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EXECUTIVE SUMMARY

Background and Methodology

The Office of Energy Efficiency (OEE) administers two labelling programs to help ensure
Canadians have access to energy efficient products and homes:

e The ENERGY STAR® labelling program marks high-efficiency products and homes in Canada.
The symbol is intended to make it easy to identify the best energy performers on the market.

e (Canada’s EnerGuide program is a rating and labelling system intended to help consumers to
make informed decisions about energy using products and homes.

This research aims to provide insight into Canadian general public awareness, understanding,
attitudes and perceptions towards ENERGY STAR and EnerGuide labelling, as well as the
potential influences that might affect Canadians’ purchase decisions.

The survey targeted Canadians 18 years of age and older, ensuring an appropriate mix of age,
gender, official languages, ethnicity, education and income. This study represents the 11t wave of
surveying since November 2001.

The research involved an online survey of 3,416 Canadians. The survey was conducted across
Canada in both official languages. The field dates for the survey were December 3-20, 2020.

Appendix A contains a detailed description of the methodology used in this study.

Survey Findings

Outlined below are key findings from this study. The remainder of this report describes survey
results in more detail. Where possible, results are tracked to previous surveys, however, please
note that different methodologies were used in the earlier surveys. The 2018 survey was
conducted online; previous surveys were conducted by telephone. Also please note the 2018
survey was conducted with a non-probability online panel whereas this year's survey was
conducted with a probability-based online panel, therefore tracking results should be interpreted
with some caution.



Energy Consumption and ENERGY STAR

Canadians clearly see the connection between their energy consumption and climate change.
Almost four in five (78%) think that household energy consumption definitely or likely contributes to
climate change, and only 17% think that household energy consumption does not contribute to
climate change.

When asked whether they had heard, read, or seen anything about ENERGY STAR, results
suggest that three in four Canadians (73%) are aware of the brand. Awareness is significantly
higher than it was in 2018 when 50% were aware of ENERGY STAR.

Not surprisingly, awareness of ENERGY STAR increases when respondents were presented with
the ENERGY STAR symbol. A clear majority (92%, up from 88% in 2018) said they recalled seeing
the ENERGY STAR symbol. This is the highest level of awareness of the ENERGY STAR symbol
since tracking began in 2006.

Respondents aware of ENERGY STAR were asked where they recalled seeing the ENERGY
STAR symbol. As in previous years, appliances were mentioned most often (88%). No other
product or advertisement is mentioned as a source of awareness of ENERGY STAR by more than
four in ten of these respondents.

Respondents who recalled seeing the ENERGY STAR symbol were also asked what the symbol
means to them. As in previous years, results reveal that most Canadians associate the ENERGY
STAR symbol with energy efficiency: almost nine in ten (88%) relate it with low energy
consumption.

Findings also reveal that those aware of ENERGY STAR hold favourable views of ENERGY STAR
certified products. Three in four (75%) agree that if they see the ENERGY STAR symbol they know
they will be getting a more efficient product. Two-thirds (65%) feel confident that products which
carry the ENERGY STAR symbol have been rigorously tested and proven to be energy efficient,
and a similar proportion (62%) agree that buying ENERGY STAR certified products would make
them feel like they are helping to protect the environment for future generations. Only one in ten
(10%) believe that buying ENERGY STAR certified products makes them feel like they are
spending extra money for nothing. Tracking suggests a decrease in agreement with many of these
statements since 2018; back to levels seen in earlier years.

Results further indicate a general willingness to pay extra for ENERGY STAR certified products.
Half (51%) would purchase an ENERGY STAR certified product even if it cost 5% more than a
similar product without the label. Forty-five percent would be willing to pay 10% more, and almost
four in ten (38%) would be willing to pay 15% more for an ENERGY STAR product. Canadians'
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willingness to pay a premium for ENERGY STAR certified products is down from 2018 and back to
2016 levels.

Respondents that were not aware of the ENERGY STAR symbol were given a description of the
symbol and asked a series of attitudinal statements about ENERGY STAR certified products
(similar to the ones asked of those aware of the symbol).

Findings reveal generally favourable views of ENERGY STAR certified products, even among
those unaware of the symbol. Aimost six in ten of these respondents (58%) agree that buying
ENERGY STAR certified products would make them feel like they are helping to protect the
environment. More than half (53%) think that if they see the ENERGY STAR symbol they know
they would be getting a more efficient product, and a similar proportion (52%) would feel like they
are contributing to society when buying ENERGY STAR certified products. The plurality of these
respondents (36%) disagree that buying ENERGY STAR certified products would make them feel
like they are spending extra money for nothing.

Results also reveal a general willingness to pay extra for ENERGY STAR certified products, even
among those unaware of the symbol. Four in ten (41%) would be willing to pay 5% more for an
ENERGY STAR certified product, and roughly the same proportion (39%) would pay 10% more.
One in three (33%) would be willing to pay 15% more for an ENERGY STAR certified product.

Turning to the ENERGY STAR Most Efficient designation, fewer than one in five Canadians (18%)
said they had seen, heard or read something about this designation. Interestingly, when shown the
ENERGY STAR Most Efficient symbol, even fewer (12%) said they recalled seeing this symbol.

As with the ENERGY STAR symbol, respondents who recalled seeing ENERGY STAR Most
Efficient symbol were asked what the symbol means to them. Half of these respondents (49%) said
it represents the best of the best/top ENERGY STAR performers. Four in ten (40%) said it
represents a subset of ENERGY STAR certified products, and three in ten (28%) said it represents
cutting edge technology.

Purchasing Decisions

Respondents were asked whether they had purchased a number of electrical products in the past
12 months. Findings reveal that among the products examined, lighting products are purchased
most often (65%). Three in ten or fewer indicated they had purchased any of the other electrical
products listed.

Results further suggest that many of the electrical products Canadians purchase are ENERGY
STAR certified. More than two-thirds (68%) indicate that the home appliances purchased were

ENERGY STAR certified. Six in ten (60%) who purchased a heating or cooling product in the last
5



year indicated that the product was certified, and a similar proportion (58%) indicated their water
heater was ENERGY STAR certified. Tracking reveals a drop in the proportion of Canadians who
purchase ENERGY STAR certified products from 2018 (back to 2016 levels).

When asked whether the ENERGY STAR symbol influenced their decision to purchase an
ENERGY STAR certified product, results indicate that the ENERGY STAR symbol did influence the
purchasing decision of a majority of these respondents across virtually all the products examined.
Tracking suggests a decrease in the influence of the ENERGY STAR symbol when purchasing
products, however, as noted earlier, given the different methodologies employed, tracking results
should be interpreted with some caution.

When asked to rate the likelihood of purchasing products or services from a company that makes
efforts to save energy and help the environment, results reveal that a majority of Canadians (64%)
say they would be more likely to purchase products from a company that helps the environment
through energy savings.

ENERGY STAR for Homes

When asked about their awareness of ENERGY STAR certification for homes, one in four
Canadians (26%) say they are aware of this certification. Awareness is down somewhat from 2018
when 31% said they were aware of ENERGY STAR for homes.

Despite limited awareness of ENERGY STAR certification for homes, when provided with a
description of the benefits of an ENERGY STAR certified home, a clear majority (71%) agree that
an ENERGY STAR certified home would offer better value than a home without the certification.

Findings further reveal that a majority of Canadians (63%) say they would purchase an ENERGY
STAR certified home even if it cost $5,000 more than a home that is not certified. However, this
proportion drops to 37% when increasing the cost by $15,000.

Respondents were asked to rate the importance of ENERGY STAR certified home features if they
were in the market for a new home. Results indicate that Canadians place a great deal of
importance on all of these features. Roughly nine in ten (88%) assign a high degree of importance
to efficient heating and cooling, and a similar proportion believes higher insulation levels, and high
performing windows and doors are important (87% each). A further three in four assign a high
degree of importance to ENERGY STAR certified products (such as lighting and appliances), and
additional air-sealing (74% each). The importance of ENERGY STAR certified home features
increases with age, educational attainment and income.



EnerGuide

Canadians were asked about their awareness of the EnerGuide Labelling Program. Results
suggest limited awareness of the program: fewer than four in ten say they are aware of the
program (38%), while half (50%) say they are not aware. Tracking reveals a 17-point increase in
unaided awareness of the EnerGuide label since 2018; back to levels seen in previous years.

Respondents were also shown a picture of the EnerGuide label and asked whether they recalled
seeing it. Despite limited (unaided) awareness of the EnerGuide label, most Canadians have seen
the EnerGuide symbol. More than three in four (77%) recall seeing the symbol, and only one in five
(19%) don't recall seeing it.

Respondents aware of the EnerGuide label were asked where they had seen the symbol. As in
previous years, the label is most likely to be seen on household appliances: 69% indicated
refrigerators or freezers, and 62% indicated clothes washers or dryers.

Respondents aware of the EnerGuide label were asked what the label means to them. Results
suggest that Canadians generally associate the label with the energy consumption of the
appliance. Three in four (74%) indicate that the label shows the energy use of the appliance, and
six in ten (60%) think that the label helps compare energy consumption of one product to another.

Respondents were provided a list of products and asked whether they had purchased any of them
in the last 12 months. Cars and refrigerators/freezers (13% each) were identified most often
followed by heating/cooling equipment (12%), and clothes washers/dryers and dishwashers (10%
each).

Respondents that had purchased these products were asked whether they were influenced by the
EnerGuide label when making the purchase. Results reveal that Canadians generally feel
influenced by the EnerGuide label when purchasing products: about half of respondents who
purchased one of these products indicated that they were persuaded to some extent by the label
(with the exception of purchasing a new home or a new car).

Respondents were also asked whether a home label indicating better energy efficiency would
influence their decision to buy a house. Results reveal that a majority of Canadians (51%) consider
the label important, and only one in five (20%) indicate it would have no influence.

When asked to rate the extent to which they would consider obtaining an EnerGuide home
evaluation, results reveal mixed views on the issue: four in ten (42%) say they would get an
EnerGuide home evaluation, while one in five (20%) say they would not consider doing this.






1. DETAILED FINDINGS

1.1 ENERGY CONSUMPTION AND ENERGY STAR

Respondents were first asked whether they feel household energy consumption contributes to
climate change. Results reveal that Canadians clearly see the connection between their energy
consumption and climate change. Almost four in five (78%) think that household energy
consumption definitely or likely contributes to climate change, and only 17% think that household
energy consumption does not contribute to climate change.

e Women (80%), those 18 to 34 years of age (83%), those living in Ontario and Quebec (83%
each), and those with a university education (83%) are more likely to think that household

energy consumption contributes to climate change.

e Residents of Alberta (66%) and those earning less than $40,000 in household income (76%)
are less likely to see the connection between their energy consumption and climate change.

Table 1: Perceptions of the contribution of household energy consumption on climate change

Perceptions of the contribution of household energy consumption on climate change
%

Definitely contributes 37%
Likely contributes 41%
Likely does not contribute 12%
Definitely does not contribute 5%
Not sure 5%

Base: n=3,416; all respondents
Q1. To what extent do you think household energy consumption contributes to climate change?



Respondents were then asked whether they had heard, read, or seen anything about ENERGY
STAR. Results suggest that three in four Canadians (73%) are aware of the brand. Awareness is
significantly higher than it was in 2018 when 50% were aware of ENERGY STAR.

o Awareness of ENERGY STAR is higher among men (78%), those ages 35 to 54 (85%), those

living in Quebec (78%), university graduates (78%), those with an annual household income of
$100,000 or more (80%), and those who own a home/apartment (78%).

e Residents of Alberta and Saskatchewan are comparatively less familiar with the brand (64%
each, compared to 73% on average).

Table 2: Unaided Awareness of ENERGY STAR

Unaided Awareness of ENERGY STAR

2020 2018 2016 2010 2007 2006
Yes, aware 73% 50% 47% 54% 57% 51%
No, not aware 22% 36% 40% 33% 34% 49%

Base for 2020: n=3,416; all respondents
Q2. Have you heard, read or seen anything about ENERGY STAR?

Not surprisingly, awareness of ENERGY STAR increases when respondents were presented with
the ENERGY STAR symbol.

A clear majority (92%, up from 88% in 2018) said they recalled seeing the ENERGY STAR symbol.
This is the highest level of awareness of the ENERGY STAR symbol since tracking began in 2006.

Table 3: Aided Awareness of ENERGY STAR

Aided Awareness of ENERGY STAR

2020 2018 2016 2010 2007 2006
Yes, aware 92% 88% 83% 89% 81% 81%
No, not aware 6% 8% 12% 9% 16% 16%

Base for 2020: n=3,416; all respondents
Q3. Do you recall seeing this ENERGY STAR symbol?
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Source of awareness

Respondents aware of ENERGY STAR were asked where they recalled seeing the ENERGY
STAR symbol. As in previous years, appliances were mentioned most often (88%, up from 77% in
2018). No other product or advertisement is mentioned as a source of awareness of ENERGY
STAR by more than four in ten of these respondents.

Table 4: Source of Awareness of ENERGY STAR

Source of Awareness of ENERGY STAR

%

On major appliances 88%
In promotional material for residential heating and cooling products 34%
Displayed in a store on a sign 33%
From a public utility (hydro, gas, etc.) 23%
Displayed in a brochure 23%
OnaT.V. 22%
In a promotional flyer from a retail establishment 19%
Displayed on a company’s website 18%
In home or on home electrical panel 17%
In a magazine or newspaper 16%
As part of advertising about climate change 1%
In promotional material for office equipment 9%
On social media 5%
Other 2%
| can't recall 5%

Base: n=3,150; recall seeing the ENERGY STAR symbol
Q4. Where did you see the ENERGY STAR symbol? (Multiple responses accepted)
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Understanding of the Brand

Respondents who recalled seeing the ENERGY STAR symbol were also asked what the symbol
means to them. As in previous years, results reveal that most Canadians associate the ENERGY
STAR symbol with energy efficiency: almost nine in ten (88%) relate it with low energy
consumption. About four in ten associate the symbol with saving money (37%) or with helping the
environment (35%).

e Association with energy efficiency is higher among women and those who own a
home/apartment (90% each).

o The likelihood of relating the symbol with savings in money is higher among those with college
education (40%), those ages 55 to 64 (42%), and Manitoba residents (42%).

e The idea that the symbol means that the product is good for the environment is higher among
women (39%), and university graduates (38%).

Table 5: Understanding of ENERGY STAR

Understanding of ENERGY STAR symbol

%

Energy efficient/low energy consumption/saves energy 88%
Saves money 37%
Good for the environment/mentions of green 35%
Third-party certified 13%
Higher quality/made better 10%
Government backed 10%
Nothing/doesn’t mean anything to me 5%

Base: n=3,150; recall seeing the ENERGY STAR symbol
Q5. What does the ENERGY STAR symbol mean to you? (Multiple responses accepted)

Respondents who said the symbol has more than one meaning were asked to select the concept
that most reflects what it means to them. A substantial majority (83%) primarily associate the
ENERGY STAR symbol with a low energy consumption.
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Attitudes towards ENERGY STAR Brand and Products

Respondents aware of ENERGY STAR symbol were also asked a series of attitudinal statements
about ENERGY STAR certified products.

Findings reveal favourable views of ENERGY STAR certified products. Three in four (75%) agree
that if they see the ENERGY STAR symbol they know they will be getting a more efficient product.
Two-thirds (65%) feel confident that products which carry the ENERGY STAR symbol have been
rigorously tested and proven to be energy efficient, and a similar proportion (62%) agree that
buying ENERGY STAR certified products would make them feel like they are helping to protect the
environment for future generations. More than half (53%) feel they are contributing to society when
buying ENERGY STAR certified products, and roughly the same proportion (52%) agree that
ENERGY STAR certified products provide them with more benefits than products without the
symbol. Only one in ten (10%) believe that buying ENERGY STAR® certified products makes them
feel like they are spending extra money for nothing.

Table 6: Attitudes towards ENERGY STAR Brand [Those Aware]

Attitudes Towards ENERGY STAR Brand [Those Aware]

Statements Strongly Agree Neutral Disagree Strongly
agree disagree

If | see t'he ENERGY STAR symbol, | know | 93% 529 16% 3% 29,

am getting a more efficient product

I am confident that products which carry the

ENERGY STAR symbol have been

rigorously tested and proven to be energy

efficient

Buying ENERGY STAR certified products

makes me feel like | am helping to protect 17% 45% 24% 7% 4%

the environment for future generations

Buying ENERGY STAR certified products

makes me feel like | am contributing to 13% 40% 30% 9% 5%

society

ENERGY STAR certified products provide

me with more benefits than products without 13% 39% 29% 7% 3%

the ENERGY STAR symbol

ENERGY STAR certified products offer

better value than products without the mark

I consider myself loyal to ENERGY STAR

certified products

Buying ENERGY STAR certified products

makes me feel like | am spending extra 3% % 21% 44% 20%

money for nothing

16% 49% 19% 5% 2%

1% 32% 35% 9% 2%

1% 28% 36% 15% 6%

Base: n=3,150; recall seeing the ENERGY STAR symbol
Q7. To what extent do you agree or disagree with each of the following statements about ENERGY STAR?
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Tracking reveals a decrease in agreement with many of these statements since 2018; back to
levels seen in earlier years. For instance, agreement with the idea that products which carry the
ENERGY STAR symbol have been rigorously tested and proven to be energy efficient is down
from 70% in 2018, but consistent with 2016 (61%) and 2010 (63%) resullts.

Table 7: Attitudes towards ENERGY STAR Brand Over Time [Those Aware]

Those Aware of ENERGY STAR -- 2006 to 2020

% agreeing

[scores of 4-5]
Statements 2020 2018 2016 2010 2007 2006
Ifl s'ee the ENER.G‘Y STAR symbol, | know | am 759% 759 B N B B
getting a more efficient product
I am confident that products which carry the
ENERGY STAR symbol have been rigorously tested 65% 70% 61% 63% - -
and proven to be energy efficient
Buying ENERGY STAR certified products makes me
feel like | am helping to protect the environment for 62% 69% 67% 1% 6%  74%
future generations
Buying ENERGY STAR certified products makes me
feel like | am contributing to society
ENERGY STAR certified products provide me with
more benefits than products without the ENERGY 52% 60% 49% 48% 50%  49%
STAR symbol
ENERGY STAR certified products offer better value
than products without the label.
I consider myself loyal to ENERGY STAR certified
products

Buying ENERGY STAR certified products makes me
feel like I'm spending extra money for nothing

53% 59% 52% 59%  63% 61%

43% 53% 44% 3% 4%  42%

39% 48% - - - -

10% 18% 12% 10% 9% 9%

Results reveal a general willingness to pay extra for ENERGY STAR certified products. Half (51%)
would purchase an ENERGY STAR certified product even if it cost 5% more than a similar product
without the label. Forty-five percent would be willing to pay 10% more, and almost four in ten (38%)
would be willing to pay 15% more for an ENERGY STAR product.

o Agreement with the idea of a 5% increase in price for any ENERGY STAR certified product is
higher among women (56%), those 55 to 64 years of age (61%), residents of Manitoba (60%)
and BC (59%), university graduates (57%) and those earning $80,000 to $100,000 in household
income (61%).
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e Those 65 years of age and older (51%), university graduates (49%), and those with an annual
household income greater than $100,000 (49%) are more likely to agree to a 10% increase in
price for an ENERGY STAR certified product

o Agreement with the idea of a 15% increase in price for an ENERGY STAR product is higher
among residents of Saskatchewan (56%).

Table 8: Perceived Value ($) of ENERGY STAR Brand [Those Aware]

Perceived Value ($) of ENERGY STAR Brand [Those Aware]

Statements Strongly Agree Neutral Disagree Strongly
agree disagree

I would purchase an ENERGY STAR

certified product even if it cost 5% more 15% 36% 25% 11% 6%

than a similar product without the label

I would purchase an ENERGY STAR

certified product even if it cost 10% more 11% 34% 27% 15% 6%

than a similar product without the label

I would purchase an ENERGY STAR

certified product even if it cost 15% more 8% 30% 27% 19% 7%

than a similar product without the label

Base: n=3,150; recall seeing the ENERGY STAR symbol [split sample]
Q7. Please tell me whether you agree or disagree with each of the following statements

Canadians’ willingness to pay a premium for ENERGY STAR certified products is down from 2018
and back to 2016 levels. For instance, agreement with a 5% price increase for an ENERGY STAR
certified product is down from 62% in 2018, but consistent with 2016 results (53%).

Table 9: Perceived Value ($) of ENERGY STAR Brand Over Time [Those Aware]

Those Aware of ENERGY STAR -- 2006 to 2020

% agreeing
[scores of 4-5]

Statements 2020 2018 2016 2010 2007 2006
| would purchase an ENERGY STAR certified product even if it
cost 5% more than a similar product without the mark

I would purchase an ENERGY STAR certified product even if it
cost 10% more than a similar product without the mark

I would purchase an ENERGY STAR certified product even if it
cost 15% more than a similar product without the mark

51% 62% 53% 62% 68% 62%

45%  56%  48% 52%  49%  51%

30% 47%  40%  46% 50% 47%

Respondents that were not aware of the ENERGY STAR symbol were given a description of the
symbol and asked a series of attitudinal statements about ENERGY STAR certified products
(similar to the ones asked of those aware of the symbol).
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Findings reveal generally favourable views of ENERGY STAR certified products, even among
those unaware of the symbol. Almost six in ten of these respondents (58%) agree that buying
ENERGY STAR certified products would make them feel like they are helping to protect the
environment. More than half (53%) think that if they see the ENERGY STAR symbol they know
they would be getting a more efficient product, and a similar proportion (52%) would feel like they
are contributing to society when buying ENERGY STAR certified products. The plurality of these
respondents (36%) disagree that buying ENERGY STAR certified products would make them feel
like they are spending extra money for nothing.

Table 10: Attitudes towards ENERGY STAR Brand [Those Unaware]

Attitudes Towards ENERGY STAR Brand [Those Unaware]

Statements Strongly Agree Neutral Disagree Strongly
agree disagree
Buying ENERGY STAR certified products
would make me feel like | am helping to
protect the environment for future
generations
If | see the ENERGY STAR symbol, | know
I would be getting a more efficient product
Buying ENERGY STAR certified products
would make me feel like I'm contributing to 16% 36% 25% 6% 6%
society
I am confident that products which carry the
ENERGY STAR symbol have been
rigorously tested and proven to be energy
efficient
ENERGY STAR certified products would
provide me with more benefits than
products without the ENERGY STAR
symbol
ENERGY STAR certified products would
offer better value than products without the 12% 30% 27% 6% 5%
mark
Buying ENERGY STAR certified products
would make me feel like | am spending 8% 15% 29% 28% 8%
extra money for nothing

19% 39% 22% 5% 6%

14% 39% 22% 5% 4%

11% 36% 25% 4% 3%

9% 34% 28% 7% 3%

Base: n=266; those unaware of ENERGY STAR symbol
Q8. Please tell me whether you agree or disagree with each of the following statements.

Results also reveal a general willingness to pay extra for ENERGY STAR certified products, even
among those unaware of the symbol. Four in ten (41%) of those unaware of ENERGY STAR would
be willing to pay 5% more for an ENERGY STAR certified product and roughly the same proportion
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(39%) would pay 10% more. One in three (33%) would be willing to pay 15% more for an ENERGY
STAR certified product.

Table 11: Perceived Value ($) of ENERGY STAR Brand [Those Unaware]

Perceived Value ($) of ENERGY STAR Brand [Those Unaware]

Statements Strongly Agree Neutral Disagree Strongly
agree disagree

I would purchase an ENERGY STAR

certified product even if it cost 5% more 7% 34% 23% 8% 12%

than a similar product without the label

I would purchase an ENERGY STAR

certified product even if it cost 10% more 7% 32% 24% 14% %

than a similar product without the label

I would purchase an ENERGY STAR

certified product even if it cost 15% more 5% 28% 23% 20% 10%

than a similar product without the label

Base: n=79-95; those unaware of ENERGY STAR symbol [split sample]
Q8. Please tell me whether you agree or disagree with each of the following statements

Awareness of ENERGY STAR Most Efficient designation

Turning to the ENERGY STAR Most Efficient designation, fewer than one in five Canadians (18%)
said they had seen, heard or read something about this designation. Interestingly, when shown the
ENERGY STAR Most Efficient symbol and asked if they recalled seeing it, even fewer (12%) said
they recalled seeing this symbol.

e Unaided awareness is higher among those ages 55 to 64 (22%), residents of Quebec (28%),
and those with an annual household income of less than $40,000 (22%).

¢ Aided awareness is higher among those 18 to 34 years of age (16%), and residents of Quebec
(15%).

Table 12: Awareness and Recall of ENERGY STAR Most Efficient designation

Awareness of ENERGY STAR most efficient designation

Unaided Aided
Yes, aware 18% 12%
No, not aware 64% 82%

Base: n=3,150; all respondents
Q9. Have you ever seen, heard, or read anything about ENERGY STAR Most Efficient?
Q10. Do you recall seeing this symbol?
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Meaning of ENERGY STAR Most Efficient Designation

As with the ENERGY STAR symbol, respondents who recalled seeing ENERGY STAR Most
Efficient symbol were asked what the symbol means to them. Half of these respondents (49%) said
it represents the best of the best/top ENERGY STAR performers. Four in ten (40%) said it
represents a subset of ENERGY STAR certified products, and three in ten (28%) said it represents
cutting edge technology.

Table 13: Understanding of ENERGY STAR Most Efficient

Understanding of ENERGY STAR Most Efficient

Statements %

Represent the best of the best/Top ENERGY STAR performers 49%
Represent a subset of ENERGY STAR certified products 40%
Technologically advanced/Cutting edge technology 28%
Higher quality/model better 24%
Nothing/Doesn’t mean anything to me 6%

Base: n=360; those who recall seeing ENERGY STAR Most Efficient symbol
Q11. What does ENERGY STAR Most Efficient mean to you? (Multiple responses accepted)

Respondents who indicated ENERGY STAR Most Efficient has several meanings were asked to
identify the concept that most reflects what it means to them. Results reveal that the plurality of
these respondents (48%) feel it primarily represents the best of the best/top ENERGY STAR
performers.
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1.2 PURCHASING DECISIONS

Respondents were asked whether they had purchased a number of electrical products in the past
12 months. Findings reveal that among the products examined, lighting products are purchased
most often (65%). Three in ten or fewer indicated they had purchased any of the other electrical
products listed.

Tracking reveals that purchasing habits are similar to those reported in 2018.

Table 14: Home Products Purchased or Shopped for in the Last 12 Months

Home Products Purchased or Shopped for in the Last 12 Months

Purchased Shopped for but not purchased Neither
Lighting products like a light bulb or 65% 5% 29%
light fixture
Home office products, such as a 31% 10% 58%
computer or printer
Home electronics like a television or 23% 10% 65%
audio system
Home appliances like a dishwasher or 20% 9% 1%
fridge
Heating and cooling products like a 13% 7% 79%
furnace or air conditioner
Windows or doors 10% 7% 82%
Water heater 8% 4% 86%
A home or residence 7% 10% 82%

Base: n=3,416; all respondents
Q13. For each of the following categories of products, please tell me whether you have purchased or shopped for one in the last 12 months. (Multiple
responses accepted)

ENERGY STAR certified purchases

Respondents who had purchased an electrical product in the last year were then asked if the
product they most recently purchased was ENERGY STAR certified. Results suggest that many of
the electrical products Canadians purchase are ENERGY STAR certified. More than two-thirds
(68%) indicated that the home appliances purchased were ENERGY STAR certified. Six in ten
(60%) who purchased a heating or cooling product in the last year indicated that the product was
certified, and a similar proportion (58%) purchased ENERGY STAR certified water heaters. Half of
these respondents (52%) also indicated the windows or doors they purchased were ENERGY
STAR certified.
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o The likelihood of purchasing ENERGY STAR certified home appliances is higher among those
ages 45 to 64 (77%), residents of Ontario (73%), and those who own a home/apartment (71%).

e Those ages 45 to 54 (70%) and those who own a home/apartment (65%) are more likely to
purchase heating or cooling ENERGY STAR certified products.

e The likelihood of purchasing an ENERGY STAR certified water heater is higher among
residents of BC (75%) and Manitoba (73%), as well as those ages 45 and up (62%).

Table 15: Proportion of Recent Purchases that were ENERGY STAR Certified

Proportion of Recent Purchases that were ENERGY STAR Certified

Yes No Don’t know / not sure
Home appliance 68% 9% 23%
Heating or cooling product 60% 12% 29%
Water heater 58% 8% 34%
Windows or doors 52% 12% 37%
Lighting product 46% 12% 41%
Home electronics product 39% 20% 42%
Home office product 30% 21% 49%
Home or residence 20% 42% 38%

Base: n=235-2,235; respondents who purchased a product
Q14. Was the [INSERT CATEGORY] you most recently purchased ENERGY STAR certified?

Tracking reveals a drop in the proportion of Canadians who purchase ENERGY STAR certified
products from 2018 (back to 2016 levels). For instance, the proportion who purchased an ENERGY
STAR certified home appliance is down from 2018 (77%) but consistent with 2016 results (68%).

Table 16: Proportion of Recent Purchases that were ENERGY STAR certified Over Time

Proportion of Recent Purchases that were ENERGY STAR certified Over Time

2020 2018 2016
Home appliance 68% 7% 68%
Heating or cooling product 60% 65% 59%
Water heater 58% - -
Windows or doors 52% 66% 60%
Lighting product 46% 62% 53%
Home electronics product 39% 54% 42%
Home office product 30% 40% 35%
Home or residence 20% 41% 23%
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Influence of the ENERGY STAR symbol

When asked whether the ENERGY STAR symbol influenced their decision to purchase an
ENERGY STAR certified product, results reveal that the ENERGY STAR symbol did influence the
purchasing decision of a majority of these respondents across virtually all the products examined
(with the exception of home office products).

Table 17: Influence of ENERGY STAR Brand on Purchase

Influence of ENERGY STAR Brand on Purchase

Very Somewhat  Slightly Not at all Don't know /

much not sure
Home or residence 40% 39% 5% 16% 0%
Windows or doors 45% 29% 10% 14% 2%
Heating or cooling product 40% 33% 15% 1% 1%
Water heater 42% 28% 15% 15% 1%
Home appliance 39% 30% 13% 17% 1%
Lighting product 33% 31% 19% 17% 0%
Home electronics product 25% 31% 20% 22% 2%
Home office product 17% 31% 24% 27% 1%

Base: n=46-1,037; respondents who purchased an ENERGY STAR product
Q15. How much did the ENERGY STAR symbol influence your decision to purchase an ENERGY STAR certified [INSERT ENERGY STAR
PRODUCT CATEGORY FROM Q14]?

Tracking suggests a decrease in the influence of the ENERGY STAR symbol when purchasing
products. For instance, the influence of the ENERGY STAR symbol is down 5% since 2018 for
windows and doors, and down 13% for a heating/cooling product.

Table 18: Influence of ENERGY STAR Brand on Purchase Over Time

Influence of ENERGY STAR Brand on Purchase — Over Time

% saying Very much

2020 2018 2016
Windows or doors 45% 50% -
Water heater 42% -
Home or residence 40% 58% 67%
Heating or cooling product 40% 53% 36%
Home appliance 39% 50% 39%
Lighting product 33% 44% 45%
Home electronics product 25% 42% 35%
Home office product 17% 37% 24%
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Reasons for Replacing Electrical Products

When asked why they might replace appliances, electronics, and heating/cooling equipment at
home, more than three in five Canadians (63%) indicated improved functionality/better
performance as the most important motivator. However, energy savings also factors into the
decision: almost six in ten (57%) indicated energy efficiency is also an important factor.

o Agreement with the idea that improved functionality/better performance is an important
motivator when replacing equipment at home is higher among men (66%), residents of Ontario
(74%), university graduates (67%), and those earning $100,000 or more (68%).

e Those living in Atlantic Canada, Manitoba and Saskatchewan (66% each), and those earning
between $40,000 and $100,000 (60%) are more likely to consider energy savings as an
important factor when replacing equipment at home.

Table 19: Motivations to replace equipment at home

Motivations to replace equipment at home

Very Somewhat  Slightly Not at all Don't know /

much not sure
Improved functionality/better 35% 28% 19% 16% 2%
performance
Energy savings 26% 31% 23% 19% 2%
A desire to upgrade to newer 17% 29% 25% 27% 2%
technologies
Aesthetic appeal/Cohesion with decor 17% 24% 24% 33% 2%

Base: n=3,416; all respondents
Q23. Thinking about the appliances, electronics, and heating/cooling equipment in your home, please indicate how much each of the following
motivates you to replace them.

Respondents were also asked a series of additional questions about purchasing products that
consume electricity. Findings reveal that three in four (74%) agree that they try to get the most
energy efficient product that meets their needs, while fewer than half (45%) always purchase the
most energy efficient product. Very few (20%) indicate that energy efficiency ratings are not a
significant factor in their decision-making.

e Agreement with the idea of always purchasing the most energy efficient product is higher
among women (47%), those ages 55 and up (54%), those living in Quebec (52%), those with an
annual household income of $40,000 to $80,000 (50%), and those who own a home/apartment
(46%).
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Table 20: Decisions when purchasing energy efficient products

Decisions when purchasing energy efficient products

Strongly  Agree  Neutral Disagree  Strongly

Agree Disagree
| try to get the most energy efficient product that 28% 46% 18% 49 39
meets my needs
| always purchase the most energy efficient product 10% 35% 35% 14% 3%
Energy efficiency ratings are not a significant factor 59, 15% 20% 42% 16%

in my decision-making

Base: n=3,416; all respondents
Q24. When purchasing products that consume electricity, to what extent do you agree or disagree with the following statements?

When asked to rate the likelihood of purchasing products or services from a company that makes
efforts to save energy and help the environment, results reveal that a majority of Canadians (64%)
say they would be more likely to acquire products from a company that helps the environment
through energy savings. Virtually no one is less likely to purchase products from a company that
make efforts to help the environment.

e Agreement with this idea is higher among women (69%), those ages 65 and up (70%), and
rises progressively with educational attainment (from 56% among those with high school
education to 71% among university graduates).

e Residents of Alberta (56%) are less likely to agree to the idea of purchasing products and
services from a company that makes efforts to save energy and help the environment.

Table 21: Attitudes towards purchasing products from companies that help the environment

Attitudes towards purchasing products from companies that help the environment

Statement Muchless Lesslikely  Neutral  More likely Much more NA
likely likely
Would you be more or less likely 1% 1% 29% 44% 20% 4%

to purchase products or services
from a company that makes
efforts to save energy and help
the environment?

Base: n=3,416; all respondents
Q33. To what extent would you agree or disagree with the following statements
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1.3 ENERGY STAR FOR HOMES

When asked about their awareness of ENERGY STAR certification for homes, one in four
Canadians (26%) say they are aware of this certification. Awareness is down somewhat from 2018
when 31% said they were aware of ENERGY STAR for homes.

o Awareness of ENERGY STAR for homes is higher among those ages 55 to 64 (29%), residents

of Alberta (32%), those with an annual household income of $100,000 or more (29%), and
those who own a home/apartment (29%).

Table 22: Awareness of ENERGY STAR Home Over Time

Awareness of ENERGY STAR Home Over Time

2020 2018 2016
Yes 26% 31% 36%
No 66% 69% 63%

Base: n=3,416; all respondents
Q26. Are you aware that homes can also be ENERGY STAR certified?

Despite limited awareness of ENERGY STAR certification for homes, when provided with a
description of the benefits of an ENERGY STAR certified home, a clear majority (71%) agree that
an ENERGY STAR certified home would offer better value than a home without the certification.

These results are largely unchanged from previous years.
o Agreement with the idea that an ENERGY STAR certified home would offer better value than a

home without it is higher among those ages 55 and up (77%), university graduates (74%), and
those with an annual household income of $80,000 to $100,000 (77%).

Table 23: Perceptions of ENERGY STAR for Home Over Time

Perceptions of ENERGY STAR for Home Over Time

2020 2018 2016
Strongly agree 24% 17% 33%
Agree 47% 52% 33%
Neutral 17% 27% 26%
Disagree 4% 2% 4%
Strongly disagree 2% 2% 4%

Base for 2020: n=3,416; all respondents
Q27. To what extent do you agree or disagree with the following statements? -- An ENERGY STAR certified home would offer better value than a
home without this certification.
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Results further reveal that a majority of Canadians (63%) say they would purchase an ENERGY
STAR certified home even if it cost $5,000 more than a home that is not certified. However, this
proportion drops to 37% when increasing the cost by $15,000.

Table 24: Perceived Value ($) of ENERGY STAR for Home

Perceived Value ($) of ENERGY STAR for Home

Strongly Agree Neutral Disagree Strongly

Agree Disagree
$5,QQO more than a home that isn't ENERGY STAR- 249 39% 19% 6% 5%
certified
$10,000 more than a home that isn't ENERGY . . . . .
STAR-certified 13% 34% 25% 12% 6%
$15,000 more than a home that isn't ENERGY . . . . .
STAR-certified 10% 27% 32% 14% 6%

Base: n=3,416; all respondents
Q27. To what extent do you agree or disagree with the following statements: | would purchase an ENERGY STAR-certified home even if it cost, on
average, [RANDOMIZE $5,000 / $10,000 / $15,000] more than a home that isn’t ENERGY STAR-certified.

Canadians’ willingness to pay a premium for an ENERGY STAR certified home has increased
somewhat over the past few years.

Table 25: Perceived Value ($) of ENERGY STAR for Home Over Time

Perceived Value ($) of ENERGY STAR for Home Over Time

% agreeing (scores of 4-5)

2020 2018 2016
$5,000 more than a home that isn't ENERGY STAR-certified 63% 50% 57%
$10,000 more than a home that isn't ENERGY STAR-certified 47% 44% 47%
$15,000 more than a home that isn't ENERGY STAR-certified 37% 42% 43%

Potential features of an ENERGY STAR certified home

Respondents were asked to rate the importance of ENERGY STAR certified home features if they
were in the market for a new home. Results reveal that Canadians place a great deal of importance
on all of these features. Roughly nine in ten (88%) assign a high degree of importance to efficient
heating and cooling, and a similar proportion believes higher insulation levels, and high performing
windows and doors are important (87% each). Three in four assign a high degree of importance to
ENERGY STAR certified products (such as lighting and appliances), and to additional air-sealing
(74% each). At the bottom of the list, but still seen as important by more than seven in ten
Canadians (72%), is a whole-home ventilation system.
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e The importance of ENERGY STAR certified home features increases with age, educational
attainment, and income.

Table 26: Importance of ENGERY STAR® certified Home Features

Importance of ENGERY STAR® certified Home Features

Very Somewhat Neutral Not very Not at all Don't

important important important important Know
Efficient heating and cooling 63% 25% % 2% 1% 3%
Higher insulation levels 59% 28% 8% 1% 1% 3%
g(/)%iisperformmg window and 599 28% 79 1% 1% 39
ENERGY STAR certified
products, such as lighting and 32% 42% 15% 5% 2% 4%
appliances
Additional air-sealing 38% 36% 15% 3% 2% 7%
A whole-home ventilation 389% 349% 15% 49 29 79

system

Base: n=3,416; all respondents
Q25. If you were in the market for a new home, how important would these ENERGY STAR certified home features be to you?

Reasons for buying an ENERGY STAR certified home

Respondents were presented with four potential reasons to purchase an ENERGY STAR certified
home and asked to rate the importance of each of these reasons. All of the reasons examined
were seen as important by a clear majority of Canadians. Roughly nine in ten (93%) assign a high
degree of importance to saving money on their energy bill. A similar proportion (88%) see a more
comfortable home as an important reason to buy an ENERGY STAR certified home. And eight in
ten assign a high level of importance to financial incentives (82%), and protecting the environment
(7T7%).

o Agreement with the idea of saving money on their energy bill as a reason to buy an ENERGY
STAR certified home is higher among women (94%), those ages 35 and over (94%), university
graduates (95%), and those who own a home/apartment (94%).

e Women (89%), those ages 55 and over (92%), residents of Alberta (90%), those with a college
education or higher (89%), those with an annual household income of $40,000 or more (90%)
and those who own a home/apartment (90%) assign a high degree of importance to having a
more comfortable home to live in.

e The importance of benefiting from a financial incentive rises with age (from 77% among those
under the age of 34 to 86% among those ages 65 and over), educational attainment (from 78%
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among high school graduates to 84% among university graduates), and income (from 81%
among those with an annual household income of less than $40,000 to 84% among those with

an annual household income of $100,000 or more).

e The idea of helping to protect the environment as a reason to buy an ENERGY STAR certified
home is higher among women (84%), those 55 years of age and over (81%) and university
graduates (83%). Conversely, residents of Alberta (69%) assign a lower degree of importance

to this idea.

Table 27: Importance to Buy an ENERGY STAR certified Home

Importance of Different Reasons to Buy an ENERGY STAR certified Home

Very Moderately Neutral

Important Important
Saving money on your energy bill 62% 31% 5%
Having a more comfortable home to live 51% 37% 9%
in, in terms of balanced temperatures
and improved air quality
Benefiting from a financial incentive, 39% 43% 12%
rebate or tax incentive
Helping to protect the environment 41% 36% 14%

Not very Not at all
important Important

1% 0%
1% 1%
3% 1%
4% 3%

Base: n=3,416; all respondents

Q28. There are a number of reasons why someone might want to buy an ENERGY STAR certified home. How important are each of the following

reasons to you personally?
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1.4 ENERGUIDE LABELLING PROGRAM

Canadians were also asked about their awareness of the EnerGuide Labelling Program. Results
suggest limited awareness of the program: fewer than four in ten (38%) say they are aware of the
program, while half (50%) say they are not aware.

Tracking reveals a 17-point increase in unaided awareness of the EnerGuide label since 2018;
back to levels seen in previous years.

e Unaided awareness of the EnerGuide label is higher among men (44%), those ages 45 to 64

(47%), residents of Alberta and Saskatchewan (47% each), those with an annual household
income of $100,000 or more (46%) and those who own a home/apartment (42%).

Table 28: Awareness of EnerGuide Label Unaided Basis Over Time

Awareness of EnerGuide Label Unaided Basis Over Time

2020 2018 2016 2010 2007 2006

Aware 38% 21% 31% 41% 42% 41%
Not aware 50% 61% 66% 58% 56% 58%
Don’t Know 12% 18% 3% 1% 2% 1%

Base for 2020: n=3,416; all respondents
Q16. Have you heard, seen or read anything about the EnerGuide Label?

Respondents were also shown a picture of the EnerGuide label and asked whether they recalled
seeing it. Despite limited (unaided) awareness of the EnerGuide label, most Canadians have seen
the EnerGuide symbol. More than three in four (77%) recall seeing the symbol, and only one in five
(19%) don't recall seeing it.

Tracking reveals increased awareness of the EnerGuide symbol over time, although comparisons
should keep in mind the different methodologies. In previous years, a description of the EnerGuide
Label was read to respondents; since 2018, an image of the symbol was presented to
respondents.

e Awareness of the EnerGuide symbol is higher among men (81%), those ages 35 to 64 (85%),

those with a college education or higher (78%), those with an annual household income of
$100,000 or more (85%) and those who own a home/apartment (83%).
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Table 29: Awareness of EnerGuide Label Aided Basis Over Time

Awareness of EnerGuide Label Aided Basis Over Time

2020 2018 2016 2010 2007

Aware 77% 65% 50% 52% 54%
Not aware 19% 27% 48% 47% 45%
Don't Know 4% 8% 2% 1% 1%

2006

55%
44%
1%

Base for 2020: n=3,416; all respondents
Q17. Do you recall seeing this symbol?

Sources of Awareness of EnerGuide

Respondents aware of the EnerGuide label were asked where they had seen the symbol. As in
previous years, the label is most likely to be seen on household appliances: 69% indicated

refrigerators or freezers, and 62% indicated clothes washers or dryers.

e Recall of the symbol on refrigerators or freezers is higher among men (71%), those ages 45 to
54 (76%), those with an annual household income of $100,000 or more (72%), and those who

own a home/apartment (72%).

e Recall of the symbol on clothes washers or dryers is higher among those ages 35 to 64 (67%),
those with an annual household income of $80,000 or more (65%) and those who own a

home/apartment (65%).

Table 30: Source of Awareness of EnerGuide Label

Source of Awareness of EnerGuide Label

Label shown on refrigerators or freezers
Label on clothes washers or dryers
Label on ranges (stoves)

Label on dishwashers

Heating and cooling equipment promotional materials
Label on room air conditioners

In-store displays

Gas fireplace promotional materials
Label on new cars

In a magazine or newspaper

Label on electric panel in homes

On a company’s website

On social media

Other

| can't recall

%
69%
62%
49%
49%
25%
19%
16%

%
6%
5%
4%
4%
1%
1%
7%

Base: n=2,699; those aware of the EnerGuide label
Q20. Where do you recall having seen an EnerGuide label?
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Understanding the Brand

Respondents aware of the EnerGuide label were also asked what the label means to them. Results
suggest that Canadians generally associate the label with the energy consumption of the
appliance. Three in four (74%) indicate that the label shows the energy use of the appliance, and
six in ten (60%) think that the label helps compare energy consumption of one product to another.

e Men (76%), those ages 45 to 64 (80%), those with an annual household income of $100,000 or
more (78%), and those who own a home/apartment (76%) are more inclined to associate the
label with the energy use of the appliance.

e The idea that the label helps to compare energy consumption of one product to another is
higher among men (63%), those ages 45 to 64 (64%), university graduates (64%), those with
an annual household income of $100,000 or higher (64%), and those that own a
home/apartment.

Table 31: Understanding of the EnerGuide Label

Understanding of the EnerGuide Label

%

Shows energy use of the appliance 74%
Helps compare energy consumption of one product to another 60%
The product is energy-efficient 33%
To save energy 32%
Cost saving 25%
Seal of approval / Canadian Standards Association (CSA) approved 25%
Electrical safety 9%
Nothing / doesn’t mean anything to me 4%
Other 1%

Base: n=2,699; those aware of the EnerGuide label
Q18. What does the EnerGuide label mean to you? (Multiple responses accepted)

When asked to select which of these options most reflects what the EnerGuide label means to
them, four in ten (38%) say it is primarily a means for demonstrating the energy use of the
appliance, and one in three (34%) think it primarily helps to compare the energy consumption of
one product to another.
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Table 32: Best Understanding of the EnerGuide Label

Best Understanding of the EnerGuide Label

%

Shows energy use of the appliance 38%
Helps compare energy consumption of one product to another 34%
The product is energy-efficient 12%
To save energy 6%
Cost saving 5%
Seal of approval / Canadian Standards Association (CSA) approved 4%
Electrical safety 1%

Base: n=1,867; those with multiple responses to Q18
Q19. Which of these most reflects what the EnerGuide label mean to you?

EnerGuide Home Evaluation

Respondents were informed that an EnerGuide home evaluation provides an EnerGuide rating that
displays the energy performance of a home, and were then asked to rate the extent to which they
would consider obtaining an EnerGuide home evaluation. Results reveal mixed views on the issue:
four in ten (42%) say they would get an EnerGuide home evaluation, while one in five (20%) say
they would not consider doing this.

e Agreement with obtaining an EnerGuide home evaluation is higher among men (44%), those

ages 45 to 54 (47%) and residents of Atlantic Canada and Alberta (55% each). Conversely,
Quebec residents are less likely to consider obtaining an EnerGuide home evaluation (20%).

Table 33: Attitudes towards EnerGuide home evaluation

Attitudes towards EnerGuide home evaluation

Statement Strongly = Somewhat  Neutral = Somewhat Strongly NA
agree agree disagree disagree
I would consider obtaining an 10% 32% 30% 13% % 8%

EnerGuide home evaluation

Base: n=3,416; all respondents
Q29. To what extent would you agree or disagree with the following statements.

Respondents who would consider getting an EnerGuide home evaluation were asked for their
preference when conducting the home energy evaluation. Most (61%) prefer in person evaluation
by certified advisors. Few would rather have a virtual evaluation by a certified energy advisor, or a
self-assessment done online by inputting utility bill information.
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Table 34: Preference for conducting home energy evaluations

Preference for conducting home energy evaluations

%

On-site evaluation by a certified energy advisor 61%
Self-assessment done online by inputting utility bill information 13%
Virtual evaluation by a certified energy advisor 6%
An assessment conducted by an organization based on my utility 6%
information

Don't know 14%

Base: n=1,455; Respondents that agree or strongly agree in Q29
Q31. What is your preference for conducting home energy evaluations?

Respondents were also asked whether a home label indicating better energy efficiency would
influence their decision to buy a house. Results reveal that a slight majority of Canadians (51%)
consider the label important, and only one in five (20%) indicate it would have no influence.

o Agreement with this idea is higher among those 65 years of age and older, and university

graduates (55% each); and lower among Quebec residents (17%), and those earning less than
$40,000 in household income (46%).

Table 35: Influence of a home label when buying a house

Influence of a home label when buying a house

Statement Strongly Somewhat Neutral Somewhat  Strongly
Agree agree disagree disagree
A home label indicating 12% 39% 23% 14% 6%

better  energy efficiency
would influence my decision
to buy a house

Base: n=3,416; all respondents
Q30. To what extent would you agree or disagree with the following statements.

Results also suggest limited awareness of ENERGY STAR certification on buildings and industrial
facilities. About four in ten (39%) say they are familiar with the certification (but only 10% say they
are clearly aware), while more than half (52%) are not.

e Awareness levels are higher among women (41%), those living in Manitoba (50%), and those
that own a home/apartment (41%).
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Table 36: Awareness of ENERGY STAR certification on buildings and industrial facilities

Awareness of ENERGY STAR certification on buildings and industrial facilities

%

Yes, clearly 10%
Yes, vaguely 29%
No, not at all 52%
Don't know 8%

Base: n=3,416; all respondents
Q32. Are you aware that buildings and industrial facilities can be ENERGY STAR certified?

Influence of the EnerGuide Label when Purchasing Products

Respondents were provided a list of products and asked whether they had purchased any of them
in the last 12 months. Cars and refrigerators/freezers (13% each) were selected most often
followed by heating/cooling equipment (12%), and clothes washers/dryers and dishwashers (10%
each).

Table 37: Home Products Purchased or Shopped for in the Last 12 Months

Home Products Purchased or Shopped for in the Last 12 Months

Purchased Shopped for but not Neither
purchased
New cars 13% 9% 78%
Refrigerators or freezers 13% 8% 79%
Heating or cooling equipment 12% 5% 82%
Clothes washers or dryers 10% 6% 84%
Dishwashers 10% 5% 85%
Room air conditioners 7% 5% 87%
Ranges (stoves) % 5% 87%
New homes 5% 9% 85%
Gas fireplaces 2% 3% 95%

Base: n=3,416; all respondents
Q21. Have you purchased or shopped for one of these products in the last 12 months?

Respondents that had purchased these products were asked whether they were influenced by the
EnerGuide label when making the purchase. Results reveal that Canadians generally feel
influenced by the EnerGuide label when purchasing products: about half of respondents who
purchased one of these products in the last year indicated that they were persuaded to some
extent by the label (with the exception of purchasing a new home or a new car).
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Table 38: Influence of EnerGuide Label on Purchase

Influence of EnerGuide Label on Purchase

Very much Somewhat Slightly Not at all Not sure

A gas fireplace 19% 35% 6% 37% 3%
A clothes washer or dryer 25% 28% 14% 30% 3%
A refrigerator or freezer 22% 26% 17% 34% 1%
A room air conditioner 22% 27% 16% 30% 4%
A dishwasher 20% 27% 18% 32% 3%
Heating or cooling equipment 24% 23% 12% 35% 6%
Arange 21% 23% 19% 37% 0%
A new home 8% 14% 8% 65% 5%
A new car 8% 12% 8% 65% 7%

Base: n=56-431
Q22. How much did the EnerGuide label influence your decision to purchase [INSERT PRODUCT FROM Q21]? Would you say...?

Tracking reveals a decrease in the proportion of respondents saying their purchase was influenced
by the EnerGuide Label.

Table 39: Influence of EnerGuide Label on Purchase Over Time

Influence of EnerGuide Label on Purchase- Over Time

% saying
Very much
2020 2018 2016
A clothes washer or dryer 25% 44% 34%
Heating or cooling equipment 24% 37% 29%
A refrigerator or freezer 22% 40% 28%
A room air conditioner 22% 34% 44%
Arange 21% 39% 25%
A dishwasher 20% 37% 30%
A gas fireplace 19% 37% 41%
Anew home 8% 29% 23%
A new car 8% 17% 24%
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Appendix A: Methodology

The research involved an online survey of 3,416 Canadians. The survey was conducted across
Canada in both official languages. The field dates for the survey were December 3-20, 2020.

We used our probability-based online panel, Probit, in undertaking this survey. Probit is an online
research panel that has been designed by EKOS to provide statistically representative data. Our
panel offers complete coverage of the Canadian population (Internet, phone, cell phone), random
recruitment (participants are recruited randomly; they do not opt themselves into our panel), and
equal probability sampling. All respondents to our panel are recruited by telephone using random
digit dialling, and their demographic information is confirmed by live interviewers.

The distribution of the recruitment process for our panel mirrors the actual population in Canada
(as defined by Statistics Canada). As such, our panel can be considered representative of the
general public (survey results from our online panel support confidence intervals and margin of
error estimates). The overall panel size is roughly 90,000 Canadian households. Random stratified
samples are drawn from the panel database for individual research assignments.

All survey results were weighted by region, age and gender according to Statistics Canada data, to
ensure results are representative of the Canadian public. The margin of error for a survey of
n=3,416 is +/- 1.7 percentage points, 19 times out of 20.

Sample design, weighting and respondent profile

The sampling method was designed to complete interviews with at least 3,400 Canadians ages 18
and over. Quotas were set by age, gender, and region. The survey obtained the following
distribution:

. % of Target Actual Actual Weighted*

Variable population (qugta) s;/:n:fle Unweighted ?
Jurisdiction
Newfoundland and 2% 52 1% 44 51
Labrador
Nova Scotia 3% 92 3% 103 91
Prince Edward Island <1% 14 <1% 15 14
New Brunswick 2% 74 2% 60 75
Quebec 23% 796 23% 768 792
Ontario 38% 1,302 38% 1,308 1,298
Manitoba 4% 119 4% 147 119
Saskatchewan 3% 102 2% 76 100
Alberta 1% 380 12% 392 387
British Columbia 14% 460 14% 481 468




Territories <1% 10 <1% 6 6
CANADA 100% 3,400 100% 3,400 3,400
Age

18-34 21% 930 22% 751 922
35-54 34% 1,158 35% 1,193 1,153
55+ 39% 1,311 42% 1,427 1,295
Gender

Male 49% 1,652 49% 1,638 1,631
Female 51% 1,747 51% 1,728 1,735

The following table presents the weighted distribution of survey participants by specific variables.

Variable Total 0sa\mple % of
% population
Education @
High school or less 17 35
Apprentice/college/some university 36 36
University graduate/post-graduate 47 29
Employment status @
Full time/self employed 52 50
Part time 7 1"
Not in work force (including retired) 37 35
Total annual household income+
Under $40,000 15 17
$40,000-<$80,000 30 30
$80,000-<$100,000 16 13
$100,000-<$150,000 21 22
$150,000 or more 18 18
Survey language /official languages
English 83 85
French 17 15

O Actual Census categories differ from those used in this survey; categories have been adjusted to correspond. Statistics Canada figures for
education are for Canadians aged 25 to 64 years. For employment age 15+.
+ Percentaged on those providing a response



Questionnaire design

NRCan provided EKOS with a draft questionnaire with tracking questions from previous surveys. In
addition, EKOS, in consultation with NRCan, designed a number of new questions to address
emerging issues. Upon approval of the English questionnaire, EKOS arranged for new questions to
be translated into French by professional translators.

EKOS data analysts programmed the questionnaire and performed thorough testing to ensure
accuracy in set-up and data collection. This validation ensured that the data entry process
conformed to the surveys’ basic logic. The data collection system handles sampling invitations,
quotas and questionnaire completion (skip patterns, branching, and valid ranges). The client was
also given the opportunity to test the survey links.

Prior to finalizing the survey for field, a pre-test (soft launch) was conducted in English and French.
The pre-test assessed the questionnaires in terms of question wording and sequencing,
respondent sensitivity to specific questions and to the survey overall, and to determine the survey
length; standard Government of Canada pre- testing questions were also asked.

The final survey questionnaire is included in Appendix B.
Fieldwork

The survey was conducted by EKOS using a secure, fully featured web-based survey environment.
The average interview length was 13.9 minutes.

All respondents were offered the opportunity to complete the surveys in their official language of
choice. All research work was conducted in accordance with the Standards for the Conduct of
Government of Canada Public Opinion Research — Online Surveys and recognized industry
standards, as well as applicable federal legislation (The Privacy Act, Personal Information
Protection and Electronic Documents Act, and Access to Information Act).

Following data collection, the data from this survey were statistically weighted to ensure the sample
is representative of the Canadian population according to the most recently available Census
information.

Completion results

The completion results are presented in the following table.



Contact disposition

Disposition N

Total invitations (c) 31,933
Total completes (d) 3,416
Qualified break-offs (e) 341
Disqualified (f) 1,519
Not responded (g) 26,588
Quota filled (h) 69
Contact rate = (d+e+f+h)/c 17%
Participation rate = (d+f+h)/c 16%

Non-response bias analysis

The table below presents a profile of the final sample, compared to the actual population of
Canada (2016 Census information). As is the case with most surveys, the final sample
underrepresents those with high school or less education, which is a typical pattern for public
opinion surveys in Canada (e.g., those with more education are more likely to respond to surveys).

Non-response bias analysis

Sample* Canada

Sample type (2016
Census)

Gender (18+)
Male 49% 49%
Female 51% 51%
Age
18-34 22% 27%
35-54 35% 34%
55+ 42% 39%
Education level @
High school diploma or less 17% 35%
Trades/college/post sec no degree 36% 36%
University degree 47% 29%

*

Data are unweighted and percentaged on those giving a response to each demographic question
@ Actual Census categories differ from those used in this survey and have been recalculated to correspond.
Statistics Canada figures for education are for Canadians aged 25 to 64 years.



APPENDIX B
QUESTIONNAIRE






WINTRO
Thank you for taking the time to complete this survey on behalf of the Government of Canada.

Si vous préférez répondre au sondage en frangais, veuillez cliquer sur frangais.

Your participation is voluntary and your responses will be kept entirely confidential
and anonymous. The survey takes 15 minutes to complete. It is being directed by EKOS
Research, and is being administered according to the requirements of the Privacy Act. To
view our privacy policy, click here.

If you require any technical assistance, please contact online@ekos.com.

S1

Yes, terminate
Have you participated in a Government of Canada survey in the last 30 days?

Y S ittt ettt ———————————————————————————————————— 1 ->THNK2
] J RN 2
S2 [1.4]

Yes to any, terminate
Do you, or does anyone in your family or household, work in any of the following areas?
Select all that apply

Marketing reSCATCH .......ccueiiuiiiiiii ettt 1

The media (i.e. TV, radio, NEWSPAPELS)...cueevreuereeeriierieeniienteeeeeeeeeeseeesteeeeeeeeneeenees 2

Public utilities (1.€. RYdro, ZaS)......cceevveeierieriieieeieiieseerte et et sbeereeseenseeneas 3

The federal or provincial GOVEINMENL ..........c.cecveeverieiierieeieere e eeesree e reeeneeeees 4

None of these OrganiZations ...........cceecueecvircieiieiiiereereeteeee e eeee e esreesreeseeseesaesenas 98 X
Q1

To what extent do you think household energy consumption contributes to climate change?
Definitely CONIIDULES .ooeieiieie ettt 1

Likely CONtribDULES oottt 2

Likely does N0t CONLIIDULE  ...ocvieviiieiiiieiieiecie ettt 3
Definitely does not CONIIDULE ........eevieierieiieiieie ettt 4

INOE SUIE ..ttt ettt sttt sa et ea e e sae e 9

Q2

Have you heard, read or seen anything about ENERGY STAR?

S ettt ettt e h e ht e e h et bt e e bt e e bt e e bt e e bt e e sbteenht e e bt e ebee s 1

N 0 ettt ettt ettt e b e et e bt et e e bt e s b e e e bt e sabeeeabeesares 2

DON'E KNOW ..ot s s 9

Q3

Do you recall seeing this ENERGY STAR symbol?



e PR 2
DON'T KNOW 1.ttt e e e e et e e e e s e et a e e e e e e e s ennaaaaeees 9
Q4 [1,16]

Yes, 03

[1f.Q3=1
Where did you see the ENERGY STAR symbol?

Select all that apply
As part of advertising about climate change ., 1
From a public utility (hydro, gas, etc.) e 2
OnTV e 3
On major appliances e 4
In home or on home electrical panel s 5
In promotional material for residential heating and cooling products ....................... 6
In promotional material for office equipment L., 7
Displayed ina store on a sign =~ e 8
Displayed in a brochure e 9
In a magazine or neWsSpaper e 10
In a promotional flyer from a retail establishment ... 11
Displayed on a company's website L, 12
Onsocial media e 13
Other (SPECITY) .euriieiiieiieiierii ettt ettt sttt st ste et e b e e sbessaesaeesseenseenseenns 77
Lcan'trecall e 99 X
Q5 [1,8]

Yes, 03

[1f.Q3=1
What does the ENERGY STAR symbol mean to you?

Select all that apply

Energy efficient/low energy consumption/saves €NergY .........cc.ecveevveereerreerveesvennennnns 1

SAVES TNOMEY ....veeeitieeiie ettt eite ettt ettt et e ettt e steeestteestbeesaaeesaseessseessseensseessseensseessseensseenns 2

Good for the environment/mentions Of Ereen.........ccecvevieeeiiecieriieiieeneere e, 3
Higher quality/made DEtLEr ........c.eecuieiiciiciieiieieee ettt 4
Government BACKE..........ccuveiuieiiiieiiee et 5
Third-party Certified .........ccoimiiiiiiieeee et 6

Oher (SPECILY) .eueieieieieetieti ettt ettt ettt ettt e e sreesneeseeenneeneeenes 77 B
Nothing/doesn't mean anything to Me ...........ccovoeerierierieie e 99 BX

Q6
Selected more than 1 answer to Q5
| If.. CALCQ5>=2and Q3 =1 |

You indicated that the ENERY STAR symbol means several things to you. Which of these most
reflects what the ENERGY STAR symbol means to you?




Q5=1

Energy efficient/low energy consumption/saves €Nergy ..........cceceeeerreerieesuersuenuennees 1
Q5=2

SAVES TNOMIECY ....eeeivieeiieeiie ettt ettt ettt ettt ettt ettt et e e s tte e it e e sateesateesateesaseessteenaseesaseennseenns 2
Q5=3
Good for the environment/mentions Of Green.........ccevvveriveriieiieriienieniere e 3
Q5=4
Higher quality/made DEtLEr ........c.eecviriieieiieieeieeie et 4
Q5=5
Government BaCKEd..........ccuieiiiiiiieiiet et 5
Q5=6
Third-party Certified .........ooiiiiiiiiiee e s 6
Q5=177
L0111 1<) SO 77 B
DNt KNOW <.ttt sttt et ettt bee e enteens 99 BX
Q7A

Yes, 03

[1f.Q3=1

To what extent do you agree or disagree with each of the following statements about ENERGY
STAR?
Buying ENERGY STAR certified products makes me feel like I am helping to protect the environment for
future generations.

SHIONGLY QISAGICE ...evvevviiieiieiieie ettt ettt et et e et eeae e eesreesaeesseesseesseessesssenseansaens 1
DISAGICE ... e eutieuiieeiieiieette et ettt et et e et e e ta e teesbeesbeesbesseesseesseesseasseesseessenseenseenseessennsennnas 2
INGULTAL ...ttt ettt et e ettt et e e et e s e e sneeseeenaeeneeenes 3
AALICE ..ttt ettt e b e bt e bt e e b et e bt e bt e sbe e e bt e e bt e ente s 4
SHONGLY AZIEC....eueeeiieeiieitieettet et ettt ettt ettt eete et ee s et e sae e teeeeeneeeneesneesseaseans 5

DON't KIOW <.ttt sttt et ettt ettt et enaeeneas 9 S
Q7B

Yes, 03

[1f.Q3=1
If I see the ENERGY STAR symbol, I know I am getting a more efficient product.

SrONGLY AISAGICE ...c.eeeeietieiieie ettt ettt ettt ettt e e e eneeeneesseeseens 1
D)L e (T TR 2
INCULTAL ...ttt ettt ettt ettt e sa e st sbe bt eaenenaens 3
AAZICE ..ttt ettt e b et e h e bt e bt e ht e e b bt e bt e sbt e e bt e e bt e eaee s 4
SEEONGLY AZIEC....eueieiieeiieetieettet et ettt et ettt te ettt e s st e sae e teeteeneeeneeeneesneaseens 5

DON't KNOW i s s e 9 S
Q7C

Yes, 03

[1f.Q3=1
Buying ENERGY STAR certified products makes me feel like I am contributing to society.




SrONGLY AISAICE ...ttt sttt ettt et ae e b eeeens 1

DIESAGICE ...ttt ettt ettt st b ettt et e at e e a e b ettt et eneas 2
INGULTAL ...ttt ettt ettt ettt st saeesbeenaeeneeenes 3
AALTEE .ttt ettt ettt e h et e sht e e at e e ht e e ht e e bt e e hteenateehteenateeaaean 4
SHIONGLY BEICC....ecutieieeiieeiieitiete ettt ete et et e bt ebeesbeeeaeesaessaesseeseensesnsesssenssenseansenns 5

DON't KIOW ittt st 9 S
Q7D

Yes, O3

[1f.Q3=1
ENERGY STAR certified products provide me with more benefits than products without the ENERGY

STAR symbol.

SHIONGLY QISAGICE ...evvevviiieiieiieie ettt ettt et et e et eeae e eesreesaeesseesseesseessesssenseansaens 1
DISAGICE ... e eutieuiieeiieiieette et ettt et et e et e e ta e teesbeesbeesbesseesseesseesseasseesseessenseenseenseessennsennnas 2
INCULTAL ...ttt sttt e b et e et sb e bt et este e e nenne 3

YN e (<O PRRP PRSP 4
SHONGLY BEICC....eeutiiieiiieitieiteeie ettt ettt et e ste et e ebeesbessaeeteesseesseesseesseessesssesssessaensanns 5

DON't KIOW ettt st sttt 9 S
Q7E

Yes, 03

[1f.Q3=1
ENERGY STAR certified products offer better value than products without the mark.

SHIONGLY AISAGICE ...evvevietieiietieie ettt ettt e e eaeeteeseesae e beesseenseessesssenseansanns 1
DASAGIEE ....eeeiiieeiiieeiteeete ettt ettt e st e ettt e et e ettt e sabeestbeesabeenabe e tteeteeesnbeenteennaeennaen 2
INEULTAL ...ttt ettt s e e 3

F N s (<RSPPI 4
SEEONGLY AZIEC....eueieiieeiieetieettet et ettt et ettt te ettt e s st e sae e teeteeneeeneeeneesneaseens 5

DON't KIOW <.ttt ettt et ettt ettt e naeenaeeneas 9 S
Q7F

Yes, 03

[1f.Q3=1
Buying ENERGY STAR certified products makes me feel like I am spending extra money for nothing.

SHrONGLY AISAGICE ...evvevieiieiiieiieie ettt ettt e e e eae e teesreeste e beesseesseesseessesseensaens 1
DASAGIEE ... eeiiieeiiieeiteeete ettt et e et e st e sttt e st e e s taeesabeenabeesabeenabe e tteetbeeenbeesteenaeennnean 2

J (5105 Y USSR 3
AT .o e st 4
STTONELY AZTCE....c..etitiiieiieiieitetetere ettt ettt se e e 5

DON'"t KNOW ittt sttt e e et e et eene et e et eenteenseenneeneas 9 S
Q7G

Yes, 03

[1f.Q3=1
I consider myself loyal to ENERGY STAR certified products.




SrONGLY AISAICE ...ttt sttt ettt et ae e b eeeens 1

DIESAGICE ...ttt ettt ettt st b ettt et e at e e a e b ettt et eneas 2
INGULTAL ...ttt ettt ettt ettt st saeesbeenaeeneeenes 3
AALTEE .ttt ettt ettt e h et e sht e e at e e ht e e ht e e bt e e hteenateehteenateeaaean 4
SHIONGLY BEICC....ecutieieeiieeiieitiete ettt ete et et e bt ebeesbeeeaeesaessaesseeseensesnsesssenssenseansenns 5

DON't KIOW ittt st 9 S
Q7H

Yes, O3

[1f.Q3=1 |

I would purchase an ENERGY STAR certified product even if it cost (5/10/15)% more than a similar
product without the mark.

SHIONGLY QISAGICE ...evvevviiieiieiieie ettt ettt et et e et eeae e eesreesaeesseesseesseessesssenseansaens 1
DISAGICE ... e eutieuiieeiieiieette et ettt et et e et e e ta e teesbeesbeesbesseesseesseesseasseesseessenseenseenseessennsennnas 2
INCULTAL ...ttt sttt e b et e et sb e bt et este e e nenne 3

YN e (<O PRRP PRSP 4
SHONGLY BEICC....eeutiiieiiieitieiteeie ettt ettt et e ste et e ebeesbessaeeteesseesseesseesseessesssesssessaensanns 5

DON't KIOW ettt st sttt 9 S
Q71

Yes, 03

[1f.Q3=1

I am confident that products which carry the ENERGY STAR symbol have been rigorously tested and
proven to be energy efficient.

SHrONGLY AISAGICE ...evvevveiieiiieiieie ettt ettt et eeaeetee s e e ste e beesseesseesseessesseensaens 1
DASAGIEE ....eeiiieetieeitteete ettt et et e st e ettt e st e e s aaeestbeesabeesab e e aeeesteentbeenabeenteennbeennaean 2
INEULTAL ...ttt ettt s e e e 3
AAZICE ..ttt ettt e h et e e bbbt e sb bt e h et e bt e e bt e e sba e e bt e e bt e ebee s 4
SHONGLY AICC....eueeeiieitieetieiti ettt ettt ettt et e eete et e s st e sae e teeneeeneeeneeeneesneeseens 5

DON't KNOW <.ttt ettt ettt ettt e neenaeeneas 9 S
PQS8

No, Don't know, Q3

| If.. Q3 not=1 |

The international ENERGY STAR symbol is a simple way for consumers to identify products
that are among the most energy-efficient on the market. Only manufacturers and retailers
whose products meet the ENERGY STAR criteria can label their products with this symbol.
Choosing an ENERGY STAR certified product over a conventional model could reduce your
energy COStSs.

Based on this description of the ENERGY STAR symbol, to what extent do you agree or
disagree with each of the following statements?

QSA
No, Don't know, Q3



| If... Q3 not=1

Buying ENERGY STAR certified products would make me feel like I am helping to protect the
environment for future generations.

SrONGLY AISAGICE ...ttt sttt ettt et et esaeeeens 1
DIESAGICE ... euvienieeiieeiieeiie ettt ettt et e st et e bt e s e esbeesbessaesseeseenseenseesseeseeseenseenseensennsenneas 2
INEULTAL .ttt ettt s b e sb ettt e e enae e 3
AATEE ..ttt ettt ettt e h et e e sht e e h et e bt e e at e e bt e e hteennteenateenabeeaaean 4
SHIONGLY AEICC....eeuvieeieeiieeiieiiieie et ettt ete et et e bt ebeesbessaessaessaesseeseensesnsesssenssenseansanns 5

DON't KIOW ittt sttt e 9 S
Q8B

No, Don't know, O3
| If.. Q3 not=1

If I see the ENERGY STAR symbol, I know I would be getting a more efficient product.

SHrONGLY QISAGICE ...evveiieiieiieiieie ettt et e et e et eeae e eesreesae e beesseesseessesssenseensanns 1
DIESAGICE ....eeuvieurieetieiieeiie ettt et et et e et e s teesteesbeesbeesbessaesseeseesseasseesseessensaensaenseensennsenneas 2
INCULTAL ...ttt et sttt eb et et e e s b sb e s bt ebe st e e e benaen 3

F N e (<RSPPI 4
SHONGLY BEICC....eeviieieeiiiitieiieeie et ettt e et e et et e teebeesbessbesteessaesseesseesseessesssesssesseansanns 5

DON't KNOW ..ttt et e e tre et e e aa e e tbeetaeessseessseessseensneas 9 S
Q8C

No, Don't know, O3
| If.. Q3 not=1

Buying ENERGY STAR certified products would make me feel like I am contributing to society.

SHIONGLY QISAGICE ...evveviiiieiiieiieie ettt ettt b e e e eaeetee s eeste e beesseesseesseeseesseensaens 1
DASAGIEE ....eeiiieetieeitteete ettt et et e st e ettt e st e e s aaeestbeesabeesab e e aeeesteentbeenabeenteennbeennaean 2
INEULTAL ...ttt ettt s e e e 3
AAZICE ..ttt ettt e h et e e bbbt e sb bt e h et e bt e e bt e e sba e e bt e e bt e ebee s 4
SHONGLY AICC....eueeeiieitieetieiti ettt ettt ettt et e eete et e s st e sae e teeneeeneeeneeeneesneeseens 5

DON't KNOW <.ttt ettt ettt ettt et et et enaeeneas 9 S
Q8D

No, Don't know, Q3
| If.. Q3 not=1

ENERGY STAR certified products would provide me with more benefits than products without the
ENERGY STAR symbol.

SErONGLY dISAZIEE ...c.vevieiiiieiiiiiterte ettt ettt 1
DHSAZIER ...ttt ettt sttt ettt s bttt 2
INCULTAL ...ttt ettt ettt ettt sb e sb e sbe bt et e e be e 3
ALGIER ..ottt st et 4
SITONELY AT .....etitiiiieiieiieiteterterte ettt ettt st esae b e 5

DON't KIOW ittt s st 9 S
QSE

No, Don't know, Q3



| If... Q3 not=1
ENERGY STAR certified products would offer better value than products without the mark.

SrONGLY AISAGICE ...ttt sttt et saeeaeens 1
DIESAGICE ...ttt ettt ettt b bt e b e ettt e a e b et et et enaeeneas 2
INEULTAL .ttt et ettt sb e sb e ebe et et e e e b e 3

YN e (< OO PR PP PURRP 4
SHIONGLY BEICC....eeuviieieeiieitieitieie ettt ette et et e bt esbeesbeseaessaessaesseeseenseensesssenssensaansanns 5

DON't KIOW ittt bbb 9 S
QS8F

No, Don't know, Q3
| If..Q3not=1

Buying ENERGY STAR certified products would make me feel like I am spending extra money for
nothing.

SHrONGLY QISAGICE ...evveiieiieiieiieie ettt et e et e et eeae e eesreesae e beesseesseessesssenseensanns 1
DIESAGICE ....eeuvieurieetieiieeiie ettt et et et e et e s teesteesbeesbeesbessaesseeseesseasseesseessensaensaenseensennsenneas 2
INCULTAL ...ttt et sttt eb et et e e s b sb e s bt ebe st e e e benaen 3

F N e (<RSPPI 4
SHONGLY BEICC....eeviieieeiiiitieiieeie et ettt e et e et et e teebeesbessbesteessaesseesseesseessesssesssesseansanns 5

DON't KNOW ..ttt et e e tre et e e aa e e tbeetaeessseessseessseensneas 9 S
Q8G

No, Don't know, O3

| If.. Q3 not=1 |

I would purchase an ENERGY STAR certified product even if it cost (5/10/15)% more than a similar
product without the mark.

SHrONGLY AISAGICE ..evveviiiieiieiieie ettt ettt b e eeaeetee s e e ste e beesseesseesseessesseensaens 1
DASAGIEE ... eeiiieeiiieeiteeete ettt et e et e st e sttt e st e e s taeesabeenabeesabeenabe e tteetbeeenbeesteenaeennnean 2

D (51013 1 S 3
YN (< TP P PO TP PPRUPPUPPROT 4
SHONGLY AZIEC....eueeeiieeiieitieettet et ettt ettt ettt eete et ee s et e sae e teeeeeneeeneesneesseaseans 5

DON't KIOW <.ttt sttt et ettt ettt et enaeeneas 9 S
Q8H

No, Don't know, Q3
| If.. Q3 not=1

To what extent do you agree or disagree with each of the following statements?
I am confident that products which carry the ENERGY STAR symbol have been rigorously tested and
proven to be energy efficient.

SErONGLY AISAZIEE ...c.veviiieiieiiiiitere ettt sttt 1
DASAGIEE ... e iiiieeieeeiieeeie et e e sttt e st eeae e st e esaaeessbeessbeessbeensee e sbeeseeeanseenneeennaeennaean 2
INGULTAL ...ttt ettt et sb e nae et e 3
F N s (<SR STUPSR P RUP 4
SEIONGLY ALTEE...ccuuiieiiiiiieeie ettt ettt ettt s e s e e steesaaeesebeessaeessseessseessseennseens 5

DON'T KNOW 1ot e e et e e e e s eeta e e e e e e e ennaanaeees 9 S



Q9

Yes, O3
[1f.Q3=1 |

Have you ever seen, heard, or read anything about ENERGY STAR Most Efficient?
D TSP RRRRPR 1

N 0 ettt bbbttt ettt h e h et e bt e bt e bt e it eheenbe e bt enteenes 2

DNt KNOW <.ttt ettt ettt e eaeas 9

Q10

Yes, 03

[1f.Q3=1

Do you recall seeing this symbol?

Y S ettt —————————————————————————————————————— 1
] J RN 2
DON'T KNOW 1ottt et e e e e et e e e e s e enaaae e e e e e e s ennaaaaeeeas 9
Q11 [1,7]

Yes, 03 and Q10
[ 1f..Q3=1and Q10=1

What does ENERGY STAR Most Efficient mean to you?

Select all that apply

Represent a subset of ENERGY STAR certified products..........cccccceveereeieeiennenen. 1
Represent the best of the best/top ENERGY STAR performers ..........ccccceveeeeneenen. 2
Technologically advanced/cutting edge technology ..........cccvevvvevieienieneenieeieeieeen, 3
Higher quality/model DEtter..........ccoevieiirieiieiieie et 4

Other (SPECITY) .euriieiiieiiciieriieiteie ettt ettt te et e e b e e sbessaesaeesseesseenseenns 77 B
Nothing/doesn't mean anything to Me ...........cceeceerieriieriieriieeeeeeeeee e 99 BX
Q12

Selected more than 1 answer to Q11
| If.. CALCQ11>=2and Q3 =1 and Q10 =1

You indicated that ENERGY STAR Most Efficient means several things to you. Which of these
most reflects what it means to you?

Qll=1

Represent a subset of ENERGY STAR certified products..........cccecevvevveneecennenen. 1
Ql1=2

Represent the best of the best/top ENERGY STAR performers ........ccccecceveevenenene 2
Ql1=3

Technologically advanced/cutting edge technology .........cccceccecveninencneneeiecienennenn 3
Ql1=4

Higher quality/model DETET ..........coccviiiiiieiieiiiecie ettt 4
Ql11=77

OBRET .ot st 77 B



QI3A

Have you purchased or shopped for one of these products in the last 12 months?
Heating and cooling products like a furnace or air conditioner

PUICRASE ... e 1
Shopped for but not purchased ..........c.cceeieriiiieiieieece e 2
Neither purchased nor shopped fOr........cccvvvieriircieiiieiiee e 3
DON't KNOW <.ttt ettt et 9
Q13B

Have you purchased or shopped for one of these products in the last 12 months?
Home appliances like a dishwasher or fridge

PUICRASE ... e 1
Shopped for but not purchased ..........c.ooceeeieeiiiieiieicece e 2
Neither purchased nor shopped for.........cccoiieriiiciieciiiieceeeee e 3
DON't KNOW ..ttt ettt et e e st e e aae e tbeetaeessseessseessaeensneas 9
Q13C

Have you purchased or shopped for one of these products in the last 12 months?
Lighting products like a light bulb or light fixture

PUICRASE ..o e 1
Shopped for but not purchased ..........c.cocveeieriiiieiieieeececeeeee e 2
Neither purchased nor shopped for.........cccevveiiiiriiiciiciieeee e 3
DON't KNOW ..ttt ettt et e et e et e e tbeetaeessseessseessseensneas 9
Q13D

Have you purchased or shopped for one of these products in the last 12 months?
Home electronics like a television or audio system

PUICRASE ...t 1
Shopped for but not purchased ..........c.ccceeieviiiieiieiecece s 2
Neither purchased nor shopped for.........cccevieviiiriiiiiiiiieeeeeee e 3
DON't KNOW ..ttt ettt et e et e e sebeesaee e tbeetaeessseesseessaeensneas 9
Q13E

Have you purchased or shopped for one of these products in the last 12 months?
Windows or doors

PUICRASE ...t 1
Shopped for but not purchased ..........ccoccveeiiieiiieniieie e 2
Neither purchased nor shopped for.........cocviiviiiiiiiiiie e 3
DON't KNOW ..ttt ettt e st e e ae e e tbeeetaeesabeesaseessseesseas 9
Q13F

Have you purchased or shopped for one of these products in the last 12 months?
Home office products, such as a computer or printer



PUICRASEA ... e e 1

Shopped for but not purchased ...........cocoviiiiiiiiiiiie e 2
Neither purchased nor shopped for.........ooccoiiiiiiiiiiiiieee 3

DON't KIOW .ttt 9 S
Q13G

Have you purchased or shopped for one of these products in the last 12 months?
A home or residence

PUICRASE ... e e 1
Shopped for but not purchased ...........cocoviiiiiiiiiiii e 2
Neither purchased nor shopped for.........ocoiieiiiiiiiiiee e 3

DON't KIOW .ttt 9 S
Q13H

Have you purchased or shopped for one of these products in the last 12 months?
Water heater

PUICRASEA ... 1
Shopped for but not purchased ...........cocoeiiiiiiiiiiie e 2
Neither purchased nor shopped for.........oocoiiiiiiiiiiii e 3

DON't KIOW .ttt sttt 9 S
Q14A

Heating or cooling product, Q134
| If..Q13A=1

To the best of your knowledge, was the heating or cooling product you most recently purchased
ENERGY STAR certified?

Y S et et s bt et 1
N0 e et s b sttt 2
DON't KNOW ..o e e 9
Q14B

Home appliance, Q13B
[ 1f..Q13B=1 |

To the best of your knowledge, was the home appliance you most recently purchased ENERGY
STAR certified?

S ettt ettt e h e h bt e s bt e e h bt s bt e e bt e bt e e bt e e sbbe e bt e e bt e ebee s 1
N 0 ettt sttt ettt e b e et e bt e et e e bt e s b e e e beesabeeeabeesabes 2
DON't KNOW ..ottt sttt e te et e e ne et e esseenseenseennesneas 9
Q14C
Lighting product, Q13C
| If..QI13C=1 |

To the best of your knowledge, was the lighting product you most recently purchased ENERGY
STAR certified?



e PR 2
DON'T KNOW 1.ttt e e e e et e e e e s e et a e e e e e e e s ennaaaaeees 9
Q14D

Home electronics product, Q13D
| If..Q13D =1

To the best of your knowledge, was the home electronics product you most recently purchased
ENERGY STAR certified?

Y S ittt ettt et e e e e e ee—————aeeeeeaaa————aaaeeeean————taeeeeeanrraaens 1
N O ittt et e e e e ————e e e e e e e ————aaaeeeeen———ataaeeeennrraaens 2
DON"t KNOW .ot e e e e e e e e eaneeeeenneeeeenns 9
QI4E

Windows or doors, QI13E
| If..QI3E=1

To the best of your knowledge, were the windows or doors you most recently purchased
ENERGY STAR certified?

S ettt et e b et e b e bbbt e bt e bt e e bt e e nbt e e bt e e bt e enee s 1
N 0 ettt ettt ettt ettt st s e s bt sare 2
DON't KNOW ...ttt ettt ettt e e et e et e e eneeeneas 9
Q14F
Home office product, Q13F
| If.. QI3F =1 |

To the best of your knowledge, was the home office product you most recently purchased
ENERGY STAR certified?

S ettt ettt e e e e e e e ee—————eeeeeaaa———aaaee e e e ————ateeeeanaraaaaas 1
N O ettt ettt e e e e et e — et e e e eea i ———ataeeeean—arreeeeeeanaaes 2
DON'E KNOW 1.ttt e e e e e e e eeta e e e e e e eenaaaaeees 9
Q14G

Home or residence, Q13G
[ 1f..Q13G =1

To the best of your knowledge, was the home or residence you most recently purchased
ENERGY STAR certified?

S ettt e e e e et e e e aa—————eeeeeaaa—————aeeeeean————tteeeeenaraaaes 1
N O ettt e et et e e e e e —taaeeeeeee——raaaeeeeeaiataraeaeeeeannaes 2
DON"t KNOW .o e e e e e e e e eaneeeeenneeeeenns 9
Q14H

Water heater, Q13H



| If..QI3H=1
To the best of your knowledge, was the water heater you most recently purchased ENERGY

STAR certified?
S ittt et e e e et e e e e e ae——————aeeeeaea—————aaeeeean————taeeeeeanrraaens 1
N O ettt e e e e e e e ——— e e e e e e ea————aaaeeeeen————aaaeeeenrrraaens 2
I 7o) 4 L A < 1 Lo AR 9
QI15A

| If..Ql4A =1

How much did the ENERGY STAR symbol influence your decision to purchase an ENERGY
STAR certified ... ?
Heating or cooling product

VEIY MUCK c..ciiiiiieie ettt ettt et ettt et e e eneeenees 1
SOMEWRAL .....oiiiiiiiiiiiiie et e ettt e e e e e s et e e e e e e e e esaaaaeeeeeeeans 2
STHGIELY .ottt ettt ettt ettt ne e aeeeeens 3

DAoL A Y 1) PPN 4

DON'T KNOW 1ottt e e e e et e e e e s e et ae e e e e e e sennaaaaeeeas 9 S
Q15B

| If..Q14B =1

Home appliance

VEIY IMUCK c..eoiiieiiieiecieceee ettt e e be e b e esaeesaesseessaenseessennsesnnas 1
SOMEWNAL ......viiiieiiieeceeeeeee et ee e e et e e et e e e eeaneeesnreeean 2
STGIELY ..ottt ettt ettt ettt ettt et e neeeeens 3

DAoL A Y 1) PRSI 4

DON'T KNOW 1ottt ettt e e e e et e e e e e s e enaaaeeeeeeesenaaaaeeeas 9 S
Q15C

| If..Q14C =1

Lighting product

VEIY IMUCK c..eiviieiiieiieciecteee ettt s ae st be et e esbeetaessaesseesseesseesseessesnnas 1
Y0513 o U | PR 2
STHENELY 1.ttt ettt ettt ettt ettt et ettt esb et beerea 3

B o) A LA 1§ OO 4

DON"T KNOW .ottt e e et e e et e e eeaaeeesenaneesennaeeeeenteeesenns 9 S
Q15D

| If..Q14D =1

Home electronics product




VEIY TMUCK ..ttt ettt ettt et e eeeas
SOMEWNAL ......ooiiieiiie e et aaae s
STEIELY .ttt ettt ettt ettt a et e
INOE AL ALL..eeiiiiiieiiiciieeeee ettt s e e eta e e sebeeetee e tbeeteeesabeenaseesareeaneas
DON't KNOW .ttt ettt et s e et e s tbeeteeestae e aseesaneeaneas

QISE

| If.. QI4E=1

Windows or doors

VEIY MUCK ..ttt ettt ettt e
SOMEWRAL ..ot et e e e e et e e e e e s e eeaaaaeeeeeeeans
STEIELY .ttt ettt ettt ettt ae e eaea
DAoL A Y 1) P RRRRRRRRRRN
DON'T KNOW 1ottt e e e e et e e e e s e et ae e e e e e e sennaaaaeeeas

QISF

| If.. QI4F = 1

Home office product

VEIY IMUCK c..eiiiieiiieiecieceee ettt st be e b e e s e esaestaesseesseesseessesnsesnnas
SOMEWRAL ....c.vieiiieiiiiieeieeeeee ettt ete e te et e e b e esbessaeesaesseesseesseesseesseessesssenseansanns
STHGIELY .ottt ettt ettt ettt ne e aeeeeens
IOt AL AILL..eiiiieeiee ettt e e te e et e et e et e e e beeeabeeebaeenbaeenreeenres
DON't KNOW ..ttt ettt e et e et e e aae e tbeetaeessseessseessseensneas

Q15G

[ 1f..Q14G =1

Home or residence

VEIY IMUCK c..eiitiiiieieciiecteee ettt st be e b e esbestaeesaesseesseesseessesssesnnas
SOMEWRAL ...ttt ettt ettt et e e eae e etee e s aeeeareeetveeeveesareeeareeans
STHENELY o.eoiietieeeeeeece ettt ettt ettt bttt ess bt s erea
INOE AL AIL...eiiiiieciee ettt et et et et et et e et eteeereeears
DON'T KNOW .ottt ettt e eta e et e e taeeeteeeetaeeeareesaneenaneas

QI15H

| If..QI4H =1

Water heater

VETY TMIUCK ..ottt sttt ettt
SOMEWRAL .....oiiiiiiiiieiece e et e e e e et e e e e e e e eeaaaaeeeeeeeann
STHEIELY .ttt ettt e b et e e b e e sa e e te e s reesae e beesseenbeeaseereenreenraens
Do AT 0 1) PP RRPRRERRRRY
DON'T KNOW 1ot e e e e e e e e s eeaa e e e e e e e e ennaanaeees

Q16

Have you heard, seen or read anything about the EnerGuide label?



N0 ettt bbb ettt ettt b e bt eae e e b naea 2
DON'E KNOW ..ottt s st 9
Q17

Do you recall seeing this label?

Y S ettt ettt b et ettt be bt sh et e e e 1
N0 ettt a b b ettt ettt be e ue et e nenne 2
DON'E KNOW ..ottt s s e e 9
Q18 [1,10]

Yes, Q16 or Q17
[ 1f..Ql6=10rQ17=1

What does the EnerGuide label mean to you?

Select all that apply

Shows the energy use of the appliance ..........ccceevveiieiiiiiii i 1

The product is energy-effiCient. .........coevierieiieiiee et 2

Helps compare the energy consumption of one product to another.............cccccceee... 3

Seal of approval/Canadian Standards Association (CSA) approved .........cccccveevvennenne 4
EleCtrical SATCLY .....cveiiieiiieiieiecic ettt sneas 5

COSE SAVITIZ ..evveeeveeeteeiientieteeteeeteetestesteesseessesssesssessaessaesseessasssesssesseesseesseassesssenseansenns 6

T O SAVE CIIETEZY ...eeeeuitiieeiiiee ettt ettt ettt ettt e ettt e sttt e ettt e e ettt e e sabaeessabbeeesnbbeeesans 7

Oher (SPECITY) .euriiuiiieiieiierii ettt ettt ettt ste et e e e e sbessaesaeesseenseenseenns 77 B
Nothing/doesn't mean anything to ME ...........ccevceerierierieerieeieeeeeeere e 99 BX
Q19

Selected more than 1 answer to Q18
| If.. CALCQ18 >=2 and (Q16 = 1 or Q17 = 1) |

You indicated that the EnerGuide label means several things to you. Which of these most reflects
what the EnerGuide label means to you?



QI8=1

Shows the energy use of the appliance ..........cccoeieeiieiiiiiniiie e 1
Q18=2

The product is energy-effiCIent.........ccuevierieriieiieie et 2
Q18=3

Helps compare the energy consumption of one product to another...........cc.cccccoueuuee. 3
Q18=4

Seal of approval/Canadian Standards Association (CSA) approved .........ccecveevvennns 4
Q18=5

Electrical SAf@LY ........oiiiiieiiie et 5
Q18=6

COSE SAVIIIZ -.euveeeeeiieetie ettt ettt ettt sttt ettt ettt e b et e et e e st eseeebeesbeenbeenteenteeneeeneaseens 6
Q18=7

TO SAVE EIEIZY ...vveenetieiieiiiteeiteett ettt rtte ettt sb ettt e sbt e e ebt e e sb b e e bt e nbaeebeeenbeeebeeenbaeeneeen 7
Q18=77

OBRET .ttt bbbttt ettt h e bt bttt 77
DON't KNOW .ottt st 99
Q20 [1,16]

Yes, Q16 or Q17
[If..Ql16=10rQ17=1

Where do you recall having seen an EnerGuide label?

Select all that apply

Heating and cooling equipment promotional materials...............ccoevververeerreereernenen. 1
Gas fireplace promotional materials ..o 2
Label shown on refrigerators or fre€zers —  .oooiveevcievieniecceeeeeeee e 3
Label on ranges (StOVES) et 4
Label on clothes washers or dryers oo 5
Label on dishwashers e 6
Label on room air conditioners ..o 7
Label ON NeW CArS e e 8
Label on electric panel in homes e 9
In-store diSplays e 10
In @ Magazine Or NEWSPAPET  coceeeierieereeeeeeesee e e sreebeereeaeereesraeneens 11
On a company's WebSIte e 12
Onsocial media e 13
Other (SPECITY) .euviieiiieiieiieciieteete ettt ettt te et e b e e sbessaesaeesseesseenseenns 77
T ANt TECAIL ...ttt ettt 99
Q21A

BX

BX

Have you purchased or shopped for one of these products in the last 12 months?

Heating or cooling equipment

PUICRASEA ..o 1
Shopped for but not Purchased ..........cceccveeiiieiiieiiieie e 2
Neither purchased nor shopped for.........cocviiviiiiiiiiiiee e 3
DON't KNOW ettt sttt et et s 9
Q21B

Gas fireplace



PUICRASE ... e e
Shopped for but not purchased ...........cocoviiiiiiiiiiiie e
Neither purchased nor shopped fOr.........cocoiiiiiiiiiiiii e
DON't KIOW .ttt

Q21C

Refrigerator or freezer

PUTCHASEA ...ttt
Shopped for but not purchased ...........cocoiiiiiiiiiiiiiie e
Neither purchased nor shopped for.........cocoiiiiiiiiiiiieee
DON't KNOW ittt s st

Q21D

Range (stove)

PUICRASE ..o e
Shopped for but not purchased ..........c.oocueeieriiiieiieieece e
Neither purchased nor shopped for.........ccceiveriiiriiiciiiiieeeee e
DON't KIOW ettt bttt

Q21E

Clothes washer or dryer

PUICHASEA ...ttt
Shopped for but not purchased...........coocoeiiiiiiiiiii s
Neither purchased nor shopped for.........cccoiveriiiriiiciiiiieeee e
DON't KIOW .ttt

Q21F

Dishwasher

PUICRASEA ..ottt e
Shopped for but not purchased ...........cooceeieiiiiieiieee e
Neither purchased nor shopped fOr.........oocoiiiiiiiiiiiee e
DON't KNOW ittt st

Q21G

Room air conditioner

PUICHASEA ..o
Shopped for but not Purchased .........c.eccveeriieiiieiiieie e
Neither purchased nor shopped for.........cocviiviiiiiiiiiic e
DON't KNOW ..ttt ettt s e et s b e e te e e tbeetaeestbeessseessseesneas

Q21H

New car



PUICRASEA ... e e 1

Shopped for but not purchased ...........cocoviiiiiiiiiiiie e 2
Neither purchased nor shopped fOr.........cocoiiiiiiiiiiiii e 3
DON't KIOW .ttt 9
Q211

New home

PUTCHASEA ...ttt 1
Shopped for but not purchased ...........cocoiiiiiiiiiiiiiie e 2
Neither purchased nor shopped fOr.........oocoiiiiiiiiiiiiieeeee 3
DON't KNOW ittt s st 9
Q22A
[ 1f.. Q21A=1 |

How much did the EnerGuide label influence your decision to purchase ... ?
Heating or cooling equipment

VEIY IMUCK c..eoiiieiiiciecieceee ettt be et e e s e esaessaesseesseesseessesssesnnas 1
SOMEWRAL ..ot ettt e e e e e et e e e e e e e s esnaaaaeeeeeeeaas 2
STGIELY ..ottt ettt ettt ettt ettt e aeeeeens 3
DAoL A Y 1) RPN 4
DON'T KNOW 1ottt e e e e et e e e e s e enaaae e e e e e e s ennnaaaeeeas 9
Q22B

[ 1f..Q21B=1
A gas fireplace

VEIY IMUCK c..eiiiiiiieieciieceee ettt ae st be et e esbeetaessaesseesseesseessesssesanas 1
SOMEWNAL .....eviiiieiiie et e et e et e e et e e s e eaa e e e senaaeesenaeeean 2
STHEIELY .ttt ettt et e e e e b e e eaeeteesteesse e beesbeenbeeaseersenreenraens 3
DAoL A Y 1) PR 4
DON'T KNOW 1ottt ettt e e e e et e e e e e s s et e eeeeeesensaanaeees 9
Q22C

| If..Q21C=1

A refrigerator or freezer

VEIY IMUCK c..eiiiiiiieiecieceee ettt ettt e b e esbesaaeesaesseesseesseesseessesnnas 1
SOMEWRAL .....oiiiiiiiiiiiic e e ee e e e e e et e e e e e e e seaaaareeeeeeann 2
STHEIELY .ttt ettt e b et e et e te e re e s te e beerreenbeeateereenraanraens 3
Do AT 0 1) P PPRRRRRRRRRRY 4
DON'T KNOW 1ottt e e e e e e s eeaae e e e e e eenaaaaeees 9
Q22D

| If..Q2ID=1
A range




VEIY TMUCK ..ttt ettt ettt et e eeeas
SOMEWNAL ......ooiiieiiie e et aaae s
STEIELY .ttt ettt ettt ettt a et e
INOE AL ALL..eeiiiiiiiieciieeeee ettt et stb e e ett e e sebe e aeeestbeeteeesabeenaseesareeaneas
DON't KNOW .ttt ettt et s e et e s tbeeteeestae e aseesaneeaneas

Q22E

| 1f.. Q2IE=1

A clothes washer or dryer

VEIY MUCK ..ttt ettt ettt e
SOMEWHAL ...ttt ettt ettt e s bt e be ettt e et e eaeeeaeesbeeneeens
STEIELY .ttt ettt ettt ettt ae e eaea
INOE AL AILL..eiiiieeee ettt e et e et e e e e et e e e be e et e e enbaeenbaeenreeenres
DON't KNOW ..ottt ettt e et e e tb e e aa e e tbeetaeessseessseessseensneas

Q22F

[ 1f.. Q21F =1

A dishwasher

VEIY IMUCK c..eiiiieiiieiecieceee ettt st be e b e e s e esaestaesseesseesseessesnsesnnas
Y0 51130 o U | PR
STHGIELY .ottt ettt ettt ettt ne e aeeeeens
DAoL A Y 1) PPN
DON'T KNOW 1ottt e e e e et e e e e s e et ae e e e e e e sennaaaaeeeas

Q22G

[ 1f..Q21G=1

A room air conditioner

VEIY IMUCK c..eiitiiiieieciiecteee ettt st be e b e esbestaeesaesseesseesseessesssesnnas
SOMEWRAL ...ttt ettt ettt et e e eae e etee e s aeeeareeetveeeveesareeeareeans
STHEIELY .ttt et ettt et e et e et e e b e esaeereesteesae e beenseenbeenseesaenseenraens
INOE AL AIL...eiiiiieciee ettt et et et et et et e et eteeereeears
DON'T KNOW .ottt ettt e eta e et e e taeeeteeeetaeeeareesaneenaneas

Q22H

| If..Q21H=1

A new car

VETY TMIUCK ..ottt sttt ettt
SOMEWRAL .....oiiiiiiiiieiece e et e e e e et e e e e e e e eeaaaaeeeeeeeann
N1 T4 111 OSSO USRRSTUPSRUPN
Do AT 0 1) PP RRPRRERRRRY
DON'T KNOW 1ot e e e e e e e e s eeaa e e e e e e e e ennaanaeees



Q221
| If..Q211=1

A new home

VEIY MUCK c..eovtiiiieiecieceee ettt ettt esbeebeesb e ssaessa et e enseenseensesnsennnes 1
SOMEWNAL ......oeiiieiiieeceeeeee e e e e e e e e e e et e e e e e e e e eareeean 2
STHGIELY .ttt ettt ettt e et e st e s sae s reesse e beenseenbeenrensaenseensaens 3

D[ 1A 1 -1 | R OURRRRRURN 4

DON"t KNOW .ottt e et e e eenan e e e etneeeeenreeeeenns 9 S
Q23A

Thinking about the appliances, electronics, and heating/cooling equipment in your home, please
indicate how much each of the following motivates you to replace them.
Improved functionality/better performance

VEIY IMUCK c..eiiiieiiieiecieceee ettt ettt be et e esseesaessaesseesseenseessesssesnnas 1
SOMEWRAL ...ttt ettt ettt sttt e e ae e e 2
STGIELY <.ttt ettt ettt et e aeeteens 3

D[ L A ) U PR 4

DON't KNOW ..ttt ettt et e e st e e aa e e tbeetaeestseessseessseensnes 9 S
Q23B

Aesthetic appeal/cohesion with decor

VEIY IMUCK c..iiiiieiiiciecieceee ettt st be e b e e b e esaessaesseesseesseessesnsesnnes 1
SOMEWRAL ...ttt ettt et sttt et e e e e e e e 2
STERELY .ttt ettt 3

IO AL ALL ..ttt ettt 4

DON't KNOW ..ttt ettt e s e et e e stb e e eaae e tbeetaeessseesseessseensneas 9 S
Q23C

Energy savings

Y3 7 10 o] s PP 1
SOMEWRAL ...ttt ettt et sttt be et e st etebe e 2
STERLLY .ttt sttt 3

IO AL ALL .ttt sttt nae 4

DON't KINOW ittt sttt 9 S
Q23D

A desire to upgrade to newer technologies

VETY TMIUCK ..ottt sttt ettt 1
SOMEWNAL ..ottt et s e e ste e e sabeeetseesabeesaseessbeessseessseesaseens 2
STERELY .ttt 3

NOt At ALt 4

DON't KNOW ettt ettt sttt et 9 S
Q24A

When purchasing products that consume electricity, to what extent do you agree or disagree



with the following statements?
I always purchase the most energy efficient product

SHrONGLY QISAGICE ...evveveeiieiieiieie ettt ettt ettt e reeae s taesaesaeesseesseenseensessaensaensaens 1
DISAGICE ....eeuvieuiieeieeiieeiie ettt ettt et e st et e bt esteesbeesbessaesseeseenseenseesseesaenseenseenseensennsennnas 2
INEULTAL ...ttt sttt et ettt sb e sb ettt e e eae e 3

YN e (< OO PRSPPI 4
SHIONGLY BEICC .. eeuiieiieeiieitieitiete et ettt ete et et e bt esbeesbessaeesaessaesseeseenseensesssenssenseansenns 5

DON't KNOW ..ttt ettt ettt e 9 S
Q24B

I try to get the most energy efficient product that meets my needs

SrONGLY QISAGICE ...evvevieiieiieiieie ettt et e besae e taesaesae e seesseenseensessaenseensaens 1
DIESAGICE ....eeuvieuveeiieeiiecite ettt ettt et e st e e ta e et e st e esbeesbessaessaeseenseenseesaeesaenseenseenseensennsennnas 2
INCULTAL ...ttt sttt e b et e et sb e bt et este e e nenne 3

YN (<RSPPI 4
SHONGLY BEICC....eeutiiieiiieitieiteeie ettt ettt et e ste et e ebeesbessaeeteesseesseesseesseessesssesssessaensanns 5

DON't KIIOW ettt bbbt 9 S
Q24C

Energy efficiency ratings are not a significant factor in my decision-making

SrONGLY AISAGICE ...ceeeeiiiieiiett ettt sttt et e e e aeeeeens 1
D)L e (T TSR RRRR 2
INCULTAL ...ttt sttt et at ettt sb e bt bt esee e ebenaen 3

YN e (<P PR P PUPRR 4
SHONGLY BEICC....eeuviieieeiieitieitieie ettt ettt e et e te e teebeesbeesaesteesseesseesseesseessesssenssessaansanns 5

DON't KIOW ittt sttt 9 S
Q25A

If you were in the market for a new home, how important would these ENERGY STAR certified
home features be to you?
Higher insulation levels

Not at all IMPOTEANT.......cceerrierieiieieeiecie ettt ettt e e e beebeesbeseaeseeesaeesaeenseenns 1
NOt VEIY IMPOTLANT  ...veieviiiieiieiieieeieitieseesieesteeaeeeeeseesseeseesseesseessessaesseesseesseessensns 2
NEUTal et 3
Somewhat TMPOITANE ........oiieiiiiiiie ettt sttt e e e neeseeeeeens 4
VEry IMPOTEANT  oeoreiiiiieiieie ettt ettt eee sttt e et e te et e enee e s e sseesteenneenseeneeenees 5
DON't KIOW <.ttt sttt et ettt ettt et enaeeneas 9 S
Q25B

Efficient heating and cooling

Not at all IMPOTLANT....cccuiiiiieeiireiieeiie ettt e eee et e e teeebeeeseesnbaesnseeennes 1
NOt VETY TMPOTTANE  .oeuviieiieeiieeiieeiieeieeetteeieeeteeesteeeteeeaaeeseeeseesnseeeseesnsessseesnses 2
NEUral e e et 3
SomMEWhat IMPOTTANE .....eeevuiieiieeiieeiieeee et et este et eesteesaaeesbeeeeaeessbeessseessseennseenes 4
VEry IMPOTEANE oottt ettt ettt st st e e e 5

DON'T KNOW 1ottt e ettt e e e e e ettt e e e e s esnaaaeeeeeeessnsnnnaeeeas 9 S



Q25C

Additional air-sealing

Not at all IMPOTLANL.......cceeriieiieiieieeieeiee ettt e ae e sseeseesseensesnnes 1

NOt VEIY TMPOTTANE  ..eevieiieiieieeieeiieeteesieeieebeeaesaesteesseeaeesseesaessaesseesseensesssesnsesnnes 2
NEULTAL et 3
Somewhat IMPOILANE ........cccvervieriieieiieeieeiere et eteeteste e sae e e seesseesseesresssesseenseens 4

VEry IMPOTEANT  ooiveiiiiieiieieiieeteeeeee et eie et e eeaesaesteesseeseenseessessnesseenseensesnsesnsennnes 5

DON't KIOW .ttt 9 S
Q25D

High performing window and doors

Not at all IMPOTLANT.......oiuiiiiiiieieeiee ettt 1

NOt VEry IMPOTANT  ...eeitiiiieiieieeiieetie sttt ettt s seeeseeeneeeneeenes 2
Neutral e e 3
Somewhat IMPOILANE ........cccveriiiriieiieieeieeieee et ereete e eeseesaeesseesseesseessesseesseanseens 4

VEIY IMPOTEANT  ooiviiiiiieiieieeieeieeteesteesteeteesbeesaeseeesseesseesseesseessesssesseesseessesssesssesnnes 5

DON't KIOW .ttt 9 S
Q25E

A whole-home ventilation system

Not at all IMPOTLANT.......oouiiiiiiiieiieie et see e e e 1

NOt VEIY IMPOTANT  ...eeieiiiieiieiieie ettt ettt ettt et eeeesseeseeeseeeneeeneeenes 2
NEUIAl et s nae e 3
Somewhat IMPOILANE ........ccceervieriiiieiieeieeiereesteereeteeteeeeseesaeesseesseesseessesssesseeseens 4

VEIY IMPOTEANT  eoiviiiiiieiieieeieeteeteesteesteeteesbeesaeseeesseesseesseesseessesssesseesseessesssenssesnnes 5

DON't KIOW .ttt 9 S
Q25F

ENERGY STAR certified products, such as lighting and appliances

Not at all IMPOTLANT.......cciiitieiieieeieeie ettt seeeseeenee e 1

AT A 7 1Y o g o LSS 2
NEUIAl et e e 3
Somewhat IMPOTTANE ........ocieiieiiiieeieeie ettt ee e ee et ee e eneeeneesseeseens 4

VEry IMPOTEANT  .ooreiiiiieiieie ettt ettt e et et et e eneeeneesneeteenseeneeeneeeneas 5

DON't KIOW .ttt sttt 9 S

Q26
Are you aware that homes can also be ENERGY STAR certified?

Y S ittt — i t————————————— 1
] J RN 2
DON'TE KNOW 1ottt e e ettt e e e e e et a e e e e e e s esnaaaeeeeeeessnnnaaeeeas 9
PQ27

The international ENERGY STAR symbol and mark is a simple way for consumers to identify an
energy-efficient home. The same way some products and appliances feature an ENERGY
STAR blue symbol to signify energy efficiency, new homes can be ENERGY STAR certified to



demonstrate higher level of energy efficiency. These homes have increased comfort, save you
money on energy bills and help reduce GHG emissions.

To what extent do you agree or disagree with the following statements?

Q27A

An ENERGY STAR certified home would offer better value than a home without this certification.
SrONGLY QISAGICE ...evveiieiieiieiieie ettt ettt e et e ae e tee s aeste e seesseenseensesssenseanseens 1

DIESAGICE ...ttt et ettt ettt b ettt et e at e e a e b et e e et enaeeneas 2

DA\ L=1015 -1 PPN 3

AABICE .ttt et h e bt h e bttt et eat e e he e bt et e beenteeaaeaneas 4

STONGLY AIEC....eneiiieiieitiett ettt ettt ettt e bt ettt ettt e et eeaeesbeeeeens 5

DON'T KNOW 1ottt e e e e et e e e e e s e enaaae e e e e e e s ennaaaaeeeas 9 S
Q27B

I would purchase an ENERGY STAR certified home even if it cost, on average, $(5/10/15),000 more than
a home that is not ENERGY STAR certified.

SHONGLY QISAGICE ...evveviivieiieiieie ettt ettt e e et e et e e eesreesae e seesseesseessesssenseensaens 1
D)L e (T TSP 2
INGULTAL ...ttt ettt e et ettt e e et e s e e seeeseeeneeeneeenes 3
AAZICE ..ttt ettt e b e e h e s bt e bt e bt e bt e sbb e e bt e e bt e e bt s 4
STONGLY AZIEC....eueiiiieeiieit ettt ettt ettt ettt ettt e ae e bt et e e e eaeeeseesneaeeens 5

DON'"t KIOW <.ttt ettt ettt ettt et et eneas 9 S
Q28A

There are a number of reasons why someone might want to buy an ENERGY STAR certified
home. How important are each of the following reasons to you personally?
Helping to protect the environment

Not at all IMPOTANT.......cciiriieiieiieie ettt seeesee e 1

NOt VEIY IMPOTLANT  ...veievieiieiieieeteeieiteeseesteesteeaeeeeesreesseesseesseesseessessaesseesseesseessensns 2
NEUral e et 3
Moderately TMPOTTANT .....c.ecovierviiieiieeriesteeieete e see e e sreesteeseesaesraesseesseesseessesssessnas 4

VEry TMPOTTANE  ooiiiiiiiiieiieeiieeeteerteeete e siteeste e st e estbeesibeesateessbeensseesaseeseeessseensnean 5

DON't KINOW ittt sttt 9 S
Q28B

Saving money on your energy bill

Not at all TMPOTTANT....c..eotirtirtirieeiieieteteetere ettt ettt st st eiee e e b e 1

NOE VEIY IMPOTTANE  ouvintiiitirieeiieietentent ettt ettt st sbe st et ese et st sbesbeebeeaeeneeseneens 2
NEULTAl et sr e naeene s 3
Moderately TMPOTTANE ......ooccvieiiieiieeiieerte ettt rreesreesereesaeestaeeseaeensseessseesneas 4

VErY TMPOTTANT  ooiieiiieiiieeieecieeete et et e st e e steeseteessreesebeessaeessseensseessseensseensseensneas 5

DON't KNOW ettt ettt st sttt et et 9 S
Q28C

Benefiting from a financial incentive, rebate or tax incentive



Not at all IMPOTEANT.......oouiiiiiiieiieie et 1

NOt VEIy IMPOTEANT  ...eeitiitiiiieieeiieet ettt ettt ettt et s ieeseeesbeenaeenee e 2
NEULIAl et 3
Moderately TMPOITANT .....ceccvieriieierieriesteeieeie e eeesee e esteebeesaessaesseesseensesssesnsesnnes 4

VEry IMPOTEANT  ooeviiiiiieiieieeieeieeieee et et e ebeeeaeseaesteesseeseenseessessaesseenseensesnsennsennnes 5

DON't KIOW .ttt 9 S
Q28D

Having a more comfortable home to live in in terms of balanced temperatures and improved air quality.
Not at all IMPOTEANT.......ovuiiiieiieieiie et 1

NOt VEIy IMPOTLANT  ...eeieiiiiiiieieeiieetie sttt ettt ettt et s seeesbeenaeeneeenes 2
NEULIAl e 3
Moderately IMPOTTANT ....cc.eoviiiiiiiiiiietiee ettt ettt eaees 4

VEry IMPOTEANT  .ooreiiiiieiieit ettt ettt ettt ettt et e et e e et e e teenaeeneeeneas 5

DON't KIOW .ttt 9 S
Q29

An EnerGuide home evaluation provides an EnerGuide rating that displays the energy
performance of a home: The lower the number, the better the energy performance of the
home.

To what extent would you agree or disagree with the following statements:

I would consider obtaining an EnerGuide home evaluation.

SHIONGLY AISAGICE ....evveiietierieeiieie ettt et et e teebeebeesaessaessaesaeesseesseensesssesssensaensanns 1
DT e (T TP 2
INCULTAL ...ttt ettt sttt et e se e st sbeeae e eenenaen 3

YN (< TP P PO TP PPRUPPUPPROT 4
L8030 Ted o Tea (< USSP 5

Not applicable/I don't oWn @ hOME ...........ooieiiiiiiiieieeeee e 9 S
Q30

A home label indicating better energy efficiency would influence my decision to buy a house.
SHrONGLY AISAGIEE ....e.eeeeieiieiieie ettt ettt ettt et e st e et e aeeeeeeeeneeeneesneeseens 1
D)L e (T TR 2
INCULTAL ...ttt ettt sttt eb ettt e sa et sbeeae e eeeaenaen 3

YN (< TP P PO P PRSP PP 4
SHEONGLY QEICE. ... eeueeeuieeiieetieeti ettt ettt et et e e e te e see s st e sae e seenteeneeeneeeneesneenseens 5
DON'EKNOW ..ot s e 9 S
Q31

Agree, Strongly agree, 029
[ 1f..Q29=45

What is your preference for conducting home energy evaluations?



On-site evaluation by a certified energy advisor . 1

Virtual evaluation by a certified energy advisor L, 2
Self-assessment done online by inputting utility bill information — .................... 3

An assessment conducted by an organization based on my utility information ......... 4

DON't KNOW .ottt 9 S
Q32

Are you aware that buildings and industrial facilities can be ENERGY STAR certified?
Y €S, CLEATLY it 1

Y €S, VAZUCLY .ot et 2

NO, NOL AL ALt e e e et e e e s e e are e e e e e e e e eanaes 3

DON't KNOW .ottt 9 S
Q33

Would you be more or less likely to purchase products or services from a company that makes
efforts to save energy and help the environment?

MUCH 1€5S TIKELY ...ttt 1

LSS LKLY  ooeeieiiieiecieseeee ettt et ettt e b e nbeenbeenaeeneas 2

NEUITAL et e 3

MOTE LKELY ettt ettt ettt e e e enaeeneas 4

MUCh MOTE HKELY ...eviiiiiieiieie ettt esbeseaeenees 5

DON't KNOW .ottt sttt 9 S

QAGE

The last few questions are for classification purposes only.

Which of the following age categories do you belong to?

L8 10 2 e e e eaas 1
25 80 B4 e et e e ee e e e aaee e 2
B0 0 A ettt 3
A5 00 54 e et et e et e e e e e e e 4
S5 80 B4 et e e 5
(3N ) 1 L= SRR 6
Prefer NOT £0 ANSWET ......covviiiiieiiee et et eete e et e e et e e e eaaeeeeenaeeesenseeeeenteeeeenns 9
QSEX

What is your gender?

1Y, £21 (=PRI 1
FEMALe oot e st e e e e e e aaaees 2
(0141 GRS ORT PR 3
Prefer NOt t0 ANSWET .. ..vvviiiiiiieeieeeee e e e e e e eeaaaeee s 9
QPROV

Where do you live?



YN Lo - RO 1

British Columbia .o 2
Manitoba e 3
New Brunswick oo e 4
Newfoundland and Labrador .........c..cccviieriiieiienineneneeeeese e 5
NOTthWESt TEITIEOTIES  .oveiuiriiiiieiieietere ettt et 6
NOVA SCOLIA ettt ettt 7
NUNAVUE ettt sttt et et 8
ONATIO ettt b et ettt et 9
Prince Edward ISIand  .......cccoooiiiiiiiiiniiiicccece e 10
QUEDEC et et e et a e e bee e baeenbeeeares 11
SaskatChewan o e 12
YUKON TEITIEOTY oottt sttt ettt et ebee b eaens 13
Prefer NOt t0 ANSWET .....cc.ivuiiiieiieieieiestee ettt et 99
QEDUC

What is the highest level of formal education that you have completed?

Less than High School diploma or equivalent............ccccoooeeriiiiiiiiinieeeeeeeeee, 1
High School diploma or equivalent ............cccoerieieriiiieiiee e 2
Registered Apprenticeship or other trades certificate or diploma............ccccceeeenenee. 3
College, CEGEP or other non-university certificate or diploma ............cccceeceeeennn. 4
University certificate or diploma below bachelor's level ...........ccccoeoiviiniiniininnnne 5
Bachelor's EGIEe......cc.ueiuieiieiiee ettt ettt ettt e 6
Post graduate degree above bachelor's IeVel ........c.cccvvverieniieiieiieiecieeeeee e 7
Prefer N0 t0 ANSWET .....cc.iitiiiieiieieieteetese ettt sttt e e 99
QINC

Which of the following categories best describes your total household income?
Under $20,000 e 1
$20,000 to just under $40,000 ......ccoccieieiiieieee e 2
$40,000 to just under $60,000 .......cocceeieieiieieee e 3
$60,000 to just under $80,000 .......cceevierieriieiieieeeee e 4
$80,000 to just under $100,000 .......ccccverieriieiieieeieeee et 5
$100,000 to just under $150,000 ..........ccoeveievierrierierieieerieteee ettt 6
$150,000 ANd ADOVE.....viiieeiiieiiieeieeeee ettt 7
Prefer N0 t0 ANSWET .....c.iiuiiiieeieieiete ettt et nee s 99
QEMP

Which of the following categories best describes your current employment status?
Working full-time, that is, 30 or more hours per week ... 1
Working part-time, that is, less than 30 hours per week ... 2
Self-employed s 3
Unemployed, but looking for work L 4
A student attending school full-time L, 5
Retired e 6
Not in the workforce (full-time homemaker, unemployed, not looking for work)..... 7
L 14 1<) USSR 8

Prefer MO T0 ANSWET ... .vveiiiieiieeeeeeeeee ettt e e e e e et ee e e e e esareeeeeeseessanees 99



QOWN

Do you currently own or rent your home/apartment?

O WL ettt e st e st e st e e sab e e s bt e eab e e s bt e sabeeeabte ettt ebbeebeeebaeenbee s 1
RENE ettt ettt ettt s it et et e eaee s 2
Other (live at home, live at SChOOL, €tC.)....eevviriiiiiriieieiee e 3
Prefer NOt t0 ANSWET ......ccieiiieiieie ettt ae st ae e e sseebeesaesnseesaensaeseens 99
QAPPL

Rent, QOWN

| If.. QOWN =2

Were appliances included in your home/apartment?

S ittt ettt e e — e e e e e ee——————eeeeeaea————aaaeeeean————taeeeeennrraaans 1
] J RN 2
Prefer MOt 10 ANSWET .. ..evviiiiieieeceeeee et e e e e e e et e e e e e s eenaaaaeeeas 9
QELEC

Rent, QOWN

| If.. QOWN =2

Is electricity included in your rent?

D RSP USRRURPRSIN 1
N O ettt ettt ettt e e ettt e et e e e e ettt e e e nbteeea ittt e e e naaaeeantaaeeanraeeennaaeeannneaean 2
Prefer NOt t0 ANSWET ....c..iiiiiicieeiie ettt sae e beesta e e s ebeesabeesebeenene s 9
QPOSTC

May we have the first three digits of your postal code?

PLEaSE SPECITY 1 1evieiiiiiieiiieie ettt ettt ettt ettt nbeerbeenaeeneas 1
Prefer NOT t0 ANSWET ... .ccveriiiiieie ettt eie et eaesee e e steebeesbeesaestaesseesseesseessesssennnas 9
THNK

This completes the survey. This survey was conducted on behalf of Natural Resources Canada.
On behalf of the Government of Canada, we thank you for taking the time to share your
feedback. It is much appreciated.



