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/- Harnessing the Power of Data
2 to help clients achieve organizational goals.

ii*'

|I| Data supporting strategic decisions to Methodologies: Studies:

Improve products and services. Since 1979,

our experience with study and instrument - Awareness and

design, data collection, analysis, and formal . Digital Surveys @ Perception Studies

presentation assists our clients in identifying

the "why” and "what's next.”

Customer and
Talent with a knowledge base in a wide Focus Groups Cmployee Qatsiaction
. . . Studies

range of industries and methodologies

ensures a 360° view of the challenges faced

and the expertise to address them.

In-Depth Interviews Journey Mapping

Solutions that are customized to provide

a personalized approach to understanding
organizational, employee, and customer
needs, allowing for more informed decisions.

Creative and New
Concept Testing
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Project Overview

Research Objectives Areas of Investigation
« GreatBlue was commissioned by the Turlock The TID Customer Satisfaction Study leveraged a digital
Irrigation District (hereinafter, “TID") to conduct research methodology to address the following areas of
comprehensive research among its residential and Investigation:

commercial customers to gain a deeper

understanding of perceptions of the utility, its o Rating the organizational characteristics of TID

service, resources, and rates. o Satisfaction with customer service and field personnel
« The primary goals of this research study were to Z E:VF;TZ:]&;ES”;O%BE ownershio model

assess the effectiveness of TID's abllity to serve its . . . s

customers, identify areas for improvement, and " Satlsfact!on _W'th outage restoration and

gauge perceptions in planning for the future of the communication | |

utility. o Reliability of TID's electric service

o Interest in energy efficiency products and services

 The outcome of this research will enable TID Likelihood of purchasing an electric vehicle in the
personnel to a) more clearly understand, and future
ultimately set, customer expectations, b) act on Perception of TID's electric rates

near-term opportunities for improvement and, c) Preferred methods of communication
create a strategic roadmap to increase Demographic profile of residents

comprehensive customer satisfaction. . . . .
P Firmographic profile of commercial customers

O

O O O O
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Methodology

Digital

Target

Residential
Customers

No. of Completes

445

Quality Assurance

Dual-level™™

No. of Questions

417

Margin of Error

+/- 4.59%

Incentive

None

Confidence Level

95%

Sample

Customer List

Research Dates

April 2 - June 3,
2024

‘‘‘‘‘‘‘

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.

** Data quality personnel, along with a computer-aided interviewing platform, ensure the integrity of the data is accurate.
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. Respondent Snapshot

18 to 24

25 to 34
35 to 44

45 to 54
0o to 64

Age

Education

22.9%

0.9%
3.4%

Eighth grade or less
Some high school

High school graduate or GED 14.2%
Some technical school @ 2.5%
Technical school graduate 4.9%

Some college
College graduate

23.8%
25.8%

B3 OF ovGer .1 Post-graduate or professional degree 18.9%
Refused Jf 2.2% Refused 5.6%
0% 50% 100% 0% 25% 50%
Income Do you or anyone in your
family work in agriculture?
Under $9,999 | 2.0%
$10,000 to less than $25,000 6.5%
$25.000 to less than $40,000 8.5%
$40,000 to less than $50,000 | 5.8% 65.2%
$50,000 to less than $60,000 6.3%
$60.000 to less than $75.000 Don’t know/unsure f§ 1.6%
$75,000 or more 34.6%
Refused 27.6% Roluaed | 0%
0% 50% 100% 0% 50% 100%

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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. Respondent Snapshot

Type of Dwelling

Single-family home 30.9% Natural Gas

Town house or multi-family house | 2.7% Wood

Heat Source

62.2%

Apartment building B 4.0% Electricity 24.3%
Mobile home [l 4.5% Other | 0.9%
Condo | 1.3% Don’t know/unsure [ 2.9%
Other | 1.6% Refused 4.5%
Refused |§ 4.9% Propane [ 3.6%
0% 50% 100% 0% 50% 100%
Rent vs. Own Time at Current Address
Less than 1 year
1 to less than 5 years 14.2%
5 to less than 10 years 17.5%
78.0%
10 to less than 15 years 13.9%
Don’t know/unsure | 0.9% 0 fess e e
20 years or more 36.4%
Don’'t know |0.2%
Refused 9.4%
Refused ] 4.3%
0% 90% 100% 0% 50% 100%

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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N\

Research Methodology Snapshot  “i:.

e
*»
-------

Commercial

Methodology No. of Completes No. of Questions Incentive Sample

Digital/Telephone 100 . Vi None Customer List
Target | | | Research Dates
Quality Assurance Margin of Error Confidence Level
Commercial April 2 - June 7,
Dual-level** +/- 9.78% 95% P
Customers 2024

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Data quality personnel, along with a computer aided interviewing platform, ensure the integrity of the data is accurate.
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$ 5
. . . . E : H
saa /RNESPONGEN Nnapsno
v
Years as a Customer Number of Employees Monthly Electric Bill
0
1 to less than 5 years 11.0% R — P $200 or less 25 0%
5 to less than 10 years 10.0% o
$201 to $400
0
10 to less than 15 years 12.0% 11 to 25 19 0%
$401 to $600
15 to less than 20 years
20 years or more 54.0% 26 t0 75 11.0% $601 to $800 0.0%
0% 0% 100% $801 to $1,000 | 1.0%
: 76 to 150
Square Footage of Business $1,001 to $1,200 [ 2.0%
Less than 1,000 & 6.0% 151 or more [ 6.0% Over $1,200 21.0%
1,000 to IessStggg 26 0%
’ Other
5,000 or over 29.0% Don’t know
Don’t know 17.0%
Don’t know 31.0%
0
S ofused Refused 15.0% T
0% 50% 100% 0% 25% 50% 75% 100% 0% 25% 50%
Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide /10




Guide to Footnotes

General

[ R |

=362 The lowercase "n" is used to indicate the base size, or the amount of repsondents who answered a particular
Nn= question.

P P D S GreatBlue's proprietary Public Power Data Source (PPDS) leverages data collected from 12,000 public power
customers across the United States.

Statistical Significance

( /_) (+/-) indicates statistical significance at a 99% confidence level, denoting whether it is higher or lower than the
previous iteration of the survey. They are used in charts.

_ 36.2% Cell color indicates statistical significance at a 95% confidence level compared to the previous iteration of the
- survey. This is used in tables.

Scale Questions

"Ratings 7-10 This phrase indicates positive ratings from questions that use a 10-point scale. The positive ratings are defined
shown” as a rating of 7 through 10.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 11
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Satisfaction Levels

e |n 2024, the average positive rating across all company characteristics

was 895.9% among residential customers; a 1.7 percentage point increase
from 2021. Commercial customers' average positive rating increased

significantly to 93.6% from 84.8% in 2021.

Of those who had a recent customer service interaction, the vast majority

(91.2%) of residential customers and all (100%) commercial customers
were satisfied with the experience.

e TI|D scored a net positive rating (advocate + loyal + satisfied customer) of

87.2% among residential customers (from 95.5% in 2021) and 97.0%
among commercial customers (from 92.3% in 2021).

e Of those that have experienced an outage in the last 12 months, 88.2% of

residential customers were satisfied with the time it took to restore power;
a 1.9 percentage point decrease from 2021. Nearly all (97.3%)
commercial customers who experienced an outage were satisfied with the
time it took to restore power, which marks a significant increase from 2021
(+12.4 percentage points).

e \While over 90.0% of residential customers are satisfied with the reliability

of TID's electric service, this marks a significant decrease from 2021 (-5.6
percentage points). Nearly all (98.0%) commercial customers remain
satisfied with TID's reliability.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Customer Expectations

e Qver four-fifths (87.8% from 88.1% in 2021) of residential customers have

their expectations met "all" or "most of the time" by TID, with "competitive/low
rates” (68.3%), "reliable service" (51.9%), and "prompt response to any
Issues” (40.7%) being the top three expectations among the audience.

® Nearly all (97.0% from 89.4% in 2021) commercial customers have their

expectations met "all" or "most of the time" by TID, with "competitive/low
rates” (64.0%), "reliable service" (40.0%), and "courteous/helpful customer
service" (38.0%) being the top three expectations.

Rates

e Qver four-fifths (84.2%) of residential customers and 93.0% of commercial

customers rated the cost of electricity for the value received as "very good" or
Ilgood."

e Qver two-fifths (41.3%) of residential and 57.0% of commercial customers

expect rates to increase by at least half due to the California renewable
energy mandate. Notably, 13.0% of residential and 16.0% of commercial
customers expect rates to triple.

Electrification

® Nearly one-third (32.1%) of residential customers are interested in purchasing
an EV, with most planning on purchasing beyond next year.

® Nearly one-third (31.9%) of residential and commercial customers are

Interested in switching to electric appliances/equipment. Notably, 14.2% of
residential and 28.0% of commercial customers are already "all-electric.”

Slide / 13




Key Stud
an

Older customers are more satisfied with TID than younger customers. For
example:

® More customers 55 or older provided positive ratings for their overall
satisfaction with TID compared to customers younger than 595 (90.9%
compared to 79.9%).

e Nearly half (46.9%) of customers older than 35 identified themselves as
“loyal customers”™ of TID compared to 33.3% of customers younger than 55.

® |More customers 95 or older were satisfied with their most recent

customer service interaction compared to customers younger than 95
(94.8% compared to 86.3%).

® More customers 55 or older are satisfied with the reliability of TID’s
electric service compared to customers younger than 355 (96.5% compared
to 86.4%) and customers 55 or older are more satisfied with TID’s outage

restoration time compared to younger customers (91.5% compared to
33.9%).

® More customers 55 or older believe the cost of TID's electric service
compared to the value is “very good” or “good” compared to customers
younger than 39 (88.8% compared to 78.5%).
However, younger customers have a greater interest in electrification than
older customers.

® More customers younger than 55 own an EV compared to customers 955 or

older (14.1% compared to 2.7%), and more customers younger than 95 are
interested in electrifying their home appliances/equipment compared to
customers 955 or older (38.4% compared to 27.9%).

y_Findings | Demographic Variance |/

Residents whom indicated personally working in or having a family member
working in the agriculture industry:

¢ Provided significantly lower positive ratings for TID's openness and
honesty with customers, and the reliability of their infrastructure -
resulting in a significantly lower average satisfaction rating.

Audiences: Residential, n=177 (Younger than 55), n=258 (55 or older), n=131 (Family works in agriculture), n=290 (Family does not work in agriculture)

Statistical significance calculated at a 95% confidence level

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Residents with Family Members Working in Agriculture: Yes No
Communicating with customers 81.5 87.9
Responding promptly to customers 85.5 90.3
Helping customers conserve electricity 75.8 83.5
Being open and honest about company operations and policies 86.3
Rellable infrastructure 93.4
Providing good service and value for the cost of electricity 83.6 88.1
Community involvement 82.8 82.8
Helpful and knowledgeable staff 90.5 90.3
Overall satisfaction with TID 84.0 88.7
Average - 87.9
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Customer Ratings | Company Characteristics

In 2024, the average positive rating across all company characteristics was 85.9% among residential customers; a slight
Increase from 2021. Notably, significantly more residential customers provided positive ratings for TID's "community
Involvement” in 2024. Commercial customers' average positive rating increased significantly to 93.6% from 84.8% in 2021. Four
of the nine characteristics received significantly more positive ratings, with the largest increase being recorded for "responding

promptly to customers” (+11.9 percentage points).

Residential Commercial
"Don't know" responses removed; Ratings 7-10 shown 2019 2021 2024 2019 2021 2024
Communicating with customers 87.5 84.0 84.9 85.1 86.8 94.5
Responding promptly to customers 87.6 84.9 88.6 87.9 87.0 98.9
Helping customers conserve electricity 82.6 - 80.0 81.6 711 82.9
Being open and honest about company operations and policies 84.1 82.2 82.0 76.9 80.9 89.9
Reliable infrastructure 91.1 89.9 90.5 83.0 86.8 96.9
Providing good service and value for the cost of electricity 83.6 85.7 86.2 78.6 89.9 92.8
Community involvement 82.1 _ 82.2 74.3 83.8 93.0
Helpful and knowledgeable staff 90.4 88.7 89.0 84.6 88.2 96.9
Overall satisfaction with TID 88.7 87.8 86.3 79.2 89.1 97.0
Average 86.4 - 85.5 81.2 84.8 3.6

Q171-9: Please read a list of different organizational characteristics. For each one, please rate TID on a scale of one (1) to ten (10) where ten

IS very good and one Is very poor.

Residential: n=229-399 (2019), n=295-395 (2021), n=353-437 (2024); Commercial: n=74-101 (2019), n=74-101 (2021), n=71-100 (2024)

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Cell color indicates statistical significance at a 95%
confidence level, denoting whether it is higher or
lower than the previous iteration of the survey.
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Residential Ratings | PPDS Comparison Metrics

Among residential customers, TID exceeded both the California and National PPDS averages for all characteristics and the
average positive rating. Notably, TID exceeded the California and National averages by 20.5 and 25.8 percentage points,
respectively, for "reliable infrastructure™ and by 20.1 and 25.3 percentage points, respectively, for "providing good service and

value for the cost of electricity.”

Turlock Irrigation District

California PPDS

National PPDS

"Don’'t know" responses removed, Ratings 7-10 shown aHs ched Al
Communicating with customers 84.9 70.7 65.3
Responding promptly to customers 88.6 69.4 65.7
Helping customers conserve electricity 80.0 63.2 54.0
Being open and honest about company operations and policies 82.0 635.5 99.7
Reliable infrastructure 90.5 70.0 64.7
Providing good service and value for the cost of electricity 86.2 66.1 60.9
Community involvement 82.2 65.8 59.3
Helpful and knowledgeable staff 89.0 70.4 65.5
Overall satisfaction with TID 86.3 722 68.0
Average 85.5 63.1 62.6

Q171-9: Please read a list of different organizational characteristics. For each one, please rate TID on a scale of one (1) to ten

(10) where ten is very good and one Is very poor.
RES: n=229-399 (2019), n=295-395 (2021), n=353-437 (2024)

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Customer Ratings | Customer Service Satisfaction

Despite a slight decrease from 2021, over 90.0% of residential customers remained satisfied with their customer service

experience, with the most common reasons for the interaction being "to pay bill,

" "report an outage,” and for a "question on a bill

(not a complaint).” All of the commercial customers were satisfied with their customer service interaction, with the main reasons

for the contact being "to pay bill," "question on a bill (not a complaint),”

100%

15%

90%

29%

0%

Satisfaction with Customer Service Experience

100.0% 100.0%

96.8% 96.1% 98.0%
91.2%
8.8% (+
i - 20%  0.0% 0.0% 05% 1.3% 00% 00% 0.0% 0.0%

Satisfied Not Satisfied | Don’t know/unsure

Residential - 2019 (n=188) Residential - 2021 (n=139) . Residential - 2024 (n=181) Commercial - 2019 (n=49)
Commercial - 2021 (n=49) l Commercial - 2024 (n=358)

Q11: Please indicate the purpose of the call or visit.
Q12: How satisfied were you with the service provided by the TID employee?

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

and to "start or open service."

40.9% | 58.0%

of residential and commercial customers,

respectively, had an interaction with TID
In the past year

Top Reasons for Interaction

Residential

31.5% | To pay blll

13.3% | Report an Outage
11.0% | Question on bill (not a

complaint)

Commercial

25.9% | To pay bill

17.2% | Question on bill (not a
complaint)

15.5% | Start or open service

Top 3 responses shown

(+/-) indicates stafistical significance at a 95% confidence level, denoting
whether it is higher or lower than the previous iteration of the survey.
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Customer Ratings | Meeting Expectations

While over four-fifths (87.8% from 88.1% in 2021) of residential customers have their expectations met "all" or "most of the time’
by TID, notably, significantly fewer residential customers have their expectations met "all of the time" compared to 2021. Nearly
all (97.0% from 89.4% In 2021) commercial customers have their expectations met "all” or "most of the time" by TID. The top
expectations among both audiences are "competitive/low rates” and "reliable service.”

TID Meets My Expectations...
100%
Top Three Expectations
_— Residential Commercial
68.3% | Competive/low rates 64.0% | Competitive/low rates
n 51.9% | Provide reliable service 40.0% | Provide reliable service
93498 o0 52.9% 1 5o e 40.7% | Prompt response to any 38.0% | Courteous/helpful
50% 45.6% (- — Issues customer service
- 0 ., 40.0%
35.6% 35.2% 302 S
25%
10.0% (+) -
5.2% 7 4.9% o (=
- " e 15% 05% 2°°) 20% 100  1.0%
0% | . I | = —|
All of the time Most of the time Some of the time Not at all
Residential - 2019 (n=402) ' Residential - 2021 (n=401) . Residential - 2024 (n=445) Commercial - 2019 (n=102) Commercial - 2021 (n=103) . Commercial - 2024 (n=100)
Q1714: Which, if any, of the following are among your top three expectations of TID? (+/-) indicates stafistical significance at a 95% confidence level, denoting
Q15: To what extent does TID meet your expectations? whether it is higher or lower than the previous iteration of the survey.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide/ 18




Customer Relationship | Net Positive Rating

In 2024, TID scored a net positive rating
(advocate + loyal + satisfied customers) of
387.2% among residential customers (from
95.5% In 2021) and 97.0% among commercial
customers (from 92.3% in 2021). Despite the
decreased rating, significantly more residential
customers are either "an advocate of TID" or "a
loyal customer.”

Q1716: How would you best describe your relationship with TID?

(+/-) Indicates statistical significance at a 95% confidence level, denoting
whether it is higher or lower than the previous iteration of the survey.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Relationship with TID

| 12.2% (+)
I 19.8% (+)
An advocate of TID 10 8%
0
& 19.0% (+)
: 21.1%
| 32.51)‘-"/4:.41 19% (+)
N 41.1% (+
A loyal customer 28 49
37.9%
T 44.0%
65.9%
50.4% (-)
. g I 26.3% (-)
A satisfied customer 56.9%
46.6%
P 34.0%
2.2%
M 2.7%
0
A less than satisfied customer EWE"S ol &
2.9%
B 2.0%
2.0%
i 1.7%
0 =
Don’t know/unsure -29.;;0/“ )
4 9%
F 1.0%
0% 295% 50% 5% 100%
Residential - 2019 (n=402) . Residential - 2021 (n=401) . Residential - 2024 (n=445)
Commercial - 2019 (n=102) Commercial - 2021 (n=103) . Commercial - 2024 (n=100)
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Awareness/Understanding | Local Ownership

Significantly fewer residential and commercial customers reported they "had not heard that TID is community owned;" indicating
higher awareness of TID's community ownership. More residential and commercial customers reported they have either a "basic
understanding that TID Is community owned and how it is governed” or "have a fairly complete understanding” of TID's
community ownership (47.2% from 41.9% for residential customers, and 65.0% from 37.8% for commercial customers).

Level of Awareness Regarding TID's Community Ownership
100%
Digging Deeper
Over two-fifths (41.4%) of renters
(n=70) are not aware that TID Is
community-owned. 4,440
50%
36.0% 34.7% (-) oz 34.0%
. pcase —aie D3pos 4y o oA 25.2% ) 20.7% — 25.6% ¢ 0
184% . 19.6% — — 18.2% ( : l . 20.0% (-
12.2% . 08y 12.6%
I l
I've heard that TID is community | have a basic understanding that TID | have a fairly complete understanding | have not heard that TID Is community
owned, but don’'t know much about IS community owned and how it is that TID Is community owned, how it is owned
what it means governed governed, and how it benefits the
community
Residential - 2019 (n=402) Residential - 2021 (n=401) . Residential - 2024 (n=445) Commercial - 2019 (n=102) Commercial - 2021 (n=103) . Commercial - 2024 (n=100)

Q17: TID is a "Community Owned Utility." Which of the following statements best reflects

(+/-) indicates stafistical significance at a 95% confidence level, denoting
your level of awareness regarding TID's community ownership? Would you say...

whether it is higher or lower than the previous iteration of the survey.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 20




Importance | T1D's Responsiblility to Water Supply

Nearly nine-out-of-ten (89.2%) residential customers and 93.0% of commercial customers indicated it is "very" or "somewhat
Important” to them that TID prowdes the water supply for area agriculture.

How important is it to you that TID is responsible for providing a reliable water
100% supply to area agriculture?

89.0%

78.9%

75D/D 72.60/0
04.1%
50%
25%
0% |— --

16.2%

13.6%
10.3% 8.0% 6.8% 7.8% 72% 70% 78% ,
179 130/ 0 2.2% 2.9% 2.0% i
| . - . : h— | | e—— - __I
Very important | Somewhat important Somewhat unimportant | Not at all important | Don’t know/unsure

' Residential - 2021 (n=401) . Residential - 2024 (n=4495) Commercial - 2021 (n=103) l Commercial - 2024 (n=100)

Question wording changed in 2024

Q19: Regardless of whether you are currently receiving irrigation water service from TID, how important is it (+/-) indicates stafistical significance at a 95% confidence level, denoting
to you that TID is responsible for providing a reliable water supply to area agriculture? Would you say... whether it is higher or lower than the previous iteration of the survey.

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 21




Importance | Allocation of Revenue

The vast majority of residential (90.6%) and commercial (96.0%) customers believe fundlng infrastructure maintenance is either

‘very important” o

r 'somewhat |mportant," with 71.0% of each audience indicating it Is "very important.”

Importance of Funding Infrastructure Maintenance
100%

13%

71.0%

71.0%

90%

25.0%
295%

2.2%

1.0% 1.3%

0.0%

0
9.8% 3 0%

0%

Very important

Somewhat important

Not very important Not at all important

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)

| Don’t know/unsure |

Q26: How important would you say it is that TID invests a significant amount of
money in maintaining infrastructure such as their power generation facilities?

Copyright 2006 - 2024 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Reliability | Satisfaction with TID's Service

While over 90.0% of residential customers are satisfied with the reliability of TID's electric service, this marks a significant
decrease from 2021 (-5.6 percentage points). Nearly all commercial customers are satisfied with TID's reliability. The majority
of commercial customers are not willing to sacrifice reliability for lower rates, however, more residential customers are
considering the trade-off with over two-fifths indicating "it depends.”

Satisfaction with the Reliability of TID's Service Which statement most reflects how you feel with
— respect to reliability and rates?
98.3%
98.0% » "1 50
I 24 () o kg 1 acoopt mors power IS
Satisfied | outages in exchange for lower rates 6.8% () 07
96.1% 1.0% (-)
97.1% | am not willing to accept more v
I 05 0% | | power outages in exchange for lower
_ : 2845
rates 62.0% (+)
1.0% . 26.4%
- o It depends (what is meant by more 1
.1'25 ch | outages (#'s & duration) and how 19.6%, 1o o
Not Satisfied [ > (") much $ saved) 31.0%
0 ' 9
0.0% Don’t know/unsure 16'281; .
0 g8 49,
F 2.0% e 18.4%
0% 25% 50% /5% 100% 0% 25% 50% 75% 100%
Residential - 2019 (n=402) Residential - 2021 (n=401) B Residential - 2024 (n=4495) Residential - 2019 (n=402) | Residential - 2021 (n=401) B Residential - 2024 (n=445)
Commercial - 2019 (n=102) Commercial - 2021 (n=103) Commercial - 2019 (n=102) Commercial - 2021 (n=103)
l Commercial - 2024 (n=100) . Commercial - 2024 (n=100)
Q22: Overall, how satisfied would you say you are with the reliability of TID’s electrical service? Would you say... (+/-) indicates stafistical significance at a 95% confidence level, denoting
Q23: Which statement most reflects how you feel with respect to reliability and rates? Would you say... whether it is higher or lower than the previous iteration of the survey.
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Outages | Satisfaction with Restoration Time

Nearly all commercial customers who experienced an outage were satisfied with the time it took to restore power; a significant
Increase from 2021 (+12.4 percentage points). Of the residential customers that had an outage in the last 12 months, 88.2%

were satisfied with the time it took to restore power. Roughly two-thirds of both residential and commercial customers prefer
receiving text messages from TID for outage updates.

Satisfaction with Outage Restoration Time Preferred Communication Channel for
- 90 5% Outage Updates
1 90.1% , _ _
. [ C S .2 ) Residential | Commercial
Satisfied 69 2%
84.9%
S O7.3% (<) | [ | o~ message from D - -
B 7.4% TID website 14.6 9.0
4.3%
0 .
Not Satisfied 8.2% 23 19 Email from TID 10.6 3.0
1_4.:.2'7% On a TID mobile app 4.9 3.0
2.1?6”/ Other 2.7 14.0
. : 0
Don’t know/unsure - S'SW;]%
9.4%
W 1.4% (-)
0% 25% 50% 5% 100%
Residential - 2019 (n=995) Residential - 2021 (n=233) Residential - 2024 (n=340)
Commercial - 2019 (n=13) Commercial - 2021 (n=33) Commercial - 2024 (n=/3)

(+/-) indicates statistical significance at a 95%
QZ20: If you have experienced a power outage in the last 12 months, how satisfied were you with the outage restoration time? confidence level, denoting whether it is higher or

Q21: During a power outage, how would you like to get information about the outage, cause of the outage, and estimated restoration times? lower than the previous iteration of the survey.
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Value | Perception of Rates

Over four- flfths (84.2%) of residential customers and 93.0% of commercial customers rated the cost of electricity for the value
received as "very good” or "good."” Over two-fifths (45.8%) of residential customers have "a great deal of trust” that TID does all
It can to keep rates low; significantly more compared to 2021. A similar rate of commercial customers (43.0%) also have "a great

deal of trust” that TID does all it can to keep rates low.

The cost of electricity for the value received is...

42.2%
43.0%

Very good

42.0%
00.0%

Good

0.6%
4.0%

Poor

53.0% | 56.0%

Indicated they have a moderate to
strong understanding of how TID
uses the rates paid by customers

4.9%

Ve oor
VPO 1 0%

0.2%
2.0%

Don’t know/unsure Responses of 7-10 shown

0% 20% 40% 60% 80%

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)

100%

Level of Trust that TID Actively Tries to Keep Rates Low

A great deal of trust

Residential - 2021 (n=401)

Commercial

- 2021 (n=103)

40% 60% 80% 100%
Residential - 2024 (n=445)
Commercial - 2024 (n=100)

Q24: How would you rate the overall cost of electricity as compared to the value you receive from TID? Would you say...
Q25: How would you rate your level of understanding of how TID uses the rates paid by customers? Please rate your level of

understanding on a scale of one (1) to ten (10) where one is no understanding at all and ten is very strong level of understanding.
QZ27: How would you describe the level of trust you have that TID does all it can to keep its electric rates low?
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(+/-) indicates statistical significance at a 95%
confidence level, denoting whether it is higher or
lower than the previous iteration of the survey.
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Value | Impact of California’'s Renewables Mandate

While over one-fifth of residential and commercial customers do not expect California’'s renewable energy mandate to affect
rates, 41.3% of residential and 57.0% of commercial customers expect rates to increase by at least half due to the mandate.
Notably, 13.0% of residential and 16.0% of commercial customers expect rates to triple.

How much do you anticipate meeting the California renewable energy
100% mandate will impact your electric rates?

15%

90%
36.9%

26.0%

250, 21 8% 23.0%

0%

| expect rates will remain the
same by half

| expect rates will increase | expect rates will double

| expect rates will triple Don’t kKnow/unsure

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)

Q28: California has enacted a renewable mandate that requires utilities to provide 100% carbon-free
energy by 2045. How much do you anticipate meeting this goal will impact your electric rates?
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Energy Efficiency | Interest in Electrification

Roughly three-fifths of residential customers and nearly three-quarters of commercial customers are not interested in an EV.
However, nearly one-third (32.1%) of residential customers and one-fifth (20.0%) of commercial customers are interested In
purchasing one, with most planning on waiting at least a year. Over half of residential and commercial customers are also not
Interested In switching to electric appliances/equipment. Although, 14.2% of residential and 28.0% of commercial customers are

already "all-electric.”

Interest in/Timeframe for Purchasing an EV

4.9%
4.0%

11.9%
10.0%

Within the next year

Within the next 5 years

19.3%

Beyond the next 5 years
6.0%

Never/Not interested in an 60.7%

Electric Vehicle 74.0%

7.2%
6.0%

| already have an Electric
Vehicle

0% 25% 90% 13%

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)

100%

Interest in/Timeframe for Electrying Appliances/Equipment

6.3%

Within the next year
3.0%

13.5%
Within the next 5 years
11.0%
12.1%
Beyond the next 5 years
7.0%

Never/Not interested in 53.9%
switching 51 .0%
14.2%
| am already all-electric
28.0%
0% 25% 50% 75% 100%

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)

Q29: Are you currently interested in purchasing an Electric Vehicle? If so, in what timeframe would you be looking to make that purchase?
Q30: Would you be interested in switching from gas or propane-powered appliances and equipment (i.e. stove, heaters, etc.) to all electric

appliances and equipment? If so, in what timeframe would you be looking to make that switch?
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Communication | Preferred \Ways to do Business

Roughly one-quarter of residential customers prefer to do business with TID "online™ and another quarter prefer doing business
by "cell phone.” Similarly, over a quarter of commercial customers prefer to do business with TID "online™ while 18.0% prefer

using a "cell phone.”

Preferred Method of Doing Business with TID

Online/websit - | 27,98
niine/wepslie 26 3%

19.2%

Cell phone |
I 5 (-

8.7%

8.5%

In-person §
P - 11.5%

| _ ' 18.2%
Landline Telephone |
- 10.1% (-)

| . Residential - 2021 (n=401) . Residential - 2024 (n=445)

Top 5 shown

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

Preferred Method of Doing Business with TID

| _ 27.2%
Online/website
26.0%

14.6%
Cell phone
PR 1s.0%
| 17.5%
Emall
17.0%
PP 14.6%
andline Telephone
SO o
11.7%
In-person
I 14.0%
0% 20% 40% 60% 80% 100%

Commercial - 2021 (n=103) . Commercial - 2024 (n=100)

Top 5 shown

Q18: Which of the following is your preferred method for doing business with TID?
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(+/-) indicates stafistical significance at a 95% confidence level, denoting
whether it is higher or lower than the previous iteration of the survey.
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Communication | Preferred Channels

Over one-quarter of residential customers prefer to receive information from TID through "bill inserts,” followed by 17.5%
through "text messages,” and 1/7.3% through "email.” Nearly two-fifths of commercial customers prefer to receive information
from TID through "emaill,” followed by 18.0% through "bill inserts,” and 15.0% through "mailings/printed newsletters.”

Preferred Chanel to Receive Information from TID Preferred Chanel to Receive Information from TID
- | ' 17.2% | 27.2%
Bill inserts 29.7% (+) Email 37 0%
| 1.5% N 14.6%
Text messages - 17.5% (+) Bill inserts - —
- 27.9% i I 14.6%
mal - 17.3% () allings/Printed newsletters - 15 0%
S—— 22.2% S skl 25.2%
website | website
B 14.2% (-) I 11.0% (-)
. | 15.7% 1.9%
Mailings/Printed newsletters - 7.9% () Text messages . _—
. 2 1= i 0
0% 25% 50% 75% 100% 0% 25% 50% 75% 100%
. Residential - 2021 (n=401) . Residential - 2024 (n=4495) Commercial - 2021 (n=103) . Commercial - 2024 (n=100)
Top 5 shown Top 5 shown
Q31: How would you prefer to receive information from TID about TID programs and services? (+/-) indicates stafistical significance at a 95% confidence level, denoting

whether it is higher or lower than the previous iteration of the survey.
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Communication | Reasons to Visit TID's Website

The most common reason residential and
commercial customers visited the TID
website in the last six months was to "pay my
bill." The next most common reasons for
residential customers were to explore "rebate
iInformation™ and "outage information,”
whereas commercial customers were looking
for "outage Information™ and "information
regarding the irrigation season.”

Notably, nearly one-third of residential and
over two-fifths of commercial customers did
not visit the TID website Iin the last six
months.

Q32: If you have been to the TID website in the last 6 months, what
information were you looking for?

Information Seeked by Recent TID Website Visitors

. ' 35.3%
ay m i
ymy 26.0%

Rebate information

Outage information

Assistance program information

0.0%

Information regarding the

Irrigation season 9.0%

To find out how to contact TID 4 00

Career/job opportunities

Other

| have not been to the TID

website In the last © months 43.0%

0% 295% 950% 75% 100%

. Residential - 2024 (n=445) l Commercial - 2024 (n=100)
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Considerations

Mitigate Rate Concerns through Transparency
Data indicate that multiple overlapping factors may be
affecting how customers perceive their rates from TID. These
factors include:
e Concerns over how California’'s renewables mandate
will Increase customer rates,
e [he importance of continually investing in infrastructure
maintenance, and
e A general lack of understanding of how TID uses the
rates paid by customers.
These findings present an opportunity to reevaluate and
revamp TID's "How to Read Your Bill" webpage
(https:.//www.tid.org/customer-service/billing-payments/how-to-read-your-
bill) and actively promote this resource within the community.
While this webpage Is a good starting point for customers
seeking more information regarding the charges on their bills,
It would be beneficial to expand the content to explain how
the different charges are used by the utility and which
priorities they support.
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Maximizing the Focus Group Opportunity

The vast majority of TID's residential customers provided
positive ratings throughout the survey, however, there is a
discrepancy between customers 955 or older and those
younger than 355. The data found that significantly more
customers 55 or older provided positive ratings than
customers younger than 55 for several satisfaction metrics
such as overall satisfaction with TID.

Should TID commission the follow-up focus groups among
residential and commercial customers, it iIs recommended that
TID split the two residential focus groups between age
groups. Hosting one group of customers under age 55 and
vice versa will allow a more free-flowing conversation in each
group to deep dive how these different ages want to interact
with TID. Leveraging the groups in this way will also help TID
personnel to maximize learnings on how these two groups
differ and how best to serve each of their competing needs.
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