JD|CONSULTING

Loveland Water and Power

Survey Project

JD|CONSULTING

Methodology

* The purpose:

“Loveland Water and Power wants to gain a better
understanding of our customers’ needs and wants, your
response to existing and potential programs or policies, and
your understanding of our services.”

e Feedback and input came from:

— A small group of stakeholders and leaders from different
departments in the utility

— Department Managers
— The Loveland Utility Commission
— Employees of Loveland Water and Power
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E 4 Survey Collection
JD|CONSULTING

Residential

* Response collection: online, through the
SurveyGizmo platform.

* Both English and Spanish versions were available
online, although no responses were collected in
Spanish.

e Launched on May 5, 2014, with a soft deadline
for completed surveys of May 315, 2014.

* Approximately 1300 residential emails were
collected

E A Survey Collection

JD|CONSULTING

Commercial

* Collection: online, through the SurveyGizmo
platform.

* Both print and online versions were available,
although no responses were collected in print.

* Launched on May 5, 2014, with a deadline for
completed surveys of June 30th, 2014.

e A phone list of 2,200 customers was called through
a total of four times, collecting email addresses to
send the survey link to business owners. The
phone calls reached 811 businesses.

* Approximately 228 business emails were collected.
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3 Margin of Error
JD|CONSULTING

e The aim for this survey was to achieve a margin
of error of 5%, at a 95% confidence level.
— Residential required 379 responses.
— Commercial required 354 responses.

Final Margin of Error

* Residential: response tally at 1,526, the margin
of error for this data is 2.44% at the 95%
confidence interval

e Commercial: response tally at 146, the margin
of error for this data is 7.84% at the 95%
confidence interval

4 Survey Comment Examples
JD|CONSULTING
e “Pricing for electric and water services could be
better structured based on demand.”

* “They have a big job keeping things flowing for
us to have our water clean and safe. Thank
youl”

e “This was hard. | believe that all three choices
are of great importance.”

* “I'm on a fixed income & don't have a way of
paying a lot extra each month”

7/18/2014



3 Demographics/Commercial

JDCONSULTING

e Manufacturing (13.1%)

e Retail (9.0%)

* Non-profit (8.3%)

e Construction / Home Improvement

(7.6%)

* Business / Professional Services (6.9%)
* Food Service (6.9%)

s

JDCONSULTING

Demographics/Residential

Age Total 18-34 35-54 55-74
Respondents 1591 210 512 686
% 100% 13% 32% 43%
Gender Total Male Female
Respondents 1498 659 839
% 100% 44 % 56%
Education Total Less than College College or Higher
Respondents 1502 650 852
% 100% 43% 57%
Employment Total Working Not Working
Respondents 1505 915 590
o 100% 61% 39%
Home Ownership Total Rent Own
Respondents | 1506 245 1261
% 100% 16% B84%
Household Size Total 1-2 3-4 5+
Respondents 1509 1010 412 87
% 100% 67 % 27% 6%
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=3 Key Finding #1
JD|CONSULTING

The utility is generally in good favor with its
customers, and they approve of the job itis
doing and the information it provides.
Commercial customers are more likely to
prefer electronic forms of communication.

RESIDENTIAL QUESTION 1:
Q1: How much do you agree or disagree with the following
statement?

»

JDCONSULTING

“The quality of services provided by Loveland Water and Power

contributes to making Loveland a better place to live and work.”

Neither agree Somewhat

Strongly disagree
nor disagree_  disagree 0.2%

6.6% 0.6%

92.6% of residential
customers at least
somewhat agree that
LWP contributes to
making Loveland a
better place to live

and WOI‘k Strongly agree
66.3%
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COMMERCIAL QUESTION 1:

Q1: How much do you agree or disagree with the following

JDICONSULTING  statement?

| believe that Loveland Water and Power makes decisions in the
best long-term interests of the Loveland business community.

Somewhat Strongly
disagree disagree
3.1% 0.5%

69.4% of business
customers at least
somewhat agree that P
LWP makes decisions in S8.2%
the best long-term

interests of the Loveland
business community.

COMMERCIAL QUESTION 2:

How reliable do you consider each of these Loveland Water and
JD : GCONSULTING  Power services in serving your business’s needs?

On average, over
three-quarters
(75.2%) of

Power T27% 20.8%

business

customers rated

water,

wastewater,and | -

power service as

0% 10%  20%  30%  40% 50%  60% 70% 80%  90%  100%

Ve ry re I I a b I e . ®\Very Reliable  ®Somewhat Reliable ™ Neither Reliable nor Unrefiable ™ Don't Know/NA




JDCONSULTING

following?

RESIDENTIAL QUESTION 10:

How would you grade Loveland Water and Power in
communicating with its customers about each of the

On average, 59.4% of
customers give LWP an “A” or
a “B” on communications,
with the highest (72.4%)
giving these marks for
communications on Utility
Performance, and the lowest
(42.0%) giving these marks for
communications on Services
Offered.

Uiilty Performance (water qualty, power reliabilty) 41.1% 31.3%  163% 8.1%
General Information 36.0% 40.1% 5.6 Eﬂ

Utiity Safety 7.7% | 145%|
Utility Service Outages 8.7% 6.1% 17.9% |

Rate Changes [IIEZEER 34.4% | 21.0% 6.3%11.4%
Strategies for lowering bils IR 34.8% 23.9°
Construction/Projects PPN 33.0% 23.7% M

Services Offered (tree-trimming, hydrant flushing,
cross-connection) LB T

.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

WA BB uC ®D ®F ®Don't Know/NA

JDCONSULTING

following?

On average, 52.9% of
commercial customers
give LWP an “A” or a “B”
onh communications, with
the highest (62.2%) giving
these marks for
communications on Utility
Performance, and the
lowest (43.0%) giving
these marks for
communications on
Services Offered.

Strategies for lowering bills - [IREE TR T

COMMERCIAL QUESTION 10:

How would you grade Loveland Water and Power in
communicating with its business customers about each of the

8 7.7% 8.3% | 16.0%
8.3%2.5% 19.1%

Services Offered [IEEHA 29.5% o
ConstructionProjects TSN T/ N AT

Rate Changes _ 64%4.5%12.1% |

Utiity Service Outages ’
UIVECAY 2470 | 207% L 228%  6.106%158% |

General Information IR T X T W R
Utiity Performance 16,0% b 8%6%13.5% |

0% 10% 20% 30% 40% 50% 60% 70% B80% 90% 100%
WA ®B ®C WD ®F ®Don't Know/NA
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JD|CONSULTING

RESIDENTIAL QUESTION 14

Which of the following methods do you prefer for receiving information from Loveland Water and
Power? Please check all that apply.

. 100%
An overwhelming o
|| T85%
majority of Residential o
1 60%
customers said they ol
prefer their Utility -
% 21%
Bill/City Update for an I B g o
10% L —p . .
receiving - | mE e
. . ¢ & gFo& P
communications S O 4 f‘f@fﬁw y & ¥
4 $ S
& &
& &

COMMERCIAL QUESTION 15:

4 How would your business prefer to receive
JD | CONSULTING

information from Loveland Water and Power?
Please check all that apply.

Behind their utility bill

(78.5%), commercial -

customers would %

most like to receive s prem

their information by s -~

email, with 46.1% s =

giving this response. s

Additionally, 86.5% of - == ’i‘ a0 I o3
business customers o N . u —e . nﬁ B
said they would prefer \‘.d"&\ ¢ .\s?f ﬁ ff O@Gg S0 ﬁ“‘\ $ ¢
to receive information d‘,‘,@o @g’& > fy

on emergencies or & &

outages by email or ¢ oﬁ‘@

on the website.




IDICONSULTING Key Finding #2

customers do.

Residential and Commercial customers mostly
agree on prioritization of Energy Efficiency,
Water Conservation, and Renewable Energy.
However, Residential customers prioritize all of
these measures more than Commercial

e ———
: i RESIDENTIAL QUESTION 2:
v Please rank the following in order of importance to you. (1 =
JD I CONSULTING Most Important, 2 = Somewhat Important, 3 = Least
Important)
3500
1 2
3000
3
. 2500
In a forced ranking of these
three priorities, customers e
Q
generally ranked Water @ 1500
Conservation first (score = 1000
3,102), Energy Efficiency -
second (score = 2,962), and
1]
i Water Renewable
Renewable Energy third (score convater | Energy Effcency oy
= 2,532). Score 3102 2962 2532
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|y
E@a COMMERCIAL QUESTION 3:
)

Please rank the following in order of importance to your
business. (1 = Most Important, 2 = Somewhat Important, 3 =

JB I [:0 N Sll I.Tl N G Least Important)

*Score is a weighted calculation. Items ranked first are valued
higher than the following ranks; the score is the sum of all

weighted rank counts
In a forced ranking of these . 1
three priorities, business - 2
customers ranked Energy % 3
Efficiency first (score = g
200
405), Water Conservation &
second (score = 335), and
Renewable Energy third “
(score = 242). EnergyEMOBNSY | Gongonaion | Energy
score| 405 335 [ 242
oy
EE;?? b RESIDENTIAL QUESTION 3:
L N
| 4 How important is it to you that Loveland Water and Power
JD ' GCONSULTING provides you with the following types of potential
programs?
92.3% of customers Renewable Energy 504% 36.9% 114%

said that all three (WC,
EE, RE) were at least
somewhat important
for LWP to provide, Water Consenvation 61.9% 32.5% 9%
with 95.1% giving
these responses for
Energy Efficiency,
94.4% for Water

. Energy Efficiency 67.7% 27.4% 4.3%
Conservation, and
87.3% for Renewable
Energy 0% 0% 20% 0% 40% 50% 60% 70% B80% 90% 100%

®Very Important  ®Somewhat Important  ®Not Important ™ Don't Know/NA
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COMMERCIAL QUESTION 4:

How important is it to your business that Loveland Water and
Power provides your business with the following types of

Jﬂ | [:UNSUI.TING potential programs?

85.3% of business S— o~ o wan 83
customers said that
all three (WC, EE, RE)
were at least
somewhat important
for LWP to provide,
with 92.9% giving g e e |
these responses for

Energy Efficiency,
85.5% for Water
Conservation, and
77.6% for Renewable
Energy.

Water Conservation 1% 36. 11.0% 3.5

Energy Efficiency 66.3% 266% 36%

RESIDENTIAL QUESTION 17:

: v Please indicate the additional amount you'd be willing to
JD | GCONSULTING pay each month for water conservation programs.

69.8% of customers would

10% more

pay at least some ($2.74/mo)
additional amount for 10.6%
water conservation 1 would not be .

. willing to pay 5% more
programs, compared with for this ($1.37/mo)

30.2% 21.6%

63.7% for energy efficiency
programs, and 54.0% for
renewable energy
programs.

7/18/2014
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COMMERCIAL QUESTION 17:

by
M}’

JD|CONSULTING

Please indicate the additional amount your business would be
willing to pay each month for water conservation programs

10% more

64.7% of business
customers would pay at
least some additional
amount for water
conservation programs, R
compared with 62.8% et
for energy efficiency

programs, and 43.4%
for renewable energy

programs.

5% more
($4.71/mo)
10.5%

RESIDENTIAL QUESTION 18:

-

o Please indicate the additional amount you'd be willing to

JD | GCONSULTING pay each month for energy efficiency programs.

69.8% of customers would
pay at least some
additional amount for
water conservation

programs, compared with I would not be
. . willing to pay
63.7% for energy efficiency for this

37.3%

programs, and 54.0% for
renewable energy
programs.
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COMMERCIAL QUESTION 18:

e Please indicate the additional amount your business would be
s willing to pay each month for energy efficiency programs.
JD|CONSULTING

5% more

64.7% of business bt
customers would pay at e
least some additional

amount for water S e
conservation programs, i
compared with 62.8% ==
for energy efficiency
programs, and 43.4%
for renewable energy
programs.

ENONRE R
RESIDENTIAL QUESTION 19:
. b
L Please indicate the additional amount you'd be willing to
JD | GCONSULTING pay each month for renewable energy programs.
15% more 10% more
($10.05/mo)
3.4%
69.8% of customers would
pay _a_t least some I would not be
additional amount for ol
. or this
water conservation 46.1%

programs, compared with
63.7% for energy efficiency
programs, and 54.0% for
renewable energy
programs.
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i COMMERCIAL QUESTION 19:

Please indicate the additional amount your business would be
willing to pay each month for renewable energy programs.

JD|CONSULTING

64.7% of business
customers would pay at | ., ..
least some additional v
amount for water

conservation programs,
compared with 62.8%

10% more
($17.79/mo)
2.7%

| would not

for energy efficiency be willing to
programs, and 43.4% e
for renewable energy
programs.

oy

R Key Finding #3

JD|CONSULTING

Residential and Commercial customers
generally agree that the utility should focus on
lowering costs. However, Commercial
customers are more likely to emphasize general
economic growth and Residential customers
are more likely to emphasize Environmental
concerns after cost considerations.

7/18/2014
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NI CONSUITING

RESIDENTIAL AND COMMERCIAL QUESTION 21

When asked to force-rank triple bottom line considerations, both
Residential and Commercial customers agreed that the utility
should consider Financial concerns first, followed by
Environmental concerns, and finally Social concerns.

Commercial

Please rate each of the triple bottom line components
in relation to how important you think they should be
to Loveland Water and Power. (1 = Most important, 2
= Somewhat Important 3 = Least Important)

Residential

Please rate each of the triple bottom line components
in relation to how important you think they should be
to Loveland Water and Power. (1 = Most important, 2
=Somewhat Important 3 = Least Important)

Score) 269 299 178

Financial Envirnmental Sacial

Financisl | Environment
as7e 1818

s
1
suen
2
00
®
Jawo 3
100
o
# Em val soral
score 3205

Egg

JD|CONSULTING

Customers expressed
their support for WC,
EE, and RE programs,
and said the best way
for LWP to support
those efforts was in
providing them with
detailed information
about household water
and power
consumption. 86.7% of
customers said that
this type of support
was at least somewhat
important to them.

RESIDENTIAL QUESTION 4:

How important is it to you that Loveland Water
and Power provides you with the following
types of support for energy efficiency, water
conservation and renewable energy?

Detailed information about household :
power and water consumption 56.5% 34.0% 89%
Financing for efficiency or renewable 47.4% 39.6% 126%
improvements -~ ’ .
Direct installation of energy and water o U 0
efliciency measures 36.5% 30.8% a41% 3
Written information 36.0% 44.6% 15.9% 4
Home power and water audits 30.5% 50.6% 16.9%

0% 10% 20% 30% 40% 50% 60% 70% &0% 90% 100%

®Very Important ™ Somewhat Important  ®Not Important ¥ Don't Know/NA

7/18/2014
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P COMMERCIAL QUESTION 5:
L l How important is it to your business that Loveland Water and Power
V provides you with the following types of support for energy

ici 1 ?
JB | GGNSULTING efficiency, water conservation and renewable energy:

Business customers said that the support they would like most to see
from LWP for water conservation, energy efficiency, and renewable
energy programs is in the form of rebates and discounts, with 90.3%
saying this would be at least somewhat important to them.

Technical assistance, like feasibility
studies or an engineering review of .5% 47.3% 20.0% 4%
potential projects, etc.

Financing for efficiency or renewable e
improvements el

Facility audits to identify power and water 37.2%
saving opportunities

Detailed information about business 39.2%
power and water consumption e

Rebates/Discounts

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

= Very Important = Somewhat Important = Not Important = Don't Know/NA

RESIDENTIAL QUESTION 5:

L%]. How would you prioritize each of the following considerations
y by level of importance to you, when Loveland Water and
J B GGNSULTING Power is selecting and implementing new water conservation,

energy efficiency and renewable energy programs?

The largest number of

Customers (68 0%) rated Programs that reduce utility operating costs 68.0% _ 26.4% ¢ 594
Power and water savings potential of programs 62.6% 9
“programs that reduce RS X
. . ” Programs that reduce environmental impact _326% _10.5%]
utility operating costs” as a
hich iority f LWP’ Programs that comply with reguiations INEYA L) EERE
Ig prlorly Or ) S Programs that reduce peak demand - !E- 0% T Iﬂ
conSIderatlon' Thls was Programs that increase community involvement  IELTEIN NN B 238% |
“«
fO“OWGd by pOWeI’ and Programs that align with State and o regional goals m : | 23.2% 3.4
water savings of pot.entlal Pt v ot ot 1 Bkt e T
programs” (626% hlgh 0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

®High Priority  ®Medium Priority ~ ®Low Priority  ®Don't Know/NA

priority), and “programs
that reduce environmental
impact” (55.9% high
priority).

7/18/2014
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COMMERCIAL QUESTION 6:

When Loveland Water and Power is selecting and implementing new
E water conservation, energy efficiency and renewable energy

JD GUNSULTING programs, how would you prioritize each of the following

considerations by level of importance to your business?

The largest number of
business customers (72.0%)

rated “programs that reduce | s T
utility operating costs” as a s s [ an |
high priority for LWP’s s I ]
consideration. This was T o "
followed by “power and _

water savings of potential A e o o e et e e e s m

programs” (54.9% high Wiy iy B, skt
priority), and “programs that
reduce environmental
impact” (39.1% high
priority).

RESIDENTIAL QUESTION 11:

i I Which of the following topics are you interested in learning
" more about from Loveland Water and Power? Please check all
JD|CONSULTING

that apply.

Strategies for lowering

. 100%
bills and rate changes

(both cost considerations)
were listed as the most
desired information from
the utility, with 65.1% of
customers saying they’d
like to know more about

80%
70%
60%
50%
40%
30%
20%

65.1%

8.0k 51.9%
04%
B% 515
16.2%
4.6%
@\9 (\"q -ﬁé’ @i

30.2%

10% 1.3%
strategies for lowering o . = N
. . 2 0 & 5 &
bills and 55.9% saying r 0@* & & & & & ¥
. & \ &
they’d like to know more @\a“‘ & & \ﬁ %é&“ f R
W a8 'y
about rate changes. & & C
‘a\t
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COMMERCIAL QUESTION 11:

=4 Which of the following topics is your business interested in learning
JD c UN S UI."N G more about from Loveland Water and Power? Please check all that
apply.

Strategies for lowering
bills and rate changes

oo
(both cost -

considerations) were o =

listed as the most o . w1 -
desired information from | = ... s

the utility, with 61.3% of | . | § I I I -
commercial customers mﬁ’“ PSP AP P
saying they’d like to &_f“ S ﬁ,f & R

know more about ¢ s

strategies for lowering
bills and 49.7% saying
they’d like to know more
about rate changes

RESIDENTIAL QUESTION 16:

How important are each of the following to you as Loveland

v
J D c UN SU'_"N G Water and Power considers its strategy for the future?

The vast majority of Lower ity rates 5505 T
cu Sto mers sa i d th em ost Minimize environmental impact 48.1% 36.2% 11.3%3.7
. . . Rate structures that promote water conservation and energy
important consideration for oty i p—n

. . . Partnerships to encourage locally grown agriculture 38.5% 36.2% 14.3% 6.6%4.4
LWP in creating its future

X R o Economic growth/development 32.7% 47.3% 12.9% 4.

strategy is lowering utility Frovcing s o ancoms s INETEED e s
rates, Wlt h 63 . 0% Sayl ng Provide customers with online ulilty consumption information

thIS |S Very |mporta nt. The Avoid or defer wtilty capital and faciity expansion  [FXTE
. 0% 10% 20% 30% 40% 50% 60% 70% 80% 00% 100%

Second mOSt Important ®VeryImportant ™ Somewhat Important ™ Somewhat Unimportant  ®Very Unimportant  ® Don't Know/NA

consideration was

minimizing environmental

impact, with 48.1% saying

this is very important.
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COMMERCIAL QUESTION 16:

How important are each of the following to your business as
Loveland Water and Power considers its strategy for the future?

JD|CONSULTING

Almost all business customers said the most important consideration
for LWP in creating its future strategy is lowering utility rates, with
95.4% saying this is at least somewhat important. The second most
important consideration was economic growth/development, with
89.0% saying this is at least somewhat important.

Avoid or defer utility capital and facility expansion

Providing assistance to low-income families

Provide customers with online utility consumption information 28.7% 44.0% 20.0% 5.3%
Partnerships to encourage locally grown agriculture 32.7% 40.0% 16.7%  8.7%
Minimize environmental impact 33.6% 47.4% 10.5% 5.9%
Rate structures that promote water conservation anez:' g\:r:g; 36.4% 47.4% 11.0%
Economic growth/development 39.6% 49.4% 8.4%

Lower utily rates ST 7SS > T

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

®Very Important "Somewhat Important ™ Somewhat Unimportant ™ Very Unimportant = Don't Know/NA

COMMERCIAL QUESTION 8:

: What are the main drivers behind these
JB b [:G N Su I-TI N G sustainability goals for your organization?
Please check all that apply.

100%
Almost all (90.5%) 90% —
business customers :3:
with sustainability i
goals cited reducing | »*
costs as a main driver | .
behind these goals 0% w
10% 11%
0%
Reduce costs Demensirate corporate  Improve workplace \mpmved product Other
envirenmental comfort quality (manufacturing)
responsibility

7/18/2014
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. i RESIDENTIAL QUESTION 6:

; When considering making an energy efficiency or water
' conservation improvements for your home, which of the
JD GUNSULTING following do you consider to be barriers? Please check all that
apply.

100%

A large majority of ' 2

. 80%

customers (82.2%) cited |

cost as a major barrier | .

in considering making %

water conservation or A
Cost

energy efficiency
improvements to their
home. o

2%
%1%
. 85% 0%
= =

Lack of information Products/senvice Other None of the above
providers hard to find

!.- LWP Next Steps
JD|CONSULTING
e Comments will be sorted and tabulated and
specific comments will be addressed individually
* Results will be presented to City Council in 2014

 Staff will analyze and interpret the results, data
will be used as a guideline in decision-making and
improvement planning

* PRPA questions will be incorporated with the
other member cities results

* Email addresses will be incorporated into
outreach efforts

7/18/2014
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JD|CONSULTING

Questions?
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