Enbridge Gas Utah
E N BR’DG E ' Docket No. 24-057-22
EGU Energy Efficiency Exhibit 1.7

Page 1 of 9

Energy Efficiency Program
Proposal

ThermWise® Market Transformation
Initiative




Enbridge Gas Utah

Docket No. 24-057-22

EGU Energy Efficiency Exhibit 1.7
Page 2 of 9

Program Description

Since the introduction of Enbridge Gas Utah’s (Enbridge Gas or the Company) ThermWise® Energy Efficiency
(EE) programs, the Market Transformation Initiative has been a consistent and critically important component of
the long-term strategy. “Market Transformation involves promoting ongoing and lasting changes to natural gas
appliance penetration rates and new construction markets, as well as natural gas conservation” (Application,
Docket No. 05-057-T01, paragraph 21). There are three primary goals that drive the Company’s Market
Transformation Initiative. They are, (1) enhance the Company’s involvement in energy efficiency and conservation
promotion; (2) change consumer and market participation behaviors; and (3) encourage persistent demand for
energy efficiency products and practices. (Application, Docket No. 05-057-T01, paragraph 22).

In its Order issued December 29, 2017 (Docket No. 17-057-22 Order), the Commission provided guidance
regarding future applications for the Market Transformation Initiative. Specifically, the Commission supported the
recommendation that future applications include strategies and justification for proposed budget amounts.
Additionally, the Commission indicated support for the Advisory Group and the collaborative process originally
envisioned for this group as outlined in the Joint Application filed December 16, 2005 (Docket No. 05-057-T01).
In effort to be responsive to this guidance the following sections are included in this section.

In this section, the Company will provide the following:

e A summary of proposed-versus-actual Market Transformation Initiative spending from 2007-2023.
An analysis of historical customer participation in the ThermWise® programs.
ThermWise® program benchmarking to its peers in the natural gas energy efficiency industry.
A high-level summary of the proposed 2025 Market Transformation Initiative components and budget.
The 2025 Strategic Marketing Plan, a comprehensive report, prepared by Faktory, that recaps 2024
research and the proposed strategy for the 2025 Market Transformation Initiative.
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Proposed vs. Actual Market Transformation Initiative Spending 2007-2023

Table 1 is a summary of proposed versus actual Market Transformation Initiative spending from 2007-2023. The
Company has been selective in its spending, choosing projects with the greatest return and high program
exposure. The Company has been diligent in its efforts to secure event and promotional contracts at low rates.
The Company regularly seeks out and takes advantage of low to no-cost events. In many cases the Company
can leverage its existing marketing channels in return for a waiver of the participation fees at community events.
The Company has historically built flexibility into the budget in order to be responsive to unanticipated Market
Transformation opportunities that will maximize program exposure. These unanticipated opportunities contribute
to variances between projected and actual spending.

Table 1. Proposed vs. Actual Market Transformation Spending
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Historical ThermWise® Customer Participation

The Company annually benchmarks its energy efficiency programs against several metrics to measure
performance. These benchmarks are shown in tables 2-5.

Historically, there has been a steady increase in the total number of rebates paid each year. Table 2 shows
cumulative rebates paid by year.

Table 2. Cumulative Rebates Paid by Year
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Table 3 shows unique participants and penetration levels by county. It shows the Company continues to see a
steady increase in unique ThermWise® participants throughout its service territory. The Company is pleased with
the trend in participation and market penetration and expects to see similar trends in the future as a result of the
Market Transformation Initiative.
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Table 3. Unique ThermWise® Participants and Levels of Penetration — September 2024

Fercentage
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Although the Company continues to see an increase of unique participants there is still opportunity for first time
participants as well as repeat participants to increase their individual efficiency. Table 4 shows a participation
breakdown by the number of measures individual customers have participated in, along with a year-by-year
breakdown of the percentage of participants with only one measure completed for years 2007-2024.

Table 4. Participation Breakdown by Number of Measures Per Customer

. . Percent with only one
Participation Breakdown Year easure
518 2007 52%
4| |59 3%
5% 2008 67%
2009 65%
3 2010 40%
12% 2011 33%
2012 31%
2013 32%
2014 26%
1 2015 37%
53% 2016 30%
2017 31%
2018 22%
2 2019 22%
25% 2020 18%
2021 28%
2022 28%
2023 27%
m]1 =2 =3 w4 =5 =6+ 2024 34%
Average 35%

Table 5 shows additional evidence to the progress on these goals. This can be seen in the adoption of energy
efficiency equipment and technologies that were previously categorized as “new and emerging” technologies but
are now required by code or have become standard in the Company’s Utah service territory. Specifically, clothes
washers, natural gas dryers with moisture sensors, 0.30 U-Factor windows, 0.62 EF storage water heaters, and
90.0-92% furnaces, have all become standard, as shown in Table 5. Improvements in the construction industry
related to higher standard building codes are ongoing. New equipment and technology such as air sealing, smart
thermostats, R-5 windows, dual fuel heating systems, energy recovery ventilation and the direct install
weatherization program have been added to the programs as well.
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Table 5. Measures Added and Eliminated from the ThermWise® Programs by year

Air Sealing 2012 Dryers 2011
Smart Thermostats 2015 90% AFUE Furnace 2013
R-5 Windows 2016 Programmable Thermostat 2015
Direct Install Program 2017 Windows (<0.30 U-value) 2015
Smart Water Heater Controller 2020 Water Heaters (0.62) 2016
Dual Fuel Heating System 2021 Clothes Washers 2017
Energy Recovery Ventilation (ERV) 2021 92% AFUE Furnace 2019

ECM Furnace Rebate 2020

Energy Efficiency Industry Analysis

As in past years the Company has benchmarked market transformation efforts with other programs across the
nation using the results of the American Gas Association (AGA) annual energy efficiency report. Below is the
Company’s analysis from the most recently available AGA survey (2022 AGA survey of the 2021 program year).

AGA’s report shows a state-by-state comparison of incentive to non-incentive costs. The report shows that on
average, states spent 37% of total program expenditures on non-incentive related costs. By comparison, during
the same time frame, the Company spent 19% of its total program expenditures on non-incentive related costs.
When comparing the top 20 participating programs (states with natural gas energy efficiency program
expenditures >$10 million), the Company ranks 4th overall in least amount of non-incentive related spending as
a percentage of total program expenditures at 19%. The Company continues to be a national top performer in
this metric.

Table 6 summarizes the overall percentage mix for each participating state with total annual expenditures of at
least $10,000,000.
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Table 6. Percentage of Total Expenditures spent on Non-Incentive Costs ranked by State

STATE 2022 Admin / 2022 CUSTOMER Program Total % of Marketing

Marketing INCENTIVES Admin to Total
1| OKLAHOMA 5 119546400 | § 15271.349.00 | § 16.466.813.00 1%
2|FLORIDA 5 3.643.605.00 | § 23,676,079.00 | 5 27.319.684.00 13%
3| MISSOURI 5 2.009.300.00 | § 11.746.720.00 | § 13.756,029.00 13%
4|UTAH ] 4.619.151.00 | § 2027564700 | 5 24.804.778.00 19%
5|NEW JERSEY 5 33,064.496.00 | 5 94.702.706.00 | 5 127.767.202.00 26%
6| NEW YORE 5 18.699.000.00 | § 52,070.570.00 | 5 70,769.669.00 26%
T|CONNECTICUT 5 12.706.800.00 | § 33.369.702.00 | 5 48.166.592.00 27%
§|COLORADO 5 6.624.193.00 | § 17.927.798.00 | § 24.551.991.00 271%
2|RHODE ISLAND 5 8.871.982.00 | § 22.520,859.00 | 5 51,392.841.00 28%
10|MASSACHUSETTS 5 58,604.394.00 | 5 143.207.856.00 | 5 203,812.250.00 20%
11| WASHINGTON 5 11.276.612.00 | § 26,903,721.00 | 5 38,182,333.00 30%
12| MABYLAND 5 10.661.837.00 | § 18.370.971.00 | § 20.032,808.00 37%
14|ILLINOIS 5 42,199.740.00 | 5 42.880,060.00 | 5 §3,079,800.00 0%
15| PENNSYLVANIA 5 19.830.943.00 | § 19.003.526.00 | § 38.834.460.00 1%
16| MINNESOTA 5 26.599.787.00 | 5 23,067.511.00 | 5 49.667.098.00 4%
17|INDIANA § 007450700 | 5 7370.468.00 | 5 16.453.975.00 35%
18| CALIFORNIA § 18393327300 | § 147.010,02700 | § 330,943.300.00 36%
12| MICHIGAN § 4400014100 | 8 19.677.016.00 | § 64.668.157.00 0%
20|OHIO § 40,660.202.00 | § 360723400 | 5 44 358.136.00 02%%

2025 Market Transformation Initiative Components and Budget

For 2025, the Company will adjust the Market Transformation Initiative components in order to build awareness
of the ThermWise® programs. The ThermWise® campaign will focus on building general awareness in the service
territory along with increased awareness and training for trade allies in effort to increase uptake of energy
efficiency equipment and improve building standards.

Key messages and complete detail of the 2025 Advertising and Media Campaign is included in the Strategic
Marketing Plan, prepared by Faktory, which begins on page 10 of this exhibit.

Advertising and Media: $900,000

Contracted Agency Work

The Company has worked closely with its advertising and media partner, Faktory, to develop the 2025 Strategic
Marketing Plan. The Company’s relationship with this agency has been and will continue to be beneficial, as they
are proven experts in creating and purchasing media. In 2024 the Company budgeted $900,000. The Company
proposes the same budget of $900,000 in 2025.

Complete detail of the 2025 Advertising and Media Campaign is included in the Strategic Marketing Plan,
prepared by Faktory, which begins on page 10 of this exhibit.
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Community Initiatives, Trade and Consumer Shows: $280,000

The Company, in coordination with its current advertising and media partners, will focus on community initiatives
(designed to re-engage customers in energy efficiency at a grass roots level), trade and consumer shows. In 2024
the Company budgeted $280,000. The Company proposes to maintain the $280,000 budget in 2025.

Enbridge Gas Management and Administration: $50,000

The Company proposes to continue its membership in energy efficiency industry associations such as
(Association of Energy Services Professionals, American Counsel for an Energy Efficient Economy, Southwest
Energy Efficiency Project, etc.) These memberships allow the Energy Efficiency group to stay current in Energy
Efficiency technologies, and topics, allowing program managers to further advance natural gas energy efficiency
and conservation in the Utah market. In 2024 the Company budgeted $50,000. The Company proposes the same
budget of $50,000 for 2025.

State of Utah Codes Training: $80,000

The Governor’s Office of Energy Development (OED) conducts building code training programs, in collaboration
with and through partial funding from Enbridge Gas. The purpose of the training is to support the adoption,
awareness, and enforcement of building codes associated with the International Energy Conservation Code
(IECC). Based on the ongoing need in the market for more specific training sessions, in 2024 the Company
budgeted $80,000. The Company is proposing to continue funding these training sessions in 2025 at the same
level of $80,000. OED will continue to work with an outside vendor to design and conduct these trainings in 2025.

Program Design: $10,000

The costs associated with the program design budget are related to potential updates to the ThermWise® portfolio
of programs. Updates may include the addition or removal of energy efficiency measures, re-working of incentive
levels, and re-calculation of savings. As with every component of the Company’s Market Transformation budget,
these funds are used prudently. The Company proposes to continue the $10,000 budget for 2025.

2023 Research & 2024 Market Transformation Initiative Strategy

The Company has worked closely with its advertising and media partner, Faktory, to develop the 2025 Strategic
Marketing Plan. The plan includes the results of studies and strategy for the upcoming 2025 campaign. Included
below is the 2025 Strategic Marketing Plan prepared by Faktory.
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Strategic Marketing Plan

Preface
Who is Faktory?

Faktory is a full-service marketing agency. We've helped numerous organizations in the region with marketing and
advertising efforts. These organizations include CommonSpirit Health, Cyprus Credit Union, RC Willey, and of course, the

Enbridge Gas (formerly Dominion Energy) ThermWise campaign.

Faktory employs industry best practices when it comes to marketing and advertising for ThermWise. These practices
include utilizing all available data and analytics in our media planning, buying, measuring, and optimizing. They include
producing emotionally compelling, action-invoking creative while still delivering a clear, direct message. We partner with
Lighthouse Research, a skilled and respected research firm, to benchmark and improve our campaigns each year. And,
because we know ratepayer dollars are sacred, we demand (and receive) real added value from our media partners. In
the past few years, we’ve been able to get 30-50% added value from our broadcast budget and we will continue to

explore these opportunities in future campaigns.

The marketing plan reflects these best practices. It is our recommendation on how to help Enbridge Gas consumers

conserve natural gas and reap the benefits of doing so.

V /44 44 4
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Lighthouse Research

Every year, as is best practice for the marketing industry, a benchmarking survey is conducted by an independent firm,
Lighthouse Research, to understand key metrics of performance. This survey is important for providing key insights
that may inform each year’s efforts and in ensuring ratepayer money is spent efficiently and effectively. This research
can help us to shift strategy to address consumer thinking. It also helps us understand where our media is best placed,

gauging the attitudes and awareness of various audiences.

KEY RESEARCH FINDINGS

e ThermWise continues to be highly recognized with 61% public awareness. Those less familiar with the program
trend towards younger demographics, which aligns with marketing strategy and program expectations.

e 86% of respondents indicated that saving money is top of mind when it comes to conserving energy.

e 90% feel it is somewhat very important for utility companies to offer programs that help to conserve energy.

e Consumers reported “TV” (both broadcast and online) and utility bills as the top channels where they heard about

ThermWise, but in general, most respondents prefer to seek information online.

THERMWISE AWARENESS
70% -
61% 62% 61%
| 58% —
60% SW
50% -
44%
42%
| 38%
40% N o — ’ —e—Yes
- —e—No
30% A Don't know
20% -
10% -
2% 2% 19%
0% , : ‘ :
2020 2021 2022 2023 2024

V444 4
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WHICH OF THE FOLLOWING UTILITY
COMPANIES OFFER THIS IN-HOME SERVICE:
ROCKY MOUNTAIN POWER?

67%

Yes No Don't know
m2023 m2024

While general awareness of the program remains high, there is a growing trend of those not as familiar with ThermWise

due to younger demographics moving into homeowner age as well as significant new growth in the Utah market. To

address this, strategies will be implemented to raise awareness of the program among these new audiences.

THERM — SPOKESPERSON

These results also indicate that shifting Therm, the campaign’s long-term spokesperson, to a media spokesperson-only

role for the 2024 campaign did not have a negative impact on overall awareness. In efforts to future-proof the campaign,

it remains our recommendation that we continue to consider phasing out Therm as a campaign spokesperson. For the

2025 campaign, he will be used as a media spokesperson but will not appear in the mass marketing elements of the

campaign. Moving forward, we may explore bringing on a new spokesperson. Further discussion and research are

needed to understand the campaign’s needs and ensure that investing in a new spokesperson is worth the return.

V44 44 4
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THERMWISE ADVERTISING
WHERE HAVE YOU SEEN OR HEARD ANYTHING ABOUT DOMINION ENERGY’S THERMWISE PROGRAMS?
60% - Unaided, Top Mentions
50%
50% o
40% - —TV
34%
33% 32% —e—Mail, utility bill insert
80% 1 21% Emails
2% | 249, Radio, radio ad
16% 16% ) —e—Website: Dominion
13% 12% Energy/Questar Gas
9% . 10%
10% A 7% 8% 10% 129
— L, T 7%
6% SOA,
0% . - . .
2020 2021 2022 2023 2024
1 2024, 2021 and 2020 were more likely than 2023 to mention “mail, utility bill insert.”
Top Mentions
49%
Internet search
Online website
Dominion Energy/Questar Gas
Rocky Mountain Power
Utility Companies, in general
State Department of Energy
) 3% m2024 2023 m2022
City or county government 2%
3%
With my bill
3%
0% 10% 20% 30% 40% 50% 60%

We will continue our campaign strategy of using traditional media mediums, such as TV and radio, but there is a growing
need to connect with people online. We will continue to develop digital strategies to reach a broad audience and ensure

the ThermWise website is optimized to address consumer needs.

V44404 4
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ENERGY CONSERVATION PROGRAMS
HOW IMPORTANT IS IT FOR UTILITY COMPANIES TO OFFER
CUSTOMERS PROGRAMS TO HELP CONSERVE ENERGY?
0% 10'% 20|% 30'% 4(;% 50|% 6(;% 7(;% 80|% 96% 1 OE)%

Not at all important Not very important = Somewhat important = Very important = Don't know

ENERGY CONSERVATION ACTIONS

WHAT ARE THE MAIN REASONS YOU WOULD TAKE STEPS TO
CONSERVE ENERGY IN YOUR HOME?

Top Mentions

86%

To save money 83%

To clean the air or protect the environment
To save energy

Right thing to do

To make my home more comfortable

Home is not energy efficient

Have already made upgrades

1% =2024 w2023
1%

Self-reliance

1%

Improve home, val
prove home, value 1%

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

The last two years have seen a significant increase in the number of respondents who are motivated by saving money

when it comes to conserving energy (compared to 67% in 2022). We believe that saving money will continue to be vital

V44 44 4
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for consumers due to the current state of inflation. Therefore, this will continue to be the main benefit driver of our

campaign message moving forward.

AS YOU UNDERSTAND IT, WHAT DO THERMWISE PROGRAMS ASK PEOPLE TO DO?

Top Mentions

Conserve energy
36%
Request an audit

Evaluate home, be aware of usage
Energy-efficient changes

Adjust thermostat

Make energy-efficient changes

Save money
u2024 m2023 m2022

Insulation and caulking

Don’t know, no comment 33%

24%
0% 5% 10% 15% 20% 25% 30% 35% 40%

The 2024 campaign leaned heavily into messaging that encouraged consumers to learn more about the program by
starting with a Home Energy Plan. The survey reported a maintained response to ‘request an audit’ (12%), it is possible
that the general public’s awareness and understanding of the program is beginning to become more nuanced. We will

continue to monitor and evaluate consumer understanding of ThermWise and its programs.

KEY TAKEAWAYS FOR 2024
This year’s annual survey confirmed much of the ThermWise strategy. It continues to be important for utility companies
to offer programs like ThermWise. Awareness and participation in ThermWise continue to be strong, and saving money is

still the main driver of conservation. There is an opportunity to build awareness with younger demographics and new
residents in Utah.

2025 Strategies

Several key considerations have shaped the strategy for the 2025 campaign:

e Utilize a combination of mass, digital, social, and earned media for high reach and frequency to communicate to
Enbridge Gas customers and the public how to conserve gas to save money.
e Develop a variety of campaign assets and identify potential media channels to target homeowners and business

owners.

V22444 4



Enbridge Gas Utah

Docket No. 24-057-22

EGU Energy Efficiency Exhibit 1.7
Page 8 of 11

e Focus on a direct, straightforward message and tone to deliver the campaign message, and drive awareness of the
Home Energy Plan and rebates.

e QOur consumer research continues to show us that younger audiences are not as aware of ThermWise. Although
younger demographics (25-35 years) are not our primary target audience, we want to employ strategies that build
awareness of the program, as this group shifts towards the age group most likely to utilize the program (35+ years).

e The Utah market has experienced significant growth in recent years, resulting in a demographic of new move-ins
who may not be as familiar with ThermWise. Campaign messages must be clear and direct to resonate with a new
audience, which has had no previous exposure to the program.

e We will be moving away from using Therm, the campaign’s long-time spokesperson, in marketing materials. We are
working to determine if Therm will be used in a media and event spokesperson role beyond the 2025 campaign.

e Consumer research is continually showing the importance of the online user journey.

To address this, the website will be updated to ensure content is up-to-date, useful, and easy to navigate.

CAMPAIGN OBJECTIVES

e Build brand awareness of ThermWise

¢ Inform audiences of the ThermWise rebates that can help them save money
e A Home Energy Plan can identify specific actions a homeowner can take to save money
e Appliance and weatherization rebates

e Business rebates
e Builder rebates

e Encourage people to visit Thermwise.com to learn how they can get started

CAMPAIGN KEY MESSAGE

“We’re helping home and business owners save money on their gas bills by conserving energy — we can also help you.”

CALL TO ACTION
If you don’t know where to start, start with a Home Energy Plan at ThermWise.com.

V44 44 4
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Media

MASS AND DIGITAL MEDIA

As proven effective, the ThermWise campaign will reach the public via mass media, utilizing TV, radio, and
digital platforms (web and social). We will also leverage added-value media within traditional paid advertising
channels. This approach is supported by our annual research findings and aligns with industry research on
public service campaigns like ThermWise. Mass media, along with the awareness/desire to act that it creates, is
a necessary part of any behavioral change initiative. The National Institutes of Health provides the following

guidance on using mass media to change behaviors:

“Mass media campaigns can work through direct and indirect pathways to change the behavior of whole
populations. Many campaigns aim to directly affect individual recipients by invoking cognitive or emotional
responses. Such programs are intended to affect decision-making processes at the individual level. Anticipated
outcomes include the removal or lowering of obstacles to change, helping people to adopt healthy or recognize
unhealthy social norms, and associating valued emotions with achieving change. These changes strengthen
intentions to alter and increase the likelihood of achieving new behaviors. For instance, an antismoking
campaign might emphasize the risks of smoking and the benefits of quitting, provide a telephone number for a
support line, remind smokers of positive social norms in relation to quitting, associate quitting with positive self-

regard, or a combination of these features.

Behavior change might also be achieved through indirect routes. First, mass media messages can set an agenda
for and increase the frequency, depth, or both, of interpersonal discussion about a particular health issue within
an individual’s social network, which, in combination with individual exposure to messages, might reinforce (or
undermine) specific changes in behavior. Second, since mass media messages reach large audiences, changes in
behavior that become norms within an individual’s social network might influence that person’s decisions without
them having been directly exposed to or initially persuaded by the campaign. For example, after viewing televised
antismoking campaign messages, several members of a social group might be prompted to form a support group
to help them stop smoking. Another individual who has not seen the television campaign could decide to join the

support group and change his or her behavior.

Finally, mass media campaigns can prompt public discussion of health issues and lead to changes in public policy,
resulting in constraints on individuals’ behavior and thereby change. For example, a campaign discouraging
smoking because of its second-hand effects on nonsmokers might not persuade smokers to quit, but it might
increase public support for a new policy that restricts smoking in specific places, which might have the secondary

effect of persuading smokers to quit.”

Source: https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4248563/

V444444
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In other words, changes in behavior work on two levels via a mass campaign. First, the campaign directly affects people
via emotional or cognitive messaging. Second, the campaign affects change indirectly by increasing discussion about a
specific topic or changing social norms within a given group. This is why the market transformation dollars are so vital to

the success of the ThermWise campaign; they generate awareness and a desire to change.

A behavioral change initiative like ThermWise can’t be effective if people aren’t aware of it. It’s a necessary

component to ensure ThermWise is successful as a program.

SOCIAL MEDIA

As consumer habits change, social media becomes a powerful way to reach consumers more engaged with digital
mediums. In 2024, we saw impactful engagements through ads served on Facebook and targeted a business audience via
LinkedIn. In 2025, we will continue to explore effective messaging and targeting on social media, including LinkedIn

opportunities for business messaging.

TRADE/CONSUMER SHOWS

We will continue providing marketing support to the ThermWise program through local events and promotions
such as home shows, local fairs, energy efficiency conferences, local business conferences, and other community
events, as long as local and state guidelines permit safe participation. This allows Enbridge Gas to have direct
contact with its customers and local leaders, distribute marketing collateral, answer questions, and provide useful

and accurate information regarding its energy efficiency program.

BETTER UTILIZE BILL EMAILS
Mail utility bills have always been a key component in how people find out about the ThermWise program.
More and more people are shifting to email bills. That being the case, we will infuse email bills with more

ThermWise marketing messages that encourage program participation.

CONTINUED ENGAGEMENT WITH COMMUNITIES AND COMMUNITY LEADERS

ThermWise wants to empower community leaders to better talk about joining the Enbridge Gas ThermWise
program in being good environmental stewards to help clean our air. Materials have been developed to allow our
ThermWise team to help community leaders understand the need for conservation. Enbridge Gas has partnered
with SkiUtah to reach local organizations and leaders. Deeper partnerships and sponsorships with specific

conservation-minded communities will also continue to be explored.

V4 L L4444
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Research and Evaluation of Success

Media engagement (impressions and website traffic) will be used as a tool to measure the campaign reach. The
annual research survey will be performed to measure campaign awareness. As the current contract with
Lighthouse Research renews each year, we will use this opportunity to strategically review the current
methodology. Our goal is to refresh the research plan to ensure dollars are used to effectively determine

campaign awareness and success.

V444444
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