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Program Background

nationalgrid

HERE WITH YOU. HERE FOR YOU

Upstate New York

e Average demand < 110kW

* Free energy audit

e Savings analyses

 Direct installation services

* Interest-free on-blill financing
* Equipment recycling/disposal
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Program Background

2009 %2010 > 2011 » 2012 2013 » 2014~ Present
SBD' Dl-only program DI and CDO Channels
created Y Prog

National Grid PM

Direct Customer-

Install / wrected Option

Implementatlon
Vendor

DI Vendors CDO Trade
Allies
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Evaluation Objectives

e Assess relative
effectiveness of the two
channels

e Identify and understand
challenges

e ASsess customer
experience and
satisfaction

NMR Group, Inc. 4



Results
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Document

Review

Stakeholder
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Customer
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Results

Marketing and Outreach; Market Segments

Payment Options

Customer Experience and Satisfaction
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Vendors and Trade Allies

Are The Face of SBDI

DI (n=215) CDO (n=71)

339, - DI vendor/CDO trade ally* _ 55%
259, - National Grid outreach/marketing - 18%

230, Word of mouth referral* . 14%

79 Reached out to National Grid* | 1%

7% Other ] 3%

* Statistically significant difference at the 90% confidence level.
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Diverse Participants DIVIR

30% m DI (n=215) =mCDO (n=71)

11%
8% 8%
7% 6% "
1 W L
Retail * Office Warehouse/ Industrial Restaurant * Religious School Multifamily/ Other
automotive dormitory *

space

Other includes grocery, firehouses (each 2%) municipal buildings, farms, and hospitals (each 1%).
* Statistically significant difference at the 90% confidence level.
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Payment Options

It's an important piece of the
sales pitch, particularly for
projects that show a return on
Investment within 24 months.

It's a huge advantage. This is
the only program that we run
that has on-bill financing.
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Payment Options:

Significant Differences by Channel

DI (n=215) CDO (n=71)

Lump sum payment
with discount*

99% 31%

No-cost financing™ 65%

Unclear* 4%

* Statistically significantly at the 90% confidence level.
** A small percentage of respondents were unable to confirm the path they took despite prompting based on program tracking data.
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Payment Plan Encourages Upgrades

If no-costfinancing If discounted lump sum
was not available payment was not available

|7 CDO (n=46) DI (n=80)

Used no-cost financing

These questions were asked only of respondents able to confirm their payment method.

CDO (n=22) DI (n=127)

Used lump sum payment
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® Don't know

® Would not have

moved forward

® Would have
moved forward
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Customer Experience DNMR

DI (n=70) CDO (n=21)

More convenient 24%
Process seemed easier 19%
20% - Prefer single contact -

16% - Vendor/trade ally approached them

10% ! Previously worked with vendor/trade ally _ 14% v

Multiple choice question; asked only of respondents aware of the two participation options.

v 60%

v 31%

29%

29%
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Customer Satisfaction

Very Very
dissatisfied satisfied
1 2 3 4 5
Overall experience 4 gl,ﬁ
: 4.6 _
Equipment 45 ™ DI (n=214)
mCDO (n=71)
: 4.4
Savings 4.2
4.4

Vendor/Trade ally 4.2

4.2

Recycling / disposal 4.2
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Net Promoters

“How likely are you to
recommend the program to someone else?”

O="Extremely unlikely,” 10="Extremely likely”

Detractors
ol [ 2 s sl el [l

PRRRRRRRRRR

% Promoters - % Detractors = % Net Promoters
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Net Promoters by Channel

NPS=51 NPS=67

® Detractor (0-6)
W Passive (7-8)
W Promoter (9-10)

DI (n=213) CDO (n=69) All (n=282)

Categories are based on ratings of likelihood to recommend the program to someone else.
Four respondents did not provide a rating.

a Statistically significantly higher than DI respondents at the 90% confidence level.

b Statistically significantly higher than CDO respondents at the 90% confidence level.
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Conclusions

It Is possible for SBDI programs to
successfully offer more than one
channel.

Offering two channels requires
well-coordinated strategies for
both options.

Offering no-cost financing Is an
Important consideration for other
programs.
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