
EVALUATION OF A MARKETING PROGRAM 

DESlGNED TO INCREASE CONSUMER CONSIDERATION 

OF ENERGY-EFFICIENT PRODUCTS IN 

DENVER, COLORADO 



DISCLAIMER 

This report was prepared as an account of work sponsored by an 
agency of the United States Government. Neither the United States 
Government nor any agency Thereof, nor any of their employees, 
makes any warranty, express or implied, or assumes any legal 
liability or responsibility for the accuracy, completeness, or 
usefulness of any information, apparatus, product, or process 
disclosed, or represents that its use would not infringe privately 
owned rights. Reference herein to any specific commercial product, 
process, or service by trade name, trademark, manufacturer, or 
otherwise does not necessarily constitute or imply its endorsement, 
recommendation, or favoring by the United States Government or any 
agency thereof. The views and opinions of authors expressed herein 
do not necessarily state or reflect those of the United States 
Government or any agency thereof. 



DISCLAIMER 

Portions of this document may be illegible in 
electronic image products. Images are produced 
from the best available original document. 



E V A L U A T I O N  OF A  M A R K E T I N G  PROGRAM' 

D E S I G N E D  T O  I N C R E A S E  CONSUMER ' C O N S I D E R A T I O N  

OF E N E R G Y - E F F I C I E N T  P R O D U C T S  I N  

D E N V E R ,  COLORADO 

7 
- P r e p a r e d  F o r  - 

O F F I C E  OF C O N S E R V A T I O N  
D I V I S I O N  OF B U I L D I N G S  & C O M M U N I T Y  S Y S T E M S  

U . S .  D E P A R T M E N T  OF E N E R G Y  

- P r e p a r e d  By - 
NATIONAL DEMOGRAPHI cs  L T U .  

1 6 2 4  M a r k e t  S t r e e t  
D e n v e r ,  C o l o r a d o  8 0 2 0 2  

. . 
.--. .. .-- A u g . u s t  1978 - . ----i - 

,-%. - - ... . 
DISCLAIMER 

wx DreDarcd an .I 
w n ~ r e d  by an reem 01 the United ~ ~ ~ e s G o v e m m o " ~  

i z;~;: compleiencu, or urelulneu ~r~~~I"~d~~~~~;h~i~O,Bn~;~;;~P;."~yefZ:::, in~ormation a~mratur. ~r=duc[. or proceu or 

, . 

n,l I,r "* \wu,d inf,iple primlek owned righis Reference to mecilic 

mmmerCisl oroceu, or JNiCa by 
mme. tra(lem!k. ,i*nuf.c~~rer. othewi*. 

not __ m"s, iw,e . imp* 1,. & ~ , ~ r n ,  rmmmendN*. 01 lmri. Ihe united ' 
any agency ,hereof.  he vie- and o~inlonr of aulMrr enor- 

do mot BS'IRIEL!ITI~M'.OF THIS DOCljlElVT IS UKtl!&TFD 

j __ill ,/a( rn 
..Ilpx, ,_.I ,he united states Government or any agency theemf. L L .  ,." Lvfi l lUNAL DEMOGRAPHICS 1 LTD. o DENVER, . '  COLORADO , 





DISCLAIMER 

This report was prepared as an account of work sponsored 
by an agency of the United States Government. Neither 
the United States Government nor any agency thereof, nor 
any of their employees, make any warranty, express or 
implied, or assumes any legal liability or responsibility for 
the accuracy, completeness, or usefulness of any 
information, apparatus, product, or process disclosed, or 
represents that its use would not infringe privately owned 
rights. Reference herein to any specific commercial 
product, process, or service by trade name, trademark, 
manufacturer, or otherwise does not necessarily constitute 
or imply its endorsement, recommendation, or favoring by 
the United States Government or any agency thereof. The 
views and opinions of authors expressed herein do not 
necessarily state or reflect those of the United States 
Government or any agency thereof. 



DISCLAIMER 

Portions of this document may be illegible 
in electronic image products. Images are 
produced from the best available original 
document. 



. . 

TABLE OF CONTENTS 

I. INTRODUCTION 

11. SUMMARY AND CONCLUSIONS 

111. METHODOLOGY 

I V .  THE DENVER TEST MARKET MEDIA  CAMPAIGN 1 9  I 
V. RESULTS OF THE EVALUATION 2 7  I 

B. ATTITUDES TOWARDS ENERGY CONSERVATION . - 4 7  

E. C R E D I B I L I T Y  OF INFORMATION SOURCES 9 3 . 
F.  EVALUATION OF' S P E C I F I C  ELEMENTS OF THE DENVER 

MARKETING PROGRAM 1 0 9  I 
G. EVALUATION OF THE ENERGY SWEEPSTAKES PROGRAM 

APPENDICES 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO k 



Xh"n'DQ1NhL DEYdOGRAPHPCS LTD, DENVER, C:OLOBAIIB 



I. I N T R O D U C T I O N  

Dur ing t h e  f a l l  i f  1977, and January 1978, t h e  D i v i s i o n  o f  
B u i l d i n g s  and Community Systems o f  t h e  U.S. Department o f  Energy ( a t  
t h a t  t i m e  known as t h e  Energy Research and Development 
A d m i n i s t r a t i o n )  sponsored a p r o j e c t  designed t o  m o t i v a t e  consumers t o  
i n c o r p o r a t e , t h e  concept o f  "Energy Cost o f  Ownership" when making 
var ious  consumer p roduc t  dec is ions .  I t  had been reasoned t h a t ,  i f  
consumers a re  t o  make more in formed purchase dec is ions ,  t h e y  should 
cons ider  t h e  c o s t  o f  ope ra t i ng  a p roduc t ,  over t h e  l i f e t i m e  o f  t h a t  
product ,  as w e l l  as t h e  i n i t i a l  p r i c e  o f  t h e  product .  Consumer 
awareness and acceptance o f  t h a t  concept ( e . ,  "Energy Cost o f  
Ownership") cou ld  be key t o  t h e  even tua l  acceptance o f  new energy- 
e f f i c i e n t  techno log ies ,  s i nce  many o f  t h e  new produc ts  have h ighe r  
f i r s t  costs,  b u t  lower o p e r a t i n g  cos ts  and lower t o t a l  cos t s .  

~owevek,  t h e  concept o f  "Energy ~ d s t  o f  Ownership" i s  a complex 
and d i f f i c u l t  n o t i o n  t o  convey t o  t h e  mass marketp lace.  The term (as 
w e l l  as i t s  immediate predecessor; " l i f e  c y c l e  c o s t i n g " )  has had 

. l i m i t e d ; u s a g e  and exposure and thus  i s  immediate ly  understood by o n l y  
an i n f i n i t e s i m a l  f r a c t i o n  o f  t he .gene ra1  p u b l i c .  Exp lana t i on  o f  t h e  
e n t i r e  process i s  cumbersome and time-consuming. Therefore,  t h e  
long- term communications t a s k  o f  t h e  "Energy Cost o f  Ownership" 
program i nvo l ves  i n c r e a s i n g  consumer awareness and acceptance o f  t h e  
simple, y e t  key elements o f  "Energy' Cost o f  Ownership"; e.g., t h e  
i n c o r p o r a t i o n  o f  ope ra t i ng  cos t s  i n t o  t h e  t o t a l  c o s t  p i c t u r e  and t h e  
f a c t  t h a t  t h e  purchase o f  e f f i c i e n t  p roduc ts  saves energy and thus  
r e s u l t s  i n  a f i n a n c i a l  pay-back when compared t o  t h e  purchase o f  l e s s  
e f f i c i e n t  models. 

As a f i r s t  s t e p  i n  t h e  process t h e  Department o f  Energy developed 
an i n t e g r a t e d  marketing/communications program, t h e  purpose o f  which 
was t o  s e n s i t i z e  t h e  consumer marketp lace t o  t h e  economic b e n e f i t s  o f  : 

purchas ing e n e r g y - e f f i c i e n t  products .  Denver, Colorado, was chosen ' +  

as t he  p i l o t  c i t y  f o r  t h a t  i n i t i a l  program. 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 



The demonstrat ion iprogram cons i s ted  o f  two major  components:' 

(1.) The communications p r o j e c t  which inc luded :  

a p a i d  mu l t i -med ia  adver t i s . ing .  

a a  home energy r e t r o f i t  con tes t .  

. e  a  shopping cen te r  d i s p l a y  o f  a  home energy-use 
s i m u l a t o r .  

( 2 )  A research  phase which had as i t s  o b j e c t i v e s :  

a measurement o f  t h e  o.veral1 program and concept and 
> 

development. and e v a l u a t i o n  o f  va r i ous  communications 
s t r a t e g i e s .  

Personal  i n t e r v i e w s  w i t h  Denver area homeowners were conducted, bo th  
b e f o r e  and f o l l o w i n g  t h e  marketing/communications program. The f i r s t  
survey, conducted d u r i n g  May and June o f  1977, cons i s ted  o f  357 
randomly-se lected a d u l t  homeowners. The purpose o f  t h a t  f i r s t  survey 
was t w o - f o l d :  ( 1 )  t o  e s t a b l i s h  a  b a s e l i n e  f o r  consumer awareness and 
acceptance o f  energy conse rva t i on  and conse rva t i on - re l a ted  products,  
and ( 2 )  t o  p r o v i d e  i n f o r m a t i o n  which cou ld  be u t i l i z e d  i n  deve lop ing  
marke t i ng  s t r a t e g i e s  r e l a t e d  t o  energy conse rva t i on  and t h e  concept 
of energy c o s t  o f  ownership. 

I n  February  '1977, t he  second survey, c o n s i s t i n g  o f  an 
. independent sample of 506 randomly-se lected a d u l t  homeowners, was 

conducted. The purpose o f  t h a t  second survey was t o  measure s h i f t s  i n  
awareness and. a t t i t u d e s  which migh t  have occurred as a  r e s u l t  o f  t he  
marke t i ng  demonstrat ion program. 

I 
The research  des ign a l s o  c a l l e d  f o r  s i m i l a r  surveys t o  be 

conducted d u r i n g  these same two t i m e  per iods  i n  a  c o n t r o l  c i t y ,  S a l t  
Lake City, Utah. The i n c l u s i o n  o f  t h e  c o n t r o l  c i t y  was t o  pe rm i t  t h e  
e v a l u a t i o n  o f  t h e  demonstrat ion marke t ing  e f f o r t ,  e x c l u s i v e  o f  any 
n a t i o n a l  emphasis on energy conse rva t i on  which migh t  have occur red  
du r i ng - ' t he  demonstrat ion p r o j e c t .  I f  o n l y  Denver homeowners had been 
surveyed, i t  would have been imposs ib le  t o  determine whether changes 
i n  awareness and a t t i t u d e s  had been due t o  t h e  marke t ing  program 
alone, o r  if such changes had been produced by a  n a t i o n a l  media 
emphasis. Because of t h e  d i f f i c u l t i e s  i n v o l v e d  i n  e s t a b l i s h i n g  an 
a p ~ r o p r i  a t e  sample frame, no e v a l u a t i o n  o f  changes i n  i n - s t o r e  
t r a f f i c  w i t h i n  t h e  125 p a r t i c i p a t i n g  r e t a i l  o u t l e t s  cou ld  be made. 

2  
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The purpose of the pilot test was twofolb: ' 

(1) to discover whether the concept of "Energy Cost of 
Ownership" does possess the potential to help accelerate 
the acceptance of energy efficient and energy conserving 
products and 

( 2 )  to determine what marketing/communications approaches would 
most effectively accomplish the program objectives. 

If the.,concept did show potential, the findings could then be 
used as input for Phase 11, a major demonstration designed to create a 
similar, positive selling environment for energy-conserving products. 
This latter demonstration would take place with heavy private-sector 
participation in five test markets coinciding with the market 
territories- of the major retailers. This would allow ,a close 
evaluation of the program across varied geographic regions, fuel 
sources, fuel prices and climatic conditions in order to determine the 
feasibility of a national program to take place the following year. 

A number of individuals and organizations made significant " 
professional contributions and fortunately did not practice personal .: 
energy conservation in assisting with the evaluation effort. The 
sample design benefited from the thoughtful input of Peter Warren and 
George Bardwell of the University of Denver. Community Response of 

' Colorado and Research Services provided a superlative field ' 
interviewing effort. Madalyn Parsons, Jacki Harrier', Nancy Casey and 
Rosalie Nemeth were responsible for preparation of much of the tabular 
data and for typing the final reports. Their efforts are appreciated. 
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11; SUMMARY AND CONCLUSIONS 

From the  very  beginning t h e  p lann ing  process f o r  t h e  "Energy Cost 
o f  Ownership" program r e c o g n i z e d - t h a t  market ing the  key elements o f  
t he  concept - t r a d i t i o n a l l y  known as " l i f e  c y c l e  cos t i ng "  - would be 
d i f f i c u l t .  Not o n l y  i s  t he  concept i t s e l f  f o r e i g n  t o  many con'sumers, 
bu t  u n t i l  f a i r l y  recent  at tempts by severa l  automobi le manufacturers 
' t o  cause buyers t o  consider  f u t u r e  ope ra t i ng  cos ts  as w e l l  as t he  
i n i t i a l  p r i c e  as p a r t  o f  t he  purchasing decis ion,  manufacturers o f  
consumer products have made l i t t l e  e f f o r t  t o  promote consumer 
acceptance o f  t h e  p r i n c i p l e  o f  " l i f e  c y c l e  cos t ing" .  

Compounding the  problem i s  t he  f a c t  t h a t  t he  concept i s  complex 
and t h a t  communication o f  t he  e n t i r e  concept i s  d i f f i c u l t  w i t h i n  t h e  
message conf ines  o f  commercial media. Therefore, f rom a  marke t ing  
s tandpo in t  t he  pragmatic dec i s i on  t o  base the  market ing program on t h e  
s e n s i t i z a t i o n  o f  t he  consumer marketplace t o  key elements o f  t he  
concept, r a t h e r  than t o  t he  e n t i r e  concept, was a  wise choice. 
However, t h a t  approach made t h e  eva lua t i on  e f f o r t  compl icated. 
Ins tead o f  be ing asked t o  eva lua te  consumer response t o  a  s i n g l e  
cnncept, t h e  research had t o  address severa l  component elements which 
had va ry ing  i n i t i a l  degrees o f  consumer acceptance, as w e l l  as 
d i f f e r i n g  r a t e s  o f  acceptance as a  r e s u l t  o f  t h e  market ing program. 

The bas ic  assumption i n  t h e  research design was t h a t  t h e  concept 
of "Energy Cost o f  Ownership" t r u l y  q u a l i f i e d  as an i nnova t i on  i n  t h e  
p u b l i c  marketplace and, there fo re ,  t h a t  i t s  acceptance i n  t h e  
marketplace would .conform t o  an i n n o v a t i o n - d i f f u s i o n  model i n  terms 
o f  consumer acceptance. The c l a s s i c  model e n t a i l s  a  t h r e e  stage 

-process as f o l  lows: 

(1) t h e  knowledge stage,("Awarenessl') wherein t h e  i n d i v i d u a l  i s  
exposed t o  t h e  i n n o v a t i o n ' s  ex is tence and gains some 
understanding of how i t  func t i ons .  

( 2 )  t h e  persuasion stage ( " A t t i t u d e " )  wherein t h e  i n d i v i d u a l  
forms an a t t i t u d e ,  e i t h e r  f avo rab le  o r  un favorab le  toward 
t h e  innovat ion.  

( 3 )  t h e  dec i s i on  stage ("Behavior" )  wherein t h e  i n d i v i d u a l  
behaves i n  ways which lead  t o  a  choice t o  adopt o r  r e j e c t  
t h e  innovat ion.  
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The present  research a l so  i n v e s t i g a t e d  a stage i n te rmed ia ry  
between Stages ( 2 )  and ( 3 )  - an " i n t e n t i o n  t o  behave" i n  which the  
respondent i 's asked t o  commit v e r b a l l y  t o  a c e r t a i n  behavior,  bu t  i n  
which t h e r e  i s ,  no assurance t h a t  t he  behavior '  w i  11 a c t u a l l y  occur. 
That " i n t e n t "  s tage might  a l so  be regarded as a h igher  l e v e l  o f  the  
persuasion stage. 

The r e s u l t s  o f  t he  e v a l u a t i o n  process can best  be summarized i n  
terms o f  t h e  changes which ,,took p lace  w i t h i n  t he  f o u r  stages 
i d e n t i f i e d  above: (1 )  awareness, ( 2 )  a t t i t u d e ,  ( 3 )  i n t e n t ,  and ( 4 )  
behav i o r .  

Changes i n  A w a r e n e s s  

Before  consumers can f u l l y  i ,ncorporate the  "Energy Cost o f  
Ownership" concept i n t o  t h e i r  purchasing-decis ion framework, they  
must recogn ize  where i n  t h e  home major energy usage occurs and they  
must be aware o f  t he  energy-conserving p o t e n t i a l  o f  many household 
products.  Denver homeowners proved t o  be s i g n i f i c a n t l y *  more aware o f  
t h e  energy-saving p o t e n t i a l  o f  var ious  m e a s u r e s ~ p a r t i c u l a r l y  those 
which e n t a i l e d  t h e  i n s t a l l a t i o n  o f  s p e c i f i c  energy-conserving devices 
i n  t h e  home. O f  15 such measures. which were examined, Denver 
r e s i d e n t s  exh . ib i ted  more "savings consciousness" on n ine  of them, 
i n c l u d i n g  many o f  the  products mentioned i n  t he  market ing program; 
e.g., automat ic  set-back the'rmostat, adequate insu la t ion ' .  

Fo l l ow ing  t h e  demonstrat ion program, homeowners i n  Denver were 
more cognizant  o f  t he  o v e r r i d i n g  r o l e  o f  home heat ing  i n  t h e  t o t a l  
household energy u t i  1 i z a t i o n  pa t te rn .  When compared w i t h  t h e  energy 
consumed i n  hea t i ng  t h e  home, every  o the r  household energy-user 
pales.  Denver r e s i d e n t s  were more aware o f  t he  magnitude o f  t h a t  

. d i f f e r e n c e , a f t e r  t h e  market ing program. 

T4s used i n  t h i s  r e p o r t  r e s u l t s  which are s t a t e d  as " s i g n i f i c a n t "  mean 
t h a t  t h e  change from pre-  t o  p o s t - t e s t  when Denver ( t h e  demonstrat ion 
c i t y )  and S a l t  Lake City ( t h e  c o n t r o l  c i t y )  are compared i s  
s t a t i s t i c a l  l y  s i g n i f i c a n t ;  t h a t  i s ,  t h e  observed changes i n  Denver 
were s i g n i f i c a n t  a t  t he  95 percent  l e v e l  o f  conf idence. For a more 
complete exp lanat ion ,  t h e  reader should r e f e r  t o  page 27 o f  t h i s  
r e p o r t .  
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Despite their awareness of the energy-saving potential of 
various behaviors and purchases, Denver homeowners were skeptical 
that those energy savings could be translated into dollar savings 
through reduced utility bills. Whereas the potential savings in 
monthly utility bills (assuming no changes in rates) which can be 
realized through personal energy conservation has been conservatively 
estimated by experts in the field at somewhere between 20 and 35 
percent, Denver residents in the post-survey estimated the potential 
dollar savings at only nine percent. The fact that the later estimate 
dropped from 13 percent in the pre-test to nine percent in the post- 
test situation may have been due in large part to a significant 
increase in utility rates which occurred in Denver prior to the post- 
survey. Future marketing efforts should stress the fact that personal 
energy conservation - if unable to produce large decreases in monthly 
utility bills - can help hold the line against anticipated, future 
rate increases. 

On a more general level a significantly greater awareness of the 
energy issue as a top national priority developed in Denver during the 
eight-month interval between the two surveys. Also, the perception of 
Denver residents regarding their ability to contribute personally to 
the solution of the energy problem increased significantly. There was 
no such personal optimism expressed with regard to other important 
national concerns such as inflation or tax pressures. 

There was some 'expectation that overall increases in the , 

awareness of energy-conservation would be reflected in wider 
recognition and understanding of the jargon of energy conservation. 
Such a consequence would constitute accidental "fall-out" since none 
of the terrns evaluated was ,actually used in the marketing program. 
However, on nine of the twelve energy terms which were evaluated, 
Denver residents failed to exhibit any greater definitional prowess 
following the demonstration program. Denver residents were more 
adept at defining three terms: blackout, EER and vanpooling. .The 
very significant difference between Uenver and Salt Lake City 
homeowners, in their ability to define the latter term could well have 
been due to the extensive media mention of vanpooling as a partial 
solution' to the air pollution problem in Denver. 

In addition to increased awareness of conservation-related 
measures in Denver, awareness and recall of the marketing program 
itself was substantial. Recognition of the three television 
commercials which were used in the marketing program averaged 
approximately 45 percent, one to four weeks after the commercials 
actually appeared. In most evaluations of commercial recall a figure 
of 30 percent would be deemed satisfactory one week after the 
commercialls appearance. 
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The slogan "Products That Save Energy Pay For Themselves," which 
was used as a t a g - l i n e  du r ing  the  demonstrat ion program was b e t t e r  
understood by Denver res iden ts  than by S a l t  Lake C i t y  homeowners, even 
though t h e  abso lu te  r e c a l l  was not  high. Near ly  30 percent o f  the 
Denver homeowners (compared w i t h  19 percent i n  S a l t  Lake C i t y )  were 
ab le  t o  g i ve  t h e  subs tant ive  mea.ning of the slogan. I t  should be 
noted t h a t  t h e  slogan was developed as a summary statement which t i e d  
the  commercials and d i s p l a y  m a t e r i a l  t o  the  "Energy Cost o f  Ownership" 
concept and, w i t h o u t  verba l  reinforcement,  was not  intended t o  stand 
alone. 

The weakest p o r t i o n  o f  the  market ing program i n  terms o f  consumer 
impact was the  i n - s t o r e  promotional d i sp lays  which turned out  t o  be 
r e l a t i v e l y  i n e f f e c t i v e  due i n  l a r g e  p a r t  t o  t he  absence o f  s i g n i f i c a n t  
p a r t i c i p a t i o n  by the  c l e r k s  on t h e  f l o o r .  However, t he  Energy 

n 

Sweepstakes promotion proved t o  be an exce l l en t  generator o f  i n - s t o r e  
t r a f f i c .  

Changes i n  A t t i t u d e s  

Denver r e s i d e n t s  expressed s i g n i f i c a n t l y  g rea ter  w i l l i n g n e s s  t o  
pay f rom ten  t o  15 percent  more up - f ron t  f o r  a product  which conserved 
energy. Although such s t a t e d  w i l l i n g n e s s  may waver when the  purchase 
dec i s ion  i s  a c t u a l l y  faced, t he  f i n d i n g s  do i n d i c a t e  an absence o f  
sur face res i s tance  t o  the  "Energy Cost o f  Ownership" concept. 

P a r t i a l l y  o f f s e t t i n g  t h a t  f avo rab le  a t t i t u d e ,  towards the  major 
concept was the  mounting f e a r  among i n d i v i d u a l s  i n  Denver t h a t  a 
nat ionwide energy conservat ion program might r e s u l t  i n  a de t r imenta l  
impact on t h e i r  persona1,standard of l i v i n g .  The source o f  t h a t  
a n x i e t y  'was no t  s p e c i f i c a l l y  i d e n t i f i e d ,  bu t  t he re  were i n d i c a t i o n s  
t h a t  wor r i es  were r e l a t e d  t o  the  poss ib le  d im in i sh ing  o f  comfort  and 

. convenience which migbt  r e s u l t  f rom behav iora l  changes (e.g., s e t t i n g  
t h e  thermostat  a t  65 d u r i n g  the  n igh t ,  d r i v i n g  l ess  o f t e n )  r a t h e r  
than poss ib le  negat ive  consequences which might  occur a f t e r  
purchasing energy-conserving products. 

There was a l so  a growing tendency among Denver res iden ts  t o  
support  t he  content ion  t h a t  t he re  are o ther  people who waste more. 
energy than themselves and t h a t  o thers  are t h e  ones who should be 
fo rced  t o  conserve. However, a m a j o r i t y  o f  Denver homeowners refused 
t o  pass the  buck i n  t h a t  manner, v iewing themselves as respons ib le  f o r  
energy conservat ion.  
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.-,*.' * ~ o n s u h e r  acceptarice +of thea Butomat ic  ie t -back  theirnostat '  (ohe o f  
t h e  i tems fea tu red  i n  a t e l e v i s i o n  commercial as p a r t  o f  t he  Denver 
market ing program) increased s i g n i f i c a n t l y  i n  Denver f o l l o w i n g  the  
demonstrat ion program. Denver homeowners were a l so  much more 
suppor t i ve  o f  regu la t i ons  which would enforce personal energy 
conserva t ion  ( i .e . ,  r e g u l a t i o n s  which would se t  standards f o r  proper 
l e v e l s  o f  home i n s u l a t i o n  and f o r  home appl iance energy use).  

Changes i n  B e h a v i o r a l  I n t e n t i o n s  

I n  t en  ou t  o f  15 p o t e n t i a l  energy-conserving measures which were 
s tudied,  Denver homeowners expressed a s i g n i f i c a n t  increase i n  t h e i r  
p o s i t i v e ,  f u t u r e  cons ide ra t i on  o f  t h e  use o f  those measures. I n  every 
instance, those favorable i n t e n t i o n s  were r e l a t e d  t o  t he  purchase and 
i n s t a l  l a t i o n  o f  new, energy-conserving products (e. g., automatic se t -  
back thermostats,  heat pumps, chimney f l u e  dampers) r a t h e r  than t o  
changes i n  behavior (e. g., regu1 a t i n g  the  thermostat,  " d r i v i n g  
h a b i t s ) .  I n  o ther  words, i n d i v i d u a l s  are no t  adverse t o  t h e . f u t u r e  
purchase o f  energy-conserving products as a means o f  sav ing energy, 
i ns tead  of merely  making minor behav io ra l  changes as t h e y  are doing a t  
t h e  present t ime.  

When p laced i n  a scenar io  which descr ibed t h e  ."Energy Cost o f  " 

Ownership" concept t h e r e  ,was no change i n  t he  percentage o f  Denver 
r e s i d e n t s  who would op t  f o r  a  more expensive, energy-saving appl iance 
over a cheaper, less  energy-e f f i c ien t  model. However, t h e  percentage , ,  

who se lec ted  the  more expensive a l t e r n a t i v e  was h igh  t o  begin w i t h  
e . ,  71  percent  i n  Denver) and i t  might  be t h a t  such a f i g u r e  
represents a " c e i l i n g " ;  above which t h e  p u b l i c  w i l l  n o t  extend i n  t h e  , 

absence o f  cos t  data (e.g., appl iance l a b e l i n g )  on which t o  make a 
more meaningful choice. 

Another measure o f ' i n t e n t  was prov ided by a ques t ion  which asked 
~ n d l v l d u a l s  whether t hey  would p a y . , f i v e  tu ten  d o l l a r s  a yeat- t o  
belong t o  an o rgan i za t i on  whose o b j e c t i v e  would be t h e  promotion o f  
energy-conserving behavior.  There was a s i g n i f i c a n t  inc rease i n  t h e  
number o f ,  Denver res iden ts  who were i n t e r e s t e d  i n  j o i n i n g  such an 
o rgan i za t i on  and paying a fee, even though no such concept had ever 
been explored i n  t he  l o c a l  media. 
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Changes i n  . E n e r g y - C o n s e r v i n g  B e h a v i o r  

I n  t h e  eight-month p e r i o d  between the  f i r s t  and second surveys, 
Denver homeowners i n  a  f r e e  response s i t u a t i o n  repo r ted  a  s i g n i f i c a n t  
increase i n  t h e  fo l l ow ing  areas o f  energy-conserving behavior:* 

(1 )  t h e  i n s t a l ' l a t i o n  o f  storm windows and doors 
(2 )  r e g u l a t i n g  t h e  thermostat  i n  order  t o  ma in ta in  a  

temper a t  u re  , o f  65' 
( 3 )  t h e  i n s t a l l a t i o n  o f  automatic set-back thermostats 
( 4 )  t h e  i n s t a l l a t i o n  o f  devices which r e s t r i c t  hot  water ' f low 

i n  t h e  shower. 

However, t h e '  repo r ted  purchase frequency o f  12 energy-conservi ng 
i tems which were st ressed i n  va ry ing  degrees by  r e t a i l e r s  du r ing  the  
Denver market ing  program d i d  no t  d i f f e r  between Denver and S a l t  Lake 
City.L The apparent incons is tancy  between t h i s  f i n d i n g  and - the  one 
above can be exp la ined by the  f a c t  t h a t  t he re  were no p r e - t e s t  
measures o f  purchase of t h e  12 s p e c i f i c  items, so t h a t  no change over 
t ime cou ld  be measured. It i s  e n t i r e l y  poss ib le  t h a t '  Denver res iden ts  
a l so  would have ' repor ted  increases i n  t h e  purchase o f  some o f  those 12 
i tems ' ( espec ia l  l y  storm windows and doors and set-back.' thermostats)  
had t h e  .quest ion been asked i n  the  pre-survey. 

There was a l s o  a  s i g n i f i c a n t  increase i n  t h e  percentage o f  Denver 
r e s i d e n t s  who repo r ted  t h a t  t h e i r  f r i e n d s  and acquaintances had: 

. . (1) i n s t a l  l e d  aut0mati.c set-back thermostats 
(2 )  i n s t a l l e d  automatic l i g h t  t imers  
( 3 )  i n s t a l l e d  f l uo rescen t  l i g h t  bulbs 

/ (4.) decreased t h e i r  use o f  t he  automobile 

It was i n t e r e s t i n g  t o  note t h a t  op in ion  leaders - who had been 
hypothesized as t h e  most l i k e l y  "change agents" w i t h  regard  t o  the  
promotion o f  pro-conservat ion a t t i t u d e s  and behavior - repo r ted  an 
increase w i t h  regard  t o  a l l  1 5  energy i tems s tud ied  i n  t he  number o f  
peers who were e i t h e r  engaging i n  energy-conserv ing"behavior  or  
buying e n e r g y - e f f i c i e n t  products. 

* I n  many instances, accept ing respondent 's  accounts o f  purpor ted 
behavior- can lead t o  i n f l a t e d  est imates o f  t he  ac tua l  occurrence o f  
t h a t  behavior.  However, i n  t h e  present  eva lua t i on  r e l a t i v e  
d i f f e r e n c e s  i n  repo r ted  behavior are t h e  u n i t s  o f  ana lys i s  and the re  
i s  no a p r i o r i  bas i s  f o r  b e l i e v i n g  t h a t  Denver and S a l t  Lake City 
resider-&, o r  summer and w i n t e r  survey respondents d i f f e r  apprec iab ly  
i n  t h e i r  r e l a t i v e  ve rac i t y .  



CONCLUSIONS 

The ' s ta ted  o b j e c t i v e  o f  t h e  Denver demonstrat ion marke t ing  
program was t o  s e n s i t i z e  Denver homeowners t o  i n c o r p o r a t e  t h e  "Energy 
Cost o f  Ownership o r i e n t a t i o n  i n  t h e i r  d e c i s i o n  process r e g a r d i n g  i n -  
home energy consumption, as a necessary s t e p  t o  t h e  eventua1,purchase 
of energy-eff i c i e n t  products .  That  s e n s i t i z a t i o n  process encompassed, 
n o t  o n l y  a t t i t u d e s  towards products,  b u t  a l s o  a t t i t u d e s  towards 
energy conservat ion.  

The Denver marke t ing  program was g e n e r a l l y  success fu l  i n  meet ing 
those o b j e c t i v e s .  S i g n i f i c a n t  changes were brought  about i n  terms o f  
(1) l e v e l s  o f  consumer awareness,. ( 2 )  a t t i t u d e s  towards i n d i v i d u a l  
p roduc ts  and impor tan t  aspects o f  energy conservat ion,  ( 3 )  behav io ra l  
i n t e n t  i ons  rega rd ing  a wide v a r i e t y  o f  enerqy-conserv ing measures, 
and , ( 4 )  some a c t u a l  behaviors .  

The o n l y  s tage i n  t h e  process which was min imal  l y  impacted by  t h e  
marke t ing  program -occurred a t  t h e  behav io ra l  l e v e l ,  where 
expec ta t i ons  f o r  change were low t o  beg in  w i t h .  I n  f a c t ,  h a r k i n g  back . 
t o  t h e  i n n o v a t i o n - d i f f u s i o n  mode1 which was o u t l i n e d  above , ' t he  
o r i g i n a l  research  proposal  s ta ted :  

"In te!.rli> .,f t h e  ... demonstration program, i t  is proper 
t o  assume t h a t  t h e  major emphasis will be on t h e  knowledge 
srage, wlth considerable irripur la1 ~ c e  a l le~ lded tu t l ~ e  pel.- 
suasion s tage,  and t h a t  t h e r e  is small  likelihood t h a t  t h e  , 

decision s t a g e  will be reached by many individuals within 
t h e  four month period." 

Desp i te  t h e  success o f  t h e  marke t ing  program i n  r a i s i n g  
awareness l e v e l s  and i n  promot ing a t t i t u d e s  f a v o r a b l e  t o  energy 
conservat ion,  t h e  research  i d e n t i f i e d  some aspects o f  t h e  consumer 
psyche which s t i l l  must be addressed be fo re  expec ta t i ons  f o r  
widespread acceptance o f  an "Energy Cost o f  Ownership" o r i e n t a t i o n  
can be r e a l i z e d .  

The f i r s t  o f  those  p o s s i b l e  b a r r i e r s  has t o  do w i t h  t h e  perce ived  
costs and d o l l a r  b e n e f i t s  t o  be de r i ved  f rom energ.y conserva t ion .  
When asked t o  g i v e  t h e i r  reasons f o r  c o n s i d e r i n g  c e r t a i n  energy- 
conserv ing  measures as d i f f i c u l t  t o  adopt, many consumers answered 
t h a t  t h e y  were t o o  c o s t l y .  On t h e  o t h e r  hand, many homeowners f a i l e d  
t o  pe rce i ve  major  sav ings i n  month ly  u t i l i t y  b i l l s  which c o u l d  r e s u l t  
f rom p r a c t i c i n g  energy conservat ion.  The average p o t e n t i a l  sav ings 
i n  u t i l i t y  b i l l s  was seen as o n l y  n i n e  percent ,  a  d rop  o f  f o u r  pe rcen t  
f rom t h e  i n i t i a l  survey f i n d i n g s  i n  Denver. Given an average month ly  
w i n t e r  u t i l i t y  b i l l  of $62 i n  Denver, t h a t  r ep resen ts  a  perce ived  
month ly  sav ings o f  l e s s  than  s i x  do l ' l a r s .  Whether such pe rce i ved  
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savings are s u f f i c i e n t l y  l a rge  t o  mot iva te  s u b s t a n t i a l  behaviora l  
changes o r  new purchases i s  somewhat problematic.  It would appear 
t h a t  t h e  consumer must a n t i c i p a t e  a much greater  p o t e n t i a l  savings - 
perhaps 'as much as 30 t o  50 percent  - before he w i l l  begin t o  p r a c t i c e  
se r ious  conservat ion.  

Also, i t  appears t h a t  Denver res iden ts  experience some anx ie t y  
t h a t  widespread energy conservat ion w i l l  cause a general decrease i n  
i n d i v i d u a l  standard o f  l i v i n g .  Whi le t h i s  survey inst rument  d i d  no t  
probe t o  the  bottom o f  those fears,  c e r t a i n l y  f u t u r e  survey e f f o r t s  
should address t h a t  issue. 

Nine o u t  o f  t en  Denver homeowners p r e s e n t l y  see themselves as 
p r a c t i c i n g  some form of energy-conserving behavior i n  t he  home. 
Therefore, i t  i s  conceivable t h a t  a s u b s t a n t i a l  number o f  i n d i v i d u a l s  
a l ready  f e e l  t h a t  they are  d ischarg ing  t h e i r  personal o b l i g a t i o n  t o  
he lp  i n  a n a t i o n a l  c r i s i s  and t h a t  no f u r t h e r  personal a c t i o n  i s  
necessary - p a r t i c u l a r l y  if such a c t i o n  were t o  e n t a i l  e i t h e r  g rea ter  
d iscomfor t  o r  h igher .  cos ts .  For ty- two percent  o f  t he  i n d i v i d u a l s  
s t a t e d  t h a t  o ther  energy users should be fo rced t o  conserve before 
they  themselves do. That f e e l i n g ,  i n  combination w i t h  fears about a 
decrease i n  standard of 1 i ving, , i s  de t r imenta l  , t o  f u r t h e r  consumer 
acceptance of energy-conservi  . . ng, measures. 

.. - .>' ". -i : '.. ' .p.. ' . . , . ! .  , :  . *. _ 
The survey da ta  leave l i t t l e  doubt bu t  t h a t  much o f  t he  media 

emphasis on energy- conservat ion must a l so  have a heavy educat ional  
component. Much of the  present  energy r h e t o r i c  goes over t h e  head o f  
t he  average consumer. Although terms such as " s o l a r  energy" and 
"b lackout "  have both  h igh  awareness and understanding leve ls ,  many 
commonly employed terms ( a t  l e a s t  common i n  t h e  1 i t e r a t u r e  o f  energy 
conserva t ion)  such as "R value" and " r e t r o f i t t i n g "  puzz le  a vast  
m a j o r i t y  o f  t he  pub l i c .  The term "Energy Cost o f  Ownership" has 
l i t t l e  meaning i n  e i t h e r  Denver o r  S a l t  Lake C i ty ,  a l though the  
concept i t s e l f  - when expla ined i n  s u f f i c i e n t  d e t a i l  - encounters h igh  
consumer acceptance. 

The a b i l i t y  t o  accomplish t h e  necessary educat ional  e f f o r t  w i l l  
depend i n  .great  p a r t  on the  media employed. The most c r e d i b l e  sources 
o f  i n fo rma t ion  concerning the  enerigy s i t u a t i o n  were found t o  be 
rep resen ta t i ves  o f  the s c i e n t i f i c  community and t h e  Department o f  
Energy. 

Next i ' n  o rder  o f  c r e d i b i l i t y  were the  media ( e .  l o c a l  
t e l e v i s i o n  and r a d i o  s t a t i o n s  and t h e  l o c a l  d a i l y  newspapers). 
E lec ted  o f f i c i a l s . s u f f e r e d  i n  terms o f  t h e i r  perceived c r e d i b i l i t y ,  
and even lower i n  b e l i e v a b i  1 i t y  were t h e  r e t a i l e r s  and u t i l i t i e s  which 

-were perceived as p r o f i t i n g  from the  s a l e  of energy-re lated produ,cts. 



1 .  Despi,te.some of the aforementioned..problem areas in changing 
.itti tudes and behavior related to energy conservation, there was 
clear-cut evidence that an energy-conservation, constituency already 
exists. Between 20 and 25 percent of Denver residents expressed a 
willingness to pay an annual membership fee to an organization which 
promoted conservation behavior. That conservation constituency tends 
to be well-educated and contains a high proportion of community 
opinion leaders. It is not necessarily a highly affluent group. 
However, it is composed of people who have the potential - through 
their educational levels, their real interest in the energy issue and 
their leadership status - to assist as "change agents* in the process 
which leads to more widespread energy-conserving behavior among the 
general public. 
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111. METHODOLOGY 

The o r i g i n a l  research  des ign was d i c t a t e d  by a  s e t  o f  hypotheses 
.genera ted  by wel l - founded assumptions rega rd ing  consumer a t t i t u d e s  
towards energy conserva t ion  and e n e r g y - e f f i c i e n t  p roduc ts .  The b a s i c  
assumptions were as f o l l o w s :  

(1') t h a t  many Americans have l i f e - s t y l e s  i n  which energy- 
was t ing  behavior  i s  we l l - i ng ra ined .  

( 2 )  t h a t  t h e r e  have been c o n f l i c t i n g  messages rega rd ing  t h e  
imminence o f  a  n a t i o n a l  energy shor tage.  

( 3 )  t h a t  many Americans - ' e i t h e r  consc ious l y  o r  subconsc ious ly  
- b e l i e v e  t h a t  f u t u r e  techno logy  w i l l  o b v i a t e  t h e  need t o  
so l ve  energy shortages th rough changes i n  i n d i v i d u a l  
behavior .  

( 4 )  t h a t  many i n d i v i d u a l s  a re  unaware o f  t he  manner i n  which 
home r e t r o f i t t i n g  and t h e  i n s t a l l a t i o n  o f  e n e r g y - e f f i c i e n t  
appl iances can e f f e c t  s i g n i f i c a n t  energy conserva t ion .  

( 5 )  t h a t  a t tempts t o  change e x i s t i n g  consumer behav io r  t o  
conform more c l o s e l y  t o  an energy conse rva t i on  l i f e  s t y l e  
cou ld  be viewed as i n n o v a t i v e  ( a t  l e a s t  i n  terms o f  . 
r e p r e s e n t i n g  "new ideas"  t o  a  s u b s t a n t i a l  p o r t i o n  o f  t h e  
genera l  pub1 i c )  . 

Those assumptions l e d  t o  t h e  conc lus ion  t h a t  any marke t ing  
program designed t o  s e n s i t i z e  i n d i v i d u a l s  t o  t h e  c o n s i d e r a t i o n  o f  
energy-e f f  i c i e n t  p roduc ts  and o f  those components o f  t h e  "Energy Cost 
of Ownership" concept would conform t o  many o f  t h e  p r i n c i p l e s  
i d e n t i f i e d  i n  p r i o r  research  on t h e  d i f f u s i o n  o f  i nnova t i on .  



Those well-documented research f i n d i n g s  p o s t u l a t e  t h ree  stages 
i n  t h e  acceptance o f  an innovat ion :  

( 1 )  t h e  knowledge stage ( o r  awareness) 

stage ( i n v o l v i n g  a t t i t u d e  fo rmat ion  and 
change 

( 3 )  t h e  d e c i s i o n  s t a  e  (which e n t a i l s  i n  t h i s  ins tance ac tua l  
purchase b e h a v ~ o r  -3 

Therefore, t h e  survey inst rument  was designed t o  measure changes 
w i t h i n  those t h r e e  stages as a  r e s u l t  o f  t he  ac tua l  market ing program. 
Copies o f  t h e  ques t ionna i res  used are reproduced i n  Appendix B o f  t h i s  
r e p o r t .  . 

The sampl ing p lan  c a l l e d  f o r  pre-  and post-demonstrat ion surveys 
o f  homeowners t o  be conducted i n  both Denver and S a l t  Lake C i t y .  
Denver was se lec ted  as t h e  l o c a t i o n  f o r  t he  demonstrat ion program due 
t o  i t s  r e l a t i v e  media i s o l a t i o n  and t h e  absence o f  t he  severe weather 
c o n d i t i o n s  d u r i n g  t h e  1976-77 w i n t e r  which might  have made 
i n d i v i d u a l s  i n  o t h e r  areas o f  t h e  count ry  more energy-conscious. The 
l a t t e r  l o c a t i o n  was in t roduced as a  " c o n t r o l  c i t y "  i n  order  t o  f a c t o r  
ou t  t h e  -e f fec t  of changes,whjch~coulsI~have occurred through n a t i o n a l  
media' emphasis on energy conservat ion, changes i n  n a t i o n a l  p o l i c y ,  
e t c .  which would have-been uncon t ro l l ed  and independent o f  t h e  Denver 
marke t ing  program. 

S a l t  Lake City was se lec ted  as the  " c o n t r o l  c i t y "  f o r  severa l  
reasons : 

It, a long w i t h  Denver, had escaped t h e  harsh w i n t e r  o f  1976- 
77 experienced by many o the r  U.S. c i t i e s  

The demographic c h a r a c t e r i s t i c s  o f  i t s  popu la t i on  are 
s i m i  l a r  t o  those o f  t h e  Denver. popu la t i on  

The normal c l i m a t o l o g i c a l  p a t t e r n s  f o r  t h e  two c i t i e s  are 
n e a r l y  i d e n t i c a l  

Loca l  o p i n i o n  research exper ts  i n  t h e  two c i t i e s  assumed - 
on an a  p r i o r i  bas i s  - t h a t  t h e  two popu' lat ions would no t  
d i f f e r  i n  t h e i r  a t t i t u d e s  toward energy. conservat ion, and 
t h a t  w i t h  regard  t o  t h e  sub jec t  ma t te r  o f  t h e  present 
research  the  major  d i f f e r e n c e s  i n  r e l i g i o u s  emphasis 
between t h e  two popu la t ions  would n o t  be a  f a c t o r .  
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GENERAL PUBLIC SAMPLE 

PRE-TEST 
SURVEY 

POST-TEST 
.- SURVEY 

Denver N = 357* N = 506 

S a l t  bake C i t y  N = 447 N = 452 

SEARS-WARDS CUSTOMER SAMPLE (Denver Only)  

PRE-TEST POST-TEST 
SURVEY SURVEY - 

Denver 

An a d d i t i o n a l  survey was conducted among a random sample o f  
e n t r a n t s  i n  t h e  s p e c i a l  "Energy Sweepstakes" which took  p l ace  d u r i n g  
t h e  Denver marke t ing  program. .Te lephone i n t e r v i e w s  were conducted 
w i t h  282 en t ran t s ,  u t i l i z i n g  t h e  q u e s t i o n n a i r e  i n  Appendix B. 

A l l  i n t e r v i e w i n g  was done by p r o f e s s i o n a l  market research  
i n t e r v i e w e r s  who were t r a i n e d  i n  t h e  a d m i n i s t r a t i o n  o f  ' t h e  
ques t i onna i res .  The complet ion r a t e s  i n  t h e  va r i ous  surveys ranged 
f rom 55 t o  72  percen t .  

TI" r e f e r s  t o  t h e  number o f  completed i n t e r v i e w s  i n  each' l o c a t i o n .  
I n  t h e  t a b l e s  which a re  i nc l uded  i n  t h i s  r e p o r t  "N" a l s o  r e f e r s  t o  t h e  
s i z e  of t h e  sub-groups (e.g., age groups, income groups) on which t h e  
columnar da ta  a re  based. 

**Respondents i n  t h e  Denver genera l  p u b l i c  su rvey  were asked t o  
i n d i c a t e  a t  which l o c a l  department s t o r e s  t h e y  had charge accounts. 
Those i n d i v i d u a l s  who r e p o r t e d ' h a v i n g  accounts a t  e i t h e r  Sears o r  
Wards were compared w i t h  t h e  s p e c i a l  Sears-Wards customer samples on 
t h e  bas i s  o f  t h e i r  demographic c h a r a c t e r i s t i c s .  Those comparat ive 
c h a r a c t e r i s t i c s  i n d i c a t e d  t h a t  t h e  two groups were indeed d e r i v e d  
f rom t h e  same p o p u l a t i o n  ( i  .e., Sears and Wards charge customers) and 
t h e r e f o r e  t h e  da ta  were combined t o  produce a p r e - t e s t  sample o f  435 
customers and a p o s t - t e s t  sample o f  541 custorr~er.~.  (See Appendix D 
f o r  t h e  r e s u l t s  o f  those s p e c i a l  customer surveys. )  
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A f t e r  i n t e r v i e w s  were completed, e d i t e d  and v e r i f i e d , t h e y  were 
coded and t h e  i n f o r m a t i o n  was key-punched on s tandard I B M  cards. The 
responses were t a b u l a t e d  and c ross - t abu la ted  by key demographic and 
b e h a v i o r a l  v a r i a b l e s ;  e.g., age, educat ion,  income l e v e l s ,  perce ived  
u t i  1  i t y  sav ings  th rough energy conserva t ion .  The r e s u l t s  o f  t he  
analyses o f  t h e  genera l  p u b l i c  and con tes tan t  surveys a re  presented i n  
Sec t i on  V o f  t h i s  r e p o r t .  



I V .  THE DENVER TEST MARKET MEDIA CAMPAIGN 

Dur ing  t h e  p e r i o d  September 26, 1977 th rough January 29, 1978, a 
mult i-.media a d v e r t i s i n g  and pub1 i c  r e l a t i o n s  campaign was conducted 
t o  s e n s i t i z e  Denver area homeowners t o  t h e  pos i l i vt! cur15 ider 'a t ion o f  
e n e r g y - e f f i c i e n t  products .  

The campaign cons i s ted  o f  t h e  f o l l o w i n g  components: 

a 14-week p a i d . t e l e v i s i o n  and r a d i o  a d v e r t i s i n g  campaign. 

a home energy r e t r o f i t  sweepstakes promotion. 

Other p romot iona l  a c t i v i t i e s ,  i n c l u d i n g :  

a shopping cen te r  d i s p l a y  o f  a home energy use s imu la to r .  

r e t a i l e r  d i sp lays .  

Copies o f  a l l  p romot iona l  m a t e r i a l s  a re  appended t o  t h i s .  r e p o r t  ' (see 
Appendix A). 

A d v e r t i s i n g  Campa ign :  T e l e v i s i o n  a n d  R a d i o  

The media e f f o r t  t o  b u i l d  awareness o f  t h e  va lue  o f  energy- 
conserv ing  p roduc ts  i n  Denver cons i s ted  o f  a broadcast  mix  o f  
t e l e v i s i o n  and r a d i o .  Two f l i g h t s  o f  a d v e r t i s i n g  were a i r e d  - t h e  
f i r s t  f l i g h t  cove r i ng  t h e  ten-week p e r i o d  between September 26, 1977 
and December 4, 1977, and t h e  second f l i g h t  cove r i ng  t h e  four-week 
p e r i o d  between January 2-29, 1978. The f l i g h t s  were designed t o  
impact t h e  marketp lace p r i o r  t o  and d u r i n g  t h e  heavy w i n t e r  months. 

.. 

The broadcast  media campaign cons i s ted  o f  t h r e e  d i f t e r e n t  
commercial execu t ions  which promoted s p e c i f i c  t ypes  o f  energy- 
e f f i c i e n t  home improvement products .  The t h r e e  execu t ions  a i r e d  i n  
ve rs i ons  f o r  t e l e v i s i o n  and r a d i o  were: 
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Television Commercials 

"Thermostat" - 30 second - automatic thermostats 
"Insulation" - 30 second - insulation and storm windows 

"Pilot Light" - 30 second - pilotless gas appliances 

Radio Commercials 

"Thermostat" - 60 second - automatic thermostats 
"Robber" 

",=ire" - 

- 30 second - insulation and storm windows 
- 30 second - pi lot.less gas appliances 

Both the television and radio commercials were designed to reach 
upscale, better-educated Denver homeowners - identified by the 
init.ia1 survey research as the prime prospects for energy-efficient 
technology. 

Televisi'on Schedule 

The Denver media schedule included 154 paid 30-second television 
spots airing within programming identified as having the greatest 
reach and frequency among the target group. The commercials appeared 
on a rotating schedule within network and local morning, early and 
late news shows, "Sixty Minutes", and NFL Football telecasts. The 
television buy consisted of 175 gross rating points per week for the 
first flight and 150  gross rating points per week for the second 
flight of advertising. It is estimated that the Denver television buy 
reached 83 percent of all Denver adults 14 times (See Schedule A). 

Radio Schedule 

As a supplement to the television schedule, 676 paid 30 and 60 
second radio spots were aired during morning drive, daytime and 
weekend listening times. The three spots were rotated and aired 
equally. The radio schedule, composed of news, classical and "easy 
listening" type programming, was directed toward building high 
frequency among upper-income, better-educated Denver consumers. 

. L 2 0 
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R a d i o  S c h e d u l e  

As a  supplement t o  t h e  t e l e v i s i o n  schedule, 676 p a i d  30 and 60 
second r a d i o  spots  were a i r e d  d u r i n g  morning d r i v e ,  dayt ime and 
weekend l i s t e n i n g  t imes.  The t h r e e  spots  were r o t a t e d  and a i r e d  
equa l l y .  The r a d i o  schedule, composed o f  news, c l a s s i c a l  and "easy 
1  i s t e n i n g "  t ype  programming, was d i r e c t e d  toward . b u i  l d i n g  h i g h  
f requency among upper-income, be t te r -educa ted  Denver consumers. 

Fur ther ,  t h e  schedule was designed t o  reach  t he  l i g h t  t e l e v i s i o n  
viewer and t o  inc rease  impact among consumers who were exposed t o  t h e  
t e l e v i s i o n  spots .  Radio s t a t i o n s  KLIR and KVOD, w i t h  t he  g r e a t e s t  
reach and frequerlcy ~ I I IU I IY  LIIC t a r g e t  audi tnee, wsrc uscd f o r  bo th  
a d v e r t i s i n g  f 1  i g h t s .  To b u i  l d  a d d i t i o n a l  awareness o f  t he  energy c o s t  
o f  ownership concept p r i o r  t o  t he  heavy w i n t e r  months, KOA, t h e  news 
and spo r t s  s t a t i o n  w i t h  t h e  g r e a t e s t  audience, was inc luded  i n  t h e  
f i r s t  f l i g h t  o f  a d v e r t i s i n g .  The r a d i o  buy f o r  t h e  14-week campaign 
cons i s ted  o f  approx imate ly  90 gross r a t i n g  p o i n t s  pe r  week d u r i n g  t h e  
f i r s t  f l i g h t  and approx imate ly  75 gross r a t i n g  p o i n t s  per  week d u r i n g  
t h e  second f 1  i g h t  (See Schedule B).  

S w e e p s t a k e s  P r o m o t i o n  

A  r e t a i l - o r i e n t e d  promotion, aimed a t  encouraging Denver 
homeowners t o  e n t e r  a  r e t r o f i t t i n g  sweepstakes, was an i n t e g r a l  p a r t  
o f  t h e  media campaign. The sweepstakes promot ion was designed t o  
he igh ten  awareness o f  s p e c i f i c  e n e r g y - e f f i c i e n t  home improvement 
products ,  t o  b u i l d  t r a f f i c  i n  energy c ~ n t e r s ,  ( i . e . ,  Sears, Wards, K -  
Mart, appl iance, hardware, and home remodel i n g  r e t a i  l e r s )  , and t o  
dramat ize t h e  need f o r  energy conse rva t i on  t o  b o t h  consumers and 
r e t a i l e r s .  

B lack-and-whi te  spreads promot ing t h e  r e t r o f i t  sweepstakes 
appeared i n  area newspapers between October 28 and November 21, 1977. 
The ads con ta ined  coupons f o r  consumers t o  f i  11 o u t  and d e p o s i t  i n  
p a r t i c i p a t i n g  energy cen te rs .  The newspaper ad was se lec ted  by  t h e  
American A d v e r t i s i n g  Federa t ion  t o  r e c e i v e  i t s  "Best i n  t h e  West" 
Award i n  t h e  p u b l i c  s e r v i c e  d i v i s i o n .  

The sweepstakes was open t o  a l l  owners o f  s i n g l e  f a m i l y  detached 
dwe l l i ngs .  A t  t h e  c l ose  o f  t h e  con tes t ,  approx imate ly  12,400 e n t r i e s  
had been rece ived .  Each o f  t he  11 winners was awarded up t o  $1,500 
wor th  o f  p roduc ts  designed t o  save energy, i n c l u d i n g :  s torm windows, 
i n s i l l a t i o n ,  s p e c i a l  set-back thermos ta ts  and e l e c t r o n i c  p i l o t  l i g h t s  
(See Schedule C ) .  
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Other Promotional Activities 

~romotional materials in the form of brochures and point of 
purchase displays were sent to participating energy center retai lers 
for the. twofold purpose of educating and stimulating both the retailer 
and the consumer. All promotional materials displayed the rainbow 
logo and slogan "products That Save Energy Pay For Themselves". 

In addition, a home energy use simulator was d.isplayed at the 
,Denver Home and Garden Show, February 3 - 12, 1978. Attendance at the 
show" was approximately 41,000. During the remainder of February 
through mid May, 1978, the exhibit traveled to various Denver area 
shopping malls to provide additional impetus to the total marketing 
effort . 

CI 
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SCHEDULE A 

DENVER TELEVISION SCHEDULE 

F l i g h t  I 

September 26 - December 4, 1977 
10 weeks 

TIME -- STAT1 ON PROGRAM NUMBER OF SPOTS 

6 - 7 A M  KMGH - 7 CBS Morning News ' 2 t imes weekly 
7 - 9 A M  KOA - 4 Today Show 2 t imes weekly 
7 - 9 AM - : - I(.PTV = 9- --Good Morning America- - --2 t imes weekly 
6 PM KMGH - 7 Pre Wal t e r  Cronki t e  2 t imes weekly 
10 - 10:40 PM KBTV - 9 Nine News a t  10 * 2 t i m e s w e e k l y  
10 - 10:40 PM KMGH - 7 The News - 10 2 t imes weekly 
10 - 10:30 PM KOA - 4 Newswatch 4 - 10 2 t imes weekly 

EXTRA SPOTS 

6 - 7 P M  KMGH - 7 S i x t y  Minutes - 10/2,9,16,23,30; 
11/6,13,20,27; 
12/4 10 t o t a l  

11 AM - 5 PM KMGH - 7 Chicago 'Bears vs . Minnesota V i  k ings 
October 16 1 

Dal las Cowboys vs. New York Je ts  
November 6 1 

Chicago Bears vs. D e t r o i t  L ions 
November 24 

F l i g h t  I 1  

January 2 - 29, 1978 
4 weeks 

TIME STATION PROGRAM NUMBER OF SPOTS 

6 - 7 A M  KMGH - 7 CBS Morning News 
7 - 9 A M  KOA - 4 Today Show 
7 - 9 A M  KBTV - 9 Good Morning America 
6 PM KMGH - 7 Pre Wal t e r  Cron k i  t e  
10 - 10:30 PM KOA - 4 .  Newswatch 4 - 10 
10 - 10:40 PM KBTV - 9 Nine News a t  10 
6 - 7 P M  KMGH - 7 S i x t y  Minutes - 1/8,15 

2 t imes weekly 
1 t ime weekly 
2 t imes weekly 
2 t imes weekly 
1 t ime weekly 
2 t imes weekly 

2 t o t a l  
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SCHEDULE B 

: DENVER R A D ~ O  SCHEDULE 

September 26 - December 4, 1977 
10 weeks 

STAT1 ON NUMBER OF SPOTS 

Morning d r i v e ,  
day .and weekend KOA-AM 85 18 spots weekly 

6-AM'-  10 PM KLIR-FM 100.3 18 spots weekly 
KVOD-FM 99.5 18 spots weekly 

KOSI-FM 101.1 
t 

c o n f l i c t  of i n t e r e s t  w i t h  
s t a t i o n  ownership 
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. . F l i g h t  I 1  

January 2 - 29, 1978 
4 weeks . . 

TIME STATION NUMBER OF SPOTS 

.6 AM - 10 PM KVOD-FM 99.5 16 spots weekly 
6'AM - 10 PM KLIR-FM 100.3 18 spots weekly 

24 



SCHEDULE C 

SWEEPSTAKES NEWSPAPER SCHEDULE 

October 28 - November 21 , 1977 

NEWSPAPER 

The Denver Post 

Rocky Mountain News 

DATE 

F r i . ,  Oct. 28 
Mon . , Nov. 21 

SPACE 

Center spread 
Center spread 

Mon., Oct. 31 ,Center--spread- 
Wed., Nov. 16 . Center spread 

Sen t i ne l  newspapers Ned., Nov. 2 Center spread 

Denver Cathol i c  Reg is te r  

Aurora Sun 

L i  ttl eton Independent 

In te rmounta in  Jewish News 

Wed., Nov. 2 Center spread 

Thurs., Nov. 3 Center spread 

Thurs . , Nov. 3 Center spread 

F r i . ,  Nov. 4 Center spread 
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V. RESULTS OF THE EVALUATION 

~ n c l u d e d  i n  t h i s  sec t i on  are t h e  r e s u l t s  o f  t he  p r e - t e s t  and 
d o s t - t e s t  surveys i n  Denver and S a l t  Lake C i ty ,  as we1 1  as the  r e s u l t s  
o f  t he  telephone survey o f  Sweepstakes en t ran ts  i n  Denver. The 
r e s u l t s  are presented i n  t h e  f o l l o w i n g  sub-sect ions: 

Levels  o f  Awareness o f  Energy Conservat ion 
A t t i t u d e s  Towards Energy Conservat ion 
Consumer I n t e n t i o n s  Concerning Energy Conservat ion 
E x i s t i n g  Levels  o f  Energy Conserving Behavior 
C r e d i b i l i t y  o f  I n fo rma t i on  Sources 
Eva lua t ion  o f  S p e c i f i c  Elements o f  t h e .  Denver 
Market ing Program 
Eva lua t ion  o f  t he  Energy Sweepstakes Program 

~ a c h  sub-sect ion conta ins a  n a r r a t i v e  ana lys is ,  f o l l owed  by t h e  
t a b u l a r  da ta  t o  which the  n a r r a t i v e  r e f e r s .  I n  many instances,  t h e  
t e x t  makes references t o  c ross - tabu la t i ons  by demographic o r  
a t t i t u d i n a l  groups which are no t  inc luded i n  t he  tab les .  Those cross-  
t a b u l a t l o n s  have been omi t ted  i n  t h e  i n t e r e s t s  o f  b r e v i t y ,  bu t  are 
a v a i l a b l e  upon request.  

The tab les  conta in  t h e  percentage response ( o r  average rank ings  
f o r  those quest ions i n  which the  respondents were asked t o  rank-order  
v a r i a b l e s )  f o r  both t h e  p r e - t e s t  and p o s t - t e s t  surveys i n  t h e  two 
c i t i e s .  The s h i f t s  i n  those percentages are  a l so  repor ted .  

Where i d e n t i c a l  quest ions were asked i n  bo th  surveys and i n  bo th  
c i t i e s ,  t h e  s t a t i s t i c a l  s i g n i f i c a n c e  o f  " t h e  d i f f e r e n c e  o f  t h e  
d i f f e rences " ,  i .e., 

(Denver p r e - t e s t  1 Denver p o s t - t e s t )  minus 

( S a l t  Lake City p r e - t e s t /  S a l t  i a k e  City p o s t - t e s t )  

has been repo r ted  i n  t h e  l a s t  column on t h e  r i gh t -hand  s i d e  o f  t he  
tab le .  The word "YES" means t h a t  t h e  ob ta ined d i f f e r e n c e  between t h e  
changes was s i g n i f i c a n t  a t  t h e  95 percent  l e v e l  o f  conf idence; i.e., 
the.chances are 95 o u t  o f  100 t h a t  a  t r u e  d i f f e r e n c e , a s  l a r g e  as the  
obta ined d i f f e r e n c e  e x i s t s .  i n  t h e  popu la t i on  encompassed by  t h e  
survey e f f o r t .  
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I n  some . instances, a  negat ive  s h i f t  i n  awareness, a t t i t u d e  or  
behavior occurred i n  both c i t i e s .  I n ' t h o s e  s i t u a t i o n s ,  t h e  d i f f e r e n c e  
was t e s t e d  t o  determine whether t h e  decrease i n  .Denver was 
s i g n i f i c a n t l y  d i f f e r e n t  than t h e  decrease i n  Salt '  Lake C i t y  ( i .e . ,  
would Denver have e x h i b i t e d  even a  greater  decrease i n  t he  absence o f  
t he  market ing  program?). 

I n  some t a b l e s  i n  which a  pre-  and pos t - tes t  comparison was 
imposs ib le  (e.  g., awareness o f  t he  t e l e v i s i o n  commercials used i n  the  
market ing program), t he  95 percent  conf idence i n t e r v a l s  have been 
repo r ted  f o r  i nd i v idu 'a l  percentages. 

I I Example: Est imated percentage = 80 percent 

I I 95 percent conf idence i n te ' r va l  = 70-90 percent  

I n  t he  above example, i f  the  est imated value from t h e  survey was 
80 percent ,  then t h e  chances are 95 ou t  o f  100 t h a t  t he  popu la t ion  
( i  .e., t h e  t r u e  value)  would f a l l  w i t h i n  t h e  range o f  70 percent  t o  90 
percent.  I n  o the r  words, i t  i s  h i g h l y  u n l i k e l y  t h a t  t h e  t r u e  value 
f a l l s  below 70 percent  o r  above 90 percent .  The term " t r u e  value" 
r e f e r s  t o  t h e  value which would be obta ined i f  a  census o f  t he  e n t i r e  
popu la t i on  were taken. 
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A. LEVELS OF AWARENESS OF ENERGY CONSERVATION 

1 _ .  E n e r q y  As a  N a t i o n a l  P r i o r i t y  

I n  bo th  t h e  pre- and post-surveys i n  Denver, t h e  energy c r i s i s  
was perceived as the  t h i r d  most impor tan t  n a t i o n a l  p r i o r i t y  among 12 
n a t i o n a l  issues which respondents were asked t o  rank (Tables A - 1  and 
A-2). I n  t h e  summer o f  1977 t h e  energy s i t u a t i o n  took  a  back seat  t o  
two "pocketbook concerns" - s lowing down i n f l a t i o n  and reduc ing  t h e  
t a x  burden. E igh t  months l a t e r  t h e  l a t t e r  i ssue had been rep laced by 
a ,mounting concern over a i r  p o l l u t i o n  i n  Denver. 

I n  S a l t  Lake City the  energy c r i s i s  a c t u a l l y  dropped f rom t h e  
t h i r d  ranked t o  t he  f o u r t h  ranked p r i o r i t y  du r i ng  t h e  eight-month 
i n t e r v a l  between surveys. Whereas t h e  energy s i t u a t i o n  was perce ived  
w i t h  equal emphasis i n  Denver and S a l t  Lake City i n  t he  summer o f  
1977, i t  rece ived a  s i g n i f i c a n t l y  h igher  p r i o r i t y  i n  Denver by t h e  
f o l l o w i n g  w in te r .  

Where percept ion  o f  ,the importance o f  t h e  energy issue i s  
analyzed by var ious  demographic, a t t i  t u d i n a l  and i n t e r e s t  subgroups, 
d e f i n i t e  pa t te rns  emerge - many o f  which are  cons i s ten t  w i t h  t h e  
" i n n o v a t i o n - d i f f u s i o n "  hypothesis  which formed t h e  bas i s  o f  t h e  
i n i t i a l  research s t r a t e g y  (Table A-3). The energy issue was viewed as 
most c r i t i c a l  by: + 

Women 
The h ighes t  income group 

@The wel l -educated 
@Op in ion  leaders 
@ I n d i v i d u a l s  under t h e  age o f  55 

Because of t h e  t r a d i t i o n a l  h igh  c o r r e l a t i o n  between income 
l e v e l s  and educat iona l  at tainment,  s i m i l a r  l e v e l s  o f  concern w i t h  t h e  
energy issue would be expected. However, a  more d e t a i l e d  ana l ys i s  o f  
t h e  data revea led  t h a t  educat ion was t h e  more c r i t i c a l  o f  t h e  two 
f a c t o r s .  A f f l u e n t  i n d i v i d u a l s  w i t h  l ess  than a  c o l l e g e  degree 
a c t u a l l y  assigned t h e  energy issue lower than average rankings.  

People who would pay t o  belong t o  an o r g a n i z a t i o n  dedicated t o  
energy conserva t ion  p laced more importance on t h e  n a t i o n a l  energy 
issue than d i d  i n d i v i d u a l s  w i t h  no i n t e r e s t  i n  such an o rgan i za t i on .  
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2. - P e r c e i v e d  A b i l i t y  t o .  C o n t r i b u t e  P e r s o n a l l y  t o  
S o l v i n g  t h e  E n e r g y  P r o b l e m .  

Although S a l t  Lake City homeowners regarded themselves as b e t t e r  
ab le  t o  make personal c o n t r i b u t i o n s  t o  s o l v i n g  t h e  energy c r i s i s  than 
d i d  Denver res idents ,  t h e r e  were s i g n i f i c a n t  s h i f t s  i n  perceived 
abi  1 i t y  t o  make c o n t r i b u t i o n s  between res iden ts  o f  t he  two c i t i e s  over 
t he  e i g h t  month pe r iod  (Table A-4). For example, Denver homeowners 
remained f a i r l y  l e v e l  i n  terms o f  t h e i r  perceived a b i l i t y t o  a r r i v e  a t  
personal  s o l u t i o n s ,  whereas res iden ts  o f  S a l t  Lake C i t y  expressed 
less  personal  c o n t r o l  i n  February o f  1978 than they  had du r ing  the 
p r i o r  summer. I n  Denver those i n d i v i d u a l s  who perceived themselves a s '  
most ab le  t o  c o n t r i b u t e  t o  a personal s o l u t i o n  consis ted o f  op in ion  
leaders, t h e  h i g h l y  educated, and i n d i v i d u a l s  w i t h  an i n t e r e s t  i n  
j o i n i n g  an energy conservat ion organ iza t ion .  The most apathet ic  
i n d i v i d u a l s  were t h e  more t r a d i t i o n a l l y  a l i ena ted  groups, such as the 
p o o r l y  educated and lower income groups. 

3 .  - R a n k i n g  o f  I n -home E n e r g y  U s e r s  

Respondents were presented w i t h  a l i s t  o f  t en  in-home 
appl iances, rang ing  from c e n t r a l  a i r  con.di t ioning t o  water heaters 
and automat ic  washers, and were asked t o  rank order  those appl iances 
i n  terms o f  t h e i r .  average energy use. The average rankings were 
c o r r e c t l y  sequenced by Denver homeowners and the re  was o n l y  one mis- 
sequenced p a i r  o f  energy users among t h e  average S a l t  Lake C i t y  
rank ings  (Tab le  A-5). 

The most i n t e r e s t - i n g  aspect o f  t he  quest ion had t o  do w i t h  the  
f a c t  t h a t  Denver res idents ,  i n  t he  survey f o l l o w i n g  the  market ing 
program, c o r r e c t l y  gave much more weight t o  "heat ing"  as an energy 
user than they  d i d  i n  t h e  f i r s t  survey. A l l  o f  t he  o ther  in-home 
energy 'users paled i n  terms of t h e i r  average rankings when compared 
w i t h  t h a t  of "heat ing" .  I n  o ther  words, Denver homeowners became 
i n c r e a s i n g l y  more aware t h a t  heat ing  i s  f a r  and away'the c h i e f  c u l p r i t  
among in-house energy users. 

P e r c e i v e d  I m p a c t  o f  E n e r g y  C o n s e r v a t i o n  on P r e s e n t  
U t i l i t v  C o s t s  

A cornerstone of t he  "Energy Cost o f  Ownership" concept should 
e n t a i l  a  b e l i e f  on t h e  p a r t  o f  the  consumer t h a t  by i n s t a l l i n g  energy 
e f f i c i e n t  products o r  by p r a c t i c i n g  energy conservat ion a t  home t h e  
consumer w i l l  experience ope ra t i ng  e f f i c i e n c i e s  which presumably w i l l  
be r e f l e c t e d  i n  h i s  monthly u t i l i t y  b i l l .  I f  u t i l i t y  r a t e s  were t o  
remain s tab le ,  t h e  opera t ing  e f f i c i e n c i e s  should r e s u l t  i n  lower 
u t i l i t y  b i l l s .  Informed est imates o f  t he  maximum u t i l i t y  cos ts  which 
could be saved by thorough energy-conserving behavior are i n  t h e  range 
of 20-35 percent .  
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Survey respondents were asked t o  es t imate  t h e  percentage o f  
t h e i r  present  u t i l i t y  costs  which cou ld  be saved by i n s t a l l i n g  energy 
e f f i c i e n t . p r o d u c t s  and by v igo rous l y  p r a c t i c i n g  energy conservat ion.  
The average est imates i n  bo th  c i t i e s  were w e l l  below t h e  maximum l e v e l  
which might  be achieved. For example, Denver homeowners guessed t h a t  
i t  might  be poss ib le  t o  save as much as 13.1 percent  o f  present  
u t i l i t y  costs, where S a l t  Lake City r e s i d e n t s  perceived s l i g h t l y  
lower savings - 11.5 percent  (Table A - 6 ) .  I n  each instance,  those 
est imates dropped i n  t h e  second survey - t o  9.0 percent  i n  Denver and 
t o  9.9 percent  i n  S a l t  Lake C i t y .  I n  o the r  words, no th ing  occurred 

- over t h e  e i g h t  month period, e i t h e r  i n  Denver o r  S a l t  Lake City, t o  
convince homeowners t h a t  v igorous energy conserva t ion  would r e s u l t  i n  
lower u t i l i t y  b i l l s .  However, t he  drop i n  Denver cou ld  w e l l  have been 
due t o  t h e  f a c t  t h a t  u t i l i t y  r a t e s  rose sha rp l y  i n  Denver du r i ng  t h e  
w in te r  of 1977-78 ( immediate ly  p r i o r  t o  t h e  post-survey)  - the  
percept ion  o f  which cou ld  cancel ou t  any perceived inc rease i n  savings 
due t o  energy conservat ion.  

I n  both c i t i e s ,  respondents were o f  t he  op in ion  t h a t  t he  use o f  
new energy conserv ing appl iances were l i k e l y  t o  be more e f f e c t i v e  i n  
lower ing  u t i l i t y  costs  than would energy-conserving behavior  (Table 
A-7). That g rea ter  expec ta t ion  regard ing  t h e  importance o f  products 
(vs.  behavior)  i n  lead ing  t o  reduc t ions  i n  u t i l i t y  cos ts  was more 
p reva len t  i n  Denver than i n  S a l t  Lake C i t y .  

The prospect of reducing u t i  l i t y  b i l l s  through energy 
conservat ion was no t  considered l i k e l y  by key segments o f  t h e  
p o t e n t i a l  energy conservat ion const i tuency.  For example, o p i n i o n  
leaders, t he  h i g h l y  educated, and people in te res te 'd  i n  j o i n i n g  an 
energy conserva t ion-or ien ted  o rgan i za t i on  were t h e  l e a s t  o p t i m i s t i c  
about t h e  prospects o f  ach iev ing  lower u t i l i t y  b i l l s  through 
conservat ion.  It i s  e n t i r e l y  poss ib le  t h a t  these i n d i v i d u a l s ,  be ing 
more s o p h i s t i c a t e d  w i t h  r ega rd  t o  t h e  f u t u r e  cos ts  o f  energy and i t s  
impact on u t i l i t y  ra tes ,  have more r e a l i s t i c  expec ta t ions  t h a t  energy 
conserva t ion  w i l l  o n l y  a l l ow  t h e  consumer t o  h o l d  t h e  l . ine a t  c u r r e n t  
cos t  leve'ls, r a t h e r  than t o  achieve lowet* costs .  

5 .  - .  P e r c e p t i o n s  o f  t h e  E n e r g y - S a v i n g  P r o p e r t i e s  and 
, I n i t i a l  C o s t s  o f  E n e r g y - S a v i n g  M e a s u r e s  

As a  means of a r r i v i n g  a t  a  more concrete eva lua t i on  o f  t he  
"Energy Cost o f  Ownership" concept, i n d i v i d u a l s  were asked t o  choose 
bo th  t h e  g rea tes t  energy savers and those i tems w i t h  t h e  h ighes t  f i r s t  
costs  f rom a  l i s t  o f  15 products and energy conserv ing behaviors.  
Inc luded i n  t h e  l i s t  were such t h i n g s  as i n s t a l l i n g  more e f f i c i e n t  
i n s u l a t i o n ,  i n s t a l l i n g  storm windows o r  doors, buy ing energy- 
conserv ing appl iances and devices, i n s t a l  1  i n g  s o l a r  ho t  water 
heaters, e t c .  (Table A-8). I n  Denver t h e r e  was g e n e r a l l y  increased 
awareness t h a t  t h e  use o r  purchase o f  such products would r e s u l t  i n  
s u b s t a n t i a l  energy savings. On t h e  o the r  hand, S a l t  Lake C i t y  
Romeowner~s e x h i b i t e d  a, decreased awareness i n  t h e  energy-conserving 
p r o p e r t i e s  o f  those items. 
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However, , t h a t  increased awareness i n  Denver o f  t he  energy-saving 
p r o p e r t i e s  .of  ' .many products,  when ' coupled, w i t h  ' t he ,  concomitant 
inc rease i 'n  t h e  ,average w i n t e r  u t i  1  i t i e s - i n c r e a s e  (Table A-91, may no t  
have been s u f f  i c . i e n t  ' t o  convince Denver home-owners t h a t  t h e i r  
u t i  1  i t y  b i l l s  w i  11 decrease through t h e  . use o f  energy-conserving 
products.  Perhaps consumers need t o  be t o l d  t h a t  energy- 
conservat ion,  a t  worst, w i l l  he lp  t o  h o l d  t h e  l i n e  aga ins t  p o t e n t i a l  
r a t e  increases, 

The f o l l o w i n g  measures were viewed as producing s i g n i f i c a n t l y  
g rea te r  energy sav ings by Denver homeowners as compared w i t h  S a l t  Lake 
City r e s i d e n t  (Tab le  A-8): 

D r i v i n g  less  
. . 

I n s t a l l i n g  storm windows o r  doors 

a Turn ing  t h e  thermostat  down t o  65' 

I n s t a l l i n g  wea the rs t r i pp ing  

I n s t a l l i n g  t h e  most e f f i c i e n t  i n s u l a t i o n  

I n s t a l l i n g  f l u o r e s c e n t  l i g h t  bu lbs 

Buying energy-conserving appl iances 

. a I n s t a l  1  i n g  a  chimney f l u e  damper . , 

a I n s t a l l i n g  an automatic set-back thermostat  

: 1.n. o t h e r  words, o u t  o f  t he  15 comparisons, i n  n ine  o f  them. a  
s i g n i f i c a n t l y  g rea te r  number of Denver r e s i d e n t s  increased t h e i r  
awareness o f  t h e  energy-conserving a t t r i b u t e s  o f  those measures 
f o l l o w i n g  ' the demonstrat ion program. S i x  o f  those n,ine measures were 
fea tu red  i n  var ious  phases of t he  market ing program, thus making a  
s t rong l case  f o r  t h e  p o s i t i v e  impact o f  t he  program on t h e  percept ion  
o f  p o t e n t i a l  energy-savings through product  purchase. 

I n  Denver t h e r e  was l i t t l e  change between t h e  two survey per iods  
i n  terms o f  t h e  i n i t i a l  perceived cos t  o f  t h e  var ious  products.  The 
o n l y  excep t i on  was t h a t  i n d i v i d u a l s  i n  t h e  second survey were much 
more l i k e l y  than were the  respondents i n  t h e  f i r s t  survey t o  perce ive  
storm windows and doors as having t h e  h ighes t  i n i t i a l  cos t  and t h e r e  
was a  decrease i n  t h e  percentage o f  i n d i v i d u a l s  who regarded s o l a r  ho t  
water heaters  as having t h e  h ighes t  i n i t i a l  cost .  The l a t t e r  f i n d i n g  
was r e p l i c a t e d  i n  S a l t  Lake City where t h e  number o f  ' i n d i v i d u a l s  
p e r c e i v i n g  s o l a r  h o t  water heaters t o  have t h e  h ighes t  i n i t i a l  cos t  
decreased by one - th i rd .  
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It appears, then, t h a t  t h e  Denver homeowners exper ienced a  
s i g n i f i c a n t l y  he igh tened  l e v e l  o f  awareness r e g a r d i n g  t h e  energy 
conserv ing  p r o p e r t i e s  o f  va r i ous  p roduc ts  and behav io rs .  However, 
t h e r e  was l i t t l e  s i g n i f i c a n t  change, one way o r  t h e  o ther ,  w i t h  r ega rd  
t o  t h e  i n i t i a l  pe r ce i ved  c o s t  o f  those  p roduc ts  and behav iors .  

6 .  - K n o w l e d g e  o f  E n e r g y  T e r m i n o l o g y  

One aspect o f  an i n d i v i d u a l ' s  adherence t o  a concept o r  p o l i c y  
m igh t  be measured by  h i s  f a m i l i a r i t y  w i t h  t h e  j a r g o n  assoc ia ted  w i t h  
t h a t  concept o r  p o l i c y .  Energy conserva t ion ,  l i k e  any o t h e r  
s o c i o p o l i t i c a l  movement (e.  g . ,  t h e  rena issance  o f  t h e  eco logy  
movement i n  t h e  e a r l y  1970 t s ) ,  has developed . i t s  own s p e c i a l i z e d  
te rmino logy .  Respondents i n  t h e  two survey  p e r i o d s  were p resen ted  
w i t h  1.2 ene rgy - re l a ted  terms (e.g., c o a l  g a s i f i c a t i o n ,  R value, 
r e t r o f i t t i n g )  and were asked f i r s t  whether t h e y  had ever  heard t h e  
te rm o r  phrase and, i f  so, were t h e y  a b l e  t o  d e f i n e  i t  (Tab le  A-9). 

A l though S a l t  Lake City r e s i d e n t s  e x h i b i t e d  g r e a t e r  s u p e r f i c i a l  
awareness o f  t h e  12 energy terms, t h e  d e f i n i t i o n a l  l e v e l  among Denver 
homeowners was s l i g h t l y  h i ghe r  than  among t h e  S a l t  Lake City 
r e s i d e n t s .  However, t h e  Denver i nc rease  was l i m i t e d  t o  b e t t e r  
unders tand ing  of t h r e e  terms: "van poo l i ng " ,  "b lackou t " ,  and "EER". 
The l a t t e r  te rm was a l s o  b e t t e r  unders tood i n  S a l t  Lake City a f t e r  t h e  
e ight -month per iod ,  b u t  o n l y  t o  a  s l i g h t  degree. 

As m igh t  be expected, awareness and unders tand ing  o f  energy 
t e rm ino logy  was o f t e n  a  f u n c t i o n  o f  educa t ion .  However, t h e  l e v e l  of 
unders tand ing  of such terms was g e n e r a l l y  h i g h e r  among i n d i v i d u a l s  
who perce ived  s u b s t a n t i a l  sav ings i n  t h e i r  month ly  u t i l i t y  b i l l s  as a  
r e s u l t  of energy conserva t ion .  I n  o t h e r  words, as i n d i v i d u a l s  ' become 
more exposed t o  t h e  j a r g o n  o f  energy conserva t ion ,  t h e y  a l s o  l e a r n  
t h a t  conse rva t i on  behav io r  can b e n e f i t  them th rough  lower  u t i l i t i e s  
cos ts .  
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TABLE A-1 

PERCENT RANKING ENERGY ISSUE 
AMONG THE TOP THREE NATIONAL PRIORIT IES 

P e r c e n t  R a n k i n g  
E n e r g y  I s s u e  As  

1 ,  2 ,  o r  3 

DENVER SALT LAKE CITY S I G N I -  
GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST PER PRE POST PER 
PER PER CENT . PER PER CENT 
CENT CENT CHANGE CENT CENT CHANGE ------ 

M a k i n g  s u r e  t h e r e ' s  e n o u g h  e n e r g y  
t o  g n  a r o u n d  38 4 0  + 2 40 31 - 9 YES 
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I TABLE A-2 

AVERAGE RANKING 
OF NATIONAL PRIORITIES * 

DENVER SALT LAKE CITY SIGNI- 
GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE POST CHANGE PRE POST CHANGE 
TEST TEST. IN  TEST TEST 114 
RANK RANK RANK RANK RANK RANK 

Reducing t h e  cos t s  o f  l i v i n g  and 
s lowing down i n f l a t i o n  3.8 4.2 +0.4 3.6 3.6 0.0 - 

Reducing t h e  t a x  burden. 5.0 5.5 +0.5 5.0 4.8 -0.2 - 

MAKING SURE THERE'S ENOUGH ENERGY, 
TO GO AROUND 5.1 5.1 0.0 5.1 5.6 +0.5 YES 

Reducing c o r r u p t i o n  i n  business 
and government 5.8 6.5. +0.7 5.3 5.3 0.0 - 

Reducing. a i r  p o l l u t i o n  and env i ron-  
mental damage 5.8 4.6 -1.2 7.4 7.9 +0.5 - 

Prov id ing  j o b s  f o r  t h e  unemployed 6.0 6.6 +0.6 6.5 6.5 0.0 - 

Car ing f o r  t h e  e l d e r l y  6.5 6.7 +0.2 6.8 6 .7  -0.1 - 
P rov i d i ng  adequate h e a l t h  care 7.0 7.5 +0.5 ' . 7.6 7.6 0.0 - 

Reducing t h e  occurrence o f  v i o -  
l e n t  cr imes 7.1 6.4 -0.7 5.9 5.5 -0.4 - -  

Prov id ing  f i r s t - r a t e  educa t iona l  
o p p o r t u n i t i e s  f o r  young people 7.1 7.0 -0.1 6.8 6.3 -0.5 - 

F i g h t i n g  t h e  problems assoc ia ted  
w i t h  a l coho l  and drug abuse 8.8 8.5 -0 .3  7.8 8.0 +0.2 - 

Reducing r a c i a l  and r e1  i gious 9.5 9.5 0.0 9.8 10.1 +0.3 - - -- 
p r e j u d i c e  

- 

N = 357 506 - 447 452 - - 
* P r i o r i t i e s  were ranked from 1 = top  t o  12 = bottom. Therefore, a (+) 

change represen ts  a d rop  i n  p r i o r i t y  from pre- t o  pos t - t es t .  
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Quest ion  Number 
Pre-Test 

Post -Test  

Den 
1 
1 

SLC 
1 
1 



TABLE A i 3  

AVERAGE RANKING OF ENERGY ISSUE 
AMONG SELECTED GROUPS 

(Denver Pos t -Tes t )  

T o t a l  Denver Sample 

SEX:  Men - 
Women 

AGE: Under 35 - 
35 - 54 
55 and over  

INCOME: Under $1 0,000 
$10.000 - $19.999 
$20;000 and o;er 

EDUCATION: 1 1 t h  grade o r  l e s s  
H.S. g rad  and some c o l l e g e  
Co l l ege  g rad  qnd post -grad 

AVERAGE 
RANKING - N 

OPINION LEADERS: 4 .6  8 5  I 
PERCEIVED UTILITIES SAVINGS THROUGH ENERGY CONSERVATION: 

Perce i ves  a  sav ings o f  a t  l e a s t  20 pe rcen t  5.0 7 8 
Perce i ves  a  sav ings o f  l e s s  than  20 pe rcen t  5.1 395 

INTEREST - I N  JOINING -- AN ENERGY ORGANIZATION: 
Would pay t o  be long 
No i n t e r e s t  i n  j o i n i n g  



TABLE A-4 

Can do a g r e a t  dea l  

Can do someth ing 

Can do v e r y  l i t t l e  

Carl do n o t h i n g  

ABILITY TO CONTRIBUTE 
PERSONALLY TO SOLUTION 
OF THE ENERGY PROBLEM 

( P e r c e n t ) *  (Pe rcen t ) "  
DENVER SALT LAKE CITY SIGNI- 

MNFRAI PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE -- --- 

14 16 + 2 31 20 -11 YES 

58 56 - 2 52 61 + 9  YES 

*Percentages w i l l  t o t a l  more t h a n  100 pe rcen t  due t o  m u l t i p l e  ment ions.  

Q u e s t i o n  Number 
Pre-Tes t 

Pos t -Tes t 

Den 
2 
2 

SLC 
- 
2 



Heat ing  

C e n t r a l  a i r  c o n d i t i o n i n g  

Range . 

L i g h t i n g  

Average-sized wa te r  'heater 

Standard r e f r i g e r a t o r  

Automat ic  washer 

Co lo r  t e l e v i s i o n  

E l e c t r i c  b l a n k e t  

Co f fee  maker 

TABLE A-5 

AVERAGE RANKING 
OF IN-HOME ENERGY USERS* 

DENVER SALT LAKE CITY 
GENERAL PUBLIC GENERAL PUBLIC 

PRE- POST- CHANGE- PRE- POST- CHANGE' 
TEST TEST I N  TEST TEST I N  
RANK RANK.RANK RANK RANK RANK ------ 

*Energy use rs  'were ranked '  by respondents  f rom 1 = h i g h  t o  1 0  = low. 
Therefore ,  a  l o w  r a n k i n g  i n d i c a t e s  a  h i g h  energy use. 

Pre-Test  
Post -Test  

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 2 



PERCENTAGE OF PRESENT UTILITY COSTS WHICH COULD BE 
SAVED BY INSTALLING ENERGY EFFICIENT PRODUCTS AND 

PRACTICING ENERGY CONSERVATION 

(Percent ) "  (Percen t ) *  
DENVER SALT LAKE CITY S I G N I -  

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE -- --- 

Percent  t o  be saved 

0 -  5 
6 - 10 

11 - 15 
16 - 20 

-21 - 30 
31 - 40 
41' - 50 
Over 50 

Don ' t Know 

Median percent  saved : 

"Percentages w i l l  t o t a l  more than 100 percent due t o  m u l t i p l e  ment ions. 

1 NA'~HQNAE DEMOGRAPHICS L'ITD. 0 D1lNW:IR. COLORADO i 
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Quest ion Number 
Pre-Tes t 

Post -Test  

Den 
16 
16 

SLC 
16 
16 



TABLE A-7 

PROPORTION OF ENERGY SAVINGS WHICH COULD 
BE REALIZED THROUGH BUYING NEW PRODUCTS VS. 

PRACTICING GREATER ENERGY CONSERVATION 

Percent  Savings 

0 - 5% 
6 - 10% 

11 - 15% 
16  - 20% 
21 - 30% 
31 - 40% 
41 - 50% 
Over 50% 

Don ' t .know 

Median Percent*  

(Pe rcen t )  
DENVER 

GENERAL PUBLIC 
POST-TEST 
DUE TO DUE TO 
NEW BEHAVIORAL 

TOTAL PRODUCTS CHANGES 

( P e r c e n t )  
SALT LAKE CITY 
GENERAL PUBLIC 

POST-TEST 
DUE TO DUE TO 

NEW DEI~IAVIORAL 
TOTAL PRODUCTS CHANGES 

N = 506 506 506 452 452 4 52 
*Due t o  t h e i r  non-addi  t i v e  p r o p e r t i e s  , medians cannot,  be added exact1  y. 

T h e r e f ~ r e ,  t h e  t o t a l  o f  t h e  median percentages i n  C o l u ~ ~ ~ r i s  .2 and 3 above 
do n o t  equal  t h a t  o f  Column 1. 

Pre-Test  
Pos t -Tes t 
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TABLE A-8 

PERCEIVED COSTS OF SPECIFIC 
ENERGY-CONSERVING MEASURES 

(Percent )  * 
DENVER 

GENERAL PUBLIC 

(Percent )*  
SALT LAKE CITY 
GENERAL PUBLIC 

SIGNI- 
FICANCE 

PRE- POST- ' 

TEST TEST CHANGE -- - 
PRE- POST- 
TEST TEST CHANGE --- 

I n s t a l l  most e f f i c i e n t  i n s u l a t i o n :  
Great 'est energy sav ings : 
H ighes t  i n i t i a l  c o s t :  

YES 
NO 

I n s t a l l  s torm windows/doors: 
Grea tes t  energy savings; 
H ighes t  i n i t i a l  c o s t :  

YES 
Y E,S 

Turn down thermos ta t  t o  650 i n  
. co l de r  months: 

Greatest  energy sav ings:  
H ighes t  i n i t i a l  cos t :  

YES 
N 0 

I n s t a l l  s o l a r  .hot wa te r  hea te r :  
Gr.eatesJ energy sav ings : 
Hiqhest  i n i t i a l  c o s t :  

NO 
YES - - 

Dr ive  ca r  l e i s ;  use bus o r  carpool : 
Grea tes t .  energy sav.i.ngs : . . 
H ighes t  i n i t i a l  cos t :  

. . 

YES 
N 0  

I n s t a l  1  w e a t h e r s t r i  pp ing:  
Greatest ,  e n e r g y  sav ings : 
H ighes t  i n i t i a l  cos t :  

YES 
N 0 

Buy energy-conserving app l  iances 
and dev ices:  

Grea tes t  energy sav ings : 
H ighes t  i n i t i a l  c o s t :  

YES 
N 0 

I n s t a l  1  automat ic  set-back 
thermostat :  

Grea tes t  energy sav ings:  
H ighes t  i n i t i a l  c o s t :  

YES 
N 0 

. I n s t a l l  hea t  pump: 
Greatest  energy sav ings : 
H ighes t  i n i t i a l  cos t :  

I n s t a l l  dev ice  which r e s t r i c t s  
h o t  water  f l o w  on shower: 

Greatest  energy sav ings : 
H ighes t  i n i t i a l  c o s t :  

- 4 2 
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TABLE A-8 (Cont inued)  

PERCEIVED COSTS OF SPECIFIC 
ENERGY-CONSERVING MEASURES 

(Percen t ) "  (Pe rcen t )  * 
DENVER . SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE ,TEST TEST CHANGE - ----  --- 

I n s t a l l  au tomat i c  l i g h t  t i m e r :  
G r e a t e s t  energy sav ings :  2 2 0  2 1  - 1  N 0  
H ighes t  i n i t i a l  c o s t :  - 1 - O - - 1 - I _  1 - 0 N 0  

I n s t a l l  chimney f l u e  damper: 
G r e a t e s t  energy sav ings:  2 4 *  % + 2  5 2 -3 YES 
H i g h e s t  i n i t i a l  c o s t :  - 2 - 2 0  - 2 - 2 -  0  N  0  

Instal  1  f l u o r e s c e n t  1  i g h t  bu lbs :  
G r e a t e s t  energy sav ings  : 1  3 +2 6 1  - 5 YES 
H i g h e s t  i n i t i a l  c o s t :  - 1 - 1 - 0 2 .  - - - - - 2 N 0  

Get gas range w i t h  e l e c t r o n i c  
p i l o t  l i g h t :  

G r e a t e s t  energy sav ings :  1  1  0  2 1  - 1  NO 
H i g h e s t  i n i t i a l  c o s t :  - 1 - 2 - + 1  - 4 - 2 -2 ' NO - 

I n s t a l l  i n s u l a t i n g  hood f o r  h o t  
wa te r  h e a t e r :  ! 

G r e a t e s t  energy sav ings:  1  2 +I 3 i - 2 NU 
H i g h e s t  i n i t i a l  c o s t :  - 1 (I - - 1 - - 1 -  - 2 .  +1 N 0  

*Percentages w i l l  t o t a l  more than-  100 p e r c e n t  due t o  mu1 t i p 1  e  ment ions.  

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 

SLC 
10d, 10e 
10d, 10e 

Q u e s t i o n  Number 
Pre-Test  

Pos t -Tes t  

Den 
10d, 10e 
10d, 10e 



TABLE A-'9 

AVERAGE WINTER UTILITIES BILL 

. (Percent)  (Percent )  
DENVER SALT LAKE CITY 

GENERAL PUBLIC GENERAL PUBLIC 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE --- 

Under $30 
$30 - $39 
$40 - $49 
$50 - $59 
$60 - $69 - ' 

$70 - $79 
$80 o r  more . 
D o n ' t  kn0.w 

$51 $62. +$11. . $58 $61 Median B i l l  : +$3 . ' .  

- NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I - - ,. - --= s. --- .. 

Q u e s t i o n  Number 
Pre-Tes t 

Pos t-Tes t 

Den . 

3 1 
39 

SLC 
3 1 
33 



TABLE A-10 

(Percent )  * 
DENVER 

, GENERAL PUBLIC 

(Percent )  * 
SALT LAKE CITY 
GENERAL PUBLIC 

SIGNI- 
FICANCE 

PRE- POST- 
TEST TEST CHANGE --- 

PRE- POST- 
TEST TEST CHANGE --- 

SOLAR ENERGY: Had heard o f  98 99 + 1 
Cor rec t  d e f i n i t i o n  92 92 0 

BLACKOUT: Had heard o f  .92 96 + 4 
Cor rec t  d e f i n i t i o n  . 82 86 + 4 

YES 
YES 

GEOTHERMAL POWER: Had heard o f  69 69 0 
Cor rec t  d e f i n i t i o n  31 32 + 1 

YES 
N 0 

COAL GASIFICATION: Had heard o f  58. 64 + 6 
Cor rec t  d e f i n i t i o n  44 45 ' + 1 

YES 
NO 

VANPOOLING: Had heard of 46 68 +22 
Cor rec t  d e f i n i t i o n  41 65 +24 

YES 
YES 

SUNSHINE RIGHT OF WAYS: Had heard o f  32 25 - 7 
Cor rec t  d e f i n i t i o n  16 16 0 

YES 
NO 

LIFE CYCLE COSTING: . Had heard o f  31 27 - 4 
Cor rec t  d e f i n i t i o n  15 12 - 3 

YES 
NO 

ENERGY COST OF OWNERSHIP: Had heard o f  26 26 0 
C o r r e c t d e f i n i t i o n  10 13 + 3 

YES 
NO 

R VALUE: Had heard o f  25 32 + 7 
Cor rec t  d e f i n i t i o n  17 26 + 9 

YES 
NO 

EER: Had heard o f  23 26 ' + 3  20 28 + 8 
Cor rec t  d e f i n i t i o n  3 4 + 1 G 3 - 3 

YES 
YES 

RETROFITTING: Had heard o f  18 14 - 4 .  8 12 + 4  
Cor rec t  d e f i n i t i o n  6 5 - 1 1 3 . + 2  

YES 
NO 

DEGREE DAY: Had heard o f  15 21 + 6 7 14 + 7 
Cor rec t  d e f i n i t i o n  5 8 - + 3 3 - - - - + 2 5 - 

N = 357 506 - 447 452 - 

*Percentages w i l l  t o t a l  more than 100 percen t  due t o  m u l t i p l e  mentions. 

NATIONAL DEMOGRAPHICS L'I'U. 0 DENVER, COLOKADO ,!I 
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a e s t i o n  Number 
Pre-Test 

Pos t-Tes t 

Den 
6 
6 

SLC 
6 
6 
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B .  A T T I T U D E S  TOWARDS ENERGY C O N S E R V A T I O N  

1 .  - The I m p a c t  o f  E n e r g y  ~ o & e r v a t i o n  o n  t h e  
I n d i v i d u a l ' s  S t a n d a r d  o f  L i v i n g .  

A l though a  c l e a r  m a j o r i t y  o f  homeowners i n  bo th  Denver and S a l t  
Lake City i n d i c a t e d  t h a t  a  na t ionwide  energy conse rva t i on  program 
would produce l i t t l e  change i n  t h e  i n d i v i d u a l ' s  s tandard o f  l i v i n g ,  
more people env is ioned  a d e t r i m e n t a l  impact than expected a  r i s e  i n  
t h e i r  s tandard o f  l i v i n g  as a  r e s u l t  o f  such a  program (Tab le  B - 1 ) .  

The f a c t  t h a t  uneasiness i s  more p r e v a l e n t  i n  Denver than i n  S a l t  
Lake City rega rd ing  t he  p o t e n t i a l  nega t i ve  consequences o f  energy 
conserva t ion  i s  i n d i c a t e d  by a  comparison o f  r e a c t i o n s  t o  t h e  
statement:  "Conservat ion i s  n o t  a  r e a l i s t i c  s o l u t i o n  t o  t h e  energy 
c r i s i s  un less we are a l l  prepared t o  accept a  much lower s tandard o f  
l i v i n g . "  (Tab le  B -2 ) .  Whereas i n  t h e  Summer 1977 Denver survey a  
c l e a r  m a j o r i t y  o f  i n d i v i d u a l s  were o f  t h e  o p i n i o n  t h a t  energy 
conserva t ion  would n o t  e n t a i l  a  lower s tandard o f  l i v i n g ,  i n  t h e  l a t e r  
survey o p i n i o n  was squa re l y  d i v i ded .  E x a c t l y  t he  reve rse  s i t u a t i o n  
occurred i n  S a l t  Lake C i t y .  I n  t h a t  l o c a t i o n  t h e r e  was a  s i g n i f i c a n t  
inc rease  i n  t h e  number o f  i n d i v i d u a l s  who were o f  t h e  o p i n i o n  t h a t  
energy conserva t ion  would n o t  cause an a t t endan t  decrease i n  t h e i r  
s tandard o f  l i v i n g .  

The d i f f e r e n c e  i n  t h a t  expressed a t t i t u d e  between r e s i d e n t s  o f  
t h e  two c i t i e s  was s t a t i s t i c a l l y  s i g n i f i c a n t .  Any f u t u r e  marke t ing  
program aimed a t  widening t h e  acceptance of energy conse rva t i on  
should at tempt  t o  a l l a y  f e a r s  t h a t  such a  course o f  a c t i o n  w i l l  r e s u l t  
i n  major consumer d iscomfor ts .  

People most concerned about t h e  d e t r i m e n t a l  impact o f  energy 
conserva t ion  an t h e i r  s tandard of 1 i v i n g  were t h e  p o o r l y  educated, t h e  
low income i n d i v i d u a l s  and t h e  e l d e r l y .  Leas t  concerned were t h e  
o p i n i o n  leaders,  young people and t h e  h i g h l y  educated. Fo r tuna te l y ,  
these l a t t e r  groups were most suppo r t i ve  o f  energy conse rva t i on  i n  
genera l .  

C 
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2. - F e e l i n g s  o f  R e s p o n s i b i l i t y  A b o u t  E n e r g y  
C o n s e r v a t i o n .  

I n  t h e  1977 summer survey a s i g n i f i c a n t  p l u r a l i t y  o f  Denver 
homeowners d isagreed w i t h  the  content ion  t h a t  o ther  energy users 
should be fo rced  t o  conserve before  they  themselves would consider  i t  
(Table 8-2).  I n  t he  l a t e r  survey the d i f f e r e n c e  .was even greater ,  
w i t h  55 percent  d isagreeing w i t h  t h e  idea t h a t  o thers  should be forced 
t o  conserve. However, a t  t h e  same t ime the re  was a s i g n i f i c a n t  
increase i n  Denver i n  t he  number o f  people who looked t o  o thers  as 
being p r i m a r i l y  respons ib le  f o r  energy conservat ion. I n  S a l t  Lake 
City the  s h i f t  was a lso  i n  t he  d i r e c t i o n -  o f  t a k i n g  more personal 
r e s p o n s i b i l i t y  f o r  energy conservat ion, al though t h e  absolute s i z e  o f  
t h a t  s h ' i f t  was s i g n i f i c a n t l y  g rea ter  than t h a t  which occurred i n  
Denver. 

The i n d i v i d u a l s  who were most l i k e l y  t o  make people o ther  than 
themselves respons ib le  f o r  energy conservat ion.were the  t r a d i t i o n a d l y  
disadvantaged: e.g., the  p o o r l y  educated, less  a f f l u e n t  and o lde r  
i n d i v i d u a l s .  Feel ings o f  personal r e s p o n s i b i l i t y  f o r  energy 
conserva t ion  were more l i k e l y  t o  be manifested by opin ion- leaders,  
t h e  more a f f l u e n t ,  and middle-aged i n d i v i d u a l s .  

3 .  - R e a c t i o n s  t o  R e g u l a t i o n s  Wh ich  .Would E n f o r c e  
E n e r g y  C o n s e r v a t i o n .  

I n  s a l t .  Lake C i ty ,  however, t he  swing was i n  t he  oppos i te  
d i rec . t ion .  Whereas homeowners soundly supported r e g u l a t i o n  i n  both . 
areas ,. in t h e  summer of 1977, by .  February 1978, t h a t  pro-regu1atio.n 
sent iment had dwindled cons iderab ly  i n  Sa, l t  Lake City. . I n  f a c t ,  a  
m a j o r i t y  o f  S a l t  Lake City homeowners i n  the  l a t e r  survey opposed a 
law .which would s e t  standards, f o r  how much energy home appl iances 
cou ld  use. 

I 

I 
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- I n d i v i d u a l s  were asked about two hypo the t i ca l  laws: one which 
p r o h i b i t e d  houses from being s o l d  unless they  had proper l e v e l s  o f  
i n s u l a t i o n  and t h e  second s e t t i n g  standards f o r  how much energy home 
appl iances cou ld  use (Table B-3). I n  both instances the re  was a 
s i g n i f i c a n t  s h i f t  i n  Denver i n  t h e  d i r e c t i o n  o f  support ing r e g u l a t i o n  
f rom t h e  f i r s t  t o  t h e  second survey. The increased sentiment f o r  
r e g u l a t i o n  f rom t h e  f i r s t  t o  t h e  second survey was more pronounced 
w i t h  regard  t o  r e g u l a t i o n  concerning i n s u l a t i o n  than f o r  support o f  
standards f o r  home energy appl iance usage. 



-'. '. I n d i v i d u a l s  who were most suppo r t i ve  o f  r e g u l a t i o n s  i n  t h e  area 
o f  energy conserva t ion  tended t o  be younger and a l s o  t o  have an 
i n t e r e s t  i n  p a r t i c i p a t i n g  i n  an energy conserva t ion  o rgan i za t i on .  I n  
a d d i t i o n ,  t h e y  were more l i k e l y  t o  view energy conserva t ion  as a  means 
o f  c u t t i n g  t h e  s i z e  o f  t h e i r  month ly  u t i l i t y  b i l l .  Again, t h e  
disadvantaged segments o f  t h e  p o p u l a t i o n  p rov ided  t h e  most o p p o s i t i o n  
t o  some fo rm o f  government r e g u l a t i c n .  

4 .  - W i l l i n g n e s s  t o  P a y  f o r  E n e r g y  C o n s e r v a t i o n .  

The w i l l i n g n e s s  t o  pay more f o r  appl iances which conserve energy 
and thus  have lower ope ra t i ng  cos ts  increased s i g n i f i c a n t l y  f rom t h e  
f i r s t  t o  t h e  second survey i n  Denver, when compared w i t h  t he  t r e n d  i n  
S a l t  Lake City (Table B-4). I n  S a l t  Lake City, t h e r e  was a  s l i g h t  
decrease i n  t h e  read iness  t o  pay 10 t o  15 percen t  e x t r a  f o r  energy- 
conserv ing  appl iances.  The w i l l i n g n e s s  t o  pay e x t r a  u p - f r o n t  
appeared t o  be a  d i r e c t  f u n c t i o n  o f  bo th  age and income, i n  t h a t  young 
people and t h e  more a f f l u e n t  i n d i v i d u a l s  were most r e c e p t i v e  t o  pay ing  
more, whereas t h e  e l d e r l y  and low income i n d i v i d u a l s  expressed t h e  
most o p p o s i t i o n  t o  g rea te r  expendi tures.  

A l though Denver homeowners e x h i b i t e d  an increased w i l l i n g n e s s  ., 
a l s o  t o  pay up t o  $200 more on t h e i r  nex t  auto purchase f o r  gas01 i n e -  ,' 
sav ing  devices, t h a t  s h i f t  was n o t  s i g n i f i c a n t  when compared w i t h  t h e  
p a t t e r n  found i n  S a l t  Lake C i t v  (Tab le  .B-4). There was. however. a  
s i g n i f i c a n t  drop i n  t h e  number "of benver res ' idents  who weEe unwi 11 i n q  
t o  make such an expend i tu re .  

There was a  s i g n i f i c a n t  i nc rease  among Denver homeowners i n  
t h e i r  w i l l i n g n e s s  t o  purchase an automat ic  set-back thermos ta t  over  
t h e  eight-month p e r i o d  (Tab le  B-5). Whereas i n  t h e  summer o f  1977 
o n l y  33 percen t  were w i l l i n g  t o  purchase such a  dev ice  (compared w i t h  
59 percen t  who were u n w i l l i n g  t o  make such a  purchase),  i n  t h e  second 
survey  t h a t  d i f f e r e n c e  was fo~rnd  t o  be o n l y  t h r e e  percentage p o i n t s  
(48 percen t  u n w i l l i n g  versus 45 percen t  w i l l i n g ) .  A f t e r  t h e  concept 
o f  an automat ic  set-back thermos ta t  was exp la ined  t o  respondents more 
f u l l y ,  t h e y  were again asked t o  i n d i c a t e  whether o r  n o t  t h e y  would 
purchase such a  dev ice.  F o l l o w i n g  a  more complete exp lana t i on  another 
t h r e e  percen t  i n d i c a t e d  a  w i l l i n g n e s s  t o  purchase, thus  making t h e  
purchaser and non-purchaser groups equal i n  s i ze .  A l though S a l t  Lake 
City horneowncrs a l s o  showed an inc reased  w i l l i n g n e s s  f rom t h e  f i r s t  t o  
t h e  second survey t o  buy an automat ic  set-back thermostat ,  t h e  
inc rease  i n  t h a t  l o c a t i o n  was n o t  as s i g n i f i c a n t  as found i n  Denver. 
Purchase r e s i s t a n c e  s t i l l  exceeded suppor t  i n  S a l t  Lake by a  marg in  o f  
about t h r e e  t o  two. A  more complete exp lana t i on  of t h e  device, 
however, increased t h e  percentage o f  those w i l l i n g  t o  purchase a  
thermos ta t  from 35 percen t  t o  45 percen t .  
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5.  - I d e n t i f i c a t i o n  o f  an E n e r g y  . c o n s e r v a t i o n  
C o n s t i t u e n c y .  

I n  October 1977, Cambridge Reports, drawing upon-nat iona l  survey 
.data, cons t ruc ted  a pro-con'servat ion sca le  based on respondents'  
answers t o  f o u r  survey quest ions (Table B-6). .  The present  survey 
e f f o r t s  a l s o  conta ined quest ions which were very  s i m i l a r  i n  content ,  
i f  n o t  i n  exact  wording, t o  those conta ined i n  t he  Cambridge study. 

The maximum pro-conservat ion score on bo th  scales was 4.0. The 
average scores f o r  homeowners i n  both Denver (2.5) and S a l t  Lake C i t y  
(2.7) were cons iderab ly  h igher  than t h e  average n a t i o n a l  score as 
repo r ted  by Cambridge Reports, i . e . ,  1.9. However, t he  demographic 
p r o f i l e s  o f  a l l  t h r e e  samples - na t i ona l ,  Denver, and S a l t  Lake C i t y  
- were n e a r l y  i d e n t i c a l .  The h ighes t  energy conservat ion scores were 
found among i n d i v i d u a l s  under 35, c o l l e g e  graduates, and t h e  h ighes t  
income group, i .e. ,  $20,000 a year and over.  I n  every case the  
r e l a t i o n s h i p  between energy conserva t ion  scores and t h e  t h r e e  
demographic v a r i a b l e s  was l i n e a r ,  i n  t h a t  t he  lowest  scores were found 
among t h e  e l d e r l y ,  t h e  l ess  educated, and t h e  lowest income group and 
the  h i g h e s t  pro-conservat ion scores belonged t o  young people, t he  
wel l -educated and the  most a f f l u e n t .  

Those f i n d i n g s  were repeated throughout  bo th  t h e  Denver and S a l t  
Lake City surveys, i n  which pro-conservat ion a t t i t u d e s  and behavior 
were g e n e r a l l y  more pronounced among younger people, t h e  b e t t e r  
educated and t h e  more a f f l u e n t  i n d i v i d u a l s .  Also, op in ion  leaders - 
de f i ned  i n  t h i s  s tudy  as i n d i v i d u a l s  who have he ld  e l e c t i v e  o f f i c e  i n  
s o c i a l  and c i v i c  o rgan i za t i ons  w i t h i n  t h e  pas t  two o r  t h ree  years - 
were g e n e r a l l y  more conservation-minded than were o the r  i n d i v i d u a l s .  

6 .  - P e r c e i v e d  D i f f i c u l t y  i n  A d o p t i n g  E n e r g y -  
C o n s e r v i n q  M e a s u r e s .  

Far  and away t h e  l e a s t  f e a s i b l e  energy-conserving product  f o r  
most homeowners was seen as the  s o l a r  ho t  water heater  (Table B - 7 ) .  
I n  t h e  i n i t i a l  survey more than h a l f  o f  t he  respondents i n  bo th  Denver 
and S a l t  Lake City s i n g l e d  ou t  t h a t  product  as t h e  most d i f f i c u l t  f o r  
t h e  home t o  incorpora te .  However, i n  t h e  second survey, homeowners in ,  
bo th  c i t i e s  were ap t  t o  look more f a v o r a b l y  on t h e  f e a s i b i l i t y  o f  
i n s t a l l i n g  a ' s o l a r  ho t  water heater  i n  t h e i r  homes. Approximately 40 
percent  o f  t h e  homeowners i n  each l o c a t i o n .  considered i t  t o  be most 
d i f f i c u l t .  Perhaps due t o  t h e  season o f  t h e  year, respondents i n  bo th  
c i t i e s  - . e s p e c i a l l y  Denver - i n  t h e  l a t e r  survey (which was conducted 
i n  February)  p laced grea ter  emphasis on t h e  d i f f i c u l t i e s  i nvo l ved  i n  
d r i v i n g  t h e i r  cars  less  and us ing  a bus o r  car-pool .  



A s i g n i f i c a n t  drop i n  p e r c e i v e d d i f f i c u l t y w a s f o u n d  i n  Denver 
w i t h  r ega rd  t o  t h e  i n s t a l l a t i o n  o f  t h e  energy-conserv ing p roduc ts :  
(1) a  heat  pump and ( 2 )  a  chimney f l u e  damper.. However, t h e  same t y p e  
of decrease i n  d i f f i . c u l t y  occur red  i n  S a l t  Lake City w i t h  r e g a r d  t o  
au tomat i c  l i g h t  t i m e r s  and t h e  genera l  ca tego ry  o f  pu rchas ing  energy- 
conse rv i ng .app l i ances  and dev ices.  

L'  . 
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TABLE B - 1  

PERCEIVED EFFECT OF 
NATIONWIDE ENERGY CONSERVATION PROGRAM 

ON RESPONDENT'S STANDARD OF L I V I N G  

( P e r c e n t )  ( P e r c e n t  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE POST PER- PRE POST PER- 
PER- PER- CEIJT PER- PER- CENT 
CENT CENT CHANGE CENT CENT CHANGE ------ 

S t a n d a r d  o f  l i v i n g  w i l l  g o  u p  

S t a n d a r d  o f  1 i v i n g  w i l l  s t a y  t h e  same  NA 6 1  N A NA 6 4  N A N A 

S t a n d a r d  o f  1 i v i  n g  w i  1 1  g o  down  NA 21 N A NA 1 8  N A N A 

D o n  ' t k n o w  

Q u e s t i o n  N u m b e r  D e n  SLC 
P r e - T e s  t - - 

P o s  t - T e s  t 9 9 



TABLE 8-2 

ATTITUDES TOWARD CONSERVATION 

( ~ e r c e . n t )  (Pe rcen t )  
DENVER SAiT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC F I CANCE 

. PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

"Conserva t i on  i s  n o t  a r e a l i s t i c  
s o l u t i o n  t o  t h e  energy c r i s i s  
un less  we a r e  a l l  p r e p a r e d . t o  * 

accep t  a mu,ch lower  s tandard  
o f  l i v i n g . "  

Agree 38 4 9 +11 48 40 - 8 YES 
Disagree 5 7 4 8 - 9  47 56 . + 9  YES 
Don ' t know - 6 -  - 4 5 4 - - 1 N 0 2 - - -  

"There a r e  o t h e r s  i n  t h i s  n a t i o n  
who use a whole l o t  more energy 
than  I do. They a r e  t h e  ones 
who ough t  t o  be f o r c e d  t o  
conserve."  

Agree 
D isag ree  
Don ' t know 

40 42 + 2  48 43 - 5 YES 
49 55 + 6 49 53 + 4 N 0 
1'1 - - 3 - 8 3 4 - - - YES' 4 - 1  - - 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO P 

SLC 
3a, 3h 
3a, 3b 

Q u e s t i o n  Number 
Pre-Tes,t 

Post -Test  
5 3 

Den 
3a, 3b 
3a, 3b 



SUPPORT OF SPECIFIC 
CONSERVATION, . . MEASURES 

(Percen t  ) ( P e r c e n t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC. GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

Conserva t i on  Measure: 

A l a w  p r o h i b i t i n g  houses, i n c l u d -  . 
i n g  e x ' i s t i n g  ones, f r o m  be ing  
s o l d  u n l e s s  t h e y  have p roper  
l e v e l s  o f  i n s u l a t i o n  
. . 

Favor  
Oppose 
D o n ' t  know 

54 64 +10 69 59 - 10 YES 
4 2 34 - 8  2 8 '  39 +11 YES 

4 2 - -- - 2  3 3 - - -  - NO 0 -  

A l aw  s e t t i n g  s tandards  f o r  how 
much energy home.. a p p l i a n c e s  
c o u l d  use 

Favor 5 0 60 +10 70 43 -27 YES 
Oppose 36 37 + 1 26 52 +2 6 YES 
D o n ' t  know , - 3 14 - -1 1 5 4 - - -  YES - 1  - - 

Q u e s t i o n  Number Den SLC 
Pre -Tes t  4a, 4b 4a, 4b 

Pos t -Tes t  4a, 4b 4a, 4b 

.. . 
'42.:. . 
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TABLE 8-4 

EXPRESSED WILLINGNESS 
TO ENGAGE IN SPECIFIC- 

ENERGY-CONSERVI'NG BEHAVIOR 

(Percen t )  ( P e r c e n t )  

DENVER SALT LAKE CITY SIGNI- 
GENERAL PUBLIC GENERAL -.- PUBLIC FICANCE 

PRE- POST- . PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE 
- - - . - - -  

W i l  1 ingness t o  pay 1 0  t o  15 pe r -  
c e n t  e x t r a  t o  buy app l i ances  
t h a t  conserve energy and c o s t  
l e s s  t o  o p e r a t e  due t o  lower  
energy use 

W i l l i n g  
N o t  w i l l i n g  
N o t  s u r e  
No answer 

7 6 79 + 3  8 5 '  7 9 '  - 6 YES 
11 12 + 1 8 13 .I, 5 YES 
13 9 - 4 7 7 0 YES 

-- 1 0 -  - - -  + 1 0 0 - NO 0 .-a-- 

W i l l i n g n e s s  t o  pay $200 more on 
n e x t  a u t o  purchase i n  o r d e r  
t o  g e t  dev ices which i n c r e a s e  
gas mi 1 eage 

W i l l i n g  7 4 7 8 + 4 77 77 0 N 0 
No t  w i l l i n g  19 '1 5 - 4 17 18 + 1 YES 
N o t  s u r e  8 6 - 2 6 6 0 NO 
No answer - 1 0 -- + 1 0 0 ---- - - N 0 0 -  

Q u e s t i o n  Number 
P re -Tes t  

~ o s t = ~ e s t  
55 

Den 
13, 14 
13, 14 

SLC 
13, 14 
13, 14  



TABLE B-5 

WILLINGNESS TO PURCHASE AN AUTOMATIC . 

SET-BACK THERMOSTAT . " 

. . .  , . , 

( P e r c e n t )  ( P e r c e n t )  
.." DENVER SALT LAKE CITY SIGNI- 

' GENERAL PUBLIC GENERAL PUBLIC FICANCE 

. . . PRE; , POST- PRE- POST- 
TEST TEST" CHANGE TEST TEST CHANGE ------ 

W i  11 i n g  
No t  . w i l l  i n g  
No t  s u r e  

N/ A 

33 45 +12 30 35 + 5  YES 
59 48 -11 6 1 .  54 - 7. NO 

A f t e r  e x p l a n a t i o n  o f  what i s  
meant by " a u t o m a t i c  se t -back  
t h e r m o s t a t "  

Wou 1  d purchase NA 48 N A  NA 45- N  A  N A 
Would n o t  purchase NA 48 N  A  NA 52 N  A  N  A  
Not  s u r e  N  A  - - N A 4  - N A - -- PI A  4  .- N  A  - 

-. r NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 

Q u e s t i o n  Number 
P re -Tes t  

Pos t -Tes t  

Den 
15 
15 

SLC 
15 
15 



TABLE 8-6 I I 
DEMOGRAPHIC CHARACTERISTICS OF : 

CONSERVATION CONSTITUENCY* : . 

. POINTS DENVER SLC CAMBRIDGE 
AVERAGE AVERAGE AVERAGE 

0 1 2 3 4 SCORE SCORE SCORE ----- 

Denver To ta l  Sample 2 15 26 33 17 2 .5  - - 
S a l t  Lake C i t y  To ta l  Sample 2 10 26 32 26 - 2.7 - 
Cambridge Sample 10 29 32 20 10 - - :% 1.9 

Age: Under 35 
35-54 
55 dnd o l d e r  

Educat ion: Less than H.S. graduate 
H.S. graduatelsnme c o l -  

1  ege 
Col lege graduate & pos t  

graduate 

Annual Fami ly  Income: 
Under $1 0,000 
$10,000-$19,999 
$20,000 and over  

Opin ion Leaders 0 9 27 33 31 2.8 2.7 - 

Perceives poss i b l e  u t i  1  i t y  savings 
o f  20% o r  more 1 19 18 37 18 2.5 . 2.7 - 

*Pro-conservat ion scores were obta ined by ass ign ing  one p o i n t  f o r  each 
o f  t he  f o l l o w i n g  responses: 

Can do something o r  a  g rea t  deal  about t h e  energy 
s i t u a t i o n  (Q .  2)  

Disagrees w i t h  statement t h a t  " co r~se rva t i on  i s  n o t  ..." 
(Q. 3a) 

Disagrees w i t h  statement t h a t  " t he re  a re  o the r s  i n  
t h i s  na t ion . .  . "  (Q.  3b) 

Feels t h a t  personal standard o f  l i v i n g  w i l l  no t  go 
down i f  America coliserves energy (Q. 9 )  

Therefore, t h e  maximum pro-conservat ion score i s  4. 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 
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TABLE B-7 

SPECIFIC ENERGY-CONSERVING MEASURES WHICM'ARE 
MOST DIFFICULT .FOR FAMILY TO ADOPT ' 

'(Percent)'" (Percent ) "  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

' i . 

I I ( : . 

I n s t a l l  s o l a r  h o t  water  heate.r 55 40 -1 5  58 39 -19 . ' . .  .NO- . 

I I I n s t a l  1  heat  pump 24 12 -12 21 14 - 7  . YES 

Turn down thermos ta t  tb 65' i n  

b ' 1  c o l d e r  months 12 14 + 2 20 21 + 1 N 0 

  rive car  l e ss ;  use bus o r  c a r  
pool  12 29 + I  7  13 21 + 8 YES 

I n s t a l  1  chililney f l u e  damper 

I n s t a l  1  storm windows/doors 

I n s t a l l  most e f f i c i e n t  i n -  
s u l a t i o n  

Buy energy-conservi  ng appl iances 
and devi.ces 

Get gas range . w i t h  e l e c t r o n i c .  ' 
' p i l o t  1  i g h t  

YES 

NO 

YES 

NO 
. . . . 

I n s t a l l  i n s u l a t i n g  hood f o r  ho t  
water  hea te r  5 2  - 3 5  4  - 1 N 0 

I n s t a l  1  f l uo rescen t  1  i g h t  bu lbs  
wherever p o s s i b l e  

I n s t a l l  automat ic  set-back 
thermos ta t  

I n s t a l l  dev ice which r e s t r i c t s  
h o t  water f l o w  on shower 

I n s t a l l  automat ic  1  i g h t  t i m e r  

I n s t a l  1  wea the rs t r i pp i ng  

Ques t ion  Number Uen S r  
Pre-Tes t l o b  l ob  

Post7Test ' l o b  10b 

4 4 0 7 5  - 2 N 0 
. . . . 

3  4  + 1 5 6 .  + l  NO 

2 . 4  + 2 6 3 - 3 .  YES 

"Percentages w i l l  t o t a l  more than 100 percent 
due t o  m u l t i p l e  ment ions. 
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TABLE 8-8 

REASONS WHY SPECIFIC ENERGY-CONSERVING MEASURES - , 
WOULD BE DIFFICULT TO ADOPT 

( P e r c e n t ) *  
DENVER GENERAL PUBLIC 

POST-TEST 
S o l a r  h o t  wa te r  h e a t e r  

Too exoens ive 
House \ s  t o o  o l d  
D o n ' t  know what i t  i s  o r  what i t  i n v o l v e s  
D i f f i c u l t  i n s t a l l a t i o n  
Unnecessary 

D r i v e  c a r  l e s s ;  use bus 
I n c o n v e n i e n t  
Too expens ive 

Turn down t h e r m o s t a t  t o  650 
Uncomfortabl  e  
Unheal t h y  
Too expens ive 
I n c o n v e n i e n t  

Stur l l l  windows and s t o r m  doors 
Too expcns i vc  
Unnecessary 
A lmost .  i m p o s s i b l e  
House i s  t oo  o l d  
D i s l i k e  them 

Heat pump 
Too exoens ive 
D o n ' t  know what i t  i s  o r  what i t  i n v o l v e s  2 0  
House too  o l d  2 0  
IJnnecessary - 4 

Energy-conserv ing app l i ances  
Too expens ive 
Unnecessary 
I n c o n v e n i e n t  

E f f i c i e n t  i n s u l a t i o n  
Too expens ive 
House i s  t o o  o l d  
A lmost  i m p o s s i b l e  
I n c o n v e n i e n t  

Chimney f l u e  damper 
Too expens ive 
unnecessary 
Unheal thy  
D o n ' t  know what i t  i s  o r  what i t  i n v o l v e s  
Almost i m p o s s i b l e  

Pre-Test  *Percentages w i l l  t o t a l  more t h a n  100 p e r c e n t  
Pos t -Tes t due t o  mu1 t i p l e  ment ions.  
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C .  CONSUMER INTENTIONS 

CONCERNING ENERGY CONSERVATION 

Although t h e  research model d i c t a t e d  measurement o f  t h r e e  
components of t he  " i nnova t i on  d i f f u s i o n n  process - awareness, 
a t t i t u d e s  arid behavior - an in te rmed ia te  phase, behav io ra l  i n t e n t ,  
can be in te rposed between the  a t t i t u d i n a l  and behav io ra l  components. 
The behav io ra l  i n t e n t  phase represents a verba l  commitment t o  en,gage 
i n  a p a r t i c u l a r  behavior and o f t e n  represents  a h igher  l e v e l  o f  
commitment than . i n d i c a t e d  by t h e  da ta  repo r ted  e a r l i e r  a t  t h e  
awareness and a t t i t u d i n a l  l eve l s .  

For a number o f  reasons, i t  was most probable t h a t  changes would 
occur a t  t h e  l e v e l  o f  i n t e n t ,  r a t h e r  than i n  ac tua l  behavior.  The 
sho r t  d u r a t i o n  o f  t h e  market ing program, i n  concer t  w i t h  the  n o v e l t y  
of t he  concep,t, m i l i t a t e d  aga ins t  t h e  l i k e l i h o o d  o f  behav io ra l  
change. I n  add i t i on ,  t h e  ac tua l  focus o f  t h e  program was d i r e c t e d  
towards producing s h i f t s  i n  awareness and a t t i t u d e s ,  r a t h e r  than 
. s t imu la t i ng  changes i n  consumer behavior.  

Three areas o f  behav io ra l  i n t e n t  were examined i n  t h e  present  
research: (1) personal cons ide ra t i on  o f  var ious  energy conserv ing 
measures, ( 2 )  choice oT op t i ons  w i t h i n  an "Energy Cost o f  Ownership" 
scenario,  ( 3 )  s t a t e d  i n t e r e s t  i n  an o rgan i za t i on  whose goal would be 
t h e  promotion o f  energy conservat ion.  

. , I  

1. - P e r s o n a l  C o n s i d e r a t i o n  o f  E n e r g y - C o n s e r v i n g  
M e a s u r e s  

Although t h e r e  was no l a rge  sca le  increase i n  energy-conserving 
I 

behavior i n  Denver f o l  lowing t h e  demonstrat ion program (see Sec t ion  
D),  . there was a ve ry  dramat ic  and s i g n i f i c a n t  increase i n  t he  
cons ide ra t i on  o f  ce r ta in ,  s p e c i f i c  energy-conserving products,  a  
necessary precursor  t o  purchase s ince  evidence repo r ted  l a t e r  would 
i n d i c a t e  . t h a t  impulse buying i s  no t  a s i g n i f i c a n t  f a c t o r  i n  t h e  
purchase o f  energy-saving products.  Denver homeowners, w i t h  o n l y  a 
few except ions, were much more w i l l i n g  t o  consider  energy-conserving 
products than were homeowners i n  S a l t  Lake City (Table C-1). 
S i g n i f i c a n t l y  h igh  on t h e  Denver l i s t  were the  f o l l o w i n g  i tems: 
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8 Automatic set-back thermostats 

8 Weatherst r ipp ing 

Chimney f l u e  dampers 

8 1" . su la t i ng  hoods f o r  hot  water heaters 

8 Gas range w i t h e l e c t r o n i c  p i l o t  l i g h t s  

8 Heat .pumps 

Automatic l i g h t  t imers  

* ,F luorescent  l i g h t  bulbs 

General energy-conserving appl iances and devices 

8 Devices which r e s t r i c t  ho t  water f l o w  on the  shower- 
head ' 

It can d e f i n i t e l y  be stated,  then, t h a t  al though Denver 
homeowners d i d  n o t  a c t u a l l y  purchase more energy-conserving products 
than d i d  S a l t  Lake C i t y  homeowners, they  showed a s i g n i f i c a n t  s h i f t  i n  
p o s i t i v e  cons ide ra t i on  towards such products. O f  a l l  demographic 
segments, t h e  op in ion  leaders d isp layed t h e  greates t  acceptance o f  
new, energy-conserving products. 

L i k e l y  C o n s u m e r . B e h a v i o r  I n  An. " E n e r g y  C o s t  o f  
owners hi^"' S c e n a r i o  . . 

Residents i n  both Denver and S a l t  Lake City were presented w i t h  a 
s i t u a t i o n  i n  which the  "Energy Cost o f  Ownership" concept was a l ready 
s p e l l e d  ou t  i n  a very  general sense and they  were then asked which o f  
two op t i ons  they  would be most l i k e l y  t o  choose: (1 )  buying a more 
expensive appl iance which conserved energy o r  (2 )  o p t i n g  f o r  a cheaper 
appl iance because o f  t h e i r  doubts about ever recouping the  o r i g i n a l  
costs. The quest ions, then, measured i n t e n t  t o  behave w i t h i n  an 
"Energy Cost o f  Ownership" conceptual framework r a t h e r  than adherence 
o r  r e s i s t a n c e  t o  t h e  concept i t s e l f .  

I n  b o t h .  c i t i e s  and i n  .both survey per iods  an overwhelming 
m a j o r j  t y  .. o f  homeowners opted t o  buy more expensive appl i ances t h a t  
were energy conserv ing than t o  purchase cheaper appl iances which were 
less  energy-ef f , ic ient  (Table C-2). I n  Denver t h e r e  was no change i n  
t h e  percentage o f  i n d i v i d u a l s  who expressed a preference f o r  more 
expensive, energy conserving appl iances (71  percent  i n  both surveys).  
However, t h e  percentage.  o f  i n d i v i d u a l s  who p r e f e r r e d  -cheaper 
appl iances rose f rom ll., percent  t o  15 percent  over t h e  e i g h t  month 
i n t e r v a l .  Therefore, the- ne t  d i f f e r e n c e  between t h e  two surveys 
narrowed s l  i g h t  l y  r a t h e r  than increased. 
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There i s  good reason t o  b e l i e v e  t h a t  t h e r e  may p r e s e n t l y  be a 
" c e i l i n g "  on t h e  number o f  i n d i v i d u a l s  who would a u t o m a t i c a l l y  s e l e c t  
t h e  more expensive, energy-conserv ing app l iances  and t h a t  t h e  
" c e i l i n g "  - r o u g h l y  75 percen t  o f  a1 1 home-owners - may have been 
approached i n  bo th  Denver and S a l t  Lake City. The "sweepstakes" 
survey which i s  covered l a t e r  i n  t h i s  r e p o r t ,  found t h a t  among con tes t  
e n t r a n t s  - who appeared t o  be somewhat more energy-conscious than  t h e  
genera l  p u b l i c  - 73 percen t  opted f o r  t h e  c o s t l i e r ,  energy-sav ing 
appl iances (Tab le  6-24). I n  any event,  i n  t h e  absence o f  f i n e  cos t  
da ta  and u n c e r t a i n t y  about t h e  impact o f  energy-conserv ing behav io r  
on month ly  u t i l i t y  b i l l s ,  between 25 and 30 pe rcen t  o f  a l l  homeowners 
a re  unable t o  determine whether h igher ,  i n i t i a l  cos t s  can ever  be 
recouped and, t he re fo re ,  approx imate ly  h a l f  o f  those  i n d i v i d u a l s  
would p r e s e n t l y  op t  f o r  cheaper, l e s s  e f f i c i e n t  appl iances.  

L i k e l y  purchasers o f  t h e  more expensive, energy-conserv ing 
appl iances tended t o  be drawn f rom t h e  f o l l o w i n g  groups: ( 1 )  young 
people, ( 2 )  o p i n i o n  leaders,  ( 3 )  t h e  a f f l u e n t  segment, ( 4 )  people w i t h  
an i n t e r e s t  i n  j o i n i n g  an energy o rgan i za t i on ,  and ( 5 )  i n d i v i d u a l s  who 
perce ived  a g rea te r  u t i l i t y  sav ings by  d i n t  o f  energy conserva t ion .  

The disadvantaged segments (e.g., t h e  e l d e r l y ,  low income and 
p o o r l y  educated i n d i v i d u a l s )  were most s k e p t i c a l  about , t h e  
f e a s i b i l i t y  o f  purchas ing expensive energy-conserv ing appl iances.  

The average l e n g t h  o f  t ime  i t  would t ake  t o  recoup t h e  cos t  of an 
energy-sav ing app l iance  t h a t  was t e n  percen t  h i ghe r  t han  a 
convent iona l  app l iance  was seen as 31  months i n  Denver and 33 months 
i n  S a l t  Lake City (Tab le  C-3). E l d e r l y  people perce ived  .a  longer  
payout per iod .  For  an app l iance  which was 20 percen t  more c o s t l y  than  
a convent iona l  one, t h e  average perce ived  payout p e r i o d  was 46 months 
i n  Denver and 51  months i n  S a l t  Lake City. I n  o t h e r  words, by 
doub l i ng  t h e  d i f f e r e n c e  between t h e  i n i t i a l  c o s t  o f  a  conven t iona l  
app l  i ance versus an energy-conserv ing one, t h e  payout p e r i o d  was 
perce ived  as i n c r e a s i n g  by approximate1.y 50 percen t .  

3 .  - E x p r e s s e d  I n t e r e s t  i n  M e m b e r s h i p  i n  an  
O r g a n i z a t i o n  D e v o t e d  To E n e r g y - C o n s e r v a t i o n  

Survey respondents were asked t o  ' i nd i ca te  t h e i r  i n t e r e s t  i n  
j o i n i n g  a h y p o t h e t i c a l  o r g a n i z a t i o n  w h i c h -  had as i t s  goal  t h e  
i n c u l c a t i o n  o f  energy-conserv ing a t t i t u d e s  and behav io r  among 
neighbors and f r i e n d s .  I n t e r e s t  i n  such an o r g a n i z a t i o n  was 'gauged 
under d i f f e r e n t  se ts  o f  c i rcumstances: ( 1 ) ~ i f  a  membership f e e  o f  $5 
t o  $10 a year  were imposed, ( 2 )  i f  t h e  respondent were rewarded f o r  
a p p r o p r i a t e  energy-conserv ing behav io r  and ( 3 )  i f  n e i t h e r  a  f e e  
s t r u c t u r e  nor  a  reward s t r u c t u r e  were involved,.  It was hypothes ized 
t h a t  those people who would i n d i c a t e  a r e a d i n e s i  t o  j o i n  - even i n  an 
a r t i f i c i a l  s i t u a t i o n  such as a research  i n t e r v i e w  - represen ted  a v e r y  
f i r m  segment o f  t h e  energy-conservat ion cons t i tuency .  , 
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I n  bo th  c i t i e s  s l i g h t l y  less  than 60 percent o f  the  i n d i v i d u a l s  
s t a t e d  t h a t  t h e y  had no i n t e r e s t  i n  such an o rgan iza t i on  under any 
cond i t i ons  (Tab le  C-3). However, a r e l a t i v e l y  h igh  percentage o f  
i n d i v i d u a l s  i n  t h e  i n i t i a l  survey - 22 percent i n  Denver and 28 
percent  i n  S a l t  Lake C i t y  - ind i ca ted  t h a t  they would be w i l l i n g  t o  
pay t o  belong t o  such an organ iza t ion .  The percentage rose t o  25 
percent  i n  Denver and dec l ined t o  2 1  percent  i n  S a l t  Lake C i t y  e i g h t  
months l a t e r .  

The d i f f e r e n c e  i n  s h i f t  pa t te rns  between the  two c i t i e s  was 
s t a t i s t i c a l l y  s i g n i f i c a n t .  Some o f  the  i n i t i a l  i n t e r e s t  i n  paying a 
membership f e e  i n  an. energy-or iented organ iza t ion .was t r a n s l a t e d  i n  
S a l t  Lake City t o  p a r t i c i p a t i o n  o n l y  i f  members were rewarded i n  some 
way f o r  energy conserv ing behavior.  

Nevertheless, i t  would appear t h a t  t h e  Denver environment du r ing  
t h e  t ime  p e r i o d  encompassed by t h e  market ing program was conducive t o  
a s i g n i f i c a n t l y  p o s i t i v e  s h i f t  i n  pro-conservat ion a t t i t u d e s  - i n  
t h i s  ins tance a t  t h e  l e v e l  o f  behav iora l  i n t e n t .  

The hard-core energy conservat ion constituency i d e n t i f i e d  by 
t h i s  measure had a h igh  p ropo r t i on  o f  op in ion  leaders, younger people, 
and i n d i v i d u a l s  who perceived a p o t e n t i a l  u t i l i t i e s  savings through 
energy conservat ion.  The l e a s t  i n t e r e s t  i n  such an o rgan iza t i on  again 
was e x h i b i t e d  by t h e  l ess  educated group and e l d e r l y  i n d i v i d u a l s .  As 
repo r ted  e a r l i e r ,  i n d i v i d u a l s  w i t h  an i n t e r e s t  i n  such a group a l so  
assigned h igh  p r i o r i t y  t o  t h e  energy s i t u a t i o n  on a n a t i o n a l  l e v e l .  
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RESPONDENT WOULD CONSIDER: 

TABLE C-1 

CONSIDERATION OF SPECIFIC 
ENERGY -CONSERVING MEASURES 

(Percen t ) *  (Pe rcen t )  * 
DENVER SALT LAKE CITY 

GENERAL PUBLIC GENERAL PUBLIC 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

T u r n i n g  down the rmos ta t  t o  65' 
i n  c o l d e r  months: 4  5  +  1 8 7 - 1  N  0  

D r i v i n g  c a r  l e s s ;  u s i n g  bus o r  
carpoo l  : 8. 10 t ?  9  10 + 1  NO 

I n s t a l l i n g  s to rm windows/doors: 31 28 - 3  37 35 - 2  NO 

I n s t a l  1  i n g  w e a t h e r s t r i p p i n g :  15 20 + 5 26 19  - 7  YES 

I n s t a l  1  i n g  most e f f i c i e n t  
i n s u l a t i o n :  

I n s t a l l i n g  f l u o r e s c e n t  l i g h t  
bu lbs  wherever p o s s i b l e :  

Buy ing energy-conserv ing 
app l  ian.ces and dev ices 

14 15 + 1  32 16 -1 6  YES 

19 29 + I  0  35 24 -1 1  YES 

T n s t a l l  i n g  an au tomat i c  l i g h t  '. 
t i m e r :  8  11 + 3  14  19 - 3 YES 

I n s t a l l i n g  a  chimney f l u e  damper: 1 0  . 21 1  18  14 - 4  YES 

I n s t a l l i n g  i n s u l a t i n g  hood f o r  
h o t  water  h e a t e r :  12 20 i- 8  20 12 - 8  YES 

1 1 1 s l d l l  ill9 d e v i c e  which r e s t r i c t s  
. h o t  water  f l a w  on shower: 1'9 21 + 2 22, 17 - 5  YES 

I n s t a l l i n g  an a u t o m a t i c  se t -back 
the rmos ta t  : 

G e t t i n g  gas range w i t h  e l e c t r o n i c  
p i l o t  l i g h t :  

I n s t a l  1  i n g  a  h e a t  pump: 

I n s t a l l i n g  s o l a r  h o t  water  h e a t e r :  

N  = 

10  27 +17 18  17 - 1  YES 

7 20 +13 18  14  - 4  YES 

5 1 0  + 5  10  6  - 4  YES 





TABLE C-2 . . 

OPTIONS SELECTED UNDER AN 
EPIERGY COST OF OWNERSHIP SCENARIO 

(Percen t )  ( P e r c e n t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

.PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE --- -- - - - P 

Would buy more expens ive app l  i - 
ances t h a t  conserve energy 7 1 7 1 0 75 72 . - 3  N 0 

Would buy cheaper app l i ances  
because o r i g i n a l  c o s t  cannot 
be recouped 11 15 + 4 11 16 1. 5 NO 

D o n ' t  know - 18 - 14 - 4 15 13 - - -  - 2 - NO 

Q u e s t i o n  Number Den SLC 
Pre-Tes t 7 7 

Post-Tes t 7 7 



TABLE C-3 

ANTICIPATED TIME FRAME 
FOR RECOUPING HIGHER. COSTS 
OF ENERGY-SAVING APPLIANCES 

(Percent )  ( Percent )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- . PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE -- --- - 

To recoup c o s t  which was 10 
percen t  h i ghe r  than average: 

Under 6 months 
6 - 12 months 
1 - 1.49 years 

I 1.5 - 1.9 years  
2.0 - 2.9 years  
3.0 - 3.9 years  
4.0 - 4.9 years  
5 years  o r  more 
W i  11 n o t ,  recoup 
Misce l laneous 
Don ' t  know 
No answer' 

Median. t ime:  

N A 3 N A 
IIA 4 . NA 
NA 23' N A 
N A 4 N A 
NA 14 N A 
NA 11 N A 
N A 4 N A 
NA 23 N A 
N A 4 N A 
i\l A 3 N A 
N A 6 N A 
N A 2 
-. - N A - 

N A 2 years & 
7 months 

To recoup c o s t  which was 20 
percen t  h i ghe r  - than average: 

Under 6 months 
6 - 11.9 months 
1 - 1.49 years  
1.5 - 1.9 years  
2.0 - 2.9 years  
3.0 - 3.9 years 
4.0 - 4.9 years  
5 years o r  more 
W i l l  n o t  recoup 
Misce l laneous 
Don ' t  know 
No answer 

Median t ime:  N A 3 years & 
10 months 

. 

N A 2 N A 
N A 7 N A 
NA 20 N A 
N A 2 N A 
NA 18 N A 
NA 12 N A 
N A 2 N A 
NA 25 N A 
WA 1 NA - 
N A 2 N A 
N A 8 N A 
N A - 1 - N A - 

2 years & 
9 months 

4 years & 
3 months 

Ques t ion  Number 
Pre-Tes t 

NATlONAL DEMOGRAPHICS LTD. a DENVER, COLORADO 
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Would pay t o  belong 

TABLE C-4 

INTEREST IN MEMBERSHIP IN  ENERGY 
CONSERVATION-ORIENTED ORGANIZATION 

(Percent )  (Percent )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
'TEST TEST CHANGE TEST TEST CHANGE ------ 

22 2 5 + 3 28 21 - 7 YES 

In te res ted ,  b u t  would n o t  pay 6 6 - 5 . 8  + 3 NO 

I n t e res ted ,  i f  respondent were p a i d  .14 15 . + l  7 13 + 6 YE'S 

No i n t e r e s t  - 58 - 54 - 4 60 58 - - -  - 2 - NO 

- 
Quest ion  Number Den SLC I 

Pre-Test 3 7 37 1 
Pos t-Tes t 43 37 1 
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D .  EXISTING LEVELS OF ,ENERGY CONSERVING BEHAVIOR 
<.. 

1. - P e r c e i v e d  Means o f  ' c o n s e r v i n g  . B e h a v i o r  

I n  t he  p re - tes t  surveys (bu t  omi t ted  i n  t h e  post-surveys due t o  
perceived redundancy) i n d i v i d u a l s  were asked t o  enumerate t h e  ways i n  
which they  cou ld  conserve energy. 'The quest ion  occurred very  e a r l y  i n  
t he  l n t e r v ~ r l o r  t o  any s t r u c t u r e d  examination o f  a t t i t u d e s  and 
behavior and thus the  answers represent  a "top-of-the-head'' awareness 
o f  poss ib le  energy-conserving behaviors. The r e s u l t s  are e s p e c i a l l y  
meaningful t o  a program whose long-range goal i s  the eventual  consumer 
cons idera t ion  o f  purchas ing .  products which cos t  more than 
convent ional  products t o  begin wi th,  bu t  which cos t  less  t o  operate 
because of t h e i r  energy-saving p rope r t i es .  

One of the  hurd les which any market ing e f f o r t  must cross i s  t he  
e x i s t i n g  consumer tendency t o  : t h i n k  o f  r e l a t i v e l y  s imp le  - and 
d e f i n i t e l y  inexpensive - changes i n  e x i s t i n g  behavior r a t h e r  than 
the  cons idera t ion  o f  spending money t o  conserve energy by purchasing 

' ene rgy -e f f i c i en t  products. The t o p  seven' measures immediately 
thought of by homeowners e n t a i l e d  behaviors which were expendi ture-  
f ree (Table D-1). Only th ree  purchase behaviors - t h e  i n s t a l l a t i o n  o f  
i n s u l a t i o n  o r  weatherst r ipp ing,  purchase, o f  storm windows o r  doors 
and t h e  i n s t a l l a t i o n  o f  unspec i f ied  energy-conserving appl iances - 
were even volunteered and t h o s e - o n l y  t o  a minor degree. 

2.  - Ways i n  Which  F a m i 1 , i e s  H a v e ' C o n s e r v e d  E n e r g y  
, i n  t h e  P a s t  Y e a r .  

. . 
I n  o rde r  t o  measure e x i s t i n g  behavior, i n d i v i d u a l s  were asked 

what they  o r  t h e i r  f a m i l i e s  had done i n  the  past  year t o  conserve 
energy. S l i g h t l y  less  than ten  percent  o f  the  homeowners, bo th  i n  
Denver and S a l t  Lake City, repo r ted  having done noth ing  t o  conserve 
energy (Table D-2). The number of non-conservers i n  Denver a c t u a l l y  
dropped from n ine  t o  seven percent  over t he  eight-month per iod,  
wh,ereas the  non-conserving segment i n  S a l t  Lake City .rose f rom seven 
t n  e i g h t  percent  dur ing  t h e  same t ime  per iod.  However, t h e  d i f f e r e n c e  
between t h e '  two c i t i e s  was n o t  s i g n i f i c a n t .  Even where s p e c i f i c  
conservat ion behavior decreased i n  Denver, t h e  magnitude o f  t h a t  
decrease was smal.ler than t h a t  which occurred i n  S a l t  Lake City. 

'- c-- 



On t h e  sur face i t  would appear t h a t  n e a r l y  a1 1  homeowners i n  both 
Denver and S a l t  Lake C i t y  have e n t h u s i a s t i c a l l y  embraced t h e ' i d e a  o f  
energy conservat ion;  i .e., 93 percent  o f  a l l  Denver res iden ts  
repo r ted  t h a t  t h e y  engaged i n  some energy-conservi  ng behavior.  
However, a  c lose  examinat ion o f  Table D-2 revea ls  t h a t  many o f  those 
behaviors a re  t r i v i a l  i n  terms o f  s i g n i f i c a n - t  energy-conserving 
behavior'. For example, al though Denver res iden ts  repo r ted  a  
s i g n i f i c a n t  inc rease i n  t h e  number who claimed t o  be conserving heat, 
t he re  was no such s i g n i f i c a n t .  change i n  the  nugbers o f  Denver home- 
owners who were reducing t h e i r  thermostats t o  65 i n  t he  co lder  months 
(Table D-3). 

The types o f  behavior p r e s e n t l y  repor ted  r a r e l y  e n t a i l e d  ou t -o f -  
pocket expendi tures,  p a r t i c u l a r l y  f o r  major cos t  i tems such as 
i n s u l a t i o n  o r  s torm windows and doors. Denver homeowners repo r ted  
more ex tens ive  usage o f  devices which r e s t r i c t  t he  f l o w  o f  ho t  water 
i n  t he  shower and o f  automatic set-back thermostats than d i d  res iden ts  
o f  S a l t  Lake City. Also, Denver res iden ts  i n d i c a t e d  a  s i g n i f i c a n t l y  
lower decrease i n  mass t r a n s i t  usage than occurred i n  S a l t  Lake C i t y ,  
perhaps due t o  the  aforementioned increase i n  awareness o f  t he  a i r  
p o l l u t i o n  problem i n  Denver. On' t he  o ther  hand, S a l t  Lake C i t y  
r e s i d e n t s  showed a  s i g n i f i c a n t  increase when compared w i t h  Denver i n  
terms o f  i n s t a l l i n g  chimney f l u e  dampers. 

E n e r g y - c o n s e r v i n g  P r o d u c t s  P u r c h a s e d  D u r i n g  t h e  
M a r k e t i n a  D e m o n s t r a t i o n  P r o a r a m  

The market ing  demonstrat ion program covered 12 major products 
rang ing  f rom wea the rs t r i pp ing  and c e i l i n g  i n s u l a t i o n  t o  such i tems as 
set-back thermostats and r e f l e c t i v e  f i l m .  Respondents i n  both Denver 
and S a l t  Lake City were p resen ted 'w i th  a  l i s t  o f  t h e  12 products and 
asked t o  i n d i c a t e  which i tems on the  l i s t  they  had purchased i n  the  
pe r iod  from September 1977 t o  February 1978 (Table D-4). A n e a r l y  
i d e n t i c a l  percentage - 39 percent  i n  Denver and 40 percent  i n  S a l t  
Lake City - r e p o r t e d  having purchased one o r  more o f  those products 
du r ing  the  t ime  per iod .  

I n  add i t i on ,  t he re  were no d i f f e rences  between homeowners i n  t he  
two c i t i e s  w i t h  regard  t o  the  frequency of purchase o f  any one o f  
those energy-conserving products. For example, 23 percent  o f  t he  
homeowners . i n  Denver ind ' icated t h a t  they  had . purchased 
wea the rs t r i pp ing  o r  cau l k ing  du r ing  t h e  i n t e r v a l  covered by t h e  
market ing program, compared w i t h  a  f i -gure o f  21 percent  i.n Sal t '  Lake 
C i t y .  I n  no product-  area. 'd id t h e  d i f f e rence  i n  frequency o f  purchase 
between Denver and Sa.lt Lake Ci ty ,  homeowners exceed two percent.  

' .  . . .  . 
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purchasers o f  energy-conserving products appeared t o  be &awn 
from t h e  p r e v i o u s l y  i d e n t i f i e d  energy conserva t ion  cons t i tuency .  
Product .purchasers were very  l i k e l y  t o  be younger, b e t t e r  educated, 
more apt  t o  be op in ion  leaders and were s l i g h t l y  more i n t e r e s t e d  i n  
j o i n i n g  an energy conservat ion organ iza t ion .  

I n  s l i g h t l y  more than 60 percent  o f  t h e  cases, a purchaser o f  an 
energy-conserving product  was e i t h e r  r e p l a c i n g  o r  adding t o  an 
e x i s t i n g  product  w i t h  t h e  same f u n c t i o n  (Table D-5). However, 39 
percent  o f  t he  buyers were making a f i r s t - t i m e  purchase and f o r  t h e  
buyers o f  c e i l i n g  i n s u l a t i o n  and storm windows/doors 25 percent  were 
making a s i g n i f i c a n t  f i r s t - t i m e  investment i n  energy-conserving 
products.  

I n  o n l y  t h r e e  percent  o f  t he  cases cou ld  t h e  purchase be termed 
an impulse purchase (Table D-6). I n  n e a r l y  every  instance, t h e  
purchaser had planned t o  buy t h e  product  i n  quest ion.  I n  most cases, 
an energy-conserving product  was purchased e i t h e r  t o  p rov ide  a more 
comfor table environment o r  because t h e  p r e v i o u s l y  owned product  was 
i n  need of replacement (Table D-7). Only 12 percent  o f  t h e  buyers : 
(bu t  27 percent  o f  t h e  c e i l i n g  i n s u l a t i o n  purchasers) made t h e  1 
purchase i n  o rder  t o  save money and a s i m i l a r  percentage bought i n  

',{ o rder  t o  conserve energy. The energy conserva t ion  aspect was more 
important  t o  purchasers o f  storm windows and doors than t o  purchasers 
o f  o the r  types o f  products,  p o s s i b l y  because storm window buyers are 
less  l i k e l y  t o  expect t o  recoup t h e  i n i t i a l  product  costs  (Table D- - 
12).  

Over 60 percent  o f  t h e  purchasers o f  energy-conserving products . 
had heard something about t h e  product  p r i o r  t o  purchase (Table D-8). 
The ex ten t  o f  t h a t  p r i o r  i n fo rma t i on  was u s u a l l y  l i m i t e d  t o  t he  
r e l i a b i l i t y  o f  t h e  product  o r  t o  t h e  f a c t  t h a t  i t  was l i k e l y  t o  keep 
t h e  home more comfor table (Table D-9). I n  o n l y  13 percent  o f  t h e  
cases d i d  t h e  respondent i n d i c a t e  t h a t  he had heard about t h e  
p roduc t ' s  energy-saving p rope r t i es .  However, some o f  those 
conserva t ion- re la ted  responses may have been b u r i e d  anlong t h e  33 
percent  who answered t h a t  t h e  product  d i d  what i t  was supposed t o  do. 

Those i n d i v i d u a l s  who had rece i ved  p r i o r  i n f o r m a t i o n  about 
energy-conserving products were most l i k e l y  t o  have rece ived t h a t  
i n fo rma t  i o n  f rom the  broadcast media ( p a r t i c u l a r l y  i n f o r m a t i o n  about 
c e i  1 i n g  i n s u l a t i o n )  o r  f rom newspapers and magazines (Table D-10). 
The purchasers who had seen energy-conserving products on t e l e v i s i o n  
were l i k e l y  t o  be i n  t h e  middle-income ca tegory  and were moderate ly  
w e l l  educated. Those people who had rece i ved  t h e i r  i n fo rma t i on  about 
t h e i r  energy-conservi  ng products f rom t h e  newspaper were more o f  t e n  
h i g h l y  educated, i n  t h e  h igher  income groups and i n  t h e  34 t o  54 age 
category. 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 1 



The average cos t  o f  t he  energy-conserving product purchased was 
s l i g h t l y  i n  excess of $154 (Table D-11). Only f o u r  percent  o f  the 
purchases exceeded $1,000. Near ly  th ree-quar te rs  of t he  purchasers 
expected t o  recoup the  e x t r a  product cost,  w i t h  expectat ions bei'ng 
s l i g h t l y  lower among purchasers o f  storm windows and doors (Table D- 
12).  Only one out o f  every s i x  purchasers d i d  no t  a n t i c i p a t e  
recove r ing  t h e  cos t  o f  the  product through increased energy savings. 
The t y p i c a l  purchaser o f  an energy conserving product expected t o  
recoup t h e  e x t r a  product  cos t  w i t h i n  1.4 years (Table ~ L 1 3 9 .  
Expectat ions v a r i e d  from a  h igh  o f  4.3 years f o r  c e i l i n g  i n s u l a t i o n  
and 4.0 years f o r  storm windows and doors t o  a  low o f  seven months f o r  
purchasers of wea the rs t r i pp ing  and -cau lk ing .  

I I 4 .  - F r i e n d s '  E n e r g y - C o n s e r v i n g  B e h a v i o r  

One i n d i ' r e c t  measure o f  behav iora l  s h i f t s  i s  the  percept ion  t h a t  
f r i e n d s '  and acquaintances are engaging i n  a  p a r t i c u l a r  behavior.  I n  
t he  present  research i n d i v i d u a l s  were asked what percentage o f  t h e i r  
f r i e n d s  p r a c t i c e d  energy conservat ion i n  t h e i r  homes. I n  each c i t y  
t he  median percentage was found t o  be s l i g h t l y  less  than 50 percent,  
w i t h  S a l t  Lake City r e s i d e n t s  r e p o r t i n g  a  s l i g h t l y  la rger ,  bu t  
i n s i g n i f i c a n t ,  increase i n  t he  number o f  f r i e n d s  who were p r a c t i c i n g  
energy conserva t ion  (Table D-15). 

I n  examining t h e  behav iora l  i n c l i n a t i o n s  towards t h e  15 energy- 
conserv ing measures discussed , ear 1  i e r  (Table D-3), respondents were 
a l so  asked t o  i n d i c a t e  wh.ich measures - t h e i r  f r i e n d s  had adopted. 
Denver r e s i d e n t s  repo r ted  a  s i g n i f i c a n t  increase i n  f r i e n d s '  energy- 
conserv ing behavior  in ,  f o u r  product areas: 

- 11  1ns ta l  l a t i o n  o f  automatic set-back thermostats 

I n s t a l l a t i o n  o f  f l uo rescen t  l i g h t  bulbs 

o I n s t a l l a t i o n  o f  automatic l i g h t  t imers  

I I Decreased ca r  usage 

A cons i s ten t  f i n d i n g  i n  t he  research 1 i t e r a t u r e  on " innovat ion-  
d i f f u s i o n "  has been the  i n f l u e n t i a l  r o l e  o f  op in ion  leaders i n  
f a c i l i t a t i n g  d i f f u s i o n  by serv ing  as models whose behavior t h e i r  
peers e v e n t u a l l y  emulate. Support f o r .  those p r i o r  f i n d i n g s  emerges 
from t h e  present  s tudy  when t h e  op in ion  leaders group i s  examined w i t h  
regard  t o  t h e  percentage o f  f r i e n d s  who'are engaging i n  var jous  types 
o f  energy-conserving behavior ..(Table D-16). On every one o f  t h e  15 
measures op in ion  leaders repo r ted  a  h igher  than average.percentage of 
f r i e n d s  who were p r e s e n t l y  us ing  t h a t  measure. Although t h e  data do 
no t  pe rm i t  t h e  establ'ishment o f  a  cause-and-effect r e l a t i o n s h i p ,  t hey  
are  d e f i n i t e l y  suppor t i ve  o f  the  i n f l u e n t i a l  r o l e  o f  op in ion  leaders 
among t h e i r  f r i e n d s  and acquaintances. 
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I TABLE D-1 

PERSONAL MEASURES WHICH CAN BE TAKEN 
TO CONSERVE ENERGY 

( P e r c e n t )  * ( P e r c e p t ) *  
DENVER SALT LAKE CITY 

GENERAL GEPlERAL 
PUBLIC PUBLIC 

P  RE - PRE - 
TEST TEST - 

Conserve energy i n  t h e  home 
Conserve h e a t ;  r e a u l a t e  the rmos ta t ;  65' 
Use l i g h t s  on1:y when needed 
Use c a r  l e s s ;  p u b l i c  t r a n s i t  
Conserve w a t e r  
Proper  u s e / l e s s  f r e q u e n t  . o f  app l i ances  
Save gas 
M o r e / b e t t e r  i n s u l a t i o n  o r  weather s t r i p p i n g  
Conserve e 1 e c t r i c i t . y  
D r i v e  sma l l  c a r ;  c a r p o o l  
Promote o r  t e a c h  everay c o n s e r v a t i o n  
Use d ishwasher  w i t h  f u l l  l o a d  o n l y  
Use c l o t h e s  dr.yer l e s s  
I n s t a l l  s t o r m  windows o r  doors  
Cut down on washing c l o t h e s  
Unpl uq t e l e v i s i o n  and o t h e r  a p p l  iances 

when n o t  i n  use 
I n v e s t i g a t e  a l t e r n a t i v e  energy sources 
Combine t r i p s  t o  save gas 
D r i v e  w i t h i n  speed l i m i t  t o  save gas 
Use 1  ess h o t  wa te r  
I n s t a l l  ene rgy -conse rv ing  app l i ances  
M i s c e l  laneous 
D o n ' t  know 

"Percentages w i l l  t o t a l  more than  100 p e r c e n t  due t o  mu1 t i p l e  ment ions.  

1 1  
Pos t -Tes t  



TABLE D-2 

WAYS I N  .WHICH RESPONDENT 'S  FAMILY HAS 
CONSERVED ENERGY I N  PAST YEAR . 

Conserve heat ;  r e g u l a t e  ther i l los ta t  
Use 1 i g h t s  o n l y  when needed 
Sdve wd t e r  
Proper  use o f /decreased use o f  

app l i ances  
I n s t a l l e d  i n s u l a t i o n  o r  weather-  

s t r i p p i n g  
Use c a r  l e s s ;  t a k e  mass t r a n s i t  
Cut down on washiny c l o t h e s  
Cut down use o f  d ishwasher 
I n s t a l l e d  s to rm windows o r  doors 
Conserved e l e c t r i c i t y  
D r i v e  s m a l l e r  ca r ;  ca rpoo l  
Use c l o t h e s  d r y e r  l e s s  
Unpl u g / t u r n  o f f  t e l e v i s i o n  when 

n o t  i n  use 
Use l e s s  h o t  wa te r  
Save gas 
Conserve energy a t  home 
I n s t a l  l e d  energy-conserv ing 

app l i ances  (a1 1 responses combined) 
Combine t r i p s  t o  SdVe gas 
I n v e s t i g a t e  a l t e r n a t i v e  energy 

sources 
Promote and t e a c h  energy con- 

s e r v a t i o n  
M isce l l aneous  

Have n o t  conserved 
D o n ' t  know 

(Percen t  ) * ( P e r c e n t ) *  
DENVER SALT LAKE CITY . 

GENERAL PUBLI c GENERAL PUBLIC 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE - ----- 

SIGNI- 
FICANCE 

YES 
N 0 

YES 

YES 

NO 
YES 

NO 
N 0 

YES 

NO 
NO 

YES 
N 0 

YES 

N 0 
YES 

*Percentaqes w i l l  t o t a l  more t h a n  100 pe rcen t  due t o  m u l t i p l e  ment ions.  I I 
7 7 
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SLC 
0,8a 
8.8a 

Q u e s t i o n  Number 
Pre-Test  

Post -Test  

Den 
8, 8.3 
8, 8a 



3 

TABLE D-3 

EXISTING BEHAVIOR REGARDING SPEC1 FIC 
ENERGY-CONSERVING MEASURES 

(Percent )  * (Percent )  * 
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC F I  CANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

Turn down thermos ta t  t o  65' i n  
c o l d e r  months : 

Respondent do ing now 70 67 - 3 61 58 
Fr iends have done 47 46 - 1 44 45 

D r i ve  ca r  l e ss ;  .use bus o r  ca rpoo l :  
Respondent do ing now 60 57 - 3 71 52 
Fr iends  have done 31 34 + 3 45 38 

YES 
YES 

I n s t a l l  s to rm windows/doors: 
Respondent do ing now 52 60 + 8 45 49 
Fr iends  have done 45 51 + 6 32 41 

I n s t a l l  wea the rs t r i pp i ng :  
Respondent do ing now 52. 56 + 4 54 60 
Fr iends  have done 26 33 + 7 30 36 

I n s t a l l  most e f f i c i e n t  i n s u l a t i o n :  
Respondent do ing now 46 53 + 7 51 58 
Fr iends  have done 46 48 + 2 38 .44 

I n s t a l l  f l u o r e s c e n t  l i g h t  bu lbs 
wherever poss i b l e :  

Respondent do ing now 26 29 + 3 20 26 
Fr iends  have done 5 8 + 3 7 6 

NO 
YES 

Buy energy-conserving appl iances 
and dev ices:  

Respondent do ing now 24 23 - 1 19 22 
Fr iends  have done 10 9 - 1 7 8 

I n s t a l l  an au tomat i c  l i g h t  t imer :  
Respondent do ing now 14 18 + 4 13 13 
Fr iends  have done 7 11 + 4 13 9 

N 0 
YES 

I n s t a l l  a chimney f l u e  damper: 
Respondent do i  ng now 11 12 + 1 9 18 
Fr iends  have done 4 4 0 3 4 

YES 
NO 

78 
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TABLE D-3 ( c o n t i n u e d )  

EXISTING BEHAVIOR REGARDING SPECIFIC 
ENERGY-CONSERVING MEASURES 

(Percen t )  * (Percen t )  * . 
DENVER SALT LAKE CITY 

. GENERAL PUBLIC GENERAL PUBLIC 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

I n s t a l  1  i n s u l a t i n g  hood f o r  
h o t  wa te r  h e a t e r :  

Respondent d o i n g  now 8 5 - 3 5 5 0 
F r iends  have done 1  3  + 2 1 .  1  0  

I n s t a l  1  dev i ce  which r e s t r i c t s  
h o t  wa te r  f l o w  on shower: 

Respondent d o i  ng now 7 17 +10 6 8 + 2 
F r iends  have done 5 9 + 4 3  6 + 3  

I n s t a l  1  an a u t o m a t i c  se t -back 
the rmos ta t :  

Respondent d o i n g  now 2  8 + 6 3 6 + 3  
F r iends  have done 3  10  + 7  ' 1  4 + 3 

Get gas range w i t h  e l e c t r o n i c  
p i l o t  1  i g h t :  . . 

Respondent d o i  ng now 1 4 + 3  1  "3 + 2 
F r iends  have done - 2  + 2  . 2  2 0 

I n s t a l l  a h e a t  pump: 
Respondent d o i n g  now 1 - - 1 1  " 0  - 9 
Fr iends  have done 1  2 + 1 1' 1  0  

SIGNI- 
F I  CANCE 

YES 
PI 0 

YES 
YES 

NO 
NO. 

I n s t a l l  s o l a r  h o t  water  h e a t e r :  
Respondent do ing  now 0 1  + 1  - 0 0  NO 

. F r i ends  have done - 5 - 4 - - 1  - 3 - 2 -  - 1 NO 

*percentages w i l l  t o t a l  more t h a n  100 pe rcen t  due t o  m u l t i p l e  ment ions.  

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 

-I 

Q u e s t i o n  Number 
Pre-Test  

Pos t -Tes t  

Den 
10, 10a, 1 0 f  
10, 10a, 1 0 f  

SLC 
10, 10a, 10f 
10, 10a, 1 0 f  



TABLE D-4 

ENERGY-CONSERVING PRODUCTS PURCHASED 
SINCE SEPTEMBER 1977 

(Percen t ) *  (Percent )*  
DENVER SALT LAKE CITY S I G N I -  

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE -- --- - 

Weathers t r ipp ing /cau l  k i n g  

C e i l i n g  i n s u l a t i o n  

Storm windows and doors 

A t t i c  vents  

Doubl e - g l a z i  ng i n s u l a t e d  
windows 

Set-back thermos ta t  

Exhaust fan 

R e f l e c t i v e  f i l m  

Pipe and water  hea te r  
i n s u l a t i o n  

Power a t t i c  ven t  

P i l o t  1  i g h t  convers ion 
k i t  

E l  e c t r o n i c a l  l y  1  i t  gas 
s tove  

None 

*Percentages w i l l  t o t a l  more than 100 percent  due t o  mu1 t i p l e  ment ions. 

SLC - 
11 

Ques t ion  Number ' Den 
Pre-Test 

Pos t-Tes t 
- 
11 



. - 
TABLE ~ 2 5 '  - 

WAS ENERGY CONSERVING 'PRODUCT 
A FIRST-TIME I T E i I . 0 R  A REPLACEMENT 

-:. ,  1 b ' , : . .  . , -  . - -  - -. ( P e r c e n t )  
- .  DENVER GENERAL PURLTC 

! ' . . .. WEATHERSTRIPPING/ CEIL ING 
TOTAL CAULKING 1NSULATIOB. 

F i r s t - t i m e  p u r c h a s e  39 56 21 

R e p l a c e m e n t  44 3 5 2 1 

Add  i ti o n  1 7  9 5 7 

No a n s w e r  - - 0 - 0 - 

1 t . - -  
P r e - T e s t  . , - - .+ - --- . . '  . .& 

I - -  C ,.- . . -  - - .-. 
81 '- 
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T A B L E  D - 6  

PURCHASE LNTENT 

( P e r c e n t )  
DENVER GENERAL P U B L I C  

WEATHERSTRIPPING/  C E I L I N G  
TOTAL CAULKING I N S U L A T I O N  

H a d  p r i o r  i n t e n t  t o  p u r c h a s e  91 9 7 88 

I m p u l s e  3 1 0 

~ o n ' t  k n o w  

N o  a n s w e r  

STORM 
WINDOWS/ 

DOORS 

-. * . 
- - 
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TABLE D-7 

REASONS FOR PURCHASING ENERGY-CONSERVING PRODUCT 

(Percen t ) *  
DENVER GENERAL PUBLIC 

To p r h v i d e  a more comfor tab le  
environment 

Needed t o  be r e p l a c e d  

I n  o r d e r  t o  save money 

I n  o r d e r  t o  conserve energy 

P r i c e ;  on s a l e  

Remodeling 

A l ready  i n  t h e  house 

Adv ice f rom P u b l i c  S e r v i c e  Co 

L i k e d  i t  

WEATHERSTRIPPING/ CEILING 
TOTAL CAULKING INSULATION 

Salesman/cont rac tor  recommendation 1 2 0 

Good inves tmen t  i n  home 

Easy i n s t a l  l a t i o n  

Heard/saw a d v e r t i s i n g  

Saw i n - s t o r e  d i s p l a y  

Conservat ion  sweepstakes 

M isce l l aneous  

D o n ' t  know 

No answer 

*Percentages w i l l  t o t a l  more than  100 p e r c e n t  due t o  mu1 t i p l e  ment ions 

Pre-Tes t 

STORM 
WINDOWS/ 

DOORS 
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TABLE .D- 8 

PRIOR INFORMATION ABOUT 
ENERGY-CONSERVING PRODUCT 

( P e r c e n t )  . 
DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL CAULKING INSULATION DOORS 

Had heard someth ing p r i o r  
t o  purchase 

Had n o t  hea rd  a n y t h i n g  p r i o r  
t o  purchase 

D o n ' t  know 

No answer 

P re -Tes t  
Pos t -Tes t 



TABLE D-9 

EXTENT OF PRIOR INFORMATION 
ABOUT ENERGY-CONSERVING PRODUCT 

(Percen t ) *  
DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL CAULK1 NG INSULATION DOORS 

That  p r o d u c t  does what i t '  s 
supposed t o  3 3 

Keeps home more comfo r tab l  e 20 

Tha t  i t  saves energy 13  9 14 13 

P roduc t  saves money 8 2 14 3 

Used i t  b e f o r e  8 12 2 16 

P roduc t  conserves gas/ 
e l e c t r i c i t y  4 2 7 10 

S p e c i f i c  qua1 i t i e s  o f  t h e  
p r o d u c t  

N o t h i n g  s p e c i t i c  3 5 2 0 

M i  s c e l  1 aneous 6 5 2 10 

Don ' t know 

No answer 5 5 - 5 - 7 

N =  196 114 56 50 

*Percentages w i l l  t o t a l  Illore t h a n  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  

-1 
Pre-Tes t 
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TABLE D-1 0 

WHERE WAS INFORMATION ABOUT 
ENERGY-CONSERVING PRODUCT SEEN 

( P e r c e n t ) *  
DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL f A l J l  K I N G -  - INSULATION - DOORS 

TV; r a d i o  29 2 5 50 2 6 

Newspaper; magazi ne 28 14 36 29 

F r i e n d s  ; r e 1  a t i  ves 20 26 10 2 6 

Spouse 8 12 0 13 

Pub1 i c  S e r v i c e  Company e n c l o s u r e  7 2 24 0 

Books 4 7 2 7 

C o n t r a c t o r ;  b u i  l d e r  3 4. 2 3 

Sa 1 esman 2 0 0 10 

M isce l l aneous  3 2 7 0 

D o n ' t  know 8 12 2 3 

No answer - 4 -- 7 5 - 3 -- 

N =  196 114 56 50 

*Percentages w i l l  t o t a l  more t h a n  100 p e r c e n t  due t o  mu1 t i p l e  ment ions.  
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TABLE D-1 1 

COST OF ENERGY CONSERVING PRODUCT 

. , (Percent )  
r DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL CAIILKI NG INSULATION DOORS 

. . Under $200 
$200-$299 - 

$300-$399 
$400- $499 

' $500-$599 
$600-$333 
$1,000-$1,999 
$2,000 and over 
Don ' t know 
No answer 

Median Amount: $1 54 

FI-;:] 
Pns t-Tes t 
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TABLE , D - 1 2  

P R E D I C T I O N  AS TO WHETHER EXTRA 
PRODUCT COSTS W I L L  B E  RECOUPED 

(Percen t )  
DENVER GENERAL P U B L I C  

STORM 
WEATHERSTRIPPING/ C E I L I N G  WINDOWS/ 

TOTAL CAULKING I N S U L A T I O N  DOORS 

W i l l  r ecoup  e x t r a  p r o d u c t  c o s t  7 2 79 7 5 6 5  

W i l l  n o t  recoup e x t r a  p roduc t  c o s t  . 1 6  1 3  1 4  2 8 

D o n ' t  know 1 0  7 9 4 

N o  answer . 2 2  2 ' 2 - - - 



TABLE D-13 

LENGTH OF TIME BEFORE EXTRA PRODUCT COSTS 
WILL BE RECOUPED 

(Percent )  
DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL CAULKING INSULATION DOORS 

Under 6 months 22 39 
6 - 12 months 7 9 
1 - 1 .49  years  15 18 
1 .5  - 1 . 9  years  0 0 
2 - 2.9 years  13 6 
3 - 3 . 9  years  2 1 
4 - 4.9 years  7 2 
5 years  o r  more 20 7 .  

Won't recoup c o s t s  1 1 
MS s c e l  1 drieous 3 5 
D o n ' t  know 11 10 
No answer 1 - 2 - 

N =  196 114 
Median t ime  : 1 . 4  y r s .  0.6 y r s .  

5 10 
5 3 
7 13 
n o 

2 1 17  
2 3 

14 . 3 
33 4 3 '  

0 0 
2 0 

10 7 
0 - 0 - 

56 50 
4 . 3  y r s ,  4.0 y r s  
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TABLE D-14 

STORE WHERE ENERGY-CONSERVING PRODUCT 
WAS PURCHASED 

(Percen t )  
DENVER GENERAL PUBLIC 

STORM 
WEATHERSTRIPPING/ CEILING WINDOWS/ 

TOTAL CAULKING INSULATION DOORS 

Hugh M. Woods 17 2 4 18 4 

Mon tgomery Ward 8 5 11 9 

P u b l i c  Se rv i ce  Company 6 0 2 9 0 

Sears Roebuck 6 4 4 11 

K-Mart 4 9 0 0 

J. C.  Penney 1 0 0 4 

Targe t  - 1 - 0 0 

Other hardware s t o r e  16 2 4 9 9 

Misce l laneous 34 2 2 29 5 7 

Don ' t  r e c a l l  9 11 4 9 

No answer - 0 - 0 - 0 - 0 

N =  196 114 5 6 50 

*Percentages w i l l  t o t a l  more than 100 percent  due t o  m u l t i p l e  n!entions. 

9 0 

1 
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TABLE D-15 I I 

Percentage o f  F r i ends  

0 - 10 .  
11 - 20 
21 - 30 
31 - 40 
41 -Fin . 
Over 50 

Don ' t Know 

Median percentage:  

PERCENTAGE OF FRIENDS 
WHO PRACTICE ENERGY CONSERVATION 

( P e r c e n t )  ( P e r c e n t )  
DENVER SALT LAKE CITY SIGN I - 

GENERAL PUBLIC GENERAL PUBLIC F I  CANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE 

Q u e s t i o n  Number 
Pre-Tes t 

Pos t -Tes t  

13 18  + 5 22 19 - 3 - 
4 3 - 1  5 3 - 2 - 

7 4 6 5 - 1  - 3 - 
1 2 + l  3 2 - 1 - 

2 0 ' 1 5  - 5  17 19 + 2 - 
34 38 + 4 35 37 + 2 - 
23 19 - 4  12 17 + 5 - 
------ - 

47.9 49.1 + 1 . 2  44.6 48.4 + 3 . 8  NO 

' N = 357 506 - 447 452 - 
I 

Den 
17 
17 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO r 

SLC 
17 

. 1 7  



TABLE D-16 

PERCENTAGE O F  FRIENDS 
WHO ENGAGE IN SPECIFIC 

E N E R G Y  -CONSERVING BEHAVIORS 

D E N V E R  POST-TEST 

TOTAL OPINION 
SAMPLE LEADERS 

Turn down thermosta t  t o  65O in  
co lde r  months 

Drive c a r  l e s s ;  use bus o r  carpool 34 4 1 

I n s t a l l  storm windows/doors 

I n s t a l l  wea thers t r ipp ing  

I n s t a l l  most e f f i c i e n t  i n su l a t i on  

I n s t a l  1 f l uo re scen t  1 i g h t  bulbs 
wherever pos s ib l e  

Buy energy-conserving appl iances 
and devices  

I n s t a l l  an automatic  l i g h t  t imer 11 

I n s t a l l  a chimney f l u e  damper 

I n s t a l l  i n s u l a t i n g  hood f o r  
ho t  water hea t e r  

I n s t a l l  dev ice  which r e s t r i c t s  
ho t  water flow on shower 

I n s t a l l  an automatic set-back thermostat  10 

Get gas range with e l e c t r o n i c  p i l o t  l i g h t  2 

I n s t a l l  a hea t  pump 2 

I n s t a l l  s o l a r  hot  water hea te r  



E .  CREDIBILITY OF INFORMATION SOURCES 

A number of organizations, institutions, individuals, and 
specific companies were rated according to their credibility in 
providing information an the energy situation. By far the two most 
credible information sources were perceived to be (1) a group of 
scientists and engineers and (2) the U.S. Department of Energy, 
referred to as the Energy Research and Development Administration in 
the pre-surveys (Table - 1 )  Ranking well behind those two 
information sources, but substantially ahead of other sources, would . 
be a group of university economists. Traditional media sources, such 
as local television stations, radio stations and local newspapers did 
not fare so well. However, in Denver at least, the local newspapers 
showed a slight gain in credibility over the eight-month period, 
whereas the broadcast media showed a slight decline in credibility. 
Elected officials, such as President Carter or the local 
Congressional representatives, experienced lower than average 
credibility ratings when it came to providing information about 
energy. 

In both Denver and Salt Lake City the most significant increase 
in credibility occurred with regard to the scientific community. For 
example, in the later Denver survey 55 percent of the Denver 
homeowners indicated they would believe such a group "a lot" and 
another 37 percent would assign them "snmrl" credibility. Those 
percentages were virtually identical in the second Salt Lake City 
survey. 

As Table E-2 indicates, the credibility of various organizations 
and individuals varied markedly when analyzed by demographic 
characteristics. So some of the most relevant patterns regarding 
information credibility among Denver homeowners are summarized below'. 



GROUP OF SCIENTISTS AND ENGINEERS 

Highest  C r e d i b i l i t y  Lowest C r e d i b i l i t y  

bpi n ion  lqaders 
Energy cons t i tuency  
Age 35 - 54 
High income 
Moderate educat ion 

Age 55 and o lde r  
Low educat ion 
Low income 

I t  should be .po in ted  out  . tha t  even among the  demographic sub- 
groups which assigned the  s c i e n t i f i c  community i t s  lowest c r e d i b i l i t y  
r a t i n g s ,  these average r a t i n g s  were h igher  than. t he  average r a t i n g s  
f o r  any o ther  i n fo rma t ion  source. 

DEPARTMENT OF ENERGY 

Highest  C r e d i b i l i t y  Lowest C r e d i b i l i t y  

9 4 
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Under age. 35 
Moderate income 
.Energy .const i tuency 
Opin ion leaders 

Age 55 and o lde r  
Low i ncome 
Low educat ion 

GROUP OF UNIVERSITY ECONOMISTS 

~ i g h e s t  C red ib i  1  i t y  Lowest C r e d i b i l i t y  

.Under age 35 
Energy cons t i tuency  
Moderate income 

Age 55 and o lde r  
Low i ncome 
Low educat ion 

LOCAL TELEVISION STATIONS 

Highest  ~ r e d i b i  1 itp Lowest C r e d i b i l i t y  

Under age 35 
Energy cons t i tuency  
Moderate income , 

Opinion leaders 

Age 55 and o lde r  
Low income 
Low educat ion 



ROCKY MOUNTAIN NEWS . 

Highest  C r e d i b i l i t y  

Energy cons t i tue.ncy 
Under age 35 
High educa t ion  
Op in ion  leaders 
Moderate income 

Lowest C r e d i b i l i t y  

Low educa t ion  
Age 55 and o l d e r  
High income 

DENVER POST 

Highest  C r e d i b i l i t y  .Lowest C r e d i b i l i t y  

Under age 35 
Energy cons t i t uency  
Moderate income 
High educa t ion  ' 

Op in ion  leaders 

Low educa t ion  
Age 55 and o l d e r  
Low income 

PRESIDENT CARTER 

Highes t  C r e d i b i l i t y  Lbwest ~ r e d i  b i  1  i ty . 

Energy c o n s t i t u e n c y -  ' ' H igh income 
Under age 35 Age 55 and o l d e r  
Moderate t o  low income High educa t ion  

FAVORITE RADIO STATION 

H ighes t  C r e d i b i l i t y  Lowest C r e d i b i l i t y  . 

Energy cons t i t uency  
Under age 35 
High educa t ion  
Op in ion  leaders  

Low educa t ion  
Age 55 and o l d e r  

PUBLIC S E R V I C E  COMPANY 

Highes t  C r e d i b i l i t y  

High educa t ion  
Moderate income 
Under age 35 

Lowest C r e d i b i l i t v  

Age 55 and o l d e r  
Low income 
Low educa t ion  



Consumer f a i t h  i n  t he  s c i e n t i f i c  community i s  understandable.  
That group i s  cons idered  t o  be t h e  most knowledgeable w i t h . r e g a r d  t o  
energy ma t te r s ,  i s  seen as hav ing  no con f  1  i c t  o f  i n t e r e s t ,  and i s  f e l t  
t o  b r i n g  cons ide rab le  o b j e c t i v i t y  t o  t h e i r  assessments (Tab le  E - 4 ) .  
Many o f  t h e  same reasons a l s o  app ly  t o  t he  h i gh  c r e d i b i l i t y  r a t i n g s  
g i ven  u n i v e r s i t y  economists. 

S c i e n t i s t s  and engineers were viewed as hav ing  t h e  c a p a b i l i t y  o f  
making t h e  o b j e c t i v e ,  knowledge-based assessments which a re  
u n a v a i l a b l e  t o  t h e  average consumer. The t y p i c a l  homeowner has v e r y  
l i t t l e  e x p e r i e n t i a l  da ta  f r om which t o  draw rega rd ing  t h e  energy 
s i t u a t i o n .  The r e l a t i v e  n o v e l t y  o f  many energy-conserving app l iances  
has n o t  p r o v i d e d  h im w i t h  an e v a l u a t i o n  system based on personal  use. 
Also, t h e r e  i s  genera l  con fus ion  rega rd ing  u t i l i t y  r a t e  s t r u c t u r e s  
and, as was r e p o r t e d  e a r l i e r ,  t h e  average, expected u t i l i t y  sav ings 
which c o u l d  r e s u l t  from t h e  use o f  energy-conserv ing p roduc ts  and 
p r a c t i c e  of energy-conserv ing behav io r  was seen as r e l a t i v e l y  minor .  
Confusion r e g a r d i n g  t h e  s t a t u s  o f  f u t u r e  energy supp l i es  has been 
compounded by  c o n t r a d i c t o r y  messages f rom t h e  medi a  and many expe r t  
sources. 

The l e a s t  c r e d i b l e  sources o f  i n f o rma t i on  were seen as those 
o r g a n i z a t i o n s  which s tand t o  make a  p r o f i t  f rom energy use o r  t h e  s a l e  
o f  s p e c i f i c  p roduc t s  (Tab le  E-5) .  * F o r  example, t h e  r e t a i l  e s t a b l i s h -  
ment and t h e  l o c a l  p u b l i c  u t i l i t i e s  were bo th  assigned v e r y  low 
c r e d i b i  1  i t y  r a t i n g s ,  p r i m a r i  l y  due t o  t h e i r  p r o f i t  o r i e n t a t i o n .  I n  
a d d i t i o n ,  a  s i z e a b l e  number o f  i n d i v i d u a l s  were o f  t he  o p i n i o n  t h a t  
t h e  p u b l i c  u t i l i t i e s  were o p e r a t i n g  w i t h i n  a  c o n f l i c t  o f  i n t e r e s t  w i t h  
r e g a r d  t o  energy use (Tab le  E-6). 

S c i e n t i s t s  and engineers,  as w e l l  as t h e  U.S. Department o f  
Energy, s u f f e r e d  i n  c r e d i b i l i t y  among t h e  o l d e r  i n d i v i d u a l s  and those  
w i t h  lower  educa t i ona l  l e v e l s .  However, t h e  c r e d i b i l i t y  r a t i n g s  were 
v e r y  h i g h  among o p i n i o n  leaders  and those  i n d i v i d u a l s  who e x h i b i t e d  an 
i n t e r e s t  i n  j o i n i n g  an energy conse rva t i on -o r i en ted  o rgan i za t i on .  I n  
a d d i t i o n ,  t h e  hard  sc ience  group found a  p a r t i c u l a r l y  r e c e p t i v e  
audience among middle-aged i n d i v i d u a l s ,  w h i l e  t h e  U.S. Department o f  
Energy had v e r y  h i g h  b e l i e v a b i l i t y  among people under 35, 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO b . ,  . 4 
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TABLE E - l  

CREDIBILITY OF ORGANIZATIONS AND INDIVIDUALS 
CONCERNING ENERGY INFORMATION 

(Percent ) 
DENVER GENERAL PUBLIC 

NnT AVERAGE 
A NOT AT CREDIBILITY 

LOT SOME MUCH ALL RAT1 NG* - -- 

A group of .  s c i e n t i s t s  and engineers 
Pre-Test 40 46 7 7 2.20 

Post-Test 55 37 6 2 2.46 
Change +15 -2 - 1 .- 5 - - +0.26 

U.S .  Department o f  Energy 
Pre-Test 38 47 16 6 

Post-Test 39 45 12 4 2,19 
Change + - 1 - - 2 - 4 - 2 - - += 

Pres iden t  Ca r t e r  
Pre-Test 26 57 12 5 2.04 

Post-Test , 22 51 15 12 1.84 
Change - 4 -.. 6  .- - + 3 t . 7  - - -0.20 

Local t e l e v i s i o n  s t a t i o n s  
Pre-Test 19 67 10 5 

Post-Test 18 59 16 6 1.91 
Change - 1 - '8 + 6 +_1 - - - -0.08 

A group o f  u n i v e r s i t y  'economists 
Pre-Test 27 49 15 9 

Post-Test 33 44 16 . 7  2.04 
Change +A -2 +A - 2 -. + 0.07 

.Pub1 i c  Serv ice  Company 
Pre-Test 27 45 18 10 

Post-Test 29 36 20 15 1.79 
Change + 2 - 9 +. +A - - -0.11 

F a v o r i t e  r a d i o  s t a t i on -  
Pre-Test 14 67 10 9 

Post-Test 15 54 21 6 1.82 
Change +A 3 -13 - - 3 -0.04 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER. COLORADO A 



TABLE E-1 (Cont inued)  

CREDIBILITY OF ORGANIZATIONS AND INDIVIDUALS 
CONCERNING ENERGY INFORMATION . . 

(Pe rcen t )  
DENVER GENERAL PUBL JC 

Denver Pos t  

Rocky Mountain News 

Pre-Tes t 
Pos t -Tes t  

Change 

Pre-Test  
Post -Test  

Change 

Your Congress iona l  r e p r e s e n t a t i v e  
Pre-Test  

Pos t -Tes t 
Change 

Sears, Roebuck & Co. 
Pre-Test  

Pos t - T e s t  
Change 

Mont.gnmery Ward 
Pre-Tes t 

Pos t-Test. 
Change 

A 
LOT SOME -- 

20 53 
16 59 

- 4 t.6 - -- 

12 64 
14 61 

+ 2  - 3  - - 

17 57 
18  49 

+ I  - 8  - - 

5 47 
8  47 

+ 3  0  - - 

5 47 
6  45 

+ l  - 2  - 

NOT 
NOT AT 
MUCH ALL - 

16 11 
15 8 

- 1  - 3  - - 

16 8 
15 7  

- 1  - 1  -- - 

17 10 
22 10 

+ 5 - 0 - 

31 - 1 8  
30 14 

- 1  - 4  - - 

30 18 
31 16 

+ 1  - 2  - - 

AVERAGE 
CREDIBILITY 

RATING* 

*Average c r e d i b i l i t y  r a t i n g s  were dc tc rm ined  b y  a s s i g n i n g  t h e  f o l l o w i n g  va lues  
t o  responses : 

3 = b e l i e v e s  t h e  source a  l o t  
2  = b e l i e v e s  t h e  source some 
1 = b e l i e v e s  t h e  source n o t  much 
0  = b e l i e v e s  t h e  source n o t  a t  a l l  

The re fo re ,  h i g h  average r a t i n g s  a r e  a s s o c i a t e d  w i t h  h i g h  c r e d i b i l i t y .  

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO t 

' Q u e s t i o n  Number 
Pre-Tes t 

Post -Test  

Den 
12, 19 

18 



TABLE E-1-A 

CREDIBILITY OF ORGAN1 ZATIONS AND INDIVIDUALS 
CONCERNING ENERGY INFORMATION 

( P e r c e n t )  
SALT LAKE CITY GENERAL PUBLIC 

NnT AVERAGE 
A NOT AT CREDIBILITY 

LOT SOME - -  RAT1 NG* 

A  group o f  s c i e n t i s t s  and eng inee rs  
Pre-Test  47 43 5 4  

Pos t -Tes t  56 37 5 2  2.47 
Change +> -3 - 0 -2 t 0 . 1 3  

U.S. Department o f  Energy 
P re -Tes t  

Pos t -Tes t 
Change 

P r e s i d e n t  C a r t e r  
Pre-Tes t 

Post -Test  
Change 

A  group o f  u n i v e r s i t y  economi'sts 
Pre-Test  

Pos t -Tes t  
Change 

Sears, Roebuck & Co. 
Pre-Tes t 

Pos t - T e s t  
Change 

Montgomery Ward 
Pre-Tes t 

Pos t -Tes t  
Change 

*Average c r e d i b i l i t y  r a t i n g s  were determined by a s s i g n i n g  t h e  f o l l o w i n g  va lues 
t o  res'ponses : ' . , 

3  = b e l i e v e s  t h e  source a  l o t  
2  = b e l i e v e s  t h e  source some 
1 = b e l i e v e s  t h e  source n o t  much 
0  = be1 ieves  t h e  source n o t  a t  a l l  --- 

There fo re ,  h i g h  average r a t i n g s  a r e  a s s o c i a t e d  w i t h  h i g h  c r e d i b i l i t y .  

P re -Tes t  12, 19 
Pos t -Tes t 

NATIONAL DEMOGRAPHICS LTD. 0 DENVEK, COLOKAUO 7" - 
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TABLE E-2 

AVERAGE CREDIBILITY RATINGS 
BY DEMO GRAPH^ C SEGMENTS 

DENVER POST - TEST 

Income: Low 2.34 2.04 1 .93 1.77 1.86 1.67 1.93 1 .84 '  1.67 
Med i urn 2.46 2.30 2.13 2.03 1.92 1.95 1.98 1.86 1.87 
H igh  2 . 5 0  2.16 2.04 1 . 8 8  1.83 1.88 1.73 1.80 1.76 

Age : Under 35 2.51 2.32 2.26 2 .08  1 .98  2.06 1.97 1.92 1'.87 
35- 54 2.52 2.21 2.04 1.89 1.87 1.84 1.80 1.81 1.81 
55 and o v e r  2.30 2.02 1 .79 1.75 1.71 1 .65 1.76 1.74 1.65 

Educat ion:  Under 12th  grade 2.33 2 .08 1.94 1.78 1.67 1.50 1.81 1.69 1.67 
H i g h  school  and 

some c o l l e g e  2.48 2.20 2.06 1.92 1.87 1.89 1.86 1.80 1.74 
Col 1 ege 2.47 2.21 2 - 0 4  1.93 1.93 1.94 1.79 1.91 1.96 . 

Op in ion  l e a d e r s  : 2.57 2.29 2.08 2.00 1.93 1.90 1.89 1 .88  1.82 

Energy cons ti tuency : 2.56 2.30 2.21 2.07 1 .99 2.02 1 .99 2.03 1.77 

T o t a l  : 2.46 2.19 2.04 1 .91 1.86 1.85 1.84 1.82 1.79 

/ 
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TABLE E-3 

INDIVIDUAL OR GROUP WITH HIGHEST 
CREDIBILITY REGARDING ENERGY INFORMATION 

A group o f  s c i e n t i s t s  & eng ineers  

(Pe rcen t ) *  ( P e r c e n t ) *  
DENVER SALT LAKE CITY 

GENERAL PUBLIC GENERAL PUBLIC 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

I The U.S. Department o f  Energy NA 25 NA NA 26 NA 

A group o f  economis ts  f r o m  
c o l l e g e s  & u n i v e r s i t i e s  NA 12 NA NA 10 NA 

Pub1 i c S e r v i c e  Company 

P r e s i d e n t  C a r t e r  

I Your Congress iona l  r e p r e s e n t a t i v e  N A 4 NA N A 5 NA 

I L o c a l  t e l e v i s i o n  s t a t i o n s  (such 
as Channel 2, 4, 7, o r  9) N A 4 NA N A 4 NA 

I Your f a v o r i t e  r a d i o  s t a t i o n  . N A 2 NA N A 2 NA. 

I The Denver P o s t  N A 1 NA N A NA ' 

Sears,,,. Roebuck. and. Company 

Montgomery Ward 

The Rocky Mounta in  News 

SIGNI- 
FICANCE 

Q u e s t i o n  Number 
P r e - T e s t  

P o s t - T e s t  

Den 
. -  

18a 

SLC 
- 

18a 



Q u e s t i o n  Number 
Pre-Tes t 

4 

TABLE E - 4  

REASON FOR BELIEVING INFORMATION 
FROM HIGH CREDIBILITY SOURCE 

( P e r c e n t ) *  
DENVER GENERAL PUBLIC 

V) V) 
C, V) C, 

't V) L a J V )  
aJ 

O h  U U  
.- a~ m.,- 

0) . L w u  01 
7 . L .- .r V) aJ C C C  2 5  
5 C, aJ 7 > aJ C, aJ5.r -  7 C 
C, D L .  L L  

3 a J o  a m  
.t- O1 0 0  

0 aJ W 
I- C3 n <A U * , f-1 V) W ": 

Group/ Ind i v idua l  i s  most know1 edgeahl e  6 1  76 66 10 7  8  61 
Group/Tndiv idual  i s  most o b j e c t i v e  9 6  0  8  17 10 
Group / Ind i v idua l  has no c o n f l i c t  of  

i n t e r e s t  11 4  0  0  18 2  3 
Group / Ind i v idua l  i s  mos t  h o i l e s t l h e s t  

r e p u t a t i o n  15 .9 I 8  31 6 Ei 
G r * o u p / I i ~ d i v i  dua l  g i v e s  good s e r v i c e ;  

has qua1 i ty/good p roduc ts  1  0  0  0  0  0  
G r o u p / I n d i v i d u a l  i s  o r i e n t e d  t o  

4 . 6  9 8 1  3 p r i n c i p l e  o f  c o n s e r v a t i o n  

Group / Ind i v idua l  g i v e s  he1 p f u l  a d v i c e  1  0  2  0  0  0 

Group / Ind i v idua l  t r y i n g  t o  do a  good j o b ;  
Group / Ind i v idua l  i s  h i g h e s t  

6  4  2  4  4 1  ' 0 '  a u t h o r i t y  a v a i l a b l e  
, G r o u p / I n d i v i d u a l  g i v e s  b o t h  s i d e s  o f  s t o r y  - 0  0  0  0 0 

D o n ' t  know which g r o u p / i n d i v i d u a l  t o  
be1 i e v e  i n  most - 0  0 0  0  0  

D o n ' t  be1 i e v e  any g r o u p l i n d i v i d u a l  1  i s t e d  1. 0  0  0  0  0  

No p a r t i c u l a r  reason f o r  be1 i e v i n g  
g r o u p / i n d i v i d u a l  1  0  2  0  1  0  

M isce l  1 anenus reason 5 2  9 8  1  5 
Q u e s t i o n  n o t  answered - 1  0  0  0  0  

- - - - - - 
N = 506 127 44 3 9 188 6  1  

"Percentages w i l l  t o t a l  more t h a n  100 pe rcen t  due t o  m u l t i p l e  ment ions.  

. . 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 

i ,  - 

. .I.. 

. . 



TABLE E-5 

INDIVIDUAL OR GROUP WITH LOWEST 
CREDIBILITY REGARDING ENERGY INFORMATION 

. ,  ( Percen t )  (Pe rcen t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

Montgomery Ward 

Sears, Roebuck and Company 

' 
P u b l i c  S e r v i c e  Company o f  Co lorado 

P r e s i d e n t  C a r t e r  

Your ~ o n ~ r e s s i o n a l  R e p r e s e n t a t i v e  ' 

Your F a v o r i t e  Radio S t a t i o n  

A group o f  economis ts  f r o m  
c o l l  eges and u n i v e r s i t i e s  

The Denver Pos t  

The Rocky Mounta in  News 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE -- -- 

NA 29 N A NA 39 NA N A 

NA 29 N A 

NA 16 NA. 

NA 11 N A 

L o c a l  t e l e v i s i o n  s t a t i o n s  (such 
as Channels 2,4,7 and 9 )  NA 5 N A NA'  6 NA N A 

The U.S. Department o f  Energy N A :  4 N A N A 6 NA N A 

A group o f  s c i e n t i s t s  & eng inee rs  - -  NA 1 - N A N A 1 NA - - -  N A - 

-.-- 
Q u e s t i o n  Number Den SLC 

Pre -Tes t  ' - - 
Pos t -Tes t  18c 18c-y 
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TABLE E-6 

REASON FOR NOT BELIEVING ItlFORMATION 
FROM LEAST CREDIBLE SOURCE 

( Percent)  * 
DENVER GENERAL.PUBLIC 

Group / Ind iv idua l  l e a s t  knowledgeable; group/ 
i n d i v i d u a l  i s  i m p r a c t i c a l  ( i n h e r e n t l y )  

Group / Ind iv idua l  i s  a  p r i v a t e  business t r y i n g  
t o  make a  p r o f i t  

Group / Ind iv idua l  i s  n o t  o b j e c t i v e  
Group / Ind iv idua l  has a  c o n f l i c t  o f  i n t e r e s t  
Group / Ind iv idua l  i s  n o t  b e l i e v a b l e  
Group / Ind iv idua l  g i ves  c o n t r a d i c t o r y  repor ts ,  
Group / Ind iv idua l  i s  n o t  competent 
Group / Ind iv idua l  i s  p o l i t i c a l l y  mot i va ted  
Group / Ind iv idua l  i s  n o t  i n t e r e s t e d  i n  energy 

conservat ion;  has poor a t t i t u d e  towards 
probl-em 

Respondent has nega t i ve  f e e l  i ngs  about 
g roup / i nd i v i dua l  

Group / Ind iv idua l  i s  a  s e n s a t i o n a l i s t  
Group / Ind iv idua l  i s  unpro fess iona l  
Respondent has no conf idence i n  group/ 

i n d i v i d u a l ' s  p roduc ts /se rv ices  
Don' t know which g roup / i nd i v i dua l  t o  be1 i e v e  

i n  l e a s t  o r  d o n ' t  be l i e ve  any groups/ 
i n d i v i d u a l s  on l i s t  

Respondent be1 i eves  i n  a1 1  g roups / i nd i v i dua l  s  
l i s t e d  

Don ' t  know why n o t  t o  b e l i e v e  i n f o rma t i on  f rom 
t h a t  g roup / i nd i v i dua l  

M i  sce l  laneous reasons 
Ques t ion  n o t  answered 

N = 

*Percentages w i l l  t o t a l  more than 100 percent  due t o  m u l t i p l e  mentions. 

l -Q iG3 - f i o7 -Km igF rg  
Pre-Test  

Pos t-Tes t 
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TABLE E-6 (Cont inued)  

REASON FOR NOT BELIEVING INFORMATION 
FROM LEAST CREDIBLE SOURCE 

( P e r c e n t )  * 
DENVER GENERAL PUBLIC 

Group / Ind i v ldua l  l e a s t  knowledgeable; 
Group / Ind i v idua l  i s  i m p r a c t i c a l  
( i n h e r e n t l y )  

Group / Ind i v idua l  i s  a  p r i v a t e  bus iness t r y i n g  
t o  make a  p r o f i t  

G r o u p / I n d i v i d u a l  i s  n o t  o b j e c t i v e  

G r o u p / I n d i v i d u a l  has a  c o n f l i c t  o f  i n t e r e s t  

G r o u p / I n d i v i d u a l  i s  n o t  b e l i e v a b l e  
G r o u p / I n d i v i d u a l  g i v e s  c o n t r a d i c t o r y  r e p o r t s  
G r o u p / I n d i v i d u a l  i s  n o t  competent 
Group / Ind i v idua l  p o l i t i c a l l y  m o t i v a t e d  
Group / Ind i v idua l  i s  n o t  i n t e r e s t e d  i n  evergy con- 

s e r v a t i o n ;  has poor  a t t i t u d e  toward probq em 
Respondent has n e g a t i v e  f e e l i n g s  about  Group/ 

I n d i v i d u a l  
G r o u p / I n d i v i d u a l  i s  a  s e n s a t i o n a l i s t  
G r o u p / I n d i v i d u a l  i s  u n p r o f e s s i o n a l  

Respondent has no con f i dence  i n  G r o u p / I n d i v i d u a l  ' s  
p r o d u c t s / s e r v i c e s  

D o n ' t  know which G r o u p / I n d i v i d u a l  t o  be1 i e v e  i n  
l e a s t  o r  d o n ' t  b e l i e v e  any G r o u p s / I n d i v i d u a l s  
on l i s t  

Respondent b e l i e v e s  i n  any G r o u p s / I n d i v i d u a l s  
c i t e d  

D o n ' t  know why n o t  t o  h p l i p v p  i n fn rma t , i nn  f rnm 
t h a t  G r o u p / I n d i v i d u a l  

M isce l l aneous  reasons 
Quest ion n o t  answered 

P r e s i d e n t  Col 1  ege 
C a r t e r  Economists -- 

*Percentages w i l l  t o t a l  more than  100 p e r c e n t  due t o  m u l t i p l e  ment ions 

y n ~  
Pre-Tes t 
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F .  EVALUATION OF SPECIF IC  ELEMENTS 

OF THE DENVER MARKETING PROGRAM 

1. - A w a r e n e s s  o f  C o m m e r c i a l s  a n d  A d v e r t i s e m e n t s  
W h i c h  P r o m o t e  E n e r g y  C o n s e r v a t i o n .  

I n  view o f  t h e  marke t ing  program which occur red  i n  Denver d u r i n g  
t h e  f a l l  o f  1977 and t h e  e a r l y  w i n t e r  o f  1978, t h e r e  was some 
expec ta t i on  t h a t  t h e  r e c a l l  o f  ads, d isp lays ,  and commercials 
s t r e s s i n g  energy conserva t ion  would be h i ghe r  i n  t h a t  l o c a t i o n  than  i n  
S a l t  Lake City. The r e s u l t s ,  a l though i n  t h e  expected d i r e c t i o n ,  were 
n o t  conc lus i ve  due t o  t h e  i n a b i l i t y  ( t h rough  l ack  o f  p r e - t e s t  
measures) t o  make a  v a l i d  t e s t  o f  s t a t i s t i c a l  s i g n i f i c a n c e  (Tab le  F-  
1 ) .  For  example, 91  percen t  o f  t h e  homeowners i n  Denver r e c a l l e d  
seeing such a d v e r t i s i n g ,  compared w i t h  a  f i g u r e  of 87 percen t  i n  S a l t  
Lake City, a  d i f f e r e n c e  o f  o n l y  four  percent .  However, r e c a l l  i n  
Denver was g rea te r  than  i n  S a l t  Lake City i n  t h r e e  media areas: 
newspapers ( a  12 percen t  d i f f e rence ) ,  s t o r e  d i s p l a y s  ( a  seven percen t  
d i f f e r e n c e )  and t e l e v i s i o n  ( a  s i x  percen t  d i f f e r e n c e ) .  

Un fo r t una te l y ,  a  methodo log ica l  o v e r s i g h t  prevented measurement 
o f  t he  s h i f t  i n  r e c a l l  between t h e  two c i t i e s  over  t h e  eight-month 
i n t e r v a l .  I n  t h e  f i r s t  survey e f f o r t ,  homeowners i n  bo th  l o c a t i o n s  
were n o t  asked about t h e i r  r e c a l l  of energy cons .e rva t ion-o r ien ted  
commercials and a d v e r t i s i n g .  It i s  poss ib le ,  then, t h a t  t h e  n e t  s h i f t  
i n  nenver wn111d have heen h igher .  I t  i s  e q u a l l y  l i k e l y ,  however, t h a t  
t h e  n e t  s h i f t  would have shown no d i f fe rence  between t h e  two c i t i e s .  

A l though i t .  i s  imposs ib le  t o  p o s i t  a  cause-and-ef fect  
r e l a t i o n s h i p ,  known purchasers of energy-conserving p roduc ts  had much 
h ighe r  r e c a l l  o f  energy-conserv ing a d v e r t i s i n g  which appeared on 
t e l e v i s i o n ,  on rad io ,  i n  r e t a i l  l o ca t i ons ,  and e s p e c i a l l y  i n  x 

newspapers. The impact o f  energy conse rva t i on  a d v e r t i s i n g  was 
min imal  among low-income groups, t h e  l e s s  educated and t h e  o l d e r  
i n d i v i d u a l s .  
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T e l e v i s i o n  commercials s t r e s s i n g  energy conse rva t i on  were most 
n o t i c e d  by o p i n i o n  leaders and younger i n d i v i d u a l s ,  whereas newspaper 
a d v e r t i s i n g  which s t r essed  energy conse rva t i on  was most n o t i c e d  by 
i n d i v i d u a l s  who were i n t e r e s t e d  i n  j o i n i n g  an energy-o r ien ted  
o r g a n i z a t i o n  and by people w i t h  h i ghe r  educa t ion  l e v e l s .  Radio 
commercials, as w e l l  as i n - s t o r e  d i sp lays ,  a l s o  appeared t o  be 
e f f e c t i v e  i n  r e a c h i n g  o p i n i o n  leaders .  

The commercial con ten t  most o f t e n  r e c a l l e d  had t o  do w i t h  
t i g h t e n i n g  u p . t h e  home by  adding i n s u l a t i o n ,  s torm windows and doors, 
wea the rs t r i pp ing ,  e t c .  (Tab le  F-2) .  Ads f e a t u r i n g  those  p roduc t  
areas were more o f t e n  n o t i c e d  i n  t h e  newspapers and i n - s t o r e  d i s p l a y s  
than  elsewhere. 

Another group o f  ads which exper ienced s i g n i f i c a n t  r e c a l l  had t o  
do w i t h  au tomat ic  set-back thermos ta ts  ' a n d  t h e  need t o  t u r n  t h e  
t he rmos ta t  down i n  t h e  evening. Such ads were l i k e l y  t o  have been 
heard on t h e  r a d i o  o r  n o t i c e d  w i t h i n  t h e  s to res .  A d v e r t i s i n g  i n  
b o o k l e t s  p u b l i s h e d  by t h e  l o c a l  u t i l i t i e s  were a l s o  mentioned w i t h  
some frequency. 

2 .  - R e c a l l  a n d  E v a l u a t i o n  o f  E n e r g y  C o n s e r v a t i o n  
T e l e v i s i o n  C o m m e r c i a l s .  

(.a) R e c a l l  and r e a c t i o n  t o  t h e  t e l e v i s i o n  commercial showing a 
$ 1 0 0 - b i l l  be ing  consumed by a p i l o t  l i g h t .  

S l i g h t l y  more than 40 percen t  o f  t h e  Denver homeowners, upon 
be ing  shown s t i l l  photos, r e c a l l e d  seeing t h e  commercial which showed 
a hand h o l d i n g  a $100 b i  11 which was be ing  consumed by t h e  f lame f rom 
a p i  l o t  l i g h t '  (Tab le  F-3).  That 40 pe rcen t  r e c a l l  i s  exce l  l e n t  when 
compared w i t h  t h e  30 percen t  commercial r e c a l l  expected a f t e r  one week 
o f  a i r i n g  a success fu l  t e l e v i s i o n  commercial. I n  t h e  p resen t  i ns tance  
r e c a l l  was o f t e n  measured two t o  f o u r  weeks a f t e r  t h e  commercials had 
appeared on Denver t e l e v i s i o n .  Among' a1 1 homeowners, 2 1  'pe rcen t  o f  
t h e  i n d i v i d u a l s  i n d i c a t e d  t h a t  t h e  major  theme o f  t h a t  p a r t i c u l a r  
commercial was t h a t  p i l o t  l i g h t s  waste b o t h  energy and money (Tab le  F- 
4 ) .  Another 16 percen t  d i r e c t l y  r e l a t e d  energy sav ings t o  do1 l a r s  and 
cen ts  savings, and o n l y  15 percen t  i n d i c a t e d  t h a t  t h e  commercial 
emphasized t h e  need t o  avo id  was t ing  money. 

Among those  i n d i v i d u a l s  who r e c a l l e d  seeing t h a t  commercial, t h e  
p o s i t i v e  r e a c t i o n s  outweighed t h e  nega t i ve  r e a c t i o n s  by a marg in  o f  44 
pe rcen t  t o  12 pe rcen t  (Tab le  F-5) .  - That commercial was p a r t i c u l a r l y  
appea l ing  t o  i n d i v i d u a l s  w i t h  lower educa t ion  l e v e l s ,  under t h e  age o f  
35, and i n  t h e  middle- income0category.  The most vocal  r e a c t i o n  
a g a i n s t  t h e  commercial came f rom people over  t h e  age o f  55. Adverse 
r e a c t i o n s  t o  t h e  commercial u s u a l l y  cen te red  around i t s  l a c k  of 
b e l i e v a b i l i t y  (Tab le  F-6).  
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" '' ( b )  - "Recal l  and' r e a c t i o n  t o  t h e  t e l e v i s i o n  -commerci a1 showing a  
man ho ld ing  a  candle i n  f r o n t  o f  d r a f t y  window. 

Th is  commercial was r e c a l l e d  by 47 percent  o f  a1 1  t h e  Denver 
homeowners, n e a r l y  two - th i rds  o f  whom were o f  t he  op in ion  t h a t  t h e  
major theme had t o  do w i t h  t h e  energy loss  due t o  the  windows . (Tables 
F-7 and F-8).  Another 36 percent  i n d i c a t e d  t h a t  t he  commercial 
po in ted  up t h e  need f o r  weathers t r ipp ing ,  storm windows, o r  
thermopanes. The commercial encountered e s p e c i a l l y  h igh  r e c a l l  among 
t h e  p r e v i o u s l y  i d e n t i f i e d  "energy conservat ion cons t i tuency"  (e. g., 
o p i n i o n  leaders, a f f l u e n t  i n d i v i d u a l s ,  and younger people) .  

Nea r l y  two - th i rds  o f  t he  i n d i v i d u a l s  whu no t i ced  t h e  commercial 
a l so  had a  p o s i t i v e  r e a c t i o n  t o  i t  and thus outweighed t h e  negat ive  
responses t o  t h a t  commercial by b e t t e r  than seven t o  one (Table F-9).  
The major p o s i t i v e  features o f  t he  commercial were i t s  b e l i e v a b i l i t y  
and i t s  a b i l i t y  t o  make t h e  viewer i d e n t i f y  w i t h  t h e  problem (Table F- 
10) .  

( c )  Reca l l  of and r e a c t i o n  t o  the  t e l e v i s i o n  com~nercial  show- 
' i n g  a  young g i r l  awakening i n  an over-heated room. 

Th is  commercial was r e c a l l e d  by 45 percent  o f  t h e  Denver 
homeowners, e s p e c i a l l y  by i n d i v i d u a l s  below t h e  age of 35 and i n  t h e  
middle-income bracket  (Table F-11) . By f a r  t he  g rea tes t  p r o p o r t i o n  o f  
i n d i v i d u a l s  were unable t o  r e c a l l  t h e  predominant theme o f  t h e  
commercial and i ns tead  remembered i n d i v i d u a l ,  s p e c i f i c  d e t a i  1s (Table 
F-12). However, 24 percent  o f  t h e  i n d i v i d u a l s  who saw t h e  commercial 
mentioned t h e  emphasis on t h e  automatic set-back thermostat  and i t s  
a b i l i t y  t o  r e g u l a t e  t h e  heat a t  n i g h t .  

Of t he  th ree  commercials tested,  t h i s  one rece ived t h e  g rea tes t  
negat ive  r e a c t i o n  (21  percent) ,  compared w i t h  56 percent  o f  t h e  
i n d i v i d u a l s  who saw t h e  commercial and had a  p o s i t i v e  r e a c t i o n  t o  i t  
(Table F-13). The commercial produced ambivalent r e a c t i o n s  f rom 
purchasers of energy conserv ing products.  Those i n d i v i d u a l s  had bo th  
t h e  g rea tes t  p o s i t i v e  and t h e  h ighes t  negat ive  r e a c t i o n s  t o  t h e  
commercial. Other negat ive  r e a c t i o n s  were expressed by o p i n i o n  
leaders, i n d i v i d u a l s  a t  h igh  educat iona l  l e v e l s  and those people who 
were i n t e r e s t e d  i n  j o i n i n g  energy organ iza t ions .  S a t i s f a c t i o n  w i t h '  
t h e  commercial, on t h e  o the r  hand, was expressed by low income 
i n d i v i d u a l s  and younger people. Negat ive reac t i ons  were o f t e n  based 
on t h e '  f a c t  t h a t  t h e  commercial was i n s u l t i n g  t o  t he  v iewer ' s  
i n t e l l i g e n c e  and t h a t  t he  p a r t i c i p a n t s  i n  t h e  commercial acted i n  l e s s  
than an i n t e l l i g e n t  manner (Table F-14). 

X 
# 
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In summary, the television commercial showing the man holding a 
candle in front of a drafty window was not only the most frequently 
recalled, but it also elicited the most favorable reactions (Table F- 
15). The commercial depicting a $100 bi 1 1  being consumed by a pilot- 
light had the lowest. recall figure, as well as the lowest positive 
response. The third commercial which showed a young girl awakening in 
an overheated room aroused the most frequent negative response. 

Recall of the Slogan "Products That Save Energy 
P a v  .For Themselves'' 

O f  the Denver homeowners who recalled seeing one of the three 
aforementioned television commercials, only one percent recalled the 
slogan "Products That Save Energy Pay for Themselves" which served as 
the visual tag-line on all of the commercials (Table F-16). 

In another question, respondents were asked to complete several 
commercial tag-lines, one of which read "Products That Save 
Energy ...". Again, only one percent of all individuals were able to 
correctly complete the slogan with the words "Pay for themselves" 
(Table F-18). However, another 29 percent submitted phrases which 
expressed the theme of' saving money or helping pay the costs of the 
product. That percentage was ten percent higher than the percentage 
obtained in Salt Lake City, where 19 percent rephrased the theme of 
the slogan. 

It is possible, ,then, that the slogan - which was devised to 
serve as a summary statement rather than as a stand-alone catch phrase 
- fulfilled ,its purpose. Also, in the absence .of a pre-test 
measurement in both citi,es, the higher slogan interpretation level in 
Denver may be meaningful, particularly in view of Salt Lake City's 
higher, initial level of cornrnitment to energy conservation in 
general. 
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Individuals were also asked to give their interpretation of the 
slogan and the most common themes had to do with the fact that 
products that use less energy save money or that an energy saving 
appliance will help the purchaser recoup the product's total cost 
(Table F-19). 
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R e c a l l  o f  I n - s t o r e  D i s p l a y s .  

One o u t  o f  f i v e  Denver homeowners r e c a l l e d  see ing  an i n - s t o r e  
d i s p l a y '  which s t r essed  energy conse rva t i on  (Tab le  F-20).  No 
p a r t i c u l a r  market segment e x h i b i t e d  any h i ghe r  r e c a l l  o f  such 
d i s p l a y s  than d i d  any o ther ,  and purchasers o f  any energy conserv ing  
p roduc ts  had o n l y  s l i g h t l y  h i ghe r  r e c a l l  than  d i d  non-purchasers.  I n  
no ins tance,  when t h e  respondent n o t i c e d  such a d i s p l a y  d i d  he ask 
s t o r e  personnel  t o  e x p l a i n  what i t  was about (Tab le  F-21). Also,  o n l y  
one percen t  o f  t h e  i n d i v i d u a l s  who n o t i c e d  i n - s t o r e  d i s p l a y s  a c t u a l l y  
purchased p roduc ts  (Tab le  F-22). React i ons  t o  those d i s p l a y s  were 
g e n e r a l l y  p o s i t i v e  (Tab le  F-24). 

5 .  - A t t e n d a n c e  a t  Home a n d  G a r d e n  Show. 

A home energy use s i m u l a t o r  was d i s p l a y e d  a t  t h e  Denver Home and 
Garden Show i n  February,  1978. S i x  pe rcen t  o f  t h e  Denver homeowners 
( w i t h  a  p robab le  range o f  f o u r  t o  e i g h t  pe rcen t )  r e p o r t e d  t h a t  t h e y  
had a t tended  t h e  show (Tab le  F-25). O f  t h a t  number s l i g h t l y  l e s s  than 
h a l f  r e c a l l e d  see ing  t h e  home energy use s i m u l a t o r  (Tab le  F-26) .  
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TABLE F-1 

NOTICE OF COMMERCIALS 
STRESSING ENERGY CONSERVATION 

( P e r c e n t ) *  ( P e r c e n t ) *  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 

Respondent has seen lheard 
commercials on t e l e v i s i o n  

Respondent has heard commerc i a1 s 
on r a d i o  

Respondent has seen ads i n  
newspaper 

Respondent has seen a d s l d i s p l  ays 
i n  s t o r e s  

Respondent doesn ' t know whether 
he l she  has seen lheard commer- 
c i a l  s l a d s  

Respondent has n o t  seen any 
commercials o r  ads 

M i  s c e l  laneous answer ( i . e. , 
respondent  has seen ads ,in 
magazines o r  f l y e r s )  

Q u e s t i o n  n o t  answered 

"Percentages w i l l  t o t a l  more than  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  

1 Q u e s t i o n  Number I Den SLC [ 

, 15. 
NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 

I Pre-Test  I - - 
Pos t -Tes t  1 19, 19a 1 19, 19a 
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TABLE F-2 

DESCRIPTION OF COMMERCIAL OR AD 

Ment ion , o f  ad w i t h  candle; ads on insu la t i .on,  wrapping 
h o t  water  p ipes ,  storm windows and doors, 
thermopane windows and doors, s i d i n g  and 
w e a t h e r s t r i  pp ing  

Ads on energy m i se r  o r  money sav ing  appl iances 
Ment ion o f  ads r ega rd i ng  automat ic  set-back 

thermostats ;  ads on thermostats ;  and ads on 
t u r n i n g  thermos ta t  down 

Pub l i c  Se rv i ce  Company ads/book lets  
T ips / ideas  on energy-conservat ion methods 
Messages f rom government on energy conserva t ion  
Ads on sav ing  h o t  w a t e r / i n s u l a t i o n  f o r  h o t  water 

hea te r  
Ads on wate r  conserva t ion  . 

Ads on sav ing  e l e c t r i c i t y l t u r n  o u t  unused l i g h t s  
Petroleum-company ads on energy conserva t ion  and gas 

conserva t ion  
Theme o f  be ing  robbed due t o  poor i n s u l a t i o n  
Ads on gas hogging automobi les 
Ads r ega rd i  ng pub1 i c  t r a n s p o r t a t i o n  
Ads regard ing  a l t e r n a t i v e  hea t ing  systems and cos t  
Ads on s o l a r  energy 
Ads r ega rd i ng  Denver as a  t e s t  c i t y  f o r  conserva t ion  

s tudy 
Ads about energy conserva t ion  sweepstakes 
Ment ion o f  bu rn ing  money; p i l o t  l i g h t  ad 
Ads on energy sqv ing  products  
Theme of energy a v a i l a b l e  f o r  t h e  nex t  genera t ion  
Ads on p o l l u t i o n  
Ment ion o f  s logan ( "Products  That  Save Energy.. . " 
Misce l laneous answer and d o n ' t  remember' 
Ques t ion  n o t  answered 

(Percen t ) *  
DENVER GENERAL PUBLIC 

NEWS- IN- 
TOTAL TV R A D I O  PAPER STORE 

-1 
Pre-Test 

1 "Percentages w i l l  t o t a l  more than 100 percent  due t o  m u l t i p l e  ment ions. 



TABLE F-3 

RECALL OF TV COMMERCIAL 
WITH $100 BILL BURNING 

( S t i l l  #1) 

( Pe rcen t )  
DENVER GENERAL PUBLIC 

Reca l l ed  see ing commercial 

D i d  n o t  r e c a l l  see ing~commerc ia l  

Don ' t  know 

Q u e s t i o n  n o t  answered 

PRE- POST- 
TEST TEST CHANGE - -. -- 

. . 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 



TABLE F-4 

RECALL OF CONTENT 
OF PILOT LIGHT COMMERCIAL 

( S t i l l  # I )  

(Percen t ) *  
DENVER GENERAL PUBLIC 

P RE - 
TEST 

POST- 
TEST CHANGE 

P i l o t  l i g h t s  waste energy and money 

Related energy sav ing t o  d o l l a r s  

Wasting money 

Wasting energy -- 

About p i l o t  l i g h t s  

About thermostats  

About sav ing energy, f i r e ,  gas, heat, e t c .  

Ad f o r  some type  o f  energy ( unspec i f i ed )  

Wasting money by n o t  having i n s u l a t i o n  

Done by P u b l i c  Se rv i ce  

How much. en'e,rgy cos t s  

Ment ion o f  DOE, ERDA o r  government 

NA 21 N A 

NA 16 N A 

NA 15 N A 

N A 9 N A 

N A 6 N A 

N A 4 N A 

N A 3 ' N A  

Reca l l  o f  s logan ( "Products  That  Save Energy. . . " N A 0 N A 

Respondent says he d i d n ' t  understand t he  p o i n t  o f  
t h e  commerc'i a 1 N A 2 N A 

Misce l laneous answer N A 1 N A 

Don ' t  r e c a l l  NA 19 N A 

Ques t ion  n o t  answered 

N = - 209 - 

*Percentages w i l l  t o t a l  more than 100 percen t  due t o  m u l t i p l e  ment ions. 

Pre-Test 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO 



TABLE F - 5  

REACTION TO THE 
PILOT LIGHT COMMERCIAL 

( S t i l l  #1) 

( Pe rcen t  ) 
DENVER GENERAL PUBLIC 

PRE- POST- 
'1.ES.I' TEST CHANGE --- 

P o s i t i v e  r e a c t i o n  

Nega t i ve  r e a c t i o n  

N e u t r a l  r e a c t i o n  

Don ' t r e c a l l  

Quest ion n o t  answered 

-, 

Pre-Test  
Pos t -Tes t 
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1 TABLE F-6 

REASONS FOR REACTION 
TO PILOT LIGHT COMMERCIAL 

( S t i l l  #1) 

Cornn~ircial  makes a  p o i n t ;  gets  the  message 
across;  r e a l  i s t i c ;  be1 ievab le ;  sens ib le ;  
t r u e ;  good commercial 

People do waste energy needless ly ;  i t ' s  a  
commodity t h a t  should be saved 

Do save moneyldo waste energy 

(Percent ) "  
DENVER GENERAL PUBLIC 

POSI- NEGA- NEU- 
TIVE TIVE - -- TRAL 

'I The p roduc t  adve r t i sed  i s  a  good idea 1 4 0 

;I Flame makes you t h i n k  o f  gas 1 0  0  

I Emotional r e a c t i o n  

S i t u a t i o n  doesn ' t  app ly  t o  respondent 1 0  4 

We waste money 13 4 3 I 
I Too rad i ca l / emo t i ona l  exp lana t ion  o f  energy c r i s i s  1 0  1 

Don ' t know enough about product ;  c o n f l  i c t i n g  r e p o r t s  
about  how much product  a c t u a l l y  saves 1 8 1 

S e l l i n g  a  product ;  propaganda 0 .  4 .1 

Doesn' t  a f f e c t  me; d i d n ' t  r e a c t  I 0  0  11 

Not b e l i e v a b l e  0  3 3 4 

I Doesn ' t  l i k e  t h e  p roduc t  0  4 1 

Doesn' t be1 i e v e  TV commercials 

Doesn ' t  pay a t t e n t i o n .  t o  TV commercials 

,+ , ::;-* ', , 
NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO A 



Humorous/funny commercial 

TABLE F-6 (Con t inued)  

REASONS FOR REACTION 
TO PILOT LIGHT COMMERCIAL 

( S t i l l  #1)  

( P e r c e n t ) *  
DENVER GENERAL PUBLIC 

POSI- NEGA- NEU- 
TIVE TIVE TRAL --- 

T i r e d  o f  h e a r i n g  about energy c r i s i s  

Don ' t know/don ' t r e c a l l  

M isce l l aneous  answers (can ' t .  do a n y t h i n g  about  
energy conse rva t i on ;  p o s i t i v e  r e a c t i o n  t o  a 
money saver ;  . n o t  enough f a c t s )  

Q u e s t i o n  n o t  answered - 1 -  0 -  3 

*Percentages w i l l  t o t a l  more than  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  

:- 
Pre-Test  

Pos t -Tes t 21 c 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO i, 



TABLE F-7 

RECALL OF COMMERCIAL : 
MAN HOLDING CANDLE BY WINDOW 

( S t i l l s  #2 & #3 )  

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

R e c a l l e d  see ing  commercial 

D id  n o t  r e c a l l  see ing  commercial 

Don ' t r e c a l l  

Q u e s t i o n  n o t  answered 

P re -Tes t  



TABLE F-8 

RECALL OF CONTENT OF "CANDLE" COi4MEKCIAL 
( S t i l l s  #2 & #3)  

(Percen t ) *  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE -- - - 

Energy l oss  through window NA 62 N A 

Weathers t r i p p i n g ,  s torm windows, I n s u l a t i o n  
o r  Thermopanes needed NA 36 N A 

M i s i n t e r p r e t a t i o n  o f  ad (coder ' s  judqment) 

Tiiet!ic o f  t h i e f  i n  ho1112/home being robbed 

Conserving energylenergy-conserving products  

Responder11 ~ o u l d n ' t  understand commcrcial 

Could save money by conse rv i ng / i nsu l a t i ng  

Money l oss  

Mention o f  DOE, ERDA o r  Government 

Recal l  o f  s logan ( "Products  t h a t  save.. .")  

Noth ing 

Misce l  1 aneous answer ( i  . e. , was ti ng) 

Don ' t r e c a l l  

Ques t ion  n o t  answered 

*Percentages w i l l  t o t a l  more than 100 percent  due t o  mu1 t i p l e  mentions. 

'1 23 Post-Test 

L 
1 NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 



TABLE F-9 

REACTION TO "CANDLE" COMMERCIAL 
( S t i l l s  #2 & #3) 

(Pe rcen t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

P o s i t i v e  r e a c t i o n  

Nega t i ve  r e a c t i o n  

N e u t r a l  r e a c t i o n  

Don ' t r e c a l l  

Quest ion n o t  answered 

Pre-Test  



TABLE F-10 

REASONS FOR REACTION 
TO "CANDLE" COMMERCIAL 

( S t i l l s  #2 & #3) 

( P e r c e n t ) "  
DENVER GENERAL PUBLIC 

POSI- NEGR- NEU- 
TIVE TIVE TRAL. 

Commercial makes a p o i n t ;  ge ts  t h e  message across;  
r e a l  i s t i c ;  be1 i e v a b l  e; s e n s i b l e ;  t r u e  

Do l o s e  h e a t  t h a t  way; s t r e s s e d  p o i n t  o f  energy 
l o s s  th rough  windows 

Respondent can i d e n t i f y  w i t h  prob lem 
Good commercial ;  l i k e d  i t ;  catches y o u r  a t t e n t i o n ;  

impress i ve  
Can save money by  conserv ing;  do waste money; 

ment ion o f  i n s u l a t i o n  i n  r e l a t i o n  t o  above) 
Respondent can ' t i d e n t i f y  w i t h  problem 
S h o u l d / w i l l / d i d  check i n t o  s to rm windows; (good 

idea t o  have them) 
Makes peop le  aware o f  need f o r  c o n s e r v a t i o n  
C l  e v e r / c u t e  commercial 
B iased promot ion f o r  p roduc t  
No impress ion;  no r e a c t i o n  
Unrea l  i s t i c ;  overdone; dumb 
Ment ions DOE, ERDA o r  government 
Reca l l  o f  s logan  ( "P roduc ts  Tha t  Save Energy.. . " 
Respondent d o e s n ' t  pay a t t e n t i o n  t o  commercials 
Humorous/funny commercial 
Doesn ' t be1 i e v e  c o n ~ n ~ e r c i a l s  i n  yerlerial 
D o n ' t  know 
M isce l l aneous  answers ( n o t  an e f f e c t i v e  ad; we use 

cand les  on t h e  farm)  
Q u e s t i o n  n o t  answered 

N =  156 2 2 45 

*Percentages w i l l  t o t a l  more t h a n  100 p e r c e n t  due t o  mu1 t i p 1  e.  ment ions.  

Pre-Tes t 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO A 



TABLE F-11 

RECALL, OF COMMERCIAL 
CHILD AWAKENED BY OVERHEATED ROOM 

( S t i l l s  #4 & #5)  

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

R e c a l l  ed s e e i n g  commercial 

D i d  n o t  r e c a l l  see ing  commercial 

Don ' t r e c a l l  

Q u e s t i o n  n o t  answered 

1 Ques,t ion Number 1 D:n 1 
Pre -Tes t  

Pos t -Tes t  23  



TABLE F-12 

RECALL CONTENT OF 
"OVERHEATED ROOM" COMMERCIAL 

( S t i l l s  #4 & #5)  

( P e r c e n t )  * 
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

D e t a i l s  o f  commercial NA 41 N A 

Men t ion  o f  au tomat i c  se t -back the rmos ta t ;  
t u r n i n g  hea t  back a t  n i g h t  NA 24 N A 

S p e c i f i c  ment ion o f  open ing window i n s t e a d  
o f  t u r n i n g  down the rmos ta t  NA 19 N A 

~ e n ? i o n  o f  theme o f  robbery  due t o  l o s s  o f  
hea t ;  t h e r m o s t a t  ( i n  g e n e r a l ) ;  hea t  
conse rva t i on ;  t h e r m o s t a t  s e t  t o o  h i g h  NA 13 N A 

M i s i n t e r p r e t a t i o n  o f  commercial ( c o d e r ' s  
judgment)  

Respondent says he/she c o u l d n ' t  unders tand 
t h e  p o i n t  of t h e  commercial N A 3  . NA 

Men t ion  o f  s a v i n g  o r  w a s t i n g  energy N A 3  N A 

Ment ion o f  money sav ings w i t h  au tomat i c  s e t -  
, back t h e r m o s t a t  N A 1  N A 

Men t ion  o f  f a u l  t y l o l d  the rmos ta t  ( w a s t i n g  h e a t )  N A 1  N A 

Respondent ment ions DOE, ERDA o r  government N A 0  N A 

R e c a l l  of  s logan, "Products  t h a t  sa've energy 
pay f o r  themselves" N A 0  N A 

M isce l l aneous  answer ( r i d i c u l o u s  commercial ; 
coi~in~er.-cl a1 made a  poi 'nt  ) N A 2 N A 

Rernenbers commercial ,  b u t  c a n ' t  r e c a l l  any 
d e t a i  1  s  NA 12 N A 

Q u e s t i o n  n o t  answered NA - 1 - N A 

V e r c e n t a g e s  l o t a l  r ~ ~ o r e  t h a n  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  

Pre-Test  

NATIONAL DEMOGRAPHICS L'IvD. 0 DENVER, COLORADO 



TABLE F-13 

REACTION' TO 
"OVERHEATED ROOM" COMMERCIAL 

( S t i l l s  #4 & #5) 

( P e r c e n t )  
DENVER GENERAL PUBLIC 

P o s i t i v e  r e a c t i o n  

N e g a t i v e  r e a c t i o n  

N e u t r a l  r e a c t ' i o n  

D o n ' t  r e c a l l  

No answer 

Pre-Test  

PRE- POST- 
TEST TEST CHANGE . - -- - 
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TABLE F-14 

REASONS FOR REACTION 
TO "OVERHEATED ROOM" COMFIERCIAL 

( S t i l l s  #4 & #5) 

(Percent )  * 
DENVER GENERAL PUBLIC 

POSI- NEGA- NEU- 
TIVE TIVE TRAL - - -  

Makes sense; something I can do; t r u e ;  makes you awarei  
go t  t h e  p o i n t  across;  b e l i e v a b l e  2 9 6 7 

We should keep hea t  down; cou ld  save energy/money t h a t  
way; shou ld  t u r n  therm down a t  n i g h t  2 0 4 3 

Can i d e n t i f y  w i t h  problem-could happen w i t h o u t  t h i n k i n g  13 0 3 

Good commercial ; e f f e c t i v e  ad 5 0 

Should be a b l e  t o  s e t  therm back y o u r s e l f ;  p roduc t  unnecessary 2 15 

Good product /shoul  d check i n t o  product  3 0 

Doesn ' t  app ly  t o  me; we t u r n  t h e  term down; we d o n ' t  have t h a t  
problem 2 2 

About savings/was t i n g  energy; energy, conserva t ion  and 
awareness 9 2 

Stupid/dumb. t o  open windows i ns tead  o f  check ing thermostat;  
s h o u l d n ' t  open windows t o  reduce hea t  11 2 6 

S e l l i n g  a p roduc t  0 2 

Commercial had no e f f e c t ;  no r e a c t i o n  t o  i t  - 0 

S tup i d  commercial /people n o t  t h a t  dumb; i n s u l t s  our  
i n t e l l  igence 1 30 

Doesn' t  l i k e / w o u l d n l t  buy p roduc t  1 0 

Don' t be1 i e v e  TV Commercials 0 2 

Don ' t  pay a t t e n t i o n  t o  commercials 3 2 

Humorous/funny commercial 0 2 

Don ' t know/don ' t r e c a l l  2 0 2 1 

ues ti on Number 
Pre-Tes t 

1 NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 
., .. . .. .;. ., 
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TABLE 'F-14 (Cont inued)  

REASONS FOR REACTION 
TO "OVERHEATED ROOM" COMMERCIAL 

M isce l l aneous  ( d o n ' t  1  i k e  w h i n i n g  c h i l d r e n ;  
I 1 i k e  t o  s l e e p  i n  a  coo l  room; even h e a t  more 
h e a l t h f u l ;  open window c o u l d  cause c h i l d  t o  g e t  
s i c k ;  " g e t  t o  t h e  p o i n t "  

Q u e s t i o n  n o t  answered 

( ~ e r c e n  t ) *  
DENVER GENERAL PUB& - 

POSI- NEGA- NEU- 
TIVE 'I'iVE -- TRAL - 

*Percentages w i l l  t o t a l  more than 100 pe rcen t  due t o  m u l t i p l e  ment ions 

Pre-'l'es t 
Post -Test  

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO I 
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TABLE F-15 

SUMMARY OF VIEWER REACTIONS 
TO THREE TELEVISION COMMERCIALS 

DENVER 95 PERCENT 
GENERAL PUBLIC CONFIDENCE 

COMMERCIAL POST-TEST INTERVAL* 

$100 B ILL  BEING CONSUMED BY PILOT LIGHT 

R e c a l l  ed see ing  41 36.7 - 45.3 

Had p o s i t i v e  r e a c t i o n  44 31.3 - 50.7 
Had n e g a t i v e  r e a c t i o n  12 7.6 - 16.4 
Had n e u t r a l  r e a c t i o n  34 27.6 - 40.4 

MAM HOLDING CANDLE I N  FRONT OF DRAFTY WINDOW 

R e c a l l  ed see ing  47 42.6 - 51.4 

Had p o s i t i v e  r e a c t i o n  65 58.9 - 71.1 
Had n e g a t i v e  r e a c t i o n  9 5.4 - 12.6 
Had n e u t r a l  r e a c t i o n  19 14.0 - 24.0 

YOUNG GIRL AWAKENING I N  AN OVERHEATED BEDROOM 

R e c a l l e d  see ing  4 5 40.7 - 49.3 

Had p o s i t i v e  r e a c t i o n  56 49.5 - 62.5 
Had r ~ e y a t i v e  r e a c t i o n  2 1 15.7 - 26.3 
Had n e u t r a l  r e a c t i o n  13 8.6 - 17.4 

*The p r o b a b i l i t y  i s  95 pe rcen t  t h a t  t h e  t r u e  p o p u l a t i o n  v a l u e  
l i e s  w i t h i n  t h e  s t a t e d  i n t e r v a l .  

I NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO b 



TABLE F-16 

RECALL OF SLOGAN: 
,"PRODUCTS THAT SAVE ENERGY PAY FOR THEMSELVES" 

(Percent )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

Recal led "Products.  That Save Energy Pay For Them- 
se l  ves" N A 1 N A 

Doesn' t  remember slogan ' 

Don ' t  know 

Other slogan/yes, t he re  was a slogan b u t  c a n ' t  
remerobrr. ,what i t was N A 13 N A 

Ques t i n n  n o t  answered* - N A - 26 N A - 

N = - 506 - 

* Ques t ion  was o n l y  asked o f  those respondents who r e c a l l e d  seeing a t  
1 eas t  one o f  t h e  t h ree  t e l  ev. is ion commercials. 

Pre-Tes t 

NATIONAL DEMOGRAPHICS LTD. DENVER, COLORADO = 



" I d e a "  

O the r  answer 

Don ' t  know . -  

Q u e s t i o n  n o t  answered: 

~~o~-rniGi~~GJ 
Post -Tes t  

TABLE F-17 

COMPLETION OF SLOGAN: 
"FORD HAS A BETTER " 

( P e r c e n t )  ( P e r c e n t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE ------ 



TABLE F-18 

COMPLETION OF SLOGAN: 
"PRODUCTS THAT SAVE ENERGY " 

(Pe rcen t )  (Pe rcen t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- . PRE- POST- 
'TEST TEST CHANGE TEST TEST CHANGE --- --- 

"Pay For  Themselves" 

He lp  pay t h e i r  cos ts ;  save  money 

Other  answer 

D o n ' t  know 

No answer 

NA 29 NA NA' 19 NA N A 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO A 

SLC 
- 

25b 

Q u e s t i o n  Nu~~ ibe r  
P re -Tes t  

Pos t -Tes t  

Den - 
25b 



TABLE F-19 

INTERPRETATION OF SLOGAN : 
"PRODUCTS THAT SAVE ENERGY PAY FOR THEMSELVES!' 

. 
)Percen t ) *  

DENVER GENERAL - PUBLIC - 

PRE- POST- 
TEST TEST CHANGE -- - 

Products t h a t  use l e s s  energy save money; save money NA 29 N A 

Wi th  an energy-sav ing app l iance  you recoup t h e  p roduc t ' s  
t o t a l  c o s t  ( i t  cos t s  more t o  begin w i t h )  NA 23 N A 

Saves you money,by lower ing  you r  f u e l  b i l l  NA 12 ' N A  

Wi th  an energy-saving appl iance you recoup t he  p roduc t ' s  
e x t r a  c o s t  NA 10 N A 

Saves energy; conserves energy; wor th  buy ing N A 9  N A 

Respondent repeated s logan N A 7 N A 

Cou ldn ' t  be t r u e  N A 2  

S e l l i n g  a p roduc t  N A 2 

IS t r u e  N A 2 

Phi losophy:  most impo r t an t  t h i n g  i s  sav ing energy f o r  
t h e  f u t u r e  N A 1  

B e t t e r  product ;  doesn ' t  wear o u t  as f a s t  N A 1  

I t ' s  good t o  have an energy-saving p roduc t  

Misce l laneous answer (energy consunlption [ on l y ]  ; i t ' s  
a  senseless phrase; any th ing  t h a t  l a s t s  a  long  
t ime  w i l l  pay f o r  i t s e l f ;  energy conserva t ion  i s  
be ing  used as a market ing method) N A 4 

, 
Don ' t know N A 4 

Question n o t  answered 

*Percentages w i l l  t o t a l  more than 100 percent  due t o  mu1 t i p l e  mentions. 
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TABLE F-20 

RECALL OF IN-STOKE DISPLAYS 

Reca l l ed  see ing  d i s p l a y s  

D i d  n o t  recal .1 see ing  d i s p l a y s  

Don ' t r e c a l l  

Q u e s t i o n  n o t  answered 

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 
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TABLE F-21 

RESPONDENT ASKED STORE PERSONNEL 
ABOUT DISPLAYS 

Respondent asked what d i s p l a y s  meant 

Respondent d i d  n o t  ask  what d i s p l a y s  meant 

D o n ' t  know 

Q u e s t i o n  n o t  answered 

Pre-Tes t 

(Percen t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 



TABLE F.-22 

PURCHASE OF PRODUCT 
AFTER HAVING NOTICED 

IN-STORE .DISPLAY 

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PREY POST- * 

TEST TEST CHANGE --- 

Di'd buy p roduc ts  

D id  n o t  buy 

D o n ' t  know 

.Ques t i on  n o t  answered N A N A '  0 - - - 

N =  - 102 - 
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TABLE F-23 

STORE I N  WHICH PRODUCT DISPLAY WAS NOTICED 

Sears, Roebuck & Co. 

Montgomery Wards 

J.C. Penney 's  

T a r g e t  

K-Mart 

Hugh M. Woods 

M isce l l aneous  answer; o t h e r  s t o r e ;  g i v e s  l o c a t i o n  o n l y  

D o n ' t  remember 

Q u e s t i o n  n o t  answered 

(Percen t ) *  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST -- CHANGE 

N A 

N A 

N A 

N A 

N A 

N A 

N A 

- NA 

N A 

*Percentages w i l l  t o t a l  more t h a n  100 pe rcen t  due t o  m u l t i p l e  ment ions.  

-1 
Pos t -Tes t 



TABLE F-24 

. REACTION TO IN-STOKE DISPLAYS 

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

P o s i t i v e  r e a c t i o n  

N e u t r a l  r e a c t i o n  

Nega t i ve  r e a c t i o n  

D O ~ I  ' t  know 

Q u e s t i o n  n o t  answered 

I n 1  
Pre-Test  
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TABLE F-25 

ATTENDANCE AT,HOME AND GARDEN SHOW 

( Percent ) 
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

Did a t t e n d  Home and Garden Show 

D id  no t  a t t e n d  Home and Garden Show 

Don ' t  know 

Ques t ion  n o t  answered/show n o t  open y e t  

Pre-Tes t 
Post-Test 



TABLE F-26 

NOTICE OF "ENERGY MACHINE" 
AT HOME AND GARDEN SHOW 

( P e r c e n t )  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE - - -- 

N o t i c e d  "Energy Machine" 

D i d  n o t  n o t i c e  "Energy Machine" 

D o n ' t  know 

Q u e s t i o n  n o t  answered 

Pre-Test  
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TABLE F-27 

REACTION TO "ENERGY MACHINE" 

(Percent )*  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

Great; 1 i k e d  i t ;  good f o r  awareness NA 47 N A 

D i d n ' t  examine i t ;  d i d n ' t  have t ime 
t o  examine i t ;  c o u l d n ' t  ge t  near 
i t  NA 33 N A 

Thought i t  would do more than i t  d i d  NA 13 N A 

. M i  sce l  laneous answer (wasn ' t impressed; 
dev ice  j u s t  f o r  t h e  r i c h )  - NA 13 N A -- 

N =  - 15 - 

*Percentages w i l l  t o t a l  more than 100 percen t  due t o  m u l t i p l e  ment ions. 

u e s t i  on Number 



G .  E V A L U A T I O N  OF THE E N E R G Y  S W E E P S T A K E S  PROGRAM 

1. - R e c a l l  o f  ~ k w s p a ~ e r  S w e e p s t a k e s  ~ d v 6 r t . i  s i m e n t  . - 
I n  November 1977, t h e  Sta te  Energy O f f i c e  i n  Colorado~sponsored 

an energy-conservat ion sweepstakes, which rewarded t h e  winners by 
i n s t a l l i n g  energy-conserving products i n d h e i r  homes f ree  o f  charge. 
The newspaper ad which promoted t h e  Energy Sweepstakes was shown t o  
t h e  survey respondents i n  Denver and was r e c a l l e d  by 13 percent  o f  
those i n d i v i d u a l s  (Table G-1). The h ighes t  r e c a l l  o f  t h a t  newspaper 
ad occurred among bo th  op in ion  leaders and low-income i n d i v i d u a l s ,  
w h i l e  t he  lowest r a t e  of r e c a l l  took p lace  among t h e  most h i g h l y  
educated and those i n d i v i d u a l s  under . the  age .of 35. O f  t he  people who 
r e c a l l e d  seeing t h e  ad, e i g h t  percent .  i n d i c a t e d  t h a t  they  had entered 
t h e  contes t  (Table 6-2). That f i g u r e  was cons i s ten t  w i t h  t h e  number 
o f  e n t r i e s  a c t u a l l y  received,  12,400: W i th in  t h e  sample frame o f  
197,000 owner-occupied ,househoJds i n  t h e  survey area, between 11,000 
and 20,500 e n t r i e s  would be expected. F a i l u r e  t o  en te r  t h e  contes t  t 

was due , p r i m a r i l y  t o  a  lack o f  i n t e r e s t  i n  such a c t i v i t i e s  (36 
percent)  and 11: percent.  s t a t e d  t h a t  t hey  were susp ic ious  o f  t he  
o v e r a l l  i n t e n t  o f  the  content .  , 

2. - ~ e s u l t s :  o f  s u r v e y  o f  ~ n e r &  S w e e p s t a k e s  E n t r a n t s .  

Immediately f o l l o w i n g  . t h e  c lose  o f  e n t r i e s  t o  t h e  Energy 
Sweepstakes telephone i n te rv iews  were conducted w i t h  282 randomly 
se lec ted  en t ran ts .  The major f i nd ings  o f  t h a t  survey were as fo l lows:  

Fo r t y - th ree  percent  o f  a l l  en t ran ts  n o t i c e d  the  sweepstakes 
i n  e i t h e r  one of t he  two d a i l y  newspapers and 39 percent  
no t i ced  i t . i n  a  r e t a i l  s to re .  F i f t e e n  percent  n o t i c e d  t h e  
sweepstakes i n  e i t h e r  a  suburb-an o r  unspeci f ied newspaper. 
(Table 6-5).  , 

Near ly  h a l f  o f  t he  en t ran ts  who f i r s t  n o t i c e d  t h e  
sweepstakes i n  t h e  newspaper v i s i t e d  a  p a r t i c i p a t i n g  s t o r e  
i n  o rder  t o  submit t h e i r  e n t r i e s . ( T a b l e  6-7).  

. . . ':. 
F i f t e e n  percent  o f  . t he  en t ran ts  discussed energy-saving 
products w i t h  a  sa les c l e r k  and an i d e n t i c a l  percentage 
ac tua l  l y  purchased such products whi l e  t h e r e  (Tables G-9 
and G-10). However, t h e  two groups were no t  t h e  same, s i nce  
57 percent  o f  t h e  purchasers never discussed t h e  products 
w i t h  a  c l e r k  p r i o r  t o  purchase. 
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The major  energy-conserving products purchased were 
i n s u l a t i o n ,  weathers t r ipp ing ,  and. storm windows or  doors 
(Tab le  6-11).  

R e t a i l  c l e r k s  were no t  a c t i v e  i n  c a l l i n g  a t t e n t i o n  t o  t h e  
sweepstakes.mat'eria1 fea tu red  i n - s t o r e  (Table 6-12). I n  
most instances,  t h e  d i s p l a y  m a t e r i a l s  caught t h e  e n t r a n t ' s  
a t t e n t i o n .  

Awareness o f  t e l e v i s i o n  and newspaper a d v e r t i s i n g  
( p a r t i c u l a r l y  t h e  l a t t e r  medium) was e s p e c i a l l y  h igh  among 
e n t r a n t s  who purchased energy-conserving products (Table G- 
15 ) .  

En t ran ts  were f a r  and away most i n t e r e s t e d  i n  winning 
e i t h e r  i n s u l a t i o n  o r  storm windows and doors (Table 6-18). 
The median amount o f  t he  products which were most covered 
was $1,180, an amount which..a m a j o r i t y  o f  e n t r a n t s .  were 
unable t o  a f f o r d  (Tab le~.~ .G-19.  and.,G-20). 

Sweepstakes e n t r a n t s  were more aware o f  t h e  p o t e n t i a l  
sav ings i n  u t i l i t i e s  cos ts  which cou ld  be:real ized through 
energy conserva t ion  (an average of 18.3 percent )  than was 
t h e  t y p i c a l  Denver homeowner (an average o f  9.0 percent )  
i n te rv iewed  i n  t h e  p o s t - t e s t  survey two months l a t e r  (Table 
6-21).  Much o f  t h e  perceived savings cou ld  be a t t a i n e d  
through t h e  purchase o f  new products r a t h e r  than through 
increased energy-conserving behavior (Tab le  6-22). 

More. than th ree - fou r ths  o f  t h e  sweepstakes entr 'ants were 
convinced o f  the  l i k e l i h o o d  o f  a n a t i o n a l  energy shortage 
w i t h i n  t h e  coming decade. (Table 6-23. ) , Among sweepstakes 
e n t r a n t s  t h e  r e c o g n i t i o n  o f  a  l i k e l y  energy c r i s i s  was key 
t o  t h e  purchase o f  energy-conserving products.  For 
example, those i n d i v i d u a l s  who bought energy-conserving 
products - o r  discussed them w i t h  a sa les c l e r k  - were more 
convinced o f  t h e  l ' i k e l i h o o d  o f  an energy shortage than 
e n t r a n t s  who were non-purchasers.. The g rea tes t  concern 
over  a p o s s i b l e  energy c r i s i s  was expressed by younger 
people and a l s o  by c o l l e g e  graduates. 

Sweepstakes e n t r a n t s  were s l i g h t l y  more a t tuned t o  bo th  t he  
energy cos t  of ownership concept and energy conserva t ion  i n  
genera l  (Tables 6-24, 6-25, and 6-31). 
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, e  The Energy Sweepstakes appeared to attract not only 
supporters of energy conservation, but also individuals 
with a predilection towards contests and sweepstakes. 
Whereas 47 percent of the entrants reported entering 
contests either "frequently" or "occasionally", only 26 
percent of the general public placed themselves in those 
two categories of behavior (Table 6-26). 

Compared with Denver homeowners in general, the sweepstakes 
entrants were: 

better educated 
younger . slightly more affluent and 
contained a higher percentage of men (~ables 6-28, G- 

o 29, 6-30 and 6-32). 
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TABLE G-1 

RECALL OF SWEEPSTAKES AD I N  NEWSPAPER 

(Percen t )  
DENVER GENERAL PUBLIC 

Reca l l  ed sweepstakes ad 

D id  n o t  r e c a l l  sweepstakes ad 

D o n ' t  know 

Ques t ion  n o t  answered 

POST- 95 PERCENT 
TEST CONFIDENCE INTERVAL 

Pre -Tes t  
Pos t -Tes t  



TABLE G-2 , 

ENTRY I N  ENERGY CONSERVATION SWEEPSTAKES 
: . . 1 .  

< 

(Pe rcen t )  
DENVER GENERAL PUBLIC 

POST- 95 PERCENT 
TEST CONFIDENCE INTERVAL 

En te red  c o n t e s t *  

D id  n o t  e n t e r  c o n t e s t  

D o n ' t  know . 

Q u e s t i o n  n o t  answered 

*One pe rcen t  o f  a l l  respondents i n t e r v i e w e d  r e p o r t e d  e n t e r i n g  t h e  c o n t e s t .  

Pre-Test  
Pos t -Tes t  
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TABLE 6-3 

REASONS FOR NOT ENTERING 
ENERGY CONSERVATION SWEEPSTAKES 

(Percent ) "  
DENVER GENERAL PUBLIC 

PRE- POST- 
TEST TEST CHANGE --- 

D o n ' t  e n t e r  con tes t s / t oo  busy lnever  gave 
i t  a though t  NA 36 N A 

Suspic ious o f  i n t e n t  of  con tes t l don '  t 
be1 i e v e  i n  them NA 11 N A 

Missed dead l ine  f o r  depos i t i ng  coupon NA 10 N A 

Forgo t  about  con tes t  N A 8 N A 

Saw l i t t l e  chance of w inn ing  N A 5 N A 

Wasn't  convenient  t o  drop coupon of f  i n  
s t o r e  N A 2 N A 

Misce l laneous Answer (wasn' t c l e a r ,  d i d n ' t  
know i t  was a con tes t ,  no i n t e r e s t ,  
p a i d  no a t t e n t i o n ,  o u t  of s t a t e  a t  
t he  t ime,  t o o  much l i t t l e  p r i n t )  N A 7 N A 

D o n ' t  know NA 15 N A 

Ques t i on  n o t  answered N A - - - N A - 
N = - 62 - 

*Percentages w i l l  t o t a l  more than 100 percen t  due t o  m u l t i p l e  mentions. 

- NATIONAL DRMOGRAPHICS LTU. UENVEK, COLORADO A 



TABLE G-5 

TYPE OF ENTRY 

Percen t  

1.n-s t o r e  coupon 
Newspaper coupon 
F a c s i m i l e  
Other  coupon 

WHERE SWEEPSTAKES WAS NOTICED ( Q .  1 )  -.-- 

I n - s t o r e  
Rocky Mountain News 
Denver Pos t  
Suburban newspaper 
Newspaper ( u n s p e c i f i e d )  
P u b l i c  S e r v i c e  Co. e n c l o s u r e  
T o l d  by someone e l s e  
Other  
Energy F a i r  
Radio 
TV news 
Doesn ' t  r e c a l l .  

Pe rcen t  * 

TABLE G-6 STORE I N  WHICH SWEEPSTAKES WAS NOTICED (Q.  1) 
(MAJOR STORES ONLY) 

. . 

Hugh M. Woods 
Sears, Roebuck 
Montgomery Wards 
T a r q e t  
K-Mart 

Pe rcen t  

*Percentages t o t a l  t o  more t h a n  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  
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TABLE G-7 

TABLE G-8 

TABLE G-9 

TABLE G-10 

HOW ENTRY WAS SUBMITTED ( Q .  2 )  

Pe rcen t  

N o t i c e d  i n  newspaper, e n t e r e d  i n - s t o r e  49 
N o t i c e d  i n  newspaper, m a i l e d  i n  4 
N o t i c e d  i n - s t o r e ,  en te red  i n - s t o r e  3 9. 
N o t i c e d  i n  o t h e r  medium 8 - 

N = 100 
STORE I N  WHICH ENTRY WAS SUBMITTED (Q .  3 )  

T o t a l  
Pe rcen t  

Sears, Roebuck 
Montgomery Wards 
K-Mart 
Hugh M. Woods 
T a r g e t  
Other  s t o r e s  

DID RESPONDENT TALK TO ANYONE IN-STORE ABOUT 
ENERGY-CONSERVING PRODUCTS ( Q .  4 & 8 )  

T o t a l  
Pe rcen t  

D i d  t a l  k t o  someone 15 
( f r o m  newspaper n o t i c e )  ( 7 )  
( f r o m  i n - s t o r e  n o t i c e )  

D i d  n o t  t a l k  t o  someone 85 
( 8 )  
- 

PURCHASE OF ENERGY-CONSERVING PRODUCTS 
WHILE IN-STORE (Q.  5 & 9 )  

T o t a l  
Pe rcen t  

D i d  purchase p roduc ts  15 
( f r o m  newspaper n o t i c e )  ( 7 )  
( f r o m  i n - s t o r e  n o t i c e )  (8 )  

D i d  n o t  purchase p roduc ts  - 85 - 
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TABLE G-11 ENERGY -CONSERVING PRODUCTS PURCHASED ( Q .  5a & 9a) 

T o t a l  
Pe rcen t  

I n s u l a t i o n  
W e a t h e r s t r i  pp ing  ' 
Storm windows/doors 
H u m i d i f i e r  
Ho t  wa te r  r e s t r i z t e r  on showerhead 
Energy-sav ing p r o d u c t  f o r  f i r e p l a c e  
Energy-sav ing p r o d u c t  f o r  f u r n a c e  
I n s u l a t i o n  f o r  h o t  wa te r  h e a t e r  
S i d i n g  
O the r  p roduc ts  

TABLE G-12 HOW SWEEPSTAKES WAS NOTICED IN-STORE ( Q .  6-) 

PERCENT WHO 
FIRST NOTICED 

T o t a l  SWEEPSTAKES 
Percen t  I N-STORE 

D i s p l a y  caught  responden t ' s  eye 33 
C l e r k  c a l l e d  a t t e n t i o n  t o  i t  3 
Other  3 
No answer clo 

WAS RESPONDENT ACTUALLY SHOPPING THERE 
OR PASSING THROUGH ( Q .  7 )  

T o t a l  
Pe rcen t  

A c t i v e l y  shopping t h e r e  2  5 
Passing th rough  9  
D o n ' t  r e c a l l  1 
Other  3 
No answer 61 - 
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TABLE G-14 .AWARENESS OF OTHER ADVERTISING ABOUT ENERGY- 
CONSERVATION- PROGRAM ( Q .  10)  

Were aware 
Were n o t  aware 
D o n ' t  r e c a l l  
No answer 

T o t a l  
Pe rcen t  

TABLE G-15 MEDIUM IN WH'ICH ADVERTISING WAS NOTICED ( Q .  10a) 

PERCENT OF 
T o t a l  THOSE WHO 

Percen t  * NOTICED* 

Newspaper 
T e l e v i s i o n  
P u b l i c  S e r v i c e  Co. 

Enc losu re  
Radio ' 

I n - s t o r e  
L i t e r a t u r e  a t  work 
Pos te rs ;  d i s p l a y s  
Other  
D o n ' t  r e c a l l  
No answer 

TABLE 6-16 RECALL OF ADVERTISING CONTENT (Q.  l o b )  

Ment ioned-mechanics  o f  sweepstakes e n t r i e s  
Ment ioned subs , tan t i ve  sweepstakes c o n t e n t  
S t r e s s e d  conse rva t i on /ene rgy  sav ings  
Ment ioned need f o r  i n s u l a t i o n  
Ment ioned c o l o r  
C a n ' t ' r e c a l l  
No answer 

T o t a l  
Percent*  

PERCENT OF 
THOSE WHO 

NOT1 CED 
ADVERTISING* 

26 
16 
17 
14 

6 
3 0 
8 - 

*Percentages t o t a l  t o  more t h a n  100 p e r c e n t  due t o  m u l t i p l e  ment ions.  
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TABLE G-18 

# 

TABLE G-17 CORRECT COMPLETION OF ADVERTISING SLOGANS ( Q .  11)  

T o t a l  
C o r r e c t  Comple t ion  Percen t  

"Ford  has a b e t t e r  i d e a "  62 

"Products  you need - f o r  t h e  
l i f e  you l e a d "  4 0 

"Products  t h a t  save energy pay 
f o r  themselves" - 3 

N = 282 

PRODUCTS MOST INTERESTED IN I F  SWEEPSTAKES 
HAD BEEN WON ( Q .  12 )  

T n t a l  
Pe rcen t  * 

I n s u l a t i o n  55 
Storm windows/doors 53 
Thermostat  14 
S o l a r  p roduc ts  7 
Furnace p roduc ts  5 
Thermal pane windows 3 
W e a t h e r s t r i p p i  ng 3 
E l e c t r l c  p l l o t  1 i y t ~ l ~  3 
App l iances w i t h  energy-sav ing dev i ces  2 
Hea t ing  system 2 
No answer 4 - 

N = 282 
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TABLE G-19 ESTIMATED COST OF DESIRED PRODUCTS (Q .  13) 

To ta l  
Percent 

Under $200 
$200 - $499 
$500 - $999 
$1,000 - $1,499 
$1,500 - $1,999 
$2,000 - $2,499 
$2,500 and over 
Don ' t  know 
No answer 

TABLE 6-20 

TABLE G-21 

Median est imated cos t  = $1,180 

RESPONDENT'S ABILITY TO BUY DESIRED PRODUCTS (Q .  14) 

Able t o  a f f o r d  
Perhaps ab l e  t o  a f f o r d  
Not ab le  t o  a f f o r d  
Don ' t know 

To ta l  
Percent 

PERCENTAGE OF PRESENT UTILITY COSTS WHICH COULD BE 
SAVED BY ENERGY CONSERVATION ( Q .  15) 

Percent Saved 

0 -  5 
6 - 10 

11 - 15 
16 - 20 
21 - 30 
31 - 40 
41 - 50 
Over 50 
Don ' t know 

To ta l  
Percent 

Median percent  saved = 18.3 
N = 282 
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TABLE 6-22 

TABLE G-23 

TABLE 6-24 

/ 
. ,. -, - 

PERCENTAGE OF UTILITIES SAVINGS 
DUE TO NEW PRODUCTS 

VS. ENERGY CONSERVING BEHAVIOR (Q.  15a) 

Median Dercent sav inqs due t o  new p roduc ts  = 14.4 

Median p e r c e n t  sav ings due t o  energy conse rv ing  behav io r  = 3.9 
- 

N = 282 

LIKELIHOOD OF U.S. FACING 
ENERGY SHORTAGE I N  

NEXT DECADE (Q.  16) 

T o t a l  
Pe rcen t  

. . Energy shor tage i s  1 i k e l y  7 6 
Energy sho r tage  i s  n o t  1 i k e l  y 19 
D o n ' t  know 5 

- 
. . 

N = 282 

OPTIONS SELECTED UNDER AN 
ENERGY COST OF OWNEKSHIP SCENARIO 

(Q. 17) 

1977 SUMMER 1978 WINTER 
T o t a l  SURVEY OF SURVEY OF 

Percen t  GENERAL PUBLIC GENERAL PUBLIC 

Would buy more expens ive app l i ances  
t h a t  conserve energy 7 3 71 71 

Would buy cheaper app l i ances  because 
o r i g i n a l  c o s t  cannot  be recouped 9 11 15 

' 1 8  Don ' t know 18  14  
- - - 

282 357 '506 

\ NATIONAL DEMOGRAPHICS LTD. o DENVER, COLORADO r 

I 



TABLE 6-25 ATTITUDES TOWARDS CONSERVATION (Q.  18a & 18b) 

Sta tement  

Conserva t i on  i s  n o t  a  r e a l i s t i c  
s o l u t i o n  t o  t h e  energy c r i s i s  
u n l e s s  we a r e  a l l  p repared t o  
accep t  a  much l o w e r  - s tandard  
o f  . l i v i n g .  

Agree 
Disagree 
D o n ' t  know 

1977 SUMMER 1978 WINTER 
T o t a l  SURVEY OF SURVEY OF 

Percen t  GENERAL PUBLIC GENERAL PUBLIC 

There a r e  o t h e r s  i n  t h i s  
n a t i o n  who use a  whole l o t  
mote energy t h a n  I do. They 
a r e  ' t h e  ones .who .ought. t o  
be  f o r c e d  t o .  conserve.  

Agree , 39 4 0  42 
Disagree 5  5  49 5  5  
Don ' t know 6 11 3  

N = 282 357 506 

TABLE 6-26 NORMAL CONTEST/SWEEPSTAKES'BEHAVIOR tQ. 19)  

T o t a l  
Pe rcen t  

E n t e r  c o n t e s t s  f r e q u e n t l y  1 6  
E n t e r  c o n t e s t s  o c c a s i o n a l l y  3  1  
E n t e r  coi l  t e s t s  r a r e l y  45 
Never e n t e r  c o n t e s t s  - 8 

TABLE 6-27 

1978 WINTER . 

SURVEY OF . 
GENERAL PUBLIC 

MARITAL STATUS (Q .  20) 

1977 SUMMER 
T o t a l  SURVEY OF 

Percen t  GENERAL PUBLIC 

M a r r i e d  8 8  80 
. D ivo rced  4 7  

Widowed 1  8  
S i n g l e  - 7 5 

. . 

NATIONAL UEMOGKAYHICS L'I'L). 0 DENVER, COLORADO A 



TABLE G-28 EDUCATION (Q.  21) 

1977SUMMER 
T o t a l  SURVEY OF 

Percent  GENERAL PUBLIC 

11 t h  grade o r  1 ess 10 14 
High school graduate 24 37 
Some c o l l e g e  - .. . 

2 2 2 4 
Col l ege  graduate . 2 7 11 

18 Post graduate . - - 15 

TABLE G-29 AGE ( Q .  22 )  

Under 18 
18 - 24 
25 - 34 
35 - 44 
45 - 54 
55 - 64 
65 and o l d e r  

Median age: 

INCOME (Q.  23) 

Under $5,000 
$ 5,000 - $9,999 
$10,000 - $14,999 
$15.000 - $19,999 
$20,000 - $24,999 
$25,000 - $29,999 
$30,000 - $34,999 
$35,000 and over  
Refused 

Median income: 

159 

1977 SUMMER 
T o t a l  SURVEY OF 

Percent  GENERAL PUBLIC 

39.2 years  

T o t a l  
Percent  

2 
8 

21 
2 0 
2 0 

9 
6 
5 
9 - 

N = 282 

$18,640 

- 
5 

2 6 
2 3 
21 
14 
12 - 
357 

43.5 years  

i g i 7  SUMMER 
SURVEY OF 

.,GENERAL PUBLIC 

-. 

NATIONAL DEMOGRAPHICS LTD. 0 DENVER, COLORADO P 



INTEREST IN MEMBERSHIP IN ENERGY-CONSERVATION-ORIENTED 
ORGANIZATION (4.24) 

Would pay to belong 
Interested, but would not pay 
Interested, if respondent were paid 
No interest 

Total 
Percent 

1977 SUMMER 
SURVEY OF - 

SEX (Q. 25) 

1977 SUMMER 
SURVEY OF 

GENERAL PUBLIC 

TABLE G-31 

NATIUNAL UEMOGRAPHICS LTD* + DENVER, COLORADO 

TABLE 6-32 

Total 
Percent 

Men 
Women 



&? 
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I. 
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Advertlslng 
1430 Lar~mer Square 

Denver. Colorado 8 0 2 0 2  
303-534-2343 

VIDEO 

Close up slow motion photo- SFX : 

graphy of hand holding a hundred ANNCR: 

dollar bill. Camera pans hand. 

Hand is slowly dropping down 

towards pilot light. Bill 

ignites. 

Hand holds burning bill. 

Hand drops bill. 

Flaming bill flogts to gr~und 

Bill burns to ash. Super logo. 

Pruducta that save energy pay 

for themselves. 

ERDA 
"Pilot Light" 
:30  TV 

August 4, 1977 

AUDIO - 
Mysterious music. 

You're watching a man being 

robbed. 

By a criminal that steals up to 

a hundred dollars from him 

every single year. 

SFX : Pilot light sound. 

ANNCR: The thief. An ordinary pilot 

light. 

SFX : Bill igniting sound. 

ANNCR: Fortunately, there are new 

devices on the market that 

eliminate pilot lights. Sure, 

they cost money. But in the 

long run they pay for themselves. 

We all need to start asking for 

products that save energy. 

If we don't, your money and our 

country's fuel will continue 

to go up in flames. 

SFX s End of burning. 







VIDEO 

Opening shot master bedroom. 

A man asleep. Man awakens, 

leans over to night table to 

turn on lamp. Power is off. 

He lights a candle and goes 

to window. He puts candle 

on window sill. Camera pans 

and starts zoom in ECU flame 

of candle. 

adveri~slng 
1430 Lorcmcr Sqwn, 

Denver, Colorado %0p2 
303-534-2343 

ERDA 
"Insulation" 
:30  TV 

July 14, 1977 

ECU of flame going out. 

screen goes to black and super: 

?roducts that save energy pay for 

zhemselves. ERDA written out. 

AUDIO 

SFX : Thunder and lightening. 

ANNCR: This man is being robbed. By 

a criminal that he can't even 

see. But it's a robbery that 

can be prevented. And hundreds 

of dollars saved. All this 

house needs is storm windows 

and good insulation. We know 

it costs money to insulate. But 

in the long run insulations pays 

for itself and ends up saving 

you money. If your house isn't 

properly insulated it should be 

Otherwise you're being robbed 

of your money. And our country 

is being robbed of its energy. 

A David W. Evans Company 



We've prepared a brochure and other sales aitb that explain in detail "energy cost of ownewhip." 
Or "how products that eave energy pw for themselves." These materials tie in with the commercials that 
d be aired in Denver and we think your cust6mem tVlll find them extremely helpful. 

If you'd like to order these materials free of charge, just fill out and send in this order form. 
Then sit back and think about all the fuel you'll be saving the country. All the money you'll be 

aaving your customers. And dl the extra sales you'll, be rnw for yourself. 

Poster 
full color, 
15-112" x 24" 
n 

Counter Card I 
I 

L 
Envelope S t a r  
2-page foldout, r-.;. /I :,$,,< ,dL s 7 n 2-~01or, 3-l/2" x 6-U2" 

../ 
___I 

\ 

ToorQrm~oftbsma8,~onLMspallachsoLtbg~mdcurtsrpoantfOr 
~0atbsI lne~byeaohpfodneC.mourm~bdrrrr:  

aeme - Bumper Stbker 
twocolor, 
3-112" x 16", 
self-adhering back 

n 



Here ie the new radio and television campaign prepsred for Denver. These are the first commerchla 
of their kind to run mywhere in the United States. 

9 0 U M ) m :  mm: 
Mpwlow mwc. Wm*. 
AtnmJNrn: EDm: 
9111s nrsn le about to loge his mow. To a I'm rally tired honegr. 
c ~ t b a t e t a d a u p t o a h M d o l l a m h m  FRANI(: 
~ W ~ J I  m@geer. Yeah, me too. W Q  don't we just go ta elesp. 
SDUND-: EDITH: 
Pilotlighteaund. DMgouturnaiIthellgm? 
A m O ~  PRAM(: 
lb thief, An wdtnsFg pilob light. Yet&,IturnedOiYthellgm. 
SOUND-: mm: 
"Ipyms80und Didpuhkthebeckdoor? 
ANN uM.m: M: 
F o m W e ~ ,  there lue 11ew &vim ou kb Ye ,  I locksd the beck door, h. 
marla tw a- pilot llghul. sum, they mm: SOUND EFFECTS: 
cost mow. But in the long run they peg for Illd you turn down the themom? Sound of maQh lighting a h .  
themeeivee. We dl need d to steff for PRAEM: ANNoUNcm: 
praduote that eave enera. Ifwe don't, your No, I forgot, I11 Just open the window Them's a BPe In your how. And u x b 8  you do 
moneg and our munngr's fuel will continue a ltttle. 80- &hut it, ~t's bble bo oostycu 
togoupinitames. ANNOUWCER: hundreds of dollars. The fine. It's your 
s o ~ E P F & e T S :  Iamily be mbbed b m t .  h u m  pilot Mht. Fcmbt Elre new 
End ofbum&@ devlw on the market t h a  6limimw pllQc 

t h o y f o m O m ~ e d c t a i l ~ t h w m n t  ~ . T h e y ~ ~ ~ m o n e y . B u t l n t h e k r n g r u n  b sleep. They fivgot to t m  down the 

I 
themaat .  In one winter, their they pay for themselvm, and end up s~ving you 

few can co& them up one hundred mOnw. asking for producb th& 
dollars. F o f l W b ,  there are new kin& of energy. And prevent our cmtrfr's fuel and 

t h e m e  on the m s r k  aubornatieaUy Your money hm going up in Bme8. 
ANNOUNCER: turn down the heat in your h o w  rtt night and A ,saga hm ERDA, backup egsin In the momin$ Sure, they cost 

more than the old t h e m n m .  But because 
they oonaem fuel they end up p@ng for SOUND EFFECTS: 
themee1vm and savlng you monq. Creaking doors. Storm blowing. 
EDITH: MUSIC: 

SOUND EFFECTS: &a& did you pey the ges bi tdyT k@tery establish and unber. 

Snow storm. Wlnd blowing. ANNMJNaR: ANNOUNCER: 
ANNouEm&: Remember, p ~ u m  t~ a m  energy p~ for There's a robber in YOUP ~ O U M .  h d  he's aft@ 

Watch closely, pu'm about to witness t h e m ~ l ~ .  A meeesge h m  the U.S. Energy monV+ You can't 6% the Wf- But you 

a robbery. an8 Development, m t n r t l o n .  am "op h. l b m  wnhl h~~ of doh 
CHILD: hmyou ocyouruWtybllL AUyau need to 
Mommy, I can't sleep. It's ~ Q O  hot in here. p m t  you and your houee Is rn windm 
(dialogue under announcer) i 

' and mme god  in8ulaMon. It costa money to 
MOM: iwlate. But in the long run ineWon pcys for 

It's okeg honey, I'll get you some water. itself and ends up saving you money. Have 

ANNOUNCER: your h o w  ins-. It's your only defense. 
See that thermoetst. It's e t a  your money. A meseage from the U.S. Energy Rtteesroh and 
If it was m p w  by a them- that Dcvclopmcnt Administmon. 

automatically turme d m  the heat at night BOUND Emm: 
and baok up again in the morning, hundreds of Music up. 

d o h  could be MIM. Slarc asking for 
producta that eaw energy. Othemiw you're SOUND EPPEm: 
being robbed of your money. And our country L Thr~nder and lightning. 
being robbed of ita enem. ANNOUNCER: 

Thh mm Is being robbed. But it's a mbbepy 
thet can be prevented. And hundreds of dollm 
saved. All thk~ house needs is some good 
Insulation and mm windows. Sure these 
things cost money. But in the long run they pw 
for tAexmlv88 and end up savlng you money. 
Ifyour house len't properly insulated it should 
be. Othe* you're being robbed of your 
money. And our country Is being robbed 
of Ite energy. 

Denver te1eviebn and radio schedules will run for ten weeke through December 4. Television 
p r o w  include 60 Idinute~ every Sunw, NFL games on October 16 and November 6 and 24 plm early 
morning new, Walter Cmnktte at 6 p.m. and late new on Channels 4,7, and 9. W o  kitations include 
KOA, KLIR and KVOD. 



The U.S. Energy Research and Development Administration 
has just finished preparing an extensive television and radio 
advertising campaign designed to educate people in Denver about an 
important new concept. Products that save energy  pa^ for 
themselves. 

The new campaign is not intended to sell any single brand 
or line of products. Instead it's designed to get your customers to 
start asking for products that save money. 

This advertising program is the first of its hnd  anywhere in 
the country. If it works here, and it has to, it will be introduced to the 
rest of the country. 

How can you prepare for your new energy-conscious 
customers? You can prepare for your energy-conscious customers 
by readmg this folder. I 

I PRODUCTS THAT SAV- - 
PAY FOR ~ E M S E L V E S . ~ , ~ N U #  

"" . 

U.S. ENERGY RESEARCH AND DEVELOPMENT ADMINISTRATION 
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tvans 
ERDA & Bartholomew "Thermostat 

Advertsing 
1430 Lar~rner Square 

Denver. Colorado 8 0 2 0 2  
303-534-2343 

:60 Radio 

July 19, 1977 

SFX : Sound of television on. 

EDITH: I'm really tired honey, why don't we go upstairs. 

FRANK: Me too. 

SFX : Sound of people climbing stairs. 

FRANK: I'll be up in a minute, I forgot to turn the TV off. 

ANNCR: This family will be robbed tonight. Because they forgot 

one little detail before they went to sleep. They forgot 

to turn down the thermostat. In one winter, their for- 

getfulness can cost them up to one hundred dollars. 

Fortunately, there are new kinds of thermostats on the 

market. that automatically turn down the heat in your house 

at night and back up again in the morning. They cost 

more than the old thermostats. But because they conserve 

fuel they end up paying for themselves and saving you 

money. 

EDITH: Frank, did you send in the gas bill today? 

FRANK: No, I forgot. 1'11 do it in the morning. 

A David W. Evans Company 



Evans ERDA 

"Robber i n  your  house"  &Bartholomew : 3 0 R a d i 0  
Advert~sing 

1430 Lorimer Squore 
Denver. Colorodo 8 0 2 0 2  

303-534-2343 
J u l y  1 9 ,  1977 

SFX : C r e a k i n g  d o o r s .  S torm b lowing .  

MUSIC: Mys te ry  e s t a b l i s h  and  u n d e r .  

ANNCR: T h e r e ' s  a r o b b e r  i n  your  house .  And h e ' s  a f t e r  your  

y o u r  money. You c a n ' t  see t h e  t h i e f .  But you c a n  s t o p  him. 

From s t e a l i n g  h u n d r e d s  o f  d o l l a r s  f rom you on your  

u t i l i t y  b i l l .  A l l  you need  t o  p r o t e c t  you and y o u r  

h o u s e  i s  s t o r m  windows and some good i n s u l a t i o n .  I t  

c o s t s  money t o  i n s u l a t e .  But  i n  t h e  l o n g  r u n  i n s u l a t i o n  

p a y s  fo r  i t se l f  a n d  e n d s  up  s a v i n g  you money. 

Have y o u r  h o u s e  i n s u l a t e d .  I t ' s  y o u r  o n l y  d e f e n s e .  

SFX : Music up. 

A David W. Evans Company 



ERDA 
"Fire in your house" & Bartholomew : 3 0  

Advertising 
1430 Lor~rner Squore 

Denver. Colorodo 8 0 2 0 2  
303-534-2343 

July 19, 1977 

SFX : Sound of match lighting a fire. 

ANNCR: There's a fire in your house. And unless you do something 

about it it's liable to cost you hundreds of dollars. 

The fire. It's the pilot light on your stove. For- 

tunately there are new stoves on the market that eliminate 

pilot lights. They cost a little more. But in the 

end pay for themselves and wind-up saving you money. 

Start buying products that save energy. And prevent 

our country's fuel and your money from going up in 

flames. 

SFX : Sound of large flames. 

A David W. Evans Company 



tvans 

VIDEO 

Opening shot. 

LnuH 

"Thermostat" & Bartholomew :30 Tv 
Advertising 

1430 Lorimer Sauore 
Denver. Colorodo 8 0 2 0 2  

303-534-2343 

SFX : 

Mother puts on robe and slippers CHILD: 

Enters child's room and quiets 

child. Mother goes to bathroom ANNCR: 

and gets a glass of water. 

Camera pans to thermostat. MCU 

thermostat. 

Extreme close up thermo. Cut 

back to mother giving water to 

child. Mother goes to window 

and opens it. 

Screen goes to black. Super: 

Products that sav,,e energy pay 

for themselves. ERDA written 

out. 

D 

July 27, 1977 

AUDIO 

Snowstorm. Wind blowing. 

Child calling from her room. 

Mommy, I can't sleep. It's 

too hot in here. 

A crime is being committed 

in this house. But the 

threat to this family goes 

beyond the stealing of their 

money. See that thermostat. 

If it was replaced with an 

energy saving thermostat that 

automatically turns down the 

heat at night, this family 

could save hundreds of dollars. 

You have to start asking for 

products that save energy. 

Otherwise you're being robbed 

of your money. And our country 

is being robbed of its energy. 

A David W. Evans Com'pony 





. ,.- .- . L.. i-~ 
.-. ... 7. 

.;, . . ' +(; .. ' -. ~-- . .. 



, . 

. . 
C i ty-. Quest ionnaire number 

Sample Number 

1. (HAND RESPONDENT CARD A ) .  Imagine f o r  a moment t h a t  you were the  President  
o f  the  Uni ted States and an adv isor  handed you t h a t  l i s t  o f  th ings  which 
should be done t o  so lve  some o f  t he  problems fac iny  the  country. Your d i -  
lemma i s  t h a t  you've go t  t o  assign some p r i o r i t i e s  t o  those problems. I n  
o ther  words, some' o f  them have t o  be considered more important  than others.  



Each o f  those cards (HAND SET OF 3 X 5 CARDS) l i s t s  one o f  the p r i o r i t i e s  
on t h e  l a r g e  sheet.  I ' d  1  i ke you t o  arrange those cards i n  o rder  so t h a t  
t hey  r e f l e c t  t he  way you  view the  importance o f  those p r i o r i t i e s .  Put  
t he  most impor tan t  p r i o r i t y  on top, and so on, so t h a t  the  l e a s t  impor t -  
a n t  i s  on t h e  bottom. (ENTER RANKING FROM CARDS AS 1 TO 12 IN  COLUMN A).  CARD 1  OR 5 

P r i  o r i  t y  i tern: 

( 4  ( 3 )  ( 2 )  (1 )  
Can Do Can Can Do Can 

Great Do Very Do 
Rank Dea.1 Something L i t t l e  No th ing  -- 

a. ~ e d u c i n ~  t h e  occurrence 
of  v i o l e n t  cr imes. - - - - 

- I I- 
2- 

c .  Car ing f o r .  t h e  e lder ly . .  - - - - 
- I 5- 

6- 

b. P rov id i ng  f i r s t - r a t e  
educat iona l  o p p o r t u n i t i e s  
f o r  young people. - - - - - 

d. Reducing t h e  t ax  burden. - - - -- 8- 

3- 4- 

f .  Reducing a i r  p o l l u t i o n  and 
. env i  ronmen t a l  damage. - - - - - 

e. F i g h t i n g  t h e  problems 
assoc ia ted  w i t h  a l coho l  
and drug abuse. - - - - - 9- lo-- 

h. Making sure  t h e r e ' s  enough 
energy t o  go around. - - - - 16- 

g. P rov id i ng  jobs  f o r  t h e  
unemployed. - - - - - 

i. Reducing c o r r u p t i o n  i n  
business and government. - - - - 

1 1- 12- 

13- 14- 

k. P rov id i ng  adequate h e a l t h  
care. - - - - 

j. Reducing t h e  cos t s  o f  
1  i v i n g  and s low ing  down 
i n f l a t i o n .  - - - - -. - 

1. Reducing r a c i a l  and 
r e l i g i o u s  p re jud i ce .  - - - - 2 4 --- 

19- 20-- 

ASK Q. 2  ONLY ABOUT THE TOP FOUR PRIORITIES IN  Q. 1 AND ITEM "h": I 
. Now I ' d  l i k e  t o  know how much you t h i n k  t h a t  you y o u r s e l f  can c o n t r i b u t e  

t o  s o l v i n g  each o f  those t op  p r i o r i t y  problems. As I read each one back 
t o  you, I want you t o  t e l l  me whether you feel  you  can pe rsona l l y  Q 
g r e a t  dea l ,  do something, do very l i t tk, o r  do n o t h i n g  t o  h e l p  so lve  t he  
problem. (CHECK APPROPRIATE COLUMN ABOVE). 



.. . .  . 

DEPENDING ON ANSWER TO ITEE~.~;~", PREVIOUS: P A G E ,  &: 
. , .. .. 

d . .  . ' 

2a. Why do you feel t h a t  t he re ' s '  no th ing  t h a t  you. can do' t o  
help make sure the re ' s  enough energy t o  go ground? PROBE, . 

0 R - .2b. What things can y o u ~ ~ e r s o n a l l y '  do t o  help make sure t h e r e ' s .  . 
enough energy t o  go around? PROBE. 

3. Please t e l l  me i f ' y o u  agree o r  disagree w i t h  the  f o l l o w i n g  statements: 

Don ' t  
Agree Disagree Know 

a. Conservation i s  n o t  a r e a l i s t i c  s o l u t i o n  . '  

t o  the ene,rgy c r i s i s . u n l e s s  we are a l l  
prepared t o  accept a. much. lower standard 
o f  1 i v i n g .  - - 

b. There are others i n  t h i s  na t i on  whb use 
a whole l o t  more energy than I do. They 
are the  ones who ought t o  be forced t o  
conserve. - - 

c. The o i l  companies are  doing a l l  they 
can t o  he lp  solve' the  energy problem and 
should n o t  be c r i t i c i z e d  so much. - - 

4. Would you favor o r  oppose each o f  the f o l l o w i n g  conservation measures 
being enacted by the  government? 

Don ' t  
Favor Know Oppose - - 

a. A law p r o h i b i t i n g  houses, i nc lud ing  
e x i s t i n g  .ones, from being s o l d  unless 
they tiad proper l e v e l s  o f  i n s u l a t i o n .  -- - - 

b. A law p r o h i b i t i n g  the  sa le  o f  new cars 
t h a t  d i d  no t  meet s t r i c t  f u e l  economy 
standards . - - 

c. A law s e t t i n g  standards for how much 
energy home appliances cou ld  use. - . . - 

. A law t h a t  s e t  t hc  maximum temperature 
on home thermostats a t  65 so t h a t  they 
could n o t  be adjusted h igher.  - - 



5. (cl4ND RESPONDENT CARD, SET 0 . )  L i s t e d  on those cards a re  ten  energy 
vsel-s commonly' found i n  . t he  home. I "d; l]i:kq,' yoiu:. lo,. rank; &bem::i'n.. order  . 

1.; terms o f 'what  you t h i n k  t h e i r  average monthly use i s ;  To begin 
w i  th,  what i s  t he  biggest '  energy.'user? .And"wha't'i s ?next? "(BE 'SURE 

, : :,; :, ,.#. . ' . . . :  THAT RESPONDENT 'RANKS' ALL TEN'.ITEMS). .'.' ' . . . , 

. . . . .  a. Standard r e f r i g e r a t o r  . .  ; . . . . . . . .  ; . . . .  - 
. . b. Color  t e l e v i s i o n  . . . . . . . . . . . . . .  ; . .  ....., . : ,.,:;:, .- i ::.L.- 2 .. ::: ...... 

. . ,. . . . c. Avera,ge s i zed  water heater".'; :.. .....". ....' . ::" .':-. . . . . . . . . . . .  . . . . . .  . . . .  
; :  . ..- . . . . . . . .  d. E l e c t r i c  b lanke t  . . . . . . .  . . . . . . . . . . . . . . . . . . . . .  

. . . . . . . . . . . . . . . . . . . . . . .  . . . . .  e. L i g h t i n g  - - 
. . . . .  . . . . . . . . . . . . . . . . . . . . . . . .  f. Heat ing 

g. Coffee maker . . . . . . . . . . . . . . . . . . . .  .- . . . . .  
h. Automatic washer..  . . . . . . . . . . . . . . . .  - . . . . .  - . . . . .  . . . . . . . . . . . . . . . . . . . . . .  i. Range - 
j. Centra l  a i r  c o n d i t i o n i n g  . . . . . . . . . . . . . . . .  . . .  . . .  . . .  . .  . . . . . .  : .. . . . .> . . 

6. The recent  upsurge o f  i r i t e r e s t  i n  meeting t h e  present energy problem 
seems t o  have l e d .  t o  a whole new techn ica l  vocabulary. I ' d  l i k e  t o  read 
you some of those terms and' I . -want  you t o  t e l l  me i f  you've ever heard 
of t he  term. (CHECK IN LEFT COLUMN. THEN GO BACK. TO THOSE .TERMS,WHI.CH 
ARE FAMILIAR .TO .RESPONDENT .AND,:ASK: -."Can youG t e l l  ..me.wha.t. .(:.' . . . . . .  ). 
means t o  you?") . . 

HAVE 
HEARD OF 

a. R e t r o f i t t i n g  

b. L i f e  cyc le  ,cost ing 

. . c. Solar  energy 

d. Blackout '  ' 

e. R Value - 
f. Degree day - 151- 

g. Vanpool i n g  

h. EER 

-- i; Geothermal power . . 

. . . .  . . j. Coal g a s i f i c a t i o n  

k. Sunshine r i g h t  o f  ways 

:. . . . 1. Energy cos t  o f  ownership . . . 

. '... . .  ..' . . .  ' . _  . 
. . . . 

i. . . . .  . . . .  
. .  .:. 'i .: . . .  TO,TAL.: 



7. Some peop le  say t h a t  w i t h  t h e  c o s t  o f  energy g o i n g  up a1 1 t h e  t i m e  
i t  i s  b e t t e r  t o  buy more expens ive  a p p l i a n c e s  t h a t  conserve ene rgy .  
O the rs  say t h a t  y o u  s h o u l d  buy cheaper a p p l i a n c e s  because y o u ' l l  neve r  
save enough t o  pay o f f  t h e  o r i g i n a l  c o s t .  Which i s  c l o s e r  t o  y o u r  
o p i n i o n ?  

1 Buy more expens ive  a p p l i a n c e s  
Buy cheaper app l  i ances  

3 1 r -  Don ' t know 

8. I n  t h e  p a s t  s i x  months o r  so, have y o u  o r  y o u r  f a n l i l y  done a n y t h i n g  
t o  i n c r e a s e  y o u r  own c o n s e r v a t i o n  o f  energy h e r e  a t  home? 

Yes 2- No 3- D o n ' t  know 

I F  "YES" TO Q.  8 :  

8a. What have y o u  done? 

- - - -- .- -- - -- 
9 .  I ' d  l i k e  y o u  t o  t h i n k  abou t  t h i s  f o r  a  moment. Can y o u  t e l l  me f o u r  

of  f i v e  ways t h a t  an i n d i v i d u a l  o r  a  f a m i l y  can conse rve  energy a t  
ho~ne? (L IST BELOW). 

FSASIBILITY 
RATING: 

3 - d i g i  t responden t  number 78,79,80 1 
9a. (REPEAT EACH ITEM LISTED I N  Q. 9 ) .  I ' m  g o i n g  t o  r e a d  

back a l l  o f  t h o s e  means o f  c o n s e r v i n g  energy and I ' d  
1  i ke  y o u  t o  t e l l  me how p r a c t i c a l  each o f  them wogld  he 
f o r  y o u  o r  y o u r  f a m i l y .  L e t ' s  use a  1 t o  5 s c a l e ,  r u n  
n i n g  f r o m  1 = n o t  a t  a l l  p r a c t i c a l ,  up t o  5 = v e r y  
p r a c t i c a l  . (ENTER I N  RIGHT-HAND COLUMN, ABOVE). 



10. (HAND RESPONDENT CARD C). That  sheet con ta i ns  a l i s t  o f  suggested 
ways t h a t  i n d i v i d u a l s  cou ld  h e l p  conserve energy on a day-to-day 
bas i s .  Which ones a r e  you (and you r  f a m i l y )  a l r eady  do ing?  Please 
j u s t  t e l l  me t h e  l e t t e r  o f  each one. (RECORD IN  COLUMN 1 BELOW WITH 
AN " X " ) .  

L c, - +- 
u V) m a J  aJ 
a- u m L O  > 
V) .r C .- .-t 
C '4- .r '4- r b 0- cc- >- h - m  e r n  m u  +JU m'4- 

0 0 u V )  m u  U O  
m 4  u- aJ C 4 
C 7 c, c, CC, aJ 

. r e  2 -  V ) .  
00 00 g &  .zg 'i& mu x -  8 Z  r- x u  k- 

CARD 2 OR 6  

a.  Turn down t h e  thermos ta t  ' ' 

t o  65 i n  t h e  c o l d e r  months. ' . 

b. Buy energy conserv ing  appl  i- 
ances and dev ices  which may 
c o s t  more t han  conven t iona l  
i tems,  b u t  which w i l l  c o s t  
l e s s  t o  ope ra te  ove r  t h e  
l ong  run.  ------ 

c. D r i v e  t h e  c a r  l e s s  and use 
t he  bus o r  a  ca rpoo l .  ------ 1 3- 

d. I n s t a l  1. an au tomat i c  se t -  
back the rmos ta t  t h a t  auto- 
m a t i c a l l y  lowers t h e  tern- 
p e r a t u r e  o f  you r  house a t  
n i g h t .  ------ 

e .  I n s t a l l  s torm windows and 
s to rm doors. ------ . . 

f. ~ n s t a l l ' a n  au tomat i c  l i g h t  
t i m e r  t h a t  t u r n s  y o u r  1  i g h t s  
on and o f f .  ------ 

g. I n s t a l  1  a  dev i ce  which re: 
s t r i c t s  t h e  h o t  wa te r  f l o w  
on t h e  head o f  you r  shower. 

h. Ins ta l .1  weathers tri pping. ------ 

i. I n s t a l l  t h e  most e f f i c i e n t  
i n s u l a t i o n .  ------ 

j. I n s t a l l  f l u o r e s c e n t  l i g h t  
bu lbs  wherever poss i b l e .  ------ 

k. I n s t a l l  a  chimney f l u e  
damper which c l oses  when 
t h e  fu rnace  i s  n o t  i n  use. 



1. I n s t a l l  a s o l a r  h o t  wa te r  
h e a t e r .  ------ 

m. I n s t a l l  a h e a t  pump. 

n. Next  t i m e  y o u  purchase a 
range, g e t  one w i t h  an e l e c -  . 

t r o n i c  p i l o t  1 i g h t .  ------ 

o. I n s t a l l  an i n s u l a t i n g  hood 
f o r  y o u r  h o t  wa te r  h e a t e r .  - -- - - -- 

- - . . . - - - . - - -- -. --- 
FOR THOSE ITEMS ON PREVIOUS LIST WHICH RESPONDENT I S  NOT ALREADY 
U~~~,ASK Q. 10a THROUGH 1 0 f .  : 

10a. Which o t h e r  ene rgy -conse rv ing  measures on t h a t  l i s t  a r e  
y o u  and y o u r  f a m i l y  most l i k e l y  t o  c o n s i d e r ?  (RECORD 
WITH AN " X u  I N  COLUMN 2, PRECEDING PAGE). 

l o b .  Which o f  a1 1 t h o s e  measures on t h e  1 i s t  wou ld  be  t h e  most 
d i f f i c u l t  f o r  y o u  and y o u r  f a m i l y  t o  adopt?  (RECORD WITH 
AN " X u  I N  COLUMN 3, PRECEDING PAGE). 

10c. Why would  those  measures be d i f f i c u l t  f o r  y o u  and y o u r  
fami l y ?  (ONLY ASK ABOUT TWO DIFFICULT MEASURES). 

(ITEM: ) 

10d. I n  y o u r  o p i n i o n ,  wh ich  o f  a l l  o f  t h o s e  measures would  p r o b a b l y  
r e s l l l  t i n  t h e  g r e a t e s t  sa,vinqs i n  b o t h  energy consumpt ion and 
t h e r e f o r e  d o l l a r s  spen t  on u t i l i t i e s ?  (RECORD WITH AN " X u  I N  
COLUMN 4, PRECEDING PAGE). 

( ITEM ;,. - 1 

10e. Which o f  t hose  measures would  I n v o l v e  t h e  g r e a t e s t  i n i t i a l  cos t  
t o  you?  (RECORD WITH AN " X u  I N  COLUMN 5, PRECEDING PAGE). 

19.20 

1 0 f .  Do any o f  y o u r  f r i e n d s  use any o f  t h e  measures l i s t e d  on t h a t  
s h e e t ?  (RECORD WITH AN " X "  I N  COLUMN 6, PRECEDING PAGE). 



ALL OF QUESTION 11 SHOULD REFER TO THE PRODUCTS I f 4  Q. 10 (ITEMS "d" 
THROUGH "0" WHICH THE RESPONDENT ALREADY OWNS. ASK THE SERIES OF 
QUESTIONS ( 1 )  THROUGH ( 7 )  FOR EACH PRODUCT ALREADY OWNED). 

l l a .  P roduc t  owned : {RECORD LETTER FROM Q.  10) 

( 1 )  How l o n g  ago d i d  you buy o r  i n s t a l l  (name o f  p roduc t ) ?  

1 W i t h i n l a s t 4 m o n t h s  4 W i t h i n 3 - 5 y e a r s  
W i t h i n  4-12 months 2- 5- Over 5 years ago 
W i t h i n  1-2 years  3= 6= Don ' t  r e c a l l  

( 2 )  On a s c a l e  of 1 t o  5, how s a t i s f i e d  have you been w i t h  
y o u r  (name o f  p roduc t )  -- where 5 = very  s a t i s f i e d  and 
1 = ve r y  d i s s a t i s f i e d ?  

( 3 )  S ince  you ' ve  owned a (name o f  p roduc t ) ,  have any o f  you r  
f r i e n d s  o r  ne ighbors a l s o  bought one on t h e  bas i s  o f  
y o u r  recomnenda t i o n ?  

Yes 1- 2- No 3- D o n ' t  know 

( 4 )  I ' d  l i k e  you  t o  t h i n k  back t o  t h e  t ime when you  decided 
t o  purchase a (name o f  p roduc t ) .  Can you r e c a l l  what 
l e d  you  t o  i n s t a l l  one i n  you r  home? PROBE. 

( 5 )  Was t h e  p roduc t  a replacement f o r  a worn-out p roduc t  o r  
was i t  t h e  f i r s t  t ime  you had purchased such a p roduc t?  

1 Replacement 
2- F i r s t  t i m e  
3= Don ' t  know 

FOR ITEMS d, g, j, 1 and n ONLY: 

( 6 )  Was i t  more expensive than  buy ing  a conven t iona l  p roduc t  
t o  do t h e  same t h i n g ?  

1- Yes 2- No 3- D o n ' t  know 

I F  "YES" TO ( 6 ) :  

How 
i t :  

much more expensive was (name o f  p roduc t ) .  
(READ CHOICES) 

1 Up t o  1% t imes more? 
2- 1% t imes more? 
3- Up t o  2 t imes more? 
4z More than 2 t imes more? 

Was 



l l b .  Product  owned: (RECORD LETTER FROM Q.  10) 

( 1 )  How l ong  ago d i d  you buy. o r  i n s t a l  1 (name o f  p r o d u c t ) ?  

1 W i t h i n  l a s t  4  months 4  W i t h i n  3-5 years  
W i t h i n  4-12 months 2- 5- Over 5  years  ago 
W i t h i n  1-2 years  3= 6= D o n ' t  r e c a l l  

( 2 )  On a  sca l e  o f  1  t o  5, how s a t i s f i e d  have you been w i t h  
you r  (name o f  p roduc t )  -- where 5  = ve r y  s a t i s f i e d  and 
1 = very  d i s s a t i s f i e d ?  

( 3 )  S ince you ' ve  owned a  (name o f  p roduc t ) ,  have any o f  you r  
f r i e n d s  o r  ne ighbors a l s o  bought  one on t h e  b a s i s  o f  
you r  recommendation? 

Yes 1- 2- No 3- D o n ' t  know 

( 4 )  I ' d  1  i k e  you t o  t h i n k  back t o  t h e  t ime  when you  dec ided 
t o  purchase a  (name o f  p r o d u c t ) .  Can you r e c a l l  what 
l e d  you t o  i n s t a l l  one i n  you r  home? PROBE. 

( 5 )  Was t h e  p roduc t  a  replacement f o r  a  worn-out p roduc t  o r  
was i t  t h e  f i r s t  t ime  you had purchased such a  p roduc t?  

1 Rep1 acement 
2--- F i r s t  t i n ie  
3 1 - z :  Don ' t know 

FOR ITEMS d, g, j, 1, and n , m :  

( 6 )  Was it. nlnrp ~ ~ p e n s i v e  than h ~ ~ y i n g  a conven t iona l  p rodc~c t  
t o  do t he  same t h i n g ?  

- Ycs 2. -__ - N o  3 . -- Don ' t know 

I F  "YES" TO ( 6 ) :  . . - 

( 7 )  How much more expensive was (name o f  p r o d u c t ) ?  Was 
i t ?  (REAII CHOICES) 

1 Up t o  1% t imes more? 
2---- 1% t imes more? 
3- Up t o  2 t imes more? 

More than 2  t imes .more? C I  



1 l c .  Product  owned: (RECORD LETTER FROM Q. 10) 

( 1 )  ,How l ong  ago d i d  you buy o r , i n s t a l l  (name o f  product) '?  . .. 

1 Wi th i n  l a s t  4 months 4 W i th i n  3-5 years 
2- W i th i n  4-12 months 5-over 5 years ago 
3-~i t h i n  1-2 years 6= Don ' t  r e c a l l  

( 2 )  On a s c a l e  of 1 t o  5, how s a t i s f i e d  have you been w i t h  
you r  (name of  p roduc t )  -- where 5 = very  s a t i s f i e d  and 
1 = very  d i s s a t i s f i e d ?  

( 3 )  Since you,'ve owned a (name o f  p roduc t ) ,  have any o f  
your  f r i ends  o r  neighbors a l s o  bought one on t he  bas is  
o f  you r  recommendation? 

1- Yes 2 "No 3- Don' t  know 

( 4 )  I ' d  l i k e  you t o  t h i n k  back t o  the.  t ime when you decided 
t o  purchase a (name o f  p roduc t ) .  Can you r e c a l l  what 
1 ed .you t o  i n s t a l  1 one i n  you r  home? PROBE. 

( 5 )  Was the  product  a replacement f o r  a worn-out p roduc t . o r  
was j,t t h e  f i r s t  t ime you had purchased such a product? 

1 Rep1 acemen t 
2- F i r s t  t ime 
3 z  Don ' t  know 

FOR ITEMS d, g, .j , I., and n ONLY : 

(6) Was i t  more expensive than buying a convent ional  product  
t o  do t he  same t h i n g ?  

1- Yes 2- N o 3 Don ' t  know 

I F  "YES" TO ( 6 ) :  

( 7 )  How much more expensive was (name o f  p roduc t ) .  Was 
i t :  (READ CHOICES) 

1 Up t o  1+ t imes more? 
2- 14 t imes more? 
3- Up t o  2 t imes more? 
4 x  More than 2 times more? 



12. I ' m  going t o  read you t h e  names o f  some o rgan i za t i ons .wh i ch  n i igh t  be 
g i v i n g  you i n f o rma t i on  on ways t h a t  you c o u l d  e f f e c t i v e l y  h e l p  t o  
f s i g h t  t h e  energy c r i s i s .  Then p lease  t e l l  me i n  each case how much 
you would tend t o  b e l i e v e  t h a t  o rgan i ' za t ion  about i n f o r m a t i o n  on t h e  
energy c r i s i s .  That i s ,  would you b e l i e v e  them a l o t ,  some, n o t  much, 
o r  n o t  a t  a l l ?  (BEGIN'READING LIST AT RED CHECK POINT. BE SURE TO 
READ THE ENTIRE LIST) .  

A L o t  
Business leaders . . . . . . . .  - 
The U.S. Energy Research and 

. . .  ~eve lopmen t  A d m i n i s t r a t i o n  - 
. . . . . .  The i . e~noc ra t i c  P a r t y  - 

Local  t e l e v i s i o n  s t a t i o n s ,  
such as Channel 2, 4 ,  7 o r  9 . . - 
Common Cause . . . . . . . . . .  - 
I'he Republ ican P a r t y  . . . . . .  
Your f a v o r i t e  r a d i o  s t a t i o n  . . - 
The majo r  o i l  companies. . . . . .  - 
Banks and savings dnd l oans  . . - 
The Denver Post  . . . . . . . .  - 
The Rocky Moimt.ain News . . . . .  - 
P u b l i c  Serv ice  Company . . . . .  -- 
The Chaltiber o f  Commerce . . . .  - 
Sears, Roebuck and Company . . .  - 

. . . . . . . .  Montgomery Ward 

Not  Much 

(0) 
Not 

A t  A11 
. , . a  - 

................ - -- .. -- -- .. -. - 
Would you be w i l l i n g  t o  pay on t h e  average o f  t e n  t o  15 percen t  e x t r a  
t o  buy appl iances t h a t  conserve energy and c o s t  l e s s  t o  opera te  because 
of lower energy use? 

Yes . . .  1 . . .  
2 -. - .- No 

3 - Not su re  

- - - - - - - -- - ........ ......... ..... . .. . . . -- 
14. Would you be w i l l i n g  t o  pay $200 more t h e  n e x t  t ime  you purchase an 

a u t o ~ s o b i l e  t o  y e t  dev ices t h a t  i r ~ c r e a s e  gas. ~ n i l e a g e  and, thus, save on 
gas cos t s?  

1 Yes 
14'0 . , 2 . . - . .  

3 Not su re  

1 . . . . . .  Yes 
2 . - -  . . .  No 

15.  Would you be w i  11 i n g  t o  purchase an au tomat i c  set -back thermos ta t  t h a t  
a u t o l l ~ a t i c a l  l y  lowered t h e  temperature o f  y o u r  home a t  n i g h t ?  

Not su re  3. -- - 

66.-z- .. 

....... ,- ........... - ....... ,---- .-..,,-, - .- . .  - .- -. - - . - -- - -- - 
16. If you were t o  equ ip  you r  house w i t h  energy-sav ing app l iances  and de- 

v i ces  and you were t o  p r a c t i c e  energy conse rva t i on  (such as  l owe r i ng  t h e  
t h e r n ~ o s t a t ,  t u r n i n g  down l i g h t s  and so on) ,  what percentage o f  y o u r  
p resen t  u t i l i t y  cos t s  do you t h i n k  you  c o u l d  save? (ATTEMPT TO FORCE A 
GUESS I F  KESPONDENT DOESN'T KNOW). % 



( e . g . ,  N o r e l c o ,  Mr. C o f f e e ) .  . -- 
i. An a u d i o  t a p e  r e c o r d e r  ( c a r -  

17. A p p r o x i m a t e l y  what  percentage o f  y o u r  f r i e n d s  and acqua in tances a c t i v e -  
l y  p r a c t i c e  ene rgy  c o n s e r v a t i o n  i n  t h e i r  homes? Z ' 68 j 69- 

7  0- 
71-77 ( e r n  

3 - d i g i  t respondent  number 78,79,80 
' 

t r i d g e  o r  c a s s e t t e ) .  . . . . .  . . I 
j. A p o c k e t  o r  m i n i - c a l c u l a t o r .  , -- 9 . I  

18. (HAND RESPONDENT CARD D ) .  On t h a t  c a r d  a r e  a  number o f  p roduc ts  wh ich 

k .  A f i s h - l i n e  "weed e a t e r "  . . .  -- . . I  
1. A  f o o d  p r o c e s s o r  . . . . . . . .  
m. A r e f r i q e r a t o r  w i t h  an a u t o -  . I  I 

--- 

- 
m a t i c  i c e  maker.  . . . . . . .  -- . . 

. . . . . .  n .  P t r a s h  compactor .  - .  . . 
o .  A s i n g l e  l e n s  r e f l e x  (SLR) 

camera . . . . . . . . . . . .  
v 

. . 
p.  A quadraphon ic  s t e r e o  system . . . 
q .  An e l e c t r o n i c  v i d e o  qame 

( e .  g.  . Pong, Odysseyj. . . . .  - .- 
r. A h o t  comb . . . . . . . . . .  : : 1 ::- 
s.  A v i d e o  t a p e  r e c o r d e r .  . . . .  .- . . I 19- 
t .  A d . i ese l  e n g i n e  au tomob i l e  . . 

- 1 20= 

have come on t h e  marke t  i n  t h e  l a s t  t e n  y e a r s .  Which o f  t h e  p r o d u c t s  
on t h a t  1  i s t  have y o u  o r  y o u r  f a m i l y  purchased? (CHECK I N  COLUMN "A",  
BELOW). 1 CARD 3 OR 7 

(1 )  ( 2  ( 3 )  1 -  1- 
When F i r s t  Seve ra l  

On The From Years 1 
A Marke t  F r i e n d s  A f t e r  

T o t a l  Sco re :  21,22 
- -. - - -- -- -- I 

. . . . . . . .  a.  A microwave oven . .  
. . . . . . . . .  b .  A C.B. r a d i o  - . . 

c .  Au tomob i l e  s e a t  b e l t s .  . . . .  . . 
d. E l e c t r i c  l awn  c l i p p e r s  . . . .  . . 

18a. Now I ' m  g o i n g  t o  back ove r  t h e  p r o d u c t s  wh ich  you  have p u r -  
chased and I ' d  l i k e  y o u  t o  t e l l  me whether  you  purchased 
t b a  t p r o d u c t  : (READ CHOICES) 

1 
2- 
3- 
4- 

(1)  when i t  f i r s t  came on t h e  market ,  o r  
( 2 )  a f t e r  y o u  had heard  abou t  i t  f rom f r i e n d s  who owned one. o r  
( 3 )  s e v e r a l  yea rs  a f t e r  i t  had come on t h e  marke t .  I 

e .  An FM r a d i o .  . . . . . . . . .  . . I  5- 
f .  A d i g i t a l  wa tch .  . . . . . . .  6- 

. . . . . .  g .  A P o l a r o i d  camera. -- -: : 7= 
h.  An a u t o m a t i c  d r i p  c o f f e e  maker I 

(CHECK APPROPRIATE COLUMI4 - -  1, 2 OR 3 -- ABOVE). I 



19. I'm g o i n g  t o  read  some more names o f  i n d i v i d u a l s  and groups w h i c h  m i g h t  
be g i v i n g  y o u  i n f o r m a t i o n  on  ways t h a t  y o u  c o u l d  e f f e c t i v e l y  h e l p  t o  
f i g h t  t h e  energy c r i s i s .  Then p l e a s e  t e l l  me i n  each case how much 
y o u  would  t e n d  t o  b e l i e v e  t h a t  i n d i v i d u a l  o r  s roup  abou t  i n f o r m a t i o n  on 
t h e  energy c r i s i s .  Tha t  i s ,  wou ld  y o u  b e l i e v e  t h e n  a  l o t ,  some., not 
much, o r  n o t  a t  a1 l ?  (BEGIN READING L I S T  AT RED CHECK P O I N T B E  SURE 
TO READ THE EIiTI R E  L I S T ) .  

1. P r e s i d e n t  C a r t e r  
2 .  Your Congress iona l  r e p r e s e n t a t i v e  

( P a t  Schroeder,  Tim M i r t h ,  o r  
W i l l i a m  A r n s t r o n g )  

3. Sena to r  Gary H a r t  
4. Sena to r  F l o y d  H a s k e l l  

+4+4+group o f  economis ts  f rom c o l -  
1  ecjes and u n i v e r s i t i e s  

6 .  Governor D i c k  Lanin 
7 .  John Love 
8. A g roup o f  s c i e n t i s t s  and e n g i -  

nee rs  
9 .  Your mayor ( B i l l  !!cNichols) . 

10. Reynelda Muse 
11. Gene Amole 

A  L o t  
- 

( 2 )  

Some 
- 

N o t  Much --- 
- 

( 0 )  
ti0 t 

A t  A l l  

19a. What p u b l i c  f i g u r e s  o r  o r g a n i z a t i o n s  i n  t h e  Denver a rea  --  I 
I 

e i t h e r  on t h e  l i s t  I j u s t  r e a d  you o r  any o t h e r  - -  would  y o u  
tend  t o  have t h e  most f a i t h  i n ,  i f  t h e y  were t o  t e l l  y o u  1 

, t h a t  y o u  had t o  make some s a c r i f i c e s  i n  o r d e r  t o  a v o i d  a  I 
I 

rna j o r  energy c r i  s i s? PROBE. i 



Now I ' d  1 , ike t o  ask you a  few. ques t ions  f o r  s t a - t i s t i c a l  purposes on l y .  
Remen~ber, you r  answers w i l l  remain comp le te ly  c o n f i d e n t i a l .  

Are you:  (READ CHOICES) 1 '  ~ a r r i e d  
2 x  Divorced 

3  Widowed 
4-Or s i n g l e  

21. How many people, i n c l u d i n g  y o u r s e l f ,  1  i v e  i n  y o u r  home? 

22. What was t h e  l a s t  grade you completed i n  school? 

.. 1 Less than 8 t h  grade 4  1-3 years  o f  c o l l e g e  
2- 8 t h -11 th  grade 5 4  years  c o l  1  ege (graduate)  
3= 1 2 t h  grade (H.S. graduate) 6- Pos t-gradua t e  

- 
23. .As I read severa l  age ca tegor ies ,  I ' d  l i k e  you t o  t e l l  me which one 

b e s t  desc r ibes  you r  age. 

1  Under 18 
2-- 18-24 
3- 25-34 
4 x  35-44 

5  45- 54 
6- 55-64 

65 and over  7- 

24. What t ype  o f  work does t h e  head of t h i s  househol d  do? (PROBE FULLY, 
FINDING OUT WHAT DUTIES ARE INVOLVED, ETC. IN  ORDER TO CATEGORIZE 
CORRECTLY BELOW). 

1  P ro fess i ona l  ( doc to r ,  lawyer ,  teacher,  c l e r g y )  
2- Execu t i ve ,  managerial ,  p r o p r i e t o r  ( p res i den t ,  v i ce -  

p res i den t ,  t r easu re r ,  owner) 
3- C r e a t i v e  and communications ( a r t i s t s ,  w r i t e r s ,  r a d i o ,  

t e l e v i s i o n ,  newspapers) 
4  Sales ( r e t a i  1  sa les  and smal l .  r e t a i  1  s t o r e  owners) 
5--- A l l  o t h e r  sa les 

Whi te  c o l l a r  and c i v i l  s e r v i c e  ( c l e r i c a l ,  a d m i n i s t r a t i v e ,  6= 
supe rv i so r y )  

7- T ranspo r t a t i on  ( t r a i n ,  ca r ,  bus) and s e r v i c e  ( h o t e l ,  
r e s t a u r a n t ,  r e p a i r s )  

8- S k i l l e d  l abo r ,  craftsman, foreman (ca rpen te r ,  mach in is t ,  
we1 der  , e t c .  ) 

9 Semi- and u n s k i l l e d  l a b o r  
10- Farmers and farm workers 
11-- M i  1  i t a r y  
12- Student  
13-- R e t i r e d  
14--other . --- (Spec i f y :  . 1 
- 

25. (HAND RESPONDENT CARD G). A t  which o f  t h e  s t o res  on t h a t  ca rd  do you 
have charge accounts? 

1. Denver Dry 
2--- May D&F 
3  Mon tgoniery Ward 

4  J.C. Penney 
Sears, Roebuck & Company 5= 

CARD 3  OR' 7 

38 



26. How many rooms are  there  i n  t h i s  house? 1 45- 

27. How long  have you owned your  home here? , _years 
.- 

28. What would you say i s  the  approximate cu r ren t  market value o f  your  home 
here -- t h a t  i s ,  the  amount you would expect t o  rece i ve  i f  you were t o  
s e l l  i t today? 

1 Under $15,000 7 $75,000-$99,999 
2- $15,000-$24,999 8- $100,000-$149,999 
3- $25,000-$34,999 9- $150,000 and over  
4- $35,000-$44,999 10- Don ' t know 
5- $45,000-$59,999 11- Refused 
6 z  $60,000-$74,999 

..- ".. .*.,--.. -.-. 
29. What k i n d  o f  heat ing  system do you have i n  you r  home here? 

1 Gas 
2- Hot water 
3:= E l e c t r i c  

4 Forced a i r  
5- Natura l  gas 

Don ' t  know 6 Y  

30. Do you have a i r  cond i t i on ing?  1 Yes 2- N o 

I F  "YES" TO Q. 30: I s  i t  1 Centra l  , o r  
Window? 2- 

31. Dur ing t h i s  pas t  w in te r  -- say December, January, o r  February -- what 
waq ynl l r  average monthly P u b l i c  Serv ice  b i l l ?  (INCLUDE THE ADJUSTMENT). 

1 Under $20 
2 z - z  $20- $29 
3 $30- $39 
4- $40- $49 
5-- $50-$59 
6- $60- $69 

7 $70-879 
8- 880-8859 
9- $90-$99 

10- $100 and over 
11- Don ' t  know 
1 2 x  Ref used 

32. Do you own& automobile? 1 Yes 2- No 

I F  "YES" TO Q.  32: 

(BE CERTAIN TO DETERMINE WHICH CARS, I F  ANY, ARE COMPACT AND 
CHECK IN  LAST COLUMN, ABOVE). 

32a. What a re  the  makes and years o f  your  automobiles? (EXCLUDE 
TRLICKS) . 

Check I f  
Year Manufacturer Make Compact 

-- 5 1- 
Forei  qn 



33. Du r i ng  t h e  p a s t  two years,  how many vaca t ions  o r  p leasure  t r i p s  have you 
taken  i n  wh ich  you  t r a v e l e d  by a i r ?  

34. Do you  be long  t o  any s o c i a l  o r  c i v i c  o rgan i za t i ons?  

1- Yes 2- N o 

I F  "YES" TO Q. 34: 

34a. Which o rgan i za t i ons  do you be long t o ?  (LIST BELOW). 

34b. Have you  i n  t h e  l a s t  two o r  t h r e e  years  served as an o f f i c e r  or 
d i r e c t o r  o f  any o f  those o rgan i za t i ons?  

1- Yes' - 2- NO 

I F  "YES" TO Q. 34b:' ' 

34c. How many? 

35. For  $ t a t i s t i c a l  purposes on ly ,  we need to '  know y o u r  approximate. f a m i l y  
income f o r  1976. That i s ,  a l l  money earned f rom s a l a r y  o r  wages o r  
f rom o t h e r  sources --  before '  taxes. 1'11 read  t h e  income ca tego r i es  
and you  t e l l  me which l e t t e r  b e s t  rep resen ts  a l ' l  t h e  money which members 
o f  y o u r  household earned i.n 1976. (HAND INCOME CARD). 

1 A Under $5,000 6 F 825,000-$29,999 
2- B $5,000-$9,999 7- G $30,000-$34,999 
3- C $10,000-$14,999 8- H $35,000 and over  
4- D $15,000-$19,999 9- Not sure/  r e f used  
5 z  E $20,000-$24,999 10- I n t e r v i e w e r  es t imated  incomc 

36. I n  terms o f  p o l i t i c a l  a f f i l i a t i o n ,  do you cons ider  y o u r s e l f  t o  be: 

1 . A Repub.1 i can, 
2- -- A Democrat, o r  

An Independent 3- 

4 Refused 
5- Not r e g i s t e r e d  6z Don' t know 



37. Would you be i n te res ted  i n  j o i n i n g  a c i t i z e n ' s  o rgan i za t i on  which had 
as i t s  goal the  spreading o f  energy conserving behavior and a t t i t u d e s  
among no t  on ly  your  own fami ly ,  b u t  among ynur  f r i e n d s  and o the r  fam- 
i l i e s  i n  the  neighborhood? 

1- Yes 2- No 3- Don ' t  know 

I F  "YES" TO Q. 37: 

37a. Would you be w i l l i n g  t o  spend $10 a year  f o r  membership i n  
such an organ iza t ion? 

Yes 1- 2- 4 0 Don ' t  know 3- 

I F  "NO" TO Q. 37a: 

37b. How about $5.00 a year? 

1- Yes 2- No 3- Don ' t know 

I F  "NO" TO Q. 37: 

.37c. Would you be i n te res ted  i n  such an o rgan i za t i on  i f  there  
were f i n a n c i a l  rewards f o r  energy-conserving behavior? 

1- Yes 2- No 3- Don ' t know 

INTERVIEWER SHOULD RECORD, BUT NOT ASK: 

Sex o f  respondent: 1 Male 2- Fenla 1 e 

Ethn ic  c l a s s i f i c a t i o n :  1 Anglo 3 H i  spano 
2- Black 4- Other 

Respondent' s  name 

Address.- - Tel ephnne 

Date o f  i n t e r v i e w  ..---_---- 

Length o f  i n t e r v i e w  

Name o f  i n te rv iewer  

3-di g i  t respondent number 78,79,80 

BLANK 



C i t y  

Sample Number ,- - 

Q u e s t i o n n a i r e  Number 

D O E  S U R V E Y  - - - - - - - - - 
1. (HAND RESPONDENT CARD A) .  Imagine f o r  a  moment t h a t  you were t h e  

P r e s i d e n t  o f  t h e  U n i t e d  S t a t e s  and an a d v i s o r  handed you t h a t  l i s t  
o f  t h i n g s  which shou ld  be done t o  s o l v e  some o f  t h e  problems f a c i n g  
t h e  c o u n t r y .  Your dilemma i s  t h a t  y o u ' v e  g o t  t o  a s s i g n  some 
p r i o r i t i e s  t o  those problerns. I n  o t h e r  words, some o f  them have t o  
be 'cons idered more i m p o r t a n t  t h a n  o t h e r s .  

Each o f  those cards  (HAND SET OF 3 x  5 CARDS) c o n t a i n s  one o f  t h e  
p r i o r i t i e s  l i s t e d  on t h e  l a r g e  sheet .  I ' d  l i k e  you t o  a r range  those  
cards  i n  o r d e r  so t h a t  t hey  r e f l e c t  t h e  way you v iew t h e  impor tance 
o f  those p r i o r i t i e s .  Pu t  t h e  most i m p o r t a n t  p r i o r i t y  on top ,  and so 
on, so t h a t  t h e  l e a s t  i m p o r t a n t  i s  on t h e  bot to i i l .  (ENTER RANKING 
FROM CARDS AS 1 TO 12 I N  COLUMN A) .  

P r i o r i t y  I t em:  Rank 

a.  Reducing t h e  occur rence o f  v i o l e n t  c r imes .  - 
b. Providing . f i r s t - r a t e  educa t iona l  o p p o r t u n i t i e s  f o r  young 

peop le  . - 

c. Car ing  f o r  t h e  e l d e r l y .  

d.  Reducina t h e  t a x  burden. 

CARD 1 OR 4 

e.  F i g h t i n g  t h e  problems assoc ia ted  w i t h  a l c o h o l  and d rug  
I 

abuse. - 1 5 -  
f .  Reducing a i r  p o l l u t i o n  and env i ronmenta l  damage. - 

g. P r o v i d i n g  j o b s  f o r  t h e  unemployed. 

h. Making su re  t h e r e ' s  enough energy t o  go around. 

i. Reducing c o r r u p t i o n  i n  bus iness and government. - 

j. Reducing t h e  c o s t s  o f  l i v i n g  and s low ing  down i n f l a t i o n .  - 

k. P r o v i d i n g  adequate heal  t h  ca re .  - 

1. Reducing r a c i a l  and r e 1  i g i o u s  p r e j u d i c e .  -- 

2. L e t ' s  t a k e  t h e  energy p r i o r i t y  f o r  a  moment. I ' d  1  i ke t o  know how 
mucli you L l ~ i r ~ k  Lt161: you y o u r s e l f  Can c o i l t r i b u t e  t o  s o l v i n g  t h e  prob-  
lem o f  "making su re  t h e r e ' s  enough energy t o  go around" .  I want you  
t o  t e l l  me whether you f e e l  you  can p e r s o n a l l y  a g r e a t  d e a l ,  
somcthinq .- do v e r y  l i t t l e ,  01.. du n o t h i n g  t o  h e l p  make su re  t h e r e ' s  
en'ough energy t o  go around. 

4 0o.a g r e a t  dea l  

3 Can do something 
2 -  Can do ve ry  1  i t t l e  
1 Can do n o t h i n g  



3 .  Please  t e l l  me i f  you  agree o r  d i s a g r e e  w i t h  t h e  f o l l o w i n g  s ta temen ts :  

Don ' t 
Agree Disagree Know 

a. Conserva t i on  i s  n o t  a  r e a l i s t i c  s o l u t i o n  
t o  t h e  ene rgy  c r i s i s  u n e l s s  we a,re a l l  
p repa red  t o  accep t  a  much lower  s tandard  
o f  l i v i n g .  

b. There  a r e  o t h e r s  i n  t h i s  n a t i o n  who use 
a  whole  l o t  more energy than  I do. They 
a r e  t h e  ones who ought  t o  be f o r c e d  t o  
conserve.  

4. Would y o u  f a v o r  o r  oppose each o f  t h e  f o l l o w i n g  c o n s e r v a t i o n  measures 
b e i n g  enacted by t h e  government? 

D o n ' t  
Favor  Oppose Know 

a. A l a w  p r o h i b i t i n g  houses, i n c l u d i n g  e x i s t -  
i n g  ones, f rom be ing  s o l d  un less  t h e y  had 
p r o p e r  l e v e l s  o f  i n s u l a t i o n .  -- 

b. A law  s e t t i n g  s tandards f o r  how much energy 
home a p p l i a n c e s  cou ld  use. --- 

5. (HAND RESPONDENT CARD SET B.  ) L i s t e d  on those  ca rds  a r e  t e n  energy 
use rs  commonly found  i n  t h e  home. I ' d  l i k e  you t o  rank  them i n  o r d e r  
i n  te rms o f  what y o u  t h i n k  t h e i r  average mon th l y  use i s .  To b e g i n  
w i t h ,  what i s  t h e  b i g g e s t  energy use r?  And what i s  n e x t ?  (BE SURE 
THAT RESPONDENT RANKS ALL TEN ITEMS). 

Rank 

a. Standard r e f r i g e r a t o r  - 

b. Co lo r  t e l e v i s i o n  - 
c. Average s i z e d  w a t e r  h e a t e r  - 
d. E l e c t r i c  b l a n k e t  - 
e. L i g h t i n g  - 

f. Heat ing - 
g. Cof fee  maker - 
h. Automat ic  washer - 
i. Range - 
j. C e n t r a l  a i r  c o n d i t i o n i n g  - 



6. The recen t  upsurge o f  i n t e r e s t  i n  meet ing t h e  p rosen t  enel-ay problem 
seems t o  have l e d  t o  a whole new t echn i ca l  vocabulary .  I ' d  l'i ke t o .  
read you some o f  those terms and I want you t o  t e l l  me i f  y o u ' v e  
ever heard o f  t h e  term as i t  r e l a t e s  t o  t h e  energy s i t u a t i o n .  . , : . 
(CHECK I N  I-EFT COI-UMN. THEN GO BACK TO THOSE TErd,lS Id l l ICH ARE 
FAMIL IAR TO RESPONDENT AND ASK: '"Can you t e l l  me what (- 
means t o  you?")  -) I 

HAVE 
HEARD OF ---- D E F I N I T I O N :  . ' ' 

. . 
a. R e t r o f i t t i n g  

P. . . 

b. L i f e  c y c l e  c o s t i n g  - ...-*-.-- - I 

c. So la r  energy -- 
. . 

. . 

d. B lackou t  
? .  

---- --. I 
- - . . 

, . . .. 

e.  R Value - -- - 
- . . - 

. , -- f. Degree day - 
. . 

- 

h. EER .--- -- 

.+ -. i. Geothermal power 

j. Coal g a s i f i c a t i o n  

k. Sunshine r i g h t  o f  ways 

-- 

1. Energy c o s t  o f  ownership - . -- 

TOTAL 
SCORE : I 



Some people say t h a t  w i t h  t h e  cos t  o f  energy go ing up a l l  t he  t ime  
i t  i s  b e t t e r  t o  buy more expensive appl iances t h a t  conserve energy. 
Others say t h a t  you should buy cheaper appl iances because y o u ' l l  
never save enough t o  pay o f f  t he  o r i g i n a l  cos t .  Which i s  c l o s e r  t o  
you r  op i n i on?  

1- Buy more expensive appl' iances 

2- Buy cheaper appl i ances 

3 -  Don ' t know 

I F  ALTERNATIVE 1 ("BUY MORE EXPENSIVE APPLIANCES") WAS CHOSEN, 
ASK 0. 7a AND 7b: 

7a. Even tua l l y ,  t h e  money saved due t o  lower  energy usage should 
o f f s e t  t h e  h igher  i n i t i a l  cos t  o f  those energy-saving 
appl iances.  How soon would.you reasonably expect t o  recoup 
t h e  c o s t  -- through lower  ope ra t i ng  cos ts  -- o f  an energy- 
sav ing app l iance  which c o s t  10 percent  more than a convent ional  
appl  i ance?  

months o r  years 

7b. And how soon would you reasonably expect t o  recoup t he  cos t  o f  
an ener.gy-saving app l iance  which c o s t  20 percent  more than a 
conven t iona l  appl iance? 

months o r  years 
. . 

- 

8. I n  t h e  pas t  yea r  o r  so, have you o r  your  f a m i l y  done anyth ing t o  
i n c rease  your  own conserva t ion  o f  energy here a t  home? 

1 . Yes 2 -  N o 3 -  Don ' t  know 

I F  "YES" TO Q. 8: 

8a. What have you done? 

9. I f  America conserves energy, do you t h i n k  your  standard o f  l i v i n g  
w i l l  go up, w i l l  go down o r  s t ay  about t h e  same? 

1 -- W i l l  go up 2 -  Stay t h e  same 

3 -  W i l l  go down 4 -  D o n ' t  know 



10. (HAND RESPONDENT'CARD C). That  sheet  c o n t a i n s  a  l i s t  o f  suggested 
ways t h a t  i n d i v i d u a l s  c o u l d  h e l p  conserve energy on a  day-to-day 
bas i s .  Which ones a r e  y o u  (and y o u r  f a m i l y )  a l r e a d y  do ing?  P lease 
j u s t  t e l l  me t h e  l e t t e r  o f  each one. (RECORD I N  COLUMN 1 BELOW WITH 
AN " X " ) .  

Turn  down t h e  the rmos ta t  
t o  65 i n  t h e  c o l d e r  months. 

Buy energy conse rv ing  app l  i- 
ances and dev i ces  which may 
c o s t  more than  conven t iona l  
i tems,  b u t  wh ich w i l l  c o s t  
l e s s  t o  o p e r a t e  ove r  t h e  
l o n g  run .  

D r i v e  t h e  c a r  l e s s  and use 
t h e  bus o r  a  ca rpoo l .  

I n s t a l l  an au tomat i c  s e t -  
back the rmos ta t  t h a t  auto-  
m a t i c a l l y  lowers  t h e  tem- 
p e r a t u r e  o f  y o u r  house a t  
n i g h t .  

I n s t a l  1  s t o r n ~  windows and 
s t o r m  doors.  

I n s t a l l  an au tomat i c  l i g h t  
t i m e r  t h a t  t u r n s  y o u r  l i g h t s  
on and o f f .  

I n s t a l  1  a  d e v i c e  which r e -  
s t r i c t s  t h e  h o t  wa te r  f l o w  
on t h e  head o f  y o u r  shower. 

I n s t a l  1  weathers tri p p i  ng. 

I n s t a l  1  t h e  most e f f i c i e n t  
i n s u l a t i o n .  

I n s t a l l  f l u o r e s c e n t  l i g h t  
b u l  bs wherever p o s s i b l e .  

I n s t a l l  a  chimney f l u e  
damper wh ich c loses  when 
t h e  f u r n a c e  Js n o t  i n  use.  



1. I n s t a l l  a s o l a r  h o t  water 
heater .  

m. 1ns ta l1  a hea t  pump. 

n. Next t ime  you  purchase a 
range, g e t  one w i t h  an e lec -  
t r o n i c  p i l o t  l i g h t .  

o. I n s t a l l  an' i n s u l a t i n g  hood ' 
f o r  y o u r  h o t  water  heater .  

.. . . . 

FOR THOSE ITEMS ON PREVIOUS LIST WHICH RESPONDENT I S  NOT ALREADY 
USING, ASK Q. 10a THROUGH 10f .  : 

10a. Which o t h e r  energy-conserving measures on t h a t  1 i s t  a re  
you and you r  f a m i l y  most l i k e l y  t o  consider? (RECORD 
WITH AN " X u  I N  COLUMN 2, PRECEDING PAGE). 

lob.  ~ h i ' c h  o f  a l l  those measures on t h e  l i s t  wou1d.be t h e  most 
d i f f i c u l t  f o r  you and.your.  f a m i l y . t o  adopt? (RECORD WITH. 
AN "X I '  I N  COLUMN 3, PRECEDING .PAGE): ' 

10c. Why ,would those measures be, d i f f i c u l  t f o r  you and .your 
f a m i l y ?  (ONLY ASK ABOUT TWO DIFFICULT MEASURES). . 

(ITEM: . 1 1 64', 65 -- 

(ITEM: ) 

10d. I n  you r  op in ion ,  which' o f  a l l  o f  those measures would probably  
r e s u l t  i n  t h e  g rea tes t  savings i n  bo th  energy consumption and 
t h e r e f o r e  d o l l a r s  spent on u t i l i t i e s ?  (RECORD WITH AN " X "  IN  

. . COLUMN' 4, PRECEDING PAGE). . . 

10e. Which o f  those measures would { nvo l ve  t he  g rea tes t  i n i t i a l  cost 
t o  yo'u? (RECORD WITH AN " X u  IN  COLUMN '5, PRECEDING PAGE) .. 

10f. Do any o f  you r  f r i ends  use any of t h e  measures l i s t e d  on t h a t  
sheet? (RECORD WITH AN " X u  IN  COLUMN 6, PRECEDING PAGE) : ' . . 

Th ree-d ig i  t , . 78,79,80 
Respondent number 



HAND RESPONDENT CARD D 

11. Here i s  a l i s t  o f  p roduc ts  wh ich have shown up r e c e n t l y  i n  hardware and home 
maintenance departments i n  Denver s t o r e s .  Have you  purchased any o f  t h e  
p roduc ts  on t h a t  l i s t  w i t h i n  t h e  l a s t  f o u r  o r  f i v e  months? (CHECK I F  
PURCHASED. ) 

' HAVE 
PURCHASED 

1. A t t i c  ven ts  - 
2. C e i l i n g  i n s u l a t i o n  - 
3. W e a t h e r s t r i p p i  ng/cau l  k i n g  - 
4. Storm windows and doors - 
5. P i p e  and w a t e r  h e a t e r  i n s u l a t i o n  - 
6. Doubl e - g l a z i n g  i n s u l a t e d  windows - 
7. R e f l e c t i v e  f i l m  - 
8. Set-back the rmos ta t  - 
9. P i l o t  l i g h t  conve rs ion  k i t  - 

10. E l e c l r o r l i c a l l y  l i t  gas s t o v e  - 
11. Power a t t i c  v e n t  - 
12. Exhaust fan - 

. -- - . - 

12. FOR EACH PRODUCT PURCHASED I N  Q. 11, ASK SERIES a THROUGH i. 

NAME OF PRODUCT MENTIONED I N  Q. 11: 

a. P lease t h i n k  back a moment t o  t h e  t i m e  when y o u  purchased (name o f  
p r o d u c t ) .  What was t h e  name o f  t h e  s t o r e  where you  bought  i t ?  

b.  Was i t  a rep lacement  f o r  a worn-out p r o d u c t  o r  was i t  t h e  f i r s t  t i m e  
you had purchased a (name o f  p r o d u c t ) ?  

1 -  Rep1 acement 2 - F i r s t  t i m e  3 - D o n ' t  know 4 - A d d i t i o n  

c. D i d  you  i n t e n d  t o  buy a (name o f  r o d u c t )  b e f o r e  you  went i n t o  (name o f  
s t o r e )  o r  d i d  you dec ide  --f- t o  buy i t  them) once you  were i n  t h e  s tore?-  

3. - Prev ious  i n t e n t  2 -  Impul  se 

3 - Other  ( s p e c i f y :  1 4 -  D o n ' t  know 

d .  What made you dec ide  t o  buy a (namc o f  p r o d u c t )  a t  t h a t  t i m e ?  PROBE 

e. Had you  ,seen o r  heard  a n y t h i n g  about  (name o f  p r o d u c t )  p r i o r  t o  buy ing  
i , t ?  . 

- Yes 2 -  No 3 - D o n ' t  know 

I F  YES TO Q. e: f. What had you  heard and where had you  heard i t ?  

WHAT HEARD: 

WHERE HEARD: 

g. Can you  t e l l  me how much (name o f  p r o d u c t )  c o s t  you? $ 

h. W i l l  you eve r  make up t h e  c o s t  o f  (narne o f  p r o d u c t )  i n  t e r m s  of  t h e  
energy c o s t s  y o u  m i g h t  save? Yes 2 - No 3 Don ' t Know 
I F  YES TO Qh: i. How l o n g  w i l l t  t a k e  b e f o r e  that-ost o f  p r o d u c t )  

i s  made up i n  cnc rgy  sav ings?  



NAME OF PRODUCT MENTIONED I N  Q. 11:; 
. . 

a. P lease  t h i n k  back a  moment t o  t h e  t ime  when you  purchased (name o f  
p r o d u c t ) .  What was t he  name o f  t h e  s t o r e  where you bought i t ?  

b. Was i t  a  rep lacement  f o r  a  worn-out p roduc t  o r  was i t  t h e  f i r s t  t ime  
you had purchased a  (name o f  p roduc t ) ?  

1 -  Rep1 acemen t 2  - F i r s t  t ime  3 - D o n ' t  know 4 -  A d d i t i o n  

c .  D i d  you  i n t e n d  t o  buy a  (name o f  r o d u c t )  b e f o r e  you went i n t o  (name o f  
s t o r e )  o r  d i d  you dec ide m u ~ i ' m )  once you were i n  t he  store?- 

1 -  Prev ious i n t e n t  2 -  Impul se 
3 -  Other  ( s p e c i f y :  ) 4 -  D o n ' t  know 

d. What made you dec i de  t o  buy a  (name o f  p r o d u c t )  a t  t h a t  t ime?  PROBE I 

e. Had you  seen o r  heard any th i ng  about  (name o f  p roduc t )  p r i o r  t o  buy ing 
i t ?  

1- Yes 2 -  No 3 - . D o n ' t  know 
I F  YES TO Q. e: f. What had you heard and where had you heard i t ?  

WHAT HEARD: 

WHERE HEARD: 

g. Can you  t e l l  me how much (name -- o f  p r o d u c t )  c o s t  you? ' $  

h. W i l l  you ever  make up t h e  c o s t  o f  (name -- o f  p r o d u c t )  i n  te rms  o f  t h e  
energy  cos t s  you m igh t  save? I Yes 2  - No 3 Don ' t Know 
I F  YES TO Q.h: i. How l o n g  wi l - t  t a k e  b e f o r e  t h a t x o s t  o f  p roduc t )  

i s  made up i n  energy sav ings?  

13. Would you be w i l l i n g  t o  pay on t h e  average o f  ten  t o  1 5  percen t  e x t r a  t o  buy 
appl iances t h a t  conserve energy and c o s t  l e s s  t o  operate because of lower  
energy use? 

1 -  Yes 2 -  No 3 -  Not sure 

14. Would you be w i l l i n g  t o  pay $200 more t h e  nex t  t ime  you purchase an automobi le 
t o  ge t  dev ices t h a t  increase gas mi leage and, thus, save on gas cos ts?  

1 -  Yes 2 -  No 3 -  Not sure 



15. Would you be w i l l i n g  t o  purchase an au tomat i c  se t -back t h e r m o s t a t  t h a t  au to -  
m a t i c a l l y  lowered t h e  temperature  o f  y o u r  home a t  n i g h t ?  

1 -  Yes 2 No 3 Not su re  

15a. L e t  me e x p l a i n  what I mean by an au tomat i c  se t -back t h e r m o s t a t .  T h i s  
d e v i c e  e s s e n t i a l l y  would he1 p .  peop le  conserve energy by  a u t o m a t i c a l l y  
a d j u s t i n g  t h e  the rmos ta t  t o  p r e - s e l e c t e d  temperatures ,  a l t h o u g h  a t  a l l  
t imes  t h e  au tomat i c  ad jus tments  c o u l d  e a s i l y  be o v e r - r i d d e n  hy t h e  con- 
sumer i f  he wanted t o  do so. Would you be w i l l i n g  t o  purchase an 
au tomat i c  se t -back the rmos ta t  . t h a t  would a u t o m a t i c a l l y  l ower  t h e  
temperature  o f  y o u r  home a t  . n i g h t  t o  t h e  tempera tu re  which you  s e l e c t e d  
and would t h e n  a u t o m a t i c a l l y  i n c r e a s e  t h e  tempera tu re  i n  t h e  ~ e o r n l n g  
t o  y o u r  s e l e c t e d  temperature? 

1 -  Would purchase 2 - Would n o t  3 - Not s u r e  

16. I f  you were t o  equ ip  y o u r  house w i t h  new energy-sav ing p r o d u c t s  and if you wer 
t o  p r a c t i c e  more energy c o n s e r v a t i o n  t h a n  you p r e s e n t l y  do, what percentage o f  
y o u r  p resen t  u t i l i t y  c o s t s  do you  t h i n k  you c o u l d  save? (ATTEMPT TO FORCE A 
GUESS I F  RESPONDENT DOES NOT KNOW) 

% 

16a. How much o f  t h a t  ( % )  which you  f e e l  you c o u l d  save would be due t o  
. t h e  new p roduc ts  a n d w  much would  be due t o  p r a c t i c i n g  more energy 
conse rva t i on?  (FORCE GUESS) 

% due t o  new p roduc ts  

% due t o  c o n s e r v a t i o n  

(THESE PERCENTAGES SHOULD TOTAL TO THE 
PERCENTAGE RECORDED I N  Q. 16  ABOVE) 

17. Approx ima te l y  what  percentage o f  y o u r  f r i e n d s  and acqua in tances act ive1.y 
p r a c t i c e  energy c o n s e r v a t i o n  i n  t h e i r  homes? 

"/, 



HAND RESPONDENT CARD E  WITH LIST OF ORGANIZATIONS AND INDIVIDUALS. 

18. I ' m  g o i n g . t o  r e a d  y o u  t h e  names o f  some o r g a n i z a t i o n s  and 
i n d i v i d u a l s  wh ich  m i g h t  be g i v i n g  you i n f o r m a t i o n  on ways t h a t  you 
c o u l d  e f f e c t i v e l y  h e l p  t o  f i g h t  t h e  energy c r i s i s .  Then p lease  t e l l  
me i n  each case how much you  would tend  t o  b e l i e v e  t h a t  o r g a n i z a t i o r  
o r  i n d i v i d u a l ' s  i n f o r m a t i o n  on t h e  energy c r i s i s .  That  i s ,  would 
you b e l i e v e  them a  l o t ,  some, n o t  much, o r  n o t  a t  a l l ?  (BEGIN 
READING LIST AT RED CHECK POINT ~ U R E  TO READ THE ENTIRE L IST) .  

18a. Which o f  t h e  o r g a n i z a t i o n s  o r  i n d i v i d u a l s  on t h a t  l i s t  would 
you  t e n d  t o  b e l i e v e  i n  most when i t  came t o  i n f o r m a t i o n  on t h e  
energy s i t u a t i o n ?  

18b. Why would you t e n d  t o  b e l i e v e  i n f o r m a t i o n  f rom t h a t  source? 
PROBE 

1. The U.S. Department o f  Energy 

2. L o c a l  t e l e v i s i o n  s t a t i o n s ,  
such as Channel 2, 4, 7, o r  9 

3. Your Congress iona l  r e p r e s e n t -  
a t i v e  ( P a t  Schroeder,  Tim 
W i r t h ,  o r  W i l l i a m  Armstrong) 

4. Your f a v o r i t e  r a d i o  s t a t i o n  

5. P u b l i c  S e r v i c e  Company 

6. The Denver P o s t  

7. The Rocky Mounta in  News 
8. Sears,  Roebuck and Company 

9. Montgomery Ward 

10. P r e s i d e n t  C a r t e r  

11. A  group o f  s c i e n t i s t s  and 
eng inee rs  

12. A  group o f  economists f rom 
c o l l e g e s  and u n i v e r s i t i e s  

18c. -And wh ich  on t h a t  l i s t  would you t e n d  t o  b e l i e v e  l e a s t  o f  a l l  
when i t  came t o  i n f o r m a t i o n  on t h e  energy s i t u a t i o n ?  

18d. Why i s  t h a t ?  PROBE 

( 3 )  

A  l o t  - 

- 

- 
- 

- 
- 

- 

- 

( 0 )  
Not  

a t  a l l  

( 2 )  1 
Some - 

- 

- 

- 

- 
- 
- 
- 
- 
- 
- 

- 

- 

Not much 



! 
. . 

19. Have you no t i ced  o r  heard -- i n  t h e  l a s t  se~e~a .1 . '  months -- any - , 

commercials o r  ads i n  l o c a l  newspapers, TV, r a d i o  o r  i n  s t o res  which 
s t ressed energy conservat ion? 

Yes No Don ' t know, 1 -  2 -  3 -  
I F  YES TO Q.19: 

19a. Where d i d  you see o r  hear such a d v e r t i s i n g ?  

1 -  TV 2  - r a d i o  . 3  - newspaper 

i n - s t o r e  5 -  Don' t know 4 -  

19b. Can you descr ibe any o f  those ads f o r  me? 
PROBE 

7 

SHOW RESPONDENT NEWSPAPER REPRINT. -- 
20. Do you r e c a l l  seeing t h i s  ad i n  any o f , t h e  l o c a l  papers? 

Yes No Don ' t know 1 -  2 -  3 -  
I F  YES TO Q. 20: 

.. , 20a. D id  you en te r  t h e  con tes t  p i c t u r e d  there?  
1 -  Yes 2 -  No 3 -  Don ' t know 

20b. Why d i d  you en te r?  PROBE 
. .  . 

. . 
. . 

20c. Why d i d n ' t  you en te r?  PROBE 

SHOW RESPnNDENT TJSJTI LL-. # I  
21. Do you r e c a l l  seeing t h i s  cnmmerciai on t e l e v i s i o n  r e c e n t l y ?  

3 -  Yes 2 -  No 3 -. Don ' t  know 
I F  YES TO 4.21: 21a. Can you t e l l  me something ahnut t h a t  conaerc ia l  

-- what i t  showed, what i t  said, e tc .  PROBE 

21b. What was your  r e a c t i o n  t o  the  commercial -- 
. p o s i t i v e ,  negat ive,  n e u t r a l ?  .. 

1 - p o s i t i v e  2  nega t i ve .  3 - n e u t r a l  
4 - d o n ' t  r e c a l l -  , . . . 

21c. Why d i d  you r e a c t  t h a t  way? PROBE. 
,t . ! .  

. , 
.. . . . 



SHOW RESPONDENT TV STILLS #2 AND 3 
22. Do you r e c a l l  see ing t h i s  commercial on' t e l e v i s i o n  r e c e n t l y ?  

1 -  Yes 2 -  No 3 -  Don ' t know 
I F  YES TO 4 . 2 2 :  22a. Can you t e l l  me something about t h a t  com- 

me rc i a l  -- what i t  showed, what i t  sa id ,  e t ~ .  
PROBE 

- -  ~ ~ - -  - - -- 

22b. What was your  r e a c t i o n  t o  t he  commercial -- 
p o s i t i v e ,  negat ive,  n e u t r a l ?  

1 - p o s i t i v e  2  nega t i ve  3 - n e u t r a l  
4  - d o n ' t  r eca l l -  

22c. Why d i d  you r e a c t  t h a t  way? PROBE 

SHOW RESPONDENT TV STILLS #4 AND 5 
23. Do you r e c a l l  see ing t h i s  commercial on t e l e v i s i o n  r e c e n t l y ?  

1 -  Yes 2 -  No 3 -  Don ' t  know 
I F  YES TO 4.23: 23a. Can you t e l l  me something about t h a t  com- 

merc ia l  -- what .it showed, what i t  sa id ,  e t ~ .  
PROBE 

23b. What was your  r e a c t i o n  t o  t he  commercial -- 
p o s i t i v e ,  negat ive,  n e u t r a l ?  

1 - p o s i t i v e  2  - negat i ve  3  - n e u t r a l  

4  - d o n ' t  r e c a l l  

23c. Why d i d  you r e a c t  t h a t  way? PROBE 

I F  RESPONDENT RECALLED SEEING ANY OF THE THREE COMMERCIALS, ASK 4.24 
AND 24a I F  APPROPRIATE. 

24. Was t he re  any s logan o r  t a g - l i n e  which was' common t o  those t h ree  TV 
commercials? 1 - Yes 2 - No 3  - D o n ' t  know 

I F  YES TO 4.24: 24a. What d i d  t h a t  s logan say? 

2 '7 - 
;hree-d ig i  t resp.  
lumber 
'8,79980 
:ARD 3  OR 6 



25. Now I ' m  go ing  t o  read  you some incomp le te  sentences f rom commercial 
messages; t h a t  i s ,  p a r t  of  t h e  sentence i s  m i s s i n g .  As I r e a d  each 
one, I ' d  l i k e  you  t o  c o ~ i i p l e t e  i t  w i t h  t h e  f i r s t  t h i n g  t h a t  comes t o  
mind. For  example: 

a. "Ford  has a  b e t t e r  (BLANK) 

and n e x t :  

b. "Products  t h a t  save energy (BLANK) 

25a. The c o r r e c t  s logan  I s  "Products  t h a t  save energy pay f o r  
themselves".  What do you i n t e r p r e t  t h a t  s logan  t o  mean? 
PROBE 

26. SHOW RESPONDENT IN-STORE MATERIALS. 

Do you r e c a l l  see ing  -- i n  t h e  l a s t  t h r e e  o r  f o u r  months -- any 
p r o d u c t  d i s p l a y s  i n  l o c a l  s t o r e s  wh ich  l ooked  l i k e  t h i s ?  

1 -  Yes 2 -  N o  3 -  D o n ' t  know 
I F  YES TO 4.26: 

26a. Do you  r e c a l l  wh ich s t o r e s  you saw them i n ?  

26b. D i d  you  ask anyone i n  t h e  s t o r e  what t h e y  s tood  f o r  o r  
meant? 

- Yes 2 -  No 3 - D o n ' t  know 
I F  YES TO Q.26b: 26c. D id  t h e y  t e l l  you? 

1 -  Yes 2 -  Nn 3 - Don ' t know 
26d. D i d  you end I I ~  buy ing  any energy-sav ing p r o d u c t s  a f t e r  

see ing  those  d i s p l a y s ?  

1 Yes 2  N o  3 -  D o n ' t  know - 
I F  YES TO Q.26d: 26e. WhaL pr.oducts d i d  you buy? 

26 f .  What i s  o v e r a l l  r e a c t i o n  t o  those  d i s p l a y s  -- p o s i t i v e ,  
n e g a t i v e  o r  n e u t r a l ?  

1 - p o s i t i v e  2  - n e u t r a l  3 - n e g a t i v e  
4. d o n ' t  know 

269. Why do f e e l  t h a t  way? PROBE 



27. Have you a.ttended t h e  r ecen t  Home and.Garden .show.at t h e  Cur r igan  
Convent ion Cen te r?  1 - Y e s  2 -  No 3 ' D o n ' t  know 

I F  YES TO 4.27: 27a.  id you n o t i c e  t h e  energy machine which was 
' d i sp layed  t he re  ? 

1 -  Yes 2.- No 3 - Don' t  know 
I F  YES TO Q.27a: 27b. What was your  r e a c t i o n  t o  t h a t  energy 

machine? PROBE. 

28. , I n  genera l ,  how o f t e n  do you u s u a l l y  en te r  con tes ts  o r  sweepstakes 
which a p p e a r . i n  newspapers, magazines,-or i n - s t o r e  promotions? 
(READ .CHOICES) - Do you. u s u a l l y  en te r  them f requent ly , .  occas iona l l y ,  
r a r e l y ,  o r  n o t  a t : a l l ?  

1- f r e q u e n t l y  
2  - o c c a s i o n a l l y  

3 - ,  r a r e l y  

4 -  n o t  a t  a l l  

GO .TO THE NEXT 'PAGE 



Now I ' d  l i k e  t o  ask you a few ques t ions  f o r  s t a t i s t i c a l  purposes on l y .  
Remember, you r  answers w i l l  remain comp le te ly  c o n f i d e n t i a l .  

29. Are you: (READ CHOICES) 1 - Marr ied  3 -  Widowed 
2 -  Divorced/ 4  - Or s i n g l e  

Separated 

1 -  Less t han  8 t h  grade 4 -  1-3 yea rs  o f  c o l l e g e  
2 -  8 th -11 th  grade 5 -  4  yea rs  c o l  1  ege (g radua te )  
3  - 1 2 t h  grade (H.S. graduate)  6  - Post-graduate 

-- 

30. How many people, i n c l u d i n g  y o u r s e l f ,  1  i v e  i n  you r  home? 

31. What was t h e  l a s t  grade you completed i n  school? 

32. A s . 1  read  severa l  age ca tegor ies ,  I ' d  l i k e  you t o  t e l l  me which one b e s t  
desc r ibes  you r  age. 

2  8 

1 -  Under 18 
2 -- 18-24 
3 -  25-34 
4 -  35-44 

5 -  45-54 
6- 55-64 
7- 65 and over  

33. What t ype  o f  work does t h e  head o f  t h i s  household do? (PROBE FULLY, 
FINDING OUT WHAT DUTIES ARE INVOLVED, ETC. I N  ORDER TO CATEGORIZE 
CORRECTLY BELOW). 

1- P ro fess i ona l  ( doc to r ,  lawyer ,  teacher ,  c l e r g y )  
2 -  Execu t i ve ,  managerial ,  p r o p r i e t o r  ( p res i den t ,  v i c e  p res i den t ,  

t r e a s u r e r ,  owner) 
3 -  CreaLive and communications ( a r t i s t s ,  w r i t e r s ,  r a d i o ,  t e l e v i s i o n ,  

newspapers) 
4 -  Sales ( r e t a i l  sa les  and smal l  r e t a i l  s t o r e  owners) 

A l l  o t h e r  sa les  5 -  
6- White c o l l a r  and c i v i l  s e r v i c e  ( c l e r i c a l ,  a d m i n i s t r a t i v e ,  

supe rv i so r y )  
7 -  T r a n s p o r t a t i o n  ( t r a i n ,  car ,  bus) and s e r v i c e  ( h o t e l  , 

r e s t a u r a n t ,  r e p a i r s )  
8 -  S k i l l e d  l a b o r ,  craftsman, f o r e ~ ~ l a n  (ca rpen te r ,  mach in i s t ,  

welder,  e t c .  ) 
9- Semi-and u n s k i l l e d  l a b o r  

10 - Farmers and fa rm workers 
11 - Mi 1 i t a r y  
12 - Student  
13 - R e t i r e d  
14 - Other  (Spec i f y :  ) 

34. (HAND RESPONDENT CARD F ) .  A t  which o f  t h e  s t o r e s  on t h a t  ca rd  do you 
have charge accounts? 

I-.- Denver Dry 
2 -  May D&F 
3 - Montgomery Ward 

4 - J.C. Penney 
5 -  Sears, Roebuck & Company 
6- None 



35. How 1  ong have you' owned your home here? years 

36. What would you say i s  t he  approximate cu r ren t  market value o f  your 
home here -- t h a t  i s ,  t h e  amount you would expect t o  rece ive  i f  you 
were t o  s e l l  i t  today? 

1- Under $15,000 
2 -  $15,000-$24,999 
3 -  825,000-$34,999 
4 -  835,000-$44,999 
5 -  $45.000-$59,999 
6 -  $60,000-$74,999 

7 -  875,000-$99,999 
8- $100,000-$149,999 
9-  $150,000 and over 

10 - Don' t  know 
11 - Refused 
12 - Interv iewer  Estimate 

37. What k ind  o f  hea t i ng  system do you have i n  your home here? I 
1- Gas 
2 -  Hot water 
3 -  E l e c t r i c  

4 -  Forced a i r  
5 -  Natural  gas 
6 Oi 1 - 
7 -  ~ 6 n l t  know 

38. Do you 'have a i r  cond i t i on ing?  1 - Yes 3 -No  

I F  YES TO 4.38: I s  i t  1 - Central ,  o r  
2 -  Window ( o r  swamp)? 

39. During t h i s  w i n t e r  -- say December, January and February -- what has 
been your average monthly u t i l i t i e s  b i l l ?  

1- Under $20 
2 -  $20-$29 

$30-39 i- $40-849 
5 - $50-859 - 
6 -  $60-869 

$70-$79 
$80-889 
$90-$99 
$100 and over 
Don't  know 
Refused 

40. Do you belong t o  any s o c i a l  o r  c i v i c  organizat ions? 

1- Yes 2 -  NO 

I F  YES TO 4.40: 40a. Have you i n  t he  l a s t  two o r  t h ree  years 
served as an o f f i c e r  o r  d i r e c t o r  o f  any 
o f  those organizat ions? 

1 .- Yes 2 -  NO 

I F  YES TO Q.40a: 40b. How many organ iza t ions  have you served 
as an o f f i c e r  o r  d i r e c t o r ?  



41. For  s t a t i s t i c a l  purposes on ly ,  we need t o  know y o u r  approximate 
f a m i l y  income f o r  1977. That  i s , .  a l l  money earned f rom s a l a r y  o r  
wages o r  f rom o t h e r  sources -- be fo re  taxes .  1 ' 11  read t h e  income 
ca tego r i es  and you t e l l  me which l e t t e r  b e s t  rep resen ts  a l l  t he  
money which members o f  you r  household earned i n  1977. (HAND INCOME 
CARD). 

1 -  A Under $5,000 6 -  F  $25,000-$29,999 
2 -  B $5,000-$9,999 7  - G $30,000-$34,999 
3 -  C $10,000-$14,999 8 -  H  $35,000 and over  
4 -  D $15,000-$19,999 9 -  Not  su re / re fused  
5 -  E $20,000-$24,999 10 - I n t e r v i e w e r  es t imated  income 

..-. .-- 

42. I n  terms o f  p o l i t i c a l  a f f i l i a t i o n ,  do you cons i de r  y o u r s e l f  t o  be: 

1 A  R e ~ u b l  i c a n  
2 -  - A ~ e m o c r a t  , o r  
3 -  An Independent . 

4 -  Refused 
5 -  Not r e g i s t e r e d  
6 -  D o n ' t  know 

43. Would you be i n t e r e s t e d  i n  j o i n i n g  a c i t i z e n ' s  o r g a n i z a t i o n  w h i c h  had 
as i t s  goal t h e  spreading o f  energy conserv ing  behav io r  and a t t i t u d e s  
among n o t  o n l y  you r  own f am i l y ,  b u t  among y o u r  f r i e n d s  and o t h e r  fam- 
il i c s  i n  t he  neighborhood? 

1 -  Yes 2 -- N o  3  - Don ' t  know 
I F  YES TO 4-43 :  

43a. Would you  be w i l l i n g  t o  spend $10 a  yea r  f o r  
membership i n  such an o r g a n i z a t i o n ?  

1 -  Yes 2 -  No 3 -  D o n ' t  know 
I F  NO OR DON'T KNOW 10 U.43d : 

43b. How about $5.00 a  yea r?  

1 -  Yes 2  N o  3  - D o n ' t  know 

I F  NO TO Q. 43 : 
43c. Would you be i n t e r e s t e d  i n  such an o r g a n i z a t i o n  

i f  t h e r e  were f i n a n c i a l  rewards f o r  energy- 
conserv ing behavior.? 

1 -  Yes 2 -  No 3 -  D o n ' t  know 

INTERVIEWER SHOULD RECORD, BUT NOT ASK: 

44. Sex o f  respondent:  1 Ma1 e  2 -  Fema 1 e  

45. E thn i c  c l a s s i f i c a t i o n :  1 Anglo 3 -  Hispano 
2 -  Black. 4 - Other 

5 -  D o n ' t  know 
- 

46. Respondent's name 

47. Address Telephone 

48. Date of i n t e r v i e w  

49. Length o f  i n t e r v i e w .  

50. Name o f  i n t e r v i e w e r  - - 

-17- 3 - d i g i t  resp .  no. 
78,79,80 



C i t y  Q u e s t i o n n a i r e  number 

Sa~lipl e  Number , . 

E R D A  S c R y E Y  - - - -  - 

1. (HAND RESPONDENT CARD A ) .  Imagine f o r  a  moment t h a t  you  were t h e  P r e s i d e n t  
b f  t h e  U n i t e d  S t a t e s  and an a d v i s o r  handed you t h a t  l i s t  o f  t h i n g s  which 
shou ld  be done t o  s o l v e  some o f  t h e  problems f a c i n g  t h e  c o u n t r y .  Your d i -  
lemma' i s  t h a t  y o u ' v e  g o t  t o  ass ign  some p r i o r i t i e s  t o  those problems. I n  
o t h e r  words, some o f  them have t o  be cons ide red  more i m p o r t a n t  t han  o t h e r s .  



Each o f  those cards (HAND SET OF 3 X 5 CARDS) l i s t s  one o f  t he  p r i o r i t i e s  
on t h e  l a r g e  sheet.. I ' d  l i k e  you t o  ar range those cards i n  o rde r  so t h a t  
they r e f l e c t  t h e  way you view t h e  importance o f  those p r i o r i t i e s .  Put 
t he  most impo r t an t  p r i o r i t y  on top, apd so on, so t h a t  t h e  l e a s t  impor t -  
a n t  i s  on t h e  bottom. (ENTER RANKING FROM CARDS AS 1 TO 12 I N  COLUMN A). 

CARD 5 
( 4 )  

Can Do 
(3 )  
Can 

(2 )  
Can Do Can 

Great Do Very 
Rank Deal Something L i t t l e  Noth ing -- 

Do I 

c. Car ing  f o r  t h e  e l d e r l y .  - - - - 6- 

a. Reducing t h e  occurrence 
o f  v i o l e n t  cr imes.  - - - - - 

b. Prov i d i ng  f i r s t - r a t e  
educa t iona l  o p p o r t u n i t i e s  
f o r  young people. - -  - - - 

1- 2- 

3- 4- 

f .  Reducing a i r  p o l l u t i o n  and 
env i  ronmental damage. - - - - - I 

d. Reducing t h e  t ax  burden. - - - - - 
e. F i g h t i n g  t h e  problems 

assoc ia ted  w i t h  a lcoho l  
and d rug  abuse. - - - - - 

7- 8- 

9--- 10- 

h. Making sure  t h e r e ' s  enough 
energy t o  go around. - - - - 16- 

g. P rov i d i ng  j obs  f o r  t h e  
unempl oyed . - - - - - 

i. Reducing c o r r u p t i o n  i n  
business and government. - - - - 

1 1- 12- 

1 3-- 14- 

k. P rov i d i ng  adequate h e a l t h  
care. - - - - 22- 

j. Reducing t h e  cos t s  o f  
1 i v i  ng and s  1  owing down 
i n f l a t i o n .  - - - - - 

1. Re,ducing r a c i a l  and 
re1  i gious p re j ud i ce .  - -  - - 24- 

19- 20- 

ASK Q. 2  ONLY ABOUT THE TOP FOUR PRIORITIES I N  Q. 1 AND ITEM "h":  I 
2. Now I ' d  l i k e  t o  know how much you t h i n k  t h a t  you y o u r s e l f  can c o n t r i b u t e  

t o  s o l v i n g  each o f  those top  p r i o r i t y  problems. As I read each one back 
t o  you, I want you t o  t e l l  me whether you fee l  you  can pe r sona l l y  
g r e a t  deal ,  do something, do very  l i t t l e ,  o r  do  no th i ng  t o  he l p  so l ve  t h e  
problem. (CHECK APPROPRIATE COLUMN ABOVE). 



DEPENDING ON ANSWER TO ITEM "h "  , PREVIOUS PAGE ,' ASK: . 
. I 

OR 2b. What t h i n g s  can y o u  per,sonally do t o  he1 p  make su re  t h e r e ' s  
enough energy t o  go around? PROBE. 

2a. Why do y o u  f e e l  t h a t  t h e r e ' s  n q t h i n g  t h a t  yq" ban do t o  
h e l p  make s u r e  t h e r e ' s  enough energy. t o  go around.? PROBE. , 

3. Please t e l l  me if y o u  agree o r  d i sag ree  w i t h  t h e  f o l l o w i n g  s ta temen ts :  

2  5- 
. 26-. 

D o n ' t  I 
Agree Disagree Know 

a. Conservat ' ion i s  n o t  a  r e a l i s t i c  s o l u t i o n  
(1) ( 2 )  

t o  t h e  energ,y c r i s i s  un less  we , a r e  a1 1  
prepared t o  accep t  a  much lower  s tandard  
o f  l i v i n g .  - - 

b. There a r e  o t h e r s  i n  t h i s  n a t i o n  who use 
a  who1 e  l o t  more energy than I do. They 
a r e  t h e  ones who ough t  t o  be f o r c e d  t o  
conserve.  - - 

c. The o i l  companies a r e  d o i n g  a l l  t hey  
can t o  h e l p  s o l v e  t h e  energy prob lem and 
shou ld  n o t  be c r i t i c i z e d  so much. - - 

4. Would y o u  f a v o r  o r  oppose each o f  t h e  f o l l o w i n g  c o n s e r v a t i o n  measures 
b e i n g  enacted by t h e  government? 

Don ' t 

a. A  law p r o h i b i t i n g  houses, i n c l u d i n s  
e x i s t i n g  ones, from b e i n g  s o l d  un less  
they  had p r o p e r  l e v e l s  o f  i n s u l a t i o n .  -- - 

b. A law p r o h i b i t i n g  t h e  s a l e  o f  new c a r s  
t h a t  d i d  n o t  meet s t r i c t  f ~ l e l  economy 
s tandards . - - 

c .  A law s e t t i n g  s tandards f o r  how mucti 
energy home app l i ances  c o u l d  use. - - 

d. A law t h a t  s e t  t h e  maximum tempera tu re  
on home the rmos ta ts  a t  65 so t h a t  t h e y  
c o u l d  n o t  be a d j u s t e d  h i g h e r .  - - 



5. (HAND RESPONDENT CARD SET B.) L i s t e d  on those cards a re  t en  energy 
users commonly found i n  the home. I ' d  l i k e  you t o  rank them i n  order 
i n  terms o f  what you t h i n k  t h e i r  average monthly use i s .  To begin 
w i th ,  what i s  t h e  b igges t  energy user? And what i s  next? (BE SURE 
THAT RESPONDENT RANKS ALL TEN ITEMS) .. 

RANK 

Standard r e f r i g e r a t o r  . . 
Co lor  t e l e v i s i o n  . . . . 
Average s i zed  water  heater 
E l e c t r i c  b l anke t  . . . . . 
L i g h t i n g  . . . . . . . . . 
Heat ing . . . . . . . . . 
Cof fee maker . . . . . . . 
Automatic washer . . . . . 
Range . . . . . . . . . . 
Cent ra l  a i r  c o n d i t i o n i n g  . 

6. The recen t  upsurge o f  i n t e r e s t  i n  meeting t he  present energy problem 
seems t o  have l e d  t o  a whole new t e c h n i c a l  vocabulary. I ' d  l i k e  t o  read 
you some o f  those terms and I want you t o  t e l l  me i f  you've ever heard 
o f  the term. ' (CHECK IN  LEFT COLUMN. THEN GO BACK TO THOSE TERMS WHICH 
ARE FAMILIAR TO RESPONDENT AND ASK: "Can you t e l l  me what ( 
means t o  you?")  

1 

HAVE 
HEARD OF DEFINITION: 

a .  R e t r o f i t t i n g  

L i f e  c y c l e  cos t ing  

So la r  energy - 

Blackout  

R Value 

Degree day 

Vanpooling 

EER 

Geothermal power 

Coal g a s i f i c a t i o n  

Sunshine r i g h t  o f  ways 

Energy cos t  o f  ownership 

TOTAL: 58,59 



7. Some peop'le say,  t h a t  w i t h  t h e  c o s t  o f  energy go ing  up a l l  t h e  t i m e  
i t  i s  b e t t e r  t o  buy more expens ive app l i ances  t h a t  conserve energy.  
Othe'rs. say t h a t  y o u  shou ld  buy cheaper app l i ances  because y o u ' l l  neve r  
save enough t o  pay o f f  t h e  o r i g i n a l  c o s t ;  Which i s  c l o s e r  to  y o u r  
o p i n i o n ?  60- 

1 Buy more expens ive app l i ances  
2 ~ u y  cheaper app l  i ances 
3= D o n ' t  know 

- 

8. I n  t h e  p a s t  s i x  months o r  so, have you  o r  y o u r  f a m i l y  done a n y t h i n g  
t o  i nc rease  y o u r  own c o n s e r v a t i o n  o f  energy he re  a t  home? 

1- Yes 2- No 3  - .  D o n ' t  know I 
IF "YES" TO Q. 8: I 
8a. What have you  done? I 

-- 

9. I ' d  l i k e  y o u  t o  t h i n k  abou t  t h i s  f o r  a moment. Can you  t e l l  me f o u r  
o f  f i v e  ways t h a t  an i n d i v i d u a l  o r  a  f a m i l y  can conserve energy a t  
home? (L IST BELOW). 

FEASIBILITY 

3 - d i g i  t ' respondent  number 

9a. (REPEAT EACH ITEM LISTED I N  Q. 9 ) .  I ' m  go ing  t o  read  
back a l l  o f  t hose  means o f  conse rv ing  energy and I ' d  
l i k e  you t o  t e l l  me how p r a c t i c a l  each o f  them would  be 
f o r  you  o r  y o u r  f a m i l y .  L e t ' s  use a  1 t o  5 sca le ,  r u n  
n i n g  f rom 1 = n o t  a t  a l l  p r a c t i c a l ,  up t o  5 = ve ry  
p r a c t i c a l  . (ENTER I N  RIGHT-HAND COLUMN, ABOVE). 



(HAND RESPONDENT CARD C). That sheet conta ins a 1 i s t  o f  suggested 
ways t h a t  i n d i v i d u a l s  c,ould he lp  conserve energy on a day-to-day 
bas is .  Which ones a re  you (and your  f am i l y )  a l ready doing? Please 
j u s t  t e l l  me t h e  l e t t e r  o f  each one. (RECORD IN COLUMN 1 BELOW WITH 
AN " X " ) .  

Turn down t h e  thermostat 
t o  65 i n  t h e  co lde r  months. 

Buy energy conserving appl i- 
ances and devices which may 
cos t  more than conventional 
items, b u t  which w i l l  cos t  
l ess  t o  operate over t he  
long run. ------ 
Drive  the  c a r  l ess  and use 
the  bus o r  a carpool .  ------ 
I n s t a l l  an automatic set-  
back thermostat  t h a t  auto- 
m a t i c a l l y  lowers t h e  tem- 
pera ture  o f  your  house a t  
n igh t .  ------ 
I n s t a l  1 storm windows and 
storm doors. ------ 

I n s t a l l  an automatic l i g h t  
t imer  t h a t  t u rns  your l i g h t s  
on and o f f .  ------ 

I n s t a l  1 a device which re-  
s t r i c t s  the h o t  water f l ow  
on t h e  head o f  your shower. 

I n s t a l l .  weatherstr ipping.  

I n s t a l l  t he  most e f f i c i e n t  
i n s u l a t i o n .  ------ 

j. I n s t a l l  f l uo rescen t  l i g h t  
bulbs wherever poss ib le .  ------ 

k. I n s t a l l  a  chimney f l u e  
damper which closes when 
the  furnace i s  n o t  i n  use. 

CARD 6 



1. I n s t a l l  a so la r  ho t  water ' ' 

heater. - - - - . -  - 

m. I n s t a l l  a heat pump'. ------ 
n. Next t ime you purchase a 

range, get  one w i t h  an e lec-  
t r o n i c  p i l o t  l i g h t .  

- - - _ i -  

o. I n s t a l l  an i n s u l a t i n g  hood 
f o r  your ho t  water heater. 

FOR THOSE ITEMS ON PREVIOUS LIST .WHICH RESPONDENT I S  NOT ALREADY 
USING, ASK Q. 10a THROUGH 10f. : 

10a. Which o the r  energy-conserving measures on t h a t  l i s t  a re  
you and your f am i l y  most l i k e l y  t o  consider? (RECORD 
WITH AN " X "  IN COLUMN 2, PRECEDING PAGE). 

lob.  Which o f  a l l  those measures on the l i s t  would be the  most 
d i f f i c u l t  f o r  you and your f am i l y  t o  adopt? (RECORD WITH 
AN " X u  I N  COLUMN 3,  PRECEDING PAGE). 

10c. Why would those measures be d i f f i c u l t  f o r  you and your 
fami l y ?  (ONLY ASK ABOUT TWO DIFFICULT MEASURES). 

(ITEM: ) 

(ITEM: -. - ..- . . . .-. 1 

10d. I n  your opin ion,  which o f  a l l  o f  those measures would probably 
r e s u l t  i n  the greates t  savings i n  both energy consumption and 
there fore  d o l l a r s  spent on u t i l i t i e s ?  (RECORD WITH AN ' ' X "  IN 
COLUMN 4 ,  PRECEDING PAGE). 

10e. Which o f  those measures would i nvo l ve  the greates t  i n i t i a l  cos 
t o  you? (RECORD WITH. AN " X "  I N  COLUMN, 5 ,  PRECEDING PAGE). 

10f. Do any of your f r iends  use any of the  measures l i s t e d  on t h a t  
sheet? (RECORD WITH AN " X u  IN COLUMN 6, PRECEDING PAGE). 



ALL OF QUESTION 11 SHOULD REFER TO THE 'PRODUCTS IN Q. 10 (ITEMS "dU 
THROUGH "0" WHICH THE RESPONDENT ALREADY OWNS. ASK THE SERIES OF 
QUESTIONS ( 1 )  THROUGH ( 7 )  FOR EACH PRODUCT ALREADY OWNED). 

l l a .  Product  owned: (RECORD LETTER FROM Q. 10) 

( 1 )  How l o n g  ago d i d  you buy o r  i n s t a l l  (name o f  p roduc t ) ?  

1 W i t h i n  l a s t  4 months 4 W i t h i n  3-5 years 
W i t h i n  4-12-months 2- 5- Over 5 years ago 

'3-within 1-2 years 6= Don ' t r e c a l l  

( 2 )  On a sca l e  o f  1 t o  5, how s a t i s f i e d  have you been w i t h  
y o u r  (name o f  p roduc t )  -- where 5 = very  s a t i s f i e d  and 
1 = very  d i s s a t i s f i e d ?  

(3 )  S ince you ' ve  owned a (name o f  p roduc t ) ,  have any o f  your  
f r i e n d s  o r .ne ighbors  a l s o  bought one on t he  bas is  o f  
you r  recommendation? 

1 .  Yes 2- NO 3- Don ' t  know 

( 4 ) '  I ' d  l i k e  you t o  t h i n k  back t o  t h e  t ime when you decided 
t o  purchase a (name o f  p roduc t ) .  Can you r e c a l l  what 
l e d  you  t o  . i n s t a l l  one i n  your  home? PROBE. 

( 5 )  Was t h e  product  a replacement f o r  a worn-out product  o r  
was i t  t h e  f i r s t  t ime  you had purchased such a product? 

1 . Replacement 
2- F i r s t  t ime  

Don ' t  know 3= 

FOR ITEMS d, g, j, 1 and n ONLY: 

( 6 )  Was i t  more expensive than buy ing a convent ional  product  
t o  do t h e  same t h i n g ?  

Yes 1- 2- No 3- D o n ' t  know 

I F  "YES" TO ( 6 ) :  

( 7 )  How much more expensive was (name o f  p roduc t ) .  Was 
i t :  (READ CHOICES) 

1 Up t o  1% times more? 
2- 1% times more? 
3 ~ p  t o  2 t imes more? 

More than 2 t imes more? 4 z  



115. P roduc t  owned: (RECORD LETTER FROM Q. 10) 

(1) How l o n g  ago d i d  you  buy o r  i n s t a l l  (name o f  p r o d u c t ) ?  

,. 1 .. W i t h i n  l a s t  4 months 4 w i t h i n  3-5 yea rs  
2-wi t h i n  4-12 months 5- Over 5 years  ago 
3-Mi t h i n  1-2 yea rs  6= Don ' t r e c a l l  

( 2 )  On a s c a l e  o f  1 t o  5, how s a t i s f i e d  have you  been w i t h  
y o u r  (name o f  p r o d u c t )  -- where 5  = v e r y  s a t i s f i e d  and 
1 = v e r y  d i s s a t i s f i e d ?  

( 3 )  S ince  y o u ' v e  owned a, (name o f  p r o d u c t ) ,  have any o f  y o u r  
f r i e n d s  o r  ne ighbors  a l s o  bought  one on t h e  b a s i s  o f  
y o u r  recommendat i o n ?  

Yes 1- 2- NO' 3- D o n ' t  know 

( 4 )  I ' d  l i k e  you t o  t h i n k  back t o  t h e  t i m e  when y o u  dec ided  
t o  purdhase a  (name o f  p r o d u c t ) .  Can you  r e c a l l  what 

a l e d  y o u  t o  i n s t a l  1  one i n  y o u r  home? PROBE. 

( 5 )  Was . t he  p r o d u c t  a  rep lacement  f o r  a  worn-out  p r o d u c t  o r  
was i t  t h e  f i r s t  tim'e you  had purchased such a  p roduc t?  

1 Replacement 
2- F i r s t  t i m e  
3 z  D o n ' t  know 

FOR ITEMS d, g, j ,  1, and n  ONLY: 

( 6 )  Was i t  more expens ive t h a n  buy ing  a  c u r ~ v e n t i o n a l  p r o d u c t  
t o  do t h c  same t h i n g 7  

1- Y e s  . 2  No 3- D o n ' t  know 

I F  "YES" TO ( 6 ) :  

( 7 )  How much more expens ive was (name o f  p r o d u c t ) ?  Was 
. .. i t ?  (READ CHOICES) 

1 Up t o  1:s t imes  more? 
2- 1% t imes  more? 
3 ~ p  t o  2  t imes  more? 

More t h a n  2  t imes  ore? 4 x  



l l c .  Product  owned: (RECORD LETTER FROM Q. 10) 

(1 )  How l o n g  ago d i d  you buy o r  i n s t a l  1 (name o f  p roduc t ) ?  

1 Wi th i o  l a s t  4 months 4 W i t h i n  3-5 years  
2- W i t h i n  4-12 months 5-over 5 years ago 
3 W i t h i n  1-2 years 6= Don ' t r e c a l l  

(2 )  On a sca l e  of 1 t o  5, how s a t i s f i e d  have you been w i t h  
y o u r  (name of p roduc t )  -- where 5 = ve ry  s a t i s f i e d  and 
1 = very  d i s s a t i s f i e d ?  

(3 )  S ince  you ' ve  owned a (name o f  p roduc t ) ,  have any o f  
y o u r  f r i e n d s  o r  neighbors a l s o  bought one on t h e  bas is  
o f  you r  recommendation? 

Yes 1- 2 No 3- Don ' t  know 

(4 )  I ' d  l i k e  you t o  t h i n k  back t o  t h e  t ime when you decided 
t o  purchase a (name o f  p roduc t ) .  Can you r e c a l l  what 
l e d  you  t o  i n s t a l l  one i n  you r  home? PROBE. 

(5 )  Was t h e  product  a replacement f o r  a worn-out product  o r  
was i t  t h e  f i r s t  t ime  you had purchased such a product? 

1 Rep1 acement 
2- F i r s t  t ime  
3= D o n ' t  know 

FOR ITEMS d, g, j, 1, and n ONLY: 

( 6 )  Was i t  more expensive than buy ing a convent ional  product  
t o  do t h e  same t h i n g ?  

Yes 1- 2- N o 3- D o n ' t  know 

I F  "YES" TO ( 6 ) :  

( 7 )  How much more expensive was (name of p roduc t ) .  Was 
i t :  (READ CHOICES) 

1 Up t o  1% t imes more? 
2- 14 t imes more? 
3-up t o  2 t imes more? 

More than 2 t imes more? 4= 



12. I ' m  go ing  t o  read  y o u  t h e  names.of some o r g a n i z a t i o n s  and i n d i v i d u a l s  
who m i g h t  be g i v i n g  y o u  i n f o r m a t i o n  on ways t h a t  you  c o u l d  e f f e c t i v e l y  
hel'p t o  f i g h t  t h e  energy c r i s i s .  Then p lease  t e l l  me i n  each case how 
much you  would t e n d  t o  be1 i e v e  t h a t  o r q a n i z a t i o n  o r  i n d i v i d u a l  abou t  
i n f o r m a t i o n  on t h e  energy c r i s i s .   hat i s ,  would you  b e l i e v e  them 
a l o t ,  some, n o t  much, o r  n o t  a t  a l l ?  (BEGIN READING AT RED CHECK -- 
POINT. BE SURE TO READ THE ENTIRE L IST) .  

( 3 )  ( 2 )  ( 1 )  ( 0 )  
Not  

A L o t  Some Not  Much A t  A l l  -- 

1. P r e s i d e n t  C a r t e r  --- .--- 
2. A group o f  economists f rom 

c o l  l eaes  and u n i v e r s i t i e s  ' - - - - - -,-- - 
3. ~ u s i n G s s  l eaders  --- 
4. The U.S. Enerav Research and 

Development ~ & i n i s t r a t i o n  --- 
5. The Democrat ic P a r t y  -- - - 
6. ' The Republ i c a n  P a r t y  --- 
7. A group o f  s c i e n t i s t s  and 

eng ineers  
The major.  o i  1  companies 
Banks and sav ings and loans  
The Chamber o f  Commerce 
Sears, Roebuck & Company 
Montgomery Ward 

- 

13. Would you be w i l l i n g  t o  pay on t h e  average o f  t e n  t o  15 p e r c e n t  e x t r a  
t o  buy app l i ances  t h a t  conserve energy and c o s t  l e s s  t o  o p e r a t e  be- 
cause o f  l ower  energy use? 

. 1  Yes 
No 2 x  

No t  s u r e  3- 

14. Would y o u  be w i l l  i n g  t o  pay $200 more t h e  n e x t  t i m e  y o u  purchase an 
au tomob i l e  t o  g e t  dev i ces  t h a t  i nc rease  gas m i leage  and, t hus ,  save on 
gas'. cos t s ?  

1 Yes 
2- No 

3 - . -- Nu t  s u r e  

....-- 
15. Would y o u  be w i l l i n g  t o  purchase an au tomat i c  se t -back the rmos ta t  t h a t  

a u t o m a t i c a l l y  lowered t h e  temperature  o f  y o u r  home a t  n i g h t ?  

1 Yes 
2.~0 

3  No t  s u r e  

~ -- 
16. I f  you,were t o  e q u i p  y o u r  house w i t h  energy-sav ing app l i ances  and 

dev i ces  and you  were t o  p r a c t i c e  energy c o n s e r v a t i o n  (such as l o w e r i n g  
t h e  the rmos ta t ,  t u r n i n g  down l i g h t s  and so on ) ,  what percentage o f  
y o u r  p r e s e n t  u t i l i t y  c o s t s  do you  t h i n k  y o u  c o u l d  save? (ATTEMPT TO 
FORCE A GUESS I F  RESPONDENT DOESN'T KNOW). % 



17. Approx imate ly  what percentage o f . y o u r  f r i e n d s  and acquaintances a c t i v e -  
l y  p r a c t i c e  ,energy conse rva t i on  i n  t h e i r  homes? % 

68- 76 

3 - d i g i t  respondent number 78,79,80 

18. (HAND RESPONDENT CARD D). On t h a t  ca rd  a re  a number o f  products  which 
have come on t h e  market  i n  t h e  l a s t  t en  years.  Which o f  t he  products  
on ' t h a t  l i s t  have you o r  your  f a m i l y  purchased? (CHECK IN  COLUMN "A", 
BELOW). 

- ( I )  
When F i r s t  

( 2 )  ( 3 )  
Several  

On The From Years 
A Market Fr iends A f t e r  

a. A microwave oven . . . . . . . . . 
b. AC.B.  r a d i o .  . . . . . . . . -. . . 
c. Automobi le sea t  b e l t s .  . . . . . . 
d. E l e c t r i c  lawn c l i p p e r s  . . . . - .  - . . 
e. An FM r a d i o .  . . . . . . . . . . . 
f. A d i g i t a l  . watch. . . . . . . . . . 
g. A P o l a r o i d  camera. . . . . . . - .  . . 
h. An au tomat i c  d r i p  c o f f e e  maker 

(e. g. , Nore l  c o y  M r .  Coffee). . . . 
i. An aud io  t ape  r eco rde r  ( ca r -  

t r i d g e  o r  casse t t e ) .  . . . . . . . 
j. A pocket  o r  m i n i - c a l c u l a t o r .  . . . 
k. A f i s h - l i n e  "weed ea te r "  . . . . . 
1. A f ood  processor  . . . . . . . . . 
m. A r e f r i g e r a t o r  w i t h  an auto- 

ma t i c  i c e  maker. . . . . . . . . . 
n. A t r a s h  compactor. . . . . . . . . 
o. A s i n g l e  l e n s  r e f l e x  (SLR) 

camera . . . . . . . . . . . . . . 
p. A quadraphonic s t e reo  system, . . . 
q. An e l e c t r o n i c  v ideo  game 

(e.g., Pong, Odyssey). . . . . . . 
r. A h o t  comb . . . . . . . . . . . . 
s. A v ideo  tape recorder .  . . . . . . 
t. A d i e s e l  engine automobi le  . . . . 

To ta l  Score: 

19. Now ' I ' m  go ing t o  back over  t he  products  which you have purchased 
and I ' d  l i k e  you t o  t e l l  me whether you purchased t h a t  p roduc t :  
(READ CHOICES) 

( 1 )  when i t  f i r s t  came on t he  market, o r  
( 2 )  a f t e r  you had heard about i t  from f r i e n d s  who owned one, o r  
(3 )  severa l  years  a f t e r  i t  had come on t h e  market.  

(CHECK APPROPRIATE COLUMN -- 1, 2 OR 3 -- ABOVE). 

CARD 7 



Now I ' d  l i k e  t o  ask you  a  few ques t i ons  f o r  s t a t i s t i c a l  purposes o n l y .  
Remember, y o u r  answers w i l l  remain  compl e t e l y  c o n f i d e n t i a l  . 

20;.   re you:  (READ CHOICES) 1 M a r r i e d  
2- n i  vorced 

3  Widowed 
4-or s i n g l e  

21. How many people,  i n c l u d i n g  y o u r s e l f ,  l i v e  i n  y o u r  home? 

22. What was t h e  l a s t  grade you  completed i n  schoo l?  I 
1 Less than  8 t h  grade 4 1-3 y e a r s  o f  c o l l e g e  
2 8 t h - 1 1 t h  grade 5 4  yea rs  c o l l e g e  (g radua te )  
3 1 2 t h  grade (H.S. graduate)  6- Pos t -g radua te  

23. .As I read  seve ra l  age ca tego r ies ,  I ' d  1  i ke you  t o  t e l l  me which one 
b e s t  d e s c r i  bes y o u r  age. 

1 Under 18 
2- 18-24 
3- 25-34 
4= 35-44 

5  45-54 
6- 55-64 

65 and ove r  7= 

24. What t y p e  o f  work does t h e  head o f  t h i s  household  do? (PROBE FUI..I-Y, 
FINDING OUT WHAT DUTIES ARE INVOLVED, ETC. I N  ORDER TO CATEGORIZE 
CORRECTLY BELOW). 

1 P r o f e s s i o n a l  ( d o c t o r ,  lawyer ,  teacher ,  c l e r g y )  
2 ~ x e c u t i v e ~  manager ia l ,  p r o p r i e t o r  ( p r e s i d e n t ,  v i c e -  

p r e s i d e n t ,  t r e a s u r e r ,  owner) 
3  C r e a t i v e  and communications ( a r t i s t s ,  w r i t e r s ,  r a d i o ,  

t e l e v i s i o n ,  newspapers) 
4  Sales ( r e t a i l  s a l e s  and smal l  r e t a i l  s t o r e  owners) 
5- A1 1  o t h e r  s a l e s  
6-white c o l l a r  and c i v i l  s e r v i c e  ( c l e r i c a l ,  a d m i n i s t r a t i v e ,  

s u p e r v i s o r y )  
7 --- T r a n s p o r t a t i o n  ( t r a i n ,  c a r ,  bus)  and s e r v i c e  ( h o t e l ,  

res t au ran t ,  r e p a i r s )  
8  S k i 1  1  ed l a b o r ,  c ra f tsman,  forenian ( c a r p e n t e r ,  m a c h i n i s t ,  

we1 der ,  e t c .  ) 
9 

10 
11- Mi 1  i t a r y  
1 2- S tuden t  
1 3- R e t i  r e d  
14 

Semi- and u n i k i l l e d  l a b o r  
I Farmers and fa rm wurkers 

-- -- 
Othe r  ( S p e c i f y  : ) 

'25. (HAND RESPONDENT CARD E). A t  wh ich o f  t h e  s t o r e s  on t h a t  c a r d  do you  
have charge accounts? 

. . 
1 
3- 

ZCMT 
. L- Mongomery Ward 

3  J.C. Penney 
4-Sears, Roebuck & Company 

r 



26. How many rooms a r e  the re  i n  t h i s  house? 
- - - - - - 

27. How l o n g  have you owned your' home 'here? years 

28. what would you  say i s  t he  approx imate 'cu r ren t  marke t .va lue  o f  your  home 
here  -- t h a t '  i s ,  t h e  amount you would expect t o  r ece i ve  i f  you were t o  
s e l l  i t  today? 

Under $15,000 7 $75,000-$99,999 ;- $15,000-$24,999 8ib100,000-$149,999 
3-$25,000-$34,999 9- $150,000 and over  
4 $ 3 5 , 0 0 0 - $ 4 4 , 9 9 9  1 0- Don ' t know 
5- $45,000-$59,999 11- Refused 

$60 , 000- $74 999 6 1  

29. What k i n d  o f  hea t i ng  system do you have i n  you r  home here? , 33-- 

1 Gas 
2- Ho t  wa te r  

E l e c t r i c  3 z  

4 Forced a i r  
Na tu ra l  gas 5 x  

6 . Don ' t know  

Yes 30. Do you  have a i r  cond i t i on i ng?  1 

I F  "YES" TO Q; '30: ' . I s  -it 1 ' Centra l ' ,  . o r  
W i  ndow.?' 2 x  

1 Under $20 
2- $20-$29 
3- $30- $39 
4- $40-$49 
5- $50-$59 
6 z  $60- $69 

31. Dur ing  t h i s  p a s t  w i n t e r  -- say December, January; o r  February -- what 
was you r  average month ly  u t i - l i t i e s ?  

7 $70-$79 
8- $80-$89 
9- $90-$99 

10-$100 and over: 
11- on ' t know 
12- Ref used 

3 5- 

32. Do you own an.automobi le? 1 Yes 2- No 

I F  "YES" TO Q.' 32: I 

Year 

32a. What a r e  t h e  makes and years o f  you r  automobi les? (EXCLUDE 
TRUCKS). 

Check I f  
Manufacturer 

. . 

Compact I 
I 3 6 

Fore ign 
Car. . . 37- 

(BE ~ERTAIN TO DETERMINE WHICH CARS, IF ANY, ARE COMPACT AND 
CHECK I N  LAST COLUMN, ABOVE). 



33. Dur ing t he  pas t  two years, how many vacat ions o r  pleasure'  t r i p s  have you 
taken i n  which you t r ave l ed  by a i r ?  

34.' Do you be long t o  any soc i a l  o r  c i v i c  o rgan i za t i ons?  

Yes 1- 2- N 0 

I F  "YES" TO Q. 34: 

34a. Which o rgan iza t ions  do you be long t o ?  (LIST BELOW). 

- 

- -x~ 

34b. Have you i n  t he  l a s t  two o r  t h ree  years served as an o f f i c e r  o r  
d i r e c t o r  o f  any o f  those o rgan lza t iu r i s?  

1- Yes 2- NO 

I F  "YES" TO Q. 34b: 

34c. How many? 

35. For s t a t i s t i c a l  purposes on ly ,  we need t o  know you r  approximate f a m i l y  
income f o r  1976. That i s ,  a l l  money earned from s a l a r y  o r  wages o r  
f rom o t h e r  sources -- be fo re  taxes. 1 ' 1  1 read t he  income categor5es 
and you t e l l  me which l e t t e r  bes t  represents  a l l  t h e  money which members 
o f  your  household earned i n  1976. (HAND INCOME CARD). 

1 A Under$5,000 6 F $25,000-$29,999 
2~ $5,000-$9,999 7- G $30,000-$34,999 
3-c $10,000-$14,999 8- H $35,000 and over  
4 - -  0 $15,000-$19,999 9- Not :ure/refused 
5= E $20,000-$24,999 10- I n t e r v i ewe r  est imated income 

36. I n  terms o f  p o l i t i c a l  a f f i l i a t i o n ,  do you cons ider  y o u r s e l f  t o  be: 

1 A Republican, 4  Refused 
2- A Democrat, o r  5- Not r e g i s t e r e d  
3 ~ n  Independent 6= Don ' t know 



37. Would you be i n te res ted  i n  j o i n i n g  a c i t i z e n ' s  o rgan iza t ion  which had 
as i t s '  goal the  spreading o f  energy conserving behavior and a t t i t u d e s  
among n o t . o n l y  your' own fami ly ,  b u t  among your  f r i ends  and other .  fam- 
il i e s  i n  the' neighborhood? 

Yes ; 1. 2- No Don't  know 3- 

I F  "YES" TO Q. 37: 

37a. Would you be w i l l i n g  t o  spend $10 a year  f o r  membership i n  
such an organizat ion? 

Yes I-, 2- No 3- Don ' t know 

I F  "NO" -TO Q. 37a: 

37b. How about $5.00 a year? 

Yes 1- 2- No 3- Don' t  know 

I F  "NO" TO Q. 37: 

37c. Would you be, i n te res ted  i n  such an organizat ion i f  there 
were f i n a n c i a l  rewards f o r  energy-conserving behavior? 

Yes 1- 2- No 3- Don't  know - 
INTERVIEWER SHOULD RECORD, BUT NOT ASK: 

. . 
Male 38. . Sex o f  respondent:. 1 .- 2 . Female 

3 9 .  E thn ic  c l a s s i f i c a t i o n :  ' 1 .Anglo 
Black 2 E  

3 Hispano 
Other 4_= 

40. Respondent-' s name. 

41. Address Telephone 

42. . Date o f  i n te rv iew  

43. Length o f  i n t e r v i e w  

44. ' ~ a m e  o f  i n te rv iewer  

3-di g i  t respondent number 78,79,80 

BLANK . . 

7 
- .  



C i t y  Ques t i onna i r e  Number - 

Sample Number 
) .  

D O E  S U R V E Y  - - - - - - - - - 
I 

1. (HAND RESPONDENT CARD A) .  Imagine f o r  a  moment t h a t  you were t h e  
Pres iden t  o f  t h e  Un i t ed  S ta tes  and an adv i so r  handed you t h a t  l i s t  
o f  t h i n g s  which should be done t o  so l ve  some o f  t h e  problems f a c i n g  
the  coun t ry .  Your dilemma i s  t h a t  y o u ' v e  g o t  t o  ass i gn  some 
p r i o r i t i e s  t o  those problems. I n  o t h e r  words, some o f  them have t o  
be considered Illore i n i p o r t ~ n t  than o t h e r s .  

Each o f  those cards (HAND SET OF 3  x  5 CARDS) con ta i ns  one o f  t h e  
p r i o r i t i e s  l i s t e d  on t h e  l a r g e  sheet.  I ' d  l i k e  you t o  a r range  those 
cards i n  o rder  so t h a t  t hey  r e f l e c t  t h e  way you view t h e  impor tance 
o f  those p r i o r i t i e s .  Put  t h e  most i i i ipor tant  p r i o r i t y  on t op ,  and so 
on, so t h a t  t he  l e a s t  impo r t an t  i s  on t h e  bottom. (ENTER RANKING 
FROM CARDS AS 1 TO 12 IN  COLUMN A). 

P r i o r i t y  I tem:  

a. Reducing t h e  occurrence of v i o l e n t  cr imes.  

Rank 

b. P rov i d i ng  f i r s t - r a t e  educa t iona l  o p p o r t u n i t i e s  f o r  young 
p o p 1  e. -- 

c .  Caring f o r  t he  e l d e r l y .  - 

CARD 1 OR 4 

d. Reducing t h e  t ax  burden. - 1 4 -  

e. F i g h t i n g  t h e  problems assoc ia ted  w i t h  a l coho l  and drug 
abuse. 

f. Reducing a i r  p o l l u t i o n  and env i ronmenta l  damage. 

g. P rov i d i ng  jobs  f o r  t h e  unemployed. 
. . 

h. Making sure  t h e r e ' s  enough energy t o  go around. 

k. Prov i d i ng  adequate heal t h  ca re .  

i. Reducing c o r r u p t i o n  i n  bus iness and government. - 
. . 
j. R c d u c i n g t h e c o s t s o f  l i v i n g a n d s l o w i n g d o w n  i n f l a t i o n .  - 

i . Reducing r a c i a l  and r e 1  i g i o u s  p r e j u d i c e .  - 112- 

9- 

10 - 

2. L e t ' s  t ake  t he  energy p r i o r i t y  f o r  a  moment. I ' d  l i k e  t o  know how 
much you t h i n k  t h a t  you y o u r s e l f  can c o n t r i b u t e  t o  s o l v i n g  t h e  prob- 
lem o f  "making sure  t h e r e ' s  enn~lgh energy t o  qo around". I want you 
t o  t e l l  me whether you fee l  you can p e r s o n a l l y  do a  g r e a t  dea l ,  da 
snmething, do very little, o r  - do n o t h i n g  t o  h e l p  make su re  t h e r e ' s  
enough energy t o  goa round .  

4 Do a  g r e a t  deal  

3 - Can do something 

2 -  Can do v e r y  1  i ttl e  
I-- Can do n o t h i n g  13 - 



3 .  Plea ie  t e l l  m e  i f  you agree o r  d isagree w i t h  t he  f o l l o w i n g  statements:l 

Don' t  
Agree Disagree Know 

a. Conservation i s  no t  a r e a l i s t i c  s o l u t i o n  
t o  t h e  energy c r i s i s  unelss we a re  a l l  
prepared t o  accept a much lower standard 
o f  l i v i n g .  

b. There a re  o thers  i n  t h i s  na t i on  who use 
(a whole l o t  more energy than I do. . They 
a re  the  ones who ought t o  be fo rced t o  
conserve. 

. . 
4. Would you favor  o r  oppose each o f  t he  f o l l o w i n g  conservat ion measures 

being enacted by t h e  government?. 
Don't  

Favor Oppose Know 
a. A law p r o h i b i t i n g  houses, i nc lud ing  e x i s t -  

i n g  ones, from being s o l d  unless they had 
proper l e v e l s .  o f  i n s u l a t i o n .  -- 

b. A l a w  s e t t i n g  standards f o r  how much energy 
holi~e appl lances could use. -. --. . -  

5. (HAND'RESPONDENT CARD SET'B.) L i s t e d  on. those cards are  t e n  energy 
users commonly found i n  t he  home. I ' d  1 i k e  you t o  rank them i n  o r d e r s  
i n  t e n s  o f .what  you t h i n k  t h e i r  average monthly use i s .  To begin 
wi th,  what i s  t h e  b iggest  energy user? And what i s  nex t?  (BE SURE 
THAT RESPONDENT RANKS ALL TEN ITEMS). 

a.. . Standard . re f r i . ge ra to r -  - 
b.. Co.lor: te lev is ion ' . . ;  - 
c. Average s ized water heater  - 
d. E l e c t r i c  b lanke t  - 
e. L i g h t i n g  - 
f. Heating - 
g. Coffee maker - 
h. Automatic washer - 
i. Range - 

j . Centra l  ' a i r  cond i t i on ing  - 



6. The recen t  upsurge o f  i n t e r e s t  i n  meet ing t h e  p resen t  energy problem 
seems t o  have l e d  t o  a whole new t echn i ca l  vocabulary .  I ' d  l i k e  t o '  
read you some o f  those terms and I want you t o  t e l l  me if you ' ve  
ever  heard o f  t h e  .term as i't . re la tes  t o  t h e  energy s i t u a t i o n .  
(CHECK I N  LEFT COLUMN. THEN GO BACK TO THOSE TERMS WHICH ARE 

' ' 

FAMILIAR TO RESPONDENT AND ASK: "Can you t e l l  me what ( 
means t o  you?")  

' )  

HAVE 
HEARD OF DEFINITION: 

a .  R e t r o f i t t i n g  I 
b. L i . fe  ' cyc le  c o s t i n g  ~- 

. . 
- 

S o l a r  .energy I 
B lackou t  

R Value I 
Degree day 

EER 

Geothermal power I 
Coal g a s i f i c a t i o n  I 
Sunshine r i g h t  o f  ways 

Energy c o s t  o f  ownership 



7. Some people say t h a t  w i t h  t he  cos t  o f  energy going up a l l  the  t ime 
i t  i s  b e t t e r  t o  buy more expensive appl iances t h a t  conserve energy. 
Others say t h a t  you. should buy cheaper appl iances because y o u ' l l  
never save enough' to pay o f f  the o r i g i n a l  cost .  Which i s  c l ose r  t o  
your  opin ion? J 

1- Buy more expensive appl iances 
' 

2- Buy cheaper appl i ances 

3 -  Don ' t know 

I F  ALTERNATIVE 1 ("BUY MORE EXPENSIVE APPLIANCES") WAS CHOSEN, 
ASK Q. 7a AND 7b: 

7a. Eventual ly ,  t h e  money saved due t o  lower energy usage ,should 
o f f s e t  t h e  h igher  i n i t i a l  cos t  o f  those energy-saving 
appl iances. How soon would .you reasonably expect t o  recoup 
the  cos t  -- through lower operat ing costs -- o f  an energy- 
saving appl iance which cos t  10 percent more than a convent ional  
appl iance? 

months o r  years 

7b. And how soon would you reasonably expect t o  recoup t h e  cos t  o f  
an energy-saving appl iance which c o s t . 2 0  percent more than a 
conventional appl iance? 

months o r  years 

8. I n  t h e  past  year o r  so, have you o r  your f am i l y  done anyth ing t o  
increase your own conservat ion o f  energy here a t  home? 

1- Yes . 2 -  No 3 -  Don' t  know 

I F  "YES" TO Q. 8: 

8a. What have you done? 

9. I f  America conserves energy, do you t h i n k  your  standard o f  l i v i n g  
w i l l  go up, w i l l  go down o r  s tay  about the same? 

1- W i l l  go up 2 -  Stay t h e  same 

3 - W i l l  go down 4 -  Don' t  know 



10. (HAND RESPONDENT CARD C ) .  That  sheet con ta i ns  a  l i s t  o t  Suggested 
ways t h a t  i n d i v i d u a l s  c o u l d  h e l p  conserve energy on a  day-to-day 
bas is .  Which ones a r e  you (and y o u r  f a m i l y )  a l r eady  do ing?  Please 
j u s t  t e l l  me t h e  l e t t e r  o f  each one. (RECORD I N  COLUMN 1 BELOW WITH 
AN " X u ) .  

L C, 

a. Turn down t h e  thermos ta t  
t o  65 i n  t h e  c o l d e r  months. 

b. Buy energy conserv ing a p p l i -  
ances and devic'es wh ich  may 
c o s t  more than conven' t ional 
i tems,  b u t  which w i l l  c o s t  
l e s s  t o  opera te  over  t h e  
l o n g  r un .  

c. D r i v e  t h e  c a r  l e s s  and use 
t h e  bus o r  a  ca rpoo l .  

d. I n s t a l  1  an au toma t i c ' se t -  
back thermos t a t  t h a t  auto-  

. m a t i c a l l y  lowers t h e  tem- 
p e r a t u r e  o f  you r  house a t  
n i g h t .  

e. I n s t a l l  s torm windows and 
s to rm doors. 

. . . f. I n s t a l l  an automat ic  l i g h t  
t ime r  t h a t  t u r n s  y o u r  l i g h t s  
on and u f r .  

g. I n s t a l  1  a  dev ice  which r e -  
s t r i c t s  t he  h o t  wa te r  f l o w  
on t h e  head o f  you r  shower. 

h. I n s t a l  1 weathers tri pping. 

i. 1 n s t a l l  t h e  most e r f i c i e n t  
i n s u l a t i o n .  

j. . I n s t a l l  f l u o r e s c e n t  l . i g h t  
bu lbs  wherever poss i b l e .  

k.  I n s t a l l  a  chimney f l u e .  * 

damper which c loses  when 
t h e  f u rnace  i s  n o t  i n  use. 



1. I n s t a l l  a s o l a r  h o t  water 
heater. 

m. I n s t a l l  a heat pump. 

n. Next t ime you purchase a 
range, get  one w.i t h  an elec-  
t r o n i c  p i l o t  l i g h t .  

o. I n s t a l l  an i n s u l a t i n g  hood 
f o r  your  h o t  water heater. 

FOR THOSE ITEMS ON PREVIOUS LIST WHICH RESPONDENT I S  NOT ALREADY 
USING, ASK Q. ' lOa THROUGH 10f.: 

10a. which o t h e r  energy-conserving measures, on t h a t  1 i s t  are 
you and your  family. most l i k e l y  t o  consider? (RECORD 
WITH AN " X "  IN  COLUMN 2, PRECEDING PAGE). . . . 

l ob .  Which d f  a l l .  those measures on the l i s t .  would' be the  most 
d i f f i c u l t  f o r  you and your fam i l y  t o  adopt? (RECORD WITH 
AN. "X"  IN  COLUMN..3, PRECEDING, PAGE). 

. . 

10c. Why would those measures be d i f f i c u l t  f o r  you and your 
fami ly?  (ONLY ASK ABOUT TWO DIFFICULT MEASURES). 

. . 

(ITEM: . . 1 164,65'-. . .  7 

1 
. . 

167,68 . . (ITEM: 
7- 

10e. Which d f  those measures would i n v o l v e  the  greates t  i n i t i a l  cost  73 - 
. t o  .you? (RECORD WITH AN " X u  I N  COLUMN 5, .PRECEDING. PAGE). 

s.. 
74' 1 - 

10d. ' I n  your opin ion,  which o f  a l l  o f  those measures would probably 
r e s u l t  i n  the  greates t  savings i n  both energy consumption and 
therefore do1 l a r s  spent on u t i l i t i e s ?  (RECORD WITH AN "X"  IN 
COLUMN 4, PRECEDING PAGE). 

1 O f .  Do any o f  your f r iends use any o f  t he  measures l i s t e d  on t h a t  75 
7 

sheet? (RECORD WI.TH AN " X u  IN  .COLUMN 6, PRECEDING PAGE). 

70 - 
71 - 
72 - 

Three-d ig i t  '78,79,80 
-6- Respondent number 



CHKU :: 

2 OR 5 
HAND RESPONDENT CARD D - 
11. Here i s  a 1 i s t  o f  products which have shown up r e c e n t l y  i n  hardware and home 

, ) .  .., . i . 
maintenance departments i n  Denver stores. Have you.purchased any o f  the 
products on t h a t  l i s t  w i t h i n  t he  l a s t  f ou r  o r  f i v e  months?' (CHECK I F  .- 

PURCHASED.) , ., . . .. . .. , .  
. . "  

.. . : . . . . I <  .. _ - .  .. .I . . .  . 
HAVE . . 

. . 
,, PURCHASED . . . ,  

1. A t t i c  vents; . . - 
2. C e i l i n g  i n s u l a t i o n  .. . .  . - 
3. ~ e a t h e r s t r i ~ ~ i n ~ / c a u l  k ing  - . . 4. Storm windows and doors - 
5. Pipe  and water heater  , i n s u l a t i o n  - . . 
6. Doubl e-glazi,ng i nsu la ted  windows I L 

- 
7. R e f l e c t i v e  f i l m  - 
8. Set-back thermostat - 

. . - . 9. P i l o t  l i g h t  conversion k i t  
. . 10. E l e c t r o n i c a l l y  l i t  gas stove - 

- .  11. Power a t t i c  vent 
12. Exhaust fan  " 

. 2  FOR EACH PRODUCT PURCHASED I N  Q. 11, ASK SERIES a THROUGH i . 

NAME OF PRODUCT MENTIONED IN Q. 11: 

, . a. Please t h i n k  back a moment t o  the  t ime when you purchased (name of 
p roduc t ) .  What was the  name o f  the s t o r e  where you bought i t ?  

.. . 

b. Was i t  a replacement f o r  a worn-out product  o r  was i t  the  f i r s t  t ime 
. . you had purchased a (name o f  product)? 

1 -  Rep1 acemen t 2 - F i r s t  t ime 3 - Don' t  know 4 - '. Add i t i on  

c. D id  yo"' i n tend  t o  buy a (name o f  p roduc t )  be fo re  you went i n t i  (c o f  
. . s t o r e )  o r  d i d  you decide t o  buy it-) once you were i n  the  store?- 

. .. . . . . 
, , .  1-  Previous i n t e n t  2 -  Impulse 

3 -  Other ( spec i f y :  ) 4 -  Don ' t  know 

d.. What made you decide t o  buy a (r1a111e -- o f  p roduc t )  a t  t h a t  t ime? PROBE 

e. Had you seen o r  heard anyth ing about (name -- o f  produc t )  p r i o r  to, buying 
i t ?  Yes 2 -  No 3 Don ' t  know 1 -  - 

I F  YES T O  Q. e: f .  what had yuu Iltiai1d and where had you heard i t ?  

WHAT HEARD: -_ 
WHERE HEAKD: 

i. g. Can you t e l l  .me how much (name of product)  c o s t  you? $ 

h. W i l l  you ever make up the cos t  of (name -- o f  p roduc t )  i n  ternis o f  the  
energy costs you migh t  save? I Yes 2 - No 3 Don ' t Know 
I F  YES TO Q. h: i. How long w i l l t  take before that-ost o f  product)  -- 

i s  made up I n  erler.yy savings? 



. . 

NAME OF PRODUCT MENTIONED IN  Q. 11: 
I .  

a. Please th ink  back a moment t o  the t ime when you purchased (name o f  
product ) .  What was the name o f  the s t o re  where you bought i t ?  

Was i t  a replacement f o r  a worn-out product o r  was i t  the f i r s t  time 
you had purchased a (name . o f  product)? . . . 

1- Replacement 2 F i r s t  'time 3 - -Don't  know 4 - Addit ion 

Did you in tend t o  buy a (name o f  roduct )  before you bent i n t o  (5 o f  ' ;  
s t o re )  o r  d i d  you decide f l u ~ i ! m )  once you were i n  the store?- 

1- Previous i n t e n t  2-  Impulse 
Other (spec i f y  : 3 -  ) 4 -  Don't know 

What made you decide t o  buy a (name o f  p roduc t j  a t  t h a t  time? PROBE 

I 

Had you seen o r  heard anything about.(name o f  product) p r i o r  t o  'buying , 
i t ?  

1- Yes 2-  No 3 - Don't know 
I F  YES.TO Q. e: f. What had you heard and where had you heard i t ?  

WHAT HEARD: 

WHERE HEARD: 

Can you t e l l  me how much (name o f  product)  cos t  you? $ 

W i l l  you ever make up the cost o f  (name o f  product)  i n  terms o f  the 
energy costs  you might save? Yes 2 - No 3 Don ' t. Know 
I F  YES TO Q.h: i. How long wi1-t take before that-ost o f  product) 

i s  made up i n  energy savings? 

13. Would you be w i l l i n g  t o  pay on the average of ten t o  15 percent ext ra  t o  buy 
appliances t ha t  conserve energy and cost less t o  operate because of lower 
energy use? 

1- Yes 2 -  No 3 Not sure 

1- Yes 2- No 3 Not sure 

14. Would -you be w i l l i n g  t o  pay $200 more the next time you purchase an automobile 
t o  get devices t h a t  increase gas mileage and, thus, save on gas costs? 

. . 



I 

15. would you be w i l l i n g  t o  purchase an automat ic  set-back thermostat  t h a t  au to -  
m a t i c a l l y  lowered t h e  temperature o f  you r  home a t  n i g h t ?  

1 -  Yes 2 -  No 3 -  Not su re  

15a. L e t  me e x p l a i n  what I mean by .an  au tomat i c  set-back thermostat .  Th i s  
dev ice  e s s e n t i a l l y  would 'he lp  people conserve energy .by au tomat . i ca l l y  
ad just i 'ng t h e  the rmos ta t  t o  p re - se l ec ted  temperatures, a l though  a t  a l l  
t imes t h e  automat ic  ad justments  could.  e a s i l y  be over - r idden  by t h e  con- 
sumer i f  he wanted t o  do so; Would you be w i l l i n g  t o  purchase an . 
au tomat i c '  set-back thermos ta t  t h a t  would a u t o m a t i c a l l y  lower  t h e  

' 

temperature o f  you r  home ' a t  n i g h t  t o  t h e  temperature which you s e l e ~ t e d  
and would then a u t o m a t i c a l l y  i n c rease  t h e  temperature i n  t h e  morn ing 
t o  you r  se l ec ted  temperature? . 

1 -  . Would . purchase 2 - Would n o t  3 - Not sure  

16.  I f  you were t o  equ ip  you r  house w i t h  new energy-sav ing p roduc ts  and i f  you w e n  
t o  p r a c t i c e  more energy conserva t ion  t han  you p r e s e n t l y  do, what percentage o f  
you r  p resen t  u t i l i t y  cos ts  do you  t h i n k  you c o u l d  save? (ATTEMPT TO FORCE A 
GUESS I F  RESPONDENT DOES NOT KNOW) 

%)  which you f e e l  you cou ld  save would be due t o  . : 16a. llow much o f  t h a t  ( 
t h e  new products  and how much would be due t o  p r a c t i c i n g  more energy 
conserva t ion?  (FORCE GUESS) 

' , 
% due t o  new p roduc t s .  

% due t o  conserva t ion  

(THESE PERCENTAGES SHOULD TOTAL TO' THE 
PERCENTAGE RECORDED IN  Q. 16 ABOVE) 

. .. 
17. Approximate1y.what percentage o f  you r  f r i e n d s  and acquaintances a c t i v e l y  

p r a c t i c e  energy conserva t ion  i n  t h e i r  homes? % 



18. I ' m  going t o  read you t h e  names of some o rgan iza t ions  and i n d i v i d u a l  
which m igh t  be g i v i n g  you i n f o rma t i on  on ways t h a t  you cou ld  e f f e c -  
t i v e l y  h e l p  t o  f i g h t  t h e  energy c r i s i s .  Then p lease t e l l  me i n  each 
case how much you would tend t o  b e l i e v e  t h a t  o rgan i za t i on  o r  
i n d i v i d u a l ' s  i n f o r m a t i o n  on t he  enerqv c r i s i s .  That  i s ,  would vou 
b e l i e v e  them a  l o t ,  some, n o t  much, 6; n o t  a t  a l l ?  (BEGIN R E A D ~ N G  
LIST AT RED CHECK POINT. BE SURE TO READTHE ENTIRE LIST). 

( 3 )  ( 2 )  ( 1 )  ( 0 )  
Not 

A l o t  Some Notmuch a t a l l  - -  
1. The U.S. Department o f  Energy - -  
2. Local  t e l e v i s i o n  s t a t i o n s  - -  
3. . Your Congressional represent-  

a t i v e  - -  

4. Your f a v o r i t e  r a d i o  s t a t i o n  . - 
5. Sears, Roebuck and Company - 
6. Montgomery Ward - - 
7 .  Pres iden t  Ca r t e r  - - 
8. A  group o f  s c i e n t i s t s  and 

engineers - - 

9. A group o f  economists from 
c o l l  eges and u n i v e r s i t i e s  - - 

HAND RESPONDENT CARD E  WITH LIST OF ORGANIZATIONS AND INDIVIDUALS. 

18a: Which o f  t he .o rgan i za t i ons  o r  i n d i v i d u a l s  on t h a t  l i s t  would 
you tend  t o  b e l i e v e  i n  mo,st when i t  came t o  i n f o rma t i on  on t h e  
energy s i t u a t i o n ?  

18b. Why would you tend t o  b e l i e v e  i n f o rma t i on  from t h a t  source? 
PROBE 

18c. And which on t h a t  l i s t  would you tend t o  b e l i e v e  l e a s t  o f  a l l  
when i t  came t o  i n f o rma t i on  on t h e  energy s i t u a t i o n ?  

18d. Why i s  t h a t ?  PROBE 



19. Have you n o t i c e d  o r  heard -- i n  t h e  l a s t  seve ra l  months -- any 
commercials o r  ads i n  l o c a l  newspapers, TV, r a d i o  o r  i n  s t o r e s  which 
s t ressed  energy conse rva t i on?  

I_ Yes 2 No 3  - D o n ' t  know 
I F  YES TO Q.19: 19a. Where d i d  y o u ' s e e  o r  hear such a d v e r t i s i n g ?  

1 -  TV 2 - r a d i o  3  - newspaper 

4 -  i n - s t o r e  5 - d o n ' t  know 

19b. Can you  d e s c r i b e  any o f  t hose  ads f o r  me? 
PROBE 

-~ 

20.. Now I ' m  go ing  t o  read  you some incomp le te  sentences f rom commercial 
messages; t h a t  i s ,  p a r t  o f  t h e  sentence i s  m iss ing .  As I read  each 
one, I ' d  l i k e  you t o  complete i t  w i t h  t h e  f i r s t  t h i n g  t h a t  comes t o  
mind. Fo r  example: 

( 1 )  "Ford has a  b e t t e r  (BLANK) 

and n e x t :  

a ( 2 )  "Products  t h a t  save energy (BLANK) 

20a. The c o r r e c t  s logan i s  "Products  t h a t  save energy pay f o r  
themselves".  What do you i n t e r p r e t  t h a t  s logan  t o  mean? PROBE 

21. I n  genera l ,  how o f t e n  do you u s u a l l y  e n t e r  c o n t e s t s  o r  sweepstakes 
which appear i n  newspapers, magazines, o r  i n - s t o r e  promot ions? (REAL 
CHOICES) Do you  u s u a l l y  e n t e r  them f r e q u e n t l y ,  occas inna l  l y ,  r a r e l y ,  
o r  n o t  a t  a l l ?  

2 -  o c c a s i o n a l l y  

3 -  r a r e l y  

4 -  n o t  a t  a l l  



Now I ' d  l i k e  t o  ask you a  few quest ions f o r  s t a t i s t i c a l  purposes on l y .  
Remember, your  answers w i l l  remain complete ly  c o n f i d e n t i a l .  

22. Are you: (READ CHOICES) 1 - Marr ied  3 -  Widowed 
2 -  Divorced/ 4  - O r  s i n g l e  

Separated 

23. How many people, i n c l u d i n g  y o u r s e l f ,  l i v e  i n  you r  home? 

24. What was t h e  l a s t  grade you completed i n  school? 

1 -  Less than  8 t h  grade 4 -  1-3 years o f  c o l l e g e  
2 -  8 th -11 th  grade 5 - 4 years co l l ege  (graduate)  
3 -  1 2 t h  grade (H.S. graduate) 6  - Post-graduate 

- - -  

25. As I read severa l  age ca tegor ies ,  I ' d  l i k e  you t o  t e l l  me which one bes t  
desc r ibes  you r  age. 

1 -  Under 18 
2 -  18-24 
3 -  25-34 
4 -  35-44 

5 -  45-54 
6 -  55-64 
7 -  65 and over  

26. What t ype  o f  'work does t he  head o f  t h i s  household do? (PROBE FULLY, 
FINDING OUT WHAT DUTIES ARE INVOLVED, ETC. I N  ORDER TO CATEGORIZE 
CORRECTLY BELOW). 

1- P ro fess i ona l  (doc to r ,  1  awyer, teacher,  c l e r g y )  
2-  Execut ive,  managerial ,  p r o p r i e t o r  (p res iden t ,  v i c e  p res iden t ,  

t r easu re r ,  owner) 
3 -  Crea t i ve  and communications ( a r t i s t s ,  w r i t e r s ,  r ad i o ,  t e l e v i s i o n ,  

newspapers) 
4 -  Sales ( r e t a i l  sa les and smal l  r e t a i l  s t o r e  owners) 
5- A l l  o t h e r  sa les  
6- White c o l l a r  and c i v i l  s e r v i c e  ( c l e r i c a l ,  adm in i s t r a t i ve ,  

superv iso ry )  
7 -  T ranspo r t a t i on  ( t r a i n ,  ca r ,  bus) and se r v i ce  ( h o t e l ,  

r es tau ran t ,  r e p a i r s )  
8 -  S k i l l e d  l abo r ,  craftsman, foreman (ca rpen te r ,  mach in is t ,  

welder,  e t c . )  
9- Semi-and u n s k i l l e d  l a b o r  

l o  - Farmers and farm workers 
11 - M i  1 i t a r y  
12 - Student 
13 - R e t i  r e d  
l4 - Other (Spec i f y :  1 

27. (HAND RESPONDENT CARD F ) .  A t  which o f  t he  s t o res  on t h a t  ca rd  do you 
have charge accounts? 

1-  ZCMI 
2  - Montgomery Ward 

3  J .C. Penney - 
4 Sears, Roebuck & Company 
5 -  - None 



28. How many rooms a r e  t h e r e  i n  t h i s  house? 

29. How l o n g  have you  owned .your home here? y e a r s  

30. What would you  say i s  t h e  approx imate  c u r r e n t  market  va lue  o f  y o u r  
home here  -- t h a t  i s ,  t h e  amount you would expec t  t o  r e c e i v e  i f  you  
were t o  s e l l  i t  today? 

1 -  Under $15,000 
2 - $15,000-$24,999 
3 -  $25,000-$34,999 
4 -  $35,000-$44,999 
5 -  845,000-$59,999 
6 -  $60,000-$74,999 

7 -  $75,000-$99,999 
8 -  $100,000-$149,999 
9 -  $150,000 and ove r  

10 - D o n ' t  know 
11 - Refused 
12 - I n t e r v i e w e r  Es t ima te  

31. What k i n d  o f  h e a t i n g  system do you have i n  y o u r  home he re?  

1 Gas 
2 -  Ho t  wa te r  
3 -  E l e c t r i c  

4 -  Forced a i r  
5 -  N a t u r a l  gas 
6 -  O i  1 
7 -  Don ' t know 

32. Do you have a i r  c o n d i t i o n i n g ?  1 - Yes 3 - No 

I F  YES TO 9.32:  I s  i t  1 -  C e n t r a l ,  o r  
2 - Window ( o r  swamp)? 

33. Dur ing  t h i s  w i n t e r  -- say December, January and February  -- what has 
been y o u r  average mon th l y  u t i l i t i e s  b i l l ?  

Under $20 
$20-$29 
$30-39 
$46-$49 
$50-$59 
$60-969 

$70-$79 
$80-$89 
$90-999 
$100 and o v e r  
D o n ' t  know 
Refused 

34. Do you  be long t o  any s o c i a l  o r  c i v i c  o r g a n i z a t i o n s ?  

1 - Yes 2 - No 

I F  YES TO 4.34: 34a. Have you i n  t h e  l a s t  two o r  t h r e e  y e a r s  
served as an o f f i c e r  o r  d i r e c t o r  o f  any 
o f  t hose  o r g a n i z a t i o n s ?  

Yes 1 ---- 2 -  -- . No 

I F  YES TO Q.34a: 34b. How many o r g a n i z a t i o n s  have you served 
as an o f f i c e r  o r  d i r e c t o r ?  

5 7 -  
h r e e - d i g i  t 
:espondent Number: 

ARD 6 



35. For  s t a t i s t i c a l  purposes on ly ,  we need t o  know you r  approximate 
f a m i l y  income f o r  1977. That  i s ,  a l l  money earned f rom sa l a r y  o r  
wages o r  f rom o t h e r  sources -- be fo re  taxes.  I'll read t he  income 
ca tego r i es  and you t e l l  me which l e t t e r  bes t  represents  a l l  the  
mone which members of you r  household earned i n  1977. (HAND INCOME 
cARD7. 

1 -  A Under $5,000 6 - F $25,000-$29,999 
2 - B $5,000-$9,999 7 - G $30,000-$34,999 
3 -  C $10,000-$14,999 8 - H $35,000 and over  
4 -  D $15,000-$19,999 9 -  Not sure/ re fused 
5 -  E $20,000-$24,999 10 - Inte rv i ewe r  est imated income 

36. I n  terms o f  p o l i t i c a l  a f f i l i a t i o n ,  do you cons ider  y o u r s e l f  t o  be: 

A Republ ican 1- 4 -  Refused 
2 -  A Democrat, o r  5 - Not r e g i s t e r e d  
3 -  An Independent 6 -  Don ' t  know 

37. Would you be i n t e r e s t e d  i n  j o i n i n g  a c i t i z e n ' s  o rgan i za t i on  which had 
as i t s  goal t h e  spreading o f  energy conserv ing behavior  and a t t i t u d e s  
among n o t  o n l y  you r  own f am i l y ,  b u t  among your  f r i e n d s  and o the r  fam- 
i l i e s  i n  t h e  neighborhood? 

1 -  Yes 2 -  No 3 -  Don ' t know 
I F  YES TO 4.37: 

37a. Would you be w i l l  i n g  t o  spend $10 a year  f o r  
membership i n  such an o rgan i za t i on?  

1 -  Yes 2 -  No 3 - Don ' t  know 
I F  NO OR DON'T KNOW TO Q. 37a: 

37b. How about  $5.00 a year?  

1 -  Yes 2 -  No 3 Don ' t  know 
I F  NO TO Q. 37: 

37c. Would you be i n t e r e s t e d  i n  such an o rqan i za t i on  
i f  t h e i e  were f i n a n c i a l  rewards f o r  energy- 
conserv ing behavior? 

1 -  Yes 2 -  No 3 -  Don ' t  know 

INTERVIEWER SHOULD RECORD, BUT NOT ASK: 

38. Sex o f  respondent:  1 Ma1 e 2 -  Femal e 

39. E thn ic  c l a s s i f i c a t i o n :  1 Anglo 3 Hispano 
2 -  B lack  4 -  Other 

5 -  Don ' t  know 

40. Respondent's name 

41. Address Telephone 

42. Date o f  i n t e r v i e w  

43. Length o f  i n t e r v i e w  

44. Name o f  i n t e r v i e w e r  

3 - d i g i t  resp .  no. 
-14- 78,79,80 

2 -  

3 - .  

4 -  

5 -  

6- 

7 -  

8 -  

9 -  

0 -  

1- 

2 -  
3-76 BLANK 
7 . 6  

--- 



DEMOGRAPHIC CHARACTERISTICS 

(Percent )  , (Percent )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST;- 
TEST TEST CHANGE TEST TEST CHANGE 

M a r i t a l  Status:  

Marr ied 
Divorced 
Widowed 
S ing l e  

Mean Size o f  Household: 

Educat ion: 

11 t h  grade o r  l e s s  
High school graduate 
Some c o l l e g e  
Col lege graduate 
Post graduate 

18-24 
25-34 
35-44 
45-54 
55-64 
65 and o l d e r  

Median age: 

Major Occupations: 

S k i l l c d  l a b o r  
White c o l l a r  
Re t i  r ed  
Pro fess iona l  
Execu t i ve/ 
managerial 

43.5 44.3 +0.8 41.4 44.8 
y r s .  y r s .  y r s .  y r s .  



Years Owned Home: 

Less than 1 year  
1-2 years 
3-5 years 
6-1 0 years 
11 -20 years 
More than 20 years 
Refused 

Median No. o f  Yrs 

Median Home Value: 

A i r  Cond i t ion ing  System: 

Has c e n t r a l  a i r  
cond i t i on ing  

Has window a i r  
cond i t i on ing  

Has no a i r  
cond i t i on ing  

(Percent) ( Percent 
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE 

10 6 
15 16 
19 23 
18 18 
18 24 
13 13 

7 0 
- - 

5.9 6.9 
y r s .  y r s .  

- 4 7 5 -2 
+ 1 15 11 -4 
+ 4 22 21 - 1 

0 15 18 +3 
+6 22 ' 23 +1 

0 19 22 +3 
- 7 0 1 + 1 
- - - - 

+1 .o 
y r s .  



' (Pe rcen t )  (Pe rcen t )  
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PKE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE 

Number o f  Automobi les Owned: 

None 
One 
Two 
Three o r  more 
Refused t o  answer 

Owns Fo re ign  Car: 

Owns Compact Car: 

P leasure  T r i p s .  Made by  A i r :  

None 
One 
Two 
Three 
Four 
F i v e  - E i g h t  
N ine  o r  Inore 
Don' t know/refused 

Membership i n  Organ iza t i ons :  

Belong t o  no o r g a n i -  
z a t i o n s  

Belong, b u t  n o t  an 
o f f i c e r  

O f f i c e r  o f  an o r g a n i -  
za t i on 



(Percent) (Percent) 
DENVER SALT LAKE CITY SIGNI- 

GENERAL PUBLIC GENERAL PUBLIC FICANCE 

PRE- POST- PRE- POST- 
TEST TEST CHANGE TEST TEST CHANGE 

Income : 

Under $5,000 
$5,000 - $9,999 
$10,000 - $14,999 
$15,000 - $19,999 
$20,000 - $24,999 
$25,000 - $29,999 
$30,000 - $34,999 
$35,000 and over 
Refused 

Median Income: 

P o l i t i c a l  A f f i l i a t i o n :  

Democrat 
Independent 
Republ i can 
Not reg i s te red  
Refused/donl t know 

Sex : - 
Men 
Women 

Ethnic Status:  

Anglo 
Black 
H i  spano 
Undetermined 



_. .. . . .  . 
.. .,, DEMOGRAPHIC CHARACTERISTICS 

( Pe rcen t )  

P RE- POST- 
TEST - TEST CHANGE 

M a r i t a l  S t a t u s :  

M a r r i e d  
Divorced 
Widowed 
S i n g l e  

ri ' , 

Mean S i z e  o f  Household: 

Educat ion : 

11 t h  grade o r  1 ess 
H i g h  school  graduate  
Some c o l l  ege 
C o l l  ege g radua te  
P o s t  graduate  

18-24 
25-34 
35-44 
45- 54 
55-64 
65 and o l d e r  

Median age: 

Major  Occupat ions:  

S k i l l e d  l a b o r  
Whi te  c o l l a r  
R e t i r e d  
P r o f e s s i o n a l  
E x e c u t i  ve/manager ia l  



(Percent )  
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

Years Owned Home: 

Less than 1 year  
1-2 years  
3-5 years 
6- 10 years 
11 -20 years 
More than 20 years 
Refused 

Median no. o f  years:  6.0 y r s .  6.5 y r s .  

Median Home Value: $45,739 $53,148 

A i r  Condi t i o n i n q  System: 

Has cen t r a l  a i r  
c o n d i t i o n i n g  

Has window a i r  
c o n d i t i o n i n g  

Has no a i r  
c o n d i t i o n i n g  

Average Win te r  U t i l i t i e s  B i l l :  

Under $30 
$30 - $39 
$40 - $49 
$50 - $59 
$60 - $69 
$70 - $79 
$80 o r  more 
Don ' t know 

Median B i l l :  



Number of  Automobi 1 e s  Owned: 

. . None 
One 
Two 
Three o r  more 
Refused t o  answer 

Owns " ~ o r e i g n  Car: 

Owns Compact Car: 

P leasure  Tr ips  Made by Air :  

None 
One 
Two 
Three 
Four 
Five - Eight  

. Nine o r  more 
Don ' t know/refused 

Membership i n  Organizat ions : 

Belong t o  no organiza- 
t i o n s  

Belong, but not  an 
o f f i c e r  

Of f i ce r  of  an organi-  
za t ion  

Income : 

Under $5,000 
. $  5,000 - $ 9,999 
$10,000 - $14,999 
$15,000 - $19,999 
$20,000 - $24,999 
$25,000 - $29,999 
$30,000 - $34,999 
$35,000 and over  
Refused 

Medi an Income : 

(Percent )  . 
DENVER SEARS/WARDS 

P R E -  . 

TEST 

1 
3.8 
4 5 
14 

1 - 

25 

4 8 

POST- 
TEST CHANGE 



(Percent)  
DEYVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

P o l i t i c a l  A f f i l i a t i o n :  

Demo'c r a  t 
Independent 
Repu b l  i can 
Not  r e g i s t e r e d  
Refused/don ' t know 

Sex : 

Men 
Women 

E thn i c  S ta tus :  

Anglo 
B lack  
Hispano 
Undetermined 



AVERAGE RANKING 
OF NATIONAL PRIORITIES 

, , -; . ; , . . . 
, . I 

.. ..? .: 
? 

. + .  ... ..' (Pe rcen t )  
' . .  : 

. , .. .. .. - 
' . . ' .  ;.. . . *  

. .  . . . .  . ,  ., ' : .: .: I . .  -@NVER SEARSIWARDS 

PRE- POST- CHANGE I N  
TEST TEST MEAN RANKING* 

Reducing t h e  cos t s '  o f  ' l i v i n g  .and 
s low ing  down i n f l a t i o n  3.9 4.2 +O. 3 

Reducing t h e  t a x  burden 5.1 5.4 +O. 3 

Making sure t h e r e ' s  enough 
energy t o  go around 5.3 4.8 -0.5 

Reducing c o r r u p t i o n  i n  bus iness . 

and government I :  . 5.9 6 .6"  :+O. 7 
. . 

Reducing a i r  p o l l u t i o n  and 
environmental  damage , 6.2 4.7 -'I . 5 

. . 
P rov id i ng  j o b s  f o r  t h e  
unempl oyed 

Car ing .  f o r  t h e  e l d e r l y  

P rov id i ng  adequate h e a l t h  c a r e  6.9 7.6 +O. 7 

Reducing t h e  occurrence o f  
v i o l e n t  cr imes 

P rov id i ng  f i r s t - r a t e  educa t iona l  
o p p o r t u n i t i e s  f o r  young people 7.2 7.0 -0.2 

F i g h t i n g  t h e  problems assoc ia ted  
w i t h  a l coho l  and drug abuse 8.8 8.5 -0.3 

Reducing r a c i a l  and 
r-.el i y i o u s  p r e j u d i c e  

* P r i o r i t i e s  were ranked from 1 = t o p  t o  12 = bottom. Therefore,  a (+) 
change represen ts  a drop i n  p r i o r i t y  f rom pre-  t o  p o s t - t e s t .  

Ques t ion  Number 

-. 



ABILITY TO CONTRIBUTE 
PERSONALLY TO SOLUTION 
OF THE ENERGY PROBLEM 

(Percent,) . . . . 

DENVER SEARS/WARDS . . 

PRE- POST- 
TEST - TEST - .  CHANGE 

Can d o  a g rea t  deal 

Can do something 

Can do ve ry  1 , i t t l e  
. . 

Can do noth ing  

IQuest ion  Number I Den I 
I 9  



AVERAGE RANKING OF 
..i , .. I:N,-HOME . .a  ! . ENERGY . USERS*.: -.:,:;; ... ~ . . , , ,. 

(Percen t )  

DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE - -. 

Heat ing .., 2.3 1.8 -0.5 

Centra l  a i r  c o n d i t i o n i n g  3.4 4.0 +0.6 . 

Range 

L i g h t i n g  . . 

Average-sized water  hea te r  

Standard r e f r i g e r a t o r  

Automatic washer 

Color  t e l e v i s i o n  

E l e c t r i c  b l anke t  

Cof fee maker 

*Energy users were ranked by respondents f rom 1 = h i g h  t o  10 = low. 
Therefore,  a low rank ing  i n d i c a t e s  h i g h  energy use. 

Pre-Test 



- 
PERCENTAGE OF PRESENT UTILITY COSTS WHICH COULD BE 

SAVED BY INSTALLING ENERGY EFFICIENT PRODUCTS AND ,* 

< .# PRACTICING ENERGY CONSERVATION 

(Percent) 
DENVER SEARS/WARDS 

Percent To. Be Saved 

0 - 5 ' .  
6 - 10 

11 - 1 5 '  
16 - 20 
'21 - 3 0 '  
31 - 40 
41 - 50 
Over 50 
Don ' t  Know' 

~ . e d i a n  percent  . saved . : 

PRE- POST- 
TEST TEST CHANGE 

~ 
Post-Test 



OPINIONS REGARDING COSTS OF SPECIFIC 
ENERGY-CONSERVING MEASURES* 

(Percen t )  
DENVER SEARSIWARDS 

PRE- POST- 
TEST TEST CHANGE 

I n s t a l l  most e f f i c i e n t  i n s u l a t i o n :  
G rea tes t  energy sav ings:  48 37 -1 1  
H ighes t  i n i t i a l  c o s t :  - 2 0  - 17 - 3  

I n s t a l l  s to rm windows/doors: 
G rea tes t  energy sav ings 3  5 3  5  0  
H ighes t  i n i t i a l  c o s t :  2  5 - 39 +14 

Turn down the rmos ta t  t o  65' 
i n  c o l d e r  months: 

G rea tes t  energy sav ings:  
H ighes t  i n i t i a l  c o s t :  

I n s t a l l  s o l a r  h o t  water  hea te r :  
G rea tes t  energy sav ings : 15 13 - 2 
H ighes t  i n i t i a l  cos t :  - 5 2  42 - -1 0  

D r i v e  c a r  l e s s ;  use bus o r  ca rpoo l :  
G rea tes t  energy sav ings:  15 22 + 7  
H ighes t  i n i t i a l  c o s t :  - 1 1  - 0 - 

I n s t a l l  w e a t h e r s t r i p p i n g :  
G rea tes t  energy sav ings:  
H ighes t  i n i t i a l  c o s t :  

Buy energy-conserv ing app l iances  
and dev ices :  

Grea tes t  energy sav ings:  6  6  0  
H ighes t  i n i t i a l  c o s t :  - 8 12 - + 4  

I n s t a l l  au tomat ic  set-back thermos ta t :  
Grea tes t  en'ergy sav ings : 4  7  + 3  
H ighes t  i n i t i a l  c o s t :  1  - 2 - + 1  

I n s t a l  1 heat  pump: 
G rea tes t  energy sav ings:  
H ighes t  i n i t i a l  c o s t :  

I n s t a l l  dev i ce  which r e s t r i c t s  h o t  
water  f l o w  on shower: 

G rea tes t  energy sav ings:  3  4  + 1  
H ighes t  i n i t i a l  c o s t :  1 - 1 - 0 - 



. ,  . .. 
. . .  . ,  ' 
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PRE- 
TEST 

I n s t a l l  automat ic  1 i g h t . t i m e r :  
: . G rea tes t  energy sav ings :  

H ighes t  i n i t i a l  c o s t :  

I n s t a l l  chimney f l u e  darnper: 
Grea tes t  energy sav ings :  3 

, H ighes t  i n i t i a l  c o s t :  - 2 

POST- 
TEST CHANGE 

, I n s t a l  1  f l u o r e s c e n t  1  i g h t  bu lbs :  
. . 

G rea tes t  energy sav ings :  ,, 2 ' 2 0  
H ighes t  i n i t i a l  c o s t :  - 1 .- 1  0  - . . 

Get ga-s range w i t h  e l e c t r o n i c  
p i l o t  l i g h t :  

' G r e a t e s t  energy sav ings :  1  1  0 
H ighes t  i n i t i a l  c o s t :  2 - 2 0  

I n s t a l l  i n s u l a t i n g  hood f o r  . . 

ho t  water  hea te r :  
Grea tes t  energy sav ings : 1  2 + 1  
H ighes t  i n i t i a l  c o s t :  - 1 ' - - - 1  

*Percentages w i l l  t o t a l  more than  100 due t o  t h e  i n c l u s i o n  o f  
m u l t i p l e  ment ions.  



KNOWLEDGE OF 
ENERGY TERMINOLOGY 

( Percent ) 
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

SOLAR ENERGY : Never 'heard o f  
Correct  d e f i n i t i o n  

BLACKOUT: Never heard o f  
Cor rec t  d e f i n i t i o n  

GEOTHERMAL POWER: Never heard o f  
Correct  d e f i n i t i o n  

COAL GASIFICATION: Never heard o f  
Correct  d e f i n i t i o n  

VAN POOLING: Never heard o f  49 36 - 1'3 
Correct  d e f i n i t i o n  - 44 - 6 0 +I 6 - 

SUNSHINE RIGHT OF WAYS: Never heard o f  67 73 + 6 
Correct  d e f i n i t i o n  - 1 8  - 1 9  + 1 - 

LIFE CYCLE COSTING: Never heard o f  72 7 0 - 2 
Correct  d e f i n i t i o n  - 1 4  - 1 5  - + 1 

ENERGY COST OF OWNERSHIP: Never heard o f  73 
Correct  d e f i n i t i o n  12 

R VALUE: Never heard o f  
Cor rec t  d e f i n i t i o n  

EER: Never heard o f  
Cor rec t  d e f i n i t i o n  

RETROFITTING: Never heard o f  82 
Correct  d e f i n i t i o n  - 7 

DEGREE DAY: Never heard o f  8 7 8 0 - 7 
Cor rec t  d e f i n i t i o n  - 5 - 9 - + 4 

Pre-Test 
Post-Test 



PERCEIVED EFFECT OF 
NATIONWIDE ENERGY CONSERVATION PROGRAM 

ON RESPONDENT'S STANDARD OF LIVING 
. . 

.. . . . . .  . . . 

(Percen t )  
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

. , . . 
N A 15 N A Standard o f  l i v i n g  w i l l  go up 

Standard o f  1 i v i n g  w i l l  s t a y  t h e  same N A 63 NA :' . 

Standard o f  l i v i n g  w i l l  go down N A 2 1 N A 

Don ' t know N A - 2 - - N A 

Post -Test  



ATTITUDES TOWARD CONSERVATION 

(Percent)  

DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

"Conservat ion i s  n o t  a r e a l i s t i c  
s o l u t i o n  t o  t h e  energy c r i s i s  
unless we a r e  a1 1 prepared t o  
accept a much lower standard 
o f  l i v i n g . "  

AGREE 
DISAGREE 

DON'T KNOW 

"There a r e  o the rs  i n  t h i s  nat. ion 
who use a whole . l o t  more energy 
than I do. They a r e  the  ones who 
ought t o  be fo rced  t o  tonserve .  " 

AGREE 4 2 39 
DISAGREE 4 9 58 

DON 'T KNOW - 9 3 - 



SUPPORT OF SPECIFIC 
CONSERVATION'MEASURES 

(Pe rcen t )  

DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

Conservat ion Measure 

A law p r o h i b i t i n g  houses, i n c l u d i n g  
e x y s t i n g  ones, f rom be ing  s o l d  
un less  t h e y  have p roper  1  eve1 s  
o f  i n s u l a t i o n .  

FAVOR 
OPPOSE 

DON ' T  KNOW 

A law s e t t i n g  stand.ards f o r  
how much energy home app l iances  
cou ld  use. 

FAVOR 
OPPOSE 

DON'T KNOW 

u e s t i o n  Number I Den 
Pre-Test I 4a .4b 

I 
- -~ ~ 

Post -Test  ,i 4a;4b I 



EXPRESSED WILLINGNESS TO ENGAGE IN SPECIFIC 
ENERGY-CONSERVING BEHAVIOR 

(Percent)  
DENVER SEARSIWARDS. 

PRE- POST- 
TEST TEST CHANGE 

W i l  1 ingness t o  pay 10' t o  15 percent  
e x t r a  t o  buy appl iances t h a t  conserve 
energy and c o s t  l e s s  t o  operate due 
t o  lower enerav use 

W i l  1 i n g  7 8 81 
. . Not ' W i l  1 i n g  12 10 

Not Sure 10 8 
No Answer - 0 - 1 

W i l l i n g  
Not W i l l i n g  
Not Sure 
No Answer 

IQuest ion Number 1 Den 1 
Pre-Test 13,14 

Post-Test 13,14 



WILLINGNESS TO PURCHASE AN AUTOMATIC 
SET-BACK THERMOSTAT 

(Percen t )  
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

W i l l i n g  
Not W i l l i n g  
Not .Sure 

A f t e r  exp lana t i on  o f  what i s  meant 
by "automat ic  set-back thermos ta t "  

Would Purchase 
Would Not Purchase 
Not Sure 

Ques t ion  Number I Den I 
Pre-Test 1 15 1 - -~~ 

Post -Test  1 15 1 



SPECIFIC.ENERGY-CONSERVING MEASURES WHICH ARE 
MOST DIFFICULT FOR FAMILY TO ADOPT* 

(Percent ) 
DENVER SEARS/WARDS 

PRE- 
TEST 

POST- 
TEST 

38 

13 

CHANGE 
-1 4 
-1 4 

- 2 
+I 4 

Install solar hot water heater 52 
Install heat pump 2 7 
Turn down thermostat to 65' 
.in colder months 

"Drive car less; use bus or car pool 15 
Install chimney flue damper 10 

Install storm windows/doors 7 

Install most efficient insulation 
Buy energy-conserving appliances 
and devices 
Get gas range with electronic 
pilot light 
I'nstall insulating hood for .hot 
water heater 

Instal 1 fluorescent 1 ight bulbs 
wherever possi bl e 
Install automatic set-back thermostat 
Install device which restricts hot 
water flow on shower 
Install automatic light timer 

Install weatherstripping 

*Percentages will total more than 100 percent due to the inclusion of 
multiple mentions. 



.. SUPPORT OF ENERGY COST 
OF OWNERSHIP CONCEPT 

(Percen t )  
DENVER SEARS/WARDS 

PRE- POST- . , 

TEST - TEST . . CHANGE 

Would buy more expensive appl  iances 
t h a t  conserve energy 

Woul d buy cheaper appl  iances 
because o r i g i n a l  c o s t  cannot 
be recouped 

Don ' t know 

I' 
- 

~ u e s t  i o n  ~ur;;ber 
Pre-Test .  

Post-Test 

-p 

Den 
7 
7 



ANTICIPATED TIME FRAME 
FOR RECOUPING HIGHER COSTS 
OF ENERGY-SAVING APPLIANCES 

(Percent)  
DENVER SEARSIWARDS 

PRE- POST- 
TEST TEST CHANGE 

To recoup c o s t  which was 10 percent 
h igher  than average: 

Under 6 months 
6 - 12 months 
1 - 1.49 years  
1.5 - 1.9 years  
2.0 - 2.9 yea rs  
3.0 - 3.9 yea rs  
4.0 - 4.9 yea rs  
5 years  o r  more 
W i l l  no t  recoup 
M i  sce l  laneous 
Don ' t know 
No answer 

Median t ime :  

To recoup c o s t  which was 20 
percent h ighe r  than average: 

Under 6 months 
6 - 11.9 months 
1 - 1.49 years  
1.5 - 1.9 years  
2.0 - 2.9 years  
3.0 - 3.9 years  
4.0 - 4.9 years  
5 yea rs  o r  more 
W i l l  n o t  recoup 
M i  sce l  1 aneous 
Don ' t know 
No answer 

Median t ime :  

2 y r s .  7 mos. 

4 y r s .  1 mo. 

Quest ion  Number 
Pre-Test 



INTEREST I N  MEMBERSHIP I N  ENERGY 
CONSERVATION-ORIENTED ORGANIZATION 

(Percent  ) 
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE. 

Would pay t o  bbelong 2 3 2 4 + 1 

I n t e r e s t e d ,  b u t  would n o t  pay 5 3 - 2 

I n t e r e s t e d ,  i f  respondent 
were p a i d  11 19 + 8 

No i n t e r e s t  

---I 
Post-Test 



WAYS I N  WHICH RESPONDENT'S FAMILY HAS 
. . .  + . . . . CONSERVED ENERGY I N  PAST YEAR* 

. . .  ...... 

(Percen t )  '. 

DENVER SEARS/WARDS . . 

.' P.RE- '.POST- . , 

TEST 'TEST 'CHANGE 
. . .  

Conserve heat; r e g u l a t e  thermos ta t  
Use l i g h t s  o n l y  when needed 
Save water  
Proper use of /decreased .,. _ 
use o f  appli.ances 

, I n s t a l l e d  i ns ' u l a t i on  o r  
. wea the rs t r i pp ing  
Use c a r  1 ess; t a k e  mass t r a n s i t  
Cut down on washing c l o t h e s  
Cut down use o f  dishwasher 
I n s t a l l e d  storm windows o r  doors 
Conserved e l e c t r i c i t y  
D r i v e  sma l l e r  ca r ;  ca rpoo l  
Use c l o t h e s  d r y e r  1 ess 
Unpl ug / t u rn  o f f  t e l e v i s i o n  
when n o t  i n  use 

Use l e s s  h o t  water  
Save gas . 

Conserve energy a t  home 
I n s t a l l e d  energy-conserving app l i ances -  
Combine t r i p s  t o  save gas 
I n v e s t i g a t e  a l t e r n a t i v e  energy sources 
Promote and teach  energy cnnserva t ion  
M i  sce l  1 aneous 

Have n o t  conserved 
Don ' t know 

"Percentages t o t a l  niore than 100 percent, due t o  m u l t i p l e  m e n t i o p ~ .  

$1 
Post-Test 



ATTITUDES AND BEHAVIOR REGARDING SPECIFIC 
ENERGY-CONSERVING MEASURES 

(Percent ) 
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

Turn down thermostat  t o  65' 
i n  c o l d e r  months: 

Doing now 61 6 7 + 6 
Would consider  8 6 - 2 
Fr iends have - 4 1 49 - + 8 

D r i v e  c a r  less ;  use bus o r  carpool : 

Doing now 60 5 7 - 3 
Wou 1 d consider  10 11 + 1 
Fr iends have - '32 , i t  - 38 - + 6 - 

I n s t a l l  storm windows/doors: 
Doing now 55 6 0 + 5 
Would consider  33 2 9 - 4 
Fr iends have - 46 - 51 + 5 - 

I n s t a l l  weathers t r ipp ing :  
Doing now 54 58 + 4 
Would consider  2 1 1 8. - 3 
Fr iends have - 2 9 - 33 + 4 - 

I n s t a l  1 .most e f f i c i e n t  i nsu la t i on : .  
Doing now 54 5 7 + 3 
Would consider  , . 3  1 2 6 - 5 
Fr iends have 48 - 5 0 - + 2 - 

I n s t a l  1 f luorescent  1 i g h t  bulbs 
wherever poss ib le :  

Doing now 3 1 3 1 0 
Would consider  16 16 0 
Fr iends have 6 - 8 - +2 

Buy energy-conserving appl iances 
and devices:  

Do.ing.. now , .  . 23 2 5 + 2 
Would'consider 28 30 + 2 
Fr iends have 8 - 8 - 0 

I n s t a l l  an automat ic  l i g h t  t imer :  
Doing now i 8 18 0 
Would consider  11 . 14 + 3 
Fr iends have 9 - 1 2 - + 3 



. i .  I . . , > ,  . I  
. . . . 

, . 
, . : P R E -  : :  

TEST 
POST- 
TEST CHANGE 

I n s t a l l  'a chimney f l u e  damper: 
Doing now 
Would cons ider  
F r iends  have 

I n s t a l  1 i n s u l a t i n g  hood f o r  
ho t  water hea te r :  

Doing now 
Would cons ider  
F r iends  have 

I n s t a l l  dev i ce  which r e s t r i c t s  
h o t  water  f l o w  on shower: 

Doing now 
Would cons ider  
F r iends  have 

I n s t a l l  an automat ic  set-back 
thermos ta t :  

Doing now 
Would cons ider  
F r iends  have 

Get gas range w i t h  e l e c t r o n i c  
p i l o l  1  i g h t :  

Doing now 
Would cons ider  
F r iends  have 

I n s t a l l  a  heat pump: 
Doing now 
Would cons ide r  
F r iends  have 

I n s t a l l  s o l a r  h o t  water  hea te r :  
Doing now 
Would cons ider  

" Fr iends  have 

rgr 1 ~ e 7  
Pre-Test 10,lOa ,1 O f  

Post-Test 10,10a,1_0f 



INDIVIDUAL OR GROUP WITH HIGHEST 
CREDIBILITY REGARDING ENE.RGY INFORMATION* 

(Percent)  
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

A.group o f  s c i e n t i s t s  & engineers 

The U. S. Department o f  Energy 

A group o f  economists from 
c o l l  eges and u n v e r s i t i e s  

Pub1 i c  Serv ice  Company 

President  Car te r  

Your Congressional rep resen ta t i ve  

Local t e l e v i s i o n  s t a t i o n s  (such as 
.Channel 2, 4, 7, o r  9)  

Your f a v o r i t e  r a d i o  s t a t i o n  

The Denver Post 

Sears, Roebuck and Company 

Montgomery Ward 

..The Rocky Mountain News 

N= - 54 1 - 

*Percentages t o t a l  more than 100 percent due t o  m u l t i p l e  mentions. 

ues t i on  Number 
Pre-Test 

Post-Test 



1NDI.VI:DUAL OR GR,O!JP WITH LOWEST 
CREDIBILITY .REGARDING ENERGY INFORMATION* 

(Pe rcen t )  
DENVER SEARS/WARDS 

Montgomery Ward 

Sears, Roebuck and Company 

P u b l i c  Se rv i ce  Company of Colorado: 

P res i den t  C a r t e r  

Your Conyr~essional  Represen ta t i ve  

Y o u r v f a v o r i t e  Radio S t a t i o n  
a 

A group o f  economists f rom 
c o l l e g e s  and u n i v e r s i t i e s  

The Denver Post 

The Rocky Mountain News 

Local  t e l e v i s i o n  s t a t i o n s  (such as 
Channel 2, 4, 7, o r  9 )  

The U.S. Department o f  Energy 

PRE- 
TEST 

N A 

N A 

N A 

N A 

N A 

F?A 

N A 

N A 

N A 

N A 

NA 

POST- 
TEST 

2 9 

2 7 

14 

11 

8 

8 

8 

7 

6 

4 

5 

CHANGE 

N A 

N A 

N A 

N A 

N A 

A group o f  s c i e n t i s t s  and engineers  - N A - - - N A 

*Percentages t o t a l  t o  more than  100 percen t  due t o  t h e  i n c l u s i o n  o f  
m u l t i p l e  ment ions.  , 

ruest i~;~$nn;; 1 
Post -Test  



NOTICE OF COMMERCIALS STRESSING 
ENERGY CONSERVATION * 

(Percent)  
DENVER SEARS/WARDS 

PRE- POST- 
TEST TEST CHANGE 

Respondent has seen/heard commercials 
on t e l e v i s i o n  N A 73 N A 

Respondent has heard commercials on 
r a d i o  N A 32 N A 

Respondent has seen ads i n  newspaper N A 46 N A 

Respondent has seen ads/d isp lays i n  
s to res  N A 23 N A 

Respondent doesn ' t  know whether he/she 
has seen/heard commericals o r  ads N A 6 N A 

Respondent has n o t  seen any 
commercials o r  ads N A 9 N A 

Miscel laneous Answer ( i .  e. , Respondent 
has seen ads i n  magazines o r  f l y e r s )  N A 1 N A 

Quest ion Not Answered N A - 0 - N A - 

*Percentages t o t a l  more than 100 percent  due t o  t h e  i n c l u s i o n  o f  
mu1 t i p l e  mentions. 

1 Quest i o n  Number I Den 
Pre-Test I - I 

I 
- - - .  

Post-Test I 19,19a I 



COMPLETION OF SLOGAN: 
"FORD HAS A BETTER I I 

( Percen t )  
DENVER SEARS/WARDS --'- 

PRE- POST- 
TEST TEST CHANGE 

" Idea"  

Other  answer 

Don ' t  Know 

Ques t i on  Not Answered 

l ~ u e s t  i o n  Number I Den 
 re-rest i 25a --I 

Post -Test  I 



COMPLETION OF SLOGAN: 
"PRODUCTS THAT SAVE ENERGY I I 

(Percent)  
DENVER SEARSIWARDS 

PRE- POST- 
TEST TEST CHANGE 

"Pay For Themselves" 

Help pay t h e i r  cos ts ;  
save money 

Other Answer 

Don ' t  Know 

No Answer 

1 Ouest ion Number I Den I . ~ 

Pre-Test 
Post-Test 

t 

- 
25b 



I ' 

APPENDIX E 

SAMPLE DESIGN FOR THE P R E -  A N D  POST-SURVEYS. 

A.  General Pub1 i c  Surveys. 
. . 

The o b j e c t i v e  was t o  draw a  p re -  and a  post-sample o f  s i n g l e -  
fami ly ,  owner-occupied u n i t s  ' from t h e  C o l e ' s  D i r e c t o r i e s  o f  t h e  
Grea te r  Denver and Grea te r  S a l t  Lake City areas. The 1977 ed i - ;  : 
t i o n s  o f  t h e  d i r e c t o r i e s  were used i n  each l o c a t i o n .  A procedure 
was developed t o  i d e n t i f y  approx imate ly  1,500 sample u n i t s  i n  
each l o c a t i o n S  w i t h .  a  goal o f  500 completed i n t e r v i e w s  i n  
each survey. . 

1, Procedure f o r  Denver. 

The sample frame f o r  Denver cons i s ted  o f  t h e  SMSA qs d e f i n e d  
on Pages 4a and 5a o f  Co le ' s  D i r e c t o r y .  That d i r e c t o r y  

. i n d i c a t e d  t h a t  t h e r e  were 393,953 r e s i d e n t i a l  u n i t s  and 
51,177 bus iness u n i t s  f o r  a  t o t a l  445,130 u n i t s  , i n  t h e  SMSA. 

Est imates were ob ta i ned  f rom t h e  Denver Regional Counc i l .  
o f  Governments, which s t a t e d  t h a t  53.8 pe rcen t  o f  a l l  hous ing 
u n i t s  i n  t h e  SMSA were s i n g l  e - f am i l y ,  owner-occupied. I n  
o r d e r  t o  be conserva t i ve ,  50 percen t  was used as t h e  e s t i -  
mate i n  drawing t h e  sample. I n  a d d i t i o n ,  approx imate ly  
85 percen t  o f  a l l  s i n g l e - f a m i l y  u n i t s  were es t imated  t o  
be owner-occupied. 

I n  o r d e r  t o  o b t a i n  t h e  necessary 500 i n t e r v i e w s ,  t h e  addresses 
were over-sampled t o  o b t a i n  750 u n i t s  i n  each sample. From 
Co le ' s  D i r e c t o r y ,  t h e  es t ima te  o f  t h e  number o f  s i n g l e - f a m i l y ,  
owner-occupied u n i t s  was ob ta ined  by u t i l i z i n g  t h e  
f o l l o w i n g  fo rmu la :  

To ta l  u n i t s  (445,130) minus t o t a l  bus iness u n i t s  (51,111) 
min1.1~ 50 percen t  t imes t h e  number of  t o t a l  r e s i d e n t i a l  u n i t s  
( .  50 X 393,953) = number o f  s i n g l  e - f am i l y ,  owner-occupied 
u n i t s  (196,976). 

Percent  o f  t o t a l  = 196,976 I 445,130 = 44 percent .  



I n  o r d e r  t o  o b t a i n  1,500 s i n g l  e- fami ly ,  owner-occupied 
u n i t s ,  3,409 addresses (1,500 d i v i d e d  by .44) .had t o  be 
drawn, f rom t h e  d i . rec tory .  . Therefore, t h e  sampling f r a c t i o n  
was one i.n 1.31 ,(.i.e., ,445,130 d i v i d e d  by 3,409). 

Beginning w i t h  l i n e  58 on Page 2 ( i d e n t i f i e d  as the  random 
s t a r t  p o i n t )  every 131st e n t r y  i n  t h e  Co le 's  D i r e c t o r y  was 
selected.  Businesses and m u l t i - f a m i l y  u n i t s  were discarded. 

, . I .  

2. Procedure f o r  S a l t  Lake City. 

Page 6a o f  t h e  Co le ' s  D i r e c t o r y  f o r  Greater S a l t  Lake iden- 
t i f i e d  170,010 r e s i d e n t i a l  u n i t s  and 25,980 business u n i t s  
f o r  a  t o t a l  o f  195,990 t o t a l  u n i t s .  The Business 5esearch 

. D i v i s i o n  o f  t h e . U n i v e r s i t y  o f  Utah est imated t h a t  61.3 
. -  L .percent  o f  a l l  housing u n i t s  i n  t h e  SMSA were sdngle- fami ly ,  

owner-occupied. An es t imate  o$ 56 percent  wa.s ,ac tua l  l y  used. - 
. . . The number o f  s ing1 e- fami ly ,  ownSr-occupied u n i t s  . i n  S a l t  

Lake City was est imated a t : .  :~- i  ?9?. .j.f.. 
"' 

195,990 minus 25,980 minus ( . '44 j  t imes (170,010) equals 
95,205. That f i g u r e  represents 48.6 percent  o f  t h e  
t o t a l  u n i t s .  

. . . I n '  o r d e r  t o  ob ta in .  1,500 s ing le - fam i l y ,  owner-'occup:ied u n i t s  
. .  . . -' . f o r  t h e  two' samples, 3,086 addresses (1,500 d i v i d e d  by, .486) 

. . had , to  be drawn f rom t h e  d i r e c t o r y .  That represented a  
, . , -sampl ing f r a c t i o n  o f  1  i n  63 ( i . e . ,  195,990 d i v i d e d  by 3,086). 

.. Beginning on 1  i n e  49 o f  Page. 2  ( t h e  random s t a r t  p o i n t )  of 
. . Co le 's  D i rec to ry ,  every 63rd 1  i s t i n g  was selected.  Businesses 

. ' , and mu1 t i - f a m i l y  1 i s t i n g s  were then discarded. 

sears. and wards Customer Sample f o r  Denver 

From t h e  reg iona l  o f f i c e s  o f  bo th  o f  those companies, a  random 
sample o f  1,000 customer names and addresses was obta ined f o r  
Denver, based on t h e  Z i p  Codes conta ined i n  t h e  Co le 's  D i r e c t o r y  
d e f i n i t i o n  o f  t h e  Denver SMSA. Those addresses i n  t he  f r i n g e  
Z i p  Code areas which d i d  n o t  conform t o  t h e  general p u b l i c  SMSA 
d e f i n i t i o n  were discarded. The f i n a l  sample cons is ted  o f  1,008 
addresses, which were then randomly d i s t r i b u t e d  i n t o  two samples, 
one f o r  t h e  p r e - t e s t  s i t u a t i o n  and one f o r  t h e  p o s t - t e s t  procedure. 



1 1 .  S C R E E N I N G  PROCEDURE. 
. .. . . : : 4 ,  . . . : ,  . . ,  - ' : .  .". 6 \ .  . .  
The screening procedure was i d e n t i c a l  : f o r  bo th  t h e  ,general p u b l i c  
and the  SearsIWards customer sampl e. Using c u r r e n t  telephone 
d i r e c t o r i e s ,  t he  telephone numbers f o r  each name and address i n  
t h e  samples were obtained. An i n t e r v i e w e r  telephoned each o f  those 
addresses t o  determine i f  t h e  res idence was owner-occupied. Rental 
u n i t s  were discarded from the  sampl e. Where telephone numbers cou ld  
n o t  be obtained, t he  addresses were v i s i t e d  by i n te rv iewers  who made 
t h e  determinat ion regardin'g home.'ownership. During the  i n i t i a l  con- 
t a c t  w i t h  the  household,; in fo rmat ion . regard ing  respondent 's a v a i l a -  
b i l  i t y  was obta ined i n  o rder  t o  expedi te t h e  contac t  process f o r  
t he  ac tua l  i n te rv iew ing . '  

Fo l lowing the  screening procedure, a l l  i n te rv iews  were conducted 
i n  person. I n  contact in 'g t he  ho.usehold, t h e  i n t e r v i e w e r  determined 
which a d u l t  member o f  t h e  f a m i l y  was respons ib le  f o r  making dec is ions  

' about home maintenance,. That i n d i v i d u a l  was then in te rv iewed.  I f  
. . ., . more than one adu.1 t was respons ib le  f o r  such decis ions, ,  a  pre-  

determined random select i .on procedure was prov ided t o 6 e a c h  i n t e r v i e w e r  
t o  expedi te t h e  s e l e c t i o n  o f  t he  respondent'. 

Respondents were n o t  informed as t o  t h e  s p e c i f i c  sub jec t  mat te r  
o f  t he . i n te rv iew .  They were t o l d  t h a t  t h e  i n t e r v i e w  had t o  do 
w i t h  n a t i o n a l  p r i o r i t i e s  and t h a t  quest ions regard ing  t h e  purpose 
o f  t h e  i n t e r v i e w  would be answered b y , t h e  in terv i ,ewer f o l l o w i n g  t h e  . . 

complet ion o f  t h e  in te rv iew.  This was done i n  o r d e r . n o t  t~ in t rodyce  
b ias  i n t o  t h e  responses t o  quest ions regard ing  t h e  importance o-f 
energy conservat ion. However, t h e  i n a b i l i t y  t o  i d e n t i f y  e i t h e r  
t h e  sponsor o f  t h e  study o r  t h e  s p e c i f i c  content  o f  t h e  i n t e r v i e w  . , ' . .  

r e s u l t e d  i n  a  h ighe r ,  r e f u s a l  r a t e  i n  t h e  pre-surveys as compared' , . 
. . 

w i t h  t h e  post-surveys. However, i n  both instances,  t h e  complet ion 
r a t e s  exceeded 60 percent,  r a t e s  r a r e l y  ob ta ined i n  survey e f f o r t s  
i n v o l v i n g  such a lengthy  i n te rv iew .  

1 1 1 .  STATISTICAL PROCEDURES USED I N  DETERMINING THE SIGNIFICANCE 
OF C H A N G E  I N  THE EVALUATION PROCESS. 

L e t  'Dl = Denver p r e - t e s t  

9 = k n v e r  p o s t - t e s t  . 

S1 = S a l t  Lake p r e - t e s t  

S2 = S a l t  Lake p o s t - t e s t  

Assume t h a t  t h e  responses i n  each survey a r e  norrrrally d i s t r i b u t e d .  
Therefore, t h e  d i f f e rences  should be normal ly  d i s t r i b u t e d .  



STEP 1. 

F i r s t ,  t e s t  t o  determine whether t h e  d i f f e r e n c e  S2 - S1 i s  s i g n i -  
f i c a n t ,  us ing  a  t w o - t a i l e d  t e s t .  

. . . .  
, . 

.- . . .. , . . 

I f  -1.96 < zS (_ c1.96, t h e r e  was no s i g n i f i c a n t  d i f f e r e n c e  i n  S a l t  
La.ke and Step 2 was performed, Otherhise, S *  - S1 was regarded as 

' a  s i g n i f i c a n t  change i n  S a l t  Lake and Step 3 was performed. 

STEP 2. 

N o ' s i g n i f i c a n t  change i n  S a l t  Lake. 
N u l l  hypothesis  i s  D2 = 

b 
. Therefore, a  s i g n i f i c a n t  increase 

, i n  D e n v e r i s  represented y D2 - D1>O ( o n e - t a i l e d  t e s t ) .  

I f  ZD 1 1.64, change i n  Denver was s i g n i f i c a n t  ( i n  t h e  case of  an 
increase)  . 



STEP 3. 

I f  t h e  change i n  S a l t  Lake was s i g n i f i c a n t ,  t h e  l e v e l  o f  change 
was represen ted  by k; t h a t  i s ,  k = S2 - S1. I 

Then, 

I f  ZD ) 1.64, t h e  change i n  Denver was s i g n i f i c a n t  ( i n  t h e c a s e  o f  
an inc rease) .  Note: I n  t h e  case o f  a  decrease, D2< Dl , ZD 2 1 ., 64 
was t e s t e d  as a  measure o f  s i g n i f i c a n c e .  . 




