q., are
small business and residential programs sufficient {o reach potential and mest customer neads).
Potential to complete further research into opportunities bevond the business segment.
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+ s the framework itself creating challenges for the customer or market actors who could support
COM/DSM?

&

There appears 10 be Increased engagement in the business sector through energy managers,
channel, and mulli-site cusiomers (82% of large companies in 2015 reported 1o have paid altention (o
managing their electricity annually or more, which is up 5% from 2014

46% of large customers hear aboutl business programs from channel and supply chain {contraciors
and distributors).

Preliminary research provides a baseline undersianding of select program barriers and attitudes {e.g.,
decision-makears thoughis aboul managing energy use).

Potential 1o investigate any challenges and satisfacltion among market aclors serving cusiomers with
properties in multiple termritories.

Seek 1o understand Industrial Accelerator Program non-participant barriers and/or reasons for non
participation in the industrial Acceleraior Program.

NAVIGANT

IESO-N-0026926



B z £
030 if
—OT &8




This slide provides a schematic and summary points that arg intended (o provide a bassling understanding of how customers
interact with the Conservation First Framework and industrisl Accelerator Program.

Summary and Key Points:

industrial Accelerator Program is
dediverad to ransmission-conneacied
customers via the IES0 through
account managers.

Conservation First Framework
programs fall into four categories.
province-wide, pilot, localregional, and
centrally delivered.

o Frovince-wide and centrally
detiverad programs are available to
all eligible Ontario customers
connected 1o the distribution system.

» Localregions! program coverage
varies by L3O, as do pilot programs.

SO underiakes provincs-wide

marketing using the Save on Energy

brand,

LDCs must comply with brand
standards and also undertake marksting
afforis o reach thelr customers.

Hrovince-wide programs are modified
via collaborative working groups as per
the Energy Conssrvation Agresment

BELIVERY

Y industrial Acorleratoy
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This report will be organized by the sections outlined in the {able below. The sections are designed 1o address one or more of the
focus areas entified.
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NMavigants approach (o analysis for current state summarys is cullined in this graphic:

NAVIGANT

IESO-N-0026926



SECTION 3:
CURRENT STATE
OF AFFAIRS

I Brand Awareness & Trustworthiness
I Program Awarensss

it Cusiomer Batisfaction

V. Frogram Penetration

Y. Markel Share
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broader population. Opinions aboutand

This section will primarily review metrics associated with the Save on Energy brand as evaluated through the
IES0 commissioned Power What's Nexd Campaign research. This section will first discuss overall brand
awareness and trustworthiness followed by brand atlributes.

Observations:
«  Brand awareness continues to be high at 69%, and increasad throughout the Power What's Next Campaign,
«  Hrand frustworthiness continues to be high at B9% (Power What's Next Campaign) .

+  Save on bnergy Brand image remains very positive among Ontanans aware of the brand, as 55% to 81% of Onlarians agree
to positive statements aboul the altributes of Save on Energy.

. The highest aliribule 8 "[Save on Energyl Is trustworthy” at 89%.
. The lowest attribute 18 [Save on Energy] helps people and businessas in Ontario be more successiul” at 55%.

Additional Insight 1o be gained through market research:
«  Further brand research will not be required as IESO tracking studies will continus.

«  Programs and customer sagments not tracked through existing research (e.g., small business and Industrial Accelerator
Program customers),
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% Top 2 Box (Average for Dec. 2016)
69%

PRE-LAUNCH g

3 & i P wariey Flend 9 °F B -
T My % S, arfsy s 5
N W A WG ASEE 5 Y & E

Asked of 803 of general popdation survey paricipants. Brand name onfy: Have yvou ever heard of Save on Energy?
- o fond 5 ’ DI ey 5 . " § 4 >t P 0 VR B yasibbe o apsied 3 8, v & 1 i 7 g 5 &) 5 g o gy f i o) Sy { o on P o
Brand w/description, Save on knergy (show logoe) provides Ontanians with a wide variely of incentive programs and {ips to help manage sleclticiy use in the homes, save
i R b R 2 h > h
)
I

’ o -~
maoney and help the environment. Having read this description, s this what you befieved the program (0 be?

Source: IES0 and Ipsos, Power What's Next Campaign Effectiveness, 2018
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Trustworthiness of Save on knergy among general population

% Top 2 Box

« 8§49% of respondents
found Save on Energy
frustworthy in 2016

2018 89%

# Extremely rustworthy m Zomewhat rustworthy
w Mot st all rustworthy # Dot know
Asked of those aware of 3ave on Ensrgy. Based on your understanding of Save on Energy, please rale how strongly vour agres or disagres with the following

o 5. b S s fin s 7
statemeanis’ s Trushwarthy

NAVIGANT

Souwce: IESQO and Ipsoes, Power What's Nexd Campaign Effectiveness, 2018
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« The highest attribute i3 "[Save on Energy] Is rustworthy” at 88%
= The lowest atlribute i) [Save on Energy] helps people and businesses in Ontano be more successiul” at 55%

Es; irugim}ﬁ;hy B89% 33%

Asked of thoge aware of Save on Ensrgy. Based on your undsrstanding of Save on Ensrgy, pisase rate how strongly vou agres or disagrse with the following
statements: e g, s Trustworthy” "Encourages people lo make snergy efficient choives for their homes” sl

NAVIGANT
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« Higher awareness among organizations who sarve as the supply chain to large customers 21% increase in 2015 over 2014
+ This metric signifies Save on Energy's brand penetration amongst supply chainichannas! partners of large businesses,

Aided Awareness among Supply Chain Serving Large Businesses

® Very aware Somewhat aware Only a little aware 8 Notot all soware AWARE

£
=
&
=

2013

2014

P25 VA el e e s s FEa o F s sanEs wady o 7% -, TS Doy e o 2, Dreomy fiftEay myrppn Y I Y o T Ry Y & f £ i Fs " “ o5 o Ey g g ¥ o3 g oy HERE Y Y~ s 2 -
20 Would you say that you are very awars, somewhial aware, only a fitle awere, or not &f all aware of electicity managemsnt programs calfed ‘Save on Energy'? These

- P o K3 o 2 o §o 2o s <oy 2y 4 $iommree - Yy g PR DI P § s dsd mifs P ¥
wograms are designsd (o enalds grganizations in Ontanc (o manage and reduce the amount of eleciiicily thal they consiims,
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This section will review business program awareness, followed by Heating & Cooling and Coupons. it is
important o note that program awareness metrics are not tracked consistently across programs nor for the
programs that are not presentad.

{bhservations:

«  Lack of awareness was wentified by the Energy Conservation Attitudes & Behaviour Survey (ECAR) as a major reason why
business customers did not participate in Save on Energy programs {30% of supply chain respondents stated that their largs
customers did not apply {0 & program because they were unaware),

«  Awareness of consumer programs, Heating & Cooling and Coupons, decreased (o 44% and to 58% respectively in 2015
relative to 2014, evaluation reporis attribuled this decrease o lower LDO marketing spend.

Additional Insight {0 be gained through marke! research:
= MNone, exdensive research with statistically significant sample sizes axisls.
= Any additional msight {o be gained from programs not covered by quantitative market research.

Other

= There is specific research largeted at the general population to understand program awareness, however, 18ss ressarch
targeted at business customers on this particular opic.
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« Customers are most likely o mention that they did not apply for an incentive for implementing electricily management actions
because they simply were not aware of the incentive program (30%).

= “Note that these responses come directly from non-participating large customers

Neasons for non-participation from business customers (2015)°

<}:’} w Not aware of programs
@ Believe application difficul/cumbersome
= Do not belisve program will lower costinot cost effective
@ Dor't believe they will qualify

B Already have programs/measuras in place

‘Other’ includes several reasons for non- @ Other
participation: lack of information or resources,

already have energy Saving measurss in

Hace, don't know

G35 WY fies vour grganization not applied for an incentive for the gclion teken (o reducs the amount of sisctiicity that vou consume in the past ysar?
Base: Largs Customer who did not undsertaks any actions/none of the above menfioned Q28 (n=127}

NAVIGANT
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2015 was the first vear of the 2015-2020 Framework, which saw a decrease in LDC marketing spend from 2015
< Awareness was 2% higher in 2015 than in 2017 (first vear of previous framework)

Marketing spend was ess in 2015 than 2011

Contractors also play & large role inraising awareness for this program

%

*®

Heating & Cooling program awareness Heating & Cooling program marksting spend
among general population ($Millions)

$8.0

$7.0
6.0 wSave on BEnergy

w Ag reported by LDCs

52%

$5.0
34.0
$3.0
$2.0
$1.0

- - $0.0 |
2011 2012 2013 2014 2015 2011 2012 2013 2014 2015

2011 - 2078 Trple A Survey and LDC Markeling Expanditure Data; G Have vou hesrd of this program either by name or descnption tasked of ol respondents thal
. ¥ R 3 vrmsaien ot i iy o o ed &y o e AN P o ) YT Ealrp £33 YT R P R eyt Y NEUEY OIS LT o YT
answered yes {0 having central air conditionsy and/or Turnace with foreed air), 2001 n=3 824, 2018 n=4,208, 2013 n=1,334, 3014 n=3 Q08 2015 n=1, 275
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2015 was the first yvear of 2015-2020 Framework, which saw a decrease in LDC marketing spend
» Awareness in 2015 was equalto 2011 levels (first vear of previous framework)
Marketing spend was less in 2015 than 2011

&

Ll

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

Coupon program awareness among Coupon program marketing spend

eneral population (SMitlions)”
J pop $12.0

GB8%

$10.0

585%
23 SS% . G

$6.0
$4.0

$2.0

$0.0

2011 2017 2013 2014 2018

¥
2011 2012 2013 2014 2015
2011« 2015 Tnple A Sunvey and LOC Markeling Expenditure Data 3 Have you heard of this program aidher by name or descriphon; 2007 n=5,432, 2012 n=5,720, 2073
n=E 000, 2074 n=4, 544, 2075 n=2 020

*Save on Lnergy spending reported here includes the printing of coupons

NAVIGANT
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This section will review customer satisfaction scores primarily using the [ESQO Customer Satisfaction surveys.
Customer satisfaction with the Retrofit program will be presented followed by Healing & Cooling and Coupons.
The seclion will conclude with limited information about customer satisfaction with the Home Assistance
Program.

Observations:

+  Rasearch shows high customer satisfaction metrics for the Hetroftt program - in 2016, 91% of Relrofit program parlicipants
stated that the program met or exeseded axpeactations,

+  Hesearch shows a general increase acress customer satisfaction metrics for consumer programs (8 4% and 2% increass
from 2014 1o 2016 for Heating & Cooling and Coupons respectively).

- I 2016, 94% of Healing & Cooling participants, and 93% of coupon participants stated the program met or excesded
axpectations.

Additional Insight 1o be gained through market research:
«  Understand how collaboration, choice/avaiabilily of programs and channe! partners impact satistfaction,

Other:

= 20118 Bvaluation Measwement & Venhication reports may provide additional information.
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» Although, participants reported that the program met their expectialions on averags 2% less in 2016 than in 2014 customer
satisfaction remamns high at 9%

«  (On average, "Excesd your expeciations” responses were 5 % lower in 2016 than 2014

Business Customear Survey: Retrofit program “Participation Met Expeciations’

Q3 2016 & Excesded your

expactations
Q12016

Q3 2015 B Met your

expectations
1 2015

Q3 2014

Q1 2014

100%

G0%

80% = = =
Q12014 Q22014 Q32014 Q42014 Q12015 Q22015 Q32016 Q420156 Q12016 Q220168 Q32016

Q8. L vour parficipation in the inssrt proggram name from S71] mest your expectalions, excesd youwr exgeciations or did not mes! your expectalions?
Hase A Hespondents Q1 2014 (n=833), QGE 2074 (n=368) Q3 2074 (n=218), (34 214 (n=228), QT 20156 (n=167), QE 2015 (n=347) Q3 2075 (n=284) Q4 2018 (n=281;
Gt 20168 (n=200) g2 2018 (n=183), g3 20186 (n=1G5)

NAVIGANT
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» The majority of Retrofit participants ¢id not encoundsr & protiam, but problem occurrences in 2016 (35%) i the highest since
2014

» The vearly average of problem ocourrences s inoressing (~3% per year)
Business Customer Survey: Problem Occurrence
Q3 2016

Q2 2016
Q1 2016

@ Yes - Fully
resubved

04 2015

Q3 2015

@ Yes - Not fully
Q2 2015

resnhied
1 2015

Q4 2014
Q3 2014

(2 2014

Q12014

(perience any problems whife parficipsting in the :mwr ,3 g ram name from 817 and i 50, was *his fvmfziam fu*:‘!y resoived?
g A ndants: G 2014 (n=233); {}? 2074 (=358 3 2074 (=218 08 2014 fh=2] ‘3’ Q1 2015 (n=167), Q2 2018 (n=047) Q2 2075 (n=284) Q4 2018 {n=281,
018 {n=200) &2‘ 2018 {r;“,i}’w’, Q3 z{}‘ém 1 95)

NAVIGANT

Source: [ESC and IPSOS, Retrofit Business Customer Swvey Q3 20186 (2017,
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« 78% of participants are either "much more likely 10 participate” or “a little more likely 1o 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 10 participate” is gl i3 lowest level
i the studied penod (80% on average)

Business Customer Survey: Likelhood o Participate in Fulure
B Much more likely to

03 2016 participate
Q2 2016
Q12016
Q4 2015
Q3 2015
Q2 2015
Q12015
Q4 2014
Q3 2014
02 2014

1 2014

# A little more likely to
garticipate

,,,,,,,, s 1t does not have any
mﬁa;em:a on your interest in
future programs

§ A littde less Bkely to
participaie

# Much less likely 1o
participate

Baze! ;1%" *?0 ?30hc*‘0:7;‘° ’34 2 ?4 {n 23 ?; w) 2014 (r=355) Q3 2014 (n=218) Qﬁ '}3”“' (= f@/‘ G? ’3i fj{%?»ﬁf "ZZR u)"’ {u-28~'«f’, G4 J015 (n=250) (31 ZO18 {n=200);
Q& BOTE (n=183) G 28 (=195}

NAVIGANT

Source: 1ES0 and IPEOE, Rebrofit Business Customer Survey 038 2018 (2047
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o 96% of participants are either very likely or somewhat likely 1o recommend the Retrofil program
« Yery likely to recommend” hit its lowest lavel (73%) in the studiad period in Q3 2018

Business Customer Burvey: Likelihood o Recommend in Future

Q3 2016
Q2 2016
Q12016

(i
@ Very likely
Q4 2015

1%
(3 2015
Q2 2015 9%, # Somewhat likely
Q1 2015
Q4 2014
Q3 2014

Q2 2014

# Unlikely

Q12014

3. Considenng vour expatience on tius praject, how fkely would you be (o recormmend the [nsert prograns nams fom S1] 10 8 fland or eollesgue using & scafe from 1 e
TG where 18 not af all ikely and 10 is extramely ikely?

Base. af respondents. g1 2014 (=233 q2 2014 (n=358), 3 2014 {(n=218), g4 2014 (n=228) 1 2018 (n=187), q2 2015 (n=247) g3 2015 (n=284} ; g4 2095 (n=380); o7
L0818 n=200) g 2018 (=183 g3 2004 (n=185)

NAVIGANT

Source: [ESC and IPSOS, Retrofit Business Customer Swvey Q3 20186 (2017,
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Farticipants reported that the program met thelr expeciations on average 4% more in 2018 than in 2015 and 2014

On average, "BExceed yvour expectations” responses were 29% higher in 20186 than 2014

(13 2016
Q2 2016
Q12016
Q4 2015
03 2015
{2 2015
Q12015
{4 2014
{33 2014
2 2014
Q1 2014

O, O younr paticipation in the Heeling

Heating & Cooling program "Did Participation Mest Expectations™?”

s DHd not mest expeciations

# Exceed your expeciations

@ Mel your expactations EXCEEDED

wantive Fragram mest yvour expectalions, exceed vour sxpeactelions oF didd nol mest yaly expeciations?

Rase Al Respondents, QT 3014 (n=222), QG2 2074 {n=108), Q8 201
1 HHE (n=271) QF 2046 (n=308) Q3 2016=8 (n=3868}

37004 2074 (n=3i28 T 2015 (n=327) Q2 2 2015 =288y Q4 2015 (n=304};

NAVIGANT

Source: lpsos and 1ES0, Residential Customer CSAT Swvey 3 2018, Heating & Cooling Incentive (2016
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«  Unresolved Problem Ocourrence is rending downwards relative to 2014 (4% decrease)
= The majority (89%) of Heating & Cooling program participants experienced no problems in 2018

Q6. Oid vou experience any problems whife pasticipsting in the Heating and Couoling incentive and Jf so, was this problem fully resclved?

Hase: Al Raspandenis, QF 2074 (n=8281 Q2 8074 (n=108), QI 24 (n=337) Q4 2014 in=312), QF 2015 (=327 GE 2075 (n=386) Q3 2018 (n=288), Q4 2018 (n=304)
Q1 2098 =27 11 G2 2016 (n=3081 O3 20186=8 (n=368)

NAVIGANT

Source: Ipsos and 1ES0, Residential Customer CRAT Survey 03 2016, Heating & Cooling Incentive (2016)
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o Scores for ‘mesting expeactations” are 2% higher in 2016 than in 2014, on average

o« Seores for "Excesd vour expectations” responses were 1 % higher in 2016 than 2014, on average

Coupon program - “Did Participation Meet Expeclationg?
# Exceesd your expectations & Met your expectations Did not meet expectations MET/

i

O3 20148 EXCEEDED
Q2 2016 92%
Q12016 92%
Q4 2015 ol
(32015 o3
Q2 2015 o
Q12015 019
Q4 2014 019
Q32014 93%
Q2 2014 91%
12014 85,

(OEAEY d Yol patticipation in the Save on Energy Coupon Program mest your sxpsctalions, e,n e@d vour expactations or dicd nol meel yoiir expeaw‘}m?
Bazxe! Save on koergy CTougon Frogram, 31 2074 (n=G82), (32 2014 (n=258}1 Q3 2014 (n=8 &4 2014 (p=075) QT 2098 (=838} 32 2015 (n=881), QI 2015 (n=881}

G4 F01E =1020) QF 2018 (n=838)) GF S018 (r=1020) Q3 2018 (1068

Souwrce: Ipsos and 1ESQ, Residential Customer CSAT Survey Q3 2016, Coupon program {20186}
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« Linresolved Problem Occurrences is trending downwards from 2015 (2% decrease for Coupons)
« The maiority of Coupon (88%) program participants experienced no problems in 2010

Q8. Lud vou expsasnce any problems whils perficipaling in the msw program name] and 7 50, was s pr ob @ ﬂ v resofved?
Base: Save on Energy Coupon Program, 31 2014 (h=882) 02 2014 (=258) Q3 M4 in=874) Q4 2014 (n=G7L) Q 2018 (n=g38) Q& 2015 in=@81}, Q3 2015 (n=381);

04 2015 (n=1059), 01 2016 (n=838) Q% /*ﬁfﬁ{m‘fa’m@; (3 2016 (1069):

NAVIGANT

Source: lpses and 1ES0, Residental Customer CSAT Survey Q3 2018, Coupon program incentive 20183
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« The weighied average megsure salisfaction s 84%
= The measure with the highest satisfaction was window A/C unit (88%), but only 8% of respondents received this measure
= The measure with the lowest satisfaction was Thermostat {(73%), only 8% of respondents received this measurs

NAVIGANT

Source: Opindon Dynamics and 1ES0, 2015 Evaluation Report for the Home Assistance Program, 2018
IESO-N-0026926



«  Customer satisfaction metrics for the programs assessed appear 1o score well based on a wide rangs of customer
satisfaction benchmarks

«  Cavests:
- Benchmarking is not g horse race and no benchimarking can achieve a strict apples-to-apples companson,
- Contextual and methodology differences (population/sample differences, specific areas investigaied, sio)
- Differences in metrics {percentages vs. indexes, baseling, oig)

Consarvation First Framework Customer

Satisfacton Matrics Collected
Utility Sector:

- Customer satisfaction survey resulls from OEB scorecards for Ontario
Utilities:
- Average B9%
- Rangefrom 73% 10 87%
- American Customer Satisfaction Index for utilities: approx. 75 cut of 100
- 4D FPower overall customer satisfaction index for utilities 755 out of 1,000

{seneral:

- Forbes Article: customer satisfaction across all companies!
- By industry - range from V7% {0 26%
- By company size - range from B84% {0 ¥3%

Home Ass s - By country - range from 52% to 93%

_ hatstactol

1. Global survey thal looked af custfomer satisfaction levels by indusivy, geography and company size. The survey drew on & pood of 858 rufiion consumers
in 137 couniries

NAVIGANT

Source: OB, American Customer Satisfaction Index, Forbes, JD Powsr
|[ESO-N-0026926



» J Power annual customer satisfaction of slectric utility
Dusiness customers scores range from 728 10 631 cut of
1000 on their proprietary index for the Eastern US,
FEGION.

o Sowurce, JO Power 20716 Electric Ulility Business

Customer Satisfaction Survey:

»  Examples of study findings:

- AJD Power study found that customer satisfaction is
higher when customers are aware of products and
RTVICES

- ‘Regardiess of confact channe! twice as many business
customers contact their electns ulility provider twice 88
often as residential customers, vel their rate of probilem
resclution is lowes”

East Regior: Large Segment
Customer Satisfacton index Ranlking

{8t on o 1000 p0int sonled

Con prsan

PR Flactric Ghifttieg

PEEES

RELD

Fast Lerge Average

jursay Comiral Poswer Solight

Sppalseiian Power

P SEG

tgtions! Srig

Byerssasne Enargy

PEEG Long istand

Source: OB, American Customer Satisfaction Index, Forbes, JD Powsr

NAVIGANT
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This section will first review portfolio level metrics such as penetration against the achievable polential study,
CDM Plans, and program participation for select programs. This g@m ion will then discuss multi-site customers
and additional insights into business customers in general. The section will conclude with insighis by the
Healing & Cooling and Coupon program channel,

Dibservations:

»  Thers gppears {0 be increased engagement in the business sector through energy managers, channel, and multi-sile
customers.

- Multi-site customers’ retrofit applicalions increased 27% from 2015 1o 2016,
o Charnnel participants interacting with both residential and business programs reported high salisfaction.
- Satisfaction scores in 2015 Coupon program retailers = 88%: Haatling & Cooling contractors = 70%.

Additional insights needed:

o Seek to understand industrial Accelerator Program non-participant barriers and/or reasons for non participation as well as
indusinal Acceleraior Program satisfaction among participants,

« i addition o Industrial Accelerator Program, seek further input on satisfaction, barrers and opportunities with large
customers and small businessas, ncluding those with businesses in mulliple territonies (Le. those that interact with multiple
LDCs or both slectric and gas utilities).

NAVIGANT
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NAVIGANT
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«  Mapping progress’ towards the Achievable Polential Study annual milestones indicates that opportunity remains in the
residential sector, but the business sector could be imited in the short-term.

= Mapping progress” towards COM Plans indicates that the business sector is on-track and thare is opportunity for additional
achisvement in the residential sector

= Approximately 87 percent of business sector 2018 progress consists of persisting savings achieved in 2015 from 2011-
2014 framework projects.

Faairiand

Note 1. 2015 savings are verifled and 2018 and 2017 savings reswits are unvanfied, to be updalsd with 2078 veriliad savings resufls in aummer 2017

NAVIGANT

Source: Achisvable Potential Study. 1ESQ and Nexant, 1ES0 dats {verified results 2015, prefiminary results 2018y, CDM Plansg
IESO-N-0026926



+ 50 out of the 59 eligible Industrigl
Acoslerator Program cusiomers have
participated in Industrial Accelarator
Program

+ Five sligible customers participated more
than once

+ Chart to the right llustrates participation
{projects) by grouped area of business

mourcs: 1ESO dats

NAVIGANT
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« Funded energy managers are highly concentrated in the central region

« The majority of funded energy managers are part of Consarvation First Framework programs (B83%), the remainder are part
of the Industnial Accelerator Program

3%

e SRR SepneR

NAVIGANT

Source: 1ESO, Executive Dashboard on FProvincial Energy Managers, Dec 2016
IESO-N-0026926



REMOVED PENDING DATA CONFIRMATION —~ REVISIONS AVAILABLE FOR JUNE

NAVIGANT

Source: 1ESO Busingss Segmentation Research
IESO-N-0026926



«  Multi-site customers are served through g head-office mode! providing a single point of condact

= Note: government direction (June 10, 2016) requested the IE50 centrally design, fund, and deliver a province-wide pay-for-
parformance program for multi-distributor customers {impact to be explored through next phase market research)

NAVIGANT

source: HESO GOON) data
IESO-N-0026926



«  Multi-unit residential, large and small office and retall are the seclor grougings with the highest percentage of mulli-site
apphcations from 2013 1o 2018

Other includes: entertaimment and sport, food retail and
restaurants, holels, and places of worship

Mote: "Social Housing Provider” is aiso multi-unit residential,
however, these projects were sligible 1o use the Helroft
social housing adder

NAVIGANT

source: HESO GOON) data
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« Nearly half (46%) of large customers learn about programs through channe! participants highlighting the imporntance of
channs! actor parlicipation and support for programs.,

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

Other inciudes sowrees such ag associations, media, hills, interned,
provincial government agency, word of mouth, dont know

Q27%a Frorto undaertelong the sction to L, where did you get the idea or leam aboul the benefits of undariaking this action?
P I £ s o g P o TR
Base. Large Custemers (n=200)

NAVIGANT

Source: 1ESO and ipsos, Buginess ECAR Research - Supply Chain Perspective, 2015
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» i 2015 the vast majonty of qualifving heating and cooling equipment sales were incentivized (80-20%)

«  Although participating contractors reported high satisfaction with the Healing & Cooling program, most elements showsd
slightly lower satisfaction levels

« Program training satisfaction decreased by 12% and satisfaction with program registration decreased by 168%

g B

%

&\\\\\\\

Participating contractors (n=88}. Average poriion of inceniivized sales out of tolal HVAC sales, by eguipment type. Satisfaction with specific elements of the HVAD

¥ snfrn N DS R [ N
incantives imitative by year,

NAVIGANT

Source: Research into Action and 1ESQ, 2015 Consumer Program Evaluation Volume 1 Report, (EM&V) 2018
IESO-N-0026926



» i 2015 nen-participating contractors reported barriers associated with the program {e.q., requirements, complexity,
communication, and paperwork) and business reasons (e.g., too few residential customers, amall company)

Non-participating coniractors (n=32) Multigle responses affowed. Wiy conlractors decided nal to parficipate in the HVAQR inftiativs,

NAVIGANT

Source: Research into Action and 1ESQ, 2015 Consumer Program Evaluation Volume 1 Report, (EM&V) 2018
IESO-N-0026926



« The amount of coupon participants that stated they
axperienced "No Barmers” {0 the program decreased 14%
from 2012 10 2015

= 9% more parlicipanis fourkd that the ncentivized products
were 100 expensive (aven giter discount)

= 3% more participants thought the products were difficult to
find

« 1% less participants found the stores inconveniently
iocated

Barriers or difficuliies when purchasing items with Save on Energy coupons (Iniiative-Specific Zurvey

Data, muttiple responses allowed) 2018 n=418, 2015 n=322

NAVIGANT

Source: Rasearch inte Action and £330, 2015 Consumer Program Evaluation Volume 1: Report, (EM&V) 2018
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«  98% of interviewed retailers participated in some form conservation training

e 3
= Retailer satisfaction with the program increased from 2014

e

ot s&’fﬂw‘mﬁ”m r‘@e@:‘}’ szmcfaiisz’ gt .&"Si) Diaft (store managers, relalionship with retail specialist n=28, relalions
& awining. Training types and ai ed sffsctivensss (store managers, nw=4

NAVIGANT

Source: Research into Action and 1ESQ, 2018 Consumer Program Evaluation Volume 1 Report, (EM&V) 2018
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This sachion wi

H review the programs andfor technologies available and the prevalencs of local programs. This section will

present select slides lustrating culture of conservation metrics followed by attifudes and behaviour for busingss customers ang
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.

Dbservations:

&

Approximately 76% of forecast savings will come from programs targeted o the business customears (not including small buginess
Hghting).
There are more local programs and LDO Innovation Pilois(5%) for the residential sector than the business secior{12%;.

Culture of conservation appears 0 be improving on of maintaining past levels, e.g., 48% of respondents strongly agree that they "
understand what | am supposed {0 do 1o not waste energyfoonserve energy/use energy wisely in the home”, which is up from 38%
i 2009,

&7% of large businesses siale they are 8t least somewhat knowladgeable about what # takes o reducs sieclricily consumption.

76 % of Healing & Cooling perticipants and 78% of Coupon participants were likely (o pardicipale in Save on Energy programs the
fulure,

Additional Insight io be ganed through market research:

%

&

implications on participation and satisfaction with dellvary agents when program offering 8 geographically inconsistent.
Potential to compigte further resegrch info small business opportunidies.

NAVIGANT
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= Province-wide program offerings in Ontario have remained relatively consistent over time with some changes o program
rules, eligibility and delivery

= Local, regional, and pliot programs were added in a meaningful way beginning in 2015 and supplament the program offering
to customers

+ Many local programs target similar technologies and approaches

. ;’ "?% g}agmmﬁ

1y

NAVIGANT

Node! peaksaverPLUSE and Demand Response sppear on the Save on Energy websie, bul are nof part of Conservation First Framework
IESO-N-0026926




»  Residential lvcalfregional programs include six unigue program groupings {unigus approach, program fype, eic)

rease Eobridge’s existing 850 rebate for lsaming

NAVIGANT
Node! peaksaverPLUSE and Demand Response appear on the Save on Energy websie, bul are not part of Conservation First Framework
IESO-N-0026926



=  Business localregional programs includs six unigue program groupings (unique approach, program type, i}
«  Business Refrigeration Incantive program s transiioning 10 & province-wide program

. ehale Inr sman
Businass .
bulldings

NAVIGANT
Node! peaksaverPLUSE and Demand Response appear on the Save on Energy websie, bul are not part of Conservation First Framework
IESO-N-0026926



«  According to LBC CDM plans, approximately 78% of forecast savings will come from programs targeted 1o business
customers {(not including small business lighting)
- CDM Plan sector breakdown 18 similar to Achievable Potential Study breakdown

» o be re-gnalyzed following the adoption of new province-wide programs {Le. busingss refnigeration} and resubmission of all
CDM plans following the December 2016 Direclion re: province-wide program coverage

PNAVIGANT
Source: [ESO data, LDC CDM Plans
|[ESO-N-0026926



«  There are more Local programs and LDOC hnovation Pilots for the residential seclor than the business sector (5% and 12%
more, respectively)

NAVIGANT

Sowce: [ESO data, Approved Programs & Pllots 2017.02.27
IESO-N-0026926



+ 82% of large companies in 2015 reported o have paid gllention 10 managing their slectricity annually or more, which 3 up
5% from 2014

Would you say your [company] generally acltively manages the amount of electricily used?

2015 2014

4%

2015
% Top |
12 Box

77%

82% |

2. Would vou zay vour [If C&f Building Cwners and Managers ssmple read ‘wrqanizalion’ I Supply Chain/infvaencers aid Equipment Suppliers & Inslallers Read! ofents’?]
generally sclively manage the amount of electricity ussd oris it nol somelfing that is aclively managed? Would you say. . (Read list). Base Large Supply Thaln (n=101}

NAVIGANT

Source: IES0 and lpsoes, Business ECAB Research - Supply Chain Perspective, 20158
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o 89% of large customers stated that Sr. Management pays attention o the sleclriclly consumed by their businaesses

« B7% of large customers siated that 8r. Management is knowledgeable about the amount of electricity consumed by their
DUSINES3Ees

2%

% Top
- 2 Box

87%

ducing the amount of sleclricity consumed? Would vou say. .

e

y

$
{read sl 3b, How knowledgeable would you sey that these decision makers are ebout what it takes to actually reduce the amount of eleclicity used al your olients
organization? Would vou say. | (read st} Base Large Supply Chain (n=101)

NAVIGANT

Source: 1ESO and ipsos, Buginess ECAR Research - Supply Chain Perspective, 2015
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« The Supply Chain are most Bkely 10 mention issues associated with energy efficiency (54%), financial benefits (52%), and
operationat benafits such as such as improving reliability, safety (47%) as top priorilies for their large Customers,

Energy BEfficiency (Net)

Conservation/ energy efficiency
Efhcient (LED) ighting upgrades/ conversion
Financial Benefils {Net)

To reduce electnicty costs

Participats in incentive program
Operational Benefits (Net)

Reliability (Subnet)

improve! upgrade eguipment reliability
Product reliability

improve safely

improve timeliness

Improve customer

Preveriglive mamienance

Cuality of workmanship
Miscellanaous (Net)

Reduce environmental

{Other

Don't know

ix. Thrdk ahead into 2075 what vould you say are the fop three priorifies for your ohients business regarding elecliclly managemant? Please be as
specific as possible, (Accept up io three responsest; Base: Large Sueply Chain (=101}

NAVIGANT

Source: 1ESO and ipsos, Buginess ECAR Research - Supply Chain Perspective, 2015
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« From the point of view of the Supply Chain, a significant proportion of large Customers are already using a variety of
strategies 10 reduce thaelr electricity consumplion

Automation & Controls (Net)

installing sensors or timers for lighting, heating, ventilation, elc
Changed Technology (Net)

Replacing existing lights with more energy efficient ighting
Replacing HVAC equipment with more enargy efficient models
Replacing process equipment with more energy efficient models
Commissioning/ retro-commissioning

Power factor correction

YEDY Vanable Frequency Drive

Changed Operalions {(Net)

Monttoring slectricity usage on an ongoing basis

Conducting an energy audit

implementad training for operations or behavior changss
Shifting load to off-peak hows

Other

MNong/ nothing

28, Which, if any, of the folfowing actions have yvouwr olierds undertaken gf their organization (o reduce the amount of eleclvicily consumed i the pasi
year? fread st and select all they apply} frandomize}l, Base: Large Supply Chain 2076 {n=101); 2014 {n=85)

NAVIGANT

Source: 1ESO and ipsos, Buginess ECAR Research - Supply Chain Perspective, 2015
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»  Understanding of conserving energy s high, 80% (strongly and somewhat agree) over 2008-2016 period
= 12% increase in the strongly agree calegory over 2000-2016 period

P understand what | am supposed to do o not waste energy/conserve ensrgy/use energy wisely in the home

@ Sirongly agree (7 @ Bomewhat agree (8,5 # Neulral (4  # Somewhat disagree (3.2) 8 Strongly disagree (1)

14 - 2018 90%
G4 - 2015 90%
Q4 - 2014 92%
a4 - 2013 89%
Q4 - 2012 $2%
(4 - 2011 82%
G4 - 2010 88%
(a4 - 2009 0%

CRA L am going te read vou some ings peoplie gay gboul energy. Flease yse o scale from 110 7, with 1 meaning vou strongly dissgree and 7
agres with the stalement. Bass, Al respondente: Q4717. n=825, 472, n=G27, Q413 n=628. G474, n=041, Q4185 n=832 3418, n=831. NOTE: Dont know

FERDONSES 10! SHCW

NAVIGANT

Source: IESO Nislsen, Culture of Conservation - Conservation Metric (COMY Tracking (2017)
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CYIBA,

L am prepared to pay mors for a product that uses less energy™

& Totally agree

Q4 - 2016
Q4 - 2015
G4 - 2014
Qa4 - 2013
24 - 2012
Q24 - 2011
44 - 2010
4 - 2009

# Bomewhat agree # Somewhat disagree # Totally disagres

*Criestion madified frovn: o prepoared o poy e

5%

7%
80%
78%
83%
83%
81%
5%

v ervironmerntolly friendly prodhsct” in 34 - 2010

i fike fo read you a fist of opinjons that
totally disagree, Base, Al respondents: (3471

£ -~ ~ £om 3 ga
e oflen hisar e ssad, For gach on i" ’? gass el me wh

neGeh (4012 Hmﬁ’"..’, Q4713 n=E29;

Mer wvou fola

MJ: :j {’.‘}";)M&, tv‘*{)ﬁ? f‘(}?“ :

3;‘ ?;ffw SEMEwW!
14, n=g4t Q415

Source IESO Nislsen, Culture of Conservation - Conservation Metric Tracking (2017}

NAVIG

IESO-N-0026926
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t know responses nol shown



= Pegople talked about conserving energy with friends, family and co-workers more frequently in Q4 2018 vs 04 2015 (65%

g from 58%)

Surveved Participants: Talked about not wasting energy/conserving energy/using energy wisely in the home with family, friends

OF CO-WOTKErs
wmhl

A iy m 4 it

4 - 2016
(4 - 2015
Q04 - 2014
24 - 2013
34 - 2012
4 - 2011
Q4 - 2010
Q4 - 2008

65%
58%
B4A%
59%
58%
65%
3%
T0%

¥ fe {2 s o 3 2 o o 0oy fo o o 2 ; wagn fay F3 P B R e S si Fvayisen
QER. Would vou say thel compared (o the past few years, in the past 12 months you have.

Hase. A respondents: 411, n=828 Q4718 n=827, (413 n=828 G414, n=841, (/18 n=832; G448, n=831. NOTE. Don't know responses not shown

Source: 1ESO Niglsen, Cultwre of Conservation - Conservation Metrie Tracking (2017

NAVIGANT
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« Approximately 60% of Ontarians report having participated in Heatling & Cooling program in 2016

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

Participation s evanly distnbuled throughout the vear — At (12%), May (18%) have highest participation rates
» Three guarters of participants are likely (o participate in future Save on Energy programs

5

5

80% 100%

a3}
oL
K
:'\

0% 20% £0%

# Much more lkely

@A little more lkely

g it does not have any influence on your inlerest in future programs
A little less lkely

N i s i e Py bi R rersiae ; oty 11T QYR = Dardaes fatis vof mir ronctitianar SRERAS et el i oy ey e 15T O R o 3 .

D& Earfier vou indicated that you have replaced your axisting [IF S16 = Replaced exdisling central sir conditionar SHOW ‘central ey condifioner anddor IF S18 = Heplaced

sxisting furnace SHOW Tumeace] Base: All Answering. (n=244) Did yoii or yolir contracior apply for the Save on Energy HEATING & COOLING INCENTIVE rebats™

D4, Conpsidening your sxpeiisnoe, how liksly would yvou b to reconmend the Savs On Enesrgy Healing and Couling inceniive Frogram fo a Mend or collsagus using a suals
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from 1 lo 10 where 1 is not at &ff ikely and 10 s extramsly likely? Base: Aff Answering. (n=148)

NAVIGANT

Source 1ES0 and Ipsos, Longitudinagl Mass Market Research Survey (LMMEDR) (G1 Report), 2017
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Approximately 35% of Ontarians report having participated in Save on Energy Coupon events during 2016
58 % of Ontarians have heard of the Coupon program by name or description
« 50% of those aware participated in the Coupon program in 2015

Thrae guarters of participants are Hkely o participate In fulure Save on Energy programs
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G2 Flegre indicate which of the following products you heve purchassd since Jan
found below., Base, A Answering, in=1,022)
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sy Tab, 2018 using & Save on Energy coupon. A few examples of the coupons can be

S0 How does vour sxpstisnce pariicipeling in this program influsnoe your inlerest in parlicipating in fulure Save On Energy programs? Would you say yvou ers. .
Haser A Answedng. (n=606});

NAVIGANT

Source: IE50 and ipses, Longiiudinal Mass Market Research Survey (LMMREE) (1 Report), 2017
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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 68% of the general residential population survayed),
Brand trustworthiness as of 2016 continues 1o be high (at 88% of those surveyed).

Save on Energy Brand Image remains very positive among Ontarians aware of the brand (55% 1o 81% of
Ontarians agree 10 positive statemenis about the atiributes of Save on Energy).

Preliminary resesarch provides a good foundation of the pulse of brand awareness and trustworthiness,
Further research on the brand will not be necessary under the Mid-term Review as IESO's tracking studies

will continue through to 2020 (Mid-term Review: continue 1o monitor resulis of IESO research)

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

-3

B

Retrofit program cusiomer satisfaction scores remain high — scores of 84% in 2014 and 92% in 2018,
Large businesses know what it takes 10 conserve - BY % stale they are at least somewhal knowledgeable
about what It takes {0 reduce electricity consumption

Research is showing strong customer satisfaction metrics for consumer programs over the past three
vears (Heating & Cooling —~ 92% and Coupons — 82%, average over 3 year period).

76% of Heating & Cooling participants and 76% of Coupon participants were likely {0 participate in Save
on Energy programs the fulure.

Preiiminary research begins 1o identify areas of focus for further research (e.q., barriers).
Potential for further investigation into programs not investigated through existing IES0 commissioned
market research (.., all programs with the exception of Retrofil, Coupons, and Heating & Cooling).

NAVIGANT
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Are there any customer or sector specific gaps in the framework?

There are programs available 1o all segments (residential, small commercial, large commercial).
CDM plans focus target achievement (ensrgy savings) on business customers,

«  Small business customers are 5% of anticipated target achievement (energy savings from the
simall business lighting program and other localfregional programs largeted towards small
businesses).

< Business customers (not including small business) are anticipated to caplure 76% of target
achievement (energy savings) as per COM Plans.

The Achievable Polential Study indicates available energy efficiency opporiunity in the residential
secior with possible imitations in the short-term for the business secltors.

Praliminary research provides a baseline understanding from a program and general awareness/
attitudes perspective (2.q., when customers think of energy efficiency and Save on Energy, what are
they thinking of, how do they obtain program information, efc.).

FPotential for further investigation into meaningful gaps in both programming and framework {8.q., are
small business and residential programs sufficient {o reach potential and mest customer neads).
Potential to complete further research into opportunities bevond the business segment.

NAVIGANT
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+ s the framework itself creating challenges for the customer or market actors who could support
COM/DSM?

&

There appears 10 be Increased engagement in the business sector through energy managers,
channel, and mulli-site cusiomers (82% of large companies in 2015 reported 1o have paid altention (o
managing their electricity annually or more, which is up 5% from 2014

46% of large customers hear aboutl business programs from channel and supply chain {contraciors
and distributors).

Preliminary research provides a baseline undersianding of select program barriers and attitudes {e.g.,
decision-makears thoughis aboul managing energy use).

Potential 1o investigate any challenges and satisfacltion among market aclors serving cusiomers with
properties in multiple termritories.

Seek 1o understand Industrial Accelerator Program non-participant barriers and/or reasons for non
participation in the industrial Acceleraior Program.

NAVIGANT

IESO-N-0026926



Based on the preliminary assessment of the current state of customer and markst engagement and
satisfaction, the following areas will be considered in the market research phase:

8

8

8

Determine how collaboration is impacting customer salisfaction.
investigate customers’ satisfaction with the choice and availability of programs (by seclor).

seek 1o understand Industrial Accelerator Program non-participant barriers and/or reasons for non
participation as well as Industrial Accelerator Program satisfaction among participants,

in addition to Industrial Aceelerator Program, seek further input on satisfaction, barrers and opporiunities
with customers (small and large), including those with businesses in multiple territories {.e. those that
interact with multiple LDCs or both electnic and gas ulilifies).

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.

NAVIGANT
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‘Achievable Potential

ve on . Bave on Energy: The gy

""" ... fthrough LDCs ordirectly through IESO and funded by the IESO.
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