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Harnessing the power of data to help clients
achieve organizational goals.

In-depth Interviews
ﬂ Telephone Surveys

' i"
Data to support strategic decisions to improve on products and Q\.
services. Since 1979, our experience with study and instrument

design, data collection, analysis, and formal presentation assists our
clients in identifying the "why” and “what's next.”

Digital Surveys

Talent with a knowledge base in a wide range of industries and Focus Groups
methodologies ensures a 360° view of the challenges faced and the | Product/Concept Testing
expertise to address them. Journey Mapping
Solutions that are customized to provide a personalized approach r ’
of understanding organizational, employee, and customer needs “
allowing for more informed decisions. -Q’; '

1]
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o GreatBlue Research was commissioned by Reading Municipal Light Department (hereinafter

"RMLD") to conduct research among its customers to gain a deeper understanding into their
perceptions of the utility and satisfaction with the services provided.

o [he primary goals for this research study were to assess the effectiveness of RMLD's ability to serve
Its customers, identify areas for improvement, and isolate areas that may increase engagement.

e In order to service these research goals, GreatBlue conducted telephone and digital surveys among
a random sampling of RMLD's customers.

o [he outcome of this research will enable RMLD to a) more clearly understand, and ultimately set,

customer expectations, b) act on near term opportunities for improvement and, c) create a strategic
roadmap to increase customer satisfaction.
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The RMLD Customer Satisfaction Study leveraged a
quantitative research methodology to address the following
areas of investigation:

e Satisfaction with RMLD

o Satisfaction with customer service

e Awareness and importance of RMLD's community
ownership

Preferred methods of communication

Satisfaction with outage restoration

Awareness and use of the Customer Notification System
Importance of reducing greenhouse gases
Awareness and interest in time-of-use rates
Awareness of RMLD's energy efficiency, electrification
and rebate programs

Likelihood to purchase an electric vehicle

Knowledge and interest in air source heat pumps
Interest In a self-service portal

Demographic profile of respondents

Areas oOf

Investigation




Residential

Research Methodology Snapshot

No. of Completes

Methodology No. of Questions Incentive Sample
1,610 |
Telephone / Digital (400 phone + 1,210 66* None Customer List
online)
Target | | | Research Dates
Quality Assurance Margin of Error Confidence Level
Residential - i : December 1, 2020
Customers UURHevel Fort T ek - January 11, 2020

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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Commercial

Research Methodology Snapshot

No. of Completes

Methodology No. of Questions Incentive Sample
. . 110 C -
| * ustomer List
Telephone / Digital (88 phone + 22 online) 67 None
Target | | | Research Dates
Quality Assurance Margin of Error Confidence Level
ommercial December 1, 2020
& Dual-level™ 9.2% 95% ’
Customers - January 11, 2021

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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Respondent Snapshot

This slide quantifies select data points to provide context for this research study. The data is not meant to be proportional
to population contribution, rather to provide an empirical view into the demographic profile of the participants.

Single family home

, lype of Residence

80.1%

Condo 3.4%
Apartment building 6.6%
Town _house or 8370,
multi-family house
Other (plegse 0.7%
specify)
Don’'t know / 0 4%
unsure
Mobile home | 0.1%
0% 25% 30% 75% 100%

/

~ Residency

\_

Own

Rent 9.9%
Prefer not to 0 5%
say
Don't know | 0.4%
0%  25% 30% 75% 100%
J
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. Gender

Residential

. Male . Female

Prefer not to say
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Respondent Snapshot

This slide quantifies select data points to provide context for this research study. The data is not meant to be proportional
to population contribution, rather to provide an empirical view into the firmographic profile of the participants.

+ Number of Employees

Less than 15 76.4%
15 to less than o
30 5.5%
30 to less than 0
50 1.8%
o0 to less than 0
100 2.1%
More than 100 B 7.3%
Don’t know / 0 9%
unsure
Prefer not to 5 50,
say
0% 25% 50% 75% 100%
\ /

~ Length of Time as Customer

Less than 1 4 59%
year
1 to less than 5 15 5,
years
O to less than 12 79,
10 years
10 to less than 8 20/,
15 years
15 to less than 0
20 years 14.5%
20 year;sofer 33 6%
Don’t know B 6.4%
Prefer not to 4 59
say
0% 50% 100%
\

~ lype of Business

Commercial
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Office Space 27.3%
Manufacturing/Industrial 19.1%
Retail Space 15.5%
Convenience Store § 3.6%
Church 8 3.6%
Grocery § 2.7%
School | 0.9%
Other (please_ 0
specify) 23.6%
Prefer not to say 3.6%
0% 50% 100%
\_
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Respondent Snapshot

This slide quantifies select data points to provide context for this research study. The data is not meant to be proportional
to population contribution, rather to provide an empirical view into the firmographic profile of the participants.

. Electrically Sensitive Equipment

31.8%

Refrigeration equipment

15.5%

Voltage-sensitive equipment

Three-phase motor
sensitivity

8.2%

3.6%

Time-sensitive equipment

Frequency-sensitive
equipment

3.6%

Other

Don't know/unsure

52.7%

0% 50%

\_

100%

/

~ Business Ownership

51.8%

43.6%

0.9%

3.6%

0%  25%

I Rent . Own

50%

5%

: Don't know

Prefer not to say

\_

100%

Commercial

~ Square Footage
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~
Less than 1,000 sq ft
1,000 to 4,999 sq ft 34.5%
5,000 to 9,999 sq ft
10,000 sq ft or more 16.4%
Don't know/unsure 217.3%
Prefer notto say B 7.3%
0% 50% 100%
/
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Residential | | | - -
| will read you a list of different organizational characteristics. For each one,

Rel |a b | I |ty d r|VeS please rate RMLD's service. Again, please use a scale of one to ten where

one Is very good and ten Is very poor.

service ratings

Average

-----------
e “»

Reliable service . 96.9 97.4 96.7 97.0
: : : ” . Honesty / Integrit 945 96.0 93.5 94.8
Residential respondents provided positive ooy LTS L
ratlngs When ratlng RMLD among a Serles Of . .................................................................................................. ,. ....................................... ,. ............................................ ,. ....................................... .. ....................................... .
organizational characteristics, yielding an E Cormunity Service TR 038 | w2 | ez
average positive rating of 92.0%. = = = = =
Surveyed customers gave the highest éggrf]t;mfcgqugactiOf‘s and  e27 95.6 910 933
ratings for RMLD providing "reliable service” | f f f f
(96.9%) and their "honesty / integrity”
(94.5%), but gave lower ratings for RMLD Rates 885 89.3 862 . 893
"helping customers use energy more A e e e ]
efficiently through energy efficiency Helping customers use energy more  § u
programs / rebates" (86.4%) : efficiently through energy efficiency : i 86.4 ; 8r.1 79.6 88.4
' ' . programs/rebates e s
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Commercial

Reliability arives
service ratings

Commercial respondents provided positive
ratings when rating RMLD among a series of
organizational characteristics, yielding an
average positive rating of 88.6%.

Surveyed customers gave the highest
ratings for RMLD providing "reliable service”
(98.2%) and their "nonesty / integrity”
(96.0%), but gave lower ratings for RMLD
"helping customers use energy more
efficiently through energy efficiency
programs / rebates” (76.7%).

I"'will read you a list of different organizational characteristics. For each one,
please rate RMLD's service. Again, please use a scale of one to ten where
one Is very good and ten IS very poor.

i Customer interactions and
: communication

Helping customers use energy more
: efficiently through energy efficiency
programs / rebates

Composite Phone Online
982 97.7 100.0
960 ....................................... ; 62 ......................................... ; 50 .....................
....................................................................................................................... ; 28922950
....................................................................................................................... 847846850
....................................................................................................................... 831818875
767 ..................................... 7 54 ......................................... ; 10 .....................
....................................................................................................................... 886880906

Average
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Strong satistfaction with customer service  Residential

Of those residential respondents who have recently had an interaction with RMLD, the majority (92.5%) indicated they were either
"very satisfied" or "somewhat satisfied" with the way the RMLD employee handled the call or visit. Surveyed residential customers
primarily reported contacting RMLD to report an "outage” (15.4%), for a "question on bill (not a complaint)” (12.3%), or for a

"rebate” (12.3%).

100% 92.5% ; 93.6%
88.6% o Composite, Phone Online
Overall, how satisfied were ... ...
750/, you with the way the RMLD (Outage @ e Ll 2 B e
employee Nandled the call :Question on bill (not complaint) 12.3 7.6 13.6
or visit? Would you say you :Rebate {123 6.7 13.8
50% were... Service call 8.9 13.3 7.7
To pay billl 7.7 14.3 5.9
Install service 6.5 7.6 6.2
25% Other (please specify) 6.1 1.9 7.2
5 9%, 9.5% 4.9% _Payment arrangement 5.3 3.8 5.6
. 6% 19% 1 5% B v —— P PP e
0% — - - . —e——. @ CCUTN e b a1 s e
Satisfied | Not satisfied | Don't know / o ddress chanae A A

Unsure

B Composite B Phone | Online
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Please tell me the purpose of the call or visit?
(Top 10 values shown)
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Strong satisfaction with customer service ~ “ommerea

Of the 40 commercial respondents who have recently had an interaction with RMLD, the majority (87.5%) indicated they were
either "very satisfied" or "somewhat satisfied" with the way the RMLD employee handled the call or visit. Surveyed commercial
customers primarily reported contacting RMLD for a "question on bill (not a complaint)” (17.5%) or to "install service"” (15.0%).

100% Composite Phone | Online
Uy 53.3% OVerall, how satisfied were | Questiononbil (notcompiaint) | 475 | 208 | 00 |
o, you with the way the RMLD  I"SWUSSVICE e 20T LT
employee handled the call {7190 Bl QUESHOn @ s 0D 2333
Or visit? Would you say you jopayb = . |10 jME 00

were... : Payment arrangement 7.5 . 59 i 167
509 e I e
B TP I o
- Folowupinquiy e B0 29 L 16T
125%  118% e SOV Al e 50 B 00
: OQutage 5 5.0 : 59 ¢ 00 :
. _ _ R B N B o R T o

Satisfied | Not satisfied |
B Composite B Phone M Online Please tell me the purpose of the call or visit?

(Top 11 values shown)
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|Issues resolved upon first contact Residential

Over four-fifths of surveyed residential customers (81.4%) reported RMLD generally takes care of things to their satisfaction
the first time they have contact with customer service, with only 6.1% of respondents indicating they must have repeated
contact before their reason for contact is resolved.

100%

5%

50%

25%

0%

0 Generally, when you contact RMLD, are things taken care of to your satisfaction
81.4% P the first time, or must you have repeated contact with them?

11.4%
6.1% - 4 6% 6.5% 6.7% 6.4% 6.1% 4.8% 6.4%
RMLD takes care of Must have repeated It varies Don’t know/unsure
things the first time contact

B Composite B Phone | Online
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Issues resolved upon first contact Commercial

The majority of surveyed commercial customers (87.5%) reported RMLD generally takes care of things to their satisfaction the
first time they have contact with customer service, with only 7.5% of respondents indicating they must have repeated contact
before their reason for contact Is resolved.

100% . . .
87 5%  88.2% Generally, when you contact RMLD, are things taken care of to your satisfaction
- 83.3% the first time, or must you have repeated contact with them®
5%
50%
257 16.7%
7.9% 5 QY% 5.0% 0.9%
0% D 0.0% 0.0% 0.0% ——1 3 B
° | RMLD takes care of things the ' Must have repeated contact It varies | Don’t know/unsure

first time

B Composite B Phone | Online
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Positive relationship with RMLD Rsiaon el

Surveyed residential customers provided a net positive score (Satisfied + Loyal + Advocate) of 96.0%, with only 2.2% reporting
they are a "less than satisfied" customer of RMLD. Of note, more online survey respondents indicated they are "an advocate of
RMLD" (22.4%) than phone survey respondents (14.8%).

100%
Which of the following would best describe your 06 8%
. i : 0 O
relationship with RMLD? Would you say you are... Average 96 O /0
759, MEAM Net - _
positive Net positive score
cauih (Advocate + Loyal +
48.5% Satisfied
0% 44.1% 49 69 )
31.4% 32.0% 31.2%
25% 20.5% 22.4%
14.8%
2 2% 2.8% 2.1% .- 1.8% 2.0% 1.7%
0 | ——
0% [~ A less than sz A less than satisfied A satisfied customer A loyal customer " Anadvocate of RMLD ' Don’t know/unsure
customer

B Composite B Phone | Online
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Positive relationship with RMLD

Commercial

Surveyed commercial customers provided a net positive score (Satisfied + Loyal + Advocates) of 93.6%, with only 4.5% reporting
they are a "less than satisfied" customer of RMLD. Of note, more online survey respondents indicated they are either a "loyal"
customer (36.4%) or "an advocate of RMLD" (27.3%) than phone survey respondents.

100%
Which of the following would best describe your
relationship with RMLD? Would you say you are...
75%
58.0%
51.8%
50%
31.8% o,
217.3% SR
25%
4.5% 4.5% 4.5%
o, | NN N '
0% " Aless than satisfied | A satisfied customer | A loyal customer
customer

B Composite B Phone
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93.6%

Net positive score
(Advocate + Loyal +
Satisfied)

36.4%
27.3%

10.0%

S5.7%

4.5%

1.8% 1.1%

An advocate of RMLD !  Don’t know/unsure |

Online
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FInd municipal ownership important

Residential

Over four-fifths of surveyed residential customers (82.3%) correctly identified RMLD as a "Community-Owned Municipal Utility."
Further, the majority of residential respondents, 91.3%, reported it is either "very important” (7/0.9%) or "somewhat important”
(20.4%) to maintain local control of their municipal utility.

100%
75%
82 . 3 O/ O 50%
Were aware RMLD is
a "Community-Owned o
Municipal Utility" 25%
0%

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

70.9%

73.1%
64.5%

RMLD is a “Community-Owned Municipal Utility.” How
Important to you is it to maintain local control of your
municipal utility?

25.0%

Very
Important

20.4% 18.8%
190, 18% 20% 32% °°% o5y 35% 3.3% 3.6%
Somewhat Somewhat '  Notatall Don't |
Important unimportant Important Know/unsure
B Composite B Phone | Online
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FInd municipal ownership important

Commercial

Over two-thirds of surveyed commercial customers (69.1%) correctly identified RMLD as a "Community Owned Municipal
Utility.” Further, over four-fifths of commercial respondents, 83.6%, reported it is either "very important” (60.0%) or "somewhat

Important” (23.6%) to maintain local control of their municipal utility.
100%
RMLD is a “Community Owned Municipal Utility.” How
750, 72.7% Important to you is it to maintain local control of your
municipal utility?
60.0%
0 56.8%
69.1%
Were aware RMLD iIs
a "Community Owned 21.3%
. ntg 1 0
Municipal Utility 25% O
9.1% 11.8% 11.4% .1 3.6% 0
' - 1.8% 23% (o - 2.7% 2.3% 47
0% | T | - T — |
Very Important Somewhat Important Somewhat Not at all important ' Don’t know/unsure
unimportant
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RMLD embodies a community-owned utility Resieena

Residential respondents agreed that RMLD embodies several characteristics of a community-owned municipal utility. Notably, the
highest frequency of respondents agreed that "RMLD provides reliable service and responds quickly during an outage” (97.5%)
and "RMLD effectively represents community interests and meets local needs"” (94.3%).

Now | will read a list of different characteristics common to community-owned municipal utilities. For each one please rate
how well each characteristic describes RMLD. Please use a scale of one to ten where one means you strongly agree and
ten means you strongly disagree. (Ratings of 1-4)

100% | 277  968%  S7.7% 94.3% 9159  92.1% 91.6% g7 40  92.9% 91.6%  90.7%  91.9%
0
80%
60%
40%
20%
0o
0% RMLD provides reliable service and | RMLD effectively represents RMLD effectively balances " RMLD is focused on fair prices and |
responds quickly during an outage. community interests and meets environmental stewardship with high levels of customer satisfaction
local needs. fiscal responsibility.

B Composite B Phone | Online
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RMLD embodies a community-owned utility “°mmer#

Commercial respondents agreed that RMLD embodies several characteristics of a community-owned municipal
utility. Notably, over nine-out-of-ten respondents agreed that "RMLD provides reliable service and responds quickly during an
outage” (95.2%) and "RMLD Is focused on fair prices and high levels of customer satisfaction” (90.2%).

Now | will read a list of different characteristics common to community-owned municipal utilities. For each one please rate
how well each characteristic describes RMLD. Please use a scale of one to ten where one means you strongly agree and
ten means you strongly disagree. (Ratings of 1-4)

0 95.2% 95.2% 95.0%
100% i i : 90.2%  90.1%  90.5% 80.6%  89.6%  89.5% 86.5% 8500 no
) II “ II
0
% RMLD provides reliable service and ' RMLD is focused on fair prices and | RMLD effectively represents RMLD effectively balances
responds quickly during an outage. high levels of customer satisfaction community interests and meets environmental stewardship with
local needs. fiscal responsibility.

B Composite B Phone | Online
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Residential

Prefer to look for information through website

Two-thirds of surveyed residential customers (66.5%) indicated they prefer to look for information about RMLD on the "website,"
with nearly one-third (32.9%) seeking information through RMLD's Customer Notification System. When rating the value of
several RMLD communication methods, more respondents rated RMLD's website (85.8%) and emall newsletters (84.2%) as
either "very valuable” or "somewhat valuable” than its social media (27.7%).

Please tell where you would prefer to look for information about RMLD? RMLD= 55-8%
(Top 10 values shown) 76.8%

website
88.8%

............................................................................................................ Nl ey nhone online | 84.2%
\Website 665 : 69.8 65.4 Email 67 3%
S S — S —— S —— Newsletters ;
:RMLD's Customer Notification System 399 30 42 8 89.8%
:(CNS) ' ' ' .

............................................................................................................ - ............................................ ............................................ ............................................ 2770/0

: Utility's newsletter/brochures 22.5 5.5 28.1 Social media 21 59,

s s s s s , . /0

ittt e R e e (Twitter)

: Direct contact 16.5 8.5 19.2 29 89,

Direct mail 16.0 9.5 18.2 0% 25% 50% 5% 100%
ESociaI media (Twitter) 10.3 4.3 12.3 B Composite B Phone Online

Newspaper stories 4.5 1.8 5.5

e AR S R N For each of the following please tell me if you
Friends and co-workers 2.5 0.3 3.2 believe this method Is very valuable, somewhat
............................................................................................................ - ............................................ ............................................ ............................................ Valuable, not Very Valuable, Or not at a” Valuable_
: Newspaper ads 1.7 2.3 1.6 . .

sttt ettt (Total "valuable")
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Commercial

Prefer to look for information through website

Over two-thirds of surveyed commercial customers (69.1%) indicated they prefer to look for information about RMLD on the
"website,"” with others seeking information through "direct mail” (12.7%) and "direct contact” (12.7%). When rating the value of
several RMLD communication methods, more respondents (80.0%) rated RMLD's website as either "very valuable” or "somewhat
valuable” than RMLD's email newsletters (57.3%) or social media (22.7%).

Please tell where you would prefer to look for information about RMLD? 80.0%
(Top 10 values shown) RMLD website 76.1%

95.5%
Composite Phone Online -

8RR AR R e : | | 57 39,
. Website . {691 i 693 i 682 |
e —————————— T A S A Email Newsletters 93.4%
- Direct mai 127 ¢ M4 i 182 72.7%
: Direct contact : 12.7 : 12.5 : 13.6 : 22 7%,
.......................................................................................................................... ................................... - .................................. - .................................. SOClaI medla 2610/
: Utility's newsletter/brochures 8.2 6.8 13.6 (Twitter) = A4S
.......................................................................................................................... ................................... - .................................. - .................................. 91 0/
: RMLD's Customer Notification System (CNS) 5.5 0.0 27.3 i
.......................................................................................................................... ................................... - .................................. - .................................. OOA) 250/0 500/0 750/0 1 Oocyo
. Newspaper stories 2.7 0.0 13.6

Community organizations 1.8 1.1 4.5 : Composite il Phone Online

Social media (Twitter) 1.8 2.3 0.0

...................................................................................................................................................................................................................................... For each of the following please tell me if you
. Newspaper ads 0.9 0.0 4.5 believe this method Is very valuable, somewhat
S S R R (Total "valuable")

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 22




Find outage restoration times acceptable  Residenta

Of those respondents who reported experiencing a power outage within the past year that was not related to a major storm,
384.7/% Indicated the time to restore power was either "very acceptable” or "somewhat acceptable.” Further, of those who
reported experiencing a power outage within the past year that was related to a major storm, 87.3% noted the time to restore

power was "very acceptable” or "'somewhat acceptable.”

100%

75%

50%

25%

0%

84.7% 85.7% 84.5%,

32% 24% 5oy
1 *

Acceptable

If you experienced a power
outage within the past year that
WAS NOT related to a major
storm (wind, snow, etc.), please
tell me If the time to restore
power was...

12.1% 12.7%

8.9% |

Not | Don't
acceptable Know/unsure

B Composite B Phone | Online
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100%

5%

50%

25%

0%

87.3% 88.1% 87.1%

16% 1.9% 15% -
. N |

Acceptable

If'you experienced a power
outage within the past year
that WAS related to a major
storm (wind, snow, etc.),
please tell me If the time to
restore power was...

11.1% 10 0% 11.4%

Not | Don’t

acceptable Know/unsure

B Composite B Phone | Online
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Find outage restoration times acceptable

Commercial

Of the 38 respondents who reported experiencing a power outage within the past year that was not related to a major storm,
39.5% Indicated the time to restore power was either "very acceptable” or "'somewhat acceptable.” Further, of the 48
respondents who reported experiencing a power outage within the past year that was related to a major storm, over four-fifths

(83.3%) noted the time to restore power was "very acceptable” or "somewhat acceptable.”

100%

5%

50%

25%

0%

100.0%

0
89.9% 36 7%

100%

If you experienced a power

outage within the past year that

WAS NOT related to a major 75%
storm (wind, snow, etc.), please

tell me If the time to restore

Acceptable

owerl Was...
’ 50%
25%
0
10.5% 1537
0.0% 0.0% 0.0% -. 0.0% .
| Not acceptable " Don’t know/unsure 0%

B Composite B Phone | Online
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100.0%

If'you experienced a power
outage within the past year
that WAS related to a major
storm (wind, snow, etc.),
please tell me If the time to
restore power was...

83.3%

0
1 59, 15.8%
4.2% 9.3%
e 0.0% 0.0%
Acceptable | Not acceptable " Don’t know/unsure
B Composite B Phone | Online
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Residential

| ow awareness of Customer Notification System

Only 14.7% of residential respondents noted they currently receive

outage updates through RMLD's Twitter. Further, two-fifths of surveyed
customers (39.6%) reported awareness that RMLD Is In the process of
Implementing a Customer Notification System. While over one-quarter of

respondents (26.8%) Indicated they do not want to receive additional

information through the Customer Notification System, others would like

to see Information about "upcoming rate changes” (18.4%) and "new
program and service offerings” (18.0%).

\

14.7%

Currently receive
outage updates

through RMLD's
Twitter

39.6%

Are aware RMLD is In
the process of
Implementing a

Customer Notificatio

System

*The CNS will send notifications regarding outages, critical alerts, and shred the peak
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| don’t want to receive
additional information 19 6%

18.4%

Upcoming rate changes 11.8%

20.7%
New program and service 5 30, 18.0%
offerings ' 29 29,
10.4%
Energy conservation tips 5.0%
12.2%

3.2%
RMLD Community events § 1.5%

3.8%

3.2%
Safety protocols | 0.8%
4.0%

2.2%
Other (please specify) 3.8%
1.7%

Multiple topics | %%2,//‘(’)

selected/stated 0.5%

W 37%
11.3%

All of the above
1.2%

12.8%
10.0%
13.7%

Don’'t know / unsure

26.8%

48.8%

\Would you like to
receive any
additional
iInformation through
RMLD’s Twitter or
RMLD’s upcoming
Customer
Notification System?
If so, what?

0% 25%

B Composite B Phone

50% 75% 100%

Online

Slide / 23




Commercial

| ow awareness of Customer Notification System

Only 8.2% of commercial respondents noted they currently receive

| don’t want to receive 51.8%

outage updates through RMLD's Twitter. Further, less than one-quarter additional information 54.5%
of surveyed customers (22.7%) reported awareness that RMLD is in the
: : - : : 13.6%
process of implementing a Customer Notification System. While over Upcoming rate changes 11.4%
one-half of respondents (51.8%) indicated they do not want to receive 22.7%
additional information through the Customer Notification System, others New program and g v,
would like to see information about "upcoming rate changes” (13.6%) service offerings |y 13 6% Would you like to
and "new program and service offerings” (6.4%). nergy conservation ML 5:5% receive any
s [0.0% additional
\ RMLD Community J§ 2.7% informgtion through
events '45(:,/0 RMLD’s Twitter or
O 1 80% RMLD’s upcoming
8 2 O/O 2 2 : 7 /0 Other (please specify) H 2.3% Customer
- - il Notification System?
Currently receive Are aware RMLD is in orit know | urcure B G o If so, what?
outage updates _the ProCEsSS of 18.2%
through RMLD's mplementing a 6.4%
Twitter Customer Notification All of the above 000/8-0%
System o

0% 25% 50% 5%  100%

B Composite B Phone | Online
*The CNS will send notifications regarding outages, critical alerts, and shred the peak
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Reliability Is the top
priority for customers

When ranking the importance of topics regarding
their local electric service, over one-half of
surveyed residential customers (54.6%) ranked
"reliability” first, while nearly one-third of

respondents (30.9%) ranked the "cost of electricity”
first.

Only 14.6% of respondents ranked the "reduction of

greenhouse gas emissions (carbon) in the electricity
portfolio” as the most important topic.

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Residential

Reliability 9.9%

Cost of Electricity 25.6%

Reduction of
Greenhouse Gas
Emissions (carbon)
IN the electricity
portfolio

64.4%

0% 20% 40% 60% 80% 100%

B Rank1 B Rank2 | Rank3

\When it comes to your local electrical service, please rank the
following three topics from most important to least important.
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Commercial

Reliablility I1s the top
priority for customers

13.6%

Cost of Electricity 12.7%

When ranking the importance of topics regarding
their local electric service, three-fifths of surveyed
commercial customers (60.9%) ranked "reliability”

first, while one-third of respondents (33.6%) ranked Reduction of Green
the "cost of electricity" first. House Gas Emissions 73.6%
(carbon) In the electricity
. portfolio
Only 5.5% of respondents ranked the "reduction of
green house gas emissions (carbon) in the 0% 0% 20% 0% 80%  100%

electricity portfolio™ as the most important topic.
B Rank1 B Rank2 [ Rank3

\When it comes to your local electrical service, please rank the
following three topics from most important to least important.
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Residential

Seek aggressive actions to reduce greenhouse gas emissions

3.9%

25% more Ml 3.3% What percentage increase
4.0% would you be willing to pay
5.5% on an average bill to

20% more 4.8%

iy _comperysate fqr RMLD

. Increasing their |
8 50 environmental stewardship
7.6% by expanding green

199% Initiatives? Would you

21.0% say...”
19.6%

21.7%

17.3%
23.1%

31.4%

15% more

10% more

5% more

Not willing to pay any

More 35.5%
30.1%
10.3%
Don’t know 11.8%
9.8%
0% 25% 50% 5% 100%

B Composite B Phone | Online

*Question read as a percentage increase per utility bill

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

67.0%

Would like RMLD to
be aggressive with
respect to setting
goals to reduce
greenhouse gas
emissions

Two-thirds of residential respondents (67.0%) indicated they
would like RMLD to be aggressive with respect to setting
goals to reduce greenhouse gas emissions. While nearly
one-third of respondents (31.4%) were not willing to pay any
more on their electric bill to compensate for RMLD
expanding their green Initiatives, 21.7% of respondents
were willing to pay 5% more on their bill, and 19.9% were
willing to pay 10% more on their bill.
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Commercial

Seek aggressive actions to reduce greenhouse gas emissions

0.0%
25% more 1 0.0%

0.0% What percentage increase
2.7% would you be willing to pay
20% more M 3.4% on an average bill to
0.0% compensate for RMLD
7.3% Increasing their

8.0%
4.5%

15% more environmental stewardship

o by expanding green
oo, initiatives? Would you

*
22.7% °4aY...

30.0%
30.7%
27.3%

32.7%
30.7%

10% more

5% more

Not willing to pay any

(IS 40.9%
6.4%
Don’'t know 6.8%
4.5%
0% 25% 50% 5% 100%

B Composite B Phone | Online
*Question read as a percentage increase per utility bill
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Over three-fifths of commercial respondents (61.8%)
Indicated they would like RMLD to be aggressive with
respect to setting goals to reduce greenhouse gas
emissions. While nearly one-third of respondents were
not willing to pay any more on their electric bill to
compensate for RMLD expanding their green initiatives,
30.0% of respondents were willing to pay 5% more on

their bill, and 20.9% were willing to pay 10% more on
their bill.

61.8%

Would like RMLD to
be aggressive with
respect to setting
goals to reduce
greenhouse gas
emissions
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Residential

Over one-half interested Iin "time of use" rate

Over one-half of residential respondents (53.5%) reported they were aware RMLD currently offers a "time of use" rate. A similar
frequency of respondents, 54.8%, Indicated they would be either "very interested” (13.2%) or "somewhat interested” (41.6%) In
switching to RMLD's "time of use" rate. Of note, more respondents who completed the survey online (57.7%) were interested in
switching to RMLD's "time of use" rate than those who completed the survey by phone (45.9%).

100%
5%
0/
5 3 ) 5 0, 50%
Were aware
RMLD offers a "time
of use" rate 25%
0%
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How Interested would you say you are in switching to RMLD's “time of
use” rate? Would you say..
41 6% 44 1%
26.4%
13.2%12.2% 13.6% 13.0% 13.2% 1y goy, 14-17
HE .. = Hm
\Very ' Somewhat Not very Not at all Don’t know /
Interested Interested Interested Interested unsure

B Composite B Phone | Online
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Commercial

Few are Interested In switching to "time of use” rate

Two-fifths of commercial respondents (40.9%) reported they were aware RMLD currently offers a "time of use” rate. However,
fewer surveyed commercial customers, 36.4%, indicated they would be either "very interested” (6.4%) or "somewhat interested"”
(30.0%) in switching to RMLD's "time of use" rate. Of note, more respondents who completed the survey online (59.1%) were
Interested In switching to RMLD's "time of use” rate than those who completed the survey by phone (30.6%).

100%
5%
40.9%
Were aware
RMLD offers a "time i
of use" rate 2570
0%

How Interested would you say you are in switching to RMLD's “time of
use” rate? Would you say...
49.5% 44 3%
30.0%
18.2%
0 14.5%14.8% 0
Very interested | Somewhat | Not very Not at all | Don’'t know / |
Interested Interested Interested unsure
B Composite B Phone | Online
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Residential
Please rate your awareness of the following residential energy

M O re awa re efficiency programs. (Iotal "aware”)
of Energy Star
A p p I | a n Ce Re b a te EnergystarApp“anceRebate .............................................. p— » »

. -
..............

Composite Phone Online

llllllllllll
a® .

No-cost Home Energy Assessment 698 62.0 72.3
Nearly three-qualrters of surveyed residential Solar Rebate e e )
CUSIOMETS (72.870) T8POMEA AW A NS OF e
RMLD's Energy Star Appliance Rebate, and over S . e o
two-thirds (69.8%) noted they were aware of the nine Energy Ewciency Store
No_COSt Home Energy Assessment ........................................................................................................................................................................................................................................................

: Shred the Peak Program : 54.7 : 35.5 : 61.1 :
However, fewer residential respondents (18.8%) .......................................................................................................................... .......................................... ........................................ .......................................
reported awareness of RMLD's Electric Panel - Cordless Electric Yard Equipment Rebate 27.1 188 i 299
Upgrade Rebate .......................................................................................................................... .......................................... ........................................ .......................................

: Air Source Heat Pump Rebate 25.0 17.5 27 .4

: Level 2 or above Network Enabled Plug-in
i Electric Vehicle Charger Rebate with enroliment 21.6 18.5 22.6
i In the Time-of-Use rate 5 5 i

...........
.....

-
. B
---------------
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More aware of

Renewable Energy
Rebate

Over one-half of surveyed commercial customers
(51.8%) reported awareness of RMLD's
Renewable Energy Rebate, and more than two-
fifths of respondents noted they were aware of
the Lighting Retrofit Program (42.7%) and Energy
Assessment Program (41.8%).

However, fewer commercial respondents
reported awareness of RMLD's Air Source Heat
Pump Rebate (17.3%) and Cordless Electric Yard
Equipment Rebate (10.0%).

Commercial

Please rate your awareness of the following commercial energy
efficiency programs. (Iotal "aware”)

Composite Phone Online
RenewableEnerQYRebate(mCIUdmgSOIar) 518 » -
nghtngetromProgram ......................................................................... 4 27 .......................... 432 .......................... 409 ..............
EnergyA Ssessm entp rogram ............................................................... 4 18 .......................... 409 .......................... 455 ..............

Energy Initiative Rebate (for energy efficient 19 1 on e 400
i equipment upgrades) . : : 5 .

Level 2 Plug-in Electric Vehicle Charger Rebate 23.6 23.9 22.7
Shredthepeakprogram .......................................................................... 2 36 .......................... 239 .......................... 227 ..............
AlrsoumeHeatPumpRebate17319391 ................
CordleSSEleCtnCYardEqUIpmentRebate10012500 ...............
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Residential

Few currently using energy efficiency/rebate programs

Over two-fifths of surveyed residential customers (42.7%) indicated
they have previously used an RMLD residential energy efficiency/rebate
program. Of those respondents who reported not using any of these
programs, over one-third (35.1%) noted this Is because they were
unaware of these program offerings. A higher frequency of respondents
(84.9%) reported interest Iin using residential energy efficiency/rebate
programs In the future.

84.9%

Are Interested In

42.1%

Have previously used

any of utilizing residential
RMLD's residential energy efficiency /
energy rebate programs in
efficiency/rebate the future
programs

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Unaware
No need / no eligible 1112;0/0/0
. 0
purchases 13 50,

8.6%
8.3%
8.8%

7.6%
15.0%

Don't know/refused

None/na
3.9%

3.3%
5.1%
2.3%

3.1%
4.3%
2.5%

2.7%
3.2%
2.5%

2.1%
2.8%
1.8%

Need more information

Not Iinterested

New customer

No opportunity

39.1%
33.6%
35.8%

Please tell me
why you have not
utilized any
energy
efficiency/rebate
programs?

0% 25%

B Composite B Phone

50% 5% 100%

Online
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Commercial

Few currently using energy efficiency/rebate programs

Only 14.5% of surveyed commercial customers indicated they have
previously used an RMLD commercial energy efficiency/rebate
program. Of the 83 respondents who reported not using any of these
programs, nearly two-fifths (38.6%) noted this Is because they were
unaware of these program offerings. Despite low current usage of these
programs, over seven-tenths of commercial respondents (71.8%)
reported interest In using commercial energy efficiency/rebate programs

14.5%

Have previously used

71.8%

Are Interested In
utilizing commercial

any of RMLD's i
commercial energy ebate programe i
efficiency/rebate - pf ?
programs € Tuture
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38.6%

Unaware 30.4%

2.0%
None/na 4.5%

9.6%
11.6%

No need / no eligible
purchases

Don't know/refused =

4 8%
Not interested 4.3%
7.1%

2%
7.2%
7.1%

2.4%

2.9%
0.0%

Need more information

78.6%

Please tell me why
your organization
has not utilized any
energy
efficiency/rebate
programs? (N=83)

0% 25%

B Composite B Phone

50% 5% 100%

Online
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Residential

| ow likellhood to purchase an electric vehicle

One-fifth of residential respondents (20.5%) reported a likelihood

to purchase an electric vehicle in the next three years. Of the 69.8% of
respondents who Indicated they are not likely to purchase an electric
vehicle, the primary drawbacks for doing so included the higher initial
cost to purchase (34.4%), limited range / distance per charge (25.4%)
and the low avallablility of recharge stations (22.2%).

100% | | In the next 3 years, how likely would you say you are to
purchase an electric vehicle? Would you say...

0
69.8%74'3 /o

68.3%

50%
20.5% 22.2%
(2% 1.5% 7.1%
- 2.5% 3.0% 2.3%
0% I e —
Likely Not likely | Don't | | already have |
Know/unsure an electric
vehicle

B Composite B Phone | Online
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Higher initial cost to purchase

34.4%
27.9%

- 36.8%
25.4%
Limited range/distance per charge 12.1%
30.2%
o . 22.2%
Low availability of recharge stations 8.4%
27.1%
_ 17.3%
None/nothing 22.6%

Happy with current vehicle/not
looking/just purchased new vehicle

Low availability of electric vehicle options

o
(makes/models) T,

- 15.6

11.6%
Long charge time 7.4%

13.1%

11.3%
11.8%
11.1%

10.0%
7.4%
10.9%

Other

Unable to install a charging station
because | live in an apartment or condo

8.7%
7.7%
9.1%

6.5%

10.8%
5.0%

9.2%

Speed/acceleration of the vehicle 4.4%
9.6%

Reliability

No need/not interested

15.9%

14.1%
1 15.5%
13.7%

13.4%

% | For what
reason(s) are
you unlikely to
purchase an
electric vehicle
In the next 3
years? (Select
all that apply)

0%

B Composite B Phone

50% 100%

Online
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Likely to install EV charger along with electric™e "
venicle purchase

Of those respondents who either reported a likelihood to purchase an electric vehicle in the next three years or already own an
electric vehicle, nearly three-quarters, 74.0%, indicated they are either "very likely" (17.8%) or "somewnhat likely" (56.2%) to
Install an electric vehicle charger at their home.

100%
How likely would you say you are to install an electric vehicle charger at your home”? Would you say...
75%
56.2% %97 55 69
50%

23% | 17.8% 17.8% 17.8%

8 6% 10.1% i 6.8% 6.8% 6.7% 8.9% 9.6% 8.8%
0 e % e I - f
0% Very likely | Somewhat likely | Not very likely | Not at all likely Don’t know / unsure | already have an electric’
vehicle charger installed
at my home

B Composite B Phone | Online
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Commercial

| ow likelihood to Install EV chargers at business

Only 14.5% of commercial respondents reported a likelihood to install
an electric vehicle charger at their business in the next three years. Of
the 70.9% of respondents who Indicated they are not likely to install an

electric vehicle charger at their business, nearly one-half (47.4%) noted

this Is because their employees are not driving electric vehicles at this

time, and one-third (33.3%) reported they are renting commercial office

space and don't have the ability to install a charger.

In the next 3 years, how likely would you say you are to
100% Install an electric vehicle charger at your business? Would

you say...
70.9% 70.5% /2.7

50%

18.2% 13 69 14.8%

14.5% 13.6%

- 09% 1.1% 0.0%

0%
Likely Not likely Don't Already have an
Know/unsure electric vehicle
charger

B Composite B Phone | Online
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Employees not driving
electric vehicles at this
time

Renting commercial
office space / don’t have
ability to install charger

Not enough parking
space for charger

Cost to install and
maintain charger

None / nothing

Other (please specify)

20.5%
22.6%
12.5%

11.5%
11.3%

47.4%
43.5%

62.5%

33.3%
32.3%

37.9%

For what reason(s)
are you unlikely to
Install an electric
vehicle charger at

[ 15258 your business in
=9.0% the next 3 years?
9.7% (Select all that

I 6.3% apply)
7.7%
8.1%
F6.3%
0% 25% 50% /5%  100%

B Composite B Phone

Online
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Residential

Uncertainty over installation of air source heat pumps

9.2%
Over one-quarter of surveyed residential customers (27.1%) reported Very interested—r3-5%

they are either "very knowledgeable” or "somewhat knowledgeable” of 5.7%

. — How Interested
the concept of air source heat pumps. 15.5%

| = would you say you
Somewhat interested 12.8% are in installing an

N 10.4% air source heat
14.3% pump In your
Not very interested 11.5% house?

One-fifth of residential 15.3%

respondents (20.7%)
Indicated they are either "very

25.3%

Not at all interested 38.5%

interested" (5.2%) or N e
"somewhat interested" 2 7 1 0/ = 34.3%
(15.9%) In Iinstalling an air a O Don’t know / unsure 28.8%
source heat pump at therr Are knowledgeable of B 36.1%
home, while over one-third the concept of air | have already had a [ 5.5%

(34.3%) reported they are source heat pumps heat pump installed in 8 5.0%

unsure of their interest level. my house | 56%

0% 25% 50% 5% 100%

B Composite B Phone | Online
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Commercial

Uncertainty over installation of air source heat pumps

Nearly one-quarter of surveyed commercial customers (23.6%)
reported they are either "very knowledgeable” or "somewhat
knowledgeable" of the concept of air source heat pumps.

Only 11.8% of commercial
respondents indicated they
are either "very interested”
(2.7%) or "somewhat
Interested” (9.1%) In installing
an air source heat pump at
their business, while nearly
one-third (30.9%) reported
they are unsure of their
Interest level.

23.6%

Are knowledgeable of
the concept of air
source heat pumps
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2.7%
Very interested § 2.3%

4.5%

How Interested
would you say you
are In installing an

0 .
Somewhat interested =:(:°/i0 B SCLIES 1o
2y PUMP at your
- business?
15.5%
Not very interested = 15.9%
13.6%
37.3%
Not at all interested 40.9%
22.7%
30.9%
Don’t know / unsure 30.7%
31.8%

We have already had a | 4-9%
heat pump Iinstalled at § 2.3%

my business 13 6%

0% 25% 50% 75%  100%

B Composite B Phone | Online
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Residential

Uncertainty over adding generation in next 3 years

Less than one-fifth of respondents (15.1%) reported they are likely to

add equipment that will significantly increase their electrical usage. 16.6%
Over two-thirds of respondents (69.7%) were unsure if they will be No § 58.8%
adding any generation to their home in the next three years and 16.6% 2.6%
iIndicated they will not be adding any generation. However, 6.5% B 550,
reported plans to add solar generation to their home. Solar system 8 89
100% EST% Are you planning to
5.7% add any of the
70.8% [3-3% 70 09 Gas generator [l 7.3% following
' ' 5.1% generation to
509 - your home W|th|r’\>
Battery storage B 3.5% the next 3 years:
3.6% (Select all that
15.1% 14.5% 15.3% 14.1% 12.3% 14.7% N P apply)
0% - - Other B 2.5%
Likely Not likely " Don’tknow/unsure 2 8%,
B Composite B Phone | Online B3.F%
Don't know/unsure .
| | 84.2%
To help the RMLD ensure neighborhood transformers are installed 0% 550/, 509 75%  100%

properly, how likely would you say you are to add any equipment

(outside what has already been discussed) that will significantly B Composite l Phone I Online
Increase your electrical usage?
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Commercial

Uncertainty over adding generation in next 3 years

Nearly one-fifth of respondents (18.2%) reported they are likely to add
equipment that will significantly increase their electrical usage. Further,
while over one-half of respondents (52.7%) are not planning to add any
of the listed generation to their business in the next three years, 5.5%
are likely to add solar generation.

100%
79.1% 79.5% 77 39,

50%

18.2% 17 0o 2277

Likely Not likely Don’t know /
unsure

B Composite Bl Phone | Online

To help the RMLD ensure neighborhood transformers are installed
properly, how likely would you say you are to add any equipment
(outside what has already been discussed) that will significantly
Increase your electrical usage?
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52.7%
No 61.4%

Solar system

Other (please specify)

Gas Generator

Battery Storage

Don’t know / unsure

18.2%
9.9%
' 9.7%
Bl i Are you planning to
2.7% add any of the
2.3% following
4.5% generation to your
1.8% business within the
119 next 3 years?
4.5% (Select all that
1.8% apply)
2.3%
0.0%
35.5%
27.3% -
1 68.2%
0% 25% 50% 5% 100%
B Composite B Phone | Online
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Residential

Interested In a self-service

portal

Over three-quarters of residential respondents (77.0%) reported
they would be interested in RMLD Introducing a self-service
portal. Nearly three-quarters of surveyed customers indicated
they would like to see the ability to apply for rebates (74.1%) and
access customer electric usage and consumption data (72.7%) In
a self-service portal, and two-thirds would like to be able to
complete bill payment (67.9%) and view RMLD's programs and

services (66.5%) in the portal.

RMLD is considering
Introducing a self-service portal
where customers can view
their usage history and
complete common tasks such
as bill payment, and rebate
application submissions.

77.0%

Are Interested In
RMLD introducing a
self-service portal
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0
Ability to apply for 707?;;;0 :
rebates .75 1%

12.7%

74.2%
72.3%

67.9%
72.3%
66.7%

66.5%

Customer electric
usage and consumption

Bill payment

Ability to view RMLD’s

programs and services 6f.1%
66.2%
64.9%
Notifications and alerts 67.4%
64.2%
Energy conservation 0%
e 68.0%
g 50.2%
12.4%
Don’t know / unsure 14.8%
11.7%
2.1%
Other B 2.2%
2.1%
0% 25% 50% 5%  100%

B Composite B Phone | Online

Which of the following functionalities would you be
Interested in seeing in a self-service portal? (Select
all that apply)
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Commercial

Interested In a self-service
72.7%
portal oo v R
Two-thirds of commercial respondents (66.3%) reported they rebates 72.7%
would be interested in RMLD introducing a self-service portal. B 57 8%
Roughly three-quarters of surveyed customers indicated they Customer electric usage 89 29
would like to see bill payment (77.0%) functionalities and the and consumption 63.6%
ability to apply for rebates (72.4%) In a self-service portal, while - e
two-thirds of respondents (67.8%) would like to have access to Ability to view RMLD's 56.2%
customer electric usage and consumption data. PRGNS Rnd Services 59 19
64.4%
Notifications and alerts 67.7%
54.5%
RMLD is considering O 63.2%
Introducing a self-service portal : O Energy conservation tips 66.2%
where customers can view | | 54.5%
their usage history and Are Interested In 0% 550/, 509 250, 100%

complete common tasks such
as bill payment, and rebate
application submissions.

RMLD introducing a

self-service portal B Composite W Phone [ Online

Which of the following functionalities would you be

Interested in seeing in a self-service portal? (Select
all that apply)
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o Educate customers about "time of use” rate. \While over one-half of respondents reported they were aware RMLD
currently offers a "time of use” rate, there is still room to grow awareness of this rate structure and ensure all
customers are aware this option is available to them. Further, more than one-half of respondents who are not already
enrolled iIn RMLD's "time of use” rate indicated interest in enrolling, which shows there I1s an appetite among RMLD
customers for this rate structure. Specifically during a period when more customers are working and learning
remotely and can thus take advantage of a "time of use” rate by using electricity during off-peak hours, it IS
recommended that RMLD develop more educational materials about their "time of use” rate program that can be sent
to residential customers. These materials should explain specific scenarios where customers have enrolled in a "time
of use” rate structure and benefited from cost savings on their electric bill, as well as specifically explain how to take
advantage of a "time of use" rate and the off-peak hours of the day where customers should use more electricity to
ultimately pay lower electric rates. Further education among RMLD customers of the benefits of enrolling in their "time
of use” rate will help to boost both awareness of this rate structure, but also interest in signing up.

o Promote energy efficiency/rebate programs. \While the majority of respondents indicated they were interested In
using an RMLD energy efficiency/rebate program in the future, the primary reason many respondents had not
previously used one of these programs was due to a lack of awareness of these offerings. For this reason, it is
recommended that RMLD both increase the frequency of communication about these programs, and re-evaluate
these materials to ensure they are conveying detailed information about the offering that is also easy for the customer
to understand. Additionally, RMLD may consider a mini survey on their website for customers to complete, that will
point customers In the direction of the energy efficiency or rebate program that would be most beneficial for them to
enroll in, based on their electric load and usage. This may help both spread awareness of RMLD's energy efficiency
offerings, but also help customers better understand the program that is right for them.

Copyright 2006 - 2021 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 36




o Promote energy efficiency and rebate programs. Surveyed commercial customers provided lower ratings for the
organizational characteristic "helping customers use energy more efficiently through energy efficiency programs /
rebates” than other areas measured. Further, a lack of awareness of RMLD's energy efficiency and rebate programs
was the primary reason commercial respondents had not previously used one of these programs. In order to ensure
commercial customers are aware of the resources and programs available to them to help their business use energy
more efficiently and ultimately experience cost savings, it Is recommended that RMLD increase the frequency of
communication surrounding their energy efficiency and rebate program offerings to their commercial customer base.
Detailed information on RMLD's website Is helpful as the majority of customers reported looking for information about
RMLD on its website, but to ensure this information iIs effectively reaching customers, email and direct mail outreach
may be beneficial to promote these programs. Increased awareness of these offerings may ultimately boost ratings
for helping customers use energy more efficiently in future studies.

o Improve awareness of RMLD's community ownership model. \While the majority of commercial respondents
correctly identified RMLD as a community-owned municipal utility, a large segment of respondents either incorrectly
identifled RMLD as a private investor owned company or were unsure of the utility's ownership model. For this
reason, It IS recommended that RMLD continue to invest in educational efforts to their commercial customers
regarding their ownership model and the various benefits of being a customer of a community-owned utility. Stronger
awareness of RMLD's ownership model and what this means for them as a customer may help to boost satisfaction
ratings with the utility and build a greater appreciation for the services RMLD provides.
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